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THE 
FOCUS: 
25 TO 34. 
Now, for the first time, a complete network service, designed 
to give great programming, great sales, and greater 
profit.... Not one service, but many, all targeted specifically 
to young adults...all proven successful services. 

Programming: Test-marketed for 
two years in multiple markets, our 
Music Connection is a 24-hour 
live stereo format fed via satellite 
for use up to 24 hours per day. 
Researched, designed and proven 
to give strong young adult domi-
nance. Special features and week-
end spectaculars. 

Research: The most advanced 
test system for LP cuts and singles 
ever developed: designed by The 
Research Group. 

Also — the definitive major 
national study on 25 to 34 year 
•olds. This landmark project un-

covers the secret keys to young 
adult programming, sales and 
promotion success. 

Promotion: The most successful 
TV-outdoor-print campaigns in 
America, made available at low 
cost to build high cume and quar-
ter hour. All campaigns pretested. 
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SAilli ¡TES: 
RADIO'S LINK TO THE FUTURE 

Radio's future is definitely linked to satellites. Networks 
and program suppliers are contracting to beam 

programming to stations via satellite far more extensively 
than expected. With the profusion of satellite programming 
and talk about satellites in general comes confusion about 
what satellites can and cannot do and how they can do it. 
This report was designed to transmit a clear picture of 
satellite technology today, presenting all the options open to 
radio for satellite programming, and explaining, as clearly as 
possible, how it all works. 

Please, turn to Pap. 4 
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Satellite Basics 
Continued Irian Page .1 

Satellites to distribute 
programming were first suggested by 
British science fiction author Arthur 
C. Clarke in 1945. Three-and-a-half 
decades later, hundreds of satellites 
orbit the Earth, most of them serving 
research or military functions. There 
are currently 10 American-owned 
communications satellites: Comstar 
D-1, D-2, D-3, and D-4 (owned by the 
Communications Satellite Corp.); 
Westar I, II, and III (Western Union); 
Satcom I and II (RCA); and Satellite 
Business Systems' SBS satellite. Three 
of them, Westar I and III and Satcom 
I, carry radio broadcasts. Sixteen more 
satellite launches are scheduled, some 
of them replacements for existing 
satellites. 
The communications satellites 

follow the equator in fixed 
i`geostationary "  orbits (as if they're 
rotating at the same rate as the earth 
so they don't appear to move, 
although their actual rate is much 
faster because, revolving far above the 
earth, their orbits are greater) 22,300 
miles up. Just as broadcasters are 
licensed, satellites are assigned 

Please turn to Page 9 

Dedicated Vs. 
One of the biggest controversies 

surrounding use of satellites has 
been ownership of the dish. Mutual 
and National Public Radio have 
been the forerunners in supplying 
visual evidence (antennas) that 
satellite communications is indeed 
tomorrow's technology today. Simi-
larly, AP Radio has instituted an ag-
gressive dish installation program 
for radio by piggybacking dishes at 
newspaper affiliates' locations and 
broadcasters' facilities. Together 
they have led the way for a dedi-
cated system of distribution also be-
ing utilized by RICO and similar to 
one planned by UPI. ABC announc-
ed in mid-August an extensive 
digital broadcast plan, signing a 
deal to provide dishes to its af-
filiat a key move on the dedicated 
side. 

Other networks, CBS and NBC, 
for example, have largely played a 
wait-and-see game, looking at a 
large potential investment should 
they purchase affiliates' dishes. 
Moreover, it appears that these net-
works will either ask stations to pay 

Cafeteria Style 
for their antennas or contract for an 
existing hook-up with a licensed 
common carrier, like Wold Com-
munications. 
Other problems associated with 

jumping into satellite delivery sys-
tems for these nets have been se-
lection of a satellite, as well as the 
question of whether to go analog or 
digital. 
With your own dish or a local 

loop, it is possible to change pro-
gram sources. However, the largest 
expense to the majority of radio sta-
tion receiving satellite program-
ming will be the cost of either a 
downlink antenna or a local loop 
from another source. Reportedly, 
the cost of a dish will decline as 
much as 15% in the next year. 
However, unless one of several 

new digital compression systems is 
approved and installed nationwide, 
local loops could fall into short sup-
ply and even bigger demand, thus 
possibly increasing costs. Addi-
tionally, installing one loop at a 
time drives the expense up about 
two to three times. 

Glossary Of Terms 
Common Carrier — A distribu-
tion system, such as those using 
satellites or land lines, which offers 
service to the public on a fee basis. 
They are regulated by the FCC. 

COMSAT — Communications 
Satellite Corporation, created by the 
Communications Satellite Act of 1962 
to establish an international commer-
cial satellite system. 

Dish — A parabolic antenna. 

Downlink — A receiving antenna 
designed to pick up signals from a 
communications satellite. 

Earth Station — A satellite send-
ing or receiving installation; a 
downlink or uplink. 

Footprint — The area of the 
Earth's surface over which signals 
from a given satellite may be received. 
Footprints are different for each 

satellite. 

Geosynchronous Orbit — An 
orbit 22.300 miles above the equator, 
in which a satellite appears to remain 
stationary in the sky because it is mov-
ing in its orbit at a speed that allows it 
to keep precise pace with the Earth's 
rotation. (Also geostationary orbit.) 

MDS (Multi-point Distribution 
Systems) — Does not use satellites; 
narrow-beam microwave systems used 
to send programs to selected locations 
such as apartment complexes and 
hotel/motels. Also used at local cable 
systems. 

Parabolic — The shape used for 
downlink and uplink antennas. It has 
the characteristic of focusing all waves 
received from the direction at which if 
is aimed precisely to a single point. 

SATCOM — Satellite owned and 
operated by RCA-Americom. 

STV — Over-the-air subscription 
television. 

Superstation — A regular broad-
cast TV or radio station whose signal is 
also carried by cable systems all over 
the country. The individual station has 
no control over this distribution, but 
may derive additional advertising 
revenue as a result of the increased aud-
ience. Classical-formatted WFMT/ 
Chicago became the first radio station 
to be transmitted via satellite to a large 

number of cable systems. 

Transponder — A part of the 
satellite that is combination receiver-
transmitter, which picks up a signal on 
one frequency and retransmits it on a 
different frequency. Current com-
munications satellites have either 12 or 
24 transponders. 

Uplink — An antenna that transmits 
signals up to a transponder on a com-
munications satellite. 

WESTAR — Satellite owned and 
operated by Western Union. 



A WORLD OF 
DIFFERENT 
RADIO VOICES 
Gannett's 13 radio stations oper-
ate in communities as distant as 
Tampa and Los Angeles and as 
diverse as Chicago and San Diego. 

And the differences in pro-
gramming mirror the differences 
in the cities. That is because 
Gannett radio stations design 
program formats to meet the 

unique needs of the audiences 
they serve. 

In Chicago, that means tradi-
tional black on AM and contem-
porary black on FM. 

In Tampa... personality easy 
listening on FM. 

In Detroit... religion on AM 
and adult contemporary on FM. 

In Cleveland... adult contem-
porary and sports/talk on AM, and 
personality easy listening on FM. 

In Los Angeles... religion on 
AM and rock on FM. 

In San Diego... news/talk on 
AM, adult contemporary on FM. 

In St. Louis... country on AM 
and adult contemporary on FM. 

, 

There is no "sound of Gannett" 
on Gannett's radio stations. 

Instead, the listener hears 
the sounds the city wants to 
hear, and the advertisers and the 
audiences are the winners. 

The 13 Gannett radio stations 
are an important part of Gannett's 
world of different voices, serving 
their communities with a world 
of different sounds. 

Mw 

GAMIETT 
A WORLD OF DIFFERENT VOICES 

WHERE FREEDOM SPEAKS 

WVOIV,WGCI-FM IVIVWE,IVDOK-FM WIAW,WCZY-FM KPRZ, KIIS-FM KSDO, KEZL-FM KSD-AM, KSD-FM 
Chicago Cleveland Detroit Los Angeles San Diego St. Louis 

Gannett Co., Inc., Lincoln Tower, Rochester; N.Y. 14604 (716) 546-8600 

WJYW-FM 
Tampa 



DOUBLE DIGIT SHARES 
ARE BACK! 

Maximize your audience 
share and reach for higher ratings 

with the "REACH FOR COUNTRY" campaign 
from ABC Radio Marketing Services. 

Join the stations which have dramatically boosted 
their ratings and moved hack into the "double digit" club. 

WPOR, Portland reaches a 15.7 share-up from 9.8* 
WTQR, Winston-Salem reaches a 16.6 share-up from 11.2* 
WZZK, Birmingham reaches a 13.6 shore-up from 7.7* 

Proven effective with stations across the country. The 
total marketing campaigns from ABC Radio Marketing Services-

a unit of ABC Radio Enterprises. 

m_a 

"REACH FOR COUNTRY" 

MOM 
MARKETING 
SERVICES 



Share Facts 
K-

Shields & Yarnell. The mime team. 
Proven performers. And o promotion 

success for a growing number 
of key rodio stations. 

The "UNWIND" campaign 
from ABC Radio Marketing Services-

() relaxing way to 
boost your audience share. 

How? Higher than average recall 
among test listener groups. 

And, excellent communication 
of your key copy points. 

Most importantly, 
"UNWIND" WORKS. 

For stations like WXTZ, Indianapolis. 
Station Manager Tom Severino 

unleashed "UNWIND" 
and wound up with a 12.8 shore-

up significantly from a 10.3 
in the spring 1981 Arbitron.* 

"UNWIND" 
ABC RADIO TM *Source: Abitron Audience Estimates, Spring 1981 

Adults 12 + M-Sun 6a- 12m 
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RKO RADIO SALES 

• SELECT STATIONS 
• SELECT MARKETS 

• • PROVEN RESULTS 
HAVE YOU 

CONSIDERED 
THE BENEFITS 
OF JOINING 

OUR LIMITED LIST? 
CALL HARRY DURANDO 

(212) 764-6712 

RKO RADIO SALES 
Select stations, select markets 

RKO Radio Sales, 1440 Broadway New York, N V (212 764-6800 

NEW YORK/LOS ANGELES/CHICAGO ,DETROITSAN FRANCISCO/DALLAS/ATLANTA 



Continued from Page 4 

designated positions or stalls; Westar 
III is at 91 degrees above the equator, 
and Westar I is at 99 degrees. 
Generally communications 
satellites are spaced four degrees 
apart. Gravitational pull, 

however, does 
cause them to 
drift, and on-board 
jets are necessary 
to make 
adjustments. 
Satellites (which 
cost about $40 
million to 
construct) are 
launched by 
NASA, for around 

$30 million. However, when the space 
shuttle goes into commercial 
operation, it is expected to carry 
satellites above the atmosphere and 
launch them from its own orbit ( 170 

Plea,r turn to Page, It) 

The Dollar Side 
Of Satellite Costs 

Fulltime rental of an uplink and 
channel space on a satellite costs in 
the neighborhood of $ 50,000 per 
month, not including the cost of 
downlinks. Will this get cheaper as 
more satellites are launched? The 
question itself is questionable since 
demand is running high and many 
of the new satellites will actually be 
replacements for older ones. (The 
average life of a satellite is 
calculated to be approximately 
seven to eight years.) 

But leasing may be easy and 
routine in the future. For example, 

Robert Wold, President of Wold 
Satellite, provides the following 
numbers for occasional users. A 
transportable uplink runs approx-
imately $8000 for the first day and 
$1000 for each additional day, plus 
about $ 250 per hour of operation. 
Renting time on the satellite 
depends on your signal ( i.e., if it's 
stereo, the signal will be wider and 
costlier) and number of affiliates to 
share the cost. Typically, an hour of 
time for up to 25 stations might be 
around $3000 plus any loops to 
local stations. 

Simply stated, here's how satellite transmission of programming works: 

Uplink 

• The uplink (large 
dish), a transmitter 
connected to a large 
parabolic antenna, 
pushes the signal to the 
satellite. Because of 
their geostationary or-
bits, communications 
satellites can receive 
programming 24 hours 
a day from earth sta-
tions. 

• The satellite trans-
ponder receives the 
signal, amplifies and 
codifies it, and retrans-
mits it on a different 
frequency. (Trans-
ponders are also 
capable of transmit-
ting 64-million bits of 
computer data per sec-
ond and handling up to 
2000 telephone con-
versations simultane-
ously, among their 
many capabilities.) 

Downlink at Station 
Downlink 

at Location 

•*: 

Connect via 
Local Land Lines 
Loop or Microwave 

• The downlink, a 
small dish from four to 
10 meters connected to 
an amplifier, receives 
and decodes the signal. 

• The local loop — 
usually either micro-
wave or land lines 
— carries the signal 
from the program 
source to the uplink, 
and from downlink to 
station. 
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"So You Want Your Own Network" 
The first step in starting your 

own satellite programming opera-
tion is to get an uplink, which must 
be licensed by the FCC and will 
cost between $ 100,000 and a half-
million dollars. Next, you'll need 
satellite time — either leasing a 
full transponder from a satellite 
supplier like RCA 
or American Satel-
lite Company or 
blocks of time 
from a broker 
such as Western 
Union or Wold 
Communications. 
The first option 
may be somewhat 
difficult since 
even the newest 
satellite, Satcom 
III, which will be 
launched in October, is sold out. 

Fortunately, however, technologi-
cal advances are making it increas-
ingly easier to multiplex numerous 
signals on a single channel, there-
fore opening up new leasing possi-
bilities. Leased time begins around 
$250 per hour. 
Consideration of particular satel-

lites is important since stations in 
the future may be selecting pro-
gramming cafeteria-style from a 
number of suppliers. For example, 

downlinks for RCA Satcom I, which 
carries Continental Radio Network 
and Satellite Music Network, are 
generally located at cable opera-
tions and are equipped to receive 
only selected transponders. On the 
other hand, some downlinks located 
on or nearby radio facilities utiliz-

ing Westar 3 are 
tuneable to a vari-
ety of transpon-
ders. Unlike up-
links, as of about 
two years ago 
downlinks need 
not be licensed by 
the FCC. 

It should also 
be noted that if 
you're planning a 
stereo broadcast 
it's important to 

consider how your programming 
gets to the uplink and from the 
downlink. If worst comes to worst, 
you can conceivably physically 
deliver programs to the uplink — 
even do live stereo broadcasts with 
mobile uplinks; but the quality of 
your signal to the consumer will be 
no better than the last step. Should 
your affiliates need a local loop 
from the downlink, it should be 
remembered, the quality of the 
signal will be no better than the 
local line. 

"Uniqueness" A High Priority 
When Bonneville debuted its new 24-hour format last month, it did so 

with two-minute newscasts directed at Beautiful Music listeners. The 
trend toward special or unique program characteristics isn't new, but it 
is on the rise. 

Mutual, for example, exphasizes regional sports coverage, and AP 
Radio provides regional news actualities, all by way of satellite. 

Interfacing unique programming with a lesser number of affiliates 
may be where satellites will most shine. Enterprise Radio as well as 
NBC's Source network have made use of satellites on special occasions 
for sports events and concerts, respectively. But to date, ABC, CBS and 
the NBC Radio Network have not been heard via the bird. 

Meanwhile, new sources of programming such as Starfleet Blair's of-
ferings will rely strictly on satellite delivery systems. In short, it appears 
that satellites will be the future means by which program suppliers feed 
future appetites of radio audiences with special programming. 

miles up), economizing considerably 
on the costs of an earthside launch. 
The shuttle will also facilitate easy 
replacement of worn-out satellites 
(which become useless from fuel 
exhaustion or signal weakness), 
removing them to new orbits and 
installing fresh models. 

In many instances, radio stations 
which either don't have a downlink or 
don't have the right downlink for a 
desired program will use another 
local loop to receive programming. 
Most radio station downlinks are 

tuned to a single frequency and 
transponder. In the future, however, 
many downlinks will be capable of 
tuning in more than one of the 12-24 
transponders aboard each satellite. 
This means, for example, that a 
station can be a Transtar Radio 
Network affiliate and also receive 
RKO news and features or Starfleet 
Blair music specials. 
With satellite programming 

proliferating at its current rate (about 
two dozen rietworlcs now set to go and 
an ever-growing number of syndicated 
satellite programs), the impact of this 
new technology on radio will be 
considerable. .4̀ gie 

Slicing The Pie 
Determining how much channel 

space is needed for audio program-
ming can be tricky. Essentially, 
stereo broadcasts use two 15 kHz 
channels. Talk programming would 
obviously use less channel space and 
cue tones even less. Satellite 
transponder space currently used 
for audio programming ranges from 
channels being used almost ex-
clusively for radio to subcarriers of 
video channels. Critics of dedicated 
radio channels say they are over-
crowded, while subcarriers critics 
contend that although they're cost-
ly, there appear to be some tech-
nical problems. They complain that 
all tweaking will be done by cable 
operators whose first priority will 
always be their video signal. Why 
the cable operator? Because usless a 
radio operator purchases his own 
dish, the subcarrier audio is pig-
gybacked into the local cable anten-
na and rerouted to the radio station. 



L-1-=-Fro SATELLITE NETWORK 
MAKES RADIO PROGRAM DISTRIBUTION 

AS EASY AS ABC. 

hen ABC Radio Enterprises decided to offer two new nationwide pro-

gramming services to stations throughout the country, it needed to find a 

reliable, economical way to distribute its programming. Land lines were out— 

costs were too high, audio signal quality too low. 

hat ABC's new talk and music radio services needed was a high-quality, 

end-to-end satellite transmission system. Uplinks, downlinks, SCPC (single 

channel per carrier) channels— the works. Plus full-channel stereo in a one-

stop-shopping package. 

hat ABC found was the total-service satellite network of VVold. Fixed and 

transportable satellite uplinks. Satellite SCPC channels for high-quality mono 

or stereo transmission. Access to more than 400 downlinks across the U.S., in-

cluding the giant network of satellite earth stations operated by the Associated 

Press. 

In short, everything a radio programmer needs to create a nationwide radio 

network. Everything, that is, except the programming. 

New York 

350 Fifth Avenue 
New York, NY 10118 
(212) 947-4475 

COMMUNICATIONS 
a division of Robert Wold Company, Inc. 

Los Angeles 

10880 Wilshire Boulevard 
Los Angeles, CA 90024 
(213) 474-3500 

Washington, D.C. 

8150 Leesburg Pike 
Vienna, VA 22180 
(703) 442-8550 
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Satellite Races: A Dish For Every Station? 
It's difficult to measure the exact number of stations owning or leasing 

a dish at the present time. Complicating the situation further is the new 
Federal tax legislation allowing businesses to depreciate up to 75% of new 
capital expenditures in the first year, which may spur more stations to buy 

their own antennas. 
One method of calculating how 

many downlinks there may be is to 
look at the number of affiliates each 
program supplier and network has, 
plus their timetables for being on-
line. 
By far, the largest is ABC, both in 

number of networks (six, including 
A/C-formatted Directions and Rock 
Radio Nets announced last month) 
and in number of affiliates ( 1700). 
ABC expects to be totally on satellite 
by 1984, whereas the second largest 
network, AP Radio, with 1100 af-
filiates, has already reached a 90% 
satellite distribution level utilizing 
270 downlinks. 
The third largest network is UPI 

Audio Net, which claims 1000 

subscribers. UPI has 15 downlinks 
constructed but has planned an ag-
gressive campaign to provide 
numerous dishes to affiliates 
through a lease or purchase pro-
gram which rebates up to $ 1200 a 
year for five years. 
Fourth-ranked Mutual Radio (850 

affiliates), which for two years has 

had the goal of being the first net-
work to be completely on satellite, 
accomplished the feat by midsum-
mer when its subscribers received 
the network's news feed via satellite 
from the new $ 1 million Bren Mar, 
VA uplink. 
The NBC Radio Network has 335 

affiliates, adding to its 175 for the 
Source, but except for occasional 
Source concerts, remains uncom-
mitted to one satellite supplier. 
However, NBC Radio President 
Dick Verne has said the network 
will give the industry a clear indica-
tion before year's end as to what it 
will do. Its direction is likely to be 
based largely on how affiliates 
answered an NBC questionnaire last 
summer. 

Finally, RICO with its 225 af-
filiates is completely using satellite 
distribution and will continue to do 
so as it adds services. 

"The Missing Link to Reliable 
Cart Music Reproduction Has Been 
the Cart...Not the Cart Machine. 
I've been using the Audiopak AA-3 at various 
stations for over two years, with gratifying results. 

The AA-3 is capable of studio master music 
reproduction with excellent stereo phase stability. 

It is durable and reliable in performance 
throughout its long life. 

In my opinion, the AA-3 is the best cart 
we've tested." 

AA-3— The Missing Link for 
stations who care how they sound 

CAPITOL MACNETIC MOD( LIS 
A Division Of Capitol Records. Inc. 
8902 Sunset Blvd.. Hollywood. California 90028 12131461-2701 
C 1981 Capitol Records. Inc. 

• 
Agee 

Elliott Klein 
Corporate Director of Engineering. 
Buck Owens Broadcasting Group 
Chief Engineer, KNIX AM 6:: FM. 
Phoenix, AZ 
Consultant to: 
Scripps- toward Broadcasting Co. 
(Radio Division I 
Sunbelt Communications Ltd. 
The Research Group 
lianstar Network 

treats 

441,, 
See the AA-3 Demonstration Booth 304 

NRBA Exhibit Hall 1404 



MUTUAL BROADCASTING 

Sllr!;llr-

Mutual is the only radio network 
headquartered in Washington, with 
more reporters in the news capital 
than any other radio network. 

«Le 

--- -- Iffiriii -5, 4 , )1 ,- 4-, -r 
- i ' . . Mutuatbrings you the best in music  1 '' eke._ 

entertainment, from the Beach 
and Elton John concerts, to awardu- - - 
winning music specials like our .. 7  
"Johnny Cash Silver Anniversary 
Special" and 'Country 
Music Countdown': 

Mutual presents the biggest play-by-play 
sports line-up in the Ibusiness.N.F.L,Notre Dame, 
and other major college contests, N.B.A.Championships, 
major P.G.A.Tourneys, and the Wimbledon and • 
U.S. Open Tennis Championships. 

t   1 

Mutual's radio satellite offers new 
dimensions in sound quality and 
enhanced programming capabilities. 

Mutual has resident correspondents 
in every major world capital. Mutual 
affiliates receive 66 newscasts 

--every broadcast day. 

esei»,  

tr" 
Mutual delivers all radio pros. 
Jack Anderson's "Inside Washingtcn"; 
Larry King's all-night talk show; and 
Dick Clark's weekly "National Music 
Survey" and holiday specials. 

At Mutual, we're the radio experts, committed to bringing you the best news, sports, and entertainment, 
That's why the system works. 

riA MUTUAL BROADCASTING SYSTEM 
Radio is our only business. 
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Satellite Services 
Automation 

Bird/Transponder Interface 

ABC RADIO 
name Enterprise Division 

1600 Affiliates 

Wester 3 — Ti 
for Music 
T4 for Talk 

Yes 

ABC RADIO NETWORKS 
mg: Mfonnatiott Entertainment Contemporerr 

Networks FM Millwork Rock Direction 
1700 Affiliates 

N/A N/A 

ASSOCIATED PRESS Alp AP Radio 
1100 Affiliates 

Wester 3 — Ti No 

BONNEVILLE BROADCAST/SMN 
100 Affiliates 

Satcom 1 — 73 Yes 

CONTINENTAL CONTINENTAL RADIO NETWORK 
RADIO 30 Affiliates 

Satcom 1 — 78 Yes 

ENTERPRISE RADIO NETWORK 
65 Affiliates 

Wester 3 — Ti No 

GLOBAL SATELLITE NETWORK 
MilfallTE 40 Affiliates ( Rockline) Wester 1 — 72 No 
mffunwe Affiliates N/A for Countryline 

mutual 

MUTUAL BROADCASTING 
SYSTEM 
800 Affiliates 

Westar 1 — 72 Yes 

NATIONAL PUBLIC RADIO 
ûriEr 250 Affiliates 

Wester 1 — 72 Yes 

NKR PRODUCTIONS 
51 Affiliates 

Wester 3 — Ti No 

R(O 
RADIO 
NETWORKS 

ir ) 
04)C0 
RADi0 
hETW3FIKS 

RK0 RADIO NETWORK 
225 Affiliates 

Wester 3 — Ti for 
RK0 1 & 2 

T4 for RADIOSHOWS Yes 

ctellite SATELLITE MUSIC NETWORK 
musin 150 Affiliates 

networK 
Satcom 1 — 73 Yes 

STARFLEET BLAIR 
85 Affiliates 

Westar 3 — Ti Yes 

utimise t TRANSTAR 
Affiliates N/A 

Wester 1 — Ti Yes 

tuesday TUESDAY PRODUCTIONS 
producons inc 51 Affiliates 

Wester 1 — 72 No 

Uornetehe UNITED PRESS INTERNATIONAL 
UP Audio Network Westar 3 — Ti No 

1000 Affiliates 

lffEe 
MU. STREETIkg 

JOURNot 

WALL STREET JOURNAL 
Wall Street Journal Report 
63 Affiliates 

Westar 3 — Ti Yes 

Equipment 
Package 

No 

Yes 

Yes 

Yes 

No 

No 

Yes 

Yes 

No 

Yes, Top 150 markets 

No 

No 

Yes 

No 

Yes 

No 

Equipment 
Financing Tonal or Digital 

No Tonal 

Yes Digital 

No N/A 

No Tonal 

Yes Tonal 

No N/A 

No Tonal 

No Tonal 

No Digital 

No N/A 

No Tonal 

No Tonal 

No Tonal 

Yes Digital 

No Time cues 

Yes N/A 

No Tonal 

N/A: Not Available 

TBA: To Be Announced 



Compensation for 

Spots Run 

N/A for Satellite 
Programming 

Yes 

N/A 

No 

No 

Barter 

Rockline - Station 

pays for show 
Countryline Barter 

Yes 

N/A 

Barter 

In some markets 

Stations pay $ 1000/ 
month regardless of 

hour to net 

Barter 

Yes 

No —Direct barter 

No 

No 

Number of Avails 

TBA 

60-90 second network 
spots in news 

None 

Cost is $ 1000/mo 
plus 1 per hour for nec' 
8 per hour for station 

3 minutes per hour plus 

S1000/month. Station 
gets 12 mins. per hour. 

Local affiliate gets 
one 60 per newscast 

Rocklin° - 15 

Countryline - 9 net/ 
6 station 

Two minutes 

N/A 

2V) min per hour 

to net 2/, min per 
hour to station 

Specials - 4 min. per 
hour net and station 

Newscast - 1 min. per hour 

SportsSpecials - one 
30-second per net 

and station 

Overnight America --
Five 60's per hour 

for six hours 

2 for station 

Two-thirds of 
inventory to net - 

One-third to affiliate 

9 min for station - 

1 for net per hour 

10 per hour, 
5 for station 

None 

One minute in six 

of 17 newscasts 

Notarial 
Number of Local Accept Spots Promotion 

Planned Break-ins Only Run 

14 Minutes TBA TBA 

60% net 40% local 
on specials No Yes 

90-Second Window 
in News N/A Yes 

4 per hour 
Newspaper. 

No Also affiliate contests 

3-6 per hour Yes Jingle package 
an option 

For Sports Talk Show 
five per hour No Yes 
for affiliate, 

four per hour for net 

8 (both) N/A Yes 

Varies per program 
Varies per station 

and market Print 

N/A N/A Yes 

5 min per hour No Yes 

Varies No National dailies 

8 cumulative min 

to 12 cumulative min No Yes 

One Yes Ad slicks 

Infinite Yes Yes 

10 min over 2 hours No Yes 

One per newscast 
No, except ad slicks 

N/A for affiliates 

One to two 
per newscast Yes 

Letters to WSJ Er 

Barrons subscribers, 
national print ads 

Local Seise/ 

Programming 

Consultancy 

Yes 

Yes 

Yes 

Yes 

Multimedia Campaign 
plus TV spot 

Yes 

No 

Yes 

No 

Yes 

Yes 

Yes 

No 

Yes 

Yes 

Yes 

No 

Programming 

Available 

TaSt 
(Debut early 1982 

with 18 hours) 
Music 

(Debut early 1982) 

Mid- 1982 

Now 

Early 1982 

September 

1981 

Now 

Rockline - Now 
Countryline - 
October 1, 1981 

Now 

Now 

Now 

Now 

Starstation (AC) - 
September 1981 

Country Coast To Coast - 

September 1981 
Bonneville (BM) Early 1982 

News/Talk Early 1982 

Now 

October, 1981 

On-air since 

September 12, 1980 

Now 

Now 
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Satellite Program Directory 
RADIO 

ABC Radio 
Enterprise Division 

1330 Ave. of the Americas 

New York, NY 10019 

(212) 887-7777 

Contact: Michael Hauptman, VP 

Programming: 

Talk Format — Toni Grant Er 

Michael Jackson 

Music Format — Top Tracks 

Networks 
ABC Radio Networks 
1345 Avenue of the Americas 

New York, NY 10019 

(212) 887-7777 

Contacts: 

Contemporary — Willard Lockridge, VP 

Entertainment — Richard P. McCauley, VP 

Information — John Axten, VP 

FM — A. Thomas Plant, VP 

Direction — Bob Chaisson 

Rock — A. Thomas Plant, VP 

Programming: 

Contemporary 

Five-minute newscasts at :55 

Three minutes twice daily "Howard Cosell"; 

daily."Snapshot," "Breakthrough"; 15 

minutes on Sunday "Speaking Of 

Everything," "Consumer Line," "Journey 

Through Rock." 

Entertaimment 

Five-minute newscasts at :30 

Five minutes daily "Paul Harvey," two 

minutes daily "Rest Of The Story," three 

minutes twice daily "Agri-Answers," 90 

seconds weekly "Rudd Awakening," five 

minutes daily "World Of Commentary," 

weekly " Bill Deal Spotlight." 

Three-minute daily sports, three-minute daily 

economics, twice daily stock reports. 

Public affairs on weekend, 15 minutes: 

"Meet The Author," "Hal Bruno's 

Washington." 

Information 

Five-minute newscast on the hour. 

Five minutes daily "Paul Harvey," three 

minutes daily "World With Sports," three 
minutes daily "Lou Boda Sports," "John 

Coleman." 

Three-minute daily commentary, three-

minute twice daily stock reports, three-

minute thrice-daily business reports. 

Weekend public affair, 48 minutes: 

"Perspective," "World News This Week," 

"Issue 8. Answers." 

FM 

Five-minute newscast at : 15 

90 seconds "Rock Confidential," "Graffiti." 

Daily sports. 

Direction (proposed) 

Three-minute newscasts at :45 

Daily sports and financial reports. 

Rock (proposed) 

Two-minute newscasts 

Comedy "Getting By," "Behind The Camera," 

"Steve Dahl Superclub." 

Daily sports. 

Associated Press 
AP Radio 

50 Rockefeller Plaza 
New York, NY 10020 
(212) 621-1516 Radio Network 

Contact: Ben Avery, Deputy Dir. of 

Broadcast Services 

Programming: 

Five-minute newscasts on the hour 

Year-end news and sports 

Public Affairs " Project Series," including 

"Project Education," "Project Consumer," 

"Project Energy" and " Project People" — 90 

second shows. 

"Sportsline"," 15 sports shows per weekday 

and 24 shows per day on weekends. Five 

three-and-a-half-minute agriculture shows 

per day. Eight three-and-a- half-minute 

business shows per day. 

"Horizon," a 25-minute weekly PA show. 

J. 

Bonneville Broadcast 
294 County Road 

Tenafly, NJ 07670 

(800) 631-1600 
Contact: John Patton, VP, G 

Programming: 

Beautiful Music Format 

Two minutes of news on the hour 

"Only Beautiful Music Newscast" 

CONTINENTAL RADIO 
Continental Radio Network 
P.O. Box 1338 

Portsmouth, VA 23705 

(804) 393-2501 

Contact: Craig Hodgson, Exec, Dir, 

Programming: 

Adult Contemporary Format — 

Sunday Adult Contemporary Countdown 

Enterprise Radio 
40 Darling Drive 

Avon, CT 06001 

(203) 677-6843 

Contact: Scott Rasmussen, 

President 8 
Programming: 

48 daily news updates at : 15 and :45 

Triple Crown, Bowl Games, Special Events 

Twenty-five-minute daily sports features 

(including medicine, law) plus Bill Russell 

commentary. 

13 hours of daily sports talk. 

Global Satellite Network 
19456 Ventura Blvd. 

Tarzana, CA 91356 

(213) 344-5651 

Contact: Ed Kritzer 

Programming: 

"Rockline" — 90-minute weekly show 

"Countryline" — 90-minute weekly show 

GREAT JINGLES 

SEE US AT THE NRBA 

01IIME111111. RECORDINGS i BOOTH 1 10/ 
PENTHOUSE F 

C210 SOUTH STREET, BOSTON, MA 02111 617-426-3131 



ALTERNATIVE 
SATELLITE 

PROGRAMMING  
BY CONTINENTAL RACIII3 
One station in your market will soon reap the benefits of Continental Radio's 
live 24-hour adult contemporary programming for a fraction of current 
operating costs. Continental's complete turn-key programming includes na-
tional personalities, news, station jingles, and a start-to-finish satellite 
downlink package. Audience share in our flagship market increased over 
300% with this proven, flexible format. So, before you launch into satellite 
radio, listen to the Continental story. Don't make a decision till you hear our 
demo tape and complete details. Call Craig Sherwood o- Dick Lee: (804) 
393-2501. 

CONTINENTAL RADIO 
1318 Spratley Street 

Portsmouth, Virginia 23704 
(804) 393-2501 

Division of the CBN-Continental Broadcasting Network, Inc. 
eCopyright 1981, CBN- Continental Broadcasting Network, Inc. 
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RADIO'S LINK TO THE FUTURE 

Mutual Broadcasting l en  
1755 So. Jefferson Davis Hwy. 
Arlington, VA 22202 

(703) 685-2080 
Contact: Frank Murphy, 

VP/Station Relations 

mutual 
Programming: 

News at :30 and :55 

Five daily sportscasts; 37 on weekends; 
"Larry King Show," "Assignment 
Hollywood," "Capitol Assignment," 

"Consumer's Buyer Guide," "Elmer Dapron's 

Grocery List," "One Man's Opinion," "St. 
John's Journal," "Jack Anderson Reports," 

"The Business Beat," 'Wall Street Report," 
"Northwestern Reviewing Stand," "Labor 

News Conference," "Discussion Of The 
BO's," 'What's The Issue," "Public Policy 

Forum," "Reporters' Roundup," "The 

Lutheran Hour," "The Hour Of Decision," 
"The Dick Clark National Music Survey." 

National Public Radio 
2025 "M" Street N.W. 
Nashington, DC 20026 

(202) 822-2000 

Programming: 

"Jazz Alive" plus drama, news and 
information, classical music and 

documentaries. 

NKR Productions 
8732 Sunset Blvd. 

Suite 700 
Los Angeles, CA 90069 

(2/3) 652-0980 
Contact: Ron Nickell, President 

Programming: 

Concentration on radio/TV simulcast 

specials. 

"Grammy Awards," "4th Of July," 
"Halloween," "New Year's Eve." 

- 
RK0 
RADIO 
le-1144ORKS 

RKO 
RA1/00 
NEIM,OFtKS 

RKO Radio Network 
1440 Broadway 

New York, NY 10018 
(212) 575-6100 
Contact: Kenneth Harris, Director Of 

Affiliated Relations 

Programming: 

RKO 1: 

Three minutes of news on the hour and 

half-hour. 

"The Hot Ones" (performances); 
"SportSpecials" 

90-second "Lifesound" features including 
"Soap Opera Update," "The Family," "The 

Sexes," "Inside-Out," "Radio Looks At TV," 

"Radio Listens To Records," "Radio Goes 
To The Movies," "Money, Money, Money," 

"For The Record," " Discovery," "The 
Unexplained." 

Two two-minute "Sportsweek" programs 
per day and five two-minute 

"Sportsweekend" shows per Saturday & 
Sunday, Weekend America," "Night Time 
America," "Equal Time," 'Washington, DC," 
"Reflection." 

RKO 2: 
Three minutes of news on the hour and half 

hour. 

"Economics Update," "Newsline AM-PM," 

"Ask The Expert," two two-minute daily 
sports shows and seven two-minute 

weekend sports shows per day. 

RKO RADIOSHOWS: 
"America Overnight" 

Ertellite music 
networKJ 

Satellite Music Network 
6500 River Chase Circle 

East Atlanta, GA 30328 
(404) 955-1550 
Contact: Kent Burkhart 

Programming: 

Adult Contemporary Format — 

"Starstation" 

Concerts and weekend specials 
News every hour and on the 

hour. 

Country Format — "Country Coast 
To Coast" 

Concerts and weekend 

specials. 

News every hour on the 

hour. 

Starfleet Blair 
535 Boylston Street 
Boston, MA 02116 

(617) 262-0220 

Programming: 

Concerts — 18 Rock and 12 Boston Pops 

Transtar 
1422 Monterey Professional Plaza 

San Luis Obispo, CA 93401 

(805) 543-6383 
Contact: Dwight Case, President 

Programming: 

25-34 year-old adults. 

tuesday 
productions, inc. 

Tuesday Proriuctions 
4429 Morena Blvd. 

San Diego, CA 92117 
(7/4) 272-7660 
Contact: Bo Donovan, VP 

Programming: 

Satellite Live — Weekly nationwide talk 

Ulihiw The 
Company 

United Press International 
UPI Audio Network 
220 E. 42nd Street 
New York, NY 10017 

(212) 850-8689 
Contact: Ted Feurey, General Manager 

Programming: 

News on the hour. 

News, Sports and Topical Event specials. 

Over 400 weekly thirty-second to half-hour 

features on sports, business and music. 

WALL STREET g9b 
1HE le 

JOURN4L :4 I 

Wall Street Journal 
Wall Street Journal Reports 
22 Cortlandt Street 
New York, NY 10007 

(212) 285-5381 
Contact: Bob Rush, Director 

of Broadcast Services 

Gig Barton, Manager of 
Affiliate Relations 

Programming: 

Seventeen 3-minute newscasts per day. 

SATELLITES: Here's How To Order 
More Copies 

et*  
'RATINGSe 
REPORT, 

MANAGEMENT PERSPECTIVES 

You can order additional copies of the Satellite Special and the 
R&R Ratings Report, Vol. II, for 1981, at $ 15.00 per copy (includes postage & handling). 

Send check or money order to: 

Radio & Records, 1930 Century Park West, Los Angeles, CA 90067 
(Allow 4-6 weeks for processing) 



Clinisalis 
Records and Tapes 
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• WE'VE GOT OUR 
• EYE IN THE SKY, 
WORKING WITH 
RADIO FOR A 

GREATER FUTURE. 
COLUMBIA RECORDS 



SMN'S GEORGE WILLIAMS INTERVIEWED 

Satellites: Programmer's 
Perspective 

Leaving the multitude of 
technological implications aside for 
the moment, what does the coming age 
of satellite program suppliers and net-
works mean to radio programmers and 
managers? We were interested in learn-
ing the structure of a satellite network, 
its provisions for localizing and for 
transmission interruptions, and 
generally how it would work for a sta-
tion interested in joining. To find out 
the answers, R&R Executive Editor 
John Leader spoke to George Williams, 
a longtime programmer who recently 
supervised programming for Southern 
Broadcasting, and is now Network 
Manager for the Satellite Music Net-
work, the first 24-hour satellite net-
work to commence operations. 

R&R: What are some of the pro-
blems you've run into in getting this 
thing rolling? 
GW: The first problem we ran into 

at the company was organiza-
tional — obviously as most new com-
panies do. We were trying to debut at 
the NAB in Las Vegas, which was the 
second week in April. I got involved 
the first week in April. Preparation 
time was limited. As a result we went 

to the NAB with a 
very unsophistica-
ted product simply 
because we didn't 
have time to put 
any refinement in it 
whatsoever. It was 
very basic. We were 
going to offer two 
formats: one Coun-
try, one Adult/Con-
temporary. 
We had put to-

gether a very basic clock that provided 
for 12 minutes of commercials for each 
affiliate to do locally, and we as a net-
work were going to take two minutes 
an hour which we would sell for our 
revenue nationally. We got to the NAB 
convention and we were just inundated 
with response, which was wonderful in 
one respect but in another we really 
weren't prepared for it. To be frank 
with you, we couldn't answer a lot of 

"As we talked to the broad-
casters at the NAB, that 
seemed to be what was 
feeding back. Their needs 
were so varied and our 
clock was so rigid at that 
point in time that some-
thing had to give. Obvious-
ly it had to be our clock." 

questions. We had more questions at 
the NAB that we couldn't answer than 
we could. It was a valuable experience 

simply because we 
found out at that 

conference the needs 
of the broadcasters 
that we were expect-
ed to fill. We went 
back to the drawing 
board. 

Working Around 
The Clock 

GW: One pro-
blem we ran into 

was that it seems very simple to put 
together a clock where you play 
records and have disc jockeys and each 
stop set is two minutes of commercials, 
then you come back and play , more 
records, stop again, and they play com-
mercials locally. Well, that seems very 
good except you have to understand 
that we have a diversified group of 
markets that we're playing to from the 
smallest to the largest and the needs 

satellite 
music 

networK 

commercially are very, very different. 
We had to devise a way to expand the 
clock and have the elasticity to give the 
station that wanted an eight or nine-
minute clock what he needed as well as 
the station that needed 14 minutes. 
Heretofore, we had proposed doing 
just two minutes of commercials 
around the clock and while the com-
mercials ran we were going to be silent 
on the network. We quickly learned 
that wouldn't work. We found out that 
in the larger top 50 markets, nobody 
wants to do 14 minutes of commercials 
an hour; at least very few people do. 
We devised a way in which we can 
cover the local commercial breaks 
with three-minute records, and there 
are enough of them to do that. While 
we are playing a record there will be 
certain affiliates that will be cutting 
away during that three-minute period 
and filling in with commercials. That's 
the way we devised the clock. 
MR: How does it interface locally? 
GW: There are two ways to go. One 

is what we call live assist, which is 
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George Williams 
simply a board operator who would sit 
there and on a cue would play the com-
mercials. The other is through an 
automation system. We have devised it 
through the Wagner Communications 
Co. of Norcross, GA. They have come 
up with a piece of equipment they call-
ed a Demod,which is simply a piece 
of equipment that will allow 25 or 
15 cycle tones to fire automation or 
cart machines. So, in effect what will 
happen is our DJ will come out of a 
record, back-announce the record just 
like any local disc jockey would do, 
and he'll hit a button to fire a spot. In-
stead of the commercial being fired in 
the studio, it will fire cart machines 
coast to coast and automation 
machines which will play the stop set. 
If they're set up sequentially, it will fire 
the entire set and then rejoin the net-
work at the proper time. Getting back 
to these optional stop sets, there are 
three in each hour. The same time that 
the button to fire the cart machine or 
automation equipment locally is push-
ed, a split second after that a record 
will start. 
R&R: In other words, he hits a but-

ton which would fire my cart machine 
in Los Angeles to play a commercial 
but at the same time it would also fire 
off his cart machine up there which 
would play a three-minute record. 
GW: Right. Now if you have so pro-

grammed your equipment then it will 
fire your equipment at the studio. If 
not, then the network will continue to 
play. 
B&B: How does my equipment at 

my end know whether or not I'm going 
to do a commercial break when he hits 
that tone? 

GW: Your live as-
sist operator will 
have a log in front 
of him. If you have 
automation equip-
ment you will have 
preprogrammed the 
brain in your auto-
mation equipment 

"Each personality on the 
network will supply generic 
liners that will talk about 
the city that he's broad-
casting in at that time. He 
can do generic-type weath-

to accept or not er forecasts. 
accept that particular cycle tone at 

that particular time in the clock. 
Depending on how you've programm-
ed it, it can pick up the stop set say at 
:20 after the hour but it will reject the 
one and will not read the tone at :40 
past the hour. We have six tones that 
we use, or six functions that this thing 
will perform, and we're going to utilize 

,1 

five of them. We're keeping one of 
them open just in case we want to get a 
little more sophisticated later on. Or in 

case there's some-
thing we've over-
looked. 
R&R: Basically, 

was that the biggest 
problem, figuring 
out how to deal 
with someone who 
didn't happen to be 
sold out or someone 
who didn't want to 
accommodate as 
many commercials 
as you had built into the system? 
GW: As we talked to the broad-

casters at the NAB, that seemed to be 
what was feeding back. Their needs 
were so varied and our clock was so 
rigid at that point in time that 
something had to give. Obviously it 
had to be our clock. I'd say the second 
biggest problem we ran into was how 
to localize it, because the broadcasters 
were all very concerned about that. 

The Localizing Dilemma 
R&R: How is the disc jockey going to 

avoid something like a kind of studio-
bound Casey Kasem, where he really 
can't say anything about the city he's 
in or the time or weather or any of 
those specifics? 
GW: That was a basic problem, and 

it's a problem that will always be, to a 
degree at least, inherent in this kind of 
broadcasting. However, I think we've 
taken some giant steps to solve the pro-
blem. At each stop set there is a : 10 or 
:20 second window following or incor-
porating in the stop set. During that 

period there are 
varied ways for 
local identification. 
We have a jingle 
package that you 
can purchase 
through us which 
will fill one void. 
Each personality on 
the network will 

supply generic liners that will talk 

about the city that he's broadcasting in 
at that time. He can do generic-type 
weather forecasts. These aren't specific 
weather forecasts, obviously, with 
percentages of precipitation and exact 
temperatures. There's no way any net-
work can ever accomplish that locally, 
in my view. 

"I'm told by 1983, there are 
going to be maybe nine new 
birds up there, and we will 
then have the technical 
facilities to regionalize the 
broadcast much like televi-
sion does. There will be an 
East Coast feed and a West 
Coast feed." 

R&R: But in Sunbelt cities, the weath-
er forecast basically remains the same 
about eight months out of the year. 

GW: That's it, 
and in most cities it 
does. If you're in the 
Northwest you can 
probably a good 
percentage of the 
time talk about the 
fact that it's going 
to rain this after-
noon or least that 
it's forecast. There 
are various ways to 
do this. They're not 

specific forecasts with specific 
temperatures, but they're generally 
done and each disc jockey will cut in-
itially 50 of these for each of our af-
filiates. Also, if one of our affiliates is 
going to do a particular promotion 
and would like our disc jockeys to talk 
about it, then for a very small fee, 
which is almost a handling charge, 
we will have our disc jockeys cut the 
production so he can be talking about 
whatever is going on in the city. Cer-
tain of our affiliates have said that they 
want to exploit that it is satellite broad-
cast and it is a network. They think 
that will sound big, particularly in 
small markets. Others have said that 
they don't want any identification of a 
network. They want this to sound like 
it's coming out of their studio. 

118r1R: How do you resolve those two 
points of view? 
GW: Well, we feel that the generic 

liners, if they're properly used, can 
sound like a continuation of the jock 
rap when he comes out of a record. 
There are a couple of areas that are dif-
ficult — time checks can be done but 
they can't be done with the hour incor-
porated in the time. But they could do 
it like the "Today Show." I'm told by 
1983, there are going to be maybe nine 
new birds up there, and we will then 
have the technical facilities to 
regionalize the broadcast much like 
television does. There will be an East 
Coast feed and a West Coast feed. 
R&R: So then you can be more 

specific about time at that point. 
GW: We can be more specific and 

talk about things that are more 
regional. The technology will allow us 
in the not too distant future to become 
much more sophisticated and much 
like network television. That is certain-
ly going to help because at the mo-



7/15/81: 

25,000,000* 
RADIO LISTENERS HEARD 
REO SPEED WAGON 

LIVE 

REO ALBUM SALES TRIPLED OVERNIGHT 
°TOUR LIVE VIA SATELLITE 

aSTARFLEET DELIVERS IT LIVE 
For more information call Starfleet Blair (617) 262-0220; 535 Boylston Street, Boston, MA 02116. 

Executive Producers Jim Slattery and Sam Kopper Executive Director Harriet Bellush. 
A Division of John Blair & Co. 

'Listener projections by Blair Radio research based on percentages from R. Bruskin "REO Speedwagon Live" Omnitell survey 7/81. 
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George Williams 
ment, another problem we run into is 
the morning drive man in New York 
will be the all-night man in Los 
Angeles. You can't talk about certain 
things. A man that's on at 1:00 or 2:00 
in the afternoon in New York will still 

be on the morning 
on the West Coast. 
We're going to have 
to take our disc 
jockeys and literally 
send them to school 
because all of them 
have come out of lo-
cal radio. 
R&R: There's 

really no precedent 
for what you're do-
ing. 
GW: I've spent 

April thinking about all of this, so 
what we're literally going to do is sit 
down with them and put them through 
schooling and make them aware of 
some of the pitfalls that await them 
and that the crutches they have util-
ized heretofore obviously can't be 
used. Before, you've thrown in a tem-
perature or talked about certain things 
going on around you at the moment; 
for instance, looking out the window 
and talking about it being a foggy mor-
ning, things of that nature, they can't 
do at this point. They're going to be 
broadcasting from Chicago and it will 
probably be snowing in January but 
people in Miami will be very warm. To 
talk about the snow is going to be ir-
relevant to certain parts of the country 
and they don't want to hear about it. 
R&R: These air personalities are go-

ing to have to be highly prepared. 
GW: They're going to have to be 

very prepared. We're going to supply 
them with everything we can from an 
informational point of view on na-
tional topics, things that can be talked 
about, of course record artist informa-
tion, etc.; but there is a danger, if we're 
not careful, that it could become, as 
you say, just one 24-hour-a-day Casey 
Kasem "American Top 40." But we 
don't feel that it will do that. 

R&R: What kind of technical knowl-
edge does a radio station have to have 
in order to make maximum use of the 
network? 
GW: They really don't have to have 

much technical knowledge beyond 

"A man that's on at 1:00 or 
2:00 in the afternoon in 
New York will still be on in 
the morning on the West 
Coast. We're going to have 
to take our disc jockeys and 
literally send them to school 
because all of them have 
come out of local radio." 

what they already utilize. Obviously, 
they have to have equipment, and it 
would take some recent-vintage equip-
ment in order to handle these tones. I 
don't think you can take 15-year-old 
automation equipment and expect to 

do the job with it. 
R&R: But it 

doesn't really re-
quire a lot of exotic 
knowledge. 
GW: No, it really 

doesn't. You require 
some engineering 
people who know 
how to set it up. 
You have to have 
the proper equip-
ment; for instance, 
you have to do one 

or two things. You have to either have 
your own dish in order to pick up the 
signal and the Demod which comes 
from Wagner Communications in or-
der to decode the signal, because we 
will be a subcarrier of a television 
signal, WGN television to be specific. 
So you have to have a dish aimed at 
Satcom 1, which is the satellite we are 
utilizing. 
R&R: Maybe this question is a little 

premature, but are most of the af-
filiates picking up with their own 
dishes or are they picking it up from 
cable companies that already have a 
dish within their market? 
GW: It is a little premature because I 

really don't have those figures in front 
of me. I'd say right now it's about half 
and half. 
R&R: So there are 

some people buying 
dishes and putting 
them in. 
GW: Definitely, 

and there are some 
advantages if you're 
close to a cable op 
erator and you have 
a good relationship 
with him. There are 
economic and other 

"This was another change 
that we made rapidly after 
the NAB. There was much 
more emphasis on news and 
information from the 
would-be affiliates than we 
would have ever dreamed." 

reasons for util-
izing his dish. Then you would go and 
buy a Demod unit and you'd run it into 
your radio station and you'd have it. 
But then of course you'd be at the mer-
cy, to a degree, of your cable opera-
tor . . . 
R&R: Which could be an uncomfor-

R&R: 
blems. 
GW: But as you know, that very 

seldom happens. The down time on a 
satellite transmission is very low in-
deed. Speaking of the technical aspects 
of it, the quality of the music is really 
incredible. Bonneville, which is going 

table situation for some owners. 
GW: It could be because there is a 

love-hate relationship there in some 
cases, and so a lot of the operators 
would opt to go and spend the 
$10-12,000 it takes to get the dish, and 
then they'd be independent of a cable 
operator. 

Back-Up Provisions 
For Satellite Failure 

R&R: In case of satellite failure, 
what provisions do you have so that 
programming won't be interrupted? 
GW: We will supply them with back-

up tapes musically. What we're urging 
them to do is to tape certain dayparts 
with some degree of regularity for 
back-up purposes. Don't forget, these 
dayparts frequently , can be rerun if 
they aren't too old, like the "Best of 
Johnny Carson," I guess. In other cases 
we will supply for them back-up tapes 
of just pure music which they could 
put on the air if they had a problem 
with the transmission. 
R&R: How likely it that to happen? 

You do see television satellite feeds in-
terrupted occasionally. 
GW: But not that frequently. There 

is a phenomenon called sunspotting 
which happens twice a year. It's a very 
predictable time of the year. It's when 
the sun lines up directly with the 
satellite and it eclipses the signal for a 
very short period of time. It's about a 
15-30 minute period of time in the fall 
and early spring, depending on the 
part of the country you're in. You'll 
know when ,that's going to happen and 

it can be calculated 
for you and you'll 
have to be ready. If 
it happens to be a 
cloudy day it may 
not happen at all. 
But this is the same 
satellite that feeds 
WGN and HBO 
and many of these 
cable facilities. 

So they run into the same pro-



(They know something 
you should know.) 

These six stations have just named CBS/FM National Sales 
their representative. They know that when a station delivers 
radio's key 25-34 audience, we deliver the advertisers. In fact, 
we specialize in selling this influential demographic 
—the largest and most affluent in history for marketers. 

But don't take our word for it Ask WSRZ, KIOY, 
W KTK, K MOD, KPKE orWENS (or any other 
leading station we represent). They know what 
we can do for them. Find out what we can do for you. 
Call Eli Kaufman at (212) 975-3185. 
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George Williams 
to be the third leg of our network, has 
done extensive research before getting 
involved in this because the quality of 
the music on Beautiful Music stations 
is imperative. They've found the quali-
ty of transmissions they'll get by 
satellite will be much better than they 
are able to get today by tape and even 
better than they'll be able to produce 
with tape when the digital technology 
is in place. As a result, over the next 
year they are going to phase out com-
pletely sending tapes. They're going to 
do all of their transmission musically 
by satellite. 
MR: That's a real vote of con-

fidence from them. 
GW: It's helped us a great deal to 

have a third format to offer this early. 
We had planned for that down the 
road, but Bonneville offers an oppor-
tunity for us because they already have 
the reputation and the programming 
in place. 

News Feeds In Demand 
Ur& Are you finding as you're 

discussing with the people who are get-
ting ready to receive SMN, that most 
people are going to be taking the for-
mats 24 hours a day, or do you find a 
lot of people are going to be retaining 
some local control, like an AM drive 
personality at the station, for instance? 
GW: We find most of them are going 

to retain some local 
control as far as cer-
tain dayparts are 
concerned, and also 
in news. We're go-
ing to have our own 
news department 
and we'll feed a 
5-minute newscast 
every hour. That's 
another thing we 
learned at the NAB 
— our plan early on was to have little 
if any news, and the overwhelming 
desire of our would-be affiliates was 
to have news fed to them...to 
have a whole package with one 
network where they wouldn't have 
to get the news from CBS or Mutual 
or ABC, and then come back to 
the other programming from us. 
They wanted a full-service package. 

R&R: There's the problem too, as 

"We kitow as a company 
that we ultimately will be 
judged on the quality of the 
the product that we put out 
and the success of it, and 
that's what we're geared up 
for, and that's what I'm sit-
ting here thinking about." 

all the nets wind up on birds, that 
stations would have to be switching 
between birds, which 1 understand 
is a physical possibility but certain-
ly not in the realm of time to go 
from one element to another smoothly. 

GW: Right. This 
was another change 
that we made rapid-
ly after the NAB. 
There was much 
more emphasis on 
news and informa-
tion from the would-
be affiliates than we 
would have ever 
dreamed. But it you 
stop to think about 
it, it makes sense, because we're doing 
a Country format, which is an adult 
format, and Adult Contemporary, 
which is a 25-and-over format, and 
those radio stations count on their 
news in getting their ratings. 
R&R: And the people in those age 

groups, from research, have shown 
that they want to know what's going 
on. 
GW: Absolutely, but we're going to 

feed five minutes every hour on the 
hour. 
Rea: What about stations that don't 

want your 5-minute newscasts? 
GW: What we're 

going to do is open 
our news on the 
hour. We'll do a 
minute and a half of 
the biggest stories 
out there, and at 
that point we will 
hit our little tone 
button and fire spots 
locally. At that 
point the local sta-

tion can cut away and do 21/2 minutes 
of its own news after the commercial or 
it can rejoin the network after the 
minute commercial, and we're going to 
do 21/2 more minutes of news. He also 

has the option of blanking out the entire 
five minutes and doing it himself local-
ly. 
Rea: Or he could be playing music 

locally. 
GW: Yes, he could if he chose. 
R&R: So basically what you've set 

"We make no demands on 
the affiliates except that 
they run our commercials 
and we ask that any hour 
that they're preempting 
that they DB the commer-
cials much as any other net-
work does." 

up is a 24-hour-a-day, seven-day-a-
week radio station. Then in increments 
there on down you can make it as local 
or non-local as you wish. 

GW: Yes, it's entirely flexible. We 
make no demands on the affiliates ex-

cept that they run 
our commercials 
and we ask that any 
hour that they're 
preempting that 
they DB the com-
mercials much as 
any other network 
does. It's a totally 
flexible system that 
they're in charge of. 
R&R: Any final 

observations? 
GW: Just that this is the most ex-

citing thing I've ever been involved in. 
I've been in the business for 20 some 
years, and I've headed chains, in-
dividual stations, everything. I was a 
disc jockey for a number of years and 
my ambition was always to get into a 
bigger market and upgrade my career. 
But you always kind of have a secret 
desire to get on a 50,000-watt clear 
channel station and maybe be on at 
night so they could hear you in 28 
states or whatever. Now here's a group 
of personalities who will be on the 
radio broadcasting from a major 
market, Chicago, but they'll be heard 
coast-to-coast in any number of 
markets. They'll be heard on both AM 
and FM. What a thrill that's going to 
be! 

MR: I think a lot of people are as-
tounded that this type of .thing can 
even exist. 
GW: We realize that a lot of people 

are dazzled by the sizzle and 
technology and the fact that you can 
have a dish in the front lawn of your 
radio station. 
Rea: But there are a lot of "wait 

and see" guys too at this point. 
GW: And justifiably so. We know as 

a company that we ultimately will be 
judged on the quality of the product 
that we put out and the success of it, 
and that's what we're geared up for, 
and that's what I'm sitting here think-
ing about. As far as satellite broad-
casting goes, this is just the beginning. 

4rdegiew 
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With the spring Arbitron numbers released, it's time for the new R&R Ratings Report, the 1 981 edition, Volume 2. In this 

0 publication we'll look at the ratings results from the top 50 markets in an effort to provide useful data to advertisers and broadcast 

e= managers, programmers, and sales personnel. 
cc In each of our Ratings Reports, we strive to improve on previous versions. We're pleased you so overwhelmingly liked the cc 

cc audience composition graphs introduced in Volume 1 earlier this year, so those have been retained. However, note the following 

revisions in this edition: 

Time spent listening and turnover data for each station. 
18-34 and 25-54 breakdowns by gender. 
Format flow comparisons on a geographic basis. This latest innovation illuminates differences in listening habits by formats, 

and should prove helpful and informative. 

We hope you'll find these additions to the second volume of the 1 981 edition to be of use. Your suggestions had a large part 

to do with the improvements noted above. 
In a quick overview, here's what you'll see as you leaf through this volume. The introduction of the 12-week Quarterly 

Measurement (QM) survey technique to every market that had not already had it was the Arbitron highlight. Unlike last spring, 
when Arbitron introduced ESF with some traumatic results for certain formats, QM appears to have gone fairly smoothly in its first 

national usage. 
As for how the formats fared, there is a new leader for most number one stations 12+. Album Oriented Rock (AOR) zoomed 

ahead this sweep, with the top spot in 11 markets, compared to three last spring. Adult Contemporary and CHR, which between 
them had almost half of the top stations last spring, fell to a combined 13 this year. Country improved, leading in six markets, and 

Beautiful Music was stable. 
As always, this volume of the Ratings Report was a team effort, and it's a pleasure to salute the participants. Allen Klein and 

his Media Research Graphics team supplied the graphic displays, and Gil Bond and the Market-Buy-Market© system were in-
dispensable for the basic share information generation. The format editors again gave 110% in gathering data for the market pro-
files, and Art Director Richard Zumwalt and the production staff worked superbly under pressure to put everything together. 
Thanks to Executive Editors John Leader and Ken Barnes for coordination, and special thanks to Assistant Editor Linda 

Moshontz, whose tireless efforts played a key role in this project's completion. 
And finally, thanks to you. Your support and suggestions have immeasurably improved these reports, and provide us with the 

incentive to continue trying to make them more helpful for you in the future. 

0-11 

RATINGS 
REPORT MANAGEMENT PERSPECTIVES 

— Jhan Hiber 

Market Index 
Albany-Schenectady-Troy    48 

Anaheim-Santa Ana-Garden Grove 49 

Atlanta  50 

Baltimore  52 

Birmingham  53 

Boston 54 

Buffalo  56 

Chicago  57 

Cincinnati   58 

Cleveland 59 

Columbus, OH  60 

Dallas-Fort Worth  61 

Dayton 62 

Denver-Boulder 63 

Detroit  64 

Fort Lauderdale-Hollywood 65 

Greensboro-Winston Salem-High Point  66 

Hartford-New Britain   67 

Houston-Galveston  68 

Indianapolis  70 

Kansas City  71 

Los Angeles  72 

Louisville  73 

Memphis  74 

Miami  75 

Miami-Fort Lauderdale- Hollywood  76 

Milwaukee    77 

Minneapolis-St. Paul  78 

Nashville-Davidson  79 

Nassau-Suffolk  80 

New Orleans 81 

New York  82 

Norfolk-Portsmouth-Newport News-Hampton  83 

Oklahoma City    84 

Philadelphia  85 

Phoenix   86 

Pittsburgh   88 

Portland, OR  87 

Providence-Warwick- Pawtucket  90 

Riverside-San Bernardino-Ontario   91 

Rochester, NY  92 

Sacramento  93 

St. Louis  94 

Salt Lake City-Ogden  95 

San Antonio  96 

San Diego  97 

San Francisco  98 

San Jose    99 

Seattle-Everett-Tacoma    100 

Tampa-St. Petersburg    101 

Washington, DC   102 



LET YOUR LISTENERS TALK TO A STAR. 
TOLL-FREE! ON ROCKLINE. 

r 
,—„ ,, —agearm»,«•.mgme•eormo••• • 

These stars have already appeared on ROCKLINE 
radio's only Live-By-Satellite music show that 
lets your listeners call and talk to today's top 
recording artists on our toll-free number. 

Presents 

ROCKLINE 

Hosted in Hollywood by 

B. MITCHEL REED 
with special live reports from our London correspondent, 

ALAN FREEMAN 

A Presentation of 
GLOBAL SATELLITE NETWORK 

Produced by Eddie Kritzer Associate Producer Cindy ToIlin 
For information on availability in your market please call 213-344-5651 

Global Satellite Network 19456 Ventura Blvd. Los Angeles, Calif. 91356 

COMING ATTRACTIONS 
MeatLoaf, Devo, Pat Benatar, Steve Martin, Rush, Z.Z. Top, Stills & Nash, Frank Zappa and much, much, more... 
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THE RATINGS INFORMATION GUIDE 
A Step-By Step Manual For Using 

R&R's Unique Ratings Data Features 
B&B has continued to make significant improvements in our presentation of ratings information with this report, so a guide toward making the most out of the data 

should prove helpful. We'll look at each key segment of an individual market breakdown, reviewing the section's construction, the value of its information, and possible 

applications for managers, programmers, and advertisers. 

Market Overview 
The overview acts as a verbal supplement to the actual ratings figures. It will inform you of Arbitron-related factors that may have influenced the 

market's book and supplies details of top station's standings in specific demographics and dayparts. In addition, significant promotions, contests, or ad 

campaigns in the market are cited. 

New York 
METRO RANK 

Spring ' 81 Market Overview 

The repositioning of WABC, the return of 

Frankle Crocker on WBLS, and the continued 

consistency of WLPJ and WRFM highlighted the 

For example, the overview will tell you if a market has undergone its first Quarterly Measurement survey or Expanded Sample Frame usage, and the implica-
tions of those moves. If Arbitron received significantly fewer 18-24 male diaries, the overview will mention it. Knowledge of stations' major promotions (or their 

absence), combined with the detailed information on their music lists available in R&R's weekly editions, will give you a good handle on understanding their ratings 

performance. 

noon drive daypart, where it's likely that the return 
of widely-known personality Frankie Crocker to 

the air 4-8pm had a positive impact. Frankie's 

return, or word of it, was largely spread through 

To promote the station repositioning, WABC 

spent approximately $600,000 on TV, compared 

to about $150,000 for the previous book. Sub-

way signs were also used extensively. 

Audience Composition Analysis 
These bar graphs simply show the percentage each major demo makes up in the total 12- audience of an individual station. The graphs provide 

useful information about a station's audience composition at a glance. The percentage figure at the end of each bar is the percentage of the station's 

12+ average quarter-hour audience that demo represents. The 12+ ACIH figure is printed just below the bar graph on each station. You'll note that two 

new figures appear below the 12+ ACM figures for each station. 
The time spent listening and turnover figures represent the number of minutes the average listener spends daily with the particular station, and the 

amount of audience flux within the station in a week. The higher the time spent listening figures, the lower the turnover ratio and vice versa. This data 

allows you to analyze which stations are best at keeping listeners for relatively long spans and may be helpful to advertisers in deciding how many com-

mercials need to be placed on certain stations to properly reach the audience figures they seek. 

The top stations are listed in order of 12+ share rank in the market. 

Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54.. 

55. .. 8.1% 

12. TOTAL 184,800 

Mine/Day Listened 105 
Turnover 10.3 

WBLS-FM • B 
19.7% 

26 5% 

30 0% 

11 9% 

5.8X 

AGE WRFM-FM : BM 
12-17. 0.7% 

18-24. 2.4% 

25-34.. 7.7% 

35-44 12.9% 

45-54 19 2% 

SS+ 

12. TOTAL 122,800 

Mine/Day Listened 110 
Turnover 9 . 9 

57 1% 

ABE WNBC-AM :R 
12-17 18.0% 

18-24 14.4% 

25-34 27.6X 

35-44 24.5% 

45-54. 7.8% 

55. ... 8.0% 

12+ TOTAL 115,800 

Mine/Day Listened 55 
Turnover 19.7 

AGE 

12-17. 

18-24 . 

25-34 

35-44 

45-54 

55. 

12. TOTAL 108,300 

Mimi/Day Listened 49 
Turnover 21 . 9 

WINS-AM N 
1.2% 

3.0% 

11.4% 

14.9% 

20.0% 

49.S% 

ABC WPAT-FM : BM 
12-17. 0.4% 
18-24 .1 4.4% 

25-34m 8.9% 

35-44 

45-54 

SS, 

12. TOTAL 88,900 

Mine/Day Listened 74 
Turnover 13.1 

17.2% 

26.2% 

42.9% 

This Media Research Graphics display gives you demographic composition data much more easily than long columns of figures. You can immediately deter-

mine the heart of a station's audience. In the example pictured, more than 57% of WRFM/New York's audience falls into the 55+ demo. With a total 12+ AQH 

figure of 122,800, that means about 70,100 persons fell into that demo in the last book. By translating the percentage figures into numbers, you can compare 

relative demo strengths between stations as well. 
If an AOR station, for example, is excelling in the 18-24 category and show up respectably in 25-34, you may want to examine the music it plays ( listed 

weekly in R&R), as a possible guide for the AOR station you manage or program. By comparing music playhsts and demographic strengths you can also tell if a 

station is on target with its music and image or not. 

Use a TRAVELING BILLBOARD 
for the Best in BUMPER STRIPS 

and WINDOW LABELS . . . 

Call Byron Crecellus Collect . 

314-423-4411 

1561 Fairview Ave. • St. Louis, MO 63332 



WE'D LIKE -ro 
SHOW Y U OUR NEW 
NUMBER IN ST. LOUIS 

DOUBLEDAY'S KWK COMBO IS THE NUMBER ONE 
MUSIC STATION IN ST. LOUIS AGAIN. 

Since its inception in 1978, Doubleday Broadcasting's KWK/WWWK has regularly been 
the number one music station in St. Louis. 

With a total 9.0 share in the Spring Arbitron , KWK/ WWWK once again demonstrates that 
the combination of competency and consistency produces market leadership. 

No other radio broadcast group can match our performance record in 
market after market. It's as simple as that. 

DOUBLEDAY BROADCASTING IS AMERICA'S MOST COMPETENT RADIO GROUP 

WLLZ-FM KWK/WWWK KDWB AM/FM KHOW AM/FM 
Detroit St. Louis Mpls/ St. Paul Denver 

die DOUBLEDAY BROADCASTING CO. 
100 Park Avenue, New York, N.Y. 10017 

Represented Nationally by RAR and Eastman Radio (KHOW) 
Source Spring 1981 Arbitron. Total persons 12+ AQH. 6am-Midn.ghl Total Week 

KDWB FM. Richfield. MN. WWWK FM, Granite City, St Louis 



1
9
8
1
 
R
&
R
 R
A
T
I
N
G
S
 R
E
P
O
R
T
'
V
O
L
 

II
 •

 

AC 

Format Reach Charts 
The relative strengths of formats in a market are also displayed in bar graphs in this book, for consistency and an instant comparison. Each format's 

total percentage of the overall 12+ market audience is listed to the right of its bar. See the Format Codes on this page for your format designations. 

The format reach charts are useful to managers, programmers and advertisers interested in how well a particular format scores in their own regions or in 

others. You can determine whether a format is oversaturated in the market ( if Country pulls a 6% share divided among five stations, for example) or where a for-

mat is particularly strong. 

Format Reach 
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Share Trends 
Persons 12+ 
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Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WPL J -FM I WBLS-FM 

2 WOLS-FM 2 NICTU-FM 

3 WKTU-FM 3 WYNY-FM 

Share Trends & Demographics 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 vOCTU-FM 1 WOLS -FM 

2 WABC-AM 2 sM<T1J-FM 

3 WNBC -AM 3 WNBC -AM 

Under Share Trends, all stations showing up in the Arbitron survey's 12 • listings are shown in the order of their market standings. For comparison 

purposes, previous ratings beginning with AprillMay ' 80 are listed to the left of the current figures. The Demographics section lists the top three stations 

in men and women 18-34 and 25-54. 

