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Here are highlights of the October 29 meeting of the Board of Directors at Andersen Hall, University of Ne-
braska  College of Journalism & Mass Communications. 

• Chairman Roger Moody conducted the first Board Meeting of his term. 

• Financial Reports for July, August and September 2005 were presented by Treasurer Dennis Brown.  Brown 
also presented the 2004-2005 Budget for the Association, which was approved by the board. 

• Board also approved shifting of monies within the AIM Investment portfolio to achieve better return on in-
vestments. 

• Chairman Moody reported on NBA’s efforts to Lobby Senator Nelson and Congressman Terry on the DTV 
Tranisiton and legislation.   President Riemenschneider also presented the board with a report on Walt Rad-
cliffe’s history as NBA Lobbyist at the State Level.  The board approved the retention of Radcliffe as NBA 
lobbyist for 2006. 

• Public Service-  President Riemenschneider gave a report on both the Governor’s Monthly Call-In Show as 
well as the new Senator Ben Nelson quarterly Call In show, and reminded everyone that during the 2006 
election windows, the programs will be moved outside the windows when possible or the programs will go 
on hiatus during the months when the political window are in effect. 

• Karen Walklin, Drugs Are a Dead End Coordinator gave a report on the activities during the past fiscal 
year, specifically with regard to the Sub-grant, distributed the 2005-2006 budget and played one of the 
new television spots for the board.  The board also approved the extension of Karen’s current contract. 

• Chairman Moody gave a report on the upcoming 2006 Convention.  Some speakers/trainers have already 
been contracted to appear, including Jim  Tazarek  “Taz.”  A new more condensed format was approved 
which means the convention will run 2 days instead of the 2 ½ day conventions as in the past.  The 2006 
convention will be held August 10-11 in Lincoln. 

• The board accepted the resignation of Mike Flood, KUSO as director.  Flood explained that his duties as 
State Senator interfere with his ability to attend the board meetings.  The board voted to replace Flood 
with the General Sales Manager from KUSO, Angie Richards, who will fill the board vacancy through the 
remainder of the term which expires in August 2006. 

• The next board meeting will be held on Monday,  March 27, 2006 in Lincoln.  The annual luncheon with the 
Governor will be held that day as well as the Legislative Reception which will be held later that afternoon.  
Normally the reception and board meeting are held in late January or early February, but due to the Uni-
cameral’s full schedule, the date had to be moved back this coming  year. 

Board 
       Briefs 

The Omaha Press Club 
celebrated its 50th Anniver-
sary the evening of Octo-
ber 19.  The highlight was 
the club’s first-ever unveil-
ing of two separate Faces 
on the Barroom Floor on a 
single occasion.   Television 
legends 
and for-

mer Nebraskans and 
NBA Hall of Famers Dick 
Cavett (1991)and the 
late Johnny Caron (1987)
became the club’s 103rd 
and 104th Faces. 

Master of Ceremonies 
for the event was 
Omaha World-Herald 
columnist Mike Kelly.  
Roasters included University of Nebraska 
President James B. Milliken, author and 

storyteller Roger Welsh,  and NBA Hall of 
Famer Ron Hull (2004), Chairman of the 
Lewis and Clark 
Bicentennial 
Commission 
and special ad-
visor to NET tele-
vision. 

Cavett, who 
wore a micro-
phone during 
the ceremonies 
made comments during the proceedings 
and wrapped up his reminiscences with 
anecdotes about his fellow honoree, say-
ing that while Carson had a reputation 
for being cold and aloof, he could be 
“an absolutely wonderful human being.” 

