RADIO 1- SYLLABUS
Welcome to your first year of Radio Broadcasting.  Please take the time to read through the following pages, which explains grading and specific policies for this course.  After reading these materials, please complete, sign, date and return the attached form.  You and your student must sign this form before your student may broadcast on WPHS or use studio equipment for the 2013-2014 School Year.
Contact me:
Mrs. Stanczyk
Phone:  586-698-4500 (see my website for prep hour)  
e-mail:   stanczyk@wcskids.net by the far the most effective way to contact me.
Additional materials (including a copy of this document) can be found on my website: 

HYPERLINK "http://www.wphs.weebly.com" \hwww.

HYPERLINK "http://www.wphs.weebly.com" \hWPHS.weebly.com 
WPHS Broadcasts on 89.1 FM in Warren and Sterling Heights.  
You can listen to the stream on-line at www.wphs.com.
Supplies Needed for Radio 1:
* School ID with Rookie Radio/TV Sticker on the back (the first sticker is provided at no cost, but if you lose your ID, a new sticker costs $1).  REQUIRED DAILY.  Wearing a Cousino ID is school policy; the addition of Rookie Sticker on the back will allow for special access to the studio after school.  THE STICKER WILL BE AWARDED ONCE STUDENT BRINGS IN ALL SUPPLIES.
* School Planner/Calendar (provided by Cousino).  REQUIRED DAILY.
* Flash Drive (at least 4 GB).  Microcenter has 4 GB flashdrives for 5$.  Attach to your student ID lanyard so you will not lose it.  REQUIRED DAILY.
* Handbook and folder. You will receive the handbook at the beginning of the semester and will not be able to get a replacement anywhere but online. You will have to reprint your handbook and pay for the price on ink/printing. The handbook is where notes, reading materials and handouts for the majority of the semester can be found.  I do not use a single text, but rather draw from several sources, so the handbook is essential to success.  You will need an empty folder for any supplemental materials. REQUIRED DAILY.
*Pen/pencil and notebook.  REQUIRED DAILY.
*Ear-enclosing Headphones w/ ¼” Adapter.  These are large headphones (not earbuds) that are made for studio use.  Here is a respectable and affordable pair (around $35) offered by Amazon:  http://www.amazon.com/gp/product/B00012F7G4/ref=wms_ohs_product?ie=UTF8&psc=1

HYPERLINK "http:///h" \h
WE DO HAVE HEADPHONES TO USE, BUT WITH CLEANLINESS IN MIND, A PERSONAL PAIR OF HEADPHONES IS RECOMMENDED.  OPTIONAL.
-Classroom Procedures and Expectations
I have always operated from the perspective that students come to school to learn; in turn, I come to school to teach.  Learning requires thinking.  Thinking can be hard.  Contrary to what you might believe about Radio-1, it will require moderate amounts of THINKING and ACTION.  You will either choose to THINK and ACT, or you will make the choice to refrain from these activities.  Your choices will dictate the grade that you earn in this class. 
As your teacher, you can expect me to….

… show up everyday with the true passion that I hold for the art and science of media creation.
… provide a safe, fair environment where students are encouraged to ask questions and 
demonstrate their learning.
…give my students the utmost respect and expect the same in return.
…teach production skills, give notes, explain material and assessment methods.
As a student of Radio-1, I expect you to….
...treat EVERYONE WITH RESPECT.  This includes me, the parapro, other students, administrators 
and substitute teachers.  Bullying and demeaning language is unacceptable.
...come to class everyday with required materials, be well rested and ready to learn.
 …ask questions, participate in class discussions, take notes and complete homework on time.
...stay awake and involved during classroom presentations and videos.
….review and study for assessments.
Parents, I hope that you will... 
…communicate with your student daily about homework and upcoming tests.
…have your student explain the material to you.  It will help them to solidify what they know.
….provide students with ample time and a quiet place to study.
….encourage them to seek help when discouraged.  
Equipment Policy-  All Radio Studio and Take-Home equipment is limited to use specified for Radio-1 class ONLY.  You may not use any Radio or TV equipment to work on “outside projects,” for other classes, or personal use.  Sign-out of all equipment and studio space is at the discretion of the Radio Teacher and Paraprofessional, and must be returned in “like condition” prior to school the morning following sign-out.  ANY DAMAGED OR LOST EQUIPMENT WILL BE ASSESSED AS A SCHOOL FINE, SIMILAR TO A LOST TEXTBOOK.
Cell Phone/mp3 Player Policy-  Cell phones cause not only distractions from work, but audio interference as well; try setting a cell phone atop a small radio to hear it for yourself.  Cell phones, headphones and mp3 players are not to be used during class anywhere in the radio or TV rooms (this includes texts). Technology may be used in my classroom at my discretion (rm105) .Any unauthorized use of a cell phone during class will result in confiscation by the teacher.  Repeat offenses will be referred to the appropriate office. *Exceptions will be made for use of audio recording apps used during projects*
Food/Drink Policy-  Food and drink are not allowed in the Radio Station or adjoining studios at any time.  Bringing food or drink into the class will result in a tardy.  Repeat offense will result in referral. You may have “capped” water or soda in classroom 105.
Tardy Policy-  Time is money in radio. If you are late to a radio shift you will lose your job. Think about it, you don’t listen to the radio and hear a DJ say he was late because he had to go to the bathroom. You are late when I take attendance and you are not in your seat.  
-Radio 1 Grading
A word on coming to school and being on time:  as a vocational course, we operate the Radio station as a business.  Since we are not located at CPC (like most vocational classes), we do not have block scheduling and are limited to the standard classroom hour.  As such, your attendance and coming on time is vital.  I will issue tardies in accordance to school policies.  Each student will have two  bathroom passes at the beginning of each quarter.  Any pass beyond that will result in a tardy (exceptions will be made for legitimate, documented medical needs).
All of your grades will fall into 1 of 2 categories, per district guidelines: Homework (25% of your marking period grade) or Assessment (75% of your marking period grade).  
Homework will include daily in-class Bellwork, completion of each of the studio rotation positions and scripts, and other short, take-home and in class assignments.  
Assessments are comprised of weekly Unit Tests and 2 Radio Projects that will require work during and after school.   
The Final Exam will be built from the Unit content covered throughout the semester.  The final grade for the semester will be based on:





1st Card Marking Grade = 40%





2nd Card Marking Grade = 40%





Final Exam = 20%  





Total Grade = 100%
Absent Work – Students are responsible to get notes, warm-ups and homework from my website calendar or a peer.  Students have 2 days to complete homework if the absence is excused. 
Late Work – An assignment is considered late if it is not with you when you walk into the classroom.  Late work is accepted for less than full credit, per assignment guidelines.
Extra credit-  If you can get your hands on a radio station bumpersticker, that is not currently on the wall at WPHS you will receive extra credit. You will also receive points for throughout the year for being prepared, participation and other opportunities. You can lose points as well; for not being prepared; for being disruptive; for sleeping and other “un” scholarly pursuits. I will keep track of these on classdojo.com
-Radio 1 Units
Here are the units of content we will be covering during your semester of Radio-1...
-Unit 1: Welcome
-Unit 2: Radio, the How and History
-Unit 3: The Structure of WPHS
-Unit 4: DJ
-Unit 5: News Announce
-Unit 6: Announcing Technique
-Unit 7: Writing for Radio
-Unit 8: Portable Audio Recorders
-Unit 9: Basic Audio Editing
-Unit 10: Broadcast Journalism, Part 1
-Unit 11: Broadcast Journalism, Part 2
-Unit 12: Marketing and Promotions
-Unit 12b: Listening Session
-Unit 13: Creative Commercialism
-Unit 14: The Golden Age of Radio
-Wk 15: Radio Drama Performance
-Unit 16: New Media, Copyrights, Careers & Higher Education
-Wk 17- Review and Exams
*Note- There is another teacher (Jeremy Olstyn) that will be running a concurrent section of Radio-1.  Because of limited equipment and studio space, the order of the above is subject to change*
-Videos, Films & Audio Recordings
We will be watching a number of clips, videos, films and TV shows and listening to several clips from NPR, and other radio programs in this class.  Below is a partial list of shows that we will be watching and listening to...
TV Shows: Empire of the Air, News Radio; WKRP; Good Night and Good Luck
Radio:  NPR News, This American Life, Radiolab, Wait Wait Don’t Tell Me; Radio Diaries;
-Checklist and CONTRACT
Complete and check off each of the following:
_____I have read and understand the entire document entitled “To Parents and Students of Radio 1 - Syllabus.” 
_____My student has all of the following items and will bring them 
to class everyday, starting the next school day:  
__ Student ID      __School Planner      __Flash drive   
 __Handbook       __Pen or Pencil
Optional Ear-enclosing Headphones w/ ¼” Adapter   YES/NO  (circle one)
_____Both I and my student have signed this contract and the contract 
will be turned in to the Radio Teacher the following school day.
We the undersigned have read and understand the documents regarding Radio-1.  We the undersigned agree to abide by all rules and regulations therein.  We also understand that all documents, grading and procedures are subject to change; students will be notified of any changes.
Signed,
Student Name (print)



Student signature (and date)
_______________________________
______________________________
Parent /Guardian Name (print)

Parent/ Guardian Signature (and date)
_______________________________           ______________________________
Parent Cell Phone # ________________________    Parent e-mail_____________________

RADIO 1 Glossary or handy terms you should know

Account Executive- Station or agency salesperson.
Actives- Listeners who call radio stations to make requests and comments or in response to contest and promotions.
Actuality- Actual recording of news event or person(s) involved.
Air check- Tape of live broadcast
AM- Amplitude Modulation: method of signal transmission using Standard Broadcast band with frequencies between 585 and 1605 (1705) kHz.
AP- Associated Press; wire and audio news service.
Arbitron- Audience measurement service employing a seven-day diary to determine the number of listeners tuned to area stations.
Audition Tape- Telescoped recording showcasing talents of air person.

Auto Fire- when the board is set up so that the Program button automatically starts the equipment it controls.
Automation- Equipment system designed to play prepackaged programming.
Back Sell- Recap of preceding music selections. 
Barter- Exchange of air time for programming or goods.
Book- Term used to describe rating survey document; “Bible.” 
Bulk Eraser- Tool for removing magnetic impressions from recording tape.
Call letters- Assigned station identification beginning with W east of the Mississippi and K west.
Cart- Plastic cartridge containing a continuous loop of recording tape. 
Clock- Wheel indicating sequence or order of programming ingredients aired during one hour.  
Console- Audio mixer consisting of inputs, outputs, toggles, meters, and pots; board.
Crossfade- Fade out of one element while simultaneously introducing another.
Cue- Signal for the start of action; prepare element fro airing.
Day parts- Periods or segments of broadcast day: 6-10 A.M., 10 A.M.-3 P.M., 3-7 P.M.
Dead air- Silence where sound usually should be; absence of programming.
Demographics-(Demo’s) Audience   statistical data pertaining to age, sex, race, income, and so forth.
Drive Time- Radio’s prime time: 6-10 A.M. and 3-7 P.M.
EAS- Emergency System that alerts listeners.
Fade- To slowly lower or raise volume level.

FCC- Federal Communications Commission; government regulatory body with authority over radio operations.
FM- Frequency Modulation; method of signal transmission using 88-103 MHZ band.
Format- Type of programming a station offers; arrangement of material, formula.
GM- General Manager
ID- Station identification required by law to be broadcast as close to the top of the hour as possible; station break.
Input- Terminal receiving incoming current.

KDKA- Radio station to first offer regularly scheduled broadcasts (1920).

Leader Tape- Plastic, Metallic nor paper tape used in conjunction with magnetic tape for marking a spacing. Usually find at beginning of a tape.

Level- Amount of volume units; audio measurement.

Liner cards- Written on-air promos used to ensure adherence to station image; prepared ad-libs.

Live Copy- Material read over air; not prerecorded.

Morning Drive- Radio’s prime time day part.

Multi tracking-Recording sound-on-sound, Stacking tracks.

Segue

NPR- national Public Radio

Off-mike- Speech outside normal range of microphone.

Out cue- Last words in a line of copy.

Output- Transmission of audio or power from one location to another.  I.e.-  From board to transmitter.

Over modulate- Excessive audio levels, burring VU needle. Cause distortion and damage to equipment.

Positioner- Brief statement used on air to define a stations position in market. ( The home of rock and Roll)

P.D.- Program Director

PSA- Public Service Announcement 

Rate Card- Advertising fees and terms

Rating- Estimated audience tuned to a station, size of listener ship, ranking. 
Remote- Broadcast originating away from station control room.

Segue- Uninterrupted flow of recorded material: continuous.

SFX- Abbreviation of sound effects.

Simulcast- Simultaneous broadcast over two or more frequencies.

Spots- commercial breaks

Sponsor- underwriter, supporter, advertiser.

Station ID- see ID

Station/Transmitter log- Document containing specific operating information.

Straight Copy- reading with unaffected tone.

Syndicator- Producer of purchasable programming.

Talent- Radio performer; announcer; DJ...

Telescoping- Compressing of sound to fit a desired length; technique used in editing.

Trade-out- Exchange of station air time for goods/ services.

Traffic- Department responsible for billing.

Transmit- to broadcast

Underwriter- see sponsor

Voice over - To talk over sound

Voice track- recording of voice only for use in  mix down at a later time with music etc.

VU Meter- Gauge measuring units of sound or volume.

Windscreen- Microphone filter used to prevent popping and distortion.

