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L.A. Firms Helping Subway Create Hoagie Hit Parade

way Radio tunes while they decide

whether to go with roast beef or the
tuna, thanks to partnerships the giant sandwich
chain has struck with two L.A. media compa-
nies.

Subway has contracted with Pasadena-
based Private Label
Radio (PLR), a divi-
sion of DMI Music &
Media Solutions, to
provide in-store radio
programming. The sta-
tion will feature adult
contemporary music,
with some regional
preferences (country
music in the Southeast,
for example), inter-
spersed with Subway

TECHNOLOGY -

HIL ARY “Between songs you

might hear a message
POTKEWITZ about a new chicken

sandwich, but the idea

is that it’s one continu-
ous program,” said Rob Walker, general man-
ager of PLR.

PLR also handles in-flight radio program-
ming for Air Force One, Air Force Two, and
United Airlines.

Subway tested the program in February in
Los Angeles, the chain’s largest market with
350 stores, and recently announced it will roll
out the program nationwide.

“The folks in the L.A. market were the
visionaries,” Walker said. “There are those
people who just grab a sandwich and run, but
this is a reinforcement of their brand. It’s about
increasing traffic.” A Subway customer spends
an average of 17 to 20 minutes in the store.

CUSTOMERS will be able to groove to Sub-

PLR’s staff musicologists pick the music
and program the shows, which update nightly.
The “radio” box, a hard drive that dials into a
main server each night to pick up the next days’
content, is produced by Torrance-based Antex
Electronics. PLR’s initial order was for “a few
thousand” boxes, according to Antex President
Dave Antrim. He's hoping Subway decides to
wire its entire chain of 25,000 stores nation-
wide. “That would bring them into the stratos-
phere with my largest accounts,” Antrim said.

Rock 'n’ Rolls: Sandwich sounds are on way.

Staff reporter Hilary Potkewitz can be
reached at hpotkewztz@labusznesspumal com
orat (323) 549-5225 ext. 226.




