| TABLE OF CONTENTS
1. THE FACULTY. - -
ll. ACKNOWLEDGMENTS
. INTFIODUCTIGN — Bruece F Johnson
A. The Purpose of the Course Q
B. The Uniqueness of Radio p\

C. How to Use the Course D\

CASSETTE #1

THE HISTORY OF RADIO Peod L

*(Excerpled from “It Scunds Imposs:b!e" by Sarn Slate and Joe Cook)
: Addmonaf material by Art Mandelbaum '

1. The Beginning

3. The Early Uses of Radio

v, ‘ 2. The Explosion of Wireless Cammunication

4. The Seeds of Hegulati'on of the Air Waves -

5. The Financial Side ofiRadio’s History .
6. The Eflects of Television -
7. The FM Revolution -

8. The Future of the Mediurn.



CASSETTE #|2 SIDE A

HADIO STAT!ON OFIGANIZATION — HOW A STATION CIPERATES
: ' (Bruce F. Johnson) .

A lhii‘oduct_ion
. B. Th.e Sales Manager '
1. Local Sales |
":2_. Retail Sales
-3..Nationa'I'Se.lles' |
C.I' The Prograrn Dlrectoé' | .
D. The Chlef Engmeer
E. The Busin_ess M_anager; Cbnlroi]er, Iér 8_00-kkeeper. '
-F. Tﬁe Traﬁic Managér ' |
G. The Contmurcy Dlreclor .
H. A Typical Operat:o&Sequence
l. The 'Pror_notlon Dl_rector‘
J. The Pﬁbsic Service Directar
- K- Tﬁe\ 'G.enéfal .Mar\1ag.ér g
L. .Sur'ni'nal.’y._ - |

(Wﬁrksheei dﬁesﬁons)



CASSETTE #2SIDEB

 PROGRAMMING
(Paul Drew)

A. What io a Format? ¥
B, The Forrnats of Radio ﬂ/ I
. The Dn"ferent Formats . ,»;f :\"::I /
'a) Atll News |
6) Al Talk
c) B_eautilf.ul .Music
d) MOR (or Middls of the Road)
'e).' Ptog.res.stoe B
1) h&B or soul
' g) Country and Westeto '
hy Top Forty or Contemporary
) All Olc_ila_a
i Foretgn Language .‘- . )
k) Classical Muoio
Al Relioion i o
2 Automated Formats \k{/ .
C. What Makes a Suooessful Format in a Given Format Fleld’? /
1. Reasons for EStﬂbllSh!nQ a Format |
) Specmc Audlencef«’,y |
2. How Does a Format Inffuenoe a Given Market and V|oe Versa'z‘
3. Vt'hat Eesides Market influences, Affects a Format? |

- -- & ~The Function .ofa- Program- D:rector_as it Helates o & Format_. =
: How lt tles together wnh sales I

5. How is a Format Used as a Selllng Taol?-

(Worksheet Ouesttor:s) .

3



CASSETTE #3

BROADCAST ENGINEERING
(George Gapalbo}

1. Intreduction

2. The Chief Engineer

3. F.C.C. Hules

4. The Engineering Layout — Tracing the Sequence

A AM Stations

1

-10.
11..
12.
13.
14.

18,

. Non-Direclionai . ..

Propagation |

Location

. Blanket interference

Directional Antenna S_ystéms

. Grou.ﬁd..System;...:_ . ._ S -
Skywave vs. Groundw_a_ve |
'I"Irans_rni_tter |

Modulation

_Cla-ss.é"s of AM Sta_tinnls' N
Cloverag;e Maﬁs — AM 'Statior;-s
AM Gﬁi}eraée' M-ap Contours
Nig.ht ¢overage V8. D-ay quen;;_aée
STL's | | -

Signai Processing

)

a':f

——



P

PRy
¢
!

B. Freguency Modulation (FM)

1. FM Propagatiqﬁ -

é. Sltereo |

3. 'Quad.rélpho_nic .

4. SCA |

5., FM. Antennas

6. FM Zones

7. Classes of FM Stations
8. Aﬁtenna Poiaﬁzation
9. Powef vs. Helght

10, FM Coverége :

11. Advantages oi Dual Polarization
C. Remote Controf of Radio Tra.nsmiltle.i'-"s |
D. Studio Operation and I-;acilifies

1. The Contfol Room |

2. The Microphore

3. Studio Acoustics |

4. Turntables |

Cﬁéing léiecofds' S
5. Méglnétié Ta;plé .Fiecorder"s -
Reel-to-Reel Hecorﬁers '
1. Editing Tape
Cartridge Tape - ~

6. Talk Shows

E. Engineering Glossary of Tape Recorder Terms ..~ '

{Worksheet Questions)



i

CASSETTE #4

BASIC FUNDAMENTALS OF SELLING RADIO
(Bruce Johnson)

1. Planning ' \“
A. Plan Your Day in Advance _ -
B. Planning Your Day
C. Plan Your Time
D. Use of the Telephone
E. Force Yourself to be in Front of the Prospact
F. Interruptions

2. Setting Goals

3. Keeping Personal Fiecords'

4. Avoiding Procrastination

5. Reviewing Your Pro.duct

6. Qualifying Your Prospect -— And Y(.Jurself!

7. Credit Files |

8. The Client's Needs

A. Researching the Client
B. beveloping Need for Your Product
C. Tailoring Your Presentation
D. Planning
8. Your Appearance.

10. Your Attitude
_A. “Positive” Selling
B. “Positive" Listening
C; Like People

D. Pride in Your Company

—

e,
¥ :



T

11. Specific Approaches During a Sale
A. Sell Your Markst
B. Know Your Competition
C. Compliment Your Competition
D. Mix Fact with Enthusiasm
E. Eye-Ball Your Target
F. New ldeas
G. Buying Signals
H. Never Lie
1. Use 1Ihe Praofit Motive
J. Sell the Secretary
K. Price |
L Prospect‘Agreamem )
M. Refreshing your Prospsct's Intéres’é
N. Selling the Sizzle
O. The Million-a-Year Spender
P. Dealing with Negatives and Potential Negatives .
Q. Broadcast your Success
R. Mesting the Objections
S. Price Objections
12. Do's and Don'ts on the Firi.ng Line
A. Price
B. Persistance
C. Ask for the Order
D. Criticism |

E. Arguing



=

F. Asking for More
G. Asking “Why"?

H. Summarize Your Points

13. Basic Sales Philosophy Summary .
A; Researching New Accounts
B. Favorite Clients
C. After-sales Service
D. The Market is Down

(Worksheet Questions)

CASSETTE #5 &6

‘ RESEARCH
{Kathryn Lenard)

- 1. Hiét_ory of Radio Research
2. ARMS
3. GOALS
:_4. Sampling .
5. Current Measuring Companies
A. ARB — How it works
B. PULSE — How it works
C. Hooper — How it works
6. The differences and the pitfa]ls '
A. Sampling
B. Response
7. Summary
. 8. What is & Rating? -

9. What is a Share?




10. Average va-Hour
11. What is a Cume?

12. How do Ratings, Shares, and Cumes relate to each other?

13. Turnover .

14. Gross and Net

18. What is Reach?

16. Net Reach

17. Cumea Combinations

18. What is Efficiency? .

19. How to Compute Efficiency at a Dollar Level
A. CPM's
B. Cost per Thousand Reached
C. Cost per Rating Point
D. Listeners per Dollar -
E. Costper 1%

20. ﬁeach and Frequency

21. New Sysfems using Rating Data
A. BARFE.
B. Batch Systems -

C. On-Line Systems

. 22. How 10 use Systems -

A. Problem and Solution #1 -

B. Problem and Solution #2

C. Problem and Solutions #3



—

CASSETTE #6 — SIDE B
(Worksheet Questions and Answers)
How to Use a Rating Book

Sample Rating Book — Pages 1-14

CASSETTE #7

THE WRITTEN PRESENTATION

(Art Mandelbaum, Dwight Case, Kevin Cox) )

-

1. Introduction .

2. Different Presentation Forms
3. Purposes for a Presentation
4. Ingredients
A. The Mechanical Side of a Presentation .
1. Accuracy
.2 Length
B. The Logic of a Written Presentation
C. Presentations versus Proposals
5. Sa_mple Presentation #1

6. Sample Presentation #2

47

+

7. The “Mumbers” Presentation — Sample Presentation #3

(Worksheet Quastions)

10

i/

N
_/

.



'

CASSETTE #8

RETAIL SELLING AND PROSPECTING
(Arthur Adler}

1. Introduction

2. Definition

3. Approach
A. The Wrong Way
B. The Right Way

4, The Language

5: Being a Retail S.alesperson‘“ _
Foundation and Structure

6. The Rewards

7.. Prospecting for Retailers

8. Getting an Appointment

9. The Sales Presentation .
The Pitch .

10. A Sample Retail Presentation

11. The Final Touch

12. Summary

13. An Easy Guide to Retall Radio Advertising

{Worksheet Questions)-

11 .



CASSETTE #9 SIDE A

MERCHANDISING oy

(Richard O'Toole) ,/

Introduction and Definition
— Who Uses It?
A. Participants and Their Functions
1. The Client
2. The Broker
3. The Distributar
4. The Retailer
5. The Agency
B. Researching Pmblemsl and Needs
C. The Tools of Merchandising
1. Lelters ta the Trade
2. Point-of-Sale Aids
3. Hard-goods a;a-d Sgwfces P@motions
4. The 30-30Plan |
D. Legal Ramifications .

{Worksheet Questions)

CASSETTE #9 SIDE B

CO-OP ADVERTISING AND HOW TO GET IT
(Richard O'Toole)

1. Co—oi:: ljef.ined

2. Who u;es Co-op

3. Th.e Abuses of Co-op

4. Correcting Co;op Abuses

5. Co-op Goals

K]

?.\.I ’!...
S
<

4
ad



6. How to gel Co-op Advertising

Where to Find Prospects

7. How to Apply Radio
8. Research and Follow-up
9. Summary

{Worksheet Questions)

CASSETTE #10
| <71

CLIENT SALES PROMOTION
PROMOTIONS THAT BUILD AUDIENCE -— THE PACKAGE TECHNIQUE
(D_wight_ Case)
1. Introduction
2. Radio is a Companion
3. The Client's Framev-vork -
4. Involving the Client
Advertiser Patterns
&. Invalving the Audience
6. What a Promotion mqst Niotivate
7. Working with Programming -
8. The Tools of a Sales Promotion
' Involviné other St‘aﬁonhPe.rsorl'mel
9. The Planned Promoticnal Calen&ar
10. Creative Ideas and their Execution
The Pignic
| The Specific Targets
11. Pricing the Promotion
12. The Specific Peripheral Targets

13. Prizing your Promotion

13



14. Recapitulation

15. Other Promotion ldeas
A. Halloween
B. The Fortune Cookie
C. Litlle League
D. Odd-Ball Olympics
E. The Student Premotion
F. The Family Tree
G. The Mystery Car
H. Tha Surf ’N. Sand FPromotion
I. Promotian Titles

(Worksheet Questions)

CASSETTE #11 .

COMPETITIVE MEDIA
(Dwight Case)

1. Introduction
A. Media Your Client may be Using
Analysis
2. Pricing of Competitive Advertising Media
A. Newspapers
1. Pricing
2. Circulaﬂbn
3. Audit Bureau of Circulation
4. Training the Client
B. Television
1. Struciure of Television Sales

‘2. Television Ratings

14



3. Who watches Television
C. Billboards
1. How Billboards are Sold
D. Circulars
1. Who uses ICircuIars
2. The Pricing of Circulars
E. Direct Mail
1. Who can Receive Direct Mail
2. The Pricing of Direct Mail
3. How Radio People can use Direct Mail
F. Transit Advertising
1. What is Transit
A. Bus Transit
B. How Transit is Soid
G. Skywriting
3. Summary

(Worksheet Questions)

CASSETTE #12

ADVERTISING AND SALES PROMOTION
(Art Mandelbaum)

1. Definition

2. Sales Promotion en an Advertising Theme
3. Sponsor-involved On-Air Sales Promotions
4. Sales Promotion Functions Involvfng Groups
5. Internal Sales Promotion

6. Advertising as a Sales Promotion Teol

15



16

7. Which Media are Available

8. Advertising Geared to Soliciting Listeners

o~

8. The Choice of Medla
10. The Key to Advertising and Sales Promation Success
11. The Promotion Director
A. Controlled Creatiﬁity
B. Trades
C. Expsnse Control
D. Public Relatons .
E. Summary

(Worksheet Questions)

IV. WORKSHEET ANSWERS



P

| — THE FACULTY

1972
1971
1970
1268
1966
1964
1962
1960
1959
1958
1957
1956
1953

BRUCE F. JOHNSON

President, RKO General Radio

Vice President and General Manager, KLAC, Los Angeles

Vice President and General Manager, KFAC-AM & FM, Los Angeles

Vice President and West Coast Manager Metro Radio Sales, Los Angeles
Vice President, Metro Radio Sales, Los Angeles

Manager, Metro Radio Sales, Los Angeles

Account Executive, AM Radio Sales (now Major Market Radio), Los Angeles
Manager, Peters-Griffin-Woodward Radio, Los Angsles

Account Executive, Peters-Griffin-Woodward Radio, Los Angeles

'Radio-TV Producer, U.S. Army Exhibit Unit, Washington, D.C.

Announcer, Armed Forces Radio and Television Service, Hollywood
Announcer, KOOL-AM-TV, Phoenix, Arizona
Chief Announcer, KUSC-FM, Los Angeles

ART MANDELBAUM ' : o -

17

1972 Vice-President, Advertising and Promotion; )

- Execufive ‘Assistant to the President, RKO General Radio, Los Angeles
1962 Presidant, Art Mandelbaum Productions, Los Angeles;

Executive Vice-President, M/B Creative Services, Dallas, Texas

1960 Senior Film Editor, Aerojet Genera! Corporation, Azusa, California
DWIGHT CASE
1973 Western Regional Vice-President, RKO General Radio, Los Angsles
1972 Vice-President and General Manager, KHJ, Los Angeles
1967° ~ Vice-President Western Region, AS] Communications
1966 Vice-President and General Manager, KROY, Sacramento
1964 Vice-President and General Manager, KLYD, Bakersfield
1962 Executive Vice-President and Managing Director, Peter Frank Organization
1961 Vice-President Sales and Operations, Gorden Broadcasting
1960 Station Manager, KOBY, San Francisco
1960 Partner, Norcal Advertising, Sacramento
1058 Station Manager, KRAK, Sacramento
1957 Sales Manager, KBAK, Sacramento
19586 Salesman, KFIV, Modesto, Ca.
1865 - Program Director, KFIV, Modesto, Ca.
18564 Announcer, KMOD, Modesto, Ca. >
1858 =~ Announicer and Program Director, KCVR, Stockton, Ca. -
19582 Announcer and Copywriter, KBOX, Modesto, Ca.
1949 U.S. Navy
1048 Announcer and Copywriter, KXOB, Stockton, Ca.



PAUL DREW

1973

1972
1970
1969
1968

1887

1968
1865
1963
1961
1957
1956
1955
1954

Vice President Programming, RKO General Radio;
Program Director, KHJ, Los Angeles

Pragram Consultant, Washington, D.C.

Program Director, KFRC, San Francisco

Program Director, CKLW, Detroit

Program Consultant, Storer Broadcasting Company, Philadelphia
Program Director, CKLW, Detroit

Pragram Director, WQXI, Atlanta

Music Director, WQXI, Atlanta

Disc Jockey, WOQX|, Allanta

Disc Jockey, WAKE, Allanta

Disc Jockey, WGST, Atlanta

Disc Jockey, WHLS, Pt. Huron, Michigan

Program and Production Manager, WDET, Detroit
Anncuncer and Engineer, WDET, Detroit

KATHRYN LENARD

1972

1966
1964
1958
1957
1955

Vice President Research, RKQ General Radio and RKO General
Radio Sales

Director of Research, Metromedia Radio and Metromsdia Radio Sales
Research Manager, Metro Radio Sales

Senior Analyst, Metromedia, Inc.

. Junior Analyst, Metromedia, Inc.

Junior Analyst, Bryan Houston Advertising

GEORGE CAPALBO

1873
1866
1853 .

Vice President Engineering, RKO General Radio
Chief Enginear, WRKO/WROR, Boston, Mass.
Chief Engineer,-WAAB-AM/FM, Worcester, Mass..

ARTHUR ADLER

1974

1973~
1972
1871
1970
1969
1968
1964

18

Vice-President Marketing and Retail Services, RKO General
Radio, New York :

‘Vice-President and Genaral Manager, WXLQO, New York

Director of Retail Sales, CBS Radio, New Yark

National Retail Sales Manager, CBS Radio, New York

Retail Sales Manager, WCBS, New York

Account Executive, WCBS, New York

Eastern Regional Sales Manager, Columhia Records, New York
Account Executive, Columbia Records, New York



TN

RICHARD P. O'TCOLE

1966  Director of Merchandising, WOR, New York

1961 President, R.P, O'Tocla, Inc., New York

1956 General Manager, Media-Merchandising Sales, New York
1952 Eastern Sales Promotion Manager, Beatrice Foods, New York
1948 General Sales Manager, Meadow Gold Dairies, New York
1944 Specdial Sales Representative, Meadow Gold Dairies, New York

KEVIN C. COX

1972 Execuiive Vice-President and National Sales Manager, RKC Radio
Representatives, New York ’

1971 National Sales Manager, RKO Radio Hepresentat]ves,'New York
1970 Vice-President and Midwest Manager, Metro Radio Sales, Chicago
1868 Vice-President and Manager, Metro Radio Sales, Philadelphia

’ 1965  Manager, Metro Radio Sales, Philadelphia
1863 Account Executive, Metro Radio Sales, Chicago
1959 Account Executive, WIP, Philade'phia

Il — ACKNOWLEDGMENTS...

WE WISH 70 *Sam Slate and-Joe Cook for their excellent book entitled “it Sounds Impossible”,
ACKNOWLEDGE THE portions of which were excerpted for use in the compilation of the section of this course
ASSISTANCE OF: dealing with the history of radio. -

William McClenaghan, Vice President and General Manager of Arbitron Radio...
Larry Roslow, Associate Director of the Pulse, Inc. ...
And Tom Cox, Vice President and General Manager of C.E. Hooper . . . for their

invaluable assistance in the compilation of the section of this course dealing with
research.

19






Il — INTRODUCTION
By: Bruce F. Johnson

A. THE PURPOSE OF This course was conceived, constructed and produced for several reasons:

THE COQURSE
First is the need to train people In the selling of radio, and in clarifying all the

functions of any radio statian.

The FM revolution has doubled the number of people needed for selling the medium;
and, because radio is the type of medium that can't wait untit next week, many people
have received their training in a baptism of fire,

This is not to say that many outstanding Sales Managers, Managers and
salespeople in this country are not up to training new recruits, but we all know there is
just so much time in the day, and that daytime is valuable because it's selling time.
Therefore, any time we take out of that time tends to make us less effective in our own
daily performance.

That being the case, we decided to produce a course that gould be taken at home, on
your lunch houror coffee break, orin your car driving to work, or making a call, aron the
weekend. The course, therefore, frees the Sales Manager or the Manager to do the
things he or she must do fo make the station run, white, at the sama time, allowing you
to practice the training you are receiving from your management staff and fram this
course.

We do not claim that this course is the end-all in radio functicn and sales training.
Much of the material has, hawever;worked for RKO Radio on agrand scale; and herein
lie the theories and practices we use each day in building the sales, and other
emplovee performance leveis, for our radio stations.

Another reason for producing the course was the need for a periodic self-review by
those people already on the staff. Veteran salespeople, Managers, and Program
Directors can gain something from this course; even if it is just to sharpen their own
knowledge and re-think some of the practices and procedures they are now using.

It might even be helpful if you disagree with some of the methods we use, if only to
reinferce in your own mind your own successful methods.

Yet another reason we présent this course is that we fervently believe that everyone
in the industry has an obligation and a responsibility to bring this most dynamic medium
uptothe place where it helongs in the total advertising picture in the United States, and
perhaps, in the world.

Radic now accounts for only 5% of the total advertising dollar. Magazines do around
18%, television 25%, and newspapers-anywhere-from-30-te 40%-of the total-dellar—.—

Radia is a medium that reaches over 95% of all the people in the United States within
a given week; and yet we do only 5% of the business.



B. THE UNIQUENESS
OF RADIO

Recently, we were shown the figures of a newspaper whose combined total weekly
circulation, including Sundays, was less than 700,000, Yet, that newspaper billed more
than $30,000,000in 1972. In thal same market, a radio station reached almost a million
peocple each week, and was the top biller in the market with $3,000,000 plus.

Now, the question is, is newspaper ten times better than radio? We know for a fact
that it isn't, but advertisers and agencies have become accustomed to the idea that
newspapers are worth more thanradio. We're not taking any pot-shots at newspapers,
for newspapers are an extremely valuable medium. Atthe same time, they are not ten
times better than radio.

You might then ask the question—what s radio really worth? How much should we
charge, and how much of the total dollar should we achieve? To bring it into focus, let us
give you an example,

Let's say that you can lease Shea Stadium in New York City, which holds
approximately 60,000 people. We give you a microphone and you stand inthe center of

the field. The stadium s full of people,-and although.most of them are silent, some may -+

be talking to one another.

Let's also say thal you want to get a peint across to them. You have a store in the
center of town and you are puiting on a special sals. Now, if you've got tha only
microphene controlling the entire loud-speaker system for that stadium, and there are
80,000 peaple sitting there, is it reasonable to believe or assume that you can get thair
attention and tell them abcut the sale? Obviously you can do it.

Now, what do you think the position of that microphone for 60-seconds would be
worth to you? Certainly more than the $60 or $70 that you'd probably charge for a

ang-minute announcement on your radio station for that kind of average quarter-hour -

delivery.

We think the proper price would be somewhere closer to $700 to $1,000 for that kind
of opportunity. And yet, each and every day on 7,000 radio stations across the county,
that “Shea Stadium™ oreven a high school football field is filled with anywhere from two
thousand to a million people listening only to one voice on one radio station, with no
competition for the listener's ears.

In New York for example, a radio staticn can deliver anywhere from 600,000 fo a
million people in an average quarter hour. That means there would be ten Shea
Stadiums or more filled with pedple listening only to your message.

Radio circulation, as opposed to newspaper or magazine circulation, counts the
number of people who have actuaily. heard the radio station.

Newspaper or magazine circulation counts the number of people who subscribe, or
the number of papers delivered or sold at a newsstand.



C. HOW 70O USE
THE COURSE

The printmedia rarely, if ever tell you how many people actually saw any specific ad,
but “Starch”, a company providing such information to newspapers, shows that about
30% would be the maximum one could expectto evensee the ad. Those whoread it
number around 20%. Atthe maximum of a half-million circuation, the very best ad you
could produce would only net you 100,000 readers for that ad.

Now, again, we're not just saying that there is anything wrong with newspapers or

.magazines, just that the proportion of dollars is way out of whack.

This course is geared to provide all serious radic people with some of the tools
needed to reinforce their conviction that radio is the most persenal and effective
marketing medium in existence today.

Although we have attempted to distlll any heavily technical information into
non-technica! terms, you may find that discussing technical aspects with a station
specialist, like an engineer at your station, will provide further understanding of those
topics which are of a more technically specialized nature.

Here's to your growth: and the growth of the radio industry.

Good listening!

— Bruce F. Johnson
President, RKO General Radic






1. THE BEGINNING

THE HISTORY OF RADIO
(Material in italics excerpted from “lt Sounds Impossible” by Sam Slate and Joe Ceok)
Additional material by Art Mandelbaum

In 1872, a Boston newspaper ran the following article: "A man about forly-six years -
of age, giving the name of Joshua Coppersmith, has been arrested in New York for
attempting 1o extort funds from ignorant and superstitious people by exhibiling a
device which he says will convey the human voice any distance over metaflic wires so

‘that it will be heard by the listenier at the other end. He calis the instrument a

‘telephone’ which was obviously intended to imitate the word ‘telegraph’ and win the
confidence of those who know the success of the latter instrument without
understanding the principles on which it is based. Well-informed people know that itis
impossible to transmit the human voice over wires as may be done with dots and
dashes and signals of the Morse code, and that, were it possible to do so, the thing
would be of no practical value. The authorities who apprehended this criminal are to
be congratulated, and itis hoped his punishment will be prompt and fitting.” In order
to understand the evolution of the radio industry as we know it today, we have to go
back a bit.

In the early 1830°s, Samuel Morse, with a series of batteries and coils, was able to
send a message through two hundred feet of wire. In Ben Frankiin's day, he made a
contribution to the future of broadcasting when he showed that the flash of an eleciric
spark from a cloud io the earth indicated the presence of eleciricity. He thereby was
able to discern the speed of electricity, which, in his words, was inconcelvable.

In 1875, Alexander Graham Bell advanced the wonders of radio and television
when, while working on a telegraphic device for reproducing sound, he accidently
stumbiad on a secret of transmiiting the human voice electrically. And, in 1892, aman
by the name of Nat Stubblefield figured out a way fo transmit the human voice through
the air. He waited unti! 1902 to demonstrate it publicly and, on New Year's Day 1802 . . .
in Fairmont Park, Philadelphia, he broadcast the sound of his own voice which was
picked up on a receiver a mile away. Stubblefield got a patent on May 12, 1908, but
owing to his own idiosyncrasies, he wouldn't permit knowledge of his own inventioit o
be spread about. He wanted an snormous amount of money for his creation and
nobody took him up. He would have been famous .. . perhaps the father of radio . . .
had he been willing to impart his secret before the patent was granted, but he wasn'i.

The man who was considered to be the true father of radio, Gugliemo Marconi, had
moved to England in 1896 where he took out a patent on a device to transmit sound
withoutwires. And, in Decemberof 1901, he moved his gearto Wales with the idea of
transmitting a telegraph code through the air o St. John's, Newfoundland. After two
days of experimenting, Marconi was able to send the Morse code —three dofs —the
letter “S” — through the air and this broadcasting “first” was something which was
totally unheralded within the nation's press until December 16, 1901, when Marconi
and the “Evening Herald” of St. John’s, Newfoundland, gave their own accotnt of
how the signals were sent and received.



I 1901, the United States Navy discontinued the use of horing pigeons in favor of
wireless telegraphy.

Aman by the name of Lee de Forest began experiments with the wireless about the
same time that Marconi completed his first successful transatlantic test. By using a
series of barrel hoops connected by wires for an antenna, he was getting a range of
about four to five miles in a transmission. de Forest set up a small shop in a small
building in Jersey Cily, New Jersey, as a wireless-set manufacturer under the
imposing title of the “American Wireless Telegraph Company.” A promoter was able
to get de Forest an audience In Washington, and he was asked to manufacture
sending and receiving sets for the government

Another American electronic engineer who figures heavily in the progress of
broadcasting was Reginald A. Fessenden who had been & Westinghouse engineer
and who was a professor at the University of Pittsburgh. Fessenden thought that there
might be a way of fransmitting musical notes and, perhaps, even a human volce
throtigh the alr and he was the one who developed a detector that was, In reality, a
smail efectric fight bulb that could reproduce music and voice undulations. de Forest,
very shortly aflerward, in 1906, invented the three-slement electron tube called the
Audion. This was the first radio tube and it revolutionized wireless transmission.
Fessenden was frying to put together a machine -that would send out continuous
waves as oppased to the erratic type of spark-and-arc wireless transmission that was
then in use. He believed that if he could develfop a smooth and continuous flow of
high-frequency vibrations then he might superimpose the human voice on this
continuous tlow the way Bell had put the human voice on electric currents.

Dr. Emst F. Alexanderson, a brilliant young newcomer to the General Flectric plant
at Schenectady, New York, had built stich a machine. Fessenden began with
Alexandersan’s machine in 1905, while he was working for the National Efectric
Signaling Company. He setup a statiornr at Brant Rock, on the Massachusetts coast

On Christmas Eve, 1908, wireless oparators on ships within a radius of 100 miles of
Brant Rock heard a Morse caode call, “"CQ, CQ." They first wondered if there was a
ship in distress but, affer a couple of minutes, the opserators on duty couldn’t belisve
their ears. A human voice was coming out of their earphonss. Somecne was
speaking! It was positively eerie. The talking stopped and a woman'’s voice was heard
singing. Ships' officers were called in to listen. Nexi, there was the sound of & male
voice reading a poem . . . then a violin solo. At the end of the performance, the male
voice asked lisleners to write lo R.A. Fessenden at Brant Rock, Massachuselts.
Scores of the operators responded. This was the first radio broadcast. As well, it
seems, as the first radio listener-responsa promotion.

On January 13, 1910, Enrico Caruso, by special arrangements with the
Metropolitan Opera, sang into a microphone which was hooked up fo receivers atthe
Park Avenue Library and the Metropolitan Life Insurance Building in New York. The
listeners, composed of members of the press and interested parties in the new
invention of radio, passed around sels.of headphones in order that everycne would be
given the opporturity to listen.
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2, THE EXPLOSION
OF WIRELESS
COMMUNICATION

1810 was really the year that the noveity of the new invention called "radio” began
to seem commercial. It was at that time not only a scientific curiosity but it also was
garnering a ceftain amount of newspaper space. The John Wanamaker slores in
Philadeiphia realized its value, and equipped their stares with the most modern and
finest equipment available which was, at the time, being produced by the American
Marconi Company.

David Sarnoff was the manager of the Marconi Wireless Sltation in Sea Gate, New
York, When he learned that Wanamaker was installing this equipment, he agplied for
the job of operating their system. This kept him invoived in wireless and stilf enabled
him to continue his studies in elecironics at Pratt Institute.

In 1912, Sarnoff picked up the message sent by the S8 Titanic that if was sinking.
This was really the birth of radic news.

In its earllest days, wireless was used primarily by the military for ship-to-shora
communications. The concept of its being used as an enterfainment or information
mediawas inconceivable fo alf but a very few. Sarnoff, in 1816, wrote afong memo to
the General Manager of the Marconi Company wherein he envisioned the idea of
using what he called a “radio music box" to bring music into many homes by using
different wave lengths, amplifying fubes, and a loudspeaking telfephone mounted in
one box. The basic premise of his memoas was that his “radio music box™ could be
manufactured in large quantities and probably sold for a moderate figure of $75.00

- per outfit to individuals for use in thelr parlors or living rooms.

When Sarnoff, by 1919, had been made General Manager of _the new Radio
Corporation of America, he guessed at a gross sale of 100,000 units In the first year,
300,000 the second, and 600,000 the third.

in 1922, the first “radio music box' came off the assembly line. in ils first year,
$11,000,000 worth were sold. The second year, §22, 500,000 were sold, and the next
year, $60,000,000 worth were s0/d.

Radio was an industry!

The original crystal sets were composed of a coil of wire wrapped around an
oalmeai box and a tiny pile of sifica which could be bought at any hardware store very
cheaply. You needed a couple of conlact clips, a few strips of copper, a sheet of
sandpaper, pliers and a screwdriver, and you had a radio.

There was arumor that some “radio fanatics™ got so involved that they would run to
the store, buy a box of Quaker Oats, and dump out the cereal, just zo get the box to
make another crystal set!

By 1820, two radio stations, WBAY and WEA F, in New York, were broadecasting

--programs-of a sort on a highly tentative basis. These were mostly composed of .

carrying the descriptions of football games in the New York area.



3. THE EARLY USES
OF RADIO

KDKA, in Pittsburgh, however, gets the credit for being the first real radio station
since it was the first to establish a regular scheduie of broadcast events. It operated
from a tert and most of its broadcasts came from remote pick-ups by direct wire,
KDKA was the first to broadcast a presidential election. Afthough the broadcasting
event was local, the nation's press picked itup. The excitement of radio being abie to
transmit this information to owners of crystal sets began to prove the worth of radio
broadcasting as a popular invention. By August of 1921, there were only two new
stations on the air. By September there were efeven, and by the close of the year,
there were thirty stations broadcasting. By the end of 1922, over 200 stations in
Seattle, Los Angeles, Portiand, Denver, Chicago, New Orieans, Minneapolis, New
York, and Pittsburgh were broadcasting programs to an audience of over 3,000,000
radio homes. 3,000,000 people sitting with sarphones and staring into space,
glassy-eyed, shir-shh-ing whoever walked into the room.

The first broadcast radio commercial took place on August 16, 1922. It was &
ten-minute filibuster on behalf of the Queensborough Corporation of Jackson Heights,
New York. It was a real estate pitch.

Although radio began to grow in audience in the early 20's, it was an economic
bomb. It had no acceptance as an advertising medium, even though it said it was
responsible for knocking magazine subscriptions down by 30% and kilting the record
business, with sales faliing off by 85-80%. Still, station owners discovered that it cost
money to operate and nobody was able to convince advertisers to use radio in fieuof
newspapers, handbills, window displays and biltboards. On top of that, the aclors
and actresses of Broadway and Hollywood ware beginning to desire payment for
appearing on radio whereas they had done so before for nothing, simply for the
publicity exposure. The Secretary of Commerce, Herbert Hoover, didn't help the
situation when he announced that, “The American people will never stand for
advertising on American radio.” There were suggestions for a subcription system,
endowrnents and government subsidy as well as coin-operated radio hoxes, but the
populace was getting something for nothing and it was too late to change it.

Initiaily, radio, as an entertalnment media, required bringing entertainersto a studio

to broadcast their act- The Vincent Lopez-Orchestra first broadcast on WJZ in New:.—

Jorsey on November 27, 1921. At the time, nobody had thought of a remote music
broadcast and, besides, the telephone company said it wasn't feasible to put a
micrephone on a bandstand and send music by wire to a radio station for transmittal
over the wireless. Western Union finaily came through with such an instaliation just
before Christmas in 1921 and Vincent Lopez did the first remote dance-band pickup.

- When he asked people to call in for reservations to see him atthe Pennsylvania Grilfin

New York, the incoming calls knocked out one of mid-Manhattan’s telephone
exchangss! This was in 19217, '

1



4. THE SEEDS OF Whaen, during the Harding Administration, Herbert Hoover became Secretary of
REGULATION Commerce in 1921, there was no licensing procedure for radio stations. When Hoover
OF THE AIRWAVES took office, there were less than 50,000 receiving sets in the country. Within six

months, sets in use had jumped to one million. There was no real problem of radio
frequencies at first because most of the stations were buiit by amateurs and operated
on very low power, so their wave lengths didn't overfap and interfaere. But as the
stations increased power, problems began. All that was needed for operating a
station was the abilily to transmit a signal. Just grab a spoton the dial and go! Station
owners soon found themseives drowned ouf by other operators on simifar
frequericies. Getting two or more programs on the same dial position was commonin
the 1920's. In February of 1922, Hoover called a conference of aif branches of the
wireless comimunications industry . . . broadcasters, manufacturers, amateurs, and
government agencies included. This Federal Radio Commission was the sfart of the
Federal Communications Comumission, set up as a poficing system to keep
broadcasters front infringing on gach other's wave lengths.

Initially, a veluntary system of control was set up in which stations who were
assigned frequencies agreed fa confine their signais to their wave fength and not to
move around on the radio dial, .

In 1927, a fow stations began breaking away from the voluntary controf system,
pirating other stations’ wave lengths. By the time the Federal Radio Commission was
formally sanctionad by Congress, in 1927, there were more than a thousand stations.
The number was reduced to 708 in November by the FRC. One of the viclators of the
Wave { ength Law was Aimee Semple McPherson, a lady evangelist whe garnered
fees up to $10,000 for a single evangelical performance. Her femple in Los Angeles
was a great tourist attraction. On the side, she sold cemetery lots and buiit a radic
station. The Federal Government laarned that she was not observing the FRC
regulations. She was broadcasting all over the dial, figuring #t was the “Lord's alr,”
and she had every right to use it. After several ignored complaints from the FRC, an
inspecior was sent to close her station. Har wire to Hoover read, in part, *. .. you
cannot expect the Almighty to abide by your wavselength nonsense. When | offer my
prayers to Him, I must fit in with His wave reception. Open my station at oncel”

Hoover convinged her that if she hired a propar manager and stayed on her owrt.. -
frequency, she could have her license back. Sha did.

It wasn't until 1934 that formal and plenary potential power was applied to the radio
spectrum. In 1934, Congress enacted the Communications Act which in tumn
established the Federal Communications Commission, a seven man hoard, each of
whom served for seven-year terms.

Inorderto keep politics and special interests at a minimum, the Act provided that no
more than four members of any one political party could serve gn the Cammission at
one time. '

The Commission was also empowerad to regulate the telephone and telegraph
industries, and more recently satellite transmission.



5. THE FINANCIAL
SIDE OF
RADIO’S HISTORY

The Commission has the power to review the qualifications of potential licensees for
broadcast facilities, to grant licenses for those facilities and it has the power to revoke
and suspend licenses. The current license peried is for three years, based on
geographic distribution. Howevet, legislation is pending in Congress to extend the
license period to four or five years.

The Commission operates under statutory authority with respect to the overseeing ot
the “public interest, convenience and necessity,” which has resulted in a number of
rules dealing with public service, public affairs, and ascertainment of community
needs.

As an-administrative agency of the Federal Government, the' Commission is
empowered to make rules govermning the broadeast industry, and these rules are
subject to review by the Federal Courts.

After the enactment of the Communications Actof 1934, the number of radio stations
on the AM band began fo proliferate.

However, the very first radio “network” became a semi-reality in January 7923,
when WEAF in New York and WNAC in Boston were connected by tefephone wire
and carried identical broadcasis at the same time. AT&T subsequently developed &
special high-efiiciency cable to carry talk, music, and the broad range of broadcast
sounds from one station to ancther with enough fidelity to re-broadcast it on the
wireless. By June of 1928, a four-station tie-in was broadcast with the New Yark
station originating the show and sending it io the other three stations.

The idea of simultaneous broadcasts all over the country motivated David Sarnoff of
RCA’s NBC fo create the first real network. The inaugural broadcast of the first
24-station NBC network took place on the night of November 14, 1226. Itincorporated
Wilt Rogers, broadcasting from Kansas City; Mary Garden from Chicago; Eddie
Cantor from New York; and many others . . . all being heard direct from their cities.

Any potential competition to the NBC network required the wires, furnished by the
phone company, to tie together slations-for a-competing-operation. Arthur-ludson,
who had been in concert management and had run a booking agency, approached
the Columbia Phonograph Corporation to take over the operating broadcast rights of
an independent chain of stations which he had put together. This was originally
known as the Columbia Phonograph Broadcast System. One of the problems the
fledgling network had was procuring sufficient sponsorship to cover the $8,000 a
week expense incurred in originating programming. In 1927, the gross biflings of GBS
were $72,500.

A young man by the nama of William Samuel Paley of Philadelphia, Pennsylvania,
who was the tweniy-seven year old advertising manager of the Congress Cigar
Company, learned that CBS was for sale and, after having seen the amournt of sales

- generated by cigar advertising onradio; he persuaded some-associales [o join himin

buying R Paley paid $400,000 for CBS.



6. THE EFFECTS
OF TELEVISION

Justas a point of reference, in 1928, CBS had a gross of $1,447,000; and by 1938,
fts annual gross had reached $27,000,000. As a maiter of fact, by 1938, the networks
had compiled combined grosses of $75,000,000. NBC had expanded into two
networks, the Red Network and the Blue Network; and, in many cities, therefore, NBC
had two outlets. The Red Network was the bigger of the two and, since it offered more
major cities and higher powered stations, it was the most soughf-after of the two by
advertisers. It was only a few years later when the Federal Government, finding that
the Red and Blue Services of NBC were in reality two separale networks, ordered
RCA to divest itself of one of them. RCA decided to keep the Red Network, and the
Blua Network (under independant management) became the American
Broadcasting Comparny.

By the late thirties, Mutual had enfered the field. There were some efforts to combat
the Blue and Red Networks and Columbia, but they had failed. So, when in 1934 an
advertiser wantad fo reach New York and Chicago, but didn't want to pay coasi-to-
ceast network costs, he approached WOR, which was in Newark at the time, and
WGN in Chicago, and broadcast a show over both simultaneously, paying fuil rate for
each. .. and the Mutual network was born, They added WLW in Cincinnati (a2 highly
fistened-to station), as well as over one hundred other outlets and, when the Don Lee
Broadcasting System in California joined, Mutual had a coast-to-coast operation.

Mutual offered groups of stations to an advertiser who didn't feel he needed the
whole nefwork, just regional coverage. They aiso played recorded programs, a
practice which NBC and CBS didn't allow. The people at Mutual were flexible and
practical. They didn't have the staff, bui they allowed the marketing side of radio
advertising to gain a foothold, which may well be the key unique element of radio’s
selling power today. :

By 1948, radio had become the most powerful communications medium in
existence, and was rivaled only by newspaper in its ability to attract advertising doliars.
But 1948 was a pivotal year for broadcasting, since it was the year that the freeze on
television license allocations was lifted, allowing the visual medium to grow at a
fantastic rate.

Almost overnight, radio’s talent, management, and personnel rushed inio the new
medium of television, leaving radio with almost ne redeeming qualities. So decimated
was the radio industry that very few, if any, people held any hope for its continuance as
even a minor communications force. Today, in fact, you'll still find peaple who marvel at
the fact that you're working in the radio business, since they firmly believe that you died
back sometime in the early 1950's. It was much like owning a gas station and finding
outin ene day that all the automobile manufacturers were turning cver to atomic power.

The network stations were the most seriously damaged in the change-over to
television. Since almost all of their program fare had been fed from the networks, their
local appeal was minimal. The independent stations, however, experimented with

news and music and sports and tried to stay alive during the warst depression of the

medium.



-7. THE FM-
REVOLUTION

L

Around 1955, however, Todd Storrz and Gordon McLendon, two independent radio
operators, discavered that by picking the 40 top-selling records from across lhe United
States and playing them over and over again, they could draw large radio audiences.
This really was the rabirth of moedern radio and signaled an era unparalieled in the
communications business.

Many hybrid formats grew out of the original Top-40 — Middle of the Road, All News,
etc. Radio also began to specialize, and all of a sudden there evolved stations playing
only Classical music, or only Country and Western music, or formated with All Talk or
Information, or All Foreign Language, or All Religion. The radio operators quickly found
out that each station had to achieve a unigue identity in the marketplace since their
listeners wanted to know that when they dialed in a particular station, they were going
1o get a particular type of service.

Radio revenues then grew at a fantastic rate, and more and more stations became
economically successful.

- Although FM licensees had been granted broadcast permission as far back as the
mid-50’s, it wasn't until 1966 that they really began to make their presence felt. The
basic appeal of FM in the early going was a much better signal in terms of fidelity,
especially in the area of music; and the fact that, since they were economically
unsuccessful, thera was a dearth of commenrcias.

As time went on, most oparators discovered that they could not run their operations
as charitable organizations, and commercial FM siarted to grow.

The first formats were almost exclusively background music or the type of music you
hear in a doctor’s office. In fact, many FM operators sold their service to doctors,
lawyers, dentists, and supermarket operaiors.

Then, in 1967, the FCC decread that commonly-owned AM and FM stations (in
other words, an AM and FM station ownad by one owner} could enly duplicate the AM -
broadcasting on the FM band 50% of the time. Most operators reasoned that, since
they had to spend the money for a separate program staff and programming format, . -
they might as well go all the way. Thus, the growth of FM was accelerated at a rapid
pace until today, where, in some quarters, FM is considered equal to, or better than,
certain AM facilities.

By the middle of 1974, there ware 4,406 commercially-licensed AM stations, and
2,526 commercially-licensed FM stations that were on the air and being operated.

This acceleration of facilities, however, caused a major problem for most AM
aperators since the econemic advertising revenue base of the radio industry had not
been expanded; and therefore, the growth of the number of operating stations in the
country helped to cause a revenue decline for many cperators.

The growth of FM also caused a re-thinking of program philgsophy on the partof =

many AM cperators, and, particularly in the pastthree or four years, many adjustments
were, and still are, being made. ) ’

8



8. THE FUTURE
OF THE MEDIUM

The guestion now arises as to the future of our medium. Although there are no
apsolutes, you might consider the following.

Some people are of the opinion that because of the stereo capability of FM, AM
stations will go more and more to talk and information, while FM will control the music
portion of programming.

This would make sense ifit were not for the fact that AM does have stereo capability,
and, althoughitis in the developmental stage, the possibility of AM stereo is notthat far
down the road.

At the same time, there axists the innovation of cable, which most people think of in
terms of television. However, keep in mind that cable has the capability of carrying an
audio signal and, currently, many cable systems are picking up the signals of AM and
FM fer rebroadcast in their own service areas. Soma visionaries predict that it is just a
matter of time until the cable operators start operating their own music and/or
information systems. '

The first people in the radio industry who will be hurt by the incursion of cable willbe
FM operators, since cable has the capability of broadcasting in stereo or quadraphanic,
thereby taking away the most appealing factor in FM broadcasting, that being
multi-channel reception.

