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Welcome to the R&R Ratings Report,
1980, Volume |. We thank you for your
appreciative response to the two 1979
solumes, and we trust you'll find this ver-
sion useful also.

Some interesting highlights were noted
1s we were putting together this volume.
Quarterly Measurement, Arbitron's 12-
wveek long spring survey system, was ex-
sanded to cover the top three markets
and their subsidiary markets. Quarterly
Measurement is being introduced to more
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markets this fall, and by next spring every
Arbitron syndicated market will have the
longer surveys. Also, Expanded Sample
Frame was introduced into markets rank-
ed 34-53 this sweep. The ramifications of
that move were apparent in markets where
AOR, ethnic and Country stations saw
enhanced numbers and where Beautiful
Music stations often suffered.

There are some new features in this
edition of the Ratings Report. Included
are two informative interviews with key
Arbitron figures — Mike Membrado, the
head of Arbitron Radio, and George Nic-
holaw, Chairman of the Radio Advisory
Council. There are ratings breakouts for
two new markets — Riverside-San Ber-
nardino and Johnstown —and we've
added some formulas requested by many
readers. Finally, with Arbitron’s permis-
sion, we were able to include actual audi-
ence estimates in the Drive Time Domina-
tors section, allowing readers a numerical
basis for comparing the pulling power of
key personalities.

Our exclusive features continue: over-
views of the ratings stories in the top 100
markets, market and regional format pref-
erence chart breakouts, and multi-book
trend data for all applicable markets, 174
in number.

A most hearty thanks to Gil Bond and
the Market Buy Market staff. Gil and his
crew recomputed their data base to make
it equate to Arbitron’s, and this time-con-
suming effort is appreciated. Thanks for

the immense efforts of the people here at
R&R as well. And special thanks are not
enough for Associate Editor Linda Mo-
shontz’'s indispensable contributions. As
always, Art Director Richard Zumwait and
R&R's production staff did a magnificent
job in transforming this publication into
final form. And thanks again to you. You
readers make all this effort worthwhile.
Here's hoping you get much use and en-
joyment from this edition.

— Jhan Hiber

Format Codes

Format codes were assigned based on
the latest information derived from the rele-
vant stations involved. R&R realizes that
these codes are generalizations but we
provide them for comparison purposes.

Market Overviews

The information contained in the market
overviews for the top 100 markets is ob-
tained from a variety of sources, including
the stations themselves. R&R reserves the
right to exercise our editorial judgment re-
garding which stations are mentioned in
the overviews and the information men-
tioned on each market. Every effort has
been made to provide the highest quality
information and data for your perusal.

This data is copyrighted by Arbitron.
Non-subscribers to Arbitron syndicated ra-
dio service may not reprint or use this in-
formation in any form.
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National Format
Preference Chart

|

R&R has received requests to compile and publish data on musical preferences and include that in-
formation in our Ratings Report. Below is the national chart showing how each major format fared among
ther 177 Arbitron markets measured in the fall sweep. We hope you will find this useful for a quick look at
preferences in radio usage nationwide.

In addition to this national chart, the following page shows differences in radio usage among the four
regions of the country. The regions used are comparable to the regions used by our format editors for their
reporters. Each market in the respective region was tallied, using the market pie-charts, to develop the
regional charts. The regional data was then used to compile the national chart you see below.
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BONNEVILLE ANNOUNCE?A:
Revolution

in

Programming

Gain total music
programming control
with Bonneville's

BOMEV“.I.E computerized
BROADCAST management system.

Write or call David Pollei.
QNSULTANTS |517567-8800 274 County Road Tenafly, New Jersey 07670
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Glossary Of Terms

An alphabetical listing of terms used by Arbitron in connec-
tion with rating diary data.

AM-FM Totals

A rating figure for AM-FM affiliates in time periods when they
simulcast.

Area Of Dominant Influence (ADI)

A geographic market design developed for television mea-
surement, based on measurable viewing patterns. Arbitron esti-
mates radio listening in ADI's for advertiser convenience and to
allow radio to compete with other media for advertising, as agen-
cies often base buys on ADI figures. Every county in the con-
tinental U.S. falls exclusively within one ADI (no overlap).

Audience Trends

Audience estimates for stations over a five-book period
based on Average Persons Share for the Metro Survey Area
based on broad demographics (Total Persons 12+, Men 184,
Women 18+, Teens 12-17). These appear in the front of a
market report and cover five daypart periods, starting with the
overall Mon.-Sun. 6am-midnight figures. These Audience Trends
are the quickest method of evaluating radio station standing in a
market over a period of time.

Average Quarter-Hour Persons

The estimated number of persons who listened (at home and
away) to a station for a minimum of five minutes within a given
quarter-hour. Based on the average of the reported listening in
the total number of quarter hours the station was on the air during
arating period. This estimate is given for the Metro Survey Area
(MSA), Total Survey Area (TSA), and ADI.

Average Quarter-Hour Rating

A station’s Average Quarter-Hour Persons estimate presented
as a percentage of the Universe (total population for the area).
Given for MSA and ADI.

Average Quarter-Hour Share

A station Average Quarter-Hour Persons estimate presented
as a percentage of the total Average Quarter-Hour Persons lis-
tening in the MSA during a given time period. Given for MSA
only. This is the most commonly used figure for showing station
standing in a market, when expressed for Total Persons 12+,
Mon.-Sun. 6am-midnight.

Away-From-Home Listening

Estimates of radio listening during times the diarykeeper
indicates he or she was listening away from home. Arbitron pre-
sents estimates of Average Persons for the MSA and TSA lis-
tening away-from-home, and a Percentage Away, the percentage
of each station’s total average audience that is listening away-
from-home. Dayparts covered are Mon.-Fri. 6-10am and 3-7pm,
Mon.-Fri. 10am-3pm, and Mon.-Fri. 7pm-midnight; demographics
are Total Persons 124, Men 184, Women 18+, and Teens
12-17.

Cume Persons

The estimated number of different persons who listened to a
station for a minimum of five minutes within a given daypart.
Shown for MSA, TSA, and ADI.

Cume Rating

The estimated number of Cume Persons given as a percen-
tage of the Universe, shown for MSA only.

Cume Daypart Combinations

The Cume estimates for a station during 18 non-standard
time periods, with all 12 demographic groups shown individually
for each non-standard daypart combination.

Daypart

Simply, a part of the day (6-10am, 3-7pm, etc.).
Dayparts Average & Cume

Also known as Uncombined Audience Estimates. Shows
Average Persons in both the MSA and TSA along with Shares
for the Metro (MSA) for each of nine dayparts in all 12 demo-
graphic categories, and does the same below for Cume Per-
sons in the MSA and TSA and Cume Ratings for the MSA. The
Uncombined Audience Estimates are the basis for analyzing
Target Audience demographics.

Demographic Categories

Arbitron uses 12 demographic categories: Total Persons
12+; Men 18-24, 25-34, 35-44, 45-54 and 55-64; Women
18-24, 25-34, 35-44, 45-54 and 55-64; and Teens (12-17).
Combinations, such as Women 18+, are also employed.

Exclusive Cume Listening

The estimated number of Cume Persons who listened to just
one station within a given daypart (minimum: five minutes). Arbi-
tron publishes Exclusive Cume listening estimates for five day-
parts (including the overall Mon.-Sun. 6am-midnight period) and
the four basic demographics (Total Persons 124, Men and
Women 18+, and Teens).

Expanded Sample Frame (ESF)

Arbitron methodolgy for retrieving survey data from house-
holds with unlisted phones. Designed to improve survey cover-
age of listeners from both ends of the economic spectrum; par-
ticularly minorities, it is now being used in more than 50 markets
as of April 1980.

High Density Ethnic Areas

Areas with high black or Spanish population defined by Arbi-
tron in markets with 15% or more total black or Spanish popula-
tion and at least one Black- or Spanish-formatted station (or in
markets with no such station and 20% ethnic population). Can
be either HDBA's (High Density Black Area) or HDHA (High
Density Hispanic Area).

Hour-By-Hour Estimates

Stations’ Average Persons TSA and MSA and Metro Shares
shown on an hour-by-hour basis in the Mon.-Fri. 5am-1am period
in all demographics (Metro Shares in just the basic four demo-
graphics). These help in pinpointing precise performance by
stations and air personalities.
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Glossary Of Terms

In-Tab Sample

The number of usable diaries returned and tabulated by Arbi-
tron in producing a report,

Metro Survey Area (MSA, Metro)

Essentially, Arbitron’s statistical definition of a market’s metro-
politan area. Arbitron’s MSA’s generally correspond to the U.S.
Office of Management and Budget's Standard Metropolitan Sta-
tistical Areas (SMSA's); exceptions “dictated by historical in-
dustry usage and other marketing considerations” do exist. In
New England, where SMSA’s are defined on a “town” rather
than a “county” basis, Arbitron uses the Standard Rate & Data
Service’s (SRDS) full-county definition to define the MSA in
cases where the SMSA represents 65% or more of the SRDS
full-county definition in that market. Where the SMSA is less
than 65% of the population of the SRDS full-county definition,
Arbitron uses the SMSA to define the MSA.

Metro And ADI Totals

Total listening in either the Metro Survey Area or Area of
Dominant Influence, including estimates of listening to reported
stations, to stations that did not meet Arbitron’s Minimum Re-
porting Standards (usually getting less than .5% of the total lis-
tening audience), and estimates of listening to unidentified sta-
tions.

R&R RATINGS REPORT/1980 ¢

Quarterly Measurement

A new Arbitron survey technique covering 10 and 12-week
sweedps rather tha four-week surveys. Begun in A/M 78 in
Seattle and New Orleans, the technique is now used in 22 mar-
kets. By Spring '81 all markets will have Quarterly Measurement,

Sampling Unit
A geographic area consisting of a single county, a group of
counties, or part of a county.

New Formulas For Ratings Report

Question: How to calculate the number of diaries return-
ed from each demographic cell?