WOW- Distortion of sound because of miscue or wrong speed. Sound like “Wooowww”

XM and Sirius radio-

EMPIRE OF THE AIR: THE MEN WHO MADE RADIO 1/23 1/30
(Intro to Media System Processes 189:102:01)
FATHER OF THE RADIO
· Guglielmo  _________________ is seen as the “Father of the Radio”
· 1887 
Radio waves were discovered
· 1896 
Marconi sent a signal across England; 3 years later his company 
spread to America and made millions
· Success of radio made in America due to Lee deForest, Edwin H. Armstrong, and David Sarnoff
LEE DEFOREST
· Early 
Life
· Born in 1873 in Iowa; grew up in Alabama; was an outsider
· Wanted to be a great _____________
· Lee wrote to Marconi for a job but received no response
· Success
· Was feature on show “This Is Your Life” as the inventor of the radio
· Brought radio broadcasting to the public
· 1900, he patent the device; able to transmit 572 words from _________ Island to Ireland
· _________ tube: borrowed a bulb used in England to get signals (first radio 
tube made)
· deForest did not know how it worked
· Failure
· _____________  ______________sued deForest in 1903 and won
· Broke with an $1000 and alone with invention
· Lucille 
Sheridan, golden girl, wooed by wireless from deForest, but marriage failed; divorce
· deForest fell in love with Nora Blanche in 1908 and married; she wanted to work beside him, he refused. Divorced
· Company __________ and he went to trial in 1913; deForest collapses and found not guilty @ 1:00am on New Year’s Day
· Broadcasting
· Invisible empire of the air (1907 Eugenia Ferran was the first lady to broadcast on radio singing)
· 1906 deForest used to broadcast voice and music
EDWIN H. ARMSTRONG
· Early Life
· Spent most of his youth in house near the Hudson river
· Went to Columbia University
· Determined for Success
· Worked day and night
· Created a tower placing signal from Florida and Newfoundland over Palisades 

in New Jersey
· Understanding deForest’s invention
· Armstrong wanted to understand deForest’s invention (deForest didn’t know 

how his own invention worked)
· In 1912, succeeded in understanding invention; patent in 1913
· He fed a circuit through radio tune many times to amply thus inventing _______________
· Armstrong discovered own radio waves made by tube (made easier and farther)
· In January 1914 in Belmar, New Jersey Armstrong demonstrated signals 
from Hawaii, Florida . . .
· David Sarnoff insisted that Armstrong patent to his own company
DAVID SARNOFF
· _____________didn’t speak a word of English but became President of RCA
· By 14, bought own newsstand (delivered telegrams)
· 16 Years old, introduced to Marconi and became a personal messenger to deliver flowers to his mistress
· At 21, he was put in charge @ Walworth building
· Was not an inventor but a corporate ______________________
DEFOREST VS. ARMSTRONG
· deForest angered by Armstrong’s advancement of his invention
· 1915, 
deForest took Armstrong to court, WWI intervened so patent suits were frozen
· While serving in Paris, Armstrong made the discovery of the super ____________ in which new waves amplified several thousand times
· Armstrong ________ the case in 1921
IMPACT OF RADIO
· _______ 
in Pittsburgh (first broadcast)
· By 1924 there were __________ stations
· People 
used radio as an escape (soap operas, Shakespeare)
· WWII 
became a war of radio voices for most civilians (it was how they got their information and updates pertaining to the war)
· Famous radio show “Amos and Andy”
· The men who were behind the emergence of radio rarely listened to it themselves
Frequency Modulation (FM) PERFECTED
· Developed when Armstrong believe that widening the band would improve the radio broadcasting and limit the sound of ________
· Armstrong was given space @ the Empire State Building to work on his 
experiment
· Music came louder and clear with FM __________; good quality sound
· Armstrong developed FM alone near Palisade near Hudson; built radio tower
· Listener’s hear clear FM signals; Armstrong’s FM caught on
· Armstrong hoped that the development of the Yankee Network would rival Sarnoff’s National Broadcasting Company (NBC)
· AM was too well established, so it would be impossible to get rid of it and replace with FM
· Soon, Sarnoff saw FM as a ______________
· Armstrong refused Sarnoff’s offer of $1 Million to manufacture FM
· Armstrong’s downfall came from his inability to_________________
TELEVISION REPLACES RADIO
· At the 1939 World Fair Sarnoff announced television; was backed by $50 million to improve research for television
· ______________ insisted he was the “Grandfather of Television”
· By 1954-5 people were no longer talking about radio, but about the  television; even shows like “Andy and Amos” moves to TV; people 
could now see the voice that was once broadcasting on their radios
· Shortest Golden Age (years) in radio was cut short by release of TV
DEATHS/LEGACY
· Armstrong
· Armstrong was still determined to push FM
· FCC declared sound for TV would be covered over FM; RCA developed 


circuits
· RCA (specifically Sarnoff) continued to try and put Armstrong out of business
· Armstrong sued infringement of his patents; his lawsuits were stalled
· Armstrong committed suicide
· Plunged to his death @ age 62
· Died thinking he was a failure
· After his death, 15 years later his wife was able to take up all of his 


patents
· deForest
· deforest wrote a boastful autobiography called “father of radio”
· Suffered heart attack in 1957, spent time confined to his bed; died in June 

1961
· Sarnoff
· David Sarnoff wrote an autobiography
· Determined to establish as success in American history
· Built library and passed his company to his son, and soon the company 


was passed on to outsiders
· Died in 1971
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	Station
	Apr 13
	May 13
	Jun 13
	Jul 13
	Format
	Owner

	CIDR-FM

	1.6
	1.8
	1.9
	2.0
	AAA
	CTV

globemedia

	CIMX-FM

	1.9
	2.0
	1.9
	1.6
	Alternative
	CTV

globemedia

	CKLW-AM

	0.2
	0.2
	0.2
	0.2
	News/Talk
	CTV

globemedia

	CKWW-AM

	0.4
	0.2
	0.1
	0.4
	Oldies
	CTV

globemedia

	WCHB-AM

	0.7
	0.8
	0.8
	0.8
	News/Talk
	Radio One Inc.

	WCSX-FM

	3.9
	4.2
	4.4
	4.3
	Classic Rock
	Greater Media Detroit

	WDET-FM

	0.7
	0.6
	0.7
	0.6
	News/Talk
	Wayne State University

	WDFN-AM

	0.3
	0.3
	0.3
	0.2
	Sports
	Clear Channel Communications Inc.

	WDMK-FM

	3.6
	4.4
	4.4
	5.1
	Urban AC
	Radio One Inc.

	WDRQ-FM

	2.4
	2.4
	2.5
	2.1
	Variety Hits
	Cumulus Media

	WDTW-FM

	2.4
	2.5
	1.9
	2.5
	Classic Rock
	Clear Channel Communications Inc.

	WDVD-FM

	4.8
	4.4
	4.3
	4.0
	Hot AC
	Cumulus Media

	WDZH-FM

	3.2
	3.5
	3.6
	4.0
	CHR
	CBS Radio Inc

	WGPR-FM

	3.6
	3.5
	4.2
	3.7
	Urban
	Radio One

	WJLB-FM

	4.7
	4.6
	4.9
	4.9
	Urban
	Clear Channel Communications Inc.

	WJR-AM

	4.9
	4.4
	4.4
	4.4
	News/Talk
	Cumulus Media

	WKQI-FM

	4.5
	5.1
	4.7
	4.9
	CHR
	Clear Channel Communications Inc.

	WMGC-FM

	3.6
	3.3
	3.2
	3.0
	AC
	Greater Media Detroit

	WMXD-FM

	6.5
	6.7
	6.7
	6.3
	Urban AC
	Clear Channel Communications Inc.

	WNIC-FM

	3.3
	3.0
	3.1
	3.2
	AC
	Clear Channel Radio

	WOMC-FM

	6.3
	6.1
	5.7
	6.0
	Classic Hits
	CBS Radio Inc

	WPZR-FM

	2.7
	2.8
	2.6
	2.4
	Gospel
	Radio One

	WRCJ-FM

	0.9
	1.1
	1.1
	0.9
	Classical
	Detroit Public Schools

	WRIF-FM

	3.7
	3.8
	3.7
	3.8
	Active Rock
	Greater Media Detroit

	WUOM-FM

	1.2
	1.3
	1.6
	1.5
	News/Talk
	Michigan Public Media

	WWJ-AM

	8.5
	7.6
	6.6
	6.5
	All News
	CBS Radio Inc

	WXYT-AM

	0.3
	0.3
	0.3
	0.2
	Sports
	CBS Radio Inc

	WXYT-FM

	6.1
	6.6
	6.5
	6.1
	Sports
	CBS Radio Inc

	WYCD-FM

	6.5
	6.4
	7.5
	8.1
	Country
	CBS Radio Inc


ON THE MIC
1. PREPARATION
The key to good sounding talk sets is preparation. A DJ should be in the studio at least 5 minutes before their scheduled air time and at the station 15 minutes before, so they can prepare. During school hours, the schedule is a little tighter so DJ's won't have as much prep time. Don't stop in the halls, etc. when you're on during the day! Get to class QUICKLY, AND ON TIME!! Preparation involves.
A. Reading through each section in the big book.
B. Preparing music, production elements, etc. prior to going on the air.
C. Writing out, or at least outlining, all talk breaks beforehand.
D.   Pulling news, weather, features, etc. from the wire to spice up your talk sets.
E. Planning with your partner/team.
PENALTY: 1. WARNING; 2. STRIKE; 3. TWO STRIKES & SUSPENSION FROM AIR.
2. GENERAL OPEN BREAK POINTERS
When you're talking on the air, you are the radio station, so it’s pretty important that certain guidelines be adhered to. Like... 

A. Always mention the station's call letters and/or dial position once or twice during each air break. Usually, it should be the first and last thing out of your mouth but don’t get redundant.
B. Always back -sell or pre-sell. WPHS is on the cutting edge of new music and it's important to let people know what they are hearing.
C. Give the weather and time at least once a shift. 

D. Plug yourself as much as possible. Say your name often and tell the listener how cool you think it is that they decided to listen to you. Frequently give out the times you will be on the air so you can build a loyal audience.

 E. HAVE FUN AND BE CREATIVE! 

PENALTY: 1. WARNING; 2. STRIKE; 3. STRIKE; 4. SUSPENSION FROM AIR.

3. WATCH THE VU METERS
The VU (volume unit) meters are the left and the right channel needle-monitors on the control board which show the overall loudness of the signal our listeners are actually hearing. Keep the levels around 80-100% on the readout; otherwise the signal actually sounds distorted to the listeners. (The sound you actually hear in the control room is not the actual signal going over the air.) The needles should peak at 100%. It's OK for them to travel into the red momentarily, but they shouldn't stay there for more than a split second. This includes the times when you are talking on mic. The FCC can fine the station for exceeding 100% of licensed output power more than six times in one minute (100% on our meters). So watch your levels carefully.
PENALTY: 1. WARNING; 2. STRIKE; 3. TWO STRIKES & SUSPENSION FROM AIR.
4. . FINDING A SUBSTITUTE
A DJ may obtain a substitute for their show as needed. DJ's are responsible for finding their own sub. NOT the Program Director.
A list of subs is available from the night manager.  DJ's must be sure the sub can follow their format.
Subs must be station personnel who: are currently DJ's, or interns with enough experience to do their own show. A DJ may call any other current WPHS DJ they know or may consult the list of subs compiled by the PD. DJ's must notify the program director of a sub. If you agree to sub you assume all the responsibilities of that shift for the date of the substitution, including finding a sub if you need to back out.  Continually getting subs may result in losing the show, since you don’t have time to do it.

Penalty: 1. strike; 2. suspension from air, recording pre-recorded show for each missed show. 

5.  RADIO JARGON
Avoid using radio terminology on the air such as "PSA", "promo", "cue", "The Replay", "log", etc.. It puts the listeners off because they don't know what you're talking about.
warnings will be issued for the most part

6. REQUESTS
Requests are one of the best ways of building a good relationship with the listener. Give the request line number frequently and try to be accommodating to anyone who takes the time to call you on the air. If you play a request be sure to let everybody know it's a request. Mention it and be sure to say the person's name who phoned it in. Also, if you play a request, check the log for that day to make sure that it has not yet been played and is not scheduled in the upcoming hours. And fill out the request log
On the other hand, don't beg, cajole, threaten, or grovel for requests, this can get incredibly annoying. Just announce the request line (751-FM89) and that it is open. Requests do not come from you or your class mates.
warnings will be issued for the most part

7. DECRYING STATION PROGRAMMING
This is a big no-no. If there's something you don't like about the station, a particular song, an evening show, or anything, keep it to yourself!!. Don't mention it on the air. Most of the listeners don't really care about you're personal problems anyway. If you've got a gripe about anything bring it up with a staff member. At a job it’s a quick and easy way to lose the job.
PENALTY: 1. STRIKE; 2. TWO STRIKES & SUSPENSION FROM AIR

8. OFF-MIC CONVERSATIONS
Before you open a microphone, shut the studio door, and make sure you say, "Stand by," or "Live mic" so everyone around you knows you are going on the air. If any swear words or other nouns are uttered by a person in the background, you will be held responsible. Besides, it just sounds bad to have a lot of extraneous talking going on while you're trying to do a radio show.
Also, when you are on the air do not talk to people who do not have a microphone. The audience probably can't hear the other party. If you can get the other party to a mic, great! Introduce them and converse normally, but as usual, be sure you have something interesting or entertaining to say.

Do not walk into a live studio! It sound unprofessional and it just rude darnitt
Creating your own radio show

Exploit Your Own Interests

The first thing you need to do is decide what kind of program you are going to offer. Have you always wanted to be a DJ and just play music? If so, what kind of music? And will others want to hear the music you want to play?

After all, it’s more fulfilling knowing that someone wants to actually listen to your show so remember: you can get as eclectic as you want but, if you create a program that’s hard to listen to, you’ll be the only one hearing the broadcast. Although you don't have to compromise on subject matter, consider the audience you want to attract.

Maybe it’s not music but rather, information which you want to provide. You may want to do a talk show on a particular subject. If so, great! Choosing something you’re truly interested in will make it a more rewarding experience for you and if you’re an expert in a subject, you’ll build a following and come to be known as a great and knowledgeable host.

Or, maybe you would rather do an interview type program with guests. Programs like this are easy to listen to and always interesting to create because your subject matter varies and you never quite know what a guest is going to say.

Think Out of the Box
But, don’t limit yourself to the standard type of Radio programs we all think of first. If you’re a speaker, you may want to create Radio programs based on seminars you deliver. If you’re an author, you may want to create Radio programs based on your books. If you’re a motel owner, you may want to create a program directed to just other motel owners. There are no limitations!

