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OUT OF THE STUDIO.
ON THE SCENE.

SPM EST Hourly Newscast, March 1, 1983

“There may never have been anything quite like it
here. A square mile of south central Los Angeles
has been devastated by a violent tornado which
ripped roofs from houses and businesses and left
scores of people homeless. The streets are littered
with glass and debris, and trucks and cars are
strewn about as though picked up and dropped by
some giant hand. In front of some shattered homes,
People stand and just stare while others load their
belongings into trucks and cars and look for new
shelter”

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

unique sound of NBC Radio News.

Not content to just report the story, NBC News goes to where

the story is, anchoring newscasts live. We cover significant,

history-making events in ways that are relevant to your b

audience.

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

feeds than anyone else.

We always take the story—big or small—and bring it “home”
for your listeners. ; 1

NBC
Radio
Network

For stations committed to news.




KATZ
RADIO

People Make The Difference

E¢

Katz Radio. The best.

World Radio Histo
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Beautiful Music inventors
are forced back to the

1
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The Birch Report
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Birch Radio's profits soar
even though ad agencies

New feature: Birch rat-
ings, Qualitative data and
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Doub day to laun

program on

new rock

“Rock USA” explodes onto radio,
ignited by the power of two industry giants.
Mutual — the leader in broadcast technol-
ogy — has joined forces with Doubleday
— the country largest rock station group
to bring you an eclectic, electric mix of
music, news and information that’ going
to rock your radio.

Every week, available live via satel-
lite, Rock USA's "Ted Cannarozzi takes
listeners behind the scenes to meet the
hottest stars; up the charts to hear the hits
— as tallied by “Friday Morning Quarter-
back Album Report” — and down a roll call
of classics to relive rock ‘'n’ roll history.

The same success formula that’s worked
wonders for Doubleday is built right into

the hottest
107

Rock USA. Now, Rock USA is ready to filf
radio stations with devoted rock fans.
And give advertisers a coast-to-coast
following of listeners who spend as f
well as rock. Rock USA! Mutual’s 4
exclusive satellite multicasting
and Doubleday’s successful
track record make it possible:
And now you can get it;

but only from Mutual —

the one full-service
network. For Rock

USA —the hottest,
new rock maga-
zine to hit radie

— the answer

is Mutual.



Only 10
Radio Stations In America

can take advantage of the
most outstanding

research/consulting
package ever offered . . . .

Only 10
Radio Stations In America

Only 10.

A Perfect Package of Personalized Services —

Focus Groups
Music Testing
Telephone Studies
And Full Service Consulting

Is being offered now at a special price for
10 Very Special Radio Stations.

When You Demand Full Attention,
Quality Service and

RESULTS . ..

Call Us. (303) 989-9980

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

g C(_ SURREY COMMUNICATIONS RESEARCH, INC.
Union Commons SBuilding. Suite 270 66 South Van Gordon

Oenver. Colorado 80228 Telephone (3C3) 889-8980



How towinthe
radio paper chase

MAPS maps more for you!

For a business that deals exclusively in sound, a radio
station generates an uncommmonly high volume of paper-
work. Some managers are so wrapped up in the paper
chase, theres little time for the main thing: Reaching

a big, responsive audience and earning a profit at it.

Cetec MAPS puts all that paper in its place, memorizes
it, makes multiple analyses, and gives you just the timely
data you need for timely control of Management,
Accounting, Programming, and Sales

MAPS means more for staion man-
agement—much more than any
clerical scheme or off-the-shelf
general business grab-bag.

Isn't it time you talked to Cetec?}

IMAPS from Cetec

Call Jerry Clements today: (805) 684-7686
Cetec Broadcast Group 1110 Mark Avenue, Carpinteria, CA 93013

Radio Only

EDITOR AND PUBLISHER
JERRY DEL COLLIANO

MANAGING EDITOR
CECILIA CAPUZZI

VICE PRESIDENT/SALES
JIM CARNEGIE

ASSISTANT TO THE PUBLISHER
AUDREY RUDINOFF

CONTRIBUTING EDITORS
MARY ANN LARKIN
JIM SMITH
MAURIE WEBSTER
BILL CHECK. MUTUAL

RADIO ACROSS THE USA EDITOR
DOTTIE DAILY

DATA COLLECTION & PROCESSING
THE RESEARCH GROUP

DESIGN
CHARLES LEIPHAM

PHOTOGRAPHY
ROBERT JACKSON

CIRCULATION
GERALD V. DEL COLLIANO

SUBSCRIPTIONS
REGINA PEYRE-FERRY

COUNSEL
MALCOLM PIERCE ROSENBERG. ESQ

ART/PRODUCTION
JOANN LEIPHAM
JENNIFER WILSON
ROBERT SEND
HOLLY WICKLAND
ELLEN JOHNSTONE
DEBBIE NEUMANN
AL KUEPFER
RALPH KEITH
GEOFF MORSE
ED SUMNER
ED BROWN
RICK EVANS

PRINTING
LITTLE TRAVERSE PRINTING
PETOSKEY, M

EDITORIAL &
ADVERTISING OFFICES
RADIO ONLY
EXECUTIVE MEWS
1930 E MARLTON PIKE, SUITE C-18
CHERRY HILL. NJ 08003
(609) 424-6800



- PUBLISHER'SLETTER

Deregulation is Failing Radio

I have always counted
myself as one who would
have been happy to see the
government get out of ra-
dio, so when deregulation
became more than just an
illusion, I greeted it with
enthusiasm. Today, how-
ever, I am sad to confess that

Publisher Jerry Del Colliano

The best way the govern-
ment can help radio broad-
casters is to do things which
will aid us in being better
broadcasters. That includes
making a profit, hut isn’t
limited to it. The FCC
should set standards in the
areas which will require that
licensees are responsible.

I don't fcel the same way.

There’s no doubt in my mind that the FCC
doesn’t belong in programming. It has no right
to tell us how much of anything we must run
on-air to get or retain the valuable license
radio executives covet. And, there’s no doubt
that long, complicated forms to argue our
cases for license renewal are an unnecessary
waste of radio’s financial resources and peo-
ple, as well as a waste to taxpayers.

But just as deregulation has not helped the
airline industry approach Utopia, it isn’t
lielping radio (or all of broadcasting) get there
either. As I said, this is not a thing I like to
admit. On the surface it smacks of anti-radio,
but when it is thought through, radio would
be better served by an FCC which gets off our
backs, but not out of our lives entirely.

Just as children need parameters for their
successful psychological growth, we as radio
broadcasters need some leadership from “Big
Daddy FCC.” Notice I did not say “Big Brother
FCC.” Mark Fowler is a nice guy, but he has
been as effective as Ronald Reagan with his
“let the marketplace decide” policies.

It occurs to me that the Wiley Commission
was too restrictive. It doesn’t service the pub-
lic interest when a radio station promises to
run six hours of news programming a week
and some program director hides most of it
on the all-night show. That’s the regulation.

And it occurs to me that any time the radio
industry is told that the marketplace will de-
cide which, if any, AM stereo system will
become the standard, it throws the industry
into turmoil. It jeopardizes something that
AM radio so badly needs while an apathetic
audience becomes even more disinterested in
this exciting new technology. That’s not de-
regulation. It’s irresponsibility.

That doesn’t mean that every station must
carry farm news or lots of regular news. It does
mean that every station holding a valuable
window to the airwaves must act responsibly.

Radio broadcasters deserve long license pe-
riods, but must be held accountable for being
good broadcasters. Most radio groups and sta-
tions qualify as good broadcasters year after
year, so the only ones that need worry are the
ones which are not putting their listeners’ in-
terests ahead of their own.

And the radio industry needs a Commission
that has the guts to say to teuding equipment
manufacturers “enough is enough.” Study it.
Think about it, but decide on which AM stereo
system is going to be the standard. Some man-
ufacturers will cry, but the radio industry and
its listeners will benefit. By the time AM stereo
is a reality (when you can buy it at a competitive
price}, AM will have suffered through too many
more years of disadvantages at the hands of FM.

When the FCC was established, it was de-
signed to keep radio stations on their frequen-
cies. That is relatively easy today, but its 1984
purpose could be as simple. How about letting
the FCC make order out of chaos so both sta-
tions and listeners benefit?

This will take some courage. It takes a de-
parture from “letting the marketplace decide”
what the Commission really should decide.
And, it does not mean a return to the restric-
tive ‘“Big Brother’ tactics of previous
Commissions.

What it means is the old way was no good
and the new deregulation is not much better.
One doesn’t have to be a genius to know that
something different is needed.

I just happen to be one who thinks that
something different is needed now.
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Sandusky Radio congratulates the staff and management of KLSI |
and KWFM on their superior performance in the Fall ‘82 Arbitron. |

Source - 1982 Fall Arbitron Metro
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Stormy Weather
Thank you for the fine piece of
fiction on Weather Services.
Meteorologist Joe Zona has been
working for MEDIA WEATHER,
not METRO WEATHER since
1958. If he is moonlighting with
METRO, I'm sure his boss would

like to find out.

Bill Fawcett
News Director
WBTX
Broadway, VA

All private weather services re-
ceive data from govemment sources,
including the National Weather
Service, but this is where the simi-
larity ends. How that data and in-
formation is interpreted and trans-
formed into a final weather fore-
cast makes the critical difference
among weather services. The asser-
tion that radio executives just
don’t see the real world is dribble.
They know the value of private
weather services.
Joel N. Meyers, Ph.D.
President
Accu-Weather, Inc.
State College, PA

High Regards
My compliments on an excellent
publication, beautifully planned
and presented. As former business
manager of Broadcasting and pub-
lisher of Sponsor, 'm high on
radio. Congratulations on your
high standards, as evidenced by
your publisher’s letter.
Norman Glenn
Chairman

LETTERS

Decisions Publications, Inc.
New York, NY

Seeing Red

“What'’s the difference between a
Black 18-24-year-old and a White
18-24-year-old male?”: Males 18-
24 years old have been just as bad
in returning diaries and participat-
ing in Arbitron surveys as Blacks.
Male-oriented Top 40 stations and
album rock stations have suffered
by this lack of DST for males 18-

24. Blacks, Whites and Hispanics |
should be treated equally...even |

in research.

Dwight Douglas
Burkhari/Abrams/Michaels/
Douglas and Associates, Inc.

Atlanta, GA

Daytime Believer

I was impressed with “The Folly of
AM Stereo.” However, you should
have included another important
fact: that the word “daytime” is
tacked on to a lot of AM stations.
AM stereo will make little differ-
ence in putting AM in contention
with FM as long as there are AM

stations that sign off at sunset.
Wilbur Heath
News Director
WVOH
Hazelhurst, GA

Hot Head

Wow! With friends like you, who
needs enemies? One could con-
clude from your tirade that all AM
owners should stick their heads in
the oven, and that you just can’t
wait to change the name of your

| magazine to “FM RADIO ONLY.”
Tony Fernandez

WKXY

Sarasota, FL

“Last of the Red Hot Jingles”

| points out shortcomings of some
jingle companies, but you have
| unfairly lumped them all together.
| If it were true that JAM “lacks
| creative foresight,” why are JAM
| jingles heard on the majority of
winning radio stations? JAM’s
reputation is that a jingle will
sound like the demo, and if you are
not satisfied, JAM will correct it
even if they lose money in the deal.
Keith Mason

Operations Manager

Sangamon Broadcasting
Danville, IL

It is curious that Bill Stakelin is
considered a rising industry leader,
yet you print that “he likes poli-
| tics probably more than he likes
the radio industry”. How did Bill
garner the support to be picked by
| his peers to be included in your
select list, unless his talents and
energy were spent growing and
succeeding with radio? Bill Stakelin
has never sought any political
office outside of broadcasting.
; Shaun Sheehan
Senior Vice President
| NAB
, Washington, D.C.
|
| Your profile of Metromedia caught
i me by surprise. RADIO ONLY'S
frankness impresses me. Having
| spent six years at WASH during its
' heyday, I share your analysis and
| feel that an important lesson for
industry managers has been identi-
I fied. None of our policies are sacred
cows cast in stone. To believe that
| we have created the “perfect sta-
tion” with the “perfect staff,”
image and format is to deceive our-
selves into industrial suicide.
Ed Rodriquez
General Manager
WXAM
Charlottesville, VA

l

Address letters to RADIO ONLY,
1930 East Marlton Pike, Suite C-13,

Cherry Hill, NJ 08003.
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No television.
No cable.

No records.

Now radio executives don’t have to pour over
trade publications that cater to their competition
only to come away disappointed that radio news
coverage is not equal.

Now, there’s RADIO ONLY, the industry’s only
monthly newsmagazine.

It’s the only one that covers radio’s nine most
important topics.

The only one that devotes the entire magazine to
covering radio. Organizes it and presents it in
quick-read format.

RADIO ONLY is the only full-color monthly
magazine (even the TV, record, and cable
publications are not 100% full-color!).

It’s the only one that reaches an estimated 25,000
radio readers every month.

The only one that is consistently saved for future
reference and not discarded on a receptionist’s desk
or lost in a crowded file cabinet.

RADIO ONLY’s gutsy format, accuracy, and
readability make it a must for the busy executive.

Even the radio ads are interesting and relevant
(and readers can get FREE information from any of
our advertisers without further obligation, if they
wish).

RADIO ONLY. Now only $25 for one year. Six-
month trial subscriptions only $12.50.

Call today to start your subscription (VISA and
MASTERCARD accepted). Dial (609) 424-6800.

Advertisers may inquire about
future issues at (609) 424-6800.

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



UP-TO-THE-MINUTE

[

RKO’s Remote Chance

RKO still has one last hope of retaining its radio
chain. Competing applicants have until May 12th to
file with the FCC. Then the Commission has prom-
ised to rule on whether RKO’s parent, General Tire,
is qualified to hold FCC licenses. It’s no guarantee,
but if deemed qualified, RKO could have a chance for
competing for its own licenses.

Bumming A List

Startling revelation from the tobacco industry.
One major group president was approached to sell
its 18-34-year-old list of names used for music
research to a tobacco company. Going price: $1.60
per name.

LIN Seeks A Flagship

WVNJ AM/FM, Newark, NJ owner Herbie
Saltzman stands to make plenty on the desire of
large companies to buy a station in the Big Apple.
No other New York stations are on the block,so
Newark is closc enough. Dick Verne’s LIN Broad-
casting has offered $8 million for WVN]J-FM. Lotus
Coummunications is seeking the AM for a Spanish
outlet, but would have to sell one of their present
seven AMers. LIN apparently needs a New York
flagship. Saltzman doesn't.

Heftel Stations On-the-Block Again

Cecil Heftel is settling outstanding debts at a
record pace. He’s also looking to unload WIKS/
WEFBQ, Indianapolis. Tom Embrescia is supposedly
eying WIKS-FM to go along with recently obtained
WIFE-AM there. Heftel’s WLUP-FM, Chicago may
be next station for sale as Cecil Heftel exits broad-
casting for the second time.

Beautiful Music Test Results

Pioneer syndicator Jim Schulke after CMT Music
research was done on SRP’s entire library: “Forty
to fifty percent flunked.” Now, only tested music
winners are on-air at Schulke stations. (See Rein-
venting Beautiful Music article on page 16.)

GE Overpriced?

General Electric isn’t anxious to sell off its entire
radio group. Don’t expect tg hear about new buyers
soon. GE is asking for a whopping $20 million at
KOA/KOAQ, Denver; $10-14 million for WJIB-FM,
Boston (profitable WXKS-FM there got $14 million);
$7 million for KFOG-FM, San Francisco; $8 million
for WGY/WGFM, Schenectady; $9 million for WSIX
AM/FM, Nashville. Gulf Broadcasting is interested
in paying $20 million for the Denver stations where
the Mile High City’s price remains sky high. Gulf
may be looking to sell off its medium market sta-
tions to upgrade for large ones.

Shamrock’s Lucky Day

New Radio President Bill Clark seems intent on
selling off KXRL, Little Rock and WBOK, New
Orleans. Both are AM facilities. Both are priced
right for some lucky buyer under $1 million per
station. Company could be kicking tires or could
be seriously looking at Boston (GE’s WJIB), Hous-
ton, Los Angeles and Chicago. Shamrock owns TM
Companies, WFOX, Gainesville; KMGC, Dallas;
KDUL, Kansas City.

FCC To Stay Out Of Rep Industry

The present FCC reaffirmed its reluctance to get
into any controversy that might mean more regula-
tion. It dismissed Blair Radio’s petition against
McGavren Guild which allegedly offered advertis-
ers combined rates on separately owned stations in
the same market. Ralph Guild has been buying rep
firms like they have been going out of business.
Some have. Now that the FCC ruled, look for Blair
to get very competitive on the same basis if neces-

sary.

Infinity Ad Infinitum

Infinity’s $8 million offer to buy KCBQ AM/FM,
San Diego from Charter apparently beat Charter
President John Bayliss and investors in their bid.
Rumors had Bayliss and longtime associate Karl
Eller as doing a joint venture. Bayliss owns two
stations in nearby Santa Maria, CA, and is likely to
make another bid on radio stations most likely
without Eller.

Surrey Spins Off Milwaukee

Surrey finally spun off WMIL/WOKY, Milwaukee
which it picked up along with KYKY-FM, St. Louis
(formerly KSLQ) in a deal with Charter. The buyer:
Boise, Idaho-based Sundance Broadcasting for $5
million. Look for Surrey to keep KYKY along with
its stations in Tucson and Oklahoma City.

New Music Untested

The new music craze affecting some album rock
stations is largely untested for lasting results.
Nevertheless, stations seem anxious to switch from
ailing album rock formats. Early results show
mostly teens. Teens do not a radio station make
these days.

What’s the new Sebastian Format?

Prematurely-retired albumrock program consult-
ant John Sebastian is getting ready to debut his
new upper demographic music format on July 1.
It’s likely to be an album rock derivative and Heftel-
owned WLUP-FM, Chicago may be among the first
stations to go with it.

