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"The Begi nners' Q@uide To Beconming A Radio Star"...

is a far reaching e-book for radi o begi nners or people who
want to nmake radio their career. Al the information you'l
di scover here is "the basics" of radio. Stuff that applies
anywhere in the world where professional commercial radio
i s established.

www. al | about r adi 0. net

Thi s issue sees the nunber of folks subscribing to this
newsl etter swell by an additional 62. This as a result of a
ki nd mention by Steve Ahern on the AMI website. (See "Top
Radi o Prepsites" toward the end of this screed for nore
about AMI and it's new nanme and | ook.)

For our first-tinmers let nme explain that this e-letter is
desi gned for people who'd like to be in radio, newies
who' ve just started and full-tinme professionals.

If there's anything you read in it on which you' d like to
coment ...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 hi ng you want to nmarket or pronote (even yourself)...
go ahead.



If you' d like to contribute an article...do it.

(For exanpl e, what about the biggest gripe anong radi o people
t hese days? Money. O lack of it. Omers are getting away
with paying pitiful wages because they know there's always

a waiting list of people who'll take an on-air job for
peanuts.

This is because of the small nunber of jobs avail able and
that is because of the high incidence of networking and
aut omation.)

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

Last issue | mentioned that many of ny subscribers receive
this newsletter through a Hotmail account and that, if you
take nore than five mnutes to read your newsletter, any
active |links go dead.

Thank you to the "Radi o-Wavers" who suggested the reason why
links in Hotmail erail nessages expire after 5 mnutes.

It seenms Hotnmail does this because it likes to keep track of

who goes where fromHotmail. If the link is not used in a certain
amount of time, MSN noves on, giving up on |earning your

pr ef er ences.

If you don't want Hotmail checking on your novenents just
paste the link into a new browser w ndow, opened
out si de of Hotnail.

People in radio who are also close to the nusic industry have
been aware for sone tinme now that all is not well in that
sector. This article by Edna Gundersen published in USA TODAY
pretty well sums it up.

No wonder pop fans are singing the blues. Radi o sounds |ike

a broken record. CD prices are heading off the charts. Labels
are out of tune with the digital age. New acts fail to strike
a chord with listeners.

It's time to face the nusic. The $14 billion recording

i ndustry, struggling through its first sales slunp in a decade,
faces chal |l enges on several fronts, not the |east of which

is a tarnished inage in the eyes and ears of fans who fee

ri pped off by greedy, tone-deaf bean counters.

In 2001, al bum sal es dropped 2. 8% conpared with 2000, the
first dip since SoundScan began tracking sales in 1991



The gap widened in this year's first quarter, when sales
fell 8.3%fromthe sane period in 2001, far steeper than
the 1.2%drop from 2000 to 2001

Emnems return with his third al bum The Em nem Show,
gener at ed sone excitenment, selling nearly 300,000 copies
inits first two days in stores and, it is estimated, up to
1 mllion nmore this week.

But industry observers see few other sure bets in the near
future. Even the once-robust current-hits CD franchi se, Now
That's What | Call Music, is slipping, presumably because
of a declining inventory of radio snashes.

Wil e the tsunam s of hip-hop, grunge, rap-rock and boy bands
drove sales in the past decade, no strong trend i s gal vani zi ng
the nasses. Billboard' s top 10, fornerly an exclusive club

for al bums selling 100, 000-plus copi es a week, now acconmmodat es
acts selling half that.

IIlicit downl oadi ng continues to chisel away at |abel profits,
pronpting |l awsuits and general ly ineffective counterneasures.

As for today's nmusic offerings, well, fresh bands grow stal e
overni ght while The Beatles continue to sell quite steadily.
In this singles-mnded era, fans forge only feeble bonds
with nomentary artists.

"Rock bands have hits, but nobody knows who they are," says
Alan Light, a forner Spin editor preparing to |l aunch a nusic
nagazi ne.

"I't's the N ckel back question. They have the nost-pl ayed
song in nmodern-rock radi o history (How You Remi nd Me), and
you can't pick themout of a police line-up

There's no story,and it's part of an enornous problemat the
heart of the music industry. Artists are being prematurely
di sm ssed or not signed in the first place.

