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/rom: MARK DRISCOLL 
Program Director 
WAPE RADIO 
JACKSONVILLE, FLA. 

After browsing at first and becomming 
more and more impressed with your pre- 
sentation of the "inner world" of broad- 
casting I personally would like to congrat- 
ulate you on a fine job of exposing tech- 
niques and the "feel" of how radio sta- 
tions differ in methods and concepts as 
well as studios and geographic locations 
and the other spectrums you cover. 

from: ANDY KEY 
KRUZ, SANTA BARBARA, CA. 
KBBQJKBBY, VENTURA - 

OXNARD, CA. 

Enjoy your magazine usually cover -to- 
cover, each issue. 

How 'bout starting a Programming 
"idea box" for those of us who would 
like to promote /encourage /share ideas 
on programming, but who have neither 
the time nor inclination to write a full - 
length article. (Nor the typing skill ...) 

For example: 
Beautiful Music and MOR stations 

could learn something from Top 40 sta- 
tions. 

Please remember that the adult's super- 
stars of today - Wayne Newton, Tony 
Bennett, even Elvis - were made such 
stars by the popular radio stations of their 
day. By frequent airplay. 

One station, almost single -handedly, 
made Roger Whittaker an adult's super- 
star recently. And singers of such quality 
don't release many singles these days. (Is 
Ed Ames recording these days ?) 

But it's such stars that attract adult 
listeners. (And, contrary to Billboard 
charts, sell records to adults. Ask any 
mail -order record club.) 

Andy Williams is fine, but he ain't 
enough. Those adult super- stars, when 

they do make records, need exposure. 
Maybe even more: Adults listen to radio 
less frequently than the kids. 

Rock stations have an Elton John 
weekend. Or the Beatles (for the older 
"kids "). Why not a Roger Whittaker day 
. .. or week ... or month ... with sel- 
ections played at, say, every other vocal 
for the day, every hour for the Week? 
Build a stable of adult's super -stars that 
adults want to hear ... on your station. 
And, chances are, too, that adults will be 
turned on to radio again enough to turn it 
on more often. 

Dear Andy: 
Thank you for the "idea ". The "Let- 

ters to the Editor" section of BP&P be- 
longs to you ... the readers. If anybody 
has any thoughts, ideas, or comments 
they'd like to share ... whether it con- 
cerns radio, television, programming, pro- 
duction, music, or ? . .. we would be 
happy to make the space available. Sim- 
ply drop a note to: Letters to the Editor, 
BP&P, P. O. Box 2449, Hollywood, CA 
90028. 

The Editor 

from: BILL DRAPER 
Chief Engineer 
WVIP RADIO 
MOUNT KISCO, N.Y. 

Regarding the article in your latest 
issue entitled "The 1934 Shadow No 
Longer Lurks ". 

Before your readers rush out to sign 
up Tillie's Telephone Answering Service 
to monitor their automatic transmitter 
system, I suggest they read the actual 
ATS rulemaking. 

"Sec. 73.146 Automatic transmission 
system monitoring and alarm points. 

"(a) ... A station employee holding at 
least a restricted radiotelephone operator 
permit shall be on duty at one such point 
at all times when the station is in opera- 
tion." (Emphasis added.) 

In addition, reading further you will 
note that the rules also require means of 
turning the transmitter on and off and 
compliance with EBS monitoring require- 
ments. 

Sorry, John Price, but the 1934 Com- 
munications Act is alive and well and still 
lurking. The operator requirement written 
into the Act cannot be changed by the 
FCC, only by Congress. 

ATS may be a step in the right direct- 
ion, but unattended operation it ain't. 

Dear Mr. Draper: 
While it is true that ATS does not re- 

lieve the station from monitoring the 
transmitter from a controlled point, there 
is nothing in the regulations that require 
that control point to be at the radio sta- 
tions. As early as 1953, telephone answer- 

ing services, other manned transmitter 
sites, fire departments, taxi dispatchers 
and motel night clerks have manned trans- 
mitter remote controls for automated, 
unattended radio stations. With the re- 
laxation of license requirements, you will 
find that many of these people already 
possess the restricted permits necessary. 

The addition of an audio transfer switch 
and that marginal cartridge playback that 
was excommunicated from the control 
room, together with an instruction list 
and the appropriate EBS announcements 
on cartridge, and finally an EBS receiver, 
complete the requirements for a remote 
control point. 

My remote controllers at one telephone 
answering service were, in fact, station 
employees. Their wages were slightly 
above the minimum for the time spent 
actually working for the radio station. 
This was calculated at 30 seconds per 
hour. Each received a check for approx- 
imately 113.00 monthly, and the answer- 
ing service traded for a small spot sched- 
ule for the space and power taken by our 
remote control equipment. 

As I interpret ATS, the simpler require- 
ments of the automatic alarm have re- 
placed a more expensive transmitter re- 
mote control system as the basis for un- 
attended operation using a remote control 
point external to the station. In all cases, 
I would suggest a serious conversation with 
your consulting engineer and /or Washing- 
ton attorney. 

John Price 

from: CHARLES McHAN, JR. 
McHAN & ASSOCIATES 
BROADCAST CONSULTANTS 
CHARLESTON, S.C. 

In reference to the article on CSG 
mono /stereo compatability (BP &P, Nov/ 
Dec, 1976), the letter from Chris J. Cain 
and Don Elliot's reply (BP &P, Jan /Feb, 
1977), I would like to offer the following 
comments. 

I am directly or indirectly responsible 
for the air sound and audio processing of 
eleven different Southeastern radio sta- 
tions. In the past five of my twelve years' 
experience, I, along with most of my as -. 
sociates, have found it more and more 
difficult to maintain what I would accept 
as good quality air audio. As record qual- 
ity and processing equipment improved in 
the last few years of the '60's, radio audio 
became louder, fidelity improved, and 
stations for the first time were able to 
better serve the audience with fairly accur- 
ate presentations of medium to hi- fidel- 
ity audio. In the last several years, this 
trend has reversed itself. Processers with 
ridiculously fast release time constants (in 
the interest of loudness), improper equali- 
zation and sloppy production techniques 
have combined to reduce the advances 



made in the '60's to a situation, at least 
in the medium and small markets, that is 
even worse than it was without process- 
ing and equalization. Let me make it clear 
that I am not referring to full -fidelity re- 
productions of unaltered classical music; 
I'm talking about rock, C &W, MOR, and 
R &B music and the air sound of contem- 
porary AM & FM radio stations. The loud- 
ness battle has produced some of the most 
unlistenable combinations of compress- 
ion and equalization imaginable, but it 
goes on and on. Combine this with the 
steady deterioration in receiver quality 
(especially AM receivers), the inability of 
transmitter manufacturers to keep up 
with the state of the art in processing 
capability (the great majority of them 
keep building AM transmitters with 30% 
average modulation capability while we 
push them to 99 %), and improper super- 
vision of the air sound by unqualified per- 
sonnel and you've got to end up with a 
product that's less enjoyable, less commer- 
cial, and certainly causes listener fatigure. 

On top of this, record companies have 
also begun to employ the same techniques 
of compression and equalization at the 
plants, but without the consistency nec- 
essary to benefit either the home listener 
or the broadcaster. The quality of the 
product of even the major labels varies 
greatly from single -to- single, and even cut- 
to-cut. If you have any doubts about this, 
get copies of any K.C. & The Sunshine 
Band single, David Dundas' recent chart 
hit, "Jeans On ", the Andrea True single, 
or just about any two or three of the cur- 
rent bigger hits and compare them with 
each other. It is possible to hear and mea- 
sure commonly 10 to 20 dB of difference 
in the equalization on the high and low 
ends of these records. Even when you 
take "Artistic License" and normal dif- 
ference in artist sound into account, 
you're still left with a difference in qual- 
ity between any two given singles that 
makes conventional processing more of a 
detriment to air sound than simple flat, 
uncompressed transmission. What this 
boils down to is that AM stations, which 
are already plagued by transmitter and 
receiver deficiences, must add at least two 
more steps to the processing system: equal- 
izing and dubbing of each individual re- 
cord to tape before airing. This just adds 
that much more distortion, ringing, and 
noise to the final air sound. The only 
alternative to this is to accept a poor 
compromise and roll off the offending 
low and high frequency regions. This is 
necessary because processing equipment 
won't handle the wide differences in 
energy in these regions without also re- 
ducing the all- important loudness- produc- 
ing midranges. Once again, an AM station 
that tries to maintain moderately good 
fidelity is the worst hit. FM stations have 
been using dual -band (separate high and 
low frequency processing) limiting for 
years, and this tends to mask the problem 

by riding each part of the spectrum dif- 
ferently. More and more processor manu- 
facturers have been forced to go to split - 
band or multi -band processing to solve the 
problem and ride gain on each part of the 
audio separately. This method is expen- 
sive, hard to set up properly, and is of 
questionable result. It gets back to the 
same old thing: you must control the 
quality of the incoming product of all 
sources to properly achieve a good, con- 
sistent air sound. 

I'm halfway through and have barely 
scratched the surface, but ... 

In reference to Chris J. Cain's com- 
ments, the distortion problem is more 
recent and even more severe and it does 
exist. I don't think it's being too much of 
a purist to expect a pressing that will 
track properly and reproduce with the 
normal expected 5 -10% of added distor- 
tion component, but it's getting hard to 
get a record that's flat (physically), with a 
centered hole, much less one that sounds 
good. I can count the total of well -pro- 
cessed, good quality contemporary re- 
cords made in the past two or three years 
on the fingers of one hand. 

Your comment in response to Chris J. 
Cain was most saddening. You've applied 
the same axiom used by programmers to 
force radio into its present sorry technical 
state: "To hell with the quality, if it'll 
make us louder, do it!" (which modified 
would read: "To hell with the quality, if 
it's a hit, play it). This brings up a very 
interesting and basic question of who 
makes the hits. The answer is "We do ". If 
we have any kind of organization, idea 
exchange (such as Our magazine), or 
group interest in our profession, we should 
join forces and resist this growing problem 
before it hurts us more than it has. Enough 
comment from a few major forces in the 
industry is bound to put pressure on at 
least the local record distributors (who 
seem to be a high -strung group at least), 
and it probably wouldn't take too many 
comments like, "I'm not adding the new 
single until you get me an acceptable 
copy of it" to get the message home. It 
will take pressure from key people, 
though. I would appreciate you asking for 
further industry comments on the matter, 
because I don't think Chris J. Cain and I 

are alone. 
Thank you for your time in reading 

this overlong epistle, and I enjoy BP &P 
greatly. 

Dear Mr. McHan: 

I empathize with your frustration 
about the lack of consistency in record 
company product. Even in 1977! But I 
beg you to take a more understanding 
approach to the realities of what can 
humanly be controlled, and what can't 
(and the "wisdom to know the differ- 
ence"). 

By using some suggested interim sol- 
utions, you feel that I am suggesting we 

"sell out" to poor standards, X11/ 1 am 
saying is that by being radical in refusing 
lo play a /tit, is only cutting off your own 
head competitively. I'm talking about a 

bonafide hit that the competition is going 
to be playing too. If you have a choice 
with a song that may have marginal merit 
anyway, then the poor quality, of course, 
is one more strike against its getting 
played. I know this is where the chicken/ 
egg arguments enter, but there are a lot 
of PD's who start a record on its way up 
the charts on artistic merit, despite tech- 
nical drawbacks. Many contemporary 
stations, for example, will play the next 
Elton John release, "ear unheard," even 
if it was recorded through a tin can tele- 
phone. In some cases, the "great un- 
washed" don't care. . . or even hear the 
difference. There is always that element. 

I'tn not prostituting our profession by 
saying we have to eat in the interim while 
we communicate with, not boycott, the 
record companies. Please re -read my 
reply to Chris Cain. It suggested only an 
interim solution. The place to put the 
wheels in motion toward an ultimate sol- 
ution is right here.. . in print. Not by 
starting on the bottom with the distribu- 
tors and local promo guys, although it 
helps the record executives confirm the 
problem if and when they research il. 
Instead, go to the top and avoid the red 
tape of going backwards through chan- 
nels. flow about enlisting help of others, 
from the Society of Broadcast Engineers, 
Program Directors, Music Directors, Pro- 
duction Managers.. . any of you BP&P 
readers who are sincere in this effort. 
Let's bring this matter to the attention 
of the record company executives by 
sending a tear -out or Xerox copy of 
this "Letters to the Editor" section, 
and previous BP&P items (letters from 
Chris J. Cain and Don Michaels from the 
fan /Feb, 1977 issue, page 4; and the 
article, "Caution: Stereo can be Hazard- 
ous to you Mono" from the Nov /Dec, 
1976 issue of BP&P, pages 16 -19) to the 
record companies who are consistently 
providing un- airable product. Let's 
expedite this solution through commun- 
ication. 

One comment on distorted hits. . . 

the aesthetics of these hits must have 
been incredible for them to have suc- 
ceeds in spite of their own technical 
drawbacks. It is unfortunate that talent 
doesn't always have the backing of a pow- 
er -house technical facility for their 
showcase. Many hits were recorded in 
sombody's garage and sold to a major 
label to promote... because the "magic" 
of that particular recording, performance - 
wise, did have it "in the grooves." 

No two studios sound the .same, nor 
do two monitor systems or control 
rooms. Even if every song was cut in lh 
same place, the outcome would still 

"Letters" continued on page 40.. . 

BP&F 



Part 1 

The Mellow Sound: 

Getting a Rocking Share 
the "Easy" Way. 

In many markets, "Mellow Rock" programming is becoming the "Beautiful Music" for 
today's 25.49 year -old. Ron Nickell of TM Programming talks about this "new" kind 
of format ... its philosophy, structure, and prosperity. 

by Gary Kleinman 

BP &P: Ron, being Vice President and 
General Sales Manager of TM Program- 
ming, overseeing five different formats, 
and working with many, many radio sta- 
tions, you're pretty much on top of 
trends and programming thought pro- 
cesses. You've just introduced your "Bea- 

Ron Nickell has been involved in 
programming syndication industry for nine 
years. He's currently serving his third year as 

Vice President /General Sales Manager of 
TM Programming in Dallas. Before that he 

served six years in the same position for Drake - 
Chenault. Ron's earlier background includes 
that of program director and manager of 
several radio stations. 

the radio 

BP&P 6 

tiful Rock" format ... many syndicators 
are coming out with similar soft rock for- 
mats ... and many stations are originat- 
ing their own local mellow music pro- 
gramming. Regardless, formats of this 
type are sparking a lot of interest and 
success. Where are the trends going in 
radio programming? 
Ron Nickell: Actually, Gary, radio is be- 
coming more fractionalized and it's pret- 
ty fascinating. In the past, if you said 
your format was rock, it was pretty en- 
compassing. There was rock, and there 
was progressive rock. Now there's rock 
and about five different variations. The 
fractionalization we see happening is kind 
of an interesting thing. But there's a good 
reason for it. We started researching the 
25 to 34 year old age group and found 
out it's a very special animal. This 25 to 
34 year old is in a group that grew up 
from the original era of rock and roll. He's 
now maybe 30, 31 years old and is possi- 
bly not as attuned to what rock and roll 
used to be. And it represents a very large 
chunk of most markets. This is the post- 
war, baby boom age group. We noticed an 
alarming thing, that some of these 25 to 
34's are actually disappearing from the 
ARB diaries. The age group isn't there. 
And it's really one of the things that got 
us looking to see if a format was possibly 
being overlooked in some of these markets. 

BP &P: Do you think these fractionalized 
rock formats are taking the place of some 
of the older traditional formats like the 

MOR's, classical, etc? 
Ron Nickell: Yes, very definitely. We feel 
that, whatever you want to call it ... the 
beautiful rock, soft rock, or mellow rock 
formats are probably destined within the 
next five years to become today's MOR. 
And, I think probably in most markets 
where the soft rock or mellow rock for- 
mat goes on, it will do some damage to 
the 25 to 34's on the current rock stations. 
But more importantly, it will extremely 
damage the so-called contemporary MOR 
stations. 

BP &P: So you see the existing MOR 's as 
servicing the extreme older population? 
Ron Nickell: I see them relegated to a 
position of having to do that, or making 
an adjustment. And several notable MOR 
radio stations, such as WLW in Cincinnati, 
and KMPC in Los Angeles have already 
made an adjustment. 

BP&P: Do you think they're effectively 
achieving what they want to do? 
RN: Yes. One station that 1 can relate 
to, because I live with it on a day -to -day 
basis is KRLD in Dallas. KRLD has made 
the adjustment in music, and what 
they're really attempting to achieve is an 
image of the news, information and ac- 
tion radio station. And when they're not 
telling you what's happening in the world, 
they're playing music that a 25 to 49 
year old can relate to. That kind of radio 
station is going to have a place in every 
market, but there's still going to be that 
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person who wants music. And that's the 
old FM vs. AM game again. So the mel- 
low rock on FM is going to become the 
beautiful music to a 30 year old. This 
actually is beautiful music to them. That 
is how we came up with the name for our 
format, Beautiful Rock. 

BP&P: What's going to happen to the 
high- energy rock station? Is that going to 
be geared strictly to teens in junior high 
and high school? 
RN: Yes. We just spent about fifteen 
months doing $85,000 worth of research 
and found out some amazing things. We 
discovered that the 16 and 17 year old is 

a very sophisticated young adult these 
days. I hate to say that they're more sop- 
histicated than we were, but they are a 

lot more sophisticated. Many 16 and 17 
year olds have already outgrown the high - 
energy contest. You find that the 16 and 
17 year olds are now sliding over to 
radio stations that we never imagined 
they would be listening to. If you look at 

Fig. 1. 
Examples of Artists 
Frequently Used in 

Mellow Rock Programming 

James Taylor 
Joan Baez 

Moody Blues 
Bread 

Olivia Newton -John 
Jim Croce 

Beatles 
Judy Collins 

Chicago 
Cat Stevens 

Jimmy Buffet 
Gordon Lightfoot 

Leon Russell 
Eagles 

Carly Simon 
Elton John 
Carole King 

Harry Chapin 
Neil Diamond 

Loggins & Messina 
Janis Ian 

Stevie Wonder 
John Denver 

Simon & Garfunkel 
America 

Roberta Flack 
Seals & Crofts 

Melissa Manchester 

a lot of ARB markets around the country 
and check the so- called progressive sta- 
tions, especially the ones that are in the 
softer vein of progressive, the teens are 
now starting to show up in their column. 
More teens than we'd ever seen before 
under progressive and I think that this 
is indicative of fractionalization. 

BP&P: Why is all this happening? Is rock 
and roll becoming too irritating for peo- 
ple over 17? 
RN: Yes. You know it's an amazing 
thing because in the early days of high in- 
tensity rock and roll, you could almost 
relate wartime and tension to the highest 
intensity of the music. There's some in- 
teresting research that has been done on 
this. It's generally acknowledged that 
1968 to 1970 are considered the hardest 
years of rock and roll music. In '69 and '70, 
as you know, we were going through a lot 
of tension with the Viet Nam war acceler- 
ating like crazy, along with the protests 
and anti -war feelings. You go back and 
look at the early years of rock and roll, 
when it first came on the scene, and we 
were just on the end of the Korean ten- 
sions. It seems to be a thing you can track. 
When people are mellow and it's peaceful 
times, the high intensity tends to have an 
irritation factor. People are kind of laid 
back right now. 

BP&P: How would you explain the growth 
of the disco trend in music, which is rather 
upbeat in most cases? 
RN: The disco trend is more active at the 
discos than it is on the radio. The radio 
stations that have tried a full time disco 
treatment have found pretty much the 
same thing that the so-called progressive 
country stations have found. And that is, 
disco in itself is not a format. Just as pro- 
gressive country turned out not to be a 

format. It's an ingredient. 

BP&P: So the trend of music isn't really 
related to radio as much as the discothe- 
que itself? 
RN: The disco trend itself I think is re- 
lated more to a lifestyle than it is to a 

radio dial. 

BP&P: That rhymed! Was that a planned 
line? 
RN: That just fell right out, folks! 

BP&P: Was it by accident that you notic- 
ed the 25 to 34 year old disappearing 
from the ARB's? 
RN: We noticed it while analyzing the 
audiences of our other formats. We have 
become more and more in the stature of 
consultants these days as opposed to syn- 
dicated tape salesmen. Because when we 
work with a station, we go in and listen 
to their competition, analyze the mar- 
ket, and recommend a competitive posi- 
tion for the station. Through analyzing 
the ARB's, we noticed the trend in dis- 

appearing audience sectors. 

BP&P: What brought about the idea that 
soft rock music would fill that void and 
bring back those sectors of the audience? 
RN: Well, we couldn't help but notice 
what KNX -FM was doing in Los Angeles. 
You just can't get around their success. 
L.A. is one of the hardest markets in the 
United States to fight in, and when KNX - 
FM went at it five years ago, a lot of peo- 
ple said that they were ahead of their 
time. It would never work. But they bit 
the bullet and they stuck with it. Now 
they're bigger than they've ever been. So 
we couldn't ignore what was going on 
with KNX -FM. 

BP&P: Do you think KNX -F'M was really 
the pioneer of soft rock programming? 
RN: I think KNX -FM has got to get cre- 
dit as being the pioneer in major markets 
anyway. I remember when I lived in Los 
Angeles several years ago, KNX -FM was 
almost the adult underground station. 
And the first couple of years they weren't 
that spectacular in numbers. But you no- 
ticed that every time you'd go to a friend's 
house for a cocktail party or something, 
KNX -FM was the station playing on the 
radio. Especially for a 25 to 34 age group. 
So maybe they were ahead of their time. 
But now the people have grown, and that 
age group has grown into the format. 

BP&P: Can you go into more detail about 
what you noticed in analyzing the ARB s? 
RN: Well, as we looked at some of these 
markets to make format recommenda- 
tions, we looked at average quarter hours 
for the total week. We looked at each age 
group and noticed that there weren't as 
many 25 to 34's in these particular mar- 
kets listening to radio as there were 18 to 
24's and 35 to 49's. It didn't make sense, 
because if you looked at the population 
skew in the front of the book, the 25 to 
34's were there. But they weren't listen- 
ing to the radio. And that really turned us 
on to talking to the radio non -listeners 
and finding out why they aren't listening 
to radio anymore. 

We know that the record album busi- 
ness was growing in leaps and bounds in 
the last few years. We know the 25 to 
34 year old is an animal that grew up with 
rock and roll and normally should be 
listening to something contemporary. Yet 
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they were missing from the dial. 