RADIO ONLY/APRIL 1983
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UP-TO-THE-MINUTE |

Black & White Shakeup Coming

Ethnic is in. Lotus rep drops 175 white stations
to concentrate on 50 more profitable Spanish sta-
tions. White stations accounted for only one-third
of their revenue. The big reps control the major
white stations. Smaller reps must specialize to sur-
vive. So-called urban contemporary formats con-
tinue to spring up in ethnic markets. LIN’s WUSL-
FM, Philadelphia is into its second rating book
using a compatible white hit list with black music.
Successful cthnic stations in Houston, New York,
Boston and Washington inspire this new breed of
hit radio.

New York’s Talk of the Town

ABC wishes its talk station WABC-AM got as
much publicity as trade industry whispers that it
is ready to return to music if the ratings don’t
improve soon. ABC insisted on going talk even
though WOR-AM and WMCA-AM had the market
to themselves and WINS and WCBS were success-
fully running all-news. Speculation has Gerry Cagle
going from KFRC-AM, San Francisco to WABC. It
will take a resourceful programmer to rebuild the
station Mike Joseph started and Rick Sklar con-
tinued.

Satellite Network Dockings Ahead

Don’t be surprised if Transtar network merges
with another satellite network in the near future.

| Transtar and Satellite Music Network already

merged sales forces using Katz Radio to market the
230 on-paper clients. Network competition is
tougher than ever especially for networks without
adequate national penetration.

Mutual Can Dish It Out

Mutual commits to spending an additional $2
million for affiliate satellite conversion. President
Marty Rubenstein has already spent $10 million to
put modern technology in the hands of Mutual
stations. By contrast ABC is forcing its affiliates to
take it—that is to buy their own dishes. While no
ABC affiliates seem anxious to switch networks,
Mutual is clearly acting like it’s number one and
the much wealthier ABC is”standby” by watching.

Radio Profits Not Insured By FDIC

That’s one thing they have in common with
money market funds. The other is the startling fact
that radio station carnings are on par with money
market funds. Radio profits have been dropping
consistently for the past five years.

Did NBC'’s Peacock Peak Too Soon?
NBC still hasn’t officially purchased WBOS, Bos-

ton for the reported $5 million asking price. Radio

12 RADIO ONLY/APRIL 1983

President Mike Eskridge seems to have won more
serious corporate commitment for expansion to the
full seven compliment FM group than any of his
predecessors. Even if the WBOS deal blows up, NBC

seems serious now about expansion under Eskridge.

Korean King Kahn

Leonard Kahn recently completed a deal through
his Hazeltine Corporation which will allow Korean-
based Samsung Electronics to produce receivers for
the Kahn/Hazeltine AM stereo system. Giant Sam-
sung (over $6 billion per year in sales) will begin
marketing their AM stereo radios in the United
States later this year.

Arbitron’s Latest ADI Idea

Now Arbitron is considering a new ADI which
would be called Radio Area of Dominant Influence
Only (nicknamed RADIO). Arbitron would define
radio markets within cxisting ADI’s (used as a com-
parison with TV stations). Arbitron would then
offer radio clients Metro Area, Total Area, RADIO,
and ADI. Rationale: The Metro Area is fine for local
sclling, but something else is necded for national
selling.

Co-op Increasing

Radio’s share of co-op money is on the increase
in all areas except toys,according to figures relcased
by Pinpoint Marketing, Inc. Newspapers garner
about 50 percent of all co-op money out of $100
million available to all media during the year.

Play Ball or Else

CBS Radio Network will be paying about 12.5
percent more ($2 million to $2.25) to carry Major
Leaguc Baseball this season. New network rights
contracts are expected to be negotiated for 1984
which will substantively hike what networks will
have to pay if they want to continue to carry pro
bascball. CBS had significant rating gains for the
All-Star Game and World Series last year. CBS
Research also shows continuing increases in
women listencrs for CBS sports.

Unconventional

The NAB Annual Convention (this year in Las
Vegas) is not only the largest of its kind in the
industry, but one of the biggest gatherings of a trade
organization in the country. A Research Group
study conducted for RADIO ONLY a year ago gave
the NAB excellent marks for how it runs the con-
vention. But a little known statistic is how few
radio executives actually attend the annual conven-
tion. Just weeks prior to this year’s, NAB reported
about 3,000 convention-goers as radio registrants.

—By Jerry Del Colliano

=
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OUR STATIONS
GOTA BIG RISE OUT
OF USLAST YEAR.

WE BOOSTED THEIR AUDIENCE 36%
DURING TALKNET HOURS.

In just one year, 125 stations have plugged into Talknet, our unique /
call-in programming service featuring Bruce Williams and Sally Jessy _
Raphael weeknights and Bernard Meltzer and Dr. Harvey Ruben 7
weekends. Results? During the hours that Talknet is carried, affiliates
enjoyed an average increase of 36% in average quarter hour audience! y
It's happening in big markets (we're heard in 39 out of the top 50),
small markets and markets in between. And you know what
good nighttime numbers can do for morming shares. It you're not yet
on board, call Meddy Woodyard at (212) 664-4745.

FROM NBC RADIO

MM S 6w 700 %00 00 100 M0 o0 ke

B e o T B N L L Ty F——————

M B9 50 52 54 36 86 100 102 104 106 106 MKz

‘Source: NBC Estimate for measurable stations, based on Arbitron Ratings/Radio,
Fall, 1982 vs. Fall, 1981, AQH, Persons 12 +, Time periods various.



| RADISONALITIES _ |

| Traci Burkhart and Dwight Douglas

| Little did programmer
| Dwight Douglas realize
that when he joined Burk-
hart/Abrams he would not
| only be marrying his job,
but the boss’s daughter.
| Kent Burkhart's daughter

Traci and Douglas were
married February 5 in At-
lanta. It was off to Hawaii,
then right back to B/A
where Traci is president of
Burkhart’s Focus Research
Company.

| WWMN Program Director Linda Lanci

14 RADIO ONLY/APRIL 1983

it's rare when a man
and his son work in the
same industry, let alone
share the same goal, but
Metromedia’s KHOW-
AM, Decnver General
Manager Sam Sherwood
resigned recently to buy
a radio station with his
son, Tim Kelly. Kelly re-

cently left Heftel's
WLUP, Chicago. To-
gether they set their

sights on Lincoln, NE.

WJOK, Gaithershurg,
MD owner Robert Cob-
bins has ordered a 24-

hour comedy format on |

|
Someday WWMN,
Flint PD Linda Lanci
hopes her station will be
equal—that a man will
be just as accepted in
| morning drive on her all-
| women radio
' GM Peter Cavanaugh be-
| came a believer quickly

station. |

when his daytimer’s re- |

ligion format began to
fade in the recession.
Programming

features |

are aimed at women, but |

the station claims 40 per-
cent of the listeners are

| male. But 40 percent of |

| 0.3 means WWMN has
| 7along way to go, baby!”

his suburban Washing- |
ton station and he hopes |
to have the last laugh. | The new WASH-FM,
Cobbins claims WJOK is | Washington Program Di-
the first full-time com- | rector Bill Tanner has
edy station in the nation. | been on the elite “Most
He also claims to have | Wanted” list for years,
sold a half million dollars | but he would never leave

worth of advertising
even before the new for-
mat went on the air
(which may be the
biggest joke of all). It’s
George Carlin, Flip Wil-
son, Rodney Dangerfield
and djs spinning their
yuks. Cobbins, of course,
would love to laugh all
the way to the bank.

l south  Florida {and
| WHYI-FM) for the cold
north. Metromedia lured
|him away with a
$150,000 salary and
perks. He’s most likely
| headed for bigger duties
with Metromedia. His
credits include keeping
| WHYI’s rock format on
| top for the entire time he

WWMN General Manager Peter Cavanaugh
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| Bill Tanner, WASH-FM PD

| was PD and his refer-
| ences include Norman
Wain and Cecil Heftel,
which explains why he

| . .
canname his price today.

If New York Yankee’s
owner George Steinbren-
ner can hire Billy Martin |

{ three times, New York-
| based Doubleday Broad-
casting President Gary
Stevens can certainly
hire programmer Bob
f Hattrik twice. Stevens is
| looking to Hattrik to
| bolster sinking ratings
on some of his album
rock stations. Hattrik

will personally supervise

Bob Hattrik

RADIO PERSONALITIES

programming and re-
scarch and consult lim-
ited number of outside
stations.  Steinbrenner
has a flair for the drama-
tic. Stevens, a flair for
the pragmatic.

While most of us are
attending the 1983 NAB
Las Vegas convention,
NAB Department of Con-
vention and Mectings
Vice President Dr. Hal
Niven will be planning
the next one. In fact,
Niven has plans i the
works for NAB conven-
tions  through  1989.
Niven has been the brains
behind NAB conventions
for over 15 years. If you
think you’ve got prob-
lems, imagine what it was
like  coordinating the
25,000 plus people at this
year's Las Vegas conven- |
tion. Niven made arrange-
ments with the Las Vegas
Hilton, the MGM Grand,
and 40 other Las Vegas
hotels.  He  reserved
600,000 gross feet of
cxhibit space, 100 meet-
ing rooms, 300 hospitality
suites, and he planned
four major meal func-
tions.

Drake Chenault President
Jim Kefford will go almost
anywhere to install a new
format, even a shortwave
station in the Mariana Is-
lands. KHKU, Honolulu
owncer Bob Berger is target-
ting “Superock KYOI, Sai-
pan” to 18-34-year-olds.
Keftord is working with
Japanes¢  record  com

panies, using bilingual
promos. The station is
Japan’s  only  full-time }

rocker. It’s heard in the US
and attracts advertisers
like Continental Airlines,
Sciko and Pionecr. |

Joe Dorton

Gannett Radio’s youth-
ful President Joe Dorton
has recently finished as- |
sembling what may be
the most expensive team
of personality djs at vari- |
ous stations. (Sources es-
timatc Gannett’s total ex-
penditures for their an-
nouncers as upwards of
$3 million.) The most re-
cent acquisition  was
stealing CKLW, Windsor, |
OT morning man Dick |
Purtan for WCZY, De- |
troit. CKLW may have
considered it a steal, but
the $300,000 yearly salary

L=l -

was not. Other Gannett
superstars are Rick Dees
(KIIS, Los  Angelcs),
Laugh-In’s famed Gary
Owens  (KPRZ, Los
Angcles), Bob  Wall
(WGCI, Chicago), and
Dick Whittinghall (KPRZ
afternoon man). Dorton
just put together a deal |
with Mutual which will
carry 60-sccond vignettes |

trom  Gannett's new
nationwide newspaper,
USA  Today. Purtan,

Owens and Dees will be
doing the narration. And |
will eam additional fecs.

Jim Kefford, Bob Berger and Adrian Perry
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COVERSTORY

Reinventing Beautiful Music

Jim Schulke

Jim Schulke, for all practical
purposes, invented Beautiful
music. [mitators followed and
grew along with FM radio. Then
Bonneville took over as the largest
Beautiful music syndicator.

There are a lot of major figures
in Beautiful music: Bonneville’s
Marlin Taylor, Churchill’s Tom
Churchill, Bob Carson, WGAY's
Ted Dorf, owner/pioneer Woody
Sudbrink, Bill McCormick, Ed
Winton, WEAZ’s Jerry Lee and
others. They all have two things
in common: they are all different.
And, they all face problems with
the format they love to program.

Beautiful music programmers
are a breed apart. They belicve in
their format. They program it dif-
ferently (sometimes too diffe-
rently)and they have been staunch
supporters of the status quo.

The reason Beautiful music has
to be reinvented is that the audi-
ence is aging and dying off.
Younger listeners are not particu-
larly attracted to it. Record com-
panies rarely produce instrumen-

tal albums that would fit a Beaut-
iful music station. They have
enough problems of their own
right now. Traditional things like
adding vocals and increasing the
mix of soft contemporary artists
haven’t conclusively helped the
format rebound. While there are
many stations that do well in
Beautiful music, they are¢ increas-
ingly lone survivors in major mar
kets, or one of two stations in
medium or smaller markets.
Some owners still spend a lot of

| money promoting their Beautiful

music stations, but it’s a far cry
from the way it was in the early
to mid-1970’'s when Schulke
clients tirst used TV as an influen-
tial means of attracting listeners
to FM. Today, even though radio
is still the second largest local tele-
vision advertiser, advertising
money doesn’t go as far. And every
other format advertises on televi-
sion as well.

Beautiful music is unique. It is
mostly programmed by non-local
syndicators. There are exceptions,
but in this format, the syndicators
control the programming. In the
past, that has meant they got the
credit. Today they get the blame.
If the format is to survive, they

| must also be its salvation.

Some Beautiful music people

are cnraged to hear talk that their |

format is faltering, but a recent
RADIO ONLY/Research Group
study showed it as the one format
with the darkest future, in the
opinion of the radio executives
polled. (Only 5.8 percent believe
Beautiful music is the '80’s most
promising format. 67.6 percent
(the highest scorer) believe that it
is the format losing the most sala-

| bility in the 1980’s.]

Bonneville’s aggressive Presi-
| dent John Patton has his own ap-
proach to Beautiful music, and just
as Patton differs from arch-com-

An aging audience, plus a serious lack of recorded tunes to play, |
Is forcing its inventors back to the drawing board

petitor Jim Schulke, so does his
format. Schulke sold his company
several years ago to Cox Broadcast-
ing for $6 million. Now Larry
Adams is running Schulke’s sales
and operations, and Schulke is |
concentrating on the music. ‘

Under Patton’s leadership, Bon-
neville Broadcasting System has
purchased FM 100 Plan from Dar-
rel Peters. Bonneville has boosted
its number of clients from 60 to
160 with FM 100 included. Bon-
neville is in all but four of the top
25 markets and it has done the
unthinkable—unseated  Schulke
from his perch at the top of the
tield.

It’s hard to accurately say how
many clients cach syndicator has,
since they often don’t tell the
truth. Many report a station as a
client even if the format is not on
the air, but the client is still paying
off a contract. Others are down-
right dishonest about it. But insid-
ers say an approximate count puts
Bonneville at 90 (including FM
100) Schulke at 35 TMat 11, Bob

John Patton
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“The satellite is degrading to fidelity.”

Carson at 10, Churchill with nine
and Kala with seven. These apply
to the top 172 rated Arbitron mar-
ket possibilities.
Bonneville’s

major strategy:

' program aggressively with a large

music library. Old pro Marlin
Taylor programs the taped service;
Dave Verdery, the new satellite
operation. Darrel Peters retains
control of his stations, even
though they are part of Bonneville
now. Bonneville has invested
heavily to hire Lex de Azevedo to
lead the so-called Million Dollar
Custom Orchestra. This is Bon-
neville’s way to overcome the se-
vere music shortage.

Perhaps Bonneville’s biggest

| and most impressive move to date

{ Patton

is beaming its format on satellite,
a move it says will not only make
the format sound better but will
allow it to be programmed daily.
This should keep the music cur-
rent and help to avoid burn-out.
Schulke engineers say the Bon-
neville satellite deal does not pro-
vide better fidelity on the Satellite
Music Network channels because
the reduced band width is down
from 75 kHz to 50 and increases
noise.

One thing Bonneville is not
doing is researching its entire
music library for listener appeal.
explains, “We started

| music research over two years ago.

We buy material from companies

18 RADIO ONLY/APRIL 1983

that are doing research for contem-
porary or soft rock stations as sec-
ond users. We’ve been doing this
to decide what songs to record
with our Million Dollar Or-
chestra.”

Bonneville has stolen some 15
major Schulke clients since the
spring of 1980, virtually leaving
Schulke with holes in the major
markets. Schulke claims his re-
search shows that 12 of these 15
clients have lost both 12+ shares
and 25-54 shares. Nevertheless,
they are solid Bonneville stations.

What Schulke did may seem
like a last straw to Patton, but it
could turn out to be the shrewdest
move yet to forestall additional
defections.

Capital Cities President Jim Ar-
cara suggested to Schulke that

perhaps he might want to discuss
his problems with The Research
Group’s Bill Moyes. Schulke call-
ed Moyes and they soon became
research phonemates. Schulke
convinced Cox to spring for a
$400,000 four-year music testing
program known as Comprehen-
sive Music Testing (CMT). It's
The Research Group’s patented
process.

Patton thinks the move was a
sham. Patton admits, “It kept
some Schulke clients that were
thinking of changing syndicators
from changing.” Patton cuts
through it all with a charge that
“the present Schulke library was

| Larry Adams,SRP president running sales.

Schulke with VP Phil Stout: Together they’ll program 3,000 fully researched songs.

tested by the fact that numerous
clients cancelled because of the

ratings.”
No matter. Schulke put an end
to client erosion. Syndicator

switching has virtually come to a
halt as the industry curiously
waits to see what the pioneer has
come up with this time.

Schulke promised to get an en-
tirely tested new music library on-
air at all client stations by March
17, in time for the spring Arbi-
tron sweep. It went on March 14.

The results, many of which
Schulke is understandably keep-
ing under lock and key, are some-
what surprising. But they have
prompted major changes in
Schulke programming. Before
March 14, Patton sent a list of
questions to all Bonneville and

[




Schulke clients.  Schulke re-
sponded point by point, trying to
make certain that broadcasters
knew his new project was a major
breakthrough for a troubled indus-
try.

Among the most startling find-
ings: that certain vocals score very
high in test group situations with
younger and older respondents. So,
Schulke added some 50 vocals be-
tween 6am-12noon (38 of which
are single-lead vocals). He used to
program six to ecight during the
1970's. But times have changed.

All music on the Schulke tapes
is tested. So-called high scoring
“Super Winners” are cvident 11
times on cach tape. The other
songs must also mecet test stan-
dards.

The total library will be a lot

shorter than Bonneville’s, which
has 4-5,000 tunes in play.
Schulke’s is under 3,000. This
prompts Patton to ask if perhaps
the Schulke library with vocals
included will not burn out
quickly. Schulke quotes Bill
Moyes directly as saying, “It is
normal to feel negative about a
station repeating ‘that’ song again
(if it’s one the listener does not
particularly like), but have you
ever heard anyone say, ‘Oh damn,
there’s one of my very favorite
songs again’?”

