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This is the special Tenth Anniversary Issue of American Radio. I am proud to
make it available to you because your tremendous support of my American Radio series
made this book possible and practical. I thank you for that support.

I urge you to make any comments, suggestions, criticisms or corrections you have
concerning this book. 1In 1990 or 1991, I will be updating this edition and I want
to make that issue even better than this. There is always room for improvement and
those improvements are often inspired by your comments and suggestions., [ can be
reached at the following address:

James H. Duncan, Jr.
Duncan's American Radio, Inc.
P.0. Box 2966
Kalamazoo, MI 49003
(616) 342-1356

Please carefully read the definitions pages - particularly those at the begin-
ning of Section C. If you do not, I guarantee that you will misunderstand something,
or, at the least, you will not derive full benefit from the data offered. However,
if you still have questions, please feel free to call me at any time. I figure
that my call back to you is part of the price you pay for the book. Also, I always
enjoy talking radio with my subscribers.

ALL ARBITRON AUDIENCE ESTIMATES ARE COPYRIGHTED (1975-1986) BY THE ARBITRON RATINGS
COMPANY AND MAY NOT BE QUOTED OR REPRODUCED WITHOUT THE PRIOR PERMISSION OF ARBITRON.

Subscribers may quote the Tenth Anniversary Issue of American Radio for sales
and advertising purposes. However, you must be an Arbitron subscriber if any of
their data is involved. 1 also request that you notify me. 1 always give my
permission, but I like to make certain that my work is being properly quoted. The
phrase “American Radio: Tenth Anniversary Issue by James Duncan, Jr." must always
be used.

Copyright © 1986 by James H. Duncan, Jr.

This book is also covered by previous copyrights for American Radio.

This book may not be reproduced in whole or part, by mimeograph, or any other
means without permission.

PRINTED IN THE UNITED STATES OF AMERICA

Every effort has been made to make this book as accurate as is humanly possible.
However, we are responsible for errors only to the extent that subscribers will be
notified if such action is justified.
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THIS SPECIAL ISSUE IS DEDICATED TO:

Colleen

Christine Janet

Erica Rebecca

AND IN MEMORY OF:

John Bayliss Dave Scribner
Sheldon Summerlin Lee Michaels
Don Dalton Cecil Cloney
William Walker Dorman Duncan
Martin Fischbein Dick Shaheen

Abe Voron



CHARTER SUBSCRIBERS TO AMERICAN RADIO

While I was preparing for this special edition of American Radio, I decided to
review my subscriber 1list from my very first edition. I picked out those people
and companies that took a chance and purchased not only that first edition but have
never missed an edition in the past ten years.

A very special thank you to these charter subscribers:

John Booth 11 Fritz Frederick
WVIC Dick RaKovan

WMUS - Tim Achterhoff Kepper Tupper
WKFR - Dave Hicks Ron Cutler

Cox Broadcasting Chapman Assoc.
Gary Stevens Bill McCormick
Jim McKenna Clear Channel - John Barger
RAB Blackburn

Park Broadcasting Torbet

Holt Corporation Peter Moore

™ EZ Communications
Westinghouse Drake - Chenault
Crisler Katz Radio

NBC Paul Kagan
Nationwide Major Market Radio
Mairite Blair Radio
Midwest TV - Jack Everette Norm Fischer

WALT - Ed Holladay Jay Williams

RKO Radio NPR

J. N, Wells Co. Dick Ferguson
Taft - Carl Wagner John Tenaglia
Greater Media - Julian Brown NewSystems
KalaMusic - Stephen Trivers John Dille IIL
Dick Janssen Dick Foreman

Hugh Barr Dick, Geismar

Bil1 McClenaghan
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INTRODUCTION

I am so very proud and pleased to present the American Radio - Tenth Anniversary
Issue to you, my subscribers and my friends in the radio industry.

On one hand, it is hard for me to believe that I have been doing this for ten
years, It seems like such a short time ago that I was preparing the first edition
of American Radio. Back in 1976, I compiled the first issue with no subscribers
and no revenue at all. I was just praying that I would break even and that is
basically what happened. 1 sold a grand total of 203 copies.

On the other hand, it seems as if I have been doing American Radio for all my
life. It especially seems that way now that I issue six editions per year.

My goal for American Radio was to be the first publication to provide the radio
industry with a complete portrait of the radio medium as of a specific point in time.
My goal for this "Tenth Anniversary Issue" is to offer a moving picture of the radio
medium between 1976 and 1986. 1 want this book to serve as a history of radio for
those years.

As you might imagine, I have become a student of this industry. Unfortunately,
it is difficult to be a student of radio because the available data is sketchy and
incomplete. I have often wondered what was going on in radio back in the early
sixties or fifties or even earlier. What were the ratings? Who were the leading
stations? Which station programmed which format? Which stations were the leading
billers? The answers to these questions and many others simply are not available
today.

I hope that this book will fill that information void. I think it does.
Students of radio twenty years from now should be able to use this book to educate
themselves about radio during this ten year period. They will be able to learn
what was happening at the local level and at the national level.

I challenge them and you to open this book to any market and to study it care-
fully. Look at the various tables and ask yourself why those changes took place.
Do the changes reflect national trends? Do the changes compare with what has
happened in your market? Finally, what does this historical information tell you
about current events in radio and, more importantly, about future events?

I worried a bit that my subtitie, "A Prose and Statistical History" might be a
bit pretentious. However, I do now feel the title 1is appropriate. The statistics
are there for both the nation as a whole and the individual markets also.

Thanks to about fifty friends the "prose" part is accurate also, I am so
fortunate that these radio experts have contributed their knowledge and experiences
to this book. The articles are excellent. I must confess that it really feels
good to publish a book that is over 50% prose. Even I get a bit tired of just
publishing numbers.

It has been my priviledge to be a part of the radio industry for ten years. 1
love the industry, the people in it, and the product they produce. Thank you for
your support of my work.

J.H.D.
November, 1986



THE STORY OF AMERICAN RADIO

So far, I have broken some traditions in the special edition of American Radio.
Never before have I published a picture of myself - or any other picture for that
matter. Also, I have never published my own biography prior to the one you can
find in this issue.

Now that I have grown accustomed to breaking traditions, I might as well break
one more. On the pages that follow, you will find a brief history of my work and
my company. For those of you that care, I hope you enjoy it. For those of you who
do not care, it is too late to do anything about it--your check has already cleared
the bank.

THE PAST

After graduating from college in 1974, I accepted my first job with WQLR in
Kalamazoo. I was hired by owner Stephen Trivers to be a local sales person. To
say I learned the radio business the hard way is an understatement because my sales
list had a grand total of $12.00 per week of active business on it when I took it
over. One account which bought one spot per week.

It took me a while, but I managed to build the Tist up to a decent size. My
family and I nearly starved, but it was a good experience for me. I receijved a
good view of the radio business from the bottom. Also, I gained great respect for
the people with the most difficult job in the radio business: the street pounder,
the local salesman.

I view my year as a radio salesman in the same manner that I view my years in
the Army. I am glad I went through it, but I would never want to do it again.

I was fortunate to have Stephen Trivers as my first boss. Steve taught me a
great deal about radio - both at the local level and nationally. Steve was active
with the National Association of FM Broadcasters {NAFMB) and also, with Bill Wertz,
owned KalaMusic, a syndicator of beautiful music programming.,

As a syndicator, KalaMusic needed to subscribe to all of the Arbitron reports.
During the summer of 1975 as the Spring Arbitrons came in, I took them home each
night to study them, I did this for my own edification. I wanted to learn what
was going on in radio in other markets around the nation. I had Tlooked for a
source of this data but was told that none was available.

As I reviewed the Arbitrons, I wrote out in longhand a very simple ranking of
the top ten stations in each market. I used notebook paper and put the "completed"
pages into a spiral notebook. When the rating books were all released, I finished
my project and presented it to my boss, Steve Trivers.

Steve took the notebook to a NAFMB convention in Atlanta in September, 1975,
He put it on a coffee table in his hospitality suite and, to everyone's surprise,
about a half dozen people saw the notebook and asked if they could have copies of
it.

When Steve returned from Atlanta, he told me about this and I made copies and
mailed them out. The only person I can remember from this first group of customers
was Fritz Frederick of Mid America Media.



After sending out the copies and billing these customers about $30.00 for
postage and copying charges, it finally dawned on me that there just might be a
market for a publication such as this. 1 decided to give it a shot.

The first thing I needed was Arbitron's permission to use their data. Bill
McClenaghan was the head of Arbitron Radio in 1975, so I called him and told him
what I was proposing. Bill listened attentively and then politely told me "No
way."

Arbitron's refusal took place in October, 1975. There seemed to be no other
options available to me so I gave up on the idea and went on to other things. I
accepted a job as an account executive with Gilmore Advertising, an agency owned
by group radio owner Jim Gilmore, Jr.

In January, 1976, I received a phone call just prior to my departure from WQLR
radio, The call was from Bill McClenaghan at Arbitron. Bill said that he had
rethought my proposal and decided he would give me permission to go ahead with it.

I was stunned! I could not believe my ears. I could not figure out why Bill
had changed his mind. Then several days later, I heard the news that Bill had
resigned as the head of Arbitron radio,

Now Bill has never confirmed this (and I have never asked him about it) but I
believe Bill in his last few days at Arbitron decided that he would "give the kid a
chance." Whether this is true or not, I may never know; but I like to think it is.
No matter. I have been and always will be most grateful to McClenaghan. He made
my Tife's work possible.

In June of 1976, I began work on my first edition of American Radio. I had no
subscribers and no money, but I wanted to try at least one edition. My financing
in those days was really an early version of a Leveraged Buy Out. I hoped I could
pay for that first edition with revenue which came in after the book was published.
In effect, I was borrowing money from my printer.

In July, I sent out 500 mailers and sat back and hoped for the best. It was
agony waiting to see if anyone would respond. Finally a few orders dribbled in. A
few of them even had a check enclosed so I was able to boost my credibility with my
printer.

I have always had a special place in my heart for those first subscribers.
They took a chance on me and I have always been grateful. That is why elsewhere in
this special edition, you will find a list of my charter subscribers. I have always
thought of them as smart, aggressive broadcasters with great vision!

In all 1 managed to sell 203 copies of that first edition which was just about
enough to pay the printer and the postage. It was also enough to make me decide
to print a Fall edition.

My first edition was sold for $29.00 per copy. By today's standards, the book
seems rather simplistic. In this section you can see a sample page from my Spring
'76 edition and a page from my most recent edition (Spring '86). I think you can
see how many changes and additions I have made. I have tried to add at least one
more piece of data or one new feature in each new edition of American Radio., I
think that keeps the book fresh, lively, and a bit unpredictable.
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SAMPLE PAGE FROM FIRST EDITION
OF AMERICAN RADIO (SPRING 1976)

Radio Market # 34 APR 15.5
Revenue Rank # 42 Revenue: $5,596,885
Income Rank # 18 Income : $1,178,723
ROCHESTER
12+ METRO (Z/SHARE) 12+ TSA 18+ METRO 12+ TSA CUME
1., WHAM 234/19.4 1. WHAM 260 1. WHAM 226 1. WHAM 3599
2. WEZO-FM 220/18.2 2. WEZO-FM 243 2, WEZO-FM 215 2., WEZO-FM 2835
3. WBBF 84/ 7.0 3. WHFM-FM 88 3. WNYR 76 3. WBBF 2163
L, WHFM-FM 81/ 6.7 4. WNYR 86 L, WHFM-FM 63 L4, WAXC 1894
5. WNYR 79/ 6.5 WBBF 86 5. WPXY-FM 59 5. WHFM-FM 1380
6. WAXC 73/ 6.0 6. WAXC 73 6. WCMF-FM 57 6. WNYR 1147
7, WOMF-FM 62/ 5.1 7. WPXY-FM 66 7. WAXC 56 7. WKBW 1043
8. WPXY-FM 60/ 5.0 8. WCMF-FM 65 8. WROC L9 8, WPXY-FM 1036
9. WROC 52/ 4,3 9, WROC 52 9. WBBF LL 9, WROC 985
0. WDKX-FM 42/ 3.5 10. WKBW 48 10, WDKX-FM 31 10. WCMF-FM 761
12+ FM SHARE (METRO): 47.70% (530 of 1111)
12+ FM SHARE (TSA) : 47.27% (605 of 1280)
18+ FM SHARE (METRO): 49.48% (479 of 968)
18+ FM SHARE (TSA) : 48.09% (540 of 1123)
TEENS 18-34 18-49 35-64 AM DRIVE
1. WBBF 4LO 1, WHFM-FM 56 1. WEZO-FM 116 1. WHAM 145 1, WHAM 567
2. WHFM-FM 18 2., WCMF-FM 55 2. WHAM 108 2, WEZO-FM 136 2, WEZO-FM 207
3. WAXC 17 3. WAXC Ls 3, WHFM-FM 58 3. WNYR 52 3. WBBF 96
L, WDKX-FM 11 L. WEZ0-FM 44 L, WCMF-FM 57 L. WPXY-FM 32 L. WAXC 91
5. WHAM 8 5. WBBF L2 5, WAXC 51 5, WROC 21 5, WROC 81
FM STATIONS
WCMF-FM, 96.5, 20 KW @ 293, PROG ROCK ,$27.00
WDKX-FM, 103.9, 8 KW @ 536, BLACK ,$12.50
WEZO-FM, 101.3, 50 KW @ 365, BTFL MUS (Bonneville) ,$35.00, Malrite
WHFM-FM, 98.9, 50 KW @ 340, ROCK ,$13,00, Rust
WPXY-FM, 97.9, 50 KW @ 400, BTFL MUS (Schulke) 41 ,316.00, Rust Craft
o
123
AM_STATIONS { oot e
WAXC, 1460, CONTEMP ,$25.,00 wF©
WBBF, 950, CONTEMP ,840.00, LIN
WHAM, 1180, MOR ,$68.00, Rust
WNYR, 680, COUNTRY ,$30.00, Malrite
WROC, 1280, CONTEMP ,816.50, Rust Craft



ROCHESTER

Arbitron Rank/Pop {12+): 41/837,700 Stations: 16/14 1985 Revenue: $ 19,200,000
Diaries: 1261/664:1/51.7% HH Inc.: $ 32,969
MSA Rank/Pop: 46/998,500 Sample Target: 1130 Retail $: 6.0 Bil
ADT # 71 % Below Line: 1.8 Pop per Station: 59,836
Average Person Ratings: 15.7 % Not Listed: 11.8 #1 Biller: WVOR-F $ 4,700,000
Market TSL: 20.9 hours
FAL SPG FAL SPG Birch 12+ METRO CUME/ FAL  SPG
12+ METRO 1/4/SHARE 85 85 84 84 Share 12+ TSA  1/4/CUME METRO CUME RATING 85 85
1. WCMF-F 206/15.6 11.7 11.2 8.8 11.6 18.0 1. WCMF-F  236/2627 1. WWOR-F 2575/30.7 26.0 28.6
2. WYOR-F 186/14,1 11.4 13.6 13,5 13.5 9.8 2. WWOR-F  200/2850 2. WPXY-F 2310/27.6 27.4 27.8
3. WPXY-F 139/10.5 12.0 12.5 8,4 7.7 11.9 3. WPXY-F  149/2545 3. WCMF-F 2230/26.6 23.4 20.1
4. WEZO-F 117/ 8.9 11.4 11.1 12,5 12.9 7.3 4., WHAM 126/1935 4. WEZ0-F 1869/22.3 24.5 21.7
5, WHAM 104/ 7.9 9.1 6.4 9,2 9,1 5.3 5, WEZ0-F  125/2013 5. WHAM 1653/19.7 20.4 16.5
6. WYLF-F 102/ 7.7 4.9 6.4 5,2 6.7 5.1 6. WYLF-F  119/1083 6. WMJQ-F 1611/19.2 23.6 24.0
7. WZKC-F 79/ 6.0 5,3 2.5 2.3 2.4 4,0 - 7. WZKC-F  100/1188 7. WIKC-F  983/11.7 12.6 7.9
8. WMJQ-F  67/5.1 6.9 7.7 8,2 8.1 5.7 8. WMJQ-F 79/1761 8. WYLF-F  907/10.8 9.9 9.7
9. WOKX-F 56/ 4,2 5.6 2.9 2.3 2.5 11.6 9. WDKX-F 60/ 755 9. WDKX-F 731/ 8.7 8.6 8.3
10. WNYR 40/ 3.0 3.1 3.6 4.5 4.3 3.8 .10. WNYR 46/ 670 10, WNYR 589/ 7.0 7.2 9.3
11, WRBF 22/ 1.7 3.6 5.5 5.3 4.6 1.4 11. WBEN-F 43/ 501 11, WBBF 567/ 6.8 11.4 10.9
le. 12. WBBF 22/ 574 12. WPXY 305/ 3.6 3.2 3.9
12+ FM SHARE (METRO): 83.51% (972 of 1164) (SPG 85: 80.25%)
TEENS 18-34 18-49 25-49 25-54 35-64 12+ AMD 12+ MID 12+ PMD 12+ EVE SAT MID
1. WPZY-F 1. WCMF-F> 1. WCMF-F 1. WVOR-F 1. WVOR-F 1. WVOR-F 1, WVOR-F 1. WVOR-F 1. WCMF-F 1. WCMF-F> 1, WCMF-F
2, WCMF-F> 2, WVOR-F 2, WVOR-F> 2, WCMF-F> 2, WCMF-F> 2. WEZO-F 2. WCMF-F 2. WCMF-F 2., WOR-F 2. WPXY-F 2. WPXY-F
3. WDKX-F 3. WPXY-F 3, WPXY-F 3. WEZO-F 3. WEZO-F 3. WYLF-F 3, WPXY-F+ 3, WEZ0-F 3. WPXY-F+ 3, WVOR-F 3. WVOR-F
4, WMIQ-F 4. WMJQ-F 4. WEZD-F WPXY-F 4., WZKC-F 4, WHAM 4. WHAM 4, WYLF-F 4. WEZ0-F 4. WEZO-F 4. WEZ0-F
5. 5. WDKX-F 5. WZKC-F 5. WZKC-F 5. WPXY-F 5, WZKC-F 5. WEZO-F 5. WHAM 5. WZKC-F 5. WMJQ-F 5. WYLF-F
6. WMJQ-F 6. WPXY-F 6. WZKC-F
WOM 18-24 WCM 18-34 WOM 25-34 WOM 18-49 WOM 25-54 MEN 18-24 MEN 18-34 MEN 25-34 MEN 18-49 MEN 25-54
1. WCMF-F 1. WCMF-F 1. WCMF-F 1., WVOR-F . WVOR-F> 1. WCMF-F> 1., WCMF-F> 1. WCMF-F> 1, WCMF-F 1. WCMF-F
WPXY-F 2. WPXY-F 2. WVOR-F 2. WCMF-F 2. WEZO-F 2. WVOR-F 2. WVOR-F 2. WVOR-F> 2. WVOR-F> 2. WVOR-F>
3. WVOR-F WVOR-F 3, WPXY-F 3. WPXY-F 3. WCMF-F 3. WPXY-F 3. WPXY-F 3., WPXY-F 3. WPXY-F 3. WIKC-F
4. WDKX-F 4. WMJQ-F 4. WMJQ-F 4, WEZO-F 4. WPXY-F 4 WMJQ-F 4, WMJQ-F 4, WIKC-F 4. WZKC-F 4. WHAM
WMJQ-F 5., WDKX-F 5. WDKX-F 5. WMJQ-F &, WZKC~F 5. WIKC-F 5. 5. WEZO-F 5. WEZO-F
SPG 85
FORMATS AM i TOTAL * % OTHER RATED STATIONS/METRO SHARE & CUME RATING
TOP 40/CHR/CONTEMP 9 (1) 220 (3) 229 (4) 19.7 24.6 WGVA 1240 Geneva .5/1.1
AOR 206 (1) 206 (1) 17.7 12.8 WPXY 1280 Rochester .7/3.6
AC/OLDIES/SOFT ROCK 22 (1) 303 (2) 325 (3) 27.9 16.3 WWWG 1460 Rochester .8/2.8
MOR/VARIETY 110 (2) 110 (2) 9.5 7.7
CFMX-F 103.1 Cobourg, ON .5/1.3
COUNTRY 40 (1) 79 (1) 119 (2) 10.2 8.6 WBEN~F 102,5 Buffalo 1.1/1.7
BLACK/URBAN 56 (1) 56 (1) 4.8 3.3
BTFL MUSIC/EZ 12.6
NEWS/TALK 6.1
NOSTALGIA 102 (1) 102 (1) 8.8 6.2
RELIGION/GOSPEL 10 (1) 10 (1) 0.9 0.6
SPANISH
CLASSICAL
UNKNOWN/OTHERS 7 (1) 7 (1) 0.6 0
RADIO STATIONS 1164 (16)
WBBF, 950, 1 KW (DA-2) , OLDIES Us 2,NBC-T,$ 42.00* (Eastman) LIN Harold Deutsch
WHAM, 1180, 50 KW , MR CBS,$ 72.00* (Mc-Guild) Jack Murphy
WNYR, 990, 5 KW/2.5 KW (DA-2) , COUNTRY ABC-1,$ 35.00 (Katz) Grace Cindy Weiner
WPXY, 1280, 5 KW (DA-N) , CHR .3 NA (MMR) Pyramid Bill Cusack
WWWG, 1460, 5 KW (DA-N) , RELIGION ,$ 15.00 (--- Sue Bahner
WCMF-F, 96.5, 50 KW @ 457, AOR ,$ 80.00 (CBS) Stoner Peter Coughlin
WDKX-F, 103.9, 800 KW @ 540, BLACK NBN,$ 38.00* (Weiss)
WEZO-F, 101.3, 27 KW @ 637, SOFT AC ABC-E,$ 70.00* (Katz) Grace Cindy Weiner
WMJQ-F, 92.5, 50 KW @ 500, CHR ABC-C,$ 60.00% (Eastman LIN Harold Deutsch
WPXY-F, 97.9, 50 KW @ 456, CHR ,$ 81.00* (MMR) Pyramid Bi11 Cusack
WVOR-F, 100.5, 50 KW @ 490, AC ,$ 90.00* (Mc-Guild) Jack Murphy
WYLF-F, 95.1, 11 KW @ 993, NOSTALGIA ,$ 43.00* (Market 4) (BRISTOL CENTER) Larry Leibowitz
WIKC-F, 98.9, 50 KW @ 340, CLASSIC AOR ,$ 50.00 (Torbet) First Valley Jim Meltzer
MISCELLANEQUS COMMENTS ~ WZKC changes calls to WKLX and format from Country to Classic Hits (July)... WZKC sold by Saga to

First Valley for $3,700,000... WEZ0-F changes from BTFL to Soft AC...
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For the next five years, I continued to publish Spring and Fall editions of
American Radio while working during the day as Vice President and Media Director
of Giimore Advertising. Slowly but steadily, my circulation increased and in Tate
1981, I was able to resign my "day Jjob" and pursue my radio publications on a full
time basis.

During that five year period, I had worked on American Radio at night and on
weekends. I was not the only one to put in late hours. My former wife, Jan, typed
each edition, into the 1980's, at night and on weekends. During the days, she
taught in an elementary school. Without Jan's help, American Radio would never
have been published.

It was also during the early years that I had my only major battle with
Arbitron. In 1978, I was vacationing in Colorado when a lawyer from Control Data,
Arbitron's parent company, found me and called. He told me that some stations were
using my publications on the street and that they were not Arbitron subscribers.
He went on to say that Arbitron would no longer allow me to use their data. Once
again, I thought I was out of business.

Once word of this got out, many of my subscribers wrote and called Arbitron in
support of American Radio. By the end of 1978, Arbitron and I reached a compromise
and we have not had any major problems since. In the compromise, I agreed not to
publish any exact numbers for specific demos and dayparts. 1 would only publish
exact numbers for Monday-Sunday, 6 a.m.-midnight, 12+. For the demos and dayparts,
[ can rank the stations; but I cannot publish any numbers.

In January, 1982, I established a formal corporate structure and put out my
shingle as Duncan's American Radio, Inc. I set up my office in my basement and
started dreaming up new publications. The first was the "Winter Supplement" to
American Radio which was published in April, 1982. 1In December, 1982, I published
Radio in the United States: 1976-1982 which was a book quite similar to this
special edition. Radio in the United States was also designed to present a statis-
tical history of commercial radio.

1983 was a landmark year for my company. In that year, I published my first
edition of Duncan's Radio Market Guide. The need for market financial information
was an obvious one once the FCC stopped providing such data. The "Market Guide"
provided revenue data and the first issue received a warm response. That first
edition sold over 1000 copies and it has grown rapidly since then.

In 1984, I added a "Small Market Edition" to American Radjo. Prior to that, I
had briefly treated the Condensed Markets and stuck them in the back of the regular
Spring edition of American Radio. In the "Small Market" edition, I tripled my
coverage space for the Condensed Markets and added space for the Birch small markets.

In 1986, 1 began publishing a "“Summer Supplement” to American Radio. This was
in response to Arbitron's quarterly measurement of the 75 Jlargest markets,

THE PRESENT

As of this writing (November, 1986), I must say I am quite pleased at the
status of my company. I have sold nearly 50,000 books in the last ten years and in
1986 alone almost 10,000 books will be sold. I now publish six editions annually.




From what I am told the publications are well respected and my subscriber
surveys tell me that people feel they get more than their money's worth out of the
books. I know it is hard to believe, but the biggest complaint I get from sub-
scribers is that they feel my publications are too inexpensive. They say that they
worry that I won't make enough money and that I'11 try something more Tucrative.

[ have had a few competitors, but they have never presented any problems nor
have they harmed my sales so I have ignored them. I have never felt any complacency,
however. Each edition is a challenge and each is fun to do (well, the "“Summer
Supplement" might be an exception.)

I remain a one-man shop although the company is reaching the size where I have
got to begin either farming out more work or hiring some help. That is a problem I
have to come to grips with in the very short term. Computerizing my operation
might help with this; but I have, so far, been able to resist computers. I enjoy
processing the data by hand and I believe you learn more when you do it that way.

My biggest problem with my publications have always been typos and other
stupid Tittle mistakes. I do my best to eliminate both, but I will probably never
be able to make my books 100% “clean." The time constraints are simply too great.
However, I think the last few books have looked quite good and future editions will
look even better.

My books have never been very fancy. This special edition is probably as
elegant as I can make it. I just do not believe that my subscribers would want to
pay extra money for an ornate cover and an expensive binder. The books are func-
tional and utilitarian and that is just how I want them to be.

In the Tast two years, I have accepted board positions with two fine group
radio operators, Stoner and Emmis. A few of my subscribers raised their eyebrows a
bit over this. I must also confess to some hesitation on my part. Before I accepted
the positions, I had to make certain that I would not and could not allow any bias
or undue influence to creep into my publications. I thought long and hard about
this and decided to accept the positions. I think it was a good decision. I enjoy
my relationship with both Stoner and Emmis and I feel I have also maintained the
independence and integrity of my books.

It was important for me to get out from behind my desk and gain experience in
the "real world." I think this experience and knowledge I am gaining will be
reflected in future editions of my books.

THE FUTURE

[ think you will see some new publications from my company in the next few
years. I would love to do a college textbook for radio students. I would also
like to do an American Radio for the year 1970 and 1960. I think those would be
very valuable historical documents. If I can find the data, I am sure I will do
it. '

In 1987, T will be publishing an important study concerning the relationship
between audience shares, revenue shares, and formats. I have many other ideas for
new studies and publications.



I probably will not do American Radio forever. Instead, I will either sell it
off or hire others to do it for me. This might happen next year or in the next
decade. I have received quite a few inquiries as to whether or not I would be
interested in selling. If I do sell American Radio, it would only occur if I could
oversee the editing and publishing of the book. I could never let go of it
completely.

I would definitely like to become more active in the industry trade associa~
tions, especially the NAB and RAB. However, those associations make it rather
difficult for an associate member to be very active.

Whatever I end up doing, I must say that this has been a wonderful ten years
for me. I am a lucky man because I am doing something I love to do. I love the
radio industry and I am most fortunate to be a part of such a great business.
Your support and friendship has meant so very much. Thank you.



AMERICAN RADIO 1976 - 1986: A REVIEW

It is somewhat of a challenge to compress the important events of a decade
into a six or seven page essay. However, I would like to share with you some of my
thoughts about what has happened to radio since I began publishing American Radio
in 1976. Most of the events I discuss are covered in greater detail in Section B
by my guest authors.

Being an unrepressed and unrepentant list maker and ranker, 1 offer you what I
believe are the 13 most important events or trends in commercial radio in the last
ten years. They are in an inverse order of importance.

13, REP_CONGLOMERATES

In 1976, there were over 25 major national reps and they were owned by 22

different companies. In 1986, there are only 14 major reps and they are owned by
just 6 companies.

The rep conglomerates have been a good thing for the surviving reps, but have
they been a good thing for radio? I do not think so. There is less competition
between reps. There are fewer people knocking on agency doors selling radio. The
reps spend too much time selling their unwired networks at cheap prices (of course,
you station managers allow them to do this.)

As I write this in late 1986, we are suffering through a year in which we will
be lucky to see a two or three percent increase in national sales. There are many
factors contributing to this, but [ feel that the rep conglomerate is one of those
factors,

Will the situation change? 1[I doubt it because the economics are not there for
an independent rep to start up a new company.

12. NAB/NRBA ASSOCIATION/CONFEDERATION/UNIFICATION (choose one)

The National Radio Broadcasters Association has been a good thing for radio.
It was feisty, spunky, and aggressive. While the NRBA did tilt at a few windmills,
it accomplished a great deal for its members and for radio as a whole.

The NRBA's most important accomplishment was to wake up the NAB. The NAB was
"television-heavy" and had undeserved its radio constituency. By the mid 1980's,
the NAB was awake and the need for two separate major trade associations had
diminished.

I believe that the NAB/NRBA association/confederation/unification is a positive
event for radio. We now have cooperation rather than competition. The duplication
of efforts has been eliminated. Radio can now expect a stronger and a more united
voice in Washington. Also, we should now enjoy better overall service to member
stations.



The next step is for the RAB, SRA, and others to join the confederation, I
hope that happens soon.

11. INCREASED USE OF SYNDICATORS AND CONSULTANTS

Programming consultants
Programming syndicators
Research consultants
Personnel consultants
Sales consultants
Promotion consultants
Financial consultants
. « . and so on

I wonder how many stations out there can honestly say they have not used any
kind of consultant in the last five years. Not many I'l11 wager particularly in the
top 100 markets. Radio consulting has definitely been a growth industry. There
must be at least 400 of them out there. Have they accomplished anything besides
keeping the radio trade publications in business? (Those that have to accept
advertising that is.)

My response is yes. Ten years ago it was somewhat embarrassing for a station
to contract a consultant. Most managers and owners did not want to admit to it.
By 1986, the radio business had become so complex and so competitive that the
stations needed all the help they could get and they admitted to that fact.

It seems that everyone wants to be your friend and consultant. 1In his article
in Section B, Bill Burton advocates that the radio rep become a "Total Rep" and
offer client stations a package of services and consultations (see B-118). Some of
the program syndicators will offer a similar service,

The selection of the proper consultants is the difficult chore. 1t is akin to

hunting porcupines. First you throw a washtub over the porcupine. That gives you
time to think about what to do next.

10. CHANGE IN THE OWNERSHIP GUARD

We are in the midst of a revolution in the major group radio operators, There
is definitely a chanying of the guard as Jeff Smulyan points out in his article in
Section B. 'Many of the older groups are taking profits and getting out of radio.
Some of their departures were hurried a bit by the tremendous increase in station
prices and by tax law changes, but out they went. Metromedia, LIN, Affiliated,
Group One, Doubleday, Josephson, Oppenheimer, Mid America, and Great Trails were
just some of the companies to exit the radio industry in 1986, A number of other
major groups will dissolve in the future because of takeovers, mergers, and other
special situations. Other companies have exited radio because they discovered (to
their shock, horror, and chagrin) that radio is a very management-intensive business.