These printouts from Market-Buy-Barket are the basic information from which you can build a comprehensive ratings picture, by combining the more specific 

information provided in the Audience Composition Analysis and market overviews and the music listings and news of format changes, ownership shifts, and con-

test/promotion highlights found in the pages of R&R every week. The data for previous surveys add historical perspective and an easy basis for comparison of 

ratings performances. 

By applying the information found in the Ratings Report and R&R, you can easily gain the perspective you need for evaluating your own station's perfor-

mance, your competitors', the showings of stations with similar formats across the nation, or ( for advertisers) the best buys in a specific demographic, location or 

iormat. We trust you'll find our listings helpful in a variety of ways. 

FORMAT CODES 

Format codes were assigned based on the latest information derived 

`rom the stations involved. R&R realizes that these codes are generaliza-

tions, but we provide them for purposes of comparison. 

FORMAT LEGEND 

A-AOR, AC-Adult Contemporary, BB-Big Band, BM-Beautiful Music, 

C-Country, CL-Classical, D-Dancemusic, E-Easy Listening, J-Jazz, 

M-Miscellaneous, N-News, 0-Oldies, R-Contemporary Hit Radio, RL-

Religious, S-Spanish, T-Talk. 

"Miscellaneous" refers to all listening that Arbitron was unable to credit 

to a commercial station - listening to noncommercial stations or diary en-

to a specific station. Miscellaneous can also refer to stations with eclectic for-

mats. 

MARKET OVERVIEWS 

The information featured in the market overviews for the top 50 markets 

is obtained from a variety of sources, including the stations themselves. R&R 

reserves the right to exercise editorial judgment regarding which stations are 

mentioned in the overviews and the information cited in each market. Every 

effort has been made to provide the highest quality information and data for 

your perusal. 

This data is copyrighted by Ar-
bitron. Nonsubscribers to 
Arbitron 's syndicated radio service 
may not reprint or use this informa-
tion in any form. 

1 FM 88 1 90 1 92 1 96 1 98 1 100 1 102 1 104 1 106 1 108 AM 540 600 750 800 1000 1200 1400 1600 

BM! 
BMI 
AND RADIO 
A HOT 
COMBINATION 
BMI STANDS FOR 
THE MUSIC AMERICA 
HEARS MOST 

BOOTHS 113,115 



JHAN HIBER INVITES YOU 
TO PUT THE SERVICES OF 

HIBER & HART, LTD. 
AT YOUR STATION'S DISPOSAL 

The spring Arbitron numbers show that for the second straight 
year more than 85% of the H&H clientele improved their key  
Arbitron numbers. They did so by using the following unique 
combination of services that make H&H the only firm of its kind 
in the industry . . . 

MARKET RESEARCH: Focus groups and telephone surveys that position a 
station for ratings payoff. H&H does not engage in vague perceptual 
studies— as some research groups do — that don't show up in the Arbitron. 

STRATEGY SEMINAR: An all-day marketing and promotion seminar that 
gears a station's survey plans to the workings of Quarterly Measurement. 
Seminar features Jhan Hiber, who was instrumental in the implementation of 
QM during his tenure at Arbitron. 

POST-SURVEY MANAGEMENT ANALYSIS: The industry's standard when it 
comes to diary reviews. The H&H staff of radio personnel and ex-Arbitron 
pros— as opposed to office temporaries used by other firms— has already dug 
out Arbitron errors amounting to hundreds of quarter-hours this spring. We can 
find out the reality of your book too. Our advanced computerized analyses and 
summary report complete the PSMA package. 

SALES STAFF/AD AGENCY SEMINARS: We work with your sales staff to 
make sure you get all the SSS you can from the numbers we've helped you 
achieve. We also position our clients as sales/research leaders by addressing 
ad communities on Arbitron nuances. 
Hundreds of ad agency and advertiser personnel have attended H&H seminars, 
with resultant sales payoff for our clients. 

Let H&H put our full-service philosophy to work for you. Call or write for information 
on market availability, and for our references. Lets get working soon to help your 
numbers and your bottom line! 

IL 

-6; 

D ALM:, E70 
BROADCAST RATINGS, RESEARCH AND SALES DEVELOPMENT CONSULTANTS 

LYNN HIBER, VP JHAN HIBER, PRESIDEN- TOM NELSON, DIRECTOR OF CLIENT SERVICE 
3102 BIRD ROCK ROAD, PEBBLE BEACH, CA 93953 (408)373-3696 SUITE F, ARBITRON BUILDING, LAUREL MD 20707 (301) 776-8855 
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o7) Regional Format Flow Comparisons 
cr • In searching for a graphic way to show broadcasters and major dayparts. There are charts for each of the seven major 
o 
a_ advertisers how listening differs by format and geography, formats, showing how listening varies Monday-Friday, Satur-
cr we're introducing our new audience flow charts, broken out by day, and Sunday. 
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SPRING 1981 AUDIENCE FLOW — ADULTS 18+ 

MONDAY-FRIDAY/SATURDAY/SUNDAY DAYPARTS 

COMPOSITE OF WBEN Et WGR AVERAGE QUARTER-HOUR ESTIMATES 

ARBITRON ESTIMATES — SUBJECT TO PUBLISHED LIMITATIONS. 



"Major Market is tenacious, responsible 
and resourceful, in short, they get results!' 

Ed Winton President 
WWBA-FM:WWLF-AM 
Tampa St. Petersburg 

rMAJOR MARKET RADIO SALES 
"Your Success Is Our Success" 

NEW YORK • CHICAGO • LOS ANGELES • PHILADELPHIA • AT LANTA • DETROIT • BOSTON • SAN FRANCISCO • DALLAS • SEATTLE • PORTLAND 
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Here's how the charts and comparisons were set up: 

1. Each of the seven formats is represented by two 
geographically diverse markets. One of the markets is a top 

ten metro, the other a market ranked 11-50. 

2. Each of the 14 markets selected is represented by 
two stations, and the graphed listening levels represent a total 

of the quarter-hour numbers for the two stations. 
3. 12 dayparts are represented: 6-10am, 10am-3pm, 

3-7pm, and 7pm-midnight for Monday-Friday, Saturday, and 

Sunday. 
4. Breakouts are on the basis of average quarter-hour 

numbers for adults 18+ for the relevant stations. 
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SPRING 1981 AUDIENCE FLOW — ADULTS 18 - 
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SPRING 1981 AUDIENCE FLOW — ADULTS 18 4 
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• Some interesting information can be gleaned from the dayparts, while the other major formats show some diversity. 
graphs. For example, listening to Easy Listening and Country Using the daypart flow information can give advertisers 

9 stations appears to be congruent throughout regions and clues as to placement of their media buys. Likewise, broad-

I' Black Radio   
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casters can use the data to see how their flows match similar 
«Stations in their part of the country, as well as see dramatically 
where there is softness in audience appeal. Does your 
station's weak daypart differ from others airing the same 
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sound? 
While the charts we show here can't be comprehensive or 

detail every market, you can analyze your metro to see how 

your stations stack up in a similar daypart analysis. 

SPRING 1981 AUDIENCE FLOW — ADULTS 18+ 
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THE CRITICS 
ARE UNANIMOUS 

IE C I-I 0 IE 5: 
INSIDE THE MUSIC PROCESS 

"...will enlighten, startle and stagger the mind." 

• Cash Box 

"It's a meticulously produced, arduously researched, in depth 
documentary look at the music industry that in addition to music has 
enough culturally related content to more than fill a scholarly volume 
about the subject. In a nutshell, the program is extremely ambitious." 

• Mike Harrison 
Billboard 

"A new radio show hits the marketplace with probably more truth 
about music and its business than any show in history." 

• Radio Report 

Productions, Inc. 

A Kenny Rogers 
Company 

o 
The programming flexibility of Echoes: Inside the Music Process 
makes it a natural for fall planning. Call now for a demo, rates, market 
availability and complet?. details. 

NKR PRODUCTIONS 
Collect (213) 652-0980 

Ron Nickell, President 
Allen Collier, General Sales Manager 

Produced for N.K.R. By Brown Bag Productions.— Robert Lee 8. Michael Lee, Producers — Michael Lee, Writer. 
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The beginning 
of something-big 
in broadcasting. 
KCBQ San Diego 
Q-105-FM San Diego 
KSLQ St. Louis 
WMIL-FM Waukesha 
K-101 San Francisco 
WDRQ Detroit 
WOKY Milwaukee 

John Bayliss, president; Russ Wittberger, executive vice president; Al Casey, national 
program director; Frank DeFrancesco, vice president, controller. 

Charter Broadcasting, 2399 Camino del Rio South, Suite 100, San Diego, CA 92108 (714) 298-3390. 
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MONDAY-FRIDAY/SATURDAY/SUNDAY DAYPARTS 
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Spring '81 Market Overview 
It's no surprise that WGY continued to lead the 

Albany metro in overall standings, but a newswor-

thy event occurred when WPYX entered the dou-

ble digit realm this sweep. 
WGY scored well in a broad number of demo 

combinations, due to the well-balanced 25-54 

skew the station has achieved (see audience 

METRO RANK 

composition graph below). 

WPYX, an AOR, led men 18-34 this sweep and 

improved its female demos also. Dayparts with the 
biggest increases for WPYX were middays, PM 

drive and evenings. WPYX features a Burkhart-

Abrams Superstars format, and the station pro-

moted its sound through TV, bumper stickers, and 

on-air giveaways such as motorcycles and con-

cert tickets. Besides improving its 18-34 
numbers, WPYX also rose in teens, tying WFLY 

with just over a 25 share. 

In its first Quarterly Measurement of the Albany 

area, Arbitron received slightly more usable 
diaries than in the past. Buyers and broadcasters 

can thus feel confident about the validity of the 
estimates. 

Audience Composition Analysis 

AGE WGY-AM ,AC 
12-17. 3 7% 

18-24. 3 7% 

25-34 18 2% 

35-44 19 3% 

45-54 16 0% 

55+ 39 0% 

12+ TOTAL 18,700 

Mine/Day Listened 78 
Turnover: 13.8 

AGE WPYX-FM AOR 
12-17 2 I 3% 

18-24 56 6% 

25-34 1S 6% 

35-44 . 1 6% 

45-54 . 3.3% 

. 1 6% 

12+ TOTAL 12,200 

Mine/Day Listened 107 
Turnover: 10.0 

AGE WTRY-AM R 
12-17 

16-24 

25-34 

35-44.. 

45-54 

21 3% 

23 4% 

26 6% 

6 4% 

13 8% 

SS+ 8 S% 

12+ TOTAL 9, 400 

Mine/Day Listened 58 
Turnover. 1 8.7 

Format Reach 

AC 

AOR 

BM 

MISC 

RL 
. 1 4 

O 
• 1 o 

13 5 

10 1 

•7 7 

6 9 

62 

19 3 

33 9 

AGE 

12-17, 00% 

18-24. 2 1% 

25-34. 4 3% 

35-44 9.6% 

45-54 25 5% 

55* 

12+ TOTAL 9,400 

Mine/Day Listened 

Turnover 1 5.4 
70 

WROW-AM AC 

58 5% 

AGE WROW-FM BM 
12-17, 0.0% 

18-24. 36% 

25-34.. 7 1% 

35-44 16 7% 

45-54 16 7% 

55+ 

12+ TOTAL 8,400 

Mine/Day Listened 

Turnover: 12.3 
88 

56 0% 

AGE WFLY-FM R 
12-17 36 1% 

18-24 31 9% 

25-34 16 7% 

35-44 9.7% 

45-54 S 6% 

55+ . 00% 

12+ TOTAL 7,200 

M1neDay Listened 63 
Turnover 17.1 

AGE WOBK-AM T 
12-17. 00% 

18-24. 00% 

25-34 . 2 9% 

35-44 8 6% 

45-54 18 6% 

55+ 

124- TOTAL 7,000 

Mine/Day Listened 134 
Turnover 8 . 1 

AGE WGNA-FM 
12-171. 5.0% 

18-24 5 0% 

25-34 10 0% 

35-44 16 7% 

45-54 18 3% 

55+ 

12* TOTAL 6,000 

Mine/Day Listened: 1 12 
Turnover: 9 . 6 

45 0% 

70 0% 

Share Trends   
Persons 12+ 
POP(00): 6667 

Mon-Sun 6AM-Mid 

Spring '80 Fall '80 Spring ' 81 

1 WGY -AM 19.6 WGY -AM 16.7 WGY -AMO.O/16.4 

2 WFLY-FM 10.2 WROW-AM 10.2 WPYX-FM(A) 10.7 

3 WROW-AM 9.7 WROW-FM 10.0 WTRy-Am" 8.3 

4 wROw-Fm 7.1 WIRY-AM 8.4 welm-AWAq 8.3 

5 WIRY-AM 6.8 WFLY-Fm 7.1 fflow-Fmmue 7.4 

6 wQBK-AM 5.9 WPYX-FM 6.2 WFLy-Fm" 6.3 

7 WPYX-FM 5.2 WQBK-Am 6.2 WOBK-AMIT) 6.2 

8 WPTR-AM 4.9 wGNA-Fm 4.3 WGNA-Fme1 5.3 

9 WQBK-FM 4.7 WWOM-FM 3.9 WWONI-FM(Ac) 4.5 

10 WGNA-FM 4.7 WGFM-FM 3.8 wPTR-AM(Aq 3.6 

11 WGFm-FM 4.1 WPTR-AM 3.1 wGFM-FM" 3.6 

12 ww0M-FM 3.1 WHRL-FM 2.6 WQBK-Fm" 2.8 

13 W1RL-FM 1.9 WIQBK-FM 2.4 WOKO-AMI1q 2.4 

14 WCSS-AM 1.5 WCSS-AM 2.3 wHRL-FMM 1.8 

AGE 

12-17 .. 

18-24 

25-34 

35-44 .. 7 8% 

45-54 .... 15 7% 

55+ ... 9.8% 

12+ TOTAL 5,100 

Mine/Day Listened 71 

Turnover:15.2 

AGE WPTR-AM AC 
12-17 4 9% 

18-24 12 2% 

25-34 34 1% 

35-44 24.4% 

45-54 17 1% 

55+ .. 7.3% 

12* TOTAL 4,100 

M1neDay Listened 53 
Turnover . 20 . 3 

AGE WGFM-FM R 
12-17....12 2% 

18-24 26 8% 

3 25-34 9 0% 

35-44 12 2% 

45-54 .. 7 3% 

55+ . 2 4% 

12+ TOTAL 1,100 

Mine/Day Listened: 54 
Turnover 1 9.9 

WWOM-FM AC AGE WOBK-FM AOR 
7 8% 12-17. 3 1% 

27 5% 18-24 28 1% 

31 4% 25-34 43 8% 

35-44 ... 9 4% 

45-54 6 3% 

55+ 94% 

12* TOTAL 3,200 

Mine/Day Listened 

Turnover 15 • 5 
70 

AGE WOKO-AM C 
12-17, 0.0% 

18-24 . 3 7% 

25-34 18 5% 

35-44 25 9% 

45-54 29 6% 

55+ 22.2% 

12* TOTAL 2,700 

Mine/Day Listened, 75 
Turnover:14.3 

AGE WHRL-FM BM 
12-17 9 S% 

18-24. 0 0% 

25-34 19 0% 

3S-44. 0 0% 

4S-54 9 5% 

SS.. 

12+ TOTAL 2,100 

Mine/Day Listened 86 
Turnover 12 . 6 

61 9% 

15 WKAJ-AM 0.9 WOKO-AM 1.5 WC55-AM(Aq 1.1 

16 WOKO-AM 0.8 wKAJ-AM 0.8 wKAJ-AM" 1.1 

17 WABY-Am 0.7 wjlv-FM 0.8 WWwD-Am101 1.0 

18 WKOL-AM 0.6 WASM-FM 0.5 WASM-FM"M 0.9 

19 www0-AM 0.4 wYLR-Fm 0.5 WMYL-AMHND 0.8 

20 WIAZ-AM 0.5 wRCK-FM1le 0.5 

21 WA6Y-AM 0.4 wABY-ANKRU 0.5 

22 WWWD-AM 0.4 WJIV-FmKKU 0.5 

23 W))AZ-AmKKP 0.4 

Demographics 

Adults 18-34 

Mon-Sun (3AM-Mid 

1 WPYX-FM 1 WPYX-FM 

2 14GY -AM 2 WTRY-AM 

3 WQBK-F.N4 3 WGY -AM 

Adults 25-54 

Mon-Sun 6AM-Mid 

1 WGY -AM 1 NGY -Ni 

2 WRO•V-AM 2 WTRY -AM 

3 WRCiW -FM 3 WROW -AM 



Anaheim-Santa Ana-
Garden Grove 
Spring '81 Market Overview 

Last spring when Quarterly Measurement was 
introduced to the Orange County area, the market 

in-tab was 1774. This year Arbltron got back just 

over 1100 usable diaries. In all likelihood, this 

means the returns this QM sweep are less stable 
than in the previous year. For example, last spring 

there were 297 diaries used for adults 18-24, 

while this spring 40% fewer, 179, were received 
and used. Fewer in-tab diaries means higher 

cume values for those that were obtained, 

METRO RANK LA  
resulting in less reliable estimates. Keeping these 

vagaries in mind, let's review the findings. 

Baseball did seem to help KABC (Dodgers) and 
KMPC (Angels), as they posted not only higher 

numbers than in the fall sweep but also better 

shares than last spring. KMET rebounded strong-

ly from a lackluster fall showing to top last spring's 

figures and emerge as the top station in Orange 
County this sweep. The AOR kingpin achieved a 

teen share just under the 17 level, while it topped 

men 18-34 and ranked third among women in that 

demo. 

AOR competitor KLOS picked up steam, scor-

ing its third straight up book in the Anaheim metro. 

KMET and KLOS have virtually identical teen pro-
portions, but KMET has a higher percentage of its 

listeners in the 35-44 demo. 

Among the Orange County stations, KEZY 

emerged as the leader, but KIKF posted the big-
gest increase. KIKF enjoyed notable gains among 

men 25-44, especially in midday and PM drive. 
KEZY led the locals in teens. 

Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 

35-44 10.4% 

45-54. 1.8% 

55+ . 0.0X 

12+ TOTAL 20,200 

KMET-FM AOR 
22 3% 

35 IX 

31 2% 

MIns/Day Listened 

Turnover 13 . 7 Turnover 2 0 . 6 

AGE KLOS-FM AOR 
12-17 21 5% 

18-24 49.6% 

25-34 23 IX 

35-44. 4 I% 

45-S4. 1 7% 

55+ . 0 0% 

12+ TOTAL 12,100 

AGE 

12-17 . 

18-24 . 

25-34 

35-44 

4S-54 

55. 

12+ TOTAL 19.1500 

Mine/Day Listened 74 
Turnover 14. 6 

79 

KABC-AM T 
2 0% 

3 6% 

11 2% 

17 3% 

21.4% 

44 4% 

AGE KBIG-FM BM 
12-17. 1 3% 

18-24 .. 6 4% 

25-34 

35-44 

45-54 

55+ 

12. TOTAL 

19 2% 

16 0% 

2S 0% 

32 IX 

15,600 

Mine/Day Listened 66 
Turnover . 16.4 

Mine/Day Listened 52 

AGE KMPC-AM T 
12-17» 4 SX 

18-24 55% 

25-34 12 7% 

4 35-44 1 5% 

2 4S-S4 7 3% 

SS. 35 5% 

12+ TOTAL 11,000 

Mine/Day Listened: 59 
Turnover: 18.4 

1.... Format Reach 

AOR 

51.1 

N 

MISC 

AC 

RL 
IIIMU2 g 

m 1 4 

CL 
al e 

'e 4 

7 9 

6 4 

6 2 

55 

'8 3 

1 4 9 

1 1 4 

24 ' 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 14 0% 

SS. 84% 

12+ TOTAL 10,700 

Mine/Day Listened 55 
Turnover 19.5 

AGE 

12-17. 

16-24 

25-34 

35-44 19 4% 

45-54 . 2 9% 

SS. . 1 0% 

12+ TOTAL 10,300 

Mine/Day Listened. 73• 
Turnover 14.7 
AGE KRTH-FM R 

12-17. 3 0% 

18-24 22.2X 

25-34 44 4% 

35-44 21 2% 

45-54.. 7.1% 

SS+ • 2 0% 

12+ TOTAL 9,900 

Mine/Day Listened 63 
Turnover 1 7.0 

KFI-AM 
10 3% 

14 OX 

19 6% 

33 6% 

KNX-FM AOR 
1 0% 

30 I% 

45 6% 

AGE KNX-AM N 
12-17, 0 OX 
18-24. 2.3% 

25-34...10.2X 

35-44...10.2% 

45-54 17 . OX 

55+ 

12+ TOTAL 8,800 

TMuinrnsifveey, 1 6 . 4 
L1stened 46 

80 2% 

AGE KLAC-AM ,C 
12-17. 3 4% 

18-24 3 4% 

25-34 2 3% 

35-44 38 6% 

45-54 17 0% 

SS. 35 2% 

12+ TOTAL 8,800 

Mine/Day Listened 66 
Turnover: 23.3 
AGE KHTZ-FM , AC 

12-17. 3 5% 

16-24 24.7% 

25-34 45 9% 

35-44 21 2% 

4S-S4 . 3.5% 

SS. • 1.2% 

12+ TOTAL 8.500 

Mine/Day Listened 

Turnover: 16.3 

Share Trends 
Persons 12+ 

POP(00): 1604 6 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 KFWB+AM 

13 KIIS-FM 

14 KHTZ-FM 

15 KOST-FM 

16 KEZY-AM 
17 KROQ-FM 

18 KIQQ-FM 
19 W1Z-AM 
20 KHI -AM 

21 KRLA-AM 

Spring '80 Fall '80 

KBIG-FM 

KMET-FM 

((,ABC -AM 

KRTH-FM 

KLAC-AM 

KFI -AM 

KNX -FM 

KJOI-FM 

KMPC-AM 
KNX -AM 
KLOS-FM 

7.9 KBIG-FM 

7.2 KLAC-AM 

5.8 KFI -AM 

5.1 KJOI-FM 
5.1 KRTH-FM 

4.3 KABC-AM 
4.1 KFWB-AM 
3.7 KMET-FM 
3.7 KNX -AM 

3.5 
3.3 

3.0 
2.8 
2.8 

2.6 
2.3 
2.2 

2.1 
2.0 
1.9 

1.9 

KNX -FM 
KLOS-FM 

19.1PC-AM 
KIQQ-FM 
KIIS-FM 

KHTZ-FM 
KOST-FM 
KEZY-AM 

KRLA-AM 
KRIOQ-FM 
KNIZ-AM 

XTRA-AM 

Mon-Sun 6AM-Mld 

Spring ' 81 

7.3 KMET-FM(A) 7.5 
5.4 KABC-AMm 7.3 

5.1 KBIG-FMgme5.8 
5.0 KLOS -FM94 4.5 
4.7 KMPC-AMm 4.1 

4.7 KFI -Moo 4.0 
4.3 KNX -FM(*) 3.8 
4.2 KRTH -FM* 3.7 
4.0 KNX -AMpe 3.3 
4.0 KLAC -AM(c) 3.3 
3.7 KHTZ-FM4Aq3.1 

3.3 KPNB-AMpq 3.1 

3.1 KJOI-FM9m3.1 
2.5 KOST -FM00.0 

2.2 KR0Q-FM(A) 2.6 

2.2 XTRA -AM(R) 2.3 
2.1 KWST-FMum 2.3 

2.1 KRLA-AM (9) 2.2 
2.1 K II S-FM (9) 2.0 
2.1 KZ LA-FM (C) 2.0 

1.1 K I (3)-FM (RI 2.0 

66 

22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 KFAC-FM 
33 KORJ -FM 
34 KBRT -AM 
35 KIIS -AM 
36 KGER-AM 

KUTE-FM 

XTRA-AM 

KEZY-FM 
KZ LA-FM 
KNOB-FM 

«GO-FM 
KWST-FM 
((VMS-FM 

KNIZ-FM 
KOCM-FM 

AGE KFWB-AM 
12-17. I 2% 

18-24. 1 2% 

25-34 13 1% 

35-44 19 OX 

45-54 17 9% 

55, 

12+ TOTAL 6,400 

Mills/Day Listened 

Turnover: 2 6. 2 

47 6% 

41 

AGE KJOI-FM BM 
12-17. 0 OX 

18-24 . 2 4% 

25-34 . 3 6% 

14 3% 

45-54 42.9% 
SS+ 36.9% 

12+ TOTAL 6.400 

Mine/Day Listened: 63 
Turnover 17.3 

AGE KOST-FM BM 
12-17. 2.5% 

18-24. 0 0% 

25-34 13 8% 

35-44 26 3% 

45-54 23 8% 

SS, 33 8% 

12+ TOTAL 8,000 

Mine/Day Listened 84 
Turnover: 12.9 

1.9 KEZY-FM 1.8 KNDB-FM MAO . 9 "\ 
1.9 KZLA-FM 1.7 KEZY-AM(A) 1.8 

1.6 KNDB-FM 1.6 KBRT-AM mw 1.7 
1.5 KWST-FM 1.6 KEZY-FM (A) 1.6 

1.4 KOI I Z-FM 1.5 K I KF-FM4m 1.6 

1.1 KHJ -AM 1.3 KKGO-FM0 1.4 
0.9 KFAC-FM 1.1 KUTE-FM9» 1.4 
0.9 «GO-FM 1.1 KW1Z-FM(Aq1.3 

0.9 KIKF-FM 1.0 KYMS-FM(9u1.2 
0.8 K004-FM 0.8 KNIZ-AM(AG)1.1 

0.5 KYMS-FM 0.7 KHJ -AM(c) 1.0 
0.5 KUTE-FM 0.6 KOCM-FMH9m1.0 
0.5 KNAC-FM 0.4 KFAC-FMew1.0 
0.3 KBRT-AM 0.4 XTRA-FM(m 0.4 
0.3 KLVE-FM1(6) 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 IET -FM 1 KNX 

2 KLOS-FM 2 KHTZ-FM 

3 KR0Q-FM 3 KMET -FM 

Adults 25-54 

Mon-Sun 6AM-M1d 

1 KMET-FM 1 KB IG-FM 
2 KABC -AM 2 KRTH-FM 

3 KF I -AM 3 KHTZ-FM 



50. 

METRO RANK 

N
G
S
 R
E
P
O
R
T
/
V
O
L
 Atlanta 

Spring '81 Market Overview 
Quarterly Measurement came to Atlanta this 

spring, with an impact not unlike that of a certain 

army general on his way to the seashore. There 

was a new number one station, AOR WKLS-FM; 

WVEE rebounded; and WPLO and WLTA con-

tinued to show increasing popularity. 

Some Arbltron perspective may be useful here. 

The Spring '81 in-tab was not much higher than 

last spring, but there was a great difference bet-
ween the Spring 81 resujlts and those from the 

Fall '80 survey. In the fall book there were almost 

400 fewer in-tab diaries than for this spring. Most 

notably, the returns this survey showed a greatly 

increased proportion of 18-24 diaries. There was 

a 59% increase (69 diaries) in the 18-24 cell this 

time compared to the fall, and a slight increase 

compared to last spring. There may also be an in-

creased ethnic influence in this book. 468 

telephone-retrieved diaries were obtained this 

time, compared to just 308 in the fall and 411 last 

year. 

WKLS surged to its best overall share ever, 

achieving just over a 30 share of teens as well as 

more than doubling its male adult numbers. 
WKLS-FM showed a strong 18-24 concentration 

N 
of audience, but also posted a worthwhile percen-
tage of 25-34 year-olds. The station ranked se-

cond in the market in terms of time spent listening. 

VVVEE, Atlanta's leading ethnically-oriented sta-

tion, rebounded from a relatively soft fall but still 

fell short of its tremendous share last spring 

(when ESF hit the market). 

WPLO gained its best share in recent years with 
a big increase in female audience. WPLO became 

the number three station among women 25-54, 
with biggest gaint, among the ladies occurring in 

midday and PM drive. 

Audience Composition Analysis 

AGE WKLS-FM AOR 
12-17 30 7% 

18-24 46 9% 

25-34 19 7% 

35-44 . 2 4% 

45-54 . 0 4% 

SS* 0 0% 

12* TOTAL 25,400 

Mine/Day Listened 94 

Turnover. 11 . 5 

AGE 

12-17 

18-24 

25-34 

35-44 11 9X 

45-54 3 2% 

55. . 0 8% 

12. TOTAL 25,200 

Mina/Day Listened 

Turnover 14 . 9 

WZGC-FM R 
33 3% 

23 8% 

27 0% 

AGE 

72 

WSB-AM AC 
12-17. 1 2% 

18-24. 2.0% 

25-34 8 0% 

35-44 I 7 7% 

45-54 19 3% 

SS+ 

12+ TOTAL 24,900 

Mine/Day Listened 66 
Turnover 1 6.2 

51 8X 

AGE WOXI-FM R 
12-17.. 7 IX 

18-24 37 9% 

25-34 38 9% 

35-44 14 2% 

45-54. 1 9% 

SS. . 0 0% 

12. TOTAL 21,100 

Mine/Day Listened 71 
Turnover: 15.3 

Format Reach 

AC 

AOR 

BM 

mISC 

N 

69 

44 

3 0 

RL 

mm2 I 

CL 

a0 6 

BB 

'e 4 

5 

11 3 

10 4 

10 0 

21 5 

17 9 

AGE 

12-17 

18-24 

25-34 

35-44.. 5 7% 

45-54. 2 9% 

55 , 33% 

12. TOTAL 21,000 

Mine/Day Listened 93 
Turnover 11 . 7 

WVEE-FM : 13 
21 0% 

31 0% 

36 2% 

AGE WLTA-FM : AC 
12-17. I 7% 

18-24 17.1% 

25-34 42 3% 

35-44 24 6% 

45-54...11 4% 

SS. . 2.9% 

12. TOTAL 17,500 

Mine/Day Listened 100 
Turnover 10.8 

AGE WPLO-AM C 
12-17. 08% 

18-24 

25-34 

35-44 

45-54 

55* 23 2% 

12. TOTAL 15,500 

Mine/Day Listened 90 
Turnover 12.0 

10 3% 

30 3% 

21 9% 

13 5% 

AGE 

12-17. 

18-24. 

25-34 

35-44 

45-54 

SS. 40 0% 

12+ TOTAL 14,500 

Mine/Day Listened 80 
Turnover 13.6 

WPCH-FM 
O 0% 

O 7% 

18 6% 

IS 2% 

25 SX 

BM 

AGE WGST-AM 
12-17, 0 0% 

18-24.. 6.7% 

25-34 .....20 2% 

35-44.. 7.7% 

4S-S4 13 5% 

SS+ 

12. TOTAL 10,400 

SI 9% 

Mine/Day Listened 61 

Turnover 17.8 

AGE WSB-FM : BM 
12-17. 20% 

18-24. 0 0% 

25-34.. 6 9% 

26 5% 

20 6% 

44 IX 

::1:: 

SS. 

12. TOTAL 10,200 

,,:,iirri/.D1D,:.„ 5.i Listened 68 

Share Trends 
Persons 12+ 
POP(00): 16419 

Mon-Sun 6AM-Mid 

Spring '80 Fall '80 Spring '81 

1 WSB -AM 12.1 wZGC-Fm 10.4 NKLS-Fm(P) 10.7 

2 WEE-Fm 11.9 WQXI-Fm 10.4 wZGC-FMM 10.6 

3 wZGC-Fm 10.5 WSB -AM 10.2 WSB -AWAq10.5 

4 WKLS-FM 8.8 WEE-FM 8.0 wOXI-Fm" 8.9 

5 wçal-Fm 8.2 wPCH-Fm 6.8 wvEE-FM(8) 8.9 

6 wPCH-FM 7.1 wLTA-Fm 6.7 WLTA-Fm1Aq 7.4 

7 WPLO-Ni 4.5 WKLS-FM 6.6 NPLO-Ame 6.5 

8 WLTA-Fm 4.2 WSB -FM 6.0 WPCH-Fmase 6.1 

9 WSB -FM 4.1 WPLO-AM 5.1 wGST-AMee 4.4 

10 WGST-Am 3.8 WGST-AM 5.0 WSB - FM(8M) 4.3 

11 WAOK-AM 3.6 WAOK-AM 3.7 *BIE-FMe 3.5 

12 WRNG-AM 3.6 WQXI-AM 2.8 WRNG-AMM 3.0 

13 WBIE-FM 3.0 W131E-FM 2.7 WAOK-AM(I0 2.2 

14 Wk)XI-AM 2.2 WRNC-Am 2.7 WOXI-AM() 2.0 

15 WGKA-AM 1.4 WG(A-AM 1.3 WT)H-AMMP 0.8 

16 WCOB-AM 0.8 WYZE-AM 0.8 WYZE-APAMP 0.8 

AGE WBIE-FM 
12-17. 3.6:4 

18-24 21 4% 

25-34 21.4X 

35-44 25.0% 

45-54 19. 0% 

55. 9. 5% 

12+ TOTAL 8,400 

Mine/Day Listened 

Turnover 1 6.9 

64 

N AGE WRNG-AM T 
12-17. 1 4% 

18-24. 4 3% 

25-34 8 6% 

35-44 17.1% 

4S-S4 12 9X 

SS+ 

12. TOTAL 7,000 

Mine/Day Listened 60 

Turnover: 1 8.1 

AGE WAOK-AM 
12-17 98% 

18-24 13 7% 

25-34 

35-44 

45-54 .. 3 

55. 

12+ TOTAL 

33.3% 

17.6% 

9% 

21.6% 

5,100 

Mine/Day Listened 38 
Turnover: 28. 5 

55 7% 

• AGE WOXI-AM R 
12-17 .. 6 4% 

18-24 23.4% 

46 8X 25-34 

35-44 14 9% 

45-54. 4.3% 

55. 4.3% 

12. TOTAL 4,700 

TMunrins/oDvaey,2 7.  Listen e;d 39 

17 wyZE -Am 0.6 WIGO -Am 

18 WCHK -AM 0.6 wT1H -AM 

19 wiGO-AM 0.5 WZAL -FM 

20 WCHK-Fm 0.5 NCOB -Am 0.5 

21 WFOX -FM 0.3 wGuN -AM 0.5 

22 WAEC -AM 0.3 wAEC -AM 0.4 

23 wKLS -AM 0.3 WFOX -FM 0.3 

24 WKLS -AM 0.3 

25 w0-1( -FM 0.3 

26 IACHK -Am 0.1 

0.6 1,)/GK A-AM (CL) 

0.6 MO_ 5-AM (A) 

0.5 WYNX -AM (41.) 

WCOB-AM (BB) 

W IGO-AAA (B) 

0.6 4\ 

0.6 

0.5 

0.4 

0.4 

Demographics 
Adults 18-34 

Mon-Sun SAM-Mid 

1 WKL S -FM 1 NQX I -FM 

2 WVEE - FM 2 WZGC-FM 
3 WQX I -FM 3 wLT A-FM 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 VA))( I -FM 1 WLTA 

2 WEE-FM 2 WSB -AM 

3 WLTA-FM 3 WPLO-AM 



Let our group tell you 
what they told 

CBS, MacNeiliLehrer, 
and ABC News. 

Find out what Walker Merryman, Anne Browder, Tom Howard, and Pam Jones 
have told dozens of network broadcasters. Interview one of these 

personalities for your radio or TV station, newspaper or magazine. It's 
a chance to give your audience stimulating, provocative reporting on everything 

from America's basic rights to government regulation. 
And an opportunity for your audience to learn more about some of today's 

most controversial issues. 
To arrange for an interview, write The Tobacco Institute, 1875 Eye Street, N.W., 

Washington, D.C. 20006. Or call our toll-free number. It's your chance to 
ask the questions—and get the answers—your audience cares about. 

800-424-9876 
TheTobacco Institute 
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Spring '81 Market Overview 

History was made this spring in Baltimore as 

WBAL, the perennial leader in the market, slipped 
from its usual double-digit perch. Although the 
station still led the metro 12+, there was signifi-

cant defection among WBAL female tuners-in. On 
a more positive note, WXYV and WFBR scored 
improvements this time. Let's look at the details. 

VVXYV is the leading Black station in Baltimore 
and became even stronger this book with 

substantial male increases. Part of its success 

story lay in the time spent listening figures - as 

you'll note on the charts below, the station was 
one of the market leaders. To build audience, 
VVXYV spent on busboards this survey, while on-

air the station gave away LP's and concert tickets. 
Orioles baseball is always a big help to WFBR 

and this latest book was no exception. The station 
geared its advertising and on-air promotions 
around its baseball involvement, and this time us-

ed a multimedia campaign - TV, newspaper, and 
billboards - rather than just TV as in the past. 
Although the WFBR evening numbers soared 

highest thanks to baseball broadcasts, the station 
was able to notch gains in midday and PM drive 
too. 

Other strong stations in Baltimore this survey 

were WIYY, WLIF, and WCBM. WIYY was able to 
remain strong after the departure of Denise Oliver 

to WWDC-FM. WCBM made gains in every major 
daypart, with morning drive showing the most 

notable rise. The station earned its highest shares 
in recent years. WLIF recaptured some of the au-
dience lost in a soft winter report, with almost a 

50% rise in female numbers this book. 

Audience Composition Analysis 

AGE WBAL-AM 
12-17, 0 3X 

18-24. 1 7% 

25-34. 3 3% 

35-44 11 3% 

45-54 18 5% 

55,   

12. TOTAL 30,200 

Mine/Day Listened: 81 
Turnover: 1 3 . 3 

AGE 

12-17 

18-24 

25-34 16 8% 

35-44. 2 3% 

45-54. 0 4% 

55. . 1 IX 

12. TOTAL 26,400 

Mine/Day Listened: 94 
Turnover: 11 5 

25-34 

35-44 

45-54 

55. 

12. TOTAL 25,000 

MAneDay Listened: 92 
Turnover: 11 . 8 

AC 

84 9X 

WIYY-FM . AOR 
26 8% 

46 9% 

AGE WLIF-FM :BM 
12-17. 1 2% 

18-24 4 4X 

14 OX 

15 2% 

20 4% 

44 8% 

Format Reach 

AC 

BM 

AOR 

MISC 

Rt 
im2 0 

N 
7 

96 

95 

68 

13 

I 8 3 

4 8 

22 7 

AGE 

12-17 

18-24 

25-34 

35-44 9 4% 

45-54.. 8 9% 

55. .. 49% 

12. TOTAL 24,500 

Mills/Day Listened: 99 
Turnover: 11 . 0 

WXYV-FM 
18 4% 

30 6% 

29 8% 

AGE WCBM-AM AC 
12-17. 33X 
18-24. 3 3% 

25-34 32 7% 

35-44 20 9% 

45-54 18 0% 

55. 21 8% 

12. TOTAL 21,100 

Mine/Day Listened. 79 

Turnover: 1 3 . 6 

AGE WPOC-FM 
12-17. 35% 

18-24 5 SX 

25-34 16 9% 

35-44 30 3% 

45-54 19 4% 

55. 24 4% 

12. TOTAL 20,100 

liumenay Listened : 108 
Turnover. 10.0 

AGE WFBR-AM R 
12-17. 2 8% 

18-24 6 7% 

25-34 

35-44 

45-54 

55. 

12. TOTAL 18,000 

31 1% 

14 4% 

13 3% 

31 

MinsfDay Listened 

Turnover 1 9 „ 1 

AGE 

12-17 

18-24 

25-34 

35-44 .... 5 8% 

45-54 • 3 8X 

55. • 1 9% 

12. TOTAL 15,600 

AGE WMAR-FM BM 
12-17, e 7% 
18-24 86X 

25-34 7 9% 

35-44 21 7% 

45-54 20 4% 

55. 40 8% 

12. TOTAL 15,200 

Mine/Day Listened 93 
Turnover 1 1 7 

AGE 

12-17 

18-24 

25-84 

35-44 

WWIN-AM B 
18 7% 

30 0% 

15 OX 

21 7% 

45-54 10 E1X 

7% 55. ... 58X 

I 2. TOTAL I 2, eee 

57 Mine/Day Listened 82 
Turnover 1 3 „ 2 

WBSB-FM R 
21 8% 

35 9% 

30 8% 

Mine/Day Listened 66 
Turnover. 1 6 . 3 

AGE WCAO-AM 
12-17 .. 6 4% 
18-24 18 3% 

25-34 

35-44 

45-54 

55. 46% 

12. TOTAL 10,900 

38 

21 IX 

11 0% 

Persons 12+ 
POP ( 00 ) : 18219 

Spring '80 Fall '80 Winter '81 Spring '81 

1 ABAL-NA 13.5 *SAL-AM 11.0 ARAL-AM 11.2 M3AL-AMIAC)9.5 

2 ,61Y8-FM 7.7 WIYY-FM 9.9 WIYY-FM 8.7 *IVY-FM(4 8.3 

3 68W-FM 7.6 WLIF-FM 8,9 WPOC-FM 7.7 WLIF-FMCIIM17.8 

4 NLIF-FM 7.4 68W-FM 6.2 NLIF-FM 6.7 'ARYV-FM(8) 7.7 

5 NPOC -FM 6.3 WPOC -F 'A 6.0 Arxri-Fm 6.2 NCBM -AM MC)6.6 

6 AFBR-AM 6.2 WCBM-AM 5.9 ARM-AM 5.5 WPOC -F AMC) 6.3 

7 WCBM-OM 5.1 NMAR -FM 4.6 )(MAR -FM 5.3 Af B R -AM (RI 5.6 

FAIN-AM 4.3 /ICAO-AM 4.2 6668-FM 4.7 *8813-FM(R) 4.9 

9 K00-Am 3.8 WFBR-AM 4.0 ACAO-MA 4.0 ,'A446-FMAIRM4.8 

10 AMAR-FM 3.8 *608-FM 3.9 AfEIR-AM 3.8 NWIN-AMMI 3.8 

II WLPL-FM 2.8 M9/IN-AM 3.9 N9/IN-AM 3.6 ACAC)-AM(R) 3.4 

12 Vol3KZ-FM 2.5 ASID-AM 2.4 M3KZ-FM 2.0 WITH-AMMC)2.4 

73 ATOP-AM 2.2 WPGC-FM 2.1 J/LP L -FM I.9 ARKZ-FM (ACI2.1 

14 M385-FM 2.1 6/AYE-AM 2.1 WSID-AM 1.6 JILPL-FM(R) 1.7 

15 NAYE -AM 1.9 WLPL-F M 2.0 WROX-FM 1.5 WPGC-FM(8) 1.5 

16 NA TA -FM 1.8 WEIKZ-F'A 1.5 WAVE-AA 1.5 WAVE-AM 818) 1.5 

77 WS ID-AM 1.8 31/ 1 TH-AM I.2 68(3C-FM 1.4 WILIR -FM (8) 1.4 

18/11 TH-Ni 1.4 WRQX-FM 1.1 tIMDC-FM (. 4 AMOC-FM(A) 1.3 

19 WI/OX-FM 1.3 65(1K-FM 1.1 JA( TK-F M 1.2 WU S -FM (81.) 1.1 

10 WFA,C-FM 1.1 ATOP-ASS 1.1 WTOP-AM 1.2 WROX-FM(R) 1.1 

21 AVIDC-FM 0.9 WRBS-FM 0.8 WASH-FM 1.2 ATOP-AMIN) 0.9 

12 WEBB-AM 0.8 WhIJR-FM 0.7 MARRS-FM 1.1 WICTK-FMIAC)0.9 

MinsfDay Listened 45 
Turnover 23 . 8 

AGE WITH-AM :AC 
12-17. 00% 

18-24. 1 3% 

25-34. 2 6X 

35-44.. 6 SX 

45-54 28 6% 

55. 

12. TOTAL 7,700 

Urns/Day Listened 74 
Turnover 14.6 

81 OX 

AGE WBKZ...FM :AC 
12-17... 9.1% 

18-24 33 3% 

25-34 24.2% 

35-44 22 7% 

45-54 . 3.0% 

55. 76% 

12. TOTAL 6,600 

Mine/Day Listened 57 
Turnover: 1 9.1 

AGE 

12-17 

18-24 18 9% 

5% 25:434 28 4% 
354 3 8%  

45-54 . 0 OX 

55. . 1.9% 

12. TOTAL 5,300 

Mine/Day Listened. 38 

Turnover 2  

WLPL-FM 172 
49.1% 

23 WTTIC-FM 0.8 ertev-FM 0.7 ABMD-AM 1.0 ARC -AMOR 0.8 

24 61IUR-FM 0.7 WMAL-AM 0.6 WITH-AM 0.9 WEBB-AMM) 0.7 

25 ACM-FM 0.5 MMYS-FM 0.5 VARAL -AM 0.9 WASH-FM MC)0.6 

26 WRAY-AM 0.5 9.13P4D -AM 0.5 3VGAY -FM 0.8 WTTR -FM (AC10.6 

27 VACYS-FM 0.5 *GAY-FM 0.5 NE813 -AM 0.7 WI/VS-FM(S) 0.6 

28 WYCR-FM 0.5 W(X)K-FM 0.5 »UR-FM 0.7 WS11)- NAM 0.6 

29 mis -FM 0.4 WASH-FM 0.5 WAVA-FM 0.6 semo-AmIRL) O. 5 

30 MN Re -FM 0.4 VNIDC-F M 0.5 MAYS-FM 0.6 VARAV-FMOM10.5 
31 *546V-FM 0.4 ARC -AM 0.4 3fflAV-FM 0.6 MITOW -A61 AA) 0.4 

32 WEBB-AM 0.4 M/YCR-FM 0.4 WPAX-AM(C) 0.3 

33 6/Till-FM 0.3 'NBC -AM 0.4 AVICX-FM(C) 0.2 

34 WPGC-AM 0.0 WAsel-AAA 0.3 WPGC-AMM) 0.1 

35 ARKX -AM 0.2 

36 INK'S-FM 0.2 

Share Trends 
 N 

Demographics 

Adults 18-34 

Mon-Sun (3AM-Mld 

1 WIYY-FM 

2 WXYV-FM 
3 M3SB-FM 

1 WXYV-FM 

2 WIYY-FM 
3 M3SB-FM 

Adults 2 5-5 4 

Mon-Sun 6AM-Mid 

1 WPOC-FM 1 WL IF-FM 

2 V.CBM-AM 2 WCBM-AM 
3 VFBIZ-AM 3 wsAL-Am 



RKO ONE. THE ORIGINAL RKO RADIO NETWORK. PROGRAMMED FOR YOUNG ADULT 
MUSIC RADIO STATIONS AND THE 25-34 DEMOGRAPHIC. 

OVER 200 STATIONS HAVE AFFILIATED SINCE OCTOBER. 1979. 
THE UNPRECEDENTED SUCCESS OF RKO ONE IS BASED ON STATION DEMAND FOR: 

• DEMOGRAPHIC, INTEGRATABLE PROGRAMMING 
Award-winning news—issue- oriented news reporting with a conversa-
tional and relatable on-air delivery. 
LifesoundTM features— lifestyle-oriented short form shows on every-
thing from show biz to the bizarre. 
Entertainment Specials— highly promotable two-hour shows and 
concerts featuring music superstars. 
Night Time AmericaTm—RKO's live 5-hour nightly music show with host 
Bob Dearborn. 
• STEREO TRANSMISSION BY SATELLITE 
High quality audio—full 15 kHz stereo transmission of all program 
feeds. an RKO exclusive. 
• COMPLETE STATION SERVICE PACKAGE 
Interkom—exclusive computer communications link for simplified 
affiliate reporting systems. 
Program for Affiliate Research (PAR)— 
an Arbitron software system for local 
sales and management use. 
BMC Co-op Sales Program—a compre-
hensive and complete local sales 
package free to affiliates. 
Sales Promotion Support—a full array 
of RKO-produced kits for local sale of 
Network programming. 

RKO 
RADIO _ 
NE7WORKS 

RKO TWO. A NEW RKO RADIO NETWORK. OLDER. DESIGNED FOR MUSIC AND 
INFORMATION STATIONS WITH A MORE ADULT PROFILE. 

BEGINNING SEPTEMBER 1st, 1981. 
RKO TWO IS A RESOURCE FOR FORMATS APPEALING TO THE 35-44 LIFESTYLE 

AND THE EMERGING 25-54 MARKET WITH: 

• COMPLETE SCHEDULE OF INFORMATION PROGRAMMING 
Hard News Emphasis—newscasts 24 hours a day with added cov-
erage of international events and economic issues. 
In-depth News Support—daily commentaries and expanded newscalls 
to all affiliates. 
"Ask the Expert" Feature Series—short duration programs hosted by 
experts in medicine, money, law and psychology. 
Weekly Music Specials—an hour of music and conversation with 
broad-based pop and country artists and available for local sale. 
Overnight Talk Show—featuring -America Overnight" TM with six hours of 
talk radio nightly from Dallas and Los Angeles. First call option for RKO 
TWO affiliates. 
• STEREO TRANSMISSION BY SATELLITE 
High quality audio—all feeds of RKO TWO will be broadcast in 15 kHz 
stereo from RKO via VVestar Ill. 
Earth stations in 200 cities—only RKO offers immediate national 
distribution of stereo network 
programming. 
• STATION SERVICE RESOURCES 
Interkom—exclusive computer link with 
the network simplifies reporting systems. 
Program for Affiliate Research and 
BMC Co-op— services available for local 
sales use. 
• MAJOR LEAGUE COMPENSATION 
FOR ALL TOP MARKET STATIONS 

RKO 
RADIO 
NETWORKS 

RKO RADIOSHOWS. RKO THREE. THE NEXT DIMENSION IN NETWORK RADIO. 
OFFERING DEMOGRAPHIC PROGRAMS AND FORMAT BLOCKS FOR ALL RADIO STATIONS. 

PREMIERING SEPTEMBER 1st. 1981. RKO RADIOSHOWS. SYNDICATION BY SATELLITE 
WITH FIRST CALL OPPORTUNITIES FOR RKO ONE AND RKO TWO AFFILIATES. 

• STEREO TRANSMISSION BY SATELLITE 
High quality audio— all RKO Radioshows will be broadcast in full 
stereo utilizing RKO's additional space segment on VVestar Ill. 
Earth stations in 200 cities— immediate availability on a nationwide 
basis. 

• AMERICA OVERNIGHT' TALK SHOW 
Six hours live from Dallas and Los Angeles fed Midnight-6AM (EST) 
Monday through Saturday beginning September 1,1981. 
Hosts Ed Busch and Eric Tracy with name stars and nationwide 
telephones. 
Turn-key program block— highly promotable show with local inventory 
for premium nighttime revenues. 
First refusal opportunity—for all RKO TWO affiliates. 

• THE RKO MINI PAK 
Long form entertainment and informa-
tion shows to supplement local 
programming beginning January, 1981. 
Radioshows program lineups—to include 
weekly countdowns. sports talk shows. 
mid-day magazines, live concerts and 
daily formatic music blocks. 
Fall 1981 announcements—scheduling 
to be based upon surveys with 500 
stations covering 7 different formats. 

• -. 
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FIRST REFUSAL ON THIS ULTIMATE NETWORK RESOURCE FOR RKO ONE 
AND RKO TWO AFFILIATES. NOW'S THE TIME TO TAKE A HARD LOOK 
AT RKO AND CALL (212) 575-6144 TO LOCK UP YOUR RKO FRANCHISE. 
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RKO RADIO NETWORKS 

The Sounds of Success 

Now's the time 
to take a 

second and third 
look at MO. 

If you're looking 
for the sound of success... 



rBirmingham 

Spring '81 Market Overview 

METRO RANK 

The first Quarterly Measurement sweep in the 

Birmingham metro had some interesting Arbitron-

related aspects to it, especially when compared 

with the A/M '80 data. In the spring book last year 

Arbitron introduced Expanded Sample Frame 

(sampling unlisteds) to the Birmingham area, 

which probably helped WENN-FM surge to the 

top spot. This sweep Arbitron stabilized the ESE 

and ethnic sample - there were more diaries for 

both categories, meaning lower cume diary values 

and more stable estimates - but QM meant an 
overall in-tab increase. The market's 12+ return 

46 

was up approximately one-third over the 1980 

reports. Certain demos were significantly af-

fected. Men 18-24 rose from 36 usable in the fall 

to 70 this sweep. 

Bottom line on all the Arbitron fluctuations is that 

there were more cume opportunities for ethnic 

and AOR stations this sweep, and that the 

estimates as a whole were more reliable than the 

data from the 1980 surveys. 

Biggest news among station scores was that 

Country WZZK added six shares to zoom into 

first, scoring well in our demographic breakouts 
below. The new number one station spent more in 

ad dollars this time, 50% on TV and 50% for 

billboards. There was little change on-air, just fine-

tuning of the music and a new nighttime personali-

ty. 

CHR leader WKXX, formerly tops in the metro, 

enjoyed an up book. The station's biggest im-

provement was in male numbers. Outside media 

were not used this sweep but there was an exten-

sive station promotion. A "Kicks 106 Elevator" 

contest ran, wherein the station put people in 
elevators and the listeners were awarded cash if 

they could guess who was in the elevators. On-air 

there were also extensive personnel changes 

made. 

Audience Composition Analysis 

AGE WZZK-FM 
12-17 4 9% 

18-24 14 I% 

25-34 34 4% 

35-44 20 2% 

45-54 17 2% 

55+ 92% 

12+ TOTAL 16,300 

Mine/Day Listened 10 8 
Turnover 10.0 

AGE WKXX-FM R 
12-17 29 3% 

18-24 33 3% 

25-34 23 1% 

35-44 8 8% 

45-54 48% 

55+ . 07% 

12+ TOTAL 14, 700 

Mine/Day Listened 99 
Turnover 1 1 . 

AGE WENN-FM B 
12-17 20 . 2% 

18-24 37 6% 

25-34 23 9% 

35-44 7 3% 

45-54 . 2 8% 

55, 83% 

12+ TOTAL 10,900 

Mine/Day Listened 1 15 
Turnover 9.4 

AGE WSGN-AM 
12-17 ... 91% 

18-24 16 9% 

25-34 27 3% 

35-44 l5 6% 

45-54 10 4% 

55+ .....20 8% 

12, TOTAL 7, 700 

Mine/Day Listened 56 
Turnover 1 9.3 

AGE 

12-17 • 

18-24 • 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 6,600 

Mina/Day Listened 77 
Turnover 14.0 

WVOK-AM 
1 5% 

1 5% 

15 2% 

15 2% 

16 7% 

Format Reach 

25 1 

23 2 

BM 

AC 

AOR 

MISC 

8 5 

8 2 

48 

4 

RL 
mm2 3 

23 

50 0% 

AGE 

12-17 

18-24 

25-34 

35-44 . 

45-54 . 

55+ . 00% 

12+ TOTAL 5, 700 

Mine/Day Listened 

Turnover 1 2. 3 

WRKK-FM AOR AGE WYDE-AM C 
29 8% 12-17. 1 8% 

52 6% 18-24 . 1 8% 

17 5% 25-34 mmmm14 5% 

00% 35-44 mm»12 7% 

00% 45-54 14 S% 

55. 

12+ TOTAL 5,500 

88 Mine/Day Listened 69 
Turnover 1 5.7 

AGE WATV-AM B 
12-17 l2.3% 

18-24 ... 10 5% 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 5,700 

Mine/Day Listened 11 9 
Turnover 9 . 1 

10 5% 

17 5% 

19 3% 

29 8% 

AGE WAPI-FM BM 
12-17 0 0% 

18-24 12 5% 

25-34 

35-44 

45-54 

55+ 

12, TOTAL 5,600 

Mine/Day Listened 90 
Turnover 11.9 

I 0 7% 

21 4% 

I 4 3% 

41 1% 

AGE 

12-17 

I 8-24 

25-34 

35-44 

54 5% 

WERC-AM R 
11 1% 

20 4% 

27 8% 

13 0% 

45-54 7 4% 

55+ mmmm»20 4% 

12. TOTAL 5,400 

Mine/Day Listened 49 
Turnover 21.9 

Share Trends 
Persons 12+ 
POP( 0 0): 6 91 5 

AGE WAPI-AM AC 
12-17. . 0% 

18-24. 2 . 0% 

25-34 16 3% 

35-44 .. 10 2% 

45-54 8 2% 

55. 

12. TOTAL 4,900 

Mine/Day Listened 74 
Turnover 14.6 

Mon-Sun 6AM-Mid 

Spring SO Fall ' 80 Spring S1 

1 .VENN-FM 12.4 WKXX -FM 11.1 WZZK-FMIC/13.6 

2 WKXX -FM 1 1 . 0 WENN-FM 11.1 1M(XX-FM(R)12. 3 

3 WSGN-AM 8.3 WSGN-AM 8.3 WENN-FM (le 9.1 

4 WAP I - FM 6.3 NIZZK -FM 7.7 WSL29-AVI(I4) 6.4 

5 WZZK -FM 5.5 WRKK -FM 6.6 WOK-AM(C) 5. 5 

6 WVOK -AM 5.3 WQE Z -F NA 6.1 NRKK -F M (A) 4.8 

7 WDJ C-FM 5.0 WAP I -FM 6.1 WA TV -AM (B) 4.8 

8 WATV -AM 5.0 WATV -AM 5.7 WAPI-FMOM44.7 

9 WE RC -AM 4.8 WVOK -AM 5.6 WYDE-AM(C) 4.6 

10 NE-AM 4.8 WERC -AM 5.1 WERC -AM(R) 4.5 

11 WJ LD-AM 4.5 WDJ C-FM 4.5 WAP I -AM (AC) 4. 1 

12 WRKK -FM 4.4 WAP I -AIM 3.4 WQEZ -F (BM) 3.8 

13 NVDE -AM 3.9 NYDE -AM 2.9 WENN-AMIEE 3.8 

14 NQEZ -FM 3.5 WJLD -AM 2.4 WJLD-AMIB4 3.2 

63 3% 

AGE WOEZ-FM BM 
12-17. 2 2% 

18-24 mmim13 0% 

25-34 10 9% 

35-44 8 7% 

45-54 23 9% 

55+ 41 3% 

12+ TOTAL 4,600 

Mine/Day Listened 86 
Turnover 12.6 

AGE WENN-AM B 
12-17mm 6 7% 

18-24 17 4% 

25-34 

35-44 

45-54 

5S+ 26 1% 

12+ TOTAL 4,600 

Mine/Day Listened 88 
Turnover: 12. 3 

15 2% 

15 2% 

17 4% 

AGE WJLD-AM 
12-17 wm 7.9% 

18-24 79% 

15 8% 3255:4344 

13221% 1% 

45-54 

55+ 34 2% 

12+ TOTAL 3,800 

Mine/Day Listened 63 
Turnover 1 7.2 

15 WAP I -AM 2.4 WENN-AM 2.4 ND) C-FM MO 2. 3 N 

16 WCRT-AM 1.8 WBUL-AM 1.5 WBUL-AMIM 2.2 

17 MMNB-AM 1.3 WCRT-AM 1.2 WCRT-ANHAC)2.0 

18 WYNN-AM 1.1 WNWB-AM 1.2 WWWB-AMIWC)1.5 

19 WBUL-AM 0.7 WFHK-AM 0.8 wsmQ-Am(C) 0.8 

20 WLPH-AM 0.7 WLPH-AM 0.8 WQEN-FMIWC)0.6 

21 WWW8-FM 0.7 WWN13-FM 0.5 WRSM-AM(C) 0.3 

22 WOEN-FM 0.6 W9MQ-AM 0.4 WARF-AMIC) 0.3 

23 NAAX -AM O. 4 M.)EN_FI,I O. 4 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mld 

1 WZZK -FM 1 AKXX-FM 

2 AKXX-FM 2 WZZK -FM 

3 VENN-FM 3 WENN-FM 

Adults 25-64 

Mon-Sun 6AM-M1d 

1 WZZK-FM 1 WZZK -FM 

2 AKXX-FM 2 WKXX-FM 

3 WENN-FM 3 WSGN-AM 
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Boston 
METRO RANK 

Spring '81 Market Overview 

Boston's second Quarterly Measurement 
sweep went pretty much without a hitch, as the 

overall in-tab was almost identical to that for the 
winter survey. Success stories would have to in-

clude WCOZ, WROR, and WXKS-FM. 

WCOZ, with John Sebastian consulting, con-

tinued its overall dominance of the market with a 
stable showing. The station had almost a 50 share 

of teens, and as you can see from the audience 

composition graph below, WCOZ also showed 

balanced 18-24 appeal. The station did much TV 
advertising this sweep, as well as distributing 

numerous T-shirts and bumper stickers. In addi-

tion, WCOZ sent three couples to a Pink Floyd 

concert in London as part of an on-air promotion. 

WXKS-FM earned its best book ever this spr-

ing. 100% of the station's ad budget went into 

TV, a heavier emphasis on TV in this sweep than 

for previous efforts. However, the station's total 

ad outlay was less than before. On-air the station 

brought in a new morning man, Matt Siegel, but 

made no other programming changes. WXKS-FM 

posted one of the market's best time spent listen-

ing spans. 

RKO's WROR achieved its best book in history 

as well this time around. While the station had 

done no external advertising previously, this 

survey WROR did spend some TV dollars, ac-

counting for 99% of the station's ad budget. Part 

of the success this book may have been due to 

musical changes, which involved tightening the 

playlist and cutting back on oldies specifically. 

WEEI, WJIB, WRKO, and WXKS all showed 

positive signs this book. WEEI became the top 

station in morning drive, with a big boost among 

male tuners-in. WJIB remained the leading 

Beautiful Music station with a rebound in its male 

audience. WRKO saw signs that its repositioning 
is working, with the David Brudnoy show attrac-

ting large audiences as he switched from WHDH. 

WXKS had much success in attracting more men 
to its format. 

Audience Composition Analysis 

AGE WCOZ-FM AOR 
12-17 41 6% 
18-24 42 8% 
25-34 12 2% 
35-44. 1 7% 
45-54. 1 2% 
SS. . 0 SX 
12* TOTAL 59,600 

Mine/Day Listened, 99 
Turnover: 10.9 

AGE WIDH-AM AC 
12-17. 26% 
18-24 48X 
25-34 
35-44 
45-54 
55+ 
12+ TOTAL 45,700 

MinsfDay LUitened: 75 
Turnover: 1 4 . 4 

AGE WXKS-FM R 
12-17 14 8% 
18-24 42 3% 
25-34 22 8% 
35-44.. 7 9% 
45-54. 4 2% 
SS+ .. 7 9X 
12* TOTAL 37,800 

17 3% 
25 6% 

16 4% 
31 3% 

Mine/Day Listened. 105 
Turnover: 10.3 

AGE WEEI-AM 
12-17. 0 8% 
18-24. 1 6% 
25-34 8 8% 
35-44 10 9% 
45-54 12 0% 
55+   
12* TOTAL 37,500 

Mine/Day Listened 68 
Turnover: 1 5.9 

N 

AGE WBZ-AM AC 
12-17. 25% 
18-24. 22% 
25-34 16 5% 
35-44 
45-54 
55+ 
12+ TOTAL 35,800 

Mine/Day Listened: 57 
Turnover: 1 9.1 

... Format Reach1 

AC 

AOR 

BM 

MISC 

N 

E 
4 3 

6 
RL 

10 7 

84 

70 

ml 7 

m 1.5 
CL 
ml 4 

ml 3 
BB 
80 4 

21 8 

20 8 

18 

12 0% 
22 IX 

44 7% 

AGE WJIB-FM BM 
12-17. 0 3% 
18-24. 2 7% 
25-34 15 9% 
35-44 15 3% 
45-54 19 S% 
5S+ 46 3% 
12+ TOTAL 33,900 

65 9% Mine/Day Listened: 88 
Turnover. 12.3 

AGE WROR-FM R 
12-17. 4 2% 
18-24 35 6% 
25-34 27 5% 
35-44 21 7% 
45-54 ... 8 4% 
S5* . 2 6% 
12* TOTAL 30,900 

Mine/Day Listened 80 
Turnover 13 . 5 

AGE WBCN-FM AOR 
12-17...le 5% 
18-24 41 4% 
25-34 38 IX 
35-44 8 IX 
45-54. 1.4% 
55. . 0 5X 
12+ TOTAL 21,000 

Mine/Day Listened, 62 
Turnover. 17.4 

Share Trends 
Persons 12+ 
POP(00): 28795 

AGE 
12-17 
18-24 
25-34 
35-44 ... 5 5% 
45-54. 2 OX 
55+ . 1.0% 
12. TOTAL 19,900 

IdnueDay Listened: 57 
Turnover: 1 8.8 

AGE 
12-17 
18-24 
25-34 
35-44 14 6% 

8 5% 
SS. 12.6X 
12* TOTAL 19,900 

Mine/Day Listened: 
Turnover 1 6.6 

• 
WEEI-FM 
5% 
I7 6% 

45-54 

Mon-Sun 8AM-M1d 

Spring '80 Summer '80 Fell '80 Winter '81 Spring '81 

1 MOH-mg 11.1 efflri-.64 9.5 wiel-NA 9.8 M01-FM 11.0 *COZ-FMNO 1.1 

2 e82 -.01 9.3 *82 -.68. 8.2 ACOZ-Fm 9.1 *HAI -NA 10.3 99061-MleC)8.5 

I .9111-961 8.0 KOZ -PA 7.8 *8 -AM 7.9 682 -AM 8.4 *MS FM. 7.1 

4 vi/ 18-FM 6.4 «178-FM 6.2 4018-FM 7.4 WEEI-m. 6.5 MEI-M40.1 7.0 

94309-Fm 6.2 Wv8F-Fm 5.6 4/E11-681 7.1 .81184.6 5.3 ..ez -.46606.7 
6 4868F-FM 5.3 WEE 1 -4M 5.4 « E.-FM 4.7 efm5 -FM 5.0 vij 18 -F8.0.416. 3 

M1(5-Fm 4.4 970(5-FM 5.0 MOR-FM 4.4 6809-681 4.8 614014461189 5.8 

MOZ-F.4 4.1 MCN-F.4 4.4 .19345-Fm 4.4 wROR-FM 4.5 NE.Cm-F8.04 3.9 

9 MOR-FM 4.0 MOM-FM 4.3 6804-FM 4.2 .9111-Fm 3.7 VN8F-F911.4 3.7 

10 VM(0-461 3.6 6191(0-381 4.0 65/8F-FM 4.1 46/13F-FM 3.5 « 11-681M 3.7 

It 4,775-96. 3.5 wEE1-6.41 3.7 ea(5-46. 3.4 .8116-961 3.1 ems-AMel 3.7 

12 trEEI-FM 2.9 6135 -mi 3.6 WRICO-M. 2.7 60046-9/4 3.0 Mi003-4740e3.2 

II AMS-M1 2.8 YAKS -AM 3.3 sV5541-FM 2.4 6.980-M1 2.4 WITS-AMM 2.6 

14 mAF -Fm 2.6 *AK -FM 2.7 * 175-6M 2.4 *WE-FM 2.2 *HUE-FM..2.2 

IS MUE -FM 2.4 6591-FM 2.2 MIA-FM 2.2 6,591-FM 2.0 W5511-F6. 818.1.7 

.6 9,5591-FM 1.6 mOJE-FM 2.0 *100-m. 2.1 6C198-F« 1.8 wILD-M1 41. 1.5 

I 7 M1UE -Am I. 5 Mitli-Fm I. 5 MK 481 1.4 441113-9/4 1 . 7 948,4F -F 1. 1.4 

18 Merm-464 1.1 sv 1W-4M 3.3 *ROL -M. 7.3 your -Um 1.4 %CM -F81.191 . 4 

19 MOL -.4.61 1.0 61305-FM 1.1 MR8-F. 1.3 WeiDA-MA 1.4 61)1W-M4.01 1.3 
20 M105-F. 0.9 *160-FM 1.1 WILD-MA 1.1 614.11-4.41 1.2 6,108-461444/1.3 

21 wi DA -MI 0.9 MOL -484 0.9 *CM -9/4 1.0 .6190c- m. 1.1 6440.-46.1.14/ I . 1 

22 *188-FM 0.9 6132 4. 0.9 4805-FM 0.8 14305-FM 1.1 Mic6-FM6011.0 

23 SILO-418 0.9 miu1-691 0.8 6.010-FM 0.8 Mi.8-461 1.0 MGY-654119 0.8 

WVBF-FM R 
27 6% 
35 2% 

28 6% 

AGE WRKO-AM : AC 
12-17. 4 6% 
18-24 16 2% 
25-34 
35-44 
45-54 
5S. 
12. TOTAL 17,300 

Mine/Day Listened. 44 
Turnover: 24.5 

23 7% 
24 3% 

9 8% 
21 4% 

AOR AGE WITS-AM T 
12-17. 29% 
18-24. 1.4% 

45 2% 25-34.. 7.9% 
35-44 15.8% 
45-54 19.4% 
55+ 
12. TOTAL 13,900 

65 Mins/Da.:, Listened: 65 
Turnover, 1 6.7 

AGE WXKS-AM 
12-17, 00% 
18-24. 2 5% 
25-34. 1 5% 
35-44 11 2% 
45-54 31 
55+ 
12+ TOTAL 19,700 

Mine/Day Listened. 1 39 
Turnover: 7 . 8 

52 5% 

E AGE WHUE-FM : BM 
12-17. 0.0% 
18-24.. 6.0% 
25-34 ... 7.7% 
35-44 13 7% 

0% 45-54 17.9% 
53 8% 55+ 

12+ TOTAL 11,700 

Mine/Day LIstened. 60 
Turnover: 17.9 

54 7% 

24 .80(.6-Mi 0.8 MO/(mM 0.8 KAP-MI 0.7 wE5x-AM 0.8 6CM-m..1 0.7 

25 9453-6.4 0.8 ME:81-.98. 0.7 wE56-46. 0.6 AB -F M 0.7 MI -Fme. 0.7 
26 WEGY-Fs. 0.7 .90194-481 0.7 .614)E-M 0.6 MAI-M4 0.6 «ZE-Mq0.10.6 

27 681 -FM 0.6 M85-4. 0.7 «Elf -AM 0.6 MCCM -AM 0.6 W5NY-46110 0.6 

28 «04-4.1.1 0.6 .VPLM-FM 0.6 6(0V-FM 0.6 MCA5 - AM 0.6 .815X-M1.6010.6 

29 6045-FM 0.5 ei)DAM4 0.6 .1132 -FM 0.5 0.18.-FM 0.6 9/5125-F91.1.810.5 

30 tVLLM-AM 0.4 6,E2E-.4m 0.5 995195-FM 0.4 6CGV-Fm 0.5 6C,41, 404160/0.5 

31 KM-68. 0.4 WE5X-M 0.4 61).....-AM 0.4 MTIE-M1 0.5 mYm-F141.1 0.4 

32 *565-4M 0.4 MAP-MI 0.4 Muni 48. 0.3 mem-MI 0.4 5919.91-FM.1110. 4 

33 SUE-64 0.4 *565-FM 0.4 MOI-MI 0.3 ViLiel-M1 0.3 WPI.M-M. 

ML.4-m. 0.1 VAAR -AM 0.3 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WCOZ 

2 WI3CN-FM 

3 WXK S-FM 

1 WXKS-FM 

2 NCOZ-FM 

3 WROR-FM 

Adults 26-54 

Mon-Sun 8AM-Mld 

1 WI-OH-AM 1 WI-DH-AM 

2 WJ I B-FM 2 WROR-FM 

3 WBZ -AM 3 WBZ -AM 
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Spring ' 81 Market Overview 
This was a "beautiful" book for WJYE, the Buf-

falo Beautiful Music station that jumped to the top 

of the standings this survey. The McCormick pro-

perty recorded enough gains among men to 

become the top male 25-54 entity, as well as se-

cond in women 25-54. 
The other double-digit share was registered by 

former market leader WBEN. It was a very stable 

3L1  
adult book for the station, but there was slippage 

among its small teen audience. WBEN topped 
women in both the 18-34 and 25-54 categories, 

and was second to WJYE among men 25-54. 

