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N. A. B's 5th ANNUAL "GROUP HEAD FLY IN" brought 40
operators representing about 300 mostly major market
stations to Chicago 2-9/10. General consensus: business
was down in January. February and March look better.

The attendees don't see 1990 as anything like a "boom year"
for station trading. Financing is tougher. Major problem:
finding air talent. General agreement: radio needs a "farm
system." "Buying business" with customer trips is
increasingly questioned as a way to raise grosses.

A DOZEN SMALL MARKET GROUP OWNERS met a week later in
Moberly, Missouri. The #1 topic of discussion: the "wal
Marting" of small town America as mass merchandisers
(generally not good radio advertisers) replace independents.
Although it is the #1 problem, near term and long term, an
answver seemed to be illusive. 5? — .

The majority of the small market groups—~enjoyed increases in
the "mid single digits" last year and Mmost of the operators
are planning for the same in 1990 in thedr matured .
properties. Expansion plans for 1920 awe for the most. part
"conservative."

JANUARY CONSUMER CONFIDENCE INDEX (Conference Board) is a

"mixed bag: While the general confidence index was down

from December (112.0) and January, 1989 (115.8) to 105.1 in
January. Expectations were cdown from 104.4 in December and
104.1 a year ago to S4.9. ' Plans to buy within 6 months were
up and down (December, January '89, January 1990): a new car
2.2,2.5,4.1; home 3.3, 3.0, 2.4; refrigerator 4.1, 5.4, 5.1;
washer 4.4, 3.7, 2.9; TV set 7.9, 5.7, 6.6; zir conditioner
1.7, 2.9, 2.6.

EXCELLENT CHOICE - In 1954, at age 26, with a growing
family, Al Fuchs gave up his secure, well paying job as
manager of a small city owned utility in Texas, to build a
daytime radio station in Hobart Oklahoma (K T J S). 1In
1978, at age 60, he obtained a helicopter pilot's license in
order to build a tower for a Class C FM station (XK Q T Z) on
an otherwise unaccessible mountain top. At 72, he is sti1l1
active in the operation of the Hobart stations and XK S I W/
K WF X, Woodward. He's first winner of the ©klahoma
Broadcasters Association "Pioneer Award."
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At the F. C. C. .....

NEW STATIONS (Granted):

ARIZONA (Flagstaff) FM Flagstaff Broadcasting Partnership
100.1 50 kW 498' (Equivalent)
CALIFORNIA (Merced) FM Great Scott Broadcasting 107.7 3kW

328"
KENTUCKY (Berea) FM Berea Broadcasting Co. (W K X O (AM)
106.7 3kW 328 (This reverses an earlier action).

OHIO (Ripley) FM James P. Gray 99.5 23 kW 328°
SOUTH CAROLINA (Loris) FM Robert L. Babon 105.9 3kW 328°'

TENNESSEE (Rockwood) FM Roane Broadcasting Company, Inc.
105.7 600w 728

TO RECEIVERSEIP:

TEXAS (Big Spring) W B Y G (Class IV AM) to Henry C. Seals,
Trustee in Bankruptcy, 2417 Hulen St., Ft. Worth, TX -
76107 (900122EF).

AND:

MINNESOTA PUBLIC RADIO has filed an application to build a
new educational FM station on 88.7 with 1 kW -11m at
DECORAH, TOWA.

Some Money Saving Operating Tips .....

In purchasing equipment, consumer grade may serve your
purpose just as well as professional equipment. Check the
"specs" and the warranty carefully. You can save a lot of
money on many items.

Set up a preventative maintenance schedule on every piece of
equipment in your operation. Make sure your engineer or
contract engineer keeps it up to date and that it's easily
available for your periodic inspection.

Obtain an F. C. C. Checklist and check it periodically. The
small amount of time it will take is 'cheap' in comparison
to paying the fines F. C. C. field personnel are levying.

Insist that purchase orders be submitted. 1In this day of
"outside" contract engineers with other interests, it's an
especially good practice. Also, whether you know anything
about engineering, you'll be able to spot troublesome
engineering problems early.

Make sure you are getting the best prices. They do vary
from supplier to supplier. Keep a file of direct mail
offers from various suppliers and review it periodically..

SMRNewsletter's "99 Money Saving

Idea$"
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™




MONEY PAGE - $ALE$ AND PROMOTION IDEAS$

N. A. B's. "Best of the Best" Promotion contest. Awards
will be presented at the N. A. B. Spring Convention in
Atlanta 3-31/4-3. Each station gets a plaque and $250.00
cash and a complimentary convention registration.

THE SMALL MARKET WINNERS

"SANDWICH WARS" 2 Augusta, Maine sandwich shops
concocted special sanwiches named
for the state's Governor. Each
claimed its sandwich tastiest. WKCG
(FM) let its listeners judge. "Taste
testers" became eligible by making a
donation to a local charity through the
station.

"COW CASH" During Country Music Month (October)
W C O W-FM, Sparta, Wisconsin, gave
its listeners a chance to win "COW
CASH", bills with portraits of country
music stars on them. The bills
($100,000.00 worth) could be redeemed
for items at area bkusinesses.
The promotion will ke repeated.

"30th ANNIVERSARY" In 1989, K J A M, Madison, South
Dakota, celebrated its 30th year on
the air. For the event, a 1959 Chevy
"E1l Camino" was purchased and restored.
Sign ups were a 50 area kusinesses.

About Ad Budgets (Worth Quoting)

"A quick rule of thumb says that the ad budget in a retail
store should be 3% of total sales. But, I've never known a
retailer who increased the budget to 4% to 5% and did it well
who didn't increase sales proportionately."

Retired Advertising Man Jack
Rice in "Farm Store
Merchandising" 2-'90

Sales Tip .....

Never lie to your prospect. Your ethics are as important a
tool to the sale as your product. Don't say you will only
take 5 minutes of your prospect's time when you know you
will need 15. Not only will you lose trust, but you'll
convey a lack of integrity.

Sales Trainer Stephan Schiffman

in "Sales/Marketing Management"
2-'90
-3 -
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$ale$ - Bringing Them Back .....

Even the best stations have them, former customers - still
in business - who are not NOW using the station. Most small
market radio station operators know they cperate in a
customer universe with limits and take pains to preserve
relationships. But, as in all endeavors, accidents happen.
How many former customers are no longer on the station?
Check your records of 2, 3 years ago.

If you're going to call on a former customer, step #1 is: Do
your homework. Was there a collection problem? Did the
station make a serious billing, co-op, scheduling problem?
Was the account sold something that in retrospect he/she
shouldn't have been so0ld? Was he/she oversold? Find out
what you can before you make call #1.

In most cases, you won't want to arrive unannounced. Call
first. 1If you have trouble getting an appointment, say, "I
understand you're busy, but, I'll only take a little of your
time." Make sure when you get there you keep that promise!

When you get there, the best idea, experts in other fields
say, 1s to be "up front", "I notice you used

to be a good account. Why aren't you using us now?" Then,
let him/her have their say. As a farm account salesman in
the Midwest advises, "Let him dump his bucket on you."

Don't expect him to say, "I wondered when someone would come
by, I was thinking cf ---." That happens sometimes, but not
often. Expect a list of grievances (real or imagined).
Listen carefully until he/she recites his whole list. If
there were problems and they have been corrected or can be
corrected, tell him so politely. Be emphatic, but be
careful. You're selling a good station.

If there was a legitimate problem, don't settle it on the
spot. Instead say something like, "I need to think this
over," or if you should, "I need to talk about this with my
boss." Get another appointment to offer a solution..

In most cases, "getting back in" is harder than "getting in
the first time," or "staying in." . It takes time to regain
trust once it's lost. How much is the customer worth to
you? Set up a regular time to see him (every week - every
10 days) and go prepared with something to say and something
to sell. Keep calling and keep trying. TIf you don't,

you're giving him/her another reason not to do business with
your station. :

Once you "get him back," do your very best. The fact is
that any human relationship (even the sales/client

relationship) is usually stronger once it has weathered a
crisis.

VamY




About Your Customers - The Farm Supply Store .....

"Farm Store Merchandising" has just completed its 27th
annual survey of business at the nation's farm stores.
After evaluating the guestionnaires returned, the editor's
say that farm stores are "cautiously optimistic."

Sales results for the year show 78% of the respondents
reporting an increase over the previous year (compared

to 80% the year before). The size of the increase is
pegged at 10% or less, off from 15% the year before. The
residual effects of the 1988 drought and "bad weather" in
1989 were generally blamed.

The trends in farming and other businesses are being
experienced in the farm supply business: fewer, but bigger
operations. 1 in 4 dealers responding to the survey
reported a competitor went out of business in 1989. More
than 15% reported that a competitor's business was for sale.
However, about 25% reported that a competitor had expanded
or bought another store.

About half the respondents reported plans to do something
new and different this year. About half of them planned to
expand their product lines and add new things to appeal to
non farmers. Typical was a $12-million dollar grain
elevator that has added lawn fertilizers, chain saws, and
other miscellaneous items for non farm residents.

To target their core business, the farmer, most have "beefed
up" their "on the farm" selling effort. The guality cf the
salesperson (rather than quantity) is being stressed -
salespeople who know what they're doing and work hard.

The independent dealers biggest problem in working with
farmers is the increasing presence of manufacturers selling
direct at prices to the farmer which are often below the
wholesale price the dealer pays.

To combat this, aggressive dealers are increasing their
service (soil analysis, custom blended feed and fertilizers,
etc. To survive a shrinking customer base and increased
competition dealers are having to do a better job of
merchandising and defining their image, make more contacts,
and increase advertising.

The % of dealers showing increases 1989 vs. 1988 in 1lines:

Pet foods 43.1% Seeds 472 .2%

Bagged feeds 40.7% Agri-chemicals A2 3%

Animal health 31.7% Lawn/garden 20.9%

Bulk feeds 26.8% Bagged fertilizer 26.0%

Pet supplies 23.6% Livestock equ. 22.8%

Hardware 22.8% Custom Spraying 20.2%
-5 -




About This 'n' That .....

ABOUT THE MINIMUM WAGE - The increase of 90¢ per hour
(26.9%) comes in 2 steps. April 1, 1990 and April 1, 1991
to $3.80 and $4.25. It's the first raise in the minimum
wage since 1981 (9 years).

There is a sub-minimum training rate set at the old rate of
$3.35. It applies only to new hires on their first job
under 20 years of age. It applies only to the first 6
months of employment.

6 states have minimum wage laws that are higher than the
new Federal rates. They are Alaska ($3.85), California
($4£.25), Connecticut ($4.25), Hawaii ($3.85), Minnesota
($3.85), Rhode Island ($4.00).

NC MOVIE SCREEN ADS - Walt Disney has announced it will
prohibit paid screen advertising in all movie theatres showing
the company's films. The policy will begin with release

of Disney's new film, "Pretty Woman."

"Our patrons don't dislike screen advertising, they hate
it," said company executive Richard Cook. (From an AP story)

WOMEN NOW MAKE UP 47% of the new car buying market and
influence 80% of all new car sales, according to Chrysler
Corporation.

GOOD SMALL MARKET RADIO ADVERTISER, Hardee's, has now become
the nation's #3 fast food chain with the acquisition of the
Roy Rogers chain, located largely in the Northeast. Under
consideration is the adding of a new fried chicken called
"Roy Rogers Fried Chicken" to the menu. Hardee's hopes it
can convince about 40% of the Roy Rogers franchises to

change to Hardee's. If it does, Hardee's will have its
signs on 4,000 locations - just 1,200 behind #2, Burger
King." (AdWeek/Marketing Week).

MANAGEMENT - The difference between the boss and the leader:

The boss uses "I." —-—- the leader uses "We."

The boss '"creates fear" -- the leader "inspires trust."
The boss "orders" --- the leader "asks."

The boss "knows how" ---- the leader "shows how."

The boss relies on "authority" to get things done.
The leader relies on "co operation" to get things done
The boss "provokes resentment" --- the leader "inspires
enthusiasm."
Author Unknown
from W X V W, Jeffersonville,
Indiana Client Letter




"Very Small Market - Very Tough Times" .....

Several of Lou Mueller's family had retired in Blanding,
Utah. When she and her husband, Phil, came to town for a
family get-together in the early 1980s, they decided it
would be a nice place to live and raise their 8 children.
Phil, who had spent 25 years as a major market news/talk air
talent/programmer, approached the local radio station's
owners. "The price was far more than I could pay. We went
back to Washington, D. C. and put the idea out of our minds.
Then, 2-1/2 years ago, when we came out again, T tuned the
station in. It was silent."

This time, Phil found the price to be something within his
reach (with some help from relatives). "After all," he
says, "It was not a going business."

K UT A's home county has a population of 12,100 people and
a land area of about 6,000 square miles (akout the size of
the state of Rhode Island.). There are 2 towns, Blanding
(1980 census 32,118) and the county seat, 20 miles away,
1,929. The area's major industry was uranium for which
there's been little demand in recent years. Agriculture in
the area (beef, wheat, and beans) have been tormented by "up
and down markets" and last year's drought.

The bright spot, he says, is the tourist area growing
because of the large recreational lake and 2 near-by
national parks, "but tourism is very seasocnal."

How do you make it in such a small area? (The home county
retail sales are just $17,815,000.) "You work very harc and
you work very long hours, Phil says. His day starts on the
air at 6:00 A. M. to 9:00 A. M. doing a full service morning
show: news, weather, sports, trivia, birthdays, community
events, and call ins SOLO. "I do the same thing I did in
Denver and Seattle with 5 other people,"” he says.

Most days, after 9:00 A. M., Phil is "on the road." He
solicits advertising from over a dozen communities and
"crossroads" over a 75 mile area. "Our signal, a 1lkW at 790
gets out well. There's a $10-million or more retail sales
outflow into 2 cities in New Mexico (Cortez and Farmington).
We're developing a growing customer base there."

When he returns from "the road," Phil attends to his
management duties. Evenings are often taken up with
community meetings. He's beginning his second year as

chairman of the county's industrial and tourist development
committee.

Joining in the marathon task of running K U T A is Phil's
wife, Lou. In addition to being mother to the couple's 8
children (3 of whom are away at college), she serves as the

station's bookkeeper, part-time salesperson, copywriter,

etc.
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Actually, in addition to Phil and Lou, there is only 1 other
full-time staffer, the daytime announcer-operator. Nights
and weekends are handled by part-timers from the local
college and high school.

Even though his station is in a remote area, there's good
outside competition, particularly from an FM country station
and an FM C. H. R., carried on local cable systems. "Even
here an AM station can't make it as a music station. We
carry 3 hours of talk 9:00 A. M. to Noon from the satellite
and 2 hours of sports talk evenings from 5:00 P. M. to 7:00
P. M. from a regional sports network. When we do play
music, it's country crossover."

Phil editorializes on his station on an occasional basis.
"I think the community needs it. We do it maybe once a
month. I pick something of local importance and run it 5
times a day Friday through Monday."

"The smallest place I lived before I came here was Salt Lake
City (where he grew up)," he says. "It's funny. Almost
everything I read about on the air, people already know

about it. I guess it's sort of like the old weekly newspaper
editors used to say, they tune in to see if I've got it
right.n"

Even in the face of the long hours and hard work which he

and Lou are putting into K U T A and the hazards of a tough
economy, Phil says of his 2-1/2 years at Blanding, "There

are no guarantees in life, but, this is a lot more secure
than those jobs with the big group operations in big markets",
where he spent his first 25 years in radio. "You know the
people you're talking to and dealing with. You make it
yourself - or you don‘'t."

THE LAST WORD

One of the most positive pieces of information concerning
‘the future of radio appeared in a recent issue of
"Advertising Age" magazine. It showed radio as the most
used media among college students (daily time spent with
media):

Radio 2 hours 13 minutes
Network Television 1 hour 34 minutes
Cable Television 59 minutes
Newspaper 49 minutes
Magazines 40 minutes

And, 55% spend more time with radio than they did during
their high school years.
SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:
$57.00). ADDRESS: 275 19th STREET, OTSEGO, MICHIGAN -
498078 - PHONE: (616) 694 9357 --- FAX: 616 692 6789.
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COMMISSION GETS TOUGH - It reversed itself in a 12-23-'88
decision allowing Rowland Gulf Radio, Inc., a non applicant,
to buy out 7 applicants for a Class A FM at Marco, Florida.
The Commission decided its earlier decision "would encourage
the filing of sham applications conceived only for the
purpose of entering into profitable settlement agreements."
... It refused to grant a 2nd extension of the construction
permit for W B P K, Flemingsburg, Kentucky. It canceled the
7-21-'84 C. P. ..... It denied the renewal application of
Mid-Ohio Communications, Inc. for W B B Y, a Class A FM, at
Westerville, Ohio. Lack of candor was cited. The 24.5%
owner who was said to be full-time station manager was
manager of an auto agency 120 miles away. ..... It renewed
the licenses of 6 South Carolina stations with deficient
E.E.0. showings, but fined 4 of them from $5,000.00 to
$10,000.00 each/

TURN BACK THE CLOCK - Bill Wertz, co-owner of 2 Midwest
AM-FM combos thinks AM could benefit by re-instituting the
non-duplication rule which forbid stations in cities of
25,000 and over from simulcasting more than 50% of the time.
Wertz was on an AM improvement panel at the "Radio and
Records" convention in San Francisco.

R.A.B. SALES TRAINING - This year's schedule:
1 day Sales Training: 3 day Sales University:
Houston 3-8 Dallas 3-9/11
Atlanta 4-26 Orlando 4-27/29
Pittsburg 5-17 Richmond 5- 18/20
Hartford 7-12 Buffalo 7 13/15
Chicago 7-25 Milwaukee 7-27/29
Kansas City 7-26 San Diego 8 17/19
Portland 8-6 Cincinnati 10-26/28
Detroit 10-25
($150. - non member $275)($225.-non member $325)

Info: 1-800-232 3131

PEOPLE - Houston Pearce, Alabama-Mississippi small market
group owner, appointed N.A.B. Board Member (AL-GA) to 6-'91.
He succeeds the late D. Mitchell Self. ... Jim Lutes,
retired chief meteorologist Keesler Air Force Base joins
Jackson, MS based National Weather Network (Edward St.Pe').
The network serves 250 stations.
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At the F. C. C. .....
NEW STATIONS (Granted):

ARIZONA (Cortaro) FM Cortaro B'c'g. 1030 50 kW D 1 k w N DA?2
MISSOURI(PittSVille) AM Radio 850 850 250w DA-D
NEW YORK (Frankfort) FM Raivine B'c'g., Inc. 94.9 50 kw 487"
PENNSYLVANIA (Lewisburg) FM Town,Gown & Country B'c'g. 996.3
3 kW 328
TEXAS (Jefferson) FM DLB B'c'g. Part. 104.5 1.675kW 426"
(Post) FM Boles-American Indiar Part. 107.3 50kW 321

AMENDMENTS TO THE FM TABLE (Amended):

IDAHO (Chubbuck) 98.5 (C2) for 98.3 (A). M.: KR CD

KENTUCKY (Paris) 96.9 (C2) for 96.7 (A). M.: WCoO Z.

KENTUCKY (Russell Springs) 92.7 (A) W.: 3-23/4-23.
(Burkesville) 107.9 (A) for 98.5 (A). M.: W K YR

MICHIGAN (Beulah) 92.1 (A).
(Proposed):

ARKANSAS (Pine Bluff) 101.3 (C2) for A. M.: K P B Q.
LOUISIANA (Shreveport) 99.7 (Cl) for 100.1 (A). M.: KM J J.
SOUTH CAROLINA (Charleston) 100.5 (c2) for 100.7 (A). M.:C.P
(Elloree) 100.3 (C3) for A. M.: WM N Y.
(Andrews) 100.7 (A) for 100.9 (A). M.: WQSscC.
(Fairmont) 100.9 (C2) for A. M.: WZ Y 7
(Little River) 100.7 (A) as 1st. Reg.: Little
River Radio
(Marion) 100.5 (C3) for A. M. C. P.
WASHINGTON (Moses Lake) 96.3 (A) for 99.3 (A). M.: K DR O.
(Rock Island) 99.5 (C3) for A. M.: K X A A.

(Requests):

Floricda (Avon Park) 99.01 (C3) for 106.3 (A). M.: WWOJ
(Carrabelle) 106.5 (Cl). Allen Radio
(Crawford) 105.7 (A) Req.: Wakalla B'c'g.
(Okechobee) 103.1 (C2 for A) Req. Okechobee B'c'rs
(Winter Park) 103.1 (C3 for A) WL O Q
GEORGIA (Meter) 103.7 (A) for 104.9(A) Req.:Tel-Dodge
(Milan) 104.9 (A). Req.: See above
(Swainsboro) 96.9 (A) for 103.9 (A). Reg.: See above
HAWAII (Bilo) 95.98 (C2) Reqg.: J. Boyd Ingram
IOWA (Manchester) 94.7 (C2) for A. M.: KM C H.
KANSAS (Andover) 93.9 (c3). Req.: Jonathan Fricke
MINNESOTA (Begley) 102.3 (C2) Reg.: James Ingstad
MISSISSIPPI (Cleveland) 106.5 (C3) for 106.9 (A) to Rosedale
Reqg.: Carole Ingram
(Okolona) 99./9 (A) Req.:Charisma Communications
MISSOURI (Moberly) 105.5 (C3) for A. M.: K 2 Z T.
NEVADA (Fallon) 107.7 (A)./ Req.: Atrium B'c'qg.
SOUTH CAROLINA (Abbeville) 95.9 (A) for 92.9 (A) M.:WZLA
TEXAS (Brenham) 94.1 (Cc3) for A. M.: KUL F.

(Point Comfort) 94.1 (C2). Reg.: Roy Henderson
104.9 (A). Reqg.: Michael Escriver.
(Temple) 105.1 (A). Req.: Roy Henderson.
= D =




MONEY PAGE - $ALE$ AND PROMOTION IDEAS$

"94.3 OUNCES OF MONEY"

"BIG FISH"

"13th MONTH"

K W K S, Winfield, Kansas stuffed
94.3 ounces (weight) of money into 6
"Coke™ bottles. The bottles were

put on display in the lobby of a
downtown bank. The Coca Cola bottler
and the bank were major co-sponsors.

Listeners who viewed the bottles full
of money signed up for a call from the
station at 6 minor co-sponsor's

stores. Names were drawn and announced
randomly on the station. Listeners
whose names were called were asked

to phone the station giving their

guess as to the amount of money in

the bottles.

