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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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adio’s future is definitelv linked to satellites. Networks

and program suppliers are contracting to heam
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 t
radio for satellite programming, and explaining, as clearly as | I
possible. how it all works. ' ,

!
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Please turn to Page 4
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—Satellite Basics

Continued from Page 3

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, 11, 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
“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

|
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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 RKO 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 2s, 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.

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 atex 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 it
is aimed precisely to a single point.

SATCOM — Satellite owned and
operated by RCA Americom.

STV = Uver-the-air subscription
television

- Glossary Of Terms

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
1i0 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.
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© 1981 Gannett

DIFFERENT
RADIOVOICES

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.

A WORLD OF DIFFERENT VOICES
WHERE FREEDOM SPEAKS

WVON, WGCI-FM WWWE, WDOK-FM WLQV, WCZY-FM

Chicago Cleveland

Detroit Los Angeles

KPRZ,KIIS-FM  KSDO, KEZL-FM KSD-AM,KSD-FM  WJYW.FM
San Diego St. Louis

Tampa

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



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 back 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 share-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.

"REACH FOR COUNTRY"




Share Facts

Shields & Yarnell. The mime team.
Proven performers. And a promotion
\ success for a growing number
of key radio stations.

The "UNWIND"” campaign
from ABC Radio Marketing Services-
a 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 share-
up significantly from a 10.3
in the spring 1981 Arbitron. *

"UNWIND"

ABC RA DIO ™ *Source: Arbitron Audience Estimates, T

Adults 12 + M-Sun 60-12m



dh

<’

RKO RADIO SALES

o SELEGT STATIONS
o SELEGT MARKETS
e PROVEN RESULTS

HAVE YOU
CONSIDERED
THE BENEFITS
OF JOINING
OUR LIMITED LIST?

CALL HARRY DURANDO
(212) 7646712

‘F

RKO RADIO SALES

Select stations. select markets
RKO Radio Sales, 1440 Broadway New York, NV (212} 764-6800
NEW YORK/LOS ANGELES/CHICAGO/DETROIT/SAN FRANCISCO/DALLAS/ATLANTA
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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
L’ jets are necessary
to make
P adjustments.
Satellites (which
cost about $40

L\
L / 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

Please turn to Page 10

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:

— N

Uplink

N

® 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 Location

Downlink at Station

Connact via
Lend Linas
Loop o Microwave

Local

® 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.

SATELLITE SPECIAL REPORT/1981 e ®
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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 halt-
million dollars. Next, you'll need
satellite time — either leasing a
full transponder from a satellite
supplier like RCA g i
or American Satel- §
lite Company or [
blocks of time §
from a broker r

Union or Wold
Communications.
The first option
may be somewhat
difficult since
even the newest
satellite, Satcom
III, which will be # 3
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 networks now set to go and
an ever-growing number of syndicated
satellite programs), the impact of this
new technology on radio will be
considerable. = 4

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.




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 Wold. 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.

=552 22 2 2 COMMUNICATIONS

division of Robert Wold Company, Inc.

New York Los Angeles Washington, D.C.
350 Fifth Avenue 10880 Wilshire Boulevard 8150 Leesburg Pike
New York, NY 10118 Los Angeles, CA 90024 Vienna, VA 22180
(212) 947-4475 (213) 474-3500 (703) 442-8550
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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 ;,*FE'W* \* EEN

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/Cformatted 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

subscribers. UPI has 15 downlinks
constructed but has planned an ag-
gressive campaign to provide
numerous dishes to aftiliates
through a lease or purchase pro-
gram which rebates up to $1200 a
vear for five years.

féatellite Races: A Dish For Every_Station?

had the goal of being the first net-
work to be completelyv 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,
\'A 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, RKO with its 225 af-
filiates is completelv using satellite

Fourth-ranked Mutual Radio (850
affiliates), which for two years has

270 downlinks.
‘ The third largest network is UPI
Audio Net, which claims 1000

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 heen using the Audiopak AN-3 at various f
stations for over two vears, 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 A\-3 is the best cart
we've tested” Py

s
TS

Elliott Klein

Comorate Direclor of fngineering,
Buck Owens Broadeasting Group
Chief Engineer. KNIN AM & FML
Phoenix. \Z

Consultant to:

Scripps-Howard Broadcasting Co.
(Radio Division)

Sunbelt Communications Lid.
The Research Group

Transtar Network

1A-3=The Missing Link for
stations who cure how they sound

CAPITOL MAGNETIC PRODUCTS

A Division Of Capitol Reconds, Ine

6902 Sunset Bivd., Hollywood. Calitormia 90028 (213) 461
¢ 1981 Captol Records, Ine

A

Chactol

L}
See the AA-3 Demonstration Booth 304 -3
NRBA Exhibit Hall 2



MUTUAL BROADCASTING
\ L

Mutual is the only radio network - -
headquartered in Washington, with
more reporters in the news capital

Mutual’s radio sateliite offers new
: dimensions in sound quality and
; g enhanced programming capabilities.
(T 11
_

e e

entertainment, frowtnmmcwglc m ....r-m. pu . % Mutual has resident correspondems

and Etton John concents, 10 awards, oz ac a2 g‘m?:trgsn:gég?vzoerg’::xggmsmm
__“wuuungmusmspecuulsllkemq 1B i1 L ; ‘every broadcast day.

Johnny Cash Silver Anmversam

Special” and "Countty _ - -

Music Countdown®

Mutual presents the biggest ploybyplay:. ' Mutual delivers all radio pros.

sports line-up in the business. N.F.L. Notre Dame, Jack Anderson’s “Inside Washingten™;
and other major college contests, NBA. Champlonshlps Larry King's all-night talk show; and

major P.G.A.Tourneys, and the Wimbledon and ’ Dick Clark's weekly “"National Music

us. Open Tenms Champlonshlps Survey and holiday specials.

+ -—«-J{—— 1

[
N Mutual we're 1he radio expens committed to brlngng you the best news sports, Lnd emeﬁammem]
Thm’s why the system works

£\ MUTUAL BROADCASTING SYSTEM

Radio is our only business.

—— —
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Satellite Services
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Automation Equipment Equipment
Bird/Transponder: Interface Package Financing Tonal or Digital
ABC RADIO Westar 3 — T1
IRADIS Enterprise Division for Music Yes No No Tonal
1600 Affiliates Lefograik
- ABC RADIO NETWORKS
RADIS i i Rock Direct, = - NA N/A Yes Yes Digital
1700 Affiliates
ASSOCIATED PRESS
AP Radio Westar 3 — T1 No Yes No N/A
1100 Affiliates
BONNEVILLE BROADCAST/SMN Satcom 1 — T3 Yes Yes No Tonal
100 Affiliates
CONTINENTAL CONTINENTAL RADIO NETWORK Satcom 1 —T8 Yes Yes Yes Tonal
RADIO 30 Affiliates
e» ENTERPRISE RADIO NETWORK iegta 3 — T7 No o o WA
65 Affiliates
| -
S GLOBAL SATELLITE NETWORK
SRTELLITE 40 Affiliates (Rockline)} Westar 1 — T2 No No No Tonal
AETHERR Affiliates N/A for Countryline
l'}\ MUTUAL BROADCASTING
o SYSTEM Westar 1 —T2 Yes Yes No Tonal
mutuol 800 Affiliates
U NAT’O’,V‘AL PUBLIC RADIO Westar 1 —T2 Yes Yes No Digital
rp-\ 250 Affiliates
N NKR PRODUCTIONS Westar 3 — T1 No No No NIA
51 Affiliates
W 3 T1 1
RKO RADIO NETWORK “RKO 182
225 Affiliates 74 for RADIOSHOWS Yes Yes. Top 150 markets No Tonal
satellite SATELLITE MUSIC NETWORK Sitoom 1= T3 Yes No No Tonal
L PR | 150 Affiliates
STARFLEET BLAIR
Wi — N No Tonal
ﬁ 85 Affiliates estar 3 — T1 Yes o
mw TRANSTAR Westar 1 — T1 Yes Yes Yes Digital
Affiliates N/A
tueSdo TUESQ{QYPRODUCTIONS Westar 1 — T2 No No No Time cues
proAuChons, INC. 51 Affiliates
m UNITED PRESS INTERNATIONAL
Ca'-% UP Audio Network Westar 3 — Tt No Yes Yes NA
1000 Affiliates
. WALL STREET JOURNAL
MTEEL.'E Wall Street Journal Report Westar 3 — T1 Yes No No Tonal
JOURNAL =< i1 63 Affiliates

N/A: Not Available
TBA: To Be Announced
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Compensation for Number of Local Accept Spots Promotion Programming Programming
Spots Run Number of Avails Break-ins Only Run Planned Consultancy Available
Talk
) (Dobut eerty 1962
N/A for Sstellite TBA 14 Minutes TBA TBA Yes with 18 hours)
Programming Music
{Debut early 1982/
60-90 second network 60% net, 40% local a0
Yes spots in news on specials No Yes Yes Mid 1
90-Second Window
N/A None in News N/A Yes Yes Now
Cost is $1000/mo Newspaper.
No (100 0 (3 W 4 per hour No Also affiliate contests Yes Early 1982
8 per hour for station
3 minutes per hour plus . 2 . .
No sllxx}/mofvrh. Sm"ﬁ” 3.6 per hour Yes Jingle package Multimedia Campaign September
gets 12 mins. per hour. an option plus TV spot 1981
For Sports Talk Show
Local affiliate gets five per hour
Barter one 60 per newscast for atfiliate, No Yes Yes Now
four per hour for net
Rockline — Station Rockline — 15 Rockline — Now
pays for show Countryline — 9 net/ 8 (both) N/A Yes No Countryline —
Countryline — Barter 6 station October 1. 1981
. Varies per station .
Yes Two minutes Varies per program andpmalk ot Print Yes Now
N/A N/A N/A N/A Yes No Now
2% min per hour
Barter to net 2% min per 5 min per hour Mo Yes Yes Now
hour to station
Specials — 4 min. per
hour net and station
Newscast — 1 min. per hour
SportsSpecials — one 5 . 7!
In some markets ‘;0 sacﬁ”d per net Varies No National dailies Yes Now
and station
Overnight America
Five 60's per hour
for six hours
Starstation (AC)
Stations pay $1000/ gc ati . 2 Sapcrambar 1981
month regardless of 5 umulative min ountry Coast To Coast —
hoi? to :e': o 2 for station to 12 cumulative min No Yes Yes September 1981
Bonneville (BM) Earty 1982
News/Talk Early 1982
Two-thirds of
Barter inventory to net One Yes Ad slicks No Now
One third to affiliate
9 min for station
Yes 1 for net per hour Infinite Yes Yes Yes October. 1981
. 10 per hour, i Si
No —Direct barter il . On-air since
5 for station 10 min over 2 hours No Yes Yes September 12, 1380
No No, except ad slicks
None One per newscast N/A for affiliates Yes Now
No One minute in six One to two Letters to WSJ &
of 17 newscasts Barrons subscribers,
per newscast Yes No Now

national print ads
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ABC Radio

Enterprise Division

1330 Ave. of the Americas

New York, NY 10019

(212) 887-7777

Contact: Micheel Hauptmen, VP

Programming:

Talk Format — Toni Grant &
Michael Jackson

Music Format — Top Tracks

RAPIS
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

M — 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’’; 156
minutes on Sunday “Speaking Of
Everything,” “Consumer Line,” “Joumey
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
aconomics, twice daily stock reports.
Public affairs on weekend, 15 minutes:
“Meet The Author,” “Hal Bruno's
Washington.”

Satellite Program Directory

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 & 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 Redio

50 Rockefeller Piaza

New York, NY 10020 -

(212) 621-1516 Radio Network

Contact: Ben Avery, Deputy Dir. of
Broadcest 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.

“Sportsiine”,” 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.

Bonneville Broadcast
294 County Road

Tenafly, NJ 07670

(800) 631-1600

Contact: John Patton, VP/GM
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 Aduit Contemporary Countdown

Programming:

48 daily news updates at :15 and :45
Triple Crown, Bowl Games, Special Events

Enterprise Radio

40 Darling Drive

Avon, CT 06001

(203) 677-6843

Contact: Scott Rasmussen,
President

Twenty-five-minute daily sports features
(including medicine, law) plus Bill Russell
commentary.

13 hours of daily sports talk.

Global Satellite Network
19456 Ventura Bivd.

Tarzana, CA 91356

(213) 344-5651

Contact: Ed Kritzer

Programming:
“Rockline” — 90-minute weekly show
“Countryline” — 90-minute weekly show

R

GREAT JINGLES

CONTIMENTAL RECORDINGS

210 SOUTH STREET, BOSTON, MA 02111

617-426-3131

BOOTH 110/
PENTHOUSE F




ALTERNATIVE
SATELLITE
PROGRAMIMVING

BY CONTINENTAL RADIO

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 or Dick Lee: (804)
393-2501.

(((0)))

CONTINENTAL RADIO
1318 Spratley Street
Portsmouth, Virginia 23704
(804) 393-2501
Division of the CBN-Continental Broadcasting Network, Inc.
©Copyright 1981, CBN-Continental Broadcasting Network, Inc.
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Mutual Broadcasting
1755 So. Jefferson Davis Hwy.

Arlington, VA 22202
mutual

(703) 685-2080
Contact: Frank Murphy,
VP/Station Relations

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 Joumal,” “Jack Anderson Reports,”
“The Business Beat,” “Wall Street Report,”
“Northwestern Reviewing Stand,” “Labor
News Conference,” “Discussion Of The
80'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.
Washington, DC 20026
(202) 822-2000 rp“
Programming:

“Jazz Alive” plus drama, news and
information, classical music and
documentaries.

NKR Productions
8732 Sunset Bivd.
Suite 700

Los Angeles, CA 90069

QR
(213) 652-0980

Contact: Ron Nickaell, President
Programming:

Concentration on radio/TV simuicast
specials.

“Grammy Awards,” “4th Of July,”
“Halloween,” “New Years Eve.”

4 a4
L0
AL

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
hatf-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 Movias,” “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
Amaerica,” “Equal Time,” “Washington, DC,”
“Reflection.”
RKO 2:

Three minutes of news on the hour and half
hour.
“Economics Update,” “Newsline AM-PM,”
“Asgk The Expert,” two two-minute daily
sports shows and seven two-minute
weekend sports shows per day.

RKO RADIOSHOWS:
“America Overmight”’

=satellite
MUSic I
==netWork

Satellite Music Network
6500 River Chase Circle

East Atlanta, GA 30328

(404) 955-1550

Contact: Kent Burkhert

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 Productions
4429 Morena Bivd.

San Diego, CA 92117

(714) 272-7660

Contact: Bo Donovan, VP

Programming:

Satellite Live — Weekly nationwide talk
show.

UP1 Jhe

United Press International

UPI Audio Network

220 E. 42nd Street

New York, NY 10017

(212) 850-8689

Contact: Ted Feurey, General Meneger

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.

THE[®
WALL STREETIA ¢
JOURNAL 3

Wall Street Journal

Wall Street Journel 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.

SATEHIITES: Here’s How To Order

RADIO'S LINK TO THE FUTURE

More Copies

s

RATINGS
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 46 weeks for processing)
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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

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

simply because we

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.

“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.”

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

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

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.

R&R: 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.

R&R: 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
to accept or not
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

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: Houw 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 gencric liners that will talk

s

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.

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,

[nhere are 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.

R&R: 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-
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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

“A man that’s on at 1:00 or
2:00 in the afternoon in

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. |
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

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.

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.”

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,

GW: TI'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

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 |
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 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-

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

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.

R&R: So they run into the same pro-
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

the
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know somethin
I;gyu should know.) .

These six stations have just named CBS/FM National Sales
their representative. They know that when a station delivers
radios 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, ¢
WKTK,KMOD,KPKE0orWENS (or any other - paeemvsereresrwwe
leading station we represent). They know what N}V
we can do for them. Find out what we can do for you. "% /
Call Eli Kaufman at (212) 975-2185. &
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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.

R&R: 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

R&R: 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 ’

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

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-

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

“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.”

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.

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.

R&R: What about stations that don’t
want your 5-minute newscasts?

GW: What we're

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
S-minute newscast
every hour. That’s
another thing we

“We know 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.”

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

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

point the local sta-
tion can cut away and do 2"z minutes
of its own news after the commercial or
it can rejoin the network after the
minute commercial, and we're going to
do 2% more minutes of news. He also
has the option of blanking out the entire
five minutes and doing it himself local-
ly.
R&R: Or he could be playing music
locally.
GW: Yes, he could if he chose.
R&R: So basically what you've set

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!

R&R: 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.

R&R: 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.
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RATNS  MANAGEMENT PERSPECTIVES

With the spring Arbitron numbers released, it's time for the new R&R Ratings Report, the 1981 edition, Volume 2. In this
publication we’'ll look at the ratings resuits from the top 50 markets in an effort to provide useful data to advertisers and broadcast
managers, programmers, and sales personnel.

In each of our Ratings Reports, we strive to improve on previous versions. We're pleased you so overwhelmingly liked the
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 1981 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 spotin 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.

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

o O
AT &

bragants 955 These stars have already appeared on ROCKLINE —
mKLINE 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.

Hosted in Hollywood by

B. MITCHEL REED

with special live reports from our London carrespondent,
ALAN FREEMAN

¥

A Presentation of
GLOBAL SATELLITE NETWORK
Produced by Eddie Kritzer Associate Producer Cindy Tollin
For information on availability in your market please call 213-344-5651
Global Satellite Network 19456 Ventura Blvd. Los Angeles, Calif. 91356

¢cC 0 M | N G A T T R A ¢ T I 0 N S

MeatlLoaf, Devo, Pat Benatar, Steve Martin, Rush, 2.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

R&R 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 ook 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 somo s |

Spring '81 Market Overview noon drive daypart, where it's likely that the return ~ To promote the station repositioning, WABC
The repositioning of WABC, the return of  of widely-known personality Frankie Crocker to  spent approximately $600,000 on TV, compared
Frankie Crocker on WBLS, and the continued the air 4-8pm had a positive impact. Frankie's to about $150,000 for the previous book. Sub-
consistency of WLPJ and WRFM highlighted the return, or word of it, was largely spread through way signs were also used extensively.
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.

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+ AQH tigure is printed just below the bar graph on each station. You’ll note that two

new figures appear below the 12+ AQH 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 WBLS-FM :B AGE WRFM~FM :BM AGE WNBC-AM :R AGE WINS-AM :N AGE WPAT-FM :BM W
1217 —19.7X 12174 @.7% 12-17 cmamm18.0X 12-17 9 1.2X 12-17 4 ©.4%
18-24 s 26 . 5X 18-24 w 2.4X 1824 wmmmm | 4. 4% 18-24 » 3.0% 18-24 wm 4.4%
25-34 emm—730. 0X 25-34 mm 7.7% 25-34 emmm—27 .6X 25-34 amm | | . 4X 25-34 mm 8.8X
35-44 gmm11.9X 35-44 amm12.9X 35-44 ammm—24.5% 35-44 wmm14.0X 35-44 mmm—7.2%
45-54 == 5.8X 45-54 gummm—19.2% 45-54 am 7.6X 45-54 mmm—20.0X 45-54 cmmm—26 . 2X
55+ wm 8.1X 55+ —57.1% 55+ == 8.0X% 55+ ——49.5% 55+  — 42 . 9X
12+ TOTAL 184,800 12+ TOTAL 122,800 12+ TOTAL 115,600 t2+ TOTAL 106,300 12+ TOTAL 88, 90@
Mins/Day Listened: 105 Mins/Day Listened: 110 Mins/Day Listened: 55 Mins/Day Listened: 49 Mins/Day Listened: 14
Turnover: 10, 3 Turnover: 9.9 Turnover: 19,7 Turnover: 21,9 Turnover: 13,1

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 felt into that demo in the last book. By transiating 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 playlists and demographic strengths you can also tell if a
station is on target with its music and image or not

usea TRAVELING BILLBOARD .

for the Best in BUMPER STRIPS
and WINDOW LABELS ...

%
Call Byron Crecelius Collect . . .
G 314-423-4411

1561 Fairview Ave. ¢ 8t. Louis, MO 63132




WE’D LIKETO
SHOW YOU OUR NEW
NUMBERIN ST.LOUIS

KWK/WWWK

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

‘b 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-Midnight Total Week
KDWB FM, Richfield, MN. WWWK FM, Granite City/ St. Louis




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.

@ormat Reach fSha‘I’e Trends ]
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Share Trends & Demographics

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 April/May '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
format. 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
from 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, O-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-

" MARKET OVERVIEWS AND RADIO

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

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

reserves the right to exercise editorial judgment regarding which stations are COMBIN ATION
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.

BMI STANDS FOR
THE MUSIC AMERICA
HEARS MOST.

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. ,

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 $$$ 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 aftended H&H seminars,
with resultant sales payoff for our clients.

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

| UBER & Rl LD,

BROADCAST RATINGS, RESEARCH AND SALES DEVELOPMENT CONSULTANTS

l LYNN HIBER, VP JHAN HIBER, PRESIDEN™ TOM NELSON, DIRECTOR OF CLIENT SERVICE
' 3102 BIRD ROCK ROAD, PEBBLE BEACH, CA 93955 (408)373-3696 SUITE F, ARBITRON BUILDING, LAUREL, MD 20707 (301) 776-8855
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Regional Format Flow Comparisons

major dayparts. There are charts for each of the seven major

In searching for a graphic way to show broadcasters and
advertisers how listening differs by format and geography,

we’re introducing our new audience flow charts, broken out by day, and Sunday.

formats, showing how listening varies Monday-Friday, Satur-

SPRING 1981 AUDIENCE FLOW — ADULTS 18+
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"Major Market is tenacious,responsible
and resourceful, in short,they get results.

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

| A MAJOR MARKET RADIO SALES
1 “Your Success Is Our Success”

NEW YORK : CHICAGO - LOS ANGELES - PHILADELPHIA - ATLANTA - DETROIT - BOSTON - SAN FRANCISCO - DALLAS - SEATTLE - PORTLAND




Here's how the charts and comparisons were set up: of the quarter-hour numbers for the two stations.

1. Each of the seven formats is represented by two 3. 12 dayparts are represented: 6-10am, 10am-3pm,
geographically diverse markets. One of the markets is a top 3-7pm, and 7pm-midnight for Monday-Friday, Saturday, and
ten metro, the other a market ranked 11-50. Sunday.

2. Each of the 14 markets selected is represented by 4. Breakouts are on the basis of average quarter-hour

two stations, and the graphed listening levels represent a total numbers for adults 18+ for the relevant stations.
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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
stations appears to be congruent throughout regions and clues as to placement of their media buys. Likewise, broad-

‘Black Radio ! \

SPRINL 381 AUDIENCE FLOW — ADULTS 18+
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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

34,809

SCALE 3.4

SCALE 1.2 = 120,000

CHICAGO METRO

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.

]
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OUR ARTISTS ARE ALL (NEII THE DIA

RED RIDER
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SCALE 8.2 = 89,000

®
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SCALE 2.6 = 26.000
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THE CRITICS
ARE UNANIMOUS

ECHTIES:
INSIDE THE MUSIC PROCESS

« . .will enlighten, startle and stagger the mind.”
e Cash Box

“|t'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.”

e 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

NYR,

Productions, Inc.

A Kenny Rogers

Company

The programming flexibility of Echoefs:: Inside the Music Process
makes it a natural for fall planning. Call now for a demo, rates, market
availability and complete 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 & Michael Lee, Producers — Michael Lee, Writer.
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SCALE 2.0 = 200,900

SCALE 6.4 = 64_.080

LOS ANGELES METRO

‘EASY LISTENING RADIO!
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The beginnin
of somethin? ig
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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SCALE 5.2 = 520, gag

SCALE 4.2 = 42,000

NEW YORK METRO

 News/Talk
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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 weli-balanced 25-54
skew the station has achieved (see audience

Albany-Schenectady-Troy

METRO RANK 5@

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-

N

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 slighty more usable
diaries than in the past. Buyers and broadcasters
can thus feel confident about the validity of the
estimates.

25-34 smmmmm18.2%
35-44 mm—t9.3%
45-54 cmmwem 16 0%

55+ 39 0%
12+ TOTAL 18,700
Mins/Day Listened: 78
Turnover: 13 .8

25-34 mmwam 1S 6%

12+ TOTAL 12.200
Mins/Day Listened: 107
Turnover: 10.0

AGE WTRY-AM :R
1217 cnpmm— 21 . 3%
18-24 em—m—23 . 4%
25-34 e——— 20 . G%
35-94 aw 6 4%

45-54 amem 13 8%

S5+ wm 8.5%

12+ TOTAL 9,400
Ming/Day Listened: 58
Turnover: 1 8.7

@orma.t Reach

Audience Composition Analysis

AGE WGY-AM :AC AGE WROW-AM :AC
12-17 m 3 7% 12-17 ., 0 0%
18-24 m 3 7% 18-24 2 2 1%

25-34m 4 3%

35-494 mm 9 6%

45-54 mmmm—25 5%

S5+ e—— 8 5%
12+ TOTAL 9,400

Mins/Day Listened: 70
Turnover: 15.4

AGE WPYX-FM :AOQR AGE WROW-FM :BM
1217 o—21 . 3% 12-17 1 0.0%
1824 mem——56 6% 18-24 m 3 6%

25-34 =m 7 1%

35-444 1 6% 35-44 mmmm 16 7%
45-54 m 3.3% 45-54 cmumm 16 7%
55+ « 1.6% 55+ e——— 6 0%

12+ TOTAL 8, 400
Mins/Day Listened: 88
Turnover: 12.3

AGE WFLY-FM :R
12417 cmm—36 1%
18-24 sommmmmm— 31 9%
25-34 mmm—16 7%

35-44 mm 9.7%
45-54 == 5 6%

65+ . @ 0%

12+ TOTAL 7,200
Mins/Day Listened 63
Turnover: 17.1

AGE WABK-AM :T
12-17. @ 0%
18-24., @ 9%

25-34 - 2.9%

35-494 = 8.6%

45-54 wwem—e 18 6%

S5+ e— 7O . Q%
12+ TOTAL 7,000

Mins/Day Listened: 1 34
Turnover: 8.1

AGE WGNA-FM :C
12-17 m 5.0%
18-24 e 5 0%
25-34 maa 10 0%
35-44 w18 7%
45-54 ummmme18 3%
55+ e 45 0%
12+ TOTAL 6,000
Mins/Day Listened: 112
Turnover: 9.6

(Share Trends

A s Persons 12+ wonsun sanmaia
. POP(00): 6667

“0‘_‘__'3 = Spring '80 Fall '80 Spring '81

8H 1 WGY —AM 19,6 WGY -AM  16.7 WGY -AMACI6.4

——1e 2 WFLY-FM  10.2 WRON-AM 10.2 WPYX-FM(A) 10.7

3 WROW-AM 9.7 WROW-FM 10.0 WIRY-AM® 8.3

p—— 4 WROW-FM 7.1 WIRY-AM 8.4 WROW-AMAC) 8.3

5 WIRY-AM 6.8 WFLY-FM 7.1 WROW-FM®M 7.4

MISC. 6 WOBK-AM 5.9 WPYX-FM 6.2 WFLY-FM® 6,3

6 9 7 WPYX-FM 5.2 WQBK-AM 6.2 WQBK-AM™M 6.2

8 WPTR-AM 4.9 WGNA—FM 4.3 WGNA-FM(G 5.3

T — 9 WQBK-FM 4.7 WWOM-FM 3.9 AWOM-FMIAC) 4,

10 WGNA-FM 4.7 WGFM-FM 3.8 WPTR-AM(AC) 3.6

RL 11 WGFM-FM 4.1 WPTR-AM 3.1 WGFM-FM® 3.6

"4 12 WWOM—FM 3.1 WiRL-FM 2.6 #QBK-FMN 2.8

13 WHRL-FM 1.9 WOQBK—FM 2.4 WOKO-AM©) 2.4

%a o 14 WCSS—AM 1.5 WCSS-AM 2.3 WHRL-FM(BM) 1 3

AGE WWOM-FM : AC

12-17 = 7.8%

18-24 mmm—27 .S%
25-34 cmmm——31. 4%
35-44 mm 7 .8%

45-54 amwem 15 7%

S5+ wmm 9.8%

12+ TOTAL 5,100
Mins/Day Listened: n
Turnover: 1 5.2

AGE WPTR-AM
12-17 e 4 9%
18-24 w12 2%
25-34 — 34 1%
35-44 mm—24 . 4%
45-54 amews 17 . 1%
S5+ == 7.3%

12+ TOTAL 4,100
Mins/Day Listened: 53
Turnover: 20.3

:AC

AGE WGFM-FM :R
12-17 memm 12 2%
18-24 26 8%
25-34 39.0%
35-44 mmm 12 2%
45-54 == 7 3%
S5+ = 2.4%
12+ TOTAL 4,100
Ming/Day Listened: 54
Turnover: 1 9.9

AGE WOBK-FM :AOR
12-17 = 3 1%
18-24 e 28 1%
25-34 c——— 43 8%
35-44 wem 9 4%
45-54 wm 6.3%
5SS+ wm 9.4%
12+ TOTAL 3,200
Mins/Day Listened: 70
Turnover: 1 5.5

AGE WOKO-AM :C
12~17 4 @ 0%
18-24 m 3 7%
25-34 cmmmem 18 5%
35-44 comm— 25 9%
45-54 m——29 6%
55+  ee——m—22.2%
12+ TOTAL 2,700
Mins/Day Listened: 75
Turnover: 14 .3

AGE WHRL-FM :BM
12-17 wam 9.5%
18-24, 0.0%
25-34 w19 0%
35-44, @ o%
45-54 wma 9 5%
S5+ — 1 Q%
12+ TOTAL 2,100
Mins/Day Listened: 86
Turnover: 12,6

WCSS—-AM (AC) 1, l\

15 WKA ) -AM 0.9 WOKO-AM 1.5

16 WOKO-AM 0.8 WKAJ-AM 0.8 WKAJ-AM®R) 1.1
17 WABY-AM 0.7 WJIV-FM 0.8 WWD-AM(O) 1.0
18 WKOL-AM 0.6 WASM-FM 0.5 WASM-FM(BM) 0,9
19 WWD-AM 0.4 WYLR-FM 0.5 WMYL-AMM) 0.8
20 WHAZ -AM 0.5 WRCK-FMMW) 0.5
21 WABY -AM 0.4 WABY-AM®L) 0.5
22 WWD -AM 0.4 WJIV-FM®L) 0.5
23 WHAZ -AM RL) 0.4

Demographics

Adults 18-34

Mon-Sun 6 AM-Mid
M F

Adults 25-54

Mon-Sun 8AM-Mid
M F

T WPYX-FM 1 WPYX-FM 1 WGY -AM 1 WGY -AM
2 WGY -AM 2 WTRY-AM 2 WROW-AM 2 WTRY-AM
3 WQBK-FM 3 WGY -AM 3 WROW-FM 3 WROW-AM
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Garden Grove

Spring ’'81 Market Overview

Last spring when Quarterty 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 exampie, 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 1

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-
ty 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
KLOS-FM :AOR

AGE
12-17 21 S%

AGE KMET-FM :AOR
1217 o 22 3%
18-24 e 35 1%
25-34 emmm—31 2%
35-44 wam 18 4%
45-54, 1 0%
55+ , @ 9%
12+ TOTAL 28,200

25-34 cmm—23 1%
35-44 = 4 1%
45-54 .« 1 7%
55+ . @ 0%
12+ TOTAL 12.100

1824 e— 49 6%

2534 cmmmmm19 6%
35-44 cms— 33 6%
45-54 mmme14 8%

S5+ = B8 4%

t2+ TOTAL 19,709

S5+

Mins/Day Listened 55
Turnover. 19,5

25-34 uam 19 2%

35-44 umm 19 2%

45-54 cmmmmt7 0%
— G0 2%

12+ TOTAL 8,808

Mins/Day Listened 46
Turnover. 16.4

e KFI-AM R acE KNX=AM :N s KFWB-AM :N
12-17 eam 10 3% 12-17, @ 8% 12-17 .« 1 2%
18-24 enmmm 14 0% 18-24 a 2. 3% 18-244 1 2%

25-34 ammm 13 1%

35-44 mmwmm19 0%

45-54 mmmm—17 9%

554 ee—— 47 6%
12+ TOTAL 8,409

Mins/Day Listened 41
Turnover: 26.2

. 7 -FM :A
Mins/Day Listened 9 Mins/Day Listened 52 AGE KNX-F OR = KLAC-AM :C AGE KJOI-FM :BM
Turnover: 13.7 Turnover 20.6 12-17 . 1 .0O% _
_ . 12-17 m 3 4% 12-17. @ 8%

1824 we—30 1%

25-34 em—— 45 6% 18-24 = 3 4% 18-24 @ 2 4%
AGE KABC-AM T e =T 25-34 @ 2 3% 25-34 m 3 6%
12-17 a 2 @% AGE KMPC-AM :T I 35-44 em—38 6% 35-44 w14 3%

18-24 m 3 6%
25-34 wmam11 2%
35-44 cmmame 17 3%
45-54 mmmm—21 4%
S5+
12+ TOTAL 19,600
Mins/Day Listened 74
Turnover: 14 .6

12-17 = 4 5%
18-24 = S S%
25-34 wmm 12 7%
35-44 cmmm14 SX%

——— 44 4%

Turnover. 1 8.4
AGE KBIG-FM :BM
12-17 « 1 3%
18-24 am 6 4%
25-34 omw—m 19 2%
35-44 ummmm16 0%

45-54 = 2 .9%
S5+ . 1 Q%

12+ TOTAL 10,300 S5+

12+ TOTAL 8,809

Mins/Day Listened 73
Turnover 14,7

25-34 eme—— 45 9%
35-44 emm—21 2%
45-54 » 3 SX%

3544 ummmm——2! 2%
45-54 mm 7 1%
5SS+ e 2 9%

12+ TOTAL 9.900 S5

12+ TOTAL 8,500
Mins/Day Listened 66

Mins/Day Listened 63

45-54 cmmmm17 0%

— 35 2%

Ming/Day Listened 66

45-54 emm— 42 . 9%
S5+
12+ TOTAL 8,400

—— 36 . 9%

Mins/Day Listened 63

45-54 cmmmmmm— 27 3%
Turnover 23.3 Turno 17.
55+ cmemm—35 5% AGE KRTH-FM :R rnover 3
AGE KHTZ-FM :AC
12+ TOTAL 11,000 12217 = 3 8% s o AGE KOST-FM :BM
- -
Mins/Day Listened: 59 18-24 mmm—22 2% . 18-24 e 24 7% 12-17 = 2 5%
25-34 cmmee—44 4% 18-24, @ .0%

25-34 ammm 13 8%
35-94 cmmmm——26 3%
45-54 aummmm—m23 8%
S5+ ——— 33 . BX
12+ TOTAL 8,908

2%

45-54 cmmm—m—"25 . 9% Turnover. 1 7.0 rurnover: 16.3 Mins/Day Listened 84
S5+ ——— 32 1% Turnover: 12,9
12+ TOTAL 15,600 (
Mins/Day Listened: 66 Sh r I ' d
Turnover: 16.4 are Pen S |
22 KUTE-FM 1.9 KEZY-FM 1.8 Krsoa-rwnun.9w
- Persons 12 I Mon-Sun 6AM-Mid 23 XTRA-AM 1.9 KZLA-FM 1.; KEZ\Tr-AmA) :z;
. 24 KEZY-FM 1.6 KNDB-FM 1.6 KBRT-AM®RL 1.
Format Reach ANERAL 25 KZLA-FM 1.5 KWST-F¥ 1.6 KEZY-FMA) 1.6
a
26 KNOB—FM 1.4 KWIZ-FM 1.5 KIKF-FM©) 1.6
AOR Spring '80 Fall 80 Spring '81 27 KKGO-FM 1.1 KH} —AM 1.3 KKGO-FMw 1.4
>4 28 KNST-FM 0.9 KFAC-FM 1.1 KUTE-FM®) 1.4
R 1 KBIG-FM 7.9 KBIG-FM 7.3 KMET-FM@) 7.5 29 KYMS-FM 0.9 KKGO-FM 1.1 KWIZ-FM@c)1.3
T ——\ Q 2 KMET-FM 7.2 KLAC-AM 5.4 KABC-AMm 7.3 30 KWIZ-FM 0.9 XIKF-F¥ 1,0 KYMS-FM®L 1.2
BM 3 KABC-AM 5.8 KF| -AM 5.1 KBIG-FM@Mm5.8 31 KOCM—FM 0.8 KOCM—FM 0.8 KWIZ-AM@®C)1.1
_———.a e 4 KRTH-FM 5.1 KJOI-FM 5,0 KLOS-FM(a) 4.5 32 KFA(J:-FVI g.: :m:j: g.; ié&ﬂ:&,:g
T 5 KLAC-AM 5.1 KRTH-FM 4.7 KMPC-AMm 4.1 33 KORJ-FV . b .6 , .
i 6 KFI -AM 4.3 KABC-AM 4.7 KF1 -AM®) 4.0 34 KBRT-AM 0.5 KNAC-FM 0.4 KFAC-FM(cCL1.0
C m—— 7 KNX -FM 4.1 KFWB-AM 4,3 KNX -FM@) 3.8 35 K115-AM 0.3 KBRT-AM 0.4 XTRA-FM® 0.4
79 8 KJOI-FW 3.7 KMET-FM 4.2 KRTH-FM@ 3.7 36 KGER-AM 0.3 KLVE-FM(S) 0.4
e — 9 KMPC-AM 3.7 KNX —AM 4.0 KNX -AM(N) 3.3
G 10 KNX —AM 3.5 KNX <F¥ 4.0 KLAC-AM(©) 3.3 .
MISC
11 KLOS=FM 3.3 KLOS-FM 3.7 KHTZ-FM@c)3.1 D gr ph
62 12 KFWB—AM 3.0 KMPC-AM 3.3 KFWB-AM @) 3.1 emo a‘ lcs
A‘:—,5 13 KIISFM 2.8 KIQQ-FM 3.1 KJOI-FV@em3.1
= s 14 KHTZ-FM 2.8 KIIS-FM 2.5 KOST-FM@m3.0
L—z 9 15 KOST-FM 2.6 KHTZ-FM 2.2 KROQ-FM) 2.6 Adults 18-34 Adults 26-54
J 16 KEZY-AM 2.3 KOST-FM 2.2 XTRA-AM@®) 2.3 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
- 17 KROQ-FM 2.2 KEZY-AM 2.1 KWST-FM®) 2.3 M ¥ M F
. - 2
cL 18 KIQQ-FM 2.1 KRLA-AM 2.1 KRLA-AM®) 2. . .
= 19 KWIZ-AM 2.0 KROQ-FM 2.1 KIIS-Fwm 2.0 1 KMET FM 1 KX ~-FM 1 KMET-FM 1 KBIG-FM
s 20 KH) -AM 1.9 KWIZ-AM 2.1 KZLA-FM@) 2.0 2 KLOS-FM 2 KHTZ-FM 2 KABC -AM 2 KRTH-FM
% 4 21 KRLA-AM 1.9 XTRA-AM 1.9 KIQQ-FM®) 2.0 3KROQ-FM 3 KMET-FM 3 KF1 ~AM 3 KHTZ-FM
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( 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 Arbitron 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

METRO RANK 1[}?1

notably, the returns this survey showed a greatly
increased proportion of 18-24 diaries. There was
a59% 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 falland 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

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.

WVEE, Atlanta’s ieading 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 gaine among the ladies occurring in
midday and PM drive.

AGE WKLS-FM :AOR
1217 e—Z30 7%
18-24 comm— 46 9%
25-34 cmm——19 7%
35-44w 2 4%
45-54, @ 4%
55+ ., @ 0%
12+ TOTAL 25, 400

Mins/Day Listened 94
Turnover: 11,5

AGE WZGC-FM :R
1217 —33 3%
18-24 23 8%

25-34 mm—27 @O%
35-44 mmmmi1 9X
45-54 = 3.2%

S5+ . @.8%

12+ TOTAL 25,200

Mins/Day Listened: 72
Turnover: 14.9

AGE WSB-AM :AC
12-17 2 1 2%
18-24 « 2 0%

25-34 wm 8 0%

35-44 ommmm17.7%
45-54 mmm—19.3%
S5+
12+ TOTAL 24,900

Mins/Day Listened: 66
Turnover: 1 6.2

—— 18X

Gorma.t Reach

Audience Composition Analysis

AGE WAXI-FM :R
1217 =m 7 1%

18-24 mm—37 9%
25-34 om— 38 9%
35-44 mmmmt4 2%
45-54 « 1 9%
55+, @.@%

12+ TOTAL 21,100

Mins/Day Listened: n
Turnover: 15.3

AGE WVEE-FM :B
12-17 cm—21 0%
18-24 comm—31 0%
25-34 cme— 36 2%
35-44 am 5 7%

45-54 =« 2.9%
55+ & 3.3%
12+ TOTAL 21,000

Mins/Day Listened 93
Turnover: 11 .7

AGE WLTA-FM :AC
12-17 a 1.7%
18-24 cummaem 17 1%
25-34 ee—— 42 3%
35-44 e—24 6%
45-54 mmm 11 4%
SS+ - 2.9%
12+ TOTAL 17,500

Mins/Day Listened 100
Turnover: 10,8

AGE WPLO-AM :C
12-17 4+ B.6X
18-24 =mm 18 3%
25-34 cmmamesmm 30 3%
35-44 enmmmman21 9%
45-54 w13 5%
55+ cmmme—m23. 2%
12+ TOTAL 15,500

Ming/Day Listened: 90
Turnover 12.0

AGE WPCH-FM :BM
12-17, @ 0%
18-24., 0 7%
25-349 e 18 8%
35-44 w15 2%
45-54 onmesmm—25 5%
55+ ——— 40 OX

12+ TOTAL 14,500

Ming/Day Listened 80
Turnover: 13,6

OO NOWWAR= VALY OV

(
Persons 12—+ wmon-sun 6aMMid
POP(00): 16419
Spring '80 Fall '80 Spring '81

1 WSB -AM  12.1 WZGC-FM 10.4 WKLS-FM(A) 10.
2 WEE-FM  11.9 WQXI-FM 10.4 WZGC-FM(R) 10.
3 WZGC-FM 10.5 WSB -AM 10.2 WSB -AMACI10.
4 WKLS-FM 8.8 WEE-FM 8.0 WQXI-FM(() 8.
5 WX 1-FM 8.2 WPCH-FM 6.8 WEE-FM® 8
6 WPCH-FM 7.1 WLTA-FM 6.7 WLTA-FM(AC) 7
7 NPLO-AM 4.5 WKLS—FM 6.6 WPLO-AMIC) 6
8 WLTA-FM 4.2 WSB —FM 6.0 WPCH-FM®BM ¢
9 WS -FM 4.1 WPLO-AM 5.1 WGST-AM(N} 4
10 WGST-AM 3.8 WGST-AM 5.0 WSB —Fvi(BM) 4
11 WAOK-AM 3.6 WAOK-AM 3.7 WBIE-FM(C 3,
12 WRNG-AM 3.6 WQXI-AM 2.8 WRNG-aM(M 3
13 WBIE-FM 3.0 WBIE-FM 2.7 WAOK-AM® 2
14 WQX 1AM 2.2 WRNG-AM 2.7 wQXI-av® 2
15 WGKA-AM 1.4 WKA-AVM 1.3 WTJH-AM®RY 0
16 WCOB-AM 0.8 WYZE-AM 0.8 WYZE-AM(RL) 0

AGE WGST-AM :N ABE WRNG-AM : T
12-17, @ 8% 12-17 a 1 4%

18-24 am 6 7% 18-24 - 4 3X
25-34 a0 2% 25-34 =m 8 6%
35-44 mm 7. 7% 35-44 cmmam 17 1%
45-54 w13 .5% 45-54 cmmm 12 9%
55+ c—51 9% S5+ e— 55 7%
12+ TOTAL 10, 490 12+ TOTAL 7,900
Mins/Day Listened: 6] Mins/Day Listened 60
Turnover: 17.8 Turnover: 1 8,1

AGE WSB-FM :BM AGE WAOK-AM :B
12-17 = 2 0% 12-17 omm 98X
18-24., @ 8% 18-24 w13 7%
25-34 um 6 9% 25-34 c——33 . 3%
35-44 cmmma—a—m26 5% 35-44 emmm—t7 6%
45-54 mmmmem 28 6% 45-54 = 3.9%
S5+ e— 4 1% S5+ emm——21.8X%
12+ TOTAL 10,208 {2+ TOTAL 5,1Q0
Mins/Day Listened: 68 Mins/Day Listened: 38
Turnover: 1 5.9 Turnover: 2 8.5

AGE WBIE-FM :C AGE WAXI-AM :R
12-17 m 3 6% 12-17 == 6 4%

18-24 wemmmmn21 4%
25-34 w21 4%
35-44 cmm—25 00X
45-54 cmm—19.0%
55+ = 9.5X

12+ TOTAL 8,400

Mins/Day Listened: 64
Turnover: 1 §,9

18-24 e 234X

25-34 cnmee——— 46 . 8X

3544 mmmm—t4 9X
45-54 = 4 .3X%
55+ = 4.3X%
12+ TOTAL 4.70@8@

Mins/Day Listened: 39
Turnover: 27,7

17 WYZE-AM 0.6 WIGO-aM 0.6 WGKA-AM(CL) 0.6\
18 WCHK-AM 0.6 WTJH-AM 0.6 AKLS-AM ) 0.6
19 WIGO-AM 0.5 WZAL-FM 0.5 WINX-AM(RL) 0.5
20 WCHK-FM 0.5 WCOB-AM 0.5 WCOB~AVM (88) 0.4
21 WFOX-FM 0.3 WGLN-AM 0.5 WIGO-AM®) 0.4
22 WAEC-AM 0.3 WAEC-AM 0.4

23 WKLS-AM 0.3 WFOX-FM 0.3

24 WKL S -AM 0.3

25 WCHK-FM 0.3

26 WCHK-AM 0.1

Demographics

Adults 18-34

Mon-Sun 6AM-Mid
M F

1 WKLS-FM 1 wQX I -FM

Adults 25-64
Mon-Sun 6 AM-Mid

M

1 WQX I-FM 1 WLTA-FM
2 WEE-FM 2 WZGC-FM 2 WEE-FM 2 wSB -AM

IWOQXI-FM 3 WLTA-FM 3 WL TA-FM 3 WPLO-AM




Let our group tell you
what they told

CBS,MacNeil/Lehrer,
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 radic 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, NW,,
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




1981 R&R RATINGS REPORT/VOL. Il * &

fBaltimore

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.

WXYV is the leading Black station in Baltimore
and became even stronger this book with
substantial male increases. Part of its success

METRO RANK 1@\

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,
WXYV spent on busboards this survey, white on-
alr 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 staﬁonw
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 moming drive showing the most
notable rise. The station eamed its highest shares
in recent years. WLIF recaptured some of the au-
dience lost in a soft winter report, with aimost a
50% rise in female numbers this book.

35-44 amm 11 .3%X
45-54 18 .5X
554+ co—C4 Q%

12+ TOTAL 30,200

35-44 am 9.4X
45-54 am 6 9X
55+ e 4 9X

Mins/Day Listened: 81

25-34 mmem 140X

35-44 w15 2%

45-54 mmmmmen 20 4%

55+ cose—— 44 8X

12+ TOTAL 25,000
Mins/Day Listened: 92

12+ TOTAL 24,500

Audience Composition Analysis ase  WPOC-FM :C acE WMAR-FM :BM s WITH-AM :AC
12-17 = 3.5% 12-174 @ 7% l:-;- 0.ex
= 18-24 4 1 3%
G WBAL~-AM :AC £ WXYV-FM :B 18-24 = 5 5X 18~24 wm 8 6X
12A-1E7. 0,3x8 t |2A_c|7 — 18 4% 25-34 umemm 16 . 9% 25-34 am 7 9% 25-34a 2.6%
18-24 2 1.7% 18-24 emmmmmm— 30 6% 35-44 wmmmw—— 30 3% 35-44 mmm—mm?21 7% 35-44 um 8 5%
25-34 = 3. 3% 25-34 e 29 8% 45-54 cummmms 19 . 4% 45-54 s 20 4% 45-54 commmm——28 . 6X

55+ 24, 4% S5+

12+ TOTAL 20,100
Mins/Day Listened: 108
Turnover: 10,0

Mins/Day Listened: 99

Turnover: 13,3 Turnover: 11,0 e WFBR-AM :R e WWIN-AM :B ‘ZA.G‘E7 _ :B‘KxZ-FM : AC
1217 @ 2 8% 12-17 oo 16 7% 18-24 33 3%
AGE WIYY-FM :AOR 18-24 = 6.7X B L 25-34 emmmmmn24 2%
1217 comm—28 . 8% AGE WCBM-AM :AC 25-34 o3t 1X 25-34 anmm 150X 35-44 22 7%
18-24 me—— 48 9% 12-17 @ 3 3% 35-44 amm 14 4% 35-44 mmmmum?21 . 7X 45-54 « 3.0X
25-34 w18 6% 18-24 m 3.3% 45-54 omm13.3X 45-54 108X 55+ um 7 6X
35-44 4 2 3% 25-34 cmmmmmm—32. 7% 55+ eomme———31 7% S5+ = 5.8% 12+ TOTAL 6,600
45-54, @ 4% 35-44 cmmmmm20 9% 12+ TOTAL 18,000 12+ TOTAL 12,000 L . 57
S5+ o 1. 1X Y R— . Mins/Day Listened:
12+ TOTAL 26,400 ;:.5‘ _:§,°;x Mins/Day Listened: 57 i 82 Turnover: 19. 1
Turnover: 19,1 Turnover: 13, 2
12+ TOTAL 21,100 O
Mins/Day Listened: 94 AGE WLPL-FM :R
Turnover: 11,5 Mins/Day Listened: 79 eE WBSB-FM R AGE WCAO-AM :R P 91X
Turnover: 13,6 12-17 21.8% 12-17 =m 64X 18-24 pummenmm 18 9%
AGE WLIF-FM :BM 18-24 35 9% 18-24 wmmmem 183X 25-34 cmmm— 20 4%
12-17 4 1. 2% 25-34 e 30 . 8% 25-34 e 38 . 5X 35-44 = 3.8X
18-24 = 4 4% 35-44 um 5.8% 3544 2! 1% 45-54, @ 0X
45-54 = 3.8X 45-54 cmm 11 OX 55+« o 1.9X

55+« o 1 9X S5+

12+ TOTAL 15,800

Mins/Day Listened: 66
Turnover: 16,3

Turnover: 11, 8

N\

—— 40 8%

12+ TOTAL 15,200

Mins/Day Listened: 93
Turnover: 11,7

- 4 6X
12+ TOTAL 10,900

Mins/Day Listened: 45
Turnover: 23.8

55+ e—1 . 0%

12+ TOTAL 7,700

Ming/Day Listened: 74
Turnover: 14,6

12+ TOTAL S, 300

Mins/Day Listened: 38
Turnover: 2 8,6

Format Reach
Persons 12+ 23 WTTR-FM 0.8 WNAVFM 0.7 WBMD-AM 1.0 WRC MM o.s\
24 WHUR-FM 0.7 WMAL-AM 0.6 WITH-AM 0.9 WEBB-AM® 0.7
AC 25 WGAY-FM 0.5 WKYS-FM 0.5 WMAL-AM 0.9 WASH-FMIAC)0.6
22 7 POP(OO ) - 18219 26 WNAV-AM 0.5 WBMD-AM 0.5 WGAY-FM 0.8 WTTR-FMIACIO.6
27 WKYS—FM 0.5 WGAY-FM 0.5 WEBB-AM 0.7 WKYS-FM® 0.6
R 28 WYCR-FM 0.5 WOOK-FM 0.5 WHURFM 0.7 WSID-AM® 0.6
—\ 8. 3 , , 29 WRBS-FM 0.4 WASH-FM 0.5 WAVA-FM 0.6 WBMD-AM®L 0.5
Spring '80 Fall *80 Winter '81 Spring '81 30 WFRE-FM 0.4 WWDC-FM 0.5 #KYS-FM 0.6 WNAV-FM®MOQ,§
B 31 WNAV-FM 0.4 WRC -AM 0.4 WMAV-FM 0.6 WTOW-AMMLI 0.4
—_“. 1 MBAL-AM  13.5 WBAL-AM  11.0 WBAL-AM 11,2 WBAL-AMIAC)9. S 32 WEBB-AM 0.4 WYCR-FM 0.4 WPKX-AMCI 0.3
2 WIYY-FM 7.7 WIYY-FM 9.9 WIYY-FM 8.7 WIYY-FM®) 8.3 33 WITR-FM 0.3 WRC -AM 0.4 WVKX-FM() 0.2
BN — 3 WXYV-FM 7.6 WLIFFM 8.9 WPOC-FM 7.7 WLIFFu@M7.8 34 WPGC-AM 0.0 WANN-AM 0.3 WPGC-AM® 0.1
131 AWLIF-FM 7.4 WXYV-FM 6.2 WLIFFM 6.7 WXYVFum 7.7 3s WPKX-AM 0.2
S WPOC—FM 6.3 WPOCF™M 6.0 WXYV-FM 6.2 WCBM-AMACI6.6 36 WVKX-FM 0.2
AR 6 WFBR-AM 6.2 WCBM-AM 5.9 WCBM-AM 5.5 WROCFM) 6.3
9.6 7 WCBM-AM 5.1 WMARFM 4.6 WMARFM 5.3 WFBR-AMM 5.6
T B MWIN-AM 4.3 WCAO-AM 4.2 WBSBFM 4.7 WBSBFMM 4.9 R
9 WCAO-AM 3.8 WFBR-AM 4.0 WCAO-AM 4.0 WMAR-FM®M4.3 Demo
95 10 WMAR-FM 3.8 WBSB-FM 3.9 WFBR-AM 3.8 WIN-AM@ 3.8 ap ICS
¢ 11 WLPL-FM 2.8 WWIN-AM 3.9 WWIN-AM 3.6 WCAO-AVM 3.4
— 12 WBKZ-FM 2.5 WSID-AV 2.4 WBKZ-FM 2.0 WITH-AMWACI2.4
13 WTOP-AM 2.2 WPGC-FM 2.1 WLPL-FM 1.9 WBKZ-FVM(AC}2.1
RL 14 WBSB-FYM 2.1 WAYE-AM 2.1 WSID-AM 1.6 WLPL-FM®) 1.7 Adults 18-34 Adults 25-64
1S WAYE-AM 1.9 WLPL-FM 2.0 WRQX-FM 1.5 WPGCFM®) 1.5
"=z 0 16 WKTK-FM 1.8 WBKZ-FM  1.$ w;\?E-AM 1.5 WAYE-AM®®) 1. S Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
N 17 WSID-AM 1.8 WITH-AM 1.2 WPGC-FM 1.4 WHURFM® 1.4 M F M F
- 18 WITH-AM 1.4 WRQX-FM 1.1 WADC-FM 1.4 WWDCFM®} 1.3
19 WROX-FM 1.3 WKTK-FM 1.1 WKTK-FM 1.2 WRBSFM@U 1.1 1T WIYY-FM 1 wXYV-FM 1 WPOC—FM 1 WLIF=FM
8B 20 WPGC-FM 1.1 WIOP-AM 1.1 WTOP-AM 1.2 WRQX-FM®) 1.1 2 WXYV—FM
- 21 wugg-ru g.o m:j: g.x; x:gr;::: 1.2 m?r:xmmg.o 2 WIYY-FM 2 WCBM-AM 2 WCBM-AM
22 WEBB-AM 0.8 WU . 3 .1 WKTKFMAGI0.9 3MBSB-FV 3 WBSB-FM 3 WFBR-AVM 3 WBAL-AM




THE UNPRECEDENTED SUCCESS OF RKO ONE IS BASED ON STATION DEMAND FOR:

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.