Let us Took at the top twenty groups in the years 1977 and 1986 and see what
changes have occurred. This ranking is based on 12+ weekly cume:
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LEADING GROUPS - 1977 LEADING GROUPS - 1986

1. ABC 1. Capital Cities/ABC (merger, may
have to sell some stations)

2. CBS 2. CBS (takeover problems)

3. RKO 3. Westinghouse (may merge with NBC)

4, Westinghouse 4, RKO (will sell off all stations)

5, Capital Cities 5. Gannett

6. Metromedia 6. NBC (GE takeover, may merge with

Westinghouse)
7. NBC 7. Metropolitan (New company)
8. Bonneville 8. Malrite (relatively young company)
9. Cox 9, Emmis (New company)
10. Storer (sold off radio properties) 10. Infinity (new group owner)
11. LIN (got out of radio) 11, Bonneville
12, SJR (got out of radio) 12, Cox
13. Southern (got out of radio) 13, Taft
14. Sonderling (sold most of its properties) 14. Viacom
15, Bartell (got out of radio) 15, Greater Media
16. Plough (got out of radio) 16, EZ
17. Taft 17. Park
18, GE (out of radio until 1986) 18, Nationwide
19, Greater Media 19, Tribune
20. Golden West (sold many stations) 20. Susquehanna

Almost one half of 1977's top twenty groups have either left radio or greatly
reduced their radio holdings by 1986. The ten leading groups in 1986 are either
relatively young companies or older companies in various stages of transition. It
is reasonable to expect that by 1988 only two or perhaps three of the 1977 top ten
will have survived to finish in 1988's top ten. That represents quite a turnover.

What is very satisfying to me is that for every “old group" leaving the radio
industry, there are plenty of young groups anxious to get in. Groups such as Emmis,
Infinity, Metropolitan, Saga, Heritage, dJacor, legacy, New Cities, Sconnix, and
even George Duncan (no he's not my Father), and many others.

I believe we are seeing a regeneration. The powers that be are in decline and

the "war babjes" (those 45 and younger) are ascending. This new blood will gradually
take over leadership positions in the industry.

9. NETWORK EXPANSIGON

Are you wondering what happened to your national business during 19867 Is it
flat or even down? There are many factors causing this situation (see #13). One
important factor 1is the huge growth 1in network radio over the last decade.

In 1976, there were only seven networks of consequence which includes ABC's
four different services, By 1986, there were at least twenty; I have lost track.
These networks have offered stations a wide variety of excellent programming choices.
They have also allowed stations the option of a wall-to-wall programming service
(i.e. Transtar and Satellite Music Network). This is the up side for stations.

A-11



The downside is that a tremendous amount of national network inventory has
been made available to advertisers. And this inventory is cheap - much cheaper
than spot. There is no doubt that network is helping to erode spot radio. In Bob
Bruton's article on page B-164, he goes so far as to say "national spot radio will
virtually cease to exist." I am worried that he just might be right.

8. RADIO IS STILL ACCESSIBLE TO THE ENTREPRENEUR/SMALL BUSINESSMAN

Radio remains the only major advertising/communications medium in which the so-
called "1ittle guy" can still play.

Despite significant price increases (which see) there are still stations which
can be purchased for about the same price as an expensive house - say $200,000 or
so. They are not as easy to find, but they are there.

Horatio Alger stories and empire building stories are abundant. Many examples
can be found in this book. Several come to my mind. Bernie Mann purchased his
Raleigh stations in the late 1970's for around $4 million and recently sold them to
Metroplex for $18 million. Sconnix Broadcasting was formed in the late 1970's when
three friends from Dartmouth got together. Now they own stations in Boston, Miami,
and Kansas City.

In 1971, Jeff Smulyan of Emmis Broadcasting did not have the proverbial two
nickels. 1In a little over four years, Emmis has purchased stations in Indianapolis,
Minneapolis, St. Louis, Los Angeles, Washington, and New York. The company is
valued in the hundreds of millions and ranks number 15 on the Inc, 500.

There are many other similar stories proving it still can be done, even today!

New blood is always coming into our industry keeping radio fresh and alive. This
is one of the reasons the radio industry is so fascinating.

7. THE SAME OLD BITCHES PREVAIL: RATE CUTTING AND

THE LACK OF PROFESSIONAL SALESMANSHIP

Some time when you have nothing else to do, go back to your library, closet,
or wherever you pile up old issues of the radio trade press. Pick an issue from
the mid or late 1970's. I will bet you lunch that somewhere in that issue you will
find someone pointing out or complaining about radio's rate cutting and/or the
glaring Tack of professional salesmanship in radio.

Now pick up a recent issue and I'll bet you read the same thing. It's an
instant replay year after year. Unfortunately, we will be hearing and reading
about poor selling practices and rate cutting for the rest of our careers. 1 am
afraid it is one element of the radio industry that will never change.

I try not to be a pessimist. I keep in mind Oscar Wilde's statement that a

pessimist is one who, when he has the choice of two evils, chooses both. However,
this is one area where there is Tittle to be optimistic about.
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There are many reasons causing the problem.

- Poor sales training (or none)

- Huge amounts of inventory, poor inventory management
- Tremendous amounts of competition

- Poor pricing policies

- Turnover of sales people

- Lack of respect for radio

- Lack of pride

I suspect that almost everyone in the radio industry - even those complaining
about these problems - has at one time or the other been guilty of cutting rates.
Renoir said, "In this world there is one awful reality, and that is that everyone
has his reasons." Everyone guilty of rate cutting and “"radio competitor bashing"
has his or her reasons I guess.

What scares me the most is that I do not see how much can be done about it,
Like everything else in our economic system, radio rates find their own level at a
point of equilibrium. This point of equilibrium is caused by a number of economic
influences and pressures. Rate cutting and poor salesmanship are one of those
pressures. Unfortunately, they may be as ingrained and as permanent to our business
as supply and demand,

I am not advocating a surrender. Instead, I suggest a new realism. [ would
like to see more action and less talk - if that is possible,

One final word to those station managers and owners who have called me and
tried to get me to cut the rates on my books (yes, it has happened quite a few
times): I am sorry I slammed the phone down before I could tell you to ---- off!

I managed to survive telling both potential clients and established clients
that I do not cut my rates. Maybe you would too.

6. ARBITRON'S CONTINUING DOMINANCE OF RADIQ RATINGS

Arbitron, the company radio people all love to hate, still rules its field.
It put away Pulse as a competitor in the late 70's. Arbitron then enjoyed a 100%
monopoly of the radio ratings until Birch came along in the early 1980°s.

Birch has made some inroads and, with additional capital available, should

become a stronger competitor. However, Arbitron still controls at least 80% of the
radio ratings business and I feel it will remain the leader at least into the 1990's,

5. RADIO IS A SURVIVER

(Radio is) "a raft which will never sink, but on which one's
feet will always be uncomfortably wet."

- - - My apologies to
Ralph Waldo Emerson
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No matter what is thrown at it, radio endures, radio adapts, and radio survives.
When television came along, many thought that radio had had jt. Not so because
radio adapted and thrived. When I first came into the business in 1975, many were
claiming that CB radio would harm commercial radio. What a Jjoke that was.

In the last decade, radio has met the challenge of "New Tech" - cable, M-TV,
satellite audio, and all the rest.

There are some who constantly predict radio's demise. 1 do not. The medium
is alive and well and it will continue that way for decades.

Perhaps the yreatest challenge to radio is radio., In #7 we discussed this.
Add to those internal problems the growing number of radio stations. There are over
8,600 commercial stations now. It is likely that 1,500 to 2,000 additional stations
will be licensed by 1993, The 80-90 policy and the 1likely expansion of the AM band
will make radio, already the most competitive advertising medium, even more
competitive.

One possible result of this is that more and more AM stations will go off the
air and their licenses will be turned back to the FCC. Late in 1986, a respected
group owner, Jefferson Pilot, let WBIG in Greensboro go silent. Others will follow
as the competition increases and as AM becomes even less viable.

4. THERE HAS NOT BEEN A MAJOR NEW FORMAT

DEVELOPED IN THE LAST DECADE

In the late 1950's and early 1960's, Top 40 (today's CHR) was developed. In
the 1960's, beautiful music was born. In the late 1960's and early 1970's AOR
began to yrow. In the 1970's, news and news/talk began to develop.

These formats have survived into the 1980's and in 1986, they accounted for
over 45% of all radio listening.

So far, the 1980's (actually, you can take it back to the mid 70's) has not
seen a major new format.

There has been no formatic revolution, Instead, we have witnessed some
evolutionary changes:

- Adult contemporary branched off from CHR
- Urban has been a subset of Black
- Classic rock is a variation of AOR

Nostalgia is probably the purest new format, but it accounts for less than 4%
of all listening,

The result of all this is a certain "sameness" in sound. I feel that some

envy and boredom may be developing in our listening audience. I have seen formal
research which has backed this up.
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There has to be some revolutionary format out there someplace. Some programmers
expect it will be a combination of Jazz, 1ight urban, New Music, and classic AOR.
I will let my personal tastes overwhelm me for a moment and say I hope they are
right.

3. FCC DEREGULATION

Erwin Krasnow's article on Page B-210 discusses this area in detail, but let
me add a few thoughts.

The FCC has made life easier for radio broadcasters. There are fewer regula-
tions, fewer forms to fill out, less interference in programming, and less restric-
tive ownership limitations. Compared to 1976, the 1986 radio industry is already
largely deregulated. All in all, there is a much more stable environment for radio
broadcasters.

The future Tooks pretty good. Even if 1988 sees a Democrat elected as presi-
dent, the FCC will probably continue its policy of gradual deregulation into the
1990's, The reasons supporting this view are the makeup of the commission, the
mood of the country as a whole, and it is very difficult to rereyulate.

2. INCREASED STATION TRADING AND STATION PRICES

The incredible increase in the number of radio stations sold and the prices
paid for these stations is well documented elsewhere in this book. It has been
nothing short of amazing.

The reason for the price explosion is really quite simple. It follows the
classic inflation scenario right out of Economics 101, There has been tons of new
money chasing a relatively fixed amount of stations. Too many dollars chasing too
few goods and the result in increasing prices or inflation,

The reasons causing all this money to come into radio is a bit more complex.
First of all the FCC's deregulation efforts have created a more stable environment
for radio broadcasters. Secondly, the elimination of the three-year holding rule
and increasing 7-7-7 to 12-12-12 have made the radio business more attractive and
flexible both to short term investors and to long term operators,

Thirdly, there seems to be a constant and steady flow of new people wanting to
get into the radio business. This flow more than makes up for people who want to
take profits and get out. Finally, there seems to be almost unlimited sources of
financing.

The last point is very important. The new sources of money include:

- Conventional banking. In 1978, I had a total of 14 banks as
subscribers. In 1986, I had over 100. Banks from every part of the
country and of all sizes have been climbing over each other trying to
lend to radio investors.

- Wall Street has discovered radio. Investment bankers have made
the biggest radio deals possible.

- Other sources ranging from equity financing to blind pools.

A-15



A1l of this has opened the door to a new type of radio investor: the commodity
trader. This breed is generally not interested in operating stations. Instead, he
holds the stations for a very short term and then sells as soon as a hefty profit
can be realized. 1 personally prefer those groups which are operators and in radio
for the long term. I think they lend stability to the industry. However, there is
nothing illegal about the traders and some of them are very smart and have made an
awful lot of money.

Some of the older groups have taken advantage of all these factors and have
sold out (see #10). However, for every "old" company getting out, there are other
"new" companies hungry to get in. This "getting in" process has been facilitated
by the new sources of money - made available by investment bankers such as Morgan
Stanley, First Boston, Goldman Sachs, and others. These bankers have made it
easier for ygroup managers to become group owners. 1 am referring to people such as
Carl Brazzell, Gary Edens, Ed Christian, Dick Ferguson, and others.

The questions everyone 1is asking is whether prices can continue to grow at
this pace. 1 am usually wrong on these matters, but I think it is fair to say that
prices can not keep growing at the rate they did in 1985 and 1986. At the beginning
of 1985, FM radio stations were obviously greatly under valued. At the end of
1986, I feel that stations are close to fair value. 1 would not want prices to
increase at 20% per year in 1987 and 1988. The market would be getting way ahead
of itself and there would surely be a "bust" somewhere down the line.

I[f inflation remains low, I would prefer that prices grow as the radio industry
grows. A good range would be six to ten percent per year. At this growth rate,
the marketplace would be stable and orderly. Past financing deals would probably
work out and new financing deals would be based on new realities. Those new
realities include slower economic growth, low inflation, and, hopefully, stable
interest rates.

Finally, we must ask if there is any great likelihood of a depression in
station prices. My first thought is that AM prices have been in a depression for
years. However, I do not believe that overall radio station prices have fallen
since the Great Depression. 1 do not believe that station prices will rapidly fall
unless one or more of the following occur:

A. The national economy enters a serious and deep recession.

B. A sharp and Tengthy increase in interest rates.
C. Several major defaults of recent deals.

1. FM'S INCREASE IN AUDIENCE, SHARE, AND REVENUE

AM'S CORRESPONDING LOSS IN BOTH

Did you ever have any doubt that this would be the most important event in the
last ten years. 1 didn't. A1l of the other events and trends paled in significance
when compared.

In 1976, FM had a 39% audience share and an estimated 20% share of total radio

revenue. In 1986, the FM audience share is 69% and estimated revenue share of 71%.
For the first time, the revenue share is more than the audience share.
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FM's growth rate is slowing, but it is still growing. By 1990, FM's audience
share should be around 75%.

AM will continue to suffer and no matter what is done, AM's situation will not
improve. AM Stereo has been a disaster. Simulcasting which helped spur FM's growth
in the early 1970's will now only hurt AM listening. Finally, the FCC still gets a
kick out of making new radio stations, If the AM band is expanded from 1,600 to
1,800, it will not increase the amount of AM listening--only the amount of silent
AM stations.,

Those AM stations which have the best chance to survive are (1) those that
have established a full service identity and manage to keep it; (2) all news and
talk stations; "minority" formats which FM 1is reluctant to program because of
limited revenue potential. These formats include gospel, religion, Black, Spanish,
and nostalgia.
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WABC
WOR
WLS
WGN
WCBS
WJR
WRFM-F
WBLS-F
KDKA
WMAQ

WABC
WOR
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WGN
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WCBS
WINS
WLS
WRFM-F
KABC
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Spring 76
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Fall 77
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Fall 78
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Fall 8U

SPRING 76

New York
New York
Chicago
Chicago
New York
Detroit
New York
New York
Pittsburgh
Chicago

SPRING 78

New York
New York
New York
Chicago
Detroit

New York
New York
Chicago
New York
Los Angeles

SPRING 80

New York
New York
New York
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Chicago
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New York
Chicago

Los Angeles
New York
New York
New York
New York
Detroit

New York
New York
New York
Chicago
New York

WABC
WABC
WABC
WABC
WABC

- WKTU-F

WKTY-F
WOR

WBLS-F
WKTU-F

2523
2053
1856
1643
1318
1284
1256
1185
1157
1092

NP WM -
* e @ o

—
o
.

NA
NA
NA
NA
NA
NA
NA
NA
NA
NA

Cwc~NOTO P wWwN =
-

—

2033
1676
1510
1430
144y
1321
1281
1219
1178
1176

QWXL WN

—

1729
1674
1622
1434
1357
1296
1277
1253
1205
1177

O~ WM

—

1996
1704
1411
1367
1275
1253
1244
1241
1112
1104

4 ® o ® s a & 8

CSCWOWO~NOU WM -

—

SPRING 86

1915 6.
1730 7.
1669 8.
1609 9.
1364 10.

LEADING STATIONS OF THE DECADE:

12+ 1/4 HOUR AVERAGE*

New York
New York
New York
New York
New York
New York
New York
New York
New York
New York

2523
2095
2205
2259
NA
2802
1928
1813
2033
2028

FALL 76

WABC
WOR
WGN
WCBS
WLS
WINS
WBLS-F
WJR
WRFM-F
WCeo

New
New

York
York

Chicago

New

York

Chicago

New
New

York
York

Detroit

New

York

Minneapolis

FALL 78

WKTU-F
WABC
WOR
WCBS
WINS
WGN
WRFM-F
WMAQ
WJR
WLS

WKTU-F
WBLS~F
WOR
WNBC
WCBS
WGN
WINS
WRFM-F
WMAQ
WLS

WOR
WBLS-F
WGN
WCBS
WINS
WYNY-F
WNBC
WRKS-F
WPLJ-F
WRFM-F

WHTZ-F
WOR
KIIS-F
WRKS-F
WGN
WINS
WPLJ-F
WCBS
WNEW-F
WBLS-F

WINS
WPAT-F
WLTH-F
KABC

WBLS-F

New
New
New
New
New

York
York
York
York
York

Chicago

New

York

Chicago
Detroit
Chicago

FALL 80

New
New
New
New
New

York
York
York
York
York

Chicago

New
New

York
York

Chicago
Chicago

FALL 82

New
New

York
York

Chicago

New
New
New
New
New
New
New

York
York
York
York
York
York
York

FALL 84

New
New
Los
New

York
York
Angeles
York

Chicago

New
New
New
New
New

New
New
New
Los
New

York
York
York
York
York

York
York
York
Angeies
York

* Based on 12+, 1/4 HR AVG, TSA, Mon-Sun, 6A-MID

2095
1869
1488
1479
1367
1294
1229
1125
1125
1123

2802
2002
1742
1535
1273
1228
1203
1164
1117
1091

2028
1717
1695
1396
1333
1236
1218
1045
1039

986

1453
1428
1380
1324
1320
1289
1251
1178
1143
1119

1707
1583
1537
1535
1436
1395
1243
1221
1164
1076

1279
1225
1204
1200
1188

.

CWOUO~NO VTP WN -
v e »

—

Cwoo~NOTLIbh WM

—_

— [
CwWO~NNOLLEWN - OWOSNIONHWN —
« & a » & 8 s 0 s @

COWm~NOTUDWN -
.

—
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WABC
WOR
WLS
WGN
WCBS
WBLS-F
WJR
WINS
KDKA
WCCO

WKTU-F
WOR
WABC
WBLS-F
WGN
WCBS
WLS
KABC
WRFM-F
WCCO

WBLS~F
WOR
WKTU-F
WNBC
WCBS
WABC
KABC
WRFM~F
WGN
WPLJ~F

WOR
WBLS~F
WGN
WKTU~F
WRFM-F
WCBS
WINS
KABC
WYNY~F
WRKS-F

WHTZ-F
WRKS-F
KIIS-F
WOR
WPLJ-F
WGN
WNEW-F
WINS
WCBS
WPAT-F

Spring 81
Fall 81
Spring 82
Fall 82
Spring 83
Fall 83
Spring 84
Fall 84
Spring 85
Fall 85
Spring 86

SPRING 77

New York
New York
Chicago
Chicago
New York
New York
Detroit

New York
Pittsburgh
Minneapolis

SPRING 79

New York
New York
New York
New York
Chicago
New York
Chicago
Los Angeles
New York
Minneapolis

SPRING 81

New York
New York
New York
New York
New York
New York
Los Angeles
New York
Chicago
New York

SPRING 83

New York
New York
Chicago
New York
New York
New York
New York
Los Angeles
New York
New York

SPRING 85

New York
New York
Los Angeles
New York
New York
Chicago
New York
New York
New York
New York

WBLS-F
WOR
WOR
WOR
WOR
WHTZ-F
WHTZ~F
WHTZ-F
WHTZ-F
WPLJ-F
WHTZ-F

2205
1816
1577
1485
1442
1389
1250
1187
1096
1094

1928
1906
1629
1611
1508
1442
1370
1225
1197
1191

1871
1655
1616
1537
1356
1313
1305
1279
1254
1170

1463
1427
1339
1318
1316
1293
1282
1234
1233
1227

1755
1626
1625
1522
1512
1501
1278
1235
1111
1075

QWX NI WN -
IR

—

® e e 2 % e o v e

W~ WM -

—

CWUNOATPLWN —

—

QWO ~NTTUTA WN

—

New
New
New
New
New
New
New
New
New
New
New

York
York
York
York
York
York
York
York
York
York
York

WABC

WOR

WBLS-F
WCBS

WLS
WGN

WINS

WIR

WCCO
WMAQ

WOR

WBLS-F
WKTU-F
WCBS

WGN

WABC
WRFM-F
WINS

WLS

WNBC

WOR

WKTU-F
WBLS-F
WNBC
WRKS-F
WINS

WGN

WCBS
WPLJ-F
KABC

WHTZ-F

WOR
WGN

KIIS-F
HWRKS-F
WINS

WCBS

WPLJ-F
WRFM-F
WYNY-F

WPLJ-F
WHTZ-F
WRKS-F

WOR

KIIS~F
WBLS-F
WLTW-F
WINS

WGN

WNEW-F

1871
1668
1729
1453
1463
1603
1996
1707
1755
1685
1916

FALL 77

New
New
New
New

York
York
York
York

Chicago
Chicago

New

York

Detroit
Minneapolis
Chicago

FALL 79

New
New
New
New

York
York
York
York

Chicago

New
New
New

York
York
York

Chicago

New

York

FALL 81

New
New
New
New
New
New

York
York
York
York
York
York

Chicago

New
New
Los

York
York
Angeles

FALL 83

New
New

York
York

Chicago

Los
New
New
New
New
New
New

Angeles
York
York
York
York
York
York

FALL 85

New
New
New
New
Los
New
New
New

York
York
York
York
Angeles
York
York
York

Chicago

New

York

2259
1896
1696
1484
1440
1243
1213
1028
1009
NA

1813
1775
1691
1524
1378
1309
1185
1112
1100
1029

1668
1469
1455
1388
1364
1343
1192
1190
1183
1177

1603
1463
1346
1335
1301
1188
1126
1007

971

970

1685
1541
1536
1534
1437
1284
1226
1211
1174
1123



WJBC
WHNC
KWWL
KGBT
KEIN
KYJC

T~ P W=

WCCO
KVOL
. KFAB

—
<

WWNC
WJBC
KGBT
KvVOC
KWWL
WCCo
KATI
WMT

WTIC
KQDI

WKL~ T B WN -

e s e

—

WJBC
WHNC
WWVA
KGBT
WFBG

N WM

WOWO

WMT

KVOC

WHNC

WFBG

W~ P WN =

—

WBBQ-F+

KTRS-F
. WCCK-F

KTRS-F
WXLK~F

WIKY-F
KFMW-F
WKSF-F

WMEE-F
KWTO-F
WZYP-F

LEADING STATIONS OF THE DECADE:

12+ METRO -SHARE*

SPRING 76
Bloomington  39.1
Asheville 35.5
Waterloo 34.8
McAllen, TX 33.0
Great Falls 31.7
Medford 30.8
Augusta, GA  28.5
Minn-SP 27.7
Lafayette,LA 27.7
Omaha 27.6
SPRING 79

Asheville 44.0
Bloomington 40.3
McAllen 38.7
Casper 34.9
Waterloo 33.3
Minn-SP 30.4
Casper 30.2
Cedar Rapids  29.3
Hartford 28.4
Great Falls 27.6
SPRING 82
Bloomington 40.8
Asheville 38.5
Wheeling 29.6
McAllen 29.1
Altoona 27.3
Casper 27.2
Erie 25.8
Fort Wayne 25.0
Cedar Rapids 25.0
Casper 25.0
SPRING 85
Casper 36.2
Roanoke 34.9
Ashevilie 33.0
Evansville 31.4
Waterloo 29.8
Asheville 27.8
Altoona 26.3
Fort Wayne 26,2
Sprinyfield,M0 25.8
Huntsville 25.0

Spring
Spring
Spring
Spring
Spring
Spring
Spring
Spring

Spring

Spring

Spring

—

—

—

SO NOT WP

CLw @~ WM

CSCwxT NI WN

* Based on 12+ Metro Share, Mon-Sun, 6A-Mid

. WIKY-F+

16
77
78
79
80
81
82
83
84
85
86

WJIBC
WHNC
KWHL

KGBT
WMT

WHHY
KYJc
KMON
KOOK

WHNC
WJBC
KGBT
KLUR-F
KYYA-F
KTWO
KATI
KVOL
KWWL
WBBQ-F
KFAB

WJBC
WWNC
WXLK-F
KVOC
KLOK-F
KWTO-F
WCCK-F
KTRS-F
KFMW-F
WFBG

KTRS-F
WJBC

WWNC

KGHL

WAAL-F
WTCR-F
WIVK-F
KRLB-F
WIKY-F
WOMP-F
WTHI-F

WJBC
WJBC
WJBC
WHNC
WWNC
WWNC
WJBC
WJBC
WHNC
KTRS-F
KTRS-F

Ashevill
Ashevill
Ashevill

Ashevill
Casper
Casper

SPRING 77

Bloomington
Asheville
Waterloo
Evansville
McAllen
Cedar Rapids
Montgomery
Medford
Great Falls
Billings

SPRING 80

Asheville
Bloomington
McAllen
Wichita Falls
Bi1lings
Casper
Casper
Lafayette
Waterloo
Augusta
Omaha

SPRING 83

Bloomington,IL
Asheville
Roancke

Casper
Richland, WA
Springfield,M0
Erie

Casper
Waterloo
Altoona

SPRING 86

Casper
Bloomington,IL
Asheville
Billings
Binghamton
Huntington
Knoxville
Lubbock
Evansville
Wheeling
Terre Haute

A-19

Bloomington, IL
Bloomington, IL
Bloomington, IL

e, NC
e, NC
e, NC

Bloomington, IL
Bloomington, IL

e

45.7
41.5
36,5
36.4
31.9
30.0
29.1
28.9
28.6
28.0

39.2
37.0
35.1
32.1
30.2
29.7
29.7
29.0
27.6
27.2
27.2

36.5
35.3
29.1
29.0
27.1
26.6
26.4
26.2
25.1
25.0

36.4
36.2
35,7
31.4
27.7
27.4
26.7
26.5
25.7
25.4
25.4

39.1
45.7
44 .6
44,0
39,2
39.3
40.8
36.5
35.7
36.2
36.4

S o~NoOT PN -

=

CLE T~ WM

—

SOPX~-NA P W

—

WJBC
WWNC
KWWL
KGBT
KFGO
KTDY~F
WMT
WQSM-F
Weeo
WTIC

WHNC
WJBC
KGBT
WFBG
WMT
KWLO
WIVK-F
WQSM-F
KUTI
WKEE-F

WWNC
WJBC
WXLK-F
KTRS-F
KWTO
KGHL
KIOK-F
WNDU-F
WBBQ~F
WIKY~F

SPRING 78
Bloomington 44.6
Asheville 38.4
Waterloo 32.5
McAllen 32.2
Fargo 28.5
Lafayette,LA 27.7
Cedar Rapids 27.4
Fayette, NC 26,9
Minn-SP 26.0
Hartford 25.7
SPRING 81
Asheville 39.3
Bloomington 39.1
McAllen 33.2
Altoona 30.7
Cedar Rapids 30.3
Waterloo 29.3
Evansville 28.0
Fayette, NC 25.8
Yakima 25,2
Huntington 24.3
SPRING 84
Asheville 35,7
Bloomingtan,IL 34,7
Roanoke 32.0
Casper 31.5
Springfield,M0 30.4
Billings 27.9
Richland,WA 27.1
South Bend 26.4
Augusta, GA 25,7
Evansville 25.6



KFAB
WOWO
Weeo
KDKA
WTIC
WKBW
WBT

KMOX
KKUA
WRVA

e e & 8 e 8 % s e e

CcCw~NoOU R~ WwWwMN =

—

WOWO
KFAB
KDKA
WTIC
WCCO
KMOX
KGMB
WELI
WGY

WVLK

OV~ P W
s v s e e = a2 s

WJBC
KFAB
WOWO
WCCOo
WTIC
KDKA
KMOX
WHBC
WBNQ-F
WKEE ~F

COUM~-NOU PWMN -
“ s e e

—

WJBC
KFAB
WXLK-F
WOWO
WICC
WCCO
WBNQ-F
WTIC
KMOX
WFMF-F

cLVwe~NOL PR W

—

KFAB
WXLK-F
WIOG-F
KMOX
WICC
WIVK-F
WMEE-F
WKSJ-F
KRLB-F
WCCO

v s 8 s e ® s e e &

WO W o

—

* Based on
surveyed

FALL 77

Omaha

Fort Wayne
Minn-SP
Pittsburgh
Hartford
Buffalo
Charlotte
St. Louis
Honolulu
Richmond

FALL 79

Fort Wayne
Omaha
Pittsburgh
Hartford
Minn-SP

St. Louis
Honolulu
New Haven
Schenectady
Lexington

FALL 81

Bloomington
Omaha

Fort Wayne
Minn-SP
Hartford
Pittsburgh
St. Louis
Canton
Bloomington
Huntington

FALL 83

Bloomington
Omaha
Roanoke
Fort Wayne
Bridgeport
Minneapolis
Bloomington
Hartford
St. Louis
Baton Rouge

FALL 85

Omaha
Roancke
Saginaw

St. Louis
Bridgeport
Knoxville
Fort Wayne
Mobile
Lubbock
Minneapolis

12+ Cume Rating, Metro, 6A-Mid,

54.3
52.5
51.7
50.2
49.3
46.7
44,6
44.5
44.3
43.5

62.5
59.2
51.6
49,1
45.5
42.9
42.9
42.3
40.3
40.3

57.6
49.8
46.6
45.8
42.8
42.2
40.7
40.2
40.0
38.6

54.1
52.7
47.2
47.0
44.9
444
42.6
42.3
40.4
39.6

48.7
45,7
45,6
43.1
41.2
41.0
39.9
39.7
38.9
37.1

— =
CLL~NONHWN CCX~NONRWN -
« @ v " s s s s e e e

owoo~NOoOUpBWwN -
. .o

—

cwxx~NoOTL P WM
.

