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Fall 1981 Ratings Results for the TOP 50 MARKETS 

NEW IMPROVED GRAPHIC DISPLAYS 

THE RATINGS RIVALS: Arbitron's Rick Aurichio and 
The Birch Report's Tom Birch Interviewed 
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RADIO RANGERS 

}HERE'S YOUR OFFICIAL 
McGAVREN GUILD RADIO 
NAB CONVENTION PLANNER! 

McGAVREN GUILD RADIO 
www.americanradiohistory.com

www.americanradiohistory.com


1 
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FCC Commissioner; a perspective 
at a glance 3 

The Broadcast Bureau In Transition - Bureau Chief Larry Harris 

has accomplished a thorough overhaul of the Broadcast Bureau's policies in his short tenure, 

and he and"Deputy Chief Jeff Baumann discuss their achievements and future goals 8 

How The Broadcast Bureau Works - Profiles of the six department heads 

of this key bureau, along with their duties and responsibilities 
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What do 
you da for 
an encore 
when you're 
thei Rock 
Network *? 

Plenty. 
Concerts and specials with the top names in rock. Stevie Nicks. The Cars. 

Foreigner. Journey. Pat Benatar. Rush. Ozzy. Billy Joel. 

Live satellite broadcasts produced by Starfleet Blair available exclusively 
from The Source. 

Expanded lifestyle features such as "The Rock Report" -the number one 

source for rock news. "Whamco! " -sixty seconds of zany commercial spoofs. 
"Jaco's Journal" -with award- winning correspondent, C.D. Jaco. 

News coverage. Ire addition to our 2- minute newscasts, "The Source Break,' 
a 1- minute newscast, is available for afternoon drive time. Plus 

more from "The Source Report," winner of Peabody and Armstrong awards. 

Want to know more? Write to The Source, 30 Rockefeller Plaza, NY, NY 10020 or 
call (212) 664 -4599. 

`RADAR 24 (Fall 1981 Report) Vol.2 (Aud. to cleared programs + commercial exposures), 
avg. aud. per broadcast adults 18 -34, M -S. 6AM -12M. 

SOUK 
NBC Radio's Young Adult Network 
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Perspectives On The Fowler Commission 

In his short term as Chairman of the FCC (just over a year), Mark Fowler has effected a revolution in the 

agency's guiding philosophy. Where other Chairmen have pledged to speed up the Commission's workings, 

Fowler has achieved demonstrable progress. His overriding goal of "unregulating" the broadcast industry seems 

to have taken hold at almost all levels. While attitudes on specific issues still vary among Commissioners and key 

officials, the overall stance of the Fowler FCC is dramatically different from previous incarnations. 
With that change in mind, R &R presents this update and overview on the new Commission. Each Commis- 

sioner is profiled as to basic beliefs and perspectives on important issues. Broadcast Bureau Chief Larry Harris 
and his deputy Jeff Baumann detail the ways in which they've streamlined many of the bureaucratic processes 

which formerly kept broadcasters frustrated in stagnation. And each of the Division Chiefs within the Broadcast 

Bureau structure are examined, with their principal areas of concern highlighted. 
The FCC's internal changes have already had a profound effect on radio broadcasters, and will continue to 

do so. We hope you'll find these profiles a useful thumbnail guide to the 1982 model FCC. 

AN 

The Reagan Commission - 
Unregulate And Rely On The Marketplace 

President Reagan last year had the unprecedented opportunity of naming four of seven FCC Commis- 
sioners. In the process, he has molded an agency in tune with his views on slashing government regulation. 
Pro -competition and deregulatory steps began under the Ferris administration, but have picked up enor- 
mously in pace and scope under Mark Fowler's leadership. Following are profiles of the current Commis- 
sioners. 

Mark Fowler 
Chairman (Republican) 
Term expires in 1986. 

A self -proclaimed champion of 
"unregulation," Fowler has lived up to 
the billing. The former radio disc jockey 
and ex- communications attorney has 
succeeded in steering the Commission 
on a path of cutting rules, promoting 
competition, and letting marketplace 
forces regulate broadcasting. 

Anne Jones 
(Republican) 

Term expires in 1985. 
Jones has been a consistent sup- 

porter of the Chairman and a longtime 
advocate of dumping the Fairness Doc- 
trine and Equal Time Provision. Also an 
early supporter of allowing the 
marketplace to regulate broadcasting, 
Jones in 1980 was one of only two 
Commissioners to favor letting the 
marketplace, rather than the FCC, dic- 
tate which AM stereo system would 
gain dominance. Speculation is that she 
will leave the Commission prior to her 
term's end. 

Abbott Washburn 
(Republican) 

Term expires in 1982. 
Viewed as a moderate Republican, 

Washburn has almost no chance of 
reappointment when his term expires 
in June. Without exception, the White 
House is refusing to renominate GOP 
members of regulatory agencies. Of the 
four Republican Commissioners, 
Washburn is viewed as being the least 
enthusiastic about unregulation. For in- 

stance, he voted against the FCC's 
recommendation to Congress that it lift 
equal time and fairness rules. 
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Jim Quello 
(Democrat) 

Term expires in 1984. 
A former broadcaster himself, Quello 

has long been regarded as pro- industry. 
Even though he's a Democrat, Quello 
has been an ardent supporter of Chair- 
man Fowler, whom he has praised 
lavishly in public. Quello, 68, plans to 
retire when his current term ends. 
President Reagan reappointed him last 
year. 

Joe Fogarty 
(Democrat) 

Term expires in 1983. 
Fogarty's prime interest since joining 

the FCC in 1976 has been the common 
carrier field and AT&T. This interest 
has sometimes given him the label in 

corporate offices at the "AT &T Com- 
missioner." Of all the Commissioners, 
however, Fogarty is the most likely to 
support federal regulation to protect 
the so- called "public interest" concept, 
rather than relying on marketplace 
forces. With the departures last year of 
Commissioners Charles Ferris and 
Tyrone Brown, Fogarty has become 
increasingly isolated, often casting the 
sole "no" vote on many issues. 

Henry Rivera 
(Democrat) 

Term expires in 1987. 
The Commission's newest member, 

Rivera is a conservative Democrat ap- 
pointed last year by President Reagan. 
He's described as a quick learner, but 
with a lot to learn, since he has no prior 
background in communications. The 
first Hispanic ever appointed to the 
FCC, Rivera has become the voice of 
minorities at the agency. He has 
thrown himself into heading up the Ad- 
visory Commission on Alternative 
Financing for Minorities in Communica- 
tions and has led the fight against 
White House proposals to weaken the 
FCC's equal employment opportunity 
(EEO) rules. On other issues, Rivera has 
generally supported Fowler unregula- 
tion initiatives. 

Mimi Dawson 
(Republican) 

Term expires in 1988. 
Formerly the top aide to Senate 

Commerce Committee Chairman 
Bob Packwood (R -OR), Dawson has 
focused her attention on tightening up 
management of the agency, and on 
maintaining the integrity of the broad- 
cast spectrum. She believes more ef- 
fort must be made to make sure new 
services don't create interference or 
other technical problems. Dawson has 
been a consistent supporter of 
unregulation. 

Steve Sharp 
General Counsel 

Often known among industry 
observers as the "eighth Commis 
sioner," Steve Sharp has successfully, 
kept the FCC out of the courts or 

several issues. Sharp's most controver- 
sial actions, however, have come off 
the playing field in his bid to become a 

full -time Commissioner to replace Ah 
bon Washburn. A former broadcaster 
who still does live interviews witl 
News /Talk stations from both his office 
and his home study, Sharp is a Fowler 
loyalist and a good friend of the Chair 
man's. 
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Every competitor knows :hat winning 
takes something beyond the ordinary, 
a unique combination of qualities which 
in total produce a consistent winner. 
Whether it's sinking shots o: selling spots 
you can't win without it. 

In our business we call it: 

THE TORBET EDGE 
Our larger, more experienced sales staff, 

in -depth radio research, high quality 
client stations and state -of- the -art computer 
accountability and communications 
facilities, all comb:ne to give us superior 
sales strength. We call it "The Torbet Edge." 

Torbe1t Radio 
New York Philadelphia Boston. Chicago Detroit St Louis Atlanta Datas 

Denver Los Angeles San Francisco Seattle Portland Salt Lake City 
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The Broadcast Bureau In Transition 
"This Bureau has got to move ahead!" says new Broadcast Bureau 

Chief Larry Harris, setting the tone for his leadership of the FCC bureau 
that regulates radio and television. "They're not paying us to sit here and 
wait for the Commission to tell us what to do. They're paying us to move 
and move quickly - get that paperwork out of here!" 

Harris came to the FCC in January from 
private industry and law practice, openly bureau is being carefully analyzed for other 
announcing he'll stay only for two years. possible shifts. 
After that, he says, you begin to believe Harris adds, "It's no secret that we're 
everything you've done is perfect and probably going to be getting some new 
should be perpetuated. functions in this bureau. Active con - 

Harris, a longtime friend of FCC Chair- sideration is being given to adding a new 
man Mark Fowler, has set an ambitious division to regulate video services - cable 
agenda for himself: to and low power television, Direct Broadcast 
streamline the Satellites (DBS), and Multi -Point Distribu- 
bureau, wipe out tion Services (MDS). 
backlogs in applica "What I want is a division that's respon- 
tions processing, sible for really forcing new technologies 
move broadcast out, getting the momentum going so we 
policy items through don't just talk about new technologies," 
the FCC at a pace Harris envisions. "Let the marketplace 
"you've never seen ;yu' decide if they're any good. Why should we 
before," and yank evaluate whether it's good or not? That's 
the Commission out Larry Harris not our function." 
of the path of oncoming new technologies. Speed seems to be a watchword of the 

After only three months on the job, Har- Harris regime. He forecasts "drastic im- 
ris already claims tangible results. He's provement" in the 
slashed his own staff (the "front office ") handling of petitions 
from 22 to 14 people. Gone is the Program to deny applications 
Planning & Evaluation staff that used to within six months. 
prepare agenda items and engage in long- He's cut from 11 to 
range planning. five the number of 

More authority has been vested in the days it takes the 
Bureau's six divisions: Facilities, Licensing, bureau to respond to 
Complaints & Compliance, Hearing, letters from Con - 
Policy & Rules, Renewal & Transfer. The gressmen. His divi- 
result, says Harris, is quicker turnaround sion and bureau Jeff Baumann 
and less wasteful review and rewriting, chiefs are under orders to answer phone 
higher morale, and a better quality of work calls the same day - "the rule of common 
from the divisions. sense and decency," he calls it. 

"I was getting work up here with a lot of As bureau chief, Harris believes he can 
typographical errors and grammatical crank up productivity and boost employee 
mistakes," Harris recalls of his first weeks morale by being accessible to his staff. "Let 
on the job. "I think the reason was they yourself be seen in the divisions," he ad- 
figured it was going to be rewritten up here vises himself. "Don't sit in this office like 
anyway." King Farouk!" 

More Changes 
But the front office changes are just the 

beginning. The Fairness and Political 
Broadcasting unit is being shipped off to the 
General Counsel's office and the entire 

Broadcasters Not 
The Enemy 

Harris claims success in banishing an at- 

titude he believes used to permeate the 
FCC: that broadcasters were somehow the 

enemy. "They're our broadcasters," Har- 
ris says protectively. "My theory is to let 
them make as much money as they can, as 

long as they comply with the law. They 
have a constitutional right to go bankrupt 
and we shouldn't stand in their way if they 
choose to do so." 

Above all, Harris is enthusiastic about 
his job. "It's much more interesting than I 

ever imaged. I hear people say their jobs 
change every day; well, mine changes 
every hour!" And he's trying to transmit 
some of his own enthusiasm to Bureau 
employees. 

"I want to make this a more interesting 
place for people to work, and I think I've 
already started that. You've got to instill a 

spirit of enthusiasm," he says of his 
management style. "Don't play games. 
Play it straight out." 

Harris sees a more open channel of com- 
munication now between the Broadcast. 
Bureau and the Commission, a view 
echoed by Harris's deputy, Jeff 
Baumann. 

"At one point it seemed to me items 
were put off forever," Baumann 
remembers. "Now I see the Commission 
much more willing to look at difficult items 
and our Bureau much more willing to put 
them on the agenda." The seven Commis- 
sioners are especially willing to tackle 
"new technologies, competition and in- 

telligent deregulatory items," Baumann 
contends. 

The emphasis in the Bureau today is on 
"people doing the work they're paid for in 
the least possible time," according to the 
number two man, especially when budget 
and staff cuts are cutting into the FCC's 
resources. 

As for the internal operations of the 
Bureau's six divisions, Baumann sees a 

gradual but steady shift. As a result of 
deregulation, there's less and less work to 
do in renewals, transfers and rule enforce- 
ment. But a burst of interest in AM, FM, 
and low -power television has added to the 
workloads of the Facilities and Licensing 
Divisions. And, deregulation itself creates a 

burden for the Policy & Rules Division 
which must generate the rulemakings that 
cut red tape. 
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MUTUAL BROADCASTING 

CO UP THE CHARTS AND BEHIND THE SCENES 
WITH DICK CLARK ON MUTUAL RADIO. 

No one knows music quite like Dick Clark. 
From early rock n' roll to the newest wave, 
Dick's been part of the pop music scene. He's 
launched hundreds of top artists up the 
charts. And, with American Bandstand, he 
helped make music what it is today. 

Only on Mutual can you hear the Dick Clark 
"National Music Survey' a weekly three -hour 

music review. He'll take you backstage for 
revealing i iterviews with top recording 
artists; give you all the music news, from an 
insider's point of view; and play the week's 
biggest hits, as well as the chart- busters 
from the past. 

Be sure to visit the Mutual Hospitality Suite 
at the Hyatt Regency Dallas during NAB. 

MUTUAL BROADCASTING SYSTEM 
Radio is our only business. 
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How The Broadcast Bureau Works 

Renewal & Transfer 
Division 

Roy Stewart 
Division Chief 

The division's job is to pro- 
cess applications for station 
renewals, sales and internal 
transfers of control, as when a 
stockholder gains a controlling 
interest. 

Deregulation has had a major 
impact. Ascertainment Er pro- 
gramming are now irrelevant in 
radio renewals. Renewal ap- 
plications have been reduced 
to a five -question postcard. 
Congress has extended radio 
licenses to seven years and 
television licenses to five years. 
Even station sales are gradually 
being simplified. For instance, 
buyers now need only to cer- 
tify - rather than prove with 
documentation - that they 
have funds available to operate 
for the first three months. 

Hearing Division 
Chuck Kelly 
Division Chief 

This division is reportedly "as 
busy as ever' at its task of con- 
ducting hearings to choose 
winners among mutually ex- 
clusive applicants and other 
cases where the Commission 
orders a hearing - the FCC 
version of a legal trial. 
However, in the renewal area, 
the division's workload has 
fallen off a bit as the Commis- 
sion designates fewer renewal 
applications for hearing than it 
used to. 

