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“I’m Philip Till Reporting Live from West Beirut.’

World Radio History
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OUT OF THE STUDIO.
ON THE SCENE.

10AM NYT Newscast, July 16,1982

“Cars are stalling in the streets, out of gas. Hos-
pitals are desperately short of supplies and
could not handle another wave of victims if
heavy fighting breaks out again. The American
Hospital of Beirut has put out an urgent appeal
for trained nurses. Many of theirs have either
had nervous breakdowms or been killed. This is
Philip Till in West Beirut.”

For radio reporting that’s live and “in color” count on the

unique sound of NBC Radio News.

We take your audience to the scene of history-making events,

anchoring newscasts live.

On a day-to-day basis, NBC provides consistent, high-quality,
“full color” radio news, offering more actualities and newsline

feeds than anyone else.

We take the story—big or small—and bring it to life for your

listeners.

N'BC Radio News. We're there when you need us the most.

NBC
Radio
Network

For stations committed to news.




The Research Group and Cox Communications, Inc.
have signed a long term audience research agreement.
The Group's proven and patented Comprehensive
Music Test is now being used on the SRP Beautiful
Music format. We're testing the SRP play list, cut
by cut.
What that will mean to radio stations using
the SRP format is that every vocal or instrumental
title played will be exactly what the listeners
have already told us they want to hear.

FIRST, AGAIN!
SRP

(201) 753-0444

Schulke Radio Productions, Ltd.,
3001 Hadley Road, South Plainfield, New Jersey 07080
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t takes a nonstop newscast to keep

up with the world of nonstop news.
== And that’s just what you get with
CNN Radio—CNN Headline News,
a full-time 24 hour a day international
newscast that updates the leading
stories in fast-paced 30 minute
cycles—and CNN, 24 hours of
dynamic, in-depth newscasts and
interviews with newsmakers and
celebrities that you can use as orig-
inal feature material.
== As part of the Turner Broadcast-
ing System, CNN Radio has 13 inter-
national bureaus and more than 100

reporting affiliates feeding it news
as it breaks, from wherever it breaks.
- And those numbers are
growing every day. Because the
Turner organization has made a
commitment to become the most
reliable news network on the face
of the earth.

— That'’s why the New York Times
recently rated our coverage of the
war in El Salvador above that of the
three major networks. It's why we
were on the air a full hour ahead of
everybody else in our coverage of
the Air Florida crash.

The Most Reliable
News Source

World Radio History



== And it's why those staticns that
become part of CNN Radio can
expect to become news leaders in
their markets.

—CNN Radio is a flexible, eco-
nomical all news format—with a
state-of-the-art delivery, a unique
three-dimensional sound, and an
Immediacy of coverage that com-
pares favorably with every major
news-gathering organization.
—And best of all—CNN Radio is

exclusive—available to only one sta-

tion per market.
= If you're serious about pulling

more than your share of the valuable
news audience—and becoming the
leading news source in your market
—call Turner Program Services
today at 1-404-898-8768 for the
rest of the story.

Turner Program Services, 1050 Techwood Drive, NW
Atlanta, Georgia 30318, 1-404-898-8768

World Radio History



Sales Solutions for
| R_a(!io Stations.

VESY SN ol e T o ik

The Business Report.

Light, topical, interesting look at the
people, ideas, successes and failures in business
Perfect for News/Talk, AC & MOR!

Two 90 second programs daily.

The Gabby Gourmet.

Radio’s consumate gourmet with a delightful,
bright, conversational and very VISUAL
recipe program! Gabby is radio at its best.
7%z minutes per day.

We recently introduced these two
brand new radio shows. The response
has been great. To motivate more stations
to try these we are offering a FREE,

4 WEEK TRIAL RUN of one or
both programs.

For more inférmation call
Jackson Dell Weaver collect
1-801-322-1222

THEROYALGROUP

The Crane Building, Suite 5001 - 307 West 200 South - Salt Lake City, Utah 84101
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PUBLISHER'S LETTER

THE GREATESTSTORY

NEVERTOLD

l Now, it can be told. The inside story of
RADIO ONLY. This magazine wasn’t given a
| ghost of a chance of succeeding a year ago.
The industry thinking was how can you com-
pete with Broadcasting. One year later, we
have the answer. By not being Broadcasting.
By being radio only.

If there is anything we never lose sight of
it’s that. RADIO ONLY is designed for the
radio executive on-the-way up. It isn’t meant
to look at yesterday, but to investigate the
promise of tomorrow. This is not to take
anything away from the others. They serve a
purpose, too. But RADIO ONLY captures the
essence of radio.

You might not believe what we’ve been
through to get to this point. Would you be-
lieve it is not uncommon for someone to try
to buy the cover story. Obviously, it’s not for
sale at any price.

We have had stories submitted to us in
RADIO ONLY imitation, style written by
PR firms for their clients. We pass.

Once we asked ad agency executive Jack
Trout to write a piece for us as an updated ex-
tension of his book “Positioning”. Trout did
it, but his secretary called sheepishly to say
that he was sending it to Ad Age instead for
publication.

Someone inquired about purchasing 1,000
subscriptions if we would discount the price.
We wouldn’t. He didn’t.

One of our first advertisers refused to sign
| his contract because we wouldn’t delete the
binding clause. We argued that he doesn’t do
business without a binding contract and
neither do we. He said, “but the other trades
do it”. Our line is that we are not the other
| trades. We lost the deal for $18,000, but after
they saw the first issue, they started buying
ads one at a time (with binding clause retained).

I have had more women attack me (ver-
bally) since the “Women in Radio” feature in
August because they have been left out. One,
| an advertiser, became a former advertiser.
Life is tough in the trade publication business
sometimes.

We've been advised by some respected ex-
ecutives not to be “too honest” or else we’ll
offend people. Can you believe that?

Arbitron got irked at us because they
bought a six-page spread in the June issue and
we came out with an editorial against them.
They ultimately cancelled our agreement to

print Arbitron ratings. I told them we don’t |

RADIO ONLY Publisher Jerry Del Colliano

need any editorial writers from Arbitron.
We'll decide what to print ourselves. At this
writing, they still haven’t paid $18,000 for
the spread.

Once we got an unsigned letter from a per-
son who attacked Ralph Guild (our June
cover story). This writer dared me to print the
letter if I wanted to know his/her identity. I
would never. But, he or she may want to in-
vestigate their own identity. Obviously,
there is a screw loose somewhere.

The joys are many.

When we decided to switch to paid sub-
scriptions, we received 2,000 in less than six
weeks. Within a matter of months, RADIO |
ONLY'’s entire circulation will be entirely
paid. Quite a tribute to the folks who put this
magazine together and the subscribers who
are willing to pay to get every issue.

We run more radio advertising in one aver-
age month than most of our weekly com-
petitors do in four issues {revenue-wise).

RADIO ONLY is the recipient of “love
letters” from its readers every month. And, |
Ido mean “love letters”. Apparently, we have
provided a much-needed publication and
your letters are our inspiration.

The fun is just beginning. As each month
goes on, our magazine gets better. The fea-
tures are more on-target.

Make no mistake about it. The thing that
keeps us most motivated is the enthusiastic
reception you have given us to our new, |
slightly irreverant and beautiful publication.

RADIO ONLY/NOVEMBER 1982 7



Which radio network is the

onlyone to brm]E you the
National S

Only the Mutual Broadcasting Sys-
tem offers you weekly classical musical
programming: a brilhant radio concert
series with the National Symphony Or-
chestra, under the musical direction of
Mstislav Rostropovich. Mutual, alone,
brings you the National Symphony from
the Kennedy Center for the Performing
Arts and other concerts from the Sym-
phony's recent European Tour. And
with Mutual’s new satellite multicasting
capabilities, some of these concerts
will be coming to you live, in stereo.

For radio stations, it means that
Mutual, the full-service network, is now
the one and only souree of network fine
arts programming. For advertisers, it
offers a new way to reach a more af-
fluent audience, coast-to-coast.

And to make sure those upscale lis-
teners won't miss a performance,
Mutual is backing the National
Sympheony concert series with
national consumer advertising.

With the addition of ex-
clusive, weekly classical
concerts to its popular
rock and country pro-
grams, Mutual now pre-
sents you with a full
range of music. And
with the Nation-
al Symphony,
the answer
to fine arts
programg
ming is
Mutual.
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Beautiful not dead yet l Encouraging expletive l J.J. Jordan

|

When the August issue of RADIO
ONLY arrived on my desk, I tore
into the item “Is Beautiful Music
Dying?”

I did this because RPM is in the

beautiful music and MOR syndi- |

cation field.

Our information shows that
RPM (Radio Programming and
Management]) is #3 in total station
subscribers behind Bonneville/
FM-100 and Schulke Radio Pro-
ductions. We are many times the
size and resources of several of the
firms you covered in your article.

