


A successful or supersonic RSL
flight requires |ove, care and
attention to detail pre-flight.
The cabin crew perforns these
duti es.

Pre-flight, the six most
desirabl e cabin crew attri butes
are:

a) tongue in cheek world view

b) natural sense of zeitgeist

c)] love of kooky facts

d]) capacity for sideways thinking

e) ability to make RSL happen
and/

f) will to make RSL succeed

J

All the cabin crew investnent
that is put in pre-flight wll
shine right back out during the
flight and |ight up both
passengers and crew. The
passengers wi I | soak up t he shine
and will respond in kind with
wi tty heckl es and cl ever answers.
The cabin crew is prepared and
so is confident — they can focus
on performance and servi ce.

This section will provide you
with a tried and proven tool kit
of techni ques, tips and tenpl ates
for putting together a
supersonic RSL flight.



topical rounds

Qur regular topical rounds at
RSL cover:

- that is pop culture & trivia

- bands,; new releases & gigs
and/

- new movies, TV shows & adverts

These are the rounds that take
the nost tine to prepare.

Preparation involves the cabin
crew trawling the worlds nedia
outlets, filtering the data
through that natural sense of
zeitgeist (see cabin crew
attributes) and from this
fashi oning an entertaining,
informative and topical quiz.

| f the cabin crewstay w de awake
to the world around them then
t he anount of actual nedia traw
can be kept to a m ni num

INnfotainment

| nfotai nnent is the fuel for RSL
and i nfotainment is everywhere.
In fact the sheer volune of
i nfotai nment out there and the



amount of new stuff being
produced each day is quite
frightening.

Local and national tabloid and
br oadsheet newspapers publish
dai ly and weekly. The nusic press
publ i shes weekly and nonthly.
There i s a constant fl ood of new
| ocal Ilistings, brochures,
pamphl ets, billboards and
flyers. Not forgetting books,
magazi nes and ref erence nmanual s.
And that’s just exanples of
I nf ot ai nment on paper.

Ot her nediunms include radio,
television (with ever
i ncreasi ng channels), cinenn,
video, CD and of course the
I nternet. AlIl pumping out
i nfotai nment and all potenti al
sources for RSL questions.

At first sight all this
i nfotai nnent chaos can appear
daunting but if you follow the
RSL gui delines on how to | ook,
where to | ook, when to | ook and
what to | ook for soon patterns
will start to energe.

infotainment is the RSL fuel to inform

and entertain




The cabin crew, |ike the rest of
the world, is constantly
consum ng i nfotai nnent. Were the
cabin crewdiffers is that they
get to create even more
i nfotainment out of all their
favourite bits.

| deas and potential questions are
everywhere for a cabin creww th
their eyes and ears open and
their notebooks at the ready.
| nf ot ai nnent that does it for
them should do it equally well
for their passengers. It’'s all
about awar eness.

Look for hooks, gags and
gimm cks. The best Kkind of
infotainment is the stuff which
makes you go ‘ hey! that’s cool’
or ‘no way’ or ‘yeah! check this
out’. And, as you know, thereis
amllion bizarre, funny, happy,
sad and plain dunb stories out
t here which do just that.

Once you find infotai nnent that
appeal s start to ask enpoweri ng
“how can we?’ questions |ike ' how
can we nmake this work at RSL?
or ‘ how can we si nul at e Denmar k?’



If you ask the right questions
you might magically attract the
answer s you seek. What ever. Thi nk
positive. Think “aha! |I knowthis
wi || make the passengers | augh’
or ‘yeah! | can act out that
advert’ or ‘wow!' This new
magazi ne makes you spont aneously
conmbust .

A recent RSL straw poll reveals
mo s t qui zmasters | ack
I magi nation and are incredibly
| azy. They buy a copy of ‘The
Greatest Pub Quiz Book Ever’
filled with 1001 boring tired
ol d pub quiz questions and they
are sorted — pub quizzes for
life. Well good luck to them At
RSL we like to try that little
bit harder.

Ready St eady Lounge questions are
nore qui rky than qui zzy and nore
leftfield than mai nstream They
are nore than nere i nfotai nnent.

<Gl den RTe>
RSL questions are zeitgeist and
passenger friendly

Plus they informand entertain.




zeitgeist

Zeitgei st is top banana that nost
el usi ve essence of nowness.

Somet i mes you m ght get to touch,
surf or if you are very
fortunate becone zeitgeist for
a short tinme. If you can even
conme close that is enough.