"Part of me understands that," Light says. "The obligation
of a multinedia corporation is to generate noney for

st ockhol ders, not to nake the best records, and it's naive
to pretend ot herw se."

A frenzy of mergers radically changed the recording industry
froma diverse collection of scrappy and i ndependent operations
to a nonolithic corporate nachine dom nated by the five

"maj ors": Bertel smann, Sony, EM, Warner Bros. and Universal

Enbittered consuners and enbattl ed corporations seemto be
at | oggerheads over blanme and sol utions.
NOTE FROM EDI TOR: 1'd be interested what YOU think of that

report. Especially subscribers who are in the nmusic industry.

Pl ease send your responses to radi owave@l | about r adi 0. net

| NDUSTRY NEWS: PORTABLE PEOPLE METER UPDATE.



As reported in an earlier issue of The Radi o Wave, 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.

This is the Portabl e People Mter.

The big question is...so far, during testing, what differences
have turned up when conparing results between the old
diary systemand the PPM s?

The edited article belowis re-printed with the kind perm ssion of
the Online radio industry web site AMI (which has just been
re-birthed under a new nane...see bel ow).

PROGRAMM NG I N A PPM WCORLD

How do personal people netres for Radi o work and how wi ||
they affect programm ng?

In a detailed article for AMI David Rogerson, from SVB
Pacific - the Asia Pacific consultant for Arbitron, and M ke
McVay explain. (Arbitron is currently conpeting to win the
next contract for measuring radio ratings in Australia.)

The initial results comng out of the Arbitron Portable
Peopl e Meter (PPM tests suggest the current approach and
t hi nking we apply to progranmi ng our radio stations in the
future may have to undergo a thorough review.

Until now, our thought processes have been focused on how
we play the ratings game bounded by the rules that a

di ary- based system overlays on us. W' ve self-inposed rules
i ke placing highest appeal songs or strong news issues of
the day in the first Quarter Hour

Continuing to re-enforce the call sign and frequency after
every song so those diary keepers will recall it whenever
they fill out the diary has al nbst been paranount in our
programm ng m nds.

Wi le inmportant, |ess enphasis has been placed on cune in
recent tinmes, particularly with cuts to marketi ng budgets
l[imting our avail able external nedia advertising resources.

Part of the problemwe' ve experienced is the age ol d question
of "I know hal f of ny marketing budget works, but |'m not
quite sure which half!"

The PPMis a sinple device that |ooks |ike a pager that
clips on your belt, goes into your pocket or purse, and
wor ks passively. In other words, no pencils or paper
like the diary system

An inaudi bl e code is enbedded into the audi o of radio and
TV stations, cable channels, Internet audi o, and any other
audio nedia that participate by installing the encoder.



Respondents sinply dock their PPMat the end of their waking
day. The data is then autonmatically downl oaded over night to
Arbitron's conputers.

The positives are also clear for advertisers and agencies
alike. The PPM captures cross nedia |listening and view ng.

These positives also flow through to radio - imagine being

able to track when your TV comercials are placed and what

percent age of existing and potential |isteners saw your TV
comrerci als, and even further how nmany of these people then
tuned into your station and at what tine.

Wl |, quicker than you can wave Harry Potter's magi c wand,
what you i magi ne has becone reality. |In tests conducted in
Manchester, England, a station there has al ready been able
to calculate the percentage of new listeners that their

tel evi si on canpai gn brought to their radio station

The PPMratings estinates are based on actual rather than
reported listening that is currently neasured by the paper
diary. D arykeeper error, rounding off listening tines,

m sperceptions, and even msidentifications of stations
listened to will all be elimnated.

You'll even get credit for short-termlistening such as
channel surfing or that in-car button pushing that diarykeepers
may choose to self edit based on shorter |istening occasions.