* DEMOGRAPHIC, INTEGRATABLE PROGRAMMING

Award-winning news—issue-oriented news reporting with a conversa-

tional and relatable on-air delivery.

Lifesound™ 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 America™—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.
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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:

e 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” ™ with six hours of
talk radio nightly from Dallas and Los Angeles. First call option for RKO

TWO affiliates.

e STEREO TRANSMISSION BY SATELLITE
High quality audio—all feeds of RKO TWO will be broadcast in 15 kHz

stereo from RKO via Westar Il

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.

e MAJOR LEAGUE COMPENSATION
FORALL TOP MARKET STATIONS

J,.

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 Westar Il
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.

e THE RKO MINI PAK
Long form entertainment and informa-
tion shows to supplement local
programming beginning January, 1981. ==
Radioshows program lineups—to include g’ 7 6

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. P

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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to take a ;
second and third *

lookatRKO.
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(Birmingham

Spring ’81 Market Overview

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 ESF
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+ retum

METRO RANK \

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 litie change on-alr, just fin]
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 couid guess who was in the elevators. On-air
there were also extensive personnel changes
made.

AGE WZZK-FM :C
12-17 = 4 9%
18-24 mummm 14 1%
25-34 unmme—— 34 4%
35-44 om0 2%
45-54 mmemm17 2%
S5+ mam 9 2%

12+ TOTAL 16,390
Mins/Day Listened. 108
Turnover: 10.0

25-34 mmmw——23 1%
35-44 aam 8 8%
45-54 = 4.8%

S5+ , 90.7%

12+ TOTAL 14,7908
Mina/Day Listened: 99
Turnover:11.0

AGE WENN-FM :B
1217 e 29 . 2%
18-24 e—— 37 6%
25-34 cmmmm—23 9%
35-44 =m 7 3%
45-54 = 2 84
S5+ =mm 8 3%
t2+ TOTAL 19,908
Mins/Day Listened 115
Turnover: 9.4

Audience Composition Analysis

AGE WSGN-AM :R
12=17 mum 9.1%
18-24 mmmmm16 9%
25-34 mmmm——27 3%
35-44 ammmm 15 6%
45-54 mmm 19 4%
S5+ om0 . 8%
12+ TOTAL 7,700
Mins/Day Listened 56
Turnover:1 9.3

AGE WKXX-FM :R AGE WVOK-AM :C
12-17 o—29 . 3% 12-17 a 1.5%
18-24 eo— 33 3% 18-24 4 1.5%

25-34 mmmme15.2%

35-44 e 15 2%

45-54 16 7%

S5+ —S0 0%
12+ TOTAL 6,600
Mins/Day Listened 77
Turnover: 14 .0

AGE WRKK-FM :AOR
1217 cr—29 8%
18-24 e——2 6%
25-34 wemmam 17 S%
35-44, 0 0%
45-54. 9 8%
S5+ .+ 9 0%
12+ TOTAL 5.709
Mins/Day Listened 88
Turnover:12.3

AGE WATV-AM :B
1217 wmmm12.3%
18-24 mmm 10 5%
25-34 == 10 5%
35-44 wmm——mi7 S%
45-54 mmamee 19 . 3%
554 o 20 8%
12+ TOTAL 5,799
Mins/Day Listened 119
Turnover: 9.1

AGE WAPI-FM :BM
12-17 4+ @ O%
18-24 wmmm 12.5%
25-34 wmm 10 . 7%
35-44 mmmm——n21 4%
45-54 mmmm 14 3%
S5+ ee— 41 1%
12+ TOTAL S, 809
Mins/Day Listened 90
Turnover: 11, 9

AGE WYDE-AM :C AGE WQEZ-FM :BM
12-17 a 1 8% 12-17 a 2 2%
18-24 « 1 8% 18-24 s 13 0%

25-34 ammm 14 5%
35-44 mmm 12 7%
45-54 ammm 14 5%

25-34 mmme 19 9%
35-44am 8 7%
45-54 cmmm—23 9%

55+  —C4 Y% 55+  eo—41 3%
12+ TOTAL 5,509 12+ TOTAL 4.600
Mins/Day Listened: 69 Mins/Day Listened:86
Turnover: 15,7 Turnover 12.6

AGE WERC-AM :R AGE WENN-AM :B
1217 omma 1. 1% 12-17 =m 8.7%X
18-24 cmmmm—20 4% 18=24 ammmem 17 4%
25-34 m——27 8% 25-34 ommm 152X
35-44 smem 13 9% 35-44 ommm 15 2%
45-S4 =m 7 4% 45-54 cmmmem 17 4%
S5+ 20 4% 55+ cmmm——26 1X
12+ TOTAL 5,499 12+ TOTAL 4,800
Mins/Day Listened: 49 Mins/Day Listened: 8 8
Turnover: 21 .9 Turnover: 12.3

AGE WAPI-AM :AC AGE WJLD-AM :B
12-17 4 @.0% 12-17 mm 7.9%
18-24 @ 2.0% 18-24 mm 7.8%

25-34 cmwam 18 3%
35-49 wam 10 2%
45-54 am 8 2%
S5+
12+ TOTAL 4,900
Mins/Day Listened: 74
Turnover: 14 .6

25-34 cmmmm 1S 8%
35-44 wamm——21 1%
45-54 pmem 13 2%

S5+ —— 34 2%
12+ TOTAL 3,800
Mins/Day Listened: 63
Turnover: 1 7.2

— G 3 3%

Format Reach Share Tre nds |
15 WAPI-AM 2.4 WENN-AM 2.4 WDJC-FM®L 2.3 )
c . Persons 12+ Mon-Sun BAM-Mid 16 WCRT-AM 1.8 WBUL-AM 1.5 WBUL-AM® 2.2
17 MWB-AM 1.3 ACRT-AM 1.2 WCRT-AM(AC)2.0
o POP(00): 6915 18 WYAM-AM 1.1 WMWB-AM 1.2 WiWB-AMIACIT.S
23 2 19 WBUL-AM 0.7 WFHK-AM 0.8 WSMQ-AM() 0.8
. ) , 20 WLPH-AM 0.7 WLPH-AM 0.8 WQEN-FM(AC)0.6
B Spring '80 Fall '80 Spring 81 21 WWB-FM 0.7 WWVB-FM 0.5 WRSM-AM(O 0.3
23 22 WQEN-FM 0.6 WSMQ-AM 0.4 WARF-AM() 0.3
1 WENN-FM 12,4 WKXX-FM 11.1 WZZK-FM(IO13.6 23 WAAX-AM 0.4 MEN-FM 0.4
BM 2 WKXX-FM  11.0 WENN-FM T11.1 WKXX-FM®12.3
— 5 3 WSGN-AM 8.3 WSGN-AM 8.3 WENN-FM® 9.1
4 WAPI-FM 6.3 WZZK-FM 7.7 WSGN-AMMR) 6.4 D h e
AC 5 WZZK-FM 5.5 WRKK-FM 6.6 WVOK-AM(©) 5.5 emogl’a.p 1CS
L& 6 WVOK-AM 5.3 WQEZ-FM 6.1 WRKK-FM(A) 4.8
7 WDJC-FM 5.0 WAPI-FM 6.1 WATV-AM@® 4.8
AOR 48 8 WATV-AM 5.0 WATV-AM 5.7 WAPI-FM®BW)4, Adults 18-34 Adults 25-54
9 WERC-AM 4.8 WOK-AM 5.6 WYDE-AM(C) 4.6 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
wIse 10 WENN-AM 4.8 WERC-AM 5.1 WERC-AM®) 4.5 M F M F
- g 11 WILD-AM 4.5 WDJC-FM 4.5 WAPI-AMAC)4, 1 . .
12 WRKK-FM 4.4 WAPI-AM 3.4 WQEZ-FM®M3.8 1 WZZK-FM 1 WKXX-FM 1 WZZK-FM 1 WZZK-FM
RL 13 WYDE-AM 3.9 WYDE-AM 2.9 WENN-AM®) 3.8 2 KXX-FM 2 WZZK-FM 2 WKXX-FM 2 WKXX-FM
=23 14 MEZ-FM 3.5 WJLD-AM 2.4 WjLD-AM®) 3.2 3 WENN-FM 3 WENN-FM 3 WENN-FM 3 WSGN-AM
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f:Boston

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 aimost 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-

METRO RANK ?

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-

N

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.

45-54 . 1.2%
S5+ .+ 0.5X
12+ TOTAL S9,600

Mins/Day Listened: 99

45-54 ammmem 184X
5SS+ eomem——31 3%
12+ TOTAL 45,700

Mins/Day Listened: 75
Turnover: 14 ,4

AGE WXKS-FM :R
1217 a4 8%
18-24 eme—42 . 3%
25-34 cmm— 122 8%
35-44 =mm 7. 9%
45-54 = 4.2%
55+ wm 7.8X
12+ TOTAL 37,800

Mins/Day Listened: 105

35-44 m=m 10 9%
45-54 ammm 12 0%
SS+
12+ TOTAL 37,500

Mins/Day Listened: 68

25-34 mmemm 165X

35-44 cmmm12.0X

45-54 wem—22. 1%

S5+ eo—— 44 7X

12+ TOTAL 35,800

Mins/Day Listened: 57
Turnover: 1 9,1

— 05 Q%

12+ TOTAL 33,900

Mins/Day Listened: 88
Turnover: 12,3

S5+ w» 2.6%
12+ TOTAL 30,800

Mins/Day Listened: 80
Turnover: 13,5

Audience Composition Analysis ase  WJIB-FM :BM  ace  WVBF-FM :R
12-17 .« @ 3X 12717 cnsmm—27  6X
AGE WCOZ-FM :AOR ¢ WEEI-AM :N 18-24a 2 7% 18-24 e 35 . 2X
12-17 41.6% 12-17 . ©.8% 25-34 ammem 15 9% 25-34 cxmmm—— 286X
18-24 42.8% 18-24a 1.6% 35-44 emmam 15 3% 35-44 wm 5.5%
25-34 amm 12 2% 25-34 = 8 8X 45-54 e 195X 45-54 = 2.0X
35-44.4 1.7% 55+  eosmes— 46 3% 55+ o 1.0%

12+ TOTAL 19,900

Mins/Day Listened: 57
Turnover: 1 8,8

Turnover: 10. 9 Turnover: 15,9 ace  WROR-FM :R A WEEI-FM :AOR
AGE WHDH-AM :AC 12-17 = 4 2X 12-17 & 1 S%

12-17 » 2.6% 18-24 3S.6X 18-24 avmem 17 6%

18-24 = 4.8X% AGE WBZ-AM :AC 25-34 cmommmam27 5% 25-34 em—45 2%

25-34 cmmmm 17 3% 12-17 » 2.5% 35-44 cmm——21 7% 35-44 wmum 14.6%

3544 cmm—25 6% 18-24 « 2.2% 45-54 mm 8. 4% 45-54 mm 8 5%

S5+ mmm12.6X
12+ TOTAL 19,900

Mins/Day Listened: 65
Turnover: 16.6

AGE WBCN-FM :AOR ABE WXKS-AM :E
12-17 wmm 10 5% 12-17, 9.0%
18-24 41.4% 18-24 = 2.5%
25-34 38.1% 25-34. 1 .5X
35-44 e 81X 3544 mmm . 2X
45-54 0 1.4% 45-54 exmmm—31.0%
55+ .+ 0.5X S5+ e—3 . 8%

12+ TOTAL 21,000
Mins/Day Listened: 62

12+ TOTAL 18,700
Mins/Day Listened: 139

ABE WRKO-AM :AC
12-17 = 4.8X
18-24 commn 16 2%
25-34 emmm—23.7%
35-44 cmmmsum24 . 3%
45-54 amm 9 8X
S5+  cmmemme21 . 4%
12+ TOTAL 17,300

Mins/Day Listened: 44
Turnover: 24,5

AGE WITS-AM :T
12-17 » 2.8%
18-24 ¢ 1.4%

25-34 =m 7 9%
35-44 cmmmm 15 .8X%
45-54 mmmemm 184X

5S4 em—C2 . S X

12+ TOTAL 13,900

Mins/Da; Listened: 65
Turnover: 16,7

AGE WHUE-FM :BM
12-17 4 @.0%
18-24 am 6.0%
25-34 am 7.7X
35-44 mmmi13.7%
45-54 commmm 17 . 9%
55+ —C4 7%

12+ TOTAL 11,700
Mins/Day Listened: 60

Turnover: 10.3 Turnover: 17.4 Turnover: 7,8 Turnover: 17,9
Format Reach f S T
p hare Trends
4l P 12 24 WDLW-AM 0.3 WKOX-AM 0,8 WCAP-AM 0.7 WESX-AM 0.3 WCAS-AMWA o.ﬁ
AOR ersons MON-Sun GAM-Mid 25 ¥ESX-M 0.8 WCOIAM 0.7 WESK-AM 0.6 W6Z M 0.7 WBZ FM® 0,7
0.8 26 WCGY-FM 0.7 WDLW-AM 0.7 WHUE-AM 0.6 WCAP-AM 0.6 WEZE-AMAL 0.6
27 WBZ FM 0.6 WCAS-AM 0.7 WEZE-AM 0.6 WCOM-AM 0.6 WSNY-AMM 0.6
R POP ( 00 ) R 2879 5 28 WCOM-AM 0.6 WPLMFM 0.6 WCGY-FM 0.6 WCAS-AM 0,6 WESX-AMIGI0.6
———( | 29 WOKQ-FM 0.5 WJDA-AM 0.6 WBZ M 0.5 WPLM-FM 0.6 WSRS-FM@M0.$
BM 30 WLLH-AM 0.4 WEZE-AM 0.5 WSRS—FM 0.4 WCGY-FM 0.5 WCAP-AMUACIO, S
o IV WCAP-MM 0.4 WESXAM 0.4 WOLW-M 0.4 WEZE-AM 0.5 WLYN-FM®® 0.4
Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 32 WSRSFM 0,4 WCAP-AM 0.4 WPLM—FM 0.3 WNTN-AM 0.4 WPLMFMAR O, 4
MISC. 33 WEZE-AM 0.4 WSRS-FM 0.4 WLLH-AM 0.3 WLLH-AM 0.3 WPLM-AM
8.4 | WHDH-AM 11,1 WHDH-AM 9.5 WHDH-AM 9.8 WCOZ-FM 11,0 WCOZ-FM®WI 1,1 34 wrLaw 0.1 WINR-AM 0.3
2487 -AM 9.3 WBZ AM 8.2 WCOZFW 9.1 WHDH-M 10,3 WOH-AMIGS, S
N — 3 WEEI-AM 8.0 WCOZFM 7.8 WBZ M 7.9 WBZ -AM 5.4 WXKS-FMM 7.1
7.0 AWIBFM 6.4 W) IBFEM 6,2 WIIB-FM 7.4 WEEI-AM 6.5 WEEI-ASM 7,0
3 S WBCN-FM 6.2 WBF-FM 5.6 WEEI-AM 7.1 WJIB-FM 5,3 WBZ -AMWG6.7 .
— 6 WBF-FM 5.3 WEEI-MM  S.4 WEEI-FM 4.7 WXKS-FM 5.0 W]IB-FM@AG6,3 Demo a hlcs
4.3 7 WKKS-FM 4.4 WXKKS-FM  S.0 WROR-FM 4.4 WBCN-FM 4.8 WROR-FM® 5.3
T B OWCOZ-FM 4.1 WBCN-FM 4.4 WXKS-FM 4.4 WROR-FM 4.5 WACN-FMW 3.9
-, 9 WROR-FM 4.0 WROR-FW 4.3 WBCN-FM 4.2 WEEI-FM 3.7 WBF-FMM 3.7
10 WRKO-AM 3.6 WRKO-AM 4,0 WBF-FM 4.1 WBF-FM 3.5 WEEI-FMWA) 3.7
RL 11 WITS-AM 3.5 WEEI-FM 3.7 WKKS-AM 3.4 WITS-AM 3.1 WxKS-Awm 3.7
-, 5 12 WEEIFM 2.9 WITS-AM 3.6 WRKO-AM 2,7 WXKS-AM 3.0 #RKO-AMIACI3,2 Adults 18-34 Adults 26-564
13 WXKS-AM 2.8 WXKS-AM 3.3 WSSH-FM 2.4 WRKO-AM 2,4 WITS-AMM 2.6
- 14 WAAF M 2.6 WAAFFM 2.7 WITS-AM 2.4 WHUE-FM 2,2 WHUE-FMm2,2 Mon-Sun 6AM-Mid Mon-Sun 68AM-Mid
1.5 15 WHUE-FM 2.4 WSSH-FM 2,2 WHUE-FM 2.2 WSSH-FM 2,0 WSSH-FMMRy 7 M F M F
cL 16 WSSH-FM 1,6 WHUE-FM 2,0 WIDA-MM 2.1 WCRB-FM 1.8 WILD-AM® 1.5
- 17 WHUE-M 1.5 WCRB-EM 1,5 WAAF-FM 1.4 WILD-AM 1.7 WAAF-FMWA 1.4
1.4 18 ANTN-AM 1.1 WILD-M 1.3 WROL-AM 1.3 WANF-FM 1.4 K:RB-FN:H.& 1 WCOZ-FM
19 WROL-AM 1.0 WBOS-FM 1,1 WCRB-FM 1.3 WIDA-AM 1.4 WOLW-AMO) 1.3 - . _ -
& -, 3 20 WBOS-FM 0.9 WCGY-FM 1.1 WILD-AM 1.1 WHUE-AM 1.2 WJDA-AMWON .3 1 WXKS-FM 1 WHDH-AM 1 WHDH-AM
21 WIDAAM 0.9 WROL-AM 0.3 WCAS-AM 1.0 weoL-a 1.1 weor-awewts 2 WBCN-FM 2 WCOZ-FM 2 W) I B-FM 2 WROR-FM
88 22 WCRB-FM 0.9 WBZ -FM 0.9 WBOS-FM 0.8 WBOS-FM 1.1 WBOS-FMWOI!.0
% 4 23WILD-AM 0.9 WHLUE-AM 0.8 WOKQ-FM 0.8 WOLW-AM 1,0 wcGr-Fum 0.8 3 WXKS-FM 3 WROR-FM 3 WBZ -AM 3 WBZ -AM




LADIES’
CHOICE

If you need to reach Metro Boston women,
you need to reach KISS 108.
It’s the ladies choice.

#

Women 18-49

*ARBITRON Spring 1981 Metro Survey Area
Monday-Sunday 6AM-12MID
Average Quarter Hour Estimates/WomJen 18-49

HEFTEL BROADCASTING CORPORATION

WXKS—FM

Represented Nationally by
MAJOR MARKET RADIO SALES
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‘Buffalo

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

METRO RANK 51\

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. WGRQ and
WPHD both moved up with their respective AOR
and CHR formats, apparently logging their best
shares ever.

~N

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.

AGE WJYE-FM :BM
12-17 4 ©.8%
18-24 = 4. 1%
25-34 = 10 2%
35-44 mwmm 15 8%
45-54 emmmmm 20 . 3%
55+
12+ TOTAL 26,600
Mins/Day Listened: 107
Turnover: 10. 1

— 48 . 9%

AGE WBEN-AM :AC
12-17 4 @.9%
18-24 = 5.2X%

25-34 mmm 11 3%

35-44 amm 9.6X%

45-59 smm— 261X

55+ —— 47 0%
12+ TOTAL 23,000
Mins/Day Listened: 82
Turnover: 13, 2

AGE WKBW=-AM :R
1217 cmmmen15.1%
18-24 cmmm—20 5%
25-34 cmmmm23 5%
35-44 mmemm 18 7%
45-54 e 9 8%
S5+ ——mt12 7%
12+ TOTAL 16,600
Mins/Day Listened 57
Turnover- 1 9.0

Audience Composition Analysis

ABE WGR-AM :AC AGE WWOL-AM :C ABE WACJ-FM :0
12-17 =m 6.7% 12-17 m 3.3% 12-17 » 3.4X
18-24 wm 6.7% 18-24 m 5.0% 18-24 commmmma 24 1%

AGE
1217 o———42 0%
18-29 eommmmem— 40 . 5%

WGRQ-FM :AOR

25-34 cmmsemm—27 .S%
35-44 wmmm——22 S%
45-54 apmm 12 .5%

25-34 cmmem16.7X%
35-44 cm— 33 . 3%
45-54 mmm—23 3%

25-34 mmem13.7%
35-44a 3 1%
45-54 ., 0.0X%

G5+ o+ 0.8X

12+ TOTAL 13,100
Mins/Day Listened 89
Turnover: 12,1

AGE WBEN-FM
12-17 comm—m2i 5%
18-24 s 28 . 9%
25-34 cmesm—27 . 3%
35-44 ammm 13 .2X%
45-54 = 4. 1%

S5+ wm 5.0%

12+ TOTAL 12,100
Mins/Day Listened: 57
Turnover: 19.0

55+ 24 2% 55+
12+ TOTAL 12,000
Mine/Day Listened 49

Turnover 22, 2

AGE WPHD-FM :R AGE WYRK-FM :AC AGE WECK-AM :AC
12-17 =m 8 3% 12-17, ©.8% 12-17 1 ©.9%
18-24 37 6% 18-24 wmm 9 1% 18-24 ., 0.0%

:R 25-34 m— 42 . 2% 25-34 e 13 6% 25-34, 0.0%

35-44 amm11.9%

45-54, 0.0% 45-54 c— 34 1% 45-54 a1 1%
85+ , 0.0X% 55+ commme20.5% 554 ee—— 50 . 3%
12+ TOTAL 10,900 12+ TOTAL 4,400 12+ TOTAL 2,700

Mins/Day Listened: 81
Turnover: 13. 3

AGE WBLK-FM :B L3

1217 cm—21 5%
18-24 wnmmmma 22 . 4%
25-34 w18 7%
35-44 mum11.2%

45-54 a1 2X 45-54. 8.0% 45-54 =m 8.3%

S5+  nemm!5.0% S5+ 4 0.08X% 55+ eesme—4.7%
12+ TOTAL 19,700 12+ TOTAL 3,700 12+ TOTAL 2,400
Mins/Day Listened: 123 Mins/Day Listened: 49 Mins/Day Listened. 44

Turnover: 8.8 Turnover: 22

w18 . 3%
12+ TOTAL 6,000
Mins/Day Listened: 96
Turnover: 11.3

35-49 22 7%

Mins/Day Listened 67
Turnover: 16.

WFXZ-FM :AC
12-17 amm 108X

18-24 o 29 7X
25-34 e 27 . 0%
35-44 cmmm—32 . 4%

.1

25-34 c——C1 . 7%
35-49 cmmm—20 . 7%

45-54, @ 0%

55+ ., 0.9X%

12+ TOTAL 2,900
Mins/Day Listened 52
Turnover: 20.6

35-44 em— 29 . 6%

Mins/Day Listened: 68
1 Turnover: 1 6.0

AGE WYSL-AM :AC
12-17 mm 8.3%
18-24 mm 8.3%
25-34 smm—20 . 2%
35-44 = 4.2X

Turnover: 24 . 8

R Share Trends |
| 16 WECK-AM 0.9 WJJL-AM 1.1 WUFO-AM®) 1.0W
AC e Persons 128 Mon-8un 6AM-Mid 17 CILQ-FM 0.6 WDCX-FM 1.0 CHRE-FM®EM)0.9
POP(00): 103 18 WHLD-AM 0.6 WXRL-AM 0.9 W] JL-AM(AC) 0.6
R (00) 09 19 WHLD-FM 0.5 WLVL-AM 0.7 CHWM-FMWA) 0.5
. 20 CHRE-FM 0.5 WHLD-AM 0.6 WZIR-FM®) 0.5
e Spring ’80 Fall '80 Spring ’81 21 CBL -AM 0.4 CHWM-FM 0.5 WXRL-AM(C) 0.5
. 22 WJJL-AM 0.4 CILQ-FM 0.3 WHLD-AMM) 0.4
1 WJYE-FM 13.3 WBEN-AM 14,3 WJYE-FM@®M)15.5 gi %L,’c:m g°:
e - 2 WBEN-AM 12,2 WJYE-FM 14.0 WBEN-AM(AC)13, 4 ' )
: 3 WKBW-AM 9.2 WKBW-AM 10,1 WKBW-AM®) 9.7
AOR 4 WBEN-FM 9.1 WGR -AM 9.5 WGRQ-FMIA) 7.6 .
e | Swoe o oo 1swenm 71 DEINOZraphics
6 WGRQ-FM 6.7 WGRQ-FM 6.0 WGR -AM(AC)7.0
® 5 7 WBLK-FM 5.4 WBLK-FM 5.9 WPHD-FM®) 6.4
8 WPHD-FM 5.0 WPHD-FM 4.1 WBLK-FM@® 5.2
o 9 WADV-FM 5.0 WADV-FM 3.5 WWOL-AM©) 3.5 Adults 18-34 Adults 25-64
4“0 10 WWOL-AM 2.5 WWOL-AM 2.8 WYRK-FM(AC)2.6 Mon-Sun 6 AM-Mid Mon-Sun 6AM-Mid
11 NYSL-AM 2.2 WYSL-AM 2.6 WFXZ-FM(AC)2,2 M F M
° . 12 WUFO-AM 1.9 WACJ-FM 1.8 WAC)-FM©) 1.7 ‘ .
v 13 WWOR-FM 1.8 WFXZ-FM 1.6 WECK-AM(AC)1.6 1 WGRQ-FM 1 WBEN-FM 4 w)YE_FM 1 WBEN-AM
RL 14 WFXZ-FM 1.4 WZIR-FM 1.3 WYSL-AMAC)T.4 2 WPHD-FM 2 WPHD-FM 5 ygEN- AM 2 W) YE-FM
U] 15 WXRL-AM 1.2 WUFO-AM 1.2 WDCX-FM®L 1.1 3 WKBW-AM 3 WKBW-AM 3 WKBW-AM 3 WKBW-AM
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fchicago

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 mishandi-
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 WKQX showed growth, especially in the
12-24 demos. The station changed its identifica-
tion emphasis from calls to ““Q101"’ 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¢/gallon)
was held as a station promotion.

3544 wmmmt8.8%
45-54 mmmm—20.7%
554  ee—— 48 . X

12+ TOTAL 98,002
Mins/Day Listened: 82

35-44 emmmm15.0%
45-54 amm it 8%
554 —7 . 3%

12+ TOTAL 72,208

25-34 wmm 8.5X%

35-44 mm——20 .24

45-54 mmmm—19.8%

S5+ e—— 47 . X

12+ TOTAL 67,3090

Mins/Day Listened: 94
Turnover: 11,5

Audience Composition Analysis

35-44 cmmm—19.8%
45-54 mum— 23 . 3%
554 c——30.9X
12+ TOTAL 51,500

Mins/Day Listened: 64

25-34 mmmm—26.7%
35-44 ammm14.0%
45-54 wm 7.6%

ABE WLS-FM :R
1217 o227 .9%
18-24 cs— 39 . 3%

AGE WGN=-AM :T AGE WMAQ-AM :C 2534 eomsmemmm29.5X%
12-17 & 1.0% 12-17 w 4.1% 35-44a 1.6%
18-24 u 1.8X 18-24 @ 2.7X% 45-54 . 8.9%
25-34 wmm 9.7% 25-34 cmmmmm19. 4% 55+ . 0.7X 55+

12+ TOTAL 43,000

Mins/Day Listened: 57
Turnover: 19,0

S5+ « 1.9X
12+ TOTAL 41,209

Mins/Day Listened 79

35-44 um 7.8%
45-54 mmmi1.8X

S5+

— 8 . 8%
12+ TOTAL 38,200

Mins/Day Listened: 78
Turnover: 13,8

AGE WKQX-FM :AC
1217 w12, 4%
18-24 avmmm—m— 33 . 5X
25-34 27 .6%
35-44 smm 8.8%
45-54 wmmm12.7%
m 5.1%
12+ TOTAL 37,000

Mins/Day Listened: 61
Turnover: 17,6

. : -FM :AOR
Turnover: 13, 1 Turnover: 1 7,0 AGE WGCI-FM :B \ AGE WMET AO
1217 e 1 8. 4% 2-17 e——30 . 5%
AGE WBBM-AM :N 18-24 29.9% 122—22 TSO A%
12-17 a2 1.2% 25-34 m—28 . 9% B L JilJa
18-24 = 3.2% — WLS=AM R 35 44 emme!5.8% 35-440 1.1%
25-34 w1 5X 1217 momm—25 . 9% 45-54 = 5.1X 45-544 1.7%
1824 e 20 . 2% 55+ . 8.3%

12+ TOTAL 35,180

Mins/Day Listened: 60
Turnover: 18,1

64 55+ wm 5.6% Turnover: 13,7
Mins/Day Listened 12+ TOTAL 49,900
T B = . - A
urnover: 16. 9 Mins/Day Listened: 46 12AGF7 gIND AM T 1;95 WCLR-FM : AC
AGE WLOO-FM :BM Turnover: 23,4 |8-24 ! 03‘ :‘x IB-;Z o 57|"9 ox
12-17 + 8.9% Tetm 3. i
18-24 m 3.9% 25-34 mmm 9.2% 25-34 amm—— 39 . 9%

35-44 wmm—18.2X
45-54 w1t .6%
55+ m 5.1%

12+ TOTAL 33,800

Mins/Day Listened 57
Turnover: 19,0

ABE WLAK-FM :BM
12-17 « 2.9%
18-24 ¢ 1.8%

25-34 =mm10.9%

35-44 amm11.8%

45-54 mmm—21 1%

554 c—3 . 5%
12+ TOTAL 33,100

Mins/Day Listened 72
Turnover: 15,1

AGE WJEZ-FM :C
12-17 a 2.2%
18-24 emmum 16. 5%
25-34 w17 .8%
35-44 mmm——27.3%
45-54 s 23 . 5%
55+  wmmm12.7%
12+ TOTAL 31,500

Mins/Day Listened 76
Turnover: 14,3

AGE WLUP-FM :AOR
12-17 osmmem—31 .6X%
18-24 43.8%
25-34 mmm——2i.7%
35-44 1.9%
45-54. 1.8X%
S5+ ., 9.9%X

12+ TOTAL 31,300

Mins/Day Listened: 52
Turnover: 20.9

Format Reach Share Trends
e 25 WIID-AM 1.3 WIID-AM 1.0 WJJD-AM 1.1 WCFL-AM 1.1 W) JD-AM® o)
+ 26 WCFL-AM 0.5 WYEN-FM 0.8 WKRS-AM 0.9 WEFMFM 1.1 WOJO-FM® 0.9
14 8 Persons 12 Mon-Sun BAM-MId 27 wen-ru 0.5 %CFL-AM 0.5 WYEN-FM 0.8 wNiBF¥ 0.6 WYEN-FMUC)0. 8
T 28 WNIB-FW 0.4 WNIB-FM 0.5 WCFL-AM 0.7 WXFM-FM 0.6 WXFM-FWe 0.5
13 9 20 WOPA-AM 0.4 WOPA-AM 0.5 WOPA-AM 0.5 WYEN-FM 0.3 WNIB-FMCyO0. S
. 30 WIOL-AM 0.4 WCRW-AM 0.4 WXFW-FM 0.5 WjCB~AMM 0.5
BM POP ( 00) 1 62863 31 WJOB-AM 0.4 WXFM-FY 0.4 WjUB-AM 0.5
13 0 32 WXF-FM 0.3
s 33 WAUR-FM 0.3
e Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 3 A 0.3
R— UWGN -AM 10,9 WON -AM 12,0 WGN -AM 9.7 WOV -AM 10,5 WN -AMM 9.6
93 2 WLOD-FM 6.7 WBBM-AM 6.6 WLOD-FW 6.9 WLOD-FM 6.9 WBEM-AMD 7.2
c 3 WBBM-AM 6.5 WLOD-FM 6.0 #GCI-FM 6.0 WBBM-AM 6.1 WLOO-FumanG.?
— 4 WLS -AM 6.4 WLS -AM 5.7 WBEM-AM 5.8 ALS -AM 5.3 WMAQ-AMIO) S.1 3
: S WMAQ-AM 4.9 WLAK-FM 5.0 WLS -AM 5.7 WMAG-AM 5.1 WLS -AMSI 5.0 h
MISC. 6 WLAK-FM 4.6 WLUP-FM 4.7 WAQ-AM 4.9 WGCI-FM 4.9 WIS -FMM 4.3 De I I l 0 ap lcs
8 [ 7 WIND-AM 4.6 WMAQ-AM 4,7 WIND-AM 4.6 WLAK-FM 4.4 WOCH-Fum 4,1
8 WLUP-FM 4.0 WGCI-FM 4.1 WMAK-FW 4.6 WIET-FW 4.0 #IND-AMM 3.8
AOR 9 WGCI-FM 3.5 WIND-AM 4.1 WLUP-FM 3.8 WLS -F¥ 3.5 WKQK-FMAG.7
T— 10 WBMX-FM 3.4 WBMX-FM 3.6 WMET-FM 3.5 WLLP-FM 3.4 AMET-FMOM 3.
N T1OWEYR-FM 3.3 WEYR-FM 3.4 WIEZ-FM 3.3 WYR-FM 3.3 ACLR-FWAG].)
—— 12 WKQX-FM 3.2 WMET-FW 3.2 WCLR-FM 3.3 WIND-AM 3.2 WLAK-FWMA3.3 Adults 18-34 Adults 25-64
7.2 13 WJEZ-FM 3.1 WLLR-FM 3.1 WKQX-FM 3.2 WCLR-FM 3.2 W)EZ-FW) 3.1
cL T4 WEFM-FM 2.8 WKQX-FM 2.9 WFYR-FM 3.1 WOMX-FM 3.1 WLUP-FUW) 3.1 Mon-Sun 6AM-Mid Mon-Sun 8AM-Mid
-, TS WCLR-FM 2.8 #BBM-FW 2.4 WBMX-FM 2.9 WKQX-FW 3.0 w)PC-AM® 3.1 M F F
16 WLS -FM 2.4 WIEZ-FM 2.3 WEFM-FW 2.7 WIPC-AM 2.6 #AIT-AM®M3.0 M
E 17 WBBM-FM 2.3 WLS M 2.2 WBBM-FM 2.5 WBBM-FM 2,6 W YR-FUAC2.8
- 18 WAIT-AM 2.2 WAIT-AM 2.0 WIPC-AM 2.3 WJEZ-FM 2.5 WBMX-FM® 2.6
19 WMET-FM 2.1 WON-AM 1.9 WEMT-FM 1.8 WMT-FW 1.9 wBBM-FUAGI2.4
S 20 WEMT-FM 2.0 WJPC-AM 1.9 WKRT-FM 1.7 WAIT-AM 1.9 WEMT-FWCL1.9 1 WLS ~FM 1 WFYR-FM 1 WGN ~AM 1 WGN ~-AM
= 9 21 WVON-AM 1.9 WEFM-FM 1.8 WON-AM 1.6 WON-AM 1.7 WCFL-AMWAO)] .8
J 22 WIPC-AM 1.6 WEMT-FM 1.6 WAIT-AM 1.3 WOJO-FM 1.3 WEFM-FM®@ 1:6 2 WET-FM 2 WKQX~FM 2 WBBM~AM 2 WLOO~FM
. 23 WOJOFM 1.6 WOJO-FM 1.4 WLS -FM 1.2 WKRT-FM 1.3 WWON-AM® 1.5
9.5 24 WXRT-FM 1.5 WXRT-FM 1.3 WOJO-FM 1.1 wjJO-AM - 3.1 WXRT-FWW) 1.3 3 WLUP-FM 3 WLS ~-AM 3 WMAQ-AM 3 WMAQ-~-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
WLQA, 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

share for WLW in years, perhaps ever. Musically
the staton 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 (WLQA) and successtully 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 conftrasts with the previoug
sweep when there was no ad budget. On-air there
was very litle 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 WKRQ for the lead with more than a
27 share. WWEZ, the Beautiful Music pacesetter,
ranked highly among 25-54 adults again.

Audience Composition Analysis

AGE WLW-AM :AC AGE WEBN=FM :AOR 25-34 = 4 5% 25-34 cmmmm17 1% 25-34 mmmm—28 6X
12-17» 1 6% 1217 —28 Q% 35-44 ammm} 1 4% 35-44 mmeam17 1% 35-44 aumm 11 9%
18-24 = 2.2% 18-24 e— 41 6% 45-54 e 197X 45-54 ememnmem25 . 7% 45-54 = 4.8X

25-34 mmm——18.5%
35-44 mmm 1@ 9%
45-54 e 17 9%
55+
12+ TOTAL 18,400
Mins/Day Listened: 59
Turnover: 1 8.4

35-44 ., 0 6%
45-54 . 1 9%
S5+ o 1 2%

—— 48 9%

Turnover: 13.2

AGE WRRM-FM :AC AGE WSAI-AM C AGE WBLZ-FM :B
12-17 = 2 5% 12-17, @ 8% 1217 o 24 . 3%

AGE WWEZ-FM :BM 18-24 =33 9X 18-24 @ 4 2% 18-24 enmem— 45 9%
12-17 .+ @ .6% AGE WKRC-AM :AC 25-34 mm—28 8% 25-34 mmm |4 6% 25-34 mme—24 . 3%
18-24 = 3 0% 12-17 m 2.6% 35-44 cmm—25 4% 35-44 wn 37 5% 35-44 @ 2 7%

25-34 wmm 9.8% 18-24 wmm 8 4% 45-54 = 5. 1% P r— 45-54, ©.0%
35-44 wammm 15 9% 25-34 em— 37 . 0% 55+ = 4.2% 55+ 25 o% S5+ w 2.7%

35-44 w14 X
45-54 ammm 11 7%

SS+
12+ TOTAL 15,400

45-54 cmmm——21 3%
55+ —— 49 4%
12+ TOTAL 16,400
Mins/Day Listened 96
Turnover: 11 .3

Turnover: 1 7.3

AGE WCIN-AM :B AGE WSKS-FM :R AGE WSAI-FM :C
AGE WKRQ-FM :R t2-17 18 6% 1217 emm——n2@ 9% 1217 mmemm 14 7%
12-17 28 08X 18-24 25 .6% 18-24 mmm 1t 8%

18-24 em——m— 34 2%
25-34 mmm—24 . 2X
35-44 w10 6%
45-54 = 2 .5X%

55+ . @.6X%

12+ TOTAL 16,100

12+ TOTAL 186,100
Mins/Day Listened 82

e 25 3%

2534 enm—26 7%

Mins/Day Listened 62

AGE WCKY-AM : AC AGE
12-17, @ .0X

18-24 s 2.3X

55+ comm—C2 1% 55+
12+ TOTAL 13,20@
Mins/Day Listened

Turnover: 11.7

12+ TOTAL 11,800
Mins/Day Listened: 87
Turnover 12.4

18-24 o 34 @%
25-34 emammmm?2! BX
35-44 1@ 3%

45-54 mm 9 3%

55+ == 6. 2%

12+ TOTAL 9,709
Mins/Day Listened: 104

55+

12-17 = 2 9X
18-24 commmmm 18 6%

——— {8 8%
12+ TOTAL 7,00
Mins/Day Listened: 85
Turnover 12. 8

12+ TOTAL 4,800
Mins/Day Listened 58
Turnover 18.7

25-34 em— 39 5%
35-44 am 7 0%

45-54 o 2 3%

-4 7%

12+ TOTAL 4,300
Mins/Day Listened: 43

WUBE-FM :C AGE WYYS-FM :R
12-17 e————28 . 6%

18-24 cmmmmmm?26 2X

S5+ 4, @.0%

12+ TOTAL 4,200
Mins/Day Llst.ened.37
Turnover: 2 9.4

12+ TOTAL 3,7@e
Mins/Day Listened: 77
Turnover. 14.0

25-34 mmm—17.8%
35-44 cmm—— 35 3%
45-54 =m 8 .8%

S5+  wmm!! 8%

12+ TOTAL 3,400
Ming/Day Listened 54

Mins/Day Listened 63

Turnover 20 . 1
Turnover: 1 7.2

Turnover 10.4 Turnover 25. 3

gormat Reach

AC b
35 2 on 12+ 14 WLWFM 1.6 WNOP-AM 2.3 WLW-_FM®O) 1.6 )
Persons Mon-Sun 6AM-Mid ¢ 457 cr 1.2 WUBE-AM 1.7 WBLZ-FM ® 1.2
c . 16 WNOP-AM 1.1 WHIO-FM 1.0 WNOP-AM & 1.1
BAS POP(00): 1 17 WDAO-FM 0.9 WLYK-FM 0.9 WDAO-FM® 0.9
18 WONE-AM 0.5 WDAO-FM 0.7 WONE-AM(© 0.5
R — | Spring '80 Fall '80 Spring '81 19 WLYK-FM 0.5 WZIP-AM 0.6 WLYK-FM®M) 0.5
20 WHIO-FM 0.4 WHKK-FM 0.4 WHIO-FM (BM) 0.4
MISC 1 WLW -AM  14.5 WKRQ-FM  10.5 WLW -AM (AC)14.5
m—3 9 2 WKRQ-FM  10.7 WKRC-AM 10.4 WKRQ-FM® 10.7 .
3 WEBN-FM 9.7 WWEZ-FM 9.7 WEBN-FM W 9.7 De Im Ograp h 1CS
R 4 WKRC-AM 8.0 WEBN-FM 8.6 WKRC-AM (AC) B.0
Bay S WOKY-AM 8.0 WLW -AM 8.5 WCKY-AM(AC) 8.0
6 WWEZ-FM 6.3 WCKY-AM 6.4 WWEZ-FM(BM 6.3 )
® e, 7 WUBE-FM 5.8 WUBE-FM 5.7 WUBE-FM () 5.8 Adults 18-34 Adults 25-64
8 WSAI-FM 5.5 WCIN-AM 4.6 WSAI-FM(© 5.5 Mon-Sun 8AM-Mid Mon-Sun 8AM-Mid
s 9 WCIN-AM 4.3 WYYS-FM 4.1 WCIN-AM® 4.3 M F M F
— 10 WSAI-AM 3.9 WSAI-FM 3.4 WSAI-AM© 3.9 , ~ _ : B _
11 NRRM-FM 3.1 WRRM-FM 3.4 WRRM-FM (AC) 3.1 TWEBN-FM 1 WKRQ-FM 1 WLW -AM 1 WKRC-AM
g 12 WSKS-FM 2.4 WSKS-FM 3.0 WSKS-FM®) 2.4 2 WKRQ-FM 2 WRRM-FM 2 WKRC-AM 2 WWEZ-FM
" 13 WUBE-AM 1.7 WSAI-AM 2.6 WUBE-AM(© 1.7 3WKRC~-AM 3 WKRC-AM 3 WWEZ-FM 3 WRRM-FM




fcleveland

METRO RANK 1@

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,

score by the Buzzard, other stations that scored
well this time around were WHK and WWWE.
Also, the Beautiful Music battle between WQAL
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

this sweep.

WWWE 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 WWWE's

listeners to encourage drive-time listening. in ad
dition, there were two alrshift changes, affecting
midday and PM drive. All of this led to WHK eamn-
ing the number two spot among women 25-54

12+ TOTAL 26,700

Mins/Day Listened: 85
Turnover: 12,7

25-34 ma 6.0X

35-44 w15 3X

45-54 o 18.8X

55+  cm—S2 . 6%

12+ TOTAL 21,509

Mins/Day Listened: 86
Turnover: 12 .6

35-44 am 8 9X
45-54 w» 5 6X
S5+ .+ 0.0X

Turnover: 18.3

AGE WQAL-FM :BM
12-17+ 9.5%
18-24 m 3.4X
25-34 ame 99X

12+ TOTAL 16,000

12+ TOTAL 19,500

Mins/Day Listened: 105
Turnover: 10,3

18-24 mmmmmmm——31 3X
25-34 cmm—28 3%

Mine/Day Listened: 59

Mins/Day Listened: /4

AGE WDOK-FM :BM AGE WERE-
12-17 ¢ 1. 4X ABE WGCL-FM :R 12-17. 9 9%
18-24 am 6.0% 12-17 comm—30 0X 18-24, 9 0%

25-34 mmm 9.7%
35-44 amm 11 6%

Turnover: 14 .5

AM :N

45-54 cmmm—19. 4%

S5+

12+ TOTAL 15,500

Mins/Day Listened: 73

Turnover: 14,9

AGE
12-17 @ 3 4%
18-24 am 7.8X

WWWE-

AM :AC

—— 5O . 4%

35-44 onmmm—20.7X

45-54 cmmmm—25.06X
S5+
12+ TOTAL 20, 380

Mins/Day Listened: 91
Turnover: 11,9

——— 39 . 9X

25-34 cmmmm—24 1%
35-44 cmmm——22. 8%
45-54 «mm10.3%

S5+
12+ TOTAL 14,500

— 31 7%

Mins/Day Listened: 57

Turnover: |1 8,9

Turnover: 17,2

AGE WLYT-FM :R
12417 e— 435X
18-24 cmmme—— 33 7%
25-34 mmum 15. 2%
35-44m 3 3%

45-544 1 1%
55+ & 3. 3%
12+ TOTAL 9,200

Mins/Day Listened: 51
Turnover: 13,9

AGE WJW-AM : AC
12-17 m 2.2%
18-244 1 1%
25-34 4 2 2%
35-44 e 10.9X
45-54 w17 . 4%
SS+

66

12+ TOTAL 9,200

Mine/Day Listened: 78
Turnover: 21,0

3%

AOQR fixture WMMS. In addition to another strong  tied in. 250,000 “Money Tickets” were sent to  numbers.
Audience Composition Analysis ace WZZP-FM :R ase  WGAR-AM :AC A WKSW-FM :C
12-17 == 6.4X 12-17 = 4.8% 12-17 = 3.4%

AGE WMMS-FM : AOR AGE WHK-AM :C 18-24 emmm—29 9X 18-24 =m 6.1% 18-24 wmm 13 8%

1217 e 16 . 5% 12-17 4 1.0X 25-34 commm—40 8% 25-34 emmm—38 . 2% 25-34 mm—24 . 1%
18-24 51.3% 18-24, 9.5% 35-44 wmm12. 1% 35-44 w16 8% 35-44 mmmm—17.2%
25-34 wmmwm—25 . 8X 25-34 w14 9% 45-54 = 8 3% 45-54 e 137X 45-54 e 195X
35-44¢ 1 9% 35-44 w16 9X S5+ = 2.5% LT — - - 55+  commmm2! 8X
45-54 . 1.9% 45-54 mmem—21 . 0% 12+ TOTAL 15,700 12+ TOTAL 13,100 12+ TOTAL B,700
S5+ = 2 8% 55+ eo————— 45 8% Mins/Day Listened: 63

Mine/Day Listened: 87
Turnover: 12 .4

AGE
12-17 ammn 114X
18-24 coe—— 49 . 4%

25-34 onm——32 . 9X

35-44, 1.3%
45-54 m 3.8X
65+ o 1.3X

12+ TOTAL 7,90

Mine/Day Listened: 44
Turnover: 24 .4

AGE WZAK-FM :M
12-17 enmmmmm—31 1%
18-24 emm— 28 4%
25-34 emme— 220 . 7%
35-44 m 4.1%

45-54 & 2.7%
55+ w 4.1%
12+ TOTAL 7,499

Mins/Day Listened: 71
Turnover: 15,2

WWWM-FM : AOR

Format Reach
" ‘Share Trends
17.5
E 7 3 WABQ-aM® 1.5 )
16.1 + 18 WABQ-AM 1.4 WABQ-AM 1.5 WOBN-FM 1. -AN® 1,
B . 19 WZAK-FM 1.0 WZAKFM 1.0 WZAK-FM 0.9 WDBN-FM®@MT.1
AC - Persons 12 Mon-Sun 6AM-Mid 20 WODFM 0.9 WKDD-FM 0.9 WBBG-AM 0.7 WSLM-AMMU 1,1
! 21 WDBN-FM 0.7 WDBN-FM 0.9 WSLR-AM 0.7 WKDD-FM@A) 0.8
AOR POP(00): 15709 22 WPVL-AM 0.5 WAEZ-FM 0.9 WKDD-FM 0.5 WCUE-AM® 0.8
S 4 4 23 WSLR-AM 0.4 WELW-AM 0.5 WAKR-AM{AC) 0. 4
c 24 WIR -AM 0.4 WBBG-AM(O) 0.4
—————— ing ’ : : : 25 WPVL-AM 0.4
1.9 Spring '80 Fall '80 Winter '81 Spring '81 % WSLRAM 0.4
MISC. 1 WOAL-FM  10.4 WQAL-FM 9.4 WMMS-FM 10.5 WMMS_FMA) 10.5
8.9 2 WWMSFM 9.0 WDOK-FM 9.1 WDOK-FM 10.1 WDOK-FM@an8.4 .
B 3 WDOK-FM 8.3 WWMS-FM 8.5 WOAL-FM 9.1 WQAL-FM@®8.0
S D maen e oenens Pgrmnographics
" S WHK -AM 7,0 WERE-AM 6.7 WZZP-FM 6.9 WGCL-FMm® 6.3
— | 6 WZZPFM 6.0 WGCL-FM 6.6 WERE-AM 5.8 WZZP-FM® 6,2
7 WGCL-FM 5.9 WDMT-FM 5.3 WOMT-FM 5.8 WERE-AM®M) 6.1
oL 8 WWWE-AM 5.5 WZZP-FM 5.2 WHK -AM 5.3 WWWE-AMWAGS.7
- , 9 WGAR-AM 5.3 WJW —AM 5.1 WGAR-AM 4.5 WGAR-AMUACIS,] Adults 18-34 Adults 25-54
10 WJW -AM 4.8 WGAR-AM 4.8 WKSW-FM 3.8 WLYT-FM® 3.6 X B X
RL 11 WDMT-FM 4.5 WKSW-FM 3.8 WWWE-AM 3.8 WIW -AMWACI3.6 Monl-?un B8AM-Mid Mon-Sun 86AM-Mid
1t 12 WLYT-FM 2.8 WWWE-AM 3.2 W)W -AM 3.4 WKSW-FM(O 3.4 F M F
£ 13 WKSW-FM 2.6 WWAM-FM 3.0 WLYT-FM 3.2 WWAM-FMA) 3.1 .
=g 14 WCLV-FM 2.4 WJMO-AM 2.7 WJMO-AM 3.2 WZAK-FM®M 2.9 1 WWMS-FM 1 WZZP-FM | wQAL-FM 1 WZZP-FM
15 WIMO-AM 2.4 WLYT-FM 2.4 WWM-FM 3.0 WOMT-FM® 2.8 WGCL~ WVM S
o, 16 WBBG-AM 2.1 WCLV-FM 2.0 WCLV-FM 2.0 WJMO-AM®) 2.4 2 L-FM 2 S-FM 2 WWE-AM 2 WHK -AM
9.4 17 WWWM-FM 2.0 WBBG-AM 1.8 WABQ-AM 1.3 WCLV-FM(CLI 2,2 3 WW-FM 3 WGCL-FM 3 wwMS-FM 3 WDOK-FM

1981 R&R RATINGS REPORT/VOL. Il » &



-2
o

SATELLITE SPECIAL REPORT/1981 o

(Columbus, OH

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 WLVQ topped the metro for the

METRO RANK 5@

third straight book. The station was best among
both men and women 18-34, and maintained a
strong teen share also, aimost a 30 in that demo.
WLVQ 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 CHR entry scored its third straight up
book, based on an increase in teens and young
adult females. WXGT's teen share was almost 40,
while the station scored third in both male and

female 18-34 breakouts. Female galns werD
especially impressive in morning drive and at
night. WXGT 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 WLVQ-FM :AOR

1217 cmmam!7 O%

18-24 enmm——52 9%
25-34 comemmm24 7X

35-44 = 4.0X

45-54 . 0 9X

55+ 1 0.4X

12+ TOTAL 22,300

Mins/Day Listened 103
Turnover: 10.4

AGE WXGT-FM :R
12-17 ev—33 1%
18-24 mmm— 35 1%
25-34 commmmm21 2%
3544 wmm 106X
45-54, 0.0%
55+ @ 0X
12+ TOTAL 15,100

Mins/Day Listened: 76
Turnover 14,2

AGE WNCI-FM :R
12-17 aam 7 9%
18-24 o 33 . 6%
25-34 emm— 40 0%
35-44 amem 12 9%
45-54 0 2 1%
55+ = 3 68X
12+ TOTAL 14,000

Mins/Day Listened 69
Turnover: 15,7

grmat Reach

AGE WCOL-AM :AC
12-17 w 2 7%
18-24 =m 7 2%
25-34 = 5 4X
35-44 mmm 11 7X
4554 e 27 9%
55+ o———45 0X

12+ TOTAL 11,100

Mins/Day Listened. 81
Turnover 13.3

AGE WBNS-FM :BM
12-17 . @ 9%
18-24 == 7 3%
25-34 amem 19X
35-44 cmm—m23 9%
45-54 w19 3%
55+ commm—36 7%

12+ TOTAL !@,900

Mins/Day Listened 79
Turnover. 13,7

ABGE WTVYN-AM :AC
12-17+ 1 O%
18-24 ammem 15 5%
25-34 umemmmm—25 2%
35-44 me—21 4%
45-54 amm 10 7%
S5+ commmna—m26 2%
12+ TOTAL 10,300

Mins/Day Listened. 97
Turnover 19.0

AGE WMNI-AM :C
12-17 ¢ 1 1%
18-24 = 4 3%
25-34 mmm 't 7%
35-44 mee—27 7%
4554 mmmm 13 8%
554 e— 41 5%

12+ TOTAL 9, 400

Mins/Day Listened 83
Turnover 13,1

AGE WBNS-AM :AC
12-17 m 3 4%
18-24 aumem 15 9X
25-34 covemm—29 5X
35-44 commmum 21 6%
45-54 w11 4%
55+ enmmm18.2X
12+ TOTAL 8,800

Mins/Day Listened 51
Turnover 21.3

AGE WHOK-FM :C AGE
12-17 = 4 BX
18-24 o 154X
25-34 cmmmea 18 5%
35-44 commmm20 0% 35-44 umm 9 7%
45-54 amem 12 3% 45-54 o= 12 9X
554 29 2% 55+ owmi12 9%
12+ TOTAL 8,500 12+ TOTAL 3,100

Mins/Day Listened 108
Turnover 10 .0

12-17 omem 161X
18-24 cnmen 16 1X

Turnover: 16.6

AGE WRMZ-FM :BM AGE WBBY-FM :J
12-17 . @ O% 12-17, ©.0X
18-24. 0 0% 18-24 commmmmm 22 7%
25-34 22 9% 25-34 50.0X

35-44 cnmmmm?20 8% 35-44 mmmm 13 .0%
45-54 ammam 16 7% 45-54 wem 9. 1X
55+ eose——— 39 6% 55+ = 4.5X
12+ TOTAL 4,800 12+ TOTAL 2,200

Mins/Day Listened 87

Turnover. 12.4 Turnover 17.8

AGE WVKO-FM :B AGE WLW=-AM :AC
1217 om—19 1% 12-17., @.0e%
18-24 commmmn 29 . 8% 18-24, @ 0%
25-34 commm—131 9% 25-34 w18 8%
35-44 =m 8 5% 35-44 comm———31. 3%
45-54 m 4 3X 45-54 omam 12 5%
S5+ wm 6 4% 55+  eosmeem——37 5%

12+ TOTAL 4,700 12+ TOTAL 1,600

Mins/Day Listened 74

Turnover 14.6 Turnover: 31,4

WVKO-AM :B

25-34 enmmmm—32 . 3%

Ming/Day Listened 65

Mins/Day Listened: 61

Mins/Day Listened 34

fSha,re Trends

AC
I Persons 12 + Mon-Sun BAM-Mid 14 WLW -AM 1.4 WHOK-AM 1.5 WLW -AM(C)1.1
15 WBBY-FM 1.1 WRFD-AM 1.0 WHOK-AM(ACI1,1
R TR POP(00): 8927 16 WNRE-FM 0.7 WLW -AM 0.8 WNRE-FMAC)0.7
17 WHOK-AM 0.4 WNRE-FM 0.7 WRFD-AM{AC}0, 4
1 WARE —AM (AC)0, 1
AOR Spring '80 Fall ’80 Spring ’81 § E

¢ 1 WLVQ-FM  12.5 WLVQ-FM  14.0 WLVQ-FM(A)15.9 .
— g 2 WNCI<FM  11.6 WTVN-AM 12.3 WXGT-FM®10.8 I ) gr ph
3 WBNS-FM 10.7 WNCI-FM 11.1 WNCI-FM{®10.0 emo a‘ lcs
BM 4 WIVN-AM  10.0 WXGT-FM 9.1 WCOL-AM(AC)7.9
— 2 5 WXGT-FM 8.2 WBNS-FM 9.1 WBNS-FM®BM)7,3
6 WMNI-AM 7.0 WMNI-AM 6.1 WTVN-AMAG)7.3 Adults 18-34 Adults 25-64
MISC 7 WCOL-AM 6.8 WBNS—AM 5.5 WMNI-AM©) 6.7
87 8 WBNS-AM 6.4 WCOL-AM 5.2 WBNS—-AM (ACI6.3 Moni?un BAM'FMM Monl?un 6AM£.MM
9 WKO-AM 3.2 WHOK-FM 3.7 WHOK-FM(©) 4.6
9_5 10 WKO-FM 2.9 WKO-AM 3.7 WRMZ-FM®BM)3.4
e 11 WHOK-FM 2.9 WRMZ-FM 2.9 WKO-FM® 3.4 1 WLVQ-FM 1 WLVQ-FM 1 WLVQ-FM 1 WNCI-FM
y 12 WRMZ-FM 2.6 WWKO-FM 2.2 WKO-AM® 2,2 2 WNC[-FM 2 WNC |-FM 2 WNC1-FM 2 WCOL-AM
- 13 WRFD-AM 1.6 WBBY-FM 1.8 WBBY-FMW) 1.6 3 WXGT=FM 3 WXGT-FM 3 WTVN-AM 3 WBNS-FM




(Dallas-]?t. Worth

Spring '81 Market Overview

The first Quarterly Measurement survey in the
metroplex saw KSCS maintain its lead while KVIL-
FM remalned strong. KKDAFM 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 1@

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 shouid 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 frips 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 mall, 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.