At the younger end of the audience spectrum, 

there were two notable stories. WGRO and 

WPHD both moved up with their respective AOR 

and CHR formats, apparently logging their best 

shares ever. 

WGRQ held the lead among men 18-34, and 

the station ran up its 12+ score with a big boost 

in teens. WGRQ now has virtually a 33 share of 

teens in the Buffalo area. 

WPHD scored well among young adults, with a 
format that enabled the station to rank second 

both in men and women 18-34. WPHD made its 

biggest gains in morning drive. 

Audience Composition Analysis 

AGE WJYE-FM BM 
12-17. 0 8% 
18-24 . 4 IX 

25-34...10 2% 
35-44 15 8% 

45-54 20 3X 

55* 48 OX 

12+ TOTAL 28,800 
M insiDay Listened 107 

Turnover 1 0. 1 

AGE WBEN-AM AC 
12-17. 09% 

18-24 5 2% 

25-34 I 1 3% 

35-44 9 6% 

45-54 26 IX 

55+ 47 OX 

12+ TOTAL 23,000 

Mina/Day Listened 82 
Turnover 13. 2 

AGE WKBW-AM R 
12-17 15 IX 

18-24 20 5% 

25-34 23 5% 

35-44 18 7% 
45-54 9 8% 

55+ 12 7% 

12+ TOTAL 16,600 

Mine/Day Listened 5 7 
Turnover 1 9.0 

AGE 

12-17 

18-24 
25-34 13 7% 

35-44. 3 1% 
45-54. 0 OX 

55+ . 08% 

I 2* TOTAL 13,100 

Mine/Day Listened 89 
Turnover 1 2.1 

AGE 

12-17 

I 8-24 

25-34 

35-44 
45-54 4 IX 

55+ « 50% 
12+ TOTAL 12,100 

Mine/Day Listened. 5 7 
Turnover 19.0 

WGRQ-FM AOR 
42 0% 

40 5% 

WBEN-FM 
21 5% 
28 9X 

27 3% 

13 2% 

.__ Format Reach1 

AC 

BM 

MISC 

AOR 

O 

9 0 

8 1 

72 

40 

16 4 

23 - 

28 8 

f 

AGE WGR-AM : AC AGE WWOL-AM : C AGE 
12-17 6 7X 12-17. 33% I 2-17 . 

18-24 6 7% 18-24 . 5 OX I 8-24 
25-34 27 5% 25-34 16 1% 25-34 
35-44 22 5% 35-44 33 3% 35-44 

45-54 12 5% 45-54 23 3% 45-54. 0 

SS* 24 2% 5S+ 18 3% 

12+ TOTAL 12,000 12+ TOTAL 8,000 

Mine/Day Listened 49 Mine/Day Listened 96 
Turnover 22. 2 Turnover 11 . 3 

AGE 

12-17 

18-24 

25-34 
35-44 I 1 

45-54. 0.0% 

55* . 0.0% 
12+ TOTAL 10.900 

Mine/Day Listened 81 
Turnover 1 3. 3 

WPHD-FM : R 
8 3% 

37 6% 

AGE 
12-17 
18-24 

25-34 

35-44 

45-54 ... 1 1 2% 

....15.0X 
12* TOTAL 10,700 

Mine/Day Listened 1 23 
Turnover. 8.8 

9% 
42 2% 

WBLK-FM B 
21 5% 

22 4% 
18 7% 

11 2% 

AGE WYRK-FM : AC 
12-17 . 00% 

18-24 9 1% 

25-34 

35-44 
45-54 

SS. 
12* TOTAL 4,400 

Mine/Day Listened 67 
Turnover 1 6.1 

13 6% 
22 7% 

34 IX 

20 5% 

AGE WFXZ-FM AC 
12-17.1a 8% 

18-24 29.7% 

25-34 27 OX 

35-44 32 4% 
45-54. 0 OX 

SS+ . 0 OX 
12+ TOTAL 3,700 

Mine/Day Listened . 49 
Turnover. 22 . 1 

Share Trends   
Persons 12+ 
POP(00): 10309 

Spring ' 80 Fall ' 80 Spring '81 

Mon-Sun 6AM-Mid 

1 WJ YE-FM 13.3 WB EN-AM 14.3 WJ YE -FM(BM) 15 . 5 

2 WBEN-AM 12.2 WJ YE-FM 14.0 W3EN-AM(AO) 13.4 

3 WKBW-AM 9.2 MUM-AM 10.1 WKBW-AMIM 9.7 

4 WBEN -FM 9.1 WGR -AM 9.5 WGRQ-FM(A) 7.6 

5 WGR -AM 9.0 M3 EN-FM 7.8 WBEN.-FM(R) 7.1 

6 WGRQ-FM 6.7 WGRQ-FM 6.0 WGR -ANI (AC) 7. 0 

7 WB LK -FM 5.4 WB L K-F M 5.9 WPIiD -F MO» 6.4 

8 WPHD -FM 5.0 WPHD-FM 4.1 WBLK-FM(B) 6.2 
9 WADV -FM 5.0 WADV-FM 3.5 )1MOL -AM (0) 3.5 

10 WWC1 -AM 2.5 WWOL -AM 2.8 WYRK -F (AC) 2 . 
11 NYSL -AM 2.2 WYSL-AM 2.6 exz-FM(AC) 2. 2 

12 WUFO-AM 1.9 WACJ -FM 1.8 WACJ -FM(0) 1.7 

13 WWCR -FM 1.8 WF XZ -FM 1.6 WECK -AM (AC) 1 . 6 
14 e xz -FM 1.4 WZIR-FM 1.3 WYSL-AMIAC11.4 

15 WXRL -AM 1.2 WUFO-AM 1.2 vVDCX-FM(RL) 1.1 

WACJ-FM 
3 4% 

20 7% 

OX 

55+ . 00% 

12+ TOTAL 2,900 

Mine/Day Listened 52 
Turnover 20.6 

o 

24 I% 
51 7% 

AGE WECK-AM AC 
12-17. 0 0% 

18-24. 00% 

25-34. 0 0% 

35-44 29.6% 
45-54 1 I 1% 

SS, 
I2-F TOTAL 2,700 

Mine/Day Listened 68 
Turnover 1 6.0 

59 3% 

AGE WYSL-AM : AC 
12-17 .. 8 3% 

18-24 .. 8 3% 
25-34 29.2% 

35-44. 4 2% 

45-54 83% 
SS+ 41 7% 

12+ TOTAL 2,400 

Mine/Day Listened 44 
Turnover 24.8 

16 WEC K -AM 0.9 WJ J L -AM 

17 C I LQ -FM 0.6 WDCX -FM 

18 WI-L D -AM 0.6 WXRL -AM 

19 WI-L D -FM O. 5 WLVL -AM 
20 CHRE-FM 0.5 WFILD-AM 

21 COL -AM 0.4 OiLM -F M 

22 WJ JL -AM 0.4 CILQ-FM 

23 CHUM-FM 0.4 

24 W3 I V -FM 0.4 

1.1 WUFO-A61(3) 1.0 

1.0 CHRE -FM(BM) O. 9 

0.9 WJ JL -AM (AC) 0.6 

0.7 CHLM-FMIM 0.5 
0.6 WZ I R-FM(R) 0.5 

0.5 WIXRL -AM(0) 0.5 

0.3 MLO-AMIN) 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 VtGRQ-FM 1 WBEN-FM 
2 WPHD-FM 2 WPHD-FM 

3 WKE4,V-AM 3 INKBW-AM 

Adults 25-64 

Mon-Sun 6AM-Mld 

1 WJ YE-FM 1 wj3E¡•_ArA 

2 WB EN-AM 2 Wi YE-FM 
3 WKBW-ANI 3 w'KBW-AM 
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Spring ' 81 Market Overview 

What a difference a year makes! Last spring Ar-

bitron implemented Quarterly Measurement for 

the first time, and 12+ in-tab was an unusually 

high 4859. As the subsequent QM sweeps have 

been implemented, Arbitron has reduced the in-

tab so that this spring the 12+ usable figure was 

3217, a reduction of one-third. As you might im-

agine, this 33% loss of in-tab has an effect on the 

estimates you see, so please keep in mind the 

reduced reliability of the Spring '81 data versus 

the Spring '80 numbers. For example, males 

18-24 returned 321 diaries in the Spring '80 

survey compared to 205 this sweep. Cume 

values rise when this type of sample decrease is 

seen, leading to less stable audience estimates. 

By the way, when reviewing the spring data for 

Chicago, be sure you are looking at the revised 

report, not the original version. Arbitron mishandl-

ed sign-on/sign-off data for WJPC and thus had to 

correct estimates for that station, affecting to a 

small degree shares for others as well. 

Several stories are worth highlighting this 

survey. WBBM's all-News approach scored its 

highest share in recent years, possibly ever. 

WLS-AM & FM had a healthy rise, due in large 

part to increased vigor shown by the FM. Part of 

the reason for the boost may have been due to an 

increased ad budget, with 80% on TV and the 

balance in the newspaper. An $80,000 house 

was given away also. This was Steve Dahl's first 

full sweep on the FM, too. 

NBC's WKOX showed growth, especially in the 

12-24 demos. The station changed its identifica-

tion emphasis from calls to "0101" and used a 

massive TV campaign to drive the new logo home. 

Finally, doubling its overall share since last spring 

was WJPC. No outside advertising was done by 

the Black station, but a "gas-sale" ( 50(t/gallon) 

was held as a station promotion. 

Audience Composition Analysis 

AGE WGN-AM T 
12-17. 1 0% 

18-24m i. 8% 

25-34 9.7% 

18.8% 

20.7% 

35-44 

45-54 

55+ 

12. TOTAL 96,000 

Mine/Day Listened . 82 
Turnover: 13.1 

48 0% 

AGE WBBM-AM N 
12-17. 1.2% 

18-24. 3.2% 

25-34 11 5% 

35-44 15.0X 

45-54...11 8% 

55+ 

12+ TOTAL 72,200 

Mine/Day Listened • 64 
Turnover. 16.9 

57.3% 

AGE WMAO-AM : C 
12-17 4.1% 

18-24. 2.7% 

25-34 19.4% 

35-44 19.6% 

45-54 23.3% 

55+ 30.9X 

12+ TOTAL 51,500 

Mine/Day Listened . 64 
Turnover 17.0 

AGE WLS-AM R 
12-17 25.9% 

16-24 20 2% 

25-34 26.7% 

35-44 14.0X 

45-54.« 7.6% 

SS' 5.6% 

12. TOTAL 49,900 

Mine/Day Listened 46 

AGE WLOO-FM BM Turnover 23 . 4 
12-17. 0.9% 

18-24 3.9% 

25-34 mu. 8.5% 

35-44 20.2% 

45-54 19.6% 

SS+ 47 0% 

12. TOTAL 67,300 

Mine/Day Listened 94 
Turnover 11 .5 

1 ... Format Reach 

BM 

mannimi 9 3 

MISC 

AOR 

N 

CL 

24 

E 

S 

9 

110 s 

81 

79 

72 

13 0 

' 3 

AGE 

12-17 

18-24 

25-34 

35-44. 1.6% 

45-54. 09% 

55. e 0.7% 

12+ TOTAL 43,000 

Mine/Day Listened 57 
Turnover 19.0 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 5 1X 

S5. . 1.9% 

12+ TOTAL 41,200 

WLS-FM : R 
27.9% 

39.3% 

29.5% 

WGCI-FM B 
18.4% 

29.9% 

28.9% 

15.8% 

Mine/Day Listened 79 
Turnover 13 .7 

AGE WIND-AM 
12-17, 0.3% 

18-24m 3.1% 

25-34... 9.2% 

35-44.. 7.6% 

45-54 11 0% 

55+   

12+ TOTAL 38,200 

Mins/Day Listened 

Turnover 1 3. 8 

68.8% 

AGE WKOX-FM 
1 12-17 2 4% 

18-24 33,5% 

2 25-34 7.6X 

35-44 8.6% 

1 45-54 2.7% 

55+ 5.1% 

12+ TOTAL 37,000 

Mins!Day Listened 61 
Turnover 17.6 

AC ABE WLAK-FM : BM 
12-17. 0.9% 

18-24. 1.8% 

25-34 10,9% 

35-44 11.8% 

45-S4 21.1% 

SS+ 53 5% 

12. TOTAL 33,100 

Mine/Day Listened. 72 
Turnover 15.1 

AGE WMET-FM ,AOR AGE WJEZ-FM . C 
12-17 30.5% 12-17m 2.2% 

18-24 50.1% 18-24 16.SX 

25-34 16 2% 25-34 17.8X 

35-44. 1 1% 35-44 27.3% 

45-54. 1 7% 45-54 23.5% 

SS+ . 0.3% 55. 12.7% 

12+ TOTAL 35,100 12+ TOTAL 31.500 

Mine/Day Listened. 76 
Turnover 14.3 

Mine/Day Listened 60 
Turnover . 1 8.1 

AGE WCLR-FM 
12-17 5.7% 

18-24 19.6X 

25-34 

35-44 18 2% 

45-54 11.6% 

55+ 5.1% 

12+ TOTAL 33,800 

78 Mine/Day Listened 57 

Turnover 19.0 

Share Trends 
Persons 12 -1-

POP ( 00 ) : 62863 

Mon-Sun 8AM-Mid 

Spring ' 80 Summer ' 80 Fall '80 Winter ' 81 Spring ' 81 

&Iv AM 10.9 .51,1 -AM I 2.0 Ml39 AM 9.7 9.01 Ah1 10.5 ON -AM01 9.6 

WLCO-FM 6.7 *0W4 -. M 6.6 *1139 -FM 6.9 WIC° FM 6.9 MINN MIMI 7. 2 

*88M-AM 6.5 *1W-FM 6.0 41L.0 1 FM 6.0 MEIBM-/A4 6.1 WL(X)-FM.416. 7 

943 -AM 6.4 WL5 -AM 5.7 1.80,1-0.51 5.8 *LS -AM 5.3 WVAQ-AMR) 5.1 

9444/2-481 4.9 *1099 -FM 5.0 «LS -AM 5.7 11.460-AM S. WLS -MOM 5.0 

«LAS -FM 4.6 SLIP-FM 4.7 MAW-AM 4.9 MGC1-FM 4.9 WLS - FM1111 4.3 

W114)- AM 4.6 .41414)-AM 4.7 W1 ,13- AM 4.6 «19K-FM 4.4 MC.C1-F5101 4.1 

WLUP-FM 4.0 14.CI-FM 4.1 *L&5 .FM 4.6 9/.01- FM 4.0 WIM)-4/4(11 3.8 

WGC1-FM 3.5 1,111:1-M5 4.1 WLUP-FM 3.8 *LS -FM 3.5 MU< FM44013 7 

*BMX -F M 3.4 SOMA-FM 3.6 MIL T - FM 3.5 WL LIP -F M 3.4 AMET -F 3.5 

MFYR-FM 3.3 41914- FM 3.4 édjit FM 3.3 AFYR-FM 3.3 MCLR-FM14013.3 

.1400-FM 3.2 9.1.41T- FM 3.2 «LIS-FM 1.3 W1M3-414 3.2 *LM-FMIMM3.3 

«)El-FM 1.1 NCLR-FM 3.1 *1409 FM 3.2 MCLR-FM 3.2 W1E1-F910/ 3.1 

WEFM-FM 2.8 M(..1X-FM 2.9 91014 FM 3.1 M13810-FM 3.1 «tor -F1.1141 3.1 
MCLR-FM 2.8 413014-FM 1.4 M13619-FM 2.9 *0/0-Fm 3.0 WJPC-4.51811 3.1 
04.5 -FM 2.1 hit/-FM 2.3 ME1414.4 2.7 WJP1-49 2.6 44417-4.51184411.0 

95138M-FM 2.3 W15 -FM 2.2 180M-FM 2.5 AWN-FM 1.6 MIFYR-F9t1412.8 

WAIT-AM 2.2 WAIT-AM 2.0 9/PL-AM 2.1 WJEZ-FM 2.5 11361X-FMS 2.6 
*MET-FM 2.1 W4U99-461 1.9 MIFMT-FM 1.8 MFM7-FM 1.9 MISM-FM,AC12.4 

9f,111-F M 2.0 Wj PC-AM 1.9 «x41 -1.4 1.7 AA I 1-4M 1.9 *FAIT-FM(0U 1 . 9 

,Nt...119-4.61 1.9 Mt-FM-FM 1.8 MVON-AM 1.6 ON(X9491 1.7 mCT 1.-A/414011.8 
WI PC-AM 1.6 MfMT-FM 1.6 94411-AM 1.3 AOJO-FM 1.3 WEFM-F54110 1.6 

90010-fM 1.6 W010-FM 1.4 *Ls -FM 1.2 ',ART-FM 1.3 AVON-AM111 1.5 

/ART-FM 1.5 W•81,1- FM 1.3 *030-FM 1.1 W/90-40 1.1 WART-F.40U 1.3 

AC AGE WLL1P-FM : AOR 
12-17 31 6% 

18-24 43.8% 

39.9% 25-34 21.7% 

35-44 • 1.9X 

45-54. 1.0% 

S5+ 0.0% 

12. TOTAL 31,300 

Mine/Day Listened 52 
Turnover 20.9 

N 
25 9411)-AM 1.3 WHO-AM 1.0 WjIll-Ahl 1.1 KFL-AM 1.1 WI JD-Mde 0.9 

16 *011-4M 0.5 OYEN-FM 0.8 M(RS AM 0.9 dIEFM-FM 1.1 9.030-FMiM 0.9 

27 WYEN-FM 0.5 WCFL-1/4 0.5 WAGS-FM 0.8 WN113-FM 0.6 WAIN-FMIAC10.8 
28 *NIB-FM 0.1 0/19113-FM 0.5 *(FL-AM 0.7 WAFM-FM 0.6 4/X19-19(.1 0.5 

19 MOPA-AM 0.1 MUl'A-AM 0.5 WOPA-AM 0.5 «SIN-FM 0. 3 9/1,110 -FAIMU O. 5 
30 *301-4/4 0.4 *C14W-AM 0.4 9f4F94-1.1 0.5 WK,8-4/41"0 0.5 

31 Wiflil-AM 0.4 WXFM-FM OA *JUB-AM 0.5 

32 MI5FM-FM 0.3 

13 WAL1R-FM 0.3 

34 WIKA-11.1 0.3 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 
Adults 25-54 

Mon-Sun 8AM-Mid 

1 WLS -FM 1 WFYR-FM 1 WGN -AM 1 'WGN -AM 

2 M1ET-FM 2 WKQX-FM 2 M3BM -AM 2 WLCO-FM 

3 WUJP-FM 3 WLS -AM 3 NMAQ-AM 3 NMAQ -AM 
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Spring '81 Market Overview 
"Warm" and "red" are the adjectives that give 

observers a clue to some of the successful sta-

tions in Cincinnati this spring. WRRM, formerly 
WLIGA, debuted its Adult Contemporary format 

and new calls with an impressive showing, while 
the Cincinnati Reds broadcasts lent a helping 

hand to the WLW ratings this sweep. 
WLW has perennially been the leading station in 

this metro during the spring surveys, thanks in 

large part to the Reds. The station's spring 12+ 

share is usually about six shares higher than the 

subsequent fall reading. Although the station hit 

double digits this spring, it's the lowest overall 

1 METRO RANK goF 

share for WLW in years, perhaps ever. Musically 

the station was in transition, as PD George 

Cooper sought to introduce new 

music - somewhat harder, plus a Country mix 

too - to the playlist. 
WRRM changed from its previous Beautiful 

Music format (WLOA) and successfully debuted a 

sound that garnered a strong 18-44 audience 

mix. As a result WRRM ("Warm") was able to rank 

highly among women 18-34 and 25-54. Middays 
and afternoon drive appeared to be the station's 

strongest dayparts. Advertising for the new calls 

and format consisted of a multimedia effort involv-

ing TV primarily, with billboards and bus benches 

as backup. This contrasts with the previous 

sweep when there was no ad budget. On-air there 

was very little promotion, but Mark Tipton, who'd 

been at WSAI for years, was added as morning 

man. 

WEBN and WWEZ posted successful show-

ings. WEBN is the AOR leader, and a new client of 

John Sebastian. The station rebounded to almost 

the level of its book last spring, but with increased 
numbers among young men and teens, where 

WEBN tied WKRO for the lead with more than a 

27 share. VVWEZ, the Beautiful Music pacesetter, 

ranked highly among 25-54 adults again. 

Audience Composition Analysis 

AGE WLW-AM : AC 
12-17. 1 8% 

18-24. 2 2% 

25-34 18 S% 

35-44 10 9% 

45-54 17 9% 

SS+ 

12* TOTAL 18,400 

Mine/Day Listened 59 
Turnover 1 8.4 

48 9% 

AGE WWEZ-FM BM 
12-17, 06% 

18-24. 30% 

25-34 9 8% 

35-44 15 9X 

45-54 21 3% 

55+ 49 4% 

12. TOTAL 16,400 

Mine/Day Listened 96 
Turnover 11 . 3 

AGE WKRO-FM : R 
12-17 28 0% 

16-24 34 2% 

25-34 24 2% 

35-44 10 6% 

45-54. 2 SX 

55* . 0 6X 

12+ TOTAL 18,100 

Mine/Day Listened 63 
Turnover 1 7.2 

Format Reach 

17 4 

13 1 

MISC 
99 

AOR 
97 

BM 
7 2 

6 4 

• 1 1 

35 2 

AGE 

12-17 

16-24 

25-34 

35-44. 0 6% 

45-54. I 9% 

55. • 1 2% 

12. TOTAL 18,100 

MineDay Listened 82 
Turnover 13.2 

WEBN-FM AOR 
28 0% 

41 6% 

26 7% 

AGE WKRC-AM AC 
12-17. 26% 

18-24». 6 4% 

25-34 37 OX 

35-44 14 9X 

1 45-54 1 7X 

55+ 25 3% 

12. TOTAL 15,400 

Mine/Day Listened 62 
Turnover 1 7.3 

413E WCKY-AM 
12-17 . 00% 
18-24. 2 3% 

25-34 .• 4 5% 

35-44 I I 4% 

45-54 19 7% 

56.   
12. TOTAL 13,200 

Mine/Day Listened 92 
Turnover 11 .7 Turnover 1 2. 8 

AC AGE 

12-17 . 

18-24 

25-34 

35-44 

45-54 

82 IX 55* 
12. TOTAL 

WUBE-FM 
2 9% 

18 6X 

17 I% 

17 1% 

25 7% 

18 6% 

7,000 

Mine/Day Listened 85 

AGE 

12-17. 2 5% 

18-24 33 9% 

25-34 28 8X 

35-44 25 4% 

45-54. 5.1% 

55. . 42X 

12+ TOTAL 11,800 

Mine/Day Listened 87 
Turnover 12. 4 

AGE WCIN-AM 
12-17 18 6% 

18-24 34 OX 

25-34 21 8% 

35-44 10 3X 

45-54 9 3% 

55+ .. 62% 

12* TOTAL 9,700 

Mine/Day Listened 104 
Turnover 10.4 

f 

WRRM-FM AC AGE C 
12-17. 0 0% 

18-24 4 2% 

25-34 14 6% 

35-44 37 5% 

45-54 18 8% 

55+ 25 OX 

12+ TOTAL 4,600 

Mine/Day Listened 55 
Turnover 18.7 

Share Trends   
Persons 12+ 
POP( 00 ): 11261 

Mon-Sun 8AM-Mld 

Spring '80 Fall '80 Spring ' 81 

1 WLW -AM 14.5 WKRQ-FM 10.5 WLW -AM(AC)14.5 

2 WKRQ-FM 10.7 WKRC-AM 10.4 WKRO-FM11M 10.7 

3 WEBN-FM 9.7 WWEZ-FM 9.7 WEBN-FM IM 9.7 

4 HKRC-AN 8.0 WEBN-FM 8.6 V.KRC-N4HAC) 8.0 

5 WCKY-AM 8.0 WLW -AM 8.5 WCKY-NAHAC1 8.0 

6 WWEZ-FM 6.3 WCKY-AM 6.4 WWEZ-FM1Ben 6.3 

7 WUBE-FM 5.8 WUBE-FM 5.7 WUBE-FMHC) 5.8 

8 WSAI-FM 5.5 WCIN-AM 4.6 WSAI-FM1e/ 5.5 

9 WC IN -AM 4.3 WYYS -FM 4.1 WC IN-AM (11) 4.3 
10 WSA1-AM 3.9 WSAI-FM 3.4 WSAI-AMIC) 3.9 

11 WRRM-FM 3.1 WRRM-FM 3.4 WRRM-FM1AC1 3.1 

12 WSKS-FM 2.4 WSKS-FM 3.0 WSKS-Fm (RI 2.4 

13 NUBE-AM 1.7 WSAI-AM 2.6 WUBE-AM1C/ 1.7 

AGE 

12-17 

18-24 

25-34 

35-44 7 0% 

45-54 . 2 3% 

55. . 47X 

12. TOTAL 4,300 

Mine/Day Listened 43 
Turnover 25.3 

WSKS-FM R 
20 9% 

25 6% 

39 5% 

AGE WYYS-FM R 
12-17 28 6% 

18-24 26 2% 

25-34 28 6X 

35-44 II 9% 

45-54 . 4 8% 

55. . 00% 

12* TOTAL 4,200 
Mina/Day Listened 37 
Turnover 29.4 

AGE 

12-17 

18-24 

25-34 24.3X 

35-44. 2 7% 

45-54. 0.0% 

55. . 2.7% 

12. TOTAL 3,700 

MineDay Listened 77 
Turnover 14.0 

WBLZ-FM 
24 3% 

45 g% 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 8 8% 

55. ... 11 8% 

12* TOTAL 3,400 

Mine/Day Listened 54 
Turnover 20.1 

WSAI-FM 
14 7% 

11 8% 

17 8% 

35 3% 

14 WLW-FM 1.6 WNOP-AM 2.3 WLW-FM )Ac) 1.6 

15 WBLZ-FM 1.2 WUBE -AM 1.7 wBLZ-Fm (B) 1.2 

16 NNOP-AM 1.1 WHIO-FM 1.0 WI\OP-AMHe 1.1 

17 WDAO-FM 0.9 WLYK-FM 0.9 WDAO-FMO» 0.9 

18 WONE-AM 0.5 *DAO-FM 0.7 WCNE-AlMe 0.5 

19 WLYK-FM 0.5 WZIP-AM 0.6 wLYK-FmOuffi 0.5 

20 WHIO-Fm 0.4 wHKK-FM 0.4 wHIO-FmamM 0.4 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 wEBN-FM 1 WKRQ-FM 

2 OKRQ -FM 2 WRRM-FM 

3 wi< RC -AM 3 wK RC-AM 

Adults 25-64 

Mon-Sun 6AM-Mid 

1 WLW -AM 1 %MC RC -MA 

2 1M<RC -AM 2 14MIE Z -F M 
3 WWEZ -FM 3 WRRM-FM 



Cleveland 

Spring '81 Market Overview 

This survey was the second Quarterly Measure-

ment sweep in the Cleveland area. The numbers 

were probably slightly more reliable than those for 
the Spring '80 sweep, owing to increased in-tab 

(1623 vs. 1308) as well as the longer sweep 

itself. Using the hard-to-obtain 18-24 male cell as 

an example, there were 101 in-tab diaries this 

sweep, while just 76 were usable last spring. 
The additional 18-24 in-tab provided a stable 

audience base for the market's leading station, 

AOR fixture WMMS. In addition to another strong 

1 METRO RANK Lg 

score by the Buzzard, other stations that scored 

well this time around were WHK and WWWE. 

Also, the Beautiful Music battle between WOAL 

and WDOK continued to rage, with a slight edge 

for WDOK. 

WHK rebounded from a dip in the winter 

numbers to surpass last spring's score, achieving 

the highest time spent listening level in the market 

and using it to great advantage. Advertising for the 

Country leader consisted of TV (80% of budget) 

and newspaper, with direct mail promotions also 
tied in. 250,000 "Money Tickets" were sent to 

listeners to encourage drive-time listening. In ad-

dition, there were two airshift changes, affecting 

midday and PM drive. All of this led to WHK earn-

ing the number two spot among women 25-54 

this sweep. 

VVWWE came under new management and 

showed signs of renewed vigor this survey. The 

station developed a healthy 25-44 core, showing 

a big increase at night when it carries Indians 

baseball. Cleveland will be getting its first summer 
book this year, and it will be worthwhile to see 

what impact the baseball strike has on VVWWE's 
numbers. 

Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 25 8X 

35-44 . 1 9% 

45-54. 1 9% 

55. . 2 6% 

12. TOTAL 26,700 

lens/Day LUMened 85 
Turnover 12.7 

AGE WDOK-FM BM 
12-17. 1 4% 

18-24 6 0% 

25-34 .. 6. OX 

35-44 15 3% 

45-54 18 . 6% 

55. 

12. TOTAL 21,500 

Mine/Day Listened: 86 

Turnover: 1 2 . 6 

526% 

AGE WOAL -FM ,BM 
12-17. 0 5% 

18-24 . 3.4% 

25-34... 99X 

35-44 20 7% 

45 -54.mmmmmm25 8% 

55. 39 0% 

12. TOTAL 20,300 

Mine/Day Listened: 91 
Turnover: 1 1 . 9 

Format Reach 

BM 

AC 

AOR 

MISC 

N 

CL 

2 

RL 

"1 1 

E 
.0 8 

O 

'e 4 

89 

67 

61 

11 0 

17 5 

16 1 

14 8 

14 4 

WMMS-FM AOR AGE WHK-AM C 
le 5% 12-17. 1 OX 

51 3% 18-24. 05% 

25-34 14 

35-44 

45-54 

55. 

12. TOTAL 19,500 

Mine/Day Listened. 105 
Turnover 10.3 

9% 

16 9% 

21 0% 

45 6% 

AGE WZZP-FM R 
12-17 .. 8 4% 

18-24 29 9% 

25-34 40 8% 

35-44 12 I% 

45-54 8 3% 

SS. . 2 S% 

12. TOTAL 15,700 

Mine/Day Listened. 74 
Turnover 14 .5 

AGE WERE-AM : N 
AGE WGCL-FM R 12-17. 0 OX 

12-17 30 0% 18-24. 0 0% 

18-24 31 3% 25-34 9 7% 

25-34 26 3% 35-44 11 6% 

35-44.. 69% 45-54 19 4% 

45-54.. 5 6% 55. 

12+ TOTAL 15,500 55. 00% 

12+ TOTAL 16,000 

Mine/Day Listened 59 
Turnover 1 8.3 

Mine/Day Listened 73 
Turnover 14.9 

59 4% 

AGE WWWE-AM AC 
12-17. 3 4% 

18-24 7 6% 

25-34 24 I% 

35-44 22.8% 

45-S4 10 3% 

55. 31 7% 

12. TOTAL 14,500 

Mine/Day Listened . 57 
Turnover, 1 8.9 

eShare Trends 
Persons 12+ 
POP(00): 15709 

AGE WEAR-AM , AC 
12-17 4 6% 

18-24 6 1 X 

25-34 38 2% 

35-44 16 8% 

45-54 13 7% 

55+ 20 6% 

12+ TOTAL 13,100 

Mine/Day Listened 63 

Turnover 17.2 

AGE WLYT-FM R 
12-17 43 5% 

18-24 33 7% 

25-34 IS 2% 

35-44. 3 3% 

45-54. 1 1% 

55. . 3 3% 

12. TOTAL 9,200 

IL Lns/Day Listened 

Turnover: 13 .9 

AGE WKSW-FM C 
12-17 . 34% 

18-24 13 8% 

25-34 24 1% 

35-44 17 2% 

45-54 19 5% 

55. 21 8% 

12+ TOTAL 8,700 

Mine/Day Listened 87 
Turnover: 12 . 4 

AGE WWWM-FM : ACR 
12-17 11 4% 

18-24 49 4% 

25-34 32 9% 

35-44. 1 3% 

45-54 . 3.8% 

55. . I 3X 

12. TOTAL 7,900 

51 Mine/Day Listened 44 
Turnover. 24.4 

AGE WJW-AM AC 
12-17 22% 

18-24. 1 IX 

25-34 . 2 2% 

35-44...10 9% 

45-54 17 4% 

55. 

12. TOTAL 9,200 

Mine/Day Listened 78 
Turnover 21 . 0 

Mon-Sun 8AM-Mid 

Spring '80 Fall '80 Winter '81 Spring '81 

1 MQAL -FM 

2 MOMS-FM 

3 MOOR -FM 

4 WERE-AM 
5 *111( -AM 

6 WZZ P -FM 

7 NGCL -FM 

8 MAMIE -AM 

9 'AIGAR -AM 

10 WI MI -AM 

1 I WDM117-FM 

12 INUIT-FM 

13 MK SW -FM 

14 MICLV-FM 

15 WI MO-AM 

16 MEIBG -AM 

17 IWO« -FM 

10.4 MAL-FM 9.4 YOMS-FM 10.5 YOMIS-FM(A) 10.5 

9.0 VA:OK-FM 9. I WOO K-F M 10.1 INCOK-F MOM 8.4 

8.3 YAMS-FM 8.5 KIAL -FM 9.1 WC}AL -FM 01.118.0 

7.9 MO -AM 8.5 MGCL-FM 7.3 Mil( -Am el 7.6 

7.0 WERE-AM 6.7 WZZP-FM 6.9 WGCL-FMO) 6.3 

6.0 MGCL-FM 6.6 WERE -AM 5.8 WZZP -FM 1111 6.2 

5.9 *1241-FM 5.3 WEIMT- FM 5.8 WERE -MO/ 6.1 

5.5 WZZP -FM 5.2 MK -AM 5.3 MUSE -AM (AC) 5.7 

5.3 WI W -AM 5.1 WGAR -AM 4.5 *CAR -AAIIAC) 5.1 

4.8 %GAR -AM 4.8 *8(1W-FM 3.8 WLYT -FMB» 3.6 

4.5 *8(5W -FM 3.8 YAW& -AM 3.8 VIDY -AM (AC13.6 

2.8 WWII -AM 3.2 .4) MI -AM 3.4 MK SW -FM IC) 3.4 

1.6 YAWN -F M 3.0 WLY T -F M 3.2 MO« -F M(A) 3.1 

2.4 WI MO-AM 2.7 WI MO-AM 3.2 WZAK -F MO) 2.9 

2.4 WLYT-FM 2.4 »OM -FM 3.0 *EMT- FM Mg 2.8 

2.1 MCLV-FM 2.0 35CLV-FM 2.0 WIMP-AMR)) 2.4 

2.0 M138G -AM 1.8 WABQ -AM 1.3 L V-F MICLI 2.2 

66 3% 

AGE 

12-17 

18-24 

25-34 

35-44 4. 1% 

45-54 . 2 . 7% 

55+ . 41% 

12+ TOTAL 7,400 

Mine/Day Listened 71 
Turnover. 1 5.2 

18 WABQ-AM 1.4 WABQ-AM 

19 AIM< -F M 1.0 WZAK -FM 

20 MOD-FM 0.9 MOD-FM 

21 M)BN-FM 0.7 *0814-FM 

22 3147.VL -AM 0.5 WAE Z -FM 

23 WSL R -AM 0.4 WELW -AM 

24 WJR -AM 

25 WPVL-AM 
26 WSLR-AM 

1.5 *0814-FM 

1.0 WZ AK -F M 

0.9 (60E1G-AM 

0.9 WSLR-AM 

0.9 MOD-FM 

0.5 

0.4 

0.4 

0.4 

WZAK-FM M 
31 IX 

28 4% 

29 7% 

1.3 WABQ -AM OM 

0.9 WDBN)-FM(O411.1 
0.7 wstm-AAion.) 1.1 
0.7 Mq)D-FM(A) 0.8 

0.5 MCUE -WO 0.8 
WAK R-AM (AC) 0 . 4 

)513BG-A.M10) 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WM S -F M 1 WZZ P -F M 

2 WGC L -F M 2 NAIMS-FM 

3 `4WMA1-FM 3 GCL-FM 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 1,MQAL-FM 1 WZZ P -FM 

2 WAWE-AM 2 WHK -AM 

3 Vde 5-FM 3 WDOK-FM 
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Spring '81 Market Overview 

For the second consecutive survey the number 

of usable diaries obtained by Arbltron in Colum-
bus took a drop. The in-tab this sweep was 34% 

less than last spring, a decline of over 500 

diaries. Please keep this drop - and the possible 

impact on reliability of the estimates - in mind 
when reviewing the numbers in this market. 

AOR fixture WLVO topped the metro for the 

third straight book. The station was best among 

both men and women 18-34, and maintained a 

strong teen share also, almost a 30 in that demo. 

WLVCI advertised on TV and busboards, and gave 

away gasoline to listeners. The Superstars format 

continued to work well. 

The new number two station in the market was 

WXGT. The CHA entry scored its third straight up 

book, based on an increase in teens and young 

adult females. VVXGT's teen share was almost 40, 

while the station scored third in both male and 

female 18-34 breakouts. Female gains were 
especially impressive in morning drive and at 

night. VVXGT used a more diverse ad campaign 

this time, involving TV and billboards, rather than 

just TV as in the past. 

WCOL enjoyed its best showing in recent years 

with a big jump in female numbers. The station's 

movement, particularly in middays and afternoon 

drive, allowed WCOL to score second place 

among women 25-54. 

Audience Composition Analysis 

AGE WLVO-FM AOR 
12-17 17 0% 

18-24 52 9% 

25-34 24 7% 

35-44 4 0% 

45-54 . 0 9% 

55. 04% 

12. TOTAL 22,300 

MinsiDay Listened 103 
Turnover 10.4 

AGE WXGT-FM R 
12-17 33 IX 

18-24 35 IX 

25-34 21 2X 

35-44 10 8% 

45-54. 0 0% 

55. . 0 0% 

12. TOTAL 15,100 

MinsiDay Listened 76 
Turnover 14.2 

AGE WNCI-FM R 
12-17». 79X 

18-24 33 6% 

25-34 40 OX 

35-44 12 9% 

45-54. 2 IX 

55. . 3 8% 

12. TOTAL 14,000 

Mine/Day Listened 69 
Turnover 15.7 

Format Reach 

AC 

AOR 

BM 

MISC 

6 

11 3 

11 2 

87 

56 

15 g 

24 9 

20 8 

AGE WCOL-AM 
12-17. 2 7% 

18-24.. 7 2% 

25-34. 5 4% 

35-44 11 7% 

45-54 27 

SS. 

12. TOTAL 11,100 

Mine/Day Listened 81 
Turnover 13.3 

AGE WBNS-FM 
12-17. 09% 

16-24.. 7 3% 

25-34...11 9% 

35-44 23 9% 

45-54 19 3% 

55. 36 7% 

12. TOTAL 10,900 

Mine/Day Listened 79 
Turnover 13.7 

9% 

45 0% 

AGE WTVN-AM AC 
12-17. 1 ex 
18-24 5% 

AC 25-34 25 2% 

35-44 21 4% 

45-54..10 7% 

SS+ 26 2% 

12. TOTAL 10,300 

Mins,Day Listened 57 
Turnover 19.0 

AGE WMNI-AM C 
12-17. 1 1% 

18-24. 4 3% 

BM 25-34 11 7% 

35-44 27 7% 

45-54 13 8% 

55. 41 S% 

12. TOTAL 9,400 

Mine/Day Listened 83 
Turnover 13.1 

AGE WBNS-AM AC 
12-17 . 3 4% 
18-24 15 9% 

25-34 

35-44 

45-54 

55. 

12. TOTAL 8,800 

Mine/Day Listened 51 
Turnover 21 . 3 

Share Trends 
Persons 12+ 
POP(00): 8927 

Spring ' 80 Fall ' 80 Spring '81 

Mon-Sun 8AM-Mid 

1 WLVQ-FM 12.5 WLMQ-FM 14.0 WLVQ-F IA0 5.9 

2 WNC I - FM 11.6 WTVN-AM 12.3 WXGT -F IM10 . 8 

3 W8NS-FM 10.7 WNC I - FM 11.1 WNIC I - F (M10 . 0 

4 WTVN-AM 10.0 WXGT-FM 9.1 WCOL-AMHAq7.9 

5 WXGT-FM 8.2 W8NS-FM 9.1 WBNI6-FMOUP7.8 

6 WMNI-AM 7.0 WMNI-AM 6.1 WTVN-AMIAO)7.3 

7 WCOL-AM 6.8 WBNS-AM 5.5 WMNI-AMe 6.7 

8 .BN5-AM 6.4 WCOL-AM 5.2 WEINS-AMHAq6.3 

9 AS/KO-AM 3.2 WHOK-FM 3.7 WHOK-FM(0) 4.6 

10 WVKO-FM 2.9 AS/KO-AM 3.7 WRMZ-FMAUffi3.4 

11 WI-OK-FM 2.9 WRMZ-FM 2.9 WVKO-FMCM 3.4 

12 WRMZ-FM 2.6 AS/KO-FM 2.2 WVICO-AMIM 2.2 

13 WRFD-AM 1.6 ABBY-FM 1.8 W813Y-FM() 1.6 

AGE 

12-17. 

18-24 

25-34 

35-44 

45-54 

55. 

12. TOTAL 6,500 

Mine, Day Listened 108 
Turnover 10.0 

WHOK-FM C 
4 6% 

IS 4% 

16 5% 

20 0% 

12 3% 

29 2% 

AGE WRMZ-FM BM 
12-17, 0 OX 

18-24, 00% 

25-34 22 9% 

35-44 20 8% 

45-54 16 7% 

SS. 39 6% 

12. TOTAL 4,880 

MinsiDay Listened 87 
Turnover 1 2 . 4 

AGE WVKO-AM B 
12-17 18 IX 

18-24 16 IX 

25-34 32 3% 

35-44 9 7% 

45-54 12 9% 

SS. 12 9% 

12. TOTAL 3,100 

Mine/Day L,stened 65 
Turnover 1 6.6 

AGE 

12-17. 0 OX 

18-24 22 7% 

25-34 

35-44 13 6% 

45-54... 9 IX 

55. 45% 

12+ TOTAL 2,200 

Mills/Day Listened 61 
Turnover 1 7.8 

WBBY -FM J 

50 0% 

AGE WVKO-FM ,13 AGE WLW-AM AC 
12-17 19 IX 12-17, 0 0% 

18-24 29 8% 18-24, 0 0% 

25-34 31 9% 25-34 18 8% 

35-44 .. 6 SX 35-44 31 3% 

45-54 . 43% 45-54 12 SX 

SS. .. 64% 55. 37 5X 

12. TOTAL 4,700 12. TOTAL 1,600 

Mine/Day Listened 

Turnover 14.6 

74 Mine/Day Listened 34 
Turnover 31 . 4 

14 WLW -AM 

15 W8BY-FM 

16 WNRE-FM 

17 Al-OK-AM 

18 

1.4 WHOK-AM 

1.1 WRFD-AM 

0.7 WLW -AM 

0.4 WNRE-FM 

1.5 WLW -Ami1Aq1.1 

1.0 WI-OK-AM 1AO11.1 

0.8 WNRE -F M (AC) O. 7 

0.7 WRF D -AM (AC)0.4 

WNRE -,M1IAC/0 . 1 

Demographics 

Adults 18-34 

Mon-Sun 8AM-M1d 

1 oiLvQ-FM 1 WLVQ-FM 
2 Wt•C I -FM 2 WNC I -FM 

3 WXGT -FM 3 WXGT -FM 

Adults 25-64 

Mon-Sun 8AM-Mid 

1 WLVQ-FM 1 WNC I-FM 

2 WNIC I -FM 2 WCOL -AM 

3 WTVN -AM 3 WEINS -F M 



Dallas-Pt. Worth 

Spring '81 Market Overview 
The first Quarterly Measurement survey in the 

metroplex saw KSCS maintain its lead while KVIL-

FM remained strong. KKDA-FM emerged as a 
threat with a move into third place overall. 

A look at the ethnic retrieval in this first Dallas 

area QM sweep may supply a clue in the 

emergence of KKDA-FM. Already a strong sta-

tion, it may have been helped by a dramatic in-
crease in Telephone Retrieval diaries this survey 

versus the Fall '80 effort. In the fall, 335 diaries 

came from those - blacks predominantly - who 

METRO RANK 

were TR'ed. In the spring 512 such diaries, a 
53% increase, were in-tab. In the High Density 

Black Area the comparison shows a 196-359 in-

crease. Such a boost in telephone-retrieved 

diaries may help to explain the stronger showing 

of a Black station such as KKDA-FM. Observers 
should note whether the ethnic retrieval in the 

next book is comparable, and if so should ex-

amine the KKDA-FM standings in that light. 

Besides the tremendous showing for KKDA-

FM, another success story was posted by KEGL. 

The station restaffed between the fall and spring 

books, extended its playlist to accommodate 

more album cuts, and was promotionally active. 
Among the promotions were prizes for every song 

played in a week, as well as 10 trips for two to 

Hawaii. In advertising, the station spent more than 

in previous surveys, with 60% on TV and most of 

the balance on billboards. Direct mail, magazines, 

and window stickers were also used. 

KOAX cut into the Beautiful Music lead of 

KMEZ, with its biggest improvement in morning 

drive, and higher shares in every daypart except 

evenings. 

Audience Composition Analysis 

AGE KSCS-FM 
12-17 8.9% 

18-24 .... 14.3% 

25-34 ....31.6% 

35-44 .... 23.8% 

45-54 .... 12.2% 

55. 9.2% 

12. TOTAL 37,000 

Mins/Day Listened: 86 
Turnover. 12.5 

:c 

AGE KVIL-FM R 
12-17 .. 5.8% 

18-24 25.7% 

25-34 42.5% 

35-44 19.0% 

45-54 . 3.7% 

55. . 3.4% 

12* TOTAL 32,700 

Mine/Day Listened 81 
Turnover 13 . 4 

AGE KKDA-FM B 
12-17 22.0% 

18-24 255% 

25-34 22.7% 

35-44 17.1% 

45-54 6.7X 

55. . 3.8% 

12. TOTAL 28,600 

Mitts/Day Listened 93 

Turnover 11 . 7 

( 
Format Reach 

BM 

SOR 

83 

6 7 

49 

AC 

MI5C 

RL 
m I 8 

CL 
m l 2 

.1 

m l 0 

.1 1 e 

12 3 

10 6 

96 

16 7 

25 9 

AGE WBAP-AM 
12-17 . 3.3% 

18-24 9.7% 

25-34 

35-44 

45-54 

55. 

12. TOTAL 26,900 

13.4% 

16.7% 

16 2% 

38.7% 

Mine/Day Listened 

Turnover 1 7.5 
62 

AGE KMEZ-FM BM 
12-17, 0.0X 

18-24 6.6% 

25-34 17.6% 

35-44 15 1% 

45-54 29.4% 

55. 29.4% 

12* TOTAL 24,500 

Mine/Day Listened 98 
Turnover 1 1 . 1 

AGE KRLD-AM N 
12-17, 04% 
18-24. 1 7% 

25-34 13.8% 

35-44 17.7% 

45-54 15.1% 

SS. 

12. TOTAL 23,200 

Mins/Day Listened 

Turnover 18.3 

51.3% 

AGE 

12-17 

18-24 

25-34 

35-44 . 2 . 5% 

45-54 . 2 . 0% 

5S. . 1.0% 

12. TOTAL 20,300 

59 Mine/Day Listened 

Turnover 1 8.4 

AGE KPLX-FM C 
12-17 20.4% 

18-24 26.S% 

25-34 22 3% 

35-44....17 IX 

45-54 .. 7 1% 

SS. .. 66% 

12* TOTAL 21,100 

Mins/Day Listened 

Turnover 1 3 . 0 

KEGL-FM R 
27.1% 

40.4% 

27.1% 

59 

AGE KOAX-FM BM 
12-17. 1.6% 

18-24. 2.1% 

25-34 ... 8.3% 

35-44 1 2 . 4% 

45-54 23.85 

5S. 51 8% 

12. TOTAL 19,300 

83 Mine/Day Listened 85 
Turnover 1 2. 7 

AGE KZEW-FM AOR 
12-17.... 9.6% 

18-24 42.6% 

25-34 43.3% 

35-44. 3.4% 

45-54, 0.0% 

55. . 1.0% 

12* TOTAL 20,800 

Mine/Day Listened 75 
Turnover 14.5 

AGE KNOK-FM B 
12-17 21.8% 

18-24 39.9% 

25-34 15 5% 

35-44 ... 7.3X 

45-54 8.3% 

55. .. 7.3% 

12* TOTAL 19,300 

Mine/Day Listened 98 
Turnover 11 . 0 

AGE 

12-17 

18-24 

25-34 

35-44. 2.1% 

45-54. 0.0% 

SS. . e.ex 
12. TOTAL 19,100 

Mine/Day Listened 

Turnover 1 6.7 

KTX0-FM ' AOR 
29.8X 

40.8X 

27.2% 

65 

AGE KNUS-FM : R 
12-17 46.8% 

18-24 27.3X 

25-34.....18.0% 

35-44.. 5.8% 

45-54. 1 4% 

SS. . 0.7% 

12. TOTAL 13,900 

Mine/Day Listened 52 
Turnover 20.9 

AGE KMGC-FM : AC 
12-17 4.3% 

16-24 40.9% 

25-34 38.3% 

35-44 13.95 

45-54. 2.6% 

55. . 0.8% 

12* TOTAL 11,500 

Mine/Day Listened 

Turnover 19. 7 
55 

f 
Share Trends   
Persons 12+ 
POP( 00 ): 24484 

Mon-Sun 6AM-Mld 

Spring '80 Fall '80 Spring ' 81 

1 KVIL-FM 9.8 KSCS-FM 8.7 KSCS-FM(c) 8.9 

2 *BAP-AM 9.2 KV IL -FM 8.0 KV IL -FM(R) 7.9 

3 KSCS-FM 7.9 KRLD-AM 7.7 KKDA-FM(B) 6.9 
4 KR LD -AM 6.7 KMEZ-FM 7.0 M3AP -Atv1(C) 6.5 

5 KOAX-FM 6.4 W13AP -AM 6.4 KME Z-FM Me 5.9 

6 KMEZ-FM 5.5 KPLX-FM 5.8 '<RID-AM(N) 5.6 

7 KKDA-F M 5.1 ICK DA-FM 5.5 KPLX-FMIC1 5.1 

8 KZ EW-FM 4.9 KZEW-FM 4.7 KZEW-FM 5.0 

9 KTXQ-FM 4.5 KNDK-FM 4.4 KEGL -FM (R) 4.9 
10 WF AA-AM 4.3 KTXQ-FM 4.0 KOAX-F M IBM/ 4.7 

11 KNOK-FM 3.9 KOAX-FM 3.8 KNOK-F 03/ 4.7 

12 KF J Z-FM 3.8 WF AA-AM 3.7 K TXQ-FM (A) 4.6 

13 KMGC-FM 3.8 KF J Z- FM 3.5 KNUS-FM() 3.4 

14 KBOX-AM 3.3 KMGC-FM 3.2 KMGC-F M MC) 2.8 

15 KR LX-FM 2.7 KBOX-AM 3.0 &AA-AMIN/ 2.7 
16 KNUS-FM 2.5 KNUS-FM 2.2 KBOX-AM(C1 2.7 

17 KL I F -AM 1.9 KF J Z-AM 1.8 KF J Z-AM MC) 2.2 

18 WRR -FM 1.6 KAFM-FM 1.7 KL I F-AMIc1 1.4 
19 KNOK-AM 1.0 KL I F-AM 1.6 KR BC-AM IRO 1.4 

20 KAFM-FM 1.0 KP BC-AM 1.2 KAFM-FMMC11.4 

21 KP BC-AM 0.9 KESS -FM 1.1 WRR -F M(Cl) 1.2 
22 KV IL -AM 0.7 WRR -FM 1.0 KNOK-AM(.11 1.0 

23 KSKY-AM 0.7 Kr-OK-AM 1.0 KESS -FM(S) 1.0 
24 KK DA-AM 0.5 KK DA-AM 0.7 K I XK-F M(C) 0.9 

25 K XOL-AM 0.5 KDOC-FM 0.6 KX DA-AM 031 0.7 

26 KAAM-AM 0.4 KV IL -AM 0.5 KV I L -AM 00 0.5 
27 KCOC-FM 0.3 K SKY -AM 0.5 K SKY -AM 044 0.4 

28 K XOL -AM 0.4 KXOL -AM IC1 0.4 

29 KAAM-AM 0.4 KAAM-AM(AC) O. 3 

Demographics 
Adults 18-34 

Mon-Sun 8AM-Mld 

1 KZEW-FM 1 KV IL -FM 

2 KV IL -FM 2 KSCS-FM 

3 KEGL -FM 3 «DA-FM 

Adults 25-54 

Mon-Sun 6AM-M1c1 

1 KSCS-FM 1 KSC S -FM 

2 KV IL-FM 2 KVIL-FM 

3 MAP -AM 3 KMEZ-FM 
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Spring '81 Market ()vervhavy 
WHIO-AM & FM flourished in the first Quarterly 

Measurement sweep in Dayton. WI-HO-FM, the 
Beautiful Music leader, was up more than four 

shares to top most of the adult 25 demos. W1-110-

AM, with Cincinnati Reds baseball, enjoyed its 

usual rise in the spring and ranked second in the 

market. 
WHIO-FM scored its most impressive gains 

among female listeners. Key dayparts for station 

481 

growth were afternoon drive and the evenings, 
although there was improvement virtually 

everywhere. WHIO-FM ranked number one 

among men and women 25-54. 

WHIO had its best book among the last several 

sweeps. With the gains this survey WHIO now 

ranks second among men and women 25-54. 

Afternoon drive and the evenings showed the 

most growth for WHO, perhaps akin to the game 

times for the Reds. 
WDJX did well among the young adult demos. 

The station generated its best share ever, and 

earned a narrow lead among women 18-34. The 

station garnered healthy growth in afternoon 

drive, and was able to not only do well among 

young adults but also held on to a dominant teen 

share (more than a 32). 

WTUE led among men 18-34, but the station 

suffered some slippage. Female numbers were 

softest this sweep. However, the station pulled in 

large teen shares, and moved into second in that 

demo with over a 26. 

Audience Composition Analysis 

AGE WHIO-FM ,BM 
12-17. 1.0% 

18-24. 4.8% 

25-34 13.5% 

35-44 16.3% 

45-54 26.9X 

SS* 37.5% 

12. TOTAL 20,800 

Mine/Day Listened 113 
Turnover :9.6 

AGE WHIO-AM AC 
12-17. 1.3% 

18-24. 2.0% 

25-34 11.3% 

35-44 20 SX 

45-54 18.5% 

55. 46.4% 

12. TOTAL 15,100 

Mine/Day Listened 85 
Turnover:12.8 

AGE 

12-17 

18-24 

25-34 24.3% 

35-44. 2.9% 

45-54, 0.0% 

55. . 1.0% 

12. TOTAL 10,300 

Mine/Day Listened 80 

Turnover 13.5 

WTUE-FM AOR 
27.2% 

44 7% 

AGE 

12-17 

16-24 

25-34 

35-44 

45-54. 

SS. . 

12. TOTAL 9,300 

Mine/Day Listened 69 
Turnover 1 5.6 

WDJX-FM 
36 6% 

32 3% 

17,2% 

11 8% 

1 I% 

1 IX 

AGE 

12-17 

18-24 

25-34 

35-44 18.5% 

45-54 9.8% 

55. 9.8% 

12+ TOTAL 9,200 

Mine/Day Listened 56 
Turnover 1 9.3 

-1 .._ Format Reach 

AC 

BM 

AOR 

8 

mISC 

RL 

a0 9 

mu3 1 

84 

84 

66 

'3 6 

12 2 

'9 6 

27 2 

f. 

WING-AM : AC 
2.2% 

18.5% 

41 3% 

AGE WDAO-FM 
12-17 15 4% 

18-24 29 5% 

25-34 24 4% 

35-44...11 5% 

45-54....12 8% 

5S. .. 64% 

12+ TOTAL 7,800 

Mine/Day Listened 109 
Turnover 9.9 

AGE WONE-AM C 
12-17. 1.6% 

18-24 6.5% 

25-34 

35-44 

45-54 

SS+ 

12. TOTAL 6,200 

Mine/Day Listened 5 7 
Turnover 1 8.9 

24.2% 

19 4% 

22 6% 

25.8% 

AGE WVUD-FM AOR 
12-17 22 9% 

18-24 48 6% 

25-34 28 6% 

35-44. 0 0% 

45-54. 0 0% 

55. . 0 0% 

12+ TOTAL 3,500 

Mine/Day Listened 49 
Turnover 21 . 8 

AGE WA VI-AM 
12-17, 0.0% 

18-24, 0.0% 

25-34.. 6.1% 

35-44... 9 1% 

45-54 15.2% 

55+   

12* TOTAL 3,300 

Mine/Day Listened 80 
Turnover 13.5 

Share Trends 
Persons 12+ 
POP(00): 6808 

AGE 

12-17 

16-24 

25-34 

35-44 

45-54. 

55. . 

12* TOTAL 2,500 

Mine/Day Listened 44 
Turnover 24 . 5 

T 

WSKS-FM ,R 
24.0% 

36.0% 

20.0% 

20.0% 

0.0% 
0.0% 

Mon-Sun 8AM-M1d 

Spring ' 80 Fall ' 80 Spring ' 81 

1 WHIO-FM 17.0 WHIO-FM 15.1 WHIO-FM(MM19.6 

2 WHIO-AM 12.6 WHIO-AM 11.9 WHIO-AM(AC)14.2 

3 WTUE-FM 9.9 WTUE-FM 11.4 WTUE-FM(A) 9.7 

4 WONE-AM 9.2 WO\E-AM 9.8 WDJX-FM" 8.8 

5 WDAO-FM 7.5 WING-AM 9.6 WINE-AM (Ac) 8.7 

6 WVUD-FM 7.0 WDAO-FM 8.8 WDAO-FM(8) 7.4 

7 WIi\G-AM 6.7 WDJX-FM 7.2 WOAE-AVHC) 5.8 

8 WDJX-FM 6.2 WAVI-AM 6.0 WVW-FM(A) 3.3 

9 WAVI-AM 5.8 WVUD-FM 3.3 WAVI-AM CD 3.1 

10 WLW -AM 2.2 WSKS-FM 1.5 WSKS-FM94 2.4 

11 WSKS-FM 2.0 WPTW-FM 1.5 WLW -AM(AC) 2.3 

12 WFCJ-FM 1.5 WLW -AM 1.3 WJAI-FMNC) 1.6 

13 WPPN-FM 1.3 WFCJ-FM 1.1 WPI3F-FMIAq 1.3 

AGE WLW-AM 
12-17, 0.0% 

18-24. 4.2% 

25-34 20.8% 

35-44 16.7% 

45-54 12.5% 

55+ 45.8% 

12. TOTAL 2,400 

Mine/Day Listened 49 
Turnover 22.1 

69.7% 

AGE WJAI-FM 
12-17. 0.0% 

18-24 11.8% 

25-34 47.1% 

35-44 35.3% 

45-54, 00% 

55+ .. 5.9% 

12. TOTAL 1,700 

Mine/Day Listened 74 

Turnover 14.6 

AGE WP8F-FM AC 
12-17 14 3% 

18-24 28 6% 

25-34 50.0% 

35-44.. 7.IX 

45-54, 0.0% 

5S. . 0.0% 

12* TOTAL 1,400 

Mine/Day Listened 54 
Turnover 19.9 

AGE WBLZ-FM B 
12-17 9 IX 

18-24 45.5% 

25-34 38.4% 

35-44 9.1X 

45-54, 0.0% 

SS. . 0.0% 

12. TOTAL 1,100 

Mine/Day Listened 65 
Turnover :1 6.5 

14 WBZI-FM 0.9 WWEZ-FM 1.1 WI3LZ-FM(B) 1.0 

15 WPTW-AM 0.8 WPFB-AM 0.7 WYYS-FMM) 1.0 

16 WKRO-FM 0.7 WBZI-FM 0.7 WBZI-FM1q 1.0 

17 WEBN-FM 0.7 WPBF-FM 0.7 WFCJ-FMMP 0.9 

18 WLVV-FM 0.4 'W(RC-AM 0.6 WAZU-FMW 0.6 

19 WJAI-FM 0.4 WYYS-FM 0.6 WPTW-FMHAC/ 0.5 

20 WWEZ-FM 0.3 WKRO-FM 0.5 WPTW-AM(AC) 0.2 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 WTUE-FM 1 'vVDJ X-FM 

2 WING-AM 2 WF110-FM 

3 WVUD-FM 3 WING-AM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 WHIO-FM 1 WHIO-FM 
2 W1-110-AM 2 WI-110-AM 

3 WING-AM 3 WING-AM 



Denver-Boulder 
Spring '81 Market Overview 

Improvement among the leading AOR's and 

Country stations appears to be the major outcome 

of the first Quarterly ,Measurement sweep in the 

Mile High City. KBPI remained the top station 

overall, KAZY recuperated, and KYGO slipped 

past KU as both stations garnered high shares. 

The results of this survey should be slightly 

more reliable than other recent sweeps owing to 

an increase in usable diaries. Last spring the in-

tab 12+ was 1476; it dipped to 1240 last fall, 
but rose to 1595 this time around. The additional 

sample apparently was spread through the cells in 

1 METRO RANK RE 

a fashion that should not unduly skew the results 

for particular stations. 

KBPI fell just shy of the double-digit threshold in 

Frank Cody's last book with the station. The sta-

tion's teen share remained dominant, just over the 

26 level, while female numbers showed wor-

thwhile improvement. To advertise the AOR fix-

ture, TV was utilized extensively, with some 

newspaper ads sprinkled in. Like KAZY, KBPI had 

a well-balanced audience profile, with healthy 

25-34 numbers to complement the usual AOR 

strength of 12-24. 

KAZY also went heavily into TV this sweep, but 

the station was also in transition this time around. 

the Superstars format was dropped. A more 

adult-oriented, less "heavy" sound was put 

together by the station staff. The results were in-

creased female tune-in, especially in midday. 

KAZY will bear watching as its format solidifies for 

the fall effort, with Cody departed as KBPI's pro-
grammer. 

For the first time, KYGO topped KL2 in the 

Country arena. KYGO has its audience concen-
trated more in the 25-44 demos while the KLZ ap-

peal seems more widely dispersed 25-54. The 

big boost for KYGO came in AM drive, where the 

station almost doubled its previous share. 

Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 23 1% 

35-44. 4 2% 

45-54. 0.4% 

55. . 0.0% 

12. TOTAL 23,800 

Ming/Day Listened 79 
Turnover: 13 .6 

AGE KOA-AM 
12-17. 1 7% 

18-24. 2 2% 

25-34...10.1% 

35-44 14.6% 

45-54 • 17 4% 

55. 

12. TOTAL 17,800 

Mine/Day 1.1stened: 

Turnover: 1 4 . 8 
73 

KBPI-FM AOR 
26 9% 

45 4% 

AGE KAZY-FM ,AOR 
12-17 21 0% 

18-24 48 6% 

25-34 22 5% 

35-44. 3 6% 

45-54. 2.2% 

55. . 2.2% 

12+ TOTAL 13,800 

MUWDeyLUtened: 74 
Turnover: 14.7 

AGE KOSI-FM 'BM 
12-17» 3 7% 

18-24 8% 

25-34 10 3% 

35-44 19.IX 

53.9X 45-54 18 4% 

SS. 39.7% 

12. TOTAL 13,600 

Mine/Day Listened, 75 
Turnover: 14.5 

AGE KLIR-FM ' BM 
12-17. 1.4% 

18-24.. 5 6% 

25-34 IS S% 

35-44 

45-54 

SS* 

12. TOTAL 14,200 

Mine/Day Listened: 77 
Turnover: 14.0 

16.2% 

26.1% 

35.2% 

Format Reach1 

16 8 

13 8 

13 2 

10 6 

9. I 

MISC 

CL 

...2 8 

N..1 9 

mi l 8 

RL 
ne 7 

21 4 

AGE KYGO-FM 
12-17. 4 4% 

18-24..11 0% 

25-34 29.4% 

35-44 33.6% 

45-54 17 6% 

55. . 3.7% 

12. TOTAL 13,600 

Mille/Day Listened. 94 
Turnover 11.5 

AGE KLZ-AM C 
12-17.. 6.1% 

18-24 9.8% 

25-34 20.5% 

35-44 21 2% 

45-54 28.8% 

55. 13.6% 

12. TOTAL 13,200 

Mine/Day Listened. 81 
Turnover 1 3.3 

AGE KIMN-AM R 
12-17 17.1% 

18-24 27 i% 
25-34  33 3% 
35-44 13.2% 

45-54« 3.9X 

55. ... 5.4X 

12. TOTAL 12,900 

111m/Day Listened: 50 
Turnover 21 . 6 

Share Trends 
Persons 12+ 
POP(00) 13492 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54. 0.8X 

SS. . 0.0% 

12. TOTAL 12,600 

Mine/Day Listened 60 
Turnover: 1 7.9 

KOAO-FM R 
34 9% 

29 4% 

22 2% 

12.7% 

AGE KEZW-AM BM 
12-17. 24% 

18-24. 24% 

25-34. 3 2% 

35-44 11 114 

45-54 34 9% 

4 55. 60% 

12. TOTAL 12,800 

Mine/Day Listened 85 
Turnover 12 . 8 

AGE KHOW-AM ; AC 
12-17. 2 9% 

18-24.. 68% 

25-34 36.9X 

35-44 26 2% 

45-54 13 8% 

55. 13 6% 

12. TOTAL 10,300 

Mine/Day Listened : 51 
  Turnover: 21 . 3 

Mon-Sun 6AM-Mid 

Spring '80 Fall '80 Spring '81 

I KBPI-FM 9.0 (BPI -FM 8.6 KBPI-FM(A) 9.9 

2 KIMN-AM 7.7 KOA -AM 7.8 KOA -AM(T) 7.4 

3 KHOW-AM 7.6 K051-FM 6.7 KLIR-FM(BM)5.9 

4 KLIR-FM 7.3 KLIR-FM 6.1 KAZY-FM(A) 5.7 

5 KLZ -AM 6.7 KOA?-FM 6.0 KOSI-FM0m5.7 

6 KOA -AM 6.5 KHDW-AM 5.8 KYGO-FM(c) 5.7 

7 KOS1-FM 5.7 K1MN-AM 5.4 KLZ 5.5 

8 KAZY-FM 5.2 KPPL-FM 5.1 K1MN-AMM 5.4 

9 KPPL-FM 4.9 KVOD-FM 4.8 KOA-FM(R) 5.2 

10 KVOD-FM 3.8 KLZ -Ni 4.7 KEZW-AMgm45.2 

11 (LAX-AM 3.5 KAZY-FM 4.2 KHOW-AM4m:14.3 

12 KEZW-AM 3.2 KYGO-FM 3.5 KPPL-FM(A1:)4.1 

13 KYGO-FM 2.8 KEZW-AM 3.2 KVOD-FMIC143.4 

14 KOA-FM 2.7 KLDR-AM 2.8 KBCO-FM94 3.1 

15 KADX-FM 2.6 KDKO-AM 2.5 KOKO-AM(B) 2.8 

16 KDEN-AM 2.4 KBCO-FM 2.4 KDEN-AMP) 1.9 

17 KBRQ-AM 2.2 KLAK-AM 2.3 KliDW-FMffl1.8 

18 KM3Z-AM 2.1 KADX-FM 1.9 KADX-FM0 1.8 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54. 4 IX 

SS. . 1 0% 

12. TOTAL 9,800 

1E1na/Day Listened 

Turnover 14.7 

KPPL-FM 
12.2% 

34.7% 

26.5% 

214% 

74 

AC 

AGE KVOD-FM CL 
12-17, 0 0% 

18-24.. 62% 

25-34 34.6% 

35-44 23 5% 

45-54 16.0% 

SS. 19.8% 

12. TOTAL 8,100 

Mine/Day Listened, 74 
Turnover: 14.5 

AGE KBCO-FM . AOR 
12-17. I 3% 

18-24 34 7% 

25-34 58 7% 

35-44 5 3% 

45-54, 0 0% 

55. . 0.0% 

12. TOTAL 7,500 

Mine/Day Listened. 95 
Turnover. 11 .4 

19 KFML -AM 1.8 KULN-AM 1.8 K 7CL -F M(A) 1.7 

20 KBCO-FM 1.6 KBRQ-AM 1.6 KW13Z-AMM 1.7 

21 Ki-ON-FM 1.5 KTCL-FM 1.5 KLDR -AM (AC)1 . 5 

22 KTCL-FM 1.1 KWBZ-AM 1.4 KERE-AM (AC11 . 3 

23 KOKO-AM 0.9 KBND-AM 1.1 KLAK-AM101 1.0 

24 KADE -AM 0.7 KFIOW-FM 1.1 KFML -AM (A) 1.0 
25 KRKS -AM 0.6 KFML -AM 0.9 KBRQ-AM0:1 1.0 

26 KBND -AM 0.5 KADE -AM 0.8 KRKS-AMOW10.7 

27 KLMO-AM 0.4 KRKS -AM 0.7 KADE-AMIA0/0.5 

28 KERE -AM 0.4 KBRN-AM 0.4 KLMO-AMOC10.3 

29 KBRN -AM 0.3 

Demographics 

Adults 18-34 

Mon-Sun 6AM-M1d 

1 KBPI -FM 1 KBPI -FM 

2 KAZY-FM 2 KP PL -FM 

3 KBCO-FM 3 KAZY-FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 KLZ -AM 1 KYGO-FM 

2 KYGO-FM 2 KLI R-FM 

3 KOA -AM 3 KOS I -FM 

63 
• 

  o 
The air staff was shuffled before the survey, and o ¡-

cc 

L±.1 
cc 
Cf) 
CO 

cc 
cc 
ocs 
cc 
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Spring '81 Market Overview 

The infusion of Tigers baseball into the WJR 

sound; a competitive AOR battle; and a new 
Country leader in the market highlighted the 

Detroit results. The second Quarterly Measure-
ment survey in the metro featured slightly reduced 

overall in-tab, but the quality of the estimates did 
not suffer notably in comparison with the winter 

book. 
WJR, with its varied programming aspects, in-

cluded baseball in its repertoire this survey. With 

the help of the Tigers games, WJR's numbers, 
especially at night, received a vigorous boost. It 

will be interesting to see what happened in the 

summer book with the baseball strike. 