BP&P: It's interesting in that the record 
industry has grown so vastly, but the radio 
exposure to the material hasn't. 
RN: That's absolutely right. For years 
there was kind of a stand -offish feeling 
between radio programmers and record 
companies. The record companies were 
always trying to hype you on new pro- 
ducts and the radio stations were always 
saying, "Go away, don't tell me about it." 
We talked to a lot of record company ex- 
excutives to find out what albums are 
selling like crazy, but have no relationship 
to radio airplay. There are a lot of them, 
and the record companies refer to them 
as turntable hits. They're hits on the turn- 
table at home, not on the turntable at the 
radio station. 

BP&P: How do these records sell so well 
if they get very little exposure? 
RN: Well, that's a good question. Billy 
Joel is a good example of an artist who 
sells hundreds of thousands of albums, yet 
he's really only had one hit, Piano Man. 
They get their following either from night 
club acts or occasional exposure on pro- 
gressive stations. 

I can think of another example . . . 

when we were just finishing up our re- 
search last fall, the new Rod Stewart album 
came out. There was no hit single from 
the album yet, but it sold like crazy just 
becasue it was Rod Stewart's new album. 

In trying to find out the attitudes of 
the 25 -34 year olds, we went into several 
cities and formed focus groups of people. 
A lot of these groups reported buying the 
Rod Stewart album, and we asked them 
to list their favorite cuts. They listed To- 
night's the Night, Georgy Boy, and The 
First Cut is the Deepest. Usually, To- 
night's the Night was number one in their 
preference, which checked out, because 
that's what became the radio hit. We 
went back to these same people a couple 
of months later after Tonight's the Night 
received a lot of radio airplay ... and by 
that time, they had a different favorite 
cut. They didn't even list Tonight's the 
Night. We found that one of the big rea- 
sons these people don't listen to radio 
anymore is that they objected to the fact 
that radio stations don't play the other 
cuts they like on their favorite albums. 
"I've got to play them on my own turn- 
table and I'm tired of hearing Tonight's 
the Night fifteen times a day on every 
radio station I turn on." So what we 
found was a general dissatisfaction with 
the high repetition of the same records. 
We found that they wanted to hear a 

broader base. Their moods changed, and 
most importantly, we found that what 
they were gravitating toward were the 
mellow cuts and the mellow artists. Kiss 
and Pink Floyd were frequently mention- 
ed as favorite artists, yet when we zeroed 
in we found they really favored the ballads. 
For example, the song Beth from the Kiss 
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Rich Wood, director of Beautiful Music pro- 
gramming for TM. Rich was formerly with 
WJIB in Boston. 

album. 

BP &P: Although Top 40 stations are gen- 
erally based on tight, repetitious play - 

lists, there are obviously many successful 
Top 40 stations. Is soft rock programm- 
ing supposed to compete head -on with 
Top 40? 
RN: The point here is not that a soft rock 
format is designed to knock off the Top 
40 station in the market. That's not the 

objective. The objective of a mellow rock 
radio station is specifically to become an 
alternative. I can use myself as an example. 
.\ soft rock station is what I generally 
listen to, but I can't listen to it all the 
time. I still enjoy a good progressive sta- 
tion or a good high intensity Top 40 sta- 
tion, but I can't listen to that for a long 
time anymore, either. Radio is really be- 
coming fractionalized. And we think that 
the radio station that's listed in that all - 
important diary as being their radio sta- 
tion is really just the one they home in on. 
It's the one they call their base station 
and that's what we think has happened 
with KNX -FM. We think there's a lot of 
people that listen to KNX -FM for three 
and four hours at a time, then maybe 
they go away, dial around, and sample 
other stations. But they invariably come 
back to KNX -FM. They relate to that 
as being their radio station. We're not say- 
ing that our research indicates Top 40 is 
dying. We're only saying Top 40, by the 
nature of this beast that's been around so 
long now, has its audience growing be- 
yond it. And as they're growing past Top 
40, there often isn't that next step for 
them to advance up to. 

BP &P: Do you think some of the audience 
goes to beautiful music? 
RN: Absolutely. You'd be surprised how 
many females 25 to 34 are listening to 
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beautiful music stations. But when you 
talk to them about it, they really don't 
want to be listening to beautiful music. 
They just can't find anything else to es- 
cape to. There are a few markets in this 
country where beautiful music shows up 
number 1 or number 2 with women 18 to 
24. West Palm Beach, Florida, shows 
beautiful music number 1 with women 18 
to 24. Now that's just unheard of. It 
doesn't make sense, but its come out that 
way in the book time- after -time. And 
that's a particularly interesting market, 
because there is no alternative radio sta- 
tion. The closest thing would be the pro- 
gressive rocker out of Fort Lauderdale. 
The West Palm Beach female has no choice 
but to turn over to the beautiful music 
station. 

BP &P: As far as audience goes, do you 
think mellow rock is a high -cumed format? 
RN: Well, we think that the only way 
you can build loyalty is to create a long- 
er listening situation just like beautiful 
music. Out -of -home listenership is becom- 
ing more- and -more important in these 
surveys, and with a radio station like a 
KNX -FM, people turn it on in their office, 
media buyers have it on in their agencies, 
boutiques and shops have it on. It almost 
becomes a contemporary background. If 
a furniture store showroom turns on a 
mellow rock station that creates a captive 
35 people to that radio station. That furn- 
iture store becomes very important in the 
rating books. It's going to be a lower 
cumed format, but people will listen 
longer. They stay with it for two and three 
hours at a whack. 

BP &P: Would you say drive times are less 
important to this kind of a format? 
RN: I think morning drive is probably go- 
ing to be the weakest time period for this 
kind of format, because people are getting 
up, people are moving and people are 
looking for something a little different in 
mornings. You can help correct this by 
the flow of information, temperature, 
time, and all those things that people are 
looking for. But you don't expect morn- 
ing drive with soft rock to be your biggest 
time. 

BP &P: Are there any time periods in 
which the format accelerates? 
RN: In terms of audience, it's mostly a 

flat line. With exception to the slight 
peak at 2 or 3 in the afternoon, it's pretty 
consistent from about 10 in the morning. 
That's not to say there aren't new people 
tuning in and old people tuning out, but 
it's a more loyal listenership. Again, it's 
an alternative. I keep coming. back to 
that word, alternative. If you're tired of 
the screaming rock, progressive, news, 
and talk, this will become the alternative 
that they can go to for a rest. 

BP &P: So you're realistically thinking 



that you can't come in with a dynamite 
format that's going to sweep the entire 
market off its feet. You're looking for a 
valid alternative that's going to grasp part 
of the market. 
RN: Right; a large part, ultimately. 

BP&P: If you had to pinpoint the musical 
tastes of the typical mellow rock listener, 
what would it be? 
RN: Someone who grew up in the Everly 
Brothers Bye Bye Love era. They grew up 
with the Beatles. I think that one of the 
most important things in this format is 

the known artist or the performing artist, 
but not necessarily the songs that have 
been their big radio hits. In other words 
there's a lot of James Taylor that people 
like to listen to at home that they don't 
get to hear on the radio. This has been 
the guts of the success of your soft rock 
stations so far. The Joni Mitchell's, the 
Joan Baez's, the James Taylors. 

BP&P: It's a very acoustic sound, not 
overly brassy, electrical, percussive, or 
over produced. 
RN: Right. But by the same token, you've 
got to have some intensity changes in this 
format. You can play cuts by Chicago, but 
it's more of a feel than anything else. 

BP&P: Did your focus group research re- 
sult in any conclusions about listener's 
musical attitudes? 
RN: We played several hours of the format 
for some test groups and we asked them 
to describe the radio station they had just 
listened to. Some of the 18 to 24 year olds 
described it as being a soft progressive, 
some of the 25 to 34 year olds didn't know 
how to categorize it. They couldn't put a 

handle on it, but they said things like, 
"Gee, it's really great. I wish there was a 

station like that to listen to." Some of 
the 35 to 44 year olds that listened to it 
perceived it as MOR. So in a medium or 
small market I think you're going to find 
this particular concept pulling very broad 
demographics. In other words, we know 
that the roots of this format is 25 to 34. 
We know that the bigger the market and 
the more fractionalized the market is, the 
more that's going to be the key group 
that the stat' has demographically. The 
smaller the market, the more it's going to 
appeal to a little bit of everybody, because 
of the fact that it's a whole new animal. 

BP&P: So your research was conducted in 
markets that had no mellow -rock outlet? 
RN: Yes. We specifically did four actual 
focus groups in four different cities. 
Through research data that we had, we 
made telephone contacts to weed out 
people who were regular radio listeners 
and find self- admitted radio non- listeners. 
We came up with 400-600 such people in 
each city. Now that doesn't mean they 
don't listen to radio at all, but radio isn't 
important to them anymore. And as we 

got into more depth with them we found 
that these people were really into buying 
albums. We found these people really 
knew the artists. I mean they knew when 
there was a new John Denver, Carly Simon, 
or James Taylor album out. That was 
very important to them. In establishing 
the research and in talking to these peo- 
ple, we found that there was no radio sta- 
tion in their particular market that suited 
their needs. When they turned the radio 
on, they would gravitate to the station 
that came closest to playing the music 
that they wanted to hear. But when they 
were in an environment where they had 

control over the music ... at home, for 
example ... they weren't listening to FM 
radio. They were listening to their own 
record collection, because they enjoyed 
being disc - jockey themselves. 

We did some smaller and medium size 
markets by telephone. Again, random 
contacts and then zeroing in on them so 
we could go back to further phone calls. 
Now, out of all these groups we conducted 
over the last 15 months, we've established 
continuing groups in which we're tracking 
album progress. Right now, we're looking 
at the new Cat Stevens album, for ex- 
ample. That album has 8 or 9 cuts on it 
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that probably can be played very easily 
in the beautiful rock format. So we're 
going back to some of these groups to 
get continuing feedback on the Cat 
Stevens album. 

BP&P: The research groups will be an on- 
going thing? 
RN: Yes, because we really feel that soft 
rock programming is as fragile as a beauti- 
ful music format. You can insult the lis- 
tener very easily. It's almost like the 
thing we went though in the early years 
of Top 40 where station "A" would be on 
the air, screaming the fact that they had 
the new Beatles record and station "B" 
didn't have it yet. That was very impor- 
tant in those days. Well, naturally, in 
mellow rock you're not on the air scream- 
ing anything. But it does become impor- 
tant to these people that they hear that 
new Cat Stevens album. And they want 
to hear it all... not just a single cut. 

BP&P: So this group of people is more 
loyal to, and aware of their music? 
RN: Yes. And they're very loyal to, again 
I go back to the term, performing artists. 
They're loyal to the end, and it probably 
answers the question that you asked ear- 
lier about how do these people find out 
about these artists if they're not on radio. 
We're not saying that we're playing non - 
radio hit artists. The basis of the format is 

the Carlies, the James Taylors, and the 
John Denvers. But it's a lot of the material 
that they've never had on the radio. And 
how these people become aware of that 
material is very simple, through their own 
turntables and through live concerts. We've 
researched the heck out of what concerts 
these people go to and you'd be surprised 
how many concerts the 25 to 34 goes to. 

BP&P: Do you find these people to be 
more active, or less active radio listeners? 
What is the radio station to them? 
RN: This kind of radio station, if it's avail- 
able to them in their market, becomes 
part of their lifestyle. They almost become 
cult followers of that radio station. This 
is the 29 year old, the young attorney, 
who on the weekends has his Faded Glory 
jeans on and gets in his new car and drives 
down the street with his wallet full of 
credit cards. He grew up in the rock era, 
but he can be loyal to this radio station 
without any stigma attached to it what- 
soever. This is his lifestyle, it's his sound. 
They're playing his music. 

BP&P: Is there any characteristic of this 
listening group, as far as income or educa- 
tion is concerned? 
RN: I'm sure there is, but we have not 
really zeroed in on that. Regardless of in- 
come or education the 25 -34 year olds 
have all pretty much been through the 

same exposure to radio. 

BP &P: Okay, the musical tastes of this 
age group have changed . . . and they'll 
more than likely continue to change. 
What's going to be the impact of soft 
rock music five years from now. 
RN: We're going to track this format with 
our on -going focus groups. I think if you 
go back and listen to airchecks of KNX - 
FM from four years ago, you'll find 
KNX -FM today is a lot different. But it's 
been a real slow evolution. They've done 
an excellent job evolving the music, and 
George Burns, who consults our format, 
and Sylvia Clark, who works with George 
in Los Angeles, have done a super job in 
coming up with the right mix for today. 
With the research input, will continue the 
evolution of the sound as KNX -FM has 
done over the past few years. 

BP&P: What about the people who are 
now 19, and will be 24 or 25 in the 
coming years? 
RN: It's hard to predict, Gary. If we're 
still in reasonably mellow times, if we 
haven't started another Viet Nam some- 
place, I have no reason to believe that the 
same thing won't happen to the 19 year 
old today five years down the road. I 
think they have to start mellowing out a 

little bit, too. I think your high intensity 
Top 40 radio station right now is trapped 
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into a position. They cannot give up that 
teen based audience, because that's their 
foundation. They've got to keep that teen 
and the 18 to 24 audience. But those 
people they're appealing too are becom- 
ing more and more sophisticated at an 
earlier age. I'm not sure that the 19 year 
old you're talking about might not 
already be ready for a mellow rock 
format. It's hard to predict, but right now 
if I had to put my money on one radio 
stations, I would rather put my money 
behind a radio station that's into the 
mellow rock concept than one that's 
into the high intensity Top 40. I think 
high intensity Top 40 has got to be 
prepared for some problem areas coming 
up in the next few years as far as watch- 
ing their audience fade away and frac- 
tionalize all over the dial. The same 
thing's happening to Top 40 that happen- 
ed to the MOR stations five or six years 
ago. They started getting fractionalized 
and attacked from 19 different directions 
by other formats. 

BP&P: Will a mellow rock station compete 
head -on with a beautiful music station? 
How about progressive rock? 
RN: Well, we feel that the format, if 
executed well, on a good facility, pro- 
moted, in the right market, has got to 
relegate the beautiful music demographics 
back to an older position. It's going to 
take a good chunk of the lower demo- 
graphics. If you go back two or three 
years and look at the beautiful music 
books in the markets where the beautiful 
music stations are doing well, you will 
not find as many younger people listening 
as there are now. And those people are 
there almost because they can't find 
anyplace else to go. What's going to 
happen to the other formats in the 
market has yet to be seen. I will predict 
for you right now that in the tradition of 
radio, as mellow rock becomes the 
format, it's going to be the darling of the 
advertising agencies. It's going to be the 
hottest thing, media -wise, for the next 
three years. It's the new. thing that 
everybody's going to be talking about, 
and in traditional radio style, every- 
body's going to try and jump on the 
bandwagon. The next thing you know, 
there's going to be three or four so- called 
mellow rock stations in every market. 

BP&P: It's happening in some markets 
already. 
RN: Then it's really going to get down to 
the matter of who is playing the best 
music. 

BP&P: I'm just curious as to your own 
personal definition of the mellow rock 
music style. I know the music is basic- 
ally unabrasive, but exactly how much 
does James Taylor differ from some of 
the traditional MOR artists? 
RN: Okay. That's a very intriguing ques- 
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tion. They differ in the way they are per- 
ceived. The MOR artists have more of a 
standardized sound. They're orchestrated, 
they're arranged, and the acoustic sound 
is missing. Now a couple of stations and a 
couple of the syndicators that are getting 
into the so- called soft rock race are mixing 
the two together. And quite honestly, we 
looked at one of the syndicators that is 
doing this, and we couldn't understand 
how they were getting away with some of 
the songs that were mixed in. Every bit of 
research we did with our focus groups in- 
dicated negative reactions to traditional 

MOR artists like Andy Williams. So we've 
stayed away from those kinds of artists. It's 
got to be their artsits. It's got to be their 
lifestyle. It's a definite identity factor. 

You know, back about ten years ago, 
there was a term called chickenrock. A 
lot of stations went down the tubes in the 
ratings doing the so- called chickenrock 
because they were trying to mix those 
standard artists together with the softer 
contempoary artists. They ended up alien- 
ating the hell out of everybody. So it was 
wrong even ten years ago. You have a 
better chance, though, of getting some 
forty year olds to listen to your mellow 
rock radio station, because the chance is 
that they're going to turn it on, and they 
don't know who the artist is, and they 
don't really care. It just sounds good to 
them, okay? But the contemporary music 
listener is going to spot Dean Martin and 
Andy Williams instantly. 

BP&P: Again . . . it goes back to their 
awareness of music. 
RN: They're much more aware. Music 
really is a way of life. Over the last twenty 
years, we as program directors have sub- 
liminally turned the young adult listening 
audience into miniature program directors, 
or at least miniature music directors. The 
audience doesn't know they're that way. 
But we have brainwashed them. They 
could be sitting, talking in a room like 
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you and I are right now, with a mellow 
rock station playing at a low level in the 
background. If Dean Martin came on, so 
help me, I know it would interrupt their 
train of thought. It would instantly stand 
out like a sore thumb, but they wouldn't 
be able to verbally tell you why. 

BP&P: Ron, I understand that "Beautiful 
Rock" is TM's first format produced for 
automated and semi -automated stations. 
RN: That's correct. We are producing 
this format to either run on automation, 
to be done totally live, or to be done semi - 
automated. Now on the totally live sta- 
tions, like San Diego, it is critical that the 
announcers have that one -to -one, warm 
communicating feel. But not overwhelm- 
ingly talky, or over "hip ". There's a fine 
line between the so- called progressive jock 
approach and what we're looking for with 
this format. 

BP&P: What is the purpose of the voice in 
this format? 
RN: Information, that's it ... in a very 
warm approach ... and saying over -and- 
over again to the listener that this is their 
radio station, playing their music 24 hours 
a day. 

BP&P: The information simply being the 
names of the artists and the cuts? 
RN: By necessity in this format you're 
playing a lot of unrecognizable music. 
The artist is recognizable. Somebody may 
say, "That's James Taylor, but I don't 
remember that song." They'll want to 
know what the song was, and a lot of 
times they'll want to know what album it 
was from. We don't come in necessarily 
after every record. We do 3 and 4 re- 
cord sweeps, but every 2 or 3 records, or 
every 3 or 4 records, there's an announcer 
to tell you what the last couple of cuts 
were and what the next will be. The 
announcing must be done in a very non - 
obtrusive way where you can tune the 
announcer out if you don't want to hear 
him ... subliminally just shut him out of 
your mind. The whole feeling is non -stop 
music. 

BP&P: Is there any room is this type of a 
format for personality or humor? 
RN: No, not at all. 

BP&P: Why? 
RN: Well, because the concept is that the 
radio station becomes the personality. 
The music is the personality. A perfect 
example is the billboard campaign KNX- 
FM did for a couple of years where they 
had the words Now Playing and they 
would list three artists. If you were in 
that age group, and you saw James Taylor, 
Joan Baez and Elton John listed, you in- 
stantly knew basically what kind of radio 
station that was. That is not a Top 40 
radio station necessarily. It flashes a feel 
instantly. You could almost hear the radio 
station when you saw the billboards. 



BP&P: What happens if you have two sta- 
tions in the market programming this type 
of music exactly the same. What can one 
station do to out -program the other sta- 
tion. You can't go to your Top 40 antics 
and promotional gimmicks. It doesn't 
seem like that would work. 
RN: Once again, that's when it's going to 
get down to short strokes of who's best at 
picking the right music. 

BP&P: It seems to be a matter of sharing 
the audience. 
RN: Well, yes, because if the premise that 
both stations are identical and executed 
absolutely perfectly, then if there is a po- 
tential 5 share in the market, they're each 
going to end up with 21. If there's a po- 
tential 10 share in the market, they're 
each going to end up with 5. ' 

BP&P: Now let's move on to the next, 
and probably the most important step .. . 

the music itself. 
RN: First off, the music has got to be 
consistent. The listener should not get 
any surprises when he turns on that sta- 
tion. A good mellow rock format is very 
broad in concept as far as the amount of 
music that's played. There are probably 
between 1,500 and 1,800 selections that 
can be used at any one time, along with 
push -pulling another 800 selections in 
and out over a period of 8 to 10 months, 
and this is where George Burns and Sylvia 
Clark come in. 

BP&P: flow far back does the music go? 
RN: It's a feel format. You can go back 
and play Ferry Cross the Mercy by Gerry 
and the Pacemakers, because it feels okay 
in the format. You can play early Dylan, 
because Dylan was a forerunner of the 
way music started to lean and started to 
change. 

A lot of the cuts will be unfamiliar, but 
by the same token you've got to play 
enough familiar music, because people get 
nervous when it's too unfamiliar. You've 
got to go back and play some familiar 
music every three or four cuts. And you've 
got to be very careful again, with what 
current music you play, and I'll go back 
to my example of Rod Stewart's Tonight's 
the Night. If a mellow rock station was 
playing Tonight's the Night when it be- 
came a smash single, they had better be 
prepared to pull it back or off completely 
for 6 or 8 weeks and then they can phase 
it back into the format. You will get a 

negative reaction from these listeners to 
the overplay records. 

BP&P: With a library of 1,500 to 1,800 
records, plus the additional 800 titles you 
mentioned, I imagine that with proper ro- 
tation, repetition wouldn't be a problem. 
Considering it's under control, do you 
ever make repetition work in your favor? 
RN: Obviously, your current singles and 
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current album cuts are going to be of 
importance. You isolate them into cate- 
gories so that you have a repetition con- 
trol on that category. 

BP &P: Can you go into more details on 
the rotation? 
RN: Well, it varies by market, but gener- 
ally, a current single record or a current 
album cut would be heard no more than 
once every 24 to 30 hours. Once a day 
would be about average. As far as oldies 
go, it might go as high as 7 or 8 days until 
you hear that oldie again. By the same to- 
ken, there are certain oldies or recurrents 
that, for purpose of feel of the format, 
you might force to happen every 2 to 3 

days. This is a very complex format, and 
I keep stressing that much time has gone 
into this. A lot of talk has come down in 

Fig. 2. 
Sample Music Hour of 

TM's Beautiful Rock Format 

Legal I.D. 

"James" - Billy Joel 
"Where Do I Go From Here" - E. Dan 

& J. Ford Coley 
"Dreams" - Fleetwood Mac 

Station Promo 
Commercial Stop Set 
Jingle 

"Take It To The Limit" - Eagles 
"Dreamin' Again" - Jim Croce 
"Run To Me" Bee Gees 

Station Promo 
Commercial Stop Set 
Jingle 

"Reelin' In The Years" - Steely Dan 
"It's Your Life" - Tim Moore 
"Beautiful" - Gordon Lightfoot 

Station Promo 

"One More Time Tonight" - Kerry 
Chater 

"I Am A Rock" - Simon & Garfunkel 
"Had to Fall In Love" - Gallagher & Lyle 

Station Promo 
Commercial Stop Set 
Jingle 

"More and More" - Carly Simon 
"Early Morning Song" - Glen Campbell 
"Haven't We Met" - Kenny Rankin 

Station Promo 
Commercial Stop Set 
Two -Minute Newscast 
Jingle 

"My Sweet Lady" - Cliff DeVoung 
"Doctor Dancer" - Sutherland Bros. 

