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In a repeat performance, WAVA
remains Washington, D.C.s AOR
leader with 38% more share than
the nearest competitor!

WAIA

EMIOS

Source: Fall 1982 Arbitron, Metro Shares
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This is one dish you can’t put on a back burner.

Considering what satellite
technology can do for a radio station,
it's no wonder that satellite dishes
are hot items.

They can make a correspondent
on Capitol Hill sound like he's in
your back yard. And they can give
you enough programming flexibility
tozero in on the most strictly defined
target audience.

The best way to get access to
an earth station? Turn to AP Radio
Network.

We own, operate and offer the
use of 900 functioning earth stations,

making us the largest privately-
operated satellite network in the
world. So, very likely, you're within
alocal loop of one of our dishes
right now.

We also offer a greater variety
of news and information features—
in long and short versions—than any
other network. Those include our
Business Barometer. Sportsline and
our one-of-a-kind AgReport.

Plus. we deliver 200 actualities
per day, many of them regional
reports.

But the best thing about AP
Radio Network is that you control

the mix. Completely. So you can
compose a unique blend of news and
features. a blend that’s most
compatible with your own format.

You even control all of your
own commercial time. What's more,
you pocket the profit from every
valuable second you sell.

So if you want to explore the
very limits of radio technology, while
enjoying unlimited programming
freedom, contact Glenn Serafir,
Broadcast Services Division of

Associated Press.
‘ (212) 621-1511.

Associated Press Broadcast Services. Without a doubt.



The radio
industry’s
hottest new
call letters!

HNW&H is the nation’s most talked
about new radio rep firm. In just 18
months, we've attracted 120 stations
in most major markets.

How did we do it? Not by being old
school or loaded with red tape, but by
daring to be different. We're young,
aggressive and achievement-oriented.

We've quickly managed to attract the
best people in the business. They're
young in their enthusiasm and energy.
Each has a major track record of suc-
cess, and over 50% have “hands on”
radio station experience (something
unusual in our business).

If you want to increase your share,
call the hottest call letters in the industry.

HILLIER, NEWMARK, WECHSLER & HOWARD

New York, Atlanta, Boston, Chicago, Dallas, Detroit,
Los Angeles, Philadelphia, St Louis, San Francisco.
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We Hear You

The results of a recent study on RADIO ONLY are in.
Here's what we're doing about it.

After publishing RADIO ONLY for one year, we
commissioned The Research Group to survey radio
executives like yourself and find out what we were
doing that you like and, more importantly, what
we could improve.

Here’s what we found:

® You want to learn things that help you do your
job better. We've tried to pack each issue with
writing that includes “take home pay” for you.

® Sometimes you feel we don’t always check our
facts. Now, we have fact checkers working over
every story.

® Being totally fair and unbiased is important.
Some of you feel that hasn’t always been the case.
We're dedicating ourselves to trying harder than

ever.

® You want a monthly magazine. Now, RADIO
ONLY has increased its frequency from eight issues
the first year to 12 now.

® You like stories about radio, the future, the
people who make it interesting. Our new format
highlights this information.

8 You didn’t care for the silver Databank section of
the early RADIO ONLY issues. We've replaced it with
the colorful, fact-filled “Radio Across-The-USA”.

® You're busy and need information quickly.
We'’ve introduced the “60-Second Seminar,” de-
signed to give useful, easy-to-read information on
various topics.

We are inspired by your confidence in us. The
study shows RADIO ONLY outperforming all other
publications in Reading Frequency and Thoroughness.
If you're interested, write for the details and please
let us know how we’re progressing.—Jerry Del Colliano
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HERE’S A DOZEN
GOOD REASONS
WHY THIS HAS
BEEN THE BEST
YEAR EVER
FOR CIRCUIT
RESEARCH LABS.

David Green Southern Coastal Marketing
Leesburg, Virginia Pineville, North Carolina
(703) 777-6500 (704) 889-4508

Allied Broadcasting Crouse * Kimzey
Richmond, Indiana Fort Worth. Texas

(317) 962-8596 (800) 433-2105

Broadcast International Comad Communications
Fort Lauderdale. Florida Ontario, Canada

(305) 564-4422 (416) 245-1734

Antech Labs John Innes

St. Louis, Missouri Sydney, Australia

(800) 325-1960 902793

PRS Audiomedia

Bosten, Massachusettes New Oileans, Louisiana
(6173 254-2110 (504) 242-8014

Continental Electronics Warmus & Associates
Dallas, Texas Cleveland, Ohio

(214} 381-7161 (216) 526-9040

OUR TOP TWELVE DEALERS. CALL ONE TODAY
AND ARRANGE FOR A FREE TWO WEEK TRIAL
OF A CRL PROCESSOR, INCLUDING A.M.
STEREO. OR CALL BOB RICHARDS FOR A FREE
INFORMATION PACKET AT 800-535-7648.

3204 South Fair Lane, Tempe, Arizona 85282

'World Radio Histo
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1 / Bonneville's
John Patton

Not the Father of Reinvention
“Reinventing Beautiful Music”

| {April 1983), sheds little, if any, |

light on the problems facing what
should and still could be a timeless
format. The real problem has been

| the syndicators, their unquencha-

| first to package and exploit beaut-
| iful music as a syndicated format,

|
Some Regulation

L )

ble thirst for profits, and out-of-
control egos. The music problem
isn’t anything new, the handwrit-
ing has been on the wall for years.
New music costs a lot. Happily,
Bonneville scems to be making a
little headway in bringing new life
to its format, at least you can hear
the cffort,and the use of satellite
transmission seems a move in the
right direction. I wonder how
many listeners will relax to the |
tunc of SRP’s research. Regardless
of what a poll of radio exccutives
turns up, in the end the listeners
will decide whether the format
lives or dies. Radio exccutives are
notoriously wrong and often the
world’s worst listeners.

To suggest that the future of the
format is the domain of any one
man or his company, or of just
these two companies is foolish.
It’s time to listen and look around.

Jim Schulke may have been the

but he sure as hell didn’t invent

it. Chances arec he wan't reinvent
it either.

Jeffrey Miller

feffrey Miller & Company

New York, NY

Congratulations on your April
Publisher’s  Letter—"Deregula- |

. hibits radio from fulfilling its po-

| of RADIO ONLY.

' need in the industry and I am con-

tion is Failing Radio.” It’s about
time someone made the point that
the direction being taken on dere-
gulation is not all for the better.
Our industry should certainly be
relieved of regulation that merely
supports a bureaucracy and in-

tential in a democracy. At the
same time, there is a valid role for
government regulators, as long as
the regulation does not intrude on
the First Amendment protection
which we as radio broadcasters
need and deserve.

I, for one, oppose any quid pro
quo that trades carte blanche dere-
gulation for a who-knows-where-
it-may-lead spectrum fee. Deregu-
lation is not worth it.

Richard W. Osborne

President and General Manager

WKXL AM/FM
Concord, NH

Radio Only—One Year Later
I was impressed with the approach
you’ve taken with RADIO ONLY.
Sharing your rescarch findings
with the industry, and vyour
changes based on those findings is
pure professionalism in my book.

I admire it and applaud you.

Louis Faust

President
Selcom Radio
New York, NY

Congratulations on the new look
It looks as
though you have targeted a real

fident you will find nothing but
success.

Frederick Polner

Law Offices of

Rothman, Gordon, Foreman

and Groudine

Pittsburgh, PA |

I’'m pleased to sce the way RADIO

ONLY has evolved. I really think

you’ve caught stride.
Paul Fiddick
President
Multimedia Radio, Inc.
Cincinnati, OH

Jingle Power

I am compelled to point out sev-
cral inaccurate areas in your re-
cent RADIO ONLY article “Last
of the Red Hot Jingles” (February
1983).

Tuesday Productions has not
abandoned radio jingles. It’s never
been our major thrust, but we have
produced more jingles for more
stations than all but two of our
competitors.

Regarding our competitors’
criticism for developing “jingles
that grow old fast,” I've never
heard that comment.

No device can be used to per-
suade consumers to a point of view
as powerfully, as persuasively or
as memorably as ajingle. An awful
lot could be done for the quality,
sameness and effectiveness in
radio today if programmers knew
how to buy jingles and what they
can and can’t do.

Bo Donovan

Vice President
Tuesday Productions
San Diego, CA

Address letters to RADIO ONLY,
1930 East Marlton Pike, Suite C-13,
Cherry Hill, NJ 08003.

Letters may be edited for purposes
of clarity or space.
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Your Monthly Radio Programming.

Ratings and Research.

Management Marketing and Promotion.

Financial Management.

Tool New Technology.

Special Report.
Radio Across-the-USA.

The publication that helps you do your job berter.

Subscription price—3$25 a year.

Six-month trial subscription—$12.50.
Call today to start your subscription.
(VISA and MASTERCARD accepted)

Call (609) 424-6800.

Advertisers may inquire
about future issues by
calling Jim Carnegie
(609) 424-6800

1930 E. Marlton Pike, Suite C-13, Cherry Hill, NJ 08003



MANAGER'S UPDATE |

Arbitron’s 33 Percent

Arbitron decided as of the first of the year to up
the weight of Philadelphia county by 33 percent
over the actual census population strength. At the
same time, it has reduced populous Montgomery
County by the same 33 percent. General Cinema’s
WIFI has been complaining loudly. Its signal has
problems in center city Philadelphia and is
gangbusters in Montgomery County. General
Manager Art Camiolo quotes Arbitron’s answer
as: “The Arbitron numbers are correct for the
entire market, not necessarily by county.”

Liability Warning

WMSQ, Havelock, NC sponsored a recent
doughnut eating competition where a participant
choked to death during the contest. A marine ate
four doughnuts, then two more and while swal-
lowing those, gagged when he jammed several
more in his mouth. Thousands of people attended
numerous events which made up the day’s ac-
tivities. The tragic aftermath points up the impor-
tance of radio stations carrying sufficient insur-
ance,and the necessity of assessing risk-benefit
before conducting promotions to attract listeners
and do good will.

NAB’s Latest Merger Ofter

NRBA President Sis Kaplan simply told NAB
President Eddie Fritts in a letter that NRBA would
be interested in exploring the possibility of a joint
NAB/NRBA and even RAB convention for radio.
Industry executives have been increasingly calling
for a better convention set-up. But Fritts used the
opportunity to say that NAB is ready to talk merger
of both organizations. Kaplan rejected it. Some or-
ganization members anxious to explore total merger
think Fritts missed a first step in that direction
when he misconstrued Kaplan’s convention offer.

Malrite Tops LIN

Malrite President Carl Hirsch walked away from
talks with WVNJ-FM, New York owner Herbie
Saltzman with a deal to buy the station. LIN was
supposedly in line to purchase it. Both companies
had sought a New York flagship. Malrite will own
seven FMs, six AMs, five TV stations {when its
Cincinnati TV station is approved by the FCC),
making it one of the most aggressive broadcast
groups in the industry lately. New York flagship or
not, Malrite will remain based in Cleveland.

Metromedia’s TV Leanings

Metromedia looks more and more like it is
becoming television-oriented. The recent sale of
WMET, Chicago to Doubleday would not have
been enough to substantiate the idea, but now the

sale of KRLD-AM and the Texas State Network
in Dallas to CBS for $27 million provides addi-
tional evidence. The Dallas deal was done so that
Metromedia could purchase KNBN—a TV station.
Now, Metromedia—which has plenty of invest-
ment money—also has room to buy more radio
stations. The question is—will they?

Rep Advisory Board

Major Market Radio’s six-person Advisory
Board meets quarterly to assess what it thinks of
the type of service clientstations are getting. Then
Major Market executives fly in to get the news
personally. The latest meeting was held in Dallas
April 7. Board members attend at their own ex-
pense. President Warner Rush claims actual
changes have resulted from the Board’s input.
Among them: a new accounts receivable system
and help in networking. Two Major Market sales-
people were convinced not to accept opportunities
elsewhere when board members intervened. After
Board meetings, all Major Market repped stations
get a client report.

Sunbelt’s Seattle Bargain

Sunbelt bought KRAB for $4 million as it begins
its expansion program again. Look for Sunbelt to
upgrade to large markets with another purchase
announcement due within weeks. Sunbelt Presi-
dent C. T. Robinson had been laying low during
the bad economy, but now that financial condi-
tions in the industry have improved, Sunbelt is
sct to launch an acquisition program.

RAB’s New President

Broadcaster and NAB Board member Bill Stake-
lin was chosen out of left field as the replacement
for Miles David as RAB President. This happened
after RAB retained Korn/Ferry International to
conduct a massive executive search. Stakelin’s
viability as a frontrunner came about in the final
weeks of the search in time for the RAB Board
mceting. There seems to be some confusion con-
cerning the new management structure with
Stakelin as president and Miles David as Vice
Chairman and CEO.

Upcoming Conventions

The next few NAB Annual Conventions will be
held: April 29 through May 2, 1984 in Las Vegas;
April 14 through 17, 1985 in Las Vegas; April 20
through 23, 1986 in Dallas; April 5 through 8,
1987 in Dallas.

The upcoming NAB Programming Conferences
will be: August 28 through 31, 1983 in San Fran-
cisco; August 26 through 29, 1984 in Atlanta;
August 25 through 28, 1985 in Nashville.

There is only one set date for the future NRBA
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Conferences: October 2 through 5, 1983 in New
Orleans.

The next RAB Managing Sales Conference in
1984 will be in Dallas again. Future sites are not
now known.