The event was attended by a crowd esti-
mated at 180 people. 
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 Cavett and Carson Honored During Omaha 
Press Club’s 50th Anniversary Celebration 

NEBRASKA BROADCASTERS HOST FRANK SESNO   

Johnny Carson 

Dick Cavett 

Ron Hull and Dick Cavett 

On November 7 and 8, the Nebraska Broadcasters Association was proud to be one 
of the sponsors of the Nebraska Prevention Leadership Institute.  The Institute was 
held in Lincoln at the Embassy Suites Hotel, and was a most exciting and unusual pro-
fessional development opportunity. The event was sponsored by Nebraska Partners 
in Prevention (NePiP), a public/private State Advisory Council convened to provide 
leadership in reducing substance abuse throughout Nebraska. 
The NBA has been a member of the Ne-
braska Partners in Prevention Council since it 
was convened in early 2001 by then Gover-
nor Johanns.  NePip members worked hard 
to bring together some of the most thought-
provoking national researchers and policy 
makers to explore the complex issues in-
volved in preventing substance abuse and 
related social and public health issues.  Insti-
tute faculty consisted of national and inter-
national innovators and insiders. 
Our contribution to the Institute was bringing 
in Frank Sesno, former Washington D.C. Bu-
reau Chief for CNN and Professor of Public Policy and Communications at George 
Washington University. At CNN, Mr. Sesno supervised the network’s largest newsgath-
ering team and was responsible for the editorial direction of Washington coverage, 
including the White House, Congress, the Pentagon, and the State Department.  In 

(Continued on page 2) 

 

L-R:  Craig Larson, NBA Past Chairman; Frank 
Jonas; Laurie Sutter, Nebraska Health & Human 
Services; Roger Moody, current NBA Chairman. 
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   Nebraska’s Senators Reject McCain DTV Amendment 
ON November 3, 2005, the Senate 
considered Senator John McCain’s 
(R-AZ) amendment to the Digital 
Television bill, which would have 
accelerated the television transition 
hard date to April of 2008 from the 
2009 date specified in the base rec-
onciliation bill.  Thanks to an over-
whelming grassroots push by local 
broadcasters and the 50 state 
broadcaster associations, the 
amendment failed resoundingly by a vote of 30 to 69.  
Both Nebraska Senators, Ben Nelson and Chuck Hagel 
voted against the amendment. 

After the Senate voted to reject 
the McCain amendment, Senator 
Ensign (R-NV) withdrew his amend-
ment that would have reduced 
the funds allocated for consumer 
reimbursement for digital conver-
sion boxes from $3 billion to $1 bil-
lion. 

We thank all of you who phoned 
and wrote your Senators to 
achieve this result.  Thanks too to 
both Senators Hagel and Nelson for 
their votes. 

Senator Ben Nelson 

 Senator Chuck Hagel 

‘Tis the season for Thanksgiving and Holiday cheer.  
Some good news for Nebraska television broadcasters 
this Holiday Season.  The Senate passed a digital tele-
vision bill, as a part of the budget reconciliation bill, 
setting January 2009 for the end of analog telecasting 
and allocating three billion dollars in subsidies of set-
top boxes for elderly and low income households.  
That bill wasn’t passed without a fight though. Senators 
John McCain and John Ensign offered amendments 
shortening the end date and reducing the subsidy.  
McCain’s amendment was soundly defeated and En-
sign withdrew his amendment.  You will be happy to 
know our two Senators, Nelson and Hagel, both voted 
against the McCain amendment supporting our posi-
tion on the bill. 
I would like to thank those who called the offices of 
both Senators and voiced your opposition to the 

McCain amendment.  The fight 
now moves to the House of Repre-
sentatives.  Their budget reconcilia-
tion bill was narrowly passed with 
terms not quite as favorable to 
television broadcasters.  That fight 
will resume after the Holiday break. 
A special thank you also goes out to all the radio and 
television broadcasters in the state who helped raise 
money for the victims of the Katrina, Rita and Wilma 
hurricanes this fall. Your local fundraising efforts during 
times of crisis prove that local broadcasters are caring 
and concerned citizens, not only in there own state, 
but their country. 

Have a Great Holiday Season. 

addition, he served as host of the CNN’s flagship public 
affairs program “Late Edition with Frank Sesno.”  Before 
serving as CNN’s Washington Bureau Chief, Sesno was 
executive editor of the Washington Bureau, an anchor of 
two programs there and White House correspondent.  He 
moved to CNN in 1984 from Associated Press Radio. 