Perspectives On The Fowler Commission 

Facilities Division 
Larry Eads 
Division Chief 

This unit reviews the com- 
plex engineering portions of 
new station and major facilities 
changes applications, with a 
particular emphasis on 
avoiding interference to other 
stations. Within the past six 
months, a boom in AM, FM, 
and UHF -TV applications has 
hit the division, which also 
faces the task of processing 
over 5000 low -power TV ap- 
plications. An extra 14 
employees may be added to 
cope with the low power 
dilemma, but at the same time, 
processing times for other ap- 
plications have been slowed 
recently because hard -to- 
replace engineers are fleeing 
the FCC for better -paying jobs 
in the private sector. 

www.americanradiohistory.com

www.americanradiohistory.com


YOU'RE ALWAYS #1 IN OUR BOOK. 
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RICO. 
SEITTPIG 

NitOR 
NET WORK RADIO. 
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ONLY RKO OFFERS I ; :i11[1: YOU NEED TO BE 

THE PACESETTER 1N YOUR MARKET... 

Stereo transmission. Full 15 kHz left and right channel 
stereo via satellite. Available now. 

Two full - service news and demographic information 
networks. 

RKO ONE -for younger stations. 

RKO TWO -for more adult stations. 

Long -form entertainment programs... weekly count- 
downs, music specials, a live oldies call -in show and 
rock concerts. 

RKO Radioshows -for all stations. 

Two live all -night programs. 

Night Time America -five hours of broad -based adult 
contemporary music. 

America Overnight -six hours of talk and call -ins. 

A complete station service package including monthly 
co -op information, research for local sales and pro- 
motion support -all available through RKO's exclusive 
lnterkom system. 

RKO 
RADIO - 
NEIWORKS 

RKO 
RADIO 
11EI'VVOfiICS 

oVf-" . , i 
'W 

í 
A*. , 

See us at the NAB 
and set the pace in your market with RKO! 
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Perspectives On The Fowler Commission 

Complaints & 
Compliance Division 

Jeff Malickson 
Acting Assistant Division Chief 

Investigating complaints of 
rule violations and assuring 
compliance with regulations is 
this division's function. But in 
recent years the FCC has plac- 
ed more trust in the honesty of 
broadcasters, leaving only the 
most serious cases for major 
investigations. With less and 
less to do, the division staff has 
been dwindling, with 18 more 
employees possibly leaving by 
year's end. Rumors have cir- 
culated for years that the divi- 
sion would be folded into 
Renewals Ft Transfer, an idea 
that's still under active con- 
sideration. 

Policy & Rules 

Division 
Rod Porter 
Division Chief 

The two major functions of 
this division are allocating new 
FM and TV frequency 
assignments and preparing 
rulemaking changes in the 
broadcast area. Thus, while 
deregulation is cutting rules 
and regulations, it at least tem- 
porarily increases this division's 
workload. The unit has also 
been affected by the recent 
boost in the number of re- 
quests to have new FM and TV 
frequencies assigned to com- 
munities. 

License Division 
Andy Yoder 

Chief 
This division receives applica- 

tions, forwards them to the 
proper office for processing, 
keeps station files up -to -date, 
and notifies stations when ap- 
plications are granted. Corn - 
puters have helped reduce 
backlogs drastically in the last 
two years. It now takes no 
more than ten days to log in an 
application and send it to the 
Facilities Division for process- 
ing. In 1980 that step took up to 
six months. Yoder says the 
division is ahead of schedule on 
achieving a goal of wiping out 
all backlogs by September 30. 

The division also operates 
the Public Reference Room, 
where the public can get infor- 
mation on stations. Delays and 
unfulfilled requests due to 
missing files are still major pro- 
blems. 
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ASIA 

GREG COPELAND 

COYOTE SISTERS 

PETER GABRIEL 

SAMMY HAGAR 

JOHN HIATT 

JENNIFER HOLLIDAY 

ELTON JOHN 

JOHN LENNON/YOKO ONO 

MAC McANALLY 

RIC OCASEK 

OXO 

PREVIEW 

QUARTERFLASH 

SIMON & GARFUNKEL IN CONCERT (Outside US &Ccrada: 

DONNA SUMMER 

JR. TUCKER 

DREAM GIRLS -ORIGINAL CAST ALBUM 

1932 1 HE DAVID GEFFEN COMPANY 
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MANAG E M ENT PERSPECTIVES 

The numbers from the first nationwide 12 -week long fall survey 
are out, and the first 1982 edition of the R &R Ratings Report reflects 
the results. We'll look at the data from the top 50 Arbitron markets in 
an effort to provide useful information to advertisers, radio managers, 
programmers, and sales staffs. 

This edition of the Ratings Report contains new features mixed with 
previous favorites, including: 

Audience Rank/Composition 
Graphs, showing top 10 
average and cume stations, as 
well as the percentage of each 
station's total audience that 
comes from the 18 -34 and 
25 -54 demos. 

Regional Format Preference 
Charts, showing the most 
popular formats in the four 
regions of the country as well 
as the national picture. 
Format Leaders, showing the 
top stations in each major for- 
mat, ranked on average 
quarter hour and cume. 

Drive -Time Dominators, 
which lists the top stations 
and personalities (average 
and cume) in both AM and 
PM drive. 

"The Ratings Rivals," inter- 
views conducted by me with 
Arbitron's Rick Aurichio and 
Tom Birch of the Birch 
Report. The ratings firm 
leaders provide differing 
answers to many of the in- 
dustry's most burning ques- 
tions. 

Hope you enjoy these refinements to 
the previous Ratings Report editions. 

What were the highlights of the fall 
'81 survey? One of the keys, especially 
in markets such as Atlanta, Miami and 
Memphis, was that this was the first 
book in which Arbitron plugged in the 
1980 census data. Ethnic populations 

were notably adjusted upwards in 
many metros and this new reality was 
reflected in the numbers. 

Some good news was that the usable 
samples in most markets were up 
significantly over the fall '80 survey. 
Generally, the data from this survey is 
more reliable than earlier fall efforts. 

Among the formats, Adult Contem- 
porary reclaimed the most 12+ firsts 
among the top 50, ousting AOR. A/C 
was tops in 11 markets, with News/Talk 
a strong second with the best score in 
nine metros. AOR and CHR were best 
in seven each, while Country was 
stable, leading in six markets. 

As always, this volume of the 1982 
Ratings Report was a team effort, so 
hats off to those who helped. Allen Klein 
and the Media Research Graphics© 
team supplied the chart displays while 
Gil Bond and the Market -Buy -Market© 
system generated the share trend infor- 
mation. The format editors exerted 
themselves to gather data for the 
market overviews, and Art Director 
Richard Zumwalt and his production 
staff worked superbly to put this edition 
together. Thanks also to Executive 
Editors Ken Barnes and John Leader for 
their coordination, and most finally 
thanks to Assistant Editors Linda 
Moshontz, Christina Anthony, and 
Sylvia Salazar. Without their help this 
project would not have been completed 
in such fine fashion. 

And here's to you! Your support and 
use of this Report give us the incentive 
to keep trying to make them more 
useful for the broadcast and advertising 
communities. 

- Jhan Hiber 
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Why I Buy BIRCH... 

"...The Birch Report is the 
ONLY service we need at Z93." 
"In August '81 we made THE BIRCH 
REPORT our exclusive source for radio 
audience estimates. Our sales 
people use it locally at the 
agency and retail levels and 
Torbet uses it nationally. 
Has it worked for us? YES!" 

CREDIBILITY 
WHEN YOU NEED IT 

"Z93 sales continue to outpace 
projections. 4th Quarter '81 is 
substantially ahead of last 
year. A majority of the major 
agencies in Atlanta are 
factoring THE BIRCH REPORT 
into their buying decisions. 
And we've had excellent 
success with 
direct accounts. 
For instance, the Gunter 
Kausen Group is opening 
apartment complexes in the 
Atlanta area and will 
spend the majority of their 
radio budget on Z93 during 
their first year of advertising. THE 
BIRCH REPORT tipped the scales in 
our favor." 

- Bud Polacek 
General Manager 
WZGC /Atlanta 

"We've established Z93 as a leader in 
providing agencies with current data 

on Radio. 

THE BIRCH REPORT gives our 
sales department a chance 
to present information that 

they can't get from other 
sources. Information that really 

helps us sell Z93." 

...WHILE INCREASING PROFITS 

"THE BIRCH REPORT has 
made an important impact on 

our bottom line. We're now 
spending LESS for research 

and getting MORE. 
BIRCH gives us today's ratings 

picture today, unlike 
other ratings that are out of 

date even before they are 
issued. 

In fact, if you want to find out 
more about our success in 

using THE BIRCH REPORT, call 
me at (404) 881 -0093. 

For radio audience estimates, we're 
pleased that THE BIRCH REPORT is the 

ONLY service we need at Z93." 

MAKING YOUR STATION AN 
INFORMATION SOURCE 

America's Fastest Growing Radio Ratings Company 
3200 North University Drive, Coral Springs, FL 33065 / (305) 753 -6043 
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Listen to this. 
Nobody knows 

how to make money 
in radio like ABC. 
Because we know 
how to compete 
successfully in 
major markets. 
And because we have the best talent today. 
On and off the air. 

And now ABC has developed a pro- 
gram called Superadio, that will make all 
that expertise available to you. 24 hours a 
day. 7 days a week. So your station can 
compete successfully in your market - 
and make more money. 

ABC's programming has made us what 
we are today, one of the acknowledged 
leaders in radio broadcasting. But our 
Superadio program is programming plus a 

great deal more. Along with the best on- 
air talent, music selection and rotation, 
you'll get the kind of promotion and total 
advertising and marketing support you 
can't get from anyone else but ABC. 

We'll plan your media. Customize TV 
commercials for your station. And most 
important, pay for the space and TV time 
you need to become a major voice in your 
market 

Superadio's total program provides 
you with bigger and better on -air promo- 

*Applies only to stations in the top 1 through 89 Arbitron TV AI)l's. Terms for other markets will vary. ©1982 ABC Radio Enterprises, Inc. 
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tion, as well as the best musical sound in 
radio. But everything Superadio does for 
you is customized to your station's local 
identity. Because your local success is 
important to us. Our success depends on it. 

What's more, we'll provide you with 
access to the experts who've built the larg- 
est audiences in history. Like Rick Sklar, 
the man whose programming made 

WABC, New York, 
the most listened -to 

station in America. 
And Pat Pantonini, 
whose award -winning 

dppromotions are 
among the most 
effective in the 

industry. Not to mention the most imitated. 
Superadio provides you with every- 

thing you need to build a bigger audience, 
and keep it. The strongest programming 
on the air. And the best marketing pro- 
gram off the air. 

So call David Pollei collect at 1 -(212) 
887-5051. Because Superadio is one radio 
program you can't afford to miss. 

ENTERPRISES 
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THE RATING 

RIVALS: 
Arbitron's Rick Aurichio 

ARBITRON RADIO 
R &R: Are you surprised at the cur- 

rent level of apparent unhappiness with 
your company's pricing policies, with 
some leading stations cancelling your 
service? 

RA: There aren't that many that have 
really dropped the service. However, 
when the old five -year contracts began 
to wane, we tried to explain what was 
going to happen when renewal time 
would approach. We were fully aware 
that what we were talking about was 
not being listened to totally, and then 
when D -day (renewal time) came there 
would be a tremendous amount of heat. 
And it happened. 

R &R: So it's your feeling that the 
message about the upcoming big rate 
jump did not get across. 

RA: Let's say it wasn't totally ac- 
cepted that it was going to happen. 

R &R: In retrospect, do you think Ar- 
bitron should continue to offer five -year 
contracts? 

RA: Absolutely. I think it's wise that 
the industry has the choice of one, three 
or five -year contracts. 

Production Steps 

R &R: What about your production 
techniques? It seems that steps have 
been taken to expedite report produc- 
tion, yet there haven't been many ac- 
colades from the industry for that. Why 
do you think that is? 

RA: I think first that the stations 
became used to it very rapidly - it's 
liked but you get used to it quickly. 
Secondly, I think stations may be hap- 
pier about it than reps, who are now in- 
undated with so many reports in such a 
short time span. 

R &R: Do you see continued reduction 
in the production time cycle? 

RA: We want to do the spring sweep 
even more quickly than last year, which 
was about 60 days. 

R &R: What's your goal for this spr- 
ing? 

RA: Externally we are shooting for a 
50 -day cycle. We're still shooting to get 
that timetable even shorter. 

R &R: What shortcuts will have to be 
taken to achieve more efficient produc- 
tion timetables? 

RA: It's not so much a matter of 
shortcuts as it is increasing capacity to 
process the data. Currently we are pro- 
ducing 15 -20 reports daily. We hope to 
be able to double that capacity. 

R &R: One of the steps taken to ex- 

pedite production was the elimination 
of production callbacks to resolve con- 
flicts and the substitution of the ascrip- 
tion technique. There appear to be con- 
tinuing problems with the current pro- 
cedure. In the last two Salt Lake City 
sweeps, for example, in the major metro 
county the ascription assignments have 
gone contrary to the previous year's in- 
tab ratios between the stations in con- 

Continued on Page 23 
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or over a decade Arbitron has been the acknowledged radio ratings leader. Predecessors 
and challengers alike have perished or bowed out after trying to compete - Pulse, 

Hooper, Audits & Surveys, Burke, RAM Research, and more. 
But now Arbitron faces its strongest challenger in some time. The Birch Report, begun in 

Tom Birch's garage just two years ago, has been gaining steadily, and with its takeover of 
Media Statistics Inc. (another former Arbitron competitor), now surveys almost 250 markets 
nationwide. 

Arbitron, as Birch would be the first to admit, is still the colossus in the field. But the 
Birch Report appears to be a solid contender, and has awakened considerable broadcaster in- 
terest. In order to contrast and compare the approaches and philosophies of the two ratings 
firms, R &R Ratings & Research Editor Jhan Hiber interviewed Arbitron Executive VP /GM 
Rick Aurichio, who supervises both the radio and TV divisions of the firm; and Birch Report 
founder Tom Birch. Each gives his views on a cross -section of the issues current in the radio 
ratings field. 

The Birch Report's Tom Birch 

The Birch Report 
R &R: With the recent acquisition of 

Mediastat, what is the scope of your 
business? 

TB: We are now in 42 of the top 50 
markets and we'll fill in the gaps by 
midsummer. We're also doing monthly 
surveys in markets outside the top 50. 
But the big change with the Mediastat 
move came when we picked up their 
200 non -monthly survey markets. 

R &R: Have you had any problems 
converting Mediastat customers to your 
service? 