At the same time, cable cannot compete with the transistor radio or the automohile
radio, and since receivers are becoming smaller and smaller, it is not inconceivable
that a device could be had within the next five or six years that will fit inside your aar to
allow you to be, in effect, wired for sound, thereby i 1mprowng and expanding the large
mobile audience far radio.

The poini of all this is that technological advances will change the shape of things
and the way we do business. But, keep inmind that no matter whattype of vehicle we
use for transmission of the audio sound, there will always be a need for programming
people and advertising salesmen.
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A. INTRODUCTION

B. THE SALES
MANAGER

RADIO STATION ORGANIZATION — HOW A STATION OPERATES

By: Bruce F. Johnson

In arder for yau to function effectively as an employee of a radio station, it is very
important that you understand the responsibilities of the key people within the
organization. Many new employeaes fail because of a lack of understanding regarding
who is respansible for what; and many employees waste valuable hours of their own
time discovering the job functions by a trial-and-error method.

Job descriptions will vary from station to station. Generally, the smaller the market,
tha more hats each member of the staff will wear. It's alibased on economics. The more
money a station bills, the more elaborate the table of organization, and the more
services it requires. ' '

This person is responsible far bringing in the majority of station revenues. Some
stations may have collateral sources of income, but generally speaking a radio
station’s life-blood is the revenues it brings in from advertisers.

Sales occur in three different categories:

1. LOCAL SALES

Although many stations lump local and retail sales into the same category, it
will be helpful to you to understand that a new and separate category is evolving
in the retail area and, therefore, at RKQ we separate the two.

We consider local sales to be business placed through advertising agencies,
which weuld include “in-house™ agencies.

The advertising agency represents the aEivertiser. and under normal
circumstances creates the campaign, produces the spots, and buys the time on
stations. ’

For the service it provides, itis standard in the industry for a radic station to give
a 15% commission on the gross amount of the sale to the agency.

In-house agencies are those advertisers big enough to have their own
full-service advertising staff, and over the years the practice has evolved whereby
the in-house agency is granted the same commission rate as the independent
agency. :

Depending on the size of the agency, it will usually have a media department
that is in charge of buying time and space in all media; and it’s up to the sales-
person involved to convince the agency first of the value of radio versus other
media, such as newspapers, television, magazines, etc., and then io convince
them of the value of his or her particular station.
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Most agencies have Creative Departments where the campaigns are
conceived and produced, and an Account Executive who represents the agency
ta the client or advertiser.

Here is an example of how advertising usually winds up on your station.

The Advertising Manager of Acme Widget Company has a problem with
respect to the movement of his goods off the shelf.

He meets with the Account Executive of his advertising agency to discuss the
problem. The Account Executive then goes back to the agency and presents the
problem to the Creative Department with his recommendations. They, in turn,
come up with g creative sclution to the problem, usually in the form of an

‘advertising campaign.

After the idea for the campaign has been determined, the Account Executive
consults with the Media Department and the decision is made as to which media
will be used in the campaign.

~litis radio, the advertising' agency then calls the station representatives to
come in and present their program. The Media Department then makes a
decision as to which station it will buy and the order is placed.

Now, it must be obvious to you that there are a number of people involved in the
decision-making process with respect o the placement of advertising on your
station. We leave it to you to determine just who should be covered te ensure that
your station gets the buy. ’

RETAIL SALES

At RKO we consider a retail prospect as anyone who does not have an
advertising agency, and anyone who is spending money in other media, such as
newspaper, television, etc.

In the majority of cases, the sales representative from the station must act as
the advertising agency in that he or she will prabably suggest the idea for the radio
campaign, write the spots and handie all the paperwork. Normally, stations pay a
higher commission to salespersons on such sales because of the additional work
involved and because no agency cammission is involved.

NATIONAL SALES

This category of radio advertising is.derived from clients outside the local. . .
marketing area ot the station, and is usually sold by a national representative
company having a contract with the station.

Forexample, Acme Camera Company in New York, a company which sellsits
products throughout the nation, wishes to advertise its product in Des Moines,
lowa. :
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C. THE PROGRAM
DIRECTOR

The company, or its ad agency, will then call the national representatives of
radio stations located in Des Moines and the purchasing process then begins in
identical fashion as it did in the local selling process.

Naticnal represéntative companies generally represent only ane station per
market unless there are commonly-owned AM and FM stations, inwhich case the
rapresentative company will represent both.

There are two types of national representative companies. First is the
independent representative who owns no stations and is exclusively in the
business of reprasenting independent stations in markets across the country.

The second is the company-owned representative company which represents
its own stations, and in some cases represents stations In markets where they do
not own a station. .

The national representative company garns a commission, usuaily 15% on all
sales generated by their organization, and is conceptually a natural extension of
the local selling function, except that n is located in cities ocutside the station’s
local area.

Atthe average station, there is usually one Sates Manager and anywhere from three
to ten salespeople.

At a larger station, there may be a National Sales Manager, Local Sales Manager,
Retail Sales Manager, and a General Sales Manager who manages all the Sales
Managers.

The Sales Manager is responsible for directing the sales efforts locally and nationaily
for the radio station. His duties inciude training, counselmg, and in most cases
on-the-street selling in ald of the sales force.

The Sales Manager makes all the decisions with respect to sales, subject to the
approval of the General Manager.

This person is responsible for everything that is broadcast over the air of the station.
He or she makes the decision as to the general format of the station, subject to the
approval of the General Manager, and is in charge of how the station sounds
twenty four hours a day, seven days a week.

in most cases, the Program Director is in charge of music, news, public affairs
programming, and how the announcements or pragrams which are sold are to be

broadcast by the staticn.

If a station is large enough there will be a News Director who in some, but not all
cases, reports to the Program Director. The News Director is responsible for the
gathering and dissemination of news for the broadcasts on your station.
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D. THE CHIEF
ENGINEER

E. THE BUSINESS
MANAGER,
CONTROLLER
OR BOOKKEEPER

F. THE TRAFFIC
MANAGER

The Program Director will also be responsible for producing the spots that are sold to
the advertiser if no agency is involved: And it is to your advantage to get to know this
person, as well as his or her pelicies, with regard to the overall sound of the station so
that you do not sell a concept that contravenes the basic rules of the format.

This person is in charge of the technical facilities at the station, including the
transmitter, the consele, the turntables, and everything that has to do with gemng the
sound of your station out over the air waves.

In some slahons, the Chief Engineer will also be responsible for the maintenance of
the building in which the station is housed, and, depending upon the jurisdiciion given
by the station under its normal policy or a union confract, will handle anything from
changing a light bulb o repaving the parking lot.

The Chief Engineer usually has a staff of anywhere from one o thirty engineers,
depending upon the size of the station, who carry out his plans for the technical
operation.

ldeally, the Chief Engineer shouid work very closeiy with the Program Director to
achieve optimum levels of station performance.

As in any business, someone must be responsible for paying the cbligations thata
station incurs; for example, rent, powet, lights, salariss, etc., and keep records_ for the
receipt of revenues from advertising and collateral sources.

.Depending upon the size of the station, someone must_shepherd this function. In
smaller stations, it may be the secretary to the General Manager, or, if it's a very small
station, it may be the General Manager. In larger stations, the Business Manager may

“be a clerk, bookkeeper, full-charge bookkeeper, or even a CPA. This is the person

responsible for paying your salary, and is in most cases in charge of making sure that
you.receive the bansfils of your employment. Get o know this parson sarly.. .

When a spot announcement or program is sold te anadvertiser, someone must be
responsible for scheduling the spots within the format of the station. The Traffic
Manager reporis either to the Program Director or Sales Manager, depending upon the
philosophy of the management of the station.

The Traffic Manager keeps & log which includes the narme of the progrém to be aired, '
the commercial spot announcements, the public service announcements, and any and
all programming that the station will run in the course of a day.



G. THE CONTINUITY
DIRECTOR

H. A TYPICAL
OPERATION
SEQUENCE

Copies of this log go to the announcer and engineer on duty, as well as o the
Bookeeping Department. it is from the Traffic Manager, sometimes through the Sales
Manager, that you will find out what spot announcements oF programs are available for
sale.

From a practical standpoint, it is important that you develop a good working
relationshipwith this person since many times he or she will be the kay o your success
in sales. .

At some of the larger stations, a persan is responsible for the raceipt of all
commaercial copy and/or production devices. This persan checks the copy for legality
and propriety within the parameters of station and governmental palicies, and then
sees o it that the copy, tape, or electrical transcription gets on the air.

The Cantinuity Director usually works with, ar for, the Traffic Manager since the two
functions are tied so closely together. '

At some stations, the Traffic Manager may handle this function.

To put all of the above positions in perspective, let's now take an example of how a
radio station works in the sales area.

Sales represenlaliv_e Jones brings in an order from Acme Widgél Cdrnpanyl

Jones makes out a “start-order” which shows the number of announcements
purchased, the dates and times the announcements will be run, and the cost of each
announcemeant. '

The order then goes to the Sales Manager who approves the rate and schedule
congistent with station policy.

At this point, the General Manager may become involved in resolving any problem
with the order that may contravene station or governmantal pelicy,. for example . ..
political broadcasts. :

When approved, the order then goes to the Traffic Manager whose job it is to survey
the available spotannouncementinventory, and then schedule the announcemants as
ordered. If for some reason the schadule cannot be cleared (for example, if the time
period desired is sold out), the Traffic Manager informs the Sales Representative of the
problem and usually offers an alternative for presentation to the advertiser.

After the schedule has been confirmed, a contract is drawn up and taken to the
advertiser for signature,
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I. THE PROMOTION
MANAGER

In many cases, the process may be reversed, since an intelligent sales
representative will go first to the Traffic Department to find out what is avaitable and
then to the advertiser with contract already in hand for signature. This eliminates thelag
time in which an advertiser has an opportunity to change his mind, thus resulung ina

loss of business.

After the order Is confirmed and the contract signed, the sales representative then
brings the advertising copy to the Continuity Director, or the persen in charge of that
function. ’

lf the capy is o be done live by the announcer, then normally all that is necessary is
that the copy be delivered to the person in charge of continuity.

If, however, the announcement or program is 1o be recorded, then the Program
Director and enginear in charge of producllon become involved.

I the announcement comes in on an electrical ranscriplion orrecord, it may haveto
be transferred 10 a tape cartridge. If the spotcomes in on tape, it may again have to be
transferred for whatever technical requirements the station has.

Having gone through all of these steps, the spot announcementor program for Acme
Widget is now ready 1o be heard by the audience of your station and you have now

-earned your first commission doliar, assumlng of course that Acme Wrdget pays his hill

after the schedule is run.

Keep in mind that before the confract is signed, your Business Manager or
Bookkeeper will, hopefully, have run a credit check to make sure that Acma Widget can
pay. Itis your responsibility to make sure that the clients you self are in a position to
make good their obligation.

Depending upen the size of the station, somecne will be in charge of both internal
and external promotion. -

External promotion would involve the use of outside -media such as newspaper,
television, magazine, outdoor bilihoard, transit, ete. These could be used to promote
audiences for programs and features on the station.

The Promotion Manager would also be involved'in helping you put together
prometions for your advertisers. :

Internal promotion involves material which goes out over your own air waves, such
as program prorotion, contests, ete.



J. THE PUBLIC
SERVICE
DIRECTOR

GETTING INVOLVED IN THE COMMUNITY

The Public Service Director, or the individual entrusted to oversee the areas
specifically referred to as public service, maintains and coordinates the maintainance
of continuous contact with ali organizations whose listeners are served by the radio
station. : .

All broadcast stations today conduct formal ascertainment of the cammunity’s needs
and problems on a regular basis. The process, often coordinated by the Public Service
Director, is carried oul hy the station’s management personnel and key employees,
who make contact with civic, religious, cultural, labor, business and minority group
leaders to find out the nature and extent of the current and long-range problems facing
their communities.

Public service and public affairs programming is then created to meet and deal with
those needs and problems.

At RKO we encourage the involvement of all employees as members of groups and
organizations designed to service these needs, particularly in those areas desmed
most pressing and important as a result of c_:ur' survey of community problems.

Not only does the station receive additional input into the problems, but we are also-
able to contribute significantly to the problem-solving process itseif.

Whether your interest is in programming or in sales, you should become involvedin.
these public service activities. Programmers can learn much from direct contact with
actual or prospective listeners, and salespeople can combine their outside contacts -
with ongaing public service programs.

Nowhere however, in the body of rules goveming the broadcast medium does it say
that public service may not be combined with commercial ventures of the station.

Indeed, the mvolvement of a commercial client of the station may be the a.dded
dimension that ensures the success of the campaign.

Let us givé you a few examples of the type of program that benefits everybody; the
station and the community.

In Bosten, the problem of vandalism and littering of parks and public areas has been
increasing over the years. The root causes of this activity were tied to a general apathy
and lack of respect for institutions, particularly government, among the youth ofthe city.

Our station in Boston decided te attack the prablem and came up with the following
solution:

In concert with the city Parks and Recreation Department, the station secured 30,000
t-shirts with the initials V1P, standing for Vandalism Injury Preventor, on ane side, and
the station’s call letters on ihe other.

In cooperatian with Mobil Qil Company, the station produced 30,000 large litter bags
and periodically, during the week, would announce that station personnel would be
appearing at different parks and public areas around the city.

7
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K. THE GENERAL
MANAGER

L. SUMMARY

For each full bag of litter collected, the station awarded a t-shirt.

In addition, the station broadcast announcements encouraging listeners to call out
the VIP slogan to anyone seen defacing public property or littering.

The results of the program have been more than gratifying. Now, instead of an
apathetic and disinterested citizenry standing by while public property was destroyed,
defaced or littered, the problem is being dealt with by the citizens themselves.

In addition, if you are a salesperson you will find that your clients are usually deeply
interested in public affairs projects, but usually don't know how fo become involved.
Public service involvement, through your station, provides an opportunity for you to
help them help the community, while at the same time building good will for their _
products or services.

During the energy crisis, our New York AM station got invelved in a computer
car-pool program with a large bank, and just recently our FM station in the same city
started a campaign o save Central Park.

Many of your clients will be enthusiastic about supporting outings and group
aclivities for disadvantaged people. The possibilities are limitless and you should
spend some creative thinking-time daveloping projects that help your community and
its people grow.

We have waited untit this stage of the course to explain the duties of the General
Manager, since he orshe deals with all of the above-mentioned deparimentheadson a
daily basis.

The General Manager s in charge of short-term and long-term planning, setting the
goals, and developing the overall station policy.

When a dispute arises among depariment heads, the General Manager is normally
judge and jury.

In short, the General Manager is responsible for everything that goes on at the radio
station, and his or her success or failure depends on the ability to motivate, counsel,
and guide the various members of the station's staff according to the goals and policies
established for the organization.

We have tried to give you a brief undarstanding of the inner workings of a radio
station,. : ’

As time goes on, the structure may change and you should be alert to whatever
modifications are made in the operating code of the station.

Knowing how to get things done within the station is the key to your successinsales -

or in any other position you might hold. Make sure that you periodically investigate your
station’s operations to find ways to make yourself more effective.

8
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RADIO STATION ORGANIZATION

QUESTION WORKSHEET

10.

1.

12,

i3.

14.

15.

. The record of announcemsants and programs is called a

. The standard advertising agency commission is

. The person at the advertising agency responsible for fiascn with the client is the

. The type of account not having an advertising agency is generally classed as

a account. -

. The person in the station’s sales department responsible for training and

coungeling of sales people is the

. If & client does not have an ad agency the best qualified person at the station to
~ help you produce spals is the .

. The person at the station who is in charge of the technical facilities is the

. Scheduling announcements on your station is usually the responsibility of the

. The written material to be broadcast over your station is called

-

After a salesperson has broughtin an arder the paperwork usually goes firstto the

In the event your client's announcement must be pre-recorded the person most
likely to help you would be the

When dealing with a client for the first time it is always a good ideato run a

The ulfimate responsibility for the success or failure of your station rests on the
shoulders of the

There are at least three categories of sales at most radio stations. They are
' and

In the table of or‘ganization the Program Director reports o the




RADIO STATION ORGANIZATION
TRUE & FALSE QUESTION WORKSHEET

. An in-house agency specializes in real

estate and housing development accounts.

. The person at an advertising agency most
closely associated with the client is the Account Executive.

. The standard advertising agency

pommission is 15%.

A national representative sells time inside

" as well as outside the station’s marketing

10.

11.

i2.

10

arca.

The standard national representative
commission is 12%.

The person in charge of the overall sound
ot the radio station is usually the Program
Director.

The Chief Engineer has as his on-air
responsibility the maintenance of the
transmitter as wel! as the studio
technical faclities.

. Accounts receivables are the statemenis

furnished you by the traific manager o
determine the number of announcements
available in a given week.

. The Traffic Manager's primary duty is to

select the records for the week’s air
play.

In the normal course of cperation the sales
parson can determine policy with regard fo
rate structure without consulting the Sales
Manager.

It is a good policy to sell as many
announcements as possible and then go
back to clear the schedule with the Traffic
Manrager. -

The Promotion Manager of a radio station is
in charge of keeping track of career
development for all employees.

TRUE

FALSE

/
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A. WHAT IS A
FORMAT?

K

PROGRAMMING
By: Paul Drew

The format of your radio station, or that of those who compete with you in your
market, is open to interpretation. What we will give you here is abroad interpretation of
different radio formats. We would suggest that you consuit with the Pregram Director
andfor Gen/e;al Manager of your radio station for more detailed analysis of the formats
which exist in your market.

A format is a type or particular style. Let's explain it this way . . . a format is to radio
what a particular type of food or menu is to a restaurant. There are ltalian, French,
fast-food type restaurants.

-Inradio, there are stations that are Gountry and Western, Rhythm and Blues, Top 40,
MOR (or Middle of the Road) Music, Beautiful Music, All Tallk, All News, and All
Religion. )

Aformatis to radic what a particular type of play is ta the theatre, such as a comedy,
drama, or musical. Within the format, the mechanics are to radio what a scriptisfo a
theatrical presentation . The format of & statian is explained to the people that
implement it with a set of directions or instructions. These directions or instructions are
to rodio what a playbook is o a football team.

A format provides a description and boundaries. If's like a label. The name of the
format describes to the listeners and advertisers what to expect from the station when
they tune in. it’s the same as the label on & can of soup. if the label says "vegetable”, the
consumer would expect to find vegetable soup inside the can. If the station is “All
News”, the listener would expect to tune in and hear only news. if a stationis “Top.40",
the listener would expect to tune in and hear the latest hits. If it is “Classical”, then the
listener would hear the great music works of the masters. A format proparly exacuted
insures consistency.

Talevision hecama “the medium” in the late forties and early fiftiss. Up until that time,
radio was personality orientad and the major radio stations were network programmed.
Television changed all that. Radio fell into a period of depression. Then a group of
young broadcasters devised the first “format”. They took the latest hit records and
made up an air schedule that allowed these records to be programmed over and over
again. They checked the local and national best-selling charts regularly and used them
as the basis to determine what records should be programmed. They alse added
contests and promotions to the mix, but the emphasis was not on the personalities, but
the format . . . the mix of the music, contests, and promotions. This was the beginning of
format radio.



B. THE FORMATS
OF RADIO

1.

THE DIFFERENT FORMATS

There can be almast as many formats as cne could imagine. The best known
(and most used) formats are:

a. ALL NEWS

The “All News" format is best described as being "The Newspaper of the
Air". Generally, because of economics, it is limited to the major cities; New
York, Los Angeles, Philadelphia, Boston, Washingten, D. C., Chicago, and
San Francisco. These stations usually have what is known as a “good dial
position” . . . in the middle of the AM band or to the left of the middle. The Al
News station is often a network affiliate and has a strong signal. The All
News farmat consists of four complete newscasts every hour, with each
beginning at the start of a gquarter hour, :00, :15, :30, and :45. The longest
newscast is the one at the tap of the hour. If the staticn is a network affiliate,
then the network newscast is usually that one. Each hour includes up to
eighteen minutes of commercials plus public service announcements.
Features during the broadcast day include helicopter and mobile-unit traffic
reports, sports features, finance, cooking, the weather, the arts, and reports
from newsmen at the scenes where news is being made.

b. ALL TALK

Like the "“All News™ format, the “All Talk” format is generally limited to the --
major markets: New York, Los Angeles, Philadelphia, Boston, San Francisco,
and St. Louis. All Talk stations usually have high-powered signals and a
good position on the AM dial. Most All Talk stations are network affiliates and
feature a newscast ai the top of the hour. Basic programming fare consists of
talk hosts interviewing notable guests or listeners via telephone. The
talk-show hosts -are -usually opinionated and highly identifiable and their
statements are often controversial. Many broadcast play-by-play sports,
mobile traffic reports, some religious programs, commentaries, and they often
emphasize news. A maximum of eighteen minutes of commercials an hour
plus-public service announcements-are broadcast.

c. BEAUTIFUL MUSIC

The “Beautiful Music” format is often referred to as “wall to wall music”™.
There are two basic types . . . background and foreground. The tempos of the
first are more gentle than those of the second. As much as two-thirds of the
musicis non-vocal and is almest always familiar melodies performed by artists
such as Andre Kostelanetz, Percy Faith, Henry Mancini, David Rose, and the
Melachrine Strings.

The average hour usually contains only six to eight minute of commercials in
two-minute clusters which are seldom hard-sell pitches. Newscasis are brief
and just before the top of the hour: Beautiful- Music stations are generaily not - -
network affiliates, have no contests, and very few programs other than their
main fare of music, news and weather. Most Beautiful Music stations are on
the FM band.



d. MOR (OR MIDDLE OF THE ROAD)

Generally "MOR" formats can be found on the AM band and divided into two -
basic types; "Contemporary” and *Traditional” MOR, The difference is in the
music, with the first placing the emphasis on current hits, minus the hard rock,
plus songs from best-selling albums and familiar ald hits. The second typs,
Traditional MOR, will play seme of the current hit titles, but not necessarily by
the artist who made the song popular. The Contemporary MOR features
records by artists such as John Denver, Helen Reddy, Barbra Streisand, Glen
Campbell, Diana Ross, and Sonny & Cher. The Traditional MOR features
records by such artists as Frank Sinatra, Peggy Lee, Tony Bennett and Ray
Coniff. Many MOR stations are network affiliates and broadcast news on the
hour, or on the hour and half-hour. Most have traffic reports, 'expanded

- weather information, sports reports, orchestrated singing jingles, contests for

listeners as well as programs other than those with news and music that are
educational, instructional, devoted to agriculture, religion, and the arts. Some
broadcast play-by-play sports. Most have eighteen minutes of commercials in
the average hour. A few Traditional MOR stations play big band and/or
Broadway show music.

e. PROGRESSIVE

The “Progressive Music” format is the newest format development. It is
almost always on the FM band. The music is 2 mixture of selections from
albums by established young artists, combined with atbum selections by
promising new artists. Some Progressive stations will program up to fifty
percent of their music composed of current hits, but they eliminate any hit that
Is considered by a young adult (of 16-28) to be unhip, such as Andy Williams,
Perry Como, Diana Ross, or the Osmonds.

The disc jockeys are generally conversatienal and avoid talking at a rapid
pace. The commercial load is from eight to twelve minutes an haur, usually in
two or three minute clusters. Many of the commercials are tailored to the young
audience and the station often rejects commercials it feels inappropriate to the
format. There is very little news, usually non-network and not at thie top of the -
hour. The station is usually involved in worthwhile projects such as
consumerism, the environment, equal rights, employment opportunities, and
advice for drug users. There are no jingles and very few contests.

f. R&B OR SOUL

In“R&B” (which is a contraction of Rhythm and Blues) or “Soul" formats, all
of the programming is tailored to the Black listener. Most of the on-air talents
are requested to utilize Black-oriented calloquial phraseology in their on-air
style of speech:

The approach at R&B or Soul stations is similar to that of a Top-40 format.
The music consists of the current hits of recording artists such as Al Green,
Gladys nght Stevie Wonder, Aretha Franklin, Marvin Gaye, and The
Temptations.



Jingles, contests, brisf weather information and news are delivered at a
faster-than-normal pace to maintain a high-pitch leve! of enthusiasm.

R&B or Soul stations are usually located on the AM dial. Most broadcast
eighteen minutes of commercials an hour plus public service announcements.

On Sunday, many broadcast public affairs programs andfor various
religious or gospel programs primarily oriented to the Black community.

Most R&B or Soul stations are not affiliated with a rﬁa}or network. Some
receive special programming from one of the Black networks.

g. COUNTRY AND WESTERN

- There are two types of “Country and Western” formats. One is modern, a
more sophisticated type of sound that is tailored to the urban country music
fan. It features records by Charlie Rich, Johrny Cash, Lynn Anderson, Glen
Campbell and Conway Twitty. :

- The-other is more intensely rural Country and Western; a sound that has
proven appeal ta the rural adult. It would include bluegrass, horiky-tonk, and
hillbilly music and feature artists such as Flatt and Scruggs, Emest Tubbs,
Slim Whitman and Buck Owens.

Listeners to Country and Western formats can participate in oontesté and
are often invited to attend concerts promated by the station. These concerts
usually showcase the artists whose records are played.

Some Country and Westem stations do remote broadcasts from such
places as state fairs, shopping centars, and automabile dealerships.

"Many Colntry and Western stations are daytime stations only. They sign on
at sunrise and sign off at sunset. They have up to eighteen minutes of
commercials in an hour and they may or may not be a network affiliate.

Religious programs are part of the weekly schedule and newscasts are
usually at the top of the hour. A few Country and Western stations broadcast
play-by-play sperts and a growing number auto racing. On some stations, the
announcers speak with a slight western twang in their voices.

h. TOP FORTY OR CONTEMPORARY

Inthe “Top-40” or "Contempdrary" format, the music consists of the current
hit single records. The same twenty-five to forty records are rotated aroundthe
clock along with several hundred old Top-48-hits.-—

The disc jockeys are usuaily young and their on-air style is very forward.
Their comments usually never last more than five or ten seconds.

There is very little dead air, and the overall pace of 2 good Top-40 station is
extremely fast. '
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There is at least one Top-40 or Contemporary station in every city and they
can be located on either the AM or FM band.

In addition to music these stations serve up weather information, traffic
reports, sports scores, contests and games for listeners, and news, which is
almost never at the top of the hour.

There can be as few as eight minutes of commercials plus public service
announcements in an hour, or as many as eighteen minutes.

Very few Top-40 or Contemporary format stations carry play-by-play sports,
and only in small towns would any such station broadcast from a remote
locaticn.

The Top-40 format is easily the most aggressive-sounding format on radio.
i. ALL OLDIES

There are usually two types of “All Oldies” formats. One plays only the
Top-40 hits from the Fifties, Sixties, and early Seventies. The other playsthese
same hits in combination with some of the current Top-40 hits.

The formatis similar to that of a Top-40 station. These stations can be on AM
or FM. Contests and promotions are constant. Some of these statiens are
automated. '

j- FOREIGN LANGUAGE

The number of “Foreign Language™ stations is growing. They are lacated
in areas such as New York, Los Angeles, and Miami where there is a large
ethnie population.

Some foreign-tanguage-formated stations broadcast their entire schedule
in aforeign language. Others broadcast programming for several nationalities.
Afew stations, with primarily other formats, may devote a few hours aweek to
foreign-language programming. '

These stations achieve a high degree of listener loyalty and are good
commercial vehicles.

k. CLASSICAL MUSIC

The music masterpiecas on the “Classical Music” statian cover the entire
specirum of this art form. Many stations broadcast the Metropolitan Qpera on

Saturday afterncons from December to April of each year. -All helpto promote-—-

the local symphony group and lend support to other community culturat
projects. -
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The announcers usually speak with precise diction and atamoderate pace.
News is limited, often at the top of the hour, but may not occur every hour.

Classical Music stations are on AM or FM and their formats usually include -
talk segments. Other programs within the Classical Music format may include
religion, instruction, education, and agriculture. Some broadcast up to
eighteen minuies of commercials an hour. Most are non-network.

L ALL RELIGION

Cnly & handfu! of stations broadcast an “All Religion” format, but their entire
schedule consists of religious programs.

AUTOMATED FORMATS
AUTOMATED FORMATS—WHAT ARE THEY?

Automated formats are generally. inexpensive to operate and were devetoped_
primarily by FM stations. Autormation equipment can be purchased for
approximately $40,000 fo $50,000. . :

Automated programming usually consists of music on reel-to-reel tapes, with
the rest of the programming provided on tape cartridges that are integrated into
the overall format through automation controlled by a mechanical “brain™.

The music portion of the programming is racorded on large 1ape reels in a
particular sequence as to the proper rotation for the format.

* Automated formats can usually be handled by as few as one or two “on-air”
people. This compares o a Top-40 staff that requires anywhere from eight to
twelve “on-air” persons. MOR formats require about the same number, in many
cases, even more. An All News format takes as many as 20 to 25 “on-air”
persons.

The main reasan for establishing or maintaining an automated format is the low
fixed cost because of its minimal dependency on staff. The primary dependency
of an automalted format is on the equipment and its maintenance. The automated
formats are primarily music and they are usually limited to Top-40, All Oldies,

Background Music, or Country and Western.



C. WHAT MAKES A
SUCCESSFUL
FORMAT IN A GIVEN
FORMAT FIELD?

A dedication to excellence and a successful execution of the format plan. Inorder 1o
be successful, there must be an emphasis placed on the specifics within a format. For
example, the successful All News station stresses local news and direct reports, The
overall sound of the news delivery is one of authority and confidence.

A successful Top-40 station has the ability to reflect the musical taste of the public.
This taste is determined through weekly research. This format is also supplemented
with heavy promotion and contesis that involve the audience.

The Middle of the Road station fries 1o program a musical sound that Is "familiar” to
the audience over the age of 25, eliminaling any music that would appealtoteenagers.
This sound is supplemented with special features such as tax tips, movie reviews, and
news reporting that is delivered with authority, confidence, and detail.

1n a Beautiful Music format, the emphasis is placed on the “blend” or the transition
from one selection to another.

The Rhythm and Blues format attempts to direct all of its programming to the needs
and desires of the Black-oriented listener. It is a total commitment.

Thé Progressive station aims its prograrnming to the avant garde of the modern pop ~ -
music culture.

The All Talk format tries not only to inform but it concerns itself in areas which may be
controversial.

Off-air promotion of a format, using other media, can call attention to & station and its

~ format. But, asin many other fields, if the product isn'tright, then all the promationinthe

world is useless.

1.~ REASONS FOR ESTABLISHING A FORMAT
a. SPECIFIC AUDIENCE

in the 1960’s the population was split 50% above the age of twenty-five and
50% below. A station couid choose a format for listeners under 25 and have a
large target at which to take aim.

Today, since the birth rate has dropped, the percentage of teensis smaller than
itwas then and the largest percentage of the population is over thirty. This means
that formats with appea! to the younger audience must be more efficient at
acguiring that young audience.

Today, with the targest percentage of the population between thirty and fifty, a
great deal of national advertising is now directed to this particular group.
Population is distributed by age and sex. It is also distributed geographically
within a particular area so the make-up of an audience available to a station is
also determined by that station’s signal strength.

The most powerful stations have 50,000 watts of broadcast power; the ieast
powerful stations have 250 watts. .
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A slation’s ability to reach a particular audience heips to determine what format
the station will broadcast.

A specific example would be a slation that has a signal that does not cover the
entire city . . . bul does perhaps completely cover an area that includes several
hundred thousand Spanish-speaking people. This station could choose a format
that would be all Spanish-language and, thereby, reach 100% of the available
Spanish-speaking audience, On the other hand, such a station with a limited
facility should not choose a format that might appeal io white blue-collar workers
that live in the suburbs . . . where the station's signal is barely heard.

HOW DOES A FORMAT INFLUENCE A GIVEN MARKET
AND VICE VERSA?

For any format to be successiul, it first must reflect the audience itis to affect.
Once the audience is involved with listening to a particular station then the
station becomes a part of the audience's daily habit.

- For egémple, an All News station will generally broadcast the results of major
league sporting events. The scores are given every hour at a particular time. This
means that someone who is inferested in sports results knows that he or she
should tune in to the station al a particular time to secure the information they

desire.

WHAT, BESIDES MARKET INFLUENCES, AFFECTS A FORMAT?

Formats are affected by various pressures:
(a} The needs of the community
{b} The economics of the marketplace
{¢) The cost of operation
[
(d) Social attitudes

{8) The competition for leisure time

(f) The power or limited power of the station



THE FUNCTION OF A PROGRAM DIRECTOR AS IT RELATES

'TO FORMAT . .. HOW IT TIES TOGETHER WITH SALES

The Program Director must see to it that all elements of the format are executed
in a consistent manner. He or she deals with human beings who, by nature, are
inconsistent. It's up o him or her to direct and motivate the talent. He or she must
keep these people happy if they are to perform to their potential.

The Program Director provides a communications link between programming
and sales. There are times when salespersons need an on-air talent to make a
call on an agency or client. Most advertisers and time buyers are, like everyone
else, impressed with “show-biz"”. Se, why not dazzle a ¢lient with one of the
station’s stars?

On some occasions, an advertiser would like to boost his in-store traffic by
having one of the air personalities at his place of business. The client deals with
the salesperson, the salesperson reachas the talent through the Sales Manager,
who handles the arrangements with the Program Diractor.

At various times, an advertiser might like his commercial to be deliverad in a
particular manner. by an air personality. _If this cannot be communicated in the
above manner, then the Program Director can make the talent available to tha

client in the presence of the Sales Manager and/or the salesperson.

The Program Director must make sura that all commercials, whether live or
recorded, are presented in a manner which will be satisfactory to the advertiser
and will, hopefully, achieve theé results intended. If a Program Director feelsthata
particular commercial can be improved upon, he or she should make his or her
recommendations and suggestions to the Sales Manager. If the Program
Director feels a particular commercial might offend or mislead the audience oris
of a quality that is somewhat questionable, then before the commercial goes on
the air, he or she should discuss the matter with the Sales Manager and, following
that {provided no decision is reached), with the General Manager. _

No commercizal should be broadcast that would embarrass the station, the
management, the talent, or any of the station’s advertisers. The Program Director
is the primary guardian-in this judgment area. While a salespersan may be
interested in making budget-or quota as his or herprime objective, the Program
Director's prime objective is to achieve maximum audience and to notonly please
and serve the public, but also avoid doing anything that would ofiend.

The Program Director should also understand that an order for air time does
not begin when the salesperson turns it in. He or she should understand that the

--salesperson may have been calling on a particular clieni for several months . . .

with the many visits and much attention culminating in either a small or
substantial order.

The Sales Department should be responsible for making sure the advertisers
provide the station with commeircials that are within the limits of the prescribed
ground rules as required by the format. if the station has for sale 10, 30, and
60-second spots, then the commercials that are provided should not exceed -
these limits. If the station.is a subscriber ta the NAB code, then the sales staff
should be aware of the restrictions that are placed upon certain types of
advertising according to this code. o
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The Program Director is responsible for everything that goes on the air. He or
she isto a radio station what acoachis to a football or basketbailleam, Ha orshe
deals with the players who are on the air. Hé or she must communicate all
facets of their activities to the Sales Department and keepthe Sales Department
posted on all changes, as well as advising the Sales Department of the various
audience responses to all of the programming and any programming changes.

HOW IS A FORMAT USED AS A SELLING TOOL?

Every format has assets and liabilities. The salesperson for a particular station
should emphasize the format pluses. In Top-40, it's usually “more music and
fewsr commercials”. On Middle of the Road stations, usually the emphasis is
placed upon “the adults and no teans”. The Beautiful Music format emphasizes
its appealto the housewife. lthelps a salespersonto have a cassette player witha
cassette that has a representative hour (edited down to five ar six minutes) of the
station's programming.
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PROGRAMMING
QUESTION WORKSHEET

10.

. Which format is the newest one developad?

What must a format reflect if it is to be successful?

i the Program Director feels that a particular commercial can be made to sound
better, what should he do first? -

Which format is often referred to as the “Wall to Wall Music” format?
At whalt time during the hour do most MOR stations schedule thelr newscasts?

Who at the radio station provides a communications link betwean Prograﬁ:iming
and Sales?

What are the 1w0 types of Country and Western formats?

The Mlddle of the Road station tries to program a musical sound that appeals toan
audience of what age? .

Which format is the least expensive to operate because of its low fixed cost?

Which format is the most aggressive sounding? -~
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1. INTRODUCTION |

2. THE CHIEF
ENGINEER

3. F.C.C. RULES

4. THE ENGINEERING
LAYOUT —
TRACING THE
SEQUENCE

BROADCAST ENGINEERING
By: George Capalbo :

Welcome 1o the world of broadcast engineering. The following material will give the
non-technical radio person an insightinto the technical side of radio broadcasting. The
material will ba presanted in as non-technical a manner as possible . . . consistent with
a true representation of the practical aspects of the subject matter.

Who knows, maybe even some of the more sophisticated experienced non-technical
people will break away from some of their normal routines long enough to appreciate
what most radio people and the radio audience usually take for granted . .. constant,
reliable service {the station is always there when you turn your radio on), with
programming presented with 2 high degree of proficiency and quality (smooth
production and fidelity).

The person charged with the responsibility of achieving this is normally the Chief
Engineer. Thé Chiét Endingéris direttly responsible forthe technical operationand™ -~
maintenance of the broadcast station. One of the Chief Engineer's most important
functions is to insure compliance with the terms of the station’s £.C.C. license and to
keep abreast of the rules and regulations of the Federal Communications Commission.

Part 73 is applicable to all aspecis of broadcast regulation. Know where the rules are
kept at your station. Staff personnel seeking information concerning political
broadcasting, equal time, lotteries, program log requirements, and other legal aspects
of broadcasting related to sales and other areas should study Part 73.

Chief Enginears are usually cooperative and willing to help you in locating a

“particular rule of interest.

Every broadcast installation, whether AM or FM, high-powered or low-powered,
large market or small market, has the same general layout. Each radio station has a
studio where program material is produced or originated; a transmitter and an antenna
to make broadcasting possible; also a means of interconnecting the studic to the
transmitter, which is commonly termed an STL or studio transmitter link. The standard
broadcast station license applies only to the transmitter and antenna portions of the
proadcast system.

Most radio personnel know that the station has a transmitter and antenna, but few
have evar sean or visited it, nor do they understand-the basic-operation.——

This broad-brush approach to what a radio person should know about broadcast
engineering will begin with the antenna and work back 1o the studio.
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AM STATIONS
Let us begin with AM or standard broadcast stations.
1. NON-DIRECTIONAL

The simplast form of an AM station is the non-directional (or ND) station.
Non-directional station antennas always utilize a single tower, although there are
stations with more than one tower for directional nighttime operation that are
non-directional during daytime. These stations electrically isolate the towers not
utilized for non-directional operation. The coverage area contour for a
non-directional station is generally circular in shape.

2. PROPAGATION

The coverage area of an AM station is determined by transmitter power output,
frequency, and the ability of the sarth to conduct radie waves (soil conductivity).
Low frequencies have greater groundwave propagation and are preferred over
the higher frequencies. Foreéxample, a dial position of 5801s preferable toone at
1550 because you have greater coverage, &l! other things being equal. The field
strength of radic waves is expressed in “milli volis” or “micro volts per meter". .
Field strength s greatly affected by the conductivity of the earth. The soil
conductivity varies greatly with terrain. In general, sea water has the greatest
conductivity; salt water marsh and loamy areas are considered best; and dry,
sandy or rocky gréund relatively poor.

3. LOCATION

The location.cf the AM transmitting antenna is of prime importance. The site
must fuifill the basic requirements of maximum service to the city of license and
adjacent areas combined with minimum interference to, and from, other
stations; and meet FAA requirements pertaining to air navigation. The location
must also be concerned with the population within the slation’s “blanket area”.

4. BLANKET INTERFERENCE

The blanket area of a broadcast station is that area adjacent to the
transmiltsr/antenna in which the normal broadcast receiver is subject to some
type of interference to the reception of other stations due to the strong
“blanketing” signal from the station.This condition causes radio sales people to
complain to Chief Engineers of interference to their stationin areas adjacent to
the compstition’s antenna. Drive up to your own transmitter and enjoy the
satisfaction of knowing you do it to them aiso.



5. DIRE(;)TIONAL ANTENNA SYSTEMS

Those stations utilizing two or more fowers employ directional antenna
systems. Directional antennas are utilized 10 protect the service areas of other
broadcast stations on the same or adjacent frequencies. Directional antennas
are aiso utilized to increase the service area of a station by reinforcing or
increasing the radiated groundwave field strength in the direction of the
densely-populated areas fo be served. The greater the number of towers utilized
in the directional antenna system array, the more complex the signal pattern,
shape, and the problems of the station. :

The design of directional antenna systems is a specialized field usualiy
undertaken by consulting engineers who specialize in this area. Simply stated,
the radiation pattern shape can be centrolied by utilizing two or more towers. The
fewer needed the betier, from an economic standpoint. The magnitude of tower
currents {ratio) and the electrical (phase) relationship between them daterminges
the paitern shape. The power input to the system controls the extent of the
coverage: mere power equals more coverage.

6. GROUND SYSTEMS

' Animportant partof the AM antennais the ground system. An adequate ground
system must be installed and maintained to assure maximum antenna efficiency.
The ground system normally consists of 120 individual lengths of non-insulated,
that is bare, soft-drawn copper wire spaced every three degrees in a circle around
the base of each tower. These 120 “radials” are buried directly in the earth fourto
twelve inches deep depending on soil conditions,

7. SKYWAVE VS GROUNDWAVE

The primary coverage of an AM radio broadcast station is that area served with
an inferference-free signal. The required field strength necessary for
satisfactory coverage of the station marketis dependent onthe interference level.
Simply stated, it is desirable to have the signal override the noise {(maintaining a
high signal-te-noise ratio). The interference level is greatest in industrial and
husiness sections of the city and less in the residential and rural areas.

The primary or groundwave service area of the station is dependent on
frequency, power, conductivity of the earth, and the directional properties of the
antenna system. Visualize the transmitiing antenna as coupling the radio
frequency (your kilchertz— or dial position} to space. AM broadeast stations are
required ta radiate waves vertical to the surface of the earth (vertically polarized).
Since the principal purpose of the broadcast station is the maximum signal
possible to override the noise level at the receiver, and verlical antennas exhibit
superior groundwave characteristics compared to horizantal antennas at
broadeast frequencies, vertical antennas are used.



AM transmitting antennas, in addition to the desirable groundwave signals,
also radiate signals up at the sky at various angles to the earth. These signals are
commonly known as skywave. This skywave radiation is thought to be almost
completely absorbed by the atmasphere in the daytime. At night, however, the
skywave radiation can travel great distances, due to the signals being reflected
back to the earth by the ionized layer of atmosphere known as the ionosphere.

. These skywave signals are the principal cause of nighttime interference
experienced by radio stations and are the reason your station gets listener
reperts from many mites distant. Skywave suppression, or holding back skywave
radiation at certain pertinent angles to the earth, is an important facter in
directional antenna design.

Stations generally strive to increase groundwave coverage {good for ratings
and sales) and to minimize skywave radiation. It's tough ta sell clients 500 miles
away on the basis of fickle skywave signals.

8. TRANSMITTERS

Every crystal-can-be made-to-oscillate; -or vibrate, at a cerlain frequency. -
Broadcast transmitters narmally have a very stable crystal oscillator which
generates a minule amountof power at the station frequency. This small power is-
amplified, or magnified, up to the station’s licensed power output and than fed into
the broadcast station’s antenna. Standard breadcast transmitters vary in power
output from 250 watts to 50,000 waits depending upon the class of station. AM or
“amplitude modulated” transmitters derive their name from the method of
modulation employed. The carrier wave of the station {your frequency in
kilohertz) or your dial position does not transmit programming directly. Your
program material or “audio” modulates the carrier-wave, causing the
carrier-wave size or amplitude to vary in intensity. The amplitude or wave size of
the carrier varies from instant ta instant exactly in the same way as the program
material. This variation of the carrier amplitude is known as amplitude
modulation. These amplitude variations are detected at the listener’s receiver at
your frequency, or dial position, and the original modulated programming which
was impressed on the transmitter carrier is recovered by your radio. The greater .

- the degree of modulation maintained, the louder the signal recovered by. the

receiver. Modem broadcast stations can process their signals effectively to
maintain transmitter modulation at consistently high levels.

