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ANALYZING ARBITRENDS

Jhan Hiber takes a look at the information
inside Arbitron’s new monthly Arbitrends
computer service . . . and learns they've
been postponed again.
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CONTROLLING CROWDS AT
RADIO RALLIES

Sometimes crowds can get out of hand at
station-sponsored events, and Walt Love
hears some tips and techniques on how
to avoid problems from Cleveland stations
WZAK and WDMT . . . and a police of-
ficial.
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NAB & NRBA DECLARE:
“‘UP WITH RADIO”’

That’'s the theme for the joint Radio
Convention-Programming Conference in
L.A. this September. Both broadcast
groups are working smoothly together,
Brad Woodward reports.
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HOW TO KEEP QUALITY
TALENT WITHOUT PAYING
MORE MONEY

Ron Rodrigues learns how smaller sta-
tions without massive talent budgets offer
other incentives — everything from out-
side opportunities to good weather — to
retain talented professionals.
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PEOPLE IN THE NEWS
THIS WEEK

¢ Richard Lamb, Mike Nauman, Leonard
Ballard VPs at Swanson

e Jimmy Bowen MCA/Nashville Presi-
dent

e Cecil Thomas, Barbara Vardin, Carol
O’Leary VPs for Sky Stations

e Tom Severino VP/GM at WIRE &
WXTZ

e Galen Scott Station Manager at WXTZ

B.C. Cloutier Regional VP for Fuller-

Jeffrey Group

Linda Schreiber KOMA VP/GM

Fred Harvey PD at WQQK & WVOL

Mark Christian PD at WAWA

Harry Anger, Harry Losk Sr. VPs at

PolyGram

James Votaw KIKF’s Station Manager

¢ Susan Bice Station Manager at KTIM-
AM & FM

e Tom Caputo GSM for WERE & WGCL

e Bill Hurwitz GSM at WZUU & WLZZ
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NO TO ON-AIR NEGATIVITY

Dan O’Day’s Air Personalities column em-
phasizes the dangers of taking your off-air
depressions on the air and casting gloom
on your listeners.

Page 26

DO CHR STATIONS STILL
NEED TO DAYPART?

A number of PDs and MDs explain to Joel
Denver their theories on dayparting’s role
in modern-day CHR radio, concluding that
new records may need a little care, but
the hits can be blasted all day and night.
Page 36

Newsstand Price $3.50
3
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TAYLOR NEW WRKS PD

JUNE'S

Arnold Appointec.
WLLZ’s New PD

Longtime AOR programmer
Lee Arnold has been named
Program Director at WLLZ/
Detroit. Arnold replaces Joe
Urbiel, who will stay on as As-
sistant PD.

Doubleday President Gary
Stevens said, ‘“This company
has a long history of successful
relationships with what I would
describe as colorful people, and
I felt some additional dynamics
were necessary. We have been
hiring programming people
who have basically demonstrat-
ed an ability to achieve on their
own. Lee did a pretty credible

- Simonson Named VP/GM At
WOR, Mayo VP/GM At WRKS

WRKS VP/GM Lee Simonson
has transferred to the VP/GM
post at sister station WOR. He
succeeds former VP/GM Bob
Biernacki, who resigned two
weeks ago. Replacing Simonson
as VP/GM at WRKS is PD Bar-
ry Mayo, who in turn immed:-
ately appointed Music Director
Sonny Taylor as the new WRKS
PD.

Simonson said, ‘‘Managing

WOR is an awesome responsi-
bility. The station is renowned
for its professional staff, which
will help me tremendously. It’s
a great radio station with a rich
legacy, which I'm determined
to maintain.”

RKO Radio President Robert
Williamson told R&R, ‘‘Lee’s
earned the job at WOR, which
we consider one of the premier
radio stations in America, bas-

COHN KEEPS TULSA POST

Hare KIXK’s VP/GW

In anticipation of ABC
Radio’s July takeover of
KIXK/Dallas, WRIF/Detroit
VP/GM John Hare has been
selected as the station’s new
VP/GM. Two-year KIXK VP/
GM Rick Cohn will assume full-
time duties as VP/GM at Hicks
Communications sister station
KAYI (KAY-107)/Tulsa; he had
been commuting there weekly
as part of his corporate man-
agement responsibilities.

Chuck DeBare, President/
ABC Owned Radio Stations,

commented, “John has done a
superior job in Detroit. WRIF
has consistently been among
the most listened-to and com-
munity-involved stations in the
market. We are delighted that
he will be bringing his talent
and enthusiasm to the newest
member of the ABC family of
stations.”

ABC Owned Stations Group
VP/Operations Don Bouloukos
told R&R, ‘“Obviously, John’s
done an outstanding job for us

HARE/See Page 34

THOMPSON DIRECTOR/SALES

Rockoff To Become
WNWS Pres./GM

Neil Rockoff is slated to take
over WNWS/Miami as Presi-
dent/GM when his Prime Time
Broadcasting acquires the sta-
tion from Sudbrink Broadcast-
ing for $5.9 million, as previous-
ly reported. The transaction is
expected to be completed in
mid-June. Current VP/GM
Lewis Krone is exiting to pursue
other business interests.

Rockoff is a former VP/GM
at KHJ/Los Angeles and
WHN/New York, and was a
principal in Force Communica-
tions, which sold KBZT/San
Diego in 1982. Rockoff told R&R
the News/Talk format on
WNWS is “more solid than the

Rock of Gibraltar. As the say-
ing goes, if it ain’t broke, don’t
fix it.”

As his “right-hand man,”

Rockoff has hired KFAC/Los
Angeles Account Executive
Courtney Thompson. His title

ROCKOFF/See Page 34

ed on his performance at
WRKS. We're very confident
that he can do the job and pleas-
ed that he’s accepted the posi-
tion.”

Commenting on Mayo’s pro-
motion, Williamson continued,
“Barry has been with WRKS
since the beginning of its for-
mat, and has evidenced the
ability to administer and
manage well above the pro-
gramming area. He’s a bright,
young radio broadcaster who’s
done a fantastic job.”

Mayo said, ‘“Needless to say,
the feeling is exhilarating. To
have the opportunity to expand

RKO/See Page 34

Lee Arnold
job in Milwaukee, demolishing
a pretty good competitor with a
minimum of outside direction. I
don’t think we’re up against
that tough of an operation in
WRIF, and I felt it was about
time we unleashed somebody
who really wants to get it. If Lee
can’t do it, I don’t think anybody
can‘,,

Doubleday  VP/Program-
ming Dave Martin added, ‘“The
considerable abilities of both
Lee and Joe working in concert
is really the key. Doubleday is
committed to continuing to be
the home of the best program
directors in America. We're not
settling for format dominance,
but for demographic domi-
nance.”

An AOR PD since 1967, Ar-
nold has programmed WTAI
and WKKO/Cocoa, FL;
WGVL/Gainesville, FL;
WQXM/Tampa, WAAF/Wor-
cester, and most recently
WQFM/Milwaukee. His in-
dustry career also includes
stints with RCA and Third Coast

ARNOLD/See Page 34

9-STATION $62 MILLION PACKAGE

DKM Purchases
Plough Stations

DKM Broadcasting, a new
company headed by principal/
Chairman Rob Dyson, has of-
ficially agreed to purchase
Schering-Plough Corp.’s nine
remaining stations for an esti-
mated price of $62-65 million,
pending FCC approval.

The May 25 agreement,
which completes S-P’s divesti-
ture of its broadcast properties,
covers the sale of WPLO &
WVEE/Atlanta, WCAO &
WXYV/Baltimore, WMLX &
WUBE/Cincinnati, WKDJ &
WHRK /Memphis, and WZNE/
Tampa.

Commenting on what led to
the sale, Plough Broadcasting
Sr. VP Michael Pietrangelo
said, “When compared to the
overall sales and profitability of
the corporation, the broad-
casting contribution has greatly
diminished.” Schering-Plough
manufactures prescription
drugs, health products, and oth-
er consumer goods.