—

LEADING STATIONS OF THE DECADE: 12+ CUME RATING*

WJBC
KWWL
WROK
WOWO
WHNC
KDKA
WGEE
WIicC
WHYN
KOOK

WOWO
WJBC
KWWL
WWNC
KDKA
WFBG
KVOL
WROK
WTIC
WWVA

WJBC
WHNC
WFBG
WOWO
WNDU-F
KWLO
WTIC
WWVA
WROK
WCCK

WWNC
WJBC
WFBG
WBBQ-F
WXLK-F
WNDU-F
KWTO-F
KTRS-F
WCCK-F
WICC

KTRS-F
WUNC

WJIBC

WIXX-F
WZOK-F
WIOG-F
WBNQ-F
WBBQ-F
KRLB~-F
WMEE~F

Fall 77 KFAB
Spring 78  WJBC
Fail 78 WOWO
Spring 79 KWWL
Fall 79 WOWO0
Spring 80  WOWO
Fall 80 WJIBC
Spring 81  WWNC
Fall 81 WJBC
Spring 82  WJBC
Fall 82 WJBC
Spring 83  WUNC
Fall 83 WJBC
Spring 84  WWNC
Fall 84 WJBC
Spring 85  WXLK-F
Fall 85 KFAB
Spring 86  KTRS-F
SPRING 78
Bloomington NA
Waterloo NA
Rockford NA
Fort Wayne NA
Asheville NA
Pittsburgh NA
Green Bay NA
Bridgeport NA
Spring, MA NA
Billings NA
SPRING 80

Fort Wayne 61.9
Bloomington 61.2
Waterloo 58.4
Asheville 57.5
Pittsburgh 52.9
Altoona 50,3
Lafayette, LA 49.7
Rockford 48.8
Hartford 47.0
Wheeling 46,5
SPRING 82
Bloomington 63.5
Asheville 57.3
Altoona 54.6
Fort Wayne 54.1
South Bend 48,8
Waterloo 48,3
Hartford 47.1
Wheeling 46.9
Rockford 46.5
Erie 46,3
SPRING 84

Asheville 56.1
Bloomington 54.8
Altoona 51.9
Augusta 49,8
Roanoke 48,8
South Bend 46,6
Springfield,M0 46.4
Casper 46,1
Erie 45,5
Bridgeport 45,1
SPRING 86
Casper 52.0
Asheville 48.9
Bloomington 47.3
Green Bay 45,8
Rockford 45.7
Saginaw 45,6
Bloomington 45,6
Augusta 45,2
Lubbock 44,2
Fort Wayne 44,2

Omaha
Bloomington,
Fort Wayne
Waterloo
Fort Wayne
Fort Wayne
Bloomington
Asheville
Bloomington
Bloomington
Bloomington
Asheville
Bloomington
Asheville
Bloomington
Roanake
Omaha
Casper

WOWO
KFAB
WCCO
WTIC
KDKA
WKEE-F+
KENI
WKBW
WVLK
WBT

® s e b v s & e w »

QWO R WN -

—

. WJBC
. KFAB
. WOWO
. WCCO
. WTIC
. KDKA
. WHBC
. KGBT
. KMOX
. WKEE=-F+

[=RVeNo N No W IN_ NIV CHT

—

1. WJBC
2. KFAB
3. WKEE-F
4. WOWO
5. WTIC
6. WALK-F
KDKA
8. KMOX
9. WBNQ-F
0. wWcco

WJBC
WALK-F
KFAB
WICC
WCCO
WBNQ-F
KMOX
WMEE-F
WOWO
KIIK-F

e s & & w s ® s 2 &

Qoo wr

—

54.3
IL NA
54.5
68.7
62.5
61.9
62.0
62.0
57.6
63.5
56.3
61.0
54.1
56.1
57.5
51.9
48.7
52.0

FALL 78

Fort Wayne
Omaha
Minn-SP
Hartford
Pittsburgh
Huntington
Anchorage
Buffalo
Lexington
Charlotte

FALL 80

Bloomington
Omaha

Fort Wayne
Minn-SP
Hartford
Pittsburgh
Canton
McAllen

St. Louis
Huntington

FALL 82

Bloomington
Omaha
Huntington
Fort Wayne
Hartford
Roanoke
Pittsburgh
St. Louis
Bloomington
Minneapolis

FALL 84

Bloomington
Roanoke
Omaha
Bridgeport
Minneapolis
Bloomington
St. Louis
Fort Wayne
Fort Wayne
Daven, RI

Mon-Sun. Remember that not every market

in the Spring is surveyed in the Fall.

A-20

54.5
53.0
52.6
51.5
47.1
46.4
43.5
43.4
43.2
42.7

62.0
54.9
52.3
48.8
48.6
48.4
44.6
43,1
42.7
42.0

56.3
52.2
46.7
46,1
44 .6
43,1
43.1
42,6
41,2
40,6

57.5
50.4
46,1
44.5
42.8
41.4
39.9
38,7
38,5
38.1

—

—

—

1

QUuo~NOYTUIR_ WM - SDWO~NOU B WN -

CLYWO~NOTOPRLWN -

KWHL
WJBC
WHNC
WOWO
WROK
WCCO
WTIC
KDKA
WICC
WFPG

WWNC
WJBC
KWLO
WOWO
KDKA
WFBG
WICcC
WIXX~F
WMT
WTIC

WHNC
WJBC
WFBG
WCCK-F
WOWO
KWTO-F
WBBQ~F
WBNQ-F
WNDU-F
WICC

WXLK-F
KTRS-F
WFBG

WHNC

WBBQ-F
WMEE-F
WIXX-F
KFMW-F
KWTO-F
WCCK~F

SPRING 79

Waterloo
Bloomington
Asheville
Fort Wayne
Rockford
Minn-SP
Hartford
Pittsburgh
Bridgeport
Altoona

SPRING 81

Asheville
Bloomington
Waterloo
Fort Wayne
Pittsburgh
Altoona
Bridgeport
Green Bay
Cedar Rapids
Hartford

SPRING 83

Asheville
Bloomington
Altoona

Erie

Fort Wayne
Springfield,M0
Augusta
BToomington
South Bend
Bridgeport

SPRING 85

Roanoke

Casper

Altoona
Asheville
Augusta

Fort Wayne
Green Bay
Waterloo
Springfield,MO
Erie

68.7
66.5
58.3
57.7
56.1
56.0
53.0
52.9
50.0
49,6

62.0
59.1
56.4
54.7
51.0
50.3
47.9
45.6
45,5
45.1

61.0
56.0
53,5
48,9
47.1
46.0
45.8
45.3
45,1
44,5

51.9
48.7
48,2
46.3
46.2
44,9
44.8
44,6
43.5
43,2



LEADING STATIONS OF THE DECADE: 12+ TSA CUME*

Spring 76 WABC New York 48809

Fall 76 WABC New York 44762
Spring 77 WABC New York 42307
Fall 77 WABC New York 44995
Spring 78 WABC New York 38665
Fall 78 WABC New York 38037
Spring 79 WABC New York 33728
Fall 79 WABC New York 31920
Spring 80 WABC New York 30192
Fall 80 WNBC New York 28338
Spring 81 HNBC New York 29529
Fall 81 HNBC New York 28300
Spring 82 WNBC New York 26735
Fall 82 WCBS New York 26221
Spring 83 WINS New York 26307
Fall 83 WINS New York 25389
Spring 84 WHTZ-F New York 28902
Fall 84 WHTZ-F New York 27038
Spring 85 WHTZ~F New York 26511
Fall 85 WPLJ-F New York 27294

Spring 86 WPLJ-F New York 29017

RADIO ADVERTISING SALES: 1970 - 1986

TOTAL RADIO SALES NETWORK NATIONAL SPOT L
1986 6522 (5.5) 383 (16.1) 1230 (2.5) 4909
1985 6181 (11,3) 330 (14.2) 1200 (8.3) 4651
1984 5482 (12.5) 289 (12.0) 1101 (11.2) 4092
1983 4872 (16.5) 258 (27.0) 990 (11.6) 3624
1982 4181 (7.5) 203 (11.5) 887 (7.0) 3091
1981 3889 (10.9) 182 (15.9) 829 (12.9) 2878
1980 3508 (10.6) 157 (13.6) 734 (15.3) 2616
1979 3172 (9.0) 139 (9.6) 637 (7.6) 2397
1978 2911 (15.9) 126 (7.0) 592 (13.6) 2193
1977 2513 (12.9) 118 (28.1) 521 (5.4) 1873
1976 2226 (17.6) 92 (26.8) 495 (18.8) 1639
1975 1892 (5.1) 72 (20.0) 416 (7.5) 1403
1974 1800 60 387 1300
1970 1260 49 355 853

NOTES: Figures are in millions, Year-to-year percentage increases
are shown in parenthesis. 1970 through 1980 estimates are
based on FCC data. Data after 1980 are estimates made by
Jim Duncan based on a variety of sources.

A-21



MEAN FOR ALL RATED MARKETS

Spring
Spring
Spring
Spring
Spring
Spring

April/May
April/May
April/May
April/May
April/May
April/May

NOTE:

1986
1985
1984
1983
1982
1981

17.10%
17.32
17.39
17.50
17.33
16,04

1980
1979
1978
1977
1976
1975

15,42
15,62
15.42
15.29
15,40
15,74

AVERAGE PERSON RATING (APR) - RADIO'S AVERAGE LISTENING LEVELS

1986
1985
1984
1983
1982
1981

1980
1979
1978
1977
1976

The Average Person Rating (APR) shows
using radio {Mon-Sun, 6 a.m. - Midnight).

HIGHEST

Miami
Mi ami

MARKETS WITH HIGHEST AND LOWEST APR'S

McAllen-Brown

Miami
NE PA
Utica

McAllen-Brown

NE PA
Bridgeport
Hartford
NE PA

19.8%
19.9
20.7
20.3
20.3
20.0

19.5
19.9
18%1
18.8
19.2

1986
1985
1984
1983
1982
1981

Huntsy
Medfor
Medfor
Waterl
Lynchb

1980
1979
1978
1977
1976

Waco
Huntsv

Memphi
Beaumo

LOWEST

ille
d

d

00
ury

ille

3
nt

Great Falls

the average percentage of the 12+ population which is

Note the sharp increase in the mean APR in 1982,

This increase corresponded with changes in Arbitron's methodology - specifically Expanded
Sample Frame and Differential Survey Treatment.

NOTES:

TOTAL FM SHARE (METRO)

SPRING
SPRING
SPRING
SPRING
SPRING
SPRING

APR/MAY
APR/MAY
APR/MAY
APR/MAY
APR/MAY

1986
1985
1984
1983
1982

1986
1985
1984
1983
1982
1981

1980
1979
1978
1977
1976

68.791
66.549
64.290
62,291
58,870
57.353

54,254
50,887
47,638
44,428
40,886

%

NATIONAL FM_SHARES

MARKETS WITH HIGHEST AND LOWEST FM

SPRING 85
SPRING 84
SPRING 83
SPRING 82
SPRING 81

APR/MAY
APR/MAY
APR/MAY
APR/MAY
APR/MAY

SHARES (METRO)

HIGHEST

Greenville, NC
Lancaster
Greenville, NC
Lancaster
Lancaster

1981

1980
1979
1978
1977
1976

Greenville, NC

Lansing
Greenville, NC
Melbourne-Cocoa
Melbourne-Cocoa
West Palm Beach

89,97%
89,75
86.90
85,07
84.11
85.61

79.41
78.00
71.75
70.43
60.83

1986
1985
1984
1983
1982
1981

1980
1979
1978
1977
1976

LOWEST

Billings
Altoona
Asheville
Asheyille
Asheville

FM GROWTH RATE

to
to
to
to
to

80 t
79 t
78 t
77 t
76 t

Spring 86
Spring 85
Spring 84
Spring 83
Spring 82

o APR/MAY
o APR/MAY
o APR/MAY
o APR/MAY
o APR/MAY

45.45%
41.46
35.25
30.24
27.06

Honolulu

Casper
Casper

McAllen-Brownsville

Great Falls

McAllen-Brownsville

26.10

12.33

9.68
19.55
17.65
13.25

81
80
79
78
77

The "FM Growth Rate" shows the percentage increase in national FM share for each year since 1976.
is also based on 12+, Broadcast Week.
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Wichita, Huntington, Steuban

3.369%
3.514
3.201
5.811
2,645

5.712
6.617
6.820
8.663
7.225

"Total FM Share" calculated by adding up all 1/4 Hour Listening in each and every standard Arbitron market.

That figure is then divided into the total for all listed FM stations, Data based on 12+, Broadcast Week.

Data



RADIO REPS AND THEIR LEADING STATIONS -~ 1977 THROUGH 1986

These tables attempt to show the relative strength of the major national radio representatives by the ratings success
of the stations they carry on their lists.

Table #1 shows the number of high ranking stations each rep carried in the 175 or so regular Arbitron markets. "High
ranking" varies by market. In a very small market (150+) only one station would be credited to a rep. 1In a large market,
as many as seven stations would be credited. Selection was generally based on 12+, Metro, 1/4 Hour Average, Broadcast Week,
TSA and Cume results were also considered.

Table #2 uses roughly the same methodology with two important exceptions. First, only one station per market was
credited to its rep's total. Secondly, while ratings were an important factor; I also was strongly influenced by who I
estimated to be the highest biller in each market. This was especially true after 1983. From 1984 on, I had access to
reliable data as to which stations generated the greatest revenue.

BOTH TABLES COVER THE SPRING SWEEPS ONLY.

I realize the Timitations of a ranking such as this., It penalizes reps which have small 1ists. It does not
represent reps which have most of their stations in unrated markets. The ranking also does not cover some stations which are
very strong and attract a large amount of national dollars (especially true in larger markets).

What this ranking does accomplish is it indicates which rep firms have the longest and strongest lists.

TABLE # 1: REPS AND THEIR NUMBER OF HIGH RANKING STATIONS

1977 1978 1979 1980 1981 1982 1983 1984 1985 1986
Katz 75 74 77 82 82 82 78 84 88 90
McGavren-Guild 73 66 63 65 69 69 84 71 63 71
Eastman 64 58 63 67 69 57 53 60 59 50
Blair 59 63 52 60 61 67 68 65 58 52
Torbet 49 58 61 70 64 56 55 50 35 33
Christal 24 30 29 36 43 40 49 42 54 56
Masla 19 13 16 17 14 16 14 12 11 10
Selcom/Select 13 22 28 22 27 34 37 36 35 31
Major Market 12 10 10 17 23 19 18 18 24 27
Group W/RAR 10 8 11 9 11 7 9 8 9 -
Howard 10 13 9 7 11 23 -- -- - --
CBS Spot 13 16 15 12 10 12 10 12 17 16
CBS FM -- - -- - -- 7 8 9 - -
RKO/Republic - 10 9 NA 6 8 14 8 10 13
Hillier, Newmark -- -- -~ - -- 14 30 40 34 34
Buckley 24 16 29 18 17 .- - .- - -
HR Stone 16 17 15 24 17 -- - - - --
Pro 11 12 8 8 —— ~-- -~ - - -
ABC 9 -- - - -- -- - - - -
Heiss & Powell -- -- - -= -- - 4 7 11 5
Rostin -- - -~ -~ -- -- -— 4 4 -
Durpetti -- -~ -- - -- -- - - -- 7

NOTE: For Table # 1 a minimum of four stations were required.

TABLE # 2: REPS AND THEIR "NUMBER ONE" STATIONS

1977 1978 1979 1980 1981 1982 1983 1984 1985 1986
Katz 27 25 29 33 34 36 35 40 38 47
Blair 16 23 17 20 22 24 29 25 22 17
McGavren-Guild 22 20 22 16 23 24 21 21 19 23
Eastman 22 22 24 23 21 20 21 24 24 24
Torbet 17 23 25 24 22 17 17 17 12 13
Christal 9 6 7 9 11 12 12 13 18 18
Selcom/Select 4 6 3 10 7 9 6 9 9 4
Hillier, Newmark -~ - .- -- -- 6 13 11 12 9
Masla 7 5 8 8 6 5 3 2 2 --
CBS Spot - 4 3 3 3 3 4 4 5 4
Group W/RAR - ~- 5 4 3 2 3 3 2 -
Howard - - .- 2 3 2 -- - - --
Buckley 9 8 7 6 7 -- -~ - -- -
HR Stone 5 6 4 5 4 -— - -- -- -
Pro -- 4 4 5 2 - - - - -
Major Market - - - 2 4 - 2 2 - 2
RKO/Republic - - -- -- -- -- 2 - -
RosTin -- - -- -- -~ -- - 3 2 --
Weiss & Powell -- -- -- -- -- -- -~ -- 2 3

NOTE: For Table # 2 a minimum of two stations were required A~23



THE NATION'S LEADING RADIO STATION GROUPS

In 1977, 1 began ranking the nation's radio groups. On the following pages are the results of each year's rankings. The
groups are listed in two ways on two tables:

A. TSA Cume
B. Quarter Hour Average

1n order to be listed in these rankings, a group had to have a minimum of five stations in regular Arbitron markets. At
least five stations had to show up in the Arbitron. Simulcasted stations count as one station.

The numbers listed in this section are derived from the Spring sweep of the years 1977 - 1986, The first listings of
each table are in a rough alphabetical order. Following these stations is a listing of stations which made their initial
appearance on the 1list after the year 1982.

TABLE A: LEADING GROUPS (TSA CUME) This table simply reflects the total cume (12+, TSA, Broadcast Week)

for each group. I simply added up the cume for each group-owned station in each rated market, The
figures are in hundreds and to be included a group had to be among the top 50 groups nationwide in
each given year,

TABLE B: LEADING GROUPS {1/4 HOUR AVERAGE) This table gives the broadcast coverage because any group which

had five or more stations in rated markets is included. I should qualify that a bit and say that any group
I knew about is included. Some groups do a fine job in avoiding publicity about themselves. However, I
think 1 have managed to discover most of them. The figures are the result of adding up the 1/4 HR Averages
(12+, TSA, Broadcast Week) for each station in each group. The figures are in hundreds.

TABLE A: LEADING RADIO GROUPS (TSA CUME)

1977 1978 1979 1980 1981 1982 1983 1984 1985 1986
ABC 160751 162038 143808 135094 142744 137809 139612 130084 127833 ---
Affiliated --- —-—- - 13944 12610 - 13972 - - ---
Bonnevilie 51628 53446 52244 47770 52452 50721 57473 55016 52985 51045
Booth 11993 13907 12805 —— 12514 15407 16297 18000 19006 21551
Buckley 10254 - -—-- -— - --- --- --- = -
Capitol (Goodman) - ——- -— —— ——— 14373 15782 15325 14828 16125
CBS 136624 132695 129738 130902 125212 134954 147572 137005 156215 150721
Capital Cities (ABC) 82592 87571 79632 74896 76943 79441 80133 74544 77415 156751
Cox 50408 52609 53150 50404 50990 55097 48371 47797 47367 43363
Charter 28965 22799 15597 19705 17522 17274 --- - -—- -
Century 20403 24174 25561 26735 33063 30486 24402 ——— -—- 17555
Doubleday 14739 12594 - 15799 24044 31781 43291 44039 54692 -—-
Entercom ——- ——- 11721 12422 -—- --- 14988 16188 15421 16032
Fairbanks 22222 23752 23278 18599 19354 19340 ——- —-——- == -
Federated 10218 10858 --- --- - -—- - --- -—- -
First Media -—- EEE - 15470 17455 25439 25601 27727 31209 25625
Globe 17343 - - - -—- - - - .- -
Group One 14681 14295 15626 17062 18289 17241 18102 15296 14103 12913
Gulf 13490 14287 10271 -— - 24635 24128 23518 --- ———
Great Trails 12121 12572 11939 13983 13680 14336 = - -— -—-
GE 26112 25755 25199 25784 24974 22999 ~—— - -—- -——
Gannett 20850 42286 40323 41983 42727 53939 56591 66200 69335 73031
Guy Gannett 11975 11857 13366 ——- 14051 15474 15553 - 13881 14013
Gaylord 10473 11748 -—- ——- - - e -—— -—— ———
Greater Media 25555 24941 26257 30868 37075 46114 39788 36860 44776 37118
Golden West 24775 29119 27674 26371 29752 28652 26871 17685 17505 -
Harte - Hanks 29427 23894 26970 26558 25690 24656 24778 -—- - -—
Hearst 22050 23884 24506 20057 24934 22479 20334 18599 16741 15384
Heftel (H&W) - - 14429 21712 21721 16064 15711 18509 24797 24303
Hubbard -—- -—— - 12561 -—- --- - - --- -—-
Infinity -— - --- -—- - 44715 44405 52145 47337 53067
Insilco 10391 11477 15296 12578 - -—- - - —-—- -—-
Inner City “-—- - 29519 34971 36724 39064 35203 29968 33403 23859
Jefferson - Pilot 16737 18871 19667 21963 23001 23538 25210 23269 25345 24330
Katz (New City) - -—- - -——- --- 21797 18979 21550 25362 23087
Kaye - Smith 14970 14935 14815 14990 NA - -—- - 12971 -—-
King 13237 20905 22678 21371 19740 18397 14363 15041 - 14129
LIN 31110 30731 27593 25180 26950 26951 28752 28216 27614 26569
Metroplex -—- - - -——- 12703 15200 ——— 15234 16500 19817
Meredith 17618 18419 17913 17087 16189 15489 - --- -—- -
Mid America 13770 13752 13483 13939 14185 -—- - .- ——— ———
Metromedia 75346 78834 84869 81839 90081 85400 17722 75476 77045 66429
Multimedia 21099 21871 20471 19139 18523 17514 17213 15130 ——- -—-
Malrite 18813 20337 19866 21301 23811 25193 34102 54482 50871 65792
NBC 65209 673803 71991 81486 92127 89575 92934 82247 76039 68887
Nationwide 24108 24094 22221 19179 17209 22088 22729 17216 28764 33237
NBN (Unity) -—- ~—- —-—- == ~-- 14788 -— 13103 -—- ——
Outlet -—- 15264 16924 21718 22561 22477 24255 21978 19657 —-—-
Plough 27377 27056 25378 36764 29472 36984 32522 —-—- - ——
Park 12785 13639 14838 12897 12913 -—- 14096 --- -—- 34054
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TABLE A, Con't.

RKO 108363
Rust 13898
Storer 31860
SJR 29870
Sonderling 29331
Storz 23832
Susquehanna 19205
Sudbrink - 18026
Shamrock (Disney) 17165
Swanson 14774

Scripps - Howard ——-
Sandusky -—-
Tribune Co. ——-
Taft 27233
Viacom ——-
United 11222
Westinghouse 98863

Blair ---
EZ -
Amaturo ———
DKM ———
BENI ==
Clear Channel -
Edens -
Emmis ——-
Beasley —-—-
Josephson/Saga -—-

Stoner ——-
Western Cities ==
Price -
Pyramid -
Summit —-——-
Jacor ——
Legacy m—
Keymarket ---

107070
15572
37781
30258
32872
23447
18360
17430
16187

40842
33418
15117
101658

94039
16292
28944
49261
31092
21113
16974
19210
15085

35153
39093
14635
35867

80689
15994

45768
21460
19420
182138
13627

332538
40603
25663
16192
102250

79038
15246

41840
20938
19025
17087
16100

12601
33949
40948
20698
14117
103525

18968
21709

16633

15164
15416
31908
41027
31939
19261
98479

GROUPS NEW TO THE RANKING SINCE 1982
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16132
19629
39545
38127
31389
14227
96325

14376
16953
37500
36172
28253
16550
84860

13262
16638
35063
44966
32617
17979
87115

1985

27397
22369

15697
15394
14704

15205

15435
21889
20938
16595
13834

28919

28133

NA
20007
32985
44183
38344
18326
88661

1986

25807
34108

18257
21021
14953
57818
16372

17873
28863
20521
26205
25299
15222



ABC
Associated
American
Affiliated
Amaturo
Abell
Bonneviile
Booth
Buckley
Beck=-Rass

Blueyrass

Bahakel

BENI/New System
Beasley

Broadcast Assoc.
Buck

Bioomington

cBS

Capital Cities (ABC)
Cox

Charter

Century

Columbia Pictures
Capitol (Johnson)
Capitol (Goodmon)
Clear Channel
Crawford

Community Pacific
Doubleday

Des Moines Register

Davis & Weaver
EZ

Entercom
Eastman
Fairbanks
Federated
First Media
Forward
Greater Media
Golden West

Globe
Gannett
Group One
Guy Gannett
Gulf

Great Empire
Great Trails
GE

Gaylord
Harte Hanks

Hearst
Hubbard
Hatch

Heftel (H&W)
Hicks
Harris

Insilco

Inner City
Infinity
Jefferson - Pilot

Josephson/Saga
Jaco
Kaye/Smith
King

Keymarket

Katz (New City)
LIN

Lotus

Liggett
Metromedia

Malrite
Multimedia
Meridith
Mid America

992

894
695

1695
352

4599

1312
1312
994
877

TABLE B: LEADING RADIO GROUPS (1/4 HOUR AVERAGE)
1978 1979 1980 1981 1982 1983
8790 8098 7879 8214 8063 8436

516 592 583 580 685 634
256 _—- --- - --- ——-
- 729 941 853 885 984
——— - —-- - 1132 -
- —- ——- - 329 419
4069 3816 3534 3802 3847 4419
891 749 836 858 1041 1092
- - 367 540 490 596
——— ——- 535 710 644 747
373 569 539 595 677 758
276 235 220 248 353 327
296 276 558 483 1027 833
173 286 323 303 511 574
— 145 245 259 264 -
- - 140 207 222 ——
- - --- - 572 526
7134 7310 7474 7100 7699 8177
5656 5419 4881 5180 5575 5286
3332 3495 3439 3393 3364 3074
1318 705 907 851 1098 —
1715 1748 1837 2222 1724 1645
475 390 351 372 - ——-
254 233 337 427 446 573
—- - 552 703 1132 1032
——- .- 390 380 596 648
.- . - 310 381 395
—-- - ——- - 304 285
664 ——- 832 1415 1923 2385
—— 368 465 550 705 -
. - 269 278 293 299
518 556 648 667 846 1262
522 745 829 808 737 1056
- ——- ——- 284 230 ——-
1549 1496 1220 1337 1253 759
754 733 625 758 703 916
- ——- 1058 1120 1598 1636
——- ——- ——- 172 220 255
1580 1685 2061 2375 3053 2609
1523 1463 1571 1694 1594 1543
- - --- --- -—- NA
2418 2294 2510 2594 3649 3782
898 1146 1250 1159 1260 1232
833 887 727 895 938 928
799 767 563 705 1762 1697
380 542 565 641 629 815
660 603 808 857 901 707
1690 1654 1691 1628 1558 ———
499 382 ——- .- - -
1701 1870 1729 1837 1712 1701
1462 1573 1663 1571 1480 1260
518 536 705 747 801 835
190 182 204 241 223 314
--- 1046 1588 1461 993 1069
- - - - 290 412
-—- -—- ——- - 226 190
745 998 847 685 752 537
- 2384 2828 2902 2618 2421
—_— ——- ——- ——- 3391 3129
1050 1062 1302 1444 1534 1677
- --- ——- -— 813 924
- ——- - - 197 -
861 924 993 616 599 507
974 1043 1021 945 977 766
- --- —- - 663 499
—-- - - - 1673 1384
1700 1569 1659 1491 1768 2004
546 546 450 666 632 867
—- ——- - 456 672 635
4729 5637 5200 5564 5577 4358
1410 1328 1436 1718 1737 2371
1328 1306 1338 1134 1193 1233
1103 1006 977 997 1048 -—
866 882 918 979 991 752
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1984

17738
712

884
451
4043
1278
553
741

542
313
1254
767

630
7903
5163
2901

502
1044
579
431
334
2388

469
1112
1087

766

926
1666

214
2525
1270

NA
4858
1140

962
1630

772

767

2100

1197
831
329

1269
357
214

562
1602
3631
1553

898
604
875
946
1735
1961
861

5219

3758
1176

711

1985
7713

896

3723
1499
469

539
345

941

535
9225
5573
3139

3344
1501
518

524
461
905
1341
219
722
8501
9813
3039

1894
3660
1849



Table 8, Con't.

1977
Midcontinent 380
McKenna 361
McClatchy 289
Midwest Family 268
Mooney EE
Mission -
Metroplex -
McCormick —
Manship .-
Mortenson m———
NBC 3148
Nationwide 1421
Newhouse 251
NBN (Unity) ---
Outlet —-
Plough 1464
Park 775
John Price ———

Peoria Journal Star/Compass ---
Palmer -

RKO 5572
Rust 747
Rounsaville 660
Rollins 504
Regional 474
Rivers -—-
SJR 2046
Storer 1883
Sonderling 1726
Susquehanna 1540
Sudbrink 1205
Swanson 982
Storz 954
Shamrock (Disney) 870
Stoner 490
Summit 483
Salem -
Stauffer 377
Sterling {SRO) 25%
Sunbelt ---
Sandusky -——
Stuart -
Scripps - Howard ---
SBI ---
Security ---
Taft 1861
Tribune Co ——
Tichenor ——-
United 693
Viacom -—-

Westinghouse 5271
Western Cities ———

Walton ———
Wilkes-Schwartz ~—-

Blair ---
Amaturo -
Sky ==
Benns -
Surrey -
Pacific-Northwest ---
Woodward -—-
DKM -
Brown ———

CRB -
Henry -
Oppenheimer ---
Sconnix .-
Fuller - Jeffrey ———

1978

418
257
295
348
270

3108
1411
266
826
1758

5986
906
691
524
544

2167
2367
2226
1346
1048
1163
883
457
470

1979 1980 1981 1982
340 362 ——- 329
295 298 378 ———
244 302 331 311
369 - - 435
——- 706 1034 1041
- 699 — 781
- - 328 383
S —a— 114 —

3541 4565 5117 4963

1351 1405 1196 1450
276 386 551 S
--- - ——- 1268
897 1125 1293 1322

1662 1981 2088 2721
905 810 805 890
——- ——- - 180
S 215 234 249
——- ——- ——- 561

5295 4402 4609 5823
941 1053 1004 676
503 - - -
541 453 377 409
- 113 402 444
- - - 488

3824 3733 3490 -

1923 ——- —-- —-

1466 ——- .- -

1288 1329 1633 1692
347 384 687 619

1029 1010 1179 793

1021 1168 1291 1185

1081 982 1052 1025
506 548 620 742
610 699 811 950
- --- 113 186
424 391 447 453
402 315 337 662
327 296 404 449
325 - 606 952
278 302 368 380
--- 561 849 1071
- 358 324 ---
——- --- 412 -

2633 2615 2843 2819

2205 2213 2121 1966
560 553 578 489

1170 971 979 1243
——- 1674 1251 2173

5203 5890 5978 6093
275 475 583 651
——- - 113 164
—-- - 240 290

GROUPS NEW TO RANKING SINCE 1982

1979 1980 1981 1982
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1983

5221
1575

929
1378
2414

1036
377
234
614

5146
736
360
420
467

1862
741
912

1073
945
983

349
591
375
1213

1182

1984

45]1

281

1105
436
141

4710

1221
982

1220

888
639
236
576
5051

467
348
440

1984

1840

847
457
225
199
1622
736

507
491
444
423
311

1985

1221

305
192
4265
1962
931
971

765
847
253
646
5574

448
464
414

1952
789

1672
1334
1296

375

1113
386
999

1965
1633
1025

424
274

12838

754

3257

2555
1044
1285
2901
5666

115
306

1986

1862

348

1558
777

362
563
591
671
330



Groups New to Ranking Since 1982, Con't,

Tves
Brill
Home News

Price
Shamrock - Lynett
Rex
Parker
Knight
Swaggert
Universal
Edens
Pyramid
Jacor
Adams

Kaneb

JAG
Republic
Duffy
Eastern
Grace
Willis
Nininger
Statewide
Constant

ETf

Olympic
Sterling
Surrey
Midwest Comm,
Willis
Colonial

A1l Pro

Hall

REBS

Woolfson
Resort
Emmis
Dick

WIN

1978
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1981

1982

1983

1984

270
213
146

781
639
338
305
271
107

79

1985

250
155

1204
643

253
232

1696
684
423
279

1215
1415
1948

840

873
1112
798
716

353
464
218

591
549
502
431
421
413
407
332
313

183
147
3614
840
823



CHR/AOR/CONTEMP
MOR/AC

COUNTRY
BLACK /URBAN
NEWS/TALK
BTFL/EZ

NOSTALGIA
SPANISH
RELIGTON/GOSPEL
CLASSICAL
UNKNOWN/OTHERS

CHR/AOR/CONTEMP

MOR /AC

COUNTRY

BLACK/URBAN

NEWS/TALK

BTFL/EZ

NOSTALGIA

SPANISH

RELIGION/GOSPEL

CLASSICAL

UNKNOWN/OTHERS

NOTES:

1977

34,80
17.32

9.32
6.64
9.26
17.66

.12
1,88
.89
1.31
77

1977

368 436
(804)

413 90
(503)

305 130
(435)

108 51
(159)

97 6
(103)

60 314
(374)

(9)

3 6
(37)

77 50
(127)

11 31
(42)

a6 37
(83)

1978

35.91
16.83

9.27
8.63
8.75
16.71

.15
1.73
1.20
1.40

W12

1978

355 433
(838)

383 71
(454)

309 133
(442)

96 57
(153)

76 2
(78)

49 303
(352)

11 30
(41)

0 3
(95)

1979

34.55
15.00

9.61
9.75
9.67
16.08

2.18
1.05
1.24

.12

1979

323 543
(866)

402 60
(462)

297 137
(434)

117 101
(218)

43 3
(86)

56 293
(349)

(51)

91 52
(143)

12 28
(40)

6 31
(87)

TABLE A: STATION FORMAT AND FORMAT LISTENERSHIP
1980 1981 1982 1983 1984 1985
33.04 31.51 27.08 26.91 CHR/TOP 40/CONTEMP 16.87 17.74 1
16.11 16.45 18.53 AOR 10.76 10.71 1
MOR/VARIETY 7.60 7.31  7.02
AC/SOFT/OLDIES 11.65 13.62 15.91 1
10.26 12,12 12,57 12.63 11.79 11.19 1
9.76 9.07 11,67 10.52 10.12 2.53
9.68 9.13 9.35 9.32 8.61 8.77
15,58 14,61 11,76 11.30 11.02 10.05
.64 2,04 3,63 4.56 4,13  4.02
2,02 2.12  2.29 2.32 2.56 2.31
1.24  1.23 1,44 1.64 1.76  2.00
1.27  1.30 1.25 1.39 1.20 1,37
.47 41 42 .42 .24 .38
TABLE B: STATIONS USING VARIOUS FORMATS
1980 1981 1982 1983 1984 1985
AM FM AM FM AM EM AMEM AM EM AM FM
283 576 199 548 129 538 93 514 CHR/TOP40/CONTEMP 63 307 54 319
(859)  (747)  (667) (607) (370)  (373)
AOR 8194 7172
(202)  (179)
427 65 435 90 438 145 MOR/VARIETY 284 15 250 12 233 11
(492)  (525)  (583) (299) (262)  (249)
AC/SOFT/OLDIES 142 177 168 252 159 311
(319) (420)  (470)
306 154 323 154 322 230 290 255 281 252 258 243
(460)  (476)  (552) (545) (533)  (501)
105 74 103 73 164 80 114 31 115 86 117 88
(179)  (176)  (244) (195) (201)  (205)
91 3 87 1 99 1 116 3 122 2124 2
(94) (83)  (100) (119) (124)  (126)
44 301 41 238 26 248 19 211 25 182 23 171
(345)  (324) (274) (220) (207)  (194)
23 5 61 11129 14 157 16 148 14 153 14
(23) (72)  (143) (173) (162)  (167)
43 11 53 15 42 14 55 16 55 15 47 17
(59) (68) (56) (71) (69) (64)
108 59 124 59 138 61 136 65 154 66 156 71
(167)  (183)  (199) (201) (220)  (227)
9 26 8 27 9 2 7 29 9 27 8 30
(35) (35) (35) (36) (36) (38)
30 19 31 30 34 27 33 13 32 28 34 38
(49) (61) (51) (46) (60) (72)

devoted to each particular format or format grouping.

