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Chuck Renwick
THREE NETS, TALK

SERVICE PLANNED
Renwick To
Develop New

NBC Networks

Chuck Renwick, Executive VP/
Network Radio at NBC, has been
promoted to the newly-created
position of Executive VP/Network
Development. Among the top prior
ities under his supervision will be
the creation of three new demo-
graphically-targeted full-service
radio networks, along with a long-
form talk programming service
which is planned to debut within
six months. Renwick’s former
duties, which included the super-
vision of both the NBC Radio Net-
work and the Source, will be filled
by a VP/GM for each network;
NBC is currently interviewing in-
ternally for these new positions.

The move was characterized by
NBC as the first in a series de-
signed to accommodate the com-
pany’s expansion with the new
proposed services. NBC Radio
President Dick Verne stated,
“NBC is increasing its commit-
ment to radio. Chuck Renwick has
undertaken the challenge of cre-
ating these new businesses. He
will continue to work closely with
the NBC Radio Network and the
Source to maximize their pro-
gramming and sales potential.
Another major project falling un-
der his supervision will be the
distribution of all of our networks
by satellite.”

RENWICK/See Page 14

COUNTRY & POP/ADULT FORMATS BY SATELLITE

Burkhart/Abrams Form
Programming Network

Burkhart / Abrams / Michaels /
Douglas & Associates has an
nounced the formation of a new
programming division for the me-
dia consultation firm. Together
with new division partners Mid-
west Radio-TV (owner of WCCO-
AM-FM-TV/Minneapolis), John Ty-
ler & Asseciates, and United Video,
B/A/M/D will offer 24-hour, seven-
gay-weekly programming via satel
ite.

In making the announcement,
B/A/M/D principal Kent Burk-
hart told R&R, “It has always
been our thought that we could
provide a full programming serv-
ice live, via satellite to stations
around the country. After looking
at years of research, we concluded
that a modern Country format and
a Pop/Adult music format should
be the first format services we

would offer. Obviously we have
two formats here that are adult
mass appeal.

“Along with the music, some of
the best middle-ground announcers
will be acting as disc jockeys.
Hourly news capsules will also be
featured. Both formats have been
designed so that it will be perfect-
ly feasible for stations to cut away
from our satellite network to carry
their own local morning drive pro-
grams.”

Williams Named
Network Manager

Burkhart also announced the
appointment of George Williams
to the position of Network Direc-
tor. Williams, who resigned as
Vice President/Programming of
Southern Broadcasting to join the

BURKHART/See Page 14

COURY TO EXIT, 85% LAYOFF

Radical RSO Reorganization
Releases Most Staffers

In a move that took the industry
by surprise, RSO Records laid off
most of its employees (company
sources cited an 8% figure, or
approximately 40 people), retain-
ing a skeleton staff in Los Angeles
and New York, and entered into
negotiations with Polygram Rec-
ords to assume field promotion
and sales responsibilities for label
product (Polygram Distribution
is RSO’s distributor). The com-
pany officially stressed that it
was ‘“‘absolutely determined” to
function as a full-fledged record
company, although R&R learned
that a distinct possibility exists for
RSO arranging a licensing agree-
ment with Polygram (or failing
that, another company), with an
RSO logo appearing on label pro-
duct but all other functions hand-
led by Polygram. At presstime,
Polygram and RSO were still ne-
gotiating the transition.

Radio Responds To Reagan Shooting

Radio stations across the coun-
try were quick to respond to the
news of the attempted assassina-
tion of President Ronald Reagan
Monday (3-30), with many break-
ing format to provide continuous
news coverage of the events and
all interrupting regular program-
ming to air bulletins on new devel-
opments. Despite a few moments
of confusion (mostly centering on
the erroneous report of Press Sec-
retary James Brady’s death, a re-
port attributed to a White House
communications breakdown), ra-
dio fulfilled its trust in giving the

nation vital, up-to-the-minute in-
formation.
Key Roles For Networks
Stations affiliated with radio net-
works either switched directly to
their nets’ continuous news feeds
or used their information for per-
iodic bulletins. The radio. networks
played an important part in the
coverage, devoting several hours
entirely to the events of the day.
ABC-TV has been credited with
being the first to announce the in-
cident (at 2:34pm EST), but the
ABC Entertainment Network
REAGAN/See Page 26

Label President Al Coury’s con-
tract expired Tuesday (3-31), and
he departed immediately for a
vacation to weigh future options.
R&R learned that he will not
continue in his present position,
although a further involvement
with RSO founder Robert Stig-
wood is possible. He will announce
his plans within a month. Coury
told R&R, commenting on notify-
ing the staff, “It was the saddest
thing I've ever had to do. It was
devastating, We were all like fam-
ily"l

Speculation as to the reason for
the move, instigated abruptly by
Stigwood Friday (3-27), centered
around what a company source
called “bottom line” reasons. The

RSO/See Page 14

WMAQ GM & PD RESIGN

Sherwood, Hennes

Burt Sherwood, Vice President/
General Manager of WMAQ/Chi-
cago, and WMAQ PD Bill Hennes
have resigned from the NBC-owned
Country station to form their own
broadcast consulting firm, Sher-
wood-Hennes & Associates. Sher-
wood and Hennes, who joined
WMAQ in June 1977, have agreed
to remain with the station until
May 15.

Sherwood told R&R, ‘“We told
NBC that we would stay here as
long as we possibly could and give
them all the help they wanted.
We've also offered to be their con
sultants, if they so choose. We'd
much rather consult this station

APRIL 3, 1981

EXPANSION SET
FOR SEPTEMBER

RKO Launches
Two New Radio
Networks

The RKO Radio Network, an-
nounced the formation of two ad-
ditional RKO Radio Networks this
week. The as-yet-unnamed net-
works have been designated RKO
2 and 3 and will debut September
1. RKO Radio Network VP/GM
Tom Burchill told R&R, “The
phenomenal growth of our first
RKO network, affiliating 210 sta-
tions in under 18 months, coupled
with a continuing strong station
demand for network affiliations in
general dictates our expansion.

‘“The structure of RKO 2 will be
similar to the current RKO 1 in
that it will be a news-based pro-
gram schedule of newscasts, in-
formation, features and specials;
but it will be targeted toward the
25-54 demographic with a more
specific focus on the 3544 seg-
ment. RKO 2 will have more of a
hard news emphasis, with older-
sounding news anchors who will
be entirely different individuals
than the current anchors on RKO
1. RKO 2 will have features that
wili touch more on business, con
sumerism, economics, health, and
the types of general issues that
would have more appeal to a
slightly older audience profile.”

Satellite Distribution

RKO 1, which is distributed in
stereo using Transponder 1 of the
Westar III satellite, will share
transponder space with the newly-
created RKO 2. Meanwhile, RKO
3 will utilize Transponder 4 of the
Westar III, and will also be in
stereo. Explaining RKO 3, Burchill
said, “The third network will be
totally innovative and very differ-
ent from 1 and 2. RKO 3 will distri-
bute blocks of programming, long
and short, for various types of ra-
RKO/See Page 26

Form Consultancy

Burt Sherwood, Bill Hennes
than any other in Chicago.”” Even
though Sherwood and Hennes are
staying with WMAQ to accommo-
date the transition, their consul-
tancy officially opened for busi-
ness Monday (3-30).

SHERWOOD/See Page 14



Double Play

“BETTE DAVIS EYES?”
¢ %' KimCarnes

from the album
MISTAKEN IDENTITY

Produced & Recorded by Val Garay

THE BAGK PAGE
BREAKERS.

KIM CARNES

Bette Davis Eyes (EMI America)
76% of our reporters on it. Moves: Up 69, Same 41, Down 0,
Adds 58 including WFIL, F105, PRO-FM, WPGC, CFTR,
KRLY, Y100, WCKX, CKLW, WZZP, KFRC, 13K, KJR, Q103,
WTRY, KEGL, WGRD. See Parallels, charts at number 29.

SWHAT ARE WE DOING IN LOVE*”

Dottie West

from the album
WILD WEST

Produced by Brent Maher & Randy Goodrum

ONE OF THE
“MOST ADDED”
RECORDS OF THE WEEK!

NEW & ACTIVE

DOTTIE WEST “What Are We Doing In Love” (Liberty)

96/41. Moves: Up 33, Same 22, Down 0, Adds 41 including WNBC, WCAO,
293, KSLQ, WGCL, KEARTH, KEZR, WFBR, WNOX, WNAM, KENO,
WLAM, 95SGF, KKXL, KSLY.

© 1981 EMI America/Liberty Records




FIRST MEDIA SELECTS SEATTLE PD

Charlie Brown To
Program KBLE-FM

Longtime Northwestern
air personality Charlie
Brown has been appointed
as Program Director for
First Media’s KBLE-FM/
Seattle. KBLE-FM GM
Michael O’Shea, in mak-
ing the announcement, told
R&R, “I received many
serious applications for the
programming job here, but
it was very important to
find someone with local
experience. Charlie was
born and raised in the Charlie Brown
Northwest and has worked in this area for all of
his 16 years in the business. We have already
developed a great rapport and I have every confi-
dence that Charlie will do a great job for us.”

Brown, who worked at KJRB/Spokane before an
eight-year tenure as morning personality at KJR/
Seattle, told R&R, “It’s kind of amazing that my first
programming position would come in a major mar-
ket, but I know that working with Michael O’Shea
will make my baptism much easier. A situation like
this gives me something I can really sink my teeth
into, and at this stage in my career that’s very
important to me. I have seen most of the friends
I started in the business with go on to become man-
agers while I was content to be an air personality.
Now I begin a new portion of my career and I am
very happy.”

KBLE-FM began its temporary automated ‘‘all-
hits”’ format on March 17. The station, which has
applied for the new call letters KLFM, should have
the “live” format on the air by June 1. Brown, who
will also be the station’s morning drive personality,
takes over as PD on May 1.

Martin New WBCS P

After more than five .
years as Program Direc- :
tor of WSPT-WXYQ/Stev-
ens Point, W1, Pat Martin
will leave the stations to
become PD at WBCS/Mil-
waukee. Martin, primar-
ily known as a CHR pro-
grammer at WSPT, suc-
cessfully converted WXYQ
from CHR to Country in
1977. In joining the Mil-
waukee Country station,
Martin told R&R, “I am
grateful to the people at Pat Martin
WSPT and WXYQ. The air talent speaks for itself.
Don Colby is a top-notch corporation president and
Jim Schuh (WSPT-WXYQ GM) has to be one of the
best general managers of any market size. Going to
WBCS is a dream come true for me. Terrell Metheny
(WBCS GM) is a true industry leader and I'm really
looking forward to working with such a knowledge-
able and capable manager.”

Metheny commented, “I've been trying to hire
Pat for the last five years. Fortunately this was the
right time, and I feel confident that we’ve hired one
of the best program directors in the country.”

No immediate replacement for Martin has been
named at the Stevens Point stations. His appoint-
ment at WBCS takes effect April 15.

FORMER ABC, MUTUAL HEAD

Pauley Forms
Consultancy Firm

Robert Pauley has announced the formation of
Pauley Communications Consultants. Pauley, cur-
rently President of Pauley Enterprises Inc. and for
the past nine years a Vice President of Corporate
Finance with E.F. Hutton & Company Inc., is a
former President of the ABC Radio Network and
Mutual Broadcasting Systems. Among his many
media-related ventures, Pauley founded the National
Black Network and is the licensee of WBVD/
Beverly, MA.

“It’s important for people to know what we do
and don’t do,” Pauley commented. ‘“There are many
consultants in this industry filling certain valuable
functions and a good knowledge of their individual

PAULEY/See Page 26

Morris Elected Cox VP

J. Lee Morris has been elected to a Vice Presi-
dent post at the Cox Broadcasting Company, retain-
ing his current duties as General Manager for
WSOC-AM-FM/Charlotte and as Vice President of
the Carolina Broadcasting Company, which operates
WSOC.

A 32-year veteran of Cox, Morris joined the firm
as a staff announcer/producer for WSB/Atlanta
in 1949, becoming General Sales Manager at the sta-
tion in 1958. In 1974, Morris was promoted to General
Manager at WSOC-AM-FM, assuming the VP duties
at the Carolina Broadcasting Company in 1975.

“Obviously, I'm very pleased and personally
proud that our corporation deemed me worthy of this
promotion,” Morris told R&R. “It’s just a feeling of
gratitude that the corporate headquarters and my
management in Atlanta feel that I'm doing a pro-
fessional job here in Charlotte, and frankly that
pleases me very much.”

WBLX News Director Aids
In Mobile Murder Mystery

WBLX/Mobile News Director Paul Mykals, act-
ing upon information provided to him by an anony-
mous informant, led police to arrest three suspects
in the murder of 19-year-old Michael Donald, whose
body was found hanging from a tree at 5:30am
Saturday (3-21).

Mykals told R&R that, shortly after the murder
was discovered, he went on the air asking anyone
who had information regarding Donald’s death to
come forward. That afternoon, a man who claimed
to be Donald’s best friend told Mykals that three men
were to have met with Donald Friday night to pur-
chase drugs. (The informant’s desire for anonymity
stemmed from his own involvement in narcotics.)

Mykals said that this information led police to
search the residences of the three suspects (two of
whom are brothers), whereupon they found one of
the men wearing a shoe with blood and hair on it. The
shoe matched a footprint found on the dead man’s
head.

While the informant’s tip led to the three sus-
pects’ arrest, Mykals noted that there were two other
possible motives in the case. First, Mykals claims
several witnesses who allege that the three suspects
were self-proclaimed KKK members. Second, it is
suspected that Donald was seen with a sister of the

WBLX/See Page 26

Dalton Upped To GM
At KFI, KOST

Donald Dalton has been promoted to General
Manager at KFI-KOST/Los Angeles, moving up
from his previous post as General Sales Manager
for the Cox-owned outlets. Dalton replaces James
Wesley Jr., who was recently elevated to Executive
VP/Radio for Cox’s Broadcasting Division.