The answer and winner (the person coming the
closest) was announced during an event

at the County Fair. (The amount was
$684.00).

It happens every year at the county

72 acre lake near Maryville, Missouri.
It has become a major event held on a
mid June weekend.

Fishermen compete for 13 prize
packages for biggest fish, biggest
"string", age of fisherman, etc. The
13 winners' names are put in a hat
with the winner drawn getting a

grand prize of a boat, motor, and
trailer (traded with a dealer 50
miles away.)

K N I M, sponsor of the event, has
unearthed some unusual revenue
sources e. g. The K Mart Store pays

a promotional fee for the opportunity
of displaying the boat before the
event, 40 to 50 retailers pay
$200.00 each to serve as free ticket
outlets, major co-sponsors with the
station are food and beverage
companies.

The station is assisted in putting on
the event by the state conservation
department. In 10 years it has
become a major community event and
station income source.

In Mankato, Minnesota, a very crowded
media market, long term commitments
come hard. K Y S M is offering
advertisers who buy 12 $300.00 or

more monthly packages the 13th FREE.
Many January through December
advertisers use their "13th month"
the week between Xmas and New Year's.

-3 -




$ale$ - Keep Current Fires Burning" .....

Prospecting for new customers takes a lot of time, plus it
can be more exciting than servicing steady customers. But,
don't give present customers short shift while hunting for
the next one. Here are 5 steps to keep the "old fires
burning:"

1. Keep calliny. Work out a schedule with present
customers. Ask them what's the most convenient
time for you to call on them.

2. Keep helping. Don't just stop by to see that
everything is 0. K. Keep making it
profitable for the customer to buy from you.
When was the last time you brought him/her a
new idea to increase his/her profitability?

(93]

. Show appreciation. Make sure they know you value
their business. Perhaps an incentive or specialty
item for present customers would fit the bill.

4. Keep promises. Don't make your customer scramble
because you dropped the ball.

5. Handle complaints quickly and fairly. Doing a
good job here goes a long way toward developing
customer 1loyalty.

"Master Salesmanship"
$ale$ Lead .....

Brian Meekler, advertising manager for Hubbard Milling
Company, notes that people remember only 12% of what they
hear and 18% of what they hear and see. When devising
advertising schedules, Meekler advises using both print and
radio to enhance retention of the message.

"Farm Store Merchandising”" 1-'90

$ale$ Tip .....

Also from "Farm Store Merchandising": In personal selling, make
sure you've got written material to back up your verbal

claims. Lead prospects through materials, highlighting and
underlining salient points.

And, successful telemarketers say that adding an "OK" when
closing a sale works wonders for increasing the number of

successful sales. People tend to respond positively to the
question "OK". Example, "We'll start tomorrow morning.
OK?"




AM Radio - It's Not All Bad News .....

Recently, a reporter for the Hartford Connecticut daily,
"The Courant," set out to find out how the AM radio stations
in the small towns in her state were doing. The result was
a half page story.

She talked first with the executive of .the state's
broadcaster association, Paul Taff, and a Connecticut
headquartered station broker who also owns small radio
stations, Mike Rice. The state has 41 AM radio stations.
Neither could name a single AM station in the state's
history that had gone out of business.

AM radio is apparently a very good business in Connecticut's
small towns. Most of the operations are AM stand alones.

Ed Creen, who owns and operates W C N X, Middletown, put his
finger on what makes such stations successful, telling her
that his station tells its listeners "about the meetings
they missed, the games they didn't attend, and the weather
that will be with them that day. After 5 years, Creen still
is part of the station's "morning team," starting his day at
5:00 A. M.

Many of the AM radio stations have "flirted" with FM-like
music intensive formats without success. They quickly
returned to "telling people that the local city council
passed a dog-barking ordinance or that the mayor's
sister-in-law was sick. The FM stations, according to Del
Raycee, WL I S, 01d Saybrook, "don't tell people much of
anything."

Anthony J. Pescatello, who bocught W M M W, Meriden in 1988
changed the station's programming from a diet of featuring
local news and information to a format featuring highlights
from motivational tapes and new age music, aimed at
attracting a more upscale market. Seven months into the
change which got widespread publicity, the station's
billings were down 1/5 with little sign of improvement.
Pescatello returned to playing music with local news,
weather, and traffic reports. "The listeners didn't want to
be educated, they wanted to be entertained."

Rice told the "Courant" that in most, small Connecticut
communities, AM represents half of total radio listening.

He emphasized that that's not true everywhere citing a Maine
community where he had an AM station listing. "AM listening
was only 10% of the total there," he said.

The major ratings services were discussed in the article.
Pescatello told of running a lot of contests on his station
and tracking the players to demonstrate his audience to
advertisers. Ed Creen told the newspaper, "I don't believe
all this business that AM is dead, that it doesn't have any

audience. They call us every day out of the blue, just to
say, 'Thank You."
- 5 -




Management - About Employee Contests .....

Employee contests that pit salespeople against each other,
or strain the resources of one department to benefit
another, might work against your business. Management
expert Rosabeth Kanter suggests that this management practice
may be a pitfall that a business will want to avoid:

It kills co-operation. By making it an us against
us contest, instead of an us against them (the
competition), you might make coworkers hostile toward
each other instead of encouraging them to cooperate
toward a common goal.

Winning replaces succeeding. Instead of concentrating
on the ultimate goal of improving total sales or
productivity, teams of individuals may glue attention
on winning and fail to help other teams accomplish
more; coast if they are in the lead; or give up if
they are far behind.

Competition reduces creativity. Creativity requires
risk-taking; following strategies that might not work
out. A contest might prohibit people from following
their "gut" and taking a chance because they could
lose the contest.

Good management spurs competition. It doesn't kill
cooperation.

"Agri Marketing"”
Management - Avoiding Telephone Time Wasters .....

1. Stick to priorities. Don't open the conversation by
saying something like, "What's new since we last talked?"
Rather, "Hi Karl, I need to ask you a few quick questions,
if you have a minute."

2. List items to be discussed before you pick up the
telephone.

3. Phone calls are like requests for your personal time.
It's nice to feel needed, but, don't let your ego get in the
way of effectiveness.

4. Preset the time 1limit. "Yes, I can speak for a few
minutes." Gently let them know time's up. "Just, before we
end this conversation..." Be frank if needed. "Sorry, I

have to go now."

5. Time yourself for one day and evaluate how much longer
calls take than necessary.

6. Keep telephone messages in one place or list call-backs
on your calendar.

National Assoc. Self Employed
Newsletter (1-'90)




Marketing The Station to Advertisers .....

Lou Vito calls "A goal a dream with a deadline." 1In

college, his major was sports management. His first job out

of college was as a teacher-wrestling coach. When he was

offered a sales job at a Columbus, Ohio radio staticn, he taok it and says
now, "After just a couple of days, I was 'hooked' on radio

and quickly decided that I'd own my own radio station by the

time I was 35."

He beat his deadline when in 1988 he and his father in 1law,
a major Central Ohio plumbing contractor, bought the AM-FM
combo at Bellefontaine, Ohio. When he set out to buy a
radio station, he looked first at those stations. "They had
just come out of Chapter 11 and were grossing less than half
what they'd done in the mid-'70s. There was no way to
justify the price the owner needed 'to come out.' The
billings were low. The plant had run down because of
neglect. The other stations I looked at were either 'maxed
out' or inferior to competition in their markets. I decided
to go ahead when one of my radio friends told me, 'You can
pay what you realistically think the station will bill
profitably in 3 to 5 years." The single station market was
good (retail sales over $160-million) and it was growing
thanks to the location of a Honda plant in the next county.

"I knew we had to improve the programming and the plant. =
That meant expensive capital improvements and dramatically
raising the operating expenses," Vito says now. "But that

also meant raising the gross quickly."

When he took over the station in January, 1988, the general
consensus in the business community was that "nobody
listened." That was further complicated by, "I tried it and
it didn't work." Vito decided that he had to involve the
advertising community in the station before they would spend
significant money on it. That had to be done and had to be
done quickly. He outlined some of the things he did on a
panel at the recent R. A. B. "Managing Sale Conference."

He divided the business community into 3 groups, "Movers and
Shakers" (people who took a leadership position in the
community's business and civic organizations), "Attendees
(people who belong but shy away from leadership spots) and
finally "9 to S5ers" (people you don't see except in their
businesses during "store" hours.)

He decided he'd go after the "Movers and Shakers" first. He
made it mandatory that each department head and each member
of his sales staff would be active in at least 1 community
group. A morning talk show was established. "One at a
time, the "Movers and Shakers" appeared "boosting their
special interests." "That kind of thing is good. It gives
the public a different picture of the person with whom they
do business," Vito says. "Their friends and customers tell
them they heard them." Each guest is given a"Certificate of
Appreciation" for appearing on the show. "Those
certificates do go up on walls - and stay there," he says.

- 7 -




To overcome the "nobody's listening" perception, Vito
created a "Lunch Party Patrol." To be eligible for a party
lunch in their store, office, or plant department, workers
were told to send a letter saying "We're listening at work”
on the business stationery. The letters were put in a 3
ring binder to be used in sales presentations.
Additionally, mailing pieces were made up using the return
addresses (many times trade marks) from the business
envelopes. Complimentary letters were exerpted on
presentation sheets saying "Our Advertiser's Say It Best."

Special attention was given to gathering "success stories."
The stories were voiced by clients for broadcast on the air
and were put on a cassette. During a sales presentation,
Vito says, "We normally play 3 or 4, then ask, if the client
wants to hear more. We have several more, if he does. We
put them on a 90-second cassette. The customer
automatically thinks we have dozens of them."

His first Christmas in Bellefontaine, Vito and his staff,
wearing Christmas hats, toured the business community singing
Christmas carols. Each Summer, he has 4 ice cream giveaways
with a clown distributing free ice cream. This year, his
station programmed a "Fantasy New Year's Concert." Between
music sets, "Movers and Shakers" (on tape) were interviewed.
Vito has invited school teachers to bring their classes to
the station for "field day" tours. "A lot of those
youngster have mothers and dads in business." And, using
the station's camera, the station takes pictures of new
businesses during their remodeling or building. The
pictures, taken each week, are mailed to the owners giving
them a "progress report" and a momento. "It gets our foot
in the door," he says.

That camera is also used to take pictures of each station
special event. "We work hard to get 'movers and shakers' in
the pictures." The pictures are assembled into what he
calls the W P K O/W B L L "Fun Book," also used for sales
presentations.

By now, Vito's 2 step marketing concept has reached deeply
into all the 2 target groups. His station's broke into the
profit column in 10 months and now as he starts his 3rd
year, the stations are billing more than he paid for

them. Outlawed inside the station and "on the street," the

word "I." We always say "we." "We want our listeners and
our customers to know always that their getting the service
of not just one person, but a 'team.' Well said coach!

THE LAST WORD

"Some people see things as they are and say, WHY? Others
see things as they can be and say, WHY NOT" (Robert Kennedy)
SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:

$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,
OTSEGO, MICHIGAN - 49078 - (616) 694 9357 FAX: 616 692 6789
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N. A. B. EFFORTS TO HAVE THE 24 HOUR INDECENCY RULE
overturned are not meeting with approval among small market
broadcasters. Typical comments to SMRNewsletter, "It's
another case of looking after the 'big boys', we don't do
that kind of thing in small towns," and "I don't see why
that kind of thing has to be on the air. People who want
that can rent 'dirty videos." N. A. B. and 16 other
organizations including networks and broadcast groups filed
a petition with the F. C. C. last month saying the ban is
"unconstitutional" because it "reduces the adult population”
to seeing or hearing "only what is fit for children."

MAJOR LEAGUE BASEBALL TEAMS ARE EYEING THE DEAL made by a
San Diego radio station which is paying the highest rights
fee ever and gets no revenue for pre, post, or in-game
advertising. The station is paying that record breaking
rights fee for "high" ratings to sell its other programming.
Will other major league teams (and other sports) try to do
what has been done in San Dieqo?

30 FREE SPOTS A WEEK FOR A YEAR -~ That's the N. A. B.
request being made over president Eddie Fritts' signature.
The spots would promote new N. R. S. C. receivers. A N
Virginia small market AM stand alone operator says, "This is
a lot of time to promote a new receiver that most listeners
will not be able to audibly tell from ones which have been
on the market before. It would further appear to be a real
shame to have a nationwide effort to promote the N. R. S. C.
radio as 'new and improved', only to come back a short time
later, I hope, to tout an even 'newer and more improved'
stereo receiver."

KEEP AN EYE ON YOUR RECEIVABLES - The Wall Street Journal
(3-1) reports that small business borrowers are feeling a
credit squeeze: a wider rate differential (4 to 5 points
over prime) and higher credit standards with banks in
widespread parts of the country demanding equity to debt
ratios of 4:1 vs. 2:1 at this time last year.

NOT MUCH CHANGE -~ "The M Street Journal" reports 325 new
stations went on the air last year (same as in '88 and 1
more than in 1987). Call letter changes 576 (563, 573), city
changes .15 (12, 10). 810 stations changed format in 1989.

e THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS e
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At the F. C. C. ...i.

The F. C. C. 1ldst week [3-2) announced that 98 Class A FM
statlons along\the Canadian border can increase their power
to 6 kW as other Class A stations were granted 11-3-'89.

NEW STATIONS (Granted):

ALABAMA (Dothan) AM Holy Ground B'c' g. 700 5 kW D
PENNSYLVANIA (Berwick) FM Robert Moisey 103.5 2,080w 394
SOUTH CAROLINA (Loris) FM Robert Rabon 105.9 3 kW 328"
TENNESSEE (Loudon) FM Deborah Greenwood 105.3 3 kW 328"
VIRGINIA (Emporia) FM Stone B'c'g. Corp. 99.1 2 kW 403"
WASHINGTON (Pasco) FM West Pasco Fine Arts 101.3 3kW - 95!
AMENDMENTS TO THE FM TABLE (Amended):

GEORGIA (Douglas) 92.5 (A) M.: W X L 0]

(Hinesville) 92.3 (C2). W 4-10/5-10.
ILLINOIS (Seneca) 94.7 (A). W.: 4- 17/5 17.
(Streator) 105.1 (A). W.: 4-17/5-17.
IOWA (Spirit Lake) 103.9 (C2). M.: KU O O.

MICHIGAN (Bridgeman) FM 97.5 (A). W.: 4-10/5-10
MISSOURI (Carthage) 95.1 (C2) for 97.9 (A) M.: R K G K
(Webb City) 95.9 (A) for 95.1 (A). M.: K K L L
NEW YORK (Conklin) 100.5 (A). W.: 4-13/5-14.
(Endville) 107.5 (A). W.: 4-16/5-16
(Southport) 99.,5 (A). W.: 4-16/5-16
SOUTH DAKOTA (Rapid City) 104.1 (Cl) for 104.3 (pn). M.: CP
(Salem) 100.5 (Cl) for C2. M.: K S M L.
(Sioux Falls) 98.3 (A) for 100.1k (A). M. :KCFS
TEXAS (Dublin) 104.9 (Cc3). W.: 4-10/5-10
(Marlin) 92.9 (C2) for A. M.: KR X X
(Mirando City) 100.5 (C2)for 100.9 (A). M.: K
WEST VIRGINIA (Webster Springs) 102.1 (A). W.: 4-10
(Weston) 102.3 (Bl1) for A. M.: W S
(Proposed):
CALIFORNIA (Clovis) Move K X M X from Madera and upgrade to
Bl.
KANSAS (Emporia) 101.7 (C2) for A. M.: K E G S.
(Fort Scott) 104.7 (A) for 101.7 (A). M.: KV C
(Independence) 102.9 (A) for 101.7 (A). K I
MISSOURI (Osage Beach) 93.5 (C2) for A. M.: KL Y C.
(Warsaw) 98.5 (A) for 93.7 (A). Regq.: KL Y C.
OKLAHOMA (Ketchum) 107.5 (Cl) for A. M.: K G N D.
VIRGINIA (Bon Air) 92.1 (Bl) for 92.7 (A) upgrading W C D X
Mechanicsville and changing its city of license.
(Mechanicsville) New city/license for W Q S F,
Williamsburg, Virinia 96.5 (B)
(Chester) 93.1 (A) for 92.1 (A). M.: WD Y L
(Ruckersville) 101.9 (A) for 92.1 (A). M.: WX Z Y.
(Requests):
GEORGIA (Bostwick) 92.3 (A). Reqg.: Ronald A. Reeves
(Milledgeville) 100.7 (C3) for A. Reqg.: Preston Small
KENTUCKY (Campbellsville) 104.1 (C3) for A. M : WCKDQ.
MICHIGAN (Manistee) 101.5 (C3) for A. Reqg.: Patrick Lopeman

Y
N D

TO RECEIVERSHIP:

NEW YORK (Little Falls) WL F H (AM - Class IV) to Alan
Bentkofsky, Esq., Trustee, P. O. Box 786, Auburn,
NY-13021. (900119ED)

SOUTH CAROLINA (Spartanburg) W K D Y (AM Class IV) to
Charles P. Edwards, Esqg., Receiver, P. 0. Box 2552,
Spartanburg, S. C. - 20304.




an emergency." He points out that of septic tank services,
Roto Rooter gets the most calls from its "yellow page"
advertising. It uses the most creative advertising. 1In
advertising, he says, "familiarity breeds trust."

He points to florists as over-users of the "yellow pages."

If the "yellow pages" have a limited usage and are central to
so few businesses, why do they continue to capture such a

big and growing share of total advertising? Wasser attributes
it to the sales effort. "The average 'yellow pages'
salesperson doesn't make his or her first call until he or

she has undergone 6 weeks of intensive training."

The "pitch” seems to be centered around "dominate the
classification"(by being as big or bigger than your
competitor) and fear of loss (If you pass this up, you can't
do anything about it for a year). "Yellow page" salespeople
get a meager commission on renewals, huge commissions on
upsells. Often a "yellow pages" salesperson doesn't call

on a customer regularly - he/she is moved from territory to
territory. The "yellow page" management believes the
salesperson will sell harder if he doesn't have to see the
customer again and this avoids the making of friendships
where the salesperson may "start thinking

like the customer" rather than pushing him for more space.

About getting advertisers to bring their "yellow pages"
advertising down to a reasonable investment, making room for
more creative advertising (radio), Wasser suggests:

Start 6 months before the "yellow pages" closing date
(the last day they accept ads)

In opening a conversation about his/her "yellow pages"
"I have some ideas to save you money" or "get more
for your advertising expenditure.™

Early on say, "I know you have to be in the 'yellow
pages', but ----- o X

Big ads (which appear at the beginning of a
classification get less readership because most
people (75%) start at the back of a classification).

Color actually loses impact for a "yellow page" ad.

Go after the "big ticket" businesses first. They have
the most to spend and the least reason for being
major "yellow page" advertisers.

Suggest they use "trade mark" listings and bold print
in the "white pages" as a custcmer convenience.

Never allow a radio advertiser to say "see our ad in
the 'yellow pages." He's inviting listeners to see
the ads of his competitors.

"We've worked with thousands of advertisers in 'sizing down'
their 'yellow page' ads and heavying up their creative
advertising. Not one has reported a downturn in his
business," Wasser says.




About Ratings .....

The ratings services (Arbitron and BRirch) are not central to
most small market radio stations, but, no matter where your
station is located, estimates of the size of its audience
are included in Arbitron's "County by County" and Birch's
"County America" reports. No station can afford to
disregard them.

The current issue of Drake Chenault's client letter includes
some good advice from that firm's national programming
consultant, Steve Hibbard. He advises:

"Top of mind awareness is critical. Aside from all the
promoting of your call letters and dial position, what is
memorable about your station to the typical listener?
Remember that radio is low on the list of life's priorities
for most people. Give them something besides 'more music'
to remember you by."

"Consistency is important, since awareness is developed over
time. McDonald's has had only 3 marketing themes in 20
years."

"Call letter reinforcement must be relentless, on and off
the air, as you bring all your resources to bear."

"Actually, use the term 'call letters' regularly on the air.
Listeners may not know the term, but those with Arbitron
diaries will see it, and like it or not, those are the
people who matter most."

"Both ratings services measure 'perceived behavior.' Birch
respondents must remember what they were doing up to 24
hours ago. Arbitron diary keepers often don't record
listening as it happens, but perhaps several days later. On
the air we need to heighten the perception of how much the
listener has used your station with liners that remind them
of all the times and places they've listened (and perhaps
encourage them to listen in settings where they don't yet
listen). Here are some sample phrases to incorporate into
your liners:

All morning long, ‘from the time you arrive at the
office .....

In the car, on the way to work and going home...

Going shopping or running errands, we're always with
you .....

Set your clock radio and keep us tuned in all the
way to work .....

On your way to a great evening .....
Good liners invite people to do what you want them to do and

remind them when they do it.
-6 -




MONEY PAGE - $ALE$ AND PROMOTION IDEA$

New sources of income was the subject of a session at the
Country Radio Seminar (Nashville, 2-28/3-3). A couple of

ideas that are, or could be, used in small markets:

"LETTER TO FANS" People who enter contests or call in
requests are generally a station's
most loyal followers and can be
expected to respond most heavily to
advertising on the station.

Several stations reported building a
data base of these "core listeners."
One station reports sending a monthly
letter to the listeners in its data
base. The letter, signed by a
different on air personality each
month gives them some inside news
about station air people, previews
upcoming contests, events, and
special programming. It also carries
a coupon or gift certificate from a
station advertiser (for which he

pays extra). Redemption rate is 9%
to 21% - 3 to 7 times higher than
other distribution means. The monthly
mailing shows a direct profit.

"LAWYER CALL IN" A lawyer who wanted to expand his
practice approached the music
intensive station to go on the air
with a "call the lawyer" type show.
Station instead, set the lawyer up
with a telephone in its conference
room. Brief ads on the air during a
weekly 3 hour period ask listeners:
"Have a legal problem? Call

Attorney --- at no cost. He's
waiting for your call now 'til --- at
#.ll

"NEW SOURCES" In addition to radio advertising,

WITZ, Jdasper, Indiana, also sells
business cards and stationery,
specialty advertising products, and
direct mail services (printing,
mailing, etc.)

April Opportunities:

April is the #2 month for lawn and garden stores (May is #1,
June is #3); It's the #2 month for sale of new homes, and a
top month for re-sale houses (9.2% of the year's business).
It is also an above average month for autos, auto parts,
building supplies, florists, hardware, mobile homes, shoe
stores, and tires. Special opportunities: Daylight Saving

Time begins Sunday April 1 (April Fool's Day); Easter is
Sunday April 15, April 23/27 is National Secretaries Week.
April is "Keep America Beautiful Month" and National Cable
Month. - 3 -




$ale$ - A Competitor With An Unfair Share .....