But, above all: be yourself. There's already a Howard Stern, Rhandi Rhodes, Rush Limbaugh, Mancow, Sean Hannity, etc. Don't be a poser - be an original; be a sytlist. Let your personality shine through and build on it. In the end, it will be more rewarding when you begin to attract listenership.

No matter what your subject matter or music, if you create a listenable program, you’ll find an appreciative audience. Until tomorrow, give some serious thought to the kind of radio program you want to share with the world.

Some of my favorite radio shows 

THE METAL SHOP OF HORRORS

JENNY BROKE UP WITH ME

EXPERIMENTS IN NOISE

AROUND THE WORLD IN 8 WEEKS

Wait, Wait, don’t tell me

Car talk

Ask the Handy man

This American Life

When you’re someplace you don’t want to be what do you wish you were doing?

What’s something you did in the last week you enjoyed?

When you hang out with your friends what do you do?

Do you have something your interested in learning more about?

What kind of movies do you like?

What kind of TV shows do you like?

What do you spend most of your free time doing?

If you could force your class to sit a listen to five essential pieces of music, what would they be?

Do you have a story about your life you wished you could tell people?

Is there something about you people just don’t understand?

Using the questions above to help with ideas, what kind of radio show would you do

Could it be done weekly

Who would your audience be

What would it’s name be

Who might sponsor it

The Jock's Ten Commandments 

Rookie version and Advanced versions

[image: image1]
I. Thou Shalt Know What Thy Will Say Before An Open Break
[image: image2]
II. Thou Shalt Make It Clear To All That Thy Studio Is Not For Socializing
[image: image3]
III. Thou Shalt Read The News Daily
[image: image4]
IV. Thou Shalt Make An Effort To Know Everyone at Thy Radio Station
[image: image5]
V. Thou Shalt Think About Thy Show’s Improvement
[image: image6]
VI. Thou Shalt Promote Thy Show Whenever Possible
[image: image7]
VII. Thou Shalt Work Thy Tail Off To Do The Best Job Possible
[image: image8]
VIII. Thou Shalt Treat Others The Way Thou Wouldst Be Treated
[image: image9]
IX. Thou Shalt Be Prepared For Everything and Nothing To Go Wrong
[image: image10]
X. Thou Shalt Never Be Satisfied With Thy Show

 
Points To Think About Each Day [image: image11]
1. Timeliness: What makes today special?
[image: image12]
2. Localization: Tie in with recognizable local figures, personalities and landmarks.
[image: image13]
3. Audience Targeting: Find out what your audience likes and is interested in.
[image: image14]
4. Diversify Language: Avoid crutches, vary your lingo.
[image: image15]
5. Content Balance: Throughout the show, throughout the week.
[image: image16]
6. Your Performance: Exhibit pride, confidence and enthusiasm.
[image: image17]
7. Purposefulness: Know why you do something before you try to do it.
[image: image18]
8. Brevity: Less is more.
[image: image19]
9. Quotability: Say things that people will hear and repeat, or at least remember.
[image: image20]
10. Fun: Sound like you're having some, and have fun. 

SOME LIFE RULES
Rule  1: Life is not fair; get used to it.

Rule  2: The world won't care about your self-esteem. The world will expect

you to accomplish something BEFORE you feel good about yourself.  

Rule  3: You will NOT make 40 thousand dollars a year with just because you have high school diploma nor will people treat you with respect. Both are earned.

Rule  4: If you think your teacher is tough, wait till you get a boss.  He

doesn't have tenure.

Rule  5: Interning is not beneath your dignity. Your grandparents had

a different word for Interning; they called it opportunity.  

Rule  6: If you mess up, it's not your parents' fault, it’s not your friends fault, don’t worry about fault ,they are your mistakes, learn from them.

Rule  7:  Before you were born, your parents weren't as boring as they are

now. They got that way from paying your bills, cleaning your clothes, and

listening to you talk about yourself everyday. So before you save the rain

forest from the parasites of your parents' generation, try cleaning the

closet in your own room. (that’s a metaphor)

Rule  8: Your school may have done away with winners and losers but life has

not.  In some schools they have abolished failing classes; they'll give you

as many times as you want to pass the class. This, of course, doesn't bear the slightest resemblance to ANYTHING in real life.  

Rule  9: Life is not divided into semesters. You don't get summers off, and

very few  employers are interested in helping you find yourself.  Enjoy it and use it now while you can

Rule  10: Television is NOT real life. In real life people actually have to

leave the coffee shop and go to work.  

Rule  11: Be nice to nerds. Chances are you'll end up working for one.

Staff Descriptions

PROGRAM DIRECTOR
MAIN RESPONSIBILITY: Create and maintain overall sound of the Radio Station
REPORTS DIRECTLY TO: GENERAL MANAGER/ OPERATION MANAGER

PRODUCTION DIRECTOR

MAIN RESPONSIBILITY: Write, produce, schedule, & oversee all pre-recorded material

REPORTS DIRECTLY TO: PROGRAM DIRECTOR

UNDERWRITING MANAGER

MAIN RESPONSIBILITY: To generate and maintain  finances to keep radio station solvent



 
REPORTS DIRECTLY TO GENERAL MANAGer

Promotions Department-

MAIN RESPONSIBILITY: Promote the station's image, programs and activities. 
NEWS 
MAIN RESPONSIBILITY: Establish and maintain WPHS’ news image and student journalism program

REPORTS DIRECTLY TO: PROGRAM DIRECTOR

MUSIC DIRECTOR
MAIN RESPONSIBILITY: Maintain the stations music service from record reps, keep track of all music and suggest new music for shows
REPORTS DIRECTLY TO: PROGRAM DIRECTOR

MUSIC LIBRARIAN

MAIN RESPONSIBILITY: Update, Secure and Maintain WPHS music library

REPORTS DIRECLTY TO MUSIC DIRECTOR

COMMUNITY SERVICE DIRECTOR


Main responsibility: To create, build maintain a positive public image of WPHS within the Community


Report directly with Om and GM

Work directly with Promotions and Programming

OPERATIONS MANAGER

MAIN RESPONSIBILITY: Insure the well being of students and station at .

[image: image51.wmf]

Vocal exercises
Stand erect in a place where you can push against a wall with one hand. Count to ten in a normal voice, taking a separate breath for each count. Repeat the exercise while pushing vigorously against the wall with one hand, allowing the waist muscles to contract tightly on each count. Can you get a stronger tone by exerting pressure as you push? 

Read the following sentences using a single breath for each one. Do not lower vocal intensity at the end of the longer sentences. 

· I don't want to go. 

· The engineer cautioned us to drive slowly. 

· Deep, well controlled breathing is required to read a long sentence on one exhalation. 

· Scarlett O'Hara, the heroine in Gone With The Wind, was a Southern beauty of great personal pride, ambition and will power, who would make any ordinary sacrifice to achieve her ends.

Try to read the first part of the sentence normally, and the last part forcefully, without raising your pitch. 
· You must not come here. Please move along. 
· If we win that victory, what a celebration we shall have. 
· I believe in a program for the preservation of peace, but certainly not peace at any price. 
Read the above sentences again, this time raise the pitch of your voice in the last part of each sentence to increase the intensity. 


Read the following sentences, giving considerable force to the underlined phrases. Use normal    
force on the sections not underlined. 

· I know not what others may think, but as for me, give me liberty or give me death. 

· This is the last time I shall request that those in the back row keep quiet. 

· The mills of the gods grind slowly and they grind exceedingly small. 

Read the following sentences, without, then with, vigorous stress on the underlined words. 
· He who laughs last laughs loudest. 

· It's a marvel to me that she stays with it. 

· Mister, he said, you dropped something. 

· The boys in North Africa certainly didn't agree with him. 

· Sarcasm is a woman's weapon. 

· If I were in his place, I wouldn't stand for it. 

· The only thing we have to fear is fear itself.

Exercises For Development of Resonance

1. Loosen any tension in the muscles that may interfere with effective resonance.

2. Drop the head forward as if you had fallen asleep sitting up.

3. Relax the neck muscles until the head seems to bounce. 

4. Try letting it drop backward and to the sides in the same manner.

5. Let the jaw muscles relax and drop the jaw in a relaxed manner. 

· Start slowly then increase the speed with which you say the word, "bob."

· Repeat the word "who" three times with a definite attempt to get resonance. 

· Sound the vowel sound "ah". 

· Begin with a whisper, gradually increasing the sound until you get a full resonant tone. Gradually become quiet until you are again whispering.

Develop resonance in your vocal attack by doing the following exercises:

· Count to ten as if you were . . .

· counting out pennies on a table

· giving telephone numbers on a bad connection

· counting, with difficulty, the number of persons at a great distance

· "counting-off" while doing sitting up exercises

· counting out a man in the boxing ring

Say each of the following sentences in a fully resonated, positive tone:

· We came, we saw, we conquered.

· We have met the enemy and they are ours.

· We have just begun to fight.

· Ship ahoy! Ship ahoy!

· Open! 'Tis I, the King.

· Roll on, thou deep and dark blue ocean. Roll on.

Try saying the sentence, "How does this gadget work," in the following ways:

· tense, throaty whisper

· nasal whisper

· open mouth resonance

· aspirated, or breathy, tone

· high metallic tone

· highly nasal tone

· raspy, harsh, throaty tone

· relaxed muscles and open mouth

For expression, learn to say "Oh" at least eight different ways. 

Try to say it as though you were experiencing the following feelings:

· Surprise



· Polite Interest



· Indifference



· Pity

· Sarcasm



· Disgust



· Disappointment



· Anger

· Take the sentence, "You are very pretty," or "You are very handsome" and give it four different meanings by accenting each of the four words in turn. Let your voice convey sincerity every time.

· Sound the vowel sound "ah" at your regular pitch. Now, vary the pitch upward a half step at a time until you go as far as you are able.

· Step back down to your regular pitch and continue downward a half step at a time. Try to find the level at which you achieve the strongest resonance. Is it higher or lower than your normal pitch?

Say the word "well" to indicate the following meanings:

· I never would have thought it possible!

· That's a small matter.

· What do you want? I'm very busy.

· Now, let me think a minute.

· So, you thought you could get away with it.

· I am very pleased to see you.

Read the question, "What are you doing," as it would be expressed by the following:

· A burly policeman

· An old man or woman

· A frightened child

· A loving young husband or wife

· An ignorant tramp

Read each of the following twice, first in a monotone, then with the tonal quality suggested by the mood of the sentence:

· My, You think you're smart, don't you?

· I never thought you would sink low enough to pull a trick like that.

· Isn't he a cute little thing? And he's only five.

· There doesn't seem to be any use trying. I'm thoroughly exhausted.

· Watch out! You'll hit the car.

· I am so full, I fell as if I'll burst; and it was all so good.

· We're so proud of Steve. He takes his honors like a man.

· I never want to see your face again. Now get out.

· Say that again, and smile when you say it.

Read the following with an upward or downward step in pitch where indicated:

· It's nonsense.

· Go away.

· Come Here.

· You may pick it up, but handle it with care.

· How much?

· I love the excitement, but I am very tired.

· The plan of attack, abacus of the land mines, was changed at the last moment.

· If any of you are doubtful, and I suspect you are, here is the proof.

Read the following sentences with an upward or downward slide as indicated:

· Isn't that a beautiful sight?

· Is that what you mean?

· He doesn't know the meaning of ethics.

· He won't believe it.

· I have tried everything.

· I simply will not permit it.

· I've never doubted it for a moment.

· Now, what do you say to that?

· How do you do this?

· Now, what do you say to that?

· How do you do this

Read the following sentences rapidly or slowly as their meaning suggests:

· Watch out! It's hot.



· Come as quickly as you can.

· Please let me do it.



· The fried pheasant was delicious.


· They trudged wearily up the trail.



· What a beautiful view you have from this window.


Read the following selections rapidly or slowly as their meaning suggests:

· "Bowed by the weight of the centuries, he leans upon his hoe."  Markham

· "The day is cold, and dark, and dreary."  Longfellow

· "And slowly answered Arthur from the barge,

· "the old order changeth, yielding place to the new."  Tennyson

· "And near comes the soldier, sudden and quick in quarrel."  Shakespeare

Familiar Styles of Delivery

· Pitchman--Smooth, well rehearsed delivery to sell goods at bargain rates.

· Loud Puncher
--Tries to overpower you, scare you to death.

· Smiler
--Everything is a joke. Is rarely taken seriously.

· Valedictorian
--Impressed by their own words, serious, heavy, voice of doom.

· Sing Songer--Inflections up and down without meaning. Too much change of tone is just as bad and hard to listen to as no change at all.

· Soft Sell--Consistently the most agreeable and effective manner.

You will be called upon to do all types of delivery.

Uncover the “A, B C’s” in every script:  
 
A = Audience:  Who are you talking to?  It will always be only one person.  Define that individual and give him or her a name.  Doing this will make your delivery more conversational and believable.
 
B = Backstory:  The backstory is the specific event that took place immediately before the first word of copy.  The backstory is the reason why your character is saying the words in the script.  If the backstory is not clearly defined in the script – make one up!  This is a very important aspect of performing from a written script because the backstory sets your character’s motivation, attitude and purpose for speaking.
 
C = Character:  Who are you as the speaker?  Define your character in as much detail as you like.  The more details you can come up with, the more believable your character will be to you and to your audience.  Every script has a character, regardless of how poorly the script may be written or what the content of the script may be.  Find that character and give it life.
 
M.O.V.E. to more effectively communicate your message:
 
M.O.V.E stands for Movement Orchestrates Vocal Expression.  The degree of your physical-ness, or physical movement, can directly affect the expression of your emotion and attitude.  Movement includes facial expressions, the movement of arms, head and body, and even the posture of your body as you speak.  Make some choices as to what your character’s emotions and attitudes are concerning the copy – even down to how you feel about a specific word or phrase.  Every emotion has a related tension someplace in your body.  Look within yourself as to how you personally feel about the copy – experience where the tension is and hold it there as you move and speak the words in the script.  You may be amazed at the difference in honesty, sincerity and believability that results from simply moving your body.
 