& Quiver 
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the trade magazines about everybody 
jumping in on the soft rock race as far as 
syndication and consultation goes. I can't 
stress heavily enough that we've been in it 
now for 15 months. We introduced our 
initial concept with some reels at the 
NRBA convention in September of last 
year. 

BP &P: You mentioned consistency in the 
music, and never surprising the listener. 
Does that have any effect on day -parting 
music? 
RN: We're not day -parting this format. 
The format is structured so that we can 
day -part if we want to, but not the way 
you would normally think of it. So far, 
everything we've looked at indicates that 
the best flow for this format is 24 -hour 
consistency; not varying from time period 
to time period. The format might sound 
different at different times of the day. 
But we find it more of where you head is 
at than the music actually differing. 

BP &P: What do you mean? 
RN: The mood changes people go through 
during the day causes a difference in 
perception of the sound. In other words, 
at nine or ten in the evening when you're 
sitting around in your own place, your 
mood's completely different than it was 
when you were in the office and had the 
station on. So we found that the best 
notch we can select is to be consistent in 
our music pattern. Now there are "S" 
curves, or intensity curves that take place 
in this format. But we find the "S" curves 
flowing over one or two hours of time as 
opposed to an "S" curve within a quarter 
hour segment. 

BP &P: Can you explain an "S" curve, or 
an intensity curve? 
RN: Sure. - . music intensities vary in 
both Top 40 and Beautiful Music. You 
don't go from a very mellow ballad 
into a screaming Top 40 hit back -to -back. 
You try and work your way up through a 
middle ground record or work your way 
down through a middle ground record. 
Now these are usually very tight curves. 
We call them "S" curves, but they really 
look more like a "W" on paper (a sideways 
"S "). Again, in a Top 40 format, these 
curves flow through a quarter hour per- 
iod. What this format tends to do is flow 
on an "S" curve pattern over a period of 
two to three hours. In other words, you 
might have a whole hour that feels slightly 
more intense than the hour before. 

BP &P: So the changes are much more 
subtle? 
RN: The changes are very subtle. But 
they need to be there. You can't get too 
monotone. 

BP &P: That was my next question. Is it 
possible to be overconsistent? This for- 
mat has not been tested over a 5 or 6 year 

period in an actual marketplace. But if 
it's so consistent ... so predictable, are 
people going to get bored with this kind 
of format? 
RN: There's really no way of knowing 
the answer to that question. But that's 
why it's so important to keep some inten- 
sity changes in there. But again, in keep- 
ing with the no surprises. You don't want 
to smack the listener out of whatever 
mood they're in. I don't think there's any 
radio station in the world whose goal is 
ever going to be 100% exclusive cumes. A 
person who listens to only one radio sta- 
tion 24 hours a day is very rare. And I 
don't think that really should be the goal. 
Again, the goal of this format is to get 
them for two or three hours at a time. If 
they want to go away, fine, as long as 
they keep thinking yours is the station 
they'll come back to. 

BP &P: In keeping with the sound of the 
format, I wouldn't imagine there is much 
room for on -air promotion. 
RN: Very little. Quite honestly, it's more 
of an outside promotion vehicle. Think of 
it like a loaf of bread. You don't promote 
a loaf of bread by putting free surprises 
on the inside of the bread, right? It's an 
entity that should remain consistent. 
That is not to say that if Fleetwood Mac 
is in concert, and we use a lot of Fleet- 
wood Mac in the format, and the record 
company gave the radio station 50 tickets 
to give away, I'm sure there's some way it 
could be done. But without hyping or 
interrupting the feel of the radio station. 

BP &P: How should news be handled on a 
mellow rock station? 
RN : We feel that news on this kind of sta- 
tion is very important that it be there and 
very important that it not be too much. 
It's one of those damned if you do, dam- 
ned if you don't answers. It suffers the 
same negatives a beautiful music format 
does. A beautiful music listener gets ner- 
vous if they don't hear the news occas- 
ionally, because they're listening usually 
to that one radio station for four or five 
hours. 

BP &P: They don't want to feel they're out 
of touch with the world. 
RN: Yeah. They get nervous as to whether 
great cracks have appeared in the earth's 
surface! If Kansas City is the new west 
coast seaport or something! So we feel 
that it's best to do 22 to 3 minute live 
capsule newscasts once an hour. We're 
walking that thin line. We're trying to 
keep the listener locked to that one place 
on the dial. Too much news can tune 
them away, and no news can tune them 
away as well. 

BP &P: Should the station be picky about 
the kinds of spots they will accept? 
RN: Absolutely. You don't want a Sun- 
day afternoon dragstrip screaming rock 
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and roll spot on a mellow rock station. 

BP&P: How is a small or medium market 
station going to handle that when that 
might be important business to them? 
RN: Well, it becomes a sales challenge for 
them. But it can also be turned into a 

very effective sales pitch. If you know 
how to make your radio station get the 
listeners, it's not good for the advertiser's 
spot to turn the listeners off. You know, 
he's not getting his money's worth either, 
and it's your responsibility as an account 
executive to explain that to him. Beautiful 
music stations had to face that eight years 
ago, and they overcame it. 

BP&P: Is this kind of a format more suit- 
able for AM or FM? Or, does it really 
make any difference? 
RN: I'm glad you asked that question, 
because obviously, all of our research was 
directed toward FM. But we're now on 
the air on AM in six markets. For ex- 
ample, "Beautiful Rock" is on in Seattle 
on KUUU, 1590 on the AM dial. And 
their whole approach of filling a void in 
the market is that FM has come to the 
AM dial. Finally, there's an FM station on 
AM and they're sticking to eight spots an 
hour and four interruptions. They're treat- 
ing it just as if it were an FM station. And 
the reactions they've been getting have 
been incredible. This void exists on the 
radio dial in many markets, and if there 
isn't anyone filling that void, on either 
AM or FM, there's absolutely no reason 
why it can't be put on AM. But if it's put 
on AM, it's still going to be a fragile ani- 
mal. We have created a five commercial 
stop -set clock ... five times an hour for 
commercial stops. We generally recom- 
mend sticking to two spots, or in some 
cases, in a smaller or medium market, you 
can get away with three spots as long as 
it's no longer than 2 minutes in time. You 
could run one 60 and two 30's with a five 
stop -set hour, and get in 15 spots and still 
be running two minutes or less in time. 
If a station could stick to that, then they 
could bring their rate card intò line. 

Now, obviously, in an AM situation, 
morning and afternoon drive become 
more important. It requires a little more 
news, a little more information, and more 
time checks. 

In summary, Gary, I think Beautiful 
Rock, Mellow Music, Soft Rock, Easy 
Rock, or whatever you want to call it, 
is the missing format in many markets. 
Now that there is enough product avail- 
able to do this kind of format, and the 
people are searching for this type of 
music on the radio dial, we will see some 
extremely big success stories in the next 
few months. 

Properly executed, a mellow rock 
format will bring new life to many dying 
AM and FM stations.. . but I want to 
emphasize the words, properly executed, 
because there is no magic. O 
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Part 2 

The Mellow Sound 

How four locally - programmed 
"soft rock" stations are takin' it easy. 

Four years ago, if you mentioned the 
words soft rock, most industry people 
would think of KNX -FM, Los Angeles. 
Now, as a result of the tremendous suc- 
cess of KNX -FM, stations everywhere are 
programming soft rock formats. Virtually 
every major market has a soft rock station 
and in many small and medium markets, 
you'll find stations programming this 
type format themselves or subscribing to 
one of the several soft rock services offer- 
ed by syndicators. 

The origins of the format go back 
about six years or so, when Rodger Layng 
was programming KNX -FM. CBS ap- 
proached Rodger to do a beautiful music 
format for the station. He convinced 
them, based on research of ARB diaries, 
that there were a lot of 18 to 34 year old 
females listening to beautiful musicthat 
might very well find a soft rock format 
more appealing. He began work on the 
format in the summer of 1971, and it 
took about a year or so to work out the 

Steve Marshall, Program Director, KNX -FM, 

Los Angeles. Steve's voice is heard announcing 
the music during the day, and Music Director, 
Michael Sheehy, handles nights. 
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by Michael Carruthers 

playlist. In the beginning there were sev- 
eral MOR artists such as Andy Williams, 
Barbra Streisand and Vicki Carr that he 
found did not work with the rest of the 
music. 

The direction of the station has changed 
somewhat with new program director 
Steve Marshall, but the format is still 
guided by the same philosophy and goals. 
Says Marshall, "the target audience for 
this format is exactly who we're reach- 
ing, which is 18 to 40 with heavy empha- 
sis on 25 to 34. For years the teens had 
been relied upon as the main supporters 
of radio , . . but those were the teens 
when I was one. What has happened to 
them is that they've gotten into their 
twenties and early thirties. . , they've 
grown away from bubblegum and to a 
certain extent the hard rock of the six- 
ties, and there really hasn't been any- 
where for them to go if they're not ready 
for traditional MOR or beautiful music." 

Marshall says the "war babies" who 
make up the 25 -34 year old audience are 
very influential. "If you look at a graph, 
it looks like a snake that has swallowed a 
pig, and that's the 25 to 34 year old aud- 
ience. It's enormous right now, it con- 
trols the economy, and it is the prime 
audience that advertisers are after certain- 
ly." 

The reasoning seems sound, and cer- 
tainly the success of the format can't be 
argued. However, programmers have ideas 
of their own on how the soft rock format 
is best suited for their market situation. 
Here then are profiles of how four stations 
are successfully programming their version 
of soft rock, including the originator of 

the format ... 
KNX -FM, Los Angeles 

Surprisingly, once the idea was concei- 
ved, the development of the format did 
not come from much audience or pro- 
gramming research. According to P.D. 
Steve Marshall, "we were guided in the 
development of this format largely by the 
fact that those of us who were involved in 
it were members of that alienated segment 
of the audience that had no format de- 
signed for them. So we were able to be 
guided by our own personal tastes, and to 
a large degree, we still are." 

It's more than just the music that has 
led to the success of KNX -FM, "in addit- 
ion to playing the music the audience 
wants to hear ", says Marshall, "we put to- 
gether an environment that is comfor- 
table for them. It is an environment that 
is free of contests, giveaways and hypes 
of any kind." It would not be too far out 
of line to compare the environment to 
the one created by a well done beautiful 
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music station in that there are no surprises 
from any of the program elements. 

Commercials 
On the average, KNX -FM has to turn 

down business about once a week simply 
because the spots do not fit the station's 
image. The station will work with the ad- 
vertiser to try and work out acceptable 
versions of the spots they want aired. 
This means either transcribing the com- 
mercial and re- recording it at the station 
or asking the advertiser to give it another 
try. If neither of those options are agree- 
able to the advertiser, station policy, 
according to Marshall, is to tell the client, 
"I'm sorry but we can't do business with 
you. But more and more people are will- 
ing to cooperate because we've got a very 
attractive audience to deliver to them." 
When you're doing what the station calls 
"environmental programming ", you must 
be certain that everything in the environ- 
ment belongs there. Since most agency 
spots are written and produced without 
regard to the specific stations that will air 
them, they are the most difficult element 
to police. However, KNX -FM feels it is 
worth it. 

News 
A news policy was created for the sta- 

tion when News Director Christopher 
Ames arrived. Prior to the formation of 
his policy everyone was basically "ripping 
and reading" and everyone was doing 
news. Now only news people do news, 
and they use specific criteria in making 
news judgements. Steve Marshall outlined 
the policy: "First and foremost, for a story 
to be included in our news it somehow 
has to be relevant to the lives of the peo- 
ple who listen to us. That automatically 
eliminates most police blotter stuff. We 
will not ignore or distort stories simply 
because they may be disturbing. This is 
not the policy at some stations and I to- 
tally disagree with them. It infringes on 
the public's right to know." Marshall said 
they try as much as possible to "put the 
stories into people's backyards. Beyond 
that we re -write everything into a style so 
our listeners don't get the feeling we're 
talking down from on high, but we're talk- 
ing to them one -to- one." 

KNX -FM's format is run on an IGM 770 auto- 
mation system, and much of the music is on 

cart. Although the station is automated, every 

effort is made to sound live. 
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Public Affairs 
KNX -FM has a commmittment of five 

hours and thirty -five minutes per week of 
public affairs programming. Four and one - 
half hours are locally produced, the re- 
mainder is from the CBS network (the 
station is a CBS O & O). In addition to 
the Sunday morning block of public af- 
fairs, the station runs a feature titled Sixty 
Seconds. The idea (conceived by Mark 
Bragg) is to distill one thought or point 
made in the upcoming Sunday's block of 
public affairs into one minute vignettes 
and rotate several of them regularly all 
day every day. Although it's not specifi- 
cally stated as such, the feature acts as a 
promo for the Sunday block. Steve Mar- 
shall says they've done alright with their 
public affairs. "We've come up with some 
pretty good numbers for our Sunday night 
shows. We've gotten as high as a 36,000 
average quarter hour in the past." He says 
they do well because the shows are pro- 
duced well. "While we must deal with 
those areas of community concern that 
we have ascertained, we don't feel it has 
to be dry ... that ghetto that nobody lis- 
tens to." 

Music 
Of course for any record to get on 

KNX -FM, it must sound like the station. 
"We are very much committed to the 
idea," says Marshall, "that there are a lot 
of good records that nobody ever plays 
because nobody has ever heard of the 
people who do them. We feel that if those 
records are programmed properly, unfam- 
iliar though they may be, they will be 
helpful." In addition to the artist being 
helpful to the station, the station can be 
helpful to the artist. Record companies 
have told the station that when KNX -FM 
goes on an artist before other stations in 
the market, they will show album sales. 
Artists the station has gone on early in- 
clude Phoebe Snow, Minnie Ripperton 
and, most recently, Al Stewart. 

For the widest possible commercial 
appeal, Marshall does follow the singles 
chart. However, of the top one hundred 
singles, KNX -FM plays only fifteen of 
them. The station is definitely an album 
oriented station, but oriented to albums 
not because they are necessarily popular, 
but because they fit the format. That 
means some of the top albums must be 
ignored while some obscure albums get 
played. 

Michael Sheehy is the station's music 
director and makes all the preliminary 
music judgements. Once a week Michael 
and Steve have a music meeting and Steve 
says they seldom disagree. "I maintain 
veto power, but I don't use it very often 
simply because his judgement is so good." 

Since the station is very image con- 
scious and programmed for the long hour 
listener, I wondered about the availability 

KNX -FM Program Director, Steve Marshall, has 
a video terminal in his office to consistently 
monitor the format. The system can file and 
retrieve information regarding the entire music 
library. 

of enough product to pick and choose 
from. Steve says this has been a problem 
but it's changing. "Up until a year or a 
year and a half ago, just about everything 
that sounded like the station got on auto- 
matically because we were so hungry for 
product. Now as more and more stations 
get into this, there is a lot of material be- 
ing developed with these kinds of formats 
in mind. So, we are more selective than 
we have been in the past simply because 
we have more to choose from." 

Trying to describe what the station 
sounds like is difficult, but you might get 
a better idea by looking at a list of some 
of the songs played during an average 
hour: 

Sailing /Rod Stewart 
Can You Feel /Mickey Thomas 
Do You Wanna Make Love /Peter 

McCann 
All Day Music /War 
/ Love Makin' Love To You /Evie Sands 
Dear Prudence /Beatles 
She's Gone /Hall and Oates 
She's A Lady /John Sebastian 
Here, There, and Everywhere /Emmy 

Lou Harris 
Sail Around the World /David Gates 
A Pillow of Wings /Pink Floyd 

The format is run on an IGM 770 auto- 
mation system. Everything, with the ex- 
ception of news, is automated although 
the station does go live during music seg- 
ments on rare occasions. There are two 
people (Steve Marshall and Michael 
Sheehy) on the air hosting music, each 
for twelve hours per day. There is some 
personality interjected, but it is kept to 
a minimum. The station does make every 
effort to sound live, and Marshall says 
that is crucial. "We feel our basic obliga- 
tion as communicators is to communicate. 
If you regard your automation system as 
a barrier between you and your listeners 
you can't communicate on the level you 
should. We regard the automation merely 
as a means of executing the format." 

For a major market radio station, 
KNX -FM has a very small staff. It is 
tucked away in a relatively small suite of 
offices in the Columbia Square complex 



Mike Bailey, Programming and Music Director 
of KINK -FM. 

on Sunset Boulevard in Hollywood. De- 
spite the small staff the station is very 
successful in the Los Angeles market. It 
is successful partly because there is no 
head -on competition in the market and 
partly because what the station is doing 
has a broad appeal. Steve Marshall feels 
their success is also due to the fact that 
"our sound has changed over the years, 
and hopefully will continue to do so. We 
look upon it as a living organism, and if 
we ever reach the point where we say, 
'hey we've got the formula locked in 
now,' then we might just as well sit back 
and wait to die, because that is exactly 
what is going to happen." 

WKTU -FM, New York, New York 
Before adopting its present sound, the 

station (known than as WHOM -FM) had 
what program director Larry Miller called 
"a very unique format. It was like a good 
music station, but with all European mel- 
odies ... It was really ethnic. We changed 
the station on June 5, 1975." Miller ad- 
mits that much of the credit for the for- 
mat they selected must go to Steve Mar- 
shall and KNX -FM. "We changed it around 
quite a bit ... we changed the sound and 
the format stucture. We're much more or- 
iented to New York while he's much 
more oriented to California in the music. 
Our presentation is much straighter than 
his and our music is softer than his, and 
I don't think we're as progressive." 

WKTU's programming policies are very 
similar to those at KNX -FM. "Our com- 
mercial policy" says Miller, "is very strict. 
We have a maximum of eight units per 

Gates automation cartridge system at KINK. 
Each carousel contains a specific category of 
artist that fits into the station's music rotation. 
KINK is automated during most of the day, and 
live at night. 

hour with no break running longer than 
two and one half minutes. If a spot does- 
n't sound right we take it back to the ad- 
vertiser and ask if we can do it live or if 
they would mind if we produce it. In 
some cases they say yes, in some cases 
they say no in which case we turn the 
business down." Their public affairs and 
"other" committments are light - 60 min- 
utes of each per week - so they handle 
that portion of their programming on 
Sunday morning and Sunday night. 

The station is live 24 hours a day. The 
jocks are not personalities, but as Miller 
says, "they're not dead either. They're 
really conversational human beings. 

They're intelligent, bright people. They're 
not music freaks, they're broadcasters." 

The jock's job is primarily to back an- 
nounce and front announce records. They 
volunteer very little information other 
than title and artists. 

Larry Miller is also repsonsible for 
selecting the music for the station. His 
policy? "It really comes down to gut 
feeling. When you sec a hit record, and 
it's mellow, you play it. But with the 
album tracks it is really a subjective 
thing . . . I look at the charts but they 
can't be law because we can have number 
one records but we can't touch 'cm. 
Disco Duck we're not gonna play! We 
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KINK's main control room. 

don't call record stores, and when a pro- 
motion guy comes up here, I'm not inter- 
ested in his story." 

There is one other station in the market 
doing something similar, WYNY -FM, the 
old WNBC -FM. The station is running 
Bonneville's Movin' Easy format. WYNY's 
philosophy, says Miller, is that "their 
music is more familiar than ours. It's an 
interesting format ... their music isn't 
bad ... my feeling is though, that there is 
only room for one of these radio stations 
in a market right now." 

KINK -FM, Portland, Oregon 
KINK went on the air Christmas Day, 

1968. The music was, at that time "a 
strange array of music ", according to 
Michael Bailey, KINK's program director. 
"KINK was playing just about all the hit 
records from Tommy James to whatever. 
In conjunction with all these top forty 
tunes it was playing from the most mellow 
to the most hairy album music. At the 
time it went on there was really only one 
major rock station in town, so the initial 
response to KINK was therefore pretty 
strong, even though there were a lot of 
elements to the music that people didn't 
like." 

Bailey primarily credits their past pro- 
gram director, now station manager, Jeff 
Douglas, as the one responsible for pulling 
things together. "As the years rolled by, 
the top forty selections became more se- 
lect, and the entire spectrum was simply 
narrowed down. Over a period of a few 
years, the decision was made to make the 
station an 'easy album' station." 

The success of other soft rock stations 
was not a primary factor in the format 

King Broadcasting's building in Portland, Ore- 
gon. The facility houses KINK -FM, KGW -AM, 
and KGW -TV. 
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decision. Jeff Douglas, says Bailey, looked 
around a little bit and decided that a lot 
of the elements of rock and roll music are 
very transient. For example, the psyche- 
delic era lasted for a certain period of 
time and then just really disappeared. 
Disco music will probably fall into the 
same bag . . . so rather than try to have 
one format for a few years and change to 
another a few years later, he noted that 
there was one solid base that didn't seem 
to change, and that was the mellower side 
of rock." 

Yet even within the spectrum of mel- 
low rock there have been some changes as 
well. Bailey notes that from "about 1972 
to 1975 much of the mellow music was 
country oriented. Loggins and Mesina, 
James Taylor, and artists of that ilk. More 
recently the scope has been opening up." 
This may go back to what Steve Marshall 
said about more material being made avail- 
able because of the success of the mellow 
rock format. 

The music is selected by the program 
director, with some help from other staff 
members. However, with only four peo- 
ple on the operatons /programming side of 
the station, all of whom have their own 
responsibilities, Bailey must select the 
music himself. "If I have a question about 
a record I will give it to various staff 
members and especially to Jeff for input." 

Selecting music for KINK is not quite 
as subjective as it is for the other stations 
discussed here. "The obvious criteria is 
past record of the artist, and sales of the 
particular record. With three hundred al- 
bums coming out per month, you can't 
listen to all those albums." Bailey also 
keeps in close contact with about thirteen 
record stores in the Portland area to keep 
up with what is selling in town, and to 
get any leads on new albums that are 
starting to move. 

As with any soft rock station, the 
main resource for selecting music is the 
ear. In other words, sales helps determine 
what can get on the air, but the sound de- 
termines what portion of those top sellers 
do get on the air. 

