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y any standards, the courlship ofT.R- Bell and Laura C)'Connor

would be deemed unorthodox. Their nleeting was orchesffated

by hot AC WTMX (101.9 the Mix)/Chicago nrarkering direc-

tor Dave Karwowski and his teanr as an extended "social exper-

iment." rThe bizarro promotion-which included background

checks, interviews with parents and exes, and a first date that took

place belund an oh-so-unromanric tarp at a local restaurant-culnrinated in a wed-

ding attended by family and friends, and a performance by R&B singerJolrn Legend'

Two Strangers

Checks And Balances
When Bell nnd O'Corlnr finally carr-re facc to flrce

at Chicago's lUvi'r E.rst Ars Ccnter' it was trot lovc

at fint sight. And while in the end they never

exchanged vows,TWo Strangers and a Wedding:

Is Love Blind? was an unqualified succcss for

Mix.The stunt created a media frenzy in Chi-

cago and piqued the intcrest ofthe produccrs of

ABC-TVI "20/20: who docunrentcd thc

whir lwind courtship in a 15-nrinute segnent.

Mix listenen responded by rnobbine the

morning show rt Kaminsky Park and flooding rhe

station's Web site, eager for footage of the event.

"We normally get 1.8 [millionl-2 nrilhon hits on

our'Web site per month," Karwowski says."We got

4 million hirs in wvo days. Peoplc were just de-

vouring our site."

Bonneville VP of programming Greg Solk

brought the promotion to the attcntlon of

WTMX after he was pitched by Absolute &

lnd enrotionally engaeing contertt is reasottably

rare on U.S. ratlio."

Aak I )  leurt.  hcd Two Str.t trgcr '  .rnd .t

Wedding on ln Austral ian t lrorning show ir l  thc

late 1990s- Since, rhe protnotiotr has been sttc-

cessful ly carr ied out by stat ions i tr  New Zea-

land, Irehnd, the United Kirrgclorn, Hungery

and in thc States, at KLOS,/Los Angeles,

WPLJ/New York encl WTMX.
"There was no such thing as reel i ty tclevi-

sion or reality radio irr the '90s," l)owse says.

"The whole concept of Two Strangers and a

Wedding was ttnhcard-of at thc timc'

"What we're trying to do here is find people

who are really serious about falling in lovc'. Once

the radio stations get to that point, they know how

to run Tivo Strangers and a Wedding," he adds.

Although Dowse and Dickens strive to guide

cach station through the process,Dowse cautions

that "we can't control what happens on the final

day, and indeed, what happens afterward."

In one nrarket, a couple got narr ied "at 9 on

a Friday rnorning and at noon on a Sacurday lvere

offto Bali with the television crew along for the

ride. By 10 at night the bride was in bed with the

television cameraman. It didnt last too long."

To prepare stations for the promotion, I)owse

and Dickens go into their rnarkets and stage a

nvo-day boot camp to waik the entire station

through every eletnent-from the morning show

to the product teanl to the prograrnnring staff.

Once rhc boot carnp cnds. Dowse and t ') ic 'k-

The Best Of Strangers
Theresa Angela, a 30-year veteran of hot AC

WPLJ/New York and the station\ promotion

and marketing director, staged Two Strangers

and aWedding in 2006. "People couldn't believe

we were actually going to do something like

this," she says. "We expiained that we'll find a

bride and then we'll help her {ind the groom

and nei ther one wi l l  be able to sce each other

or nleet each other, but they'll be able to talk

with each other. And hopefully, at the altar,

they'll decide they w:int to go through with it

and make a go of  i t . "

Ultimately, oncc :rgain, Lisa Frissora (aka Rox-

anne) endJohrr Malltry (akaTornmy) didn't ofI-

ci;rlly tie the knot at the wedding hosted byWPLJ

rnornins personalities Scott Shannon and Todd

I)ettengill, but they dated {br several months.

Angeh says that  she harrdled most of  thc

loqistics, but "cvcryone hacl to work on rhis frorn

p rog r , r r t t r t t i r t t : .  s . t ] c :  l r t d  p ro l l t o t i . r l t .  s0  i t  wLs ; t

team eilort."

The' Mix'.s K;rrlvorvski savs that thc prqcct

rcquir t 'd  seven st : r f fcrs.  fo hrncl lc  every aspcct

of  the pronrot ion,  thc work w:ts d iv ided intcr

thrrds.  Karrvowski  says that  part  of  the group

si f ted through rppl icar ions and qual i f ied people,

; rnother th i rd h:rndled on-air  contcnt  and gucst

l -nal)agcment and the remaining th i rd focused

on the wcddrng i tsel f - .

Ilcc:rusc Two Strangers and a Wedding attracrs

so r.nuch rncclia interest whelt executed correc-tly,

it is an excellent tool for gencrating revenne."l leel

with the right sponsorship and right clicnts

onboard, these kinds of realiry llames can be unbe-

Iicvably profitable," L)owse says.

Angela adds that doinq a pron-rotion of this

nragni tude requires the support  of the sales de-

partnrcnt  lnd their  c l ients.  "Everything w: ls

coordinated through our s l les and prontot ion

departmcnts: frorrt the wedding gowns to thc

tuxedos to the wc:ddilrg b:rnds to thc c:rtcrilrg.

Everything was done front scratch-"

The Mixi goal was to sccure one main spon-

sor, which in this case was U.S. Cellular. Kar-

wowski says he was c:ircful to introduce other

sponsors like jewelers ancl florists natr.rrelly

throughout the pron-rotion, howcver. "For thc

audience, we didn't want to conte off es this

prepackaged, well-thought-out concept-which

it was.To the consumer it canre off as an idea that

grew into a production."

After Karwowski and his tean completedTw<-r

Strangers and aWedding, he says,"it opened our

eyes to what we can accomplish. Until yor.r'rc

pushed outside your safery zone, you don't know

what you can or can't do. lt showed tts intcrest-

ing things abor.rt our radio station and listeners."

Dowse, who plans to launch a new project in

the States in which a stanon gets to "play God"

and grant a listener another chance at iife, includ-

ing a new name, job and Iliends, says that the

:rppeal  o iA&D\ prornonorts is  in crernng com-

,-r'rent and controversy.

Dowse-or A&D-a

joint venture berween

Phrl Dowse Media

and Absolute Radio

International that was

formed by prin.rary

directors Phil Dorvse

and Clive Dicketrs in

2006. According to

Dowse, he and I)ick-

ens feit that "no one

was working hard to
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rvouskt  sats he ses caret i - r l  to tntroduce other

sponsors like jewelers and llorists naturally

throughout the promotion, however. "For the

audience, we didn't want to come off as this

prepackaged, well-thought-out concept-rvhich

it was.To the consumer it canre offas an idea that

grew into a production."

After Karwowski and his team completedTwo

Strangers and aWedding, he says,"it opcned our

eyes to rvhat we ctn acconPlish. Until vou're

pushed outsic'le your safery zone' you dont know
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the States in which 3 station gets to "play Clod"
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r.r',ar',t a,,.i controvers)-

"'l-hat equals contetrt, which is one of the thini-r

tl-rat radio statior)s necd to do in this day and rge"'

he s:rys. "lf you just pl:ry the bcst sonlx for yortr

Llrgct, you're incrediblv vttlrterable." fie/C