Warm up before each session or performance:
 
Dancers, singers and athletes warm up.  Voice actors should too!  After all, you are using very specific muscles to perform your craft.  Keep yourself “toned up” by using warm-up exercises.  Stretch your face, relax your neck and shoulders, yawn, or do your favorite tongue twisters.   Warming up will not only help you speak more clearly, but can also serve to relax you as you enter a studio for your session – and being relaxed is extremely important in order to be able to quickly find your character.  
Good Mic Technique or "Stick the Mic in Their Face"
Take a listen-  Always test your mic to make sure everything is recording properly…. And have headphones, on.
Get the mic close- a mic needs to be very close to the individual being recorded, about four to six inches away and down below the mouth like an ice cream cone. However if it's too close, you risk voice distortion.
Move in With the Mic—Remember, many people are frightened by mics, and they may move away from you. Explain that you need to get in close to get good sound.
You Hold the Mic—Do NOT let the interviewee hold the mic. You are in control. They don't know how to handle a mic correctly. You will get bad sound and you will lose control of the interview. Do NOT let the interviewee hold the mic.
Recording a Sound Effect—If the sound effect repeats, record it from various angles and distances to assure the best recording. If it only happens once, good luck.
Recording Ambient Sound (background)—Always record two minutes of background sound at the beginning and the end of your interview. You will need it for the mix. Look at your watch. Be sure to get enough!

Make sure your record levels are appropriate—minus 3 to zero—and bouncing in the red. You will get hiss if you record too low. Once the recording is made with hiss, there is not much you can do. Re-recording is your best option. To avoid hiss. Buzz is usually caused by a faulty mic cable or something inside the deck has been disrupted. It sounds bright and crackley. Move the mic cable around to see if the buzz goes away. If it does, you know the problem is the mic cable. Ifnot, change the mic cable anyway and see what happesn. If that doesn't help, the deck hasa problem and you will make a terrible recording. Hum is a mild, dull buzz, usually caused by the outlet you have plugged into or some other source like fluorescent lights. Use batteries! If that doesn't work, move to another place.  Distortion is caused by recording too loudly. The recording will sound broken up and fuzzy. You can not fix distortion once it has been recorded. Re-recording is the best fix.
Recording in a Noisy Room—Noisy rooms are not the best place to make a recording. For instance, if you are interviewing someone and there are a lot of people talking, it may be difficult to hear your interviewee because of the noise level. Ideally, record the interviewee in a quiet room. Then, record ambient or background noise in the noisy room. Back at the studio, mix the two together. This way, you have better control. Recording in a Very Loud Situation—"Very Loud" means explosions, gunfire at close range, death-metal concerts, some factories. If your MD is on ALC (automatic level control) it will try to adjust. If the levels are pinned in the red, you have to make a change. 
—
The first time in front of the mic

Some things you might have done well

Practiced out loud

Wrote out what you were going to say

Used your voice

Some 

Rookie mistakes

Moving away from the mic

Missing the mic

Moving the mic

Dropping off the ending of words or phrases

Being shy with your voice 

What did you do?

What makes up a script?

CHARACTERS- Who’s in the “scene”


Announcer; Proper names; 

On a separate sheet of paper include additional information about the character so that it is cast/read properly. 

Bob is a middle aged, security guard, bored with his work, at the end of his shift.

Announcer is female, sultry, sexy voice.

Dialogue:  WHAT ARE THEY SAYING?

Should be written conversationally- like your character would say it. 

Include “cues” to your talent on how to read the line.

BOB: (angry) DUDE, YOU SUCK!

(Music:) Is there music to help set the tone or create the setting?

Music details can be on a separate sheet as well

Artist Vivaldi, Album Four Season, Track Summer, Specific time :05 to :11sec.

In the script put   (Music: Vivaldi)
(SFX:)  What specific sounds do you hear? Natural sound and individual sounds.

With music and SFX you need to include direction on how the element is introduced, how it is heard, and how it ends.

Up- begins by itself


Can include Fade if it is to fade up

 Otherwise it is assumed to just begin
Over- Louder than anything else


 Can be used in combination with Up; 

Up & Over: implies music/SFX begins by itself then goes Over next element
Under- underneath another element


Can be used in combination with Up

Up & Under: implies you hear the music/SFX first then it goes under the next element
Out- stops. Can include Fade or Cold. 


Music/SFX never end unless there is an Out cue.


The only exception would be a SFX that is a one time sound like


(SFX: Door Slam)  other wise

BOB: (SFX: Car breaks, UP and Under) (Screaming) FLUFFY! LOOK OUT!  (SFX: Out cold) (Music: Death March up and under) (Solemn) DEARLY BELOVED WE ARE GATHERED HERE TODAY TO MOURN FLUFFY. (SFX: tears under and out) (Music: Fade out)

Remember to Double space. Do Dialogue in Caps and start a new line each time your character changes,
PSA worksheet

What issue/ topic did you choose?

Why is this important?

Who do you want to reach? (target audience)

What is the behavior your looking to change?

Why doesn’t the audience already engage in this behavior?

What emotional appeal can you make?

Belonging; Power/Control; Fun: Safety; 

Put your audience in a situation/scenario where the issue would come up in their lives.

Where are they? (setting)

Who is there? (characters)

What’s’ going on around them?  (SFX and ambient sound)

What are they saying? (dialogue)

Who is message brought to you by? ( Station; organization)


“Yeah, That’ll Happen” :60 
Also available in :30 format 
Boy delivers his lines in a stilted, unnatural way so that the whole dialogue feels false and contrived. 

BOY: Excuse me, are you the responsible adult male? 
MAN: Eh….yeah, I suppose. 
BOY: Good. Because I have something I need to discuss with you. 
MAN: OK. 
BOY: You see, I am now 12-years of age and starting to pay a lot more attention to the opposite sex. But I know nothing about women. I need advice and direction but have no suitable male role models to provide it. In fact, I am currently being forced to shape my attitudes towards women by watching bad movies and music videos and listening to the opinions of irresponsible older boys. 
MAN: What have you learned so far? 
BOY: That women need to be disciplined – that sometimes a smack or two is just what they need. That women will respect me more if I treat them mean. Is this correct? Could you maybe put me right? 
VOICE OVER: Boys are never going to approach you and ask for guidance on how to treat women. But that doesn’t mean they don’t need it. By teaching boys early that violence against women is wrong, you can help prevent domestic violence. For tips on what to say, visit www.endabuse.org. End Abuse. Teach Early. This message is brought to you by the Ad Council, the Family Violence Prevention Fund and the Waitt Family Foundation. 


“Bad Influence” :60 
Also available in ::50/:10 and 30 formats. 
A father has a heart-to-heart with his 12 year old son. The boy is slightly embarrassed. The father seems a little uncomfortable himself. 

FATHER: Son, you’re a young man now. I just wanted to take a few minutes and talk about….well…about men and women. 
SON: I know all about that stuff. 
FATHER: Well, you might know a little biology, but do you know how to treat a woman? 
SON: I guess I could use a little direction. So how do I treat a woman, Dad? 
FATHER: Oh, I’m not going to tell you. You’ll have to figure that out by yourself. 
SON: How? 
FATHER: Well, first I suggest you watch a lot of bad TV and violent movies and observe how women get treated there. 
SON: OK, I’m kinda doing that already. What else? 
FATHER: Well, let’s see…oh, when you’re at school be sure to take careful note of what irresponsible older boys say. 
SON: I sure will. 
VOICE OVER: Sometimes the only message boys get is the wrong one. Many young men need advice and direction on how to behave towards women. You can help provide it. By teaching boys early that violence against women is wrong, you can help prevent domestic violence. For tips on what to say, visit www.endabuse.org. End Abuse. Teach early. This message brought to you by the Ad Council and the Family Violence Prevention Fund. 

Bottom of Form

How To Interview

Your topic/ interviewee
· • What interests you about it?

· • What do you think will interest others about it?

· • Why do you think people should care?

Try to find a person who:

· • Will talk to you!

· • Will allow you to record his/her voice!

· • Will permit the recording to be broadcast!

Often, people are nervous at first, but if you take the time to explain what you are doing

and the reasons for it, many will agree. Let them know that it’s pre-recorded, and you will only use the parts that make the most sense for your project. They can say something over if they don’t like the way they said it the first time. Look for ways to help the person relax about the interview!
Make sure the person has at least one of these qualities:

· • Personal experience that relates to your topic

· • Professional knowledge

· • An interesting-sounding voice or a good story to tell

· • Something unusual or different to say

· • Is inspiring!

Remember: it’s okay to interview friends, but it can be tricky, too. Sometimes friends joke around on tape more than other people will. But, if your friend is the best person for the interview, go ahead!
Preparing Your Questions:

Think about the topic:

· • Your questions will be better if you know what you think on the topic. Take some time to jot down your thoughts.

· • Find out about the person you are going to interview (if you don’t know the person already).

· • Do you need more information? Do a little research—Internet, books, magazines, newspapers. Even a little time spent on background makes a big difference.
Brainstorm your questions:

· • Write down everything that comes to mind in any order.

· • Go back over the list and put the questions in an order that makes sense to you.

· • Got a lot of questions? Good! It’s better to have too many, than too few.

· • Can’t think of enough questions? Ask around. Other people will help you come up with some. Or look on the Internet or in books and newspapers.
Wording Your Questions:

How you ask your question can influence the answer. Watch out for Yes/No questions:

· • Question: Did you like school?

Answer: Not really.

COMPARED TO:

· • Question: What was hard about school for you?

Answer: The subjects were boring and the teachers seemed bored, too. Everyone was bored, and they treated us like prisoners. The only good thing was my friends. 

The point is to encourage your interviewee to really talk. Try to get the person to tell you a story. That’s why it’s important to:

· • Ask follow-up questions: why, huh, and   are good ones.

· • Go with the flow and be spontaneous. Sometimes something comes up that you didn’t expect, but it turns out to be interesting.

· • Try saying, “Tell me more.” You might get a good story.

Watch out for leading questions that sort of tell the person what to say.

· • Question (to a recovering alcoholic): Don’t you agree that drinking can hurt more than just the drinker?

Answer: Basically.

COMPARED TO:

· • Question: What are some of the ways that drinking can hurt more than just the drinker?

Answer: How about drunk driving? Or, not paying any attention to your family? It’s not easy to talk about, but I’ve been through both...

Remember: leading questions tell the person what to say or let the person avoid answering!
 Creating a Comfortable Interview Environment:

To get a good interview you need two things:
· • Good sound

· • A person who’s relaxed enough to talk!

How you set up the interview can have a big influence on the quality of both the sound and the actual interview discussion.

Location: Pluses and Minuses

Pluses:

· • Comfortable for the interviewee;

· • Not too noisy. Ask to turn off any music or TV (or at least turn it down);

· • Comfortable for you! You need to be able to hold the mic close the whole time or the sound will be poor.

· • Your equipment is ready before you start and have it as ready to go as possible.

· Minuses:

· • Lots of wind

· • Loud TV, music or people

· • Lots of interruptions

· • The interviewee tries to grab the mic!
Helping the Interviewee Relax:

· • Tell them the basic idea and topics, but don’t tell them all the questions in advance or the interview might sound fake.

· • Tell them how long you think it’s going to take, more or less.

· • Let them know that it’s not a live interview, so they can repeat themselves if they want.

· You’re only going to use the good-sounding parts anyway.

· • If they say, “Don’t use that part,” try to find out why. If you agree not to use it, then don’t. Unless you’re doing an investigation, it’s best to go along with what they ask.

· • Let them know you will handle the mic. If they want to hold it, blame the technology.

· Really, the mic is sensitive, and bad handling means bad sound.

 Asking Questions:
· • Stay tuned-in to you interviewee. People like to talk when they feel they are being listened to. Listening is one key to a great interview.

· • Use your written questions only as a guideline, but do look them over once in a while.

· • Try to really have a conversation.

· • Notice if the person seems worried or confused. Take time to explain your question or help them relax.

· • Keep your questions short. Don’t go on too long.

· • Be prepared to ask questions more than once if the answer doesn’t make sense.

· • If you ever ask difficult questions to politicians or other officials, they might try to avoid answering. Listen and ask the question as many times as you need to!

· • Be spontaneous! If something interesting comes up that’s not on your list, go for it!

· Watch Out:

· • Be careful not to talk over the speaker or keep saying, “uh-huh” on the tape while the interviewee is speaking. Nod your head or use other body language instead.

· • Only ask one question at a time.

· • Take your time.

· • It’s fine to talk about yourself some, but be sure the interview is mostly about the person you came to talk to!

. Finishing Up:
· • Always ask: “Anything else we need to talk about? Something we missed?”

· • Thank them for their time.

· • Answer any questions they have about how you will use the interview later.

· • Depending on the situation, you might want to send them a thank you note.

 After the Interview:
· • Take time to listen to the tape.

· • Log your tape: zero the counter, then write down the counter numbers and the basics of what was said.

· • Choose the best parts for your script.