In addition to the sales oriented pro- 
cess of picking music, there is some new 
product on the station. "A certain per- 
centage of our audience listens because 
they like to be entertained by something 
new and different ... so, I get worried if 
we don't have enough new material in. 
With this type of format, there is nothing 
wrong with playing music based only on 
how it sounds as long as the person select- 
ing it has an understanding of what to lis- 
ten for." 

Besides all other criteria we've talked 
about, Bailey added, "one of the main 
emphasis is on story telling. Tunes like 
The Wreck of the Edmund Fitzgerald, a 
lot of Harry Chapin's music, James Tay- 
lor, Melanie . . . they tell stories. For 
some reason, the people in this town 
really get off on that." 

KINK is automated during most of the 
day, and live at night. Bailey explains the 
execution of the automated format this 
way: "We have four carousels for music. 
Carousel "A" has the 'solid' KINK artists 
in it ... Gordon Lightfoot, James Taylor, 
McCartney, AI Stewart, etc.... In other 
words, the artists that identify KINK. 
The artists in that carousel will play an 
average of once every five or six hours. 
Carousel "B" is pretty much the same, 
they're artists important to KINK but not 
quite as important as Carousel "A ", and 
that carousel rotates about every seven 
hours. Carousel "C" is the 'variety' artists 
. . . people you've never heard of, but 
who fit the format, and that carousel ro- 
tates every eight hours. Carousel "D" has 
current and old singles, with an attempt 
to pick them carefully ... (we do not 
have Abba on the radio station), and two 
songs play out of that machine per hour." 

If you think, as I did, that ninety -six 
songs (24 songs per carousel times four) 
are not enough, Bailey explains that, 
"each cartridge has about three tunes on 
it by the same artist, and each day the 
cartridges are pulled and new ones put in ... so every day you tune in you'll hear 
the same artists, but different songs from 
the previous day. Back announce is re- 
corded on the cartridge with the music 
but only if the song is not familiar. New 
material is front announced for the first 
two weeks it airs, especially if the mater- 
ial does not sound like what the artist has 
done in the past. 

Between 7 a.m. and 9 a.m. the station 
is live with manager Jeff Douglas on the 
air. The emphasis is on more "acoustical" 
music and more information than during 
the rest of the day. At 7 p.m. the station 
goes live with a disc jockey who, as Bailey 
put it, "has no format ". For an album or- 
iented radio station, the night show is still 
considered mellow, but is heavier than 
during the day and really doesn't fit into 
the category of soft rock. 

(By the way, in case you've been won- 
dering about the call letters ... Michael 
Bailey says it goes back to when the sta- 
tion's image line was, KINK with the 
underground link. The slogan's gone, but 
the call letters remain.) 

WMGK, Philadelphia, Pa. 
The "Magic" format is currently being 

programmed on WMGK and their sister 
station, WMJC in Birmingham, Michigan. 
The format debuted on WMGK Septem- 
ber 2, 1975, under the direction of Pro- 
gram Director David Klahr. "We're trying 
to provide comfortable music that is con- 
temporary and can be listened to either 
foreground or background depending on 
the mood of the person listening ... so 
we try to provide music that fits that con- 
cept without being too jarring or too 
sleep inducing ... and that's the fence 
you're riding with this type of music all 
the time." 



Dave Klahr, Program Director of WMGK -FM, 
Philadelphia. 

Klahr's description of WMGK makes it 
sound more MOR than the other stations. 
The music dips back into the fifties for 
some old Johnny Mathis records. "In 
fact," says Klahr, "we have some songs 
that are older than that but done by con- 
temporary artists. For example, Am I 
Blue by Rita Coolidge." 

The station is 100% live, and although 
there is a strict policy on what can be 

said, the policy is a little looser than 
most, in that the announcers are allowed 
to volunteer information. "They are back 
announcing segments and they have a 
short period of time (no more than fifteen 
seconds) to give out all the information 
and perhaps something pertinent about 
one of the songs, or the artist or an album ... so we give them the information with- 
out taking a lot of time to do it." Klahr's 
criteria for announcers are "people who 
sound natural and comfortable, and con- 
verse without hyping, yelling, or forcing 
their voices down, they just have a natural 
sound to them." 

Although WMGK is live, the announcer 
on duty has very little input into what 
music is played. "They only have an op- 
tion to play one current record (when the 
format calls for one) and it must be a cer- 
tain type to fit within the flow ... it's all 
done on a match -flow basis ... otherwise 
it's all pre -determined for them." The cri- 
teria in determining the music says Klahr 
is, "if it sounds good ... no artist is an 
automatic on or off, and no song is an 
automatic on or off, they are all judged 
on the basis of how they would sound 
within the format." 

In the Philadelphia market, WUSL is 
programming a similar format although 
Klahr says they're aimed at "slightly old- 
er demographics." He says the real bat- 
tles going on in town are Top 40 and pro- 
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gressive. "There are three stations vying 
for the rock audience and three vying for 
the progressive audience, and I'm sure we 
get listeners from both of those battles 
and from just about anywhere else ... we 
have people who listen to all news radio 
and come here after they're done." 

There are plans to offer the Magic for- 
mat for syndication in the near future. 
Right now WMGK and WMJC are the 
only stations "authorized to use the 
Magic name. The other stations using the 
name are violating a service mark and do 
not have authorization at all." 

The soft rock format is a proven winner 
in most markets. It fills a void between 
Top 40 /Album Rock and MOR /Beautiful 
Music. The format is a difficult one to 
undertake on a local level, but now with 
several syndicators in the soft rock bus- 
iness, the void is being filled all over the 
country . 0 
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Market Memoranda 

A LOOK AT 
LOCAL TV PROGRAMMING 

by Mark Bragg 

If you're old enough to remember 
Howdy Doody, Red Rider, Straight 
Arrow and Zorro, you can also remem- 
ber the days when local was synony- 
mous with bad. In many places you need 
only remember as far back as last week or 
even the last locally produced program to 
be reminded. 

While bad is certainly in the eye of the 
beholder, if enough of a program's be- 
holders agree that it's bad, you can be 
pretty sure that it is. On the network 
level, that unanimity of negative opinion 

Bob Dallas Price, Vice President and General 
Manager of the KTWO stations. 
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generally leads to a show's cancellation. 
On the local level, however, even a colli- 
seum full of viewers with arms raised and 
thumbs down will seldom result in a pro- 
gram's being thrown to the lions. There 
are at least two good reasons. 

First, a station in a market that does 
not suffer from the pressure of overnight 
Neilsen ratings may not know how few 
people are actually watching a local pro- 
gram until it's been on for a long time. 
Secondly, even if a locally produced pro- 
gram is generating marginal audience, a 

station may be stuck with it because of 
license or sponsor commitments. The 
feeling often is "one of these types of 
programs is as bad as the next ... so why 
bother with change for the sake of 
change." 

In the same way that lack of exercise 
and too much cholesterol cause heart dis- 
ease, lack of budget and management 
attitude can lead to terminal boredom in 
the end product of local program produc- 
tion. Because the instrument that delivers 
the program is the same regardless of 
whether it is locally or "nationally" pro- 
duced. The viewer will always be able to 
make comparisons. Most viewers can 
easily identify the difference between a 

network show and a local one. And view- 
ers will also associate the quality of local 
programs with the overall reputation of 
the station. 

While no local station will likely ever 
match the $190,000+ per half hour that 
CBS spends to produce M *A *S *H., there 
are some stations that spend every nickel 
they can get their hands on to come up 
with local programs they can be proud of 

. .. that people will actually watch and 
that sponsors will buy. Like most every 
other station in the country, the vast ma- 
jority of their local production energies, 
time and budget are spent on news. Since 
almost no one produces local entertain- 
ment anymore, that leaves only two cate- 
gories for station producers with the ex- 
ception of local commercials. They are 
public affairs and other types of informa- 
tional programs. 

Here are profiles on three stations that 
pride themselves on local program pro- 
duction. All three have several things in 
common. Station management is willing 
to experiment with creative approaches 
to local production and they will spend 
whatever is possible to do it. 

C 

KTWO's "Report to Washington" program, 
which aired Saturday, April 9, 1977. Program 
subject matter dealt with deregulation of the 
domestic airlines. 



(L to R) Lee Kamlet, Director of the KTWO 
News Bureau in Cheyenne, Wyoming; Kathleen 
Circosta, Director for KTWO's full time Wash- 
ington D.C. correspondent. 

There are fewer than 400,000 people 
in the entire State of Wyoming. They are 
served by a total of a dozen newspapers, 
twenty radio stations and three television 
stations. Wheat and cattle ranches are 
everywhere and so is a natural beauty un- 
matched anywhere in the country. The 
Grand Teton mountains, Jackson Hole 
and Yellowstone attract hordes of tour- 
ists. But something else of great value is 

attracting national attention to Wyoming. 
It is coal. Many millions of tons of coal 
have been discovered under the cattle 
ranches and the wheat fields. 

The energy crisis, strip mining, econo- 

mic boom and environmental blight are 
among the major issues-currently stretch- 
ing the imagination and resources of 
KTWO vice president and general manager 
Bob Dallas Price. "Most stations our size 
would be content with press releases from 
the state capitol and from Washington. 
We aren't." In addition to the station's 
six person news staff, K -2 maintains it's 
own full -time bureau in the state capitol 
of Cheyenne. 

But perhaps the most unusual aspec 
of this very small station in a geographi- 
cally huge market is a full -time correspon- 
dent in Washington. The reporter, cur- 
rently Kathleen Circosta, files daily news 
stories for the station. But one of her pri- 
mary functions is to provide background, 
research and interview material for the 
K -2 weekly, half -hour, locally produced 
program called Report To Wyoming. 

Once a month, Report To Wyoming 
departs from its regular talk show format 
to become an in -depth documentary on a 
particularly hot local topic. The program 
will frequently feature film stories from 
the K -2 state capitol bureau in Cheyenne 
as well as Washington footage. Says Price, 
"for a station our size, most people are 
amazed at the amount of money we 
spend covering issues. We're probably the 
primary information source in the state 
based on the number of people we reach 
and the number of issues we address." 

... 

KTWO's " "Report to Wyoming" program logo. 

In additon to program production, K -2 
spends substantial staff time coordinating 
public service announcements with local 
organizations. "I find very little use in air- 
ing national public service announcements 
with some celebrity speaking on behalf of 
sick ducks," says Price. "Our approach is 
to add our local folks to the national 
theme. Some broadcasters think that 
makes a station sound like bush league 
because local people don't sound like pro- 
fessional announcers. In fact, I think it 
adds a touch of realism to the station's air 
sound." 

Some of the recent topics of K -2 local 
programs have been particularly related to 
the problems of economic boom. Because 
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WTVF's "Spotlight on Schools" program is 
unique in that selected high school students 
serve in the various jobs necessary in the pro- 
duction of the weekly 30- minute program. 
Jobs include those of producer, reporters, pho- 
tographers, audio, and promotion. In photo, 
students plan a program under the direction of 
WTVF staff members. 

of the surge in coal mining and the rapid 
expansion of supporting services, Wyo- 
ming is confronted with housing short- 
ages, some increase in crime, disruption 
of farm operations, environmental battles 
and a shortage of many governmental ser- 
vices associated with a sudden increase in 
the population. 

"We want people to rely on us for the 
information they need," says Price. "And 
that's true not only in getting their news 
every day, but in the background and the 
understanding of the day's events." 

W íz/fP 5 
It is known as the home of the Grand 

OI' Opry, and among its half million resi- 
dents are thousands of successful and un- 
successful songwriters. Record companies 
and little showcase clubs abound, and so 

does competition among television sta- 
tions. The city is Nashville, Tennessee ... 
a medium sized market with five televi- 
sion stations including WTV F. And despite 
its national reputation for country music, 
there is more to Nashville. 

"It's important for us to be the primary 
source of information in the community," 
says WTVF vice president Bill Jay. "It's 

Photographer Fred Skipworth gives some 
pointers to the students who will be shooting 
film for WTVF's program, "Spotlight on 
Schools." 

BP&P 28 

really an area of competition." Jay is dir- 
ector of operations and public affairs and 
is responsible for overseeing most local 
programming operations. Because WTVF 
is also the production studio for at least 
two nationally syndicated programs, Jay 
has unusual resources in his technical 
staff. But the station also has a heavier 
than usual load of locally produced pro- 
grams ... six half -hours a week. 

The program that gets the most atten- 
tion from the production staff is also the 
one that generates the most audience 
attention. WTVF Reports is a weekly, 
half hour, prime access public affairs pro- 
gram currently generating a 23 share in 
its Monday evening, 10:30 to 11:00 p.m. 
slot. "It's an unusual show," says Jay, 
"and our people work hard to keep it 
that way." The format is a documentary 
and covers a broad range of ascertained 
topics. It is the station's main public af- 
fairs vehicle. 

Almost every station in the country is 
airing something on schools. The aspect 
of WTVF's Spotlight On Schools that 
makes it unique is the program is produced 
by students. Selected students in each 
school serve in the various jobs necessary 
to the production of the weekly 30 min- 
ute program ... producer, reporters, pho- 
tographers, audio, promotion ... all are 
handled by students under the direction 
of WTVF staffers. 

"This show gets into every little com- 
munity in our service area and gives atten- 
tion to one of their most important com- 
munity functions," according to Jay. "It 
gives the kids a good, hands -on experience 
and some direct identity for us with the 
community." Producer Ann Rice takes a 

photographer and a host with her in her 
treks through the countryside and uses a 

combination of film and stills in putting 
together the finished product. 

Mothers, school children and teachers 
combined form a substantial potential 
audience. When snow begins to fall in the 
winter, WTVF attracts many of them 
with Snow Watch. It's designed to com- 
municate school closing information to 
the public on short notice with a mini- 
mum of error and duplication of effort. 

Touch -tone telephone pads were in- 
stalled on regular dial phones at station 
expense in the homes of approximately 
90 county and city school superintendents 
within an approximate 90 mile radius of 
Nashville. By using the pads, a superin- 
tendent is able to simply press the ap- 
propriate code buttons to inform the sta- 
tion if a school is open, closed, busses 
running late or call for special information. 
The information is displayed on camera 
using an area map and chroma -blue over- 
lays keyed over a film loop of falling 
snow. 

Snow Watch airs each morning during 
snowy periods beginning at 5:30 a.m. and 
is repeated as many as five times by 8:00 
a.m. Information available for the next 

KNBC -TV's "AG -USA" program covers various 
agricultural topics. In this particular episode, 
host John Stearns investigates the secrets of 
winemaking at a California winery. 

day is incorporated into the weather fore- 
cast on both evening news programs. The 
series runs from mid November to mid 
March. According to operations director 
Bill Jay, "The reaction of school officials 
has been highly gratifying. Also gratifying 
is the fact that the program is continuously 
sponsored by local businesses and is a re- 
venue producer. Obviously, kids only like 
the program when school is closed." 

NKNBC 
Imagine a television station sitting in 

the middle of one of the biggest produc- 
tion studios in the world. Stars are every- 
where, and even while their network 
shows may be dropping like flies, the lo- 
cal station keeps grinding out local pro- 
grams. The station's budget for local pro- 
grams is as big as the budget for a small 
network might be. And the station's own 
programs often draw larger audiences 
than the network. 

NBC owned KNBC in Los Angeles pro- 
duces as much as eight hours of its own 
programming every week. And they do it 
with what is probably the most advanced 
and sophisticated technical plant in tele- 
vision. While company officials won't get 
specific on dollars, outside sources place 
the annual production budget for non - 
news local programming at more than a 

million dollars and perhaps as much as 

Paul Moyer and Kelly Lange, hosts of KNBC- 
TV's "The Sunday Show." Program is often 
shot on location. 



three million. 
While most of KNBC's local programs 

are public affairs or informational pro- 
grams, the station still originates its own 
children's show. That's Cat airs twice on 
Sunday and once on Saturday each week. 
The station also originates Ag -USA, a 
once weekly agriculture program produced 
mostly on location. According to KNBC's 
press and publicity office, The Saturday 
Show is the foremost public affairs pro- 
gram on Los Angeles television." Without 
comment on that statement, the Saturday 
Show is a massive production. Two hours 
every Saturday afternoon produced almost 
entirely on location utilizing the station's 
mini -cam and other remote facilities, the 
station's own camera equipped, jet pow- 
ered helicopter and some of the highest 
priced talent in television. Much of the 
show is produced and aired "live ", ano- 
ther oddity, with segments frequently 
taped in advance. 

Leon Uris, author of bestsellers such as "QB 
VII," "Exodus." and "Topaz," and his wife Jill 
were guests on a recent "At One With. . 

program produced by and aired on KNBC -TV, 
Los Angeles. 

Following closely on the heels of the 
Saturday Show is The Sunday Show. It is 
another production extravaganza filmed 
or taped largely on location concentrat- 
ing mostly on local events and attractions. 
In both cases, the programs generate re- 
spectable ratings, carry commercials and 
produce revenue for the station. 

KNBC produces only two in- studio talk 
shows in the entire weekly line -up. One is 
the Saturday evening KNBC News Confer- 
ence and another called At One With .. . 

(whoever). The former is a fairly standard 
format with notable guests under examin- 
ation by the also notable Bob Abernathy. 
At One With is a face -to -face conversa- 
tion with guests who range all the way 
from psychologists to radio and television 
personality Gary Owens. 

Consumer Buyline with David Horo- 
witz is KNBC's entry in the prime access 
parade on Monday evenings. It is a con- 
sumer education program which utilizes 
a combination of in- studio guests, a par- 
ticipating audience and location film. Ap- 
parently, the program is finding a substan- 
tial regular audience. It holds its own 
against competitors like Hollywood 

KNBC -TV's "Consumer Buyline" show looks 
at various products and services each week, pro- 
viding information and advice to the consumer. 
The show involves audience participation. 

Squares and it generates bags full of mail. 
Consumer reporter Horowitz says his 
office is working on ten thousand consu- 
mer complaint cases at any given time. 
Buyline is KNBC's primary viewer re- 
sponse program. 

At the top of the list in dollars spent 
and production value are the station's 
documentaries ... at least one of them a 
month. Usually half an hour, the docu- 
mentaries cost the station as much as 20 
thousand dollars each to produce. And 
there is virtually no syndication market 
for them due to government anti -trust 
regulations. Why would a station spend 
so much for such a limited market with 
little chance of the program series show- 
ing a profit? "It's a matter of philosophy," 
says KNBC program director Warren 
Baker. "We have a commitment to deal 
with the problems and needs of our com- 
munity. This is one of the ways we have 
developed to accomplish the commit- 
ment, and we spend whatever is necessary 
and available to do the job well." p 

David Horowitz, host of KNBC -TV's "Con 
sumer Buyline" program. David sifts through 
mail generated by the weekly, half -hour con- 
sumer affairs show. 
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Want more details on products and 
services seen in this issue of BP &P? Sim- 
ply tear out the enclosed "PRODUCT 
INFORMATION CARD," and circle the 
numbers that correspond to those found 
at the bottom of the advertisement or 
editorial item in which you are interest- 
ed. Then mail it, postage -free, and more 
information will be rushed to you -at no 
cost or obligation! 
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Public Ag ations 

In that the first half of my "title" was 
(hopefully adequately) explained in the 
September /October issue of 1975, I have 
been asked to expound on just what the 
latter half entails and, more important to 
you, what it means to a radio station. 

There is usually one of two immediate 
reactions upon hearing that title: Either, 
"What does a radio station need a p -r man 
for? Radio is a vehicle for public rela- 
tions;" or else totally confusing the posi- 
tion and its duties with either public ser- 
vice /public affairs or else with promotion. 

The annual Dick Whittinghill Invitational Cele- 

brity- Amateur Golf Tournament has become a 

successful one -day event in terms of monies 
raised for charity. 
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Creating ... Projecting ... and Maintaining an Image 

We happen to be blessed at KMPC 
with a lot of talented people staffing a lot 
of specialized departments. Promotion 
and advertising is a totally separate entity 
from publicity and public relations. So is 

our deeply involved public affairs depart- 
ment. So is our minority affairs depart- 
ment. So is ... well, you get the picture. 

And if publicity grinds out and plants 
releases, and "exists" to serve the press, 
and all of those other things detailed in 
the earlier article, then what does that 
leave p -r to do? 

Plenty! 
Public relations, by its simplest defini- 

tion, is the creation, projection and 
maintaining of an image. 

Big deal! Can't a radio station do that 
with its on -air product? Isn't its format 
its image? And isn't its FCC -mandated 
public service spots and community invol- 
vement more than adequate to enhance 
that image? 

KMPC doesn't think so. 
Hopefully your station doesn't either. 
For one thing, radio is an audio med- 

ium, and nothing does more for an image 
than its visibility. 

So one of the key functions of our en- 
tire public relations effort is to make the 
station - its personalities, its manage- 
ment, its endeavors, its plant itself - visi- 
ble in the community. 

by Warren Turnbull 
Publicity and 

Public Relations 
Director, 

KMPC Radio, 
Los Angeles 

And that is all over -and -above the 
(considerable) efforts of a public affairs 
director who averages more than 10 events 
a week and is on countless boards and 
commissions and involved with numerous 
charities. 

Certainly everything which you do, on 
the air or off, is geared (or should be) to- 
ward gaining and projecting the most fav- 
orable image possible of your station. But 
are you doing enough? Are you overlook- 
ing some very obvious vehicles for (favor- 
able!) public exposure? 

How involved are you as a station in 
charities? Do you have a Speaker's Bur- 
eau? Do you have promotions which ben- 
efit someone other than just the station 
and the contest winners? How many of 
your employees are putting back into the 
community which supports your station 
with time and talent and effort? How 
many opportunities do you provide lis- 
teners to see your on -air personalities? To 
meet them? How much public view does 
your physical plant and your mobile or 
remote hardware get? What are you doing 
to make today's youngsters 'tomorrow's 
listeners? When was the last time your 
station received a thank you letter, or 
hundreds of thank you letters, for some- 
thing which it did off the air? When was 
the last time you had total station invol- 
vement in a radiothon? A citywide fund- 



raiser? An educational or informational 
campaign? 

Those are the type of things, and only 
a very few of them, which we are doing 
virtually 365 days a year. A waste of time 
and effort and expenditures? The ratings 
books, rate cards, trophy cases and corres- 
pondence files wouldn't seem to indicate 
that. 

KMPC, in station- sponsored promo- 
tions alone, raises more than $200,000 
each year for charity, and encourages its 
personnel toward still greater individual 
involvement in charitable and other 
worthwhile causes. That's hard to knock. 

And, no, that isn't just an advantage 
of being "big ". It's an advantage of being 
dedicated to the area which a station 
serves. Any station which wants to can be 
doing the very same things. 