Anot her of the many benefits of the PPMtechnology is its
ability to accurately neasure a person's exposure to a large
nunmber of stations. This is a task that has becone increasingly
difficult where capital city stations can be heard along with

t hose broadcasting fromthe | ocal area

While there are functional limts to the size of a paper
diary and just how many stations you can print before the
di ary becones the size of a senate ballot paper, a single
PPM has the potential to detect exposure to thousands of
encoded stati ons.

The greatest inpact on programming will be in the way we
approach average share (a function of TSL) and cune (a function
of TSL) and cune (a function of marketing). Let's take a

| ook at how this affects the way we programin a PPM worl d:

PPM nunbers suggest that cune is up significantly for radio.

PPM showed an average daily cumul ati ve audi ence of 75.9%vs.
66.0% fromthe diary. The PPMis picking up increased |istening
occasions, as well as the nunber of stations PPMcarriers,

your listeners, are tuned to.

It's somet hing we programmers have suspected and experi enced
for sone tinme in "real life," but had no great evidence to
back up our anecdotal evidence. PPMIlisteners tuned in 4.4
times a day to radio as opposed to 3 occasions by di arykeepers.

The nunber of stations PPMcarriers |listened to is close to
twice as many as di arykeepers.



Inmplication: The great thing is that it positively inpacts

all radio stations, alnost regardl ess of format. As an industry
we've got to be happy. As programmers it nmeans we're now
neasuring all listening occasions to our station regardl ess

of how much tine listeners spend with us.

In actual fact,it's nost |ikely been happening all the way

along, it's just that the diary has not been able to neasure

it as precisely. Wiile habitual listening will be |ess inpacted,
t he behavi our of |isteners who sanple other stations for

less than 5 minutes might not be recorded.

It depends on crediting rules, and that decision is nade by
the relevant industry research bodies in the countries where
the PPMis being used. (In Australia, the current diary nethod
calls for a diary keeper to tick off one quarter hour once 8
mns of |istening has taken place)

Marketing Directors and ProgramDirectors will need to spend
nore tine together on working out howto attract even nore
cume to the station.

I f people are tuning around the dial, your goal will be to
have them stop down at your station.

That's the Marketing Director's objective pure and sinple.
Then, the ProgramDirector's role takes over - hol ding then

If your listeners are returning to radio 4.4 times a day,
you have to market to themto remind themto return to your
station.

Radi o is very nuch driven by nmood - new ways of narketing
may consider hitting this responsive chord;

eg; "when you need to relax tune to M X 107.8," when you

need to know how the traffic's going - tune to News Radio
801. "

Showi ng "usage" of your station will likely be the
thene to use in your external marketing.

PPM nunbers show equi val ent audi ences for radio - There's

a not abl e net hodol ogy difference here - in the USA a station
is credited with one quarter hour of |istening when the PPM
respondent has listened for a total of 5 non-continuous
mnutes within a Quarter Hour

Wth the USA di arykeeper listening for 5 continuous m nutes
in a Qarter Hour credits a station with one quarter hour
of Iistening.

Furthernore current progranmm ng "givens" about the val ue of
the first and third Quarter Hours virtually go out the w ndow.
PPM carriers reveal alnost equal percentages of start tines
around the Quarter Hour.

On average, 25% of start times occurred in the first, second,
third, and fourth Quarter Hours. This contrasts dranmatically
to the diary start tines where 47%of listening start tines
were noted in the first Quarter Hour, and 28%in the third
Quarter Hour.



Inplications: Progranmers will have to concentrate even

nore on product devel opnent. W want to keep those |isteners

with us as long as possible, to drive up TSL, and consequently

station share. But it's nmore than just playing the right songs
it's al so about horizontal and vertical pronotion

Hori zontal - pronotion is about what is coming up tonorrow
in your showto create day-to-day tune-in. Vertical -
pronotion is what's happening later that hour in your show
and in those hours that foll ow

Remenber PPM carriers are showi ng equal start times - this
nmeans ALL Quarter Hours are inportant.

You won't be able to hide away songs with | ess appeal . A
songs will need to have i medi ate appeal. And the sane goes
for news and/or talk stations - the topics and i ssues you
cover will require a careful balance right around the hour

Marketing will grow in inportance because while "habitual"
listening will be less effective, the behaviours of listeners
who sanple other stations (for even 5 minutes) will be recorded.