18-24 wmmm 14 3%
25~34 umm—31.8%
3544 cmm—23. 8%
45-54 wmmm12.2%

55+ = 9.2X%

12+ TOTAL 37,000
Mins/Day Listened 86

18-24 nmm— 25 . 7%
25-34 om— 42 . 5%
35-44 mmamam 19.0X%
45-54m 3.7X%

S5+ = 3.4%

12+ TOTAL 32,700

Mins/Day Listened: 81
Turnover: 13 .4

AGE KKDA-FM :B
1217 e 22.. 8%
18-24 e 25 . 5%
25-34 e 22 . 7%
35-44 wmmmm 17 1%

45-54 =m 8.7%

18-24 amm 9.7X

25-34 w13 4%

35-44 mmmm16.7%
45-54 w18 2%

S5+ eem—38. 7%
12+ TOTAL 26,900

Mins/Day Listened 62

18~24 wm 8.8%
25-34 cmmmmm 17 .6%
35-44 ammm 151X
45-54 commm—20 . 4%
S5+ comem———29.4%
12+ TOTAL 24,500

Mins/Day Listened 98
Turnover: 11,1

35-44 ammmm t 7. 7%
45-54 pummm 15 1%
S5+
12+ TOTAL 23,200

—— | . 3%

Mins/Day Listened 59
Turnover 18.3

35-44 cmammm17.1%
45-54 =m 7.1%
S5+ == 6.6X%
12+ TOTAL 21,100

Mins/Day Listened 83
Turnover 13.0

AGE KZEW-FM :AOR
12-17 wem 9.6%

1824 m—— 42 . 8%
25-34 emm— 43 . 3%
35-44 m 3.4%
45-54, 0.0X
55+ . 1.@%

12+ TOTAL 20,800

Audience Composition Analysis poe effLD—AM ‘N AGE
12- 1 .
KSCS-FM :C 3 WBAP-AM :C U530 otk
1;-sf7_ e.sg(s 1;—17. 3.3% 25-34 mmmm 13.8X

KEGL-FM :R
1217 s 27 ., 1 %
18-24 mm—— 40 . 4%
25-34 mmmmmmme27.1%
35-44a 2.5%

45-54 ¢ 2.0%

S5+ o 1.0%

12+ TOTAL 20,300

Mins/Day Listened 59
Turnover: 1 8.4

Turnover: 12,5 Turnover: 17.5 AGE KPLX-FM :C ABE KOAX-FM :BM
12=17 m—20 . 4% 12-17 =« 1.6%
AGE KVIL-FM :R AGE KMEZ-FM :BM 18-24 26.5% 18-24 e 2.1%
12-17 == 5.8% 12-17. 0.0% 25-34 cmmmm22 3% 25-34 o 8.3%

3544 cmm12. 4%
45-54 cmmmm—23 . 8%

S5+ eo——51.8%

12+ TOTAL 19,300

Mins/Day Listened: 85
Turnover: 12,7

AGE KNOK-FM :B
12-17 cm—21.8%
18-24 emmm— 39 . 9%
25-34 cmmmm 15.5%

35-44 em 7.3%
45-54 mam 8.3%
55+ wm 7.3%
12+ TOTAL 19,300

AGE KTXQ-FM :AOR
12-17 e 29 . 8%
18-24 e 40 . 8%
25-34 mmmum—27.2%
35-44a 2.1%
45-54., 0.0%
S5+ .+ 0.0%
12+ TOTAL 19,100

Mins/Day Listened: 65
Turnover: 16,7

AGE KNUS-FM :R
1217 ——— 46 . 8%
18-24 mm—— 27 . 3%
25-34 s 18. 0%

35-44 mm 5.8%
45-54 4 1.4%

S5+ .« B.7%

12+ TOTAL 13,900

Mins/Day Listened 52
Turnover: 20.9

AGE KMGC-FM :AC
1217 e 4.3%
18-24 e— 40 . 9%
25-34 emmm—38 . 3%
35-44 wemm 13.9%
45-54 & 2.8%
S5+ 1 9.8%
12+ TOTAL 11,508

S5+ = 3.8% Mins/Day Listened: 75 Mins/Day Listened: 98
12+ TOTAL 28,600 Turnover: 14.5 Turnover: 11.0 ::::IOI::);‘ Ll]sl;ne; 55
Mins/Day Listened: 93 ‘
Turnover: 1 1 - 7 rS] \
Form
at Reach Persons 12 18 WRR M 1.6 KAFM_FM 1.7 KLIF-AM©) 1.4 )
I Mon-Sun 6AM-Mid 19 KNOK-AM 1.0 KLIF-AM 1.6 KPBC-AM®L) 1.4
c 20 KAFM-FA 1.0 KPBC-AM 1.2 KAFM-FMIAC) 1.4
A . . . .
> POP(00): 24484 21 KPBC-AM 0.9 KESS-FM 1.1 WRR -FM(CU 1.2
R-_—w = 22 KVIL-AM 0.7 WRR -FM 1,0 KNOK-AMW& 1.0
, , , 23 KSKY-AM 0.7 KNOK-AM 1,0 KESS-FM(S) 1.0
? o— SCULE IR AR Spring "81 24 KKDA-AM 0.5 KKDA-AM 0.7 KIXK-FM© 0.9
- 25 KXOL-AM 0.5 KDDC-FM 0.6 KKDA-AM® 0.7
— 1 XVIL-FM 9.8 KSCS-FM 8.7 KSCS-FM(©) 8.9 26 KAAM-AM 0.4 KVIL—-AM 0.5 KVIL-AM®R) 0.5
AOR 2 WBAP-AM 9,2 KVIL-FM 8.0 KVIL-FM® 7.9 27 KDOC—FM 0.3 KSKY-AM 0.5 KSKY-AM®ML 0.4
—— 3 .‘('SCS—F:\A 7.9 KRLD-AM 7.7 KKDA-FM® 6.9 28 KXOL -AM 0.4 KXOL-AM(C) 0.4
N 4 KRLD-AM 6.7 KMEZ-FM 7.0 WBAP-AM(C) 6.5 29 KAAM-AM 0.4 KAAM-AMAC) 0. 3
—— 5 KOAX-FM 6.4 WBAP-AM 6.4 KMEZ-FM®M)5,9
P 6 KMEZ-FM 5.5 KPLX-FM 5.8 KRLD-AM(MN) 5.6
— 7 KKDA-FM 5.1 KKDA-FM 5.5 KPLX-FM(C) 5.1 D h‘
MISC 8 KZEW-FM 4.9 KZEW-FM 4.7 KZEW-FMW) 5.0 emograp ICS
49 9 KTXQ-FM 4.5 KNOK-FM 4.4 KEGL-FM® 4,9
RL 10 WFAA-AV 4.3 KTXQ-FM 4.0 KOAX-FM®M4,7 ,
- 11 KNOK-FM 3.9 KOAX—FM 3.8 KNOK-FM® 4,7 Adults 18-34 Adults 25-84
cL 12 KFJZ-FM 3.8 WFAA-AM 3.7 KTXQ-FMW) 4.6 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
=2 13 KMGC-FM 3.8 KFJZ-FM 3.5 KNUS-FM® 3.4 M F M F
J 14 KBOX-AM 3.3 KMGC-FM 3.2 KMGC-FM(AC)2,8
"0 15 KPLX-FM 2.7 KBOX-AM 3.0 WFAA-AMMN) 2,7 1 KZEW~FM 1 KVIL-FM 1 KSCS-FM 1 KSCS—FM
S a 16 KNUS-FM 2.5 KNUS-FM 2.2 KBOX-AM(C) 2,7 2 KVIL-FM 2 KSCS-FM 2 KVIL-FM 2 KVIL-FM
UL 17 KLIF-AM 1.9 KFJZ-AM  '1.8 KF)Z-AM(AC)2,2 3 KEGL-FM 3 KKDA-FM 3 WBAP-AM 3 KMEZ-FM
il
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Dayton

Spring *81 Market Overview

WHIO-AM & FM flourished in the first Quarterly
Measurement sweep in Dayton. WHIO-FM, the
Beautiful Music leader, was up more than four
shares to top most of the adult 25 demos. WHIO-
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

METRO RANK 48

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 WHIO, 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 gamered 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.

g‘ormat Reach

Audience Composition Analysis

AGE WHIO-FM :BM AGE WDJX-FM :R 25-34 mmmmm—24 . 4% 2534 wm 6.1% 25-34 m— 47 . 1%
12-17« 1.0% 12-17 36.6% 35-449 =11 5% 35-44 wm 9.1X% 3544 em—— 35 . 3%
18-24 = 4.8% 18-24 32.3% 45-54 cmmm 12 8% 45-54 cmmm 15. 2% 45-54, @ X
25-34 mmmm13.5% 25-34 w17 2% 55+ mm 6.4% 55+ e—— 89 . 7% 55+ == 5.9X

35-44 emmem16.3%
45-54 cmmmmm—26 . 9%
S5+
12+ TOTAL 20,808
Mins/Day Listened: 113
Turnover: 9.

35-44 w11 .8%
45-54, 1.1X
S5+ o 11X
12+ TOTAL 9,300

— 37 . SX

Turnover: 1 5.6

AGE WDAO-FM :B AGE WAVI-AM : T ABE WJAI-FM :C
12-17 e 15. 4% 12-17, 0.0% 12-17, @.0%
18-24 epmmmmmmen 29 . 5% 18-24, @.0% 18-24 wmm11.8%

12+ TOTAL 7,800
Mins/Day Listened: 109
Turnover: 9. 9

Mins/Day Listened: 69

AGE WONE-AM :C AGE
AGE WHIO-AM :AC 12-17 « 1.6%
12-17 9 1.3% 18-24 we 6.5%
18-24 » 2.0% ASE WING-AM :AC 25-34 mumem—24.2%
12-17 = 2.2%

25-34 wamt1.3%

35-44 mv——20 5X

45-54 cmmmm—18.5%

554  ————— 46 . 4%
12+ TOTAL 15,100
Mins/Day Listened: 85
Turnover:12. 8

18-24 wammem 18.5%

35-44 cmmm—18.5%
45-54 mam 9.8X
55+ w=m 9.8%
12+ TOTAL 9,200

25-34 eom—— 41 3%

35-44 wmmam19. 4%
45-54 22 .6%
55+ com—25.8%
12+ TOTAL 6,200
Mins/Day Listened 57
Turnover 1 8.9

45-54,
S5+

Mins/Day Listened: 56

Turnover: 1 9.3
AGE WTUE-FM :AOR

1217 c—27 . 2%
18724 co— 44 . 7%
25-34 mmmm—24.3%
35-44a 2.9X%

45-54, 0.0%

55+ o 1.0X

12+ TOTAL 10,300
Mins/Day Listened 80
Turnover:13.5

AGE WVUD-FM :AOR —

1217 cmmm—22 . 9%
18-24 c———— 48 . 6%
25734 mmmm— 28 . 8%

35-44, 0.0% 35-44 s 18.7X% 45-54, 0 0%
45-54, 0.0% 45-54 mmmm12.5% !

55+ . 0.0%
55+ . 2.0% 554 e 45 . 8% :

12+ TOTAL 3,50e
Mins/Day Listened: 49
Turnover: 21. 8

AC
e3¢ Persons 12_+_ 14 WBZI-FM 0.9 WWEZ-FM 1.1 WBLZ-FM(® 1.D
o Mon-Sun 6AM-Mid 15 WPTW-AM 0.8 WPFB-AM 0.7 WYYS-FM® 1.0
— G € . 16 WKRQ-FM 0.7 WBZI-FM 0.7 WBZI-FM© 1.0
POP(00): 6808 17 WEBN-FM 0.7 WPBF-FM 0.7 WFC) -FM®U 0.9
AOR e 18 WLW-FM 0.4 WKRC-AM 0.6 WAZU-FM A} 0.6
' ' ' 19 WJAI-FM 0.4 WYYS-FM 0.6 WPTW-FMIAC) 0.5
R Spring '80 ALRLY LU R 20 WWEZ-FM 0.3 WKRQ-FM 0.5 WPTW-AM AQ) 0.2
ledie] 1 WHIO-FM 17.0 WHIO-FM 15.1 WHIO-FM(BM19.6
8 2 WHIO-AM  12.6 WHIO-AM 11.9 WHIO-AM (AC}14.2 e O R
— 3 WTUE-FM 9.9 WTUE-FM 11.4 WTUE-FM®&) 9.7 D m gr p h
4 WONE-AM 9.2 WONE-AM 9.8 WD)X-FM® 8.8 a’ lcs
C o 5 WDAO-FM 7.5 WING-AM 9.6 WING-AM (AC) 8.7
8.4 6 WUD-FM 7.0 WDAO-FM 8.8 WDAO-FM® 7.4 S
MISC. 7 WING-AM 6.7 WDJX-FM 7.2 WONE-AMI(O) 5.8 Adults 18- Adults 25-54
6 6 8 WDJX-FM 6.2 WAVI-AM 6.0 WUD-FMA) 3.3 Mon-Sun 8AM-Mid Mon-Sun 8AM-Mid
9 WAVI-AM 5.8 WUD-FM 3.3 WAVI-AM ™ 3.1 M F M F
T 10 WLW -AM 2.2 WSKS-FM 1.5 WSKS-FM®) 2.4 .
3 11 WSKS—FM 2.0 WPTW-FM 1.5 WLW -AV (AQ) 2.3 1 WTUE-FM 1 WDJX-FM 1 WHIO-FM 1 WHIO-FM
RL 12 WFCJ-FM 1.5 WLW -AM 1.3 WJAI-FM(© 1.6 2 WING-AM 2 WHIO-FM 2 WHIO-AM 2 WHIO-AM
%9 13 WPTW-FM 1.3 #WFC)-FM 1.1 WPBF-FMAC) 1.3 3 WUD-FM 3 WING-AM 3 WING-AM 3 WING-AM

12+ TOTAL 3,300
Mins/Day Listened 80
Turnover: 13. 5

1217 c—24. 0%
18-24 cm— 36 . 0%
25-34 mmmm— 20 . 0%
35-44 w20 . 0%
8.0%

» 0.8X%

12+ TOTAL 2,500
Mins/Day Listened: 44
Turnover: 24 .5

12-17 ., 0.0%
18-24 = 4.2%
25-34 w20 . 8%

12+ TOTAL 2,400
Mins/Day Listened 49
Turnover: 22, 1

12+ TOTAL 1,700
Mins/Day Listened 74
Turnover: 14.6

AGE WPBF-FM :AC
1217 o 14.3%
18-24 s 28 . 6%
25-34 m— SO . OX
35-44 ma 7 1%
45-54, 0 0%
S5+ 4 0.0X%
12+ TOTAL 1,400
Mins/Day Listened 54
Turnover 19.9

WSKS-FM :R

AGE WBLZ-FM :B
12-17 amm 9.1%
18-24 enmm—45 . 5%
2534 em—38 . 4%
3544 mm 9.1X%

WLW-AM :AC

12+ TOTAL 1,108
Mins/Day Listened: 65
Turnover: 1 6.5




rDenver-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 KLZ 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 124 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

METRO RANK %

a fashion that should not unduly skew the resulits
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 alr staff was shuffled before the survey, anD
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 KLZ 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.

AGE
12-17 co—— 26 . 9%
18-24 c———— 45 4%
25~34 wmmam?23 1%
35-44 . 4.2X
45-54, 0.4%

S5+ . 8.0%
12+ TOTAL 23,800

Mins/Day Listened 79
Turnover: 13 6

AGE KOA-AM : T
12-17 o t 7%
18-24 @ 2.2%

25-34 wmm 10 1%

35-44 mmmm!4.6%
45-54 17 . 4%
S5+
12+ TOTAL 17,800

Mins/Day Listened: 73
Turnover: 14,8

AGE KLIR-FM :BM
12-17 a 1 4%
18-24 mm 5.6%

25-34 mmmmm 15 5%
35-44 cmmwm {6.2%
45-54 mm—26 . %
S5+
12+ TOTAL 14,200

Mins/Day Listened: 77
Turnover: 14,0

— 35 . 2%

GOrma,t Reach

AOR

—C 3 Q%

Audience Composition Analysis
KBPI-FM :AOR

AGE
12-17 21 0%

18-24 c— 48 . 6%
25-34 cmmmmaen 22 S%
35-44m 3 6%
45-54 . 2.2X%
S5+ = 2 2%

12+ TOTAL 13,800

Mins/Day Listened 74
Turnover: 14,7

AGE KOSI-FM :BM
12-17 m 3.7%
18-24 mm 8 8%
25-34 w10 3%
35-44 w19 1%
45-54 smmumm 18 4%
55+ ome—39 7%
t2+ TOTAL 13,600

Mins/Day Listened: 75
Turnover: 14,5

KAZY-FM :AOR

AGE KYGO-FM :C
12-17 - 4 4%

18-24 mamm 11 0%
25-34 emmwmm— 29 4%
35-44 emm— 33 8%
45-54 a7 6%
S5+ = 3 7%

12+ TOTAL 13,600

Mins/Day Listened: 94
Turnover: 11,5

AGE KLZ-AM :C
12-17 =m 6. 1%
18-24 wmm 9 8%
25-34 w20 5%
35-44 cmmm—21 2%
45-54 cmm— 28 8%
55+  wmmm 13 6%
12+ TOTAL 13,200

Mins/Day Listened: 81
Turnover: 13,3

AGE KIMN-AM :R
12-17 em—t7 1%
18-24 w27 1%
25~34 mmm—33 3%
35-44 w13 2%
45-54 m 3 9%
55+ wm 5 4%
12+ TOTAL 12,900

Mins/Day Listened: 50
Turnover: 21 .6

Persons 18—t wmon-sun samia
POP(00): 13492
Spring '80 Fall '80 Spring '81

1 KBPI-FM 9.0 <BPI-FM 8.6 KBPI-FV) 9.9
2 KIMN-AM 7,7 KOA -AM 7.8 KOA -AMM 7.4
3 KHOW-AM 7.6 KOSI-FM 6.7 KLIR-FM@®WS5.9
4 KLIR-FM 7.3 KLIR-FM 6.1 KAZY-FM@) 5.7
5 KLZ -AM 6.7 KOAQ-FM 6.0 KOSI-FM@M)5.7
6 KOA -AM 6.5 KHOW-AM 5.8 KYGO-FM(C) 5.7
7 KOSI-FM 5.7 KIMN-AM 5.4 KLZ -AM(C) 5.5
8 KAZY-FM 5,2 KPPL-FM 5,1 KIMN-AM(R) 5.4
9 KPPL-FM 4.9 KVOD-FM 4.8 KOAQ-FM@®) 5.2
10 KVOD-FM 3.8 KLZ -AM 4.7 KEZW-AM @WM)5.2
11 KLAK-AM 3.5 KAZY-FM 4.2 KHOW-AM(AC)4,3
12 KEZW-AM 3.2 KYGO-FM 3,5 KPPL-FVM(AC), |
13 KYGO-FM 2.8 KEZW-AM 3.2 KVOD-FM(€CL 3.4
14 KOAQ-F\M 2.7 KLDR-AM 2.8 KBCO-FMA) 3,1
15 KADX-FM 2.6 KDKO-AM 2.5 KDKO-aMm®) 2.8
16 KDEN-AM 2.4 KBCO-FM 2.4 KDEN-AMMN) 1.9
17 KBRQ-AM 2.2 KLAK-AM 2.3 KHOW-FMAC)T, 8
18 KWBZ-AM 2,1 KADX-FM 1.9 KADX-FM& 1.8

AGE KOAQ-FM :R
1217 cmmm— 34 9%
18-24 emmmmm—29 4%
25-34 mmmmmm22 2%
35-44 amm12 7%

45-54, B 8%
S5+ ., @ 0%
12+ TOTAL 12,608

Mins/Day Listened: 60
Turnover: 1 7,9

AGE KEZW~AM :BM
12-17 a 2 4%
18-24 o 2 4%
25-34 s 3 2%
35-44 amm 11 1%
45-54 cmmmm— 34 9%
S5+ e— 46 . 0%

12+ TOTAL 12,600

Mins/Day Listened: 85
Turnover: 12,8

AGE KHOW-AM : AC
12-17 = 2 9%
18-24 wm 6.8%
25-34 emm— 36 9%
35-44 mmm—26 2%
45-54 wmmm13 6%
S5+  wmmm13 6%
12+ TOTAL 10,300

Mins/Day Listened: 51
Turnover: 2] ,3

AGE KPPL-FM :AC
12-17 wemm 12.2%
18-24 e 34 7%
25-34 e 26 5%
35-44 umm—21 4%
45-54m 4 1%
S5+ . 1 8%
12+ TOTAL 9,800

Mins/Day Listened: /4
Turnover: 14,7

AGE KVOD-FM :CL
12-17, 8.0%
18-24 am 6.2%
25-34 oem——34 6%
35-44 cmmme—m?23 S%
45-54 16 0%
S5+ cmmeem19.8%
12+ TOTAL 8,100

Mins/Day Listened: 74
Turnover: 14,5

AGE KBCO-FM : AOR
12-17 ¢ 1.3%
18~24 e— 34 7%
25-34 mm——C8 7%
35-44 = 5 3%
45-54. @ 0%
S5+ 4+ 8.8%
12+ TOTAL 7,508
Mins/Day Listened: 95
Turnover: 11 .4

KTCL-FM@ 1.7 )

19 KFML-AM 1.8 KDEN-AM 1.8
20 KBCO-FM 1.6 KBRQ-AM 1.6 KWBZ-AMM 1.7
21 KHOW-FM 1,5 KTCL-FM 1.5 KLDR-AM{AC)1.5
22 KTCL-FM 1.1 KWBZ-AM 1.4 KERE-AM{AC)1.3
23 KDKO-AM 0.9 KBND-AM 1.1 KLAK-AM{C) 1.0
24 XADE-AM 0.7 KHOW-FM 1.1 KFML-AMA) 1.0
25 KRKS-AM 0.6 KFML-AM 0.9 KBRQ-AM(©) 1.0
26 KBNO-AM 0.5 KADE-AM 0.8 KRKS-AM{RL} 0.7
27 KLMO-AM 0.4 KRKS-AM 0.7 KADE-AMIACI0. S
28 KERE-AM 0.4 KBRN-AM 0.4 KLMO-AM{AC)0.3
29 KBRN-AM 0.3
*
Demographics
Adults 18-34 Adults 26-64
Mon-8un 6AM-Mid Mon-Sun 8AM-Mid
M F M F

1 KBPI-FM 1 KBPI~FM™M

1 KLZ -AM 1 KYGO-FM

2 KAZY-FM 2 KPPL-FM 2 KYGO-FM 2 KLIR-FM
3 KBCO-FM 3 KAZY-FM 3 KOA ~AM 3 KOS I-FM
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fDetroit

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 Quarterlty 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

METRO RANK 6

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
tamiliar 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 WWWW did garner much
marketplace publicity due to a “get-well” card
sent to President Reagan.

AGE WJR-AM :M
12-17 mw 3 B%
18-24 = 3 9%
25-34 mm 7 9%
35-44 i1 2%
45-54 cmmeem 20 2%
S5+
12+ TOTAL 66,908

Mins/Day Listened: 73
Turnover: 14,8

AGE
1217 e— 41 4%
18-24 em— 43 5%
25-34 ammn 12 0%

35-44 & 2 O%

45-54, B.2%X

55+ o+ 0.8X%

12+ TOTAL 49,008
Mins/Day Listened: 76
Turnover: 14,2

AGE WWJ-AM :N
12-17+ 8 7%
18-24 4 1 3%

25-34 e 5 3%
35-44 e S5 3%
45-54 cmmm——27 3%
S5+
12+ TOTAL 30, 400

Mina/Day Listened: 56

Turnover: 19,2

gormat Reach

——C 3 8%

WLLZ-FM :AOR

——C O . 2%,

Audience Composition Analysis

AGE WRIF-FM :AOR
12-17 cmmmm 16 1%
18-24 s 48 4%
25-34 em—32 S%
35-44 emm 9 2X%
45-54, B 7%
S5+ o 1 O%

12+ TOTAL 29,208

Mins/Day Listened 56
Turnover: 19,4

AGE WNIC-FM :AC
12-17 == 6.3%

18-24 e 36 1%
25-34 mmmm— 39 3%
35-44 wmam 11 6%
45-54 = 4 9%
55+ & 1.8%

12+ TOTAL 28,580

Mins/Day Listened: 97
Turnover: 19,0

AGE WJR-FM :BM
12-17, 8 4%
18-24 = 4 3%
25-34m 5 8%
35-44 em 9 4%
45-54 mmmm—27 %
S5+ m— 4 0%

12+ TOTAL 27,800

Mins/Day Listened: 68
Turnover: 15,8

AGE WWWW=-FM :C
12-17 == 6 3%
18-24 =um 8 9%
25-34 smam 11 . 8%
35-44 cmmm— 39 . G%
45-54 cmmmmm 20 7%
SS+ - 12.5%
12+ TOTAL 27.100

Mins/Day Listened: 81
Turnover: 13 .4

AGE WMJC-FM : AC
12-17 = 8 8%
18-24 w27 4%
25-34 43 6%
35-44 amm 10 5%
45-54 =m 6 4%
S5+ = 3 4%
12+ TOTAL 26,600

Mins/Day Listened: 61
Turnover: 1 7,8

AGE WXYZ-AM :T
12-17 . 8 4%
18-24 @ 4 9%
25-34 e 6 0%
35-44 emm 10 8%
45-54 snmmmmm 22 1%
55+  e——6 6%

12+ TOTAL 24,820

Mins/Day Listened: 69
Turnover: 15.6

AGE WOMC-FM :AC
12-17 0 1 6%
18-24 w13 1%
25-34 22 . 5%
35-44 commmm—32 4%
45-54 wmmemm 19 3%
55+ wmm!! 1%
12+ TOTAL 24, 420

Mins/Day Listened: 91
Turnover: 11, 8

AGE WABX-FM :AOR
1217 22 . 9%
18-24 e 33 3%
25-34 emmmmm—137 . 5%
35-44 = S5 4%
45-54., 0.0%
S5+ o« B 8%

12+ TOTAL 24,000

Mins/Day Listened: 46
Turnover: 23,4

AGE WCZY-FM :E
12-17 = 3.8%
18-24 mm 7 7%
25-34 mmam 14 1%
35-44 o 20 1%
45-54 cmmmmm—— 29 . 5%
S5+  memmm——24.8%
{2+ TOTAL 23,400
Mins/Day Listened: 70
Turnover: 1 5,5

AGE WDRQ-FM :R
1217 e— 35 . 8%
18-24 e 18 6%

25-34 cmmm——21 9%
35-44 qummun 19.5%
45-54 ¢ 1 4%
55+ = 2.8%
12+ TOTAL 21,508

Mins/Day Listened: 50
Turnover: 21,7

AGE CKLW-AM :R
12-17 wmm 9.9%
18-24 w11 3%
25-34 mm—37 . 3%
35-44 cnmmemuem 25 . 9%
45-S4 em 7.1%
S5+  wmm 8.5%
12+ TOTAL 21,208
Mins/Day Listened: 40
Turnover: 26,8

AOR
167 are 1reinas
MISC
16 7
AC P 21 WCHB -AM 1.6 WCHB-AM 1.4 VW -FM 1,6 WCHB-AM 1.9 w
5 5 5 .9 W)ZZFMW 1.8
—— ersons 12 + MoOn-Sun BAM-Mid 22 ™rO-M 1.6 CAWEM 1.1 WGR-FM 1.6 WGPRFM 1.8 WCHB-AM® 1.6
5 23 OAWFM 0.8 WORS-FM 1,0 CKLWFM 1.3 WHND-AM 1,1 WHND-AM ) 1.6
24 WCZY-AM 0.7 WHND-AM 0.9 WHND-AM 1.3 WSMA-AM 0.9 WORS-FMCUT.4
9 8 POP ( 00 ) . 355] 6 25 WQRS-FM 0,6 WMUZ-FM 0.6 WORS—FM 0.6 WORS-FM 0.8 wMUZ-FM MU0, 7
c . 26 WMZKFM 0.5 WNIC-AM 0.6 WMZKFW 0.5 CKLWFM 0,7 CILW—FME 0.6
8 4 ;: :‘IC—M 0.4 WWIK -FM 0.5 WNIC-AM 0.4 WNIC-M 0.5 MMZK-AM M 0. 6
S— : AR-AM 0.4 WCZY-AM 0,3 WMUZFM 0.4 WWUZ-FM 0.4 WNIC-AM® 0,
R e — Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 29 WMZFW 0.3 WK A 0.4 o3
) 30 WvAM 0.3
BH 1 WJR -AM 11,8 WJR -AM 13.8 WJR -AaM 8.7 WJR -AM 0.6 ¥R -AMONI 1,0
I 3 2 WRIF-FM 7.0 WMJC-FW 6,2 WLLZFM 7.9 WLLZFM 9.2 wLLZFvw 8.0
N 3 WMJCFM 5.5 WRIF-EM 6.1 Wh) -AM 6.5 ww) -AM 6.7 WK -AMOA 5.0
a— 4 WCZY-F% 5.3 W) -AM 5.5 WOX1-AM 5.5 WiIR F™m 5.1 WRIFFMW 4.8 L]
5 2 S WOXI-AM 5.1 WCZY-FW 4.5 WNIC-FM 5.3 WCXI-AM 4.6 WNICFWMACH.7 e I I IO a lcs
0 6 WW] AM 5,0 WNICFM 4.4 WRIFFM 5.1 WMIC-FY 4.5 WIR FM@MI.G
—4 5 7 W)R £V 4,7 WORQ-FW 4.3 W C-FM 5.0 WRIFFW 4.3 MWW FMEC) 4.4
T 8 CKLW-AM 4.6 WX -AM 4.3 WIR FM 4,5 WCIY-FW 4.1 WMjC-FMACH . 4
9 WORQ-FW 4.6 WWWW FM 4.2 WCZY-FM 4,2 WICHFM 4.0 WXYZ-AM M 4,
— 1O WNICFM 4.4 R -FM 3.5 WOMC-FM 3.9 ww) -F¥M 3.8 WOMC-FM AO4,0 Adults 18-34 Adults 26-64
13 11 WOMCFM 4.4 WJZZ-FM 3.3 WORQFM 3,6 CKLW-AM 3.7 WABXFM W 3.9
— 12 WABX-FM 3.7 WOMCFM 3.3 CKLW-AM 3.6 WXYZ-AM 3.6 WCZY-FM® 3.8 Mon-Sun 6 AM-Mid Mon-Sun 6 AM-Mid
13 W) -FM 3.4 WABX-FM 3.3 WKYZ-AM 3.4 WOWCFM 3.5 WIRQFWM 3.5 M F M F
J 14 WWW-FM 3.4 WLBS—FW 3.3 WJZZ-FM 3.2 WABX—FW 3,1 CKLW-AM M 3,5
- g 1S WXYZ-AM 2.7 WIWR-FA 3,1 WLBS-FM 3,2 WJLBFM 3.0 WCXI-AM ) 3.4
oL 16 WIZZ-FM 2.6 WKYZ-AM 3.0 WLB-AM 3.1 WIRQ-FM 2.8 WIWRFM 2.9 1 WLLZ-FM 1 WNIC-FM 1 WJR -AM 1 WJR -AM
- 17 WILB-AM 2.5 CKLW-AM 2.8 ww) M 3.0 WLBSFW 2.8 wwj Fummz,7 2
1 4 18 WIWRFM 2.4 WILB-AM 2.7 WIWRFM 2,9 W|ZZFYM 2,7 w|LOFM® 2,6 WRIF -FM -F
W ]
RL 19 WGPRFM 24 WGRFM 2.3 WABXFY 2.7 WIWRFM 2.4 WLBSFNM 2.5 4 AB
-, 5 20 WLBSFM 2.1 W] FM 2.3 WCHB-AM 1.8 WWWFM 1.9 WGPR-FM® 2.3 WABX-FM 3 WLLZ-FM 3 WWW-FM 3 WOMC-FM




Spring 81 Market Overview

The first Quarteriy 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 A/M '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-

( Ft. Lauderdale-Hollywood
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dance of retumed 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 fal's down book.
Schulke’s Beautiful Music outiet 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.
WHY! 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 124, 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, eaming the runner-up slot
among men 18-34.

Audience Composition Analysis

At WRBD-AM :B AGE

WAXY-FM :R AGE WAIA-FM :AC

AGE WHYI-FM R
12-17 19 8%
18-24 w17 4%
25-34 mmm—36 4%
35-44 mmm13 2%
45-54 = 7 4%

1217 oo 19 1%
18-24 e 31 9X

12+ TOTAL 12,000

AGE WSHE-FM : AOR
12-17 e 7 2%
18-24
25-34 emm— 30 9%

§7 7%

AGE WLYF-FM :BM AGE WNWS-AM :N 25-34 cmmmm— 245X
12-17 . 8.0% 12-17 a 2 1% 35-44 mm 7 4%
18-24 w 2 3% 18-24., @ 0% 45-54 mm 9 6%
25-34 wm 7 8% 25-34. 1 BX 55+  wm 7 4%
35-44 9 2 3% 3:';:- 513““ 12+ TOTAL 9,488

- - L]
;;54 — 24 2% o3 3x 55* 76 3x Mins/Day Listened 169
12+ TOTAL 12,800 12+ TOTAL 9,700 Ol A
Mins/Day Listened: 94 Mine/Day Listenea: 88 AGE WINZ-AM :N
Turnover: 11,5 Turnover: 12.2 12-17, B B%

18-24 . 8 0%

25-34 w 3 3%
35-44 o=m 8 9X
45-54 mmm 11 1%

S5+

12+ TOTAL 9,000

Mins/Day Listened: 66

55+ w § 8% 35-44 m 4 1%
12+ TOTAL 12, 100 45-54, O 0% Turnover: 1 6.5
55+ . @ oX
Mins/Day Listened: 75 12+ TOTAL 9,708 2 U.FTL—AH :AC
Turnover 14- 4 1 1 1217, 8 0x
Mina/Day Listened 0 18-24, B 0%
ace  WKQS-FM :BM  Turnover 9.8 2otz
12r 7. B ox 35-44 @ 3 4%
45-54 amm 10 3%
18-24 @ 2 5%
25-34 = 5 0% S5+ GRJoLh
- -
o4 m & 7 12+ TOTAL 8,708
45-54 e 18 O% Mins/Day Listened: 138
55+ 75 8% Turnover: 7.8

12-17 == 5.8%

1824 wmmmm— 24 4%
25-34 co—38 4%
35-44 mmm 12 8%

45-54 wm 8 1X

S5+  ==mi1Q SX

12+ TOTAL 8,600

Mins/Day Listened: 87
Turnover: 1245

AGE WIOD-AM :AC
12-17 4 1 2%

1824 wmm 9 9%
25-344 t 2%

35-44 mme 9 9%
45-59 wm— 28 4%
S5+ ee— 40 4%

t2+ TOTAL 8,100

Mina/Day Listened: 77
Turnover: 14,1

AGE WLAY-AM :BM
12-17, @ @%
18-24 ¢ 1 3%

25-34a 2 7%

35-44 . 2 7%

45-59 cmm—— 36 0%

S ——— A

12+ TOTAL 7,500

Mins/Day Listened: 101
Turnover: 10.7

12-17 == 6 8X

18-24 cmmmmm17 6%
25-34 c—— 33 8X
35-44 cmmmm——25 7%
45-54 amm 18 8X

S5+ == 5 4%

12+ TOTAL 7,400

Mins/Day Listened: 73
Turnover: 14,7

AGE WQAM-AM :C
12-17 = 4.8%
18-24 wmm 11 3%
25-34 uammmem22 6%
35-44 cemm— 35 5%
45-54 qumem 14 5%
55+ amm!l 3%
12+ TOTAL 6,200

Mins/Day Listened: 81
Turnover: 13.4

AGE WWWL=-FM :AOR
12-17 0 1 7%
18-24 36 7%

25-39 m—— 0 . RX
35-44 o 3 3%

45-54 4 1 7%

S5+ wm 6 7X

12+ TOTAL 6,008

Mins/Day Listened: 90
Turnover: 12.0

Mins/Day Listened 94 (
Turnover: 11 .5 Share Tre nds
-
Format Reach Persons 12—|— Mon-Sun 8AM-Mid
BM POP(00): 22611
23 9
R
18 § Spring '80 Fall '80 Spring '81
AC
——\ G G 1 WLYF-FM 10.1 WKQS-FM 9.7 WLYF-FM®M 7.7
W 2 WHYI-FM 7.7 WLYF-FM 7.8 WHYI-FM® 7.3
UUte 3 WKQS-FM 7.2 WNWS-AM 6.5 WKQS-FM®EM 7.2
AOR 4 WNWS-AM 7.0 WHYI-FM 6.2 WNWS-AM®) 5.8
o 5 WAXY-FM_ 6.9 WAXY-FM 5.4 WSHE-FMA) 5.8
? 6 WRBD-AM 5.7 WINZ-AM 5.1 WRBD-AM® 5.7
7 WINZ-AM 5.3 WAIA-FM 5.1 WINZ-AM®N) 5.4
= s 7 8 WAIA-FM 5.0 WLQY-AM 5.1 WFTL-AM(AC)5.2
o 9 WSHE-FM 4.4 WIOD-AM 4.7 WAXY-FM®) 5.2
—, o 10 WIOD-AM 4.3 WSHE-FM 4.6 WIOD-AM(AC)4,9
cL 11 WCKO-FM 3.1 WRBD-AM 4.0 WLQY-AM(BM4 5
-9 12 WETL-AM 3.1 WWWL-FM 3.8 WAIA-FM(ACI4 .4
€ 13 MWL-FM 2.8 WTMI-FM 3.4 WQAM-AM(C) 3.7
=9 14 WQAM-AM 2.4 WQAM-AM 3.2 WL-FM® 3.6
RL 15 WPIP-AM 2.3 WYOR-FM 2.8 WCKO-FM® 3.1
% 6 16 WYOR-FM 2.2 WFTL-AM 2.7 WINZ-FV®) 2.9
T 17 WINZ-FM 2.0 WCKO-FM 2.0 WYOR-FM®M)2,3
s 18 WIMI-FM 1.7 WMJX-FM 1.7 WIMI-FM(€L 2.0

19 WMJ X-FM 1.5 WINZ-FV 1.7 WF-FV(® 1.91
20 WEXY-AM 1.5 WGBS-AM 1.6 WGBS-AM(AC)1.3
21 WEWZ-FM 1.5 WEWZ-FM 1.4 WCG-AM®BM) 1,3
22 WWOK-AM 1.5 WEXY-AM 1.4 WPIP-AM®M) 0.6
23 WGBS-AM 0.9 WSRF-AM 1.3 WIRK-FM©) 0.6
24 WCG-AM 0.9 WPIP-AM 0.8 WEXY-AM®L) 0.6
25 WADY-AM 0.7 WCG-AM 0.6 WKAT-AMM 0.5
26 WEAT-FM 0.6 WEAT-FM 0.6 WSRF-AM©) 0.5
27 WSRF-AM 0.6 NSBR-AM 0.6 WEAT-FW®MQ, 3
28 WKAT-AM 0.6

29 WSBR-AM 0.5

Demographics

Adults 18-34
Mon-Sun 6AM-Mid
M F

1 WSHE =FM 1 WHY|-FM
2 WRBD-AM 2 WAXY-FM
3 WHY |-FM 3 WWL-FM

Adults 26-64

Mon-Sun 8 AM-Mid
M F

1 WHYI-FM 1 WHY |-FM
2 WATA-FM 2 WLYF-FM
3 WOAM-AM 3 WAIA-FM

SATELLITE SPECIAL REPORT/1981 ¢ Qi
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fGreensboro-Winston Salem-

High Point

Spring '81 Market Overview

Powerful performances in Piedmont this sweep,
as WTQR added more than five shares to its
market lead, WSEZ almost tripled its overall share,
WGLD rebounded, and WQMG posted a healthy
gain.

As the numbers in this book are examined,
keep in mind that they are more reliable than the
data from last fall, and comparable to the reliability
of the estimates from Spring '80. This is because
the in-tab this survey was 1151, up from 543 last
tall and virtually identical to the 12+ showing from
the previous spring. Doubling the diaries means

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 WTQR'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.

~

CHR 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 little 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.

better estimates.

AGE WTQR-FM :C
12-17 » 3.4%

18-24 w18 7%
25-34 mmmm—25 3%
35-44 cemem—m23 0%
45-54 cmmm—2! 3%
55+ cmmm 18.3%

12+ TOTAL 17,808

Mins/Day Listened: 99
Turnover: 10,9

1217 com——33 . 3%
18-24 commmmmn 24 . 2%
25-34 w22 2%
35-44 wmm 9 1%
45-54 am 7 1%

Audience Composition Analysis

AGE WKZL-FM :AOR
1217 e 16 3%

18-24 me——S1 3%
25-34 c—27 S%
35-44m 3 8%
45-54, 8.8%
S5+ o t 3%

12+ TOTAL 8,008

Mins/Day Listened: 72
Turnover: 14,9

AGE WGLD-FM :BM
12-17 ¢ 1. 0% AGE WSJUS-AM :AC
18-24 = 3.9% t2-17 9 1 3%
25-34 amm 11 8% 18-24 m 2.5%
35-44 mm——20 6% 25-34 cmmmam 18 8%
45-59 e— 27 . 5% 35-44 w12 5%
S5+ — 35 3% 45-54 mum 11 . 3%
12+ TOTAL 18,200 S5+ — 3 8%
12+ TOTAL 8,088
Mins/Day Listened: 91
Turnover: 11,8 Mins/Day Listened 82
Turnover: 13, 2
AGE WSEZ-FM :R

AGE WAMG-FM :B
1217 eomes 18 3%
18-24 e——— 38 BX
25-34 eomm—— 32 4%
35-44em 5 6%
45-54 .« t 4%
S5+ = 4 2%
12+ TOTAL 7.,t08
Mins/Day Listened: 111

9.7

AGE WRAK-FM :R
12-17 cmmem14 9%
18-24 cmmumen 28 9%
25-34 m——— 46 3%
35-44 amm 18 4%
45-54 w 4 5%
S5+ = 3 8%
t2+ TOTAL 6,788
Mins/Day Listened: 63
Turnover: 17,1

AGE WBIG-AM :AC
12-17 4 B8.8%
18-24 mm 5.9%
25-34 wmm——20 6%
35-44 mm 8. 8%
45-54 cmmmmm17 6%
S5+ ee—— 47 1%
12+ TOTAL 3,408
Mins/Day Listened: 56
Turnover: 1 9,4

Turnover:

S5+ = 4 0% r
Share Trends
Mins/Day Listened: 90 '
Turnover: 12,0 Persons 12+ wmon-sun eam-mid
- ) :
Format Reach R R R
c Spring '80 Fall '80 Spring '81
28 3
AC 1 WTQR-FM  12.6 WTQR-FM 11.2 WTQR-FM(©)16.6
17 9 2 WGLD-FM  10.1 WKZL-FM 10.4 WGLD-FM®W)9,5
3 WKZL-FM 9.3 WRQK-FM 8.1 WSEZ-FM® 9,2
R 7 4 WS)S-AM 8.0 WS)S-AM 8.0 WKZL-FMW) 7.4
5 WSEZ-FM 7.3 WGLD-FM 7.4 WS)S-AM(AC)7.4
8 6 WRQK-FM 6.2 WQMG—FM 5.7 WQMGFM®) 6.6
— o 7 WOMGFM 5.7 WAAA-AM 5.2 WRQK-FM®) 6.2
8 WBIG-AM 3.7 WBIG-AM 3.6 WBIG-AM(AC}3.2
BM 9 WAAA-AM 3.4 WSEZ-FM 3.3 WAAA-AM®) 2.5
—_———e s 10 WHPE-FM 3.4 WCOG-AM 3.0 WAIR-AM®) 2.4
o 11 WAIR-AM 2.7 WHPE-FM 3.0 WEAL-AM®) 2.4
——— 12 WMFR-AM 2.7 WDR-FM 2.7 WMFR-AMI(AC)2.2
13 WCOG-AM 2,0 WAIR-AM 2.3 WHPE-FM@L} 1.5
MISC 14 WEAL-AM 1.7 WWFR-AM 1.9 WINC-AM(AC)] .4
Lt 15 WBUY-AM 1.7 WTOB-AM 1.4 WZOO-AM(ACHT .3
o 16 WPET-AM 1.6 WBUY-AM 1.3 WBUY-AMIAC)],2
4 17 WTOB-AM 1.5 WGWR-AM 1.2 WPET-AM®U 1,2
18 WGBG-AM 1.3 WSLQ-FM 1.1 WWMO-FM®U 1.1
€ 19 WCSE—FM 1.3 WEAL-AM 1.0 WCOG-AM(C) 1.1
1.8 20 WRAL-FM 1.2 WRAL-FM 1.0 WTOB-AM® 1.0

AGE WAAA-AM :B
12-17 @ 3.7%
18-24 =@ 3.7%
25-34 esm— 25 . 9%
35-44 wmmm 14 8%
45-54 amm i1 1%
55+ co——40 7%

12+ TOTAL 2,7@8

Mins/Day Listened: 97
Turnover 11,1

AGE WAIR-AM :B
12217 emmm—38 5%
18-24 wmam 11 5%

25-34 mmmm—26 9%
35-44 mum 11 .5%
45-54 om 7 7%

55+ m 3.8%

12+ TOTAL 2,888

Mins/Day Listened: 82
Turnover: 13,2

AGE WEAL-AM :B
12-17 4 @.8%
18-24 e 15 4%
25-34 cmmmam?23 1%
3544 o 7 7%
45-54 cmmemm—23 1%
55+ smm—30 8%
12+ TOTAL 2,688

Mins/Day Listened 119

AGE WMFR-AM :AC
12-17, @ 8%
18-24, 8 8%

25-34 m 4. 2%

35-44 mm 8 3%

45-54 cmmem 16 7%

554 —— 70 . 8%

12+ TOTAL 2,488

Ming/Day Listened: 79
Turnover: 13,7

AGE WHPE-FM :RL
12-17 B 8%
18-24 =m 6.3%
25-34 ammm 12.5%
3544 s 12 5%
45-54 smm 12.5%
554+ e—58 . 3!

12+ TOTAL 1,808

Mins/Day Listened: 49
Turnover: 22,0

AGE WTNC-AM :AC
12-17 1 B.8%
18-24 wm 6 7%
25~34 wm 6 7%
35-44 mmmm——Z26 . 7%
45-54 ammm 13 3%
55+ eo— 46 7%

12+ TOTAL 1,588
Mins/Day Listened: 66

Turnover: 9,1 Turnover: 16.3
21 WGWR-AM 0.9 WPET-AM 0.9 WSLQ-FMA) 0.9
22 WTINC-AM 0.8 WINC-AM 0.9 WRAL-FM@®) 0. ST
23 WEZCFM 0.6 WYDK-AM 0.9 WPOM-FM(©) 0.8
24 WFMX+FM 0.6 WSOC-FM 0.8 WSOCFMIC) 0.7
25 WSOC-FM 0.5 WFMX+FM 0.7 WWFR-FM®M) 0.6
26 WQDR-FM 0.5 WPCM—+FM 0.6 WOKX-AM(C) 0.6
27 WWFR—FM 0.5 WFR-FM 0.5 WROQ-FMA) 0.6
28 WPCM-FM 0.5 WBT -AM 0.5 WQDR-FM@&) 0.5
29 WPTF-AM 0.4 WROQ-FM 0.5 WEZCFM@BMO. 5
30 WEZC-FM 0.4 WCSE-FM©) 0.5
3 WINCFM 0.3 WEYE-FMM) 0.5
32 WGWR-AM®) 0.5
33 WKEW-AM®R) 0.4
34 WPTF -~AM(AC) 0. 4
35 WLXN-FM@®L) 0,3

Demographics

Adults 18-34
Mon-Sun 6AM-Mid
M F

1 WKZL-FM 1 WTQR-FM
2 WTQR-FM 2 WKZL-FM 2 WGLD-FM 2 WGLD-FM
3 WOMG-FM 3 WSEZ-FM 3 WRQK-FM 3 WRQK-FM

Adults R6-64

Mon-Sun 6AM-Mid
M F

1 WTQR-FM 1 WTQR-FM




‘Hartford-New Britain —<w= 41

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 Arbitron 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

(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

_/
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increased shares.

WKND, which recentty went through an owner-
ship change, more than doubled its previous
showing. The station remained a strong teen fac-
tor but gamnered 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.

AGE WTIC-AM :AC
12-17 a 2 1%

18-24 = 3 0%

25-34 amm10.4%

35-44 =mm 10 7%

45-54 wmmmm 18 5%

S5+  m—CS 4%
12+ TOTAL 33,600
Mins/Day Listened: 101

Turnover:10.

AGE WKSS-FM :BM
12-17» ©.9%
18-24 = 5 3%
25-34 me 7 9%
35-49 cmmmm 15 8%
45-54 cmmem———28 1%
SS+
12+ TOTAL 11,400
Mins/Day Listened: 115
Turnover: 9.4

AGE WRCH-FM :BM
1217« O 9%
18-24 =« 3 6%
25-34 =mm 11 8%
35-44 = 10 9%
45-54 cmmamm 19 1%
S5+
12+ TOTAL 11,000
Mins/Day Listened: 81
Turnover: 13.3

—— 42 1%

—C 3 0%

G‘orma.t, Reach

AC

37 6

BM
—

AOR
———

MISC
-

Audience Composition Analysis

AGE
12717 e— 38 2%
18-21 cove——47 2%
25-34 mmmmm 14 .6%

35-44, 0 OX

45-54, 9 X

SS+ . 0.09X

12+ TOTAL 8,900
Mins/Day Listened 76
Turnover 14.2

AGE WKND-AM :B
12217 emmmmm——24 7%
18-24 e 39 . 7%
2534 enmemn 19 2%

35-44 =m 8 2%
45-S4a 2 7%
SS+ == 5 5%
12+ TOTAL 7,300

Mins/Day Listened 224

WHCN-FM : AOR

ASE WTIC-FM :R
1217 cmm— 29 9%
18-24 commam 19 4%

25-34 17 9%
35-49 cumem 14 9%
45-59 w13 4%

SS+ = 4 S5X

12+ TOTAL 6,700
Mins/Day Listened 46
Turnover 23.4

AGE WDRC-AM :AC
12-17 @ 3 3%
18-24 caummn 16 7%
25-34 cmme—30 0%
35~49 a=m 13 3%
45-54 commmm 18 3%
55+ —— 18 3%
12+ TOTAL 6.000
Ming/Day Listened 51
Turnover: 21,1

AGE WDRC-FM :R

AGE WWYZ~FM :AC
12-17a 1 7%
18-24 c— 37 9%
25~34 cmmm—C3 4%
35-44 e 5.2%
45-54 4 1 7%
SS+ . 0.0%

12+ TOTAL S, 808
Mins/Day Listened: 72
Turnover-15,0

AGE WPOP-AM :N
12-17 » 1 9%
18-24, 0. 0%

25-34 cmuem 17 0%

35-44 amm 11 3%

45-54 w15 1%

S5+ e—S4 7%
12+ TOTAL S, 300

Mins/Day Listened 52
Turnover 20 .8

AGE WCCC-FM :AOR
12-17 34 6%
18-24 44 2%

25~39 s 11 SX
35-44 @ 3 8%
45-S4. 0 0%

SS+ - S 8%

12+ TOTAL S, 200
Mins/Day Listened: 52
Turnover 20.7

AGE WAQY-FM :R
12-17 32 1%
18-24 32 1%

25-34 amsemmm21 4%
35-44 emme14 3%
45-54, 0.0%

8S+ .+ ©0.0X

12+ TOTAL 2,800
Mins/Day Listened 43
Turnover: 25.0

Turnover 4.8 12-17 ommmn17 2% AGE WIOF-FM :AC AGE WRCQ-AM :AC
Ty p—Y 3 12-17 @ 3.8% 12-17. 0.0%
265-34 cmmmm— 29 3% 18-24 commm—37 7% 18-24 @ 4 0%
35-44 mam12 1% 26-34 commm—37 7% 25-34 cmmm— 32 0%
45-54 = 3.4% 35-44 w1 3% 35-44 cmmm16 0%
55+ - 3. 4% 45-S4 um 7.5% 45-54 cmmem——28 0%
12+ TOTAL S,800 S5+ o 1 O% S5+ cmm—20.0%
Mins/Day Listened: 48 12+ TOTAL S,300 12+ TOTAL 2,500
Turnover: 22+ 6 Mins/Day Listened: 55 Mins/Day Listened 55
Turnover 19.8 Turnover: 1 9.8
l 16 WMLB-AM 1.5 WMLB-AM 1.4 WKCI-FM® 1.2 )
Persons 18 Mon-Sun 8AM-M1id 17 wkCI-FM 1.2 WPLRFM 1.1 WNBC-AM(® 1.0
. 18 WINF-AM 0.5 WINF-AM 0.7 WHYN-FM({BM) 1.0
POP(00): 7980 19 WNTY-AM 0.5 WMAS—FM 0.6 WRYM-AM M) 1.0
20 WHYN~-AM 0.3 WHYN-FM 0.5 WINF-AM @&MW) 0.9
21 WRYM-AM 0.3 WNBC-AM 0.4 WMLB-AM(C) 0.8
Spring '80 Fall *80 Spring ’81 22 WCCC—AM 0.2 WCCC-AM 0.3 WMAS—FM (AC) 0.6
) 23 WCBS-AM 0.3 WIAS-AM® 0.6
1 WTIC-AM 24,2 wnc-:nr; 23.0 WTIC-AM(AC) ; 24 WTCIRY ) R R Y)
2 WRCH-FM 11.5 WRCH- 9.2 WKSS-FM@M) 7. 25 NS
3 WTICFM 7.9 WKSS-FM 6.3 WRCH-FM®MW) 7.
4 WKSS-FM 5.1 WTIC-FM 6.2 WHCN-FM(A) 6.
5 WPOP-AM 4.4 WPOP-AM 5.6 WKND-AM@® 5. D h-
6 WHCN-FM 4.3 WDRC-AM 5.3 WTIC-FM®) 4. emOgI‘ap ICS
7 WCCC-FM 4.1 WHCN-FM 5.1 WDRC-AM(AC) 4.
8 WORC-FM 3.8 WIOF-FM 4.3 WORC-FM®) 4.
9 WRCQ-AM 3.8 WCCC-FM 3.6 WWYZ-FM(AC) 4. Adults 18-34 Adults 26-54
10 WIOF-FM 3.7 WDRC-FM 3.4 WPOP-AM®) 3. Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
11 WDRC-AM 3.3 WWYZ-FM 3.4 WIOF-FM@KC) 3. M F M
12 WWYZ-FM 3.1 WRCQ-AM _ 2.7 WCCC-FMWA) 3. .
13 WPLR-FM 2.5 WKND-AM 2.2 WAQY-FM®) 1. 1 WHCN-FM 1 WWYZ-FM 1 WTIC-AM 1 WTIC-AM
14 WKND-AM 2.4 WKCI-FM 2.0 WRCQ-AM(AC) 1. 2 WTIC-AM 2 WKND-AM 2 WKSS-FM 2WKSS-FM
15 WAQV-FM 2.3 WAQY-FM 1.9 WPLR-FM®K) 1. 3 WCCC-FM 3 WDRC-FM 3 WRCH-FM 3 WRCH-FM
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fHouston-Galveston

Spring '81 Market Overview

For the third straight book, KMJQ 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
KILTFM came out of nowhere to pass KIKKFM.
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

METRO RANK @\

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 TR 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
KMJQ. 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 KMJQ
came 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, caps,
jeans, etc. The station’s numbers benefitted from
a one-third jump in teen share, where KLOL had
over a 16 share.