Table B shows the number of AM and FM stations which are programming the various formats.

shows the AM and FM stations combined.

The universe for both tables is all listed stations in all of the standard Arbitron markets.

period,

A-29

Based on Spring

1986

4,96
4.13
6.56
6.16

0.89
9.73
8.68
8.85°

3.74
2.66
1.77
1.31

.56

1986
AN it

35 305
(340)

7 213
(220)

237 7
(246)

165 360
(525)

234 240
(474)

123 96
(219)

118 2
(120)

16 163
(179)

144 13
(157)

61 15

(76)

141 72
(213)

7 30
(37)

35 35
(70)

Table A shows the percentage of all quarter hour listening (Mon-Sun, 6A-MID, 12+) in all Arbitron markets which is

The figure in parenthesis

rating



FORMAT COMMENTS AND AUDIENCE BREAKDOWNS

This section examines the audience composition of each format and/or format groups along with a commentary by
Jim Duncan.

The headings above each table are defined as follows:

Nat % - The percentage of all radio listening (in the standard Arbitron markets) which is
devoted to that particular format. It is based on AQH, 12+, Broadcast Week, Metro.

STATIONS - The number of stations which were using the format. Again the universe is all standard
Arbitron markets.
TSL - Time Spent Listening., The number of hours per week the average listener spends with
a station programming a particular format. The sample base is a group of successful
stations using each format. The number of stations in the sample base varies from
over 100 for CHR to around 15 or so for Classical. The Broadcast Week is used for
this calculation and for all of the calculations which follow.
T/0 RATIO - Turnover Ratio. It is calculated by dividing the weekly cume by the quarter hour average.
% EXCL - The percentage of a station's cume audience which listens only to that station during a given week.

The other figures (% 18-34, 18-49, etc.) are the percentage of a station's total audience which lies in various
demographics.

Remember that all the figures from TSL to the right are calculated by breaking down the audiences of over 600
stations in each sweep. Then a mean is computed for stations in the same format group. A1l data is from the Spring
sweep.

CHR/TOP 40/CONTEMPORARY

Nat % STATIONS TSL T/0 RADIO % EXCL STEENS $18-34 %18-49 %50+ M pail
1978 -— -— 7.9 17.1 9.4 27.6 53.0 65.1 7.3 - -
1979 - - 7.5 16.9 8.5 26.2 53,6 67.0 6.8 44,1 55.9
1980 - - 7.3 17.2 8.9 24.9 56.0 69.1 6.0 43.9 56.1
1981 —— - 8.0 15.9 9.5 24,2 58.3 70.9 4.9 44,1 55.9
1982 - - 8.4 15.0 9.3 23,6 58.0 71.3 5.1 42.5 57.5
1983 - - 8.4 15.1 9.1 23.5 63.3 71.8 4.7 43.8 56.2
1984 16.9 370 8.5 14.5 9.8 25,5 56.4 69.6 4.9 44 .9 55.1
1985 17.7 373 8.8 14,4 10.2 25,2 56.6 70.9 3.9 43,7 56.3
1986 15.0 340 8.6 14.6 11.2 25,3 55.2 70.0 4.7 42.6 57.4

CHR/TOP 40 is perhaps one of radio's most cyclical formats. As of this writing (November 1986) the format appears
to have crested after three years of strong growth.

In the late 70's and early 80's this format was experiencing some serious problems. Many CHR stations had abandoned
the format to join the chase after the new hot demos - 25 to 54, Most of them softened their format to AC, believing that
CHR could not successfully be expanded beyond its 12-24 base into the desired 25 to 54 demo. They felt that AC was the
best way to reach 25 to 54.

By 1982 many industry observers felt that CHR/TOP 40 was in a great deal of trouble. They were right, the format
was in trouble but it was really a self-fulfilling prophecy. So many stations converted to AC or other formats that
there was a huge audience segment that was being underserved. This segment just wants to hear the hits and only the
hits. Mike Joseph realized this and went back to the basics of the format and called it "Hot Hits" on WCAU-FM in Phila-
delphia. This led to a regeneration of the format in major markets, Stations such as KIIS (Los Angeles), KKBQ (Houston),
and WHTZ (New York) and others led the way.

It is interesting to note that those CHR/TOP 40 cycles are largely a large market phenomenon. In many smaller and
medium markets the programmers have been either too unsophisticated or too smart to stay away from top 40 basics.

CHR/TOP 40 may show some decline during the rest of the 1980's. However, you can be assured that the format will
bounce back. A large segment will always want to hear the hits.

(SEE MIKE JOSEPH'S ARTICLE ON PAGE B-49)

ADR/PROGRESSIVE/CLASSIC AOR

Nat % STATIONS TSL T/0_RADIO % EXCL STEENS %18-34 *18-49 %50+ ™ 3F
1978 - ——- 8.9 14,2 1.7 20.9 73.0 77.4 1.7 --- ———
1979 -—- -—- 9.0 14,0 7.5 22,9 72.1 75.6 1.5 61.1 38.9
1980 —=- - 9.2 13.7 9.7 23.7 71.5 75.1 1.2 65.6 34.4
1981 --- - 9.4 13.5 9.7 26.2 69.0 72.1 1.2 65.6 34.4
1982 - - 9.4 13.5 9.3 26.3 68.5 712.3 1.4 64,0 36.0
1983 - - 9.0 14,0 8.4 25.3 68.3 73.1 1.6 65.8 34.2
1984 10.8 202 9.6 13.1 9.7 19.5 72.9 78.6 1.9 65.6 34.3
1985 10.7 179 9.8 12.9 9.9 14,1 76.1 83.7 2.2 67.7 32.3
1986 14.1 220 9.1 13.7 11,1 10,7 76.9 86.7 2.6 67.0 33.0

The table above shows clearly what has happened to this format. The teens have come and gone, older demos and
increasing audience shares. This format is the hottest of them all in 1986,
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AOR has definitely evolved as much as any other format. 1t has blown off the teens it gathered between 1978 and
1982 when their CHR station forgot about them and went AC. AOR has expanded its older demos to the point where 87% of
its audience is 18-49 compared with only 72% in 1982. The format even doubled its 50+ audience although the total
percentage is still small.

I suppose we could call it the "graying of AOR." Although the “Classic AOR" brought a lot of aging war babies (35-
44) all back to the format, even the standard AOR stations have successfully expanded their demos upward,

AOR has gradually become a more “saleable" format even though some prejudices against the format remain.
Look for more "offshoots" of AOR to be successful in the late 1980's.

(SEE THE BURKHART, ABRAMS ARTICLE ON PAGE B-58).

ADULT_CONTEMPORARY/QLDIES/SOFT ROCK

Nat % STATIONS TSL T/0 RADIO % EXCL #TEENS %18-34 %18-49 50+ M *F
1978 --- ——— 7.2 18.4 3.7 7.0 75.0 86.1 6.9 - ———
1979 - -—- 8,2 15,4 4.8 7.1 73.5 87.4 5.5 42.7 57.3
1989 - - 7.6 16.5 7.0 5.4 60.5 83.3 11.3 42,1 57.9
1981 --- --- 7.6 16.6 6.1 5,2 63.4 83.6 11.2 41.5 58,5
1982 - —— 8.2 15.1 6.3 5.1 60.4 83.6 12.3 42.1 57.9
1983 11.7 319 8.0 15.7 6.2 4.4 61.2 86.3 9.3 41.2 58.8
1984 13.6 420 8,1 15.6 6.8 3.9 59.9 86.9 9.2 41,2 58,8
1985 15,9 470 8.5 14.8 7.4 3.8 54.5 86.5 9.7 41.1 58.9
1986 16.2 525 8.8 14.3 8,1 3.4 53.4 85.4 11.2 41.5 58.5

This is certainly radio's most complex format group. The first thing you can do to simplify it is to throw out
the traditional MOR/Full Service stations. They simply do not belong in this group. Take a close look at the contrasting
demos and I think you will agree.

In 1982 1 offered the following definition of a true adult contemporary station. For the most part, I think
these parameters hold true today:

Softer contemporary hits and oldies
Moderate to strong news and information
Personalities

Less than 10% teens

More than 10% 50+

55 to 65% female

WM
& a2 o e & o

A relatively new form of AC, the “Soft AC" or Transtar or WLTW/WLAK type station may not generally adhere to points
2 and 3.

AC continues to grow as a format although much of the growth since 1984 has been in the “Soft AC" area.

(SEE E. ALVIN DAVIS' ARTICLE ON PAGE B8-68)

MOR/VARIETY

Nat % STATIONS TIsL T/0 RADIO % EXCL #TEENS #18-34 #18-49 %50+ M *F
1978 - - 8.6 15.2 10.8 3.3 24,1 50,2 46,5 -—— -
1979 ——- -—- 8.3 15,1 10.0 2.8 24.1 49.4 47.8 43.4 56.6
1980 - -—-- 8.3 15.2 11.5 2.2 19.3 45.2 52.6 43.6 56.4
1981 -—- -—- 8.3 15.1 10.9 2.2 20.3 46.0 51.8 44,1 55.9
1982 -—— - 8.9 14,2 10.7 1.7 16.3 41.6 56.7 43.0 57.0
1983 7.6 299 8.7 14.4 10.5 1.5 19.1 44,1 54.4 42,9 57.1
1984 7.3 262 9.4 13.6 11,7 1.2 16.7 41.4 57.4 42.9 57.1
1985 7.0 249 9.6 13.2 12.4 1.0 14.9 39,5 59.5 42,5 57.5
1986 6.6 246 9.6 13.1 12.4 1.1 14.6 40.0 58.9 44,2 56,8

My analysis of this format in 1982 still stands. Then I said, "MOR/Full Service still survives as a format. VYes,
it is aging and yes there are fewer survivors in the format. However, most of those still surviving are fairly strong
and profitable."

I feel that as with Beautiful Music there is room for one Full Service/MOR in most markets. However, the successful
stations in this format are already in place. They are what I call “"heritage" stations -- stations such as WGN, WJR,
WCCO and others. A heritage station has years of service and tradition behind it. It has established itself as the
source for news, information, sports and (usually) personality., It is highly unlikely that another station could usurp
this position. It would take too much time and too much money.

A Full Service/MOR station with an established position should survive despite a shrinking and older audience, It
survives largely because it retains the respect of the powers that be in the community -- society, government and adver-
tising. Those MOR stations which maintain that image will survive and prosper. Those that lose that image will never
regain it and might as well shop for another format.

(SEE ARTICLES BY DAN FABIAN AND RANDY MICHAELS ON B-62 and B-66)
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BEAUTIFUL MUSIC/EZ LISTENING

Nat % STATIONS TSL. T/0 RADIO % EXCL XTEENS %18-34 %18-49 %50+ M %
1978 16.7 352 10.8 12.1 8,7 1.1 19.4 47.7 51.1 -—- ---
1979 16.1 349 10,2 12.3 8.8 0.9 17.0 45.7 53.4 39.7 60.3
1980 15.6 345 10.1 12.5 9.9 1.0 17.0 43,7 55.3 41.3 58.8
1981 14.6 324 10.3 12.2 9.9 0.9 15,6 42.4 56.7 40,0 60.0
1982 11.8 274 10.6 11.9 9.9 0.7 14,7 39.9 59.4 40,0 60.0
1983 11.3 220 11,0 11.4 11.1 0.8 14.9 39.2 60.0 40.2 59.8
1984 11.0 207 11.4 11.0 12,7 0.6 9.7 36.3 63.0 40,1 59.9
1985 10.1 194 11.8 10.7 13.7 0.7 11.2 35.3 64.0 39.0 61.0
1986 8.9 179 11.7 10,7 14.4 0.6 10.5 33.1 66.3 39.0 61.0

BTFL/EZ is this decade's most troubled format. Stations programming the format and the total audience have fallen
more than 50% in the last decade., The 50+ audience component has increased from 51% to over 66% since 1978.

BTFL/EZ has been clobbered by a variety of problems, Changes in Arbitron's methodology, Expanded Sample Frame and
particularly Differential Survey Treatment, have contributed to the format's decline in share, The Nostalgia format
has taken a couple of share points from the older end of the format's spectrum., Soft AC's (Transtar 41, Everyreen,
etc.) have already eroded away some younger shares and will probably continue to gain more shares.

There were internal factors which have contributed to the format's decline. Beautiful Music syndicators and
stations were very slow to use sophisticated research for the format. They thus lost touch with their listeners, It
was not until the early to mid eighties that Beautiful Music made general use of research and then made changes in
response to the research. It may have been too little and too late.

The question now is how much further the format will fall? BTFL/EZ's share of audience has declined for at least
ten consecutive years, I still believe there is room for one BTFL/EZ station in most markets. The format remains a
difficult sell but one well-managed station in each market should be able to survive.

Even if there is no formatic competition, many BTFL/EZ stations have teft the format. Their feeling is that, at
best, BTFL/EZ will offer only a medium return on investment. In another format they might hit it big. More and more
BTFL/EZ stations seem willing to take that chance.

(SEE THE ARTICLE BY STEPHEN TRIVERS ON PAGE B-86)

COUNTRY

Nat % STATIONS TSL T/0 RADIO % EXCL #TEENS %18-34 %18-49 #50+ M *F
1978 9.3 442 10.1 13.1 15,6 3.6 27.4 61.1 35.3 -~ --=
1979 9.6 434 9.9 12.7 13.7 3.0 30.3 60.9 36.1 48.9 51.1
1980 10.3 460 9.8 12.8 15.6 3.5 30.1 63.6 32.9 49.2 50.8
1981 12.1 476 9.7 13.0 15.0 4.2 30.7 62.5 33.3 49.5 50.5
1982 12.6 552 10.1 12.4 14,3 4.2 31.8 64.4 31.4 47.9 52.1
1983 12.6 545 10.0 12.5 13.9 3.9 32.2 65.9 30.2 49.3 50.7
1984 11.8 533 10.7 11.8 15.0 3.1 31.9 65.6 31.3 49.6 50.4
1985 11.2 501 10.8 11.8 15.9 2.4 30,3 64.4 33.2 48.8 51,2
1986 10.9 474 11.1 11.3 18.0 3.1 34.6 65.4 31.5 50.3 49,7

The Country format showed excellent growth for most of the last decade. In 1984 that growth turned inte a decline
which has continued through 1986. However, I do not believe the decline is a serious one and I look for it to stabilize
by 1988. I feel the format got ahead of itself in the early eighties during the "Urban Cowboy" days. Some of the
"Trendies" probably tried the format for awhile and then went back to their prior listening patterns.

(SEE ARTICLE BY TOM CASSETTY AND GREGG LINDAHL ON PAGE B-72)

NEWS /TALK

Nat % STATIONS TSL T/0 RADIO % EXCL $TEENS %18-34 %18-49 %50+ M AF
1978 3.8 78 7.4 17.7 8,1 1.4 13.0 34,1 64.5 -——- ——
1979 9.7 86 8.0 15.8 7.9 1.2 13.3 33.1 655.7 46.8 53.2
1980 9.7 94 7.5 16.8 9.2 1.0 13.8 34,7 64.3 50.3 49,7
1981 9.1 88 7.8 16.3 8.1 0.9 13.0 31.9 67.2 - 47.8 52.2
1982 9.4 100 8.1 15.6 8.0 0.7 12.0 31.5 67.8 47,1 52.9
1983 9.3 119 8.1 15,6 8.6 0.7 12.2 30.9 68.4 46.9 53.1
1984 3.6 124 8.4 15.0 8.5 0.5 15.6 30.3 69.2 47.2 52.8
1985 8.8 126 8.3 15.2 8.6 0.8 11.2 31.2 68.0 47 .2 52.8
1986 8.7 120 8.1 15.2 8.8 0.8 12.6 31.6 67.6 47.5 52,5

The News/Talk format has been a bit of a disappointment. I think many of us expected for more growth from the
format. The number of stations using News/Talk has grown but total audience share has remained flat,

While some stations have converted to news or news/talk formats, the number has been relatively small -- probably
because of the expense involved., Instead stations in other formats, particularly on the AM band, have converted blocks
of their programming to taik segments instead of converting totally. Thus the amount of news/talk on radio has increased
more than the “pure play" News/Talk stations have.

One additional thought, The fact that the total audience share for News/Talk stations has remained steady is
really quite commendable since almost all of that listening has been on the AM band. With AM's share dropping so
dramatically, it is noteworthy that News/Talk has managed to hold steady.

(SEE ARTICLE BY JOHNNY ANDREWS ON PAGE B-89)

A-32



BLACK/URBAN

Nat % STATIONS TSL T/0 RADIO % EXCL #TEENS %18-34 %18-49 #50+ ™ 3F
1978 8.6 153 11.2 12.0 16.8 25.7 48.9 63.8 10.5 - -—-
1979 9.8 218 9.3 13.5 18.9 24,3 51.5 65.5 10.2 41,3 58,7
1980 9.8 179 9.8 12.8 16.5 21.3 53.4 68.3 11.9 43,7 56,3
1981 9.1 176 10.0 12.6 20.5 21.4 54,1 69.6 10.0 43.2 56,8
1982 11.7 244 11.3 11.1 10.8 19.1 55.9 71.6 9.3 43.7 56,3
1983 10.5 195 11.0 11.5 9.8 18.0 56.6 72.9 9.9 44.3 55.7
1984 10.1 201 11.0 11.4 10.5 18.1 54.7 71.8 10.1 44 .8 55.2
1985 8.5 205 11.3 11.2 11.1 18.7 56.1 73.4 7.9 46.3 53.7
1936 9.7 219 11.7 10,7 12.3 18.5 55.8 73.5 8.0 45.0 55,0

This format is composed of three primary segments. The first is the "pure Black" stations which are usually owned
by Blacks and proyram exclusively to the Black population. WAOK, WLIB, WBLS and others would fit into this group. The
second segment {s the Black/Urban stations which aim to attract a significant amount of Whites and/or Hispanics to the
format. WRKS, WGCI, WJLB and KKDA are examples. Finally, a relatively new segment: the Urban CHR's such as KPWR,
WHQT, WUSL and others. For these stations Black audiences may hold a plurality of listenership but not a majority.

The majority is held by Whites and Hispanics. This is the fastest growing segment of Black/Urban radio,

Black/Urban has benefited from changes in Arbitron's methodology. Just compare the 1981 and 1982 figures and you
will see what I mean. In 1982, DST was implemented.

(SEE ARTICLES BY DON KELLY AND AMOS BROWN ON PAGES B-76 and B-79)

RELIGION/GOSPEL

Nat % STATIONS ISL T/0_RADIO % EXCL STEENS %18-34 %18-49 %50+ pais *E
1978 1.2 143 11.3 12.8 10.4 3.2 23.8 46.1 50.7 - -
1979 1.1 143 9.9 12.7 9.7 1.7 17.5 45,2 53.1 29.8 70,2
1980 1.2 167 8.1 15.5 10.5 4.2 27.7 56.9 38.9 31.8 68,2
1981 1.2 183 8.1 15.6 10.2 4.4 30.9 48,9 46.7 31.9 68.1
1982 1.4 199 8.9 14.2 9.6 2.2 22.8 42.9 54.9 33.4 66.6
1983 1.6 201 9.3 13.5 10.5 2.7 26.0 52.7 44.6 33.2 66.8
1984 1.8 220 10.0 12,5 10.4 2.1 25.8 54.2 43,7 36.4 63.6
1985 2.0 227 8.5 14.9 8.8 2.7 29.3 55.0 42.3 36.3 63.7
1986 1.8 213 8.9 14.2 10.0 3.4 29.0 57.7 38.9 30.9 69.1

This format has shown good growth during the last few years. Most of the growth came from Gospel stations (which
were helped by DST)} and from Contemporary Christian stations,

SPANISH

Nat % STATIONS TsL T/0 RADIO % EXCL #TEENS #18-34 %18-49 %50+ WM B
1978 1.7 45 1€.6 8.1 26.5 6.2 33.0 61.7 32.1 -—- -—-
1979 2.2 51 18.2 6.9 25.0 4.2 35.8 63.8 32.0 34.9 65.1
1980 2.0 59 13.5 9.3 28.3 3.1 33.3 62.8 34.1 3548 64.6
1981 2.1 68 14.3 8.8 24.0 4.5 28.9 57.1 38.4 35.3 64.7
1982 2.3 56 15.6 8.2 24,1 2.5 32.6 60.1 37.4 39.4 61.6
1983 2.3 71 14.5 8.8 14,7 3.4 36.3 63.3 33.3 42.6 57.4
1984 2,6 69 12.4 10.1 14,2 4.8 37.3 63.3 31.9 37.7 62.3
1985 2.3 64 13.8 9.1 13.8 3.3 36.8 63.5 33.2 39.8 60.2
1986 2.7 76 12.2 10.3 16.1 3.9 33.1 65.9 30.2 38.0 62.0

The Spanish (or Hispanic) formats have shown a slow and rather unsteady growth. This puzzles me a bit because the
Hispanic population is growing at a more rapid pace. It may be that large numbers of Hispanic listeners have been
attracted to English stations -- particularly the Urban and Urban/CHR formats.

(SEE HERB LEVIN'S ARTICLE ON PAGE B-99)

CLASSICAL

Nat % STATIONS TSL T/0_RADIO % EXCL #TEENS %18-34 %18-49 %50+ M A
1978 1.4 41 7.3 17.6 4.9 0.7 29.5 60.2 39.1 - -
1979 1.2 40 7.5 16,7 6.7 1.5 29.9 60.5 38.0 49.1 50.9
1980 1.3 35 7.3 17.2 6.0 1.2 29.7 56.4 42,4 54 .4 45.6
1981 1.3 35 7.5 16.9 6.0 1.1 28.4 59.2 39.7 53.3 46,7
1982 1.3 35 7.6 16.5 5.6 0.8 25.6 58.9 40.3 47,7 52.3
1933 1.4 36 7.9 15.9 6.1 0.9 22.2 51,3 47 .8 49.6 50.4
1984 1.2 36 7.7 16.4 5.0 0.9 22.1 55,7 43,4 55,7 44.3
1985 1.4 38 7.7 16.2 6.8 0.9 20,3 48,6 50.5 50.6 49.4
1986 1.3 37 7.6 16.7 6.3 0.8 17.3 45,9 53.3 52.5 47.5

The commercial Classical format has remained relatively level in both the number of stations and audience levels.
These figures do not account for non-commercial Classical stations. It is my opinion that these stations with improved
research and programming have increased their audiences and have thus increased the total pool listening to classical
radio. 1 think the commercial stations have done well to hold their own,

(SEE BOB CONRAD'S ARTICLE ON PAGE B-102. ALSO SEE AN ARTICLE BY TOM CHURCH ON B-145.)
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Nat %

1978
1979
1980
1981
1982
1933
1984
1985
1986

~NO—L OO N

WHPpPpwN

STATIONS

12
9
28
72
143
173
162
167
157

9.5
10.6
10.6
11.3
10.9
11.9

NOSTALGIA
T/0 RADIO % EXCL TEENS %18-34

13,2 8.4 0.8 8.2
11.9 9.1 0.3 6.1
11.8 11.0 0.4 6.2
11.1 11.6 0.3 4,1
11.6 12.8 0.4 5.2
10.6 14,1 0.2 3.3

%18-49 %50+
28.5 70.7
25.7 74.0
23.8 75.8
18,5 82.2
17.7 81.9
13.4 86.6

45,7
43.9
45.4
43,1
44.7
46.0

2

54.3
56,1
54,6
56.9
55,3
54.0

From a pure audience growth point of view, this format is definitely the greatest success story of the past decade.
Nostalgia is also most Tikely the closest thing to a totally "new" format we have seen in over ten years.
has numerous critics who say the audience is too old, shares are too small or there is little room for growth.

1 feel the format has been a success. It has salvaged many a broken down AM.

viable once again.

At least they have managed to get into the time buyer's office and make a pitch.

(SEE JIM WEST'S ARTICLE ON PAGE B-93)

A-34

Yet Nostalgia

It has made many stations at least



SECTION B

RADIO PEOPLE PUT
THE DECADE IN PERSPECTIVE






INTRODUCTION

I think this section is just wonderful. There are almost fifty wonderful
articles about all aspects of radio in the United States. Some of the essays
are witty, some are deadly serious. Some deal wonderfully with the history
of radio, some with the here and now, and some with the future. A couple of
articles are a bit self-serving, but all of them are valuable and relevant.

I Tearned a great deal from these articles and I think you will also.
So relax, build a fire in the fireplace, turn on the radio, sit back and enjoy.

BUYING, SELLING AND FINANCING RADIO STATIONS

The first ten articles deal with station acquisition and financing.
Sections addressing formats, sales and management, audience research,
programming and miscellaneous follow.

Jeff Smulyan Teads off with a discussion about building a major market
radio group. Jeff emphasizes the types of managerial and financial skills
needed to accomplish this.

Next, Paul Kagan says publicly held radio companies are just beginning
their growth in value.

Jeff Epstein offers his thoughts on radio's move to Wall Street. Some
might call it Wall Street's move to radio.

Ed Christian walks us through a Leveraged Buy Out. Ed should know, he
just did it when he purchased Josephson Communications.

Chesley Maddox describes why commercial bankers have become so enthusiastic
about the radio industry and the interdependence between the radio and banking
communities.

Barry Dickstein addresses the financial source and structures for radio
deals and how an investment banker can be an intermediary between the station
buyer and the hundreds of financial strategies available.

Susan Harrison is next with a discussion of radio pricing and appraisals.

The Americom fellows (Gammon, Gammon and Culp) offer some thoughts on
station selling strategies and what to look for in a broker.

Paul Fiddick examines the radio industry from the perspective of a public
company. Paul has served as the president of the radio division of two public
companies, Multimedia and Heritage.

Finally, Walter Threadgill Took at ownership opportunities for minorities
and at ways in which to finance those opportunities.
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BUILDING A MAJOR MARKET RADIO GROUP

By Jeff Smulyan
President, Emmis Broadcasting

The opportunities for building a major market radio group within the next
five years should be greater than at any time in the history of our medium.
I am firmly convinced that the past decade was only a prelude to an increasing
entrepreneurial bent in American radio ownership. The older, more mature,
multi-media companies are faced with bigger divisions than radio (usually
TV, cable, publishing, or all three) and bigger problems than radio, (usually
surviving a hostile takeover.) If radio isn't the first division jettisoned,
it's near the top of the list. Not only is the relatively small size of
radio the reason for the major corporation's desire to divest, but more
important is that radio is much more managerially intensive than competing
media. To a big company, management intensity equals headaches. To the new
radio entrepreneur, it can mean opportunity. With multiple competitors,
multiple formats and multiple monthly ratings, radio is an industry that begs
for the flexibility and hands-on care of an entrepreneurial company. The
bureaucratic, multi-layered, multi-division company should be no match for a
group of firmly committed radio addicts who respond immediately to the most

subtle shifts in market tastes.

The financial marketplace understands this management intensity requirement
for radio and is willing to raise substantial sums for emerging companies
that can demonstrate an ability to achieve success in today's faster moving
climate. A major group can be built, sometimes very quickly. The market
sizes or the number of stations in a group are not nearly as important as
the management's level of sophistication in mastering various facets of the

industry.
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Our own company has grown dramatically by purchasing underperforming stations,
building cash flows rather quickly and then leveraging new acquisitions on

the basis of the newly created cash flows.

There is, however, a caveat to this growth opportunity. The changing market-
place will expose any weakness a company has in any area quickly and dramatically.

In any highly leveraged project, mistakes and miscalculations are magnified.

To build any company in radio today, you must develop a proficiency in each
area of the business. In the past, when a few AM stations dominated almost
every market, success was usually achieved by signal strength alone. The
growth of FM led to technical parity for many more stations, all with an
equal opportunity to prevail. This parity led to more competition in facets
of the business that had not previously been studied...programming, marketing,
research, engineering and sales. In each area the competitive zeal to gain
an advantage led to innovation...as it usually does. The result has been

an industry far more sophisticated (and by definition management intensive)
than our peers within the fifth estate. How many times have we heard radio
programmers or sales people bemoan the lack of sophistication of our tele-
vision counterparts. I have probably been told fifty times that almost

every TV station in America could learn marketing techniques from the average

radio broadcaster.

But our sophistication in sales, research, programming, engineering and
marketing has led us to a far more complex industry than was in place twenty
five years ago. In order to grow, a company has got to have a diverse

pool of talented individuals capable of executing corporate strategy. With-
out finding, developing and keeping good people, I would submit that it is
impossible to build any company in the next few years, especially one in
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radio. To me, the ability to find, develop and keep good people is simple.
Merely give them a stake in their company's ownership and a stake in their
company's strategy. This "twin ownership" satisfies the entrepreneurial
attitude that we want in all of our emp]oyees,‘ We are convinced that when
individuals have a stake in the outcome they will be more interested in the
process. We believe that ownership must include stock ownership and owner-
ship of the company's strategy as well as a compiete understanding of the
company's guiding philosophy. The emerging company recognizes that it must
get the respect and commitment of its employees. Loyalty and commitment
are a two way street. We have found that by hiring managers who are totally
committed to their work, we have a better chance of translating our philo-
sophy to our people. We have also found that when our people are treated
with compassion, their bonds to the process grow immeasurably. With a
committed group of people, we are able to engage in competition on the many

fronts that are now required.

Perhaps there is one more item that needs to be addressed about building a
new group in today's environment. That is how these new groups relate to

their predecessors. Many have speculated about broadcasters now merely

being the "tools of Wall Street". Almost every new company (including our
own) has engaged investment bankers to secure financing for acquisitions

or leveraged buyouts. As a broadcaster who remembers when the term "broad-
cast cashflow" was as foreign to the banking community as "international
trade surplus" would be today, I can testify that this focus on our industry
by the denizens of Wall Street can be both frightening and fascinating.
However, when analyzed, all the bankers have done is recognize what has

really been the underlying value of our industry...and then have lent to
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that value. The "private value" that we broadcasters always attached to
our stations is now being reflected in public markets. It is merely Wall

Street's way of vindicating what we have been doing for over sixty years.

