Continuity Scheduling:

Cloge-up spots and a
lesson from Dirty Harry

by Franklin Raff

You could leam a lot from a homicidal
vigilante. Take Drrty Harmy, He would
have made a great local radio rep. An
impassioned dealmaker, he was the
master of the assumed close. One
would nee lock for wiggle room in
Dirty Hamy's mate: card, One would not
1ry ter add the word ‘flavoriffic’ o Diny
Hamy's ad copy, Dimy Hamy's sales
proposats do not indude an "Option
B". Diny Harry was a conspicuously
progctive problem-sobeer. And [ wish
heworked forus, ‘cause nuan have we
gt problems,

From a creathve standpomnt, for
instance, we ofien find oursehes ata
paint of seemningly ivecondlable conr-
prowmise, On one hanc, we must give
‘establishing’ infommation in our ridio
ads: business name, location, phone
number—yes, repeated—mwehsite
and legal Innumerable surveys and
recall tess show that madio lsteners
maad this information, and are fres-
tmitec] by omissions.

But we must also craft the ‘dose-
up’ moments, the really creative rdio
thar people s o listen o, Now that
any stations think nothing of ninndng
as mary 25 18 spots per hour, great
COnET,

But just as minor salespeople will
try b quick-close an all-encompass-
ing ‘mdioadvenising pannership pack-
age,' 50 do many creatives ry o ackle
all coneent objecives in a single spot.
The end mesult is ofien the smme:

contracts, credibility, and the diens’ |

best inberests are uimately compro-
misecl

e have (I think) coined a phrase
incuraernp o anive at a responsible
and radiocentric schtion o the dose-
upfestablishing dichotomy of the ra-
dinad. We call it continmity scheduling.
Maturally, we pot the idea from waich-
ingg Diirty Hamy.

In crder o ensure clear and pow-
exful storytelling, Hollywood relies on
a systemn of filmnuking niles called
sopervasive thatanyone whoworksin
neurative film is expected to be thor-
cughily Farniliar with its principles. The
‘180 degree rule,’ for instance, dicanes
that a movie camera must afways
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rerminononesideola 180 degreeaxis
of action, Moo let's get back o Diny
Haury. First, we see an ‘establishing
shiot: The villain is to the left of the
screen, facing Harry on the right. The
axis of acion s set: bad guy lefi, good
guy right In the next shot we see the
bl iy, screen left, reach for his gun.
Cue to a diose profile of Famy deawing
from the left hip, and aiming rowands
screen Jeft Bang! And omt to dosc
profileofthe anguished bad guy facing
right. MNow another close-up: Hamy's
smaking gun, whase bamel—you
puessed it—faces lefi.

Close-up  shots lend emotional
inpact; the wincing face, the smok-
ing gun. But dose-ups would disori-
ent us if it weren't for the 180 degree
rule, Continuity editing brings cotier-
ency to the montage, regulating a
dynamic of emotional power and
intelectual consistency.

Soitis with contimuity sobadiaing a
sysiem comprised of establishing sbos
and close-up spals Anestablishing spot
is the information-based calling cardl. It
is designed © un exchasively and at
high frequency i the first months
{depending on fregquency, ane o thiee
months) of a mdio cmpaign, afer
which this frequency wanes, keeping
continusd preserce in all daypans as
lishing spets are always in the mix,
though they may decresse 1o as lite as
one play per daypar/day affer six
months as dose-up spois superede
them in the mtation.

An establishing spot shoukd be
engaging and verstile—the lsener
gets the facts and is pre-prepared, or
gurally and mentally keyed n, for
fumure close-up spots. An establishing
spot & neither a ‘generic’ spol, nor 2
sixty-second tag Rather, it sets a fct-
filled Tine of action, oplEmzing rans-
ference via audio and copy continuiry,

For the armious new clhient, the
esablishing spot offers 2 paniculardy
gentle introduction 1o mdiocentricty,
Callsthe Mosuessor effecr: By transfer-

ring existing creative (usually from |
pfin[}loaucﬁ&mrﬁr}nm]ﬂpljesgn|

other media with new creative

cpporunites. In this way, and al a

critical time, we show thar our renarie-
ably un-rackable medium cannaot, ar
this point, be tested. Rather, it is their
saless message that is simply tested on
a new audience, And so, unil ‘radio
stants o work' as we so nervously sy,
the ‘messape effedivensss’ onus is
Largehy on the clienc

Contimuiy scheduling also serves
as a deliberate enticer, As we gather
citical establishing frequency while
tranping throogh the pambul first in-
voices of a mdio campsign, we work
with cur clients 1o polish up the fun
stuff—ihe close-ups. And as we help
mold our clients' best ideas nto
rachiocentric ideas, we usually fined that
madio, the imaginaton medm, gets
thelir bestattention, Reaching over95%
of consumers weekly, only mdio can
puting a million different pictures in a
million different minds in the space of
a minute. And though the folks at
Craginy or flrzers Arcfae may
haughiity reboct Photusbagat the very
thought, America (and some of her
best creatives) ane stll degply in kove
with our mediunm, 16 just mone /i 1o
listen, and think, and write,

As we prepare for the infusion of
the chose-ups, we find we have a well-
established foundaion. Our listeners
krsoro odhoove ae, and they're ready o
knorer witnswe ane. Keeping that axis of
ation—thematic continuity—we un-
leash the fun suff. The soumlbitc
montage, Or, sy, a child's testinonial:
wornderfully unburmied and exhitarat-
ingly real. As bong as I serves as a
memovable, penetrating, and persuz-
sive superstructure o the establishing
Spat, it is appeoprizte.

The: dose-up spot has no need for
the wearsame, endless tags that steal
evechbility from ouradvertisersand T5L
frown our stations, Liberated from con-
trivance, the close-up spotcandowhal
ot intimate medium does bes: show
a el selling propesition, showusthe

| sl of a business. The close-up spol

isa positioning ool, but itls also anact
of penerosity, an oasis of authenticity
that compliments, serves, and ignites
the imagination of the listener,
Continuity scheduling salves a ba-
sic creative problem while making i€

randatory—at last from a creatve
stanchpoin—tharmdioadvertisers never
sacrifice frequency for reach. Continug-
iy schieduling sets creative roots deep
in the: ks of a Hstenershiip, Assuch,
it demands an wrelenting comumit-
ment to longer schedules and higher
owerall frequency values,

Conruiny schechling enficesa wary
client, insunes against prematiine oon-
tmact cancellations, cualyses agent-cli-
entereativeeffons, and isrocket el for
up-selling, And though there's lots of
room for improvement, the general
idea is working for us and our cients,

Emotional power and inrellecmal
consistency are the dyramic yin and
yang of continuity scheduling. Inthis
delicate balance, there is little room
for compromise.

So if you would be a shotgun
scheduler, 2 sprayer and prayer, or
an ad sprinkler—if you would rather
oy and say a little of everything all ac
once—if you think it's safer to make
the same old apologies for the same
obd results, safer to stand by and let
yourclient decrease radioina “down”
month, safer not 1o oy something
new; if you really think it's safer o
setile For declining nationwide auddi-
ence shares, disrespect from tradi-
tonal agencies, and our minisoule
porion of the natonwide ad dollar,
you'd better stop and ask yourself:
Do you feel lucky?
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