Mariner Changes

Elmer Ward resigns as chairman. William
Moore is his replacement. Boston financial execu-
tive Jim Lack is the new president for the first
time since Barry Dickstein left last year. Their
WMRE, Boston also has a new general manager,
Bill McCarthy, who replaces Frank Tenore.
Mariner has had its share of financial troubles. It
sold WLW/WSKS, Cincinnati to Seven Hills
Broadcasting for $10.5 million and KVEQ, Kansas
City to Capitol Broadcasting for $5 million.

Another Arbitron Suit

The latest is from Key Broadcasting’s WQSR,
Baltimore. They charge breach of contract and
negligence as well as anti-trust violations. The
company is irked because it shares its FM 105
slogan with Washington-based WAVA. Counties
overlap and Key thinks call letter confusion is
adversely atfecting its performance in the ratings.
The dollar figure is $2.1 million filed in US Federal
Court in Maryland. In the past,most of these suits
against Arbitron have cost more in legal fees than
made a profit for the station or company with a

gripe.

SCA’s Up and Away

The next big boom business in radio is likely
to be SCAs. Mutual and National Public Radio
are doing all they can to purchase leases for SCA
(subcarrier channels) not being used by FM sta-
tions now that the FCC has relaxed rules in this
area. The multitude of service possibilities that
could result make the gamble worth the risk.
April’'s RADIO ONLY featured an article on how
stations can make money from SCAs.

Ted and Kent

Ted Turner’s WTBS-TV, Atlanta “Superstation”
has contracted with Burkhart/Abrams of Atlanta
to advisc on a new weekend overnight rock show
called Night Tracks. B/A’s Dwight Douglas will
supervise. The idea is to offer an alternative to the
very popular Music Television with a more
mainstream rock approach minus video jockeys.

General Cinema’s Radio Picture
WIFI-FM, Philadelphia is being offered again,
with Beasley Broadcasting, the latest potential

buyer. Major GCC investor Alex Tanger is looking
to buy all the shares of WHUE AM/FM, Boston.

|

CBS Surprise

The CBS decision to purchase Metromedia’s
KRLD-AM, Dallas and the Texas State Network
came as a shock to an industry that has become
accustomed to the major O&O groups holding
their own facilities. CBS,in an uncharacteristically
aggressive move, will deal offt WEEI-AM, Boston
to make room for KRLD.

Boston Bargains

An unusually high number of Boston radio sta-
tions are cither on the market or rumored to be.
WBOS was almost purchased by NBC,which is still
apparently looking into the Boston market. CBS’
WEEI-AM is on the block to make way for the
company’s KRLD, Dallas purchase. General Elec-
tric’'s WJIB is for sale as part of the GE exit from
radio. WJIB'’s price tag is said to be $10-14 million.
Financially troubled Mariner swears it’s going to
buy an FM sister for WMRE-AM there and swears
it will be in the next month. Fairbanks President
Jim Hilliard denies WVBF-EM is up for sale.

Bonneville’s Noble Gesture

Bonneville Broadcasting System acquired
another syndication company within the last
month. It picked up the Beautiful music division
of Noble Broadcasting. President John Patton
claims the price was right—somewhere under
$100,000. Bonneville will give the newly-acquired
Noble stations an option to switch to Bonneville
formats when their contracts expire. Stations can
continue with Noble until that time. Patton is
shooting to get Bonneville into as many markets
as possible. Its last major purchase was the FM
100 Plan, which basically operates as is under
founder Darrel Peters.

Concept’s Computer Games

Concept Productions teamed up with Disney
Studios and will launch the “Disneyland Radioac-
tion Telephone Game” in June. Concept agreed
to conduct a national promotion with its 85
clients. A radio station simply plugs its incoming
contest line into the console and connects a cas-
sette playback machine to the computer’s audio
inputs. A contest caller is put through to the
machine which explains the rules of the game and
then proceeds to tell a short 30-second Disney
“story.” Every time the announcer mentions the
name of a Disney character, the caller responds
with the correct button on his touch-tone phone.
Disney is trying to publicize the newly recon-
structed “Fantasyland” at the Anaheim theme
park. Concept claims that “Disneyland Radio-
action Telephone Game” is the first computerized
radio game in the country. —By Jerry Del Colliano
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RADIO PEOPLE
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Nobody can say Con-
sultant John Sebastian
can’t keep a secret, espe-
cially about his new 25-
40 year old format due
July 1. Sebastian believes

his format is so re-
volutionary that he
turned down a top 5 mar-
ket major client in

January, and turned his
consulting business over
to partner Steve Casey.
When Casey joined WLS
in Chicago, Sebastian
continued to consult the
album rock stations he
started with. Coming
soon: Sebastian’s new
format which promises
to include rock, album
rock and urban contem-
porary as well as other
Surprises.

It’s rare when Dallas-
based TM Productions
goes onto the street to
get musicians for a jingle
session. It usually has
plenty of steady musi-
cians available on-call.
But for Doubleday Na-
tional Program Director
Bobby Hattrik, TM Pres-
ident Pat Shaughnessy

pulled out all stops. The
result is the “un-jingle”
package, a first-time ever
album rock jingle series
now airingon all Double-
day album rock stations.
If it catches on, TM
stands to cash in on its
popularity. It is offering
the 18-cut package to
other stations for $4800
to $9000.

A syndicator’s dream
come true is to sign an
owner with six radio sta-
tions interested in airing
their format. Drake
Chenault did just that.
At the NAB convention,
Jim Kefford witnessed
Suburban Radio Group
put Drake Chenault for-
mats on WCGG, Bel-
mont, NC; WEGO, Con-
cord, NC; WPEG, Con-
cord, NC; WVVYV,
Blacksburg, VA; WYNR,
Brunswick, GA; WPIQ,
Brunswick, GA for more
than $150,000.

T™ Studio

Bluegrass Broadcasting
President Bill Stakelin’s
name has been synony-
mous with the NAB for
years. He succeeded
Eddie Fritts as Chairman
of the Board. Now he’ll
work to become as well
known to RAB subscrib-
ers as Miles David, the
former RAB president

RAB President Bill Stakelin

and now vice chairman/
CEQ. Stakelin was cho-
sen after an expensive in-
dustry search and will
begin his duties working
with David and the ex-
ecutive board on July 5.

Nobel Broadcast Con-
sultants Contemporary
Programming Vice Presi-
dent Frank Felix walked
into his office on March
16, wrote a simple “I1
Quit” note and left it on
his desk. Felix’s action
resulted from what he
felt was a lack of sales
effort, financial support
and owned money. Noble
didn’t miss a beat. They

contirued without Felix
with business as usual.
Now Felix is consulting
six of his own stations
(KRSP-AM/FM, Salt Lake
City; KFRX, Lincoln,
NE; WIQB, Ann Arbor;
WIVA-EM, Madison, WI,
WGIR-FM, Manchester,
NH; WOOS-FM, Canton,
OH) that left with him
when he left Noble.

Broadcasting  invest-
ment newsletter pub-
lisher Paul Kagan has
come a long way since
his days at a 500 watt
Berwick, PA station 24
years ago. He’s been the
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RADIO PEOPLE

publisher of “Broadcast
Investor” newsletter and
15 other broadcast news-
letters that he and his
staff write from Carmel,
CA and their other of-
fices around the country.
Kagan’s newsletters range
in price from an annual
$350 to $450. Kagan
picked up his financial
skills as an analyst with
Wall Street’s E.F. Hut-
ton. When E.F. Hutton
told him he couldn’t
write a cable TV report,
Kagan listened. In 1969
he took off to do it him-
self. What's the outlook
for radio from the ex-
pert? Radio is “as vibrant

as ever. Group owner-
ship is building and the
prices of good stations
are higher than ever.”

Consultant Jeff Pollack
just signed a deal with
Infinity to consult all of
the company’s contem-
porary formatted sta-
tions. He will expand in
the direction of adult
contemporary, but em-
phasizes that he is not
abandoning album rock.
Part of the Infinity ar-
rangement requires Pol-

Bill Rollins, president of Suburban Radio Group, Drake-Chenault
President Jim Kefford and Regional Manager Steve Sandman.

lack to work on special
projects with Infinity
Radio’s Executive Vice
President Mel Karmazin.
Pollack also consults sta-
tions in New Zealand,
Australia and Canada.

WFBR Baltimore GM
Harry  Shriver didn't
know Arthur Godirey
when the “Old Redhead”
began his broadcast career
at WFBR back in 1929.
But Shriver did meet him
once when Godfrey came
back to his “alma mater”
for “ Arthur Godfrey Day”
in 1975. Godfrey started
at WFBR when he per-
formed on the station’s
amateur talent
show “The Satur-
day Night Func-
tion.”  Godfrey
was such a hit
that the governor
of Baltimore
bought his way
out of the Coast
Guard so Godfrey
could work as a
regular. His show:
“Reds Godfrey the
Warbling  Ban-
joist.” He was
sponsored by a
birdseed  com-
pany and made a
cheap $18 a week.
Godfrey went on to pitch
Lipton, detergents and in-
surance and what he
made later in life was a
lot more than chicken-
feed.

Former Heftel Broad-
casting President Tom
Hoyt must have made a
good impression while
consulting  Bonneville
Broadcasting for the past

year. In May, Hoyt was

made Bonneville VP/
Sales and Marketing.
Hoyt has made the

rounds in the radio busi-
ness and was owner of
KYSR AM/FM, El Paso
which he sold this past
February.

GeneAutry isreorganiz-
ing Golden West Broad-
casters’ corporate struc-
ture to make his eight
radio stations, KAUT-
TV Oklahoma, Market-
by-Market and Golden
West Baseball Co. sepa-

rate companies, each
with Autry as head.
Autry will also sell

Arthur Godfrey

WCXI AM/FM, Detroit;
KEX/KQFM, Portland;
KSFO, San Francisco

within six years. The sta-
tions are part of Autry’s
late wife’s estate. Ina
Autry died three years
ago. A foundation is to
be set up within the next
year and then liquidated
within five years under
California state law.
Money will go to charity.
Autry would like to buy
the stations himself, but
California “self-dealing”
laws prohibit it.
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COVER STORY

Growing Threat of Cable Radio

Atlanta-based Wegener Com-
munications President Bob Placek
states the threat openly and read-
ily: “Our goal is to make satellite
delivery of commercial-free audio
available to all cable companies.”

Placek is in the perfect position
to deliver on his promise. Wegener
has developed the concept that
will allow local cable companies
to protect the audio signals from
being stolen before the cable com-
pany can charge a customer for it.

In addition, Wegener is helping
| the local cable operator to get into
the audio delivery system for a lot
less than it takes a regular radio
station to sign on. Placek says,
“We make a $600 FM generator/
modulator. The cable company
uses it like radio stations use an
expensive transmitter. It only
costs a cable company $1,200 in
equipment to take cable audio off
a satellite.”

The low cost of cable audio deliv-
ery is only one of several compelling
reasons why regular radio executives
must leam more and pay attention
to the potential competition.

The alarming number of Arbit-
ron diary mentions either stating

Music Television (MTV]) or a local
cable radio station is so evident
that had it not been for Arbitron’s
prohibition against listing these
competitors, they would have had
to be listed in radio rating books
in some markets.

Plus, Home Box Office (HBO)
and others are set to announce
next month at the Houston cable
convention their entry into cable
audio. HBO’s massive resources
guarantee that it, at least, would
have a chance to withstand the
strong demands on start-up capital
that smaller companies might not
be able to handle.

Oddly enough, Warner Amex’s
Music Television has made the
consumer aware of cable audio and
the cable operator anxious to get
into “commercial free” audio. The
threat increases as cable TV’s
Nashville Network and the various
movie channels get ready to go
stereo. This puts more audio on the
FM home tuner than ever before.

Here’s how it works for the
cable consumer: when the audio
signal is imported either legally or
illegally the outside cable audio
channels show up on the regular

With Cable TV running into difficulty lately, cable operators are looking to cable radio
for new profits. Here’ s areport on new developments that will be revealed at next
month’s cable convention and how they might affect you.

tuners in places where an over-the-
air radio station does not exist. Ob-
viously, the potential for dotting
the dial with alternative music
channels is only as limited as the
space available in a tuner dial.

Cablecasting is “narrowcasting”
and that’s the nature of the coming
threat to regular radio—another
splintering of the audience which
may be attracted to no commer-
cials, a specialty format like jazz
or classical or whatever.

Here’s where things stand right
now:

® Currently 10-15 channels of
audio are available to cable operators.

®m America is 30 percent cable
wired right now. Sixty percent of
the nation’s homes are so-called
Passby Residences. These are
homes that can receive cable ser-
vice if they so choose, but they opt
not to.

m A lot of cable companies think
they have gone as far as they can
go—that they need something else
to sell as an entree to Passby homes.

® The cable subscription “churn
rate” or turnover on renewals is
abnormally high. Some estimate

AR
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Bob Placek

it at 30 percent or more.
|  The arrival of the Audio Block

Converter Box by Wegener (de-
‘ sign)] and Pioneer (production)

makes it possible for cable com-
| panies to sell audio to cable house-
holds without it being pirated by
homeowners for free.

Wegener'’s Placek insists, “The
box (a security device] was the
missing link. Now cable com-
panies can charge for service.”

Up until now, consumers could
purchase a splitter for $3 from the
local Radio Shack and receive cable
audio for the price of cable TV ser-
vice. In many cases they did so to
get MTV in stereo at no extra charge.