Detroit's reputation as one of the more in-

teresting radio markets is due in part to the caliber 

of its AOR stations. In this book WLLZ continued 

to lead the format, even though the station slipped 

from its spectacular winter showing. WLLZ re-

mained dominant in teens, with just over a 30 

share, but its adult female numbers showed some 
softness this book. The station bought no external 

advertising this time around. 
WRIF may be on the rebound. Former ABC 

researcher Fred Jacobs (who was at WRIF earlier 

in his career) became the station's new PD, taking 

over from Tom Bender. Although no major pro-

gramming changes were implemented by Jacobs 

during this sweep, the station did notch some.'\ 

healthy male 35-44 numbers to give it a suc-

cessful 25-54 showing, in addition to its normal 

18-34 strength. 

WABX, one of the AOR pioneers, has a new 

PD, Carey Curelop, and he made changes that 

may have helped. A tightened playlist and more 

familiar music were the keys to Curelop's game 

plan. 

On the Country scene, WWWW emerged as 

the new leader. The FM station did little to adver-

tise itself, but WVVWW did garner much 
marketplace publicity due to a "get-well" card 

sent to President Reagan. 

Audience Composition Analysis 

AGE WJR-AM M 
12-17 . 30% 

18-24 3 9% 

25-34 .. 7 9% 

11 2% 

20 2% 

35-44 

45-54 

SS. 

12. TOTAL 66,900 

53 8% 

Mine/Day Listened 73 
Turnover 14 . 8 

AGE WLLZ-FM ' AOR 
12-17 41 4% 

18-24 43 5% 

25-34 12 0% 

35-44 . 2 0% 

45-54 . 0 2% 

SS. . 0 8X 

12. TOTAL 49,000 

Mine/Day Listened 

Turnover 1 4. 2 

AGE WWJ-AM N 
12-17 0 7% 

18-24. 1 3% 

25-34 .. 5 3% 

36-44 .... 5 3% 

45-54 27 3% 

55.   

12. TOTAL 30,400 

Mine/Day Listened 56 
Turnover 19.2 

76 

60 2% 

AGE 

12-17 

18-24 

25-34 

35-44 9 2% 

46-54 . 0 7% 

SS. . 1 0% 

12. TOTAL 29,200 

Mine/Day Listened 56 
Turnover 

Format Reach 

ACM 

mISC 

AC 

g 

mus8 

7 5 

7 3 

50 

45 

4 

3 8 

1 

CL 

Im 4 
PL 

et0 7 

13 ' 

16 

' 6 7 

WRIF-FM AOR 
16 1% 

40 4% 

32 5% 

19.4 

AGE WNIC-FM • AC 
12-17 .. 6 3% 

18-24 36 1% 

25-34 39 3% 

36-44 11 6% 

45-54 4 9% 

SS. . 1 8% 

12 , TOTAL 28,500 

Mine/Day Listened 57 
Turnover 19.0 

AGE WJR-FM BM 
12-17. 0 4% 

16-24 4 3% 

25-34 5 0% 

35-44 ... 9 4% 

46-54 27 0% 

SS. 64 

12 , TOTAL 27,800 

Mine/Day Listened 68 
Turnover 1 5.8 

AGE WWWW-FM C 
12-17 6 3% 

18-24 69% 

26-34 11 8% 

36-44 

45-54 

39 9% 

20 7% 

SS* 12 5% 

12. TOTAL 27,100 

Mine/Day Listened 81 
Turnover 1 3 . 4 

AGE WXYZ-AM 
12-17. 0 4% 

18-24 4 0% 

26-34 ... 6 0% 

35-44..10 8% 

45-54 22 

0% SS+ 

12. TOTAL 

AGE WMJC-FM AC 
12-17 6 6% 

18-24 27 4% 

25-34 43 6% 

35-44 S% 

45-54 .. 6 4% 

65. . 34% 

12. TOTAL 26,600 

Mine/Day Listened 61 
Turnover 1 7.8 

Share Trends 
Persons 12+ 

POP ( 00 ): 35516 

Mon-Sun 6AM-Mld 

Spring ' 80 Summer '80 Fell ' 80 Winter ' 81 Spring ' 81 

1 -AM 11.8 MR -AM 13.8 WIN -AM 8.744181 -AM 10.6 418 -46104111.0 
941411-FM 7.0 44.11L-FM 6.2 WILL-FM 7.9 69.L.Z-FM 9.2 4,41-F416,4 8.0 

3 rdMjC-F61 5.5 44411-FM 6.1 .4.1 -481 6.5 rntj -4461 6.7 694j -AM(811 5.0 
4 elY-F•A 5.3 mmj -414 5.5 4[61-8141 5.5 wjft -FM 5.1 .4014.464, 4.8 

5 4C61-AM 5.1 «Jr-FM 4.5 offidIL-FM 5.3 4C61-44.1 4.6 elN14-FmeCe4.7 

6 .54j -AM 5.0 WN1L-Fm 4.4 6331F-4M 5.1 olmiL-FM 4.5 * JR -FM1111434.6 

't . 38 -FM 4.7 401)140-FM 4.3 4043L- Fm 5.0 wRIF-Pd 4.3 4404404-FMK1 4.4 

LICL4o-AM 4.6 64.61-AM 4.3 . 154 -FM 4.5 4C10-FM 4.1 1/4,1C-FMN04.4 

9 6014Q-FM 4.6 *3333W-FM 4.2 *11V-FM 4.2 4191C-F61 4.0 0/4YZ-,M4 0/ 4.1 
10 4,41C-FM 4.4 414 -FM 3.5 .4144.-P4 3.9 *MI -FM 3.8 64).8.-FM44494.0 
II 4414C-FM 4.4 4.111-FM 3.3 teRQ-FM 3.6 CKL94-4M 3.7 rd.8134-FM6M 3.9 

12 44.4.136-Fm 3.7 45344C-FM 3.3 cntr-em 3.6 WAY 1-MA 3.6 4C1V-F 44 in 3.8 

tS smuj -FM 3.4 *486-FM 3.3 VAVZ-Mi 1.4 WAY.C-FM 1.5 Mitt.)-FM 8./ 3.5 
r A my. -FAI 3.4 0,185-Fm 3.3 0.311-FM 3.2 '4,486-FM 1.1 ca.-Am 0,0 3.5 
15 «V 1-4.41 2.7 * 11914-FA 3.1 42135-FM 3.2 * 31 9433 3.0 46C4I-461K1 3.4 

16 *11Z-FM 2.6 « VI-AM 1.0 Mt1113-AM 3.1 vtIRQ-FM 2.8 WIWR-FM101 2.9 
17 wjL8-4/4 2.5 C81.4,-/M 2.8,6941 -FM 3.0 441.85-FM 2.8 WM) -FM 18882.7 
18 eRMR-F« 2.4 * 11 8-4.61 2.7 0,1,4R-FM 2.9 0,111-FM 2.7 w11.8-FM 1.1 2.6 

19 to.C.PK-FM 2.4 4C.F91-FM 2.3 94430-FM 2.7 0/114.14-FM 1.4 48.85-F,101 2.5 
20 9,135-FM 2.1 0441 -FM 2.3 reHB-ad 1.8 MMV4V-FM 1.9 "66111-FM1.1 2.1 

1% 

24,900 

Mine/Day Listened 69 

Turnover: 1 5 . 6 

T 

56 6% 

AGE WOMC-FM AC 
12-17. 1 6% 

16-24 13 1% 

25-34 

35-44 

4S-S4 

SS* 

12. TOTAL 24,400 

Mine/Day Listened 91 

Turnover 1 1 . 8 

22 5% 

32 4% 

19 3% 

11 1% 

AGE 

12-17 

18-24 

25-34 

35-44 S 4% 

46-54. 0 0% 

56. . 0 8% 

12. TOTAL 24,000 

Mine/Day Listened 46 
Turnover: 23 . 4 

WABX-FM AOR 
22 9% 

33 3% 

37 5% 

AGE WCZY-FM E 
12-17 . 3 8% 

18-24 7 7% 

25-34 14 1% 

35-44 20 1% 

45-54 29 S% 

SS. 24 8% 

12. TOTAL 23,400 

Mine/Day Listened 70 
Turnover 1 5. 5 

AGE WDRO-FM R 
12-17 35 8% 

18-24 18 6% 

25-34 21 9% 

35-44_19 5% 

45-54 . 1 4% 

55. . 2 8% 

12. TOTAL 21,500 

Mine/Day Listened: 50 
Turnover 21 . 7 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 7. I% 

55. 85% 

12. TOTAL 21,200 

Mine/Day Listened: 40 

Turnover: 26.8 

CKLW-AM R 
9 9% 

11 3% 

37 3% 

25 9% 

21 wcie -am 1.6 4[183 -461 1.4 WAY.W.,1 1.6 « 519-414 1.9 44j1Z-1,10 1.8 

22 4414,-.81 1.6 Cleltv-FM 1.1 46443-F61 1.6 4GP14.4 1.8 ,K519 -Am OM 1.6 

21 041.44-F« 0.8 05-FM 1.0 03.0.-FM 1.3 94443-4.14 1.1 M-1,0-AMICA 1.6 

24 mCIV-481 0.7 *H.0-/AI 0.9 M1-N3-AM 1.3 8SM0-44M 0.9 44Q145-FMK41.4 

2544)135-FM 0.6 MIA -F Al 0.6 *155-FM 0.6 80145-Fm O. 8 *MI -FM1.10.7 

16 8447.X-FM is 9441C-44M 0.6 WU -FM 0.5 C1(1,8-FM 0.7 C10.58-Fme 0.6 

27 4491C-444 0.4 .804-FM 0.5 ANIC-481 0.4 WNIC-484 0.5 6608-4.81 1.4 0.6 

28 MCAR-4.M 0.4 WCZY-4.44 0.1 VOALIZ-FM 0.4 AIALIZ-FM 0.4 WNIC-AM180 0.5 

29 082-FM 0.3 4.44ZK -AM 0.4 

30 4 L474-8M 0.3 

Demographics 
Adults 18-34 

Mon-Sun 8AM-Mld 

1 WLLZ-FM 1 'INN IC -FM 

2 WR I F -FM 2 WV1J C-FM 

3 wABX-FM 3 WLLZ-FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 WJR -AM 1 WJR -AM 

2 WR I F -FM 2 WWI/MI-FM 

3 «WI -F M 3 WOVIC -F M 
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Spring '81 Market Overview 

The first Quarterly Measurement sweep in 

Broward County ( Ft. Lauderdale metro) may have 
introduced some fluctuations into the numbers. 

Overall in-tab was up approximately 200 diaries, 
almost 30%. The in-tab from the High Density 

Black Area was up notably also, especially com-

pared to last year when ESF first hit the market in 

the AIM '80 report. Finally, the additional number 
of usable diaries seems to have affected certain 

cells more than others. In women 55-64, a big 

factor in this older-skewing metro, an overabun-

dance of returned diaries materialized this sweep. 

Stations that catered to that audience may have 

seen some shift in the numbers. WFTL's rise this 

book may have been partially attributable to addi-

tional return by older folks. 

There's a familiar station atop the standings, as 

WLYF rebounded from last fall's down book. 

Schulke's Beautiful Music outlet in South Florida 
ended up number two among women 25-54 ad a 

result of this sweep's improvement. 

WHYI led the young adult demos and scored 

well 18-34 and 25-54, leading most categories. 
WHYI was up a full share overall from last fall and 

down just slightly from last spring, 12+. 

WSHE had reason to be pleased with the 
results of the first QM effort. The station went up 

more than one share 12+, and landed in first 

place among men 18-34. Among men in that cell 

WSHE was dominant, with more than a 26 share. 

The additional response from the High Density 

Black Area may have been a help to WRBD, which 
did well when ESF hit Ft. Lauderdale for the first 

time last spring, then slipped in the fall. The station 
rebounded this time, earning the runner-up slot 

among men 18-34. 

Audience Composition Analysis 

AGE WLYF-FM BM 
12-17, 0 0% 

18-24. 2 3% 

25-34.. 7 6% 

35-44. 2 3% 

4S-54 24 2% 

SS*  63 3% SS T 
12* TOTAL 9,700 12* TOTAL 12,800 

Mine/Day Listened 94 
Turnover 1 1. 5 

AGE 

12-17 

18-24 

25-34 

35-44 13 2% 

45-54 7 4% 

55+ 58% 

12. TOTAL 12,100 

WHYI-FM R 
19 8% 

17 4% 

36 4% 

Mine/Day Listened 75 
Turnover 14.4 

AGE WKOS-FM BM 
12-17. 0 0% 

18-24 . 2 5% 

25-34 5 0% 

35-44 6 7% 

45-54 10 0% 

55.   

12. TOTAL 12,000 

Mine/Day Listened 94 
Turnover 1 1 . 5 

AGE WNWS-AM 
12-17 . 2 1% 

18-24. 00% 

25-34 . 1 0% 

35-44 6 2% 

45-54 14 4% 

N 

Mine/Day Listened 

Turnover 12.2 
88 

AGE WSHE-FM 
12-17 .... 7 2% 

18-24 

25-34 30 9% 

35-44 4 1% 

45-S4, 0 OX 

SS* . 00% 

12* TOTAL 9,700 

Mine/Day Listened 

Turnover 9 . 8 

75 8% 

1... Format Reach 

AC 

AOR 

5 7 

MISC 
57 

48 

CL 

IM2 0 

E 
nu, 

RL 

.0 6 

ei3 5 

11 2 

94 

8 S 

15 8 

23 9 

AGE 

12-17 

18-24 

25-34 

35-44 7 4% 

45-54 9 6% 

55. 74% 

12* TOTAL 9,400 

76 3% Mina/Day Listened 

Turnover 6.4 

AOR 

57 7% 

110 

WRBD-AM B 
19 1% 

31 9% 

24 5% 

169 

AGE WINZ-AM 
12-17. 0 0% 

18-24. 0 0% 

25-34. 3 3% 

35-44.. 6 9% 

45-54 11 1% 

55* 

12* TOTAL 9,000 

Mine/Day Listened 

Turnover 1 6.5 

66 

AGE WFTL-AM • AC 
12-17. e 0% 
18-24. 0 0% 

25-34 . 2 3% 

35-44 3 4% 

45-54 10 3% 

55*   

12.- TOTAL 8,700 55. 57 3% 

12* TOTAL 7,500 
Mine/Day Listened 138 

Turnover 7.8 

N 

76 7% 

AGE WAXY-FM 
12-17 S 8% 

18-24 24 4% 

3 25-34 8 4% 

35-44 12 8% 

45-54 w  8 1% 

55* ... 10 5% 

12* TOTAL 8,800 

Mine/Day Listened 87 
Turnover 1 2. 5 

AGE WIOD-AM AC 
12-17. 1 2% 

18-24 .... 9 9% 

25-34 . 1 2% 

35-44 9 9% 

45-54 28 4X 

55+ 49 4% 

12* TOTAL 8,100 

M ins/Day Listened 

Turnover 1 4.1 

AGE WAIA-FM , AC 
12-17 6 8% 

18-24 

25-34 

35-44 

45-54 10 ex 

SS* 54% 

12* TOTAL 7,400 

17 6% 

33 8% 

25 7% 

Mine/Day Listened 

Turnover 14 . 7 
73 

AGE WOAM-AM C 
12-17.. 4 8% 

18-24 11 3% 

25-34 22 6% 

35-44 35 5% 

45-S4 14 S% 

SS* ... 11 3% 

12* TOTAL 6,200 

77 Mine/Day Listened 81 

AGE WLOY-AM BM 
12-17. 00% 

18-24 . 1 3% 

25-34 . 2 7% 

35-44 . 2 7% 

83 9% 45-54 36 0% 

Share Trends 
Persons 12+ 
POP( 00 ): 22611 

Mon-Sun 6AM-Mld 

Spring '80 Fall '80 Spring ' 81 

1 WLYF-FM 10.1 «QS-FM 9.7 WLYF -FM Me 7.7 

2 NollY1-FM 7.7 WLYF-FM 7.8 WHYI-FMOM 7.3 

3 «QS -F M 7.2 WNWS -AM 6.5 «QS -F (8M) 7.2 

4 HiNWS-AM 7.0 WEN I -FM 6.2 WhINS-AM(N) 5.8 

5 WAXY-FM 6.9 WAXY-FM 5.4 WSriE -FM1A) 5.8 

6 WFtf3D-AM 5.7 ev 'NZ-AM 5.1 WRBD-AM(B) 5.7 

7 WINZ-AM 5.3 WAIA-FM 5.1 WINZ-AM(N) 5.4 

8 WA IA-FM 5.0 NLOY-AM 5.1 e TL-AMIAC15.2 
9 W SHE -FM 4.4 W 100-AM 4.7 WAXY -FM (R) 5.2 

10 WI OD-AM 4.3 WSHE -FM 4.6 W ICO-AM(AO) 4.9 

11 WCKO-FM 3.1 WRBD-AM 4.0 WLQY -AM (BM) 4.5 

12 NÍ TL-AM 3.1 «V& -F M 3.8 WA I A-FM IACI4.4 

13 WNWL-FM 2.8 WTM I -FM 3.4 WQAM-AM (C) 3.7 

14 VOAM-Are 2.4 V1.QAM -AM 3.2 mat_ -F (A) 3.6 

15 WP I P-AM 2.3 WYOR -FM 2.8 NCKO-FM (R) 3.1 

16 WYOR -FM 2.2 OF TL-AM 2.7 W I NZ-F1AM 2.9 

17 W I NZ-FM 2.0 NCKO-FM 2.0 WsfOR -FM IBM)2.3 

18 WIMI-FM 1.7 WMJ X -FM 1.7 WTNII-FM(CL) 2.0 

Mine/Day Listened 

Turnover 1 0. 7 

101 

Turnover 1 3 . 4 

AGE WWWL-FM AOR 
12-17. I 7% 

18-24 36 7% 

25-34 50 ex 
35-44 . 3 3% 

45-54 . 1 7% 

55* ... 67% 

12* TOTAL 6,000 

Mine/Day Listened 

Turnover 1 2.0 
90 

19 MU X-FM 1.5 WINZ-FM 1.7 VONJF-FM(E) 1.9 

20 WCXY-AM 1.5 .GBS-AM 1.6 WGBS-AM(AC11.3 

21 WEWZ-FM 1.5 WEWZ-FM 1.4 WVCG-AMONP1.3 

22 #1,0K- 3M 1.5 WEXY-AM 1.4 WPIP-AMON60.6 

23 WGBS-AM 0.9 WSRF-AM 1.3 WIRK-FMe) 0.6 

24 WVCG-AM 0.9 WPIP-AM 0.8 WEXY-AMeW)0.6 

25 WADY-AM 0.7 WVCG-AM 0.6 MAT-AMM 0.5 

26 WEAT-FM 0.6 WEAT-FM 0.6 WSRF-AMe) 0.5 

27 WSRF-AM 0.6 NSBR-AM 0.6 WEAT-FM(MMO.3 

28 WKAT-AM 0.6 

29 WSBR-AM 0.5 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 WSHE -FM 1 WHY I -FM 

2 WRBD-AM 2 WAXY-FM 

3 WHY I -FM 3 eldWNL -FM 

Adults 25-64 

Mon-Sun 6AM-Mid 
1g 

1 WHYI-FM 1 WHYI-FM 

2 WA I A-FM 2 WLYF-FM 
3 WQAM -AM 3 WA I A -F M 
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Spring '81 Market Overview 
o a_ Powerful performances in Piedmont this sweep, 
L±.1 as WTOR added more than five shares to its 
cn market lead, WSEZ almost tripled its overall share, 
z WGLD rebounded, and WOMG posted a healthy 

a gain. 

ct As the numbers in this book are examined, 
keep in mind that they are more reliable than the cc 
data from last fall, and comparable to the reliability 

co 
a) of the estimates from Spring '80. This is because 

the in-tab this survey was 1151, up from 543 last 

fall and virtually identical to the 12+ showing from 

the previous spring. Doubling the diaries means 

better estimates. 

Greensboro-Winston Salem-
High Point 

METRO RANK 

WTQR is surely happy with the estimates, since 

they show the station with more than a 16 share. 

This Country leader spent its ad dollars on TV and 

billboards, used the ABC Marketing Campaign, 
and sponsored station events like a "garage sale," 

complete with entertainment. More music was ad-

ded to each daypart, and a complete news 

department was created to increase VVTQR's 

credibility and upper demos. 
Bernie Mann's WGLD returned to second place 

in the market. The Bonneville Beautiful Music sta-

tion's male numbers returned after a mysterious 

disappearance last fall. Middays and evenings 

saw the biggest recouping on WGLD's part. 

CHA entry WSEZ turned a huge increase in 

teen numbers into a powerful boost for the overall 

standing. WSEZ had been a teen factor last year, 

but experienced a big drop in the fall. The station 

went from approximately a four share in the fall to 

more than a 33 in teens this time. WSEZ's young 

adult numbers improved as well, but not as 

dramatically as the teens. Advertising for the sta-

tion centered around busboards, with a Tittle TV 

backup. 

WQMG scored its best shares ever, as the 

Black station's female numbers improved notably. 

PM drive and evenings were the biggest gainers. 

Audience Composition Analysis 

AGE 

12-17 . 3 4% 

18-24 10 7% 

25-34 25 3% 

35-44 23 OX 

45-54 21 3% 

55. 18.3% 

12* TOTAL 17,800 

Mine/Day Listened. 99 
Turnover 10.9 

AGE WGLD-FM 
12-170 1.0% 
18-24 . 3.9% 

25-34...11 8% 

35-44 mmmmm20 6% 

45-54 27 . 5% 

55* mummmummm35 3% 

12. TOTAL 10,200 

MineDay LUMened, 91 
Turnover, 11 .8 

WTOR-FM C 

BM 

AGE WSEZ-FM R 
12-17 33 3% 

18-24 24 2% 

25-34 22.2% 

35-44 9 1% 

45-54 ... 7 1% 

SS. . 4 0% 

12* TOTAL 9,900 

M ins/Day Listened 90 
Turnover 12.0 

f 
Format Reach 

AC 

BM 

AOR 

MISC 

RL 

E 
O 

4 1 

65 

20 3 

I 7 1 

17 

13 9 

10 6 

94 

AGE WKZL-FM ,AOR 
12-17 16 3% 

1 8-24 51 3%  

25-34 27 5% 

35-44 . 3 6% 

45-54. 0 0% 

55. . 1.3% 

12. TOTAL 6,000 

Mine/Day Listened 72 
Turnover 14.9 

AGE AC 
12-17. 1 3% 

18-24. 2 S% 

25-34 18 6% 

35-44 12 S% 

4S-S4 11 3% 

SS. 

12+ TOTAL 8,000 

hi Ins/Day Listened. 82 
Turnover 13.2 

53 8% 

AGE 
12-17 

18-24 

25-34 

35-44 .. S 6% 

45-54. 1 4% 

SS* . 42% 

12. TOTAL 7,100 

Mine/Day Listened 1 11 
Turnover 9 • 7 

AGE WROK-FM R 
12-17 

18-24 

25-34 

35-44 10 4% 

45-54 .. 4 5% 

55. 30% 

12* TOTAL 8,700 
Mine/Day Listened 

Turnover 1 7.1 

AGE WBIG-AM , AC Mine/Day Listened 
12-17. 0.0% Turnover 13.2 
18-24 5 9% 

25-34 20 6% 

35-44 8 8% 

45-54 17 6% 

55+ 47 1% 

12. TOTAL 3,400 

Mine/Day Listened 56 
Turnover 19.4 

WOMG-FM B 
18 3% 

38 0% 

32 4% 

ta 9% 

20 9% 

46 3% 

63 

AGE 

12-17 m 

18-24 m 

25-34 

35-44 

45-54 

55+ 

12. TOTAL 2,700 

Mine/Day Listened 

Turnover 1 1 . 1 

WAAA-AM B 
3 7% 

3.7% 

25.9% 

14.6% 

11.1% 

40 7% 

97 

AGE WAIR-AM ,B 
12-17 38 5% 

18-24...11 5% 

25-34 26 9% 

35-44...11 SX 

45-54 mm. 7 7% 

SS* . 3.8% 

12. TOTAL 2,600 

Share Trends 
Persons 12+ 
POP(00): 6928 

Spring ' 80 Fall '80 

55+ 30 

1 Mine/Day Listened 119 
Turnover g . 1 

82 

AGE WEAL-AM B 
12-17. 00% 

18-24 IS 4% 

25-34 23 1% 

35-44 7 7% 

45-54 23 1% 

8% 

Mon-Sun 6AM-Mld 

1 WTQR-FM 12.6 WTQR-FM 11.2 

2 WGLD-FM 10.1 WKZL-FM 10.4 

3 WKZL-FM 9.3 WRQK-FM 8.1 
4 W5J5-AM 8.0 W515-AM 8.0 

5 WSEZ-FM 7.3 WGLD-FM 7.4 

6 WRQK-FM 6.2 WQMG-FM 5.7 
7 WQMG-FM 5.7 WAAA-AM 5.2 

8 WBIG-AM 3.7 WB1G-AM 3.6 

9 WAAA-AM 3.4 WSEZ-FM 3.3 
10 NHPE-FM 3.4 WCIOG-AM 3.0 

11 WA1R-AM 2.7 WHPE-FM 3.0 

12 WMFR-AM 2.7 MDR-FM 2.7 

13 WCOG-AM 2.0 WA IR-AM 2.3 

14 WEAL-AM 1.7 WMFR-AM 1.9 

15 WBUY-AM 1.7 WTOEI-AM 1.4 

16 WPET-AM 1.6 WBUY-AM 1.3 

17 WT08-AM 1.5 WGWR-AM 1.2 

18 WGBG-AM 1.3 WSW-FM 1.1 
19 WCSE-FM 1.3 WEAL-AM 1.0 

20 WRAL-FM 1.2 WRAL-FM 1.0 

Spring '81 

WT-FM(C)16 . 6 

WGLD-FMOMM9.5 

W5EZ-FMKM 9.2 

WKZL-FM(A) 7.4 

N5J5-AM1*C/7.4 

WQMG-FMO8 6.6 
WRQK-FMOU 6.2 

WBIG-AMII*C13.2 

WAAA-AM611 2.5 

*AIR-AMKM 2.4 

WEAL-AM(S) 2.4 

WMFR-AM(AC)2.2 
WI)PE-FM(11L) 1.5 

WTNC-AM (AC) 1.4 

WZOD-AM (AC) 1 . 3 

WEi IN-AM (AC) 1. 2 
WPE T -AM 011.1 1.2 

WWv10-FMOtà 1.1 

WCOG-AM (C) 1.1 

WTOB-AMM 1.0 

12+ TOTAL 2,600 

AGE WMFR-AM ,AC 
.2-17 . 00% 
18-24. 00% 

25-34 4 2% 

35-44 3% 

45-54 16 7% 

55. 

12. TOTAL 2,400 

Mine/Day Listened 79 
Turnover 13 . 7 

70 8% 

AGE WHPE-FM RL 
12-17. 0 0% 

18-24.. 63% 

25-34 12 5% 

35-44 12 SX 

45-54 12.5% 

55* 

12* TOTAL 1,600 

Mine/Day Listened 

Turnover 22.0 
49 

56.3: 

AGE WTNC-AM AC 
12-17. 00% 

18-24 ... 6 7% 

25-34 6 7% 

35-44 26 7% 

45-54 3% 

55+ 46.7% 

12+ TOTAL 1,500 

Mine/Day Listened 66 
Turnover 1 6. 3 

21 AGAR-AM 0.9 WPET-AM 0.9 NSW-FMK*/ 0.9N 
22 WTNC-AM 0.8 WTNC-AM 0.9 WRAL-FM011 0.8 

23 WEZC-FM 0.6 WYDK-AM 0.9 WPCM-FM11q 0.8 

24 WFMX-FM 0.6 WSOC-FM 0.8 W50C-FMIP 0.7 
25 W50C-FM 0.5 WFMX-FM 0.7 WMFR-FM01110.6 

26 WQDR-FM 0.5 WPCM-FM 0.6 NCKX-AMe 0.6 

27 WMFR-FM 0.5 WMFR-FM 0.5 WROQ-FM04 0.6 
28 WPCM-FM 0.5 W8T -AM 0.5 WÇOR-FMM 0.5 

29 WPTF-AM 0.4 WROQ-FM 0.5 WEZC-FMONDO.5 

30 WEZC-FM 0.4 'NCSE-FM(C) 0.5 
31 WTNC-FM 0.3 WEYE-FMOM 0.5 

32 WUNR-AMM1 0.5 

33 WKEW-AMOt 0.4 

34 WPTF-AMI*C10.4 

35 WLXN-FMO1L10.3 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mld 

1 WKZL-FM 1 WTQR-FM 

2 WTQR-FM 2 WCZL -FM 

3 WQMG-FM 3 WSEZ-FM 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 WTQR-FM 1 WTQR-FM 

2 WGLD-FM 2 NGLO-FM 

3 WRGK-FM 3 wRQK-FM 



Hartford-New Britain 

Spring '81 Market Overview 
WTIC continues to dominate the Hartford 

market, but there was significant shuffling below 

the behemoth. 
WTIC ruled in the 25-54 standings, and even 

scored well among men 18-34. It may take 
something more drastic than an Arbltron survey 

to topple WTIC from its throne in the New England 

area. 
Big moves were made by WKSS, WHCN, and 

WKND. WKSS (Bonneville) surpassed WRCH 

METRO RANK 411  
(Schulke) to move into second place overall and 

tops in the Beautiful Music format. 
At the other end of the demographic spectrum, 

WHCN, an AOR, took a big stride forward. This 

Superstars-formatted station led among men 

18-34, made gains among young adult women, 

and solidified its niche as the top teen station. 

Some TV advertising was done on behalf of 

WHCN, and a heavy bumper sticker giveaway 

emphasis was continued. No significant program-
ming changes were made that might explain the 

increased shares. 

WKND, which recently went through an owner-

ship change, more than doubled its previous 

showing. The station remained a strong teen fac-

tor but garnered its improvement from young 

adults. It emerged as second among women 

18-34. WKND made no major programming 

changes and did no outside advertising for this 

sweep. It will be interesting to see what the new 

management will do to help keep WKND in a 

strong ratings position. 

Audience Composition Analysis 

AGE WTIC-AM AC 
12-17. 2 IX 

18-24 . 3 0% 

25-34 10 4% 

35-44 10 7% 

45-54 18 5% 

55* 

12* TOTAL 33,600 

Mine/Day Listened 101 
Turnover 10.7 

SS 4% 

AGE WKSS-FM BM 
12-17. 09% 

18-24 .. 5 3% 

25-34 7 9% 

35-44 15 8% 

45-54 28 IX 

55+ 42 1 X 

12* TOTAL 11,400 

M Ins/Day Listened 115 
Turnover 9.4 

AGE WRCH-FM BM 
12-17. 0 9% 

18-24 . 3 6% 

25-34 11 8% 

35-44 10 9% 

45-54 19 I% 

SS* 

12.- TOTAL 11,000 

Mine/Day Listened . 81 
Turnover 13 . 3 

53 8% 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54. 

55* . 0 0% 

12+ TOTAL 8,900 

Mina/Day Listened 76 
Turnover 14.2 

WHCN-FM : AOR 
38 2% 

47 2% 

14 6% 

e ex 
e ex 

AGE 

12-17 

I 8-24 

25-34 

35-44 8 2% 

45-54 . 2 7% 

55+ 5 SX 

12+ TOTAL 7,300 

Mine/Day Listened 224 

Turnover 4. 8 

WKND-AM B 
24 7% 

39 7% 

19 2% 

_ Format Reac-h1_. 

AC 

BM 

SOR 

mISC 
8 9 

N 
o 

'0 8 

E 
'0 6 

17 S 

1 2 8 

7 

3 6 

f 

AGE WTIC-FM R 
12-17 29 9% 

18-24 19 4% 

25-34 17 9% 

35-44 14 9% 

45-54 13 4% 

55+ 45% 

12+ TOTAL 8,700 

Mine/Day Listened 46 
Turnover 23.4 

AGE WDRC-AM : AC 
12-17 . 3 3% 

18-24.•16 7% 

25-34 30 0% 

35-44 3% 

45-54..18 3% 

55+- 18 3% 

12+ TOTAL 6,000 

Mine/Day Listened 51 
Turnover 21 . 1 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 « 3 4% 

SS, . 34X 

12+ TOTAL 5,800 

Mine/Day Listened 48 
Turnover 22.6 

WDRC-FM R 
17 2% 

34 5% 

29 3% 

12 IX 

AGE WWYZ-FM ,AC 
12-17. 1 7% 

18-24 37 9% 

25-34 

35-44 5 2% 

45-54 • I 7% 

SS* . 0 OX 

12+ TOTAL S, 800 

Mine/Day Listened 

Turnover 15.0 
72 

AGE WPOP-AM 
12-17 • I 9% 

18-24. 00% 

25-34..17 0% 

35-44 I 1 3% 

45-54 15 IX 

12+ TOTAL 5,300 

Mine/Day Listened 52 
Turnover 20.8 

53 4% 

54 7X 

AGE WIOF-FM ' AC 
12-17 . 38% 

I 8-24 37 7% 

25-34 37 7% 

35-44 II 3% 

45-54 7 5% 

55+ • I 9% 

12+ TOTAL 5,300 

MinsiDay Listened 55 
Turnover 1 9.8 

Share Trends   
Persons 12+ 
POP(00): 7980 

Mon-Sun 8AM-Mid 

Spring '80 Fall '80 Spring '81 

1 WTIC -AM 24.2 WTIC -AM 23.0 WTIC-AM(Ac)23. 4 
2 WIN-FM 11.5 WRCH -FM 9.2 WKSS -FM(mm) 7.9 

3 WTIC.-FM 7.9 WKSS -FM 6.3 wRCH-FM0mq 7.7 

4 WKSS -FM 5.1 WTIC -FM 6.2 WHCN-Fm(A) 6.2 
5 WPO P -AM 4.4 WPOP-AM 5.6 MND-AM (B) 5.1 

6 WI-CN-FM 4.3 WDRC -AM 5.3 WT 1 C-FM (RI 4.7 

7 wCCC -FM 4.1 WI-CN-FM 5.1 WDRC -AM (AC) 4.2 

8 WDRC -FM 3.8 W I OF -F M 4.3 WDRC -FM (R) 4 .0 

9 WRCQ -AM 3.8 VeCCC-FM 3.6 WWYZ-FM (Ac) 4.0 

10 WIOF -FM 3.7 WDRC -FM 3.4 WPDP-AM)N 3.7 
11 WDRC-AM 3.3 WWYZ -FM 3.4 WIOF -Fm(wc) 3.7 

12 WWYZ -FM 3.1 WRCQ -AM 2.7 WCCC-FMIM 3.6 

13 WPLR -FM 2.5 MND -AM 2.2 WAQY -FM" 1.9 
14 WKNO -AM 2.4 wKCI -FM 2.0 wRCQ-AM(Ac) 1.7 

15 wAQY -FM 2.3 WAQY -FM 1.9 WPLR-FMW 1.5 

AGE WCCC-FM : AOR 
12-17 34 8% 

18-24 44 2% 

25-34 I 1 5% 

35-44 . 3 8% 

45-54. 0 OX 

SS' ... 58X 

12+ TOTAL 5,200 

Mine/Day Listened 52 
Turnover 20. 7 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 . 0 0% 

55+ 00% 

12+ TOTAL 2,800 

Mine/Day Listened 43 
Turnover 25.0 

WAOY-FM 'Ft 
32 1% 

32 IX 

21 4X 

14 3% 

AGE WRCO-AM 
12-17. 0 0% 

18-24 4 0% 

25-34 32 0% 

35-44 

45-54 

55+ 

12+ TOTAL 2,500 

Mine/Day Listened 55 
Turnover 1 9.8 

18 0% 

28 0% 

•20 0% 

AC 

16 WMLB-Am 1.5 wMLB-AM 1.4 WKCI-Fm(11) 1.2N 

17 MCI-FM 1.2 WPLR-FM 1.1 WINBC-AM" 1.0 

18 WINF-AM 0.5 WINF-AM 0.7 W)YN-FMWM 1.0 

19 WNTY-AM 0.5 «AS-FM 0.6 WRYM-AMOM 1.0 
20 W(YN-NM 0.3 WHYN-FM 0.5 WINF-AM(m)0.9 

21 WRYM-AM 0.3 WN0C-AM 0.4 WMLB-AMe 0.8 

22 WCCC-AM 0.2 HCCC-AM 0.3 WMAS-FMHAC) 0.6 

23 WCBS-AM 0.3 WMAS-AMIm 0.6 

24 AMAS-AM 0.3 NCCC-AIN94 0.4 

25 WCBS-AMIIM 0.3 

Demographics 
Adults 18-34 

Mon-Sun 6AM-Mld 

1 WI-CN-FM 1 MYYZ-FM 

2 WT I C -AM 2 Vil(4) -AM 

3 ve cc -FM 3 IAORC -FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 WTI C-AM 1 WTI C-AM 

2 lM(SS-FM 2WKSS-FM 

3 WRCH-FM 3 WRCH-FM 
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 Spring '81 Market Overview 

For the third straight book, KMJ0 was the top 

station in the Houston area and the only station to 

record double-digit 12+ shares. Besides 

KMJQ's increased strength, other stories in 

Houston centered around the Country format, as 

KILT-FM came out of nowhere to pass KIKK-FM. 
In addition, AOR KLOL posted its third straight up 

book. 
You may want to keep two methodology notes 

in mind when evaluating these results. Although 
the overall metro in-tab total was relatively stable, 

there were differences in the ethnic retrieval. The 
number of diaries returned from homes in the High 

Density Hispanic Area (HDHA) decreased 20% 

from the winter book. This could mean stations 

that appeal to Hispanics had fewer cume oppor-

tunities but that the diaries they got might have 

had higher cume values, possibly leading to more 

unstable estimates. 
Meanwhile, the black situation was the opposite 

of the Hispanic problem. 18% more telephone 

retrieval diaries came back this time versus the 

winter. While not all TA diaries are from blacks 

(since others who reside in the High Density 
Black Area are also TRed), it's likely that there 

were more black in-tab diaries in this survey, 
meaning more cume chances for a station such as 

KMJO. Houston is traditionally one of the harder 

markets for Arbitron to survey, so these kinds of 

ethnic fluctuations are not unusual there. 

KMJQ gave away $20,000 in its "Magic 

Number" contest, and used TV busboards and 

billboards to advertise. Biggest gains for KKK) 

carne among teens, with the station now up to 

more than a 26 share. 

KILT-FM zoomed into the Country lead this 

sweep, the station's first as a Country entity. 

$50,000 on TV ( 10-second spots) helped spread 

the word, while music sweeps and a lack of clutter 

helped KILT-FM two-step past perennial leader 

KIKK-FM. 

KLOL spent most of its ad dollars on billboards 

and increased its appeal to its "Rock and Roll Ar-

my" through giveaways such as T-shirts, raps, 

jeans, etc. The station's numbers benefitted from 

a one-third jump in teen share, where KLOL had 

over a 16 share. 

Audience Composition Analysis 

AGE KMJO-FM B 
12-17 25 4% 

18-24 31 8% 

25-34 20 2% 

35-44...11 9% 

45-54 6 6% 

55* . 40% 

12= TOTAL 54,400 

Mine/Day Listened 1 37 
Turnover 7,,9 

AGE KILT-FM C 
12-17 

18-24 

25-34 

35-44 

45-54 6 2% 

55+ . 1 4% 

12+ TOTAL 35,700 

Mine/Day Listened 95 
Turnover- 11 . 3 
AGE KYND-FM BM 

12-17. 1 9% 

18-24 .. 5 8% 

25-34 13 2% 

35-44 14 3% 

20 9% 

43 8% 

13 7% 

31 4% 

24 4% 

23 0% 

45-54 

55* 

12* TOTAL 25,800 

Mine/Day Listened: 91 

Turnover: 11 . 8 

AGE 

12-17 

18-24 

25-34 

35-44 . 1 6% 

45-54 . 0 0% 

55* . 0 0% 

12* TOTAL 25,700 

Mine/Day Listened: 110 

Turnover: 9.8 

KLOL-FM AOR 
33 5% 

39 7% 

25 3% 

AGE KIKK-FM C 

12-17 8 2% 

18-24 13 7% 

25-34 

35-44 

45-54 

36 1% 

21 2% 

14 1% 

55+ 67% 

12* TOTAL 25,500 

Mina/Day Listened: 72 
Turnover, 1 4•  9 

Format Reac-h1 

BM 

AOR 
62 

57 

N 
52 

AC 
4 9 

MISC 
4.5 

44 

RL 

Im2 3 

CL 

le 1 4 

15 4 

14 4 

1 1 5 

24 1 

AGE KTRH-AM T 
12-17. 2 1% 

18-24 « 3 0% 

25-34 7 2% 

35-44 17 0% 

45-54 12 8% 

55. 

12* TOTAL 23,500 

Mine/Day Listened: 68 
Turnover: 16.0 

57 9% 

AGE KRBE-FM R 
12-17 43 4% 

18-24 33 8% 

25-34 12 7% 

35-44 .. 6 6% 

45-54 . 3 1% 

55* 4% 

12+ TOTAL 22,800 

Mina/Day Listened 65 
Turnover: 1 6.6 

AGE KODA-FM ,BM 
12-17. 1 4% 

18-24 .. 64% 

25-34 21 

35-44 16 

45-54 19 

55* 

12+ TOTAL 22, 

4% 

8% 

1% 

35 0% 

000 

Mine/Day Listened: 78 
Turnover: 13 . 9 

AGE KPRC-AM 
12-17. 1 4% 

18-24. 2 3% 

25-34 12 6% 

35-44 12 1% 

45-54 14 9% 

55* 

12* TOTAL 21,500 

Mine/Day Listened 70 
Turnover: 1 5.4 

AGE KRLY-FM 
12-17 31 8% 

18-24 29 0% 

25-34 19 3% 

35-44 11 9% 

45-54 .. 4 5% 

55+ .. 34% 

12* TOTAL 17,600 

Mine/Day Listened 61 
Turnover: 1 7.6 

N 

56 7% 

AGE KFMK-FM R 
12-17 .... 7 2% 

18-24 27 6% 

25-34 

35-44 .. 5 3% 

45-54 . 0 7% 

55+ . 1 3% 

12* TOTAL 15,200 

Mine/Day Listened 68 
Turnover 15 . 9 

Share Trends 
Persons 12+ 
POP(00): 25037 

Mon-Sun 6AM-M1d 

Spring '80 Summer ' 80 Fall '80 Winter ' 81 Spring ' 81 

1 KKLV-FM 9.8 K1KX-FM 9.2 K651Q-FM 10 •8 KF4182-,8, 11 .0 e8 /I2-F8,01113.2 
2 141107-FM 8.6 KIMIO-FM 8.6 6114X-FM 10.5 61747-FM 9.0 KILT -F me 86 
3 KPNC-AM 7.0 KPI8C-NA 8.1 6876-FM 5.6 61413E-FM 6.9 KYND-FM11184/6.2 

4 1(551)-FM 6./ 661V-FM 7.6 K,f.)-FM 5.4 KIRN-6,16 6.2 61.01-FM681 6.2 

5 866F-FM 5.3 KY8113-FM 5.3 'CODA-FM 5.3 KLOL-FM 5.7 KIKK-FMICI 6.2 

6 0110-FM 5.1 KTliti-AM 4.6 1856C-.461 5.3 In-JD-FM 5.6 618M4-6,611M 5.7 

7 6101-FM 4.9 KQUE-FM 4.4 KT146-661 5.0 KPRC-AM 5.3 013E-FM1161 5.5 

8 656/8-FM 4.7 600A-FM 4.2 /(1..)1-1,  4.7 6(06-FM 4.6 6000.-FM1.4415 3 

9 14113-FM 4.6 688E-6M 4.0 OILY-FM 4.6 MUM-FM 4.0 KIFIC-.M406 5.2 

10 KTRFI-MA 4.3 KFMK-FM 3.9 KEY11-484 4.3 KQUE-FM 1.8 1031.1,-FM08/ 4.1 

11 6006-FM 4.2 14101-FM 3.7 KF841(-FM 3.5 ( ENS-AM 3.1 KFMK-F811,9 3.7 

12 KILT-AM 4.1 KIL5-6/4 3.1 KEIMR-AM 3.2 6115-FM 2.9 KEYR-661161 3.3 

13 KFMR-.461 3.3 KSK14-8 81 3.0 6115-FM 3.0 KFNI4-FM 2.8 KOUF-FM,60/3.0 

14 6145-4.81 3.1 KEN8-4.14 2.8 65J8K-FM 7.8 KI.ILF-461 2./ KILT -M.61 2.5 

15 KCILF-8.54 2.9 6113-FM 2.6 KILT-.861 2.8 KILT-N4 2.7 KULF-06116611.9 

16 6,266-FM 2.8 KFM14-8.84 2.6 61.1F-M1 2.6 6165-61.1 2.4 65Ret-F916 1.9 

17 KFkIK-FM 1.9 6165-N4 2.4 8140-4M 2.6 56.18 -FM 2.3 61108-4.81,01 1.9 

18 KLEF-FM 1.9 KULF-614 2.2 4014(-FM 2.5 KF854-N4 1.9 KE,-4-86113 1.8 

19 KI104-4.61 1.8 0(1106-4.81 1.9 KIFF -FM 1.6 61108-AM 1.8 611F-F6116411.4 
20 KNUZ-44 IS 1042-454 1.5 KIIIX-41.1 1.5 KYJZ I.? KI.V1.-4MCM 1.3 

57 9% 

AGE KENR-AM 
12-17. 1 5% 

18-24 66% 

25-34 30.9% 

35-44 I 4 7% 

45-54 16 2% 

55* 30 1% 

12+ TOTAL 13,600 

Mine/Day Listened: 58 

Turnover: 18.7 

AGE KOUE-FM AC 
12-17. 00% 

18-24. 00% 

25-34 22 0% 

35-44 20 3% 

45-54 24 4% 

55+ 33 3% 

12* TOTAL 12,300 

Mine/Day Listened 92 
Turnover. 11 . 8 

AGE KILT-AM C 
12-17 10 6% 

18-24 20 2% 

25-34 37 5% 

35-44 15 4% 

45-64 10.6% 

55+ 58% 

12* TOTAL 10,400 

Mina/Day Listened. 47 
Turnover, 22. 8 

21 KEVM-AIM 1.2 (LIE-FM 1.4 K64.12-AM 1.1 KLFF-FM 1.1 KLAT-AMIS 1.3 

22 K552-8/4 0.9 Kra -8.M 1.1 6(01-8.81 1.0 (COI -AM 1.3 K8UZ -MIMI 1.1 

23 K1,18.481 0.8 KIFIX-46, 1.1 KVOK-6/4 1.0 18/5Y2-4.81 1.1 KGOL-F MOM, I.1 

24 6(111-AM 0.8 KFRI3-6M 0.9 6101-4.61 1.0 KI.V1-4.M 1.1 KFCB-FM94J0.7 

25 KLVL-AM 0.7 6c0-1-.1. 0.8 6X52-4M 0.8 (GIL -FM 0.9 14001(-AMOI 0.6 

16 KHZ33-FM 0.6 KLVI.-41.1 0.8 673(B-FM 0.6 65(0-AM 0.9 KCCH-4.811111 0.6 

27 KF140-461 0.5 KILF-414 0.8 61611-AM 0.5 ICF80-41.1 0.5 KFRO-M4,61 0.5 

28 611(.18 14 0.7 (VII -F IN 0.4 10403-FM 0.4 K% YZ -MI16810.5 

29 0110 -FM 0.5 

30 K 0.4 

31 K .Ksi 0.4 

Demographics 
Adults 18-34 

Mon-Sun 6AM-M1d 

1 IMO-FM 1 KMJQ-FM 

2 KLOL-FM 2 KILT-FM 

3 KILT-FM 3 KFMK-FM 

Adults 25-64 

Mon-Sun 6AM-M1d 

1 K I KK-FM 1 KMJQ-FM 

2 ICA) Q-FM 2 K I L T-FM 

3 KILT-FM 3 KODA-FM 



Ratings are our business, too. 

&eÁeeede[e:eieeej'v 

Atlantic, Atco, Cotillion and Custom Labels 
thank you for sharing our commitment to radio. 

C 1181 A.. % my., CO•Pe...-,---..-C. 
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(I) 

Spring '81 Market Overview 

WIBC and WXTZ remained 1-2 in the spring In-

dianapolis survey. WIBC had a stable book and 

ranked No. 1 among men and women 25-54. In 

fact, WIBC, WXTZ, and WFMS comprised the top 

three in both male and female 25-54 rankings. 
WXTZ rebounded from a soft fall book to recap-

ture some ground. The station's female shares 

jumped by about one-third, pacing its recovery. 

WFBO rose to its highest share ever, up three 

shares to double digits. The station led the 18-34 

demos and became the leading teen station with 

almost a 25 share. Interestingly, in time spent 
listening, WFBO and WXTZ tied for the second 

longest spans in the market - an unusual coupl-
ing given their format disparity. 

WTLC, Indianapolis' ethnic voice, posted 

another healthy book. The station topped the 

market in time spent listening, maintained a strong 
teen base - a close second to WFBO - but 

slipped slightly in adults. 

Audience Composition Analysis 

AGE WIBC-AM ,AC 
12-17. 2 4% 

18-24 .. 6 9% 

25-34 

35-44 

45-54 

55+ 

12. TOTAL 24,800 

Mina/Day Listened 85 
Turnover 12 . 7 

17.3% 

15.7% 

21 8% 

35 9% 

AGE WXTZ-FM BM 
12-17. 1 0% 

18-24 64% 

25-34 16.7% 

35-44 9.4% 

45-54 16.3X 

se; 50 2% 

12+ TOTAL 20,300 

Mina/Day Listened. 1 06 
Turnover: 1 0.1 

AGE 

12-17 

18-24 

25-34 17 1% 

35-44 . 3 0% 

45-54 . 3 0% 

55+ . 1 8% 

12. TOTAL 16,400 

Mine/Day Listened 1 06 
Turnover 1 O. 2 

e 
Format Reach 

AC 

1311 

AOR 

MISC 
S 4 

RL 
9 

10 3 

96 

WFBO-FM AOR 
25 0% 

se ex 

! 9 5 

1 9 4 

1 8 5 

1 5 4 

AGE 

12-17 

18-24 

25-34 

35-44 5 0% 

45-54 . 0 6% 

55+ . 1 3% 

12. TOTAL 15,900 

Mina/Day Listened 93 
Turnover 11 . 6 

WNAP-FM R 
19 5% 

39 6% 

34 0% 

AGE WTLC-FM B 
12-17 25.5% 

18-24 20 3% 

25-34 19 OX 

35-44 13 7% 

45-54 7 8% 

55+ 13 7% 

12+ TOTAL 15,300 

Mine/Day Listened 1 22 
Turnover. 8.8 

AGE WFMS-FM C AGE WNDE-AM : R AGE WIFE-AM : AC 
12-17 .. 5 IX 12-17 ... 7 EX 12-17 53X 

18-24 21 3% 18-24 18 9X 18-24 10 5% 

25-34 20 6% 25-34 41 5% 25-34 26 3% 

35-44 25 0% 35-44 IS IX 35-44 15 8X 

45-54 18 4% 45-54 15 IX 45-54 15 8% 

55+ 9 6% 55+ . 1 9% 55+ 26 3% 

12+ TOTAL 13,600 

Mine/Day Listened 95 
Turnover 1 1 . 4 

AGE WIRE-AM 
12-17 39% 

18-24 3 IX 

25-34 7 8% 

35-44 22 7% 

45-54 21 9% 

55+ 40 6% 

12+ TOTAL 12,800 

Min•Day Listened 81 
Turnover 13. 4 

AGE 

12-17 

18-24 

25-34 

35-44 8 IX 

45-54 4 0% 

55+ . 20% 

12+ TOTAL 9,900 

Mine/Day L.stened 60 
Turnover 1 8.0 

WIKS-FM 
28 3X 

33 3% 

24 2% 

Share Trends 
Persons 12+ 
POP(00): 9455 

Spring '80 Fall '80 

12+ TOTAL 5,300 

Mine/Day Listened 44 
Turnover 24 . 5 

AGE WATI-AM 
12-17. 0 OX 

18-24. 2 4% 

25-34 7 3% 

35-44 17 1% 

45-54 29 3% 

55+ 

12+ TOTAL 4» 00 

Mine/Day Listened 91 
Turnover 11 . 9 

BM 

43.9% 

AGE WGTC-FM : C 
12-17 36% 

18-24 25. OX 

25-34 14 3% 

35-44 25. OX 

45-54 14 3% 

55+ 17 9% 

12+ TOTAL 2,800 

Mine/Day Listened. 82 
Turnover. 13. 2 

Mon-Sun 8AM-Mid 

1 WI BC-AM 15.7 WI I3E-AM 15.6 

2 WXTZ-FM 12.5 WXTZ-FM 10.3 

3 WTLC-FM 9.2 WtsgvP-FM 9.9 

4 WIKS-FM 9.0 WIRE-AM 9.3 

5 WIRE-AM 8.8 vVTLC-FM 9.3 

6 WFMS-FM 7.4 vWMS-FM 9.0 

7 WNAP-FM 7.1 WIKS-FM 8.1 

8 WFBQ-FM 6.7 WFBQ-FM 7 . 4 

9 ODE -AM 5.3 WM3E-AM 5.0 

10 WAT I -AM 2.9 WAT I -AM 3.7 

11 WIFE-AM 2.9 WIFE-AM 1.8 

12 WXLW-AM 2.0 vVGTC-FM 1 . 8 

13 WBR I -AM 1.2 WEIR I -AM 1.0 

14 WCBK-FM 1.2 WCBK-FM 0.6 

Spring '81 

W1BC -AM (AC) 15.6 

WXTZ -F MRIIA) 12. 8 

1AF BQ-FM(A) 10.3 

WNA P -F NM) 10.0 

WTLC-FM(8) 9.6 

WfMS-FM(C) 8.6 

W I RE -AM(C) 8.1 

W IKS-FMM 6.2 

WNDE-PM(R) 3.3 

WAT I -AM (BM) 2. 6 

WGTC -FM(C) 1 . 8 

W I FE -AM(AC)1 . 2 

BM -ANIIACI O. 9 

,M3R I -AM (al) 0.8 

12+ TOTAL 1,900 

Mine/Day Listened 29 
Turnover: 3 7 . 5 

AGE WFBM-AM AC 
12-17 6 7% 

18-24. 0 0% 

25-34 I 3 3% 

35-44. 0 0% 

45-54 33.3% 

55+ 46 7% 

12+ TOTAL 1,500 

Mtns/Day Listened 76 
Turnover 1 4. 1 

AGE WBRI-AM RL 
12-17. 0 0% 

18-24 7 7% 

25-34 7 7% 

35-44 15 4% 

45-54 30 8% 

55+ 38 EX 

12+ TOTAL 1,300 

Mine/Day Listened. 59 
Turnover . 1 8.3 

15 IAGTC-FM 0.8 XLW-AM 0.5 

16 WFBM-AM 0.5 WLHN-FM 0.5 

17 WNTS-AM 0.4 WXIR-FM 0.4 

18 WART-FM 0.4 eeBm-Am 0.4 

19 WLNN-FM 0.4 WNTS-AM 0.4 

20 NGRT-FM 0.3 WSVL-FM 0.4 

21 WNON-FM 0.3 HCBK-AM 0.3 

WX I R-FM0114 0.6 

S -AM (RI-) 0.5 

WLHN-F (AM 0.5 

'NSVL-FM (AC) O. 5 

WLW -AM (AC)0 3 

v1C BK -F M (AC) O. 3 

evC BK -AM (NC) . 1 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 OF E3Q-FM 1 WNAP -FM 

2 WNAP -FM 2 WFBQ-FM 

3 Wf MS-FM 3 WIKS-FM 

Adults 25-54 

Mon-Sun 6AM-M1d 

1 WI BC -AM 1 WI BC -AM 

2 WF,V1 S -FM 2 WXTZ -FM 

3 WXTZ -FM 3 VFMS-FM 
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28 Kansas City 
Spring '81 Market Overview 
WDAF continued to lead the parade in the first 

Kansas City Quarterly Measurement sweep, and 
KMBR and WHB scored successful numbers 

also. However, KMBZ made news too - for the 

first spring in years the station did not register a 

12 share in the double-digit range. 

WDAF topped men 25-54 and was third among 
women in that demo, with the biggest gains this 

book falling on the male side. WDAF led the 

market in each of the three major Monday-Friday 
dayparts, and the station racked up impressive 

time spent listening spans with its audience. 

Second overall in this book was WHB, which 

deployed a strong 25-34 core to rank among the 

top three in each of the 18-34 and 25-54 

breakouts below - the only station to score that 

well so broadly. WHB suffered some slippage 

among its male tuners-in, but additional female 
strength more than made up for the male decline. 

KMBR won the Beautiful Music contest this 

sweep over KCEZ. The Bonneville vs. Schulke 

(respectively) battle saw KMBR earn worthwhile 
25-54 figures, with the midday segment giving 

the station its biggest increase. KCEZ had essen-

tially a stable book, with some male defection. 

KYYS, Taft's AOR fixture, slipped in both its\  

young nude and female numbers. However, the 

station mitigated its adutt losses somewhat with an 
increase in teens, where KYYS had more than a 

41 share. In spite of some softness, KYYS re-
mained the top male 18-34 station in the market. 

KMBZ had virtually a flat book compared to the 

fall, a surprise since the spring is usually gravy 

time for the station. Royals baseball has been a 

ratings injection for KMBZ in the past, but not as 
strongly this year - perhaps due to the poor per-

formance by the team. 

Audience Composition Analysis 

AGE WDAF-AM C 
12-17. 17% 

18-24 13.8% 

25-34 12.5% 

35-44 20.8% 

45-54 14.2% 

SS. 37.1% 

12. TOTAL 24,000 

MIneDay Listened 101 
Turnover 10. 7 

AGE WHB-AM R 
12-17 .. 72% 

18-24 25.9% 

25-34 44.0X 

35-44 18.9% 

45-54. 30% 

SS. . 3.0% 

12+ TOTAL 16,600 

Mine/Day Listened 70 
Turnover 15.5 

AGE KMBR-FM BM 
12-17 2.5% 

18-24 5.7% 

25-34 9.6X 

35-44 

45-54 

55. 

12. TOTAL 15,700 

Mine/Day Listened 92 
Turnover 11 . 8 

26.6% 

22.3% 

33.1% 

Format Reach 

AOR 

BM 

AC 

N 

MISC 
4 0 

RL 
3 7 

CL 
"1 1 

8 7 

7 S 

63 

ABE KYYS-FM AOR 
12-17 39.7% 

18-24 33.3% 

25-34 22.4X 

35-44. 3.2% 

45-54. 1.3% 

55. . 0.0% 

12. TOTAL 15,800 

Mine/Day Listened 76 

Turnover 14.2 

AGE KMBZ-AM : AC 
12-17. 1.3% 

18-24. 2.6% 

25-34 19.7% 

35-44 13.2% 

45-54 16.4% 

SS. 46.7% 

12+ TOTAL 15,200 

Mine/Day Listened 

Turnover 1 5.9 

19 0 

16 6 

16 6 

16 5 

68 

AGE KCEZ-FM : BM AGE KBEO-FM : R AGE KPRT-AM : RL 
12-17 12-17. 0.8% 22.5% 12-17. 2.9% 

18-24. 4.5% 18-24 37.3X 18-24 m. 5.9% 

25-34 .... 11.3% 25-34 33.3% 25-34 mmumm.20.6% 

3S-44... 9.8%  35-44 . 3.9X 35-44 mu 5.9% 

45-54 25.6% 1% 45-54 . 2.9X 45-54 .• 26.5% 

48 55+ 0 0% 55. 55. mm...immaimmm38.2X . .  
12. TOTAL 13,300 12+ TOTAL 3,400 12. TOTAL 10,200 

. Mine/Day Listened 97 Mine/Day Listened 61 Mine/Day LLetenêd 1 14 
Turnover 11 . 1 Turnover 1 7.7 Turnover 9.5 

AGE KPRS-FM B 
12-17 17 6% 

18-24 33 6% 

25-34 21 4% 

35-44 13 0% 

45-54.. 6 9% 

55+ .. 76% 

12+ TOTAL 13,100 

Mine/Day Listened 131 

Turnover 8.2 

AGE KUDL-FM ,AOR 
12-17. S 8% 

18-24 26 0% 

25-34 43 3% 

35-44 13 5% 

45-54 10 6% 

55. . 1 0% 

12+ TOTAL 10,400 

Mine/Day Listened 62 
Turnover 1 7.3 

AGE KCMO-AM : N 
12-17. e 0% 
18-24. S IX 

25-34 

35-44 

45-54 

55. 

12+ TOTAL 9,900 

Mine/Day Listened 56 
Turnover 1 9 . 2 

25 3% 

13.1% 

11 1% 

AGE KCKN-FM 
12-17. 3 IX 

18-24 4 7% 

25-34 25 OX 

35-44 31.3% 

45-54.. 9 4% 

55. 26 6% 

12. TOTAL 6,400 

Mine/Day Listened 63 
Turnover 17.1 

Share Trends   
Persons 12+ 
POP(00): 10918 

Spring ' 80 Fall '80 Spring '81 

Mon-Sun 8AM-Mid 

1 WDAF-AM 12.0 WDAF-AM 11.4 WDAF-AM(C)13.8 

2 KMBZ-AM 10.8 KYYS-FM 10.3 W1.16 -AM1M 9.5 

3 KYYS -FM 10.2 WHB -NM 9.1 KMB R-FMaINM9. 0 

4 WHB -AM 8.6 KMBZ-AM 8.8 KYYS-FM404 9.0 

5 KMBR-FM 8.1 KUDL-FM 8.1 KMBZ-AMI(Ac)8.7 

6 KPRS-FM 6.8 KCEZ-FM 7.8 KCEZ-FM1M17.6 

7 KCEZ-FM 6.0 KMBR-FM 6.9 KPRS-FM(8) 7.5 

8 KUDL -FM 5.2 KB EQ-FM 6.8 KUDL-FM1M 6.0 

9 KB EQ-FM 4.6 KPRS -FM 6.2 KB EQ-FM" 5.9 

10 KCMO-AM 4.1 KGMO-AM 6.0 KCMO-AM IM 5. 7 

11 KCKN-FM 4.0 KCKN-FM 2.7 KCKN-Fm(c) 3.7 

12 KJ LA-AM 3.8 KJ LA-AM 2.1 KP RT -AM Im-) 2.0 

13 KSAS-FM 3.7 KSAS-FM 2.0 KJLA-AM1M 1.1 

14 KCKN-AM 2.2 KXTR-FM 1.7 KXTR-FMe01.1 

15 KBEA-AM 1.4 KPRT-AM 1.5 KSAS-FM1M 1.0 

45.5% 

:c 

AGE KJLA-AM : R 
12-17 21.1% 

18-24 31.6% 

25-34 21.1X 

35-44 21.1X 

45-54.. 5.3% 

SS. . 0.0% 

12. TOTAL 1,900 

Mine/Day Listened 28 
Turnover 38.3 

AGE KXTR-FM : CL 
12-171 0,0% 

18-24 mm.10.5X 

25-34t 0.0% 

35-44 mmmmmm 26.3% 

45 -54mmmm15.8% 

SS. mummmmummum47.4% 

12+ TOTAL 1,900 

Mine/Day Listened 49 
Turnover 22.2 

16 KPRT-AM 1.4 KCCV-AM 0.9 KCKN-AMe) 1.0\ 

17 KXTR-FM 0.9 KBEA-AM 0.9 KEXS-AM01140.9 

18 KEXS-AM 0.7 KFEQ-AM 0.6 KBEA-AMIM 0.6 

19 KTRO-FM 0.5 KLZR-FM 0.6 KLZR-FMIM 0.6 

20 KCNW-AM 0.5 KCKN-AM 0.6 KTRO-FMel 0.5 

21 KFIX-AM 0.4 KCCV-AMM0.4 

22 KWKI-FM 0.4 KWKI-FM1M-10.4 

23 KCLO-AM 0.3 

Demographics 

Adults 18-34 

Mon-Sun SAM-Mid 

1 KYYS-FM 1 WHB -AM 

2 WHB -AM 2 KUDL -FM 

3 KP RS-FM 3 KB EQ-FM 

Adults 25-54 

Mon-Sun SAM-Mid 

1 WDAF -AM 1 wHB _Am 

2 KMSZ -AM 2 KMBR-FM 

3 m-13 -AM 3 WDAF -AM 
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Spring 1B1 Market C)vEmnidenov 
There's absolutely no truth to the rumor that 

KABC's new motto is going to be "In Fernando 

We Trust," but the station would doubtless like to 

have the Fernando Valenzuela phenomenon 
repeat itself in another key ratings sweep. The 

Dodgers pitcher caught the imagination of the 

market and that helped the team's flagship station 

to its best book in two years. An "L.A.'s Turning 

Blue" campaign - giving away equipment bags 
and other baseball items - helped to reinforce 

the connection between the station and the 

baseball team. 

Influencing AOR's improvement was a 38% 

increase in the amount of diaries returned from 
men 18-24, compared to the previous survey. In-

deed, each AOR station's in-tab jumped by at 

least 50%. Specifically, KLOS spent money this 

sweep on TV and billboards, although many 

dollars also went into station decals ( 500,000 
were distributed). KMET used lots of billboards to 

keep its identity visible, in tandem with thousands 
of bumper stickers that were given away. 

One item that affected the standings this sweep 

was the amount of Hispanic diary return. The 

Hispanic in-tab was up 40% (504-704) com-

pared to the winter results, giving stations that 

skew Hispanic, such as KRLA, a boost in the 

standings. Stations that had little appeal to the 

Hispanic audience may have suffered, as did 

KHTZ, for example. 

Another problem beset the Country and 

Beautiful Music stations - baseball. Traditionally 
these stations have listeners who tune in often to 

baseball games, and this tends to siphon quarter-

hours away from the BM and Country properties. 

Audience Composition Analysis 

AGE KABC-AM T 
12-17. 1.4% 

18-24 3 4% 

25-34 12.5% 

35-44 11.IX 

45-54 19. SX 

SS, 

12+ TOTAL 115, 800 

Mine/Day Listened: 83 
Turnover 1 3 

52 . 2X 

AGE KBIG-FM : BM 
12-17. 0.9% 

18-24... 7 8% 

25-34 11 7% 

35-44 215% 

45-54 20.9% 

55+ 37.1% 

12+ TOTAL 74,300 

Mine/Day Listened 78 

Turnover, 1 3 . 8 

AGE KMET-FM : AOR 
12-17 

18-24 

25-34 

35-44 4. SX 

45-54 2 . 4% 

SS* . 2.4% 

12+ TOTAL 61, 700 

Mine/Day Listened 62 
Turnover 1 7.4 

22.5% 

43 4% 

24.6% 

AGE KFWB-AM N 
12-17. 0.8% 

18-24 1 . 2X 

25-34 12.3% 

35-44 12.9% 

45-54 17 . 3X 

SS+ SS 

12+ TOTAL 51,900 

Mine/Day Listened: 47 
Turnover: 23 . 2 

AGE KNX-AM 
12-17. 0.4% 

18-24. 1 . 4X 

25-34 5 . 1% 

35-44 13.4% 

45-54 15.9% 

55, 

12. TOTAL 50,900 

Mine/Day Listened: 69 
7% Turnover: 1 9.4 

AGE KJOI-FM BM 
12-17 • 1.6% 
1 8-24 35% 

25-34 9.7% 

35-44 12.7% 

45-54 22.8% 

55+ 49 . 7% 

12+ TOTAL 51,300 

Mine/Day Listened 80 
Turnover 13.4 

Format Reach 

SOR 

BM 

N 

MISC 

S 

AC 

CL 

"1 4 
RL 

E .0 9 

m i3 8 
BB 

0 00 4 

me 4 

7 6 

7 0 

6 0 

5 8 

56 

33 

13 7 

13 1 

I 1 7 

20 8 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 6 . 8% 

55+ . 3. OX 

12+ TOTAL 50,300 

Mine/Day Listened: 69 
Turnover: 1 5 . 5 

: N 

KRLA-AM R 
12.ox 

27.4% 

33.4% 

18.5% 

AGE 

12-17 

18-24 

25-34 

35-44. 2 . 5% 

45-54. 2 . 3% 

55+ . 0. 8% 

12+ TOTAL 48,800 

Mine/Day Listened. 56 
Turnover 1 9.2 

63 . 9% 

KLOS-FM ' AOR 
22.3% 

39.8% 

32.4% 

Share Trends 
Persons 12 ± 
POP ( 00 ) : 78581 

Mon-Sun 8AM-Mid 

Spring '80 Summer ' 80 Fall 'SO Winter '81 Spring '81 

1 KA8C-AM 7.0 mac -MI 7.6 KABC-M4 6.9 KN3C-MA 6.9 KATIC-Mim 8.5 

2 KO 10-FM 5.7 IMIET-FM 5.0 6810-FM 5.1 KEI1G-FM 6.5 61110-FA1805.5 

3 KPAET -FM 4.9 6810-FM 4.8 KFWB-AM 5.0 KAVEI-N1 4.8 KMET-FMM, 4.6 

• KJOI-FM 4.8 6101-FM 4.6 610I-FM 4.3 6101-FM 1.3 MANI-WAR 3.8 

5 KW -AM 4.8 KL-AN 4.0 KM -AM 4.2 KNX -FM 1.3 1(101-FM.m3.8 

6 KFW8-MI 4.2 KNX -AM 1.0 KOLA-4M 4.1 612111-FM 3.9 KNX 1.8 

7 KLK-A96 4.2 KF1111-AM 3.8 KL AC -AM 3.7 69(1-FM 3.9 KRLA-/MMI 3.7 

8 103LA-M1 3.8 (LOS-FM 3.4 05(1-FM 3.6 KIITZ-FM 3.6 KLOS-FMIN 3.6 

9 KRT14-FM 3.5 103T11-FM 3.1 1(115-FM 3.3 KNX -AM 3.5 KRTH-FMS 3.1 

10 I(115-FM 3.3 1(115-FM 3.2 60TH-FM 3.2 AL 4C -AM 3.2 KIIS -FM.% 3.0 

11 KNX -FM 3.2 KM( -FM 3.2 .1u0-FM 3.1 Kit -AM 3.1 KFITZ-F5114C13.0 

12 KFI -AM 3.1 KOLA-4M 3.1 KiI -PM 3.0 KOLA-4M 2.9 KLOC-M1163 2.9 

13 KPAPC-AM 2.8 6056-FM 3.0 KHT I-FM 3.0 KLOS-FM 2.9 KNX -FM03/ 2.8 

14 6051-FM 2.7 KPAPC-AM 2.9 KNX -FM 2.8 6051-FM 2.9 KICQ-FMOR 2.6 

15 KLOS-FM 2.4 KICI2-FM 2.8 KL05-FM 2.7 6100-FM 2.7 KAIPC-AMM 2.5 

16 K111 - NA 2.2 KF I -OM 2.7 104FC-AM 2.6 6115-FM 2.7 KFI -MIN 2.5 

17 1017I-FM 2.2 KHT M 2.1 6051-FM 2.5 KZLA-FM 2.5 6057-FM IM12.5 

18 KEMY-MI 2.1 KTMZI-AM 2.0 KALI -4/1 2.4 KMtC-41.1 2.1 «ST FMIN 2,0 

19 KUTE-FM 2.0 KZLA-FM 1.8 KDAY-AM 1.9 XTRA-AN 2.0 KUTE-FMS 2.0 

20 KICR)-FM 1.8 KU/E-FM 1.8 KROZ1-FM 1.8 1011 -AM 2.0 K111 -ANICI 1.9 

21 6-FM 1.6 KALI -AM 1.7 6161-FM 1.7 KALI -AM 2.0 K1NO-M1181 1.9 

22 K17105-AM 1.6 KHI -AM 1.7 KUIE-FM 1.7 KDAY-AN 1.7 KZLA-FMICI 1.7 

13 KZLA-FM 1.6 KDAY -AM 1.6 «57-FM 1.7 6551-FM 1.6 KRX)-FMIN 1.7 

24 1(11.14-FM IS 5 10(00-FM 1.5 KTNO-AM 1.7 K)-FM 1.6 CIRA-695 1.6 

25 «GO-FM 1.4 KROO-FM 1.5 KZLA-FM 1.6 KTNO-M1 1.5 K1LH-FMMI 1.6 

26 6191-FM I . 4 KVA(VI-AM 1.1 1(11.11-FM 1.1 KUTE-FM 1.1 113(GO-F,111 1 

27 KGFI -AM 1.1 KJLH-FM 1.3 KHI -AM 1.3 «GO-FM 1.1 61165-MINI 1.5 

28 KALI -AM 1.1 KLVE-FM 1.2 661K-FM 1.3 KLVE-FM 1.4 K/CE-P1111 4 

19 KND13-FM 1.1 KN313-FM 1.1 «GO-FM 1.2 (ACE-FM 1.2 KDAY-AMM 1 4 

70 0591-FM 1.0 6008-.161 1.1 Ki/C-FM 1.2 101104-M1 1.2 KGF1-4A10/ 1.4 

AGE 

12-17 .. 