TB: It's too early to tell. We expect to 
see a very good rate of transfer to the 
Birch Report. 

R &R: Do you think you might lose 
some markets where Mediastat was in 
service? 

TB: We don't think we'll "lose" any 
markets. However, we may put on 
hiatus a couple of markets where 
Mediastat's base was small and where 
we had no presence. Philadelphia and 
Denver are two markets where we may 
stop surveying temporarily until we 
sign new accounts. 

Birch Mission? 

R &R: What is your goal? Do you plan 
to come on as a competitor to Arbitron 
or are your ambitions limited, perhaps 
to just be used as a programming tool? 

TB: The mission of the Birch Report 
is to provide all users of radio - broad- 
casters and advertisers - with sales, 
programming, and media planning in- 

formation. We want to be considered a 

full- fledged national rating service. 

R &R: Do you plan to become com- 
petitive with Arbitron? 

TB: If we compete with Arbitron 
that's in the minds of those purchasing 
the product. Because of our low price 
people can buy the service without 

necessarily having to give up Arbitron. 

R &R: What are you going to do to 
overcome the perception that your com- 
pany offers a programming -oriented 
service? 

TB: The answer is the Quarterly 
Summary Report. 

R &R: How many markets is this 
quarterly product available in? 

TB: It will be available in any market 
where we do monthly surveys. For ex- 

ample, in markets where we were 
surveying monthly in December, the 
quarterly report, covering three 
month's data, will be out in early April. 
In those markets where we began 
surveys in January, the quarterly 
numbers will be issued in early May. 

R &R: What will your Quarterly 
Summary Report contain that is not 
available in an Arbitron book, for in- 
stance? 

TB: Product usage information. 
Location of listening broken down by 
home, car, and other away- from -home. 
County-by -county estimates. 

Continued on Page 26 
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Discover tomorrow 
today at the ABC Radio 
Networks' Hospitality 
Suite. Explore new fron- 
tiers in satellites and net- 

work programming. Talk 
to satellite expert Ron 
Pearl. Meet with Bob 
Chambers on TalkRadio. 

Get a close -up view of the 
future of network radio. 
It's all happening at Suite 
2766. The Hyatt Regency 
in Dallas at the NAB. 

"82: OPENING NEW FRONTIERS 

etworks 

C:1* .44* *A 0 
ABC Contemporary ABC FM ABC Information ABC Rock ABC Entertainment 

Radio Network Radio Network Radio Network Radio Network Radio Network 
ABC 

TalkRadio 
ABC Direction 
Radio Network 
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Arbitron's Rick Aurichio 
Continued from Page 20 
ratios between the stations in conflict. Might Ar- 

bitron consider just using the previous year's in- 

tab ratios, rather than going to random number 
assignments that come out contrary to what ap- 
pears logical? 

RA: That's the luck of the draw, a chance situa- 
tion. However, with a significant number of 

diaries that reversal shouldn't happen. 

R &R: But it has. 

RA: Sounds to me like a systematic problem, not 

a random number problem. 

R &R: What about Differential Survey Treat- 

ment (DST)? Why do you think there is research 
industry unhappiness about this new ethnic 
retrieval technique? 

RA: I don't think there is unhappiness. There is 

nervousness about it. People are concerned that 
it's going to have a dramatic impact on their au- 

dience estimates, and I can understand it totally. 
Some would have us take two years to phase this 
in so a history could be developed across the coun- 

try, but that would be rather impractical. 

R &R: You are testing a DST approach for 
Hispanics. Any prognosis? 

RA: I suspect the new technique will be im- 

plemented in 1983. 

R &R: Essentially, that would mean an elimina- 
tion of the current personal diary delivery and 
pickup system for replacement by the standard 
technique of mailing a diary to the home? 

RA: Yes. 

Sunbelt markets we have seen Hispanic levels in- 

crease. 

Diary Changes 

R &R: What about diary improvements? The 

new diary coming out this summer makes more of 
an attempt to invite call letter entries. Do you 

foresee the day when Arbitron might not accept 
any entries except call letters? 

RA: No. 

R &R: So the industry concern that if someone 
writes down a slogan it wouldn't get credited is 

not a valid concern? 

R &R: So if a station is not a subscriber to AID it 

can't have access to the information on working 
women? 

RA: No, we wouldn't block a guy who is not a 

subscriber. If the guy needs it he gets it - if he 

doesn't need it he doesn't get it. This is a part of a 

philosophy that we are trying to adopt for the ser- 

vice. Customers are talking with us about the 
whole idea of making the book shorter, cutting the 

costs, and reducing the price. More information 
could be put on AID and the customers could then 
pay for what they need, depending on what they 
access. 

"I think it's wise that the industry has the choice of one, 
three, or five -year contracts." 

RA: Not at all. If we emphasize call letters the 
public will try to give you call letters, but if they 
don't know the calls they can't write them down. 
To reject information other than calls would be 

sheer lunacy. 

R&R: What other diary changes can you 

foresee? 

RA: Probably in the next two years we'll be go- 

ing to a closed -end diary. Each quarter -hour in the 
broadcast day would be listed on the diary page, 
much like the current TV diary. 

"We ultimately think we can hold the line a little bit 
better on prices." 

R &R: Would this hit in the spring '83 sweep? 

RA: Possibly, but we're still obtaining informa- 
tion. We're trying to look at the advantages of per- 
sonal placement and retrieval (PPR), which is that 
it reaches non -phone homes, and we're trying to 
compare the merits of PPR to DST. That informa- 
tion is being built now, so it's tough to say when 
we might change the Hispanic methodology. 

R &R: What do your research tests show regar- 
ding how Hispanic DST might affect Hispanic 
listening levels? 

RA: The information we have so far is that it 

makes very little difference. However, in some 

R &R: When I interviewed Mike Membrado dur- 
ing his term as head of the radio division, he men- 

tioned that it would be two years before data on 

working women would find its way into your 
reports. I understand now that working women 
data will be available starting this summer. What 

caused the speed -up? 

RA: In conjunction with the Advisory Council, 

the decision was made not to put this information 
in the book. We can capture this information very 

easily but the extraction process slows you down. 

The step that speeded up the release of working 
women information was the decision to make this 
data available on the AID system. 

R &R: Will information on away from home in a 

vehicle listening also be retrieved in the same way, 

primarily through AID? 

RA: Yes. 

R &R: So neither of these new items will appear 
in the book? 

RA: It depends on the demand. If the data is 

widely used then having it on the computer 
doesn't help. 

R &R: For example, if a station salesperson is 

calling on a retailer, he can't very well take his 

handy -dandy computer terminal with him to do 

these new breakouts for the specific account. 

RA: I understand, but this is a demand item. 

Crystal Ball 

R &R: Philosophically, what do you see ahead 
for Arbitron Radio over the next few years? 

RA: When we last talked we discussed the in- 

creasing cooperation between the radio and TV 

resources at Arbitron. 

R &R: Is that approach working? 

RA: It's starting to. 

R &R: What kind of improvements are you see- 

ing? 

RA: We aren't seeing any results right now. We 

will in a year or two see benefits as production effi- 

ciencies, made possible by the similarities between 

the two services, come into play. 

R &R: What benefits could the industry look for- 

ward to in the time frame you mentioned? 
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RA: Primarily cost savings. We ultimately think 

we can hold the line a little bit better on prices. 
One way would be to save printing and mailing 
costs - which have skyrocketed - by making 
available to all our subscribers some sort of com- 
puter terminal or microprocessor unit so they can 
access the data electronically. 

R &R: As opposed to getting their books? 

Station Relations 

R&R: How would you describe the state of sta- 
tion relations with Arbitron right now? 

RA: You have to divide the market into two 
camps. One camp has not seen a dramatic in- 
crease in its rates over the last year or so. There's 
another camp that has seen substantial increases 
over the past year. 

R &R: Yes, I heard recently from a Pittsburgh 
broadcasters whose AM /FM rate went from 
$27,000 annually to over $100,000. And there are 
other examples I'm sure. 

"The major negative about Arbitron at this point in 
time is a rate issue." 

RA: Right. AID is the first step in that direction, 
but AID is a long way from a microprocessor. We 
could have everyone use a TRS-80 or an Apple 
unit, plug into the AID system, and retrieve 
whatever they need onto a floppy disc. 

R &R: That might work weU at the rep and ma- 
jor market level, but what about the need to in- 
crease sales to local retailers? Won't there still be a 

need for the books? 

RA: Initially, yes. But as people get used to see- 
ing computer printouts the advantage of the 
printed report will fade. Imagine getting computer 
runs with graphics, logos, etc. As soon as that 
begins to be the selling device the need for the 
book will disappear. 

R &R: Can this be done and still keep costs 
down? 

RA: That's the goal. Computer costs are getting 
more and more reasonable. 

R&R: What about qualitative data? Do you plan 
to do more in this area? 

RA: That's actually going down two paths at 
this time. You know about Qualidata and the in- 
formation produced there. There is also a possibili- 
ty that within the next two years we'll be captur- 
ing, in the diary, information on newspaper 
readership. 

Additionally, we have recently signed a contract 
with a firm called Claritas which uses a "prism" 
concept involving clusters of qualitative data. We 
think this will be available in perhaps 15 -20 
markets this year. 

R &R: Any estimates as to cost for obtaining this 
clustered information? 

RA: Well, it'll be available through AID, plus 
there will be a fee to Claritas, an annual fee of 
$250 plus a 25% surcharge over the usual time 
charges for AID runs. A customer will be able to 
group clusters to target how he looks among high 
socioeconomic or middle-income categories. We 
feel this will be an economical way for stations to 
obtain qualitative information. 

RA: The major negative about Arbitron at this 
point in time is a rate issue. Many people feel the 
rates are too high. 

R &R: Why do you think many people don't feel 

as though you are worth the money they pay? 

RA: Even though Arbitron's revenue is less than 
I % of the industry's revenue, there are some sta- 
tions where our costs are a significant chunk out of 

the bottom line, perhaps more like 5 %. Some peo- 

ple came off previous five -year contracts and are 
now coping with the higher rates. These are the 
major causes of unhappiness. 

RA: I don't think Arbitron has ever reacted dif- 

ferently in the competitive arena. It's easy to get 

into the business of research, and Arbitron is going 
to act as though we have tons of competitors. 

R &R: Do you think it will be a good thing for 
the industry to have two ratings methodologies 

measuring radio? 

RA: I think it just becomes a matter of how the 
stations employ the information. If they are consis- 
tent about it, don't switch from service to service, 
then it can be productive. 

Monthly Reports 

R &R: What do you see ahead in terms of help 

for the radio programmer? 

RA: I'm not sure the Programmer's Package is 

the total answer. I think we have to do more test 
marketing among programmers before we start 
making modifications in what we offer to them. 
There's a lot of information that Arbitron can but 
doesn't produce that could be vital to program- 
mers. I think the monthlies are valuable, for in- 

stance. 

R &R: Do you feel the stations should have to 

pay for monthlies? 

RA: We could produce the information in a dif- 

ferent form, cut the processing costs, and that 
would lessen the bite. As they are currently done I 
feel stations are paying a fair price for the monthly 
data. 

R &R: Could computer access be an option? 

"The way the monthlies currently operate is probably 
not the way they should operate. "- 

R &R: Mike Membrado was installed as VP for 
Station Management Relations. Has this move 
been well received by your clients? 

RA: I think it's helped our customers realize that 
there are people at various levels of the company 
that can be dealt with. 

R &R: Do you see any new customer relations 
steps being taken in the near future? 

RA: We do see more of the training aspect 
becoming increasingly important. We need to look 
at how we can show the media buyers and adver- 
tisers to better use the radio research tools that are 
available. More information is not the 
answer - better information is the goal. We're 
hoping that we can use computers to train, on a 

local basis, individuals on a generic and hands-on 
basis so they are more familiar with radio infor- 
mation. 

R &R: What would you say is the state of the 
competitive atmosphere in the radio research 

field? With some dropping Arbitron and suppor- 
ting Birch, is this a message? 

RA: Yes, either after each four weeks or after the 
complete sweep, stations could run off the data. 
Monthly data is valuable to the programmer and 
the marketing people, and many stations would 
want to have this information available. 

R &R: But what about the use of the monthlies 
as selling pieces? 

RA: When it gets into a direct buy /sell proposi- 
tion in the finite sense. then use of the monthly 
data becomes dangerous. I don't know how to 
resolve that issue. 

R &R: Finally, what future do you see for the 

monthlies? 

RA: I see something different happening to the 
monthlies. I know that the way the monthlies cur- 
rently operate is probably not the way they should 
operate. I do see them changing first, then expan- 
ding into more markets. We want to listen to our 
customers and down the road supply them with 
what they tell us they need. 
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owledge. 
We use it to make 

radio II row. 
At Blair, we know that the more agency buyers, account 

executives and advertisers know about radio, the more they'll use 

radio. That's why we conduct, through our represented stations, 
a series of radio workshops (The College of Radio !Snowledge) 

throughout the country at no charge to media 
iomrrAmuuri/ /IRAI 

decision makers. 
Workshop participants solve experi- Lv r ./ r1w ", 

mental radio media problems, usino the 
newest techniques which make radio plan 
ning and buying simpler and more effective 
than ever. 

Run by Blair Radio executives Bob 
Lobdell, senior vice president /creative 
sales, and Bob Galen, senior vice 
president /director of research 
and media planning, the 
workshops are helping to ex- 

pand the ways agencies and 
advertisers use the radio medium \ 
productively. 

Blair Radio workshops. One more 
way Blair is working to help radio grow. 

ir Radio 
A division of John Blair & Company 
Reliable people, reliable data 
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The Birch Report's Tom Birch 
m Continued from Page 21 

c7 R &R: These will all be in the book? z 
TB: Yes. In addition we'll include items such as 

tc cume duplication and reach and frequency corn- 
.5 parisons, vital for buying and selling radio. 
N 
CO 

R &R: Let's talk about monthly reports. Ar- 
bitron is considering generating more monthly 
data, covering more markets. How would you 
compare your monthly service to Arbitron's? 

TB: From what I've heard, the delivery of their 
monthly data is slower than ours. We survey two 
or three weeks monthly, where they do all four 
weeks. Our release time is to get the report back to 
the marketplace no later than two and one -half 
weeks after completion of the monthly sweep. 

R &R: Arbitron's diary will be revised this sum- 
mer to accent call letter entries more strongly. 
With your telephone methodology (24 -hour 
quarter -hour recall and weekly cume recall), will 
you place the same amount of stress on call letters? 

TB: There's no reason a station with identifiers 
other than calls should have trouble with our 
methodology. In fact we are revising our interview 
procedures to do a better job of capturing slogans. 

Pricing 
R &R: A lot of people seem to be upset at the 

pricing of Arbitron's new contracts. On a typical 
market basis, give our readers an example of how 
your service might be priced compared to Ar- 
bitron. 