RPM pioneered a format called
Contemporary Beautiful Music.
The format name is in trademark
registration. We feel CBM is a real
alternative to the beautiful format
as we have known it.

I am disappointed that our pro-
duct and philosophy were absent
in your coverage of the subject.
If a broadcaster seeks to make a
selection based on the merits of
all major products, he must have
complete information.

Thomas Krikorian
President

RPM

Southfield, Ml

Congrats on women
Congratulations on your August
issue of RADIO ONLY. Your fea-
ture story “Women to Watch in
Radio” was informative and en-
lightening. We're proud to have
been represented in this article.

Richard Mendelson

Executive VP/Chief Operating
Officer

Katz Communications

New York, NY

I enjoyed your August issue, with
“Radio’s Women To Watch,”
"Ellyn Ambrose, NBC’s Golden
Girl,” and Mr. Del Colliano’s
editorial “It’s Time To Promote
Women.” I find the FCC data very
informative and an easy way to
keep tabs on things.

The August issue was like
finding water in the desert.

Debra Clay

Program Director/MD
KOHI

St. Helens, OR

| You've done it — a hell of a
magazine.
It’s fun to not have to leaf
| through 98 percent of the book to
| get two percent about my living. |

Allen Embury
Packerland Consultants
Oshkosh, WI

|

RADIO ONLY kudos

After reviewing the past two is-
sues of RADIO ONLY, I can't do
anything but join the many others
that have praised the publication
and the incredible progress you |
have made in the relatively short
period of time that you’ve been
publishing.

John Schoen ]
VP/Director of Marketing
Noble Broadcast Consultants
San Diego, CA

, Continue to keep the industry on

| its toes and informed.

l Both of your publications are a
superb evaluation of this business
we call home!

’ As I said, I'm for radio.

Kent Burkhart
President
Burkhart/Abrams
Atlanta, GA

Your publication just keeps get-
ting better. I like to see someone
“call it the way they see it.”

Bob Richards [
Sales Manager

Circuit Research Labs, Inc.

Tempe, AZ

|
After reading RADIO ONLY since ‘
its inception, it’s now a must.
Congratulations on all your in-
sight and hard work coming to
fruition. |
\

R.W. Skip Schmidt
General Manager
KORQ

Denver, CO

I find RADIO ONLY to be the
most refreshing and interesting
magazine in the broadcast indus-

try in some time.

Executive Director
McLendon Broadcasting, Inc.
Dallas, TX

It’s about time radio people had a

| magazine to themselves.

Phil Cascio

| Music Director
| WIPZ

Syracuse, NY

At long last radio people have their
own publication!
In rapture [ read the articles on

. selling radio. These have long been

all too infrequent in the other elec-
tronic medium publications.
You have found your niche!

Randy Rogoski
Assistant Manager
KQDS-FM
Duluth, MN

I think RADIO ONLY is an excel-
lent magazine, very well written
and professionally produced. The
graphics and art work are excellent.
I'sincerely wish you the greatest
success with RADIO ONLY.

Gerald Hroblak
President

United Broadcasting
Bethesda, MD

I have been looking for many years
for the one magazine that keeps
my interest from cover to cover. |
have finally found the magazine.

RADIO ONLY is in my opinion
the complete magazine for anyone
in radio.

Mark Neely
KADI-FM
St. Louis, MO

Just read your great magazine.

I am the only woman account
executive employed here and do
have ambitions to move up in
management. | feel your publica-
tion can be very helpful in my
"education.”

Denni Brouhard
KMGK/KIOA
Des Moines, 1A
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BLAIR LOOKS FOR
BIG BROTHER

Why would a non-regulated rep

| firm go to the government for gui-

dance? Blair’s John Boden wants

Guild’s Interep network to play

fair. He can’t get Guild to do it on

his own. So he’s run to the FCC

and filed an informal complaint

against Guild’s selling practices.

| Why? Guild says its because Blair

has fallen from second to third

| place in the industry. Guild is
| second.

Guild suspects Blair may be

| looking to get out of the non-wired

| network business. And he points

i Blair President John Boden

| out that Blair once applied to the
| FCC to do business the way he is
J doing now. Insinuates Blair is just
a sore loser. Running to the FCC
I like a dinosaur storming out of the
| woods. Attempting to stop Guild
from what he does best —or at least
| better than Blair.
I Guild thinks Blair's chances
with the FCC are slim. Blair won’t
| comment on any aspect of the
| complaint. The lawyers are battling
I it out. Guild’s Michael Bader says,
“I'm baffled by the complaint.
| Blair is moaning and groaning —
missing the point of the FCC's
| combination pricing rule and losing
business.” Blair's lawyer Paul
Berman comments that Blair just
wants the commission to decide
the rules of the rep game. Once and
for all. Fully and fairly. And,
there’s nothing new about drawing
the FCC into rep industry matters.
The FCC’s Jeff Malikson has de-
termined that Blair’s complaint
isn’t frivolous. One ruling already
Lon the books: stations in the same

market can’t get together and offer
combination rates —even if no dis-
count or rep firm is involved. The
FCC is waiting for Guild to for-
mally respond to Blair’s allegations.

The FCC doesn’t have jurisdic-
tion over reps. And doesn’t neces-
sarily want it. But that’s just a
technicality. Now that Boden has
called the FCC in as the Big Brother
brigade, the FCC has no choice.
They're tangled up in the situa-
tion. If it’s determined that sta-
tions are being used in a way that
violates FCC’s rules, the FCC
would gain jurisdiction.

An FCC ruling in Guild’s favor
| would force Blair to go to the Jus-
| tice department or the Federal
| Trade Commission if they feel like

being persistant. Or Blair could
| just get in on the action and copy
Guild’s style. If the FCC decides
against Guild, it would amount to
little more than wrist-slapping.
Guild’s owned stations might be
more vulnerable to a challenge at
renewal. Or Guild might consider
altering his operational structure.

Guild maintains he’s doing the
radio industry and advertisers a
favor. He’s a rebel with a cause:
making small broadcasters more
| competitive with the major net-
works. And, he says his operation
cuts down on paperwork. He’s
taken the stand that his way of
doing business fits the American
way. Guild’s lawyer feels Blair
lacks competitive spirit and in-
sists Guild doesn’t offer combina-
tion rates, rather aggregate totals.

The accusations continue. Blair
says Guild has violated the FCC'’s
combination pricing rule so often,
it’s become standard practice.
Everyone has their own interpreta-
tion of the law which states: Sta-
tions in the same market, not
under common ownership can’t
offer advertisers combination
rates. The law was designed to pre-
vent advertisers from being forced
into unwanted buys.

Blair builds its claim around
situations like the one with the
California Table Grapes Commis-
sion. It contends that stations
under different ownership in the
same markets, namely New York
and Chicago, were in on the deal.
| Incidentally, Blair lost the account

I

twice to McGavren-Guild.
Protest or no protest, Guild’s net-
| work keeps growing. It just closed
a deal to purchase Major Market
from Golden West. The parent
| Interep is also comprised of sepa-
| rate companies: McGavren-Guild,
Bernard Howard, Hillier, Newmark
& Wechsler. Guild may be eyeing
RKO radio sales and Selcom.
Ralph Guild has so upset the
traditional rep industry that Blair
would rather ask Big Brother for
help than to standby helplessly.

SURREY CHARTS
NEW GAME PLAN

Little Tucson-based Surrey
Broadcasting is finding out what it
is like to be in the major leagues
of radio.

After becoming an overnight
radio giant with the acquisition of
six Charter properties, Surrey hit
financial problems. Now it’s los-
ing two stations in an attempt to
keep the other four. And it’s man-
ager, President John Bayliss decided
not to be president.

If the old adage “Three strikes,
and yer out” applies, then Surrey is
surely a goner. But it hopes to get
another turn at bat.
| It was last December when word

broke. Six Charter stations were
| sold. They included: KIOI, San
Francisco; KCBQ-AM/FM, San
Diego; KSLQ (now KYKY]), St.
Louis; and WOKY/WMIL, Mil-
waukee. To say the industry was
surprised would be untrue. It’s no
secret that Charter was having its
problems both in publishing (Phil-
adelphia Bulletin, Ladies Home
Journal) and radio.
| But when it was announced that
Tucson-based Surrey Broadcasting
was the buyer, the industry was
amazed.

After all, Charter had sent in-
quiries to the biggies. Viacom,
Scripps-Howard, Hearst, Golden
West. Surrey was owned by an oil
company Devon Energy which
also dealt in real estate. The com-
pany only owned two radio stations
— KJYK/KAIR, Tucson. Now they
added the six Charter stations, re-
fusing to buy Charter’s only other
offering, WDRQ, Detroit because
of the market’s troubled economy.

A whopping $32 million offer by

10 RADIO ONLY/NOVEMBER 1982




HEUMEpENEEESESSEEREEEEEEREEER

EgiﬂlﬁﬁshziEﬂﬁlﬂilll!lllﬂlllllllﬁifﬁ- R =5

Surrey {headed by John Nichols)
clinched the buy.