DKM Corp. (Dyson-Kissner-
Moran) is a privately-held New
York-based diversified holding
company involved in aerospace
and industrial product manu-

DKM/See Page 34

Lundvall Heads New EMI Label

Will Build New York-Based Pop Company; Also Heads Jazz

Elektra/Asylum President
and Musician Records founder
Bruce Lundvall will head up a
New York-based label joining
the Capitol and EMI America/
Liberty labels in the Capi-
tol/EMI Music Group. Lundvall
will also take charge of EMI's
jazz operations, marketing the
Blue Note catalog and adding
new jazz artists as well. The
new, as-yet-unnamed company
will, according to Lundvall, be a
“full-scale pop and rock & roll
label,”” and will operate

www americanradiohistorv. com

Bruce Lwtdvallr

separately from Capitol and
EMI America.

Lundvall termed his parting
with E/A Chairman Bob Kras-
now ‘“‘totally amicable.” He
continued, “This is the ultimate
challenge, and I have to take it.
It’s my first opportunity to start
something totally from scratch.
There’s a major commitment
by EMI to establish a New
York-based label.” He added
that he would be primarily
focusing on artists from New

LUNDVALL/See Page 34
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Bowen Assumes Presidency
At MCA/Nashville Division

Jimmy Bowen has officially been named
President of MCA Records/Nashville.
Bowen, who resigned as VP/GM of Warner
Bros.’ Nashville operation in February, has
already installed his executive team at
MCA while awaiting final settlement of con-
tract details.

MCA Records
Group President Irv-
ing Azoff stated,
“Jimmy is a proven
winner. His indivi-
dualism, aggressive-
ness, and style will ¥
propel MCA/Nash- =~
ville into the ’80s and
'90s. I consider it a :
personal coup to have
him join our team.”

Jimmy Bowen
Bowen commented, “I am very glad to

see this change finally completed, and I am

looking forward to working with Irving
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Azoff and the people he has assembled in
Los Angeles. I'm sure that when the two
operations meld together, MCA/Nashville,
with its great new crew, will become the
place to be for all music coming out of
Nashville.”

In his 28-year music business history,
Bowen has been a successful recording ar-
tist, songwriter, producer, and label ex-
ecutive. He has served as President of
MGM and his own Amos Records, as
VP/GM of MCA/Nashville briefly in the
’70s, and as VP/GM of Elektra/Asylum/
Nashville from 1978 until it merged with
Warners’ Nashville arm in early 1983.

Harvey PD For
WVOL&WQQK

Fred Harvey has been appointed Pro-
gram Director for the Phoenix Communica-
tions Group, supervising the programming
at Black/Urban Contemporary outlets
WVOL & WQQK/Nashville. It was also an-
nounced that Don Kelly & Associates will be
consulting the stations.

An eight-year station veteran, Harvey
previously split four years between posi-
tions at WBJW/Orlando and WKKO/Cocoa,
FL. He told R&R, ““This is a move I’ve been
wanting to make for quite some time now.
I'm just looking forward to working with

HARVEY/See Page 34

Christian New
PD At WAWA

After nine months as an air personality at
daytimer WAWA/Milwaukee, Mark Chris-
tian has been promoted to PD.

WAWA VP/GM Richard MclIntosh said,
“To promote from within wherever possible
is the All Pro policy. To have an outstanding
talent on the staff like Mark makes it easy
to turn the policy into reality.”

Christian’s radio background includes
stints as an air personality at WVON and
WJPC/Chicago, as well as three years as
PD/MD at WDIA/Memphis. He told R&R,
“After talking with management, it seemed
like a real challenge, since this station has
such a rich heritage. With that advantage
working for me, combined with ideas I've
gathered over the years, I said, ‘Yes, I want
to try to make this work.’” ”’

Christian added that WAWA has applied
to the FCC for a new fulltime frequency at
1200 kHz, seeking a power boost to 5 kw
days/2.5 kw nights.

LAMB, NAUMAN, BALLARD UPPED o,
Swanson Promotes Three
To New VP P05|t|ons

In simultaneous promotions within Swan-
son Broadcasting, WBYU/New Orleans GM
Richard Lamb, KKNG/Oklahoma City GM
Mike Nauman, and Corporate Director of
Engineering Leonard Ballard have been
elevated to Vice President.

Speaking on behalf of Swanson Presi-
dent/CEO Gerock Swanson, Exec. VP/COO
Dan DiLoreto commented, ‘“‘Leonard has
done an extraordinary job, and this is a way
of rewarding his years of excellent service.
We’re very proud of Mike, who has grown
from within and shown us the ability to do

THOMAS, VARDIN,
O’LEARY PROMOTED

Three New Sky
Stations VPs Set

In corporate promotions within the Sky
Stations, three general managers have
been advanced to VP: WSIX-AM & FM/-
Nashville’s Cecil Thomas, WGY & WGFM/-
Schenectady’s Barbara Vardin, and
WTPA/Harrisburg’s Carol O0’Leary.

Sky Stations President/COO Dennis
Israel observed, “Carol has done an in-
credible job of positioning WTPA to number
one in Harrisburg. We are recognizing her
terrific abilities and accomplishments.

“I could spend two hours complimenting
Barbara. She is one of the most remarkable
people I've known in broadcasting, much
less within the company. She’s done a
superior job in her capacities at WGY &
WGFM.

“Cecil has a terrific track record in both
the Nashville market and at the WSIX sta-
tions. It was under Cecil’s direction that the
facilities grew to their prominence in the
marketplace.

“‘All of these people have done great jobs.
This makes all seven managers at our ten
stations Vice Presidents of the company.”

SKY/See Page 34

Schreiber Named
KOMA VP/GM

After seven years with KOFM/Oklahoma
City, Linda Schreiber has resigned her post
as Sr. Account Executive in order to
become VP/GM at crosstown KOMA. She
fills the vacancy left two weeks ago when
former GM Weoody Woodard resigned to
enter the advertising business.

Price Communications Sr. VP/Radio
Frank Osborn stated, “I've rarely found
someone so universally respected within a
market. Across the board, people gave her
first-class reviews. I am delighted we can
bring someone with such sales and promo-

SCHREIBER/See Page 34

TRANSACTIONS

Malrite Deals WNYR & WEZO

To Grace, Buys WDGY

Malrlte Communications Group has agreed
in principle to sell WNYR & WEZO/Rochester to
Grace Broadcasting for $7.36 million. At the
same time, Malrite announced it plans to sell AM
outlet KLBB/Minneapolis to Newsystems of
Minnesota, inc. for $500,000, in order to ac-
quire crosstown WDGY from Storz Broad-
casting for $3.5 million. All transactions are
pending FCC approval, as well as definitive
agreements and other contingencies.

In announcing these proposed transactions,
Malrite Chairman Milton Maitz said, “The ac-
quisition of WDGY will further strengthen our
position in the Minneapolis marketplace, which

TRANSACTIONS/See Page 34

. Leonard
Ballard

Mike
Nauman
the job. We felt he should have the VP title,
which is consistent with our other GMs. The
Board of Directors decided that Richard,
based on his broad experience, should also
be given the VP title. It’s nice to see these
kinds of stories.”

Nauman, a nine-year Swanson veteran,
started as an Account Executive; he
became KKNG Sales Manager in 1979 and
GM in 1982. Lamb joined Swanson two mon-
ths ago after seven years with Arbitron,
most recently as VP/National Radio Sales.
Ballard, a Certified Senior Broadcast
Engineer, has been with Swanson since
1961, having served many years as the com-
pany’s Director of Engineering.

OVERSEES KPOP,
KRCX, KJJY

Fuller-Jeffrey

Names Cloutier
Regional VP

B.C. “Bill”’ Cloutier, Station Manager at
the Fuller-Jeffrey Group’s KJJY/Ankeny-
Des Moines, has been promoted to Regional
VP/GM, based at KPOP & KRCX/Sacra-
mento. Cloutier will continue to oversee
KJJY, while day-to-day station operations
will be handled by new KJJY Station Man-
ager Jerry Grant and KPOP & KRCX Sta-
tion Manager John Buckley.