18-24 

25-34 

35-44 10 . 3% 

45-54 m 3. 8X 

55+ • 1 . 9% 

1_2+ TOTAL 4L600 

Mine/Day Listened: 58 
Turnover. 1 8.8 

KRTH-FM : R AGE KLAC-AM : C 
5.3% 12-17 1.5% 

22.4% 18-24 4.3X 

56.3% 25-34 I 1 . 7X 

35-44 24 . 6X 

45-54 25 . 8X 

55+ 32 . 2% 

12+ TOTAL 39,400 

Mine/Day Listened 64 
Turnover 1 6.9 

AGE 

12-17 

18-24 

25-34 

35-44 9.4% 

45-54 ... 5 4% 

5S. . 3.5% 

12+ TOTAL 40, 400 

Mine/Day Listened: 55 
Turnover: 1 9.6 

KIIS-FM : R 
24.0% 

30.4X 

27.2% 

AGE KHTZ-FM : AC 
12-17 7.8% 

18-24 34 . OX 

25-34 37 0% 

35-44 13 . 8X 

45-54 S . 0% 

SS+ • 2 . 5% 

12+ TOTAL 40,000 

Mine/Day Listened: 63 
Turnover: 1 7.1 

AGE KNX-FM rAOR 
12-17. 1 9% 

18-24 34.7% 

14 0% 4 25-34 3 1% 
35-44 

45-54 3 4% 

55+ 29X 

12. TOTAL 37,800 

Mine/Day Listened 56 
Turnover 1 5.6 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 5 1 X 

55+ . 0 9% 

12+ TOTAL 35, 200 

Mine/Day Listened 50 
Turnover: 21 . 4 

KI0O-FM R 
23 3% 

26 1% 

30 4% 

14 2X 

11 XTRA-AM 1.0 COST-FM 1.1 XTRA-ANI 1.0 611.71-FM 1.1 KLYE-FRM IN 

32 KMICW-AN 0.9 KEZT-AM 1.1 KWKW-17.1 1.0 6108-FM 0.9 KALI -M11111 1.1 

30 KFAC -FM 0.9 KGF1 -AM 1.0 6700-FM 0.9 KGF1 -JAI 0.8 1008-FMOMI .0 

11 KEZY-M1 0.8 KFK -FM 1.0 feel -4M 0.8 KFAC-FM 0.7 KFAC-F51117U0.9 

15 KIEV-AM O. 5 CIRA-4M 0.9 6(1V-4M 0.6 KEN-FM 0.6 KIEV -AMR/ 0.7 
36 6(1V-FM 0.5 64C6-F9 0.8 KIEV-AM 0.5 KFK-AM 0.5 KEZY-.6M 15 0.6 

37 6008-AM 0.5 KGER -AM 0.6 q1/17-4/4 0.5 KEZY-A41 0.5 KT-W5-90.6 

38 KV/II-AM 0.5 KIEV-AN 0.5 KW II-FM 0.1 KIEV-MI 0.5 KGIL-APAIM 0.6 

39 KGER-AM 0.4 KEZY-FM 0.1 KGER-NA 0.4 KZLA,MI 0.5 KFK -AM 6L10. 5 

40 KFAC-AM 0.4 6011-1M 0.1 103117-MI 0.4 KWIZ-FM 0.4 KEZY-FMIN 0.1 

41 080T-IM 0.4 KILA-NA 0.4 KEZY-FM 0.4 IT0013-4/1 0.3 XPRS-600011 0.1 

42 KGIL -4M 0.1 0867-AM 0.4 KG68-4/41 0.4 KGER-A11 0.3 KYMS-FMIN.10.3 

113 KACE-FM 0.4 KFK-N1 0.3 e11-APA 0.1 1(808-FM 0.2 6116-FMC/ 0.3 

11 XPR5.114 0.3 ...GIL-FM 0.1 KFAC -AM O. 3 616 11-M1IACH). 

45 1(115 1.11 0.3 KGIL-FM 0.3 KW 1Z-FM111140. 3 

16 KZLA-AN 0.3 K13013-FAI 0.5 KGRTI-M1181110.3 

17 10.11.-FM 0.2 6214-/M Mt 0.2 

am CGIL-F 1.118 0.2 

49 6808490110.1 

Demographics 
Adults 18-34 

Mon-Sun GAM-Mid 

1 KMET -FM 1 K I I S-FM 
2 KLOS -FM 2 KHTZ-FM 

3 KRTH-FM 3 KNX -FM 

Adults 25-54 

Mon-Sun ESILM-Mid 

1 KABC-AM 1 KB IG-FM 

2 KR LA -AM 2 KABC -AM 

3 Kt./5C -AM 3 KRTH-FM 



Louisville 
METRO RANK 

Spring '81 Market Overview 
The introduction of Quarterly Measurement into 

the Louisville area went fairly smoothly, but there 

were other factors that caused ratings shifts in the 

metro. Foremost among the catalysts for ratings 

fluctuations, compared to previous sweeps, was 

the move of noted morning man Bill Bailey from 

WAKY to Country WCII (formerly WKJJ-AM). 

Compared to the 1980 surveys, particularly last 

spring, the 12+ in-tab in Louisville dropped this 

time. Last spring 1559 usable diaries were retum-
ed, this year 1135. Fortunately the drop was 

relatively well spread among the demos. Males 

18-24 dropped from 80 to 64, as an example. 

Just keep in mind that when you are evaluating 

this spring's data that the numbers are slightly 

more unstable than those from a year ago. 
WAMZ led the market for the second straight 

book. The Country pacesetter saw its male 

shares rise but suffered a dip in female numbers. 

Still, WAMZ led in most key demo breakouts 

shown below. 

A stronger Country competitor emerged, as 
WCII debuted with a three-share increase over its 

WKJJ CHA numbers. As noted above, the ac-
quisition of Bill Bailey was a coup, causing much 

word-of-mouth discussion of the shift. Besides 

the talk in the community, WCII did a little advertis-

ing on TV. It will be worth watching to see what in-

roads WCII makes on the WAMZ Country fran-

chise in the future. 

The Adult Contemporary market is getting com-

petitive as well. WHAS enjoyed a healthy book, its 

best in recent sweeps. However, watch for 

WRKA, an A/C station that almost doubled its 

overall share in the spring survey. WHAS main-

tained quite an advantage over WRKA among 

men, but the difference in female figures is getting 

smaller and smaller. 

Audience Composition Analysis 

AGE WAMZ.-FM C 
12-17m 2.0% 

18-24 28.0% 

2S-34 23 4% 

3S-44 19.8% 

4S-S4 1S 9% 

SS+ mmm10.3% 

12. TOTAL 10, 700 

Mina/Day Listened: 90 
Turnover: 12.0 

AGE WVEZ-FM BM 
12-17. I 0% 

18-24. 1 . 9% 

25-34 10 S% 

35-44 21 9% 

45-54 17 IX 

55. 47 . 6% 

12. TOTAL I 0, 500 

Mine/Day Listened, 92 
Turnover: 11 . 7 

AGE WHAS-AM AC 
12-17. 3 1% 

18-24 6 1% 

25-34 22 4% 

35-44 16 3% 

45-54 14 3% 

55. 37 8% 

12+ TOTAL 9,800 

Mine/Day Listened. 58 
Turnover: 18.5 

AGE WKJJ-FM R 
12-17 34 1% 

18-21 37 5% 

2S-34 .... 13.6% 

35-44 ... 10.2% 

45-51 3 4% 

55. . 1.1% 

12+ TOTAL 8. 800 

Mine/Day Listened: 70 
Turnover: 1 5.3 

AGE WAVE-AM 
12-17 2.4% 

18-24. I.2% 

25-34 7 . 2% 

35-41 ... 9 8% 

45-51 16 9% 

SS, 

12. TOTAL 8,300 

Mine/Day Listened 59 
Turnover: 18.2 

Format Reach 

AC  

AOR 

BM 

O 
6 3 

MISC 
4 6 

5 

RL 

.3 

2 1 

0 4 

24 

23 

AGE WRKA-FM AC 
12-17 8 7% 

18-24 23 2% 

25-34 47.8% 

35-44 14 . 5% 

45-54 . 1 . 1% 

55, 43% 

12+ TOTAL 8,900 

Mine/Day Listened. 74 
Turnover :1 4. 5 

AGE WCII-AM C 
12-17 10 3% 

18-24 ... 7 4% 

AC 25-34 32 4% 

35-44 20 6% 

45-54 11 8% 

55. 17 6% 

12. TOTAL 6,800 

Mine/Day Listened 60 
62 7% Turnover 1 8.1 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 4 7% 

SS. 78% 

12. TOTAL 6,400 

Mine/Day Listened 92 
Turnover 1 1 . 8 

WLOU-AM B 

AGE 

12-17 

18-24 

25-34 21 0% 

35-44 . 3 2% 

45-54. 0 . 0% 

55. . 0 . 0% 

12. TOTAL 6,200 

Mina/Day Listened. 62 
Turnover: 1 7.5 

AGE 

12-17 

18-24 

25-31 

35-44 .. 3 3% 

45-54. 1.8% 

SS+ . 0 . 0% 

12. TOTAL 8, 100 

Mine/Day Listened. 55 
Turnover: 1 9.7 

WOMF-FM AOR 
29 0% 

46 8% 

WLRS-FM AOR 
37 7% 

31 1% 

26 2% 

AGE WAKY-AM R 
12-17. 3 9% 

18-24 27 5% 

25-34 37 . 3% 

35-41 . 8% 

45-54 .... 7 . 8% 

$S. 5 

12. TOTAL 5, 100 

Mine/Day Listened , 42 
Turnover: 25. 8 

AGE WINN-AM C 

12-17. 0.0% 

18-24. 00% 

25-34 11 1% 

35-14 11 1% 

45-54 30.6% 

SS. 47 2% 

12. TOTAL 3,800 

Mine/Day Listened: 44 
Turnover: 24.5 

AGE WTMT-AM C 

12-17. 4 3% 

18-24 8.7% 

25-34 17 4% 

3S-44 13.0% 

45-S4 17 4% 

55. 39 . 1% 

12. TOTAL 2,300 

Mine/Day Listened. 81 
Turnover. 13 . 3 

AGE WXVW-AM E 
12-17, 00% 

18-24, 00% 

2S-341 00% 

35-44.. 9 S% 

4S-S4 14 3% 

SS.   

12, TOTAL 2, 100 

M ins/Day Listened 

Turnover 1 5 . 4 
70 

76 2% 

Share Trends   
Persons 12+ 
POP(00): 7376 

Spring SO Fall '80 

Mon-Sun 6AM-M1d 

Spring '81 

1 WVEZ-FM 10.7 WAMZ-FM 11.7 WAMZ-FMe 10.6 

2 WAKY-AM 9.8 WKJJ-FM 10.5 WVEZ-FMOMO10.4 

3 WLOU-AM 9.4 WVEZ-FM 9.9 WHAS-AM(AG) 9.7 

4 WHAS-AM 8.9 WAKY-AM 9.5 NKJJ-FM10% 8.7 
5 WAMZ-FY 8.8 WLRS-FM 8.5 WAVE-AM(AG) 8.2 

6 WKJJ-FM 7.8 eliets-Am 7.8 WRKA-FM(AC) 6.8 
7 WAVE-AM 7.7 WAVE-AM 6.8 W11-AM(c) 6.7 

8 WIM-AM 5.9 WLOU-AM 5.7 WLOU-MICM 6.3 
9 WLRS-FM 5.7 WIM-AM 5.0 WQMF-FMM 6.1 

10 WCII-AM 4.5 WCII-AM 4.7 WLRS-FMIÙ4 6.0 
11 WQMF-FM 3.7 WQMF-FM 3.9 WAKY-AMAM 5.0 
12 WZZX-FM 3.5 WRKA-FM 3.6 WIMY-AMIC/ 3.6 

)13 WRKA-FM 3.1 WTMT-AM 2.9 WIMT-AMe 2.3 

14 WTMT-AM 2.8 WZZX-FM 1.9 WXVW-AMM 2.1 

15 *FIA-AM 1.4 W(LN-FM 1.1 WFIA-AMIPW 1.3 

16 WXVW-AM 1.1 WFIA-AM 1.1 WXLN-F'.1MW 1.2 

17 WXLN-FM 1.1 wxve-Am 0.9 WJYL-FMffl 0.4 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 
Adults 25-54 

Mon-Sun 8AM-Mid 

1 WAMZ -FM 1 WRKA-FM 1 WAMZ -FM 1 WAMZ-FM 

2 AQMF -FM 2 V& j J -FM 2 Wii,%5 -AM 2 WVEZ -FM 

3 AK J I -FM 3 WAMZ-FM 3 WRKA-FM 3 Ai-gS -AM 
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Spring '81 Market Overview 
A higher overall in-tab and an additional ethnic 

diary return were the most prominent 

characteristics of Arbitrons handling of the first 

Quarterly Measurement sweep in Memphis. The 

results were that WMC became the new number 

one station, WZXR slipped two shares, and 

WMC-FM was up three. 

Last spring ESE was introduced to Memphis, 

which probably helped propel WHRK and WZXR 

into double digits. As the ESE sample has stabiliz-

ed, WHRK slipped but still led the ethnic stations, 

and WZXR remained a strong number two overall. 

This spring QM hit the metro and the WMC pro-

perties profited. 

WMC enjoyed its third up book in a row. The 

station's male numbers jumped while the female 

side slipped. WMC topped men 25-54 and was 

second among women in that demo. 

WMC-FM rebounded to the share levels it 

achieved in 1979. The CF-IR entry saw its biggest 

gains come among teens, where it became the 
new leader with a 30 share approximately. Young 

adult boosts came primarily from men, where the 

station ranked third 18-34. At the same time, the 

station's female numbers allowed WMC-FM to 

score second in the female 18-34 category. 

WMPS, a Country station, notched its second 

consecutive increase. WMPS was able to double 

its female shares, with the biggest jumps occurr-

ing in middays and the evenings. It will be worth 

watching future Arbitron results to see if Country 
does as well in subsequent books as it did this 
sweep. 

Audience Composition Analysis 

AGE 

12-17. 

18-24 

25-34 

35-44 

45-54 20 2% 

55+ 25 7% 

12+ TOTAL 10,900 

Mine/Day Listened 78 
Turnover . 1 3 8 

WMC-AM C 
8% 

9 2% 

22 0% 

21 I % 

AGE 

12-17 

18-24 

25-34 21 7% 

35-44 . 2 8% 

45-54 . 0 0% 

55+ . 1 9% 

12+ TOTAL 10,600 

Mins/Day Listened 109 

Turnover 9 . 9 

WZXR-FM ' AOR 
26 4% 

47 2% 

AGE WEZI-FM BM 
12-17. 1 0% 

18-24 . 30% 

25-34 

35-44 

45-54 

55* 

12+ TOTAL 

17 0% 

27 0% 

22 0% 

30 0% 

10,000 

Mine/Day Listened 94 
Turnover 11 . 5 

e 
Format Reach 

AOR 

BM 

AC 

MISC 

3 9 

RL 
4 

1 4 

1 4 7 

1 1 5 

• 1 0 8 

9.5 

20 1 

24 7 

AGE 

12-17 

I 8-24 

25-34 

35-44 5 3% 

45-54 .... 3 2% 

55+ 42% 

12+ TOTAL 9,500 

M ins/Day Listened 62 
Turnover 1 7.4 

WMC-FM R 
36 8% 

6 9% 

31 6% 

AGE WHRK-FM 
I 2-17 28 1% 

18-24 30 3X 

25-34 28 IX 

35-44 7 9% 

45-54 4 5% 

55+ . 1 1% 

12+ TOTAL 8,900 

Mine/Day Listened 75 
Turnover 14.3 

AGE WMPS-AM 
12-17 63% 

18-24 6 3% 

25-34 9 4% 

35-44 28 Ix 

45-54 15 6% 

55+ 34 4% 

124- TOTAL 6,400 

?dins/Day Listened: 86 
Turnover. 12.6 

AGE WRVR-FM AC 
12-17 8 2% 

2 18-24 3 0% 

3 25-34 4 4% 

35-44 

45-54 6 8,9 7% 

SS+ 82% 

12* TOTAL 8,100 

Mine/Day Listened 56 
Turnover 1 9.4 

AGE WDIA-AM 
12-17 80% 

18-24 14 0% 

25-34 22 0% 

35-44 14 OX 

45-54 . 4 0% 

65+ 38 0% 

12+ TOTAL 5,000 

Mine/Day Listened. 50 
Turnover 21 . 6 

AGE WLVS-FM 
12-17m 2 IX 

18-24 18 8% 

25-34 29 2% 

3S-44 25 OX 

4S-54 18 8X 

SS+ mu 63% 

12+ TOTAL 4,800 

Mine/Day Listened 

Turnover 14. 5 

AGE WREC-AM : AC 
12-17. 00% 

16-24 m 3 7% 

25-34 um 7 4% 

3S-44 22 2% 

4S-54 14 8% 

SS. 51 0% 

12+ TOTAL 2,700 

74 Mine/Day Listened. 39 
Turnover . 2 7. 6 

AGE WLOK-AM 
12- I 7 8% 

18-24 42 

25-34 19 I% 

35-44 1 0 6% 

45-54. 2 1% 

SS+ m.m.12 8% 

12+ TOTAL 4,700 

Mine/Day Listened 52 
Turnover 20 • 7 

:8 AGE KWAM-AM RL 
12-17. 0.0% 

6% 18-24 10 SX 

25-34 52 6% 

35-44 21.1% 

45-54 S. 3)( 

55+ 

12+ TOTAL 1,900 

Mine/Day Listened: 76 
Turnover. 1 4 . 3 

AGE WHBO-AM R 
12-17 7 3% 

18-24 1 7 1 % 

25-34 

35-44 12 2% 

45-S4 . 2 4% 

SS+ mm 73% 

12+ TOTAL 4,100 

Mine/Day Listened 

Turnover 25 . 7 
42 

53 7% 

AGE WWEE-AM T 
12-17 . 00% 

18-24. 00% 

25-34. 0 0% 

35_44_15 4% 

45-54 15 4% 

55+ 

12+ TOTAL 1,300 

Mine/Day Listened 66 
Turnover 1 6.5 

692% 

f. 

Share Trends   
N Persons 12+ 

POP(00): 7333 

Spring '80 

1 WHRK-FM 

2 WEZI-FM 

3 WZXR-FM 

4 M14C -AM 

5 NMC -FM 

6 WDIA-AM 

7 WLOK-AM 

8 W(UD-FM 

9 WREC-AM 

10 WHI3Q-AM 

11 'MPS-AM 

12 WLVS-FM 

12.6 

10.5 

10.2 

9.7 

9.4 

8.7 

6.7 

5.6 

4.5 

3.8 

3.5 

3.5 

Mon-Sun 8AM-Mid 

Fall '80 Spring ' 81 

WZXR-FM 

WEZI-FM 

WFRK-FM 

WMC -AM 

MC -FM 

WDIA-AM 

/MUD-FM 

WLVS-FM 

WIQ-AM 

WLOK-AM 

WREC-AM 

AMPS-AM 

13.4 

12.1 

11.1 

10.9 

7.4 

5.9 

5.4 

5.0 

4.8 

4.7 

4.2 

4.2 

wmc -Am (c) 1 1. 8 

WZXR-FM (A) 1 1. 5 

WEZ I -FM (RM)10 .8 

1,10VC -FM (a) 10.3 

W1-12K -FM (B) 9.6 

AMP S -AM (C) 

WRVR-FM (AC) 

INCI I A -AM (8) 

WLVS-FM (C) 

W LOK -AM (8) 

VVFBQ -AM (F1) 

WRE C -AM (AC) 

6.9 

6.6 

5.4 

5.2 

5.1 

4.4 

2.9 

13 emm -AM 2.7 WWEE -AM 

14 NAVE E -AM 2.6 KWAM -AM 

1 5 KWAM - FM 2. 3 KW AM-FM 

16 KS LC-AM 

17 

2.3 KWAM -M(RL) 2.1 

1.6 WWEE-AMM 1.4 

1.0 KSUD -AMON 1.3 

0.5 KWAM-FMA 0.8 

MOL-AM(M) 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WZXR-FM 

2 WI-RK -FM 

3 V•MC -FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 WRVR-FM 1 VW -AM WEZ I -FM 

2 WC -FM 2 WEZ I -FM 2 WMC -AM 

3 WI-RK -FM 3 M-RK -FM 3 WIWR-FM 



METRO RANK 

Spring '81 Market Overview 

Quarterly Measurement was introduced to 

Dade County this survey with no real upsetting 

tendencies. There was an increase in diary return 

compared to the fall but the level was comparable 

to the spring in-tab last year. One item of interest 

in the metro was the Hispanic return. While the 

black in- tab has remained relatively stable over 

the last three books, the diary return from homes 

where Personal Placement and Retrieval was us-
ed (usually Hispanic) increased notably. Last spr-

ing the High Density Hispanic in-tab figure was 
389, last fall it was 423, and this survey the tally 

jumped to 523. This may portend more stable 

numbers for the several stations that appeal to the 
large Hispanic community in South Florida. 

Tops again in Miami was WRHC, the leading 

Hispanic station in the Dade County area. Another 

leading Hispanic language station, « IBA, added 

two shares to its total and ranked second overall. 

Leading the non-ethnic stations in the area was 
WNWS, which earned its best number ever, while 

WINZ-FM's new format scored a huge gain in its 

first survey. 
WNWS is a personality-oriented News/Talk sta-

tion. It was advertised through N exclusively, 

with spots run during the six and eleven o'clock 

newscasts. The on-air sound was brightened after 

a new PD joined the station late last year. It all 

seems to be working, as the time spent listening 

figures indicate considerable listener loyalty to the 

station. 

WINZ-FM changed format from AOR to CHR 

earlier this year. The station shot to the top of the 

teen demo with approximately a 28 share in its 

first book, but with worthwhile 18-44 numbers as 

well. An extensive ad campaign heralded the new 

direction of the station, with 75% of the budget on 

N and the balance on boards. The switch of two 

WHYI personalities to WINZ-FM was another 

helpful factor. 

Audience Composition Analysis 

AGE WRHC-AM S 
12-17. 1 7% 

18-24. 08% 

25-34 4 5% 

35-44 22 3% 

45-54 17 8% 

55* 52 9% 

12* TOTAL 24,200 

M ins/Day Listened 243 
Turnover. 4 . 4 

AGE WOBA-AM S 
12-17. 0 5% 

18-24. 20% 

25-34 II 2% 

35-44 15 3% 

45-54 20 4% 

55* 50 5% 

12* TOTAL 19,600 

Urns/Day Listened 1 39 
Turnover 7 8 

AGE WNWS-AM N 
12-17. 0 0% 

18-24. 0 0% 

25-34 .. 5 1% 

35-44 . 1 7% 

45-54. I 1% 

SS* 

12* TOTAL 17,600 

Mine/Day Listened 153 
Turnover: 7 • 1 

AGE WINZ-FM R 
I 2-I 7 

18-24 

25-34 

35-44 

45-54 . 0 6% 

55. 42X 

12. TOTAL 16,500 

Mine/Day Listened 70 
Turnover 1 5. 5 

35 8% 

30 9% 

17 0% 

It 5% 

AGE 

12-17 

18-24 

25-34 

35-44 .. 7 5% 

45-54 . 2 5% 

55* . 3 7% 

12* TOTAL 16,100 

Mine/Day Listened 71 
Turnover 1 5. 1 

92 0% 

... Format Reac1h 

N 

BM 

AC 

16 1 

10 7 

99 

69 

5 6 

SOR 

55 

MISC 
mmil4 3 

m 2 8 

CL 

m i 7 

m i 4 

E 

m I 2 

33 

WHYI-FM 
24 2% 

32 9% 

29 2% 

AGE WCMO-FM S 
12-17. 2 2% 

18-24 ... 12 4% 

25-34 27 0% 

35-44 

45-54 

55* 

12. TOTAL 3,700 

Mine/Day Listened 149 
Turnover 7.2 

22 6% 

23 4% 

12 4% 

AGE WEDR-FM : 13 
12-17 19 3% 

18-24 39 3% 

2 25-34 2 2% 

35-44 8 IX 

45-54 7 4% 

S5* . 3 7% 

12.- TOTAL I 3,500 

Mine/Day Listened 11 8 

Turnover 9.1 

AGE WINZ-AM : N 
12-171 0.0% 

18-24 . 0 0% 

25-34 4 0% 

35-44 S. 0% 

45-54 I 0.0% 

55*   

12* TOTAL 10,000 

Mine/Day Listened 69 
Turnover 1 5.7 

81 0% 

AGE WHTT-AM : S 
12-17 I6.8X 

18-24 32% 

25-34 18.8X 

35-44 21.1% 

45-54 15.8% 

SS* 26.3% 

12* TOTAL 9,500 

Mine/Day Listened 147 
Turnover 7 . 4 

AGE WCMQ-AM 
12-17. 1.2% 

18-24 3.5% 

25-34 19.8X 

35-44 36.0% 

45-54 31 4% 

55* 8I % 

12. TOTAL 8,600 

Mine/Day Listened 166 
Turnover 6 . 5 

AGE 

12-17 

18-24. 

25-34. 

35-44 

45-54 

55* 

12* TOTAL 8,200 

WYOR-FM : BM 

AGE WVCG-AM : BM 
12-17. 0.0% 

18-24. 2. SX 

25-34. 0.0% 

35-44 IS 2% 

45-54 30.4% 

SS* 51 .9% 

12. TOTAL 7,900 

Mine/Day Listened: 84 
Turnover: 12 • 9 

AGE WLYF-FM BM 
12-17. 1 4% 

18-24. 2,7% 

25-34 4.1% 

35-44 9.5% 

45-54 28.4% 

12* TOTAL 7,400 

Mine/Day Listened 72 
Turnover 14 .9 

54 I% 

1.2% AGE WIOD-AM : AC 
e. 0% 12-17. 1.4% 

2.4% 18-24,00% 

12.2% 25-34 96% 

18.3% 20.5% 
16.4% 

Mine/Day Listened: 97 
Turnover: 1 1 . 1 

Share Trends 
19 NA \^( -FM 2.3 WHF - \M 2.3 WGBS -AM (AC) 2.3 

20 WQAM-AM 2.0 WLYF-FM 2.2 WAXY-FM" 2.3 

21 WTMI-FM 1.9 WAXY-FM 2.2 WAIA-FM1ACM.8 

22 W SHE -FM 1.3 W4( AT -AM 2.0 WOC N-AM 18/ 1.8 

23 WCMQ-AM 1.7 ANCG-AM 1.8 W TM I - FM ICLI 1.7 

24 W38S-AM 1.6 WGBS-AM 1.6 WKAT-AMO1 1.4 

25 WK AT -AM 1.4 WORM -AM 1.2 WWJ F -F MIE1 1.2 

26 WKQS-FM 1.3 WCKO-FM 1.2 CKO-FM" 1.1 

27 WMBM-AM 1.3 W1NZ-FM 1.1 NKQS-FMONIM0.7 

28 WEWZ-FM 0.6 WKOS-FM 1.0 WMBM-AVIIM 0.3 

29 WCKO-FM 0.5 WCWZ-FM 0.8 

Persons 12+ Mon-Sun 6AM-Mid 

POP(00): 13714 

Spring '80 Fall '80 Spring '81 

1 WR11C-AM 9.5 NRHC-AM 10.6 NRHC-AMIS1 9.4 

2 WQBA -AM 7.9 WIN I -FM 6.8 NQBA-AM (S) 7.6 

3 WHY I -FM 7.2 I/QUA_AM 5.5 WNNS-AM (N) 6.8 

4 NEk)R-FM 5.4 Sts/NS-AM 5.0 N1NZ-FM (R) 6.4 

5 WYJR-FM 5.2 NYJR-FM 4.8 MINI-FM (8) 6.3 

6 WCMO-F M 4.8 .%Q.4-AM 4.8 ‘,1,CMQ -F (SI 5.3 

7 W I NZ -AM 4.6 N1NZ -AM 4.4 NEDR-rM (B) 5.3 

8 W1NZ-FM 4.3 WEDR-FM 4.3 W INZ-AM (N) 3.9 

9 WWWL -FM 3.8 WICSIQ -F M 3.9 NHTT -AM 191 3.7 

10 WNNS -AM 3.6 ACMQ -AM 3.9 ACMQ -AM (S) 3.3 

11 `NW -AM 3.4 NWWL -F St 3.6 WYOrt -FM (BM/3.2 

12 WLYF -FM 3.3 W TM I -FM 3.2 WVCG-AM (BM)3.1 

13 NQBA-FM 3.2 WA I A -F M 3.1 WLY F -FM IBM/2.9 

14 NOLN-AM 3.1 W'XN-AM 3.1 N I (.1)- AM (AC)2.8 

15 NI OD-AM 3.0 NQBA-F SI 3.0 .551-1E -FM (A) 2.8 

16 NA1A-FM 2.9 NI(./0-M 2.9 NQBA-FM (S) 2.3 

17 WVCC"-AM 2.7 NSA J X -FM 2.8 NQANI-AM IC) 2.8 

18 WMJ X -F ‘1 2.7 WS.1E -F M 2.4 NNWL-FM (A) 2.7 

35-44 

65 . 9% 45-54 

SS* 

12* TOTAL 7,300 

Mina/Day Listened 

Turnover 15 . 2 

52.1X 

71 

Demographics 

Adults 18-34 

Mon-Sun 8AM-M1d 

1 WEDR-F.M 1 WHYI -FM 

2 WSHE -FM 2 W I NZ-FM 

3 WINZ-FM 3 WEDR-FM 

Adults 25-54 

Mon-Sun ULM-Mid 

1 WRI1C-AM 1 WRHC -AM 

2 vIQBA -AM 2 WGYQ -FM 

3 NCVQ-FM 3 Ve213A-AM 
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Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 

35-44.... 9.9X 

45-54. 4.6% 

55+ 5.0% 

12* TOTAL 28,200 

WHYI-FM : R 
22.0X 

26.6X 

31 9% 

AGE WLYF-FM : BM 
12-17. 05% 

18-24. 2 SX 

25-34.. 5 9% 

35-44 .. 5 4% 

45-54 25.6% 

SS+ 

12+ TOTAL 20,300 

Mine/Day Listened: 73 Mine/Day Listened: 85 
Turnover 12 . 7 Turnover: 14 . 8 

AGE WNWS-AM 
12-17, 0.7% 

18-24, 0.0% 

25-34. 3.7% 

35-44. 3.3% 

45-54 .. 5.9% 

55+   

12+ TOTAL 27,300 

Mine/Day Listened: 121 
Turnover: 8 9 

N 

AGE WRHC-AM : S 
12-17. 1.7% 

18-24. 0 8% 

25-34 4 . 5% 

35-44 22.3% 

45-54 17.8% 

SS+ 

12+ TOTAL 24,200 

Mine/Day Listened: 243 
Turnover: 4 . 4 

52.9% 

AGE WINZ-FM : R 
12-17 

18-24 

25-34 

34 3% 

26 8% 

21 6% 

35-44...10 8% 

45-54. 0 9% 

55* 56% 

12+ TOTAL 21,300 

Mine/Day Listened: 65 
Turnover: 16 . 7 

Format Reach 

BM 

AC 

AOR 

MISC 
5 

7 1 

54 

31 

CL 
mm, 

E 
m, 5 

.„ 

10 8 

10 6 

20 6 

11 0 

15 3 

86 4% 

e 

60 IX 

AGE WOBA-AM S 
12-17. 0.5% 

18-24. 2 OX 

25-34 11 . 2X 

35-44 15.3X 

45-54 20.4% 

SS+ 

12+ TOTAL 19,600 

Mine/Day Listened: 137 

Turnover: 7 . 9 

50 5% 

AGE WINZ-AM : N 
12-17. 0.0X 

18-24, 00% 

25-34. 3.7% 

35-44 .. 7 4% 

45-54...10 1% 

55+   

12+ TOTAL 18,800 

Mine/Day Listened: 67 
Turnover: 1 6.2 

78 7X 

AGE 

12-17 

WSHE-FM • AOR 
95X 

18-24 53.3X 

25-34 34.3X 

35-44. 3.0X 

45-54, 0.0X 

55+ . 0.0% 

12+ TOTAL 16,900 

Mine/Day Listened: 100 
Turnover 10.8 

AGE WIOD-AM : AC 
12-17. 0. 8% 

18-24 58% 

25-34 S. 2X 

35-44 14.8% 

45-54 23 2% 

SS+ 50 3% 

12+ TOTAL 15, 500 

Mine/Day Listened. 74 
Turnover: 14.5 

AGE WAXY-FM : R 
12-17. 5 4% 

18-24 20.1X 

25-34 46.3% 

35-44 14 8% 

45-54.. 7.4% 

55+ .... 60% 

12* TOTAL 14,900 

Mina/Day Listened: 

Turnover: 13. 9 

Share Trends 
Persons 12+ Mon-Sun 6AM-Mld 
POP(00): 8897 

Spring ' 80 Fall ' 80 Spring '81 

1 WIYI-FM 7.3 WHYI-FM 6.5 WHYI-FMM 6.6 

2 W16-IC-AM 6.0 WRHC-AM 6.3 WAS-AM" 6.4 
3 WLYF-FM 6.0 WNWS-AM 5.7 WRHC-AMHs) 5.7 

4 WQBA-AM 4.9 WINZ-AM 4.6 WINZ-FM" 5.0 

5 WINZ-AM 4.9 WKQS-FM 4.6 WLYF-FMHMe4.8 

6 WNWS-AM 4.9 WLYF-FM 4.5 WOBA-AM(S) 4.6 

7 WYOR-FM 4.2 WOAM-AM 4.1 WINZ-AMee 4.4 

8 WAXY-FM 4.1 WYDR-FM 4.1 WSHE-FMw 4.0 

9 WAIA-FM 3.7 WAIA-FM 3.8 WICO-AMHAq3.7 

10 WKOS-FM 3.5 WWWL-FM 3.8 WAXY-FM" 3.5 
11 WWWL-FM 3.4 WIOD-AM 3.6 WKOS-FMOUM3.3 

12 WILD-AM 3.4 WAXY-FM 3.5 WEDR-FM(S) 3.2 
13 WINZ-FM 3.4 WSHL-FM 3.3 WCMO-FMw 3.2 

14 WEDR-FM 3.4 WQBA-AM 3.3 WQAM-AMIJq 3.1 

15 WCMO-FM 2.9 WTMI-FIA 3.2 WWWL-FMW 3.1 

16 WSHE-FM 2.9 WEDR-FM 2.6 WYDR-FMHWOM2.9 

17 WHIT-AM 2.7 WLQY-AM 2.6 WAIA-FMHAq2.9 

18 WMJX-FM 2.2 WOW.?--FM 2.3 WVCG-AMIWM2.4 
19 MM-AM 2.2 ACM-AM 2.3 WHTT-AM" 2.3 

20 WRBD-AM 2.1 WMJX-FM 2.3 WRBD-AM(M 2.2 

21 WVCG-AM 2.1 WQBA-FM 2.0 WFTL-AMIAM.0 
22 NOBA-FM 2.0 WOCN-AM 1.9 7MO-AMI(S) 2.0 

78 

AGE WKOS-FM : BM 
12-17. 0.0% 

18-24. 2.2% 

25-34.. 5.8X 

35-44.. 7.2% 

45-54 10.8% 

55+   

12+ TOTAL 13,900 

Mine/Day Listened 85 
Turnover: 12 . 8 

AGE 

12-17 

18-24 

25-34 

35-44 8.0X 

45-54 7.3X 

55+ 4.4X 

12+ TOTAL 13,700 

Mine/Day Listened. 113 

Turnover: 9.5 

WEDR-FM : B 
19.0X 

39.4X 

21.9% 

AGE WCMO-FM S 
12-17 

18-24 

25-34 

35-44 

45-54 

SS+ 

12+ TOTAL 13,700 

Mine/Day Listened 149 
Turnover: 7. 2 

2.2% 

I2.4X 

27.0X 

22.6% 

23.4X 

I2.4X 

AGE WOAM-AM : C 
12-17 . 53X 

18-24 9 IX 

25-34 

35-44 

45-54 

55+ 

23 

24 

25 
26 

27 

28 

29 

30 

31 

32 

33 

34 

35 

36 

WOCN-AM 

WTMI-FM 

WGBS-AM 
NCKO-FM 

NFTL-AM 

WKAT-AM 

NCMQ-AM 

WEWZ-FM 

WPIP-AM 

NMBM-AM 

WEXY-AM 

18.9X 

23.5% 

22.7X 

20.5X 

74 IX 

12+ TOTAL 13,200 

Mine/Day Listened 67 
Turnover 16.1 

**‘ 
1.9 WGBS-AM 

1.9 WRI3D-AM 

1.5 NCKO-FM 
1.5 WHIT-AM 

1.2 AS/CG-AM 

1.1 WINZ-FM 

1.0 WKAT-AM 

1.0 WFTL-AM 

0.9 WEWZ-FM 

0.8 WW3M-AM 

0.6 WEXY-AM 

WSRF-AM 

WPIP-AM 

WEAT-FM 

1.7 

1.6 

1.5 
1.4 

1.4 

1.2 

1.2 
1.1 

1.0 

0.7 

0.6 

0.5 

0.3 

0.3 

WGE15 -AM (AC)2 . 

AILQY -AM (BM) . 9 

WICKO-FM (s) 1.9 
WTM I -FM (cut . 8 

WQ8A-FM(S) 1.7 

AWJF-FM(E) 1.5 

WCCN-AM (S) 1.1 

ViK AT -AM cri 1.1 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WSHE-FM 1 WHY I -FM 

2 WHY I -FM 2 WWWL-FM 

3 WWM41-FM 3 WINZ-FM 

Adults 25-54 

Mon-Sun 8AM-Mid 
htt 

1 WAXY-FM 

2 WHY I - FM 

3 WQAM -AM 

1 WHY I -FM 

2 WRHC-AM 

3 KMQ-FM 



Milwaukee-Racine 
Spring '81 Market Overview 

The Milwaukee metro absorbed its first Quarter-

ly Measurement sweep with little trouble. The 

overall in- tab was comparable to that for the fall, 

but there was some slippage in the male 18-24 

returns (down 22% from last spring). Otherwise, 
all appeared relatively stable. 

There was a new number one station in the 

Milwaukee area, as longtime pacesetter WTMJ 

slipped for the sixth straight survey, finally losing 

its 12+ lead to Beautiful Music station WEZW. 

WEZW maintained a stable share level while 

METRO RANK 

VVTMJ's male numbers slipped, probably because 

the station no longer carries Brewers baseball. As 

for WEZW, it enjoyed the highest time spent 

listening figures in the metro, a key ingredient in 

taking the 12+ lead. 

The only other double-digit station in the market 

was WISN, which received the boost that comes 

with being the new Brewers flagship. Not only did 

WISN's nighttime numbers increase dramatically 

as a result of the Brewers broadcasts, but the sta-

tion has developed a highly desirable audience 

profile. Only WISN ranked in the top three in all 

our 18-34 and 25-54 breakouts below. 

One of the bigger positive movements this 

survey was WOFM's. The station spent more on 

external advertising than in past surveys, with the 

media dollars centered on TV and newspaper. 

On-air WQFM used every other weekend to con-

centrate on flashing back to oldies. With the im-

proved showing in this book, WQFM is now 

challenging perennial AOR leader WLPX. 

Demographically, WQFM was more adult-oriented 

than WLPX in this report, and it will be interesting 

to see what develops between these stations in 

the upcoming surveys. 

Audience Composition Analysis 

AGE WEZW-FM BM 
12-17. 0 4% 

18-24 . 1 2% 

25-34 10 3% 
35-44 19 8% 

45-54 19 0% 

55* 49 2X 

12* TOTAL 25,200 

Mine/Day Listened 90 
Turnover 11 . 9 

AGE WTMJ-AM AC 
12-17. 1 7% 
18-24 S 1% 

25-34 .. 7 2% 
35-44 11 4% 

45-54 18 I% 

55, 

12+ TOTAL 23,700 

Mine/Day Listened 77 
Turnover 14.0 

56 5% 

AGE WISN-AM AC 
12-17 4 9% 

18-24 12 6% 

25-34 22 4% 

35-44 17 0% 
45-54 14 8% 

55+ 28 3% 
12+ TOTAL 22.300 

Mine/Day Listened 56 
Turnover 1 9. 3 

_ Format Reac-1 h 
BM 

AOR 

MISC 

'3 2 

12 3 

6 

10 7 

66 

ma, 7 

m 2 7 

CL 
m 2 3 

3., 8 

AGE 
12-17 

18-24 

25-34 

35-44 
45-54 .. 4 3% 

55* 68% 
12* TOTAL 11,700 

Mine/Day Listened 53 
Turnover 12.6 

WZUU-FM AC 
II IX 

23 9% 
35 9X 

17 9% 

AGE WOKY-AM R 
12-17... 9 0% 
16-24 16 9% 

25-34 28 1% 
35-44 16 9% 

45-54.mm10 1% 

5S+ mmmmm19 IX 

12+ TOTAL 8,900 

Mine/Day Listened 45 
Turnover 16.7 

AGE 
12-17 

18-24 

25-34 

35-44 . 3 4% 

45-54 . 2 3% 
55+ . 1 IX 

12* TOTAL 8,700 

Mine/Day Listened 47 

Turnover 13.8 

AGE 
12-17. 

18-24 

25-34 

35-44 
45-54 

55* 
12* TOTAL 

WKTI-FM R 
17 2% 

35 6% 

40 2% 

WBCS-FM 
2 2% 

10 9% 

16 6% 

32 8% 
16 4% 
19 IX 

18,300 

Mine/Day Listened 86 

Turnover 20.2 

AGE 
12-17 

18-24 

25-34 

35-44 
45-54, 

SS. . 

12+ TOTAL 13,900 

Mine Day Listened 65 

Turnover 24. 1 

WLPX-FM AOR 
33 8% 

51 8% 

12 2% 

1 4% 
e ex 
O 7% 

AGE 
12-17 

18-24   
25-34 

35-44 
45-54 . 

55+ 
12+ TOTAL 13,200 

Mins/Day Listened 78 
Turnover 22.8 

WQFM-FM AOR 
16 7% 

AGE WLUM-FM 
12-17 21 IX 

68 2% 18-24 40 4% 

15 2% 25-34 24 6% 

O 0% 35-44 mm 7 OX 
O OX 45-54 . 3 5% 
O 0% 55* . 35% 

AGE 
12-17 m 

18-24 

25-34 

35-44 
45-54. 0 OX 

55+ • 1 3% 
12+ TOTAL 7,900 

WMYX-FM AC 
2 S% 

36 7% 

36 7% 

22 8% 

Mine/Day Listened 90 
Turnover 12.0 

AGE WRKR-FM 
I 2-1 7 49 2% 
18-24 15 9% 

25-34 22 2% 

35-44 9 SX 

45-54 . 0 OX 

55+ . 32% 

12* TOTAL 6,300 

Mins,Day Listened 

Turnover 1 9.9 

Share Trends 
Persons 12+ 

POP(00): 12969 

Spring ' 80 Fall '80 Spring ' 81 

Mon-Sun 6AM-Mid 

1 TMJ -AM 15.0 WTMJ -AM 12.3 WF_LW-FM (IVA)11.4 

2 1iLZW-F'91 1 2.0 WCZW-F M 11.8 WTMJ -AM (AC) 10. 7 

3 WISN-AM 10.3 WISN-NA 11.0 WISN-AM IAG110.1 
4 wBCS-Fm 8.7 WBCS-Fm 8.2 WBCS-FM1q 8.3 

5 eLPx-Fm 7.2 WLPX-FM 6.0 WLPX-FM0 e4 6.3 

6 WZUU-FM 4.0 NFMR-FM 5.0 WQFM-FM (A) 6.0 

7 WQFM-FM 3.7 WZUU-FM 4.8 NZI_U-FMIAC1 5.3 

8 WOKY -AM 3.4 NOFM-F M 4.3 WOKY -AM go 4.0 
9 NK T1 -FM 3.3 WLUM-FM 3.2 WKT I - FM (8) 3.9 

10 emR-Fm 2.9 woKy-AM 3.0 wmYx-Fm0Aq 3.6 

1 SLUM-FM 2.7 MU I -FM 2.5 NRKR-FM (8) 2.8 

12 ww,. E -AM 2.3 WRKR-FM 2.3 WLL1M-FM (8) 2.6 
13 N;2KR-PM 2.2 MAKE-AM 2.2 WFMR-FM ICU 2.3 

14 AN J Y-FM 1. 9,1‘MAQ-AM 2.1 AM(E -AM (c) 2.0 

1 5 1.7 MMYX -FM 1.5 NZW-AM (AC) 1. 9 

16 WVIYX-FM 1.3 WYLO-AM 1.5 W ) ND-AM 171 1.8 

17 WAWA-AM 1.3 WRJ N-AM 1.4 WX I Y-FM (88) 1.8 

18 NRJ N -AM 1.2 WBRM -AM 1.2 VbN1 A) -AM (C) 1.3 
1 9 NEMP -AM 1.2 WAWA-AM 1.2 W89.M -AM (Pe 1.1 

20 W13RM -AM 1.2 NNOV-AM 1.2 AR J N-AM (AC) 1.1 

54 

12, TOTAL 5,700 

Mine/Day Listened 74 

Turnover 1 4.6 

AGE WFMR-FM CL 
12-17. 2 0% 

18-24 6 OX 

25-34 24 OX 

35-44 Immmmmm26 OX 

45-54..10 0% 
SS. 32 OX 

12* TOTAL 5,000 

TMuirrins/oDvaey, l 5 . 3 Listened 70 

AGE WMKE-AM C 
12-17. 2 2% 

18-24 . 2 2% 

25-34 35 6% 

5 26 7% 
435: 4 11 1 X544 

55* 2 2% 
12* TOTAL 4,2500 

Mine/Day Listened 52 
Turnover 20. 7 

21 wBKv-Fm 1.1 wu 4D-Am 1.0 WEMP-AM 041 0.9N 
22 WNOV-AM 1.0 WEIKV-FM 1.0 AG' -AM M 0.9 

23 wGN -Am 0.9 earN -AM 0.9 wyLo-Am Me 0.9 

24 wZuu-AM 0.9 WBKV-AM 0.9 eBKV-Am (Ae) 0.9 

25 WTKei-F4 0.8 WXJY-FM 0.8 WBKV-FM (A4) 0.8 

26 wyLo-AM 0.7 WEMP-AM 0.7 WAWA-AM (8) 0.6 

27 wiND-AM 0.6 WZUU-Am 0.6 wN0v-Am (8) 0.5 
28 wFAv-FM 0.5 eLS -AM 0.4 WTKM-FM (AC) 0.3 

29 eLS -AM 0.5 WTKM-FM 0.4 wTKM-Am Ole) 0.2 

30 eBKv-Am 0.4 WGL13-AM 0.4 

31 wTKM-AM 0.4 wFNY-FM 0.4 

32 AWE -AM 0.3 

33 wGLB-Fm 0.2 

34 wTKM-AM 0.2 

Demographics 

Adults 18-34 

Mon-Sun ElAM-Mld 

1 WQFM-FM 1 WZIJU-FM 

2 WLPX-FM 2 WISN-AM 

3WISN-AM 3 NKTI-FM 

Adults 25-54 

Mon-Sun &AM-Mid 

1 WISN-AM 1 WEZW-FM 

2 *BC S-FM 2 WBC S-FM 

3 WEZW-FM 3 WISN-AM 
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Minneapolis-St. Paul 
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Spring '81 Market Overview 
In the first Quarterly Measurement sweep in the 

Twin Cities area, the two stations with the most 

loyal listeners - WCCO and KSTP-FM - ranked 

first and second. Although WCCO led the market 
in time spent listening, the station had its softest 

book in recent memory, down 10 shares from two 
years ago and down from both of last year's 

reports. Vikings football might be enough to stem 

the WCCO slippage in the fall. 
KSTP-FM doubled its share of two years ago, 

and was up two shares over last fall's data. The 

station used a multimedia ad effort, primarily TV 
supported by newspaper, busboards, and 

billboards. Overall, KSTP-FM spent less external-

ly this sweep than last. On-air the station maintain-
ed a consistent, personality-oriented approach 
which resulted in almost a 50% rise in male 

METRO RANK L 41a 

numbers and approximately a 30% jump among 

females. 
WDGY rebounded from a soft fall book adverse-

ly affected by tower troubles that impaired the sta-

tion's coverage. WDGY used a broader media ap-

proach this sweep, dividing its budget between 
TV and billboards, whereas all monies had gone 

into billboards previously. Two staff changes were 

made, in the midday and evening shifts. These 

revisions helped WDGY match its spring number 

from last year. The station's appeal among men 
jumped, with its best AM drive showing in recent 

years. 
KGRS-AM & FM rebounded from a soft fall book 

also, although the stations did not match their AIM 

'80 share. They spent more on advertising, with 
the budget concentrated on TV and newspaper. A 

new morning man was added, as well as a change 

in the evening. Part of the reason for the KQRS 

success was that although there was a strong 

12-24 core, the station's 25-34 appeal almost 

equalled the 12-17 number. 

KDWB-FM enjoyed its third straight up book. 

The station's adult numbers slipped again this 

survey, but the teen profile went sky-

high - more than a 28 share. Advertising con-
sisted of newspaper insertions, while the station 

also sponsored one-oh-one nights. At these 
events, admission was just $ 1.01 (rounded dial 

position), and the public received hats and 

albums. 
Overall, the in-tab was up 393 (or 27%) com-

pared to the previous, non-QM book. The addi-
tional diary return meant a more stable set of 

estimates this sweep than in the two 1980 

surveys. 

Audience Composition Analysis 
AGE WCCO-AM AC 

12-17. 1 2% 

18-24. 29X 

25-34 9 3% 

35-44 18 IX 

45-54 18 1 X 

55* 

12* TOTAL 57,900 

Mine/Day Listened: 87 
Turnover: 1 2.4 

AGE KSTP-FM R 
12-17 13 7% 

18-24 24 6% 

25-34 38 7% 

35-44 15 . 1% 

45-54 .. 5 6% 

55* . 2 2% 
12* TOTAL 35,700 

Mine/Day Listened: 84 
Turnover :1 2. 8 
AGE WDGY-AM C 

12-17 . 3 4X 

18-24 I 4 3% 

25-34 28 1 X 

35-44 27 6% 

45-54 I 3 8% 

55+ 12 8% 

12* TOTAL 20,300 

Mine/Day Listened: 75 
Turnover: 1 4. 5 

50 3% 

f 
Format Reach 

AC 

AOR 

BM 

MISC 

3 5 

E 
2 2 

. 1 0 

12 7 

12 2 

11 6 

10 2 

19 4 

27 2 

AGE 

12-17 

18-24 

25-34 ... 7 7% 

35-44 • 1 I% 

45-54 • I IX 

55* . 0 . OX 

12+ TOTAL 18, 200 

Mine/Day Listened: 65 
Turnover: 1 6.6 

KDWB-FM AOR 
41 2% 

48 9% 

AGE KEEY-FM BM 
12-17. 1 2% 

18-24 60% 

25-34 16 1 X 

35-44 21 4X 

45-5A 22 0% 

55* 33 3% 

12* TOTAL 16, 800 

Mine/Day Listened 77 

Turnover. 14.0 

AGE 

I 2-17 

18-24 

25-34 22 8% 

35-44 • 1 2% 

45-54 . 0 OX 

55* . 1 2% 

12* TOTAL 16,200 

Mine/Day Listened 62 
Turnover 1 7.3 

KORS-FM AOR 
26 5% 

48 IX 

AGE WAYL-FM BM 
12-17. 1 4% 

18-24 6 5% 

25-34 1% 

35-44 8 6% 

45-54 20 9% 

55+ 47 S% 

12* TOTAL 13,900 

Mine/Day Listened 71 
Turnover 1 5.2 

AGE 

12-17 

18-24 

25-34 

35-44 8 7% 

45-54 • 1 6% 

55* • 1 6% 

12* TOTAL 12, 700 

Mine/Day Listened: 47 
Turnover- 23 . 1 

WLOL-FM R 
23 6% 

29 1 % 

35 4% 

Share Trends 
Persons 12+ 
POP(00): 17444 

Mon-Sun 6AM-Mld 

Spring ' 80 Fall '80 Spring ' 81 

1 ACC-AM 22.5 ACC)-A'1 24.5 WCCO-AM(AC)20.2 

2 KSFP-FM 9.5 KSTP-FM 10.1 KSTP-FM(R) 12.4 

3 KS-FM 7.3 KEEY-FM 6.0 NOGY-AM(C) 7.1 

4 NDGY-AM 7.1 WL0L-FM 5.8 KOWB-FM(A) 6.3 

5 WAYL-FM 4.9 KOWB-FM 5.7 KEEY-FM(DM) 5.9 

6 WL0L-FM 4.9 WIDGY-AM 5.3 KQRS-FMM1 5.6 

7 KSTP-AM 4.5 IfflS-FM 4.5 WAYL-FM(BM) 4.8 

8 WCCO-FM 4.4 NAYL-FM 4.5 NLOL-FMM1 4.4 

9 KEEY-FM 4.3 WCCO-FM 4.3 HCCO-FM(AM) 3.8 

10 WINTC-AM 3.9 NWTC-AM 3.5 KSTP-AM(N) 3.5 

11 KON3-AM 3.7 KSTP-AM 3.2 NWTC-MMAC) 3.2 

12 WAS-FM 2.8 KDW13-AM 3.0 KTCR-FMM1 2.8 

13 KTCR-FM 1.8 WAYL-AM 1.6 KDNO-AM(R) 2.6 

14 KRSI-AM 1.6 KTCR-FM 1.6 KRSI-FMan 1.2 

15 NAYL-AM 1.5 KRSI-FM 1.2 KRSI-AM(E) 1.0 

AGE WCCO-FM 
12-17. 2 7% 

18-24 19 IS 

25-34 

35-44 1 1 8% 

45-54 4 5% 

55* 64% 

12+ TOTAL 11 , 000 

Mine/Day Listened 50 
Turnover. 21 . 6 

AC AGE KTCR-FM C 

12-17 S 0% 

18-24 17 5% 

55 5% 25-34 20 0% 

35-44 36 3% 

45-54 13 8% 

55* 75% 

12* TOTAL 8,000 

Mine/Day Listened 83 
Turnover. 1 3.0 

AGE KSTP-AM N 
12-17 40% 

18-24 14 9% 

25-34 34 7% 

35-44 1 9% 

45-54 8 9% 

55+ ...... 25 7% 

12+ TOTAL 10,100 

M ins/Day Listened 38 
Turnover 2 8.1 

AGE 

12-17 

18-24 

25-34 

35-44 . 4 OX 

45-54 . 2 7% 

SS* . 2 7% 

12* TOTAL 7,500 

Mine/Day Listened 31 
Turnover: 35.0 

KDWB-AM R 
38 0% 

30 7% 

24 0% 

AGE WWTC-AM AC AGE KRSI -FM E 
12-17. 00% 12- 17. 00% 

18-24 24 2% 18-24 . 3 0% 

25-34 56 ox 25-34 18 2% 

35-44 17 6% 

45-54 . 2 2% 

55+ . 00% 

12+ TOTAL 9,100 

Mine/Day Listened 60 
  Turnover 18.1 

16 ((RS I -FM 1.3 KTWN-FM 1.1 KLAN-PAO 1.0 

17 KQILS -AM 1.2 KQ RS -AM 1.0 NAYL -mow 1.0 
18 KTWIN-FM 1.0 KRS I- AM 1.0 KQRS -AM(A) 0.8 

19 ,'MIN-AM 0.7 KEE Y-AM 0.9 »Al N-A,'N(M) 0.5 

20 KEE Y-AM 0.4 W),11 N-AM 0.8 KEE Y-AM ( A) 0.5 

2 I KNUJ -AM 0.3 W I XK -F M 0.2 KTCR-AMIG1 0.3 

22 KOHL-AM 0.3 W I XK -AM 0.1 

23 <3/IL-FM 0.1 

35-44 

45-54 

55+ 

12* TO- AL 3, 300 

Mine/Day Listened. 47 
Turnover: 22. 8 

9 IX 

21 2% 

48 5% 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 KSTP-FM 1 KSTP-FM 

2 KQRS -FM 2 WCCO-FM 

3 KOWS -FM 3 WLOL -FM 

Adults 26-64 

Mon-Sun 6AM-Mid 

1 WCCO-AM 1 KSTP-FM 

2 KSTP-FM 2 WCCO-AM 
3 WCGY-AM 3 WI:EV-AM 



Nashville-Davidson 

Spring ' 81 Market Overview 

Two big ratings jumps highlighted the spring 
results in Nashville's first QM sweep. There was a 

new number one as AOR leader WKDF surged 

more than four shares to lead the metro, and A/C 

entry WSM-FM gained three shares to become 

the new runner-up in the market. The survey 

results look relatively stable since the in-tab 

figures spring-to-spring were almost identical. 

METRO RANK 

WKDF posted gains across the board. The sta-

tion, which is consulted by Scott Christensen, 

scored a leading share of approximately 39 

among teens. In addition, WKDF ran up huge in-
creases in young adult numbers throughout the 

day and evening. Part of the success of the sta-
tion may be attributable to a major ad campaign, 

using TV, a departure from past surveys. It was 
the first time WKDF had used TV in a long time, 

79 

and it may have helped the station's surge to the\ > 

cr 
0 
a_ 

cr) 
0 

cc 

top. 
WSM-FM garnered a juicy audience composi-

tion profile. The station was the only Nashville pro-

perty that scored in the top three of all the key 

18-34 and 25-54 breakouts you see below, in-

dicating a broad and desirable demo spread. The 
WSM-FM increases among men were most 

dramatic, especially in the morning drive and mid-

day dayparts. 

Audience Composition Analysis 

AGE 
12-17 

18-24 

25-34 

35-44 4 8% 

45-54 . 0 8% 

55. . 0.8% 

12. TOTAL 12,500 

Mine/Day Listened 92 
Turnover 1 1 . 7 

WKDF-FM AOR 
32 8% 

40 6% 

20.0% 

AGE WSIX-FM 
12-17 2.0% 

18-24 3 IX 

25-34 21.4% 
35-44 

45-54 

55. 
12. TOTAL 9,800 

tens/Day Listened 86 
Turnover 12. 5 

23 5% 

20.4% 

29.6X 

AGE WSM-FM :AC 
12-17, 0.0% 
18-24 28.8% 

25-34 36.7% 
35-44 I2.2X 

45-54. 3,1% 

SS. 19 4% 

12. TOTAL 9,800 

Mine/Day Listened 90 
Turnover 12 . 0 

Format Reach 

AC 

AOR 

MISC 

BM 

BB 
29 

8 8 

82 

AGE WWKX-FM R 
12-17 26 7% 

18-24 34.9% 
25-34 23.3% 

35-44 10 SX 

45-54 . 3.5% 
55. . 1.2% 

12. TOTAL 8,800 

M ins/Day Listened 71 
Turnover 1 5.2 

AGE WZEZ -FM ,BM 
12-17. 1 2% 

18-24 . 35% 

25-34 11 6% 

35-44 30.2% 
45-54 12 8% 

55. 40 7% 

12+ TOTAL 8,600 

Mine/Day Listened 95 
Turnover 11 . 4 

f 

AGE WVOL-AM f3 
2 12-17 3 2% 

18-24 26 0% 

1 25-34 4.6% 

3. 35-44 1 4% 

45-54 . 3 7% 

SS. mmme17 IX 
12. TOTAL 8,200 

M ins/Day Listened 104 
Turnover 1 0.4 

AGE WSM-AM C 
12-17. 1 SX 

18-24 3 0% 

25-34 16 7% 

35-44 18.2% 

45-54 18.2% 

55. 

12. TOTAL 6,600 

M ins/Day Listened 55 
Turnover 1 9.7 

42 4% 

AGE WLAC-AM 7 
12-17 . 3 4% 

18-24 5 1 % 

25-34 23 7% 

35-44 8 5% 

45-54 1 0 2% 

55. 

12. TOTAL 5,900 

MinsiDay Listened 69 
Turnover 1 5.7 

49 2% 

AGE 

12-1 7 

18-24 

25-34 
35-44 18,9% 

45-54 7 SX 

55. , 0 OX 

12. TOTAL 5,300 

Mine/Day Listened 61 
Turnover 1 7.8 

WBYQ-FM R 
11 3% 

26 4% 

35 8% 

AGE WSIX-AM AC 
12-17. 2 4% 

18-24 22.0% 

25-34 19.5X 

35-44 14 6% 

45-54 14.8X 

SS. mmummum28.8X 

12. TOTAL 4j00 

Mine/Day Listened 54 
Turnover 1 9.9 

AGE WAMB-AM ' BB 
12-17. 0.0% 

18-24. 0.0% 

25-34 67X 

35-44. 3,3% 

45-54 16.7% 

55.   

12. TOTAL 3,000 

Mine/Day Listened 155 
Turnover. 7 „ 

73.3% 

AGE WJYN-FM E 
12-17» 4.8% 

19.0% 
42 9% 

18-24 

25-34 

35-44 19 0% 
45-54 14.3% 

55. . 0 OX 

12. TOTAL 2»00 

Mine/Day Listened 56 
Turnover 1 9.2 

AGE 

12-17 

18-24 

25-34 

35-44 10 . 0% 

45-54 5 0% 

55. 10. 0% 

12. TOTAL 2,000 

Mine/Day Listened 36 
Turnover 29.8 

WMAK-AM AC 
.15 0% 

25.0X 

35.0% 

AGE WJRB-AM C 
12-17 al. 5 OX 

t 8-24 25 0% 

30 0% 

325514344 5 OX 

45-54 ••• I S 0% 

S5. mmume20 OX 

12. TOTAL 2,000 

Mine/Day Listened 87 
Turnover. 12. 3 

Share Trends   
Persons 12 ± 
POP ( 00 ) : 6881 

Spring ' 80 

Mon-Sun 6AM-Mid 

Fall '80 Spring ' 81 

1 WVOL - AM 10.6 WZEZ-FM 11.5 

2 WS I X-FM 9.9 WS I X-FM 11.0 

3 WZEZ-FM 9.9 WVOL -AM 9.0 

4 WSM -AM 7.8 WSM -PM 8.5 

5 WLAC -AM 6.1 1MAKX -FM 8.3 

6 WWKX -FM 6.0 W1CD F -FM 7.3 

7 WSM -FM 6.0 WSM -FM 6.5 

8 WKQB-FM 5.8 NKQB-FM 5.0 

9 Wti YQ-FM 5.6 WLAC -AM 4.5 

10 WK.DF -F M 5.2 WBYQ-FM 3.7 

1 1 WS! X-AM 4.2 WS I X-AM 3.4 

1 2 WKDA-AM 3 . 4 WAMB -AM 2.8 

1 3 WI RB -AM 2.1 *MK -AM 2.7 

1 4 WAMB -AM 1 . 7 WJ PS-AM 2.5 

15 WGNS -AM 1.6 WKDA -AM 1.6 

WKDF-FM(A)11.9 

WS I X -F 1.1 (C) 9.4 

WSM -FM (AC) 9. 4 

WHK X -FM (R) 8.2 

WZ E Z -FM (B1A)8. 2 

WVOL -AM OM 7.8 

WSM -AM(C) 6.3 

WLAC -AM M 5.6 

WI3YQ -FM (R) 5.1 

WS I X -AM(*C)3. 9 

WAMB -M1( 113) 2.9 

WJYN-FM(E) 2.0 

WM.( -AM (AC) 9 

WJ RB -AM (C) 1 . 9 

WKDA-AM(C) 1.5 

16 

17 

18 

19 

20 

21 

22 

23 

Ve.'AK -AM 

WMT S -AM 

WDBL-AM 

WWG'v1-AM 

W I ZO-AM 

T S -F M 

WDB L -FM 

1.5 

1.2 

1.0 

0.7 

0.6 

0.5 

0.3 

WNA11-AM 

WMGM-AM 

*K0s-FM 

WDBL-AM 

WCNS -AM 

1.3 

1.2 

1.2 

1.1 

0.5 

WKOS -FM04 1 . 4 
MAG M- ASA MU 1 . 1 

WUSW-FM 1C/ 0.9 

NMTS -AM (C) 0.7 

WIsAH-AM 041-1 0. 6 

NDBL-F M OM 3.5 

WGNS -AM (AC) 0 . 4 

WOBL -AM (C) 0.1 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WKDF -FM 1 WSM -FM 

2 WWKX -FM 2 WKDF -FM 

3 WSM -FM 3 WVOL -AM 

Adults 26-64 

Mon-Sun SAM-Mid 

1 WSM -FM 1 WS I X -FM 

2 WS I X -FM 2 WZEZ -FM 

3 WZEZ-FM 3 WSM -FM 
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Nassau-Suffolk 
Spring '81 Marked Overview 

In a remarkable instance of stability, the diary 

return in this spring's survey for Long Island was 

just one off from the fall total. There were, 

however, some differences within the 

demographic cells that are worth noting. There 

were more 18-24 diaries this sweep - good 

news for stations that target the young 

adults - but there were fewer in-tab among the 

METRO RANK 13 
iIL 

35-44 adults. 

Among the local stations, WBLI remained 

number one and WHLI scored second place, but 

the biggest mover was WBAB. The station re-

mained top among local teens and showed a 

notable improvement in its male 18-24 appeal. 

Tops overall in the Long Island metro was 

WNBC, up for the third straight book. As you can 

see from the graphs below, WNBC has recorded 

a significant and well-balanced 25-44 audience, 

while also scoring among teens in the area. 

WRFM showed some revitalized numbers in 
this report The station traditionally seems to have 

strong spring books and this survey was no ex-

ception. The Beautiful Music leader's female 

numbers rebounded from a soft fall report, with 
significant advances in every key daypart. 

Audience Composition Analysis 

AGE WNBC-AM R 
12-17 19 8% 

18-24 12 7% 

25-34 25 7% 

35-44 30 I % 

45-54 8 1 % 

55* . 35% 

12+ TOTAL 36,900 

Mine/Day Listened 68 
Turnover 1 5.8 

AGE 

12-17 

18-24 . 