TB: In Boston, for example, the Arbitron con- 
tract for WHDH & WCOZ would have been over 

should be about the same; Beautiful Music will be 
lower. Black -formatted stations do better with the 
telephone method we use, News stations a little 
lower than Arbitron, and Talk seems to be com- 
parable or better than in Arbitron. 

R &R: How do you compensate for possible 
female bias or orientation to your interviews? 

TB: Any kind of sample inequity is handled by 
the use of sample balancing through our com- 
puter. However, in terms of the basic sample 
design we do tend to get larger in -tab from 

TB: Effective with the Mediastat acquisition we 
have opened up a Washington office, staffed by 
key ex- Mediastat people. In the next few months 
we will be opening up offices in L.A. and Dallas, 
and by midsummer we will be opening a New 
York office. With more people closer to our clients 
we feel we'll be able to offer much better client 
relations. 

Of course, the overall attitude of the company is 
important here. We see service as a major advan- 
tage over Arbitron. One of the chief complaints 
against Arbitron is "arrogance," and we hope we 
won't make that same mistake. 

"Because of our low price, people can buy the service 
without necessarily having to give up Arbitron." 

females, although Arbitron has the same problem, 
perhaps to a lesser degree than we do. 

R &R: So how do you compensate for this? 

TB: Going to the single- person -per -household 
interview recently has made a giant stride in im- 
proving our male /female balance. We now have a 
better chance of getting the cooperation of a male, 
especially those over 35. 

Computer Access 

R &R: What will the Birch philosophy be about 
computer access to your data? Do you see a time 
when your subscribers will have to pay a premium 
to access your data by computer, such as Ar- 
bitron's AID system? 

"The major focus will be a full -court press to get agency 
acceptance." 

$200,000 in 1982. The Birch Report will cost the 
stations $12,000. 

R &R: That price covers monthly and quarterly 
data? 

TB: Yes. Not only will we be doing more inter- 
views than Arbitron over three months, but our 
price covers monthly information and four 
quarterly reports. 

Format Biases 

R &R: With your telephone recall methodology, 
what formats are likely to show better in your 
surveys than in Arbitron? 

TB: If you were to compare telephone recall to 
the Arbitron diary - keeping in mind we both 
survey unlisted households - AOR will tend to 
pull higher shares with us than Arbitron; CHR 

TB: Yes. We think AID is a good way of offering 
ratings and ultimately we are going to be working 
in the same direction. We want to get to an elec- 
tronic book. 

R &R: When could you see this happening? 

TB: We would like to work on this in earnest 
this year with a possible '83 debut. We already 
have a limited capacity for clients to dial us up 
right now but we have not made this commercial- 
ly available. We see the value of the electronic 
book as putting the cost of research on the people 
using it the most. Those not accessing the data fre- 
quently should not have to pay the same tab. 

Station Relations 
R &R: What are you doing to expand your 

presence nationally and enhance your relationship 
with clients? 

R &R: How about an advisory body such as the 
one Arbitron has? 

TB: That could possibly become part of our 
marketing mix in the future. I think it will be very 
valuable to have a committee of industry om- 
budsmen to guide us along. 

Production Steps 

R &R: Do you foresee that you might hire people 
with broadcast experience to work in your produc- 
tion headquarters to add reasoned judgement to 
your ratings production? 

TB: This is an area where we are already very 
strong. My background is entirely in radio, and 
I'm very closely involved in the production pro- 
cess. 

R &R: Let's talk production timetables. You 
mentioned that the monthlies are out two-three 
weeks after completion of each sweep, with mon- 

thly surveys running either two or three weeks 
depending on the sample size in each market. 
What do you see for the quarterly report tur- 
naround? 

TB: 30-40 days. 

R &R: So the first '82 quarterly would include 
January -March surveys and would hit the streets 
in late April or early May? 

TB: Exactly. 

Problems 
R &R: Some have observed that in certain cases 

Birch's total week cumes are smaller than either 
Monday -Friday or weekend data. How do you 
plan to deal with this area of concern? 

TB: In the monthly reports there can be daily 
cume information that shows what you described. 
This could happen when a station had a great deal 
of listening in the M -F period but little on the 
weekends, or vice versa. 
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Birch 
R &R: Are you planning to put an explanation of 

this in your books? 

TB: We are planning to put an explanation in 
our monthly books. This will not be a problem in 

the Quarterly Summary since no daily come - - 

just weekly cume - data will be shown in that 
report. 

R &R: Would it be fair to say that Arbitron's 
come information might be more reliable than 
yours? 

in -tabs have not been at a level I would be comfor- 

table with. We are looking for ways to augment 

our approach in such cases. 

R &R: Would this include any non -telephone 

methodology? 

TB: No, there will be no mixed methodology. 
The telephone has a good response and coopera- 
tion rate among ethnic groups. 

R &R: Do you have bilingual interviewers in 

markets where there is a notable Hispanic popula- 
tion? 

TB: Yes we do. 

R &R: How have you sampled Hispanics? 

"In Boston the Arbitron contract for WHDH & WCOZ 
would have been over $200,000 in 1982. The Birch 
Report will cost the stations $12,000." 

TB: I think the strength of our methodology lies 

in the quarter -hour. The single- person -per- 
household technique makes our sample more 
reliable than the comparable Arbitron sample, 
and the telephone recall, it could be argued, is bet- 
ter than Arbitron's QH. On the other hand Ar- 

bitron has an advantage with the seven -day diary 
in retrieving a more accurate cume level among 
demos over 45. 

Ethnic Procedures 
R &R: Does the Birch Report plan to use any 

special techniques for black or Hispanic retrieval? 

TB: Our experience with measuring blacks has 
been very good for the most part. Our only pro- 
blem has been where there is a highly concen- 
trated ghetto population. In those situations our 

TB: In markets like South Florida we have 
found we get a very good Hispanic representation 
in -tab. In markets like San Antonio and L.A., 

however, we have seen a deficiency in Hispanic 
household representation. We believe this is due to 
a larger percentage of non -telephone households in 

these markets. We are exploring ways to augment 
our sample to reach that type of Hispanic. 

R &R: So you might do more telephoning and 
sampling into areas where you've had trouble get- 

ting in -tab from blacks and Hispanics? 

TB: Correct. 

Sales Visibility 

R &R: What do you see ahead for the Birch 
Report in the next few years? 

TB: The major focus will be a full -court press to 

get agency acceptance for the Quarterly Sum- 

mary. 

R &R: What are your plans along that line? 

TB: We'll be doing seminars across the country 

that will be applications-oriented. We'll say 

"Here's the new Birch Report Quarterly Sum- 

mary. It is a totally new animal. Before you throw 

up your hands over all this new data let us show 

you how this can make your shop a much better 

user of radio." 

R &R: Do you think advertisers and media 

buyers may become more confused since they'll 

have two sources, as in the old Pulse -Arbitron 
days? Might not this cause a problem for radio? 

TB: I don't think so. In our discussions with 

agencies across the country there is a genuine in- 

terest in having data reported more frequently, 
and there is a definite interest in a second service. 

Also, our reports are laid out in a very simple 

fashion. Once the buying community becomes ac- 

customed to the fact that they can get qualitative 
and quantitative data in the same reports they'll 
find Birch very easy to use. 

$64,000 Question 

R &R: Finally, Tom, why should a broadcaster 
who has seen A&S, Burke, and RAM come and 
go - why should a broadcaster now support 
Birch? 

TB: Let's do away with the term "Support the 
Birch Report." We don't want "support" from 
anybody. What we want is for people to buy a pro- 
duct that is currently successful, profitable, and 
active in almost 250 markets. We can't think of 
any situation where a broadcaster could not 
enhance the bottom line, whether or not Arbitron 
is still subscribed to. The price we are charging is 

worth it for programming and sales information. 
There's no way a broadcaster cannot improve 
economically and in terms of marketing strategy if 
he or she buys the Birch Report. 

Howard University 
Radio Syndications 

Howard University Radio is Syndicating! 
Meet Us at the NAB Convention in Dallas. 

Beginning September 1, HUR Syndications will offer a 
mellow ballad countdown hosted by Washington's #1 

nighttime radio announcer, Melvin Lindsey of "The Quiet 
Storm." At the NAB, look for our representatives and learn 
about our future programs, as well. 

While in Dallas, call the Executive Inn or after the 
convention, call (202) 232 -6000. 

www.americanradiohistory.com

www.americanradiohistory.com


18.4 

AC 

13.8 

R 

13.1 

AOR 
BM 

11.3 

7.5 

111114 
11111111111111111111111111111111111i 

Misc. 

1411 
Format Legend 

A-AOR, AC-AduIVContemporary, B-Black, Bß&g Band, SPA- 

Beautiful Music, C-Country, CL-aassicat, E-Easy Listening, 
.1-Jazz, M-Miscellaneous, N-News, 001dies, R-Contemponsry 
Fitt Radio, RL-Religious, S-Spanish, T-Talk, LI-Urban Contem- 
porary 

6.0 

N 

UI' 

www.americanradiohistory.com

www.americanradiohistory.com


Format Preference 
Charts 

How do the formats vary it strength around the nation, and what was the top format among the top 50 
markets in the fall '81 sweep? The national format preference chart, as well as the regional charts, will give 

you a quick look at preferences in radio usage across the country. 
The regions used to compile the sectional data were the same as those used by our format editors to 

define their reporting regions. Each of the top 50 national markets was tallied in its respective region, using 

the format penetration data from each market, to develop the regional information. The regional numbers 

were then compiled to achieve the national format preference chart you see here. 

1. 
r. 
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Number 6 in a Series: 

"DAYBREAK: The evolu- 
tionary adult music and infor- 
mation radio format, designed 
to offer morning -drive adults 
an easy- listening balance of 
music, information, and 
personality. 

"DAYBREAK" Pre -fed 
daily, like national network 
TV. Adapted to your local 
market, following the 
famous KBIG morning 

drivetime concept ... minute 
by minute. 

"DAYBREAK:' It's helped 
KBIG become Number One. 
It'll help you, too. 

So, give your listeners 
a break. With "DAY- 
BREAK': From 
Bonneville. 

Just call Marge, toll - 
free at (800) 631 -1600. 
We'll tell you how. 

BONNEVILLE BROADCASTING SYSTEM, 274 COUNTY RD, TENAFLY, NI 07670 
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We're the One 
We're Westwood One, America's largest producer /distributor 

of nationally sponsored radio programs. 

WE'RE THE ONE FOR CONCERTS with "Live From Gilley's," heard on over -100 

country stations; "In Concert," airing on over 250 great rock stations; and "The 
Budweiser Concert Hour," on over 100 black, urban and R &B stations. 

WE'RE THE ONE FOR SPECIALS like "Off the Record with Mary Turner," 
"The Rock Years: Portrait of an Era," "Rock & Roll Never Forgets" and 
"Special Edition." 

SWE'RE THE ONE FOR WEEKLY FEATURES AND PROGRAMS like "Dr. 
Demento," "The Rock Album Countdown," "Star Trak," "Tellin' It Like It Was," 
"Shootin' the Breeze," "Off the Record," "Coleman Country," "Spaces and Places," 
"Wheels," "Daybook," "The Competitors," and "The Playboy Advisor." 

WE'RE THE ONE FOR GREAT RADIO STATIONS. Over 2000 stations 
carry our programs for rock, country, black, urban and A/C formats. 
Nobody produces more programs for more stations than Westwood One! 
Not ABC, NBC, CBS, RKO or Mutual. Our programs are among radio's 
highest rated, delivering the largest possible audience for our stations and 
our national advertisers. We're the one ... for you. 

Los Angeles: 9540 Washington Blvd., Culver City, CA 90230 (213) 204 -5000 

New York: 575 Madison Ave., Suite 1006, New York City, N.Y. 10022 (212) 486 -0227 

America's number one producer /distributor of nationally sponsored 
radio programs, concerts and specials. 
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Drive Time Dominators 
Who are the top air personalities in the top 50 markets? What are the top 25 stations in morning and afternoon drive in the major markets? 
R &R has answered these questions by researching the fall books in the dayparts of Monday- Friday 6 -10am and 3 -7pm. We've ranked the top 25 accor- 

ding to either their average quarter hour shares or their cume totals in the metro. Ranks are shown with station, market, and format, plus (where applicable) the 
name of the personality on in drivetime. With Arbitron's cooperation we were able to include the appropriate audience estimate also, allowing readers the 
chance to see just how powerful each station and personality really is. 

Top 25 /Cume Persons 12+ 
AM Drive (M -F, 6 -10am) 

AM FM 
WINS /New York (N) 

Paul Smith, Michael O'Neil, 
Jim McGiffert/1. 805.000 
WNBCINew York (R) 

Don Imus 
1.362.500 

WCBSINew York (N) 
Jim Donnelly, Robert Vaughn 

1,345.100 

WOR /New York (T) 
John Gambling 

1,205,900 

WGNIChlcago (T) 
Wally Phillips 

1,035. 700 

WABC/New York (R) 
Ross & Wilson 

972.000 

KYWIPhiladelphia (N) 
Bill Shusta, Bob Witten, 
Harry Donahue /867.200 

KABC/Los Angeles (T) 
Ken Min yard & Bob Arthur, 

Michael Jackson /818.700 

KFWBILos Angeles (N) 
Dan Avey, Jim Burson, 

Don Wells/705.600 

WBBM/Chicago (N) 
John Hultman, Dale McCarron 

701, 100 

WLS/Chicago (R) 
Larry Lulack 

655.000 
WCCO/Minneapolis (AC) 
Roger Erickson, Charlie Boone, 

Bill Fermer /615.000 
KDKA/Pittsburgh (AC) 

Jack Bogut 
586. 700 

KNX/Los Angeles (N) 
Harry Birrell, Mike Pulsipher 

582,600 
KMOX /St. Louis (T) 
Bob Hardy, Jack Carney 

574.900 

KCBS /San Francisco (N) 
Al Hart 

562.800 

n 
121 

u 
171 

8 

WKTU /New York iU, 
Joe Cossi 
1.020.800 

WBLSINew York (U) 
Ken Webb 
932. 100 

I 9 
WRKS/New York (U) 

v Jeff Troy 
878.900 

10 

11 

12 

1131 

16 

1171 

18 

1191 

20 

1211 

1231 

1241 

WYNYINew York (AC) 
Bruce Bradley, Bill St. Jemes 
811.500 

WPLJ/New York (A) 
Jim Kerr 
806,300 

WRFM/New York (BM) 
Jim Aylward 
571.100 

WPAT-FM/New York IBM 
Ken Lamb 
527.900 

KLOS /Los Angeles (A) 
Frazer Smith 
527,500 

KFRC1San Francisco (R) 
Dr. Don Rose 

515.000 

2 

Top 251Cume Persons 12+ 
PM Drive (M -F, 3 -7pm) 