—
Format Reach

Audience Composition Analysis

AGE KMJQ~-FM :B AGE KLOL-FM : AOR
1217 o225 4% 12-17 33 5%
18-24 31.8% 18-24 em— 39 7%

25-34 om0 2%
35-44 mmm 11 9%
45-54 =m 6 6%
S5+ m 4.8X
12~ TOTAL 54,488

25-34 amsmamm—m25 3%
35-444 | 6%
45-54., @ BX
S5+ .+ 8 0%
12+ TOTAL 25,789

Mins/Day Listened: 137 Mins/Day Listened: 110

Turnover: 7.9 Turnover: 9.8
AGE KILT-FM :C
12-17 e 13 . 7% NCE KIKK-FM :C

18-24 evmmtm—31 4%
25-34 cmmmm——24 4%
35-44 mm—23 0%
45-54 wm 6 2%
S5+ o 1.4%
12+ TOTAL 35,7080
Mins/Day Listened: 95
Turnover: 11 ,3

AGE KYND~FM :BM
12-17 =« 1. 9%
18-24 =m 5 8%
25-34 oumm 13.2X%
35-44 ammem 14.3%
45-54 cmmmmmm20. 9%
S5+
12+ TOTAL 25,808

Mins/Day Listened: 91
Turnover: 11,8

12-17 amm 8.2%

18-24 amem 13.7%
2534 en— 36 1%
35-44 cmmmm—21 2%
45-54 mumem 14 1%

S5+ =m 6 7%

12+ TOTAL 25,568

Mins/Day Listened: 72
Turnover: 14,9

—— 43 8%

AGE KTRH=-AM :T
12-17 @ 2 1%
i8-24a 3 BX
25-34 am 7 2%
35-44 17 0BX
45-54 ammm 12 8%
554 en—C7 9%
12+ TOTAL 23,500
Mins/Day Listened: 68
Turnover: 16.0

KRBE-FM :R

25-34 mmmm 12 7%
35-44 =m 6 6%
45-S54 @ 3.1%
S5+ .+ 0 4%

12+ TOTAL 22,888

Mins/Day Listened: 65
Turnover: 1 6.6

AGE KODA-FM :BM
12-17 2 1. 4%
18-24 wm 6. 4%
25-34 cmmmm——2) 4%
35-44 16 8%
45-54 amwmma19. 1%
55+ cmmmmmm— 35 0%

12+ TOTAL 22,008

Mins/Day Listened: 78
Turnover: 139

AGE KPRC-AM :N
12-17 » 1. 4%
18-24 a 2 3%

25-34 ammm12 6%

35-44 ammm12 1%

45-54 amemm 14. 9%

55+ m— O . 7%
12+ TOTAL 21,508

Mins/Day Listened: 70
Turnover: 1 § .4

AGE KRLY-FM :R
1217 oo——31 8%
18-24 eommmmmem29 . 0%
25-34 mmwmmn 19 3%

35-44 amem 11 9%
45-54 = 4.5%

S5+ & 3 4%

12+ TOTAL 17,680
Mins/Day Listened 61
Turnover: 1 7.6

AGE KFMK-FM :R
12-17 am 7.2%
1824 emm—27 6%
25-34 em—7 9%
35-44 e 5 3%
45-54, 8.7%
55+ o 1.3%
12+ TOTAL 15,208

Mins/Day Listened 68
Turnover: 15.9

: Share Tren
24 .1
R 3
e — N
15 4 PePSODS 12 21 KEYH-AM 1.2 KLEFFM 1.4 KNUZ-AM 1.1 KLEF-FM 1.3 KLAT-AM® 1.3
B Mon-Sun BAM-Mid 22 <NZ-A% 0.5 KXVZ-AM 11 KCO-AM 1.0 KCOH-AM 1.3 KNUZ-MWE) 1.1
44 23 KYOK-M 0.8 KYOK-AM 1.1 KYOK-AM 1.0 KXYZ-AM 1.1 KGOL-FM#) 1.1
e 24 KCOA-WM 0.8 KFRD-AM 0,9 KLVL-AM 1.0 KLVL-AM 1.1 KHCB-FWM 0,7
BM POP ( 00) + 25037 25 KLVL-AM 0.7 KC(H-AM 0.8 KXYZ-AM 0.8 KGOL-F¥ 0.9 KYOK-AM® 0.6
" e 26 KHGEFM 0.6 KLVL-AM 0.8 KMBFM 0.6 KYOK-AM 0.9 KCOH-AM® 0.6
EE— 27 KFRD-AM 0.5 KILE-aM 0.8 KIKR-AM 0.5 KFRD-aM 0.5 KFRD-AMK) 0,5
AOR 23 KHB F M 0.7 KGOL-FM 0.4 KHCBF% 0.4 KXYZ-AMML 0,5
, X , , X b3 MCVFM 0.8
6.2 Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 30 KoL-FM 0.4
T n KGBC -Awm 0.4
— )} KRLY-FM 9.8 KIKK-FM 9.2 KMJQ-FM 10.8 KMJQ-FM 11,0 KMJQ-FUM 13,2
S.7 2 KIKK-F™ 8.6 XM)Q-FW 8.6 KIKKFWM 10.5 KIKK-F™ 9.0 KILT-FWC) 8.6
N 3 KPRC-AM 7.0 KPRC-AM  8.) KRBE-FW 5.6 KRBEFM 6.9 KYNO-FVmMG,2
oE— 4 KYND-F™ 6.7 KRLY-FM 7.6 KY\D-F™m 5.4 KTRH-AM 6,2 KLOL-FwiA) 6,2 L3
5.2 S KRBE-FM 5.3 KYND-FM 5.3 KODAFM 5.3 KLOL-F¥ 5.7 KIKK-FMIO) 6.2 e [I l O a lcs
AC 6 KMJOFYM 5.1 KTRH-AM 4.6 KPRC-M 5.3 KYND-FM 5.6 KTRH-AMM $.7
7 KLOL-FM 4.9 KQUE-FM 4.4 KTRM-AM 5.0 KPRC-AM 5.3 KRBE-FWM 5§
4 g 8 KSRR-FM 4,7 KOUAFW 4.2 KLOL-F™ 4,7 KODA-FM 4.6 KODA-FVEn S, 3
MIsc 9 KILTFW 4,6 KRBE-FW 4,0 KRLY-FM 4.6 KRLY-FM 4,0 KPRC-AM™ $,2
. 10 KTRH-AM 4.3 KFMK-FM 3.9 KEYH-AM 4.3 KQUE-FM 3.8 KRLY-FMM 4.3 - -
4 5 11 KODA-FM 4.2 KLOL-F™ 3.7 KFMKFY 3.5 KENR-AM 3.1 KFWKFum 3.7 Adults 18 34 Adults 25 54
12 KILT-AM 4.1 KILT-AM 3.1 KENR-AM 3.2 KILT-FM 2,9 KENR-AM®) 3.3 i - i z
S 13 KENRAM 3.3 KSRR-FM 3.0 KILT-FM 3.0 KFW-FW 2,8 KQUE-FMA®)3,0 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
4.4 14 KLAT-AM 3.1 KENR-AM 2.8 KSRR-FW 2.8 KULF-M 2.7 KILT-AM®© 2.5 M F M F
RL 1S KWF-AM 2.9 KILT-FW 2.6 KILT-AM 2,8 KILT-AM 2.7 KULF-AMAG)1 9 1 kM M £
- 16 KQUE-FM 2.8 KEYH-AM 2.6 KULF-AM 2,6 KLAT-AM 2.4 KSRR-FM® 1.9 Q- 1 KM Q-F: K1 KK —F? o
2.3 17 KFMKFM 1.0 KLAT-AM 2.4 KLAT-AM 2.6 KSRR-FM 2.3 KIKK-AMI) 1.9 ) 1Q 1 X1 FM 1 KMJQ-FM
cL THOKLEF-FM 1.9 KULF-AM 2.2 KQUE-FM 2.5 KEYH-AM 1.9 KEYH-AM® 1.3 2 KLOL-FM 2KILT-FM 2 KMJQ-FM 2KILT-FM
"~ 19 KIKK-AM 1.8 KIKK-AM 1.9 KLEF-FM 1.6 KIKK-AM 1,8 KLEF -FMCU 1.4
1.4 10 KNZ-AM 1.5 KNUZ-AM 1.5 KIRK-AM 1.5 KAUZ-AM 1,7 KLVL-AM@® 1.3 3KILT-FM 3KFMK-FM 3 KILT-FM 3 KODA-FM

AGE KENR-AM :C
12-17 ¢ 1 5%
18-24 mm 6. 6%
25-34 sm— 30 . 9%
35-44 ammm 14 7%
45-54 cmmmm16 2%
55+ cmpm—30. 1%
12+ TOTAL 13,600

Mins/Day Listened: 58
Turnover: 1 8,7

AGE KQUE-FM :AC
12-17. ©.8%

18-24, 8.8%

25-34 mm—22 . G%

35-44 20 3%

45~54 cmmmammn 24 . 4%

55+ cmmeme—33 3%

12+ TOTAL 12,308

Mins/Day Listened: 92
Turnover: 11,8

AGE KILT-AM :C
12-17 wame 10 6%
18-24 cmmmmem 20 . 2%
25-34 cmmmm—— 37 . 5%
35-44 cmmam 15 4%
45-54 o 10.6%
55+ e 5. 8%
12+ TOTAL 18,488

Mins/Day Listened: 47
Turnover: 22 . 8
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SATELLITE SPECIAL REPORT/1981 »

fInd:lanapolis

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-

METRO RANK 55

ture some ground. The station's female shares
jumped by about one-third, pacing its recovery.
WFBQ 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, WFBQ and WXTZ tied for the second

WTLC,

~

longest spans in the market — an unusual coupl-
ing given their format disparity.

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 WFBQ — but
slipped slightly in adults.

AGE WIBC-AM :AC
12-17 = 2 4%
18-24 =mm 6.9%
25-34 oommmm 17 .3%
35-44 o 15.7%
45-54 wvmw——2! . 8%
S5+ o35 9%
12+ TOTAL 24,800
Mins/Day Listened: 85
Turnover: 12.7

AGE WXTZ-FM :BM
12-17 « 1.0X%
18-24 =m 6.4X
25-34 e 16.7%
35-44 mm 9.4%
45-54 pmemmm 16.3X
53¢ —0 . 2%
12+ TOTAL 20, 300
Mins/Day Listened: 106
Turnover: 10. 1

AGE WFBQ-FM :AOR
12-17 commremm25 0X
18-24
25-34 commm 171X
35-44 a 3.0%
45-54 @ 3.0%
S5+ a 1 .8%X
12+ TOTAL 16, 400
Mins/Day Listened: 106
Turnover 1 o. 2

50 .8%

r

ormat Reach

| 4

AOR
———— 0 3

R

19 6§
AC

19.4
c

18 §
BM

Audience Composition Analysis

AGE WNAP-FM :R
12-17 commet9.5X
18-24 c—— 39 . 6%
25-34 m——— 340X
35-44m 5 OX
45-54 ., 0. 6%
S8+ 1 3%
12+ TOTAL 15,900
Mins/Day Listened: 93
Turnover: 11,6

AGE WTLC-FM :B
12-17 cm—25 . 5%
18-24 w20 . 3%
25-34 o 19.0X
35-44 ammm 13.7%

45-54 em 7 8X

55+ enem!3 7X

12+ TOTAL 15,300
Ming/Day Listened: 122
Turnover: 8.8

AGE
12-17 we 5.1%
18-24 commmmm21 3X
25-34 emmmm—20 6%
35-44 m—25 0%
45-54 18 4%
55+ =m 9. 6X
12+ TOTAL 13,600
Mins/Day Listened 95
Turnover: 1 1.4

AGE
12-17 = 3.9%
18-24 @ 3 1X
25-34 =m 7 8%
35-44 mmmemm22 7%
45-54 cvmm—21 9%
S5+ —— 40 . 6X
12+ TOTAL 12,800
Mins/Day Listened: 81
Turnover: 13.4

AGE
12-17 comm———28 3%
18-24 c———33 . 3%
25-34 memmmmmm24 2%
35-44 =m 8 1X
45-54 = 4.0X%

S5+ e 2.0%

12+ TOTAL 9,900
Ming/Day Listened 60
Turnover: 1 8.0

WFMS-FM :C

WIRE-AM :C

WIKS-FM :R

AGE WNDE-AM :R
12-17 == 7 .5%
18-24 commmm 18 . 9%
25-34 e—— 415X
35-44 umem 15 1%
45-54 ammm 1S 1%
S5+ o | 9X
12+ TOTAL 5,300
Mins/Day Listened: 44
Turnover: 24 . 5

AGE WATI-AM :BM
1217 8.0%
18-24 m 2 4%

25-34 == 7 3X

35-44 e 17 1%

45-54 enmmm——29 . 3X
55+ 43 .9%
12+ TOTAL 4,100
Mins/Day Listened: 91
Turnover: 11. 9

AGE WGTC~-FM :C
12-17 m 3.6%
18-24 evmm——25 . 0%
25-34 cmme 1 43X
35-44 mem— 250X
45-54 mmmm 14 3%
S5+  comwemi7. 9X
12+ TOTAL 2,800
Mins/Day Listened: 82
Turnover: 134 2

AGE WIFE-AM :AC
12-17 == 5.3X
18-24 wmm 10 5%
25-34 enmtemm—m26 . 3X
35-44 ammmm 15 8%
45-54 cmmmm 158X
S5+ e—26 3X
12+ TOTAL 1,900
Mins/Day Listened: 29
Turnover: 37 .5

AGE WFBM-AM :AC
12-17 == 6.7X
18-24. 0.0%
25-34 mmmm13.3%
35-44., 0 .0%
45-54 cmmm—33.3%
S5+ e——————— 46 7%
12+ TOTAL 1,500
Mins/Day Listened: 76
Turnover: 14,1

AGE WBRI-AM :RL
12-17+ @ 0%
18-24 «m 7 7%
25-34 =m 7.7%
35-44 mmmm 154X
45-54 cvem— 30 . 8%
S5+  eom——38.5X%
12+ TOTAL 1,300
Mins/Day Listened: 59
Turnover: 18.3

: 15 WGTC-FM 0.8 WXLW-AM 0.5 WXIR-FM(AL 0.6 1
PGI’SODS 12 | Mon-Sun 6AM-Mid 16 wFBv-AM 0.5 WLHN-FM 0.5 WNTS-AM®L 0.5
17 WNTS-AM 0.4 WXIR-FM 0.4 WLHN-FMIACI0, 5
POP(00): 9455 18 WART-FM 0.4 WFBM-AM 0.4 WSVL-FM(AC)0,5
19 WLHN-FM 0.4 WNTS-AM 0.4 WLW —AM{ACI0,3
. . , 20 WGRT-FM 0.3 WSVL-FM 0.4 WCBK-FM(ACI0.3
ST LY ALY Spring '81 21 WNON-FM 0.3 WCBK-AM 0.3 WCBK-AM(ACIO. 1
1 WIBC-AM 15.7 WIBC-AM 15.6 WIBC-AM(AC)15.6
2 WXTZ-FM  12.5 WXTZ-FM 10.3 WXTZ-FM®W12.38 .
3 WILC-FM 9.2 WNAP-FM 9.9 WFBQ-FM(A 10.3 D h
4 WIKS-FM 9.0 WIRE-AM 9.3 WNAP-FM@®) 10.0 emo a 1CS
S WIRE-AM 8.8 WILC-FM 9.3 WILC-FM® 9.6
6 WFMS-FM 7.4 WFMS-FM 9.0 WFMS-FM(C) B.6
7 WNAP-FM 7.1 WIKS-FM 8.1 WIRE-AM(C) 8.1
8 WFBQ-FM 6.7 WFBQ-FM 7.4 WIKS-FM®) 6.2 Adults 18-34 Adults 28-64
9 WNDE-AM 5.3 WNDE-AM 5.0 WNDE-AM®M) 3.3 Mon-Sun 6 AM-Mid Mon-Sun 6AM-Mid
10 WATI-AM 2.9 WATI-AM 3.7 WATI-AMBMI2,6 M F M F
11 WIFE-AM 2.9 WIFE-AM 1.8 WGTC-FM(C) 1.8 N
12 WXLW-AM 2.0 WGTC-FM 1.8 WIFE-AMIACI1.2 1 WFBQ-FM 1 WNAP-FM 1 WIBC-AM 1 WIBC-AM
13 WBRI-AM 1.2 WBRI-AM 1.0 WFBM-AM(ACI0.9 2 WNAP-FM 2WFBQ-FM 2 WWMS-FM 2 WXTZ-FM
14 WCBK-FM 1.2 WCBK-FM 0.6 WBRI-AMML 0.8 3WEMS—FM 3 WIKS-FM 3 WXTZ-FM 3 WFMS—FM




(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.

METRO RANK ]
<t

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 iq
young male and female numbers. However, the
station mitigated its adult 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.

ASE WDAF-AM :C
12-17 8 1.7X%
18-24 pumem 13.8%
25-34 ommm 12.5%
3544 cmmm— 20 . 8%
45-54 mmmi4.2X
S5+ esee—37.1%

12+ TOTAL 24,000
Mins/Day Listened 101
Turnover: 10.7

AGE WHB-AM :R
12-17 =m 7.2%
16-24 mmmmemm—25 . 9%
25-34 ce———— 44 . 0X
35-44 s 16.9%
45-S4 = 3.0X%
S5+ = 3.0X
12+ TOTAL 16,600
Mins/Day Listened: 7
Turnover: 1545

AGE KMBR-FM :BM
12-17 @ 2.5%
18-24 =m 5.7X%
2534 =m 9.6%
35-44 m—20 . 8%
45-54 mmmme—m22 . 3%
55+ 33.1%
12+ TOTAL 15,700
Mins/Day Listened: 92
Turnover.11.8

Audience Composition Analysis

ABE KYYS-FM :AOR
1217 en——39 . 7%
18-24 mme— 33 . 3%
25-34 cummmam22 . 4%

35-44 = 3.2%

45-S54 . 1.3%

S5+ . @.8X

12+ TOTAL 15,600
Mins/Day Listened: 76
Turnover: 14.2

AGE KMBZ-AM :AC
12-17 ¢ 1.3%
18-24 e 2.6X%
25-34 memmmm19.7%
35-44 wmmm 13.2X
45-54 mmmmm 16. 4%
55+ ene— 46 .7X
12+ TOTAL 15, 2e0
Mins/Day Listened 68
Turnover: 1 5.9

ASE KCEZ-FM
12-17 4+ 0.8%
18-24 = 4.5X%
25-34 mmm11.3%
35-44 =m 9.8X%
45-54 mmmme——2S . 86X
S5+
t2+ TOTAL 13,300
Mins/Day Listened 97
Turnover 1.1

+BM

48.1%

AGE KPRS-FM :B
12-17 eommmm 17 .6X
18-24 a——33 6%
25-34 smemwm21 4%
35-44 mmm13.0%
45-54 == 6.9%
SS+ mm 7.6%
12+ TOTAL 13,100
Mins/Day Listened 131
Turnover 8.2

AGE KUDL-FM :AOR

12-17 == 5 8%

18-24 commemmm—m26 . 0%
25-34 omme——— 43 . 3%
35-44 mmmm13.5%

45-54 mmm 10.6%

55+ o 1.0X

12+ TOTAL 1@, 400
Mins/Day Listened: 62
Turnover: 1 743

AGE KBEQ-FM :R

12-17 commm—m22.5%
18~24 cnmem—37 . 3%
25-34 m——— 33 . 3%
35-44m 3.9%

45-54 @ 2.9%

55+ . 0.0%

12+ TOTAL 10,2900
Mins/Day Listened: 61
Turnover 1 7.7

AGE KCMO-AM :N
12-17. 8. 8%
18-24 am 5 1%
25-34 cmmmemmm25 . 3%
35-44 cnmm 131X
45-54 amm i1 1%
S5+ e——— 45 . S5X
12+ TOTAL 9,900
Mins/Day Listened: 56
Turnover: 1 9.2

AGE KCKN-FM :C
12-17m 3.1%
18-24 om 4.7%
25-34 cmmm———25 . 00X
35-44 c—31.3%
45-54 oam 9. 4%
S5+ eommm——26.6X%
12+ TOTAL 6, 400
Mins/Day Listened: 6
Turnover: 1741

AGE KPRT-AM :
12-17 @ 2.9%
18-24 a» 5.9%
25-34 cmmm——20 . 6%
35-44m 5.9%
45-54 cmme— 26 .5X
554+ eo—————38.2X%
12+ TOTAL 3,400
Mins/Day Listened: 114
Turnover: 9. 5

ABE KJLA-AM :R
1217 omm—2i.1%
18-24 31 . 6%
2534 cnmmmm 21 . 11X
3544 mm——21 . 1%
45-54 o S5.3%
85+ . 0.0X
12+ TOTAL 1,800
Mins/Day Listened 28
Turnover-38.3

AGE KXTR-FM :CL

12-17+ 0.0X

18-24 wmn10.5%
25-34., 0.0X

35-44 cmmmm——26 . 3X
45-54 mmmme 15.8X

55+ eo——47 . 4%

12+ TOTAL 1,90@
Mins/Day Listened 49
Turnover: 22+ 2

RL

Format Reach Share Trends ]
. | ) i 16 KPRT-AM 1.4 KCOV-AM 0.9 KCKN-AM(©) 1.0W
19 @ Persons 12 Mon-Sun 8BAM-MId ;5 yr2 e 0.9 KBEA-AM 0.9 KEXS-AM®L 0.9
18 KEXS-AM 0.7 KFEQ-AM 0.6 KBEA-AMM) 0.6
Al .
R o6 POP(00): 10918 19 KTRO-FM 0.5 KLZR-FM 0.6 KLZR-FM(A) 0.6
- 20 KCNW-AM 0.5 KCKN-AM 0.6 KTRO-FM(€ 0,5
16 6 Spring '80 Fall '80 Spring '81 21 KFIX-AM 0.4 KCCV-AM{RL 0, 4
22 KWK)—FM 0.4 KWKI-FV®U 0.4
£ - 1 WDAF-AM 12.0 WDAF-AM 11.4 WDAF-AM(C}13.8 23 KCLO-AM 0.3
2 KMBZ-AM 10.8 KYYS—FM 10.3 W8 -AM®) 9.5
A 3 KYYS_FM 10.2 WHB -AM 9.1 KMBR-FMEM9,0
87 4 WHB -AM 8.6 KMBZ-AM 8.8 KYYS-FM(A 9.0 D h°
B S KMBR-FM 8.1 KUDL-FM 8.1 KMBZ-AM(ACI8.7 emograap 1CS
— 6 KPRS_FM 6.8 KCEZ-FM 7.8 KCEZ-FM®M7.6
N 7 KCEZ-FM 6.0 KMBR-FM 6.9 KPRS—FM® 7.5
— 8 KIWDL—FM 5.2 KBEQ-FM 6.8 KUDL-FMWA) 6.0 )
9 KBEQ-FM 4.6 KPRS—FM 6.2 KBEQ-FM®) 5.9 Adults 18-34 Adults 25-564
MISC 10 KOMO—AM 4.1 KOMO-AM 6.0 KCMO-AM(N) 5.7 Mon-Sun 6AM-Mid Mon-Sun 8AM-Mid
a0 11 KCKN-FM 4.0 KCKN-FM 2.7 KCKN-FM©) 3.7 M F M F
RL 12 KJLA-AM 3.8 KJLA-AM 2.1 KPRT-AM{RLI 2,0 .
37 13 KSAS—FM 3.7 KSAS-FM 2.0 KJLA-AM® 1.1 TKYYS-FM 1 WHB -AM 1 WDAF-AM 1 wHB -AM
cL 14 KCKN-AM 2.2 KXTR-FM 1.7 KXTR-FM€L1.1 2WHB -AM 2 KUDL-FM 2 KMBZ-AM 2 xMBR-FM
= 15 KBEA-AM 1.4 KPRT-AM 1.5 KSAS-FMW 1.0 3KPRS-FM 3 KBEQ-FM 3 WHB -AM 3 WDAF -AM
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fI.os Angeles

Spring 81 Market Overview

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 doubtiess 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

METRO RANK % I

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 litle 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.

Mins/Day Listened: 83

35~44 21 .5%
45-59 w20 . 9%

55+ ————— 37, 1 X
12+ TOTAL 74,300
Mins/Day Listened: 78
Turnover: 13,8

AGE
12=17 commm—22.5%
18-24 c———— 43 . 4%
25-34 24, 6%
35-44 = 4.5X
45-54 = 2.4%

S5+ w 2.4%X

12+ TOTAL 81,708
Mins/Day Listened: 62
Turnover: 17.4

12+ TOTAL 51,900
Mins/Day Listened: 47

25-34 wwm 9.7X%

35-44 wmmm12.7%

45-54 ammmm—22. 8%

554 ee— 49 . 7%
12+ TOTAL 51,309

Mins/Day Listened: 80

KMET-FM :AQR Turnover: 13,4

55+ = 3.0X

12+ TOTAL 50,300
Mins/Day Listened: 69
Turnover: 15.5

AGE KLOS-FM :AQOR
12-17 eommm22 . 3%
18-24 e————— 39 . 8%
25-34 e 32 . 4%
35-44 2 2.5%
45-54 = 2.3%
55+ . 0.8X%
t2+ TOTAL 48,800
Mins/Day Listened: 56
Turnover: |1 9,2

Turnover: 13,0 Turnover: 23, 2 AGE KRLA-AM :R AGE
12-17 emmm12.9%
AGE KBIG-FM :BM 18-24 27.4x%
12-17 4+ 9.9% AGE KJOI-FM :BM 25-34 eme—33 . 4%
18-24 am 7.8% 12=17 ¢ 1.8% 35~44 esmmm 16.5%
25-34 wmmtt . 7% 186-24 = 3.5X% 45-54 == 6 8X

Audience Composition Analysis e KNX-AM :N s KRTH-FM :R
12-17 4 0.4% 12-17 == 5.3%
18-244 1.4% 1824 e 22 . 4%
AGE KABC-AM :T AGE KFWB-AM :N 25-34m S5.1X 25-34 s— 6 .
t2-17 « 1.4% 12-17 +» 0.6% 35-44 mmma13. 4% 35-44 s 10.3%
18-24 m 3. 4% 18-24. 1 2% 45-54 e 15. 9% 45-54 = 3.8X
2534 mmm 12.5% 25-34 mumm 12 . 3% 55+  ee——C3.9% 55+ 4 19X
3544 w1 1. 1% 35-44 e 12. O% 12+ TOTAL S0, 9900 12+ TOTAL 41,600
;?54 —— 9. 5% c2 2 45-54 s 17. 3% Mine/Day Listened: 69 Mine/Day Listened: 58
+ e—2 . 55+ se— . 7% 1
Y2+ TOTAL 115,820 Turnover: 19.4 Turnover: |1 8 .8

KIIS-FM :R
1217 —24. 0%
18-24 crm—30.4%
25-34 cm— 27 . 2%
35-44 ewm 9.4%

45-54 == 5.4%

55+ = 3.5X

t2+ TOTAL 40. 400
Mins/Day Listened: §§
Turnover: 19,6

AGE KHTZ-FM :AC
1217 mm 7.8%
18-24 enm——34 . 0%
25-39 me——— 37 . 0%
35-44 =mmm 13 .8X
45-S4 . 5.0%
55+ = 2.5%
12+ TOTAL 40, 00e
Mins/Day Listened: 63
Turnover: 1 7.1

ABE KLAC-AM :C
12-17 4 1.5%
18-24 = 4.3%

3% 25-34 amme11.7%
35-44 emm——24.6X
45-54 cnmmm———25 . 68X
S5+ — 32 . 2X
12+ TOTAL 39, 400
Mins/Day Listened: 64
Turnover: 16.9

AGE KNX-FM :AOR
12-17 e 1.9%
18-24 e 34 . 7%
25-34 e—e—— 43 1%
35-44 ammm 14.0%
45-54 = 3 4%
55+ & 2.9%
t2+ TOTAL 37.8@0

Mins/Day Listened: 56
Turnover: 15,6

AGE KIQQG-FM :R
12-17 comm——23 3%
18-24 commm—20. 1%
25-34 cm— 30 4%
35-44 amme 142X
45-54 e 5.1%
55+ ¢ 0.9%
12+ TOTAL 35,208
Mins/Day Listened: 50
Turnover: 2] ,4

XTRA -AM 1.0 K)LHFY 1.1 KLVE-FM® 1.t
KWK w-AM 1.0 KNOB-F™ 0.9 KALI-AMM® 1.1
KNDB-FM 0.9 KGF)-am 0.8 KNDB-FwMI] .0
KGF | -AM 0.3 KFACFW™ 0.7 KFAC-FM®KUO0.9
KEZY -AM 0.6 KEZY¥F% 0.6 KIEV-AMM 0.7
KIEV-AM 0.5 KFAC -AM 0.5 KEZY-AMW 0.6
KW 7 -AM 0.5 KEZY-AM 0.5 KBRT-wM®0,6
KWwiZF™m 0.4 XIEV-AM 0.5 KGIL-AM® 0.6
KGER -AM 0.4 KZLA=AM 0.5 KFAC-AMCU0,
KBRT -AM 0.4 KNIZF% 0.4 XEZYFMW 0.4
KE2Y-F% 0.4 KGRB-AM 0.3 XPRS-AMI0) 0.4
KGRB -AM 0.4 KGER -M 0.3 KYMS-FMMLIO, )
KGIL -AM 0.4 KBOB-FM 0.2 KIKF-FMI©) 0.3
KFAC -AM 0.3 KW I1Z-AMACY0. 3
KGIL-FM 0.3 KwiZ-Fvman0, 3
KBOB-FWM 0.1 KGRA-AM @8 0. 3

KZLA-M©C) 0.2

KGIL-FW® 0.2

KBOB-FVO®O0, 1

Demographics

Adults 256-64

id Mon-Sun 6 AM-Mid
M F

1 KMET-FM 1 KIIS-FM 1 KABC-AM 1 KB IG-FM
2 KLOS—FM 2 KHTZ-FM 2 KRLA-AM 2 KABC-AM
3 KRTH-FM 3 KNX -FM 3 KLAC-AM 3 KRTH-FM

Format Reach I XTRA-AM 1.0 XWST=FW L)
Persons 12 + Mon-Sun BAM-Mid 7w 0.9 kezv-m 1
R 33 KFAC-FM 0.9 n;:l::: :.g
34 KEZY-AM 0.3 X i
20 8 POP ( 00) : 78581 35 KIEV-AM 0.5 XTRA-AM 0.9
AOR 36 KEZY-FM 0.5 KACE-FM 0.8
7 KGR 0.5 KGER-AM 0.6
BM e e Spring '80 Summer '80  Fall '80  Winter ‘81  Spring '81 A ot
—\ 3 39 KGER-AM 0.4 KEZY-FW 0.4
| KABCAM 7.0 KABC-AM 7.6 KABC-AM 6.9 KABC-AM 6.9 KABC-AMM 8.5 o0 (racam 0.4 KOILAM 0.4
u —— 2 KBIG-FM 5.7 KMETFM 5.0 KBIG-FM 5.1 KBIG-FM 6.5 KBIG-FMMMS.5 1 (BRI 0.4 KZLAAM 0.4
"7 3 KMETFM 4.9 KBIG-FM 4.8 KFWB-AM 5.0 KFWBAM 4.8 KVET-FWh 4.6 42 KGIL-AM 0.4 KBRT-AM 0.4
N 4 KJOI-FM 4.8 KJOI-FM 4.6 KJOIF¥ 4.3 KJOI-FM 4.3 KFWB-AMow 3.8 43 KACEFM 0.4 KFAC-AM 0.3
— 6 S KNK M 4.8 KLAC-AM 4.0 KNX -AM 4.2 KNX FM 4.3 KJOI-F¥@an3.8 44 xPRS AM 0.3 KGIL.FW 0.1
c 6 KFWB-AM 4.2 KNX -AM 4.0 KRLA-AM 4.1 KRTH-FM 3.9 KNX -AMO% 3.8 45 K115-AM 0.3
0 7 KLAC-AM 4.2 KFWB-AM 3.8 KLAC-AM 3.7 KMET-FM 3.9 KRLA-AM®) 3.7 46 KILA-M 0.3
MISC 8 KRLA-AM 3.8 KLOS-FM 3.4 KMET-FW 3.6 KHTZFM 3.6 KLOS~FMUA) 3.6 47 KGIL-FM 0.2
9 KRTH-FM 3.5 KRTH-FM 3.4 KIISFM 3.3 KNX M 3.5 KRTH-FU® 3.1 .
60 10 KINSFWM 3.3 KIPS-FM 3,2 KRTH-FM 3.2 KLAC-AM 3.2 KII5-FMM 3.0 49
— T1OKNX FM 3.2 KNX -FM 3.2 KIQD-FM 3.1 KFU -AM 3.1 KHT2F%(AC13.0
S 8 TZKF1 -AM 3.1 KRLA-AM 3.1 KFI =AM 3.0 KRLA-M 2.9 KLAC-AM) 2.9
S 13 KMPC-AM 2.8 KOST-FW 3,0 KHTZ-FM 3.0 KLOS-FM 2,9 KNX WA 2.8
e W} 14 KOST-FYM 2.7 KMPC-AM 2.9 KNX -FW 2.8 KOST-FM 2.9 KIQD-FWM 2.6
AC 15 KLOSHFM 2.4 KI-FM 2.8 KLOSFM 2.7 KIQQ-FM 2.7 KMPC-AMM 2.5
- 3 16 KM| - 2,2 KF1 -AM 2.7 KMPC-AM 2.6 KIISFM 2.7 KFI -AM® 2.5
J 17 KHTZFM 2.2 KHTZFM 2.3 KOST-FM 2.5 KZLA-FM 2.5 KOST-Fu®men2.s
= s 15 XUMTu 2.0 KILAS 1.8 XDAVAN 1.5 AThAM 2.0 KUY U 2.0
19 KUTE-FM 2.0 KZLA-FYM 1, - 5 ’ i
CL-‘ . 20 KIQQ-FM 1.8 KUTE-F% 1.8 KROO-FM 1.8 KM} -AM 2.0 qu:m:f :.; Adults 18-34
21 KROQ-Fw 1.6 KALI-AM 1.7 KLVE-FM™M 1.7 KALI =AM 2.0 KINQ-AM .
RL 22 KTNQ-AM 1.5 KH] -AM 1.7 KUTEFM 1.7 KDAY-AM 1.7 KZLA-FM© 1.7 Mon-Sun 6AM-M
"9 23 KZLAFM 1.6 KDAY-AM 1.6 KWST-F% 1.7 KWST-FM 1.6 KROQ-FMw 1.7 M F
E 24 KJLHFM 1.5 KXGO-FM 1.5 KTNO-M 1.7 KROQ-FM 1.6 XTRA-AM® 1.6
-a 8 25 RKGO-FM 1.4 KROQ-F™ 1.5 KZLAFM 1.6 KTNQ-AM 1.5 KjLH-FM® 1.6
BB 26 KLVEFY% 1.4 KWKw-AM 1.4 KJLHFM 1.4 KUTE F% 1.4 KKGO-FMi 1.5
[ 27 KGF)-AM 1.1 KJLH-FM 1,3 KHJ =AM 1.3 KKGO-FM 1.4 KWKW-AM® 1.§
9.4 28 KALI-AM 1.1 KLVE-FM 1,2 KACE-FM 1.3 KLVE-FM 1.4 KACE-FUM 1.4
Y 2 29 KNOBFM 1.1 KNOBFW 1.1 KKGO-FM 1.2 KACEFM 1.2 KDAY-AM® 1.4
0 4 30 KWST-FM 1.0 KGRB-AM 1.1 KFACFM 1.2 KWKW-AM 1.2 KGF|-AM®@ 1.4




fLouisville
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Spring ’81 Market Overview

The introduction of Quarterly Measurement into
the Louisville area went falrty 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 return-
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 CHR 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 litle advertis-
ing on TV. It will be worth watching to see what in-
roads WCIl 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 aimost 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.

AGE WAMZ-FM :C
12-17 = 2 8%
18-24 ensumem—m28 Q%
25-34 m—23 4%
3544 mmm— 19 6%
45-54 ammmm 15 9%
S5+ =mm10@.3%
12+ TOTAL 10, 7@@
Mins/Day Listened 90
Turnover 12.0

35-44 cmmmema?21 9%

45-54 mmm——17 1%

S5+ ee— 47 6%
12+ TOTAL 10,500
Mins/Day Listened: 92
Turnover: 11,7

AGE
12-17 @ 3.1%
18-24 am 6 1%
25-34 cmme—22 4%
3544 e 16 3%
45-54 mmam 14 3%
S54 co—37 8%
12+ TOTAL 9,800
Mins/Day Listened 58
Turnover: 18.5

(
Format Reach

AGE WKJJ-FM :R
12-17 34 1%
18-24 em—— 37 S%
25-34 =mmm13.6%

35-44 mmm 10.2%
45-S54 = 3.4%

S5+ & 1.1%

12+ TOTAL 8,800
Mins/Day Listened 70
Turnover: | 5.3

AGE WVEZ~-FM :BM
12-174 1.0%
PR 0T AGE W.\VE—AH :AC
25-34 wmm1@.5% 12-17.a 2.4%
18-244 t.2%

25-34 mm 7.2%
35-44 wmm 9.6%
45-54 cmmmm16 9%
56+
12+ TOTAL 8,30@@
Mins/Day Listened 59
Turnover: 18.2

WHAS-AM :AC

Audience Composition Analysis

—C 2. 7 %

AGE WRKA-FM :AC
1217 = 8 7%

18-24 comemmmm 23 2%
25-34 e e—— 47 8%
35-44 mmmm14 SX
45-54 .« 1 4%
SS+ m 4 3%

12+ TOTAL 6,900
Mins/Day Listened 74
Turnover:14. 5

AGE WCII-AM :C
12-17 mmm 1@ 3%
18-24 uma 7 4%

25-34 em—— 32 4%
35-44 mm——20 6%
45-54 mmm 11 8%

S5+ |7 6%
12+ TOTAL 6.8@e
Mins/Day Listened 60
Turnover 1 8.1

AGE WAMF-FM : AOR
12-17 29 09X
18-24 em————46 8%
26-34 mmemmm21 0X
35-44a 3 2%
45-54., @ 0%
S5+ ., 0.0%
12+ TOTAL 6,290
Mins/Day Listened 62
Turnover: | 7.5

AGE WLRS-FM :AQOR
12-17 cm—37 7%
18-24 e 31 1%
25-34 mmmm——26 2%

35-44 - 3 3%

45-54 4 1.68%

S5+ 4, 0.9%

t2+ TOTAL 6, 100
Mins/Day Listened 55
Turnover: 19.7

AGE WLOU-AM :B

1217 co—2S Q%

1824 e i AGE WAKY=AM :R
12-17 m 3.9%

25-34 ane—20 3%
35-44 a4 1%
45-54 m 4 7%

S5+ =m 7 8%

12+ TOTAL 6,400
Mins/Day Listened 92
Turnover- 11.8

1824 w27 5%
25-34 mm—— 37 . 3%
35+44 17 .6%
45-54 mm 7.8%

SS+ = S5 9%

12+ TOTAL 5,100
Mins/Day Listened 42
Turnover: 25. 8

ASE WINN-AM :C
12-17., @.0%
18-24., @ 0%

25-34 mmm 11 1%

35-44 w11 1%

45-54 emm—— 30 6%

SS+ ——— 47 2%
12+ TOTAL 3,600
Mins/Day Listened 44
Turnover 24.5

AGE WTMT-AM :C
12-17 = 4. 3%
18-24 wum 8.7%
25-34 cmmam 17 4%
35-44 mmmm13.0%
45-54 cmpmame 17 4%
S5+ — 39 1Y%
12+ TOTAL 2,300
Mins/Day Listened 81
Turnover: 13.3

AGE WXVW-AM :E
12-174 @ 0%
18-24, 0 0%
25-34, 0.0%
35-44 s 9 5%
45-54 mmmm 14 3%
S5+
12+ TOTAL 2,100
Mins/Day Listened. 70
Turnover:15 .4

76 2%

. e Trends
24 7
c Persons 12 {‘ Mon-Sun BAM-Mid 13 WRKA-FM 3.1 WIMT-AM 2.9 WIMT-AM(C) 2.3
23 2 14 WIMT-AM 2.8 WZZX-FM 1.9 WXVW-AM(B) 2.1
POP(00): 7376 15 WFIA-AM 1.4 WXLN-FM 1.1 wFIA-AM(RL 1.3
R 16 WXVW-AM 1.1 WFIA-AM 1.1 WXLN-FM®RL 1.2
—"3 7 17 WXLN-FM 1.1 WXVW-AM 0.9 WJYL-FM® 0.4
AOR Spring '80 Fall '80 Spring '81
1 WEZ—FM 10.7 WAMZ-EM  11.7 WAMZ-FM(© 10.6 D h s
BM
_——e 4 2 WAKY-AM 9.8 WKJJ-FM 10.5 WEZ-FM(BW10.4 emogra;p ICS
3 WLOU-AM 9.4 WEZ-FM 9.9 WHAS-AMIAC) 9.7
B 4 WHAS-AM 8.9 WAKY-AM 9.5 WKJJ-FM®) 8.7
63 5 WAMZ-FM 8.8 WLRS-FM 8.5 WAVE-AM(AC) 8.2 Adults 18-34 Adults 25-54
6 WKJJ-FM 7.8 WHAS-AM 7.8 WRKA-FM(AC) 6.8
Mlle 7 WAVE-AM 7.7 WAVE-AM 6.8 WCII-AM(© 6.7 Moni?un 6AMi'_,M1d Mon-Sun 6AM-Mid
8 WINN-AM 5.9 WLOU-AM 5.7 WLOU-AM (8 6.3 M F
E 9 WLRS—FM 5.7 WINN-AM 5.0 WQW-FM(A) 6.1
=2 s 10 WCII-AM 4.5 WC1I-AM 4.7 WLRS-FM(A) 6.0 | WAMZ -FM 1 WRKA-FM 1 WAMZ -FM 1 WAMZ-FM
aL 11 WQMF-FM 3.7 WQMF-FM 3.9 WAKY-AM®R) 5.0 2MQMF-FM 2 WK | -FM 2 WHAS-AM 2 WEZ -FM
- g 12 WZZX-FM 3.5 WRKA-FM 3.6 WINN-AM(C) 3.6 3WKJ J-FM 3 WAMZ-FM 3 WRKA-FM 3 WHAS -AM
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(Memphis

Spring '81 Market Overview

A higher overall in-tab and an additional ethnic
diary return were the most prominent
characteristics of Arbltron’s 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 ESF was introduced to Memphis,
which probably helped propel WHRK and WZXR
into double digits. As the ESF sample has stabiliz-
ed, WHRK slipped but still led the ethnic stations,

METRO RANK % l

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 CHR entry saw its biggest
galns 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. ,

18-29 wum 9 2% 1824 mmmmmm18 9%
25-34 emm—22 0%
35-94 cmm—21 1%
45-59 mmmm—m?20 2%
S5+ commm——25 7%
12+ TOTAL 10,980

35-44m 5 3%
45-54 w 3 2%
S5+ = 4.2%
12+ TOTAL 9,500

Mins/Day Listened: 78
Turnover: 13, 8

AGE WZXR-FM :AOR
12-17 e 26 . 4%
18-24 e 47 . 2%
25-34 w21 7%
35-44a 2.8%
45-54, 9 0%
55+ = 1 9X
12+ TOTAL 10,600

Mins/Day Listened: 109
Turnover: 9,9

Turnover: 17,4

AGE WHRK-FM
1217 28 1%

25-39 —28 1%
35-49 am 7 9X
45-54 = 4 5%

S5+ . 1 1%

12+ TOTAL 8,900

Turnover: 14, 3

AGE WEZI-FM :BM
12-17 4+ 1 B%
18-24 = 3 8%

25-34 cmmma17 06X
35-494 cmsm——27 0%
45-54 csem—m22 0%
S5+
12+ TOTAL 10,000

— 30 . 0%

25-34 emmmm—31 6X

18-24 e 38 3X

Mins/Day Listened 75

35-99 cm—28 1X
45-54 wmmm 15.6%

55+  com—34 4%
12+ TOTAL 6, 400

Mins/Day Listened: 86
Turnover: 12, 6

Mins/Day Listened: 62

AGE WRVR-FM :AC
1217 mm 8 2%
18-24 emmmmmm23 8%
25-34 eommm—734 4%
35-44 19 7%
45-54 am 6.6.
S5+ == 8.2%
12+ TOTAL 6, 188

Mins/Day Listened 56
Turnover: |1 9,4

:B

AGE WDIA-AM :B
12-17 == 8 0%
18-24 s 140X
25-34 cmmmmm 22 0X
35-44 w14 BX
45-54 m 40X

Audience Composition Analysis AGe  WMPS-AM :C acE  WLVS-FM :C e WREC-AM :AC
12-17 == 6.3X 12-17 = 2.1% 12-17 1 8.8X
AGE WMC-AM :C AGE WMC-FM :R 18-24 am 6 3% 18-24 w18 8% 18-24 m 3.7%
12-17 o 1 8% 1217 cn— 36 8% 25-34 w9 4X 25-34 emmm—29 . 2X 25-34 am 7.4%

35-44 m—— 258X
45-54 e 18.8X
55+ am 6.3X

12+ TOTAL 4,800

Mins/Day Listened: 74
Turnover: 14,5

AGE WLOK-AM :B
12-17 e 128X
18-24 cme— 42 6%
25-34 cmmmm19 1%
35-44 mam 10 6%
45-54 4 2 1%
55+ =mm12 8X
12+ TOTAL 4,700

Mins/Day Listened 52
Turnover: 20.7

AGE WHBQ-AM :R
12-17 am 7.3%
18-24 cuum 17 1%
25-34 m—3 7%
35-44 wmmm 122X
45-54 @ 2 4%

35-44 wm—22 2%
45-54 cmmm14.8X
S5+ ee—— 1 X

12+ TOTAL 2,78

Mins/Day Listened: 39
Turnover: 27.6

AGE KWAM=-AM :RL
12-17, 8.8X
18-24 amm 18.5X
25-34 m—2 . BX
3544 cmm—21 1%
45-54 = 5.3X
55+ mam1@.5%
t2+ TOTAL 1,900

Mins/Day Listened: 76
Turnover: 14,3

AGE WWEE-AM :T
12-17 4+ B.0%
18-24. ©.0%
25-34, 8.8X
35-44 w15 4%
45-54 wmmm 15. 4%

55+  crem—— 380X 55+ mm 7.3% 55+ 69.2X
Mins/Day Listened: 94 12+ TOTAL S,@00 12+ TOTAL 4,100 t2+ TOTAL 1,300
Turnover: 11,5 Mins/Day Listened: 0 Ming/Day Listened: 42 Mins/Day Listened: 66
Turnover: 21,6 Turnover: 25,7 Turnover: 16,5
Gormat Reach r
c Share Trends
24 N
5 Persons 12+ Mon-Sun BAM-Mid 13 KWAM-AM 2.7 WWEE-AM 2.3 KWAM-AM®L 2.1
NG 14 WWEE-AM 2.6 KWAM-AM 1.6 WWEE-AMM 1.4
POP(00): 7333 15 KWAM-FM 2.3 KWAM-FM 1.0 KSUD-AM®Y 1.3
R s 16 KSUD-AM 0.5 KWAM-FM©) 0.8
e — 17 WKBL-AM O 0.4
AOR Spring ’80 Fall ’80 Spring ’81
1 WHRK-FM  12.6 WZXR-FM 13.4 WMC -AM(C) 11.8 D h'
BM
— o 2 WEZI-FM  10.5 WEZI-FM 12.1 WZXR-FM(®&) 11.5 emogra‘p 1CS
3 WZXR-FM  10.2 WHRK-FM 11.1 WEZI-FM®M10.8
AC o s 4 WMC -AM 9.7 WMC -AM  10.9 WMC -FM®) 10.3
5 WC -FM 9.4 WIC -FM 7.4 MHRK-FM® 9.6 Adults 18-34 Adults 265-64
MISC 6 WDIA-AM 8.7 WDIA-AM 5.9 WMPS-AMI(C) 6.9 Mon-S SAM-M M-Mid
— o 7 WLOK-AM 6.7 WQUD-FM 5.4 WRVR-FM(AQ) 6.6 SO B SR il
8 WQUD-FM 5.6 WLVS-FM 5.0 WDIA-AM@® 5.4 F M F
RL 9 WREC-AM 4.5 WHBQ-AM 4.8 WLVS-FM(©) 5.2 \
-3 4 10 WHBQ-AM 3.8 WLOK-AV 4.7 WLOK-AM@ 5.1 | WZXR-FM 1 WRVR-FM 1 WMC -AM 1 WEZI-FM
. 11 WMPS-AM 3.5 WREC-AM 4.2 WHBQ-aM®) 4.4 2 WIRK-FM 2 4MC —FM 2 WEZI-FM 2 wiC -AM
- 12 WLVS-FM 3.5 WMPS-AM 4.2 WREC-AMQ) 2.9 3 WIC FM 3 WHRK-FM 3 WHRK-FM 3 WRVR-FM




(Miami

Spring '81 Market Overview

Quarterty 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

METRO RANK %1\

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, WQBA, 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 TV 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
TV and the balance on boards. The switch of two
WHYI personalities to WINZ-FM was another
helpful factor.

