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Communications Rewrite Radio Hearings
Cause Confusion, Conflict, Controversy

Broadcasters were back on Cap-
itol Hill this week to give the House
Communications Subcommittee
their views on H.R. 3333, the pro-
posed rewrite of the Communica-
tions Act of 1934.

Indicative of the broadcasters’
stance were testimonies by North
Carolina Broadcasters Association
Exec. Director Wade Hargrove

Country comedienne Minnie Pearl
testified at House hearings.

and Formby Stations President
Clint Formby of Hereford, TX.
R&R discussed the testimonies of
each prior to their appearance
Wednesday (5-23) and Thursday
(5-24).

In prepared texts, both industry
leaders supported most of the bill’s
provisions, but opposed the ‘‘fee”
concept. Hargrove argued that a
spectrum fee might someday be-
come a tax used to reward or pun-
ish journalists. Also, both men at-

should put fears to rest, radio broad-
casters were told the only way
they would lose their licenses if
H.R. 3333 were to become law
would be for severe technical vio-
lations and continuous proceedings
against a station by citizens’
groups.

The clarification came from
House Communications Subcom-
mittee Counsel Edwina Dowell
during testimony by Amie Lerner
of WLLH/Lowell, MS. R&R was
also ‘told the only other possible
grounds for losing a license would
be cases where a broadcaster
totally misrepresented himself as
alicensee.

Fees

While debate on the fees was
limited last week, three state-
ments stood out:

« Nick Johnson, Chairman, Na-

‘tional Citizens Communications

Lobby: They are ‘‘so grossly in-
adequate as to be laughable.”’

o Dutch Delitzsch, Pres., WDDD/
Marion, IL: Congress should set
the fees percentage ‘‘in concrete
so it can't escalate.”

e Chuck Sanford, VP & GM,
WGAN/Portland, ME: Fees
“should not be used as a tradeoff
for deregulation, but stand or not
stand on their own.”

Chairman Lionel Van Deerlin
has let it be known, however, that
he cannot envision the passage of
a bill without the fee provision.

Counsel Edwina Dowell with Subcommittee’s Rep. Al Swift at sessions.

tacked public broadcasters’ being
allowed to air commercials.

In addition, Formby told R&R
he would advocate that diversity
(i.e. creating new stations) be
accomplished by breaking up clear
channel stations and expanding
existing cross-ownership rules to
prevent radio, TV and newspapers
from owning a property of a dif-
ferent medium.

Revocation
Last Thursday — radio’s day in
the hearing room — revocation
and fees were dealt with. In what

Diversity

But, the single most active dis-
cussion centered around the crea-
tion of new stations. During sweep-
ing testimonies, virtually every
facet of the controversy was dis-
cussed: breaking down the clear
channels, extending daytimers’
hours of operation, consolidating
frequencies, expanding the AM
dial, reduced AM spacing (10 to
9 kHz), and reduced FM spacing.

Most heatedly discussed was
the idea of new stations. The con-
troversy appears to boil down to

who can prove what. On 9 kHz, for
example, while Dr. Chuck Jack-
son, Subcommittee resident engi-
neer, believes there to be no harm
in the proposal, Hal Kassens,
broadcast engineer, urged no ac-
tion be taken without more con-
clusive data about its effects.
(Continued on Page 28)

$4 MILLION DEAL FALLS THROUGH

Heftel Withdraws Bid To Buy
Reeves Baltimore Stations

Heftel Broadcasting Co. has
formally withdrawn its prelimi-
nary offer to purchase WITH-AM-
FM/Baltimore from Reeves Tele-
con Corp. Heftel had proposed
buying the stations (both Beauti-
ful Music-formatted) for $3 mil-

Blinoff Out At KMPC

Mark Blinoff has departed his
position as Program Director at
KMPC/Los Angeles. In making the
announcement, Ken Miller, Gen-
eral Manager of the Pop/Adult sta-
tion described Blinoff's departure
to R&R as the result of ‘‘philo-
sophical differences in certain ele-
ments of our programming.”’

Michael O'Shea, recently named
National Program Director for
the Golden West Broadcasters ra-
dio chain, will assume the duties
as acting PD until a suitable re-
placement can be found. O'Shea,
who took over as National PD on

Monday (5-21), told R&R that he
was interested in finding a re-
placement immediately and that
interested parties should mail him
their resumes at once to take ad-
vantage of what he called this “in-
credible opportunity.”

Blinoff, who had been with the
station for 11 years, commented to
R&R, “KMPC is a great radio sta-
tion and the people are fantastic.
I'm really sorry I got fired, be-
cause I had great expectations and
had made a home there, but that’s
the way the radio business goes.”

ROCK, DISCO, JAZZ FUSION

lion cash and a $1 million note.
Reeves stockholders previously
voted to liquidate the company
and the approved plan anticipated
the sale of the Baltimore stations
to Heftel. Reeves President J.
Drayton Hastie said that Heftel
withdrew from the agreement be-
cause Reeves hadn’t agreed to the
proposed collateral. Heftel Presi-
dent Tom Hoyt told R&R that be-
cause Reeves originally refused to
accept Heftel’s terms and collat-
eral, “we notified the broker and
Reeves that we would not change
the terms and were no longer inter-
ested in the stations, and that we
formally withdrew our offer

Hastie noted that Reeves’s di-
rectors had reconsidered and
voted to accept Heftel’s collateral,
a move Heftel considered to be too
late in coming. Hastie said he ex
pected no trouble in finding other
buyers for the stations, but raised
the possibility of “legal recourse’
against Heftel.

New Grammy Categories Set

The National Academy of Rec-
ording Arts & Sciences (NARAS)
took a significant step in recog-
nizing three key forms of con-
temporary music this past week-
end, announcing that six new
Grammy Award categories had
been established for rock, disco,
jazz fusion. Rock, which had been
lumped together with pop music in
general for years, to the intense
annoyance of many partisans, now

KLOS Picks

KLOS/Los Angeles finally filled
its long-vacant Program Director
position last week by selecting the
station’s 6-10pm air personality
Damion for the job. Damion has
been with KLOS as an air persorn-
ality since early 1972. KLOS GM
Bill Sommers commented, “He’s
from the market; who could know
it better? He’s got the drive, mo-
tivation, and ambition to win.”

Damion told R&R that he felt
more than able to take on the PD
responsibilities, mentioning that
KLOS had in the past set up a “PD
training program in which he had
participated. “We used to go to
different parts of the country for
market analyses. We were school-
ed spending days with department
heads and attorneys, so we had a

has four new award categories:
best male and female vocal per-
formances, best duo or group vo-
cal performance, and best instru-
mental performance. Disco and
jazz fusion were each awarded a
single “best performance’ cate-
gory.

The move was approved at
NARAS'’s annual national trustees’
meeting in Guadalajara, Mexico.
The trustees also voted to set up

computer facilities to handle a-
wards nomination processing, and
elected officers. Jay Levy, NARAS
National Secretary-Treasurer and
VP/GM of Jobete Music, was
elected President, while Finance
Committee member Ron Kramer
takes over Levy’s former post and
Murray Allen, President of Chi-
cago’s Universal Recording, was
named First National Vice Presi-
dent.

Damion For PD Position

grip on the operation. As of last
December I started working with
(departed KLOS PD) Frank Cody
a lot more closely on the music,
putting in more and changing things
around. Plus,” he added, I knew
the market. Whoever came in
would have had to spend so much
time analyzing the market; it
seemed a more logical choice to
pickme.”

Whatever It Takes
To Beat KMET

Damion dismissed recurrent re-
ports of a KLOS format change.
«“We are an AOR station. We will
continue that way; if anything, we
will evolve more in that direction.
My prime competition is of course
KMET, and whatever [ have to do

in an AOR form to beat them, I'll
do it. By midsummer’s book ru
have the station sounding the way
I would like to see it, and by the
fall book we should be full-out
where we want to go. It does take
time to change music and make
the necessary personnel shifts.”
He added that he had already hired
DJ/comedian Frazer Smith, and

(Continued on Page 28)

'R&R Offices Closed

For Memorial Day
R&R’s Los Angeles and Wash-
| ington, DC offices will be closed
| Monday, May 28, in observanie |
of Memorial Day. Both offices
will reopen as usual Tuesday
morning (5-29)
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Kendall Exits WBCN For WIKS
Manager Position

Charlie Kendall, PD at WBCN/
Boston, has resigned that position
to join WIKS/Indianapolis as Sta-
tion Manager. The move is not
only notable for Kendall’s pro-
gramming-to-management shift,
but for his dramatic format switch
from the longtime Boston AOR out-
let to the Heftel Disco station.

Kendall commented to R&R,
““Moving into station management
is a career move for me; it’s some-
thing I've wanted. The opportunity
is there. I known Indy because I
started my major market career
there at WNAP.” As for the change
in format, Kendall said, “Radio is
radio.” It’s all the same mechan-
ics, the same basics.”

He added, “I feel very comfort-
able walking away from WBCN
because I did what I came there to
do. The last year at ‘BCN,” which

_ included a recent employees’ strike,

KNX-FM PD Marshall Switches Formats To WKRP-TV

Los Angeles, has resigned that
position to join a new station —
“WKRP In Cincinnati.” Marshall
joins the CBS-TV series, recently
renewed for a second season, as
Story Editor and staff writer. He

energy’s there, everything for me
he said “has been pretty astound-
ing. I had to make the station grow
and turn a profit for the first time
in four years. It’s a very amiable
split. I'm going to miss 'BCN
immensely; it’s been my life for
the past year. It took six weeks to
decide. But the timing’s there, the

will continue to handle a KNX air
shift until a replacement is found.