Commenting upon Dalton’s new assignment,
Wesley said, “Don has participated in all areas of
development of KFI and KOST-FM. In addition, he
brings to his new position years of experience
in working with large stations in major markets. I
look forward to continued association with Don in his
capacity as General Manager of KF1and KOST.”

Dalton joined Cox in 1974 as National Sales
Manager of the Los Angeles stations, rising to GSM
at KFI and KOST in 1977. Prior to joining Cox,
Dalton held executive positions in sales and market-
ing with Major Market Radio, the New York-based
rep firm, for over nine years. He began his broad-
cast industry career in radio sales representation
23 years ago.

Sam Goody President
Cleared Of All Charges

George Levy, President of the Sam Goody
retail chain, was cleared of charges of racketeering,
interstate transportation of stolen property, and
copyright infrindement in a longstanding case involv-
ing alleged purchases and shipping of counterfeit
cassettes and 8-track tapes. Brooklyn Federal Court
judge Thomas Platt dismissed the charges on grounds
of insufficient evidence. However, all charges stand
against the company itself and Vice President Sam
Stolon, although Stolon’s attorney attempted to con-
vince the judge to drop the charges against his
client on a basis similar to the Levy dismissal.
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Washington Report

Appeals Court Clears Way
For Radio Deregulation

Radio deregulation, which took effect Friday (4-3), is
in no danger of being immediately blocked in federal
court. Late Tuesday (3-31), the U.S. Court of Appeals in
Washington denied, on a 3-0 vote, the United Church of

WLIR-FM LOSING LICENSE

FCC Resolves Seven Disputed Cases

Distress Sales, Denials, Short-Term
Renewals Ordered
The FCC this week closed the books on seven pending

cases, approving two distress sales to minority buyers,
denying two licenses, and ordering three one-year short

Christ’s request for a stay to block deregulation.

The court acted with lightning
speed, striking down the UCC re-
quest just one day after the group
filed. In fact, the court didn’t even
wait for the FCC to file a res-
ponse. Commission lawyers had
not planned to file counterargu-
ments with the court until yester-
day, and were left somewhat baff-
led, but pleased, by the swift court
action.

The UCC was also turned down
by the FCC late last week when it
asked the Commission to block de-

regulation, arguing the FCC was
eliminating local needs and inter-
ests from the public interest stan-
dard and that irreparable harm
would result from employees be-
ing fired if, as the UCC contends,
news and public affairs program-
.ming is reduced or cut out altoge-
ther.

A separate UCC appeal of de-
regulation is also on file at the
Court of Appeals, but that case
will take much longer to settle.

Washington Street Talk

Swift Circulates Draft
Aiming for a May 11 introduction date, Rep. Al Swift is circulating
and asking for comments on a draft deregulation bill. Highlights:
point system to quantify public trust and guarantee renewal; five-year
radio licenses; and elimination of petitions to deny, comparative
renewal hearings, ascertainment, program logs, and annual program
reports. Swift would also allow random selection among qualified initial
applicants and a broader exemption for news coverage under the
Equal Time provision.
Fowler, Ferris Shuffle
Capitol Hill has yet to receive Mark Fowler’s nomination as
FCC Chairman, with the White House evidently undecided whether
he’ll get Jim Quello’s or Tyrone Brown’s seat. Meanwhile, outgoing
Chairman Charles Ferris has signed on with the law firm of Mintz,
Levin, Cohen, Glovsky & Popeo. He’ll work at the Boston firm’s Wash-
ington office.

NAB Congressional Speech Fees Hit

The Media Access Project and Common Cause are upset about the
NAB paying $1000 to $2000 speech fees to more than a dozen members
of Congress speaking at its Las Vegas convention. With virtually all

term renewals.

The Commission denied license
renewal for WLIR-FM/Garden
City, NY on grounds that its own-
er, Stereo Broadcasters Inc., il-
legally transferred control of the
station in 1971, concealed that
fact from the FCC, and made
deliberate misrepresentations to
the Commission about technical
violations. Stereo is still awaiting
a U.S. Appeals Court decision on
its appeal of the FCC’s earlier re-
fusal to permit a distress sale of
WLIR.

The other station losing its li-
cense is WDRK-FM/Greenville,
OH. The Commission upheld a law
judge’s decision that the license
should be granted to Korin Broad-
casting because WDRK'’s owner,
Lewel Broadcasting, had permit-
ted unattended operation of the
station, kept false logs, and made
misrepresentations to the FCC.

Two Distress Sales

The distress sales of WAVS/
Ft. Lauderdale and KLSN/Brown-
wood, TX bring to 26 the number
of stations sold to minority owners
since the distress sale policy was
adopted in 1978. The policy allows
a licensee whose renewal applica-
tion has been set for a hearing on
alleged violations to sell to a mi-
nority-controlled firm, prior to the
hearing, for no more than 75%
of the station’s fair market value,
based on at least two appraisals.

In the case of WAVS, the sta-
tion’s owner, Radio WAVS Inc.,

over the station before the FCC
approved the sale. SACN Inc., a
100% minority-owned firm, will
buy the property for $502,500.

The Brownwood case centered
on allegations that the owner of
KLSN, GBE Inc., applied for a
construction permit to raise pow-
er, but never actually intended to
do so. GBE allegedly sought only
to increase the station’s market
value. The FCC authorized Cycles
Communications, a 52% minor-
ity-owned company, to buy KLSN
for $250,000.

Three Short-Term
Renewals

Deer Lodge Broadcasting was
fined $2000 and handed a one-year
short-term renewal for KDRG/
Deer Lodge, MT. In taking the
action, the Commission overruled
a law judge who recommended
denying the license for unauthor-
ized transfer of control, engineer-
ing and operating rules violations,
falsified signatures, and fabricat-
ed log entries over an 18-month
period.

One-year short termn renewals
were also granted to E. Boyd
Whitney for stations KRZE and
KRAZ-FM/Farmington, NM.
Charges included acting in an
anti-competitive manner by threat-
ening not to air records of a
singer who was booked into Farm-
ington by a competing producer.

Packwood Proposes
Radio Station Fees

Radio stations would pay annual fees of up to $1500
to the FCC under legislation introduced last week (3-27)
by Sen. Bob Packwood, Chairman of the Senate Com-

merce Committee.

“We believe the fees are reason-
able and will not unduly burden
the providers or users of services,
but will merely be a sensible way
to help defray the cost of regula-
tion,” Packwood explained in a
statement accompanying S. 821,
the FCC Authorization Act of 1981.

Commervcial radio stations would
be subject to the following charg-
e Annual Fees
$1500 — AM stations over 5 kw

Class B & C FM stations
$500 — AM stations between 1

the members sitting on the Communications Subcommittee, Common | allegedly allowed a prospective and 5 kw
Cause called the honoraria a blatant conflict of interest. | buyer to assume some control Class A FM stations
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POSTCARD RENEWAL A REALITY — As predicted last week by R&R, the FCC unanimously adopted a new “postcard” renewal form (pic-
tured above). It won't go into use for at least 30 days. Besides exempting commercial radio from the requirement that at least five percent of
stations submit long forms and possibly undergo field audits, the FCC pisn drastically reduces the renewal announcements that stations must
run every 16 days during their license terms. Stations will now have to air these announcements, at the same interval, beginning six months
prior to license expiration and discontinuing them one month before expiration. Calling the renewal announcements “an invitation to trouble”
for broadcasters, Commissioner James Quello said he favors abolishing them altogether.

$150 — AM stations under 1 kw

New Stations
$500 — Application fee
$3000 — Hearing fee
3 times annual fee = license
grant fee

Transfers and Assignments

$500 — Application fee
$5000 — Hearing fee

Packwood’s bill would em-
power the FCC to raise or lower
the fees each year, depending on
its own costs, as well as charge
penalties for late payment.

Cosponsors of S. 821 are three
members of the Senate Communi-
cations Subcommittee, Chairman
Barry Goldwater (R-AZ), Harri-
son Schmitt (R-NM), and Larry
Pressler (R-SD).

According to Packwood’s esti-
mate, the measure would provide
about half of the FCC’s annual
operating budget, which the bill
pegs at $79.6 million for each
of the next three years.

Tighter Control Over FCC

A second thrust of the bill would
allow Congress to reauthorize the
FCC and its functions every three
years. The agency now enjoys a
permanent authorization, which
allows it to escape review by the
communications subcommittees.
Stricter Congressional review, said
Packwood, will allow Congress to
“insure that the Commission im-
plements the congressional man-
date.”

In 1976, an appellate court struck
down a fee system used by the
FCC since the early 70’s, on the
grounds it failed to adequately re-
flect the cost of regulation. As a
result, the FCC was forced to re-
fund millions of dollars it had col-
lected over and above what was
deemed to be reasonable under
the law.



EIL DIAMON
IN THE PERFECT SETTING:

HE ABC CONTEMPORARY NETWORK

The Neil Diamond Special. On Sunday, more than 40 million albums, Neil's charisma will
May 17, a 3-hour musical event spotlighting the surely capture a huge national audience.
words and music of one of today’s most gifted The Neil Diamond Special. Vay 17.
writers, performers and all-around showmen. Just one of the sparkling specials from the ABC
A superstar whose brilliance has already sold ~ Contemporary Network.

® ABC Contemporary Network

RAPIS
The People Delivery System
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Delco Sets April
Auto Radio Ads

Delco Electronics will introduce
its "“M-2000" auto radios (found in
GM’s new “J-cars’’) with a radio ad
campaign set to break in eight markets
by late April. The campaign, which
emphasizes Delco’s specifically de-
signed systems for autos, will sport a
new theme, “Delco-GM is miles ahead
in sound experience.’ as well.

Fidelipac, Audio-
Technica Pen Pact

The Fidelipac Corporation has
announced it has acquired the rights
to be the master distributor to the
broadcast industry of Audio-Techni-

s “ATP” line of phonograph car-
tridges and replacement styli. The
line, which Includes the “ATP-1
“ATP-2,” “ATP-2XN,” and “ATP-3,”
will be available through all Fidelipac
distributors. For further information
contact Fidelipac at (609) 235-3511.

No-Name Brand
Cigarettes To See

National Rollout

Following almost a year of testing in
30 states, Liggett & Meyers will be
rolling out 14mg tar no-name cigarettes
on a national basis under a trade ad
campaign entitled “‘Generics On The

Move.” The firm, which markets the
“Eve,” “Chesterfield,” “Lark,” *“De-
cade,” and "L&M" brands, reports

surprising success with the no-name
smokes, but growth of the generic
cigarettes is expected to level out at
one percent of the U.S. market.

Although the no-name cigarettes re-
tail for about $1 less than normal
brands, industry sources speculate
that smokers’ notorious brand loyalty
will place a celling on the popularity
of the generic brand. Furthermore,
despite the bright picture painted by
the success of its no-name cigarettes,
L&M, which currently commands 2.2
percent of the domestic cigarette mar-
ket {(about $260 million annually), is not
expected to recoup losses sustained
by sales declines affecting its afore-
mentioned brands.

stereo country

“Picker” Radio/
Guitar Allows
You To Play It

Or Pick It

Pictured posing with ‘‘The Pick-
er,”” a miniature electric guitar with
a solid state AM radio built into
its body, is Mickey Gilley, who
ponders whether to ‘‘pick it”’ (a
tiny built-in amp boosts the strings’
volume) or “‘play it’’ (switch on the
AM radio). Note the full-size *‘Tele-
caster’’ in the background.

Available from Pickers Inter-
national Inc., Suite One-A, 46
Music Alley, P.O. Box 121137,
Nashville, TN 37212, (615) 254-
7979, the pint-size guitar/radio can
also be emblazoned with special
advertising or promotional mes-
sages. Retail price: $24.95.

— —4

20-YEAR TREND REVERSING
Corporations
Keeping Their
Headquarters
At Home

The tide of corporate headquarter
moves, common during the 1960’s
and 70's, has apparently turned, with
fewer and fewer companies consider-
ing transplanting their main offices.
The reasons for this are several: many
firms which were planning such moves
have already accomplished them; pre-
mium office space is no longer avalil-
able as the suburbs and the Sunbelt
have swollen to accept those com-
panies which have already moved;
costs of relocating workers and their
families have soared; and advances in
digital communications technology have
enabled corporations to maintain their
downtown headquarters while dispers-
ing their large administrative staffs
to suburban offices.

According to information compiled
by the Greater Cleveland Growth
Association from Fortune magazine's
listing of 1000 industrial companies,
the top 10 U.S. cities with the most
major-company headquarters are: 1)
New York with 121 firms, 2) Chicago
(38), 3) Dallas (26), 4) Los Angeles
(25), 5) Cleveland (24), 6) Pittsburgh
(23), 7) Houston (21), 8) Stamford,
CN (18), 9) Minneapolis (16), and 10)
St. Louis (16).

Other cities harboring a notable
amount of corporate headquarters are
Greenwich, CN (12), Oak Brook, IL
and Philadelphia (10 each), Atlanta and
Milwaukee (nine each), and Boston,
San Francisco and Portland, OR (all
with eight).

Baby's Best Bed —
A Watercrib

“Watercribs,” (tiny waterbeds), are
currently being marketed to those
parents who wish '‘to simulate the
floating environment of the mother’s
womb,” according to their manufac-
turer Henry Robinson. Robinson, who
serves as President of the Los An-
geles-based Waterbed Manufactur-
ers Association, adds that the water-
crib *‘cradles the infant, calms it,
and in effect softens the transition
Into the real world.