25-34 

35-44 

45-54 

55* 

12+ TOTAL 20,400 

Mine/Day Listened 56 
Turnover 1 9. 4 

WCBS-AM N 
1 0% 

2 5% 

12 3% 

14 2% 

25 0% 

45 IX 

AGE WRFM-FM BM 
12-17. 00% 

18-24 . 00% 

25-34 5 1% 

35-44 12 4% 

45-54 30 5% 

55+ 52 0% 

12* TOTAL 17,700 

M ins/Day Listened 1 0 1 

Turnover 1 0. 7 

AGE 

12-17 

I 8-24 

25-34 

35-44 12 1% 

45-54 7 5% 

55* . 1 1% 

12* TOTAL 17,400 

Mine/Day Listened. 69 
Turnover 1 5. 7 

AGE WOR-AM 
12-17. 00% 

18-24. 0 6ii 

25-34 6 1% 

35-44 4% 

45-54 24 5% 

55* 

12+ TOTAL 16,300 

Mine/Day Listened 77 
Turnover 1 4 . 1 

Format Reach 

23 1 

BM 

AOR 

AC 

MISC 

BB 

13 9 

12 3 

11 6 

9 2 

6 3 

6 2 

•5 3 

43 

3 9 

O 

CL 

_I 

WBLI-FM R 
14 9% 

21 8% 

42 5% 

AGE WYNY-FM AC 
12-17. 1 9% 

18-24 29 8% 

25-34 30 4% 

35-44 31 1% 

45-54 5 6% 

SS. . 1 2% 

12* TOTAL 16,100 

Mine/Day Listened 70 
Turnover 1 5. 5 

AGE 

12-17 

18-24 
25-34 

35-44 

45-54 4 6% 

55* . 2 6% 

12* TOTAL 1 S, 100 

Mine/Day Listened: 81 
Turnover 1 3 . 3 

AGE WINS-AM 
12-17. 1 3% 

58 3% 18-24. 20% 

25-34 12 0% 

35-44 15 3% 

45-54 15 3% 

55* 

12* TOTAL 15,000 

Mine/Day Listened: 46 
Turnover. 23 • 5 

WBLS-FM B 
24 5% 

21 2% 

27 8% 

19 2% 

AGE WHLI-AM 
12-17. 00% 

18-24. 1 4% 

25-34 . 3 5% 

35-44 . 2 1% 

45-54 25 2% 

55*   

12* TOTAL 14,300 

Mine/Day Listened. 1 33 
Turnover 8.1 

BB AGE 

12:1 47 
182 

25-34 13 3% 

35-44 . 4 2% 

45-54 . 0 0% 

67 8% 55* . 0 0% 

12* TOTAL 12,000 

Mine/Day Listened 46 
Turnover 23.4 

AGE WABC-AM R AGE 

12-17....13 5% 12-17 

18-24 7 5% 18-24 

25-34 30 8% 

35-44 15 8% 

45-54 17 3% 

55* 15 0% 

12* TOTAL 13,300 

Mine/Day Listened: 42 
N Turnover: 2 5 . 8 

54 0% 

Share Trends 
Persons 12+ 

AGE 

12-17 

18-24 

25-34 15 6% 

35-44. 4 7% 

45-54. 5 5% 

55+ . 1 6% 

12* TOTAL 12,800 

Mine/Day Listened : 61 1 Turnover: 1 7.6 
Mon-Sun SAM-Mid 

POP(00): 21645 

Spring '80 Fall '80 

1 

2 

3 

4 

5 

6 

7 
8 

9 

10 
11 

12 

13 

14 

15 

16 

17 

18 

19 
20 

21 

22 

23 

24 

25 

26 

27 

WNBC -AM 

NCB S-AM 

WRFM-FM 

ABL I-FM 

WCR -AM 

NB LS -FM 

WPL J -FM 
WCB S-FM 

W(-L I -AM 

W INS-AM 

NC TO-FM 

WI-NI -AM 

WABC -AM 

WKTU-FM 

WTFM-FM 

WYNY-FM 

WALK-FM 

..t.MCA -AM 

WL I R -FM 
AK J Y-FM 

WBAB -FM 

wxto-Fre 
WPAT-FM 

WNE W-AM 

WGSM-AM 

WINE W-F M 

WRC N-FM 

7.6 WN3C -AM 
6.7 W13L1 -FM 

4.8 WCB S-AM 
4.5 Woe -AM 

4.1 NeLS -FM 

4.1 WCBS-FM 
4.0 WU. I -AM 

3.9 WINS-AM 

3.6 WPL J -FM 

3.6 erNY-FM 
3.2 WRFM-FM 

3.0 WABC -AM 

3.0 NKTU-FM 

2.9 ACTO-FM 

2.5 WBAB -FM 

2.5 WIN -AM 

2.3 WI-FM-FM 

2.0 WNE W-AM 

1.9 WALK-FM 
1.8 WPAT -FM 

1 . 8 VvINCA -AM 

1.7 WL I R -FM 
1.7 NKJ Y-FM 

1.6 WNW-FM 

1.5 WP I X -FM 

1.4 AGSM-AM 

1.2 WGB B -AM 

9.0 
4.9 

4.9 

4.8 

4.1 

4.0 
4.0 

3.7 

3.4 

3.3 
3.1 

3.0 

3.0 

2.9 

2.7 

2.7 

2.6 

2.1 

2.0 
1.9 

1.6 

1.6 
1.5 

1.5 

1.3 

1.3 

1.2 

Spring '81 

WNBC-AM(R) 9.6 

WC B S -AM MI 5.3 

WRFM -FM (BM)4.6 
WBL I - FM(R) 4.5 

WCR -AM M 4.2 

WYNY-F M (AC) 4 . 2 

WEILS -FM( 3) 3.9 
W INS -AMIN/ 3.9 

WFL I -AMC") 3.7 

WABC -AM (R) 3.4 
NBAB -FM(A) 3.3 

WPL J -FM(A) 3.1 

WKTU-FM(> 2.8 

*1-N -AM ICI 2.7 

WTFM -FM (AC) 2 . 7 
NCB S -FM (0) 2.4 

'AC TO-F M IBM 2 . 3 

WK J Y-FM(§M)2. 3 

MICA -NN 01 2.1 
WL IR-FM(A) 2.0 

WNEW-FM (A) 2.0 

WALK-FM1AC)2.0 

WPAT -FM (BAI)1 . 9 

W101K -FM (C) 1 . 6 

WNE W-AN1 (11(1) 1 .6 

WGSM -AM (AC) 1 .4 

WP I X -F Me° 1.4 

28 
29 

30 

31 

32 

33 
34 

35 

36 

37 

38 

39 

40 
41 

42 

43 

44 

45 

46 

47 

48 

WPLR-FM 
WP AT -AM 

WEZN-FM 

WP I X-FM 

WRVR-FM 

WGBB -AM 
WQXR-FM 
WKC I -FM 

WNCN-FM 

WRK I -FM 
WSBH-FM 

WTFE -AM 
WALK-AM 
WQX R - AM 

WBAB-FM AOR 
28 9% 

43 8% 

WPLJ-FM AOR 
43 3% 

39 2% 

WKTU-FM R 
38 3% 

20 6% 

25-34 18 7% 

35-44 19 6% 

45-54 . 2 8% 

55* . 00% 

12* TOTAL 10,700 

Mine/Day Listened. 61 
Turnover. 1 7.6 

AGE WHN-AM . 0 

12-17. 2 BM 

18-24 5 7% 

25-34 33 0% 

35-44 18 9% 

45-54 22 6% 

55* 17 0% 

12+ TOTAL 10,600 

Mine/Day Listened: 69 
Turnover: 1 5 . 6 

1.1 NKC I -FM 

1.0 WEZN-FM 

1.0 WLNG-AM 

1.0 WPL R -FM 
1.0 WXLO-FM 

0.9 WRCN-FM 

0.8 WKHK -FM 

0.7 WPAT -AM 

0.6 WR I V -AM 

0.5 WNCN-FM 
0.5 NQXR-FM 

0.3 WALK-AM 
0.3 ADJ F -FM 
0.1 WRK I -FM 

WWN J -FM 

WSB(-f-FM 

WWYZ-FM 

WL I X -AM 

WLNG-FM 

WRCN-AM 

WO% R - AM 

1.0 
1.0 

0.8 
0.8 

0.8 

0.8 
0.7 
0.7 

0.6 

0.6 
0.6 

0.5 

0.5 
0.5 

0.5 

0.5 

0.4 

0.3 

0.2 

0.1 

0.1 

WPAT -AM OM) 1 . 

WEZ N-F M »Ail .2 

WPL R -FM(0) 1.1 
WQXR-F%11C0 1 . 0 

INXL0-FM(R) 1.0 

WRCN-F M (A) 0.8 
WGBB -AM (AC) 0.7 

WL I X -MVO 0.4 

HNC N-F M (CL) 0.4 

WALK-AM (AC) 0.3 
WVN J -F (Be 0 . 3 

WLNG-FM (AC) O. 2 
WQXR-AM (C1-) 0 . 1 

WLNG-AM (AC) 0. 1 

WRCN-AM 0.0 

0.2 

Demographics 
Adults 18-34 

Mon-Sun 8AM-M1d 

1 WNBC -AM 1 L I -F 
2 WBAB -FM 2 WNBC-AM 

3 YNY-FM 3 M3LS -FM 

Adults 25-64 

Mon-Sun 8AM-Mid 

1 WNBC _Am 1 ANBC-AA1 
2 wyNy-Fm 2 Vet I -FM 

3 KB S-AM 3 KB S-AM 



New Orleans 
METRO RANK 

Spring '81 Market Overview 

Strange results in New Orleans transpired this 

sweep, starting with Arbitrons in-tab dropping by 

more than 800 diaries (38%) from last spring. 
ESF homes in-tab were down 49% over a com-

parable period, and diaries from those who were 
telephone-retrieved (most often blacks) were 

down 32%. The impact on each demo varied, but 

is noteworthy. Among men 18-24, for example, 
the average cume value went from about 500 last 

spring to approximately 900 this sweep. A station 
with 10 diarykeepers in this demo in both surveys 

would have seen an increase from 5000 to 

9000 - due to the additional weighting that had 

to be done this survey. 
Keeping the increased instability of the 

estimates in mind, let's look at the survey out-
come. WEZB remained the top station with a 

stable showing. The station lost some teens and 

female adult listeners, but male gains made up for 

the other drops. 
WAIL scored its best figures ever. Although the 

station did gain some adult female listeners, the 

biggest push came from teens. WAIL surpassed 

WEZB to take the teen lead with almost a 30 

share. 
WAJY, formerly WWL-FM, debuted with an im-

pressive showing. In its first book with the Adult 

Contemporary format, WAJY ranked first among 

women 25-54. 

WQUE and WTIX each gained this survey. 
WQUE went "live" during this book, used a new 

jingle package to position itself, and spent more 

on advertising than in the past - 80% in direct 

mail, the balance on busboards. WTIX, like 

WQUE, rebounded from a soft fall book and 

scored impressively among the 25-34 adults. The 

station is the only one in the market that ranks in 
the top three in all our 18-34 and 25-54 analyses 

below. The station's ad budget was used for TV 

and busboards. 

Audience Composition Analysis 

AGE 

12-17 

18-24 

25-34 

35-44 8.5% 

45-54 .. 5. 2% 

. 1 . 3% 

12. TOTAL I 5, 300 

Mine/Day Listened: 82 
Turnover: 13 . 1 

WEZB-FM R 
34.6% 

27.S% 

24.8% 

AGE WAIL-FM : B 
12-17 46.6% 

18-24 

25-34 

23.4% 

15.3% 

35-44.. 8.9% 

45-54. 2.4% 

SS. . 3.2% 

12. TOTAL 12,4210 

Mine/Day Listened 109 

Turnover: 9.9 

AGE 

12-17 

18-24 

25-34 18.0% 

35-44.. 5.0% 

4S-S4. 1.7% 

SS. . 0.8% 

12* TOTAL 12,000 

Mine/Day Listened 95 
Turnover . 1 1 . 4 

WRNO-FM ' AOR 
25.8X 

56.7% 

AGE 

12-17 

18-24 

25-34 

35-44 .... 9 . 6% 

45-54 9 . 8% 

SS* ... 6 . 1 X 

12+ TOTAL 11, 500 

Mine/Day Listened 

Turnover: 1 4 . 5 

WTIX-AM R 
12.2% 

17.4X 

45.2% 

75 

AGE WBYU-FM : BM 
12-17. 1.8% 

18-24 .. 5.3X 

25-34 I0 .S% 

35-44 13 . 2% 

45-54 20.2% 

55. 49 1% 

12* TOTAL 11, 400 

Mine/Day Listened 

Turnover 1 1 . 1 

4 1...\ Format Reach 

AC 

AOR 

BM 

81 

77 

MISC 
milmmumm6 3 

56 

3 

N 
mu, 0 

BB 
mm2 4 

RL 

_I 4 

12 1 

1 1 1 

24 3 

97 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 

55* 

12. TOTAL 9,900 

Mine/Day Listened: 75 
Turnover: 1 4 . 5 

W.10E-FM : C 
7.1% 

15.2% 

24.2% 

23.2% 

19.2X 

11.1% 

AGE WOUE-FM R 
12-17 ... 5.4% 

18-24 22 . 8X 

4 25-34 35% 

1 35-44 5.2X 

45-54 .. 4.3% 

SS* 8. 7% 

12* TOTAL 9,200 

Mine/Day Listened. 70 
Turnover. 1 5.4 

AGE WAJY-FM : AC 
12-17m 2.3% 

18-24.. 5.7% 

25-34 28.4X 

29.S% 35-44 

45-54 12.5% 

SS. 21.6% 

12. TOTAL 8,800 

Mine/Day Listened 74 
Turnover 14. 5 

AGE WYLD-FM J 
12-17 13.3X 

18-24 34 . 9% 

25-34 33 . 7% 

35-44 ... 8.4% 

45-54... 7.2X 

SS* . 2 . 4% 

12. TOTAL 8,300 

Mine/Day Listened 92 
Turnover 11 . 8 

AGE WSMB-AM : AC 
12-17. 1.3% 

18-24, 0.0% 

2S-34, 0.0% 

3S-44m 2.6% 

45-54 18.2% 

SS.   

12. TOTAL 7,700 

Mine/Day Listened 110 

Turnover 9 • 8 

AGE WWL-AM T 
12-17. 0.0% 

18-24. 1 . 7% 
25-34 15 . 5% 

35-44 19 . 0% 

45-54 20 . 7% 

55. -43.1% 

12. TOTAL 5,800 

Mine/Day Listened. 54 
Turnover 1 9.9 

e 
Share Trends   
Persons 12+ 
POP(00): 9562 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

1 1 

12 

1 3 

Spring ' 80 

WEZB-FM 

W8YU-FM 

WTIX-AM 

WYLO-FM 

WSHO-AM 

WSMB-AM 

WGSO-AM 

WQUE-FM 

WRNO-FM 

AWL -AM 

WNDE-FM 

WAIL-FM 

NYLD-AM 

10.3 

8.6 

3.4 

7.0 

5.6 

6.5 

5.2 

5.1 

4.8 

4.5 

4.2 

3.7 

3.6 

Mon-Sun 6AM-Mid 

Fall '80 Spring '81 

WEZB-F M 

WNOE -F M 

WBYU-FM 

WT I X -AM 

WYLD-FM 

WRND-FM 

WSM3-AM 

WGSO-AM 

NAIL-FM 

WNL -AM 

AWE-FM 

WB OK-AM 

AWL 

10.7 WEZB-FM(R)10.3 

9.9 WAIL-FYHM 8.4 

8.0 WRND-FM1M 8.1 

6.9 NTIX-ANHM 7.8 

6.7 WBYU-FM 1130M7. 7 

6.5 WNOE-FM1C) 6.7 

5.7 WQUE-FMM 6.2 

5.6 WAJY-FM (AC)5 9 

5.2 WYLD-FM(M 5.6 

4.8 WSMB-AMHAC)5.2 

4.5 WWL -AMM 3.9 

3.2 WGSO-NA(14) 3.0 

3.1 WS1 -10-AM)C) 2.8 

AGE WGSO-AM N 
12-17, 0.0% 

18-24, 0.0% 

25-34 13.3% 

35-44 15.6% 

45-54 20.0% 

55, 

12* TOTAL 4,500 

Mine/Day Listened 61 
Turnover 1 7.6 

51 . 1% 

ASE WSI-10-AM : C 
12-17. 2.4% 

18-24. 0.0% 

2S-34 17. IX 

35-44 9.8% 

g% 45-54 12.2% 

SS, 

12. TOTAL 4,100 

Mine/Day L.stened: 92 
Turnover. 1 1 . 8 

58.5% 

AGE WWIW-AM BB 
12-17, 0.0% 

18-24, 0.0% 

25-34. 2.8% 

35-44. 2.8% 

2 45-54 2 2% 

SS,   

12. TOTAL 3,600 

Mine/Day Listened 84 
Turnover 1 2. 9 

72.2% 

14 N-&€-AM 3.0 NYLD-AM 3.0 WW1W-AMe0 )2.4 

1 5 WWL -FM 3.0 WSHO-AM 2.7 W.\-AM (8) 2.3 

16 NNNR -AM 2.8 WW I W-AM 2.5 WNOE -AMOC) 2.0 

17 NBOK-AM 2.6 WNOE-AM 2.4 WBOK-AWM 1.8 

18 WWIW-AM 2.0 NNNR-AM 1.8 WYLD-AMCM 1.6 

19 VWOE-AM 1. ANCG-AM 0. 8 WVGG-AMML) 1 . 4 

20 WARB-AM 0.9 KGLA-AM 0.6 WARB-AM(C) 0.6 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 
M 

1 WEZB-FM 1 WRND-FM 

2 WRNO-FM 2 WEZB-FM 
3 WTI X-AM 3 ‘ArT I X -AM 

Adults 25-64 

Mon-Sun 6AM-Mid 

1 WTI X -AM 1 WAJY-FM 

2 »OE -FM 2 WQUE -FM 
3 WEZB-FM 3 WTI X-AM 
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Spring ' 81 Market Overview 

The repositioning of WABC, the return of 

Frankle Crocker on WBLS, and the continued 

consistency of WLPJ and WRFM highlighted the 

Spring '81 Arbltron results in New York City. 

When reviewing the data two other factors should 

be kept in mind - the Nassau-Suffolk diary 

return, and the significant decrease seen in the 

number of diaries used to produce the Spring '81 

survey versus the same survey a year earlier. 

WBLS rebounded to the top spot in the market 

this sweep, although the station's overall share 

was still down notably from the Spring '80 results. 

The biggest WBLS jump this time was in the after-

noon drive daypart, where it's likely that the return 

of widely-known personality Frankie Crocker to 

the air 4-8pm had a positive impact. Frankie's 

return, or word of it, was largely spread through 

the streets, as the station spent little on outside 

advertising. 

WABC was able to halt a multi-book decline in 

its overall share thanks to several factors. Landing 

Yankees baseball broadcasts was a big boost and 

led to a much more adult profile of the station's au-

dience. The acquisition of the morning team of 

Ross & Wilson and the movement of Dan Ingram 

to middays paid dividends, as the station scored 

its best shares in recent books in those dayparts. 

To promote the station repositioning, WABC 

spent approximately $600,000 on TV, compared 

to about $ 150,000 for the previous book. Sub-

way signs were also used extensively. 

At different ends of the demographic spectrum, 

WPLJ and WRFM continued to score well. 

WPLJ's AOR success was based on a consistent 

air sound, plus key promotions such as sending 

listeners on a trip to see the Who in London. 

WRFM, Bonneville's flagship for its Beautiful 

Music format, enjoyed its best overall share in re-

cent years. Much of the credit can go to additional 

female audience, especially in the mornings and 

evenings. 

Audience Composition Analysis 

AGE WBLS-FM B 
12-17 19.7% 

18-24 26.5% 

25-34 30 0% 

35-44 I 1.9% 

45-54 S . 8% 

55. 61% 

12. TOTAL 184,800 

Mina/Day Listened 105 
Turnover 10 3 

AGE WKTU-FM R 
12-17 22.6% 

18-24 24 .ix 

25-34 30.4% 

35-44 16 3% 

45-54. 3.2% 

55+ . 3.4% 

12+ TOTAL 158,000 

Mina Day Listened: 81 
Turnover 13 . 3 

AGE WOR-AM T 
12-17. 0.8% 

18-24. 2.3% 

25-34 S I% 

35-44 6.7% 

45-54 18 7% 

SS'.. 

12+ TOTAL 146,300 

Mina/Day Listened 84 
Turnover 12.8 

AGE WRFM-FM : BM 
12-17. 0.7% 

18-24. 2.4% 

25-34 7 7% 

35-44 12.9% 

45-54 19 2% 

SS+ 57.1% 

12. TOTAL 122,800 

Mine/Day Listened: 110 
Turnover: 9 . 9 

AGE WCBS-AM N 
12-17. 07% 

18-24 5.5% 

25-34 8.2% 

35-44 8.3X 

45-54 21 4% 

SS+ 

12+ TOTAL 120,100 

Mina/Day Listened. 60 
Turnover 1 8.1 

SS+ .. 

I 2+ TOTAL 115,600 

Mina/Day Listened: 55 
Turnover: 1 9.7 

AGE WABC-AM 
12-17 .... 7 5% 

18-24 16.0% 

25-34 27 6% 

35-44 19.9% 

45-54 7% 

55+ mmm»17 2% 

12. TOTAL 114,300 

MinaDay Listened 50 
Turnover 21 . 5 

ABE WNBC-AM R 
12-17 16 0% 

16-24 14.4% 

26-34 27.6% 

3S-44 24.5% 

4S-54mm 7,6% 

8.0% 

AGE WINS-AM N 
12-17 . 1.2X 

18-24 . 3.0X 

25-34 I 1.4% 

35-44 14.9% 

45-54 20.0% 

55+ 

12+ TOTAL 106,300 

Mine/Day Listened 49 
Turnover 21 . 9 

R AGE WNEW-AM E 
12-17. 1.0% 

18-24 3.1% 

25-34 10.1% 

35-44 9.7% 

45-54 31 SX 

55+ 44.7X 

12. TOTAL 92,200 

Mina/Day Listened 79 
Turnover 13. 7 

55 9% AGE WPLJ-FM ,AOR 
12-17 35.8% 

18-24 41 6% 

2S-34 18.2% 

35-44 . 3 3% 

4S-54, 0 3% 

SS+ . 0.8% 

12+ TOTAL 112,000 

66 5% Mina/Day Listened: 78 
Turnover: 13 . 9 

._. Format Reach1 

N 

AOR 

MISC 

AC 

E 

S 

9 1 

9 1 

8 8 

8.4 

8. I 

8.1 

37 

36 

34 
CL 

6 
O 

" . 2 2 
BB 

n0 7 

t 

49 5% 

AGE WYNY-FM : AC 
12-17 .. 5 9% 

I 8-24 23 BX 

25-34 38.4Y. 

35-44 19.8% 

45-54 6 6% 

55. 57% 

12. TOTAL 89,700 

Mino Day Listened 59 
Turnover 1 8.2 

Share Trends 
Persons 12+ 

POP ( 0 0 ) 1 34 98 5 

Mon-Sun 6AM-Mld 

Spring '80 Summer '80 Fall 'eo Winter '81 Spring '81 

et.5 -FM 8.1 M3L5 -FM 8.1 AIKTU-FM 8.3 * 71) -FN 6.5 M15 4 1.1(m 7.4 

VAITu-FM 6.7 COTO-FM 6.2 /113L S -FM 7.1 /VCR -AM 6.5 FACTu 9,1 6.4 

3 %CB -AM 5.5 wat -M1 5.7 MR -An1 6.2 «I -FM 6.4 /VCR -AM m 5.9 

4 WOR -AM 5.2 <135-MA 5.1 WINS-MI 4.9 * 176-W 5.3 WRFM -FM Re04.9 

Vi I 95 -MI 4.9 '<FM-FM 4. 7 KB 5 -AM 4.8 <RC -AM 4.8 <135- MA RR 4.8 

6 WRF -F M 4 . 7 *NBC -AM 4.7 INK -MI 4.7 VC 8 5-AM 4.7 *MK -AM < 4.6 

WABC -AM 4.3 MI INS -AM 4 . 6 WRFM-FM 4 . 3 YMFM-FM 4 . 4 MSC -M1 0,9 4.6 

8 WNBC -AM 4.1 NABC -AM 4.2 WPAT -FM 3.9 WM. -FM 4. I *71 1-FCC; 4. 5 

9 API. j -FM 3.9 VAIL J -FM 4.2 MIL 1 -FM 3.7 <191(-FM 1.7 WINS-AM< 4. 3 

SPAT-FM 3.4 SPAT-FM 3.9 WABC-AM 3.6 WPAT -FM 3.7 MEW-AM ICI 3.7 

I WICW-MI 3.1 MEW-MI 3.1 MAIY-FM 3.2 *ABC -AM 3.5 MIRY-FM 0,,m3 . 6 

2 MICA -AM 3.1 <13 5-FM 2.9 <135-FM 2.9 MEP/ -FM 3.0 WPAT -FM 0103.6 

1 3 <135-FM 2.9 MICA -MI 2.9 *74.5-FM 2.8 *166W-AM 2.9 *PAT -AM <02. 8 
SPAT -AM 2.6 694.5-FM 2.9 P/FEW-M4 2.7 <BS-FM 2.5 MAFW-F451 2.8 

15 8054 -AM 2.5 wrni -AM 2.6 AIM -AM 2.6 MPAT -AM 2.5 Mil -AM 161 2.4 

16 MYNY-FM 2.4 WPAT -MI 2.3 SPAT -MI 2.4 MCA-AM 2.4 MCA-MI m 22 

11 MEW-FM 2.3 *'884Y-FM 2.2 MCA -AM 2. 3 SPI 6-FM 2.2 <BS-FM m/ 2.2 

18 CASO-AM 2.0 WACIO -MI 2 . 2 /1/1 I -MI 1.9 MCI -AM 2.2 SPI -F OA 2.2 

, 9 *71L,)-FM 1.9 STEM -FM 1.8 SPIT-Fe 1.8 SATO-MI 2.0 WACO-AM 139 2.0 

20 WTFM-FM 1.7 SI I 7-AM I. 7 W TFM -FM 1.8 66314-FM 1.9 ARLO-FM< 1.6 

Il 1.6 WI I -F%4 1.6 SAW -AM 1. 7 *010-FM 1.8 WTFM -FM MC/1 . 6 

22 Will' -AM 1.5 51(10-FM 1.6 6064-FM 1.3 MIT-NA 1.6 W3 I -MI< 1.6 
23 OR 1 -FM 1.4 67318-FM 1.4 *7110-F1.1 1.1 STEM-FM 1.5 WICN-F1.1m191 . 3 

24 44)/(11-FM 1.3 61(1-K -FM 1.3 81653 -FM 1.1 WIGN-FM 1.3 WCAR-FMM1.11 .0 

25 MN; -FM 5.2 15/143 -FM 1.1 AIL 1- FM 0.8 111311-FM 1.0 /101/1K -FM Ki 1.0 

26 MICN-FM 0.8 WIC I -AM 0.9 /19L I -FM 0.8 .1/4.1 -AM 0.9 0M91 -FM<A10. 8 

27 WM I -MI 0.7 MCN-FM 0.8 SIEN-FM 0.8 MAII -FM 0.8 NEIL I -FM< 0.7 

28 MAIL 1 -FM 0.7 66434-AM 0.7 AMA& - Mi 0.6 MOIK -FM 0.8 ML 1 - MA 0 . 7 

09 NWRL -MI 0.6 MIL I -FM O. 7 MIDI -AM 0.6 TO-FM 0.6 MO R-om me O. 7 

ABE WPAT-FM : BM 
12-17. 0.4% 

18-24.. 4.4% 

25-34 8.9% 

35-44 17.2% 

45-54 26.2% 

55. 42.9% 

12. TOTAL 88,900 

MinaDay Listened 74 

Turnover 13 . 1 

AGE WPAT-AM BM 
12-17. 0 IX 

18-24. 2.1% 

25-34 . 3 0% 

35-44 7 3% 

45-54 I 60% 

SS,-

12+ TOTAL 70,000 

Mine/Day Listened 83 
Turnover 1 4. 7 

AGE WNEW-FM 
12-17 5.3% 

18-24 

25-34 

35-44 6.6% 

45-54 . 1.9% 

55, .. 59% 

12 , TOTAL 69,600 

M Ina/Day . Listened: 69 
Turnover: 1 5.5 

36 9% 

71 4% 

AOR 

43 4% 

30 ....n1R-4,4 0.6 AL 113-.M 0.6 08196-FM 

11 CLIC-4M O. 5 *13/18 -FM 0.6 MAID-FM 

32 ALTO-FM O. 5 At 0.6 NC TO-FM 

33 674.0-FM O. 5 MARL -AM 0. 5 AC R. -AM 

34 NV43 -N4 0.4 < 70-FM 0.4 01/Q611- AM 

35 WL 111-FM O. 4 WORR-AM 0.4 ARAB -FM 

36 SPAS-AM O. 4 WALK-FM O. 3 CLIC-AM 

37 OK TC-AM O. 4 CONO-AM O. 3 < III-FM 

38 W/10 I -AM 0.4 MIDI-FM 0.3 CENO-FM 

39 WALK-FM O. 4 WALK 0.7 WALK-FM 

40 WC 00-FM O. 3 WAII 

41 MICO-FM 0.3 CONO-AM 

42 « IV-FM 0.3 WEZN-FM 

43 MIZN-FM 0.3 MAGO-FM 

44 SESO-AM 0.3 M/N 1 -AM 

4 580.6 -FM O. 3 WALK-AM 

46 89515-AM O. 3 
4 4100.59 0.2 

O. 6 /CARL -AM 

0.5 * 1v-FM 

O. 5 51111-FM 

0.4 W1218-AM 

0.4 56360- AM 

0.4 <AB -Fm 

0.4 < 13 R-AM 

O. 4 AC TC -MI 

O. 3 

O. 3 

O. 3 

O. 3 

0.3 

O. 3 

O. 3 

0.1 

O. 5 *LIB-MI< 0.6 

0.5 WL 1R-FMAI 0.6 

O. 5 8008-FM1A1 0.6 

0.5 KTC-MI1M10.5 

0.5 <NJ -AMMO. 5 

O. 5 MAIL -AM< O. 4 

0.4 MK Y-FM•1110. 4 

0.4 NC TO-FM10.10. 4 

WEIN-FM<O10. 4 

MI.D-FM11.10. 3 

WALK-FM1AC/0. 3 

<111A-FMIAI O. 3 

WWI-FM= 0. 3 

WALK-AMMO°. 1 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 WPLJ -FM 1 WBLS-FM 

2 WBLS-FM 2 NAG-Li-FM 

3 WKTU-FM 3 VVYNY-FM 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 JeKTU-FM 1 WBLS-FM 

2 WABC -AM 2 WKTU-FM 

3 WNBC -AM 3 WNBC -AM 



'Norfolk-Portsmouth-
Newport News-Hampton 

Spring '81 Market Overview 
In the spring survey for the Norfolk/Tidewater 

area, Arbitren placed additional sample in the 

metro, with the result that in the first QM sweep 

42% more usable diaries than last spring were ob-
tained. A big jump was recorded among the ethnic 

retrieval homes where Telephone Retrieval was 

used. The in-tab among homes that were TR'ed, 

usually blacks, surged 93%, from 273 in the Spr-
ing '80 sweep to 527 this time. As a result of the 

additional diary return in this survey, the estimates 

are notably more reliable. 

AOR WMYK crossed the double-digit threshold 

METRO RANK 

to grab the overall lead in the market. Additional 

18-24 diaries may have helped, giving AOR 

tuners more cume opportunities. WMYK ranked 

second among both men and women 18-34 in the 

latest report. WNOR-FM held the lead among men 

18-34. 
WCMS-FM, the leading Country station, earned 

its best book in recent years. Gains were made 

among female audiences, with morning and after-

noon drive showing the biggest percentage of 

distaff increase. 
WTAR made some progress this sweep, 

achieving its best share in several books. VVTAR 

ended in second place among men 25-54, 

behind WCMS-FM. The station brought aboard a 
new PD earlier this year who implemented a con-

sistent presentation, stressing music sweeps and 

a tightening of the playlist. In advertising, the sta-

tion used TV, newspaper, billboards, and a tabloid 

direct mail piece. 

WRAP became the leading ethnically-targeted 

station this sweep. The station spent zero ad 
dollars, but did run promotions where gasoline 

was given away to listeners. Musically WRAP 

geared more for the 25-34 audience, added more 

oldies, and generally tightened its playlist. 

Audience Composition Analysis 

AGE WMYK-FM AOR 
12-17 29 4% 

18-24 

25-34 i8 4% 

35-44. 3.1% 

45-54 ... 3 7% 

55+ . 0.0X 

12+ TOTAL 18,300 

Mine/Day Listened 

Turnover. 1 1 . 9 

AGE WCMS-FM : C 
12-17. 3.2% 

18-24w 8.9% 

25-34 1 5 • 8% 

35-44 29. IX 

45-54 2 t . 5% 

55. 21. 5% 

12. TOTAL 15,800 

Mine/Day Listened 100 

Turnover: 1 0.8 

AGE WNOR-FM AOR 
12-17 .. 5.7% 

18-24 

25-34 27.9% 

35-44. 4.1% 

45-54. 0.8% 

55+ . 0.8% 

12+ TOTAL 12,20e 

Mine/Day Listened: 91 
Turnover. 1 1 . 8 

AGE WTAR-AM AC 
12-17. 0.8% 

45 4% 18-24.. 50% 

25-34 12 5% 

35-44 15.0X 

45-54 19 2% 

SS+ 47.5% 

12+ TOTAL 12,000 

91 Mine/Day Listened 92 
Turnover: 1 1 . 7 

80.7% 

--I_ Format Reach 

AOR 

AC 

5 6 

27 

N 
5 

CL 
mm, 8 

n0 5 

611 

MISC. 

RL 

15 3 

15 3 

13 9 

11 9 

1 1 5 

18. 9 

AGE 

12-17, 0 

18-24.. 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 10,500 

Mine/Day Listened: 96 
Turnover: 11 .3 

WFOG-FM BM 
0% 

8 6X 

21 9% 

15 2% 

17 IX 

37 IX 

AGE WWDE-FM : AC 
12-17. 1 0% 

18-24 19 8% 

25-34 36 SX 

35-44 20.8% 

45-54 15 6% 

55+ 42X 

12+ TOTAL 9,800 

Mine/Day Listened 81 
Turnover 1 3.4 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 5 3% 

55. 8 4% 

12+ TOTAL 9,500 

Mine/Day Listened 79 
Turnover 13.6 

WRAP-AM 
27 4% 

29.5% 

17.9% 

11 6% 

AGE UGH-AM R 
1 12-17 5.7% 

18-24 24.7% 

25-34 29.2% 

35-44 12.4% 

45-54 7.9% 

S5+ ... 10.1% 

12+ TOTAL 8,900 

Mine/Day Listened 57 
Turnover: 18.9 

AGE WOWI-FM : B 
12-17 17 9% 

18-24 28 6% 

25-34 29 8% 

35-44 16.7% 

45-54. 4.8% 

55+ . 2.4% 

12+ TOTAL 8,400 

Mine/Day Listened 66 
Turnover 1 6.3 

AGE WORK-FM R 
12-17 16 2% 

18-24 44 6% 

25-34 31. t X 

35-44 . 4 IX 

45-54 . 2 7% 

55+ . 1.4% 

12. TOTAL 7,400 

Mine/Day Listened 58 

Turnover. 1 8.6 

AGE WKEZ-FM : BM 
12-17. 1.4% 

18-24. 54% 

25-34 14 9% 

35-44 21.6% 

45-S4 20.3% 

55+ 36 5% 

12. TOTAL 7,400 

Mine/Day Listened 92 

Turnover: 1 1 .8 

AGE WPCE-AM : 8 
12-17. 3.0% 

18-24 10 4% 

25-34 17.9% 

35-44 20 9% 

45-54 28 9% 

55+ 20.9X 

12+ TOTAL 6,700 

Mine/Day Listened 94 
Turnover 11 .5 

AGE WCMS-AM C 
12-17, 00% 
18-24 9.3% 

25-34 11 6% 

35-44 18 6% 

45-54 41 9% 

SS, 18 6% 

12+ TOTAL 4,300 

Mine/Day Listened 87 
Turnover 12.3 

AGE WNIS-AM : N 
12-17. 2.5% 

18-24. SOX 

25-34 17.5% 

35-44 

45-S4 

55+ 

12+ TOTAL 4,000 

Mine/Day Listened 58 
Turnover 1 8.6 

22 5% 

22 SX 

30 0% 

Share Trends   
Persons 12+ 
POP ( 00) : 9528 

Mon-Sun 8AM-Mid 

Spring ' 80 Fall '80 Spring ' 81 

1 AFOG-FM 9.2 WOAI-FM 9.8 AMYK-FM0410.1 
2 AMYK-FM 9.0 AWYK-FM 8.1 ACMS-FM(C) 9.8 

3 WICMS-FM 8.2 WCMS-FM 8.0 ANO-FM(A) 7.6 
4 WIGH -AM 7.1 WFOG-FM 7.6 WTAR-AMIAC17.4 
5 ANCIR-FM 6.9 ANUR-FM 6.8 WFOC-FMOM6.5 

6 WOW1-FM 6.8 WTAR-AM 6.6 WADE-FMKAC15.9 

7 WTAR-AM 6.1 NIGH -AM 5.5 WRAP-AMMI 5.9 
8 WADE-FM 5.7 WADE-FM 5.5 ACil -AMen 5.5 

9 WRAP-AM 5.3 WRAP-AM 5.0 WONI-FM0) 5.2 
10 AKEZ-FM 4.3 WORK-FM 4.5 WORK-FM(1g) 4.6 

11 APCE-AM 3.6 AXEZ-FM 3.9 AKEZ-FMWM4.6 

12 NQRK-FM 3.2 WPCE-AM 3.2 WPCE-AMIM 4.2 
13 ANIS -AM 2.7 WGH -FM 3.1 ,Acms-Ame) 2.7 

14 ANOR-AM 2.6 WCMS-AM 3.1 ANIS-AMIM 2.5 

15 AGI -FM 2.6 WINIS-AM 2.9 AXRI-FMML12.2 

16 ABCI-FM 2.5 ABC1-FM 2.0 WG1-1 -FMeol.8 

17 AGMS-AM 2.5 WC PK -AM 1.8 WIJOR -AM (0) 1.4 

18 WZAM-AM 2.1 WYVA-FM 1.6 WBC I - FM (Ac)1 . 4 

19 WYVA-F M 1.2 WZAM-AM 1.4 WZAM-AM (A) 1 .2 

20 WXRI-FM 1.0 ANOR-AM 1.3 WCPK-AM(BM)0.8 

21 WCPK-AM 0.9 NXRI-FM 1.3 AVVA-FWC) 0.7 

22 WTJZ-AM 0.9 WRVA-AM 1.0 WTJZ-AMI(.8 0.6 
23 WVAB-AM 0.6 WADE-AM 0.8 WBC1-AWAC10.6 

24 WFCG-AM 0.4 WTJZ-AM 0.7 APVH-AM98.10.5 

25 WADE-AM 0.3 WQZQ-FY(C) 0.4 

26 ABCI-AM 0.2 APEX-AMP 0.3 

Demographics 

Adults 18-34 

Mon-Sun (DIM-Mid 

1 vVNDR -FM 1 "DE -FM 

2 WMYK -FM 2 WMYK-FM 

3 WQRK -FM 3 WNDR -FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 WOMS -FM 1 MOMS-FM 
2 WTAR-AM 2 WADE-FM 

3 WWDE -FM 3 eoG-FM 
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Spring '81 Market Overview 
There was a new number one station in 

Oklahoma City in the first Quarterly Measurement 

sweep there. Country-formatted KEBC climbed to 
its best book ever, while KKNG and KTOK slip-

ped. 
KEBC led both the male and female 25-54 

demos this survey. The station's numbers among 
women continued to rise while the male estimates 

were soft, particularly in midday. 

Second overall in the Oklahoma City market, 

and tops among Beautiful Music stations, was 

KKNG. Formerly the market leader, KKNG was 

hurt this book by male defection, especially at 

night. The station was still healthy enough to land 

in second place among men and women 25-54. 

Among young adults, the top station was KXXY 

on the male side, KOFM for the distaff set. KXXY 

had a big jump among teens, number two in the 

market with over a 24 share, and the station's 

adult numbers jumped, especially among young 

men. Biggest payoff for the young men tuners to 

KXXY was in the evening. Also, among men 

18-34, it should be noted that the Country sound 

of KOMA was popular. The station rose to third in 

that demo this sweep. 

Among 18-34 women, KOFM had the dominant 

share. The station slipped 12+, but that was due 

to a decline in teen figures - from a 42 share to 

approximately a 25 this time. The adult women 
numbers for the station rose, with approximately a 

one-third increase in morning drive. 

Audience Composition Analysis 

AGE KEBC-FM : C 
12-17 . 3.7% 

18-24 14.9% 

25-34 12.7% 

35-44 26.1% 

45-54 17.9% 

SS+ 24.6X 

12+ TOTAL 13,400 

Mina/Day Listened: 98 
Turnover: 11. 1 

AGE KKNG-FM : BM 
12-17, 0.0% 
18-24. 5 OX 

25-34 12.4% 

35-44 

45-54 

55. 

12+ TOTAL 12,100 

Mine/Day Listened: 104 
Turnover: 1 0 . 3 

20.7% 

19.8% 

42.1% 

AGE KTOK-AM : AC 
12-17. 0.9% 

18-24. 2.6% 

25-34 11.3X 

35-44 I 4.8X 

45-54 19.1% 

55+ 51 . 3% 

12* TOTAL 1 I , 500 

Mine/Day Listened 

Turnover: 13 . 
83 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 9,300 

Mine/Day Listened: 71 
Turnover: 1 5.3 

KOMA-AM : C 
7.5% 

18.3% 
23.7% 

17.2% 

12.9% 

20.4% 

AGE KOFM-FM R 
12-17 30.0% 

18-24 32.2% 

25-34 28.9% 

35-44 3,3% 

45-54. 2.2% 

55+ . 3.3% 

12* TOTAL 9,000 

Mine/Day Listened' 68 

Turnover: 1 6.0 

_... Format Reach 

c 

AC 

AOR 

BM 

MISC 

E 
mom3 0 

8 
m 2 3 

RL 
• 1 0 

86 

52 

15 6 

12 3 

27 6 

24 4 

AGE 

12-17 

18-24 

25-34 16.9% 

35-44. 1.1% 

45-54 0.0X 

55+ . 1.1% 

12* TOTAL 8,900 

Mine/Day Listened 

Turnover: 1 1 . 5 

AGE 

12-17 

18-24 

25-34 

35-44 • 1.8% 

45-54. 0.0% 

SS+ 0.0X 

12+ TOTAL 5,600 

Mine/Day Listened 70 
Turnover 1 5.5 

KXXY-FM : AOR 
29 2% 

51.7% 

94 

KATT-FM : AOR 
12.5% 

46.4% 

39.3% 

AGE KLTE-Fm : AC 
12-17. 1 9% 

18-24 20 4% 

25-34 50,0% 

35-44 16 7X 

45-54 S 6% 

55+ 5.6% 

12* TOTAL 5,400 

Mine/Day Listened 61 
Turnover 17.7 

f. 
Share Trends 
Persons 12+ 
POP ( 00) : 6766 

Mon-Sun 6AM-Mid 

Spring '80 Fall '80 Spring '81 

1 KKNG-FM 13.6 KTOK-AM 13.7 KEBC-FM(C) 12.8 

2 KTOK-AM 11.7 KKNO-FM 13.0 moc,Fmcmell.s 

3 KEBC-FM 10.9 KEBC-FM 12.2 KTOK-AMIAC111.0 

4 KXXY-FM 9.0 KOFM-FM 9.9 KOMA-AMe 8.9 
5 KOFM-FM 7.8 WKY -AM 6.2 KOFM-FM(R) 8.6 

6 KLTE-FM 6.1 KXXY-FM 6.2 KXXY-FM(A) 8.5 
7 WKY -AM 5.6 KOMA-AM 6.1 KATT-FM11.0.1 5.3 

8 KATT-FM 5.6 KLTE-FM 6.0 KLTE-FMIAq 5.2 
9 KZUE-FM 5.5 KATT-FM 5.3 WKY -Ami(AC) 4.2 

10 KOMA-AM 4.2 KUNK-FM 3.6 KLNK-FM(Aq 4.0 

11 KAEZ-FM 3.6 KZUE-FM 3.2 KKLR-FM() 3.9 

12 KKLR-FM 2.9 KAEZ-FM 3.0 KJY0-FM89 3.0 

13 KATT-AM 1.9 KKLR-FM 2.6 KAEZ-FMR9 2.3 

14 KOCY-AM 1.6 KATT-AM 1.2 KATT-AMO4 1.1 

AGE 

12-17 

18-24 

25-34 

35-44 13.6% 

45-54 . 4.5% 

55+ 9.1% 

12* TOTAL 4,400 

Mine/Day Listened 43 
Turnover 25.4 

WKY-AM : AC 
13.6% 

18.2% 

40.9% 

AGE 

12-17 

18-24 

25-34 

35-44 . 2.4% 

45-54. 0.0% 

55+ 48% 

12+ TOTAL 4,200 

Mine/Day Listened 65 
Turnover 16.7 

KLNK-FM : AC 
28.8% 

40.5% 

23 8% 

AGE KKLR-FM C 
12-17 98% 

18-24 

25-34 

35-44 

31 7% 

29.3% 

22.0% 

45-54 7.3X 

55* . 0.0% 

12+ TOTAL 4,100 

Mine/Day Listened: 79 
Turnover: 1 3 . 7 

AGE KJYO-FM E 
12-17 .. 6.5% 

22.6% 

35.5X 

18-24 

25-34 

35-44 16.1% 

45-54 9.7% 

55* ... 9.7% 

12+ TOTAL 3,100 

Mins/Day Listened 61 
Turnover 1 7.6 

AGE 

12-17 

18-24 

25-34 
35-44 

45-54 4.2% 

55+ 4.2% 

12+ TOTAL 2,400 

Mine/Day Listened 83 
Turnover 1 3.0 

KAEZ-FM B 
25 0% 

33 3% 

20 8% 

12 5% 

AGE KATT-AM : AOR 
12-17. 0 
18-24 41 7% 

25-34 I 6.7% 

35-44 33 3% 

45-54. 00% 

55* 83% 
12* TOTAL 1,200 

Mine/Day Listened 49 
Turnover 21 . 9 

OX 

15 WNAD-AM 1.5 KJ IL-FM 1.1 KGFF-AMM9 0.8\ 

16 KQCV-AM 0.9 KNOR-AM 0.9 KOCY-AM(C) 0.7 

17 KJIL-FM 0.8 KOCV-AM 0.6 KGOLI-FMIM 0.7 

18 KNOR-AM 0.4 KR-AM 0.4 WNAD-AMIn 0.7 

19 KVOO-AM 0.4 KOCY-AM 0.4 KJ IL-FM(PL) 0.6 

20 WNAD-AM 0.4 KV010-AMIq 0.6 

21 KBYE-AMMU 0.4 

Demographics 

Adults 18-34 

Mon-Sun 6AM-M1d 

1 KXXY-FM 1 KOFM-FM 

2 KAT T -FM 2 KEBC-FM 

3 KCNIA-AM 3 KLTE -FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 KE BC-FM 1 KE BC-FM 
2 KKNG-FM 2 lO(NG-FM 

3 KOMA-AM 3 KTOK-AM 



Philadelphia 

Spring '81 Marked Overview 

Springtime in Philadelphia means Phillies time, 
and that means a big ratings boost for already 

strong KYW. KYW earned its best overall share in 

recent books with coverage of the World Cham-
pions, and it's likely that with Quarterly Measure-

ment covering more of the games in the summer 

and fall sweeps, the station will continue to benefit 

from the baseball influence. 

Number two in the market was WMGK, which 

added to its stable programming approach "Million 

Dollar" weekends, repositioning its oldies appeal. 

1 METRO RANK g 

As for external advertising, WMGK continued to 

place 99% of its budget on TV. 

WDAS-FM had its best book in recent years. As 

you can see from the figures below, the station 

topped the market in listener loyalty, with the 

highest minutes/day figure in the metro. 

WEAZ became the Beautiful Music leader in 

town. This Bonneville subscriber showed 

especially worthwhile increases in afternoon drive 

and the evenings, with female listeners showing 
notable gains. 

The station showing the biggest percentage in-

crease overall was WIFI. Up by almost 50%, the 
station garnered substantially more women, 

especially 18-34 and 45-54, than in the winter 

book. Musically the station was heavily dayparted, 

aiming at mass appeal. Part of that appeal may 

have come from new morning man John St. John. 

WIFI's gains are remarkable in that the station 
spent zero dollars on advertising in outside media. 
It will be worthwhile noting if WIFI can continue to 

significantly increase its market share in upcoming 

sweeps. 

Audience Composition Analysis 

AGE KYW-AM N 
12-17. I 5% 

18-24 .. 32% 

25-34 12 3% 

35-44 13 4% 

45-54 18 6% 

55, 

12+ TOTAL 81.200 

Mine/Day Listened 64 
Turnover, 1 6.9 

51 0% 

AGE WMGK-FM AC 
12-17 5 0% 

18-24 27 1% 

25-34 37 6% 

35-44 16 2% 

45-54 9 IX 

55. 50% 

12+ TOTAL 50,500 

Mine/Day Listened 70 
Turnover- 15.5 

AGE 

12-17 

18-24 

25-34 

WDAS-FM B 
20 4% 

31 I % 

26 7% 

35-44 9% 

45-54 4 9% 

55+ 40% 

12+ TOTAL 45,000 

Mine/Day Listened 104 
Turnover 1 0.4 

Format Reach 

AC 

ER1 

AOR 

mISC 

CL 
me t 7 

« 1 3 

RL 

'e 4 

4 7 

83 

83 

I 5 2 

13 0 

12 7 

12 0 

2,, 4 

AGE WEAZ-FM 
12-17. 0 9% 

18-24 4 2% 

25-34 6 1% 

35-44 11 5% 

45-54 22 5% 

55+ 

12+ TOTAL 42,700 

Mine/Day Listened 86 
Turnover 12 . 6 

AGE WWSH-FM BM 
12-17. 09X 

BM 18-24 .... 7 1% 

54 8% 

AGE WIP-AM AC 
12-17 . 3 3% 

18-24 6 I % 

25-34 16 5% 

35-44 26 2% 

45-54 20 7% 

55+ 27 3% 

12+ TOTAL 36,300 

Mine/Day Listened 69 
Turnover 1 5.8 

25-34 8 9% 

35-44 13 7% 

45-54 14 6% 

55+ 

12+ TOTAL 35,000 

Mine/Day Listened 78 
Turnover 

AGE 

12-17 

18-24 

25-34 17 5% 

35-44 . 4 1% 

45-54 3 2% 

55+ . 03X 

12+ TOTAL 34,200 

13.9 

54 9% 

WMMR-FM AOR 
28 7% 

46 2% 

AGE WWDB-FM 
12-17 0 4% 

18-24 1.8X 

25-34 12 0% 

35-44 9 1 X 

45-54 18 5% 

55+ 

12+ TOTAL 27,500 

Mine/Day Listened 94 
Turnover 1 1.5 

AGE WPEN-AM 
12-17. 0 4% 

18-24. 0 4% 

25-34 6 IX 

35-44 18 2% 

45-54 27 3% 

55+ 

12. TOTAL 26,400 

Mine/Day Listened 65 Mine/Day Listened 77 
Turnover 1 6.7 

AGE 

12-17 

18-24 

25-34 

35-44 4 2X 

45-54..10 7% 

55+ . 07% 

12+ TOTAL 28,900 

Mine/Day Listened 67 
Turnover 16.1 

WIFI-FM R 
39 IX 

23 9% 

21 5% 

Share Trends 
Persons 12+ 
POP ( 00) : 39144 

Mon-Sun 8AM-Mid 

Spring '80 Summer '80 Fell ' 80 Winter ' 81 Spring '81 

I KY* -AM 

2 ele -A51 

3 .51/-FM 

4 MCI( -F 

KIA5 -FM 

6 *MIA R -F 

7 *t62-FM 

8 9f IL-AM 

9 tose-FM 

10 WUSL -FM 

11 KAU-AM 

12 *M08 -F51 

I 3 WSNI -FM 

14 V/ 10Z2-FM 

15 WP EN -404 

16 *CALI-FM 

17 WIF 

18 *065-AM 

19 SF IN-FM 

20 11/22D-AAI 

11.4 KY* -.A1 

6.6 * IP -AM 

5.7 PACK-FM 

5.7 WD65-F51 

5.5 *W5H-FAI 

5.1 .08-FM 

5.0 PA941I-FM 
4.7 01:NR-FM 

4.3 * 10Z.-FM 

4.2 . 51, - FM 
4.1 NCAU -AM 

3.7 *CAU-FM 

3.6 W1/51. -FM 

3.0 9F IL-AM 

1.8 *PEN- M1 

2.6 ,VSNI -FM 

2.5 If LN-FM 

2.4 WCAS -4M 

2.0 91F I- FM 

1.9 .167 -AM 

12.1 KV* -MA 

7.3 PACK-FM 

6.9 * IP -AM 

5.9 PAYSN-FM 

5.5 WLAZ -FM 

5.2 PAW -F M 

5.1 0/1)A5-FM 

4.5 *CAU-M4 

4.0 .08-F M 

3.8 P/P5P-FM 

3.6 MPFN-481 

3.3 *CAU-FM 

3.3 Pi I 0Q-FM 

3.2 e IL-AM 
2.5 *IF I-FM 

2.3 *1)51-FM 

2.2 *941-FM 

2.1 *FLN-FM 

1.7 *015 -NA 
1.2 *14%7-4M 

11.6 KY* -AM 

9.0 PACK -FM 

6.6 ItEAZ -FM 

6.1 *CMS -FM 

5.9 *5659 -FM 

5.3 * IP 

5.3 »AIR -FM 

4.4 WPSP -FM 

4.2 *PEN-. 

4.1 *WD8 -F 

3.8 MAU-M1 

3.6 W100-FM 
3.4 9F IL-AM 

3.1 *061-FM 

2.7 * IF I-FM 

2.7 KAU-FM 

2.4 YE LN-F 

1.8 WWI -FM 

1.4 Mik T 

1.1 *1)A5 -4AI 

9.4 KY* -.Moo 2. 3 

7.2 PACK-f ..16•07. 7 

6.2 *1365-FMIMI 6.8 

6.2 WFAZ -FM 0006. 5 
6.1 Mr. -4.61t1C15. 

6.0 MeSN-FM 88415. 

3.9 MAWR PAN, 1.2 

4.8 WIF I - F610* 4.4 

4.6 .08 -F611,5 4.2 

4.4 UK N-46111014. 0 
4.2 * ICK)-FM,A, 3.6 

4.0 MAU-FAIIM 3.4 

3.1 WY5P -FMMI 3.2 

3.1 MAU-A141611 2.9 

3.0 W5N1 -( 510.12.9 

1.6 Of IL-Nam 2.6 

2.0 WUSL-FMC10/1 . 9 

2.0 * UV-F..10:41.5 

1.4 *1)15-AM MI 1.3 

1.2 WIMT-AM1111 1.1 

Turnover: 1 4 • 1 

AGE WI0O-FM AOR 
12-17 5 9% 

I 8-24 38 8% 

25-34 46 8% 

35-44 .. 4 6% 

45-54 . 3 0% 

55+ . 0 8X 

12+ TOTAL 23,700 

Mine/Day Listened 66 

Turnover 1 6. 3 

AGE WCAU-FM B 
12-17 4 8% 

I 8-24 40 I% 

25-34 33 SX 

35-44 12 8% 

45-54 5 7% 

58 2X 55+ . 3 1% 

12. TOTAL 22,700 

Mine/Day Listened 64 
Turnover 1 7.0 

AC AGE 

12-17 

18-24 

25-34 

35-44 . 2 

45-54 2 

WYSP-FM AOR 
38 3% 

45 8% 

9 8% 

6% 

8% 

47 7% 55+ . 0 5% 

12+ TOTAL 21,400 

Mine/Day Listened 55 
Turnover: 1 9.8 

AGE WCAU-AM N 
12-17 1 IX 

18-24 . 37% 

25-34 10 6% 

35-44 9 8% 

45-54 17 6% 

55+ 

12+ TOTAL 18,800 

Mine/Day Listened 44 
Turnover 24 . 4 

57 4% 

21 .161-MI 1.1 WP-9M 0.9 #9050-FM 1.0 *UR -FM 0.8 *JIM-FNMA, . 2.\ 

22 *188 -FM 0.7 * 1812-FM 0.8 # 18/4-FM 0.9 ‹ ,31-AM 0.7 *PSI- F18611 2.9 

23 * S1Mi-FM 0.6 * 5116-F51 0.7 *TAR -AM 0.7 «PS T-FM 0.6 *RCP -AM fe) D.' 

24 WPST -FM 0.5 *COI -AM 0.6 wistw-F NI 0.4 *RCP -421 0.6 PITTM-M1101 3.6 

25 MIt -AM 0.5 WX1(111-FM 0.6 AC01 -AM 0.4 P/51W-FM 0.6 MIR 0.5 

26 WNAR-AM 0.5 *851-FM 0.5 *F LN -AM 0.4 MR -NA 0.4 WS 1W-FMP6 0.4 

27 *F LN -AM 0.3 MR -.481 0.5 PMCB -AM 0.3 *7 P.1-AM 0.4 *COI -AM IA010.4 

28 MID1 -AM 0.3 W1MAR -AM 0.6 *10V-FM 0.1 WZIO-4A11540.4 

29 Pri LN -AM O. 2 .F113-M1 0.2 NE LN -M11.4 0 . 2 

Demographics 

Adults 18-34 

Mon-Sun 8AM-M1d 

1 WDAS -FM 

2 AMMR-FM 

3 MK-FM 

Adults 26-64 

Mon-Sun 8AM-M1d 

1 WMK-FM 1 KYW -AM 1 VMK-FM 

2 WDAS-FM 2 ViMSK -FM 2 KYW -AM 

3 W I 0Q-FM 3 WDAS -FM 3 WI P -AM 
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Spring '81 Market Overview 

Phoenix's first experience with Quarterly 

Measurement was not an altogether smooth one. 

The total market in-tab dipped from 1585 last spr-

ing to 1297 this survey. The return from the High 

Density Hispanic Area dropped notably, from 491 
last spring to 442 in the fall to 262 this time (a 

47% drop from spring to spring). With all this 

decline, some sensitive demos, such as men 
18-24, were affected. The young male diary base 

went from 86 in the two previous sweeps to 60 

this time, a 30% loss. A factor to consider is what, 

goI  
if anything, Arbltron plans to do in the fall QM 

survey to stem the declines and the reliability 
problems that result. 

As for the results themselves, KTAR surged 
this spring to become the new number one station 

in the Valley of the Sun. KTAR posted sizable 

gains among female listeners, and was able to 

capture the overall lead in the important morning 

drive daypart. The KTAR audience skewed heavi-

ly to the 55+ demographic. 
Number two in the metro and tops among the 

Beautiful Music stations was KMEO-FM. The sta-
tion basically had a stable book, while its primary 

N 
BM competition, KOYT, slipped for the fourth 

straight book. KMEO-FM ranked third among 

women 25-54 in this report. 

At the younger end of the demographic spec-

trum, KZZP-AM á FM doubled their combined 

share compared to the fall estimates. The stations 
spent all their ad dollars on TV and used a larger 

ad budget than for the previous surveys. A new 

morning man helped, and overall the stations 

scored either first or second in the 18-34 
breakouts below, as well as improving their teen 

shares. 

Audience Composition Analysis 
AGE KTAR-AM 

12-17, 0 5% 

18-24 30% 

25-34 .. 6 4% 

35-44 9 4% 

45-54 14 3X 

SS.   

12. TOTAL 20,3120 

Mine/Day Listened 91 
Turnover 1 1. 9 

N AGE KOYT-FM BM 
12-17, 00% 

18-24. 3 3% 

25-34 9 3% 

35-44 21 2% 

45-54 16 6% 

66 5% 55. 49 7% 

12. TOTAL 15.100 

Mine/Day Listened 87 
Turnover 12.4 

AGE KMEO-FM BM 
12-17, 0 5% 

18-24. 1 5% 

25-34 .. 5 0% 

35-44 15 1% 

45-54 18 I% 

5S. 

12. TOTAL 19,900 

Mine/Day Listened: 97 
Turnover: 1 1 . 1 

59 8% 

AGE KNIX-FM C 
12-17 5 4% 

18-24 9 6% 

25-34 26 5% 

35-44 32 5% 

45-54 10 8% 

55. IS 1% 

12. TOTAL 18,600 

Mine/Day Listened 81 
Turnover 13.3 

-_. Format Reach 

BM 

AC 

AOR 

N 

S 

MISC 

E 

42 

33 

3 2 

2 

mm l 

mM, 7 

BB 

1 0 

17 1 

16 5 

15 7 

13 2 

10 9 

92 

AGE 

12-17 

18-24 

25-34 26 2X 

35-44. 2 IX 

45-54. 0 7% 

55. . 0 7% 

12. TOTAL 14,500 

Mine/Day Listened 89 
Turnover 1 2 . 1 

KDKB-FM AOR 
23 4% 

46 9% 

AGE KOY-AM AC 
12-17. 1 4% 

18-24. 1 4% 

25-34 27 7% 

35-44 24 I% 

45-54 24 IX 

55. 21 3X 

12. TOTAL 14,100 

AGE 

12-17 

18-24 

25-34 II 2% 

35-44. 3 I% 

45-54 . 2 014 

55. . 0 OX 

12. TOTAL 9,800 

KUPD-FM . AOR 
SI OX 

32 7% 

Mine/Day Listened: 64 mine/Day Listened 
Turnover: 18.3 Turnover 1 6.8 

AGE 

12-17 

18-24 

25-34 

35-44 12 3% 

45-54. 1 5% 

55. . 0 8% 

12. TOTAL 13,000 

KOPA-FM R 
36 9% 

28 SX 

20 OX 

Mine/Day Listened 67 
Turnover 16.1 

AGE KZZP-FM . R 
12-17 25 8% 

18-24 39 

28 :: IX 25-34 

35-44 . 2 3% 

45-54. 3 IX 

SS. . 3 IX 

12. TOTAL 12,800 

Mine/Day Listened 84 
Turnover 12.9 

Share Trends 
Persons 12+ 
POP(00) 12598 

Mon-Sun 6AM-M id 

Spring ' 80 Fall ' 80 Spring '81 

1 KNIX-FM 9.2 KNIX-FM 9.1 KTAR-AM(N) 9.2 

2 KTAR-AM 8.4 KMEO-FM 8.3 KMEO-FMIBM9.0 

3 KOY -AM 8.2 KOY - AM 8.4 KNIX-FMHM 7.5 
4 KQYT-FM 7.8 KQYT-FM 7.5 KQYT-FMOM6.8 

5 KOPA-FM 7.6 KTAR-AM 6.4 KDKB-FM(A) 6.5 

6 KMEO-FM 6.7 KDKB-FM 6.2 KOY -AMIACI6.4 
7 KDKB-FM 6.4 KOPA-FM 5.8 KOPA-FM(B) 5.9 

8 KJJJ-AM 4.3 KUPD-FM 5.2 KZZP-FM" 5.8 

9 KOOL-FM 4.3 KXAM-AM 4.6 KUPD-FMM 4.4 
10 KUPD-FM 4.2 KOOL-FM 4.4 KOOL-FMHACI4.2 

11 KNIX-AM 2.9 KBBC-FM 3.4 KBBC-FMHAC)3.3 

12 KARZ-AM 2.8 KJJJ-AM 3.1 KLFF-AMM 3.2 

13 KRUX-AM 2.5 KZ1P-FM 3.0 KKKQ-AMM 3.0 

14 (BBC-FM 2.4 KMEO-AM 3.0 KNIX-AM 0:1 2.7 

15 KZZP-FM 2.3 KPHX-AM 2.4 KPHX-ANM 2.7 

16 KKKO-AM 2.3 KNIX-AM 2.4 KARZ-AM(Aq2.6 

17 KIFN-AM 2.3 «KO-AM 2.1 KXAM-AMM 2.2 

18 (MEO-AM 2.1 KHEP-FM 2.1 KJJJ-AMe 2.0 

25-34 

35-44 12 0% 

45-54.. 6 5% 

SS. . 1 1% 

12. TOTAL 9,200 

Mine/Day Listened 77 
Turnover 1 4.1 

AGE KLFF-AM E 
12-17. 1 4% 

18-24. 1 4% 

25-34 21 1% 

35-44 4 19 7% 
5-54 21 IX 

55. 35 2% 

12. TOTAL 7,100 

59 uinemay 117.; 108 
Turnover 

AGE KOOL-FM AC 
12-17. 3 3% 

18-24 28 3% 

48 9% 

AGE KBBC-FM : AC 
12-17. 2 7% 

18-24 32 4% 

25-34 54 IX 

35-44 9 SX 

45-54. 0 OX 

55. . 1 4% 

12. TOTAL 7,400 

Mine/Day Listened 

Turnover 14. 1 

AGE KKKO-AM R 
12-17 34 3X 

18-24 28 4% 

25-34 31 3% 

35-44. 1 5% 

45-S4. 3 OX 

55. • 1 5% 

12. TOTAL 6.700 

Mine/Day Listened 67 
Turnover 1 6.1 

AGE KNIX-AM C 
12-17, 0 0% 

18-24 25 0% 

25-34 18.3X 

35-44 21 7% 

45-54 21 7% 

55. 13 3% 

12. TOTAL 6,000 

76 Mine/Day Listened: 64 
Turnover: 1 6.9 

19 KXAM-AM 2.0 KARZ-AM 1.8 KHEP-FMeL11.8 

20 KHEP-FM 1.9 KRUX-AM 1.1 KIFN-AMM 1.5 

21 KPHX-AM 1.5 KXTC-FM 1.1 IGMEO-AMMM1.3 

22 KXIV-AM 1.3 KDJQ-AM 0.9 KZZP-ANIM 1.0 

23 KWAO-FM 0.7 KZZP-AM 0.9 KJJJ-FMM 1.0 

24 KZZP-AM 0.6 KIFN-AM 0.8 ICI-LP-MOW/0.7 

25 KJJJ-FM 0.5 <XIV-2M 0.7 KRDS-AMOW/0.6 

26 KFLR-AM 0.5 KFLR-AM 0.7 KXIV-AMM40.5 

27 KWAO-FM 0.5 eNAO-FMOM0.5 

28 <ROS-AM 0.3 KFLR-AMIMU0.4 

Demographics 

Adults 18-34 

Mon-Sun 6AM-Mid 

1 KDKB-FM 1 KZZP-FM 

2 KZZP-FM 2 KOPA-FM 
3 KOOL -FM 3 Kœ1-FM 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 KN I X-FM 1 KOY -AM 

2 KOY -AM 2 KNI X-FM 
3 KTAR-AM 3 KMEO-FM 



Portland, OR 

Spring ' 81 Market Overview 

METRO RANK 

Quarterly Measurement was introduced to 

Portland this sweep, and the segue to the 

12-week sweeps seems to have gone smoothly. 
The metro in-tab remained relatively stable and 

there were no apparent demographic anomalies 

that might have unduly skewed the results. 
For the second straight book AOR leader 

KGON topped the market. Although the station 
slipped somewhat, it still resided at the top of the 

male 18-34 heap. KGON was number one among 

teens also, up to a 42 share this survey. 

KGW stabilized itself this book, halting a series 
of dips in previous Arbitrons. KGW's demographic 

spread is an attractive one, and it enabled the sta-

tion to rank among the top three in the market in 

most of our 18-34 and 25-54 breakouts below. 

The station is losing teen audience and generating 

a more adult appeal. 

One of the bigger moves made this survey in 

Portland was KLLB's. This CHA station, with a 
heavy dose of oldies, climbed into contention in 

the 25-54 demos, where it now ranks third among 

both men and women. KLLB's biggest gains this 

sweep came among women 18-44, with im-
pressive gains in most dayparts. 

Audience Composition Analysis 

AGE KGON-FM AOR 
12-17 38.2% 

18-24 

25-34 17 IX 

35-44. 0.7% 

45-54. 0 OX 

55. 26X 

12. TOTAL 15,200 

Mine/Day Listened 89 
Turnover 12 . 1 

41 4% 

AGE KGW-AM : R 
12-17 9.5% 

18-24 36.7% 

25-34 19.7% 

35-44 15.0% 

45-54.. 5.4% 

55. .... 13.6% 

12. TOTAL 14,700 

Mine/Day Listened 

Turnover 1 8.4 

59 

AGE KEX-AM : AC 
12-17. 2.3% 

18-24 .... 11.7% 

25-34 

35-44 

45-54 

55. 

12. TOTAL 12,800 

Mine/Day Listened 76 
Turnover 14. 1 

14.8% 

21.1% 

2.5% 

37.5% 

f 
Format Reach 

AOR 

BM 

AC 

83 

MISC 

56 

4 3 

O 

3 8 

BB 

2 9 

RL 
ma t 4 

1 7 8 

1 6 2 

13 7 

1 3 0 

13 0 

Persons 12+ 
POP(00): 10399 

Spring ' 80 Fall ' 80 

AGE KUPL-FM : BM 
12-17. 0.9% 

16-24. 1 8% 

25-34... 9 9% 

35-44 29.7% 

45-54 18.9% 

55. 38.7% 

12. TOTAL 11,100 

MinsiDay Listened 71 
Turnover 15,3 

AGE KXL-FM : BM 
12-17. 0.0% 

18-24.. 8.3% 

25-34...10.1% 

35-44 13.8% 

45-54 I2.8X 

SS. 

12. TOTAL 10,900 
55.0% 

AGE KINK-Fm : AgR 
12-17. 35% 

18-24 32.6% 

25-34 53 5% 

35-44 81% 

45-54. 0.0X 

55. . 2.3% 

12. TOTAL 8,600 

Mine/Day Listened 76 
Turnover 14.1 

AGE KYTE-AM C 
12-17 .. 82X 

18-24.. 94% 

25-34 14 IX 

35-44 21 2% 

45-54 23 SX 

55. 23 5X 

12+ TOTAL 8,500 

Mins,Day Listened 81 
Mine/Day Listened 84 Turnover 1 3. 4 
Turnover 12. 9 

AGE KYXI-AM N 
12-17, 0.0% 

18-24. 3.7% 

25-34 4.9X 

35-44... 9 8X 

45-54 25 6% 

55. 