Fuller-Jeffrey §
President Robert
Fuller told R&R, |
“Bill is a real pro at §
turning stations §
around. Starting out
as a parttimer for us
in Maine, he’s shown .
a lot of loyalty over =
the years. I’'ve got
lots of confidence in '
him and his team of B.C. “Bill”’ Cloutier
Jerry Grant and John Buckley.”

CLOUTIER/See Page 34

SCOTT WXTZ STATION MGR.

Severino VP/GM
At WIRE & WXTZ

After five years as Station Manager of
WXTZ/Indianapolis, Tom Severino has
been promoted to VP/GM of the outlet and
its sister AM WIRE. He succeeds Jack
Hobbs, who resigned last month to pursue
other business interests. Prior to this,
Severino also served as VP/Director of FM
Stations for parent Mid America Media;
those duties will now be assumed by
Howard Frederick, Mid America’s Ex-
ecutive Director of Broadcasting.

Replacing Severino as WXTZ Station
Manager is Galen Scott. A sales staff
member for 17 years, Scott spent the last
two years as WXTZ’s Local Sales Manager.
Commenting on his appointment, Scott told
R&R, “I’'m extremely pleased and look for-
ward to more good things happening.” He
added that the station’s LSM post had not
been filled as yet.



Washington Report

RAB Panel Presses
Arbitron
Anti-Monopoly Case

The RAB All-Industry Ratings Commit-
tee is moving ahead in its bid to have the
government declare Arbitron a monopoly,
opening the way for the radio industry to
negotiate as a group with the ratings agen-
cy. Last month the U.S. Justice Department
declined to approve unified negotiations be-
cause it couldn’t decide whether the rating
radio listenership is a ‘‘natural monopoly.”

Committee Co-Chairmen Dick Harris and
Fred Walker, Presidents of Group W Radio
and Broad Street Communications, said
they’re asking the government to ‘“get off
the fence’’ on the issue. “We want the Jus-
tice Department to help the radio industry
obtain relief from monopolistic practices,”
they said. “If they don’t know if the situa-
tion is a natural monopoly they ought to
move against it on the basis of the Sherman
Act. The All-Industry Committee is com-
mitted to seeing this issue through, and this
reply is our next salvo in what has so far
been a two-year battle.”

Ten-Format Cable Audio
Service Unveiled At NCTA

“Starship Stereo,” a new ten-channel
cable audio service, was being offered to
cable operators attending this week’s Na-
tional Cable Television Association (NCTA)
Convention in Las Vegas.

Satellite Syndication Systems, Inc.,
which has already invested $2 million in
converter boxes, will furnish a commercial-
free music format on each channel, includ-
ing ’50s-’60s rock, classical, jazz, and big
band-Hollywood. Cable subscribers will
pay $4/month to receive the package.

Drug “‘Glorification’’ An
Issue In WLIR Scramble

The four-way contest to be named interim
operator of WLIR/Long Island has been
complicated by the question of whether one
of the applicants promoted the use of illegal
drugs.

The FCC Review Board has agreed to
consider an allegation that Robert Bottone,
40% owner of Nassau Broadcasting and
WLIR'’s proposed PD, promoted the use of
drugs. He worked at WLIR under the air-
name Bob Morgan from 1972 to 1976.

Phoenix Media, current operator of
WLIR and one of the four applicants for in-
terim authority, gave the FCC a tape in
which Bottone told a broadcast class that
“we often get high right in front of the
microphone.” The Review Board said the
transcript raises a ‘‘reasonable inference’
that ‘‘Bottone may have been insensitive to
his obligation not to inadvertently promote
or glorify the use of illegal drugs.”

- . ]
News, Public Affairs Earn
Renewal For WAWZ

Religious-formatted WAWZ/Zarepath,
NJ has fended off a license challenge after
an FCC law judge ruled that the station was

entitled to a strong renewal preference for
serving the needs of its community with
news and public affairs programming.
WAWZ, licensed to Pillar of Fire, broad-
casts 31 hours a week on 99.9 mHz, which it
shares with WBNX/New York.

WAWZ'’s license was sought by Radio
New Jersey, owner of WRNJ/Hacketts-
town, NJ, which planned to relocate the new
station in Somerville, NJ.

After an extensive comparative hearing,
law judge Thomas Fitzpatrick issued an
81-page decision holding that although its
news was not local, WAWZ’s heavy sched-
ule of network news, plus local and syndi-
cated public affairs, made it worthy of
renewal.

Radio New Jersey was assessed a demer-
it for using a “misleading and inaccurate”
depiction of WRNJ’s signal contour. Fitz-
patrick said ‘‘these promotional activities
of RNJ fall short of the standard of full
disclosure and candor established by this
Commission.”

Rivera Says FCC Abandons
Diversity Commitment

FCC Commissioner Henry Rivera has
accused the Commission of undertaking an
“ill-advised piecemeal approach to revision
of the broadcast multiple ownership rules.”
The criticism came in a dissent Rivera filed
to changes in the ‘‘attribution’’ rules.

Rivera believes the FCC should consider
all ownership rules, including 7-7-7 and the
recently abolished regional concentration
rule, in a single proceeding. “To proceed in
this illogical, disjointed fashion makes no
sense,” Rivera charged.

He added, ‘“The Commission’s insistence
on changing ownership rules piecemeal,
without reference to the cumulative impact
of these changes on the structure of the
broadcast industry, makes plain that this
agency is no longer genuinely committed to
maximizing diversity in the media.”

L —————————— |
Other Key Developments:

» NAB'’s Executive Committee has voted
to research instances of the Fairness Doc-
trine discouraging vigorous news coverage
and to appeal the 1979 Copyright Royalty
Tribunal decision to deny radio any cable
royalties.

o The FCC this week clamped an im-
mediate freeze on filing applications for
fulltime AMs on Canadian clear channels
690, 740, 860, 990, 1010 and 1580 beyond 650
miles from the Canadian border. The cutoff
puts those applicants on a inore even foot-
ing with those closer than 650 miles, who
have been under a freeze for some time.

o Telocator Network of America has peti-
tioned the FCC to overturn its April ruling
which bars states from limiting FM subcar-
rier entry into the paging market.

e FCC Commissioner Dennis Patrick has
named Bradley Holmes to be his legal ad-
visor.

* The Senate Commerce Committee this
week (6-7) holds a hearing on the nomina-
tion of Jim Quello to serve another term on
the FCC.
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| NAB-NRBA STRESS AMITY

“Up With

Radio”

Set As RCPC Theme

“Up With Radio” was unveiled this week as the theme for the Radio
Convention — Programming Conference (RCPC) to be staged jointly by
NAB and NRBA in Los Angeles, September 16-19.

The theme and other details were an-
nounced in Washington, where the 36-mem-
ber convention committee of broadcasters
from both groups met to begin hammering
out final details of panel topics and speak-
ers.

Officials of both NAB and NRBA stressed
at a press briefing that the associations —
at odds with each other just a year ago - are
working smoothly together. “I think what-
ever doubts anyone in this room had about
working with each other have been dissipat-
ed,” said NAB Radio Board Chairman Mar-
ty Beck.

One committee member said chances for
mounting an exciting convention have been
enhanced by participation from rep firms,
networks, and syndicators — groups not
usually consulted in convention planning.

A major problem, caused by the last-min-
ute combining of the two conventions, is
hotel space. Attendees will be housed at
four hotels — Westin Bonaventure, Bilt-
more, Sheraton Grande, and Los Angeles
Hilton. The Westin will accommodate ex-
hibits and registration; programming ac-
tivities will be centered at the Biltmore.
Space should be less of a problem in 1985
and 1986, when the RCPC will be held in
Dallas and Atlanta.

e

Other details from this week’s meeting:

¢ Irene Cara will star at a Tuesday night
concert that will also be beamed in stereo to
radio stations nationwide by RKO.

e The “Up With People” ensemble will
present a special production for radio.

* The committee asked for industry input
on suggesting names of possible panelists,
especially on programming topics.