Magnavox’s ‘‘“V-Front’’ Speakers

Magnavox recently introduced a speaker system with an unusual **V-Front™
design, which the firm claims provides automatic stereo balancing anywhere
within the speakers’ 120 degrees of sound dispersion. Magnavox's model

“SK225650"

two midrange ‘‘acoustic energizers,”

bass woofer.

features six speakers per cabinet, two phenolic ring tweeters,
and one eight-inch and one six-inch

vice TRy )
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Sony’s “VPK-723W’ front-projection television screen sports a
screen that changes size from 2 x 5 up to 5 x 11V feet at the flick
of a switch. The system’s compact projection unit can either be hung
from the ceiling or left sitting on the floor.

Bacardi Bosses Booze Brand Battle
Jack Daniel’s Biggest Gainer, Up 25%

“Bacardi” rum is America’s fav-
orite brand of booze, according to a
pair of 1980 liquor sales surveys re-
leased recently. Marvin Shanken's
Impact newsletter placed ‘‘Bacar-
di” 's 1980 U.S. sales at 20.5 million
gallons {up eight percent from last
year's sales levels), while a study con-
ducted by John Maxwell for the Leh-
man Bros. Kuhn Loeb Research
firm estimated ‘‘Bacardi” 's sales at
slightly more than 21 million gallons
(up 12 percent from 1979).

Generally, the results of the two
surveys exhibit similarity. The
remainder of impact’'s top ten

| Collapsible |
Stereophone

The *‘Sound Partner” is a col-
lapsible, portable stereophone that
can adapt to almost any sound
system with a jackhole. Manufac-
tured by Koss, the 3%-ounce
stereophone can be linked with
televisions, ‘“boom boxes,” por-
table radios, or cassette players.
The unit's above-the-ear design
places pressure upon your tem-
poral bone rather than on your
pressure-sensitive ear.

'L\ =
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One of over 1500 Great Radio Stations carrying Westwood One programs.
Programs like: The Dr. Demento Show, Off The Record with Mary Turner, Off The Record Specials, Live
From Gilley's, The Concert of the Month, The Rock Years: Portrait of an Era, The Great American

Radio Show, Daybook, Spaces and Places, Ace and Friends, Star Trak, Special Edition,
Shootin' the Breeze, Tellin' It Like It Was.

WMZQ Wwashington, D.C.

{with the number following the brand
denoting the sales in millions of gal-
lons) were: 2) ‘“‘Smimoff”” (17.7) 3)
“7 Crown” (15.7) 4) “V.0.” (10.3)
5) “Canadian Club’”’ (9.1) 6) “Jim
Beam’ {9.0) 7) “‘Popov” (8.8) 8) ‘‘Jack
Daniel’'s” (8.1), by far the largest in-
crease — an astonishing 25 percent,
9) “Seagram’s” gin (7.9) and 10)
“Gordon’s’ gin (7.7). “Kamchatka'
vodka also posted a 25 percent sales
increase to 4.9 million gallons, good
for 19th place. *'Cutty Sark™ took the
biggest plunge, down 16 percent to
4.2 million gallons and 24th place.
“Johnnie Walker Red” and “J&B Rare”
likewise took significant dips with
“Gordon’s” vodka and ‘‘Kahlua’’ rack-
ing up significant gains.

The remainder of Maxwell’s top ten
were: 2) “Smimoff” (17.6) 3) 7
Crown” (15.2) 4) *Canadian Ciub”
(11.5) 5) ““Jim Beam” (10.6) 6) *'V.0.”
(9.1) 7) “Popov’ (9.0) 8) *“Windsor
Supreme’’ (8.3), Impact had this in
13th with 6.7 million gallons sold, both
surveys noting a flat sales pattern,
9) “Gordon’s” gin (7.6) and 10) **Jack
Daniel’s” (7.6), also showing a 25 per-
cent increase. ‘'Kamchatka’’ and *Kah-
lua” were also Maxwell's significant
gainers, up 14 and 12 percent, res-
pectively, with the scotches ‘‘Johnnie
Walker Red,” **J&B Rare,’’ and *‘Cutty
Sark™ registering ten, nine, and eight
percent declines, respectively.

Most of the top ten entries saw
sales fluctuate between two to five
percent either way (exceptions are al-
ready noted) — not the most encour-
aging results. Nevertheless, lower-priced
vodkas, and specialty drinks such as
cordials, fared well, while top-of-the-
line brands maintained their market
shares. For example, *‘Chivas Regal,”
a premium Scotch, ranked 35th on
tmpact’s study with 3 milllion gal-
lons sold, a two percent increase,
while most other scotches chalked
up the aforementioned declines.

SALUTES

WESTWOOD
ONE

9540 Washington Blva., Culver City, CA 90230 - (213} 204-5000

AMERICA'S NUMBER ONE PRODUCER OF NATIONALLY SPONSORED RADIO PROGRAMS




WKBW 11
WBEN-FM 1-1
WIFl on
CKGM 13
WDRQ 44
CKLW5-2
WGCL 2-2
KiQQ on

13K add
KPLZ add
WKEE 34-32
KSRR add
KINT add 30
WTIX deb 36
KQ94 on
WJDX deb 17
WERC deb 28
WSGN 1712
WNOX on
WGH on
WTWR 44

THE ROVERS

“Wasn’t That
A Party”

PAD

Produced By Jack Rlchardson for J.A.R. Productions

WNAM on :
92X on
KIOY deb 31
KTAC add
KCPX on
WACZ 139
WHEB on
WFBG 27-24
95XIL 6-3
WHHY on
95SGF on
WXLK 7-2
WROV 15-10
KFYR 11
WRKR 33-29
WSPT 11
WTRU add
KENI 1210
KBOZ 17-14
KYYA 31
KRLC 3-2

WXKS-FM 25-20 KSET-FM 27-21
JB105 32-29

KINT deb 39
BJ105 add

WCSC on

KELP 27-23 WVLK add

THE

Management:

RECORDS

KIDD on
KHYT 27-24

JACKSONS

“Can You
Feel 1t?”

2.1 Weisner-Demann Entertainment and Joe Jackson

WGUY on
WACZ deb 27

KVOL deb 29
WRKR add




Page 8

VA L L L LT L L L L L Lmm—

Syndicators

Drake-Chenault

WNBC/New York and WIP/Phila-
delphia have announced plans to alr
the firm's *‘Silver Anniversary Edition”

Westwood One

WXLO/New York has signed on to
carry the firm’s “Special Edition'' and
‘Concert Of The Month" programs.
In addition, KSFX/San Francisco has

of “The History Of Rock And Roll."
secured “Off The Record With Mary

Turner,"" and the '‘Great American
Radio Show;" WCBM/Baltimore and
WAAF/Worcester have picked up
“Daybook;” WWWW/Detroit has pur-
chased *“Live From Gilley’s;" and
WCOZ/Boston has signed up for
“The Rock Years: Portrait Of An Era."”

TM Productions

Lyn Viles has joined the firm's. staff
as an assistant to Cecelia Garr, Di-
rector of 1.D. Sales. Viles previously
served as the National Sales Man-
ager for KATT/Oklahoma City.

FirstCom

. A y <t 4
i A " el
DICK & BERT FIRST ON FIRSTCOM’S CREATIVE DEPARTMENT —

FirstCom Broadcast Services President Jerry Atchley (center) congrat- |

ulates Dick Orkin (right) and Bert Berdis (left) upon their becoming mem-
bers of the firm's ‘'Creatlve Department’’ syndicated sales package, which will
provide a number of commercial campaigns created and produced by top

radio advertising specialists on a market-exclusive basis.

Golden Egg
“Future File,” the firm's science-
oriented news program, recently add-
ed WAAF/Worcester and KGON/Port-
land, OR as affiliates.

Weedeck

The firm reports that its “‘Inside
Rock™ program, hosted by Charlie
Tuna, has changed its title to "in-
side Music."

GOTTA GET WET!
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Nets

M\

Mutual

Daniel Flamberg has been named
Director/Public Relations for the net.
Flamberg most recently served as
Special Assistant to the Chairman for
Fred Rosen Associates in New York,
having previously been an account
exec with Gene Nichols Associates
as well as the international account
manager and American representative
for His Highness the Aga Khan.

RADIS

The Coca-Cola Company USA will
sponsor two concert series (13 con-
certs total) set to air via the ABC-
FM, ABC Contemporary, and ABC
Entertainment networks. The first
of the two series, sponsored by the
bottlers of Coca-Cola, is entitled ‘A
Night On The Road.” These seven
specials will be broadcast over the
ABC FM network on various Saturdays
from April through September. Artists
already scheduled for this series in-
clude Pat Benatar, the Atlanta Rhy-
thm Section, the Allman Brothers,
Kansas, and Jethro Tull.

The second series, sponsored by
the bottlers of Mello Yello and Sprite,
will be offered over the first weekend
in May and the second weekend in Oc-
tober. Each weekend will feature a
concert over the ABC Contemporary,
FM, and Entertainment networks (one
program each night of the weekend).
Artists showcased in this series will
include Rod Stewart, Christopher
Cross, Leo Sayer, Anne Murray,
and Charlie Daniels.

U

RKO Radio

RKO ON DIAMOND — Neil Diamond (left) was interviewed by RKO Radio
National Music Coordinator 8ob Hamiiton (right) for the net’s exclusive
two-hour stereo music special, “‘Neil Diamond.' The special, the third in the
net’s continuing ‘‘StarSound’’ series, is scheduled to be broadcast via RKO
Radio Network affiliates on Memorial Day weekend (May 23-24). Produced
for the network by RKO Productions, the special combines what Diamond
claimed would be his last radio interview with selected tracks from his

musical career.

sff

Jim Cameron has been elevated to
News Director for the net. Cameron
most recently held the net's Manager
of Radio News position, having pre-

CBSRADIKO

WTKT-FM/Baltimore, WNDE/In-
dianapolis, WYNZ/Portland, ME,
WNDR/Syracuse, WLCY/Tampa,
KBTO-FM/Bottineau, ND; KTWO/
Casper, WY, WGHN-WFMG/Grand
Haven, MI; WNSC/Green Bay, WI;
WASA-WHDG/Havre de Grace, MD;
KOAK-AM-FM/Red Oak, I1A; and
WDRV-WLVV/Statesville, NC have
announced their affiliations with the
net.
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Reps

Southwest
Broadcast Reps

The firm has announced a ‘“'Texas
Showdown'" will be held on May 14
from 3-10pm. Agencies, reps, and
stations are invited to attend the down-
home fete, which will begin at the Sum-
mit Hotel and proceed to a ranch
located in nearby Justin. Reserva-
tions are due by Aprit 24 ($16 for
agencies, $38 for reps and stations).
For further information contact the
Southwest Broadcast Repre-
sentatives at 1047 One Lincoln Cen-
ter, 5400 LBJ Freeway, Dallas, TX
75240.

—— bemard howard
= & company, inc.

Thomas Tiernan has been named
manager of the rep's Detroit branch
office, coming from his previous post
as VP/Midwest Regional Manager at
Major Market Radlo in Detroit.

Simultaneously, Leonard Sable has
been promoted to Chicago branch
manager for Bernard Howard & Co.
Sable most recently served as an
account exec with the rep's Chicago
office.

felcom.lnc.

The rep has announced the follow~
ing stations have signed on as affil-
iates: WFYV-FM/Jacksonville, KYTE-
KLIB/Portland, OR; and KEED/Eu-
gene, OR.

The rep announces the opening of
an Atlanta office, to be headed by
Christina Hyde. Hyde previously was
associated with the Atlanta-based Bis-
hop & Bryant advertising firm. The
new office is located at 3355 Lenox
Rd., Suite 750, Atlanta, GA 30326,
(404) 237-0016.

7 /7 7

Sales

WTLC-FM/iIndianapolis has been
sold by the Community Media Corp.
to Broadcast Enterprises National
Inc. for an undisclosed purchase price,
subject to FCC approval.

WGVA-AM/Geneva, NY has been
sold by Radio Geneva Inc. to the
Seneca Lake Broadcasting Corp.
for $450,000, subject to FCC approv-
al: Keith W. Horton Company brok-
ered the transaction.

viously been News and Public Affairs
Director at WCOZ/Boston, a staff
member at WHDH/Boston, and News
Director at WHCN/Hartford.
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People

Washington, D.C.

Jerry Udwin has been elevated
to Vice President of Group W's Wash-
ington News Bureau, retaining his cur-
rent title of Washington Bureau Chief
as well. A 20-year veteran of the Group
W organization, Udwin began his ca-
reer as a reporter with WIND/Chica-
go, later serving as News Director at
KDKA/Pittsburgh and WIND, before
becoming National News Editor based
In Washington, DC in 1967. He had
held his present post since 1977.

San Antonio

Michael Conley has been upped to
Vice President/Marketing for the Broad-
casting and Entertainment area of
Harte-Hanks Communications Inc.
Most recently, Conley served as Di-
rector of Marketing for this division.
Prior to joining Harte-Hanks, Conley
served as Sr. VP at Frank N. Magid
Associates.

Los Angeles

Richard Brown has been appoint-
ed Vice President/General Counsel for
Golden West Broadcasters. Brown
most recently served as VP/GM for
the Avery international Corp.

Baltimore

George Toulas has been promoted
to General Manager at WLIF-FM from
his previous post as General Sales
Manager for the station. Toulas had
been with WLIF for the past five
and a half years.

San Francisco

Ronni Brand has been named Di-
rector of Marketing and National Sales
at KABL-AM-FM/San Francisco. A
nine-year veteran of the broadcasting
industry, Brand most recently served
as a Manager at the San Francisco
office of the Christal Company rep
firm.