Bayliss checked with Charter
management then relayed what he
wanted to Surrey. They agreed.
Bayliss entered the room to a smil-
ing broker Frank Kalil who said,
”"Well John, you just sold yourself
a broadcast group.” It was Decem-
ber 1st. The deal was completed in
five hours. Surrey’s split-minute
decision outmaneuvered a Sunbelt
Communications bid.

John Bayliss not only negotiated
the sale but eventually accepted a
Surrey offer to head their soon-to-
be larger group.

Months flew by and Surrey
bought KATT-AM/EM, Oklahoma
City. That received approval be-
fore the Charter package. Rumors
surfaced. What was holding up the
FCC approval?

The FCC had to make sure Sur-
rey’s European investors didn’t
own more than 20% of each of the
siX stations. A commission rule
stipulates that alien money must
not exceed 20% for licensee itself
or 25% of the parent company.
Soon, Surrey’s top foreign investor
fell through. The financial package
was in disarray.

A new package spinning off the
San Diego stations was worked

Surrey COO Al Brady Law

out. Eliminating KCBQ-AM/FM
would delete $9-10 million from
the $32 million price tag.

Initially, plans were for Surrey
to buy the rest. So far, the FCC
says Surrey was still not ”finan-
cially qualified.” The end of
October is supposed to be the
deadline for the financing to be
worked out.

Now, Bayliss is staying with
Charter. Insiders say there were
too many chiefs at Surrey for an
entrepreneurial guy like Bayliss.
But the real reason may be Bayliss’
hopes to buy the San Diego pair
with former business associate
Karl Eller. And if the Surrey deal
doesn’t make it, Bayliss will be
back to the bargaining table for
Charter.

Al Brady Law has been promoted
to Chief Operating Officer in
charge of Surrey’s operations. He
remains president of Surrey Com-
munication Research. John Nichols
is chairman, Vice Chairman Kent
Nichols adds Chief Executive
Officer and Howard Duncan is
chief administrative officer.

Time is running out for Surrey
to stay in the big leagues. Don't
rule out a last minute pitch.

DAMNED IF THEY DO

Arbitron usually deserves the
criticism it gets from radio execu-
tives. The company takes a
hardline on their high rates, does
not respond quickly to industry
concerns and sometimes acts like
Arbitron is the only act in town.
Maybe because they are.

Now, Arbitron is being criticized
again by the industry for trying to
make its ratings more meaningful.

The controversy is over DST
(Differential Survey Treatment).
DST offers 18-34 year old black Ar-
bitron diarykeepers a $5 incentive
for filling in their radio listening
information instead of the usual
$1. It also involves more follow-up
calls to retrieve the diaries. Tra-
ditionally, 18-34 year-old black

l
|

|

males were as interested in filling |

in Arbitron diaries as they were in
joining a Barry Manilow fan club.

Abritron’s strategy has apparent-
ly paid off in at least one way.
More young black men are return-
ing their diaries. The result: black
stations are zooming up in ratings
all of the sudden. The fallout: non-
black stations are seeing red!

It’s really a basic black and
white issue. In California, a group
of stations led by KZLA AM/FM
General Manager Vern Ore have
commissioned a study to probe the
validity of recent ratings. Most
non-ethnic stations in the market

I

plummetted. Hispanic and Black
stations edged upward.

Significant ethnic increases also
appear in New York, Detroit and
Philadelphia. Ethnic stations
making up for lost audience due to
previous poor diary participation.

Of course, there is another way
for Arbitron to make money. All
non-ethnic stations in DST mar-
kets wishing to see numbers with-
out increased black shares can
order an AID (Arbitron Informa-
tion on Demand} study. AID
studies cost additional money.

Some California non-ethnic sta-
tions have been burned by the DST
ratings and they are commission-
ing this new study. They include:
KNX-AM/FM, KBIG, KMET, KFI,
KHTZ, and KZLA-AM/FM. Beau-
tiful music station KBIG lost one
full share from 5 to 4. KZLA-AM
normally a low-runner in the book
didn’t even make it this time. Sta-
tions admit that sports may have
played a minor role in lowering
their ratings. KABC which carries
Dodgers baseball added to its al-
ready sizeable chunk of the mar-
ket (6.7 to 8.6). But they always
increase during baseball season. ‘
KBIG GM Jack Adamson claims
that non-ethnic stations are feel-
ing the brunt of DST method as
ethnic stations reap all benefits.
Research firm Hiber & Hart will
investigate the probable impact of
the ethnic diary system. |

The feeling is that Arbitron is
tampering too much with its
methodology. The Radio Commit-
tee of the Electronic Media Rating
Council and RAB’s Goals commit-
tee are looking into the matter.

Among the 78 DST markets mea-
sured for the first time in the winter
of 82, all time highs for ethnic
stations have been reported in
Detroit, Los Angeles, Birmingham
and Washington D.C.

There is also question whether a
five dollar premium makes diary-
keepers feel obligated to do more
listening.

The main problem is that some
demographics are not as likely to
respond to diarykeeping requests
as others. This is Arbitron’s main
problem regardless of the color of
the diarykeeper. A 100% response
rate is impossible no matter what

I
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the incentive.

KMJX-FM, Little Rock General
Manager Richard Booth contends
that the black population hasn't
increased significantly, and black
station KOKY hasn’t changed
appeal. Nevertheless this black
station has jumped in 18-34 audi-
ence as much as 12 points from
Fall, 1981 to Spring, 1982 rating
books. Booth suggests that Arbitron
also offer DST incentives to white
males 18-34 since this is also an
elusive group of diary respondents.

You can bet that there exists no
way Arbitron could increase its
18-34 year old black diary partici-
pation that wouldn’t ruffle anyone’s
feathers. It’s not very enjoyable
| to see your competitors ratings
increase without them doing some-
thing extraordinary on or off the air.
|  But for years black stations
have been undercounted in their
youth demographics and they, too,
feel that the time has come for
Arbitron to correct taxation with-
out representation.

DELCO MAY DRIVE
AWAY WITH AM STEREO

. After all this hullabaloo about

AM stereo. The pussyfooting FCC.
The childish equipment manufac-
turers all fighting their separate
battles while running the risk of

| losing the war. And, a radio indus- |

try obviously underwhelmed by
future prospects. The final deci-
sion might be in the hands of a
manufacturer of car radios. If it
happens, it would be fitting. Every-
thing else has gone wrong with
| AM stereo.
First, when the not-too-wise
l Commission approved FM stereo,
it could have approved AM stereo.
Some think the wisdom of the day
was that FM needed stereo and
AM which was clobbering its sis-
ter, did not. So much for foresight.
The Delco Division of General
Motors may be the deciding factor.
Delcois testing all the various AM
stereo systems now with the ex-
ception of the Kahn System. Kahn
wants no part of Delco’s tests. In-
stead, he is the only manufacturer
to win widespread radio industry
support for his device. In fact,
I more US stations are presently
‘ using Kahn AM Stereo than any

good fight.

Delco’s engineers are trying to
determine which AM stereo sys-
tem is the best and the most cost-
efficient. If you remember what a
garden variety car radio sounds
like now —so much for the best. As
a matter of fact, if you remember
what a garden variety car radio
costs —so much for cost.

complete extensive lab and field
tests soon on Motorola, Harris and
Magnavox systems. The company
is not saying whether Kahn’s re-
fusal to submit to testing elimi-
i nates his system, but wouldn't it
l

be fitting if Delco chose a system
which is not presently installed on
even one radio station.

The company apparently thinks
| it has enough clout to influence
the marketplace. But when Delco
finally reveals its results, it may

of the snakebitten AM stereo idea.

On the other hand, what if Delco
decides that one or more of the
present AM stereo systems is
nice, but they are not ready to
make AM stereo available to its
car buying public.

There is precedence for this.
After all, the auto car radio indus-
try still hasn’t gotten around to
putting FM radios in all its new
cars as standard equipment.

|

| THINGS GO SOUR
WITH COKE

’ When Karl Eller joined Columbia
| Pictures as head of their Com-

naturally assumed it would mean
a turnaround for the company’s
four low-key radio stations.
' Wrong again.
| One of his major responsibilities
| was to acquire media properties.
And that meant making a small
' market company into a big one.
| This may have happened if the
| deal between Columbia and Out-
let Broadcasting had gone through.
Columbia would have had 11 sta-
| tions instead of four.
But then came the sweet merger
with Coca Cola in June. Coke had
I a bitter taste in its mouth when it
| came to radio. Eller claims it was
| Coke’s decision to undo the Outlet
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other system. He frankly likes a | deal.