» “Sales are going very well” for 150 ex-
hibit spaces that will be located on two lev-
els of the Westin. Raffles will be used to en-
courage broadcasters to visit both levels.

e The record industry is “enthusiastic”
about participating. Industry representa-
tives, possibly including label heads, may
be involved in panel discussions.

« Paid registration could range from 3500
to 4000.

POST-SUNSET RELIEF UNDER FIRE

Fulltime Hours Sought For 500
Daytimers On Foreign Clears

The Ad Hoc Committee of Daytimers on Foreign Clear Channels
last week submitted a plan to the FCC that would permit fulltime service
for over 500 daytimers on the 14 foreign clear channels. Simultaneously,
relief previously granted to daytimers was coming under attack.

The Association for Broadcast Engineer-
ing Standards (ABES) has asked the FCC
to reconsider its recent decision to increase
the post-sunset power granted to many day-
timers last fall. And, citing possible “irre-
parable injury’’ to fulltime stations, ABES
asked for a stay of the new power limits un-
til there’s a ruling on its petition for recon-
sideration.

Daytimers Before New Stations

Granting fulltime status to daytimers on
foreign clears would be an outgrowth of new
treaties with Canada and Mexico. Those
will soon let the FCC put hundreds of new
fulltime AMs on the foreign clears. The ad
hoc group recommends that, before any
new stations are licensed, the Commission
should allow all daytimers on those chan-
nels to go fulltime with power up to 250
watts.

“The public interest will be better served
by permitting over 500 current daytime-on-
ly stations to go on the air fulltime, with
adequate power to serve their local com-
munities, than by allowing many fewer new
stations to go on the air with 1-50 kw of
power,”’ the committee argued.

The group submitted extensive technical
data compiled by engineer Robert A. Jones
showing that its proposal can be carried out
“while providing full protection to the domi-
nant foreign clear channel stations and
without causing undue interference to co-
channel] U.S. stations.”

Aborting ‘“AM Birth
Control Rule”’

The ad hoc committee also seeks aboli-
tion of the so-called ‘“AM birth control
rule.” Adopted in 1962, the rule sought to
promote the development of FM by restrict-
ing new AMs to remote areas with little or
no existing radio service.

Noting that FM is now the ‘‘dominant
market force,” the ad hoc group says unless
the rule is abolished (or at least waived in
the clear channel proceeding) daytimers
stand virtually no chance of getting new
fulltime channels assigned to their com-
munities.

Engineers Claim
Devastating Interference

In its filing, ABES said the Commission
“lacked a factual basis” for upping daytim-
er power levels in the two hours after sun-
set. It charged the increases ‘“will cause
devastating interference to the existing li-
censed service of many fulltime Class III
stations. ”

ABES cited the example of WAKR/Ak-
ron. “Not only will new nighttime in-
terference destroy WAKR'’s nighttime ser-
vice to virtually all of Canton, OH, but . . .
will preclude WAKR from providing ade-
quate service within the city limits of Akron
itself.”
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The perfect holiday special for AOR and CHR, celebrating
the 20th Anniversary of the British rock & roll invasion!

Twenty years (and 12 hours) of hits from the U.K. with
fascinating actualities and insights from the artists
themselves, producers and assorted characters who
have given us two decades of great rock from across
the Atlantic.

Beginning with George Martin on the making of the first
Beatles’ record, to Sting’s global strategy for taking the
Police to Number One, and all the great music in between.

England’s Independence Day gift to your listeners.

Available on a barter basis. For further information,
contact: Roxy Myzal, DIR Broadcasting, (212) 371-6850.

Produced by

= = DIR Broadcasting
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RIAA ’83 Purchase
Trends Released

Cassettes Closing In On LPs:
Black/Dance Music Resurges;
Booklet Outlines Five-Year Period

Page 6

PocketTVs
Turn Color

Last year black-and-white pocket
( TVs and wristwatch-TV combina-
tions hit the scene. Now this sum-
mer Japanese consumers will be

Cassettes are closing the purchasing gap between themselves and LPs.
That’s the consensus of the RIAA’s latest trend report covering consumer pur-
chases of records and prerecorded tapes. Just published '83 figures indicate

| that cassettes commanded a larger market share, accounting for 37% of the

. . 0 $3.815 billion spent, up from 7% in 1979 and 9% over 1982. Albums’ market
Davis Comp:latlon —_— ’ share fell from 71% in 1979 to 55% last year.

fP?ADIO In terms of retail, cassettes trailed LPs by 18%; in the direct marketing

Maps Out AROGRAMMING arena, the figure shrunk to 5% with 43% of all dollars spent compared to LPs’

ND MARKETING | 48%. Although the combination of Michael Jackson's *‘Thriller’” and music

. . TR ATE ’ videos pumped needed adrenalin into the record industry, overall recorded music

Rale Stl'ategles FOR THE 1980 G,ES sales were flat. A total of 578 million units (LPs, eight-tracks, cassettes, singles)

——— were sold in 1983 — the same as in 1982, but a marked decline from 1979’s 701

million units.

Other '83 data highlights include:

® Black/dance music resurged, moving to 11% of all dollars spent from 7%
th ior. Thi - , .4 )
treated to an LCD color Pocket TV fe year.prlor This changg czfn bg attrlbt.ned to last ){ear s succgss of “‘crossov:
from Epson, a Selko subsidiary. | er’ music; consumer profile in this music category is 50% white to 50% non-
™ ? ) . white from the '82 ratio 36% white, 64% nonwhite

ough complete details have yet . . : _
- ® Music buyers increased in the 20-24-year old age group, a gain from 23%
to be officially released, a pro- o ; o 0 o )
totype features a two-inch screen to 25% retail, 22% from 17 % direct marketing
A ) ) ) )

e by el (ierees Rock music gained in share of dollars spent, 35% from 34% retail, 30%

o )
cent bulbs, which supply additional | O™ o drect mekeing held at 14% retal Foroncng 29 o
lighting. Not to be outdone, Citi- op/Easy Listening music held af % retail, increasing 2% to 19% in

zen Watch plans to issue its own IR T SCHIT S“fdy ) ) _ .

) ) ® Country music fell in both retail (15% to 13%) and direct marketing (24%
two-inch model, whose screen in to 20%): but with ) t ies defined . -
R G 6 e, RECe i o) %), but with music categories ( g ined by consumers., artists originally
2y @ 6 edreenEes 6 thought of as country have been classified as popleasy listening

® Eiaht. ; - ) o o A )
SR, (D s el T vl Eight-track tapes continued their decline, 5% to 2% retail, 15% to 9% in

izes a built-in mirror that reflects direct marketing

Back in Aprii 1981, well-known
consultant E. Alvin Davis publish-
ed the first issue of the monthly
‘‘Radio Programming Letter.”

Seiko’s first wristwatch/TV: making
sure the timing’s right for color.

THE RADIO PROGRAMMI
THEFRST WO VEARs, L TR

APRIL 1981TO MARCH 1983

BY E ALVIN DaviS

SOy

with March 1983. Reprinted just
as they first appeared, the articles
cover such diverse topics as posi-
tioning, call letter selection, radio
and programming consultants,

relatability, rogram direct ) ) ® i
Caltos yandp i n?r _ _o_r room light through the display. Un- Records and prerecorded tapes purchased as gifts stayed level at 22% of
, proving on-air ) . all purchases
A talent effectiveness. These and fortunately, Americans will have to

The '83 findings are part of the RIAA’s five-year trend report encompassing
1979-83. Titled “‘Consumer Purchasing of Records and Pre-Recorded Tapes in
the United States,” the booklet not only examines consumer buying habits, but
provides in-depth consumer profiles based on age, sex, race, region, and music
type. Contact (212) 765-4330 for more information.

Eye & Ear Bows Video PRs

Though aired by MTV and other
broadcast outlets, the video PR is
said to differ from a music video in
that the artist is featured in conver-
sation and production costs are
considerably cheaper. Adds Eye &
Ear's Tom Hilbe, “It's a good
alternative for a record label that
doesn’t want to spend $40,000 on
a music clip, but still wants to ex-
pose the talent and get some at-

be patient. Video Review says it
generally takes six months after
their Japanese release for the pro-
ducts to reach U.S. shores.

other major topics are listed for
easy reference at the front of the
book.