AM 

WNBC/New York (R) 
Frank Reed 
1,008.700 

WINS/New York (N) 
Don Baldwin, Bob Howard, 

Stan Z. Burns/967.900 

WCBS/New York (N) 
Pat Person, Ben Farnsworth 

878.400 

WABC/New York (R) 
Dan Ingram 

763.800 

KABC /Los Angeles (T) 
Sportstalk: Geoff Witcher, Bud 

Furillo, Rick Talley; Dr. Toni 
Grant/702, 800 

WOR /New York (T) 
John R. Gambling, 

Carlton Frederick/643, 800 

WLSIChicago (R) 
Tom Grays 

526, 900 

WGN/Chicago (T) 
Bob Collins, Sports: Bill Berg 

488, 900 
KYW/Philadelphia (N) 

Bill Bransorne, Harry Johnson, 
Bob Nelson, Dick Covington 

486.900 
WHNINew York (C) 

Dan Taylor 
485.000 

KFWB/Los Angeles (N) 
Charlie Brader, Julia Chavez, 

Don Wells/478,700 

WBBM/Chicago (N) 
Sherman Kaplan, Allan Crane 

468.400 
KNX/Los Angeles (N) 

Berry Rhode 

1 

F21 

n 
n 

n 
u 

9 

10 

1141 

15 

16 

17 

1181 

1191 

1201 

1211 

22 

1231 

24 

FM 
WKTU /New York (Ui 
Paco 
1, 169.200 

WPLJ/New York (A) 
Pat St. John 
906.600 

WRKS /New York (UI 
Mary Thomas 
877,400 
WBLS/New York (U) 
Frankie Crocker 
857,400 

WYNYINew York (AC) 
Dan Daniel, Steve O'Brien 
852.000 

WPAT-FM/New York (BM) 
None 
723.500 

WRFM/New York (BM) 
Wess Richards, Al Turk 
626.100 

WCBS-FM/New York (0) 
Dick Heatherton, J.D. Holiday 
611.400 

KLOS /Los Angeles (A) 
Linda McInnes 
537.700 

KMETILos Angeles (A) 
Jack Snyder 
537.600 

WNEW-FM/New York (A) 
Scott Muni 
520,400 

KBIG /Los Angeles (BM) 
Grant Neilson, Dave Robinson 
503, 700 

463,600 

\ I / 7 

www.americanradiohistory.com

www.americanradiohistory.com


___CVEtwom 
We doubled our Network Sales in '81 and we're bullish on '82. 
Network planners and buyers are discovering that the MMR 
Network delivers more . where it counts, in major markets. 
Let us show you how the MMR Network compares with other 
networks. Our Network computer will tailor a plan to fit your 
needs for any demographic or geographic target. 

For a free Market - Buy - Market computer analysis,call your 
MMR account executive at any of our nine offices, or call 
TonyMiraglia,V.P. Network Sales at (212) 355 -1700. 

Air 
MAJOR MARKET RADIO 

NEW YORK CHICAGO LOS ANGELES PHILADELPHIA ATLANTA DETROIT BOSTON SAN FRANCISCO DALLAS 
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Drive Time Dominators 
Top 25 /Average Quarter -Hour Share, 12+ 

AM Drive (M -F, 6 -10am) 
AM 

WTIC/Hartford (AC) 
Bob Steele 

39.3 

WCCO /Minneapolis (AC) 
Roger Erickson, Charlie Boone, 

Bill Farmer/32 2 

KDKA/Pittsburgh (AC) 
Jack Bogut 

316 
KMOX /St. Louis (T) 
Bob Hardy, Jack Carney 

303 
WGY /Albany (AC) 

Don Weeks, Harry Downie 
217 

WIBC /Indianapolis (AC) 
Gary Todd 

20.3 

WBENIBuffalo (AC) 
Jeff Kaye 

19.6 

WPRO /Providence (AC) 
Salty Brine 

183 
WHIO /Dayton (AC) 

Lou Emm 
1 7.6 

WGNIChicago (T) 
Wally Phillips 

175 

WDAF /Kansas City (C) 
David Lawrence 

173 

WSB /Atlanta (AC) 
John Moore & Gary Kinsey 

170 
WTVN /Columbus (AC) 

Bob Conners 
170 

WMAL /Washington (AC) 
Harden & Weaver 

16.9 

WBAL /Baltimore (AC) 
Bob Jones, Jack Lacy 

16.8 

KYW /Philadelphia (N) 
Bill Shusta, Bob Witten, 

Harry Donahue /16. 1 

WTMJ /Milwaukee (AC) 
Gordon Hinkley 

14 6 

KTOK /Oklahoma City (AC) 
Bob Biggins, B.J. Wexler 

14.4 

WKBWBuffalo (R) 
Danny Neaverth 

14.2 

KIRO /Seattle (N) 
Bill Yeend, Dave Stone 

14.2 

1 

2 

3 

4 

5 

6 

[7 

8 

19 

1121 

1131 

1131 

1151 

1161 

1171 

1181 

1191 

20 

1211 

22 

22 

1241 

1251 

FM 

WZZK /Birmingham (C) 
"Patti & The Doc" 
17.1 

KSTP-FM /Minneapolis (R) 
Chuck Knapp & 

Michael J. Douglas/16 4 

WTOR /Greensboro (C) 
Mark Austin 
15 2 

WEZO/Rochester (BM) 
Jerry Warner 
140 

KEBC /Oklahoma City (C) 
Lynn Waggoner 
13. 7 

Top 25 /Average Quarter -Hour Share, 12+ 
PM Drive (M -F, 3 -7pm) 
AM 

WCCO /Minneapolis (AC) 
Steve Cannon 

190 

WTIC/Hartford (AC) 
Tom Tyler 

18 4 

KMOX /St. Louis (T) 
Anne Keefe, Jack Carney, 

Bill Wilkerson /17 4 

KDKA/Pittsburgh (AC) 
Art Pallan, Trish Beatty 

15.9 

WDAF/Kansas City (C) 
Phil Young 

12.7 

WIBC /Indianapolis (AC) 
Bob Richards 

126 

121 

3 

u 
5 

6 

7 

8 

9 

10 

1111 

1121 

13 

1141 

1151 

1151 

1171 

18 

1191 

1191 

1191 

22 

1221 

1241 

1251 

FM 

WZZK /Birmingham (C 
Rusty Walker 
186 

WHRKIMemphis (B) 
Ron Olsen 
173 

WTOR /Greensboro (C) 
Billy Buck 
172 

WEZOIRochester (BM) 
Jerry Warner 
16 7 

WLVQ /Columbus (A) 
Bill Pugh 
15 4 

WHIO -FM /Dayton (BM) 
Bob Sweeney, Jim Jones 
152 
KSTPFMIMinneapolis (R) 
Dan Donovan 
14 3 

WJYE /Buffalo (BM) 
Joseph Chille, Skip Edmunds 
14.2 

WKDF /Nashville (A) 
Mike Beck 
13 6 

WLYF /Miami (BM) 
George Rudolph, Don King 
(F1 Lauderdale Book) 13 4 

WZGCIAtlanta (R) 
Dale O'Brien 
13 1 

KZAP /Sacramento (A) 
John Russell 
13 1 

WEZB /New Orleans (R 
Duke Chandler 
129 

WZEZ /Nashville (BM) 
Bill Gerson, Elizabeth Comfort 
12 6 

WEBN /Cincinnati ïr,. 
Denton Marr 
126 
KGON /Portland (A) 
Gloria Johnson 
125 

WLKW-FM /Providence (BM) 
Ed Brand, Bill O'Donnel 
12 5 

WAIL /New Orleans (B) 
Barry Richards 
123 

WXGTIColumbus (R) 
Dave Robinson 
120 

r(S-11 ?-\ 
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The EMI H 
NATIONAL STAFF 
(213) 461 -9141 

DICK WILLIAMS 
V.P. Promotion 

KEN BENSON 
Director AOR Promo 

Director A/C Promo 

RONNIE JONES 
Director R &B Promo 

GERRIE MCDOWELL 
Director Country Promo 
(615) 244-9595 

JACK SATTER 
Director Pop Promo 

America /Liberty Records 

NES! T L 1 

BARBARA JANKOVICH 
DONNA PERRY 

LUISA RANIEFI 
PAULA TLIGGE\ 

POP FIELD STAFF 
BOB ALOU 
Tenn. /Arkansas 
(615) 244 -9595 

HOWARD BERNSTEIN 
New York 
(212) 757 -7470 

DAVE BLANDFORD 
Indiana/S. Ohio 
(513) 281 -6197 

JACK DOHERTY 
New England 
(617) 329 -5770 

JON DONOVAN 
Northwest 
(206) 932 -8160 

MICHAEL HARRIS 
Florida 
(305)'592.3810 
JOHN HEY 
So. Calif. /Arizona 
(212) 254 -9111 

JEAN "BEBOP" HOBEL 
Missouri /Kansas 
(314) 721 -7576 

DALE WHITE HORN 
So. Calif. 
(213) 461 -9141 

MARK KARGOL 
Colo. /Nevada/New Mex./ 
Utah /Wyo. 
(303) 443 -3309 

TERRY LAWSON 
Carolinas 
(704) 366-0885 

CRISTIE MARCUS 
N. Calif. 
(415) 543 -3202 

CHAL MARTINA ij 
Min. /Iowa/ j1 
N &S Dakota/ 
Nebraska 
(612) 884 -0444 

ALEX MAYEWSKI (MAYE) 
N. Ohio /Upper N.Y. 
W. Penn. 
(216) 888 -8575 

SCOTT NONO 
Wisconsin /III. 
(312) 775 -7101 

TOM SCHOBERG 
Wash. D.C. /Maryland 
(301) 428 -0790 
RICH TAMBURRO 
Pennsylvania 
(609) 582 -0552 

AOR REGIONAL STAFF 
HOWARD LESNICK 
Northeast 
(212)757 -7470 

CHRIS HENSLEY KEN BOLDEN 
Southeast So. West 
(404) 321 -5441 (214) 637 -1890 

TONY SMITH KEN EARL 
Midwest Midwest 
(313) 583 -9600 (312) 775 -7101 

BILLY HENDRICKS 
East 
(215) 365 -2073 

RAB FIELD STAFF 

FRANK TURNER CAW FIELD STAFF ALLEN JOHNSTON 
Georgia South 
(404) 321 -5441 BEN WATSON PAT KING (404) 321 -5441 

LINDA VITALE Texas /Oklahoma/ (214) 253 -3589 MICHAEL WHITE ., STEVE POWELL West LIBERTY 
6313) 63-960tß 1,-; 

EMI 

m ,- It EFAftor of Capitol Records 

EMI 
AMERICA 
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co 

Format 
Leaders 

The leading stations by format in the top 50 markets are 
listed in the following section. R&R has culled the relevant 
market reports and compiled lists of the top 25 average and 
cume stations (or the top 10 for certain formats) in each 
leading format. 
Please keep in mind that the rankings you'll see were based 
on total persons 12 +, Monday- Sunday Gam- midnight, either 
average persons share or total cume persons, on a metro 
basis. Arbltron 

Adult Contemporary 
AOR 
Beautiful Music 
Big Band 
Black /Urban Contemporary 
Contemporary Hit Radio 
Country 
News /Talk 
Spanish 

Adult/ Contemporary 
rn 

AQH CUME 

1. WTIC/Hartford 23.8 
2. WCCO/Minneapolis 22.9 
3. KDKA/Pittsburgh 19.8 
4. WGY/Albany 15.8 
5. WIBC/Indianapolis 13.5 
6. WBEN/Buffalo 13.1 
7. WTVN/Columbus 13.0 
8. WBAL/Baltimore 12.6 
9. KTOK/Oklahoma City 11.3 

10. WMALIWashington, DC 10.6 
11. KSLISaIt Lake City 10.5 
12. WSB/Atlanta 10.2 
12. WHIO/Dayton 10,2 
14. WTMJ/Milwaukee 98 
15. WROW/Albany 96 
16. WRKA/Louisville 92 
17. WHB/Kansas City 91 
18. WHDH/Boston 87 
19. WPRO/Providence 8.6 
20. WHAS/Louisville 84 
21. WING/Dayton 8.3 
22. WBZ/Boston 8.2 
22. KVOL-FMIDaIIas-Ft. Worth 82 
22. WTAE/Pittsburgh 8.2 
25. WISN/Milwaukee 8.1 
25. WLW/Cincinnati 8.1 

1. WYNYINew York 1,788,200 
2. KDKAIPittsburgh 805,100 
3. WCCO/Minneapolis 804,800 
4. WMGK/Philadelphia 710,900 
5. WBZ/Boston 707,000 
6. KHTZ/Los Angeles 699,800 
7. WCLR/Chicago 694,700 
8. WHDH/Boston 678,200 
9. WIP/Philadelphia 616,700 

10. WBBM-FM/Chicago 602,400 
11. WFYR/Chicago 589,400 
12. WKQX/Chicago 578,200 
13. WMALIWashington, DC 576,500 
14. WTFMINew York 575,200 
15. WNIC-FM/Detroit 571,400 
16. KNBR/San Francisco 464,600 
17. KVIL-FM/Dallas-Ft. Worth 455,100 
18. WTAE/Pittsburgh 453,300 
19. KIOIISan Francisco 448,700 
20. KSFO/San Francisco 428.700 
21. WBAL/Baltimore 417,500 
22. WSB/Atlanta 409,200 
23. WMJC/Detroit 409,100 
24. WROR/Boston 393,400 
25. KYUU/San Francisco 382,600 

AQH CUME 

1. WKDF/Nashville 12.6 
1. WLVQ/Columbus 12.6 
3. KZAPISacramento 12.0 
4. WEBN/Cincinnati 11.8 
5. WFBQ/Indianapolis 11.2 
6. KGON/Portland 11.1 
7. WTUEIDayton 10.1 
8. WPYX/Albany 9.9 
9. WIYY/Baltimore 9 7 

9. WGRQ/Buffalo 9 7 

9. WMJQ/Rochester 9 7 

12. WCOZ/Boston 9 3 
13. WMMS/Cleveland 90 
14. WKZL/Greensboro 89 
15. WHJY/Providence 88 
15. WZXR/Memphis 88 
15. KISS/San Antonio 88 
18. WKLS-FM/Atlanta 8 7 
19. KDKB/Phoenix 8 5 

20. KINK/Portland 84 
21. KGB-FM/San Diego 8 2 
22. KYYS/Kansas City 79 
22. KISW/Seattle 79 
24. WQMF/Louisville 7 7 

25. WQBK/Albany .7.5 

1. WPLJ/New York 1,644,300 
2. WNEW- FMINew York 995,900 
3. KMET/Los Angeles 954,900 
4. KLOS /Los Angeles 948,800 
5. WLUP/Chicago 744,000 
6. WMET/Chicago 679,700 
7. WLLZ/Detroit 657,300 
8. WRIF/Detroit 627,400 
9. WCOZ/Boston 620,000 

10. WMMR/Philadelphia 588,200 
11. KNX- FMILos Angeles 583,700 
12. WABX/Detroit 545,400 
13. KMEL/San Francisco 492,500 
14. KROQ/Los Angeles 453,700 
15. WYSP/Philadelphia 420,500 
16. WIOQ/Philadelphia 385,100 
17. KLOL/Houston 381,900 
18. WEEI-FM/Boston 374,500 
19. WBCN/Boston 349,600 
20. WWDC-FM/Washington, DC 349,500 
21. KSFX/San Francisco 344,300 
22. KTXQIDaIlas -Ft. Worth 343,500 
23. KZEW/Dallas-Ft. Worth 328,800 
24. WIYY/Baltimore 326,200 
25. KGB-FM/San Diego 306,300 
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The Weekend Winners! 
PICK A 3 -HOUR WEEKLY RATING BOOSTER 

TO FIT YOUR FORMAT 

GODDARD'S GOLD 
With Steve Goddard 
An unbeatable combination of 
solid gold hits, exclusive star 
interviews and much, much more. 
Without question, the definitive 
Golden Oldies Show. 