9. MODULATION

Signal pracessing techniques utilized by the aware broadcaster can effectively
maintain consistent peak modulation levels of transmitters. Modulation, more
than any other engineering factor, is the prime tool with which the low-power
broadcaster can compete effectively with the high-power -giant in the market.—
Tune across the band. .. does your station sound as loud as the oompetltlon'-’ In
areas of sufficient signal strength to serve the market, you should find that the
250-watt local station sounds as competively loud as the higher-powered
stations. This is due to effective signal processing. Medulation and ralings go
hand in hand . .. your audience will not appear in the ARB if they can't hear you.
People tend to listen to stations that are easy to find and tune. All other things
being equal, modulation and ratings go hand in hand. Therefore, it must be true

- that modulation and sales are directly related.



10. CLABSES OF AM STATIONS

The standard radio broadcast band, commonly referred to as AM or amplitude
modulation, is assigned the radio broadeast spectrum from 535 KHZ 1o 1605
KHZ. Look at your radio dial to see what we're talking about. AM stations operate
at power outputs of 250 watts to 50,000 watts, depending on the class of station.

Thers are four classes of stations.

CLASS | STATIONS — Operats on clear channels with powers from 10,000
to 50,000 watts. A clear channel is an uncluttered frequency reserved for
certain classes of stations. Clear channel stations are afforded greater
protection from interference than regional or local stations. Class 1 primary
stations serve large urban and extensive rural areas.

CLASS Il STATIONS — Are secondary stations on clear channels. They
must protect primary clear channel stations. Class |l stations have operating
powers ranging from 250 watts to 50,000 watts. A Class Il station serves.a
population eenter and adjacent rural areas.

CLASS Il STATIONS — Operate on regional channels using powers from
500 watts to 5,000 watts. Class (Il stations serve their city of license and
adjacent rural areas. '

CLASS.IV STATIONS — Operate on local.channels. Class IV stations
operate at a maximum power of 1,000 watts daytime and 250 watts nighttime.

11. COVERAGE MAPS: AM STATIONS

- Qne of tha most used and perhaps the least understood of the salesperson’s
selling aids is the coverage map. Stations usually supply coverage maps 1o their
salespersons, agencies, and clients. Some of these maps are works of art,
multicolored, raised lettering, with coverage contours which at first glance appear.
to encompass a great service area: Coverage maps can-be misleading. There is

no industry standard for indicating coverage area. For instance, accurate
coverage maps for directional stations are usually drawn on the basis of
measured field strength data. Every directional station is required to conduct

- directional antenna prool-of-performance measurements as part of the licensing

process. The most recent measurements filed with the Federal Communications
Commission should be used to determine the sales coverage map. This is not
always the case. Some stations publish coverage maps utilizing calculated or
estimated coverage. This type of coverage map is usually optimistic. Comparing
measured vs. calculated coverage is an apples vs. oranges situation,
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12. AM COVERAGE MAP CONTOURS

Most coverage maps used by radio salespeople indicate one contour . . . the
.5MV contour. This .5MV (Vz milli-volt or ¥z of a thousandth of a volt) contour is
usugally the station’s daytime coverage pattern, and its most optimistic coverage.
Every AM station, including your own, has its primary service area reduced at
local sunset due to a combination of factors.

Some siations change the paltern shape of their coverage contour to protect
other stations from skywave interference. Other stations reduce power at night.
Still others are required to both rastrict radiation in certain pertinent directions and
reduce power for nighttime operation.

13. NIGHT COVERAGE VS DAY COVERAGE

The .5MV groundwave contour is no longer valid for nightiime operation.
Depending on the class of station, the nighttime coverage can be drasticalty
reduced to a small percentage of the daytime service area. This is due to skywave
interference from ather stations which may be located hundreds of miles away.
You will seldom, if ever, see a sales coverage map indicating inlgrference-free
nighttime coverage.

Knowledgeable pecple will conduct a survey of their market in regard to
coverage. Know thy competition! List each AM station. in your. market. Note the
class and power. Nate which stations reduce power at night; which stations
change radiation pattern at night. Does the service to the city of license ar

‘important population centers suffer because of directional operation? Doas your
competition sell nighttime coverage utifizing his day pattem? Does your

competition show coverage contours exiending beyond the .5MV service?

A map showing coverage of all the AM stations in the market can be a useful
salestool. Knowing the coverage of your own station and how it compares to your
competitors in the market, whether or not favorable to your position, is a valuable
sales toal.

Good or bad, coverage is reflected right in your ARB!

4. 8TLs

The STL, or studio transmitter link, is of prime importance. STLs are usually
special equalized telephone lines leased from the local telephone company, or
they may be radio links owned and maintained by the station.

Radio STLs are normally preferred to leased telephone lines by most statlons. Radio
STLs have consistent high quality and are less troublesome than leased lines. Some

stations utilize combinations of telephone lines and radio links.

i
1
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Stations forlunate enough to have their studio and transmitter [acated in the
same building are looked upon with envy by engineers who have separate studio
transmitter facilities. The distance between studios, which are usually located in
the city business area, and transmitters, which are sometimes located in remote
orrural areas, can be many miles. Combined studio transmitter facilities have the
studio linked to the fransmitter by a few feet of trouble-free wire,

Separate facilities have the problem of dependency upon the telephene
company for service if land lines are used. Radio links are to be preferred
although they, too, are nottotally trouble-free. The radio STLs are usually owned
and maintained by the station and you can control your own destiny.

15. SIGNAL PROCESSING

Every salespersan should be cognizant of signal-processing techniguas.
Salespeople are the ears of the station. Salespeople listen to the competition and
should be able to evaluate the signals in the market. Is your station as loud as the
otherstations in the market? Does the quality of the signal change from source to
source? Is your competition using reverberation? Do some stations sound bassy
ar tinny? Can you pick aut your station without looking at your radic because it

sounds better than the aothars? Doas it sound worse? The same?

Every station must feed the studio signal to the station transmitter. The studio
and of the STLis usually connected to a device known as the AGC amplifier, This
AGC or “automatic gain control” maintains the average level (loudness) into the
telephans line or radio link at a pre-set value. When this audio signal into the AGC
amplifier is either increased or decreased, the AGC device autornatically lowers
orraises the gain (or loudness) to maintain the level at the same pre-set average.
This automatic action takes place practically instantaneously. The modermn AGG
amplifier can be adjusted over a range of fast or slow attack-release time to
effectively shape the station sound to the needs of the programmers.

The transmitter end of the STL normally feeds a device known as a "peak
limiter'*;“The limiter is utilized to “limit” the audio peaks which would otherwizse
cause the station to overmodulate . . . an F.C.C. viclation. By controlling the
average modulating leve] with the studio “AGC amplifier” and by utilizing the
transmitter “peak limiter”, we can maintain exceptionally high degrees of
modulation at alllimes. This action is autematic within a fraction of a second. And
remember that the higher the modulation, the louder your signal, especially in
fringe areas. '

Some stations utiize reverberation and spacial forms of equalization to create
special qualities of sound. The degree of finesse employed by station engineers
and programmers, utilizing state-of-the-art processing devices, control the sound
and the "audio image” of the station. Proper set-up of these units assures high
modulation capability, along with full fidelity and low distortion.



FREQUENCY MODULATION

Frequency Modulation (FM) differs from Amplitude Modulation {AM) in that the
program audio content varies the instantaneous frequency of the carrier wave,
instead of the amplitude or size, hence the term “frequency maodulation™. With
frequency modulation, the amplitude remains constant. At the FM receiver, the
variations in frequency are detected and the original program is reproduced.

1. FM PROPAGATION

FM propagationis based primarily on line-of-sight reception. The FM signals do
not normally reflect back to the earth from the ionosphere like AM signals.
Hence, FM coverage remains the same for both day and night operation. FM has
other advantages over AM.- FM has higher fidelity, is relatively free of static,
fading and interference from other stations. Perhaps the greatest advantage of
AM, of interest to salespeople, is the ability to broadeast in compatible stereo.

2. STEREO

The advent of the multiplex system made the broadcast of stereo on a single
' channel practical. “Compatible stereo” is a technigue that allows the monaural
-listener to utitize the main channel, and the sterso devatee to listen to two
channals; left and right (stereo). Stereo provides separats left and rightchannels
which provide depth or separation to the programming.

3. QUADRAPHONIGC

Experiments are now being conducted in four channel quadraphonic
transmissian, )

4. SCA

Subsidiary Communications Authorizatiens (SCA) enable FM broadcasters to
conduct supplemental services such as background music. This service uses
what is referred to as a subchannel. Monaural stations may utilize two-SCA .
channels; stereo stations are limited to one SCA. SCA transmissions are usually
received on special recaivers installed on subscribers’ premises for a monthly
fee,

5. FM ANTENNAS

FM broadcast antennas, operating in the 88 to 108 MHZ FM band, differ greatly
from AM antennas. in AM operations, the tower structure itself is the radiator ar
antenna. In FM, the tower merely supports the antenna which is usually a
relatively small multi-element antenna tocated at, or near, the top of the tower-—-—
structure. '



6. FM ZONES

For the purpose of FM allocations and assignment, the United States s divided
into three zones. :

ZONE |: Includes part or all of the eighteen Nartheastern states plus the
District of Columbia

ZONE IA: Consists of Puerto Rico, the Virgin Istands and Southern
California (south of the 40th paraltel)

ZON[E fl : Coqsists of Alaska, Hawalii and the rest of the United States not
located in either Zone | or Zona IA

7..CLASSES OF FM STATIONS

“CLASS A: Stations are assigned to all zones. Class A staticns are
low-powered with a maximum of 3 KW eHective radiated power at 300 feet.

CLASS B: Siations operate in Zones | and IA. The maximum effective
radiated power for Class B stations is 50 KW at 500 feet.

CLASS G: Stations operate in Zone Il. The maximum effective radiated
power for Class C stations i1s 100 KW at 2,000 feet above average terrain.

8. ANTENNA POLARIZATION

It may be generally assumed that the polarization of the station antenna is
determined by the relationship of the radiating elements to the earth. AM
antennas are always vertically polarized; the tower/antenna being in a vertical
position in relation to the earth.

M antennas are required to be horizontally polarized by the F.C.C. However,
vertical polarization may also be employed and should be used if possible.

-Vertical polarized power may equal but not exceed horizontal powar. A station

authorized 50 KW effective radiated power may radiate 50 KW horizontally and
50 KW vertically.

The Federal Communications Commission has ruled that stations employing
dual polarization as described earlier (SCH/S0V) shall not promote 100 KW ERP
(effective radiated power) in sales literature or on coverage maps. Lagitimate
caverage statements such as “11 KW ERP horizontal and 11 KW vertical power
at a height above average terrain of 915 fest” give a true picture. This is
equivalent to 50 KW horizontal and 50 KW vertical at 500 feet { see zones).



8. POWER VS HEIGHT
ERP-HAAT

Example: The maximum power for aclass B FM Statian is stated as 50 KW ERP
(effective radiated power) at a height above average terrain (HAAT) ot 500 feet.

When a station elects to exceed the 500-feet HAAT (which is allewed by the
F.C.C.), the station must reduce power at the higher elevation to maintain
maximum coverage equivalent to that which would be obiained at 500 {eet with a
power of 50 KW. This effective-radiated-power rule theoretically equalizes the
coverage of all FM stations operating at maximurm power in the same market.
Station coverage maps for your market should reflect the above condition.

Calculated service contours do not necessarily reflect the true picture
regarding actual service ta a market by FM statians. In general, FM reception is
based on line of sight. If a city or market has many tall buildings or hilly or
mountainous terrain, some experts maintain that antenna height is to be
preferred to power. By the sd@me token, if the area 1o be served is relatively flat
without large buildings or hills, power is preferable to antenna height in the
opinicn of many experts,

10. FM COVERAGE

FM coverage contours are normally predicted by calculations utilizing the .
Federal Communications Commission F (50, 50) FM charts. FM antennas are
normally non-directional, although directional FM antennas are allowed by the
Commissior. FM coverage maps usually indicate the 1 MV/M (milli-volt per
meter} primary service contour and the 50 UV/M {micro-volt per meter)
secondary service contour.

11. ADVANTAGES OF DUAL POLARIZATION

Vertical polarization in conjunction with horizontal polarization provides
maximum-coverage for FM stations..

Dual polarization provides improved reception to receivers utilizing vertical
receiving antennas such as automebites or small home receivers with built-in or
line-cord antennas. Dual polarization also increases signal levels in the null or
weaker reception areas of a horizontal antenna. FM antennas utilizing dual
palarization are definitely to be preferred over horizantal-only antennas.

C. REMOTE CONTROL OF RADIO TRANSMITTERS
Today's broadcasters, for purposes of economics and hetter utilization of
manpower, usually operate the station transmitter via remate control from the

studio location.

Remote control, or unmanned transmitter operation, must be authorized by the
F.C.C. and is subject to the conditions specified for remote cperation. '

10
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The transmitter remote-control system consists of two basic control units. One
unit is located at the transmitter and the other at the studio. The control units may
be interconnected by special telephone circuits, by microwave links, or by a
combination of the two. The system must supply positive control and metering of
the station transmitter in conformance with the F.C.C. rules. A malfunction of any
part of the remote-control equipment and associated line circuits, resutting in
improper control orinaccurate meter readings, shall be cause for the immediate
cessation of eperation by remote control.

Contrel and monitaring equipment must be installed so as to allow the
F.C.C.-licensed operator at the remote control point to perform all the functions
required by the F.C.C. rules. Sophisticated remote-controi systems incorporating
elaborate status/alarm systems and automatic logging are becoming
commonplace in the industry. The industry trend is towards computer operated
control and logging of broadcast transmitters, AM, FM and TV,

D. STUDIO OPERATION AND FACILITIES

Radio people, by necessity, are more intimately associated with studio
operations than with transmitters and antennas; tha sales office being normally
located at the studio along with programming, traffic and station operations.

1. THE CONTROL ROOM

The studic/control raom {(or praduction center) is the place where all station
programming is originated, produced, ar controlled. The heart of the studio is
the mixer console or contral board. The “board” is utilized to combine, contro!
and mix program material coming from various sources, such as microphone,
turntables, tape recorders (reel, cartridge or cassette), netwarks or
telephones. The output of the console feeds programming te the station
transmitter or, if utilized for production, the board's mixdown is recorded far
later broadcast.

The studic operation center, or control room, may be quite complex. The
control board, or nerve center of the station, consists of switches, faders or
potentiometers (pots) o select and mix the program material to achieve the
desired effect. Amplifiers step up the minute voltages emanating from
turntable pickups, tape recorders, micrephones, and other program sources to
a level sufficient to send the program to the station's transmitter. Monitor
amplifiers are utilized to evaluate program content and quality.

Consoles also have a “VU” (volume unit) meter which usually displays the
sound level of the console output. The VU meter is a standardized instrument
for visually monitoring radio program-content. -

In addition to the basic cperation described before, broadcast consoles are |

also utilized to equalize (control the tone of) programming and add special
effects-such as-echo-and reverberation.—-
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2. THE MICROPHONE

The microphone changes acoustic energy (sound energy) to electrical
energy. This smallamount of energyis amplified and contrelled for broadcast.
Microphones exhibit characteristics in regard to frequency response, fidelity, and
directivity.

3. STUDIC ACOUSTICS

The studio acoustics can have a great effect on the quality of the sound
produced by the microphone. The sound quality can be varied by ulilizing
scund absorbent or reflective material to vary the reverberation (echo or
liveness) of the studic. Directional microphones give the greatest control in
studios where acoustic difficulties exist. '

4. TURNTABLES

Records constitute one of the primary sources of broadcast programming.
The tumtable is one of the most used and abused of program sources.
Turntables must be mechanically sturdy, capable of constant use for up to
100% of the broadcast day. The broadcast turntable utilizes a professional
quality pick-up arm, cartridge, and stylus-along with pre-amplifiers and
equalizers. Tumntables are normally built into the contrel console desk at a
convenient height foroperator comfort. Broadcast tumtables feed directly into
the mixer console and each operating position generally has at least two
turntables to facilitate continucus playback aof records without intefruption.
Broadcast turntables usually have three speeds; 33 1/3, 46 and 78revolutions
per minute.

a. CUEING RECORDS

Broadcast stations da not utilize mechanical record changers or
automatic turntables. Individual records are played manually, one at a
time. This means that the pick-up stylus must be placed at the exact spot
on the graove where the music begins so that no “wow” or dead grooves
distract from the contant. This is accomplished by a process called
“eusing”. The operator places the pick-up on the record and lets the
turntable spin until he hears the beginning of the music. The record is
stopped and revoived backwards or “back cued" to a point just befora the
beginning of the content. This cueing process is done via an auxiliary
cueing amplifier systern and is not heard on the air, Professional
broadcasters consider cueing a record “on air” a cardinal sin. It should
also be stressed that the station's records are carefully stored and
handled to avoid dirt and scratches. -

12



5. MAGNETIC TAPE RECORDERS

Professional broadcast magnetic tape recorders consist of reel-to-reel,
carfridge, and cassette machines. Each of the above comes in console and
rack-meunted models as well as desk top and portable types. Sales departmants
utilize portable tape machines of ail types for client “demo” presentations.

a. REEL-TO-REEL RECORDERS

Broadeast reel-to-reel recorder speeds are usually either 7¥%-inches
per second or 15 IPS; 3% and 30 IPS machines are used to a lesser
degree. Professional machines generally employ separate record,
playback, and erase heads. This enables the recording technician to
listen to the tape a fraction of a second after recording. The tape path is
over the grase, record and playhead in sequence. The erase head
electrically erases the tape, the record head impresses an electrical
audic image on the tape, and the playhead reproduces the audio
recorded an the tape.

The principal of magnetic tape recording is the conversion of electrical
energy into a magnetic force. This magnetic force is impressed on the moving
lape and stored. The tape is than rewound and passed over the playback head
to convert the magnetic energy back to electrical energy.

1. EDITING TAPE

Audio tape consists of a plastic backing upon which is placed a
magnetic coating or oxide. This tape is ¥4-inch wide and varies in
thickness from .5 mil {or ¥2-thousandth of an inch) to 1¥-mils. The
thickness of the tape determines the length of tape that can be stored
on a given size reel. The tape head can be considered to be an
electro-magnet. As the recorder signal is fed into the record head, the -
tape passes af a constant speed across the very small head gap of the
record head impressing the “audio image” on the magnetic bagking of
the tape. :

Recorded tape is easily edited by physically cutting out or
rearranging pragram material on the tape. The exact locations to be
cut are located by manually rocking the tape over the play head and
listening far the point to be edited. This is called cueing. A grease
pencil mark is made on the backing, or shiny, side of the tape at the
spot whera the tape is over the playback head gap. The tape is then
cut utilizing an edit block and razor blade. The correct splicing of tape
is of prime importance. The tape should be cut at an angle of 45°
utilizing the editing block mitre guide: The tape ends should be exaclly
fitted forjaining and never overlap; and the splice completed by use of
speciat splicing tape. The splicing tape should be the correct size for
the tape used, slightly narrower than the tape. Tape editing is an art
thathas revolutionized-breadeast production technigues. Experitape
editors are ih demand and highly respected for the magic they
perform. .



b. CARTRIDGE TAPE

Cartridge tape recorders take advantage of all the good points of
reel-to-reel machines without the obvious drawbacks of reef machines in
afast-moving radio format. For one thing, the cartridge tape is easily and
quickly loaded into the tape machine; there are no reelsto handle ortape
o thread along the tape path as in reei-to-reel machines. in addition,
where reel tape must be ecued to find the beginning of the program
materlal, cartridge lape is automatically cued and ready for instant
playback.

Tha tape cartridge employs a continuous loop of lubricated tape. The
conlinuous-loop principle eliminates the need for take-up or rewind
motors for cartridge tape machines. The capstan motor and pinch rolier

- - .- - areall that is necessary to drive the fape cartridge.

The self-cueing of the tape cartridge is accomplished automatically in
the recording process. A stop tone is_ recorded on the cue track the
instant the cartridge is started in the record mode. At the end of the
playback process, this stop cue causes the cartridge machine 1o stop at
the exact point on the tape corresponding to the beginning of the
program material, autcmatically cueing the cartridge for replay. For this
reason, it is imperative that the tape cartridges not ba stopped manually
at any time. The station farmat and professionalism suffer whan tape
‘cartridges are not allowed to re-cus. Cartridge tape lengths can be

- tailored to shorten the time necessary for re-cueing.

Ay

6. TALK SHOWS

Telephone talk shows present a special chalienge to the broadcaster. Talk
shows should incorporate safeguards to prevent profanity or unwanted program
material from being aired, while maintaining the spontaneity of the talk format.

This is accomplished by.incorporating a tape delay system. Tape delay is
accomplished by judiciously separating the tape record head from the
playback head by the physical distance necessary to cause the recorded
pragram to playback with-the desired time delay. Assurning that the tape -
travels at a speed of 712-IPS, a delay of five seconds would require that the
tape travel 3712 inches fram record to playback head. It is this delayed audio
from the tape recorder playback that is aired during a telephone talk show. The
listening audience is hearing the “delayed” program. Stations normally utitize
delays of from four to seven seconds. )

This short delay allows the station to pre-listen and screen pregram content.
The operator has a canveniently located "profanity” or delay edit switch which
is activatad to arase profans or slanderous program material before it gets on
the air. He has just a few seconds to make a judgment. Activation of the “panic
button” also cuts the telephone far the length-of time the buttan is depressed.
During this period, some stations puton music or jingles or the talkmaster goes
on live while the unwanted material is erased from the delay tape.

We hope-thatthis brief non-technical exposure to broadcast engineering (as it relates..
to all facats of radio) has removed some of the mystery from the subject, answered
some of your questions and, most importantly, piqued your interest enough to cause
you to further investigate this area of broadcasting.
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E. ENGINEERING GLOSSARY OF TAPE RECORDER TERMS*

ACETATE BASE — The transparent cellulose acelate plastic film which forms the
iough backing-for magnetic tape.

AUDIBLE FREQUENCIES — Sounds with frequencies which the average human can
hear. Range from 30 hertz to 16,000 hertz.

AZIMUTH ADJUSTMENT — The adjustment of a magnetic head whereby exact
afignment of the head gap with a correctly recorded magnetic pattern is achieved.
- Azimuth adjustmentis of prime importance for optimum high frequency performance of
recorders. '

AZIMUTH LOSS —— The signal loss due to misalignment of the playback head gap with
the recorded signal. :

BAFFLE —The panel upon which aloudspeaker is mounted. Mosteommonly the front
panel of an enclosure.

BIAS — A signaladded intentionally during recording {o avoid or neutralize the inherent
non-linearity of magnetic systems. Bias is usually an alternating current of high
frequency, linearly added to the signal.

BULK ERASER OR DEGAUSER — A device used to erase an entire roll of magnetic
tape without removing it from its reel. Generally emplioys a strong alternating magnetic
field to which the tape Is exposed in a manner which neutralizes all previously recorded
magnetic patterns.

CAPSTAN — The driven spindle or shaft in a tape recorder which rotates against the
tape, pulling it through the machine at constant speed during recording or playback.
The speed of rotation of the capstan and its diameter determine the tape speed.

CROSS TALK — The unintentional mixing of signals from one channel with those of
another,

DECIBEL {“db”) — A relative measure of sound intensity volume. It expresses the
ratio of one sound intensity to another. The db logarithmically expresses voltage and
power ratios.

DISTORTION — Any difference between the original sound and that reproduced by a
recording machine.

DROPOUT — During playback, the instantaneous loss of a recorded signal due to
imperfections in the tape. :

DUB = A copy of another recording. -

DYNAMIC RANGE — The voltage ratio, expressed in db, between the softest and
loudest sounds a tape recorder, or other device, can reproduce.

1 5 *A publication of the 3M Gompany



EDITING — The selective correction of a tape recording by physical means to
eliminate or replace undesirable portions, add portions nol present in the original
recording, or otherwise rearrange the original.

EQUALIZATION — The selective amplification or attenuation of certain frequency
intervals to compensate for amplitude variations in an audio system. There are
recagnized industry standards for recording and reproducing characteristics, which
assure uniform reproduction of pre -recorded tapes and improvement of system signal
to noise.

ERASURE — The neutralization of the magnetic pattern on tape by placing it in a

strong magnatic field, thereby removing the recorded sound frem the tape. The erase
head of tha recorder automatically removes any sound previously recorded on the tape
just before the lape reaches the record head.

EXTRA PLAY — Long play or extended play tape. Refers to tape which gives up to
50% more than standard playing time on a standard reel because it employs a thinner
base fogether with a thinner oxide coating.

FAST FORWARD -—The provision on a tape recorder permitting tape to be run rapidly
threugh it in the play direction.

FIDELITY — A measure of the exactness with which sound is duplicated or
reproduced.

FLAT RESPONSE — A related but more definitive term than simply “frequency
response”. An indication of the system’s ability to reproduce all audible frequencies
supplied to it. Usually defined in terms of db variation from absolute flatness over a
specified frequency range (+ or — 30 db from 30 to 16,000 hertz).

FLUTTER — Very short, rapid variations in tape speed causing similar varialions in
sound pitch and volume not present in the original sound. A form of distortion.

FOUR TRACK RECORDING — The arrangement by which four different channels of
sound may-be recorded on adjacent tracks.

FULL TRACK RECORDING — Applies to quarter-inch wide (or less) tape anly.
Defines track width as essentially equal to tape width.

GAIN — The voltage ratio of the output level 1o the mput level for a systemn, usually
expressed in db.

GAP — The distance or fength between the poles of a magnetic head measured in
microphanas or microns. Most critical with heads used for playback purposes where
gaps must be short in order to resolve high fréquency (shorf wave length) recordings.

'GROUND — A paint in an electrical circuit used as the zero voltage reference and

which is connected to the earth or a part of the circuit serving earth.

HARMONIC DISTORTION — Distortion characterized by the appearance in the output

. ofharmonics of the fundamental frequericy when the input wave is sinusoidal. Usually

expressed in percent.
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HARMONICS - Overtones which are integral multiples of the fundamental frequency.

HEAD — In a magnetic tape recorder, the ring-shaped electromagnst across which
the tape is drawn and which, depending on its function, either erases a previous
recording, converts an electrical input and impresses the corresponding magnetic
pattern on the tape {record function), or converts a magnetic patiern already on the
tape to an electrical signal (playback function). Professional machines have separate
heads for each function, erase, recording and playback. Home recorders generally
have an erase head but combine ihe record and play function in a single head.

HEAD ALIGNMENT -— Mechanical adjustments necessary to assure proper
coincidence of head gap with tape, or more specifically, a properly recorded tape irack.
Five aftributes describe correct head attituda:

1. Azimuth or “skew” in which width dimension of gap Is at exactly 90
degrees with tape edge.

2. Height, in which the gap width dimension is centered on the standard track
location. '

3. Tilt, in which the face of the head must be simultaneausly tangent to the same
degree with both edges of the tape, and without distortion of either of the latter.

4. The adjustment to assure that the tape is tangent with, and cohtacting the -
partion of the head face containing the head gap.

5. The adjustment toward or away from the tape to assure proper contact
pressure between head and tape (“wrap”}.

HUM — An undesirable low-pitched tone present in the output of a device and most
‘commonly having a frequency equal ta, or a multiple of, the power source frequency.

IMPEDANCE — The resistance to the flow of alternating currentin an electrical circuit.

INTERMODULATICN DISTORTION — Distortion whish results when two or more
pure tones are nonlinearly combined to produce new tones with frequencies
representing the sums and difference of the original tones and their harmonics.

LEADER AND TIMING TAPE — Specialtough non-magnetic tape which can be spliced
to either end of a magnetic tape to prevent its damage and possible loss of recorded
material. Timing tape features a marker every 7%z inches,

LEVEL INDICATCR — A device on a tape racorder primarily to indicate the level at
which the recording is being made.

MIL — One one-thousandth of an inch. Tape thickness is measured-in-mils:-- -

NAB CURVE — See Equalization . . . standard playback equalization curve set by the
National Association of Broadcasters. o

NOISE — Unwanted randem sound created in small amounts by electronic equipment.

PHASING — In stereo application, the establishment of the correct relative polarhy in
the connection between left and right channels. '
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PRESSURE ROLLER — Also cafled “pinch roller”, "puck”, or “capstan idler”, A spring
loaded rubber-tied roller which holds the magnetic 1ape tightly against the capstan,
parmilling the capstan to draw the lape off the supply ree! and past the heads at a
constant speed.

AUMBILE — A disagreeable nolse of very low pitch or frequency, peculiar to the
turntables and associated drive mechanism of record playback systems.

SATURATION — The cendition reached in magnetic tape recording where oulput
does not increase with increased input,

SEPARATION — The degree to which two stereo signals are kept apart. Stereo
realism is dependent on the successful prevention of their mixing befere reaching the
oulptt terminals.

SIGNAL TO NOISE RATIC -— The voltage ratio, usually in db, between the loudest
undistorled lone recorded and reproduced by a recorder and the noise reproduced
when the signal (but not the bias) is reduced to zero.

SPLICING BLOCK — Metal or plastic device incorporating a groove within which ends
of tape to be spliced are held. An additional diagonal groove provides apath for arazor

. biade lo follow in eutting the tape. Makes splices very accurately using narrow-width

7/32" tape.

SPLICING TAPE — A special pressure-sensitive, non-magnetic tape used for splicing
magnetic tape. its hard adhesive will not ooze, and consequently will not gum up the
recording head or cause adjacent fayers of tape on the reel to slick together.

STERECQPHONIC SOUND — Dimensional or directiona! sound reproduction achieved
through the use of two ar more sound tracks or channels and heard simultansously.

TAPE CARTRIDGE — A magazine or holder for alength of magnetic tape which by its
design avoids the necessity for manual threading or handling.

TAPE LOOP — A length of magnretic tape with the ends joined together o form an
endless loop.

TAPE SBPEED — The speed at which tape moves past the head In recerding or
playback, '

TAPE SPLICER — Device for splicing magnetic tape aulomatically or
semi-automaticaily,

TRACK — The path on magnetic tape aloeng which a singie channel of sound is
recordad. '

VOLUME — An acouslical ralher than an electrical measuremenl. Refers to the
pressure of sound waves in terms of dynes per square centimetsr . . . the louder the
sound, the greater the pressure. Usually referred to in decibels (db).

Vi) METER — A Volume Unit meter which indicates audio frequency power levels in
decibe!s relative 10 a fixed reference level. The meter movement has a specified
ballistic response adapted to monitoring speech and music.

WOW — A form of distortion in sound reproducing systems caused by periodic '
variation in the speed of the tape, characlerized by its effect on pitch.
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ENGINEERING
QUESTION WORKSHEET

10.

11.

12,

13.

14.

19

. Coverage area of a non-directional AM radio

station is generally circular in shape.

AM radio signals travel better through the
earth than through sea water.

AM radio signals are more efficiently radiated

- through marsh and loamy ground than through sand and rock.

Blanket interference occurs cleose to the trans-
mitting antenna due to the effect of the
exiremely strong signal to the radio receiver.

Directional AM antennas always consist of two

or more towers.

The efficiency of signal radiated by AM
srennas is not affected by the_antenna
yround system.

Directional antennas are mors economical to
install and operate than non-directional
antennas. '

. AM directional. patterns are determined by tower

spacing, phase relationship and current ratios.

. A high ratio of signal to noise is not desirable

in broadcasting. -

It is desirable to have stronger field
intensity in industrial and business areas
than in residential sections of your market.

Frequency and power, earth conductivity and
directional pattern of the antenna all affect
the service area of an AM broadcast station.

AM antennas are vertical to the earth and the
tower itself radiates the station’s signal.

The ability to radiate ground waves is detrimental
to the operation of AM stations. .

Skywavaes are able to be transmitted over great
distances due 1o reflections by the ionosphere.

Truae

False
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15.

16.

17.

i8.

19.

20.

21.

22,

Skywave radiation is an impertant factor in
the design of fulltime directional antennas.

In designing the station antennas, engineers
generally seek to maximize groundwave
radiation.

AM stations utilize amplitude modulation.

Amplitude modulation varies the carrier wave

or size. These amplitude variations are

detectéd and reproduce the station’s programming
at the listener's receiver.

Signat processing that maintains modulation
at high levels is responsible for the lack
of lcudness at the receiver.

AM stations are divided into four classes.

Class IV stations are higher in power than
Class | stations.

Coverage maps mean that every radio within
a given contour receives excellent signal

. from the station.

23.

24,
25.
26.
27.
28.

29

AM coverage maps drawn from measured data
give a more accurate picture of actual
coverage than maps drawn utilizing design
calculations. -.

AM covarage maps generally show the station’s
5MVY/M contour.

The daytime coverage of AM radio station
can differ drastically from the nighttime
coverage.

The term STL indicates studioftransmitter link.

Inteliigent signa! pracessing can affect the
apparent loudness of a radio station.

FM signals have the same conductivity problems
as AM signals. ‘

FM antennas utilize the tower structure itself
fo transmit signals.

20
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30.

31.

32.

33.

34.

35.

There are three classes of FM stations: Class A,
Class B, and Class C.

The Commision's method of determining effective
radiated power for FM stations thearetically
equalizes the coverage of all M stations of the
same class irrespective of antenna height.

The primary service contour for an FM station
is the TMV/M contour.

Horizentally polarized signals for FM are more
desirable than dual pelarization.

Remote control transmitter operation is not
allowed by the F.C.C. rules.

The heart of the studio aperation is the mixing

cansole or contro! board.

35.
37.
38.
39.

40,

21

Studio acoustics do not aflect micraphone
guality.

Records constitute one of the primary sources
of radio programming.

Reel-fo-reel magnstic tape recorders are
easier to use in a fast-rmoving radio format.

Proficiency in editing tape can be the
difference between good and bad production.

Tape cartridges are automatically self-cueing.

True
|

False
m;
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BASIC FUN‘DAMENTALS OF SELLING RADIO
By: Bruce F. Johnson

1. PLANNING A. PLAN YOUR DAY IN ADVANCE

If youcan'tdothat, then set aside time to plan at the end of the day for the next
day.

B. PLANNING YOUR DAY
Make a list of every possible prospect in your territory. Most stations will give
you a list of already-developed clients or prospects. Make sure your list is

comprised of at least three times the number of prospects your manager gives
you. :

The best places to look for prospects are the Yellow Pages, weekly and daily
newspapers and, if you have the time, a monitor of your local television stations.

Divide your list into three categories:

+1. Likely prospects — those people who are currently buying radio or wha
have been in the medium -

2. Those people who are not in radlo but, because aof their demographic
targets or marketing problems, should be

= 3. The impossibles
C. PLAN YOUR TIME--SET UP A LIST OF PRIORITIES
Ptan your day so that
1. 50% of .}our..time is spent in front of the likely prospect -
2. 40% in front of those people who should be in radio

3. 10% of your time covering the impossibles (if not in person, at least by
telephone or by mail)

D. USE OF THE TELEPHONE IN PLANNING YOUR DAY

The telephone is 2 marvelous invention and its proper use can save valuable -
time and increase the number of contacts-you can make. -

The best way to get an appointment through the use of the telephone is to tell
your prospect that you have an idea that will increase his or her business. Don't
gettrapped intorevealing youridea.on the phone. Rather, do everything possxble
to get yourself in front of the prospect



2. SETTING GOALS

For more In-depth information on the subject,we recommend a book entitled
How To Get More Business by Telephone, by Jack Schwartz. It can be ordered
from: Jack Schwartz Telephone Sales Clinic, Post Office Box 344931, Village
Station, Los Angeles, California 90024,

FORCE YOURSELF TO BE IN FRONT OF THE PROSPECT

95% of all sales occur when you're sitting in front of the prospect. Plan your day
so that the frequency of these occurrences increases rather than decreases.
Being in front of the prospect is your number one priority and should take
precedence over any and all paper and administrative work you have.

INTERRUPTIONS

The question always arises when we plan our calls for a given day — what
happens if someone calls in the middle of the day, which often happsns. The
answer is, if yout have really researched your prospect list, set up your priorities,
and planned each and every day of the week, you will be able to make a decision,
on the spot, whether to change your plan and modify your schedule, or to

- eontinue on.

Whal makes most salespeople fail is their inability to determine priorities. If, for

- example, they have a fullday of sales calls set up, and someone telephones and

asks them to bring over a rate card or a coverage map, they, without thinking, drop
everything and run over; thus wasting 45 minutes to an hour of valuable time.

It's very important that you think through each deviation of your planned
schedule so thal you know you are getting the most out of your day.

SET GOALS FOR YOURSELF

Don't rely on the goals of the stationto motivate. you.. These are really minimum -
targets. Your parsonal goal should be double what the station is asking.

Why set goals?

You are seliing a commeodity: Air time. Your station has anywhere from 1,000 to
3,000 minutes of commercial time to selt each week.

Make certain @ach Friday that you learn how many spots are available for sale inthe
next week. Set your goal to sell a certain number of those spots.

Most salespeople take the atiitude that they’l! try to sell as many as they can, but
- that's like saying they're going to build a house but aren't concerned aboutthe number.
of bricks they'll need. :

If you set a high, but realistic, goal you'll be surprised at how quickly your'll meet it.
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3. KEEPING
PERSONAL
RECORDS

4. AVOIDING
PROCRASTINATION

5. PERIODIC REVIEW
OF YOUR STATION

KEEP RECORDS OF YOUR CALLS

- Make notes to yourself after every call you make, either in writing or through the use
of a tape recorder. Periodically review those notes to see what happened. Most
unsuccessful salespecple never do this, because (as far as they're concerned) it'sjust
too time-wasting.

After you have made the call, always make some notes to yoursel! in some fashion.
The important thing is to periodically review these notes and to keep them in afile on
each client. You'll be surprised how much more effective you are the next time youcall
on that client.

MAKE RECORDS OF YOUR TIME SPENT

Keep a time-sheet on yourself and find out how many hours you are spending in front
of clients, how many hours writing presentations and in preparation, how many hoursin
research, and how many hours in travel. You'll be amazed how fast your production
goes up when you start cutting outtime- -wasting areas af your day. If youcan spend one
more hour per dayin frontofyourc!:enls or prospects, you'llincrease your percentage
of close that much faster.

More important than all of these features is the fact that you will reduce
procrastination, which is the enemy of all salespeople.

Procrastination is the enemy of all salespeople and executives. If you can program
yourselfto hear a little bel! go off in your head every time you decide to procrastinate or
to put things off, you'll be a much better salesperson inside of twenty-four hours.

If, each time you procrastinale, you ask yourself why you're domg it, you'lt find that
most of the reasons you come up with are not valid.

This all has to dowith “call reluctance”; in other wards, if you fee!l yourself afraid to go
and confront a clientin person, you must learn to force yourself ta do this. Once you" -
‘earn how to doit, and you're able to do it well, it will be the easiest thing you ever did in
your life.

Many salespeople fallinto the trap of telling the same story over and over, year after
year, in spite of the fact that the radio station has changed its farget demographics,
personalities, emphasis and thrust.

Research your own product and know it well. You be the firstto tell all your new facts
to prospects and clients before your competition can tellitto them foryou. . . butwitha
negative slant.

The same holds true with the review of the needs of your client. They also may
change-just as-often as formats-in-the marketplace. -



6. QUALIFYING YOUR
PROSPECT —
AND YOURSELF!

hS
7. CREDIT FILES -
8. THE CLIENT'S
(" Neeps

Make your call on the decision-maker. Unless your praspect has the authority to
make the decision and give you the order, don't waste your time. If you're talking o a
non-decision-maker, it only means that he or she must tell your story to someone else
who makes the final decision. If that happens, it means that most of your story, as you
want to tell it, will never get to the right person,

Someone has to make the final decision as to what stations the clientis going to buy.
Make absolutely sure that you get to that person with your own story. Neverdepend on
anyone else to tell your story for you. If this situation occurs, it probably means you'll
have to tell your story two, three, or even four times until you get to the right person at
the end of the line. )

Keep a credit file on your custorners, There is nothing worse than writing up a big
order and then finding out, six months later, that the customerisn’ going to pay his bill.
You can save a lot of time by not giving too much attention to these clients.

Your percentage of bad payers is an easy thing to find out. Just go to the bookkeeper
and get a listof the accounts receivable for your clients. You may getto seetheseona
regular basis anyway. However, it's usually only when one of your accounts is
delinquent. Don’t wait o find out. Check your accounts periodically, and cross off those
peaple who refuse 1o pay you. They will only cost you and the station money.

A critical error made in selling radio today is the salesperson's overlooking the fact
that a prospect really doesn’t care ifyou succeed or fail. Allhe or she isinterested inis
the solution to his or her problems. If you start by talking about your radio station, or the
competition, nine times out of ten the prospect will mentally tum you off.

" The ruleis then: Begin every conversation by inquiring as o the prospect's problems
and needs. '

A. RESEARCHING THE CLIENT

If you have trouble finding out about the client’s problems; the surest and best
— waytoget answers is to ask your client about himself personally. Ask him how he
got started in the business and, at the same time, question him an his success
plans. This will always entice him to start telling you his entire life story, which will
also tell you quite a bit about the business. At this point, he will probably offer
more than you can take down inwriting.

B. DEVELOPING NEED FOR YOUR PRODUCT

Develop and establish the need for your product. After you have found out what
tha client needs, then match the attributes of your product, radio, 1o his needs.
You're not going to sell him, you're going to make him “buy”.

Have a positi've approach to a prospective client’s problems. Believe that you
can sclve them for him. :



Most salespeaple have atendency 1o spend their entire sales call praising their
own product ar, in lhe alternative, criticizing their competition. What your prospect
wanls to hear is how you are going o help him. Be a listener!

-

L‘- Let the prospect tell you his problems. Don't you tell him yours.
Bring him out with questions.

Even though he asks you about your problem, turn him around so that he is
talking about Ais.

C. TAILORING YOUR PRESENTATION
Tailor your presentations — sell solutions — not time!

Make absolutely sure that you fit your presentation to the client. This dovetails
with the general theme of thinking of the client's problems rather than your own.
You can throw in some strong selling points about your station. But always
remember that they must closely follow the needs of the client.

D. PLANNING

Organize your sales presentation. Again, a basic caveat, butit goesunheeded
by many, many salespeople. If you know what you're going to say before you go
o in; if you've made notes to yourself; or if you have a basic plan as well as alistof all
( _ : possible objections to your pitch, and the answers fo those objections; there is
very little that can go wrong in your presentation. :

- It; however, you have not done your planning and research, your chances are
no better than if you flip a coin, at best, 50-50.

5. YOUR — The rules of dress have beenrelaxed substantially, especially in the field of radio in
APPEARANCE the past few years. Today, itis not uncommon to see a man.in faded blue jeans, pigtail
and head-band with love beads sitting before a client. If your need for individuality
requires that you dress in a fashion that is uncommon_in the industry, then make
absolutely sure that it's the best outfit of its kind. Your prospect doesn't give adamn for
your individuality in most cases, and, at the same time, in most cases he will acceptit. -
However, if yaur concept of self or individuality requires that you dress like abum, then
be prepared not fo get very many orders; because the odds are you won't.

Nobody’s arguing that you don't have the right to dress in any way you wish, but at
the same tims, keep in mind that the client has no obligation to buy you, either!



10. YOUR
ATTITUDE

POSITIVE MENTAL ATTITUDE

Believe in the product — radio. That seems simple, but s0 many people start selling

before they understand the power of the medium.

A.

Enthusiasm comes from belief,

“POSITIVE"” SELLING

Never use the word “if”. Always be positivé in ybur approach and assume the
attitude that your client has already bought; and, therefore, the benefits are
already inuring to him or her. '

“POSITIVE” LISTENING
BE A LISTENER

Yourwhole approach should be directed foward making your prospect do all of
the talking at the beginning of the interview. Encourage him to tell you everything
about his product and self — everything. The more you find out, the easier it will
be for you to tailor your presentation to his particular needs. -

LIKE PEOPLE
BE SURE THAT YOU LIKE PEOPLE"

Ifyou don't, then you're in the wrong business. Make absolutely sure that each
one of your prospects knows that you like him or her. Use the personal tauch and
comnpliment him or her every chance you get.

PRIDE IN YOUR COMPANY
BE PRCUD OF YOUR COMPANY AND SHOW IT

Even though you may parsonally think yourmorning manis a jerk, don't ever let
it show through. Yourclisnt may agree with you, but he’s never going to give you
demerits for believing in your product and selling it pesitively. Dramatize your
sales pitch when necessary. Since you're in the entertainment industry, it is not
improper for you to use a few show business techniques yourself. Hire a
bikini-clad model, use a Polaroid camera, bring in roses or cther fiowars.



11. SPECIFIC
APPROACHES
DURING A SALE.

SPECIFIC
APPROACHES
WHILE WITH A
PROSPECT

SELL YOUR MARKET

If your station reaches predominenlly listeners between 18 to 34 years of
age, or 25 1o 49, or 1810 49, or 50-plus, learn everything you can about the people
in that age group and sell it. Sell it hard! i you can, convince your prospect that the
people in that age group are good prospects for his goods or services; then it will
be an easy matter to then sell him on your station.