It this is beginning to sound to
you like what happens at a Top 40
station, you're right This kind of
testing and programming is totally
unheard of for Beautiful music.
Schulke thinks it is going to work,
“while the entire rescarch tapes

have been phased in over a six-
week period, the new library will
not be on the air in its purc form
until three days before the spring
rating period.” But he expects de-
finite improvements in over-all
share and demographics in the
spring, and further improvements
in the fall.

Schulke is not a satellite be-
liever or a big promoter. Schulke
pays Patton the highest compli-
ment by saying, “He’s one of the
sharpest merchandisers 1 have
taced.”

The battle lines are drawn and
the ditferences are many. But just
as the old Sinatra tune goes, both

Marlin Taylor at Bonneville’s library.

“We started research two years ago.”

Patton and Schulke insist upon |

doing it “My Way.”

Schulke rescarches it. Patton
custom produces it and puts it on
satellite.

As usual, the ratings will tell
the story. It may be like the old

joke ahout reinventing the wheel, |

but both Patton and Schulke hope
they will have the last laugh.
—By Jerry Del Colliano

Ten Highest Scoring
Beautiful Music Instrumentals

Percy Faith Theme trom Surmner Place
Henry Mancint You Dor t Know Me

Peter Knight Tomght

BBC Johnny Dougtas Midiand Qrchestra
exctusive SRP Custom recording Words
Roger Withams Theme trom

New York New York

vangetis Charots of Fre

Hollyndge Strings Theme from Love Story
Henry Mancini Evergreen

Lwving Strings  !f | Were a Rich Man

10 Hagood Hardy As Tme Goes By

&AW -

WoN® O

Top Four Current Vocals
(Past four years)

+ Kenny Rogers [ady

Nedi D-arnond Sep:ember Morn

Nena Dramond “Herc Agar

Kenny Rogers You Decoratea My L fe

ENA NN

Top Five SRP Exclusive Custom
Recordings (non-BBC)
Since June, 1981

Ror Goodwin Through the Eves of Love
Ron Goudwin Merning Tran

Ronrve Atarich Argel of the Morriny
Ron Goouwint Arthw 5 Theme

Ronmve Aldrch Theme from

Greatest Ampancan Hero

b WwN =

CAd S QR ey e e
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RATINGS

I[ Birch Doubles Revenues

|
|
|
|
l
|
|

Arbitron still thrives while ad agencies still resist Birch — but

profits soar.

Former radio program director
Tom Birch once conducted his own
research to see how his radio sta-
tion was doing during Arbitron
sweeps. Now Birch’s approximately
1500 radio station clients are using
his research for the same informa-
tion, and the Florida-based com-
pany reports impressive revenues.

Birch Radio {formerly The Birch |

Report) reportedly doubled its
1982 revenues despite expansion.

Birch has been persistently in
pursuit of Arbitron since acquiring
Mediatrend’s business following
Jim Seiler’s death. Birch Radio has
been showing growth because of
its ability to base its costs on pro-
duction rather than on what the
market will bear.

Last year Arbitron started calcu-
lating price on the basis of a sta-
tion’s coverage instead of its high-
est one-minute rate (HOMR). The
continuing complaints show that
the problem is the cost.

Arbitron Vice President Mike
Membrado claims, “We’ve got a
million dollars a year in radio re-
search. How do you pro-rate that?
don’t know that you could come to
a market cost.”

Eastman Chairman Frank Boyle
has a possible solution. Each sub-
scriber would purchase the basic
service, but then add on additional
modules. Membrado argues, “The
report now is basic, at least in
some degree, for all customers.”

Birch is quietly, but consis-
tently, building its own client
cume. Tom Birch is spending

newly-found profits to hire a |

nationwide staff of account execu-
tives to bring in business.

ARBITRON RADIO

Charleston-
North Charleston, SC

Birch Radio lacks agency sup-
port. Hillier, Newmark, Wechsler
& Howard’s Chuck Hillier reminds
the industry that, “Ihave yet foran
agency to say they’re buying off
Birch numbers. It’s still too new
for them. But we make Birch a part
of our presentation. Even though
they are buying off of Arbitron,
we’ll tell a market story based on
Birch as well.”

“Historically,” according to
Membrado, “providing informa-
tion with which to sell is the sel-
ler’s responsibility. Since we
establish the credibility of our es-
timates, most agencies accept
Arbitron information at face
value.”

But, some say the buyer doesn’t
know what’s wrong with Arbitron
and doesn’t care. “We're not talk-
ing about the most sophisticated
person in the world. ‘Gimme a
number. Something to point to
when I make the buy. Make my
life easy and I won't ask embarras-
sing questions, ‘whether or not the
number makes any sense.”

Yet radio continues to pay for
those numbers. And industry lead-
ers are increasingly asking those
embarrassing questions.

Agency acceptance is Birch's
1983 priority. Birch recently com-
pleted a series of focus groups this
year with New York media buyers
and researchers. Tom Birch’s as-
sessment: “We find openness to a
second rating service. They don’t
want two sets of numbers measur-
ing the same thing. What we're
trying to do is give them numbers
they can’t get from Arbitron.”

Birch pitches qualitative data
and monthly audience estimates
as updates of Arbitron to potential
clients. Arbitron has the agency
business monopolized and produc-
es 250 metro and condensed market
reports. Their demographics, day-
parts and measurement definitions
are the standard of the business.

Arbitron will counter Birch’s
two strongest points with qualita-
tive data sold separately, and with

|

|

|

-

more frequent quantitative data
with three month rolling averages.
But ABC Research Director (and
former Arbitron Radio VP) Bill
McClenaghan thinks, “It’s going
to cost more money, because to ac-
cess this stuff, you've got tolease a |
minicomputer from Arbitron —
made by (Arbitron’s parent com-
pany} Control Data.”

While Arbitron has always had
trouble profiting from the
monthly market concept, Birch
Radio is the undisputed leader in
monthlies. Birch has also made
the service affordable while he
builds his base of strength.

Birch Quarterlies may seem to
have dubious value if agencies
don’t use it as they use Arbitron.
But Birch realized that to compete
with Arbitron, he had to put a
product, not promises, on the mar-
ket. Birch Radio’s task is to sell a
tangible product to a seemingly
unwilling world of advertising
agencies.

Radio has tried to take its frus-
trations out on Arbitron for its
methodology, scope and pricing
policies. The RAB-sponsored 1981
study by Weil, Gotshal & Manges
prospected in the area of radio
negotiating, as an industry, with
Arbitron for prices. There are
many anti-trust perils.

Past efforts to compete with
Arbitron failed miserably. Birke
Marketing got in and out quickly.
Audits & Surveys TRAC-7 never Y
made track one. Greyhound decided
to stick with buses and leave the |
ratings to Arbitron. Pulse, Nielsen |
and Hooper folded radio ratings
services. And only old-timers re-
member the name Crossley.

ABC’s McClenaghan’s tough
talk sums it up. “Birch now is
going head-on against Arbitron. If
they don’t make it that way, thenT |
don’t know what’s going to hap-
pen. The world thinks they need |
two rating services, but maybe
they can't afford it.” }

Birch Radio doubled business |
in one year. Station clients quietly
absorbed a 15 percent price in-
crease which gives evidence that
while Arbitron continues to thrive,

radiv is realizing that having two
quality rating services might just
be worth paying for. - By Jim Smith
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'Whose Numbers are Right?

RATINGS,

T 60 SECOND SEMINAR

‘The New Diary

Sometimes Birch and Arbitron shares differ drastically, but there

are Ho edasy dnswers.

Birch and Arbitron numbers not
only differ quite frequently, but tend
to be somewhat regular book after
book. They are not statistical vari-
ations of the moment. The major
market differences are impressive
enough, but smaller market varia-

tions are even more dramatic.

CHICAGO
Arbitron and Birch ranks, 12+ AQH
TRTP MSA/SCSA fall quarter 1982, top
twenty listed alphabetically:
ARBITRON BIRCH
WBBM-AM (news) 4
WBBM-FM  (rock) 6 4
WBMX {black) 5 11
WCLR (AC) 8 15
WFYR (AC) 15 16
WJID {bgband) 10 12
WKQX (AC) 15 9
WLAK {MOR) 14 19
WLOO {beaut) 2 7
WL Sam {rock) 9 10
WGCI (btack) & 6
WGN (MOR*"talk) 1 i
WIND (tatk) 7/ 8
WJIEZ (county) 18 20
WJPC (black) 17 18
WLSIm (rock) 12 8
WLUP (album) 11 2
WMAQ (country) 13 14
WUSN {country} 20 21
WXRT (album) 19 13
LOUISVILLE
ARBITRON BiRCH
WAKY (oldies) 9 9
WAMZ (country) 1 2
WAVG (MOR) 7 1
WCH {country) 8 10
WHAS {(MOR) 4 5
WKJJ (rock) 1 7
WLOU (black) 2 6
WLRS (aibum) 10 4
WOMF {atbum) 5 i
WRKA (AC) 6 3
WVEZ (beaut) 3 8

numbers is accurate and which set
the standard, is similar to asking,
“Isthere lifc afterdeath?” The true
numbers may actually depend on
what you believe to be true.

The advertising agencies sec
Arbitron as reality. They are not
looking at Birch the same way, and
their half-blindness may be caused
by an unwillingness, rather than
an inability, to sce.

Blair Radio rescarch veteran Bob
Galcen thinks, “With two different
techniques, you expect different
kinds of numbers. But going into

| it, you know what the technique

| Birch, did you go up or down?”

biascs are. Looking at Birch to
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The qucsti()_n of which set of

Former Arbitron Radio Vice Pres-
ident Bill McClenaghan warns,
“Don’t ask which is reality. It’s
true for the meter, it’s true for the
diary, it’s truc for the telcphone
— different methodologies produce
different numbers.”

Then is Birch to predict the
Arbitron numbers or match them?
Some agencies have Birch in a
Catch-22 over this. On one hand,
they are not interested in Birch if

the quarterlies merely were to du- |

plicate Arbitron. On the other hand,
they cannot use Birch monthlies if
they do not provide an Arbitron

predictor. _
And what of the systematic na-

ture of the Arbitron-Birch dis-
paritics? Do the two reach age or
format groups differently? Tom
Birch claims, “We're trying to dis-
pel the notion that telephone favors
young and diary favors old. That
simply isn’t true. The differences
are formatic and tied to lifestyle.
For instancc, we almost always
show (older-skewing) talk stations
with higher shares than Arbitron.

And, frequently they will show |
(young adult) urban contemporary |

with higher shares than we do.”

D’Arcy’s Bill Benz is philo-
sophic about the different method-
ologies and their resulting num-
bers. “Day-after (recall, as Birch
uses) and diary method (as Arbitron
uscs) are simply going to produce
different numbers. It’s like the

magazine readership controversy |

— recent reading method versus
through-the-book. They produce
entirely different estimates of au-
dience. But, that’s two ways they
definc readers.”

A rcassuring thought is that
when a radio station is losing it or
when onc takes off, programmers
and listeners can tell without
numbers. Numbers are estimates
and “estimatce” is the key word.
Compare Birch to Birch for growth

 orloss and Arbitron to Arbitron for

the same trends. When it comes to
reality, both have their ups and
downs. - By Jim Smith

' Changes could improve Arbii-
| ron’s audience measurement.

Most important change: the new
| diary. Instructions are refined and
| supplemented with illustrations to
help respondents keep better track
of listening. Each page contains re-
minders on how to fill out the di-
ary. Each week'’s diary is a different
color.

The new diary considers two
fundamental changes in American
life: technologic and socio-
economic.

Other major changes:

m Arbitron will obtain data on
cable system interconnection
which may make a difference in
crediting listening to imported
signals.

®m A new question is included
which asks respondents if they
work away from home, and if so,
how many hours a week. This pro-
vides continually updated infor-
mation on listening habits of
women working outside the home.
Persons working from their homes
| will not qualify for inclusion.

m DST will be implemented in
those 20 or 25 markets with sub-
stantial Hispanic population.

m If language is a problem, a bi- |

the interview. Arbitron will call
each household three times during
the week.

® Hispanic households will re-
ceive a $2 premium for each per-
son in the household up to $18.

® Arbitron’s new policy about
“station activity” (any mention of
the survey or reference to diaries)
I will list those stations taking part
in it “below the line.” The activity
will be noted in the market report.

| m“Station distortion” (an active
effort to confuse the issue, such as
a promotion requiring listeners to

' record listening for a prize) could

| result in de-listing.

| Changes went into effect for

Spring, 1983 swecp. —By Sam Paley |

| and Thom Moon, president and vice pres-
; ident of Custom Audience Consultants in
' Landover, MD.

lingual interviewer will complete |

J
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T Older is Getting Better

Buyers want youth, but some stations are trving 1o convince

o

them that buying older is not the “same old story.”

Adults 35-64 are the new growth
market for U.S. marketers. They're
becoming fashionable. And in
marketing, fashionability is where
budgets are.

Back in the 1960’s, when “demo-
graphic marketing” was getting its
start, 18-34 was the fashionable
group. Spurred by awareness of the
demographic bulge from the baby
boom, marketers made ”18-34”
the answer to almost every target-
ing need.

the saleability of audiences over
50. 50-64 was an impossible move
from 18-49, so it was changed to
three 10-year age groups. That
made 25-54 available as an alter-
native to 25-49. Today it’s prime
fashion.

But it takes more than ephemeral
appeal and promotion to make a
target group fashionable. There
must be solid reasons to encourage
emotional acceptance. And as our
population lives longer, the value

AVERAGE LIFE EXPECTANCY

|
|
|
|
|

AVERAGE HOUSEHOLD INCOME

(By age of household head)

45-54 30,279
55-64 27,319
35-44 26,927
25-34 21,394
65 + 16,918
18-24 14,745

As the calendar moved and mar-

keters sought new worlds toinvade,
18-49 became the watchword. Mag-
azines were born and died depend-
ing on their appeal to that in-fash-

| ion group. Television programming

13

was tailored tothose demographics.

And radio stations that delivered
the fashionable group had the big
revenues.

The first example of a media- |

discovered target group is 25-54. It

was designed as a way to improve

of older demographics will rise.

Look at some of the facts. Life
expectancy —the numberof years a
person can reasonably expect to
live—has been risingat an amazing
rate. As the chart shows, a person
in 1920 could expect to live to 54,
but today he can reasonably antici-
pate reaching 74 —an increase of 20
years. And 80, 90, even 100 years
old is not surprising.

But the real story is far more

| than a 40 percent increase in ex-

pected life span. It’s how well that
person lives, how much he or she
earns and how he or she spends
time and money that makes the
adult 35-64 group the prime seg- |
ment in the total marketplace
today. In particular, it’s the aware-
ness that the 45-54 and 55-64 age
groups are so attractive that will
soon make this new group more
valuable than 25-54 for many |
products and services. |

An incredible series of advances
in medical care have been coupled
with a heightened interest in per-
sonal health. Jogging has become a
morning habit for hundreds of
thousands. Health clubs flourish. |
Exercise and dance classes are a
key element to much adult educa-
tion. Medical care may be more
costly, but group health plans
make it more available. People
today have a concern about fitness |
that couldn’t have been imagined
30 years ago.

Forty was once considered mid-
dle age. Today, people of 55 look,
act and think like the 40-year-olds
of those early days. In fact, arecent
study for Cadwell Davis Partners
Advertising indicated that most
adults regard themselves as about
15 years younger than their birth
certificates indicate.

This picture is far different from
the one in many marketers’ minds.
They see a great target audience
for denture cleaners, laxatives and |

| arthritis remedies. But what’s really

there is an ideal prospect group for
scores of discretionary purchases
and high-ticket items that are well
beyond the pocketbooks of most |
people under 40.

Average household income, ac-
cording to the latest U.S. Census

| data, peaks for the 45-54 families.
| And second highest is the top end

of our new target group—the 55-64's.
In fact, the total group 35-64 occu-
pies all three top income categories.
To exchange 55-64 (at $27,319) for
25-34 at($21,394)is a poor bargain
wheremany productsareconcerned.
The 35-64 Committee of radio
industry executives tried to find
out whether people in this age
group justified their attention.
The early conclusion was that 35-
64 is such an attractive group for
many profit-minded marketers that |
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it must be examined carefully and
then promoted to agencies and
clients.

Many marketers apparently con-
tinuc to subscribe to what one
agency researcher calls “the flat
earth theory of marketing.” From
childhood on, people are studied,
measured and advertised to —until
they pass the magic age of 55. Then
they fall off the edge of the earth.

ADVERTISERS
NOW TARGETTING
OLDER DEMOGRAPHICS

Adults 35+

German National Tourist Office
Pan American World Airways
Libby Lite

Adults 35-64

Stock Vermouth
Smith Barney Investment Firm
Government of India

Adults 50 +

Marine Midland Bank

Women 35+

PAM
Bongrain Cheese

Men 35+

Barrons Magazine
Merrill Lynch

Air Canada
Mercedes Benz

Computerized
Arbitrons

RESEARCH

60 SECOND SEMINAR |

‘Why Formats

Fade Away

From the ratings company that
brought you higher rates. now it's
a new way 1o get your money.

Arbitron’s latest idea is to move

' Some strong formats die while

toward computerized ratings as a |

replacement for printed books.
You don’t need a degree in finance
to understand the savings for Ar-
briton. You also don’t nced a col-
lege degree to understand that
radio will be paying Arbitron a lot

| more for this convenicence.

Arbitron will start cutting down

| on hard cover ratings and imple-

ment videotext readouts by the
end of 1983. It recently got out of
the monthly rating business, one
of the few areas it has never been
able to crack. The new monthly
ratings will dispose of Arbitron’s
highly criticized “monthlies” by

| giving ratings in rolling averages.

Ideally, computer readouts should
cut costs, since stations will pay
for only the Arbitron service that
they want. But program directors
who find keeping track of their rat-
ings easier with this new service,
won’t find it to be cheaper. Sta-
tions will have to buy not only
Arbitron software, but also Arbi-
tron hardware. Since Arbitron is
owned by Control Data, a com-

| puter company, the advantages

The goal is to extend the earth
by 10 years for now. More later.
It can significantly increase radio’s
share of the total advertising pie.