	What is Storytelling?
A statement by the National Storytelling Network defines Storytelling as an ancient art form and a valuable form of human expression. Because story is essential to so many art forms however, the word “storytelling” is often used in many ways.
As a result, the National Storytelling Network would like to explain the term as it is used by the growing and vibrant community of storytelling practitioners in the United States and Canada.
Our hope is to call attention to storytelling as an art worth promoting, and to help those outside the storytelling community to distinguish storytelling from other, related forms of human expression.
Here is what most of us mean by “storytelling”:
Storytelling is the interactive art of using words and actions to reveal the elements and images of a story while encouraging the listener’s imagination.
1. Storytelling is interactive.
Storytelling involves a two-way interaction between a storyteller and one or more listeners. The responses of the listeners influence the telling of the story. In fact, storytelling emerges from the interaction and cooperative, coordinated efforts of teller and audience.
In particular, storytelling does not create in imaginary barrier between the speaker and the listeners. This is part of what distinguishes storytelling from the forms of theatre that use an imaginary “fourth wall.”
Different cultures and situations create different expectations for the exact roles of storyteller and listener—who speaks how often and when, for example—and therefore create different forms of interaction.
The interactive nature of storytelling partially accounts for its immediacy and impact. At its best, storytelling can directly and tightly connect the teller and audience.
2. Storytelling uses words.
Storytelling uses language, whether it be a spoken language or a manual language such as American Sign Language. The use of language distinguishes storytelling from most forms of dance and mime.
3. Storytelling uses actions such as vocalization, physical movement and/or gesture. These actions are the parts of spoken or manual language other than words. Their use distinguishes storytelling from writing and text-based computer interactions. Not all nonverbal language behaviors need to be present in storytelling. Some storytellers use body movement extensively, for example, whereas others use little or none.
4. Storytelling presents a story.
Storytelling always involves the presentation of a story—a narrative. Many other art forms also present story, but storytelling presents it with the other four components. Every culture has its own definition of story. What is recognized as a story in one situation may not be accepted as one in another. Some situations call for spontaneity and playful digression, for example; others for near-exact repetition of a revered text. Art forms such as poetry recitation and stand-up comedy sometimes present stories and sometimes don’t. Since they generally involve the other four components, they can be regarded as forms of storytelling whenever they also present stories.
5. Storytelling encourages the active imagination of the listeners.
In storytelling, the listener imagines the story. In most traditional theatre or in a typical dramatic film, on the other hand, the listener enjoys the illusion that the listener is actually witnessing the character or events described in the story.
The storytelling listener’s role is to actively create the vivid, multi-sensory images, actions, characters, and events—the reality—of the story in his or her mind, based on the performance by the teller and on the listener’s own past experiences, beliefs and understandings. The completed story happens in the mind of the listener, unique and personalized individual. The listener becomes, therefore, a co-creator of the story as experienced.
Combinations with other art forms Of course, storytelling can be combined with other art forms. In many oral traditions, it is accompanied by costume, music, dance, etc. The fruit born by the vital, contemporary storytelling movement includes the development of ways to combine storytelling with drama, music, comedy, puppetry, and numerous other forms of expression. Yet, even as it blends imperceptibly into other arts, the essence of storytelling remains recognizable as the intersection of the five components included in the above definition.
Many and varied forms Storytelling happens in many situations, from kitchen-table conversation to religious ritual, from telling in the course of other work to performances for thousands of paying listeners. Some storytelling situations demand informality; other are highly formal. Some demand certain themes, attitudes, and artistic approaches. As noted above, the expectations about listener interaction and the nature of the story itself vary widely.
There are many cultures on earth, each with rich traditions, customs and opportunities for storytelling. All these forms of storytelling are valuable. All are equal citizens in the diverse world of storytelling.
 

 

 



	

	

	


Who have I heard stories from?

What have the stories been about?

What kinds of stories do I love?

Where have I told stories?  

When have I told stories?  

Why do I tell stories?

What makes a good story teller?

[image: image52.wmf]
[image: image53.wmf]
Story Types

Folktales,

 Fairy Tales,

 Historical,

 Scary/Ghost Stories,

 Jump Stories,

 Personal, 

Original,

Tall Tales,

Trickster Tales,

Healing Stories

Names of 4 stories from each section, Story styles and story types.

Name of Book/Story and author

Promotions- the big one

You and your group must create, plan, present and and turn in a large scale promotion for the Summer ratings book. This promotion will include both off and on air events.

Goal is to increase morning drive time listeners and to increase awareness of client.

Budget is $1,500.00 and any trade or barter you can convince me of.

Time frame: assume it is April 2003 and the promo must run by August 25, 2003

Radio station will be picked randomly in class from one of Detroit’s commercial stations

Your Client will also be picked randomly in class from a number of national companies.

Steps.

1. Research your station- Format; Demographics; shows; competition, current advertisers; ownerships; promotions history (annual, monthly, weekly events)

1a. Demographics- do a profile of your listener base- work, sex, age, relationships, income, past times, spending habits, fears, hopes, realities.

2. Research Client- products; Target groups; current ad campaigns, competition; and ownership

3.  Research time of year- national holidays, annual local and national events, what your audience      does during this time of year, weather, moods, …..

4. Compare and brainstorm your research, look for commonalities, look for links, think of every dumb idea you can and say it out loud, ( it might just work). Listen to everyone, think in terms of Promotion Titles “The Bling, Back My Baby, Bounty Hunt”

5. Narrowing down promotions idea that best fits your goal 5/27/03

6. Finalizing promotion idea and putting it to paper, answer each question in detail 5/27/03


Do we have enough time?


Do we have enough money?


Does it fit the stations format?


Does it fit the stations size?


Does it fit the audience’s lifestyle?


Does it fit the client’s needs?


Does it meet our goal? 

7. Answering legal questions/FCC regulations.

Lottery

Misleading

Endanger

8. Checklist of everything you will need, including contacts. (from extension cords to liability waivers)5/30

9. Prices and Barter information (include reasoning and how figures were arrived at) 5/30

8. Live and Pre-recorded Scripts 5/30/03

9. Any additional art work etc.





10 & 11 Planning pitch and writing/compiling  Promotion Proposal- 

      Proposal must include

1. Well written, thorough idea and justification

2. Answer to the “Promotions 6” questions

3. FCC/Legal requirements

4.Check list and or calendar

5. Prices and Barter- include figures

6. Scripts

7. Misc. additions

8. Conclusion

PRESENTATION: suggested outline
I. attention getter

II. sell the idea- make sure you explain the idea simply and effectively

III. over view of time frame

IV. prices

V. potential problems and how you will deal with them

VI. Question and answers and wrap up

I would recommend:

a recording of the on air promotion

Visual aids to help support your idea

proper attire

proper posture

not being stuck to notes

being able to think on your feet

Assume your team is pitching your idea to the stations ownership.

Arrange for any multi media needs ahead of time.

Creativity, organization and professionalism are important.

You must be prepared to answer questions from ownership.

Grades will be given for:

Each Step with due dates after them 

Group work

Individual work

Presentation 

Proposal

Mark the following on the diagram on the following page 

· Studio a

· Studio B

· Studio C

· News room

· Transmitter room

CD cabinets

Additional  things

· Portable recorders

· Public File

· Dry erase board/ Announcements

· Lockers

Answer these questions please
Who desk has the Computer with CD Czar on it?

What are the following station Phone numbers?


Office Line


Request line


Mr. Olstyn

What is WPHS mailing address?

What is the Call Letters of the Classical station we broadcast?

What is WPHS web address
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REPLAY BANK ASSIGNMENTS
	SOUND FX

BANK 1
	PROMOS

BANK 2
	DROPS

BANK 3
	PSA

BANK 4
	LEGAL ID

BANK 5

	USE  SPARINGLY AND NEVER DURING PROGRAMED MUSIC
	PROMOTE SHOWS’ EVENTS, GIVEWAWAYS
	MEANT TO BE PLAYED OVER  A POST (MUSIC BED AT BEGINNING OF A SONG)
	PUBLIC SERVICE ANNOUNCEMENTS
	MUST BE PLAYED AT TOP OF HOUR

WPHS, WARREN


	UNDERWRITERS

BANK 6
	NEWS

BANK 7
	INTRO/OUTRO

BANK 8
	SWEEPERS

BANK 9
	AM DRIVE

BANK 10

	SPONSORS

PUBLIC BROADCASTING’S COMMERCIAL
	NEWS INTRO’S

OUTRO’S

ACTUALITITES
	BEGINNING AND END OF SHOWS
	SHORT TRANSITIONAL PIECE PLAYED BETWEEN SONGS
	VARIOUS STUFF FOR MORNING SHOW


MINI DISC PALYERS/RECORDERS
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MARK THE FOLLOWING ON 

THE DIAGRAM OF THE BOARD

1. REMOTE 1 INPUTS

2. REMOTE 2 INPUTS

3. INPUTS

4. EQUIPMENT LABELS

5. CHANNEL

6. OUTPUT

7. PROGRAM

8. AUDITION

9. FADER

10. Q/CUE

11. VU METERS

12. MONITOR INPUTS

13. MONITOR  VOLUME

14. HEADPHONE INPUTS

15. HEADPHONE VOLUME

16. Q//CUE VOLUME

17. REMOTE 1 channel

18. REMOTE 2 channel

19. VOLUME 

20. VU METER INPUT

Using the microphone

1


KNOW WHAT YOU ARE
 GOING TO SAY 
PRACTICE OUT LOUD 2-3 TIMES


2

 THINK AHEAD
HAVE NEXT SOURCE/SONG READY



BOARD ALL SET- INPUT,VOLUME….

3

 GET READY

A. CLOSE THE DOOR

B. YELL STANDBYE
C.  PUT YOUR HEADPHONES ON      YOUR EARS!!!
4
 DO  IT 
As the source playing has 5- 10 secnds left

a. Program Up on mic

b. Volume Up on mic 
While source is ending (unless it ends cold)

c. Volume Down on source playing (md,etc) and
Talk
As you are ending your open break

e. Program for next source

f  Volume down for mic 1

g  Program out mic 1


h Program out for 1st source
BASIC HINTS

Once your done with a channel try to take it out of program (the less lights the better)

Try putting discs away as you go

Check all your inputs at the beginning and you should be set for the show

Let the phone ring if you’re in the middle of something

If a disc doesn’t play check input, volume, output, correct channel, and if it still doesn’t work play the next one and wait for it to cue up.

Think logically‑ go step by step

Keep your breaks brief

Keep an eye on the timer for disc lengths

Most importantly‑RELAX AND HAVE SOME FUN. 

How one speaks is important.
It determines, in significant part, how easily and widely you can be understood by others.
It may affect how people think of you, and whether they listen to you because your manner of speech suggests you are not to be taken seriously.

You want people to go beyond how you speak to what you say.
Bad speech attracts attention to it self and, thus, away from what a person is saying.
It can cause people to lose track of what a speaker continues to say because they are still thinking about some peculiar pronunciation earlier on.

[image: image42.jpg]Interview Like a Pro
The Dos:

& Use the interview to get good soundbites. Ask questions
that evoke responses full of passion, emotion and opinion
rather than those that call for simple facts.

m Ask the same question several times in different ways so
you'll have some choices during the editing process.

| Listen. Most broadcasters talk too much during interviews.

u Follow up with spur-of-the-moment questions when the
source offers something unexpected.

H Ask obvious questions. Listeners and viewers are unlikely
to know as much as the interviewer does about the subject,
so the answers won’t seem obvious to them.

B Show some respect. Dress professionally, turn off pagers
and calm sources who appear nervous.

m Treat every interview as though it's important. Al
Tompkins of The Poynter Institute regrets a TV interview he
did with a beauty queen—an assignment he resented. Later,
he felt bad for asking her a hostile question.

m Thoroughly research the topic. Sports reporter and
announcer Marc Zumoff confesses his biggest on-air blunder:
During an interview with NBA star Bob Lanier, Zumoff asked
the former Detroit Pistons player why he never made it to
the Basketball Hall of Fame. Calmly, Lanier admonished
his questioner: “As a matter of fact, Marc, | am a mem-
ber of the Hall of Fame.” Zumoff’s take on his gaffe:
“That should be illegal.”

m Use the source’s own language to get
answers to questions they dodge. If
someone says,“l can’t talk about
that,” ask, “When will you be able to
talk about it?” or, “Why can’t you
talk about that?” Tompkins
suggests.

m During tragedies, use what some
call the “nonquestion question”: “I'll
bet this really hurts” or “ can’t imag-
ine what you're going through.”

= Distract the source from the cam-
era and the microphone. If they're pay-
ing attention to the setup, says CBS cor-
respondent Steve Hartman, they won't be able to give
arelaxed interview.

m [nvite the cameraman to ask questions. When Hartman
does an interview, anyone on the scene can ask questions and
talk to the source.

H Let sources know when they sound too rehearsed, advis-
es Hartman. “It works,” he says. “It lets them know I'm on to
their game.”

m Consider the interview a conversation. “it’s a shame that
there’s even a whole separate word for conversations on tele-
vision,” says Hartman. “It's a shame that we even call it an
interview.”

The Don’ts:

m Avoid double-barreled questions. Asking a source two
questions in one breath gives the speaker the choice of
which question to answer. Al Tompkins of The Poynter
Institute says the source inevitably will choose to answer
the easier question.

m Don't bully sources. Public radio talk show host Diane
Rehm avoids confrontation on the air, opting instead to ask
questions “in a normal, conversational tone that allows that
person the freedom to answer in a conversational tone or
for him or herself to get hostile in the process. That’s their
decision. | don’t want to put people on the defensive. | think
you catch more flies with honey than you do with vinegar.”

= Skip the blackmail and coer-

cion. Applying too much pres-
sure on a victim can backfire,
says Tompkins. And telling
sources that you'll be forced to
get your information elsewhere
if they don't talk to you can come off as
a threat.
m Don't badmouth other sources. The one
you're talking to might fear you'll do the same
thing behind his or her back.

m Whisper when you make small talk at a

crime scene. Some reporters, like other first
responders, tend to ease their own shock with
off-color humor that families can overhear. It
can cost you the interview.
= Conceal your agreement or disagreement
while the source is speaking. Tompkins says even
nodding your head to show that you're listening
can be mistaken for agreement.

m Keep the source from talking about the
interview topic until the tape starts rolling.
Westwood One’s Jim Bohannon avoids
meeting the source until it's time for

the show to start.“Most people
have only one good explanation on

a given point in them, and | don’t
want it wasted on me,” he says.“|
want the audience to hear it.”

= Reword leading questions. Sportscaster Marc Zumoff
bristles when he hears reporters tell coaches, “You must be
pleased with your team’s performance.” He'd rather hear the
coach say if he’s pleased or upset.

= Know that sources can’t speak for others. NPR host Scott
Simon labels “inane” questions like: “Why do you think the
people of New Hampshire didn’t vote for you?” or “Why do
you think the prosecutor is trying to convict you?” Such ques-
tions, he says, invite self-serving answers or lead the source
to quote polls or answer, “l don’t know.”





	A

	acrossed
	across
	It is easy to confuse "across" with "crossed" but better to keep them separate.

	affidavid
	affidavit
	Even if your lawyer's name is ''David,'' he issues affidavits.

	Antartic
	Antarctic
	Just think of an arc of ants (an ant arc) and that should help you keep the [c] in the pronunciation of this word.