And even the station which can't have 
its personalities in nationally televised 
parades or MCíng events at the Holly- 
wood Bowl can be just as visible in its 
own community through sponsorship of 
Little League teams and Junior Achieve- 
ment organizations and high school career 
days and bikeathons and walkathons and 
skateathons and radiothons and anything 
else it wants to do. 

It doesn't matter if your broadcast 
area has a population of 10 million or 10 
thousand, there are still the same number 
of opportunities to get your people vis- 
ible. To get them involved. 

KMPC maintains an active speaker's 
bureau, making its music, news, sports 
and Airwatch personalities and manage- 
ment available to talk to groups, MC 
events, appear in parades. 

That's some 400 public appearances 
a year! 

Appearances which let more than a 

million Southern Californians each year 
(several million counting those watching 
televised parades) put a face with the 
voices they have been hearing. 

And that's important. That "identifi- 
cation" is something which money can't 
buy, I don't care what the ad budget. We 
happen to feel it is even more important 
to be a personality station with a one -on- 
one concept between the broadcaster and 
the listener, but it certainly isn't going to 
"hurt" any station. 

Some 100,000 elementary school 
youngsters a year get a "look" at KMPC 
when a trio of station personalities bring 
an Airwatch helicopter and a news mobile 
unit to their schools to put on programs 
for pedestrian, bicycle and traffic safety. 

And your station doesn't have to be in 
the traffic- reporting "business" to do it 
just as effectively, even if it's less "drama- 
tic" than the landing of the helicopter 
on a school playground. Your newscasters 
are still "celebrities" in your town, and 
what they have to say is going to carry 
more weight, and be remembered longer, 
than a hundred teacher sermons or special 
assemblies. 

PUT US ON 
AND TAKE OFF 

FOUR TAPED FORMATS FOR YOUR 
AUTOMATED OR SEMI -AUTOMATED AM OR FM 

¿1I1iv Countfy 
This is a personality format featuring 3 major market DJ's 

ready to go on the air for you with a Modern Country Format. 
Bill Robinson, Gary Havens & Lee Shannon will localize for 
your station so that if you didn't know they weren't there, 

you'd swear they were! 

Casual Coup trE 
An exciting new concept blending Country Music's easy 

sounding vocalists, cross over artists, and "beautiful" country 
flavored recordings. This format has an identifiable "class" 
image. This is a fully back announced format, and a new 

sound your listener will love ... and they'll love telling 
their friends about it too. 

Real M.O.R. 
Here is that "all- over -the -road" format that so many stations 

have been looking for, and unable to find ... until now. 
This is the ideal answer for presenting a broad based 
adult image to your listeners. Yes, this is a totally back 

announced service too. 

cannec! pop 
Now you can get a soft rock format that is back announced 

by a real person, instead of some "verb -less robot." An 
extensive re- current & oldie pop library, plus all the current 
hits tailored to give your station a mature "non- screaming" 

approach to an 18 to 34 audience. 

CALL MUSIC WORKS PRESIDENT BILL ROBINSON 
FOR MORE DETAILS. 

317 291 -9400 (COLLECT) OR WRITE 

6238 LAPAS TR. INDPLS. IN 46268 

Want more details? Circle No. 16 on Product Info. Card. 
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8 powerful formats for automated or live radio. 

Complete Library Service Mono or 
CaVox stereo Production.. 902 S. bis. Inglewood, CA 90301 

Call Bob Mayfield collect at (313) 3766933 

Want more details? 
Circle No. 3 on Product Info. Card. 

Public relations? And how! Check out 
the tens of thousands of letters we have 
received from parents, educators, members 
of the community at large, and the young- 
sters themselves. Meet an eight -year old 
on the street and have him proudly whip - 
out his KMPC Junior Airwatch Traffic 
Safety membership card with his picture 
on it. And you know you're serving your 
community. Accomplishing something in 
your community. 

And thousands more young poeople 
meet KMPC personalities at college, high 
school and junior high career day presen- 
tations and areawide career fairs each year. 

Think how many events take place in 
your area each year. Events which your 
station probably broadcasts information 
about. Quite possibly broadcasts it as 
public service, priding yourself on the 
public relations you have thus achieved. 

Ever stop and think how much more 
effective it would be if you were also tak- 
ing part in those events, not just telling 
about them? 

How just a little advance planning, a 
minimum of time and effort, would have 
made you a part of something that every 
station and newspaper in town was talk- 
ing about; and gained you valuable public 
exposure at the same time. 

Maybe manpower limitations dictate 
that you can't make them all, but at least 
we try not to miss a bet. KMPC is "on 
view" with exhibits at fairs, trade shows, 
consumer shows. Just like the guy in the 
next booth who has a product to sell, we 
want our "product" - our personalities 
and our hardware - on public display. We 
do remote broadcasts from Disneyland, 
Busch Gardens, major golf events, other 
"happenings" in Southern California, and, 

Remotes from auto shows, home shows, fairs, 
and other events, give the public a close -up 
look at personalities. 
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yes, even from some of our own charitable 
endeavors. 

And if equipment or expense doesn't 
allow you to do remote originations, 
there's always the dime phone call. Just 
to let your listeners know that you have a 
man on the scene, let the people at the 
event know that you're there, increases 
public awareness and public visibility. 

And KMPC is very much in the public 
eye, and in the news itself. four times 
each year with major undertakings for 
charity. The station's annual "Show of 
the World" at the Forum each year pre- 
sents a top line -up of Hollywood stars in 
what several reviewers over the years have 
called "Southern California's entertain- 
ment event of the year." 

A 100 per cent charity undertaking on 
the part of the station, all proceeds from 
the event go to the Permanent Charities 
Committee of the Entertainment Indus- 
tries for the more than 270 charitable or- 
ganizations which it supports. 

Like the "Show of the World," KMPC's 
annual 24 -hour radiothon for Danny 
Thomas' St. Jude Children's Research 
Hospital raises more than $50,000 each 
year. 

Equally successful is the annual Dick 
Whittinghill Celebrity- Amateur Invita- 
tional Golf Tournament, an event which 
has been termed the nation's most success- 
ful one -day undertaking of its type in 
terms of monies raised for charity, which 
this year is being staged to enable Long 
Beach Community Hospital to purchase a 
cancer -detecting body scanner machine. 

And KMPC's deep involvement each 
year in McDonald's Bike Ride Against 
Diabetes raises more money than any 
other participant in that event. 

And all of those things make KMPC 
very visible in the community, for weeks 
before as well as at the time of the event 
itself. 

And they are but the "frosting" on the 
station's visibility! 

KMPC is in the public's eye each year 
when its personalities play the wives of 
California Angels players in an annual 
game at Anaheim Stadium; and when 
Dick Whittinghill takes his vacation each 
year and there is extensive newspaper and 
tv coverage of Mayor Tom Bradley and 
Glen Campbell and Johnny Mathis and 
Phyllis Diller and his other "summer re- 
placements;" and when its 68 -foot lighted 
and animated float wins sweepstakes 
award after sweepstakes award in com- 
munity Christmas parades; and when 
races are named after its personalities at 
Hollywood Park and Los Alamitos and 
other tracks. 

KMPC is in the public's eye each day 
with its helicopters and twin -engine air- 
plane overhead reporting news and traf- 
fic, and its mobile units on the freeways, 
and more than 40 United States Power 
Squadron skippers flying the KMPC Chan- 

nelwatch burgee as they report wind and 
sea and channel conditions for four 
months each year, and through its em- 
ployees' memberships in countless dozens 
of organizations in the counties which it 
serves. 

And all of those are public relations 
... many of them public relations person- 
ified! 

Okay, hooray for KMPC! What philan- 
thropic good guys! But what, if anything, 
does that do for a radio station? Aside 
from filling walls and trophy cases with 
awards, and supplying innumerable warm 
glows, and undoubtedly costing a goodly 
number of bucks to sustain programs of 
that nature, what's the bottom line? 

That bottom line, the end -result, is the 
image of a concerned, involved radio sta- 
tion. KMPC is dedicated to its personality 
format, a one -on -one relationship with 
the listener concept, and nowhere is that 
more effective than when the listener 
"knows" the personality on the air. 

That isn't just some detached voice 
suggesting a certain laudry detergent; 
that's no longer merely a three -inch by 
six -inch portion of dashboard emanating 
words; that is a "friend" talking to you. 
That's the guy you met at your Lions 
Club meeting, or the girl who you had 
your picture taken with at the LA County 
Fair, or the pilot who autographed your 
daughter's notebook at school, or the 
newsman who MC'd your PTA's charity 
auction, or someone you've frequently 
seen on tv, or the guy who talked about 
your pledge on the radiothon, or . . - 

Public relations is the small message 
board in the lobby which welcomes each 
client or visitor to the building by name; 
the tours for broadcasting students and 
Brownie troops; the sponsorship of Press 
Club awards and the purchase of tables at 
the Police Department's Medal of Valor 
Awards banquet; the employees who 
serve as advisors to Junior Achievement 
groups and as manager of Little League 
teams; the personnel who serve on advi- 
sory boards and chair charity committees. 

Public relations is projecting an image 
of who we are and what we are ... invol- 

A highly successful station endeavor, now in 
its fifth year, offers visitors to the Los Angeles 
County Fair a free color picture with a KMPC 
helicopter, mobile unit, or favorite personal- 
ity. 



KMPC Channelwatch, made possible by more 
than 40 volunteer skippers from the United 
States Power Squadron, gives hourly reports, 
Memorial Day through Labor Day, on wind, 
sea and channel conditions to Southern Cali 
fornia's hundred of thousands of pleasure 
boaters. 

ved and concerned citizens, truly caring 
about the community we serve. 

All right, let's back off from good of 
710; I am starting to sound like the sta- 
tion flack. 

Let's look at what you can do. Let's 
say that you're not located in Hollywood 
or New York, and that you don't have a 
five or six -figure public relations budget. 

A speaker's bureau? Simplest thing in 
the world. Every person who works at 
your station, from DJ to secretary to AE, 
is an expert on the subject of radio. (And 
five of our secretaries put on a great pro- 
gram the other night ... except I wasn't 
going to talk about us.) And there is tre- 
mendous interest in radio, especially "in- 
side" radio, throughout your area. A one 
paragraph item in the local papers, or a 
note to your local chamber of commerce, 
that KKKK now has free speakers avail- 
able for service clubs, lodges, PTA's, pro- 
fessional societies, conferences, conven- 
tions ... and then man the phones! 

Guest disc jockeys? Sure you can! 
Why consider it a "loss ", when your key 
DJ is on a two -week vacation? Why not 
make it the biggest "plus" of the year? 
Bob Hope and Barbra Streisand and Flip 
Wilson don't have to be local residents. 
Think how you could "own" your mar- 
ket for two weeks with literally everyone 
tuning in to hear how the mayor does as 
Disc Jockey for a Day. Then the sheriff, 
the chief of police, a state representative, 
the college football coach, the head of 
the area's most militant women's lib 
group, maybe even your own sportscaster 
or play -by -play announcer. 

A radiothon or a charity show or a 
bikeathon or a charity golf or tennis tour- 
nament? Sure you could ... if you wanted 
to. 

And there's a (very) nice "side benefit" 
to most if not all of your public relations 
endeavors. Know those newspapers and tv 
stations in town who you think of as com- 
petitors? They cover them. Really! 

If I may be allowed one more "we ", 

we attract more than 300 press each year 
to our "Show of the World." We have had 
as many as seven different tv channels 
simultaneously filming the mayor being a 
disc jockey. Our annual charity golf tour- 
nament generates something more than 
200 newspaper stories each year. We got 
national tv and wire service coverage when 
we provided a wedding for a couple. Of 
the 250 to 350 newspaper items we get 
each month more than half are about our 
off -air involvements and activities! 

And, yes, many of our charitable en- 
deavors and community involvements are 
tied in with sponsors, yet- another plus for 
them being on your station and they too 
garner the newspaper and tv publicity and 

recognition. 
This may "seem" like a long article 

but, believe me, it barely scratches the 
surface of what can be done. Once you 
can get everyone at your station thinking 
p -r you should be very pleasantly amazed 
at the myriad of things you haven't been 
doing that you could (should!) be. And 
take my word for it some of the most 
effective ones cost nothing more than 
time, a few phone calls, and maybe a $25 
budget. 

They key word is "want". The more 
you want to serve your community, off 
the air as much as on, the more effective 
your p -r program, and your station, will 
be! O 

YOUR SPOTS 
WON'T SLEEP 
ON OUR ;1 Di-i 

From the producers of "The Money Machine" comes MUSIC EXPLO 
... 400 production music beds that'll make your spots come alive, your 
competition turn green with envy, and your advertisers beggin' for more! 

Buy MUSIC EXPLO in your market, exclusively, with no renewals in- 
volved. Once you buy it, you can use it as long as you like. We've made 
your bed... now sell in it! 

Reserve MUSIC EXPLO in your market now, or request a demo: 

CALL TOLL FREE: 1- (800)- 251 -2058 
In Canada dial (416) 486 -6150, Toronto; (604) 688 -0458, Vancouver. 
Or write: Music Explo, Box 23355, Nashville, TN 37202. 

:; 
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BP&P: How does a soap opera like "The 
Young and the Restless" get on the air? 
John Conboy: I guess every show has it's 
own story, but generally the networks are 
most interested in things that come to 
them by a proven commodity. In our case, 
Bill Bell, who has an enormous track re- 
cord in the soap opera field, did a pre- 
sentation on The Young and the Restless 
that was sent to CBS and CBS, via Col- 
umbia Pictures television, decided to buy 
it. It was an 82 page presentation of the 
general concept of the show and how the 

John Conboy, Executive Producer, and Patricia 
Wenig, Producer, of Columbia Pictures Televi- 
sion's daytime serial, "The Young and the Rest- 
less," on CBS. 
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characters were to be used. Bill had had a 
successful show on NBC and CBS wanted 
him to do a successful show for them, 

BP&P: Is the main selling tool seeing if 
you can sustain the premise for five years? 
John Conboy: It would be more like 15 
years. No network is interested in a soap 
that runs only five years. 

BP&P: Why is that? 
John Conboy: Because it's a long term in- 
vestment. Most networks put on a daytime 
serial and they don't expect to see num- 
bers for a year, a year and a half. We hap- 
pened to be lucky and saw them in under 
six months. 

BP&P: Could you define for me the ex- 
ecutive producer and producer functions 
on a soap? 
Conboy: Those functions are less clear 
cut on our show than in nighttime. For 
some reason, there are only three execu- 
tive producers in daytime TV and I'm one 
of them. I really don't know why, but 
primetime shows have more. 
Patricia Wenig: John deals mainly with 
the creator of the show, Bill Bell, while 
I'm more involved in the day to day oper- 
ation of the show. 

An Interview with 
John Conboy, 

Executive Producer, 
and Patricia Wenig, 

Producer of the 
CBS Soap Opera 

Conboy: We share the artistic control but 
Pat is with it a bit more closely than I. 

BP&P: I would imagine you could use 
one full time person just dealing with 
your cast. 
Conboy: It is a large ensemble cast. 
Patricia Wenig: We have 17 principals un- 
der contract and then there are four others 
who have major roles but are not under 
contract. All in all it's a large cast for a 
half hour show. 
Conboy: We started off with 12 contract 
players when we went on the air five years 
ago and we still have ten of them. 

BP&P: Most of the soaps are done from 
New York while the majority of pro- 
gramming is done from Hollywood. 
Why is that? 
Conboy: You forget that years ago, in the 
live days of TV, most of your product 
was coming from New York. They still 
consider daytime to be live although it's 
done on tape. The broadcasters feel a 
very strong urge to keep as much produc- 
tion in New York as they can for their 
own survival as well as the survival of 
broadcasting in New York. But we feel 
we're making an inroad. Three soaps are 



NEW SERVICES AND FEATURES 
FROM THE LEADER IN LICENSE -RELATED 

PROGRAMMING 

If license renewal makes your palms perspire... if ascertainment seems like a total waste of your time.. , if much of your public affairs 
programming has to be buried because it's boring or because it has little to do with your community's needs... if one of your biggest 
challenges is trying to find guests who are able or willing to talk ...or if you'd just like to be doing a better job of it... perhaps we can help. 

1. HALF HOUR DOCUMENTARIES 
You send us your most recent list of 
ascertained needs. We produce around the 
topics common to all the markets we serve. 
Two solution- oriented half -hours every 
week with guests who know their subjects 
and production value that will make you 
and your listeners want to know their sub- 
jects too. All half hours can easily be broken 
into ten minute segments. (Log PA or N) 

3. BACKLOG. We have been producing 
these programs for nearly four years. Many 
of them are not dated and can be used in 
addition to or instead of our regular sub- 
scriber service. We'll send you a list of 
topics, prices and availability on request. 

5. GALAXY FILE. You will find no other 
series that generates as much favorable 
listener response as this one. Paul Cross- 
white's voice and style and content make 
people stop and listen. And that isn't just 
sales pitch. We'll be glad to give you a list of 
stations who are using it and you can check 
for yourself. Paul concentrates on new dis- 
coveries in fields where human knowledge 
is expanding ...space, psychology, tech- 
nology and other phenomena. Fourteen one 
minute features weekly. (Log All other or N) 

8. FOR YOUR GOOD HEALTH. Designed 
mainly for drug store, health food store, 
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(L) Ron Becker, played by Dick DeCoit, (RI 
Lawyer Fred Johnson played by Gareth 
McClain-Smith. 

now done from the west coast. 

BP &P: It is difficult working by long dis- 
tance between here and New York? 
Conboy: Actually, it's between Los Ange- 
les and Chicago where Bill Bell lives and 
works. 

BP &P: You mean that your writer sends 
in his scripts? 
Patricia Wenig: He mails them in every day 
to us. He does all the plotting and has a 
writer that works with him as well. In 
fact, he's just hired a third writer, but 
generally since we've been on, the show 
has been written by two people. 

BP &P: Writing a soap has to be a writer's 
dream. 
Conboy: From the standpoint of hard 
work, I don't think you could call it a 
dream. But there are a lot of skilled 
writers around who'd like to get involved 
in daytime just because there's so much 
money in it. It's the only area of televis- 
ion that's on the air five days a week, 
fifty two weeks a year. The problems for 
writers are in sustaining the story. All 
good writers are trained in beginning, 
middle and end type stories and we do it 
differently in soaps. Most daytime writers 
change about every six months. 

BP &P: Scriptwise, how far in advance do 
you people work? 

(L) Fred Johnson played by Gareth McClain 

Smith, (R) Ron Becker played by Dick De 

Coit. When a new soap opera series goes into 
production, it is often on the basis of a 15 -year 

network commitment. 
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Wenig: Five days, as far as scripts go. To- 
day is Monday and we have in hand 
scripts through Tuesday of next week. 
Conboy: We're probably the only show 
on the air that doesn't work from a daily 
outline. We never have a production meet- 
ing. We work from a long form, which 
means we know the directon a show is 
going in any given year. We don't work 
from weekly outlines because Bill creates 
as he goes and doesn't like to be locked in. 
If you have writers who are less skilled in 
the form, you have to insist on the 
outlines so that the show doesn't wander 
off in some odd direction. 
Wenig: We've put the rest of our staff to- 
gether just like the way Bill works. They 
can design quickly, light quickly, they 
know what Bill wants and what we want 
the show to look like. It's kind of like 
ESP - we pass one of our technical peo- 
ple in the hall and say 'By the way ...' 
and they do it. In New York they'd be in 
cardiac arrest if they had to do it that 
way. It's called instant producing. 

BP &P: How long of a script do you use? 
Conboy: It's shorter than a nighttime half 
hour show. A sit -com might run 40, 50 
pages or longer for a half hour. We have 
about 30 pages because we have a shorter 
show, six commercials. That narrows it 
down to 21:35 of dramatic material. 
Then it depends on whether we have a lot 
of action, talking, emotional scenes, or 
light scenes. 
Wenig: Keeping that in mind, the script is 
anywhere from 28 to 34 pages long. 

BP &P: What is a normal production day 
like? 
Conboy: Pat and I are in the studio for 
the first run through. The actors arrive 
and do a dry rehearsal with the director in 
the rehearsal hall. Then they do a camera 
blocking with the camermen and technic- 
ians in the studio. Then comes that first 
run through followed by a break and 
dress rehearsal. Then we have another 
break and we do the taping. The air show 
taping is followed by another fifteen 
minute break and then we go into the 
afternoon reading which one or both of 
us are at. 
Wenig: We have found that it's much 
more helpful to the people that are work- 
ing with us if we know the problems as 
they exist in the control room rather than 
picking up the phone and saying "What 
the hell is going on there!" and start yell- 
ing and screaming. 

BP &P: Is there much yelling and scream- 
ing? 
Conboy: Not more than you'd find on 
any other show! 

BP &P: When you begin a taping, how 
often do you stop, or do you let flubs go 
to give the show that live quality? 
Conboy: We stop whenever it's necessary 

and seldom let a flub go. 
Wenig: For instance, if there's a missed 
line it would depend on if the camera 
move is bad enough to ruin the shots and 
other action. An actor could drop a line 
and we could miss 14 camera shots. Or it 
might be an important line and the actor 
can't answer. It might be the key to the 
scene and you miss reaction shots and 
they might not cross when they're supp- 
osed to and the camera is out of position. 
Conboy: We really don't stop the show, 
per se. We build the show, so we just go 
to the last commercial black and edit it 
and we have a complete show. The last 
thing you need when you do a show five 
days a week is a lot of time in an editing 
room. 

BP &P: And the show is done each day? 
Conboy: Yes, today's taping (Monday) is 
for airing next Tuesday. 

BP &P: Is that true of most soaps? 
Conboy: I really don't know. I think 
we're less ahead of other shows. Some are 
two or three weeks ahead. It depends. 
Wenig: The only reason we're six days 
ahead right now is because we were pre- 
empted in January for the Carter Inaug- 
ural. The minimum is a week ahead be- 
cause of foreign markets like Canada and 
the fact that commercials have to be put 
into the show in New York. 

BP &P: I understand you have rotating 
directors. 
Conboy: We use two directors because it's 
just too much of a strain for one man. 
He's into the work all day long, through 
the dry readings, the rough blocking, into 
the taping in the control room. Once a 
week is one thing, but five days a week 
could kill a man. 
Wenig: Then he also spends time at home 
blocking out his shots. What we do is use 
one director Thursday, Friday, Monday, 
Tuesday and Wedneday, then we use our 
second man. This gives them some time 
to recuperate and stay fresh. 