Inless abstract terns zeitgeist
is the stuff people are talking
about. All the newest tabloid
news and breaking news, the
cool est events, CDs, gigs, TV
shows, novies and adverts.

Adverts are excell ent zeitgeist
material. Ad campaigns are
often cute and clever with a
strong visual inpact and a high
exposure, all over a short tine
span. Also, as conpared to
novi es and CDs etc., which carry
with them the baggage of
commentary and review, adverts
are relatively fresh and
unsoi | ed.

RSL do not care about the actual



products but do appreciate well -
crafted adverts and canpai gns.
There is no hidden agenda here
adverts are a part of life and
i f they | ook good, we | ook good.

The best TV ads use a sinple
i dea or hook wi th a specific | ook
and feel which is easy — and fun
—for the cabin crewto recreate
and act out as a question.

Advertising on | ocal bus
shelters and billboards to
pronote say a new store or TV
channel are a good source of
questions. As are teaser
canpai gns — ‘ can you predict the
i kely product? Even bad
advertising can provide good
guestions. At RSL we |like
adverts.

If one week a particular
celebrity or band is getting nass
exposure use their definitive
three or four word biography as
a question for exanple ‘which
cocai ne ki d?’" or ‘which New York
new- wave band?’ Next week
soneone else wll be in vogue.
Zeitgeist is like that.



passenger friendly

Passenger friendly questions try
to al l ow every passenger to be a
contender whether or not they
know t he right answer, assum ng
there even is a right answer.

Questions that wencourage
passenger 1input are always
passenger friendly. Think about
it. The question and t he response
are automatical |y personali sed.

Open ended type questions |ike
‘“name i f you can t hree bands with
[randomsubj ect] as part of their
name?’ or ‘please draw an
emoticon’ have | ots of
potential answers. Passengers
deci de which ones are right.

Simlarly whenever a zeitgeist
director or band issue a novie
or an LP. Use their back
cat al ogues. Ask for the nanes
of other novies or other LPs by
the sane director or band.

Fig 1.1 exanpl es six open ended
t enpl at es.



Fig 1.1

open ended templates

1. name three artists on [zeitgeist] record label
2. name three bands from [zeitgeist] country/city
. Nname three novels by [zeitgeist author]

. [zeitgeist actress]: name three previous movies

3
4. [artists] collaborating: name other collaborators
5
S)

. draw please [zeitgeist cartoon charactenr]

Fig 1.2

Even nore input is required in
No Losell type questions |ike
‘[zeitgei st pop star] isin fact
a clone using the DNA of which
two ot her pop stars? or ‘if you
had a one to one with [zeitgei st
celebrity] what would you say?’
These can’t fail to please. The
passengers are always right. Plus
your passengers are the cool est
and smartest people in town,
right? So, the cabin crew can
tap into a big new brainpool of
cool smart answers.

no losé"’ templates

which celebrity will die in a freak skiing accident
. invent a t-shirt slogan for [zeitgeist band]
. what job will [celeb] be doing ten years from now

. suggest a title for the movie of [zeitgeist event]

1.
2
3
4. someone gay without prejudice not yet outed
5
S)

. what was karma celeb in a past life



Much is down to the wording or
phrasing of questions. If the
infotainment is a bit obscure
put the answer in the question.
This gives the passengers, if
they m ssed that genius nugget
of infotainnment, the chance to
take an educat ed guess.

Answers in the question can vary
from the bl eeding obvious |ike
“which award did gol den haired
gl obetrotter [golden globe
winner] win? to the trickier
‘“what spin are [zeitgei st band]
putting on their forthcon ng
gig? where the answer was ‘a
revol ving stage’. You get the
i dea t hough, a passenger friendly
key word (or words) in the
guestion, which suggests the
answer .

Regul ar passengers know t he deal
and are at slight advantage but
we reckon that’s fair enough

Mul ti ple choice questions |et
passengers at | east have a guess



at the answer . Random
conparisons like ‘“which is the
| oudest between [one | oud t hi ng]
and [ anot her | ouder thing]? or
wi der or taller or brighter etc.
and random statistics |ike ‘how
much does the average person
sweat per year neasured in cans
of coke?” with options (the
answer is 606, by the way) are
bot h good for nultiple choices.

As are scenarios — paint little
pictures — wth questions |ike
‘was [zeitgeist celeb.] in
[unlikely situation one], [two]
or [three]? For these the cabin
crew would create two equally
(i mplausible situations by
tw sting the real one.