Copies cost $50 each. Re-
quests may be forwarded to E.
Alvin Davis & Associates, Inc.,
9851 Forest Glen Drive, Cincinnati,
OH 45242,

Three years later, following con-
siderable demand for back issues,
he has packaged two years’ worth
of issues into one book: ‘‘Radio
Programming & Marketing
Strategies for the 1980s."

The compilation begins with the
‘81 debut installment and ends

Texas blues rocker Johnny
Winter is the subject of Eye &
Ear Teleproductions’ new music
marketing concept, video press re-
leases. The five-minute video
showcases the singer as he dis-
cusses his *'Guitar Slinger’* LP, the
blues, and his career. Live concert
footage is also interjected. Either
short segments or the entire piece
may be broadcast.

Multiple Brand Usage Recorded

doesn’t hold true for cigarettes —
90% said they smoked one brand re-
gularly. Interestingly, soft drinks earn-
ed the lowest level of single-brand loy-
alty and shared a similar lack of pur-
chaser brand concern as lipsticks and
shampoos. Other findings showed that
single-brand loyalty was practiced
more frequently by older people and
women.

Consumers don't have a regular
brand. They have regular brands. An
R.H. Bruskin Associates survey
found that four out of ten people use
two or more soft drink brands on an
ongoing basis. Another three of ten
are multiple brand purchasers of beer,
shampoo, and lipstick.

While the use of more than one
brand isn't unusual, the same trend

tention. We can do the complete
video — shooting and editingon 1"’
with a week turnaround time — for
$3500 to $5000 total cost.”

For more details, contact (312)
337-5050.

Breakfast Diner Ranks Rise

ARE YOU MISSING OUT ON THE PROFITS OF

PLASTIC CARD PROMOTIONS? j

PHONE THE PROFESSIONALS

2B SYSTEM CORPORATION
SISTM  BROADCAST PROMOTIONS DIVISION

313/588-7400

“He’s out to breakfast” just may
supplant the familiar secretarial refrain
“out to lunch.” According to recent
studies outlined by American Demo-
graphics, eating breakfast out is fast
becoming as popular, if not more so,
than eating lunch or dinner out. In fact,
as of August 1983, breakfast dining-
out ranks rose 11% over the previous
year versus total restaurant traffic,

which posted a 2% hike. And in 1982,
breakfast buyers gained 4.6%, as com-
pared to 1% for all meals.

The growing popularity of going out
to breakfast stems from several
sources: more working women, more
singles, smaller families, greater
takehome incomes, an older popula-
tion, and better-educated consumers.

It's a fact. Most stations waste their money advertising on television. Why? Because their commercials don’t work!

To be successful, your spot must attract attention, sell one-listener benefit, and be memorable.
“The Parade,” a crystal clear CHR or A/C positioning spot, is now available in selected markets.

Trailblazer Marketing ® Bob Wood, President ® {716) 876-0930

Call for your demo.

Stop Wasting Your Money!




Drive time is where you make the bulk of
your profits.

We know it; you know it.

So if you measure the contribution of the
rest of your radio day to that of drive time,
you'll come to this inevitable conclusion: you
ought fo be concentrating your resources
where they count most.

But that may leave you with the problem of
filling the rest of your broadcasting day with
quality programming. How do you do it?

More and more radio executives say the
answer is ABC Talkradio.

ABC Talkradio not only can fill most cf your
regular broadcasting day (up fo 12 hours),
we'll make your weekends totally listenable,
too. With @ hours of programming Saturday
and Sunday.

The ABC Talkradio lineup is packed with
personalities who are experienced profes-
sionals, informed, provocative, entertaining.
So audiences do more than just stay tuned,
they get involved, not only with the
programming but also with your sponsors.

Want some examples?

D LEAVE THE REST TO US.

Dr. Susan Forward and Michael Jackson
have grown their 18+ audiences more than
63% and 70%, respectively, for KNUS-Denver
in the latest rating period.

Owen Spann, Dr. Forward and Jackson
have scored increases ranging from 29% to
218% for WCBM-Baltimore.

Even in a mature Talkradio market like
Los Angeles, Michael Jackson and Dr. Toni
Grant are increasing audiences. For KABC,
Jackson increased his 25-54 women listener-
ship by 22% and Dr. Grant increased hers by
56% in one year.

Each program host on ABC Talkradio has
achieved national recognition. Each
generates publicity coverage from every
type of medium. So it's no wonder
audiences talk about the personalities
on Talkradio.

To learn more about why you should be
concentrating locally on drive time and
letting the stars of ABC Talkradio integrate
with your local staff, talk with Rick Devlin,
Vice President, Director of ABC Talkradio at
(212) 887-5638.
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GO-GO’S TALK “‘'TALK SHOW®' — KEARTH/Los Angeles afternoon man Pat
Evans talked with the Go-Go's recently about their new album “Talk Show” and
their latest single “Head Over Heels.” Pictured (back row I-r} are IRS’s Kyle
Hetherington, KEARTH’s Pat Evans and PD Bob Hamilton; (front row) group’s
Jane Wiedlin and Belinda Carlisle.
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HEY GOOD LOOKIN', WHATCHA GOT COOKIN' — WPST/Trenton cosponsor-
ed a “Lookin’ Good" fitness and fashion show with the Princeton Meadows Coun-
try Club. Air personality Eric Johnson (I} is caught her& trying to pull Station
Manager Tom Taylor (r} into the hot tub.

IT’S KOOL ““TONIGHT’' — Q107/Washington was glad to see Delite/PolyGram
recording artists Kool & the Gang when they dropped by to play their latest single
“Tonight.” Shown here enjoying the night (I-r} are Robert “Kool” Bell, Q107's
night rocker “Dancin’” Danny Wright, MD Mary Taten, Kool’s James “J.T." Taylor,
and PolyGram's Bob McKenzie.
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Esserman New WFOX GSM

Eddie Esserman has been named General Sales
Manager at WFOX/Gainesville-Atlanta. He comes to
the station following six years at WKLS/Atlanta, most
recently serving as that outlet's GSM. Esserman’s ap-
pointment becomes effective July 2.

KODA Names Harris
Sales Manager

Anita Harris moves to
KODA/Houston as Sales Manag-
er. Before joining the station, she
spent four years with Group W
Radio Sales in Chicago as a Na-
tional Sales Consultant. Her radio
career also includes five years with
WGCI-AM & FM/Chicago.

WDCG Promotes Gorby

Daniel Gorby is the new Local Sales Manager at
WDCG (G-105)/Durham-Raleigh-Chapel Hill. He
advances in-house from an Account Executive posi-
tion.

McCann To KCPX Sales Manager

Barry McCann has been named Sales Manager of
KCPX/Salt Lake City. He joined the station just two
months ago as an Account Executive. McCann is the
former VP/GM of KiIFM/San Diego.

Myers Manages
EPA Press

Michelle Myers is tapped as
Manager, E/P/A Press and Public
Information, CBS Records Nash-
ville. A former intern with the CBS
Nashville Publicity Department, she & &
spent the last two years working as
the CBS College Marketing Rep in
Nashville.

Michelle Myers

WB/Nashville Announces Staff Changes

Paige Rowden has been promoted to Director/
Production and Development with the A&R Department
at Warner Bros./Nashville. In other related activity,
Cindy Finch is upped to Director of Administration. Also
joining the label's Nashville staff are Keni Wehrman,
Assistant to VP/A&R; Sue Ann Sutton, Assistant to Ex-
ec. VP, Nashville Division Jim Ed Norman; and Ronna
Rubin, Publicity Coordinator.

Dean New Columbia A&R Manager
Joanna Spock Dean moves to Columbia Records
as Manager/A&R, West Coast. Dean brings with her ex-
perience at L.A. Personal Direction, where she was
an assistant to Mike Gormley and Miles Copeland.

Hartley Upped At Group W

Jane Hartley has been named VP/Corporate Com-
munications for Group W (Westinghouse Broadcasting
and Cable, Inc.). Previously, she served as VP/New Mar-
kets Development for Group W Cable. Hartley succeeds
Billie Brown, who resigned to establish her own public
relations agency.