BP &P: How are they able to keep up with 

(L) JoAnn Curtis, played by Kay Heberle, (R) 
Jack Curtis, played by Anthony Herrera. "The 
Young and the Restless" maintains 17 principal 
members of the cast under contract, plus 4 with 
major roles who are not under contract. 



any character changes or nuances? 
Conboy: They either watch the shows or 
read the scripts so they know what's hap- 
pening. 
Wenig: The toughest thing is for the actors 
who have to sustain their character over 
five or ten years and keep it fresh and 
interesting although they don't have a lot 
of screen time. 
Conboy: The complaint comes from the 
actor who's been playing his character 
for a long time that he knows the charac- 
ter better than the writers. They know 
when material is false and they panic if 
they feel the character is being pulled out 
of shape. But we are careful on our show, 
we protect our people and that's what 
makes it work. 

BP &P: You are also able to integrate a lot 
of music into the show. 
Conboy: That was in the original concept 
and presentation of the show. It's not a 
musical at all, but we do use a lot of actors 
doing music in the show. When Pat and I 

came in, we told the musicians all about 
the characters and the kind of music we 
felt they should have in their entrances 
and as bridging music. They went ahead 
and wrote what they felt we wanted, we 
listened to it and made some changes. 
Then the music was recorded and we 
pulled it apart and made our music cues. 

BP &P: And you have a first in that your 
theme turned into a smash hit single. 
Wenig: Nadia's Theme. That's actually a 
long story. You see, the theme music was 
chosen by Bill Bell from the movie score 
of "Bless the Beasts and the Children ". It 
worked out beautifully because it was 
owned by Columbia Pictures television 
who also own our show. It really became 
a hit from the Olympics and not just our 
show. The music was used as background 
on a piece that ABC did on Nadia Comen- 
ici which, strangely enough, was edited 
by my husband who works as a video 
tape editor at ABC. But he didn't pick 
the music, an A.D. did. I told you it was 
a long story! 

BP &P: Whatever happened to organ 
music which was a staple of soaps for 
years, going back to the radio days. 
Wenig: We don't use it at all and most 
soaps are getting away from it. I think it 
was all started by a man named Ted Cor- 
day who came to California to do Days of 
Our Lives. He decided to have music com- 
posed because he wanted something dif- 
ferent. Another soap, General Hospital, 
had organ music until a short while ago 
and now they also have music done for 
them. Organ music means soap opera and 
people are tired of it. 

BP &P: Just how important is music to a 
soap? 
Conboy: More so in soaps than anything 
else, music seems to be perfect for creat- 
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(LI Jennifer Brooks, played by Dorothy Green, 
IR) Brock Reynolds, played by Beau Kayzer. 
While most soap opera production takes place 
on the east coast, "The Young and the Rest- 
less" is one of 3 soaps in production on the 
west coast. 

ing a mood. It helps an audience. Drama- 
tically, it makes something more impor- 
tant than it should be. Soaps are more 
moody than other shows and the music 
serves to heighten that mood. 

BP&P: How about sets? 
Wenig: If you've watched soap operas 
through the years you probably notice 
that sets are looking better today than 
ever. We have a permanent stage here at 
TV City, stage 41. There are four perman- 
ent standing sets we use all the time and 
we average between 3 and 5 sets per show. 
Conboy: As far as new sets are concerned, 
if the writer is going to have a major set 
coming up that's going to play for awhile, 
he lets us know and it gives us from 2 to 
3 weeks to have our art director start de- 
signing. Then it takes 3 to 6 working days 
to actually build it. We make the sets as 

real as possible. In fact, some people 
pattern their own living rooms or dens 
after them. 

BP&P: That brings me to a point about 
viewer response. Do you get much and 
what type of response? 
Wenig: We get fan mail and all of it is 

read. Something like 1,000 to 1,500 let- 
ters a month. That's a combined total 
for the writers, producers, performers. 
And we pay attention to what people 
have to say. All of the actor's mail is read 
ahead of time before it's passed on to 
them because there are some viewers who 
have a number of unkind words to say 

and we don't want to upset them. People 
take this show and other soaps very ser- 

iously. I've been told that for every letter 
we get, there are 100 people who feel the 
same way but aren't writing. So if we get 
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20 letters, 2,000 people are upset. 

BP&P: Any comments from Program Dir- 
ectors or Station Executives? 
Conboy: Not that we know of. 

BP&P: Have any stations refused to air 
the show? 
Conboy: If you mean because the show is 
controversial, no. No stations have re- 
fused to air the show, but then they have 
no preview of the show like they do with 
primetime specials. Maybe if they did, 
someone would find fault with the shows. 
Who knows. 

BP&P: Are you aware of the show's demo- 
graphics? 
Wenig: Not exact figures, but from the 
mail and what we hear from people, we 
have a large following in colleges and with 
young people. 
Conboy: 1 guess the prime audience is 18- 
49, but I sure wouldn't want to miss the 
ladies who are 65 or 16 or the men at any 
age. We get a pretty broad spectrum of 
audience. The older audience reacts pos- 
itively to the kids because we have them 
doing certain things on the show like sing- 
ing or playing instruments. But we don't 
have them singing Dylan or the Eagles or 
Chicago or things like that. Instead we 
have them doing "Smoke Gets In Your 
Eyes" or songs of that nature which work 
for the kids because it's nostalgia and 
works for the older audience because they 
can identify with it. This show, or any 
show for that matter, is not successful if 
you just have kids doing a lot of young 
things. 

BPf7P: Do you have a breakdown as far as 
your male audience goes? 
Wenig: I don't have actual numbers, but a 
lot of men watch soap operas. 
Conboy: And, like we said before, a lot 
of college kids, too. We've even received 
petitions from colleges saying they want 
their classes rescheduled so they can 
watch the show. 

Conboy: Colleges are teaching masters or 
doctorate courses around our show. 

BP&P: What about time slot? 
Wenig: We're on at noon in New York 
and Washington. Some stations air us at 
9 a.m., some at weird times like Phoenix. 
Most take the general feed from the net- 
work at noon and the west coast takes an 
11 a.m. feed which is carried on about 20 
stations. 

BP&P: Do you have any thoughts about 
scheduling in the afternoon or the morn- 
ing? 
Conboy: You schedule a show where you 
think it will do you the most good. We 
wanted the time period which was held 
by As The World Turns because it was un- 
challenged in that time period. But the 
truth is, if you have a good show, people 

will find you. If you start out hot, it's 
likely you'll get hotter. I mean, we're on 
the full network except for 2 or 3 stations 
at the most. 

BP&P: Have the ratings held up? 
Wenig: Of the soaps on the air, we're us- 
ually 1,2,3, or 4. As the World Turns, 
Search for Tomorrow, and, in the past 
Another World had higher ratings. We are 
currently up against two game shows in 
our time period and they've found that 
game show watchers are game show 
watchers and soap opera people watch 
soaps. So it really doesn't affect our 
ratings. 
Conboy: Interestingly, ABC has expand- 
ed All My Children to an hour and re- 
arranged a few other shows in their sch- 
edule yet they have avoided us. They just 
won't program against us, so that seems 
like a good omen. 

BP&P: Do the censors ever bother you? 
Conboy: Hells and damns generally. You 
see, we are aware of problem areas and 
we stay away from them. If a censor reacts 
negatively to a story, most often the aud- 
ience would too. We tell love stories on 
this show and, like I said, every now and 
then we have some hells and damns. But 
we can usually trade one hell for two 
damns or vice versal. 

BP&P: Do you have any thoughts on the 
expansion of soap operas to the one -hour 
format? 
Wenig: Networks always like to experi- 
ment, some things work and others don't. 
When ABC tried the Afternoon Playbreak, 
it did fairly well. Then CBS tried the same 
thing and it was a disaster. Programmers 
will continue to try new things, but they 
can always come back to the old tried 
and true. 
Conboy: What Pat is trying to say is that 
despite what happens, you'll always have 
the soap opera. 

BP&P: One final question: If someone 
had this great idea for a soap opera, what 
would be their chances for gettting it on 
the air? 
Conboy: Hope is a thing with feathers. If 
a person is in the right place at the right 
time with the right people and they could 
deliver the right product with the right 
network, it could work. 
Wenig: In other words, don't hold your 
breath. 

JOHN CONBOY 
(Executive Producer of Columbia Pictures 
Television's daytime serial, "The Young 
and the Restless," for CBS.) 

John Conboy has worked as an actor, 
production assistant, stage manager, assoc- 

iate director, director, production super- 
visor, associate producer, producer and 
now, executive producer. 



IL) Laurie Brooks Prentiss, played by Jaime 
Lyn Bauer, (R) Lance Prentiss, played by John 
McCook. Scripts for "The Young and the Rest- 

less" are prepared in Chicago by Bill Bell, who 
works with 3 other writers. The scripts are 

mailed into Los Angeles daily, and are generally 
five days ahead of schedule. 

Born June 19, the native of Bingham- 
ton, N.Y., began acting in resident stock 
companies at the age of 15. Following 
high school, highlighted by his winning 
the New York State public speaking con- 
test, Conboy went on to earn a B.A. de- 
gree in Drama at Carnegie Melon Institute 
in Pittsburgh, Penn. 

After graduation, he toured with a 

theatrical production of Tea and Sympa- 
thy and then headed for New York. 

Two days after arriving he became a 

production assistant on the WCBS -TV 
children's show, Captain Jet, eventually 
becoming its associate producer. 

He then returned to the stage, but not 
as an actor. He became production man- 
ager for several national companies of 
Broadway musicals. 

After a brief association with off - 
Broadway musicals, it was back to televis- 
ion for Conboy. He handled the stage 
manager chores at ABC -TV for nighttime 
musical variety shows and later moved to 
CBS to serve in that same capacity on 
nighttime live dramatic shows. 

After serving as associate director for 
numerous other CBS dramatic shows, 

IL) Leslie Brooks Eliot, played by Victoria Mal- 

lory, (R) Laurie Brooks Prestiss, played by 
Jaime Lyn Bauer. "The Young and the Rest- 

less" uses two directors. Since the show is in 

production five days a week, the producers feel 

the job is too much of a strain for one person. 
Every Thursday, the directors switch duties, 
one directing in the control room, the other 
blocking shots outside the studio. 

Conboy was elevated to director of the 
first "National Health Test" show. 

He then joined the network manage- 
ment team, becoming a production super- 
visor for many shows, including the day- 
time serial, Love Is A Many Splendored 
Thing. Within six months he became the 
show's associate producer, and nine 
months later took over the producing 
reigns. 

John has collectively won seven 
Emmys for the two shows he has produc- 
ed; The Young and the Restless and a seg- 
ment of ABC's Matinee Today series en- 
titled The Other Woman. 

Conboy has recently signed a long- 
term pact with Columbia Pictures Tele- 
vision to head his own production com- 
pany and to develop new programming, 
as well as continue his duties on The Young 
and the Restless. 

PATRICIA WENIG 
(Producer of Columbia Pictures Tele- 
vision's daytime serial for CBS, "The 
Young and the Restless. ") 

Promoted to producer of The Young 
and the Restless in January of 1976, 
Patricia Wenig was born in Indianola, 
Iowa, but raised in Sacramento, Califor- 
nia. Just before her 20th birthday, she 
went to study at a New York television 
production school and after graduation 

began working as a secretary for Benton 
and Bowles Advertising Agency. 

Seven months later she became a pro- 
duction secretary on the daytime serial, 
Edge of Night, a position she held for one 
year. Next came a six -year stint as a pro- 
duction assistant on As the World Turns. 

Patricia later returned to San Francisco 
where she worked at the CBS affiliate sta- 
tion for one year before going back to 
New York where she was the assistant to 
the producer on Our Private World. 

Unemployed due to cancellation of 
the show, Patricia received a California 
call from the late Ted Corday and soon 
went to work for him as a production sec- 
retary on Columbia Pictures Television's 
Days of Our Lives and the short -lived 
Morning Star series. She later joined Chuck 
Barris Productions where her assignments 
included chaperoning the Dating Game 
contestant winners. 

Patricia ventured to New York again 
to function as a production assistant on 
Love Is a Many Splendored Thing but re- 
turned four months later to be married. 
Before joining The Young and the Restless 
production team in January of 1973, she 
was associate producer of KNXT's noon 
show, Boutique. She also served as a pro- 
duction assistant on the Tom Jones and 
Robert Goulet specials and the serials, 
Bright Promise and Return To Peyton 
Place. D 

PETER FRAMPTON UNRAVELS 
CAROLE KING'S "TAPESTRY" 

HOT LED ZEPPLIN FANS GET COOLED OFF 
BY THE S.W.A.T. TEAM 

A JEFFERSON STARSHIP CONCERT 
IS ILLEGALLY PARKED 

Robert W. Morgan brings your 
listeners all the facts behind the most 
intriguing headlines about the hot- 
test hitmakers in "Record Report." 

"Record Report" is a twice -daily 
21/2- minute newscast devoted to the 
world of pop music... news about 
the artists whose hits you play 
all day. Not only will Robert 
W. Morgan reveal the inside 
stories, but so will the stars 
themselves, as each show 
contains an exclusive actu- 
ality. 

"Record Report" is free and ex- 
clusive to one station per market, and 
is currently successfully programmed 
on over 175 stations nationwide (in- 
cluding 47 out of the top 50 cities). 

If "Record Report" is not yet 
heard in your city, it will be soon. 

Why don't you contact Mary 
White at Filmways Radio 
and reserve "Record Re- 
port" for your station... 
before your competition 
reserves it for theirs. 

noway RADIO MC. 
1610 N. Cahuenga Blvd. / Hollywood, CA 90028 

Telephone: (213) 462 -6421 

Want more details? Circle No. 19 on Product In /o. Card. 
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"Letters" continued from page 5... 

subject to the individual producer's talent 
and ability... or lack of it. Because of 
these known inconsistencies, there are 
then going to be problems at the station 
level. To avoid the problems, it's a good 
idea to have one person at the station 
responsible for EQ'ing and carting all the 
music. 

You indicated some examples of bad 
product... just to show the other side of 
the coin, here are some examples of very 
good product: the new albums by the 
Steve Miller Band, and Bachman -Turner 
Overdrive are excellent in consistency and 
quality from cut to cut. 

Here are some other interim solutions: 
1) Try backing off on your release time in 
the program chain. The key is fast attack 
and slow release for minimum `pumping" 
effect. 2) Transmitters - - you indicated 
the inability of most manufacturers to 
produce transmitters of more than 30% 
modulation capability... and that when 
pushed to 99% cause distortion. While 
you didn't name any particular brands as 
examples, you must realize that the trans- 
mitter companies are in free competition 
with each other, and if your example was 
the case, offenders would be out of busi- 
ness. Additionally, there is an on -going 
effort on the part of many manufacturers 
to improve what they already have. A 
good example is the new Gates PDM 
transmitter. At KITS, Los Angeles, our 
own RCA BTA5F transmitter, manufac- 
tured in the late 1940's, handles positive 
peaks of 125% in its stride. 3) A good 
quality EQ device, intelligently used, 
is not going to introduce unacceptable 
ringing and distorition. 4) Note that 
many 45's are EQ'd differently, and 
usually brighter than the same song on 
the album. Try the album cut before 
you give up, even if it means editing 
it. 5) Off -centered, scratchy, or noisy 
records are usually the fault of the 
record pressing plant, which record 
labels ought to become aware of and 
take their business elsewhere. One 
major hit last year was so scratchy on the 
right channel, I had to pan the left 
channel to center for the intro, and then 
edit it to the vocal. I was plagued by 
people looking for dubs, because our 
station had the only clear copy of it on 
the air. It got to be a local joke. 6) Sev- 
eral in -line discriminate audio processors 
are available, from between two to eight 
frequency bands, for your program chain. 
This allows you to dub most records flat, 
or play the music directly on the air off 
the disc. You can tailor the sound of 
your station for your competitive needs, 
and your sound will be consistent. Ino- 
vonics, Durrough Engineering, and TA 

Associates, among others, are manufac- 
turing these devices. They are good be- 
cause of their psych -acoustic masking ef- 
fect. You won't hear it compress, say, a 
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sustained vocal note when a kick drum 
hits, because each is in a different range. 
7) Many programming people don't real- 
ize that when a proof is done, it's done 
only through the station's mike channel. 
Since it's not an overall systems check, 
for all anybody knows, the rest of the 
station may be held together with bailing 
wire... and still make proof! Therefore, 
be sure your turntable and tape machines 
are flat. 

Thank you for your letter, and I'm 
pleased to see that so many people are 
concerned about these problems. Let's 
all work on it together. Let's let the 
record company executives know how we 
feel because it's only going to improve 
both the record and broadcasting indus- 
tries. But... maybe Stevie Wonder offers 
a good explanation: ' Just because a 
record has a groove, don't make it in the 
groove. But you can tell right away, from 
letter A, when the people start to move." 

-Don Elliot 

THE ADS 300 MINI MONITOR 
The ADS 300 represents the natural 

evolution of their now famous Model 200, 
the world's first minature studio quality 
loudspeaker. The 300 was developed spec- 
ifically for those who demand the accur- 
acy and volume of a high -quality speaker, 
but lack the room for a large system. 

With the Model 200, the 300 shares 

the high level of miniature audio technol- 
ogy, but its slightly increased dimensions 
allow it to deliver more volume and deeper 
bass. 

As a leader in the design of miniature 
high performance loudspeakers, ADS ap- 
plied the research and experience gained 
with the 4" woofer of the ADS 200 to 
the development of the new 5.25" super 
woofer of the 300 model. 

The ADS 300 bass driver is designed to 
work optimally in its super stiff solid 
aluminum enclosure. The metal housing 
allows the smallest possible outside dimen- 
sions for a given inside volume. (Made of 
wood the 300 would at least be 50% lar- 
ger). Considering that the net volume of 
the 300's bass enclosure is only a 1/2 gal- 
lon (2 liters), it is truly amazing how well 
the speaker reproduces bass notes down 
to under 50 Hz. 

Since the miniature 5.25" woofer util- 
izes the same high temperature, high den- 
sity voice coil technology of the larger 
ADS loudspeakers, the tiny 300 can han- 
dle power levels as high as 50 watts of 
musical material and it will tolerate mus- 
ical peaks well in excess of 100 watts. 
Since the bass drive system is astoundingly 
efficient, the 300 can play at amazing vol- 
ume. 

Like all large ADS speakers, the min- 
iature monitors use soft dome tweeters. 
The ADS 300 tweeter features an almost 
massless (.2 gms) moving system. It is 
acoustically suspended and damped for 
extra low distortion by the ADS unique 
sticky damping compound. 

This tweeter is a scaled down version 
from the one used in the ADS $600 stu- 
dio reference system and it contains the 
same know -how and attention to detail 
in manufacture and quality control. Dri- 
ven by its 13,500 gauss magnet the 300 
tweeter provides musical accuracy, open- 
ness and freedom from distorting color- 
ation similar to that of larger ADS spea- 
kers. 
ANALOG & DIGITAL SYSTEMS, INC. 

64 INDUSTRIAL WAY 
WILMINGTON, MASS 01887 

PHONE: (617) 658.5100 
Want more details? 

Circle No. 20 on Product Info. Card. 

NEW SYNDICATOR OFFERS 
FOUR FORMATS 

Musicworks, Inc., based in Indianapolis, 
Indiana is now marketing total program- 
ming service for automated and semi -auto- 
mated radio stations in four formats. Bill 
Robinson, Program Director and Opera- 
tions Manager of WIRE, in Indianapolis, 
is the president of Musicworks, Inc. 

The company offers two country 
music formats. "Alive Country" is a live - 
sounding format featuring the Bill Robin- 
son show, the Gary Havens show and the 
Lee Shannon show. Stations have the op- 
tion of buying one, two, or three of the 



personalities depending on how many 
hours per day they wish to program the 
"Alive Country" format. The personality 
style is based on "one -on -one" commun- 
ication between announcer and listener. 
The music mix of "Alive Country" ranges 
from artists such as Merle Haggard and 
Conway Twitty to Lynn Anderson and 
Ray Price to Waylon Jennings and Emmy- 
lou Harris. "Alive Country" offers a com- 
prehensive library of country classics and 
all the top country hits with constant up- 
date tapes. 

"Casual Country" is the other Music - 
works, Inc., country format. It is a non - 
personality format smoothly blending 
country music's top easy- sounding vocal- 
ists, cross -over artists and "beautiful" 
country- flavored instrumentals. 

Musicworks also offers "Canned Pop" 
a contemporary soft -rock format offering 
a "non- screaming" approach to the 18 -34 
musical taste. "Canned Pop" features all 
the current top soft -rock hits and an ex- 
tensive recurrent and oldier library. 

The fourth Musicworks format is call- 
ed "Real MOR ", which is just what the 
name suggests: a traditional approach to 
middle -of- the -road programming. This 
format mixes solo vocals, group vocals, 
and instrumental groups from several di- 
verse musical directions. 

Each format supplied by Musicworks, 
Inc., is fully back -announced. All music 
is supplied on ten inch reels at 71/2 ips in 
stereo or mono. 

Stations receive initial libraries and 
constant shipments of new material that 
lead to eventual rotation of all tapes on 
hand. Station promos, local spots, time 
tapes, weather tapes, etc., are provided 
by the Musicworks in addition to total 
programming and engineering consulta- 
tion. 

THE MUSICWORKS, INC. 
6238 LA PAS TRAIL 

INDIANAPOLIS, IND 46268 
PHONE: (317) 291-9400 

Want more details? 
Circle No. 21 on Product Info. Card. 

RICHMOND SOUND DESIGN 
MODEL M82B BROADCAST 
AUDIO CONTROL CONSOLE 

The M82B combines the technical inno- 
vations and capabilities of a top -quality 
recording and mixing console with facili- 
ties specifically oriented to broadcast re- 
quirements. Three balanced inputs are 
provided in each input channel with the 
attenuator switch selecting 0, 10, or 20 dB 

If you think our Stereo 
Synthesizer is just 
for old mono records... 
... you don't know what you're missing! 
Applications of the 245E Stereo Synthesizer 
are limited only by your imagination: 
In the recording studio, you can 

save tracks by recording strings, horns, or drums on 
a single track and spreading them in the mix 
create stereo depth from synthesizers, electronic 
string ensembles, and electric organ 
create a stereo echo return from a mono echo 
chamber or artificial reverb generator 
use one channel to create phasing effects 

In broadcasting, you can 

use it on announce mikes to create stereo depth 
without an image that shifts every time the announcer 
moves his head 
synthesize mono material before recording it on 
stereo cart: you'll minimize mono phase cancellation 
use mono cart machines and synthesize the output: 
you'll eliminate mono phase cancellation entirely 
create an audience -pleasing stereo effect from mono 
agency spots and network feeds 

The 245E is a fundamentally different, patented way of creating stereo 
space. Its sound is distinct from panpotted point sources or stereo ef- 
fects synthesized with digital delay lines. It's a dramatic, highly listen - 
able sound that's fully mono -compatible -just add the channels to get 
the original mono back. At $327, it belongs in everyone's bag of tricks. 
(If you get bored, you can always process old mono records into 
pseudo- stereo). 
For further information, see your local Orban /Parasound dealer or 
write us direct. 