Marshall told R&R, ““Television
has been a real interest of mine
for a long time. Writing was the
way in. I decided to try it and I
found I could do it. I just went up
to my little mountain hideaway,
and spent two days up there alone
batting this thing out.” The show’s
staff expressed interest in Mar-
shall’s script, had him rewrite it,
and then offered him the position.
He continued, “It’s like a scholar-
ship; I'll be over there getting
paid while I learn from some of
the best people in television how to
write comedy . . . They said they
listened to the station so they knew
who I was when the script came
in. The radio background helped.”

points in that direction. Heftel is
ready; they have money for pro-
motion; they have all the ele-
ments you need for a good broad-
cast facility.”

Tom Hoyt, President of Heftel
Broadcasting, said: “This is an-
other example of Heftel’s unique
philosophy to do whatever it takes
to win in each individual market.”
He said that Kendall will super-
vise programming and station
operations, while Bill Powell will
be GM for sales and marketing.

Kendall, speaking of WIKS, said.
“Like *'BCN, there will be nothing
else like it anywhere. When an AOR
plays disco,” as WBCN has done
of late, “you get all the ‘disco
sucks’ calls. Coming from the other
direction, though, I don’t think
you'll get any of those negative
responses.”

Marshall had been in radio for
over 12 years, joining KNX-FM in
1971 as MD and taking over as PD
in 1973. No successor has been
named for the KNX PD position.
Station VP/GM Robert Nelson
commented, “It is with genuine
mixed feelings that I learn of Steve
Marshall’s decision to leave KNX-
FM . . . This is a great opportunity
for Steve . . .I know he will do a
wonderful job . . . We will deeply
miss him at KNX-FM. He has
made a major contribution to this
station — and to the CBSFM
Group — ard we have all bene-
fitted greatly from his outstanding
professional skills. Everyone at
KNX-FM joins me in wishing Steve
great success in his exciting new
venture.”

Cleveland, which served as flagship station for a live broadca.
aired May 9 over 40 AOR stations natioriwide. The award was on.
“culture vultures.’” Pictured at the presentation are {lr, rear) WMMS’s Dean
Rockets Jim McCarty and Don Backus, WMMS PD John Gorman, group’s Dennis Robbins, MD Kid Leo, and
Rockets John Badanjek and Dan Keylon; (I-r, cen ter) WWMS's Rhonda Keiffer, group’s Dave Gilbert, and sta-
tion’s Joel Frensdort: {I.r, front) WMMS Promotion Manager Dan Garfinkel, RSO Na tional Album Promotion
Director Michael Dundas, and RSO’s Michael Rose.

ROCKETS BUZZED BY WMMS BUZZARD AWARD — RSO’s Rockets received a Buzzard Award from WMMS/

st of the group’s Agora Ballroom show which
ly the fifth ever presented by Cleveland’s

Thacker and Denny Sanders,

Patti’s Radio Remarks Make Waves In Washington

While performing at the Warner
Theatre in Washington, DC re-
cently, Patti Smith delivered the
following editorial on the state of
the Capital’s radio programming:
“It's a drag you have to have a
cassette deck in your car to hear
good music. All we really need is a
good. radio station. All radio sta-
tions suck.”

Reminiscent of an earlier artis-
tic outburst, the “Costello/KSHE
controversy” (R&R 3-16), Smith’s
comments, predictably, did not
amuse Washington’s AOR radio
community. WAVA MD Gary

Chase informed R&R via merno
that upon reading a review in the
Washington Star, in which Smith’s
radio-oriented remarks were re-
produced in full, WAVA removed
“all Patti Smith material” from
their playlist. Similarly, DC101
MD Michael McKay followed suit,
although McKay denied WAVA'’s
action had any bearing on DC101’s.

WAVA PD Jim Herron defend-
ed his position, saying, ‘‘While she
didn’t mention any specific sta-
tions, she was certainly addressing
our audience. That’s why we took
it personally.” Likewise, McKay

opted, “If she doesn’t appreciate
her music being played on the ra-
dio, we’ll play something else,”
adding, ‘“when Patti says all radio
sucks . . . we're playing her mu-
sic. Is she saying her music sucks
m?"

While WAVA was demanding a
personal apology from Patti both
to the station and to the radio in-
dustry, DC101 claimed that they
did not feel slighted, but would in-
stead play music by artists who
appreciated radio airplay.

Arista Vice President of Album

{Continued on Page 28)
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- THE BLACK AND WHITE OF IT

Promotion Lashes Out |
At “Racist’”’ Radio

o e 0 o0 @

Dear R&R: After quite a number of years of promoting primarily |
black product, I think that I have been made somewhat of an authority
on the various excuses used by white Program Directors and Music
Directors. These excuses are universally used by each and every one |
of these so-called experts in their respective markets. The reasons |
that are given are so cut and dried in the case of adding or not adding |
a record (which is usually the case) that it has aroused my curiosity
as to why no one ever seems to question the validity of their rea-
soning . . .

I have heard just about every excuse and lie that these characters
can think of. How many of you out there have heard this one? ‘‘The
sales on the record are mostly black.” Tell me, PD’s and MD’s,
whether the sales are black or white, isn’t money green? If a record
is breaking out of stores in your marketplace, why wouldn’t you want
to make that record available to your listening audience, be they
black or white. Don’t you want black listeners? Are you afraid that
the value of the radio station will diminish? Sounds like the standard

How about this:

taken for a white act.

line, “There goes the neighborhood.”

It sounds too black.” Wouldn't it be convenient
for pop stations if the Commodores sounded like Chicago; and aren’t i
you lucky that Billy Joel isn't black? Isn’t Billy Joel lucky that he
isn't black, or he'd still be back on “52nd Street?”’ Just give your audi-
ence that good old civilized sound of Donna Summer. You can play it |
safe with her because if you close your eyes, she could easily be mis- @

use —

Here’s one: “I'm playing too many black records already.” To |
readers of this letter, just pick up an R&R and open it to the center
section where it says Parallel One.
pop station. I'll bet on each list, you will find an average of between
5to 9 “black records;"’ the only hangup is that between 4.to 6 of those |
records are disco oriented hits. ‘‘That’s not black music.” Where is |
the black representation of the black populace in your town?

. . . My favorite computer exc
ence.” It would really help if your
your station in order to become familiar with it. How can it be
familiar to anyone if you've never played it? Methods such as “call-
| outs” are someday going to make your station unfamiliar to your

Now, go down the playlist of each

“It’s unfamiliar to my audi-
listeners had heard the record on

____{Continued on Page 28)

Radio Network Financial Data
Shows Higher Revenues But
Lower Profits for 1978

The FCC released last week a
compilation of financial data, sub-
mitted by the eight nationwide ra-
dio networks (CBS, two MBS net-
works, NBC and ABC’s three AM
and one FM network) and the 36
network owned and operated sta-
tions, showing an 11.1 percent in-
crease in net broadcast revenues
for calendar year 1978.

The 1978 total net broadcast rev-
enues were $236.3 million, com-
pared to $212.7 million in 1977 for
the eight networks and their 36
stations (18 AM and 18 FM), after
deductions of payments to affiliated
stations, commissions to agencies
and respresentatives, and cash
discounts. Profits (before Federal
income tax) were $43.7 million, a

6 percent decrease from the $46.5
million reported for 1977.

Net broadcast revenues of the 36
AM and FM stations owned and
operated by the networks were up
14.2 percent to $146.5 million, com-
pared to $128.2 million in 1977.
Profits for the 36 stations were
$28.4 million in 1978, compared to
$21.2 million in 1977, a 33.8 percent
increase. The eight networks
earned profits of $15.4 million on
net broadcast revenues of $89.9
million in 1978, compared to profits
of $25.3 million on net revenues of
$84.5 million in 1977. Network ex-
penses increased 25.9 percent from
$59.2 million in 1977 to $74.5 million
in 1978.
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WASHINGTON REPORT

Update By Jonathan Hall

Groups Prod FCC On AM Stereo
Pressure from one network, two trade associations, and five manu-

facturers to get moving on the AM stereophonic proposed rulemaking
proceeding was brought to bear last week on the FCC.

Four manufacturers, Harris, Magnavox, Kahn/Hazeltine, and Motorola, argued that
their particular systems would best fulfill design objectives. Not jumping into the fray
(deadline for comments: May 15) was Belar.

Adding to the controversy, Magnavox received an endorsement from General Electric
(GE) and Harris got one from Sansui.

9 kHz Not Affected

Meanwhile, the Corporation for Public Broadcasting (CPB) and the American Radio
Relay League (an association of amateur radio operators) urged restraint on any decision
that would “preclude implementation of a comprehensive and effective 9 kHz separation
plan” for the AM band.

ABC echoed NAB in calling for the FCC to move quickly on making a decision. Both
argued that none of the five proposed systems would impose any limitations on 9 kHz
channel spacing.

The Electronic Industries Association {representing manufacturers) was more specific
about timing. They want the Commission to authorize AM stereo broadcasts nine months

Public Radio Under Examination

Scattered hissing was the reaction to a comment by Rep. Jim Collins
(D-TX) about breaking up large clusters of advertising on public radio
airwaves.

“An ad every 30 minutes is healthy,” said Collins, to the disapproval of some 500
public radio broadcasters attending a four-day Washington conference sponsored by Na-
tional Public Radio (NPR). Only one day before, CBS journalist Dan Rather told the same
crawd he hoped they would shed their “elitist image.”

Collins, a co-sponsor of H.R. 3333, also urged a separate bill dealing with public broad-
casting during a panel discussion on the legal aspects of the legislation. He also said he
objects to “permanent authorization” (funding) and supports increased opportunities for
minority ownership of public stations.