It follows that you must first know your market — so research and study.
KNOW YOUR COMPETITION

The best salesperson will know all of the competition almost as wall, and
sometimes better, than the salesperson for that competition. Keep in mind that
although you spend five minutes in front of your buyer, during the other seven
hours and fifty-five minutes of the day, he or she can be seeing other people with
aims, desires, and goals inconsistent with yours.

You must, therefora, know everything about your competition. Not just other
radic stations; but newspapers, magazines, outdoor, transit; direct mail,
skywriting, bench advertising, you-name-it. This is extremely imporiant. You
must be able to position your own medium — radio — in relation e other media,
because that's how you are going to-make your sale and move his product.

COMPLIMENT YOUR COMPETITION
ALWAYS COMPLIMENT THE OTHER STATIONS IN YOUR MARKET

Always have something nice {0 say about some of the alher stations in your
market. You don’t have to over-sell them, but your prospect will have more

< eonfidence in your-objectivity if you are continually selfing the medium.

At the same time, the medium will itself grow, thus netting you more doliars.
Your praspect will also think more of you because you cbviously have

_confidence, and are not afraid of the competition.

Zinging the competition only hurts the medium and, at the same tims, makes
you look bad, and possibly paranoid. o

MIX FACT WITH ENTHUSIASM

Most sales are made with a comblnation of enthusiasm and fact. it's up to you
to decide, after meeting with your client, which comes first. Normally, you wiliseta
client up with the enthusiasm and close himwith fact; but this is not a hard and fast
rule.

Keep in mind, howeaver, that someone who is closed in a sales session by

- emotionwhich isnot supported by sufficientfacts, usually wakes up the following

morning making hurried telephone calls to cancel.



This also holds true when you are outimbibing with a client. If you sell this way,
and you close someone while he does not have full use of all of his faculties,
remember that you best have a coniract with you, Because in the cold light of day,
the next morning, he may have forgotten most of what you said and fee! rather
guilty about what he remembers.

EYEBALL YOUR TARGET

Always lock your prospect right in the eye. It is the best sign of sincerity and
confidence. Even more importantly, it will tell you more quickly than anything else
what your prospect is thinking. If he looks away or his eyes wander around the
room, chances are you're coming on too strong and should back off.

NEW IDEAS
NEVER MAKE A CALL WITHOUT PRESENTING A NEW IDEA

Every time you walk into a prospect’s office, have an idea that is designed to
help him. In addition, sell with the telephone, diract mail, or a telegram. Often,
there just isn't enough time in the day to see everyone who is a prospect for your
radio station. - :

Using your priority list of clients, pick out those people you won't have tima to
seea this week and sendthem aletter, note, or presentation; anything that will get
their attention, or that causes them to remember you.

Always include a unique selling point about your radio station that ties diractly
into the needs of the client. There is one salesperson who sends out a hundred of
these items aweek. Also, sometimes include tickets to a ball game, a bouguet of
flowers, or a box of caqdy.

Keep your name and your impression in iront of that buyer at al times, even
though many times you can't physically be there.

BUYING SIGNALS

LCOK FOR THE BUYING SIGNALS

Is he agreeing with you all the way? Is he not giving you an argument? Is he
nodding his head? As a salssperson, you must develop an ability ta spot those
momentsin your presentation where your prospectis ready to buy. Once you see
the first inkling, the first gimmer, then strike.

Don't wait, because that moment may never come again.

‘If you think you've spotted an opening and you get a turndown, just keep on
going as if it had never happened. -Then move on the next-opening——
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NEVER LIE

A simpla truth, right? And yet, more salespeople lose more orders by trying to
impravise or to be creative with an answer on a subject they know nothing about.

The best thing to say if you don’t know something, is “l don'tknow, but 1 willfind
out and gat back to you." However, when you make that statament, be sure that
you get right back to the client with the answer.

Never guess and never speculate. If you don't know, just say so, but always
promise that you'll get back with a proper and correct answer. Then make sure
you do!

USE THE PROFIT MOTIVE
USE THE WORD “PROFIT” OFTEN

Always keep in mind that the reason your prospectis sittingwhere he is, is that
he expects to make a profit. It's not a bad word; it's what this country was builton.
Use that word over and over again throughout your presentation.

Always make sure he understands that it's his profit you're talking about and

" notyour own. Tell your prospect, in your presentation, that what you're offering is

going to make him maney. Tell it to him again, and again, and again, until he

finally gets the message.

SELL THE SECRETARY OR ASSISTANT

If your clientis buffered by any number of people whom you have to get through
to see your decision-maker, take some time to sell them on you. impress them
with your personal-qualities as much as possible. There's nothing worse than
being blocked at the door by someone who can't make a decision, except for the
dacision not to. let you in.

PRICE

Sell the higher-priced spots first. Always come in high. It is psychologically
more effective to be able ta come down inrate than to have to try to raise the price

~while you are in front of the prospect.

Be alert, however, for the situation where the clientis expecting your best shot,
or most economical offer,on the first try: Aftefa while; you'll get the feel for thi_s,
but as a general rule, always come in high so that you can come down in price.

That doasn't mean you have to eut your rate card, but you may have 1o
rearrange your inventory and spot costs'to more closely approximate the needs- -
ol the dlient. .
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TRY TO GET THE PROSPECT TO AGREE WITH YOU ON EACH
POINT THAT YOU MAKE

Asyou go through your presentation, try to get the client to agree to each point,
no matter how insignificant it might seem to you. At the end of your presentation,
you can go back and show him where he has agreed o perhaps 905 of the things
you've said. ltis then up to you to try to close him on the final 10%.Atleastthe 30 %

- is behind you and has been stipulated by both parties.
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REFRESH YOUR PROSPECT'S INTEREST

Don't assume that just because you told your prospect about all the salient
strong points of your radio station, he remembers them from the first call. Make a
list yourself of the highlights of tha first call, then &y to refresh his memary in
the secand or third or fourth calls that you make. Do it every time and you'll find
that you'll be able to tell which points he doesn't remember, and which points he
does as you go along.

SELL THE SKZZLE AND NOT THE STEAK

You've heard that one before, right? Well, please understand that there is
nothing more boring than a couple of turntables, an antenna, and a dist jockey
sitting in front of a mike. It's-what comes through the microphone that is most
interesting, and it's the people being reached by the guy or gal on that
microphcne that are even more interesting to vour client.

.TREAT EVERY CUSTOMER YOU HAVE AS IF HE WAS

A MILLION-DOLLAR-A-YEAR SPENDER

Don't ever make the mistake of letting a prospect or client think he or she is any
less important than the largest advertiser on your radio station. in peint of fact,
many of your smaller clients who will provide most of your dellars-will (in many-
cases) need more emphasis and more attention, than some of your larger clients.

DEALING WITH NEGATIVES AND POTENTIAL NEGATIVES

First of all, don't be too anxious to hear the word *ne’ before you startinto your
pitch.

After you get the order, orimmediately upon getting the order, get out the deor
as quickly as you can. Your client has other wark to do and, besides, you don't
want to give him time to reconsider his decision.

At the same time, make a pilan to go back and see him periodically to tell him
how well he's doing and to ‘answer gueastions or solve any problems he might
have. This could also include visiting a number of stores each week, if your
prospect or client is a Iarge or small retailer.
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12. DO'S AND DON'TS
ON THE
FIRING LINE

A.
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BROADCAST YOUR SUCCESS

Many times store managers of a large chain don't even know the campaign is
going an. it's your job to let them know that it is, and to tslt them what benefits
they're going to receive and to help them achieve those benefits. Many times you
can even pick up extra doliars from a particular store in the chain which has a
promotional allowance.

Make absolutely sure, however, that ydu see the client after the sale as many
times as you've seen him before the sale. Let him know that you care, and that
you're taking great pains to make sure he's successtul.

Finally, don't ever take anyone for granted.

MEETING THE OBJECTIONS

There are any number of ways you can meet an objection with facts that
dispute that particular objection. It's the way you present your rejoinder, to the

" objection that gets you the sale. Little things like “You're right, Mr. Jones, let me

come back to that a little Jater. But first, I'd like to tell you about this.” The peint is
not to ever lst any objection go unanswered because it could be the very point that
the cliant will search forwhen he’s ready to get rid of you, ifhe decides notto buy.

-Or, you can always say, “That's a very good point, Mr. Jones, but you're on
page 14 and I'm only on page 10. Let me get to that alittle later.” This wilt give you
time to work up an answer fo the objection and to be effective with your rejoinder.

PRICE OBJECTIONS

- When you receive a price objection from a client, you know you have not
pre-sold him. A price objection will never come up if he thinks he's getting what he
needs. At the point of price objection, change gears and re-seil him. Get him off
ihe subjectof price as fast as you can and back into the merits of your radio station
and what it's going to do for him, the client.

PRICE

Always avoid coming out quickly with a price, even if the prospect is pressing
for it. Make sure that you understand his needs and have presented a program
with the benefits of your radio station. Stress that your radio schedule will satisfy
his needs. Then and only then do you coms up with a price. A price given infront
will turn a client off, even though it is low, faster than anything else you can
possibly say. Make him need it first. :
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PERSISTENCE
BE PERSISTENT

Mostsalespeople failwhen their own courage and confidence wane sometime
during the presentation. If you slip into this lapse, the first person fo pick it up will
bethe client or prospect, who will then make every effort to get rid of you, knowing
that you don't have confidence enough ta stay with him. Many prospects assume
a"devil's advocate” position just to find out if you believe in youir product as much
as you want them te believe. Never waiver. Stay firm, strong, and persistent.

ASK FOR THE ORDER

This point is so ohvious, it squeaks; but it is the one thing that many
salespeople fail to da. Ask for the business. Ask for the schedule.

If you've asked for the order and did not receive a favorable respanse, make
absolutely sure that you ask again, and again, and again, until you get the
respoense you want. Many salespeople tighten up at the first hint af the word “ne
and forget to come hack and ask again.

As we said bafors, when you hear the word "“no”, then start re-selling and
selling again,

Askforthe order again. If you get “nio" again, re-sell and then ask for the order
again. If, after all that, you're still not getting anywhere, and you can't get the right

‘answer, retreat and re-group. But, before you do, find out why you didn't get the

order. Then, go back o your office, re-do your presentatior and come back again.

DONT EVER CRITICIZE
NEVER CRITICIZE A TIME-BUYER

Never, never, never ¢riticize a time-buyer, or someone who is making abuy, or
a buy which they have already made. If you do, you are only insulting them. Keep
in mind that they made the decision to buy that particuiar station, evan though
they may be blatantly wrong.

You're asking for trouble if you tell them they have just done something stupid
orunwise, If you want to un-do what they’ve already done, show them how t_hey
can improve what is already an outstanding buy, with whatever means vou have
in your kit.

DON'T EVER ARGUE

When the prospect says™‘No, | don'twant to buy; " that'snot thetime to-argue;— -
In fact, arguing never gets you anywhere. If he's unequivocally decided he
doesn'twant to buy, he probably has some very good reasons, even if they don
agree with yours, and even though they may not be valid to you. In his own mind
he thinks he’s right;andforyouto tell him that he's wrong at this point will only lose

1 2 you the sale and his friendship.
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ASKING FCR MORE

When you go in for a renewal, never ask for the same amount of dallars. Always
ask for more. The worst that can happen to you in this situation is you'll get the
same amount of dollars you had before. More than likely, however, you can
increase your budget, based on the success you've already had with his product
or service,

It follows that you must always know what percentage of the client’s total
budgetvou are being offered. Otherwise, how else will you know how much to ask
for?

ASKING “WHY?"

ALWAYS FIND OUT WHY

Never leave a sale which you've been unable te close without finding cut why:. It

- only takes a few extra minutes and normally the prospect will tell you. If he doesn’t

completely open up, what he does have to say might give you some clues as to
what you want to know. '

The same holds true when you do get an order. A list of the reasons why you
were able to close will be extremely valuable to you in your future planning. If
someone is stringing you outover a period of months or even years, come rightin
to him and ask him why, point blank.

SUMMARIZE YOUR POINTS
MAKE A SUMMARY

If you haven't obtained the order and your prospect seems to be wavering, it
may be hecause he's forgotten some of the strong selling points you've made.
So, at that point, go back in and surmnmarize the strong points that fit your
prospect’s needs. You may have to repeat yourself over and over again until the
prospect finally realizes that you're totally interested in what he's trying to
achieve.

RESEARCHING NEW ACCOUNTS
CONTINUE TO LOOK FOR NEW ACCOUNTS

Every day of the week you must find and prospect far new accounts. Never
content yourself with just working on the same old list aver and over again,
because one day you willfind it has campletely run out. Atthat point, you've gotta
da a'lot of hard work ‘and stay Up late nights merely trying toeatehrup: —



FAVORITE CLIENTS; A TIME-WASTER

Do not spend afl of your time with your favorite clients. IU's certainly mare

- comfortable to be in front of someone who likes you and with whom you have a
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good relationship. Unfortunately, most of your prospects will not know you, and
will not care about your own well-being. They will, justifiably, be concerned only
about their own problems. Make it a practice to schedule atleast 50% of your calls
in front of those people who donot have that warm a relationship with you. Make it

your goal to develop that relationship and do not shy away from these people,

because this is where the money is.

AFTER-SALES SERVICE
SERVICE AFTER THE SALE

Make it a paint to check with the Traffic Manager or Traffic Director every
morning to make sure that the spots you have ordered for your client are running
where you said they would be. Nothing is worse than finding out at the and of the
month that your schedule ran, for the most pari, in places where the client didn't
want it.

You are the one wha will take the bruni of the fire from the clientif the schedule
dees not'run as ordered.

Therefore you might as well prepare in advance, rather than possibly losing a
sale or re-order because the client didn't get what he wanted.

Make the Traffic Manager a friend, and ascertain that he or she has your best
interest at heart and will let you know when your schedule is being bumped or
moved around. Always know everything about what has happened to your
client's schedule before he or she knows about it. it's much easier atthat pointto
come back with an‘adjustment than itis to have him or hercall yau andtell you the
spots didn’t run as ordered.

THE MARKET IS DOWN; WRONG,
THE MARKET IS NEVER DOWN

Whenever we hear a salesperson say “The market is down, business is off,
we're in a slump,” we know that salesperson isn’t doing hisjob. The keyto selling
success is being able to adjust the thrust of your energies and your goals, and
finding new prospects.

It you've planned all along, have done your prospecting; organization, and~~ -
structured your list of priorities well, there will never be a slump. Theonly time a .
slump will ever accur is if the entire ecanomy goes bankrupt. Atthat point, nothing
is going to help any of us.

If the marketis down 25% in advertising, thatjust means you have to work twice
as hard to find new clients. Don't let it be you whe is in the slump. That's for
somebody else.
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BASIC FUNDAMENTALS OF SELLING RADIO
QUESTION WORKSHEET

1. The first priority in a salesperson’s day is

2. Most sales ocour : of the prospect.

3. Immediately after a sales call it is a good idea to

4. The enemy of all salespeople is

5. The most important elements in preparing your presentation to the advertiser are
the client's

6. A salesperscn doesn't sell, rather he or she makes the client

7. The ana item your prospect will be least interested in is

True False

1. The best way to make an appointment is
te make a cold call on a prospect. { O

2. 85% of ali sales occur while the sales
person Is sitting in front of the prospect. [ O

3. If an important account calls you in the
middle of the day, you are better off to
drop.everything you have planned and
accede to his wishes. O O

4. Your persanal goals should be double that
supplied to you by the station. O O

5. ltis not important to keep records of time
spent if your billing is ingreasing each
and every month. C 0l

6. Always tell the same story about your
station over and over to develop a
consistency of presentation. O 0
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10.

11.

12.

13.

14.

15.7

16.

17.

18.

True
A sales person has no responsibility for
bad debl customers. O

It is always best to get the customer
talking first. |

. When-before the client always use the

word “if’ so that you cannot be trapped
at a later date. _ O

It is & good idea to criticize your
gompetition so that your station will
loolk better. B (|

If you don't know the answer to a guestion
always make up something on the spot. O

Always come in high on costs on your
first presentation. | o o

It is important to see the client as many
times before the sale as after. O

I ydu.r_eceive a price objéction

get out the door fast. O
Always give the price first. O

It is a good idea fo point out the

mistakes the client has made in his

buy so that you can then tum him

around with the positives of your

station. . W

Develop a narrow list of good accounts
and follow through on them Lefore
expanding your list. : 0]

Your appearance is no longer
important to a sales call. O

False
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1. HISTORY OF
RADIJ) RESEARCH

2. ARMS

RESEARCH
By: Kathryn Lenard

Ever since the day in 1829 when a Crosley interviewer picked up a phone,
dialed a number selacted al random from a telephone directory, and asked the person
who answered the telephone, “What radio stations did you listen to yesterday?” the
broadcast industry has been simultaneously blessed and cursed by “the ratings”.

We've come a long way since 1929. The science of audience measurement has
gone through a series of re-evaluations and refinements.

Atthe same time that research techniques were becoming more sophisticated, the
radio medium itself went through a series of changes. From the dominant
communications medium in the 80’s and 40’s, radio went through the traumatic 50's of
television’s growth . .. and in the 60's and 70’s, radio evolved into the truly persanalized
medium i is today.

Radic programming was revised during this period, becoming selective and
individualized in its appeal. Technological advances created the fransistor. And FM set
sales rose at an incredible rate.

Radio moved out of the living room, into the car, anto the beaches. There's naw a
radio in every room — and even in the pockets of listeners.

This perscnalization and fragmentation, while revitalizing the medium, have caused
problems for proper and accurate audience measurement.

Inthe mid-60's, the radio industry, through the National Association of Broadcasters
and the Radio Advertising Bureau, embarked on a massive study designed to
determina how best to measure the complete radio listening audience.

This project was known as “ARMS"” — ““All Radio Methodology Study.” The results
indicated that certain methods of measuring the radio audience definitely understated
the size of that audienca. It also indicated that the methodolagies used by Arbitron and
Pulse resulted in fairly good estimates of radio-listening levels. ARMS, however, did
not test the accuracy of the various methodologies in reporting the size of the
audience to specific stations by daypart, and by demographic. This is where the
problem lies today. The number of radio stations with reported audience in each market
has increased dramatically. In addition, data is being reported for each station for
eleven different sex and age groups. Both of these factors mean that we are looking at
smaller ratings.

The ratings show fluctuations in station audience from rating book to rating book, and
from one rating service to another, causing us to question the validity of the numbers
shown.



3. GOALS

4. SAMPLING

5. CURRENT
MEASURING
COMPANIES

In response o the prablem, radio broadcasters, through RAB, instituted the
“GOALS” plan. GOALS stands for “Goals for Organization Administration Logistics
and Stability” of radio rating services. The people serving on the GOALS committee
represent key broadcast management and research personnel.

The objective of GOALS is to work with each of the rating services toward making
changes in their current methodologies which would improve the validity of the data
they report and, hopefully, cut down on the swings we have been seeing from one
repart to the next.

In order far you to understand the problems in audience measurement, itisimportant
that you have some knowledge of the theory of sampling.

All radio-audience measurements are arrived at by asking people what stations
they listen to.

Unfortunately, it is impossible, on both a logistical and economic basis, to ask
everybody what stations they're listening to. Did you know that even the census takers
don't talk to eveérybody? So it is necessary to limit the questioning to a sample of
people. Since we can only talk to a segment of the whole population, it is important to
maks certain that the people who are questioned are as representative of the whole
population as possible. The more representative the sample, the mora accurately their
listening will reflect everybody's listening. The ideal is the pure random sample. [tisone
in which every member of the population has just as much chance of being selected as
every other member of the population.

Nielsen, the prime source far national television ratings, talks to only 1,000 people in
order to determine who's watching what network television shows. And, while many
people have scoffed at the validity of the data, all the research that's been done bythe
ielevision mdustr'yr indicates that Nielsen’s numbers are quite accurate.

‘r’ou see, after a certain minimum, it’s not really the number of people you talk o
that's soimportant. It's (a) how representative they are — and {b) how they’re talked to.

There are currently three research companies measuring radio audiences in
individual markets on a nationwide basis. They each collect audience data in a different
way. Knowing the differences will help you to understand why their results are often
dissimilar. We've asked each of themio tell you, in their own words, howthey conduct a
survey.



A. ARB — HOW IT WORKS

Arbitron Radio talks to people through the use of a personal, seven-day radio diary.
The following are the words of Bill McClenaghan, Vice Present and General Manager
of Arbitron Radio, “I'd like to tell you how we, at ARB, obtain radio-fistening information.
Ithink the best way of starting is to ask you toimagine that you’re conducting your own
survey of radio listening. Let’s go through the steps that wouid be necessary to take in
arder to have a successful survey. '

“Now, the first question that you would have to answer is "‘Where should listening be
measured?’ For many years radio was measured only in the metro area. This was
understandable because the metro represents an area of equal opportunity for most
radio stations. Thisis true because the FCC has granted licenses that allow most radio
stations to cover all the metro counties fairly well.

“Butradio listening does not magically stop at the metre area boundaries — product
distribution does not stop at the metro area—advertising goals are notconfined to the
metro area. This is why Arbitren Radia picneered (and has used) the concept of total
area measurement when we first began measuring radio in 1985. Total area
measurement means radio is measured bothvinside and oulside of the metro. I[fthereis:
listening to home stations beyond metro county lines, it should be measured. Arbitron
Radia placesdiaries in counties outside of the metro area and measures home station
listening in these counties.

“Once we have decided where listening should be measured, we have to answer the
question ‘How should the survey area be defined?’ In most of the markets Arbitron
Radio surveys, we use the standard metropolitan statistical area, which isintended by
the U.S. Government to define the metro area. In Chicago and New York, we use the

" government defined standard consolidated area. In some markets, due to special

circumstances or historical industry usage, we have a slightly different definition for the
metro. In the markets where these exceptions occur, radio stations, advertisers and
agencies are in general agreement that the definition used by Arbitron Radio is the .

- most appropriate one for measuring radio.

"Now let's talk dbout deciding which counties ouiside of the metro should be
included in the survey. If we are surveying a markat for the very first time, we use the .5
millivolt signal contour of the AM stations in the market to determine which counties
should be considered for inclusion. We include those counties in which two or more AM
stations have signal coverage.

“It may appear that we are doing a disservice to FM stations by not locking at their
signal coverage patterns, but this is not true. Experience in using various criteria to
define the non-metro area has indicated that actual listening to the FM stations in the
market does not exceed the signal areas of the large AM stations in the market; hence
our use of the AM signal contours as a benchmark.

“If we have surveyed a market before, we include or exclude counties in the
non-metro area based on theactual listening which occurs within these counties, We
use ‘diary menticns' as our criteria. A diary mention represents five or more minutes
of listening=to a given-siation within-asingle-diary. For example, if -a respendent—-—- -
indicates listening to five different stations in the diary, then this represents five station

~ diary mentions.
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“In defining the non-metro area, we determine the total number of diary mentions
within a given county of all stations that were listened to. Then we determine the total
number of diary mentions of only the home stations, We divide the number of diary
mentions of home stations by the number of diary mentions of all stations and arrive at
a percentage figure. If this percentage is 10% or more, then the county is included as
part of the non-metro measurement area for the survey. If the percentage is below
10%, the county is notincluded. The market definition of each Arbitron Radio marketis
updated annually.

“Now, ance you've decided where you're going to measure listening, and how the
survey area should be defined, the next question we must answer is ‘How should the
sample be selected? This is a very important guestion because the
representativeness of the sample is really a key to the dependability of audience '
estimates.

“For example, you could stand on a sireet comer and interview the first 10,000
people thatwalk by and ask them about their radio listening. Andlet's say you are 100%
successful in the survey and you now have responses about radio listening from
10,000 people. Now somebody else goes out and randomly distributes a sample

throughout the metropolitan area and asks the same kinds of questions, but this

sample only has 1,000 people in it. Now we have ane sample of 10,000 persons versus
another of 1,000 persons. Which is better? The one that is based on 1,000
randomiy-distributed people is far better than the one based on 10,000 people passing

a street comer. The reason is that 10,000 people walking by a given street corner are
not likely to reflect a cross-section of all the people that live in the market. Therefore, the
listening habits of these 10,000 people cannot really reflect listening habits for the total
market. Forthis reason, Arbitron Radio devotes much time and expense to our sample
selection to ensure that we obtain as representative a sample as possible.

“In selecting the sample, there are three things that are extremely important. The
source of the sample (that is the sampling frame), the method of sample selection, and
the method of sample allocation.

» Arbitron Radio uses Metromail as its source. Metromail sells computer tapes which

~ have telephone listings for all telephone directories used in the United States. This

makes it easy for Arbitron to randomly select our sample, using our own computers.
Our random-selaction procedure assures a proper geographic dispersion of the
sampie throughout the metro and non-metro counties. In theory, and in practice, we
rarely find two households side by side when we are selecting a random sample from
all telephone households listed in a particular county.

“Different samples are selected for every week during which we conduct a survey.
We generally conduct our surveys over athree or four week period. Thatmeans thatwe
select three or four different samples — one for every survey week during the survey
period. Each person in the survey keepsa diary for only seven days irrespective of the
number of weeks in the survey. '

“The sample is allocated in praportion to the population twelve years old and clder
within each county of the metro area. The same procedure is used for allocating
samples among counties located outside the metro area. For example, if 20% of the
population resides in county A and 80% in county B, then 20% of the sample will be
allocated to county A and 80% will be allocated to county B.
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“There is no substitution in Arbitron Radio sampling procedures. What | mean by this
is thatif we select a household that initially refuses to cooperate in the survey, we do not
go back and select a replacement household. Te do so would impair the randomness
with which the sample wasinitially selected. We have to make a maximum effortto get
the caaperation of all the originally-selected households in order to retain the
probability nature of the sample.

"Now that we have decided where listening should ba measured, and how the
survey should be selacted, let us look at the diary placement procedures as used by
Arbitron Radio. Let's talk about how the diaries are placed — how we go about getling
that original sample to cooperate. First, there is a pre-placement letter which is sent to
allthe households in our original randomly-selected sample. This pre-placement letter
says, in effect, ‘Hey, we're doing a radic survey and we'd like you to participate.’ And
because many people are suspicious about surveys we tell them ‘If you have any
doubts, call the Better Business Bureau or cal} Arbitron Radio collect at our Beltsville,
Maryland headquarters, and talk to us about it because in a couple of days somebody
is going to call you and explain this survey, and ask for your cooperation. We really
need your pariicipation.” -

“Acouple of days later, after the pre-placement lefter is received, an Arbitron Radio -
interviewer calls the household and describes the survey.

“She says something to this effect: 'Helio, thisis Arbitron Radio. We are conducting a
survey of radio listening and we'd like your cooperation and the cooperation of otharsin
the household in participating in this survey.’ The interviewer than asks how many
people twelve years and older there are in the household. We need this information
because diaries are sent only to people who are twleve yvears old or older.

~ “Theinterviewer goes on te explain that itis important to the survey that everybodyin
the household respond. Now, if somebody refuses in this placement interview call, we
turn his or her name over to our central interviewing control center in our Beltsville,

“Maryland plant. We have crack interviewers there who are experts at converting
non-cooperators into cooperators. It is for this reason that approximately 85% of all
households that have beeninitially selected in the sample agree to keep a diary. These
consenting households are then sent diaries — one for every member of the family
headgquarters, thus assuring us complete control ever the sample rather than having it
rnailed by the diary placement interviewers. One or two twenty-five cent pieces, the
amount depending upon the historical return rate for the county, are mailed with each
diary.

“Shortly before the survey begins, a pre-survey follow-up telephone call is made o
the household to make sure that they have received the diaries and to ask if there are
any questions that anybody in the household has about keeping his or her diary.

“During the middle of the survey week, follow-up procedures take place. Within the
metro, follow-up generally takes the form of a phone call to the household to thank them
for participating in the survey and to remind them te mail the diaries back promptly at
the conclusien of the survey. Outside the metro, in the outlying counties, follow-up
takes the form of a specialletter which reaches the household during mid-week. Again,
appreciation for participation in the survey, and a reminder to return the diaries, is
emphasized.
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“In addition to the pre-placement letter, the placement call, and the pre- and
mid-survey calls, we also send a letter with sach diary. This letter asks the individual to
keep only his or her own diary and not to keep someone else’s diary.

“On the average, Arbitron Radio receives 65 usable diaries that are returned out of
every 100 diaries sent out. By usable | mean that all seven days have an entry
indicating whether listening took place, when listening occurred, and what was listened
to. If a diary dees not contain usable information for all seven days, we don'tuse it. Our
primary research has indicated to us that we cannot make assumptions about whether a
person may or may not have listened. For example, when six out of the seven days in the
diary contain complete information and the seventh day contained no information, we
could not edit the blank day as a 'no-listening day’ because 20% of the people who did
notfill out that particutar day inthe diary actually listened onthat day. If we were to treat
the blank day as a no-listening day, this would unfairly depress radio listening levels.

“After ARB had been in the business of measuring radio for about two years, we
discovered that there were certain population groups that were not responding the way
others were. We were able, through the use of zip codes and census data, to identify
two graups of peaple that tended to under-respond to our diary surveys. One group

‘was the Black population and the other was the Spanish-speaking population.

“In order to have a more representative sample, it was important to investigate
procedures for increasing the response rate from the Black and Spanish populations.
We therefore exparimented with other data-retrieval procedures. We tested two
methods — one was a telephone-retrieval procedure. This involved calling back the
same househoid for seven consecutive days, and asking each person twelve and older
for his or her listening during the previous 24 hours. The interviewer recorded their
answers in a diary . . . in essence filling out their diaries for them.

“The other procedure involved the persohal placement, personal follow-up and

-‘personal*pick=up of a diary. Instead of mailing the diary to'the household, we sent.

someone to give it to them in person, to follow up in person during the survey week, and
to return at the end of the week and pick up the diaries.

"“The personal-retrieval technique did not work well with Blacks for the simple reason
that we could not get interviewers 1o work the hard-core ghette areas when sample
homes fell within these areas. Biack interviewers were no more successful than white
interviewers. We were able to obtain a good response from Blacks using the
telephone-retrieval tschnique in these same areas and we achieved a response rate
comparable 1o our normal diary-placament techniques.

“The primary problemin measuring Spanish-speaking people was one oflanguage.
We found the personal-retrisval technique overcame language problems when used
by bilingual interviewers and when Spanish diaries were available to those who wanted
them. We also found-the incidence of non-telephone households te be somewhat._
higher among Spanish than Black people. The personal-retrieval technique, which
uses a telephone start, but includes listed, unlisted, and non-telephone houssholds
seemed to be a more efficient technique of including Spanish persons in the sample
than the telephone-retrieval techniqus.



"As youcan see, we really do go through a let of trouble to get people to cooperate —
and we've been improving all the time. For example, let’s look at the H.R. — the
response rate. The response rate for a survey is determined by dividing the number of.
returned usable diaries by the total number of persons in the originally-designated
sample. Qur response rate, when we started measuring radio in 1965, was 18%. Since
that time, through continued refinements, we have increased our respense rate to
better than 50%. We've done this through the use of the pre-placement letter,
increased premiumization, a streamlined diary design and more effective persuasion
in the diary-placement interview.

“Now that we have talked about how diaries are placed, let’s talk about the
instrument of measurement — the diary itself. Why does Arbitron Radio use a diary?
Well, let's consider some of the aspects of the radio medium.

“Unlike television viewing or newspaper and magazine reading, radio listening is
almost always accompanied by some otfier kind of activity. This activity can be
physical, such as while you are working around the house or bringing your checkbook
up to date. Or you may listen while shopping in 2 store or getting your hair done at the
barber or beauty shop.

“The differenca in radio listening, compared to other media, means people interact

. differently with radio than with other media. For example, if you are watching television

and the phone rings, and a friend asks you what you were doing when the phone rang,
you probably will say ‘watching television’. Butif you are outside washing your car and
listening to the radio too, and you are called to the phone and asked what you were

'doing when the phone rang, you will probably raspond by saying, ‘I was washing my

1

car.

“The point of this sxample s that peaple tend to regard radio as a companion to other
activities rather than as an activity to be engaged in all by itself. Because radic listening
is usually accompanied by some other activity, the actual times people listen may be
forgotten unless they have something in which to keep track of their listening. The
Arbitron Radio diary gives the respondent the means to keep track of his or her
listening.

- “The diary is designed so that it is small enough to fit in a pocketbook orthe inside
pocket of a coal.

“The diary is a seven-day diary. By that ] mean it has seven pages for seven
consecutive days of listening. The diary starts on a Thursday and ends on a
Wednesday. Each page requires the answer to these basic questions about radio
listening:

1. When did you iisten? Indicate the time you started listening and the time you
stopped.

2. What did you listeni to? Indicate the station {or the call letters, orthe prog‘ram, orthe
personality, or even the station slogan}. Tell us If you listened on the FM dial.

3. Where did you listen?-Tell us whether you listened at.home or away from home.

4. Hyou didn’tdo any listening at all, you can check the circle at the bottom of the page
which indicates that you did 'ne listening’ on that particular day.

7
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“The Arbitron Radio diary pracedure is designed to make people awars of radio
before their listening takes place. It is very important when you're canducting a radio
survey to alert people ahead of time that you're going to conduct this survey, andto give
them something which helps them keeptrack of their listening. To give you an anatogy,
business men have 1o report their expenses. Now if there was no expense account
form, and nobody ever told you that you had 1o keep track of your expenses so that you
could be reimbursed, and suddenly, after a week's time, you were asked to account for
all your expenses, you might have a very difficult time remembering everything you
spent money on. Well, it's something like that when you're trying to measure radio
listening. By warning people in advance, we have an opportunity of alerting themto the
importance of keeping track of certain facts about their radio listening.

“There are approximately four warking radios in the average American home. And
about one-third of all radio listening takes place away from the home. This means radio
is a very personal medium. People rarely listen to radio in groups any more. We have
to think about these kinds of things when we decide how to obtain radio-listening
estimates, because we have to make certain that we get each person to tell us about
all of his or her radio tistening wherever and whenever it occurs. 1t, therefore, is
important to measure radio listening as near as possible to the time when it actually

 takes place. It is also important to minimize the amount of recall lapse that could take . - . -

place between the time that somebody actually listened, and the time that they told us
what they listened to. Arbitron Radio diary service is the only measurement method
that warns a person 1o keep track of listening before listening takes place and also
gives the respondent something in which to keep track of his Ilstenmg as listening
DCCUrS.

“Now, let's talk about what happens when the diaries are mailed back to Arbitron at
the end of the survey week. During the April/May radio survey, when we measure more
than 150 different radio markets, we can expect from 11,000 to 15,000 diaries a day
coming through our mailroom. Diarles go from the mailroom 1o our first edit group. The
firstedit involves looking at each diary to determine if there are seven usable days of
listening. If there are not, the diary is rejected. Diaries also are rejected if they arrive
‘early’. An early diary is one thatis postrnarked prior to the last day in the survey week . . .
meaning someone returned a diary before the survey was over. Diaries are rejected if
they are ‘late’ which means they arrive more than twelve days after the last day of the
survey. They also are rejected if they are ‘blank’, which means they are notfilledout at
all.

- “During the first edit, diaries are sortedinto three groups. Thefirstgroup is the ‘reject
group’. These are diaries that have failed to pass the first edit. The second group

_ consists of diaries in which & respondent has written in a program name, such as

‘Redskins Football', the name of a personality, or a station slogan such as ‘Sterec 100’
or ‘Music Radio’, instead of station call letters o tell us what was listened to. These
diaries go o a specially-trained group of people who are experts inidentifying program
names, personalities, and station slogans. These editors use the program information
and the station siogan infarmation surveys sent to us, at our request, by the radio
stations prior to the beginning of each survey.

“The third group of diaries go directly to the second edit phase. The second edit
involves reviewing the logic of the diary entrigs and preparmg the diaries for the next
processing step which is the keypunchmg
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“After diaries are keypunched, the information on cards is transferred to computer
tape on one of Arbitron’s two Control Data 3300 computers, The fact that Arbitron is
owned by Control Data has been instrumental in allowing us o set up a vastcomputer

processing center, over which we have complete control, within aur own plant in
Beltsville, Maryland. Once the listening information has been transferred fo the
computer, it undergoes a series af more than forty different logic checks. One of the
most important checks is identifying entries in which the listener has transposed call
letters or has entered the incorrect call letters. This occurs frequently because of the
similarities in the sound of certain letters of the alphabet such as ‘M’ and ‘N, 'C', ‘P", T,
and many others.

“The callletters entered in the diary are compared against a master station list within
the computer memory bank which contains the call letters of alt U.S. radio stations, and
also'many border stations {ocated in Mexico and Canada. This step is called the
station-verification phase.

““After all of the ehacks have been made on the listening data, the datais ready to be
processed. The next phase of processing involves two steps. The first step involves
weighting the results: The second step involves tallying the Ilstenmg data by station.

“Now weighting is really nota very difficult concept. Butwhen you mentlcm welghhng
to people, the connotation is such that people say, 'Hey, I'm not a statistician — tcan't
understand that.' But it's really something you should understand if you are ‘going 1o
use radio research data. All it really means is assigning a value 1o each diary that's

-used: The valueis assigned by dividing all of the diaries from a given sex/age group into

the census poputation for that sex/age group. For example, it 25 diaries come back
from men 35-49 in a county where the 35-49 male population is 50,000, then each diary
has a value of 2,000 (or 50,000 divided by 25). This value is called 2 PPDV, or

‘Person-Per-Diary-Value'. For example, .every time a male between the ages of 35-49 -

listens for five minutes or more within a quarter-hour, atatly of 2,000 is made within the
computer because this person represents the listening of 2,000 men aged 35-48. .
instead of 25 diaries from men 35-49, we had 250 diariss, then the |
Person-Per-Diary-Value would-be-200, and each guarter-hour of listening would
receive a tally of 200. As you may nots, the more diaries returned, the smaller the
number of people each diary represents: This weighting procedure takes place for

‘each-of aleven age/sex groupsin each county. We also weight for race, using a simitar

procedure, in markets that have a significant population of Blacks ar Spanish-speaking
people.

“After the listening information is weighted and tallied, our high-speed computer
printers print-out tha results in two reports. One report is cailed the Radio Market
Report and the other is called the Radio Demographic Buyer. The computer print-outs
showing the audience estimates are then printed in hard-cover reports, and mailed to
our clients. Delivery gensrally begins within three to four weeks after the lastday ofthe
survey.



"You now have a pretty good idea of what Arbitran Radio does, how we do It, and why
we do it in that way. In winding up this discussion, | would like to conclude by listing
some of the ways in which Arbitron has been a pioneer in radio audience

o _ ' measurement. In 1985 Arbitron Radio was:

1.

10.

11.

The first to measure and report listening estimates based on a personal
measurement of radio listening. Prior ta that time, listening had been measured on
the basis of households.

. We introduced total area measurement, not only measuring the metro but

measuring the area outside of the metro as well, io approximate fotal listening
estimates for radio stations.

. We were thefirst to use non-clustered sampling procedures, which means that the-

probability of any two radio households selected in the sample living next door to
each other is very remote.

. Wewere the first to introduce both sex/agé and geographic weighting procedures.

. We also were the first company to provide listening estimates reported by

individual sex/age groups such as 18-24, 25-34 and so on.

. We were the first to report average quartef-hour and cume data side-by-side so

that the station or the buyer could not only compare the estimates side-by-side, but
also celculate the amount of fime spent listening to radio stations with the inclusion
of waekend data in all surveys.

. We introduced a new congept called ‘Cume Daypart Combinations’. A cume

combination tells you, for example, that among those people who listened at least
once Manday through Friday, from 6AM to 10AM, how many of them also listened
at least once Monday through Friday, from 3PM to 7PM. This allows you to
determine how the audience to a station builds throughout the day.

. We introduced a concapt calied ‘Exclusive Cume Listening' estimates — it tells

you the number of different people thatlistenad at least once toagiven station and.
to no other station during a given time period.

. Away-from-home listening estimates first appeared in Arbitron reports to provide

an indication of the extent to which radio was listened outside of the home.

Hour-by-hour estimates were another Arbitron innovation included o allow
stations an opportunity to track their audience throughout the day for programming
purposes.

Trend estimates showing the current survey, plus three previous surveys, -
side-by-side on the same page, based on metro share estimates for various

- demographic groups, was another innovation by ARB.”
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B. PULSE — HOW IT WORKS

One of the other major rating services is The Pulse. Following are the words of
Larry Roslow, Associate Director of The Pulse, Incorporated. “Pulse has been in the
business of measuring radio audiences for more than thirly years. When we began, in
1041, we used the personal interview to find out about radio listening and we continue
to use this same methed today.

“Wa feel that the direct face-to-face means of obtaining information is ideal for
obtaining good data on broadcast-audience behavior.

“Radio listening takes place all over — athome, atwork, incars, at the beach andso
on. We believe that the best way to obtain an accurate measurs of the total radio
audience is to go to people intheir homes and talk with them. This puts us in a position
to ask them about listening wherever it occurred — in the home, or out ef the home, on
plug-in, or on portable receivers. We are able to probe to make certain that no listening
goes unremembered.

“We interview different families in each survey so that none of our families know in

advance that ariyone is going to ask about their radio listening habits. They -experience no

seli-consciousness at the time of the actual listening. This is natural program selection
— the listener does not become an interviewee until well after program selection has
been made. :

*Radio today is a diverse and volatile medium. Program changes occur with
surprising rapidity and program'formats ars designed to appeal fo specific groups of
persons. Thus, it is extremaly important in measuring the audience to include allfacets
of the population in the sample in order to be certain that each program format is
represented accurately in the final report.

“Because wé are Using Holise-to-house interviewing, our sample is designed-to
represent the total population and is not limited to listed-telephane homes.

""We start our sample selection with a listing of telaphone homes which is drawn up
by zip codes, allowing us to select for geographic reprasentativeness. The telephone
listing is used because it is the mast up-to-date information available.

“Random starting points are selected by computer from the telephone-household list
and interviewers are directed to start their inferviewing at the house next door to the
pre-selected house. From this pointthey visit every dwaelling until they complete twelve
to fifteen interviews. The actual number is determined in advance, based on the total
number of interviews necessary for an adequate sample in that area.

“The interviewers have no part in the selection of the sampling points. Because the
sampling points are pre-determined, the interviewers cannat exercise any influence
upon assignments and segquence.

“Interviewers play an important partin the personal-interview technigue. The quality

of the field work-is-mostly assured through the use of a well-prepared and trained field _.
staff. Because of this we selecl, train, and supervise them with great care.
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“Each interviewer selected to work on the study receives intensified personal
training in survey procedures. In addition, each interviewer receives detailed written
instructions on survey techniques to serve as a reminder of what has been covered in
the training sessions. Furthermore, each interviewer does practice-interviews on the
survey guestionnaire, which are graded by the training supervisor.

“One of our prime concerns is aur supervisory field staff. These are the people who
do the training, briefing, and supervising.

“Once the interviewer has secured permission to conductthe interview, all members
of the household that are at home are inlerviewed.

“Each person is first shown alist of stations for the area. The listincludes call letters,
dial position, and three identifying slogans for each station.

“The interviewer than asks, ‘Please name all the radio stations you everhappenedto
listen to, or hear, regardiess of how much listening you do to the stations.’

“The answer fo this question is not used in the survey. Itis merely to get the personto
start thinking about his radio listening.

“Then the respondent is asked, ‘Which of these radio stations did you happen to
listen to or hear, even for a few minutes, either at home or away from home in the past
week on any one of the midweek days, Monday to Friday?' ‘Did you happen to hear any
on Saturday or Sunday?’ This gives us our weekly cume.

“Then we get into specific time periods, by asking, ‘Did you happen to listen to or
hear that station in the past five midweek days (Monday-Friday) between 6 AM-10 AM,.
10:00 AM-3:00 PM, 3:00 PM-7:00 PM, 7:00 PM-12 midnight, and midnight-6:00 AM?'

“Finally, we question the respondent about the radio listening he or she did
yesterday by asking, ‘What radio stations did you happento listen to or hearany place .
.. at home ar away from home . . . any time yesterday from the time you got up in the
morning until you went to sleep at night?’

“This gives us the respondent’s average Y hour listening for one day. The use of
‘yasterday’ to determine average ¥4 hour ratings is based on an experimental study
called ARMS, conducted by the broadeasting industry in 1985.

“This study concluded that personal recall could measure the one-day radio
audisnce under standards set by the study. Further, thatthe 'vesterday’ personal recall
method emerged closer to the standard than the ‘teday’ and ‘'last night’ questioning
procedurs.