Cable audio threatens to bring

the consumer an even higher de- |

gree of fidelity. Placek estimates
“higher quality of audio than 99.9
percent of all radio stations.”
That’s a 70 db dynamic range.
What’s more frightening is that
the Box is just the start of this new
audio threat. Next, a digital sys-
tem which would be much more
secure would provide a new qual-
ity of playback.
Placek wams, “FM could lose its
| audio advantage if the digital ap-
proach is accepted by the consumer.”
' “The borderline between audio
and video is getting fuzzy in the
cable household” according to New
| Radio Publisher Dennis Waters.
L

Diarykeepers are writing down
MTV and a radio frequency where
it happens to show up on the local
cable system’s tuner dial. MTV is
being used like radio. The con-
sumer can either leave the TV on
and not watch. He or she can opt
to watch and listen or just listen
via the FM tuner in stereo.

Waters insists that MTV and
local cable audio stations have al-
ready shown up in thousands of
Arbitron diaries, but Arbitron’s
policy is not to include such ser-
vicesin their regular radio reports.

Waters claims that he can back
up his allegations with fact. A sta-
tion known as “COOL-FM” in Ft.
Wayne, IN and KWAB, Tulsa (two
call letters the stations made up
| presumably to sound like regular

radio stations) had enough re-
' ported diary mentions to make
the Spring, 1983 Arbitron books
in their markets. This is without
| the benefit of tremendous aware-
ness, great promotion or publicity.

| In Canada, by the way, the rat-
ing service there lists all radio lis-
| tening, even if it is cable audio.
There is also growing evidence
that record companies are begin-
ning to think they can do without
regular radio.
Here are the facts:

® Many record companies are
allotting increased budgets to the
production of “videos” for
playback on MTV.

® MTV has proven to be a mod-
ern day “American Bandstand.”
Perhaps it's even better in that
Bandstand was on the air for 90
minutes at the most. MTV is al-
| ways on the air.

l ® MTYV has proven it can not only
sell records, but break new artists—

| something a sagging record indus-
try needs to do very badly.

® Radio’s album rock formats
have been declining possibly due
in part to the threat that a new
generation of rock listeners are
also rock viewers via MTV. Some
are trying to associate themselves
strongly with MTV via local cable
channel commercials. Others
think this tie-in with the enemy
is a big mistake.
' The cable audio attack is not

Dennis Waters

something to worry about tomor:
row. It’s here today.

For example, HBO plans to an-
nounce at the June Cable conven-
tion in Houston that it will com-
mit large sums of money to testing
cable audio in three or tour test
markets. The markets have not
been finalized yet, but the cast to
the consumer to get the cable con-
verter box will be between $4 ta
$8 per month and may vary.

HBO is looking to review the
results of this test in the fall with
an eye toward kicking off 10 chan-
nels of “commercial free” audio
nationwide come the first months
of 1984,

HBO has been around the cable
industry long enough to know it’s
going to take time to penetrate the
audio market and seems to be
knowledgeable enough and pre-
pared to stay in it for a long time—
even losing money.

Among the formats you can ex-
pect to see next year if HBO gives
its service the green light: jazz, clas-
sical, three forms of album rock
(New Wave, rock and album rock),
country and adult contemporary

HBO is looking to hire a radio
consultant to help launch the pro-
ject. They are also talking with
radio music syndicators thinking
that the initial service will be
taped music with no announcers.

RADIO ONLY/MAY 1983
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But, it has not made a final deci-
sion on either matter to date.

The disadvantages of tape could
be: repetition, the difficulty in up-
dating rotation in timely formats
and the difficulty (but not impossi-
bility) of inserting news segments
if, in fact, that became necessary.

HBO executives flew to Japan to
talk with electronics companies
about building the converters.

There are others ready to jump
into the cable audio sweepstakes
under the right conditions.

Columbus-based Durborow &
Associates is an ad agency
specializing in cable. It’s inves-
tigating a joint deal with several
other companies including
Pioneer Electronics. Right now
the company is trying to get the
massive funding that is needed
(perhaps as high as $20-30 million
to start up).

It’s hard to say for sure, but Bos-
ton-based T/A Associates may have
given the financing some consider-
ation. Durborow says they're look-
ing to several financing sources.

Durborow has already talked
with  Burkhart/Abrams’ Kent
Burkhart about consulting, al-
though such an alliance is not
likely.

Pioneer and Wegener could be
involved with receivers and/or
converter boxes.

Durborow would like to an-
nounce its venture at the cable
convention, too, but funding is its
biggest obstacle.

John Doremus launched his
audio service several months ago
as part of Satellite Audio Network
(SCANJ). It now airs country,
broadway, comedy and big band
formats with no announcers. It’s
just like listening on an airplane
headset. So far these services have
six participating cable systems.

National broadcasting in 19 dif-
ferent languages is now available
via satellite to cable operators, but
few have opted to take it.

Even aerobic dancing is planned
for a future cable audio channel.

John Humphries is trying to put
together a cable network based in
Washington in the hope of selling

| not only audio, but hardware as
L_»iell. Again, 10 channels of prog-

Bob Pittman

ramming are being discussed.

To work, cable audio will need
to learn several lessons from regu-
lar radio. Consultant Kent Burk-
hart agrees that cable audio will:

® Need proper music research
and rotation.

8 Need more than music (an
identification, electronic IDs or
something} as competition in-
creases from other cable services.

® A new marketing plan that
will allow local cable companies
to sell it effectively.

Among its potential problems:

m ASCAP/BMI Licensing agree-
ments. These organizations would
probably want to see such services
work. They might be willing to
make sweet deals upfront which
would make it easier for the cable
services to be in business.

They could do something in-

| novative like win an agreement to

get a New Music channel to dis-
play the works of artists looking
to be discovered.

® Record companies might
make some music available to
cable before regular radio if cable
is delivering more impact. Ulti-
mately, record companies would
want everyone to have their
music, but might be willing to
give cable audio and video an edge.

@ Some formats are more vulnera-
ble than others, especially album rock.

@ The initial start up cost and
the cost of staying in business
might be the best friend to regular
radio. Competing via cable will be
tough and will cost a lot.

Wegener's Bob Placek thinks
“cable audio is only going to reach
a small percentage of the popula-
tion—10 percent of the total.” And,
to that extent, might not be so much
of a competitor to regular radio.

Other radio executives might dis-
agree. While some consumers will
be willing to pay for “non-commer-
cial” audio, some will not—just
like in the cable TV business.

Just as cable TV has hurt regular
TV and become another competitor
for radio stations with their low
cost TV commercials, cable audio
could pose a similar threat in the
ratings, thus lowering what regular
stations can get for their spots.

But, advertisers will still need a
place for their radio spots to air
and this appcars to be a plus for
regular radio.

Formats not readily available on
regular radio should be most attrac-
tive via cable. Programming such as
classical, jazz, comedy and other
specialties might be most appealing.

And, look out for the “Supersta-
tion.” Just as Ted Turner started
them in television with WTBS
(WOR, WGN followed), classical
WEMT, Chicagostarted itin radio.
Now KKGO, Los Angeles is on-
line with jazz.

Cable radio provides a definite
threat to radio if not directly by
squeezing money from its pockets,
then by watering downits audiences,
which may have the saine effect.

Wegener’s Placek thinks radio
has seen the real threat already
and he meansitliterally—"seen.”

“MTV is more of a threat than
cable radio as it is likely to continue
being packaged with FM cable
audio services as it presently is.”

In any event, the wise radio
executive will continue to seek
knowledge about the threat of
cable radio, since in one form or
the other it’s here to stay, and the
effects on regular radio broadcast-
ing are predictably coming, evenif
it’s not sure in what way.—By Jerry
Del Colliano.Facts checked by Dottie Daily.

14 RADIO ONLY/MAY 1983




I

System 7000: Big-city broadcast
quality for small-city radio!

Cetec System 7000 brings its powertul automatic trans-
mission to any format in any market. You don't have

to be in Hugeville to have crystal-clear audio, pinpoint
switching, and super-smooth segues. Voice-overs and
fades in beautiful balance; slick joins and returns to
network or remote. You can sit back
and watch System 7000 pay for
itself, quickly and automatically.

Isn't it time for you to talk to Cetec?

7000from‘e Cetec

Cetec Broadcast Group 1110 Mark Avenue, Carpinteria, CA93013
In California: (213) 684-7686 - Outside California: (800) 235-5715
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can take advantage of the
most outstanding
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package ever offered . . ..

only3q 5
Radio Stations In America
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A Perfect Package of Personalized Services —

Focus Groups
Music Testing
Telephone Studies
And Full Service Consulting

Is being offered now at a special price for
5 mote 34 Very Special Radio Stations.

When You Demand Full Aftention,
Quality Service and

RESULTS . ..

Join Us. (303) 989-9980

We're Surrey Communications Research ... We Know How To Win.

; Cr_ SURREY COMMUNICATIONS RESEARCH, INC.
Union Commons Building. Suite 270 66 South Van Gordon

Oenver, Colorado 80228 Telephone (303) 9839-8980
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How Fast do Formats Change ?

Over 58 percent of the nation’s
radio stations have changed their
formats within the last two years,
according to a just-released Re-
search Group study of station gen-
eral managers.

Perhaps more revealing is that
slightly over 41 percent of the sta-
tions surveyed changed formats
within the past year.

Only 35 percent could say it's
been over two years since their
station changed format.

This new information seems to
indicate that about 5 percent of
all radio stations switch formats
each month. There may be sea-
sonal variations or other consider-
ations, such as the start of new
rating periods that make some
months heavier than others when
it comes to change.

The results generally confirm
the unstable nature of radio pro-
gramming. No research has been
done to substantiate how many
format changes involve the re-
placement of programming or
management personnel, but it is
generally known that format
changes usually involve personnel
replacement. This makes radio a
seemingly unstable industry for
employment to that extent.

Although format switching is
not a precise science, the follow-

The latest research shows radio’s unwillingness to stick with a format.

ing seems true:

® Beautiful music stations are
switching to other formats in
higher numbers than previously.
In the past, it was not uncommon
for beautiful music stations to
change syndicators before they
would change formats.

@ Country and adult contempo-
rary appear to be the most popular
formats with various styles and
approaches making up stations in
these categories. Adult contem-
porary, for example, could be a
“Magic” format, a clone of
WYNY, New York, or a more
mainstream WIP, Philadelphia.

® First fallout from nostalgia
formats seem to be happening, al-
though the majority of stations
that have switched to nostalgia to
service that previously neglected
market, are sticking with their
successful formats.

® New stations rarely switch
format. The same holds true for
talk formats. They have fewer, but
very considerable, competitors.
The cost of doing news or talk is
unusually high—much higher
than most music formats.

® Most format changes occur in
music formats (even though music
formats make up the majority of
radio formats available to listeners
today}.

that one of your ra
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! Within The Last 5.8% Within The Last 9.5%
‘ Three Months Two Years
Within The Last 11.3% Lo 35.5°
| RC 3 nger °
J Six Months -
Source The Research Group Don't Know No Answer 5.5%

No-Tape
Syndication

Here’'s how computers and pro-
grammers are teaming up to give

stations tighter playlists and more
control.

Drake Chenault’s introduction
of “Playlist Plus” indicates that sta-
tions are moving in the direction of
more structured control of music,
and it emphasizes the impact and
increasing role computers are play-
ing in many aspects of our lives.

“Playlist Plus” is a customized,
computerized station music rota-
tion list that is detailed down to the
song and second. It replaces the
“old fashion” card system of music
rotation that most stations use.

The song sheet includes program-
ming for every day of the week. The
service costs between $1000 to
$5000 a month depending on mar-
ket size. Cost includes the playlist
and Drake Chenault consulting.

“Playlist Plus” was developed a
year ago and is now in its second
full sweep. Stations that are cur-
rently using it: WFLY, Albany;
WHEFM, Rochester; WQXA, York;
KHOP, Modesta, CA; WSUS,
Franklin, NJ.

Because the concept is new,
some stations have been hesitant
to use it during ratings sweeps.
WHFM Program Director Kelly
McCann is using “Playlist Plus”
for this sweep, but worked out the
programming and music rotation
by hand in the past two. “We were
still working out the bugs in
‘Playlist Plus’ then.”

The first step in implementing
“Playlist Plus” at a station is to
send a Drake Chenault consultant
to the station to listen to and as-
sess the market competition. A
format clock is developed and the
information is fed into the compu-
ter which does the ordering and
provides the weekly printed list.

“Stations have done the same
thing for years,” said Drake
Chenault Senior Vice President
Denny Adkins. The difference
now is that there is a computer
that does the mechanical work. It
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makes it casier and the rotation
more fool-proof.

So far, all of the Drake Chenault
playlists have been adult contem-
porary or Top 40. But, Drake
Chenault  Senior  Programming
Consultant Bob Lawrence said
they would do any format.

The greatest advantage of the
computerized list is that it gives
the station more control over the
maintenance of the music library,
dictating the exact rotation.