Hollings Opposes Restructuring

Sen. Ernest Hollings (D-SC), in remarks prior to the panel, told the public radio audi-
ence that his bill did not favor restructuring public broadcasting. Hollings has been regard-
ed as a champion of public broadcasting, according to one NPR insider.

Others to speak during the panel were: Rep. Lionel Van Deerlin (D-CA), who reiter-
ated his advocacy of independence for public stations through selling commercial time:
NTIA Director Henry Geller, who told the group they would probably be facing increased
competition from more radio facilities; CPB President Robben Fleming, who proposes
separating funds for management and programming; and Carnegie Commission member

after the rule is published in final form.

Henry Cauthen, who favors pitting public radio stations against NPR for funding.

EVERY PICTURE TELLS A STORY

Radio: Battle Lines Are Drawn At Hearings

“HOW-DEEEE" roared through the halls of Congress, reverberating
from Room 2322 in the Rayburn House Office Building where Mrs. Henry
Cannon, better known as Minnie Pearl, appeared before the House Com-

munications Subcommittee to testify on behalf of WSM/Nashville.

“I've spent 27 years traveling from one end of this country to the
Pearl] told the subcommittee,
convinced me that WSM and the other clear channel sta

other, talking to people,”

that smaller stations simply can’t.”

Pearl added comic relief to a day of testimony that began at 9:30am,
broke for lunch at 1:43pm, began again at 2:00pm, and ran until 4:45.

Frame Of Reference

She began with a'humerous story:

It seems an old farmer was in court try-
ing to recover damages from the man who
smashed his truck and killed the cow in the
back. The defense attorney kept interrupt-
ing to shout, “Isn’t it true that, immediately
after the accident, you stated that you felt
fine?”

“Now, wait a minute,"” said the farmer.
““That man came straight across the median
and hit me head-on. When the officer got out
to look at my cow, he said, ‘That poor beast
is inbad shape,’ and shot it in the head.

‘When he came around to ask me how I
was, I said, ‘I feel fine!” »

“You see,” said Minnie Pearl. “You al-
ways have to remember the frame of refer-
ence.”

The following panelists and.witnesses
(listed in order of appearance) testified
Thursday, May 17, before the House Com-
munications Subcommittee, which had ask-
ed them to consider the differences between
the Communications Act of 1934 and the
proposed bill — H.R. 3333. R&R has sum-
marized the remarks so that radio broad-
casters will know what was said on your be-
half and against you at radio’s day on Capi-
tol Hill.

The leading panelist of the morning,
Robert Crandall, passed, saying he had
come to participate in the discussion rather
than present formal testimony. Later, he
identified his position as a free market econ-
omist who thinks the government should def-
initely back off radio and probably TV.
Next was R&R’s marketing columnist

Let The Marketplace Rule

Richard Lutz: In his summary, Lutz
noted that radio faces increasing competi-
tion from new and existing technologies and
that the way to success in any format will
be through good marketing.

“One key point,” said Lutz, “is that ra-
dio serves two distinct consumer groups:
listeners and advertisers . . . It is my gen-
eral opinion that deregulation of the radio

Dr. Richard Lutz
R&R Marketing Research Columnist
industry would allow market forces to-oper-
ate more efficiently, leading to greater
satisfaction on the part of listeners, adver-
tisers, and broadcasters.”

His main points were that the elimina-
tion of :

e commercial time restrictions would
be unlikely to lead to ftations airing exces-
sive amounts of advertising,

* news and public affairs requirements
would not lead to the demise of such infor-
mation,

* ascertainment requirements would
not do away with radio broadcasters’ need
to know what consumers want.

Marketplace And Special Audiences

Nick Johnson: Although Johnson fo-
cused on TV, his general points also applied
to radio, particularly his feeling that the
marketplace “isn’t designed to, and doesn’t
serve the entertainment desires of retired
men over 65, nor young children, the poor,
many minority groups, the handicapped,
and so forth.”

“However ineffective the FCC has been,”
Johnson said, . . . the existence of a regu-
latory scheme has given power to the con-
cerned public in negotiating its own settle-
ments with them.

““There will be less protection against

and they have
tions fill a need

Niéholas Johnson, Chairman
National Citizens Communications Lobby
fraudulent  billing . . . and . . . recording
artists and record companies denied air-
play will have fewer remedies,” he assert-

ed.

Protection For Specialty Formats?

Kristin Booth Glen: 400,000 people now
listen to classical music (in New York City)
who couldn’t otherwise,” said Glen, who

Kristin Booth Glen, Former counsel,
WNCN Listeners’ Guild

was counsel for the WNCN Listeners Guild,
which blocked Starr Broadcasting’s at-
tempt to turn WNCN into a rocker several
years ago.

Labeling H.R. 3333 a “‘cruel joke on con-
sumers,” Glen said the bill would take a-
way all tools that consumers have to chal-
lenge broadcasters.

Subcommittee Chairman Lionel Van
Deerlin asked her to describe broadcasters’
incentive to experiment with format changes,
if they’re going to get hit with legal action
blocking another format switch should a
test fail (such as was the case'at WNCN).
She replied that she favored an escape
clause after 18 to 24 months. “The whole
purpose of the public interest standard is to
protect minority tastes,” she said.

Broadcasters’ Turn

Dutch Doelitzsch: During Doelitzsch’s
testimony about how the FCC forced him

via the raised-eyebrow technique to drop a
highly-listened-to Saturday morning show,
“Auction Man,” (the station auctioned mer-
chandise from a variety of merchants, i.e.,
refrigerators, furniture, tune-ups), Rep.

T LT
PR
Dutch Doelitzsch, Pres./GM,
WDDD-FM/Marion, IL

Mare Marks (R-PA) interrupted to ask for
example of public interest programming on
national issues. ‘“Your people are interested
in programs of more depth than ‘Auction.’
remarked Marks, who left the room when
Doelitzsch explained that local programs —
like ““Auction Man” — are more important
to a small community.

“Under H.R. 3333, the program will re-
turn,” Doelitzsch announced. In the mean-
time, however, the “program (which was)
banned from commercial stations because
it was too commercial is regularly broad-
cast on public stations,” he said.

Worry Over Revocation Abuse

Charles Sanford: ‘‘Broadcasters de-
liver more public service programming
than the FCC requires and carry fewer
commercials . . . . They do this because if
you run too heavy a commergial load, you
lose audience; if your station’s news isn’t

Continued on Page 6
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reflective of community problems, you lose
listeners .

“If the bill permits the filing of petitions
to revoke licenses at any time as well as
pre-hearing discovery, there is a great po-
tential for abuse . . . . Perhaps, a tightening
of who has legal standing to file a revoca-
tion petition would be a start in the right
direction.”

Masses Determine Success

Nelson Lavergne: ‘‘Being a member of
a minority should not be the criterion upon

Nelson Lavergne, Chairman, Command
Broadcast Associates, Inc., New York, NY
which licenses are granted, but neither can
it be allowed to be the reason for denial”

“As it is now,” Lavergne said, “broad-
casters live in daily fear of challenges to
their license and . . . are almost forced to
prove their innocence, rather than make
accusers prove guilt.”

He added that “the strongest regulation
that any business person needs’ is the
masses, who ‘“‘have the final control . . .
over success or failure.”

Jim Gabbert: ‘It comes down to who's
going to play God — the government or the
public?’’ Gabbert asked rhetorically. Ob-
viously, he feels it should be the public:
“Certainly a broadcaster should serve the

James Gabbert, President, NRBA
public. If he did not, people would not listen,
advertising rates would fall off, and the sta-
tion would be forced to go off the air.”

Rep. Al Swift (D-WA) asked about a
hypothetical requirement to pump a certain
percentage into public service programming
(replacing the current guidelines of 8 and 6
percent respectively for AM & FM). Gab-
bert said that “would be disastrous.”

In anticipation of Congressional ques-
tions, Gabbert also indicated that single-
market stations belonging to NRBA are be-
ing surveyed to see whether they would be-
come automated tape services under H.R.
3333.

3

Paul Davis
Radio-TV News Directors Association

Big Brother Leads To
“Stifled’’ Programming

Paul Davis: “It is not government fiat
or license renewal fears that have produced
the all-News formats and most other qual-
ity news programming — it is marketplace
competition.”’ The fear, he said, leads to stifled,
‘safe’ programming.

“The First Amendment assumes that
the truth will come out of a marketplace of
ideas, that the conflict of robust voices is
better than the monotone of an enforced
‘balance.’ Thus, if one source’s presentation
on an issue is unbalanced, other viewpoints
doubtless will be heard from other sources.

“We support the limitation of equal time
requirements to paid advertising, rather
than including much public affairs pro-
gramming as the existing law does."’

More Access

John Shattuck: “H.R. 3333 would not
protect the fundamental First Amendment
values during this period of rapidly-changing
technology. In our view, it risks substantial
damage to the public interest. It would not
promote public access to the use of each
medium, and allow flexibility of govern-
ment regulation where essential to the pub-
lic welfare.”

Shattuck said ACLU would favor: 1)
more emphasis on access, 2) greater use of

John Shattuck, Washington Director, ACLU

antitrust laws, 3) government encourage-
ment of new technological development, and

. 4) support of an “‘auditorium’’ concept (al-

lowing anyone to go on the air on a first-
come, first-serve basis) for public broad-
casting.
Competition Better
Serves Broadcasters

J. Jerome Lackamp: ‘“‘Have we at last
rejected the Supreme Court’s famous dic-
tum: ‘It is the right of the viewers and
listeners, not the right of broadcasters
which is paramount?’’