For his presentation at the Institute Sesno discussed how 
media decision makers decide what the public sees, 
hears and reads about substance abuse, addiction and 
related issues. As a springboard for discussion, Sesno 
played a program he produced as part of his public tele-
vision series “Sesno Reports” series.  The program, entitled 
“America Drinks” dealt with underage drinking and all of 
its ramifications.  Sesno followed some select young peo-
ple to understand each young person’s unique experi-

(Continued from page 1) ences with alcohol use and then following them through 
the treatment process.  After playing about 10-15 minutes 
of the “America Drinks” program as well as addressing me-
dia decision making, Sesno moderated a discussion of be-
havioral health prevention issues among Institute atten-
dees. 

Funds for sponsoring Frank Sesno’s appearance were paid 
from the NBA’s SubGrant with the Nebraska Health and 
Human Services System.  Sponsorship of the Institute was 
both because of our membership on the Nebraska Partners 
in Prevention Council, as well as to provide education of 
the role broadcasting in today’s society.  That goal is to 
explore how substance abuse specialists across the state 
can work with broadcasters to reduce substance use in 
Nebraska youth aged 12 to 17 years. 

 Karen Walklin 

How to Instill Pride in the Sales Staff 
1. Show your pride.  If your staff is going to follow anybody, let it be your 

lead. 
2. Spend time managing by wandering around.  Show your sellers how 

much you care about their work. 
3. Create an inspiring vision for your company. Communicate a set of 

governing values and beliefs that will excite people. 
4. Walk your talk.  Ensure that both your conduct and that of your manage-

ment team are characterized by the highest levels of ethics. 
5. Applaud and celebrate your team’s victories—even the little ones—

because when it gets you attention, they’ll know they’re doing some-
thing right. 

6. Give employees leaders they can look up to.  I’ve often thought of it as 
modeling the ideal skill-sets and values. 
 
                      Set the Rules 

7. Make your policies clear.  Unless supervisors are certain that the com-
pany cares about clarity, they themselves have a less-than-compelling 
reason to care about whether disciplinary matters are understood. 

8. Rules should be explained by managers.  For reminders about rules to 
be most effective, they should come to the employees from their direct 
supervisors and include the reasons behind them—inventory manage-
ment principles, rules of fairness to all, etc. 

9. Encourage supervisors to strive for employee cooperation.  The leader 
who trusts—and is trusted by—sellers and other staff in the course of 
daily work is the one most likely to inspire peer pressure among the 
staff to observe the right behavior. 

10. Encourage supervisors to enforce rules even handedly.  They must be 
enforced without exception if people are to respect them. 

Helping Newer Employees  
Get Acquainted 

11. Do the welcoming aboard personally.  This will indicate your support for 
the newcomer to the rest of the team.  Whether by memo or staff meet-
ing, make three points:  The new hire’s background and qualifications 
they bring to the job; an explanation of why they have been brought in 
(and, if appropriate, you attempt to allay any fears or rumors of replace-
ment ); and your expectation of help to be given to the newcomer and a 
reminder of the rules of account list management (if the job pertains to 
sales). 

12. Conduct an introductory tour.  This is a job too important to delegate.  
By doing it yourself, you show everybody the importance you place on 
immediate rapport and a good working relationship. 

13. Look into training possibilities.  If your company has a training pro-
gram, find out what might be of use to your newest hire. 

14. Make sure you maintain regular contact.  The newcomer will need to 
feel that your door is either open or that you are accessible. 

 

Turning Around a Poor Performer 
15. If  you’re the manager, don’t pass the problem on to someone else.  

Cowardly finding you way out of situations like these don’t work.  They 
“promote” or reassign under-performers to jobs where they’ll  do less 
damage. 

16. Make sure it’s a performance problem, not a system problem.  If the 
employee can solve the problem by working harder, longer, or smarter, 
then it’s a performance problem.  If no amount of effort or diligence 
would solve the problem, then it’s a system problem. 

17. Count the number of real performance problems you have.  If the man-
agers or sellers shortcomings are the norm rather than the exception, 
examine the culture within the company. 

18. Document the problem.  Collect unequivocal and irrefutable examples 
of the skill deficiencies or violations of rules.  Record the events and 
dates. 