Nationwide, the telephone book "yellow pages" are estimated
to equal or surpass radio's total revenues - about
$8.5-million. That's truly amazing when you consider that
the average person spends 3.25 hours a day listening to
radio and by the "yellow page" industry's own statistics use
the "yellow pages" 34 times a year (or less than 3 times a
month).

As the advertising business gets increasingly crowded and
competitive, both radio stations and daily newspapers, in an
effort to "unearth" new revenue are zeroing in on heavy
users of "yellow page" display advertising. Several firms
have been launched to consult station and newspaper sales
staffs in the effort. One of those firms is American
Consulting Services based in Vancouver, Washington - a
Seattle suburb. Steve Wasser of that firm presented a 2-1/2
hour seminar at this year's R. A. B. "Managing Sales
Conference."

Wasser said his firm's strategy is not to tell a business to

discontinue its presence in the "yellow pages", but, to cut
back and reinvest the savings in creative advertising
(radio, newspaper, direct mail, TV). He points out that

the "yellow pages" do not create desire or demand for a
product or service. The desire or demand is placed in a
prospect's mind by creative advertising (radio, newspaper,
TV, direct mail). The use of creative advertising puts a
product "top of mind" for a share of that person's
discretionary income.

The average person who looks in the "yellow pages" (in
order) are:

1. Repeat customers (they don't know or forget the

number ).

2. Referral customers (a friend or relative recommended

the business but didn't know the phone number.)

3. People influenced by creative advertising.(they heard

or saw an ad(s) in creative media and are looking
up the number).

4. Brand name seekers. (Best reached by trade mark
listings (non display) within the columns e. g.
the trade mark followed by "Where to by,"
followed by dealers listed by geography).

Newcomers to town. '

Emergency buyers.

[e)NS; }

Wasser sees category 5 and 6 as the most important segments
of the "yellow page" users. Plumbers, electricians,
appliance repairmen, locksmiths, glass repair providers are
among the businesses he believes are wise in making major
investments in "yellow pages." However, he points out they

need creative advertising as well. "That creative
advertising makes the business familiar to the person with

- 4 -




"A good foundation" .....

My ideas about how to run a business were largely shaped by
my father who managed Harvey Mackay's Iowa envelope plant.
Mackay is author of the best selling business book, "Swim
with the Sharks Without Getting Eaten Alive." "My ideas on
how to run a radio station came largely from listening to
W C C O when I got up early to run my paper route while I
was in high school." The words are those of 30 year old
Rick Flacksbarth, co-owner/manager of KM A V AM/FM,
Mayville, North Dakota.

Flacksbarth's station, located on the "strip" between
Mayville (population 2,400) and Portland (1,000) dominates
an area 40 miles in every direction with its 2.5 kW
daytimer/3 kW Class A FM signal. The area lies between
North Dakota's 2 major cities, Fargo and Grand Forks, in the
Red River Valley.

His station originates some 200 sports play by play
broadcasts each year, does an annual farm and home show, a
golf tournament, a fishing tournament and all with a staff
of 5 full-time people and some part-timers from the local
college and area high schools.

The secret, he says, is a staff that makes up in dedication
and interest what it lacks in size. "We pay well for a
station our size, but, the people here understand that we're
not hiring them to operate just within the 4 walls of this
building. We expect them to 'pitch in' on outside station
activities and in the community."

The sports schedule on his station features the local
college's football, basketball, and baseball schedule - plus
~ games played by 13 high schools in-his area. High school
games are scheduled on a rotating basis. Non broadcast
games are covered in a "call in" scoreboard show which
follows the play-by-play. '

All of the area coaches appear on a 3 hour Saturday morning
coach's broadcast. The interest is heightened by a weekly
"player of the Week" selection. Area coach's call in their
nominations on Wednesday. The. selection is made from the
nominees by the station's play-by-play man (who is also the
6:00 A to Noon morning man and a leader in the volunteer
fire department). The selection is announced on Thursday.
The "m. v. p." and his coach appear on a radio interview.
In late March each of the weekly winners and their coaches
take part in a station sponsored dinner at which the "m. v.
p-" in each sport is presented with a station purchased
trophy. Fans who wish to attend (several hundred) buy
tickets for the banquet at participating high schools. The
ticket sales cover most of the banquet cost.

Flacksbarth estimates that about 40% of his station's income
comes from sports (including Minnesota Twins baseball).
- 7 -




Although much of the sports income comes from a 12-month a
year "Sports Club", he does not use the short name and
address "plugs" common in most such ventures. "We run full
30 second messages. "I want advertisers to know that we
sell advertising - and are not in the business of collecting
donations."

As it's located in one of the country's richest farm areas,
farm news and information and agriculture related
advertising are important on KM A V. One of the station's
major efforts is its June "Farmer's Appreciation Days." A
dozen farmers are interviewed on tape. The 30 minute
broadcasts featuring a farmer from each of the community's
where the station does business are sponsored by businesses
in those communities. Each interview is carried twice, at
10:30 A. M. and 5:30 P. M. Farmers talk about their
operations, their families, their views on current affairs.

Flacksbarth says he has taken the "Jim Williams Radio Sales
Course" a dozen times since 1978. "The days when you
walked in and the customer says, 'I've got the copy over by
the cash register,' are over. Everybody is fighting hard
for business. They expect 'the man or woman from the radio
station' to have some ideas - to be of some real help. I
think of this station like a retail business. The only real
difference is that when a storekeeper sells something, he
takes it off the shelf. We put it on the shelf. When the
advertiser runs a schedule with us, it's like he's going
fishing. He's got to 'bait the hook' with something to
bring in the customers."

Flacksbarth's biggest sale may well have come while he was
the 23 year o0l1d manager of an Iowa station. "I learned that
this station was for sale. I needed a partner. One of my
customers in Iowa was the owner of 6 furniture stores. I
had sold him up from $100.00 a month to $1,000.00 a lot of
months - all in just over a year. Larry Gilworth told me,
'Radio works good. It has to be a good business. 1I'll be
your partner."

THE LAST WORD

From Harvey Mackay's book, "You never stop needing role
models. The superstars in every field keep right on holding
role models in front of their eyes long after they've become
role models themselves. They study them, copy them, compete
with them, and even try to surpass them. It doesn't end
with childhood. They're constantly goading themselves to
meet new challenges. They top o0ld role models, then they
find new ones. They top themselves, and they set new goals.
What better way to measure yourself, to feel good about
yourself, and to achieve, than trying to be like people whom
you admire? Look at yourself in the mirror. If you like
what you see, don't forget that you want to feel the same
way tomorrow morning and the morning after."
SMALL MARKET RADIO NEWSLETTER, (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:
$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,
OTSEGO, MICHIGAN - 49078 - (616) 694 9357-FAX: 616 692 6789
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VOLUME VII - Issue #40 - March 1, 1990

A WINDFALL OR A HOAX? - That's the question broadcasters all

across the U. S. were asking this past week. Stations in ‘
all parts of the country received a "broadcast order" for 168

2 minute spots "as billed. Total audience plan

commissionable to agency." The tape supplied also includes

a 60-minute program which the station may schedule 1 time

each week for 8 weeks. The "order" says, "We will pay for

only 8 runs." The agency identifies itself as the Zubra

AGency, San Ysidro, CA 92073 in behalf of its client, "The

Freedom Tax Amendment Foundation."

(616) 694-9357 Ve

SMRNewsletter has received dozens of phone calls and
numerous pieces of mail about this. Our advice: Advise the
agency that issue advertising is cash in advance (as it is
on most stations). 1In recent years, hundreds of stations
ran schedules for a Canadian based "investment opportunity"”
and a Florida based firm promoting "overseas job
opportunities." Neither client paid.

)

ABOUT THE 1991 N. A. B. CONVENTION - It will be in Las Vegas
again. For the first time on a Monday through Thursday
schedule. Exhibitors rates are being raised $1.00 per
square foot bringing in anotlHer 1/3-million$ to N. A. B.

NEW BARTER SYNDICATION - Unless there's a T. N. N. R.
affiliate who carries it in your area, you can get Nashville
Record Review with Crook and Chase via Sitcom IR Saturday
afternoons from 2 - 6 PM (Eastern). Infor: (212)916 1041.

Otsego, Michigan 49078

NEW DIGITAL PRODUCTS - Steve Bellinger is introducing a hard
disc automation system for satellite stations and a floppy
disc music system for live assist stations at this week's
Country Radio Seminar in Nashville. Also will be displayed
in Booth 6722 at N. A. B. Atlanta (3-31/4-3). Bellinger's
Systemation Corporation is located at Decatur, Illinois.

AM STATION REMINDER - F.C.C. mandated N. R. S. C. standard
must be in operation by June 30. N.R.S.C.-1 is due by this
year's date. N.R.S.C. #2 by June 30, 1994. Whether you are
an N. A. B. member or not, you can get full compliance
information by calling N.A.B. Science and Technology (Stan
Salck) at (202) 429 5346. Remember, compliance with
N.R.S.C. is not voluntary - IT'S THE LAW.

S THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS smem

275 19th Street
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At the F. C. C. .....
NEW STATIONS (Granted):

KANSAS (Downs) FM Sound Broadcasting, Inc. 94.1 100kW 991

Oklahoma (Locust Grove) FM Michael P. Stephens 100.7 3 kW
328!

VIRGINIA (Rural Retreat) FM Highland B'c'g., Inc. 103.1 3kW
328"

AMENDMENTS TO THE FM TABLE (Amended):

IOWA (Algona) 92.7 (C2) for A. M.: K 1L G A-FM.
(Forest City) 107.3 (C2) for 102.3 A. M.: K I O W.
(0Osage) 103.7 (A) for 92.7 (A). M.: KC Z Y.
NEBRASKA (Sargent) 92.1 (C1). W.: 4-3/5-3.
OKLAHOMA (Marlow) 92.1 (Cl) for C2. M.: K F X I.
PENNSYLVANIA (Altoona) 100.1 (B) for A. M.: WP RR.
(Burnham) 95.7 (A). W.: 4-3/5-03.
(Port Matilda) 107.9 (A). W.: 4-10/5-10.
SOUTH CAROLINA (Walhalla) 96.3 (A). W.: 4-3/5-3.
SOUTH DAKOTA (Huron) 99.1 (Cl) for 92.1 (A). M.: K UR O FM,

(Proposed):
LOUISIANA (Shreveport) 99.7 (Cl1) for 100.1 (A). M.: KM J J.
TO RECEIVERSHIP:

OREGON (Medford) KYJC - 610 AM - 5 XW U and K F M J-FM (B)
(at Grants Pass) to Lindavox Broadcasting, Debtor in
Possession, 1257 N. Riverside, Suite 10, Medford, Oregon
- 97501 (89229EC) (891229ED).

SOME MONEY SAVING OPERATING TIPS:

If your station is on 24 hoéurs a day, you may be eligible
for a "bulk user" contract with your power company. You're
using a lot of electricity during "slow" periods.

Put a timer on your thermostats.

Investigate the availability of 3 phase power at your
transmitter site. Changeover should be inexpensive and, if
it's available, it will lower your power bill.

If you're buying equipment, check lease contracts very
carefully. 1It's a very expensive way to finance purchases
€. g. on a lease, the total financing cost is often 2.5 or
more times the cost at which banks lend money to credit
worthy customers.

From SMRNewsletter's "99 Money
Saving Ideas for Your Small
Market Radio Station"
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MONEY PAGE - $ALE$ AND PROMOTION IDEAS$

"INDUSTRY SALUTES
LABOR" The idea is from Bernie Brobst,
longtime general manager at W E L A/
W O H I, East Liverpool, Ohio, now
at WD Z/W D Z Q, Decatur, Illinois.

The East Liverpool stations enjoy a
banner August, thanks to a series of
announcements which run the 4 weeks
leading up to Labor Day. The
announcements are sold to area
industries and feature the plant
history, growth, products made,
contributions to the community, and
acknowledge the contribution's of
the industry's work force.

The schedules are "pitched" in March
because many of the local managements
have to get home office clearances.
in Brobst's words, "It takes a lot of
work, letter writing, etc., but it's
a lot of bonus business."

AND - K B T N, Neosho, Missouri has had
excellent results with its local
industries, tying them into
community events and causes.
Generally the announcements are 60
seconds, half in behalf of the event
or cause, the other half devoted to
the industry's "p. r."

"THOUGHT FOR TODAY" and

"A TIME TO REMEMBER" Bryant Gjillespie, who for more than
20 years handled sales of the late
Earl Nightingale's radio program, has
come out of retirement to serve as
host of 2 new l-minute radio shows,
"A THOUGHT FOR TODAY." (motivation)
and "A TIME TO REMEMBER" (unusual
happenings in history).

A dozen stations have already signed
for 1 or both of the series, which
are being sold on a cash basis with
a 6 month contract. Demo and other
information made be had by calling
Gill Brian Productions at (312)

832 2169 or writing to P. 0. Box 269,
Clarendon Hills, IL - 60514.

Editor's Note: The shows are good.
The rates make sense. Bryant is an
0old friend and we wish him well.
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Radio's #1 Problem? .....

In a small market, a new salesperson started out with a zero
list and went prospecting. In the process, she unearthed a
small donut shop and succeeded in getting them on her
station. Everything went along smoothly until salespeople
from competing stations heard them on her station. All of a
sudden, the donut shop became a priority account for the
competition. 1In frustration, the owner said, "salespeople
from other stations are coming out of the woodwork and
harassing me as to why I'm not on their station. I don't
have time to put up with this. If it continues, I'm going
to cancel." It did continue and the donut shop is not on
that station or any other radio station.

In another market, a young, entry level salesperson depended
heavily on new accounts. 1In the prospecting process, the
salesperson worked with a small business that had just
recently opened. By being a real marketer, this salesperson
got the business on the air by providing them with ideas and
help to achieve the business's marketing objectives. The
account grew in size to $2,000.00-plus per month. Soon the
account was besieged by other radio and TV salespeople. One
of the competitors was particularly aggressive in trying to
take the business with a courtship that included flowers,
lunches, cut rates, etc. The competitor even took pot shots
at the salesperson who put the account on the radio for the
first time.

Who stands to gain or lose in this battle which is being
staged all across the country. What methods of prospecting
should stations use? Radio can't establish itself as a
primary medium as long as this in-fighting continues. Radio
salespeople and mnagements must commit themselves to
processes that build value into the medium - rather than
doubt. We must be client oriented marketers. What would
happen if the total amount of money spent on radio increased
by 20% in your market?

It's time to raise the level of professionalism in ranks of
radio salespeople. The salespeople and their managements
must be committed. We must be marketers. A marketer
focuses on what the client wants and needs. Radioc must
build its value in the mind of the client. The effort has
to be to serve the client. ~

We radio people must quit fighting over a very small piece
of the total advertising "pie" that might be on a
competitor's station. Each time a radio salesperson
condemns a competitive radio station (or another medium), it
puts doubt into the mind of the business person. It puts
that business person on the defensive. Let's not try to
build our "castle" by tearing down our competitor's
"castle."

Darrell Solberg
D. D. S. Services
5904 West 35th Street
Sioux Falls, SD - 57106
(605) 361 9923
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About Your Customers .....

THE AUTO DEALER - Only about 5% of a dealer's profit comes
from new car sales. More than 35% comes from used car
sales, 60% from the sale of service and parts. On a typical
new car, the dealer has over $1,000.00 of uncontrollable
expenses: floor plan:$315.00, advertising costs $365.00,
and rent factor (% of dealer facility) $325.00. The
National Automobile Dealers Associates believes that over
half of new cars are sold at a net loss to the dealers.

In its February issue, "Auto Age" magazine is telling its
dealer-readers that "Sluggish new car sales and sagging
dealer profits are not a temporary phenomenon. The nature
of the business has fundamentally changed from a seller's to
a buyer's market. Dealers are suffering not because this
transition is inherently bad, but because they have failed
to recognize the shift and alter their ways of doing

business to suit it." It advises, "What the product dealers
should be selling is comfort and happiness - not cars or
tune-ups. Retailer in other fields have long realized the

true business they are in is selling themselves to the
customer by promising to make his life better in some way."
Consumer attracting planning is critical to a dealership's
survival.

THE INDEPENDENT GROCER - "Grocers in towns of less than

20,000 used to be safe from the lions in the food industry.
However, with the emergence of super, combo, and warehouse
stores that draw shoppers from 20 miles away, that's no longer
true." The words were those of Tom Mach, a Minnesota con -
sultant, before the National Grocers Convention. He also
pointed out that, "The size cf the pie is not growing. If
you're going to compete for business, you've got to take it
away from somebody else."

Mach's advise, "A typical customer spends $68.40 per week
shopping for a family of 3 - that's $3,557.00 per year per
new customer. Get one more new customer a week and you've
increased your volume $94,250.00." Consumer research shows
that successful stores have good meat and produce
departments and the independents "have an advantage in
services." "The key ingredient of success cited in research
is not low price - but value - convenience plus service plus
quality plus selection plus reasonable prices."(Supermarket
News - 2-5-'90).

SHOPPING MALLS - They account for 55% of non automotive
retail sales in the U. S.The problem, has increased by 60%
in 10 years - faster than the populaticn and the real growth
of retail sales. An even bigger problem, consumers begrudge
the time they spend finding a parking place and waiting in
lines. Shoppers still buy on impulse once they get into a
store but, their destination (store) is more often planned
in advance. Shopping center managements have to help their
retailers build traffic through a combination of price and
non-price promotions, Gary Stible, New England based

consultant advises. "Print ads are still the industry norm,
but more developers are moving into radio and TV to reach
consumers directly. (Ad Week/Marketing Week -2-5-'90)
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Management - Communications Skills .....

Here are some questions to ask yourself to determine how
well you communicate. They are based on an article by Ken
Jatejka of the School of Business Administration at
Duquesene University.

1. Do you create an atmosphere that encourages people to ask
questions when they are unsure of something?

2. Do you make an effort to become aware of 'hidden agendas'
that get in the way of open communication? If you fail
to uncover and consider unresolved issues you won't
understand what a person meant by what he or she said.

3. When speaking do you take into account the total
impression you are creating? Do you consider inflection,
gestures, etc? Or do you focus only on the words?

4. Are you aware that people usually will not change their
minds when told or threatened to do so - that you must
make them see the situation in a different way?

5. Do you often prepare a rebuttal while a person is
speaking - before trying to really understand what is
being said?

6. Do you really understand yourself - and how your
attributes affect your communication attempts? For
example, are you a "big picture person" or a "detail
person?" Are you rational or judgemental?

The answer to these questions should be obvious. But even
one wrong answer can impair your ability to communicate
well. TIf you fall short in certain areas, you should work
on them - or you won't be really effective as a
communicator.

American Management Association
Management - Reducing Stress .....

1. Schedule anticipated stress. When possible, space
stressful situations so they don't come all at once.

2. Arrange for privacy. Find a place and schedule a time
where you can think alone without interruption.

3. Maintain control. Don't allow insignificant events to
control you.

4. Establish support systems among family,friends, colleagues.

5. Don't procrastinate. Stressful situations get worse the
longer you tolerate them.

6. Make decisions based on your needs rather than what
others expect your needs to be.

Warwick Insurance Company
Morris Plains, New Jersey
- 6 -
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"Billing and Collecting Big Money" .....

"Five years ago, we were a typical small market radio
station. Our collection record was average or good. I
decided that some businesses were using us not only as an ad
media - but, a banker who didn't collect interest," Dan
Parker of W C M Y/WR K X (FM), Ottawa, Illinois says.

As his area was moving out of the recession, he decided it
was time to get serious about collections. ‘"carrying a lot
of past due money in a high gross radio operation is very
costly," he says. Parker put into place a uniform
collection policy.

The central part of the policy is that no statement with a
past due balance is mailed out until the account is called

or seen personally. "When that customer gets 30 days past
due, the salesperson asks, 'Is there a problem?' {billing,
co-op, etc.). The customer is asked immediately, when he

will pay? If he can't pay the entire amount, a payment plan
is set up immediately."

Parker continues, "If he doesn't perform as agreed, his
schedule is stopped. When he's 60 days out and has not paid
or honored his payment plan, the account goes to an attorney
for collection.”

Parker says his collection policy has not cost his station
business. 1In addition to the cost of carrying overdo
accounts, he says, "far more important, asking for prompt
payment establishes value. Businesses are held toc that
standard for most of the goods and services they buy. Why
not radio advertising?"

What about agencies? Parker says, "Many stations believe
and I used to believe, that having a strict collection
policy with agencies would cost you agency business.

That's simply not true. A buyer places the schedule. The
agency's accounts payable department pays the bills. 1In all
but the very smallest agencies, the two are separate
entities."

At WC M Y/W R K X, agencies get .the same phone call when
the account becomes 30 days past due. The call is directed
to the agency accounts payable department. "We sometimes
get the same story as other stations, 'We don't have your
billing' or 'There's a mistake.' We immediately deal with
the problem, sending a copy of the billing or making a
correction (if needed). We get the person's name and direct
the communications directly to him or her. This is followed
up with a call, 'Did you get the ----- ? When can we expect
payment?"

Parker says, it is rare for his station to have agency
business on the books that's more than 60 days past due. "I
think that every station should demand prompt payment.
That's the #1 message that tells our customers we are
selling something of value."

-7 -




In 1989, a year Parker calls typical of the last five,
WCMY/WRK X wrote off 1/3-% of its total billing. "We
do take some chances, and sometimes get

caught up in bankruptcies and that sort of thing, but, the
amounts we lose are small," Parker says.

"On new businesses, we have a credit form or the account
pays cash in advance," Parker says. Does it offend
potential customers? "No, their other suppliers ask for
that kind of information and if they can't get it, they ship
them C. 0. D," Parker says.

About a firm credit policy, Parker says, "I've been in this
business 30 years. I have never heard a good business
person say, 'I advertise on Station X because they let me
pay when I want to."

Parker admits that his good payment record is enhanced by
two factors. First, we run very good radio stations. "We
can afford to, because, we bank the kind of money every
month it takes to do that. And number two, it's the way we
sell."

Parker says the station salespeople conduct the business
professionally with appointments, consultant sell
interviews, and written presentations. This kind of selling
establishes value. "When you get something of value, you
expect to pay for it."