One way or another most
guestions give the scope to win
sonme points through passenger
I nput or guesswork or, at |east,
of fer a good price on success.
At the RSL bookmaker multiple
choi ce questions are priced at
2 to 1 or better, open-ended
guestions are odds-on and No
Losell type questions are quite
literally a no | ose ganbl e.



INnform & entertain |

The last two objectives are to
inform and nost inportantly to
entertain.

Definition questions |ike ‘what
is feng shui ?’ or ‘define spread
betting’ fulfil both objectives
but can have a short shelf life.
Passengers and cabin crew are
kept up to speed on the
vocabul ary of nodern living -
don’t laugh - plus thereis lots
of potential for entertaining
answers.

Type type questions are good
val ue aswel | . For exanpl e ‘ what
are vega fina, big butt and
padron 2000 al |l types of ?° where
the answer is ‘cigars’.

Fi nd kooky phrases in rap speak
or sex speak or Icelandic or teen
speak and ask your passengers
to transl ate.

Per haps ask the passengers to
identify the foreign version of
anovieor a TVshowtitle. Note



with sone titles the foreign
version translated back into
English makes an even better
guesti on.

Truly there is a world of
possibilities for a creative
cabin crew

Local stuff works because
passengers care about what is
goi ng on i n their nei ghbourhood.
If the cabin crew find out for
exanple thereis an audition for
TV contestants or a secret gig
happening locally they should
share this news with passengers
before it breaks.

There are always a few filler
guestions and in a sl ow week or
when the cabin crew have
m smanaged their tinme there may
be nore than a few.

Filler questions conme fromthe
b-11st that 99% of i nfotai nnent
churned out daily by PR
conpanies with zero | ove and zero
I magi nati on. But | acklustre



mat eri al does not need to nean
| ackl ustre questions. At RSL we
bel i eve absol utely anything can
be nade at least a little bit
ent ert ai ni ng.

Copy t he tabl oi ds. They know how
irreverent adjectives can polish
up the nost | acklustre materi al
For exanple a celebrity on a di et
— dull story — nmake thema ‘pie
munchi ng’ cel ebrity. Choose your
adjectives carefully to
maxi m se ent ertai nment val ue but
be aware of and mnimse any
possi ble offence to the
passengers.

The cabin crew can also do
infonmercials and pronote side
projects |ike clubs or self help
manuals. A No Losel type
exanple is ‘what tracks do you
hope to hear in the brand new
club Ready Steady Disco at
[venue] on [date]?

reuseable

Zeitgei st questions are best
consuned fresh. But certain
formats are reusabl e.



Fig 1.3
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Many of the open-ended and no
| osell type tenplates are totally
reusabl e by design — just slot
in who or whatever is zeitgeist
at the tine.

Proceed wi th caution t hough when
re-using mnultiple choice or
definition questions. Passengers
experienci ng repeat questions are
going to be, quite rightly,
uni npressed passengers.

Avoid wastage — the cabin crew
have i nvested a bit of thensel ves
in every question. Put all this
|l ove to good use by
constructing a questi on dat abase.
Your database should include
venue, date, type (e.g. pop or
tabl oid) and sub-type (e.g.
topical or statistic) fields. See
Fig 1.3 for nore details.

Database Fields




This database will quickly
beconme an asset. In the unlikely
event of creative blocks your
friendly database can hel p spark
new ideas for questions or
tenpl ates. The venue and date
fields will give guidance on
reusability. And the sub-type
fieldw Il allowqueries to bring
out different question sub-types,
So opening up the possibility
of feature rounds or perhaps even
an RSL qui z book.

pre-flight meeting

Back to the now. Each cabin crew
menber wi Il have applied all the
trickery above to produce at
| east ten topical questions.

Next a pre-flight neeting is
convened to consolidate the
guestions, renove any dupli cates,
add polish and carry out final
zeitgeist and entertai nment
checks.

On a good day this neeting is
all smles. The cabin crew can
road test their questions on one
anot her, bounce devel opnent i deas
around and savour being
integral to such a cutting edge
enterprise. Before too long ten



cabi n crew approved questions for
each topi cal round (tabl oid, pop
and filmTV) are agreed. Plus
we have spare questions com ng
out of our ears, which are stuck
on the dat abase.

Wien t he cabi n crew are not ready
or steady these neetings can
becone nurder.

non-topical rounds

Various non-topical rounds are
al so required. These soon
becone rel ati vel y | ow mai nt enance
as the format is known, tried
and tested.