25-34 = 4 5%
35-44 cmm—22 3%
45-54 cmmmmn17.8%
SS+
12+ TOTAL 24,200

— 2. . 9%

Mins/Day Listened 243
Turnover: 4,4

25-34 emm 11 2%

35-44 s 15 3%

45-54 wwm—20. 4%

554  en————S0 SX

12+ TOTAL 19,600

Mins/Day Listened: 139
Turnover: 7,8

12+ TOTAL 17,600

Mins/Day Listened: 153
Turnover: 7,1

Audience Composition Analysis

AGE WRHC—-AM :$ AGE WINZ-FM
12-17a 1 7% 1217 e 35 8%
18-24 .+ @ 8%

18-24 cemmmem— 30 9%
25-34 17 B%
35-44 ammm 11 S%
45-54. @ 6%

S5+ = 4 2%

12+ TOTAL 16.500

‘R

AGE WCMQ-FM :S ABE WHTT-AM :S
12-17 = 2 2% 1217 e 18 8%
18-24 emem 12 4% 18-24 = 3.2X

25-34 cmmmmenmm27 0%
35-44 cwm—22 6%
45-54 ommmmem 23 4%
S5+ aemm12 4%
12+ TOTAL 13,700

Mins/Day Listened: 149

Mins/Day Listened. 70

Turnover: 15,5

AGE WABA-AM :S
12-17 .+ @.5% AGE WHYI-FM :
18-24 ¢ 2 OX 1217 wawemens 24 2%

18-24 emm—— 32 9%
25~34 ammm—t—29 2%
35-44 = 7.S%

45-54 &« 2 .5X%

S5+ = 3 7%

12+ TOTAL 16,100

Mins/Day Listened: 71
Turnover: 15,1

AGE WNWS—-AM :N
12-17, @ %
18-24 ., @ OX
25-34 « S5 1%
35-44.4 1 7%
45-544 1 1%
S5+ 92.09%

25-34 mnemm16.8X%
3544 211X
45-54 amemm 15.8%
S5+  em——26.3%
12+ TOTAL 9.500

Mins/Day Listened: 147

Turnover: 7,2 Turnover: 7.4

ABE WEDR-FM :B ABE WCMQ-AM :S
12-17 co—{9.3% 12-17 ¢ 1.2%X
18-24 @ 3.5%

18-24 m———— 39 . 3%
25-34 ewm——22.2X%
35-44 == 8 1X

45-54 w7 4%

S5+ = 3.7%

12+ TOTAL 13,500

R

Mins/Day Listened 118

25-34 s 19.8X
35-44 evem— 36 . 0X
45-54 maem—31 . 4%
S5+ =m 8.1X

12+ TOTAL 8,600

Mins/Day Listened: 166

Turnover: 9,1 Turnover: 6.5
5 AGE WYOR-FM :BM
AGE WINZ-AM :N 17 1 ox
e 18-24, 8.0X%
jo2a. 0 o 25-34 « 2.4%

25-34 = 4.0%
35-44 e 5.0%
45-54 wem 10.0%
S5+

12+ TOTAL 10,000

Mins/Day Listened 69
Turnover 15,7

81.0x

f
- Share Trends
Format Reach '
Persons 12+ Mon-Sun BAM-Mid 19 #AXY-FM 2.3 WHTT-AM 2.3 WGBS-AM(A0)2.3
20 WOAM-AM 2.0 WLYF—FM 2.2 WAXY-FM® 2.3
E - POP(00): 13714 21 WTMI-FM 1.9 WAXY-FM 2.2 WAIA-FM(ACI1 .8
o 22 WSHE-FM 1.8 AKAT-AM 2.0 WOCN-AM®) 1.8
—— 23 WCMQ-AM 1.7 WVCG-AM 1.8 WTMI-FMCU 1.7
. UG Spring '80 Fall '80 Spring '81 24 WGBS-AM 1.6 WGBS-AM 1.6 WKAT-AMM 1.4
— 25 WKAT-AM 1.4 WMBM-AM 1.2 WW|F-FM® 1.2
aM 1 WRHC-AM 9.5 WRHC-AM 10.6 WRHC-AM(S) 9.4 26 WKQS-FM 1.3 WCKO-F™ 1.2 WCKO-FU® 1.1
— 2 WQBA-AM 7.9 WHYI-FM 6.8 MQBA-AM(S) 7.6 27 WMBM-AM 1.3 WINZ-FM 1.1 WKQS-FM @M, 7
AC 3 WHYI-FM 7.2 WQBA-AM 5.5 WNWS-AVI(®M 6.8 28 WEWZ-FM 0.6 WKQS-FM 1.0 #WMBM-AY(® 0.3
. 4 WEDR-FM 5.4 WNWS-AM 5.0 NINZ-FM@®) 6.4 20 WCKO-FM 0.5 WEWZ—F4 0.8
5 5 WYOR-FM 5.2 WYOR-FM 4.8 WHYI-FM® 6.3
— 6 WOMQ-FM 4.8 WQAM-AM 4.8 WOVIQ-FM(S) 5.3
o 7 WINZ-AM 4.6 WNINZ-AM 4.4 WEDR-FM@® 5.3 .
s s 8 WINZ-FM 4.3 WEDR-FM 4.3 WINZ-AMM) 3.9 Demogra,phlcs
MISC 9 WWWL-FM 3.8 WCMQ-FM 3.9 WHTT-AM(S) 3.7
-3 10 WNYS-AM 3.6 WCMQ-AM 3.9 MCMQ-AM(S) 3.3
c 11 WHTT-AM 3.4 MWWL-FV 3.6 WYOR-FV(BM3,2
-2 12 WLYF-FM 3.3 WIMI-FM 3.2 WWCG-AMBM3, | Sl hek e
oL, 13 WQBA-FM 3.2 WAIA-FM 3.1 WLYF-FM®M2,9 Mon-Sun 6AM-Mid  Mon-Sun 6AM-Mid
17 14 WOCN-AM 3.1 WOCN-AM 3.1 WICD-AM(AC)2.8 M F M
L 15 WIOD-AM 3.0 WQBA-FM 3.0 WSHE-FMN) 2.8 c
14 16 NAIA-FM 2.9 ¥10D-AM 2.9 #QBA—FM( 2.8 | WEDR-FM 1 WHYI-FM 1 WRHC-AM 1 WRHC-AM
E_l ) 17 WCG-AM 2.7 WJX-FM 2.8 WMQAM-AM() 2.8 2WSHE-FM 2 WINZ-FM 2 WQBA-AM 2 WCMQ-FM
18 WMJX-FM 2.7 WSHE-FM 2.4 WWWL-FM@A) 2.7 3WINZ-FM 3 WEDR-FM 3 WCMQ-FM 3 WQBA-AM

35-44 wem 12.2%

4554 mmemn 18. 3%
 ——— 05 . 9%

12+ TOTAL 8,200

Mins/Day Listened: 97

Turnover: 11,1

ABE WVCG-AM :BM
12-17 ., B.0X
18-24 = 2.5%
25-34, B.08%
35-44 cmmm 15.2%
45-54 smmm———m— 30 . 4%
S5+ ——m— S . 9%
t2+ TOTAL 7,900

Mins/Day Listened: 84
Turnover: 12,9

AGE WLYF-FM :BM
12-17 o 1.4%
18-24 w 2.7%

25-34 m 4.1X

35-44 «um 9.5%

45-54 cmmm——26 . 4%

S5+ ee—4 . %

12+ TOTAL 7,400

Mins/Day Listened 72
Turnover: 14,9

AGE WIOD-AM :AC
12-17 2 1 .4%
18~24, @.0%

25-34 e 9.68X%

35~44 cwm——20.5X%

45-54 ommm 16 . 4X

55+ cne—52.1%
12+ TOTAL 7.308

Mins/Day Listened: /1
Turnover: 1§ 2
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Miami-Ft. Lauderdale-Hollywood Special ]

AGE WHYI-FM :R
12-17 comamemm 22 . 9%
18-24 e 26 . 6X
25-34 cm— 31 9%
3544 umm 9.9%
45-54 o 4.6%
5SS+ - 5.9%
12+ TOTAL 28,200

Ming/Day Listened: 73
Turnover: 14,8

AGE WNWS-AM :N
12-17 4+ ©.7%
18-24, @ .0%

25-34 m 3.7%
35-44 @« 3.3X%
45-54 = S.9%
SS+

Audience Composition Analysis

12+ TOTAL 27,300

Mins/Day Listened: 121
Turnover: 8 .9

AGE WRHC-AM :S
12-17 ¢ 1.7%
18-24 ., 0.8%

25-34 m 4.SX%
3544 wemmm—22 . 3%
4S54 e 17.8%

12+ TOTAL 24,208

Mins/Day Listened: 243
Turnover: 4 .4

AGE WINZ-FM :R
12417 commmm—34 3%
18-24 o 26 . 8%
25-34 commmmn21 . 6%
35-44 wmm 10 8%

45-54, 0.9%
S5+ == S.6%
12+ TOTAL 21,300

Mins/Day Listened: 65
Turnover: 1 6.7

(
Format Reach

AGE WSHE-FM :AOR
12-17 wm 9.S%

AGE WLYF-FM :BM 18-24 53.3%
12-17 « B 5% 25-34 cmmmmm— 34 . 3%
25-34 = 5 OX% 45-54, 0.0%

SS+ 4 8.0X

35-44 e 5. 4%
45-54 cnmm— 25 . 6%

S5+ — GO . 1 %

12+ TOTAL 20, 309

12+ TOTAL 16,900

Mins/Day Listened: 100
Turnover: 10, 8
Mins/Day Listened: 85

Turnover: 12,7

AGE WIOD-AM :AC
; 12-17 4 ©.6X
|2Af1E7. e zEBA AM :S 18-24 = 5.8%
18-24 2 2 0% 25-34 = 5.2%

35-44 wwmm14.8%
4S5-54 cnmmm—23. 2%

12+ TOTAL 15,508

25-34 w11 .2%
35-44 mmmm1S.3%
45-S4 mmm——20 4%

S5+ e—S0  S%

12+ TOTAL 19,600

86 4%

Mins/Day Listened: /4

Mins/Day Listened: 137 Turnover: 14,5

Turnover: 7 «9

AGE WAXY-FM :R
12-17 =a 5. 4%
AGE WINZ-AM :N 18-24 mummm—m20 . 1%
12-17+ 8.08% 25-34 e— 46 . 3%
18-24, 8.8%

35-44 mmmm14 8%
45-S9 we 7 4%
SS+ == 6.0X%

12+ TOTAL 14,909
78.7%
Mins/Day Listened: 78

Turnover: 13,9

25-34 m 3.7%

35~44 = 7 4%
45-S4 aum 101X
SS+
12+ TOTAL 18,800

Mins/Day Listened: 67
Turnover: 1 6,2

AGE WKQS
12-171 ©.0%
18-24a 2.2%

25-34 == 5.8X%
35-44 am 7.2X%
45-S4 umm 10.8X%
SS+

-FM :BM

12+ TOTAL 13,900

Mins/Day Listened: 85

Turnover: 12,8

ABE

WEDR-FM :B

1217 e 19 . 0%
18-24 m— 39 . 4X

25-34 enmmmm—21
35-44 = 8.0X
45-S4 me 7.3X
SS+ m 4.4%
12+ TOTAL 13,7

9X

Mins/Day Listened: 113

Turnover: 9,5

AGE
12-17 w 2.2%
18-24 mmma12.4%

WCMQ-FM :S

25-34 eosemm—27 . 0%
3544 w22 . 6%

SS+ - | 2. 4%
12+ TOTAL 13,7

4%

Mins/Day Listened: 149

Turnover: 7,2

AGE
12-17 = S.3%
1824 wum 9.1X

WQAM-AM :C

2534 cmmm—18.9%

35-44 cnmmm—23

SX

4S5-54 mmmm—22.7%

SS+  e—20.
12+ TOTAL 13,2

SX
21"

741X

f Mins/Day Listened: 67

Share Trends Turnover: 16. 1
23 WOCN-AM 1.9 WGBS-AM 1.7 WGBS—AM(AC)Z.OW

Persons 12+ Mon-Sun 8AM-M1d 34 wIMI-FM 1.9 WRBD-AM 1.6 WLQY-AM @M)1.9

POP(00): 8897 25 WGBS-AM 1.5 WCKO-FM 1.5 WCKO-FM® 1.9
26 WCKO-FM 1.5 WHTT-AM 1.4 WTMI-FMu 1.8
27 WETL-AM 1.2 WVCG-AM 1.4 WQBA-FM® 1.7

Spring ’80 Fall '80 Spring '81 28 WKAT-AM 1.1 WINZ-FM 1.2 WWJF-FM® 1.5
. 29 WCMQ-AM 1.0 WKAT-AM 1.2 WOCN-AM(S) 1.1

1 WHYI-FM 7.3 WHYI-FM 6.5 WHYI-FM(R) 6.6 30 WEWZ-FM 1.0 WFTL-AM 1.1 WKAT-AMM 1.1

2 WRHC-AM 6.0 WRHC-AM 6.3 WNWS-AM(N) 6.4 31 WPIP-AM 0.9 WEWZ-FM 1.0

3 WLYF-FM 6.0 WNWS-AM 5.7 WRHC-AM ) 5.7 32 WMBM-AM 0.8 WVMBM-AM 0.7

4 WQBA-AM 4,9 WINZ-AM 4,6 WINZ-FM{@R) 5.0 33 WEXY-AM 0.6 WEXY-AM 0.6

5 WINZ-AM 4.9 WKQS-FM 4.6 WLYF-FM@®MW4.8 34 WSRF-AM 0.5

6 WNWS-AM 4.9 WLYF-FM 4.5 WQBA-AM(S) 4.6 35 WPIP-AM 0.3

7 WYOR-FM 4.2 WQAM-AM 4.1 WINZ-AMN) 4.4 36 WEAT-FM 0.3

8 WAXY-FM 4.1 WYOR-FM 4.1 WSHE-FM(A) 4.0

9 WAIA-FM 3.7 WAIA-FM 3.8 WIOD-AM{AC)3.7

10 WKQS-FM 3.5 WWWL-FM 3.8 WAXY-FM® 3.5 .

11 WWWL-FM 3.4 WIOD-AM 3.6 WKQS-FM@W3.3 D h

12 WICD-AM 3.4 WAXY-FM 3.5 WEDR-FM@® 3.2 emogra‘p lcs

13 WINZ-FM 3.4 WSHE-FM 3.3 WCMQ-FM(s) 3.2

14 WEDR-FM 3.4 WQBA-AM 3.3 WQAM-AM(c) 3.1

15 WCMQ-FM 2.9 WIMI-FM 3.2 WWWL-FM@&) 3.1 Adults 18-34 Adults 25-64

16 WSHE-FM 2.9 WEDR-FM 2.6 WYOR-FM@BM)2.9 Mon-Sun 6AM-Mid Mon-Sun 8AM-Mid

17 WHTT-AM 2.7 WLQY-AM 2.6 WAIA-FM(AC)2.9 M F M F

18 WMJX-FM 2.2 WCMQ-FM 2.3 WVCG-AM (BM)2.4

19 WQAM-AM 2.2 WCMQ-AM 2.3 WHTT-AM@®) 2.3 1 WSHE—FM 1 WHY [=FM ] WAXY-FM 1 WHY [ -FM

20 WRBD-AM 2.1 WM]X-FM 2.3 WRBD-AM® 2.2 2 WHY | -FM 2 WWWL-FM 2 WHY | _FM 2 e

21 WCG-AM 2.1 WQBA-FM 2.0 WFTL-AM(AC)2.0 2 . WRHC -

22 WQBA-FM 2.0 WOCN-AM 1.9 WCMQ-AM(S) 2.0 3 WWL-FM 3 WINZ-FM 3 wQAV-AM 3 WCMQ-FM

e



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

(Milwaukee-nacine

METRO RANK %w

WTMJ'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 WQFM'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
chalienging 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.

35-44 sommem 19 8X
45-54 o 19 0X
S5+
12+ TOTAL 25,200

Mina/Day Listened: 90

35-44 a7 9%
45-54 = 4 3X

49 2% ggr 6 8%

18-24 wnmem 16 9X
45-54 cmmm—18 11X

S5+ ee—— 50 5%

12+ TOTAL 23,709

35-44 w16 9%
45-54 umm 10 1%
S5+

Mins/Day Listened 77
Rt 12+ TOTAL 8,909

Turnover: 14,0

ABE WISN-AM :AC Turnover: 16,7

12-17 = 4 9X
18-24 mmm 12 6%
25-34 emmmmem22 4%
35-44 wmam 17 QX
45-54 wmmm 14 8X

12+ TOTAL 11,700

19 1X

25-34 cmmm—28 1%

Mins/Day Listened 45

12+ TOTAL 8,70@

Mins/Day Listened 47
Turnover 13,8

12+ TOTAL 18,300

Mine/Day Listened 86
Turnover 20.2

AGE WLPX-FM :AOR
1217 em— 33 8%
18-24 —51 8%
25-34 wmm12 2%

35-44, 1 4X
45-54, @ 9OX

45-54, @ 0% 25~34 cnmmm—35 6X
55+ @ X S5+ m 3 2% 35-44 emm—Z26 7%
12+ TOTAL 13,900 124 TOTAL, 6,320 45-54 omm 11 1%
Mins/Day Listened 65 S5+ we—mem22 2X

Turnover 24,1

Audience Composition Analysis e  WKTI-FM ‘R s WOFM-FM :AOR R A
12-17 cmmemn 17 2X 12-17 oo 16 7% 12-17 e—21 t%
18-24 commm— 35 6X 18-24 68 2X 18-24 49 4%
AGE WEZW-FM :BM AGE WZUU-FM AC  26.34 e 40 2x 25-34 e 15 2X% 25-34 emmmmam24 6%
12-17, 0 4% 1217 e It 1X 35-44 & 3 4% 35-44, @ X 35-44 =m 7 OX
18-24 ¢ 1.2% 18-24 wmmmmm 23 9% 45-54 @ 2 3% 45-54, @ oX 45-54 w 3 5X
25-34 wam 10 3% 25-34 epmmmm—35 9% S5+ o 1 1X S5+ . 9 X 55+ = 3 5%

12+ TOTAL 13,200

Mins/Day Listened: 78
Turnover 22 .8

Mins/Day Listened 53 AGE WBCS-FM :C eE WMYX-FM :AC
Turnover: 11,9 Turnover 12. 6 12-17 « 2 2% 12-17 o 2 5% AGE WFMR~-FM :CL
18-24 e 19 9% 12-17 « 2. 0%
AGE WTMJ-AM :AC 18-24 e 36 7%
12-17 8 1 7% 22'34‘ L U G 2534 em—36 7% 18-24 = 6 0"24 o
18-24 am S5.1X AGE WOKY-AM :R =44 o— 32 8% 35-44 m——22 8% 25-34 e
45-54 cmmm 16 4% 4, 8 ox 35-44 cmmm—26 . 0X
25-34 wm 7 2% 12-17 wem 9 0% =X o 45-54, P P
35-44 amm 1! 4X — S5+ o 1 3% 5-54 wmm

12+ TOTAL 7,900

Mins/Day Listened 90
Turnover 12,0
AGE WRKR-FM R

1217 e— 49 . 2X

18-24 e 1S 9X AGE WMKE-AM :C
25-34 memmm—22 2% 12-17 w 2 2%
35-44 mm 9 5X 18-24 » 2 2%

Mins/Day Listened 54

t2+ TOTAL 5,709

Ming/Day Listened 74
Turnover. 14.6

55+  com—— 32 0X
12+ TOTAL 5,000

Mins/Day Listened 70
Turnover 15,3

S5+ mm—28 3% Turnover 19.9 12+ TOTAL 4,500
U LTS B r Mins/Day Listened: 52
Mins/Day Listened 56 S Turnover 20.7
Turnover. 19.3 h are Trends
OIL 12+ ) ] 21 WBKV-FM 1.1 WIID-AM 1.0 WEMP-AV (AQ) 0.9 )
- Pers S Mon-S8un 8AM-MId 5, oy avw 1.0 WBKV-FM 1.0 WGN -AM M 0.9
Format Reach - 23 WGN -AV 0.9 WGN -AM 0.9 WYLO-AM ™M) 0.9
POP(OO)' 12969 24 WZUU-AM 0.9 WBKV-AM 0.9 MKV-AM (AC) 0,9
, 25 WTKM-F4 0.8 WXJY-FM 0.8 WBKV-FM (AC) 0.8
S ke Spring '80 Fall '80 Spring 81 26 WYLO-A 0.7 WEMP-AM 0.7 WAWA-AM ® 0.¢
27 WIND-AM 0.6 WZUU-AM 0.6 WNOV-AM ® 0.5
8M 1 WTMJ-AM 15,0 WTM)J-AM  12.3 WEZW-FV®BMI11.4 28 WFNY-FW 0.5 NLS -AM 0.4 WTKM-FM (AC) 0.3
13 2 NEZW—F" FV 11.8 WTY) -AM (AC) 10,7 , : (AC)
2 NEZW-FW  12.0 WEZW . J 29 NLS -AM 0.5 WTKM-FM 0.4 WTKM-AV 0.2
AOR 3 WISN-AM  10.3 WISN-AM 11.0 WISN-AV (AC)10.1 30 WBKV-AM 0.4 WGLB-AM 0.4
——, 3 4 WBCS-FM 8.7 WBCS-FM 8.2 WBCS-FW(O) 8.3 31 WTKM_AM 0.4 WENY-FV 0.4
c S NLPX-FM 7.2 WLPX-FM 6.0 WLPX-FM W 6.3 32 MWEG-AM 0.3
— 5 6 WZUU-FV 4.0 WFMR-FM 5.0 WQFM-FM A 6.0 33 WGLB-FM 0.2
7 WQFV-FM 3.7 WZW-FM 4.8 NZW-FM(AC) 5.3 34 WTM-AM 0.2
R—m 7 8 WOKY-AM 3.4 MWFM-FM 4.3 WOKY-av ® 4.0
9 WKTI-FM 3.3 wLM-F4¥ 3.2 WKTI-Fu® 3.9 .
MISC 10 WFMR-FV 2.9 WOKY-AM 3.0 WMYX-FM (AC) 3.6 D gr p h
66 11 WLUM-FM 2.7 WKTI-FM 2.5 WRKR-FM ® 2.8 emo a’ ICS
8 12 WKE-AM 2.3 WRKR-FM 2.3 WLUIM-FM ® 2.§
3 7 13 WRKR-FW 2.2 WWKE-AM 2.2 WMR-FM (CL) 2.3
T 14 WXJY=FM 1.9 WMAQ-AM 2.1 AMKE-AM © 2.0 Adults 18-34 Adults 28-54
- 15 MMAQ-AM 1.7 WMYX-FM 1.5 WZUU-AM AC) 1.9 Mon-Sun 8AM-Mid Mon-Sun 8AM-Mid
16 WMYX-FM 1.3 WYLO-AM 1.5 WIND-AM ™M 1.8 M F M F
cL \ \ _FM (BM)
17 WANA-AYM 1.3 WRJN-AM 1.4 WXJY-FM 1.8 )
"2 3 18 WRIN-AM 1.2 WBBM-AYM 1.2 WIAQ-AM © 1.3 1 WQFM-FM 1 WZUU-FM 1 WISN~AM 1 WEZW-FM
N 19 WEMP-AV 1.2 WAWA-AM 1.2 WBBM-AM (M 1.1 2WLPX~FM 2 WISN-AM 2 WBCS-FM 2 WBCS-FM
"1 20 WBBM-AM 1.2 ANOV-AM 1.2 WRJN-AM (AC) 1,1 3WISN-AM 3 WKTI-FM 3 WEZW-FM 3 WISN-AM
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r:l\linneapolis-ﬂt:. Paul

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 1@

numbers and approximately a 30% jump among
females.

WDGY rebounded trom 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.

KQRS-AM & FM rebounded from a soft fall book
also, although the stations did not match their A/M
'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 KQRa
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

ace WCCO-AM :AC st KDWB=FM (AOR 1o 24 o > 46 1%
12-17 « 1.2% 12-17 41 2% 25-34 emmmm—22 8%
18-24 = 2 9X 18-24 48 9% 35-44,. 1 2% 35-44 mmam 11 8%
25-34 = 9 3% 25-34 mm 7. 7% 45-54, 0 8% 45-54 = 4 SX
35-44 cmwwn 18 1% 35-44. 1 14 55+ e 1 2% S5+

45-54.+ 1 1%
S5+ , 8.9X%
12+ TOTAL 18,200

45-54 commem 18 1X
S5+ —— SO . 3%
12+ TOTAL 57,800
Mins/Day Listened: 87
Turnover: 1 2.4

AGE KSTP-FM :R
12-17 e=mm13.7%
18-24 cmmm—24 . 6%
25-34 mmme——— 38 . 7%
35-44 mmmm15.1%
45-54 w= 5 6X
SS+ = 2.2%
12+ TOTAL 35,7¢@
Mins/Day Listened: 84
Turnover:12. 8

Turnover: 16.6

AGE
12-17a 1 2%
18-24 ou 6 0%
25-34 cmmmm 161X
35-494 cmmmaem 21 4%
45-54 22 98X
S5+
12+ TOTAL 16,800

Mins/Day Listened: 65

KEEY-FM :BM

AGE KQRS-FM :AOR AGE

12-17 commm—26 . SX

12+ TOTAL 16,200
Mina/Day Listened: 62
Turnover: 1 7.3

WAYL-FM :BM

oy ace  KSTP=-AM :N se  KDWB-AM :R
18-24 = 6 5X 12-17 = 4 X 12717 com——38 . 0X

25-34 enmmm 15 X
35-44 =am 8 6%
45~59 commm—20 9%
S5+
12+ TOTAL 13,800
Mins/Day Listened: 71
Turnover: 1 5.2

— 47 S%

S5+

12-17 m 2 7%
18-24 e 19 1%

25-34 m—SS  SX

- 8. 4%

12+ TOTAL 11,000
Mins/Day Listened: 50
Turnover: 21 + 6

18-24 mmmm14 9%
25-34 cmm—— 34 7%
35-44 amma 11 9%
45-54 o 8 9%
— 25 7%
12+ TOTAL 10,10@
Mins/Day Listened: 38
Turnover:2 8.1

WCCO~-FM : AC AGE KTCR-FM :C
12-17 m 5 0%

18-24 wmmam 17 .5%

25-34 mmmmem20 90X

35-49 cme—36. 3%
45-54 gumm 138X

S5+ =m 7 5X

12+ TOTAL 8,000
Mins/Day Listened: 83
Turnover: 13.

18-24 eom— 38 7%
25-34 mm—24 X
35-44 =m 4.0%

45-54 = 2.7X%

S5+ = 2.7%

12+ TOTAL 7,500
Mins/Day Listened: 31
Turnover: 35.0

o WDGY=AM :C Mins/Day Listened: 77 AGE WLOL-FM :R
12-17 = 3 4% Turnover: 14 .0 1217 o 23 . 8% — WWTC-AM :AC L5 KRSI-FM :E
18-24 ammm 143X 18-24 29 1% 12-17, 0. 9% 12-17. 8.98%
25-34 35 4% 18-24 e 24 2% 18-24 = 3.0X%

25-34 cmm———28 1%
35-44 27.6% 35-44 am 8 7% 25314 m—— 50 . QX 25-34 18 .2X

el N 45-S4 . 1 6% 35-44 e 17 6% 35-44 = 9 1K
= S 55+ . 1.6% 45-54 o 2 2% 45-54 comummm 212X
_— S5+ 4 @ X 55+ com— 485X

12+ TOTAL 12,7090
Mins/Day Listened: 47
Turnover: 23 . 1

12+ TOTAL 20,300
Mins/Day Listened: 75
Turnover: 14,5

12+ TOTAL 9,100
Mins/Day Listened: 60
Turnover: 18.1

12+ TOTAL 3,300
Mins/Day Listened: 47
Turnover: 22. 8

- (
Format Reach Share Trends
AC . . . T\
16 KRS I-FM 1.3 KTWN-FM 1.1 KTMN-FM& 1.0
a2 Persons 12+ Mon-Sun BAM-Mid 17 <QRS-AM 1.2 KQRS-AM 1.0 WAYL-AM®M) 1 0
R . 18 KTWN-FM 1.0 KRS I1-aM 1.0 KQRS-AM(A) 0.8
—_.g - POP(OO) 117444 19 WMIN-AM 0.7 KEEY-AM 0.9 WMIN-AMM) 0.5
20 KEEY-AM 0.4 WMIN-AM 0.8 KEEY-AVI(BM) o 5
g Spring 80 Fall '80 Spring '81 21 KNUJ-AM 0.3 WOXK—FM 0.2 KTCR-AM(C} 0.3
22 KDHL-AM 0.3 WIXK-A¥ 0.1
- 1 WCCO-AM 22,5 WCCO-AM  24.5 WCCO-AM(AC)20.2 23 KOHL—FM 0.1
—, 2 KSTP-FM 9.5 KSTP-FM 10.1 KSTP-FM® 12.4
3 KORS-FM 7.3 KEEY-FM 6.0 ADGY-AM©) 7.1
MISC 4 MDGY-AM 7.1 WLOL-FM 5.8 KDWB-FVM@A) 6.3 .
—— e 5 WAYL-FM 4.9 KDWB-FM 5.7 KEEY-FV@M™ 5.9 De | ] |Ogra,phlcs
c 6 WLOL-FM 4.9 WDGY-AM 5.3 KQRS—FM@A) 5.6
— o > 7 KSTP-AM 4.5 KQRS-FM 4.5 WAYL-FM@W) 4.8
8 WCCO-FM 4.4 NAYL-FV 4.5 NLOL-FMR) 4.4
N 9 KEEY-FV 4.3 WCCO-FM 4.3 WCCO-FMIAC) 3.8 Adults 18-34 Adults 26-64
35 10 WWTC-AM 3.9 MWTC-AM 3,5 KSTP-AMMN) 3.5 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
e 11 KOWB-AM 3.7 KSTP-AM 3.2 WWTC-AMIAC) 3,2 M F M
-, 12 KOWB-FM 2.8 KDWB-AM 3.0 KTCR-FM(©) 2.8
13 KTCR-FM 1.8 WAYL-AM 1.6 KOWB-AM®) 2.6 1 KSTP-FM 1 KSTP-FM 1 WCCO-AM 1 KSTP-FM
Ja 14 KRSI-AM 1.6 KTCK-FM 1.6 KRS |-FM® 1.2 2 KQRS-FM 2 WCCO-FM 2 KSTP-FM 2 WCCO-AM
1o 15 NAYL-AM 1.5 KRSI-FM 1.2 KRSI-AM® 1.0 3 KOWB-FM 3 WLOL-FM 3 WDGY-AM 3 WDGY-AM
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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

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

METRO RANK @ﬂ

and it may have helped the station's surge to the\

top.

WSM-FM garnered a juicy audience composi-
tion profile. The station was the only Nashvilie 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-

AGE
1217 e—32 . 8%
18-24 cm———m— 40 . 8%
25-34 omamem 20.0X%
35-44m 4 8%
45-S4. 0.8%

S5+ . 0.8X%

12+ TOTAL 12,500
Mins/Day Listened 92
Turnover: 11,7

AGE WSIX-FM :C
12-17 s 2.0%
18-24 m 3. 1X
25-34 amm—21 . 4%
35~44 cmmmem23 5%
45-54 cmmm—m20 . 4%
S5+  comm—29.6X%
12+ TOTAL 9,800
Mins/Day Listened: 86
Turnover: 12 5

AGE WSM-FM :AC
12-17 ., ©.0%
18-24 emwe—28 . 8%
25-34 wemm——36. 7%
35-44 wmm 12.2%
45-54 = 3.1%
55+ mmmmm10.4%
12+ TOTAL 9,800
Mins/Day Listened: 30
Turnover 12.0

g)rma.t, Reach

WKDF=FM : AOR

MISC.

20

AGE WWKX-FM :R
1217 em— 26 . 7%
18-24 34.9%

25-34 wmmmm—23 . 3%
35-44 «=m 10.5%
45-54 = 3.5%

66+ o 1.2%

12+ TOTAL 8,608
Mins/Day Listened I
Turnover: 1 5.2

AGE WZEZ-FM :BM
12-174 1.2%
18-24 m 3.5%

25-34 wam11.6%

3544 cmm—30. 2X
45-54 amm 12.8%

55+ m—mm——40.7%
12+ TOTAL 8,600
Mins/Day Listened: 95
Turnover. 11 .4

1824 cnmme——28 . 00X
25-34 mmmm14.6%

35-44 mmwm 13 . 4%

45-54 m 3.7%

S5+ emwei7.1X

12+ TOTAL 8,200
Mins/Day Listened 104
Turnover:10.4

AGE WSM-AM :C
12-17 1 5%
18-24 = 3.0%

25-34 cmmmm 16. 7%
3544 18 .2%
45-54 cmmm—18.2%
S5+
12+ TOTAL 8,600

Mins/Day Listened 55
Turnover 1 9.7

42 4%

AGE WLAC-AM : T
12-17 = 3 4%
18-24 - 5. 1%
26534 cmmm—23 . 7%
35-44 == 8.5X
45-54 mm 10.2%
S5+ eom— 49 . 2%
12+ TOTAL S, 909
Mins/Day Listened. 69

figures spring-to-spring were almost identical. the first time WKDF had used TV in a long time,  day dayparts.
Audience Composition Analysis AcE WYOL-AM :B ace  WBYO-FM :R acE  WJYN-FM :E
12=17 w—23.2% 1217 e 11 .3% 12-17 = 4.8%

18-24 wrmm—20 . 4%
25-34 35.8%
35-44 mmmmam18.9%
45-54 =am 7.5X%

S5+ . 0.0X

12+ TOTAL 5,300
Mins/Day Listened 61
Turnover 1 7. 8

AGE WSIX-AM :AC
12-17 @ 2.4%
18-24 cmmmmmm—22 . 0%
25-34 cmmmm—m19.5%
35-44 wumme 14 6%
45-54 mmmmt4.6%
S5+
12+ TOTAL 4, tee
Mins/Day Listened 54
Turnover. 19.9

—— 26 . 8%

AGE WAMB-AM :BB
12-17 4 9.0%
18-24, 0.0%
25-34 =um 6.7%
35-44 = 3.3%
45-54 wummn 168. 7%
S5+
12+ TOTAL 3,000

Mins/Day Listened 155

— ] 3 . 3%

18-24 mmmem19.0%X
25-34 comm————42 . 9%
35-44 mmmam19.0X
45-54 smmne 14.3X%

65+ . 0.0X

12+ TOTAL 2,100
Mins/Day Listened 56
Turnover 1 9.2

AGE WMAK-AM :AC
12-17 o 15.0%
18-24 mmmmmmmn 25 . 0%
25-34 35.ex
35-44 =um 190.9X
45-54 m 5.0%
S5+ ==m10.0X
12+ TOTAL 2,000
Mins/Day Listened 36
Turnover: 29.8

AGE WJRB=-AM :C
12-17 = S.0%
18-24 25 . 0%
25-34 mmmm——30 0%
35-44m 5.0%
45-54 mmmmiS. 0%
55+  omemm20.0X
12+ TOTAL 2,000
Mins/Day Listened 87

Turnover: 1 5.7 Turnover: 7.0 Turnover: 12,3
| 16 WMAK-AM 1.5 WNAH-AM 1.3 WKOS—FM® 1.41
8 PGPSOHS 12 Mon-Sun 6AM-Mid 17 WMTS-AM 1.2 WWGM-AM 1.2 WWGM-AM®L 1.1
18 WDBL-AM 1.0 WKOS-FM 1.2 WUSW-FM(© 0.9
POP(00): 6881 19 WWGM-AM 0.7 WDBL-AM 1.1 wMTS-AM®© 0,7
20 WIZO-AM 0.6 WGNS-AM 0.5 WNAH-AM®L 0.6
v 4 —F! ¥ -FMM 0.5
Soring *80 Fall 80 Sorin 21 WMTS-FM 0.5 WOBL-FM
pring pring "81 22 WDBL-FM 0.3 WGNS-AMIACIO, 4
1 WWOL-AM  10.6 WZEZ-FM 11.5 WKDF-FMAI11.9 g LS LBl
2 WSIX-FM 9.9 WSIX-FM 11.0 WSIX-FM(© 9.4
3 WZEZ-FM 9.9 WOL-AM 9.0 WSM -FM(AC)9.4
4 WSM -AM 7.8 WSM -AM 8.5 WWKX-FM®) 8.2 .
Swaca o w5 momees:  DEINOZTAPhics
6 WKX-FM 6.0 WKDF-FM 7.3 WVOL-AM®) 7.8
7 WSM -FM 6.0 WSM -FM 6.5 WSM -AM(C) 6.3
8 WKQB-FM 5.8 WKQB-FM 5.0 WLAC-AM™M 5.6
9 WBYQ-FM 5.6 WLAC-AM 4.5 WBYQ-FM® 5.1 Adults 18-34 Adults 25-64
10 WKDF-FM 5.2 WBYQ-FM 3.7 WSIX-AM(AC)3,9 Mon-S8un 6AM-Mid Mon-Sun 6AM-Mid
11 WSIX-AM 4.2 WSIX-AM 3.4 WAMB-AM(®®) 2,9 M F M F
12 WKDA-AM 3.4 WAMB-AM 2.8 W/YN-FM® 2,0 .
13 WIRB-AM 2.1 WMAK-AM 2.7 WMAK-AMACY 9 1 WKDF -£M 1 WSM ~FM 1 WSM -FM 1 WS X-FM
14 WAMB-AM 1.7 WJRB-AM 2.5 WJRB-AM© 1.9 2 WWKX-FM 2 WKDF-FM 2 WSIX-FM 2 WZEZ-FM
15 WGNS-AM 1.6 WKDA-AM 1.6 WKDA-AM®) 1.5 3WSM -FM 3 WOL-AM 3 WZEZ-FM 3 WSM -FM
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Spring '81 Market Overview

In a remarkable instance of stability, the diary
retum 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

rl\lassau-Suffolk

METRO RANK 1 iﬂ
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.

AGE WNBC-AM :R
1217 cmaem 19 8%

18-24 w12 7%
25-34 cmmm—25 7%
35-44 e 30 1%
45-54 =m 8 1%
S5+ = 3 5%

12+ TOTAL 36,9029

Mins/Day Listened: 68
Turnover: 15,8

AGE
1217 omm—t4 9%
18-24 cmmmmm21 8%

35-44 e 12 1%
45-54 ma 7 S5X
S5+ » 1 1%

12+ TOTAL 17,400

Turnover: 15.7

45-54 cmmve—25 QY%

55+ e—— 45 1%
12+ TOTAL 20,400
Mins/Day Listened: 56
Turnover: 19,4

25-34 == 6 1%
35-44 amm 1Q 4%
45-54 24 5%
55+
12+ TOTAL 16,300

AGE WRFM-FM :BM
12-17, @ 8%
18-24 . 9 Q%
25-34 = 5 1%
35-44 w12 4%

Turnover: 14,1

Audience Composition Analysis
WBLI-FM :R

25-34 e— 42 SX

AGE WYNY-FM :AC AGE AGE WPLJU-FM :AQOR
12-17 a 1 9% 12-17, @ 9% 1217 cm— 43 3%
18-24 emm———29 8% 18-24 4 t 4% 18-24 emmmm— 39 2X

25-34 aemmm—30 4X
35-49 eomem—31 1%
45-54 wm 5 6%

S5+ a1 2%

12+ TOTAL 16,100

S5+

WHLI-AM :BB

25-34 w» 3 5%

35-44a 2 1%

45-54 cmmem— 25 . 2%
— G T 8 Y%

12+ TOTAL 14,300

25-34 wommm 13 .3%
35-44m 4.2%
45-54, 0 0%

S5+ , @ .9%

12+ TOTAL 12,000

Mins/Day Listened: 69

— 8 3%

Mins/Day Listened: 77

Mins/Day Listened: 70
Turnover: 1 5.5

AGE
12-17 cmm—24 5%
18-24 wmmmewum 21 2%
25-34 emmm—27 8%

e WCBS-AM :N 35-44 19 2%
12-17 4 1 0% ;2'54 = 2" ;:
18~24 m 2 5% + =
T AGE WOR-AM :T 12+ TOTAL 15, 109
25-34 w12 3% et (1O
-17,
35-44 amma 14 2% e = Mins/Day Listened: 81

Turnover: 13,3

AGE WINS-AM :N
12-17 « 1 3%
18-24 a 2 9%

25-34 mmm12 O%
35-44 w15 3%
45-54 wmmm 15 3%
S5+
12+ TOTAL 15,000

Mins/Day Listened: 46
Turnover: 23,5

WBLS-FM :B

—— 4 Q%

Mins/Day Listened: 133
Turnover: 8,1

AGE WABC-AM :R
1217 w3 .5%
18-24 mm 7 S%
25-34 enmmm—30 8%
35-44 wmmam 15 8%
45-54 summem 17 3%
55+  wmmm!5 0%
12+ TOTAL 13,308

Mins/Day Listened: 42
Turnover: 25,8

AGE WBAB-FM :AQOR
12-17 oom———28 9%
18-24 e 43 . 8%
25-34 e 15 6%
35-44 m 4 7%
45-S4 = S5 5X
55+ » | B%
12+ TOTAL 12,800

Mins/Day Listened: 61

Mins/Day Listened: 46
Turnover: 23,4

AGE WKTU-FM :R
12-17 com—738 3%
18-24 mmemn20 6%
25-34 s 18 7%

35-44 w19 6%
45-54 = 2 8%
S5+ . @ 9%
12+ TOTAL 19,7909

Mins/Day Listened: 61
Turnover: 1 7,6

AGE WHN-AM :C
12-17 = 2 8%

18-24 = 5 7%
25-34 mm— 33 0%
35-44 mmmmmm 18 9%
45-54 cmmmmam22 6%
55+ 17 Q%

12+ TOTAL 10,600

45-54 mammmm—30 5%
— 2 QY

55+ r Turnover: 17,6 Turnover: 15,6
12+ TOTAL 17,700 S e Tre S
Mins/Day Listened: 101 IlaJI Ild
Turnover: 10.7 I 28 WPLR-FM 1.1 WKCI-FM 1.0 WPAT-AM®M)1,3
PGPSOI].S 12 Mon-Sun 6AM-Mid 29 WPAT-AM 1,0 WEZN-FM 1.0 WEZN-FM(BM)1,2
P(00): 30 WEZN-FM 1.0 WLNG-AM 0.8 WPLR-FM@) 1.1
POP(00): 21645 31 WPIX-FM 1.0 WPLR-FM 0.8 WQXR-FMICU 1.0
Spring '80 Fall '80 Spring '81 32 WRVR-FM 1.0 WXLO-FM 0.8 WXLO-FM® 1.0
33 WGBB-AM 0.9 WRCN-FM 0.8 WRCN-FM(A) 0.8
1 WNBC -AM 7.6 WNBC-AM 9.0 WNBC-AM(R} 9.6 34 WOQXR-FM 0.8 WKHK-FM 0.7 WGBB-AM(AC)0, 7
r 2 WCBS-AM 6.7 WBLI-FM 4.9 WCBS—AM®N 5.3 35 WKCI-FM 0.7 WPAT-AM 0.7 WLIX-AMM) 0.4
Format Reach 3 WRFM-FM 4.8 WCBS-AM 4.9 WRFM-FM@MI4.6 38 WNCN-FM 0.6 WRIV-AM 0.6 WNCN-FM(CLI0.4
4 WBLI-FM 4.5 WOR -AM 4.8 WBLI-FM® 4.5 37 WRKI-FM 0.5 WNCN-FM 0.6 WALK-AM(ACI0.3
S WOR M 4.1 WBLS-FM 4.1 WOR _AMM 4.2 38 WSBH-FM 0.5 WQXR-FM 0.6 WVN)-FM@MI0.3
R 6 WBLS-FM 4.1 WCBS—FM 4.0 WYNY_FMACI4. 2 39 WTHE-AM 0.3 WALK-AM 0.5 WLNG-FM@CI0, 2
o # TOWPL)-FM 4.0 WHLI-AM 4.0 WBLS-FM® 3.9 GO MALK-AM 0.3 WDIF-FM 0.5 WOXR-AM(CL 0.1
—_— § weBSFM 3.9 Wins-aM 3.7 wins-aMm 3.9 WXXR- O 1 0!
AOR 9 WHLI-AM 3.6 WPLJ-FM 3.4 WHLI-AMGBI3.7 42 mﬂi‘i‘“ g.s LS JERU R0
— 10 WINS-AM 3.6 WWNY-FM 3.3 WABC-AM(®) 3.4 . 23 0.2
AC 1 WCTO-FM 3.2 WRFM-FM 3.1 WBAB-FMW) 3.3 4/ WSO
— 12 WHN -AM 3.0 WABC-AM 3.0 WPLJ-FMM) 3.1 o xt,fé:x 8'3
N 13 WABC-AM 3.0 WKTU-FM 3.0 WKTU-FM® 2.8 ,, v o'f
— T4 WKTU-FM 2.9 WCTO-FM 2.9 WHN -AM©O) 2.7 o LalEnehd D
T 15 WIFM-FM 2.5 WBAB-FM 2.7 WTIFM—FMIACI2.7 WQXR-AM 0.1
—c . 3 :g WYNY-FM 2.5 WHN -AM 2.7 WCBS-FM©) 2.4
MISC. WALK-FM 2.3 WIFM-FM 2.6 WCTO-FM®M)2,3 D .
6.2 18 WMCA-AM 2.0 WNEW-AM 2.1 WKJY-FM®M)2,3 emograpthS
88 19 WLIR-FM 1.9 WALK-FM 2.0 WMCA-AMM 2.1
f—s 3 20 wK)Y-FM 1.8 WPAT-FM 1.9 WLIR-FM@&) 2.0
0_4 5 ;; WBAB—FM 1.8 WMCA-AM 1.6 WNEW-FMA) 2.0 Adults 18-34 Adults 25-64
WXLO-FM 1.7 WLIR-FM 1.6 WALK-FM(ACI2.0 . X N i
3_3 o 23 WPAT-FM 1.7 WK)Y-FM 1.5 WPAT-FM@W1.9 MonL?un BAMFMM Monhfun BAMFMM
24 WNEW-AM 1.6 WNEW-FM 1.5 WKHK-FM(©) 1.6 .
® - 25 WGSM-AM 1.5 WPIX-FM 1.3 WNEW-AM®B) 1.6 | WNBC-AM 1 WBLI-FM 1 WNBC-AM ! NNBC—/:;A
o 26 WNEW-FM 1.4 WGSM-AM 1.3 WGSM-AM(ACIT.4 2 WBAB-FM 2 WNBC-AM 2 WYNY-FM 2WBLI-FM
C T 27 WRCN-FM 1.2 WGBB-AM 1.2 WPIX—FMM 1.4 3 WYNY-FM 3 WBLS—FM 3 WCBS-AM 3 WCBS-AM

Mins/Day Listened: 69
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9000 — due to the additional weighting that had

pressive showing. In its first book with the AdLD

Spring '81 Market Overview

Strange results in New Orleans transpired this
sweep, starting with Arbitron’s 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

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-

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

ABE WEZB-FM :R
1217 emm—34 . 6%
1824 e 27 .5%
25-34 24 . 8%
3544 = 6.5X
45-54 m 5.2%
55+ o 1.3%
12+ TOTAL 1S, 300
Mins/Day Listened: 82
Turnover: 13 .1

ASE
1217 mem12.2X%
1824 mmmmt7.4%

35-44 wum 9.6X%
45-54 «m 9.6X
S5+ == 6.1X
t2+ TOTAL 11,508

Turnover: 1 4.5

AGE WAIL-FM :B
1217 em—46 . 8%
1824w 23 . 4%

25-34 mmmmt15.3%

35-44 wme 8.9%

45-54 « 2.4%

55+ wm 3.2%

12+ TOTAL 12,420
Mins/Day Listened 109
Turnover: 9.9

AGE WBYU-FM
t2-17 e 1.8%
18-24 = 5.3X
25-34 w=m 10.5%
3544 mmem13.2X
45-54 mmsm—20 . 2%
S5+
12+ TOTAL t1,400

AGE WRNO-FM : AOR .
1217 emmm—25 . 8% Turnover: 11,1
18-24 56.7%

25-34 mm 10.0X

35-44 = 5.8%

45-54 . 1.7%

S5+ . @.8X

12+ TOTAL 12,000
Mins/Day Listened: 95
Turnover: 11 .4

WTIX-AM :R

25-34 cm—— 45 . 2X

Ming/Day Listened: 75

Mins/Day Listened: 97

AGE WNOE-FM :C AGE WYLD-FM :J AGE WGSO-AM :N
12-17 —m 7.1% 1217 e 13.3X 12-17, 8.0%
1824 e 15. 2% 1824 emmmm———34 . 9% 18-24 . 0.0X
2534 uammm—24 . 2% 25-34 emmm—733 . 7% 2534 mm—m13.3%
3544 mmm—23.2X 35-44 amm 8.4% 3544 mmm15.6%
45-54 mmmm—19.2% 45-54 =m 7.2X 45-54 cmmm——20. 0X
55+ mmm!1.1% 55+ u 2.4% 55+ e—1 . %
12+ TOTAL 9,908 12+« TOTAL 8,300 12+ TOTAL 4,580
Mins/Day Listened: 75 Mins/Day Listened 92 Mins/Day Listened: 61
Turnover: 14 .5 Turnover: 11 8 Turnover: 1 7.6
AGE WOQUE-FM R ABE WSMB-AM :AC
12-17 o= 5.4% 12-17 . 1.3X% e WSHO-AM :C
18-24 s 22 . 8% 18-24, 0.0X (DO il
2534 et 43 . 5% 25-34. 0.0X Loelo Col2d
1BM 3544 e 15. 2% 35-44 2 2.6X cohic Hlejolk
45-54 = 4.3% 45-54 mommm 182X 35-44 mm 9.8X
55+ wmm 8.7% S5+ — 1 ] . 9% 45-54 mmm12.2X
12+ TOTAL 9,200 12« TOTAL 7.700 o SateX

Mins/Day Listened: 70
Turnover: 1 5.4

— 49 . 1 X

AGE WAJY-FM :AC AGE WWL=-AM :T
12-17 @ 2.3% 12-17 4 0.0X
18-24 wa 5.7% 18-24a 1.7% ASE WWIW~-AM :BB
25-34 m—28 . 4% 25-34 wmmm15.5% 12-17 .+ B.0%
35-44 cmmm—— 20 . 5X 35-44 smmm——{19.0X 18-24, 9.0%X

45-54 ommm 12.5%

S5¢ mmm———21.6X
12+ TOTAL 8,800
Mins/Day Listened: 74
Turnover: 14.5

S5+

GOrma.t Reach

: | Share Trends
24 3
8 Person —+— 14 WNOE-AM 3.0 AYLD-AM 3.0 WWIW—AM(“’ZAW
S Se——— - -
141 sons 18 Mon-Sun 8AM-MId ;5 " £y 3.0 WSHO-AM 2.7 WNNR-AM®) 2.3
¢ 16 MNNR-AM 2.8 WWIW-AM 2.5 ¥NOE-AM(©) 2.0
] M
121 POP(OO)' 9562 17 MBOK-AM 2.6 WNOE-AM 2.4 WBOK-AM® 1.8
A 18 WIW-AM 2.0 MNNR-AM 1.8 WYLD-AM® 1.6
e 19 WOG-AV 1.0 WVOG-AM 0.8 WVOG-AM®L 1.4
A°§_8 \ Spring 80 Fall '80 Spring ’81 20 WARB-AM 0.9 KGLA-AM 0.6 WARB-AW(®) 0.6
. 1 WEZB-F4 10.3 WEZB-FM 10.7 WEZB-FM®10.3
2 WBYU-FV 8.6 WNOE-FM 9.9 WAIL-FV® 8.4 D h‘
MISC
- 3 WIIX-AM 8.4 WBYU-FM 8.0 WRNO-FM () 8.1 emogl’a.p 1CS
) 4 WYLD-FM 7.0 WIIX-AM 6.9 ATIX-AM () 7.8
— 5 WSHO-AM 6.6 WYLD=FM 6.7 WBYU-FM (BM)7,7
T 6 WSMB-AYM 6.5 WRNO-FM 6.5 WNOE-F¥ () 6.7
— 7 WGSO-AM 5.2 WSMB-AV 5.7 WQUE-FM (R 6.2 Adults 18-34 Adults 25-64
N 8 WQUE-FM 5.1 WGSO-AM 5.6 WAJY-FMAQ)5,9 Mon-Sun 6 AM-Mid Mon-Sun 6AM-Mid
-, 9 WRNO-FM 4.8 WAIL-FM 5.2 WYLD-FMU) 5.6 M F M F
-~ 10 WL —AM 4.5 WAL -AM 4,8 WSMB-AM (AC15.2 .
-5 4 11 WNOE-FY 4.2 WQUE-FM 4.5 WWL -AM™ 3.9 1WEZB-FM 1 WRNO-FM 1 WTIX-AM 1 WAJY-FM
RL 12 WAIL-FM 3,7 WBOK-AM 3.2 WGSO-AM M 3.0 2 WRNO-FM 2 WEZB-FM 2 WNOE -FM 2 WQUE-FM
14 13 NYLD-AM 3.6 WL -FA 3.1 WSHO-AM() 2.8 3WTIX-AM 3 WTIX-AM 3 WEZB—FM 3 WT!X-AM

Mins/Day Listened: 110
Turnover 9.8

45-54 w20 .7%
——— 43 . 1 X
12+ TOTAL 5,880
Mins/Day Listened: 54
Turnover:1 9.9

12+ TOTAL 4,188
Mins/Day Listened. 92
Turnover: 11 .8

25-34 = 2.8%

35-44 e 2.8%

45-54 mmm—22 . 2%

S5+ ee—] 2 . 2%
12+« TOTAL 3,600

Mins/Day Listened: 84
Turnover- 12,9
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(New York

Spring ’81 Market Overview

The repositioning of WABC, the retumn of
Frankie Crocker on WBLS, and the continued
consistency of WLPJ and WRFM highlighted the
Spring '81 Arbitron results in New York City.
When reviewing the data two other factors should
be kept in mind — the Nassau-Suffolk diary
retumn, 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 resuits.
The biggest WBLS jump this time was in the after-

METRO RANK 1 |

noon drive daypart, where it's likely that the retum
of widely-known personality Frankie Crocker to
the alr 4-8pm had a positive impact. Frankie's
return, or word of it, was largely spread through
the streets, as the station spent littie 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
alr sound, plus key promotions such as sending
listeners on a trip to see the Who in London.

WRFM, Bonnevllie'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 momings and
evenings.