Katz Appoints Robb

Katz Broadcasting Company welcomes Francine
Robb as Director of Corporate Communications. The
newly-created post's duties include developing and
maintaining press relations for the company, directing
public relations, and assisting in the coordination of spe-
cial company events.

Marcus Joins Bonneville

Steven Marcus has been appointed Personal Com-
munications Counsel for Bonneville International’s
California Division (KBIG/Los Angeles, KOIT-AM &
FM/San Francisco). Presently President of the
“Communicate For Success’ workshops, Marcus
previously worked as executive producer and co-host
of WOR/New York's ‘“‘Barry Farber Show'" for ten
years.

www.americanradiohistorv.com

Larsen Joins Fargo-Moorhead Radio

Chuck Larsen has been appointed President/GM of
Fargo-Moorhead Radio, Inc. Prior to this he was af-
filiated with KLIK & KTXY/Jefferson City, MO and has
also managed radio stations in Pennsylvania and North
Carolina. Fargo-Moorhead Radio recently assumed con-
trol of KQWB-AM & FM/Fargo-Moorhead.

Artist International
Taps Tepper

Allan Tepper comes to New §
York-based Artist International |
Records as VP/Operations. For-
merly serving as East Coast Crea-
tive Director for CBS Songs, he
also lists publishing/promotion/A&R
posts at De-Lite Records, United
Artists Music, EJM, Infinity
Records, and Pickwick interna-
tional. In his new position, Tepper
will oversee the label’s music pub-
lishing subsidiary, BBT Music.

Allan Tepper

Overture Films Bows

Overture Films, a newly-created division of EUE
Screen Gems, Ltd., specializes in the crea-
tion/production of video music clips, longform music
programming, and live in-concert specials. Based out
of New York City, the film subsidiary is under the direc-
tion of VP John Ruscin. Robin Parkinson and Lynne
Rouffa will handle East Coast (212-867-4030) sales
and production, while that same function will be
represented by Linda Carhart on the West Coast
(213-954-3000).

KGO Elevates MacLean

Robert MaclLean has been upped to
Manager/Retail Sales at KGO/San Francisco. An AE
with the station since 1983, he spent three years prior
to that in a similar position with crosstown KSFO.

Trakin Handles RIAA PR

Roy Trakin has accepted the Public Relations
Director helm for the Recording Industry Associa-
tion of America and its RIAA/Video Division. He was
formerly chief copywriter and publicist for Show-
time/The Movie Channel, Inc. Before that Trakin
worked two years as a writer in Warner Amex Satel-
lite Entertainment Company's public relations
department.

Johnson To RCA
VP Post

Joseph Johnson has been ap- &
pointed Division Vice President of §
Employee Relations, RCA Rec-
ords. With the label since 1966,
Johnson most recently spent three
years in a similar capacity for RCA
Communications, Inc. Prior to his
RCA affiliation, he was Staff Vice
President of Industrial Relations at
the David Sarnoft Research
Center.

Joseph Johnson

Uptown Diskwerks Debuts

Uptown Diskwerks is a new label owned by the
Belmonts; its first release is the Donna Garraffa
single ‘Steppin’ Out With My Baby.” The single is be-
ing shipped through the National Distribution Net-
work.

Sterling Allies With Allied

David Sterling has been appointed Director/Artists
Relations for Allied Artists Records. As Presi-
dent/owner of Sterling Productions Unlimited, he
had been working as a concert promoter and artist
manager.

Traffic Team Net Taps White

Bob White assumes the Public Relations and
Media/Promotions Director post at Baltimore-based
Traffic Team Network. He's the former Program
Director of WLOM/Annapolis, MD.



Katz Radio Group. The best.
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Arbitrends: How To
Use It

With the possible exception of the Second Coming, the arrival of
Arbitrends has been one of the most anticipated events in recent
years. What do Arbitron’s rolling three-month average reports look
like? What sort of breakouts are available? These are some of the key
questions being asked by interested (and sometimes concerned)

broadcasters and advertisers.

I'll address these points, then show
you ways that Arbitron’s answer to
Birch’s rolling averages can be of use.
('l compare the two rolling average
services in an upcoming column.) Bear
in mind that Arbitrends will be
available first in the 23 markets that
currently have winter sweeps. Other
markets will follow next year.

ARBITRENDS

Printout Examples

Keeping in mind that Arbitrends
deals with four demos (124, Teens,
M18+, W18+) and a limited dayparts
menu, there is still some meat that can
be helpful in terms of the overall track-
ing of your radio station’s health. Below
are examples, from an Arbitron
brochure and from computer runs I
generated at the recent NAB conven-
tion, of items you might be interested in
after you sign up for Arbitrends (if you
sign up for this new product) . . .

Trend Report

One of the nice features of any rolling
monthly service is the ability to track
your station’s ebbs and flows as time
goes on. Here is how Arbitron portrays
this type of report...

Arbitrends Delayed Indefinitely

Arbitron has sent a mailgram to clients in the 23 markets scheduled to
have Arbitrends by now, stating the service will be delayed indefinitely. Ac-
cording to VP Bill Livek, “Arbitrends may be delayed for a week or a month,
we really don’t know at this stage. We are optimistic.”

Four markets received flawed data, including missed call letter changes,
wrong cume estimates, and stations that were inadvertently left out of the re-
ports. These software bugs are now being worked on, according to Livek.

R&R/Friday, June 8, 1984
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TSL Comparisons

CHICAGD Metro
Desographic: Adults 18 - 49

Mon-fri bae-Mid

ARBITRENDS Percent of Change Report

Estimate Type: TSL in Hours & Minutes
Percent Change Comparison: To Most Recent Report

Market Population: 3,738,900

Winter Fall
1984 1983 Pcnt%
Station HH: MM HH: MM Chnge
WAAA-FM 6:15 7:15 —-13%
WBBB-FM 8:15 7:4%5 YA
WCCC-FM 6: 45 7:45 -—-13%

MET TOTAL 18:

How to Read:

15 18: 00 O%

The TSL in Hours & Minutes WAAA—FM decreased 131 fros Fall 1983 to Winter 1984,

the rolling data can look like...Note the
“How To Read” portion of the printout.
When punching the input, you have the
option of receiving this aspect of the ser-
vice — namely, a simple explanation of
how to interpret what the numbers are
saying.

Another way to look at trend reports
is to compile averages based on an ex-
tended number of months, to measure

s e e ]
As I sat down at the IBM terminal in Chicago Trends (top ten stations)
Arbitron’s NAB booth, I punched out | cucssn meteo
Delayed Debut the following “live” example of what Survey Period: AuB3+SeB3+40cB3+NoB3+Ded3+)aBA+FbBA+NaBA
When will the Arbitrends breakouts Chi Radio Stati Shtinelttedl villutizcelSiaze
: icago Radio Stations
be available over your IBM/XT? The ) N ARBLTRENDSIDeaciRepor t
latest Arbitron timetable called for the ko e i e AT Mon-Sun bas-Hid
. - s v ] c: fen S
first reports to be sent in mid-May: elec- | "™ ‘ ARBITRENDS Trend Report Fersons  Persons
tronically to those so i d; In No-De-Ja De-Ja-Fb Ja-Fb-Ma 12 FPlus 12 Flus
Y hO . equpped’ . Station Estimate 019;4 E1‘984 1984 Rk Station Share Cume Rtag
booklet form to advertisers not equip- | - - ew —— el T ek
WXRT~FM Share 3. . o
i g 1 WGN —-AM .G 20,1
ped with the micro-computers. Accor- AGH (00} 190 i 233 2 WGCI-FM 5.5 12.5
ding to Arbitron VP Bill Livek, data | weir-em  share 3.5 3.1 3.1 3 WLOO-FM S.4 1.2
. d f k h AGH  (00) 176 152 1SS 4 WEBM-AM 5.1 17.8
w = M— .
asftransmltte to, our mardets when a WMET_FM Share 2 <2 - S WBEM-FM 5.0 18.8
* ’ i ABH  (00) 159 157 167
soitware eI'l'OI'll was 1scovered. & WBMX—FM 4.9 12.5
i i i i WLUP-FM  Sh 3.6 3.9 4.2 WKOX—~FM 3.8 12.5
Debu_ggm_g.was sti gomg on at the.tlme O oo T 4 202 é A Bk 120
of this writing, but the first full delivery o o aver 2o0s 2970 5 PR =t =
of the Feburary-March-April data | sertose: 10 WCLR~FM 3.5 11.5
. The Audience Share of WIRT-FR increased fros No-De-Ja 1984 to De-Ja-Fb 1984,
Should be On-llne SOoonmn. increased fros De-Ja-Fb 1984 to Ja-Fb-Ma 1984,