Answer: Multiply the percent of unweighted in-tab contri-
buted by the discrete demo times the total in-tab for the mar-
ket. The figure derived is the number of usable diaries return-
ed and used to project audience estimates for the relevant

audience cell. Formula:

Unweighted in-tab figures for the relevant demo
(from page three of your local market report)
X
Total market in-tab.
Example:
Men 18-24 percent of unweighted in-tab is 7.9%
Total metro in-tab (12+) is 928
Therefore,
928 X 7.9% = 73.3,
or 73 diaries were returned and used to project ratings for
men 18-24 in the relevant market. Performing these computa-
tions for every audience cell will allow you to determine where
there were areas of heavier or lighter return from survey to
survey. The fewer the diaries that were used to project audi-
ence estimates, the less stable those estimates.

Population Estimates/
Sample Distribution Page

This page of an Arbitron market report presents the read:
with an estimate of the total population of each Arbitron dem:
graphic group for the TSA, MSA, and ADI, and each demogr:
phic's percentage of the total 12+ population. Also presente
is the percentage in each demographic for unweighted In-Ta
Sample, and for weighted In-Tab Sample. This first figure give
the reader the percentage of diaries returned in a demographi
as compared to that demographic’s actual percentage of th
12+ population (example: Men 18-24 could account for 10.1¢
of the population in the MSA, but only 7.9% of the In-Tab Diar
Sample). The weighted In-Tab Sample figure is the same as th
percentage of the 12+ population for any given demographic
and is the result of Arbitron’s statistical procedures to adjust th
weight of diaries within a demographic. Figures are also liste
for total numbers of diaries placed and returned.

Target Audience Estimates

Average Persons, Cume Persons, and Average Person:
Ratings and Shares in five dayparts for six adult demographic:
plus teens. These are shown for Adults 18+, 18-34, 18-49
25-49, 25-54, 35-64, and Teens, and are later broken down fo
Men and Women as well.

Total Survey Area (TSA)

All Metro counties plus all other counties in which there is
significant listening to stations located in the Metro. Significant
listening is basically defined as counties in which 10% of the
Cume listenership is to stations in the Metro being measured.

Universe

The estimated total number of persons in the sex-age groups
and geographic area being measured.

Question: How can you calculate the impact of processing
errors made by Arbitron in the compilation of your ratings?
Answer: Perform a post-survey diary review in Laurel.
When going through the diaries in Laurel, use the following
formula to compute how significant an error, when discovered,

may be. Formula:
Number of quarter hours affected by the error
X

the PPDV (cume diary value) of the diary in question.
Divide that figure by the number of quarter hours in the
relevant affected daypari(s).
Example:
If an error costs your station 10 quarter hours credit in AM
drive, and the diary value in the demo is 1421, then the figures
would read:
10 X 1421

= 177.6
80 (number of quarter hours M-F, 6-10am)

In other words this diary entry, if handled properly, would
have added approximately 178 (rounded off by Arbitron to
200) average persons to the relevant demo’s total in AM
drive. If your station received no other entries in the diary,
you might be entitled to add the cume value (1421, or ap-
proximately 1400) to the respective demographic’s cume
total for your station.
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The Key Formuia
Let's start the analysis by listing the variables
involved (why not follow along with an example from
the last Arbitron in your market...):
1. Station
Demographic Cell
Daypart
Total 12+ in-tab for the market
(metro, ADI or TSA)
5. Demo Cell In-Tab
6. Station Rating For Demo/Day-
part
An example used in a recent siminar in Detroit
will illustrate what information you need:
Stations: A; B
Demo: Adults 25-49
Daypart: Monday-Friday, 6-10am
(80 quarter hours)
Metro 12+ In-Tab: 1631
Adults 25-49 In-Tab: 630
Station Ratings In The Jan./Feb.
Report In The Specified Demol
Daypart: A 4.3;B 1.9
Now that we've determined the input, let's plug

those numbers into the formula to figure “standard
error” of a given rating.

2,
3.
4.

Billions of advertising dollars. Thousands of careers. These are the stakes involved in a
radio industry dependent on the Arbitron radio market reports. Yet how accurate are the
Arbitron numbers? Many broadcasters and ad agencies may not be familiar with how much
“give” there really is in the estimates. Since many important advertising, programming and
career decisions are made based on the numbers, we though you'd like to know how re-
liable are the numbers you see in the book. We've included a formula and table you can use
to figure how much plus or minus range there can be in a given estimate in your market. (We
should note here that estimates from any major survey firm are subject to similar variations.)

Standard Error
Calculation Formula

(To determine how much ‘‘plus or minus
range’’ there is in an average rating)
PXxq
2x\y n x SE

1. Determine "p ' Arbitron rating (as shown in
book for the specific station, demo and daypart).

Station A 4.3
(Adults 25-49 Average

Rating, M-F, 6-10am)
2. Determine "q"
q=100% - p
100 —4.3= 95.7
3. Determine “n”

n = in-tab sample size for
the specific demographic

p=43

n = 630

Page three of the Arbitron report shows the metro
“percent unweighted in-tab” that each demo contri-
butes. Since we are examining adults 25-49, just
add the percent figure for the various unweighted
{actual diary in-tab)} demo cells — in this case men
25-34, men 35-44, men 45-49, plus the percents

—

Arbitron Ratings: A Probing Look At
The Accuracy Of The Industry’s ‘‘Bible”’

for women in three cells. In this case, (J/F 79 Det
ARB) we came up with 38.6% of the total 12+
in-tab of 1631, yielding 630 metro diaries that came
back from adults 25-49. Try this in your market
selecting a target demo and then adding up the
page three unweighted figures. This determines
what percent of the total in-tab came from the demo
you are examining.

4. Determine number of quarter-hours in the spe-
cific daypart. In this case, Monday-Friday. 6-10am
= 80 quarter hours.

5. Determine the “Statistical Efficiencies” (S.E.)
From a table computed by Arbitron, and reprint-
ed here with their permission, select the relevant
demo and the correct quarter-hour total (from
Step 4). You'll note that for adults 25-49, in a day-
part containing 80 quarter hours, the S.E. is 2.7.

6. Let's now plug the above ingredients into the
formula:

(Pxq)
43x957 = A5 _
630 x 2.7 1701
(n x S.E.)

V.24 = .489

2 x .489 = .98 (round off to 1.0)

Thus, we see that station “A” 's 25-49 average
adult rating in morning drive is subject to standard
error of approximately 1.0, or one average rating
point. We can say then that the 4.3 as shown in
the book is actually 4.3 plus or minus 1.0, or 3.3
to 5.3. If we took station “B,"” with its 1.9 rating
in the same demo and daypart, running the figures
through the formula show that the 1.9 is plus or
minus .7, thus probablya 1.2102.6.

Arbitron Radio Statistical Efficiencies
For Calculating Standard Error
Etficiency of Average Ratings EMciency ol Average Ratings
Population Based on Number of Quarter-Hours in Day-Part Populahon Based on Number of Quarter-Hours n Day-Part

Group 20 80 100 160 504 Group 20 80 100 180 504
Total Persons 12+ 1.2 1.9 2.0 2.1 2.4 Women 1834 1.7 34 3.7 4.4 5.5
Total Adults 18+ 1.3 2.0 21 2.3 26 Adults 50-84 1.5 2.7 3.0 34 43
Total Men 18+ 1.4 2.5 2.8 3.2 a1 Men 50-84 1.5 29 33 41 5.9
Total Women 18+ 1.5 2.5 2.7 3.0 3.4 Women 50-84 18 2.9 3.2 7 48
Adults 18-49 1.5 2.8 2.7 31 38 Teens 1217 2.0 44 49 5.9 7.9
Men 18-49 1.5 3.0 3.4 a1 5.5 Adults 25-34 1.6 33 7 4.4 5.7
Women 18-49 1.6 2.9 3.2 3.6 43 Men 25-34 1.6 3.6 42 5.3 8.2
Adults 3564 14 2.4 28 29 34 Women 25-34 1.7 34 3.8 4.4 46
Men 3564 1.4 2.8 31 3.7 49 Adults 18-34 1.8 3.9 43 5.2 7.0
Women 35:64 1.6 2.8 3.0 3.4 4.1 Men 18-24 1.7 4.3 49 8.3 9.9
Aduits 2549 1.5 2.7 29 33 38 Women 18-24 1.8 39 4.3 51 6.6
Men 2549 15 3.0 3.4 42 5.7 Adults 35-44 1.55 3.09 3.40 4.05 5.29
Women 25-49 1.8 3.0 3.2 a7 a5 Men 35-44 1.49 327 3.70 4.69 7.09
Aduits 50+ 1.5 26 27 31 3.8 women 35-44 1.64 3.22 3.63 414 5.26
Men 50+ 1.4 28 3.1 38 53 Adults 45-54 1.83 2.9¢ 3.26 3.88 $.03
womaen 50+ 1.6 28 3.0 3.5 42 Men 45-54 1.46 3.10 3.50 4,42 6.66
Adults 3549 1.5 28 31 36 4.5 Women 45-54 1.62 an 3.39 3.97 5.03
Men 35-49 1.5 31 3.5 43 6.2 Adults 55-64 1.53 29 318 3.79 493
women 35-49 16 31 33 39 48 Men 55-64 1.46 3.01 3.38 427 8.43
Aduits 18-34 1.6 3.2 3.5 a1 5.2 Women 55-64 1.62 3.05 3.32 3.88 491
Men 18-34 1.6 7 4.2 5.3 7.8
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AN IN-DEPTH INTERVIEW WITH

Arbitron’s Mike Membrado

Mike Membrado recently replaced Rick Aurichio as VP/GM of Arbitron’s Radio
Division. As such, he determines much about the future of the radio industry. The
R&R Ratings Report is an ideally-suited vehicle for his first in-depth interview.

Membrado, who spent most of his career on the TV side of the business, talks
about changes at Arbitron, his management style, and the future of radio measure-
ment in the 80’s. One of the topics discussed — that of delaying adding data on
working women or in-car measurement — has become a reality since the interview
was conducted. At the recent Advisory Council meeting, Arbitron announced that it
wanted to further research whether to add data on these areas.

R&R: What has been the most difficult adjust-
ment you've had to make coming to Arbitron Radio
from a longtime TV background?