AGE WBLS-FM :B AGE WRFM-FM :BM
1217 e 19. 7% 12-174 @.7%
18-24 mmwmmens 26 . 5% 18-24 @ 2.4%

Audience Composition Analysis

AGE WNBC-AM :R AGE WINS-AM :N AGE WPAT-FM :BM
1217 e 18. 0% 12-17  1.2% 12=17 « @.4%
18=24 1 4. 4% 18-24 w 3.0% 18-24 a 4.4%

25-34 em—27 . 6%
3544 emm——24.5%
45-54 mm 7.86%

25-34 mmum 11 . 4%
35-44 cumum 14.9%
45-54 cmmmm—20.0%

25-34 mam 8.9%
35-44 omm—m17.2X
45-54 amwmmen 26 . 2%

S5+  wam 8.0X%

SS+

—4 O . S %

SS+

42.9%

25-34 enmm— 30 . 0%
35-44 ammm11.9%
45-S4 e 5.8%

SS+

12+ TOTAL 148,300
Mins/Day Listened: 84

25-34 wam 7.7%
35-44 wmmm12.9X%
45-54 cmmm—19.2%

86.5X%

12+ TOTAL 115,600
Mins/Day Listened: 55
Turnover: 1 9.7

Mins/Day Listened: 78
Turnover: 13.9

12+ TOTAL 108,300

Mins/Day Listened: 49
Turnover: 21,9

Mins/Day Listened: 59
Turnover: 18,2

S5+ wmm 6.1% S5+  —S7 . 1 %
12+ TOTAL 184,800 12+ TOTAL 122,800 AGE WABC-AM :R AGE WNEW=-AM :E
Mins/Day Listened: 105 Mins/Day Listened: 110 12-17 mm 7.5% 12-17 4 1.0% AGE WPAT-AM :BM
Turnover: 10.3 Turnover: 9.9 18~24 wmmm 16.0% 18-24 @ 3.1% 12-17. @.1%

AGE WKTU-FM :R 25-34 emmmm—27 . 6% 25-34 amm1@. 1% 18-24 w 2.1X
12-17 s 22 , 6% 35-44 mummmem 19.9X% 35-44 e 9.7X% 25-34 w 3.0%
18-24 s 24 . 1% AGE WCBS-AM :N 45-54 amm 11.7% 45-54 e 31 . 5% 35-44 am 7.3%
25-34 mmm— 30 . 4% 12-17 « @.7% 55+ w————17.2% 55+ ——d4.7% 45-54 wmm—16.0X
35~44 e 6.3% 18-24 am 5.5% 12+ TOTAL 114,30@ 12+ TOTAL 92,200 S5+ —7 . 4%
45-S4 = 3.2% 22:3: - :;: Mins/Day Listened: 50 Mins/Day Listened 79 12+ TOTAL 70,002
SS+ = 3.4X - Turnover: 21,5 Turnover: 13.7 Mins/Day Listened: 83
12+ TOTAL 158,000 45-54 mmemmmum21 . 4% Turnover: 1 4,7
Mins/Day Listened: 81 SS+ —— 55.9% AGE WPLJ-FM : AOR ABGE HYNY-FM :AC
Turnover: 13 .3 12+ TOTAL 128,100 1217 n— 735 . 8% 12-17 == 5.9%

e WOR-AM :T Mins/Day Listened: 60 18~24 41.6% 18-24 mmmm—23.8% AGE WNEW-FM :AOR
12-17 .+ .8% Turnover: 18.1 25-34 emmmm 18. 2% 25-34. eommm—— 38 . 4% ST Y e

35-44 m 3.3% 3544 18-24 emmmmm—36 . 9%
18-24 a 2.3% — 19 . 8%
45-54, 0.3% 45-54 25-34 43.4%
25-34m 5.1% = 6.6X%
S S5+ . ©.8% 55+ == 5.7% 35-44 am B8.6%
45-54 e 18, 7% S LTS 12+ TOTAL 89,708 i
+ = 5.9%

12+ TOTAL 88,900
Mins/Day Listened: /4
Turnover: 13,1

12+ TOTAL 69,608
Mins/Day Listened: 69
Turnover: 15.5

Turnover: 12, 8 r S
Form at Reach Persons 12 0 MNJR-AM 0.6 WLIB-AM 0.6 AKHKFM 0.6 WRL-AM 0.5 wLiB-avm 0.6
31 wL18-am 0.5 WBABFW 0.5 MLD-FV 0.5 WK]Y-FM™ 0.5 WLIR-FWW) 0.6
I Mon-Sun BAM-MId 32 wcroFw 0.5 wLIRFW 0.6 WCTO-FM 0.5 WLIR-FW 0.5 WGABFM) 0.6
33 WHMUD-FV 0.5 WWRL-AM 0.5 WCTC-AM 0.4 WL1B-AM 0.5 WCTC-AMIACIO0. §
R . 34 WVN)-AM 0.4 WCTO-FM 0,4 WOXR-AM 0.4 WOXR-AM 0.5 WVNJ-AM®SNO0, S
' POP(00): 134985 35 WLIRFYM 0.4 WOXR-AM 0.4 WBAB-FM 0.4 WBABFYW 0.5 WWRL-AM® 0.4
36 WFAS-AM 0.4 WALK-FM 0.3 WLIB-AM 0.4 WNJR-AM 0.4 WK|Y-FM@aNO,4
BM 37 MCTC-AM 0.4 WBNX-AM 0.3 WLIR-FM 0.4 WCTC-AM 0.4 WCTO-FMM@SN0. 4
T ——————
14 1 , ) 9 g q 38 WWDJ-SM 0.4 WKJY-FYM 0.3 WEVD-FM 0.3 WEZN-F@n0. 4
B Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 39 WALK-FM 0.4 WALK-AM 0.1 WALK-FM 0.3 WAD_FYS0. 3
40 WEVD-FM 0.3 WN) R-AM 0.3 WALK-FMIACI0, 3
1 ABLSFW o1 MBLSFV 1 5 | N . :
B e e Nt e AR e e sen o
——— 3 WCBS-AM 5.5 WCR -AM 5.7 WOR -AM 6.2 WBLS-FM 6.4 WOR -AMM 5.9 43 WEIN-FM 0.3 WO 0.3 VALK-AMWACIO. 1
e 4 WOR AM 5,2 WCBS-AM 5.1 WINS-AM 4.9 AINS-AM 5.3 WRFMFVMMN4.9 44 WEVD-AM 0.3 WN] AW 0.3
S WINS-AM 4.9 WRFM-FM 4.7 WCBS-AM 4.8 WNBC-AM 4.8 WCBS-AMp0 4.8 45 wgaB W 0.3 WALK_AM 0.1
——C g 6 WREM-FYM 4.7 WNBC-AM 4.7 WABC-AM 4.7 WCBS-AM 4.7 WNBC-AMM 4.6 46 wBNX-AM 0.3
MISC 7T WABCAM 4.5 WINS-AM 4.6 WRFMFY 4.3 WRFMFM 4.4 WABC-AMM) 4.6 47 WOXR-AM 0.2
8 WNBC-AM 4.1 WABC-aM 4.2 WPAT-F™% 3.9 WPL|-Fv 4.1 WPL|-Fu) 4.5
8 4 9 WPLJ-FM 3.9 WPLJ-FM 4.2 WPL|-FM 3.7 WANY-F¥ 3,7 wiNG-AMpn 4.3
T 10 WPAT-F™ 3.4 WPAT-FM 3.9 WABC-AM 3.6 WPAT-Fv 3.7 WNEW-AMM® 3.7
_8 t 11 WNEW-AM 3.1 WAEW-AM 3.1 WNY-FM 3.2 WABC -AM 3.5 ANNY-FMAG)3.6
AC 12 WICA-AM 3.1 WCBS-FM 2.9 WCBS—FM 2.9 WNEW-F4 3.0 WPAT-FMman3.6 s
13 WCBS—FM 2,9 WHCA-AM 2.9 WNEW-FM 2.8 WNEW-AM 2.9 WPAT-AM@an2.8 e I I I O a 1CS
—c | 14 WPAT-AM 2.6 MNEW-FM 2.9 WNEW-AM 2.7 WCBSFM 2.5 WNEW-FWu 2.8
E 15 Mif -Am 2.5 WHN -AM 2.6 MN -AM 2.6 NPAT -AM 2.5 MN -AM©) 2.4
_3 7 16 ¥YNY-FY 2.4 WPAT-AM 2.3 WPAT-AM 2.4 WMCA -AM 2.4 WICA-AMM 2,2
17 WNEW-FW 2.3 WINY-FM 2.2 WMCA -AM 2.3 WPIX+F¥ 2,2 WCBS-FM0y 2.2
18 WADO-AM 2.0 WADO-AM 2.2 WIIT-AM 1.9 WHN -AM 2.2 WPIX-FM® 2.2
—_—- 6 19 WKLO-FM 1,9 WIFM-FM 1.8 WPIX-F¥ 1,8 WADD-AM 2.0 WADO-AM® 2.0 Adults 18-34 Adults 26-54
20 WIFMFM 1.7 WIT-AM 1.7 WIFM-FM 1.8 WOXR-FM 1.9 WXLO-F¥m) 1.6
—-— 21 WKHK-FM 1.6 WPIX-FM 1.6 WADO-AM 1.7 WXLO-FM 1.8 WIFM-FVMUCI.6 Mon-Sun 8AM-Mid Mon-S8un 8AM-Mid
22 WIIT-AM 1.5 WXLO-FM 1.6 WQXR-FM 1.3 WjIT-AM 1.6 w]IT-AM® 1.6 M F M F
cL 23 WPIX-Fy¥ 1.4 WOXR-F™ 1.4 WXLO-F™ 1.7 WTFMFw 1.5 WNCN-FMecul .3
- 24 WOXR-FM 1.3 WKHK-FM 1.3 WUNJ-FM 1.1 WACN-FM 1,3 WOXR-FMCLI1.0
25 WWYNJ-FyY 1.2 WN)-FM 1.1 wHL 1 -AM 0.8 #BLI-FM 1.0 MHKFM©C 1.0 wP - 1! F ‘h« | ‘AB
Y - , 26 WNCN-FM 0.8 WHLI-AM 0.9 WBLI-FM 0.8 #M.I-AM 0.9 WWNj-FVmm0.8 ; Lé;: 1 WBLS-F™M 1 TU-FM 1 LS-FM
27 WHLI-AM 0.7 WNCN-FM 0.8 WNCN-FM 0.8 WWNJ Y 0.8 WBLI-FM® 0.7 WBL WKTU-FM -AM 2 WKTU-FM
BB 28 WBLI-FM 0.7 WNJR-AM 0.7 #WRL-AM 0.6 WKHK—+FY 0.8 wHL(-AM@®0.7 2 u 2 WABC
L} - - - | -,
e 7 29 WWRL-AM 0.6 WBLI-FM 0.7 WWDJ-AM 0.6 ATO-FM 0.6 WNJR-AM® 0.7 3 WKTU-FM 3 WINY-FM 3 WNBC-AM 3 WNBC -AM
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Spring '81 Market Overview

In the spring survey for the Norfolk/Tidewater
area, Arbitron 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

Newport News-Hampton

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. WTAR

N

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.

25~34 mum12.5X%
35-44 cmmm 15.0X
45-54 enmm——19.2X
SS+
12+ TOTAL 12,000

25-34 w18 .4X%
35-44a 3.1X
45-54 w» 3.7%
85+ . 0.0X
12+ TOTAL 18,300
Mins/Day Listensd: 91
Turnover: 11.9

AGE WCMS-FM :C
12-17 = 3.2X%
18-24 wmm 6.9X%
25-34 ammem 15.68%
3544 e—29 . 1 X
45-54 cmme—21.5X%
55+ —21 . SX
12+ TOTAL 15,600
Mins/Day Listened: 100
Turnover: 10 .8

AGE WNOR-FM :AOR
12-17 am 5. 7%
1824 m— 80 . 7%
25-34 eve———27 . 9%
3S-44 m 4.1X%
45-54 . 0.8X%
S5+ . 0.8%
12+ TOTAL 12,200
Mins/Day Listened: 91

Turnover: 11.7

ABE
12-17 1 0.0%
18-24 == B.6X%
25-34 mmm—21.9%
3544 cmam 152X
45-54 ammmm—t7. 1%
S5+
12+ TOTAL 10,500

Turnover: 11 .3

47 .5%

WFOG-FM :BM

— 37 1%

Audience Composition Analysis ace  WWDE-FM :AC e WOWI-FM :B € WPCE-AM :B
12-17« 1.0X 12-17 e 17 . 9% 12-17 = 3.0%
18-24 wmmm 19, 8X [[- B p—-7. 3} 1 18-24 wmm 10 4X
ace  WMYK-FM :AOR AGE WTAR-AM :AC 25-34 38 5x 2534 s 29 . 8% 25-34 mmm17.9%
12-17 crmmmmm—29 . 4% 12-17 + ©.8X 35-44 smm— 120 . 8% 35-44 w18 7X 3544 mmm— 20 9%
16-24 m—— 45 . 4% 16-24 = 5.0X 45-54 mmmem 15 8% 45-S4 m 4.8X 45-54 mmemm— 26 . 9X

55+ m 42X 55+
12+ TOTAL 9,800
Mins/Day Listened: 81

Turnover: 13 .4

Mins/Day Listened: 92

AGE WRAP-AM :B
1217 e—27 . 4%
18-24 wamem—— 29 . SX
2534 wmwmmm 7 .9%

35-44 mmm 1! .8X

45-S4 == 5 3%

S5+ === B8.4X

12+ TOTAL 9,500
Mins/Day Listened 79
Turnover: 13 .6

AGE

SS+

Mins/Day Listened: 96

ABE WEGH-AM :R AGE WKEZ-FM :BM AGE WNIS-AM :N
1217 e 15.7% 12-17 o 1.4% 12-17 a 2.5%
18-24 w24 . 7% 16-24 u 5.4% 18-24 == 5.0X

25-34 — 29 . 2X
3544 mum 12. 4%
45-54 w= 7.9X%

S5+ em1@.1X

12+ TOTAL 8,900
Mins/Day Listened: 57
Turnover: 1 8.9

SS+

e 2.4%

12+ TOTAL 8, 400
Mins/Day Listened 66
Turnover: 1 6.3

12-17 cmmmm18.2X

18-24 em———— 44 . 8%
25-34 enm—31.1%
35-44m 4 1%

45-S4 m 2.7%

o 1.4%

12+ TOTAL 7, 400
Mins/Day Listened:58
Turnover: 18. 6

25-34 w14 9X
3544 mmme———21.8%X
45-54 mmmeem 20 . 3%
— 38 . 5X
12+ TOTAL 7,400
Mins/Day Listened: 92

S5+ commmem20.9X
12+ TOTAL 8,700
Mins/Day Listened: 94
Turnover: 1145

WARK-FM :R AGE WCMS-AM :C
12-17, 0.8X

18-24 wm 9.3%

25-34 mmm 11.8%

35-44 mmmn18.8X

45-54 mm—41.9X
S5+ v 168.6%X

12+ TOTAL 4,300
Mins/Day Listened: 87
Turnover 12.3

25-34 wmmum 17 .5%
35-44 mm—22. 5%
45-54 cmm—22 S5X
S5+ com—30.0X%
12+ TOTAL 4,@0@
Ming/Day Listened 58

Turnover:11.8 Turnover: 11.8 Turnover: | 8.6
Foemat Reaon Share Trends
_|_ 17 WCMS-AM 2.5 WCPK-AM 1.8 WNOR-AMR) 1.4\
AOR Persons 1% Mon-Sun 6AM-Mid g wzaw-AM 2.1 WYVA-FM 1.6 WBCI-FM(AC)1.4
(G5 POP(00): 9528 19 WYVA-FM 1.2 WZAM-AM 1.4 WZAM-AM@A) 1.2
AC : 20 WXRI-FM 1.0 WNOR-AM 1.3 WCPK-AM@W)O0.8
—
15.3 21 WCPK-AM 0.9 WXRI-FM 1.3 WYVA-FM(©) 0.7
B Spring '80 Fall '80 Spring '81 22 WTJZ-AM 0.9 WRVA-AM 1.0 WTJZ-AM@ 0.6
—5.3 23 WAB-AM 0.6 WWDE-AM 0.8 WBC|-AM(AC)0.6
€ — 1 WFOG-FM 9.2 WOWI-FM 9.8 WMYK-FMIAI0. 1 24 WFOG-AM 0.4 WTJZ-AM 0.7 WPMH-AMML) 0.5
138 2 WMYK-FM 9.0 WMYK-FM 8.1 WCMS-FM(©) 9.8 70 LT Ay OBk _“QZQ'FM‘E’ )
B — o 3 WCMS—FM 8.2 WCMS-FM 8.0 WNOR-FM() 7.6 26 WBCl-AM 0.2 WPEX-AM(©) 0.3
4 WGH -AM 7.1 WFOG-FM 7.6 WTAR-AM(AC)7.4
R__” s 5 WNOR-FM 6.9 WNOR-F¥ 6.8 WFOG-FM@M6.5 o
6 WOWI-FM 6.8 WTAR-AM 6.6 WWDE-FM(AC)5.9 D gr p h
MISC. 7 WTAR-AM 6.1 WGH -AM 5.5 WRAP-AM® 5.9 emo a‘ lcs
5.6 8 WWDE-FM 5.7 WWDE-FM 5.5 WGH -AM(M) 5.5
RL 9 WRAP-AM 5.3 WRAP-AM 5.0 WOWI-FM® 5.2
—2.7 10 WKEZ-FM 4.3 WQRK-FM 4.5 WQRK-FM(R) 4.6 Adults 18-34 Adults 26-54
N o 11 WPCE-AM 3.6 WKEZ-FM 3.9 WKEZ-FM@EW4.6 Mon-Sun 6 AM-Mid Mon-Sun 6AM-Mid
2.5 12 WQRK-FM 3.2 WPCE-AM 3.2 WPCE-AM®) 4.2 M F M F
oL 13 WNIS-AM 2.7 WGH -FM 3.1 WCMS-AM(©) 2.7 _ .
- g 14 WNOR-AM 2.6 WOMS-AM 3.1 WNIS-AM®M) 2.5 1 WNOR-FM 1 WWDE-FM 1 WCMS-FM 1 wCMS-FM
J 15 WGH -FM 2.6 WNIS-AM 2.9 WXRI-FM@®L) 2.2 2 WIYK-FM 2 WIYK-FM 2 WTAR-AM 2 WWDE-FM
% .8 16 #BCI-FM 2.5 WMBCI-FM 2,0 WH -FM@CL 1.8 3 WQRK-FM 3 WNOR-FM 3 WWDE-FM 3 WFOG-FM
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Second overall in the Oklahoma City market,

(Oklahoma City

men. Biggest payoff for the young men tuners t]

1981 R&R RATINGS REPORT/VOL. Il ¢

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.

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

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

KXXY-FM :AOR AGE
1217 — 29 . 2%

1824 e——C1 . 7%

AGE KEBC-FM :C AGE KOMA-AM :C 25-34 mm—16.9%
12-17 = 3.7% 12-17 == 7.5% 35-444 1.1%
18-24 wmmm14.9% 18-24 mmmmmm 18 . 3% 45-54, 8.9X
25-34 mmm12.7% 25-34 smmm—23.7% S5+ 8 1.1X 55+

35-44 m—26. 1%
45-54 cmmmm—17.9%

S5+ mweme—m24.6X%
12+ TOTAL 13, 400
Mins/Day Listened: 98
Turnover: 11,1

35-44 cmmmm 17 .2%
45-54 mmam 12.9%
S5+ cmmmmm20.4X
12+ TOTAL 9,309

Turnover: 1 5.3

ABE KKNG-FM :BM ASE KOFM-FM :R
1217+ @.@% 1217 memm—30 . 8%
18-24 m 5.0%

25-34 mmmt2. 4%

35-44 mmm——?@. 7%
45-54 cwmmmm 19 .8%

S5+ — 42 . %
12+ TOTAL 12,108
Mins/Day Listened: 104
Turnover: 1 0.3

35-44a 3.3%
45-S4 . 2.2%
SS+ = 3.3%
12+ TOTAL 9,009
16.0

Turnover:

AGE KTOK-AM :AC
12-17 4 0.9%
18-24 @ 2.6%
25-34 amm i1 .3%
35-44 oumum14.8%
45-54 mmmm—m19.1X%
S5+ e———S1 . 3%
12+ TOTAL 11,5@8@
Mins/Day Listened: 83
Turnover: 13.0

Mins/Day Listened: 71

18-24 wmmm—32 . 2%
25-34 emmmmm—28 . 9%

Mins/Day Listened: 68

12+ TOTAL 8,900
Mins/Day Listened 94
Turnover: 11 .5

AGE KATT-FM :AOR AGE
1217 e 12.5%
18-24 c——— 46 . 4%

25-34 me— 39 . 3X

WKY-AM :AC AGE
12-17 mmmm13.6%

18-24 wmmmmm t8.2%
25-34 cnm— 40 . 9%
35-44 ammm 13.6%

45-S4 = 4.5%

-— . 1% S5+
12+ TOTAL 4, 400
Mins/Day Listened 43
Turnover: 25 .4

KLNK-FM :AC o2
12717 e 28 . 8%
18-24 e 48 . 5%
25-34 mmm—23 8%

KJYO-FM :E
12-17 == 6.5%

18-24 w22 . 6%
25-34 ome— 35 . 5%
35-44 ammn16.1%

45-54 mm 9.7X

- 9.7%

{2+ TOTAL 3,109
Mins/Day Listened 61
Turnover: 17.6

KAEZ-FM :B
1217 wmmmpemm 25 . 0%
18-24 e 33 . 3%
25-34 s 20 8%

35-44. 1.8% 35-44a 2.4X% 35-44 ammm 12.5%
45-54, 0.9% 45-54 ., 0.0% 45-54 = 4.2%
S5+ ., 8.9X 55+ = 4.8X 55+ = 4.2%

12+ TOTAL 5,600
Mins/Day Listened 70
Turnover: 15.5

ABE KLTE-FM :AC ABE
12-17 « 1.9%
18-24 o 20 . 4%
25-34 m—— 50 . 0%
35-44 mmmm—16.7X%
45-54 = 5.6%
SS+ wm 5.6% S5+
12+ TOTAL S, 400
Mina/Day Listened: 61
Turnover: 17.7

12+ TOTAL 4,209
Mins/Day Listened 65
Turnover: 16.7

KKLR-FM :C AGE
12~17 = 9.8%

18-24 sommmmmm 31 . 7%
25-34 cmmm——29 . 3%
35-44 cmmm——?2 . 0%
45-54 wmm 7.3%

1 9.9%

12+ TOTAL 4,100
Mins/Day Listened: 79
Turnover: 13 .7

12+ TOTAL 2,400
Mins/Day Listened 83
Turnover 13.0

KATT-AM :AOR
t2-17 . 9.8x

18-24 ene—— 41 . 7%
25-34 cmmmm16.7%

35-44 me—33 3%
45-54. 0.0%

55+ - 8. 3%

12+ TOTAL 1,2@9

Mins/Day Listened: 49
Turnover: 21 .9

Format Reach rSha,re Trends
c . N
I 15 WNAD-AM 1.5 KJ IL-FM 1.1 KGFF-AM®M) 0,8
6
< PGPSODS 12 Mon-Sun 6AM-Mid 16 KQCV-AM 0.9 KNOR-AM 0.9 KOCY-AM(©) 0.7
AC i 17 KJIL-FM 0.8 KQCV-AM 0.6 KGOU-FMAl 0.7
244 POP(00): 6766 18 KNOR-AM 0.4 KRMG-AM 0.4 WNAD-AM©) 0.7
roR 19 KVOO-AM 0.4 KOCY-AM 0.4 KJ IL-FM®L 0.6
—| Spring '80 Fall *80 Spring '81 20 Liattar LS AL S S Lo B B
21 KBYE-AM®RL 0,4
B — , 1 KKNG-FM 13,6 KTOK-AM 13,7 KEBC-FM(C) 12.8
2 KTOK-AM 11,7 KKNG-FM  13.0 KKNG-FM®MW11,5 .
R 3 KEBC-FM  10.9 KEBC-FM 12,2 KTOK-AM(AQ) 1.0 D h
—8 6 4 KXXY-FM 9.0 KOFM-FM 9.9 KOMA-AM(C) 8.9 emogl"a.p ICS
wIsc 5 KOFM-FM 7.8 WKY -AM 6.2 KOFM-FM® 8.6
- 6 KLTE-FM 6.1 KXXY-FM 6.2 KXXY-FMW) 8.5
7 WKY -AM 5.6 KOMA-AM 6.1 KATT-FM@) 5.3
€ 8 KATT-FM 5.6 KLTE-FM 6.0 KLTE-FM(AC) 5.2 Adults 18-34 Adults 25-54
-3 e 9 KZUE-FM 5.5 KATT-FM 5.3 WKY -AM(ACQ) 4.2 Mon-Sun 8AM-Mid Mon-Sun 8AM-Mid
10 KOMA-AM 4.2 KLNK-FM 3.6 KLNK-FM(@AC) 4.0 M F M F
® - R 11 KAEZ-FM 3.6 KZUE-FM 3.2 KKLR-FM©) 3.9 :
12 KKLR-FM 2.9 KAEZ-FM 3.0 KJYO-FM® 3.0 KXXY-FM 1 KOFPM-FM 1 KEBC-FM 1 KEBC-FM
RL 13 KATT-AM 1.9 KKLR-FM 2.6 KAEZ-FM® 2.3 2 KATT-FM 2 KEBC-FM 2 KKNG-FM 2 KKNG-FM
"0 14 KOCY-AM 1.6 KATT-AM 1.2 KATT-AM(A) 1.1 3 KOMA-AM 3 KLTE-FM 3 KOMA-AM 3 KTOK-AM




(Philadelphia

Spring '81 Market 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.

METRO RANK S

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.

j

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 remarkabie 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.

12+ TOTAL 81,200

Mins/Day Listened: 64
Turnover: 16,9

Mins/Day Listened: 70
Turnover: 15,5

AGE WDAS-FM :B
1217 o 20 . 4%

18-24 ommmm—31 1%
25-34 emm———26 7%
35-44 amm 12 9%
45-54 m 4 9%
55+ = 4 0%

12+ TOTAL 45,000

Mins/Day Listened: 104
Turnover: 10,4

gormat Reach

AC

12+ TOTAL 42,700

Mins/Day Listened: 86
Turnover: 12,6

AGE WMGK=-FM : AC
12-1 S 0%
2-17= 5@ ace  WIP-AM :AC
18-24 e 27 1%

12-17 m 3 3%
25-34 cmmmm—37 68X
3 18-24 wm 6 1%
5-44 w16 2%

25-34 w16 5%
45-54 = 9 1%

35-44 mmm—26 2X
5S¢ = 5 0% 45-54 20 7%
1 TOTA . O —
2+ TOTAL 50,500 - 0 x

12+ TOTAL 36,300

Mins/Day Listened: 69
Turnover: 1 5,8

Turnover: 13,9

AGE WMMR-FM :AOR
1217 st 28 7%
18-24 com—— 46 2%
25-34 e 17 SX
35-44m 4 1X%
45-54 @ 3 2%
55+« 4 @.3%
12+ TOTAL 34,200

Mins/Day Listened: 65
Turnover: 1 6,7

AGE WIFI-FM :R
12-17 ess— 39 1%
18-24 s 23 9%
25-34 mmmmm—e2! 5%
35-44 = 4 2%

45-54 1@ 7%
S5+ . 0. 7%
12+ TOTAL 28,900

Mins/Day Listened: 67
Turnover: 16,1

AOR

]
12 @ VOKYW -AM TH 4 KYW M 12,
R 2 WIP -am 6.6 WIP -AW 7.
I 3 WWSH-FW 5.7 WMOK-FW 6.
83 4 WNCK-FM 5.7 WDASFM S,
S WDASFM 5.5 wWSHFM 5,
MISC. 6 WMRFV 5.3 WOB-FW 5,
8.3 T WEAZ-FM 5,0 WWMRFW S,
B W IL-AM 4.7 VR-FM 4.
T 9 WYSP-FM 4.3 WIOQ-FW 4,
— 10 WUSL-FM 4,2 WYSP-FM 3,
1) WCAU-AM 4,1 WCAU-AM 3.
Ct 12 WWOB-FM 3.7 WCAU-FM 3,
- 5 13 WSNI-FM 3.6 WUSL-FM 3,
14 WIOQ-FM 3.0 WFIL-AM 3,
[ 15 WPEN-AM 2.8 WPEN-AM 2.
- 16 WCAU-FM 2.8 wSNI-F¥ 2,
1.3 17 WIFI-FM 2.5 WEN-FM 2
RL 18 WDAS-AM 2.4 WDAS-AM 2.
3 19 WELN-FM 2,0 WIFI-FM 1,
Q 4 20 WZ20-AM 1.9 MRT-m 1,

BN NG AN U W ABO =N AD O w—

Spring '80 Summer '80

rSha,re Trends

Persons 12+ mon-sun 6ammid
POP(00): 39144

Fall 80  Winter '81  Spring '81
KYW -AM 11,6 KYW -AM 9.4 XYW -AMP0l2,
WMOK -F W 9.0 WMIX-FM T.2 WEK-FMQ 7.
WP -AM 6.6 NEAZFM 6.2 WDASFM@ 6,
WWSH-F W 6.1 WDAS-FW 6.2 WEAZ -FM @6,
WEAZ -F™ 5.9 WWSH-FW 6.1 WIP —AM KOS,
WWMR-F W 5.3 WIP -am 6.0 WWSH-Fv a5,
WOAS-FM 5.3 WWMR-FM 5.9 MMR-FMWA S,
WCAU-AM 4.4 WYSPFW 4.8 WIFI-FMm 4,
w08 Fv 4.2 WPEN-AM 4.6 WWDB-FM(M 4,
wYSPFW 4.1 WDE-FW 4.4 WPEN-AM (AT
WPEN-AM 3.8 WCAU-AM 4.2 WIOQ-FMW 3,
WCAU-FM 3.6 WIOQ-FM 4,0 WCAU-FM I 3
WHOQ=FW 3.4 WFL-AM 3.1 WYSP-FM 3,
WF 1L - 3.0 MSL-FY 3.1 WCAU-AMPS 2,
WIF I-FM 2.7 NIFI-Fw 3.0 WSNI-FMAG2,
WUSL-FM 2.7 WCAU-FM 2.6 W IL-AMI 2,
WSNI -FM 2.4 WIN-FM 2.0 WMUSL-FM WO
WEIN-FM 1.8 WSNI-FW 2.0 WFIN-FMICUT,
WOAS -AM 1.4 WHAT-m 1.4 WOAS-AM @ 1,
WHA T -AM 1.1 WODAS -AM 1.2 WAT-AM® T,

MW NCRDOCNERON AN W AL D uw

Audience Composition Analysis aE  WWSH-FM :BM AGE  WWDB-FM :T Ace  WCAU-FM :B
12-17 4 @ 9% 12-17 , @ 4% 1217 = 4 8X
AGE KYW-AM :N AGE WEAZ-FM :BM 18-24 wem 7 1% 18-24 « 1.8% 18-24 cmm——— 401X
12-17 a 1.5% 12=-17+ @ 9% 25-34 mm 8 9% 25-34 emm 12 @X 25-34 mmmm— 335X
18-24 =@ 3 2% 18-24 = 4 2% 35-44 amum 13 7% 35-44 mm G 1X 35-44 mam 12 8%
25-34 wmm12 3% 25-34 =m 6 1% 45-54 e 14 6% 45~54 wammmm 18 5% 45-54 am 5 7%
35~-44 mam 13 4% 35-44 ammmi! 5% 55+ ee—— G4 9% 55+ ee——58 2X S5+ a 3 1%
4554 muw—— 18 6% 45-54 aomm——22 5% 12+ TOTAL 35,000 12+ TOTAL 27.500 12+« TOTAL 22,700
S5+ stoex I e S SR X Mins/Day Listened: /8 Mins/Day Listened: 94 Mins/Day Listened: 64

Turnover: 11,5

AGE WPEN-AM :AC
12-17, @ 4%
18-24, @ 4X

25-34 =m 6 1X

35-44 18 2%

45~54 amm—27 3%

55+ e—— 47 7%

12+ TOTAL 26, 400

Mins/Day Listened: 77
Turnover: 14,1

AGE WIOQ-FM :AOR
12-17 =m 5 9%
18-24 e 38 8%
25-34 cnm——— 46 8%
35-44 m 4 BX
45-54 w 3 0%
55+ . @ 8X
12+ TOTAL 23,700

Mins/Day Listened: 66
Turnover: 16,3

17.0

Turnover:

AGE WYSP-FM :AOR
1217 e———38 3%
1824 emm—— 45 8%
25-34 wmm 98X
35-44 & 2 8%

45-54 o 2 BX
55+ . @.5%
12+ TOTAL 21,400

Mins/Day Listened 55
Turnover: 19,8

AGE WCAU-AM :N
12=17 ¢ 1.1%
18-24 m 3 7%

25-34 =mm 10.6%

35-44 = 9.6X

45-54 17 6%

55+ ee—— 7 4%
12+ TOTAL 18,800

Mins/Day Listened: 44
Turnover: 24,4

21 WHAT-AM 1.1 WRCP-AM 0.9 WPST-FM 1.0 WJBR-FM 0.8

22 W)BR-FM 0.7 W)BR-FM 0.8 W)BR-FM™ 0.9 WCO) -AM 0.7 WPST-FM® 0.9
23 WSTW-FyY 0.6 WSTW-F™ 0.7 WNAR -AM 0.7 WPST-FM 0.6 WRCP-AM )} 0,7
24 WPSTFWM 0.5 WCO) -aM 0.6 WSTwFw 0.4 WRCP-AM 0.6 WTTU-AM®) 3.6
25 WR -AM 0.5 WXKW-FM 0.6 #CO) -AM 0.4 WSTWFM 0.6 WOR -AMM 0,5
26 WNAR-AM 0.5 WPST-FW 0.5 WFLN-AM 0.4 MR -AM 0,4 WSTW-FMm 0.4
27 WFIN-AM 0.3 WR -AM 0.5 WB(B -AM 0.3 WTTH-AM 0.4 WCOJ -AM K0, 4
28 WCO) -AM 0.3 WNAR-AM 0.3 wiOv-Fw 0.4 WZZD-AM®IO, 4
29 W LN -AM 0.2 WE LN -AM 0.2 WIN-AMKCU 0.2

Demographics

W)BR-FM M|, 2 \

Adults 18-34
Mon-8un 6AM-Mid
M F

TWDAS-FM 1 WMGK-FM 1 KYW -AM 1 WMGK-FM
2WWMR-FM 2 WDAS-FM 2 WMGK-FM 2 KYW -AM
3WMGK-FM 3 WIOQ-FM 3 WDAS-FM 3 WIP -AM

Adults 25-64

Mon-Sun 6AM-Mid
M F
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 Phoenix

METRO RANK %5

Spring '81 Market Overview

Phoenix’s first experience with Quarterty
Measurement was not an altogether smooth one.
The total market in-tab dipped from 1585 last spr-
ing to 1297 this survey. The retum 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,

if anything, Arbitron 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 basicalty had a stable book, while its primary

~

BM competition, KQYT, 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 & 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.

25-34 am 6 4%

35-44 wm 9 4%

45-54 wmmm 14 3%

554 ee—— GG S %

12+ TOTAL 29, 3ee

Mins/Day Listened: 91
Turnover: 11,9

Audience Composition Analysis ace  KOY-AM :AC
17« 1 4%

AGE KTAR-AM :N AGE KQYT-FM :BM ::_lz:. : 4%

12-17, ©.5% 12-17. 8 9% 25-34 eomemm—27 7%

18-24 = 3.0% 18-24 m 3 3% 35-44 ammm—2d4 1%

25-34 =m 9 3%

35-49 mmmm——21 2%

45-54 cmmmm 16 6%

S5+ — 49 7%

12+ TOTAL 15,109

Mins/Day Listened: 87
Turnover: 12,4

45-54 mmem—24 1%
55¢ eme——2 3%
12+ TOTAL 14,109

Turnover: 1 6, 8

Mins/Day Listened: 64

AGE KUPD-FM :AOR
1217 e—1 . 8%
18-24 em— 32 . 7X
25-34 w11 2%
35-44m 3 1X
45-54 ¢ 2 0%

S5+ . 8.8X
12+ TOTAL 9,890¢

Mins/Day Listened: 59
Turnover: 18,3

AGE KLFF-AM :E
12-17 « 1 4%
18-24 14X

25-34 csemmm 21 14
35-44 o198 7%
45-54 cmsemmm21 1%
554 cmee—35 2%
12+ TOTAL 7,109

Mins/Day Listened: 108
Turnover: 10,0

KKKQ-AM :R

45-54 wmm 198X

AGE KOPA-FM :R AGE KOOL-FM :AC AGE
AGE KMEO-FM :BM 12-17 e 36 . 9% 12-17 ® 3.3X% 1;—127 —— 34 3%
1217« B.5% 18-24 28 SX 1824 cmmummmen 28 . 3% 18-24 e——28 . 4%
18-24 4 1 5X At KDKB=FM :AOR 2534 o208 0% 2634 48 9x  25-34 e 313X
25-34 = 5 0% e e 35-44 wmem 12.3% 35-44 e 12 0% 35-44 4 1.5%
35-44 e 15 1% jeasy 46 9 45-54 . 1.5% 45-54 = 6 5% 45-54 w 3.0%
45-54 e 18 1% e SEESX 55+ 4 © 8% 55+ o 1 1% S5+ o 1.5X
55+  sm—C0 8% oo 44 21X 12+ TOTAL 13,000 12+ TOTAL 9,200 12+ TOTAL 6,790
12+ TOTAL 19,900 e il Mine/Day Listened: 67
: S5+ .« @ 7% Mins/Day Listened: 67 Mins/Day Listened: /7 8/Day ne
Ming/Day Listened: 97 12+ TOTAL 14,509 Turnover: 16. 1 Turnover: 14,1 Turnover: 16, 1
Turnover: 11,1 Ming/Day Listened: 89 AGE KZZP-FM :R 5 AGE KNIX-AM :C
Turnover: 12,1 1217 commm——25 . 8% AGE oAl LY 12-17, @ 8%
AGE KNIX-FM :C 18-24 mm— 38 1% 12-17m 2.7% 18-24 a0
12-17 = 5 4% 25-34 e 28 8% 18-24 32.4% ey E—re
. 35-44 4 2 3% 25-34 S4 1%  —
18-24 wmm 96X 35-44 21 7%
= 45-54 w 3 1% 35-44 «um 9 5% —
25-34 mmmmmnn 26 . 5% 45-54 21 7%
35-44 mm—32. 5% 55+ = 3.1% 45-54., @ ex — "
S5+ a1 4X 55+ w13 3

12+ TOTAL 12,80¢

12+ TOTAL 7,409

12+ TOTAL 6,009

55+  emmm1S 1% Mins/Day Listened: 34
12+ TOTAL 16,600 Turnove}x"' 120_n ; ' Mins/Day Listened: 76 Mins/Day Listened: 64
Mins/Day Listened: 81 Turnover: 14,1 Turnover: 16.9
Turnover: 13,3 (
Format
Reach Persons 12+ monsun saM.Mia 19 KGM-AM 2.0 KARZ-AM 1.8 KHEP-FMICLI1.8
20 KHEP-FM 1.9 KRUX~-AM 1.1 KIFN-AM(S} 1.5
BM POP(00): 12 21 KPHX-AM 1,5 KXTC-FM 1.1 KMEO-AM®M)] 3
. a ( ): 598 22 KXIV-AM 1.3 KDJQ-AM 0.9 KZZP-AM®) 1.0
e 16 & , 23 KWAO-FM 0.7 KZZP-AM 0.9 KJJJ -FM©) 1,0
R Spring '80 Fall '80 Spring '81 24 KZZP-AM 0.6 KIFN-AM 0.8 KHEP-AM@L) 0,7
5 7 25 KJJJ-FM 0.5 KXIV-AM 0.7 KRDS-AM(RL) 0.6
¢ 1 KNIX-FM 9,2 KNIX-FM 9.1 KTAR-AM (N) 9.2 26 KFLR-AM 0.5 KFLR-AM 0.7 KXIV-AM8) 0,5
——11 3. 2 2 KTAR-AV 8.4 KMEO-FM 8.8 KMEN-FM®BM)9.0 27 KWAO-FM 0.5 KWAO-FM®E8) 0,5
AOR 3 KOY -AM 8.2 KOY -aM 8.4 KNIX-FM(C) 7.5 28 KRDS-AV 0.3 KFLR-AMRL) 0.4
e
18 9 4 KQYT-FM 7.8 KQYT-FM 7.5 KQYT-FM (BM6.8
R 5 KOPA-FM 7.6 KTAR-AM 6.4 KDKB-FM(A)} 6.5
s i 6 KMEO-FM 6.7 KDKB-FM 6.2 KOY -AV{AC)E.4 .
— -FM 6.4 KOPA-FM 5.8 KOPA-FM®) 5.9
.2 7 Ko D graph
MISC 8 KJJJ-AM 4.3 KUPD-FM 5.2 KZZP-FM®) 5.8 emo a’ lcs
33 9 KOOL-FM 4.3 KXAV-AM 4.6 KUPD-FM(A) 4.4
£ 10 KUPD-FM 4.2 KOOL-FM 4.4 KOOL-FVM(AC)M,2
—3 2 11 KNIX-AM 2.9 KBBCFW 3.4 KBBC-FM(AC3,3 Adults 18-34 Adults 25-64
B 12 KARZ-AM 2.8 KJ})-AM 3.1 KLFF-AM® 3,2
22 13 KRUX-AM 2.5 KZZP-FM 3.0 KKKQ-AM( 3.0 Monﬁlun GAMi.Mid Monﬁlun GAMi.Mid
CL_1 o 14 KBBC-FM 2.4 KMEO-AM 3,0 KNIX-AM(©) 2,7
15 KZZP-FM 2.3 KPHX-AM 2.4 KPHX-AV®} 2.7
RL . = = = p =
- 16 KKKQ-AM 2.3 KNIX-AM 2,4 KARZ-AMAC)}2,6 1 KDKB-FM 1 KZZP-FM 1 KNIX-FM 1 KOY -AM
88 17 KIFN-AM 2.3 KKKQ-AM 2.1 KXAM-AM®) 2.2 2KZZP~FM 2 KOPA-FM 2 KOY -AM 2 KNI X-FM
-0 18 KMEO-AM 2.1 KHEP-FM 2.1 KJJJ-AM©) 2.0 3 KOOL-FM 3 KOOL~-FM 3 KTAR-AM 3 KMEO-FM




(]?ortland, OR

Spring '81 Market Overview

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 resuits.

For the second straight book AOR leader

METRO RANK @@

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, haiting 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 CHR station, with a
heavy dose of oidies, 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.

AGE KGON-FM :AOR
1217 commm—38 . 2%
18-24 41 .4%
25-34 mummem 17 1%

35-44. 0.7%
45-54, @ o%
S5+ a 2.6%
12+ TOTAL 15,200

Ming/Day Listened 89
Turnover: 12,1

AGE KGW~AM :R
1217 mue 9.5%
1824 e— 36 . 7%
25-34 wmm—m—19.7%
35~44 15, 0%
45-54 w 5. 4%
55+  mmam13.6%
12+ TOTAL 14,700

Mins/Day Listened: 59
Turnover: 1 8.4

AGE KEX-AM :AC
12-17 @ 2.3%
18-24 ammm 11 7%
25-34 e 14.8%
35-44 amvamm21 . 1%
45-54 wumm 12.5%
SS+ — 37 . 5%
12+ TOTAL 12,800

Mins/Day Listened: 76
14.1

Turnover

G‘ormat Reach

R
17 8
AOR
16 2
BM

T Q)

Audience Composition Analysis

AGE KUPL-FM :BM
12-17 s ©.9%
18-24« 1 .8%

25-34 wmae 9.9%

35-44 cm—— 29 . 7%
45-54 emmmm—18. 9%

S5+ e—— 38 7%

12+ TOTAL 11,100

Mins/Day Listened. 71
Turnover: 1§ ,3

AGE KXL~-FM :BM
12-17 . 2 0%
18-24 = 8. 3%
25-34 wmm 10 1%
35-49 w13 8%
45-54 mum12.8%
55+  em— S . 0%
12+ TOTAL t@,900

Minsg/Day Listened 84
Turnover: 12,9

AGE KINK-FM :AOR
12-17 = 3 .S%
18-24 amw—— 32 . 6%
25-34
35-44 mm 8 1%
45-54, 0.0%
SS+ e 2.3%
12+ TOTAL 8,600

$3.5%

Mins/Day Listened 76
Turnover 14.1

AGE KYTE-AM :C

12-17 = 8 2%

1824 wmm 9 4%

25-34 cmm 14 1%

35-44 et 2%
45-59 evmemm—m23 SX%

S5+ v 23 5%

12+ TOTAL 8,500

Mins/Day Listened 81
Turnover 13,4

AGE KYXI-AM :N
12-17 . @ 9%
18-24 = 3.7%
25-34 w 4 9%
35-44 emm 98X
45-54 commmm—25 6%
55+  ———S6 1%

12+ TOTAL 8,200

AGE KLLB-FM :R
12-17 vum 7.5%
18-24 w22 . 5%
25-34 o——— 52 . S%
35-44 cummm 15 0%
45-54 = 2 5%
55+ . 8.8
12+ TOTAL 8,000
Mins/Day Listened 68
Turnover: 1 5.9

AGE KWJJ-AM :C
12-17, @ 0%
18-24 = 4 2%
25-34 mamm 12 S%
35-44 c—31 9%
45-54 cmmm—26 4%
55+ — 250X
12+ TOTAL 7,200
Mins/Day Listened 55
Turnover: 1 9.8

AGE KKEY-AM : T

12-17 ., 0.9%

18-24 w12 9%

25-34 4 1 B%

35-44. 0.0%

45-54 mmmmm 16 1%

55+  coe—— 9 4%
12+ TOTAL 6,20ee

ABE KQFM-FM :0
12-17 « 1 6%
18-24 e 27 9%
25-34 o————— 49 2%
35-44 = 8 2%
45-54 omm 9 8X
S5+ w 3 3%
12+ TOTAL 6,100

Mins/Day Listened 65
Turnover 16,7

AGE KMJUK-FM :R
12-17 eo———— 38 3%
18-24 eommemmm 26 . 7%
25-34 e 7X
35-44 wmm 11 7%

45-54 ., 0.09%
SS+ &« 1.7X%
12+ TOTAL 6,000

Mins/Day Listened 63
Turnover: 1 7.1

ABE KXL-AM :N
12-17 . @.0%
18-24 ¢ 1 9%

25-34 mmm 11 .5%
3544 mmm 11 5X
45-54 cmmmmm—23. 1%

S5+ eee——— 1 . 9%

12+ TOTAL 5,200

Mins/Day Listened: 48
Mins/Day Listened 69 Mins/Day Listened 158 Turnover: 22,7
Turnover. 15,7 Turnover: 6,9
+ 17 KJIB-FM 2.1 KQFM-FM 1.8 K] IB-FM(C) 2.2\
PeI'SOIlS 12 R 18 KGAR-AM 1.2 KKSN-AM 1.6 KKSN-AM@A) 1.5
. 19 KPDQ-FM 1.1 KARO-AM 1.3 KPAM-AM(AC)1.3
POP(00): 10399 20 KKSN-AM 1.0 KPDQ-FM 1.1 KPDQ-FM(RL) 0.8
21 KARO-AM 0.7 KLIQ-AM 0.8 KAAR-AV(AC)0.6
Spring '80 Fall '80 Spring '81 22 KLIQ-AM 0.6 KGAR-AM 0.6 KPDQ-AM(RLI0.6
23 KGO -AM 0.6 KPDQ-AM 0.5 KRDR-AM () 0.6
1 KGW -AM  11.1 KGON-FM 10.2 KG(N-FM®) 9.4 24 KPAM-AM 0.5 KGO -AM 0.4 KLIQ-AM(™M 0.5
2 KXL -FM 8.1 KEX -AM 9.3 KGW -AM®) 9.1 25 KPDQ-AM 0.4 KPAM-AM 0.2 KGAR-AM(C) 0.4
3 KGON-FM 7.9 KGW -AM 9.1 KEX -AM(ACO7.9 26 KRDR-AM 0.3
4 KEX -AM 7.3 KXL -FM 6.7 KUPL-FM®BMW6.9
5 KUPL-FM 7.1 KUPL-FM 6.7 KXL -FM(BM6.8 .
6 KMJK-FM 6.1 KXL —AM 5.5 KINK-FM(A) 5.3 D gr ph
7 KWJJ-AM 5.6 KWJJ-AM 5.1 KYTE-AM(©) 5.3 emo a‘ ICS
8 KYTE-AM 5.5 KYTE-AM 4.9 KYXI-AaM®N 5.1
9 KXL -AM 4.5 KYXI-AM 4.9 KLLB-FM®) 5.0
10 KINK-FM 4.4 KMJK-FM 4.5 KW} J-AM(C) 4.5 Adults 18-34 Adults 25-54
11 KKEY-AM 3.8 KINK-FM 4.5 KKEY-AM 3.8 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
12 KYXI-AM 3.7 KUPL-AM 3.1 KQFM-FM(0) 3.8 F M
13 KUPL-AM 3.0 KKEY-AM 3.1 KMJK-FM® 3.7 .
14 KLLB-FM 2.4 KLLB-FM 3.0 KXL -AM(N) 3.2 1 KGON-FM 1 KGN -AM 1 KEX -AM 1 KGW -AM
15 KQFM-FM 2.3 KJ IB-FM 2.8 KCNR-FM(AC)3.2 2KINK-FM 2 KINK-FM 2 Kw) ) -AM 2 KUPL-FM
16 KPAM—FM 2.1 KCNR-FM 2.5 KUPL-AM@®8)2.9 3KGW -AM 3KLLB-FM 3 KL B-FM 3 KLLB-FM
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fPittsburgh

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

METRO RANK 15

18-24 this survey than in the fall (110 vs. 53), the
extra return fell into a key demo for the station. As
tor 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-

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 turm led to a higher standing in the numbers.
Besides the possible Arbitron impact, the station

18-24, may have helped WAMO and WDVE,
respectively, to score impressive gains this book.

WDVE has been the AOR kingpin in Pittburgh
tor many years. With Arbitron receiving more than
double the number of diaries back from men

ing sweep.

WAMO, Pittsburgh’'s Black-formatted station,
posted its best numbers ever. Part of the explana-
tion may have been Arbitron’s methodology in this
first QM sweep in the market. The number of

did make a tremendous effort to garner bigger
shares this spring. $125,000 was spent on
advertising, with about $55,000 of that on TV,
the rest on busboards and billboards.

AGE
12-17 .,

AGE WAMO-FM :B
1217 o 30 . 8X
18-24 ouemmm21 6%

Audience Composition Analysis

AGE KDKA-AM :AC AGE WTAE-AM :AC 25-34 em—27 9%
12-17 a 2 1% 12-17 4 1 7% 35-44 wmm 10 68X
18-24 = 2 7X 18-24 wmam 11 3% 45-54 = 4 3X

25-34 wm 8 6X 25-34 emmm—34 9% S5+ = 4 8% S5+

WPNT-FM :BM

2.0X

18-24 am 7 4X
25-34 wm 8 1X
35-44 ammm 13 2%
45-54 cmmm—33 1%

——— 38 2%

AGE
12-17 =

WDSY-FM :C
2.2%

18-24 wm 7 8%

25-34 omamm 167X
35-44 wmm 12.2%

45-54 me———37 8X

S5+

23 3%

35-44 wmmamm 18 3%
45~54 mmemmm 18 4%
S5+

AGE WDVE-FM : AOR
1217 e——25 6X
18-24 c—— 55 8%
25-34 cmmm 13 0%
35-44 = 3 5%

Mins/Day Listened: 97
Turnover: 11,2

AGE WSHH-FM :BM
12-17, @ 0%
18-24 w 4 8%
25-34 = 2 8%
35-44 mmwwmmi7 1%
45-54 19 9%

35-44 cmmm— 25 6X

45-54 wee 1Q 9%

AGE

18-24 eommmmmmmesm 30 S%

25-34 mmmm14 1%

12+ TOTAL 22,000

Mins/Day Listened: 61

Turnover: 1 7.6

WXKX-FM :R

12517 cmm——— 40 Q%

12+ TOTAL 20,800
Mins/Day Listened: 110

25-34 cmmmmmms20 4X%
35-44 mmm 12 SX%
45-54 c— 33 6X
55+ commm—22 4%
12+ TOTAL 15,200

45-54, @ 7X
S5+ o 1 4% S50 LUl b Mins/Day Listened: 108
12+ TOTAL 28,500 ;2:5‘: ‘2 :;‘ Turnover: 10. 0

AGE WWSW-FM :AC

12-17 wm 7 1%

18-24 cmmmem 16 3%

25-34 e 35 5%
35-44 mmm——17 7%

45-54 mmmmt7 7X

55+ = 5 7X

12+ TOTAL 14,100

Mins/Day Listened 57

12+ TOTAL 13,600
Mins/Day Listened: n

— 49 8% 55+  emmmm!5 SX . Turnover
12+ TOTAL 82,300 12+ TOTAL 23,800 B Hold 132
Mins/Day Listened: 89 Mins/Da: 67
y Listened:
AGE WEEP-AM : V=AM :N
Turnover: 12,2 Turnover: 16.1 12-17 w 3 3% ¢ 1;6157 e ';? g
4 - ' =
18-24 wm 7 9% 18-24 « 2 5%

25-34 e 8 3X
35-44 omm 10 QX
45-54 a0 8%
SS+

12+ TOTAL 12,000

Mins/Day Listened 61
Turnover: 1 7.6

AGE WFFM-FM :AC
12-17 mem 1@ 4%

18-24 emm— 39 6%
25-34 emmmm——33 3%
35-44 wm 8 3X
45-54 wm 8 3X
S5+ ., @ X

12+ TOTAL 9.600

—— 583X

12+ TOTAL 9. 008

Mins/Day Listened: 85
Turnover: 12,7

AGE WYDD-FM
1217 mm—21 8%
1824 eom— S . %
25-34 wmam 14 1%

35-44 = 3 8%
45-54, 0 oX
55+ o 1 3%
12+ TOTAL 7.8@0

: AOR

Mins/Day Listened 59
Turnover: 18.2

AGE WWSW-AM :AC
12-174 0.0%
18-24 am 8 7%
25-34 cnmmm 16 7%
35-44 mmmm 15 QX
45-54 oum 10 0%
S5+ ——— 51 7%

12+ TOTAL 6,000

55+ e———— S5 4% Turnover: 19.0 Mins/Day Listened 54 Mins/Day Listened: 41
12+ TOTAL 25,100 Turnover: 20.2 Turnover: 26,1
Mins/Day Listened: 91 (
e UE Share Trends
21 WHJB-AM 0.5 WHJB-AM 0.7 WHJB-AMWKC) 0.3
7 Persons 12+ 22 WMBA-AM 0.5 WPIT-FV 0.7 WWKS-FMWKC) 0.7
) 23 WBVP-AM 0.5 WPIT-AM 0.7 WCNS-AVO) 0.6
Format Reach POP(00): 19194 24 WKPA-AM 0.5 WMBA-AM 0.7 WKPA-AMAC) 0.6
25 WWKS-FM 0.4 WBVP-AM 0.6 WIXZ-AM(C) 0.6
" Spring '80 Fall "80 Spring '81 26 WPIT-FM 0.4 WELA-FM 0.6 APIT-FM®L 0.5
o 27 WCNS-AM 0.3 WASP-AM 0.5 WWA-AM(C) 0.5
BM ] KDKA-AM  25.3 KDKA-AM  22.2 KDKA-AM@®C)22.3 20 WOKU-FM 0.3 WESA-FM 0.4 WBA-AMMN) 0.5
— > g 2 NSHH-FM 7.3 WSHH-FM 7.2 WOVE-FM@y 7.9 20 WESA-AM 0.1 WWVA-AM 0.4 WEDO-AV(RY 0.3
o 3 WIAE-AM 6.6 WXKX—FM 6.8 WSHH-FM@M) 7.0 £k NOKU-FM 0.4 WESA-AMIAC) 0.2
— 4 WADVE-FM 5.4 WTAE-AM 6.6 WTAE-AM(AC) 5.6 2l WEDO-AM 0.3 WESA-FM(AC) 0.2
S WXKX-F¥ 5.2 WOVE-FM 6.4 WXKX-FM® 6.1 B2 WRKY-FM 0.3
. 6 NAMO-FM 4.6 WEEP-AM 6.1 WAMO-FM® 5.8 O3 wsiazan - Uod
7 KQV -AM 4.4 KQV -AM 4.1 WEEP-AM(©) 4.2 o WESA-AM 0.3
R 8 MFFM-FM 3.6 WAMO-FM 3.7 WWSW-FM(AO 3.9
I 9 WEEP-AM 3.6 WWSW-AM 3.5 WPNT-FM(BM) 3.8 .
MISC 10 WJOI-FM 3.5 WDSY-FM 3.4 KQV -AM® 3.3 D m gr p h
7 2 11 MPNTFM 3.4 WEFM—FM 2.8 WFFM-FM(AC) 2.7 e O a 1CS
. 12 WWSW-FM 3.3 WWS¥-FM 2.7 WDSY-FM(© 2.5
— 13 WOSY=FM 3.1 WPNT-FM 2.7 WYDD-FM@®) 2.2
14 WKT)-AM 2.7 WJOI-FM 2.2 WSW-AM@AC) 1.7 Adults 18-34 Adults 25-54
Y-y g 15 WWSW-AM 2.3 #KXTQ-AM 2.0 #JOI-FMBM 1.7 Mon-Sun 6AM-Mid Mon-Sun 86AM-Mid
16 MYDD-FM 2.2 WIXZ-AM 1.1 WKTQ-AM(AC) 1.6 M F M
R 17 WNUF-FM 1.2 WWKS-FM 1.1 WBVP-AM®) 1.2
17 18 WPIT-AM 0.9 WYDD-FM 1.0 WNUF-FM(®8) 1 ] 1 WOVE-FM 1 WDVE-FM 1 KDKA-AM 1 KDKA-AM
. 19 WINZ-AM 0.9 ¥NUF-FM 1.0 WPIT-AM(RL 0.9 2 WAVO-FM 2 WXKX-FM 2 WTAE-AM 2 WTAE-AM
| 20 WESA-FM 0.7 WKPA-AM 0.9 WOKU-FM(©) 0.8 3 WTAE-AM 3 WTAE-AM 3 WWSW-FM 3 WSHH-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 95-54 audience. |

" Reachyour target groups with Pittsburgh’s fastest
growing station.

WWSW
94.5FM-970AM
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fProvidenoe—Warwick-Pawtucket

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 Citles CHR entry gamered its second
stralght 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

METRO RANK
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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 top\
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 instalied 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.