Qur non-topical rounds are:

music & theme tunes
an initials game
celebrity biographies
of cultural icons

The in-flight audio round
conprises pop nusic intros and
TV, novie, advert thene tunes.
Pop nusic rocks worlds. Dipinto




t he overfl ow ng gol den | akes of
pop and make your choices

Possi bl e sel ections include any
song your passengers have
grown-up with, fallen in |ove
to or ever sung in the shower.
Be aware of your passenger age
m x and keep it sinple stupid.
That is stick to the hit
si ngl es.

Fig 1.4 Inflight audio sources

Original Artistes

Now That’'s what | call Hits [year] [genre]
Scart plug TV [MTV [Europe & Americal, VH1]
Radio

Internet

ahrp-=

RSL ideal selections would be
an eclectic mx of old and new
tracks which are instantly
recogni sabl e, hi ghly singabl e and
have drop dead gorgeous intros.
Five of these with first verse
to chorus lyrics and we are
[ aughi ng. Al t hough not mandat ory
an advent urous cabin crew m ght
like to try incorporating
topics into the selection.

The t hemes can be pl ayed strai ght
or interpreted [sources in Fig
1.5]. If one or nore of the cabin
crew have keyboard skills nake
use of them Athenme interpreted



in alounge style on a toy piano
is nore of an event for the
passengers than the original on
a tape.

Fig 1.5 Theme sources

1 Scart plug TV [Adverts, Programme Themes]
2 Movie Soundtracks

3. Original Artistes

4 Best TV [genre] Themes Ever Albums

5 Internet

A variation on thenmes - easily
acconplished with a video to
audi o scart plug - is to use the
di al ogue from TV shows, novi es,
and/ or adverts.

The personalities sheet 1is

Fig 1.6 sonet hi ng for between rounds to

75 pot for each ooleb. | Keep  passengers amused. It s
0 an a through z initials gane.
8}(')" Passengers are asked to cone up
FP francis rossi [with a cel ebrity name (forenane
and surnane) for each set of
initials to wn points. Fig 1.6
illustrates the format.

o

The celebrity can be mnor or
maj or | eague, |iving or dead,
real or cartoon. Pretty nuch
anyone as | ong as they are known
to the cabin crew. Were the
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celebrity is obscure passengers
may i ncl ude a cross-reference to
try and add credibility but the
cabin crew woul d still make the
final call.

Try different things. Nom nate
your m nor cel eb. of the week as
an exanple. Use the 26 letters
in column two for secret
subl i m nal nessages: adverts, RSL
comment, pal i ndrones or anyt hi ng
el se you fancy.

Fig 1.7 26 letter subliminal messages

everyoneisaminorcelebatrsl
tonitefrequentflyersgofree
jetpacedinfotainmentfrenzy
eurovisionsongsrockmyworld
gohangasalamiimalasagnahog

ahrp-=

If the letters ‘u, ‘x’ and *Z’
prove awkward try using
wi | dcar ds.

A minibiogd is a short
bi ogr aphy duh — around 200 wor ds
- which gradually reveals a
celebrity. Be slow and gentle
in teasing your celebrity out
that is don't secrete too soon



Fig 1.8
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minibiog[] sources

Who’'s Who type books

TV bio-mentaries
Newspaper/magazine profiles
Obituaries

Internet [celeb. pages]

RSL usual Iy construct m ni bi ogsld
by followi ng these six easy
st eps:

\
a) date & place of birth
b) parents names/occupations
c) childhood/formative instant
d) random quote
e) where are they now
then, finally, the payoff
f) why are they famous

J

The m ni bi ogld shoul d al so have
good readability and a catchy
signoff like ‘1l amsitcomguru...
or ‘I amlrish flake..

The faces round is cut ‘n’ paste

old skool. Newspapers and
magazi nes are full to bursting
with celebrity faces. If an
I mage appeal s and (S

photocopi able (newspaper
pi xel |l ated dots are good) then
put it in your faces round.



This is an optional icing type
round.

administration

Adm nistrationis boring so each
cabin crew nenber should punch
their weight. The final pre-
flight tasks list is so dull in
fact we had to put it into a
Fig.

Fig 1.9 final pre-flight tasks

INnput questions to database

Print out Questions [2 copies]

Make up tape of 5 intros

Type up lyrics

Record 5 themes

Type up Personalities Sheet

Type up 3 Minibiogs

Photocopy blank answer sheets

Photocopy Personalities Sheets

Cut n paste Faces and photocopy [optional]
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Once all this rubbish is sorted
Ready Steady Lounge is in the
bag. Now the fun really begins.