Radio, with format-oriented
selectivity, is an ideal medium for
targeting 35-64. Beautiful music,
| adult contemporary, news and

news/talk stations in particular
| offer a high concentration of this

group.
Fashions change. And 35-64
| looks like the next new fashion
in audience demographics.
L= By Maurie Webster
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appear to bc many. Arbitron says
it’s impossible for stations to use
existing hardware because of tech-
nical complications and language
problems.

The Advisory Board doesn’t buy
it. It is an obvious attempt by
Arbitron to snag a greater market
share and remove even more of its
competition since it will be the
only ones able to operate the sys-
tem. Advisory board president Ted
Dorf said Arbitron has not revealed

| arrived.

the cost of its system. “That’s the

$64,000 question,” Dorf said. It
will probably cost more than that.

The only certainty is that over a
period of years Arbitron will likely
replace the regular sweep books

others, such as Top 40, re-
emerge in mutated forms.

The answer lies at the interface |
of technology and advertising.
Ad agencies are having trouble |
dealing with fragmentation. They ’
!

continue to keep their heads in the
sand, using the “‘cattle car” ap-
proach to media buying.
Networks may survive this way,
but this attitude, coupled with Ar-
bitron’s primitive ratings meth-
odology ensures media time-buys |
are made with a 19th century men-
tality while radio formats move
into the 21st century. Technology
begins to create real problems.
Technology has already wrought
a number of changes in radio:
The transistor made radio cheap
and portable. Teens had their own
radios, and Top 40 entered its
embryonic stage. Fragmentation

Tape players became portable
and tightened music playlists on
FM. Listeners got exactly what
they wanted when they wanted it.

Then the micro-computer reared
its ugly head. Cross-tabulation be-
came inexpensive. Call-out re-
search was done in-house. Call-out
narrowed music lists. Oldies
burned out. Listeners cross-tuned
among a number of stations.

This resulted in a demand for
New Music. “Hot Hits”, New Rock
and Country were born. These for-
mats face burnout as competition
increases.

Technology is here again. Con-
sider the Sony Watchman; growth
of low-powered UHF; high costs of |
TV programming unless it’s pre-
recorded rock video; Music Tele- |
vision’s impact. \

“Commercial-free’ call-out re-

| search may have set the scene for |

with computerized ratings despite |

what could be some vocal opposi-
tion. 252

lower teen erosion, sending them
to TV music formats. But this is
only maybe. It’s not too late for
radio to do something about it.

—By John Parikhal, vice-president of To-
ronto-based Joint Communications Cor-

poration. - __J
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WASHINGTON
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Jason Shrinsky Turns to Sports

Radio’ s well-liked lawyer gets into helping professional athletes find

life after sports

Washington attorney Jason
Shrinsky is not getting out of
radio, he’s just getting into
another field. Since deregulation
came to town, it’s not such a dumb
move.

Shrinsky’s new business is call-
ed Professional Management As-
sociates made up of eight coun-
selors in tax laws, banking, insur-
ance, pension, investments and
other specialties. They started a
year ago and help professional
athletes develop careers after their
sports days are through. The group
manages athletes’ money, and gets
them involved in careers during
off-season as well.

Some of his famous clients in-
clude Frank Johnson of the
Washington Bullets basketball
team, San Diego Chargers linéman
Ernie Barnes, former Dallas Cow-
boys and Redskins tight end Jean
Fugget and others. Shrinsky’s
quite a sports buff. He’s a spotter
for NBC and CBS NFL football
telecasts. He’s a former jock, hav-
ing played baseball and football at
the University of Pittsburgh, so
his latest career endeavor seem-
ingly makes sense.

Representing professional ath-
letes is not a result of deregula-
tion, according to Shrinsky.
Though he does admit that much
of the Washington bar will be af-
fected by it. “There isn’t going to
be that amount of work anymore.
It’s a changing time. I'd never say
there shouldn’t be any regulation
at all, but a lot of what has been
done away with is positive.”
Shrinsky believes he is singularly
responsible for getting rid of pro-
gramming percentages.

Shrinsky is by no means getting
out of radio law. He’s one of the

| most visible Washington lawyers.

Even program directors not usu-
ally conversant with such things
know his name.

Shrinsky decided early on to
learn as much as he could about
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Jason Shrinsky

the broadcasting business. “There
are a myriad of fine communica-
tions lawyers. Why should anyone
leave their law firm or lawyer for
representation by anyone else?”

He represented San Juan Radio
early in his career, “They were my
real training ground.” SJR was ac-
quiring FMs in the 1960’s before
the FM boom. “People thought
they were crazy.” Shrinsky obvi-

| successes: “There are no impor-

ously learned some pointers in |

those early days. He claims that
70 percent of his time is spent on
station acquisitions. Over half of
the stations he represents are FMs.

Shrinsky is the senior partner in
the firm of Shrinsky, Weitzman &
Eisen, which boasts 275 radio sta-
tion clients. Some of his clients
include Katz, Josephson Interna-
tional and Metroplex. Some
clients are not well-known in in-

| dustry circles. Others, like former
client Heftel Broadcasting who
Shrinsky represented for 10 years,
are famous.

|
|
|

|

__
Shrinsky is modest about his

tant lawyers. Important clients
make lawyers important.”

Shrinsky didn’t always prosper.
His firm didn’t always have 275
radio clients. In fact, at one point
in his career, Shrinsky didn’t even
have a job.

The Jason Shrinsky much of the
radio industry knows and loves
today reportedly withdrew from
the Chapman Radio and Televi-
sion case in 1967. The reasons for
his withdrawal have never been
revealed, but it might possibly
have led to his departure from the
Putbrese and Fisher law firm.
Washington lawyers have been
hush-hush on the matter.
Shrinsky won’t comment on what
may have happened.

It’s unthinkable for some to
realize that the wealthy, success-
ful Shrinsky was out of work until
another Washington lawyer, Ar-
thur Stambler, hired him. The
firm was known then as the Law
Firm of Arthur Stambler. Stambler
went on to make the ambitious
Shrinsky a partner. After all,
Shrinsky was supposedly bringing
in lots of new business.

What happened next was even
more unthinkable. Thirteen years |
later, Stambler left his own law
firm. Stambler insists, “I voluntar-
ily chose to go. There’s no way |
could have been edged out. I had
a choice of staying. I didn’t wish
to have that kind of association. |
was offended by him because he
was a duplicitous kind of person.
I reduced my number of headaches
and stomach problems.”

Broker Norm Fisher explains it
like this. “When Jason and Stam-
bler were together, Stambler was
a tactician, the idea man. He knew
the rules of the Commission.
Jason got the clients. He was the |
dealmaker. The firm started to ex-
pand. Jason said he was responsi-
ble for the business coming in and
he wasn’t getting a fair shake.
Shrinsky put him (Stambler} in a
very tenuous position. There was
a bitter dispute and they broke |
off.” Fisher says the breakup
hasn’t deterred his ability and thaz’i




Shrinsky is “well-respected in the
industry.”

Stambler, meanwhile, is now
with another Washington law
firm, Lovitt, Hennessey, Stambler
and Siebert.

Other Washington attorneys are
tight-lipped about Shrinsky. They
hesitate in general to talk about
one of their own just as doctors
sometimes do. But there appears
to be a healthy respect for
Shrinsky’s talents. One lawyer
says, “Jason is well-liked, a man'’s
man, who can make you like him.
He brings in the clients.”

Shrinsky’s apparent ability to
sccure clients isarecurring theme.
A Washington lawyer said, “Jason
likes high profile. He does not like
the practice of law. He would be
recognized as a good rainmaker—
he can find business where there
is none.” This is not to say
Shrinsky is not a good lawyer, but

| some Washington attorneys also

perceive him as being an excellent

| businessman, too.

[t’s no secret that Jason Shrinsky
was behind the broadcasting suc-
cess of Cecil Heftel. Former Heftel
manager and present owner of
WXKS-FM,  Boston, Richard
Balsbaugh, says, “Shrinsky ena-
bled Heftel to buy stations at very
good prices.” Even Shrinsky him-
self takes the credit. “I'm respon-
sible for Heftel’s success with his
stations. I spent 110 percent of my
time on Heftel business. I ran the
company without a title. I was a
diplomat without portfolio, Hef-
tel’s alter-ego.”

Shrinsky no longer represents

| Heftel. Shrinsky says they rarely

speak to one another. This
breakup was not an overnight hap-
pening and scemingly was not
amicable. Heftel allegedly owes

| Shrinsky money. Some insiders

say it is as much as $150,000.
Shrinsky denies the amount, but
doesn’t deny that “Heftel Broad-
castingowes the law firm money.”
Heftel was unavailable for com-
ment.

Heftel stations wcre reportedly
losing money except for WXKS.

| Balsbaugh had been promised that
| he could buy the station, but Hef-
I tel supposedly wanted to sell |

WLUP-FM, Chicago which was

losing money, and keep the Boston

moneymaker.

Balsbaugh says he and the staff
had threatened to go elsewhere in
the Boston market if Heftel didn’t
sell. Balsbaugh claims Heftel said
he would sell Boston to Balsbaugh
if Balsbaugh took over the rest of
the company and turned it around.
Balsbaugh didn’t want to be presi-
dent of Heftel Broadcasting. He
wanted to own WXKS. With the
banks pressuring Heftel, Shrinsky
became involved in the negotia-
tions with Balsbaugh and the deal
was done. Balsbaugh said,
“Shrinsky put Heftel’s thinking in
perspective.”

Balsbaugh said, “I wanted from
day one to have Shrinsky involved,
but he declined. He felt it was a
conflict. When the deal closed
Heftel blamed Shrinsky for not
representing  him properly.
Shrinsky did all the work and
wasn’t paid. He made Heftel a lot
of money and wasn’t rewarded.
Heftel’s brilliant, but he’s not a
broadcaster.” Heftel declined to
make himself available for com-
ment.

Whether Shrinsky left Heftel or
Heftel fired him is irrelevant.
Shrinsky stayed out as Heftel’s
attorney during the final stages of
the WXKS deal. When he left the

company, Shrinsky bought into |

WXKS to become a part-owner.
This took place after Heftel had
negotiated  the deal with
Balsbaugh. Things worked out
well for Heftel. He got $14.5 mill-
ion for the station that he origi-
nally bought for $4 million.

Shrinsky says their break-up
had to do with a “difference in
philosophy. I'm more people
oriented than the congressman.”
Shrinsky gets defensive talking
about Cecil Heftel. “There was
life before Heftel, during Heftel
and after Heftel.”

Life after Heftel will certainly
continue to include radio. Al-
though Shrinsky’s law firm is tiny,
his client list is not. Even with
deregulation, Shrinsky’s business
1S promising.

On and off the field. By Cecitia
Capuzzi and Jerry Del Colliano.

60 SECOND SEMINAR

FCC’s New

‘Minority Rules

 Thev encourage minority
ownership of radio stations.

There are three ways to enter the
' broadcast industry: purchase an
‘ existing facility; challenge a li-
cense renewal; acquire an unused
frequency.

Minorities have had difficulty
arranging financing. They were not
routinely exposed to information
about attractive properties.

They constitute 20 percent of the
U.S. population, but they control
fewer than 1 percent of existing
commercial radio and television
stations.

Since that policy, the FCC has
enacted regulation encouraging
minority ownership. Minorities
interested in station or group own-
ership should be aware of these
changes and regulations:

m A tax certificate is now avail-
able to stations that sell to a party
with significant minority interest.
| This certificate permits a deferral

of capital gains taxation on a sale.
® Enhancement credits are en-
 titledto applicants with minorities
participating in the station’s oper-
ation. If there is significant minor-
ity ownership, the FCC expedites
the application process.

m Proposals are now being con-
sidered which could entitle appli-
cants to tax certificates and distress
sales. In a limited partnership
- where a minority owns more than

20 percent station interest, there
is sufficient minority involvement
to justify the tax certificate and
 distress sale policies.
' m Establishment of The Office of
Public Affairs for Minority Enter-
- prises to coordinate with the FCC'’s
Office of Consumer Assistance.

- Financing is now more readily
available to minorities through
| the Small Business Administration,
the Minority Enterprise Small
Business Investment Company
(MESBIC], other government
agencies, and the broadcast indus-
try. —By Robert Olender, managing
| partner of Baraff, Koerner, Olender &

Hochberg, a Washington, D.C.-based
| communications law firm.
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When it comes to radio
programming leadership,

some say

we wrote the script.

FaJrWest

FairWest’'s Adult Contemporary
format is patterned after Fairbanks’
immensely successful KVIL in Dallas.
Under the guidance of George Johns,
formerly Vice-President of
Programming for Fairbanks
Broadcasting, this consuitancy blends
precisely researched music
(programmed by computer),
personality selection and
development, and heavy emphasis on
powerful promotions.

The FairWest Adult Contemporary
Consuitancy now airing on

KVIL, Dallas m WRMF, West Paim
Beach m KRBE, Houston

KLSI, Kansas City m KLLS, San
Antonio m KZBS, Oklahoma City
WMAG, Greensboro m WWDE,
Norfolk m KALL, Sait Lake

WCLZ, Portiand

BURNS/.SOMERSET
“‘Gontinuous
*Gountry

The *'Burns/Somerset Continuous
Country” format created by Joe
Somerset, consultant to Capital Cities
Broadcasting and programmed by
George Burns of The Burns Media
Group, introduces modern radio
techniques to country music on FM.

The Continuous Country Consultancy
includes modern country hits,
thoroughly researched and
programmed by computer,
de-emphasizing personality and
on-air promotion.

The Burns/Somerset Continuous
Country Consuitancy is heard on
KILT, Houston m KAER, Sacramento
KZAN, Sait Lake sWCRJ,
Jacksonvilie m KFMS, Las Vegas
KNFM, Midland/Odessa

WAVC, Duluth m WPCM,
Raleigh/Durham

3341 Towerwood Drive, Suite 204
Dallas, Texas 75234
(214) 243-7800

VISIT THE FAIRWEST HOSPITALITY SUITE AT THE NAB

THE LAS VEGAS HILTON EAST TOWER
SUITE 2865



PROGRAMMING

| Top 40 Returmns

l Some say it never went away,
| the program directors just
disappeared

Playing the hits over and over
has been radio’s way of staying
popular with radio audiences that
seek the familiar. Over the years,
so-called Top 40 has become Top
30. Then Top 20. The tried and
true principles {uptempo djs, jing-
les, basics) have been variations of
a theme.

Now, since Mike Joseph in-
vented “Hot Hits,” the industry is
trying to figurc out what hap-
pened. Joseph has programmed

of them more than once) than any
other consultant. There have been
rip-offs and variations of his “Hot
[ Hits,” but few work the way

Mike Joseph

| The secret of “Hot Hits” is in
the very thing that repels program-
mers and managers—strict adher-
ence to basics. Joseph is a stickler
about it. Most programmers grow
tired of sameness. They order new
jingles when they think old ones
are getting stale. They almost al-
ways loosen up on Top 40 djs who
never quite become ‘personalities’
and certainly are not the tight-
mouthed djs they were hired to be.

Lee Abrams discovered in
album rock that using thc princi-
ples of Top 40 works in his
““Superstars” format. Sticking to

more stations individually (many |

the basics is part of its success.
Album rock programmer Bob
Hattrik is another “commercial”
PD. His so-called “fusion rock” is
a mainstream format which had
until recently included a heavy
concentration of album rock oldies.

Now that new music is emerging,

the format will no doubt include

fewer oldies and more, tested cur-

rent records. But even album rock

programmers know that the tried
| and true Top 40 principles such as
“keep the playlist short and famil-
iar” applies to them as well.

The latest information on audi-
ence preferences shows that they
tend to gravitate to the familiar.
Familiar music almost always
tests more positively than new
music. Burn-out in the listeners’
mind is monitored closely by pro-
gram directors who are amazed at
how much tolerance the audience
has for songs that they should be
sick of hearing.

CBS-FM is moving to seize the
Top 40 positions in St. Louis on
KMOX-FM. It used Joseph’s “Hot
Hits” format on WCAU-FM,
Philadelphia and then WBBM-FM,
Chicago. CBS tampered with the
format in Philadelphia after sev-
eral months. In Chicago, CBS
undid Joseph’s format before he
left the station. They did such
drastic things as dropping “Hot
Hits” as a slogan and renaming
the station “B-96”. Both Philadel-

phia and Chicago have shown rat- |

ings declines. Tampering with the
format loosened the original struc-
ture.

Strict adherence to a format is
not a prerequisite for ratings suc-
cess as long as there is not a lot of
competition. But, as soon as com-
petition gets tight, it is smarter for
a station to have a well-defined,
almost predictable position in the
listener’s mind. To do this, techni-
cians such as Joseph think out ev-
erything to the “Nth” degree.

Joseph goes so far as to designate
which jingles will run in what
order on his stations. The “Hot
Hits” format is a show-business
oriented presentation. Joseph in-
sists on every detail being just the

| way he designed it.

The resurgence of Top 40 is not

— ]

a surprise. The format has been
around in one form or another for
a long time. When the Drake for-
mat declined, program directors
actually redesigned mass appeal
radio in so many different ways
that station general managers
were more confused than the audi-
ence.

Now with Top 40 or Top 30
returning to favor with radio
executives, the most important
lesson learned is respect for strict
adherence to format. With Top 40,
predictability is preferred. 588

MTV Menace

TV’s 24-hour rock concert is
intimidating album rock
programmers.

The biggest threat to album rock
is not another radio station play-
ing less commercials. It’s Warner
Amex’s successful Music Televi-
sion (MTV).

Album rock has enough other
problems: fickle audiences,over-
zealous consultants, and a lack of
direction. They are all putting the
’70s most promising format in a
compromising position. One of
the compromises is playing more
new music. New music has tradi-
tionally constituted the biggest
risk to familiar-conscious audi-
ences. But, album rock program-
mers insist this is the way to inject
new life into the format. |

Music Television’s compromise |
is that it is limited by the quality
and quantity of video segments it
can play. It is plagued by the burn-
out potential of seeing Toni Basil
not only sing “Mickey,” but do it
in living color. Nonetheless, MTV
is one of the few promising things

| in the financially-plagued cable

| TV industry.

| trying to tie in with local cable

Some album rock stations are

companies to become associated
with MTV programming. It’s not

| unusual to see radio station com-
| mercials on local cable break-ins.

| Album rock stations are gladly

supplying personalities for bits be- ‘
tween MTV segments. Some sta-
tions are offering airwaves foArJ
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‘ simulcast concerts although MTV
broadcasts in sterco to cable
homes willing to spring tor the
hook-up.