“After all the interviews are completed, the local supervisor reviews each
interviewer's work and starts validation of interviews. That is, the supervisor racontacts

- - - the respondent by telephone and determines that the interview was made at

approximately the time indicated; that the age, sex and race of all those interviewed
was properly recarded; that all members of the family at home were asked to be -
interviewed; and that the listening data was correct.
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"Thenthe completed questionnaires are returned to Pulse headquarters. Atthis time
another validation takes place with a different group of interviewed households. In
addition, we attempt 1o validate half of those households that have no phones or
unlisted phones by mail.

“When this validation procedure is completed, we will have verified approximately
10% of all interviews conducted by the field staff. Although these validations are
conducted on a random basis, they are set up so that each day’s work conducted by
each interviewer has been validated. Because of this care in verification, you can be
sure that ihe questionnaires do reflect what the people told our interviewers.

“When the field work has been completed and validated, the information in the
gquestionnaires is key punched on IBM cards. The data is then processed on our IBM
360/40 computer.

“In addition to our own verification, the field work and the data processing are _
sarnple-verified by the industry-sponsored Broadeast Rating Council. Their auditors
selectapproximately forty market surveys for field and/or home office validation . Their

- continued certification assures that the Pulse personnel have executed their

assignments as specified in the report.

“All broadcast-audience measurements rest upon statistical theory: statistical theory
says that it is possible to make an accurate statément about a large group by analyzing
a small group. Yet, this sample may not be truly representative of the tetal population
because certain respondents are less [ikely fo be interviewed. We use a weighting
procedure to take care of this precblem. First, we use a weight for the
ron-phone/unlisted respandent and for the person wha is often away from home.
Then, we use a weight so that the sample will agree with the market population
according to the latest availahle estimates by county, ethnic, age, and sex.

“Statistical theory hoids that the accuracy of the results obtained by sampling can be
estimated by the size of the sample from which the data was obtained. The mirror
image of this statement holds that sampling errors (as well as other errors) will existno
matter how large the selected sample. Thus, any survey that is issued may have
inconsistancies or inaccuracies containad with the study. Hence, the truth of reported
differences in audience levels for individual stations from one report to another report
may be questioned by users of the data. As the radic audience is diverse and volatile, it
is difficult to anticipate its movements. Therefore, a certain amount of risk-taking is
forced upon the user of the data contained in the audience-measurement study. It has
been suggested most recently that, in an attempt fo reduce the amount of risk (to
narrow the range of uncertainty} associated with individual reports, it would be a good
idea to present information for an averaging of the most recent reports, as well as the
information from the most recent report. Then, the user of the report would be able to
compare the newast report with an average of several previous reports and determine
(to his own satisfaction) which one he wanted to use. We have presented such annual
average studies (in addition to the latest report} since 1972.

“In conclusion, let me say that ratings . . . radioratings . .. must be good enough to

help the advertiser make the difficult decisions. And they must be good encugh so that
there will be a margin of safety when these decisicns are made.”
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C. HOOPER — HOW IT WORKS

Following are the words of Tom Gox, Vice President and General Manager of C.E.
Hooper: '

“Hooper has nearly forly years experience in using the telephone coincidental
method of measuring broadcast audiences, a technique generally recognized as the
most accurate.

“Other methods involve asking a respondent what he did last night or last week, or
require him to keep a diary of his listening habits. Both methods have the possibility of
error. The coincidental method means the interview of a listener coincides (or nearly
so) with the actual radio listening.

“Hocper has a permanent trained staff of more than 700 telephone interviewers in
some 150 LL.8. cities. The average interviewer has five years' experience.

“During each survey, spot checks are run on each interviewer's wark to verify
results, and periodic checks are made to evaluate everall consistency and reliability.

“Here’s how a Hooper survey is conducted:

“Using scientific random sampling procedures, Hooper experts pick the 4,000
households 1o he telephoned in a particular market. The sample houssholds are
selected in the fellowing manner:

1. The telephone directories in a market are divided into equal sections which are
assigned to local Hoaper interviewers..

2. Random-selection procedures are used to determine page, column, and line used
within each section.

3. Business numbers and duplicate listings are excluded from the sample.

4. Hours of interviewing are randomly assigned and ratated ameng local interviewers.

“Completed cont_racls are made with about half of the households.

“From the personwho answers each call, the interviewer finds out what, if any, radio
stations are tuned in at that moment, and which stations were being listened to fitteen
minutes earlier. '

“A three-way check is made; that is, if the person responds with call letters, the

interviewer asks for the dial position and the program or persenality name. [f the

respondent gives the dial position, the interviewer asks for the call letters and program._.

" or personality.

“The age, sex, and race of each listener are noted.

“All data is compiled and interpreted at Hooper's home office in Mamaroneck, N. Y.
After checking newspaper listings and station lags, Hooper specialists carrect
incomplete or ambiguous information. Finally, each item is logic-checked and
internally cross-totalled by computer. o
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6. THE DIFFERENCES
AND THE
PITFALLS

“The Hooperreport tells you how many homes are listening to radic in a market and
the percentage orshare of homes listening to each station broken out by broadcast day-
part.

-“Hooper's business is measuring radio listening for compelitive programming
purposes. Our measurements are current and on-going. They ara the competitive
edge.”

Okay, you now know that Pulse, ARBE and Hooper use difierent methods of talking to
people.

Pulse: the persenal interview with yesterday aided recall of radio listening.
ARB: the telephone-placed, radio-only, one-week diary.
Hooper: the telephone coincidentat.

Each of these methodologies has two areas of possible error. One is sampling (how
representative the sample is); the other is response and the processing of response.

A. SAMPLING
Let's take sampling first:

ARB's sampling frame is [imited to listed-telephone househelds. This means thatall
those people whoe don't have a telephone or who have an unlisted number (elther by
request or by virtue of the fact that they have moved tog recently to be included in the
directory) have no chance of being sampied.

ltis a fact that the average telephone directory is-already 20% out of date when it is
Issued. That is, 20% of the listings are no longer correct.

This means that the more mobile groups of the population — young marrieds and
young people who are maving away from hame — don't always make the telsphone
directory even though they have telephanes and they have not réquested an unlisted
number.

Then there is the group which has unlisted numbers by requast. Surprisingly, this
groupis most heavily concentrated at the two ends af the incoma scale —the very low
and the very high.

Research has indicated that certain segments of the population tend to have a higher
percentage of non-telephone homes. This is particularly true for ethnic groups.

So you see, by using just listed telephone homes as a sampling base, ARB is
immediately excluding important segments of the population.

ARB has a caoperation rate of about 50%. That means half the people whom they've

chosen for their sample don't respond. It may very well be that non-cooperators listen
1o the radio differently from cooperators. '
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The non-telephone and unlisted-telephone homes and the nen-cooperators are the
unsampled portion of the population.

There are also certain groups that are sampled but in very small numbers. In other
words they are undersampled. This is particularly trus for young men and women
18-24 years of age.

- ARB has had difficully in getting a sufficient sample of these two groups. This means
that a very small sample of 18-24's ends up representing the listening of all 18-24’s.

Because of the ethnic problems, ARB is mixing methodological techniques, a
procedure which generally makes for feelings of uneasiness in media research circles.

Pulse conducts its interviews in clusters at sampling points, This cuts down onthe
geographic dispersion of the sample. In a county where there is one sampling point,
that cluster of fitteen houssholds represents all listening habits for the entire county.

The Puise interviewer starts at a specific household and continues interviewing at
each successive household until she completes her assignment of twelve to fifteen
households. There are no call-backs. If there is no one at home in a household, she
- does not attempt to re-interview that household at a later time. This tends to
under-sample people who spend a good deal of time out of their house. Pulse does
have a weighting factor for this, however.

There are some néighborhoods that do not allow soliciting: There are some
neighborhoods where it is not safe to interview. In these cases substitution blocks are
interviewed. This cuts down on the randomnass of the sample.

B. RESPONSE

In térms of response error, ARB uses an open-end diary. That is, a respondent
entersthe time he started listening and the time he stopped. There is a possibility that
this type of diary tends to overstate listening for certain types ot stations.

The open-diary also causes editing problems. For example, a respondent may put
down that he listened from 9:00 AM to 11:00 AM and that he listened to station A and
station B - without indicating how much time he spent with each. in ARB's adiling
procedure, the listening would be split. That is, station A would get credit for half the
listening {(from 9AM-10AM) and-station B would be credited with 10AM-11AM.

16
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This may not be the case. The respondent may have listened to station A for fifteen
minutes and to station B for the remaining one and three quarter hours. Although ARB
editors are careful, there are many diary entries that pose difficulties:

-—— Sloppy handwriling where call letters are lllegible. If the call letters can't be read,
no one gets credit. If the call lelters are mis-read, the wrang station gets
credit.

— AM and FM stations with the same call letters. A respendent may neglect to
check the FM colurmn even though he's listening to the FM, The AM station
gets the credit. Or a raspendent may check the column indicating he was
listening ta FM when actually he was listening to AM.

— Keptdiaries and duplicate diarias. It sometimes happens that one persenin
a househoid fills out a diary or diaries for other members of the household, If .
hoth diaries show identical listening, they shouid be suspeci. But ARB hasno
way of checking, because each diary is mailed back individually and arrives at
Belisville with 10,000 or more others. There is also a problem with duplicate
diaries where one person fills in two diaries for himself.

The personal-interview technique (which is used by Pulse)_ has an inherant
interviewer bias.

Pulse has a prescribed manner-in which interviews are supposed to be conducted, but
there is no guarantee that each and every interview is dong in exactly the same way.
Some interviewers may probe more than others. Some interviewers may lead the
interviewee,

In the household interview there is an opportunity for the household-spokesman
effect or group contamination. Theoretically, each member of the household is
interviewed separately about his personal listening; but, in reality, other members of
the family may influence response. '

AM and FM stations with the same calll letters pose a problem in the Pulse interview,
too. A personwho listens to the FM station might not even realize there is an AM station

* withthe same caliletters. Unless the interviewer probes to make certain whether it was

AM or FM, the wrong station could be credited.

The Pulse cume s arrived at by asking people what radio stations they have listened
to in the past week. The respondent is involved in seven-day recall. Unless properly
probed, the respondent may not recall all the stations he listened to in the past week,
only those most recently listenead to.

Hoopé‘r, using the telephone book asits sampling frame, is subject to all of the same
preblems ARB encounters with a telephone-household sample.

There is no question that the coincidental technigue will generate the most accurate

response. Itwas, infact, the standard against which all other methods were measured
in the ARMS study. .

17



7. SUMMARY

The problem is that the coincidental technique only covers in-home radio listening.
Considering the percentage of radio listening that lakes place out-of-home and
considering the factthat different formats have varying percentages of their audiences
out-of-home, the ceincidental measure has some serious limitations. In addttion,
because of imited sample size, Hooper's monthly reports only give share-of-audience
12 plus, with no indication of audience composition.

Hooper's advantage is that it will give you a quick reading on a station’s growth or
decling, providing you appreach the data with considerable judgment.

| et's summarize.

Alirating services sample a group of people and attempt io selecta group whichis as
representative of the total population as possible.

Each of the rating services currently falls short of that goal; and these shortcomings
have been detailed.

Even if the final sample of each rating service were a perfect probability sample, the
results printed would not be absolute. They would be correct only within a certain
range.

Thus, the resuits the rating services publish are estimates. And their accuracy is
subjectto a range of errar which is a wider range than a perfect probability sample; and

the less representative the sample, the wider the error range. This is compounded by
other factors:

A. Tha smaller the age/sex cell, the wider the error range
B. The smaller the rating, the wider the error range

Despite-it all, however, ratings are,-in general,-a fairly good barometer of station
audience size.

Nevertheless, we must not lose sight of two facts:
A. Ratings are estimates, not absolules

B. Ratings represent only one facet of a radio station

Now that you know how each of the rating services “does its thing”, let’s talk about the

numbers they produce.
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8. WHAT IS A RATING?

9. WHAT IS A SHARE?

10. AVERAGE 4
HOUR

11. WHAT IS A CUME?

First, ratings.

A rating is a percent — the percentage of the population that's tuned to a station.

Ratings are sometimes confused with shares. A share is also a percent. The
difference is that a share is the percent of the population listening to the radio that's
tuned to a specific station.

The key difference is that a rating and a share are each a percentage of a different
base.

In the case of a rating, that base is the total population. In the case of a share, the

base is only those who are listening. The group that’s fistening is the whole pis, and
each station’s slice of that pie is its share. '

Let’s talk about average ¥ hour and cume. Average ¥ hour represents the people

who are listening in an average fifteen-minute period.

When you're taiking about the average % hour audience in morning drive time, It is
an average of what the audience was in each of the eighty ¥ hours that make up
6-10AM Monday through Friday.

Just 50 you see the mathematics, there are four 14 hours per hour. This, times four
hours per day, is sixteen 14 hours, and sixteen V4 hours times five days equals eighty
Ya hours.

The procedure is to total up the audience for each of the eighty ¥ hours and divide
that sum by the number of ¥4 hours to get the average.

The important thing to remember is that thisis an average. Atdifferent points in time
during 6-10 AM Monday through Friday, the actual audience will probably differ fram

- the average.

Relate this concept to the fact that the average family in the United States has 2.4
children. There is, of course, no family that actually has four tenths of a child.

Now, while % hour represents the average audience, the cume represents the actual
number of people who listen during a time span. Any person who reported listeningto a
station during AM drive — whether it was for one % hour or all eighty % hours, is
counted once.
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12. HOW DO RATINGS, Tohelpyou understand this, let's take an extreme example, If eighty people listened

SHARES AND to a given station in morning drive, and each one listened for only one % hour, the
CUMES RELATE average Ya hour audience would be “one”.
o TO EACH OTHER?

b {Fonly one person listened to that station and he listened for alt sighty 14 hours, the
average ¥4 hour audience would also be “one”. Remember tha procedure, add up all
the listeners for each % hour and divide by the number of % hours. But, in the
abave example, with an average Vs hour of “one”, how would you know whether you
were reaching one person eighty times, or eighty people one time each? The difference
would be shown in the cume. In the case of eighty different people listening for % hour
apiece, the cume would be ¥80". In the case of one person listening for all eighty %
hours, the cume would be “cne”.

So, average ¥ hour and cume represent two different measurements of a station’s
audience. And the relationship between the two is the key to finding out how different
stations build audience. Some radio stations have a high average Y hour audience and
a relatively low cume; others have tha reverse audiance characteristics. Two stations
can have the same Y4 hour audiences but very different cumes.

The station with a Jow-cume in relation to its ¥4 hour audience is a station whose
audience spends long periods of time listening. This is referred to as “time spent™. Time
spent is arrived at by multiplying the average ¥ hour audience by the number of ¥
hours in the time period and dividing the result by the cume. Let's go aver that once
more — Average ¥ hour times number of ¥ hours divided by the cume. This resulttells
you the number of ¥4 hours the listener spends with a station.

( 13. TURNOVER Turnover is another indication of the relationship between ¥4 hour and cume. ltis
o - arrived at by dividing the ¥4 hour audience into the cume audience — or the number of
people who listen in the average ¥ hour into the number of different people who listen
to the station. -

Thenthers is exclusive cume.. . . those listeners who tune to one station and only ona
station during a time period. Time spent, turnover, and exclusive cume are all
indications of the level of listener loyalty.

You have been given definitions for the following terms:

Y4 Hour . Time speant
Cume Turnover
Rating Exclusive cume
Share ;
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14. GROSS AND NET

" 15. WHAT IS REACH?

16. NET REACH

Twao otherterms that we should discuss are "gross™ and "net”. We think it's easier lo
understand these terms if you relate gross to addition and net 1o subtraction.

Gross rating points, often referred lo as GRP’s, and gross impressions, are the result
of adding up the ratings, or % hour audience, of the spots bought.

Let's go through an example: Assuming a schedule callsfor six spots from 6 AM to 10
AM on Monday through Friday, and nine spots from 3 to 7 PM Monday through Friday,
let’s assume the following ratings:

6to 10 AM has a raiing of 2.5 (and)
3to 7 PM has a rating of 1.9.

The GRP's (or gross rating points), would be computed in this way. Take the AM drive
rating of 2.5 and multiply by the number of spots, which is six. The teota! amount of rating
points for six spots in AM drive would then be 15.0. Now, nine spots in PM drive-time,
which has arating 0f 1.9, would provide atotalof 17.1. Add the two together(15.0 and
17.1) and the sum total weuld be 32.1. Therefore, this schedule delivers 32.1 GRP's.

The same method is used for determining gross impressions.
Some time buys are made with a GRP goal requirement. When a buyer's goal is '

100-GRF's, that means that the average % hour ratings of the spots he or she selects
for buying must, when alt added up, total 100.

Net is a term that is related to cume or reach. Let us explain the difference between

“cume” and “reach”.

Cume, as has been said, is the number of different people who tuneto & station
over a period of time. . ’ )

Reach is the number of different people who are exposed 1o a schedule of

_anhauncements on a statlon

In the course of a week, most people listen to more than one radio station. Therefare,
when a total time buy is analyzed, it is necessary to know not only the reach of a
schedule on each station, but the net reach of the entire market schedule.

We said net refers to subtraction. In net reach, we subtract those people from each
station’s audience who were already reached by another station. That way we end up

with an unduplicated figure, with each person counted only once.
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17. CUME
COMBINATIONS

18. WHAT IS
EFFICIENCY?

19. HOW TO COMPUTE
EFFICIENCY AT A
DOLLAR LEVEL

The same procedure is used to determine cume combinations. The cume
combination for 6 AM to 3 PM is arrived at by determining the number of different
people who listen from 6 to 10 AM and the number of different people who listen from
10AM to 3 PM. You can't add the cumas, because some of the people who listened
from & to 10AM also listened from 10AM to 3PM. You must determine who these
duplicated people are, and subtract them from the 6AMto 10AM cume in order to come
up with the total number of different people who listened from 6AM o 3PM.

We've now gone through all the basic date reported by the rating services.

By using statian casts we can determine several measures of efficiency. The most
commonly used measure of efficiency is cost per thousand gross impressions, or GPM.
Thisis the cost of delivering 1,000 impressions. CPM is arrived at by dividing the gross
impressions into the cost of a schedule. '

A. CPM’s

Forexampls, if the costwas $100 and the gross impressions were 80,000 then
the CPM (or cost per thousand) would be $1.25. Just divide $100 by 80.

B. COST PER THOUSAND REACHED

Cost per thousand reached is a measure of the cost for reaching 1,000 people.
It is arrived at by dividing the cost by the reach. If, for example, the reach of the
above $100 schedule were 50,000 people, the costper thousand reached would
be $2.00. Just divide $100 by 50. : '

C. COST PER RATING POINT

Cost per rating point is a measure of what it costs for each rating point
" delivered. For this, you divide the cost by the ¥ hour rating. For example, if the
spotcostwas $10; and the average rating was-2:0, the cost perrating pointwould
be $5. .

Ad agencies look at cost per rating point because they often have budgeted
their media purchases on that basis. If they have a goal of 100 GRP’s (or gross
rating points) in a market, and they have determined that the average cost per
rating pointin the market is $5, they know they have to budget $500in order to buy
100-GRP’s inthat market. They compute this by multiplying the 100 GRP geal by
the $5 average cost per rating point. If they end up buying spots thathave a higher
cost per rating point, they will spend mare than they have budgeted. Conversely,
if an agency has $500 to spend, they can determine how many GRP's they can
afford, based on the average cost per rating point in the market they're buying.

Two other measures of reach efficiency are listeners-per-dollar, and
cost-per-1%

o o | ‘



20. REACH AND
FREQUENCY

S

D. LISTENERS PER DOLLAR

Listeners per dollar tells you how many listeners are delivered for each dollar
spent. The figure is arrived at by dividing reach by cost.

E. COSTPER 1%

Gost per 1% lalis you how much it costs to reach one per cent of the market. If a
planner wanted to establish areack goalin amarkat, by knowing the costtoreach
1% of that market, he could determine how much reach he could afford.

You arrive at cost per-1% by dividing the cost by the reach percentage.

At the beginning of this session on research, wa menticned thal one of the first
measures of radio audiences was done in 1834,

At that time sponsors bought programs. They were the only advertisers in an entire
12 hour show.

The structure of radio has changed dramatically. The vehicla has essentially
changed from a program medium to a station medium.

As a general rule, advertisers don’t buy V2 hour programs any more. They buy a
series of commercial spots that rotate throughout a single time block or a combination
of time blocks.

In this way, they are best able to tap each station’s total audience — its cume.

Because of this, the concept of the ¥a hour measure of ratings and shares is being -
supplanted by the concept of reach and frequency — how many different people are
exposed ta d schedule of announcements and how many times each of these peopie is

expossd

It is important to remember that gross impressions and gross rating points give no

- indication of the number of different people reached and how often each of them is

reachad.
There is no direct relationship betwen gross rating peints and reach and frequency.
ltisfrue that reach times frequency equals gross impressions. Butif you remember

your multiplication tables, you know that several combinations will give the same total
A time_s 4 aquals 16, but so does 8 times 2, 'as does 16 times 1.

This means that a schedule that delivers 50,000 gross impressions could be
reaching 50,000 different people one time each, or it could be reaching 10,000 difierent
people five times eagh, or 20,000 different people 2.5 times each.
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21. NEW SYSTEMS
USING RATING
DATA

Two schedules, both using the same number of stations, with the same number of
spots per station, generating the same gross rating points, will not necessarily deliver
the same reach and frequancy.

A good medla pian starts out with a reach goal and a frequency geal; and & good
media buy should meet these reach and frequency targets.

" But reach and frequency can't be determinad by just looking at a rating book.

One way to determine reach and frequency is to do a diary audit. In a diary audit,
each diary is examined to see which people were listening during the ¥ hour periodsin
which the schedule ran. :

In this way, you can determine how many people were reached, and how many
times each of them was reached.

A. BARFE

ARB has a computer program for dia'ry audit. It's called BARFE — B.A.R.F.E.
The problem with the Broadcast Audience Reach and Frequency Estimator is
that it's time-cansuming and costly.

Forthe past several years, the radio medium addressed itself to the problem of
finding a quicker, but still accurate, way to determine what radio schedules are
actually delivering to the advertiser.

Formulas have been designed to estimate what happens with a schedule.

All of these formulas are based on some form of mathematical probability, and

* they are usually related o time spent listening. If we know the number of ¥4 hours,

out of the total ¥ hours someone listens, the probability of that persen being
available to listen to any given announcement can be estimated.

Each of these formulas has beentested for accuracy agamst the ARB/BARFE
system. All the systems have 'access to ARB and Pulse data.

B. BATCH SYSTEMS

Some systems work on a Batch basis. That is, the request for data is punched
on computer cards, fed into the computer, and the results are printed out. Usually,
in Batch processing, since requests come in throughout the day, they are held
until the end of the day and then all the requests are fed into the machine and
processed at one time.

The advantage of Balch processing Is that it is relatively inexpensive. The
"disadvantage is it lacks immediacy. Alsg, if the plans you have programmed the
machine to analyze turn out to be unsatisfactory, you must wait another 24 hours -
to get new data.
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22. HOW TO
USE SYSTEMS

C. ON-LINE SYSTEMS

Another type of system is the On-line system. Here data is accessed via
terminals {which are essenlially typewriters hooked up to computers). After
typing arequeston the terminal, you immediately recelve a response back from
the computar on that same terminal. '

On-line systems usually engage the services of time-sharing systems, where
many different kinds of programs are stored at some centralized computer.
complex; and many people can have access to the system atthe same time via a
telephone network.

The On-line system gives the user immediate access and allows him or her to
examine a lot of data within a short period of time.

On-line systems are more costly to use because they are generally in use
during prime computer-time hours. There is also the additional cost of
telephone-connect time.

Most of the radio research data systems in use today have been structured to be
compatible with agency planning and buying needs. Their primary purposs is to help
the agency and client in making radio buys that will maximize reach and/or frequency.

In addition to reach and frequency, the systems calculate GRF's (or gross rating
points), gross impressions and, if you input costs, all the measures of cost efficiency.

The computer does nothing that can't be done by hand. Howaver, tha computer can
caiculate far more quickly than a person, allowing the user to took at a lot of data and
freeing his or her time {for analysis and judgment.’

Radlo Reach/Frequency systems are anothertool Inthe proper hands such a tool
gan perform many functions.

Inthe printed text you will seée some examples of howa systern can be usedioiookat -
various problems. Inthese examples, we've used the Telmar System. Please stap your
tape for a moment and refer to these text sheets. Then return.

Now, here are some questions.

A. PROBLEM & SOLUTION #1
First — when.have. you bought enough.of a station?.

Are the number of spots you're placing on a station too few, too many, or just
enough to accomplish vour reach goal?

Refar to the first print-put. It is a Telmar print-out shewing the reach and
frequency of station A at 12, 18, and 24 spots.
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PRINT-OUT

NUMBER #1
Telmar for RKO Radio Research 10-Jul-73 13:06
R&F Report {1 week) Your Tewn Metro

Daypart: 6 AM-3PM M-F
Sex/Age: W1B-49
Source: ARB Apr-May 1973

Nat Pct Avg % Sta
Avails Spots  Reach(0]) Reach Freq Cume
WAAA-FM 12 781 10.28 2.84 74
WAAA-FM 18 851 11.20 a.92 Bt
WAAA-FM 24 893 11.75 4.98 85
wBBB-AM 12 1027 13.51 1.78 - 58
WAAA-FM +
WEBB-AM 24 1721 22.64 2.35

You see that at the 12 spot level, station A’s reach is 10.28% of women 18-49;
at 18 spots, the reach is 11.2% ... and at 24 spots, it's 11.75%.

In other words, doubling the spots on this station adds only 1.5% new reach of
all the women 18-49 in the market.

The next line shows the 12 spot reach of station B — 13.51%.

The last line shows that by combining 12 spotls on station A with 12 spots on
station B, the reach is virtually double that of 24 spots on station A alone.

The point is that not alf stations accumulate reach in the same way. The
computar-can help you in determining where the cut-off should come for each
station under consideration.
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PROBLEM & SOLUTION #2
How to determine if your reach is evenly distributed. When you're buying for a
target demographic, shouldn't you make certain that you have equal penetration

of all segments of that demographic?

25-49, for example, is a broad age group that spans two separate and very
different life-styles.

f an advertiser's target is 26-49, then it'simportant to have equal reach in both
25-34 and 35-49.

Here is how the computer helps (refer to the next page):



PRINT-OUT
NUMBER #2

Telmar for RKO Radic Research
R&F Report (4 week)
Daypart: Combined Drives
Sex/Age: M25-49

Source: ARB Qct-Nopv 1972

7105 12:36
Your Town TSA

Net Pct Avg
Avalils Spots  Reach(00) Reach Freq
WAAA-AM WBBB-AM 96 1108 31.19 B.72 ,.
WAAA-AM WCCC-AM 96 - 1063 29.93 7.75
- PRINT-OUT
NUMBER #3 -
Telmar for RKO Radio Research 7105 12:40
R&F Report (4 week) Your Town TSA
Pct Avg
WAAA-AM + WBBB-AM Spots Reach Fraq
Sex/Age M25-34 96 31.91 8.23
Sex/Age M35-49 96 30.58 7.13
WAAA-AM + WCCC-AM ‘
Sex/Age M25-34 96 19.17 5.82
Sex/Age M35-49 86 38.45 8.50

Here are iwo plans — one using station A plus station B, with 12 spotsoneach,
the other using station A plus station C with the same number of spots.

- The target is men 25-49 in combined drive times.-

W

A four week reach frequency comparison indicates both plans would deliver
appraximately the same reach and frequency - '

31% for station A + station B

30% for station A + station C

If you run 25-34 and 35-49 separately, however, you see that although a
combination of station A plus station B has almost equal reach and frequency in

both the 25-34 and 35-48 demo groups, the combination of station A plus station C
has much lighter reach and frequency in the 25-34 group.

The conclusion:

Station A plus station B do the job better than station A plus station C.
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Here's the schedule that was bought.

SCHEDULE
Station Dayparts Spots Cost
WAAA-AM MFM 5
WAAA-AM MFH 15 :

20 $600

- WBBB-AM MFM 7

wBBB-AM MFH 7

14 $532
WCCC-FM MFM . 5
WCCC-FM MFH 10

15 $485
wDDD-AM MFM ' 5
wbDD-AM MFH _ 10

15 . $120
WEEE-AM MFM 6
WEEE-AM MFH 8

14 ©$441

20 announcements on station A; five in AM drive, and 15 in housewife time
. . . for a lolal cost of $600. '

- On station B, there were fourteen announcements; seven in AM drive and
seven in housewife time. In the text is the analysis:
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Telmar for RKO Radio Research
Schedule Report (1 week)
Sex/Age: W18-49

Source: ARB Apr-May 1973

Avails

WAAA-AM

wWBBB-AM

WCCC-FM

wWDDD-AM

WEEE-AM

WAAA-AM WBBB-AM WCCC-FM
wDDD-AM WEEE-AM

Avails

WAAA-AM

WBBB-AM

WGCCC-FM

WwDDD-AM

WEEE-AM

WAAA-AM WBBB-AM WCCC-FM
WDDD-AM WEEE-AM

5-Jul-73

12:57
Your Town TSA

Gross
Total Imps CPM Cost/
Spots Cost (00) Gross GRP GRP ,
20 600 2250 2.67 27 2233
14 532 2268 2.35 27  19.64
15 495 2005 2.47 24 2067
15 120 810 1.48 10 1240
14 441 1146 3.85 14 3222
78 2188 B479 2568 101 2181
Net Yo Avg. CPM  Listeners
Reach (00) Reach Freq. Reach Per$
713 852 316 8.4 119
1059 1265 214 502 199
562 671 3.57 8.81 114
404 363 2886 3.95 253
473 565 242 9.31 107
2710 3.13 8.07

32.37

124

This shows each station’s individual contribution, plus the net effect of the -
entire buy. This buy was designed to reach a third of all the women 18-49 in the
market with a minimum frequency of 3. As you can ses, this goal was met! it would
be wise for you to review the preceding problems before you go an to the work
sheets. Remember_to. take your time.
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. RESEARCH WORKSHEET AND ANSWERS —

HOW TO USE A RATING BCOK
bkay, it's test time!

Let's put some of your new knowledge to work. Take out the sample rating repertthat
was included with this cassette.

QUESTION #1

By using the hourly data, figure out the 6 fo 8 AM, Monday through Friday
average ¥ hour, male 18-34 audience for station AAA, in the metro area.
ANSWER #1

Refer to page 2, 3 and 4.

Look at the average persons — metro survey area column for men 18-34.

6:00-7:00 AM 41,100
7:00-8:00 AM 99,500

8:00-9:00 AM 41,200

Add these figures together: 181,800 . . . and divide by 3: 60,6C0. 60,600 is the
average v hour, men 18-34 for 6:00 to 9:00 AM.

QUESTION #2

‘Determine the rating for men 18-34 from B to 9 AM.

ANSWER #2
Refer to Page 1.
This gives you the population estimate for men 18-34, in the market: 1,808,400.
Since a rating is the average ¥ hour audience expressed as a percentage of the
population, by dividing 60,600 (the average ¥4 hour audience) by 1,909,400 (the
popuiation), you get the rating: 60,600 divided by 1,909,400 = 3.2.

3.2 is the average 4 hour rating, men 18-34, for 6:00-9:00 AM. -

QUESTION #3

Determine station AAA’s share of men 18-34 for € to 9AM,

El
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ANSWER#3

Refer to page 2, 3, 4.

At the bottom of each page is a fine of figures entitled, "Total Listening in Metro

Survey Area”,

By adding the three figures for men 18-34 on this bottom line from pages 2, 3,
and 4, and dividing by 3 you will get the 6 to 9 AM average total listening in the

metro survey area:

318,400
641,300
395,700

Total 1,355,400 . . . divided by 3 = 451,800

Since a share is the average ¥4 hour audience expressed as a percentage of
the total listening audience, by dividing 60,600 (the average ¥ hour audience) by
451,800 (the average iotal listening audience) you get the share: 60,600 divided
by 451,800 = 13.4. 13.4 is the average ¥4 hour share, men 18-34, for 6:00-8:00

AM.

QUESTION #4

Using the following schedule with the following costs, determine:

Gross impressions
CPM Gross

Gross rating points
Cost per rating point

The demegraphic is men 18-34.

Use total survey area impressions and metro area ratings for station AAA:

5 spots 6-10AM Menday-Friday @
1 spot &-10AM Saturday @
8 spots 3-7PM Monday-Friday @
3 spots 10AM-3PM Saturday @

33
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ANSWER #4

34

Refer to pages 5, 7, 9, i1, and 13.

The exiremne left hand sida of the page shows data for “Average Persons —
Total Survey Area". This is the column you will use fo compute impressions.

On pages 5, 7, 9, men 18-24 and men 25-34 are shown separately. You will
have to add these together in order to have men 18-34. Onpages 11 and 13, men
18-34 are shown as one figure.

In order to determine gross impressions you must multiply the average Y hour
by the number of spots:

8-10 AM, Monday thru Friday, average ¥4 hour total survey area men 18-34:

73,700 multiplied by 5 spots:|368,500.

6-10 AM, Saturday, average ¥a hour men 18-34: 49,900 multiplied by 1 spot:

3-7 PM, Monday thru Friday, average ¥ hour men 18-34: 78,300: multiplied by
B spots: |[469,800.

10 AM-3 PM, Saturday, average % hour men 18-34: 58,900. multiplied by 3

spots: 176,700,

By adding the gross impressions for each daypart (the figures in boxes), you
will get the gross imprassions for this schedule: 1,064,900,

The same steps are taken ta determine the total cost of the schedule, this time
multiplying the cost per spot by the number of spots:

100 times 5 = $§ 500
100 times 1 = 100
75 times 6 = 450
65 times 3 = 195
Total spots: 15 Total cost: $1,245.

The cost per thousand gross (CPM gross) is determined by dividing the cost
($1,245) by the gross impressions (1,064,900).

$1,245 divided by 1,064,200 = $1.17
The CPM gross is $1.17

As you determined the rating in problem 2, you will have to determine the
ratings for this schedule.
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Since the request was for metro area ratings, you will have to use the column
headed “Average Persons Metro Survey Area”.

Here is how you would arrive at gross rating points (GRP's).
6-10AM Monday thru Friday, rating 3.0 , multiplied by 5 quts = 15.0
6-10AM Saturday, rating 1.8, multiplied by 1 spot = 1.8
3-7PM Monday 1hru‘Friday, rating 3.1, multiplied by 6 spots = 18.6

10AM-3PM Saturday, rating 2.4, multiplied by 3 spots = 7.2

The gross rating points are 42.6. The cost per rating point is determined by
dividing the cost ($1,245) by the GRP’s (42.6).

$1,245 divided by 42.6 = $29.23

The cost per grass rating point is $29.23.

QUESTION #5

The reach for the above schedule is 406,400 or 21.3%; determine the CPM reach
and the listeners per dollar,

ANSWER #5

The cost per thousand reach (CPM reach} is determined by dividing the cost
($1,245) by the reach (406,400).

$1,245 divided by 406,400 - $3.06. The CPM reach is $3.06
Listeners per dollar are derived from dividing the reach (406,400) by the cost

{$1.245). 406,400divided by $1,245 = 326. This schedule reaches 326 listeners
per dollar.

QUESTION #6

Determine the average time spent by 18-34 male listeners to station WQQQ,
WMMM and WEEE, in 3 to 7 PM Maonday through Friday, in the metro area.
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ANSWER #6
Refer to pages 9 and 10.

Average time spent is calculated by multiplying average ¥s hour audience by
number of % hours in daypart and dividing by cume.

For station WQQQ . . . average Y4 hour: 22,200
Number of ¥4 hours: 80
Cume: 216,400
22,200 times B0 = 177,600 divided by 216,400 = 8.2 ¥ hours
For station WMMM . . . averaga Y hour: 7,300
Number of ¥4 hours: 80
Cume: 892,200
7,300 times BO = 58,400 divided by 92,800 = 6.3
For station WEEE . . . average V4 hour; 6,900
Number of ¥4 hours: 80

Cume: 85,300

6,900 times 80 = 55,200 divided by 85,300 = 6.5
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POPULATION ESTIMATES
BY SEX-AGE GRDUP

Estimated
Populaticn

TOTAL SURVEY AREA

Men
Men
Men
Men
Men
Women
Women
Women
Women
Women

Teens

18-24
25-34
3549
50-84
6o+

18-24
2534
3549
50-54
B5+

12-17

Total Persons

1,224,800
1,328,800
1,843,700
1,647,700
857,400
1,240,300
1,500,100
2,019,600
1,907,400
1,382,900
2,394,200

12+ 17,446,900

METRO SURVEY AREA

Men
Men
Men
Man
Men
Women
Wamen

Women

Wamen

Women

Teans

158-24

25-34-

3549
h0-64
65+

18-24
25-34
3549
50-64
65+

12-17

Total Persons

900,400
1,008,000
1,406,000
1,264,200

734,600

937,600
1,162,700
1,562,500
1,483,200
1,068,000
1,778,900

12+ 13,207,160 -
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AVERAGE QUARTER-HOUR Listening Estimates
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AVERAGE QUARTER-HOUR Listening Estimates
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AVERAGE QUARTER-HOur Listening Estimates
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AVERAGE QUARTER-HOUR Listening Estimates
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AVERAGE QUARTER-HOUR Listening Estimates
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CUME PERSONS — TOTAL SURYEY AREA, 'N HUNDREDS

CUME Listening Estimates

HOHOAY-FRTOAY
10.00AM-3.00FH

CUME PERSONS — METRO SURVEY AREA, IN HUNDREDS

CUME RATIRES — METRO SURVEY AREA

TOTAL MEN WOMEN STATION | TOVAL - MEM WOMEN sTaTION | ToTML MEN WOMEN
PERL TOTAL TEENS CALL PERS. TAL . 1701L | TEENS CalL PERE. ot TOTAL | NEENS
I3+ | IR24) 25303254 | 50-64 | 00 + | H-24( 2504 | 39549 | 50.F4 1211 LETTERS M2+ | F9-34 [ 2534 (2549 | 50647 18+ IS | 3549 SO-B4 0 B [12) LETIERS 082 | 2534 | 5401 SO6H | 10+ | 1624|2530 § 2549 | sDEd ] W |12y
. ! % % % % ) % Y % i) i) S %
U747 (2595 |LABE (172 461 |BAI0R| 20RO (2639|267 | B6O0[9923]5756] waan {17046)17SE| 1282|1053 wa8|nEal]|2e2ij2271| 14904 A1t 7ary| s1ou]|  weAR 12,7 7.5 3.4 9.2 29.4 a6 1202 W 17ed 224
974 2avl b9| a0| 316 94| 1a4| 302| 32| se3 WESB 979 27| A9} an| 316| 98 les| Zpz umr_ BE3 WBBB Y- IPS-TY ] I I . - S T - T
Lofap 1| eef 37| 15§ 280| 285] 163| 102 11| ses| 23| wopg sa9] 111 e2| 37| 15| =as| 17 i3l ar| 11l wss| 1se] yepe /20 T - RN R | B BN B I O 1.
e¥b0 | 333 7| 36 79| a%Q| 3JI66| 437) Aoz T2| 1137 S1Y wono ZubZ| 338 L¥| 387 73| éwh| JEB| Iu3| 202 32,1043 573 WwWDDD 1,4 2.2 5 2.7 1.6 3.9 .0 L. +8 1.7
L1339 | a?a] soa 120221626 |wa00) es?|1050[137 9| 1ss2) rans| 215| wepe  |1051s| 123| «is| asu[13e1| 3982 wsi)imie|1iez| 1273 eze7| 2o WEEE F.d t.s wa Tof| tt.el 7.5l w8 ad 7.2 ALg 10,4
ohik | wjoligen] 2usl 365|2279| &30|1E7e| 37¥| so0afZoos|1aiv| WFFF G1R5] nda| 911l 23w 3en|20&r| A18{1179| 356 281 2867|1313] WEFE wobl el Wt 1.7 zus] 3.9 2.d t0.1 2.3 1.9 b
Bai . sz ral ro| zoa 238 165| L¥5] Gut WaGH 792 Tal 78] 1aa 298] thd] 175 Eer WEGG o5y 1 L B 2s6 L.1 1.8 1.0
#q ¥ 74 WHHH 74 : rq e ] WhHitH o1 V| |
B wz| wa| 7a| =04 298| 16| 175 BalL TOTAL 790 ral 7o 1as 298] 168 175 641 TOTAL +5) L L I 2ell bel] 1.3 .0
1602 29| 38| wsa]| 3uay as2| xal as! asa| 1ca| wezl sa| wn 993 19| 35| 151 23| awr| 32| 35| 289} 125 s9a]| so| wup I . | OO T ' 1.8 W% 5.D
stuv| 83| 350 sve| 634 [2310] wes| aes’ azi| 5953125 Ite] WA unsal  aal 232 e6¥3 S| 1972] 196| 7ei] Cps| wow|zisa| LaT] WAL .o 1.00 oM w.% 6uS| 3.5 B Bue| .4l 3.4 3.8
542 119 | T 2s] e EM 1nel 113’ wze| e WHKK 682 1191 za|  7a| 23] 39| sef a1gz| 113 sz} ze| WKKK - . 2 . W e . L
|
503 au|  1e| 1wy Casn| Lzs| 3w WLLL 43? al  1af 1k3 166; 125 ®aa WLLL 4 - IR I 1.0 .4 .5
L0054 LA9| 257 BE&1LL2E\403F| 283 333 839|2263| %779 23a| WMMM | 3524 1a9| 22| sva) 1zan| 3e74f 23y 31n| 7us| 222s|ss1z| 233| VMMM Fo2| 1.7 2.3 2.3 9.8 8.9 3.1 2.7 . t5.n aun
1966 | 257 4| 157| 73| so2| 1sa| 223 510 2109|1212 2s2] WHNK ya2a| 22m 1n8| 73| w«ss| 18’ 1za] 07| zagf aiau| 20| WHNN Lot 2.5 .| tetf W8 w9 L. 1.4 302 4.9 1.8 1.7
82a| 313 515 138] 11 1ar 6| woon SE8| 315 314 136 11 ’ w7 &6 WODD -k 3.9 -El 1.8 .1 .7 ot
F37u| Wwd| SG9% ] G035| BB |S56W| ST 94| 9L0]|1563|3894| 120| WPPP 7456 we2) S76| ¥ue| 030| 33e3| 97| 494 GBI 1u47s[3717| an] WPPP 5.t had] 5.7 5.3 Basl B.3 1.0 16| Y.H 10.0 6,0 5
8683 (1374 |L0M6 ] 507| 179 |3089| 1389|1374 |1679] wrblu6ir| 937| wong €121| Ba4f @21 65| 7ELFes| B19| Suu| 9% une Tws?| 5BL] woqo [ 5.8 3.3 .6 3.5 8.7 2.5 S, 1.y G.E| 3.1
afd| twe| towl W7 15| 3wzl 17| iwr| 12] 12| 1a9z| 17e| WARRA e20| 130] wrl wr| 15| 27el a7l 132] 12 12| ir¥ 1es| wRRR N Y S | Y - DT I V% T R RS | N
Luug 27| 232| 166 578 2349| s3] 188 319 aeu WSS 1410 87| 2oa| 1ee| s320 2:n| wec| wee| 318 weg ¥553 1.1 28 1.8 t.3 L. 2.5 1.3 1aa] 2.9
LEidf 151 SE1 vuw_ ,.um_:_uw 339 P53 {1430] 398 3990 343| WTTT S808) 165 Soal wF2] wiZ|Lec3; 339 7P| 13s0| 9ri| yrra| 2] WTTT LR BTN B PL B TL N P B L - PU T PR LY. B [ .
TOTAL LISTENING [N WETRO SUSVEY AREA | acszs] suzel 5307, aose 7roqsovrg socs a-qmzammwnu_ﬂ?n- 0341 B3.q 60.3 53.5) 49.0] 56.2] 57.9 eu.d| 73.3 69.3) 67.9 69,9 58.1
FOOTHOTE SYWEOLE: () means audinnce estimates adjusied o actual broadeagt schedule (+) means AM-FN Combiration was ned simulcast for £amalete tims perind. '
4(\_ R




RESEARCH — SAMPLE RATING REPORT — Page 9

AVERAGE QUARTER-HOUR Listening Estimates
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CUME _.ws_,a__m Estimates
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AVERABE PERSONS —TOTAL SURVEY AREA, 1N HUNDREDS

AVERAGE QUARTER-HOUR Listening Estimates

AVERAGE PERSONS —METRO SURVEY AREA, IN HUNDREDS
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SHARES — METRO SURVEY AREA

FODENDTE STMEDLS: {*) means sudience eatimates adjusted far actual troaccast schedule (+) means AM-FM Combination was not simuleast los complete time poriad.
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n:gm Listening Estimates
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CUME Listening Estimates

CUME PERSONS — TOTAL SURVEY AREA, IN HUNDREDS
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CUME PERSONS — METRO SURVEY AREA, IK HUHDREDS

CUME RATINGS — METRO SURVEY ARE
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1. INTRODUCTION

2, DIFFERENT
PRESENTATION
FORMS

3. PURPOSES FOR
A PRESENTATION

THE WRITTEN PRESENTATION
By: Art Mandelbaum, Dwight Case and Kevin Cox

In attemnpting to present a substantial story of your wares to a potential buyer, you, as
a salesperson, may be faced with a variety of forms.