Turnover

11.2

AGE WPRO-AM :AC
12-17 = 4.8%
18-24 wum 14 4%
25-34 commmmm?23 ©X

Turnover: 18,3

35-44 w13 3%
45-54 mmem 14 3%
55+ eo—— 43 9X

12+ TOTAL 9,800

Mins/Day Listened 55
Turnover: 19,5

AGE WCOZ-FM :AQR AGE WHJY-FM :BM
Audience Composition Analysis e o e e o
a6E  WPRO-FM :R st  WPUB-FM :R ot 58 7% 18-24. 1 2%
12-17 149X 12-17 34 6% ORI At/sels 25-34 = 6 0X
35-44, 8 0% 35-44 16 9%
18-24 cmmmmmem27 2% 18-24 s 3@ 9X
., 45-54, @ 8% 45-54 cmmm—27 7%
25-34 emmm—27 2X 25-34 eommmm2) 3%
55+ . @ ex 55+  eo—— 8 2X
35-44 emmm 15 3% 35-44 me 6 6%
45-54 amm 11 1% 45-54 = 4 4% 12+ TOTAL 18400 ez L Lt
S5+ m 4 3% S5+ = 2 2% rms.Day Ii‘:“’“;’d Mina/Day Listened: 77
urnover
12+ TOTAL 23,5@0 12+ TOTAL 13,608 > Turnover: 14,1
. M . AGE WLKW=-AM :BM
Ming/Day Listened Mins/Day Listened 12-17 ., @ B% .
Turnover: 1 5.4 Turnover: 1 9,8 18-24 ., @ B% leG‘E7 ; ‘iiNE e
- .
gg:i: O (1L 18-24 19 2X
T 2534 e 32 . 9%
ace  WLKW-FM :BM . ypaAN-AM :N o 35-44 w16 4%
12-17+ @ 9% eI —50 2X 45 54 m——1 9X
18-24 = 5 4% A UE AL IC B 55+  wm B 2%
18-24 = 2 6X , 92
25-34 = 8.6% 25-34 4 2 6% Mins/Day Listened: 12+ TOTAL 7,3@@
e3nac ol 35-44 m 4.3X Turnover 11.7 Mins/Day Listened 77
45-54 24 3% 45-54 mmm 14 7% AGE WHJJ-AM : AC Turnover: 14 . 1
55+  cnm—43 7% % 12-17 e 2 BX *
55+ 75 9% °
12+ TOTAL 22,2@@ - 12+ TOTAL 11,608 ;:—;: —:: :3”): AGE WMYS-FM :AC
. .
Mina/Day Listened Mina/Day Listened: 59 — 12-17 m 3 1%

18-24 cmmmem—27 7%
25-34 m—— 38 5%
35-44 mmma13 8%
45-54 = 1@ 8%

55+ we 6 2%

12+ TOTAL 6,500

Mins/Day Listened 64

AGE WAAF-FM :AOR
1217 semmmmam 38 . 8%
18-24 m—— 0 . 8%
25-34 e 18 5%
35-44, @ ©X
45-54, ©.0%
55+ . @.ex
12+ TOTAL 6,500

Mins/Day Listened 7
Turnover: 1 §,2

AGE WHIM=-AM :C
12-17 e 1.8%
1824 = 5.5%
25-34 s 14 5K
35-44 cumm 12 7%
45-54 cmmuam21 8%
55+ e———— 43 6%
12+ TOTAL 5,58

Mins/Day Listened 103
Turnover 10.4

AGE WBZ-AM :AC
12=-17 = 4 1%
18-24 m 4 1%
25-34 m 4 1%
35-44 wmm 12 2%
45-54 mmaem 16 3%
55+ eo—— S0 2%

12+ TOTAL 4,9@e
Mins/Day Listened 58

35-44 cmmm—2@ 9% r Turnover 16.8 Turnover 18,5
45-54 w14 4% h T d
sH—=rs, Share Trends
12+ TOTAL 16.760 12+ 25 WPLM—FM 1.0 WBCN-FM 0.7 W) 1B_FM @M)
Mina/Day Listened: 62 Persons Mon-Sun 6AM-MIQ ¢ wuprmm 0.0 WALEM 0.7 WEEI Mt 313}
Turnover: 17.5 POP ( 00 ) : 11943 27 WJFD-FM 0.7 WNBH-AM 0.7 WNBH-AM (AC) ¢, 7
28 WHDH-AM 0.6 WEEI-FM 0.6 WNBC-AM ®) .7
ﬁ S—— e - 29 WBF-FM 0.6 WPEP-AM 0.6 WARA-AM (AC) 0,7
Format Reach pring L pring 30 WCIB-FM 0.6 WOTB-FM 0.6 WBCN-FM®) 0.7
31 WARA-AM 0.6 WADK-AM 0.5 WWON-AMM 0.7
1 WLKW-FM  10.8 WLKW-FM 12.8 WPRO-FM® 10.5 32 WHUE-FM 0.6 WVBF-FM 0.5 WALE-AM (AC) 0.6
AC 2 WPJB-FM 9.4 WPRO-AM 8.3 WLKW-FM@M10.0 33 WERI-FM 0.5 WARA-AM 0.5 WHUE-FM®M) 0,6
27 5 3 WPRO-FM 7.1 WPRO-FM 8.3 WPRO-AM@KC) 8.4 34 WAONLAM 0.5 WICE-AM 0.4 WROR-FM® 0.4
- 4 WPRO-AM 5.8 WPJB-FM 7.7 WPJB-FM®m 6.1 35 WBCN-FM 0.5 WHUE-FM 0.4 WPLM-FM @®8) 0,4
20 1 S WEAN-AM 5.7 WHJY-FM 5.6 WEAN-AM@) 5.2 36 WRLM-FM 0.5 WNBC-AM 0.3 WKRI-AM(AC) 0.4
R 6 WHJY-FM 5.1 WEAN-AM 5.5 WCOZ-FM®) 4.7 37 WNRI-AM 0.5 WPLM-FM 0.3 WEEI-AM®™ 0.3
—19 5 7 WHJJ-AM 4.7 WLKW-AM 4.7 WLKW-AM@M) 4.6 38 WRIB-AM 0.4 WCIB-FM 0.3 WOTB-FM®M 0.3
AOR 8 WHIM-AM 4.4 WCOZ-FM 3.8 WHJJ-AM(AC) 4.4 39 wKRI-AM 0.4 WCBS-AM 0.3 WPLM-AM(®8) 0 1
—— 9 WMYS-FM 3.8 WBSM-AM 3.2 WH]Y-FM®M 3,7 40 WRKO-AM 0.3 WSRS_FM 0.3
WIsc 10 WBSM-AM 3.7 WGNG-AM 2.8 WSNE-FM(AC) 3.3 41 WNBC-AM 0.3 WBOS—FM 0.3
6.6 11 WXKS-FM 2.5 WHJ)-AM 2.6 WIYS-FM(@C) 2.9 42 WPLM-AM 0.1
12 WBRU-FM 2.4 WMYS-FM 2.4 WAAF-FM) 2.9
N — 13 WLKW—AM 2.3 WHIM-AM 2.2 WHIM-AM© 2,5 .
14 WGNG-AM 2.3 WSAR-AM 2.1 WBZ -AMAC) 2,2 D h
R — 15 WSAR-AM 1.9 WBZ -AM 2.0 WBSM-AM™M 2,2 emogl’ap 1CS
a0 16 WAAFFM 1.9 WAAF -FM 2.0 WONG-AM(O) 2.0
¢ 17 WALE-AM 1.6 WXKS-FM 1.8 WXKS-FM® 1.8 )
=25 18 WCOZ_FM 1.6 WBRU-FM 1.5 WBRU-FM®) 1.6 Adults 18-34 S e
0 19 WBZ -AM 1.5 WHDH-AM 1.1 WSAR-AV(AC) 1.5 Mon-Sun 8AM-Mid Mon-Sun 6AM-Mid
=20 20 WROR-FM 1.4 WCRB-FM 1.1 WHDH-AVM (AC) 1.2 M F M F
cL 21 WEEI-FM 1.4 WROR-FM 1.0 WADK-AM (AC) 1,2 .
"0 22 WADK-AM 1.1 WJIB-FM 1.0 WPEP-AM M 1.1 1 WCOZ-FM 1 WPRO-FM 1 WPRO-FM 1 WPRO-FM
BB 23 W)IB-FM 1.1 WWON-AM 0.9 WCRB-FM (L) 1.0 2 WPRO-FM 2 WPRO-AM 2 WLKW-FM 2 WPRO-AM
‘e s 24 WCRB-FM 1.1 WRLM-FM 0.8 WICE-AM M) 0,9 3 WAAF -FY 3 WPJB-FM 3 WPRO-AM 3 WLKW-FM




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

Gl:lversido—ﬂan Bernardino-

METRO RANK 5%

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

J

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 KFl second. KFI showed up well in
both the 18-34 and 25-54 rankings, while KBIG
showed strength in the 25-54 demos.

AGE KBIG-FM :BM
12-17, 0 .0%
18-24 ¢ 1 9%

25-349 mm 6 S%

35-44 18 5%

45-54 cmmmmma—m 25 0%

S5+ e 48 1%

12+ TOTAL 10,800
Mins/Day Listened: 80

Audience Composition Analysis

KOLA-FM :AOR
S8 7%

AGE
12-17
18-24 wmmmmmen 25 4%
25-34 mm 9 5%
35-44 = 6.3%
45-54, 0 0%

S5+ ., @ ox
12+ TOTAL 6,300

Mins/Day Listened 61

AGE KCKC-AM :C
12-17 . 1 8%
18-24 am 6 6%
25-34 mam 1! 5%
35-49 cmmmmm2! 3%
45-54 cmmmmm2! 3%
554 e——— 37 7%

12+ TOTAL 6,100

Mins/Day Listened 88

Turnover: 12,2
KNX-AM :N
2 %

AGE
12-17.,
18-24 @ 3 3%

AGE KOST-FM :BM
12-17 , @ 0%
18-24, @ 0%
25-34 mm 6 7%
35-44 cmmma 18 7%
45-54 m—— 30 0%
S5+ aese— 40 7%
12+ TOTAL 6,000

Ming/Day Listened: 92
Turnover: 11.8

AGE KABC-AM :T
12-17 « 1 8%
18-24 m» 3 5%
25-34 emme 12 3%
35-49 emm—21
45-54 «m 8 8%

1%

AGE KFXM-AM :R
1217 en— 34 0%
1824 cmmmmmn22 . 6%
25-34 w18 9%

35-44 «um 9 4%
45-54 = 3.8%
S5+ emmit 3%
12+ TOTAL 5, 300

Mins/Day Listened: 91

Turnover: 21,4
AGE KRTH-FM :R
1217 a 1.9%

18-24 cummmm 19.2%
25-34 m——— 1 9%
35-49 cmm—23 1%

55+ eo—2 6% 45-54 = 3 8%

25-39 e— 42 7%
35-44 mmmm15 5%

45-54 m 4 9%

S5+  mem1l 7X

12+ TOTAL 10,300

Mins/Day Listened: 59

18-29 wm 7 9%
25-34 memm 15 9%
35-44 cmem 14 3%
4559 cmmm—20 6%

12+ TOTAL 6,000
Ming/Day Listened 58

Turnover: 13,6 Turnover: 17.6 25-34 S 9%
- -
e KFI-AM (R e e
12-17 wm 8 7% AGE KLAC-AM :C 55+ e—CC 7%
1824 cmmumm 16 5% 12-17a 1 6%

12+ TOTAL 5,700

S5+

' 8.0X

S5+

—— 39 7%

25-34 » 2 9%

12+ TOTAL 6,300

Turnover: 1 8,2 Mins/Day Listened: 384
Turnover: 12,8
AGE KDUO-FM :BM
12-17 ., @ 0%
18-24, 0.09%

Mins/Day Listened: 68 12+ TOTAL 5,200

Turnover 18,5 Turnover: 15,9 Mins/Day Ligtened: 58
AGE KGGI-FM :R AGE KNX-FM :AOR  Turnover: 18,5
1217 enmm—33 3% 12-17 « 1 8%
18-24 200X 18-24 29 1 % AGE K.PRO-AM :BB
25-34 mmm—30 0% 25-34 m—G0 9% 12-171 0.0%
35-44 mumtt 7% 35-44 ommm 12 7% ;8-24 - 2 I.X
45-54 » 3 3% 45-54, 9 0% 5-34, 9 %
S5+ & | 7% S5+ um 5 5% 35-44 am 6 4X

12+ TOTAL 6,000
Mins/Day Listened 59

12+ TOTAL 5.50@
80

Mins/Day Listened

45-54 cmmm——m— 25 5%
S5+ —— GG 0%
12+ TOTAL 4,7¢0

35-49 wmm—20 6% Turnover: 18,2 Turnover: 13,95
45-54 cummmmn 22 5% Mins/Day Listened: 86
55+ —S3 0% ( Turnover: 12,5
Share Trend
Mins/Day Listened: 98 S \
Turnover: 11.0 I 24 KMPC-AM 1.1 KNTF-FM 1.3 KHSJ-AM(AC)1.3
P ersons 12 Mon-Sun 6AM-Mid 25 KEZY-AM 1.0 KHNY-FM 1.1 KBRT-AM(RL) 1.3
26 KUTE-FM 0.8 KFAC-FM 0.9 KLOS-FM(4) 1.2
POP(00): 10141 27 KRLA-AM 0.8 KBRT-AM 0.8 KMPC-AM(M 1.1
r 28 KWST-FM 0.7 KMPC-AM 0.8 XTRA-AM@®) 1.1
Re o 1.0
For Sprln '80 Fall '80 Spring 81 29 KWOW-AM 0.6 XTRA-AM 0.7 KJOI-FM@m1.
mat ach . S 30 KHS)-AM 0.6 KQLH-FM 0.6 KRLA-AM@®) 0.8
0 1 KF1 —AM 9.4 KMET-FM 7.6 KBIG-FM®MS. S 31 XTRA-AM 0.5 KRLA-AM 0.6 KHYE-FM(AC)O0.8
22.6 2 KMET-FM 6.1 KFI -AM 6.4 KF| -AM@®) 6.2 32 KMEN-AM 0.4 KEZY-AM 0.4 KH) -AM@©) 0.8
M 3 KGGI-FM 6.1 KLAC<AM 6.2 KDUO-FMEM6. 1 33 KJOI-FM 0.3 KIEV-AM 0.4 KZLA-FM(©) 0.8
e 8 4 KDUO-FM 6.0 KGGI-FM 5.7 KOLA-FM(A) 3.8 XS LIRS A B B LG it IR DY
A E—— 5 KBIG-FM 5.9 KDUO-FM 4.5 KLAC-AM() 3.8 35 it e iy
. 6 KNX -AM 4.7 KFXM-AM 4.3 KCKC-AM(©) 3.7 36 KIEV-AMM 0.7
— 7 KOST-FM 4.1 KCKC-AM 4.3 KNX -AMN) 3.6 37 KQLH-FM(AC)0. 6
MISC. 8 KOLA-FM 3.7 KRTH-FM 4.1 KGGI-FM@) 3.6 38 KCAL-AM(S) 0.5
— 9 KCKC-AM 3.6 KBIG-FM 3.5 KOST-FVM@M)3.6 39 KHT Z-FMAC) 0. 4
T 10 KCAL-FM 3.5 KOLA-FM 3.2 KABC-AM® 3.4
m—s 2 11 KLAC-AM 3.3 KNX -AM 3.1 KNX -FM@) 3.3
N
12 KRTH-FM 2.9 KOST-FM 3.1 KFXM-AM®) 3.2 h
N
ac =R 13 KABC-AM 2.5 KABC-AM 2,9 KRTH-FM® 3.1 DelIlogPa;p 1CS
- 14 KPRO-AM 2.4 KPRO-AM 2.8 KPRO-AM(88) 2.8
88 15 KIIS-FM 2.1 KBON-FM 2,2 KMET-FM(A} 2.8
- o 16 KFXM-AM 2.0 KNX -FM 2,1 KCAL-FM(A) 2.5 Adult .34 i
0 17 KBON-FM 2,0 KCAL-FM 2.0 KDIG-AM(C) 2.3 R Adults 25-64
=9 18 KNX -FM 1.7 KMEN-AM 1.8 KIIS-FM@®) 2.2 Mon-Sun 6AM-Mid  Mon-Sun 8AM-Mid
S 19 KCAL-AM 1.5 KDIG-AM 1.7 KMEN-AM(0) 1.9 M F M F
! 20 KLOS-FM 1.4 KLOS-FM 1.5 KUTE-FM@) 1.7
“ay 5 21 KNTF-EM 1.4 KIIS-FM 1.4 KNTF-FM(C) 1.7 1 KF1 -AM 1 KNX -FM 1 KF | -AM 1 KB IG-FM
s 22 KFWB-AM 1.3 KHSJ-AM 1.4 KBON-FM@M)1.7 2KNX -FM 2 KF1 -AM 2 KBIG-FM 2 KF1 -AM
%5 23 KDIG-AM 1.3 KFWB-AM 1.3 KFWB-AM®N) 1.5 3 KMET-FM 3 KRTH-FM 3 KDUO-FM 3 KDUO-FM

-
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Rochester, NY

Spring '81 Market Overview

Uniike 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

METRO RANK

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 slightlty more adult than
that of AOR competitor WMJQ.

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 WBBF-AM :R AGE WHFM=FM :R AGE WPXN-AM :T
12-17 wmm10.6% 1217 e—27 1% 12-17 . ©.0%

AGE WEZO-FM :BM e WCMF=FM :AOR 18-24 e 18.8X% 1824 et 48 . 7% 18-24, .0%
12-17 « 1.3% 12217 ———20 0K 25-34 enmmmm—731 . 8% 25-34 s 23. 7% 25-34 m 4.5%
18-24 ¢ 1.7% 1624 547X 35-44 wmm—m15.3% 35-444 1.7% 35-44 wemem 13.6%
25-34 wm 6.4X 25-34 cmm—24 . 2% 45-54 == 8.2% 45-54¢ 1.7% 45-54 emmm—22 . 7%
35-44 mmmm15S. 8% 35-44, 0.0% S5+  mmmm15.3X S5+ e 5.1X S5+ —0 . | %
45-54 22 . 2% Pt T 12+ TOTAL 8,508 12+ TOTAL §,908 12+ TOTAL 4, 400
55+  eommm—S2 6% S5+ . @.8X Mins/Day Listened: 48 Mins/Day Listened: 35 Mins/Day Listened: /1

12+ TOTAL 23,400

Mins/Day Listened: 107
Turnover: 10,1

12+ TOTAL 9,508

Mins/Day Listened: 87
Turnover:12.5

Turnover: 22,5

Turnover: 19,6

Turnover: 15,2

AGE WNYR=-AM :C AGE WSAY-AM :C AGE WDNY=-AM :AC
12-17 wew 9.2% 12-17 = 1.8% 12-17 w11
AOE L L 18-24 =m 7.9% 18-24, 0.8X 18-24, 8.8%
12-17.¢ 1 .6% AGE WMJQ-FM :AOR 25-34 e 18 4% 25-34 e 23. 2 25-34 SRS
UeAe ) o] 1217 e 33 . 0% 3544 s 23 . 7% 35-44 e 16. 1% 35-44. 8.8%

25-34 mm 7.2X
35-44 mmm 11.2X
45-54 ammmm18. 4%

18-24 en—— 42 . 0%
25-34 wmmmam19.3%

Mins/Day Listened: 63

35-44a 2.3%
S5+  s— 5 . 2% 45-54  2.3%
12+ TOTAL 12,5e@ S5+ s 1.1%

12+ TOTAL 8,800

Turnover: 1 7,2 Mins/Day Listened: 635

45-54 wmmmm 14.5X

S5+ cmmm——26.3X
12+ TOTAL 7,600
Mins/Day Listened 73
Turnover: 14,8

45-54 mm 7.1%
55+  eo—— 51 . 8%

12+ TOTAL 5,608

45-54 ee— 14 . 4%
S5+  mmmi!. 1%
12+ TOTAL 1,600

Mins/Day Listened: 64
Turnover: 16.8

Mins/Day Listened 198
Turnover: 5.4

Turnover: 16.5 AGE WDKX-FM :B AGE WPXY-FM :R ABE WFLC-FM :C
12217 c—40 . 0% 12=17 s 15, 2% 12-17 == 5.6%
AGE WVOR-FM :AC 1824 e 35 . 8% 18-24 emmmemmm—39 . 1% 18-24, 0.0%
12-17 = 2.5% 25-34 mmm13.3% 25-34 smmm—30 . 4% 25-34 mmm 1t 1%
1824 24 . 6% 35-44 mum 10.0X 35-44 =m 8.7X 35-44 cvmm— 33 . 3%
25-34 38.1% 45-54, 0.0X 45-54 0 2.2% 45-54 commmm———38 . 9X
35-44 s 28 . 3% 55+ = 1.7% S5+ m 4.3% S5+  wmmt!.t%

45-54 wmem 11 . 9%
S5+ = 2.5%
12+ TOTAL 11,800

Mins/Day Listened: 81
Turnover: 13,4

12+ TOTAL 6,000

Mins/Day Listened: 114
Turnover: 9,4

12+ TOTAL 4,808 12+ TOTAL 1.8e0
Mins/Day Listened 83

Turnover: 12,9

Mins/Day Listened: 51
Turnover: 21 .3

I T Share Trends 7
16 WFLC-FM 1.0 WBEN-AM 0.7 WMIV-FM@®L 1.0
A Persons 128 monsun 6AMMIA 17 wesiM 0.6 WIV-FM 0.7 WKeW-AM® o.a]
22 @ 18 WWWG-AM 0.6 WKBW-AM 0.5 WBEN-FM® 0.6
POP(00): 8027 19 WMIV-FM 0.6 WGVA-AM 0.5 WACK-AMAAS) 0.5
 — 3 20 WHEN-AM 0.5 WONY-AM 0.5 WSYR-FMW) 0.5
, ) ) 21 WSAY-AM 0.5 WWAG-AY 0.5 WRLX-FM®W 0.5
o Spring 80 Fall '80 Spring "81 22 WSYR-FM 0.5 WSYR-FM 0.5 WGVA-AM(AC} 0.4
——————1 9 23 WECQ-FM 0.3 WWWG-AM(RL 0.4
1 WHAM-AM 14.1 WEZO-FM 17.4 WEZO-FM®W17.8 24 WCRQ-FMA) 0.4
AOR 2 WEZO-FM 12.8 WVOR-FM 9.1 WHAM-AM@AC) 9.5
148 3 WMJQ-FM  B.4 WHAM-AM 8.9 WOR-FMAQ) 9.0
4 WBBF-AM 7.6 WBBF-AM 8.1 WOMF-FM@) 7.2 .
¢
— S WVOR-FM 7.4 WCMF-FM 6.6 WM)Q-FM) 6.7 Demogra,phlcs
6 WHEM-FM 6.0 WMJQ-FM 6.4 WBBF-AM®) 6.5
MISC . 7 WNYR-AM 5.0 WPXY-FM 5.4 WNYR-AM(© 5.8
8
DT oW SWSTHR S aaueisse  Adulte 04
B B - - -
— g 10 WOKX-FM 4.3 WHFM-FM 4.5 WSAY-AM(C} 4.3 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
11 WPXN-AM 4.0 WDKX-FM 3.5 WPXY-FM® 3.5 M F M F
T i - .8 .3
—. e 1SRN SR D o 1w | HEZO-PW 1 wezo-r
- 14 WBEN-FM 1.0 WBEN-FM 1.5 WFLC-FM@© 1.4 2 WMJ Q-FM 2 WHFM-FM 2 WOR—FM 2 wWOR-FM
- 15 WCGR-AM 1.0 WCGR-AM 0.8 WCGR-AMAC) 1.2 3 WOR-FM 3 WPXY-FM 3 WHAM-AM 3 WBBF -AM
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Sacramento

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 — Arbitron almost,
but not quite, delisted stations KROY-AM & FM.
According to Arbitron’s 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 &

METRO RANK 5@

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 CHR 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 Manders
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.

25-34 mmmm—m17 8%
35-44a 2.2%
45-54 4 1. 7%
S5+ . @ 6%
12+ TOTAL 18,000

554 cm—22 8%
12+ TOTAL 11,400

Mine/Day Listened: 88
Turnover: 12,3

AGE KSFM-FM :R
1217 em—37 0%
18-24 e 24 1%
25-34 m— 30 6%
35-44 = 5 6%

45-54 « 2 8%
S5+  8.8%
t2+ TOTAL 10,800

Mins/Day Listened: 71

Audience Composition Analysis

25-34 mm 8 0OX%

35-44 mmm13.8%

45-54 cmmmm—25 3%

S5¢ e— 49 4%
12+ TOTAL 8,700

35-44 mm 7 2%
45-54 = 9 6%
S5+  -m 6 O%
12+ TOTAL 8,300

Mins/Day Listened 77
Turnover: 13.9

35-44 cmmemm 18 7%
45-59 cmmm—19.7%
55+ —— 46 5%

12+ TOTAL 7,100

Ming/Day Listened 64

12+ TOTAL 7,009

Mins/Day Listened 84
Turnover: 12, 8

AGE KGNR-AM : T AGE
AGE KZAP-FM :AOR AGE KEWT-FM :BM 12-17 a 1 4%
12-17 3g 4% 12-17., @ 8% 18-24 = 4.2%
18-24 mm— 38 3% 18-24 m 3 4% 25-34 =m 8 SX

KROY-FM
12-17 = S 3%

: AOR

18-24 mmm— 33 3%
25-34 om——S2 6%
35-44m 3.5%

45-54 « 1 8%

55+ & 3 5%

12+ TOTAL S,70@

Mins/Day Listened 55

12+ TOTAL 5,100

Mins/Day Listened 52
Turnover: 20,6

AGE KWOD-FM
12-17 = 4 8%

:AC

18-24 en—— 45 2%

25-34 mm—31 0%
35-44 mm 7. 1%
45-54 amm t1.9%

55+ . 9. 9%

12+ TOTAL 4,200

Mins/Day Listened 51

Mine/Day Listened: 101 Mins/Day Listened: 92 Turnover: 16,8 Turnover: 19.6 Turnover: 21.0
Turnover: 10.7 Turnover: 11 , 8
AGE KCTC-FM :BM AGE KFBK-AM :N AGE KGO-AM :N
AGE KRAK-AM :C 12-17 @ 2 Q% 12-17. 8 @% 12-17, @.0%
12-17 2 1.8% 18-24 mm 7 1% 18-24 4 2 8% U= o daH]
18-24 wm 7.9% AGE KXOA-FM :AOR 25-34 w15 7% 25-34 wmm 11 8% 25-34 m 4 8%
25-34 w10 5% 12-17 m 3 8% 365-44 em—25 7% 35-44 =m 7 8% 35-44 a9 8%
3544 o 27 . 2% 18-24 26 5% 45-54 m—25 7% 45-54 37 3% 45-54 ammm—26 2%
45-54 e 29 8% 25-34 cm— 47 Q% 55+ 22 gx 55+ 41 2% 55+ cmmmm—45 2%

12+ TOTAL 4,200

Mins/Day Listened 82
Turnover: 13,2

AGE KHYL-FM :0
12-17, 8 % AGE KPOP-FM :B AGE KGMS-AM :AC
18-24 w16 9% 1217 e 28 0% 12-17 . @ 8%
25-34 49 2x 18-24 s 22 0% 18-24 ., @ ox
35-44 s 18 6% 25-34 eommmm—36 8% 25-34 um 7 3%
45-59 mmem 11 9% 35-44 = 4 0% 35-494 mmmemm 13 5%
55+ = 3 4% 45-54 == 8 0X 45-54 comm— 23 3%

12+ TOTAL S,S00

M1ins/Day Listened 68
Turnover: 1 5.9

G5+ w 2.9X%
12+ TOTAL 5,909

Mins/Day Listened 113

55+ eee— 43 9%
12+ TOTAL 4,100

Mins/Day Listened 72

Turnover: 1 5,1 ( RS 0 Tummover 15.0
Format Reach Share Trends
\
17 KGO -AM 2.1 KPOP-FM 1.7 KXOA-AMIAC)].9
AOR ol Persons 12+ Mon-Sun BAM-MId g ge A 1.8 KYLO-FM 1.6 KNBR-AMAC1.8
19 KXOA-AM 1.5 KAHI-AM 1.3 KP1P-AM(S) 1.4
Y — POP(00): 8521 20 KPIP-FM 1.2 KNBR-AM 1.0 KFRC-AM®) 1.2
g 21 KFIA=AM 1.1 KFI1A-AM 1.0 KEBR-FM(RU 1,1
— , , , 22 KCBS=-AM 0.8 KXOA-AM 1.0 KCBS-AMMN) 1.1
AC Spring '80 Fall '80 Spring 81 23 KYLO-FM 0.8 KEBR-FM 1.0 KYLO-FM(®) 1.0
—_ 4 24 KJOY-AM 0.4 KFIA-AM(RL) 0.9
c 1 KZAP-FM  14.6 KZAP -FM 12.2 KZAP-FMAJT3. 1 26 KPIP-AM 0.3 KAHI-AM(B8) 0.7
— 3 2 KEWT-FM  10.7 KRAK-AM 9.0 KRAK-AM(C) 8.3 X KSFO-AMIMAC) 0. 6
N 3 KRAK-AM 6.4 KEWT-FM 7.3 KSFM-FM® 7.9
T—1 e 4 KGNR-AM 6.1 KGNR-AM 6.7 KEWT-FM(BM 6.3
MISC - 5 KXOA-FM 5.5 KSFM-FM 6.2 KXOA<FMA 6.1 q
. 6 KCTC-FM 5.3 KFBK-AM 5.5 KGNR-AMM §.2 De lllographlcs
— 7 KSFM-FM 5.1 KXOA-FM 5.5 KCTCFM®MS. 1
o 8 KHYL-FM 4.8 KHYL-FM 5.1 KHYL-FM(O) 4.3
-, 9 KROY-AM 4.4 KCTC-FM 4.7 KROY-FMWA) 4.2
8 10 KFBK-AM 4.0 KAER-FM 4.0 KFBK -AM(N) 3.7 Adults 18-34 Adults 256-54
——3 6 11 KWOD-FM 3.6 KGMS-AM 3.7 KPOP-FM® 3.6 Mon-Sun 8AM-Mid Mon-Sun 8AM-Mid
R 12 KPOP-AM 2.8 KROY-FM 3.4 KW(D-FMIAC)3, 1 M F M F
9 8 d 13 KGMS-AM 2.7 KWAD-FM 3.2 KGO ~AMM)} 3.1 1 KZAP<FM 1
- 14 KROY-FM 2.5 KFRC-AM 2.8 KGMS-AM(AC)3,0 - KXOA-FM 1 KRAK-AM 1 KRAK-AM
8B 15 KAER-FM 2.4 KGO -AM 2.2 KAER-FM®BM 2 7 2 KROY-FM 2 KSFM-FM 2 KZAP-FM 2 KXOA-FM
"y 7 16 KFRC-AM 2.2 KROY-AM 1.9 KROY-AM(R) 2.2 3 KSFM-FM 3 KZAP-FM 3 KHYL-FM 3 KSFM~FM
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(8t. Louis

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;

METRO RANK 1%

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 WWWK. 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 & WWWK, 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, WWWK 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 s WIL-FM :C asE  WRTH-AM :E asE  KWK-AM :AOR
12-17 = 2.3% 12-17 4 .74 12717 co— 41 . 0%
1824 mmm 10 9% 18-24, 0.7% ;Z-;: = E,:;1‘7 ox
- : 25-34 ummmm— 26 . 9% 25-34 wa 7.1X =34 cmm—21
‘2A_8|E7. 1!?210X AM T AGE WWWK~FM ;,.\op erY] . 35-44 21 3% 32—44. 2.0%
18-24 @ 3 2% gl SRR 45-54 mpmm12.0% 45-54 emmmmm—22 . 7% 45-54. 1.0X
= 18-24 eme— 34 . 5% SS+ ., @.0X

25-34 wem 9 6%

35-449 w16 1%
45-54 wmmmm16_3%
55+
12+ TOTAL 78,300

2534 mawmm 18.0%
35-44 . 2.0%
45-54, 1.09%

———— 3 . 6%

Mins/Day Listened 108
Turnover: 10.0

AGE KSHE-FM :AOR
12-17 e 1 7. 8%
16-24 commmmm— 45 . 7% AGE
25-34 e 28 . 7%
35-44 =m 7.0%
45-54, 0.4%
S5+ 4 @.4%
12+ TOTAL 25,800

12-17 + @.5%
18-24 = 4 1%
25-34 mmmm 14 3%
35-44 mmmmm {7 9%

Mins/Day Listened 92
Turnover: 11.7

Mins/Day Listened 90 ABE

AGE KMJM-FM :B
12517 cmmmm— 30 . 2%
18-24 emmmm——30 . 6%
25-34 emmmm——22.5X%
35-44 mme 9.0%

45-54 wm 7.2X
5SS+ 4 @.5%
12+ TOTAL 22,200

Turnover: 12.0

Mins/Day Listened 93
Turnover: 11,6

KEZK-FM :BM

S5+ mem—21.7X S5+
{2+ TOTAL 17,500

Mins/Day Listened 72

S5+ . @.5% Turnover: 15,0 Turnover
12+ TOTAL 20,000

Mins/Day Listened 83

Turnover: 12,9 AGE KXOK~AM :R et

12-17 @ 2.4%

18-24 wwew 12. 4%

25-34 eomeme— 45 . 6X
35-44 mmm—21.3%
4554 il 2%

SS+  ww 7 X%

12+ TOTAL 16,900

S5+

Mins/Day Listened 68

45-54 cmm— 29 . 6X Turnover: 15 .8 Turnover
S5+ 33.7%
12+ TOTAL 19,600

KSLQ-FM :R AGE

1217 mem—2i .64
18-24 28.8X
25-34 cmmmm—22 .9%
35-44 mmam 14 4%
45-54 e 6.5%

S5+ wm 5.9%

12+ TOTAL 15,300

SS+

Mins/Day Listened 55
Turnover: 1 9,8

——— 47 . SX

12+ TOTAL 14,100
Mins/Day Listened 65

12-17 mm 7 9%

1824 e 21 . 3%
25-34 e 38 6%
3544 e 15, 0%
45-54 mm 6 3%

-— 10X

12+ TOTAL 12,700

Mins/Day Listened 63

12-17 m= 4.9X

18-24 w 2.5X

25-34 cmesmm—m23 . 8%
35-44 cmwwmam22.1X
45-54 oumam 16 . 4X
— 30 . 3X

12+ TOTAL 12,200

Mins/Day Listened: 54
Turnover: 19,9

{2+ TOTAL 10,000
Mins/Day Listened 52

16.6 Turnover: 20.7
KSD-FM :AC AGE KMOX-FM :AC
12-17 = 2.0%

18-24 e 19 . 2%
2534 m— 313X
3544 e 17 .2X
45-54 anm 10.1%

S5+ —20.2X
12+ TOTAL 8,800

Mins/Day Listened: 50

17.1 Turnover: 21 .5
KSD-AM :C ABE WIL-AM :C
12-17 .« 1.2%

18-24 wa 4.8X

25-34 memuses |7 . 9%
35-44 wm—20.2X
45-54 cmmm—17.9X

S5+ eee— 381X

12+ TOTAL 8,400

Mins/Day Listened 50
Turnover: 21,7

rormat Reach (Share Trends |
T + 18 KADI-AM 1.4 WZEN-FM 1.0 KATZ-AM® 1.1 )
<A Persons 1% Mon-Sun BAM-MId g y7en-FM 1.0 WIBV-AM 0.9 WEW -AM(E8) 1.0
AOR POP(00): 19268 20 WIBV-AM 0.9 WEW -AM 0.5 KCFM-FM(®M) 0.5
T—\t 8 , 21 KIRL-AM 0.8 KXEN-AM 0.4 WIBV-AMM) 0.4
¢ Spring 80 Fall ’80 Spring '81 22 WEW -AM 0.7 KADI-AM 0.4 KIRL-AM) 0.4
e (L] 1 KMOX-AM 21.6 KMOX-AM 23.4 KMOX-AMM23.6 23 KLPW-AM 0.6 WGNU-AM 0.3 wGNU-AMM 0.3
B 2 WWWK—FM 7.8 WIL -F™ 8.7 KSHE-FM(A) 7.8 24 WGNU-AM 0.3 WMRY-FM 0.3 WMRY-FMIAC) 0.3
— 4 3 KSHE-FM 7.6 KEZK-FM 7.2 KMJM-FV® 6.7 25 KXEN-AM 0.3 KADI -AM(AC) 0.2
. 4 KEZK-FM 6.4 KSLQ-FM 6.2 WWK-FM(A) 6.0
—— 5 WIL -FM 5.7 KSD -FVM 5.1 KEZK-FM®W 5.9 .
6 WRTH-AM 5.5 KSHE-FM 5.1 wiL -FM©) 5.3 Demographlcs
A 7 KSLQ-FM 5.1 KMJM-FM 5.0 KXOK-AM{®) 5.1
B d 8 KXOK-AM 5.0 KXOK-AWM 4.9 KSLQ-FM®) 4.6
MISC. ; 9 KMJM-FM 3.6 MWMK-FM 4.8 M;TH-?M‘E’ ‘;g Adults 18-34 Adults 25-64
6 10 KMOX-FM 3.5 WRTH-AM 4.4 KSD -FVAC)3.
- 11 WIL -AM 3.3 KMOX-FM 3.6 KSD -AM(C) 3.7 e T | MO
— 12 KATZ-AM 2.6 WIL -AM 3.5 KWK -AM(A) 3.0 M
13 WESL-AM 2.6 KSD -AM 2.5 KMOX-FM(AC)3.0 1 KSHE -FM 1 KMJM-FM 1 KMOX-AM 1 KMOX-AM
p— 5 14 KADI-FM 2.4 WESL-AM 1.8 WIL -AM(O) 2.5 2 WWK-FM 2 KSLQ-FM 2 KSHE -FM 2 KXOK—AM
15 KSD -Av 2.3 KADI-F¥V 1.6 KADI-FM(AC)1.9 3 KMOX-AM 3 KXOK-AM 3 KXOK-AM 3 KEZK-FM
o UG Dot Ol Ao (il Sl loa) WEEL G o ON-AIR SURVEY SPOTS BROADCAST BY:
17 KCFM-FM 1.6 KATZ-AM 1.4 WZEN-FM® 1.2 KWK A WK —F M




(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

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 KSF1, 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 somewnhat 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 AGE KALL-AM

12-17 « 2 5%

18-24 mmmt! 6%
25-34 emmmse—27 3%
35-44 me——2t 5%
45-54 ammm 140X

55+  eme——23 1%
12+ TOTAL 12,100
Mins/Day Listened: 65
Turnover: 16+ 6

AGE KSFI-FM :BM
12-17 4 @ ©X
1824 e 12.0X%
25-34 mmmm—19.0%X
. 35-44 cnmmm16.0X
45-54 cmmmmmm22 . 0X
S5+ e— 310X
12+ TOTAL 10,000
Mins/Day Listened 70
Turnover:1 5.3

AGE KLUB-AM :BM
12-17+ 0.0X
18-24 = 3 7%

25-34m 3.7X%
35-44 a 3.7X
45-54 emmmm—19.5X%
S5+
12+ TOTAL 8,200
Mins/Day Listened: 78
Turnover 13.8

g)rma.t Reach

AC

12-17 o 1 4%
18-24 w20 3%

25-34 e— 41 9%

35-44 cmmmm—m?20@ 3%
45-54 cmmm 13 5%

S5+ w 2 7%

12+ TOTAL 7, 400
Ming/Day Listened: 70
Turnover: 15,5

AGE KSOP-FM
12-17 ammm 11 1%
18-24 smemmm 18 X%
25-34 cnmemm 19 4%
35-44 e 19 4%
45-54 cmmm 15 3X
S5+  cmmmm16. 7X
12+ TOTAL 7,200
Mins/Day Listened. 81
Turnover: 13 . 4

— O G %,

AGE KCPX-AM :R AGE KRSP-FM :R AGE KISN-FM :BM
12-17 28 6% 12-17 58.8X 12-17 mmm 9.8%
18-24 30 ox 18-24 e 32 7% 18-24 e 39 . 0%

: AC
25-34 mmm11 SX
35-44 == 5.8%
45-54., @.e%
S5+ , @.@x%

25-34 e—27 1%
35-44 =m 8 6%
45-54 @ 2 9%

55+ w 2 9%

12+ TOTAL 7,@0e
Mins/Day Listened 53

Turnover: 20,3 Turnover:1 9,3

AGE KCPX-FM :AOR
12-17 26 1X
18-24 a—47 8%
25-34 cmm——18 8%
35-44 am 7 2%
45-54, @.0%
S5+ .+ @.8%
12+ TOTAL 6,900
Mins/Day Listened 78
Turnover 13,8

AGE

:C

35-44 == 8.2%
45-54 mm 8.2X
S5+ .+ 0.9X

Turnover 1 9 3 2

AGE KRGO-AM :C AGE KZAN-
12-17 = 4.8% 12-17 a 2.2%
18-24 um 6.3% 18-24 mm 8 7%

25-34 w22 2%
35-44 m—— 25 4%
45-54 emm— 36 . 5%
S5+ m 4.8X

12+ TOTAL 6,300
Mins/Day Listened: 106
Turnover: 1 0.2

S5+ wm 6 5X

Turnover 9.5

12+ TOTAL 5,200
Mins/Day Listened: 56

KDAB-
12-17 e 18 4%
18-24 e 36 7%
25-34 wummm—28 6%

12+ TOTAL 4,900
Mins/Day Listened 56

25-34 e 21 7%
35-44 com— 41 . 3%
45-54 w19 6%

12+ TOTAL 4,600
Mins/Day Listened: 114

25-34 mmmeemm—24 4%
35-44 cmmenes 19 . 5%
45-54 = 4 9%

55+ & 2. 4X

12+ TOTAL 4,100
Mins/Day Listened 49
Turnover: 21 . 9

AGE KAYK-FM :R
1217 eo—38 . 9%
18-24 c— 333X
25-34 mm—— 25 . OX
35-44 e 2.8X
45-54, 0.0X
55+ 4 0.9
12+ TOTAL 3,600
Minsg/Day Listened: 47
Turnover: 23.0

FM :AC

AGE KSXX-AM :N
12-17 .+ 0.0%
18-24, 0.0%
25-34, 0.0%
35-44, 0.0%
45-54 mm 8.0X
55+
12+ TOTAL 2,5@@
Mins/Day Listened: 70
Turnover: 15.4

FM :C

92 ex

17 KWMS—AM 1.6 KSOP-AM 1.9 KJQN-AM®) 1.7 )
Persons 12+ Mon-Sun BAM-Mid 18 KAYK-FM 1.5 KLO -AM 1.7 KSOP-AM(©) 1.6
19 KJQN-AM 1.4 KWMS-AM 1.5 KWHO-FM®8) 1,5
e POP(00): 7180 20 KWHO-FM 1.3 KPRQ-AM 1.2 KPRQ-AM(AG) 1.2
21 KSOP-AM 1.3 KJQN-AM 1.1 KWMS-AM®™ 1,0
22 KLO -AM 1.1 KWHO-FM 1.0 KRMQ-FM& 0.8
Spring 80 Fall '80 Spring '81 23 KSWN-AM 1.0 KSVN-AM 0.9 KSVN-AM(©) 0.7
24 KWHO-AM 0.7 KANN-AMMUL 0.5
1 KSL -AM 8.5 KSL -AM  11.1 KSL -AMIAC} 1.1 25 KCGL-FM 0.6 KLO -AMIAG) 0.5
2 KCPX-FM 8.5 KSFI-FM 8.9 KSF|-FM®M) 9.2 26 KDOT-AM 0.3 KCGL-FM®W 0.4
3 KALL-AM 7.7 KCPX-AM 8.1 KLUB-AM®M) 7,5 27 KQPD-FM®MW 0.4
4 KLUB-AM 6.6 KLUB-AM 8.0 KALL-AMAC) 6.8
S KSOP-FM 6.6 KCPX-FM 6.3 KSOP-FM(C) 6.6 .
6 KALL-FM 6.1 KSOP-FM 5.9 KCPX-AM®) 6.4 D h
7 KSFI-FM 6.0 KRSP-FM 4.9 KCPX-FM(A) 6.3 emogra'p lcs
8 KCPX-AM 5.8 KALL-AM 4.5 KRGO-AM(C) 5.8
9 KRSP-FM 4.9 KALL-FM 4.3 KRSP-FMM® 4.8
10 KRGO-AM 4.4 KSXX-AM 4,1 KDAB-FM(AC) 4,5 Adults 18-34 Adults 26-64
11 KDAB-FM 4.3 KDAB-FM 3.6 KZAN-FM(O) 4.2 Mon-Sun 6AM-Mid Mon-Sun 6AM-Mid
12 KSXX-AM 3.8 KRGO-AM 3.6 KISN-FM®M) 3.8 M F M F
13 KISN-FM 2.9 KISN-FM 3.5 KAYK-FM®) 3.3
14 KZAN-FM 2.8 KZAN-FM 3.3 KSXX-AMMN) 2.3 1 KCPX-FM 1 KSL -AM 1 KRGO-AM 1 KSL -AM
15 KRSP-AM 2.7 KAYK-FM 2.0 KALL-FMAC) 2.0 2 KALL-AM 2 KCPX-AM 2 KSL -AM 2 KSF|-FM
16 KPRQ-AM 2.5 KRSP-AM 1.9 KRSP-AMAC) 1,7 3KSL -AM 3 KALL-AM 3 KALL-AM 3 KALL-AM
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fSan Antonio

Spring '81 Market 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 eam-
ed its best overall share since 1978, and a
notable increase in male listening in AM drive was

METRO RANK

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 popuiarity
among that group.

Just behind KCOR in the 12+ standings was

~N

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.

45-54 wmm 1@ 4X
S5+ a 32X
12+ TOTAL 15,4080

45-54 mmmmm 19 1%
S5+
12+ TOTAL 11,000

Mins/Day Listened: 67

Turnover: 16,0 Turnover: 11,0

25-34 =m 8.8X%

35-44 am 7 .1%

45-54 e 25 . 0%

S5+ eee—C2 7%

12+ TOTAL 11,200

Mins/Day Listened: 125
Turnover: 8.7

25-34 cmmmm 15 7%
35-44 mmm 10 2X
45-54 . @ 9%

S5+ o 1 O%

12+ TOTAL 10,800

e KKYX-AM :C Turnover: 15.7

12-17 = 4.5%

18-24 wem 9 9%
25-34 mamm 12 6%
35-44 emm— 33 3%
45-54 =m 8 1X

S5+
12+ TOTAL 11,100

—3 | S%

Mins/Day Listened: 93

— 36 4%

Mins/Day Listened: 99

AGE KCOR-AM :S
12-17+ @ 9%
18-24 = § 4% AGE KTFM-FM :R

12-17 e— 38 . 9%
18-24 evmmmmmmnmm 32 4%

Mins/Day Listened: 69

Audience Composition Analysis e W e KISS-FM :AOR s KBUC-AM :C
12-17. @ 0% 12-17 — 41 8% 12-17 e 2 3X
AGE KTSA-AM :R AGE KQXT-FM :BM 18-24 @ 3 7% 18-24 enm— 43 3% 18-24 = 4 5%
12-17 mmmmt6 2% 12-17, @ 9% 25-34 21 ox 25-34 mmm 13 4% 25-34 w22 7%
18-24 20 1% 18-24 = 4 5% 3544 amm!! 1% 35-44 4 1.5% 35-44 ee——— 38 6%
25-34 unmmm—29 . 2% 25-34 e |7 3% 45-54 14 8% 45-54, @ 0% 45-54 e 15 9%
35-44 wamemm20 8% 35-44 mmm——21 8% 55+  me—40 4% 55+ . 9.9% S5+  emmem!5.9X

12+ TOTAL 8,100

Mins/Day Listened: 70
Turnover: 15,5

AGE KONO-AM :AC

12-17 emmm14.9%

18-24 amwmen 17 6%

25-34 emm— S . 4%
35-44 = 5 4%

45-54 4 | 4%

55+ = S 4X

12+ TOTAL 7,400

AGE

S5+

Mins/Day Listened: 62
Turnover: 17.6

AGE KITY-FM :R AGE KVAR-FM :S AGE KEDA-AM :S
12-17 c— 40 . 6% 12-17 » 2 3% 12-17, @ X%
18-24 eovmm—— 127 .SX 18-24 mwummm 18 2% 18-24 == 5 1%

25-34 smmem 17 4%
35-44 =m 8 7%
45-54 « 2.9%
55+ = 2 9%
12+ TOTAL 6,900

S5+

Mins/Day Listened: 52
Turnover: 20, 7

Turnover: 11,6

12+ TOTAL 6,7@@

Mins/Day Listened: 93
Turnover: 11,7

12-17 e 1 7%

18-24 wummm 13 8X
25-34 cmmm—19 OX
35-44 cmm————31 0X
45-54 ommmm 155X
— 9. 0%
12+ TOTAL 5,800

Mins/Day Listened: 71
Turnover: 15,3

25-34 mmmm—22 7%
35-44 cmmmm—m22 7%
45-S9 amm 9 1%
—— 25 0%
12+ TOTAL 4,400

Mins/Day Listened: 90
Turnover:

12+ TOTAL 4, 4@Q

Mins/Day Listened: 97
Turnover: 11,1

AGE KCCW=-AM :C
12-17 ammem |7 S%
18-24 cmmme 15 0%
25-34 25 00X
35-44 cussmm——— 35 0X
45-54 = S OX
S5+ s 2 5%
12+ TOTAL 4,000

KBUC-FM :C

Mins/Day Listened: 59
Turnover: 18,2

25-34 wmm 10 3%
35-44 amm—23 1%
45-54 cmmm—28 2%
S5+  ese——33 3%
12+ TOTAL 3,900

Mins/Day Listened: 111
Turnover: 9,7

12.0

Format Reach |
Persons 12—'— 17 KAPE-AM 2.7 KEDA-AM 2.5 KAPE-AM(® 2.0
R Mon-S8un 8BAM-Mid g KTUF-FM 1.8 KAPE-AM 1.6 KUKA-AM®S) 1.3
27 8 POP(OO)I 8544 19 KUKA-AM 1.7 KMAC-AM 1.2 KGNB-AM(AC)1.2
c 20 KMAC-AM 1.7 KMFM-FWM 1.0 KMAC-AM(A) 1.1
——— 21 KWFM-FM 1.1 KGNB-AM 0.7 KMFM-FMCL 1.0
s Spring '80 Fall '80 Spring '81 22 KGNB-AM 0.7 KTUF-Fi4 0.7 KWED-FM(C) 0.8
— . 23 KWED-AM 0.5 KWED-AM 0.6 KWED-AM(S) 0.7
1 KTSA-AM 9.1 KTSA-AM 10.7 KTSA-AM(R)11.6 24 KDRY-AM 0.4 KWED-FM 0.5 KTUF-FM(ACI0.6
A — 2 KCOR-AM 8.3 KTFM-FM 8.9 KCOR-AM(S) 8.5 25 KWED-FM 0.3 KNBT-FM®M 0. 4
3 KQXT-FM 8.2 KONO-AM 8.0 KKYX-AM(C) 8.4
L 4 KKYX-AM 7.0 KQXT-FM 7.8 KQXT-FW{®M 8.3
Lot/ 5 KTFM-FM 6.8 ELéOR—AM 7.6 KTFM-FM®) 8.2 D h. cS
AOR 6 KITY-FM 6.7 KBUC-FM 6.0 WOAI-AMM) 6.1 emogra.p 1
6 2 7 KEDA-AM 6.2 KKYX-AM 5.9 KONO-AMAC)5.6
" 8 WOAI-AM 5.9 WOAI-AM 5.0 KITY-FM® 5.2
— 9 KBUC-FM 5.9 KISS-FM 5.0 KISS-FMW) 5.1 i 05-84
10 KISS-FM 4.2 KCOW-AM 4.6 KBUC-FMI(C) 4.4 Adults 18-34 Adults 25
by 11 NOAI-FM 3.9 KITY-FM 4.4 KVAR-FM(® 3.3 Mon-Sun 8AM-Mid Mon-Sun 6AM-Mid
2z 12 KONO-AM 3.4 WOAI-FM 3.3 KBUC-AM(©) 3.3 M F M F
e 13 KCON-AM 3.3 KVAR-FM 3.2 KCCW-AM(C) 3.0 '
T2 0 14 KBUC-AM 2.7 KBUC-AM 2.7 KEDA-AM(®) 2.9 1 KTSA-AM 1 KTSA-AM 1 KKYX-AM 1 KTSA-AM
cL 15 KZZY-FM 2.7 KUKA-AM 2.7 KZZY-FM(R) 2.8 2 KONO-AM 2 KTFM-FM 2 KTSA-AM 2 KQXT-FM
" e 16 KVAR-FM 2.7 KZZY-FM 2.6 WOAI-FM(AC)2.0 3KISS-FM 3 KONO-AM 3 KQXT-FM 3 KCOR-AM




(San Diego

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 KJQY continued to lead
the market, and AOR entity KGB-FM maintained a
steady position in second overall, tops among

METRO RANK %@

young adults. In this book KFMB, KPRI, and
KCBQ 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 mer-\
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 frequentty. 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 A%E

‘55157' e.':ﬁoy FM :BM B 1200 L) 6l 25-34 e 25 5% 25-34 semmmmm—33 0% 25-34 emm—33 . 7%

1824 1 o e FIT 35-44m 2 7% 35-44 mm 6.2X 35-44 == 9.3%

2594 s 7 0% el 45-54, ©.ex 45-S4 @ 2.1% 45-54 cmmm—20 9%
S5+ ., @ ex 5SS+ 8 2 1% S5+ e 17 4%

35-44 anmum 't 8%

45-54 emm—21 . 4%
S5+
12+ TOTAL 22,900

S7.2% S5+

35-44 cmmmm 12 4%
4554 cmm—29 2%
— 4 6%

12+ TOTAL 13,700

1217 c—31 8%

18-24 m—— 40 . 0%

12+ TOTAL 11,000

Mins/Day Listened: 56
Turnover: 1 9.3

Mine/Day Listened: 103 Ming/Day Listened: 67 AGE KFMB-FM : AOR
Turnover: 10, 5 Turnover: | 6, 2 12-17 - 71X AGE KGB-AM :R AGE KMLO-AM :R
16-24 e 26 . 3% 12-17 commmm—30 . 5% 12-17, @.@x
,;GE KGB-FM :AOR 25-34 m—47 5% (g_04 38 Sx 168-24 .« 1.2%
17— 12 4% 35-44 mm 9.1% 25-34
_ ) ~34 m—17 9% 25-34.+ 1.2%
Sy 57 4x AGE KPRI-FM :AOR 45-54 « 3.0 35-44 e 17 9% 3544 w131
25-34 27 8% :2:;:——19 8% 5S+ wm 7.1% 45-54.¢ 2 1% 45-54 22 8%
35-44., ©.68% o as p-” SS 4% 12+ TOTAL 9.900 S5+ . 1 1% 55+ e— 1 9%
45-S4.a 1.8% -3 cm— 22
o o ox P — Mins/Day Listened: 47 12+ TOTAL 9,500 12+ TOTAL 8,400
12+ TOTAL 16,900 45-S4. @ 8% Turnover: 22,9 Mins/Day Listened: 52 Mins/Day Listened: 135
S5+ , @.ex Turnover: 20.9 Turnover: 8,0

Mine/Day Listened: 16
Turnover: 14,3

e KFMB-AM : AC Mins/Day Listened: 63 12-17 4 1 8% AGE XHRM=FM :AC  AcE KEZL-FM :BM
12-17 o 1 Turnover: 1 7.2 18-24 = 3.0%

-17s 1.3% 26534 22 2% 1217 com—32 2% 12-17, 8.0%
18-24 wm 9 3% I 18-24 commmm 230X 18-24 = 4.8X

25-34 emm—— 25 . 8%
35-44 —— 25 8%
45-54 mmm 8 68X

S5+ —— 29 . 1%

t2+ TOTAL 1S, 10@

12+ TOTAL 12,100

AGE KFSD-FM :CL

35-44 mm———24 2%
45-54 eommmm—2S . 3X
55+ —— 24 2%
12+ TOTAL 9,9€e
Mins/Day Listened: 95
Turnover: 11 .4

S5+

XTRA-FM :AOR aGe
1217 eovmm———28 9%
18-24 mmm—27 . 8%

12+ TOTAL 9,7ee

Mins/Day Listened: 43
Turnover: 25,3

25-34 mmmw——23 . 0X
35-44 m—m12.8%
45-S4 om 8 0X

o 11X

12+ TOTAL 8,7@e

XTRA-AM :R ABE KCBQ-AM :C
12-17 = 2.3%
18-24 mmmmm 16.3%

12+ TOTAL 8,8ee

Mins/Day Listened: 58
Turnover: | 8,6

25-34 cmmem?1 . 7%
35-44 e 25 . 3%
45-54 cmmm—19.3X
55+  eo—28. 9%
12+ TOTAL 8,300
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Mins/Day Listened: S8 Mins/Day Listened: 107 Mins/Day Listened: 77
Turnover: 18,8 Turnover: 10,1 Turnover: 14,0
vormat Reach) [ Share Trends
AOR I 26 KLAC-AM 0.8 KMET—FM 0.9 XFRMFM 0.8 XHER-FM 0.9 KITT-FM® 0.8
24 .6 PGPSOHS 12 - - 27 KMLO-AM 0.7 KBRT-AM 0,7 KMET-F¥ 0.6 KMET-FM 0.8 KXO5-FMWCI0.8
ac Mon-Sun 6AM-Mid 2 KUDE-M 0.7 KOMN-FM 0.7 KBIG-FM 0.5 KFI -AM 0.8 XHER-FM®I80,7
— 29 KBRT-AM 0.7 KLAC—AM 0.6 XMER-FM 0.5 KBIG-FM 0.8 KABC-AMM 0.7
18.7 P()P(OO ) 5 15667 30 KOWN-FM 0,5 KWSTFM 0.5 KRTH-FM 0.4 KKOS-FM 0.8 KUDE-AME 0.7
IT KMET-F¥ 0.5 KBIG-FM 0.5 KKOS—FM 0.4 KLAC-AM 0.6 KMJC-AMMI0.6
B"— 32 XHRMFU 0.4 KLOSFM 0.4 KOWN-FM 0.6 KBRT-AMPU 0.6
. . XN
152 Spring 80 Summer 80  Fall 80 Winter '81  Spring ‘81 3 KDEw 0.4 DELm 0.3 KIDEM 0.6 KRI-FMM 0.3
R I KOWN-AM 0.3 KLOSFM 0.5 KMET-FM 0.4
0 8 UKJQY-FM  B.4 KJQY-FM 6.5 KJQY-FM 9.3 K|QY-F¥ 9.0 KJQV-Fumm9.0 35 KBRT-AM 0.4
2 KFMBAM 7.1 KFMB-AM 6.4 KGB M 7,0 KGB FM 6.6 KGB FMu 6.7 37 KNX FM 0.4
c 3 KPRIFM 5.6 KGB —AM 5.4 KPRI-FM 5.8 XTRAFM 5.3 KFVB-AMWGS.9
T—— 4 4KGB -FM 5.4 KGB FM 5.2 XTRA-FM 5.4 KFMBAM 5.0 KSCO-AMSE 5.4
5 KSDO-AM 4.8 KPRI-FM 5,0 KSDO-AM 5.3 KFMBFM 4.7 KPRI-FMW 4.8
N 6 XTRA-FM 4.3 XTRA-AM 4.7 KFMBFM 5.1 KSOO-AM 4.6 XTRAFMW 4.3
——7 .4 T KGB —AM 4.4 KFMBFM 4.3 XTRA-AM 4.7 KIPMFM 4.0 KPMB-FMA 3,9 .
B KFMBFM 4.2 KSDO-AM 4.1 KEZL-FM 4.7 KGB -AM 4.0 KFSO-FMEL 3.9 h
MIsc. 9 KIFMEM 3.9 XTRAFM 3,9 KGB -AM 4.3 KPRI-FM 4.0 XTRA-AM® 3.8 Demogralp lcs
10 KEZL-FM 3.8 KBZT-FM 3.9 KIPM-FM 4.0 XTRA-AM 3.9 KGB -AMM 3,7
11 KOGO-AM 3.7 KEZL-FM 3.8 KFMB-AM 4.0 KNX -AM 3.5 XHRMFMUGI 3.4
CL_ 12 XTRA-AM 3.4 KIFMFM 3.7 KSON-AM 3.2 KEZL-FM 3.4 KCBQ-AM®) 3.4
3.9 T3 KITIFM 3,1 KYXY-FM 3.6 KFSD-FM 3,0 KFSO-FM 3.3 KMLO-AM® 3.3
14 KYXY-FM 3.1 KNX -AM 3.3 KOGO-AM 2.9 KYXY-FM 3.1 KEZL-FM@e3,3
€ — 15 KFSO-FM 2,9 KSON-AM 3.1 KYXY-FM 2.9 KSON-AM 2.7 KIPM-FMAI 3,2 Adults 18-34 Adults 26-64
3.3 16 KSON-AM 2.9 KFSD-FM 2.7 KITT-FM 2.6 KCBO-AM 2.5 KSON-AM®) 2.7
17 KBZT-FM 2.8 KITT-FM 2.3 KCBQ-AM 2.5 KSON-FM 2.4 KSON-FMG 2.6 Mon-8un 6AM-Mid Mon-Sun 6AM-Mid
RL 18 KNK -AM 2.7 KFI -AM 2.4 KSON-FM 2.3 KOGO-AM 2.3 KOGO-AMWGI2,2 M bl F
-2 19 KMJC-AM 2.6 KSON-FM 2.3 KBZT-FM 2.2 KBZT-FM 2.2 KYXY-FMWOI2.2 M
20 KFI -AM 2.2 KOGO-AM 2.1 KNX -AM 2.1 KJFM-FM 1.9 KBZT-FMAGIZ.2
21 KCBO-AM 2,1 KCBQ-AM 2,0 KJFM-FM 2.0 XHRMFW 1.7 KJFM-FMBM7Z, 2 1 KGB -FM 1 KGB -FM 1 KFMB-AM 1 K]QY—FM
%o 9 22 KSON-FM 1.9 KKOS—FM 1.6 KFI -AM 1,2 KABC-AM 1.6 KNX -AM® 2,0
T 23 KJFMEM 1.2 KJFMFM 1.5 KBRT-AM 0.8 KMLO-AM 1,6 KF | -AM® 1,5 2 KPRI-FM 2 KIFM-FM 2 KFSD-FM 2 KFMB—FM
24 KKOS-FM 1,0 KMJC-AM 1.5 KABC-AM 0.8 KITT-FM 1.5 KLOS-FMW 1.3
" 7 25 KABC-AM 1.0 KABC-AM 1.3 KMJCoAM 0.8 XHIS-FM 1.0 XHIS-FM® 0,9 3 XTRA-FM 3 KFMB-FM 3 K}QY-FM 3 KFMB -AM
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rSan Francisco

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, KIOl and
KYUU, showed notable growth. As far as Ar-
bitron 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,

METRO RANK 4

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. KSFQ, which formerty
carried the Giants, rode the crest of "Billy Ball” as
the A’s games heiped the station almost triple its
nighttime shares.