For Big Band, the hottest and 
brightest "new" show of the decade - 
MI 1.1 1_IXN II-;A 1 I 
Ili till LAMA 

All the music, all the stars, and hosted 
by the legendary Don Howard. 

And just for fun 

THE CHARLIE &GILARRIGAN 
WEEKEND COMEDY 
SPECIAL 
A 3 hour weekly Golden Oldies Party 
with Outrageous Comedy, Satire and 
Fun!!! 

FOR 
DEMOS 
AND 
LOW 

REALLY LOW 
RATES 

CALL 
(714) 465 -9400 

NUMBER ONE COUNTRY 
With Bozo Sommers 
The greatest collection of number 
ones in Country Music - the best 
of the best - by the best. 

4 
Plus 

HI -LITE 25 
Christian oriented rock 
with Rudy Grande the bright, 
uplifting, happy sound of the 80's!!! 
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O 

Beautiful Music 
ó 

1. WEZOIRochester 
O 2. WHIO- FMIDayton 
ui 3. WLYF /Miami (Ft. Lauderdale book) r 4. WLKW-FM/Providence 
z 5. WJYEIBuffalo 

6. WEZI /Memphis 
cc 

7. WXTZ /Indianapolis 
co 8. WZEZINashville 

m 9. WFOGINorfolk 
rn 10. WEZW /Milwaukee 

11. WVEZ /Louisville 
12. KKNG /Oklahoma City 
13. WWEZ /Cincinnati 
13. KSFI /Salt Lake City 
15. WLIFIBaltimore 
16. WWBA /Tampa 
16. WGLD /Greensboro 
16. KQXT /San Antonio 
19. KEWT /Sacramento 
20. WDOKICIeveland 
21. KJQY /San Diego 
21. KMBR /Kansas City 
23. WGAY-FM/Washington, DC 
24. KMEO -FM /Phoenix 
25. WBYUINew Orleans 

Dig Band 

AQH CUME 
16.9 1. WPAT-FM/New 1,312,800 
15.2 2. WRFM /New York 1,145,900 
12.8 3. KBIG /Los Angeles 902,600 
11.9 4. WPAT/New York 888, 700 
11.6 5. KJOI /Los Angeles 708,400 
11.2 6. WLOO /Chicago 701,800 
11.1 7. KOST /Los Angeles 545,700 
10.5 8. WLAK /Chicago 542,100 
10.0 9. WEAZ /Philadelphia 467,500 
9 4 10. WJR-FM/Detroit 435,300 
9.3 11. WWSH /Philadelphia 403,500 
9.0 12. WJIBIBoston 359,400 
8 9 13. WGAY-FM/Washington, DC 350,100 
8 9 14. WVNJ-FM/New York 333,200 
8 5 15. KABLISan Francisco 322,400 
8 4 16. WLIF/Baltimore 301,300 
8 4 17. WWJ-FM/Detroit 292,900 
8 4 18. KODA /Houston 292,500 
8 3 19. KFOG /San Francisco 287,600 
8.1 20. WAIT /Chicago 284,500 
7 9 21. WSHHIChicago 281,800 
7 9 22. KMEZ /Dallas -Ft. Worth 266,300 
7 8 23. KOIT /San Francisco 265,700 
7.7 24. WLKW-FM/Providence 260,100 
7 5 25. KYND /Houston 257,400 

AQH CUME 

1. 
2. 

WCOL/Columbus 
WMLXICincinnati 

7 2 
61 

1. 
2. 

3. WJAS/Pittsburgh 5 5 3. 
4. KEZW/Denver 5 2 4. 
5. WECK/Buffalo 5.1 5. 
6. WDAE/Tampa 4 6 6. 
7. KJLA/Kansas City 3.7 7. 
8. KUPL/Portland 3 5 8. 
9. WINN/Louisville 3.3 9. 

10. WXKS/Boston 3 2 10. 

WNEW /New York 985,000 
WJAS/Pittsburgh 232,300 
WDAE /Tampa 180,100 
KPRZ /Los Angeles 159,100 
KEZW/Denver 150,900 
WXKSIBoston 143,400 
KMPX -FM /San Francisco 142,800 
WHLI /New York 139,900 
WCOL /Columbus 138,700 
WWJF /Ft. Lauderdale (Miami-Ft. Lauderdale book) 130,100 

Black/Urban Contemporary 
AQH CUME 

1. WHRK /Memphis 16.7 1. WKTUINew York 2,017,700 
2. WAIL /New Orleans 10.6 2. WBLS/New York 1,710,200 
3. WVEE /Atlanta 10.3 3. WRKS /New York 1,649,100 
4. WDAO /Dayton 9 7 4. WGCI /Chiacgo 782,200 
5. 
6. 

WTLCllndianapolis 
WKYS /Washington, DC 

9 3 
8 1 

5. 
6. 

WBMXIChicago 
KSOL /San Francisco 

479,300 
474,100 

7. WLOU /Louisville 8 0 7. WDAS -FM /Philadelphia 428,500 
8. WDIA /Memphis 7.6 8. WJPC /Chicago 425,000 
9. KPRS /Kansas City 7 4 9. WKYS/Washington, DC 421,800 

10. KRLY/Houston 7 3 10. KGFJ /Los Angeles 398,400 
11. WENN -FM /Birmingham 7 0 11. WHURIWashington, DC 385,100 
12. WGCI /Chicago 6 9 12. KMJQ /Houston 357,100 
13. WYLDINew Orleans 6.8 13. KRLYIHouston 353,800 
14. WVOLINashville 6 7 15. KUTE /Los Angeles 353,800 
15. KKDA -FM /Dallas -Ft. Worth 6 5 15. KKDA -FM /Dallas -Ft. Worth 350,000 
15. WEDR /Miami 6 5 16. WVON /Chicago 346,500 
17. WHUR/Washington, DC 6 2 17. WJLB /Detroit 318,200 
18. WKTU/New York 6 1 18. WGPR /Detroit 314,900 
18. KMJM /St. Louis 6 1 19. WOOK /Washington, DC 301,800 
20. WBLS/New York 5 9 20. WLBS /Detroit 293,300 
20. WOWI /Norfolk 5 9 21. KDAY /Los Angeles 290,400 
22. KSOLISan Francisco 5 8 22. WVEE/Atlanta 282,800 
22. WXYV/Baltimore 5 8 23. KDIA /San Francisco-Oakland 268,300 
24. WRKS /New York 5 6 24. KMJMISt. Louis 258,700 
25. WDAS-FM/Philadelphia 5 4 25. WXYVIBaltimore 241,900 
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We Thank You Far.. 

VANGELIS -i "Chariots Of Fire" 

BOB & DOUG McKENZIE 
"Take Off" 

KOOL & THE GANG 
"Get Down On it" 

JUNIOR 
"Mama Used To Say" 

DR. HOOK 
"Baby Makes Her Blue Jeans Talk" 

PolyGram Records 
********************** 

R, 
¡ cYfd6./^ 

V 
poi Aor .mPriciun/ 

iìECORDS 
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ontemporary 
Hit Radio AQH 

Format 
Leaders 

CUME 

1. 

2. 
3. 
4. 
5. 

6. 
7. 

8. 
9. 

10. 
11. 
12. 
13. 
13. 
13. 
16. 
17. 
17. 
19. 
19. 
19. 
22. 
22. 
24. 
25. 

KSTP -FM /Minneapolis 14.8 1. WNBC/New York 2,204,500 
WWKX /Nashville 12.9 2. WABCINew York 2,067, 700 
WZGC /Atlanta 12.6 3. WLS /Chicago 1,044,100 
WEZB /New Orleans 11.5 4. KFRCISan Francisco 835,200 
KTFM /San Antonio 11.0 5. WLS- FMIChicago 798,800 
WXGT /Columbus 10.9 6. KRTH /Los Angeles 708,600 
WKXX /Birmingham 10.5 7. KIQQ /Los Angeles 674,600 
WRBQ /Tampa 9 7 8. KFI /Los Angeles 654,500 
WMC -FM /Memphis 91 9. KIIS /Los Angeles 632,600 
KGW /Portland 9 0 10. WPIX /New York 630,300 
WIRY /Albany 8 9 11. WCAU -FM /Philadelphia 628,500 
WBEN -FM /Buffalo 8 8 12. KRLA /Los Angeles 592,600 
WNCI /Columbus 8 6 13. XTRA /San Diego (Los Angeles book) 568,000 
WPRO -FM /Providence 8 6 14. KSTP -FM /Minneapolis 515,300 
WQXI -FM /Atlanta 8 6 15. CKLW /Detroit 436,900 
WKBW /Buffalo 8 4 16. WZGClAtlanta 433,000 
WSEZ /Greensboro 8 3 17. KRBE /Houston 381,800 
WKRQ /Cincinnati 8 3 18. WXKS -FM /Boston 370,100 
KSFM /Sacramento 7 9 19. WVBF /Boston 368,400 
KTSA /San Antonio 7 9 20. WRQX /Washington, DC 366,900 
WNBCINew York (Nassau -Suffolk book) 7 9 21. WPGC -FM /Washington, DC 354,500 
WDJXIDayton 7 7 22. WQXI -FM /Atlanta 338,600 
KOFM /Oklahoma City 7 7 23. WIFI /Philadelphia 327,300 
WNAP /lndianapolis 7 6 24. KEGL /Dallas -Ft. Worth 326,700 
KBEQ /Kansas City 7 4 25. WDRQ /Detroit 318,900 

erfiltr)7 ----- (j AQH CUME 

1. WZZK /Birmingham 17.7 1. WHN /New York 940,100 
2. WTQR /Greensboro 15.8 2. WMAQ /Chicago 776,300 
3. WDAF/Kansas City 13.6 3. KLAC /Los Angeles 594,700 
4. KEBC /Oklahoma City 11.8 4. WKHK /New York 563,100 
5. WCMS -FM /Norfolk 10.8 5. KSCS /Dallas -Ft. Worth 492,900 
6. WIRE /Indianapolis 9 8 6. WJEZ /Chicago 485,100 
7. WSIX -FM /Nashville 9 3 7. KZLA -FM /Los Angeles 443, 700 
8. WBCSIMilwaukee 9 2 8. KHJILos Angeles 426,300 
9. WFMS /Indianapolis 8 8 9. KIKK-FM/Houston 423,400 

10. WNOE -FM /New Orleans 8 4 10. WBAP /Dallas -Ft. Worth 417,000 
10. WCII /Louisville 8 4 11. WWWW /Detroit 389,800 
10. WQYK /Tampa 8 4 12. KILT -FM /Houston 387,500 
13. KSCS /Dallas -Ft. Worth 8.3 13. KNEW /San Francisco-Oakland 325,100 
14. KRAK /Sacramento 8 2 14. WDGY/Minneapolis 321,400 
14. WONEIDatyon 8.2 15. WUSL /Philadelphia 311,900 
16. KOMA /Oklahoma City 8 0 16. WFIL /Philadelphia 311,000 
17. WAMZ /Louisville 7 9 17. WDAF/Kansas City 286,800 
17. WMC /Memphis 7 9 18. WIL- FM /St. Louis 285,800 
19. KNIX -FM /Phoenix 7 7 19. WCXI1Detroit 281,900 
20. KIKK-FM/Houston 7.4 20. KSDISt. Louis 275,400 
21. WSUN /Tampa 7 3 21. WHK /Cleveland 267,700 
22. WBAPIDaIIas -Ft. Worth 6.8 22. WSUNITampa 239,400 
23. WHK/Cleveland 6 7 23. KSAN /San Francisco 230,200 
23. KILT -FM /Houston 6 7 24. WBCS/Milwaukee 229,200 
25. KSOP -FM /Salt Lake City 6 4 25. KPLX /Dallas -Ft. Worth 227,500 
25. WDGY/Minneapolis 64 
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CO NTRY 
MU IC 
24 OURS 
A Y. 
LIV VIA 
SA ELLITE. 
TH UNITED 
ST TIONS 
CO NTRY 
M SIC 
NE W'RK 
DE IVERS 
TH STARS. 

the Stations 

Our major-market quality 
allows for a strong local 
identity. Your listeners 
may never know they're 
listening to a network! 

Get the best in Country 
Music via two 15kHz 
stereo channels on Trans- 
ponder 3, Westar II - 
with "back -up" stereo 
capability. Suitable for 
both AM and FM stations. 
Frequent opportunities 
for localization - up to 16 
minutes of local avails 
each hour, plus more than 
10 additional local "ID" 
opportunities each hour! 

Programmed by Ed 
Salamon, three times 
named by Billboard as 
"Country Music Program 
Director of the Year" 
while at New York's WHN. 

Put Ed's expertise to 
work for your station for 
only $1000 a month.* 

Offered on a market 
exclusive basis. Call today 
to reserve this exciting 
format in your market. 
Stations now being 
signed. 

*The network reserves the right to 
include up to 2 minutes per hour of 
commercial content. 