	Artic
	Arctic
	Another hard-to-see [c]—but it is there.

	aks
	ask
	This mispronunciation has been around for so long (over 1,000 years) that linguist Mark Aronoff thinks we should cherish it as a part of our linguistic heritage. Most of us would give the axe to "aks."

	athelete, atheletic
	athlete, athletic
	Two syllables are enough for "athlete."

	

	B

	barbituate
	barbiturate
	Don't forget this word contains three others: bar+bit+u+rate

	bob wire
	barbed wire
	No, this word wasn't named for anyone named ''Bob;'' it should be "barbed wire," although the suffix –ed, meaning ''having,'' is fading away in the U.S.

	bidness
	business
	The change of [s] to [d] before [n] is spreading throughout the US and when the unaccented [I] drops from this word the [s] finds itself in the same environment as in "isn't" and "wasn't."

	a blessing in the skies
	a blessing in disguise
	This phrase is no blessing if it comes from the skies. (Pronounce it correctly and help maintain the disguise.)

	

	C

	Calvary
	cavalry
	It isn't clear why we say, ''Mind your Ps and Qs'' when we have more difficulty keeping up with our Ls and Rs. Had there been a cavalry in Jesus' time, perhaps Calvary would not have been so tragic.

	cannidate
	candidate
	You aren't being canny to drop the [d] in this word. Remember, it is the same as "candy date." (This should help guys remember how to prepare for dates, too.)

	card shark
	cardsharp
	Cardsharps probably won't eat you alive, though they are adept at cutting your purse strings.

	caucaphony
	cacophony
	There is no greater cacophony [kæ'kafêni] to the ears than to hear the vowels switched in the pronunciation of this word.

	The Caucases
	The Caucasus
	Although there are more than one mountain in this chain, their name is not a plural noun.

	chester drawers
	chest of drawers
	The drawers of Chester is a typical way of looking at these chests down South but it misses the point.

	close
	clothes
	The [th] is a very soft sound likely to be overlooked. Show your linguistic sensitivity and always pronounce it.

	

	D

	dialate
	dilate
	The [i] in this word is so long there is time for another vowel but don't succumb to the temptation.

	diptheria
	diphtheria
	The ''ph'' in this word is pronounced [f], not [p].

	doggy dog world
	dog-eat-dog world
	The world is even worse than you think if you think it merely a "doggy-dog world." Sorry to be the bearer of such bad news.

	drownd
	drown
	You add the [d] only to the past tense and past participle.

	

	E

	elec'toral
	e'lectoral
	The accent is on the second, not the third, syllable and there is no [i] in it—not "electorial." (By the way, the same applies to "mayoral" and "pastoral.")

	excape
	escape
	The good news is, if you say "excape," you've mastered the prefix ex- because its meaning does fit this word. The bad news is, you don't use this prefix on "escape."

	expresso
	espresso
	While I can't express my love for espresso enough, this word was borrowed from Italian well after the Latin prefix ex- had developed into es-.

	excetera
	et cetera
	Latin for "and" (et) "the rest" (cetera) are actually two words that probably should be written separately.

	expecially
	especially
	Things especial are usually not expected, so don't confuse these words.

	

	F

	Febyuary
	February
	We don't like two syllables in succession with an [r] so some of us dump the first one in this word. Most dictionaries now accept the single [r] pronunciation but, if you have an agile tongue, you may want to shoot for the original.

	fedral
	federal
	Syncopation of an unaccented vowel is fairly common in rapid speech but in careful speech it should be avoided. See also "plute" and read more about the problem here.

	fillum
	film
	We also do not like the combination [l] + [m]. One solution is to pronounce the [l] as [w] ("film" [fiwm}, "palm" [pawm]) but some prefer adding a vowel in this word.

	fisical
	fiscal
	In fact, we don't seem to like any consonants together. Here is another word, like athlete and film that is often forced to swallow an unwanted vowel.

	foilage
	foliage
	Here is another case of metathesis, place-switching of sounds. Remember, the [i] comes after the [l], as in related "folio."

	For all intensive purposes
	For all intents and purposes
	The younger generation is mispronouncing this phrase so intensively that it has become popular both as a mispronunciation and misspelling.

	

	H

	heighth
	height
	The analogy with "width" misleads many of us in the pronunciation of this word.

	'erb
	herb
	Does, ''My friend Herb grows 'erbs,'' sound right to you? This is a US oddity generated by the melting pot (mixed dialects). Initial [h] is always pronounced outside America and should be in all dialects of English.

	hi-archy
	hierarchy
	Remember, hierarchies go higher than you might think. This one is pronounced "higher archy" and not "high archy."

	

	I

Illinoise           Illinois            There is no noise in Illinois- the S is silent.                 

	interpretate
	interpret
	This error results from the back-formation of "interpretate" from "interpretation." But back formation isn't needed; we already have "interpret." (See also 'orientate')

	irregardless
	regardless
	"-Less" already says ''without'' so there is no need to repeat the same sentiment with "ir-."

	idn't
	isn't
	Again, the struggle of [s] before [n]. (See also "bidness" and "wadn't")

	

	J

	jewlery
	jewelry
	The root of this word is "jewel" and that doesn't change for either "jeweler" or "jewelry." The British add a syllable: "jewellery" (See also its spelling.)

	jist nor dis
	just
	As opposed to the adjective "just," this word is always unaccented, which encourages vowel reduction. However, it sounds better to reduce the [ê] rather than replace it with [i].

	

	K

	Klu Klux Klan
	Ku Klux Klan
	Well, there is an [l] in the other two, why not the first? Well, that is just the way it is; don't expect rationality from this organization.

	

	L

	lambast
	lambaste
	Better to lambaste the lamb than to baste him—remember, the words rhyme. "Bast" has nothing to do with it.

	leash
	lease
	Southern Americans are particularly liable to confuse these two distinct words but the confusion occurs elsewhere. Look out for it.

	libel
	liable
	You are liable for the damages if you are successfully sued for libel. But don't confuse these discrete words.

	libary
	library
	As mentioned before, English speakers dislike two [r]s in the same word. However, we have to buck up and pronounce them all.

	

	M

	masonary
	masonry
	We have been told that masons are most likely to insert a spare vowel into this word describing their occupation but we know others do, too. Don't you.

	mawv
	mauve
	This word has not moved far enough away from French to assume an English pronunciation, [mawv], and should still be pronounced [mowv].

	mannaise
	mayonnaise
	Ever wonder why the short form of a word pronounced "mannaise" is "mayo"? Well, it is because the original should be pronounced "mayo-nnaise." Just remember: what would mayonnaise be without "mayo"?

	miniture
	miniature
	Here is another word frequently syncopated. Don't leave out the third syllable, [a].

	mute
	moot
	The definition of "moot" is moot (open to debate) but not the pronunciation: [mut] and not [myut].

	mis'chievous
	'mischievous
	It would be mischievous of me not to point out the frequent misplacement of the accent on this word. Remember, it is accented the same as mischief. Look out for the order of the [i] and [e] in the spelling, too—and don't add another [i] in the ending (not mischievious).

	

	N

	nother
	other
	Misanalysis is a common type of speech error based on the misperception of where to draw the line between components of a word of phrase. "A whole nother" comes from misanalyzing "an other" as "a nother." Not good. Not good.

	nucular
	nuclear
	The British and Australians find the American repetition of the [u] between the [k] and [l] quaintly amusing. Good reason to get it right.

	nuptual
	nuptial
	Many speakers in the US add a spurious [u] to this word, too. It should be pronounced [nêpchêl], not or [nêpchuêl].

	

	O

	often
	ofen
	We have mastered the spelling of this word so well, its spelling influences the pronunciation: DON'T pronounce the [t]! This is an exception to the rule that spelling helps pronunciation.

	ordinance
	ordnance
	You may have to use ordnance to enforce an ordinance but you should not pronounce the words the same.

	orientate
	orient
	Another pointless back-formation. We don't need this mispronunciation from "orientation" when we already have "orient." (See also "interpretate")

	ostensively
	ostensibly
	Be sure to keep your suffixes straight on this one.

	

	P

	perogative
	prerogative
	Even in dialects where [r] does not always trade places with the preceding vowel (as the Texan pronunciations "differnce," "vetern," etc.), the [r] in this prefix often gets switched.

	perscription
	prescription
	Same as above. It is possible that we simply confuse "pre-" and "per-" since both are legitimate prefixes.

	preemptory
	peremptory
	The old pre-/per- problem. Do not confuse this word with "preemptive;" the prefix here is per-.

	prespire
	perspire
	"Per-" has become such a regular mispronunciation of "pre-," many people now correct themselves where they don't need to.

	plute
	pollute
	This one, like "plice" [police], spose [suppose], and others, commonly result from rapid speech syncope, the loss of unaccented vowels. Just be sure you pronounce the vowel when you are speaking slowly. Read here for more on the problem.

	(probly, prolly)
	probably
	Haplology is the dropping of one of two identical syllables such as the [ob] and [ab] in this word, usually the result of fast speech. Slow down and pronounce the whole word for maximum clarity and to reduce your chances of misspelling the word.

	prostrate
	prostate
	Though a pain in the prostate may leave a man prostrate, the gland contains no [r].

	

	R

	realator
	realtor
	As you avoid the extra vowel in "masonry," remember to do the same for "realtor," the guy who sells what the mason creates.

	revelant
	relevant
	Here is another word that seems to invite metathesis.

	reoccur
	recur
	You don't have to invent a new word from "occur." We already have a verb "recur" that does the trick.

	respite
	respite
	Despite the spelling similarity, this word does not rhyme with despite; it is pronounced ['re-spit]. Give yourself a permanent respite from mispronouncing it.

	

	S

	sherbert
	sherbet
	Some of the same people who do not like two [r]s in their words can't help repeating the one in this word.

	silicone
	silicon
	Silicon is the material they make computer chips from but implants are made of silicone.

	snuck
	sneaked
	I doubt we will get "snuck" out of the language any time soon but here is a reminder that it really isn't a word.

	sose
	so
	The phrase "so as" has been reduced to a single word "sose" even when it is not called for. "Sose I can go" should be simply "so I can go." By the way, the same applies to alls, as in "Alls I want is to never hear 'alls' again."

	spade
	spay
	You can have your dog spayed but so long as she is a good dog, please don't spade her.

	spitting image
	spit and image
	The very spit of someone is an exact likeness. "The spit and image" or "spit image" emphasizes the exactness.

	suit
	suite
	If you don't wear it (a suit [sut]), then it is a suite [sweet], as in a living room suite or a suite of rooms.

	supposably
	supposedly
	Adding –ly to participles is rarely possible, so some people try to avoid it altogether. You can't avoid it here.

	supremist
	supremacist
	This word is derived from "supremacy," not "supreme." A supremist would be someone who considers himself supreme. You know there is no one like that.

	

	T

	tact
	tack
	If things are not going your way, do not lose your tact—that would be tactless—but take a different tack.

	take for granite
	take for granted
	We do tend to take granite for granted, it is so ubiquitous. But that, of course, is not the point.

	tenant
	tenet
	A tenant is a renter who may not hold a tenet (a doctrine or dogma).

	Tiajuana
	Tijuana
	Why make Spanish words more difficult than they already are? Just three syllables here, thank you.

	triathalon
	triathlon
	We don't like [th] and [l] together, so some of us insert a spare vowel. Pronounce it right, spell it right.

	

	U

	upmost
	utmost
	While this word does indicate that efforts are up, the word is "utmost," a(!) historical variation of "outmost."

	

	V

	verbage
	verbiage
	Here is another word that loses its [i] in speech. Pronouncing it correctly will help you spell it correctly.

	volumptuous
	voluptuous
	Some voluptuous women may be lumpy, but please avoid this Freudian slip that apprises them of it.

	

	W

	ways
	way
	"I have a ways to go" should be "I have a way to go." The article "a" does not fit well with a plural.

	wet
	whet
	In the Northeastern US the sound [hw], spelled "wh," is vanishing and these two words are pronounced the same. Elsewhere they should be distinguished.

	

	Y

	Yoke

Yipsalanti
	yolk
Ypsilanti
	Another dialectal change we probably should not call an error: [l] becomes [w] or [u] when not followed by a vowel. Some people just confuse these two words, though. That should be avoided.

There’s no Yippie in Ypsi”

	


A few others to watch out for:

Goin’ , Commin”, sayin”


Stop dropping the “G”

I Seen it





I saw it or I’ve seen it

 Show Outline
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The Aircheck Demo Tape 



Read what Radio Pros say should be on your aircheck demo tape.