' s | ROLLING AVERAGE REIfORTs}—_II {| ROLLING AVERAGE REPORTS |} —
ARBITRENDS The Rolling Average Report trend format allows The Rolling Average Report demo format provides | ARBITRENDS
ROLLING l you to see the effect of programming and a quick loolrat performance in the market since ROLLING
AVERAGE | promotion changes over time. You can examine the last Quarterly Report. By concentrating on the AVERAGE
TREND any three month segment over the last 13 months. broad categories available for analysis, you can DEMO
FORMAT [ Pick from the four basic demos, key dayparts, compare your station and others in the market for FORMAT

- —— plus the type of estimates for the profile you want. recent performance ratings. You decide which of
The trend format allows you to track increases and the four demos, six dayparts, or various estimates
decreases in audience loyalty. in the metro area will appear in the report.
Select Up To 4 Select Any Daypart User Select Daypart User Select Daypart
Demographics- S R, =
Rank Statons BY || b pom 12+ e st ! S Mo et ! Qo
E::nma:t:éw order || ARBITRENDS Trend Report e For T Ot RS e Yot oo -1 Setect Up To 4
Or Selected | IAFBMA FBMaAP A AP MY APMY-IU ARBITRENDS Domo Format ot p
Statons Staton Estimate 1984 1984 1984 1984 Propared For The Owners of WBSS - 1 mos
T wassam 1 User Selected
s t AQHRTG 12 18 13 15 ‘Pﬂ', o MEN \f + - - . WDME‘N 18+« -
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strength on an on-going basis. For ex-
ample, the printout below shows the top
ten stations, 124, during the period
August "83-March '84. If you think your
station may be slipping in recent mon-
ths, this report can show how your
overall consistency makes you wor-
thwhile. If your station doesn’t show up
on this list, though, you would then
have to hope that more recent trends
were showing you in an upward
swing...

Percent Of Change Reports

One of the more useful tools inherent
in Arbitrends has to do with the amount
of change a station has registered since
the previous book in its market. This
can be delved into in terms of audience
delivery or time spent listening, the op-
tion I chose to run (see above).

These three competitive stations offer
interesting insight into the fickleness of
audience behaviors. Both WAAA and
WCCC have seen their TSL slip as the
result of gains by new rival WBBB. By
the way, the 18-49 demo is possible
with this analysis because you're com-
paring quarterly results to each other,
not rolling averages.

Rolling Average Demo Report

If you want to analyze some rolling
monthly timeframes you can use the
following report to derive some broad
demo information (see left).

As you can see from my series of ex-
amples, there are a variety of items that
can be broken out to offer helpful
guidance. Arbitrends may or may not
be right for your station. But if you
decide to go ahead and pick up this pro-
duct, you now at least have an idea of
how it can help you win in the ’80s.

See you next week when I lay out
steps to help you analyze your spring
Arbitron results.



BMI rules the air.

Others may try to sell you pie in the sky,
but the down-to-earth truth is this: most of
the music played on radio is licensed
BN by BMI. That's the way it's been for
almost 20 years. And that’s what gives
us air superiority.

/I\_| Wherever there’s music, there’s BML



Page 12

Management

SEARCHING FOR THE MODEL SALES MANAGER

The Six Million Dollar

Manager, Part 1X

By Kevin B. Sweeney

Achieving a smooth-running, efficient sales depart-
ment is but one of the many challenges faced by the ‘80s
station manager. Reaching that goal, however, means
avoiding a familiar pitfall — operating internally in the
same manner as 30 years ago. Continuing Chapter
Eight’s examination of the model sales manager, the
following installment probes additional problem areas
and offers solutions.

But better than half of all major
station sales departments seem to
operate without any internal
system for monitoring what the
sales department is doing.

Many sales departments
operate internally in the same
way they operated 30 years ago. I
don’t think that will assure max-
imum ROI (return on invest-
ment) for the SMDM.

It’s all the more necessary that
there be smooth, systematic func-
tioning because the 1980s sales
manager should run an extended
department.

Traffic should report to him.
And he should have his own
creative unit, maybe just a
copywriter for specs, but someone
whose loyalties and working hours

are exclusively the sales depart-
ment’s.

Managing this department will
be increasingly complex in the
1980s because considerable ex-
panded personnel is only one of
the problems.

Some of the others: managing
the inventory (tactically), setting
the grids (almost hourly),
recruiting constantly, putting
together the incentives for sales-
people and advertisers, being
head ARB witch doctor, huddling
with the rep and with itinerant
agency media people, giving the
SMDM the kind of input that will
make better strategic decisions.

Diapering 12 Salespeople

But most of all, “diapering”’ his
eight to twelve local salespeople,

Broadcast Music Services

MUSIC PRODUCTION

COMPUTER MUSIC LOGS
CUSTOM MUSIC FORMATS
e CO-OP PERFORMANCE PROGRAMS

"Daily music logs set to yourstations
Jormat, or BMS will design a format

specificially for you™

“"Complete musiclibrary with uweekly
updates. available in any format,
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recorded on
guaranteed!”
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money.”

e ACCOUNTS RECEIVABLE
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“BMS has designed co-op perform-
ance programs that save time and
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“Many sales departments
operate internally in the
same way they operated
30 years ago.”

“The growth of groups will
help the sales manage-
ment shortage.”

being a sympathetic but tough
father to them,

Solution: The SMDM must in-
sist that there be minimal written
systems to assess the salespeople
and to insure coverage of the pro-
spects, account rotation, and all
those other objectives that usually
are never reached because there
is always a fire to put out.

On top of the principal measur-
ing stick of the sales manager —
the weekly billings report — there
has to be a report that mirrors all
the other activities.

Most of all the SMDM must
manage his sales manager either
by the MBO method or something
less formal, but just as clearcut.

The conclusion of this rambling
mini-essay on sales managers is
that though too many are inex-
perienced and ill-suited for the
1980s and many managements are
now dissatisfied with them, their
jobs are secure.

There aren’t that many good
sales managers that can be lured
away to another sales manager's
job. They want guarantees of top
management.

At the heart of the problem is
the appointment of scarcely
qualified people. (In the past year
I have seen three inadequate
salespeople leave stations
because they sensed the ax was
going to fall and within a few mon-
ths turned up as sales manage-
ment of important stations. Of
course, they failed within a few
months but so desperate was the
need, they were appointed to a job
they couldn’t conceivably hold.

Two Possible Solutions

What solutions are there for this
problem? These strike me as the
most likely :

(1) Over the past half dozen
years many stations have created
“Local Sales Manager”’ or “Retail
Sales Manager” jobs. Some have
“National Sales  Manager”
assignments in which the duties
are not those of ““gofer.”

When the Local Sales Manager
really plays a key role in manag-
ing, then you have the start of bet-
ter sales management. At this mo-
ment there is a need for the crea-
tion of such jobs in perhaps a hun-
dred stations that don’t have
them.

Unfortunately, these jobs are
created sometimes to provide a ti-
tle for a restless salesperson
rather than to provide the
desperately needed additional
management ‘strength. If the
Local/Retail Sales Manager is
given real management
assignments, there’s a chance to
look at him as he develops.

(2) The growth of groups will
help the sales management shor-
tage. Just as they now move
managers upward through the
markets, they will be able to move
sales managers. That’s tough on
the smaller markets in the group
that are looked to for a supply of at
least partially-experienced sales
management bodies.