19. Conduct a counseling session with the underperformer. 

20. Most important, plan a remedy tailored to the cause. 

 
Make the Sales Department’s Theme in 2006:     
     “Faster, Better and Smarter.” 
21. Always answer the question,  “Why should this prospect or advertiser do 

business with us?”  If you can’t come up with a list of ten reasons, go 
back to square one and reinvent accordingly. 

22. Set-up the system, and follow  through on the company credo, where 
every sales call is pre-planned.  Every client and each sales call ought 
to have a purpose—to give the client an idea that will increase store 
traffic and derive store traffic and drive sales.  Remember, objections 
melt in the heat  of a good sales idea. 

23. Train and show sellers how to fish where the big fish are.  Explain to 
sellers how they can have the best fishing boat on the prettiest lake 
with awesome tackle, but if there aren’t any fish, they’re coming back to 
the office each day (then going home empty-handed).  Simply stated, 
the sale is the trophy fish on the wall. 

24. Remind sellers that “Mr. and Mrs. Lunch” don’t buy.  I’ll never forget 
one of my first managers who deducted $10 from every paycheck and 
supplemented the pay envelopes with two rolls of dimes (what was then 
the cost of  a pay phone call for cold-calling during the lunch hour). 

25. If your papers or stations are available seven days a week, twenty-four 
hours a day, remind sellers everybody they need is a potential client.  
Top-performers know the marketplace is small.  Everyone knows some-
one.  Anybody can become a client, refer a client or recommend a client 
that needs their services. 

26. We’re in the activity business, not the sales business.  Sellers need to 
be reminded that if they commit to 100 sales “activities” per week, the 
numbers will work themselves out.  Do the math, then go through your 
results in a sales meeting.  If one-in-five buy, just how many calls must 
the team make?  If sales people commit to putting the right numbers 
into the funnel, the necessary numbers will come out. 

(Con’t. on Page 6) 
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30 Steps to Being a Better Sales-Oriented Manager in 2006
            By Irwin Pollack 
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   Lose the Formula 
                                   By Jeffrey Hedquist 

Stop writing radio commercials. 
Forget everything you've been taught, 

heard, or learned about writing radio commer-
cials.  Start with nothing.  Don't write a commer-
cial.  Write a letter, start a conversation with a 
friend, explain a complex subject simply.  Tell a 
story to someone you really care about. 

What would you say to someone barri-
caded inside a house if you could only talk to 
the person using a bullhorn?  How about some-
one on a ledge, ready to jump?  Sitting across 
from you at the Laundromat?  Next to you in 
bed?  On the phone from the office at 3 AM? 

Put the listener in a dramatic or emotional 
situation. 

What kind of persuasion would you use on 
your child on the other side of a locked bath-
room door?  How would you talk to someone 
stuck in an elevator?  Tethered to you on a sheer 
rock cliff?  Sharing a two-person kayak with you 
in raging rapids? 

Write someone’s last will and testament.  
Eavesdrop on a confession.   Draft a final letter 
from a desert island as you wait for a rescue 
team.  Write a poem of adoration for a product.  
Write an angry letter of complaint. 

The less you approach this communication 
as a radio commercial, the less it’ll sound like 
one.  The less it sounds like one, the more atten-
tion it’ll get.  The more attention it gets… 
Send your un-radio commercial-like communi-
cations to Jeffrey at Hedquist Productions, Inc. 
P.O. Box 1475 Fairfield, IA 52556. Phone 641-472-
6708, Fax 641-472-7400 
E-mail Jeffery@hedquist.com   Visit http://
www.hedquist.com for your own FREE newsletter. 

Nebraska Health & Human 
Services Spots Win National 

Awards 
Nebraska Broadcasters Association Non-Commercial 
Sustaining Announcements partner, Nebraska Health & 
Human Services, have won a total of three awards for 
excellence in public health communications in the Ra-
dio PSA category.  The yearly contest is held by the Na-
tional Public Health information Coalition (NPHIC). 

The two Gold award winners were, “Never, Never Shake 
a Baby” spots and the “Domestic Violence and Kids”, 
which a silver award was received for their “Meth and 
Kids” spots. 