MM: | don’t know that it's fair to say ‘‘difficult
adjustment.” | think in this position | have to under-
stand the multiplicity of radio stations, the fact that
some are really struggling for national business, and
the urgency they feel about Arbitron Radio.

R&R: Now that you've been in the radio job for
several months, has it been established what your pri-
orities will be for the next year or two?

MM: They have been established, and were es-
tablished by my predecessor, from what we’ve leamed
intemally and what you hear in the industry, judgment —
good judgment — levied. The improvement of the
Arbitron services has been on the drawing board
and will continue for the next two or three years, and
for the moment there seems to be general agreement
that what we're doing is what we ought to be doing
in the way of good research.

improvement Priorities

R&R: Can you be more specific about your prior-
ities for improvement?

MM: ESF continues and will be in place every-
where by sometime in 1982. Quarterly measurement
becomes a fait accompli for the whole country, effect-
ive January 1. | don’t want to put words in anyone’s
mouth but | have not heard any negative response to
Quarterly Measurement anywhere in the industry.

MM: | don’t think so. The professional research
people that work for Arbitron are convinced that the
diary is the most accurate and best way to measure
radio audiences.

R&R: What steps are ahead in the next few years
that will increase the reliability of the estimates?

MM: We currently have standard procedures —
TR (telephone retrieval) and the personal placement

audiences.”’

““The diary is the most accurate and best way to measure radio

Everybody seems to believe this is inherently better
research, so that’s there. Qur research department
is constantly investigating way to improve our research
techniques, specifically the diary — we are constant-
ly evaluating whether it is the best diary. There are
going to be some changes this fall. "We're doing a
series of things constantly trying to improve the re-
search to best ascertain what the radio audience is.

R&R: As we look at the decade of the 80's, have
you been able in your short tenure to form a future
vision for radio measurement?

MM: | think a decade is a long time for me to
speculate.

R&R: Has Arbitron gone beyond 1982 when ESF
will be in place in all syndicated markets?

MM: There is an outside possibility we will con-
tinue to investigate the single-person-per-household
diary concept. From a practical point of view | can't
tell you right now whether we can afford to do it, or
whether the industry will pay for it, and | can’t tell
you honestly that it is better research than what we
are currently doing, but it is conceivable that if you
are talking long-term that this is the way radio research
may be going.

R&R: Do you think there is a possibility that a new
measurement instrument will be utilized by Arbitron
this decade, other than the diary?

and retrieval of diaries in Hispanic homes. Our inves-
tigation of the propriety of that method of getting ra-
dio audiences into the book has gone on for six or
seven years. We may be coming to a point where we
have sufficient evidence to come to a conclusion on
telephone retrieval and personal placement and re-
trieval. We might say we know that this is the best
way to do it. Or we may say that we think we’ve found
another way more suitable for the accurate measure-
ment of black and Hispanic audiences.

R&R: Are you referring to the differential survey
treatment?

R&R: | am, and the results at this moment are
inconclusive.

R&R: when do you think research could be con-
cluded on this so that Arbitron can announce yea or
nay on differential survey treatment?

MM: We hope that in the next two months our
research staff can look at the weight of evidence
from six years of research and will be able to make
a precise recommendation as to what we ought to do
and even when it would be most suitable to do it.

Sales Challenges in The 80’s

R&R: How do you think Arbitron can help radio
sales meet the challenges of the 80's?

MM: | don’t want to sound too idealistic but I'll
give you what | think. We do **how to use’’ courses
throughout the land, almost for any group that wants
them. We will establish in the fourth quarter of this
year the Arbitron Rating Workshop. The intent of all
of this effort is to make radio broadcasters aware of
what we do, how better to understand and use the
data we provide, and how better to transiate that
data into dollars — because without that the whole
exercise is pointless. The concept of this entire pro-
cedure is to say to a radio broadcaster, ‘‘Foliow my
pattern, interpret the data this way, and you can turn
around and sell an advertiser more effectively than
before,”” because maybe this is something he hasn’t
seen before.

R&R: Do you see a way that Arbitron results can
be presented in a more understandable form to a lo-
cal advertiser? A retailer, for example.

MP: | think we might get agreement that the
current local market report is not ideal and maybe
contains too much information. It has come to pass
because certain aspects of the industry have re-
quested certain data, and that data has been added,
etc. We would very much like to fully examine the
content of the book and the way it's laid out, but it
will take a while because it's a major project to re-
evaluate entirely and maybe do a revision of the re-
port. But to be honest, we have to go to every seg-
ment of our marketplace, get their feedback, and
then find some major areas of agreement before we
could revise the local market report.

R&R: Do you think that Qualidata — which
provides qualitative information for a market — wil
ever seep down into the markets outside the top 20°
Does Arbitron have a plan for that so local advertis-
ers will have additional information on which to base
their buying decisions ?

MM: No plans at the moment. We are going tc
do nine markets and anticipate the maximum will be
20, perhaps on an erroneous supposition that there
will be no interest below market 20. | don’t know
what the interest will be in the medium and smaller
markets.

R&R: Do you think national radio ad dollars are
going to remain stable or do you see a decrease dur:
ing the 80’s?

MM: To be honest with you | don’t understand
the pattern of radio ad expenditures. Logic will tell
you that when times are tough there is a drop in the
amount of TV expenditures — and you would ex:
pect that there would be a converse increase in the
amount of radio expenditures. Sometimes that hap-
pens, but sometimes radio suffers also. There isn’t
any pattern, so | don’t know the answer to the ques-
tion. However, radio has survived handily with 13%
increases in the last few years — and | don’t see
anything that would change that.

R&R: There are those that charge that the Arbi-
tron report is not a viable local sales tool, that the
system is geared to the major national ad agencies
and clients. Do you feel this is a valid claim?

MM: | doubt it because | suspect there are
some aspects of the market report that are usable
on a local basis, to show an advertiser the bene-
fits of a station. Understand that there has been a
conceptual change. It used to be, in both TV and ra-
dio, that no local salesperson ever looked at the rat-
ings book. You sold on your good looks and the abil-
ity to buy a drink once in a while. That concept fin-
ally changed because everyone realized that the rat-

Continued on Page 14
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Membrado

Continued from Page 12

ings are here to stay, they seem to reflect the aud-
ience, therefore we had better learn to understand
what these books are saying. Local TV salespeople
and in major radio markets, are getting more use from
the books.

R&R: Are there any plans at Arbitron to help ra-
dio deal with competitive media, especially the local
newspapers?

MM: Beyond Qualidata, there is nothing on the
drawing board at this time.

Diary Improvements Coming

R&R: Do you have any idea when the diary will
be changed to incorporate an additional column that
will capture listening away from home and in a ve-
hicle?

MM: No, and the other area we may look at is
working women. We will go to the industry — the Ad-
visory Council, RAB Goals, but | don't think we are
even in a position to recomment that we go to the
changes until the research suggests that we do it.

R&R: On both the working women and the ve-
hicles situation, is additional research still needed, in
your opinion?

MM: | think so. | don't think we've come to a
final conclusion on either issue.

R&R: With regard to Quarterly Measurement, it
appears that in the Spring sweep there was tre-
mendous oversample in the top three markets. Does
Arbitron intend to keep or strive for in-tab goals as
high as they were in the spring, or is there going to
be a reduction down to more normal in-tab figures?

MM: We are proposing sample size increases
in most markets across the country, but | am sure
that even with the increase in samples it probably
will not go back to the levels achieved this past
sweep, especially in Chicago, for example. That was
simple error on our part.

R&R: Will you be a visible spokesperson for
Arbitron and for radio?

MM: Yes, but I'm going to need a wee bit of
time. There are aspects that I'll be asked to speak on
that I'm not currently competent . . . to speak on.
Nobody wants to stand up and be a goddamn fool.
But | hope to be the Arbitron spokesman any num-
ber of places, any number of times. I'll address my-
self to those subjects that I'm comfortable with, and
defer to my associates on those items that I'm not
comfortable with.

calls per year — will be originated in a center at
Laurel. There will be direct supervision by profession-
als, | hope. How far it goes depends on the success
of the first one. Eventually we may go to two or three
centers.

R&R: Do you have any timetable as to when this
might get rolling?

MM: | hope we can get it early next year.

R&R: Diary security, media affiliation, survey in-
trusion are constant problems. Do you have any
ideas as to how this problem can be alleviated?

MM: We are working on one solution. A research
test was just completed in which we measured the
benefit of asking the media affiliation question up
front during the placement phone call. | don't have
a memo from them saying what we should or should
not do in this area, but my supposition is that we
may wish to introduce the media affiliation question
in our first phone call.

Contract Pricing

R&R: Given the context of the current hassle
over the new Arbitron rate card and contract, do you
think an alternative pricing policy may be available
in the 80’s? For example, as Dick Logan mentioned
recently to me, might it make sense to price accord-
ing to the station’s gross revenues annually?

MM: We are not wedded to the highest open
minute rate concept currently in use. We have said

why we do it. | don’t think our clients are ever go
ing to agree that we are always correct because we
come from different positions, but we're in a business
where we can't have too many secrets. We're going
to tell you what we're doing, what we are thinking
of doing before it gets set in concrete, and we'r¢
going to communicate as best we can.

R&R: For those that want to communicate wit!
Arbitron Radio, with you, how would you sugges
they do that?

MM: It's a good question. You have my guaran
tee that anyone who writes here will get a response¢
as thoughtful as we can get back to them.

R&R: In a timely fashion?

MM: Not as timely as I'd like! But there is ar
acknowledgement within 48 hours that we have a
least gotten the letter and are looking into it.

R&R: How do you see the relationship betweer
Arbitron Radio under your guidance, and the Arbitror
Radio Advisory Council?

MM: | think the association is based on mutua
respect. They don't pull any punches. The counci
has been contributors to any number of change:
in Arbitron services, and that is a fact. That's a goo«
relationship.

R&R: Are you going to be encouraging mort
guests, more input from people not on the council?

MM: That decision is made by the council itself

R&R: What about the concept of having some

too much information.’’