With money available many broadcasters have cashed out; others have taken

on debt to acquire on an unprecedented scale; still others have borrowed

to acquire their own companies from their parent corporations (the leveraged
buyout); others have repurchased their own stock to fend off hostile take-
overs. The result has been an industry which has "leveraged up" i.e., taken
on a greater percentage of debt to equity than was previously considered
practical. Wall Street has been wiiling to find this money because it is

a believer that we as an industry can and will pay it back. While more
leverage means more risk, it also should make us better operators. We have
always had a saying that "a lot of debt to service makes you minimize your
mistakes". Put another way, with a large debt Toad, "you'll either be good

or be gone." I am certain that this addition of newly discovered funds will

make broadcasters more efficient than in the past --- they have to be.

However, efficiency doesn't mean the creation of an industry unresponsive
to community needs and interest. Any broadcaster who has been in this
business more than three days knows that you don't survive without knowing
your listeners in your community and responding to them. The trend toward
copious amounts of research is all a part of finding out what is important
to our communities and then serving them. That intimacy with our markets

will never change no matter who puts the money into our companies.

Finally, it should be noted that Wall Street is not merely funding a group

of Barbary Pirates of Bolshevik Terrorists to launch an invasion on radio.
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It is raising money for career broadcasters who have been committed to this
industry for years. People like Carl Brazell, Milton Maltz, Gary Edens,
Marty Greenberg, Carl Hirsch, Mel Karmazin, Norman Wain, Art Kellar, and Jim
Arcara are not exactly novices when it comes to American Radio. All may have
benefited by Wall Street's focus on us, but obviously none has learned about

radio on Wall Street. They learned it over many years on Main Street.

The emerging broadcast company has the ability to be as successful, committed
and involved as its predecessors. The rules have changed and the degree of
intensity may have been heightened, but the only result that matters is still

the same...service to our Tisteners.
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HAPPY 10TH ANNIVERSARY, AMERICAN RADIO

or

RADIO STOCKS/EQUITIES

By Paul Kagan
Paul Kagan Associates

HAPPY 10TH ANNIVERSARY, AMERICAN RADIO...

Publicly held radio stocks have yet to reach puberty. That may sound strange
for a business that's 66 years old. But it's true. The renaissance of
radio in the 1980's has yet to be translated into a vibrant, valuable list

of public stocks. But they're working on it.

While the Wall Street spotlight has focused on TV stations and cable TV
systems in recent years, radio properties have been quietly rising on the
ladder of desirable alternative investments. And each rung higher moves
radio station values into territory once belonging exclusively to the TV

business.

Remember when WHN in New York was a "big" station sale at $14 million? And
when you just hated to have to ante up $2 million for an FM in Dallas? That

was about nine years ago and you cried all the way to the bank.

In the late 1970's, the investment community paid 1ittle attention to media
stocks in general and radio-based companies in particular. 1In a world in
which people were still preoccupied with inflation and oil crises, radio
station equities were too small in size and too limited in growth (so Wall

Street thought) to have any cache,

The biggest problem was that media stocks were trading at 50% discounts from
their private market value. That meant that if a radio company wanted to go
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public, it might be faced with selling stock at 3.5-to-4x cash fiow! Even
if an underwriter could be found, no self-respecting group radio owner would

want to get involved.

That made radio investment banking strictly a private affair. And the
paucity of lenders made it even more private. It was tough doing deals

in those days.

Then the climate changed. Like a glacier melting backward, the investment
community began to warm up to media companies, lifting cash flow multiples,

making mergers and creating new public entities.

There were a lot of reasons for the trend, but these were the key ones for

radio (in order of importance):

1. Substantially lTower interest rates, the most powerful force behind any
rise in cash flow multiples.

2. Recognition of the industry by commercial loan departments of banks. The
history book will show an incredible difference in funding between the
1970's and 1980's because of the presence of banks.

3. Government deregulation, permitting a more rapid turnaround in station
ownership and 1ifting the 1imits on the number of radio stations that can
be owned by one company. The new rules attracted wagonloads of new
entrepreneurs in a 1980's version of an old land rush,

4, The radio industry's continued development of management talent, creating
new formats, operating with new efficiencies. With revenues and operating
profits comparing well with those of TV and cable, radio won new friends

in the investment community.



5. Availability of sophisticated money chasing whatever high yields were left
in a low-interest rate atmosphere. Call them junk bonds or subordinated
debt, these new funds are providing radio station owners with a needed
layer of intermediate capital to finance acquisitions.

6. The existence of a viable public equity window. As we write this on
September 14 that window has temporarily closed with a record single-day
market crash (September 11). But during the 18 months it has been open

we have glimpsed radio's Wall Street awakening.

Despite the fact that the media have been rocked by megamergers the past two
years--and a dozen names we used to know are no longer on our public stock

1ist--there are more names on the 1list than ever before. That's due in great
part to the public debut of no fewer than nine companies dependent entirely,

or in great part, on radio station ownership:

* Clear Channel * Malrite

* Faircom * Price Comm,

* Holder Comm. ) * Satellite Music Network
* Infinity * Westwood One

* Jacor

No one has called them blue chips yet because they're all relatively new to
Wall Street. But some of them have had some fancy capitalizations. Westwood
One, for example, skyrocketed from $6 1/2 per share to a high of $37 1/4.

And Satellite Music Network ran from $1 to $13! Not a bad performance for

an industry no one thought would have any friends on Wall Street.

Perhaps the most significant record for a radio stock was the one turned in by
Jacor during the past year. The Cincinnati-based group owner did something no
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other media stock could accomplish--it attained a public valuation level above
its private market value. It proved that investors are willing to pay for a
company's future equity, in the belief the company will make acquisitions with

the use of heavy, but prudent, leverage.

The ability of these stocks to complete public offerings and to perform well
in the marketplace indicates that radio is here to stay as a potent public
market force. It was once, of course, before TV came along. But the larger,

more glamorous TV companies eclipsed radio's place in the public stock sun.

Radio groups can hardly be the largest media companies, but with some stations
now carrying inherent private market values in excess of $100 million, it's
time to recognize that publicly held radio companies can, and will, run with

some of the biggest and the best.

With FCC rules permitting increased ownership of stations, we expect to see
more mergers and acquisitions, new groups formed and more public offerings.
After 66 years, and just reaching puberty, radio's greatest growth in values

still lies ahead.
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SOME THOUGHTS ON RADIO'S MOVE TO WALL STREET

By Jeff Epstein
Vice President, First Boston

ON INVESTMENT BANKING:

If you've got valuable broadcasting assets and no cash, you're the perfect
investment banking client. Wall Street lives by creating liquidity. When
you're buying or selling stations, raising funds for acquisitions or recapitali-
zations, or renegotiating existing loans, you're playing on the investment
banker's home field. When you begin to measure these transactions in the tens

of millions of dollars, you know it's time to have a Wall Street professional

on your side of the table.

ON RADIO MANAGEMENT:
Great businesses can breed lazy managers. Radio is a great business, but the
competition is fierce. The radio entrepreneurs of the 1980's have accumulated

stunhing wealth in a few short years by taking advantage of more than a few

sleepy competitors.

More than a dozen of these New Age radio managements have emerged, Often
founded by young men who grew up in radio and left larger companies, these
groups have built station portfolios with asset values exceeding $100 million,
through a deft formula of expert format selection, promotion, advertising sales,

cost controls, and financial leverage.

Bankers know that radio is management-intensive, and there's nothing as bank-

able as a management group with a great track record.

ON TRUST:
An investment banker at his best is like your family lawyer - an adviser,

a confidant, an insider. He's someone whose judgment you respect. He's
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experienced in the radio business, in related businesses, and in finance. He

Tooks out for your interests. You trust him,
If you:don't have an investment banker 1ike this, get one.

ON HIRING AN INVESTMENT BANKER:

Investment bankers hate "beauty contests", but they're the best way to hire

a banker if you don't already have one. Ask around, and pick out two or three
of the best bankers in the business and ask them to stop in. Tell them about
your situation and about the transaction you're contemplating. Give them some

numbers, and invite them to do a little homework. Ask them what they'd charge,

and what value they would add for their fee.

Investment banks can have awesome power. They measure daily transaction volumes
in the billions of dollars. But the resources are only valuable if the individ-
ual banker who represents you can harness the power of the firm on your behalf,
The best banker for you is not always the guy with the fanciest title, it's the
guy who knows what to do and how to get it done. And you'll certainly want a
firm with a lot of bench depth, since the best bankers are team players, and

you'1l want to use the full resources of the team.

ON PERFECT MARKETS:

When you sell a stock, there are thousands of potential buyers. When you sell
a house, there may be hundreds. When you sell a radio station, there may be a

few dozen.

Selling your station used to be a hit-or-miss affair. Maybe you did it quietly.
Maybe you found the perfect buyer on the first try. Maybe it didn't sell for

six months. Maybe you left a little money on the table,
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The evidence is now overwhelming: Investment bankers maximize value. Invest-
ment bankers have helped to level the playing field, improving the flow of

information, and sharply reducing the availability of acquisition bargains.

It is clear that sellers should always - without exception - talk to an invest-

ment banker before selling, and should almost always hire one.

Buyers are more Tikely to rely on investment bankers for establishing financial
credibility in the eyes of the seller, as well as advising on acquisition
financing. Of course, both buyers and sellers frequently like to stay in touch

with several investment bankers and brokers to keep their fingers on the pulse

of the market.

ON RADIO STATION PRICES:
They're clearly higher than they were, and probably lower than they're going
to be. The question isn't so much price, as pace. You may continue to make

a lot of money in radio, but your rate of appreciation is likely to slow con-

siderably from its recent pace.

Two pricing segments are of particular interest: turnarounds and market
leaders, Dozens of broadcasters have made tens of millions of dollars by
acquiring a weak station with a good signal and successfully turning it around.
Now, however, the high entry price for most markets virtually requires that

a turnaround succeed. The best managers will still be able to find opportuni-
ties and capitalize on them, but the failure rate is likely to rise and the

average financial returns are Tikely to fall.

For market leaders, the key question involves the stability of the franchise.

TV buyers will pay high multiples for market leaders, but in radio these
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prices are still Targely theoretical, since few Targe market leaders have
recently been sold. What will a buyer pay for a market leader, where con-
tinued share gains are unlikely and the downside risks have precipitous

financial implications? And if cash flow is $8 million or more, how many

buyers will surface with the resources for a $75 million or $100 million

single market radio acquisition?

We are 1ikely to learn more about both these segments in the continuing

months.

ON GOING PUBLIC:

Going public is not fun. It's expensive, time consuming, nerve-wracking, and

unpredictable.

The managers who thrive at public companies are public people. They 1ike
giving speeches, meeting investors, talking to the press, establishing an

image., But they may not have much time for their first love - running radio

stations.

So why go public? Because if you do it right, you could end up with the rarest

of all commodities: other people's money.

ON SOURCES OF FUNDS:

Think of a continuum connecting Low Risk and High Reward. Along that continuum

you'1ll find three groups of investors.

At the Low Risk end are the senior lenders: bank and insurance companies.
They want security. They'll lend five or six times cash flow at prime plus a

little. They want to get their money back even if the sky falls in.
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Toward the High Reward side of the spectrum are the equity players, the pro-
fessional money managers who specialize in leveraged buyouts and other invest-

ments where they can see a way to make a 30% annual return and cash out in

three to five years.

In the middle are the junk bond buyers, private and public. Private place-
ment buyers Took for 12 to 14% rates plus an equity kicker to bring their
total return close to 20%, and plan on holding their investments for several
years. Public junk bond buyers may not require the equity kicker, but they
do need an active secondary trading market supported by a large investment

bank. They like to have complete liquidity, buying or selling bonds on a

daily basis.

0ff the charts are the unsuspecting retail investors. The same people who
gamble at Las Vegas when the odds are against them also buy stocks and Timited
partnership interests. Sometimes they strike it rich, but on average their
returns for a given level of risk are much Tower than the professional equity
player's. Often, these investors will buy on the basis of a persuasive "story"
rather than on a thorough understanding of potential financial returns. If

you can find some of this cheap money, you're in luck, and if some of it

belongs to your relatives, so much the better.

ON THE FUTURE OF RADIO ON WALL STREET:

Radio station groups have become a big business, and there's no turning back.
The values are staggering, with acquisitions and financings topping a billion
dollars each year. Over time, radio broadcasters will rely on investment
bankers for what Wall Street has always done best: helping empire builders
to build their empires, and then, when the time is right, helping them to

cash in their chips,
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OWNERSHIP OPPORTUNITIES THROUGH L.B.O's

By Ed Christian
Saga Communications
If you run your own station or your own company, and you have the feeling
that it could be brought to market, if you move quickly, you can probably
use an LBO to buy it yourseif. Very simplistically, a leveraged buy out
uses the assets of the company as collateral for debt. This concept has
opened the door for a new group of entrepreneurs, and enabled me to buy my

own company.

To begin, sit down with the owner or President of the company and discuss it.
Sell him on the advantages of selling to your new company. First, it is a
clean party transaction with no middle representative. Second, it is quiet
and quick. There won't be tower kickers coming into the market and disturb-
ing the staff. Once it is announced, the transition period will be smooth,
Reach an agreement where the owner/company will allow you an exclusive period

of time in which to arrange your financing. Frankly, two months is not un-

reasonable.

When you discuss value, remember the old maxim ... "The owner will want more

than the buyer will be willing to pay." However, when you are having your
initial discussions with the owners, do not pin yourself down on price. Once
you have selected your financial adviser, that's his job. You probably can
look at your boss and say honestly, "I'm not a banker, broker, or an appraiser.
I understand what you are asking for in terms of price. What I will need is
time to assess the situation, seek professional guidance, and find a way to
reach an agreement with you. I believe that I have the wherewithal to do this

transaction, but what I need is an exclusive period of time to put the deal
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together." Please remember that you really need this exclusive period of
time. With the gold rush fever that is currently sweeping the industry, if
word Teaks that your company is available, you can probably kiss goodbye

your opportunity. There are a lot of people with deeper pockets who would

covet your own properties.

Your next step is to find an investment adviser. There are several alterna-
tives. You can secure the services of an investment banker who works exclu-
sively with radio/TV, go directly to a broadcast oriented venture capital firm,

or you can go to a broadcast oriented banker and ask for help.

Once you have found your investment banker or venture partner, you can begin
to dissect your deal. Remember, at this time, they will also be dissecting
you to see if you are the person whom they want to represent or place equity
in your deal. They will want to inspect your own operating track record.
Candidly, you will find difficulty pulling your deal off if you don't run a
bottom 1ine profit oriented station with yearly increases. Two introspective
questions to ask yourself are, "What do I bring to the party?", and "Am I

bankable?"

In this day and age, if you have a respectable record, you could well be

courted by a number of venture firms and investment bankers. Frazier, Gross
and Kadlec, the appraisal firm, has a directory listing banks that do broad-

cast loans, venture capital firms, and investment bankers. Make the calls.

Don't rush into your decision. This is the most critical part of your deal,
because your venture partner will be with you for years. If you go the invest-
ment banker route, his track record and contacts are key to the success of

your deal., Check them out. Ask for references of current clients. Take a
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week in discussion with your finalists, then make a Tist of what each one
offers you. Make the decision based both on your best deal and the one with

whom you feel most comfortable.

Once you have reached this point, you and your adviser/partner can meet with
your owners. This will probably be one of the most difficult meetings that
you will ever have. No longer is it "US" -- it is "THEM." 1I'11 give you one
spectacular piece of advice shared with me by Barry Dickstein of the investment
banking firm of Hartstone & Dickstein -- keep yourself out of the negotiation
process. Be in the meeting, but Tet your adviser/partners handle it. As

Barry Dickstein says, "Each word that you say will cost you $10,000.00"

By the time that you are at the meeting, you will have already prepared a_five
year pro forma/plan for your advisers/partners to review. Make sure that your
projections are real, because you will have to Tive with them. Cash flow
projections will also help your advisers structure the deal. They can project
your financing needs. Again, be reasonable and rational. Any mistakes here
can be costly. No pie in the sky, no quintupling of cash flow in year two.

An honest assessment at this time can make or break your deal several years

Out .

Once price and terms have been agreed upon, the next step is selecting your
bank. I recommend using a money center bank(s) and one with expertise in
broadcast Toans. Avoid the first time broadcast bankers. If something does
go wrong, you will want one who can work with you and your problems, rather
than one who panics because you are the only broadcast loan in their portfolio.
Again, in today's current marketplace, shop for banks. Review their communi-

cations staff, understand their pricing, and check with some current customers.
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Some banks are very aggressive, but their loan documents can place you in

default before you begin.

Plan before you start thinking about an LBO. Learn MONEY and how it works.
If you are a great operator, you won't have a problem doing the deal, but
you need to learn about financing. Otherwise, you will talk about grid card/
cumes/quarter hour maintenance, etc. to your banker and they will talk to you
about LIBOR, revolving term notes, leasehold mortgages, Junior Collateral
Security, etc. Most broadcast bankers have taken the time to learn our
language., Spend the time before you begin your project and learn theirs.

Not only will you be able to evaluate your deal with a much better perspec-

tive, but the compatibility and commonality will be substantially increased.

Most venture deals/bank deals are on a five year plan. If you do your home-
work, these can be five fantastic years, and prepare you for the next five
or fifteen. If you ran a profitable company in the past, you can do it in
the future., Be bold. At any moment that you doubt the deal, just ask your-
self where you would be today if you had this opportunity five years ago.
Maybe the enormous run up in broadcast values is just about over, but broadcast
values have never gone down in the last thirty years. There is a certain
type of entrepreneurial spirit that is willing to lay it all down and make
certain sacrifices during the formative years. 1In the 1950's, the late Eric
Hatch wrote an article for the "Saturday Evening Post" about his experience
of buying a radio station in Bristol, Connecticut. The article was entitled
"I Bet My Shirt on Thin Air." Today, if he wrote a similar article, it

could be titled "I Bet My Company on Myself."
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COMMERCIAL BANKING'S IMPACT ON AMERICAN RADIO

By Chesley Maddox

AmeriTrust, Cleveland
In the 1980's radio station owners and operators have increasingly relied on
bank debt and other external financing sources. This reliance has noticeably
altered the relationship between owners and financing sources and highlighted
the importance of the role played by financial intermediaries in the American
radio industry. Traditionally, the medium and smaller size broadcasting
companies had relatively Tittle access to both financial institutions and the
capital markets. Although broadcasters have always had a few banks they could
look to for senior debt financing, it was not until a converted Wall Street
gave broadcasting its nod of approval that we financial types began to openly
proclaim the joys of being broadcast lenders. Due in part to the repeal of
the "rule of sevens”, and the increased availability of financial resources,
station owners now find themselves growing through acquisitions financed

primarily by external sources.

Previously banks were unfamiliar with lending five hundred to one thousand
percent of fixed assets. The concept that our loans were being repaid through

clever packaging and marketing of air was not an easy concept to explain to

our loan review committees. It was only as group broadcasters, previously
highly fractionalized, became more sophisticated, that we lenders began to
accept on a large scale that it was more appropriate to analyze the industry
using other yardsticks than traditional methods of lending. Accordingly, the
few banks which lent to the industry created a variety of revenue, cashflow
and market valuation ratios. The acceptance of new lending criteria did not
mean that these lenders ignored fixed asset coverage and debt to equity

ratios. In general, many of these banks looked to finance the more established
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broadcasters who had good cash flow as well as equity dollars on their balance
sheets. Thus, instead of fixed asset coverage and debt to equity ratios, we

began to look at a variety of revenue and cash flow oriented formulas.

Historically, a crowding out effect was caused as the relatively small number
of communication lenders found themselves satisfying their portfolio growth
needs by lending to the more established, and in many cases publicly traded
broadcasting companies. This phenomenon forced most of the newer or less well
known companies to rely a great deal on seller financing, lTimited partnership
vehicles, finance companies and venture capital firms. Many of these companies
also opted for a no growth strategy due to the lack of financial resources.

The influx of the large number of financial institutions in the 1980's has
allowed many of these medium and smaller size companies accessibility to

senior debt financing.

In the past it might have been aggressive for a financial institution to lend

five times cash flow even to one of the larger, more established companies, as
the overall value of the company, as indicated by its stock price, reflected a
discounted multipie of cash flow value. For example, a publicly traded broad-

casting company with cash flow of ten million doilars might have a private

market value, based on cash flow, of eighty to one hundred million dollars,
The stock price, however, may easily reflect a public market value of fifty
to sixty million dollars based on net income potential or earnings per share.
Consequently, to lend five times cash flow (i.e. fifty million dollars) meant
that a bank financed eighty-five to ninty percent of the company's public
market "value". Given the fluctuations in stock prices, many banks, even
those few with experience in the industry might be somewhat uneasy at lending

such a "full" amount relative to the company's "value". Clearly, the stock
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price of publicly traded broadcasting companies in the past, and to a Tesser
extent still today, trades at a substantial discount relative to its private

market value.

As the impact of the Wall Street investment banking community hit in the mid
80's, many of the traditional borrowers of bank funds were swept away to the
public markets. Financial institutions in general found themselves scrambling
to counter the large debt runoff, for example, when the two large communica-
tion leveraged buy-outs of 1984, Metromedia and Harte-Hanks repaid substanti-
ally all of their bank debt by issuing debt in the capital markets, many banks
realized that lending to companies with so many alternative financing vehicles
did not contribute to permanent increases in their portfolios. Thus, we turned

with greater attentiveness to the medium size companies.

The medium and smaller size broadcasters who had outgrown their traditional
sources of financing, eagerly welcomed banks, and recently have begun leverag-
ing themselves to a higher degree then previously possible. They have gone
from relatively little senior bank debt, i.e. two to three times cash flow
as a group to almost double that number, four to five times cash flow as a
group. As the purpose of this increased bank debt has been mostly finance
acquisitions, refinance existing short term seller paper and stock repurchases,

the overall risks associated with lending to these types of companies has not

increased.

The flow of funds from the capital markets and financial institutions and to
an even greater extent, the cost of funds has played an important part in
fueling the prices for stations. In the past, many broadcasters looked at

the purchase price for a radio station using a variation of discounted present
value analysis, assuming a certain rate of return. This rate of return
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encompassed relatively high floating rate bank debt. Presently, given the
availability of funds many broadcasters can now borrow, on a senior debt
basis, fifty percent or more of the purchase price, at a fairly low blended
interest rate. This use of debt (leverage) allows them to improve their rate
of return, due to a lower initial equity investment. This means that the use
of leverage may allow radio station acquisitions, even those purchased at a

slightly higher multiple to still be a relatively good investment.

 Given the aforementioned increased availability of senior debt, the question of
broadcasters being able to meet their new debt service requirements is asked.
Certainly, it is incumbent upon broadcasters to use their new access to lower
cost funds prudently or the spigot will be turned off. This is an industry
with a track record for few defaults, and it is critical, for both Tenders and

broadcasters, that this record be maintained.

A legitimate concern among the financial community is that the prices paid for
properties today, combined with relatively low inflation and thus lower
revenue growth, is lowering the rate of return on many investments. If this
is compounded by escalating interest rates without immediate rapid growth in

radio advertising expenditures, the increase in cash flow needed to offset

increased debt service may not be forthcoming. A major component impacting
debt service, interest rates are almost as uncontrollable as they are un-
predictable. If an acquisition seemed reasonable based on an assumed cost
of funds it may be wise to fix a large portion of the debt at or below the
assumed cost., Thus, when the cost of floating rate debt fluctuates, the
proposed minimum rate of return on an acquisition will not be negatively

impacted by an uncontrollable cost of funds.
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Assuming the market continues to demand radio advertising, the industry should
be able to propel itself forward and maintain its real growth rates. Though,
according to some, the radio industry has reached maturity, there appears to

be much more evidence to support the thought that this dynamic industry is

still evolving. 1If that is the case, we as lenders, must watch the fundamentals
and continue to rely on our contacts to keep us current. In a similar light,
broadcasters must learn to use their bankers as a source of information on

the ever changing role of financial intermediaries. The relationship between
banking and broadcasting is and will continue to be interdependent. If both
lenders and borrowers proceed cautiously with this symbiosis, then the pack-

aging of air in paper will continue to be profitable.
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EQUITY/VENTURE FINANCING

By Barry Dickstein
Hartstone & Dickstein

It seems that merely a decade ago, radio broadcasting was virtually a "closed
club" that generated little interest from those outside of the industry.
Especially in the area of finance, bankers and other money people simply

did not understand our industry or choose to focus on it. The result was that
only the nation's most prominent, well-capitalized broadcasters had any access
to outside capital. Further, such capital was limited to short-term working
capital loans for daily operations, and modest amounts of bank financing

for acquisitions. For radio broadcasters, the early 1970's was a period

during which broadcasters and lenders simply did not communicate.

However, for the radio broadcasting industry, the past decade has marked the
age of financial liberation. From all corners of the country - from L.A. to
the Big Apple and from Bean Town to Motown - our bankers and other financiers
have come out of the closet. One by one, the lenders of the early 1970's who
did not understand whether we were transmitting or receiving have flocked to
our industry. Since the mid-1970's, the nations's money people have discovered

our industry, learned about it, became experts in our needs and issues, and

realized that there is no business 1ike show business. Through indepth

industry studies, they began to focus especially on the extremely prominent
stabilizing factors inherent to broadcasting that would especially appeal

to their appetites for solid, good yielding financing packages. Such factors
included:

1. Benign Federal regulation that insures an orderly oligopoly among franchised

players competing under fair, known rules.
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2. Severe technological and regulatory restrictions against significant new
competition.

3. Enduring technology that has withstood decades of challenges from new and
potentially competing technologies without significant obsolescense.

4. A Targe, orderly marketplace for station trading with a readily verifiable
comparable sales data base.

5. An industry featuring steady, yet dramatic, uninterrupted growth of revenues
over a fifty year period.

6. Dramatic increases in station values.

Further, for those who chose to study the industry, they also discovered that

this most attractive financial market was virtually devoid of lenders.

Accordingly, much like the discovery of gold at Sutter's Mill in 1849, the rush
was on!! Over the past half-dozen years, the bankers, investment bankers,
mezzanine lenders, venture capitalists, tax shelterers, pools and blind pools,
white knights, and Teveraged buyout boys have climbed over each other to get

to the broadcasters. And while the Nationa] Radio Broadcasters Association
Convention of 1976 held in San Francisco could have housed its financial con-
tingent in a phone booth, at the 1986 NAB, broadcasters often sought refuge

from hordes of marketing financiers.

While during the late 1970's, the financiers went to school for broadcasting,
during the 1980's, broadcasters are learning high finance. Radio broadcasters
are learning that there is an unlimited amount of capital available to them,
ranging from traditional seller note and banking packages, to highly sophisti-
cated tax-oriented and market-driven vehicles affording unbelievable degrees
of financial leverage and flexibility. These financing options allow each

broadcaster to step forward and select a game plan for future growth by betting
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on his own future performance. In this regard, in today's financial supermarket,
top station operators heretofore constrained by limited financial resources

can link up with money partners with whom they will share future equity

growth,

The task has therefore become one of finding the right financial structure

and source for each situation. As there are literally hundreds of different
financing combinations available, each having dramatic differences as to the
end financial result to the operator, one must sort through the myriad of
complex alternatives. For most radio broadcasters, the task of evaluating

zero coupon bonds, warrants, limited partnerships, rate swaps, etc. is un-
palatable. Therefore, they may either delegate the job to an in-house
financial expert hired for this purpose, or seek professional outside help.

As the business of corporate finance is transactional by nature, and therefore
not on-going, many broadcasters are reluctant to hire expensive, in-house
experts. And while broadcasters have often found their lawyers and accountants
helpful, increasingly they have turned to professional investment bankers to
help chart their growth course and structure the appropriate overall capital

package.

Presently, today's radio broadcaster realizes that his future, and the future
of his industry, rests on the twin pillars of sound operations and creative
finance. And just as no sound broadcasting company could hope to realize its
potential without strong operators, equally important are financial experts
able to chart out and execute aggressive growth plans. Further, for many,
the business of radio broadcasting has become big business. Skyrocketing
station values and the relaxed ownership rules have taken the industry out

of the mom-and-pop area to the major leagues. The need to compete with first
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rate, large, corporate operators further stresses the need to couple profes-

sional operating management with financial staying power.

As we Took forward to the next 10 years of radio broadcasting, we do so with
heightened enthusiasm as we realize that radio broadcasters will continue to
be bombarded by eager financiers with a plethora of increasingly sophisticated,
ever-changing capital options. And if the next few years continue the recent
pattern, each new alternative will only serve to increase the operator's
ability to prudently accelerate growth and accumulate wealth. That is, each
capital alternative seems to provide knowledgeable operators with new combina-

tions that 1ink broadcasters to money, with the result being an ever-increasing

"bang for the buck".

In summary, during the past decade, we have seen the nation's financiers dis-
cover our industry, court our broadcasters, and cement a series of operator/
financier partnerships that have dramatically accelerated corporate growth and
personal wealth., The need for broadcasters and lenders to communicate with
one another, coupled with the increasingly sophisticated matrix of financing
alternatives, has given rise to the role of investment banker as an expert
intermediary. And as the functions of high finance become as integral to
broadcasting as programming, tomorrow's broadcast team will most often consist
of an operating broadcaster, a money source, and an investment banker - a team
poised to evaluate and act on rapid change. For, whether on the operating
side or finance side, the hallmark of the coming decade will be change. And
while there will unfortunately be those broadcasters who will fall victim to
change, there will most surely be those broadcast/finance teams that will
eagerly embrace change eagerly, realizing that the handmaiden of change is

boundless opportunity.
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RADIO PRICES CLIMB THE CHARTS

By Susan Harrison

Harrison Associates
The fundamental approaches to valuing radio properties have not changed
significantly over the past ten years, nor are they likely to change signi-
ficantly in the future. Thus, it is likely that the industry will continue
to rely on appraisals which synthesize such factors as national economic
trends (such as inflation, stock market activity and interest rates);
industry factors, whether economic regulatory or legislative; local market
considerations, Tike the diversity of the employment base, demographic compo-
sition and number and type of competing media; and station-level factors
including the quality of the technical facilities, format niche and operating
cost structure. What has changed over the decade since 1976, and what is
likely to change by 1996, is the nature of the specific information that is

used, which reflects the dynamic and vital radio marketplace.

The radio market has seen dramatic growth over the last ten years. In 1976,
413 radio stations changed hands, for an average price of $437,440, and a
total outlay of about $180 million. By contrast, more than 1,500 properties
were traded in 1985, at an average price of almost $1 million, and a total
expenditure of $1.4 billion. The period began with the largest AM/FM combo
sale in history, when Joseph Allbritton sold WMAL AM and FM in Washington, DC,
to ABC for $16 million. Of course, we don't know yet how the decade will

end, but thus far we've seen record-setting sales of $44 million for KJOI

(FM) in Los Angeles; $49 million for WPAT AM/FM, New York; and $20 million

for WADO (AM) -- the highest price ever paid for a stand-alone AM.
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This astonishing growth period was enormously fluid, with sudden shifts in
sale prices and hyper-inflation of multiples. Regionalism became a very
important consideration in this period. The rapid population and economic
growth in the sunbelt was recognized by the broadcast industry as early as
1976, and buyers were willing, and often anxious, to pay premium prices for
sunbelt properties into the early 1980's. However, by 1981-1982, some of

the bloom was fading from the sunbelt, and increased attention was paid to
the quality of the properties offered in these markets. The decade also
showed a drop in value for many properties in the northern rust-belt and

some southern industrial regions, given the economic reversals seen there

in the early 1980's., However, by 1983-1984, buyers were returning to market-
by-market and station-by-station analyses to reveal more precise and accurate

values.