        Getting hired at a radio station for an on-air position usually comes down to one thing, your demo tape.  This is referred to most often as an "aircheck".  It's a tape of you speaking on the air.  For news talent, it's your newscast.  For musical air-talent, it's what you say between songs or at the end of a music set before going to commercial break.
        There are two philosophies on airchecks.  The first says that an aircheck should be live, from the radio station at which you worked.  The other says you should create an aircheck specifically for the format of the station to which you are applying for a job.  Both of these outlooks have their benefits and drawbacks.  The live aircheck shows how you actually sound on the air, but isn't necessarily in the format of the station to which you are applying.  The prepared aircheck shows what you can do in a specific format, but you simply aren't actually on the air.  In most cases, such an aircheck is prepared in a production studio.  It isn't "real" and that fact will be in the back of the listener's mind.
        For the person trying to break into radio, quite often the ability to provide a prospective employer with a live aircheck simply isn't there.  It's hard to have a live aircheck if you haven't ever been on air.  The major drawback to a prepared, or produced, aircheck is that if you've never had on-air experience and if you do get the job, you now must be able to perform up to the standard set on your demo tape.  Many people are unable, their first time behind a live microphone connected to a transmitter and being listened to by thousands of people, to be as good as they were in a production studio where they could rewind the tape if they made a mistake.
        Here are some hints on creating a good musical demo tape for the person new to radio.  Keep it short, two or three minutes at most.  Put your best breaks first.  Attempt to show that you can do different things and sound vocally different as needed.  That is, come out of a ballad softly and "ramp" your voice to the upbeat song coming up next.  More often than not, if the person listening to your tape isn't interested in you in the first thirty seconds, they won't keep listening to your tape.  Keep the music sections short.  The person listening has heard the music before and doesn't want to hear a lot of it again.  They want to hear you.  Leave just enough music to demonstrate you're into the song's fade.  If you're talking over a song's intro, cut the music shortly after you've finished speaking.  Take time and use some effort and care in preparing your demo tape.  Edit out any extraneous music.  If it's a live aircheck, don't edit out errors you made on the air.  Just don't use those breaks.  Make your edits clean and have them flow.  Cut the tape on a beat and try to join it to a beat at the beginning of the next section.  Attention to detail is important.
        News demo tapes should be fresh.  Don't send out a demo tape with news that's three months old.  The news should be no more than two weeks old if at all possible.  If it's a live aircheck of a newscast you've done at your current station, you can include a very short section of the lead-in to your newscast that might include the news entry jingle or sounder before you begin to speak.  Keep such items short.  Again, the person listening wants to hear you give your newscast, they don't want to hear a lot of other, extraneous information.
        Production demo tapes need to showcase both your best work and the range of your work.  Demonstrate your ability to meld multiple sound elements into a seamless whole.  Music, voice and sound effects should all work together.  If you don't speak well, don't send spots you've voiced.  Part of the job of production director, or assistant, is to select the voice talent best able to do the job.  If you aren't the best person to voice a commercial, don't send spots with your voice on them.  At the same time, if you have the voice to be part of your spots, use them, and show your vocal range.  It's best to include several commercials, or parts of commercials that show what you can do.  You might begin with a station promo followed by a hard sell, then a soft sell followed by a concert spot.  You need to decide whether to include the full spot or just enough of the spot to sufficiently demonstrate your talent.
        If you're new to radio, the main objective is simply to get hired at a radio station, regardless of the position you'll have.  If you're sending a tape for an on-air music job, send everything you've got.  Send an aircheck followed by a two minute newscast.  Put your production demo tape on the flip side.  Cue the tape to the point you want the listener to hear.  Don't make them wait for leader tape to pass or make them try to find your demo.  Have it ready to go.  Many people have the ability to burn their own CDs, and you can definitely send one instead of a cassette.  Put your aircheck on track one, your news demo on track two and so on.
        If you do send a tape, a cassette is preferred, the tape itself is very important.  Use a standard cassette, not the super high-quality metal or high-bias type.  Such tape usually requires a special setting or a switch to be flipped on older cassette decks.  If the switch isn't set, the sound quality of your tape could suffer.  Don't use C-30, C-60 or C-90 cassettes when a C-10 will do.  Use a cassette long enough to hold all your material, but as short as possible.  No one is going to fast forward through a 90-minute cassette to hear your production demo on the flip side.  We recommend you don't use any type of noise reduction, either Dolby, DBX or anything else.  The person who listens to your tape may not have a cassette deck that handles DBX or they may need to set the cassette deck for Dolby noise reduction.  In that case, your tape will potentially sound muddy.  Above all, listen to the entire tape or CD before sending it.  Make sure the recording levels are perfect.  Low levels will make the listener adjust their volume and allow tape hiss to be heard in the background.  Levels that are too high may make the tape sound distorted.  If you send a CD, listen to it on a regular CD player, not your computer.  Make sure it plays on their machine since they may not play it on their computer.
        Most importantly of all, label your cassette or CD with your name and your phone number.  Cassettes often become separated from their cases, J-cards and resumés.  If the listener likes your tape, but can't figure out who you are because the tape isn't labeled, you won't get the job they might have hired you for.  Use a nice label.  Look professional.  Don't scotch tape a handwritten piece of paper to the cassette.  If you're reading this, you have a computer.  Use it to create a nice, high-quality, professional looking label.  Don't use a cassette that has been used before.  Putting your own label on top of three or four, or even one, previous label doesn't benefit your desire to look professional.
        When your tape is ready to go, send it!  Don't hesitate.  You'll always be able to make your tape better, so you have to make the decision at some point that it's ready to go.  Listen to it critically and be sure it's ready, but don't be too critical.  Get you tape in the mail along with your resumé and cover letter.  Good luck. 



What Radio Pros Want On Demo Tapes
Used with permission.


Dan McKay, Program Director, WXYK (KISS-FM) Biloxi
        For an entry-level gig, I want someone who can handle the basics with creativity, but not go off the deep end.  I've heard airchecks from beginners who try too hard to be clever.  Experienced jocks make this look easy . . . but keeping a NATURAL sound while doing bits or humor is tough.
        Unless you're going for a morning gig where constant inventiveness is a must . . . it's better to relate than perform.  What would make your tape a hit for me are tight breaks -- no one more than 15-20 seconds.  Ditto for phoners.  Talking up the post isn't as important as good ad-libbing of a liner card.  Let me know you can think on your feet.  



David Gleason, Program Director, KTNQ, Los Angeles
Corporate Advisor to WQBA-Miami, WIND-Chicago, KESS-Dallas, KLAT-Houston and WADO-New York
        PD's do not uniformly want 2 minutes.  I have a low opinion of those who believe they can judge talent in 120 seconds.  When I do music stations, I want a scoped show.  Not a bunch of bits culled from the best of the last 18 months.  Even I can sound good over time, and I suck on the air.  I want to hear the flow, mood and execution of the format.  I want the bad with the good.  I want to know what you will sound like on the air.  If it takes a full tape, fine.  If I don't like it or it is not what I want, I can stop the deck.  Just make sure that the extraneous stuff is cut out and that the music is scoped tight.  I don't need to hear your playlist.
        That said, it is up to the PD to determine if you will fit the format or can be adapted to it.  Don't try to fake someone elses format.  It will sould exactly that way: unreal.  Do your current gig, show some production, perhaps a phone bit if you do them, and maybe a quick ad lib at the start saying who you are.
        Bother to use virgin tape.  Nothing goes over as badly as some old production cassette relabeled.  I am impressed by those who put their demos on a CD with individual tracks I can skim.  The quality is better, it allows me to skip around, and you can put a lot of production at the end in case the PD is very interested in hearing your read of the hardware specials.  Unless you really know how to do it, don't be cute or outrageous.  Stern wannabes are the cannon fodder of tired PDs. 



Alex Pagano, Music Director, WENZ, Cleveland
        Unfortunately the answer [to what a PD wants to hear on a demo tape] is, "it depends".  Every PD has his or her own idea of what they're looking for.  It also depends on format.  A CHR PD is probably looking for quick intros over music with some phones.  A rock PD is more interested in attitude and musical knowledge.  An AC aircheck should showcase your pipes and ability to read liner cards.  In any case, you should offer the best of what you've got.  And be prepared to offer a second tape with some production on it or even a "scoped" aircheck, [that is] all your breaks from one show with the music cut out.
        [If you're new to radio,] I'd suggest that your tape consist of all of the above.  One quick intro over music, one phoner, one break showing off some music knowledge, a liner, and a break showcasing your personality.  Whatever you do, make sure you put the best stuff FIRST!! 



Zippy The P
        When I get a tape, I want to hear a typical show, not a "greatest hits" tape.  I want to know what a jock is capable of day-in and day-out.  I also want to know what other skills a jock possesses, especially production skills, or news reading.
        My ideal tape would include 5-7 minutes of aircheck from one show.  If you have worked several jobs, I would produce a tape with 2-3 minutes each from several stations.  I would then follow up with a sampling of production.
        Here I would select 6-8 good spots of varying styles; straight read, funny voices, multiple voice spots, high energy, low energy, and of course, spots that show your editing skills, like a club or concert spot.  
        By now your tape is 15 minutes long, but if a PD is interested in you, having a longer tape will be an asset.  He or she will have all they need to evaluate you without having to call and ask you for more.  
        This goes for references too.  Just give them.  This "references upon request" stuff is B.S. I'd like to know who started it.  If I'm interested in you, I want the whole package NOW.  Besides, I'll call your former employers for references whether you list them or not. 



Joe Logan, Air Talent/Producer, WZZK, Birmingham
formerly PD KSSN, Little Rock and PD/OM WAEV/WLVH, Savannah
1. Try to keep the tape to no more than 5 minutes (including production). 

2. Give'em your best stuff. 

3. Include at least 4 pieces of production at the end.  Just play the first 15 seconds.  You're selling yourself not the product. 

4. Keep the resume to no more than two pages. 

5. Send tons to of T&Rs out.  It gets your name out there. 

6. Do a follow-up call (keep it short) after 2 week to confirm they received the package. 

7. Don't be cocky.  Be honest with yourself and the potential employer. 

8. Try not to talk money during the first meeting. 

9. Try to stay away from anything longer than a 6 month non-compete. 

10. Get an extention on your Visa/MasterCard ... you're gonna need it. 



Val McGinness, Voice-Overs
      As a former P.D. with 33 years in the broadcasting business, I found that you have to listen for what the applicant sounds like in general . . . how much talent he shows.  Every air talent should be able to take enough direction to fit into your format, but just listening with a good ear singles out the good talent.  You've either got it . . . or you ain't.  You want to ask yourself how the applicant handles goofs, the audience, his music, his talk, and himself in general.  That's a general answer, but you don't look for a great air talent the same way you do an applicant for an executive position.  Most people who have talent . . . songwriters, deejays, singers, musicians, writers, poets, dancers, magicians, etc. are "squirrely" in some form or another.  If employers want talent . . . real talent . . . on the air, they need to hire with talent foremost in their thoughts.  They're not hiring doctors or lawyers. 

[image: image43.jpg]Listening Post Exercise

This exercise is designed to help you get in touch with the viewers you serve
in the communities you cover. You know the campus part of this market
well, but how well do you know the city of and the people
outside the university who live and work here? This is your chance to find
out a little of what’s important to them, by taking up a ‘Listening Post’ at one
of the places they regularly hang out.

The Exercise:
Choose a partner in class.

Choose a site around town (NOT anywhere on/near campus) to ‘*hang out’.
Examples: barber shop, grocery store, post office, fast food restaurant (the
rule is that it cannot be within 5 blocks of campus), a chain restaurant, the
mall, a farmers’ market, a high school football game, c1ty recreation center,
park, etc.

Pick a place inside your location where people are gathered—the cash
registers, the pharmacy, the football concessions, etc. and listen to the
conversations. Feel free to join in; you're not reporting on these people,
you're just getting ideas.

After you leave make notes on what was talked about and formulate one
local story idea (or a local angle on a national or world story if that’s what
they were talking about). It doesn’t have to be a lead story, or even hard
news... it just has to be a story that people here in town would be interested
in.

What You Turn In:
1-2 page typed summary of your Listening Post—
Where were you
Day and Time In/Out
List of topics discussed with brief description of what was said
Story Idea (including who you’d interview—doesn’t have to be
exact names, just titles is OK, and what b-roll you'd
shoot)





METRO NEWSSOURCE LOGIN

URL:  http://source.metronetworks.com/
User Name:  WPHS_MI

Password:    v8yuxo

             Metro news source different categories
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	Bulletin 
World 
State News 
State Summary 
Money 
ShowPrep 
Sports 
Audio 
Weather 
Health 


	


Radio News Format
I. News Open: (you write it, no longer than 2 sentences):5  

a. Name
b. Station ID
c. Date
Play over news music bed

II. Lead Story: Local  ( go to state news and search warren)30-:45


III. State (go to state news and search Michigan):  :20- :30


IV. National / International ( go to World):20-:35

PSA :30 or :60


V. Sports (Sports and search Detroit) :20-:30

 


VI. Human Interest/ Entertainment  (Go to Show Prep) :15- :20

VII. Weather Forecast: (weather and Detroit Forecast) usually 2 days forward :10- :15


VIII. Close: (you write it ) :5

Play over news music bed

Should last approximately 3:00 minutes- 5 minutes

Discuss format with Board operator 
Read aloud at least twice to another person before going on air

Must be done from News room

Turn in News copy in news studio (with name on it)

Fill out News evaluation sheet as well

What makes up a script?

CHARACTERS- Who’s in the “scene”


Announcer; Proper names; 

On a separate sheet of paper include additional information about the character so that it is cast/read properly. 

Bob is a middle aged, security guard, bored with his work, at the end of his shift.

Announcer is female, sultry, sexy voice.

Dialogue:  WHAT ARE THEY SAYING?

Should be written conversationally- like your character would say it. 

Include “cues” to your talent on how to read the line.

BOB: (angry) DUDE, YOU SUCK!

(Music:) Is there music to help set the tone or create the setting?

Music details can be on a separate sheet as well

Artist Vivaldi, Album Four Season, Track Summer, Specific time :05 to :11sec.

In the script put   (Music: Vivaldi)
(SFX:)  What specific sounds do you hear? Natural sound and individual sounds.

With music and SFX you need to include direction on how the element is introduced, how it is heard, and how it ends.

Up- begins by itself


Can include Fade if it is to fade up

 Otherwise it is assumed to just begin
Over- Louder than anything else


 Can be used in combination with Up; 

Up & Over: implies music/SFX begins by itself then goes Over next element
Under- underneath another element


Can be used in combination with Up

Up & Under: implies you hear the music/SFX first then it goes under the next element
Out- stops. Can include Fade or Cold. 


Music/SFX never end unless there is an Out cue.


The only exception would be a SFX that is a one time sound like


(SFX: Door Slam)  other wise

BOB: (SFX: Car breaks, UP and Under) (Screaming) FLUFFY! LOOK OUT!  (SFX: Out cold) (Music: Death March up and under) (Solemn) DEARLY BELOVED WE ARE GATHERED HERE TODAY TO MOURN FLUFFY. (SFX: tears under and out) (Music: Fade out)

Remember to Double space. Do Dialogue in Caps and start a new line each time your character changes,
 Copywriting Rules
name of company

name of commercial 

Length of commercial; either :30 or :60  
ALL CAPS

DOUBLE SPACE

(MUSIC:SFX IN PARENTHESES)- these are placed exactly where they should take .

(more than one SFX together- at same time- go in same )  (SFX: one after the other go in separate parenthesis) 

CHARACTERS:  UNDERLINED

NEW LINE WITH EVERY CHANGE IN CHARACTER DIALOGUE

1 INCH MARGINS

TALENT: (Talent cues go before the )

For example-

S: (shouting) ! 