DJs are less likely to cheat on
songs since cach cut is timed to
the second. “Every DJ will cheat
on rotatior, no matter what the
market size,” said McCann. “It
(Playlist Plus} is as good as any
rotation system. They all work to
where there is no value judgment
made by the DJ. The rotations are
all mechanical anyway, so it’s bet-
ter to make the computer do it.”

and the intricate day-to-day sta-
tion dealings. The list can make
your worst jock sound good, but
it limits your best jock.” McCann
also feels that he could probably
make up thce computerized list
himself if he had the time. “Pick-
ing the right six records is casy.”
Computer Concepts music for-
matting is similar to Drake
Chenault’s in that the final pro-
ductisacomputerized music list.
Computer Concept’s  “Music
Management System” (MMS} helps
a station to design its format. It
uscs the station’s existing music
inventory. Computer Concepts ships
the station thc hardware and the
manual. Station people enter all of
their music, codify their inventory
and the computer designs the rotation.
Computer Concepts does not send
a consultant to the station. Their
deal costs about $14,900, which pro-

’ €
DRAKE-CHENAULT’S “PLAYLIST PLUS”
--------------- Wednesday March 30, 1983 From 11 00 PM to 11 59 PM- -=—— ——————-=
Cart# Artist Name Song Tatle TIME INT YR
7872 H HALL % DATES YOUR IMAGINATION 3:27 32 B2
9135 B STYX MR ROBOT 4 44 00 83
205 I CROSBY STILLS & NASH gq}JUST A SONG BEFDRE I GO 2:06 .18 77
9158 £ TOM PETTY & HEARTBRE RS CHANGE OF HEART 3.13 :08 B3
3189 K WHC F 4 ‘ung-zsg- u —='¥ 6:01 :18 78
9004 B LICNEL RICHIE F _/ Yo 14 4.03 17 B3
9974 F CULTURE CLUB o~ DO YOU REALLY WANT TO HUR1 ME 2.45 01 B3
8288 H MICHAEL MC DONALD " I KEEP FORGETTIN = 3:33 20 B2
7519 G OLIVIA NEWTON-JOHN M"Afﬁepm‘ e 4 3:07 16 B2
9061 B HALL » DATES 1 CONE ON ONE ’ g 4 09 20 83
790 I RICKIE JONES LEE (HUCK ES IN LOVE 326 17 79
F203 € MEN AT WORK ~ BE GOOD JOHNNY 325 19 83
8102 H AL AN PARSONS PROJECT EYE IN THE SKY 3 49 17 B2
F166 F PRINCE LITYLE RED CORVETTE 3 03 15 83
275% 1 MICHAEL JACKSON SHES OUT DOF MY LIFE 3 29 .40 80
7670 G RAY PARKER R THE OTHER WOMAN 3 58 07 82
Total time this hour 58 18

The computerized list also gives
the tormat a “balance,” according
to WSUS, Franklin, NJ General
Manager Jay Edwards. WSUS has
not yct put their Drake Chenault
Playlist on the air, but will in the
next few weeks. Edwards decided
to go with the format because his
station had a problem controlling
its music and rcaching its 21-49
“catch-all” target audicence.

Drake Chenault advised them
on the music flow, promotions
and public service announcement
presentations.

But the computerized lists do
have their disadvantages. Says
McCann, “Drake Chenault doesn’t
dcal with a lot of live radio.
They’re not as helpful as, say, a
Scbastian or a Burkhart/Abrams
would be in knowing the total pre-
scntation of station localization

vides both the computer hardware
and softwarc. The computer that
they supply can do everything from
bookkeeping to designing formats.

Walter Dean says that eventu-
ally Computer Concepts will pro-
vide the software for a station’s
own existing pcrsonal computer,
which will cut down on cost.

This kind of service “underscorces
the trend toward stations’ desires
to free themselves from buying ser-
vices from others. Previously, no
onc had the time or cxpertise to
compete with syndicators.”

Dean belicves the MMS can give a
station a complcte knowledge of its
music inventory, allowing the sta-
tion to specify its own parameters.

“Eventually, all stations will
have a computerized system,”
says Dean. “It’s manifestdestiny.”
—By Cecilia Capuzzi
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“We expected The Research Group
to be helpful, but the results

even surprisea us.

“Before we started working with The
Research Group at our station—about 3 or 4
years ago—I honestly thought they just did
perceptual research like other research firms.
We've found since then that what has made
their clients —and our Katz stations—
successful was not just the research; it goes far
beyond that.

The Research Group has a thorough knowledge
of marketing warfare coupled with a strong back-
ground in the programming and promotion of a
radio station. They have worked with each mem-
ber of our management team to properly apply their
research and to develop a winning strategic plan.

[ had heard that The Research Group was
excellent and we expected them to be helpful,
but the results even surprised us. Not only in
Arbitron shares (like our WZZK in Birming-
ham going from a 5.3 to a 17.7), but in bottom
line dollars . . .It's been tremendous.

Now we have The Research Group on an
exclusive long term basis in all of our markets
—for all of our formats. We consider them
partners in the management of the Katz Broad-
casting stations. [ certainly wouldn’t want them
against me at a competing station.”

DICK FERGUSON, President
Katz Broadcasting Company

Reftz D
W@@d@/@@ﬁum@j

In almost every field there is a company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

2517 EASTLAKE AVENUE EAST « SEATTLE, WASHINGTON 98102 « 206/328-2993
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‘ Hyping Sales

Three ideas that are working
right now.

MAXAGRID

Most radio stations have a typi-
cally “depreciating philosophy”
towards radio spot sales. KISS, San
Antonio Vice President and Gen-
eral Manager Jim  Tiller’s
philosophy is “appreciating.”

Tiller is the inventor of “maxa-
grid.” He boasts that maxagrid has
padded his station’s spot rates and
its numbers during rating periods.

“Maxagrid is to the grid card
what the grid card was to fre-
quency,” he says.

The secret to maxagrid’s success
| is to run fewer commercials but
charge higher rates. This makes
spot availability limited, which
increases demand and prices. The
fewer the commercials, the better
the overall sound of the station.
That means a larger audience and
a greater desire on the part of ad-
vertisers to buy time.

KISS is number one in San An-
tonio. It went from 4.2 when it
first entered the market in 1981
to a 12.2 today. Its lowest rate is
$60 for a 30-second Sunday morn-
ing spot. Tep rate is $200 for a
Friday afternoon new advertiser, a
667 percent increase in rates since
1981. Tiller claims to have sold
six spots for $7500 for a one-day
“Who” special. “Each year we
double our billing. While everyone
else is selling out, we’rc maximiz-
ing our inventory,” says Tiller.

Maxagrid is based on a mathe-
matical formula, but Tiller says
“belief” is the key ingredient.

“Can you imagine what would
happen to the radio industry if we
charged what we’re worth? If 1
can’t get what I'm worth, I won't
sell it. The concept is so obvious.
Other businesses do it, but not too
many in the radio business.”

LIFESTYLE MARKETING
KIRO-AM, Seattle developed a
method of looking at the market
based on a person’s values and
lifestyle. They commissioned

L
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| Jim Tiller, KISS vice president and

general manager

Seattle-based researcher Leigh

| Stowell and developed the “Mar-

keting Partnership Program.”

The program focuses on four
areas of marketing: consumer
spending, audience listening
habits, demographic information,
and the reasons why an audience
is interested in particular pro-
grams or services.

Stowell’s research isolates pro-

Mike Robbins, Susquehanna Broadcasting
marketing director

ducts or services and dctcrmincs‘]
the consumer’s buying patterns,
documenting when a product’s
users or potential users are most
likely to be in the audience. Once
that is determined, it is used to
help advertisers effectively place
their messages.

Johnson claims this is the first
time this kind of research has been
linked into a total selling concept.

KIRO-AM and KSEA-FM to-
gether increased billing $1.25 |
million in partial year 1982,

RADIOCARD

Susquchanna Broadcasting Mar-
keting Director Mike Robbins in-
sists that the Radiocard is not a
promotion but a new business.

The Radiocard is a direct mail
program designed to “exploit a sta-
tion’s credibility” with advertisers
and listeners and provide dis-
counts for its members.

Potential members fill out an
application that requests specific
information—age, se¢x, income,
etc.—which the station uses to
build a demographic profile of its
listeners. It can then tap into a
particular group on behalf of an
advertiser.

Members get a specially embos-
sed card, similar to an American
Express card, which they can usc
for discounts, contest eligibility,
promotions and entrance to spe-
cial activities.

Members also receive a station
newsletter that contains advertis-
ers’ discount coupons and station
news. Coupon redemption has
been as high as 65 percent for some
advertisers (5 to 10 percent re-
demptions are accepted national
rates).

Susquehanna’s seven  stations
have a total of 400,000 cardholders
and make $1 to $4 per member on
Radiocards.

Radiocard members’ implied
endorsements of the station give
a station “one more weapon in its
arsenal” that can help to make
believers out of never-before-on-
air advertisers that either cannot
afford the rates, or have not been
convinced that radio is a good way

for them to advertise.—By Cecilia
Capuzzi
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Sales Body
Language

How 10 know when a client who
savs ‘no’ really means ‘ves.’

Your client will tell you when
to ask for the order by giving you
“buying signals.” A customer may
say ‘no.’ But watch his or her body
language:

® A customer may be consider-
ing a buy if he or she touches his
chin or scratches his head. It
sounds funny, but it could mean
he or she 1s hiding the fact that he
orsheis afraid to make a decision.

® Rubbing the nose might mean
your customer has an itchy nose,
but it often signals that he or she
may not be telling the truth. Lis-
ten carefully to what is being said.
If it’s business-related, pay close
attention.

@ Talking with a hand over or
around the mouth may indicate
that a customer is telling you
something that he or she shouldn’t
be.

® Watch the customer’s cyes.
He or she may be saying ‘no,’ while
his eyces are showing excitement
and saying ‘yes.’ Facial expression
is very important. It may be the
signal to keep pushing even when
you feel that you’ve gone too far.

® “Fidgeting” is a buying signal.
The customer begins to pick up
things on his or her desk, twists
the paper clip, takes his glasses
off, puts the ends in his mouth.
He or she may be considering the
deal.

® Listen for key questions. They
may indicate real enthusiasm:
“What are your rates?” “Do [ have
to write the copy?” “Who pro-
duces the spot?” “How soon can [
get on the air?”

® A customer is saying ‘no’
when he or she leans back in the
chair with crossed arms. If he un-
crosses his arms, leans forward
and starts to listen, continue with
your scll and start to close the deal.

m If you’ve been talking to a cus-
tomer who was leaning forward
and suddenly pulls back, it’s time
for you to back off and change the
subject. You may have been com-

ing on too strong. Change the sub-
ject. Ask different questions. Go
back to the first step and redevelop
the emotional rapport before you
go in for the sell.

® The more a customer fidgets,
nods his or her head, leans forward
or asks specific questions, the
more you know he or she is getting
excited about the deal. These are
all positive signs. You are close to
the time to ask for an order. Start
to push a bit. No matter what a
customer is saying, body language
won't lic.

One ot the advantages of selling
is the chance to observe the per-
son’s reactions to your pitch. Body
language 1s a clue to how your
message is being received.—By Pam
Lontos.

Sales Tips

Seven steps to sure-fired sules

® Professional qualifying tech-
nique: Find out who will be mak-
ing the buying decision. Ask: “If
we find something that fits your
needs today, arc you in a position
to proceed?’” If not, find out why
and try to remove the obstacle.

® Position the client. Know the
client’s needs and how to put to-
gether a successful campaign or
you’ll never get him back.

®m Keep in touch. See lots of
clients every day, but only those
to whom you have something use-
ful to communicate from their
point of view.

m Use spec tapes. They sell with
emotion. Create a commercial
after the consultant interview.
The RAB has a library full of com-
mercials.

® Invest in yourself. Buy books
and cassctte programs. Attend
seminars.

® Be business-like. End the in-
terview yourself. Say what you
have to and then leave. Never wait
more than 15 minutes for an ap-
pointment.

® Send thank-you notes.

Whether the client buys or not.
—By Ed Allen.
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Using Birch to Predict Arbitron

The Birch report has had increas-
ing success at signing up radio sub-
scribers who want audience-meas-
urement guidance between Arbi-
trons. But Birch has never had the
necessary agency support.

Making Birch numbers sales-use-
ful to media buyers will increase
Birch’s overall utility and, conceiv-
ably, its subscriber base. Focus
groups with New York media
people determined that buyers
might use Birch monthlies as up-
dates to the trusted Arbitron “bible.”

The problem is that different
methodologies may vyield quite
different results. And a buyer who
is reluctant to use Birch anyway
is unlikely to study month-to-
month Birch trends in an effort to
predict Arbitron movement.

Making Birch easier to use can
make it used more often. Starting

Here's a new way to add more meaning to monthly ratings.

in March-April, each monthly will
incorporate the PCI (percentage-
change index) for the major dem-
ographics and dayparts for all
Birch subscribers.

The PCI is a simple index: the
current two-month share is di-
vided by the corresponding share
for the first two months of the
previous quarter.

An index of 100 shows the sta-
tion staying the same {for that
demo and daypart) and can predict
relative sameness in the Arbi-
tron. A PCI of 150 indicates a
50 percent Birch increase; a 75
change-index shows a 25 percent
decrease.

Birch President Tom Birch
claims it works. Based on a four-
market analysis last year of sta-
tions that moved atleast0.5in
the Arbitron from spring to

CHICAGO
STATION ARBITRON ARBITRON  BIRCH
SPRING  FALL

WFYR 25 31 32

LOS ANGELES

FALL SPRING

NEW YORK

STATION ARBITRON ARBITRON  BIRCH
SPRING FALL SPRING

BIRCH ARBITRON  BIRCH
FALL % CHANGE * CHANGE

29 1240 90 6

STATION ARBITRON ARBITRON  BIRCH BIRCH ARBITRON
FALL % CHANGE % CHANGE

BIRCH ARBITRON  BIRCH
FALL % CHANGE % CHANGE

Source: The Research Group

fall, Birch figures
showed the di-
rection of that
move more than
70 percent of the
time. Stations

WGN 7.8 96 85 T T T which moved up

in Birch month-
lies tended to im-
prove in Arbi-
tron. And for
moves of beyond
one share, Birch
and Arbitron ag-
reed even more.
“QObviously,
we can’t predict
exactly what’s
going to happen
in an Arbitron,”
admits Birch. “I
wonder if Arbi-
tron can predict
it. But we are
providing a de-
vice that im-
proves the odds
when you step
up to the gambl-
ing table. At 70
percent odds, I'd
go tomorrow and
gamble my hife
| away.”