Radio critics say joining the
MTV revolution will sell out
radio. More pragmatic radio
executives insist that album rock
with pictures is better than album
rock radio without. They seem
willing to do anything they can
to “get the picture,” short of be-
coming a television station.

It’s a losing battle when stations
try to be what they were never
meant to be. With Sony Watch-
man handheld TV'’s available, it’s
not unrecasonable to think tomor-
row’s album rockers will not only
be holding transistor radios up to
their ears, but up to their eycs. 258

Troubled
Consultants

| Now they are beginning
| to leave their clients flat

For ycars, the radio consulting
business has been plagued by the
image of the out of work program
dircctor or gencral manager look-
ing for employment. Most of
whom never find it. Now it ap-
pears that the consulting industry
might be in trouble again, but this
time because of a possible breach
of faith.

Album rock consultant John
Scbastian shocked the industry,
not to mention hisclients recently
when he decided to call it quits.
He did so after just two successful
years in  business. Apparently
| money was not cven a ftactor.
Scbastian pulled out of Scbastian/
Casey Associates and left it all to
partner Steve Casey.

Casey tried to keep the consul-
tancy together. He saved WLUP,
Chicago and WQFM, Milwaukee.
He might have saved a tew more,
but rescarcher Casey apparently
did not have the Schastian
charisma. So, when WLS AM/FM,
Chicago General Manager John
Gchron offered him a newly-
created operations position, Casey
grabbed it. He'll be doing what he

| I
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likes best—rescarch. And, perhaps |
Cascy will help other ABC-owned
stations, if they ask for it.

The big "Client Grab” began
prior to Casey’s decision to join
WLS. Cascy was trying frantically
to hold on despite the fact that he
was oftered an arrangement with
Bobby Hattrik.

Scbastian has no money prob-
lems. His hot shot to the top left
him with money and investments. |
He was never one to be purely
moncy motivated. He has the lux-
ury of developing a new 25+ for-
mat which is likely to be a hybrid
of some type of album rock.

His critics say Sebastian is too
rigid to survive in the competitive
marketplace. Some even say the
resurgence of Top 40 helped con-
vince him that album rock was in
big trouble. Scbastian wanted to
get out before 1t was too late.
Album rock consultants have a
reputation for being sharks when
it comes to compctition.

The radio industry has begrudg-
ingly turned to consultants in the
past ten years to help it, or at least
hold its hand. Usually consultants
begin their ultimate demise when
they get dumped by a station.
Scbastian for the first time re-
versed that trend. He walked away
from his client stations.

Management’s  ultimate con- |
cern is whether it can not only put |
its faith in what a consultant tells
it, but whether the consultant will
stay the course long cnough to
make the difference. 858

LONGEST RUNNING
CONSULTANTS

Number of years

as a consultant
Mike Joseph 25
George Burns 13
Burkhart/Abrams 10
Bob Henabery 9
Todd Wallace 8
E. Alvin Davis 4
Jeff Pollack 3
John Lund 3
Sherwood & Hennes 3
John Sebastian 2
Bob Hattrik 1
Rick Carroll 23

| What's wrong with album rock?

| edge. It was boring.
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Lee Abrams

Burkhart's Superstar consultant
comments on album rock’s prob-
lems.

Album rock was always on the
leading edge of new music. There
was a lack of new music from 1978
until about a year ago. We relied
on oldies and lost the new music

PDs are getting old and losing
their natural instincts. Ten years
ago, PDs were 20-years-old, hang-
ing out with friends, right in with
their audience. Now they’re out of
touch and caught up in trade
sheets. They’re hesitant to play
new artists.

Why are album rock listeners so
fickle?

Album rock formats are too
standardized. Listeners change the
dial to hear a better song. They are
mood listeners. They want a break.
If they want to hear Stray Cats they
have to switch to “Hot Hits.”

Is modal album rock dead?

““Modal” is picking a spot on the
musical spectrum where lots of
people’s tastes exist, and going after
them. It’s purity within your
position.

Modal album rock is dead. It was
a good two-year phenomenon. Five
years later, the audience that liked
that gut-wrenching rock n’ roll is
grown-up. |
Where does new music come from?

England inspires it all. Even
American groups who make it have |
English sounds. Major movements |
take about three years to develop. |
The Beatles took off in 1962 in |
England, but didn’t catch on until
1964 in America. Three years ago, |
The Clash couldn’t even play their
instruments.

What if new music isn’t the
solution?

We don’t bother ourselves with
options. It’s so obvious. Songs have
become hits and we’re not playing |
them. Getting away from album |
rock’s original concept is what
hurt. We need new cuts, exciting |
jocks that are into the music.

,—BL Cecilia Ca[._)uzzl __!
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In just six months, Drake-Chenault Consultant Bob Laurence, WFLY P.D. Chuck
Taylor and the staff of WFLY doubled the audience and captured the coveted #1
18-49 position in Albany. WFLY is an Adult Contemporary station using Drake-
Chenault’scustom consulting service Playlist Plus.

Playlist Plus is custom designed music control — music individually programmed
for your market plus program consulting from the Drake-Chenault team.
Drake-Chenault has specialists in Adult Contemporary, MOR, Country, Black and
Top 40.

You know us as the leaders in syndicated formats. Now remember us as the team
to call when you need music control and consulting for your all cart station.
Playlist Plus takes the old card control system into the computer age.

Call us Toll Free 800-423-5084 M |

Bill Drake, Gene Chenault, Co-Chairmen
James Kefford, President ® Denny Adkins, Senior Vice President
Bob Kingsley, Jay Albright, Country Consultants

Bob Laurence, Mike Kinosian, Frank Proctor, Contemporary Consultants

P.0. BOX 162918399 TOPANGA CANYON BLVD., CANOGA PARK, CALIFORNIA 91304(1(213)883-74001(800)423-5084



~_ Howtoprofit
in the coming recovery.

As the economy turns, the
race for returning customers will
go to the swift. And you’ll hear
about these companies on the
swiftest medium, radio.

With radio they can create
new commercials in hours, not days.
At a cost that won’t wipe out the
budget.

With radio they target their
best prospects with a frequency

they can afford, even after all these
months of tough times. And that
strong frequency can encourage
consumers back into a “spending”
frame of mind.

If you'd like to start your sales
moving upward, just call Radio
Advertising Bureau at (212)
599-6666.

Remember. The early bird
catches the customer.

Red hot because 1t works.



MANAGEMENT

‘ 60 SECOND SEMINAR

|
RAB Searches for a New President Convention Tips

RAB Vice-President/CEQ Miles David

The Radio Advertising Bureau
has been searching for a replace-
ment for Miles David. David was
| elevated to a newly-created chair-
man role and is on a long term
multi-year contract.

The RAB Board wants to make
sure it doesn’t make the same mis-
takes the NAB made when it
sought to replace President
| Vincent Wasilewski. The politick-
ing that resulted dirtied that wel-
come mat for successor Eddie Fritts
who, insiders say, deserved better.

RAB Board hired top manage-
| ment headhunter Korn Ferry to

scan the country for David’s suc-

cessor. The job pays up to $175,000
| per year plus perks. Non-
] broadcast types have been ruled
lout. Small market radio execu-

tives probably don’t have much of
a chance since "big” dominates
RAB’s power base.

Insiders say Korn Ferry has ap-
proached some big name radio ex-
ecutives about the job. That seems
inconsistent with what could work
[ in a newly-structured RAB which
| still retains David as a power fig-
ure. Some has-beens have pitched
the job, but RAB is staying away
from them.

Whoever is chosen will likely
| have his hands full. (He is also not
| likely to be a woman in this male-

Korn Ferry is hired to scout for Miles David’s replacement and
avoid the embarrassing mistakes NAB made over Eddie Fritts.

| dominated RAB). There really isn’t
any reason to replace David, pro-
mote him on a high salary and hire
another big buck executive.
David has for years been the RAB,
and while some critics blame him
for letting the finances get out of
control, he was still in power when
RAB cracked down on dues-
paying violations. Today, RAB’s fi-
nances are in excellent shape and
watched by accountant, Bill
Shriffman.

The prablem is that David was
done in politically by Stuart
Broadcasting’s Dick Chapin and
Taft’s Carl Wagner. Insiders say
these two RAB member execu-
tives campaigned for David’s de-
mise. But they are outsiders who
run other businesses. David re-
mains at RAB. He hired the staff.
He pioneered the company. He is
an old pro who knows his way
around and has the ability to keep
the new president on his toes.

| precise planning is required.

In the new structure, the presi- |

dent is to answer to Chairman
David. But any newcomer unwill-
ing to cooperate with his chairman
may have to wrestle the power
away from David’s hand. That
won’t be easy. The only type of
successor who can work harmo-
niously with David is one who
understands his place in the RAB—
second to David.

Which brings up the question of
why RAB is looking for anew pres-
ident when they have just prom-
oted the one they have. No matter
what David’s new title is, they
will have him for years to come.

RAB board members are a select,
powerful group sometimes given
to high stakes politicking in non-
threatening situations. By neces-
sity they must tend to business
back at their radio groups. This fact
strengthens the hand of David.
While board members are tending
to radio business, only David is
devoting full attention to RAB. A
fact that may keep David as head
of RAB until he chooses to retire,

| no matter who is named president.

= _

To make them worth the money,

It’s uneconomical and imprac-
tical to attend every radio industry
convention, so it 1S important to
prioritize each and choose the ones
that best answer your needs.

Here’s how:

® Define these needs. Then ex-
amine the conventions. Each spe-
cializes in a different area. The
NAB Spring convention in Las Ve-
gas is useful for groups interested
in engineering aspects of radio. The
RAB conference in Dallas focuses
on sales. The Summer NAB pro-
gramming conference is designed
to meet program director’s needs.

® Examine the practical aspects
while planning. What costs will
you incur? What, if any, promo-
tions should you consider? Should
you plan a special event, such as
a cocktail party, to bring together
people you would like to meet?
What, specifically, do you hope to
accomplish at the convention? Do
you need exhibition hall space?

® Watch your costs. Convention-
attending is expensive. Decide who
should attend after defining the|
specific on-site functions you need |
filled. You may find that you don’t l
need to bring as many people as
you thought. !

® Communicate with associa- |
tions and individuals attending the |
convention before you get there. |
If there are specific people you’d
like to meet, give them a call
before and arrange a time. This
is done too infrequently. Most
meetings are by chance. Get a pre-
registration list. It will help you
to determine who you want to
meet or speak with.

m Get a list of the arranged ac-
tivities before you go. There may
be specific seminars or workshops
from which you, or your people,
could benefit. |

Caution: Choose conventions |
that best typify your needs. Before
you leave, double check reserva-
tions, registrations and appoint-

ments. —By Jim West, vice-president
and general manager of FairWest Stud-
ios in Dallas.
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New Sales Test Co-opConsultants Selling Big-

SALES

. . [ =
It screens applicants, but can it | “How-10" co-op training digs up Bldget Busnless

pick the right person?

A new “screener test” offered by
Princeton, NJ-based Princeton Re-
search Institute for Motivation
Evaluation (PRIME) is designed to
be given to people not already work-
ing in radio sales.

The test defines traits necessary
for successful radio sales: desire to
persuade and conquer, the need for
direct contact with people,resil-

iency, persistence and organiza- |
tion.
Its inventors believe  the

“screener test” saves radio stations
time and money because it allows
sales managers to interview only
those candidates with the highest
potential.

The question is, does any test
take into consideration the variety
of managerial structures prevalent
at the nation’s 8100 radio sta-
tions. The test could possibly elimi-
nate some promising radio sales
candidates. Radio  Advertising
Bureau’s Senior Vice President Joe
Vincent thinks, “Something is
needed. The turnover with first year
sales pcople is dramatic. The
number one question we get at RAB

is how to better recruit sales
people.”
Florida radio executive Carl

Como tried the “screcner test” at
WNFY, Daytona Beach. Como be-
lieves the test “truly reflects a per-
son’s personality.” In October,
three people were hired as sales
people at WNFY. All threc have
since departed. One went to
another station, one left the busi-
ness entirely and the one who pull-
ed the highest score went back to
school.

new business

A national co-op consulting ser-
vice will be launched by the Jeffer-
son Group in May to help radio
nab the $6 billion in co-op money
a year that’s passing them by.

Jefferson Group head Charles
Pittman, who developed the co-op
plan as an account exccutive, was
so successful in developing new
business for parent group Jefferson
Pilot’s Charlotte North Carolina
properties ($1.15 million last
year), that he’s extending his
know-how to radio stations across
the country.

Pittman claims Jefferson Pilot
is the only broadcast company

with a separate retail marketing |

division and that the Jefferson
Group is the only “how-to” radio
co-op group in the country.

“Co-op has made no headway in
30 years,” says Pittman. Thirty
percent of radio’s annual revenue
now comes from co-op with little
station cffort. With the right ex-
pertise, Pittman thinks radio co-
op business could be increased to
60 or 70 percent.

Jefferson Group provides trained
co-op consultants who work with
station sales managers at the sta-
tion or by phone. There are three
different levels of service ranging
in price from $400 to $2,000. Semi-
nars and a “pool of co-op informa-
tion” arc available at their North
Carolina base.

Structuring is co-op’s biggest
problem. “Management doesn't
spend time or money on co-0p.
They put inexperienced people in
there and expect immediate re-

| turn.”

Como says he would never think |

of giving the test to his present nine
member staff for fear that he might
form prejudices based on results.
The “screener test” costs $45 per
person. It might screen the right
people for a radio sales job, but it
could be that radio sales jobs are
not right for the people it screens.
No test has yet been devised for

that. —By Cecilia Capuzzi
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Manufacturers stay away from
radio co-op because of documenta-
tion problems. “Documentation
is casy for newspapers. You can
just rip the ad out of the paper and
send it to the manufacturer.” But
there’s a lot of paperwork involved
with documenting ads that run
over the air. One station Pittman
consulted spent 40 days on invoic-
ing procedures. Pittman knocked
itdown to 3 days. -By Cecilia Capuzzi

L
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It takes superior marketing of
the numbers you have.

Find out an advertiser’s needs
and create a plan for using your
station to fit those needs.

An advertiser will tell you vir-
tually anything about his business
strategy if you approach him or her
in the right way. “Consultant Sell”
is a series of questions that point
you to a successful sale, bigger |
budgets, and a long-term relation-
ship. You become accepted as an |
advisor. Here’s how to make Con-
sultant Sell work:

@ Talk to customers and store
clerks.Check the shelves, the way
the store looks. You can learn a lot
before you ask the first question.

®m Don’t send a salesperson out
cold. Go over questions at sales
meetings. Use role playing. Posi-
tion salespeople as consultants.

® See the advertiser directly. It
may cause ripples with the agency
but your thrust is to work directly
with the person who benefits
most—the advertiser. An agency
won’t generally know all the in-
formation required in the Consul-
tant Sell interview so you have to
go to the client.

@ Tape the interview. It’s profes-
sional and it provides an accurate
record of the conversation. Clear
it with clients first. It may make
them nervous.

® Let the retailer set the pace.

® Emphasize that Consultant
Sell is a fact-gathering interview.
Analyze findings, form a proposal,
then go back for the close.

® Use Consultant Sell as a reason
for repeat calls on all prospects. Ask
for a firm date to return, at least
five days away, when the interview
is complete.

® Sell with ideas. Discuss the
client’s marketing situation and
problems.

The Consultant Sell makes the
salesperson a “Retail Advocate”

rather than a “Retail Adversary.”
—By Miles David, vice-chairman/CEO of
the Radio Advertising Bureau.




3

-

WHEN YOUR RATINGS

ARE DOWN

WE KEEP YOUR
SALES UP

A big drop in ratings is the nightmare
of every station manager. It’s also the acid test
for every rep firm.

Anybody can sell top rated stations.

But not everybody can do what must
be done when your ratings are down sharply.

Schedules must be saved. Rates must
be maintained. And agencies must be resold.

That’s when Masla Radio is at its
fighting best.

We buy you the extra time to get your
station back on its feet.

That’s why Masla Radio means more
business for major stations in key national and
regional markets. ——

MASLA RADIO

We'll never be too big not to be hungry.



After the worst year in 20 in 1982, eternallv optimistic reps are
hopeful that 1983 will finish as well as it started.

The economy was the rep indus-
try’s biggest problem in 1982. Na-
tional sales finished only 7 percent
ahead of 1981, with 16 percent pro-
jected growth. National spot sales
were especially low in markets
deeply hit by the recession. Los
Angeles was down 7 percent.
Northeast and Midwest markets
were soft. When advertisers reached
way down, they went to television.

1982 actually finished behind
1981 when inflation and rate in-
creasesare taken intoconsideration.

Now, the national economy is
looking up. Reps arc reporting
some promising statistics.

Torbet Radio has booked 34 per-
cent more business so far in 1983
than they did at the same time last
year. March billings increased 120
percent.

McGavren Guild is 24 percent
ahead of 1982’s fourth quarter.
| Last year they had a total of $2.5

million in renewals. By February

1983, they had booked $1.5 million.
’ .Jack Masla sces a possibility of

14 or 15 percent in real growth for

1983 if the U.S. pulls out of the
’ recession.

Stabilized TV inventory is alsoa |

good sign. And the New York mar-

|
'National Business is Up
|
l
|

the rest of the country will per-
form, is healthy.

Excess television inventory was
an indirect result of the economy.
Ken Swetz’s theory is that seven
categories make up 75 percent of
radio’s — and television’s — ad vol-
ume: airlines, auto (and acces-
sories), fast food, retail, finance,
beverage and entertainment. All of
these, except beverage, were hit
hard by the 1982 recession. They
pulled back local advertising on
radio and television, which freed
up local TV inventory for national
sales, and national advertisers
went to television. Swetz doesn’t
think there was a problem with
radio. Advertisers just had other
places to go.