Delco engineers are expecting to |

find itself as yet another casualty |

1

|

l

|

Whoever made up the saying
“You oughta be in pictures” must
have been thinking about Colum-

m—y

|

bia. That’s exactly what they in- |

tend to do. Their only stations
KCPX-AM/FM, Salt Lake City and
WWVA/WCPI, Wheeling, WV were
recently sold to Salt Lake City-

Entrepreneur Karl Eller

based Price Broadcasting for approx-
imately $15 million.

That sent Radio head Ed Boyd
out the door. But Eller still re-
mains on the board of Columbia
Pictures and acts as a consultant
advising the company on future
acquisitions.

Eller is an entrepreneur and is
likely to surface elsewhere soon.

It was part of his agreement with
Columbia that he’d receive part of
the stock if the stations were sold.
And indeed he did. $1.3 million to
be exact. You can see why he isan
entrepreneur. Now he admits to

| mulling over the purchase of
munications division, everyone

Columbia Picture’s remaining New
York Transit Advertising Company.

But Eller doesn’t stop there. He
and former business associate
Charter President John Bayliss are
talking about purchasing KCBQ-
AM/FM, San Diego (one of the six
stations which was eliminated
from the Surrey-Charter deal).

Eller won't rule out the possibil-
ity of Columbia getting back into
radio someday. Yet on a clear day
you can see that radio is out of the
picture for Columbia.

When television arrived on the
scene to steal radio’s glory, radio
people used to call TV ”Radio with

| Pictures.” For Columbia Pictures
| it's pictures without radio.




The winners know. ..
MAX
is the right way to test your oldies

MAX is short tfor Music Acceptance 1:Xam - a Surrey Communications Research system
for accurately testing your oldies with your target audience.

MAX is not a call-out music test. We recruit your listeners to a central location, control
the testing procedure, and to provide an incentive for accurate results we pay the partici-
pants.

Your entire oldies playlist along with other titles you may be considering - can be
tested in one to two evenings. Easy-to-read, useable results will be in your hands in less

than three weeks.

Surrey Communications Research developed and perfected MAX for one purpose — to
test your oldies quickly and accurately. And, it works.

MAX is available to only one station per market.

To schedule the MAX music test for your station, call Surrey Communications Research
now at (303) 989-9980, and just ask for MAX.

Nothing else is MAX

The MAX music test is just one of the quality services we offer,
Surrey Communications Research also conducts:
Custom Telephone Studies
Focus Groups
Market Audits

Full Service Consulting

e ——————————————————————————————————————eeeamegl]

SURREY COMMUNICATIONS RESEARCH, INC.

Urion Commons Building. Suite 270 66 South Van Gordon
Oenver Colorado 80228 Telephone (303) 989-9980




Why AOR programming,

as unique as your market
situation, will bring your
station higher ratings...

Your station is unique. The city in which you
operate is like no other. Your listeners’ lifestyles
and programming preferences are unlike those
in a city on the other side of the country —or even
a few miles away.

To find out how Frank Felix, Noble
Broadcast Consultants AOR expert, helps
stations get higher ratings on a one-to-one basis,
read on.

If you think your station’s programming
needs are special, we agree. That’s why every
station that uses Frank Felix’s AOR format,
called Album Oriented Hits (AOH), gets a
format made exactly to fit the needs of the
market.

Not a “cookie-cutter” format

And Noble’'s AOH has been working at
stations like these:

WAQY —Springfield, Mass. Up froma4.9toa
7.4 share, they’re now the #1 rocker in town.

WIQB—Ann Arbor, Mich. Competing against
Detroit stations, went from a 4.3 to a 12.7
share.

WGIR—Manchester, N.H. Up from a 4 to a
solid 14 share even with powerful Boston
stations booming into the market.

WIBA —Madison, Wis. Starting four books ago
with a 3.7, they’ve increased shares with each
rating, against stations using other well-
known consultants, to capture an 11.6 share.

KRSP—Salt Lake City, Utah. Froma 4.8 up to
a 5.8 share and still climbing.

KMGN-—Bakersfield, Calif. Even

Felix’s programming concept,
“Pleasing most of the people,
most of the time,” means playing
the songs people in your market
want to hear by their favorite
AOR artists.

So, stations that use Noble’s
AOH programming service play
music that is synchronized to the
preferences of their listeners; instead of getting a
“one size fits all” format stamped out of a pro-
gramming cookie cutter.

Here’s how it works

First, the Noble Research Division provides
focus group and telephone studies, at cost, to
gain in-depth knowledge about your listeners.

Then, based on research information, the
music is selected. Noble supplies day-by-day
computerized programming logs that help your
on-air staff maintain the format and play the
music, hand-picked for your station, in the cor-
rect rotation.

Finally, Noble’s service group stays in touch
with each station, on a continuous basis, to pre-
vent problems before they start.

AOH gets ratings results

As Frank Felix says, “When the ratings go up,
the station’s management should get the credit;
they make the format work.”

t Album Oriented Hits ﬂ

though they're just outside Los
Angeles, their 2.8 share is their
best rating ever.

91X—San Diego, Calif. In this
highly-competitive market, the
station increased their cume
audience by 30,000 people.

More listeners, more sales

If your AOR station isn’t generating the rating
numbers needed to reach your sales projections,
consider synchronizing your programming with
Felix’s Album Oriented Hits from Noble Broad-
cast Consultants.

General Managers: Call collect today for
immediate response: (714) 291-8510

If you are considering using a consulting
service, call Noble. The broadcasters that help
other broadcasters. The consultants that get suc-
cessful bottom line results by helping to syn-
chronize stations for maximum profit.

[N Noble Broadcast Consultants
@ D\ 4891 Pacific Highway
" I} San Diego, CA 92110

(714) 291-8510

[N

Rating Source: Spring, 1982 Arbitron ® Total Persons: 12+, AQH. 6AM-Midnight




SCHULKE MOVES UP

When word came that beautiful
music pioneer Jim Schulke was
being promoted to Chairman of
the Board at Cox’s SRP, rumor has
it that he was being kicked upstairs.
VP/GM Larry Adams had apparent-
ly earned the right to move up to
president. Since SRP has been
taking a beating from arch-rival
Bonneville lately in lost clients,
the rumor sounded good.

But premature notices of Schulke’s
demise are untrue. He’s a fox who
is aiming to devote his time now
to re-inventing beautiful music.

SRP losses have been great lately.
A weak 1981 fall and winter rating
book gave competitor Bonneville
Broadcasting a real edge. Bonneville
merchandized it well.

Schulke doesn’t do things
quickly. He thinks everything
through. Maybe he’s too thorough
at times and loses momentum. But
Jim Schulke began to see the need
to begin merchandizing. He wanted
to fix the product base.

He worked a four-year deal with
The Research Group to test the
beautiful music library. It’s the
first time this has ever been done.
And Schulke’s promoting it to the
fullest. It is SRP’s merchandizing
ploy, if you will, that parallels
Bonneville’s promise of beautiful
music via satellite.

The constant battles continue.
Schulke believes that Bonneville’s
newly won affiliates can return to
SRP anytime and will when the re-
search project is complete. Bon-
neville may well be on its way to
forgetting satellites. It initially
tried to ram it down their taped
subscribers throats. Bonneville
backed off after it lost a few.

Bonneville is threatening to do
its own research project to remain
competitive. For the first time in
years it has Schulke on the run and
isn’t about to let up.

Bonneville did the unthinkable.
They apparently, through interme-
diaries, contacted Cox about buying
SRP’s contracts. Not the company,
but the contracts. Cox’s Stanley
Mouse denies that type of deal, but
admits Bonneville ”approached us
with a situation...if we took one of
their stations or vice versa, to
negotiate contracts out as rep
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firms do. We were not interested.”
Insiders say that Bonneville

| head John Patton called Cox O&O |

head Jim Wesley around June 30th
about a possible buy. Of course,
Wesley was the wrong man to con-
tact. Mouse took the call.

SRP Chairman Jim Schulke

| Bonneville points to Cox’s O&QO's.
WWSH, Philadelphia unloaded SRP
for Mary Catherine Sneed’s soft
hits format. SRP closed a deal with
Jerry Lee’s WEAZ. WHIO-FM, Day-
ton is very successful with beauti-
ful music - Bonneville’s. And
KOST, Los Angeles airs FM 100
now a Bonneville division.

Of his O&Q’s, Wesley says,

Los Angeles (KJOI switched to
Churchill). And evaluations are
underway as to whether we will
air Schulke.” Wesley also claims
that SRP was not available in
Miami, Charlotte. Or in Dayton (it
was on a Cincinnati station) al-
though he admits he doesn’t know
whether that still holds true.

Schulke is featured on Cox-
| owned WLIF, Baltimore which has

done very well by it over the years.

lim Schulke sold 90% of SRP to

Cox on July 6, 1979 after operating

| it himself for nine years. He got

about $5 million. Some say he got

out just in time. Lately beautiful
music has been facing problems.

Jim Schulke will be the one to
reverse SRP’s fate. He’s betting on
The Research Group for that.