A

JINGLES
STATION ID’S

GONTINENTAL RECORDINGS

210 SOUTH STREET, BOSTON, MA 02111
Call us collect for a free demo

(617) 426-3131




Our forte
is RADIO

When it comes to strategic research,
it usually pays
to use the very best in your field.
They know how
to bring you success using research,
not just research.

The Research Group

a subsidiary of Sunbelt Communications, Ltd.

Come see us at the NAB. Just call for an appointment (805) 541-2838
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How To Start A Record Or In-
dependent Production Company,
written by music business attorney
Walter Hurst, is the latest offering
from Seven Arts Press, a Los An-
geles-based firm specializing in nuts-
and-bolts books dealing with the enter-
tainment industry. This latest volume
covers virtually everything you need to
know on the subject, from partner-
ships, joint ventures, and corporations

oo/< Provides Guide To Beginning Label

to custom labels, production firms, dis-
tribution, loans, and taxes. Standard
legal forms are used to illustrate the
text as well.

For further information about the
100-page book (or any of the other
19 books in the series} contact Seven
Arts Press at 6253 Hollywood Blvd.,
#1100, Hollywood, CA 90028. Price:
$10 (soft-cover).

your brain, buddy?

looking contrap-
tion pictured ad-
jacent is not a
leftover prop from
some low-budget
horror flick, but
rather the ‘““Ant-
ache,”” an anti-
headache device
manufactured by

Montreal, Canada-
based G.L. In-
struments.

Basically, the
“Antache” uses

Rewire Yourself With
Antiheadache Device

ou say your all-night jock just quit on-air, some disgruntied
community members just firebombed your transmitter because
your signal interferes with their television reception, and your
Sales Manager just told you the only car you can get for your
next month’s contest/ipromotion is a Chrysler. Is that what's buzzin' 'round

Let’'s face it, life in the radio (not to mention the record business)
can sometimes be a real headache. You know the kind that feels like two
full squadrons of winged midgets armed with balipeen hammers just decided
to use your cranium for batting practice? Well, take heart. The bizarre-

4

biofeedback to reduce tension-created headaches by monitoring Electro-

myogram (EMG) impulses generated by electrical muscle activity in your

forehead (or so the manufacturer claims). The device then converts

these readings into adjustable tones, which weaken as the muscles relax.

The higher-pitched the tones, the more they ease the muscies. And

face it, after a hard day of slaving over the pots and hearing your

aircheck panned at the weekly staff meeting, you need something a little ‘
stronger than two aspirin washed down with a slug of Old Inspiration.

-

GOTTA GET WET!
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MFSL’s “Geo-Disc” Aligns
Your Stylus Within Seconds

Mobile Fidelity Sound Lab has
recently introduced the **Geo-Disc,” a
three-dimensional visual stylus align-
ment system that atows the user to
establish proper offset, tracking angle,
and overhang to within .003 of an inch
in moments. Retalling for approximate-
ly $25, the patent-pending ‘‘Geo-
Disc' improves the sound of your re-
cordings while extending the life of
your stylus and records.

The ““Geo-Disc'" operates upon the
theories of pioneer audio engineer
H.G. Baerwald, who discovered that
with optimum offset angle and over-

hang, two zero-error points (points at
which the properly aligned cartridge
presents a stylus that is tangent to
the grooved walls of the recording) are
fixed regardless of tonearm length,
providing the maximum and minimum
radii of the recorded area are specified.
These zero-error points occur about
1/3 of the way into the recording area
and a short distance from the inner-
most groove.

Although widely accepted, this theory
was difficult to practice. However, with
the ““Geo-Disc’’ (simply a 12-inch disc
with a hole in the center that fits

over the turntable’s spindie and in-
cludes a raised ridge sight-line, aimed
at the pivot point of the tonearm)
the entire process is greatly simplified.
The “Geo-Disc” also features an in-
dented point that locates the proper
position of the stylus tip with a grid
surrounding the point allowing the car-
tridge to be twisted into proper align-
ment.

For further information, contact
MFSL at P.O. Box 919, Nordhoff
St., Chatsworth, CA 91311, (213)
709-8440.
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agement of artists signed to the Fred Heller firm.

Cramer Forms Radio
News Consultation Firm

Carl Cramer has announced the formation of
Cramer Communications, a radio consultation firm
providing total consultation for AM full-service radio sta-
tions and news/information consultation for FM outlets.
Cramer most recently served as a radio news and in-
formation consultant for Frank N. Magid Associates,
having previously been a newscaster with the NBC
Source network and News Manager at KSCS and
WBAP in Dallas-Ft. Worth. Cramer Communications is
located in Arlington, TX and may be reached at (817)
274-9892.

Chandler Named Exec.
VP At Chi-Sound

Gene Chandler has
been appointed Execu-
tive Vice President at
Chi-Sound Records.
Chandler will continue
to record for the 20th
Century-Fox Records-
affiliated label in addition
to his executive respon-

Gene Chandier

Pro gl_Vlo tions

Levitt Elevated To Arista
Midwest Regional Mktg. Dir.;
Kozlik, Masengale Also Upped

Burt Levitt has been named Midwest Regional
Marketing Director for Arista Records, coming from
a similar position with Casablanca Records.

In a related development, Bob Kozlik has been
promoted to the newly-created post of Associate Mar-
keting Director/Mideast, while Candy Masengale has
been upped to the likewise newly-created position of
Associate Marketing Director/South Central region. A
four-year veteran of Arista, Kozlik most recently served
as Local Marketing Manager. Masengale Is also a four-
year veteran of the label, coming to her most recent
post as Local Marketing Manager from a southern
regional post with London Records.

Dorf Named VP At
Fred Heller Enterprises

Paula Dorf has been appointed Vice President of
Fred Heller Enterprises Ltd. Most recently Vice
President/Creative Services at Sanford Ross Manage-
ment, Dorf previously served as Manager of Artist
Relations for Atlantic Records and as Director of Pro-
motion at Ebony Sounds Records.

In her new post, Dorf will be involved in the man-
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publishing arena.

dent of SESAC, having previously been President of

Love likewise was associated with SESAC, having
served as Director of Affiliation/Black Music. Prior to
joining SESAC, Love was Vice President/Business Man-
ager for James Brown Enterprises.

of Writer Relations/Standard Catalogs. In addition to
having served as President of ASCAP for 24 years,
Adams is a noted lyricist, having written "‘What A Dif-
ference A Day Makes, *’ among others.

Manager at Largo, having previously served as As-
sistant Professional Manager for the Richmond Organ-
fzations and as Assistant Director of Creative Service
for SESAC. Largo Music may be reached at (212)
371-9400.

Coast Promotion and Chuck Mims has been appointed
Director of Southeast Promotion at Posse Records.

Hervey Named President/Partner
At Gibson Group

Ramon Hervey Il has been
named a partner and President
of the Gibson Group Inc.
public relations firm. Most re-
cently Vice President of Talent
at Rogers & Cowan Inc., Her-
vey previously held a publicist’s
position at Motown Records
and served as Editor of two #
British teen magazines. He will *
be based at the Gibson Group's
Los Angeles offices.

Ramon Hervey Il
Montgomery, Tindall Form
Shadow Productions Firm

John Montgomery and T.J. Tindall have an-
nounced the formation of Shadow Productions. Most
recently Vice President/Album Promotion for Sire Rec-
ords, Montgomery previously served as Director of
National Album Promotion for Warner Bros. Records.
Tindall spent the past five years working with Phila-
delphia International Records, as a producer, ar-
ranger, and as part of the MFSB recording group.

Lebhar-Friedman Forms
Largo Music Publishing;
Weiser Named VP/GM

Lebhar-Friedman, Inc., publisher of seven trade
publications, has announced the formation of Largo
Music, marking the firm’s initial entry into the music

Norman Weiser has been named Vice President/
General Manager for Largo. Weiser formerly was Presi-

Chappell Music and Senior Vice President of the

Polygram Corp.
Don Love will serve as Creative Director at Largo.

Stanley Adams has been named Largo’s Manager

Gary Robbins has been appointed Professional

Simon, Mims Named Posse
Regional Promo Directors

Roy Simon has been named Director of West

’ 7 & 7 7

B —--a:-.!-m\
Communication

Graphics inc

=

THE HOTTEST DECALS YOU'VE
EVER SEEN!
YOUR LISTENERS WILL LOVE ‘EM!

TOLL FREE 1-800-331-4438
WINDOW DECALS - BUMPERSTICKERS




His Smash Single. ..
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MCA-51092

From His Album... ﬂig

Smooth Sailing on:

WEFIL WDJX KENI KBOZ
96KX KSET-FM KIOA KYYA
WCAO KINT KOFM KVIL
F105 WAAY WGUY KIQQ
KPLZ Y103 3 13FEA WOLF
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.MCA RECORDS

NONNEE RIS

HIS BRAND NEW SINGLE

"YOU'RE ONLY
DREAMING:..

FROM DONNIE’S ALBUM “BACK ON THE STREETS” mcasi7s
THAT GAVE YOU THE FABULOUS HIT SINGLE...

PRODUCED BY MARK AVSEC FOR THE BELKIN-MADURI ORGANIZATION
EXECUTIVE PRODUCER: CARL MADURI
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“DST provided an improvement in the
participation of blacks in our surveys.”

Differential Survey Treatment —
The Ethnic Dilemma, Part Two

Last week we introduced you to the Arbitron
concept of DST — Differential Survey Treatment.
R&R looked at the history of ethnic measurement
and the research background Arbitron has devel-
oped to create DST. The company plans to imple-
ment DST in the winter *82 survey, with the possible
result being that Black-formatted stations could
benefit, as some did when ESF was introduced.

This week we'd like to cover the comments of
the various sides of this controversy, from Arbitron
officials as well as general market and ethnic
broadcasters, plus key industry researchers.

Arbitron: Over $300,000 Spent

Arbitron is convinced that the measurement of
blacks can be better accomplished through the mail-
ing of a diary to each person 124, thus doing
away with the current Telephone Retrieval proce-
dure. According to Arbitron VP Rip Ridgeway,
“Telephone Retrieval produced listening levels that
were four points lower than those reported by the
diary methodology.” Ridgeway continued *“DST
provided an improvement in the participation of
blacks in our surveys, as well as higher total lis-
tening levels and more representative average-quar-
ter-hour ratings for each format.” The DST an-
nouncement capped a research investment of over
$300,000 spent in trying to better measure ethnic
listening, according to Ridgeway.

Advisory Council Reacts

Tom Hoyt of Heftel Broadcasting, Chairman of
the Arbitron Radio Advisory Council, told R&R
that the Council was still not 100% behind DST.
Hoyt stated, “The Council has said that there are
still questions to be answered about DST. The re-
search seems to show that some key things still have
yet to be discussed.” Fellow Council member Steve
Trivers, who also speaks from the perspective of be-
ing President of Kala Music service, felt that the move
to DST by Arbitron was only natural. Trivers said,
“DST is a very predictable step given Arbitron’s
bias towards the diary.”

COLTRAM, Goals Concerned

“there might be better numbers for ethnics and 18-
34’s, other demos could go down.” He is also hope-
ful “that we can convince Arbitron to release data
that may convince COLTRAM that the DST tech-
nique is worthwhile.”

Patrick and the RAB’s Dick Montesano both
would like to see Arbitron release the results of a
study that the company is doing on what effect
a higher quality Telephone Retrieval technique
might have on obtaining ethnic listening estimates.
At an RAB Goals meeting in New York on Fri-
day, March 27, the group voted to accede to COL-
TRAM in trying to get from Arbitron some quick
release of the study data on the improved telephone
methods. The unity between Goals and COLTRAM
indicates that there appears to be serious concern
over DST within the broadcast research community.

Patrick told R&R that Arbitron VP/GM Mike
Membrado has “promised that we will see the results
of the study on improved telephone retrieval efforts”
by May 1. When asked how long it would take
COLTRAM to review the Arbitron data and pass on
recommendations and impressions to COLTRAM
and Goals members, Patrick stated “it would prob-
ably take only 48 hours.” Goals would then have
COLTRAM'’s feelings well before a major Goals
meeting scheduled for the end of May. It remains to
be seen what impact, if any, this research establish-
ment concern will have on Arbitron’s plans for DST.

Ethnic Broadcasters Divided

While Arbitron seems confident of its research
efforts on behalf of DST, the members of the broad-
cast community who would seem to benefit the most
from its use appear at odds with each other. Ad-
visory Council member Cody Anderson, from WDAS-
AM-FM/Philadelphia (the station which years earlier
engaged in legal action against Arbitron in order
to obtain better ethnic measurement techniques),
feels that DST is not the answer. Anderson told
R&R that he “still has serious reservations” and that
he felt that “part of the DST proposal was nego-
tiable.” Anderson feels that the high rate of illi-
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Week In Review

Arbitron Sponsors Improvement Study

According to Arbitron Radio VP/GM
Mike Membrado, the company is studying
ways to “improve the format, content, usabil-
ity, and other aspects of changing the exist-
ing” Radio Market Reports. Communications
consultant Dr. Raymond Falcione, a faculty
member at the University of Maryland, has
been hired to interview a crosssection of
industry leaders from various sides of the re-
search and broadcasting business.

According to Membrado, the results of the
study, which may be available by this summer,
could lead “ideally to a total reworking”
of the current ratings books. However, Mem-
brado counseled that once the study results
were reviewed it would still be “a long while”
before the industry would see a revamped
product.