Of particular concern to Lackamp was
that citizens would no longer be able to
‘“‘negotiate with (their) local station, espe-
cially at the time of license renewal . . .

J. Jerome Lackamp, Director of Communi-
cations, Catholic Diocese of Cleveland

There is every reason to assume that com-
petition will much better serve the interests
of broadcasters,” Lackamp charged.

“It is devastating to know that H.R. 3333
will effectively stop a citizens’ movement
which time after time has been recognized
valid by the courts and valuable by citizens
and broadcasters alike.”

Revocation?

Arnold Lerner (Chairman, WLLH-WSSH-
FM/Lowell, MA): He came before the Sub-
committee to push for clarification on Sec-
tion 418 and he got it.

For |he record: In our May 11 issue’s story on Public Radio. a womTas_lrﬁav-er_'ter{ll_y—o_nun}:d fmr—n; sentence about
Corporation for Public Broadcasting organizer Larry Josephson. The article’s last sentence should have read: **Josephson

pointed out he spoke for himself and not for CPB

I don't see any language in Section 418
which would prevent abuse of the use of the
petition to revoke,” said Lerner. “If this
right is abused, then the indefinite license
term for radio stations as provided for in
Section 471, instead of becoming beneficial
to us, actually puts us into greater jeopardy
than under the present three-year license
term. Combine an increased right of dis-
covery . . . with a persistent and financially
capable petitioner, and we have the poten-
tial for harassment and abuse.”

»>

Rep. Paul Findley (R-IL)

rv'

Hal Kassens, Clear Channel Broadcasting
Service

Kassens'’s most striking point was that
there are only 325 communities without “a
full-time AM station, an FM station, an
assigned FM station, or service from a near-
by community.”

Woes Of Daytimers

Ray Livesay ‘“Mr. DBA is — like Ar-
nold Lerner — concerned about ‘revoca-
tion." " He suggested the subcommittee
‘‘consider writing a clause into the bill that
would limit not more than one revocation
proceeding on a broadcaster in five years.”

Rep. Paul Findley: “The FCC is sim-
ply not trying to solve this (the daytimers’)
problem,” said the Illinois Republican. “In-
stead, the Commissioners have proposed a
so-called solution (to break up clear chan-
nels) which does not solve the problem but
gets Minnie Pearl and her tens of thousands
of fans so upset that they write thousands of
letters based upon the ridiculous proposi-
tion that the Grand Ole Opry’s very exis-
tence is in danger.”

Findley outlined several ways in which
daytimers could get full-time status and
praised H.R. 3333 for dealing with day-
timers’ problems and announced that he
stood “‘ready to do whatever is required to
assure its passage.”

Protecting The Clears

Rep. Bill Boner: Not only did clear chan-
nel stations draw fire out of Minnie Pearl,
but also from Bill Boner (D-TN), who
said he represents ‘‘Nashville, the Grand
Ole Opry and clear station WSM.”" Boner

Rep. William Boner (D-TN)

has introduced legislation of his own that
would prohibit the duplication of station
assignments on Class 1-A frequencies.

Boner talked about ‘‘the potential eco-
nomic impact on Nashville’s economy.
He said an FCC decision to break up the
clears would ‘“‘destroy a unique American
institution and cause economic hardship for
... Nashville.” ,

Rep. Albert Gore (D-TN) added ‘‘that
those in rural areas often have no other out-
let for national news (than the clears). He
said he finds an ‘““arrogance in the view that
New York and Los Angeles have all the cul-
tural offerings.”

Pro Clears

Hal Kassens: Talking on the testi-
mony of Rep. Findley, Kassens, flanked by
Russ Eagan, a prominent Washington com-
munication attorney of the Kirkland & Ellis
firm, and counsel for the Clear Channel
Broadcasting Service, said the FCC ‘‘knew
what it was doing when it created regional
channels.” He estimated that adding a 250-
watt signal at night to a clear channel fre-
quency would tause interference 1000 miles
away.

J

Ray Livesay, President,
Daytime Broadcasters Association

Also, Livesay-argues that the worl “lo-
cal’ should be inserted in Section 413 of the
bill, which says the Commission will make
sure that each community ““is provided with
the maximum full-time (local) radio broad-
cast service.” The section already specifies
“AM” station.

Livesay applauded H.R. 333 in the area
of deregulation, saying, ““It does away with
much of the burdensome paperwork heaped
upon us by the FCC at license renewal time
and their ascertainment requirements.”

William Potts,
Haley, Bader & Potts

Preserve The Signals

William Potts: ‘““My concern is that the
bill goes too far in telling it (FCC) what to
do. Let the agencies make the studies and
set the goals,” Potts urged.

Potts claimed that the goals of the DBA
— to provide an AM station for all com-
munities (20,117 in U.S. according to Potts)
— is “an impossible task’ for the FCC.

‘... While the Commission should at-
tempt to provide local radio service, both
AM and FM, to all commumities in this cour-
try, it should do so to the extent possible
without degrading the quality of existing or
potential service,”” he said.




"THANK YOU

JOE JACKSON

|
LOOK SHARP! i

The Single teipe The NEW Single
“Is She Really Going Out With Him'i.a: "Can't Stand Losing You" au .

Produced by Dovid Kershenbaum

SP 4753

Produced by the Police

WRKO WBSR KYYA K104 KOLA WEAQ KBZY WRKO KJOY WYIG WBZ-FM WCOD KEZY KOLA
99XFM KZ93 WZUU G105 KRHC WAKX KRQ-FM JB105S KBOS KUHL WZDQ WSMM KERN KIDO
KUPD KTOQ WYSL WGUY KFIV WBLI KLUC WKJQ WSSC KIJMO

KBEQ WANS KREM WFEA KKIQ KPUG WPST

KMJK WGNI KOPA WIGY KROY KCBN WCIR

WEEO WSAM WBZ-FM WOLF KQWB-FM KOBO WQRK
WKXX WKNX KLIV KEIN WDUZ KOZE KLEO
WWKX WTAC WZIDQ KAYC WZKW KRLC KLWN-FM
KJRB WRAQ WGH Y103 KTKT WEEO KBIM

All of us at A&M Records would like to thank Radio
for recognizing the talents of Joe Jackson and The Police.
Great New Music

ON A&M RECORDS & TAPES

1979 A&M Records, Inc. All Rights Reserved.
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Mediascope

Mastick Promoted To
GM At WDXI/Jackson

Betty Mastick has been promoted to the newly-created
position of General Manager of WDXlI/Jackson, TN. Mastick,
who becomes one of the first female general managers of a
radio station, was most recently Station Manager of the
Tennessee outlet

In making the announcement, Jerome Glassman, Presi-
dent of Community Service Broadcasting, Inc., licensee of
WDXI, said: “In the three years Betty Mastick has been Sta-
tion Manager, WDXI 1310 Radio increased even more its
dominance in audience share, community affairs and adver-
tising. Betty Mastick is the first Community Service Broad-
casting, Inc. person to be promoted to General Manager.”

Andre Named VP/Radio For Black Hawk Broadcasting

Kelth L. Andre has been elected Vice President of Radio for the Black Hawk Broadcasting
Company of Waterloo, lowa. Previously Vice President Midwest for the Radio Advertising Bureau.
Andre will be responsible for all Black Hawk's radio operations, Including KLWW/Cedar
Rapids. IA, KFMW/Waterloo, IA. KCBC/Des Moines, and KWWL/Waterloo. In addition, Andre
will manage Black Hawk's statewide service, the lowa News Radio Network.

Sonderling’s 1st Quarter Net Down, Revenues Up

Although Sonderling Broadcasting reported higher first-quarter revenues for 1979 (up 8 per-
cent to $9.2 million from $8.5 for the same period last year), their first quarter net declined S per-
cent to $343,000 from $363,000 in 1978

TV News

Disco Awards Telecast Planned

It seems like a logical development. With rock, pop and country awards shows popping up all
over the tube (and all over the ratings, from top ten to bottom of the barrel), a disco awards telecast
would appear to be a natural. Woltman Jack Productions and JI1 Productions plan a two-hour
telecast to be syndicated nationally, originating from Hollywood May 31. They polled 2000 radio
personalities for the nominations. Highlights include Donna Summer, Gloria Gaynor and Melba
Moore up for best female artist; Rick James, Sylvester and Teddy Pendergrass for male artist; the
Bee Gees vs. Chic and Sister Sledge for best group; “"Da Ya Think I'm Sexy/' “He's The Greatest
Dancer,” “Last Dance” and “"Shake Your Groove Thing” for best disco song; and Atlantic. Casa-
blanca. and Columbia vying for best disco label. Wolfman Jack is the show's host

MORE MUSIC ON TV — In other Music/Radio-Onented Syndication (MROS) news, Charlie Tuna
is hosting the "Radio Picture Show,” set for a July debut Tuna delivers commentary off-camera,
complete with jingles in Top 40 style, while artists perform on-camera And “The Radio Show,”
hosted by the Real Don Steele. which aired once last season, has been picked up by CBS for fall
1979 access time Elton John will have one of his Moscow concerts simulcast live on BBC Radio
One and TV in stereo. No American arrangements have been announced for the May 28 event
Blondie will be on "Merv Griffin” May 28 and "Mike Douglas” June 4 Minnie Riperton is on
the same programs, Merv on May 29 or June 5 depending on your location, and Douglas June 1Sor
June 22 Sylvie Vartan appears on Merv June 1, while at various times during month of June
depending on location, RCA-affiliated artists Carrie Lucas, Charo. Bunny Sigler and Shalamar
all make appearances on the syndicated disco show “Kicks "

ABC Wins Nielsen Week, Leads In May Sweeps

ABC won the Nielsen rating competition for the week ending May 13 by a less than over-
whelming margin, scoring a 17.6 average rating to beat CBS’s 16.7 and NBC's dismal 12.9 ABC
is farther ahead in the sweeps so far, 18.7 to CBS's 16.2 and NBC's 13.8. ABC took seven of the top
ten places, leading with “Laverne & Shirley” and “Three's Company.” Next came 3) “Strangers”
(CBS movie) 4) "Battle Of The Network Stars” 5) “Playboy’s 25th Anniversary” 6) "Happy Days” 7)
“Taxi” 8) "Mork & Mindy” 9) “60 Minutes” (CBS) and 10) “Barnaby Jones” (CBS) in a rare top ten
appearance Johnny Cash's CBS special was a respectable 21st, while NBC's "Chevy Chase Hu-
mor Test” special finished an unspectacular 43rd
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MIDNIGHT JOURNEY — Columbia’s Journey hosted ““Midnight Special” for the second time

May 18. Pictured onstage are (I-r) Wolfman Jack and the group’s Neal Schon, Gregg Rolie,
Steve Parry, Ross Valory, and Steve Smith.