There are pictorial presentations, filmed presentations, slide presentations,
flip-chart presentations, full live-production-number presentations, and a myriad of
other attention-getting devices which could tell your story.

. The most commonly used form of presenting your peint of view is the written
presentation.

If you know what you are doing, a written presentation can answer every question
which could possibly arise. It can also help you think out possible questions and
answers prior to a face-to-face confrontation with a potential client,

The prim‘éry reason for making-any form -of presentation to a potential client is to

display your knewledge of the client’s proklems and your facility at solving these
problems. Therefare, prior 1o sitting down and attempting to draft out a written
presentation, the key element of analytical research must be exercised.

What are the client's problems? Are they in marketing, sales, distribution,
demographics, product awaraness, manufaciuring, or are they composed of a little bit
of each of these elements? Can any particular problem area be isclated? If so, can you,
as a research analyst, isolate them in such a way as to provide solutions to these
problems through the use of the commodity you sell . . . radio.

‘When analyzing a potential client, establish a library of research material on the
client, on the industry, on ali aspects of all factors which would tend to influence the

-~ client's need to.move . his or-her product. Once you do this, you will begin 1o see a-
- pattern-taking-shape.- ©Once your knowledgeability of the: cllent and the client’s

day-to-day marketing problems, becomes almost as precise to you as to the individual
ta whom you will be presenting the solulion, your solutions will become far more
accaptable. After all, you will have displayed an interest and an understanding far
abowve and beyond that which is expected of the sales people interested only in selling
their own product.

A written prasentation should, by its very essence, prove that your product is the
solver of problems — the client’s, nof yours.



4. INGREDIENTS

A. THE MECHANICAL SIDE OF A PRESENTATION

Most presentations are typed on a normal 8% x 11 sheet of white paper. Thay
don'thave to be {since you may want to point out certain facts which could best be (
brought out in different colored sheets of paper), but tradition dictates that white
paper is used.

1. ACCURACY

When writing the salutory cover letter usually enclosed with a presentation, be
sure you spell the name of the recipient correctly and, if they are status conscious,
make sure their title is corregt. In structuring the presentation materials, be sure
that your information is laid out on the page in an appealing fashion, spelled
accurately, with a logical progression from beginning to end. Don't over-burden
any one page with too much information.

2. LENGTH

insofar as length is concerned, a written presentation can be as short as one or

‘two pages-or along as a book. The rule of thumb should always be “makeitlong .

enough to tell the whale story, while keeping it short enough to maintain inierest”.
if you can get everything necessary into a two-page presentaiion, don't try for
three, four or five pages. The person you will be presenting to is just as
appreciative of your awareness of his or her busy schedule as you would be were
yau in his or her position.

B. THE LOGIC OF A WRITTEN PRESENTATION

Since a written presentation must be structured in such a manner as to bring

- the reader to the conclusion that you can provide solutions to problems, the first

portions of a written presentation should deal with a precise summation of your
opinion, identifying the problems you are attempting to solve. The more factual
your back-up research information is, the more credibility will be given to your —
solution.

" For example: If your potential-client is having a distribution problem in
marketing his or her productin a given geographical area, this could be caused by
internal policies on the part of the company; it could be the fault of insufficient
incentivizing on the part of the Sales Manager to the Field Manager of the
company. It cauld deal with insufficient exposure to retail outlets within the
geographic area desired; it could be heavy pressure from the competition, or
pricing policies; or it could just be that nobody’s ever heard of the product, so why
should a retailer hother stocking the product in inventory.

You should have a grip on the comprehension of these problems before you sit
down ta write your presentation. You sheuld understand the depth and breadth ot

“=thgrentire-marketing spectrum of your potential client-before showing the client . =~ .~

how radio, and particularly your radia station asa marketing force, can help solve
his or her problems....—..



When it comes to writing a written presentation, you should envision yourselfin
the role of marketing consultant. If you have done your hemework on a potential
- client and if you know your own product welt enough and are convinced of its
r ] efficacy, you should be able to structure a Iogzca! progression of
) ( ' problems-through-sclutions without any road blocks.

Once you have the problems itemized, the next logical step is to suggest
solutions. You can find, through the analysis of potential solutions, those which
~lend-themselves most appropriately to the- use-of your medium, radio, as a -
prablem-solving entity,

C. PRESENTATIONS VERSUS PROPOSALS

Every presentation should incorporate a proposal. The presentation is the road
map with all the guidelines accurately drawn and should logically lead fo your own
station proposal as being at the apex of solutions.

Any well-written presentation does not indicate fo the reader what the proposal
s meee oo - i8 going to-be.until the writer has gotien to the point.of proposing specific
solutions.

If the presentation has been structured correctly, the proposal will flow in an
integrated fashion and seem a logical concomitant of the presentation.

If tha-potential clients"have agreed with the points made in the presentation
) _ which lead up to the propesal, there is no way they can disagree with the
(,-. : proposal.

_ The following are three typical written presentations presented to clients. They
e e e touch.upon all the areas discussed before; and they should be critiqued by you by
making reference to each point.
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5. SAMPLE
PRESENTATION
#1

A MEDIA PRESENTATION FOR JVC AND JVYC AMERICA



A MEDIA PRESENTATICN FOR JVC AND JVC AMERICA

BACKGROUND:

In the highly-compelitive world of sterec/quadra-sonic equipment manufai:lu'r'ing
and sales, as well as the newly developed systems for video tape capablirty, there are a
a number of established manufacturers and distributors.

The firstto corne to mind is obviously the Sony Corporation which has, over the past
20 years, created a firm sense of identification relating to all Sony products, be 1hey
Sony or Sony/Superscope.

Among the other manufacturers/distributors, the major problems seem to be;

(a) Establishing consumer identification awareness.

(b) Obtaining and holding a large share of the available markst naw dominated by
Sony-en the import level, and a great many ‘domestic United States
manufacturers, ranging from General Electric to Magnavox.

(c) Establishing a competitive structure and stance relative to Sony or Panasonic,
which would place a third brand (thatis JVC or JYC America), in equal contention
on a positioning level.

THE BASIC PROELEMS:

Most advertising dane by manufacturars and distributors of electronic equipment is
done atthe dealer co-op level. The reason for this is that with the exception of a number

-of specialinterest magazines (for-example"Hi-Fi* and-“Stereo Review”), consumer - == -

advertising on a mass basis has a highly-prohibitive cost factor. The creation and
placement of national print advertising can run into the millions of dollars and, in our
opinion, although possibly useful as an “image” enhancer, there are no absclute
figures as fo the amount of sales garnered by this prirt advertising.

Part of the reason for the possible shortcoming in print advertising, insofar as
responsivenesss atthe retail level is concerned, can he tied to discrepancies between
advertising plans and distribution capacities. Many times ads are run prior to retall
outlets’ receipt of the merchandise adveriised. This usually results in a switch-pitch at

- the retail level.

And the swiltch, usually, is to @ more heavily-stocked brand, or to other equipment
manufactured by the same manufacturing company.



From an overall standpoint, we envision the problems faced by JVC and JVC
America as follows: - :

1. Establishing consumer-awareness at all levels with ali demographics, but
particularly in the minds of the 12 to 39-year-old consumer who is the prime
“purchaser of hi-fi equipment as well as TV and innovative sophisticated
electronic gear.*

- {(*Simmons Data Resources eslablished that 75% of all audio equipment is
purchased by consumers under 35 years of age).

2. Establishing a dealer awareness and receptivity to the sales forces of JVC and
JVC America which would create a high volume and high inventery situation.

3. Creating a climate favorable to dealer participation in any and all local-area
advertising plans.

4. Establishing aninstitutional awareness of JVC professional products in order to
further the sales of all JVC professional equipment.

5. Creating this favorable high volume sales climate, at minimum costto JVC and
JVC America. ‘

A PARTIAL SOLUTION:

Since the end result of any promotional or advertising activity is geared to motivate {
purchases atthe consumerlevel, RKO General Radio proposes that, as a supplementto
promotional activity aimed at distribution and retail outiets by JVC and JVC Americz, a

- - --radio -advertising--campaign:aimed-at the consumer be structured throughout the -

United States.

Ir this manner, when a potential buyer approaches a hiifidelity equipment dealer
wit_h the name of JVC on his or herlips, the dealer is pressured atthe most cogent level,
the level of consumer desire, into ordering and stocking JVC and JVC America
equipment. ' '

RKO GENERAL RADIO — AN OVERVIEW

RKO General Radio stations are located in the following cities:

WOR-AM New York WFYR-FM Chicago

WXLO-FM New York WHBQ-AM- Memphis
WRKO-AM Boston KHJ-AM ' Los Angeles
WROR-FM Boston KRTH-FM Los Angeles
WGMS-AM/FM -~ Washington, D.C.. KFRC-AM/FM San Francisco

WAXY-FM Ft. Lauderdate/Miami



In any given week, over twelve million Americans are listening to RKO General
Radio stations. Of the above stations, ten are programmed specifically for audiences
ranging in age from 12 through 39 years old. These stations are referred to in the
industry as “Contemporary” music stations. Among these stations are some of the
highest rated radio stations in the country.

In addition, WQOR in Naw York, which is a “Talk” station, is the highest-raled station
- of its type in the United States and reaches (at the height of its broadcast day) almost
one-quarter milliocn pecple every quarter hour.

WGMS-AM and FM, in Washington, D.C., is a “Classical Music" station,
broadcasting 1o the mest influential and affluent members of the Wasghingten
community. The number of legislators and decision-makers who are exclusive WGMS
listeners has led many national organizations to advertise on WGMS's air. The
prestigious range of these advertisersinciudes the Association of American Railroads,
General Motors Corporation, General Telephone and Electronics, and United States
Steel; all advertising on an institutional ievel as well as on a product awareness level.

- The number of-hi-firetail-and chain outlets who advertise on RKO General Radio’s -
contempaorary stations range in the hundreds. We will be happy ta submit a list upon
request.

The reason for the use of Contemporary radio is obviously the desire on the part of
sellers of hi-i equipment to reach their primary market place. RKO General Radio
stations can document their ability to reach this primary demegraphic and
psychographic market.

The approach utilized in advertising to this primary marketplace establishes an
allegiance 10 a product name, so that the manufacurer of a diverse line of equipment
will establish a position of pre-aminence in the fickle minds of the American buying
public.

This product-brand-name-identification can then overlap onto any item
manufactured and sold within the entire diversity of the product lina.

Since JVC manufactures and'distributes many, many items within the hi-fi, TV, and - -
audio-visual fields, the establishment of the JVC name as a contander for the
purchaser’s dollar {regardless of the product) is ithe primary goal of an advertising
campaign as we, at RKO General Radio, envision it. '



THE PROPOSAL.:
We, therefore, propose the following:

Selected RKQ General Radio stations will provide JVC and JVC America with
$64,000 in advertising air time, based upon top-af-rate-card value, for use throughout
RKO General Radio stations.

We propose that this campaign be initiated starting in September of 1974, to coincide
with the annual back-to-school advertising campaigns running throughoutthe country.

It discussing participation with ourmanagers, we have found-that particular stations
would like to be integrated into this advertising campaign for a set dollar figure. The
figures are as follows:

KHJ, Los Angeles $10,000 WAXY, Ft. Lauderdale  $7,500
WRKO, Boston $10,000 WFYR, Chicago $7,500
WXLO, New York $£12,000 KRTH, Los Angeles $5,000
KFRC-AM/FM, $12,000 - '

San Francisco

- We propose that this $64,000 be considerad as an initial test within all markets which
JVC wishes to expand, and in which RKO General Radio operates radio stations. We
firmly believe that the results obtained from this intensive radio campaign wili prove to
JVC and JVC America that further investment of cash, inthe purchase of advertising on
RKO General Radio stations, could be warrantable.

A pointto consider in perusing this proposal could be doubling the amountexpended
to $1_28,[}00, to double the saturation.

SUMMATION:

We believe that, through the use of RKO General Radio with its enormous reach into
the primary market for JVC and JVC America goods, a consumer-awareness of the
JVC name unparalieled in the positioning of electronic identification (for time involved)
can be created.

RKQ General Radio further belisves that, by creating consumer pressure upon
dealers, and by creating student pressure upon schoo! administrators to obtain JVC
equipment, we can establish a sales-and-identification motivation which is the other
side of the normal advertising coin.

JVC at present is attempting to establish identification at the distributor and retail
level. This campaign would apply pressure to thesa same sources frorh the consumer
level.

‘We propose-a start-date of this campaign in September, 1974, to run through
September, 1975. .

We look forward to hearing from you in the near future with your reactions to this
presentation and proposal. : '

8 \ -
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The following are Projected Sample Schedules and Costs. -

PLAN |

. The following is a planned run-off of the time presented in the basic proposal,

amounting to a figure of $63,536.

As you can see, the total number of gross impressions upon listeners made in a
schedule starting in early Septernber on the stations listed is 37,444,800. This cost per.

one thousand impressions will be only $1.69.

KHJ-AM 12 spots per week for 8 weeks
WRKO-AM 12 spots per week for 10 weeks )
WXLO-FM 12 spots per week for 13 weeks
WAXY-FM 12 spots per week for 13 weeks
WFYR-FM 12 spots per week for 10 weeks
KRTH-FM 12 spots per week for 10 weeks

KFRC-AM/iFM - 12 spots per week for 10 weeks
TOTAL:
Total Gross. Impressions:

Cost Per Thousand lmpressions:

$11,200
$10,800
$10,920
$ 6,656
$ 8.000
3 4,880

- $11,080

'$63,536
37,444,800

$1.69



PLAN Il

By the inclusion of all stations in the RKO General Radio netwark, a gross cost
amounting to $127,687 would result. In such a case, the total number of gross

impressions rises to 60,134,000 gross listener impressions.

The following is the proposed schedule, beginning in Septernber 1974, which would
provide JYC and JVC America with unequalled saturation of these primary targets.

KH.J-AM
WRKO-AM
WXLO-FM
WAXY-FM
WFYR-FM
KRTH-FM
‘KFRG-AM/FM
WOR-AM
WROR-FM
WGMS-AM/FM
WHBQ-AM

10

18 spots per week for 10 weeks

" 18 spots per week for 13 weeks

18 spois per week for 13 weeks
18 spots per week for 13 weeks
18 spots per waek for 10 weeks
18 spots per week for 10 weeks
18 spots per week for 10 weekKs
12 spots per week for 10 weeks
12 spots per week for 10 weeks
12 spots per week for 10 weeks
12 spots per week for 10 weeks

TOTAL:

Total Gross Impressions:

$ 19,800
$ 20,007
$ 15,210
$ 8,970
$ 11,100
$ 6,960
$ 15,240
$18,920-
$ 3,600
$ 3,600
$ 4,280

$127,687

60,134,000



6. SAMPLE Here is an example of another written presentation involving one station.
PRESENTATION
#2

PRESENTATION TO THE AJAX ORANGE JUICE COMPANY

11



OUR DISCUSSIONS WITH YOUR-DISTRICT MANAGERS AND WHOLESALERS
HAVE GIVEN US THE FOLLOWING INFORMATION:

DISTRIBUTION IS AT 72%
SHELF SPACE IS INADEQUATE

MOVEMENT S TOQ SLOW FOR THE SHELF LIFE-OF THE PRODUGT

12



WITH THESE PROBLEMS TO FACE WE THEN RESEARCHED THE
PURCHASER OF ORANGE JUICE FOR BUYING HABITS AND PURCHASING
PATTERNS. :

OUR SOURCE DATA IS THE TARGET INDEX STORY.

13



o

ORANGE JUICE
(NOT FROZEN)

HOMEMAKERS
18-24
25 - 34
35 - 49

INCOME

$ 8,000 - 10,000
10,000 - 15,000
15,000 - 25,000

RADIC TYPES

Popular Music
Top 40

Modern Country
Standards

HEAVY USERS

121
26.0
39.4

HEAVY USERS
9.5
28.6
13.2

HEAVY USERS

26.9
222
21.9
6.4

MEDIUM USERS
16.8
20.9
26.6

MEDIUM USERS
12.2
258
13.4

" MEDIUM USERS

25.2
23.0
24.4
18.3



OUR PREMISE IS HOW ACCELERATION OF PRODUCT MOVEMENT CAN
GAIN FACINGS FOR AJAX ORANGE JUICE.

THEREFORE, WE MUST HOME IN ON THE JUICE PURCHASER WITH
A REASON FOR PURCHASE. '

15



YOUR PURCHASER 1S A-WOMAN 25-49 YEARS OF AGE, WITH AN INCOME
OF 10-15 THOUSAND DOLLARS PER YEAR, WHO LISTENS TO POPULAR

AND TOP 40 MUSIC.

16



THE LEADER IN ALL AREAS OF PENETRATION QF YOUR

PROBLEM PURCHASER IS RADIO STATION KXXX.

17
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OUR STUDY OF YOUR PRODUCT FURTHER SHOWS
THE KEY DAYS FOR PURCHASES ARE FRIDAY, SATURDAY,

AND WEDNESDAY AND THURSDAY PM.

18



™

HERE'S THE PLAN —
1. YOU OFFER A “CENTS-OFF” PURCHASE PLAN

2. YOU PURCHASE AN ANNOUNCEMENT SCHEDULE OF 15 ONE-MINUTE
SELLING COMMERCIALS:

3 ON WEDNESDAY FROM 3 PM TO 10 PM

- 5 ON THURSDAY FROM 7 AMTO 9FPM
' ( 5 ON FRIDAY FROM 7 AMTO 9FPM
e 2 ON SATURDAY FROM 7 AM TO 12 NN

THE TOTAL 1S 15°CNE-MINUTE ANNOUNCEMENTS PER WEEK FOR 13
WEEKS

3. KXXX PROVIDES VENDOR ASSISTANCE IN THE FORM OF OFF-SHELF

DISPLAYS AND TWO TIE-IN ADVERTISEMENTS WITH FQGUR GROCERY
CHAINS. -

19



FOR A MINIMUM COST YOU TARGET AJAX ORANGE JUICE STRAIGHT
AGAINST YOUR

DISTRIBUTION PROBLEM
FACINGS PROBLEM

" AND MOVEMENT PROBLEM.

20
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I3 3

KXXX WANTS TO START NOW!
WINTER 1S ALMOST UPON US!

COLDS ARE IN THE CFFING!

AND

© NOW IS THE TIME TO POINT ALL YOUR SELLING GUNS AT YOUR

SALES TARGET!

21



7. THE “NUMBERS" The following is a written presentation which depends heavily on statistical data to
PRESENTATION: present the salesperson’s case.

SAMPLE
PRESENTATION
#3 '

May 23, 1973
Miss Ardens Blank
L} 8. Time Buying
1234 Cadiliac Blivd.
Detroit, Michigan 48202

Re: WAAA AM/FM — Sommerville, California
Hampmaobile Cars

Dear Arlene:

Because listening tastes and patterns are constantly changing, and since markets
undergo shifts in composition, the radio business is one of continuing flux.

In Sommerville over a four-year period, the population shifted sig'nificantly:
... In 1968 peaple under 85 represented 47% of the metro population
... In 1972 people under 35 represented 56% of the metro population.

WAAA, the dominant Cantemporary station In Sommerville is at an increasing
advantage — its potential audience continues to grow. Other stations in the market
who cater to older listeners are finding the salability of their audience is disappearing.

.. . WBBB's demographic profile éhows that 65% of its listeners fall into the over 35
group and that 37% of its listeners are over 50 — a totally disproportionate

percentage in terms of population.*®

*6 AM-12 MID Monday-Sunday Metro Area Cumes

22
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Actual proof of audience shifts can be highlighted by examination of 25-49's — long
considered to be WBBB's key listenership. WAAA's inroads with this group are readily
apparent. WBBB and other competitars appear to be relatively stable in their 25-49
penefration, ’ :

ARB METRO SURVEY AREA
6 AM-12 MID MON-SUN
CUME RATINGS

Adulis 25-49 Apr/May Oct/Nav
WAAAJAM 190.4 31.9
WAAA/FM 12.8 16.2
WAAA AM/FM 29.7* 42 9%
WCCC 13.7 14.8
woDD : 17.5 16.0
WEBB 53.4 50.5

The 25-49 demagraphic is made up of two distinct age groups with different needs

- and life styles. Upon scrutiny, therefore, our 25-49 table is deceptive. When we

separate 25-34's and 3%-49's into two groups we find:

... WAAA AM/FM are the only stations adding to both 25-34 and 35-49 listener-
ship. Alithe other stations are losing 25-34's and compensating by adding older

listeners.
ARB METRO SURVEY AREA
6 AM-12 MID MON-SUN
CUME RATINGS
Aduits 25-34 Apr/May OctiNov
WAAA/AM | 25.3 38.2
WAAAIFM 16.8 23.7
WAAA AM/FM _ 37.8* 52.8%
WCCC 16.0 o134
WDDD - 202 h 16.1
wBBB 48.8 ’ 42.8
Adults .?_:5-49
WAAA/AM 13.8 25,8
WAAA/FM 8.9 8.3
WAAA AM/FM 21.5% _ 31.5%
WCCGC 11.5 16.6
wDDD 14.8 15.9
WEBB 58.1 658.6

*Random duplication factar applied.
The conclusion to be drawn from these data is obvious; a 25-49 buy must take into

acecount both demographic groups comprising it. AND NO STATIONS IN SOMMER-
VILLE REACH 25-34’s AS EFFECTIVELY AS WAAA AM/FM.

23



WAAA AM/FM's success in generating higher 25-34 numbers is critical in more-than
one sense. Twenty-five to thirty-four is a pivotal group; it alse combines with 18-24's to
form the base for contemporary listensrship. Thus, WAAA AM/FM, totally dominant
ameng 18-24's, has now enhanced its 18-34 leads. Also note that in most instances
both the AM and FM station separately-out-deliver competitive efforts.

ARB TOTAL SURVEY AREA
LISTENERS 18-34

6-10 AM Avg. Qtr. Hour Cume
Males 18-34
WAAA/AM 8,000 WAAA/AM 56,700
WAAA/FM 3,300 WAAA/FM 34,500
WAAA AM/FM 11,300 o% Adv. WAAA AM/FM 85,600 % Adv.
WBBB 9,400 . + 20 WBBB 75,700 + 13
WEEE 8,600 + 31 WFFF 35,800 +139
WFFFE © 4,700 +140 WEEE 27,100 +216
WDDD 3,100 +265 WDDD 26,600 4222
3-7 PM
Males 18-34
WAAA/AM 5,900 WAAA/AM 55,100
WAAAFM  ~ 6,700 WAAA/FM " 44,600
- WAAA AM/FM 12,600 % Adv. WAAA AM/FM 93,100 % Adv.
WFFF 4,200 +200 WBBB 37,800 +148
. WEEE 3,700 +241  WFFF 36,500 +155
. WBRBB 3,500 +260 WDDD 26,200 +255 .
WDDD 3,200 +294  WEEE 20,700 +350

*Random duplication factor applied.

WAAA AM/FM are a close second o WBBSB in average drive in the delivery of 18-49's.
During afternoon drive, WAAA AM/FM rank first with this group.
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ARB TOTAL SURVEY AREA
LISTENERS 18-49

AM Drive

Males 18-49 Avg. Qtr. Hour Cume

WAAAJAM 7,700 WAAAAM 91,200

WAAAIFM 5,500 WAAA/FM 71,400

WAAA AM/FM 18,200 % Adv.  WAAA AM/FM  151,000% ~ %Adv.
WBBB 17,400 — WBBB 174,000 —
wWDDD 8,500 + 55  WDDD 67,200 +125
WEEE 7,100 + B8 WFFF 54,400 +178
WFFF 5,000 +164  WEEE 33,600 +350
WGEGEGE 4,000 +230 WHHH 28,500 +430
WHHH 3300 - 4300  wil 22,900 +559
W 2,300 +474 WJJIJ 22,200 +580
WCCC 2,100 +529  WCCC 21,200 +612
3-7 PM

Males 18-49 Avg. Qir. Hour ) Cume

WAAA/AM 6,700 WAAA/AM 65,100

WAAA/FM 7,300 WAAA/FM 50,800

WAAA AM/FM 14,000 % Adv. WAAA AM/FM  108,700% % Adv.
WBBB 9,700 + 44 WBBB 93,000 + 18
wWDDD $,000 + 56 WDDD 51,700 +112
WFFF 4,600 +204 WFFF 41,700 +163
WGGG 4,400 +218 WEEE 22 400 +390
WEEE 3,900 +259  WCCC 19,000 +477

WCCC 3,300 +824  WHHH 17,200 +-538

*Random duplication factor applied.

COMPETITIVE NOTES:

WBBB

As previously mentioned, WBBB is having demographic problems. Male audiences
during morning drive {traditionally WBBB's stronghold) show a serious decline . . .

ARB TOTAL SURVEY AREA — 6-10 AM {MON-FRI) — AVG. QTR. HR.

WBEB Apr/May Oct/Nov %Change

Males 25-49 26,400 23,800 —9
18-49 30,700 25,100 —18
18+ 52,900 45,600 - —14

Afternoon drive is equally disastrous . . .
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ARB TOTAL SURVEY AREA — 3-7 PM (MON-FRI) — AVG. QTR. HA.

WBBB ApriMay Dct/Nov | % Change

Males 25-49 12,600 9,100 —28
18-49 12,700 9,700 —24
18+ 21,900 17,100 —22

And even in housewife time WEBEB reflects a downward frend . . .

ARB TOTAL SURVEY AREA — 10 AM-3 PM {(MON-FRI) — AVG. QTR. HR.

WBEBB ApriMay Oct/Nov % Change
Females 25-49 . 15,400 10,400 --32
18-49 14,800 11,700 —21
18+ 30,000 20,500 —32

WDDD and WCCC . '

These stations share a common problem — they generate very small cumulative -
audiences. .. Therefore, though they may at times have sizeable ¥ hourtune-in, they
are simply reaching the same peopile over and over again. AWDDD and WCCC buy is
a shallow one in comparison to the in-depth buy WAAA AM/FM provide.

ARB TOTAL SURVEY AREA

AM Drive

Males 25-49 Avg. Qtr. Hr, Cume

WAAA AM/FM 6,700 81,000%
wDDD 8,300 60,400

WCCC 2,000 18,700

Males 18-49

WAAA/AM © 7,700 91,200

WAAAIFM ’ 5,500 71,400

WwDDD 8,500 B7,200

WCCC 2,100 21,200

*Random duplication factor applied.
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PROPOSAL ]
30 — B0 second announcements per week

15 per week 6 AM-10 AM Monday-Friday
16 per week '3 PM- 7 PM Monday-Friday

TOTAL COST Per Week for 30-80 second anncuncements $1,800.00

PROPQOSAL
24 — 80 second announcements per week

12 per week 6 AM-10 AM Monday-Friday
12 per week . 3PM-7PM Monday-Friday

TOTAL COST Per Week far 2460 second announcements $1,560.00

PROPOSAL HI
18 — 60 second announcements per week

9 per week 6 AM-10 AM Monday-Friday
9 per week 3 PM- 7 PM Monday-Friday

TOTAL COST Per Week for 18-60 second announcements $1,260.00
RE: Hampmobile Cars

| M Salesman
WAAA Radio
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THE WRITTEN PRESENTATION

. QUESTION WORKSHEET

10.

. What should one do before starting to write a presentation?

. Why bother with a presentation?

. How long should a written presentation be?

- Should a presentation be humorous?

. What's the difference between a presentation and a proposal?

. In the JVC presentation what does the writer suggest will occur if the client

advertises on RKO General Radio Stations? What need will it fill?

- Ina phrase, what, refative to Sony or Panasonie, does the writer feel is lacking in '

JVC's potential marketplace?

- Inthe Ajax Oranga Juice presentation why bother with researching buyihg habits

and purchasing patterns?

. Why is it important to propose a Wednesday through Saturday scheduls of radio

advertisements, rather than one running all week?

Inthe “Numbers” presentation, whatis the key to the writer's research breakouts?

28






/..—;\.

1. INFRODUCTION

2. DEFINITION

3. APPROACH

RETAIL SELLING AND PROSPECTING
By: Arthur Adler

Retailers, who normally spend over 20% of their advertising dollar in print, are
desperately looking for an alternative means of reaching their mass potential
customers,

Before we discuss how to reach the retailer and convinee him of the importance of
transferring some of his advertising dollars from print to your station, let us define retail.

Retail advertising is the advertising of general, discount, and variety department
stores, as well as specialty shops (such as men's and women's fashion stores), and
national retail co-op advertisers . . . suffice it to say a retaileris any shop or store where
a customer may purchase over-the-counter goods.

If you want to be ultimately successful in selling to the retailer, the first premise you
must accept is tha subjugation of yourself as well as your station. Every day, the retailer
is bombarded by salesmen from every station in town . . . and they each claim thelr
station is number one.

A. THE WRONG WAY

The normal approach a radio salesperson will take in alternpting to reach the
retailer usually goes something like this: “I can’t see how you can refuse to buy
my station. Our cumulative audience in PM drive is twice as big as WWWP; our
' CPM is half theirs; you'll reach 50 GRP’s with the schedule I'm proposing; our
rates are fow, plus, I'll give you bonus spots.”

The retailer doesn't care two hoots about any of this. All he wants is to sell his
productand he doesn'tknow a CPM from a GRP. All he cares aboutishearingthe
cash register jingle loud and clear on Saturday aftarnoon.

B. THE RIGHT WAY

To seli the retailer, you must stop thinking like a radio salesperson and start
thinking like a retailer. One of your first projecis in this metamorphosis is to
become an avid reader of “Discount Store News,” “Home Furnishings Daily,”
"Chain Store Age,” and "Women's Wear Daily.” The retailer only wants to talk
about his or her business, not yours. If you can pick up one news item each day
from a retail publication and drop it info a conversation with your potential retail
customer, you wili be delighted how open he or she will become to your ideas. All
of a sudden you are not a shifty salesperson whois trying to sell semething about

_ which he or she knows nothing. Now you are a marketing person who is there to
help him solve his problems, achieve his goals and help him sell his praduct.



4. THE LANGUAGE If you were fraveling to a foreign country, the first thing you would try to do would be to
acquaint yourself with the language.

Consider retailing a foreign country (as it may be to you} and learn the language. The
retaller doesn't talk audience growth, he talks traffic builders. He doesn't understand
ADI breakouts, but he sure knows what his trading zone is. Sears publishes an
excellent glossary of retailing terms. May we suggest when you write away ta “Chain
Store Age,” “Discount Store News,” and others for subscriptions, that you also contact
Sears.

5. BEING A RETAIL FOUNDATION AND STRUCTURE
SALESPERSON
Selling to the retailer is unique in other ways, too. Although this next statement may
seem hard to accept. . . please do. [f you are fully prepared, getting an initial arder from
a retailer is comparatively easy. The problem arises in getting a renewal and buitding
him or her into a continuous advertiser.

A general agency-salesperson has a basic scheme of selling. Pre-sell the buyer,
prepare your availabilities, present your plan, negotiate over the desk, and receive the
_order. The greatest satisfaction a general agency salesperson can have is signing his
name to a sales order. To a retail salesperson, the point of contract signing is when the
bulk of the work begins. This includes servicing, writing copy, placing spots, helping gat
co-op funds, special billing, and so on.

The retailsr has been used to daily servicing by his print salespeople since the day ha
opened his door. If you want to complete for his doliar, you must service his daily needs.
Check how the sales are going; and we mean “in person”. [f it's a chain of stores, make
sure you contact at least two store managers each week, in person, to see how their
branches are deing. You will be surprised what your physical presence in the store
during the sale will mean towards a renewal.-The client will see immediately that you
care and you didn't just sell him a bill of goods and run off. If the sale is going well,
discuss a renewal right then and there. If the sale is not going that weli, start making
some changes (move the spots to differenttime slots, change the wordingin the copy . . .
do something).

You'll be surprised how many renewals are written (even though the particular sale
didn't work) just because you show you care!

6. THE REWARDS - Atthis pointyoumightsay ... "Hey, this is alot of work. Is itall worthit?” Here are two
sets of figures. You dacide. In 1972 over $300 million dollars were spent in media by
New York City retailers. Less than 5% of those dollars were spent in radio. In 1974, if a
concentrated effort were-made;-this-figure-would increase-by-1%. In dellars and cents -
this would mean an increase of over $3 million dollars into New York radic!

In 1971, $2 billion dollars worth of co-op funds was spent by retailers. . . but over
one billien dollars were never used! You don't have to be a financial wizard to add up

what a concentrated effort to totally involve yourself with the retailer could mean to your
savings account. -

2



N

NEWSPAPERS

STRENGTHS: Immediate and broad coverage of the central city.
Presents message in news environment that is timely and leisurely.
Flexibility in terms of timing and ad size. Ads can be clipped and saved.

WEAKNESSES: Not selective in coverage. Generally lacks
suburban coverage. Ads reach heavier readers, but usually miss
light readers. Appeals anly to the eye.

RADIO

STRENGTHS: Animmediate selective, ecenomical and efficient exposure, offer-
ing excellent frequency. Reaches selective prospects almost any place during
almost any activity. Both flexible and timely. Reaches customers often, over wide
range of time in both cities and suburbs. Local personalities can add personal,
persuasive touches to.a sales message..

WEAKNESSES: Appeal is limited to the ears. Hawever, a wall done commercial
creates a visual image in the imagination of the listener far more impressive than
what may be seen by the eye alone.



As Americans move to the suburbs, they take their TV sets, radios, and household
belongings — but not their favorite big-city newspaper.

Distance and difficulties of distribution have put the hig-city dailies oui of effective

reach of suburbia; they are no longer able to cover adequately most of the market
population.

However, suburbanites are MOBILE — and they will travel any reasanable distance
for a goad value, or to trade with a store they like. All the retailer has to do is put his
advertising story persuasively befare them.



As television became the primary nighttime entertainment madium, radio networks,
long the only available broadcast entertainment, were forced to retrench and
eventually became an important basic source of national news.

Individual radio stations throughout the country begah experimenting with various
specialized audience appeal programming in an effort to attract a regular and loyal

audience.

Today's choice of radio station formats include a wide selection of music, news,

sports; and entertainment, enabling the advertiser to select the right audience market -~ - -

for his particular product or service.

BROADCASTING changed the leisure habits — and the reading habits — of the
nation. H also changed adveriising and marketing strategy.

By 1974 radio was reaching 95% of all people over 18 years of age each and every
week. The average adult spends nearly THREE HOURS A DAY with radio.

While BROADCASTING affects everyone, there is one group of consumers in
particular upen which it has a telling effect . . .

THE YOUNG ADULT MARKET . . .



The opportunities for sales and profit growth — and far keeping pace with the future
— are tied directly to winning over today’s young adults.

- The young adult market of 18 to 35 years of age is enormous — and getting bigger.
Already, about 50% of the population is 30 years old or younger. There are three
characteristics of young adults which the retailer must consider when making up his
advertising plans:

A. Young adults are broadcast oriented

B. Young adulls don’t read newspapers

C. Young adults have tremendous buying power

This, by.itself, would seem 1o be reason enough to include broadcast in most media
plans.



TODAY'S YOUNG ADULTS were brought up on radio and television. They don't
know a world without radio and TV. They are experts on radio’s “sounds.” Remember
that today's 30-year-old woman was approximately 15 years old when Elvis Presley
hacame a superstar. A 21-year-old woman {the median marriage age) was bom

AFTER the Ed Sullivan Show started on TV.
YOUNG ADULTS DON'T READ NEWSPAPERS

Here's just one example: In New York City, “The New York Times” reaches only 8%
of all under-35 adults. The New York “Post"” reaches only 6%. This data was derived
from the Simmons N.Y. Newspapsr Study in 1969.%

“The youth market is critical, I'm afraid thess young pecple do not read the

newspapers.” :
David Yunich, MACY'S, New York

“If you want to réach young America consistently, you must use radio.”
Donald O'Brien, RIKE'S, Dayilon, Ohio

TO RESTATE BRIEFLY, THESE ARE THE CRITICAL CHANGES COMING OUT
OF THE 50's AND 60’s WHICH HAVE CAUSED RETAILERS TO REEVALUATE
THEIR ADVERTISING APPROACH.

*For more information, see BMC's "Newspaper Reader Profiles”
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As stated earlier . . .
There is no advertising quite like newspaper advertising, because it offers . . .
Broad and immediate coverage of the central city,
News environment that is timely and leisurely,
Flexibility in timing and ad size,
Ads that can be clipped and saved; OR
IT CAN BE MISSED ENTIRELY!

Newspaper advérﬁsing has, in the past, been a very effective medium for most
retailers, but . . .

1. Just how many people actually READ the average ad?

2. Can it do a TOTAL JOB for progressive retailers?
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Ta a large extent, néwspapers sell advertising on the basis of their total circulation;
and newspaper CIRCULATION is the basis upon which newspapers decide what an
add will cost the advertiser.

Newspapers sell their circulation — but this is not what the advertiser GETS!

Only the number of people who actually SEE AND READ an ad can be considered
when an advertiser is trying to measure what he is receiving for his money.

“AND = agearding te the newspapers’ OWN research, condusted by Starch, Inc. —-

the vast majority of a newspaper’s “readers” never read even the LARGEST ads,
including full-page adsl

11 ,



Daniel Starch, inc. isthe mostwidely used and accepted independent research firm
engaged by both advertiser and newspaper people, to determine READERSHIP
SCORES for newspaper and magazine advertisements.

Ad readership information based on a three-year compilation of studies determining
the actual readership of;

8,582 ads in numerous product/service categories — of different sizesin various
cities showed ONLY A SMALL PERCENTAGE OF A NEWSPAPER'S
READERS ACTUALLY READ EVEN THE LARGEST ADS!* .

- *Starch defines readership as a reader who has read 50% or more of an ad's copy.
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The three-year st_udy revealed that —
Only a small portion of a newspaper’'s adult subscribers actually READ THE ADS
A. AVERAGE 200-LINE AD — 7% READ . . . 93% DONT
B. AVERAGE 800-LINE AD — 8% READ . .. 92% DON'T

C. AVERAGE 1600-LINE AD — 11% READ . .. 89% DON'T

13
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' DOUBLING, TRIPLING oraven QUADF&UPLINC ad size, does not “buy back” tha ..
missing readership the advertiser is paying for — the people who may read the
NEWSPAPER but don’t read the ADS. :
Baéed on the Starch readership findings, here’s ail that happens io AD
READERSHIP WHEN AD SIZE AND COST are substantially increased:

Ad Space/Cost Ad Readership

Readership Increase Improvement
200 to 800 lines: 710 8% + 300% +14%
800 to 1,600 lines - 8lo11% + 200% +38%

200 to 1,600 lines ' 71011% - +700% +57%

14



The dollars spent to enlarge the average ad from 1/3 to 2/3 of a page are just not
efficient.

INCLUDING OTHER MEDIA will enable you to broaden your advertising base or
target, to reach MORE DIFFERENT CUSTOMERS, WITHOUT INCREASING TOTAL
AD BUDGETS. ' :

This suggests that much larger shares of the ad budgets be ALLOCATED to
BROADCAST in order to REACH:

- 1. Those TARGET consumer prospects who don't take take time to read the ads,
plus

2. The many TARGET customers who don’t even subscribe to newspapaers.

15



1f thers is any ane characteristic that typifies the successful retailer — it is his ability to
change.

Change is a way of life for the retailer — the retailer MUST change if everything is
changing around him. The successful retailer changes in order to survive and to

OVEFCOMme.
4 NN INCBEASED COMPETITION
. HIGHER COSTS .OF DOING BUSINESS
. MORE INDIVIDUAL ITEMS IN INVENTORY
( . .. CHANGES IN THE MARKET
. THE SWELLING YOUN.G ADULT P;AAHKET

. :I'HE iIMPACT CF SUBURBIA

OBVIOUSLY THE BEST CHANGE OF

ALL IS THE CHANGE THAT WILL

BRING . ..

16



THE NEW CUSTOMER

Every retailer knows the importance of keeping old customers. His biggest problem
is attracting new ones, enabling him ta grow and ta increase sales and profits.

Newspapers do an excelient job of keeping old customers, because newspapars
tend to reach the same readers over and over again, and this is good for the retailar.

Inerder to grow, however, the retailer must find a way to expand his market, to reach
large numbers of prospective customers who are beyond the reach and/orinfluence of
newspaper advertising. -

And this is where radio comes in.

17



11. THE FINAL
© TOUCH

(-F _ THE SALESPERSON

(' 12, SUMMARY

You are now up to the point of selling your station. Be imaginative! You have him
exciled; now keep it rolling. Don't come out with your standard 20-spot package plan.
Get him involved. A retailer who helieves in the medium will buy anything on your
station because you, as the expert, have convinced him that you are going to bring him
a successiul sale. The retailer will be there in January and February as well as April and
May. He is the one account that you can totally control, because you have total
knowledge of his operation.

For example, the primary retail selling days are Saturday and Monday. Sell him a
vertical schedule of a spot an hour from 7 AM Friday through 12 Noon Saturday.
Massive saturation over a limited amount of time {he is used to this fram his newspaper

‘advertising). How about contingency schedules advertising his air conditioners if the

temperature goes aver 90 degrees, or for his snow tires if it snows. Does he have a
bargain basement . . . sell him your post-midnight time. Thisis an ideat time to reach the
middle class uniformed employee (people on the night shift at a plant; nurses; sanita-
tion workers; waiters, etc.).

Have his sporting goods department buy your sports reports, his juniar department
buy your movie reviews. '

There isn’t an area of the station you could net logically correlate 1o one of his
depariments. Be creative in packaging. How about additional 10-second
announcements to run with 30’s for major store sales. This would be an added bit of
revenue you never-would have sold.

Let's conclude this initial phase of retailing and prospecting for retailers with a
review. To be an effective retail salesperson, you must become a retailer yourself. You
musttalk like one, actlike one and think like one. If you can attain this fotal involvement
youshould easily double yourbilling. But, perhaps of more importance is the concept
of selling you have learned. Radio cannot and must not be sold to a tertiary
decision-maker. It must be sold to the primary decision-maker. If the cfient can be sold
on the importance of your station, would any agancy time-buyer be willing to -
switch-pitch you . . . no matter what your costs were or how your ratings fluctuate? The
client is the fixiure;the agencies, and everyona else, are justlight bulbs. Sell yourselfto

‘the wrong one and you will find yourself always starting off from scratch as soon as the

light bulb burmns out.  *
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13. AN EASY
GUIDE TO
RETAIL RADIO
ADVERTISING

This presentation is meant as a guide book for any advertiser who has always
wanted to use radio but either didn't know how or didn't know where to start.

19



STEP t: LISTENING
Listen to all the radio stations in your city.
Listen to each station long enough to get a feel for its programming.
Listen for your competitors’ commercials.

Take notes.

20



STEP 2: MANAG EMENT OF LISTENING
Call your copywriters together and talk to them about radio.
Get a feel forlwhat they like and don't like.
Try to bring out the spots they remember.

Ask if they couldn't write spots like that.

“
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STEP 3: RESEARCH
Contact WXXX Radio for a sales calt from one of our representatives.

He or she will give you the latest trends and market position of your city’s radio
stations.

Listen to-some of the recorded spots he or she will send and play them far
everyone in your Ad Department.

22



STEP 4: PLANNING A BUDGET FROM SCRATCH

Take the cost of any one newspapar page and use it to make a comparison with
radio. This will help give you a feel for radio.

See how many spois a page is worth. There is a tendency to underbudget radio
because of the low cost of individual spots.

"-The following work sheets in the text are attached for your use.

23



Dollar figure of one newspaper page:

Production cost of a newspaper page:

TOTAL:

15% OF TOTALIS . *Subtract 15%:

Now, the amount of radio spots [ can get (on desired station or stations)
for that amount is:

B0-second
spots

30-second
spots

*15% taken off the total is your production budget. It's enough if you are attentive.

24



STEFP 5: PLANNING A PROMOTION BUDGET
Analyze your next six months of advertising.
List major sales, major prometions, major fashion trends.

See the work sheet.

25



Major Sales:

Major Promotions:
-

Major Fashions:
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Now using the previous guide lines, plan a six month radio budget. Major sales are
most important.