Shapiro Upped To Westinghouse VP
Roy Shapiro, who has been serving as the
guiding light behind the broadcast research
efforts for the Westinghouse group, has been
promoted to VP/Research. Shapiro has respon-
sibility for all broadcast research efforts on
behalf of radio and TV properties for Group W.

and a major force in NABOB (National Association
of Black Owned Broadcasters), feels differently,

waukee, feels that “DST is a progressive move on

thought that the use of DST “would be good for

also getting together. DST is sure to be a topic of
conversation. The effect of this conversation may be
moot since Arbitron spokesperson Connie Anthes
told R&R “I really can’t see that we’ll be changing

Willie Davis, President of All-Pro Broadcasting

however. Davis, who owns stations in L.A. and Mil-
Arbitron’s part. I like it.” Davis told R&R that he

radio in general, not just black broadcasters.”

Dilemma Unresolved

As you can see from the various viewpoints
expressed above, a lot of bright and interested
people have differing ideas about DST. Perhaps
when COLTRAM has seen Arbitron’s data on the
effects of a higher quality telephone retrieval meth-
od, the issue may be resolved. But if that flap dies
down, it will only be for the time being. Besides
the Goals meeting in May, the Advisory Council is

our policy on DST.” She did indicate that if “facts
come along that would make us change our mind,
then we’d do so.”

Whether you are an ethnic broadcaster who
might benefit from DST — or whether you are a
general market broadcaster who might see your
station’s share diminished by the increased showing
of ethnic audiences — you may want to take time
in the next few weeks to express your opinion to
Arbitron or the Advisory Council member for your
format. Whatever your stance, it’s a bet that the
dilemma of how to best measure ethnic listening
will be with radio for many moons.

teracy among blacks — he will present data at the
next Advisory Council meeting which will document
a rate of approximately 30-35% — bodes poorly
for filling out the diaries properly. He is more con-
cerned about “the proposed elimination of the High
Density Black Area than about changing away from
Telephone Retrieval to a diary technique.”

Some of the points to which Hoyt alluded
may be on the minds of researchers at leading trade
groups such as the NAB and the RAB. Larry Pat-
rick, who spearheaded the NAB’'s COLTRAM (Com-
mittee on Local Television and Radio Measure-
ment), told R&R that he was “very concerned about
the research support for DST.” He said that while

Q&A

Recently a caller asked, “Is Arbitron ever planning to use a diary that captures listening
in-cars?”.

Jhan
Hiber

Yes, that is on Arbitron’s agenda. When I was in New York last week, Arbitron
officials were kind enough to show me a copy of the current test diary, which includes,
among other items, an additional column to determine if away-from-home listening is in a vehicle.
Implementation date may be within a year if the current tests prove fruitful.
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October/November 'S80
Arbitron Shares

Greenville-Spartanburg

WFBC-FM, WESC-FM Remain 1-2;

WHYZ Up Four

WFBC-FM (R) added one share, 11.7-12.7, and
remained the Greenville area leader. Hot in pursuit
was WESC-FM (C), which was also up one, 11.4-12.3.
Making the biggest move however was WHYZ (B),
which jumped 6.6-10.5 in the first ESF-influenced re-
port in this metro. Slipping from double-digits was
WSPA-FM (BM) 10.89.5.

Additional Greenville area stations with a one
share or better were WCKI (RL) 1.3-1.4, WEAB (C)
.4-1.0, WESC (C) 6.2-2.2, WFBC (PA) 4.8-5.0, WKDY
(C) .7-3.6, WORD (R) 4.1-3.9, WQOK (R) 5.5-5.6, and
WSPA (PA) 5.1-3.8.

Stations located outside the metro with a one
share or higher in the Greenville book included
WAIM-FM (PA) .6-2.2, WANS (R) 9.76.3, WGXL
(PA) 5.5-5.3, and WKIT (C) appearing at1.3.

This data is copyrighted by Arbitron. Non-subscribers to Arbi-
tron syndicated radio service may not reprint or use this infor-
mation in any form.

A-AOR, B-Black, BB-Big Band, BM-Beautiful Mu-
sic, C-Country, CL-Classical, D-Disco, J~Jazz, M-
Miscellaneous, N-News, 0-Oldies, PA-Pop/Adutt,
R-Rock, RL-Religious, S-Spanish, T-Talk.

Average Quarter Hour Shares are Monday-Sunday,
6am-midnight, Metro Survey Area, 12+.

West Palm Beach
WIRK-FM Becomes New Leader

WIRK-FM (C) rose 11.4-13.0 to top former pace-
setter WEAT-FM (BM), which slipped 14.6-12.2.
WJINO-FM, now WRMF (A), jumped 5.3-8.7, WNJY
(BM) doubled its share, 3.0-5.9.

Others with a one share or better in the metro
were WDBF (BB) stable at 1.1, WEAT (C) 1.7-2.7,
WIRK (R) 2.6-3.3, WINO (PA) 3.3-3.6, WKQS (BM)
453.7, WNGS (R) 2.7-1.0, WPBR (N/T) 5.74.9,
WPOM (B) 6.8-1.6, WSWN (PA) .5-2.1, and WSWN-
FM (PA) moving to1.2.

South Florida stations that scored in the West
Palm Beach metro included WAXY (R) 1.8-1.6,

WCKO (R) 2.1-1.9, WHYI (R) 3.9-6.5, WIOD (PA) 2.9- |

1.8, WIZD (PA) ‘showing at 2.2, WLYF (BM) 2.3-
1.8, WNWS (N) 1.4-2.6, WRDB (B) 1.4-2.1, and WSHE
(A) 2.7-2.3.

Youngstown

WBBW, WKBN-FM Slip

Into Tie For First

Market leaders slipped this book, as WKBN-FM
(BM) went 15.5-12.3 and WBBW (T) moved 14.2-12.3.
Other stations were basically stable. WYFM (R) re-
bounded 9.6-10.5, WHOT (R) slipped 10.5-9.4, and
WKBN (PA) was flat, 9.5-9.2.

Other Youngstown metro stations with a one
share or higher were WFMJ (PA) 4.2-5.5, WHHH
(PA) 1.9-2.5, WSRD (A) 7.5-5.7, WNIO (C) 1425,
and WQOD (PA) showing up at 1.0.

Stations outside the metro scoring a one share
were WDMT (B) 1.1-2.4, WGCL (R) .41.1, WMMS
(A) 3.0-2.9, WQXK (C) 2.2-5.7, WSLR (C) appearing
at1.7, and WWWM (A) 9-1.3.

Burkhart/Abrams

Continued from Page 1
new venture, will also become an
associate in the B/A/M/D firm,
working with existing client sta-
tions as well as developing the
new programming network con-
cept. Williams told R&R, ‘This
gives me the opportunity to continue
to do what I feel that I do well,
which is work with a group of ra-
dio stations. It is with a great deal
of regret that I leave Southern
Broadcasting after 12 years, but
I’m very excited at the prospect of
working with Kent Burkhart and
the new satellite music network.”

The new formats will both origi-
nate in Chicago, the uplink site to
the satellite, as Burkhart explain-
ed: ““This will be a first-class, full-
time air product with program-
ming designed by our firm and
satellite transponder space by
United Video. Other features and
services will be provided by John
Tyler & Associates and Midwest.
This is a new type of radio syndi-
cation — a satellite network de-
signed for economy and designed
for management happiness and
listener response.”

The cost of the service to new
stations will be buffered by the
sale of two minutes per hour in
commercial time to national spon-
sors. The Katz Agency has agreed
to represent the satellite networks
and broker the syndicator-held
time. Client stations will then have
12 minutes of open commercial
time per hour to sell locally.

As Burkhart pointed out, “We
will naturally honor all our exist-
ing contracts with present clients
and, in fact, some of our best
Country and Pop/Adult stations

Renwick

Continued from Page 1

Flexibility Key

For Talk Block
Renwick stressed that the talk
service, planned for four or five
hours daily, was not properly term-
ed a new network, but a “‘program
service for NBC affiliates and sec-
ondarily (if affiliates pass on their
options) for other stations who
will find a good use for it.” The
service is planned for the 7-midnight
time slot, but is structured to have

a “12-hour shelf life”’; local sta-
tions will have the option of placing
it in different “‘salable dayparts.”
Renwick commented, ‘‘The key is
flexibility to offer as many differ-
ent options as we can and still re-
main commercially viable.”

The three full-service networks,
currently in the research stages,
“will superserve specific demo-
graphics, possibly even psycho-
graphics,” Renwick told R&R.
““We’ve learned a good lesson with
the success of the Source. The
future of the networks is picking a
specific demographic, superserving
it, keeping costs down, and attract-

ing advertisers to the advantages
of reaching the demographic be-
ing served.” He added that num-
erous other broadcast services
were being planned.
Opportunity/Necessity
Philosophy
Explaining the philosophy be-
hind NBC’s expansion, Renwick
told R&R, “There are two rea-
sons to do this kind of thing. One,
the obvious opportunities are there.
As local radio becomes more frag-
mented and competitive, there
are areas that can be served by
central sources that we feel able
to address profitably. Two, the

THE BEATLES:
THE MEN AND THEIR MUSIC

(AT AN AFFORDABLE PRICE)

Our program was the Beatles special chosen by stations in the Metromedia _cha/'n (WCBM, WASH-FM)
and the King chain (KYA-FM, KREM-FM and KONOQO), along with stations in cities like Winston-Salem.

necessity is there. Costs of op-
erating the networks keep spiral-
ling, and against those cost escal-
ations must be set the realities of
inventory reductions by radio sta-
tions.” Renwick stressed that
since commercial loads are very
unlikely to increase, other sources
of income must be developed by
networks.

He concluded, ‘‘The company is
certainly responsive to the two
key elements, opportunity and
necessity, and I'm excited to be in-
volved in doing this. It’s a very
adventurous kind of activity, and
that’s always appealed to me.”

San Antonio, Louisville and more. (In Louisville. the entire show was sold out in record time!)
Travel through musical history with twelve hours of songs and interviews.

For a demo, more information and low rates call us at 301-764-8550.

Martin COMMUNICATIONS

P.O. Box 482—O0wings Mills, Maryland 21117 —-301-764-8550
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have expressed an interest in
moving from their live versions. to
our satellite live version.”

The formats are projected to de-
but in mid-year, depending on the
availability of equipment and the
construction of studio facilities.
Two full staffs of announcers will
be hired and trained in the rela-
tively new procedures of live mu-
sic network programming.

RSO

Continued from Page 1
operation, fabulously successful
in 1977-78 with “‘Saturday Night
Fever,” ‘“Grease,” and several
other hits, did not scale down its
staff appreciably as economic con-
ditions worsened, and the over-
head apparently became too cost-
ly. There was reportedly little ad-
vance warning, as a company
source verified that neither Coury
nor Polygram Records President
David Braun knew of Stigwood’s
decision until Friday afternoon.

RSO stressed that its comnmt-
ment to its distribution deal with
Dreamland Records will be main-
tained, and that its future release
schedule will be unaffected, con-
trary to speculation that RS(’s
artists could wind up under the
Polygram banner. Stigwood stat-
ed, “RSO is committed to re-
maining in the music business I
am convinced that the RSO family
of artists and labels will be prop-
erly serviced at all times and in
all regards.” Among the staffers
staying on are Sr. VP Bob Edscn,
based in New York, and Los An-
geles-based National Publicity Di-
rector Ronnie Lippin.

Sherwood

Continued from Page 1

The Sherwood-Hennes combina-
tion has been together for 14 years,
managing radio stations in sever-
al formats including CHR, AOR,
Country and Pop/Adult. Sherwood
said, “Bill Hennes and I have 55
years in combined experience in
the business. We’ve worked small,
medium and major markets. We
are offering services in manage-
ment, programming, music, re-

. search, promotion, syndicaticn,

sales and other phases that lead to
increases’ in ratings, sales and
profits.”

Sherwood-Hennes & Associates
will be headquartered in Glen-
view, IL.




Over 150 Key AOR Stations And 150 Top 40
Stations.

Consistently Heavy Rotation In Every Major
Market Across The Country.

THE SINGLE — 30,089 Units In Five Days,
200,767 Total.

THE ALBUM — Heaviest 5-Day To Date: 60,674
With Over 2 Million Total.

Check Your Local Accounts For Solid
Across-The-Counter Retail & Rack Activity.

Over 35 Sold-Out Dates Nationally With
Touring Continuing Straight On Through The

Summer.

LOVERBOY:

“TURN ME LOOSE™

Produced by Bruce Fairbairn

From The Album “‘Loverboy’’ F

ON COLUMBIA @ RECORDS
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KJ100
WBBQ
KINT
BJ105
WGH
WFLB
WKXY
KKXL
KENI
KBOZ
KKRC
WING
WNDE
KSL
KEX
KMBZ

TO

GETHER
AGAIN._/‘

LOVE94
KNX-FM
WCCO-AM
WRIE
WRVA
KMED
KUGN
KFQD
WEIM
WSLI
WCHV
KRKK
WJON
KXIC
WLVA
WCFR

JIM
PHOTOGLO
“Fool

In Love With

You”/ =7~

From the
second hit
album

)

Manufactured and Distributed by RCA Records

AND RADIO...

Already On

WIFI
WHIO
WHBY
WHOK
WLTA
KLO
WABZ
WOLF
KAAM
KULF
KOMO
WEEI-FM
KUTE
KZAM
V-97
KIFM

KIS-FM
KIOY
KKRC
KQDI

FOOL + IN - LOVE - WITH - YOU
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STREET TALK.

The hot rumor circulating around New York
this week is that Dan Ingram, WABC’s legen-
dary PM-drive personality, is being seriously
courted by WNBC. Speculation has it that WNBC
would put Ingram in its afternoon slot as a com-
plement to morning man Don Imus.

Reports out of Washington this week are that
WASH has decided on a new VP/GM. Moving
from Metromedia sister-station WOMC/Detroit,
where he had been VP/GM, is William Kunkel
Jr.