Perhaps the most significant development in the last ten years was the role
reversal of AM and FM stations. The increased attractiveness of FM stations
began to be noted by 1977. During the next two years the contest was un-
certain, but by 1979 the 1980's were declared the decade of FM. 1In 1980 a
tremendous price'escalation resulted in an almost 2 to 1 price difference

of FM over AM stations. Prices for combos were lower than for stand-alone
FMs in 1980, but in subsequent years the prices of stand-alone stations
dropped somewhat from their 1980 peak, while the average AM/FM combo went

for over %2 million in 1984.

Other factors also impacted radio appraisals. Several changes in FCC and
other Federal regulations -- tax benefits for sales to minority owners; a
decrease in the capital gains tax rate; and the dropping of the three-year

trafficking rule -- all tended to increase station turnover. Additionally,
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the FCC fueled the buying fever with the relaxation of ownership 1imits in
1984, However, the most direct cause of the increased volume of trading at
the end of the decade was the drop in the prime interest rate in 1983. This
changed the predominant pattern of station financing, which had depended
heavily on seller-financing, while interest rates were high. 1In part, because
of the lTower rates, and a recognition of cash fiow-based Tending, many more
banks (and Wall Street) discovered the broadcast industry and became major and

aggressive sources of funding.

A1l the factors mentioned above are likely to affect radio appraisals in the
next decade. While a Teveling-off in station prices has been anticipated for
several years, the relative scarcity of available properties is likely to
keep prices at high levels, barring further slowdowns or a dramatic reversal
of the nation's economy. On the other hand, major economic reverses have
occurred in key portions of the sunbelt due to the recent deciine in world
0il prices., These conditions are not expected to improve significantly in
the foreseeable future. Other regional differences are likely to accompany
the growth or decline of local economies in the next ten years. No change in
the supremacy of FM is anticipated, and increased competition from new media

should not be significant in the ten-year period.

The most important development in broadcast sales and appraisals is already
underway, with increased concern for accuracy and precision not only in sta-
tion valuations but, particularly, for defensible allocations of the purchase
price to specific assets and asset classes. This is a direct result of the
increased sophistication of the industry's "players," who place a high premium
on reliability and predictability. The old "rules of thumb" based on multiplies

are no longer sufficient to assess a station's value. Instead, a comprehensive

B-31



analysis of a station's past and projected performance, and local and national
market conditions is required. Over the next decade, this approach should
substantially benefit the radio industry as a whole, since it will support

more realistic pricing and expectations of station performance.
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THE HISTORY AND FUTURE OF SELLING RADIO STATIONS

By Tom Gammon

Dan Gammon

Craig Culp
Without going into a full review of radio transaction history over the past
ten years and the part brokers have played in it, Tet it suffice to say that
ten years ago only a handful of radio brokerage companies existed and their
service, by today's standards, was in its infancy. As a result of the dollar
volume of radio transactions growing from $181 million in 1976 to over
$2,225,000,000 in the first nine months of 1986 ($2.8 billion estimated for
calendar 1986 year), all aspects of radio station trading have undergone
numerous changes. Among the most noteworthy of these changes are:

-- The drastic increase in the number of brokerage firms handling
radio stations.

-~ An increase in the professionalism of the brokers (due mostly to
the competition).

-~ The development of a new breed of radio broker that is both financially

sophisticated and professional in their market strategies as applied
to radio station trading.

-- The rapid appearance of Wall Street investment bankers assisting with
radio transactions over $50 million and the recent involvement of
financially sophisticated, financially trained buyers (Bob Price,
Frank Osborn and Joel Fairman, as examples).

-- Finally, the gradual disintegration of the "good ole boy" network,
which in effect, acted as a communication loop between owner, broker,
and inside buyer.

The changes briefly outlined above have forever altered the face of radio
station brokerage for the better. Many of the nation's large and established
brokerage companies have felt the impact from the in-roads made by new,
competitive firms that have taken brokerage into new arenas of professionalism

and sophistication in the marketing of multi-million dollar radio properties.

Specifically, this "new breed" of radio station brokerage company differs

B-33



from its more conservative, estabiished, "old school" counterpart by focusing

on obtaining top prices for radio stations through the use of sophisticated

marketing techniques and equalily advanced financing vehicles, many pioneered

by Wall Street.

This evolution from traditional, conservative methods to more sophisticated

marketing and financing techniques has occurred over the past ten years for

three important reasons.

1.

For the first time in this industry's long history, equity and bank money
has flowed aggressively into radio transactions, allowing owners to fur-
ther leverage their existing properties to make new acquisitions. Inex-
pensive, available financing is perhaps the most important aspect of this
tremendous change in radio station trading volume. Cash flow lending is
becoming preferable to asset based loans to Tending institutions because
of the recent decline in heavy industry in America. A repercussion of
this dramatic increase in available money has been an equally dramatic
escalation in station prices and trading.

Because prices have continued to escalate (primarily for FM radio stations),
the amount of debt these more valuable properties can support has brought

larger and more sophisticated senior lenders, mezzanine lenders, and

venture capital/equity funds into the radio industry. Very few radio

stations over a few million dollars would be bought if the properties
were not able to attract a lender's money. Although this may sound
painfully obvious, understanding this basic premise is necessary to
grasping the effect readily available financing has recently had on
station trading. Today you can purchase a $30 million radio group, at
ten times cash flow, for approximately seven-and-a-half times cash flow

in senior and mezzanine debt (debt of $22,500,000), and equity of
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approximately $8.5 million to $9 million, for a 3 to 1 debt to equity
ratio, Imagine making this same acquisition without the ability to
attract senior and mezzanine financing (mezzanine is a term used for all
financing between senior debt and pure equity). This same acquisition
would not only become difficult but impossible for the vast majority of
radio broadcasters today. Ten years ago, most radio stations outside the
Top 25 markets were acquired by going into your favorite hometown or
regional bank and pleading and cajoling for a loan officer to make a
"cash flow" loan. The increase in station values has clearly brought

less expensive and more creative financing to radio.

The third point that has fueled this increased trading is the more relaxed
environment that has existed since Mr. Ferris began the deregulation
process in the late 1970's. The greatest benefits have been gained by

the repeal of the three-year holding rule, which didn't allow a Tender

the freedom to get his money out when he felt an investment was going
sour, and the increase in the number of stations one entity could hold
from 7-7-7 to 12-12-12. This deregulation has been a positive change for

both sellers and investor.

How Americom sees Radio Station Marketing in the Future

If we begin by assuming there is general agreement that the function of a

broker/marketer is to get the top price for a given radio station, we can

then evaluate the methods being used by some of the industry's newer brokers.

For purposes of discussion, and to see how the future of radio station selling

may look, it may be of interest to look at your own strategic approach to

radio station marketing. We believe that methods outlined below that offer a

choice of three selling strategies represent the future of successful radio
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station marketing, provided obtaining maximum selling price is the primary
objective. The three strategies we have found most effective are as follows:

1. Confidential Brokerage. The goal with this method is to contact less

than five specifically targeted, highly qualified buyers. Through
this approach we can greatly reduce the exposure within the industry
that the station receives and still produce a market offer for the
owner.

2. Auction Blocking. Originated on Wall Street, this marketing technique

involves wide spread exposure of the property's availability,
financial performance and detailed operating information. The
benefit lies in maximizing the station's exposure to the largest
number of potential buyers, thereby seeking to produce the highest
possible offer from the auction's winner.

3. Negotiated Bid. This marketing strategy is a hybrid of the two

strategies outlined above. Here, the station's availability is

given wide exposure in the industry's trade press but the financial
statements and other sensitive operating information is kept
confidential by being given to only the most qualified buyers wishing
to proceed with an offer in a previously determined price range.

This method has produced excellent results for clients with attractive

properties too small (under $50 million) to use a Wall Street

investment banker.

We believe that those owners equipped with a carefully thought out and executed
radio station selling or marketing strategy will have positioned themselves

to receive premium prices for their properties. Owners who do not utilize
these advanced marketing strategies will risk leaving hundreds of thousands of

dollars, and possibly millions, on the table when selling their radio properties.
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What you should expect when you choose a broker to represent you

To many station owners, it must appear as if radio brokers seek large compen-
sation for Tittle service. The question then becomes should you use a broker
at all? Because there are no licenses required for this profession, there are
many not-so-qualified people claiming to be experts at radio station brokering
and marketing while offering little in the way of helpful and productive
service. Let us then Took at the role of a broker and the services a buyer

or seller should expect from the broker they choose to use.

-- The best broker will be in your corner. For a seller, he will focus
on obtaining the top price for the station utilizing the most appro-
priate marketing method (as described earlier). His compensation
will be a reflection of his ability to do this (for example, when
applicable, some brokers offer incentive based fees that are very low
until the last few dollars of a station price where they escalate to
a much greater percentage of those last doliars received). For a
buyer, the broker will negotiate the smartest deal possible with the
understanding that the interests of the seller must be given strong
consideration or the channels for future acquisitions by the buyer
may be closed.

-~ The broker should always be completely familiar with the financial
capabilities of the buyer so that he does not misrepresent the buyer
and endanger a deal. The broker should also be able to provide
assurances to the seller that a buyer's financial capabilities are in
order and, in some cases, be able to arrange the proper financing a
buyer would need to complete a transaction.

-- A professional will be able to assist the seller or buyer in the

entire process as an advisor or counselor on matters such as what
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standard provisions should be included in a definitive contract,
should a non-compete or seller paper be offered or accepted and why,
etc. A special note should be made here: perhaps the most important
service a broker should provide to either a buyer or a seller is the
ability to determine an accurate market value for a property and
describe how it is derived.

Your broker should be able to act as a guide to help determine what
marketing strategy would be most effective to properly represent your
station or station group and thereby maximize its value without
directly compromising your other considerations (i.e., confidentiality).
He should be able to design counterproposals tailored for specific
offers and determine what strategy should be used for negotiating
difficult or sticky contract points.

Finally, a professional broker will be able to act as a lightening
rod for potentially destructive tension and frustration that can
develop during heated negotiations. In simplest terms, he should be

able to keep his head while those around him are losing theirs.

A top professional at marketing radio stations should be able to provide all

of these services to the clients he represents. Of course, there is always

the option to sell without the benefit of a broker. Given the right set of

circumstances, selling directly can be an excellent method of transferring a

radio station. Experience has shown that when an owner has been through many

radio transactions and is familiar with the standard contract provisions of a

transaction and the handful of appropriately qualified buyers for his property,

a successful transaction can be effected without the assistance of a broker.

The one nagging question that can sometimes haunt an owner who has sold his

station directly, is whether or not he could have gotten 5 or 10 percent more
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for nis property if he had employed the marketing and negotiating skills of a

professional broker.

When you consider the benefits a top professional radio broker provides - i.e.,
specialization in your type of radio station, station financing, station valu-
ation negotiating experience, and the ability to get a top price -- it appears
they can offer a value clearly outweighing their compensation. However, it

may be true that this eguation of value to services rendered does not occur

in the majority of cases. What then is the key to getting a professional
broker who will go the extra mile for you and will truly earn his compensation?
It 1ies in the single most important step in selling, and in buying a radio
station today -- researching and selecting the right broker. No singie

person has a greater impact on both the price obtained and the success of a
radio station transaction than the broker selected to market an individual's

radio station or radio group.

By lTooking at your experiences or those of your friends who have been involved
with a broker or brokers, determine which of those brokers have the positive
characteristics we have outlined above. From a position of dollars earned or
dollars saved, the time you take for this evaluation may prove to be the most
valuable thing you have done since you bought the radio station you are now

considering selling.

The process of selling a radio station and the entire radio brokerage business
has undergone significant change in the past ten years. In the preceeding

synopsis, we have attempted to outline the scope of that evolution and to
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describe various methods and options that should establish new frontiers in
the next ten years of station trading. One thing we are pleased to note has
not changed, radio continues to be a business made up of good people. At
Americom, we are proud to be a part of this great industry of ours and look

forward to participating in another ten years of exciting growth and change.
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RADIO AND THE PUBLIC COMPANY

By Paul Fiddick
President, Heritage Radio
[t is appropriate at this particular time to write about the decade past and
the one ahead from the perspective of the public company -- appropriate
because the environment of the public company has fundamentally changed in

less than the past two years.

First, let's define a public company. As opposed to private ownership, a
pubTic company is one in which the public can acquire a portion of the owner-
ship through the process of purchasing shares of stock. The stockholders
collectively are the actual and sole "owners" of the company although typically
no one individual owns a majority interest. A board of directors is chosen to
represent the interest of the shareholders and it, in turn, hires professional

management to run the company.

It stands to reason that a company's value will not normally change appreciably
from day to day. While this may be a basic economic truth, it is not the case
for the public company whose "value" changes with the trading price of its
shares. This price is based on forces very often apart from the performance

of the company and quite beyond its control. For instance, a change in the
prime interest rate, a political crisis, or the relative attractiveness of
stocks to other financial investments will cause the market and any individual

issue to fluctuate.

A company with, say, ten million shares out at a price of $50 may be said to
be worth $500 million. However, if in one week 100,000 shares (only 1% of

the total) trade at $47, a total of less than $5 million worth of trading will
cause that company's value to fall $30 million. Is the company actually worth
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$30 million less than the week before? 1In the eyes of its investor/owners,

yes, and theirs is the only opinion that matters.

For most of the twentieth century, that which has driven the price movement

of stock is the growth in year to year quarterly earnings (profit after taxes).
A company's stock price is expressed as a multiple of its annual earnings --
its price-to-earnings, or P/E ratio. Assuming this ratio was constant, stock
prices rose proportionately with profits, which made perfect sense. The P/E
ratio itself could be manipulated somewhat by managing the company's perform-
ance over time. Generally speaking, if a company could demonstrate consistent
growth quarter-to-quarter for several years, the market would reward that firm

with a higher P/E multiple.

This environment created certain patterns of corporate behavior. First and
foremost, it discouraged large-scale borrowing because the interest on the
debt "diluted" earnings, and thus reduced the stock price and shareholder
value. It also fostered the quirky practice of "managing" profits on a
quarter-to-quarter basis to give the appearance of continuous growth. There
is the temptation to cut expenses when results are off to preserve profit,
but spend liberally when results are good. If this seems backwards to you,

it is. The system promotes short-term thinking.

Also, the volatility inherent to our competitive industry made radio station
ownership less attractive to the public company. Radio stations could not be
counted on for steady year-to-year growth. Instead, they tended to move in
fits and starts. About the only way radio made sense was in a group which,
like a portfolio of stock, diversified the risk and evened out the results.
Most public communications companies were in radio in a big way, or they got
out.
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But something snapped on Wall Street, roughly coinciding with the beginning
of Ronald Reagan's second term in 1985. There has been a fundamental shift
away from earnings orientation to asset orientation in the stock market. The
investment community now favors a company not for its earnings performance,
but for how well it leverages itself to enhance shareholder value, either
through the acquisition of additional properties, or the repurchase of stock.
Some of the top-performing broadcast stocks are currently reporting negative

earnings.

Radio acquisition and ownership makes a great deal more sense to public com-
panies in this new order of things. The result is a renewed interest in radio
from established companies (a good example is Heritage Communications, my new
employer) and the emergence of new radio-only public companies such as

Infinity and Jacor.

Radio, as we know, has always been an entrepreneurial business, whose big

rewards came in the equity growth of stations. The new public orientation to
asset value, if not a temporary phenomenon of low interest rates, will mean a
significant capital source for radio acquisitions and long overdue apprecia-

tion for the economics of radio station ownership.
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THE MINORITY RADIO INVESTOR'S ABILITY TO FINANCE ACQUISITIONS

By Walter Threadgill
Minority Broadcast Investment Corp.

At present more than 8,600 commercial radio stations are in operation through-
out the United States. This total is represented by 4,800 AM stations and
3,800 FM stations. In 1985 approximately 200 stations commenced operations,
and 600 construction permits have been granted in 1986 by the Federal Communi-
cations Commission.
In May 1978, the FCC issued a Statement of Policy on Minority Ownership of

1/
Broadcasting Facilities in which it observed that there was a "dirth of

minority ownership in the broadcast industry".  Over the past decade the
number of minority owned radio facilities has increased from approximately 45
in 1975 to 203 in 1985. Moreover, during this period government, private
industry and creative minority entrepreneurs have labored long and tediously
for paths to increase minority ownership. The Federal Communications Commis-
sion, through past policies, has convened various advisory committees to

access this dirth of ownership. Further, the Commission's tax certificate

and distress sale policies have, inter alia, favorably impacted minority
ownership. Storer Communications, Inc. funded Minority Broadcast Investment
Corporation in August 1979 and Broadcap was funded in 1978 through the National

Association of Broadcasters with contributions from its members,

1/ 68 FCC 20 979 (1978) "Policy Statement"

2/ The FCC classifies minorities as Blacks, Hispanics, Indians, Alaska
Natives, Asians, and Pacific Islanders.
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Both Minority Broadcast Investment Corporation and Broadcast Capital Fund
specialize in minority broadcast financing and are Ticensed by the Small

Business Administration to operate as Minority Enterprise Small Business
Investment Companies (MESBICS).§/ Syncom Capital Corporation, a non-industry
sponsored MESBIC and the first to specialize in minority broadcast financing,
began operation in 1977. It is instructive that given these efforts only

2.4% of all radio stations throughout the nation are now owned by minorities.

In its final report in May, 1982, the Advisory Committee on Alternative
Financing for Minority Opportunities in Telecommunications to the Federal
Communications Commission observed, "Since 1978 when the Commission adapted
tax certificates and distress sale policies, there has been a growing reali-
zation that although progress has been made, financing has remained the
single greatest obstacle in preventing further gains." As of June 1, 1986,
the combined private capital of the three specialized communications
MESBICSﬁ/ was approximately $5,250,000. Assuming maximum leverage afforded
to MESBICS of $4 per $1 of private capital, the theoretical aggregate of
funds to be deployed by specialized minority lenders would only approach
$21,000,000. By comparison WLAC AM/FM in Nashville, Tennessee, the 47th

5/
ranked ARB market recently sold for $19,900,000.

3/ MESBICS formerly known as Minority Enterprise Small Business Investment
Companies now are Section 301(D) SBICs, chartered by Sec. 301(d) of the
Small Business Investment Act. MESBICS provide assistance to small
businesses which are at least 50% owned and managed by social or
economically disadvantaged groups.

4/ Other Sec 301(d) Small Business Investment Companies that have been active
in providing assistance to minority broadcast investors include: Alliance
Enterprise Corporation; Fulcrum Venture Capital; Equico Capital Corporation;
Minority Enterprise Capital Corporation and MCA New Ventures.

5/ Broadcast Stats, Paul Kagan Associates
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The ability to obtain capital, either debt or equity, still remains one of
the minority investor's greatest barriers in 1986. Further, the impact of
deregulation has churned the radio station marketplace to higher asking cash
flow multiples in a classic demand push model. As a result of this price
escalation, the minority investor's ability to acquire major market stations
at attractive cash flow multiples is virtually non-existent. Conversely,
those 1nvestor§ who regulate themselves to lTower price bargain facilities must
enter into “turnaround" situations as initial points of entry into the
marketplace. Turnarounds, however, require intense management and expanded
capital to simultaneously rebuild audience share as well as cash flow and is
clearly a risky business. Thus, the environment faced by today's minority
investor runs the spectrum from runaway price escalation in major markets on
one hand to cherry picking for value in a terrain filled with landmines on
the other. Clearly, not an exciting or encouraging prospect but yet

terminal.

Minority investors in the future must again bring together the coalitions of
the past. Simultaneously, they must follow the examples of an industry that
is in a period of flux and change. For its part, the government, through the
FCC, must be encouraged to promulgate policy that favorably impacts the
public interest. Minority ownership is in the public interest. The double-
edged sword of deregulation must be used to benefit the tenants of diversity
found within the Communications Act. Corporate mergers and acquisitions create
spin offs and these regulatory divestitures coupled with tax certificates

and corporate seller financing could create new pools of funds and stations
for minority acquisitions. Private industry, through the financial community,
must be encouraged to explore more fully the concept of pooling investment
commitments for minority buyers. The use of a pool would minimize the risk
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to any one investor who participates. Further, a pool concept could be util-
ized to create a secondary market for seller paper currently too small to

attract major financing.

In future attempts to finance bigger and better deals minority investors must
become increasingly innovative. Where a seller is unprepared to extend financ-
ing to a first time buyer he/she must be prepared to enter into "management
contracts" to ensure the seller an additional degree of comfort. Where a
transaction size is above the contemplated equity range the investor must
look toward participating out part of the acquisition through joint ventures
with strong financial partners, maintaining minority control through astute
corporate legal architecture. Finally, the minority investor must emulate
trends within the industry as a whole. In part, this can be accomplished by
acquiring properties that, for the most part, are already profitable on a
cash flow basis and gain further insulation by purchasing conservative types
of properties. Once acquired, raise rates, reduce staff and be prepared to

spend aggressively on a promotion and technical facility.

The hallmark for financing minority acquisitions in the future will be innova-

tion. This creativity, in large part, will be reflective of the investor's

ability to quickly recognize value, emulate the larger marketplace as it cuts
costs and increases cash flow margins as well as recognize subtle beneficial
shifts in the regulatory climate. With this in mind, the experiences of the
past can be utilized as the springboard to the future. Enterprising investors
must continue to undertake to acquire tha biggest and best facilities in the

marketplace if the next decade is to record greater minority ownership.
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THE FORMATS

The next fourteen deal with the major format groups. The only format
missing is religion. The person who agreed to write about religion was unable
to complete his article in time

Perhaps the leading CHR/Top 40 programmer of our era, Mike Joseph,
leads off this section with a fascinating history of that format. 1 found
Mike's theory of "recycling" to be particularly interesting.

Next is an essay about AOR by the Burkhart, Abrams, Douglas, Elliot
consortium. Besides a brief history of AOR, they make a pitch for the "New
Music" offshoot - an AOR variation I hope is tried by broadcasters.

Dan Fabian contributes a delightfully written essay on Talk/Full Service
radio.

Randy Michaels follows with an analysis of MOR/Full Service radio - a
format I still have great faith in.

E. Alvin Bavis examines the wide and complex spectrum of the Adult
Contemporary format.

Tom Cassetty and Gregg Lindahl write about the country format. I might
note that since they wrote the article, WIRE in Indianapolis has changed back
to country and WSKS in Cincinnati has converted to country. Things change
guickly in radio.

Next up is Don Kelly who tells us about one of today's hotter formats,
Urban radio.

Amos Brown contributes a thorough and thoughtful analysis of Black radio.

Stephen Trivers, my first boss, tells us about Beautiful Music/EZ Listen-
ing. Of particular interest are the programming concepts which were "invented"
by BTFL/EZ stations and then adapted to other formats.

Johnny Andrews discusses the components of a successful News and News/Talk
station and speculates about the viability of the format on FM.

Jim West offers a historical and even a sociological perspective when he
looks at the Nostalgia format. Jim's article is really a mini-history of
radio programming since the 1930's.

Herb Levin sheds 1ight on the diversity of Spanish radio. It is much
more complex than I ever thought.

Bob Conrad examines the Classical format and how it has become a commercial
success in many markets.

Finally, Bill Sims, the owner and programmer of one of my favorite

stations, makes a strong pitch for his format. There is no broad, generalized
term for his format so you have to read the article to figure out what it is.
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CHR RADIOQ
By Mike Joseph

Mike Joseph and Associates
CHR has the longest history of any current or any radio format ever. Rock
music came out of late forties and early fifties race or rhythm and blues
black music. Since black artists were not being played on white radio stations,
it took white disc jockies on popular music stations to play covers of black
hits performed by white artists. The first real white rock tune was “Sh-boom"
by the Crew Cuts in 1954. It initiated strong rock triplets in a rock arrange-

ment sung by a white group.

The first rock song to become a mass media hit was Bill Haley's "Rock Around
The Clock" in 1955, It came out of the "Blackboard Jungle" sound track and
entered the mainstream of American music, serving as a catalyst for a new
American musical art form and combined the forces of records, radio, movies

and TV to kick off rock and roll into every American's home and consciousness.

Simultaneously, Top Forty as a format was starting in 1954, 1955 and 1956,
Led by Todd Storz and Gordon MclLendon, it began at their respective stations,

Storz' KOWH, Omaha, WHB, Kansas City and WTIX, New Orleans and McLendon's
KLIF, Dallas and KILT, in Houston. My first Top 40 was WTAC in Flint in 1956.

My role model at the time was Bill Stewart, national program director of both

Stortz and MclLendon,

While moving into my WABC office in its 1960 Top 40 turnaround, taking the

of fice over from the dean of American disc jockies, Martin Block, and another
one of my idols, an interesting statement was made. Knowing of my Top 40
history and previous successes, Block said "What's that about Top 40 being a
new format. I have been playing the Top 30 since 1935." True! Top 40 was
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the most popular music and Martin Block did a Top 30 Countdown every Saturday
morning, first on WNEW, then WABC. And WNEW was the popular music station of
New York City since 1935, before WINS, WMCA and WMGM went Top 40 in the Tlate
50's. And every record played was a hit, even the great big band records,
those of Glenn Miller, Tommy Dorsey and Benny Goodman, the vocals of Frank
Sinatra, Peggy Lee, Dick Haymes, Jo Stafford, Perry Como, Doris Day and Bing
Crosby. So on all the great independent popular music stations of America,
CHR or Top 40 has been around since the beginning of recorded music on radio,
even going back to Gene Austin's "My Blue Heaven" in 1927, Rudy Vallee in the
30's, Bing Crosby in the 20's, 30's, 40's and 50's, Frank Sinatra and Perry
Como in the 40's, 50's and Eddie Fisher and Andy Williams in the 50's. These
are the vocalists. The hundreds of big bands had hit after hit after hit,
still played today on "Music of your Life" stations and played now because
they were the hits of the 30's, 40's and 50's and their audience today were
teens then. There will always be CHR, because there will always be popular
music, there will always be the best selling artists, records and hits.
Listen to the great classical composers and in their symphonies, concertos,
overtures, suites, rhapsodies and dances, you will hear the folk tunes or the
most played and sang melodies of that particular era. Composers “"stole" or
“borrowed" from one another because they incorporated the hit social songs of

their lifetime.

Today's CHR format, starting with Storz and MclLendon in the middle 50's, took
off overnight with the demise of the basic network and affiliate stations
whose audience and programming went to television and the original independent
music statijons got stuck in a big band, MOR and personality time warp. CHR

must always be current,
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Original Top 40 incorporated the basics, was exciting, disciplined and well
structured, well produced and well promoted, strong in personality, fast,

tight and funfilled and only playing the hits in a very fast rotation.

Every 5 years or so Top 40 stations over the last 30 years have a habit of
blowing it. There are a few exceptions, but sooner or later they all succumb,

making room for a new entry and even dynasty for 10, 15 and 20 years.

In my 30 year Top 40 career, I have entered this re-cycling period in 1963-
1966, 1969-1972, 1975-1978, 1981-1986. Meaning I came in at the end of a

downturn and kicked off into an up-cycle.
Let's use the last ten or fifteen years as an example,

The original Top 40 stations, 1954-1966 were all currents and no gold. After
all, if they were to play gold, they'd be playing as currents Elvis Presley,
Jerry Lee Lewis and Little Richard and sequed into the gold of Bing Crosby,

Patti Page, Tommy Dorsey and Glenn Miller - a deadly mix for a youth audience!

In 1972 Top 40 had become 50 to 90% gold, laid back, talky and cliched, and
was still an AM format. Underground, psychedelic and progressive rock had
taken over the FM band and in the pop culture. My first FM all-currents Top
40 and prototype for "Hot Hits" was Malrite's WZUU in Milwaukee, featuring
29 records in a two hour rotation, and a traditional Top 40 sound. It was
counter-programmed against AM stations that were succumbing to the same
disease that has ruined so many Top 40 stations, blowing off the teen base
and wanting strictly 25 to 54 demos and more adult business from every other
adult format, talking more, adding clutter, more personality, getting more

commercial, The sound becomes boring and bland. Out go jingles, all
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irritations. Most great legendary AM Top 40 stations such WABC, New York,
WFIL, Philadelphia, KHJ, Los Angeles lost it around 1980, either because of
the aforementioned changes, or by changing their sound either to AC or disco
in reaction to an FM upstart. The remainder of the powerhouse AM greats,
WLS, Chicago, CKLW, Detroit and KFRC, San Francisco were to lose ratings and
change sound for similar reasons, helped by the on-rush of HOT HITS stations

in their respective markets in the early eighties.

HOT HITS, though originating in Syracuse in 1979, hit the top ten markets in
1981, 1982 and 1983 and did for the FM band in the early 80's what original
Top 40 did for AM in the mid 50's. It was the catalyst, and provided the
resurgance of traditional Top 40, now CHR. It was the role model for today's
CHR. HOT HITS is strictly contemporary show biz, a fast, tight, fun sound,
concentrating on basics, modern elements and techniques, strong personality,
contests, promotion, an up-tempo, exciting, energetic delivery and presenta-
| tion and playing the most popular 10, 20 and 30 hits in a fast rotation,
plenty of repetition, 100% currents. No gold. Audience involvement and
communication. The demos are primary 12 thru 34 and done right, 12 thru 54,
Very mass appeal, giving listeners all the entertainment they want and need
from radio. A total 24 hour flow and consistency, and personalities growing
and developing through the sound, picking up higher ratings and demos with

longevity.

As HOT HITS succeeded more and more in market after market, more CHR diriva-
tives ensued and as in the late 50's and early 60's, five years after original
Top 40 hit, there were as many as four CHR's in the major markets and definite

saturation in 1985, Medium markets had as many as 3 CHR's and small markets,
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2. A Top 40 glut developed, and there is now a Teveling off, The "survival
of the fittest" theory holds fast, the strong survive and the weak switch

format. The true Top 40's are stronger than ever. 1In the spring 1986 ARB,
of the 20 original HOT HITS licensed and consulted stations, 80%, or 16 out

of the 20, rose in 12+ share.

These are true CHR's, carrying on in the tradition of the original great Top
40's of the 50's, 60's and 70's, only today on FM. How do we keep these CHR's
Just as strong going into the next decade and not falling into the same traps -

as before?

The competition is much stronger today. There are more FM stations, more
other formats crossing over into CHR. The traditional AOR, AC and Urban
stations and formats are playing more CHR product, although the nostalgia
craze of the last 6 to 9 months is creating 'classic hit' and ‘classic rock'
stations and adding more gold to AOR, AC and even Urban. The move to more 25
to 54 and less teens is their reason for more gold. The more reason for CHR
to stay more contemporary and play more hits. Why play more gold when other
formats are saturating more rock, more AC, more black gold, which all were

played as hits on CHR's in the first place?

Another competition is MTV and so many other music video channels and shows.
As the months and years go by, their ratings are going down, down, down, and
whole channels and music video shows going off the air. Could it be they are
building up a bigger inventory of gold videos and are burning out from cable,

TV and radio cross-over?

Then there's the build-up of gold libraries personally through individual

video cassettes, played on VCR's and audio tapes and audio cassettes played
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on auto and home units. Talk about multi-media cross-over and gold burn-out!
The original “"Hit Parade" on radio, then TV, since the 30's was 100% contempo-
rary. So was original Top 40 from the mid 50's to the mid 60's. So was the
original HOT HITS. Hold on to the strong foundation of the true basics,

elements and techniques!

There are many hybrids today, hybrid AOR, hybrid Urban, Hybrid AC. Hybrids
to a particular format are dangerous, since sooner or later a particular type
of music is out of style, locally, nationally. Why attach yourself to a spe-
cific kind of music, when tastes and trends change, not only in music, but in
fashions, movies, TV? Play the hits, no matter what type of music. Do not
be anti-teen, anti-female, anti-black, anti-rock, anti-ballad. A Top 10 hit
has to be mass appeal. On my HOT HITS stations, 90% of the top 20 is mass
appeal, selling ages 12 thru 54. That is the whole family. The trick is
through day-parting, programming to the right audience, the target demo, the
right time of day or night, weekend, holiday or vacation. Who is available
when? Teens do not listen to Barbra Streisand, Neil Diamond or Anne Murray.
25-54 women, housewives and career girls, do not listen to heavy metal groups

or punk rock. Blacks do not listen to strictly heavy metal white rock.