BIRCH

“Say a station made some
changes and now has an index of
250 compared to last fall. A buyer
knows she’s getting a very good
deal on that station. She has a
reference point to see where the
station is, relative to the last Ar-
bitron.”

“She might even be tempted to
use the percentage change index
to adjust her Arbitron level and to
recompute cost-per-point or cost-
per-thousand. And therein lies the
interface.”

It should not be surprising that
Arbitron challenges the validity of
that interface. Because the
methodologies and thus the re-
sults differ, this second-level com-
parison may be inferior to using
Arbitron  monthlies.  (Those
monthlies, three-month rolling
averages to supplement the quar-
terlies, are scheduled to be re-in-
troduced by Arbitron in late 1983
or early 1984.)

Arbitron’s Rip Ridgeway thinks
that they are not the same kinds
of measures.

“Percent change is the relative
difference between one point in
time versus another. Butarunning
average system gives a new mea-
sure of {Arbitron-measured) audi-
ence—not the percentage of
change of (Birch-measured] audi-
ence. They are different concepts
completely.”

Does that mean the PCI, by
tying Birch utility to the predict-
ing of Arbitron, admit that Arbit-
ron is ‘“reality”? Tom Birch
doesn’t think so.

“Qur feeling is that Arbitron is
not reality. 1) Arbitron’s sample
has a definite white-collar bias; 2)
we use one-person-per-household
respondent selection; and 3) our
cooperation rates are almost dou-
ble what Arbitron is getting.”

“But we’re living in an Arbitron
world at this point. Arbitron has
become very entrenched at the
agency level as a way of life. It’s
going to take a very long time to
get them turned around. So what
we’'re trying to provide here is an
intermediate step to introduce
them to data that we’re producing
without having to take away their
pacifiers.” —By Jim Smith.
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Don’t Shout Station Slogans

There’s been a slogan explosion.
Fewer stations usc call letters in
identifying themselves anymore.

Slogans such as “Light 108" or
“96 Kicks Country” are unique,
casily remembered methods ot lis-
tener identification. But when lis-
teners have a diary to till out, slo-
gans could cause problems.

Almost three of every tour re-
spondents (73.9 percent) in an
analysis of 100 stations across the
country uscd call letters alone in
Arbitron’s Spring 1982 diarics.

The new Arbitron diary specifi-
cally requests call letters from the
respondent. Call letters are a more

precise means of station identifi-
cation and require less editing.

Slogan conflicts can lead to as-
cription. Ascription causes prob-
lems.

If a slogan is uscd by two sta-
tions in a survey arca and diarics
arc returned with listening iden-
titied only by the slogan, Arbit-
ron’s computer ascribes the listen-
ing. The computer examines the
previous survey’s TALO in the
county from which the questioned
diary was returned, and it sets up
a proportion ot the total number
of mentions for the two stations
involved.

It station ‘A’ appears in 15
diarics and station ‘B’ appears in
tive diaries, the proportion is 75/
25. Each station is assigned a range

They may be catchy, but here' s a sure-fire way to avoid diary conflicts.

according to that proportion. Then
the computer chooses a random
number between 0 and 99. 1t the
station falls within ‘A’s’ range, sta-
tion ‘A’ receives credit tor the lis-
tening; if not, station ‘B’ receives
the credit.

KIOI-FM  and KIQI-AM  San
Francisco experienced such a prob-
lem. Both stations used the slogan
“K-101.” Now Spanish KIQI-AM
uscs the slogan “Big 1010.” But
listeners still refer toitas “K-101.”

Arbitron attributes all “K-101"
entries in non-Spanish books to
KIOI-EM. Spanish diary entrices to
“K-101" go to KIQI-AM.

Viewed objectively, ascription
offers a logical resolution to slogan
conflict. It saves Arbitron time
and money by replacing call
backs, which Arbitron vicws as a
less effective means of resolving
conflicts. But if your station were
one of the ones involved in the
ascription process and it lost the
listening, how objective could you
be?

What's the sure-fire way to
avoid diary confusion? Use call
letters and a slogan. Even more
ideal 1s to use the call letters with
a  frequency  and  a  slogan:
"WMGK, Magic 103 FM.”

Call letters  alone  are  not
cnough. Only established stations,
and particularly news and middle-
of-the-road stations such as WCBS
New York, KYW Philadelphia, or
WIJR Dectroit, can get away with
using only call letters.

Some stations with images that
have been developed over time
can get away with identify-
ing themselves  with  slogans:
Q-102 (WKRQ)] Cincinnati, Y-100
(WHYI) Miami, Z-93 (WZGC) At-
lanta.

Stations should keep it simple.
Allow the listener to identify the
station and build association be-
tween the slogan and the call let-
ters. Slogans should be specific
anddescriptive. They should point
out your Unique Sclling Proposi-
tion—and be used as a marketing
tool. —By Sam Paley and Thom Moon.

60 SECOND SEMINAR

Does Radio
Need Teens?

Here's what could happen to radio
if the question isn't answered.

Advertisers care only about “cf-
fectively” reaching a target audi-
ence. They are attracted to the
glamour of TV. This has signifi-
cant bearing on radio’s long-term
growth.

Radio has read the advertiser’s
message: “Don’t give us teens.”
This has significant bearing on
radio’s long-term growth. Pro-
grammers are getting rid of teens
while chasing the clusive 25 plus.
Meanwhile, video is reaching in-
creasing numbers of teens, train-
ing them to TV. Teens could rely
on TV as a source of the entertain-
ment that radio provided.

The counter-argument: radio is
portable and will survive.

But tape is also portable. Televi-
sion is becoming portable. If im-
aginative entrepreneurs moved in,
tape and video could change the
bottom line.

And when it comes to the bot-
tom line, there’s no argument.
Radio will be slowly decimated by
alternate media as they fight
among themsclves for a smaller
pie. Surviving is the trick.

It is crucial to understand how
baby boomers will re-shape for-
mats as they age. They were raised
on rock ‘n’ roll and won’t lose
their attraction for it. This means
trouble for Beautiful music.

Music has been a social force in
baby boomers’ lives. They're still
interested in the names of the
music they hear and in new music.
Programmers will have to keep
shifting their sights as the baby
boom ages. They should focus on
25-39 and forget the rest.

It is important to kcep teens
interested in radio. Consider that
AM stations developed older audi-
ence profiles as listencrs aged.

This time, there is the potential
to lose people from radio in greater
numbers and longer periods of

time.—By John Parikhal, vice president
of Toronto-based Joint Communications
Corporation.
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MARKETING AND PROMOTION

How to Plan Effective Promotions

The do’s and don’ts are all based on « certain percentage of vour gross.

There’s no way to guarantee a
promotion’s success, but several
steps can be taken to minimize
the risk of failure:

®m Heavy station identification
that emphasizes the station’s dial
position rather than call-letters.

® A spokesperson surrounded by
and/or repeating the call-letters.

® Focus groups to test the objec-
tions to the ad copy or the spokes-
person.

& Consistency of approach.

You can determine when
enough money and time have been
invested in a promotion by asses-
sing certain points along the way.

First, it 1s important to deter-
mine a budget that is substantial
enough to give the promotion a
chance.

Doubleday President Gary Ste-
vens recommends a spending
guideline of about 10 percent of a
station’s gross revenue. Spend
more for. a start-up promotion.

Sheldon Scharfberg, creator of
the widely-syndicated Beautiful
music campaign for WEAZ,
Philadelphia using actor Patrick
O’Neal, looks for 300 rating points
over six weeks as an indicator of
whether a promotion will be effec-
tive. That means a minimum
budget of $500,000. (Budgets
would difter per market basced on
spot rates.)

Scharfberg syndicated the Pat-
rick O’'Neal Beautiful music
promotion to 60 markets. He be-
licves that a station promotion
has to dominate so that it stands
out.

“Other stations are promoting
at the same time. We go on three
times a year very heavily for six
weeks at a time.”

Scharfberg calculates the times
the promotion will run. Scharfberg
avoids the summer flight since
kids are out of school and tend to
control the at-home radio dial.

Scharfberg keeps a pulse on how
the promotion is doing. He has
two massive research projects
done each year on the station’s
overall sound, audience aware-

ness, and recall.

The Patrick O’Neal campaign
was a good idea. Good ideas are
usually easy to scll. But what
about when you’ve come up with
a less than successful promotion
effort?

A couple of years ago, Scharfberg
tried a series of television com-
mercials for EAZY which showed
scenes of Philadelphia and radio
spots which had considerably lcss
weight and budget behind them.
They weren’t successful, so
Scharfberg tuned out the idea.

WLS, Chicago General Manager
John Gehron knows that “you
can’t sell a bad idea.” You have to
be willing to go the limit and “de-
cide what it’s going to take to in-
form the public about what you’re
trying to do.”

How do you know when
enough’s enough?

@ Ratings arc down or are not
improving. It may seem like an
obvious thing to do, but keep track
of your station’s performance and
know when to call it quits if you're
not getting the desired results.

m The budget is not substantial
enough to support the promotion
and you’re running a half-hearted
promotion.

® You're not meeting your own
quotas and standards for perfor-
mance.

WLS’ Gehron cited a successful
promotion effort involving a WLS
album of animal stories done by
morning personality Larry Lujack.
The station planned to send out
20,000 albums, but sent out
60,000. The money went to char-
ity. There was no budget other
than the allocation of air time.

The key to running a successful
promotion is to first define what
you want the promotion to ac-
complish. Give the promotion
your total effort and the required
financial investment. Reinforce
your station’s identification
within the promotion. Know
when to admit that a promotion

is not working.—By Herb Drill. Facts
checked by Dottie Daily.

'World Radio Histo
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Anyone Can Be A Broker.

It Takes Experience, Determination,
And Know-How To Be A Great One.

What’s in a name?
In Robert W. Rounsaville, there’s forty vears experience, determination,
and know-how as a major broadcaster. Robert Rounsaville has owned forty-

four radiostations, TV and cable systems. As a media broker and consultant,
he’s able to put this experience to work for you.

Within ninety days of our introduction at last year's NAB convention in
Dallas, we sold our first property. At year’s end, sales totaled in excess of ten
million dollars.

Success continues to breed success.
Recently, wecopened oursecond office in Orlando. And we begin celebrating

our second year with the introduction of our totally-computerized brokerage
opcration.

Buyingorselling? Remember this: What’s in our name can be a great oppor-
tunity. For vou.

Robert\\] Rounsaville ASSOClates

MEDIA BROKERS AND CONSULTANTS

ATLANTA, GA 30355 ORLANDO, FL. 32802
P.O. Box 11898 P.O. Box 2991
(404) 261-3000 (305) 423-9426




FINANCIAL MANAGEMENT

What'’s the BestBargain~-AMorFM?

After a booming sales vear, the best deal may not be what vou think.

Radio station brokers keep a
pretty low profile in an industry
that makesits living by promoting
itself.

Broker Dick Blackburn blames
it on the nature of the brokerage
business. “Our dealings are always
in confidence. People would find
it a little uncomfortable if their
information weren’t kept in confi-
dence or treated properly.”

Whether brokers are highly vis-
ible or not, they make the radio
industry hum. 1982 was a record
year for radio sales. 597 radio sta-
tions were bought or sold for a
total of $470,722,833.

Brokers are more optimistic tor
1983. The U.S. economy is picking
up, interest rates are coming
down, financing is easier to obtain,
and the climination of the FCC'’s
three year rule is expected to
stimulate radio sales even more.

Radio is probably the only
medium that an individual can

4 $4.9
Source: RADIO ONLY research

enter and make money. Broker
Bob  Mahlman  {Robert O.
Mahlman, Inc.) commented that
“It's not dominated by big busi-
ness. You can still get into it and
make your fortune.”

But there are fewer little guys
entering major and medium mar-
kets. Large companies, like GE

and Doubleday, make it impossi-
ble for them to compete.

Broker Norm Fischer doesn’t see
that as negative. “It puts more
money into the industry. Better

dollars make radio a better
operator.”
There’s been a substantial

change in the past few years in the
relative value of stations on the
open market. It’s a good time for
buyers and sellers.

FM stations are hot and prices
are up. AM stations are at a low,
especially  stand-alones, and
buyers are¢ controlling the AM
market.

Bob Mahlman warns not to pass
off AM radio. “AM is the same as
FM was scven years ago. AMs are
bargains now, but therc aren't
going to be more AMs. AMs, like
WOR and WJR, are still some of
the most profitable stations in the
country. More AMs have sold this
first quarter than the whole of
1982.”

Lower tax rates make selling a
station easicr and more attractive.
The capital gains rate has been
lowered directly. The top rate on
income has been lowered from 70
percent to 50 pcrcent.

But the brokerage business itself
is relatively unchanged despite
rumors of competition from in-
vestment brokers, FCC attorneys,
and direct sales.

Investment houses’ entrance
into the radio brokerage scene
doesn’t worry Blackburn. “They
don’t work in anyone’s (broker’s)
favor, but they’re not a threat.”

Investment houses gencrally
represent larger companies with
whom they’ve had long-term re-
lationships. They can provide the
moncey, but seldom the expertisc.