Use the work sheets.

27



Sale

28

Length of Sale

days
days
days
days

© o R o

Newspaper

Radio

A & 5 B




Continue this process for major promotions such as import fairs and the like, and
major fashion trend presentations.
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STEPR 6: PLANNING PRODUCTION BASICS
List promotions in your six-month schedule that will be adverlised on radio.
On each promotion, plan how few commercials you need to produce.

You don't need a different spot for each day. You can use live-announcer tags for
such variations as, "sale starts tomormrow,” “sale ends Salurday.”

Den't think you need variations for variely's sake. One great spot is worth fileen
variations. As an example, your January promolion schedule probably included:

White Sale
Baby Sale
Foundation Sale

You need one spot for each event. This could be a total of three produced spots for
the entire month of January.

Note: If your production costs come in under 15%, you have two options:
1. Add additional spots to your time-buy

2. Sava it for the future when you may nead additional dollars for a production
tape that will run over the budgeted 15%
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STEP 7: STRETCHING YOUR TIME BUY

After you have worked out Step 5, call your WXXX representative and have him
develop a long-range projection of your radio buys. '

He will take into consideration consecutive-week discounts and time-per-week
discounts to give you the maximum number of spots for your meney.

These discounts are akin to the newspapers “line contract rate.” You guarantee to
advertise so many lines and receive a lower rate.

After this maeting, adjust your figures at the end of Step 4 to reflect your new rates.
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STEP 8: THE 80-SECOND/30-SECOND PROBLEM

Youwould be surprised haw often you can get your message across in 30 seconds.
With our fast life-style, a 80-secand announcement can become abore. Try to be short
and sweet: try for 30 seconds as oftan as you can.

Thare is a 20% savings on 30-second spots as compared to 60's, and that means
20% maore spots for your monay.



STEF 9: REVIEW AND RESEARCH

Your total goal in any campaign is to reach the most “right” people with as many
spots as possible. :

In your meetings with your WXXX representative, he will be happy to show you
research in regard to audience ligures, reach and frequency, also Brand Rating Index

(which analyzes product usage by category and demaographic grouping).

You wili learn why “frequency” and the “waste factor” are important,
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STEP 10: PREPARING YOURSELF TO GIVE DIRECTIONS

At this point, you are going to assign some radio adverlising to a staff copywriter or

outside production house. You should have the answers to the following guestions for
each campaign: -

1.

2.

What is the product? (Try to limit yourself to one product o a commercial)
What are its practical benefits?

lts emotional benefits?\

Who would want it (Where is your most important audience)?

When would 1 need or want this product?

. Does this audience have any fears or prejudices abouf this product?

NEVER DO THE FOLLOWING:

1.

2.

3.

Never say, “Here's how 1o do it.” Let your copywriter have his head.
Never insist on three mentions of a product or your name.

Never pick the safest version.

Prepare yourselfto always select the most exciting approach, even if it scares youa

little (if it scares you a lot, ask for a revision}.

Always seduce and persuade. Never order the listener to do something.
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STEP 11: FIND SCMEONE TO GIVE ORDERS TQ:

1. Start with your own shop or store. Give your own copywriters first chance to have
fun with radio.

2. Check with WXXX for a freelance producer to work with your copywriters,

3. Try for ofi-beat talent in related fields.

- 4. Get professional help from production specialists. You can get a list from your

WXXX representative.
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STEP 12: INVESTIGATE MUSIC

" Youcan have ajingle made just for your store. Especially on a Contemporary station
like WXXX, a jingle may be very, very effective.

Make sure that your jingle is as up fo date as possible and will last at ieast a year as
your “sound”,

36
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STEP 13: PUT IT ALL TOGETHER AND
WATCH THE EFFECTIVENESS OF RADIO
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RETAIL SELLING AND PROSPECTING

QUESTION WORKSHEET

1. There was a discussion recently between an owner of a men's retail store and a
salesman from a iocal radio station. The salesman was over-awed with the most
recent rating book increases of his station and feli this alone should convince the
store owner to purchase a schedule on his station. Do you think this salesman is
geing to be successful with this potential customer? It not, why not?

2. 1s there a difference betwesn the general agency salesman and the retail
salesman? If so, what is the major difference?

3. What is “tear sheeting” or a newspaper “clip file” and how dees it relate to your
ulfimate success as a retail salesman?

4, The toughest step is always the firstone. If you can overcome “call reluctance” you
will be successful. What are some questions or statements you would make during

the first telephone call 1o set up the first in-person appointment?

5. Know the enemy. What are the major weaknesses of newspapers as an
advertising vehicle? '

6. You can't successfully sell your product unless you commit lo memory its selling
strengths. What are radio’s major selling points to a potential new client?

7. What is the relationship of young adults {the greatest potential new customer for
the retailer) with newspapers and with radio?

8. What is the effect of ad expenditure increase in newspaper ad size pages, and its
_ relationship o newspaper readarship?

9. Ideally, a retailer should pick the station whose programming reflects his potential
customer's taste. Then by using creative media plans, he can effectively reach this

group. Detail two unique media plans.

10. In the sample presentation, what is the main concept the retailer is taught?






MERCHANDISING

. By: Richard O'Toole
1. INTRODUCTION Merchandising is an important word in the vocabulary of the business werld. Butitis
AND DEFINITION probably the most misunderstood word when it comes to specific definition or

application. Merchandising is vague because it encompasses so many various forms
and shapes. Nevertheless, if the action or dead “promotes the sale of products, goods
or services”, it is marchandising.

2. WHO USES IT? A. PARTICIPANTS
AND AND THEIR FUNCTIONS

1. THE CLIENT

The client, generally purchasing radio air time through an advertising agency,
is the most concerned party since he is paying the bills. Any exira benefits and
assistance which he can receive for his product or services place him in a more
receptive mood toward radio in general, and specifically toward the station
making the offer. The client, owner, or advertising manager {esls that he has
made the right move in buying the air time and his confidence is bolstered by the
fact that someone else Is interested in making his judgment successful. Since the
merchandising is offered at no extra cost, it amounts to a tremendous plus which
actually reduces his cost factors.

The client's Sales Manager, likewise, directly benefits from the situation, as he
is charged with obtaining distribution and moving the product. Merchandising, to
the Sales Manager, is more of a tangible incentive and should be designed to
meet his needs. If merchandising plans are properly executed, the sales client
becomes a strong ally.

However, do not allow the client to place you in an untenable position which
couid result from a poorly-conceived merchandising plan with little or no chance
of success; or (and you must discipline yourself on this ong) exaggerated
promises which could result in an antagonistic sales client.

2. THE BROKER

The broker maintaing a sales force representing a number of manufacturersin
a specific metropolitan area or state. He performs all sales functions for his
clients, and receives a commission based upen all sales in his area. In this
manner, sales costs are reduced for both national and local manufacturers who
share the same sales organization.

The broker sells the supermarket chains, cooperative grocery warehouses,
and institutions; and is responsible for the introduction and merchandising of new
products. Consequently, he is exfremely merchandising-conscious since his
existence is based upon the sale of goods. Brokers can aid and/or produce radio
times sales if successful merchandising assistance can be a partof the package.



3. THE DISTRIBUTOR

The distributor fullills a very important function in the marketing of a wide
variety of food specialities, delfeacies, perishables, and non-food household
items. He generally owns and cperates a fleet of trucks delivering gocds directly
o a specific group of retail stores. He does this for a number of clients, on a
commission basis. Most supermarket chains grant autherization to ene or two
distributors to service their stores with items that are difficult to warehouse and
ship.

While the client-anufacturer or his hroker normally sell to the retailer, seme
distributors have the ability and authority 1o handle sales functions. The
distributor is quile willing to accept merchandising and pramotional support which
he deesn’t normally receive.

4. THE RETAILER

Up to this point, we have discussed how the client, broker and distributor work
together in order to sell products to the retailer who, in turm, re-sells to the
consumer. For general purposes, let’s confine the retailer to the supermarket
chain store that carries close to 8,000 food and non-food items and operates on a

. very narrow profit margin of between 1% and 2%.

The sheer logistics of ordering thousands of products in various sizes,
raceiving shipments, warehousing them and then re-defivering to the chain's
stores is an overwhalming task for the retailer. In addition, he has to contend
with the consumer on a daily basis and is blamed for rising prices and shortages
overwhich he has little or no control. Couple all of this with huge pilferage losses,
Increasing personnel problems, store maintenance, and you have an industry
that has too much to handle in too little time. Because of this, the client can't
expect and shouldn't assume that his sales and merchandising story is always
told completely or absorbed tharoughly by the retailer.

The retailer, therefare, must be reached with a sound merchandising approach
in order to assume proper movement of the dlient’s products. '

5. THE AGENCY

Since the radio time salesperson often makes sales to an advertising agency,
he or she should be prepared to offer merchandising assistance along with the
normal presentation. This immediately places him or her in an advantageous
position, since it shows an interest beyond taking an order and placing
commercials an the air. The advertising agency provides the time buyer with a set
of guide rules concerning dollars to be spent in buying commercial time an a
specified number of staticns, the type of audience 1o be reached, and so forth.
The buyer then decides which stations represent the bestbuy in terms of cost and
efficiency. Should the salespersan’s price structure be higher, or the station’s
audience not quite measure up io the requirements, he or she can often
counterbalance these obstacles with merchandising. Naturally, if the
salesperson's preseniation is turned down for legitimate reasons, or if the buyer
does not recagnize the value of merchandising, he or she has some recourse by



going over the buyer's head to the nexl level of decision making. This can be done
because, with merchandising, he or she can bring In the station’s merchandising
specialist and request a meating with the Account Executive, whe has an overall
("' knowledge of the client's aims and problems. The Account Executive can

overrule the time buyer or refer the merchandising information directly to the
client for evaluation. At this point, it is preferable for the station’s merchandising
specialist to meet face-to-face with the clienl's Sales or Marketing Directors, to
determina how and where he or she can be of assistance.

Successful radio merchandising assistance initiates lhe advertising agency to
think more definitively of radio and fo recommend the station to other advertisers.

B. RESEARCHING PROBLEMS AND NEEDS

Furnishing merchandising that does not fill a need or solve a problem is
meaningless lo the client and the other participants. On the other hand, a specific
accomplishment is long remembered and has accrued benefits. The best
approach to take is lo state that certain merchandising tools are available and to
directly ask the agency, client, broker or distributor what problems exist in the
marketing of the product. In all probability, a long list of problems can be compiled
fromwhich the merchandising specialist can make his selecticn. The participants
themselves don't always agree how and where they need assistance, but it is
possible to get a clue in order to set off in the right direction.

Qccasionally, there is one nagging dilemma facing the client that he wishes fo
(‘“ : solve above all. Itis wise in this instance to concentrate an this effort and forget
the rest of the merchandising tools. On the other hand, it may be necessary o
satisfy the needs of the broker or distributor, and the client, in order to establisha
sound merchandising record.

in order to establish a sbund merchandising plam, it is absolutely necessary to
garner as much information as possible regarding the product. This can easily be
done by asking questions of all participants and obtaining & fact brochure from the
agency.

Personal calls io several retail stores and headquarters executives can also be
enlightening. Often, the client or broker is unaware of the underlying reasons for
the problem because the retailer hasn't told him; or the sales representative has
been negligent in reporting ail the facts.

Soundresearchcan setthe problem inits proper perspective and make itmuch
.simplerto solve. This research entails a great deal of work bui the payoff is proper
recognition by all participants, so that credits can be gained.



C. THE TOOLS OF MERCHANDISING

1. LETTERS TO THE TRADE

This represents the sending of a letter, brochure, or mailing piece to the buyers
at headquarter locations of supermarkets, o drug and dépariment stores, to
variety chain stores, and the like.

| atters to the trade are also sent fo aulo dealers, service stations, and retailers,
The purpose of these letters is to describe the advertiser's schedule on the
station 1o the consumer outlets of the products involved.

Letters to the trade should be hand-failored depending upan the recipient. It is
vital to the advertiser that the wholesale buyers be completely informed of the
radio spot schedule. The manufacturer's salesperson is not generally prepared
to present an advertising campaign, feels il at ease, or spends all of the short
allotted time discussing pricing and taking orders. Therefore, the stter to the
buyer should be explicit, listing starting and ending dates of the radio schedule;
days and time of the spots; names of the personalities, disc jockeys, or services to
be used; plus the number and type of audience to be reached.

If the product is an established one, several mentions of the trade name are
sufficient. On the other hand, a new product requires a full description including
sizes, weight, packaging, andso on. In either case, if the product is being offered
at adiscount, rebate, or allowance, complete details should be listed. This should
be a no-nonsense lattar, as buyers will immediately toss a flowery
non-descriptive letter into the wastepaper basket. An informative letter can
produce an order, or enhance distribution for the advertiser.

However, the retail store, or dealer, letter should dwell amost entirely upon the
air schedule, including spat times and the station’s virtues, since the retailer is
generally more aware of the product, unless the item is brand new.

A personalized letter signed by the station’s leading personality is also very
effective under certain conditions..

2. POINT-OF-SALE AIDS

Another merchandising tool used by some radio stations is to seek the
cooperation of the retailer in furnishing promotions of some character to the
advertiser, Such cooperation may take the farm of a display, circular advertising
or cooperative newspaper advertising.

The goal is obviously to increase the sale of the product displayed. The extent
of the increase depends upon many factars including the normal popularity of the
productinvoived; the amount of special price reduction, if any; the retailer's profit
margin; the on-air advertising; the location of the display; and, of course, such
intangible faclors as the manufacturer's follow-through and the store’s
cooperation.



.

Complete follow-through is necessary to ensure a successful promotion which
should resultinincreased sales and profits for the advertiser and the retailer, plus
additional consumer awareness,

The factis that when manufacturers' promotions fall, it is usually due to a lack
of planning and poor (ollow-through. There are many illusions and delusions that
everything is going to work out somehow. Many advertisers take tea much for
granied relative to their position with their customers. They over-estimate the
power of the program their salespeople work with, and they underestimate the
difficulty of selling promotions. Even with the carrect tools, more oftenthan not, the
real reason most things go wrong is some avoidable little mistake. A competent
radio merchandising operation can aid in avoiding the pittalls we've mentioned. it
can avert display tailures and convert a mediocre promotion into a successful
one, :

-This area of merchandising is tightly governed by Federal law and we in no
way recommend that you enter into this type of activity unless you first check
thoroughly with legal counsel on all aspects of a plan.

3. HARD GOODS AND SERVICES PROMOTION

Airlines, banking institutions, and automative advertisers require a specialized
form of merchandising aimed at their traffic-passenger-agent-employees or
dealers. Station letters, cutlining the campaign to such individuals, are helpful.
Even more effective is a non-air meaningful contest confined to a specific list
supplied by the advertiser. For example, Z-Aiflines wishes to pramote its new flight
from A o B. Letters (with self-addressed post cards) are sent to heavy airline
ticketpurchasers, such as travel agents or corporation traffic agents, concerning
the new flight and requesting an estimate of the actual flying time it will take from
startto finish. The winners of the contest would receive their prizes at a luncheon
held by the station and the airline. Attendance of the station’s personalities
egnhances the entire promation. This type of merchandising invites participation
and creates a new interest within the particular industry.

Wwithin this same category, dinner parties can be arranged to which the
advertiser can invite his dealers, agents, salespeople, or employees to kick off a
radio campaign. Again, station talent and executives should be on hand to add to
the festivities, and to point out the strengths of radio and how it benefits the
guests. Sports luncheons or dinners held for the client and his retail buyers ars
also effective. At such a sports luncheon or dinner, the station's broadcasting of
various sports events, such as baseball or football, is emphasized; and filmed
highlights of the games can be shown during the dinner . . . with the station's
sports announcers acting as emcees. A guestion-and-answer session would
then follow. S ;



4. THE 30-30 PLAN

Suggest to your client {or potential client) that he offer half of his 80-second
commercial to his retailers who would, in return, provide extra sales benefits and
promotions for his product. The client then determings the allecation of the 30
second spots for the refallers based upon their purchases. At this point, he
informs the retailer: (A) how many free 30-second spots he will be receiving, and
{B) the dates allocated for these spots.

This is necessary because the retailer is then more readily aware of his
commercial copy deadlines. The radio station merchandising specialist then
contacts the retailer in order to stress the attractiveness of blending in the
30-second copy of the retailer with the 30-second copy of the product to be
adverlised. Thus, once the ratailer is informed of the number of 30-second spots,
the dates they will be running, and the benefits of a commercial which ties him in
with the product, it is hoped that the retailer will reply with copy that's both timely
. and appropriate.

Follow-up, seeing that ali these bases are touched, is a necessary partofthe
merchanding specialist’s role.

Why have the 30-30 plan? What, after all, are its benfits? In addition o the
unquestionable benesfits to the retailer of free advertising, the client receives an
awareness of his product, exira promotions, and {most importantly) extra sales.
And there’s that intangible benefit which comes from adopting the 30-30 plan —
goodwill! Goodwill to the advertiser, the retailer, and radio station.

LEGAL RAMIFICATIONS

Merchandising must be applied with propriety and restraint to be within legal
bounds as outlined by the Robinson-Patman Act. The Robinson-Patman Act is
directed at preventing a competitive inequality that comes from certain types of
discrimination by sellersin interstate cammerce. Sections 2 (D) and (E) of the Act
deal with discriminations in the field of promotional services made available to
purchasers who buy for resale. Where the seller pays the buyer to perform the
service, Section 2 (D) applies. Where the seller furnishes the service itself to the
buyer, Section 2 (E} applies. Both sections require a seller to treat his competing
customers on proporticnately equal terms.

Two ather guides of the law are:

(1) A seller who uses a promotional scheme to cover a price discrimina-
tion by paying for services that are not rendered may thereby violate Section
2 (A) of the Clayfon Act, as amended by the Robinson-Patman Act.

A customer who improperly receives payments, services, or facilities
may thereby violate Section 2 (F) of the Clayton Act, as amended by the
Robinson-Patman Act; or Section 5 of the Federal Trade Commission Act.



A seller, making payments or furnishing services under the above, must do it
under a plan that must be made availabla ta all competing customers on a
proprotionatety equal basis. He should inform all customers that the promotion is
available. He should make available other means of participation for those who
cannot use the basic plan; and he should make entirely clear the exact terms of
the offer, as well as the conditions upon which payments will be made. He must
also take reasonable precautions 1o see that the services are actually furnished
and that over-payment is not being made.

Although the preceding touches only briefly on the legal requirements inherent
in any merchandising prometion, it shouldn't be considered legal advice.

In order to receive precise legal clarification relative to any merchandising
promotion, we suggest you contact your own attorney.



MERCHANDISING

QUESTION WORKSHEET

1. What is merchandising?

2. Why is radio merchandising helpful to a radio station?

3. What are two other benefits of radio merchandising?

4. Why is the merchandising specialist's function important ta the radio station?

5. What is a consumer goods broker?






1. CO-OP DEFINED

2, WHO USES
CO-0P

3. THE ABUSES
OF CO-0P

4. CORRECTING
CO-OP ABUSES

CO-OP ADVERTISING AND HOW TO GET IT
By: Richard C'Foole

Co-op {or co-operative} advertising is @ means wherehby a manufacturer offers to
pay a portion, or all, of his custemer’s advertising costs, under certain conditions. The
customers generally are retailars such as supermarkets, department stores, variety .
stores, dealers, service stations and wholesalers. Conditions vary considerably
depending upan the industry involved but, basically, the manufacturer requests that his
product be advertised and promoted.

Over the years, the mest active co-op advertising programs have been between
teod manufacturers and supermarket chains who used weekly newspaper ads aimoest
exclusively. The manufacturer would sign a co-op contract with the chain, to pay fora
specified number of product mentions in the food ads, over a period of months. The
contract usually calied for some price reductions on the part of the chain, possibly a
photo of the product in the ad and, on occasion, in-store product displays. This co-op
method was successful when both parties o the contract fulfilled their part of the
agreement. The reduced-price ads in bold type sold a great deal of canned, bottled,
and packaged food products. .

Qver the years, contract conditions were not always spelled out and some food
chains’ performances were negligible or non-existent.

The food newspaper ads became ciuftered with oo many co-op items listed in the
smallest type or left out entirely. To complicate the situation, many manutacturers, in
order to sell products to the chains, would agree to advance co-op advertising or
promotional dellars without any type of performance. Another problem which existed in
co-op advertising was double billing. '

This chaotic condition recently resulied in the Federal Trade Commission
disallowing any unearned profit by any retailer through promotional allowances. " Per
case allowance™ must now be converted into “performance advertising”. In other
words, instead of an outright giveaway to the retailer for purchasing so many units of
goods with no strings attached, the retailer must now perform by advertising the
product with newspaper ads, circulars, and handbills and, of course, radio. In addition,
there is legislation which defines, and specifically prohibits, fraudulent billing practice
which oceurred in cases of double billing.
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5. CO-OP GOALS

6. HOW 7O GET
CO-0P ADVERTISING—
WHERE TO
FIND PROSPECTS

7. HOW TO
APPLY RADIO

8. RESEARCH
AND FOLLOW-UP

The co-operative advertising and mérketing concept goal is to increase profits for
both the manufacturer and retailer, through an increased product movement, while
decreasing the retailer's advertising expenses.

3

Itis estimated by "Progressive Grocer” that al least one-half billion dollars annually
is being offered by manufacturers’ allowance systems to food retailers, or over $10,000
per supermarket per year. Emphasizing the growing importance of co-op advertising
and promotional aflowances, this leading grocery publication has set up a special
sectionin each month'sissue, entitied “Guide to Manwfacturers’ Allowances™. Thisis a
special listing of display and promotional allowances currently being offered the lrade.
While most of these co-op dollars are currently offered only for in-store promotions,
newspaper ads, or handbills, there is evidence of a drastic change underway.

Many manufacturers and trade commissions are including radic in their co-op plans,
in order to be more flexible in cooperation with the Federa! Trade Commission.
Moreover, radio spot affidavits are documented evidence of performance on the part of
the retailer. What is probably more important to both ends is the factthaf radio can more
effectively bring additional customers to the stores than newspaper ads. As a result,
the manufacturer sells more product and also receives the bonus of better consumer
advertising. .

Radio, therefore, can solve the manufacturer's growing problem of escalated wasted
premotional dollars and also help the retailers with improved media. Both will have to
be effectively sold on this solution.

ittherefore behoaoves the radio broadcasting industry to proceed as follows to obtain
the majar share of co-op advertising dellars. '

A.  Set up fact-finding specialists to periodically check all trade journal periodicals
covering food, health, beauty aids, variety, discount and chain stores, plus
manufacturers for co-op advertising and promotional offers. As previously stated,
“Progressive Grocer” has a special listing monthly.

B. Check with advertising depariments of supermarkets, grocery co-op, drug and

' varisty chains for lists of manufacturers co-op advertising. At the same time,
notify the Ad Managers that some manufacturers do include radio in their plans. A
request to those who don't may produce favorable results. Recently, upon
chacking with nine supermarket chains in a major market, it was discovered that
none of them were aware that a national trade commission was offering 100%
co-op allowance for radio, based upon a percentage of accrued purchases. On
the other hand, Certified Grocers of California, with over 2,000 members, 15
reported to have a computerized report program for retailers on allowances and
rebates. Using compuler read-outs, Certified sends retailers notification of
pending promations in its weekly bullstin.



9. SUMMARY

C. A new source of co-op advertising information is the co-op servicing agency
which analyzes the manufacturer’s market structure and objectives and then
recommends and carries out a total program.

This type of servicing organization prepares the co-op contract, requests a
Federal Trade Commission advisory opinion regarding legality, authors and
administers the notitication program to the retailers and trade media, prepares
production materials such as radio scripte and ads, sets up the accounting
process to maintain a running balance of each retafler’s accrued allowance, and
makes the payments.

The co-op servicing agency recommends that the manufacturer divert a portion
of his promotional budgel for a per-case allowance to be accrued for performance
advertising by the rstailer.

D. Co-op advertising information can also be obtained from food brokers, jobbers,
and manufacturers’ representatives who do the selling for manufacturers in a
specific territorial area.

The radio broadcasting industry can cash in en co-op advertising by indoctrinating
manufacturers, jobbers, hrokers, and their retail outlets with the value of radio over
newspaper ads and print ads. As a matter of fact, there are retailers who have never
purchased radio spets with their own doltars and are ready to go.



CQO-OP ADVERTISING

QUESTION WORKSHEET

. What is co-op advertising”?

. When is co-op advertising successful?

. What ara the gaoals of co-op advertisiﬁg?

4. Why is co-op advertising important to radio? -~ o
. How can radio do an effective job with co-op advertising?

. Name at least three ways by which radio can get its fair share of co-op advertising.






1. INTRODUCTION

2, RADIO IS
A COMPANION

CLIENT SALES PROMOTION
PROMOTIONS THAT BUILD AUDIENCE —
THE PACKAGE TECHNIQUE

By: Dwight Case

Itmustbe obvious to you at this stage in your study of the radio industry that radio is
the only advertising medium that does not have something that you can "see”. The
supposed loss of this sense of sight creates a challenging hurdle for you to overcoms
as you do the one thing that can cause you to be dramatically successful selling radic
advertisingtime .. . that one thing is fransforming the intangible of radio into atangible
product for your potential client to feel, see, hear and be a part of.

Still another overview of radio will help here because we are going to taIk about
tangibility in the sense of promotional activity.

This requires notonly an idea, but also dynamic cooperation with your Programming
Department,

For our purposes we are not going to argue different types of formats and their
relevance to promotional effort. We are just going to assume that all radio stations
should be promotionally oriented, be their format Rock and Roll, Classical, Talk,
Country, or any other.

Your mode of operation or your format may cause you to change nomenclature, but
an activity is an activity by any name! For instance, on'a Contemporary station the
contest is a “contest”; on a Good Music station, a contest is an “audience activator”!
And so it goes.

Back now to our overview.

" Radio in the framework of tangibility is to be defined as an exciting companion . .. a
single conversationalist, informer, and fun-friend to go out with.

it is not a juke box with commercials!

A radio station has arhythm . .. atempo . . . it makes you feel good . . . or relaxes you
. orinfarms you . . . or asks you to do something with your day.

And it does cause you ta respond, even if you respond by dozing off!



3. THE CLIENT'S
FRAMEWORK

4. INVOLVING
THE CLIENT

These are the rules from which we shall progress.

On the customer side of your ledger, you will find a real desire o talk about and
parficipate in “things™ or aclivities which have some tangible substance.

For your own mind —if you were a potential customer (say a store owner) would you
rather talk about enlry blanks, window banners, fire engine rides, Santa Claus
appearances in a helicopter . . . or six 60’s a day for 5 days in really neat time?

A retailer can visualize the crowd around Santa Claus, but he cannot come to grips
with your listener who might or might not be staring at the radic when his commercial
is on. )

We-submit you gather the facts of your station togsther and rethink these facts so
that your new orientation deals only in things your customer can ireat tangiblyl

You are taking your productinto the “other man’s” arena, so if the product is just plain
radio — there is no correlation between your product and his problem.

ADVERTISER PATTERNS
Let's look at what patterns an advertiser follows in his day-to-day planning:

White Salas
End-cf-the-Month -Sales
Two-for-the-Price-of-Whatever
Win-a-Free Whatever

Today Only!

Til Nine Tonight!

The Prasident's Salel

Red Tag Days!. .. and

WIN!

You will see these “code phrases” on shopping center marquees and in newspaper
advertising. '

Retail advertisers have their methodology figured out and it works moderately well;
but, naturally, they think like retailers and we must accommodate that thinking.

First, we must know a prospect's business rhythm.

What are his key weeks? When are the heaviest payroll periods in his market area?
Are they weeKly or the first and fifteenth? When are his key selling menths or seasons?



The information on “key” timing Is imperative! A baseball promation will not litiltate a
man whose key selling months are November and December!

,(‘“‘ Here's a quick recap of where we are: All radio stations should be promoting
because all radio stations are activators.

Since radio is an intangible to the potential customer, you must translate that
intangible to a tangible. Thersfore, you must get into the customer's head and
understand his or her business rhythms.

5. INVOLVING THE You can use this "tangible” to get even more people ta become involved (or
AUDIENCE activated) by your station.

6. WHAT A PROMOTION  What constiiutes a promolion 1hét is saleable and exciting to your listener?

MUST MOTIVATE
The key efement is cross involvement!

You design an activator which causes your listener 1o go to your client's store to do
something that makes the listener so happy that he listens more.

( B : You mustcause your listener to activate Aimself; to send in aform, go to the store and
register, make a phone call: To act in relationship 1o your custemer’s need.

7. WORKING WITH Afteryou have solicited the key buying-pattern information, your next move would be
PROGRAMMING to sit down with the Program Director.

Same knowledge of psychology is ofter needed here because the Program Director
normally feels that the Sales Department has tao much power in his area anyway. So
there is a natural reticence toward acceptance af this type of program.

However, let's not forget that if the Program Director is running a “pure
programming” contest, he or she normally doesn't hasitata to say on the air, “Win the
new XXX car from Sam’s Buick Dealership on First Avenue.” However, if you seff the
idea to Sam's Buick first, then present it to the Pragram Director, it loses the
“programming purity” in his mind/ In the Program Director's head he or she is not wrong
— and keep in mind you need the Program Director’s help in getting that special
promotion together in top-flight protessional fashion.



8. THE TOOLS OF
A SALES
PROMOTION

INVOLVING
OTHER STATION
PERSONNEL

Running pell mall over the top of programming will cause the sound to be disjointed
and the impact of the promotion to be lost, as well as risking the loss of the overall
impact of the station itseli. So if you come to an impasse, we suggest you get the
Program Director to help you with a promation or two that you want 1o seli into
“eommercial time" which will definitely not be in conflict with the "on the air” or
programming “audience promotions” which he has planned.

This way you run yours and he runs his!

After a couple of good promotions have been run, you will find that the Program
Director will iose the negative attitudes and will see his way to integrating your sales
needs with his or her programming needs.

Now, we all agree on successfut promotions evelving by working together, andwe're
ready fo forge on . . . what are our tools?

1. Time ... in 10, 30 and 60-second segments. Do not try to tie program time
up with promotional ideas . . . the excitement rhythm is lost.

2. Production ability.

3. Talent — both on the air and with personal appearances — does anybody
at the station do something special?

4. Station equipment such as:
Remote gear
Cars, trucks,
Printing press, or duplicator
Merchandising person and
Special ite_ms such as records, prizes

5. Support personnel: That is, everybody who can help . . . especially if they are
eager to help. Again, does anybody possess special skills . . . is anyone
an artist, photographer? One station has a salesman who was a professional
clown. He was great at outdoor promotions . . . and inexpensive.



9. THE PLANNED
PROMOTIONAL
" CALENDAR

10. CREATIVE
IDEAS AND
THEIR EXECUTION

The real pointis o take a lotal inventory of what you already have on hand at your
station. Most radio stations have many things but have never madea an inventory list.
How about a transmitter site whers you could safely have a picnic or a frisbee contest.

A tiagpole big enough for someeone to siton fora couple of weeks or a fence big enough
for an art contest to be shown.

Lock your place over: There's more there than just turntables and folks!

Now let's take out the calendarl You need one that has all the dates of holidays and
special events. You must know school holidays, civic promotions, and local histeric
events as well as the standard days of excitement. Also, obtaining a list of the
specially-dedicated weeks helps; weeks such as National Hot Dog Week, Secretaries
Week and so on!

Although you may not tie into one or any of these events or holidays, your prometion
can crumble if your timing is off and you are at cross purposes with the world,

Now we have programming ready, we have our inventory of staff and station and aur
calendar . . . What's next?

THE PICNIC

Later on we'll give you a list of ideas and a brief note of how they work, but for now,
let's have a “picnic”.

A special picnic that only listeners to your station can attend.
1. Check your calendar {does it have the rainy day averages on it?)
2. Choose a Sunday (hopefully one that doesn't fall in the rainy season).

3. Back the date up two months. One for selling; and the second one for
promgting and contesting.

4. Find a location that can be controlfed — if not a park, then an estate, or the
top of a building, or a feotball field. The more unique, the better!



11. PRICING THE
PROMOTION

THE SPECIFIC TARGETS

5. What do you do at a picnic? Usually you eat and drink, Ckay, that means you
need: a soft drink supplier, a bread company, a condiment supplier, a hat dog
company, a potato chips company, caterers, & cake company, a donut company
and on and on . .. And yeu play games and have contests such as a frisbee
contest, a kite contest, a contest involving a sporting goods store for baseball
bats, and the like. You can have bicycle races, a Volkswagon pushing contest, a
fast-draw contest using water pistols, a pitch-hit-and-throw contest,
punt-pass-and-kick contest — you can play guessing games, orhave boatraces
if there’s water. You can have a greased-pig race or a phote contest. These are
merely a few of the potential contests involving your listeners. Can't you see the
sales potential when you bagin to involve merchanl/advertisers in participation?

Each of these games ar contests has someane wha selis the product involved
located in your marketplace. Together, they are all prime clients and perfect
prospects to tie in with your advertising schedules. The way you can sell this
involvement, in order to keep your cosisin line, is to sell one hundred comimercial
announcements, and then offer twenty additional announcements to the
suppliers in exchange for giving you the products to eat, or play with, or give as
prizes.

Since the first month you've blocked out is for selling the concept, let's talk about
selling first.

Assume that each commercial you sell will contain a short blurb, or mention, about
your picnic. You don't want more than three of these reminders in an hour or the
redundance could kill it . . . especially since programming could also be running one
announcement per hour with a game involvement, and that's four timesan hour. .. so
be careful!

In thirty days of promotion you have available 2,160 spots. There are 24 hours in
which you can sell. Segregate this amount of time into groups or packagses of time
plans. Each package provides 200 commergials for X amount of dollars . . . this would
give you 10 packages for 10 different clients..

When you've sold these packages, it isimperative that you stipulate to all clients that

' they will provide you with dispiay area for your call letters in their store windows . . . and

intheir newspaper ads, and that they will have signs in their pienic-supply sections which
have your call ietters and your promation dates.

We suggest that you sell these promotion packages at your most expensive rate,

" plus 10% for creative and execution costs. However, package the cost as wellin one

big, comprehensive price, say $3,000 for the package and not 10 bucks a shot.

Prepare your printed material, your pitch, to show exclusivity to only 10 clients.



12. THE SPECIFIC
PERIPHERAL
TARGETS

13. PRIZING YOUR
PROMOTION

“

This can appeal to buyers who like to be one of a few and some prospecls will even
buy three packages, just to cut down the number of different sponsors involved.

Set yourself a weekly quota, a target, and start to make your calls.

If you've established the right date for your picnic, your timing will dovetail perfectly
with the selling cycle to key days of all the potentiat clients for picnic-oriented products.

Make sure you show the cancept fo everyone you call upon, even if they are not
picnic-oriented. '

Through the use of this technigue vou will impress all your clients with your “tangible”
approach. As a result, they will be far more receptive when you return specifically to
thar with a Hallowsen idea or a Christmas promotion, or whatever.

What we are trying to impress upon you is the thought that yeu mightrot know what
your potential customer might buy.

Only your potential customner knows!

If you don't offer everything to him, then you could be cutling your odds for possible
sale; since your prospect is put into the position of making a decision in the future, or
present, while dealing from a base of insufficient knowledge.

Please don'tget hoisted on the petard of logic. Very few sales for anything are made
strictly on logic! '

If the promotianal concept catches his fancy, even the Christmas tree man might
buy your picnic package! :

Although such an example may seem silly, think how many men with families of five
own two-door fastback sporty-logking cars. A station wagon would be logical! But . . .
still . . . logical purchasing decisions are never a hard and fast rule.

So, offer your tangible everywhere!

To carry this project forward, lat's look at the handling of your picnic by the
Programming Department.

Each hour programming can play an on-air game, the prizes to which are tickets to
your picnic. The questions asked could be, . . .Guess the name of the disc jockey up
next? Or, how many hot dogs are the most ever eaten? . . . What was the most unique
picnic ever given? The winners could win a tickst to yaur picnic and a chance at the
grand prize . . .which can be anything. .. a Datsun pickup in which to go to the pienic or
your own picnic in Peking . . . and so on!



14. RECAPULATION

15. OTHER
PRCMOTION IDEAS

The point of introducing a grand prize is that some of the listeners may not like fun
and good food, although they probably are a little greedy and will play, and listen, and
register at your client’s place of business, if they can win a prize too!

Ifthe production andthe commercials are excellent then you will have a contest they
all want to enter and/or listen to.

As a result, you'll have active listeners and happy clients!

Now, lat's look at where we've been;

We accept the premise that our programming is superior,
We accept the premise that our audience, properly motivated, wilf act and react!

We accept the premise that our clients, properly motivated, can be involved in an
idea as the way to go from intangible to tangible product!

We accept the premise that the cooperation with client and station derives néw
revenue, new listeners and new relationships!

We accept the premise that we must be broadcasters as well as showmen!

We prove to our advertisers that we are an active, tactile, selling, fun medium. And
we do not disturb our sound; we justenhance it by asking the listeners and the clients to
jein in. : :

That's the work concept . . . now how about some promotien ideas in addition to a
picnic.

A. HALLOWEEN
Eatlier an, we mentioned Halloween, so lef's talk about it . . .

“Hobgoblin Houseparty" could be a perfect Halloween promotion. The client
list would include soft drinks, potato chips or peanuts, hot dogs, hat deg buns, and
condiments if you so desire.

The way it works is — you sell the package to a soft drink client, a hot dog
client, a potato chip client. They provide product for you to give ta families who will
have a “Hobgoblin Houseparty” in their home for ten children or more. You run
announcements on the air asking the housewife-listeners to sendin a card listing
the ten narnes of the kids who are coming io the party, and toinclude the names of
the clients you've been advertising on the card. Then, on the day befere
Halloween, you have four trucks back up in a parking lot at the nearest shopping

. center and deliver into the hands of the winners (who will have letters of credit
from your radio station} enough product to supply the litlle hebgoblins. This
promotion incorporates alt kinds of public service alfributes, because you're
keeping children off the stresets . . . and providing under-privileged families with



products, so they can have a good time at their party. You might even consider
calling up the Apple Bureau o provide apples to give away for bobbing, and so
forth.

THE FORTUNE COOKIE

The Fortune Cockie campaign promotion is one utilizable for department store
clients, automobile dealers, and variety stores. in fact, almost anyone except
grocery stores . ..

Here's how it could work. You buy 10,000 fortune cookies. They are very
inexpensive, even with your own message or fortune in them . . . then you
provide the cookies to the store or dealership to whom you've sold your creative
package. One cut of every hundred fortune cookies has a special message in it
that says: “You have just won the prize,” whatever the prize happens to be. Atthe
same time you broadcast on-the-air advertising that “If you go o this store and
pick up your fortune coakie, you could be a winner.” This message is ideally tied
inwith Chinese-sounding music and can be timed to hit during the Chinese New
Year holidays. With the right kind of little fortune written on the inside of the
cookies, all promoting your station, you can get 10-20,000 promotion
annauncements into the hands of potential listeners.

Yourshaould, however, be aware that promotional activities, such as the fortune
cookia campaign, could possibly be classed as lotteries if they are tied in with a
requirement for purchase. Therefore, your announcements should specifically
mention the fact that no purchase is necessary by your listeners in order fo
raceive the fortune cookie at the store or dealership to whom you've sold the
package. '

LITTLE LEAGUE

Little League teams are another area of potential promotion which could be
good for any client. This area is especially excellent for automobile dealers,
motorcycle shops, and other primarily male-oriented retailers. You put tegether
your creative package ta run announcements on the air which say you want
people 1o go to the “Motorcycle Shop™ to register to provide sponsorship for
another Little League team! You put your package together so that the
sponsorship costs for the Little League team are included in the cost of the
advertising purchase . . . and you run promotional announcements on the alr
asking people to go in and sign up. And as soon as the dealer has 100 signatures,
he provides Little League team sponsarship.

This promotioh has an obvious community involvement aura, and is ideally
suited to deal in the emotions of men purchasers in order to sell to men.
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ODD-BALL OLYMPICS

Odd-Ball Olympics. . . this promation is an ideal sale ta shopping centers, large
department stores and automobile dealerships with huge used car lots, First, buy
a Guinness Book of World Records. After you have thal in hand, you sell your
package, for a substantial amount of money, to someone located in a large
open-air ground area so that aclivities can take place around the client's building.
Just a quick note to remember the insurance coverage necessary. Then you go
on the air and advettise thal on such and such a weekend, the Odd-Ball Olympics
will be held in the front of such-and-such a department store or in the heart of such
and such a shopping center. The events inthe Odd-Ball Olympics can be located
in the Guinness Book of World Records and the listeners can choose the record
that they would like to try to break. Obviously the station should provide some
records which could be a Iot of fun, like teeter-tottering, kissing longest, jumping
over, holding a dog higher than, etcetera. . . butyou should also allow listeners to
sign up for records that they would like to break. They must go o the store to
register, which gives the store a great deal of pre-event trafiic. Then you collate all
the information that you have gathered and set up the event. There will obviously
be a great many events which will be duglicated, so you form competition
between people by having seven or eightieeter-totters going atthe same time. It
can be excifing and fun. You need banners and maybe a high school band
marching around to add to the excitement. What you provide is the on-the-air
exposure for your client, pre-registration traffic and then the event of the day,
which will draw spectators as well as those whe have entered. This prometion will
probably give you excellent press coverage in peripheral media.

THE STUDENT PROMOTION

Student of the Year promotion . . . this promotion is good for book stores,

‘department stores, pants stores or record stores. In fact, any place where

students have a tendency to spend great amaunts of money. Here are the
logistics. Beginning in May, you start advertising the fact that you are geing to
be giving scholarships and trophies to the Students of the Year from each high
schocl and college in.your area.

In orderto be able to win the scholarships and trophies, the students mustgo to
the sponsor's store any time through May and register. The day scheol is out, or
when repart cards come in, they file their report cards, for ultimate abservation by a
group of judges you have chosen fram the school system. The judges can be
chosen from the Board of Directors af the school, a couple of principals, an art
teacher, and so on. ’

After you have chosen the Students of the Year, predicated on the transcripts
and recommendations from teachers that tha students will have provided, you
rent an auditorium {one in a schoo! would be best) and have the grand award
graduation for your entire city. This promotion provides your client on-the-air
promotional announcements, on-the-air commercial announcements,
pre-registratian banners for his store-and an active participation with students
who do well in school.
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THE FAMILY TREE

The Family Tree promotion . . . this promotion is ideal for small shops,
depariment stores, and any general-merchandise store, but preferably one
where the mother is the shopper. The on-the-air promotional announcements, as
well as the commercial announcements sponsered by the stores or shopping
centers, ask people to bring in their family tree. On one day you may be
announcing thatyou're looking for those family trees that go back the furthest in
England, or Ireland, or ltaly or some other cauntry in Europe.

You seta series of different goals, all dealing with the family free, each day for a
period of thirty days. Atthe end of thirty days, you award prizes for the family that
has the tree that goes furthest back, a special trophy for the first family that
came over on the Mayflewer. You present special prizes for exiraordinary facts
that people know about their families, facts which could be exciting and which
you've discovered after you've had a chance to look at the family trees. Best of
all, and the grand prize, you have a drawing presenting a trip 1o the place where
the oldest person on the winning family tree was born. The commercial logistics
pravide your client on-thé-air promotion. They provide him hard-selling
commercial time, pre-registration consumer exposure; and the off-air promotions
allow for window displays of family trees tied fogether with a commaercial nursery
as well as all kinds of peripheral advertisers who would not normally be found ina
department store or in a general-merchandise store.

THE MYSTERY CAR

The Mystery Car promoticn . . . is designed for automobile dealers. A special
automobile is covered with canvas or with paper mache or some material which
will break up the cbvious outline of the automabile. It is driven around town and
parked in front of various locations during the month preceding the grand opening
and showing of a new car line. The car has a very pretty driver who carries entry
bianks with her so that whan she stops in front of a drive-in movie or a drive-in
restaurant, or in front of cthar stores in town, she can distribute entry blanks on
which entrants can write their nama, address, and their guess of the make of
automobile, when it's going to be shown, and how much they think it costs. The
car will obviously be either a Chrysier (if you sold the package to a Chrysler
dealer) or a Buick (if you sold it to a Buick dealer), but the name of the car . . . the
model of the car . . . or the model number, its exact price including the installed
equipment. . . is what keeps the paople fram knowing the exact answer and puts
them in a state of constantly guessing, knowing if they are correct, they have a
chance to win the car. On the date of the new car showing, they have one more
day to come out and look at the new car and take one more guess. Then on the
second day or the weekend following the grand opening for the new automobile,
you release the information on who guessed the price exactly . . . its weight, its
color, its name, and so forth. This provides your automobile dealer with exposure
around-town for his dealerships, since you're using the name “Joe Schiump
Chrysier Dealer”. It provides outside axposure as well as promotional spots and
hard selling commercial spots . . . all tiad to the consumer excitement of having
the chance of winning & $4 - 5,000 item. '



H. THE SURF N’ SAND PROMOTION

This promotion is ideal for condominium salesmen, apartment rental people
and home sales. You sell a schedule of annauncements, on the air, fo entice
people to go out and look at a new home development, condominium, or
apartment. While they are there locking at the home, condominium, or apartment,
they fill out an entry blank. The entry blark is put in & huge barrel, and at the
beginning of summer, aname is drawn every day to select a winner of 2 weekend
at a beach houss at some spectacular location. The station rents the beach
house by the year and presents it to a ditferent couple every weekend. This -
prorotian provides a client with on-the-air promotion . . . it gives in-house
consumer traffica . . . and results in the station having fitty-two very happy people
for a minimum amount of rental since, in most resort areas, If you rent by the year,
your all-year-round cost of rental is reaily quite low.