12. TOTAL 8,200 

Mine/Day Listened 69 
Turnover 1 5. 7 

58 IX 

AGE KLLB-FM R 
12-17.. 7 5% 

18-24 22 6% 

25-34 

35-44 IS OX 

45-54. 2 5% 

55. . 00% 

12. TOTAL 8,000 

Mine/Day Listened 

Turnover 1 5.9 

52 5% 

68 

AGE KWJJ-AM C 
12-17. 00% 

18-24 4 2% 

25-34 12.S% 

35-44 31 9% • 

45-54 26 4% 

55* 25 EIX 

12. TOTAL 7,200 

Mine/Day Listened 55 
Turnover 1 9.8 

AGE KKEY-AM T 
12-17, 00% 

18-24....12 9% 

25-34. 1 8% 

35-44. 0 ex 

45-54 16 IX 

55+ 

12, TOTAL 6,200 

Mine/Day Listened. 158 
Turnover 6,9 

Share Trends 
17 KJIB-FM 2.1 KQFM-FM 1.8 KJIB-Fm(C) 2.2 

18 KGAR-AM 1.2 KK5N-AM 1.6 KKSN-AMm 1.5 

19 KPDQ-FM 1.1 KARO-AM 1.3 KPAM-AM(Aq1.3 

20 KK5N-AM 1.0 KPDQ-Fm 1.1 KPDO-FMmu0.8 

21 KARO-Am 0.7 KLIQ-AM 0.8 KAAR-AM(Aq0.6 

22 KLIQ-AM 0.6 KGAR-AM 0.6 KPDQ-AMMI10.6 

23 KG0 -AM 0.6 KPDQ-AM 0.5 KRDR-AMe1 0.6 

24 KPAm-Am 0.5 KG0 -Am 0.4 KLIQ-AMM 0.5 

25 KPDQ-AM 0.4 KPAM-AM 0.2 KGAR-Ame1 0.4 

26 KRDR-AM 0.3 

Mon-Sun 6AM-Mld 

1 KGW -AM 11.1 KG:IN-PA 10.2 

2 KXL -FM 8.1 KEX -AM 9.3 

3 KGON-FM 7.9 KGW -AM 9.1 

4 KEX -AM 7.3 KXL -FM 6.7 

5 KUPL-FM 7.1 KuPL-FM 6.7 

6 KMJK-FM 6.1 KXL -Am 5.5 

7 KwJJ-AM 5.6 KwJJ-Am 5.1 

8 KyTE-AM 5.5 KYTE-AM 4.9 

9 KXL -AM 4.5 Kyxl-AM 4.9 

10 KINK-FM 4.4 wAJK-FM 4.5 

11 KKEY-AM 3.8 KINK-FM 4.5 

12 KYXI-AM 3.7 KuPL-AM 

13 KuPL-AM 3.0 (KEY-AM 

14 KLLB-FM 2.4 KLLB-FM 

15 KQFM-FM 2.3 KJI8-FM 

16 KPAM-FM 2.1 KCNR-FM 

Spring '81 

KGCN-Fmw 9.4 

KGW -AMcm 9.1 

KEX -AM(AC)7.9 

KuPL-Fmfflue6.9 

KXL -Fmnbe6.8 

KINK-FM(A) 5.3 

KYTE-Amdc1 5.3 

KYX1-AM98 5.1 

KLLB-Fm" 5.0 

KWJJ-AMIC1 4.5 

KKEY-AMM 3.8 

3.1 KQFm-FMOM 3.8 

3.1 KmJK-FmMg) 3.7 

3.0 KXL -AMR8 3.2 

2.8 KCNR-FM(Ac)3.2 

2.5 KUPL-AM018)2.9 

AGE KOFM-FM : 0 
12-17. 1 6% 
18-24 27 9% 

25-34 

35-44 .. 8 2% 

45-54 9 8% 

SS. . 33X 

12. TOTAL 8,100 

MinsiDay Listened 

Turnover 16, 7 

49 2% 

65 

AGE KMJK-FM R 
12-17 38.3% 

18-24 26.7% 

25-34 21 7% 

35-44 II.7% 

45-54, 0.0% 

55. . 1 7% 

12. TOTAL 6,000 

MinsiDay Listened 63 
Turnover 17.1 

AGE KXL-AM : N 
12-17. 0.0% 

18-24 GX 

25-34 11 SX 

35-44 11 SX 

45-54 23 . 1 X 

55. 

68 4% 12. TOTAL 5,200 

M ins/Day Listened 48 
Turnover . 22, 7 

51 9% 

Demographics 

Adults 16-34 

Mon-Sun 6AM-M1d 

1 KGCN-FM 1 KGW -AM 

2 KINK-FM 2 KINK-FM 

3 KGW -AM 3 KLLB-FM 

Adults 26-64 

Mon-Sun 6AM-Mld 

1 KEX -AM 1 KGW -AM 

2 KW) ) -AM 2 KUPL -FM 

3 KLLB-FM 3 KLLB-FM 



Pittsburgh 
METRO RANK 

Spring '81 Market Overview 
Quarterly Measurement hit Pittsburgh this 

survey, with an in-tab increase that may have 

benefitted certain stations more than others. An 

increased ethnic retrieval in-tab, as well as a 

disproportionate increase in the number of males 

18-24, may have helped WAMO and WDVE, 
respectively, to score impressive gains this book. 

WDVE has been the AOR kingpin in Pittburgh 

for many years. With Arbitron receiving more than 

double the number of diaries back from men 

18-24 this survey than in the fall ( 110 vs. 53), the 

extra return fell into a key demo for the station. As 

for the station's efforts, there was more TV adver-

tising this time, as well as use of busboards and 

distribution of T-shirts. A new afternoon drive per-

sonality also joined the station in time for the spr-

ing sweep. 

WAMO, Pittsburgh's Black-formatted station, 

posted its best numbers ever. Part of the explana-

tion may have been Arbitrons methodology in this 

first QM sweep in the market. The number of 

diaries that were telephone-retrieved (the techni-

que used for blacks and those who reside in the 

High Density Black Area) rose 42% in this survey, 

from 120 to 170. This could have allowed WAMO 

additional cuming opportunities which could have 

in turn led to a higher standing in the numbers. 

Besides the possible Arbitron impact, the station 

did make a tremendous effort to gamer bigger 

shares this spring. $ 125,000 was spent on 

advertising, with about $55,000 of that on TV, 

the rest on busboards and billboards. 

Audience Composition Analysis 

AGE KDKA-AM 

12-17. 2 IX 

18-24. 2 7% 

25-34 8 6% 

35-44 18 3% 

45-54 18 4% 

SS. 

12+ TOTAL 80,300 

Mine/Day Listened 89 

Turnover 1 2. 2 

AGE 

12-17 

18-24 

25-34 13 OX 

35-44 3 SX 

45-54 . 0 7% 

55+ . 1.4X 

12. TOTAL 28,500 

Mine/Day Listened 97 

Turnover 1 1 2 

AC AGE WTAE-AM AC 

12-17. 1 7% 

18-24 11 3% 

25-34 34 9% 

49 8% 

WDVE-FM AOR 

25 6% 

SS 8% 

AGE WSHH-FM BM 

I 2-17 . 0 0% 

18-24 4 8% 

25-34 . 2 8% 

35-44 17 I% 

45-54 19 9% 

SS+ 

12+ TOTAL 25, 100 

Mine/Day Listened 91 

Turnover 11. 9 

55 4% 

f 
Format Reach 

AC 

BM 

AOR 

12 5 

10 I 

92 

73 

MISC 
7 2 

58 

38 

4 3 

35-44 

45-54 

55. 

12. TOTAL 23,800 

Mine/Day Listened 67 

Turnover 16.1 

25 8% 

10 9% 

15 SX 

AGE 

12-17 

18-24 

25-34 14 IX 

35-44 11 4% 

45-54 • 2 3% 

SS+ • 1 8% 

12. TOTAL 22,000 

Mine/Day Listened 61 

Turnover 1 7,6 

WXKX-FM 

40 OX 

30 SX 

AGE 

12-17 

18-24 

25-34 

35-44 10 ex 

45-S4 4 3% 

55* .. 48X 

12. TOTAL 20,800 

Mine/Day Listened 1 10 

Turnover 9 , 8 

AGE WEEP-AM 

12-17 3 3% 

18-24 7 9X 

25-34 ... 20 4% 

35-44... 12 SX 

45-54 33 6% 

SS* 22.4% 

12* TOTAL 15,200 

Mine/Day Listened 108 

Turnover 1 0 Turnover 1 7.6 

WAMO-FM B AGE WPNT-FM BM 

30 8% 12-17. 00% 

21 6% 18-24 7 4% 

27 9% 25-34 8 IX 
35-44 13 2% 

45-54 33 1 X 

55. 38 2% 55. mmmmmm23 3% 

12* TOTAL 13, 800 12. TOTAL 9,000 

Mine/Day Listened. 71 

Turnover 1 5.2 

AGE KQV-AM 

12-17 00% 

18-24. 25% 

25-34 .... 8 3% 

35-44 10 OX 

45-54 20 8% 

55, 

12+ TOTAL 12,000 

Mine/Day Listened 61 

AGE WWSW-FM AC 

12-17 7 IX 

18-24 16 3% 

25-34 35 SX 

35-44 17 7% 

45-54 17 7% 

55+ .. 57% 

12* TOTAL 14,100 

Mine/Day Listened 57 

Turnover 1 9.0 

Share Trends 
Persons 121-
POP(00): 19194 

Spring ' 80 Fall '80 Spring ' 81 

1 KDKA-AM 25.3 KDKA-AM 22.2 KDKA-AM (AC)22. 3 

2 NSHH-FM 7.3 WS/IH-FM 7.2 WDVE-FM1A1 7.9 

3 WTA E -AM 6.6 WXKX-FM 6.8 WSHH-FM(BM) 7.0 

4 WOVE-FM 5.4 WTA E -AM 6.6 WTAE -AM(AC) 6.6 

5 WXK X- FM 5.2 WDVE-FM 6.4 WXKX -F M (8) 6.1 

6 NAMO-FM 4.6 WEEP-AM 6.1 WAMO-F M (13) 5.8 

7 KQV -AM 4.4 KQV -AM 4.1 WEEP-AM (C) 4.2 

8 WFFM-FM 3.6 WAMO-FM 3.7 WWSW-F MI«) 3.9 

9 WEEP-AM 3.6 AM/SW-AM 3.5 WPNT -FM WA/ 3.8 

10 'NJ 0 I -FM 3.5 NOSY-FM 3.4 KQV -MOO 3.3 

11 WPNT-FM 3.4 WF FM-FM 2.8 WFFM-FM(ACI 2.7 

12 .NWSW-FM 3.3 NWS.V-FM 2.7 WDSY-FM1C1 2.5 

13 WDSY-FM 3. 1 WPNT-FM 2.7 WYDD-F M(A) 2.2 

14 MC TQ-AM 2.7 NJ 0 I - FM 2.2 NAVSW-AM (AC) 1.7 

15 AWSW-AM 2.3 NK T')-AM 2.0 ed J 0 I -F M OM) 1.7 

16 NYDD-FM 2.2 W I XZ -AM 1.1 WKTQ-AM CAC/ 1.6 

17 WNUF -FM 1.2 WM S-F M 1.1 WBVP -AM (R) 1.2 

18 NP I T -AM 0.9 WYDD-FM 1.0 NNU F -FM (BM 1.1 

19 W I XZ -NM 0.9 WNUF -FM 1.0 NP I T -AM (FIL) 0.9 

20 WE SA-FM 0.7 1M(PA-AM 0.9 WOKU-FM(C) 0.8 

N 

AGE WDSY-FM 

12-17 2 2% 

18-24 7 8% 

25-34 16 7% 

35-44 2% 

45-54 mummilm 37 

:c 

8% 

Mina/Day Listened 85 

Turnover 12 7 

AGE WYDD-FM ,AOR 

12-17 21 8% 

18-24 

25-34 14 IX 

35-44 3 8% 

45-54. 0 OX 

58 3X 55. . 1 3% 
12. TOTAL 7,800 

AGE WFFM-FM ,AC 

12-17 4% 

I 8-24 39 6% 

25-34 33 3% 

3S-44m. 8 3% 

45-54 ... 8 3% 

55* . 0 0% 

I 2+ TOTAL 9,600 

Mine/Day Listened 54 

  Turnover 20, 2 

Turnover 1 8 

L s te . 2 n e d 59 

59 OX 

AGE WWSW-AM AC 

12-17. 0 OX 

18-24 6 7% 

25-34 16 7% 

35-44 15 0% 

45-54 10 0% 

55+ 51 7% 

12. TOTAL & 000 

Mine /Day 6.l Listened2    41 

Turnover 

21 W1-I J B-AM 0.5 M1JB-AM 0.7 WHJ B-AM (AC) 0.8 

22 WMB A -AM 0.5 WP I T-FM 0.7 WAKS-FM(AC) 0.7 

23 1,VBVP -AM 0.5 WP I T -AM 0.7 MC NS-AM (C) 0.6 

24 WKP A-AM 0.5 re.13 A -NO 0 . 7 WI< P A-AM (AC) 0.6 

25 NAKS-FM O. 4 WRVP -AM 0.6 W I XZ-AM ICI 0.6 

26 WP I T -FM 0.4 WEL A-FM 0.6 NP T -FM MO 0.5 

27 WCNS-AM 0.3 WASP-AM 0.5 'UV A-AM (C) 0.5 

28 WOKU -F M 0.3 WE SA-FM 0.4 MM3A-AM (N) 0.5 

29 WE SA -AM 0.1 WAVA-AM 0.4 WEDO-AM 0.3 

30 WOKU-FM 0.4 .YE SA-AM (AC) 0.2 

31 WEDO-AM 0. 3 WE SA -F .M (AC) 0.2 

32 WRKY-FM 0.3 

33 NKBN-AM 0.3 

34 WE SA -AM 0.3 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WDVE-FM 1 WDVE -FM 

2 WAMO-FM 2 WXKX-FM 

3 WTA E -AM 3 WTA E -AM 

Adults 25-54 

Mon-Sun ESAM-Mid 

1 KDKA-AM 1 KDKA-AM 

2 W TA E -AM 2 WTAE -AM 

3 VWSW-FM 3 w5HH-Fm 



Pittsburgh's Best 
Adult Combo Buy 

The numbers on the opposite page only begin to tell 
the story. A totally involved Adult Contemporary 
format delivering the vital 25-49 and 25-54 audience. 
Reach your target groups with Pittsburgh's fastest 
growing station. 

«SW 
9435 FM • 970AM 
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Spring ' 81 Market Overview 

Quarterly Measurement debuted in the Pro-

vidence metro this spring, and with its advent 

came a new number one station, WPRO-FM. The 

Cap Cities CHR entry garnered its second 

straight up book, and displayed an extremely well-

balanced audience makeup (see graph below) 

that allowed the station to top most of our 18-34 

and 25-54 breakouts. WPRO-FM did not make 
any programming changes this sweep, but did 

1 METRO RANK ga 

adopt a more aggressive advertising posture. The 

station spent more for this survey and concen-

trated about 90% of the dollars on TV. Billboards 

made up the remainder of the ad effort. Gains 

among women throughout each of the major 

dayparts made up the bulk of the WPRO-FM in-

crease this book. 

The only other double-digit station in the Pro-

vidence metro was Beautiful Music leader WLKW-

FM. The station's spring numbers habitually fall to 

the 10 range each spring, and this year was no 

exception. WLKW-FM still rated as one of the topv\ 

25-54 buys in the market and had the distinction 

of garnering one of the longest time spent listen-

ing figures in the metro from its listeners. 

QM appears to have been installed in the Pro-

vidence area without much hitch. The market in-

tab went up slightly compared to last fall and spr-

ing surveys, but the increase was not a problem 

and actually slightly enhanced the reliability of the 

estimates. 

Audience Composition Analysis 

AGE WPRO-FM R 
12-17 14 9% 

18-24 27 2% 

25-34 27 2% 

35-44 15 . 3% 

45-54 1 1 IX 

55+ 43% 

12+ TOTAL 23,500 

AGE 

I 2-17 

18-24 

25-34 

35-44 6 . 6% 

45-54 .. 4 4% 

55+ . 2 2% 

12+ TOTAL 13, 600 

WPJB-FM R 
34 6% 

30 9% 

21 3% 

Mine/Day Listened . 70 Mine/Day Listened- 55 
Turnover. 1 5.4 Turnover . 1 9.8 

AGE WLKW-FM BM 
12-17. 0 . 9% 

18-24 5 . 4% 

25-34.. 8.6% 

35-44 17. 1% 

45-54 

55+ 

12+ TOTAL 22,200 

M ins/Day Listened 96 
Turnover. 11 . 2 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 

24.3% 

43 7% 

WPRO-AM AC 
4 BX 

14.4% 

23 0% 

20 9% 

4 4% 

22.5% 

18,700 

Mine/Day Listened: 62 
Turnover: 17.5 

AGE WEAN-AM N 
12-17 , 00% 

18-24. 2 6% 

25-34 . 2 6% 

35-44 4 3% 

45-54 14 7% 

55+   
12+ TOTAL 11, 600 

Mine/Day Listened. 59 
Turnover- 18.3 

... Format Reach) 

 2 
AC 

13M 

AOR 

MISC 
6 6 

N 
5 5 

4 0 

BB 
'0 5 

1".2 5 

"i2 0 

CL 
. 1 0 

10 8 

20 ' 

19 5 

75 9% 

AGE WCOZ-FM AOR 
I 2-17 24 0% 

18-24 

25-34 17 3% 

35-44. 0 OX 

45-54. 0 0% 

55+ . e es 
12+ TOTAL 10,400 
Mine/Day Listened: 77 
Turnover 1 4 . 1 
AGE WLKW-AM : BM 

12-17. 0.0% 

18-24. . OX 

25-34 . 1 9% 

35-44 7 . 8% 

45-54 31 

55+ 

12+ TOTAL 10,300 

Mine/Day Listened: 92 

Turnover: 1 1 . 7 

AGE WHJJ-AM : AC 
12-17. 2.0% 

18-24 13.3% 

25-34 13.3% 

3S-44 13 3% 

45-54 14 3% 

55+ 

12+ TOTAL 9,600 

Mine/Day Listened 

Turnover 1 9. 5 

58 7% 

IX 

59 2% 

43 9% 

AGE WHJY-FM BM 
12-17 . 0.0% 

18-24. 1 . 2% 

25-34 6 0% 

16 9% 

4355:5444 27 7% 

55+ 48 2% 

12+ TOTAL 8,300 

Mine/Day Listened 77 
Turnover: 14 • 1 

AGE 

I 2-17 . 

18-24 

25-34 

435:444 55 21 9X 

55+ 82% 

12+ TOTAL 7,300 

Mine/Day Listened: 77 
Turnover. 14 .1 

WSNE-FM : AC 
4% 

19 2% 

32 9% 

16 4% 

AGE WMYS-FM : AC 
12-17. 3 IX 

18-24 27 7% 

1 3 ex 25-34 38 SX 

3455:5444 .. 10 8X 

55 55* ... 62% 
12. TOTAL 6,500 

  Mine/Day Listened 64 
Turnover 16.8 

) 

Share Trends 
Persons 12+ Mon Sun 6AM Mid 

POP ( 00 ) : 1 1 943 

Spring ' 80 Fall '80 Spring ' 81 

1 WU -FM 10.8 WLKW-FM 12.8 WPRO-FM1F11 10.5 

2 WP J B -FM 9.4 WP RO-AM 8.3 WLKW-F m (um 0 .0 
3 WPRO-FM 7.1 WPRO-FM 8.3 WPRO-AM (AC) 8. 4 

4 WPRO-AM 5.8 WPJB-FM 7.7 WPJB-FM(11) 6.1 

5 WEAN-AM 5.7 WHJY-FM 5.6 WEAN-AM (N) 5.2 

6 NH JY-FM 5.1 WEAN-AM 5.5 NCOZ -FM (Ai 4.7 

7 W1-I I J -AM 4.7 WLKW-AM 4.7 WLKW-Am ma) 4.6 
8 WI-I I M-M1 4.4 V.COZ -FM 3.8 wHJ J -Am (AC) 4.4 

9 MY S -FM 3.8 WBSM-AM 3.2 WH Y -FM (StA) 3. 7 

10 VA3 SM -AM 3.7 WCAIG -AM 2.8 WSNE -FM (AC) 3.3 
11 WY,K S -FM 2.5 WH J J -AM 2.6 WMY S -FM (Ac) 2.9 

12 veRU-FM 2.4 WMY S -FM 2.4 WAAF -FM (A) 2.9 

13 WLKW -AM 2.3 WHI M-AM 2.2 WHIM-AM (C) 2.5 

14 VeNG-AM 2.3 WSAR -AM 2.1 NB Z -AM (AC) 2.2 

15 WSAR -AM 1 . 9 WBZ -AM 2.0 WI35M-AM Ir 2.2 
16 WAAF -FM 1.9 WAAF -FM 

17 WALE-AM 1.6 WXKS -FM 

18 1.VCOZ -FM 1.6 wa RU-FM 
19 WSZ -AM 1.5 WI-OH-AM 

20 WROR -FM 1.4 IKRB -FM 
21 WEE I -FM 1.4 WROR-FM 

22 WADK-AM 1.1 WJ I B -FM 

23 WJ I B -FM 1.1 WWON-AM 

24 WCRB -FM 1.1 WRLM -FM 

2.0 WONG-AM (0) 2.0 

1.8 WXKS-FM (R) 1 . 8 

1.5 WBRU-FM (A) 1.6 

1.1 WSAR-AM (AC) 1.5 

1.1 WI-DH-AM (AC) 1.2 

1.0 WADK-AM (Ac) 1.2 

1.0 WPE P -AM M 1.1 

0.9 VXRB -FM (CL) 1.0 

0.8 WICE-AM (M) 0.9 

25 WPLM-FM 

26 INNBH -AM 

27 WJ FD-FM 
28 WI-OH-AM 

29 WVBF-FM 

30 WC I B -FM 
31 WARA -AM 

32 W1-LIE -FM 

33 WER I -FM 

34 » ON -AM 

35 WBCN-FM 

36 WRLM-FM 

37 WM2 I -AM 

38 WR I B -AM 

39 « R I 

40 WRKO-AM 

41 WNBC -AM 

42 

AGE 

12-17 

18-24 

25-34 18 5% 

35-44. 0 . 0% 

45-54. 0 0% 

55+ . 0 OX 

12+ TOTAL 6,500 

Mine/Day Listened 71 
Turnover 1 5 2 

WAAF-FM AOR 
30 8% 

50 ex 

AGE WHIM-AM 
12-17. 1 8% 

18-24 5 . 5% 

25-34 14. SX 

4355 5:444 12 . 7% 

21 8% 

55+ 43 65 

12+ TOTAL 5,500 

Turnover 1 o • 4 

List ene d 103 

AGE WBZ-AM : AC 
12-17 . 4.1% 

18-24 4.1% 

25-34 4 1 X 

35-44 I 2 . 2% 

45-54 16 3% 

55+ 

12+ TOTAL 4, 900 

Mine/Day Listened 58 
Turnover 18.5 

59 2% 

1.0 WBCN-FM 

0.9 WALE-AM 

0.7 WNBH-AM 

0.6 WEE I -FM 

0.6 WPE P -AM 

0.6 WOTB -FM 

0.6 WADK-AM 

0.6 VA/BF-FM 

0.5 WARA -AM 

0.5 W ICE -AM 

0.5 MOE -FM 

0. 5 » EC -AM 

0.5 WPLM-FM 

0.4 WC 1B -FM 

0.4 NCB S -AM 

0.3 WSRS -FM 

0.3 WBOS -FM 

WP LM -AM 

0.7 

0.7 

0.7 

0.6 

0.6 

0.6 

0.5 

0.5 

0.5 

0.4 

0.4 

0.3 

0.3 

0.3 

0.3 

0.3 

0.3 

0.1 

WJ 1 B -FM MI 

WEE I -FM (A) 
WI\SH-AM (AC) 

WM3C -AM (A) 

WARA -AM (AC) 

VA3CN-FM (A) O. 7 
VAACI1 -AM (T) 0.7 
WALE-AM (AC) 0.6 
WI-fJE-FM(BM) 0.6 

WROR-FM MI 0.4 

WPLM-FM MO 0.4 

WKR I -AM (AC) 0.4 

WEE I -AM(N) 0.3 
WOTB-Fm (BM) 0.3 
WPLm -AM (BM 0.1 

O. 9 

0.9 

0.7 

0.7 

0.7 

Demographics 
Adults 18-34 Adults 25-54 

Mon-Sun 6AM-Mid Mon-Sun 8AM-Micl 

1 WCOZ-FM 1 WPI4J-FM 1 WP-FM 1 WPRO-FM 

2 WP RO -FM 2 WP RO-AM 2 WLKW-FM 2 WP RO -AM 

3 WAAF -Fm 3 WPJ B -FM 3 WPRO-AM 3 WLKW-FM 



/' 
Riverside-San Bernardino-
Ontario 
Spring '81 Market Overview 
The spring survey in the Riverside area featured 

an increase of sample that affected the reliability 

of the estimates. In the two 1980 sweeps there 

were approximately 700-800 in-tab diaries. 

However, in this survey there were 1120 return-

ed, an increase of 43% over last spring. There 

was also a better return among ESF homes (those 

not in the phone directory). Overall, this means 

METRO RANK ER 

additional diaries per demo, with men 18-24 rising 

from 39-68, spring to spring, for example. As a 

result of the additional sample, the estimates you 

see in this book are more reliable than before. 

Among the local stations, KDUO rebounded into 
the lead with a strong showing among the 25-54 

set. The station also garnered the top time spent 
listening figure in the metro. 

KOLA showed some improvement this sweep 

and ranked second among the local stations. 

KOLA did no advertising or on-air promotions, but 

was able to boost its share among teens to a 
market-leading 22. 

KBIG, L.A.'s leading Beautiful Music station, 

emerged as the top station overall in the Riverside 
metro, with KFI second. KFI showed up well in 
both the 18-34 and 25-54 rankings, while KBIG 

showed strength in the 25-54 demos. 

Audience Composition Analysis 

AGE KBIG-FM BM 
12-17. 0 0% 

18-24. 1 9% 

25-34 .. 6 5% 

35-44 18 5% 

45-54 25 0% 

55+ 48 1% 

12. TOTAL 10,800 

Mine/Day Listened 80 
Turnover 13 ,„ 6 

AGE KFI-AM R 
12-17». 8 7% 

18-24 16 5% 

25-34 

35-44 15 5% 

45-54. 4 9% 

55+ 11 7% 

12+ TOTAL 10,300 

Mine/Day Listened 59 
Turnover 1 8.2 

42 7% 

AGE KDUO-FM : BM 
12-17. 00% 

18-24, 0 0% 

25-34 . 2 9% 

35-44 20 6% 

45-54 22 5% 

SS+ 

12+ TOTAL 10,200 

Mine/Day Listened 98 
Turnover 11 . 0 

53 9% 

25-34 

35-44 

45-54 

5S+ 

12+ TOTAL 6,300 

Mine/Day Listened 

Turnover 12.8 

Format Reach 

BM 

AOR 

mISC 

5 2 
N 

1 

3 1 

BB 

miu2 8 
O 

ffl 9 

RL 

▪ 3 

u0 7 

me s 

AC 

1 3 6 

13 1 

11 2 

22 6 

18 9 

AGE 

12-17 

18-24 25 4% 

25-34 9 5% 

.35-44.. 6 3% 

45-54. 0 0% 

55+ . 0 0% 

12+ TOTAL 6,300 

Mine/Day Listened 61 
Turnover 1 7.6 

KOLA-FM 

AGE KCKC-AM C 
12-17. I 8% 

18-24 .. 66% 

25-34 11 5% 

AOR 35-44 21 3% 

58 7% 45-54 21 3% 

SS+ 37 7% 

12+ TOTAL 6,100 

AGE KLAC-AM C 
12-17. I 6% 

18-24 .. 79% 

15 9% 

14 3% 

20 6% 

39 7% 

84 

Mine/Day Listened 

Turnover 12 . 2 

88 

AGE KNX-AM N 
12-17, 00% 

18-24 33% 

25-34. 5 0% 

35-44...10 0% 

45-54 15 0% 

55+ 

12+ TOTAL 6,000 

Mine/Day Listened 58 
Turnover 13.5 
AGE KGGI-FM 

12-17 33 3% 

18-24 20 0% 

25-34 30 0% 

35-44 11 7% 

45-54. 3 3% 

55+ . 1 7% 

12+ TOTAL 6,000 

Mine/Day Listened 

Turnover 1 8.2 
59 

68 

AGE KOST-FM 
12-17, 0 0% 

18-24, 00% 

25-34 .. 6 7% 

35-44 16 7% 

45-54 30 0% 

55+ 

12+ TOTAL 6,000 

Mine/Day Listened 

Turnover 11 . 8 

BM AGE 

12-17 

I 8-24 

25-34 

KFXM-AM R 
34 0% 

22 6% 

18 9% 

35-44 9 4% 

45-54 . 3 8% 

48 7X SS+ 11 3% 

12+ TOTAL 5,300 

92 Mine/Day Listened 51 
Turnover 21 . 4 

AGE KABC-AM T 
12-17. 1 8% 

16-24 . 3 5% 

25-34 12 3% 

35-44 2 51 9% 
45-54 8 81 1% %  

7% SS+ 

12+ TOTAL 5,700 

IT1= 11171; 

AGE KNX-FM 
12-17. 1 6% 

18-24 29 IX 

25-34 50 9% 

35-44 12 7%  

45-54. 0 0% 

55+ 55% 

12+ TOTAL 5,500 

Mine/Day Listened 80 
Turnover 13.5 

11,4,r ): L177,c51 86 

24 KMPC -AM 1.1 KNTF -FM 1.3 KHSJ-AM(eC)1.3 
Mon-Sun 611M -Mid 25 KEZY -AM 1.0 K(i,JY-FM 1.1 KBRT-Mmul.3 

26 KUTE -FM 0.8 KFAC -FM 0.9 KLOS-FM(A) 1.2 

27 KRLA -AM 0.8 KBRT -Am 0.8 KMPC-AMM 1.1 
28 KeST -FM 0.7 KMPC -AM 0.8 XTRA -AM(8) 1.1 
29 KWOw-AM 0.6 XTRA -AM 0.7 KJOI -FM0m1.0 

30 KHSJ -AM 0.6 KQLH -FM 0.6 KRLA-AMm 0.8 

31 XTRA -AM 0.5 KRLA -AM 0.6 KHYE-FM(AC)0.8 

32 KMEN -AM 0.4 KEZY -AM 0.4 KHI -Am(c) 0.8 

33 KJOI-Fm 0.3 KIEV-AM 0.4 KZLA-FMM 0.8 

34 KJOI -FM 0.3 K(NY-FMM) 0.7 

35 KFAC-FM(ci)0.7 

36 KIEV -AMM 0.7 

37 KQUi-FMIACI 0.6 

38 KCAL-AM(S) 0.5 

39 KUTZ-FM(ec)0.4 

Share Trends 
Persons 12+ 
POP(00): 10141 

Spring ' 80 Fall '80 Spring '81 

1 KFI -AM 9.4 KMET -FM 7.6 KBIG-FMemp6.5 
2 KMET -FM 6.1 KFI -AM 6.4 KFI -AM(R) 6.2 

3 KGGI -FM 6.1 KLAC -AM 6.2 KDUO-FMMIM6.1 
4 KDUO-FM 6.0 KGGI -FM 5.7 KOLA -FM(A) 3.8 

5 KBIG -FM 5.9 KDu0 -FM 4.5 KLAG -AMim 3.8 

6 KNX -AM 4.7 KFXM -AM 4.3 KCKC-Amm 3.7 
7 KOST -FM 4.1 KCKC -AM 4.3 KNX -AM(N) 3.6 
8 KOLA-FM 3.7 KRTH -FM 4.1 KGGI-FMeg 3.6 

9 KCKC -AM 3.6 KBIG -FM 3.5 KOST-FMem3.6 

10 KCAL-FM 3.5 KOLA-FM 3.2 KABC-AMM 3.4 
11 KLAC -AM 3.3 KNX -AM 3.1 KNX -F-l(A) 3.3 

12 KRTH -FM 2.9 KOST -FM 3.1 KFXM-AMM 3.2 

13 KABC -AM 2.5 (ABC-AM 2.9 KRTH-FMM 3.1 
14 KPRO-AM 2.4 K? RO-AM 2.8 KPRO-Am(8m)2.8 

15 KIIS-Fm 2.1 KBON -FM 2.2 KMET-FMW 2.8 

16 KFKm -AM 2.0 KNX -FM 2.1 KCAL -FM104 2.5 
17 KBON-Fm 2.0 KCAL-FM 2.0 KDIG-AM(c) 2.3 

18 KNX -FM 1.7 KMEN -AM 1.8 KIIS-FMm 2.2 
19 KCAL-AM 1.5 KDIC-AM 1.7 KMEN-AMm 1.9 

20 KLOS -FM 1.4 K LOS -FM 1.5 KUTE -FM (8) 1.7 

21 KgrF-Fm 1.4 Kli S -FM 1.4 KNIT F -FM(C) 1.7 

22 KFWB -AM 1.3 KHSJ -AM 1.4 KBONI-FM(BM)1.7 
23 KDIG-AM 1.3 KFWB-AM 1.3 KFWB-AM 04) 1.5 

AGE KRTH-FM R 
12-17. 1 9% 

18-24 19 2% 

25-34 

35-44 23 IX 

45-54. 3 8% 

55+ . 0 OX 

12+ TOTAL 5,200 

Mine/Day Listened 

Turnover 1 8.5 
58 

AGE KPRO-AM BB 
12-17, 00% 

18-24. 2 IX 

25-34. 0 0% 

35-44 .. 6 4% 

45-54 25 5% 

55+ 

12+ TOTAL 4,700 

52 6% 

68 

AOR 

66 0% 

Demographics 

Adults 18-34 

Mon-Sun 6AM-M1d 

1 KFI -AM 1 KNX -FM 
2 KNX -FM 2 KF I -AM 

3 KMET -FM 3 KRTH-FM 

Adults 25-64 

Mon-Sun 6AM-Mid 
1K 

1 KFI -AM 1 KB IG-FM 

2 KB IG-FM 2 KF I -AM 

3 KDUO-FM 3 KDUO-FM 
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Spring '81 Market Overview 

Unlike last spring when ESF traumatized 

WEZO, this spring the introduction of Quarterly 

Measurement didn't alter the market rankings. 

WEZO remained on top, WHAM improved, and 

WCMF and WVOR remained well-targeted sta-

tions. 

WEZO, a Beautiful Music property, had a stable 

book that enabled the station to lead both men 

and women 25-54. Morning drive showed the 

most improvement for WEZO, with the female 

shares rising nicely for the station. 

WHAM, the market leader last spring, has gone 

through some adiustments in the last year. 

Massive staff changes have been made as the 

station tried to stabilize and carve out a viable 

niche. This book appears to show that WHAM is 

on the right track, as the station garnered a good 

showing among men 25-54. 

WCMF is the AOR kingpin in this market, and 

topped the males 18-34 league this time. 

WCMF's AOR appeal was slightly more adult than 

that of AOR competitor WMJO. 
WVOR is in an enviable position in Rochester. 

The A/C station was the only entry in the market 

that scores in the top three in each of the 18-34 

and 25-54 rankings seen below, due to an ex-

tremely well-targeted demographic profile. As you 

can observe on the graph below, the WVOR 

18-44 demographic balance is nearly ideal. 

Audience Composition Analysis 

AGE WEZO-FM : BM 
12-17. 1 3% 

18-24. 1 7% 

25-34.. 8.4% 

35-44 15.8% 

45-54 22.2% 

5S+ 

12. TOTAL 23,400 

Mine/Day Listened 

Turnover 1 0 . 1 

52.6% 

107 

AGE WHAM-AM : AC 
12-17. I 6X 

18-24 .. 6.4% 

25-34 .. 7 2% 

35-44 11.2% 

45-54 18.4% 

5S+ 

12. TOTAL 12,500 

Mine/Day Listened 

Turnover 1 7. 2 

55.2% 

63 

AGE WVOR-FM : AC 
12-17. 2.5% 

18-24 24.6% 

25-34 38.1% 

35-44 20.3% 

45-54 II . 9% 

55+ . 2.5% 

12. TOTAL 11,800 

Mine/Day Listened 81 
Turnover: 13.4 

AGE WCMF-FM : AOR 
12-17 20.0% 

18-24 54 7% 

25-34 24.2% 

35-44. 0.0% 

45-54. 1.1% 

55+ . 0.0% 

12+ TOTAL 9,500 

Mine/Day Listened 87 
Turnover .1 2 . 5 

1 ... Format Reach 

AC 

BM 

AOR 

MISC 
82 

4 6 

mmm, 3 

RL 
Im l 4 

22 0 

18 3 

15 9 

1 4 8 

II 5 

AGE 

12-17 

18-24 

25-34 

35-44 . 

45-54 . 

55. . 1.1% 

12. TOTAL 8,800 

WMJO-FM AOR 
33.0% 

42.0% 

I9.3X 

2.3% 

2.3% 

Mine/Day Listened 

Turnover 16.5 

65 

AGE 

12-17 

16-24 

25-34 

35-44 

45-54m 8.2% 

55. .... 15.3% 

12. TOTAL 8,500 

Mine/Day Listened. 48 
Turnover 22.6 

WBBF-AM R 
10.6% 

18.8% 

31 6X 
I5.3X 

AGE WNYR-AM : C 
12-17 9.2% 

18-24 7.9% 

1 25-34 8.4% 

2 35-44 3,7% 

1 45-54 4.5% 

55. 26.3% 

12+ TOTAL 7,600 

Mine/Day Listened • 73 
Turnover 1 4 . 8 

AGE WDKX-FM 
12-17 40.0% 

18-24 35.0% 

25-34 13 3% 

35-44 10.0% 

4S-54, 0.0% 

55. • 1.7% 

12. TOTAL 6,000 

Mine/Day Listened, 114 
Turnover. 9 4 

AGE 

12-17 

18-24 

25-34 

35-44. 1.7% 

45-54 1.7% 

SS+ .. S. IX 

12* TOTAL 5,900 

Mine/Day Listened. 55 
Turnover, 19.6 

WHFM-FM R 
27.I% 

40.7% 

23.7% 

AGE WSAY-AM : C 
12-17. 1.8% 

18-24, 0.0% 

25-34 23.2% 

35-44 .... IBA% 

45-54.. 7.1% 

55. 

12. TOTAL 5,600 

Mine/Day Listened. 64 
Turnover, 16.8 

Share Trends 
Persons 12+ 

POP ( 00) : 8027 

Mon-Sun 8AM-Micl 

Spring ' 80 Fall ' 80 Spring ' 81 

1 WHAM-AM 14.1 WEZO-FM 17.4 WEZO-FM0»el 7.8 
2 WEZO-FM 12.8 WVOR-F M 9.1 WHAM-AMJNC1 9.5 

3 WMJ Q-FM 8.4 WHAM-AM 8.9 WVOR-F M ( mr.) 9.0 

4 le BF-AM 7.6 WB F -AM 8.1 MOM F -FM64 7.2 

5 WVOR-FM 7.4 %,10CMF -FM 6.6 WMJ Q-F Mo4 6.7 

6 WHFM-FM 6.0 WMJ Q-FM 6.4 WBBF -AM 0% 6.5 

7 WNYR-AM 5.0 WPXY-FM 5.4 WNYR-AM(C) 5.8 

8 %1IGMF-FM 4.9 WNYR-AM 5.1 WOKX -FM061 4.6 

9 WPXY-FM 4.3 WPXN-AM 4.6 WHFM-FMA% 4.5 

10 WDKX-FM 4.3 WHFM-FM 4.5 WSAY-AM 11:1/ 4.3 

11 WPXN-AM 4.0 W OK X-FM 3.5 WPXY-F MA% 3.5 

12 WRLX-FM 1.5 WSAY-AM 2.8 NPXN-AM (T) 3.3 
13 RQ-FM 1.1 WF LC-FM 2.1 WDNY-A1MAC) 1.4 

14'ASEN-FM 1.0 ASEN-FM 1.5 AF LC-FM(C) 1.4 
15 WCGR-AM 1.0 WCGR-AM 0.8 WCGR-AM ( W) 1.2 

AGE 

12-17 

18-24 

25-34 

35-44 8.7% 

45-54. 2.2X 

55. . 4.3% 

12. TOTAL 4,800 

Mine/Day Listened 

Turnover 21 .3 

Si . 8% 

WPXY-FM R 
15 2% 

39.1X 

30.4% 

AGE WPXN-AM T 
12-17, 0.0% 

18-24. 0.0% 

25-34. 4.5X 

35-44 13.8% 

45-54 22.7% 

SS, 

12* TOTAL 4,400 

Mine/Day Listened: 71 
Turnover 15.2 

59.1% 

AGE WDNY -AM :AC 
12-17 11 . 1% 

18-24. 0.0% 

3 25-34 3.3% 

35-44. 0.0X 

45-54 44.4% 

55. 11.1% 

12+ TOTAL 1,800 

Mine/Day Listened. 198 
Turnover 5 . 4 

AGE WFLC-FM : C 
12-17.. 5.6% 

18-24, 0.0% 

25-34 II I% 

35-44 33.3% 

4s-s4 

ss. 11,1% 

12. TOTAL 1,800 

51 Mine/Day Listened 83 
Turnover- 12.9 

38.9X 

16 WF LC-FM 1.0 W8 EN-Pi 0.7 14M1V-FM M4 1.0 

17 WK FM-FM 0.6 /Mi IV-FM 0.7 ''AC BW - AM (8) 0.8 
18 WWWG-AM 0.6 AK 5W-AM 0.5 WBEN-FMMO 0.6 

19 WM1V-FM 0.6 WGVA-AM 0.5 WACK-AMAffl 0.5 

20 WHEN-AM 0.5 WDNY-AM 0.5 WSYR-FMAI4 0.5 

21 WSAY-AM 0.5 WWWG-AM 0.5 WRLX-FM618A1 0.5 

22 WSYR-FM 0.5 WSYR-FM 0.5 WGVA-AM0e/ 0.4 

23 WECQ-FM 0.3 WWWG-AMHRW 0.4 

24 WGRQ-FMAM 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 WGMF -FM 1 WVOR-FM 1 

2 MAJ Q-FM 2 m-FM-Fm 2 

3 MiCR-FM 3 WPXY-FM 3 

Adults 28-54 

Mon-Sun 8AM-Mid 

WEZO-FM 1 WEZO-FM 
WVOR-FM 2 WVOR-FM 

"M-AM 3 WBBF -AM 



Sacramento METRO RANK ag 

Spring '81 Market Overview 

One of the most interesting aspects of the spr-

ing sweep in the Sacramento metro had to do with 

something that didn't happen - Arbltron almost, 

but not quite, delisted stations KROY-AM & FM. 
According to Arbitrons explanation printed in the 

local market report, the firm believes that the 

estimates for KROY-AM & FM "may be subject to 

bias that is not present in estimates for other sta-

tions." This is due to a feeling by Arbitron that the 

stations ran on-air announcements and adver-
tisements that violated the company's diary distor-

tion policy. Except for "extenuating cir-

cumstances," the ratings firm states, KROY-AM & 

FM would have been delisted, the first such in-

stance since the spring of 1978. 

Remaining the leader in the Sacramento area 

was KZAP, an AOR entity. Increases in the sta-

tion's young adult male audience, especially in 

AM drive and midday, helped it improve over last 

fall's numbers. Less was spent by KZAP on out-

side advertising, but on-air contests and promo-

tions were spotlighted. A sports car was given 

away, as well as a raft a day for 100 days. 

The other major success story this sweep was 

the continued rise of KSFM. This CHA station 

posted its fourth up book in a row, although no 

dollars were spent on external advertising on the 

station's behalf. Staff changes on-air were 

numerous, yet KSFM was able to score demos 
that allowed the station to rank in the top three 

among women 18-34 and 25-54, and also show 
in the top three for men 18-34. One reason for 

KSFM's success this book was that Bill Menders 

was upped from MD to PD, and he had the station 
picking up on new music sooner than had been 

the case earlier. 

When reviewing estimates in this Sacramento 

book you may want to keep in mind that overall in-

tab was up 14% over last spring, 37% over last 
fall. 

Audience Composition Analysis 
AGE 

12-17 

18-24 

25-34 17 8% 

35-44. 22% 

45-54 . 1 7X 

55* . 0 6% 

12. TOTAL 18,000 

Mine/Day Listened 101 

Turnover 1 0. 7 Turnover 11.8 

KZAP-FM AOR 
39 4% 

38 3% 

AGE KRAK-AM 
12-17. 1 13% 

18-24 ... 79X 

25-34 10 5% 

35-44 27 2% 

45-54 29 8% 

55* 22 8% 

12. TOTAL 11,400 

M tne/Day Listened 88 
Turnover 12.3 

AGE 

12-17 

18-24 

25-34 

35-44. 5 6% 

45-54. 2 8% 

55. . 0 0% 

12* TOTAL 10,800 

Mine/Day Listened 71 
Turnover 1 5.1 

KSFM-FM 
37 OX 

24 IX 

30 6% 

f 
Format Reach 

AOR 

BM 

AC 

MISC 

O 

14 1 

11 3 

10 4 

9 3 

7 9 

6 4 

S 2 

•4 3 

36 
PL 

m 2 0 

4 

BB 

nO 7 

AGE KEt4T-FM 
12-17, 0 OX 

18-24 3 4% 

25-34 .. 8 OX 

35-44 13 8% 

45-54 25 3% 

55* 

12* TOTAL 8,700 

Mine/Day Listened 

BM 

49 aX 

92 

AGE KXOA-FM 
12-17. 38% 

16-24 

25-34 

35-44... 7 2% 

45-54 9 6% 

55* .. 6 OX 

12. TOTAL 8,300 

Mine/Day Listened 77 
Turnover 13.9 

23 4 

AOR 

26 5% 

47 0% 

AGE KGNR-AM T 
12-17. 1 4X 

18-24. 4 2% 

25-34 8 5% 

35-44 19 7% 

45-54 19 7% 

55* 46 5% 

12* TOTAL 7,100 

Mine/Day Listened 64 
Turnover 1 6.8 

AGE KCTC-FM BM 
12-17. 2 9% 

18-24.. 7 1% 

25-34 15 7% 

35-44 25 7% 

45-54 25 7% 

55* 22 9% 

12. TOTAL 7,000 

Mine/Day Listened 84 
Turnover 12.8 

AGE KHYL-FM 
12-17. 00% 

18-24 16 9% 

25-34 49 2% 

35-44 18 6X 

45-54...It 9% 

55* . 34% 

12* TOTAL 5,900 

Mine/Day Listened 

Turnover 15.9 

68 

CI 

AGE KROY-FM 
12-17 S 3% 

18-24 33 3% 

25-34 

35-44 . 3 5% 

45-54 . 1 8% 

55* . 35X 

12* TOTAL 5,700 

Mine/Day Listened 

Turnover 19.6 

AOR AGE KWOD-FM AC 
12-17 4 8% 

18-24 45 2% 

52 6% 25-34 31 OX 

35-44.. 7 IX 

45-54 1 I 9X 

55. . 0 OX 

12* TOTAL 4,200 

55 Mine/Day Listened 51 
Turnover 21.0 

AGE KFBK-AM N 
12-17. 00% 

18-24. 20% 

25-34...11 8% 

35-44 .... 7 8% 

45-54 37 3% 

55* 41 2% 

12* TOTAL 5,100 

Mine/Day Listened 52 
Turnover 20.6 

AGE 

12-17 

18-24 

25-34 

35-44 . 4 0% 

45-54 8 OX 

55* . 2 OX 

12* TOTAL 5,000 

Mine/Day Listened 113 

Turnover 

Share Trends 
Persons 12+ 

MOP(00): 8521 

Mon-Bun SAM-Mid 

Spring '80 Fall '80 Spring '81 

1 KZAP.-FM 14.6 KZAP--FM 12.2 KZAP -FM (A)13.1 

2 KEWT -FM 10.7 KRAK -AM 9.0 KRAK-.M(C) 8.3 

3 KRAK -AM 6.4 KEWT -FM 7.3 KSFM-FM(R) 7.9 

4 KGNR-AM 6.1 KGNR-AM 6.7 KENT-FM(10,)6.3 

5 KX0A-FM 5.5 KSFM -FM 6.2 KX0A-FMW 6.1 

6 KCTC-FM 5.3 KFBK -AM 5.5 KGNR-AM 01 5.2 

7 KSFM-FM 5.1 KX0A-FM 5.5 KCTC -FM(B*4) 5. 1 

8 KHYL -FM 4.8 KHYL-FM 5.1 KHYL-FM(01 4.3 

9 K ROY-AM 4.4 KC TC-FM 4.7 KROY-FM(A) 4.2 

10 KFBK -AM 4.0 KAER -FM 4.0 KFBK-AM(N) 3.7 

11 KWCO -FM 3.6 KGMS -AM 3.7 KPOP-FM(B) 3.6 

12 KPOP -AM 2.8 KROY-FM 3.4 KWCD-FM(A0) 3. 1 

13 KGMS -AM 2.7 KWOD -FM 3.2 KG0 -Amee 3.1 

14 KROY-FM 2.5 KFRC -AM 2.8 KGMS-AMIA0/3.0 

15 KAER -FM 2.4 KG0 -AM 2.2 KAER-FM0m02.7 

16 KFRC -AM 2.2 KROY-AM 1.9 KROY-AMP4 2.2 

KPOP-FM 
28 0% 

22 OX 

36 0% 

9.5 

AGE KGO-AM 
12-17, 00% 

18-24 4 8% 

25-34 4 8% 

35-44 19 OX 

4S-S4 26 2% 

SS. 45 2% 

12. TOTAL 4,200 

Mine/Day Listened 82 
Turnover 1 3. 2 

AGE KGMS-AM AC 
12-17, 00% 

18-24, 00% 

25-34 .. 7 3% 

35-44 19 SX 

45-54 29 3X 

55* 43 9% 

12. TOTAL 4,100 

Mine/Day Listened 

Turnover 15.0 

72 

17 KG0 -AM 

18 KNBR-AM 

19 KX014-AM 

20 KPIP-FM 

21 KFIA-AM 

22 (CBS-AM 

23 KYLO-FM 

24 

25 

26 

2.1 

1.8 

1.5 

1.2 

1.1 

0.8 

0.8 

KPOP-FM 

KYLO-FM 

KAHI-AM 

KNBR-AM 

KFIA-AM 

KXOA-AM 

KEBR-FM 

KjOY-AM 

KPIP-AM 

1.7 

1.6 

1.3 

1.0 

1.0 

1.0 

1.0 

0.4 

0.3 

KX0A-AM (A0) 1 . 9 

KNBR-AM (WC/ 1 . 8 

KP I P -AM (S) 1.4 

KFRC -"a() 1.2 
KEBR-FM(RW 1.1 

KCBS-AM(N) 1.1 

KYLO-FM(c) 1.0 

KF I A-AM(R0 0.9 

KAH1 -AM (BM 0. 7 

K SFO-AM(AC) 0.6 

Demographics 
Adults 18-34 

Mon-Sun SAM-Mid 

1 KZAP-FM 1 KX0A-FM 

2 KROY-FM 2 KSFM-FM 

3 KSFM-FM 3 KZAP-FM 

N 

Adults 25-54 

Mon-Sun E3AM-M1d 

1 KRAK-AM 1 KRAK-AM 

2 KZAP-FM 2 KXOA-FM 
3 KHYL-FM 3 KSFM-FM 
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Spring ' 81 Market Overview 

In the first Quarterly Measurement sweep in St. 
Louis, two stations "stickered" by Arbitron for 

on-air diary announcements. The spring survey 

also had a 29% increase in diaries returned com-

pared to the fall book, resulting in more stable 

estimates this time around. 
It was no surprise to anyone that KMOX was 

dominant again. The Talk powerhouse achieved 

almost an identical overall share as in the fall. 

Other success stories this survey included 
KMJM scoring another increase, its third in a row; 

KSHE rebounding from a soft fall book; and better 

numbers for the stickered stations, KWK & 

WWWK. 

KMJM established itself as a factor among 

teens, as the station rose to almost a 20 share of 

that demo, second only to VVWWK. The KMJM 

numbers this book were also influenced by 

healthy female boosts, as the station's young 

adult female numbers almost doubled. 

KSHE rebounded with stronger teen and male 

adult numbers. The increased in-tab in the market 

may have given more cume opportunities to 

young adult men, thus helping KSHE reestablish 

itself. Besides the strong 18-24 core for the sta-

tion KSHE also had a worthwhile percentage of its 

audience in the 25-34 cell. 

KWK & WVVWK, the Doubleday stations, were 

flagged by Arbitron for on- air diary an-

nouncements which, according to Arbitron, read 

in part, " If you get a call or survey form asking 

about your listening habits, it's probably us." In 

any case, VVWWK grabbed over a 25 share of 

teens, KWK did well among teens also, and both 
stations achieved higher male numbers, especial-

ly in middays. 

Audience Composition Analysis 

AGE KMOX-AM T 
12-17. I I% 

18-24 . 32% 

25-34 9.6% 

35-44 16.1% 

45-54 16 3% 

SS. 

12. TOTAL 78,300 

536% 

Mine/Day Listened 108 
Turnover 10.0 

AGE 

12-17 

18-24 

25-34 

35-44 .. 7.0% 

45-54. 0.4% 

55. . 0.4% 

12. TOTAL 25,802 

Mine/Day Listened 

Turnover 1 1 . 7 

KSHE-FM : AOR 
I7.6% 

45.7% 

28 7% 

92 

AGE KMJM-FM : 13 
12-17 30.2% 

18-24 30.6% 

25-34 22.SX 

35-44 9.0X 

45-54.. 7.2X 

55. . 0.5% 

12. TOTAL 22,200 

MineDay Listened . 93 

Turnover 11 . 6 

Format Reach 

AOR 

AC 

MISC 

BM 

E 
4 2 

BB 
m I e 

'0 4 

9 2 

65 

64 

16 8 

AGE 

12-17 

18-24 

25-34 

35-44. 2.0% 

45-54. 1.0X 

55. . 0.S% 

12. TOTAL 22,000 

WWWK-FM ' AOR 
44 OX 

34 SX 

16.0X 

23 9 

Mina/Day Listened 

Turnover 1 2 • 9 

83 

AGE KEZK-FM : BM 
12-17. 05% 

18-24 4 IX 

25-34 I4 3% 

35-44 17 9% 

45-54 29.6% 

55. 33.7% 

12. TOTAL 19,800 

Mine/Day Listened 90 
Turnover 12.0 

AGE WIL-FM C 
12-17 2.3% 

18-24...10.9X 

25-34 26 9% 

35-44 

45-54 

SS. 

12+ TOTAL 17,500 

Mine/Day Listened 72 
Turnover 1 5.0 

26.3% 

12.0% 

21.7% 

AGE KXOK-AM : R 
12-17. 2 4% 

18-24 I2.4X 

25-34 45.6% 

35-44 21.3% 

45-54 11.2% 

5S. 71% 

12. TOTAL 18,900 

MineDay Listened 68 
Turnover 15.8 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54.. 6 SX 

55. .. 5.9% 

12. TOTAL 15,300 

Mine/Day Listened 55 
Turnover. 1 9.8 

KSLO-FM .R 
216% 

28.8% 

22.9% 

14 4% 

Share Trends 
Persons 12+ Mon-Sun 6AM-M1d 

POP(00): 19268 

Spring '80 Fall '80 

1 KMOX -AM 21.6 KMOX -AM 23.4 

2 ihWer1( -FM 7.8 WIL -FM 8.7 

3 KSHE -FM 7.6 KEZK -FM 7.2 

4 KEZK -FM 6.4 KSLQ-FM 6.2 

5 WIL -FM 5.7 KSD -FM 5.1 
6 WRTH -AM 5.5 KSHE -FM 5.1 

7 KSLQ -FM 5.1 KMJM-FM 5.0 

8 KXOK -AM 5.0 KXOK -AM 4.9 

9 KMJM -FM 3.6 WWNK -FM 4.8 

10 KMOX -FM 3.5 WRTH -AM 4.4 

11 WIL -AM 3.3 KMOX -FM 3.6 
12 KATZ-AM 2.6 WIL -AM 3.5 

13 WESL -AM 2.6 KSD -AM 2.5 

14 KADI -FM 2.4 WESL -AM 1.8 

15 KSD -AM 2.3 KADI -FM 1.6 

16 KWK -AM 2.2 KWK -AM 1.4 
17 KCFM-FM 1.6 KATZ-AM 1.4 

Spring '81 

KMOX-AM0123.6 

KSHE-FM(A) 7.8 

KMJM-FM(B) 6.7 

WWWK-FM04 6.0 

KEZK-FMMI445.9 
WIL -FM(C) 5.3 

KX0K-AM(R) 5.1 
KSLQ-FM(R) 4.6 

WRTH-AMM 4.2 
KSD -FM0£13.8 

KSD -NA(0) 3.7 

KM -No(A) 3.0 

KM0X-FM0e13.0 
WIL -AMe1 2.5 

KADI-FM(AC11.9 

WESL-AAAMI 1.4 

WZEN-FM(8) 1.2 

AGE WRTH-AM E 
12-17. 0.7X 

18-24. 0.7% 

25-34 7.1% 

35-44 21.3X 

45-54 22.7% 

55. 47 5% 

12+ TOTAL 14,100 

Mine/Day Listened 65 
Turnover: 1 6.6 

AGE KSD-FM 
12-17.. 7 9% 

18-24 21 3% 

25-34 38 8% 

35-44 15,0X 

45-54.. 63% 

55. ... II OX 

12. TOTAL 12,700 

Mine/Day Listened 63 
Turnover 1 7.1 

AGE KW-AM C 
12-17.. 49% 

18-24. 25% 

25-34 23.8% 

35-44 

45-54 

55. 

22. 1X 

16.4X 

30.3% 

12. TOTAL 12, 200 

Mine/Day Listened: 54 
Turnover: 1 9.9 

AGE 

12-17 

18-24 

25-34 

35-44, 0.0% 

45-54. 1.0% 

SS. . 0.0% 

12+ TOTAL 10,000 

Mine/Day Listened 52 
Turnover. 20 .7 

KWK-AM rAOR 
41 0% 

37 0% 

21 0% 

AC AGE KMOX-FM AC 
12-17. 2.0% 

18-24 19.2% 

25-34 31 3% 

35-44 17.2% 

45-54 10. IX 

55. 20.2X 

12. TOTAL 9,900 

Mine/Day Listened. 50 
Turnover 21 . 5 

AGE WIL-AM C 
12-17. I 2% 

18-24. 4.8% 

25-34 17.9% 

35-44 

45-54 

55. 

12. TOTAL 8,400 

20.2% 

17.9% 

38.1% 

Mine/Day Listened 50 
Turnover 21 . 7 

18 KADI -AM 1.4 WZEN-FM 1.0 KATZ -AMM) 1.1 

19 WZEN -FM 1.0 WIBV -AM 0.9 WEW -AMM811.0 

20 WIEN-AM 0.9 NEW -AM 0.5 KCFM-FM0m110.5 

21 KIRL -AM 0.8 KXEN -AM 0.4 WIBV,AMOM 0.4 

22 WEW -AM 0.7 KADI -AM 0.4 KIRL-AM(c) 0.4 

23 KLPW -AM 0.6 WGVU -AM 0.3 viceru-Amm 0.3 

24 WU-AM 0.3 WMRY -FM 0.3 WMRY -FmIAe10.3 

25 KXEN -AM 0.3 KADI-Am(A4)0.2 

Demographics 
Adults 18-34 

Mon-Sun 6AM-Mid 

1 KSHE -FM 1 KMJM-FM 

2 WW1( -FM 2 KS LQ-FM 

3 I<MOX -AM 3 KXOK-AM 

Adults 25-64 

Mon-Sun 6AM-Mid 

1 KMOX-AM 1 KNOX-AM 

2 KSHE -FM 2 KXOK-AM 

3 KXOK-AM 3 KEZK -FM 
ON-AIR SURVEY SPOTS BROADCAST BY: 

KWK -AM WWWK -FM 



Salt Lake City-Ogden 

Spring '81 Market Overview 

KSL was first on the Wasatch Front, earning its 

best spring book in years. Also, the first Quarterly 

Measurement sweep in the Salt Lake City market 
saw an increase in usable diary return (up 33% 

compared to last spring), so the results from this 

survey are more stable and reliable than those 

from earlier spring surveys. 

KSL extended its dominance in the metro to the 
point that it showed among the top three in each 

METRO RANK 44 

of the 18-34 and 25-54 breakouts shown below. 

Part of the reason for KSL's success this sweep 

may have been a TV ad campaign; in the past, TV 

and billboards were used, diffusing the budget. 

On-air a continuous promotion, giving away trips 

to exotic locations, proved to be a hit among the 
listeners. No programming changes were made. 

Number two in the market was KSFI, a Beautiful 

Music station. KSFI's numbers were the best the 
station had achieved to date, and were made 

possible in part because of increased male listen-
ing in PM drive. 

KALL rebounded somewhat this spring. The big 

jump occurred among female tuners, as the sta-

tion's women shares more than doubled. The 

KALL increase was of such magnitude that it 

allowed the A/C entity to show among the top 
three in each of the 18-34 and 25-54 rankings 

listed below. 

Audience Composition Analysis 

AGE KSL-AM : AC 
12-17 2 5% 
18-24 11 6% 
25-34 27 3% 

35-44 21 5% 

45-54 14 OX 

55+ 23 1 X 
12, TOTAL 12,100 

Mine/Day Listened 65 
Turnover 16.6 

AGE KSFI-FM BM 
12-17 . 

18-24 

25-34 

35-44 

45-54 

55* 

0 0% 
12 0% 

19 0% 

16 0% 
22 OX 

31 0% 

12* TOTAL 10,000 
Mine/Day Listened 70 
Turnover 1 5.3 

AGE KLUB-AM BM 
12-17 0 OX 

18-24 . 3 7% 
25-34 . 3 7% 

35-44 .. 3 7% 
45-54 19 5% 

55*   
12* TOTAL 8,200 

Mine/Day Listened 78 
Turnover 13.8 

AGE KALL-AM AC 
12-17 . I 4% 

18-24 20 3% 
25-34 41 9% 

35-44 20 3% 
45-54 13 5% 

55* . 2 7% 

12* TOTAL 7,400 
Mine/Day Listened 70 
Turnover 15.5 

AGE 
12-17 

18-24 

25-34 

AGE KCPX-AM R 
12-17 28 6% 
18-24 30 0% 

25-34 27 1 X 
35-44 8 6% 
45-54 . 2 9% 

SS* . 29% 

12* TOTAL 7,000 

Mine/Day Listened 53 
Turnover 20. 3 

AGE 
12-17 

18-24 

25-34...11 5% 

35-44 5 8% 
45-54 . 0 0% 

55* . 0 0% 

12* TOTAL 5,200 

Mine/Day Listened. 56 
Turnover 1 9.3 

AGE KCPX-FM ' AOR AGE 

12-17 26 1% 

KSOP-FM C 18-24 47 

11 1% 
18 IX 

19 4% 

35-44 19 4% 

45-54 15 3X 

55* 16 7% 

12* TOTAL 7,200 

Mine/Day Listened 81 
Turnover 1 3 . 4 

89 sx 

Format Reach 

AC 

BM 

AOR 
6 3 

MISC 
•I'.3 4 

N 
mum3 3 

BB 
_1 S 

•0 e 

RL 
'0 5 

21 3 

18 9 

16 2 

2' 8 

25-34 18 8% 

35-44 7 2% 
45-54 . 0 0% 

55* . 00% 
12* TOTAL 6,900 

Mine/Day Listened 78 
Turnover 1 3. 8 

12-17 

8% 18-24 
25-34 
35-44 .... 8.2% 
45-54 8 2% 

55. . 0 0% 

12* TOTAL 4,900 

Mine/Day Listened 56 
Turnover-  19.2 

AGE KRGO-AM C 
12-17 48% 
18-24 6 3% 

2 25-34 2 2% 

35-44 25 4% 

45-54 36 5% 

5S+ 48% 

12* TOTAL 6,300 

Mine/Day Listened 106 
Turnover 1 0.2 

KRSP-FM R 
50 OX 

32 7% 

KDAB-FM AC 
18 4% 

36 7% 

28 6% 

AGE KZAN-FM 
12-17. 22% 
18-24 ... 8 7% 

25-34 21 7% 
41 3% 

345515444 19 6% 

55* 65% 

12+ TOTAL 4,600 

Mine/Day Listened 114 
Turnover. 9.5 

AGE KISN-FM BM 
12-17 98% 

18-24 39 0% 

25-34 24 4% 

35-44 19 5% 
45-54 4 9% 

55* . 2 4% 

12* TOTAL 4,100 
Mine/Day Listened 49 
Turnover 21 . 9 

AGE 

12-17 

18-24 

25-34 

35-44 . 2.8% 
45-54 . 0.0% 

SS* . 0 OX 

12* TOTAL 3,600 

Mine/Day Listened 47 
Turnover: 23 . 

AGE KSXX-AM 
12-17. 0.0% 

18-24. 0.0% 

25-34 . 0.0% 

35-44. 0.0% 

45-54 8 OX 

55*   

12« TOTAL 2,500 

Mine/Day Listened 70 
Turnover 1 5.4 

KAYK-FM R 
38 9% 

33 3% 

25 0% 

N 

92 0% 

Share Trends   
Persons 12+ 
POP(00): 71 80 

Mon-Sun 8AM-Mid 

Spring '80 Fall '80 Spring '81 

1 KSL -AM 8.5 KSL -AM 11.1 KSL -AM(AC)11.1 

2 KCPX -FM 8.5 K SF I - FM 8.9 K SF I -FM18/11 9.2 

3 (ALL-AM 7.7 KCPX -AM 8.1 KLUB-AM PM 7.5 

4 KL B-AM 6.6 KLUB-AM 8.0 KALL -AM1AC1 6.8 
5 KSOP-FM 6.6 KCPX-FM 6.3 KSOP-FM(C) 6.6 

6 KALL-FM 6.1 ( SOP-FM 5.9 KCPX-.4M) 6.4 

7 K SF I-FM 6.0 KRSP-FM 4.9 KCPX-FMIA1 6.3 

8 KCPX -AM 5.8 KALL -AM 4.5 K RGO-AM (C) 5.8 

9 KRSP-FM 4.9 KALL-FM 4.3 KRSP-FM() 4.8 

10 KROD-AM 4.4 KSXX-AM 4.1 KDAB-FM (AC) 4.5 

11 KDAB-FM 4.3 KDAB -FM 3.6 KZAN-FM(C) 4.2 

I 2 KS XX-AM 3.8 KRGO-AM 3.6 K I SN-FM(1111) 3.8 

13 K I SN-FM 2.9 K I SN-FM 3.5 KAYK-FM(111 3.3 

14 KZAN-FM 2.8 KZAN-FM 3.3 K SXX -AM Pe 2.3 

15 KRSP-AM 2.7 KAYK-FM 2.0 KALL-FMIACI 2.0 

16 KPRQ-AM 2.5 KRSP-AM 1.9 KRS P-AM (AC) 1.7 

17 KRAIS -AM 1.6 KSOP-AM 1.9 KJ QN-AM (R) 1.7 

18 KAYK -FM 1.5 KLO -AM 1.7 K SOP -AM (CI 1.6 
19 K J QN -AM 1.4 KWM S -AM 1 . 5 KWFO-FWegn 1. 5 
20 KM-10-FM 1.3 KP RQ-AM 1.2 KP RQ-AMIAC1 1.2 

21 KSOP -AM 1.3 KJ QN-AM 1.1 KNMS -AM OA 1.0 

22 KL 0 -AM 1.1 KW1-10 -FM 1.0 KIWQ-FM0 0.8 

23 KS-AM 1.0 KSVN-AM 0.9 K SVN-AM (C) 0.7 

24 KW1-0 -AM 0.7 KANN-AM MU 0.5 

25 KCGL -FM 0.6 K LO -AM(AC) 0.5 
26 KDOT -AM 0.3 KCGL -FM MA/ 0. 4 

27 KQPD-FM18M1 0.4 

Demographics 
Adults 18-34 

Mon-Sun 8AM-M1d 

1 KCPx-FM 1 KSL -AM 

2 KALL -AM 2 KCPX-AM 

3 KSL -AM 3 KALL-AM 

Adults 25-54 

Mon-Sun 8AM-M1d 

1 KRGO-AM 1 KSL -AM 
2 KSL -Am 2 KSF 

3 KALL -AM 3 KALL-.4M 

95 

° 

0 

0 



96 

San Antonio 
METRO RANK 

T
I
N
G
S
 R
E
P
O
R
T
/
V
O
L
 

Spring '81 Marked Overview 

Balance is the key word to keep in mind as you 

analyze the spring Quarterly Measurement results 

from the San Antonio metro. Balance was the key 

to the success of KTSA, allowing the station to 

lead in three of the four ranking breakouts listed 

below. The 18-44 balance for KTSA was perhaps 

the most ideal seen this spring in any market for 

any station, and enabled the station to score pro-
minently in 1834 and 25-54 demos. KTSA earn-

ed its best overall share since 1978, and a 

notable increase in male listening in AM drive was 

 E6)  
one of the major propellants. 

Number two overall in the market was KCOR, a 

Hispanic language station. The Hispanic diary 

return was higher this survey than last spring, 
meaning more cume opportunities for a station 

such as KCOR. The more cume diaries returned 

from Hispanics, the lower each diary's value, and 

the more stable the ethnic estimates should be. 

According to population estimates used by Ar-

bitron, approximately 45% of the San Antonio 
metro is Hispanic, and KCOR led in popularity 

among that group. 
Just behind KCOR in the 12+ standings was 

Country-formatted KKYX. The station topped .the 

men 25-54 demo cell, and indeed scored a 
100% increase in its male numbers this sweep. 

Midday and afternoon drive were the dayparts in 
which KCOR most dramatically achieved higher 

male shares. 

The first QM sweep was implemented in such a 

way that the reliability of the data is comparable to 

last year. There was no huge drop or increase in 

sample return, and the additional Hispanic return 

means more reliable estimates for that portion of 

the community. 

Audience Composition Analysis 

AGE KTSA-AM 
12-17 18 2% 

18-24 20 IX 

25-34 29 2% 

35-44 20 6% 

45-54...10 4% 

55+ . 3 2% 

12. TOTAL 15,400 

Mine/Day Listened. 67 
Turnover. 16.0 

AGE KCOR-AM S 
12-17. 09% 

18-24 5 4% 

25-34 8 9% 

35-44.. 7 1% 

45-54 25 0% 

55. 

12. TOTAL 11,200 

Mine/Day Listened 125 
Turnover 8.7 

52 7% 

AGE KKYX-AM 
12-17 45% 

18-24 99% 

25-34 12 6% 

35-44 33 3% 

45-54 8 1% 

55. ........ 31 5% 

12. TOTAL 11,100 

Mine/Day Listened 93 
Turnover 1 1.6 

Format Reach 

AC 
9 4 

BM 
8 

AOR 
6 2 

6 

mM2 2 

•, 

6 

'9 ,e 

AGE KOXT-FM 
12-17. 09% 
18-24 4 S% 

25-34 

35-44 

45-54 

55. 

12. TOTAL 

17 3% 

21 8% 

19 1% 

36 

11,000 

4% 

Mine/Day Listened. 99 
Turnover. 11 . 0 

AGE 

12-17 

16-24 

25-34 

35-44 

45-54. 

55. . 