Of VlIA/pAfcu0YAd 
680 Beach Street. San Francisco, Ca. 94109 (415) 673 -4544 

The Orban /Parasound 245E Stereo Synthesizer 

Want more details? Circle No. 22 on Product Info. Card. 



Contemporary Music for 
Spots & Programming 
Write for Free Catalogs - 

Thomas J. Valentino, Inc. 
151 W. 46 St., New York 10036 (212) 246 -4675 

Want more details? 
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microphone attenuation or line inputs A 
or B as indicated. Two independent pro- 
gram channels (1 & 2) are provided with 
toggle switch routing in each input chan- 
nel. Each program channel may be used 
as an independent program mix or as an 
audition channel. The center position of 
each toggle switch sends the input signal 
to both output channels. An accessory 
module with machine "Star- Stop" and 
"Talkback" controls is available. 

Every input channel includes wide 
range high, mid, and low frequency adjust- 
ments allowing complete continuously 
variable control of microphone or line - 
level input tonal characteristics. Equaliza- 
tion provides the flexibility of applying 
subtle adjustments while recording, re- 
recording, sweetening, producing live re- 
motes, etc., or alternately allowing radical 
adjustments for sound effects processing, 
unusual vocal effects, phone patch equal- 
ization, cleaning up network feeds, com- 
pensating for poor program quality, noise 
filtering, etc. The equalization stage is an 
active filter design containing no induc- 
tors and introduces no noise, losses, or 
deterioration of the signal, maintaining a 

perfectly flat response with controls set 
to the mid rotation position. 

Fully balanced and floating input pro- 
vides superior performance over conven- 
tional transformers. The input impedance 
automatically adjusts with input selection 
for compatibility with all signal sources, 
balanced or unbalanced. Frequency and 
phase response are linear and are insensi- 
tive to changes in source impedance. 
Transient response is exceptional: square 
waves are amplified perfectly and transient 
intermodulation distortion is very low. 
Superior noise rejection up to 2 MHz is 
provided by a 110 dB common -mode re- 
jection ratio; at the same time each input 
has an effective RFI filter, attenuating at 
the rate of 12 dB /octave all frequencies 
above the audio range. 

A separate two -channel monitor sys- 
tem with headphone /line outputs and 
dual concentric master level controls 
allows operator monitoring and metering 
of all input and output channels regardless 
of individual or master level control set- 
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tings and will not affect program material. 
Connections are also included for off -air 
monitoring or playback of pre- recorded 
programming, independent of normal in- 
put and output mixing. The monitor 
channels and VU meters receive pre -fader 
post -EQ input channel signal, pre- master 
foldback or echo send mix, or air (play- 
back) signal as selected by mechanical 
light- reflecting alternate- action cue push- 
buttons. When no cue button is selected, 
main program channels 1 and 2 are mon- 
itored and metered respectively. 

Price: $2,195.00. 
LISTEC TELEVISION EQUIPMENT 

39 CAIN DRIVE 
PLAINVIEW, NY 11803 
PHONE: (516) 694 -8963 

Want more details? 
Circle No. 24 on Product Info. Card. 

PANASONIC VIDEO SYSTEMS OFFERS 
NEW LINE OF COLOR CAMERAS 
SPECIAL EFFECTS GENERATORS 

FOR TOTAL COLOR SYSTEM 
Panasonic Video Systems is now offer- 

ing several new color cameras which ex- 
pand the range of color camera systems 
available under the Panasonic name. 

Model WV-2150 is a deluxe color studio 
camera incorporating the Panasonic New - 
vicon tube for higher sensitivity. Among 
its outstanding features: standard illum- 
ination is just about 200 footcandles at 
f/2.8; gain switchable for high sensitivity 
for operation in just 25 footcandles at 
f/2.0. High signal -to -noise ratio is 46 dB 
in the luminance channel, with standard 
illumination. The camera's two 2/3" 
separate mesh Newvicon tubes feature no 
burn -in, no blooming of high brightness 
details and low lag. The low dark current 
of Newvicon, automatic pedestal circuitry 
and automatic color level contouring 
results in excellent white balance stabil- 
ity. 

Other features include improved sharp- 
ness with horizontal and vertical aperture 
correction and improved shading, definit- 
ion and a professional -type CCU with 
front panel which flips down for access 
to critical controls and adjustment, new 
dynamic front panel test points (maxi- 
mum camera -to CCU length is 250 feet 
with optional extension cables), and 4W' 
(measured diagonally) CRT viewfinder. 

For test /setp -up, model WV -2150 has 
white set buttons located at both camera 
head and camera control unit, focus wob- 

ble signal for beam alignment and a color 
bar generator. The unit also has BNC con- 
nectors, a tally light on camera head and 
CCU with self -contained power supply, 
on /off switching controlled by an exter- 
nal source such as a Panasonic special 
effects generator and intercom jacks lo- 
cated at camera head and CCU. (Power 
supplied by an external source.) Price: 
$6,500. Availability: May, 1977. 

Model WJ -5500 is a deluxe color spec- 
ial effects generator with such special 
features as 7 program inputs, 1 aux input 
for VTR, also 1 key input and 1 for inter- 
nally- generated color bars or black burst. 
Switch /mix functions include vertical in- 
terval switching, additive or non- additive 
mixing, fade to black, downstream mix- 
ing of special effects, nine wipe patterns, 
positioning, sharp or soft wipe edges, nor- 
mal, normal- reverse or reverse wipe modes, 
internal key, and external key. 

Other features include BNC connec- 
tors, non -locking pushbuttons that light 
up when pressed to show inputs and func- 
tion selected, "CUT" pushbutton, built -in 
sync, color bar and black burst generator. 

Model WJ -5500 can mix composite 
and non -composite inputs, supply inter- 
com power to seven cameras, tally light 
on /off switching to eight cameras, and 
has effect, preview and two program out- 
puts. It requires 8sÁ" of standard EIA 
rack space. Availability: Summer, 1977. 

PANASONIC 
ONE PANASONIC WAY 

SECAUCUS, NEW JERSEY 07094 

Want more derails? 
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SYNDICATED 24 -HOUR 
GOSPEL FORMAT 

A San Diego based firm has launched 
the nation's first syndicated 24 -hour Gos- 
pel format. "The Music of New Wine" 
will appeal to an 18 -35 demographic. 

"The Music of New Wine" is a non -rel- 
igious format designed to increase the 
ratings and revenue of stations with less 

than desirable track records. Mr. Gruber 
believes "The Music of New Wine" will 
give a station owner an identity while 
filling a large void within a market. 

HALLAIAN ASSOCIATES 
3401 KATELLA AVE., SUITE 104 

LOS ALAMITOS, CA 90720 
PHONE: (213) 598-5544 

Want more details? 
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SAE 5000 IMPULSE NOISE 
REDUCTION SYSTEM FOR RECORDS 

Before the technological breakthrough 
achieved by the 5000, there were many 
records that offered less than ultimate 
performance and some which were ren- 
dered virtually unlistenable due to the 
presence of impulse noise. Impulse noise 
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is generated by static discharge, record 
blemishes or acculumation of dirt, and is 
often referred to as "clicks" and "pops ". 
Now, with the 5000, most of these prob- 
lems can be overcome. Many virtually lost 
recordings can be played again with their 
fidelity unmarred by impluse noise. Of 
course, unblemished recordings can be 
played without being adversely affected 
by the 5000. Only sounds which are de- 
tected as impule noise are eradicated. All 
else remains. Old recordings, even 78 rpm's 
may be rejuvenated by the new system. 
(Inherent hiss and record fidelity however, 
are not claimed to be improved by this 
system.) 

The SAE 5000 has simple and effective 
controls. The principal control is a thres- 
hold adjustment which varies the sensi- 
tivity of the detection circuit. Different 
record characteristics may require some 
sensitivity adjustment. There is a system 
defeat button which allows the Impulse 
Noise Reduction (INR) circuit to be by- 
passed electrically. A tape monitor switch 
and rear mounted jacks reconnect the 
tape monitor circuitry used to hook up 
the 5000. Finally, the incredible effective- 
ness of the INR system can be demon- 
strated by activating the INVERT switch. 
This action reverses the active circuitry 
and you are now able to hear ONLY the 
noise your system eliminates while in the 
operating mode. 

SCIENTIFIC AUDIO ELECTRONICS 
P. O. BOX 60271, TERMINAL ANNEX 

LOS ANGELES, CA 90060 

Want more details? 
Circle No. 27 on Product Info. Card. 

CONRAC 5300 SERIES OFFERS 
COST -EFFECTIVE BROADCAST 

QUALITY 
A 19V professional broadcast and tele- 

production monitor which provides preset 
controls for contrast, brightness, chroma, 
phase and aperture has been developed by 
Conrac. 

The 5300 Series has been specially de- 
signed for operator convenience in budget- 

Subsuib¢ to 
BP &P "and 
Stay on Top 
of Things. 

(Like the Ratings). 
Winning the rating game is the key to operating a profitable station in 

a competitive marketplace. Since its inception just two years ago, "BP &P" 
has presented the in -depth programming philosophies and strategies of over 
25 successful radio programmers, and how they're winning in their cities. 

The market profiles in "BP &P" are just one way you'll benefit from the 
good broadcast ideas that can help keep you ahead in the ratings race. And 
there's more. You'll keep on top of the latest audio /video equipment, ser- 
vices, promotion, automation, syndication . .. a complete information 
source on successful broadcasting. 

For just seven dollars (a tax -deductible business expense) we'll send you 
your own personal library of good broadcast ideas for a full year (six big 
issues). 

Fill out the coupon below, and mail it with your check or money order 
to: BP &P Subscriptions, Box 2449, Hollywood, CA 90028. 

SUBSCRIBE NOW! 

BP&P / P.O. Box 2449 / Hollywood, CA 90028 

Start my personal subscription to 

Broadcast 
Programming 
& Production 

UNITED STATES: 

3Years (18 Issues) $18 1 Year via Air Mail $13 

2 Years (12 issues) $13 FOREIGN: 

1 Year (6 issues) $ 7 C 1 1 Year (6 Issues) $8.50 

I have enclosed $ 

Name Title 

Station /Company New Renewal 

Address Home Otfice 
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limited broadcast, industrial and educa- 
tional applications. The unit features a 
Colormatch 19V shadow mask black mat- 
rix CRT, horizontal and vertical delay 
switches, a horizontal AFC time -constant 
switch, phase linear aperture correction 
and a switchable NTSC corrective matrix. 

The 5300 Series incorporates a rigid 
extruded aluminum frame with all set -up 
and convergence controls accessible in a 
lockable pull -out drawer located below 
the picture tube. A keyed back -porch 
clamp maintains true black level when 
operating with either composite or non - 
composite video. 

Brightness and resolution consists of: 
minimum 450 TV lines center, 360 cor- 
ners, at 20 fL. No point in the raster de- 
viates from its proper position by more 
than 2% of raster height. Convergence 
does not deviate more than 0.030 inches 
(0.75 mm) in a centrally located area 
bounded by a circle, the diameter of 
which is equal to picture height. 

CONRAC CORPORATION 
600 N. RIMSDALE AVENUE 

COVINA, CA 91722 
PHONE: (213) 966 -3511 

Want more details? 
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GLENN MILLER SPOTLIGHTED IN 
SYNDICATED RADIO SPECIAL 

The Swingin' Years has unveiled "Glenn 
Miller: Memory Maker" a 12 -hour special 
on America's most famous and best loved 
band leader. 

The show is a product of 150 hours of 
esearch, interviewing, editing, writing 
and taping. The result is a chronological 
display of Glenn Miller, the man and his 
music, from his first recording session in 
1926, to his final appearances with his 
Army Air Corps band in 1944. The story 
is told with original records, and by the 
musicians, singers and arrangers who help- 
ed Glenn Miller make those records .. . 

and memories. 
Subscribers receive a three minute tape 

for prospective sponsors, along with :60 
and :30 second promotional announce- 
ments with "beds" for live tags, and a :30 
second instrumental "bed" of Miller's 
theme for their own produced promo- 
tional spot. 

Each hour of "Glenn Miller: Memory 
Maker" is based on the same module as 
"Swingin' Years" and "Big Band Count - 
Down". Each hour is 48 minutes and con- 
tains six commercial positions. Cue sheets 
for each hour will give a complete display 
of music and segment times. 

THE SWINGIN' YEARS 
P. O. BOX Z 

TARZANA, CA 91356 
PHONE: (213) 999 -1937 

Want more details? 
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JBL UNVEILS BROADCAST 
MONITOR LOUDSPEAKER SYSTEM 

James B. Lansing Sound, Inc., (JBL) 
announces the Model 4301, a compact 
two -way monitor loudspeaker system 
designed specifically for broadcast and 
small recording studio applications. 

The 4301 delivers wideband sound re- 
production, in addition to high efficiency 
and accuracy. Use of the 4301 in broad- 
cast studios is particularly relevant in light 
of the most recent developments, includ- 
ing television /FM stereo simulcasting AM 
stereo and multiplex television audio. 

Its 8 -inch (20 cm) low frequency loud- 
speaker was engineered specifically for use 
in compact enclosure without the compro- 
mises usually associated with smaller dri- 
vers. For its size, this unit exhibits unus- 
ually smooth frequency response, wide 
dynamic range, superior transient repro- 
duction and low distortion. It features a 
precision die -cast aluminum frame for 
structural integrity under the most severe 
operating conditions. Its 2 -inch (5 cm) 
voice coil is suspended in a magnetic field 
having a flux density of 0.85 tesla (8500 
gauss). 

The magnetic field is generated by a 
21/2 pound (1.1 kg) low loss magnetic as- 
sembly energized by an Alnico V magnet. 
Mass and compliance of the integrally 
stiffened cone have been carefully selected 
to optimize low frequency bandwidth 
and definition while reducing distortion. 

High frequencies above 2500 Hz are 
reproduced by a 1.4 -inch (3.6 cm) direct 
radiator designed for clarity, smoothness 
of response and power handling capacity. 
Its 5/8 -inch (1.6 cm) copper voice coil is 
large in relation to cone size for efficiency 
and accurate transient reproduction, yet 
the diameter of the cone and center dome 
is small enough to maintain wide disper- 
sion at extreme high frequencies. The 
voice coil is suspended within a 1 -5/8 
pound assembly that generates a flux den- 

sity of 1.5 tesla (15,000 gauss). 
The system has a nominal impedance 

of 8 ohms and has a rated power handling 
capacity of 15 watts continuous sine wave. 

The 4301 enclosure utilizes a ducted 
port for proper acoustical loading of the 
low frequency loudspeaker. Its dimensions 
are 19" x 12 -1/6" x 11 -1/4" deep, mak- 
ing it suitable for horizontal mounting on 
a standard rack shelf. The enclosure is fin- 
ished on four sides in hand- rubbed Amer- 
ican Black Walnut veneer complemented 
by a dark blue fabric grill. 

JAMES B. LANSING SOUND, INC. 
PROFESSIONAL DIVISION 

8500 BALBOA BOULEVARD 
NORTHRIDGE, CA 91329 
PHONE: (213) 893 -8411 

Want more details? 
Circle No. 30 on Product Info. Card. 

"ON ENERGY" SYNDICATED RADIO 
PROGRAM ANNOUNCED 

PCM and Associates, Inc., announced 
the availability of "On Energy ", a two 
and a half minute radio feature for syndi- 
cation. "On Energy" deals with a topic 
listeners want to hear about: Energy. The 
show is written and produced in easy to 
understand language, with no technical 
theories or complicated explanations. 
Just straightforward information about 
what is happening with the energy in this 
country, using interviews with people 
in the energy field. 

"On Energy" is an interesting way to 
help fulfill your news or public affairs 
commitment. The host of the show is 
Mike Reagan, a prominent national radio/ 
tv figure, and son of former California 
Governor Ronald Reagan. 

"On Energy" is free and exclusive to 
one station per market. For a demo and 
more information call ro write: 

PCM AND ASSOCIATES, INC. 
14724 VENTURA BOULEVARD 

SHERMAN OAKS, CA 91403 
PHONE: (213) 783 -7212 

Want more details? 
Circle No. 31 on Product Info. Card. 

TWO MINI -U -MATIC PRODUCTS 
INTRODUCED BY 3M COMPANY 
A 10- minute Scotch brand mini -U- 

Matic videocassette and a mini -U -Matic 
head cleaning cassette have been intro- 
duced by 3M Company. 

The UCA -10S blank tape mini- video- 
cassette exhibits the same stop- motion 
capabilities and high -performance charac- 
teristics of the standard U -Matic tape for- 
mat twice its size. The tape in this pro- 
duct like that of a 20- minute version pre - 
visouly introduced, features a proprietary 
high energy oxide specifically designed 
for this smaller format. It is less abrasive, 
providing increased head life, better RF 
output, and greater signal -to -noise ratio 
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and fewer dropouts. 
The head cleaning videocassette (UCS- 

HC) contains a unique pre- recorded color - 
bar signal that indicates when this tape 
has finished its job. According to 3M, the 
tape should be effective longer than two 
years with proper handling and attention 
to operating instructions. 

The UCA -10S is packaged in either a 
compact book style container or a high - 
impact shipping /storage case. It carries a 

list price of $22.40. The head cleaning 
videocassette is packaged in the shipping/ 
storage case and has a list price of $29.00. 
Both will be sold through helical video 
dealers handling "Scotch" brand video- 
cassettes and accessories. 

3M COMPANY 
P.O.BOX 33600 

ST. PAUL, MINNESOTA 55133 
PHONE (612) 733 -9853 

Want more details? 
Circle No. 32 on Product Info. Card. 

SECOND GENERATION PARAMETRIC 
EQUALIZER FROM PARASOUND 
Orban/Parasound announces the avail- 

ability of a second -generation Parametric 
Equalizer -the new Model 622. Encom- 
passing all of the features of the field - 
proven Model 621 series, the new 622 
offers in /out switches on each of its four 
bands, standard balanced input with out- 
put transformer option, extensive RF 
shielding, and 115/230 volt, 50 -60 Hz AC 
power supply included in the package. 

A new proprietary parametric band - 
pass filter is virtually immune to the ef- 
fects of control wear, and complements 
the unique "constant Q" design by per- 
mitting -40 dB notches to be consistently 
obtained. THD has been reduced to less 

than 0.025 %, 20. 20,000 Hz @ +18 dim. 

All other features of the 621 series are 
retained: four cascaded sections, each 
with non- interacting, continuously varia- 
ble center frequency, bandwidth, and 
amount of boost or cut. Each section 
tunes over a 25:1 frequency range, with 
broadly overlapping coverage for maxi- 
mum flexibility. An overload light is pro- 
vided which monitors all potential over- 
load points in the circuit, and overloads 
can be easily corrected with the integral 
gain control. 

The 622 will be offered in single and 
dual -channel configurations on a 31" by 
19" rack mount. 

PARASOUND, INC. 
680 BEACH STREET 

SAN FRANCISCO, CA 94109 
PHONE: (415) 673-4544 

Want more details? 
Circle No. 33 on Product Info. Card. 

NEW TM I.D. AND PROMO PACKAGE 
TM Productions of Dallas, Texas, has 

announced the release of seven new sta- 
tion identification and promotion pack- 
ages ranging from complete advertising 
campaigns to high -energy ID series. The 
packages will be featured as part of 
TM's planned LP release, "Tomorrow's 
Radio ", in June. 

The seven packages are: 
The Winning Score - An identifica- 

tion and production music package per- 
formed on Warner Brothers Sound Stage 
One by a 75 -piece orchestra - the lar- 
gest ever assembled for station ID's - 
and containing special activated and con- 
trolled flow vocal material. 

You II -A sequel to TM's immensely 
successful "You" campaign, based on a 
reversal of traditional station advertising 
positioning: the listener, not the station, 
becomes the "star ". You II incorporates 
the best features of the first campaign, in- 
cluding key vocal phrases that were re- 
cently proved by extensive market re- 
search to be working effectively as mem- 
orable advertising hooks. 

Listen To Your City -A total adver- 
tising campaign for radio that draws on 
community loyalty as its motivating force. 
With collateral materials for television, 
billboards, and print, the campaign re- 
flects the disparate personalities of the 
city and its people. 

The Power: Ideas in Imagery - :\ 
multi- faceted ID series with enough var- 
iety of styles and format stagings to cover 
even the most diversified programming sit- 
uations such as that of WIND, its pilot 
station. WIND commissioned TM to de- 
velop a series that would convey all the 
things it meant to Chicago. The result: an 
ID series that any image- conscious sta- 
tion can benefit from. 

Fusion - Energy- oriented station iden- 
tification that "generates its own fuel ". 
Flow is the inherant motion that makes 
programming sizzle, and Fusion is design- 
cd to aid flow at points where energy or 
motion exists, or to create flow at low 
energy points. 

The Alternative -A powerful, atten- 
tion- commanding series of ID's designed 
to effectively identify while being cony 
pletely different from conventional 
music and vocal sounds. 

We Ilear You - An Image campaign 
that places radio communication in its 
best position: relating directly to the lis- 
tener. Including both short "workhorse" 
and long "image" cuts, it keys an obser- 
vable responsiveness from the listening 
audience. 

TM PRODUCTIONS, INC. 
1349 REGAL ROW 

DALLAS, TX 75247 
PIIONE: (214) 634-8511 

Want more details? 
Circle No. 34 on Product Info. Card. 

Broadcast Buffoonery 
by Robert W. Morgan 

No wonder our ratings are down. . . 

our P.O. thought quarter -hour main- 
tenance was a quickie janitorial service! 

JVC INTRODUCES NEW LIGHT- 
WEIGHT ENG COLOR TV CAMERA 
A new three -tube color TV camera 

weighing only 17.4 lbs., including built -in 
camera control unit, was introduced by 
JVC Industries, Inc. 

Designated the CY- 8800U, the profess- 
ional quality portable camera serves as a 

highly mobile companion unit to JVC's 
CR- 4400LU portable 3/4" cassette record- 
er- player. 

For Some of 
the Best 
Sales Jingles 
Available, 
Give Us 
a Jingle: 
(213) 882 -0177 

Contemporary custom- produced com 
mercials and image jingles for your ad- 
vertisers at reasonable prices. Custom 
logos for your station also available. 