““The current local market report is not ideal and maybe contains

to the industry that if they have any suggestions that
have merit, we will gladly entertain and examine those
ideas. Ain't nothing coming back. Now, as far as
Dick's concept is concerned, sure, it's feasible to e-
volve a revenue structure based on station billing,
but how do you ascertain for a fact what that sta-
tion’s billing was for the previous year? It would be
preferable if that information came from a govern-
mental agency, stated as a fact. We don’t even know
if the government would even give us the information.

R&R: What do you see ahead as the revenue
guidelines that will be coming down from Control
Data? Using today’s rate as an index of 100, what
will broadcasters be paying Aribtron in the next five
to ten years.

MM: This is a highly sensitive point. It is the
prime concern of radio broadcasters and we are hy-

“If my credentials are not 20 years in radio, at least they are 20
years in broadcasting with some radio background.”’

80’s Timetable

R&R: Here are some possible action items for
the 80’s. Let’s see what your thoughts might be on
these areas. Improving Arbitron’s field operations
and survey implementation staffs — do you see any
hope of going from the current decentralized setup
to @ more centrally organized operation, where super-
vision is possible?

MM: There is a list of things which | will get
you which we have done to improve the quality of
field interviewing in the short time that I've been
here. There are 12 items on that list, from training
to bonuses, to closer supervision, to education in
Beltsville. You are right, this is an area of major con-
cern, and a hell of a lot has been done to improve
what we’ve done in this area.

As for the decentralization issue, we are in the
slow process of developing WATS centers, from
which a substantial number — in excess of a million

persensitive to it. { don’t know that | can answer
you in terms of revenues or profit margins. What is
pertinent is that we do not intend to take advantage
of the position in which we find ourselves in the ra-
dio research field. The rate increases that will be go-
ing into effect are literally for improved service —
ESF, Quarterly measurement, and additional sample
— so there is an increase, but you get something
for it. | hope that is the philosophy we can follow
over the years.

Management Style

R&R: What credo would you like to leave with
our readers regarding how Arbitron radio will function
under your tutelage ?

MM: | say this, and | mean it: we will be as open
with anybody — subscriber, non-subscriber — as
we conceivably can be. You know what our proce-
dures are, what our edit rules are. Whatever we do
is fair game. We'll be glad to talk about, tell people

one at Laurel with a communications background t
act as a referee or ombudsman, resolving produc
tion conflicts as they arise?

MM: it is worth looking into.

R&R: There is much that the TV AID systen
does that is not available yet on radio AID. Do yot
foresee a time, for example, when customized demo-
graphics can be developed through the radio AlL
system?

MM: | hope so, but | don’t know when. We are
constantly looking for ways to improve AID, and
would hope that we can do it faster than we have
been able to do up to now. A lot of our future de
pends on how well we provide AID to our customers

R&R: Do you foresee a time in the 80's when
through AID or another technique, there would be
no ratings books as we now know them?

MM: It is talked about at Arbitron, it is concept
ualized, and | think I'll be in a box in Woodlawn be
fore it ever happens. There's a lot to be said for the
emotional satisfaction of a hard copy item showing
the audience figures.

R&R: There has been criticism of your appoint:
ment, given the fact that your radio experience is
skimpy. How would you answer those critics?

MM: | hope | was picked because | am a broad-
caster who cares about the industry, and there are
some credentials, for what they're worth. When | go
out of school 1 went to work for an agency. At thai
time TV was not a major factor. This agency pul
its young staffers to work in media research. | got
to work in radio with such people as Claude Hooper
1t was what | did for two years, it was the first thing
| did in this business, and | hope | retained some o
that knowledge. | was also on the board of directors
of a company (KATZ rep firm) where radio was ar
integral part of our business. If my credentials are
not 20 years in radio, at least they are 20 years ir
broadcasting with some radio background. | think
am sensitive to the part that Arbitron plays in the ra
dio industry.

— Jhan Hiber
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A CONVERSATION WITH

George Nicholaw
Arbitron Radio Advisory Council Chairman

George Nicholaw, VP/GM of KNX/Los Angeles (a CBS O&Q), was recently
elected chairman of the Arbitron Radio Advisory Council. Nicholaw, who succeeded
Ed Christian of WNIC-AM-FM/Detroit, has been Chairman for about six months, so we
thought it would be a good time to get his thoughts on the role of the Council, assess
the job it's doing, and obtain his opinions about Arbitron.

R&R: George, what would you say is the major
goal of the Council under your chairmanship?

GN: We would like to try and help subscribers
deal with what they perceive as inadequacies in Arbi-
tron’s system of audience measurement. Some spe-
cific concems deal with diary placement and retrieval,
sampling persons in groups quarters like dorms and
military installations, and the viability of Expanded
Sample Frane and Quarterly Measurement.

visory body to Arbitron. We can only hope to sometimes
force them to reevaluate ways of dealing with the ques-
tions and problems that are brought before us. We try
to cover problems that affect subscribers and nonsub-
scribers alike. After all. a problem now faced by a non-
subscriber may soon be faced by a subscriber.

R&R: What if the station that's brought a problem
to its representatives on the Council is not satisfied
with the outcome of the Council/Arbitron discussions?

365 days per year.”’

““The perfect thing would be for Arbitron to survey every market

R&R: What about the issue of rates that stations
pay to Arbitron?

GN: On legal advice neither we nor Arbitron can
discuss financial aspects of the company. Thus, it's
not up to the Council, but to the industry as a whole.
to deal with money matters with Arbitron.

Council/Arbitron Interaction

R&R: What other areas of industry/Arbitron rela-
tions do you delve into on the Council and at the joint
Council/Arbitron meetings four times yearly?

GN: The area of stations’ issues — disagree-
ments with Arbitron over some policy matter — is a
foremost item of concem. Now, at our quarterly meet-
ings, station issues are the very first matter on the
agenda. We hope to get response from Arbitron by
the third meeting day, to give us some guidelines as
to what Arbitron will or will not do in the relevant case.
We have made it a policy that station issues are included
in the minutes of the meeting.

It is important to remember that we are only an ad-

GN: The new Broadcast Rating Council media-
tion procedure may help. We can't run Arbitron’s bus-
iness for them — all we can do is just expose them
to the feelings of their subscribers and devote time
to trying to find solutions to the problems.

R&R: What would you say have been the ac-
complishments of the Council to date?

GN: One thing we have done is make other Ar-

items, plus bringing to Arbitron’s attention the station
issues, have been examples of the Council at work.

Improvements Desired

R&R: What areas of improvement would you
like to see Arbitron implement?

GN: The perfect thing would be for Arbitron to
survey every market 365 days per year. | would like
to see them move in that direction. | really would like
to see consistent metro definitions be used across
the country. In some areas the SMSA is used, while
in others the consolidated definition is the guideline.
Many people find it very difficult to accept the way
new Arbitron proposals are voted upon in separate
markets. Arbitron announces the outcome of a vote,
but 1'd like to see a rollcall vote, which would mean
that Arbitron would let all subscribers know how every-
one voted on a certaln issue. Finally, | am disappointed
that Arbitron sells, rather than gives, advance share
figures to subscribers. | think all subscribers in a
market should have free access to advance ratings
data.

R&R: The area of Arbitron’s credibility vis-a-vis
the Council is an important one. How do you know that
what Arbitron is saying to you and the Council is in-
deed the reality of the situation?

GN: It is very difficult. We try to elicit the best
kind of response and analyze the data they give us.

service.’’

“It is unfortunate that we in the radio industry have only one ratings

bitron subscribers realize that the Council was not a
bad idea. The fact that it has caught on was evident
in the number of persons that ran for the six openings.
this past spring, on the Council. | think also that the
meeting in El Paso was good in that we got Arbitron
to revise its thinking on some aspects of Quarterly
Measurement. The winter and summer sweeps were
reduced to 10 weeks, and the dates for the fall sur-
veys in both ‘80 and ‘81 were made congruent. These

Elementary Procedures For Market Overview

We really aren’t equipped to question them in detail,
although we do have research expertise available to
us in an advisory capacity.

R&R: What final word do you have for our readers?

GN: It is unfortunate that we in the radio indus-
try have only one ratings service; it is not the best of
all possible worlds. However, the Council is making
an effort, and through us | would encourage the indus-
try to flood Arbitron with input on their service.

fromareport.

station and Its competitors.

for example.

Faced with the vast array of tables and statistics in an Arbitron market
report, many readers are intimidated or become unsure about where to
begin their analysis. The following suggestions serve as a simple guide for
extracting useful information about a radio station or a market as a whole

1) Examine the Audlence Trends (Average Persons Share) for a specific

2) Look for total market listening trends. Compare Metro Totals (at the L
bottom of each Trends page) to measure whether total Average Quarter

Hour listening is up or down, check seasonal trends, etc. Also, compare
Metro Cume Rating Totals in the Mon-5un 6am-midnight daypart (on the
first page of the Daypart Average + Cume section). Average % hr and
Cume ratings can aiso be compared — if Average %a hr listening is up and
Cume about the same, then listeners are spending more time listening,

3) Format shares of the market can be easily compared, too. Combine
the total shares of stations sharing a format (Top 40, Beautiful Music, etc.),
and compare to a previous survey. This can be done by specific demogra-

comparisons.
This Survey

andstation vs. station.

phic group, as well. A simple "'pie graph” (see below) is an easy way to make

Station A

Stations sharing vour Format
Total share = 40%

4) Compare changes in Excluslve Cumes for astation.
S) Check trends of Away-From-Home listening, from survey to survey

After examining these basic trends, readers can more easily go about
analyzing more specific situations.