Martin, Heaney Debut Weedeck Syndication Service

Ron Martin and Lloyd Heaney have established a new syndication service, Weedeck, and are
currently in the process of station clearance in an initial 200 markets for three programs: “Inside
Rock” (hosted by Charlie Tuna), “Country Report” (hosted by Martin), and "Backstage” (hosted by
Norm Neilson). The packages consist of 10 original 3 %2-minute shows per week, each to be offered
separately. Weedeck is located at 1516 Crossroads Of The World, Hollywood, CA 30028 (213)
462-5922.

O’Day Named Pres. Of Hawaiian Broadcasters Assn.

Pat O'Day. owner and Executive Director of KORL/Honolulu, has been named President of the
Hawaiian Association Of Broadcasters. Additional officers of the broadcasters group are: KUNI's
Tom Elkins, Vice President; KGU's Don Metzger, Treasurer; and KHVH's Bob Bowen. Secretary
Board members are: KHON's Dick Schaller, KGMB's Dick Weiner and KKUA’s Bob Wilson.

Taft's Net, Revenues Top Marks For Quarter, Year

Spurred by its broadcasting operations, Taft Broadcasting Co. announced that its revenues
and net earnings both rose to record heights during the fourth quarter and fiscal year ending
March 31. Net earnings for 1979 climbed 30 percent to $25.9 million, up from $19.9 million in
1978. Similarly, year-end revenues rose 21 percent to $167.1 million, up from $138.3 million for
the same period last year

Taft's fourth quarter net increased 29 percent to $3.6 million, up from $2.8 million in 1978,
while revenues for the fourth quarter swelled 24 percent to $31.6 million, up from $25.5 million
during the same time last year

On the year, Taft’s broadcasting operations showed an increase of 27 percent in net earnings
to $39.1 million with year-end revenues up 20.5 percent to $82.4 million. In the fourth quarter,
Taft's broadcasting operations reflected a 14 percent increase in net earnings to $7.3 million on
12.5 percent higher revenues of $18.5 million. Year-end revenues from Taft's radio operations
totalled a record $19.3 million, 24 percent higher than 1978's tigures:

Warners Nixes Rumors Of Entry Into Casinos, Slots

Among items discussed at Warner Communications Inc.’s annual stockholders meeting re-
cently was the question of the entertainment conglomerate’s possible entry into either the casino or
slot machine markets. WCI Chairman Steven ]. Ross quashed such rumors with the succinct state-
ment: “We (WCI) will not be participating in the gambling industry in any way, shape or form ”

Ross’s statement was not surprising, considering the company is coming off a record setting
year in 1978 and had just posted its best first-quarter revenues and profits ever

Coke To Fine Tune Current Commercials

In response to bottlers’ accusations of inconsistent quality in the execution of variations of the
“Coke adds life” theme in current commercials, the Coca-Cola Co. is presently stepping up pro-
duction of a new series of commercials to be shown at a national meeting of Coke bottlers in San
Francisco in June. Sources close to the campaign effort describe the changes as similar to previous
fine-tunings in the spots’ subtheme. In addition, sources claim the new campaign will be more up-
beat in approach. Bottlers have also been told that Coke will augment its ad budget by as much as
$20 million for the rest of this year
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. A two-hour weekly overview of the top 20 tracks in the nation,
plus the number 1 jazzz track of the week as compiled by research of Goodphone Weekly.

‘‘Great American’’ features artist interviews, contemporary
vignettes, *“The Great American’’ squawk line, plus illuminating commentary from host
Mike Harrison, recognized as one of the nation’s leading authorities
on contemporary music, media and culture.

Now airing on - KMET, WXLO, WMMR, KYA, KZEW, KLOL, KADI, WYDD, KSTP, KGB-FM, KYYS,
WSHE, WLPX, KGON, WOW, and over 100 of the nation’s great radio stations.

From Westwood One the nation’s number 1 producer of nationally sponsored radio programs
whose current hits include - “Dr. Demento”, “‘Star Trak”, “Spaces & Places”,
‘“American Disco Network”, “The Sound of Motown”, “In Hollywood”,

“The Twelve Hours of Christmas”'.

15434 Dickens St
Sherman Oaks, CA 91403
(213) 995-3277

WESTWOOD

-
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Whitfield To Be Honored At
NAACP ACT-SO Awards

The NAACP's Los Angeles chap
ter will present its first annual Afro
American-Cultural-Technological-
Scientific-Olympics (ACT-SO) awards
program at the Bonaventure Hotel in
Los Angeles on May 23. The program'’s
intentions are to discover, develop and
reward academic achievement among
junior and high school age black stu
dents in the various arts and science

fields

The program will feature a special
tribute to noted producer and song-
writer Norman Whitfield, head of Whit-
field Records, who has been a major
financial contributor to the ACT-SO
project. Rose Royce will provide enter-
tainment for the event, which seeks
to emphasize black achievement in
scholastic endeavors.

Elvis Book “Novel” Radio Promotion

Leave it to the radio and record industries to show the publishing in-
dustry a new way to promote a book. Southern Record Promotion’s Marty
Lacker, a co-author of Elvis: Portrait Of A Friend, and WHBQ/Memphis
Program Director John Long have produced 120 recorded excerpts trom
the upcoming book to be aired in a month-long promotion over various
Pop/Adult, Top 40 and Country stations in 50 major markets either in ad-
vance of or following the book's June publication date. After the book's
release, commercial spots will air on these same stations

Among the 25 stations already committed to alring the excerpts are:
WFIL/Philadelphia, WPGC/Washington. DC, KMPC/Los Angeles. KCBQ/
San Diego. WAKY/Louisville, KENR/Houston. and WABB/Mobile. In
addition to promotion man Lacker, who was a close friend of the late
entertainer for over 20 years, the book’s co-authors include Patsy Lacker,
who provides a woman's view of Elvis based upon her 17 years of associa-
tion with him, and Leslie S. Smith, who contributed numerous interviews
with Elvis's associates. The book will be available from Wimmer Brothers
Books, P.O. Box 18408, Memphis, TN 38118

Willie Nelson To Star In
“Honeysuckle Rose” Film

Country recording star Willie Nelson will make his feature starring debut

in “Honeysuckle Rose,” a Warner Brothers film scheduled for June 1980 re-
lease. Nelson, who will appear in the upcoming film “The Electric Horseman,”
will also write new music for the Warners film, described as the story of a
married, middle-aged country singer who falls in love with a young female
country vocalist

Columbia Records, Nelson's current label, will release the soundtrack
from the movie which will begin shooting in Austin on September 1. Jerry
Schatzberg has been signed to direct the $5-$6 million project while Gene
Taft and Sydney Pollack will serve as producer and executive producer,
respectively

EMI Eyes Loss For Second Half But Not ‘I'ea;'-l':r;t:ij

While EMI Ltd. reported that it did not expect a pretax loss for the cur-
rent tiscal year, the company announced that pretax results for the second
half of the fiscal year ending June 30 would show a loss. EMI recently re-
ported pretax profits for the first half of fiscal 1979 of approximately

$40.1 million, based on revenues of nearly $760.2 million at this time

The corapany noted that worldwide sales volume for its record opera-
tions had, in keeping with sluggish industry conditions "fallen substantially.”
Furthermore, EMI added that the required improvement in profitability of

United Artists Records, a recent acquisition, will probably not occur until

1980.

In Its 3rd Year
The Radio And Record Industries
Official Fanzine
And Now,

A Brand New Independent A&R Firm!

Artists, Managers, Producers,
Publishers and Record Companies:
Marc Nathan can help you now!
Call: 213-876-8179
Wwrite: 3290 Carse Drive, L.A., CA 90068

BTE fanzine published twice monthiy:
FREE To Radio
$25.00 Yearly To All Others

order Now! WW e [a,!g'

(Advertisement)

Cheers To Chair
Capitol's New
Disco Dept.

Jemy Cheers has been named to
head the newly-formed Disco Depart-
ment at Capitol Records. Cheers will
continue with his present duties as
Black marketing Manager for the
label as well as coordinating special
disco promotions and the creation and
distribution of merchandising items
to discos and retail outlets. In addi-
tion, Cheers will serve as liaison with
all disco pools and disco trade publi-
cations. He will be based at the Capi-
tol Records Tower in Hollywood and
will report to label Vice President of
Marketing Dennis White.