All the NHHSS radio spots are basically produced in-
house by Leah Bucco-White and Mike Wright,.  They 
originate the ideas and write the scripts.  Congratula-
tions from the NBA! 

From everyone at the Nebraska  
Broadcasters Association, we wish  

you and your family the  
happiest of  Holidays. 

(30 Steps, con’t from page 7) 
 
27.  Think of sales quotas or budgets as speed limits—while the highway 
         signs may say 55 or 65 miles per hour, everybody will really say anything    
         if we don’t  stop and just keep going a little faster. 
28. Train the staff to be better.  Shorter sales meetings—held more often—will 

get the job done.  Then, instead of reviewing one sheets or aging reports, 
get back- to- the- basics.  When was the last time youy gave the team some 
real meat on prospecting, qualifying leads, generating client-driven ideas, 
overcoming objections or closing? 

29. Finally, remember the Irwin Pollack Credo:  “Hire them in masses, teach 
them in the classes, and hold them accountable by kicking them in the 
%#@$^%! 

30. On a weekly basis, make an appointment with yourself to analyze what’s 
gone well and what hasn’t.  Then, make your do-differently plan.  Remem-
ber, more of the same gets you just that  - more of the same.  If you want a 
different end-result, you’ve got to do something differently. 

 
                 For  more information or to contact Irwin Pollack,  

                             phone 1-888-723-4650 

 

 

KFOR Morning Show 
wins a  Marconi 

Congratulations to Ward Jacobson and Cathy 
Blythe who won a Marconi Award for Small 

Market Personalites of the Year at the 
NAB Radio Show in Philadelphia! 

 NCSA Q3 2005              Nat'l   Dept. of  College 
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Radio Stations         Tourism    Guard   NSEA   NHHS Roads   Svgs 

KBRB-AM/FM   x x x x x x 

KAAQ-FM/KQSK-FM x x x x x x 

KCOW-AM x x x x x x 

KWBE-AM x x x x x   
KBBN-FM             
KCNI-AM x x x x x x 

KCSR-AM x   x   x   

KJSK-AM  x   x x x x 
KKOT-FM x   x x x x 
KLIR-FM x   x x x x 
KTTT-AM x   x x x x 
KZEN-FM x   x x x x 
KCVN-AM/FM   x         
KGMT-AM             
KUTT-FM             
KLZA-FM x x x x x   
KTNC-AM x x x x x x 
KFMT-FM x x x x   x 
KHUB-AM x x x x   x 
KSDZ-FM x x     x x 
KROR-FM x x   x   x 
KSYZ-FM x x x x   x 
KHAS-AM x x         
KLIQ-FM x x x x x x 
KMTY-FM x x x x x x 

KUVR-AM x x x x x x 

KGFW /KQKY/KRNY  x x x x x x 

KKPR-FM/KXPN-AM x x x x x   
KRVN-AM/FM x x x x   x 
KBBK-FM x x x x x   
KFGE-FM x x x x x   
KFOR-AM x x x x x x 
KFRX-FM x x x x x x 
KIBZ-FM x   x x x x 
KKUL-FM x x x x x   
KLCV-FM   x         
KLIN-AM x x x x x   
KLMS-AM x x x x x x 
KLMY-FM x   x x x x 
KRKR-FM x x x x x x 
KRNU-FM             
KTGL-FM x   x x x x 
KZKX FM x   x x x x 
KIOD-FM x     x     
KSWN-FM x     x     
KNCY-AM/FM x x   x x   
KEXL-FM x x x x x x 
KNEN-FM x x   x x x 
KUSO-FM   x         
WJAG-AM x x x x x x 
KELN-FM/KOOQ-AM x x x x x x 
KODY-AM x           
KXNP-FM             

x x x   x x 
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x     x x x 
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x x     x x 
x x     x x 
x x         
      