Previous Survey

Station B

Stetion C

Stations sharing your Format
Total share = 465%

-
~
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THE ARBITRON GUIDE
TO THE BEASTS OF THE
RATINGS JUNGLE

THE BIAS BUZZARDS

ONE OF A SERIES

THE ARBITRON COMPANY
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y Nefarious creatures that tend to imbalance
the results of television and radio Wy surveys.
HABITS: The Bias Buzzards pick at the randomly placed diaries, causing the usable
sample to differ from the population. Thus, some sample variables may not be in
proper proportion to the market being measured. Sample variables attacked by the
Bias Buzzards are:
GEOGRAPHY: Causing the % of returned diaries by county or geographic area to differ
from that of the market.
WEEK: Causing some weeks to have a disproportionate number of returned diaries.
This could affect the four week estimates reported for television viewing.
AGE/SEX: Causing a disproportionate number of diaries from young males to be
excluded, while leaving too many from older respondents in the sample. (In television
we also watch for Buzzard attacks on age of head of household.)
RACE: Causing the true representation of Blacks and Hispanics in the sample to be
affected. Arbitron takes special care to achieve a proportionate response.
CABLE: Causing a lower rate of return in television surveys from non-cable house-
holds, bringing their representation out of line.
CAUTION: Unless a way is found to correct for the effect of these Bias Buzzard attacks,
sample returns may not reflect the actual population.
HOW TO TREAT ATTACK: Since all surveys are attacked by these biases, Arbitron uses
a technique called Sample Balancing. This allows the variables of a survey to be
weighted to minimize the effect of the Biases. So Arbitron can help keep survey
results more accurate.

For more detailed information on Bias Buzzards and other beasts in the ratings

jungle, contact your Arbitron representative. ARBITRON
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Who are the top air personalities in the nation?
What are the top 50 stations in morning and after-
& noon drive? The information below gives you an over-
%view of the dominant stations in each of radio’s key

periods and answers those questions.

R&R has compiled data from the A/M '80 Arbi-
tron reports relating to the dayparts of Monday-Friday,
6-10am and 3-7pm. We have ranked stations ac-

TINGS REPORT/1980 o

Drive-Time Dominators

cording to their average quarter-hour shares and
12+ cume for these dayparts. Ranks are shown with
station, market, and format, plus where applicable the
name of the drivetime personality. Thanks to Arbitron,
we are also able to include the audience estimates in
this year’s edition, thus allowing readers the chance
to see just how powerful each personality is.

Top 50
Average Quarter Hour Share,
124+ AM Drive (M-F, 6-10am)

1. WWNC/Asheville (C) 56.1  Scotty Rhodarmer
2. WJBC/Bloomington, IL (PA) 54.2 Don Munson
3. KGBT/McAllen (S) 43.8  Jorge Guillen/Hugo
De LaCruz
4. WOWO/Ft. Wayne (PA) 41.6 Bob Sievers
5. WTIC/Hartford (PA) 41.2 Bob Steele
6. KFAB/Omaha (PA) 38.1 DonCole
7. WRBQ-AM-FM/Tampa (R) 37.2 Cleveland Wheeler
7. WMT/Cedar Rapids (PA) 37.2 Jerry Carr
9. WCCO/Minneapolis (PA) 36.1  Charlie Boone/Roger
Erickson
10. WRVA/Richmond (PA) 35.8 Alden Aaroe
11. WWVA/Wheeling (C) 35.1 Bud Forte
12. KDKA/Pittsburgh (PA) 33.9 Jack Bogut
13. KMON/Great Falls (C) 32.6 Dave Wilson
14. WGEE/Green Bay (C) 32.5 Sean Marshall
15. KTWO/Casper (PA) 32.3 Terry Gross
16. KMOX/St. Louis (T) 31.7 Bob Hardy/Rex Davis
17. KQDI/Great Falls (R) 31.2 Mike Dalton
18. KLUR/Wichita Falls (C) 30.5 Jim Russell
19. KWWL/Waterloo (PA) 30.2 Kelly Fox
20. WVLK/Lexington (R) 29.9 Dave Murray
21. KATI/Casper (R) 29.8 Terry White
22. WHBC/Canton (PA) 29.6 BobKrahling
23. KSEL-AM-FM/Lubbock (R) 27.9 Stan Castles
23. WHP/Harrisburg (PA) 27.9 Ron Drake
25. KSOO/Sioux Falls (PA) 27.8 Wayne Pritchard
25. WKZO/Kalamazoo (PA) 27.8  John McKay
27. KVOC/Casper (C) 27.4 Dick Grogg
28. KDAL/Duluth (PA) 27.3  Hunter Como
29. KONA/Pasco (PA) 27.2 Kent Weborn
30. KOOK/Billings (R) 26.9  Major Dan Miller/
Gary Prindle
31. KVOL/Lafayette (R) 26.6 Kim Canard
32. WROK/Rockford (R) 26.5 Bill Phillips
33. KYYA/Billings (R) 26.4  Kurt Anthony
34. KRMG/Tulsa (PA) 26.2  John Erling
34. WSYR/Syracuse (PA) 26.2 Don Dauer
36. WGY/Schenectady (PA) 26.1  John Leslie
37. WELI/New Haven (PA) 26.0 Ron Rohmer
37. WGBF/Evansville (R) 26.0 Steve Riley
37. WLVA/Lynchburg (PA) 26.0  Jackson Hill
40. WFBG/Altoona (R) 25.7 Sean McKay
40. WIKY-FM/Evansville (R) 25.7 Robin Luse
42. WMAZ/Macon (PA) 25.6 Bill Powell
43. KBOI/Boise (PA) 25.4 Lon Dunn
43. WHBF/Rock Island (C) 25.4 Sam Cornette
43. WICC/Bridgeport (R) 25.4  Bill Hickok
46. KFGO/Fargo (C) 25.3 Bill Hoverson
47. KIT/Yakima (PA) 25.2 Bob Liddle/Dave Hanson
47. WSBT/South Bend (PA) 25.2  Jon Thompson
49. WKEE-WHTN/Huntington (R) 25.0 Steve Hayes

50. WSL//Jackson (PA) 24.8 Jim Neal

Top 50
Average Quarter Hour Share,
124+ PM Drive (M-F, 3-7pm)

1. WBBQ-AM-FM (R) 39.5 Dick Shannon
2. WWNC/Asheville (C) 35.3 Randy Houston
3. KLUR/Wichita Falls (C) 30.5 J.C. Martin
4. KGBT/McAllen (S) 30.3 Hugo De La Cruz/
Ramon Tellez
4. KYYA/Billings (R) 30.3 Jack Bell
6. KATI/Casper (R) 29.7 Bob Brashear
7. KTWO/Casper (PA) 28.4 Dave Osborne/Kathy Rae
8. WFBG/Altoona (R) 27.7 Tony Booth
9. WQSM/Fayetteville (R) 27.3 ‘‘TM Stereo Rock'"
10. WIKY-FM/Evansville (PA) 26.9 Rob George
11. KWWL/Waterloo (PA) 26.5 Tommy Lewis
11. WWVA/Wheeling (C) 26.5 Frank Karroll
13. KQDI/Great Falls (R) 26.1  Scott Greeley
14, KVOC/Casper (C) 25.7 Don Claunth
15. WJBC/Bloomington, IL (PA) 25.0 Stew Salowitz
16. KWTO-FM/Springfield, MO (R) 24.7 TM Stereo Rock’”
17. WPFR/Terre Haute (A) 24.4 R.J. Cortrecht
18. KTMT/Medford (BM) 24.1  Jeft Lemucchi
18. WIXX/Green Bay (R) 24.1 “TM Stereo Rock™
20. WCGQ/Columbus, GA (R) 23.1  Larry O'Day
21. KOOK/Billings (R) 23.0 Alan Moss
22. WISE/Asheville (R) 22.8 Mike Edwards
22. WJMl/Jackson (B) 22.8 Don Edwards
24, KMON/Great Falls (C) 22.7 Mark Daniels
24. WCCK/Erie (R) 22.7 Bill Shannon
26. WANM/Tallahassee (B) 22.3 Joe Bullard
27. WGBF/Evansville (R) 22.1  Chris Cox
27. WJJS/Lynchburg (B) 22.1 Robert Goins
29. WVAF/Charleston, WV (R) 22.0  Gary Mitchell
30. KVOO/Tulsa (C) 21.7 Jim Tanner
30. KYJC/Medford (R) 21.7 Tony Kay
32. KVOL/Lafayette (R) 20.8 Rene Nobles
33. WFMF/Baton Rouge (R) 20.6 J.J.Stones
34. WMT/Cedar Rapids (PA) 20.5 Gary Edwards
35. KFGO/Fargo (C) 20.1  Larry Homuth
35. KQWB/Fargo (PA) 20.1  Bill Richards/Barbara Ann
37. WKQQ/Lexington (A) 20.0 Dave Krusenklaus
37. WOWO/Ft. Wayne (PA) 20.0  Chris Roberts/
Robb Westaby
39. WCKS/Cocoa Beach (R) 19.9  Gabriel Burton
39. WMAZ-FM/Macon (R) 19.9  “Drake-Chenautt XT-40"
41. KSSK/Honolulu (PA) 19.6  Michael W. Perry
42. KSSN/Little Rock (C) 19.4 Bob Robbins
42, WHSL/Wimington, NC (R) 19.4 Mike Grohman
44. KEYS/Corpus Christi (R) 19.3 Robert A.
44. KNUW/Great Falls (R) 19.3  Bob Pepper/Eveleen Gray
44. WEZN/Bridgeport (BM) 19.3 Edward Zelle
47. KFQD/Anchorage (PA) 19.2  John Rode
47. WKRG/Mobile (PA) 19.2  Randy Patrick
49. KBFM/McAllen (R) 19.1  Steve Owens
49. WBNQ/Bloomington, IL (PA) 19.1  Mike Justin



0 oOOOOO

" ; 00
O 11 e : g TuseE Q Y0O00000000LTO00
QTR 58 Sun 5 Q9uuooooooooooooooo5ood%33>
O ‘

000000000000 OOOOOO0OOOO0OOOO00

0000000000000 000000
0000000000 OOOOO00000

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO
OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO 000000

0000000000000V 0V00000000000

00000000000 0000O00O00O00000O0O00OO00000O0000O000000

If you haven't heard “The Great American
Radio Show” lately then you haven't heard “The Great
American Radio Show" ..

A lot's changed. The new “Great American
Radio Show" lets the music and interviews do the
takking...

You'll love how it sounds on your radio station.
Every week we play the best rock and roll and interview
the artists from the nation’s top 20 albums as reported
by ‘Radio & Records. The new “Great American” is
hosted by R&R's AOR Editor and air personatity Jeff
Gelb. Two hours of non-stop rock and roll plus exclusive
comments with the artists who make it all happen.