Cheers joined Capitol in 1976 as
Midwest Regional Promotion Man-
ager, Black Music Division. In 1977,
he was named to a similar position
for the Western U.S. and, earlier this
year, became National Marketing
Manager, Black Music Division. Prior
to his association with Capitol, Cheers
was a recording artist
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Speakers Make Listening A Gas

Dispensing with conventional speak-
er cones, which, due to their mass, “col-
or” or distort sound because this mass
requires time to move and stop, scien-
tists have developed new, coneless
speakers that utilize plasma (highly
ionized gas) as theu drivers. Briefly,

radiates sound outwards in a sphere
of waves that are in-phase, there
is no need for the enclosures to chan-
nel out-of-phase air waves that radiate
from conventional speakers.

The Type I speakers contain three
speaker elements: a 14-inch sub-woofer,

these Hill Type 1's contain a small

bottle of helium good for 300 hours of

use, minute amounts of helium bleed

into an incandescent, lavender-colored
plasma state which excites air mole-

cules directly upon contact with elec-
tric signals. The result is reportedly

startlingly realistic reproduction of
sound

Interestingly, the plasma-driven
speakers are not set in conventional
acoustic enclosures. Because plasma

a 6.5 inch midrange driver and a
plasma transducer. The first two han-
dle frequencies from 10 Hz up to
700 Hz. Owners must supply a stereo
amplifier to drive these two speakers.
The plasma speaker has its own ampli-
fier and reproduces frequencies from
700 Hz into the ultrasonic range. Cost?
$7000 per pair. Available from: Plas-
matronics, Inc., 2460 Alamo, S.E., Al-
buquerque, NM 87106.

| The Drinking Man'’s Dietary Supplement J

A couple drinks at lunchtime, maybe a couple more to unwind after
work and then wine with dinner, that's the classic executive nourishment
pattern, right? Well, Banner Gelatin Products, Inc. is planning to alter
that by nationally marketing a dietary supplement for executives who
drink and thus fail to eat properly. The product is called “Replenish” and
is designed to replace nutrients lost by those who follow the classic
executive nourishment pattern described above.

BY BOBBY OCEAN
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From The

Critically-Acclaimed
Masters Of Rock!

KSLQ add 33
KBEQ deb 35
KHJ 22-21
KEARTH 24-22
KJR 23-22
KING deb 25
WAVZ 33-30
94Q 25

KLIF 40-35
WIRK add
WGH 6-5
WLAC 40-36
298 37-27
BJ105 31-29
WRJZ deb 34
WKY add
KRAV add
WISM deb 30
KEYN 4-6
KJRB 24-19
KYNO 30-26
KRKE deb 32
WANS 28-23
KILE add
WRKR deb 33
WKAU 16-12
KEWI 27-22
KSLY 18-14

R&R/Fridasy. May 25, 1979

Rip “N” Read

MAY 28 — JUNE 1

Monday May 28: Memorial Day Remembering What?

Memorial Day began by military order in 1868, when General John A. Logan designated it as the day to decorate the
graves of dead soliders. For a long time it was called Decoration Day and was only for Civil War soldiers, but it is now in
honor of all war dead

How many in all? 46,498 in Southeast Asia. 33,629 in Korea. 291,557 in World War 1. 53,402 in World War 1. 385 in
the Spanish-American War, 140,414 Yankees and at least 133,821 Rebels in the Civil War. 1733 in the Mexican War. 2260
in the War of 1812. 4435 in the Revolutionary War.

The Defense Department total of the above is 708,134 and that is battlefield deaths only. 1t doesn’t count other deaths
and ignores — ns do many people — those wounded and maimed on the same battlefields.

It is good and fitting that we us u nation say thanks 1o those men and women who died 8o that we could remain the
United States, but it would be of infinitely more practical good if we would include in our national conaciousness the approx-
imately one million living cripples now among us. There's a point to be made for remembering the living. for many among

them can never forget their personal sacrifice. because the pain remains day and night and never stops.
& * * * * *

In researching under “war'’ 1 came across something once uttered by the sassiest of yesteryear's ladies: **]'m for peace.”
said Mae West. "I've yet to see « man wake up in the morning and say ‘1've just had u good war.” "

NOTE: There is no way 1'd use the above on the air any time close to Memorial Day because the timing would render it
in abominahly poor taste.

& * * * * *

Yesterday was the 22nd anniversary of the Crickets’ first release with Buddy Holly singing lead (1957), and yesterduy
wus Henry Kissinger's 56th birthday. .

Today Gladys Knight is 35, actress Carroll Baker turns 47, John Fogerty becomes 34 and the surviving Dionne
Quintuplets are 45.

The Golden Gate Bridge opened to traffic 42 years ago today (1937) and the very first all coler movie, “*On With The
Show."" premiered during the stock market erash 50 years ago in 1929.

The Sierra Club was founded 87 years ago today (1892) as the nation's first powerful conservationist organization

On the third attempt, ngents of the Commiittee To Re-clect The President succeeded in breaking into the Watergate
offices of their political opponents seven years ago today (1972). The first try two nights earlier had resulted in Howard
Hunt and Virgilio Gonzales spending the night hiding in a stairwell after they couldn't get the Democratic National Com-
mittee door open. Try No. 2 the next night — Gonzales tried but failed to pick the lock. If at first you don't succeed .

Two years ago a fast-spreading fire killed 164 people and hurt more than 100 others, after an electrical short ignited the
Beverly Hills Supper Club in Southgate, KY. trapping the victims inside.

Tuesday May 29: Bob Hope ‘‘Spirit Of 76

John F. Kennedy (1917-1963) would have been 62 today. He was killed at age 46 in Dallas and some of us still aren't
sure of the full details of his assassination.

Bob Hope was born this date in 1903, the year we leased land for the Panama Canal. the first coast-to-coast auto trip
was completed and Jack London published “The Call of the Wild."” Bob Hope is older than the Wright Brothers' first
airplane flight (by a half-year) and today the nation's senior comedian becomes 76.

Wisconsin observes Statehood Day. having been admitted in 1848,

A word of warning to office workers listening to disco: don’t move around too much, because it was precisely 67 years
ago this noon that the " Ladies Home Journal fired 15 women for dancing the (gasp!) Turkey Trot during lunch (1912).

Racer Al Unser becomes 40 today.

Wednesday May 30: What Was So Hot
About Joan Of Arc Anyway?

About 50 years before Columbus sailed over here, England and France were just wrapping up the *Hundred Years'
War. In 1428 England was nearly finished whipping the French. having captured Paris, and moved on to Orleans where
their force of 5500 men was matched by defenders inside fortifications. England pounded away week after week and some
Orleans outer forts fell. The defenders were close to losing, when Joan Of Are pulled her miracle. She was only 17 years old.
but by claiming she had been inspired personally by God she convinced authorities to put her in command of a relief force

which broke throug!: the English blockade and gave the Orleans defenders reinforcements and supplies.

Joan Of Arc sparked French resistance and became a saint-like leader, her country gaining steam and kicking the
English back across the Channel. During the months of successful counterattack. Joan had been shot by an arrow and
survived the shoulder wound, adding to her *'saint’ credentials because infection usually got ‘em back then.

However. Joan's luck was down the tubes. She was captured and taken to England. where she was burned at the stake
as a witch . . . exactly 548 years ago today. on May 30th of 1431

*The Hundred Years’ War itaelf went on unill 1453, but France's involvement ended in 1429 when it expelied all remaining British (orces, Joan d°Arc's heroic setions
were eredited with tuming the tide of public sentiment and will

- - * * - *
California’s Mt. Lassen volcano erupted last on this date in 1914, Actor Michael Pollard hits 40 today, Clint Walker
is 52. Christine Jorgenson (first known sex-changer) is 53. and Los Angeles elected Thomas Bradley mayor six years ago

% Thursday May 31: The Johnstown Flood

2300 people died when a rickety old dam broke. sending a 30-foot wall of water down the Conemaugh River to Johns-
town, PA on this date in 1889.

Actor Clint Eastwood is 48, singer Peter Yarrow (ex Peter, Paul & Mary) is 41 and Joe Namath becomes 36.
Prince Rainier of Monaco turns 56 for those of you who care about demographics 35-plus, and you might as well mention
that 'Purple People Eater” was the No. 1 song 21 years ago today (1958} when gas was 19¢ a gallon.

Friday June 1: Summer 20 Days Away

A quick shot of birthdays and we're off to the weekend. Today Andy Griffith is 53, Pat Boone is 45, Ron Wood is 32
and Superman is 41, counting from his first appearance in Action Comics in 1938,
Marilyn Monroe (1926-19621 would have been 53 today.

Special Public Service Feature

For Rip 'n" Readers in California 1've compiled the following list of full service gas stations which have promised to re-
main open all weekend with more-than-adequate supplies of Regular. Preminm and Unleaded:

Readers wishing to contact Brad Messer may do so c/o Radio & Records,
1930 Century Park West, Los Angeles, CA 90067
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To Play Or Not To Play . ..

hat is the question. When conducting

call-out music research, is it always neces-

sary to play a few bars of each record
down-the-line”” for the respondent? Or can the
respondent be trusted to rate the record from
memory? These are important questions, for there
is always a trade-off involved in call-out re-
search: The number of records tested on each
respondent versus the length of time the re
spondent can be kept on the phone (or the cost
of interviewer time

Three Approaches

There are three basic approaches to the call-
out problem of which records to play or not play

1. Play no records
2. Play only “unfamiliar” records
3. Play all records

Play No Records (PNR)

ince many stations conduct record re-
search only on supposedly familiar rec-
ords which have already received air-
play on their own or competing stations, it is as-
sumed that most respondents “are familiar with
the records and can rate them from memory.
Alternatively, the rating scale may be of a form
which allows the respondent to express unfamiliar-
ity For instance, the interviewer might ask,
""What do you think about ‘Hot Stuff?’ *
[J Not familiar with it
[J] Hateit
[] Neutral
(] Love it

Play “Unfamiliar” Records (PUR)

second appraoch to call-out research

might use the above question as a
“screener” question. That is, if the re-
spondent gives one of the last three responses,
that is sufficient and the interviewer moves on to
the next record. For those records, however, for
which the respondent indicates unfamiliarity
interviewer plays the “hook” or some other por-
tion of the record down the line and then asks
for a rating on the following scale, for example:

Hate it
Neutral
Love it

In addition, it may be useful at this point to ask
respondents who are intially unfamiliar if they
have ever heard the song before.