For a guy who says, ”Program-
ming by the gut is a thing of the
past”, Schulke is demonstrating
that he still has a gut feeling about
beautiful music.

7Schulke just became available in |

AL HAM MAY SCRAM

One of the hottest syndication
items (if not the hottest) right now
is Al Ham’s "Music of Your Life”
nostalgia music format. And, Ham
is perhaps the most in-demand
industry figure. It’s not everyday
that someone invents a new radio
format, but Ham did it.

Now, while he’s riding high,
Ham apparently wants to sell his
company. Of course he’d have to
(and probably wants to) stay on,
but he’s the type of guy who just
isn’t satisfied standing still.

Gannett took a cold, hard look
at purchasing “Music of Your Life”
but backed away. Involved is a fair-
ly costly operation based in Con-
necticut with favorite Ham staffers.
} And, a sweetheart deal for Dallas-

based entrepreneur Jim West who
| put Ham in the driver’s seat. Gan-
nett didn’t like the bottom line
figures. Ham supposedly also
talked with the Mutual Broadcast-
ing System, but nothing came of it.
Ham'’s prospect of selling is ex-
cellent. His format is airing on
over 130 stations. "Music of Your
Life” seems to have found respec-
| tability even though its critics say
the format attracts largely older
demographics, not the prime
people advertisers seek.

Ham'’s still pretty potent against
| his competitors. Taft’s ”Primetime
Radio” has begun an assault on
nostalgia lovers. It picked up
| WJJD, Chicago; WBBG, Cleveland;
WCOL, Columbus as part of its
first nine clients. All three carry
Ham’s format. Some are buying
”Primetime Radio” just to keep it
out of their markets. Others may
consider using portions of
”Primetime Radio” with Ham. Will
Ham stand for it? He’s got all the
cards, because the likelihood of
another station in any one of these
markets affiliating with ”“Music of
Your Life” is very likely.

Al Ham is always looking for new
challenges. He may become in-
 volved in international radio/
music production.

Either way, Ham stands to profit
from his brainchild. They laughed
when he sat down to program for
older adults. Now, with more pos-
sible suitors courting him, Ham
has the last laugh.
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MORE RADIO DEREGULATION
IS ON THE WAY
The much-talked about changes are beginning
to become evident at the radio station.
' By Robert Olender e el e s o

The FCC is continuing with its
policy of deregulating the broad-

| casting industry. It has proposed
| several major rulemakings which
. will significantly affect broad-

casters.

These proposals will not only re-
duce station operating expenses
but could provide new revenue
sources. Targeted deregulation
areas are: Eliminating the require-
ment for retaining operating and
maintenance logs. Relaxing re-
strictions which limit operation
by daytime-only AM stations. Ex-
panding the use of FM stations’
subsidiary communications au-
thorizations for non-broadcast
services.

The FCC now questions the

| necessity of imposing the obli-

gation of keeping operating and
maintenance logs. In light of the

| state-of-the-art communications

technology, periodic recording of
specific transmission system in-
formation is unnecessary. The
FCC feels the broadcaster’s
cumulative inattention toits oper-
ation will result in a lower quality
signal that the station’s audience
will ultimately perceive. Com-
plaints to the Commission, litiga-
tion expenses, and/or forfeitures
will result. So, it is in the broad-
caster’s own self-interest to take
necessary steps to insure its opera-
tion complies with the Commis-
sion’s technical rules and the sta-
tion’s license.

The Commission also proposes
to eliminate the periodic meter
and monitor readings, inspections
and field strength measurements.

Robert Olender is the managing
partner of Baraff, Koerner, Olender
& Hochberg, a Washington, D.C.-
based communications law firm.

Olender: “The FCC has proposed

| several major rulemakings which
| will significantly affect broadcasters.”

The Commission is not proposing
any change in the operating toler-
ance of broadcast stations, nor in
the licensee’s obligation to main-
tain its technical operation within
authorized units and terms.
Daytime-only AM stations anx-

| iously await the results of the

Commission’s proposal to relax
restrictions which limit broadcast
operation by daytime-only AM
stations to daylight hours.

Some of the areas proposed in-
clude: a) removing the restriction
to pre-sun operations by Class II
stations located east of co-channel
Class I-A stations; b) permitting
Class II stations located outside
the 0.5 mV/m fifty percent
skywave contour of co-channel
Class I-A stations located east of
them to commence pre-sunrise
operation at 6 a.m. local time, re-
gardless of the time of local sun-
rise at the co-channel Class I-A
station.

The Commission is initiating a
Notice of Inquiry to examine
whether daytime-only stations
might be able to apply for unlim-
ited time AM assignments on

] low power for nighttime AM oper-
ations by daytime-only stations,
unrestricted to stated hours, but
affording appropriate protection to
unlimited time stations.

The Commission also proposes
to eliminate restrictions on the
use of the subsidiary communica-
tions authorization (SCAs). Pre-
sent FCC rules limit the use of
SCAs within prescribed technical
parameters and impose record-
keeping requirements.

The Commission now seeks to
remove this artificial restraint.
This would allow FM stations to
provide new and innovative ser-
[ vices, such as traffic signal con-
trol, electronic mail delivery,
paging service, FM quadraphonic
sound, transcription of medical
| information, and digital electronic
message service. In expanding the
SCA'’s capacity, the FCC proposes
to abolish the requirement for
filing an SCA application form,
and remove current time-use re-
strictions which limit SCA trans-
mission to periods when the main
channel is operating. If the Com-
mission removes use restrictions,
licensees may use SCA subcarriers
to provide practically any type of
information for which there is a
demand. This extended use should
not be limited solely to the trans-
mission of additional SCA-type
services. But may be provided on
either a restricted basis to sub-
scribers or on an unrestricted basis
| to the general public.

The Commission also proposes
changing certain technical restric-
tions that limit the subscriber base
band, its modulation methods and
levels.

With these new provisions on
the horizon, broadcasters can look
to a more profitable and less re-
strictive form of operation.
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And in Carlsbad, California. Benton Harbor, Michigan.
Coos Bay, Oregon. And in Lebanon, Pennsylvania, too!

What is this new adult contemporary format that's
sweeping the country? How can it make your station a
winner?

The RADIO ONE concept is simple: it capitalizes on the
strengths of two powerful formats - contemporary and easy
listening. RADIO ONE achieves the high cume associated
with a contemporary format and the average quarter-hour
maintenance the easy listening format is noted for. How do
we do it?
® The right music, of course, fully produced in cross-faded
and blended matched flow segments of about 10 to 12
minutes each. Mood, tempo, chronological sequence, artist
protection and audience acceptance as determined by
research are among the considerations.

B A base library of 120 hours, plus special holiday music.

B At least 200 new tapes each year guaranteed. That keeps
your station current, ahead of the competitior, exciting to
listen to!

@ Superb technical quality. Churchill Productions’ national
reputation for technical excellence backs every tape you
receive.

® Consistency - your station sounds great 24 hours every day.

This pays off in rapid audience growth. Here are the
results in Salt Lake City:

KISN ADULTS 18-34 RANKING*

(Among all stations regardiless of format.)

RANK  FALL 80 SPRING ‘81 FALL 81
2
4
6
8
10
12
14

SPRING '82

*Arbitron Audience Estimates, Metro, M-S, 6 AM—Midnight, Adults 18-34

And what do some of our clients say about the RADIO
ONE service?

Bunk Robinson, General Manager of KISN says; “/ just
wanted to let you know how pleased we are to be able to
enjoy that rare phenomenon in the broadcasting business
known as ‘overnight success.””

Jeff Chandler, President of KKOS, Carlsbad, California
writes; “We are truly delighted with our Arbitron showing. !
think the biggest thing separating your firm from the “also-
rans” is your burning desire to see your format, and thus your
clients radio station, successful.”

Kent Slocum, General Manager of WHFB, Benton
Harbor, Michigan says; “RADIO ONE enables WHFB to
present current material quickly and gives us consistency
within the format. The service is excellent!”

RADIO ONE. WE CAN MAKE IT WORK FOR YOU, TOO!

»
. D
c ] Churchill Productions

1130 E. Missouri/Suite 800/Phoenix, Arizona 85014/(602) 264-3331

RADIO ONE is a service mark of Churchili Productions.
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RADIO EXECUTIVES HIGH
ON SATELLITES

Three out of four radio stations use syndication programming raising
speculation that the two fields are increasingly becoming one. Here's the
industry’s first satellite/syndication survey.

FUTURE OPERATIONS IMPROVEMENTS
BRINGING BETTER PROFITABILITY

Among the 285 radio executives who returned their questionnaires, one area clearly
surfaces as holding the most promise for making their businesses more profitable: satellites
and new technology. A dominant 46 percent of these respondents feel that technological
change involving satellite broadcasting and services will help make their businesses
better and improve their bottom line. Ten percent of these broadcasters feel that the use
of professional research and marketing will add to greater profitability, while an addi-
tional seven percent cite AM stereo. All other responses garnered only three percent of
the total vote or below.