Ccross-over black and romantic hit ballads are heard by everyone, age and race,
12 thru 54, 1It's important to remember for the next 10 years not to be anti-
ballad. Romance, love, marriage are back. Not to be anti-black. The white
population is more and more into black music, especially black cross-over,
while both the black and hispanic population combined relate to urban music,
and are the majority populations in nine of the top 10 markets, and more and

more immigrants are arriving from the third world nations and less from the
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white western nations. Let's not be anti-female. They are the majority, con-
trol the sets and have 65% of the buying power. They love ballads and CHR.
Don't be anti-rock. It is America's most popular music and has been around
for 30 years, and has never died. dJust day-part it right. Most important of
all, don't blow off your teens and young adults. In the past and even now,
there is a campaign to upgrade demos and wipe out the teens. Radio is the
only business I know that doesn't want teens. TV, movies, sports, fashions,
automobiles, soft drinks, publishing, fast food restaurants, all embrace

teens gladly. TV networks and all other businesses cater to adults when they
are available and teens when they are present. There will always be teens

and young adults, and there will always be popular music.

1t was the teens that made Rudy Vallee, Bing Crosby, Frank Sinatra, Glenn
Miller, Tommy Dorsey and Benny Goodman, Eddie Fisher, Elvis Presley, Chuck
Berry, Motown and the Beatles. All major multi-media artists develop in the
record store. So does CHR. Teens made all these artists, and teens grow up
into adults. They stay around an entire lifetime. Recyclie teens at night,

while building your adult demos daytime.

In the long run, CHR stations need personality, community involvement, and
tradition. At the same time, keep the consistency going and the image of
being the station that plays the most popular music, whatever kind of music

or artist is popular. Just play the HOT HITS, excite, contest, promote,
entertain, inform, and be consistent. Stick to the basics, in elements, tech-
niques and formatics. Every art form has its basic structure and disciplines.
CHR has the variety that no other format has. Whatever the hits are, play
them. Don't fall for fads! Look what happened when Top 40 went hard rock,

adult contemporary, disco, all gold or LP cuts! Stay mass appeal. And
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develop personality. A1l long term CHR's have them. There has to be something
besides the music. Don't become sterile. CHR listeners come from all age

groups, backgrounds and professions. CHR will still be here - 10 years from

now.

DON'T... stagnate, loosen up, over-talk, add features, more news, talk shows,
sports shows, eliminate irritants, de-emphasize hits, add more
recurrents and gold, change your hit image, become Taid-back, do
something different.

DON'T DO... bad research, listen to your station all the time, think about
burn-out, destroy teens. They are radio's future.

po... counter-program, monitor your competition, communicate with and
inform all ages 12 thru 54, male and female, all races, nation-
alities, incomes and professions, survey schools, colleges,
factories, offices, malls, record stores, project, be energetic,
fresh, excited, unpredictable, topical, emphasize personality,
sincerity, charisma, warmth, good voices, develop street sense and
use street language. Create, originate, motivate, don't imitate!

Stick to the basics!

Do it right! CHR will be there 10 years, 20 years, 30 years from now... and

forever!
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THE AOR FORMAT

By Burkhart/Abrams/Dougias/ETlliot

The roots of album oriented rock can be traced back to 1964 and 1965 when the
Liverpool invasion sparked fragmentation among rock Tisteners, particularly
middie and upper teen males. For the first time, this audience was showing a
clear preference for artists like the Kinks, Rolling Stones, Yardbirds, and
Animals, while simultaneously rejecting many of the traditional Top 40 records.
It wasn't called progressive rock or AOR back then, but something was clearly
happening. By 1966 and 1967 we saw groups like The Birds, Bob Dylan, and even
the Electric Prunes maintaining the momentum that started with the British
invasion. The movement continued to grow as bands like Cream and Jimi Hendrix

broke out, and by 1969 we had a full fledged musical revolution. Time Magazine

was doing 10 page spreads on "The Psychedelic Sound," and the music fueled new

ideas and significant social and cultural changes.

The AOR format was built out of a need to reach the middle ground. There was
Top 40 on the right and underground progressive rock on the left, with a giant
audience of vulnerable Top 40 Tisteners sitting in the middle: people who

listened to a Top 40 station but liked every third record. When the Rolling

Stones or Buffalo Springfield came on it was great, but then they'd have to

put up with a Gary Puckett and Herb Alpert record to get back to one of their
favorites. Progressive stations were just too strange. If the highttime disc
jockey liked Country rock, well... that's all you heard. So the concept of AOR
was built to reach the vulnerable Top 40 listener using principles of Top 40
such as familiarity, but the key was in changing the familiarity factor from
song title to artist. For example, with a group Tike the Moody Blues, a Top

40 station would play their two or three hits, but an AOR station would play
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15 or 20 cuts by that band. The result was familiarity because of the band's
unique sound but also depth. The key was to be as commercial as possible with-
out losing the progressive identity and to deliver progressive rock music in

a structured and disciplined style.

Throughout the early and mid 70's AOR stations were popping up throughout
America with tremendous success. The early true progressive stations started
to fade away, doomed by their own tack of discipline. The late 70's, however,
proved to be a time for AOR stations to re-group. Many of the early AOR heavy-
weights got rich, bored, and stopped making great music. Bands like Blood,
Sweat & Tears started to play Las Vegas. Some of the hard core heavy metal
was alienating the older end of AOR's natural audience; the new thing from
England, which had always been AOR's saving grace, was "Kill Your Parents" by
the Sniveling Snots (punk rock), and John Travolta had a number one record
spear-heading the disco movement. But the main fear in the late 70's was that
census data started leaking out, indicating there would be no teenagers left
on earth within five years. So began the great 25-34 scare. In the late

70's most AOR stations realized the importance of continuing to reach the
natural audience... the audience that they grew up with. AOR was not going

to be a static 12-24 format forever but instead one that grows with that
initial core of people from the 60's. The musical problems ironed themselves
out with refurbished bands and new approaches to "progressive rock music.”

The most significant development was the fact that AOR stations addressed
themselves to the concept of evolving with their audience and in a way posi-
tioning themselves as the middle of the road stations of the future. Back in
the early 70's, AOR reached teens; in the late 70's it was 18-24, and now in
the middle and late 80's AOR's natural audience is 25+. The key premises of

AOR remain the same:
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1) Playing familiar artists but with depth, Instead of one Genesis cut
which might be the hit, an AOR station will play that hit plus several

other cuts.

2) Realizing that what is generally perceived as AOR music has an
extremely wide demographic span and relying on the importance of
playing only the AOR perceived music that is in sync with the target
demographics, i.e., eliminating pre-teen heavy metal and focusing on
25+ oriented based bands. There are still AOR stations that try to
mix more mature and sophisticated AOR music with the teen based

metal, but most of those stations are finding it fruitless.

3) Special programming... whether it's a Psychedelic Psupper at 6:00
or a weekend of album sides, AOR stations have always and will con-
tinue to use special music oriented programming as an image enhancing
vehicle.

4) The balancing of a high profile personality, usually in the morning,
with a more music approach during other dayparts gives AOR radio a

combination of fun and no-nonsense music delivery.

The balance of science and emotion where most ideas begin creatively

(&3]
—

and emotionally, using science and research to confirm one's emotions.

This keeps the format fresh yet realistic and practical.

The future of AOR looks extremely bright in that its music is the music of a
generation. AOR stations will become the WGN's of the future. Bruce Spring-
steen will be the new Frank Sinatra. We can also expect offshoots to the
traditional AOR approach. One being an all hard rock format aimed at teens
who are alienated by AOR's more adult approach as well as a format of New Age
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music, which in effect is the new Beautiful Music. In the late 60's, someone
in their 30's could punch up a Beautiful Music station and hear the 101
Strings doing "Guantanamera." But now in the 80's there is a person who needs
a button on their dial for atmospheric and somewhat relaxing music but finds
the traditional Beautiful Music stations out of sync with their tastes and
A/C stations out of sync with their music orientations, whereas New Age music
is a direct evolution of many AOR music principles. In many respects, New
Age music is reminiscent of early progressive rock in that much of the music

is selling extremely well without airplay. Once a format delivers the music,

the movement should grow considerably.

But the bottom line is that AOR in its present form has grasped a generation.
As long as the format stays fresh and innovative, listenership will remain

loyal and intact,
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TALK/FULL SERVICE RADIO

By Dan Fabian
WGN, Chicago
From time to time, these truths have been self-evident.
Dinosaurs rule.
Bathing causes plague.
The planet is flat.
The Nehru Look will last forever,
Rock 'n Roll will not.
We're out of oil.
Chicago teams never win the Big One's.

AM Radio is dead.

From time to time is the operative phrase. In the truth and wisdom business,
available information matters almost as much as whose interpretation of same
the local army endorses. Fact is: facts change. Absolute realities become

retroactive oopsies every day. We learn.

Take AM's imminent demise as a budding case in point. Consensus of those who

think MTV discovered Paul McCartney notwithstanding, the obit is as premature

today as FM's was before the rise and fall of polyester. Thanks primarily to
those listeners who actually seem to be as interested in each other and the
world and such as in the audio range capabilities of most androgynous megastars,
it will survive. Probably even prosper. All of which, believe it or not, is
reasonably germane. To date, the particular kind of radio these strange people
prefer - "Talk & Full Service" for lack of adequate categorical buzzwords -

has been virtually an exclusive AM proposition. That, too, will change.
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But I am getting ahead of myself. The assignment was to assay the format's
evolution over twenty past, present, and future years. No tougher than com-
prehensive analysis of every water cooler/loading dock/boardroom/breakfast
nook conversation anyone has ever had, planned to have, or thought better of
having, I suppose. Besides, the drill's first half is a gimme. If you are

reading this, you know the history as well as I do.

AM has obviously been on a roller coaster of spectacular plunges and long,
hard climbs since the mid-70's. On the day Jim Duncan hung his shingle, the
band was still riding pretty high. Then, predictably, some things happened.
Costs soared. Arbitron implemented a string of methodological, ah, improve-
ments. Baby Boomers bulged throQgh a couple of demos and re-defined the rules
of the game. FM exploded. Fainthearts tried to cut their losses with formu-
laic turnkey fads. Listeners noticed and went away. As a result, successful
AM's are now the exceptions. More often than not, they are also those essen-
tially information and people oriented old line bombers that have: resisted
the urge to cut and run; taken maximum advantage of the positives; and,

become Electronic Mirrors for the communities they serve.

No typo. There have been positives. Really. Networks and syndicators, for
example, provided high quality, low cost fringe daypart alternatives to scratchy
45's and the local car dealer's favorite golf stories. Athletes, politicians,
economists and assorted other entertainers offered endless grist. Guest/topic/
pithy/not-so-pithy anecdote referral services and technical advancements sprang
in every direction. The latter - stereo equipment, satellite facilities, com-
puterized information retrieval banks, talent-producer communications terminals,
sophisticated phone systems and the Tike - have, both in quality and content,
benefitted this format more than any other. Most important, several people got
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smarter., Heck, even PR types occasionally came in handy. (Well, okay, that
one is a bit of a stretch, but you get the idea.) Suffice it to say, the tools

are there for those willing to gqulp hard enough to use them.

Might just be a lesson buried in there somewhere. Continued viability in the
face of increasingly negative odds implies more than casual appeal. Since the
Boomers aren't likely to get a whole lot younger in the next decade, poten-
tially broadening appeal. Sufficient to make "Talk & Full Service" the for-
mat of the nineties? Not a chance. Done well, the mix is talent-intensive

(translation: expensive), tricky to execute, and by no means universal.

Qualitative research consistently identifies three basic types of radio listen-
ers. Slightly more than half of the available audience tunes in for music of
one kind or another. They tend to be heavy listeners and to skew young. Give
or take another quarter (also heavy users) listen for companionship and/or
information. The remainder don't want much of anything on an ongoing basis.
But, when they want it, they want it now! At first glance, wall-to-wall tunes
are where it's at. On second..? Add 'em up. How many stations in your market

compete for the fat half of the pie? How many for the rest?

Doesn't take an Enquirer class prognosticator to figure it all out. The FCC
and technology and advertiser acumen and the calendar will narrow radio's gaps
in the next decade. If Boomers follow traditonal psychographic patterns -
admittedly a big if - they will eventually want more from the box and earmuffs
than noise. Achievers on both sides of the dial will adjust accordingly.
Those who are succeeding at two-way radio now, will do so then. They will
not, however, belong to quite so exclusive a club. Newsies and Talkers and
Shouters and hybrids of every description will jump the wagon. More than a

few of them, gasp, will be of the FM persuasion.
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Book it. FM will be in the Talk & Full Service business long before New York
decides to throw its next parade of big sailboats. Not an easy trick to pull
of f non-verbally. No problem. They might not realize it, and certainly won't
admit it, but today's shock jock specialists in the poopoo-cahcah school of
cutting-edge broadcast relevance are already making the move. What they say
and how they say it are irrelevant. They are talking, growing up with their
listeners, and doing the format a tall, albeit probably unintentional, favor

in the process. Their daily excesses teach new generations that such revolu-
tionary programming concepts as conversation and information do not necessarily

cause cancer. This bodes well.

The punchline is pretty basic. What has happened to the format in the last
ten years is precisely what has happened to everything else. Change. What
comes next, with a couple of exceptions, is anyone's guess. Therein lies the

fun,
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MOR/FULL SERVICE RADIO

By Randy Michaels

WLW, Cincinnati
The term "MOR" or "Middle-of-The-Road" dates from the 60's when kids listened
to top-40, adults listened to MOR, and everyone listened to AM. MOR stations
typically featured personalities, news, weather and sports, but MOR referred

specifically to the music, which was popular but not rock.

Today's "MOR" station, as defined by Duncan, superficially resembles its 60's
ancestor, It still offers personalities, service, and adult music, and most

significantly, it's still found on AM. MOR doesn't refer so much to music as
it does to a full service AM which still includes music as a significant part

of its programming,

It's no secret that winning on AM radio is becoming increasingly difficult.

Any format which relies on music as its primary attraction will do better on

FM than AM if it's available with similar quality on both bands. This includes
country, oldies and nostalgia. To be successful on AM, one must have a music
product not available on FM, or non music programming which is so unique and

compelling that listeners will find it and stay with it no matter what band

it is on. Recognizing that music does better on FM, many AM stations have
adopted all news and talk formats. MOR stations can provide the services of
news/talk stations, but by using music they can become more accessible to
broader and younger demographics. The use of music adds variety, and allows

a broader range of interesting personality content and humor.

While music may be a significant reason that Tisteners tune an MOR station,
it cannot be overemphasized that music is not the primary attraction. Winning
full service stations attract their cume with unique, compelling programming.
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Top personalities, outstanding service, play-by-play sports, events that cause

listeners to find them and listen regardless of the band they're on.

Many of the successful stations classified as MOR by Duncan carefully choose
music compatible with their primarily 35+ audience. This tends to give an
older demographic skew. Others successfully use music which, if tested, would
show appeal to an audience significantly younger than the medium age of the
listening audience. These stations use the little music they play to signal
the younger demos that they are OK to listen to. The theory is that while the
upper end demos may not Tove Springsteen, Steve Winwood, and Madonna, they are
exposed to popular music everywhere. A 50 year old is more likely to tolerate
Huey Lewis than a 30 year old is to tolerate Patti Page or Frankie Laine! A
typical strategy is to play only a current song only if it is listed on both
the A/C and CHR charts. Some of these stations show surprisingly competitive
young demographics, often without significant loss of the 50+ and in the face
of all-music FM competition. These stations use music to help overcome the
most common impression about AM radio...that it is dull, boring and hopelessly

out of date.

One thing common to all successful MOR/full service stations is a superior sig-
nal. It is imperative that a station have full market coverage to afford the
strong personalities and features required to win. Its a sad fact that with
higher interference levels, poor receiver quality, and larger metros, most AM's

don't have the signal to compete.

These inferior signals will have to find gorilla positions to succeed. For
the good AM signals, compelling, full service programming so good that people

will listen regardless of the band is the key to success into the 90's and

beyond.
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THE ADULT CONTEMPORARY FORMAT

By E. Alvin Davis

E. Alvin Davis and Associates
Every format category has its own individual strengths and weaknesses, but a
strong case could be made that the Adult Contemporary format has more strengths
and fewer weaknesses than any other. A/C is radio's most efficient format at
delivering prime demographics. Unlike some other formats that have a signifi-
cant degree of waste audience that isn't particularly attractive to advertisers
(either because it is too young or too old), Adult Contemporary is virtually
100% prime demos. The core audience of an A/C station is the highly desirable
25-34 year-olds. FM A/C stations will generally skew strongly on both sides

of 25-34, delivering substantial 18-34 and 25-54 numbers.

A/C, as a format, fares well in most markets. Not only is it successful in
smaller and/or less-competitive markets, but it also does extremely well in
larger, highly-fragmented environments. 1In a highly competitive A/C market
such as Detroit, with six FM A/C's among the more than thirty signals making
the book, four A/C's are in the top ten with 25-54 adults. No other format
can claim such competitive elasticity. A/C is a radio operator's dream
format. It is easy to sell. Advertisers love it. It can even be sold very
effectively "on the come" without ratings, provided it's programmed correctly.
Since the demos correspond to the age of many agency buyers, they can easily
justify turning their personal enthusiasm into a rationalized professional
buying decision. A/C's are also capable of building audiences at an alarming
rate, especially on the FM band. There are numerous examples of virtual
overnight rating successes where well-programmed and marketed A/C's have been
successfully introduced to receptive and appreciative audiences in markets

across the country.
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The evolution of the Adult Contemporary format over the last ten years paral-
lels that of radio during the same period. The word most descriptive of this
evolution is fragmentation. Just as the radio audience has fragmented to a
greater array of formats, A/C itself has fragmented into various derivations.
Today we have vibrant A/C, older-demo A/C, male A/C, female A/C, personality

A/C, musicintensive A/C, contemporary-skewed A/C, and oldies-intensive A/C.

In addition, Adult Contemporary as a format classification is taking a broader
perspective. The "traditional" A/C format is being fragmented by newer formats
that play contemporary music for Adults, but do so in a vastly different manner.
Today, we have A/C-leaning CHR, softer AOR, Classic Rock, Classic 0ldies, Black
Adult A/C, and Contemporary-leaning Beautiful Music. All of this fragmentation

has created new, unique programming niches and opportunities.

Even the traditional Adult Contemporary station is undergoing transition. The
most obvious aspect of change is the evolution of the A/C musical product.

Many of today's successful A/C's are less reliant on what were once the tradi-
tional core A/C artists, such as Kenny Rogers, Barbra Streisand, Barry Manilow,
Air Supply, Neil Diamond, etc. These artists still have value, even to more
contemporary oriented A/C's, but their greatest strength is now to the older-

demo A/C stations. For the 35-44 audience, they are still core artists.

For the more contemporary A/C's, a new crop of stars have established them-
selves. Lionel Richie, Phil Collins, Hall & Oates, Billy Joel, and Whitney
Houston are some of the artists who more appropriately define the vibrant

A/C station of 1986,

With 25-34 adults as the generic target for many A/C's, the infusion of more
rock-oriented music has been natural evolutionary process. The overall tempo
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and vibrancy of today's A/C has kicked up a few notches over the last decade.
In 1976, how many people would have imagined rock acts such as Loverboy, Tina
Turner, Berlin, Michael Jackson, Heart, and Bruce Springsteen, making impor-

tant contributions to A/C playlists?

Aside from the music, the other major area undergoing transition is the A/C
presentation. While still in its early stages, we expect to see more FM A/C's
become less music-intensive and begin to focus more on delivery of personality
- and information services. The prototypes for what we refer to as "vibrant A/C"
are stations like KVIL-FM/Da11as, KSTP-FM/Minneapolis and WWNK-FM/Cincinnati.
These stations offer high profile personality (even in dayparts other than AM
drive), expanded information services and extensive on-air promotion. These

are not background listening environments.

This type of station requires a major commitment of corporate resources, prin-
cipally in the area of personnel. Certainly they are talent oriented, requir-
ing on-air performers of a greater magnitude than before, but, they are also
management-intensive, and require strong day-to-day leadership from general
managers and program directors. But, despite the difficulty of such an objec-
tive, we expect it will be worth the price. Our guess is that these stations
will become tomorrow's market dominant stations (with market dominance being
redefined for a more competitive, fragmented environment). Look for these
type stations to achieve a "share of mind" prominence, not unlike such legend-
ary stations as WCCO-AM/Minneapolis, KMOX-AM/St. Louis, KDKA-AM/Pittsburgh

and WTIC-AM/Hartford.

Adult Contemporary radio isn't stagnant. The new strains and changes are
exciting. Narrowcasting and precision targeting continues to be the wave of
the future. The infusion of entertainment and substance are compliments to
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the music-intensive and "environmental" A/C's of yesterday. The A/C spectrum
is alive with growth and expansion. The future looks bright. We're thrilled

to be a part of it.
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THE COUNTRY MUSIC FORMAT

By Tom Cassetty
Gregg Lindahl
WSM AM/FM - Nashville
10-4 Good Buddy. Can you believe we embraced the CB craze? The country
music listener drove a pick up truck armed with a citizens band radio and gun
rack, or so the world thought. We only had ourselves as country broadcasters

to blame for this stereotype. In 1976, no less than four different songs

about CB's and trucks made it into the top 15 of Radio And Records, (a country

chart based solely on airplay). Red Sovine's number one song about a CB

conversation between a trucker and a little crippled boy led the way.

For much of the Tast half of the 70's, country broadcasters had to work hard
to legitimize the format to advertisers. Overcoming the stereotype became a
mission! Only when many major market top 40 rock pioneer AM radio stations
switched to country and began to employ solid marketing and modern programming
techniques did the format begin to make headway in this area. Exposure of
country music on the radio in a way the media buyers found digestable in many
of the major media centers was a major event in the growth of the format.
While traditional stations continued to succeed in the south and west in the
areas of the country where country and western had a loyal base, the "western"
was coming off the label and country was proving itself to be a winner with
radio stations like WHN in New York City, WMAQ in Chicago, WDGY in Minneapolis/
St. Paul, WHK in Cleveland and WDAF in Kansas City.

Undoubtedly, the movie Urban Cowboy made the biggest impact on the formats
growth and popularity over the last ten years. The Urban Cowboy "craze"
had an immediate impact on country music and brought about an impact on
nationwide fashion. Just as the music was suddenly popular to a new
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audience, country-style fashions, such as cowboy hats and anything made of
denim, grew in popularity. With Urban Cowboy came a wave of optimism that
country could really be a mainstream format. During this time, many country
radio stations first became number one overall in their respective markets.
Now it was OK for the youngest of demos to admit to liking country music and

they emulated the 1ifestyle portrayed in the movie. Urban Cowboy brought new

revenue and a new rash of competitors to the format. FM stations that were
long time homes of Top 40 or AOR in markets like Denver, Houston and Oklahoma
City switched to country in the belief that the market could support more

than one country station.

As country music proliferated on FM, some of the frontrunner AM country sta-
tions who made the switch from rock to country as a solution to the erosion
of their rock listeners to FM found themselves in the same predicament. The
advent of the “"continuous country" FM challenged many radio stations to re-
examine presentation and music inventory. Controversial as it once may have
been, the use of cross-over material and old rock began to be as important to

sustaining audience levels in many markets as the Urban Cowboy phenomenon had

been to attract new audience.

According to the Country Music Associations national market structure study
released this summer, fifty percent of all consumers rate a "strong like" for
country music. Forty percent of all those who stated a preference for country
music listening said they now listen more often. This certainly bodes well
for the format. The study identified areas for growth including the "Image

and Identity of Country Music and the Music itself."
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The music is most certainly changing. Of the 78 different artists who produced

a Radio And Records top 15 in 1976, only 16 were able to produce a repeat nine

years later in the 1985 chart. Multiple hit makers of 1976 who were absent
in 1985 include among others: Bill Anderson, Narvel Felts, Freddy Fender,
Mel Tillis, Loretta Lynn and Sonny James. Multiple hit producers of 19?5 who
were not even on the charts in 1976 include among others: Alabama, Lee

Greenwood, Kenny Rogers, The Oak Ridge Boys, Ricky Skaggs and George Strait.

Eighteen fewer artists were able to obtain top 15 records in 1985 than in
1986 reflective of tighter and more competitive music policies at many sta-
tions. This difference also indicates that country has made a transition
from an artist driven format to a song based format, as indicated by this
fall's CMA nominees, Randy Travis, Reba McEntire, The Judds and George Strait.
For many years, country music fans were loyal to the artists who made the
music. Today, they are loyal to the song. This turnover is an exciting
change as it will certainly mean that artists will have to sharpen themselves
and their material in order to stay viable. As in rock, fame will not be
measured in annual terms. The exceptions will be the legends of the future.
Fortunately, this shift has not come at the expense of losing core 1isteners.

The variety of the format remains intact as it broadens its appeal.

Today, country radio is largely homogenized. Market differences have become
blurred. In cities like Cincinnati, Washington, D.C. and Indianapolis, once
served by two or more country stations, only one station remains. This same-
ness among country stations presents an opportunity for innovators in the
next ten years. A country radio station, targeted at 18-34 demos will be a

viable format extension.
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The influence of television and in particular, the growth of the Nashville
Network cable channel has the potential to have profound impact in a positive
way on country radio over the next ten years. The market leading broadcasters

will acknowledge this television influence with their audience and advertisers.

The owners and general managers of country radio stations, in the next ten
years, will be concerned with developing new strategies to fend off adult
contemporaries as they begin to use more current country music in an attempt
to remain "mainstream."™ Country radio has long been accused of incorporating-
innovations of other formats long after the fact. Because country radio has
worked so hard to overcome the jssue of "acceptance" of its format, it is
sharper today in many areas than the radio community as a whole. In marketing,
promoting, sales, and audience research, country radio stations are beginning

to set the pace for the next ten years today!
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THE URBAN CONTEMPORARY FORMAT

By Don Kelly
Don Kelly & Associates

As our industry celebrates the Tenth Anniversary of American Radio, the Urban

Contemporary format is attracting considerable attention. The format's con-
" quest of legendary stations in Los Angeles, Miami and Dallas during the past

year alone has gained the respect of the radio industry.

Born of a "Latin Disco" beat and a "Black" rhythm in the late seventies, this
format remains the most misunderstood in radio's repertoire. Because it
doesn't fit into any of the sterotypical "cubbyholes" that most of us in

radio are comfortable with, this schizophrenic format has been dismissed as
"ethnic" or "black" by competing stations and some in the advertising industry.
No doubt in some cases this is the result of lingering racism; in my opinion,
in most cases, it is simply a fear of the unknown. I welcome the opportunity
to shed new light on this exciting format for the readers of this special

issue.

The term “Urban" is used to indicate the geographic area within which an
Urban Contemporary station has decided to wage its war for ratings. The

population residing in the "Urban Core," the city and the close-in suburbs,
is the “"Target Audience" for stations using this approach. In effect, the
station is a reflection of the city and this determines the make-up of its
audience., Two or three major groups comprise what is called the "Urban Life
Group." In most cities, a simple black and white coalition will provide a
universe large enough for a station to score impressive audience shares. In
several major cities, the coalition is made up of hispanics, blacks and

whites and in a few places, it's a hispanic and white mix that reflects the
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urban population. The percentages that each of these groups contribute to
the station's cume and quarter hour are determined by the population mix in

the "core city," many of which are well over fifty percent ethnic. The
competitive Tay of the Tand, Arbitron methodology, market history and sales

considerations are also factors.

Although a true Urban Contemporary station may have as little as thirty per-
cent non-ethnic audience on average, the majority of the advertising attracted
to these stations is general market business. The demographic profile is

very similar to that of a CHR format with large teen to thirty-four shares and
1ike most mature CHRs, these stations can develop Top Five twenty-five to
fifty-four shares in a few years. In my opinion, one of the most profound
changes that has taken place over the past several years is the acceptance of
the format among advertisers, especially retailers. Urban audiences are

made-up of "active" Tisteners that ring cash registers.

With major broadcasters such as Emmis, Lin, DKM, EZ, NBC and RKO becoming
involved with this format, the stories of fifty cents on the doliar profit
centers and million dollar plus months have become a reality. In addition to
the improvements these companies have introduced in the sales arena, the
financial support that they have given to the format has had tremendous
impact. Better salaries and facilities, money for research, marketing and

promotion have dramatically improved the product we offer,

The dramatic changes in the make-up of the population of our country between
the 1970 and 1980 census, especially in larger cities, pointed radio in a
new direction. Those that have Tearned from this experience and are students

of the latest census projections look toward 1990 with confidence knowing that
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there will be more Arbitron HDBAs (High Density Black Areas) and HDHAs (High

Density Hispanic Areas), making the Urban Coalition approach to programming

truly mass appeal in many markets.

The Urban Contemporary Coalition format has gained a great deal of momentum

in just over six years and into the next decade, the statistics point to even
larger shares., No matter what format you manage, program or sell, it will
pay to get to know more about this format. It is important to point out that
the Urban format differs greatly from the traditional Black format and I urge
you to read the Black Radio article in this issue to gain an understanding

of the differences.
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BLACK RADIQ - ADAPTING TO A CHANGING RADIO WORLD

By Amos Brown
WTLC, Indianapolis

The First Decade of dJim Duncan's American Radio chronology of the ebbs and

flows of radio listening in America, recorded significant changes such as
the decline of AM, the growth of FM, the development of 25-54 as THE only
demographic, the death of teen appea1, ratings methodology changes, the
growth of the sunbelt and deregulation. These changes affected all formats.
But as you'll read in this essay, the changes affecting Black Radio during

the past ten years have been somewhat different.

Ever since rhythm and blues, blues and “race records" were first heard on

radio after World War II, Blacks were attracted to those radio stations play-
ing "their" music. Those stations were the forerunners of today's Black

Radio. Black Radio first flourished in the South, then as the 60's began,
Black Radio spread North, serving the Black communities in major Northern
cities and towns. Most of these radio stations were AM, but in Kansas City,
New York, Indianapolis, Washington, Chicago, Jackson, Philadelphia, Pittsburgh,

Dallas and New York, FM Black Radio stations were launched.

When American Radio was born, nearly all the leading Black Radio stations

were AM Radio stations. The "Magic" formats of Houston and St. Louis, the
"V" formats of Atlanta and Baltimore and the FM progressive Black formats
had yet to be born. Back then, radio stations with majority Black audiences

were called Black Radio stations.

Today, that's changed. What's my definition of a Black Station?

It's a radio station with a MAJORITY of its audience Black.
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If that station must call itself URBAN to garner advertising dollars from
advertisers who still don't believe that Black listeners buy products, goods
and services, then call yourself Urban. Being a pragmatic person, if calling

a Black station "Music of Your Life" would help me get my fair share of dollars

- I'd do it!

The reason for these gyrations of nomenclature is advertising revenue, or in
many cases the lack of revenue Black stations receive because of the racial
make up of their audience. This has directly affected the growth and develop-

ment of Black Radio.

SHIFT FROM FM'S TO AM'S
The biggest change in American radio in 10 years was the growth of FM and the
decline of AM. In Spring 1975 the majority of the leading Black radio sta-
tions in America were AM. This past Spring, nine out of the top 37 Black sta-
tions in share and four out of the top 46 Black stations in average quarter
hour audience were AM. This is in line with the changes other radio formats

have shown in the past 10 years.

But there's been a disturbing trend in several markets in recent years, where
seemingly succesful Black FM formats were SHIFTED TO AM. There's no logical
reason for these against the grain moves except a feeling that more dollars

could be generated with general market FM formats than with a Black FM.