Investment companies  call
Blackburn for advice. “I'm happy
to talk to them, but we’re not in-
terested in educating our com-
petitors.”

One aspect about the business
that has changed is the make-up
of the individual brokers. They're
not the “good ole’ boy network”

they used to be. Mahlman calls it
“a younger, more professional
breed of brokers.”

They are no longer the founders
of the industry. They use specific
statistical data and advanced mar-
keting skills to assess markets and
individual stations.

Even old-timers are getting into
newer methods. Robert Roun-
saville (Robert W. Rounsaville and
Associates) just implemented a
computerized “Station Informa-
tion Report.” It’s detailed market
by market information on recent
station sales, demographics, rat-
ings, formats, network affiliation,
rates and national reps.

Station buying conditions are
improving. Financial institutions
are more comfortable in providing
financing to potential radio broad-
casters.

Mahlman attended a Kagan
Seminaronstationbuying andsell-
ing and said that bankers made
up at least half of the audience.

“They are aggressively seeking
entrepreneurs and group operators
to use their funds.”

Deregulation has also spurred
on other investors looking to radio
as a business. —By Cecilia Capuzzi.
Facts checked by Dottie Daily.

Is a StationWorth
the Investment?

Here's why bankers have turned
the tables and are looking for
potential buvers.

There are several reasons to in-
vest in radio stations: psychologi-
cal reward, appreciation of capital,
ego, tax breaks.

But after an economically poor
1982, is a radio station investment
really worth it?

Dave Schutz, president of DES
Associates, a New Jersey-based
broadcast, economic consulting
company, believes it is. The
psychological and monetary re-
wards in radio station ownership
are there.

He warns: “You can do every-
thing from losing money, to mak-
ing 40 percent a year as your return
on investment (ROI).” An ROI in
excess of 100 percent has hap-
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pened, though it’s unusual.

Schutz points to a norm of 12
to 15 percent compared to the cur-
rent 7 to 8 percent for money mar-
ket mutual funds. The radio sta-
tion investment is taxed at a 20
percent rate as a longterm capital
gain while the moncy-market
fund is considered ordinary in-
come and is taxed at a 50 percent
rate.

Broadcasting investment news-
letter publisher Paul Kagan notes
that the return on a well-run sta-
tion should be 25 to 40 percent. If
a station is really run right, it can
be as high as 35 to 50 percent.

To get this kind of return, the
owner must have the proper
“leverage” — more  borrowed
money {debt) than investment
(equity]. “Although the profit mar-
gins aren’t what they were in the
'40s, they haven’t changed that
much.”

Kagan’s fecling: stations arc a
good investment becausce there are
a limited number of superior sig-
nals in any market.

Radio is a good tax break. “You
can buy a station, writc it off (de-
preciate it) in seven years, sell it,
and write it off again (by a new
owner}.”

Radio station ownecrship falls
into threc main categories: indi-
vidual  entreprencurs  (usually
former PDs, GMs or DJs), mid-
sized companics, and large corpo-
rations (like GE).

Major corporations may be de-
clining in significance, but they
continue to represent the largest
dollar volume.

The midsized owner usually
buys  mismanaged, underde-
vcloped  stations, turns  them
around and moves on to the next
station.

How much profit a station
should ¢xpeet depends, obviously,
on the owner and the market. If
there is any rule of thumb, it is
that the rate increasces as the size
of the station increases. A greater
proportion of cach dollar becomes
translated into protit as revenue
£0CS up.

Prices are likely to be higher in
Sunbelt states. Schutz emphasizes
that the worth of the investment

1s born out by the profit potential
for the buyer. “It’s a desirable en-
treprencurial venture” for AMs
and FMs, though AMs are not par-
ticularly “hot” right now. Schutz
reminds us of the $2.3 million sale
of WXYZ Houston.

Ragan Henry, a black attorney
and owncr of stations in Jackson-
ville, Baltimore, Pittsburgh, At-
lanta, Cincinnati, and In-
dianapolis, took $500,000 in start-
up and turned it into $50 to $60
million in assets. He sold some
stations because they had ap-
preciated. Then he turned around
and bought others.

Chicago attorney Stan Neimark
warns that radio station owner-
ship is not a free hand in the till.

Radio station ownership is “not
a license to steal. It’s not for the
faint of heart, or the person on a
tight cash budget. The more astute
investor is the person with long-
term investment in mind.”

Station ownership can provide
a tax shelter through net operation
losses, an investment tax credit,
and then capital appreciation on
the sale of the property on a long-
term basis.

Investment return is not au-
tomatic. Henry admits losses on
some stations, sometimes three
years in a row; still, he knows of
only two minority station owner
bankruptcics last ycar.

There’s not a lot of growth in
the commercial radio market.
Schutz estimates a 1 percent
growth in ncw stations last year.
(About 75 ncw stations.) Station
owners who paid high prices in an
inflated economy have fallen prey
to the idea that inflation would
continuc to spiral.

Cable TV is radio’s biggest com-
pctition, especially Music Televi-
sion. Radio station buyers are also
more sophisticated, a considera-
tion for anyone thinking of invest-
ing in a station.

Banks and venture capitalists
arc more awarce of radio — its pro-
gramming, its competition,its po-
tential returns—and are increas-
ingly supplying loans. They are
also, uncharacteristically, actively
sceking potential station buyers that

they can invest in.—By Herb Drill.
Facts checked by Dottie Daily.
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Polling Your Employees

Westinghouse's Group W has developed a way 1o find out what their
emplovees think, and then make improvements.

It’s not always casy for manage- I
ment and labor to constructively
criticize, or praise, cach other.

Group W Chairman/CEQO Dan
Richic instituted an employee
opinion survey in 1979, begun by
parent  company Westinghouse
Electric.

Westinghouse’s  objective was
to identify employce productivity.
But the questionnaire also works |
to the cmployee’s advantage by
supplying the opportunity to air
management gripes.

QUESTIONS FROM
SAMPLE EMPLOYEE
ATTITUDE SURVEY

Answer: Strongly agree; Agree, Neither agree
nor disagree; Disagree; Strongly disagree.

u Considering everything, | am satisfied with
my job.

® Most days, | am enthusiastic about my work.

® | usually have the necessary equipment to
do my job.

a Considering everything, the physical work-
ing conditions (such as lighting, space, noise.
furnishings, heat, etc.) in my work area are
satisfactory.

& For the work | do, | think the money is:
a. very good b. good c. faird. poor e. very poor

& The morale of my work group is good.

® You can give your honest opinions around
here without any worry.

B | believe | have adequate career oppor-
tunities within (company). |
8@ Performance, not favoritism, is what counts
in getting a promaotion here.

m| respect my immediate supervisor as a
leader.

® The Corporate staff makes a positive con- |
tribution to my station’s/unit’s objectives.

® What is your apinion of the progress your
location has made in providing opportunities
for women?

® | care about the future of (company).

® Our organization's direction and purpose
are clear.

L

30

The survey indicates arcas
where Group W can improve inter-
nal opcrations and allows for vol-
untary, tollow-up labor-manage-
ment interviews.

The survey was developed by
the Human Resource Department
of Group W, and is processed by
an lowa data center.

Employces anonymously grade
statements like: “I like the kind

RADIO ONLY/MAY 1983

of work I do;” “The building and
materials are well-maintained;”
“The relationships between my
supervisor and his or her people
arc generally good.”

An area for additional comments
is provided at the end of the survey.

The survey was given a second
time in 1981 and will be given
every three years from now on.

Survey results are distributed to
department operation heads and
made available to employees. A
scparate task force is created to
submit recommendations for im-
provement,

Results have been constructive.
Therc was a 21 percent jump in
approval from the 1979 survey to
the 1981 survey.

Group W Dircctor of Employce
Relations & Personal Develop-
ment June Clark-Doar noted other
improvements made as a result of

the 1979 survey:

m Individual employee perform-
ance appraisals. Every employee
must sit down with his or her super-
visor so that cach can evaluate the
other’s performance. Employces
and managers use the same form to
rate cach other, compare notes and
discuss each point.

@ Salary rate ranges for non-
excmpt employecs. This is for
cemployees below the professional/
manager category. Group W used
outside human resource consul-
tants to survey each market to
find out the market’s competitive
salaries. Salarics were then ad-

| justed in employee’s favor.

B Renovations. Workspace was
added at KDKA, Pittsburgh.
WINS, New York was completely
overhauled. Consideration was
given to traffic flow, sound and
lighting.

Furlong beliecves that every
cmployer will eventually have to
use a survey like this. “The
Japancse have proved that power
is unleashed when you tap into
employees and treat them as ac-
tive players rather than children.”
—By Cecilia Capuzzi

60 SECOND SEMINAR

Salesvs
Programming

Nine questions PDs and GSMs can
answer to get ratings and billing.

There is a continuing battle be-
tween a radio station’s program-
ming and sales departments.

It is important that sales and
programming realize that confron-
tation is really short for ego. Co-
operation and tcam work can only
benefit a station. With the increas-
ing availability of TV spots and
promotional games, sales and
programming cannot afford not to
get along.

There is heavy competition in
cach market for audience seg-
ments. Owners or managers bring
in consultants that not only dic-
tate format changes, but also spot
loads and promotion activity.

Assess every promotion in light
of a station’s programming and
sales needs or problems. Ask your-
self:

® Does it fit the positioning of
the station?

® What will it cost?

® How can [ pay for it?

® [s it self-liquidating?

® Can | make a profit on it?

m Will it detract from my prog-
ramming?

& Will it build cume?

® Can I recycle people back to
the station if it’s an audience
promotion?

® Do [ have the organizational
ability to get it done! Are my
promotion and production depart-
ments strong enough to make it
happen?

Build and strengthen your sales
and programming departments. 1f
you involve both sales and pro-
gramming in your decisions, you
will help to eliminate the confron-
tation. Read the trades for fresh
ideas, and watch the mail for new
products and services. The real
bottom line is that everyone

wins.—By Jim West, vice president and
general manager of FairWest Studios in
Dallas.




'Growing Interestin FM Subcarriers

Mutial and LIN look 1o cash in on FCC's recent decision

‘ Much interest has already been | digital otferings “based on  the

shown since the Federal Com-
munications Commission’s deci-
sion to allow new subcarrier ser-
vice (Subcarrier Communications
Authorization) by FM stations.
Mutual Broadcasting System Inc.
and LIN Broadcasting have both
made moves.

At the recent National Associ-
ation ot Broadcasters Convention
in Las Vegas, Mutual had more
than 300 of its aftiliates express
iterest in the new service.

Under the FCC plan, permission
will be granted to FM stations to
operate non-broadcast communi-
cations scrvices like telephone
paging and computerized news in-
formation. The material would go
out on subcarrier frequencies like
those now uscd for sterco and
shopping mall music.

The FCC advanced a plan to set
up three national paging networks
to provide the facilities for cstab-
lished paging scrvice operators in
different cities to join the three
nationwide systems.

Mutual and National Public
Radio appcear to be in a good posi-
tion to picce together national pag-
ing scrvices and data systems
since they have satellite and busi-
ness contacts with FM station
owners.

Mutual’s Public Rcelations Di-
| rector Danicl  Flamberg  says
Mutual is lining up markets
nationwide with intentions  of
' building a network “as deep as 250
markets.”

No leases have been signed and
there is no indication of what
Mutual’s investment might be.
But this hasn’t prevented Mutual
from talking to its affiliated and
non-aftiliated stations.

Mutual is interested in the pros-
| pects  because it expects non-
broadcast revenuc to equal broad-
cast revenue by the year 1990.

SCAs would also allow tor the
possible provision of stock quotes,
airline schedules and nationwide
wecather conditions. Flamberg sces
[ it supplying all kinds of voicc and

imagination of the private users.”

Mutual has assigned a task force
to study a national paging net-
work, and market analysis is now
underway, with a marketing plan
expected to be developed in the
not-too-distant future.

FCC Communications Industry
Specialist Arthur Gearheart says
the FCC muade its move partly
because the technology exists to
permit the unused portion of the
FM band. It won’t aftect the qual-
ity of FM transmission. SCA
usage would be a “good public
scrvice” with thousands of out-
lets across the country. The deci-
sion would also allow for voice
or digital information and other
potential uscs.

There should be no FCC prohi-
bitions unless there is state or
tcderal violation. The FCC will
continue to monitor the system
and the programs.

Mutual has said it is interested
in buying subcarrier channels.

Mutual has also designed its own

receiver and micro-processor to
receive signals over FM SCAs.

Another approach to SCA usage
is expected to be similar to sub-
scription TV, It would deliver
computer programs over the FM
airwaves to subscribers who rent
the black boxes which decode the
signal.

LIN Broadcasting Dircctor of
Engincering Ronald Graitf cau-
tions that “SCA is not a very big
pipcline. You can send a lot of
watcer through a 12-inch pipe, but
you can send much less through a
half-inch pipe.”

He characterized SCAs as being
akin to the half-inch water pipe
because “you can’t serve too many
customers since the capacity isn't
as high as in multi-point distribu-
tion and microwave scrvices. With
point-to-multi-point  distribution
scrvices it could be any data, audio

or digital, transmissions.” —By Herb
Drill. Facts checked by Dottie Daily.

60 SECOND SEMINAR

Deregulation
Taboos

Four surprising ways decontrolled
radio is not better off.

Getting rid of old regulation nui-
sances may have opened up a whole
new can of worms.