Ad agencies have been playing it
safe because ad dollars are pre-
cious. They can’t afford to make
mistakes. They won't do anything
that they could get ridiculed for —
and radio, still, is high-risk. Agen-
cics can make more money in less
time buying television or other
media. Chuck Hillier of Hillier,
Newmark, Wechsler and Howard
says: ”"Ad agencies are in a down
economy and looking for a way to
turn an casy buck.”

.

given reps an excuse to ignore
some basic industry problems. ’

Creativity is one of them.

Agencies don’t have much
imagination when it comes to pro-
ducing, or selling, radio. Torbet
Radio President Alan Torbet calls
it a lack of “radio consciousness.”
“We've had situations where
clients want radio and the agency
people don’t know how to create
on radio.” |

Torbet is going into smaller
towns, where advertisers use more |
radio, and tapping local agencics
for ideas. "There are some beauti-
ful ads done by local agencies.”
He’s showing them to national
agencies.

National spot sales have not
grown significantly in 20 years.
Ralph Guild blames it on old-fash-
1on representation. “I'm going to
force them to buy my station
whether they like it or not” at- |
titudes. Guild thinks reps should
take a marketing approach to sell-
ing radio. Call directly on advertis-
ers instead of agencies. Discuss
their problems and needs. And
then develop a strategy. With $2.5
billion booked in new business,
Guild thinks it‘s working. (He
doesn’t say how much of that bil-
ling is from mergers and new sta-
tion acquisitions.}

Direct selling is a problem that
still plagues the rep business. Jack
Masla estimates that a minimum
of 10 percent of total national ad

$841.7

ket, usually an indicator of how But the 1982 ¢conomy may have
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sales revenue is by-passing the
l reps. $630 million in national
sales was reported by reps in 1982.
“A minimum of $75 to $100 mil-
lion of that — that doesn’t even
appear in the $630 million — could
have gone directly to the reps. Di-
rect buying is the cancer of radio’s
national business. It’s the ]. Walter
Thompsons that insist on going
direct. It’s part of their pitch, ‘We
can do it cheaper than the reps.’
They wouldn't think of doing that
to TV. They think we’re second
class.”

Attrition is also high. Thirty
percent of 1982’s ads did not run in
1983. A result, according to Chuck
Hillier, of radio’s lousy job of de-
veloping new business. “For 102
years we’ve been hearing ‘Radio
will benefit because people can’t
afford TV! Well guess what? TV
gets theirs.”

Radio’s performance doesn’t
have to depend on how well the
U.S. cconomy does. There are
ways to keep revenues up.

Ralph Guild’s idea: Reps need
“intropreneurs.” People within
large companies who are willing to
take risks. “As a company gets
|older and bigger, there’s a ten-

dency for hardening of the arteries
| tosetin. They don’t want the com-
| pany to change. If let alone, people
| will continue to walk a straight
| line until they drop over dead.”
And, have a plan that’s ready to

’ go. “You'd have to have been deaf,

| dumb and blind in 1981 not to
know 1982 would be a bad year.”
|  Going after line network dollars
| is another McGavren Guild tactic
for increased revenues. It has a
I built-in selling feature for broad-
casters: they can make more money
through reps than through net-
works. Sometimes as much as 70
percent more.
{ New business development,
I though not a cure-all, is probably
| the most important consideration.
| It could add 3 to 7 percent to na-
tional sales. That may not seem
like a lot, but compared to other

businesses, it could mean a major |

|

} victory for reps.

| It's either that, or risking

‘ another 20 years of more of the
same. - By Cecilia Capuzzi

Rep Rumblings

Rep rumors can be vicious, but
insiders think CBS will one day
merge its AM and FM reps.

The best way to sce anger in the
CBS eye is to ask its radio execu-
tives whether it plans to merge its
FM reps with CBS-AM Sales.
Their answer is predictably no.
But stubborn talk on rep row indi-
cates that they have the
framework for such a merger
should they choose to cxercise it.

Most reps today are just happy
cnough to get and retain profitable
radio stations. The only time a rep
wants to get rid of a client station
is if he or she can get a better one
in the same market. Sometimes
they are forced into accepting a
group’s underperformers to get the
achievers. Otherwise, reps want
stations for as long as they can
kecp them.

CBS-FM Sales reportedly has 6-
month “get out” clauses in its con-

tracts with the non-owned radio |

stations they represent. It doesn’t

in itself follow that the clause |

means CBS-FM wants out, but it
is language that is unusual in a rep
agreement these days.

Any move to merge CBS Sales
with the FM Sales rep would seem-
ingly make sensc. CBS-FM attracts
non-owned stations by their liberal
payment benefits. The rep pays
client stations almost instantly for
spots run. Competitors say it puts
CBS in the finance business until
it collects the original money. That
policy may have been attractive in
William Paley’s day, but when CBS
head Tom Wyman gets around to
scrutinizing this policy, finance
may not be the business he wants
CBS to be in.

Consolidating AM and FM
would mean a reduction in the
high cost of being a rep today. CBS
could have the option of just rep-
ping its largely profitable AM
group with the double benefit of
repping FM as well.

Don’t expect CBS to admit to it,

| but don’t be surprised either if

such a merger takes place some-
time in the future. 228
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1983 Way to
Keep More Profit

Voluntary Employee Benefit As-
sociations let vou keep more.

Radio broadcasters move
through the corporate year with
conflicting strategies for increas-
ing profits and minimizing taxes.

One way is establishing qual-
ified retirement plans. Since the
1982 Tax Equity and Fiscal Re-
sponsibility Act [TEFRA), shelter-
ing taxable dollars was altered.

The law eliminates nearly all
the differences between corporate
and non-corporate plansand impo-
ses new ruleson“top-heavy’plans.

New “top hecavy” plans are
those in which more than 60 per-
cent of the accrued benefits are pro-
vided for key employees. They re-
quire rapid investing and the pro-
vision of minimum non-integ-
rated benefits or contributions for
non-key employces.

This tax law change restricts
benefits set aside for key employ-
| ees and owner employees in pen-

sion and profit-sharing plans.

Voluntary Employee Benefit As-
sociations (VEBAs) are organiza-
tions exempt from income tax
which provides for payment of
benefits to members.

® VEBAs allow broadcasters to
fund employee benefits on a tax
advantage basis with resulting
lower tax costs.

® Death benefit VEBAs allow a
business to obtain insurance pro-
vided by a trust in which it can
| deduct, for income taxes, advance
deposits and accumulate funds ex-
empt from taxation.

® VEBAs are subject to anti-
discrimination rules. Participants
share in an employment-related
plan, permitting a limited number
of members who are not actual

employees.
Participation restrictions such as

age (25 to 64 eligibility), years of,

service to the company, union ac-
tivity, and geographics might be a
problem. —B8y Staniey Neimark, man -

aging partner of Chicago-based Kupfer -
berg, Goldberg & Neimark, Certified Pub -

lic Accountants.

l
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See Continental
AM & FM transmitters
atthe ’83 NAB Show

¢ Completely transparent Continental offers broadcasters a complete line of AM and

® Thoroughly field-proven FM radio broadcast transmitters from 1,000 watts to 50,000

¢ Easy to maintain watts; plus combiners, diplexers, phasing, coupling and

® Cost-effective to operate antenna systems and related rf equipment.

® Superior performance See us at the '83 NAB Show, Booth 101, or call your local

® Full line of AM & FM Continental sales representative whenever you need
transmitters, 1 to 50 kW information or service on any of our products.

® Compatible with AM Stereo Continental Electronics Mfg. Co.

PO Box 270879 Dallas, Texas 75227
(214) 381-7161 ¢ 1983 continental Electronics/5223

12.5 KW FM 2025 KW FM

40/50 KW FM
Northeast Southeast Midwest Southwest Northwest West
Keith A. Leach John Hutson John D. Abdnour Steve H. Schott Tom T. Cauthers Steve Keating
(201) 383-8797 (704) 687-1016 (815) 672-8585 (214) 423-3644 (503) 254-2818 (213) 851-6380
Dave Hultsman Jlim Littlejohn Ken Perkins
(205) 822-1078 (612) 479-2633 (214) 381-7161
Barry Ariaz
(615) 822-0256

‘ ontinental électnﬂicd a



NEW TECHNOLOGY

60 SECOND SEMINAR

'Regional/State Nets Go Satellite  Audio Processing

An increasing number of regional
and state networks are now in the
process of installing satellite equip-
ment they hope will not only bring
them space age technology, but
space age savings.
| Currently, Texas State Network,

Capital Radio Network, Missouri
Radio Network, Louisiana Net-
work, and Mississippi Network are
beginning satellite dish installation
programs, or arc¢ alrcady on-air. All
of them use multiple channels for
different program services. Sterco
distribution 1s also possible by
using two satellite channels.

A growing trend of sharing up-
links to save money is evident, also.
The Virginia and North Carolina
| Networks  share  uplinks  in
| Richmond and Ralcigh.  The
Louisiana and Mississippi Net-
works share uplink facilitics in
Baton Rouge and Jackson.

Purchasing Single Channel Per
Carrier (SCPCJ time on the same
satellite can allow time sharing.
Several state networks have service
on Westar I[II, transponder 2.
Channel sharing is also possible.

Significant developments in the
last year have allowed a new class
of network Jto use the “new

> Q

. w B

Several are alreadv on-air while others save by sharing uplinks

state networks can cash in on state
of-the-air technology.

Low-powered SCPC  systems
were used for years by commercial
satellite users transmitting data
coast-to-coast. In this system,
many discrete channels are placed
on a single transponder. Many na-
tional networks and wire services
have been using this satellite struc-
ture.

When lower-powered SCPC sys-
tem is applied to radio and new
equipment is designed, regional or
statc transmissions are then possi-
ble.

A satellite network has three
necessary functional steps. First,
the signal must be uplinked to the
satellite. Second, a space segment
or a satellite channel pathway must
be sccured as a conduit for sound.
Third, the signal must be recovered
or downlinked.

The technical formula support-
ing the trend toward satellites is
simple. Low power SCPC requires
smaller bandwidths for transmis-
sion. Smaller bandwidths usc lower
cost cquipment and require only
modest satellite tariffs.

A regional or state network using
a 7.5 kHz band is a major improve-
ment over a 3 kHz telephone line
traditionally used by regional net-

' Most radio station audio is under- |
" or over-processed

works. Where high-powered chan- |

nels cost approximately $10,000 per
month per channel on Westar III or
IV for 15 kHz service, comparable
low power service is $2,000 per
month. For 20 percent of what the
national networks pay, you can
purchase the space segment for a
college sports conterence or state-
wide newscasts.

Smaller bandwidth means less
power is needed to boost the signal
into space and recover it. A national

| ping ‘the station is doing. (Album

nctwork may nced high-powered |

amplifiers with 3,000 watts. A state
or regional network can get by with

5 watt amplifiers. Low-powered |

SCPC uplinks tor state or regional
networks cost $50,000. National
systems can cost over $500,000.
The difference goes trom out-of-
sight to down-to-carth. -By Bill Check

It costs you listeners, or gets
you into trouble with the FCC. |
Processing is dependent on the
type of programming. Beautiful
music, or news/talk stations are
best with an average modulation
level of 60 percent. Album rock
stations are better with higher

modulation, 80 to 90 percent.

You can tell if your station is
under- or over-processed by listen-
ing to it without interruption for
about 20 minutes, and by listening
to other stations in the market.

B Your station is under-proces-
sed if the other stations are notice-
ably louder than you. Listeners
could dial by your station without
knowing it.

m Overprocessing is detected by
a raspy, harsh sound. It is caused
from over-compressing or clip-
ping, or over-cqualization. Over-
processed signals could interfere
with other station’s signals. I

B Processing problems are easy
to correct. A station can improve

| its sound, and increaseits effective

coverage by 25 to 50 percent if the
proper equipment—compressors,
limitors, equalizers or expan- ‘
ders—are installed. |

Communicate with your cn- |
gincering people. Ask them:

m If they are doing anything spe-
cial with regard to audio proces- |
sing or compression in db.

@ What is the compression ratio
of the audio processing systems.

® How much, if any, hard clip-

rock can get away with more;
Beautiful music and talk with
less).

8 What the average modulation
level is. If it is below 60 percent, |
minor adjustments are necessary.

It is vital that management,
programming, and engineering
work together to develop the over-
all sound of the station.

We are in the communications
business and often are the worst
communicators internally.

—By Elliot Klein, president of Scottsdale, |
Arizona-based Klein Engineering, a
broadcast engineering consulting firm.

~
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MONTHLY POLL
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Importance of
mming Elements
~ to Radio Stations in1983.

l

These national radio exec-
| utives rate information ser-
vices above music when
asked to vote on the impor-
tance of various pro-
gramming elements
for AM stations in

1983. “Local news

| coverage’’  (87%)

| with “music selection
played” (72%) receiving a

and
| “weather and traffic service”
(85%) receive top mention,

secondary but nonetheless
important consideration.
“Personalities” are also of
noteworthy concern to a ma-
jority of these ex-
ecutives (63%). All
other programming
elements receive
only slightly more than 50
percent mention as being
“very important,” down to
the lowest vote of 7 percent
for “big money contests.”

Importance of Programming Elements to AM Station in 1983

Local news coverage
Weather and traffic service
Music selection played
Personalities

Sports reporting

National news coverage

| Sports play-by-play
Talk shows in the evening

Talk shows in the daytime

Giveaways and quizzes like trivia questions

Plays a lot of music without much interruption

Big money contests

87%
85%
72%
63%
53%
51%
41%
30%
19%
14%
14%

7%

Data Collection and Data Processing by The Research Group.
The Research Group is headquartered at 2517 East Lake Avenue E., Seattle, WA 98102

— — — — —_— — — S — —
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How important do you feel each of the following elements will be
to the successful programming of an AM station in 1983?

=1 1. Local News Coverage
: ‘ Very Important [ 87 2%
Somewhat Important N 11 39,

Not Very Important B 0 99,
Don’t Know/No Answer [ 0,62

2. Weather And Traffic Service
Very Important [ 54 7%
Somewhat Important |G 14 40/,

Not Very Important [ 0.6%
Don't Know/No Answer [l0.3%

3. Music Selection Played
Very Important | 71.9%
Somewhat Important [ 20.5%

Not Very Important [ 7.0%
Don’t Know/No Answer [l 0.6%

4. Personalities
Very Important [ 62, 72

Somewhat Important [N 33 9%

Not Very Important SN 3 19,
Don’t Know/No Answer 1l 0 3%

5. Sports Reportin
Very Important 52.9%,
Somewhat Important | EEEEG_—_——— /1 0%

Not Very Important |6 12,
Don’t Know/No Answer B0.0%

6. National News Coverage
Very Important | 50.8%
Somewhat Important | EEG—_— 14.0%

Not Very Important [l 4.6%
Don’t Know/No Answer [l 0.6%
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X g 7. Sports Play-by-Pla
X Very Important h 40.7%
Somewhat Important [N 34 39,

Not Very Important [SEESSSE 24 8%
Don’t Know/No Answer [l 0.3

"1 8. Talk Shows In The Evening
Verylmportant — 30.3%
Somewhat Important . 480%

Not Very Important ~208%
Don’t Know/No Answer (.99

9. Talk Shows In The Daytime
Very Important [ 19.0%
Somewhat Important [T 42.5%

Not Very Important [ i 37.6%
Don’t Know/No Answer [ 11 0.9%

10. Giveaways And Quizzes Like Trivia Questions
Very Important | 13.5%

Somewhat Important | EEG— 55 7

Not Very Important | >7 22
Don’t Know/No Answer I 1 2%

12. Big Money Contests
Very Important FE00 7.0%

Somewhat Important FEEEEET 30.0%

Not Very Important [ i 60.6%
Don’t Know/No Answer | 2 4o,

Raw Totals N=327



dedicated. They
know our research
department is the
most respected in
the industry. They
know about The
College of Radio
Knowledge, and our
commitment to the
medium as a whole.
| If you're looking for
& more sales clout for

& your station, come to
* Blair Radio.

Everyone wants it.
A few know where
to find it.

The power to influ-
ence others. At Blair
Radio we know radio
holds that power for
those who know
how to use it. Ve
also know that each
station has a special
place in its market,
with unique strengths
to sell.

When marketers and their agen- Together, we'l harness your
cles want to harness the power power and put it to work for
of radio, they come to Blair. you. That's what makes us differ-

They know our sales force is ent. That's why Blair Radio is the
knowledgeable, experienced, and power of radio.

THE POWER OF RADIO.

BLAIR RADIO el
. John Blair & Company.




SPECIAL REPORT

New Profits Ahead In SCAs

As more entrepreneurs scramble to enter the lucrative SCA area, FM stations
might find themselves not only in demand, but in the dark.

Pocket Quote, Informa and nu-
merous other technological off-
spring, are here or on their way. By
early summer, the Federal Com-
munications Commission is ex-
pected to act to permit new uses
for Subsidiary Communications
Authorizations (SCAs), baseband
subcarrier channels. Nonbroadcast
use of FM subcarrier channels is
being considered. In the Techno-
logical Gold Rush of telecommun-
ications, this is equivalent to the
discovery of an extensive, rich vein.

A host of corporate entrepre-
neurs, including the producers of
Pocket Quote, Informa and
major radio networks, are preparing
to bargain for long-term leases for
the SCA channels of the over 4000
FM stations in the United States.
Leasing prices in major markets in
&nuary were between $5,000 and

$6,000/month for a channel, plus
percentage arrangements, but the
uncertainty of future price esti-
mates indicates the wildcat atmo-
sphere prevailing in the
telecommunications industry. The
cost of data transmission on FM
subchannels is estimated to be at
least half the cost of land lines. FM
stations in major markets all over
the country are now being ap-
proached by prospective lessecs.
Statistically, only about one-
quarter of the stations use their
subchannels. Because most sta-
tions lack information about the
pros and cons of leasing, corporate
and radio executives are issuing
warnings to station managers. The
National Association of Broad-

casters (NAB) speaks of “the explo- |

sive nature of the technology.” It
will take some long-range study
and fancy footwork on all sides not
to get left behind in this new tech-
nological jungle of bits and beeps.