(J Never heard it before
[J Notsure
[J Definitely heard it before

This latter question will help to sort out those
respondents for whom the ‘“hook” served just to
jog their memories from those who still do not
recognize the song and are rating it only on the
basis of the "hook.”

Play All Records (PAR)

Under this system, all respondents hear a
portion of each song they are asked to rate. They
are then asked to rate their familiarity with the
song and their feelings about it

Comparing The Approaches

s we move from the PNR approach,

through PUR to PAR, fewer and fewer

records can be tested in the same amount
of time or at the same cost. PAR would seem to
offer the greatest degree of accuracy, but may
be overly cautious, especially for really big hits
with almost universal familiarity. On the other
hand, PNR may be too optimistic in its total
reliance on listeners’ memories.

* herefore, PUR seems like a reasonable
compromise solution to the problem.
However, there are a couple of possible

biasing factors in this approach which you
should be aware of if you choose to use it.
First, there is the problem of social desirability,
which refers to a general tendency on the part of
respondents to give answers which will enhance
their image in ‘the eyes of the interviewer. In
other words, respondents may be hesitant to ad-
mit that they are unfamiliar with a song, espe-
cially if they feel that they should know it. The
result of this is that, for some songs, some re-
spondents will be rating them without really know-
ing which songs they are rating. Needless to say,
this can cause a severe distortion of results if
enough respondents fall into this “unfamiliar-
but-don’t-realize it,” or "“are-afraid-to-admit-it”
category

second difficulty with the PUR approach
is that it is really mixing two forms of
testing. In one instance, where the re-
spondent claims familiarity, the song is rated
totally from memory with no immediate musical
stimulus. For the unfamiliar respondent, how-
ever, the song is rated right after the respondent
hears it. These two forms of testing are roughly
analogous to “recall” versus “recognition” tests
which are used by marketers to test brand famil-
iarity. The important point is that the two meth-
ods vyield different results, sometimes dramtically
so!

hy might these differences occur in mu-

sic research? Suppose, for a particular

record, half the sample in your call-out
research claims familiarity, the other half unfa-
miliarity. According to the PUR model, then, the
“unfamiliar” respondents would be played a few
seconds of the song, following which their ratings
would be taken. ““Familiar” respondents would
provide their ratings directly. The unfamiliar re-
spondents have all been exposed to the exact
same portion of the song, while there is no evi-
dence at all as to what was going on in the heads
of the familiar respondents. Some may not think
of the tune at all, some may be imagining the
wrong song altogether, and still others may be
focusing on various aspects of the song (e.g., the
intro, the "“hook,” the refrain, the instrumental
portion). Therefore, there are many possibilities
which could cause the results of the “familiar”
and “unfamiliar’” groups to vary quite drastically,
for the same song!

hen in doubt, the safest route would be
to move back toward the PAR model
Music listening seems to be a right hemi-
sphere, "imagery” experience for many listeners.
Recognition tests have generally been shown to
be quite useful in testing for visual images (e.g.,
recognition of cereal boxes), so it seems reason-
able that a recognition-type approach might be
more useful than recall for audio imagery as well

laying all records is not completely satis-

factory, though. It is the cautious ap-

proach, but also is the most expensive.
The PUR approach will always be attractive for
that reason. How then can PUR be made more
reliable? One approach would be to move to a
“partial” PUR model. Under this system, each
song tested would be played down the line to
some proportion (say 25%) of the respondents
who rate themselves as familiar with it. After the
results come in, the ratings of “familiar — not
played” group can be compared with the ratings
of the “familiar — played anyway” group to deter-
mine the magnitude of discrepancy, if any. It is
quite possible that, for many records, the two
groups will not vary substantially despite the
difference in methods: That would be “good
news” for PUR. Over time, by carefully observing
the differential results, you can build a “track
record” for the ' PUR method versus PAR. If the
two are typically close enough to satisfy you,
then you would have more confidence in adopt-
ing the PUR approach. However, | would recom-
mend that even under PUR, spot checks of the
type described be made occasionally to provide
a monitoring of the system’s accuracy

|
|

Dr. Richard ). Lutz is Asso-
ciate Professor of Marketing at
UCLA’s Graduate School of
Management, and an acknow-
ledged research and marketing
expert. To direct questions to
Dr. Lutz, call R&R at (213) 553-
4330 or write to Radio & Rec-
ords, 1930 Century Park West,
Los Angeles, CA 90067.
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R&R Probes Burke Rating Svstem

President of Burke Broadcast Research
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‘ Burke Mails Five More First Quarter
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This is the first in a series of exclusive inter-
views with major figures in the radio research in-
dustry. Look for these interviews in the final issue
each month. This month we talk to Harry Bolger.
President of Burke Broadcast Research. Cincinnati-
based radio research firm seeking to become a viable
alternative to Arbitron.

R&R: There are a number of services competing for the un-
enviable position of tackling Arbitron. What do you think makes
Burke stand out in this competition?

BOLGER: The major reason is that Burke presents the
best combination of both methodological viability and the re-
sources that are required by a company to satisfactorily pro-
vide a service for radio broadcasters and advertising agencies.
The methodology has been well tested and is sound and is being
examined seriously now by major companies of broadcasters and
agencies around the country.

R&R: What steps will Burke take to avoid the kind of hostil-
ity that Arbitron seems to generate on the behalf of broad-
casters?

BOLGER: | think the first thing one must do is be aware
that the broadcasters are ultimately the people who are putting

the food on your table and pay a greater heed to what their
noeds and requirements are. Probably the most fundamental thing

to keep in mind as a ratings supplier is that you must hire
personnel who relate well to broadcasters and understand their
needs and continue to insure that they are not in any way appear-
ing arrogant to the broadcaster.

R&R: How many stations and agencies subscribe to your
Burke service?

BOLGER: We have a little more than 50 stations, most of
those in the markets we measured last Fall. We consider that
figure encouraging. Advertising agency clients amount now to
approximately 160

R&R: Are there any agencles that you're aware of that are
using Burke as a primary service now?

BOLGER: Not as a primary service. There are major agen-
cies that use Burke, however, such as Wells, Rich, Green,
N.W. Aver. BBDO. Ogilvv & Mather. l.co Bumett. J. Walter
Thompson in its Chicago office. and Vitt Media, a large buying
service in New York. That would be it among the major ad
agencies at this time.

R&R: Do you think the factor that will determine the even-
tual winner in the outcome of the competition between you and
the other services is going to be agency acceptance as opposed
to broadcaster support?

BOLGER: Well, one follows the other. Broadcaster support
only comes to you in great numbers when you have the agency
acceptance. The agencies really. if they’re going to move in any
large number to another rating service, will move either to Burke
or to Audits & Surveys.

Black & 18-34 Skewing Stations Show Higher Shares
R&R: Let's get into methodology a little bit. specifically

An interesting question came in recently from J. Michael McKay. Program Director at
WJLB/Detroit. He asks ... "Why is it that the HDBA (Arhitron’s High Densitv Black Area,
where listening is retrieved hy telephone) does not seem to match the reality concerning where

concentrations of blacks really live?”

The answer is that there is a two-fold problem here
transition. plus the fact that Arbitron relies on outdated census data. Since the last general
census in 1970 (which demographers admit undercounted minorities). many blacks have
moved into new neighborhoods. Thus, until 1982 when the 1980 census data will be available,
Arhitron's HDBA's (and HDSpanishA's also) will still be defined using 1970 housing and

population figures.

The Census Bureau is looking'at ways of doing a census every five years. In the meantime,
though. broadcasters with either Black or Spanish-formatted stations may want to get their
case together for revised ethnic sampling areas in their markets. Present your case to Arbitron,
and eventually talk to Rick Aurichio in New York. However. realize your effort to get Arbitron
to sample on a more realistic basis may be like the proverbial “chicken soup™

successful, but it can’t hurt.
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there are always neighborhoods In

it may not he
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“Harry Bolger S[;eaksyFranl;ly About
New Burke Rating Effort”

ethnic surveying. What about black sampling? Arbitron uses the
telephone technique to measure blacks but the technique differs
from yours.

BOLGER: It differs significantly and the reason it differs is
because theirs is a “clustered” sample, in which they measure
everyone over age 12 in the home. They then find it necessary.
in order to get the listening for all houschold niembers, {o at times
ask other houschold members of for the listening of the other party.
Whercas we onlv take listening from the person in whom we're
interested; we will only speak to that one person. Relayed or
hearsay listening must deflate audience estimates and I think Ar-
bitron has almost as much as acknowledged this of late. We
consistently show higher levels for Black stations

R&R: It appears that from the books you've released In the
markets you've measured so far. that the stations with 18-34
demographics., or who hope to skew that way. should be more
enamored with your service than with Arbitron. Is it that you're
able to better sample the 18-34 year old population?

