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"Net FM' - | NTERNET RADI O AT | TS BEST
This is howinternet radi o SHOULD sound.

FORMAT: TOP 40 with sonme 80's and 90's plus sone specialty
shows.

http://ww. net FM net

You'll need to register for the first tine only
but it's free.

If you've just joined our rapidly growing list...welcone.
This e-letter is ainmed at people who'd like to be in radio,
newbi es who' ve just started and full-tine professionals.

If you'd Iike nme to send you the previous issues that you
may have m ssed just ask at:

r adi owave@l | about r adi 0. net

I want you to regard this regular conmuni cation to be your
per sonal forum

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

Anyt hi ng you need help or advice with...ask. If | can't
provide the answer I'Il find soneone who can



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

If you'd Iike to contribute an 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 onave@l | about r adi 0. net

The biggest radi o conglonerate in the U S. is Oear Channel

They are probably the nmost disliked network both by the
listeners and the industry in general because of their
guesti onabl e cor porate behavi our

So | loved this quote from The Bob and Sheri Show on
WCRZ- FM 107.9 The Link

The conversation was about how NASA is | ooking for
extra-terrestrial life out in space by utilising radio
waves and Sheri said:

"They will never know if it exists because as soon as that
radi o signal cane in, dear Channel bought it, fired all

t he enpl oyees, and started voice tracking the thing from
sonewhere in Kansas!'

FEATURE ARTI CLE
"LI STEN TO WHAT THE MAN SAI D'

by Davi d Rogerson

One of the nost frequent questions | get asked fromboth
Programme Directors and on-air personalities is the best way
to go about critiquing their on-air sound.

Today's conpetitive radi o environnent means we are al
striving to make sure today's programme is even better than
yest erday' s.

It is my experience that listeners are even nore discerning
than they were around five years ago. They may not al ways
i ke what they know, but they know what they Iike!

Here are six quick tips on what to | ook for when critiquing
your on-air sound:

1. THE BASICS - the station's call sign is used frequently.
Time and weather are well positioned in the hour. |Is the
station's positioning statements selling the "benefit" of
listening to your station?

Check the nechanics of the format are bei ng executed properly
according to the station's programm ng guidelines / rules.

2. MJUSIC - flowis snooth and not abrupt. Songs are
pl ayed at pre determined tines according to the format clock



Is the nmusic famliar to the target audi ence?
3. STOP DOMNS - are the ad.

Breaks conducted at schedul ed tines? Are they placed evenly
around the hour or structured to take advantage of nusic
sweeps?

What is your policy on where ads are placed within the break -
do long ads go at the front or back? How well is the
transiti on between the back announces and the start of the
break executed?

4. DELIVERY - is it planned informality or predictable?
Does the personality sound natural, well prepared? Do al
t hought s have a | ogi cal concl usi on?

Does what the personality say pass the WHO CARES test or
is it just VERBAL DI ARRHOEA? How well does the personality
identify with the target audi ence as being real and believabl e?

5. CONTENT - High priority must be given to content that
is of interest to the majority of the target audience. The
closer to hone the story, the better. Does the personality
sound prepared?

6. FLOW - does the station project "forward nonentun or
does it suffer from"SCREECH NG HALT DI SEASE" where the station
STOPS to handl e what the personality may deeminportant as
opposed to what is a priority for our |isteners?

The synptons of "SCREECH NG HALT DI SEASE" can be di agnosed
as including long, unplanned chat segnments; unprepared talk
breaks; and inability to deliver hunour correctly.

*** David Rogerson is Managing Director of Strategic Media
Sol utions. A nedia and conmuni cations consul ti ng conpany
whi ch provi des program marketing and research sol utions
to clients in the Asia Pacific rim David s nore than 25
years experience in the industry includes on air announcer
group nmarketing manager and G oup Program Director

David can be reached via e-nmail at: smspacific@ol.com

This article re-printed by courtesy of Jocks Journal

When you're on-air watch out that you
don't fall into the trap of using clichés.
This is easy to do and often it's the
sane word or words you use continuously
but you don't realise you're doing it.

E. G Back-announci ng a song by using the
word "there" as in: "...Mby there
and..." or "Shakira there..."

How to avoid those clichés? Sinple.



Air-check every show and listen. | admt
it. 1've often caught nyself using them

The material here is very much U. S. based but the conedi an
Argus Hamilton has sone sharp and short topical |ines which
are very easy to steal but, in all fairness, you should
credit himoccasionally if you use his stuff.

http://ww. argusham | t on. coni t oday. ht m

No-one nmakes it big being "normal". Internet Marketer Frank
Garon advises: "Dare to be Different!" Wile not specifically
ained at radio people it's certainly an article that may

wel | have a positive and lasting affect on your perfornmance
and career.

That'll be in the next issue of The Radi o Wave.

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
sinply ask to be subscribed by sending a request to:

r adi owave@l | about r adi 0. net

As you know it's free and you can unsubscribe at any tine.

LI ST MAI NTENANCE
To subscri be
http://ww. al | about r adi 0. net

To unsubscri be
al | about r adi o-r adi owave- r equest @l | about r adi 0. net ?subj ect =unsubscri be