. PROMOTION TITLES

Now that you have the idea, here are some titles of promotions. You can figure
out what you'd do with them if you had a radio station and a potential client down
the street:

The Perfect Honeymoon
Mother's Day

Football Scoreboards
Soccer Scoreboards
Tennis Scoreboards
Midnight Sale

Vacation Plan

Home Show

Car Show

Golf Tournament _
Swimming Pool Tournament
Stars and Celebrities
Juke Box Show

The Sock Hop

The House Tax Game
Sleigh Rides

Four Leaf Clover
Diamond Mine

Magic Carpet

April Fool

The Great Escape
Truck A Luck

Qrange Tag Days
Easter in New Orleans
Magic Bus

Scrabble

Backgammon

These are only a few of the many starting points for client and audience
involvement promations. if you add some imagination and sprinkie in a measure
of enthusiasm, you will be able fo relate immediately to radio being a tangible and
exciting marketing medium.
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CLIENT SALES PROMOTIONS
{THE PACKAGE TECHNIQUE)

QUESTION WORKSHEET

10.

. What does selling promotiona! ideas da for your sales preseniation?
. What is an "audience activator”?

. Describe “key days” of the retailer,

What are announcement lengths for television and radio?

How much should you charge for a “promotional package"?

. Who are the potential customers to whom you should attempt to sell a promotional

package?

. How much should you change the basic sound of your stationin order to make any

promotion an extraordinary success?

. Little League team promotions are ideal for what kind of client?

Whal is the ane thing radio does not provide that all other mediums do?

How does the Magic Bus promotion work? "
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1. INTRODUCTION

COMPETITIVE MEDIA
By: Dwight Case

It is important when selling radio that you have a good comprehensicn of what the
representatives of “other" media are likely to be saying to your prospect.

It is also important for you 1o understand what your client's involvement in other
media entails if, in fact, your client is involved in oiher media.

A. MEDIA YOUR CLIENT MAY BE USING
ANALYSIS

Is he a newspaper advertiser? If so, what days do his ads run? How large are
lhey, and what is his selling appreach to the newspaper reader?

If billboards {also called “outdoor™), how many boards does he use, and what
sizes are they? What time of the year are they displayed and fiow does he uss
them?

It he advertises by direct mail, where geographically does he send his mailing
pieces, and to whom? How many pieces does he send and what does ha say? If
printed circulars —how are they distributed, how many ara distributed, and what
times of the year are they used?

if televisicn — an what stations does he advertisa? What is the commercial
length and how often do they run? What times of the day do they run and what
are they selling? You should also find out if his TV commercial schedules are
lerng term, meaning 13 to 52 weeks or short term, such as one day, or one
week, or only on weekends. ’

If transit advertising — using posters on bus or truck sides, or inside ads,
how many buses or trucks carry his ads? Where do they go? To the ceniral
city, the suburhs, or both? Which boards did the client select . . . the back, the
sides, the front, the top, or inside the public transpoit, efc.?

i skywrlting — what slogan did he use? What area was flown over? And what
day ar days did he choose to use?



2. PRICING OF
COMPETITIVE
ADVERTISING MEDIA

if he's used other radio — other than your station, you should gather the same
type of information as that needed to analyze television, bearing in mind that
radio, being a more fightly-targeted medium, relative to possible impressions
on asefected audience, is more of a 'rifle shot” than television, since many
different age groups and types of people listen to different radio stations. For
example, young people might tune to Contemporary music, while
middle-aged people might prefer Middie of the Road music, and older
listeners might favor News and Talk radio. It is imperative that you
understand all your competitors, radio as well as other media, and since all of
the information you should have is freely available to you merely by looking
and/or listening, you can gain a great knowledge of your potential client and
how he sees himself before you ever see him.

With these "charted” observations and analyses, and your knowledge of your
own station, you can build a far more intelligent presentation than your
competition.

Allmedia have a price listfor their products. This price listis called a “rate card”. The
rate card gives all the prices, the discounts and rules for buying. Each company hasits
own rate card designed to use its inventory to best advantage. Inventory, in this sense,
can be defined as space, or time, or numbers of billbeards, and so forth. |

A. NEWSPAPERS

1. PRICING

Here is how newspapers are sold by their salesmen and bought by clients. The
average newspaper page is broken down by the publisher into increments. Each
page is 8-columns wide and 21-inches high. Therefore, newspaper advertising
space rate cards are priced by the column inch. A “ane columnfone” ad is
onhe-inch high and one-column wide,

A “one column/5” is 5-inches high and one column wide.

A “two-column/10” is 10-inches high and twe columns wide, andsoon .. .in
any multiple.

Youcan also buy 1/3 of apage, 1/4 of a page, a half page, afull page, orevena
“double truck” . . . which means two pages facing each other, providing an ad
18-columns wide and the whole 21-inches high.

Newspaper space rates are usually determined by multiples of an inch. Rates
are set by the inch such as a one column/one ad, or by the fine which means one
fine of print across one column.



Forinslance, il $1.40 were the rate perinch, a “full column” on one page would
cost $29.40. This cost is arrived at by multiplying 21 inches times $1.40.

$28.00 would be the cost of a two column/ten ad. Just multiply 10-inches by two
by $1.40. The same $28.00 could buy a four column/5-inch ad; just multiply
§-inches by 4 by $1.40. Once you know the rate per inch, you can easily
delarmine the rate card cost of any newspaper ad.

It rﬁight help you to get out your ruler and look at your paper to figure cut some
ad sizes — then it's simple (onee—you learn the rate) to determine their cost.

if the rate is not predicated by the inch, but by the “line”, then remember there
are normally 14-lines perinch. So, if the per line cost were 10-cents, each "inch”
would be $1.40. From there, multiplication is easy.

Some newspapers have a "by the inch” rate and some have a “line” rate.
Depending upon your town, ong or the other rate is the one used.

2. CIRCULATION

Newspaper rates are generally established by the size of the paper's
cireulation. A comparative example would be a newspaper which delivers and
sells 100,000 copies of the paper per day. The space rate to advertisers would be
higher than another paper that delivers and sells enly 50,000 copies perday. The
greater the circulation, the higher tha ad space rate. -

3. AUDIT BUREAU OF CIRCULATION

To better understand the newspaper stary, try to get the Audit Bureau of
Circulation, or "ABGC" listing, for your town. You will then see that the greatest
weakness in a newspaper's rates is in the low circulation of that newspaper.

When you peruse the figures, you will find that from 40 {0 75% of the families in
your town do not receive a newspaper . . . 40-75%.

Forinstance: Nev&spaper coverage of the ABC (Audit Bureau of Circulation) in
the city zone and retail trading zone of Chicago, shows that the “Chicago
Tribune” only reaches 27.0% of the households, the “Chicago Sun Times”
reaches 22.8%, “Today” reaches 18.2%, the "News” reaches 16.8%, and the
combined unduplicated newspaper coverage reaches a total of 56.6% of the
households.

In San Francisco, the Audit Bureau of Circulation figures show that the “San
Francigco Chronicle” only reaches 22.4% of the households, the “San Francisco
Examiner” reaches only 10.4%, and the combined unduplicated coverage is only
25.8%. _



in Los Angeles, the “Los Angeles Times” reaches only 30.5% of the
households, tha “Los Angeles Herald-Examiner” reaches 15.1% and the
combined unduplicated Los Angeles newspaper coverage is only 37.5% . ..

And this doesn't take into consideration the almest total inability of the typical
subscriber/buyer toread the tremendous quantity of ads and editorial copy that is
avalilable in one given day.

We recommend you seek Starch reports, Simmons reports, and newspaper
readership studies to see how little time pecple who do subscribe spend with their
newspaper! It is under nine minutes a day! Try reading every ad while timing 1t
yourself. Did it take a couple of hours? Three?

Let's not even address ourselves to the impossibility of reading aff the ads:
Let's go back to the Audit Bureau of Circulation.

How low is the newspaper circulation in your town?

Now, why do the newspapers do so well with advertising?

4. TRAINING THE CLIENT

They have put much time and effort into the education and training of their
customers and potential customers. Benjamin Franklin, a super salesman,
started it and almost all businessmen have heen taught that newspapers are the
best way to communicate. They learned this either in school or from the
newspaper salesmen in their town. o

The lesson to be learned is that you must take the time, like the newspaper

folks, to train your customers one by one! You must, because your clienis already

believe they can lay out a newspaper ad! But they are insecure about other
media! You must write and send (or deliver to them)} copy and commercials so
they may see and hear these commercials to ultimately learn how your medium
functions.

It would be a good estimate to say that 65% of radio sales are lost at this leve!
because radio people forget to say (as part of their training), "Our Production
Department will lay out your commercial and 'l return it for yeur correction and
proofing hefore we air it!”

A client's lack of knowledge of radio procedures causes him to be frightened... .
for if he buys radio . . . then what he fears Is, what will he have to do next?

This could be as absurd a problem as the feeling that he must type his own
commercial!

Anewspaper will lay out speculative ads . . . and send thembackto the clientto
proof . .. then teach him how to use rubber cement and even give him a book of
product pictures 1o cut out and paste in his own ad. Take a tip from newspapers
. . . help the client!



TELEVISION
Television is set up for sale very similarly to radio.
1. STRUCTURE OF TELEVISION SALES

in television, you can sell “programs”. Programs come in 5, 15, 30, 60, and
90-minute periods of duration. A 30-minute program is structured inthis manner,
an apening announcement, twa 80-second annguncements inside the program;
and a closing announcemant. For example, lhe opening reads, "The following
program is brought 1o you by the Acme Widget Company™. This is followed by
program content for ten minutes. Then comes a commercial, or 60-seconds of
commercial time selling Acme Widgets. Then program content for another ten
minutes, followed by another commercial which is another 60-seconds of Acme
Widget sales message. Then program content for ten minutes followed by the
closing message reading, “The preceding program was brought to you by the
Acme Widget Company”.

The openings and clesings are called opening and closing “billboards”, or
“intros”-and "outros”. The important element of television program sales is that
the “program concept” is the key item sold to a potential television advertiser.

On television, there are also 60-second announcements, 30, 20, and
10-second announcements.

Announcements (or commercials) are sold to run “in” a show or “next to™ a
show with good popularity. The more popular the show . . . the higher the
commercial announcement costl

A commercial next to “All in the Family” is much rmore expensive than one
following Johnny Carson at 12-midnight or 1:00 in the morning!

And, in television, you often must buy some Johnny Carson anncuncements in
order to “qualify” for a commercial next to (or adjacent to) “All in the Family."

2. TELEVISION RATINGS

The television world also deals in “ratings” wherein television stations or
networks estimate that they have a given number of viewers watching a given
show. And, if there are many viewers, an advertiser pays more for a commercial
announcement . . . this is called “cost per thousand”, or "CPM”, meaning an
advertiser pays so much for each thousand estimated viewers. f you, as an
advertiser, paid $100 for an announcement that had 100,000 estimated
viewers, your CPM would be one dollar {one dollar for each 1,000 viewers).
This leads to the conclusion that you could buy ten announcements in a week's
time .. . and because the number of viewers varies, each announcement would
have a ditferent cost and a different CPM. That's exactly how it works.

Television doeswell because, once again, like the newspapers, television has
done a superior job in “educating the customer” about the television product.

As you become more educated in the radio industry, it is imperative that you
train your clients in the proper use of your medium so that radio growth can
continue to accelerate.



The sales people at the beginning expansion of television as an advertising
medium, taught the potential user how ltelevision worked.

They taught the understanding of panning, zooming, dollying . . . the meaning
of phrases such as “on location”, “VTR", and “producer”. They pushed the sex
appeal of television and they even taught understanding of high commercial
announcement prices. As a radio person, you should get a television rating book
for your town and do a bit of research to see who's doing what in the television
viewing department.

3. WHO WATCHES TELEVISION

You'll find that a lot of older paople watch a great deal of television. You'll also
find that people who do the bulk of television watching are a small percentage of
the tota!l population.

A Simmons data survey story shows that 40% of Americans do 67% of the total
television viewing, and they are mostly over 50 years of age.

This leaves 37% of the viewing to be accomplished by the remaining 60% of the
people.

If that small a number of people is concenirating on television, how about the
number of radie listeners! How many people listen 1o the radia? Laok at your
rating “book"! Look atail stations.. . . look atthat age spread of radio listenership
and look at the length of time spent listening to the radio by radio listeners. ltisa
superior story!

BILLBOARDS

Billbcards, also referred to as “outdoor”, come in & variety of shapes, sizes and
impact levels.

There are 24-sheet poster panels which are normal size billboards, there are
32-sheet poster panels which are larger than normal, there are painted boards,
jumbo display boards, and lighted and unlighted boards.

The 24-sheet board is the standard billboard. The 32-sheet boardislarger. The
painted board is a large billboard that is hand-painted and then put up, and the
jumbo is a big one! There are moving boards, tri-vision boards, and boards with
cutouts! There are alsa mini boards which are the midget versions of billboards.

1. HOW BILLEOARDS ARE SOLD

Outdoor is sold in percentages of coverage of your town. This means a "“100",
equivalent to 100% showing, can be computed by the number of boards
in various locations in your city designed to be viewed by 100% of the auto-
mobile population in a 30-day period.



A 200" showing would cover the same 100%, but twice! A 50% is designed
o be viewed by half the cars.

This exposure prediction is predicated on the number of cars passing the
billboard poster locations when compared with the car population in your town.

if there are 100 cars in youriown and 50 cars pass one board . . . while 50
pass another board, the resultis a “100" showing wilh just 2 boards. The rate
card ferthe outdoor posting is designed to show the cost for he percentage ot
showing . . . it also encompasses a discount for the length of the “showing”.
For example, a 10% discount from card rate for 3-months, or a 20% discount
for 12-months, and se on!

The rate card will also list charges for the creative work, called production.

Production costs are the charges for an artist to put together your picture
and your billboards.

There are also charges for moving the boards frem oné location to another.

An puldoor salesman can sell the showing percentage . . . orjustone board
at ona spot . . . ar just one board that “rotates” (or travels) from one spot to
another. . . orany kind of combination which the customer feels will benefit his
business!

Bear in mind that a board is only seen on the average for 7 to 12 seconds.
Therefore, it must have one great “one line” sales pitch!

CIRCULARS

A circular is a printed piece distributed hy direct hand-delivery or by mail, or
“folded into a newspaper as & sort of tablaid,

1. WHO USES CIRCULARS

Most stores send circulars to areas within a 5-mile radius of the store. If your
potential client uses circulars, ask him ar her for his store’s studles on the
actual readership of the circulars used.

Kroger Stores have recorded as little as 50% readsrship on even one circuiarin
an entire week, and thatis any circular, notjust your patential client’s which may be
one of a dozZen received by a household in any given week.

2. THE PRICING OF CIRCULARS
The rate card for circulars gives the cost of printing and the cost of distribution . .

and, in some cases, the costof making up the circufar including the ereation of &ll
the art work.



Considering the previously mentioned ABC studies, if a circular user folds his
plece into a newspaperin the form of an insert1abloid, keep in mind the numiber of
customers he misses wilh thal same low newspaper circulation.

Radio, therafore, becomes critical io his success.

DIRECT MAIL .

Direct mall is supposed to be the "rifla” of the advertising business.

1. WHO CAN RECEIVE DIRECT MAIL

A direct mail user can mail to; Cnly doctors, or only dentists, or only auto dealers, or
only Methodists, oronly schoolieachers. He can mail to just one zip code, orto certain
specific economic groups.

Ideally, direct mail sounds great. Just lay out a letter, pay for printing, pay for the
mailing list, pay for the postage and then the “ideal” shatters, because the normal
expectation is approximately a 2% return!

2. THE PRICING OF DIRECT MAIL

A rate card for direct mail is made up by adding the value of the mailing listto the size
of the mailing. For instance, it might cost 3 cents a name for an area mailing, that is
evaeryone in a given zip code area.

However costs could go as high as 25 to 50 cents per name for membaers of the
American Dental Association.

The more pieces you mail, the lower the “per name"” cost.

If the mailing house gets the printing job, the stuffing-of-envelopes job, and the
posting job, the total bulk rate 1o the client could be very much lower than the original
3-cents per name.

3. HOW RADIO PEQPLE CAN USE DIRECT MAIL

Directmail, like all advertising, has one great asset to you in the radio business. . . it
can give you great leads on potential customers. Therafore, whan you get a piece of
directorjunk mail. . . don't throw it away! Read it . . . and then cali on the man who sent it
out! He's a great potential. He’s an advertiser and should be your newest radio client.



TRANSIT ADVERTISING
1. WHAT IS TRANSIT

Transit advertising is another of your competitors. Transit is normally thought of
as bus advertising. However, there are also trucks and trains who have very
comprehensive plans.

a. BUS TRANSIT

First, let's look at the bus transit ads. On the front, there are headlight signs;
onthe back, there are taillight signs; on the padestrian side (which is the right
side), there is a "queen size"” board; on the left, or traffic, side, there is a “king
size” board; and inside, there are small signs called “inside advertising.”

The traffic side, or king size board is usually the most expensive, Aftar that,
- the cost decreases. The gueen size is less expensive, then the taillight, then
the headlight, then the inside.

The more signs you buy, the lower the unit-cost. . . and the more months you
buy, the lower the over-all cost.

b. HOW TRANSIT IS SOLD

Transitis like outdoor in that you can buy 100% showings, either altover the
city or in special areas. :

Forinstance, a transit advertiser can buy areas, ar even just one bus. This
approach is designed to let him aim at the specific geographic areas he may
want to reach.

The “inside™ transit advertising is good for "take-ones”, which, spelled out,
is a pad of coupons stuck fo the sign with the sign saying “TAKE ONE" for
special discounts or for use as contast coupons.

In transit advertising, there is a cost per thousand (GPM) and this is
ascertained by a special survey which counts the number of people whe look
at atransit sign with “both” eyes. The survey calculates how many did this. The
iransit advertising salesman can then divide this figure by the rate card cost
and give you an estimated CPM.



G. SKYWRITING

Skywriting is sold by the length of time the plane is in the air. Howéver, the
rates for skywriting go up atspecial times, like Super Bowl Day, or the 4th of July
at the beach, Still, a buyer of skywriting pays for the flying time to spell out his
message.

3. SUMMARY In summary, the weak points of media competitive to radio are as follows:

Newspapers have low circulation and penstration. Billboards provide only seven
seconds of selling time. In talevision, a low parcentage of viewers actually see the
highest percentage of television. Circulars are tiad ta a limited area at a high costwith a
commensurate low readership. Direct mail, which although it can provide leads foryou,
only sells to 2% of its potential. Transit is really only travelling billboards with the
same shortcomings as outdoor.

The answer is, of course, for your potential client fo use radio.

10



COMPETITIVE MEDIA
QUESTION WORKSHEET

10.

11

. What is the information generally printed on rate cards?
How large is a newspaper page . . . in newspaper parlance?

. What is a double truck?

Whét is the newspaper ABC?

What does CPM mean? And what is the definition?

. How big is the standard (normal) billboard (in billboard terms!)?
. How long does the average person view a bilthoard?

. When circulars are mailed, what is the normal distance from the store sendingthem

that forms the parameter?

. Name the signs on and in buses.

Name the single greatest weakness of TV.






1. DEFINITION

2. SALES PROMOTION
ON AN
ADVERTISING
THEME

IDENTITY DEVICES

ADVERTISING AND SALES PROMOTION
By: Art Mandelbaum

One of the key elaments of any radio time sale is predisposing the potential buyer in
order for his or her attitude to be favorable toward you, the salespersan, and the airyou
wish 1o sell. This gelling-the-buyer-to-feel-good attitude is one of the primary functions
of sales promotion. Effective sales promotion encourages an impressed, positive
feeling in the mind of the buyer in order fo pave the way for the salesperson to present
to an enthused client rather than cne who is either neutral or negative about the pitch he
or she is about to hear. :

Every fiscal area a radio station touches upon which deals with the world outside the
radio station should be geared to promote sales. Sales are, after all, the financial lifeline
by which a commercial radic station survives and succeeds or falters.

There have, however, been certain areas which have been designated as “on-air'or
“sales” promotion areas because of their direct and obvious impact on listeners or

- potential buyers. These areas, although usually integrated in a total on-air or sales

approach, can be isolated in orderto continue honing and refining all areas of approach
to a particular listener or sales problem.

One use of sales-promotion tools involves tieing into any ongoing station advertising
theme. If an ad campaign is themed on, for example, a car (or if your station broadcasts
auto racing) then asales-promotion device which would continue to bring the image of
the station repeated exposure in the mind and office of a buyer or potential buyer of
your air would be atoy modelofacar . .. ara poster showing some sort of unusual car
... or an automobile horn . . . or a mock-up of atire . . . anything having to do with the
lotal image which your station wishes to convey; with the logo, or identifying symbol of
your station, imprinted on the leave-behind gimmick to act as a reminder of your station.

Such a device not only serves to provide a conversationa! opening when you first
approach the potential buyer . . . its use as a leave-behind toy for the buyer’s desk or
wal! will act as a continual reminder of your station's existence. The more clever the
leave-behind, and the more closely related it is to the over-all station image, including
farmat, demographics, or other factors unique to the station . . . the more strongly will
your station’s importance be re-emphasized. The key points to consider in the creation
and distribution of any leave-behind devices are the pertinence to your station, and the
quality of the item itself. It shouldn’t tear or break easily, and it shouldn't be a derivative
of something another station may be doing. Becauseifitis, you're merely showing how
your station can duplicate some other station — thereby negating the unique factors
which make your station the bast buy. Yourdevice in such a case will probably get short
shrift from & display standpoint. If your gadget or poster is much like someone else’s

- gadget or poster, it will probably ba stuck away in a drawer or thrown into a

wastebasket.
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3. SPONSOR-INVOLVED
ON-AIR SALES
PROMOTIONS

4. SALES-PROMOTION
FUNCTIONS
INVOLVING GROUPS

5. INTERNAL

SALES
PROMOTION

Always keep in mind, however, that a"sales-promotion device does not usually
consummate a sale. It merely acts as a device for you to use in opening the door in
order to make the sale. That's why it has to tie-in so completely with the sales siory you
wish to convey that it can be used as anintegrated vehicle in your piteh. Butit can't act
as your pitch.

Other sales-promoticn devices which may enchance your making a sale deal with
the use of your device (a sweatshirt perhaps) to heip sell the client’s goods. If you're
running anon-air promotion which gives away sweatshirts, why not print your station’s
call letters on one side of the sweatshirt and the client's sales message on the other
side. That way, vou will have accomnplished two goais: The first is seiling the client
the radio time in which to run the promaotion — thereby removing the promation from the
status of a station-only promotion (and saving the money which such a promotion
might cast your station by including it in the cost of the air-sale). The second goal
accomplished is obtaining station calf fetter exposure before the general public, on one
side of the sweatshirt, while providing sales-prometion exposure for your client as well,
on the other side of the sweatshirt. '

On many oceasions a sales promotion will dzal with many buyers at one location, as
oppesed to one buyer at a time. This Is usually a party or some other function which
brings tagether many potential buyers of your air time under one roof, to partake of your
hospitality and be exposed to your sales message en masse. Very few sales are ever
closed at such parties, but quite a few potential sales are opened. . . 1o be followed up
at a later date by the sales staff of the station. The concept of follew-up is, by the way,
the key to the proper-utilization of sales promotion. Since many sales rely upon the
good feeling a client may have about you, or your station’s image as relayed through
you, the powerful use of strong sales-promotion devices, which predispose the buyer
ta remember you in a favorable manner, must be followed up so that the geod feeling is

"net forgotten. It would be ludicrous and wasteful to spend the time and money to

favorably impress a potential client . . .. and then to allow that single impression to fade
because of the lack of direct follow-up contact. . . on a scheduled and repeated basis.

Up to now we've merely touchead upon on-air and sales promotion as applied
externally. One facet of sales promotion which is often overlooked is that which can be
applied internally. Although this is usually accomplished in the form of incentive
paymants or commission bonuses to a sales staff, there is always the possibility of
providing prizes for a staff's achievements in areas which may be overlooked or
considered of secondary importance. Contests could be run internally which would
give salespeople prizes to be taken home — thereby integrating the entire family of the
salesperson in the promotion.



8. ADVERTISING
GEARED TO
SOLICITING
LISTENERS

The other media available to you are newspapers, magazines, outdoor (billbocards
and bus-sides or truck-sides), television and direct mail, to name the most commonly
used. Your use of any or all of these media should be based upon the same crileria for
usage which any of your clients might have. What are you trying to sell? Who are you
trying to reach? What are the total goals of your advertising? How much do you wantta
spend? In addition, you have one other decision to make. Is your advertising to be
geared toward garnering new listeners for your radio station; or is it being runin orderto
solicit sales from potential advertisers?

Whatever your answer is to the last question, you must still keep in mind that the.
advertising is, in the final analysis, to be used as a tool to promote sales, either by
enticing new listeners and acghieving better ratings, or by appealing directly to
adveriisers for their business. Let's loak at how each of the two alternatives can shape
your advertising policy and philosophy.

-

Since your radio station’s productis that which comes from the radio’s speaker, any
advertising which would be devised to bring more people to their radios, searching for -
your station, must concern itself with what they are going to hear once they find it. This
advertising must arouse a curiosity onthe part of the potential listener to getin on your
format. Keep in mind that, although your air is free for a listener to tune to, it is also in
competition with a great deal of other free air— all the campetitive radio stations with a
signal strength powerful enough to reach the same listener.

So, assuming you have a format which you believe will appeal to a specific group of
listeners who may not, at this time, be listening to your station; you must attempt to
reach them through your use of advertising, and inform them of the availability of your
station to satisfy their listening needs. The most that advertising can dois bring them to
your station . . .onige. If they like what they hear, they'll probably stay. If not, you will
have lost them for a much longer period than if they hadn’t heard of you at all. After all,
they will have sampled the product which your advertising will have told them is
available to fill their needs or desires; they will have not found it to 1heir liking and they
will tend to discount any furiher advertising which would be geared to motivate themto
become listeners again.

Therafore, the key to advertising for new listeners is making sure that what they get

“when they finally tune to your station is exactly what your advertising promised them

they would get. In this sense, programming and advertising must continually be wed
into an integrated cohesive entity. If your programming deesn’t follow through on your

-advertising promise, you've wasted the adve_rtising .. . and lost a petential listener

besides.
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9. THE CHOICE
OF MEDIA

10. THE KEY TO
ADVERTISING AND
" SALES PROMOTION
SUCCESS

11. THE PROMOTION
DIRECTOR

The determining factor for the choice of media is usually cost-effectiveness. If your
station can cross-advertise with other media (for example, newspapers or television
stations) so that that the newspaper space ar the television time is traded with the radio
station for radio time, then the casts can be gauged merely by the creative and
production aspects of the advertising. Putting together a newspaper ad is usually much
less expensive than producing a television commercial, unless the only thing on the
screen when you run atelevision commercial is a slide of your logo . . . in which case the
TV spot becomes less expensive.

The effectiveness of your advertising should not, however, be gauged by the amcunt
of money it may cost to produce it. Some of the least expensive, simplest
advertisements have garnered enormous interest . . . while some of the most
expensive ads ever produced bombed because they were not creative enough to
convey the advertiser's message effectively.

The key, then is the creativity behind the ad. To convey an advertising message
creatively requires specific answers to the questions previously asked: What is the
stary you want to tell? Wha do you want {o reach? And the last and most important
question reiative to advertising . . . Whatis the simplest wayto advertise yourmessage
In such a way that it willgenerate interest in a straight line between the patential listener
and your dial position?Once these answers have been thrashed out in creative
pfanning sessicns between all involved members of your radio station's staff (the
Gneral Manager, Sales Manager, Promotion Director and Program Director}, the
balance of the logistics for approach to your advertising will be almost a mechanical
afterthought. The key is researched creativity!

. The Promotion Director of a radio station usually must wear many hats. Because he
or she deals direcily with the General Manager, Sales Manager, and the Program
Director, and because each one of these staff members has a slightly different pointof
reference whanever a decision must be made, the Promotion Director must be able to
reconcile the different points of view in order to create a blend which will be satisfactory
o all.

A. CONTROLLED CREATIVITY

The ethereal part of a Promotion Director’s job invalves controlled creativity.
The control is usually established by (1) a promotion budget and (2) the
previously-mentioned diversity of interests on the parts of the Sales and the
Programming Departments. Since radio promotions very often deal with on-air
contests, and since these contests are a direct listener-involvement project, the
Pregram Director usually relies on the Promotion Director both in the arsas of
greating the contest form and the expedition of obtaining and distributing contest
prizes. Therefore, the Prometion Director is called upon to contribute ideas
relative to the type of contest 1o be run, the goals of the contest, the rules, and the
duration. in addition, the Promotion Director is usually respensible for obtaining
whatever prizes are being offered on the air, either through negotiating purchase
of these prizes, or establishing trade agreements with specific merchants o
supply the prizes to the radio station in exchange for advertising air time.



TRADES

When a Promotion Director must deal in trades, it then involves the Sales
Manager whose rasponsibility is to maintain a careful watch over the inventory
composed of the number of spots available for sale. This invelvement of the Sales
Department is manifested in the foliowing example: If a station is sold out (in other
words, if there are no commercials available for sate}), then it would be difficuit for
a Promotion Director to effect a trade deal which offers air time, because the
spots traded will have no availabilties in which to run. On the other hand, many
radio stations have “busy seasans” as well as seasons that may not be quite as
busy. A wise Promotion Director, when establishing the guidelines for a trade
deal, will stipulate that the traded commercials are to be run only during the
non-busy season. This typa of forethought endears a Promotion Director both to
the Program Director and 1o the Sales Manager. The Program Director has the
prizes to give away and the Sales Manager is not faced with the burden of cutting
into a tight inventory situation during a busy season.

A Promotion Director should develop a firm understanding of both sales and
programming in order to funclion effectively in both these arenas. Since the
primary funiction of a Promotion Director is directly tied to the fiscal situation within
a station, the Promotion Director should be aware of all areas that ¢an affect this
fiscal picture. And the key areas are sales and programming.

EXPENSE CONTROL

Part of this awareness involves a strong feeling of expense control when
dealing with artists, printers, and other suppliers of promotional material fo the
station. The Promotion Direclor is usually the person who negotiates for the
purchase of printed material, as well as the creation and production of all sales
and advertising materials. Such materlals include rate cards, contour maps,
one-sheets of the on-air personalities which are ostensibly biographies written on
each individual air personality (presented in a saleable light), repreductions of
satisfied-customer letters, stationery and other printed materials usable by
members of the sales force, as well as by other station personnel.

It is the Promotion Dirsctor’s responsibility to expedite the creation and
production of sales materials of all natures which are required by the Sales
Department.

In addition, the Promotion Director should aversee the expenditures of the
Promotion Department 1o ensure that all budgetary limitations are adhered to.

PUBLIC RELATIONS

The Promotion Director is the individual who must see to it that any generic or
advertising materials are distributed to the appropriate recipients. Forexample,
the Promotion Directar writes and distributes press releases about the station, or
about any new personnel arriving at the station, 1o the local newspapers, the
trade publications such as “TV/Radio Age” magazine, “Broadcasting”
magazine, “Billboard” magazine, and so forth. One of the key elements of a
Promotion Director’s job is keeping the station before the eye of the public as
often as possible in as economic a manner as possible. When something unique
and exciting occurs to a radio station, the Promotion Director should disseminate
the information about this oceurrence.



SUMMARY

The position of the Promation Director is a pivotal ong in the operation of any
radio station. Since he or she deals directly with all facets of station operation
(and since he or she must wear the hat of creator, producer, negotiator, and
expeditor) the Promotion Director must maintain a cool, calm, and controlled
demeanor at all times. The Promotion Director is continually pulied in many
different directions by the many members of the station's siaff who have
divergent goals.

" In addition, the Prometion Director is the individual who {apart from tha on-air

_personalities) creates the image that the station displays to the public through the

public press. As such, he or she must have a super sense of organization and a
bottomless reserve of patience. To many Prumctlon Directors, theirs is the most
diverse and exciting job in a radio station.



ADVERTISING & SALES PROMOTION

QUESTION WORKSHEET

10.

. What should a sales promotion identity device incorporaie?

. What is the purpose of a sales promotion device?

. What is the ultimate goal of any sales promotion or advertising?
. What is the virtue of a sponsor-involved on-air promolion’:?

. What must one do to reinforce the impression of a group-involved sales promotion

function?

. Why should a station advertise for itself?
. Which media shouldn't a radio station include in its advertising plans?

. From a station personnel standpeint, what are the major influences on a

Fromotion Diractor?

. Why must a Promotion Director be aware of fiscal responsibility?

What are the publicity and public relations functions of the Promotion Direcior?



RADIO STATION ORGANIZATION
ANSWER WORKSHEET

1. 15%

na

. Account Executive
3. Retail

4. Sales Manager

5. Program Direclor
6. Chief Engineer

7. Traffic Manager
8. Log

9. Continuity

10. Sales Manager
11. Program Director
12. Credit Check

13. Genera! Manager
14. Local, retail and national

15. General Manager

ANSWERS TO:

TRUE & FALSE QUESTIONS

1. False 7.
2. True -. 8.
3. True 9.
4. False 10.
5. False CO11.
6. True | 1a.

True

False

Faise

False

False

False



PROGRAMMING

ANSWER WORKSHEET

10.

. Progressive

The audience it is to affect

Make his recommendations and suggestions to the Sales Manager

. Beautiful Musig
. On the hour

. Program Director

Modern (Urban) and Rural

Over 25

. Automated

Top 40
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ENGINEERING

ANSWER WORKSHEET

i s U s N T Sy
SOV NIITRPONZDQ

NGOG RGN

TRUE
FALSE
TRUE
TRUE
TRUE
FALSE
FALSE
TRUE
FALSE
TRUE

. TRUE

TRUE
FALSE
TRUE
TRUE
TRUE
TRUE
TRUE
FALSE

. TRUE

21,
22,
23.
24,
25,
28.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.

FALSE
FALSE
TRUE
FALSE
TRUE
TRUE
TRUE
FALSE
FALSE
TRUE
TRUE
TRUE
FALSE
FALSE
TRUE
FALSE
TRUE
FALSE
TRUE
TRUE



BASIC FUNDAMENTALS OF SELLING RADIO

ANSWER WORKSHEET

1

. Planning

. In front

. Make a racord of what went on
. Procrasiination

Needs

Buy

Your problems

Faise

ANSWERS TO:

TRUE & FALSE QUESTIONS

1

. False
True
False
True
False
False
Faise
True

False

10.

11.

12,

13.

14

15.

16.

17.

False

False

True

True

False

False

False

False



THE WRITTEN PRESENTATION

ANSWER WCRKSHEET

10.

Research the client thoroughly. Compile a library of material of all factors having a
bearing on the client.

The primary reasan for a presentation is to display to a potential client your
knowledge of his or her prablems, and how you can help golve them.

Long enough to fell the whole story, but short enough 1o maintain interest.

Not usually. The client is usually concerned with solving a very serious problem,
increasing sales. To jest about the problem might indicate that you don't take the
problem seriously.

Every presentation incorporates and leads to a proposal. The presentation spells
out the problem and establishes the need. The proposal proposes o solve the
problem and fill the need.

. Tﬁe writer feels that with the massive saturation of potential buyers of JVC

equipment, there will be pressure upon dealers to stock JYC eguipment. This will

-avoid the possibility of dealers without JVC equipment in inventory trying to

switch consumers to other brands.

“Consumer Awareness” — at all levels but particularly in the minds of 12-39 year
old buyers,

In order to analyze whether the prospect's potential cusiomers fall into the
framework of listeners to the station being proposed.

. The key purchasing days of Ajax Orange Juice are Wednesday through Saturday.

Why advertise on days when there are no, or few, potential shoppers for the
product?

Placing station WAAA, relative {o other stations in the market, in a much stronger
pasition when comparing appeal to listeners who are potential buyers.



RETAIL SELLING AND PROSPECTING

ANSWER WORKSHEET

1. The store owner most likely will continue to pour his dollars inlo newspapers. The
salesperson forgot lasson one. The retailer is always more interested in his own
success than he is in yours. He can't correlate your “numbers increase” with
increased sales in his store. The salesperson would have been much better off
showing the potential client how the station was going to “increase store traffic”
and then sit back and lisien as the retailer details his unique sales problems. The
retailer most likely will sell himself. Be a listenert Remember, in a sales situaticn,

. after asking a closing question (“Can we start you on the air Monday?”) the first
person o speak . . . loses.

2. The major difference is in sales followthrough. There shouidntbe . .. but it does
exist. The retail salesperson must involve himself with the client. He must
chack the success of the on-air program and he must fight for renewat business.
Many times the renewal is for ernotional rather than business reasons. Sometimes

it comes just because you show yeu really care.

3. Tear sheeting is the daily practice of taking ads from the local newspapers to
gather leads for potential radio advertisers. A clip file is a compilation of
learsheets which can be easily referred to, to determine expenditure levels and
itern-sales that a print advertiser might have run in the past. The easiest means of
qualitying potential clients is 1o find those retailers who are already spending
considerable advertising dollars in a competitive media. '

4. There are many things notto say ... "How'sthe family?” . .. "We've got a special
planineffect.”... "l can offeryou cheap spots.” . .. “I can show you how to run your
business.” Those won't work. Bu, if you show that you have done your homework
and are knowledgeable in his operation, then suggest to him that you have a fresh
approach how he can move product, you can be assured of a sympathetic ear.

5. Newspapers lack selectivity in their coverage. They cannot demographically
segment the population so as to pinpoint primary potential customers. They are
more of a shotgun approach. As the suburban population grows, the Inner city
reach over this affluent group diminishes, and the local suburban newspapers do
not pick up the slack. Newspapers are not intrusive. They attract the current
customners and are not effective in reaching the new customer.

6. Radio's main strength for the retailer is its ability to be flexible. If a shipment of
goods does not arrive in time for a sale, it only takes a phone call to the radio staticn
to change the product in the commercial. Radio also offérs excellent reach and

" frequency at minimal rates. Radio is intrusive and can effectively sell a new
customer before he or she can tune out the commercial. Radio is mobile. 1t can
reach a person anytime, anywhere, even while this potential customar is working,
commuting, shopping, etc. Finally, radio has the ability to reach particular groups
within the population due to varied formats.



7.

1c.

Young adults do not read newspapers. A 1989 study in New York City shows that
newspapers reach less than 10% of the young adult marketplace. Radio can
deliver over 80% of this young marketplace in any cne week.

. A newspaper-sponsored study shows that a retailer, by reducing ad page size,

does not reduce his percentage of readership that dramatically, but he will save
many dollars which could effectively be invested in radic. This action would give
him far greater reach and enhance his media mix.

. Though no plan will guarantee success to all clients, there is one plan which has

proven itself over and over again to be most effective in advertisinga sale. .. tha
two day vertical saturation plan. Effectively used, this plan should allow ana spaot
per hour during the day before the sale and additional single spot hours up ill 12
nocnof the sale day itself. Anothervery effective planis the contingency program.
With this type of campaign the retailer's spots only mun when the potential responss
of the customer is at its ultimate peak. {i.e. snow tire spots triggered to run only
when It snows; or beer commercials only when the temperature is over 90 degrees).

In this specialized guide, the retailer is toid not to feap into radio until he has done
his homework. If the retailer will effectively plan his entry into radio, his chance for
success will be far greater than if he just puts toegether a 30-secend live spot two
days hefore a sale and purchases some spots. if he would do some long-range
planning of upcoming promations; develop atheme; perhaps create a jingle; most
impertant of all, involve the whole store inthe creation of the campaign, his success
is almost quaranteed.

What you must realize is that he most likely will not do this and it becomes your
responsibility to guide him through the planning stage. It mightinitially be hard work for

you, but your chances of creating a long-term advertiser will be far greater with this type
of preplanning. :



MERCHANDISING

ANSWER WORKSHEET

1. Merchandising is that action which promotes the sale of a product, goods, or
services.

2. Because it provides a powerful sales tool over and above the media value of

commercials.

3. The adverlising agency is able 1o provide its client with additiona! services, gener-

ally at no exira cost. This helps solve the advertiser’s sales problems.

4. In addition to bringing in exira sales, he or she may often be the only contact

between the station and the advertiser.

5. A broker who represents a number of manufacturers in a specific area, acting as a

sales agent.



CO-OP ADVERTISING

ANSWER WORKSHEET

1. Cooperative advertising occurs when a manufacturer offers to pay part {or all) of his
customer’s advertising, with specific requirements.

2. Co-op advertising can be successful when both parties, the manufacturer and the '
retailer, perform their part of the contract. -

3. To increase sales and profits for both the manufacturer and retailer while
decreasing the retailer's advertising costs. '

4. 1tis estimated that at least five hundred million dollars in co-op monay is offered
annually to food retailers alone. Moreover, the greater porticn of this sum goasinto
newspaper ads.

5. Radie commercials can be mora clearly measured by their length of duration, 10,
30, or 60 seconds, elc.,whereas newspaper ads are cluttered with numerous items
invarious sizes of type. Manufacturers compiain abouttiny “obituary” type whichis
hardly readable. Radic also sells more product and saves wasted promotional
dollars.

6. A. By checking trade journals for manufacturers' co-op offers.

B. Contacting supermarket, drug and variety chain advertising departments, and
buyers.

C. Woerking with food brokers, jobbers and manufacturers representatives.



CLIENT SALES PROMOTIONS
(THE PACKAGE TECHNIQUE)

ANSWER WORKSHEET

1. Changes intangible to tangible!

2. A high class term for contest!

3. The days of the week he has the highest sales.

4. 60, 30 and 10-seconds.

5. The most expensive rate for time on your station, plus 10%.
6. ALL CF THEM!

7. NOT AT ALL! The sound should always be constant and consistent, regardless
of what promotions are integrated.

8. Male merchandise oriented.
9. Sightt

10. Use your own imagaination ... Good luck.
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COMPETITIVE MEDIA

ANSWER WORKSHEET

1. Prices of product
Discount plans
Rules of buying

2. 21 inches by 8 columns
3. Two full pages — facing one another
4. Audit Bureau of Circulation!

5. Cost per thousand: Meaning you pay so much for each thousand estimated
listeners '

6. 24 sheets -
7. 7 — 12 secondsl
8. Five miles
' 9. Head light
Tail light
King
Queen

Inside Advertising

10. Low percentage sees the high percentage of it!

11



ADVERTISING & SALES PROMOTION

ANSWER WORKSHEET

1.

10.

{a) A unigue pertinence to your station’s format, demographics, or advertising
theme. o

(b) Originality, innovation, and sturdiness.

. Favorably impressing a potential buyer and maintaining acontinuing rema;nder of

your stailon in the buyer's offu:e

. Increasing station revenues by motivating seles or by increasing listenership.

. It creates client exposure tied directly to your station; and it saves your station ihe

costs of running the promotion by building the promotion costinto the air-time sales
costs.

. Always foliow-up using direct one-to-one contact with the attendees at the group

function.

. 1t shows a potential buyer that the station’s personnel undersiand the different

usahle media. If done correctly, a station's advertising can also entice new
listeners ta the station’s air.

. Other radio stations.

. The Sales Department and the Programming Department don't usually agree on

the Promotion Director’s functions and responsibilities. Creating a satisfactory
blend of function between sales and programming is the key to personnel
management in the effectiveness of a Promotion Director.

. The do!lérs are the guidelines. How much is there in the promotion budget? How

much w:l[ anything cost? Can it be purchased less expensively while not
compromising guality? Can anything be traded so as notto gut into the cash-flow of
a station? -

The Promotion Director writes and distributes press releases to appropriate
media. He or she is instrumental in creating the off-air image of the station which is
usually exposed to the printed press. '
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