USE OF SYNDICATED MUSIC AND FEATURES PROGRAMMING

A majority (58%) of these broadcasters say that they do not use syndicated music pro-
gramming on their stations. However, a hefty 78 percent of these folks say that they
do use some syndicated features or short programs on the air.

TOP FEATURES — SYNDICATION COMPANY

Watermark, receiving 17 percent of the total mention, is the syndication company that
most broadcasters feel is tops in providing short programs or “features.” Westwood One
is the second most named syndicator with 11 percent of the vote, while O’Conner and
TM each receive five percent mention. Drake/Chenault receives the accolades of three
percent of these broadcasters.

FUTURE USE OF TAPED SYNDICATED FEATURES AND PROGRAMMING

The perceived future use (between now and 1985) of programs and features distributed
by tape appears to be a stand-off. 27 percent of these broadcast respondents say that taped
syndication use will stay the same and nearly equal numbers of people say that the tape
distribution of programs and features will either increase or decrease. While 35 percent
of the sample says that taped syndication will increase at least some, 38 percent counter
by stating that they feel usage will decrease at least some.

FUTURE USE OF SATELLITE FEATURES AND PROGRAMMING

The future use of satellite distributed features and programming (by 1985) is seen by
these broadcasters to be dramatically on the rise. The majority of respondents (51 percent)
say that the use of satellite delivered services will increase greatly. An additional 46
percent feel that satellite programming and features use will increase some. Only two
percent of the total sample feel that satellite use will decrease.

CURRENT USE OF SATELLITE PROGRAMMING

A maijority (50 percent) of these broadcast respondents say that they do presently use a
program which is delivered via satellite.

EXPECTED USE OF SATELLITE PROGRAMMING BY 1985

A resounding 82 percent of these executives say that they expect to link up to one or
more satellites by 1985.

ADVANTAGES OF 24-HOUR
SATELLITE-DELIVERED STEREO PROGRAMMING

The biggest advantage to using full-time satellite-delivered programming (such as
Transtar Network, Bonneville, or SMN} named by these radio executives is saving
money. The economics of using 24-hour satellite programming is cited by 51 percent of
the sample. An additional 22 percent perceive the superior programming that satellites
deliver as the primary advantage.

DISADVANTAGES OF 24-HOUR
SATELLITE-DELIVERED STEREO PROGRAMMING

When asked what is the greatest disadvantage of using a satellite-delivered service, 51
percent cite a perceived loss of local image in programming. An additional 16 percent
name a loss of programming flexibility and 11 percent feel that a loss of programming
control is a disadvantage. Interestingly, only four percent of these executives cite the
initial cost of dish installation as a deterrent.
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- 'DELIVERED STEREO PROGRAMMING

7| Question: “As of today, there are three suppliers of twenty-four hour satellite-delivered stereo pro-

. | gramming: the Transtar Network (Adult Contemporary), Bonneville (Beautiful Music), and SMN (Pop,
. | Stardust, and Country). If their product was appropriate for the situation, what would you see as the
. | biggest advantage of using a service of this sort!” o

O
O ADVANTAGES OF 24-HOUR SATELLITE-
O
O

TOTAL MENTION

Economics/Sa\@ Money ~ 51.2%
_ Superior Programming 21.8%
10
. ..| Convenience ] ~ 3.5%
2| Other ] 15.1
: Don’t Know/No Answer ~ 8.4%
5| Raw Total B N = 285 )
16
17
18
19
20
21 ~
2
- DISADVANTAGES OF 24-HOUR SATELLITE-
2| DELIVERED STEREO PROGRAMMING

Question: “What is the greatest disadvantage of using a service of this sort?”

TOTAL MENTION

| Loss Of Local Image In Programming 50.5%
| Loss Of Programming Flexibilty __15.8%
3| Loss Of Control Of Program 11.2%
“| initial Cost/Dish Installation . 3.5%
% | Danger of Malfunction 2.8%
:: Don't Know/NoAnswer =~ B.3%
| Raw Total N =285

O O O OO0 0O O 0 0 O 0 O

(O|«| Data Collection and Data Processing by The Research Group. The Research
| Group is headquartered at 2517 East Lake Avenue E., Seattle, WA 98102
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We are proud to salute

those pioneering stations
who have, during the last
21> months inaugurated
AM STEREO broadcasting:

KAHN/HAZELTINE
Birmingham WSGN Houston KYOK Pittsburgh KDKA
Boston WBZ Kansas City KMBZ Salt Lake City KSL
Charleston WCSC Los Angeles KHJ San Antonio KTSA
Charlotte WBT Miami WGBS San Francisco KFRC
Chicago WGN New Yor< WNBC Washington, DC WMAL
Chicago WLS Omaha WOW Worcester WFTQ
Houston KKBQ Philadelphia WFIL
HARRIS
(Source Stereo Review 11/82)
Atlanta WQXI
Greenville WESC
Los Angeles KFI
New Orleans WNOE
Reno KROW
Windsor CKLW

If you are contemplating joining these leading stations,
so as to make AM STEREOQ a reality, call or write:

KAHN

COMMUNICATIONS, INC.
839 Stewart Avenue
Garden City, New York 11530
(516) 222-2221
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MANAGEMENT

TEN WAYS TO KEEP UNIONS
OUT OF YOURSTATION

The best way is to remove the causes that promote union activity.

By Howard Pardue

Any company that gets a union
deserves it. Unions do not unionize
employees. Employees unionize
themselves.

From a historical perspective of
the organized labor movement,
these statements contain remark-
able authenticity and are factually

‘ substantiated.

Considerable insight can be
gained in organizations today with

| on-going evaluative systems which

assess the potential vulnerability
of unionization with multiple
work force profile measurement
programs.

Conclusive evidence, supported
by findings of expert behavorial
scientists and assessments of
cause” after union organizing
attempts are completed, provides
further insight into the need to
continually profile the work force.
The following profile is represen-
tative of today’s work force:

| ® Minus-Minus 5% (—-5%] — the

employee who dislikes manage-
ment, impossible to satisfy,
habitual chronic acute com-
plainer, will never be happy.

® Minus 20% (-20%) — the em-
ployee who complains constantly,
suspicious of all changes which
occur in the organization.

® Fifty percent (50%) — the silent
majority of the work force. This
employee does not possess strong
convictions either pro-manage-
ment or pro-labor. The question-
able segment of the work force.

Howard M. Pardue is Director
of Human Resources for Winston-
Salem, NC - based Summit
Communications.

® Plus20% (+20% )—the employee
who is a solid citizen. Employees
who become supervisory or man-
agerial personnel up through the
ranks of the organization. Articu-
late, good decision makers. Fast

track. Have ability to think for |

themselves.

® Plus Plus 5% (+ +5%)—employ-
i ees who have immense company
loyalty. The Company can do no
wrong in the eyes of this employee.

Obviously, the bottom line to
this work force profile scenario is
to have an employee-relations pro-
gram in place which enhances the
organization’s ability to control its
destiny. The organization must
focus and redirect its efforts, as
needed, in the development of a
preventive labor-relations program
which insures the silent majority
segment of the work force is com-
mitted to being part of a union-free
organization.

Remaining union free is both a
science and an art. The science en-
compasses the policies, proce-
dures and programs necessary to
afford a firm, fair and equitable
system for all; the art concerns the
creative use of a multitude of
human relations skills.

A great deal has been written
about the evils of unions; as much
has been written about the deca-
dence of management. It is futile
to try to assign guilt to either
party. This is a negative approach
and today positive approaches are
required. We no longer need the
anti-union, pro-company polariza-
tion that has persisted: business,
industry and people today need
positive response to people needs.

The need for unions has its ori-
’ gin in people’s concern for job

security and their rights both as
| human beings and members of an

Here’s how to lay the groundwork.

| organization.