It’s surprising to me how little
attention group management has

given to a sales management
development program that uses
their smaller stations’ ‘‘farm
clubs.” But that is partially
because the salesperson who is
making $50,000 in Los Angeles
and wants to manage doesn’t
want to go to Pittsburgh for the
same money and learn how to
manage.

But this will get sorted out in
time.

The sad aspect of all of this is
that there is nowhere to go to learn
sales management in this
business. I was interested in the
varying reactions of our clients to
the Dallas RAB sales manage-
ment meeting (in 1981) where they
should have learned something
about sales management.

There were some streetwise
heads in this industry who played
a role in steering the conference,
because they knew there was no
one on the RAB staff with any
first-rate radio sales management
experience or, in my view, with
any grasp of the problems of sta-
tion sales management.

“When the Local Sales
Manager really plays a
key role in managing, then
you have the start of bet-
ter sales management.”

About a dozen of our clients sent
managers or sales managers. The
more recently appointed, the least
experienced sales managers,
loved the conference but as one of
the owners said of one of his
managers who went: ‘‘He would
have loved it if they had recited
the alphabet. He so loves to travel.”

The more experienced the
manager and/or sales manager
the greater the disappointment in
the RAB conference because they
recognized that a large part of it
was an assembly of tired ideas
and gimmicks.

There was no substance to much
of it because the people who
develop ideas and strategies in
any business are reluctant to talk
about them publicly. It is too fre-
quently the never-wases or has-
beens who are up on the platform
retailing their experiences.

Perhaps the groups will be the
solutions to the development of
sales mangers — 14 station
managers or sales managers try-
ing out techniques and ideas on
one another. But anyone who has
ever been in management in a
large company knows the limita-
tions of this.

Part X will appear shortly.
“The Six Million Dollar Manager”’
and Kevin B. Sweeney’s other
works are available from the
Kevin B. Sweeney Companies, PO
Box 1673, Thousand Oaks, CA
91360.




KEEP A CHANGING MARKET FROM
CATCHING YOU BY SURPRISE.

If you know radio, you know it's important to keep up with
the way the market changes. Your audience is often on the
move, and new trends in listening habits and programming
preferences can change between rating periods. Those
trends are of prime impartance to you and sometimes getting
information from quarterly reports isn’'t fast enough. That's
why Arbitron Ratings developed ARBITRENDS,™ the com-
puterized ratings tool for the eighties.

ARBITRENDS delivers a radio market report from our
computer to yours. All you do is pick up the phone, turnon
your IBM® XT, and you're ready to catch up on the latest
audience trends. ARBITRENDS is a first in radio marketing.
It's a technological breakthrough that can give you a picture
of your market in a shorter time than ever before, so you can
make up-to-the-minute business decisions.

And ARBITRENDS does most of the work for you, helping
to turn the numbers into information you can actually use.
You get user-selectable report formats that let you pick the
specific demographics, dayparts, and estimates you need
to study. That's the power, precision and efficiency

Ratings at (212) 887-1300 and find out about the é Y
ARBITRON RATINGS “48

of ARBITRENDS.
So don't let the ratings catch you by surprise. Call Arbitron
major new trend in radio. It's ARBITRENDS,
the radio resource of the eighties.
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NETWORKS

PROGRAM SUPPLIERS

REED BUNZEL

THE SKY'’S THE LIMIT

A Guide To The
Satellite Networks

Got a question about your present network? Perhaps you're in-
terested in a particular program or feature offered on another web
(that’s industry jargon), but don’t know where to begin. Maybe you
don’t even belong to a network yet and are interested in joining, or are
thinking of switching affiliation to another service. Well, whatever your
intent, this week’s column is a simple, handy-dandy, clip-and-save guide
to most of the national radio satellite networks: who you can talk to and
where you can find them (both on earth and in the sky). Pin the page to
your wall, or just cut along the dotted lines and tape ’em to your Rolodex

e

RKOV RADIO NETWORKS

RKO Radio Networks
Peter Marcus

cards.
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ABC Radio Global Satellite Network
Bill Battison Cindy Tollin

1345 Avenue of the Americas

New York, NY 10019

(212) 887-5415

ABC Radio service —
Satellite: Satcom 1R T-23
Transmission: Digital
Affiliates: 1480 stations

ABC Talkradio service —
Satellite: Satcom 1RT-23

19456 Ventura Bivd.

Tarzana, CA 91356

(213) 344-5651

Service -
Satellite: Westar 4 T-2, Satcom 1R T-23
Transmission: Analog & Digital
Affiliates: 75 stations

Transmission: Digital
Affiliates: 67 stations

—

AP Radio Network
Glenn Serafin -
1825 K Street, NW
Washington, DC 20006
Service —
Satellite: Westar 3 T-1
Transmission: Analog
Affiliates: 1200 stations

Radio Network
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CBSRADIMO

CBS Radio

Neil Knox

51 West 52nd Street

New York, NY 10019

(212) 975-3005

CBS Radio service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 375 stations

CBS RadioRadio service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 135 stations

CNN Radio
Robert Pates
1050 Techwood Drive, NW
Atlanta, GA 30318
(404) 827-2157
Service —
Satellite: Satcom 3R T-14, Galaxy 1 7-7

Transmission: Analog & Digital
Affiliates: 153 stations

o

1440 Broadway

New York, NY 10018

(212) 575-6148

RKO One service —
Satellite; Satcom 1R T-19
Transmission: Digital
Affiliates: 200 stations

RKO Two service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 400 stations

RKO Radioshows service —
Satellite Satcom 1R T-19
Transmission: Digital
Affiliates: varies

Transtar

John Lodge

620 Scuth Pointe Court

Suite 185

Colorado Springs, CO 80906

(800) 654-3904

Transtar Country service —
Satellite: Telstar 301 T-5
Transmission: Analog
Affiliates: 67 stations

Transtar 41 service —
Satellite: Telstar 301 T-5
Transmission: Analog
Affiliates: 27

Transtar One service —
Satellite: Westar 3 T-2H
Transmission: Analog
Affiliates: 120 stations

£\
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Mutual Broadcasting System
Ben Avery
1755 South Jefferson Davis Hwy.
Arlington, VA 22202
(703) 685-2050
Service —
Sateliite: Westar 4 T-2

Transmission: Analog
Affiliates: 853 stations

NBC Radio Networks
Allan Stinson

30 Rockefeller Plaza
New York, NY 10020
{212) 664-5066

NBC Radio service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 320 stations

NBC Talknet service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 150 stations

The Source service —
Satellite: Satcom 1R T-19
Transmission: Digital
Affiliates: 130 stations

Satellite Music Network
Bob Bruton
12655 North Central Expressway
Suite 600
Dallas, TX 75243
(800) 527-4892
Service —
Satellite: Satcom 3R T-2
Transmission: Analog
Affiliates: 350 stations

United Press International
Thomas Beatty
1400 “I” Street, NW
Washington, DC 20005
(202) 898-8000
Service —
Satellite: Westar 3 T-1
Transmission: Audio/Digital

— —
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Satellite Radio Network

Satellite Radio Network
Michael Glinter
One South Executive Park
Suite 403
Charlotte, NC 28287
(800) 438-6311
Service —
Satellite: Satcom 3R T-2
Transmission: Analog
Affiliates: 168 stations
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Sheridan Broadcasting Network

Sheridan Broadcasting Network
Kevin Trower
1811 Blvd. Of The Allies
Pittsburgh, PA 15219
1412) 281-6751
Serviceg —
Satellite: Satcom 4 T-7
Transmission: Analog

Wall Street Journal/Dow Jones

Robert Rush

22 Cortlandt

New York, NY 10007

(212) 285-5381

Service —
Satellite: Westar 3 T-1
Transmission: Analog
Affiliates: 80 stations
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Westwood One
Brian Heimerl

WESTWO00D ONE
9540 Washington Blvd.

Culver City, CA 90230

(213) 204-5000

Service —
Satellite: Satcom 1R T-3 (on-air 7/1/84)
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