THE LAST WORD

On Page #One of our 2-15-'90 issue, we reported that the
Commission reversed a December, 1988 decision to allow a non
applicant (Marshall Rowland) to buy out the 7 applicants for
an FM C. P. at Marco, Florida.

We do not fault Rowland (a friend of this publication) or
his attorney, Vince Pepper, for whom we have upmost respect,
for making this effort. We do think that Commissioner Sikes
and his associates made a very wise decision in closing the
door to a new opportunity to those filing applications "to
be bought out at a profit".

From the beginning, we have thought and said that the
"80/90" program is the sorriest in the Commission's history.
Hundreds of sincere applicants have been frustrated or
financially wounded by "something for nothing" profiteers.
Much of this cannot be reversed. The "genie is out of the
bottle." But, by it latest action, the Commission has
correctly decided not to make a bad situation still worse.

SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (25 WEEKS:
$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,

OTSEGO, MICHIGAN - 49078 (616) 694 9357-FAX: 616 692 6789
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BRAIKER CALLS IT QUITS - After just 6 months "on the bird”,
Seattle based Braiker Radio SeHuliddshi(slaxthilhite delivered
formats without network commercials) ceased operation on
Monday, March 12. Despite a heavy promotional effort and
the "marquee value" of radio programming legend Rick Sklar,
the service had attracted less than 15 affiliates.
President Ivan Braiker gave subscribing stations 5 days
notice of the service's end. Drake Chenault/Jdones, which
launched a similar service in April, 1989, says it has 100
station affiliates.

AND, F. B. N. (Financial Broadcasting Network) has gone off
the air. Business Radio Network (E. R. N.) and Money Radio,
which offer a full-time service o6f business news and
features remain on the air.

S OF MAINE's 100 RADIO STATIONS have gone off the air
because of financial problems during the past 6 months,
according to the W D M E (Dover Foxcroft) March client
letter. The latest two are W I G Y, an FM powerhouse in the
Portland market (licensed to Bath) and its full service
sister AM, W J T O. —

CHANGING MARKETPLACE - Video sales and rentals totaled

$3.4 -billion last year vs. theatre receipts of
$2.2-billion. Video revenues are expected to top $4-billion
this year. There are now 24,000 theatre screens in the U.S.

- an all-time high. Their revenues are expected to be
"flat" in 1990. (Ad Week - 3-5 '90)

"THEY'RE GETTING LETTERS"™ - The F. C. C's. stepped up
campaign against broadcast indecency has generated 46,000
pieces of mail: 41,000 for - 5,000 against (an 8 to 1 margin
for removing indecent material from the air). (Broadcasting
3-5'90).

NEW MEMBER OF THE COMMUNICATIONS BAR - Bob Goldberg has
joined the Washington D. C. communications firm of Lukas,
McGowan, Mace, and Gutierrezs. Bob is the son of Mel
Golberg, longtime co owner/operator of WH J B, W O K U,
Greensburg, Pennsylvania.

U. S. LOTTERY LAWS CHANGE MAY 7. See SMRNewsletter next week.
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At the F. C. C. .....
NEW STATIONS (Granted):

ILLINOIS (Mount Vernon) FM Daniel Stratemeyer 102.1 50kW 500!
(Nashville) FM A. C. D. Ventures 104.,7 3 kW 328!

IOWA (Ankney) FM V. 0. B., Inc. 106.3 3 kxW 328

KENTUCKY (Williamsburg) Whitley Co. Broadcasting ((W E Z J)
104.3 2 kW 400!

MINNESOTA (Monticello) FM Monticello Radio Co. 102.1 3 kW
328"

TEXAS (Forney) AM North Texas Broadcasters 700 2.5 kW D
.850 N

(Ssan Diego) FM Brent Epperson 105.9 3 kW 328!
AMENDMENTS TO THE FM TABLE (Amended):

GEORGIA (Harlan) 95.1 (A). W.: 4-23 / 5-23
IOWA (Creston) 101.3 (C3) for 101.7 (A). M.: K I T R.

(Proposed):

FLORIDA (Crestview) 104.7 (Cl) for C2. M.: WA A Z
IOWA (Red Oak) 95.,3 (C2) for A. M.: KO A K
LOUISIANA (Sulphur) 100.9 (C3) for a. M.: KT Q Q.

(West Monroe) 98.3 (Cl) for C2. M.: K Y E A.
NEBRASKA (Falls City) 101.3 (A) for 95.3 (A). Reqg.: K O A K
TEXAS (Greenville) 93.5 (C2) for A. M.: K I K T.
WASHINGTON (McCleary) 96.9 (C3) as 1lst. Req.: Susan Giborsky
WISCONSIN (Stevens Point) 104.9 (C3) for A. M. WM G U and

change city of license to Marathon
(Portage) 95.9 (A) as 2nd. Reqg.: W I B U.

TO RECEIVERSHIP:

ARKANSAS (Lowell) K K I P (AM 1440 kHZ - D) to First
National Bank and Trust Company, Box 809, Rogers,
Arkansas - 72756 (900131EG)

MONEY SAVING TIPS:

Charges for professional services vary widely. The
"cheapest" is not always the least expensive or even
adequate. Before engaging the services of an attorney,
accountant, or consulting engineer, talk to some of his
clients.

Keep an "open mind" about the "professional" with whom you
deal. If you think the level of interest and quality of
service is declining, tell him/her immediately.

Discuss fees "up front."

Don't hesitate to question a "bill" that you think is "out of
line." You're the customer and have a right to an
explanation.

Remember, professional people "sell their time." Plan
meetings and phone conversations carefully. Be prepared.
"The clock is running." "99 Money Saving Ideas"

- 2 -




MONEY PAGE - $ALE$ AND PROMOTION IDEA$

"APRIL FOOLS DAY
FANTASY PARADE"

"STATION FAIR"

"THEME MONTHS"

Have the biggest parade your town has ever
"heard." Stage a fantasy parade on your
station.

Gather crowd effects and march music from
your record library. Then, contact local
dignitaries and record them for "bits"
during the parade (mayor, police chief,
etc.) The mayor might serve as grand
marshall. The police chief could give
traffic reports for example.

Have your sales staff sell mythical
"floats" to businesses e. g. a float
sponsored by the Pepsi Cola distributor
featuring a song by Michael Jackson. Tie in
some "floats" by local civic organizations
telling about their activities.

It's best to run disclaimers during the
parade broadcast saying, "This is the
April Fool's Fantasy Parade, the parade
that is as big as your imagination."

Scott Kerr in
Drake/Chenault client
letter (3-'90)

WT S N, Dover, New Hampshire will run a
3 day "health and leisure fair" in April
at a local shopping area. The fair will
feature demonstrations and displays on how
to stay healthy (sponsored by health care
providers) and get more out of leisure
time (sponsored by sporting goods, hobby
goods retailers, lawn and garden stores,
etc.)
New Hampshire Broadcasters
Assoc. Member Letter
(3-'90)

A "big market" idea that would probably do
even better in a small market.

The station sets up a schedule of 30 or 60
second vignettes on a subject like

spring paint up-clean up time (April) or
vacation information {May). It sells
complimentary ad schedules to businesses
who profit from the themed activity.

"New Business" Panel at the
Country Radio Seminar



$ale$ - About ales Appointments .....

Planning - Salespeople would prefer not to be tied to a time
schedule. Too many things can change their plans and they
want to remain flexible. Appointment selling demands
planning and scheduling for more than a day at a time.

Rejection - Many salespeople feel that it is easier for
prospects to say no on the phone than in person. 1If the
customer rejects an appointment, the salesperson feels that
he/she might never have permission to call on the prospect
again.

But, these are not good reasons to avoid appointments,
because there are so many pluses to the practice:

Time management - If you make appointments with key

customers, you can plan the rest of your day around them.

It improves the odds of finding your customer able to talk with
you. Appointment selling increases your positive sales
contacts.

Preparation and planning - You will be better prepared for
your appointment call. You should have stated your reason
for your visit when you phoned the prospect. Now you both
know what you want to talk about. If you haven't physically
prepared for the call, prepare yourself mentally as you
drive to the business. What do you want to accomplish?

Customer preparation - Customers are better prepared for the
call as well. Questions or problems may be brought up that
wouldn't have been had you just stopped by. By making an
appointment, you've chosen a time of day that's convenient
for the customer.

Professional image - Most of us want to be considered
professionals. If you are willing to make appointments and
your competitors don't, it creates a very business-like
image. - g

Commitment - If the customer is expecting you, it's very
difficult to develop "Lockjaw of the Elbow." You can't
drive by this time.

Steve Duea in
"Farm Store Merchandising"
3-1'90

About Your Customers ....

What Penney's is up to! They are trying to attract upscale
shoppers while keeping their longtime shoppers (best
described as the "middle - middle class".) Penney's has
gotten out of paint and hardware, auto service-centers, lawn
and garden. It now has the distinction of being the
nation's largest seller of denim jeans and diamond jewelry.
By fall, 50% of Penney fashion merchandise will be "non
house" national brands. Penney sales were up 9% (profits on
continuing operations were up 21%" in 1989's 4th quarter.

4. (Ad Week 2-26)




About This 'n' That .....

A HELPING HAND - At most radio stations, auto dealers are
the largest business category. During the current sales
slump, many radio stations are running generic, free '"spots"”
encouraging listeners to buy an auto now. The "spots" tell
listeners that inventories are high (larger selection),
rebates and discounts are widespread, low interest financing
is available. Some of the "spots" also point up the fact
that auto dealerships are important contributors to local
economies (big tax payers and employers).

Advertising Age (2-19-'90)

NEW FM STATIONS - The Commission is currently receiving
about 60 applications per month. The backlog is about
2,200. New procedures are shortening the time between
filing and final action. A new policy, announced in
mid-February, is expected to reduce the number of
applications returned for trivial matters and should allow
uncontested applications to move through the processing line
more rapidly than in the past.

E. Harold Munn, Consulting
Engineer Client Letter

DO YOU HAVE THEM? When Garrett Haston bought W N Y P/W K RT
at Cortland, New York, the station's inventory included a
collection of old Jason Jennings sales tapes. Missing from
the collection were "Finding Good Salespeople" and "How to
Sell Radio." If you have them, Garrett would like to hear
from you at (607) 756 2828 or you can write him at 340
Wildwood Road, Stamford, CT - 06903.

KEEPING AN EAR ON THE COMPETITION - Joe Dorison, who owns

W A R E, Ware, Massachusetts, has invented a piece of
equipment that will record your competitors' commercial load
for 4 or more hours and play back in a matter of minutes.
He's sold about 40 of them in the last month. Information:
(413) 967 6231. ‘

LITTLE STATION! BIG JOB! 3 of the air personalities on
W A G E, Leesburg, Virginia raised $5,500.00 in a 6 hour
Saturday auction for the Blue Ridge Speech and Hearing
Center. 1It's been run annually for 22 years. This year's
auction was the biggest ever and ran 10% over its goal.

NETWORK TELEVISION PRIME TIME SHARES in February ("Sweeps
Month") were down 8% from a year earlier. On average, the 3
networks now reach 40.7% of Americans in "Prime Time." The
Fox and independent "over the air" TV stations, the 30+
cable networks and pay-TV together have 1/2 the audience of
the 3 major networks.




Most Frequent Rule Violations in F. C. C. Inspections .....

1.

Tower lighting - daily checks and quarterly checks. The
F. A. A. is to be notified within 30 minutes of the
failure of the Tower Top Light. The event should be
logged and the light repaired. The F. A. A. should be
notified upon completion.

Tower Painting - Inspectors are finding more and more
faded towers. Budget periodic repainting.

AM Antenna Fencing - A fence of sufficient size with
locked gate is required.

No evidence of responsibility when multiple antennas are
located on the same tower. It is recommended that tower
leases specifically identify the party responsible for
the daily and monthly check of tower lighting.

Operator on duty unlicensed - The Commission now issues a
license pursuant to a relatively simple procedure.
However, inspectors are finding more and more operators
without a license. And, contrary to Commission rules, at
some stations visited, the written designation of a chief
operator has not been available upon inspection.

Remote control not properly working - Stations
controlling the transmitter by remote control must insure
that the remote controls function properly. They will be
checked by the inspector.

Public Inspection File - either missing or not complete.
It is estimated that 25% to 30% of the stations inspected
fail the public inspection file 1list. 1Is your Public
File Complete?

Emergency Broadcast System (E. B. S.) - the E. B. S.
will be thoroughly checked. . A current checklist and
authentication must be available with the E. B. S. log.
Staff personnel will be required to do a test.
Inspectors find that there is no signal generator and
that if it is present, it is not functioning. It is
estimated that 25% to 40% of 1nspected stations fail in
this area.

E. R. P. - and modulation vary from licensed
parameters. AM stations operating with directional
antennas are often found to have an array out of
adjustment.

More quick inspections” are being made, according to the
Englneer in Charge of the New Orleans F. C. C. Office. This
is nationwide policy.

Walker, Bordelon, Hamlin,
Theriot and Hardy,
Communications Attorneys

Client Letter
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Buying and Selling .....

At the height of the 1985-1987 "go go" days of high leverage
"junk bond" major market station trading "binge," critics
outside and inside the industry were complaining that
broadcast properties were being bought and sold like
commodities. That era seems to have passed. Small market
properties, unless they had the potential of "backing into" a
larger market did not share in the frenzie. From our
observation, small market radio station trading has dropped
dramatically this year. About 30 small market properties
were sold the first 10 weeks of 1990 - about 1/3 the number
in 1988 and 1989. Only an average of 3 small market
properties sold per week this year, compared with 10 the two
previous years.

Although there is an abundance of small market properties
available (for sale formally or informally), good "cash
flow" producing properties are hard to come by. Most
brokers will tell you a "cash flow" small market property is
worth 7 times its "cash flow." The broadcaster who has such
a property sees little value in parting with it at that
price. In the absence of special tax treatment (formerly
1/2 regular rates), he believes he's better of enjoying his
ongoing profits and retaining his asset.

Of the 30 small market properties sold so far in 1990, 1/3
sold for all cash. The remainder sold on terms with down
payments ranging from 13.1% to 45%. Financing ranged from 5
to 15 years (average and most often 10 years). Interest
rates ranged from 9% to 12-1/2% (average and most often
10%) .

20% of the stations sold were in counties without 1local
competition. These were Class A FMs or AM-Class A
combinations. Comparing the‘sale prices to the retail
sales, the buyers invested 2.82% to 4.1% of the estimated
retail sales in the stations' home counties. These
stations, being purchased on their performance, seemed to be
bringing a traditional multiple of 2x gross or a little
better. The stations were in a variety of locales,
including the "oil patch" and farm areas. Apparently, a
well managed small town station with income enough to
support a good payment still brings a good price.

Only 10% of the 30 sales studied were repossessions.

"Turnaround properties" are the real problems right now. A
station without a record of "cash flow" is almost impossible
to move, several brokers told us. Good jobs and "locked in
high interest" in safe investments (bank C. Ds., bonds,
etc.) have diminished the pool of prospects for such
stations. Adventuresome station owners have become far more
conservative in "growing" their station portfolios.

- 7 -




Typical is SMRNewsletter subscriber Tommy McDaniel. He
currently has 2 AM-FM combos and an FM standalone - all
within an hour's drive of his headquarters. The stations
are in Mississippi and Louisiana. "I never bought a station
with a 'cash flow' going in," he says. "I always did well
on the sales, but, things are different. It takes so much
more money to 'buy a guy out of his trouble,' there just
isn't enough upside to take the risk."

"Today, with so much more competition, I won't look at
anything unless I have somebody lined up to run it." He
also believes that the stations have to be close enough "so
you can help when you're needed."

He also believes, "You can't by a "turnaround' with the idea
of 'cleaning it up and building it up' for a 'quick sale.'

I believe you have to look at what you can make by operating
it. You have to plan to stay."

His thoughts are certainly bourn out by the experience of 2
broadcast entrepreneurs in the Midwest. Both bought
"turnarounds" at the bankruptcy court. Both improved their
properties, but -----

The first buyer, an out of state professional man with a
broadcaster-manager-minority investor saw his station's
gross grow 2-1/2 times in just a little over a year. A
buyer was brought in who agreed to purchase the station at a
100% profit over the professional man's investment. The
buyer's plans did not include keeping the manager who
quickly found another job. The buyer's financing did not
materialize. The professional man still has the station.
The gross has dropped to about half its peak and a new buyer
has not been found - even at enough to cover the original
investment.

A college instructor bought a station off the air. Within 2
years, the gross (and "cash flow") had grown enough to
warrant an offer of 3-plus times what had been paid for the
station. Again the manager left upon announcement of the
sale which did not materialize because of financing.

Good radio stations that are good businesses are still

bringing good prices. The multiples do not seem to have
changed. Properties that are in trouble are in a lot of
trouble. .

THE LAST WORD

If Tommy McDaniel's thinking is typical and it probably is -
that's good for small market radio. This is now a matured
business attractive to people who are in it "not just for
the money," because with maturity comes the realization that
"Just the money is not enough."

SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:
$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,

OTSEGO, MICHIGAN-49078 -- (616) 694 9357 - FAX: 616 692 6789
- 8 - '
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oy
g; JUST AS AD TAX IS BEATEN IN KENTUCKY, it "popped" up in New
= York State (4% on radio, TV, newspaper ads) and in Rhode
EE Island where the legislature is thinking about lifting
o advertising's exemptiom—from that state's 6% sales tax.
— A. A. A. A. believes that the "ad tax problem" may break out
2 in as many as a dozen states this year.
(o]

AGENCIES GETTING TOUGH ON SLOW PAYING ACCOUNTS -
"Advertising Age" reports this week that Grey Advertising
has dropped Stroh's Beer because it refused to pay in
advance; J. Walter Thompson dropped Continental Airlines
when they refused to pay "up front" and McCann-Erickson
asked for and got "payment in advance" from Weintraub

Entertainment. "Slow pay - no pay clients" were a major
subject at the A. A. A. A. meeting in Palm Desert,
California. One major agency person is quoted as saying,

"JT've never seen SO many businesses in financial trouble."
Yy bus

3
5

WHEN A BUSINESS GOES "CHAPTER 11" the chances=o0of it
. ~recovering are 1 to 1.5--<n 10 according to BIItimore

~.=nttorney Edward Patz (im*Auto Age" 3-'90). e .

R

pet———: - oma———
—A MCGRAW HILI ECONOMIST-~expects radio advert?¥TESIng revenues

[~—to grow much slower in™the next 5 years than they did the

last 5 years. Thaddeus Fletcher gave the

prediction to a group of minority broadcast entrepreneurs in

Washington. Station trading will slow because of a tighter
economy and new, tougher Federal bank regulations.

LOW POWER FM IS NOT INITHE COMMISSION'S recently released

rulemaking for FM translators. Program origination will
continue to be limited to 30 seconds per hour. "Fill ins"
will be allowed to be tuilt and operated by stations being
carried or independent groups. "Stations serving "other

areas" outside the station's predicted contours will
continue to be licensed only to independent groups.
Stations being carried may not pay .for construction or
operation in whole or in part. E. R. P. translator power
limit = 1 kW.

N. A. B. IS FIGHTING AN EFFORT in Congress which would
require radio and TV stations to give 8 hours of free time a
year to state and national Democratic and Republican parties.

THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS semmss
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At the 5. Cc. C.

ALABAMA (Winfield) FM James Boyd Pate 105.9 3kW '328°

ARKANSAS (Texarkana) FM State line B'c'g. 106.3 3 kW 328
CALIFORNIA (Auberry) FM Mountian Air, Inc. 105.1 50kW 498!
(Garberville) FM Joseph Milliken 104.7 60 kW 2950
GEORGIA (Crawford) FM Ga. Family Radio 102.1 3 xWw 328!
(Richmond Hill) FM Richmond Hill B'c'g.105.3 3kW 328
MAINE (Kennebunkport) FM Radio Kennebunkport 104.7 3 kW 328!
MISSISSIPPI (Monticello) FM Monticello Radio 102.1 3 kW 328!
MISSOURI (Warrenton) FM Kaspara B'c'g. 99.9 3 kW 328"
NEW JERSEY (Ocean Acres) FM Seaira Assoc. 98.5 3 kW 328!
PENNSYLVANIA (Huntingdon) FM Mary Lou Maierhofer 106.3 3kW 328

AMENDMENTS TO THE FM TABLE (Amended):

ARKANSAS (Lonoke) 106.3 (C2) for A. M.: K W T D.
GEORGIA (BolingbrOKE) 102.1 (A). W.: 4-30/5-30
(Unadilla) 103.5 (A) W.: 4-30/5-30.
(Warner Robbins) 102.5 (A). W.: 4-30/5-30
ILLINOIS (Sullivan) 106.7 (Bl) for 106.3 (A). M.: W S A K.
(Newton) 103.5 (A) for 106.5 (A).
MINNESOTA (Rochester) 101.7 (C2) for A. M.: K R C H.
(Rushford) 99.3 (A) as 1st. W.: 4-13/5-13.
(Winona) 101.1 (A) for 101.5 (A). W.: 4-13/5-13.
MONTANA (Red Lodge) 99.3 (C) for 99.5 (C1) M.: KA F M
NEVADA (Elko) 95.3 (C) for A. M.: KR J C.
NEW MEXICO (Taos) 99.9 (C2) for A. M.: K R B J.
NEW YORK (Chateangay) 94.7 (A). W.: 4-25/5-24.
SOUTH CAROLINA (Myrtle Beach) 92.1 (C2) for A. M.: WJ Y R
TENNESSEE (Madisonville) 99.5 (A). W.: 4-20/5-20
VIRGINIA (ChurChVille) 105.3 (Bl1) for 106.7 (A) M.: WJINA.
(Coeburn) 99.7 (c3) for A M.: WZ Q0 K
(Luray) 105.7 (A) for 106.3 (A) M.: WL C C
WEST VIRGINIA (Elkins) 94.7 (Bl1) for 95.3 (A) M.: WELK

(Proposed):

ARKANSAS (Lake Village) 103.5 (A). Req.: Edna Fay Stone N
IOWA (Mount Pleasant) 105.5 (C3) for A. M.: K I J L
LOUISIANA (DeRidder) 92.1 (C3) for A. M.: K R O K.
MISSISSIPPI (Clarksdale) 93.7 (A) for 107.7 (A). M.:WAID
OHIO (West Liberty) 104.3 (A). Req.: Bay B'c'g.
OKLAHOMA (Ketchum) 107.5 (Cl1) for C2. M.: K G N D.
TEXAS (Benbrook) 105.7 (C)
(Healdton) 93.7 (C2) for 105.7 (C2) M.: K I oM
(Jacksboro) 101.7 A for 93.7 (A). *
((Stephenville) delete 105.7 (C1l).
(Wichita Falls) 103.3 (C) for 105.5 (a).