For the past two years “"Great American” has
been airing on over 150 of the nations finest stations.
Stations like —KMET, WMMR, KSAN, KLOL, KYYS, WLRS
and KSHE.

Now available exclusively in your market on a
barter basis from Westwood One, the producers of
“Dr. Demento,’ “Off the Record” with Mary Turner,
“Spaces & Places,’ “Ace & Friends, “Concert Specials;
“Star Trak;’ “Special Edition;’ “Shootin’ the Breeze. and
coming soon..."Live from Gilley's' hosted by
Jim Duncan.

To lock up exclusive broadcast rights call
Westwood One now.

WESTWOOD
ONE

9540 Washington Bivd., Culver City, CA 90230 - (213) 204-5000
The nation’s number one producer of nationally sponsored radio programs
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Top 50
Cume Persons 12+
AM Drive (M-F, 6-10am)

1. WINS/New York (N) 1,708,800 jim McGiffert/Paul Smith/
Lew Fisher
2. WCBS/New York (N) 1,651,400 Jim Donnelly/Lou Adler
3. WNBC/New York (R) 1,316,300 Don Imus
4. WABC/New York (R) 1,267,900 Dan Ingram
5. WBLS/New York (B) 1,134,900 Ken “Spider’' Webb
6. WOR/New York (T) 1,106,700  John Gambling
7. WGN/Chicago (T) 1,102,700  Wally Phillips
8. WKTU/New York (B) 1,069,900 G. Keith Alexander
9. KYW/Philadelphia (N) 936,900 Harry Johnson/Harry
Donohue/Bob Witten
10. WPLJ/New York (A) 817,300 Jim Kerr
11. WLS/Chicago (R) 766,800 Larry Lujack
12. KFWB/Los Angeles (N) 752,900 Charlie Braylor/Chet Douglas
13. KNX/Los Angeles (N) 752,400 Russ Powell/Alex Sullivan
14. WBBM/Chicago (N) 726,100 John Hultman
15. KDKA/Pittsburgh (PA) 682,500 Jack Bogut
16. WRFM/New York (BM) 628,800 Jim Alyward
17. WCCO/Minneapolis (PA) 607,300 Charlie Boone/Roger
Erickson
18. KMOX/St. Louis (T) 604,000 Bob Hardy/Rex Davis
19. KABC/Los Angeles (T) 602,500 Ken Minyard/Bob Arthur
20. WNEW/New York (PA) 597,500 Ted Brown
21. WCBS-FM/New York (Q) 567,400 Harry Harrison
22. WJR/Detroit (PA) 565,900 J.P. McCarthy
23. WBZ/Boston (PA) 543,100 Dave Maynard
24. KGO/San Francisco (N/T} 631,300 Jim Dunbar/Ted Wygant
25. KCBS/San Francisco (N) 524,200 Ken Ackerman/Steve
Lamar/Al Hart
26. WPAT-FM/New York (BM) 516,700 Ken Lamb/Bob Capps
27. WHN/New York (C) 505,500 Del DeMontreux
28. KFl/Los Angeles (R) 487,200 Al Lohman/Roger Barkley
29. WEEI/Boston (N) 477,400 Diane Stern/Bill Lawrence
30. WNEW-FM/New York (A) 472,300 Dave Herman
31. KMET/Los Angeles (A) 471,200 Jeff Gonzer
32. WYNY/New York (PA) 467,200 Dan Daniel
33. WMCA/New York (T) 446,800 Bob Grant/Janet Rose
34. WMAQ/Chicago (C) 441,500 Lee Sherwood
35. WMAL/Washington, DC (PA) 434,400 Harden/Weaver
36. WLUP/Chicago (A) 432,900 Steve Dahl
37. WHDH/Boston (PA} 430,100 Jess Cain
38. WXLO/New York (R) 419,300  Scotty Brink
39. KLAC/Los Angeles (C) 402,300 Gene Price
40. CKLW/Detroit (R) 399,000 Dick Purtan/Tom Ryan
41. KBIG/Los Angeles (BM) 398,500  Phil Reed/Bill Ratner
42. WIP/Philadelphia (PA) 398,200 Ken Garland
43. WPAT/New York (BM) 397,400 Ken Lamb/Bob Capps
44. KIIS-FM/Los Angeles (R) 393,300 Bruce Phillip Miller
45. KFRC/San Francisco (R) 387,600 Dr. Don Rose
46. KRTH/Los Angeles (R) 378,400  John London/Ron Engleman
47. KHJ/Los Angeles (R) 375,200 Rick Dees
48. WBAL/Baltimore (PA) 371,200 Bob Jones
49. KRLA/Los Angeles (R) 362,200 Art Laboe
5§0. WIND/Chicago (N) 357,600 Lee Rodgers

s wN

Top 50
Cume Persons 12+
PM Drive (M-F, 3-7pm)

. WABC/New York (R)

WBLS/New York (B)
WKTU/New York (B)

. WNBC/New York (R)

WCBS/New York (N}
WINS/New York (N)

WPLJ/New York (A)

. WRFM/New York (BM)
. WLS/Chicago (R)

10.
1.
12.
13.
14,
15.
16.
17.
18.
19.
20.
21.
22,

WCBS-FM/New York (O)
WGN/Chicago (T)
WPAT-FM/New York (BM)
WMCA/New York (T)
KNX/Los Angeles (N)
WOR/New York (T)
KMET/Los Angeles (A)
WJR/Detroit (PA)
KDKA/Pittsburgh (PA)
KYW/Philadelphia (N)
KFWB/Los Angeles (N)
WNEW-FM/New York (A)
KABC/Los Angeles (T)

. WPAT/New York (BM)

. WHN/New York (C)

. WYNY/New York (PA)

. WXLO/New York (R}

. WBBM/Chicago (N)

. KBIG/Los Angeles (BM)
. WNEW/New York (PA)

. KMOX/St. Louis (T)

. WRIF/Detroit (A)

. WMAQ/Chicago (C)

. WPIX/New York (R)

. WLOO/Chicago (BM)

. KIIS-FM/Los Angeles (R)
. KGO/San Francisco (N/T)
. WCCO/Minneapolis (PA)
. WLUP/Chicago (A)

. KRTH/Los Angeles (R)
. KRLA/Los Angeles (R)

. KLAC/Los Angeles (C)

. KJOI/Los Angeles (BM)
. WMMR/Philadelphia (A)
. KCBS/San Francisco (N)

. WHDH/Boston (PA)

. KFl/Los Angeles (R)

. WMGK/Philadelphia (PA)
. KFRC/San Francisco (R)
. WLAK/Chicago (BM)

. KHJ/Los Angeles (R)

1,243,100
1,225,700
1,200,800
1,108,900
1,020,200

987,400

876,900
683,800
647,200
633,400
616,500
610,500
566,500
533,000
532,200
529,300
523,500
520,700
518,800
504,200
500,500
497,700

492,900
486,800
471,000
465,300
464,600
462,400
460,300
446,700
435,500
421,600
401,100
398,200
398,100
391,800
388,300
386,500
385,000
378,300
375,000
368,400
360,200
357,700

350,700
345,800
343,800
340,300
336,000
335,500

Drive-Time Dominators

Bob Cruz

Frankie Crocker
Paco

Frank Reed

Pat Parson/Ben Famsworth
Stan Z. Burns/Don
Baldwin/irwin Brown
Pat St. John
Wes Richards
John Landecker
Dick Heatherton

Bill Berg

Automated

Barry Farber

Harry Birrell

Gene Klaven

Jack Snyder
Jim Davis

Bill Steinbach

Bob Nelson

Dan Avey/Jim Burson
Scott Muni

Geoff Witcher/Bud
Furillo/Rick Talley
Automated

Mike Fitzgerald
Steve O'Brien

Mike Wade

Sherm Kaplan/Alan Crane
Grant Nielsen

Jim Lowe

Art Fleming

Arthur Penhallow
Charlie O'Neil
Dennis Quinn

Ralph Rowland
Mike Wagner

Ed Baxter/Diana Walter
Steve Cannon

Mitch Michaels
Brother John
Johnny Hayes
Harry Newman

Tom Storey

Joe Bonnadonna
Barry Cooper/Don
Mozley/Clancy Cassell
Sean Casey

Jack Armstrong
Mike Bowe

Mike Novak

Dave Rafferty
Charlie Fox
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FORMAT LEADERS

What are the top 25 stations in the U.S.?
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on average quarter-hour share and cume per-
sons — that are tops in the country.

On the pages that follow you will find the
top ten stations in the U.S. for each of seven
major formats (again ranked on average share
and on total cume).

Monday, Sunday, 6am-midnight, Metro, Total
Average Persons 12+ Share. Total Cume Per-
sons 12+-.

The formats for which you will find the list-
ing of top stations are:

AOR

Beautiful Music
Black/Pop Rhythms
Contemporary Hit Radio
Country

News/Talk

Pop/Adult

‘
The Top 25 Stations In The U.S.