MUSIC CUES-

(Music up)

(music under)

(Music over)

(music out)

(music out will be cold or fade)

(music up may need a specific time :05)








Researchers have been able to look at human beings and our behavior and find 4 main motivations (Why’s we do what we do) for almost everything.  
Look at the picture above those are our needs. We have a basic need to have these fulfilled in our life and when they aren’t, or it feels like they aren’t, we will behave in a way that we think will help us get that missing piece.

This applies to almost any decisions we make in our lives like: 

· what we buy

· what we listen to

· what we participate in
· who we date 

· the risks we take
· the friends we choose.

What was the last thing you regret doing or got in trouble for?

Who 

Where 

When

Why did you do it?

For each answer figure out witch need it may have been filling and write it in. It can be more than one need.

Writing for Radio
The Copywriter and Commercials
It is the copywriter's responsibility to formulate and construct the commercial. A radio commercial, used skillfully, can be a most powerful sales weapon. Radio copywriters must adhere to a policy of honesty and truthfulness. A copywriter must always remember that they are writing for the ear and not the eye. The message must be simple, to the point and easy to understand. if the listener does not get the message, the product just won't sell. The commercial should be a straightforward statement of why the listener should buy the item or service, and why they should do it right now.
Commercials can have a format of their own. This can be a headline or lead that states the item being offered, or which directs attention to the major selling feature. Whether it is a few words or a complete sentence, it should arrest the attention of the listener. Never use a general or long winded introduction to try to gain the listener's attention. Specific selling features of the item being offered should be used. Repeat or summarize the items. Knowing the composition of the audience for a particular hour enables the radio copywriter to produce a commercial aimed at a specific group within the total audience. Remember, men react differently to commercials than do women, and the same olds true for different age groups.
Here are some pertinent points for the new copywriter. Know your sponsor, their products and their customers. The commercial must be meaningful and make sense. It must be honest, interesting and believable. It should be thought provoking and stimulate the mind to relate sensory pleasures associated with the product or service, as well as relay any benefits. It should be easy for the listener to identify the product. Use words and phrases that already "fit in" with the product and its image. Keep it brief and forceful, yet informal and friendly. Try to fit the commercial into the style or spirit of the program in which it is to be broadcast. Always have the commercial speak to the audience in terms of "you" or "your." The commercial should cause action and must include the "what," "whose," "when," and "why" to buy elements. Be specific. Keep the number of different items in any one commercial to a minimum. Don't use flowery or extravagant language. Avoid flippancy and hard to believe claims, or statements that are unreal, absurd or phony. Don't over emphasize minor details or bore the listener with excessive repetitions. Do what you can to avoid offending, irritating or annoying the listener. Above all, don't confuse them.

Commercial Types
	Straight:
	
	A sales talk or advertising message delivered by an announcer without the use of gimmicks, sound effects or musical background.

	Dramatized:
	
	A spot employing two or more voices presented in the form of a play or skit.

	Dialogue:
	
	A discussion between two or more persons concerning the product or service, but not in the form of a play or skit.

	Comedy:
	
	The sales message is coated in a humorous atmosphere.

	Punch:
	
	This is a hard sell, emphatic and urgent and requires a strong announcer delivery.

	Soft Sell:
	
	Easy going and natural, using a conversational tone.

	Musical:
	
	A combination of talk and music. The music starts and ends the announcement and is held softly in the background under the announcer's voice.

	Jingle:
	
	The spot is set entirely to music with the commercial message part of the song's lyrics.



Special effects and sound effects can be used to accentuate the message or to gain the listener's attention. They should relate directly to the message content.
Many of the types can include aspects of others. A hard sell can include music and sound effects, even a jingle and singers. The comedy spot can include a straight announcement at the end giving the address and phone number. The dialogue and dramatized spots can be quite funny, changing them into comedy spots.

The Idea
A good commercial starts with a good idea. The best ideas are pertinent, to the point, and believable, incorporating strong consumer benefit. An ad in print can be reread and absorbed slowly. A radio commercial fades as quickly as it is heard. You must make the central selling theme of your commercial stick on the first hearing. Writing for radio requires terse, concise, direct writing. In order to be heard, understood and remembered, use single purpose, single idea sentences. Build premise on premise, promise on promise, benefit on benefit. Do it with short sentences, one at a time.
Remember that you are writing to be heard, not read. Every commercial must sell not the new, exclusive features, but the way in which these features will benefit the listener. You must build benefits, usually out of the raw factual material you get from the client. It is therefore of utmost importance that you know the client's business or product in depth.
A really good commercial should have only one dominant selling idea. All other points or ideas should play up the main one. Stick to the facts, avoiding clichés, wild claims, unnatural figures of speech, uninteresting words and generalities.
Use repetition effectively, as a gentle brainwashing. It makes the listener feel familiar with an otherwise unfamiliar product or store. People tend to buy what they are familiar with. Create familiarity without being monotonous or annoying. Repeat the client's name. Link it with the product.
Single out one person and talk to him or her. Use the word "You." Use it positively. Use it often. "You," next to your listener's own name, is the most pleasing sound in the world to them. When you direct your commercial to sell to a single person, you impact, and thereby sell, to many
Writing Without Clutter
Candor helps make any commercial more successful. When you admit your weaknesses, people are more willing to believe your strengths. Try to avoid trite expressions, overworked phrases and eliminate unnecessary clutter. Come right out and say what you mean. Don't use several words when one well selected word will do. In other words, don't be muddy when you can be clear. Here are some examples of phrases that are commonly used that can be shortened:

The Words You Use
When you write, you use words. The words must get the idea you are expressing across to the listener within the time frame allotted. Selection of each word is critical. Certain types of words assist in achieving that goal.
Impact Words are those that attract attention and interest. The word "New" can step up the power of your commercial, but give a real reason for the newness by demonstrating it with some new benefit. Another impact word with high consumer appeal is "Free." Use it when you can. "Now" is also important. When you need immediacy, use "Now."
Use vivid, image making words your listeners can relate to with pleasure. Use urgent words, such as simple direct verbs. Don't use, "You can save," but simply, "Save!" Don't use, "You can buy," but simply, "Buy!" Ask directly for the sale. Use exact words. Avoid "try," "that," and "which" for example. Don't "Try our product," but "Buy" or "Drive" or "Drink" our product.
Use the present tense. Make it seem that the customer is saving money and it's happening right now. Don't say, "There are many interesting things to be seen." Instead, use "See the many interesting things." Not, "Here are some of the things people have said about our...", but "Here is what people say about out..." Keep verbs in the present tense. Give your commercials the everyday sound of natural speech. Write the commercial the way you would say it as if you were talking to a friend. If you use two voices make it sound like conversation, not dialogue.

Constructing the Commercial
A commercial should do four things, in approximately this order, get attention, create interest, instill desire, and cause action. 

1. To get attention you must hook the listener. Give the central selling idea.

2. To create interest present the facts. Add urgency as needed.

3. To instill desire show how the listener will benefit. Be concrete and sell.

4. To cause action as for the sale. Sting the listener with something that helps make up their mind to buy the product. 

People tend to listen to what they already agree with. The way to change a person's mind is to begin by agreeing with them and slowly turn the conversation away from their point of view to your own. Get them to say "yes" to points of common agreement and you'll be more likely to have them say "yes" when you want them to agree to your proposition.
Get the listener to spend money with the advertiser because they want to spend it, not because you want them to. See things from the listener's point of view. Explain the benefit to them to get them to want the product. Make the customer feel wanted important and valuable to the store.

Writing It Out
When you are physically writing or typing the script of a commercial, the overiding concern must be to assure that the readers, the commercial's voices, read it the way you want them to. Write so there is no possibility of a mistake on meaning or pronunciation. Spell out every word. If a name is not pronounced as it is spelled, provide a phonetic pronunciation guide for the voice over artist at the top of the page. Use correct punctuation. A period is a longer pause than a comma and the failure to include a comma can affect the read. Don't divide words at the end of a line. If a word is too long to fit at the end of a line, put the entire word on the next line. Write number as their full length words. Fifty nine is used rather than 59. An option to this may be something like "you can get two 5-pound bags of flour." With any amount of money under a dollar, write "39 cents," not $.39

Using MusicWhen you select music, it should compliment to spot, not call attention to itself. Make sure it ends when the spot ends. Whenever possible, attempt to have the music end naturally at a break in the passage. If you must fade the music at the end of the spot it should never continue past the end of the last word spoken. It should fade out underneath the last few syllables. Under no circumstances should a piece of music end abruptly at an unnatural point in the passage.
Pay attention to the overall sound of your station, or the station that will play the commercial. The music in the commercial should be able to be associated with the station. Heavy meatal music in a commercial playing on a classical music station would alienate the listeners of that station form the product. Don't be afraid to leave music out of a commercial. As an example, in a dialogue spot music should not be used unless the scene calls for it. Music used in commercials should not be too familiar to the listener. This is especially true if the music will start the commercial without words said over it. If a listener knows the music and likes it, hears it and then someone starts speaking on top of it, they will be displeased.
The music should set the mood without interfering with the message. Upbeat music with an upbeat message. Classical music with a spot dealing with strength and durability. The music must fit the mood of the spot.
Vocals should be avoided whenever possible. If the message of the vocal coincides with the commercial it can be used, but the announcer should not talk while there is singing. The vocal will detract from the clarity of the announcer's message or, if the vocal is low enough to allow the announcer to be heard clearly, the lister will strain to hear the singer's voice and tune out the announcer.

Sound Effects
There are two types of sound effect. One os the recorded sound used to enhance your commercial. This is used, as an example, when the you are talking about tools or construction and you have the sound of saws and hammers in the background. The other is a modification of the announcer's voice. In this case the announcer may say they are in an airplane hanger or other large building. To make it sound more believeable, an echo may be added to the announcer's voice to amke it sound as though they actually are in a large building.
Sound effects can give your spot a sense of reality or get in the way. You must ask yourself if the addition of sound effects will add to the copy or detract from it. Will it aid in selling the product? Will it sound realistic? Then ask, is the sound you need available? Is it worth the effort to find it and use it? Is it worth it to have to go out and record it or create it?
A sound effect can be used to introduce a product effectively and quickly. A motocycle sound effect at the immediate start of an ad for a cycle shop works well. They can be used to underline a point. If you are talking about the size of the closets in a builder's commercial, you can use footsteps for several seconds as you say, "walk into one of our roomy closets." A small amount of echo in the announcer's voice may also help create the correct feeling of size. In a coffee spot, you can have the sound of liquid being poured as the announcer says, "All coffees sound alike when you pour them."

Summary Checklist 

1. Does the hook arouse curiosity?

2. Does the hook state, or imply, or ask a question about the central selling idea?

3. Is the central idea a good, pertinent one?

4. Does the copy stick to the facts and avoid generalization?

5. Have clichés been avoided?

6. Are simple, direct verbs used to make the copy urgent?

7. Is descriptive, vivid language used?

8. Is the language positive, natural and easy to understand?

9. Is the client's name mentioned often?

10. Is the central selling idea mentioned often?

11. Is there anything surprising or unexpected about the commercial?

12. If this is a "straight" read, is it talking to one person using "you" often?

13. Does the commercial point up only one basic selling idea?

14. Is the ending an effective stinger? 

Things To Remember 

· Stretch the listener's imagination. 

· Make it memorable. 

· Specify the target audience - teenagers, seniors, men, women, Hispanics, blacks, whites, eit. 

· Present one big idea. 

· Mention the product name or service frequently. 

· Capitalize on current events - tie the spot to the news.. 

· Use music to target the audience. 

· Jingles - when used, leep them simple. 

· Create a recognizable campaign theme. 

· Be interruptive - "We've stopped this commercial to make you think about . . ." 

· Use local or national radio personalities. 

· For long commercial runs, write several spots and rotate them. 

· Use prime time to your advantage - afternoon drive for auto spots, gasoline, tires. 

· Write the way you speak - "don't" instead of "do not," "I'll" instead of "I will." 

· Time spots you write while reading them aloud. Never time spots reading silently. 

· Allow sufficient time for the required sound effects and music. 

· Write copy in all CAPITAL letters. 

· After producing the spot and editing it, listen for the correct balance of 

· Music 
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Creation or Natural Stories,


Pourquoi Stories, 


Quest Stories,


Cowboy Poetry,


Impromptu,


Fantasy,


Spiritual,


Wisdom Tales,


Fables,


Myths,


Legends








Styles of stories


Dramatic,                              


Peaceful,


Humorous,


Serious,


Natural,


Formal


Informal,


Stand-up


Sit-down


Conversational, 


Solemn,


Didactic,


Animated, 


Intense, 


Bold,
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1 story must include an actuality








Belonging





I need……





Safety 








Fun





Freedom/ Power





WHY DID I DO THAT?





22. VU METERS SHOULD BE BETWEEN  ______ & ________ %





 THE THREE MOST IMPORTANT STEPS  USING THE BOARD ARE:
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26.  THE MONITORS ARE REALLY  WHAT?





27.  CAN A STUDIO BE BROUGHT UP ON A CHANNEL ON THE BOARD?




















KDKA


Marconi


receiver


Reginald Fessenden 


static


threat


Won














Word Bank


1400


 Amplification


Audion


Collapsed


compromise


Coney


deForest 


Executive


Heterodyne


Immigrant, 


Inventor











Commonly mispronounced words
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CONTROL BUTTONS

BANKS AND FILES
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PRESS PAUSE
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SELECT FILE NUMBER
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There are BANKS

		They’re like the file drawers

		Each one is labeled by the type of sounds in each drawer



SFX

Legal ID’s

Promo’s

PSA’s

Underwriters
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And There are  Files

		There like the files….. In each drawer or Bank



MCGRUFF PSA

Wednesday shows
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PROPERLY CUED UP (READY) MD
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TIME SHOULD COUNT DOWN
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INSTANT REPLAY SYSTEM



		Plays pre-recorded material like:

		Promo’s, PSA’s, Drops, Sweepers, etc



It’s like a 10 drawer file cabinet

With up to 50 files in each drawer
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TIME BUTTON












_1273570800.ppt


PRESS PLAY/PAUSE
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INSERT DISC
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Table of contents
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AUTO CUE BUTTON
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A mini disc player/recorder

Power button
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MD DISPLAY
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A mini disc


























