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"THE DOCTOR IS INI'™

Even the nobst experienced radi o presenters can get into a
rut. And radi o beginners are always | ooking for ways to

i mprove their performance but rarely are able to get the
advice and direction they need.

The answer? THE Al R- CHECK DOCTOR

Find out nore at http://ww. radi oschool.org and click on
the link on the right-hand bar

As | pointed out in the first edition of this e-letter |
want you to regard this regular comrmunication to be yours
as well as mne.

If there's anything you read in it nowor in the future
that you want to comment on...feel free

Anything that's really "getting up your snout" about radio..
tell us.

Anyt hi ng you need hel p or advice with...ask.

Anyt hing you want to nmarket or pronote (even yourself)...
go ahead.

If you'd Iike to contribute and article...do it.

Through THE RADI O WAVE we can keep in touch with each



ot her regardl ess of where we are in the world.

You can reach ne at radi owave@l | about r adi 0. net

FEATURE ARTI CLE
Radio Myths — Law or Lore?

By Davi d Rogerson

The | aws of progranm ng have becone |ore, passed orally from
one generation to the next. Al ong the way, sone of the
facts have becone indistinguishable fromfiction. Taken as
gospel, this tradition has hel ped perpetuate a nunber of
radi o nmyt hs.

As a consultant, | often talk shop with Qv and PDs,
admttedly nore so at the end of the year when we revi ew
the goals set for the station's 12 nonth performance.
These di scussions are nutually thought provoking and educati onal

When we tal k about how deci sions are nade or what works and
what doesn't, | occasionally hear one of these radi o nmyths,
like the one’s that give rise to spirited conversation in
the office lunch roomor around the station corridors.
They’'re often quoted as if it was gospel

Here are sone of radio’s nost widely held nmyths. |'msure
there are even nore you could add to the list. Regardl ess
of whether you're new to the industry or have been around
for a while, sonme of these have el enents of truth, which
expl ai ns why sone people continue to believe them

In fact, these convictions are fal se assunptions, bad
deductions, misinterpretati ons or sweeping generalisations.

The Visibility Mth:
"Everybody knows our station and its on-air talent."

Radio is free — and often taken for granted. You only need
to look at radio diaries to see how di arykeepers, who tend
to be radio fans, fill in diaries and the coments section
Now i magi ne how little the average radio listener is
concerned with such details.

Li steners who surf around the dial are far |ess concerned
with knowi ng the name of the station they are turned to

than we'd like to think. This is a major issue for stations
that share simlar progranmng with conpetitors.

A station should never take its identity for granted. To
get the credit your station deserves, its nane and position
nmust be aggressively pronoted — both on-air and off-air —
to cut through the clutter and take on brand equity.

Personalities, now for some disturbing news for you:
Li stener recognition of nost air talent is often next to
nonexi st ent .

It usually takes a personality two years to



achieve famliarity with nost of a station’'s cume. The
marketability of the average radio personality for
appearances is, inreality, not as strong as we mght think

Research Reliance M/th
"It's true because the research told us so."

Research can be given both too nuch credit and too nuch

blame in our industry. Sone stations treat research as the
ultimate panacea. Research is a valuable tool that can help
you interpret the past, but it cannot provide all the answers.

If you use research, knowits limtations so you can us it
wi t hout becoming too reliant on it.

Repetition Mth:
"If | amhearing this song too often, the audi ence nust
be too."

There are not too many in the audience who |isten as
heavily as station enpl oyees. N nety-nine percent of
core/ heavy users listen | ess than we do. The average

i stener probably hears a song we hear every few days once
or twice a nonth.

The next tinme your airstaff conplains about songs that
they are tired of, use your ratings data and song rotations
to conpute reach and frequency statistics for your library.

Sl edgehanmmer Syndrone Mt h:
"I'f we say it enough tines,the audience will believe it."

You can only fool sonme people sone of the tine with this
approach. Repeated use of a slogan or positioning statenent
wi Il enable the audience to consider it, but not necessarily
believe it.

Before a claimcan be perceived as reality, it

nmust be credible. Because there is so nuch hype on the radio,
convincing listeners of legitimate clai ns has becone
increasingly difficult.

They Don’t Do It In The Dark Mt h:
"Adults do not listen to the radio at night."

Many adults do listen at night — just not as much as during
the day. Sone may only tune in occasionally. But others
listen for long periods while working a second job or
taking a long drive, or even up at night |ooking after
young children

Yes, the avail abl e audi ence in eveni ngs skews younger. To
target younger listeners, sone stations alter their
programm ng when the clock strikes 7pm But if you are
chasi ng younger denos at night, be careful not to ignore the
di slikes of older |isteners.



Programming that is too nuch of a departure fromthe norm
especially on a new station,can cause a |lot of tune out.
There is a strong argunent for consistency from one daypart
to the next.

They Don’t Make Good Songs Any More Myt h:
"Li steners over the age of 25 do not care about new nusic."

A nore correct statenment would be, “As |isteners grow ol der,
they tend to be less interested in the nusic being nmade for
younger listeners”. As we age, we have less tinme to pursue
nore interests.