ﬁﬁ

Average Quarter Hour Shares Cume Persons
1T WWNC/Asheville (C). S S e WL B 39.2 1 WABC/New York (R) 2,509,200
2 W]BC/Bloomington, IL (PA) : 37.0 2 WINS/New York (N) . . 2,507,000
3 KLUR/WichitaFalls(C). . .. . .. 321 3 WCBSINew York (N). 2,304,200
4 KYYA/Billings(R). .. ... .. .. . .. : 30.2 4 WNBC/New York (R) . 2,258,200
5 KATI/Casper(R). . . .. . .. . .. 29.7 5 WBLS/New York (B) 2,080,100
5 KTWOI/Casper (PA) . .. i e 5 0 297 6 WKTU/New York (B) . 2,028,500
7 KVOLl/Lafayette (R)... ... . 29.0 5 WOR/New York (T). 1,831,100
8 KWWL/Waterloo (PA). . .. - 27.6 8 WPLJ/New York (A) 1,478,500
9 WBBQ-FM/Augusta (R) s : 27.2 9 WGN/Chicago (T). . .. 1,416,100
9 KFAB/Omaha (PA). ... 27.2 10 KYW/Philadelphia (N) 1,327,300
11 WWVA/Wheeling (C) .27 11 WCBS-FM/New York (O) 1,321,300
12 WEBG/Altoona (R). . .. .. 27.0 12 WLS/Chicago (R). ... ... 1,315,800
12 KVOC(/Casper (C)...... .. 27.0 13 WRFM/New York (BM) .. 1,267,800
14 WMT/Cedar Rapids (PA). . . 26.5 14 WPAT-FM/New York (BM) 1,227,100
15 WIKY-FM/Evansville (PA) 26.3 15 WBBM/Chicago (N). .. .. 1,155,700
16 KMON/Great Falls(C). .. .. .. 26.1 16 KFWB/Los Angeles (N) 1,144,100
16 KQDI/GreatFalls(R). .. .. 26.1 17 KNX/Los Angeles (N) .. . . . 1,116,400
18 WOWOIFt. Wayne (PA) 26.0 18 KABC/Los Angeles (T) 1,067,700
19 KDKA/Pittsburgh(PA) . . 2531 |19 WMCAINew York (T) . . 1,044,800
20 WTIC/Hartford (PA) 24.2 20 WHN/New York (C) .. .. .. 1,036,800
21 KOOK|/Billings(R) . .. .. . . .. 233 21 WNEW/New York (PA). 1,033,100
21 WCCK]/Erie(R) .. ... .. 23.3 22 KDKA/Pittsburgh (PA) . . .. 1,015,600
23 WQSM/Fayetteville (R) 23.2 23 W]JR/Detroit (PA) .. .. 1,004,900
24 KFGOJFargo (C). ... 22.8 24 WYNY/New York (PA) . . 972,300
25 WGEE/Green Bay (C) 22.7 25 WXLO/New York (R) . 971,200




RATINGS
SUCCESS!

In the April/May 1980 Arbitron survey, 82% of the stations that made use of the
complete range of HIBER & HART'S Arbitron-related services enjoyed “UP”

books. We helped stations in markets that range in size from LA. to Anchorage.
Most of our clients are either tops in their market or in their target demographic.

We are not a cure-all. But, with Quarterly Measurement coming soon to every
market, why not put the HIBER & HART Arbitron experience on your side?

HIBER & HART, LTD. A team of experienced broadcasters and former key Arbitron
personnel, with one goal...

YOUR RATINGS &
REVENUE SUCCESS

We work with stations owned by Bonneville, Greater Mediq, Hearst, Meredith and
RKO, among others. We'd like to work with you.

Call or write for more information. Let’'s get to work soon helping you succeed un-
der the 12-week long Arbitron survey system.

WIBER & RART, L.

BROADCAST RATINGS, RESEARCH AND SALES DEVELOPMENT CONSULTANTS

LYNN BLAIR, VICE-PRESIDENT JHAN HIBER, PRESIDENT CANDY STORSBERG, DIRECTOR OF CLIENT SERVICE
310 TAHITIWAY, SUITE 318, MARINA DEL REY, CA 90291 (213)823-2887/ 517 MONTGOMERY ST., SUITE 4, LAUREL, MD 20810 (301) 776-2208




WE ALWAYS RATE!




High-raters on Atlantic/Atco/Cotillion & Custom Labels.
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Average Quarter Hour Shares Cume Estimates
1 WPFR/TerreHaute..............coiiinnnn.. 18.2 1 WPLIINewYork.......oovivniinnnn. .. 1,478,50(
2 WKQQJlexington.............. ... ...l 16.5 2 WNEW-FM/NewYork ........................ 937,50(
3 WIOT{Toledo ...........oo i, 15.1 3 KMET/losAngeles........................... 933,50(
4 KZAP/Sacramento . ...t 14.6 4 WLUPIChiCagO. ..., 711,90(
5 WILS-FMIlansing ... 14.4 5 WRIFIDetroit ..., 667,40(
6  WABB-FM/Mobile .................... .. ... 13.3 6 KLOS/LosAngeles ..............cccuvuuui.... 617,60(
7 KSMBjlafayette................. ... ... 12.9 7 KNX-FM/LosAngeles......................... 595,80(
8 WLVQ/Columbus,OH........................... 12,5 8 WMMR/Philadelphia ........................ 577,50(
8 WAAF/Worcester......................... L 12,5 9 WNICIDetroit. . ..ot 519,40(
10 10 WWWW/Detroit ........ooovvvvreinnennn.n... 480,70(
Average Quarter Hour Shares Cume Estimates
1 KTMT/Medford. . .......... ... ... i 221 1 WRFM|NewYork .......... ... ... ..., 1,267,800
2 WEZK/Knoxville.............. ... ... ... .. ..... 19.9 2 WPAT-FM/NewYork ....................... 1,227,100
3 WWLV/DaytonaBeach.......................... 19.0 3 WPATINewYork ....oooviiiii i, 961,200
4 WQYT/Binghamton............................. 17.4 4 KBIG/LosAngeles ............... ... .. i, 834,800
5 WHIO-FM/Dayton............ccovviviininnnnn.. 17.0 5 WLOOIChICago ... ......oviiiiiiiiiinnnann, 787,100
6 WEZVIFt.Wayne ......... ...t 16.9 6 KJOlllosAngeles..............oiiiinnnn.n. 746,700
7 WLVUErie ... ... it 16.8 7 WLAK/Chicago............ oot 664,900
8 WFPG/AtlanticCity............................. 16.2 8 KOST/losAngeles........................... 535,300
8 WEZN/Bridgeport .......... ... ... .. 16.2 9 WDVR/Philadelphia ......................... 517,000
10 WSRS/Worcester ..., 16.0 10 WIJIB/Boston. .............iiiiiinnnnnnn. 507,000
Average Quarter Hour Shares Cume Estimates
1 W]JISilLynchburg.......... ... ... i 22.2 1 WBLSINewYork .......... ... ... ... ..., 2,080,100
2 WANMJTallahassee............... ..., 20.5 2 WKTUINewYork....................ovun.. 2,028,500
3 WIMNJackson. ... ... . i 20.2 3 KUTE/LosAngeles ........................... 482,000
4 WOKS/Columbus, GA ............. ... 15.6 4 WBMX/Chicago ............ciiiiiiiin. 457,700
5 WBOP/Pensacola............................... 15.2 5 WDAS-FM/Philadelphia...................... 426,700
6 WWIL/Wilmington, NC.......................... 14.7 6 WGCIHChicago ........oo i, 404,600
7 WIOCIColumbia,SC ..., 14.6 7 KDAY/losAngeles................coiiin... 391,700
7 WIDUjFayetteville. . ............ ... ... ... ...... 14.6 8 KSOL/SanFrancisco. .........ovvvunuinnnnnn. 386,900
9 WHRK/Memphis. ............ ... .. i 12.6 9 WCAU-FM/Philadelphia...................... 381,700
10  WENN-FM/Birmingham ......................... 124 10 KDIA/SanFrancisco.......................... 352,800




Gannett Radio.

We're programmed for

SUCCESS.

Beautiful music in Tampa

Beautiful music in San Diego
Beautiful music in Detroit

Beautiful music in Cleveland

MOR in Cleveland

Black programming in Chicago
News/Talk in San Diego

All News in St. Louis

Adult contemporary music in St. Louis
Contemporary music in Los Angeles
Religion in Los Angeles

Religion in Detroit

WJYW-FM
KEZL-FM
WCZY-FM
WDOK-FM
WWWE
WVON and WGCI-FM
KSDO
KSD
KSD-FM
KIS-FM
KPRZ
WLQV

In every market we're in, on every station we own, careful
programming strategy is the key to our success.
We're positioned uniquely. We're programmed better.
It's part of what's made us one of the fastest growing groups
of stations in the country.

GANNETT
A WORLD OF DIFFERENT VOICES
WHERE FREEDOM SPEAKS
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Average Quarter Hour Shares

Cume Estimates

1 KYYABillings ....... ... .. i 30.2 1 WABCINewYork. ..o, 2,509,2(
2 KATHCasper ...... ..ottt 29.7 2 WNBCINew York ..o, 2,258,2(
3 KVOL/lafayette . ...l 29.0 3 WILSIChicago......ooiieeeii i 1,315,8(
4 WBBQ-FMJ/Augusta.............oooouunninnnn.. 27.2 4 WXLOINewYork ......coiiiiiiiiiiannnnnnn. 971,2(
5 WFBG/Altoona.............. .. ..o i, 27.0 5 WPIXINew YOrk ..o oo e i 826,8(
6 KQDIl/GreatFalls............................... 26.1 6 KIIS-FM/LosAngeles . ........ooovununeenn... 803,6(
7 KOOK/Billings ....... ... i, 23.3 7 KRTH/losAngeles...............c..ouuun... 785,5(
7 WCCKIErie. ... .. i i e 233 8 KFljLosAngeles ............................. 784,2(
9 WQSM/Fayetteville............................. 23.2 9 KRLA/losAngeles ...............cououuunn... 730,6(
10 KWTO/Springfield, MO.......................... 224 10 KFRC/San Francisco. ..........ouuuuueennno... 698,2(

Average Quarter Hour Shares Cume Estimates
1 WWNC/Asheville. . ...... ... o, 39.2 1 WHN/New York. . .. ..ot 1,036,80(
2 KLUR/WichitaFalls.......... ... ... 321 2 WMAQIChicago......cooiinniiinniinnan, 848,40(
3 WWVA/Wheeling.............. ...t 271 3 KLAC/losAngeles ............... ... ... ... 782,80(
4 KVOC/Casper ........coouiuiiniiiiiiiinnannnnn. 27.0 4 WBAPDallas .............. ..., 454,50(
5 KMONIGreatFalls........... ..., 26.1 5 KSCS-FM/Dallas.........cciiiiiiiniiiinnnann. 392,20(
6 KFGOJFargo ...... ...ttt 22.8 6 KIKK-FM/Houston ...........cc0iiiiiiinnnnn. 357,80(
7 WGEE/GreenBay...... ... ... .. i 22.7 7 KNEW/SanFrancisco............... .. .o 333,20(
8 KIXZIAmarillo......... . . 19.8 8 WIEZIChicago ...t 323,90(
9 WIVK-FM/Knoxville............................. 19.7 9 WCXIDetroit . ... e 304,40C
9 KVOOITulsa ...... ..., 19.7 10 WDGY/Minneapolis ......................... 275,10(C