Even more entrepreneurs are cx-
pected to enter the field with the
expected FCC regulation change.
Some of the names already in-
volved include Bonneville Inter-
national Corporation, a pioneer in
subcarrier use; Telemet America,
Inc.; CBS; Dow Jones & Co.; Ra-
dio-Systems, Inc.; IT&T; National
Information Utilities Corporation;
RKO; Mutual; AT&T,; Dataspeed,

' Inc.; Xerox and many others.

New hardware for a variety of

| uses is rapidly being developed to

take advantage of the income op-
portunities offered by the deregu-
lation. Some receivers will be
totally portable and pocket-size.
Digital information sent via the
SCA channels will be picked up by
printers and computers.

Potential uses for the SCAs in-
clude paging, pricing and other fi-
nancial data distribution,
laboratory test results, electronic
mail and message service, news,

facsimile services, copy to print-
ers, police and traffic communi-
cations, newspaper circulation
information, communications in-
volving fire departments and pub-
lic transportation, educational and
training services, and software dis-
tribution. It is not a far stretch of
the imagination to envision par-
ents beeping their kids home for
dinner.

Interference with the main sig-
nal has, historically, been a big rea-
son for the low utilization of
subchannels. However, network
representatives, the NAB, and en-
trepreneurs are all in agreement
that these technical problems have
been resolved.

Because of the great demand ex-
pected for these subchannels, both
public and commercial radio are in
support of the change in FCC reg-
ulations. In an attempt to generate
income, National Public Radio has
entered into several joint ventures
using SCAs. CBS and the NAB
spoke of their support for public
radio’s leasing of SCA channels.

“The sort of political tone of

commercial broadcasters has |

changed over the last three or four
years,” said Charles Oliver, direc-
tor of legislative and regulatory
policy for CBS. “There is wide-

| spread recognition that commer-

cial broadcasters are not going to
be talking to a sympathetic ear at
the FCC if they take the position
that potentially competitive ser-
vices should be suppressed to
maintain a competitive niche for
established broadcasters. Of course,

| the leasing of SCAs is competi-
| tive. The more stations which of-

fer SCAs for leasing, the lower the
price will be. Obviously, we could
make more money if educational
broadcasters were forbidden to use
them, but it does not apply that
we could make a reasoned public |

| interest argument at the FCC thatJ
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the noncommercial broadcaster
should be forbidden to use them.”

Barry Umansky, deputy general
counsel for the NAB, said, “It’s not
a question of a threat [to commer-
cial radio). There will be a number
of opportunities for broadcasters to
use their SCAs. Their use [by pub-
lic radio] is not going to be any-
thing commercial radio has to fear.
There will be substantial oppor-
tunity for everyone. There has been
some concern about noncommer-
cial stations operating in a com-
mercial way—such as advertising.
But this way, they can make a go
of it without going into other ef-
forts. The NAB’s position is that
FM radio broadcasters should be
given complete discretion to use
their SCAs. A substantial number
of FM stations are in the red, and
this could mean a difference to
them.”

There is near unanimous agree-

| ment in the radio industry with

the NAB position. However, cor-
porations and entrepreneurs are

| competing strongly for their share

of the SCA market as they move
through a maze of legal, technical,
and market complexities.

Charles Oliver spoke of CBS' in-

| volvement with subcarrier chan-

nels. “Our stations carry Dow-
Jones Radio 2 service. It began May
24, 1982 in Boston. It’s a news and
information service for business-
men and investors. Subscribers pay
a monthly fee. Dow-Jones is now
proposing a second service in

| which a brokerage firm could re-

port financial information to their

| customers. Instead of broadcast,

this could be used for client-ori-
ented, confidential information
using digital codes. This is not yet
authorized.”

Gene Swanzy, senior vice presi-
dent for broadcasting at Mutual
Broadcast Corporation, talked
about Mutual’s plans for SCA use.
”We hired a consulting firm to do
market research and we've identi-
fied the type of corporation that
could best use this kind of distri-
bution system. We're not yet mak-
ing public this research. There are
a lot of big companies that have
national communication needs.
We’ll put together a distribution
system for the whole country.
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Notice of Proposed Rule Making
The Commission’s proposal, released on August 19, 1982, would:
m Remove all programming restrictions relating to the services
provided over SCAs
m Remove time-use restrictions so SCA transmissions may be
made even when main channel is not in operation

m Remove certain technical restrictions which would allow the
addition of one more subchannel for SCA use by each

FM station

= Abolish the requirement for filing an SCA application and
eliminate the requirement for SCA program logs

have approximately 900 stations |

which are basic affiliates. We will
negotiate with them for their
SCAs. We may or may not use
Mutual stations’ subchannels. If
they aren’t interested, we would
negotiate with other stations. We’ll
be approaching stations on an in-
dividual basis.”

Swanzy stressed that: “We're not
offering something right now. We'll
be doing technical and marketing
tests for the rest of this year.”

Other corporations are also
working to develop national dis-
tribution systems. National
Information Utilities Corporation,
a closely held computer and com-
munications company based in
McLean, Virginia, has entered into
a joint venture with National Pub-
lic Radio. The venture is known as
Information Network Corporation
(INC). INC plans a data delivery
system for national transmission
of digital data and computer soft-
ware. Information will be deliv-
ered over NPR'’s satellite network
to local NPR or commercial re-
ceiving stations, which will dis-
tribute it via SCA channels to INC
subscribers. They will pay a
monthly fee to have the informa-
tion “addressed” to their computer
or printers, where a "’black box”

decoder will unscramble the infor- -

mation before transferring it.

INC claims an important facet |

of their transmission will be its

speed. “We can broadcast 9600 bits |
| are Telemet America, Inc. in Al-

per second over one SCA chan-
nel,” said Stephen Dull, product

We | manager for INC. A bit is the
L= _ IR ) i

smallest single unit of computer
information.

““Most of the people approaching
stations want to use their SCA for
only one purpose,” said Dull. “We
plan to use it for many purposes.
What we will have is a moderate
high-speed link that is relatively
inexpensive that can do simulta-
neous point to multi-point com-
munications. So the applications
that fall into that category will
benefit the most from this type of
communication. The greatest
value will be to one person who
wants to reach 100 people.”

Dull spoke about the long-range
implications of electronic com-
munication. “What I think will
happen is just what happened with
the telephone, telegraph, and same-
day mail. The users that were well
suited to the particular form of

]

communication used them. In tele- |

communications the same thing

will happen. There will be a lot of '

ways to move information around.
The length of the communication,
its urgency, and how long the data
will be valid will determine this.
SCAs will have a niche in this.”

Like most companies, INC is |
still working on their marketing |
and production plans. They hope |

| to have their hardware ready for

testing, and their marketing plans
in place by late '83.

Unlike INC'’s proposed multi-
purpose network, two companies
who offer a single-purpose system

exandria, Virginia, and Dataspeed,
Inc. of Burlingame, California. The

il



Inthe ast one hundred and t

....

five years,

one prominent figure has achieved unparalleled
dominance of the news.

Associated Press.

Most news figures burst into
prominence, then fizzle into obscu-
rity. Not Associated Press.

In fact, during the past 135
years, we've run away with more
top stories than any other news
organization.

Our 1,500 reporters and photo-

graphers, plus 5,300 member organi-

zations, comprise a reporting staff
that's bigger than any network’s.
And 30% larger than UPTs.

So, we can cover every major
news event between Gdansk and

Greeley, and still dominate coverage

of aPan Am jet crash in New Orleans.

Proof? AP accounted for more
than 75% of all articles printed about
that tragedy, according to one week-
long competitive play check.

Thanks to our massive techno-
logical advantage, we also delivered
news of the crash with unprece-
dented speed, fidelity and reliability.

If it’s credibility you want, you
should also know this: In the cate-
gories in which AP is eligible to
compete, we've won more Pulitzer
Prizes than any other news-gather-
ing organization in the world. Thirty
three since 1922.

And for excellence in the area
of broadcast journalism, we've been
awarded a duPont-Columbia Award.
a Peabody, two Janus Awards and
several Overseas Press Club Awards.

Put it all together, and you've
got a news service that you, your
listeners and advertisers can believe
in. In fact, the only thing you won't
believe about AP news is how
easy it is to sell.

- For more information,
b contact Glenn Serafin.
(212) 621-1511.

J

Associated Press. Without a doubt.
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gnals intended for utiity
load management

‘Saurce “The FMISCA-Comeng of Age.” NAG legal marma

interaction between these two
small corporations illustrates the
competitive atmosphere prevail- |
ing in the SCA market.

Telemet put a pocket-size,
computerized radio receiver,
Pocket Quote, on the market in
New York City last summer. |
Pocket Quote relays stock prices,
after a 15-minute delay, to inves-
tors. Frederick G. Parsons, presi-
dent of Telemet, is the developer
of Pocket Quote. Telemet is tied in
with the six RKO FM stations and
plans to begin operations in Chi- |
cago this spring. In New York, it
uses WRKS FM'’s subchannel. Par-
sons advertises in The Wall Street
Journal and The New York Times,
and as of last February, claims close
to 1000 customers. The price for |
the system is $20/month.

Dataspeed, according to Chair-
man David B. Lockton, will intro-
duce Quotrek, a similar pocket-
size, computerized radio receiver, |
which will relay stock prices, be- |
ginning in April in four cities. It
will be priced at $90/month. Orig-
inally, Dataspeed’s system was also
called Pocket Quote. “We had to
change the name because Parsons |
beat us to it,” said Lockton.

“Not so,” said Parsons. “They |
were using our name. Our lawyers |
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had to issue them a stern warning.”

“Parsons’ system is old-fash-
ioned,” said Lockton. "“He only
uses a 1200 baud analog system
while we will use a 9600 digital
system. Ours is mobile, while his
must be plugged in.”

“The difference between our two
systems,’” said Parsons, “is that
ours exists and his doesn’t. We use
a 4800 baud system that can be
plugged in or operated on batterics.
It’s hard to say what his is. The
guy wanders around with a plastic
box. We're waiting to see his, be-
cause we want to examine it for
possible patent infringement.”

Parsons will get his chance to
examine Dataspeed’s Quotrek in
April, when it will go on the mar-
ket in four cities. Dataspeed is also
working on Informa, a hand- held
receiver for electronic mail and in-
formation. It recently signed a let-
ter of intent for a joint venture with
NPR to use their subchannels for
that system.

Lockton sees the market for SCA
channels tapering off after 10 years.
“In 10 years anyone with an un-
focused antenna can receive data
directly from the satellite. So, FM
stations need to pick a partner now
who will pay them the maximum
amount over a relatively short
time. In 10 years, the more prof-
itable ventures will use the
satellite.”

Mutual’s Gene Swanzy disa-
grees. “The number of Direct
Broadcast Satellite {DBS) channels
will be limited because of the or-
bital spacing requirements neces-
sary to allow it to function with
very small receiving antennas. The
unique market-by-market charac-
teristics of the SCAs will allow
them to do more things better than
the DBS. We think the particular
characteristics of this system will
always compete with the DBS
systems.”

Gordon C. Coffman, partner in
the Washington, D.C., law firm of
Wilkinson, Barker, Knauer and
Quinn, and author of the NAB le-
gal memo on SCAs, also spoke
about future possibilities. “We’ve
been working for eight to 10 years

| to try to get the FCC to liberalize

the SCA rulings. The future situ-
ation depends on the use made of

|

EXAMPLES OF SCAUSES THE
FCC PROHIBITS UNDER
CURRENT REGULATIONS
B Paging services
® Distribution of inventory,
price and delivery information
by business
® Transmission of laboratory
test results to doctors and
clinics
m Electronic mail delivery
8 Facsimile services to offices

® Page lransmission to local
printing plants

B Police communication to all
substations

B Distribution of information
from a newspaper's circula-
tion department to distributing
stations,and from distributing
stations to carrier pick-up
points

m Distribution from county
governments to local public
works garages and vehicles

® Bus dispatching for local and
regional transportation

® Coordination of forest-fire
fighting efforts over large
geographic areas

B Municipal traffic light and
sign control

Tha FMISCA-Coming of Age ™ NAH legal meny

the subchannels by the entrepre-
neurs and the stations, and on what
the competition will be. Right
now, major companies like AT&T
do not see these channels as a ma-

jor area of competition to them. |

But if a company like Sears, for ex-
ample, could reach all of its stores
by use of satellite and SCA chan-
nels, the savings would be monu-
mental. And, at that point, your
land line companies would get
concerned. There could be inter-
esting action, both legal and
nonlegal.”

A stern warning to member sta-
tions issued in a recent NAB bul-
letin talks about the consequences
of inaction in this fast-moving
field: “The profits lost through

] one’s inaction will undoubtedly be
picked up by a more aggressive
| competitor.”—By Mary Ann Larkin

]



Number 13 in a Senes:

Daybreak

Occasionally, in this world of
products and services, a trade-
marked name catches on, and

then becomes a household word.

...like Xerox, Kleenex, or
Sanka.

Well, now there’s a little “®”
next to “DAYBREAK? See it up
there? It means that “DAY-
BREAK” is a registered trade-
mark of the Bonneville Broad-
casting System.

So, if you're using the
“DAYBREAK” name for
your morming radio show,
and it’s not from Bonneville,
you've got two options;
change the name, or make
arrangements with us to

broadcast the original.
“DAYBREAK” is the evolu-
tionary adult music radio format
that’s designed to offer morming-
drive adults an Easy Listening
balance of music, information and
personality. The show follows
the famous KBIG morning
drivetime concept. .. minute-by-
minute. .. allowing you to adapt it
to your local market conditions
and customize it to your needs.
“DAYBREAK? It’s
helped KBIG become
Number One. It'll help
you, too.
So, give your listeners a
break. With “DAYBREAK?
From Bonneville.

BONNEVILLE BROADCASTING SYSTEM. 274 COUNTY RD. TENAFLY. N} 07670

More of what you come to Bonneville for!
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IS 98
15?

This month.

KFWB is celebrating 15
years of bringing you all news,
all the ime. And one million
listeners per week, every week*

Thanks, Southern California.
Thanks a million.

KFWB ALLNEWS 98

Represented nationally by Group W Radio Sales
liu"l‘




? RADIO ACROSS THE USA™

Atlanta

=

BIRCH MONTHLY

QUALITATIVE DATA

SOFT DRINK CONSUMPTION

MARKET SCAN

WWCG changes call letters
to WJYF. Heightens, moves
tower to simulcast “Music Of
Your Life" with WJYA (for-
merly WJYI). WLAG/WWCG
GM Rick Ellis to manage
WJYA/WJYF... WLTA to be-
come WRMM ... WWID
changes to WWLT. Brings in
GM Charles Giddens from
WPGC, Washington.

FORMAT JF DdJ ND
WVEE-FM B 123 125 129 | (9lasses. cups organs eezr diy)
- +
WKLS-FM A 122 139 139 | o 00 500 o
WKHX C 11198 76
WKLS-FM 421 421 158
WZGC-FM__ R 101 102 96
2 WSB-FM 400 400 200
WOXI-FM_ AC 99 75 79
WOXI-FM 3135 g 1 G,
WSB AC_ 80 68 88
WLTA-FM 2500 = 750
WPCH-FM_BM 55 73 63
WVEE-FM 235 294 471
WLTA-FM _ AC 50 52 4.0
WKHX 200 400 400
WSB-FM___ AC 39 42 51 | gaom s eriisstius
WGST N 36 38 38 | Scurce Bren ohdDiec ik
Baltlmore BIRCH MONTHLY QUALITATIVE DATA
FORMAT J/F JAN TOP TV STATIONS
| WBAL oL 128 127 Aftiliate Station
[ WIYY-FM A 103 118
| WBSBFM R 93 99 L7 o
WPOCFM_ C 83 80 Los B —
WXWEM™ B 76 73 ot b
WLIF BM__ 51 52 | —nd iy
WHER ___AC__ 48 4F ‘%js' “WMPB
WYST-FM__ AC 33 35 ;
WCAQ AC 26 26 | Source: A. C. Nielsen Co
WRLX-FM  BM 26 30 |

joins WCBM as ops mgr as

MARKET SCAN

Baltimore Radio Show sells
WBKZ-FM to Waverly Tower
Center. Price $1.5 million....
WFBR-AM goes stereo with
Kahn system....CNN news
correspondent Eric Seidel

PD Dave Arlington looks to
relocate with help from pa-
rent company Metromedia.

| BIRCH MONTHLY

QUALITATIVE DATA

MARKET SCAN

FORMAT [F DJ ND VCR PURCHASE NBC/WBOS deal on rocks....
WBZ AC_ 106 86 89 (Next 6 Mos) GE's WJIB still on block.. .
WXKS-FM__ B 94 100 123 Plan NePlan | WCMF, Rochester PD Frank
WBCN-FM_ A 83 03 g7 | WEE 24 616 | Holler joins WCOZ as PD
WCOZ-FM A 80 101 104 | WOKO-FM 136 864 replacing Andy Beaubien
WHOH  AC 65 72 84 | WXKS 83 9.7 | who is now PD at KSRR.
WEE] N 51 47 44 | WRORFM 74926 | Houston ... WHJJ/WHJIY.,
WEELFM R 51 51 47 | WHOH 52 948 | providence PD Jim Murphy
WIBFM _ BM 50 53 50 sz'JL'%'FM ig gga to PD at WHDH replacing|
WROR FM  AC 4¢ 47 30 J : < Bob Knight-Adams. WEE
WRKO T 43 40 50 | s b o changes call letters to WHTT.
Chlcago BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
; —_— FORMAT JF 0/ ND STEREO PURCHASE Metromedia’s sale of WMET
WGN AC__ 87 98 97 (Next 6 Mos) to Doubleday to be final April
WLS-FM A 58 52 46 | e g'bag "'2?'6’" 14 Sebastian/Casey's
WGCI-FM_— B 51671012 853 WLUPFM 75828 Steve Casey joins WLS in
WIND T 54 64 54 et ‘Ax' &y : 57 & 3 newly created ops mgr posi-
WBBM N 52 48 6.1 | pReon - g?s tion.. WLUP Assistant PD
WMAQ (6 52 34 26 WFKAT-FM T 065 Greg Solk to PD replacing
WBBM-FM R 51 5.1 486 an 1T§_ B8 Tim Kelly. Kelly to buy Lin-
WLUP-FM A 44 44 61 WET-TM 3T %09 coln, NE station with father,
WLS R 43 43 39 | LU0 MonSum BAM Mgt Sam Sherwood. WLUP may
WLOO-FM B 42 52 43 | Scauce Bt Owtuline 1549 soon be on the block.
Cincinnati BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
FORMAT JF D4 ND VIOEO GAME PURCHASE Mariner sells WLW/WSKS to
WEBN-FM A 142 132 142 (Next 6 Mos) Seven Hills Communications
WKRQFM R 100 102 105 | \op gg'g "gg'g" for $10.5 million...WYYS
WKRC AC 90 95 97 WOKY 75 625 changes to WLLT. Awaits
WWEZ-FM  BM 82 88 91 WHLX T3 707 FCC action on separation re-
WRRM-FM _ AC 64 63 59 WUBE-FM 5Ty 77 quirement proposal. Will
WBLZ-FM B 60 52 50 WKRO-FM 511 789 move tower closer to Cincin-
WCKY NT 54 52 60 WYYS—FM 500800 nati....Battle continues to in-
WUBEFM _ C 51 57 64 WBLZ-FM 846 clude Butler County in metro
WLW AGw w 4TaSP 50| 1o oo Rl e A ot area. To benefit most: WLLT,
WLLT-FM  AC 43 30 42 | Siuce Bk 0.t Do, 4 WBLZ, WSAI.
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BIRCH MONTHLY

QUALITATIVE DATA

MARKET SCAN

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

FORMAT
KVIL-FM__ AC

KEGL-FM R
KP-FM_ €
KTXQ-FM A 6
KRLD
KKDA-FM
KMEZ-FM
KAFM-FM
WBAP

JF DN NID
96 101 106
15 28e==2b6

50 50 38

BIRCH MONTHLY

BIRCH MONTHLY

HOUSEHOLD INCOME

35k«  16k-35k Under 168

KLIF 998 - —
KLIVU-FM 667 — 333
KXOL 66.7 — 333
KIXK-FM 50 &0 —
KMOKFM 442 488 - 7

M- 40 280 280
KKDA-FM 412 235 353

%AQH Mon-Sun 6AM-Midnight
Source Birrh Oct-Deg 1982

QUALITATIVE DATA

QUALITATIVE DATA

QUALITATIVE DATA

Fairbank’'s WVBF, Boston PD
Reg Johns joins company-
owned FairWest as national
operations director...TM Pres-
ident Pat Shaughnessy aiso
named VP of parent company
Shamrock  Broadcasting....
KIXK to move tower to Cedar
Hill....KZE VP/GM . Jay
Hoker named to NBC Radio
Source board.