(Requests):

MISSOURI (Malta Bend) 101.7 ( C23). Reqg.: Miles Carter

NORTH CAROLINA (Albemarle) 101.7 (A for 101.5 (A). M.: WABZ
and change city of license to Harrisburg, N.C.

OREGON (Bend) 105.7 (C2) for C1 M.: K W B X.

TENNESSEE (Celina) 93.7 (C3) for A and change assignment 'to
Baxter. Req.: Bayard Walters.
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MONEY PAGE - $ALE$ AND PROMOTION IDEA$

"COUNTRY MUSIC
RADIOMAP" Radio Retailing Network (best known for the
"69¢ Dollar") introduced a new product at
the recent Country Radio Seminar. 1It's a
U. S. interstate highway map cn which the
nation's 2,000+ country music radio
stations are pinpointed.

It's a premium for vacationing country

music fans. It can be offered as a value
added in a sales promotion. R. R. N. has
several suggested plans to turn a profit.

Maps carry a $2.50 printed price. They
can be purchased at $1.87 in gquantities of
500. Larger quantities carry a lower
cost. Info: 800 451 3622.

"SECRETARIES

WEEK" Stations ask bosses/supervisors to enter
their secretary's name for a chance to be
selected as one of 5 "secretaries of the
year." They simply send the name of their
secretary on the back of their business
card or on a piece of the firm's
stationery. Each day one name is drawn
and broadcast. The 5 winners are treated
to flowers and lunch on Friday.

AND ~-- The station sponsors a luncheon/style
show. Station telemarkets Secretary's
Week Salutes to businesses, professional
and government offices. Purchasers get 5
short announcements saluting a secretary
and a ticket for her to the luncheon.
Firms with more than 1 secretary, buy 1
for each.

Additionally, employers are invited to
submit letters ‘saying why "--- should be
the Secretary of the Year." Presentation
is made at the luncheon/style show.

About Your Customers .....

60% of all women consider themselves to be overweight.
Weight loss centers are big business. Weight Watchers
International dominates the business ($1.3-billion a year).
#2, Nutri/Systems are growing fast with $700-million a year
sales. The average weight loss program costs $600.00.

(Ad Week/Marketing Week 3-12-'90
-2 -
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$ale$ - The Difficult Customer .....

Here are 10 ways to react to an over-demanding or hostile
customer. ONLY 4 ARE ACCEPTABLE FORMS OF BEHAVIOR. Check
those you believe to be acceptable and match your opinions
with those at the bottom of the page.

1. Show slight disgust on your face so that the
customer will know you consider him or her a
problem.

2. Challenge the customer with your eyes.
3. Let the customer talk through his or her anger.

4. Consider the customer in an objective manner;
refuse to take negative comments personally.

5. Listen with your eyes.

6. Become distant and less communicative.

7. Disarm the customer by asking, "Are you trying
to give me a problem?

8. Start to whistle.
9. Send back the kind of behavior you're receiving.

10. Immediately steel yourself with a pleasant smile
and say to yourself, "I'll show everyone I can
handle this customer in such a way he or she will
want to return to us for business."

0T pue ‘g ‘p ‘g :arqezdaoddy

Sales Training Basics by
Elwood N. Chapman(Crisp)

$ale$ - Winning Back A Lost Customer .....

Never ask pointed questions about the customer's previous
purchase, and never criticize his decision to do business
with someone else. Know that mistakes only exist in
hindsight; almost everyone makes the best decision he can
at any given moment, and no one likes to be reminded of his
mistakes.

You must subtly permit the customer to take back his initial
refusal to do business with you. You also must be aware
that this customer may feel a bit embarrassed, nervous, or
defensive when he invites you to sell him again. He might
test you to see if you criticize, even with body language or
your tone of voice, what he has done. If you do, you will
reconfirm his decision not to do business with you. Be
careful to avoid any judgement or criticism.

Dr. Ernest Dichter in
"Income Opportunities®"3-'90




EASTER GREETINGS

sincerely hopes this special holiday will be
filed with all the blessings of the Easter holiday. Best
wishes for a truly happy Easter from o

Happy Easter from your friends at . This very
special time gives them a special opportunity tc let you
know how much they value your friendship and patronage.
Thank you and happy Easter from

This is a very busy and quickly changing world. Fads come

and fads go, but, the o0ld values endure. hopes
that you and your family are enjoying an old fashioned
holiday with family and good friends. extend

their best wishes for a Happy Easter.

If you're traveling this weekend, reminds you
that you'll be sharing the roads with many other Easter
travelers. Many are not familiar with the area.
says, "Start early! Be alert!. Drive with extra care!"
says, let's do our best to make this a safe and
happy holiday for everyone.

Most churches in this area will be having special Easter
services. hopes you'll join them in observing
the true meaning of the Easter holiday by attending church.
Best wishes for a blessed Easter from .

The beauty of Spring! The richness of the Easter tradition.
This is truly a special time. sincerely hopes
that this is one of your very best Easters ever. Happy
Easter from

hopes the blessings of Easter will fill your
holiday. Best wishes for a happy holiday from

If your Easter weekend plans include a trip,
says, "Make it a safe trip. Start early. Drive carefully."
wishes you and your loved ones a safe and happy

Easter.

This weekend, __ hopes your Easter holiday is full
of family, friends, and thoughts about the true meaning of
this most triumphant day in Christendom. Best wishes from

hopes your home is full of the joy of Easter this
weekend - with family and friends sharing this very special
holiday. Happy Easter from

There are special services this weekend  at most of the
churches in this area. ___ believes church
attendance gives the Easter holiday special meaning.

hopes this will be the happiest Easter ever for
you and your loved ones.




Minding the Store .....

Beginning May 7, broadcasters will generally be allowed to
advertise, promote, and provide information about lotteries
conducted by:

non profit groups
government entities
commercial organizations.

This opens a whole new .category of business for most small
market stations. It also, for most, eases the problems that
often arose with advertiser generated promotions that could
not pass muster under the long standing, strict prohibitions
against broadcasting or publicizing anything which involved
chance, prize, and consideration.

Broadcasters still may not accept advertising promoting
gambling in commercial gambling casino. Whether such
activity is legal or not in a state or municipality, the
federal law on the subject remains unchanged.

Broadcasting information or a lottery sponsored by a
commercial business is only permitted, under the new federal
law, if it is, in the words of the law, "clearly occasional
and ancillary" to the sponsoring commercial business's
primary activity.

Charity games may be advertised only if sponsored by a
nonprofit organization as defined by Section 501 of the
Federal Tax Code.

The 1limits placed by the federal government, described in
the above two paragraphs, demand very special attention.
Furthermore, many states and municipalities have lottery
laws that are more stringent than the federal laws. The new
easing of the federal lottery ad laws does not pre—empt
state or local laws.

N. A. B's. legal staff has revised its longtime publication,
"Lotteries and Contests: A Broadcaster's Handbook." 1It's at
the printer's now. It includes not only a detailed
explanation of the new federal law, it also includes
information about state lottery laws and games on Indian
lands as well as state government and state broadcaster
association contacts. Orders are being taken $20.00 for
members - $40.00 for non members at (800) 368 5644.
Stations placing order now should have the book in hand by
early April - a month before the federal law changes.

-6 -




Vegas Comes to the Black Hills .....

Since the first regional mall was built in the late 1970s in
Rapid City, South Dakota, 45 miles north of Deadwood, the
town saw a steady and growing outflow of its retail dollars.
The town, the seat of Lawrence County (population 20,100),
had experienced a worsening local retail economy. The most
recent estimate of county retail sales was $97,670,000.00 -
split principally between Deadwood (population: 2,300),
Lead, (population 4,500), 3 miles from Deadwood and
Spearfish (population 5,251) - 14 miles from Deadwood.

The area's principal economic base comes from gold mining
and the manufacture of gold jewelry. Tourism (2 ski lodges
and historic sites) was not growing in recent years. A
group of local business and professional people decided they
had the answer: legalized gambling in Deadwood. They
formed the "Deadwood You Bet Committee." Lengthy lobbying
with state officials brought the matter to a vote in the
"sleepy little town" in the far western part of the state.
The idea got voter approval.

On November 1, Deadwood become the only town between Nevada
and Atlantic City with legal gaming. The first month the
handle was $16-million and it's been growing each month
since. By summer, that figure is expected to double (during
the peak tourists season in the Black Hills). A Chamber of
Commerce official told SMRNewsletter, "We didn't expect
anything like this."

Three and a half months into legal gambling there are 39
gambling locations in operation (some 24 hours a day). The
Deadwood-Lead area's 534 motel rooms fill up quickly with
the overflow reaching into communities as many as 100 miles
away. 240 new motel rooms are planned for the immediate
future in Deadwood-Lead. More are on the drawing boards.

Much of the tax collected from the ‘gambling locations is
being earmarked for restoration of Deadwood's historic
landmarks. The Chamber spokesman says, "That was part of
the sales story promulgated by the "Deadwood You Bet
Committee." By fixing up those historic buildings, the
tourism business would improve from non gamblers.

Three years ago there were about 30 businesses on Deadwood's
Main Street, Cindy McNeil, manager of Class C FM, K S Q Y,
estimates. Since gambling came to town that number has been
reduced to 4: a small hardware store, a womens store, a
jewelry store, and a drug store (which has slot machines in
it).

The town may soon be without a new car dealer. One sold out
to a gambling casino (the building was worth too much to run
an auto agency out of ). The second who was leasing saw his
landlord sell his building to a casino operator. The third
has lost his lease to a gambling operation. Only one of the




three would like to stay in town. Whether or not he can
enlist "factory support" to maintain a "point" where the
other major auto manufacturers are not represented is
questionable.

The restaurants, bars, and motels who benefit from the
influx of gambling tourists are filled to more than
capacity. Advertising is not a necessity now.

Cindy McNeil, manager of K S Q Y, says Deadwood is a small,
but important part of her A. 0. R. formated station which
reaches into 5 states for listeners and revenue. For all of
it's 8 year history half its income has come from Rapid
City. Deadwood is really on the map now and that could
improve our 'cume," Ms. McNeil says.

Pam Cummings is sales manager of K D S J, the fulltime AM
station which has been on the air since 1947. It is a
traditional small town station catering to the immediate

area and looking for its income there. "The arrival of
gambling which has replaced many retailers has not helped

our business. But construction employment and employment in
gambling and other tourists businesses should improve the
economy and retail activity. That should help us ultimately."
K D S J has been owner-operating by Al Decker since 1982.

The two stations 14 miles away at Spearfish, generally thought
to be the best business town in Lawrence County are Class C
FMs catering to wide area audiences and revenue bases. They
may benefit from the overflow in the economy prompted by the
growth of tourism in Deadwood.

The first full year of legal gambling in Deadwood is 1likely
to generate a gambling handle equal to all of the effective
buying income in Lawrence County in the last year before
legalized gambling ($231,402-million) (Sales and Marketing
Management). The jury is out as to how much of the new
money will find its way onto the income statements of the
county's 4 radio stations.

THE LAST WORD

This year marks the 70th anniversary of commercial radio.
One must wonder how much longer the medium can survive when
you read some of the trade press. Example: March issue of
"Radio Only." ' '

Articles recommend finding out which hour in a daypart has
the least listeners and running "the spots" there so that
the music can be exposed to more people. Writer Steve
Butler tells his readers, "There are two facts of
programming life that you can't get around. Consultant
George Harris calls it Research 101:

1. People hate commercials.

2. People want to hear more music."

Imagine the pain we've been inflicting for 70 years.

SMALI, MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND

MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS

AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:

$57.00 - 13 WEEKS: $33.00).. ADDRESS: 275 19th STREET,

OTSEGO, MICHIGAN-49078 - (616) 694 9357 - FAX: 616 692 6789
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COMMUNICATIONS ATTORNEY Thomas Root, 37, has been indicted
on 20 counts of wire and mail fraud, 7 counts of filing false
legal documents with the F. C. C., 4 counts of using
counterfeit and altered federal documents and 1 count each
of forgery and obstruction of a grand jury investigation.

He faces up to 200 years in prison and $8-million in fines.

Root made national headlines when his single engine plane
ran out of gas and plunged into the Atlantic off the Bahamas
last July. He claimed he was unconscious, but Navy fighter
pilots flying alongside Root's plane reported seeing him

moving in the cockpit. Root is tied into an "80/90
application mill" headquartered in Georgia (Sonrise
Management Services). (Associated Press 3-25-'90)

FARM AID IV SCHEDULED FOR Saturday, April 7, will be
broadcast live by T. N. N. R. Stations, outside the areas
served by the Nashville based network, who wish to carry the
Noon to Midnight (E. D. T.) broadcast (via satellite) should
call (212) 916 1041.

RADIO SCANNING BY FORMAT - Listeners will socn be able to
scan the dial to find their favorite kind of music by
format, rather than dial position. The radic flashes the
call letters and frequency on the radio's dial. N.A.B.,
which is demonstrating R. D. S. at its Atlanta convention,
estimates a station will have to spend $5,000.00 to
$10,000.00 to take part in the R. D. S. System.

RETAIL BUSINESS - HOW EAD? Not bad at all, according to the
February Commerce Department figures. Retail sales were up
5.1% from February '89 and if you take new car sales out,

+ 5.9%. Even though auto sales were down - 6% from January,
they were 2.3% better than February '89. Other year to year
comparisons: building materials/hardware +1.%%,
furniture/home equipment +2.6%, general merchandise + 8.3%,
food +6.4%, service stations +7.3%, apparel and accessory
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store + 7.5%, eating/drinking places +4.2%, drug stores + 5.7%.

SMALL MARKET BROADCASTER, Alan W. Harris (K U G R, Green
River and K Y fM, Rock Springs, Wyoming) has been elected to
the N. A. B. Board (District #20 - Wyoming, Montana and
Idaho).
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At the F. C. C. .....
NEW STATIONS (Granted):

ARIZONA (Claypool) FM Claypool Broadcasting 105.5 3kW 328
CALIFORNIA (San Jacinto) FM H. S. C. Radio 96.1 3 KW 298!
FLORIDA (Panama City) FM Ladies III 101.5 50 kW 492"
IOWA (Winterset) FM AFM Associates 94.7 3 kW 328!
KANSAS (Manhattan) FM Little Apple B'c'g. 104.7 50 KW 492
NEVADA (Sparks) FM Comstock B'c'g. 92.1 440w 804
NEW YORK (Delhi) FM Delaware Co. B'c'g. 100.3 630w 689
SOUTH DAKOTA (Watertown) FM Radio Watertown 92.9 100 kW 981"
TEXAS (Huntsville) FM Dara, Inc. 103.5 1.55 kW 456"

(Los Ybanez) FM Isreal Ybanez 107.9 50 kKW 459!
UTAH (Richfield) FM Richfield FM Part. 97.5 24.59 kW 3,546

AMENDMENTS TO THE FM TABLE (Amended):

CALIFORNIA (Baker) 101.5 (B) as 1lst. W.: 5-8/6-7

INDIANA (Austin) 92.7 A as 1st. W.: 5-8/6 -7

WISCONSIN (Lake Geneva) 96.1 (A) as 1st. W.: 5-15/6-14
(Proposed):

ILLINOIS (Morris) 103.1 as 2nd. Req.: W J E 2

(Pontiac) 93.7 A for 103.7 A. M.: WJ E 2
SOUTH DAKOTA (Pierre) 92.7 Cl for 92.7 A. M.: K G F X
WISCONSIN (Menominee) 103.7 C3 for 103.9 A. M.: W J L.
(0Oshkosh) 103.9 C3 for A. Change community of

license to Winneconne. M.: WM G V.
(Requests):

ALABAMA (Anniston) W H M A (100.5 C) - change city of
license to Sandy Springs, Georgia (near Atlanta).

MISSISSIPPI (Wiggins) 97.9 (A) - change city of license to
D'Iberville, Mississippi and upgrade to C2.

MONEY SAVING IDEAS .....

A 2% discount for accounts who pay cash by the 10th of the
month is very expensive. You're paying that 2% to the
customer who would pay promptly anyway (average about 50%)
to encourage the few whose paying.pattern would be affected by
the discount. A 2% by the 10th is equal to an annual
interest saving to the customer (and cost to you) of 36%.

Stations with receivable problems generally find a system of
rewards and penalties to the salespeople effective e. g. the
station pays, for instance, an extra 1% commission for cash
or payment by the 10th. 1% is deducted after 30 days, 2% at
60 days, 3% at 90 days and no commission on accounts 91 or
more days past due.

"99 Money $aving Idea$"




MONEY PAGE - $ALE$ AND PROMOTION IDEA$
Special Opportunity: "Earth Day" (20th) April 22

A special effort will be made this year to alert the public
as to environmental problems. It's the 20th anniversary of
the first Earth Day in 1970. The growing public concern on
this subject is evidenced by the millions of dollars wal
Mart got recently by announcing it was ridding its stock
keeping units (S. K. Us.) of environmentally unsound
products. The N. A. B. publications of March 19 carried an
insert asking radio-TV stations to get behind the effort
April 16/22.

Some sales ideas:

"THE GAS COMPANY" See if they'll co-op with appliance
and heating dealers to promote the fact
they are more energy efficient. If
your gas utility paid half and the
manufacturer paid the other half,
your dealer would get a cost free
schedule.

"AUTO DEALERS" Run ads featuring high mileage
vehicles as "Earth Week Specials."

"AUTO REPAIRS" Remind motorists that having their
car tuned up pays off in better
gasoline mileage.

"BUILDING SUPPLIES" Feature insulation and
weather stripping. Homeowners will
not only save on winter heating bills
but also on summer air conditioning

costs. Feature "time of day"
thermostats for savings on home fuel
costs. Also, storm windows, doors,

aluminum awnings, shutters, etc.
On your "talk show" feature environmental issues during
"Earth Week." The week has been set up with a day devoted
to each major environmental concern:

Monday 16 "Energy Day" Thursday 19 "Alternative

Tuesday 17 "Recycling Day" Transportation Day"
Wednesday 18 "Water Day" Friday 20 "Toxics Awareness
Day "

Saturday 21 "Nature
Appreciation Day"

"PRIVATE GARBAGE HAULERS" have a good opportunity to promote
their business and make "p. r." points by reminding your
listeners that "improving the environment is their business.”
For them, every day is 'Earth Day.'

LOCAL INDUSTRIES might want to run announcements about their
environmental and energy conservation efforts - again "p.r."




$ale$ - Customer Service

Do you have what it takes to provide outstanding customer
service? The people in your organization think so or they

wouldn't have hired you.

MAKE YOUR CHOICE NOW!

Service Successes:

Those with a positive
and cheerful attitude.

Those who genuinely
enjoy working with and
for other people

Those with the ability
to put the customer on
"center stage" rather
than themselves

Those with a high energy
level and who enjoy a
a fast pace

Those who view their job
primarily as a human
relations professional

Those who are flexible
and enjoy new demands
and experiences

Those who can allow
customers to be right
(even on those
occasions when they are
not).

Jifferences between effective and ineffective service is a
rnatter of sensitivity, sincerity, attitude and human
relations skills - all of which can be learned. |

Service Failures:

Those who seem depressed or angry.

Those who would rather work alone
or with "things"

Those who have the need to be
the center of attention

Those who work at their own
relaxed pace

Those who consider technical
aspects of the job more
important than customer
satisfaction

Those who must have things happen
in an -orderly and predictable
way

Those who need others to know
they are right

William B. Martin in
"Quality Customer Service"
(Crisp Publications)
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16 March 1990

Mr. Bob Doll
Publisher

SMRN

275 19th. Street
Otsego, MI 49078

Dear Mr. Doll,

The enclosed sheet of paper recently received from one of
our media contacts appears to be the front page of your industry
newsletter. If this letter is misdirected, please accept my
apologies.

'WINDFALL OR HOAX?' is certainly a grabbing headline and
does make one's head turn. Well, I write delivering both aspirins
and accolades and to set the 'WINDFALL OR HOAX?' record straight.

THE FREEDOM TAX AMENDMENT FOUNDATION is a non-profit organi-
zation that uses its contributions to educate the American public
via their national media that there is a better way to collect and
assess our nation's freedom loving revenues - THE FREEDOM TAX.

THE FREEDOM TAX is a fair, simple to administer and economi-
cally viable well thought out taxing system that will give new
meaning to the word 'democracy' in our nation,

If you screamed bombs away at Panama over your Christmas
dinner; huffed and puffed each New Year eve until the new breeze
blew down the Berlin Wall; silently blessed the doctrine of im-
posing economic sanctions upon all countries that do not see
deomcracy at work 'our way' then you must also get into step with
THE FREEDOM TAX AMENDMENT FOUNDATION - our client - and help us
to give fresh new meaning to the word 'democracy'.

To critically compare our clients efforts to those who have
in the past targeted your business community for a free ride is
grossly unfair and reeks of blacklisting. What the hell does our
client have in common with investment and overseas job opportunities?
Nothing! When your constituency is called upon by the IRS monolith
to place paid advertising is it deemed 'issue advertising' and have
you so advised your subscribers to request 'cash in advance'?

'WINDFALL OR HOAX' in reality crosses the boundaries of
decency and fair play because you did not attempt to reach us
to determine facts. You did not listen to our broadcast tape.
You did not read any of our client's press. You have not read
our client's book. This certainly is how witch hunts begin and
the next step is to drive the stake into the ground.

Should our client's attempt to correct supercratism fail
because of your malicious publishing ignorance you personally
are destine to share the culpable guilt of Supercrats - when
correction ultimately arrives.

Media Direcfor

CC: all concerned

ENC: copy of 'WINDFALL OR HOQAX?'
broadcast tape
newspaper article
book, Supercrats




Minding the Store - E. E. 0. .....

Despite deregulation, the F.C.C. is continuing the vigorous enforcement
of its E. E. 0. requlations and policies. A number of stations have
been fined or have become subject to reporting requirements for failure
to observe these standards. The following are guidelines for avoiding
these pitfalls:

1. Impress on all personnel that the station's E.E.O. policies are a
continuing project, not restricted to the license renewal period.

2. Seek out several reliable sources of minority and/or female referral
and check their effectiveness every 6 months. If they are doing
nothing, drop them and find someone else.