New York Office: One Times Square Plaza, New York, NY 10036(212) 869 -7444 
Washington, D.C. Office: 7927 Jones Branch Drive, McLean, VA 22102 (800) 368 -3033, or (703) 556 -9870 in Virginia 
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News /Talk 
Z 1. KMOX /St. Louis (T) 
rr 2. WGNIChicago (T) 

KIRO /Seattle (N) 
KYWIPhiladelphia IN) 

rn 5. KGO /San Francisco IT) 
6. KTAR /Phoenix (N) 
6. KOA /Denver (T) 
8. KABC/Los Angeles (T) 
9. WQBK /Albany (T) 

10. WNWS /Miami (N) (Ft. Lauderdale book) 
11. WEEI/Boston (N) 
12. KCBS /San Francisco (N) 
13. KRLDIDaIIas -Ft. Worth (N) 
14. WORINew York (T) 
14. KGNR /Sacramento (T) 
14. WLAC /Nashville IT) 
17. KTRH/Houston (T) 

18. WXYZIDetroit (T) 
18. WBBMIChicago (N) 
20. KSDOISan Diego (N T) 
20. WINZIMiami (N) (Ft. Lauderdale book) 
22. WERE /Cleveland (N) 
23. WOAI/San Antonio (N /T) 
24. WINS /New York (N) 
24. KCMO/Kansas City (N /T) 

cc 3. 

cr 4. N 

AQH 

Format 
Leaders 

21.8 1. 
9 6 2. 
9.5 3. 
9.3 4. 
8.8 5. 
8.2 6. 
8.2 7. 
8 0 8. 
7.5 9. 
6.9 10. 
6.6 11. 
6.5 12. 
6.4 13. 
6.2 14. 
6.2 15. 
6.2 16. 
6.1 17. 
6.0 18. 
6.0 19. 
5 9 20. 
5.9 21. 
5 8 22. 
5 7 23. 
5.6 24. 
5.6 25. 

WINS /New York (N) 
WCBS /New York (N) 
WOR /New York (T) 
WGNIChicago (T) 
KABC/Los Angeles (T) 
KYW/Philadelphia (N) 
WBBM/Chicago (N) 
KFWB/Los Angeles (N) 
KNXILos Angeles (N) 
KCBSISan Francisco (N) 
KGO /San Francisco (T) 
WMCA /New York (T) 
KMOXISt. Louis (T) 
WIND /Chicago (N/T) 
KMPCILos Angeles (T) 
WWJ /Detroit (N) 
WEEIIBoston (N) 
WCAU /Philadelphia (N T) 
KIRO /Seattle (N) 
KRLDIDallas -Ft. Worth (N) 
WXYZ/Detroit (T) 
KTRHIHouston (T) 
WWDB /Philadelphia (T) 
WRKO /Boston (T) 
KOA /Denver (T) 

CUME 

2,540,600 
2,102, 600 
1,891,800 
1,376,300 
1,323,600 
1,163, 000 
1,144,500 
1,043,400 

925,700 
894,600 
844,800 
808,900 
786,700 
600,100 
598,700 
5 72, 400 
559,900 
467,200 
462,700 
459,000 
391,500 
380,200 
36 7, 900 
332, 700 
319,700 

Spanish 
AQH CUME 

1. WRHC/Miami 14.1 1. WJITINew York 428,100 
2. KCOR /San Antonio 8 8 2. WADO /New York 389,100 
3. WCMQ-FM/Miami 6.4 3. KTNQ /Los Angeles 290,100 
4. WQBA /Miami 6 3 4. KALI /Los Angeles 282,800 
5. WCMQ /Miami 5 6 5. KWKWILos Angeles 206,400 
6. KEDA /San Antonio 4 4 6. KLVE /Los Angeles 181,400 
7. KPHX/Phoenix 2 9 7. WQBA/Miami .... (Miami -Ft. Lauderdale book) . 172,700 
8. KALI /Los Angeles 2 5 8. WOJO /Chicago 165,700 
8. WHTT /Miami 2.5 9. WRHC/Miami 143,600 
8. WJIT/New York 2.5 10. WCMQ-FM/Miami .. (Miami -Ft. Lauderdale book) .. 143,600 

Earth News Radio... 
grabs your market by the ears! 

o 

Join our host Joel Denver of R & R. For market availability 
call collect at 213.392 -8611. YOUR SOUND FOR THE 80's! 
Sponsored by Nexxus Professional Hair and Skin Care 
Products and Busch Beer. Ô 

fora Nom 
Nuis 

www.americanradiohistory.com

www.americanradiohistory.com


Numbers 
titan 
speak 

words! 
Every oncial client node dramatic 

gains and /or continues to be #1 

AOR in their market! 

o 

meodáhear,G 
5213 N. 24th Street 
Suite x206 
Phoenix. AZ 85016 
(602) 957-2452 

Source Fall 1911 Arbitron. Total peoons 12 + AQH, 6AM - Mlcnipht. 

o 
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THE RATINGS 
INFORMATION 

GUIDE 
A Step -By -Step Manual For Using 

R &R's Unique Ratings Data Features 
R&R has continued to make significant improvements in our presentation of ratings information with this report, so a guide 

toward making the most out of the data should prove helpful. We'll look at each key segment of an individual market breakdown, 
reviewing the section's construction, the value of its information, and possible applications for managers, programmers, and adver- 
tisers. 

Market Overview 
The overview acts as verbal supplement to the actual ratings figures. It informs you of Arbitron -related factors that may have influenced the market's book and supplies details of top station's standings in specific demographics and day - parts. In addition, significant promotions, contests, or ad campaigns in the market are cited. 

JNew York METRO RANK 

Fall '81 Market Overview 
The Urban Contemporary format extended its domination of New 

York. With the emergence of RKO's WRKS -FM, formerly WXLO, three 
of the top four stations are programmed in an Urban fashion. WOR re- 
mained ahead of the crowd, while WPLJ and WYNY improved their 
positions. 

WOR captured the top spot with an audience that skewed heavily 
55 +. As you can see on the 12+ bar graph showing audience com- 
position, little of this kingpin station's appeal is 25 -54. WOR remained 
the top pilling station in the U.S., however. 

RKO's other property in New York carved out quite a niche for 

For example, the overview will tell you if the 1980 Census adjustments might have boosted ethnic or urban appeal. If the 
usable diary count is up notably over the Fall 1980 sweep the overview will mention it and discuss the implications. Knowledge of 
station's promotions, or lack thereof, combined with the detailed information on their music available weekly in R&R, will give you a 
good handle on understanding their ratings performance. 

Format Codes 
Format codes were assigned based on the latest information derived from the stations involved. R&R realizes that these codes 

are generalizations, but we provide them for purposes of comparison. 

Format Legend 
A -AOR, AC- Adult/Contemporary, B- Black, BB -Big Band, BM- Beautiful Music, C- Country, CL- Classical, E -Easy Listening, 
J -Jazz, M- Miscellaneous, N -News, 0-Oldies, R- Contemporary Hit Radio, RL- Religious, S- Spanish, T -Talk, U -Urban Con- temporary. 

"Miscellaneous" refers to all listening that Arbitron was unable to credit to a commercial station - listening to noncommercial 
stations or diary entry to a specific station. Miscellaneous can also refer to stations with eclectic formats. 

Market Overviews 
The information featured in the market overviews for the top 50 markets is obtained from a variety of sources, including the sta- tions themselves. R&R reserves the right to exercise editorial judgment regarding which stations are mentioned in the overviews 

and the information cited in each market. Every effort has been made to provide the highest quality information and data for your perusal. 

This data is copyrighted by Arbitron. Nonsubscribers to Arbitron's syndicated radio service may not reprint or use this information in any form. 
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Dear Jhan: 
"After our two -year partnership I could 
not be more delighted and satisfied with 
the results. You and Lynn have developed 
a method of winning the Arbitron game." 

- Chet Redpath, President & General Manager /WCLR, Chicago 

Thanks for the kind words Chet! It has been our 
pleasure at Hiber & Hart to have been part of the 
team that made WCLR Chicagoland's number one 
adult contemporary station. 

WOLF; has used the unique full- service approach 
offered by Hiber & Hart . . 

Focus Groups 
Telephone Positioning Studies 
Arbitron Strategy Seminar 

Post -Survey Diary Reviews 
Sales Staff /Ad Community 
Seminars 

... to enhance the station's ratings and revenues. 
We look forward to more years of successful 
association with Chet Redpath, Chuck Tweedle 
and the rest of the fine WCLR organization. 

Develop a winning game plan - put Hiber & Hart on your side! 

U ]3i1 A 011L\ITro 
BROADCAST RATINGS, RESEARCH AND SALES DEVELOPMENT CONSULTANTS 

LYNN HIBER, VP 

P.O. BOX 1220 , 

PEBBLE BEACH, CA 93953 (408)373 -3696 

JHAN HIBER, PRESIDENT LISA BLINZLER, 
DIRECTOR OF CLIENT SERVICE 

SUITE F, ARBITRON BUILDING, 
LAUREL, MD 20707 (301) 776 -8855 
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Audience Rank/Composition Charts 
The two groups of 10 bar graphs on each page show, at a glance, both station rank position and the demographic which makes up the bulk of each of the leading station's audience. 
The metro average 12+ share and 12+ cume graphs show, in declining order, the rank of the top 10 stations in the market on a 

total week basis. Share and cume audience figures are shown for each of the top 10 stations, along with format information. Cume 
figures are in hundreds, so be sure to add two zeroes when reading numbers on the 12+ cume chart. 

Audience composition information is contained within the 12+ share trend graphs. Two percentages are listed - one for the amount of 18-34 audience, the other for the amount of 25-54 audience in the overall 12+ group. This allows advertisers, sales and programming personnel to see which of the top stations are best at delivering either of the two key demos - adults 25-54 or adults 
18-34. 

6.2 6.1 
5.9 

Audience Rank /Composition 
Average 12+ Share 

5.6 5.6 

4.5 4.5 4.4 4.4 
4.2 

18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 
7% 56% 65% 59% 13% 62% 42% 9% 65% 13% 

25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 
28% 36% 52% 42% 40% 23% 53% 41% 63% 71% 
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21028 20877 20177 
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16491 16443 
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AMIN) AM (RI FM WI AM IT( FM (AC) FM IU( FM FM IAI 
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R 
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Format Reach Charts 
The relative strengths of formats in a market are displayed in bar graphs in this book, for consistency and an instant 

comparison. Each format's total percentage of the overall 12+ market audience is listed to the right of its bar. 

The Format Reach charts are useful to managers, programmers and advertisers interested in how well a particular format 
scores in their own regions or in others. You can determine whether a format is oversaturated in the market (if Country pulls a 6% 
share divided among five stations, for example) or where a format is particularly strong. 

Share Trends 17 WMI:A-AM 1.7 WPIX -FM 1.1 W(BS-FM 2.1 WNLW-FM 1.5 WMFA-AM L.1 1f1 

Persons 12+ Mon -Sun 6AM -Mid 
18 
19 

W11T-Am 
NPIX -fM 

1.9 
1.5 

WHN -AM 
WAUU-AM 

2.2 
1.0 

WPIX-FM 
WA LU- AM 

2.1 
L.0 

WA W-AM 
rvIIT- AM 

1.9 
1.9 

WAUU-AM 
WHN -AM 

1.11) 
1.11C1 

PUP(UU,: 174678 26 WTFM-FM 1.8 .VL)XH-FM 1.9 WHKS-FM 1.6 WPAI-A.M 1.ö WPAI-AM L.U1SM1 
21 WAW-AM 1.7 WHKS-FM 1.8 WTFM-FM 1.6 WTFM-FM l.5 WKHK-FM l.i IC1 

ANBONIS AH BI FI S ANBAU S ARAI A S AAA(1 S 21 WIFXN-FM 1.3 WIIF-AM 1.6 WIIF -A.M 1.6 wet-NC-FM 1.5 WTFM -FM 1.515) 
STATION TARE STATION IAHE SI AT ION 1AKE STATION LAKE STATION HAKE 13 WXLU-FM 1.1 NTFM-FM 1.5 1YNI:N-FM 1.3 weLI -FM 1.3 WIJKK-FM 1.11CLI 

24 WVNI-FM 1.1 WNCN-FM 1.7 WIjXK-FM 1.0 WPIX-FM l.3 WVNI-fM 7.UISLF) 
1 WK FU -FM 8.3 WKTU -FM 6.s WBLS -FM 7.4 WKTU -FM 7.5 WINE -AM 6.2(1) 25 WHLI -A.M 0.8 WeLI -FM 1.0 WKHK-FM 1.6 W12XK-FM 0.9 WPIX-FM 0.81R1 

1 WBLS -FM 7.1 WIR -AM b.5 WKTU -FM 6.4 WON -AM 6.2 WKTU -FM 6.1 81 L6 WBLI -FM 1.1.8 WK. 1-AM 0.9 IVVNI-FM U.S WVNI-FM 0.9 81311-FM U.S 8R 
i WUN -AM b.2 WBLS -FM b.4 WOK -AM 5.9 WHLS -FM 6.1 WBLS -FM 5.9 17 WNI:N-FM U.S WVNI-FM U.8 W8LI-FM 0.7 WNCN-FM 0.8 WNLN-FM 0.71CL1 

Share Trends 
Under Share Trends, all stations showing up in the Arbitron survey's 12+ listings are shown in the order of their 

market standings. For comparison purposes, previous ratings beginning with Fall 1980 are listed to the left of the current 
figures. 

These printouts from Market -Buy- Market © are the basic information from which you can build a comprehensive ratings pic- 
ture, by combining the more specific information provided in the Audience Composition Analysis and Market Overviews and the 
music listings and news of format changes, ownership shifts, and contest/promotion highlights found in the pages of R£tR every 
week. The data for previous surveys add historical perspective and an easy basis for comparison of ratings performances. 

By applying the information found in the Ratings Report and R£tR, you can easily gain the perspective you need for evaluating 
your own station's performance, your competitors', the showings of stations with similar formats across the nation, or (for adver- 
tisers) the best buys in a specific demographic, location or format. We trust you'll find our listings helpful in a variety of ways. 
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DOUBLEDAY MAKES 
A CAPITOL 

INVESTMENT 

WAVA -FM JOINS THE HOTTEST RADIO 
GROUP IN THE COUNTRY. 

On February 1st, WAVA -FM, serving Washington, D.C., with 
maximum FM facilities, became a part of Doubleday Broadcasting. 

Two strong traditions of broadcast excellence combining 
to give the nation's capital its newest and most 

exciting listening experience in years. 

America's fastest growing radio group adds its second TOP 10 
market in as many years. And, in a few months (subject to approval) 

we'll be bringing that same excitement to the New York City area. 

DOUBLEDAY BROADCASTING...NEW FRONTIERS TO CONQUER. 

WLLZ -FM WAVA -FM KWK AM /FM KDWB AM /FM KPKE -FM 
Detroit Washington, D.C. St. Louis Mpls. /St. Paul Denver 

die DOUBLEDAY BROADCASTING CO. 
100 Park Avenue, New York, N.Y. 10017 

Represented Nationally by McGavren Guild, 
HN &W and CBS,FM National Sales. 