Average Quarter Hour Shares Cume Estimates
1T KMOX/St.louis . ...ttt 21.6 1 WINS/INewYork ........... ... ... ......... 2,507,000
2 WHOI/DesMoines ...........ouiniiiiinunnnnn.. 16.9 2 WCBSINewYork..............iviio... 2,304,200
3 WBBW/Youngstown ............ ... ... ..., 14.2 3 WORINewYork.............. ... ... 1,831,100
4 WMBDI/Peoria ......cooviiiiiii i 13.9 4 WGNIChicago........coviiiiniiiiinnnnn. 1,416,100
5 WOMP/Wheeling.................ioviiuun. .. 12.0 5 KYWi/Philadelphia ......................... 1,327,300
6 KYWi/Philadelphia .............................. 11.4 6 WBBMI/Chicago ..........cccovviiiinnnn.. 1,155,700
7 WGNIChicago.........ooviiie i, 10.9 7 KFWBJlLosAngeles......................... 1,144,100
8 WIBX/Utica.........coviiinin i, 10.7 8 KNX/LosAngeles...................oviuuun. 1,116,400
9 KGO/SanFrancisco .............ooovuunni. .. 9.0 9 KABC/LosAngeles ......................... 1,067,700
10 KIROfSeattle...................ooviuun .. 8.9 10 WMCAINewYork............covvvio... 1,044,800

e e e
P/A

Average Quarter Hour Shares Cume Estimates
1 WI|BC/Bloomington, IL .......................... 37.0 1 WNEWINewYork ...... ... ... 1,033,100
2 KTWOICASPI. . oottt ie e e 29.7 2 KDKA[Pittsburgh ............... ... ... ... 1,015,600
3 KWWLIWaterloo ..........oiiiiiie i, 27.6 3 WIRDetroit............ ... i, 1,004,900
4 KFAB/Omaha ......... ... ... .. 27.2 4 WYNY/NewYork ............................ 972,300
5 WMT/CedarRapids .................ccoivinn.. 26.5 5 WBZBoston..........c..oiiiiiiiiiiinnn.. 817,800
6  WIKY-FM[Evansville ............................ 26.3 6 WCCO/Minneapolis ......................... 773,600
7 WOWOJFt.Wayne. . ...ttt 26.0 7 WHDH/Boston................coiiiininan.. 737,200
8 KDKA/Pittsburgh .......... ... ... .. ... ... ..., 253 8 WTFM/NewYork ................ ..o, ... 695,400
9 WTICHartford . ........ooviiiiiiiii ... 24.2 9 KMPC/losAngeles........................... 689,200
10 WCCO/Minneapolis. ......... ... .. ..o, 22.5 10 WIP/Philadelphia............................ 642,300
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A/M ’80 Market Overview

The April/May '80 Arbitron survey results in Ak-
ron were fairly stable. The perennial market leader,
Pop/Adutt WAKR, improved slightly to score its best
book since O/N '78. Among other leading Akron sta-
tions, Beautiful Music WAEZ became the new runner-
up in the metro, while Country WSLR slipped for the
second straight report, and has lost several shares
since the A/M '79 survey. Part of the reason for the
WSLR decline in this sweep was a softness in the
AM drive daypart, where a new personality was brought
in. Increased familiarity with tne new moming jock may
help to reverse WSLR's fortunes in upcoming sur-
veys. WSLR spent less on outside advertising in this
sweep than in the fall effort.

From an Arbitron performance perspective, this
survey was apparently handled well. The metro in-tab
was up 10% from the fall sweep, with no demo
drastically underrepresented in the in-tab returns.
With the Expanded Sample Frame technique due to
be implemented in Akron in the upcoming Fall survey,
it will be interesting to see what impact that has on the
O/N '80 Arbitron estimates.

Average Persons 12+ Share Trends

Adults 18-34
M-S, Gam-Midnight
POP(00): 2017

1 WMMS-FM
2 WGAR-AM
3 WWWM-FM
4 WKDD-FM
5 WZZP-FM
MF, 8-10am
1 WMMS-FM
2 WGAR-AM
3 WAKR-AM
4 WSLR-AM
5 WWWM-FM
W, 3-7pm
1 WGAR-AM
2 WMMS-FM
3 WWWM-FM
4 WKDD-FM
5 WZZIP-FM

Adults 25-54
M-S, Bam-Midnight
POP(00): 2521
AM 79
1 WAKR=-AM
2 WSLR-AM
3 WGAR=-AM
& WARZ-FM
5 WMMS-FM

M-F, &-10am
1 WAKR-AM
2 WSLR-AM
3 WGAR-AM
4 WMMS-FM
5 WAEZ-FM
W, 3-7pm
WSLR~AM
WGAR-AM
WAEZ-FM
WA KR-AM
WMMS-FM

“ws W -

AMT9

OMN'79
WMMS~FM
WGAR-AM
WKDD-FM
WZIZP-FM
WWWM~FM

WMM S~FM
WGAR-AM
WAKR-AM
WKDD-FM

WGCL-FM

WMMS-~FM
WKDD-FM
WGAR~AM
WZZP-FM
WWWM-~FM

OMN 78

WAKR-AM
WAEZ-FM
WSLR-AM
WGAR=~AM
WMMS-FM

WAKR=-AM
WSLR-AM
WGAR-AM
WDBN-FM
WMMS-FM

WAEZ-FM
WMM S~FM
WKDD-FM
WGAR=~AM
WAKR=~AM

__AM 80
WMM S-~FM
WAKR-AM
WKDD-FM
WGAR -AM
WGCL-FM

WMMS-FM
WAKR-AM
WGAR-AM
WKDD-FM
WDMT-FM

WMMS~FM
WKDD-~FM
WGAR-AM
WZZP-FM
WWWM~FM

_AmM'B0
WAKR~AM
WAE Z-FM
WGAR-AM
WSLR-AM
WMMS~FM

WA KR~AM
WGAR=~AM
WSLR-AM
WAEZ-FM
WKNT-FM

WAKR=-AM
WGAR ~AM
WSLR-AM
WAE Z-FM
WMMS~FM

Monday-Sunday, 8am-Midnight
POP(00): 5457
N _ OMWN'79 K -
1 WAKR-AM 14.3  WAKR-AM 14.5 WAKR-AMPAL4.9
2 WMMS-FM 10.3  WMMS-FM 11.4 WMMS-FM@n 12.3
3 WSLR-AM 8.7 WSLR-AM 6.5 WAEZ-FMm@m 5.9
4 WGAR-AM 7.5  WAEZ-FM 6.5 WGCL-FMm 5.7
5 WWWM-FM 5.3  WGAR-AM 5.5 WSLR-AM@© 5.6
6 WAEZ-FM 5.2 WZZP-FM 5.3 WDBN-FM@m 5.2
7 WZZP-FM 4.7  WGCL-FM 5.2 WGAR~AM®PA) 4.8
8 WDBN-FM 4.3  WDBN-FM 5.0 WZZP-FMm 4.6
9 WHLO-AM 3.4  WKDD-FM 4.2 WDOK~FM®™ 3.6
10 WKDD~FM 3.0  WWWM-FM 4.2 WKDD-FMW 3.4
11 WGCL-FM 2.9  WHLO-AM 4.2 WDMT-FM® 3.0
12 WQAL-FM 2.9  WQAL-FM 3.2 WQAL-FM®W 3.0
13 WKNT-FM 2.6  WDOK-FM 2.6 WWWM~FMW 2.8
14 WCUE-AM 2.1  WWWE-AM 2.0 WKNT-FMPA 2.4
15 WNYN-AM 1.8  WKNT-FM 2.0 WWWE-AMPA 2.2
16 WDMT-FM 1.5  WDMT-FM 1.8 WHLO-AMM™ 2.2
17 WWWE-AM 1.6 WJW =AM 1.3  WHK -AM©O 2.0
18 WHK -AM 1.3  WHK -AM 1.1 WCUE-AM®™ 1.9
19 WDOK~FM 1.3  WOOS-FM 1.0 WJW -AMPA {.4
20 WCLV-FM 1.2  WKSW-FM 1.0 WKNT-AMPA 1.0
21 WJW -AM 0.9 WTOF-FM 0.8 WTOF-FMMW 0.9
22 WKNT-AM 0.9  WCUE-AM 0.7 WOOS-FM® 0.5
23 WHBC-FM 0.7  WCLV-FM 0.7 WQXK-FM© 0.3
24 WOOS-FM 0.5 WZAK-FM 0.5
25 WERE-AM 0.5 WKNT-AM 0.5
26 WKSW-FM 0.5
27 WTOF-FM 0.5
Average Persons Trends/Rankings
Total 12+
M-S, Bam-Midnight
POP(00): 5457
. ___ON'79 __AM’80 §
1 WAKR-AM 122  WAKR-AM 121 WARKR-AM 128
2 WMMS-FM 88  WMMS-FM 95 WMMS~FM 106
3 WSLR-AM 74  WSLR-AM 5S4  WAEZ~FM 51
4 WGAR-AM 64  WAEZ-FM 54  WGCL-FM 49
5 WWWM-FM 45  WGAR-AM 46 WSLR-AM 48
M-F, &-10am
1 WAKR-AM WAKR-AM WAKR-AM
2 WSLR-AM WMMS=~FM WMMS-FM
3 WMMS-FM WSLR-AM WGAR=AM
4 WGAR-AM WGAR=AM WSLR=~AM
S WHALO-AM WHLO-AM WGCL-FM
M, 3-7pm
1 WAKR-AM WMMS-FM WAKR-AM
2 WMMS-FM WAKR-AM WMMS-FM
3 WGAR-AM WAE Z~FM WAEZ-FM
4 WSLR-AM WGAR-AM WSLR~AM
S WAEZ~FM WZZP~FM WDBN-FM
E Toeens
T MS. tam-Midnight
X POP(00): 714
g _ AM'TY __Om'79 _ AM'80
= 1 WMMS-FM WGCL-