Meanwhile W-4/Detroit has reportedly
named Phil Lamka from WBOK/New Orleans
as its new GM. Also, Ted Anthony has exited
WTWR/Detroit for afternoons at W-4, Detroit’s
newest Country station.

Over 20 promotion professionals are on the
loose following the “restructuring” of RSO. For-
mer VP/Promotion for RSO, Bob Smith, has
graciously agreed to act as a clearing house
for anyone wishing to contact any of the former
RSO promotion team. Contact Bob at (213) 888-
5808.

Bobby Poe moves his convention from W ash-
ington to Atlanta this year, and the dates are
set for June 19 & 20. The location for this
year'’s gathering will be Atlanta’s new Airport
Marriott. The “Poe Kat” swears that the location
selected had nothing to do with the large number
of stewardesses who live within a few square
blocks of the hotel.

Steve Wax is about to return to the record
business in a very big way.

Jerry Walker, formerly of WLCY/Tampa,
has been named PD of WTMP/Tampa.

WCOL/Columbus is one of the latest con-
verts to Al Ham'’s “Music Of Your Life” syndi-
cated format, but the station is doing it a bit
differently. Promoting under the all-but-forgotten
banner of “full service MOR,” WCOL is using
Ham’s music with its own personalities, traffic
reports, and news.
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MISUSING YOUR NOODLES) — WLAM/Lewiston, ME's
Tim Nicholson completed his attempt to set the world’s
record for spaghetti sitting recently by lingering in
the linguini for 50 hours! The stunt came just after
the WLAM air personality had finished judging an
Italian cooking contest During his sitdown Italian din-
ner, Nicholson appeared on numerous radio stations
all over the country and both the ABC and NBC
radio networks. We congratulate Nicholson on his

feat not to mention his starched shorts.

Razorbacks To Go Statewide

A followup on our recent coverage of the
Little Rock radio battles over broadcast
rights to University of Arkansas basketball
games for next year has uncovered a new
development.

To refresh your memory ... KAAY/
Little Rock asked for and apparently re-
ceived a verbal commitment from Arkansas
Athletic Director Frank Broyles that the
S0kw station could have exclusive rights to
Razorback basketball games next season.
That maneuver cut out three other Little
Rock radio stations which had been running
the games through the current season.

The other stations were understandably
upset, and began to pressure the state legis-
lature to do something about KAAY’s ap-
parent coup. Two weeks ago, both the Ar-
kansas House of Representatives and Senate
passed a bill stating that the games should
be offered to all radio stations in the state
without exclusivity. At that point Broyles
decided he’d change his mind and not
offer the 1981-82 season only to KAAY.
However, Broyles did not commit to any-
thing in writing.

At that point KXLR/Little Rock, one of
the stations that had carried Arkansas bas-
ketball games and wanted very much to con-
tinue doing so, aimed its editorial voice at
Arkansas Governor Frank White, urging
him to sign the “basketball bill”” into law.
Governor White’s office got the message as
KXLR listeners flooded the capitol switch-
board. The Governor signed the bill into law
later that day (3-20), so it now looks like the
Razorback fans will have many radio outlets
from which to choose for next year’s games.

Lynn Gilbert and Mike Martucci have
been promoted within Columbia Records to
head National Secondary and Adult Contempor-
ary promotion for the label in New York.

Last week (3-23) Chuck Kelly resigned as
PD of KSET/El Paso, but apparently Chuck
will remain with the station through the book.
Chuck retains the title of Operations Director and
Jeff Blake is the PD.

Former Arista and Infinity promotion per-
son Ellen White has been appointed Promotions
Director at KEZR/San Jose. Also at the station,
afternoon drive man Pete Shannon has been
upped to Operations Manager and will work more
closely with PD Bob Harlow.

Barking Pumpkin Records has officially
opened its offices in L.A. at 7720 Sunset Blvd.,
90046. The phone number is (213) 851-9275.
Incidentally, label head Marty Goldrod has heard
just about all the “Barking Pumpkin” jokes he
can stand.

Congratulations to KOOK/Billings’s Den-
nis Nichols and his wife, Liz on the birth of their
son, Ryan Michael, who arrived in “Big Sky
Country” on Monday (3-30).

Call Toll Free . . . (800) 528-6082

They don't call us “the Federal Express of Radio Program Consulting” for nothing!
When you absolutely, positively HAVE to win THIS BOOKI

[alel>0 § associates




Hiber & Hart, Ltd. is celebrating its second anniversary
this month. Since Jhan and Lynn Hiber left Arbitron they
have guided H&H to the status of a top research and
sales development firm. Witness the 88 % of Hiber &
Hart retainer clients who showed improvement in the
Fall ’80 survey.

Hiber & Hart would like to thank stations in the following groups for their
help in making our growth and reputation possible. We have enjoyed
helping them achieve better ratings and revenues . . . .

» All-Pro Broadcasting * McCormick Stations
e Bonneville Broadcasting e McGavren-Guild
e Greater Media, Inc. » Meredith Corporation
» Hearst Radio * NBC, FM Division
e King Broadcasting * RKO Radio

e Sunbelt Communications

...and scores of stations not associated with major groups.

We look forward to helping more stations in the next two years. If you
would like to take advantage of our unique Arbitron insights and broad-
cast/research skills, please let us hear from you. Hiber & Hart would like
to boost your ratings and revenues. Put us on your side.

| HIBER & HARTLLTD.
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A big hello to all the wonderful craven scatologists
out there. Let us give a warm but not too effusive
greeting to Don Shore of KRSI/Eden Prairie, MN
55344! Don is the Operations Manager, and writhes:
“Dear Gary . . . I just realized that you are the same

guy who used to be Vern Tur-
een at KOJM in Havre, Mon-
tana. The mustache had me go-
ing for a long time. But every-
thing else is the same, except
the chin and the hair, of course.

“Remember the time we sold
the remote to the Pizza Parlor
and you did it from the gas sta-
tion across the street because
they didn’t have a phone? Did
you ever get your talent fee?
Il bet you don’t even need
the $15 today.

“Your wife still writes to me
occasionally as to your where-
abouts. Don’t worry. I rented
out the house after the Boa
Constrictor died.”

Well, Don, it is very thought-
ful of you . . . but I'm obvious-
ly not the guy you're referring
to. I used to be the former
Earl C. Festoon who sang with
the King Family and later with
Sly and the Family Jewels.
Also, I've never been to Havre,
Montana. I was in Butte how-
ever, as a youth (just visiting
of course) and had a date with a
girl who looked an awful lot like
Buffalo Bill, but wasn’t quite as
feminine.

* k% * %
The BUCK STARTS
HERE...

Starting July 17, Buck Bu-
chanan (the talented son of the
late great character actor Ed-
gar Buchanan) takes over K-
108 as PD and afternoon talk
personality.

Buck was there in 1975 with

a highly successful Disco for-

‘mat, but this time he enters the
verbiage wars.

And the dreaded Gary Owens
column nods its funny-looking
chapeaux to Buck and his lovely
bride to be, Dolly Staton.

They are scheduled to get
hitched on July 10th ... and
right after that they’ll be mar-
ried.

Dolly has been attending Cal
State Northridge, studying to
become a schoolmarm,

* %k %k %k %

An old friend of the GO Build-
ing is about to become a best-
selling author. Robert Cain,
a long time graphic artist for
Pennzoil and big radio fan, has
just written the first biography
of Jerry Lee Lewis. Robert’s
own personal collection of over
1000 photos of Lewis will be
utilized in the book (how many
I'm not sure). Dial Press
(Owned by Delacorte Publish-
ing) is very high on the volume,
scheduled to be in the stores in

the next couple of weeks.

* % %k Kk %k

Since Bob Stroud was last
mentioned in the GO column,
he’s been promoted to Assistant
PD at KOSY/Texarkana.

Our congratulations to a tal-
ented young man . . . what was
the old aphorism from the philo-
sopher, Pliny the Shifty? “It’s
not falling into the water that
drowns a man . . . It’s staying
there that gets him!”

8
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Do It All Over
(ABC/Dot)

SHELLEY GRAFMAN NAMED NATIONAL
OPERATIONS DIRECTOR FOR CENTURY
BROADCASTING — Bob Burch named
National PD for chain.

COCA-COLA BUYS KJOI/LOS ANGELES
FOR $3.9 MILLION.

NUMBER ONE FIVE YEARS AGO: "De-
cember 1963" — Four Seasons (WB)

NUMBER ONE COUNTRY: “If | Had To

NUMBER ONE LP:
Peter Frampton (A&M)

Again" — Roy Clark

“"comes Alive" —

CBS Wins Sixth Straight; ''Dallas'' Back On Top

CBS, making a regular habit of decisive Nielsen victories, took its sixth in a row over the
week ending March 29, winning by a solid 2% average rating points over ABC. Over the last six
weeks, CBS's margin of victory averages out to 2.6 points, a clear indicator of dominance. “Dallas”
returned after another week off to lead the top 20, beating second place “60 Minutes’ by over
3% points. CBS took eight of the top nine places, 13 of the top 20, and earned a 19.9 average
rating, compared to ABC's 17.4 and NBC’s 14.4. The standings:

— 1 Dallas (CBS) 9 11 That’s Incredible (ABC)

1 2 60 Minutes (CBS) — 12 Alice (CBS)

6 3 Dukes Of Hazzard (CBS) 14 13 RealPeople (NBC)

2 4 M*A*S*H(CBS) 4 14 Greatest American Hero (ABC)
— 5 The Jeffersons (CBS) — 15 Archie Bunker’s Place (CBS)
3 6 Gone With The Wind (CBS Tues. Movie) — 16 Trapper John MD (CBS)

8 7 LoveBoat(ABC) 20 17 Knots Landing Pt. | (CBS)

5 8 House Calls (CBS) — 18 Knots Landing Pt. Il (CBS)

10 9 MagnumP.l. (CBS) 15 19 Happy Days (ABC)

— 10 Diff’rent Strokes (NBC) 7 20 Three's Company (ABC)

“WKRP In Cincinnati’’ continues its upsurge, moving to 25th from 28th the week before.

L 4

BOARDWALK BANTER — Merv Griffin saluted Boardwalk Entertainment with a show featuring
label artists Tierra, Phil Seymour, and Carole Bayer Sager, along with Boardwalk President Neil
Bogart. Pictured (I-r) are Bogart, Griffin, Sager, and Burt Bacharach, cowriter and coproducer of
Sager’s forthcoming LP.

MusicOn TV

The Jefferson Starship with Grace Slick appear on “Fridays” April 3 . . . Cliff Richard is
guest host of “Solid Gold” the week of April 3, with Alabama, Badfinger, Natalie Cole, Gladys
Knight & The Pips, Ray Parker Jr. & Raydio, and Mel Tillis scheduled . . . Lakeside and Teena
Marie are on “American Bandstand” April 4 . . . Jim Stafford and Dottie West guest on “‘Barbara
Mandrell” April 4 . . . Syndicated rock show “Hollywood Heartbeat” is launching a series of rock
video specials, with two hourlong shows leading the way: ““A Tribute To Jim Morrison” and *“Rock
'n’ Reggae,” the latter of which features performances by Blondie, Jimmy Cliff, Bob Marley &
The Wailers, the Police, Toots & The Maytals, and Stevie Wonder.

CABLE ON TV: According to Arbitron, 16.6 million American homes have been wired for
cable, making up 22% of the national total. That figure represents an estimated increase of 2.4
million homes since October 1979.

VIDEOSCOPE .

T e e e ey e

HOME VIDEO MARKET RECESSION PROOF?: According to Harry Elias, Vice President/Home Entertainment
Division for the U.S. JVC Corporation, entertaining at home appears to be many Americans’ response to inflation
and recession. As evidence, Elias cites 1980 sales of home VCR’s, which defied inflatlonary projections and
climbed sharply (up 50 percent from 1979). Among factors influencing this increase are the rising cost of travel
larger amounts of leisure time, and greater selectivity In entertalnment, Including how and when it's viewed.
Elias also noted the boom in do-it-yourself home filmmaking, bolstered by an increase in the number of blank
tapes belng sold (from two blank tapes per recorder sold in recent years to today’s figure of six blanks per VCR
sold) . . . NIELSEN SETS GIANT CABLE STUDY: The A.C. Nielsen Co. will begin a massive cable survey in May,
testing eight different telephone and diary techniques for measuring local cable audiences against the costly
telephone coincidental survey technique. The project is the brainchild of the National Cable TV Association,
which has been searching for an economically viable method to determine local cable viewing levels . .. TOP 10
VIDEQCASSETTE RENTALS: Many films don’t stand up to repeated viewings, and with the increasing penetra-
tion of VCR’s into middle-income familles, the home videocassette rental market is booming. A recent study by
Paramount Pictures Corp. found that videocassette rentals were running four to six times greater than sales and
that 80 percent of videocassette retailers rent cassettes. The studios which produced the films are understand-
ably annoyed, as they generally do not earn money on rentals. According to Videospace, the top 10 videocas-
sette rentals are currently 1) “‘Airplane’’ 2) ‘““Nine To Five’’ 3) ‘‘Stunt Man’' 4) ‘*Alien’’ 5) ‘‘Close Encounters Of
The Third Kind’’ 8) ‘‘Wizard Of Oz’ 7) ‘‘Fame’’ 8) ‘‘Star Trek — The Movle” 9) ‘‘The Godfather I’’ and 10}
‘‘Being There.’’ In comparison, February's best-selling videocassettes, according to Merchandising magazine,
included ‘‘Alien’’ (at number two), ‘‘Close Encounters’’ (number five), ‘‘Star Trek’’ (number one), and *‘The
Godfather’’ (number eight), which would lead to the assumg ‘ns that (A) the rental market and the sales market
are not so different and (B) the studlos are getting their mone, anyway (although not as much as they would like).
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VADGHN MONROE A New Format ML
JOHNNY RAY

For An Older Audience

The “graying of America” is a reality.
Radio stations of all formats have been forced
to widen their demographic targets in order
to please national and local advertisers de-
manding a sizable chunk of adults over 25.
But there is another demographic cell, the 45-
64 year olds, whose ranks are increasing and

whose buying power is considerable.
According to the Wall Street Journal, in 1975 more
than one-fourth of the families with the household head

“‘No other format has this kind of listener
response. All we've done is turn that
input into a form of informal yet organized
research,”’

— Al Ham

e e A — ™

aged 45 to 64 earned $25,000 or more annually, compared
with 19% of all U.S. families. Predictions are that by
1985 nearly 40% of middle-aged families will earn that
much. By the year 2000, Americans aged 45-64 will make
up 23% of the total U.S. population.