KYUU and KIOI 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 tc the amount
of gold played. KIQI, on the other hand, went
through some flux with a PD change as well as the
replacement of some on-alr staff. New PD Rob
Sherwood, who took over from Rob Sisco, im-
plemented a more forefront approach on-air. In
terms of advertising the station used a mix of 75%
TV, 25% biliboards.

25-34 = 8.8%

35-44 amam 13 1%
45-54 cnmmmm 16. 9%
S5+
12+ TOTAL 70, 300

Mins/Day Listened: 95

35-44 am 7. 3%
45-54 @ 4.0%
S5+ .+ O .5X

12+ TOTAL 42,300

Mins/Day Listened: 119

25-34 e 13 1%
35-44 wum10.5%
45-54 cemmmm—m—23 . 3%
55+
12+ TOTAL 38,200

Mins/Day Listened: 58
Turnover: 1 8,7

— 5 8 . 2%

— 2 ) X

Audience Composition Analysis

AGE KGO-AM :T AGE KSFO-AM : AC
12-17. @ 6% 12-17 2 3 2%
18-24 « 2 4% 18-24 am 7 0%

25-34 mam 10 8%

35-44 wmm——23 7%
45-54 ammman 19. 4%

55+ eo— 35 8%

12+ TOTAL 37.100
Mins/Day Listened: 66

18-24 e 22 2%
25-34 mmmemm—m20 5%
35-44 =mm 102X
45-54 == 5 5%
55+ = 3 3%

ABE KNBR-AM :AC AGE KABL-FM :BM
12-17 = 4.9% 12-17. 0.7%
18-24 cmm 10 1% 18-24. 0.7X%

25-34 mnmmwam 219X
35-44 cnmmm—24 2%
45-54 cnem 14 1%

S5+ comm——24 8X
12+ TOTAL 30,600

Mins/Day Listened: 53
Turnover: 20, 3

12+ TOTAL 30,100

Mins/Day Listened 69
Turnover: 15,6

45-54 «= S 7%

S5+ o 1. 4%

12+ TOTAL 29,600
Mins/Day Listened’ 69
Turnover: 15,7

25-34 mmm11 . OX

35-44 wmmumm 18 0%

45-54 cmmm14 7%

55+ cm—4 . 8%

12+ TOTAL 27,200

Mins/Day Listened: 82
Turnover: 13.1

AGE KMEL-FM :AOR
Turnover: 11, 4 Turnover: 16,4 12-17 15 9% AGE KIOI-FM :AC
18-24 smm—— 54 . 5% 12-17 == 5 7%

AGE KSOL-FM :B 25-34 commm—23 . 6% 18-24 e 32 . 9%
12-17 esm—39 5% 35-44 = 5.0% 25-34 cmmm— 38 . 6%
18-24 32 4% AGE KFRC-AM :R 45-54, 0. 7% 35-44 mmumm 14.2%

25-34 e 16 3% 12-17 enmmm— 38 . 2% S5+ . 0.3% 45-54 wm 7 3%

55+ . 1.2%
12+ TOTAL 24.600

Mins/Day Listened. 62
Turnover: 1 7,3

Turnover: 9.1 AL SELE L ‘2A61E7 ';Y;‘U_FH “AC
- L]
Mins/Day Listened: 47 18-24 commmem 22 6% AGE KNEW-AM :C
AGE KCBS-AM :N Turnover: 22, 8 25-34 cmm—— 409X 12-17 w 2.6%
12-17 . @ 5% 35-44 cnmmem 19 9% 18-24 «mm 100X
18-24. @ 5%

25-34 cmmmm 165X
35-44 commm—23 5X
45-54 cmmmi14 3%

S5+ m———33. 0%
12+ TOTAL 23,000

Ming/Day Listened 66
Turnover: 16,4

ABE KBLX-FM :M
12-17 «mm 9.2%
18-24 e 52 . 7%
25-34 cm— 40 . 8%
35-44 wmmm 14 3%
45-S4 @ 3 1X
55+ ., ©.eX
12+ TOTAL 19.600

Mins/Day Listened: 76
Turnover: 14,2

AGE KOME-FM :AOR
1217 cmmm—23. 6%
18-24 s 5 1 8%
25-34 ammm—19.5%
35-44 m 4 6%
45-54, 0.0%
S5+ . ©.5%
12+ TOTAL 19,500

Mins/Day Listened: 76
Turnover: 14,2

AGE KOIT-FM :BM
12-17 4 © 6%
18-24 «a 2 4%
25-34 am 7. 1%
35-44 cmmm——23 5%
45-54 17 1%
S5+ —— 4O 4%
12+ TOTAL 17,000
Mins/Day Listened 67
Turnover: 1 6,1

ForlIlalt Il‘ealch 30 KEEN-AM 1.0 XXHI-FM 1.0 KARA-FM 1.1 KSJOFWm 1.0 <JAZ-FViA 0,9
P 12 31 KBRG-FM 0.9 KEZR-FM 0,9 KDFC-FM 1.0 KARA-FM 0,9 KARA-FMIO) 0.8
N —+— 32 KKHI-FM 0.8 KARAFM 0.9 KKHI-FM 0,9 KLIV-AM 0.8 KBRG-FM 0.8
AC erso S Mon-Sun 6AM-Mid 33 KSJO-FM 0.8 KCBS-FM 0,8 KBRG-FM 0,9 KFATM 0.8 KSJO-FWA 0,8
Tele 34 KLIV-AM 0.7 KFAT-FM 0,8 KIQI-AM 0.8 XKHI-AM 0,7 KFAX-AMMU0,8
PO . 35 KIBE-AM 0.6 K)AZFM 0.7 KFAT-FM 0.8 KBRG-FM 0,7 KLIV-AMWA 0.7
R P ( oo ) . 43 768 36 KKHI-AM 0.6 XBRG-FM 0.6 KXHI-AM 0.8 KFAX-AM 0.6 XIQI-AM® 0,7
—— > 2 37 KFAT-FM 0,6 KIBE-AM 0.6 KRAK-AM 0,7 KRAK-AM 0,6 KFAT-FMIC} 0.6
BM s 38 KFAX-AM 0.5 KKHI-AM 0,6 KPEN-FM 0.5 KJAZ-FM 0.5 KTIM-FMB0 0.6
— > Spring '80 Summer '80  Fall '80 Winter '81  Spring '81 39 KREO-FM 0.4 KPEN-FM 0.5 KREO-FM 0.5 KTIMEM 0,5 KXHI-A4EU0,6
c 40 KJAZ-FM 0.4 KRAK-AM 0.5 KEAR-FM 0.4 KEARFM 0,5 <OFY-AM® 0.5
R Sch 1 KGO -AM 9.0 KGO -AM 9.4 KGO -AM 9.3 KGO -AM 9.5 KGO -AMM 9.4 41 KXRX-AM 0.4 KRE -AM 0.5 KFAX-AM 0.4 X1QI-am 0.4 KPEN-FMACID, 4
96 2 KCBS-AM 5.5 KCBS-AM 5.} KCBS-AM 7.0 KCBS-AM 6.0 KSOL-FM® 5.6 42 KRAK-AM 0.4 KXKX-AM 0,4 KJAZFM 0.4 KIBE-AM 0,3 KIBE-AMICUO.4
T 3 KFOG-FM 4.7 KSOL-FM 4,8 KSOL-FM 5.1 KSOL-FM 5.7 KCBS-AMM 5.1 43 KTIMFM 0.4 KTIM-FM 0,4 KSRO-AM 0.4 KZSTFMIACH), 4
EE—— 4 4 KFRC-AM 4.4 KNBR-AM 4,8 KFRC-AM 5.1 KFRC-AM 4,5 KSFO-AMIAQS.0 44 KPEN-FM 0.4 KEARFM 0,4 KIST-FW 0.4 KRAK -AM (€) 0,4
AOR 5 KSOL-FM 4.3 KFRC-AM 4.0 KFOG-FM 3.5 KMEL-FM 3.9 KFRC-AM® 4.8 45 KEAR-FM 0.3 KAZA-WM 0.3 KIBE-AM 0.4 KRE -AM®) 0.4
— 6 KNBR-AM 4.3 KYUU-FM 3.7 KNBR-AM 3.4 KNEW-AM 3.7 KNBR-AMWUCH4, T 46 KFAX-AM 0.3 KREO-FM® 0.3
7 KYUU-FM 3.6 KFOG-FM 3.7 KSFO-AM 3,2 KFOG-FM 3,6 KMEL-FMWA) 4,0 47 KEAR-FUMI0, 3
B 8 KSFXFM 3.3 KNEW-AM 3.0 KMEL-FM 3.2 KABL-AM 3.4 KYUU-FMAGI4.0
- @ -
76 9 KSFO-AM 3.2 KSFO-AM 3.0 KSFX-FM 3.1 KYWU-F¥ 3.2 KABL-FM®an3 6
c 10 KDIA-AM 3.1 KOME-FM 2.9 KABL-AM 3,0 KNBR-AM 2.9 KIOI-FMIAG3,3
e Y 11 KABL-FM 3.0 KABL-AM 2,9 KNEW-AM 3,0 KSFO-AM 2,8 KNEW-AMI) 3.1 °
N 12 KNEW-AM 2,9 KSFX-FM 2,9 KYUU-FM 2,9 KCME-FM 2,8 KBLX-FMM 2.6 emo a lcs
— 13 KION-FM 2.9 KIOI-FW 2,8 KABL-FM 2.7 KBLX-FM 2.8 KOME-FMW 2.6
El 14 KABL-AM 2.7 KABL-FM 2.7 KBLX-FM 2.6 KSFX-FM 2.8 KOIT-Fuam2,3
CL 1S KMEL-FM 2,6 KMEL-FM 2,6 KIOI-FM 2.5 KABL-FM 2.7 KABL-AMAMI2,2
- g 16 KOIT-FM 2.3 KDIA-AM 2.3 KOME-FM 2.5 KOIT-FM 2.6 KFOG-FM@2,2
17 KOME-FM 1.8 KOIT-FM 2,3 KOIT-M 2,3 KIOI-FM 2,5 KSFX-FMM 2,1
- 18 KBLX-FM 1.8 KBLX-FM 2.3 KSAN-FM 1,9 KSAN-FM 2,1 KSAN-FME) 2,1 Adults 18-34 Adults 25-54
20 19 KLOK-AM 1.8 KIQI-AM 2,0 KBAY-FM 1,9 KBAY-FM 1,9 KDFC-FMCU 1.8
B8 20 KSAN-FM 1.7 KSAN-FM 2.0 KDIA-AM 1.7 XKHE-FM 1.7 KBAY-FMMM] § Mon-Sun 6AM-Mid Mon-Sun 8AM-Mid
13 21 KCBS-F™ 1.7 KBAY-F™m 2.0 KEEN-AM 1.7 KLOK-AM 1,7 KDIA-AM® 1.6 M F M F
RL 22 KIQI-aM 1.7 KYA -FM 1.7 KLOK-AM 1.5 KDI A-AM 1.5 KLOK-AMAON .6
-1 1 23 KYA -FM 1.7 KMPX-FM 1.7 KYA M 1.4 KYA FM 1.3 KEZR-FUm 1.5
24 KBAY-FM 1.6 KDFC-FM 1.6 KEZR-FM 1.4 KYA M 1.2 KYA FM®m 1,3 .
=g 25 KYA -AM 1,6 KYA -AM 1 :xv: f‘ :; Kmszx-:: :; :::;-::::; 1 SMEL-FM 1 KSOL-FM 1 XGO -AM 1 KGO -AM
26 KMPX-FM 1.6 KLOK-AM 1.5 KMPX-FM 1. N- o 5 R
27 KARAEM 1.2 KS|O-FM 1.3 kSjOo-FM 1.2 kezR-Fu 1.1 keen-amr 1.0 2 KOME-FM 2 KYUU-FM 2 KSFO-AM 2 KYUU-FM
- 28 KEZR-EM 1,1 KLIV-AM 1,2 KCBS-FM 1,1 KCBS-M 1.1 KYA -AMB 1.0 i
2,€ 29 KOFCM 1.1 KEEN-AM 1.0 KLIV-AM 1,1 KDFC-M 1.1 KKHI-FMEU 1.0 3 KIOI-FM 3 KBLX-FM 3 KNBR-AM 3 KCBS=AM




-
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 KGO 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 %@

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.

12+ TOTAL 14,499
Mins/Day Listened: 87
Turnover: 12,4

AGE KOME-FM : AOR
12-17 cnseem 16 7%
18-24 ——SS . 8%
25-34 smm——22 S%
35-44 . 4.3%
45-54, 9 9%
S5+ « 90.7%
12+ TOTAL 13,800
Mins/Day Listened: 91
Turnover: 11,8

AGE

18-24
25-34 = 19.8X%
35-44m 4 9%
45-54., 0 9%
SS+ . 9 9%

AGE KBAY-FM :BM
12-17¢ © 9%
18-24 « 1 8%

25-34 17 7%
35-44 comm— 29 2%
45-54 cmmmm—24 . 8%
S5+ anmmm—25 7%
12+ TOTAL 11,300

Mins/Day Listened: 85

12+ TOTAL 10,200

Mins/Day Listened: 84
Turnover: 12,8

KSOL-FM :B
12-17 eom— 38 . 2%

12+ TOTAL 10,200

Audience Composition Analysis (3 WO SLLEELIEE
12-17 am 8 8% 12-17.,
18-24 s 14 8% 18-24 o

AGE KGO-AM :T L3 KEZR-FM :R 25-34 409 9%

12-17 .+ ©.7% 12-17 em §.9% 3544 emmma 14.8%

e AT 18-24 e 51 . 0% 45_64 — 12 5%

25-34 == 8 3% 25-34 e—37 . 3% S5+  wmm1® 2% 55+

35-44 mma !l 8% 32';: = 50"9" 12+ TOTAL 8,809

45-54 emmmewe2! 5% -S4,

SR e 55+ , 9 0% Mins/Day Listened: 60

Turnover: 1 8,0

AGE KFRC-AM :R AcE KNBR-AM : AC AGE KSFO-AM :AC
12-17 44 8x 12-17 = 3 3% 12-17 e 1 9%
18-24 e 26 . 9% 18-24 wum 100X 18-24 == 5 8%

25-34 cmmmmt4 9%
35-44 am 7 5%
45-54 w 3.0%
55+ a 3.0%
12+ TOTAL 6,709

48 1%

55+

Mins/Day Listened 49
Turnover: 2241

Mins/Day Listened: 115
Turnover: 9.4

AGE KEEN-AM :C AGE KARA-FM :0 AGE KYUU-FM :AC
12-17 a 1.6% 12-17 = 5 0% 12-17 =m 8 3%
18-24 = 4 8% 18-24 cmmmem 21 7% 18-24 memmmm—22 9%

25-34 242X
35-44 e 30 8%
45-54 cmmm—25 8X%
S5+ =m12. 9%

12+ TOTAL 6,200

Ming/Day Listened: 78
Turnover: 13 .8

S5+

Turnover: 12,7

9 9X%

KCBS-AM :N ABE KOIT-FM :BM
12-17. 9.0%
t.6% 18-24« 1 8%

25-34 ommmmm18. 0%
35-44 cmm—i9. 7%
45-54 mmm 13 1%

— 47 . S%

t2+ TOTAL 6,109

Mins/Day Listened: 52
Turnover: 20,7

25-34 mmm——m23 3%
35-44 ore—33 . 3%
45-54 anwmm 187X
s 13 3%

12+ TOTAL 6,000

Mins/Day Listened: 53
Turnover: 20.3

25-34 m———— 450X
35-494 ammm—20 0%

45-S4 - 5 9%

= 3 3%

12+ TOTAL 6,900

Mins/Day Listened: 79
Turnover: 13,7

25-34 mmmm 12 5%

35-44 cmmmm21. 4%
45-54 cmm—— 26 . 8%
55+  commm—37 SX

t2+ TOTAL 5,800

Mins/Day Listened n
Turnover: 15.1

25-34 wmma i1 5%
35-44 cmmm— 38 5%
45-54 wmmme17 3%

55+ o268 9%
12+ TOTAL 5,200

Mins/Day Listened: 61
Turnover: 17,7

25-34 c— 35 4%
35-44 wmm 19 4%

45-54 cmmmmm 20 8%
S5+ . 2 1%

12+ TOTAL 4,800
Mins/Day Listened: 53
Turnover: 20,4

+ 28 KYA -FM 1.0 KABL-FM 0.9 KNTA-AM 1.0 KABL-FM®1.0
f Persons 12 Mon-Sun 6AM-Mid 29 KDFCFM 1.0 KKHI-FM 0.8 KDON-FM 1.0 me-Amcuo.qw
Format Reach 30 KBLX-FM 1.0 KYA —FM 0.7 KDFCFM 0.9 KDI A-AM® 0.8
pop(oo) : 10786 31 KDIA-AM 0.9 KXRX-AM 0.7 KAZA-AM 0.9 KRVE-FMOM 0.8
32 KABL-FM 0.9 KNTA-AM 0.7 KXRX-AM 0.9 KAZA-AM(S) 0.7
33 KCBS-FM 0.3 KYA -AM 0.7 KPEN-FM 0.8 KYA —AMM 0.7
AC . s , s 34 KMEL-FM 0.7 KMPX-FM 0.6 KYA M 0.7 KMPX-FM®M0,7
17 4 Spring '80 Fall '80 Winter '81 Spring '81 35 KIBE-AM 0.7 KCBS—FM 0.4 KFAX-AM 0.6 KKHI-FM(CU0.7
8M 36 KDON-FM 0.7 KDIA-AM 0.4 KRVE-FM 0.6 KFAX-AM MU 0.6
5 o 1 KGO -AM  B.7 KGO =AM 9.6 KGO -AM 9.1 KGO -AMM 7.9 37 KKHI-FM 0.7 KIBE-AM 0.4 KCBS—FM 0.5 KNTA-AM(S) 0.5
2 KLOK-AM 5.3 KBAY-FM 5.9 KOME-FM 6.8 KOME-FM() 7.6 38 KFAX-AM 0.7 KFAX-AM 0.4 KMPX-F¥ 0.5 KYA —FM® 0.4
C—_—"——SsA5- riA 3 KOME+FM 5.0 KSOL-FM 5.7 KBAY-FM 6.0 KBAY-FV®M6.2 39 KRVE-FM 0.6 KKHI-AM 0.1 KDIA-AM 0.4 KEAR-FMMU 0.4
12 6 4 KBAY-FM 4.6 KOME-FM 5.4 KSOL-FM 5.5 KEZR-FM®) 5.6 40 KMPX-FM 0.5 KKHI-FM 0.4 KDON-FM(C) 0.3
ACR 5 KCSS-AM 4.4 KEZR-FM 5.1 KLOK-AM 4.9 KSOL-FM® 5.6 41 KAZA-AM 0.4 KIBE-AM 0.4 KCBS-FMM 0.3
———" 2 3 6 KSOL-FM 4.4 KCBS-AM 4.8 KEZR-FM 4.7 KLOK-AMIACI4.8 42 KBRG-FM 0.4 KKHI-AM 0.2 KKHI-AM(CL0.2
T 7 KNBR-AM 4.1 KLOK-AM 4.4 KYUU-FM 4.1 KFRC-AMM) 3.7 43 KSAN-FM 0.4
—— Q 8 KARA-FM 4.1 KEEN-AM 4.4 KCBS-AM 4.0 KEEN-AM(C) 3.4 44 KKHI-AM 0.1
MISC 9 KEZR-FM 4.0 KFRC-AM 3.9 KEEN-AV 3.8 KCBS-AMM 3.3
10 KYUU-FM 3.8 KARA-FM 3.7 KARA-FM 3.5 KNBR-AM AC)3.3
79 11 KEEN-AM 3.6 KFOG-FM 3.5 KFRC-AM 3.4 KARA-FM(©) 3.3
C o 12 KFOG-FM 3.0 KNBR-AM 3.0 KIOt-FM 3.2 KOIT-Fv®3, 1 °
6 S 13 KFRC-AM 2.9 KSjOFA 2.6 KBLX-FM 2.8 KSFO-AM ACI2. 8 e I I Iograp ICS
B 14 KOIT-FM 2.7 KYUU-FM 2.6 KOIT-FM 2.7 KYUU-FMIACI2.6
— 15 KIOI-FM 2.6 KIOI-FM 2.5 KSJO-FM 2.5 KIOI-FMIACI2, 4
cL 16 KSFX-FM 2.5 KABL-AM 2.5 KSFX—FM 2.2 KFOG-FM®M2.4
— 17 KLIV-AM 2.4 KSFX-FM 2.2 KFOG-FM 2,2 KSJO-FM 2.0
33 18 KSJO-FM 2.1 KSFO-AM 2.2 KLIV-AM 2.0 KSFX-Fv®m 1.9 Adults 18-34 Adults 25-54
N — 19 KSFO-AM 1.9 KOIT-FM 2.0 KNBR-AM 1.7 KFAT-FM®U) 1.9
33 20 KABL-AM 1.9 KLIV-AM 2.0 KMEL-FM 1.7 KBLX-FMm0 1.9 Mon-Sun 6 AM-Mid Mon-Sun 6 AM-Mid
0 21 KXRX-AM 1,6 KBLX-FM 1.7 KFAT-FM 1.6 KLIV-AM{A) 1.6 M F M F
m—- 3 22 KFAT-FM 1.6 KPEN-FM 1.6 KABL-AM 1.3 KABL-AM®M)) .6
23 KYA -AM 1.5 KFAT-FM 1.6 KSFO-AM 1.2 KPEN-FM(AC)I.S
RL—Z 9 24 KPEN-FM 1.4 KNEW-AM 1.3 KYA —-AM 1.1 KDFC-FMCL1T.$ 12 KO“E::::M 12 KEZR-FM 1 KBAY~FM 1 KBAY-FM
25 KNTA-AM 1.3 KMEL-FM 0.9 KNEW-AM 1.1 KNEW-AMIC) 1.4 . - -
. 26 KNEW-AM 1.2 KDFC-FM 0.9 KSANFM 1.1 KSAN-FME©) 1.4 KEZRFM 2 KSOL-FM 2 KOME-FM 2 KLOK-AM
12 27 KIQI-AM 1.2 KSAN-FM 0.9 KABL-FM 1.0 KMEL-FMW) 1.1 3 KFAT-FM 3 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 fongtime
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 litile. For the spring sweep, for example, the

KSQattle-Everett-Tacoma

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 — aimost 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,

METRO RANK

18

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.

AGE KISW-FM :AOR
1217 emm——33 8%
18-24 m—S0 6%
25-34 w12 2%

35-444 1 7X
45-54. @.9X
S5+ o 1 7%
12+ TOTAL 23,700

Mins/Day Listened 105
Turnover: 10.3

AGE KIRO-AM :N
12-17 = 1.4%
18-24 w 5. OX

25-34 emmem 1S 8%
35-44 o= tS 3X
45-54 wmmmm t 4. 9%
55+  eomse—47 7%

t2+ TOTAL 22,2e0

Mins/Day Listened. 57
Turnover: 1 9,0

AGE KOMO-AM :AC
12-17 4 1.2%
18-24 = 4.0%

25-34 =mm 8 7%

35-44 mmm—24 9%
45-54 pumm 13 9X

S5+  e— 47 4%

12+ TOTAL 17,300

Mins/Day Listened 62
Turnover 17.5

§orma.t Reach

AC

15 3

AOR
—————

8

Audience Composition Analysis

AGE KSEA-FM :BM
12-17, @ e%
18-24 = 4 9%

25-34 =mm 9 8%
35-44 cmmm—22 4%
45-54 anmm 13 3%

S5+ e— 49 7%

12+ TOTAL 14,300

Mins/Day Listened: 93
Turnover: 11,6

AGE KVI-AM :N
12-17+ @.8%
18-24 m 4.5%

25-34 commmmm——28 . 0%
35-44 ammem 16 7%
4554 ammmm 144X

S5+ ee—— 35 6%
12+ TOTAL 13,200

Mins/Day Listened 62
Turnover: 17.3

AGE KJR-AM :R
12717 e——22 .S%
1824 awm—28 7%
25-34 ummve—— 31 8X
3544 mam 11 6%

45-54 @ 3 9%
S5+ a« 1.6X%
12+ TOTAL 12,900

Mins/Day Listened 48
Turnover. 22.4

AGE KYYX-FM :R
1217 ammammm 19 S%
18-24 emmm— 30 9%
25-34 cummm— 32 . 5%
35-44 mam!1 4%
45-54 = 3.3%
S5+ w 2.4X
12+ TOTAL 12,300

Mins/Day Listened 63
17.0

Turnover

ABE KNBQ-FM :R
1217 ——34 SX
1824 wepen cmmmm— 4@ 5%
25-34 17 2%

35-44 am 6 OX
45-54, 0.9%
S5+ 1 @ 9%
12+ TOTAL 11,600

Mins/Day Listened 79

13.6

Turnover

AGE KING-AM :AC

12-17 mm 8. @%

18-24 e 33 0%
25-34 enmem—— 35 . 7%
35-44 mm 8 9%

45-54 me 6 3%

55+ mmw 8.0X

12+ TOTAL 11,200

Mins/Day Listened 49
Turnover: 22.1

AGE KIXI-FM :AC
12-17 wam 1@. 0%
18-249 e 22 . 7%
25-34 mmm—23 6%
35-44 mmm—24 5%
45-54 mem 100X
55+ = 9.1%
12+ TOTAL 11,008

Mins/Day Listened: 74
Turnover: 14,6

AGE KIXI-AM :BM
12-17, @.8X

18-24, @.0%

25-34 e 2.2%

35-44 = 5.8%

45-54 23 . 3%

55+ e—C8 9%

12+ TOTAL 9,000

Mins/Day Listened 87
Turnover: | 2.4

AGE KPLZ-FM :R
12-17 mm 8 1%

1824 sommmm 27 9%
25-34
3544 m 4 7%
45-54 wm 4 7X
S5+ , 2.9%
12+ TOTAL 8,600

Mins/Day Listensed 70

15.5

S4 7%

Turnover

ABE KZAM-FM :AOR
12-17, @.@x
18-24 mmwmm 32 . 9%
25-34 sm— . 2%
35-44 em 6.6%
45-54 . @.eX
S5+ o t.3%
12+ TOTAL 7,600

Mins/Day Listensd 61

Turnover: 17.7
ABE KMPS-AM :C
12-17 s 1.4X%

18-24 am 6.9%

25-34 mmmm 1S 3%
35-44 cmmm—20.8X
45-54 cm——— 34 . 7%
S5+ mmm—20.8X
12+ TOTAL 7,2ee

Mins/Day Listened 64

POP(00): 17659
Spring '80
1 KIRO-AM 8.9
2 KOMO-AM 7.8
3 KSEA-FM 5.9
4 KISW-FM 5.7
5 KJR -AM 4.9
6 KPLZ-FM 4.6
7 KZAM-FM 4.6
8 KVI -AM 4.0
9 KBRD-FM 3.8
10 KZOK-FM 3.7
11 KYYX-FM 3.7
12 KEZX-FM 3.7
13 KING-AVM 3.4
14 KMPS-FM 3.1
15 KNBQ-FM 2.7
16 KIXI-AM 2.6
17 KIXI-FM 2.5
18 KMPS-AM 2.5
19 KING-FM 2.1
20 KBIQ-FM 2.0

@hwe Trends

Persons 12+ wonsun eamaia

Fall '80 Spring ’81
KIRO-AM  10.6 KISW-FM@) 8.6
KOMO-AM 8.3 KIRO-AM(N) 8.1
KISW-FM 7.3 KOMO-AM(AC)6.3
KJR -AM 5.2 KSEA-FM@®MWS5.2
KSEA-FM 4.8 KVI -AMM) 4.8
KYYX-FM 4.3 KJR -AMMR) 4.7
KPLZ-FM 3.9 KYYX-FM®) 4.5
KZAM-FM 3.6 KNBQ-FMM) 4.2
KEZX-FM 3.5 KING-AM(AC)4.1
KING-AM 3.5 KIXI-FM(AC)4.0
KIXI-AM 3.4 KIXI-AM@BW)3.3
KIXI-FM 2.9 KPLZ-FM®) 3.1
KMPS-AM 2.9 KZAM-FM(A) 2.8
KZOK-FM 2.9 KMPS-AM(©) 2.6
KNBQ-FM 2.9 KMPS-FM(C) 2.6
KMPS-FM 2.5 KEZX-FM®W2.5
KING-FM 2.5 KBRD-FM®W)2.4
KV -AM 2.4 KXA -AM(©) 2.4
KTAC-AM 2.3 KING-FM©L)2.3
KBRD-FM 2.2 KZOK-FM(@) 2.3

17.0

Turnover

.9 KBLE-FM®) 1 .9\

21 KTAC-AM 1.8 KAYO-AM 1

22 KYAC-AM 1.8 KXA -AM 1.8 KBIQ-FM®L}1.8
23 KGDN-AM 1.5 KBIQ-FM 1.4 KRPM-FM(C) 1.7
24 KAYO-AM 1.3 KRPM-F™ 1.0 KGON-AM®RL) 1.6
25 KWYZ-AM 1.2 KGDN-AM 0.9 KTAC-AM®M) 1.4
26 KXA -AM 1.0 KYAC-AM 0.8 KAYO-AMMN) 1.2
27 KMO -AM 0.8 KTNT-aM 0.8 KWYZ-AMI(C) 1.2
28 KZOK-AM 0.8 KWYZ-AM 0.7 KMO -AME©) 1.0
29 KTNT-AM 0.8 KZOK-AM 0.7 KEX -AM(AC)0. 5
30 KRPM-FM 0.4 KRKO-AM 0.6 KKFX-AM®) 0.5
3l KGO -AM 0.4 KZOK-AMA) 0.4
32 KRPM-AM 0.4 KTNT-AM(AC)0.4
33 KBLE-AML} 0.3
34 KZAM-AM(A) 0,2

Demographics

Adults 18-34
Mon-Sun 6 AM-Mid
M F

Adults 25-64

Mon-Sun 6AM-Mid
M F

1 KISV-FM 1 KING-AM 1 KIRO-AM 1 K|RO-AM
2 KYYX-FM 2 KJR -AM 2 KOMO-AM 2 KSEA-FM
3 KZAM-FM 3 KISW-FM 3 KVI -AM 3 KOMO-AM




WQYK rebounded from

Spring ’'81 Market Overview

WWABA 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.

WQXM and WRBQ 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

fTampa-St. Petersburg

METRO RANK %1

below). WQYK topped the metro in this regard.

The station achieved its best morning drive

a soft winter book, and

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

N

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.

35-44m 5.3%
45-54 w= 7.2%

12+ TOTAL 23,4@@

25-39 o 30.5%
35-44 ammm 13 9%
45-54 m 3 .6X

S5+ w 3. 1%

12+ TOTAL 22, 3@@

Mins/Day Listened: 99

45-54, 0 @X
S5+ .« @.6X
12+ TOTAL 17,400

Mins/Day Listened: 106
Turnover: 10, 2

12+ TOTAL 17,300

Mins/Day Listened: 81

Mins/Day Listened: 94

25-34 m 3 1X
35-494 wm 7 0OX
45-54 wmmm 13 3%
S5+

aE  WSUN-AM :C ace  WFLA-AM :AC s WPLP-AM :T
Audience Composition Analysis >, o sx 1217 1 o 12-17 . @ ox
18-24 mm 7.5X% 18-24 2 1| 9% 18-24+ @.0X
AGE WWBA-FM :BM 25-34 a 5. 2% 25-34 aumum14 6% 25-344 1 4%
12=-17 4 11X 35-44 =m 7.5% 35-44 e 15 5% 35-49 = S5 7%
18-24 a 2.6% 45-54 wmm 12.7% 45-54 w1 7% 45-54 ¢ 1.4%
25-34 me 57X 55+ e 66 5% 55, o cc 3y 55+ ol 4,&

12+ TOTAL 1@, 300
Mins/Day Listened: 56

55+ 78 1%
12+ TOTAL 28,500 Turnover: 13,3 Turnover: 1 9, 3 Turnover:13, 1
AGE WJYW=-FM :BM
Mins/Day Listened: 112 1217, @.8X
Turnover: 9.6 _
) ;: ;: =3 9”‘7" AGE HCKX-FM ‘R AGE WYNF~FM AOR AGE WTAN-AM :AC
- —-— .
12-17 23 2% 12-17 wmmm13.3% 12-17, @.ex
AGE WAYK-FM :C 35-44 comesm19.9% f— - _ 5
4 7" 45-54 10 7% 18-24 s 2@ . 5% 18-29 s——50 . 0% 18-24, @.0%
12717 - 4. 7% - . 25-34 e 28 9% 25-34, 0.0%
18-24 11 1% S5+ 56 6% 25-34 emm—33 1% ]
— e — 35-44 011 3% 35-44 = 5.8% 35-44 = 3.3%
2:—34 —12769:" 12+ TOTAL 19, 600 45-54 = 5 3% 45-54, 0. QX 45-54 o 19.7X
B ¥ J—
35—54 — 1 8. 4% Mine/Day Listened: 96 55+ wm 6.6X S5+ = 2.2% S5+ 77.0%
55+ o 26 . 9% Turnover: 11, 3 12+ TOTAL 15,100 12+ TOTAL 9,000 12+ TOTAL 6,100

Mins/Day Listened: 81

Mins/Day Listened: 117 Turnover: 11 _ § Turnover: 13 .4 Turnover: 9,9
HE A B0 AE  WOXM-FM :AOR
12-17 enmmmem 28 2%
AGE WRBO~-FM R 18-24 e 49 4x AGE WFLA-FM :BM AGE WTMP-AM :B AGE WDAE-AM :AC
1217 e 18 8% 25-34 17 2% 12-17 . 0.0% 12=17 e——21 7% 12-17 a 1.7%
18-24 30. 0% 35-44 = 4 6% 18-24, 0.8% 18-24 =me 10.8X 18-24 aa 5. 1%

25-39 mmmmm—20 . SX
35-499 wmmem 15 7X

45-54 wmmm—24
75 8% S5+ == 7.2X

t2+ TOTAL 12,800
Mins/Day Listened: 82

t2+ TOTAL 8,300
Mins/Day Listened: 113

12+ TOTAL 7,000
Mins/Day Listened: 82

Mins/Day Listened: 109

25-34 mmmii 9%

35-49 w16 9%

45-59 mmmum18. 6%

S5+ e 45 . 8%
12+ TOTAL 5,900

Mins/Day Listened: 56

1%

Turnover: 10,9 Turnover: 13, 2 Turnover: 9.6 Turnover: 1 9, 2
Format Reach r
B Share Trends
24 7
c — Persons 12+ Mon-8 S6AM-Mid 20 WTAN-AM 0.7 WYOU-AM 0.7 WPAS-AM 0.6 WGUL-AM (88) x.:\
R on-sun -Mi 2] WRXB-AM 0.7 WDWV-FVM 0.7 WHBS—FM 0.6 ADUV-FV BM) 0.7
22 WSOL-AM 0.6 WHBS-FM 0.5 WDUV-FW -
—— g 0.5 WPSO-FM©) 0.6
- 14 8 POP(00): 13714 23 WSST-M 0.6 WPLA-AM 0.5 WINQ-AM 0.5 WHBS-FY @M 0.6
24 WPLA-AM 0.5 WAZE-AM 0.4 WPLA-AM 0.4 WINQ-AM ML) 0.5
—— 25 WINQ-AM 0.4 WTIS-AM 0.3 WSST-AM 0.4 WPLA-AM (&) 0.4
AC Spring '80 Fall *80 Winter 81 Spring '81 26 WTIS-AM 0.3 WPSO-FM 0.3 WTIS-AM 0.3 WAZE-AM (AQ) 0.4
e
115 27 WPSO-FM 0.3
MISC 1T WWBA-FM 10,8 WWBA-FM  10.6 WWBA-FY 9.5 MBA-FM @m10.5
6 7 2 WIYN-FVM 7.4 WOQYK-FM 0.7 WIYN-FM 9.1 MVK-FM(©) 9.3
B 3 WSUN-AM 6.8 WIYW-FM 7,3 ACKX-FM 5.2 #RBO-FM M 8.8
-— 4 WOXM-FM 6.5 WSUN-AM 6.5 WOYK-FM  S.1 WIYW-FV @ 7.8 :
T 5 WRBQ-FY 6.5 WFLA-FM 6.0 WSIN-AM 6.3 MQM-FA (M) 6.9 e I I I Ogi’a'p lcs
— 6 WFLA-FM 6.2 WCKX-FM 5.9 WRBQ-FM 6.1 WSUN-AM (€ 6.9
28 7 WQYK-FM 6.2 MFLA-AM 5.7 WQXM-FM 5.9 ACKX-FM®) 6.0
E_ B WOKF-FM  S.8 WKBQ-FM 5.5 M LA-AM 5.5 WFLA-FM @) 5.1
17 9 WFLA-AM  S.4 WOKM-FYM 4.6 WFLAFM 5.0 WFLA-AM (AQ) 4.1
s . 10 WWBA-AM 4.1 WWBA-AM 4.2 WMBA-AM 4.4 WWNF-FMA) 3.4 Adults 18-34 Adults 26-54
16 11 WDAL-AM 3.7 ADAE-AM 4.1 WWINF-FM 3.7 WIMP-AM ® 3.3
B8 12 WPLP-AM 3.5 WYNF-FM 3.9 APLP-AM 3.3 WPLP-AM M 2.8 Mon-Sun 6AM-Mid Mon-Sun 6 AM-Mid
- 13 WLCY-AM  3.) WLCY-AM 2.7 WDAE-AM 2.5 WTAN-AM AC) 2.4 M F M F
. 12 14 WSRZ-FM 2.5 WPLP-AM 2.7 WSRZ-FM 2.2 WDAE-AM (AC) 2.3
15 WYNF-FM 2.4 WSRZ-FM 2.4 WLCY-AM 2.1 WLCY-AM (AC) 2.3 . .
"2 6 16 WTMP-AM 2.3 WTMP-AM 2.1 WGUL-AM 2.1 WSRZ-FM A} 2.0 1 WQXM-FM 1 WRBQ-FM 1 WQYK-FM 1 WQYK-FM
RL 17 #GUL-AM 1.8 WGUL-AM 1.8 WIMP-AM 2.0 WWLF-aM ® 1.7 2 WRBO)-FM WCKX -FM WRBO-| _
% S 18 WDUV-FM 1.1 WTAN-AM 1.6 WTAN-AM 1.3 WYOU-AM ® 1.6 3 2 2 2 Q-FM 2 WRBQ-FM
19 WAZE-AM 0.8 WRXB-AM 0.7 WRXB-AM 1.0 WRXB-AM @ 1.5 WYNF-FM 3 WQYK-FM 3 W] YW-FM 3 WCKX-FM
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Spring ’81 Market Overview

The second QM 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 WRQX in
the hot CHR battle, and WWDC-FM virtually

[Washington, D.C.

METRO RANK 8

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 WRQX 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 WRQX changing over the next few months. A]
Doubleday prepares to take over WAVA, WRQX
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 WWDC-
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
12-17a 1.7%

18-24 e 4 8%
25-34 mm 7 4%
35-44 cmsm—29 3%
45-54 e 26 . 8%
S5+  emmm—29 . 9%

12+ TOTAL 35,100
Mins/Day Listened: 69

ABE

35-44 am 9 2%
45-S4 em 6 1X
SS+ & 2.7%

Turnover: 15,6 Turnover: 1 6.5 AGE WASH-FM :AC AGE WRC-AM :T AGE WJMD-FM :AC
AGE WGAY-FM :BM 12-17+ 8 5% 12-17 ., 0.0% 12-17 4 8 7%
12-17 4 B.7% REE WKYS—FM :B 18-24 cnmmm 16 .5% 18-24 m 3 9X 18-24 camamumm 22 . 8%

18-249 = 3 4%

25-34 cmmm 12.7%

35-49 wmme 11 .3%

45-54 commm— 33 6%
S5+ o 38 4%
12+ TOTAL 29,288
Mins/Day Listened 82
Turnover: 13,2

12-17 cmmmn1S.8%

35-44 w13 B%
45-S4 = 4 SX
S5+ = 2. 8%

AGE WRQAX-FM :R Turnover: 15,9 — WHUR-FM :B (3 WMZQ-FM :C AGE WTOP-AM :N
1217 e 27 0% 12-17 = 7 5% 12-17 4 1.2% vy
18-24 33 7% 18-24 32 X 18-24 cmmmem 16 8% 18-24 @ 2 4%

25-34 cmmmm—28 1%
35-44 == 7. 0%
45-54 m 3.7%

S5+ .+ B 4x%

12+ TOTAL 27,088

Mins/Day Listened n
Turnover: 15,3

12+ TOTAL 26,100
Mins/Day Listened 66

12+ TOTAL 24.600

WPGC~-FM :R
1217 23 0%
18-24 e 30 7%
25-34 cmmmm—28 4%

18-24 e 35 8%
25-34 w30 . 5X

AGE WWDC~FM :AOR
1217 on——38. 0%
18-24 enme——— 38 8%
25-34 wam——2i . 6X
35-444 1 2%

45-54., 0 8%
5SS+ + B 4%
12+ TOTAL 24,500

AGE

SS+

Mins/Day Listened: 68
Turnover: 1 5.8

25-34 em— G0 . 5%
35-44 cmmm—20 9%

45-54 =m 8 7%

S5+ = 2.9%

12+ TOTAL 28,680

Mins/Day Listened: 78
Turnover: 13.8

SS+

Mins/Day Listened: 68

25-34 comm—emm—m 32 . 6%
35-44 comme 18 2%
45-54 == 7 8%

S5+ o 2 1%

12+ TOTAL 18,7@@

Mins/Day Listened: 61
Turnover 17.7

SS+

1217 o—i18.7%

18-29 e—S4 . 4%
25-34 cmmm—22 0%

35-44 m 4.4%

45-54 ., @.5X%

' B.0X

t2+ TOTAL 18,280

Mins/Day Listened 68
Turnover: 15,9

WAVA-FM :AOR AGE WOOK~FM :B
1217 e 21 . 3%
18-24 34.7%

25-34 wmmm 18 .5%
35-44 am 8.3%
45-54 mumem 15 5%

— O 1 . Q%

12+ TOTAL 18,1080

Mins/Day Listened 85
Turnover: 12,7

25-34 ammm—17.3%
35-44 ermm—25 6%
45-54 commmmme21 4%
—— 1S SX
12+ TOTAL 16,800

Mins/Day Listened 97
Turnover 11,2

25-34 ensmmm—28 . 0%
35-44 ma 8 7X
45-54 = 7 .3X%

S5+ = 2.0X%

12+ TOTAL 15,880
Minsg/Day Listened: 59
Turnover: 1 8,3

25739 um— 1 . QX
35~44 wmmm 13 4%

45-54 amm 9 .4X

S5+ a 2.7X%

12+ TOTAL 14,900

Mins/Day Listened 69
Turnover: 15.7

25-34 wmwm 11 1X
35-44 amm {1 9%
45-54 amme11.9%
554+ ee—7 . OX

12+ TOTAL 12,608

Mins/Day Listened 52
Turnover 20.8

s Share Trends
AC
)5 2 21 WEZR-FM 1.2 WUST-AM 1.1 WGAY-AM 0.9 WPGC-AM®M) o.h
. Persons 1 I Mon-Sun BAM-Mid 22 wwC-AM 1.0 WPGC-AM 1.0 WWOC-AM 0.5 WEAM-aM®® 0.9
23 WPGC-AM 0.9 WOL -AM 1.0 WOL -AM 0.3 WHF SFMA) 0.8
158 POP(OO) . 252 50 24 WKX-FM 0.9 WGAY-AM 0.9 WEAM-AM 0.7 wuST-Am®LI 0 7
R 25 WEAM-AM 0.5 WWDC-AM 0.8 WGMS-AM 0.7 WGMS-AM(CL 0,7
" 55 wrvmsf_:: 1.8 WGMS-AM 0.6 WPGC-AM 0.7 WL -AM® 0.7
; - 7 - 0.6 WEAM-AM . - WWDC -
AOR Spring 80 Fall '80 Winter 81 Spring '81 e R et g : WUST-AM 0.6 oc :::; '.‘.2
P ————— -~ - - = .
12 2 29 WLIF-FM 0.3 WIYY-FM 0.4 WIYYFMAL 0.3
BM ] WMAL-AM  10.7 WMAL-AM 10,9 WMAL-AM 11,1 WMAL-AVIAC}8.6 30 WFAX-AM 0.3 WSMD-AM 0.1
——— 2 WROX-FM 7.4 WGAY-FM 8.2 WRQX-FM  K.6 WGAY-Fv@M 7.1 31 WXTR-FM 0.3
3 WPGC-FM 7.5 MRQX-FM 7.2 WGAY-FM 8.0 WRX-FWM 6.6 32 WSMD-AM 0.2
MISC. 4 WKYS-FM 6.2 WKYS-FM 7,0 #KYS-FM 6.9 WPGC-FVMm 6.4
Q9 3 5 WGAY-FM  S.6 WPGC-FM 6.7 WASH-FM 6.3 WKYS-Fvm 6.0
c 5 WASH-FM 4.9 WASH-FY4 6.2 WHUR-FM 5.1 WWDC-FMA} 6.0 .
— 7 WAVA-FM 4.5 WRC -AM 5.8 WPGC-FM 4.8 WASH-FMWAC}5.0 Demo a hlc
B WTOP-AM 4.2 WHUR-FM 4.7 #RC -AM 4.1 WHURFY® 4.6
T 0 WOOK=FM 4.1 WTOP-AM 1.5 WMZQ-FM 3.6 WAVA-FMA) 4.5
—_4 4 10 WHUR-EM 3.8 WODK-FM 3.5 WAVA-FM 3.5 #RC -AMM 4.4
11 WRC -AM 3.8 WAVA-FM 1.5 WOOK-FM 3.2 WMZQ-FM(O 4.1
N - d
— 12 WAZQ-FM 1.7 WWDC-FM 2.7 WWDC-FM 3.1 WOOK-FW® 3.7 Adults 18-34 Adults 25-64
13 NJMDFYM 3.6 WMZQFM 2.6 WIOP-AM 3.0 W/MD-FMACI3 6 Mon-Sun 86AM-Mid Mon-Sun 8AM-Mid
CL 14 MWDC-FM 3.0 NJMD-FM 2.1 WEZR-FM 2.8 WTOP-AM™ 3.1 M F M F
—3 e 15 WOMS-FM 2.3 WKX-FM 2.3 WIMDFW 2.4 WWKX-FMO) 2.5
RL 16 WYCB-AM 2.2 WGMS~FM 2,1 WGMS-FM 2.2 WEZR-FM®M)7 4 .
- 17 WOL -AM 1.4 WEZRFW 1.8 #VKX-FM 2.2 WGMS-FM(CLI 2.1 1 WWDC-FM 1 WPGC-FM 1 WMAL-AM 1 WMAL-AM
18 WUST-AM 1.3 WPKX-AM 1.5 WPKX-AM 2.0 WPKX-AM(©) 1.6
BB 19 MES-FM 1.3 WYCB-AM 1,4 - CB-AM 1.6 WYCB-AMML 1.3 2 ¥RQX-FM 2 WKYS-FM 2 WASH-FM 2 WGAY-FM
s 9 20 WPKX-AM 1.3 WHFS—FW™ 1.2 whe SFM 1.1 WGAY-AM®M}1.2 3 WAVA-FM 3 WRQX—FM 3 “MZQ—FM 3 WASH-FM
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Take Torbet Radio
to the NRBA

Come visit us at our suite at

THE FONTAINEBLEU HILTON
Presidential Suite D, 14th floor

sunday-Tuesday 5 PM.—8 PM.




SUNDAY MONDAY TUESDAY WEDNESDAY

Sept. 13th Sept.14th Sept. 15th Sept. 16th
Bkfst Bkfst Bkfst Bkfst
9 9 9 9
10 10 10 10
11 11 11 11
Lunch Lunch Lunch Lunch
2 2 2 2
3 3 3 3
4 4 4 4
5 5 5 5
6 6 6 6
Dinner Dinner Dinner Dinner
NOTES NOTES NOTES NOTES
: bt P - (71
%2 7’ ?M,;M LD W forr
Ha F
X
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HE ARBITKON COMPANY y -t ©1981 THE ARBITRON COMPANY.
orqolgamConr@ny .
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e A
It's a jungle out there. . .filled with all sorts of ferocious beasts You could ge(‘ost

For a professional guide call your N Representative.
ARBITRON e



THE
SATELLITE

MUSIC
PROGRAMMIN

COMING SOON FROM IYEleXz¥a)6) RISES

CONTACT: DAVID POLLEI AT THE NRBA, SUITE 1562-63 FONTAINEBLEAU HILTON, MIAMI BEACH, SEPTEMBER 13-1