3. Establish a policy of forwarding to these referral sources, wherever
possible, all announcements of staff positions that become available.
Indicate in the announcements how long the position will remain open.
Allow sufficient time to receive applications.

4. Insert on all application forms the entry, "referred by "
to enable you to check the effectiveness of your referral sources and to
report the effectiveness of these referrals on your next license
renewal. Do not rely on letters or resumes you receive in response to
your recruitment efforts, because they often do not tell you whether the
applicant is a minority. Develop your own application form and have a
separate page - "Station WXYZ Equal Employment Opportunity Survey Form"
- which contains the position, date, name, gender, and minority status
of the applicant. This page should be separate from the application

considered when evaluating the applicant.

5. Stay in contact with local colleges and universities, particularly
those with high minority enrollment. Make station personnel available
for lectures and demonstrations.

6. Obtain from your local manpower agency the latest "composition of
labor force" statistics. Every year, compare your station's profile
with the community profile, remembering that the F.C.C.-E.E.O.
processing criteria call for your minority and female employment to be
at least 50% of that of the local labor force.

7. Place job availability advertising in a local newspaper having a
substantial circulation in the minority community whenever you use
printed media for recruitment.

8. Encourage your minority and female employees to recommend their
friends and acquaintances for employment as job openings occur.

9. Check your representations in the E.E.O. porticn of your license
renewal application at least annually to determine if your
representations are still current and accurate.

10. Designate a person on your staff to supervise and check the
operation of the E.E.0. program and to maintain the records showing,
most importantly, your efforts. That person is to maintain a file for
each opening containing copies of your recruitment efforts (station
notices, letters to organizations, advertising, etc.) and the resulting
applications, along with the name, sex, and race of the person hired.
(He/she may be a distant memory by the time you file your renewal).

William Green of Reed Smith, Shaw and

McClay in Michigan Association of
-6- Broadcasters March '90 member letter




"A Bold Move" ..

In the November 30 (1989) issue of SMRNewsletter, we
reported that "Advertising Age" had published a "what's hot"
and "not hot" list of advertising and promotion ideas for
the 1990s. At the top of the radio "what's not hot" list was
"children's radio." The magazine had reported that the
Little Rock Arkansas station that had been carrying 13 hours
a day of programming aimed at youngsters 12 and under had
reduced the programming to 2-1/2 hours per day.

The idea of a radio format aimed at "pre teens™ surfaced in
the mid-1980s. It debuted and quickly faded from struggling
AMs in several Large markets. Despite "advertising Age's"
views on the format, views shared widely by others, at 1least
3 "kiddie formats" are in the works. Norman Wain head of
the Metroplex group is launching it on his Orlando AM (WPRD),
Ragen Henry has still another "kiddie" format destined for
KIDZ, Kansas City and small market group operator,
Christopher Dahl, with small stations in Minnesota, South
Dakota, and North Dakcta has bought W W T C, Minneapolis for
the purpose of reviving the "Children's Radio Network",
which operated for a couple of years out of Jacksonville,
Florida.

In recent years, 65 year old W W T C has followed the
pattern of many major market AM radio stations. The 5 kW
fulltimer on 1280 kHz has in rapid succession been a big
band, new age, and classic rock formated station - all
without success.

Dahl entered the radio business in 1987. "I had been in

real estate earlier. I was looking for something to get into.
My friend, Steve Adams (TV stations, radio stations,

billboard companies) suggested I look into radio." Within 2

years he had purchased small market radio stations in
Bemidji and Redwood Falls, Minnesota; Minot and Grand Forks,
North Dakota and Sturgis and Brookings, South Dakota. "I
didn't know radio, but, I think I know people. I hired
strong local managers. We agreed on what kind of financial
goals were attainable - and, I let the manager reach those
goals." Of his 6 radio properties (5 AM-FM "combos and 1
stand alone FM), he says, "They're all doing well.

Since he ventured into radio, 3 years ago, he has kept his
eye out for a possible radio investment in Minneapolis-St.
Paul. He saw W W T C as such an opportunity. "Actually,
this is not all that different from small market radio.
We're targeting a relatively small group (412,000)
pre-teens.We know we're going to have to sell our station
direct (as opposed to agency) and we're going to have to
deliver results (vs. ratings)."

e
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Dahl's commitment to W W T C in Minneapolis (where he lives)
and to "children's radio" can be seen in several actions
he's taken. First, he hired Mel Paradis, from whom he
bought Redwood Falls, to work with his small market
managers, thus freeing Dahl to devote a maximum amount of
time and energy to the Minneapolis project. Second, he took
a major financial stake in "Children's Radio Network," whose
president and creator is William Osewalt. "This type of
programming," Dahl says met with excellent response from
children, parent, and educators." Dahl believes it will
succeed this time because it is well financed and will be
better marketed to advertisers. He tells of a "six figure"”
commitment from a Minneapolis advertiser. "That's equal to
almost all the business W W T C has being doing in a year."

Ultimately, when the programming "goes network," he feels
that stations will do well financially. He intends for the
network to offer its stations network income and national
spot income. The stations would derive the remainder of
their income from local ad sales.

What's it going to sound like? Dahl describes a typical day
as follows: "From 6 to 9 AM a children's wake up show
called, 'The All American Alarm Clock.' Programming
continues with 'Alphabet Soup' (the learning program of
numbers plus letters and information designed to improve
learning skills). Radio plays and stories (classics and
adventure programs) are featured at noon and 'suppertime.’
Additional music and features will round out the broadcast
day (6 A to 9P)." What the station will program 9 P to 6A
has not been firmed yet. The key, in Dahl's words, is that
Osewalt's programming is "interactive." He feels it has an
above average chance of succeeding in the "Twin Cities,"
because, in his words, "We have a great concentration of

ma jor home based businesses with above average social
consciousness."

THE LAST WORD

On Page #5, we have included a copy of a letter received
from Trevor Phillips, Media Director of the Zubra Agency,
who recently placed a "blanket order" for time on small
market radio stations across the country.

We publish Mr. Phillips letter without comment, other than
to suggest that you read it carefully.

SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:
$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,
OTSEGO, MICHIGAN - 49078 - (616) 694 9357-FAX: 616 692 6789
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RE-SHAPING OF R. A. B. CONTINUES - The bureau has hired Jane
Shapiro to head its research efforts. She will have

- responsibility for developing research-based sales tools for

use by R. A. B. station members. She comes from Arbitron
and previously was with Blair's unwired networks. Roann
Evans has been named director of member service. She comes

to the bureau from sales posts with stations in Dallas.

R. A. B. has put out the "help wanted" sign for 2 newly
created positions: Vice President, National Sales and
Marketing and Manager, Marketing Presentations. Idea is to
"beef up" radio's "in front of the client" efforts with the
national and regional advertisers (including chain
retailers). R. A. B. activities in this direction have been
widely criticized by local stations - particularly small
market stations.

AM DAY IN GEORGIA - The Georgia Association of Broadcasters
will hold its 3rd annual &AM Day' in Macon on May 4. Topics
include: regulatory changes (both enacted and proposed’)t AM
stereo; NI-R. S. C. standards, promotion and sales. For
informgtion: (404) 993-2200. -

-l o ° . “"",'2'? . 7 "
N. R. S. C. STANDARD (#17T MANDATORY JUNE 30, 1990.
SMRNewsletter reminds its AM station subscribers that this
is mandatory - not voluntary. It will not take an
inspection for the Commission to find out that a station is
not complying - it can be done by the F. C. C's. Monitoring
Station. Best guess: AM stations found not complying will
be fined. (N. R. S. C. #2 goes becomes mandatory 6-20-'94).

MINDING THE STORE - Your quarterly "Issues and Programs
List" is due in your Fublic File this week.

ABOUT YOUR CUSTOMERS - A General Motors executive at a G. M.
reception at the recent N. A. D. A. convention said that

G. M. was within 90 days of deciding whether to put into
production the electric car it recently unveiled at Hughes
headquarters in Los Angeles. "The amcunt of public interest
has been incredible,"” he said. "We've gotten customer
inquires from as far away as Australia. With the
'greenhouse issue' heading up, the timing couldn't be
better." (Auto Age - 3-'90).

THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS s




At the F. . Cc. Cc. .....
NEW STATIONS (Granted):

ILLINOIS (Mahomet) FM Adlai Stevenson IV 105.9 3 kW 328
(Woodlawn) FM Volunteer B'c'g. 106.9 3 xW 328

IOWA (Ankeny) FM VOB, Inc. 106.3 3 kW 328

KANSAS (Liberal) FM Smith/Triebold 102.7 100 kW 541

MARYLAND (Pittsville) AM Radio 650 650 250w D (DA)

WASHINGTON (Dayton) FM Peanut Whistle B'c'g. 92.5 210w -469°'

AMENDMENTS TO THE FM TABLE (Amended):

WASHINGTON (Grand Coulee) 98.5 (C) for C2. M.: KE Y G
WISCONSIN (Altoona) 98.1 (A) as 1st. W.: 5-7/6-6.
(Whitewater) 106.5 (A) as 2nd. W.: 5-7/6-6

(Proposed):

ALABAMA (Dothan) 102.5 (C3) for A. M.: W SEP
FLORIDA (Graceville) 101.7 A for 102.1 A. Req.: Emerald
Coast Communications
(Santa Rosa Beach) 102.1 (C3) for 102.3 A. M.: WWAY
(Springfield) 101.3 A for 101.9 A. M.: WYOO
LOUISIANA (Erath) 102.7 C3 for for A. M.: C. P.
MISSOURI (Bowling Green) 94.1 (C3) for A. M.: K P C R
(Brookline) 102.1 A. Reqg.: Lauriel Anharlo.
TENNESSEE (Livingston) 95.9 (C3) for A. M.: K X K G.

(Union City) 105.7 A as 2nd. Reqg.: Tri State
Broadcasting

(Requests):

NORTH CAROLINA (Havelock) 105.1 (C2) for 104.9 (a). M.WMSQ
: (Hertford) 104.9 (C2) for A. M.: WE L 0
(Jacksonville) 105.3 (C2) for 105.5 (A). M.:
W X QR.
(Wilmington) 104.5 (A) for 105.3 (A). Req.:
WXOR
SOUTH CAROLINA (Buckspoint) 107.9 c2. Reqg.: C & M Comm's.
(Darlington) 105.5 (C3) for A. M.: W M WG
(Loris)94.9 A for 107.9 (a). Req.: W N M B
(Longwood) 95.3 (a). Req.: WD Z D
(Murrells Inlet) 107.9. (A0 for 94.5 A.
Reg.: WD Z D.
(North Myrtle Beach) 105.9 C3 for 105.3 A.
M.: WNMB

(St. Stephen) 106.1 (A) for 105.9 (A) Req.:
W N M B.

Involuntary Transfers:

MISSISSIPPI (Boyle) WR D C (Am 5 kW D - 1 kW N) to Robert
C. Johnston, Trustee, P. 0. Box 1737, Cleveland,
Mississippi -0 38732 (900220EF)

(Cleveland) (FM - Class A) to Robert C.
Johnston (See above) (900220EG)
= 9 -




MONEY PAGE - $ALE$ AND PROMOTION IDEAS$

May is awash for sales opportunities: It's the #1 month for
the sale of lawn and garden items, real estate, and
florists. 1It's an above average business month for autos,
auto parts, building supplies, carpet, department stores,
fabric stores, furniture, hardware, mobile homes, shoes,
sporting goods, and tires.

Special opportunities include: the Kentucky Derby (Saturday
5), Mother's Day (Sunday 13), Indy 500 (Sunday 27) and
Memorial Day (Monday 28). It's Home Decorating Month, Photo
Month. Be Kind To Animals Week is 5-6/12.

If the "Health and Fitness Fair" featured on the "Money
Page" in the 3-15 issue of SMRNewsletter interested you,
May is Foot Health Month, Better Hearing Month, Mental
Health Month, Arthritis Month, High Blood Pressure Month,
Physical Fitness Month, Sight Saving Month and Older
American's Month. Hospital Week is 5-6/12 and Nursing Hocme
Week is May 13/20. Pick a sheltered area in your downtown
business district or another shopping area. Invite health
care providers and groups to set up displays, distribute
literature, conduct tests (hearing, blood pressure, sight,
etc.)

"MOTHER DAY WISHES" The Friday/and/or Saturday, (May 4
5) set up a tape machine in a
shopping area. Invite sons and
daughters to visit the location to
record their "greetings to mom"
(brief). Play them back randomly the
week before Mother's Day (May 7-12).
Promo the taping session and the

. fact that the recorded messages will

be broadcast.

(Remember that Mother's Day is the #1
day of the year for conventional
restaurants and one of the 6 biggest
gift giving days of the year).

"BE KIND TO ANIMALS
WEEK" (May 6/12): Feature pet food and supplies in ads
run that week.

"THE CLASS Of '90" Get a copy of the yearbook from your
local high school. Make up "radio
salutes to each member of the
graduating class. Broadcast them
randomly. Sell them.

- 3 -




About Your New Competitor - CABLE .....

The cable television system is showing up in an ever
increasing number of small markets as a competitor for
advertising dollars. Armed with materials prepared by their
national ad sales organization, Cable Advertising Bureau,
whose president is a former longtime v. p. at R. A. B., the
cable ad salespeople are "telling a good story." And
they're doing business - in some cases at the expense of the
local radio stations.

We have never believed that you can build your business by
tearing down somebody else's, but, we believe that it's
important to know what the competition is AND WHAT IT IS
NOT. Cable is selling local advertising because it fills
what is 14 of the 4 basic reasons all advertising is bought -
it's different and therefore satisfies the buyer's need to
escape boredom. He/she has been investing most of his/her
ad money in the newspaper (or shopper) and on the radio for
years - "the same 0ld thing." And seeing his/her picture or
his/her business "on the screen" is a great "ego massager."
All of us humans have made some purchase decisions for that
reason.

The problem is not keeping him/her off cable TV, but, making

sure he/she doesn't confuse it with basic advertising - so
essential in bringing "customers through the door" and ‘ (
putting "money in the drawer." Fairly and clearly, local '

cable advertising isn't basic advertising. To describe
basic advertising, we turn to a very good business book,
"Small Business Management" by William Hailes and Raymond
Hubbard (Delmar). They advise their small business readers
to ask themselves the following questions when selecting an
advertising medium:

1. Does the medium reach a largé number of prospects
at a low cost?

Being generous, the answer in cable TV is NO. It is not
only the fact that the cable only reach a town and its
immediate surrounding area and "misses the country," the TV
audience is divided as follows: the 3 major networks 66%,
"over the air" independents 10%, public TV 4%. The cable
networks (about 20 on an average system) garner a total of
20% - 1% average for each cable network. TV's total
audience in the highest prime time hour is 43.2% of the
population which means that the average cable network in
TV's biggest hour reaches .432% of the population. Outside
prime time, 1 of the 20 cable TV networks reaches 15/100s of
of the population average. 1In the 16 hours of non prime
time TV, radio reaches 10 times as many people as the
combined audience to the 20 or more cable networks available
on the average system - and there aren't 20 good radio <
signals in the average market. The figure is about 1/2

that in most markets.

In choosing an ad media, Hailes and Hubbard also ask:
- 4 -




2. Does the medium provide for an adequate selling
message?

3. Does the medium present any difficult, time
consuming, or creative problems?

4. Can the copy message be changed easily?

On these 3 points, advertising on cable is seriously
limited. Most sellers of cable advertising charge an extra
$300.00 to produce a "spot." 1In radio, as well as
successful

newspaper advertising, the long standing rule is that a good
ad makes an offer, prices it, and asks for action by
limiting the offer by time or quantity. At $300.00
production cost "per spot," and with the "difficult, time
consuming, and creative problems inherent in television
production, making the message compelling and timely is
almost impossible. Few cable systems selling in small
markets have local production facilities. Clearly the
constraints and expense of producing a "TV spot" prohibit it
serving as basic advertising and meeting the following:

5. Does the medium actually sell products and services
or does it merely announce them?

6. Does the medium provide excitement for special
promotions (a necessity in today's marketplace)?

It is necessary to understand the basic difference between
radio and television. 1In radio people listen to stations
("My favorite station.") 1In TV, they watch programs.

As almost all cable TV ads are delivered randomly on an
automated system and "fixed positicons" are not available or
extremely expensive, building frequency against even a very,
very small audience is rarely possible or practical.

7. Does the medium fit the type of business in
prestige and distincticn?

Taking its cue from radio, many of the cable channels target
specific demographic groups (age, sex, income, lifestyle).
If more people were watching, they might provide a good
"atmosphere" for a business's message. But, how much
prestige and distinction can a $300.00 message have when
it's run alongside a national "spot" on which $125,000.00 to
$250,000.00 has been spent on production?

It is foolish to say that television doesn't have strengths
(particularly the "I saw you on TV" customer or friend
comment.) But, small market radio broadcasters with local
cable ad competition need to keep in mind the television
medium's growing problem, "Much of the audience is too
young, too old, too poor." and fairly in the case of 1local
cable channel advertising, TOO SMALL.
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About Customers - Looking for Winners .....

The success of any small radio station is a constant
infusion of new business: looking for that tiny start-up
that can grow into a substantial customer. 1In her book,
"How to Advertise and Promote Your Small Business" (Wiley
Press), Connie McClung Siegel says, "Somewhere, some way,
some day, someone is struggling to build a small business
that will become a multinational corporation, spurred on by
the knowledge that the international headquarters of both
Reader's Digest and Xerox used to be in garages."

"The free-enterprise system is built on a million
shoestrings, fueled by human motivation and nourished by
dreams. Horatio Alager is alive and well and thinking up a
clever promotion for a small business."

Finding the Winners. Ms. Siegel quotes a government
sponsored study which compared business in 5 cities in order
to learn what makes a business grow. Here are the most
common traits of growing, successful businesses:

Those who liked their business best tended to grow
the most.

" The growers tried to serve their customers instead
of serving themselves.

The rapid growers took less money out of their
businesses in the early stages. They also spent -
more hours working.

Growers became sound managers in all phases of their
businesses.

The growers could identify more problems, but could
also come up with more solutions.

The growers constantly asked advice, free and paid,
took the advice seriously, and applied it to their
business.

About advertising and promoting a small business, Ms. Siegel
quotes the late L. T. White, a small business researcher:

"Never suggest a purchase you can't prove is needed."

"Never criticize what the buyer is using - he (she)
Picked it."

"People buy benefits, not productsf

"People have 4 buying motives:
To live
To learn
To love
To laugh."

"Business is the activity of helping people through
selling."




"A Community Asset" .....

In 1947, 15 business and professional people in Troy,
Alabama (40 miles north of Montgomery) decided the town
should have its own radio station. Its beginnings were
similar to many small stations, but, the 43 year history of
W T B F have been quite different from most of its
contemporaries.

Until 1986 (39 years later), many of the same stockholders
maintained their WT B F interests. A local real estate man
was the station's president and a local attorney was the
corporate secretary for all of those Years. "They wanted to
profit from their investment," Asa Dudley, now a partner and
manager of the station says, "but, more importantly, they
wanted the station tc be a real asset in the community."

The station's office-studio location is unique - it's on the
campus of Troy State University (current enrollment: 4,500).
"The college administration saw the station as an
opportunity to give its students in journalism and
broadcasting practical experience and income," Dudley says.
"For the station, it was a pool from which to draw employees
at reasonable cost. We still lease from the University and
still employ students for much of our operation.”

Dudley himself got his start in broadcasting and at W T B F,
while attending Troy. "I was a journalism student, writing
sports for the schocl paper. The station wanted to schedule
a daily 15-minute sports program. I auditioned and got the
job." That was in 1949. When he finished school in 1951,
he went to work full-time at WT B F.

Since it began, W T B F has regularly employed 4 to 8
college students. "We start them out with 'light duties.:
As staff members graduate, we move the college students up
into more advanced responsibilities in our announcing and
programming. This part of the country is 'dotted' with
leaders, not just in broadcasting, but in other fields, who
worked at our station during their college years." One is
Congressman Earl Hutto from Northern Florida.

While there is a regular turnover among the college
students, the full-time staff Changes little. Dudley's 2
1/3 partners, Joe Gilchrist and Jim Roling have long
histories with the station. Gilchrist started as engineer
when the station went on the air in 1947. Jim Roling, the
station's sales manager/morning man was a college student
employee in the 1960s. After graduation, he worked at
several other stations, returning to Troy and W T B F in
1979.

The other full-time staff members are the program director
and co-host of the morning show (5 years), a salesperson (10

Years) and the receptionist (10 years)
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While it does not employ a full time news director, the
effort gets high priority. The news gathering is shared by

a journalism student from the University, the sales manager,
the program director, Dudley, and the retired member of the
local Social Security office. "He did a weekly program
about Social Security for years. He was really interested
in what went on at city hall. He had run unsuccessfully for
mayor. When he retired, I asked him if he'd like to cover
the meetings and other happenings there. He took the job
and has held it for over 5 years," Dudley recalls.

The "morning show" is the centerpiece of the station's heavy
community involvement. "Every morning there's a guest
talking about a local issue or promoting a local community
effort," Dudley says.

The station's sales effort, he says, has always been the
sale of basic advertising. "We're not much into big
giveaways." The station's customers include 3 who have been
on the air every month for all of WT B F's 43 years: a drug
store, a tire sales, and a hardware store.

In addition to "ads," the station does a heavy schedule of
sports and remotes. To make the remotes exciting, WT B F
has a 16' by 4-1/2' helium filled balloon which flies above
the remote location. It is transported in a trailer big
enough so that it does not have to be inflated each time
(cost: $150.00). "We spend about that amount every 3 months
now." Replicas of the balloon are distributed at the
remotes. The station owns a pop corn machine (cost less
than $400.00) and a soft drink dispenser.

Dudley believes that the real "heart" of the station is the
causes it promotes e. g. a collection of food, clothes, and

toys at Christmastime ($30,000.00 this last year), its
"Community Yard Sale" in the city park where people sell
unwanted items, its most recent effort to raise funds for
people ravaged by high water. Dudley and his 2 partners believe
"in a place like this (county population 30,000), it's not

doing big things. 1It's doing a lot of little things right

day after day after day."

THE LAST WORD

In a recent correspondence, Mel Goldberg W H J B/W O K U,
Greensburg, Pennsylvania, enclosed several cards. They are
used as "bill stuffers." They are humorous "bits" e. g.:

"When I am right,

No one remembers.

When I am wrong,

No one forgets."

SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND

MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,

AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:

$57.00 - 13 WEEKS: $33.00).. ADDRESS: 275 19th STREET,

OTSEGO, MICHIGAN - 49078 - (616) 694 9357-FAX: 616 692 6789
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RADIO BEER AND WINE ADS - BYE BYE! HAYBE.-Democrats Senator
Albert Gore and Congressman Joe K edz_have introduced
bills that would require beéf‘dﬁﬁsﬁaﬁe advertlsfhg to carry
"health warning” of up to 30 womds"“tncfudlng an 800 | e e e
This-would surely take these advé@rt $ers [ radig,. . Who-»n;:::,ﬂ—mm =
would want to pay to have his prod attac ed? — e

pr

S——
Tr. e

3 YEAR RULE AND FINANCIAL REPORTS RETURN - Agaln from ,;;; e
Senator Gore, the possible 1ntrodug§}qn#gf a billethat- woubdwr RSy
bring the 3 year holding rule for radio-TV properties back.

The F.C.C. lifted the 3 year requirement in 1982. Gore and

others think the relaxed rule has lead to speculative buying

and selling and a lowering of service to the public. And,

former broadcaster Commissioner James Quello thinks the

Commission should again collect financial data from

licensees "so we can see what the actual figures are - what

people are earning or not earning." Financial reporting

ended in 1983.

MARCONI AWARDS again this year. Selection process changed.
Stations and personalities will nominate themselves (or
someone else). Committees will pick winners. This reverses
last year's process. Forms available from N. A. B.

AMERICAN MUSIC LICENSING COMPANY continues to randomly bill
stations for performance of what it claims are its
copyrighted songs. Invoice carries a list of titles
including "Crying in the Chapel," "Mandy," "Dear Hearts and
Gentle People," etc. According to ‘an attorney, Sally Sun
may have copyrights to songs with these titles, but, they
are not the popular songs. There are no known commercial
recording to American Music's copyrighted songs.

A song can be copyrighted, but, a song title cannot.
SMRNewsletter was unable to reach Sally Sun, who identifies
herself as American's principal.

AM FREEZE - HOW LONG? Probably a long time. The F.C.C.
is trying to solve problems, some of which are 70 years old.

BANKRUPTCIES AND DELINQUENCIES ARE HIGH, but, unemployment

is low - personal income was 7.3% higher in February than a
year earlier, but, consumer spending, in constant $s was

down -6.4%, durable goods up+3.3%, other -0.4% (Commerce Dept.)

S THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS m==e




At the F. C. C. .....

NEW STATIONS (Granted): ALABAMA (Trinity) FM Victoria Coffee 92.5 3kW
328'; ARKANSAS (Beebe) FM Judith Davis & B. J. Faith 101.5 3kW 328'; ALASKA
(Soldotna) FM Eagle Rock B'c'g. 95.5 10 kW 250'; CALIFORNIA (San Luis
Obispo) FM Clamshell 97.3 25 kW 328'; (Sutters Creek) Susan Targetto
101.7 1.23 KW 414'; CONNECTICUT (Poquokock) AM Thomas Kron 870 1 kW D
-410 kW N (DA-2); DELAWARE (Fenwick Island) FM Collins B'c'g. Sys. 92.1
3 kW 328'; KENTUCKY (Louisa) Louisa Communications 92.3 3 kW 228';
(Radcliff) FM Bill Walters 103.5 3 kW 328'; MAINE (Winslow) FM John
Bulmer 95.3 3 kW 305'; MICHIGAN (Pentwater) FM C and S B'c'g 94.1 3 XW
328'; MISSOURI (Huntsv1lle) FM Contemporary B'c'g. 92.5 6 kW 328';
(Osceola) FM Valkyrie B'c'g. 92.3 3 kKW 272':; NEBRASKA (Hastings)
FM Bott Broadcasting 98.1 100 kW 1968'; NEW HAMPSHIRE (Bedford) FM Donna
MacNeil FM 96.5 2 kW 328'; NEW MEXICO (Albuquerque) FM FM Partners 101.3
2 KW 400'; NEW YORK (East Hampton) FM Chester Assoc. 95.7 3 kW 200';
(Warrensburg) FM Karamatt B'c'g. 100.5 .185 kW 1212'; NORTH DAKOTA
(Langdon) FM Continental B'c'g. 95.7 2 kW 328'; (Searles) FM Timothy
Martz FM 105.9 100 kW 991'; OHIO (Delta) FM Dickey B'c'g. 106.5 3 kW
328'; PENNSYLVANIA (State College) FM Advanced B'c't. Tech. 94.5 3
328'; SOUTH DAKOTA (Sioux Falls) FM Kirkwood B'c'g. 101.9 19.5 kW 783';
TENNESSEE (Calhoun) FM Carroll, Carroll & Rowland 104.1 2 kW 328';
(Jellico) FM Janice Surber 102.7 3 kW 328'; (Parsons) FM Ralph Chenney
97.3 2 kW 328'; (Rogersville FM C and S 106.5 1 kW 539'.

AMENDMENTS TO THE FM TABLE (Amended): CALIFORNIA (Corcoran) 102.2 (B1)
for A. M: KL C Z; (Kernville) 102.5 A for 102.3 A. M: K K R V; (San
Rafeal) 100.78 A for 100.9 A. M: KT I D; INDIANA (Roanoke) 94.1 (A) for
105.1 (A). M: C. P.; IOWA (Decorah) 100.5 C2 for 100.9 A. M: KR D JC &
(Oskaloosa) 100.9 CZ for A. M: K O S K; (Perry) 101.7 A for 100.9 A. M.:
K D L S; KENTUCKY (Stamping Ground) 99.1 (A) as lst. W: 5-8/6-7;
NEBRASKA (York) 100.9 C3 for A. M: KA W L; NORTH CAROLINA (Hatteras)
97.1 (C1) for (C2). M.: WY N D; TENNESSEE (Dresden) 95.1 (A) as 1st.

W: 5-14/6-13; TEXAS (Mbnahans) 102.1 (C) for cl. M.: KWE S.

AMENDMENTS TO THE FM TABLE (Proposed) CALIFORNIA (Columbia) 98.9 (A)
as 1st; (E1 Rio) 103.7 (A) as 1st; Goleta) 105.9 (A) as 2nd; (0jai)
107.7 (A) as 2nd; (Susanville) 96.3 (C2) as 2nd; FLORIDA (St Augustine)
105.5 (C3) or 94.1 (C3) for 105.5 (A). M: WS 0 S; (St. Augustine Beach)
94.1 (A) as 1st; MISSISSIPPI (Bay St. Louis) W Z K X, Poplarville

(107.9 C) to Bay St. Louis. M.: W Z K X; MINNESOTA (Blackduck) 98.3 (C2)
for for A. MISSOURI (Cassv1lle) 101.3 (A) for 93.2 (A); (Doolittle)
104.5 (A) as 1st; (Seligman) 932.3 (C2) for 95.3 (A). M: K J E M.

INVOLUNTARY TRANSFERS:

GEORGIA(Augusta) W R D W (11480 5 kW U) to A. Stephenson Wallace,
Trustee in Bankruptcy, 462 Telefair St., August, GA - 30901. (900226GE)

(Wrens) W R D W-FM) (Class A). See above. (90026GF).
NORTH CAROLINA (Southern Pines) WE E B (10 KW D - 990) to Richardson
Broadcasting Group, Debtor in Possession, Box 1855, Southern Pines, NC-
28387 (900220 EI).
TENNESSEE (Clinton) WY S H (1 kW D — 1380) to Ann Mostoller, Trustee,
1265 Illinois Ave., #104, Oak Ridge, TN - 37830 (891117EC).
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MONEY PAGE - $ALE$ AND PROMOTION IDEX$

"NEVER WORK AGAIN" Bob MclLimans, station manager of Dick
"Boom Boom" McBroom's W N D H,
Napoleon, Ohio (FM) and AM W O N W,
Defiance, Ohio, doesn't believe you
have to give away the station in a
promotion. Both stations are telling
listeners, "Listen to us at work.

You may never have to work again."
Listeners are asked to send their

name and address of the business where tney
work on the firm's stationery.

Drawings are held 9 A to 5 P daily,
asking the perscn whose name is

announced to call within 5 minutes.

The prize: tickets on the Ohio

Lottery.

"WE APPRECIATE YOU" The first 2 weeks of this month, Tom
Anderson's K O A L/K A R B, Price,
Utah, joined his Radio stations in a 50% /
50% promotion with the local
newspaper. 50 retailers spent an
extra $500.00 to tell people, "Castle
Valley We Appreciate You."

Advertisers received 50 radio ads
and 2 1/4 page newspaper ads +
radio promos and news items in the
newspaper. Only extra direct
expense was "theme buttons” for
store personnel.

"We won't do this often," Tom says,
"But, it was good for the business
to see we were both interested in
them." @

"BLOCK PARTY" Lou Vito at WP K O/WB L L,
Bellefontaine, Ohio, is telling
listeners to gather the signatures of
people on' their block and deposit
them in an entry box at a local
supermarket.

The winning entry will get a "block
party" (food and refreshments).

Did You Know? .....

The communications business now has the largest % of women
in its salesforces of 16 major industry groups. According
to Dartnell Corporation research, 50.9% of communications
industry sales people are women. They make up 28.5% of
insurance salespeople and 32.2% in retailing.
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$ale$ - "The Hard Reality" .....

For the foreseeable future, most parts of the country will
enjoy little population growth or retail sales growth (with
accompanying advertising budget growth). 1In effect, most
radio stations will have to get their growth at the expense
of other media and other radio stations.

The March issue of "Sales and Marketing Management"
addresses the issue in an article titled "How to Steal A
Satisfied Customer" by Edward Doherty.

Doherty advises his readers to select their targets
carefully. The prospective customer should be a good "fit,"
that is, likely to benefit substantially from your
business's service. The prospect should also be potentially
lucrative enough to justify the large amount of time and
effort that will be required to land it.

Careful preparation is essential. The salesperson must be
knowledgeable not only about his own and the competitor's
service but about the target customer's business. One sales
consultant advises that manager assign each of their
salespeople a customer industry or group of industries in
which he or she should become expert.

The initial step in prying away a satisfied customer is to
open a dialogue with the key decision maker at the target
company; to get him (or her) to talk about himself, his
company, his needs. 1It's important to listen carefully and
to probe for his real concerns and problems. Success
ultimately depends on convincing him that you can satisfy
his company's needs even better than his current supplier
or at least that you deserve a chance to prove you can.

A salesperson should attempt not so much to plumb the
purchaser's mind as to change it, to persuade him to
reinterpret his business's n€eds and opportunities in the
light of new information. Build rapport. Personal and
professional elements often merge imperceptibly, subtly
reinforcing one another.

One of the worst mistakes a salesperson can make is to
denigrate a customer's present supplier. That implicitly
faults the purchaser's judgement. Instead, the seller
should stress his business's strengths and assets. Probe
carefully for information about your competitor - this may
reveal where there may be an opportunity to outshine him.

Patience and persistence are essential. Even when the
initial situation is not favorable, success is still
possible. It is not necessary to aim immediately to
supplant a customer completely. It is enough to get a
modest (but adequate order) to show him/her what you can do.
Once credibility has been gained and a good personal
relationship is established, there are usually new

opportunities to expand your position at the expense of your
competitor(s). - 4 -




About the Relaxed Lottery Rules .....

In the 3-22-'90 issue of SMRNewsletter, a page was devoted
to the new .federal "Charity Games Clarification Act" which
goes into effect on 5-7-'90. During the recent Atlanta
N.A.B. convention, one of the best attended radic sessions
dealt with the subject. It was a panel discussion with 5
communications attorneys.

Panel members stressed that the new federal act does not
take precedence of existing state or local laws. A
particular problem was pointed out for stations located
along state borders. A station could not carry a legal
lottery in an adjacent state if it was illegal in the state
where the station is located.

In the matter of state lotteries, although the new act
allows stations in states with lotteries to accept
advertising from any state with a lottery (as opposed to the
former rule that it had to be an adjacent state), the new
relaxation is expected to yield little or no new business
because it is still against the law to send lottery
information or payments through the mails.

Although, if state and local laws permit, a station can
advertise a merchant's promotion giving people who make a
purchase a chance or chances to win a prize, the activity
must be occasional. It was the opinion of the panelists
that a merchant couldn't say, "Everytime you shop this year,
you'll get a chance to win -————- to be given away December
31."

Although advertising of gambling casinos continues to be
illegal, a station can advertise "sports books," where bets
are placed on sporting events, if there is no local or state
prohibition where the station is located. The feeling is
that there is skill involved in picking winners.

If it's legal in the locality and state where a station is
located, it can sell advertising to churches and service
organizations (with I.R.S. 501C3 status) to promcte their
bingo games and raffles.

A panelist pointed out that the Commission has not changed
its rules on the conduct of contests. Stations are advised
to keep in their files scripts and entries and get releases
from winners. A member of the station's top management
should carefully study each promotion before it goes on the
air and monitor it. Winners of prizes worth $600.00 or more
must be sent I. R. S. #1099 forms by January 31 of the year
following the award.

The general feeling of the panel, which included an F. C. C.
official, was that the Commission has moved from a period of
"de regulation to re regulation." 1In the words of one of
the panelists, "there are fewer rules, but those that are
still on the books are going to be strictly enforced.

Expect larger fines, short term renewals, and even license
revocations for stations violating the rules."

A new lottery and contest handbook (including State and
Indian lands rules)is available for $20.00 (members) $40.00

(non members). 1-800 368 5644.5




From Our Subscribers

From Roger Swan, WROY/WRUL, Carmi, Illinois: "Recently we
have had calls from businesses saying they are turning off
their radios because they will have to pay fees to keep them
on. This has been done by phone or letter to them. I
contacted N. A. B. for legalities."

"I pay a fortune each year to the licensing companies for
the privilege of playing records. Now they want our small
businesses to pay for the right to listen to my station. 1IT
DOESN'T MAKE SENSE. It kind of defeats the purpose of the
stations paying these fees. CAN ANYTHING BE DONE?"

From Alex Kelemen, Regional Reps, Cleveland, Ohio: "I
recently joined the Retail Advertising and Marketing
Association and attended their 38th annual Retail
Advertising Conference/Expo in Chicago."

"There definitely could be better visibility of radio at
functions like this. Every major newspaper sent
representatives; the Newspaper ADvertising Bureau and the
Television Bureau were there in full force. Attendees were
treated to sessions by the newspaper bureau, highlighting
changes in their industry and how their creative abilities
will reach the changing consumer in the '90s. Sadly, radio
was not there. There were few radio stations. We missed an
opportunity to talk with retailers, while our competitors
increased their already good standing in the retail
community."

"I tried to attend most of the radio sessions. If you ever
wonder why it seems advertisers are forever asking radio to
provide 'merchandising', it's because they learn it at
sessions like the ones in chicago. They hear 'partnership’
which means 'leveraging' buys by asking for free commercials
disqguised as public service type announcements.
Interestingly, newspaper was not mentioned as a player in
these 'partnerships.' I felt like a spy in the enemy camp."

"If the program topics were.any indication, the environment
will be on the top of the minds of many retailers and
consumers in the coming decade. We heard as many as 3
different speakers highlight the need for environmentally
sound retailers and manufacturers. They stressed consumers
would be willing to pay more if they felt it would help the
environment."

"Walmart's representative spoke of their commitment to local
community efforts. I followed up with the speaker,
suggesting radio as a good medium for bringing the
environmental message home to local communities. So far,

they are not interested in changing their media priorities."
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"Dispelling the Myths" .....

One of the widely held opinions in the radio business is
that full service is the province of long established radio
stations operating in "no growth" or "slow growth" markets.
K N C O AM/FM at Grass Valley, California seems to
contradict that conventional wisdom. 1It's AM facility is
only 12 years o0ld, its simulcast FM is 8 years old. Its
marketplace (Nevada County) has had a population increase of
50% in 10 years. It competes for listeners with 25, mostly
big city, stations for audience.

The stations manager, there for 5 years, says, "I believe
too many radio stations fall into the trap of defining
themselves by the music they play." Steve Brock says that
the music on his station (a conservative adult contemporary)
is the "fabric into which we weave the local information and

local commercials - in certain hours of the week as much as
20 to 25 minutes." He claims he receives little complaint
from his listeners "about all those commercials” and he
claims, "the majority of our listeners are 25 - 45 years
old.™"

Brock, who has a staff of 15 full-time people, 6 of whom
work in the station's news effort, says, "One of the secrets
here is that we don't air people who want to use us as a
stepping stone to a larger market. We hire people without
radio experience who live here and intend to spend their
lives here." He describes 2 of his air people: the morning
man is a retired colonel who finished his military career at
a nearby base and wanted to stay in the area. His afternoon
personality had been the office manager at a local
physician's office who had busied herself in community
service groups like the "united way." "Both," he says, "had
very good voices and personalities - but, most of all had a
good feel for what's important to people in the community.

I taught them the 'radio stuff."

Brock says, he is often told by newscomers tc his community,
"You just don't sound like other radio staticns.™ 1In his
view, K N C 0 AM/FM shouldn't - it should, he believes, do
for the community things that the outside signals can't. He
says his idea is to, "Do the Right Thing," (the title of a
new movie.)

The station, he says, looks for worthwhile events and
efforts to tie into. "We always look for the sales angle."
Most recently, K N C O AM/FM promoted an effort to buy
jackets for 2 area girls' high school basketball teams who
had gone to the state tournament. "A block was roped off
dcwntown where a bar-b-g was held. The food was donated.
High school students sold tickets to the event at $5.00
each. A thousand were sold - far more than was needed for
the jackets. The surplus went to other school athletic
activities." The station sold a combination of ads and the
broadcast of the event to 30 advertisers - promoting the
sale of the tickets. - 7 -




In Brock's opinion, "The greatest disservice to this
business is being done by stations which allow outside firms
sell drug abuse, child safety, etc. "spots" at 4 or 5 times
the station rate and give the station 20% to 30% of the
"take". In his view, "It should be done 'in house' at
regular rates. That's better for the advertiser, the
station, and the radio business."

Brock admits that some advertisers are critical of the
station "making a profit on non profit events and causes."
"When I hear that., I simply explain that, like their business,
the radio station is a business with payroll and other
expenses to be met. We have to generate income so we'll be
there the next time something needs to be done. They
understand."

Brock who fills his station with local names (birthdays,
anniversaries, salutes) and local people talking about local
people and things, believes that's the way for a small
station to occupy a unique position. He says, "Music
formats ebb and flow. Even the greatest promotions are
quickly forgotten. This is the way to do it."

The affection his community has for K N C 0 AM/FM is best
illustrated by a recent event. His area was hit by the
biggest snow emergency in 100 years. K N C O AM/FM were off
the air the first 8 hours - then, when local power was
restored it broadcast continuously, 24 hours a day, for the
duration of the emergency. "A couple of the town leaders
came to my office after the storm," he says. "They told me,
we don't have to be without your station the next time
something like this happens. We're going to raise the money
to buy you an emergency generator." That $25,000.00 effort
by local service clubs is going on now - without publicity
on the station.

(K N C O AM/FM was a "crystal Award" winner last year.)
Brock appeared on a Sunday morning panel at the N. A. B.
Convention in Atlanta.

THE LAST WORD

Since its first year, SMRNewsletter has advocated pulling
radio out of the spring N. A. B. convention - overwhelmed by
TV. The association for financial reasons has resisted
this. But, with the shortage of hotel space and many
exhibitors being turned away, we wonder how much the spring
receipts would drop if it were a TV only convention. We
believe radio attendance would rise and exhibitors would
increase if there was just one national "radio only"
convention. It would save radio vendors money and in our
view would cost N. A. B. little. It's decision time.

SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS
AND CANADA. SUBSCRIPTION: $109.00 PER YEAR (26 WEEKS:
$57.00 - 13 WEEKS: $33.00). ADDRESS: 275 19th STREET,
OTSEGO, MICHIGAN - 49078 - (616) 694 9357-FAX: 616 692 6789

_ 8 -

to




(616) 694-9357

Otsego, Michigan 49078

275 19th Street

N

S,

||
R

/

mall N
. .

arket Bill Taylor
KQSS
P.O. Box 292
adio Miami AZ 85539
Bob Doll - Publisher and Editor

ewsletter Barbara J. Doll - Circulation

Inc.
VOLUME V11 - Issue #47 - April 19, 1990

"1610 to 1700 - THE F. C. C. PLAN" - Those 10 new
frequencies will not be used to create new minority
ownership or public radio stations. They will be used to
alleviate congestion on the present AM band (540 / 1600).
Stations causing "the most congestion and interference" will
be encouraged to move to the new frequencies. Such stations
would be allowed to operate simultaneously from their
present and new frequencies until the "expanded band" is
matured.

The Commission's plan for restoring health to AM was
unveiled Thursday (4-12). The Commission's AM improvement
program, which it expects to take 10 years to become fully
effective, will be incorporated into a rulemaking, followed
by comment and reply periods. The rule making is expected

to be released "around the first of May," according to an
F.C.C. lawyer. It should be final before the end of the
year. [

To the dismay of many, the Commission plan does not call for
the adoption of a single AM stereo standard. It does not
mandate N. S. C. standards for radio receivers, but sets
which meet the standards would get an F.C.C. endorsement.

Tax incentives would go to AM stations which reduce power or
go off the air to reduce interference. Stations on regional
channels (III) could go to 50 kW if they met engineering
criteria. Simulcasting will not be outlawed, as some AM
proponents suggested.

AD TAXES have apparently been headed off in New York and
Rhode Island.

"OUT FOR THE BUSINESS" To get radio's story "in front of the
customers," R. A. B. top management is taking part in a
dozen retail conventions: banking, restaurant, food, real
estate, office supplies, autos, retail merchants, health and
beauty aids, shopping centers, electronics, computers.

CONSUMER CONFIDENCE MAKING COMEBACK - Conference Board
figures show consumer confidence on the rise (January 106.5,
February 106.7, March 110.2.) Expectations for the future up
almost 4 points since January. Plans to make major
purchases within 6 months: up slightly from March '89.

b THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS memmms
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At the F. C. C. .....

