
val) address thereafter on its physi- 
cal city block was surveyed. Cluster 
sampling allowed The Pulse to con- 
duct interviews at fairly low cost. 
And, the firm claimed that given the 
number of clusters surveyed in a 

market, its sample was as reliable as 

one selected on a totally random 
basis. 

The Pulse contributed a new fea- 
ture to the ratings report itself -demo- 
graphics, in about 1960. At first, the 
demos were limited to men & 

women 18+ and teens only. 

The Pulse shut its doors in 1978, 

after a quarter- century in business. 
During its final gasps of life, rumors 
were rampant that many of its inner - 
city interviewers were making up lis- 

tening information rather than risk 

trying to conduct the survey. 

Enter ARB, across the 
Canadian border 

Although American Research Bu- 
reau (then known as ARB; now, as 
Arbitron) was founded in 1949, it 

wasn't until 1964 that it surveyed 
radio listeners. RKO General com- 
missioned ARB to conduct a special 
radio survey in Detroit. According to 
the author's understanding, RKO's 
CKLW Windsor, Ontario, as a Ca- 
nadian station, had to meet ex- 
tremely high minimum reporting 
standards for The Pulse, and often 
didn't show in that service. 

According to a conversation I had 

with Arbitron's founder, Jim Seiler, in 

the late 70s (when I worked for 
Seiler at Media Statistics), RKO was 
so pleased with the survey that it 

pushed for support from Detroit Area 
Broadcasters and from broadcast- 
ers in each RKO market. 

That put Arbitron in a bind. It sim- 
ply was not equipped to conduct 
regular radio listening surveys. But 
nearby, someone was; someone 
ARB knew and who knew ARB: Jim 
Seiler. Seiler, with partner John Lan- 
dreth and other ex -ARB managers, 

had established Media Statistics, 
Inc. (Mediiastat) just months earlier 
and had started a diary-based ma- 
jor- market radio ratings service. In 

1965, according to interviews with 
Seiler, ARB purchased that service 
and Mediastat immediately began 
surveying small (otherwise non- 
rated) markets via telephone recall. 
By 1972, ARB was radio's primary 
ratings service. ARB was the king, 
but the king's rule soon would be 

challenged. 

An informal history of radio 
ratings, part Il 

By 1972, radio ratings had 

reached a new stability -and a new 
pecking order. American Research 
Bureau, soon to become Arbitron, 
was the new leader, replacing the 
fading Pulse as the audience meas- 
urement service relied upon by ma- 

jor agencies, and therefore, by radio. 
However, Arbitron had no time to 
become complacent. New competi- 
tors soon would arise. 

A new challenger from old 
hands 

In 1975, Mediastat, which had cre- 
ated the service that became Arbi- 
tron radio ratings, re- entered 
major- market surveying with its 

monthly Mediatrend service. Medi- 
astats braintrust, Seiler and Lan- 
dreth, recognized that Hooper was 
dead and The Pulse, in trouble. 
They saw an opportunity to do a 

bare -bones survey designed from 
the ground up to supplement, rather 
than replace, ARB. In most markets, 
500 telephone -recall interviews 
(taken Monday -Friday) yielded ba- 
sic aqh (average quarter -hour) and 
cume persons estimates. Media - 
trend had several good points: it was 
cheap; it was a pretty effective pro- 
gramming tool for the time; and 
some able souls actually used it to 
sell time. 

At the same time, PD's Todd Wal- 
lace of KUPD Phoenix and his Radio 
Index and Jack McCoy (then of 

KCBQ San Diego; later of Unidyne) 
and his RAM Research made in- 

tense, but short- lived, attempts to 
roll out their surveys nationally. RAM 
was the more successful but, from 
all reports, McCoy lost money and 
sold out to investors who quickly 
pulled the plug. 

Another ambitious attempt of the 
mid -70s was an LA -based service 
The Source, which collected both 
listening & qualitative data. Although 
The Source was well thought of by 
many stations who used it, the serv- 
ice suffered the same ills of many 
would -be "Arbitron alternatives:" 
too little acceptance by agencies & 

advertisers and too little capital. 

Along came Birch 
About 1978, the PD of Storz' 

KOMA Oklahoma City (later, PD of 
that chain's WQAM Miami) -a guy 
named Tom Birch -started using a 

Radio Shack home computer to 
tabulate the results from his in- 
house surveys. To offset costs, he 

offered his surveys to other local 
stations at a low price. Fairly soon, 
the Birch reports were hard on the 
heels of Mediatrend. In fact, Tom 
Birch told RBR that often when Me- 
diatrend left a market (for lack of 
financial support), Birch would move 
in, offering similar data at a lower 
cost. 

And, as Birch began to expand, 
two other firms made their moves 
against Arbitron. The first was 
Audits & Surveys, whose TRAC -7 

(Telephone Recall Audience Collec- 
tion over 7 days), although strongly 
supported by the RAB and its then - 
president, Miles David, really didn't 
get too far. A test of the original, 
heavily computer- assisted TRAC -7 

methodology showed it didn't work 
up to expectations. A redesign was, 
virtually, stillborn. 

The Burke Challenge 
The second company, Burke Mar- 

keting Research, had built a stellar 
reputation as market research firm 
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