BOLGER: 1 think it's because ours is a relatively easy
technique to cooperate with, and that is to say it has little hassle.
You have to speak to people once and only once for a period of
an average of ten minutes, and we make up to five, and in
some cases, as many as eight attempts to contact these people.
Therefore, we get a high percentage of them (18-34 vear olds).
and they go along with it, and they might even find it inter-
esting for ten minutes. But to keep calling them back or to ask

[T —————SSSSgR————— PR e
“Ours is a relatively easy technique to cooperate with, therefore we
get a high percentage of them (18-34 year olds).”
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them to fill out a diary over a whole week, they might not react
quite the same way. This seems to be particularly true with
young people.

R&R: Do you think that this possibly superior representation
of the younger demos will hold back your service from getting
subscriptions from Pop/Adult or Beautiful Music stations?

BOLGER: It has already, unfortunately. Some broadcasters
are looking at this in a general, rather than a specific sensc. There
are many exceptions to these rules. We found that stations such
as a Beautiful Music station in Boston and Detroit have done well
with us. We have found some all-News stations that do quite
well, so | think each station has to judge for themselves. And of
course, we're also now providing qualitative information, which
tends to be very favorable to the all-News and the Beautiful
Music stations.

R&R: I've noticed that comparing the Fall ‘78 estimates to
the Winter '79 that there are some fairly consistent in-tab drops.
I just looked at New York, Chicago. D.C. and Miami. and the
in-tabs in the Metros dropped by about ten percent. How do you
explain this consistent drop?

BOLGER: it's due to the fact that we lowered our in-tab
quotas ten percent. You're the first to have picked up on that. and
I commend you. The reason we lowered our quotas ten percent
is. I see no point in being anvthing other than candid. we felt
decreasing the sample to that extent in many markets kept us
certainly well in line with the competition and yet then we felt
we could still produce quite reasonable audience estimates. We
elected to cut our costs.

R&R: What has been the biggest headache since Burke got
started?

BOLGER: At the outset the biggest problem we had was the
ballyhoo over what has become to be called TRAC-7, a concept
we looked at and rejected. We now think that we'd been vin-
dicated because there are some very good reasons for rejecting it
The greatest problem we have now is that while many broad-
casters are, you might say spiritually behind us, they are reluc:
tant td part with their money until they see agencies initiating
buys with Burke information.

Diary Announcements: “Schlock”

R&R: There is a controversy which seems to brew every tim:
when there's an Arbitron survey. I'm talking about the diary
survey announcements which ran extensively in Washington D.C.
and less so in other markets during'the Apri/May Arbitron
sweep. What is your feeling about this kind of announcement?

BOLGER: | think they are a detriment to ali survey research
including our own. [ think they are particularly hazardous to the
health of a seven-day diary or a seven-day telephone recall ser
vice in which people are exposed to the measurement instrument
over a period of time and therefore have more time to react to
or be affected by these announcements. 1 think that broadcasters
are making a mistake by continuing this practice, because it pre-
sents rather a schlock image to ad agencies — it becomes another
promotional gimmick — and it would be in their best interest to
discontinue it. It is not correct to say from a research standpoint
that this (on-air survey announcements) will increase cooperation
and therefore is better for the research.

Qualitative Data Now Available

R&R: Let's get into the qualitative information area. The first
quarter of ‘79 reports ‘are the first to contain qualitative data
and | know, by going through it, that I could see a lot of sales
possibilities. What examples could you give to our sales manage-
ment or executive level readers out there as to potential uses for
the qualitative data now contained in the Burkes?

BOLGER: | think with this information that radio can take
advantage of one of its stronger sales points, which is that it is
an efficient medium in terms of reaching the specific demographic
or target group that the advertiser is interested in. With this in
formation we're providing, we're now narrowing the profile of
the listener even further, so that a station can demonstrate that
it's particularly efficient in reaching people who are upper in-
come or better educated or more prone to take airline trips, you
name it.

R&R: So a station which may not be in the top two or three
in the numbers could still have a strong sales story based on product
usage or income or education levels of its listeners.

BOLGER: Absolutely.

Jhan Hiber, R&R’s Research
Editor (and former Manager
of Arbitron Radio) wc&omes
vour questions about research
and ratings. In order to dir-
ect vour questions about the
sales and/or programming
uses of the numnbers. or any
aspect of the radio research
industrv. call Jhan at 213-
553-4330 during business
hours, California time. If vou
care to leave your question or
concern  aponvmously. or
need to call during Califomia
non-business hours. call our

24-hour line which will record your mesage. Call 213-552-3525 |

and leave vour message. If necessary, Jhan will get back
to vou ASAP.
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takes to produce it, and what it takes on their end to main-
tain it, so that they are going to go into it pretty thoroughly
before they get into a situation where they could get burned
R&R: What about the future? What do you see for the luture
of radlo syndication?

ROUNDS: As far as the competition is concerned, | love it
It's what makes it all work. For awhile there, we were all by
ourselves out selling iceboxes to the Eskimos. Pitching syndi-
cations In 1970 was an all-consuming tremendously energy-
draining kind of procedure because stations had done it them-
selves for so long, and they took a great deal of pride in that

Waetermark, Inc. Is one of the most successlul radio syndicatlon companles In the nation. Founder and President Tom Rounds Now, what's happening is that there are a lot of very solid,
started the company In 1969, with their first big project the “Crulsin’ ' series ol radlo documentary albums, produced with ex-KHJ/  very good, very competent, very industrious, and serious and
| Los Angeles PD Ron Jacobs. Prior to forming Watermark, Rounds had worked at WINS/New York In the 50°'s, Honolulu radlo dedicated companies that are producing special programming,
in the 60's, and as, PD at KFRC/San Francisco, later forming a production company which put on the first big outdoor pop festival and it supports our case tremendously; we get a lot because
In San Francisco and several other festivals alter that individual radio stations have a ot to choose from. It's great
Watermark joined the longtime Los Angeles alr personality Casey Kasem In 1970 to Introduce “American Top 40," the suc- for us because it keeps us on our toes, and it means that to
cessful chart countdown show which still dominates Its market. Rounds has galned a vast amount ol experience In the syndica- be better, we have to try harder, which makes it very much
tion fleld working with AT-40 and Watermark's other pragramming, and In the following Interview with R&R Editor/Publisher Bob more satistying. As far as the future is concerned, one of the
Wilson, he discusses syndication's history. problems and successes, and future from the viewpaint ol how It can help radlo sta- big considerations Is that most special programming is produced
tions as well as the syndication companles themselves. He covers how Watermark helps sell Its shows, as well as other alds to on the basis that it is a lot more intensive than the general
radlo statlons provided, and discusses Watermark's most adventurous endeavor lo date, the sclence fictional "Allen Worlds" series. run of format to which /isteners have become accustomed

The New Syndication Boom:
R Conversation With Tom Rounds

R&R: “American Top 40" has grown In nine years from
seven to 500 stations. You started when Top 40 supposedly
was dead, it Is supposedly deader today than It was nine years
ago. How are you existing with the most successful syndicated
radlo show In the history of radlo?

ROUNDS: When we started, and Casey Kasem said "Wel-
come to American Top 40" on seven stations, the concept of
the program was really to come in a kind of funny place. In
1970, Top 40 was dead. It was officially pronounced dead by
the trade and by the broadcasting industry, and the reason that
we called it "American Top 40" was that we figured it was sort
of a semi-camp revival of the tradition that we'd all been
thoroughly grounded in over all those years, and most stations
had dropped the idea of numbering records in their intros. It
would seem like today maybe what we're doing is bringing
some kind of order out of chaos. AT-40 is a digest of what has
happened during the previous week. AT-40 has a lot of things
going for it. First of all, it's got Casey who's probably the best
story-teller around. It's a countdown, so therefore, it's some-
thing that people can follow, like ball scores, or the stock
market, on a weekly basis, and they can get It all summarized
and neatly rounded up in a very orderly progression of records,
which starts at No. 40 and goes down to 1. In addition to that,
there’s a lot of other more subtie things working with it, one
of which is the way that we have learned to dispense infor-
mation about the records and the artists. We felt at the be-
ginning, and still feel, that music is fairly faceless in that the
audience craves information on the people that are making the
sounds that they find themselves living. What they don‘t know
is what it took to create that kind of situation — what were
the elements that came together in time and space that created
a hitrecord — and that's what the program is really about. It's
an ongoing commentary on success and what it means. How
do you get it? How do you keep it? What are the magic in-
gredients? What kind of dues do you have to pay, and so forth?

R&R: Syndicated special programming seems (o be mak-
ing a blg comeback — it's more acceptable Is it a new
trend in programming?

ROUNDS: | think it's because there's a general realization
going on in the business that it's not enough to select a music
policy and do it. It's neither satisfying enough for the people
who are doing it, nor is it really accomplishing the purpose of
the radio station in serving the community. A radio station, as
we all know, has to stand for something; it has to convey
some kind of meaning — make some kind of comment on a
particular lifestyle that people find best expressed by it — and
they lock in. But how do you do that when you've got so many
ditferent stations all trying to accomplish the same thing?
You do it by being special. Therefore, the tip of the iceberg,
which is evident with "American Top 40," indicates there is a
tremendous amount of material that statlons can program as a
way to express themselves — as a way to plug into a greater
consciousness than possibly can be voiced by their own fa-
cilities. We all know that within each station lies the capabil-
ity to do special programming. What isn't available to the station
is the time and the money to do it

‘‘Alien’’ Registering

R&R: How did the creation of ""Allen Worlds" come about?

ROUNDS: f've always felt that if you put a lot into some-
thing, you get even more back. We've been conservative,
dedicated to quality programming and going for long-term rela-
tionships with stations We've done all that; we've paid
our dues and it's come back to us very nicely. It's become
a profitable business for us. But what has really come back to
us is the incredible opportunity to do our science fiction dramatic
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