® Financing Qualifications: The
FCC no longer scrutinizes financing.
Applicants do not have to list sources
or provide evidence. But this could
create a Catch-22. In a regulated FCC,
a broadcaster was able to get a six
month construction permit extension.
Now, without a substantial amount
of construction, a broadcaster cannot
get an extension. And most broadcas-
ters cannot do substantial construc-
tion without financing,

m Ascertainments: The FCC has
done away with a station’s
documentation procedure for ascer-
taining community needs. But it is
important to remember that the
Commission has not climinated the
requirement that a station service its
community. The tendency is to get
lax in this area since a station doesn’t
have to produce the documentation.
But, be careful, especially in arcas of
high minority population. It a station
is not responsive to the community
it serves, minority groups can file a
challenge at renewal time. A station
is still required on its anniversary to
list the 10 biggest community prob-
lems and how they’ve been serviced.

m Certificate Of Engineering:
This is in the proposal stage. Cur-
rently the FCC certifies a sta-
tions’s engincering and screens
applicants. Upon approval of the
proposal, a station certifies that it
has taken care of its engineering
problems and considerations. The
station assumes the cost and the
burden of proof. A station interter-
ing with another station could lose
its authorization.

@ Change To Come: Hearing
elimination. Station applicants
will be chosen by lottery instead
of hearings which will increase
the number of parties applying tor
ownership.—By Robert Olender, man-
aging partner of Baraff, Koerner, Olender

and Hochberg, a Washington, D.C.-based
communications law firm.
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Introducing the
ultimate FM Exciter!

Continental’s Type 802A
solid-state FM Exciter
offers broadcasters
unmatched performance.
The modulation performance
of Continental’'s new FM Exci-
ter exceeds all currently
known/marketed FM exciters.

State-of-the-art design
includes modular construction
and subassemblies: any
subassembly within the exci-
ter can be removed without
removing the exciter from the
transmitter. The Type 802A
accepts a composite base-
band signal from a stereo gen-
erator, STL system or
monaural audio and SCA
programming.

No tuning adjustments are
required, other than selecting
the operating frequency. The
exciter generates its frequency
with a digitally programmed,
dual speed, phase-locked fre-
quency synthesis system.

Power output is 50 watts into a
50 ohm load at all frequencies
in the FM band, and the exci-
ter may be used as a low
power transmitter.

Special circuits protect the
amplifier from any mis-
matched load including open
or short circuits. Automatic
power control maintains exci-
ter output at any preset level
from 5 watts up to the maxi-
mum level.

The case design is very clean:
front-panel analog and digital
meters, along with LED read-
outs, give clear and accurate
indications of system status
and performance. A digital

LED display indicates true
peak level of the modulating
signal in 5% increments, with
an accuracy of better than £2%.

For information, call (214) 381-
7161: Continental Electronics
Mfg. Co.; Box 270879, Dallas,
Texas 75227.

€ 1983 Contirfental Electronics Mfg. Co./5274

Continentatl Electnonica @

Continental Electronics Mfg. Co. Box 270879 Dallas, Texas 75227

(214) 381-7161 &



Digital Records and Radios

The latest in audio fidelity is on the air now ar pioneer stations.

Klcin says that digital recordings
and players arc a first step in a fu-
ture total digital hook-up. He pre-
dicts that in five to 10 years, magne-
tic tapes will be eliminated as a
storage medium.

Associate Program Dircector,

Radio has scen the future. And
it’s digital. So when Sony supplied
a total of 28 album rock and clas-
sical stations with its new com-
pact disc players and eight of the
total 16 currently available discs
(cight classical and eight rock re-
cordings), the stations were more
than receptive.

The digital players are the first
step in a larger digital technologi-
cal revolution.

During recording, audio is im- |
mediately transferred to digital
numbers that pcrmanently freeze |
the recorded message. *

CBS’ Bob Althshuler compares |
it to staying 18 your whole life. [\

What digital does best is im-
prove sound.

or tape decks and climinate wow
and tlutter.

m Digital discs are immune to
the pops, clicks and scratches on
conventional long-playing  re-
cords.

Tony Rudell,of classical WQXR,
New York swears by his Sony digi-
tal discs and player.

m Digital discs have a broader
dynamic range—about 90 decibels
which is about the same as live
music. Conventional long-playing
records are about 60 decibels.

m Digital discs turn at a more
consistent speed than turntables

® Nothing ever touches the
disc’s surface, so there is no wear.
Lascr beams read the digital bits
recorded as about 15 billion pits
that are stored a millimeter below
the disc’s surface.

But it won’t make much difter-
ence in total, overall sound“until
U.S. broadcasters adopt an entire
digital system,” says broadcast

engineering consultantElliotKlein.

Altshuler believes that the digi-
tal novelty will eventually wear
off. “It's the typical reaction of
anyone with a new stereo system.
After a couple of months and the
10,000 or so audiophile buyers,
that will be the real acid test.”

At-home listeners cannot really
tell much difterence unless they
have a good quality stereo system,
and even then, the difference in AM
sound will be barely discernable.

The basic reason is that AM and
FM arc still analog systems. The
recording may be clean digital
source material, but it loscs its
quality when transmitted in analog.

But despite today’s drawbacks,

“There’s a pride being in the
forefront. Our audience is made
up of a lot of audiophiles who like
to feel like a part of it. It’s amazing
when you can hear a guy in the
audience coughing on a recording
of Isaac Stern’s 60th Anniversary
Celebration.”

He notes the other advantages
of digital records and radio:

m Storage is casier. The $15 to
$20 discs are 4.7 inches in diame-
ter. The $900 player is about the
size of a large notebook.

m The plastic-protected alumi-
num discs are virtually indestruct-
ible. They arc unaffected by dirt and
humidity, and they cue auto-
matically.

® The players are easy to operate.
The disc fits into a recess in the
player’s drawer. The drawer pulls
back into the player and the on-air
operator simply pushes a button to
get to the desired band.

The station’s cost is minimal in
using the digital equipment. The
players that Sony supplied to the
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Sony Compact Disc system in use
at classical WCRB, Boston.

stations are home units that needed
minor modifications tor broadcast
use.

Sony’s interest is promoting the
players and discs. Stations that usc

the cquipment have agreed to credit
Sony whencver using the players
during broadcast.

Additional discs will be available
within the month. But even digital

believers have to

BUMS ON DISC

ARTIST
Barbra Streisand
Weather Report
Earth, Wind & Fire
Miles Davis

ein/New York
rmonic

ilharmonic

ehta/New York
Philharmonic

Maazel L.'Orchestre
National De France

Bernstein:Israel
Philharmonic

Mehta New York
Phitharmonic

admit that it will
be at least 10
ycars bcetore all
new albums be-
gin to come out
on compact
discs.

The biggest
problem now is
producing the
discs tast ecnough.
Digital recording
studio  consoles
cost $500,000.
There are only
about 90 in the
country.

Rudell agrees
that the discs will
never replace re-
cords  entirely.
“We'll never be
able to get rid of
our analog his-
tory. When cas-
scttes came out,
everyone thought
they would  re-
place records.
But, cventually,
all stations will
become  digital.”
—ABy Cecilia Capuzzi.
Facts checked by
Dottie Daily.
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SPECIAL REPORT

Radio’s Financial Outiook 1983

at its real enemy.

The first quarter of 1983 is
pointing out some positive signs
for radio’s financial performance.
Depending on to whom you speak,
gains are projected from 8 to 12
percent.

RAB president Miles David notes
that network radio is taking off
strongly compared with last year and
that the Radio Advertising Bureau is
showing gains of 15 percent.

National spot radio isup 7 to 8
percent. Local radio is varying de-
pending on individual market
economy. David predicts more in-
creases as the economy comes
back. Even Detroit, bombarded by
the auto industry’s terrible show-
ing during the recession, is seeing
good spring business.

The U.S. Department of Com-
merce predicts a 12 percent gain
for radio overall based on raw data.

The Commerce Department re-
ports an 11.2 percent gain from
1982 to 1983. Broken down that’s
12.1 percent local, 7.3 percent
spot, 13.1 percent network. This
compares with a 10.3 percent gain
for all advertisers. 12.0 percent for
total TV, 9.9 percent for news-
paper, 7.0 percent for magazines.

Comments David: “In De-
cember, my preliminary estimate
was that radio would be somewhat
ahead of all other advertising,
which was expected to rise 9 per-
cent for the year. Now, I would
say radio will be up somewhere in
the range of 8 to 10 percent. But
that’s preliminary.”

David expects radio to be over
$4 billion in dollar volume for
1983: $200 million for network
radio; $3 billion for local radio;
$800 million for spot radio.

There are several growth arcas.

® Computers: The computer bus-
iness, including video game produc-
ers, is providing good, new revenue.

® Movies: More advertising ac-

tivity from youth-oriented to more
mature films.

® Book Publishers: Publishers
are realizing they can convey a
plot and stimulate the listener’s
imagination through radio ads.

® Co-op Advertising: RAB will
publish its co-op advertising

source book containing 3,200
manufacturers, mostly in retail,
who are co-op sources. This com-
pares with only 800 sources a
couple of years ago.

Researcher Maurie Webster: “For the radio
industry to grow this year, we have to teach
advertisers, especially local merchants,
how to use radio.”

What makes the situation even
more encouraging is the fact that
some advertisers not normally
connected with radio may be
showing renewed or increased in-
terest. For example, Proctor and
Gamble is beginning to consider
using radio as a more regular part
of its media plan. It’s more in-
clined to use radio today than it
was in the past, with a greater
responsiveness to learn more
about radio.

David also sees no link between
one format doing better than
another. “There’s nothing to say

It's good news andbad. Here's a special report on radio’ s year ahead and a closer look

that, for instance, beautiful music
will do better than contemporary.
It depends on salesmanship and
ratings.”

David says the radio market
won’t be reacting on a regional
basis. “It varies according to the
economy in different parts of the
country. If a city is doing better,
the stations will do better. But
there’s no pattern as to the Sunbelt
versus the Northeast. The reces-
sion hit some areas of the country
and some cities later than it did
other parts and other cities. It de-
pended on the mix of industry.”

One kink in the optimism is that
media buyers are being cautious.

Drexel Burnham New York Sec-
urities Analyst John Reidy expects
total advertising to go up 10 to 11
percent in 1983 and 11 to 12 per-
cent in 1984. “Radio should do as
well as advertising as a whole.”

Della Femina, Travisano &
Partners Senior Vice President/
Media Services Ned Gelvand, sees
a 10 percent growth for radio in
1983 and probably 9 percent in
1984. Network should be increas-
ing and showing vitality with
strong spot sales.

Gelvand expects activity in the
area of automobiles, airlines, beer
and candy. There’s a lot of interest
in the 18-34 sector. “Radio is a
natural option but the packaged
goods area is not showing a lot of
vitality.”

Gelvand says there should be no
real dramatic changes in the radio
market, overall, despite more
people going into syndication and
satellite.

Yet radio is not really asserting
itself as a powerful advertising
medium. The optimistic predic-
tions could be more optimistic if
radio concentrated on fixing some
of its image problems. It's a
medium usually thought of when
television gets to be too expensive.
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Gelvand envisions radio as “bas-
ically holding its own while cable
television takes a lot of dollars.
More sales organizations are being
set up to sell cable, and it will be a
viable advertising alternative as
penetration of the market increases.

Donald Racer, senior vice presi-
dent/media director of Pittsburgh-
based Ketchum Communications
Philadelphia office believes that
radio will do better on a local level.
“I'm seeing less and less major na-
tional advertisers going on radio. |
don’t hear about radio from my
peers. It’s not hot, it’s not cold. It's
somewhere out there, almost be-
nign, ambivalent.”

Racer notes that a Ketchum ac-
count like Pizza Hut or any other
fast-food operation would usually
use radio only when it can’t afford
TV, or on a local basis for a local
entrepreneur or a local marketing
problem. Radio is used as the excep-
tion not as part of the design.

Creative advertising work is not
factored nationally, Racer com-
plains. “Creative advertising work
is being done by the advertiser or
the station, not nationally where
the greatest dollar growth would ap-
pear.”

When advertisers threaten to find
an alternative to the expense of TV
advertising, radio is considered.

Radio is believed to be a
medium that can best advertise

the “old, tired established brands.”

| Comments Racer: “There may be

l renewed interest in using radio for
| mature brands, but you need a vis-
ual effect for a new brand.”

Rescarcher Maurie Webster be-
lieves radio’s growth will be about 8

| percent for 1983. Even though net-
work radio got off to a healthy start,
| it began to limp “The networks
| were very good in January, showing
a gain of 15 to 20 percent. The sag
was basically in the local market.”
If radio fails to show a consistent
growth pattern this year, or in any
other year, it is because the
‘ medium is not at a point where a
large number of advertisers con-
sider it to be the up-front medium.
Webster believes “television ad-
vertising is considered to be
number one, while radio is not
secen as the basic, fundamental
| medium. It’s used primarily by
national advertisers, anyway, to
| heavy up on a campaign.”
If radio is bought, the network
| buy is the first consideration if an
advertiser can’t afford to get on
| national TV,

Webster, big on building 35 to
64 as the new demographic, be-
lieves the radio industry is at-
tempting to make that age group
a more acceptable market, espe-
cially for use in news, news/talk,
and Beautiful music formats.

“But first we must persuade the
advertiser that this demographic
is as we say it is. After all, these
10 years (54-64) are when people

| earn more money than they ever

did before.”

Radio has to do amore intensive
selling job for local merchants,
like banks and retail. This will
help the whole industry.

“lf a product or service has to
be seen to be appreciated, then
you need a visual medium,” Web-
stersays. “But radio cando a better
job of creating a mental image
than print.”