This older group of Americans has not been a prime
target for radio or its advertisers, but that is changing.
One radio format that has been specifically targeting for
an older audience is Al Ham’s “Music Of Your Life.”
The format, which started as an experiment on WDJZ/
Bridgeport in 1978, was first syndicated nationally in
December 1978 on WMAS/Springfield, MA. Now “Mu-
sic Of Your Life” is running in both its live and auto-
mated forms on over 60 radio stations from coast to
coast. Some of the successes have been dramatic and
some have been gradual, but one thing is clear: Al
Ham’s format is tuning in adults.

More Than Big Bands

Pinning a convenient format label on “Music Of
Your Life”’ isn't easy, as Ham explained. “It’s not
nostalgia. It’s a kind of music and the era from which a
lot of the music comes makes people think of nostalgia,
but it’s more than that.” A typical half-hour of the for-
mat might include songs by the Glen Miller Band, Artie
Shaw, Patti Page, Johnny Mathis, Anne Murray, Rose-
mary Clooney, Ella Fitzgerald, and Barbra Streisand.

Explaining the format further, Ham said, “We're
playing a type of music that hasn’t been played on radio
for a number of years. Except for an occasional spot on
a TV special, this kind of music has been totally blacked-
out since rock and roll took over. Those of us in the busi-
ness really didn’t realize how total the blackout for this

kind of music was. There hadn’t been a steady diet of
non-rock hit music on the radio for years.

“Qur format plays the classic pop hits from the 30’s
all the way up to the present. We can draw on an incredi-
ble number of proven hit songs performed by proven hit
artists.”

So to label the format “Big Band” is to miss the
point. Ham readily admits his format is targeted for
the 35-64 crowd, a group that he feels had been almost
totally disenfranchised by music radio with the excep-
tion of Beautiful Music stations.

Emotional Response

Before the ratings have a chance to reflect any
changes Ham’s format may have made in a client sta-
tion’s numbers, the audience responds. Ham’s National
Sales Director for syndication, Jim West, explains. “In
all my years associated with programming I have never
seen a reactive process of such high emotional level. Peo-
ple actually take the time to write to our radio stations by
the thousands! They say things like ‘I can’t express how
happy you’ve made me by putting my music back on the
radio.” Because of my ‘learned sophistication’ in our
business, seeing this kind of emotional response from
listeners was like a dream come true.

“The pattern repeats itself, too. Every time we put
on a new station, the response has been immediate and
predictable.”

The Response Organized

As the format developed, one of its key elements be-
came the “Music Of Your Life” clubs. West explains
how the clubs work: “They are a positive response on
the station’s part tc the reaction they get from the audi-
ence. They allow the audience to become a part of the
station and they allow the radio station to organize the
listeners into a very unique marketing tool. However,
the real basis of the clubs is the pledge to the members
that the membership card they receive will have mean-
ing and value to them. So this is not your usual promo-
tional device.”

Club cardholders are offered a wide variety of
“values” from the radio stations. Several of Ham's
clients have held free concerts for their club members,
featuring name entertainment such as the Glen Miller
Orchestra. All of the stations encourage sponsors to of-
fer meaningful discounts on products or services to
cardholders.

Research Base
Not only are the “Music Of Your Life” listeners
organized for markating purposes, but their vocal sup-
port is used as a research tool as well. Ham feels that
listener feedback has been instrumental in helping him
to refine the format. ‘“We now have over three years of
research, direct feedback from our listeners, and we

_

The Men Behind
““Music Of Your Life”’

Al Ham

The creator of the “Music Of Your Life” format.
He has an actjve background in all phases of music
production for all media. As a longtime producer for
Columbia Records, Ham produced Johnny Mathis,
Tony Bennett, Frankie Laine, Ray Coniff, Percy
Faith and many others. He has created image theme
packages for television stations that are still heard in
markets all over the country. Ham has also scored
major motion pictures and numerous TV specials.
He began developing the “Music Of Your Life”’ radio
format in early 1978.

Jim West

National Sales Director for syndication of the
“Music Of Your Life” format. A musician and long-
time creator of music and jingles for both Pams and
TM in Dallas, West is currently Vice President/
General Manager of Fairwest Studios in Dallas, a full
service production and syndication company.

E

know what the people want to hear based on their ages.
We are playing and adding newer music to the format
based on a compilation of all the research done at the
local station level. We started out with an idea of how the
format was going to sound, but it has become more than
our original idea because the listeners are so expressive
about their likes and dislikes. They call the stations and
they write letters. No other format that I’'m aware of has
that kind of listener response, and all we’ve really done is
turn that input into a form of informal yet organized
research.”

“‘People actually take the time to write
to our radio stations by the thousands!
They say things like ‘| can’t express how
happy you’ve made me by putting my
music back on the radio.’ ’’

— Jim West

The A-B-C’s

If the initial perception of the format is Big Band,
that rapidly changes, as West explains. “The base library
of music that a new client station receives has certain
limits but it is quickly augmented. Eventually the sta-
tion will play all the non-rock classics. Think of it as a
station that plays only the non-rock hit tunes that you
can’t hear on any other radio station,

“The whole format is really quite simple in its A-B-C’s.
‘A’ is — the audience always comes first. Every consid-
eration goes to the audience. ‘B’ is — attention to the
client, the advertisers who spend their money on the sta-
tion. If ‘A’ and ‘B’ are properly executed, then ‘C’ will
follow — the station will benefit.”

Stations that have benefitted from Ham'’s format in-
clude his first client WMAS/Springfield. The station had
a 1.0 share of the total 12+ weekly audience before the
“Music Of Your Life,” and in the recently released
October/November Arbitron WMAS scored an impres-
sive 9.3. Other success stories include: WHLI/Long
Island, 1.24.0; KBER/Abilene, 2.6-12.6; WXKS-AM/
Boston, 0-3.4; WAVZ/New Haven, 1.6-8.2; and many
others.

Apparently the “Music Of Your Life” format has
captured both the imaginations and the ears of an older
audience, an audience with money to spend and a fierce
loyalty. As the struggle for the 18-49 audience goes on
between multiple CHR, AOR, P/A, Beautiful Music,
News/Talk, and Country stations, Ham has designed a
music format for the older adult that has a success story
to tell in over 60 markets.

— John Leader
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38
SPECIAL

OING WILD!
The Single
“HOLD ON LOOSELY”

Is holdin’on and getting
bigger everyday!

WDRQ add KRBE 21-17 BJ105 22-18
WGCL add WLS-FM on WBBQ 25-21
KEZR add CKLW 25-20 92Q 1915
Q103 add KBEQ 26-22 WBCY 21-18
WOLF add KiQQ on WAKX 24-21
KEGL add KSFX on KWEN 12-8
WFMF add KIMN on WDJX 36-19
WNAP add 27 B104 28-23 KKXX 21-15
WOW add WPST 17-15 KERN 25-21
YES95 add 35 Q106 deb 29 KSPZ 16-12
KLUC add WKRZ-FM deb 27 KYSN 16-10
95SGF add K104 37-28 FM103 11-9
KKRC add WAQY deb 26 WCGQ 2017
KFXD add WKEE 36-33 WISE 19-7
WBEN-FM 28-26 KSET-FM 21-17 WXLK 6-4
WIFI 30-29 KINT 18-17 KPUR 18-14
96KX 24-20 KHFI deb 23 WSPT 17-12
JB105 deb 32 WTIX 32-27 KDZA 23-18
Q107 on WAAY 27-24 KRLC 43
94Q 30-27 Y103 15-10

“HOLD ON LOOSELY”
The single from the album

WILD EYED SOUTHERN BOYS.....

From.38 SPECIAL

ON A&M RECORDS AND TAPES |AM

T

Produced by Rodney Mills / Production Associates: Don Barnes and Jeff Carlisi/

Management: Mark Spector / David Passick / Agent: Terry Rhodes

©1981 A&M Records. Inc. All Rights Reserved.
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Fear, Delight And Brief Terror During Station Visit

We were caught redhanded. We should have been watching the door but we didn't think. We were out behind the
radio station where we had discovered the all-time free treasure, about seven million albums someone had thrown into
the weeds.

Frank and I were eight years old. After the movie we'd ridden our bikes to the edge of our little town, on a warm
Saturday many springtimes ago, and discovered the records just lying there begging to be stacked up and taken home.
That’s what we were doing. Stacking the albums, paying no attention, getting while the getting was good.

The guy caught us. The back door of the radio building was open and he was staring right at us for God
knows how long before we saw him seeing us. There was no time for a flying getaway. We stared at him, dropped our
albums, and waited for the verdict. Probably he was going to call the cops and we'd go to jail and our dads
would certainly deal with us and all that.

“You boys want to visit the radio station?”

Maybe it's a trick. He just wants to get us inside where he can call the cops. We're really in for it. This is
going to be even worse than getting caught playing doctor with our pant.s down.

“Come on in. You can have all you want. We don't want them.”

He meant it about keeping the records and you could tell he was being pretty friendly and all, so we went in and
there was just one room, with switches and dials and lights and reels of tape and, I'll tell you, it looked impossible for any person
to know how to run that place. But he knew. He turned the knobs and pressed switches and actually talked on
the radio. We had to be quiet, and we were. Didn’t even breathe. This was The Man actually talking on the radio
and here we were, me and Frank, with a powerful bolt of Righteous Good Luck, standing there inside a real radio
station being quiet while the man talked. ON THE AIR the red-lit sign said. ON THE AIR!

He was a pretty nice guy. We watched him a while and he showed us some of the switches and stuff, and how
much power the transmitter was putting out. Man, they were all the way over, those needles on those dials.

“Look down inside there.”

We couldn’t look because a metal door was closed.

*Just pull her open, and look on the bottom shelf !

Frank pulled a kind of ring and the grey metal door swung open and there were all kinds of electronic things
in there, just sitting in the cabinet, and down on the bottom shelf there was . . . a blast of terror!

FONK! FONK! FONK! The loudest car horn you ever heard, blasting away right in our ears! We jumped
back with adrenalin pumping out our ears. The guy had suckered us in! Acted nice, got us to trusting him, and then
had us poke our heads inside an equipment cabinet so he could push a button and honk the car horn right in our faces!
Really treacherous! I had to go to the bathroom right that minute if you want to know the truth.

We left. We even forgot to get the free records. Just grabbed those bikes and fired ‘em up and shot home.

The man made my first visit to a radio station unforgettable. If you want to know the real truth I actually did wet
my pants just a little.

I hope that Saturday-afternoon weekend jock of many years ago enjoyed his trick. When I *‘catch” kids behind my
radio station I'm always pleasant, with no tricks. He taught me those kids never forget their first radio station encounter.

CALENDAR

MONDAY, APRIL 6: Richard the King of England got himself captured and was thrown into a cell with a hungry
lion about eight centuries ago. Richard rammed his fist down the lion’s throat and powerfully extracted the beast's heart,
escaped from his cell, and confronted his captor. Richard stared at his enemy, and calmly ate the lion’s heart. That is how the
monarch became known as Richard the Lion Heart, the almanac says. Richard died on this date in the year 1199 of
complications following an arrow injury.

Merle Haggard is 44. Bob Marley is 35.

TUESDAY, APRIL 7: No one had been to the North Pole until 72 years ago today when a black man
named Matthew Henson arrived. He was the sidekick of the famed Admiral Robert Peary, who organized the expedition.
Henson checked out the final route, returned for his boss, and they went back to the Pole together. They were given
a big parade when they returned to the U.S., and both wrote books about their exploits. Henson’s was called “A Negro
Explorer At The North Pole.”

James Garner is 53. Francis Coppola and David Frost reach 42. Tony Dorsett is 27. California Gov. Edmund
“Jerry” Brown Jr. is 43. Janis Ian turns 30. John Oates (of Hall &) is 32.

WEDNESDAY, APRIL 8: Around the time this country was getting discovered by European explorers,
there were rumors that a race of people with tails might live here. At least as interesting were rumors of a lost land
of thousands of virgin girls. When Ponce de Leon discovered Florida on this date in 1513 he was searching for both
the aforementioned, plus the fabled Fountain of Youth, but mostly he was looking for Indians to enslave. He found
the natives of Florida 468 years ago today.

Henry “Hank” Aaron hit home run #715, breaking Babe Ruth’s record, in Atlanta on this date in 1974.
Catfish Hunter is 35. John Gavin is 46. Former First Lady Betty Ford is 63.

THURSDAY, APRIL 9: On this date in 1874 Alfred Packer stumbled into a small Colorado town,
ending two months snowbound on a mountain trail where temperatures had dropped to fifty below zero. His five
companions were missing. Packer eventually broke down and admitted he had stayed alive by consuming their bodies, after
they were killed in a gunfight. He was convicted of cannibalism and spent seventeen years in jail.