KOGA-AM/FM 
KMCX-FM 
KBBX-FM 
KBLR-FM 
KCRO-AM 
KCTY-FM 
KEZO-FM   
KFAB-AM 
KGBI-FM 
KGOR-FM 
KHLP-AM 
KHUS-FM 
KKAR-AM 
KKCD-FM 
KLTQ-FM 
KOIL-AM 
KOMJ-AM 
KOZN-AM 
KQBW-FM 
KQCH-FM 
KQKQ-FM 
KSRZ-FM 
KVSS-FM 
KXKT-FM 
KXSP-AM (kosr-am) 
KYDZ-AM 
KBRX-AM/FM 
KMOR-FM 
KNEB-AM/FM 
KOAQ-AM 
KOLT-AM 
KOLT-FM 
KOZY-FM 
KSID-AM/FM 
KVSH-AM 
KTCH-AM/FM 
KTIC-AM 
KWPN-FM 
KAWL-AM/KTMX-FM 
  
TV Stations 
KTVG-TV 
KHAS-TV   
KHGI-TV 
KLKN-TV 
KOLN /KGIN TV 
KOLN /KGIN TV-DT 
KIIT-TV 
KNOP-TV 
KETV-TV 

KMTV-TV 

KPTM -TV 
KXVO-TV 
WOWT-TV 
KDUH-TV   
KPTH-TV 

NCSA Q3 2005                  Nat’l.                               Dept. of      College 
  Radio Stations     Tourism  Guard   NSEA    NHHS    Roads        Svgs 
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 NRG Media, LLC has obtained $40 million in senior se-
cured financing from GE Coleman Finance Global Me-
dia & Communications.  The  new facility, which closed 
October 31, will be used to refinance existing debt and 
to allow the company to acquire additional stations.  
NRG, based in Cedar Rapids, Iowa, owns 23 radio sta-
tions in Nebraska. 

  Platte River Broadcasting, owners of KKPR-FM and 
KXPN AM in Kearney are acquiring KLIQ (The Breeze 94.5 
FM), Hastings from Eternal Broadcasting (Dick Chapin) 
for $700,000.  The station sale results from a swap from 
NRG and $270,000 to Eternal for KROR (Rock 101.5)   
Hastings, which had been operating under a JSA to 
NRG from Neuhoff.  KROR will now be owned outright by 
NRG. 

Mo’  Money  for  NRG Platte River Adds to Holdings in       
Mid-Nebraska 

 2005 BUSY YEAR FOR FILING COMMENTS TO FCC 

The Nebraska Broadcasters Association joined with many other state broadcaster associations in filing Joint Com-
ments and Joint Reply Comments in various FCC proceedings during 2005. 

They include: 

• March 31, 2005 
Joint Reply Comments in MB Docket No. 05-28, Inquiry Regarding the Impact of Certain Rules on Competition in 
the Video Programming Distribution Market.   These Joint Reply Comments strongly opposed the claim by the ca-
ble and satellite television industries that the over-the-air free television broacast industry was abusing its retrans-
mission consent rights, and demonstrated how critical it was that the FCC not alter the current framework for re-
transmission consent and local program exclusivity. 

• April 13, 2005 
Supplement to Joint Comments and Joint Reply Comments in EB Docket No. 04-296, Review of the Emergency 
Alert System.   This Supplement brought officially to the attention of the Commission the initiative of NASBA ( Na-
tional Alliance of State Broadcaster Associations) to sponsor an Emergency Alert system Summit on February 26, 
2005, and provided the Commission with a detailed account of all that was accomplished at the summit.  The 
State Associations have participated throughout the FCC’s EAS Procedding with the goal fo improving the reliabil-
ity of EAS without unduly burdening stations. 

• August 22, 2005 
Joint Comments in MM Docket No. 99-25, Creation of a Low Power FM Radio Service.  These Joint Comments op-
posed the FCC’s further rule making proposal to make a variety of changes to the low power FM service, includ-
ing increasing interference and changing the secondary nature of the service in relation to full service FM stations 
and FM translators. 
• September 21, 2005 
Joint Reply Comments in MM Docket No. 99025, Creation of a Low Power FM Radio Service.  These Joint Reply 
Comments rebutted the comments of others who have sought to modify the current framwork of the LPFM service 
in ways that would harm the full-service FM broadcast station service. 