Advertisers use newspaper not
because it is a better medium, but
because they understand it better.
Advertisers have to be taught how
to use radio.

Cable television may be less of
a threat to radio than radio is to
itself. The big question about
cable is whether it will become a
local factor; then radio could be in
some trouble. Cable TV is more of
a problem to network TV than
radio. Especially in terms of listen-
ing/watching time.

Webster blames radio people for
shying away from research.
“Radio guys will have to be more
accomplished in understanding
and projecting what radio can do
for an advertiser. Research will
enable radio sales people to do a
better job of selling radio.”

And understanding radio will
foster growth equal to or in excess
of the growth rates already pro-
jected for the industry in 1983—

and beyond that.—By Herb Drill. Facts
checked by Dottie Daily.
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RADIO ACROSS-THE-USA™

BIRCH MONTHLY

BIRCH MONTHLY

QUALITATIVE DATA

QUALITATIVE DATA

MARKET SCAN

MARKET SCAN

Boston

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

FORMAT FM  JF D/ STEREO PURCHASE Mariner moves headquarters
WXKS FM 106 94 100 (Next 6 Mc to WMRE James Lack new
WBZ AC 95 106 86 Plan NoPlan resident. Bill McCarthy new
WBCN-FM__ A 90 83 93 | WXKS-FM 139 861 %M as Frank Tenore exits. ...
WCOZ-FM _ A 72 80 101 (WBz 01 999 | Elektra-Asylum East Coast
WHDH AC__ 63 65 72 | WBCN-PEM 209 791 A&R Director Maxanne Sartori
WEEI N 51 51 47 | WCOZFM 131 869 | fills PD vacancy at WBOS....
WJBFM _ BM 46 50 53 |WHDH 46 954 | WLYN changes call letters
WMIX-FM_ AC 46 39 38 | WEEL 14 986 | to WFNX. Erects new tower,
WRKO T 13 43 40 | WIB-M 99 increases power. Les Gray

%AQH Mon-Sun 6 AM-Midnight
WRORFM  AC 37 47 47 | Soure finen Octmoe 1985 named GM.

MARKET SCAN

W ooamanve o )

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

38 RADIO ONLY/MAY 1983




RADIO ACROSS-THE-USA™

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

BIRCH MONTHLY ' QUALITATIVE DATA MARKET SCAN

"-A_' '-, Wy T

Detroit BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

YF oN WJR writer/producer Michael
WDRQ-FM B~ 81 93 89 HERPPACINREE St Whorf becomes PD at classi-
WJR ) 492 102 | woro-em gg’g '7'5"7' 0‘1'”5' cal WQRS replacing James
WRIF-FM 4 64 65| g 945 — 55 Kaeler. WJR Station Manager
WJLB-FM 68 65 | wRERM 278 639 83 /Director of Sales James
wwy SMNST2 W Long also named vice presi-
WYz g 61 55 W dent... WOMC PD Chuck
WLLZ-FM 52 52 | axy7 @35 65 — Mqrgan new PD at WKQX,
WCZY-FM 29 18 W 01 38 Chicago replacing RandyLane
WNIC-FM 50 53 1 ¢ a0 Mon Sun 6AM-Midmight . .CKLW and CKJY to swap
WJOI-FM 43 41 | cource Birch Cct-Dec 1982 formats

——
T

=,

— — -
BIRCH MONTHLY ‘ﬁ QUALITATIVE DATA ﬂ( MARKETSCA ]
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BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

Los Angeles BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

FORMAT F/M  J/F JAN TV HOURS KFI PD Tom Bigby out. Jhani
KABC T 90 89 78 (Yesterday) Kaye now PD at KFI/KOST
KROO-FM A 59 70 71| 00 S &% Unterz | .. RKO's KHJ switches from
KLOS-FM A 56 47 49 KROGFM — — 310 690 country back to “Boss Radio”
KMET-FM A 53 51 46 FM——SWSOO rock. Sister station KRTH
KHS-FM AC 42 50 65 ﬁLN?ETSFM—QMASBG PD Bob Hamilton new ops
KALI SP 41 27 21 W’S—m mgr for KHJ/KRTH. KRTH
KHTZ-FM _ AC 41 35 22 KALII—WOS(N Production Director Rick
KNX N 38 39 47 KN — 600 400 Scarry named PD at KHJ
KBIG-FM__ BM 34 40 39 7 o : replacing exiting Lon Helton.

%AQH Mon-Sun 6AM Midmight
KFW8 34 33 3.7 | Source Birch Oct-Dec 1982

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

BIRCH MONTHLY | QUALITATIVE DATA , MARKET SCAN

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
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New York BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
TR FORMAT F/M  JF r;/; EDUCATION Malrti}e bsuyli WVNJ;M fro$rg
76 78 1. erbie Saltzman. Price:
WINS N 59 63 62 Coll - HSch GrSeh | iiion . NAB Chairman Bill
WPLJ-FM A 57 50 53 % — % ggg 13; Stakelin new RAB president
2oy oa | WPLTM 09 558 23 | iauer Nieman dice Ex.
xv/vﬂKs.FM B 48 48 49| MKIU-FM 229 438 333 | ooitive VP Warren Bodow
WADO _ SP 43 39 33 \xgkgm ;gg 232 ggg named presidentVGM....RKO
EE g W e (B e P B
~ = = - % AQH Mon-Sun 6 AM-Midmight g . oy
T WABC i 35 31 41 | Source Birch Oct-Dec 1982 of RKO Radio Division.
Philadelphia | BEITEIDGIR QUALITATIVE DATA | MARKET SCAN
 FDRMAT FM  JF ?/J OCCUPATION GCC's WIFI on block again.
p s 115, 1L o s | Beasly Eroadeasiing nego-
WUSLEM B 67 58 71| KW 391435 174 | phig Tommunications (owner’
WEAZ-EM _ BM 6.1 82 és VAT L= i operator WYCB-AM, Washing-
WCAUFM R 60 60 66 | WUSLEM 529 235 235 | {0h'DC; WENN-AM/FM, Bir-
WMGKFM  AC 59 61 4 | WOLEM 06 9L | mingham) strikes deal to buy
R ey 3y 3 | MGk 57 g0 14 | JIRE TR Bagwe Broack
WI0Q-FM AE‘ 52 48 59 b i Classical WFLN installs
= 2 : = | 9, AQH Mon-Sun 6AM Midmight > .
wip AE 51 54 36 | Source Birch Oct Dec 1982 Sony digital disc system.

1Ko

! BIRCH MONTHLY |

" FORMAT FM  JF D

KDKB-'. % 1.6 11. 96

KNIXFM _ C_ 98 108 108

KTAR NT 91 82 82

KUP 83 81 96

KMEQ FM 61 68 6

KIZPEM_ C 5%, 51790
4

" QUALITATIVE DATA |

b—

DAILY NEWSPAPER
Read Don'tRead
KDKB-FM 557 443
KNIX-FM 341 659
KTAR 63.7 363
KUPD-FM 663 337
KM;}!-FM 67 4 326
-FM 68.6 314
KOOL-FM 836 164
Q o HAM.
§ Sy ol

B —— T 'I

WROK. inc Rockford, IL
Corporate PD Charlie Quinn
named PD at KZZP replacing
Randy Stewart who is now PD
at KALL, Salt Lake City....
Canyon Communications
takes over KWAO.KWAO GM
White to buy KUET for
'$617,000. Will upgrade sta-
tion, change country format to

bigband.

BIRCH MONTHLY

BIRCH MONTHLY

QUALITATIVE DATA

QUALITATIVE DATA

MARKET SCAN
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RADIO ACROSS-THE-USA™

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

FORMAT FM JF D/ CABLE TV Sunbelt to buy KRAB. Price:
KIRQ _ N 86 94 95 Have Don'tHave | $4 million. Seller: Jack Straw
KISW-FM A 74 67 64 KIRO 440 55,8 Memorial Foundation. Broker:
KZOK-FM A 62 69 62 KSWIM %2 638 Blackburn & Associates....
KBRD-FM BM 53 53 51 W KZAM to change call letters
KOMO AC 51 69 61 W to KLSY. Format change ex-
KSEA-FM BM 50 55 47 WO_ pected.... KJZZ PD Jeft
KNBQ-FM__ R 49 42 39 KSEAFM 488 512 Hanley and four staff mem-
EEEZEFFMM ITC gg g; 2.12 KNBO  »2  TTe gers exift ?s station switches

- 5873 -Sun GAM-Migi: i ack to full automation.

KMPSEM  C 33 41 44 | Soirce Brononbec1oss™

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

BIRCH MONTHLY Bl QUALITATIVEDATA J}  MARKET SCAN

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
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Your Monthly s,
Management Marketing and Promotion.

Financial Management.

TOOl New Technology.

Special Report.
Radio Across-the-USA.

The publication that helps you do your job better.

Subscription price—$25 a year.

Six-month trial subscription—$12.50.
Call today to start your subscription.
(VISA and MASTERCARD accepted)

Call (609) 424-6800.

Advertisers may inquire
about future issues by
calling Jim Carnegie
(609) 424-6800

1930 E. Marlton Pike, Suite C-13, Cherry Hill, NJ 08003



OFF-THE-AIR

=

'Mr. Givenchy Goes to Washington

60 SECOND SEMINAR

Pedaling Health

1t's not as convenient as the Amfac, but here's why Vista guests don't

seem to care.

What could onc Arab sheik and
| four radio executives have in com-
mon? All five could fit into the
sunken bath in the Givenchy de-
| signer Presidential suite at Hilton

International’s  Vista Hotel in

| Washington D.C.

| The designer rooms opened in
February 1983 and have attracted
some pretty wealthy celcebritics
besides the Arab sheik: Johnny
Cash, Liv Ullman, and Michacl
Warren.

The “regular” designer suites go
for $225 a night. The penthouse
“Presidential” suite is $550 a
night, plusan extra $125 per room.

For those prices, it may not be
the place to hold a weekend sta-
tion strategy meeting, but it could
be ideal for an exec to unwind
atter a particularly bad bhook.

. Still, the Vista has an entire
floor with offices, meeting space,
business machines and a reference
library.

Each suite takes up an entire
story of a free-standing tower in
the middle of the hotel’s glass-
domed atrium

Hubert de Givenchy designed
the suites himself. Living room,

44 RADIO ONLY/MAY 1983
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Givenchy-designed suite at Washington’s
Vista International Hotel

dining room and bedroom furnt-
| turcare all selected by Givenchy.

Each suite has original artwork
and tresh flowers.

Every occupant gets to wear a
robe with a profile of the artist on
the back.

The hotel has three restaurants,
two cocktail lounges, an exccutive
titness  center,  and  business
center.

Givenchy has also  designed
similar rooms for the Hilton Inter-

national Brusscls and Singapore.
—BYy Dottie Daily
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Stationary bikes help to re-cyvcle
out-of-shape muscles.

Riding a stationary bike with a
variable resistance 1s an excellent
way to strengthen your heart
whether you are out of shape or in
top condition.

If you are in poor shape, ride
sitting down and pedaling against
a low resistance. Top-shape: pedal
rapidly against high resistance.

® Pick a bike that pedals evenly
when the resistance is set high.
Bicycles that pedal with a jerking
motion are not enjoyable to ride
and could cause injury.

® The best bicycles have a very
heavy balanced flywheel attached
by a chain to the pedal. They allow
you to pedal more evenly.

® To adjust the seat height, set
the pedals so that one is at its
lowest point while the other is at
its highest. Stand on the lower
pedal with your heel, then raise
the seat so that your knee just
starts to bend when you sit down.
Setting the seat too low will in-
crease your chances of developing

knee pain. Too high can hurt your
back.

m First day: ride the bicycle
slowly against low resistance.
Stop when your legs feel heavy,
tired or hurt. You are more likely
to injure yourself in the beginning,
so it is better to do too little than
too much. Remember: for fitness,
you don’t have to da more than 30
minutes three times a week.

m Continue to ride your bike at
a low resistance cvery day. Within
a few wecks, you should be able
toride for 30 continuous minutes.

® Progress by varving the resis-
tance. Start out by pedaling
against the low resistance. Raise
it after a couple of minutes. When
your legs get tired, lower it again.

As you round into shape, try to
increase the time spent pedaling
against the high resistance.—8y
Gabe Mirkin, MD, author of newly pub-
lished “Getting Thin,” commentator for
CBS Radio, and talk shaw host for WRC
Washington and KMOX St. Louis.
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We bring you the music that brings
in your audience.

There's a proven way to attract and hold today’s
demanding and discerning audience —give them the
music they want to hear. The music licensed by BMI.

BMI, the world’s largest performing rights organi-
zation, licenses most of the music that audiences prefer,

the majority of the music on last year’s charts.
BMI The most talented collection of writers and
composers. Creating the most popular music.

Helping you capture a larger audience. Today
and tomorrow. That's BMI.

/I\ | Wherever there’s music, there’s BMI.
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ACTION
SPEAKS LOUDER
THAN WORDS.

SRP's new Easy Listening format
of Beautiful Music is available now!
It is a new breed of research driven
music...all winners.

Our long term commit-
ment to continuing
research is with Bill Moyes
and The Research Group

under an exclusive agreement. We are
using their patented Comprehensive
Music Test with its outstanding,
proven track record.

So when you're ready to
play the winners for your
listeners, you'll want to play
SRP. Those are the facts.

SchulR®Rath8 Productions, Ltd.
3001 Hadley Road, South Plainfield, New Jersey 07080 (201) 753-0444

A DIVISION OF COX COMMUNICATIONS, INC.
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