Most CD purchases are by teens and younger adults. But this
does not nean new artists and new rel eases can't connect with
ol der consuners. For exanple, there are substantial nunbers
of 25-44 men who are bored with O assic Rock and are hungry
for new nmusic on the radio.

Phones And Record Stores Mth:
"Requests and CD sal es are good indicators of a songs’
popul arity."

Radi o shoul d attach sone significance to CDs that sell and
get heavy requests, but this information is only part of the
story.

Sal es and requests do not always correlate with how
popul ar the song or CDis with your station's target. In
fact, some of the best-selling or nobst requested songs can
be a problemw th significant portions of the audi ence.
Anybody renenber “Achy Breaky Heart?")

Only a small fraction of a station’s cune ever calls with a
request. Callers do not represent the core audience. It
is unfortunate that nore tine and energy is spent on taking
one request after another than on preparing a break that
will be heard by tens of thousands.

Less Talk Myth :
"Listeners always want less talk and nore nusic, so keep
talk to a bare m ni mum™"

There is no research question nore | oaded than “How nuch
would you listen to a station that plays a | ot of nusic
with very little talk?” It is nore inportant to determ ne
whet her |isteners perceive your station as having a | ot
nore talk than its conpetitors.

Tal k conprises a small fraction of nusic radio programm ng;

the music is nore inportant. Nobody wants to hear | ong-w nded,
boring disc jockeys. But all too often, the “nmore nusic,

| ess tal k” position has turned sone radio stations into

bori ng j ukeboxes.

Only recently have managers begun to redi scover the
i nportance of radio talent.



The conpetitive edge is gained by stations that devel op
talent who inspire listener loyalty by making enotiona
connections with the audi ence through heartfelt, insightful
entertaining conments. Not just at breakfast, but in al
dayparts.

Progress, Don’t Regress

By studying history, we can prevent ourselves fromrepeating
its mstakes. But follow ng only what has worked in the past
i s what keeps out noded phil osophies in vogue, halting the
creative devel opnent of radio. Sinple principles no |onger
address the nature of radi o today.

Radi o nyt hs continue because we do not normally question
what we al ready believe.

Maybe here | have hel ped put a few out of circulation ..
wel |, at |east for another nonth!

Davi d Rogerson is Managing Director of Strategic Media

Sol utions. A nedia and conmuni cations consul ti ng conpany
whi ch provi des program mnarketing and research sol utions
toclients in the Asia Pacific rim David s nore than 25
years experience in the industry includes on air announcer
group narketing manager and G oup Program Director

Davi d can be reached via e-mail at: snspacific@ol.com

This article re-printed by courtesy of Jocks Journal

DAN O DAY' S Al R PERSONALI TY TEN COMVANDMENTS

Legend has it that nany years ago a very holy disc jockey
ascended a nystical nmountain. At the top of this nountain,
the jock found a fearsonme burning bush.

Just as the jock was about to flee, the bush spoke unto
him saying, "Do not be afraid."

"Do you mean," the flustered personality stamrered,

"You're... You're...?"

"Yes," the bush replied, "I amthe all powerful, all know ng.
| am..a consultant! Now, take these comuandnents with you
back down the nmountain. You'll be receiving a bill for

ny services."
I. THOU SHALT ANSWER THY REQUEST LI NE

1. THOU SHALT MAKE I T CLEAR TO EVERYONE THAT THY STUDI O | S
NOT' FOR SCCI ALI ZI NG

[11. THOU SHALT READ A DAI LY NEWSPAPER TO KEEP | NFORVED ON
VWHAT 1S HAPPENI NG I N THY COWUN TY AND | N THY WORLD

V. THOU SHALT MAKE AN EFFORT TO ESTABLI SH RAPPORT W TH



THY CO- WORKERS
V. THOU SHALT TH NK ABQUT THY CAREER
VI. THQU SHALT MEET THY PUBLI C WHENEVER PGSSI BLE
VI1. THOU SHALT WORK THY TAIL OFF TO DO THE BEST JOB PGCSSI BLE

VIT1. THOU SHALT TREAT PECPLE THE WAY THOU WOULDST LI KE TO
BE TREATED

I X THQU SHALT BE PREPARED FOR THE WORST
X. THOU SHALT NEVER BE SATI SFI ED W TH THY SHOW

Courtesy Dan O Day. http://ww. danoday. com

The Interprep site bill thenselves as “the country
specialists.” There's artist information for country radio,
but al so sonething for every format and show style. This
is one of the leading prep sites for radio

with lots of free stuff.

http://ww.interprep.com

The age of technology is ushering in sonething new that
could prove to be a lot better and a nore reliable
neasurenent of listening habits than the "listeners filling
in the diary" nethod we've had up to now.

In the next edition of THE RADIO WAVE we'll | ook at the
Portabl e People Meter and its potential to change the
future.

A FI NAL NOTE FROM THE EDI TOR

The plan is to grow the list of people taking this e-letter
i ncrease the content and encourage interactivity from our
readers.

To do this | need your help.

If there is anyone you know either in or outside the radio
i ndustry who would like to receive THE RADI O WAVE pl ease
direct themto http://ww.all aboutradi o.net where they can
subscri be for free.

(You don't have to buy the book. There
again, if you want to...... )
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