I \ 
The ll 11111(x/00011 
Organization 

Box 3133 / N. Hollywood, CA 91609 

Want more details? 
Circle No. 35 on Product Into Ca, : 

RPM' 47 



The new camera is equipped with three 
2/3" magnetic- focus, magnetic- deflection 
Plumbicon tubes. Saticon tubes will also 
be available. 

The CY -8800U is a highly self -con- 
tained unit which can be activated by 12- 
volt DC power. 

The camera is priced under $20,000. It 
features an easy -to -use 1.5 inch CRT view- 
finder that can be moved forward and 
back, up and down and laterally. 

The new camera has external synchron- 
ization capability (SC plus SYNC or com- 
posite video) and can be operated remote 
through an optional unit. It also fea- 
tures a built -in color bar generator and 
can be used as an encoder or color mon- 
itor for line checking. Horizontal and 
vertical corrector circuits are provided 
for crisp pictures. Likewise, a circuit 
for indicating the wave form of the 
video signal is built in for constant mon- 
itoring. 

The new CY -8800U provides high 
sensitivity, high resolution color regis- 
tration by combining the three -tube sys- 
tem with dichroic- mirror color- separating 
optics. It has a 49 dB signal -to -noise ratio 
at f /4.0 with 277 foot -candle illumination. 

The C mount on the camera allows for 
a wide variety of lenses to be used. Color 
temperature can be set for 3000°K to 
7000K and is operated from the camera 
control panel. A special circuit automati- 

cally provides white balance adjustment. 
The dimensions of the new JVC color 

CY -8800U are: width 145 mm (534"), 
height 140 MM (5- 9/16 "), length 459 mm 
(18-1/8"). 

JVC INDUSTRIES, INC. 
50-35 - 56TH ROAD 

MASPETH, NY 

Want more details? 
Circle No. 37 on Product Info. Card. 

VEGA MODEL 63 DIVERSITY 
RECEIVING SYSTEM 

In the past, fades or dropouts have oc- 
casionally been encountered when a wire- 
less microphone system was used on a set 
and in studios. Vega's new single -package 

MellowMusic is the Original. 
So why settle for a copy? 

When Tom McKay left KNX /FM to form Windchime 
Communications, he knew he had a good format. 
But Dick Penn, GM at KBBC, Phoenix, says it's not 
just good... it's "UNBELIEVABLE! 

"Never have I seen such a rapid turn -around in 
any radio station since I've been in the 
business...Sales are distinctly up...The 
response on the street and in the mail has 
been genuinely impressive." 

Even Steve Marshall, National Programming Consul- 
tant for KNX /FM and the CBS /FM Group, says: 

"If you have the opportunity to avail yourself 
of Tom McKay's professional services, I could 
not recommend him strongly enough." 

Call or write for a demo. It's a dub of the original.. . not 
a copy. 

Windchime Communications Inc., 15300 Ventura Blvd./ 
Suite 220 /Sherman Oaks, CA 91403 /Tel. (213) 986 -0618 

Want more details? Circle No. 36 on Product Info. Card. 
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dual Diversity Receiving System (Model 
63) is designed to let you use wireless 
microphones with complete confidence, 
because it virtually eliminates problem 
noise and signal dropouts. Moreover, be- 
cause excellent soundtracks are now ob- 
tainable from fully concealed wireless 
mikes, much of the tedious dialogue loop- 
ing on filmed or taped programs can be 
eliminated. It's no surprise that the Model 
63 Diversity Receiving system is being 
used by all major network studios. 

VEGA 
9900 BALDWIN PLACE 
EL MONTE, CA 91731 

PHONE: (213) 442 -0782 
Want more details? 

Circle No. 38 on Product Info. Card. 

FREE CATALOG FROM 
TRACK AUDIO 

Track Audio will soon have in print 
the industries first full "Product & Infor- 
mation Catalog ". 

This fully illustrated catalog will con- 
tain information on equipment and sup- 
plies needed by the engineer. The pur- 
pose is to inform the engineer of what 
products are available. It will also be used 
to associate him with equipment he may 
not have been aware of. 

Those interested may request a copy 
by writing to: 

TRACK AUDIO 
BOX 24722 

SEATTLE, WA 98124 
PHONE: (206) 941 -2233 

Want more details? 
Circle No. 39 on Product Info. Card. 

SONY ANNOUNCES NEW EQUIPMENT 
FOR BROADCAST FIELD 

Sony Corporation of America has un- 
veiled new broadcast products. 

The products reflect Sony's continuing 
commitment to the broadcasting industry 
for ENG (Electronic News Gathering) and 
E FP (Electronic Field Production). 

The products include a 12- pound, por- 
table color video camera, portable 1 -inch 
high -band video recorder, portable 3/4" 
U -Matic videocassette recorder, and verti- 



cal interval time code generator reader. 
"The new Sony products respond to 

the most important needs of broadcasters 
- ENG equipment that is more portable 
and compact, with increased editing fac- 
ility and with the potential for improved 
picture quality" commented David K. 
MacDonald, general manager, Sony Broad- 
cast. 

"As ENG has met and surpassed on -air 
picture quality of 16 mm film," MacDon- 
ald continued, "our goal is to continue to 
provide new products and improvements 
that support the dramatic breakthrough 
begun by the emergence of ENG." 

The majority of larger television sta- 
tions throughout the country are utilizing 
video equipment for news gathering and 
other programming. A number have adop- 
ted the one -inch helical scan, high band 
format, characterized by the Sony Broad- 
cast BVI -I -1000 video recorder for pro- 
duction and post -production applications. 

SONY BROADCAST 
9 WEST 57TH STREET 
NEW YORK, NY 10019 

Want more details? 
Circle No. 40 on Product Info. Card. 

SPECTRA SONICS UNVEILS 
NEW AUDIO MIXER 

Spectra Sonics introduces a new, all 
solid state, audio mixer which may be 
installed is a standard electronic equip- 
ment rack. The unit is designated the 
Model 1100 Line /Microphone Audio 
Mixer. 

'040 i l . . . 
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This modestly priced mixer will 
accept six lines or six microphone in- 
puts and has a monaural output. It 
also features a monitor capability, high 
and low frequency equalization and a 

VU meter. The inputs and the program 
output are transformer isolated. 

Some performance specifications are: 
signal to noise ratio, 78dB plus or minus 
1dB; line input, 80dB minimum; maxi- 
mum continuous sine wave power, +24 

dBM, plus or minus .5dB; total harmon- 
ic distortion and noise, .02% maximum, 
.01% typical; equalization, plus or minus 
20dB at 20Hz and 20KHz, plus or minus 
14dB at 100Hz and 10KHz. 

The Model 1100 is available for im- 
mediate delivery, and priced at $800.00. 

SPECTRA SONICS 
770 WALL AVENUE 
OGDEN , UT 84404 

PHONE (801) 392 -7531 
Want more details? 

Circle No. 41 on Product Info. Card. 

FOLD -UP HAND TRUCK 
Designed to meet the rigorous require- 

ments of traveling film and video crews, 
the new IDI Superkart easily handles 90 kg 
(200 Ib), folds into a small light package, 
and weighs only 2.5 kg (5.5 lb). 

Design includes angular wheel lifters to 
assist in handling loads up and down stairs, 
fold -out lateral load stabilizers, heavy Ny- 
lon cross webbing to support small -sized 
loads, and a stout elastic bungee cord, 
which serves the dual purpose of holding 
the load in position and of securing the 
folded unit. 

ft 

I 
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Structurally, the IDI Superkart is 

made of aircraft- quality aluminum tubing, 
stainless steel, and heavy -duty industrial 
casters. It is completely weatherproof 
and has no sharp corners to damage things 
or people. Price is $75, and availability is 
from stock. 

IMAGE DEVICES, INCORPORATED 
1825 N.E. 149TH STREET 

P. O. BOX 61 -0606 
MIAMI, FL 33181 

PIIONE: (305) 945 -1 I I I 

Want more details? 
Circle No. 42 on Product Info. Card. 

GISEN SCANACIIROME PROCESS 
CREATES LARGE SCALE FULL 

COLOR VISUAL REPRODUCTIONS 
lmero Fiorentino Associates, Inc., now 

represents the Gisen Scanachrome 
- an innovative method for creating large 
scale full -color visual reproductions. This 
system has been successfully utilized to 
produce outstanding scenic elements in 
television. 

The Gisen process simply requires a 

Av 
8 powerful formats for automated or live radio. 

Complete Library Servie Mono or Stereo 
Ceyo, Stereo P,oducllone, 602 S. Isle, Inglewood, CA 90301 

Cell Bob Meylield collect et (213) 716 -6933 

Want more details? 
Circle No. 3 on Product Info. Card. 

properly scaled color positive transpar- 
ency. The subject for the reproduction 
can be chosen from artwork, graphic lay- 
outs, color prints, negatives, or any object 
or scene that can be photographed. The 
computer directed process will quickly 
and accurately enlarge and reproduce the 
full color image of the transparency dir- 
ectly onto almost any flexible material - 
including papers, fabrics and carpeting - 

by means of the nation's only scanning 
micro air -brush system. 

Minimum order is 30 sq. ft. Average 
retail price ranges from $9 to $15 per sq. 
ft. 

IMERO FIORENTINO ASSOCIATES 
10 WEST 66TH STREET 
NEW YORK, NY 10023 
PHONE: (212) 787 -3050 

Want more details? 
Circle No. 43 on Product Info. Card. 

NEW WIRELESS MICROPHONE 
FROM COMREX 

Comrcx Corporation introduces the 
ENG -MIC, a completely self- contained 
hand-held transmitter with 1 full watt 
output and built -in electret microphone 
for broadcast quality ENG sound pickup. 

The ENG -MIC, model IIIIT -IKA, fea- 
tures crystal control, automatic modula- 
tion control and operates on replaceable 
alkaline penlight batteries. 

Weather Radar 

We have a 
limited number of used RCA AVO -10 
Weather Radar Systems at a fraction of new cost 
These systems are overhauled by an FAA approved 
repair station and are guaranteed for 90 days. Repair 
service and exchange units also available. 

MEMPHIS AVIONICS 
P O. Box 30212 International Airport 

2834 Airways Blvd. Memphis. TN 3813,1 
Phone (901) 396 -4400 Telex 53 -325.1 

Want more details? 
Circle No. 44 on Product Info C. 
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01,00-"1 
The ENG -MIC produces all the power 

permitted to broadcasters by FCC Rules 
& Regulations, Part 74, Subpart H, pro- 
viding "punch through" power from even 
the most remote locations. 

Frequency range: 450 -451 MHz and 
455 -456 MHz. (Available on special order 
at 161.25- 161.775 MHz and 947 -952 
MHz.) The HHT -1KA is also available 
with tone generators for radio ENG re- 
peater systems. 

COMREX 
P. O. BOX 269 

SUDBURY, MASS 01776 
PHONE: (617) 443 -5077 

Want more details? 
Circle No. 45 on Product Info. Card. 

ULTRA -LIGHTWEIGHT "UNIVERSAL 
808" FLUID HEAD AND TRIPOD 

AVAILABLE FROM CINEMA 
Cinema Products Corporation announ- 

ces the availability of the new Universal 

808 fluid head and tripod. 
The ultra -lightweight Universal 808 

fluid head (2.8 pounds) is designed for 
use with all Super -8 cameras, and light- 
weight 16 mm and video cameras (with 
low C.G.) weighing up to 12 pounds. 

The Universal 808 fluid head and tri- 
pod is priced at $300.00 complete. 
CINEMA PRODUCTS CORPORATION 

2037 GRANVILLE AVENUE 
LOS ANGELES, CA 90025 
PHONE: (213) 478 -0711 

Want more details? 
Circle No. 46 on Product Info. Card. 

CONTROL OF TV QUALITY 
Any one of ten distortions to NTSC 

television pictures can spoil the picture 
quality. Matthey now announces the 
"Automatic Video Equalizer 2504N" 
which will examine the NTSC picture for 
distortion and automatically apply correc- 
tions. 

The 2504N works from an Interval Test 
Signal (ITS) inserted in the vertical blank- 
ing interval of the broadcast picture. If 
users prefer to operate from the Vertical 
Interval Reference Signal (VIR), the 
2504N can be programmed accordingly. 

A zero carrier chopper pulse generator 
can be switched on if desired for use in 
closed loop control of unmanned trans- 
mitters. 

The 2504N controls brightness, color 
saturation, smearing, definition and 
color accuracy. Technically, these are 
video gain, amplitude and phase 2T and 
12P/T and burst, sync, amplitude, LF bar 
tilt, and set -up. Manual controls are also 
provided. 

TELEVISION EQUIPMENT ASSOC. 
BOURBON STREET 

BOX 260 
SOUTH SALEM, NY 10590 

Want more details? 
Circle No. 47 on Product Info. Card. 
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Classified Ads 

Fill out this form, clip and 
mall with check or money 

order to: BP &P Classified, 
P.O. Box 2449, Hollywood, 

CA 90028 

1 1 1 1 1 1 1 1 1 i 1 I 1 1 1 1 1 1 1 1 i 1 1 1 1 1 1_1 1 1 11 L 1 
1 1 1 1 1 1 L 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 I I 
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Please print clearly. One box is provided for each letter, number, punctuation mark, and /or space between words. Ten word minimum. If 
additional space is required, use another piece of paper. 

Name Address 

City State Zip 

Total Number of Words X $ 1 -_ _ Per Word = Total Amount Per Ad: $ 

X Number of Issues in which Ad is to Appear 

CLASSIFIED RATES: 

Regular: $.55 per word. 
Employment Ads: Positions Open, $.50 per 
word; Positions Wanted, $.35 per word. 
Ten word minimum on all classified ads. 

Classified display rates: $27.50 per column 
inch (r /z column inch, $20.00). 
Classified ads do not guarantee Product Info. 
Card numbers (numbers are assigned on a space 
available basis). 

BP &P blind box number, add $2.00 

=Total Amount Enclosed' $ 

Classified ads must be submitted in writing with 
payment enclosed (check or money order made 
payable to "Broadcast Programming & Produc- 
tion"). No billing. Agency commission only 
payable on display classified ads. 

Inquiries to classified ads with blind box num- 
ber should be addressed to indicated box num- 
ber, c/o BP &P, P.O. Box 2449, Hollywood, CA 
90028. 

Maximum word length: 15 letters (over 15 let- 
ters counts as two words). Abbreviations or ini- 
tials count as one word. Telephone numbers or 

zip codes each count as one word. Split city or 
state names (such as Los Angeles), or hyphen- 
ated words count as two words. 

Ads will be placed in the next available Issue 
after order Is received. Please indicate under 
which classification you would like your ad to 
appear: 

Radio Programming, Television Program- 
ming, Equipment For Sale D Equipment 
Wanted, Station Services, OComedy Mater- 
ial, Positions Open, 0 Positions Wanted, 

Schools and Instruction, Miscellaneous 
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EQUIPMENT 

UREI, Sennheiser, Crown 
Emilar, Cetec, Yamaha, Otari, 

Shure, AKG, etc. 

1 1 
electro- acoustic 

, systems J 

P.O. Drawer 1923 150 N. Hull St. 
(404) 353 -1283 Athens, Ga. 30601 

Want more details? 
Circle No. 48 on Product Info. Card. 

FREE CATALOG 8 AUDIO APPLICATIONS 

OPAMP MABS.NC. 
LOS ANDFUS.c:úF 

AVE 
ow, 

CONSOLES 
KITS a. WIRED 

AMPLIFIERS 
MIC., EO, AC N, 
LINE, TAPE, DISC, 
POWER 

OSCILLATORS 
AUDIO 
TAPE BIAS 

POWER SUPPLIES 

Want more details? 
Circle No. 49 on Product Info. Card. 

LA SALLE AUDIO 
We cater exclusively to the professional 
broadcast, recording, and production 
engineer. 
We represent the major professional 
audio manufacturers, such as Scully, 
Tascam, JBL, Neumann, AKG, UREI, 
3M, Inovonics, Crown, Electro- Voice, 
Nortronics, Auditronics, Cetec, and 
many, many more. 
Call us for all your professional audio 
needs) 
Competitive prices. Most items in stock. 

740 Rush St., Chicago, IL 60611 
(312) 266 -7500 

Want more details? 
Circle No. 50 on Product Info. Card. 

STATION SERVICES 

ANNOUNCING THE INFO -MANIAC 
A monthly tip sheet on contests, promo- 
tions, happening nationally. You get a 

promotion every month with suggested 
copy, how to produce, air, and tie -in 
clients if desired. The Gavin Report of 
promotions. 

Want more details? 
Circle No. 51 on Product Info. Card. 

FREE CATALOG 
TAME MP INTO TOuls sTATIoHl HASH Ifs SIND OW IF 

sOOR STAIN. ION OTHERS SCIONS{ WORKED FOR, IS AMONG 

SENO FOR IT TODAS DATE IHNSISOES Mono.. AIROAT, 
CAll, OWNER. IHWOOSOK, POWER. ANO All CHANGES 

WRITTEN HAI SON sOu Imostocsallsors %GMT masts. 
ssowcr 

BROADCAST PROFILE 
P 11 WI, 9, 1101114,44401.7 1 A1I4 91020 

Want more details? 
Circle No. 52 on Product Info. Card. 

THE MUSIC DOCTOR 
That's what automated stations are call- 
ing us because they are calling us for 
things they can't get from their present 
syndicator like - enough upbeat beau- 
tiful ... all vocal groups (without solo or 
with) . .. 24 hours of Christmas music 
... announced classical and more. Save $ 
and a headache by coming to us first for 
complete automated beautiful, easy lis- 
tening, country, MOR, classical, rock 
gold. Want more information? A demo? 

BROADCAST MUSIC SERVICES 
1947 HILLHURST 

LOS ANGELES, CA 90027 
(213) 666 -4270 

Want more details? 
Circle No. 53 on Product Info. Card. 

Write 
for 

FREE 
Catalog 

CUSTOM RADIO PRODUCTION 
Contemporary ID's - Logo's - Intros. 
All Formats - Lowest Prices. 
ALSO - aR eN Teo. en 

flacks. DJ Com.d,., BOON.. FCC AT . 

Feadwre Pepralna. DJ Promo.. and MORE. I 
COMMAND 11 PRODUCTIONS eox 26348 
(4151 332.3161 S SAN FRANCISCO, CALIF. 9 412 6 

Want more details? 
Circle No. 54 on Product Info. Card. 

INFORMATION SERVICE 

Interested in any products or ser- 
vices advertised in this issue of BP &P? 
For more information, circle the num- 
bers on the enclosed "PRODUCT IN- 
FORMATION CARD" that correspond 
to the advertisements that interest you. 

Mail the card, postage -free, and more 
facts about those products and services 
will be rushed to you. 

DON ELLIOT 
1 ' 

Creative Services 

3330 BARHAM BLVD. HOLLYWOOD. CALIF 90088 

BOX 682 HOLLYWOOD. CALIF 90028 12131851 SPOT 

JINGLES 
1) Easy rock adult contemporary 

package. 
2) Sensational new double barrel) shot- 

gun package with synthesizer intro's, 
a capella end. Perfect for steaming 
out of stop sets and showcasing the 
next hit. 

3) Moog beds for promos, contests, com- 
mercials. New package of beds, punc- 
tutators, sustained pads, and short 
stingers, all editable. Buy one time - 
yours forever. 

Demos on request 
the price is right - we can be had 

Waist more details? 
Circle No. 55 on Product Info. Card. 

The book is out. You could be too, 
depending on your next one. Now, con- 
sulting help is as inexpensive as one more 
d.j. Contact Programming & Production 
Planners. 

Want more details? 
Circle No. 56 on Product Info. Card. 

THE 

ring au- 
STUDIOS 

AUTOMATED SOUND 
SYSTEMS PROGRAMMING 

(415) 592-6149 
3415 BERESFORD AVE BELMONT, CA 94002 

Want more details? 
Circle No. 57 on Product Info. Card. 

PROGRAMS 

ROCK REFLECTIONS 
Hosted by Jim Pewter 

Featuring the greatest golden hits of 
all time, plus the superstars who made 
them famous. Daily or weekly special. 
Contact Krishane Enterprises, 4601 
Willis Ave., Sherman Oaks, CA 91403 
(213) 981 -8255 

J 
ODKRISHANE 

ENTERPRISES INC. 
4601 Willis Ave. Sherman Oaks 
Calif. 91403 Phone 213/981 -8255 

Want more details? 
Circle No. 58 on Product Info. Card. 
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REOUIREMENT YET 7 Now - 

Broadcasting in the public Interest is as easy as playing an 

'IDIOTORIAC with Radio's wildest Ca rd lord 
Commentator -- MIKE SOLACE! 

sixty seconds - 65 segments 
* unlimited air play THE RADIO 

commercial availibility COHIT MEDY 

*priced by market size of THE 
needed comic relief DECADE 

*proven in 10 markets 
Send today for FREE DEMO: CASINO LOOT PRODUCTIONS, 

232 Bth Sr. Brooklyn. NY 11215 12121 768 1587 

Want more details? 
Circle No. 59 on Product Info. Card. 

EMPLOYMENT 

JOB WANTED 
3 years experience as disc jockey. Crea- 
tive writing ability for commercials and 
voice overs. Can handle all aspects of std 
tion promotion. Available immediatel' 
Robert Capieco, 177 East 22nd 

Apt. 2, Costa Mesa, CA 92627 
(714) 645-4527 or (714) 551 
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(213) 655 -0303 
Your Direct Line 

to Quality Professional 
Audio Equipment 
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Westlake Audio is a lot more than a studio 
builder. We represent, stock, sell and 
service the finest professional audio 
products available today! Microphones, 
tape machines, amplifiers, speakers, 
consoles and more. Whatever your 
product need, call Westlake Audio. 
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onitor Speakers 
Westlake Audio JBL Gauss /Cetec 

Amplifiers 
Crown JBL Cerwin -Vega SAE 

Microphones 
AKG Electro -Voice Neumann 
Sennheiser Shure Sony Beyer PML 

Support Equipment 
Allison Research Amber Atlas 
Auratone Countryman DBX Dolby 
Editall Eventide Clockworks Inovonics 

Koss Lang Electronics MRL MXR 
Multi -Sync Orban- Parasound Pandora 

Pultec Sennheiser Sony Stephens 
Superex U.R.E.I. White EMT Micmix 

tic Design 
on 

control room and 
sign, construction, 

interface. 

from acoustic design 
to down beat... 

Wesdale 
Audio 

Want more details? Circle No. 60 on Product Info. Card. 

6311 Wilshire Blvd. 
Los Angeles, California 90048 
(2131655 -0303 