12. TOTAL 10,800 

Mine/Day Listened 

Turnover, 15.7 

BM 

KTFM-FM R 
36 9% 

32 4% 

15 7% 

10 2% 

0 9% 

1 9% 

2 8 

69 

AGE WOAI-AM N 
12-17, 0 OX 

1E1-24 m 3 7% 

25-34 .mmmm21 0% 

35-44.mm.11 I% 

45-54 14 8% 

SS. 49 4% 

12. TOTAL 8,100 

AGE 

12-17 

18-24 

25-34-13 4% 

35-44 . 1 5% 

45-54. 0 0% 

55. . 0 OX 

12. TOTAL 6,700 

KISS-FM AOR 
41 8% 

43 3% 

Mine/Day Listened 70 mine/Day Listened 
Turnover: 1 5.5 Turnover: 1 1 . 7 

AGE 

12-17 

18-24 

25-34 

35-44 5 4% 

45-54 . I 4% 

55. 54% 

12. TOTAL 7,400 

KONO-AM AC 
14 9% 12-17. 1 7% 

17 6% 16-24 

55 4% 25-34 

35-44 

45-54 IS 5X 

SS. 19 OX 

12. TOTAL 5,600 

AGE KBUC-AM C 
12-17. 23% 

16-24 4 5% 

25-34 22 7% 

35-44 38 6% 

45-54 15 9% 

SS. IS 9% 

12. TOTAL 4,400 

93 kuneiney Listened 97 
Turnover 11.1 

AGE KBUC-FM C 

13 8% 

19 0% 

31 OX 

Mine/Day Listened 62 Mina/Day Listened: 71 
Turnover: 15.3 Turnover. 17.6 

AGE KITY-FM R 
12-17 40 6% 

18-24 27 5% 

25-34 17 4% 

35-44... 8 7% 

45-54. 2 9% 

55. . 2 9% 

12. TOTAL 6,900 

Mine/Day Listened: 52 
Turnover: 20.7 

Share Trends 
Persons 12+ 
POP( 00 ): 8544 

Spring ' 80 

Mon-Sun 8AM-M1d 

Fall '80 Spring '81 

1 KTSA-AM 9.1 KTSA-AM 10.7 KTSA-A%1(R)11.6 

2 KCOR-AM 8.3 KTFM-FM 8.9 KCOR-AM(S) 8.5 

3 KOXT-FM 8.2 KOND-AM 8.0 KKYX-AMM 8.4 

4 KKYX-AM 7.0 KQXT-FM 7.8 KOXT-FMOIM8.3 

5 KTFM-FM 6.8 KCOR-AM 7.6 KTFM-FMM 8.2 

6 KITY-FM 6.7 KBUC-FM 6.0 WOAI-AMee 6.1 

7 KEDA-AM 6.2 KKYX-AM 5.9 K(1'2)-AM(AC)5.6 

8 WOAI-AM 5.9 W041-AM 5.0 KITY-FM() 5.2 

9 KBUC-FM 5.9 KISS-FM 5.0 KISS-FM(A) 5.1 

10 KISS-FM 4.2 KCCW-AM 4.6 KBUC-FMM 4.4 

11 NOAI-FM 3.9 KITY-FM 4.4 KVAR-FMM 3.3 

12 KONO-AM 3.4 WOAI-FM 3.3 KBUC-AM(C) 3.3 

13 (CON-AM 3.3 KVAR-FM 3.2 KCON-AM(C) 3.0 

14 KBUC-AM 2.7 KBUC-AM 2.7 KEDA-AMM 2.9 

15 KZZY-FM 2.7 KUKA-AM 2.7 KZZY-FMM 2.8 

16 KVAR-FM 2.7 KZZY-FM 2.6 WOAI-FM(AC)2.0 

AGE KVAR-FM 
12-17. 2 3% 

16-24 ...... 16 2% 

25-34 22 7% 

35-44 ...... 22 7% 

45-54 9 1% 

55. mmmm...25 0% 

12. TOTAL 4,400 

Mine/Day Listened 90 
Turnover 12.0 

AGE KCCW-AM C 
12-17 17 5% 

16-24 IS 0% 

25-34 25 0% 

35-44 35 OX 

45-54.. 5 OX 

55. . 2 5% 

12+ TOTAL 4,000 

Mine/Day Listened 59 
Turnover 18.2 

AGE KEDA-AM S 
12-17. 00% 

18-24.. 5 I% 

25-34 10 3% 

35-44 

45-54 

SS. 

12. TOTAL 3,900 

Mine/Day Listened. 111 
Turnover . 9.7 

23 1% 

26 2X 

33 3% 

)./Ni 

17 (APE-AM 2.7 KEDA-AM 2.5 KAPE-AMM 2.0.\ 

18 KTUF-FM 1.8 KAPE-AM 1.6 KUKA-AMM 1.3 

19 KUKA-AM 1.7 KMAC-AM 1.2 KGNB-AM(AC)1.2 

20 ((MAC-AM 1.7 KMFM-FM 1.0 (MAC-NAM 1.1 

21 KMFM-FM 1.1 KGNB-AM 0.7 KMFM-FMICW1.0 

22 KGNB-AM 0.7 KTUF-FM 0.7 KWED-FM1(C) 0.8 

23 (WED-AM 0.5 KWED-AM 0.6 KWED-AMIM 0.7 

24 KDRY-AM 0.4 KWED-FM 0.5 KTUF-FM9M0.6 

25 KWED-FM 0.3 KNBT-FMMMO.4 

Demographics 

Adults 18-34 

Mon-Sun 03AM-Mid 

1 KTSA-AM 1 KTSA -AM 

2 KONO-AM 2 KTFM-FM 

3 K I SS -FM 3 KCNO -AM 

Adults 25-64 

Mon-Sun 6AM-Mld 

1 KKYX-AM 1 KTSA-AM 

2 KTSA-AM 2 KQXT-FM 

3 KQXT -FM 3 KCOR-AM 
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Spring '81 Market Overview 

Ever since the beginning of Quarterly Measure-

ment in San Diego last spring, in-tab figures have 

been declining. In the winter book the 12+ tally 

was 1488, down from 1664 last spring, while this 

spring the total was reduced to 1411. Some 

demos were hurt more than others by the decline. 

The men 18-24 total shrank in the last year from 

121 to 76 usable, a 37% decline from spring to 

spring. The numbers in the Spring '81 report thus 

may be more wobbly than those in the first QM 

sweep last year. 

Beautiful Music power KJOY continued to lead 

the market, and AOR entity KGB-FM maintained a 

steady position in second overall, tops among 

young adults. In this book KFMB, KPRI, and 

KCBG posted worthwhile gains. 

KFMB has Padres baseball, and used that fac-

tor plus an increased ad budget to attain higher 

numbers this book. The station spent about 70% 

of its dollars on TV, with the balance split between 

busboards and billboards. Also, there was a staff 
change with Mark Larson returning to PM drive. 

KPRI rebounded from a soft winter book 

although the station has not achieved the 
numbers it scored last year. Young adult males 

accounted for the KPRI resurgence this sweep, 

perhaps attracted by a more extensive ad cam-

paign. The media used were newspaper and 

direct mail, tied into an on-air promotion "KPRI 

Stash," which gave away $50,000 worth of 

chandise. Musically, this Superstars affiliate has 

mellowed its sound slightly to attract some older 

tuners-in. The approach may have worked, as 

KPRI shows a more notable 25-34 presence this 

sweep than in the fall. 

KCBQ's Country format seemed to gather 
momentum. New PD Bob McKay reduced the 

oldies mix, and saw to it that his jocks were out 

among the public frequently. A big TV effort 

centered around the use of spots featuring Gor-

don Jump ("WKRP" 's "Big Guy"), while 
billboards rounded out the media campaign. 

Slogan for the boards was "Great City/Great 
Country." 

Audience Composition Analysis 

AGE KJOY-FM : BM 
12-17. 0 4% 12-17. 1 

18-24. 1 3% 18-24 

25-34 7 9% 25-34 

35-44 11 8% 

45-54 21.4% 

55+  57 2% 

12+ TOTAL 22,900 

M ins/Day Listened: 103 

Turnover: 1 (3.5 

AGE KGB-FM AOR 
12-17 i 2 4% 

18-24  

25-34 27 8% 

35-44. 0 6% 

45-54. 1 8% 

55+ . 00% 

12+ TOTAL 16,900 

Mine/Day Listened. 76 

Turnover 14.3 

AGE KFMB-AM AC 
12-17. 3% 

18-24 9 3% 

25-34 25 8% 

35-44 25 8% 

45-54 ... 8 6X 

55+ 29 IX 

12* TOTAL 15,100 

Mine/Day Listened. 58 

Turnover: 18.8 

e 
Format Reach 

AOR 

AC 

BM 

10 8 

94 

7.4 

MISC . 
5.9 

CL 

3.9 

E 
lim3 3 

RL 

m 1 2 

m0.9 

.0 7 

16 7 

15 2 

57 4% 

24 6 

35-44 

45-54 

55+ 

12+ TOTAL 13,700 

AGE KSDO-AM 
SX 

8 OX 

7 3% 

12 4% 

29 

: N 

2% 

Mine/Day Listened: 67 

Turnover 1 6.2 

AGE KPRI-FM 
12-17 19 8% 

18-24  

25-34 22 3X 

35-44 . 1 7% 

45-54 0 8% 

55+ . 0 OX 

12+ TOTAL 12,100 

Mine/Day Listened 63 

Turnover 1 7.2 

e 

41 6% 

AOR 

SS 4% 

AGE XTRA-FM : AOR 
12-17 31 8% 

18-24 40 OX 

25-34 25 SX 

35-44 . 2 7% 

45-54. 0 0% 

55+ . 00% 

12+ TOTAL 11,000 

Mine/Day Listened 56 

Turnover 1 9.3 

AGE KFMB-FM AOR 
12-17 .. 7 IX 

18-24 26 3% 

25-34 47 SX 

35-44 9 IX 

45-54 . 3 0% 

55* .. 7 IX 

12* TOTAL 9,900 

Mine/Day Listened 47 

Turnover: 22.9 

AGE KFSD-FM : CL 
12-17. 1 0% 

18-24. 3 OX 

25-34 22 2% 

35-44 24 2% 

45-54 25 3% 

55* 24 2% 

12+ TOTAL 9,900 

M ins/Day Listened 95 

Turnover 11.4 

Share Trends 
Persons 12+ 
POP(00): 15667 

Spring '80 

Mon-Sun 6AM-Mid 

Summer '80 Fall '80 Whiter '81 Spring '81 

1 610T-FM 8.4 KATY-FM 6.5 ICIPT-FM 9.3 910T-FM 9.0 KJOY-FM1111819.0 

2 KPAR-AM 7.1 KFM13-111 6.4 KGB -FM 7.0 KGB -FM 6.6 KGB -Pole, 6.7 

3 KPRI-FM 5.6 KGB -AM 5.4 KPRI-FM 5.8 01111-FM 5.3 KnEl-AMTAC15.9 

4 KGB -FM 5.4 KGB -FM 5.2 OTRA -FM 5.4 KFM11-061 5.0 60021-M11141 5.4 

5 KS()-AM 1.8 9081-FM 5.0 KSOD-M1 5.1 KRIB-FM 1.7 KPRI-FM111 4.8 

6 OTRA-FM 1.5 OTRA -AM 4.7 KFMB-FM 5.1 9503-161 4.6 X112A-FM111 4.3 

7 KGB -AM 4.4 6F%65-FM 4.3 OTRA -AM 4.7 61591-FM 4.0 KiNIB-FM811 3.9 

6F1115 -FM 4.2 65110-MA 4.1 KEIL -FM 4.7 KGB -AM 4.0 6F5D-FM112123.9 

9 KIFM-FM 3.9 OTRA-FM 3.9 WA -MI 4.3 KPRI-FM 4.0 %1RA-M1811 3.8 

10 1(621-FM 3.8 6615-FM 3.9 K1FM-FM 4.0 % 112A-AM 3.9 KGB -AMR 3.7 

11 KOGO-161 3.7 6621.-FM 3.8 101143-1.11 4.0 KM( -MI 3.5 X14114-FM11163.1 

12 OTRA-3M 1.4 KIFM-FM 3.7 651) 3-9M 3.2 66Z1. -FB 3.4 61 -,3M61 3.4 

13 K1FT-FM 3.1 KYXY-iM 3.6 65.50-FM 3.0 KFSD-FM 3.3 KMLO-MAIM 1.3 

14 1C/XT-FM 3.1 ICMC -NA 3.3 6000-AM 2.9 ICYXY-FM 3.1 KEZL-FM1.113.3 

15 Ki5O-FM 2.9 1(50,1-44 3.1 909V-FM 2.9 95C61-1A1 2.7 KIPA-FAIMI 3.2 

16 6509-NA 2.9 6F50-FM 2.7 9111-FM 2.6 ICCIX)-1A1 2.5 951181-M1181 2.7 

17 KB15-i11 2.8 9115-FM 2.5 KCB)-AM 2.5 ICSOV-FM 2.4 ICS01-FMK1 2.6 

18 65« 2.7 KF I -MA 2.1 ICS011-FM 2.1 Kocin-mi 2.3 KOGO-A11118/2.2 

19 MAJC-AM 2.6 ICSOY-FM 2.3 1(825-FM 2.2 KBZI-FM 2.2 KTICK-FM11912.2 

20 Ki I -AM 2.2 9000-AM 2.1 KNX -MI 2.1 91114-FM 1.9 KU T-F1111812.2 

21 'CUP-AM 2.1 KG1312-NA 2.0 61FM-F61 2.0 MIAM-FM 1.7 KIFM-F11186112.2 

22 6504-FM 1.9 10(05-FM 1.6 KF1 -AM 1.2 ICABC-NA 1.6 KM -MIMI 2.0 
23 KJFM-FM 1.2 KJFM-FM 1.5 KBRT-AM 0.8 MALD-AM 1.6 KF I -MIR I.5 

21 «OS-FM 1.0 KIAJC-M1 1.5 KABC-181 0.8 KITI-FM 1.5 61.05-FM111 1.3 

25 KABC-NA 1.0 ICABC-MA 1.1 MAJC-161 0.8 OHIO-FM 1.0 XHIS-FM86 0.9 

AGE 

12-17 

18-24 

25-34 

35-44 .. 6 2% 

45-54. 2 1 X 

55* . 2 IX 

12* TOTAL 9,700 

M ins/Day Listened 

Turnover 25. 3 

AGE 

I 2-17 

18-24 

25-34 

35-44 

45-54 . 

55* . 

XTRA-AM 

28 9% 

27 8% 

33 OX 

R AGE KCBO-AM ,C 

12-17. 2 3% 

18-24 16 3% 

25-34 33 7% 

35-44 9 3% 

45-54 20 9% 

55* I 7 4X 

12* TOTAL 8,600 

43 Mine/Day Listened 58 

Turnover 1 8.6 

KGB-AM . R 

30 5% 

30 5% 

17 9% 

17 9% 

2 1 X 

1 IX 

12+ TOTAL 9,500 

Mine/Day Listened 

Turnover 20.9 

AGE 

12- I 7 

I 8-24 

25-34 

35-44 

45-54 ... 8 0% 

SS+ • 1 IX 

12* TOTAL 8,700 

Mine/Day Listened 107 

Turnover: 10 • 1 

AGE KMLO-AM R 
12-17. 0 0% 

18-24. 1 2% 

25-34 . 1 2% 

45 355:444 13 IX 22 6% 

55+ 

12+ TOTAL 8,400 

52 Mine/Day Listened 135 

XHRM - FM AC 
32 2% 

23 OX 

23 OX 

12 6X 

Turnover 8.0 

61 9% 

AGE KEZL - FM BM 

12-17. 0.0% 

18-24 .. 4 8% 

25-34 21.7X 

35-44 25 3% 

45-54 19.3% 

55+ 28.9% 

12* TOTAL 8,300 

Mina/Day Listened: 77 

Turnover: 14.0 

26 KLAC 0.& 104E1 -FM 0.9 M4VA,S1 O. & XI.E4 -Fhl 0.9 61 fl-FM1.1 0.8 

17 KMLO-M1 0.7 61141-A14 0.7 KMET -FM 0.6 108(7-FM 0.8 MCOS-FMTAC10.8 

28 KL0E-MI 0.7 KCIMA-FM 0.7 61310- FM 0.5 KiI -AM 0.8 MER-FM0880.7 

29 92160-M1 0.7 KL/C-M1 0.6 014R-FM 0.5 6810-FM 0.8 KA/IC-MID) 0.7 

30 MOAN-FM 0.5 68/5T-FM 0.5 68759-FM 0.1 «OS-FM 0.8 KLIDE-M11.1 0.7 

31 KMET-FM 0.5 61110-FM 0.5 13(06-FM 0.4 KL/C-MA 0.6 MAJC-N.108.10.6 

32 X11611-FM 0.4 KLOS-FM 0.4 60659-FM 0.6 112112I-AMMIJO.6 

33 KAILO-AM 0.4 K-1-FM 0.4 KEMO-MI 0.6 60111-PAIMI 0.5 

31 KIDF-181 0.4 KUDF-AM 0.3 KIDE-AM 0.6 KRT11-FM811 0.5 

35 Kam, 0.3 61.00-FM 0.5 KmET-0.111.1 0.4 

36 65115-AM 0.4 

37 KALK -FM 0.4 

Demographics 

Adults 18-34 

Mon-Sun 8AM-M1d 

1 KGB -FM 1 KGB -FM 

2 KPRI-FM 2 KIFM-FM 

3 XTRA-FM 3 KFMB-FM 

Adults 25-54 

Mon-Sun f3AM-Mid 

1 KFMB -AM 1 KJ QY-FM 
2 KFSD-FM 2 KFMB -FM 

3 KJ QY-FM 3 KFMB-AM 
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Spring '81 Market Overview 
Baseball proved to be a big shot in the ratings 

for two leading Bay Area stations, KNBR and 

KSFO. In addition, two key FM stations, K101and 

KYUU, showed notable growth. As far as Ar-

bltron concerns go, the spring sweep appears to 

have been virtually a copy of the winter for in-tab 

and stability of estimates. 

While the traditional powerhouses - KGO, 

KSOL, KFRC, and KMEL - continued strong, 

both KNBR and KSFO had significent improve-
ment this sweep owing to Giants and A's games 

respectively. KNBR spent several hundreds of 

thousands on advertising this sweep, with 90% 

going into TV. The Giants were heavily promoted 

in this 11-week campaign. KSFO, which formerly 

carried the Giants, rode the crest of "Billy Ball" as 
the A's games helped the station almost triple its 

nighttime shares. 

KYUU and KI01 took slightly different roads to 

success this book. KYUU spent all its ad dollars 

on TV, with heavy promotion of the station's 

"Montgomery Street Mysteries." Musically there 

were some adjustments with regard to the amount 

of gold played. KI01, on the other hand, went 

through some flux with a PD change as well as the 

replacement of some on-air staff. New PD Rob 
Sherwood, who took over from Rob Slaco, im-

plemented a more forefront approach on-air. In 
terms of advertising the station used a mix of 75% 
TV, 25% billboards. 

Audience Composition Analysis 

AGE KGO-AM T 
12- 17. 0.8% 

18- 24. 2 . 4% 

25 - 34 ... 8 . 8% 

35-44 13 . 1% 

45-54 16 9% 

55+ 

12+ TOTAL 70,300 

Mine/Day Listened: 95 
Turnover: 1 1 . 4 

AGE 

12- 17 

18- 24 

25- 34 

35-44 7 3% 

45- 54 .. 4 0% 

55+ . 0 5X 

12. TOTAL 42,300 

Mine/Day Liatcned 11 9 
Turnover: 9.1 

AGE KSFO-AM : AC 
12-17. 32% 

18 - 24.. 7.0% 

25 - 34 10 8% 

35 - 44 

45 - 54 

58.2% 55+ 

KSOL-FM 
39 5% 

32 4% 

16 3% 

AGE KCBS-AM N 
12-17. 0 5% 

18- 24. 0 5% 

25 - 34 13 1 X 

35- 44 10 5% 

45-54 23 3Y. 

55+ 

12+ TOTAL 

23 7% 

19.4% 

35.8% 

12+ TOTAL 37, 100 

Mine/Day Listened: 66 
Turnover: 1 6.4 

AGE 

12- 17 

18- 24 

25 - 34 20 5% 

35 - 44 10 . 2% 

45 - 54 55% 

55+ . 3 3% 

12+ TOTAL 38, 100 

Mine/Day Listened: 47 
Turnover: n. 8 

KFRC-AM R 
38 2% 

22 2% 

AGE 

12-17 .. 

18 - 24 

25 - 34 

35- 44 

45 - 54 

55+ 

12+ TOTAL 30,600 

MlnefDay Listened: 53 
Turnover: 20.3 

KNBR-AM AC 
4 9% 

I 0 1% 

21 9% 

24 2% 

14 1% 

24 8% 

AGE KMEL-FM ,AOR 
12-17 15 9% 

18- 24 54 5% 

25- 34 23 6% 

35- 44m 5 . 0% 

45- 54. 0,7% 

55. . 0.3% 

12+ TOTAL 30»00 

Mine/Day Listened: 69 
Turnover 1 5.6 

AGE 

12- 17 

18- 24 

25- 34 

KYUU-FM AC 
9 5% 

22 6% 

40 9% 

35-44 19 9% 

45-54 5 7% 

55. • 1 4% 

12. TOTAL 29,600 

52 1% Mins/Day Listened 69 

38,200 Turnover 15. 7 

Mine/Day Listened 58 
Turnover 1 8. 7 

-1 .. Format Reach 

AC 

BM 

MISC 

AOR 

N 

CL 

3 8 

S 

0 

BB 
, 3 

RL 
ee l 

m0 9 
O 

« 0 a 

96 

8 1 

7 6 

7 2 

S' 

4 

12 2 

12 

18 8 

Share Trends 
Persons 12+ 
POP(00): 43768 

Mon-Sun 6AM-Mld 

Spring '80 Summer ' 80 Fell '80 Winter '81 Spring '81 

1 KGO -AM 

ECOS-AM 

6F60-FM 

KFRC-AM 

K501-FM 

KASR-AM 

KYUU-FM 

05F 0-FM 

KSFO-AM 

KDI 

0481-FM 

KNEW-M1 

O101 -FM 

KABL-AM 

001E1-FM 

O017 -FM 

KCME-FM 

KBLX-FM 

KLOK-AM 
2 OSAN-FM 

21 ECOS-FM 

22 0101-M1 
23 OCA -FM 

24 KBAV-FM 

25 EVA -.4M 

26 KMPX-FM 

27 KARA-FM 

28 KEZR-FM 

29 600C -FM 

9.0 KGO -AM 

5.5 KCBS -A61 

4.7 6501-FM 

4.4 KN8R-AM 

4.3 KFRC-MI 

4.1 KYLAJ-FM 

3.6 KFOG-FM 

3.3 KNEW-NA 

3.2 KSFO-A1.1 

3.1 KCAIE-FM 

3.0 KABL-M1 

2.9 65F0-FM 

2.9 6101-FM 

2.7 KAEIL-F41 

2.6 154E1-FM 

2.3 KDIA-AM 

1.8 K017-FM 

1.11 KEILX-FM 

1.8 6101-AM 

1.7 KSAN-FM 

1.7 KBAY-FM 

1.7 KYA -FM 

1.7 KMPX-FM 

1.6 KDFC-FM 

1.6 EVA -AM 

1.6 KLOC-AM 

1.2 6510-FM 

1.1 ICLIY-M1 

1.1 KEEN-MI 

9.4 600 -M1 

5.1 KCI3S-MA 

4.8 (901-FM 

4.8 KFRC-ATA 

4.0 6F60-FM 

3.7 KNE10-APA 

3.7 KSFO-MI 

3.0 KIMEL-FM 

3.0 KSFX-FM 

2.9 KARL-AM 

2.9 KnEW-AM 

2.9 MU-FM 

2.8 0481-FM 

2.7 OSLO-FM 

2.6 6101 -FM 

2.3 KCPAE-FM 

2.3 6017-FM 

2.3 ICSAN-FM 

2.0 686V-FM 

2.0 KDIA-M1 

2.0 KEEN-NA 

1.7 0101C-AM 
1.7 EVA -4.41 

1.6 KEZR-FM 

1.5 EVA -FM 

1.5 KMPX-FM 

1.3 6510-FM 

1.2 KCBS-FM 

1.0 KLIV-MI 

9.3 KGO -AM 

7.0 Ka3S-AM 

5.1 050L-FM 

5.1 KFRC-AM 

3.5 66101-FM 

3.4 KNEW-AM 

3.2 KFOG-FM 

3.2 KM1L-AM 

3.1 KYUU-FM 

3.0 KNBR-AM 

3.0 65F0-AM 

2.9 KOME-FM 

2.7 01110-FM 

2.6 65F0-FM 

2.5 KAIIL-FM 

2.5 6017-FM 

2.3 610I-FM 

1.9 KSAN-FM 

1.9 KBAY-FM 

1.7 1001I-FM 

1.7 EWE-AM 

1.5 KD1A-AM 
1.4 ICYA -FM 

1.4 ICYA -AM 

1.3 P9690-FM 

1.2 KEEN-MI 

1.2 KEZR-FM 

1.1 0085-FM 

1.1 KDFC-FM 

9.5 600 - A5101 9.4 

6.0 6501. -FAIM 5.6 

5.7 6C85-AMPS 5.1 

4.5 KSFO-AMMD15.0 

3.9 KFRC-AMIA 4.8 

3.7 61986-AMeo 4.1 

3.6 KMEL-FAIMI 4.0 
3.4 KYUU-FM(.011.0 

3.1 KABL-FM06113.6 

2.9 1(101 -FM 10.13.3 
2.8 KnEw-AMIS 3.1 

2.8 08L0-FMMI 2.6 

2.8 60110-FMMI 2.6 

2.8 KOIT -FM0012.3 

1.7 KABL-M1.142.2 

2.6 KFOG-FM1m92.2 

2.5 ICSFX-FMM 2.1 

2.1 KSAN-FAIKI 2.1 

1.9 KDFC-FMIDU 1.8 

1.7 KEMY-FM1111111.8 

1.7 KDI A-MIMI 1.6 

1.5 KLOK-AMIAD/1.6 

1.3 KEZR-FMM 1.5 

1.2 EVA -FM811 1.3 

1.2 KMPX-FM11811.3 

1.2 KCEIS-FM09 1.2 

1.1 KEEN-4M K1 1.0 

1.1 EVA -AMIN 1.0 

1.1 10011-FMAx41.0 

18 - 24 

25 - 34 

35 - 44 I 4 . 2% 

45 - 54 7 3% 

55+ . I . 2X 

12+ TOTAL 24, 800 

Mine/Day Listened: 62 
Turnover, 1 7.3 

AGE KABL-FM 
12 - 17. 0 7% 

18- 24. 0 7% 

25- 34 11 014 

35- 44 18 0% 

45- 54 14 7% 

55+ 

12. TOTAL 27,200 

Mine/Day Listened 82 
Turnover: 13.1 

BM AGE KBLX-FM 
12 - 17 9 2% 

18-24 :21:78X 14 3 25-34 

. 3 IX 

54.8% 55+ . 0.0% 

12+ TOTAL 19,800 

Mine/Day 

4 L118" 2": 76 Tu  

AGE KIOI-FM : AC 
12-17 5 7% 

32 9% 

38 6% 

AGE KNEW-AM C 
12-17 26% 

18-24 10 0% 

25 - 3 4 18 . 5% 

2 35-44 3 5% 

1 45-54 4 3% 

55+ 33 . 0% 

12+ TOTAL 23, 000 

Mine/Day Listened 66 
  Turnover . 1 6. 4 

10 KEEN-..1 LO 10011-FM 1.0 KARA-R4 1.1 6510-FM 1.0 KJAZ-F411.1 0.9 

31 OBRO-FM 0.9 KEZR-FM 0.9 KDFC-FM 1.0 KARA-FM 0.9 KARA-F.1101 0.8 

32 61011-FM 0.8 KARA-FM 0.9 «Hl -FM 0.9 011V-AM 0.8 KORG-FM111 0.8 

33 6510-FM 0.8 KCI35-FM 0.8 ICEIRG-FM 0.9 KFAT-FM 0.8 6510-FUN? 0.8 

31 KLIV-M1 0.7 KFAT-FM 0.8 6101-M1 0.8 « Hl -AM 0.7 KFAX-M11M10.8 

IS 618E-MI 0.6 ICJAZ-FM 0.7 KFAT-FM 0.8 6800-FM 0.7 KLIV-AMMI 0.7 

36 10011-AM 0.6 EBRO-FM 0.6 10011-MI 0.8 KFAX-AM 0.6 < 101-M1181 0.7 

37 KFAT-FM 0.6 618E-AM 0.6 KRAK -NA 0.7 KRA1(-4.,4 0.6 KFAT-FM10/ 0.6 

38 KFAX-AM 0.5 KICHI-M1 0.6 OPEN-FM 0.5 ICJAZ-FM 0.5 611M-FUN? 0.6 

39 OREO-FM 0.4 OPEN-FM 0.5 KREO-FM 0.5 1(7161-FM 0.5 ICCHI -MIKA, 0.6 

40 ICIAZ-FM 0.4 KRAK-AM 0.5 KEAR-FM 0.4 6E40-FM 0.5 KOFY-MAIS 0.5 

41 KXRX-MA 0.4 ERE -AM 0.5 KFAX-AM 0.1 6101-AM 0.4 KIEN-FMMD10.4 

42 KRAK-AM 0.4 KMIX-AM 0.4 KJAZ-FM 0.1 618E-AM 0.3 6113E-M1101.10.4 

43 KT IM-FM 0.4 IC7 IN-FM 0.4 1(5180-AM 0.4 AZST-Fb11.10.4 
44 OPEN-FM 0.4 KEAR-FM 9.4 6251-FM 0.4  KRAX-AMICI 0.4 

45 0(45-FM 0.3 KAZA-MA 0.3 618E-AM 0.4 0.4 
46 KFAX-NA 0.3 KRE -AMOS KREO-FMM 0.3 

47 KEAN-FM/MO.3 

AGE 

12- 17 

18- 24 

25- 34 19 . 5% 

35- 44 4 . 13% 

45- 54 . 0 . 0% 

5S+ . 8.5% 

12+ TOTAL 19, 500 

Mine/Day Listened: 76 
Turnover: 14 „ 2 

KOME-FM AOR 
23 6% 

51 8% 

AGE KOIT-FM ,BM 
12- 17. 06% 

18- 24. 2 4% 

25- 34 7. I% 

35- 44 23 . 5% 

45- 54 17. IX 

55+ 49 4% 

12. TOTAL 17,000 

Mine/Day LUnened: 67 
Turnover: 1 6.1 

Demographics 

Adults 18-34 

Mon-Sun CAM-Mid 

1 1CAEL-FM 1 KSOL-FM 
2 KOME-FM 2 KYUU-FM 

3 K101-FM 3 KBLX-FM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 KGO -AM 1 KGO -AM 

2 KSFO-AM 2 KYUU -FM 

3 KNBR-AM 3 KC B S -AM 
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San Jose 

Spring ' 81 Market Overview 

KOME, the longtime AOR, achieved perhaps its 

best 12+ share ever in this book, good enough 

to lead the San Jose metro stations and right 
behind KG0 in the overall standings. With strong 

time spent listening figures, KOME continued to 

dominate the male 18-34 cell, with middays 

showing a very healthy increase. 

METRO RANK gg 

Beautiful Music KBAY ranked second again this 

sweep among local stations. The station scored 

best among 25-54 year-olds, where the station 

topped both the male and female demos. 

KEZR showed increased vigor this book, good 

for possibly its best 12+ numbers ever. The sta-

tion earned a salable 18-34 core audience, with 

increases this book particularly coming among 

men. Middays appeared to be where KEZR 

garnered much of its increase this book. 
Two Arbltron methodology notes here. The 

total in-tab for this metro has remained relatively 

stable, but the Hispanic influence has increased. 

There were almost 100 additional diaries retriev-
ed from the High Density Hispanic Area this spring 

than last spring, which could mean increased 

cume opportunities for stations that aimed for 

some Hispanic tune-in. 

Audience Composition Analysis 

AGE KGO-AM T 
12-17. 0 7% 

18-24 5 6% 

25-34 .. 8 3% 

35-44 11 8% 

45-54 23 5% 

55+ 

12* TOTAL 14,400 

Mine/Day Listened: 87 
Turnover, 1 2. 4 

52 1% 

AGE KOME-FM . AOR 
12-17 18 7% 

18-24 55 8% 

25-34 22 5% 

35-44 .. 4 3% 

45-54. 00% 

55+ . 0.7% 

12. TOTAL 13,800 

Mine/Day Listened: 91 
Turnover: 11 . 8 

AGE KBAY-FM ' BM 
12-17. 0 9% 

18-24. 1 8% 

25-34 17 7% 

35-44 29.2% 

45-54 24 8% 

55. 25 7X 

12+ TOTAL 11,300 

Ulna/Day Listened. 85 
Turnover: 1 2. 7 

1 .., Format Reach 

 , 4 
AC 

BM 

AOR 

RISC 

79 

79 

iummommm6 5 

3 3 

O 

3 3 

RL 

2 9 

'e l 2 

64 

12 6 

12 3 

AGE KEZR-FM : R 
12-17 ... 5 9% 

18-24 

25-34 37 3% 

35-44 .. 5 9% 

45-54 . 0 0% 

55+ . 00% 

12+ TOTAL 10,200 

Stine/Day Listened: 84 
Turnover 12.8 

AGE 

12-17 

18-24 

25-34 10.8% 

35-44 4.9% 

45-54. 0 0% 

55+ . 0.0% 

12+ TOTAL 10,200 

Mine/Day Listened: 1 15 
Turnover: 9 . 4 

51.0% 

KSOL-FM B 
38 2% 

46 IX 

AGE KLOK-AM : AC 
12-17 6 8X 

18-24 14 8% 

25-34 40 

35-44 14.8% 

45-54 12.5% 

55+ 10 2% 

12+ TOTAL 8,800 

Mine/Day Listened: 60 
Turnover: 1 8.0 

AGE KCBS-AM N 
12-17. a 0% 
18-24. 1 6% 

9% 25-34 

35-44 

45-54 

SS+ 

12+ TOTAL 8,100 

Mi n e/Day o .7 Listened:2  52 
Turn over: 

AGE KFRC-AM R 
12-17 44 8% 

18-24 26 9% 

25-34 14 9% 

35-44 7 5% 

45-54. 3 0% 

55* . 3 OX 

12* TOTAL 8,700 

bilnsMay Listened 

Turnover: 22 . 1 

18 0% 

19 7% 

13 1% 

47.5% 

AGE KNBR-AM ,AC 
12-17 3 3% 

18-24 10 0% 

25-34 

35-44 

45-54 

55+ 

12* TOTAL 8,000 

49 Mine/Day Listened: 53 
Turnover: 20.3 

23 3% 

33.3% 

16 7% 

13.3% 

AGE KEEN-AM 
12-17. 1 6% 

I8-24 4 8% 

25 -34.24 2% 

35-44 .mmommommm 30.8% 

45-54 25 8% 

55+ w.».12 9% 

12+ TOTAL 6,200 

Mine/Day Listened 78 
Turnover 13 . 8 

AGE 

12-17 

18-24 

25-34 

35-44 20 OX 

45-54 5 0% 

55+ . 33% 

12+ TOTAL 6,000 

Mine/Day LIstened 79 
Turnover 1 3. 7 

KARA-FM 
5 0% 

21 7% 

45 0% 

o 

AGE 

12-17 . 

18-24. 

25-34 

35-44 

45-54 

55+ 

12+ TOTAL 5,800 

Mine/Day Lietened 71 
Turnover: 15.1 

KOIT-FM : BM 
O OX 
1 8% 

12 S% 

21 4% 

28 8% 

37.5% 

AGE KSFO-AM : AC 
12- 17. 1 9% 

18-24 5 8% 

25-34 11 5% 

3 35-44 6 5% 

45-54 
55* 17 3% 

2 

12. TOTAL 5,206 g% 0  

TMuinrnsioDvaey,1 7.7 
Liste n ed 61 

AGE KYUU-FM AC 
12- 17 83% 

18-24 22 9% 

25-34 35 4% 

35-44 10 4% 

45-54 20 8% 

55+ . 2 IX 

12+ TOTAL 4,800 

Mine/Day Listened 53 
Turnover 20.4 

Share Trends   
Persons 12+ 
POP ( 00) : 10786 

Mon-Sun 8AM-Mld 

Spring SO Fell '80 Winter '81 Spring 81 

1 K.,0 - 1M 8.7 KG0 -Am 9.6 020 -A.6 9.1 GAO -4.14 m 7.9 
2 KtoK-Am 5.3 '(GAY-FM 5.9 KOME -FM 6.8 KCME-F%1(A) 7.6 

3 KOME -FM 5.0 KSOL -FM 5.7 '(BAY-FM 6.0 KSAY -FM11196. 2 
4 KBAY-FM 4.6 KOME -FM 5.4 KSOL -FM 5.5 KEZR-FM11A 5.6 
5 KCBS-AM 4.4 KEZR-FM 5.1 (LOX-AM 4.9 KSOL-Fme) 5.6 

6 Kid-FM 4.4 (CBS-AM 4.8 KEZR-FM 4.7 KLOK-AM tAC14.8 

7 KNBR-AM 4. I KLOK-AM 4.4 KYUU-FM 0.1 KFRC -AM OR 3.7 
8 KARA-FM 4.1 KEEN-AM 4.4 KCBS-AM 4.0 KEEN-MA e 3.4 

9 KEZR -.FM 4.0 KFRC -AM 3.9 KEEN-AM 3.8 KCBS-AM OA 3.3 
10 KYUU-FM 3.8 KARA-FM 3.7 KARA-FM 3.5 KNBR-AM 14013.3 
11 KEEN-AM 3.6 KFOG-FM 3.5 KFRC -AM 3.4 KARA -FM 101 3.3 

12 KFcr.,-FM 3.0 KNBR-AM 3.0 K 101 -FM 3.2 K017 -F 14113.1 
13 KFRC-AM 2.9 KSJO-PA 2.6 KBLX-FM 2.8 KSFO-M114012.8 
14 KO) T -FM 2.7 KYUU-FM 2.6 KOIT -FM 2.7 KYUU-FM(4012.6 

15 K101-FM 2.6 K 101 -FM 2.5 KSJO-FM 2.5 K 101-FM14012.4 
16 KSFX -FM 2.5 <AIX -MA 2.5 KSF X -FM 2.2 KFCG-F MIR4112. 4 
17 KL1V -AM 2.4 KSF X -FM 2.2 KFOG-FM 2.2 KS JO-FM(A) 2.0 

18 KSJO-FM 2.1 KSFO-AM 2.2 KL I V-AM 2.0 KSFX-FM1R1 1.9 
19 KSFO-AM 1.9 KOI T -FM 2.0 KNBR-M1 1.7 KFA T-F%1 MU 1 .9 
20 KABL -N4 1.9 KL1 V - AM 2.0 KMEL-FM 1.7 KBLX-FMAr 1.9 

21 KXRX -AM 1.6 KBLX -FM 1.7 KFA 7-FM 1.6 KL I v-AM ¡A 1.6 

12 '(FAT-FM 1.6 (PEN-FM 1.6 KABL-M1 1.3 KAB L -AM (10411 . 6 
23 KYA -AM 1.5 KFAT-FM 1.6 KSFO-AM 1.2 KPEN-F M (AC11.5 

24 KPEN-FM 1.4 KNEW-AM 1.3 KYA -AM 1.1 KDFC -FM t0U 1.5 
25 KN7 A -AM 1.3 KMEL-F M 0.9 KNEW-AM 1.1 KAEW-AM10) 1 . 4 
26 KNEW-AM 1.2 KDFC -FM 0.9 KSAN-FM 1.1 KSAN-FM(01 1.4 

27 K 1 QI -AM 1.2 '(SAN-FM 0.9 KPEIL -FM 1.0 KMEL-FM0I1 1.1 

28 KYA -FM 1.0 KABL -FM 0.9 KN7A-AM 1.0 KAi3L -FM MA 1 .0 

29 1CDFC -FM 1.0 10(H I -FM 0.8 1(001-FM 1.0 K 1BE -AM ICU 0.9 

30 KBLX -FM 1.0 KYA -FM 0.7 KDFC -FM 0.9 KDI A-AM1111 0.8 

31 KD I A-AM 0.9 KXRX -AM 0.7 KAZA-M1 0.9 KRVE -FM Pa) 0.8 
32 ICABL -FM 0.9 KN7A-AM 0.7 KXRX -AM 0.9 KA2A-AM (RI 0.7 
13 KCBS-FM 0.8 KYA -AM 0.7 KPEN-FM 0.8 KYA -AMISS 0.7 
31 K%1EL-FM 0.7 KAIPX-FM 0.6 KYA -FM 0.7 KMPX-Fm MAO. 7 
35 K I BE -AM 0.7 KCBS-FM 0.4 KFAX -AM 0.6 «HI-FM(040.7 

36 KDON-FM 0.7 KDI A-M1 0.4 '(RYE-FM 0.6 KFAX -AM (R,)0.6 

37 8(H)-FM 0.7 K I BE -AM 0.4 KCBS-FM 0.5 KNTA-AAI IS) 0. 5 
38 KFAX -AM 0.7 KFAX -AM 0.4 104PX -FM 0.5 KYA -FM/N) 0.4 

39 KRVE-FM 0.6 «Hl -AM 0.1 KD I A-AM 0.4 KEAR-Fm fRO O. 4 
40 KMPX-FAI 0.5 KKHI -FM 0.4 KDON-FM1c) 0.3 
41 KAZ A -AM O. 4 K I BE -4A1 0.4 KCBS-FM 1111 0.3 

42 KBRG-FM 0.1 10(HI -Am 0.2 KXHI-Am 

43 KSAN-FM 0.0 
44 KXH1 - AM 0.1 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mld 

1 KOME-FM 1 KEZR-FM 

2 KEZR-FM 2 KSOL-FM 

3 KFAT-FM 3 KLOK-AM 

Adults 25-54 

Mon-Sun 8AM-Mid 

1 KBAY-FM I KBAY-FM 

2 KOME-FM 2 KLOK-AM 

3 KNBR -AM 3 KARA-FM 
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Spring ' 81 Market Overview 
There was a new number one station in the 

Puget Sound area, as KISW surpassed longtime 
leader KIRO in the 12+ contest. The last two 

Seattle-area books have recorded sizable gains 
for KISW, apparently in recognition of the attrac-

tion of the Burkhart-Abrams Superstars format. 
In terms of external advertising, the station does 

very little. For the spring sweep, for example, the 

ad effort relied in some newspaper placements as 

well as window stickers, and the giveaway of caps 

and T-shirts. Although KISW had the dominant 

share of teens in the market - almost one-third at 

any given quarter-hour - the station composition 
chart below shows that most of its audience was 

adult, albeit concentrated in the 18-24 cell. 

Two other stations showed notable improve-

ment. KSEA, Bonneville's Beautiful Music entry, 

was able to reverse a multi-book share decline. 
The station ended up as number two among 

women 25-54 in this book. 

KING posted its best book in years. The 

station's Adult Contemporary appeal attracted an 

audience profile almost evenly divided between 

the 18-24 and 25-34 cells. KING's male numbers 

in morning drive registered an especially healthy 

increase over previous surveys. 

Audience Composition Analysis 

AGE KISW-FM AOR 
12-17 33 8% 
18-24 SO 6% 
25-34 12 2X 
35-44. 1 7% 
45-54. 0 0% 
55. . 1 7% 
12. TOTAL 23,700 

AGE KSEA-FM BM 
12-17, 00% 
18-24 49% 
25-34 9 8% 
35-44 22 4% 
45-54 13 3% 
5S. 49 7% 
12. TOTAL 14,300 

Mine/Day Listened 105 Mine/Day Listened 
Turnover 10.3 Turnover 1 1. 6 

AGE KIRO-AM , N 
12-17. 1.4% 

18-24 .. 50% 

25-34 15 8% 

35-44 15 3% 

45-54 14 9% 
55. 
12. TOTAL 22,200 

Mine/Day Listened 57 
Turnover 1 9.0 

47 7% 

AGE KOMO-AM AC 
12-17. 1 2% 
18-24. 4 0% 
25-34 8 7% 

35-44 
45-54 
55+ 
12. TOTAL 17,300 

Mine/Day Listened 62 
Turnover 1 7.5 

24 9% 
13 9% 

47 4% 

-1 .. Format Reach 

AC 

AOR 

N 

8M 

mISC 

RL 
37 

O 
2 4 

CL 
3332 3 

30 S 

15 3 

14 3 

14 1 

13 4 

19 8 

93 

AGE KVI-AM N 
12-17. 0.8% 
18-24 4.5% 
25-34 26 0% 
35-44 16 7% 
45-54 4% 
55. 35 6% 
12. TOTAL 13,200 

Mine/Day Listened 62 
Turnover 17.3 

AGE 
12-17 
18-24 
25-34 
35-44 
45-54. 3 9% 
55. • 1 6% 
12. TOTAL 12,900 

Mine/Day Listened 48 
Turnover 22.4 

KJR-AM R 
22 5% 
28 7% 
31 8% 

11 6% 

AGE 

12-17 
18-24 
25-34 
35-44 11 4% 
45-54 . 3 3% 
SS+ . 2 4% 
12. TOTAL 12,300 

Mine/Day Listened 
Turnover 1 7.0 

KYYX-FM R 
19 5% 

30 9% 
32 5% 

AGE 

12-17.. 
16-24 
25-34 
35-44 6 9% 

45-54.. 6 3% 
55+ .. 80% 
12. TOTAL 11,200 

Mine/Day Listened 49 Mine/Day Listened 70 
Turnover 22.1 Turnover 15.5 

AGE KPLZ-FM 
12-17 8 1% 
18-24 27 9% 
25-34 
35-44 4 7% 
45-54 4 7% 
SS+ . 0 OX 
12. TOTAL 6,800 

R 

54 7% 

18-24 
25-34 
35-44 
45-54 10 0% 
55. 9 IX 
12. TOTAL 11,000 

KING-AM ,AC 
8 0% 

33 0% 
35 7% 

AGE KIXI-FM AC 
12-17...10 0% 

22 7% 
23 6% 
24 SX 

AGE KZAM-FM : AOR 
12-17. 00% 

18-24 32 9% 
25-34 
35-44 .. 6.6% 
45-54. 0.0% 
55. • 1 3% 
12. TOTAL 7,600 

63 Mine/Day Listened 74 Mine/Day Listened 61 
Turnover 17.7 

AGE KNBO-FM R 
12-17 34 SX 
18-24 40 5% 
25-34 17 2% 
35-44.. 6 OX 
45-54. 0 9% 
SS. . 0 9% 
12. TOTAL 11,600 

Mine/Day Listened 79 
Turnover 13.6 

Turnover 1 4 . 6 

AGE KIXI-AM BM 
12-17, 80% 
18-24, 0.0% 
25-34. 2.2% 
35-44 ... 5.6% 
45-54 23.3% 
55. 
12. TOTAL 9,000 

Mine/Day L.stened 87 
Turnover: 1 2. 4 

Share Trends   
Persons 12+ 

1 7659 POP ( 00 ) : 

Mon-Sun 8AM-Mid 

• 

Spring ' 80 Fail ' 80 Spring '81 

1 ( IRO-AM 8.9 KIRO-AM 10.6 KISW-FM(A) 8.6 

2 KOMO-AM 7.8 KOMO-AM 8.3 KIRO-AMM 8.1 

3 KSEA-FM 5.9 KISW-FM 7.3 KOMO-AM(88)6.3 

4 KISW-FM 5.7 KJR -AM 5.2 KSEA-FM(88)5.2 

5 KJR -AM 4.9 ( SEA-FM 4.8 KV) -AM(N) 4.8 

6 KPLZ-FM 4.6 KYYX-FM 4.3 KJR -MIMI 4.7 

7 KZAM-FM 4.6 KPLZ-FM 3.9 KYYX-FM(M 4.5 

8 KV) -AM 4.0 KZAM-FM 3.6 KNBO-FM(8) 4.2 

9 KBRD-FM 3.8 KEZX-FM 3.5 KING-AMI(8614.1 

10 KZOK-FM 3.7 KING-AM 3.5 KIXI-FMKAC14.0 

11 KYYX-FM 3.7 KIXI-AM 3.4 KIXI-AMOMM3.3 

12 KEZX-FM 3.7 KIXI-FM 2.9 KPLZ-FMUM 3.1 

13 KING-AM 3.4 KMPS-AM 2.9 KZAM-FM(81 2.8 

14 KMPS-FM 3.1 KZ(- FM 2.9 KMPS-AM(C) 2.6 

15 KNBQ-FM 2.7 KNBQ-FM 2.9 KMPS-FM(8) 2.6 

16 KIXI-AM 2.6 (MPS-FM 2.5 KEZX-FM(MM2.5 

17 KIXI-FM 2.5 KING-FM 2.5 KBRD-FM08M2.4 

18 KMPS-AM 2.5 KVI -AM 2.4 KXA -AM(0) 2.4 

19 KING-FM 2.1 KTAC-AM 2.3 KING-FM(8E)2.3 

20 KBIQ-FM 2.0 KBRD-FM 2.2 KZOK-FM(8) 2.3 

68 9% 

25-34 
35-44 
45-54 
55. 

12. TOTAL 7,200 

Mine/Day Listened 64 
Turnover 1 7.0 

69.2% 

AGE KMPS-AM ,C 
12-17. 1.4% 
18-24 .. 6.9% 

15 3% 
20.8% 

34 7% 
20.8% 

21 KTAC-AM 1.8 KAYO-AM 1.9 KBLE-FMe8 1.9 

22 KYAC-AM 1.8 KXA -AIN 1.8 KBIO-FM0841.8 

23 KGDN-AM 1.5 KBIQ-FM 1.4 KRPM-FM181 1.7 

24 KAYO-AM 1.3 KRPM-FM 1.0 KGDN-AM98.11.6 

25 KWYZ-AM 1.2 KGDN-AM 0.9 KTAC-AM" 1.4 

26 KXA -AM 1.0 KYAC-AM 0.8 KAYO-AM (N) 1.2 

27 KW.) -AM 0.8 KTNT-AM 0.8 KWYZ-AM(C) 1.2 

28 KZOK-AM 0.8 KWYZ-AM 0.7 WO -AM(C) 1.0 

29 KTNT-AM 0.8 KZOK-AM 0.7 KEX -AM(81:)0.5 

30 KRPM-FM 0.4 KRKO-AM 0.6 KKFX-AMO» 0.5 

31 KG0 -AM 0.4 KZOK-AMM 0.4 

32 KRPM-AM 0.4 KTNT-AM(8q0.4 

33 KBLE-AM98.10.3 

34 KZAM-AM(M 0.2 

Demographics 

Adults 18-34 

Mon-Sun 8AM-Mid 

1 K I Sel-FM 1 KING-AM 

2 KYYX-FM 2 KJR -Ah1 

3 KZANI-FM 3 KISW-FM 

Adults 25-54 

Mon-Sun 8AM-M1d 

1 Kl RO-AM 1 K I RO-AM 

2 KCVO-AM 2 KSEA -FM 

3 KV! -Are ‘ 3 KCMO-AM 



AGE WWBA-FM 
12-17. 1 . IX 

18-24. 2. 6% 

25-34 5.7% 

35-44 5 . 3% 

45-54 7 2% 

SS,   

12. TOTAL 26.500 

Tampa-St. Petersburg 

Spring '81 Market Overview 

WWBA retained its hold on the top slot in the 
Tampa Bay area and became the only station to 
achieve a double-digit share level this sweep. 
WCIYK rebounded from a soft winter book, and 
WOXM and WRBO continued to rise in popularity. 
The WQYK resurgence resulted to some extent 

from listener loyalty to the station, as measured by 

time spent listening comparisons (see chart 

METRO RANK gn)  
below). WQYK topped the metro in this regard. 
The station achieved its best morning drive 

numbers ever while managing to offer a more 
balanced 18-54 audience composition profile 
than its major Country competitor, WSUN. 
WRBQ's CHR format has attracted more and 

more tuners-in over the last several sweeps. The 
station sported a healthy 18-34 core, made major 

gains among female listeners in the market, and 
posted significant increases, especially in midday 

and PM drive. Besides its good young adult pro-

file, WRBQ was a close number two in teens, just 
behind WQXM. 

WQXM is the leading AOR property in the area 
and led in the teen cell with almost a 25 share. 

While having a notable presence in the teen 
category, WQXM had a core 18-24 audience, 
and that audience - especially the young 
males - has been steadily growing for the last 
three surveys. 

12-17 . 0 6rN-AM Audience Composition Analysis AGE W 

18-24 75% 

BM 25-34 5 2% 

Mine/Day Listened 1 12 
Turnover. 9.6 

AGE WQYK-FM 
12-17. 4 7% 

18-24 11 I% 

25-34 17 9% 

35-44 20 9% 

45-54 16 4% 

55, 26 9X 

12. TOTAL 23,400 

Mine/Day Listened: 11 7 
Turnover: 9. 2 

AGE WRBO-FM 
12-17 18 . 8% 

18-24 30 . 0% 

25-34 30 5% 

35-44 13 9% 

45-54 . 3 6% 

55, . 3 . 1% 

12, TOTAL 22,300 

Mine/Day Listened: 99 
Turnover: 1(31.9 

78 1% 

AGE WJYW-FM : BM 
12-17. 00% 

18-24. 3 1 X 

25-34 9 7% 

C 35-44 19 . 9% 

45-54 10 7% 

55 , 

12, TOTAL 19, 600 

Mine/Day Listened. 96 
Turnover, 11 . 3 

56 6% 

AGE WQXM-FM AOR 
12-17 28 2% 

R 18-24 49 4X 

25-34 17 2% 

35-44. 4 6% 

4S-54. 0 0% 

SS , . 0 6X 

12 , TOTAL 17,400 

e 
Format Reach 

BM 

mmummmummummum 16 6 

1 4 8 

12 5 

AOR 

AC 

MISC 

67 

13 
4 8 

."2 8 

E 

m 1 7 

S 
m i 6 

BB 

1. 1 2 

O 

60 6 
RL 

30 5 

11 5 

Mine/Day 'Listened: 106 
Turnover: 1 0 . 2 

24 7 

35-44 .. 7 5% 

45-54 12 7% 

55* 

12* TOTAL 17,300 

Mine/Day Listened: 

Turnover: 13. 3 

AGE 

12-17 

18-24 

25-34 

35-44 11 3% 

45-54 .... 5 3% 

55* ... 66% 

12, TOTAL 15.100 

Mine/Day Listened. 94 
Turnover ii 5 

AGE WFLA-FM BM 
12-17. 0 0% 

18-24. 08% 

25-34. 3 IX 

35-44 7 0% 

45-54 13 3% 

55,   

12, TOTAL 12, 800 

Mine/Day Listened: 82 
Turnover: 13 2 

AGE WFLA-AM 
12-17. 1 OX 

18-24. 1 9% 

25-34 14 6% 

35-44 15 5% 

45-54 11 7% 
66 5% ss, 

AC AGE WPLP-AM T 
12-17. 00% 

18-24. 0 OX 

25-34 . 1 4% 

35-44 .. 5 7% 

45-54 . 1 4% 

SS 3% 55,   

12. TOTAL 10, 300 

81 Mine/Day Listened: 56 
Turnover : 1 9,3 

WCKX-FM R 
23 2% 

20 SX 

33 1% 

75 8% 

AGE WYNF-FM 
12-17 13 3% 

18-24 

25-34 28 9X 

35-44 .. 5 6% 

45-54 . O OX 

55* . 2 . 2% 

12* TOTAL 9,000 

M ins/Day Listened 

Turnover: 13 4 

12. TOTAL 7,000 

Mine/Day Listened 82 
Turnover:13 1 

AOR AGE WTAN-AM AC 
12-17. 0.0% 

18-24. 0 OX 

25-34 0 0% 

35-44 . 3 . 3% 

45-54 19.7% 

55*  77 0% 

12. TOTAL 6, 100 

81 Mine/Day Listened: 109 
Turnover: 9.9 

91 4% 

SO 0% 

AGE WTMP-AM 
12-17 21 7% 

18-24 10 8X 

25-34 20 5% 

35-44 15 7% 

45-54 24 I% 

SS , ... 72% 

12 , TOTAL 6,300 

Mine/Day Listened: 113 

Turnover: 9.6 

Share Trends 
Persons 12 -F-
POP ( 00): 13714 

Mon-Sun (3AM-M1d 

Spring '80 Fall '80 Winter '81 Spring '81 

I WM3 A -F 

2 YiJ YA-F M 

3 WOLF/-AM 

4 V4)XM-F M 

5 AMBO-FM 

6 WF L A -F M 

7 WOYX -FM 

8 WOKF-FM 

9 WF LA-AM 

10 YAM3A-AM 

It NOAE -AM 

1 2 WPL P -AM 

1 3 ALCY-AM 

14 WSRZ-FM 

15 WYNF -FM 

16 /I TMP -AM 

17 AGUL -AM 

18 WDLIV-F M 

19 WAZ E -AM 

10.8 WAI3 A -F M 10.6 %MBA-FM 9.6 AMOA-FM (m)10. 5 
7.4 N171% -F M 9.7 WI YN-F M 9.1.605%- FM (C) 9.3 

6.8 NI YW-F M 7.3 ACK X -FM 8.2 OMB .2-FM (A) 8.8 

6.8 WSON-AM 6.5 M2YK -F M 8.1 YN-F M (8.4) 7.8 

6.5 e LA-FM 6.0 .65/i/-AM 6.3 NQXM-F (A) 6.9 

6.2 ACKX -FM 5.9 NBBQ-FM 6.1 WOW-AM (C) 6.9 
6.2 hf LA-AM 5.7 ,Y(p(M-FM 5.9 ACKX -FM (11) 6.0 

5.8 WR13Q-F‘,1 5.5 eLA-PM 5.5 e LA-FM (1M) 5.1 

5.4 MJXM-FM 4.6 WFLA-FM 5.0 aFiA-AM (AC) 4.1 

4.3 ,MBA -AM 4.2 YUBA-AM 4.4 NYNF -FM (A) 3.6 

3.7 NOAE -AM 4.1 VAN F -FM 3.7 WPM -AM (5) 3.3 
3.5 WYNF -FM 3.9 NPL P -AM 3.3 WPL P -AM (T) 2.8 

3.1 NLCY -AM 2.7 WDAE -AM 2.8 ATAN-AM (AC) 2.4 

2.5 P-AM 2.7 WSRZ -FM 2.2 ADAL -AM (AC) 2.3 

2.4 YISHZ-F M 2.4 ALCY -AM 2.1 YILCY-AM (AC) 2.3 

2.3 WIMP -AM 2.1 WGUL -AM 2.1 ASRZ -FM (A) 2.0 

1.8 WGUL -AM 1.8 WTMP -AM 2.0 KWLF -AM lE) 1.7 

1.1 ATAN-AM 1.6 ATAN-AM (. 3 W1OU -AM (81 1.6 

O. 8 WRXB-AM 0.7 ARXB -AM 1.0 NRXB-AM 111 1.5 

25-34 

35-44 

45-54 

55, 

12* TOTAL 5,900 

Mine/Day Listened. 

Turnover. i 9.2 

AGE WDAE-AM AC 
12-17. 1 7% 

18-24 5 IX 

11 9% 

16 9% 

18 6% 

45 8% 

56 

20 ATAN-AM O. 7 erIJU -AM 0.7 WPAS -AM 0.6 AGUL -AM (rs) 1.2 

21 NRXB -AM 0.7 AULN-F 11 0.7 WI13 S -FM 0.6 NOUV-FN (NA) 0.7 

12 VISOL -AM O. 6 A/FES-FM 0.6 WOW -F M 0.5 WPSO-FM (0) 0.6 

23 // S ST -AM 0.6 WPL A-AM 0.5 WIN:2-AM 0.5 MUS-FM (1M) 0.6 

24 WPL A -AM O. 5 WAZ E -AM 0.4 NPL A-AM 0.4 W16Q-A61 (11) 0.5 

25 WINQ-Phl 0.4 WTI S-AM 0.3 WSST -AM 0.4 WPL A-AM (C) 0.4 

26 WTI S-4.11 0.3 *150-FM 0.3 WTI S -AM 0.3 Y/AZ E -AM (AC) 0.4 
27 WP SO-FM 0.3 

Demographics 

Adults 18-34 

Mon-Sun 8AM-M1d 

1 u.VQXM - FYI 1 WRBQ-FM 

2 WRBQ-FM 2 WCKX -FM 
3 WYNF-FM 3 WQYK -F 

Adults 25-54 

Mon-Sun 6AM-Mld 

1 AQYK -FM 1 'vVQYK -FM 

2 WRBQ-FM 2 WRBQ-FM 
3 WJ YW-FM 3 ACKX -FM 
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Washington, D.C. 
<51 

Spring '81 Market Overview 

The second OM sweep in DC was relatively 

stable in comparison with the winter sweep, but 

there was a difference in men 25-34. In the winter 

book there were 193 in-tab diaries in this cell, but 
in the spring there were 233, a 20% increase. 

Stations that appeal to men 25-34 had more 

cume opportunities and the chance for more. 

stable numbers this book. 
While a number of the leading stations in the 

market experienced slippage, two success stories 

stood out. WPGC-AM & FM went past WROX in 

the hot CHR battle, and WWDC-FM virtually 

METRO RANK 

doubled its previous numbers to go to the head of 

the AOR class. 

WPGC-AM & FM rebounded from a soft winter 

book with gains especially notable among female 

listeners. The stations gave away $50,000 
through callouts, and concentrated their advertis-

ing efforts on direct mail and TV. No programming 

changes were made this survey. As an interesting 

comparison, look at the audience composition 

graphs below for WPGC and for WROX and note 

how congruent they are. 

The AOR scene in Washington is in a state of 

flux which may lead to the audience composition 

for WROX changing over the next few months. As 

Doubleday prepares to take over WAVA, WROX 

is moving into "Phase 2," a format evolution aimed 
at heading off the type of damage Doubleday did 

to ABC's WRIF in Detroit. Perhaps the key player 
in all this is the new AOR leader in the spring, 

WWDC-FM (DC101). New PD Denise Oliver mov-

ed down the road from Baltimore and successfully 

rebuilt the perennial DC AOR kingpin. The gains 

were most dramatic among teens, where VVWDC-

FM became the leader with more than a 23 share. 

As in the case of many successful AOR's, the 
12-17 and 18-24 audiences comprised nearly 

equal parts of WWDC-FM's appeal. 

Audience Composition Analysis 

AGE WMAL-AM .AC 
12-17. 1 7% 

18-24 4 BX 

25-34 7 4X 

35-44 29.3% 

45-54 26 8% 

SS+ 29.9% 

12+ TOTAL 35»øø 

Mine/Day Listened 69 
Turnover. 1 5.6 
AGE WGAY-FM : BM 

12-17. 0 7% 

18-24 . 3 4% 

25-34 12.7X 

35-44 11.3X 

45-54 33.6% 

55+ 38.4X 

12+ TOTAL 29,200 

Mine/Day Listened. 82 
Turnover: 13.2 

AGE 

12-17 

18-24 

25-34 

35-44 7 0% 

45-54 3 7% 

SS* . 04% 

12+ TOTAL 27,000 

Mine/Day Listened 71 
Turnover 1 5.3 

WROX-FM R 
27 0% 

33 7X 

28 1% 

AGE 

12-17 

18-24 

25-34 28.4% 

35-44 92% 

45-54 .. 6 IX 

SS' . 2.7X 

12+ TOTAL 28,100 

Mine/Day Listened: 66 
Turnover: 1 6.5 

WPGC-FM R 
23 0% 

38.7% 

AGE 

12-17 

18-24 

25-34 

35-44 

45-54 .. 4.5% 

SS+ . 2.0% 

12+ TOTAL 24,800 

Mine/Day Listened: 68 
Turnover: 1 5.9 

WKYS-FM B 
15 0% 

35 OX 

30 5% 

13 0% 

__. Format Reach 

AC 

AOR 

BM 

17 2 

15.0 

13.9 

12.2 

10.7 

MISC 
mailm,9 3 

mm i3 3 

N 

CL 

44 

31 

30 

AGE WWDC-FM . AOR 
12-17 38 0%' 

18-24 38 8% 

25-34 21 6% 

35-44. 1.2% 

45-54. 0.0% 

55+ . 0.4% 

12+ TOTAL 24,500 

Mine/Day Listened: 68 
Turnover: 1 5.8 

AGE WASH-FM : AC 
12-17. 0 5% 

18-24 16 5% 

25-34 50.5% 

35-44 20.9% 

45-54 8 7% 

SS. . 2 9% 

12+ TOTAL 20,600 

Mine/Day Listened: 78 
Turnover, 13 . 8 

AGE WHUR-FM 
12-17 7 5% 

18-24 32 6% 

25-34 32 8% 

35-44 18 2% 

45-54 7. 0% 

55+ . 2.1% 

12+ TOTAL 18,700 

Mina/Day Listened: 61 
Turnover 17.7 

AGE 

12-17 

18-24 

25-34 22 0% 

35-44 4 4% 

45-54 . 0.5% 

55. 00% 

12+ TOTAL 18,200 

Mine/Day Listened 68 
Turnover: 1 5,9 

WAVA-FM . AOR AGE WOOK-FM : Et 
18 7% 12-17 21 3% 

54 4% 18-24 34 7X 

25-34 28 0% 

35-44 6.7X 

45-54 .. 7.3% 

55+ . 2.0% 

12+ TOTAL 15,000 

M ins/Day Listened: 59 
Turnover 1 8.3 

AGE WRC-AM . 7 
12-17. 0.0% 

18-24 39% 

25-34 10.5% 

3S-44 8.3% 

45-54 15.5% 

SS+ 

12+ TOTAL 18,100 

Mine/Day Listened: 85 
Turnover: 12.7 

81 9% 

AGE WMZO-FM C 

12-17. 1 . 2% 

18-24 19.0% 

25-34 I 7 3% 

35-44 25.6% 

45-54 21.4% 

SS, 15 5% 

12+ TOTAL 16,800 

Mine/Day Listened: 97 
Turnover: 11.2 

Share Trends   
Persons 12+ 
POP(00): 25250 

Mon -Sun 6AM -Mid 

Spring '80 Fall 'BO Winter '81 Spring '81 

1 4MAL - AM 10.3 *MAL -AM 10.9 %MAL -AM 11.1 *MAL - AM(AC) 8. 6 
2 «4(20-FM 7.9 WGAY-FM 8.2 WRQX -F 51 8.6 *GAY -F MOM) 7. 1 

3 WPGC -FM 7.5 NRQX-FM 7.2 *GAY-FM 8.0 *R3( -FM(R) 6.6 

4 M(Y S -FM 6.2 *KY S -F M 7.0 MO'S -FM 6.9 WPGC -F WM 6.4 
5 *GAY-FM 5.6 WPGC-FM 6.7 WASH-FM 6.3 W1CYS -F mom 6.0 

6 WASH-FM 4.9 WASH-FM 6.2 541-UR-FM 5.1 *MC -F M(4) 6.0 
7 WAVA-F M 4.5 WRC -AM 5.8 WPGC -FM 4.8 WASH-F M(AC) 5. 0 

8 WTOP-AM 4.2 WHUR-FM 4.7 *RC -AM 4.1 MiJR-F51111) 4.6 

9 WOOK -FM 1.1 WTOP-AM 3.6 *MI() -F M 3.6 WAVA-F M(A) 4.5 
10 W14J R -FM 3.8 *03K-FM 3.5 WAVA-FM 3.5 MSC -9H03 4.4 
11 wRc -AM 3.8 WAVA-FM 3.5 WOOK-F M 3.1 YAW() -F M(C) 4.1 

12 #6Z0-FM 3.7 VMOC-FM 2.7 W* -FM 3.1 *03K-F Wei 3.7 

13 44 MD-FM 3.6 V4IQ -F M 2.6 WTOP-AM 3.0 WJ MO-F %MAC) 3.6 
14 MIX -FM 3.0 edj 110-F M 2.3 WEIR-FM 2.8 *TOP-6M451 3.1 
15 WGMS-FM 2.3 VNKX-FM 2.3 WJ SID-FM 2.4 (INKX -F M(°) 2.6 
16 VA'CB -AM 2.2 WCMS-FM 2.1 %CMS -FM 2.2 VIEZ1t-F M OM 2.4 
17 WOL -AM 1.4 WEIR-FM 1.8 YNKX-FM 2.2 *GAG -F WU) 2.3 
18 WUS T -AM 1.3 WP KX -PM 1.5 WP1C( -AM 2.0 WP10( -.W(C) 1.6 
19 W1 F S-FM 1.3 WYCB -AM 1.4 GB‘AM 1.6 «CB-MOIL) 1.3 
20 WPKX-44.1 1.3 WI+ S-FM 1.2 Whs. S-FM 1.1 *GAY -44101.411 . 2 

AGE WJMD-FM AC 
12-17. 0 7% 

18-24 22 8% 

25-34 51 0% 

35-44 13 4% 

45-54 9.4% 

55+ . 2.7% 

12+ TOTAL I 4,900 

Mine/Day Listened: 69 
Turnover: 1 5.7 

AGE WTOP-AM N 
12-17 .. 4 8% 

18-24 . 2 4% 

25-34 .... I 1 1% 

35-44...II 9% 

45-54 11 9% 

SS, 

12+ TOTAL 12,600 

Mine/Day Listened 52 
Turnover . 20.8 

57 9% 

21 WEZR-FM 1.2 «(2S T -AM 1.1 5SGAY-AM 0.9 WPGC-4m14) 0.4 
22 )5MOC -AM 1.0 4/5) GC-AM 1.0 VAIOC -AM 0.8 WENd-AM01.1 0.9 
23 WPGC -AM 0.9 WOL -AM 1.0 WOL -AM 0.8 Met-FM(4) 0.8 

24 YNKX -FM O. 9 *GAY-AM O. 9 WEAM -AM 0.7 *(ST -AM (FIL) 0.7 
25 WEANI -AM O. 8 *MC -AM 0.8 *040-AM 0.7 WGM5 -AM (CL) 0.7 

26 WGMS-AM 0.8 *GMS -AM 0.6 WPGC -AM 0.7 5651 -4510* 0.7 
27 WFS 1 -FM 0.6 WEAM -AM 0.5 «OS T -AM 0.6 »DC -ASH* 0.6 
28 *GAY-AM 0.5 WX TR -F M 0.5 Wf SI-F M(N) 0.4 
29 WL1F-FM 0.3 W1YY-FM 0.4 W I YY -Fm (A) 0.3 

30 •FAx -AM O. 3 W94)-AM 0.1 
31 WXTR-FM O. 3 

32 W94)-AM O. 2 

Demographics 
Adults 18-34 

Mon-Sun 8AM-Mid 

1 'MOC-FM 1 WPGC-FM 
2 WRQX-FM 2 WKY S -FM 

3 WAVA-FM 3 WRQX -FM 

Adults 25-64 

Mon-Sun 8AM-Mid 

1 MIAL-AM 1 NMAL-Nei 

2 WAS H-FM 2 ‘i1GAY-FM 

3 KMZQ-FM 3 WASH-FM 



Take Torbet Radio 
to the NRBA 

Come visit us at our suite at 

THE FONTAINEBLEU HILTON 
Presidential Suite D, 14th floor 

Sunday-Tuesday 5 RM.-8 PM. 
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Sept. 13th 

MONDAY 
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TUESDAY 
sept. 15th 
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WEDNESDAY 
Sept. 16th 
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NOTES 
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PROGRAMMIN 
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COMING SOON FROM 
CONTACT: DAVID POLLEI AT THE NRBA, SUITE 1562-63 FONTAINEBLEAU HILTON, MIAMI BEACH, SEPTEMBER 13-1 
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