It happened first in Columbus, Ohio, when WVKO(FM) which had strong potential
in the market, was converted into AC WSNY(FM) with the Black format remaining
on WVKO(AM). Next was Dayton, Ohio, whose Black community was serviced by
powerhouse WDAO(FM). After a station sale, the powerful Black FM format was

abruptly moved to an AM, in favor of an AC format on the FM.
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This past Spring, we saw the phenomenon of a Black FM changing format leaving
the market without a Black FM service. In Jacksonville, Florida, a metro that's
23% Black, WIAX(FM) which had been the first Black FM service in the market
changed calls and format to CHR, leaving the market's Black community served

by just two AM radio stations. (Hopefully, this market hole has been filled

when you read this article).

In fact, similar to what Beautiful Music has experienced these past ten years,
Black Radio is evolving into a format with just one dominate station in every
market. With the exception of markets like New York, Chicago, Washington,
Clevelend, in nearly all other markets there's just one dominant Black radio

station (or Urban), with perhaps a lesser FM and AM properties.

BLACK RADIO - THE AUDIENCE IS THERE. THE DOLLARS AREN'T
These shifts and the evolution to one dominant station per market is a result
of lack of revenue. Why? Well, building business for Black Radio stations
has always been an uphill battle. Advertisers, bringing their own economic
prejudices and ignorances into play, have, in many cases, kept Black radio
from achieving economic parity with other formats. Just look at the Black

Radio market leaders from the Spring 86 American Radio. In nine markets,

(Columbia, SC; Columbus, GA; Fayetteville, Jackson, MS; New Orleans, Raleigh,
Savannah, Shreveport and Tallahassee), Black stations were the market leader,
with sizable shares and strong demographic strength. VYet, in terms of

revenue, according to Duncan's Radio Market Guide, NONE of these stations is

the revenue leader. In fact, it is probable, that these stations may rank as

lTow as fifth in revenue, in spite of their large salable audiences.
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It is the effort to overcome the "format bias" Black Radio faces daily that
has been our biggest challenge these past 10 years. Now, don't get me wrong,
there are a lot of sales success stories at Black stations nationwide. But,
overall as an industry, efforts by Black radic owners (both Black and White),
managers and groups like NAB, RAB and NABOB to focus attention on this problem
and work with advertisers and agencies have been uncoordinated, unfocused and
unrewarding to date. A coordinated, together effort is needed, not just

nationally, but regionally and locally, too.

RESEARCH CHANGES - BETTER, BUT NOT THE BEST
In terms of how Black people's radio listening habits are measured, the past
10 years has seen a radical change. The death of Pulse (which many in Black
Radio felt knew how to measure our format) brought on the growth of Arbitron.
Their change from the old Telephone Retrieval to the Differential Survey
Treatment (DST) did cause quarter hours and cumes for Black Radio to climb,
at the expense of a loss of exclusive cume dominance. The addition of Birch
Radio in the measurement arena has been a mixed blessing. Black stations show
well, in some cases in Birch, but Birch has a hard time generating sufficient

Black sampTe bases.

However, black radio listening will NEVER be accurate or complete, until Arbi-
tron and Birch radically INCREASE Black sample sizes. dJust use common sense.
Is 610 black diaries really enough to project the listening of 2.4 million
Blacks in New York; or 515 diaries for 1,2 million Blacks in Chicago; or 99
diaries for 93,000 Blacks in Buffalo; or 75 diaries for 151,000 Blacks in
Pittsburgh? It isn't! The answer is simple. Our industry must challenge
Arbitron, Birch and any other firms to make as their goal that Black sample
MUST be large enough to accurately measure Black 1istening. The Black sample
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must be as large as if the total population would be measured. Only then,
will our format achieve audience size and stability, in all demos, as other

general market formats.

BLACK RADIO PROGRAMMING - CHANGES DURING THE DECADE
Black Radio has always been a "full service" radio format. Not only did Black
stations play music that appealed to a wide age spectrum of Black Tisteners,
but they provided news and information on events and activities in the Black
community, and spotlighted the spiritual side of that community in religious
programming and Black gospel music. This entertainment, information, spirit
and service is what made Black Radio important to its audiences. And today,
it is that tradition that really separates the "Urban" format from the “Black"”
format. Stations that provide service Tike WHUR(FM), Washington; KJLH(FM),
Los Angeles; WYLD(FM), New Orleans; WTLC(FM), Indianapolis; and WIMI(FM),

Jackson, are continuing that tradition of Black Radio.

Black music has also changed in the past decade to where it is a challenge and
problem for Black Radio. The combination of Motown, Memphis, Blues, Ballads
and Funk attracted not just 12 to 24's but large numbers of persons 25+. But

now the new wave of Black music - Rap music - has polarized Black audiences.

Ask any Black Radio programmer about Rap Music and you will start an argument.
Ask 1isteners about Rap and you'll get sharply diverse opinions. Those under
25 love it, those over 25 hate it. In some cases, Black stations have found

that playing "rap" causes oider listeners to leave the radio station, without

a corresponding pickup of youths.

One goal of many Black stations has been to increase their older Black (and

White) Tisteners. Some Black AM stations tried to create special formats for
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older listeners, targeted over 30's with Motown, blues, jazz and ballads, but
none have been successful enough to become the dominant Black station in a
market. One older format for Blacks that has met with some success are those
that focus on gospel music 1ike WYCB(AM), Washington; WWRL(AM), New York;
WBGR(AM), Baltimore. Others are finding good Sunday numbers playing Black
gospel, instead of "wall to wall" churches. Others are finding that incor-
porating jazz into a music mix is also helping to attract older Blacks. These
trends are helping to attract older Blacks BACK to Black Radio and away from

MOR and beautiful music stations.

HOW ABOUT THE NEXT TEN YEARS?
As long as there are Black communities - there will be Black Radio. We may
change our name to attract business, but there will always be owners and

managers who realize that service to Black listeners is financially and morally

satisfying.

To generate our proper share of revenue, serious efforts must be made by Black
Radio ownership and management to get together with advertisers and ad agencies
to educate them to the economic wealth that exists in Black communities. So

that when evaluating radio stations with majority Black audiences, advertisers

will look at us the same way they look at all other radio properties - can this

station attract enough people, at a reasonable cost, who will buy my product.

Arbitron and Birch must be challenged to INCREASE their sample sizes to accu-

rately capture and record Black radio listening with a minimum error rate.

Programmers and managers must remember that Black Radio was founded on a base
of service and entertainment to a community and a people. We should continue
to encourage the Black music community to give us product that will broaden

our appeal to as many ages and races as we can.
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What has kept and will keep Black Radio alive and strong is that basic rule
of good radio - serve your audience - meet their entertainment and information

needs - and you will build an audience - sales - profits.

Thanks to Jim Duncan for allowing me the opportunity to share my thoughts on
Black Radio with you. And in keeping with Jim's spirit of feedback with his

subscribers, I invite your comments - pro, con or noncommittal,
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THE EZ LISTENING FORMAT

By Stephen Trivers
Fairfield Broadcasting/KalaMusic
The past ten years have been exciting and dynamic years for programmers, syn-
dicators, and stations involved in the Easy Listening Format. Ten years ago
the music consisted of mostly standard instrumentals with vocals either per-
formed by choral groups, or a small group of crooners like Vic Damone, Andy

Williams, and Perry Como.

Today, as much as 50% of the music in some dayparts on some stations is vocal,
the instrumentals are often versions of recent and current chart songs, and
the range of artists being heard include such current popular favorites as

Lionel Richie, Anne Murray, Air Supply, George Winston, and the like.

Stations in the Easy Listening Format have over the past 10 years greatly
expanded their promotions, their personalities, and added news features and
special events. Indeed, some stations - for example KODA in Houston, are
even presenting play by play sports. In short, Easy Listening has kept up
with the times, and more important has kept up with its audience. And the

acceptance of the Easy Listening Format both by listeners and advertisers is

at an all time high. The Average Share and more important Average Revenue per

Easy Listening Station is higher than it's ever been,

If anything - those of us in the Easy Listening business had been victims of
our own success. For the techniques that the Easy Listening Format taught the

radio industry are now found in almost every other music based format.

1. Sweeping songs 3, 4, 5 in a row.
2. Limiting and clustering commercials.
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3. Controlling and eliminating needless chatter and other intrusions.
Now in almost every market there are Country Stations, Adult Contemporary

Stations, even AOR Stations that are following these formatic guidelines.

We were victims of our own success perhaps in another way as well. In the
early and mid 70's when our format was the first, and in many markets the only
commercially viable format on FM, several second rate Johnny-come-lately, copy-
cat operators began doing Easy Listening...or at least Easy Listening as they
thought they understood it. When they became inevitably unsuccessful in this "
format they left it with great ceremony, a flurry of press releases, and went
on to louse up other formats 1ike Disco, Urban Cowboy, or Adult Contemporary...
whatever happened to be trendily acceptable at the time. As a result of the
shakeout the Easy Listening operators today, are the strongest and best prac-
titioners of this format...operators who are committed to the format, and who

know what they are doing - both on the air and on the street.

If anyone doubts the total viability of well programmed, well sold, and well
managed Easy Listening Stations...just look at the prices that have been paid
for WPAT - New York, KJOI - Los Angeles, and WLIF - Baltimore. All of these

stations were sold at fabulous prices and all of them based on pure cash

flow multiples.

While it is hard indeed to forecast the next 10 years with any pinpoint accu-

racy, I would submit that a few general truths appear to be fairly evident.

1. In every market there will be room for one Easy Listening Station.
Advertisers are demanding a quality audience. Listeners will seek out,

find, and stay intensely loyal to Easy Listening Stations.
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Primarily will be programmed by syndicators. However, depending on mar-
ket needs and station needs, will need to create different blends from

the very conservative to the rather aggressive.

Stations will continue to expand their promotions, information features,
and service, according to the needs of their market. But they will retain
the unique and distinctive character of the format. As a result the
stations will continue to become more attractive to advertisers, indeed,
even easier to sell...and will continue to be p]easaﬁt]y profitable to

operate.
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ALL NEWS AND NEWS/TALK RADIOQ

By Johnny Andrews
Formerly VP/GM, KTAR/KKLT, Phoenix
Now VP/GM of KLQT, Austin

In the beginning, there was news. When radio station KDKA in Pittsburgh,
Pennsylvania made its first commercial radio broadcast on November 2, 1920,
it broke the silence of the airwaves with news about election returns. Over
the years since that day, radio has faithfully provided its listeners with a

steady flow of world, national and local events.

Radio was born a medium trying to be all things to all listeners--a potpourri
of music, comedy, drama and news. But the advent of television, a visual

medium thought to be better suited for the likes of The Lone Ranger and Amos

and Andy, soon stole the drama and comedy from radio airwaves. The course of
radio history shifted, as radio searched for a new identity by trying to
provide what TV could not. It survived by evolving into fragmented, special-
jzed formats of music and information. Top 40, country music, beautiful
music, rock music and a host of other radio formats were born. Along with
them came the listener option of non-stop news and talk. Over the years, two

distinct directions in news radio have developed: all news and news/talk.

All-news is just what the name implies; a continuous flow of information com-
posed of local, national and international headlines, economic and business
reports, stock market information, commentary, weather and traffic information,
sports and features, all programmed round the clock. All-news winners include
stations like KYW in Philadelphia, WINS and WCBS in New York, WBBM in Chicago

and KFWB and KNX in Los Angeles.
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In contrast, news/talk radio tends to be lighter and slightly more entertain-
ment oriented in its approach. News/talk mixes drive-time blocks of news,
weather, traffic, sports and business information with local call-in and net-
work talk shows in the midday, evening and all-night time periods.- Big win-
ners at the news/talk approach include KGO in San Francisco, KABC in Los
Angeles, KMOX in St. Louis, KIRO in Seattle, and KTAR in Phoenix, to name

Jjust a few.

A1l of these successful news radio competitors are AM facilities that have ’
survived the ravages of FM penetration over the years by shifting into the
non-stop news format or by mixing news with interesting, entertaining and
useful talk. Although stations which successfully shun music formats number
only a relative handful, they are an important programming option not to be
underestimated if well executed in the right radio environment. Those who
have won atnews radio, have won big in terms of ratings and revenues. What
factors make the essential difference in determining the success of this
format? There are six important ingredients that contribute to the success

of the format:

(1) MARKET SIZE: An indispensable component of making the news radio format

work is market size. It's no coincidence that the big winners at radio news
are stations in big metro areas. There is a direct connection between the
size of the market and the ability of the market to provide a steady flow of
news and information important and interesting enough to attract a large
following. News radio stations must have a large cumulative audience to sup-
port their average quarter hour audience. Only the top twenty markets can
deliver large enough audience numbers. Although most news radio success
stories are a big city phenomenon, some small and medium market stations have
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made the format work by choosing the news/talk approach. News/talk is more
affordable because it takes fewer people to provide a quality product. Smaller
market stations can mix local programming with satellite feeds and network

news and talk shows.

(2) REVENUE: Market size goes hand in hand with revenue because only big
markets can furnish the revenue to pay the bill for news radio programming.
It's an expensive format that needs sophisticated equipment to make it work
-~ satellite technology, computers and remote equipment are a few of the

tools needed to be effective.

(3) TALENT: Major market money also buys good talent. Attracting the right
on-air mix of authoritative voices, experienced reporters and provocative talk
show hosts that will draw the sophisticated, upscale listener with the criti-

cal ear is a must.

(4) SIGNAL COVERAGE: Almost as important as market size and what it can pro-

vide is signal coverage. A station must be heard over the entire metro area
and beyond in order to deliver those necessary cumulative shares. Only a

strong signal can deliver the essential audience numbers.

(5) SPORTS IMAGE: Another indispensable key to winning in this format is
capturing the image of sports leader. The lucrative rights to broadcast
professional and college sports is an important part of the formula. KIRO,
for example, has positioned itself as the "sports authority" in the Seattle

market by cornering all the available sports contracts.

(6) WEATHER AND TRAFFIC: Providing weather and traffic information that's a

cut above competitors is the final important component. It's not unusual for
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news radio stations to have a staff meteorologist as well as their own heli-

copter or airplane to scout out local traffic information during driving-time.

When well executed, all of these elements combine to build a community image
for a news radio station. Because stations are in the information business

already, they can respond to significant events more quickly and completely

than their token news/music competitors. This also enhances the community

image as the "information leader.”

Although successful news radio stations use a well established formula, the
programming methods are by no means engraved in stone. The format continues
to evolve. The next important milestone will be when news radio programmers
successfully capture the "baby boom" generation. "“Baby boomers" are currently
engaged in a love affair with the FM side of the dial, but are also beginning
to outgrow music formats. Although a few attempts have been made to make
news viable on FM radio signals, most have failed due to poor execution and
under-financing. It is only a matter of time before some enterprising major
group owner finds the formula that lures FM "baby boomers" from music to talk
and news. The success formula will probably be news/talk and look for it to
include more lifestyle oriented subject matter. It remains to be seen what
other unique information innovations will develop to make news/talk work on
the FM band. Whoever comes up with the right FM formula will not only change
the course of future radio programming, but will also strike it rich in

tomorrow's radio industry.
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THE BIRTH OF NOSTALGIA RADIO

By Jim West
Jim West Company
Nostalgia Radio - as the industry insists on calling it - is one of a select
few formats that is really new. Rock & Roll was new, News Radio and News/Talk
was new, but the rest are premutations of a former Tife - if you will - and
are versions of formats that have changed and evolved to fit the growing sophis-
tication of electronics, musical academic evolution, and the Great American

cultists who perpetuate changing fads in our society.

The roots of this music are firmly entrenched in the three B's - Bach, Beet-
hoven, and Brahms, and throughout the 1920's, 30's, and 40's the Pop music
songs based on these "legitimate" musical academics were being recorded,
danced to, and listened to on that new marvelous invention called Radio.
From the early days of KDKA in Pittsburgh, radio caught on as the principle

electronic means of communication and entertainment.

Before World War II, a generation of Americans grew up dancing to the greats
of the Big Band era. The roots of this totally American music evolved from
the Black culture of the plantations and evolved from the basic blues into

Dixieland music and its various versions (New Orleans, Kansas City, Chicago).

The late twenties and thirties brought the ensemble sound of larger orchestras
and was legitimized by the Paul Whiteman Orchestra. From that group and the
Ben Pollock Band came many of the future Teaders of the Big Band Explosion.

In parallel with these mostly white bands were excellent black orchestras

defining individual styles of creativity (Duke E1lington, Count Basie, Jimmie
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Lunceford) in the face of the worst kinds of segregation. 1In those days, it
was tough enough to be a musician, but to be a Black traveling musician was
rougher. However, in spite of all the obstacles, Radio brought this unique

American music to our populace and it did become popular!!!

Remote broadcasts from major hotels and nightciubs were nightly affairs and
thousands of bands followed the intineracy of the road-playing all kinds of

clubs, hotels, and arenas where the crowds could dance the night away.

NBC and CBS had networks of stations all across the country serving the daily
fare of Breakfast Clubs in the early morning to a full menu of Soap Operas all
day long, and the wonderful dramas and comedy shows thét filled the early eve-
ning hours, The coup'de'grace, of course, were the remote broadcasts from the
Meadowbrook in New Jersey to the Aragon in Chicago to the Palladium in Los
Angeles, and a hundred places in between. Some leading orchestras were on
weekly radio shows and Americans shopped in record stores and purchased

miilions of singles and finally albums of their favorite artists,

T.V. was just evolving and its threat to the life and 1imb of Radio was not

yet apparent. World War II exploded in 1940 and 1941, and the bands and
entertainers followed our troups and entertained at military camps and canteens
all over America. Some - like Glen Miller - even enlisted and went abroad in

official service musical units.

The end of the war brought dramatic changes in American society. The “call
to arms" had forced families whose roots had been planted, to be unceremoni-
ously up-rooted. The sedentary society that America had known became mobile,
and the growing sophistication of mass transportation allowed America the

chance to move around rapidly. Americans began to make choices about where
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they wanted to live, and this post war dash to find new roots changed the

life-styles of virtually everyone.

Education, assisted by the G.I. bill, exploded and new technology in science
and industry took hold. Fast growing in this reshaped society, was a box that

transmitted pictures, called the television.

Overnight, T.V. became a sensation. Milton Berle, Sid Caeser, Jack Benny, Bob
Hope, Lucille Ball & Desi Arnaz, plus thousands more were affecting what we

did and how we thought and where we spent our entertainment dollar.

This boom called television almost ruined radio. The network system of feed-
ing programs fell into disfavor, and the children of the middle and late
fifties began to reject the music of their parents. The traditional academics
of the previous generation were cast aside as the guitar (tuned in fourths)
replaced the piano (based on the cycle of fifths) as the center-piece for the

"new music” that kids wrote, sang, and recorded.

Records, of course, were the mainstay products for most radio stations and
their product sources were the record companies (Decca, RCA, Columbia, Capitol,
etc...). These product lines of creativity - r‘ecording‘, manufacturing, and
distributing were well-organized and profitable - but then the earth opened
up as the musical earthquake errupted. The sounds of the guitar began to
drown out the piano, and the kids with their "garage-masters" sold them to
the record companies, and BOOM!!! Over-night the sales of the traditional
pop music fell away as radio, in deep trouble because of television, needed a
transfusion to save its life. And out of these cataclysmic events evolved a
new kind of radio called Top 40. The kids simply wanted to hear “their
music" over and over again, and new hits forced their way into the homes and
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hearts of this new generation of Americans who wanted and got their own thing.
The English wave legitimized the movement, but for the previous generation of

Americans whose 1ives had been nurtured and influenced by our "truly American

music" were dis-enfranchised by the new. The record companies stopped produc-
ing the albums of the great artists like Sinatra, Bennett, Como, and the rest.
The whole manufacturing and delivery process had to be rebuilt to feed the

new wave sweeping the Tand.

There's no doubt that the injection of this new culture saved radio at that
time, but it also swept away all the vestiges of the previous music, and left
millions of Americans with no place to lTisten. Most of them turned off the
radio. Many gravitated to the "beautiful music" cover songs that served as a
soporific substitute. Beautiful music stations proliferated because of this

phenomenon, and news formats caught some of the overflow as well.

The Rock & Roll era opened the door for personalities in radio, and the new
generation of D.J. was born, Top 40 stations were two and three deep in all
major markets, and the battle of independent radio was on. The earljest lead-
ers, of course, were Todd Storz and Gordon McLendon and Bill Stewart and

their influence not only raised a new kind of radio, but helped develop a
whole new field of opportunity for announcers, production people, salesmen,
and sales managers which has continued now through two and almost three
generations. The early pioneers are now the owners and operators of the

major groups, and some are retired. But each generation has left a continuing
legacy for the next, and all of the techniques have been improved upon, as

has the technology. With that evolution of technology has come the phenomenon
of FM radio, and the AM dial - once the ultimate arbitrator - is fighting for

its very life.
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Out of the significant development of FM broadcasting came the crying need for
programming principally on the AM dial; something that would speak to AM

listeners.

In the late 70's, Al Ham developed a format that soon found favor on AM sta-
tions and appealed directly to the vast number of people - over 40-years-old

~ whose music had been literally taken away in the 50's and 60's.

The research that surfaced about this lost generation opened the gates for
this new format called "nostalgia." Al Ham's "Music of Your Life" led the
vanguard, but other programming companies quickly adjusted to this opportunity,
and out of this need for the "old music" came new opportunities for programming

this brand new type of format.

The significant thing about Mr. Ham's contribution was that his roots were not
in radio; they were in pop music and the A & R side of record production. He
developed a format based on his conception of what the public wanted, not what
radio needed. And it worked - as thousands of men and women called, wrote let-
ters, and turned the radio back on - extending their thanks to the new oper-

ators for returning their original music to radio.

It showed radio people that the audience doesn't forget the songs that it grew
up with. It underlined the reality that this music had been the “"soundtrack”

of their lives, and they wanted it replayed over and over and over again.

The realization of the audience's need for nostalgia is being realized with
the growing awareness that the next generation will want to deal with its own

nostalgia.
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It won't be exactly the same though - because never before and never since -
has an entire generation of Americans had their music taken away from them

for over 20 years. 1It's a phenomenon that may never be duplicated again.

The format was new, but unfortunately the mind-set of the younger radio people
has been in constant conflict with this format, either denying its existence,

or sentencing it to failure long before its time,

One has only to look and study to realize that the older Americans can afford
what they want. They do have most of the discretionary income, and in spite |
of our broadcasting youth, and advertising agency resistance, there exists

the real need to serve this generation of listeners and the opportunity to

make money doing it.

As McLendon said years ago - "all you need is a signal to compete!"
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A LOOK AT SPANISH RADIO

By Herb Levin
WSUA, Miami
Before we can begin to understand what is happening today in Spanish language
radio, it is important to understand something about the market it serves -

and what is taking place inside the U.S. Hispanic Community.

The Market - The U.S. Spanish language origin population is now estimated* to
be 18.9 million persons. This population is concentrated in five geographic
areas: Southern California, New York City, the Southwest border states of
Texas, Arizona, and New Mexico, South Florida, and the Chicago A.D.I. The
Hispanic market is fast growing; 3.3% per year**, The reasons for this
dramatic growth are two fold; first, there is a significantly higher birth
rate among Hispanics, along with more new family formations, and second as
the social and economic situation in Mexico and Central America continues to
worsen America will be an ever more attractive magnet for millions of people
to the South. Thus, in-migration, both legal and otherwise, will continue to

increase the total number of Spanish speaking persons in the U.S.

The U.S. Hispanic market can be categorized into several distinct communities,
The largest, the Mexican, then next in size, Puerto Rican, Cuban, Dominican,
Colombian, Central American {(E1 Salvador, Guatemala and Nicaragua) with small-
er populations of Venezuelan, Argentinians, and Spaniards. The important
thing to note - these people are all from different countries. Of equal
significance is that each of these groups tend to concentrate in distinct

population centers, where they continue, to a large extent, to maintain

* Strategy Research Corp. - Sept. 1986.

** Tbid S.R.C. '86.
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elements of their native culture. While all speak Spanish, it is vital to
understand that in accent, idiom, culture, food and music they are very
different., And well they should be, after all, they came from different
countries. This is not to say that there are not some things in common,
there are. However, the differences are a significant issue for marketers
and programmers alike to consider when planning on how to approach this

diverse market,

It use to be that when you couldn't make it doing anything else, you went
"ethnic". Well, those days are long gone; no longer a collection of poor
facilities with less than committed ownership, Spanish Radio today is a healthy
and vibrant business. 1In the ten year period '75 to '85, the number of full
time Spanish language stations has grown from 68 to 170 and estimated gross
sales from $40 million in '75 to $130 million in '85. Today's owners and
operators are committed professionals who are experimenting with new formats
and becoming more and more creative in marketing their product. It is a
misnomer to categorize what's happening today in Spanish language radio under
one label - “"Spanish Radio". We have entered the age of format specialization.
We are segmenting our market just Tike our colleagues in English language
Radio. Spanish Radio is not monolithic; it is diverse, creative, and increas-
ingly competitive. In all the major Hispanic markets new stations have come
into Spanish, forcing the old line leadership to become more alert, to compete
- while the newcomers innovate and develop their very own segmentation tech-
nigues. There are News/Talk Spanish stations - Top Hits Spanish stations,
Spanish easy listening, bi-Tingual Eng/Span. music, Spanish C.H.R., and

within music, there is ranchero, norteno, salsa, cumbia, ballads, etc., music

as diverse as the composition of the population the stations serve.
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And even though the major rating services have great difficulty in accurately
measuring Spanish speaking audience in many markets Spanish language stations,
of one format or other, are found among the market leaders. In the Tast
decade, more and more of America's top national advertisers have "discovered"
the Hispanic market and the tremendous sales power of the radio stations that
serve it. Many of these marketers have created a separate "Spanish Market
Budget", and have retained the services of a Hispanic advertising agency to
professionally approach this special market segment. And we can look for

more to do so in the future,.

Locally, a growing number of advertisers are recognizing the value of the
Spanish speaking market and the need to use Spanish language radio stations

to carry their message. With the increase in the number of stations, and the
diversity of formats, so has the sale of Spanish radio advertising time

become more sophisticated. Reach and frequency, cost per unit, audience
composition, have become familiar terms. Spanish language radio stations are
attracting both a growing audience and an increasing number of advertisers.

As this process evolves, stations become more successful and thus more valuable,
Witness recent sales in both L.A. -- KTNQ/KLVE $40 million and N.Y. -- WADO

$20 million.,

There is good reason to believe this trend will remain in force for the for-
seeable future. Continued in-migration of large numbers of persons who speak
only Spanish, rising incomes within the U.S. Hispanic market, increasing de-
mand for advertising time from local and national advertisers coupled with
the growing number of quality Spanish radio operators points to a healthy

future for Spanish language radio in the U.S.
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A WARM BREEZE IS BLOWING

(COMMERCIAL CLASSICAL RADIO)
By Bob Conrad
WCLV, Cleveland

In August of 1982, at the 18th annual conference of the Concert Music Broad-
casters Association at Lenox, Massachusetts, one of my last official acts as
the outgoing president was to give a "State-of-the-Industry” address. At
that time, I said that sometimes in the morning when the sun is shining, the
weather is warm and the birds are singing, that you have a feeling of excite-
ment and expectation that great things were going to happen during the day.

I said that I felt the same way about concert music radio, that the industry

was entering a time when great things were going to happen.

Three years later, we are now at about 11:00 in the morning, and great things
have happened and are going to continue to happen. For many years, the con-
cert music format was in a holding pattern. There was a steep decline in the
number of stations programming classical music in the late 60's and early 70's.
A shake-out occurred as the popularity of FM increased, and many operators
decided that there was more money to be made in wallpaper music and bubblegum
rock. Thus with the exception of three cities, only one commercial classical
radio station remained in some twenty markets, mostly in the top 25. The
status quo remained until the fall of 1981 when KCMA, Tulsa, the first new
commercial classical station to go on the air in nearly a decade, debuted,
Since then, there's been a boomlet of new stations or stations switching
formats. Add Tampa; St. Louis; Portland, Oregon; Monterey, Bakersfield, and
Modesto, California; and Harrisburg, Pennsylvania, to the classical market

Tist. But wait a minute! Monterey (MSA 139)? Bakersfield (MSA 100)?
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Modesto (MSA 147)? Harrisburg (MSA 85)? After all, common wisdom is that
commercial classical stations can't make it in markets under 25, and that
classical music is an exclusive FM format. But KHYV, a 1 KW AM in Modesto is
proving otherwise. In my 1982 speech, I said that we all knew that FM had
become the dominant audio medium with the shoe now on the AM foot, and there~
fore, AM operators would begin investigating new formats such as concert

music since there can be only so many news/talk and big band stations on the
AM dial. And so the spirit of experimentation that brought about the success
of FM has now started to make itself felt on AM. AM owners and operators,
thanks to the freedom of format given to them by the WNCN case, are able to
take a chance on classical music. And why not classical music on AM? AM
stereo is a fact of 1ife, and classical music can do for AM stereo what
classical music did for the consumer acceptance of the compact disc. In
addition, one of radio's largest audiences is not in the home, but in the

car, on the beach, in the park, listening to car radios or small portables in
conditions where super high fidelity is not possible or even needed. And who
would have thought that an AM station that was once one of the top AOR stations
in Portland, Oregon, would have found wealth and happiness with concert music?

Ask KKSN, whose inroads into the Portland market helped to inspire the owners

of KRCK (FM) (now KYTE) to switch from rock to Bach, making Portland (MSA 41)

the fourth city in the U.S. to have two commercial classical stations.

And then there's KBOQ, a Class A FM in Salinas-Monterey, with an AQH of 4.7
and a cume of 10.1 and ranking eighth in a field of 17 stations. And what
are these new classical broadcasters finding? A format that does not live or
die by the ratings, a stable format not readily affected by economic downturns

because it delivers an audience that has the most enviable demographics of any
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format: well-educated professionals with high incomes, less affected by
recessions and highly benefited by economic upturns. Concert music radio is
a format that delivers for the bottom line year after year, without waste,
effectively, efficiently. Economically, the 80's have been good to concert
music radio. An informal survey of some two dozen stations in the format
shows a continued upward growth of billings with annual increases ranging
from 5% to 50% and with equivalent increases in national billings. For while
concert music statjons continue to prove their point with Tocal advertisers,
a goodly number of blue ribbon national clients are finding that concert
music radio is a wise investment. Program sponsors (that's right, programs!)
include Texaco, Beatrice Foods, Paine-Webber, Exxon, Cigna, Standard 0il,
Lincoln, Amoco, and AT&T. Recent spot buys have included IBM, American
Airlines, Subaru, United Air Lines, Apple Computers, Scandinavian Air Lines,
Businessland, Northwest Orient, GTE, Discovery Card, American Express, Beaulieu

Wines and Martini and Rossi.

And the new classical operators have found a format almost void of the creep-
ing fungus of barter. Several years ago, the majority of concert music sta-
tions sanitized the format of barter deals and turned a number of accounts

that they had been carrying for free into cash customers.

Since 1982, the satellite has come to commercial classical radio with the
installation of downlinks at key stations by Concert Music Satellite System,

a division of the Concert Music Broadcast Sales rep firm, and the advent of
the Concert Music Consortium, a partnership of three major program syndicators,
WCRB, Boston; WCLV, Cleveland; and WFMT, Chicago. CMC has leased two 24 hour-
a-day dedicated channels on NPR's Weststar 4, establishing a wired network of
some 250 commercial and non-commercial classical stations. The system is used
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to distribute nearly 100 hours a week of syndicated product including concerts
by eight major orchestras, the Lyric and Canadian Operas, Karl Haas's Adven-
tures in Good Music, Carnegie Hall Tonight, Music in America, two BBC series
and a clutch of other shows. And WFMT recently debuted its Beethoven Satellite
Network, a completely programmed 24 hour-a-day satellite delivered classical

music service.

Yes, there have been some downside aspects. Both Houston and Phoenix Tlost
their long standing concert music stations when the owners opted for more
popular formats in order to hype the value of their properties on today's
volatile market for stations. However, other stations in bo