• November 21, 2005 
Joint Comments in re Petition for a Low Power AM Radio Service.  These Joint Comments oppose the creation of a 
new low power AM service principally on the grounds that the AM band is already subject to significant interfer-
ence and that a new low power AM service will add substantially to the problems that already exist. 

(Thanks to Richard R. Zaragoza, Pillsbury Winthrop Shaw Pittman LLP for providing this information). 

Meet Your Directors 
Scott Kooistra is current 
General Manager of 
KNCY AM/FM in Ne-
braska City.  He was 
born and raised in Kala-
mazoo, Michigan where 
he received a BBA and 
MBA from Western Michi-
gan University.  

After working in a pair of 
brokerage firms in Min-

neapolis, MN, Scott decided he wanted more 
excitement and picked up a broadcasting de-
gree at Brown College.  He worked 15 years at 
KYNT/KKYA in Yankton, SD where he won a Mar-
coni Award for Small Market Personality of the 
Year, and set a world record by broadcasting 
for 170 consecutive hours in July, 1991.  Scott 
was hired as Assistant Program Director and 
then Sports Manager of WCCO-AM in Minnea-
polis, MN from 2001-2004.  Kooistra was thrilled 
to get the position in Nebraska City where he 
can play golf from February through November! 

He was married to his wife Linda in 1985 and 
they have no children, but they do have two 
dogs. 
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Scott Kooistra 

Dan Zabka was born in Neligh, Ne-
braska, the youngest of 6 children.  
He earned his Eagle Scout award in 
1976, and graduated from Chilli-
cothe (MO) High School in 1980.  
Dan moved to Grand Island in 1981, 
and worked at Riverside Golf Club 
as Bar Manager until he started his 
radio career as an Account Execu-
tive at 107.7 KSYZ in June 1990. 

Dan earned his Radio Marketing 
Master (RMM) designation in April 1994 and his Certified 
Radio Marketing Master(CRMC) in May 1997.  In Decem-
ber 2000, he moved to Omaha and was a Senior Account 
Executive for the six Waitt Media stations there.  In Novem-
ber 2003, he was appointed General Manager and 
'came home' to KSYZ-FM and KROR-FM. 

A member of the Grand Island Rotary Club and Riverside 
Golf Club, he enjoys all sports, especially golf, hunting, 
bowling, and Husker football.  He and his wife also love to 
travel. 

Dan is married to Denise (Bolles), who is a District Manager 
for Farmers Insurance Company, and they have one 
daughter, Tisha and one grandson, Ashton. 
  

Nebraska Television Stations “Pre-Filing         
Announcements” Scheduled 

 (From the Legal Department, National Assn. of Broadcasters) 

Broadcast licenses for television sta-
tions in Nebraska expire June 1, 2006.  
The FCC requires that applications 
for license renewal must be filed no 
later than four months prior to the 
expiration of the license, or February 
1, 2006, for stations in Nebraska. 

As part of the license renewal appli-
cation process, an applicant must 
broadcast announcements over the 
station that provide notice of the 
application filing and invite com-
ment from the public. 

The “pre-filing announcements” must 
be broadcast two months prior to 
filing the renewal application on the 

first ad sixteenth day of these two 
months.  Thus, television stations in 
Nebraska must air their “pre-filing 
announcements on the following 
dates:  December 1, 2005; Decem-
ber 16, 2005, January 1, 2006; and 
January 16, 2006. 

At least two of the announcements 
must be broadcast between 5 p.m. 
and 10 p.m. Central and Mountain 
time. 

For noncommercial educational sta-
tions, the announcements should be 
broadcast at the same time as com-
mercial stations, except that such 
stations need not broadcast the an-

nouncement during any month 
when the station is not operating. 

The FCC also requires that stations 
broadcast “post-filing announce-
ments” during the month when the 
license renewal application is due 
and during the two succeeding 
months.  NAB’s forthcoming Televi-
sion Station License Renewal Guide 
will contain information on the re-
quired schedule and text of these 
announcements. 

Stations primarily broadcasting in a 
foreign language should broadcast 
the announcements in that lan-
guage   

 

Dan Zabka 