The positive approach contends
that unionization is not inevitable
or necessary and management will

| conduct a business in the way that
makes labor unions unnecessary
in the first place. There is no com-
pulsion in human behavior to join
unions. Approximately 75% of
the 100 million employees in the
‘ United States are not members of
| unions. But the 25% that do carry
union cards influence critical in-
dustries within the economic sys-
tem. Efforts should be made to
identify means for a ”"win-win”
system of making unions unneces-
sary. The approach should be
neither pro-company nor antiun-
ion but rather pro-people.
Successful implementation of
ten basic personnel/human resour-
ces areas is critical to maintaining
non-union status:
1. Commitment and management
credibility — Credibility is essen-
tial; clarity is necessary. Manage-
ment’s candor in communicating
its position on unions is generally
met with appreciation by the
majority of employees. Establish-
ing the pattern today rather than
after an organizing drive is under-
way goes a long way toward shap-
ing the attitudes and thinking of
employees so that later, should an
organizing drive occur, the com-
pany has established a basic theme
upon which to build. The initial
step to remain union-free is man-
agement’s commitment to that
| objective. This commitment must
exist at all levels of management
l from the top to the bottom. It
should be communicated to all
levels of management and to all
| employees as well.
2. The management team — Super-
| visors can either win national
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labor relations board elections for |
you or they can lose them for you.
The second step to building a ’
union-free defense is the selection
of capable management personnel
and the training of supervisors to l
bring them up to the level required |
of aunion-free management team.
The first line supervisor is, in
many cases, the forgotten and un-
supported person on the firing line.
3. Employee complement — Union-
free employers should be aware
that it is a violation of the Na- |
tional Labor Relations Act to fail
to hire an employee because of his
union background or sympathies.
However, the law does not require ‘
an employer to hire employees
who are unproductive. It does not
require employers to hire unreli-
able or irresponsible employees. It
does not require employers to hire
employees who possess low self-
esteem. In a nutshell, it is the em- |
ployees who will directly deter-
mine whether or not the employer |
will remain union free; it is the
disposition of employees toward I
unions, combined with the em-
ployer’s treatment of employees,
who will indirectly determine
whether or not the employer will
remain union-free. The ultimate
objective then is to have employ-
ees who will refrain from signing
that first union card.
4. Policies and Procedures — The
fourth requirement of a union-free
organization is the implementa-
tion of fair and equitable policies
and procedures. The best way to
implement rules are: (a} publish
and distribute to all employees; (b)
make sure a fair and equitable sys-
tem exists through which rules of
conduct can be consistently ad-
ministered; (c) discipline should
be corrective instead of punitive.
A positive progressive discipline
system should be in place. Above
all, if and when major policy changes
are announced, full explanation
should be given to all employees.
Discontent grows when employ-
ees feel they are not being given
the truth about major changes. l
And finally, a cardinal rule of a
union-free employer is to never
take away an employee benefit
once it is given. Once improve-
ments are made in the fringe benefit |

MANAGEMENT

package or wages, that should be
an irreversible decision.

5. Participative management —
Recognize all employees at all
levels and allow them to be a part
of the organization. Effective com-
munication programs should be in
place, such as; orientation pro-
grams, individual performance ap-
praisal systems, employee attitude
surveys, frequent staff meetings,
company newsletters, up-to-date
bulletin boards, and an effective
open door policy. In summary, the
use of participative management

techniques are not an end in them- |

selves, but are means of designing

systems and procedures that im- |
prove both productivity and job |

satisfaction.

6. Due process — The sixth step to
maintaining union-free status is a
sound and responsive procedure to
which employees may protest
adverse action taken against them.
For example, the open door policy,
or a formalized written grievance
procedure. One of the key factors
in the effective use of the open
door policy is the “24-hour turn-
around.” Under this concept, em-
ployees who have problems may
contact management. In any case,
they are assured of receiving a
response within 24 hours. The “24
hour turnaround” is a far better
grievance handling procedure than
unions can provide.

7. Employees'rights — The seventh
ingredient in a union-free environ-
ment is the requirement that tra-
ditional employee rights are pro-
tected through fair and equitable
policies. Be sure that the following
policies, such as promotions and
transfers, layoffs and recalls, and
overtime are in place and defined.
That standards of performance
are reasonable and objective, a
genuine and sincere interest in the
health and safety, working condi-
tions and an on-going affirmative
action program is published and
communicated.

8. Elimination of undesirable
working conditions — The eighth
step to maintaining a union-free
environment is the elimination of
sources of constant irritation that
have a negative effect on the em-
ployee’s sensitivity over a long
period of time,such as restrooms,

| eating areas and breakrooms, park-
ing facilities, water fountains and
housekeeping.

9. Measurement of employee per-

formance — The ninth area of

union-free status is the prompt
elimination of employees and
supervisors who do not meet the
standards of the union-free em-
ployer. An employer must always
| be aware of the potential dangers
in terminating an employee both
from legal and practical considera-
tions. The union-free employer
| must understand both. Considera-
tion must be given to the follow-
ing legal areas: Civil Rights Act of
1964, the Equal Pay Act and the
National Labor Relations Act, as
amended.
| 10. Competitive wages and bene-
fits — The tenth and final require-
| ment to maintaining a union-free
posture is that the union-free em-
| ployer must have a competitive
wage and benefit program that is
equitably administered. Fringe be-
| nefits should include health insur-
ance, holidays, vacations, leaves of
| absence, sick days, life insurance,
retirement plans, disability insur-
ance, differential pay as deemed
appropriate, a salary merit system,
which is tied to performance, cur-
rent job descriptions, and salary
ranges which are periodically
updated.

In the immediate future, work
patterns will probably change to

become more compatible with the
| changing composition of the work
force, changing attitudes toward
work, the urbanization of society,
the emerging multiple-worker
family, the desire to reduce occu-
pational stress, and the growing
demands for more family and
leisure time.

Involvement of the individual
worker in making work decisions
| on matters which affect him di-
rectly will be a key issue and a
troublesome part of the working
agreement. This issue must be
moved out of the adversary process
with the opportunity to develop
meaningful job responsibility,
pride in the product and positive
| commitment of the “silent major-
| ity” which will enhance the or-

ganization’s opportunity for main-
taining union-free status.
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New York

NewYork
“if we can

make it there,
we canmake it
anYWhere, - ...and here’s the story on

“The Sounds of Sinatra”
in the Big Apple!

‘Used with Permission of Fred Ebb and J. Kander.

ryel 206
“ oy gockﬂg‘ue'oiz 212 664-2
any \n¢ New

aroadcas\mg Comp:

- Navona!
L3
wYnNY-F

pete sa\a“‘

Due

ming
')peva\\ons & program

You can get results like that
in your market . . . with the
surprisingly inexpensive
two hour show that features
the recorded music of
Frank Sinatra plus rare
recordings from host Sid
Mark’s private collection,
plus exclusive interviews
with Frank and his friends.

Call or write today
for rates and other
information.

ORANGE PRODUCTIONS

(215) 878-4926 — 3930 Conshohocken Avenue, Philadelphia, Pa. 19131
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MARTY ‘

RUBENSTEIN

By Jerry Del Colliano

Mutual has been known as the
odd ball of radio networks for so
long, it seems impossible that it
could be on the road back. When
all networks are based in New
York, Mutual somehow finds a
way to be based in Washington.

When all other radio networks
are offshootsof TV operations,
Mutual lives and dies from radio
alone.

When ABC first started its four-
network concept, Mutual was
looking back to yesterday. Arthur
Godfrey’s sidekick Tony Marvin
did the news. Hardly a great way to
prepare a major turnaround.

Mutual Chief Executive Officer
Martin (Marty} Rubenstein half-
jokingly tells how Mutual got into
the satellite field before the others.
Of course, it was before his tenure
there. Marty claims there was so
much talk of Mutual going Chap-
ter 11 that the phone company
used to give Mutual its worst land-
lines. So Mutual was forced to go
to satellite to give their affiliates
better fidelity.

'RADIO’S

ROCKY

FIGHTS

THE

KNOW-IT-ALLS

" Some call it being in the

' wrong place at the right

| time. Others say his bottom
line, no-nonsense ap-
proach not only turned
Mutual around, but saved
it from the mistakes now

. plaguing other networks.

Now, as 1982 approaches,
Mutual is looking very healthy. It
has aveoided the mistakes other
networks are still suffering from.
The main reason is not so much
the fact that giant home products
company Amway bought Mutual |
several years ago and pumped |
much money into it. It’s more
thanks to the bizzare act going on ,
daily in Washington called "Radio
Marty. » Like it or not Rubenstein
himself is the reason Mutual is re-
gaining the industry’s respect.

Rubenstein was lured to Mutual
from ABC in 1978. He was re-
cruited by an executive search
company whose fee was paid by
Amway. Amway was looking to

| replace then Mutual President C.

Edward Little. But it started in a
strange fashion.

Rubenstein was hired, but was
not told that he would be part of a
three-man executive board. Gary
Worth (now with Wold Communi-
cations} was to be an executive
vice president along with Marty,
and Amway executive Dr. Bernard

RADIO ONLY/NOVEMBER 1982 29



| .

Schaafsma was to represent the

parent company. Rubenstein
claims he didn’t mind the arrange-
ment even after he figured out
what it was going to be despite the
fact that he insists, “I am by nature
a person who works best at being a
decision-maker.”

He got his way. In November of
1979 Worth went his way.
Schaafsma went back to Amway’s
Michigan  headquarters  and
Rubenstein was given the power
to help Mutual rise from the dead.
Marty claims he was a true soldier.
They called him in. Told him the
news. He took the job and he was
off and running. There was never
any mention of a power struggle to
gain control. Rubenstein insists it
never happened.

Amway is doing $1.6 billion
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(Top left) Marty’s day begins at
4:30 am in his home office with
memos on his mind and sounds
of several stations in the air.