NEW STATIONS (Granted):

GEORGIA (Mableton) FM Bolton Broadcasting 102.5 3 kW 328
(Warrenton) FM Susan H. Karren 93.1 3 kW 328
IDAHO (Gooding) Greater Phil B'c'g. 101.3 3 kW 132°'

NEW HAMPSHIRE (Jackson) FM Jackson Radio Part. 99.5 100w 626
OKLAHOMA (Holdenville) FM Mary Creech & Assoc. 106.5 3 kW 328

AMENDMENTS TO THE FM TABLE (Amended):
OHIO (Archbold) 96.1 (A) for 95.9 A. M.: WM T R
(Proposed):

CALIFORNIA (Chico) 107.1 (Aa)
(Farmington) 94.3 (a)
(Grass Valley) 94.1 (A) for 94.3 (A). M.: K NC O
(Jackson) 94.3 (Bl) for A or 99.7 for 94.3 A.
M.: KNG T
(Patterson) 97.1 (A)
(Windsor) 100.9 (a).
MISSOURI (DOOlittle) 106.5 (A)

FINES:

Crusade Broadcasting Corporation, Norfolk, Virginia, has
been fined $10,000.00 for operating W I M G- AM, Trenton,
New Jersey, without a license. The Commission told Crusade
twice in 1989 that its operating authority had expired, yet
it continued to operate until February 5, 1990. The station
had been fined in 1986 and 1988 and according to the F.C.C.,
"has a long 1list of violations dating back to 1983."

About "Warnings" in beer and wine radio ads o g
Here are the 5 "warnings" that would be rotated in beer and
wine radio ads, if the bill introduced by Senator Albert
Gore (D-TN) and Congressman Joseph Kennedy II (D-MA) became
law (SMRNewsletter 4-12-'90):

"Surgeon General Warning: Drinking during pregnancy
may cause mental retardation and other birth defects.
Avoid alcohol during pregnancy "

"Warning: Alcohol impairs your ability to drive a car
or operate machinery."

"Warning: Alcohol may be hazardous if you are using
other drugs such as over-the-counter, prescription, or
illicit drugs."”

"Warning: Drinking alcohol may become addictive."”
"Warning: It's against the law to purchase alcohol for

persons under 21."
-2 -




MONEY PAGE - $ALE$ AND PROMOTION IDEA$

“AN OLD IDEA, BUT A VERY
GOOD ONE"

"BARTER OPPORTUNITY"

"SELLING OVERNIGHT"

"Promotion and Marketing
Monthly" suggests that stations
in communities with a lot of
"out shopping" distribute a
mylar sticker to local stores
for display on their doors.

One side of the sticker reads,
"PUSH for (NAME OF COMMUNITY)"
- plus - station call letters
and fregquency. The opposite
side of the sticker has the
same copy with "PULL for ---
etc."

Thanks to cable TV and movies,
auto racing is enjoying
impressive growth in fan
interest. "Ned Jarrett's World

of Racing," a 5x/w 5' racing
news and commentary show is now
on 260 stations. National
advertiser gets 1 commercial.
The other is available for local
sale.

Information: Steve Templeton,
Total Media, P. 0. Box 940,
Dunn, NC - 28658 - (704)465 0254

Stations that stay on all night
do so mainly for competitive

reasons, "We don't want people
to have to tune someplace else
- or remember when we come on."

Roz Stipe agrees, but she says,
"If it's worth being on, it has
to be worth something to
advertisers." This month, KNED/
KMCO offered 100 R. O. S.
Midnight to 6 A.M. ads for
$100.00 per month. 48
businesses bought ($4,800.00).

She intends to make it an

ongoing sales feature. "The
overnight ads pay off for the
customers," she says, "a 24 hour

super market had huge success

by giving away 6 free tomato
plants - midnight to 6 only. A
service station gave a free

jce cream cone with the purchase
of a tank of gas."

3 -




$ale$ - Handling Tough Questions .....

A tough prospect just asked you a tough question that you
don't know how to answer. What's the best way to handle it?

1. Don't answer immediately. Too many salespeople are afraid
of silence. Don't hesitate to take a moment to gather
your thoughts.

2. Compliment the prospect. Your first statement might be,

"That's a really good question. No one's asked that
before."

3. Repeat and rephrase the question. This generally

encourages prospects to talk a bit more and clues you in
on the answer.

4. Rely on your presentation. If the question is to be

answered during your planned presentation, ask if you can
defer until then.

5. Follow up. Finding the information and reporting it
back gives you another reason for a follow-up sales call.
Be timely and do it in person.

Tom Quick in
"Professional Selling"

$ale$ - Be Different from the Pack .....
The number of salespeople, particularly advertising

salespeople, <calling on a customer is a major problem for
many businesses. They just don't have the time.

Know when to call. Proper timing can be just as important
as planning. There are times when prospects can take time
to talk - and there are times when they're just too busy.

Abusing a prospect/or customer's time during important tasks
will be remembered.

Appointments for key prospects are beneficial. When you get
to know a prospect or customer, ask him or her when they
prefer to Pe called on. That will always be appreciated.

Use the phone to make appointments instead of just dropping
in. : '

Between calls, keep in touch. Send information that might
interest your prospect/customer. Just attach a short note
to articles or literature. Say, "I thought you might be
interested in this." You've just made an effective and

inexpensive sales call. How many of your competitors do
this?

If you have made an appointment and arrive to find another
salesperson before the customer, "simply say, I'm a little
early for my (10 o'clock appointment). 1I'll be back in a
few minutes (or) ---." You've put pressure on the other
salesperson - who probably didn't have an appointment.

Steve Duea in
- 4 - in "Farm Store"
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About Your Customers - The Downtown Shopping Area .....

Downtown! Can it come back? Robert V. Sprague, managing
general partner in Durham, New Hampshire based Retail
Partners believes "downtowns can come back if retailers and
city planners become more responsive to the needs of the
consumer ."

Sprague, whose father was a downtown retailer, has held
posts with the R. H. Stern Department Stores and "The Gap."
In his present business, he has visited and worked with some
700 communities.

In his view, today's shopper is basically concerned with:
Easy access to the shopping district;
The aesthetics of the facility;
Product Variety;

Stores located near each other that offer companion
merchandise;

Adequate and well managed parking;
Empathetic customer service;

Hours of operation that will allow consumers to shop
when it's convenient;

Reasonable return policies.

In his seminar, which he conducted recently in the area
where SMRNewsletter headquarters,. he stepped on a few toes
by pointing out that store owners and clerks who park in
front of their stores are costing their business district a
lot of money. He quoted a Land Union Institute study which
showed that a parking space is worth $300.00 per day in
retail revenue.

His most controversial suggestion is that retailers extend
their weekday and Saturday hours to 7:00 P. M. and open on
Sundays from Noon to 5:00 P. M. "Being open when it's
convenient for the consumer is vital to a thriving downtown
district," he says.

About those extended store hours, he claims, it takes
approximately 5 or 6 months for the evening and Sunday hours
concept to catch on. But, he says, "Perseverance will pay
off."




About This 'n' That .....

ABOUT ASCAP/BMI 20% RATE INCREASE REQUEST - Senator Larry
Pressler (R-SD) writes an SMRNewsletter subscriber, "I agree
that rate increase proposal of 20% is out of line. The
American music industry must understand that its revenues
would be only a fraction of what they are if radio stations
were not promoting (the music product) over the air. Surely
this should be a significant factor in setting royalty
payment rates."

ABOUT SATELLITE AUTOMATION - John Schad has developed a hard
disc storage system that stores 120 minutes (8 kHZ). The
system can be backed up on "floppy disc." The system
interfaces the ads, liners, and other local cut in material
with computer billing and logging. The system is "on the

air" at K K A Q, Thief River Falls,Minnesota. Dale Olmstead is
so happy with the equipment that he's hosting an open house
for fellow broadcasters at this station on April 25. The

"Smartcaster" cost $7,600.00. Information: John Schad 1-800
74SMART.

ABOUT STATION INSURANCE - N. A. B. and Royal Insurance have
entered into an agreement to offer stations tower, tuning
and retuning, special event liability, personal and
advertising injury liability insurance coverage.
Broadcasters have the option of using their own agents for
securing the coverage. Information can be obtained by
calling N. A. B. 1-800 368 5644.

ABOUT MISSING CHILDREN - Radio stations are being asked to
help the public remember missing children. On National
Missing Children's Day, May 25, at 7:15 A. M. every radio is
being asked to play the song, "Somewhere Out There" and to
remind listeners of the number to call with information
about missing children (1-800 THE LOST).

ABOUT SELLING - Art Sobczk, editor of "Telephone Selling
Report," tell telemarketers - or any other salesperson - to
find something new to say when making a call. "It can be a
new idea about how they can benefit from what they buy from
you, or perhaps you have a special this week." Sobczk notes,
"Regardless, make it interesting for them to speak with you.
You want them to view your call as enjoyable, interesting,
and most important, an opportunity for them to gain
something from the call."”

ABOUT RADIO'S STRENGTH - Since 1980, the sale of radio sets
has increased by 31%. Half the radio stations in the U. S.
program 1 of 3 formats: 20% adult contemporary, 17% country
and 13% top-40 (C. H. R.) The fastest growing format,
oldies (mid '50s through mid '80s). The number of oldies
formated stations increased by 166% between 1985 and 1989,
according to the "Format Trends" study conducted for
McGavern Guild, the national radio rep firm.

-6 -




"Diversifying” .....

When Shellby Hendee bought 500 watt daytimer (on 1360) KMRN
at Cameron, Missouri (population: 4,519) he embarked on 2
station promotions that had been successful at K W B E,
Beatrice, Nebraska, where he had worked 12 years - a January
"Farm Show" and a March "Home Show." The community was
without a fairgrounds building or community center, so, he
rented an abandoned auto dealership. The events were held
there for 2 years - then the building became unavailable.

Hendee then decided to make use of some surplus land where
KMRN's studios and transmitter are located. He constructed
a 15,000 square foot pole building at a cost of $150,000.00.
"That was cheap," he says, "because I did a lot of the
finish work myself. 1It's a hobby of mine."

In addition to the 2 station events, Hendee has added
several others - dances every quarter and a New Year's Eve
celebration. Additionally, the building is rented out for
civic club events and occasions like wedding receptions.
"We'll average renting it 2 to 3 times a month. 1It's shows
a profit," he says. Jokingly, he asks, "Have you ever heard
of a radio station that has a liquor license?" He tells us
the facility has a "B. Y. O. B. license" for groups having
events where alcoholic beverages are served.

About the building, he says, "In addition to providing us
with a modest profit and an assured place to hold station
events, the building has made the station a high visibility'
part of the community."

Although he is building an FM station at Cameron, his
station's success to date has been strictly on AM. He says
that success (grosses about 3 times what they were 9 years
ago when he bought K M R N) has come because, "We realize
that we sell advertising for a living. If that's done
right, we have the money to do the other things." Secondly,
he says, there are 4 very good AM radio stations in his
area: W D A F (country), K C M O (talk), W H B (oldies) all
from Kansas City and K F E Q (farm) from St. Joseph.

"Thanks to them, AM radio is still viable in Western
Missouri. It doesn't have image problems as AM radio has in
some other parts of the country."

K M R N carries a heavy news and information program
schedule with modern country music. 1 full-time person
works on the effort with help from all members of his staff
of 7 full-time and 4 part-time people. "The number one
equipment investment I've made is the installation of
weather radar. Programming from the weather radar brings in
$2,000.00 to $3,000.00 per month. "I've never had a
customer say, 'I want to
buy some advertising because I like your new tape machine or
C. D. player, but, weather radar really generates income."
- 7 -




The sales effort at K M R N reaches into 20 to 25
communities and "crossroads" every month. It is carried on
by Hendee and 3 full-time salespeople and a half-time
"telemarketer." Advertising is centered around long term
schedules emphasizing "price, item, benefit" ads.
Telemarketing of events and causes represents 8% to 10% of
the gross. "In my opinion, if it gets higher than that on a
radio station, the regular sales effort is not doing what it
should," he says.

Hendee says he told Bud Pence (now retired, then longtime
owner-manager of K W B E) that he wanted to "go into
business for myself." Pence said, he understood and would
help him, if he wished. Hendee, with Pence advising, looked
at 25 small market stations in a 2 year period. He finally
settled on the Cameron property.

When he arrived at Cameron, "the ag crises" had begun and
got worse. "We improved the business despite that by
selling basic advertising," he says. Cameron has changed
from a primarily agricultural community to a combination of
what agriculture is left and small industry - the most
important being a prison located there 2 years ago, which
now employees 600 people.

Hendee calls his present situation "overwhelmed by good
luck." A 50 kW FM facility is being awarded to him at
Cameron. Additionally, he is building a 6 kW facility at
Richmond, Missouri (40 miles away) and buying an AM facility
to pair with the Richmond FM. "Both of the FM grants came
after lengthy, complicated, and expensive efforts. A lot of
good things have come together all at one time. The 'trick®
now is making it all work."

THE LAST WORD

Interesting reading: The second volume (of 4) of Robert
Caro's biography of Lyndon Johnson was released lately. A
full chapter (38 pages of 418) is devoted to Mrs. Johnson's
entry into radio broadcasting and the early days of KT B C
(now KL B J). It gives an interesting insight into the
radio business of 50 years ago. A sample: part of a letter
written by "L. B. J." to the sales manager of Mrs. Johnson's
station in the early 1940s:

"Now, Bill, I am convinced that we can put some
permanent business on the books this week and next
week if we will plan and concentrate on a specific
few. Last week none of our sales were really
permanent, and the total sales for each person was
very little more than his pay-check for the week..
When this happens, we slip back and have trouble
coming up).

"Means of Ascent" by Robert Caro (Alfred A. Knopf)
SMALL MARKET RADIO NEWSLETTER (Inc.) IS PUBLISHED WEEKLY AND
MAILED FIRST CLASS TO SUBSCRIBERS IN 50 STATES, POSSESSIONS,
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30 SECOND SPOTS AT $2.00 EACH - that's the offering being
made by Association of Independent Stations, Conroe, Texas.
123 stations have signed contracts in 10 southern states:
Texas, Oklahoma, Lousiana, Mississippi, Alabama, Georgia,
Florida, North and South Carolina.

The "unwired network" proposes to sell up to 5 x 30 second
spots per hour at $3.55 each. The association says .55 will
go to agency commission, .45 to sales commission, .45 to
administration and .10 to promotional costs. The principals
are non broadcasters R. L. Wooten and Ken Martin, whose
backgrounds are in sales and marketing, primarily of soft
goods. Wooten says the idea came from his som-in-law, Jack
Palmore, who has an interest in K A D S, Elk City, Oklahoma.

DOLLY'S PARTNERS - Rod Orr and his partner station broker
Charlie Earls at K O M C/K R Z K, Branson, Missouri, will be
the managing partners at W S E V AM-FM, Sevierville,
Tennessee - near Dolly Parton's amusement complex,
Dollywood. The limited partners are Ms. Parton and
investors in the Tennessee attaction and "Silver Dollar
City" at Branson. .
BACK IN ACTION - Denise Shoblom, injured in a near fatal
traffic mishap last year, has returned to work at K F W J/
K B B C, Lake Havasu City, Arizona. She's co-chairing with
Rusty Shaffer,K B O L, Boulder, Colorado N A. B's May 19
Manager's Roundtable in Phoenix. Info: (202) 429 5402.

IN THE MOVIES - The National Multiple Sclerosis Society is
making a movie which is expected tc be seen by S-million+
students. Part of the plot revolves around a radio station.
W A G E, Leesburg, Virginia will serve as the film's site
for the radio station sequences.

C. C. A. ELECTRONICS NEW SALES DIRECTOR is John Binsfeld.
He headquarters at the transmitter manufacturer's plant at
Fairburn (an Atlanta, Georgia suburb).

WINNERS NEWS NETWORK, the syndicated "all motivation"
format, whose creators included the late Earl Nightingale,
has signed Drake Chenault for station sales of the satellite
delivered format. Info: 800 876 3303.

S THE WEEKLY PUBLICATION FOR SMALL MARKET RADIO MANAGEMENT AND INVESTORS smnd




.
|

s
t

‘i
:
. k i
RS 8 Y ]
t e 3
N + *

0

. . : J
-

: S
At the F. C. C

v

L =
-~ o
.

NEW STATIONS (Granted):

DELAWARE (Shelbyville) FM Galaxy Communications 97.9 3 kW 328
GEORGIA (Dock Junction) FM Lorraine Wiggins 105.9 3 kW 328
(Mabelton) FM Bolton B'c'g., Ltd. 102.5 3 kW 328
(Omego) FM Shirley Marchant 107.5 3 kW 328!
(Warrenton) FM Radio Warrenton 93.1 3 kW 328'
IDAHO (Gooding) FM Greater Phil B'c'g. 101.3 3 kW 133
INDIANA (Cannelton) FM Bayard Walters 102.9 3 kW 328!
LOUISIANA (Shreveport) FM Innovative Womens Radio 102.9
100 kW 984:
OKLAHOMA (Holdenville) FM Pearl Castillo Creech 106.5 3 kW
328"
(Lawton) FM Rick and Mellissa Fritsch 95.3 3kW 328

AMENDMENTS TO THE FM TABLE (Amended):

ARKANSAS (Hoxie) 105.3. M.: K H 0 X.
(Jonesboro) 100.1 A for 100.3 A. M.: KD E 2Z
(Newport) 100.7 A. M.: K O K R.
KENTUCKY (Philpot) 94.7 A as 1lst. W.: 6-4/7-5.
TENNESSEE (Dyersburg) 100.1 C2 for A. M.: WA S L

(Proposed):

ARKANSAS (Fayetteville) 92.1 (C3) for A. M.: K K E G
CALIFORNIA (Barstow) 94.3 (Bl) for A. M.: KD U C.
FLORIDA(Newberry) 100.5 C3 for A. M.: C. P.
ILLINOIS (Arcola) 107.9 A as 1st.

(LeRoy 104.1 B for Bl. M.: WM L
INDIANA (Plymouth) 94.3 Bl for A. M.: WN E.
KENTUCKY (Beattyville) 102.1 A for 102.3 A. M.: WL J C

A
z

Involuntary Transfers:

COLORADO (Manitou Springs) K I K X (FM) (Class C) to Glen R.
Anstine, Receiver

SOUTH CAROLINA (Spartanburg) W K D Y (Class IV AM) to
Charles Edwards, Receiver, P. 0. Box 2552, Spartanburg,
SC - 29304

In Texas, Texas/Oklahoma small market group operator, Drew
Ballard has bought Class IV AM, K B Y G, Big Spring, out of
bankruptcy.

In Montana, the F. C. C. has approved a waiver request to
allow Stephen A. Marks to purchase Channel 5 K X G N-TV and
co located 5 kW AM station K X G N. K X G N-TV is
affiliated with C. B. S. and N. B. C. and serves the
smallest full power TV market in the country (#212). The
market has just 5,000 TV homes. The petitioners told the
Commission that the co located/co owned facilities save
$60,000.00 a year in payroll costs alone. They say the AM
station would probably not be on the air, except for the TV
profits that are invested in the AM station.

- 2 -




MONEY PAGE - $ALE$ AND PROMOTION IDEAY

"MINIATURE FM RADIO" A Lynchburg, Virginia firm has
developed an FM radio transmitter
with a radius of about 150 feet. The
transmitter broadcasts a message of
up to 2 minutes continuously.

A sign is placed within 150 feet of the
transmitter instructing he/she to tune their FM car
radio to (FREQUENCY) for information

about (SUBJECT).

The transmitter can be located near a
home for sale, in the waiting area

of a car wash, in the line at a drive
through kank or restaurant, in front
of a church, on a car dealer's lot,
etc.

The message is recorded on a digital
chip and can be changed as often as
desired.

A unit costs $490.00 complete.
Information: Jim Shircliff, SignWaves
(800) 777 9117.

"DOWNTOWN PROMOTION" W T B F and the downtown Troy,
Alabama merchants brought a crowd to
the town sgquare by staging a
"spelling bee" for children in the
1st through 6th grades at the
county‘’s schools. Contestants were
divided into 2 groups (grades 1 and
2, 2 and 4, 5 and 6). The event was
co sponsored by the local World Book
Encyclecpedia representative. Prizes
were books, globes, calculators, etc.

"CLASS OF '9QC" In co operation with your school
system, invite graduating seniors tc
submit 100 word essays on, "What I
want the future of (COMMUNITY) to be.
Have the best taped for
broadcast around gracduation day.
Award a certificate suitable for
framing and a small prize to each. A
good sale to a bank, industry, etc.

If You Use Direct Mail to Advertisers .....

If it looks like a letter, direct mail consultant FPete
Silver says that a post script at the bottom of the letter
is the first thing readers look for. Make your "p. s." a
hook that will force them to read the entire letter.

Broadcast Programming, Inc.

Client Letter
- 1 _
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$ale$ - Managing Your Time .....

In his book, published by Wadsworth, Charles Warner says,
"The first step in managing your time is to calculate how
much your time is worth to you." 1If you sell on 15%
commission and want to make $30,000.00 a year, you'll have
to sell $200,000.00 worth of advertising a year. On the
basis of a 5 day week, subtracting 10 vacation days and 6
legal holidays, you have 244 work days a year. An average
hour on the job will have to produce $102.45 worth of sales
($15.37 income). Warner suggests you write the figure
$102.45 and post it "in plain view on your office desk so
you can see it daily, particularly when you're on the phone,
to serve as a reminder of how much it costs you each hour
you spend in the office not making calls."

Secondly, Warner suggests keeping a minute-by-minute log of
everything you do for 3 days. "Keep a pad of paper with you
at all times for these 3 days and write down absolutely
everything that you do. It is imperative that the time log

be complete and accurate." The reasons, he says, for
keeping a time log is that we all have awful perceptions
about how we spend our time. "Things that we like doing

seem to go fast, and things that we dislike doing seem to go
slowly, so we invariably misjudge how much time we spend on
each type of task." Don't estimate how much time you're
spending on doing various things. Write them down on your
time log. He says, "If you are to manage your time, you
must first know how you spend it." He prescribes the
following time log format:

Time: Activity: Time Used: Priority: Improvement:
8:00 Read paper 20 min. 3 Read at home
8:20 Got coffee 10 min. 3 Bring with me
8:30 Planned day 15 min. 1 Do night before
8:45 Did paperwork 30 min. 1 Do in evening
9:15 Drive to Call 15 min. 1 Start earlier
9:30 Call on "Coke" 30 min. 1

When you have completed your time log, analyze it to see if
you are doing the right things. Fill in the "improvement"
column on your time log after you have asked yourself these
questions:

1. Are you doing the right things at the right time? Did
you do things you did not need to do? Could they have been
done outside the office?

2. What could be done better, faster, simpler, in less
detail?

3. What interrupted you? How often, how long, and how
important were the interruptions? How long did it take you
to recover and get back on track?

4. What contacts did you make with ot