MARKET SCAN

MARKET SCAN

MARKET SCAN




Total Station
Automation™ by
Computer Concepts
Corporation is the

- . -
first and only closed
loop interface be-
tween business and

program automation.
Period.

i |

“d-

| e & A
.M

.\-

See a live demonstration
between Computer
Concepts Broadcast System
and the Broadcast
Electronics Control 16 in
B.E.’s booth #303 at the
N.A.B. in Las Vegas, April
10-13. See the Computer
Concepts Business System
in booth #404.

COMPUTER gomputter
oncepts
il | COORATON

The In-House Computer People
™

8001 W. 63rd Street e Shawnee Mission, Kansas 66202 ¢ (913) 677-4000 « (800) 255-6350

TSA and Total Automation are trademarks of Computer Concepts Corporation.
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BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN

FORMAT J/F D4 ND CABLE TV Thomas Embrescia sells
WOFM-FM A 96 94 84 . WFMR-FM to Marvin
WIMJ AC_ 90 75 87 |, oouem ggvg Don'tHave | josephson Associates. Price:
WEZW-FM _ BM 87 81 56 WJZOFM—QQQ__ $3.2 million. Call letters to
WISN AC 76 73 63 WGN—MS_ change to WMGF... Surrey
WOKY 62 54 61 WND 656 344 Broadcasting sells WOKY/
WBCS-FM 60 66 63 WRN 84l B9 WMIL to Sundance Broad-
WKTI-FM 9/ 450 855 WEMP 615 385 casting. Price: $5 million....
WLPX-FM 55 64 63 WIPXEM 478 522 WAWA/WLUM GM Mike EI-

. : : liot to PD at WIOD/WAIA,

WZUU-FM 51 50 43 o, 478
WMIL-FM 4332 37 | Sl tven Bes e 195" Miami

BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
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The industry news.
First, best, comprehensive.
Stories not found elsewhere.
At a glance, at your desk,
..every Monday morning.

)/A\ D).

~."‘"—' ’

SUB?CRIBE

INSIDE RADIO

IT'S ALL THE INFORMATION YOU NEED . IT'S THE INSIDE STORY' .

INSIDE RADIO SUBSCRIPTION DEPT | ENECUTIVE MEWS, 1930 F MARETON PIRE SUTTE C 13, CHERRY HILL . NJ 08003

OR CALL COLLECT 1609) 424 ONH)
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New York

BIRCH MONTHLY

QUALITATIVE DATA

MARKET SCAN
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0 FDRMAT  JFF n/; N/D HOUSEHOLD INCOME Bu'rkhart/Abrams now con-
WOR T 78 72 61 sulting ~ WNEW-FM... LIN
WINS__ N 63 63 70 35k + 16k-35k Under 16k | jooks to buy WVNJ-AM/FM
WKTU-FM 8 61 64 60| WNCNFM 357 571 71 | Newark, NJ. Price: $8 million
WBLS FM T8y na b5 | WPKEM 217 652 130 | wYNY Operations Director
WPLJ-FM A 50 53 5o | WCBS 181 362 457 Pete Salant resigns. Forms
WEKS-FM B~ 48 49 38 | WABC 159 2339 802 | consulting firm...WHN PD
WPATFM _ BM 45 40 28 | WNEWEM 129 677 194 | pene MHallam to WKHK as
WRFM-FM__BM 40 33 17 wPAT'FM ‘2-; 603 276 | pp. Succeeded by WHK,
WADO P 39 33 a7 | .aec,  11E TS 109 | Cleveland PD Joel Raab.
wess N 38 36 41 | Source Birw Gzt Dev 1982°
BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
EDUCATION Former WYNY-FM, NY PD
FDRMAT  JF D ND Pete Salant now consulting
Kyw N 115 114 107 Coll HSch GrSch | WSNI-FM... WIFl switches
WEAZFM _BWM 82 85 75 | JOR 99 _— _—_ | from rock to Rick Carrolf's
WYSP-EM A 64 /2 70| WELNEM 96 34 — | “Rock of the 80's” format....
WMMR-FM A 62 57 70| WOAS 667 333 — Jerry Lee’s beautiful music
WMGKFM AC 61 64 63 WWSH-FM 60.0 200 200 | wgeAZz (“Eazy 101") drops
WCAU-FM R 60 66 71 WIOO0-FM 462 538 — Bonneville for Schulke’s new
WUSLEM B 58 71 b5 | weectM 33 (28 JRS | CMT-tested format... WFIL
WiP AC 54 36 32 | o a0H Mon-Sun 6AM-Michight : to air USFL Philadeiphia
WWDB-FM T 52 45 46 | source Birch Ogt-Dec 1982 Stars games.
BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
FORMAT JF DJ N OCCUPATIDN Former WEZI, Memphis VP/
KDKB-FM A 114 96 119 GM Dave Thomas to vice
KNMFM " C 108 108 84 Prof  Skilid Unskil | president marketing (and
KTAR NT 82 81 05 | RKARZ 99 _~ _ = | part owner) at Churchill Pro-
KUPD-FM R 81 95 ug | KX 09— - ductions....Lane Rogers to
KMEO-FM _ BM 68 62 45 | KoUN 99 —_  — | opsmgrat KMEO from KSFI,
KKLT-EM _ AC 53 72 78 | KHEP-EM 800 200 — | ggitLake City.. KOOL drops
KZZP-FM. R 5170 14 | YOKB-FM 790 14 136 | adult contemporary for mel-
KOOLFM_AC_ 50 28 59 | KMEOFM B3 %7~ |low music .. KZzP PD
KSTM-FM A 44 37 26 | W arm whe s £4M Miinight : Randy Stewart new PD at
KoY AC 40 25 38 ! Sowme Biim O Doc 1982 : KALL’-FM, Sait Lake City.
BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
FORMAT JF DJ ND HOUSEHOLD INCOME WXKX changes call letters to
KDKA AC_ 231 228 2138 WHTX. PD Bobby Christian
WDVE-FM__ A 94 83 68 35k+ 16k-35kUnder6k | oxits. Sister station WTAE
WAMO-FM__ 8 87 82 75| WOSY-PM 750 — air personality Cary Pell
WBZZ-FM R 59 74 84 | WIKN 500 500 — | takes over as PD...WTAE
WTAE AC 59 60 51 | WAMO-FM 385 231 385 | retains University of Pitts-
WHYW-FM _AC 50 53 75 | KOV_ BI 476 190 | purgh football and basketball
WJAS BB 46 42 54 | WNUE-EM 333 — 667 coverage after heated battle
WSHHFM B 40 39 43 | WENTFM 38 23 %8 | with WTKN. WTKN sets
WWSW-FM _AC 36 40 33 | oxoimon sunoammongn sights on USFL when team
WXKXTM R 34 36 39 | Source Brch Oct Dec 1982 ownership decided.
BIRCH MONTHLY QUALITATIVE DATA MARKET SCAN
FORMAT JF D/ ND DAILY NEWSPAPER KOGO/KPRI GM Jeff Peck
KJQY-FM  BM 71 77 74 resigns....Former KBZT GM
XETRAFM_A 66 58 58 | Read Don'tRead | Norman Feuer to head Via-
KGB-FM___ A 63 56 63 | Ko _ 99— | com Radio....KJFM changes
KPREFM A 61 47 31 | KLOSFM 956 2.0 call letter to KEZL. Drops
KYXY-FM __ AC 56 71 69 | KMLO_ %50 50 | peaytiful music for nostalgia
KEMB-FM__AC 53 61 55 | KeNN 947 53 | "XETRA MD Jim Richards
KFMB AC 46 44 40 KSON.EM 938 B2 upped to PD replacing Jeff
KSpo _ NF__ 45 39 17 EETTEFM — gg; :;3 Hunter who is now PD at
KCBQ  C 42 29 32 _ ) KITS, San Francisco.
XETRA R 40 58 98 | omece bronGorneeroms™




Pity the (Poor Soul) Program Director
responsible for getting the numbers up.

The “‘safe’’ way to explain why your Station is
continuing to go nowhere in The Book is to tell yourself
and your stockholders:

“Well, gosh—We’re playing the hits!"’

Logical Question #1:

If all it takes to be Number One is to *‘play the hits”,
why aren’t half-a-dozen stations in your market

all Number One?

Logical Question #2:
What are the secrets that the top stations use to get
and stay on top?

GOOD LOGICAL QUESTIONS.
‘WANT GOOD LOGICAL
ANSWERS??’

CALL MATTESON/DRUM.

Factis, MATTESON/DRUM works
with your station more as a partner than as

a vendor. We have to. The only way we shine
is by getting you to shine. And we get you
shining by enhancing every aspect of your
on-air sound; plus a lot of what'’s off-air.

Also off-air, in markets where we’re available, we
might even install the certifiably-unique
MATTESON/DRUM Sales Training System. Our most
glowing testimonials come from the very salespeople
we've re-trained.

IR MATTESON,

A turnkey consultancy?? You bet.

One of the legitimately-unique aspects of MATTESON/
DRUM is that we’re a company founded and run by
two guys who've been on your side of the desk.
Coming from ownership and top management, we
know first-hand what the problems are. We also know
first-hand what the solutions are.

At MATTESON/DRUM, we teach and practice
POSITIONING —On-the-air as well as off-the-air. Even
if you wouldn’t become Number One, Positioning
alone would make a dramatic improvement in your
bottom line.

We don’t practice magic; and we’re not a scapegoat
manufacturer. We like fundamentals. And there’s
nothing more fundamental to us than a solidly-
profitable radio station.

Not only that, we have enough confidence in our
abilities that we’re willing to offer the ONLY FULL
GUARANTEES IN THE INDUSTRY.

If the times are telling you that you could use
some help, call for MATTESON/DRUM. We're
at 5001 Baum Boulevard, Pittsburgh, PA 15213.
Call us collect. (412) 683-2020.

We don’t cost you money...
'!7! |
)
¥

\ We make you money.
.

M
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And we’ll make yours worth
a lot more.

The delicate ratio between research,
programming, ratings, and bottom
line is what Noble is all about.
Creatively planning from start to
finish. Getting maximum results from
a given radio station in a particular
market situation. And winning
consistantly since our start.

So if Noble is a new name to you, it
could be a fresh start for your station.
Give us a call. We sure won’t waste
your time.

For starters
Bob Harper
Adult Contemporary, Great Gold,
Audience Research

Frank Felix
Album Oriented Rock, Top 40

Rick Carroll
Rock of the 80’s/Modern Music

NOBLL BROADCASI
CONSULIANTS

4891 PACH 1C HIEGHWAY
SAN DIEGO. C\ 9210

(619) 291-8510

Ask tor John Schoen
Vice President and General Managet



OFF THE AIR

American Express’ New Envoy

Radio execs won't leave the station without it

Karl Malden hasn‘t begun to ad-
vertise it yet, but American Ex-
press’ Envoy Service, introduced
in Philadelphia and Houston test
markets where it passed with fly-
ing colors, will be available for
non-corporate travelling pcople in
July. The new, 24-hour, on-call
Envoy Service is available to
American Express card holders for
an annual $25 fee.

Non-corporate radio e¢xecs who
join the Envoy Service don’t have
to pay more than thcir corporate
colleagucs when they take off for
industry conventions or other bus-
incss trips. The service can cven
be used for vacation arrangements.
The Envoy Service is designed to
give non-corporate people all the
amenities of corporate folk when
they book travel plans.

The Envoy Service promotcs
American Express’ 150 national
travel agencies. There are many
uses non-corporate radio cxecs
will want to know about:

8 A 24-hour, 7-day-a- week, toll
frec “800” number to make or
change travel arrangements.

® Personal travel profiles. Each
memboer is assigned a local Ameri-
can Express travel office where
personal travel preferences  are
kept on file, such as information
on member’s hotel, airline, flight
class, and car rental preferences.

m 10 to 15 percent discounts on
hotel rates and Hertz or Avis car
rental.

& Access to Worldwide Business
Centers,a company that rents of-
fice spacc away from the office.
Offices, conference rooms, stenog-
raphers, typewriters or typing ser-
vices.

@ Frcquent Users Program: a
point system based on the number
of times you usc the service. Every
time an cxec makes a trip (busi-
ness or pleasure) and uses the
Envoy Secrvice, he or she gets a
point. These points are collected

and changed in for discounts on ‘

high quality merchandise, like

60 RADIO ONLY/APRIL 1983

minks or eclectronic equipment,
that is purchased through a special
catalog. Twenty trips cquals a 50
percent savings on merchandisc.

Radio executives who fly to one
or two conventions or conferences
cach year arc off and running in
their point gathering. Add travel
to New York to pitch clients di-
rectly or see your rep,and it doesn’t
take long to come up with enough
business travel to make the $25
Envoy fee worthwhile.

Most radio executives can then
add personal or family travel to
the Envoy program—something
most corporate exccs can’t do—to
carn additional points and cx-
change them for merchandise.

Amecrican Express isn’t the first

to take advantage of travel promo- |

tions. Travel is fast becoming a
highly compctitive field. Airline
deregulation, and the lower fares
that sometimes result, is just one
other aspect of a big company tak-
ing advantage of our necds, and
desirces, to travel.

The car rental companies arc
also ficrcely competitive, offering
customers instant gifts or points
toward bigger, more valuable gifts.
The trend may be away from this
in the future as at least one car
rental company is dropping the
free gifts incentive.

The term “getting pointers” on

travel now can be translated to |

mean carning enough points to get
gifts. [t may not mean more travel
for theaverageradioexecutive, but
it could mean morce fun and most
certainly it will mean more profit
to American Express when this
"test” venture goes nationwide. 558

N

60 SECOND SEMINAR

‘TheRadio Exec’s
Exercise Plan

Station people must become
less stationary.

A regular program will
strengthen your heart, help to con-
trol your weight, and make you feel
healthy and productive.

Here’s how to start:

® Work up to the point where
you can exercise vigorously for 30
minutes three times a week, rais-
ing your pulse to about 120 beats
per minute.

& Work out for 10 to 15 minutes
| at a time at first. Then gradually
increase that to 30 minutes. (Over
35-years-old, consult with your
physician before beginning an in-
tense exercise routine.}

® Choose any sport that can be
continuously sustained.

® You can’t be fit with only one
workout a week, though you can
benefit from two. There is a greater
improvement in heart and lung fit-
ness when you go from two to
three workouts. Surprisingly, you
won’t gain much fitness by exer-
cising more than three times a
week. It could even cause injury.

® Wait a day between workouts.
Every time you exercise, muscles
are slightly injured and it takes 48
| hours for them to heal. If you ex-

ercise while your muscles are

healing, you are likely to injure

them even more.
m Even great athletes follow a
variation of the 48-hour recovery
rule. A marathon runner may run
every day, but he or she will vary
the intensity of the runs. A hard
workout followed by an easier one
follows the 48-hour rule. Exercise
every other day until your muscles
feel heavy or hurt.

m If you want to exercise daily,
alter your sport. This allows the
use of different muscles, or the
same muscle in a different way.
| For example, alternating cycling

and running requires use of differ-

| ent leg muscles. —By Gabe Mirkin,
MD, a syndicated columnist for the New
York Times, a commentator for CBS radio
| and author of The Sportsmedicine Book.
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We bring you the music that brings
in your audience.

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

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

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

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

/I\ | Wherever there’s music, there's BMI.

O
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ACTION
SPEAKS LOUDER
THAN WORDS.

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

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

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

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

Schulke Radio Productions, Ltd.
3001 Hadley Road, South Plainfield, New Jersey 07080 (201) 753-0444

A DIVISION OF COX COMMUNICATIONS., INC.