(Lower left) The 8:45 executive
meeting is a daily ritual. Says
Marty,“This is where we make
it happen — where decisions are
made.”

(Below right) Washington is a
great business-lunch town. A
regular at Dominique’s, Marty
is warmly greeted by hostess-
owner, Diana Damewood.

worldwide this year with the
leadership of owners Rich DeVos
and Jay Van Andel. They apparently
butt out of everyday operation.
Marty sees “our responsibility to
the board of directors as financial.”

Rubenstein claims that Mutual
is in a profit-making situation
today. He won’t reveal figures so
there is no way to know for sure,
but Amway is still pumping
money into Mutual as if it has a
tremendous future. Remember,
Amway paid somewhere between
$15-18 million for Mutual. They
have a very important investment
here.

The smartest thing Mutual did
was something that was done be-

| fore Amway and even Rubenstein |

joined Mutual — make plans to go

| on satellite. Rubenstein gives

ample credit to his predecessors
for this moment of vision. But,
he’d like to think that he and
Amway had a lot to do with mak-
ing it all happen.

Amway provided $10 million
for the satellite distribution sys-
tem which is now in place. It de-
cided to give every Mutual affiliate
a receiving dish. Plus, it promised
many channels of different prog-
ramming for them to choose from.
Today, Mutual has made good on
all its promises while other net-
works are still trying to get their
affiliates to pay for dishes. RKO re-
| cently relented, but otherwise, the

affiliate usually bears the expense.
It seems odd that Rubenstein

would be the man to offer such a

sweet deal to affiliates. After all,

he’s tight with a buck. Anybody’s.

His philosophy, “I believe in a

bottomline operation first. Every-
' thing we have done has been cost-
effective. The whole satellite
distribution system with 11 chan-
nels still costs us not more than if
we had the skinny little line Ma
Bell was giving us.”

Rubenstein didn’t get into the
network boom of two years ago.
He had enough trouble making his
one network boom. But the others
went full steam ahead. Marty
thinks, “These people declared in-
stant networks and the next thing
you know they have five VPs and
their overhead goes crazy. The
team that I have here is constantly
looking for the most effective,
cost-efficient way possible. We
never forget the fact that we are a
business.”

Some call it tunnel vision.
Marty couldn’t then, and still
can’t see what all the excitement
is about new networks. He bra-
zenly predicts, “We started with
four companies who were in the
network business and I think we
are going to end up with four com-
panies in the radio network busi-
ness. And, one of them is going to
be Mutual.”

In other words, the 24-hour
music formats don’t impress him.
The demographic youth networks
don’t impress him. The news and
radio show networks don’t im-
press him. Nothing impresses
| him.
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NEW FROM TRANSIAR

NEVER BUY

ANOTHER CART
AND MOVE A STEP

CLOSERTO
EXCESSIVE

REVENUES!

The TRANSTAR Radio Network has pioneered
yet another inexpensive flexible benefit
designed to improve your bottom line—
TRANSTARMATION —a technological break-
through in automated assist at about '3 the
cost of comparable systems.
TRANSTARMATION Automated Inter-
connect joins the list of exclusive benefits
that are producing revenues for stations all
over the country:
* “Never a Moment of Dead Air” Adult Con-
temporary Programming —Focus 25—34.
* S.C.RC. Transmission.
* Nationwide Target Music Marketing.

* Landmark National Study of 25—34 Heavy
Radio Users.
* Local Sales Support.

The TRANSTAR Radio Network is
designed as a flexible partnership with one
goal in mind, improving a radio station’s
bottom line—we call it Excessive Revenues.

RARSDiE

For further details about Transtarmation or any of our exclusive
benefits, call Dwight Case or Ron Ruth at (303) 578-0700.




According to Rubenstein, “Ijust
don’t think that these ‘turn key’
networks are going to have staying
power. If you say you’re going to
program a radio station 24-hours a
day long distance, it moves you
away from localism which is so es-
sential to running a radio station.
Our philosophy is to provide to
radio stations that which theycould
not better provide for themselves.”

Mutual is a supermarket of
shows. Regional football. Dick
Clark’s National Music Survey.
Country specials. Soon, an album
rock special produced with
Doubleday. And, of course, news.
There’s Larry King, an overnight
talk sensation which gave the
Mutual net something to be proud
of long before it deserved the
compliment.

Now Rubenstein uses the term
”multicasting” not only because
Mutual has 11 channels to use, but
because their chief engineer has
found ways to split each channel
into three voice-quality channels.
Even Marty doesn’t have enough
programming to fill themright now.

Marty thinks that the industry |

”latched on to a burgeoning net-
work market with their extra dol-
lars.” But times got rough. The
new networks had toreadjust their
sights. Rubenstein remembers, "1
was faulted a year or so ago be-
cause Mutual didn’t declare a new
network. It was a case of why
didn’t the ’sticks in the mud’ do
what everyone else was doing. If
there is a format where we can fur-
nish programming, 1I'd be happy
to furnish it.”

| There’s a mutual admiration
between once poor Jewish kids
from Brooklyn Larry King and
Marty Rubenstein.

32 RADIO ONLY/NOVEMBER 1982

Marty attributes Mutual’s engineering excellence to young whiz
Bill Check and seasoned whiz Gene Swanzy.

”Mutual is a supermarket and
you can come in and examine the
products on our shelves. We're not
going to run your station. That’s
what you're there for. How can we
help you?”

Rubenstein is likely to go
beyond traditional radio broad-
casting. The temptation to use
some extra satellite channel space
for data transmission is too great.
Look for it to happen soon. In fact
he thinks that “Mutual will be
generating as much revenue from
non-broadcasting as broadcasting
by the end of the decade.”

Now, it has 900 affiliates with
another 500 available for special
programming. There is new special
programming coming including
the National Symphony live from
Kennedy Center in Washington.
All seems to be going well.

With the exception of Mutual’s
owned and operated stations. It
bought WHN-AM, New York
which is doing far better than
WCFL, Chicago. But to that
Rubenstein adds, ”It’s an unfortu-
nate situation which I'll take
the responsibility for. I brought
in a new station manager, Bill
O’Donnell. We're looking at a lot
of different options.” One of them
is not likely to be another purch-
ase of a radio station for a while.

Rubenstein just turned 47.

When his network days
through, he’d like to be an ambas-
sador to a foreign contry.

He’s a workaholic. Rubenstein
admits, ”"Never travel with me on

| an airplane. I catch a few z’s right

|

off. I've always been this way. I
love those hours in the morning. I
monitor the network line, have
tapes going.

"1 delegate as much as I possibly
can,” says Rubenstein,” "I dele-
gate, but don’t abdicate. I follow-up.
[ have a tickler system to follow-
up every day.”

If you're Senior Programming
VP Jack Clements, Engineering VP
Gene Swanzy, Corporate Services
Senior VP Jerry Wallace, General
Counsel Bruce Goodman or News
VP Tom O’Brien you have no
choice but to pick up some of
Marty’s habits. Like his 8:45 am
daily meeting. It only lasts 15 mi-
nutes, but it’s designed to let one
executive know what the other is
doing. Marty’s excuse, “It gives
the people who run the company a
knowledge of what’s going on.”

Which is what Mutual has
needed for sometime. Now it has
it in Marty Rubenstein. He may
not be one of the New York estab-
lishment anymore, but for the first
time some of his competitors are
looking at Marty’s Mutual with
respect if not envy.

are |




What do 1230 stations have in common in 1982?

KABL +KACY * KADE «KADS « KAFE - KAGE + KAGI+ KAIR « KAKZ + KALB  KALI + KALL *KALS * KAMQ+ KANC « KAND « KANW+ KAQL « KAPA - KAPE - KAPV
KARA « KARK s KARM * KARZ + KASH + KASI « KATE « KATI « KATL « KATT « KATY « KAUL * KAUS « KAUZ « KAVO « KAVJ « KAWY « KAYO * KAYS « KAYZ - KAZM
KBAD * KBAS + KBBK « KBBC + KBBY « KBEE « KBET «KBEW » KBFS « KBFW « KBHC « KBIM + KBLF « KBLL - KBMR+ KBND « KBOR - KBOY * KBOZ + KBRK
KBRQ*KBTO+KBZN+KCAP+KCBD+KCBS+KCEE +KGEY +KCJB+KCKC+KCLD+KCMC +KCMQ+KCNB+-KCOK-KCPQ+KCRC +KCWY+KCYX+KDAB
KDAL *KDDA - KDDR +KDEL « KDES* KDIG « KDKA+* KLDO * KDMA + KDOK « KDOL + KDON « KDSQ+KDSX «KDTH KDUV « KDUX«KDWT «KEBE +KECC
KEDD *KEEE «KEEN « KEEP + KEES « KEIN « KEJO « KEKA » KELA « KELI « KELO  KELP « KENI « KENN « KERN « KESI» KESY « KET < KEXO « KEXX « K