Hugh Hefner is 55. Carl Perkins is 48.

FRIDAY, APRIL 10: Sunday is the 20th anniversary of the first person reaching space, the Soviet
cosmonaut Yuri Gagarin, who flew one orbit in 1961 and soft-landed in the Soviet Union by parachute.
On this date in 1945 Allied troops liberated prisoners from the infamous Buchenwald death camp, as Germany
was about to lose the Second World War.
The unsinkable luxury ocean liner “Titanic” sailed from England today in 1912 bound for New York City.
Five nights out it rammed an iceberg and sank, killing over fifteen-hundred passengers.
Chuck Conners is 60. Omar Sharif is 49. Don Meredith is 43.

THIS WEEK
DEVADIP CARLOS SANTANA

NEXT WEEK
JERRY LEWIS

Call Pete Howard (213) 399-4949

131 Ocean Park Boulevard Santa Monica, CA 90405
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How Will You Survive. . .Media Fractionalization

Wi’rh new TV cable systems popping
up like mushrooms and satellite

transmission growing steadily, there are
some major changes ahead in the struc-
ture of American media usage. Broad-
casters and advertisers dlike have been
aware of this problem for some time, re-
ferring fo it as media “fragmentation” or
media “fractiondlization” Either term is
meant to convey the idea that media
“audiences” will be increasingly frag-
mented in the future, resulting in changes
in the way media are bought and sold.

What is the likely impact of increasing
fractionalization on radio? Wil radio, as a
medium, suffer or thrive in the upcoming
years? More importantly, what can you
do to try to take advantage of fragmen-
tation, so that your station will survive and
prosper in this ever more complex media
environment?

The Competition

ln attempting to answer those questions, let's
first tfake a look at the competition for adver-
tising dollars. The major media in the U.S. are:

o Television

e Radio

o Magazines

o Newspapers

e Outdoor (e.g., biliboards)

Of these, television, magazines, and outdoor have
fraditionally been “national” advertising media-
ie. the bulk of the expenditures on these media
are made by national advertisers. In contrast, ra-
dio and newspapers are generally characterized
as “local” media, with the bulk of their advertising
revenues being generated by local businesses.

rom the national advertiser's perspective, ra-

dio and newspapers have always been more
fragmented than felevision and magazines; there
are many more radio stations than TV stations
and many more newspapers than magazines.
Therefore, in order to reach a national audience,
concern for efficiency dictated the use of TV and
magazines, with radio and newspaper (as well as
local“spot’ TV and outdoor) being used as sup-
plementary media inimportant markets.

But television and magazines are losing their
efficiency advantages as they fragment. As
cable systems proliferate, the three major nef-
works suffer audience shrinkage. And the myriad
of new magazines which have sprung up the past
several years (Backpacker, Cycle, Fly Fisher-
man, Flying, Skiing, etc) have siphoned  off
readership from the ftraditional mass consumer
rmagazines.

Adverﬁsers view this increasing fragmentation
of media and audiences as both a threat
and an opportunity. In a recent speech fo the

American Marketing Association, Joseph W.
Ostrow, Executive Vice President of Young &
Rubicam, emphasized that the media efficien-
cies achieved via network television buys will soon
be a thing of the past. However, he went on to
say that fragmentation makes it possible to pin-
point, through research, media vehicles which se-
lectively target key prospective purchasers of ad-
vertisers’ products.

In other words, when audiences fragment, they
are not doing so at random, but rather on
some sort of systematic basis which is of adver-
fising importance. For instance, readers of Back-
packer obviously constitute a very attractive tar-
get audience for advertisers of camping equip-
ment, as well as other products. Readers who se-
lect that magazine are systematically related to
another in terms of their common inferest in the
kinds of activities covered in that publication.
(Does the term “festyle” ring a familiar note?)

ne of the real advantages of media frac-

fionalization, then, is that an audience frag-
ment is relatively more homogeneous than is the
overal mass market. if advertisers had the proper
information and media at their disposal, they
would advertise only to their prime prospects.
Audience fragmentation, coupled with lifestyle re-
search, can help them move closer to that goal.

Much of the audience research that wil be
conducted will be done by advertisers or
their agencies. But with the number of media
vehicles increasing on virtually a daiy basis, that
will be a costty task. It is incumbent on the media
themselves to shore up their competitive position
by providing sound audience fifestyle data to
potential advertisers.

What To Research?

he most important component of audience

lifestyle, from the advertiser's perspective, is its
purchase behavior. There is a phenomenon in
consumer goods marketing known as the “heavy
half”” The heavy half is that relatively small portion
of the overall market which accounts for a dis-
proportionately large share of sales in a particular
product category. For example, in a recent study,
it was discovered that only 17% of U.S. households
accounted for 86% of all beer sales. Now that's a
heavy half, in mere ways than onel Another fina-
ing was that 25% of the households purchased
75% of the dog food sold in the US. There is a
“heavy half’ for every consumer product, even
staples like bread, detergent, and tfoiet paper.

A dvertisers fry to direct their messages, for the

ost part, to the heavy users of the product
category. Obviously, if they can convince a case-
a-week beer drinker to drink their brands, that's
more desirable than winning over a case-every-
six-months sippert Accordingly, advertisers are
constantly seeking media vehicles which display
concentrations of heavy users of their product
class. A key component of your audience lifestyle

research, then, should be the consumption habits
of your audience.

Asecond aspect of lifestyle research of impor-
tance to advertisers is the so-cdlled "psy-
chographics” of the audience. Beyond purchase
habits, what other activities, interests, and opinions
do these consumers share?Psychographics are a
lithe more diffuse and difficult to measure than
purchase behavior, but they are important never-
theless. As Mr. Ostrow put it, the potential value of
fragmented media audiences lies in the in-
creased ability of advertisers to communicate
their messages in more “moftivationally appropri-
ate environments” than is currentty possible. In oth-
er words, the creative appeal used in the adver-
fising messages can be more closely matched to
the lifestyle of the audience, thus enhancing the
likelihood that the ad will be noticed by the con-
sumer and will then have a favorable impact on
the consumer’s purchasing behavior.

What Should Radio Do?

Rodio has more experience with fragmenta-
tion than any of the other media. Selective,
fragmented audiences have fraditionally been
one of radio’s seling points. Now other media are
beginning to encroach on this temitory, particulary
television. National advertisers will always be con-
cemned with efficiency, at least to some degree,
so the threat posed by national cable link-ups and
satelite delivery should not be ignored. Radio
should continue to do well in the local advertising
arena (unless local spot TV rates fall substantially,
which is a possibility). But what about the national
advertising dollar?

As the old saying goes, there is strength in
numbers. It would appear that, in the future,
a local radio station would be wise to associate
with other stations attracting similar audiences in
different locations. For instance, a non-wired
Country network could conduct a significant fife-
style study of listeners in all cities it reaches in order
to offer national advertisers good information
about who those stations reach, what products
the listeners buy heavity, and what their psycho-
graphic profile looks like. Information of that type
will enable radio to compete even more effec-1
tively for national advertising doliars as the tradi-
tionally national media like TV and magazines
continue to fragment. Providing better audience
research is a major challenge facing radio in the
1980's.

In a later coumn, | wil deal with the topic of
how to market your station to local vs. national
advertisers.

i i Assoclote Professot of
Marketing at UCLA's

Graduate School of Manage-
ment, and an acknowledged
research: ond. marketing ex-
pert. To direct questions:to Dr.
Lutz, call R&R at (213) 533-
4330 or write to Radlo & Rec-
ords, 1930 Century Park West,
Los Angeles, CA 90067,
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KFJZ-FM (Z-97) COMPLETELY RESTRUCTURED

EAGLE-97 Flies In Dallas-Ft. Worth

One of the most exciting things anyone in
radio can be associated with is the birth of a
new station. Whether you’re putting a new
station on the air for the first time, changing
the format of an existing station or radically
modifying an older CHR, adrenalin is never
hard to come by. This week Christopher Haze
gives us an in-depth look at the Dallas-Ft. Worth area’s
newest CHR entry, EAGLE-97 (KEGL), formerly Z-97
(KFJZ-FM).

Establishing something new in the ears of your lis-
teners can be tough, but when you attempt to change
the image of a station, especially when it may not have
been all that positive, you must work doubly hard.
Even in Los Angeles I have heard rumblings about “The
Eagle,” and the comments have been very favorable.
I talked with Christopher about what the station is doing
now and how the change from the old Z-97 is progress-

$e

Christopher Haze, PD, EAGLE-97

Christopher was born in Ft. Worth and has worked
in radio in the general vicinity since 1972. He pro-
grammed KNUS/Dallas at two different times. He was
a member of the original rock airstaff at XEROK/EI
Paso under PD John Long, did PM-drive at KILT/
Houston, and was the last CHR PD at KRUX/Phoenix.
He also worked at the old Z-97 under then-PD Gary
Mack. Christopher returned to the station when another
hometowner, Michael Spears (GM and part owner of
WPLP/Tampa-St. Petersburg), became KFJZ-FM's
programming consultant.

A New Direction And Name

Any radical change in format or direction can usual-
ly be traced to poor ratings and low revenue and this
case is no different. “Z-97 was perceived as nothing
but a teen station that appealed to passive listeners.
In fact the audience was so passive, it was impossible
to get them to participate in any kind of promotion
that required an audience turnout. EAGLE-97 is an ac-
tive and outgoing station that has captured interest in
the market solely on music up to this point,” explained
Christopher.

He went on to mention, “Very little promotion was
done in the fall because the station was in a transition
period and was not ready for a drastic amount of at-
tention. The first step I had to do was drop Z-97 and re-
place it with FM-97. This caused a few calls and in-
terest from the existing cume.””

Finding a new name and identity is crucial to the
future success of an operation looking to bring off an
image change. ‘“At first we toyed with the idea of
calling it the ‘Texas Star’,” remarked Christopher,
“but every bit of research indicated the target audience
thought of it as a slogan for a Country station.”

“QOur new GM, John Hurlbutt (from sister stations
WBYU-WSHO/New Orleans), and I were sitting at a bar
discussing plans and drawing logos on cocktail napkins
looking for call letters that spelled out a word. There are
a lot of those here like KLIF, KNUS, KBOX, KVIL,
KZEW, and there weren’t that many to choose from. All
of a sudden it hit us, KEGL, EAGLE-97. Then it was

“EAGLE-97 is a good marriage be-
tween CHR and AOR, with CHR being
the dominant factor.”

a race to find out if KEGL was available and make an
application. We sat around anxiously awaiting word
from the FCC. The green light finally came that we
had KEGL and on February 19, EAGLE-97 was born.”

Working with a consultant on the planning and exe-
cution of the station can have its pros and cons, de-
pending on your point of view. Christopher describes
his relationship with Michael Spears as ‘“‘a great one
where there is a lot of thought and a consensus of
opinion.” They talk every couple of days on all aspects
of the station including music.

Conceptually, in Christopher’s words, ‘“EAGLE-97
is a good marriage between CHR and AOR, with CHR
being the dominant factor. The playlist is generally 25-
30 current hits, 10-15 LP cuts, and the oldies are deep
enough to give the station variety.”

Shooting for the 18-34 adult, EAGLE-97 features a
heavy dose of oldies, especially in midday, where a
different year is spotlighted every day. While not direct-
ly going after a teen audience, the station won’t dis-
courage teens from listening as some stations do when
going for an older target.

“The air talent use a ‘limited talk’ approach on the
air. They are not laid back, but are respectful of the
music. We never talk over records. Two records are
played before talk occurs. So many programmers know
talking up records is an irritant, but continue to do it.
No one really cares if you talk up to the vocal or hit
the post,”’ said Christopher.

This point is another example of the marriage be-
tween CHR and AOR that he spoke about earlier. “The
station is far from sterile. All of my air talent stay on

“Too much research can result in a
boring station.”’

top of the market and what is happening in the world
and are allowed to communicate their ideas. I feel it is
one thing to communicate and another not to respect
the music. This approach,” he added, ‘“‘tends to make
the competition seem a bit talky and irritating.”

EAGLE-97 Leaves The Nest

Once the air staff is set and the station is ready to
promote, a game plan must be formulated. Over the
years, Dallas has seen it all from big money give-
aways to treasure hunts. In a market that has been
overhyped, care and thought must go in to how the
station is kicked off.

According to Christopher, ‘“Kickoff happened only a
few weeks ago. TV is a big factor in getting the word
around. A seven-week TV blitz of 10-second spots is
running with prime location billboards backing up the
TV spot. One of the basic philosophies behind the promo-
tion of EAGLE-97 is not to promote it with games.

“All of our on air promotions are musically-orient-
ed. The kickoff was simple but fun. During the first
week we gave away over 1500 small prizes, one for

each song that was played. Prizes ranged from Big
Macs to digital watches, Foosball tables and 12-string
guitars. EAGLE-97 always has instant winners, and
when we congratulate them we say, ‘Thanks for landing
on the Eagle.’ I look for other stations to give away
thousands of dollars, but they won’t see the results
expected for the dollars spent,” predicts Christopher.
Some of the music-oriented promotions include the
“Super Bowl of Rock 'n Roll,” where artists, not songs
were battled. There was a “Beatles A to Y, Because
We No Longer Say Z Weekend.’”” The station features
daily ‘“‘mini-concerts” and publishes a schedule on its
survey. Tuesdays from 6-10pm are “Two-Fer Night,”
where two songs by the same artist are played back to

Urban Cowboy Christopher

back. Friday nights turn into ‘“All Request Party
Night.”

One regular feature that really caught my atten-
tion was ‘“The Party,” which takes place Monday-
Friday from 10-12mid, with host Sharen <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>