Music testing, commercial |oad, jock content - in fact, al
aspects of programming will now be subject to i mediate and
aggregative inpact.

We're going to need to be better broadcasters and programmers
nore than ever, in all that we do . . . every day . .
if we're going to increase or even hold on to current TSL | evels.

Current progranmm ng (givens) about the value of the first
and third Quarter Hours will be rendered obsolete. The old
t hought of front |oading a conmercial cluster may mean not hi ng.

The ideal of loading the first and third Quarter Hours with
all of the big "Power" songs will be useless. The People
Meter will nuch nore accurately show the real use of radio.
Thi s neans that progranmers must work diligently at dotting
the I's and crossing the T's. |t increases the necessity
for everything to sound good and be as best as can be.

Addi tional points to consider

This is an international roll out - no nmatter where you

are reading this in the world the PPMwi Il inpact |istening
and viewing levels. There will, however, be sonme |oca
cultural sensitivities you may need to observe; i.e., Mexico

with siesta at 2:00 p. m

| npact on nusic testing - because m nute-by-m nute data
is being collected you'll be able to conpare and contrast
the inpact of certain music/songs/news bulletins/talk issues
on your station.

Furthernore, you'll be able to plot where your listeners go
to when they switch out. |It's nmore than standard ebb and
flow. You'll identify the key hot buttons that drive listeners



to your station as well.

Inplication - play people's favourite songs frequently. Your
research dollars will drive even further, you can see the
i mredi ate i npact and benefit on Auditoriumtests, etc.

Measur enent can be continuous 365 days a year, 24 hours
a day - norest for the wicked. Inplication - you'll be on
your toes 52 weeks a year, 24 hours a day, 7 days a week.

Remenber . . . what we're now neasuring is how an individua
person divides up their available time they can conmmt to
being entertained or informed (PPM neasures radio and TV).

Arbitron is working toward a full PPMonly, stand al one survey
for Philadel phia (without diaries) in the first quarter of 2003.
It then rolls out across the USA with a planned 100 narkets
using PPM s by 2008.

In the UK, the radio industry's research body RAJAR is

al ready designing tests for electronic measurenent, wth

the viewto starting full time use in 2005. Interest in Australia
is already high anong radi o operators, television and adverti sing
agenci es.

Further tests followi ng up those conducted in the Australian
sumrer of 2001/2002 are planned for this country. For programmers,
it is therefore not too early to begin good broadcasting

habits. Especially, given the fact that the PPM encourages

good radi o versus discouraging it.

Worryi ng about what diary-like terminology to use in a liner
where you run your conmercials inside an hour, |oading the
1st and 3rd Quarter Hours, and encouraging listeners to
"wite it dowmn" will all seemantiquated within a nmatter

of 90 days of the first national roll out of the PPM

W woul d say that the future is here; but if it's here,
then it's not the future. It's the NOW

NOTE FROM EDI TOR: | wel conme any thoughts on this article and

will run themin the next edition of The Radio Wave. ALSO..f

you're a radi o newbie and found sone of the above terninol ogy
confusing I'll also do a little explaining.

Great on-air topics involve things that
have had an enotional inpact on you
personal ly. Transfer this enotion to your
i steners and watch the phones |ight up



http://ww. radi oi nfo. com au/

This site was originally created by Steve Ahern and call ed
AMI from "Ahern Media & Training". It has since been taken
over by radi o packagers Radi owi se but Steve still provides
and edits all the radio news.

Although it's ainmed at the Australian Radio Industry it has
quite a nunber of features with international interest

i ncl udi ng show prep, technol ogy news, world radi o news, the
news doctor, and RCS sel ector tips.

You need to register on first visit but it no cost nothin'

Sone cool free multi-track editing software.

So what's the difference between cunes and averages and what's
TSL?

PLUS: The End of the World - interviews avail able.

A FI NAL NOTE FROM THE EDI TOR

The plan is to grow the list of people taking this e-letter
and encourage interactivity fromour 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 blank e-mail 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