WAVA -FM Arlington- Washongton, 
KWK -FM- Granite City -St. Louis, KDWB -FM /Richfield, MN 

www.americanradiohistory.com

www.americanradiohistory.com


MARKET INDEX 
Albany- Schenectady -Troy 54 

55 
56 
58 
59 
60 
62 
64 
66 
67 
68 
69 
70 

71 

72 

74 

Greensboro -Winston Salem -High Point 75 

Hartford -New Britain 76 

Houston -Galveston 77 

Indianapolis 78 

Kansas City 79 

Los Angeles 80 
82 
83 
84 

Lauderdale -Hollywood 85 

86 
88 
89 
90 

91 

92 
94 
95 

96 
97 

100 
102 
103 
104 
106 
107 
108 
110 
111 

113 
114 
116 
117 
118 
119 

Anaheim -Santa Ana -Garden Grove 
Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 
Columbus, OH 

Dallas -Fort Worth 
Dayton 
Denver -Boulder 
Detroit 
Fort Lauderdale -Hollywood 

Louisville 
Memphis 
Miami 
Miami -Fort 
Milwaukee 
Minneapolis -St. Paul 
Nashville- Davidson 
Nassau -Suffolk 
New Orleans 
New York 
Norfolk -Portsmouth -Newport News -Hampton 
Oklahoma City 
Philadelphia 
Phoenix 
Pittsburgh 
Portland, OR 

Providence- Warwick -Pawtucket 
Riverside-San Bernardino -Ontario 
Rochester, NY 

Sacramento 
St. Louis 
Salt Lake City -Ogden 
San Antonio 
San Diego 
San Francisco 
San Jose 
Seattle-Everett-Tacoma 
Tampa -St. Petersburg 
Washington, DC 
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"AP Radio Network 
gives me 1,374 ways 
to make more money 
every week. To me, 
AP means Added Profit." 
Robert C. McKee 
President and General Manager 
WPRW, Manassas, VA. 

Bob McKee of WPRW proved it to himself on his bottom line. AP 
Radio Network is the commercial -free, problem -free profit maker. The reason 
why? AP Radio Network makes your time and money earn money over thirteen 
hundred times a week. Here's how Bob explains it. 
It all adds up. Flexibility, programming, sales. 

"Newscasts alone give us a total of 672 spots a week between donuts 
and adjacancies. In fact, hard news is probably our easiest sell. Every local 
merchant is a prospect: the bank, department stores, fuel companies, real 

estate brokers... it's what we call an image spot. 
"The Business Barometer works the same way for us. Sponsors love the 

identity they get being associated with AP 94 times a week. 
"I can just run down the line from there. The SportsLine and Motor - 

SportsLine are naturals for sporting goods stores, the hardware shop, car 
dealers, auto parts houses. They get their names and message on air 242 
times a week. 

"We sell Project Medicine -AP's health feature -exclusively to the 
pharmacy, the Ag reports go to our local farm equipment dealer and so on" 
A nice plus - the best delivery system. 

"Despite all the fancy talk I hear about technology, no one can match 
the AP's leadership. They've got over 450 dishes now on -line and operational. 
And AP's SAT plan is the world's largest, with 900 dishes scheduled by sum- 
mer of 1983 -that's a plan that really delivers. I'd say AP is doing it all and 
doing it better." 

Want to know more about putting your station in the 
money with AP? Contact AP Broadcast Services today at 
50 Rockefeller Plaza, 

New York, N.Y. 10020 (212) 621-1511 - 
means or call your 

nearest Associated Press 
Broadcast Executive. 

Ap 
,added profit 

Ap Broadcast Services Innovation for better news programming 

Associated Press Broadcast Services: AP Radio Wire AP TV Wire AP Radio Network AP Newscable AP PhotoColor AP LaserPhoto 
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TRICDM 
INDUSTRIES 

welcomes you to 
the NAB, 

Look for our 
TEXAS TAXI 
while you're in 
DALLAS. 

i 

Serving the marketing 
and promotional needs 

of the industries. 

For information call collect: 

(214) 258 -1333 

TRICOM INDUSTRIES 
3501 MacArthur Blvd., 

Suite 613 
Irving, TX 75062 

RUB THE RADIO 
SCRATCH & MATCH 

PROMOTION 

CONTACT: 

OPUS PRODUCTIONS 
7011 N. Janmar Drive, 

Dallas, TX 75230 
(214) 691 -8846 

ircñeck 
Factory 

VIDEO 
AIRCHECKS! 

SEE Top DJ's and stations on your 
home TV screen! From the library 
of "Mr. Media ", Art Vuolo, see VI- 
DEONo.1 highlighting Chicagoand 
WEFM, WDAI, John Landecker at 
WLS in '81, "Country" Dan Dixon 
at Detroit's WCXI and more! VHS 
videocassette $34.95. 
We continue to offer top audio air - 
checks via our monthly AROUND 
THE DIAL. Free audio sampler/ 
newsletter. Write today! 
MORE VIDEO TO COME! 

TOM KONARD's 

Alrcfieck Factory 
"Aircheck Acres" 

Wild Rose, WI 54984 

Have the Record Companies 

Cut You Off Their Mailing Lists? 
Our Adult /Contemporary Music Supply Service 

Is the Solution. 

You'd get 13 new releases each week Bonus 
LP cuts, tool Available only to radio stations 
Mono or stereo with 25 Hz toning 

Ong Nktur. nnzcet<aeó 
l'R( mI;RAMMIN(; SEMI( k: 
Ik ix 11r1 I rxl inn ( ln hard, Masa1 busetls 01151 

41:1 78:t-41i2H 

See us in Dallas 
Booth #1503- D 

What w mild Mom say if she thought 
you were skipping lunch? 

Over 6 years of creative 
COMEDY material. 

Complimentary Snack: 

"LOLA'S LUNCH" 
Call (313)434 -6142 or write: 

1390 Arroyo Drive, Ypsilanti. MI 48197 

Marke 

- - FREE 
DEMO 

Toby Arnold & Associates 
405 lBJ SWTt 156 DALLAS TEXAS 75234 12141661 8201 

Call Toll Free: 
1.800.527.5335 

COMTIMENTAL 

RECORDINGS 
210 SOUTH STREET BOSTON, MA 02111 

617426 3131 
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ELECTRIC 

.r-,., 
A Heartfelt 

`Thank You'... 
to all the OMs, GMs, POs 

and Jocks who have used our 
Personality Helper on their way to 
the top. We're in our 2nd Decade 

of being #1, no contest, 
since 1970. 

For genius one -liners for your 
Jocks, write to us for pedigrees 

and air -ready samples. 
Not A Gong In A Carload 

P.O. Box 25 -866 
Honolulu, Hawaii 96825 

(808) 395 -9600 
J 

CURRENT AND CLASSIC 

CALIFORNIA AIRCHECKS! 

We offer the best of both NEW and OLD 
every month. Current issue #24 features 

KWST /London and Engelman, KHTZ /Charlie 

Tuna, KUTE /Charlie Fox, KIOI /Chuck 
Browning, San Francisco's new KRQR, KEZY- 
FM /Jerry Mathers and more! 90- minute cassettes, 

S5.S0 each. 

Classic issue #C- 17 features 18 years of rock 

from KGB /San Diego as they go into their new 

News format. Classic performances from 
Charlie Van Dyke, Bobby Ocean, Rich Brother 

Robbin, Bill Wade, Barry Kaye, John Lander, etc. 

Cassettes S 10. 

Write us for more info and a back -issue list' 

CALIFORNIA AIRCHECK 
Box 4408 - San Diego, CA 9;: 104 

RADIO PERSONNEL 
PLACEMENT 

National Broadcast Talent Coordinators 
are specialists in Radio Personnel placement. 
We offer over 30 years of radio expertise. 
We deal daily with the placement of GM's, 
Sales Managers, Program Directors, News 
people, Sales people and all air talent. If you 
are in need of well qualified experienced 
broadcasters, or are seeking entry-level per- 
sonnel NATIONAL can fill your needs. We 

offer current air -check (playable thru our 
phone line) and complete resume. Our re- 
gistrants are available. 

If you are looking to improve your position 
in radio chances are NBTC can help. We 

are in constant contact with a great many 
radio stations. 

For complete confidential details write 
or call today: 

BROADCAST TALENT COORDINATORS 
Dept. R, P.O. Box 20551 
Birmingham, AL 35216 

(205) 822 -9144 

e CREATIVE 
ENERGIES 

90 SEC FEATURES " 
* TRIVIA INFO " 

SERVICE 
CREATIVE CUSTOM "' 

SCRIPTS 
Free Samples 

Creative Energies, 5116 Tremaine Rd 
Milton, Ont. Canada L9T 2X4 

IContemporary 

FREE SAMPLE! 

Write on station letterhead to 

CONTEMPORARY COMEDY 
5804 -R Twineing, Dallas. TX 75227 

FLY ME 
Remote Controlled 

7 ft. Free -flying Blimp 

FLY INDOORS AT: 
Concerts Malls Dances 

Promotions Schools 
Games Anywhere! 

Anyone can fly it- 
even your GM! 

Available Now 

1636 N. Woodland, 
Provo, UT 84601 

(801) 375 -4615 

DIAL A JOCK 
International 

The Radio Programmers Talent Line 

Program Directors nationwide are calling 

DialAJock to instantly hear available 

talent' To place your aircheck on the 

DialAJock talent line. call us at 

(316) 788 -5959. You'll hear this week's 

available talent & info on how you can 

appear on DialAJock in the weeks ahead! 

Ask us about our DialAJock talent bank 

fir currently employed talent looking 
for ley.) markets!' 

(316) 788 -5959 
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Fall '81 Market Overview 

WGY still dominates this market even though the station's numbers 

slipped for the third consecutive book. WGY led in the 25 -54 cell with 

more than an 18 share, six shares ahead of runner -up WTRY. 

WTRY had an up book this sweep and not only managed to place 

second in the 25 -54 category but also was second with 18 -34's. 

WPYX topped that young adult bracket with almost an 18 share while 

WTRY rang up just under a 15 score. 
What led to WTRY's increases? Advertising on TV and in the 

newspaper helped, no doubt. Also, a promotion involving giving away a 

car to the person who could touch it the longest (the winner held out for 

METRO RANK o\ 

84 hours) generated some excitement. The music was watched close- 
ly, with new titles added on a careful basis. 

WROW rebounded this sweep. The Adult /Contemporary entity's 
male numbers recovered the best, particularly in middays. For this 
sweep WROW used advertising that consisted of TV and billboards pri- 

marily and gave away several trips around the country, which drew 
temendous response. The station's music was updated with more con- 
temporary hits, although the audience skew was still heavily 35 +. 

WPYX had a mixed book. The station's teen dominance solidified 
with more than a 35 share, but its young adult numbers slipped. 
WGFM, on the other hand, improved its 18 -34 appeal. The station was 

third in that category with a strong 25 -34 core. 

Audience Rank /Composition 
15.8 Average 12+ Share 

Format Legend 

A -AOR, AC- AdufVContemporary, B- Black, BB-Big Band, BM- 

Beautiful Music, C-Country, CL-Classical, E-Easy Listening, 

JJazz, M- Miscellaneous, N -News, O-04dies, aContemporary 
Hit Radio, RL- Religious, S Spanish, T -Te1c, U-Urben Contem- 
Porary 

18 -34 
18% 

25-54 
47% 

18 -34 
59% 

18 -34 
7% 

18 -34 
55% 

18 -34 
5% 

18 -34 
4% 

25 -54 
20% 

25 -54 
35% 

25 -54 
55% 

25 -54 
22% 

25 -54 
33% 

18 -34 
53% 

25 -54 
23% 

18 -34 
72% 

25-54 
67% 

18 -34 
61% 

25 -54 
60% 

3.9 
18 -34 
25% 

25 -54 
53% 

WGY WPYX WROW WTRY WOBK WROW WFLY WGF WWOM WGNA 

AM (AC) FM (A) AM (AC AM (R) AM (T) FM (BM FM (R) FM (R) FM (AC) FM (C) 

2588 

1780 

1462 
1301 1271 

1116 

12+ Cume 

1029 y_ 

735 
587 

WOY WIRY WROW WPYX WRY waFM WROW wWOM WPTR weNA 
AM AC) AM (RI AM (AC) FM (A) FM IRI FM (R) FM (BM) FM AC AM (C) FM (C) 

AC 

-21 J 
AOR 

8M 

It .7 

9 8 

9.4 

31.8 Format Reach 

MISC. 

BB 

m0.9 

RL 

110 8 

7.5 

6 4 

Share Trends 
Persons 12± Mon -Sun 6AM -Mid 

POP( 0U): 6691 

FALL SPRING 
1980 1981 

1 WGY -AM lb . 7 

2 WKUW-AM 10.2 
3 WKUW-FM 10.0 
4 WTRY-AM 8.4 
5 WF LY -FM 7.1 
6 WPYX-FM 6.2 
7 WOK-AM 6.2 

vVGY -AM 16.4 
WPYX - FM 1U.7 
WTRY-AM 8.3 
WROW-AM 8.3 
WRUW-FM 7.4 
WFLY-FM 6.3 
W(1BK-AM 6.2 

8 WGVA-FM 4.3 WGVA-FM 5.3 wGFM-Fm 5.2 (R) 

9 W'WUM - FM 3.9 WWUM-FM 4.5 WWUM-FM 5.0 (AC) 

-10 WGFM-FM 3.8 WPTR-AM 3.6 WGr(A - FM 3.9(C) 
11 WPTK-AM 3.1 WGFM-FM 3.6 WPTK-AM 1.8(C) 
12 vVHKL-FM 2.6 W128K-FM 2.8 WUKU-AM 2 . 1 (C) 

13 Wl1BK-FM 2.4 vVUKU-AM 2.4 W(?öK-FM 1 . 8 (A) 

FALL 14 vVC S S- AM 2.3 WHKL-FM 1.8 VVHRL-FM 1 . 4 (BM) 

1981 15 WUKU-AM 1.5 WCSS -AM 1.1 vVCSS-AM 1 .4 (AC) 

16 WKAJ-AM 0.8 vVKAJ -AM 1.1 WKA) -AM 1 . 1 (R) 

WGY -AM 15.13 (AC) 17 WjIV-FM U.8 WWWt)-AM 1.0 VVKUL - Aivt 1 . U IC) 
WPYX -FM 9.9(A) 18 WASM- FM 0.5 YVASM -FM 0.9 WA SM-FM 1 . U (BM) 
WROW-AM 9.6(AC) 19 vVYLK-FM U.5 WMYL-AM U.8 WMYL--AM 0.9 018) 
WTRY-AM 8.9(R) 20 WIAZ-AM 0.5 WRCK-FM 0.5 WHAL -AM U.8(RL) 
vVC18K-AM 7.5 R) 21 WAtfY-AM U.4 vVAÖY-AM U.5 
WROW-FM 7.0 (BM) 22 WWWU-AM 0.4 WJIV-FM 0.5 
vVF LY-FM 6.5 (R) 23 WHAZ-AM 0.4 
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Anaheim- 
Santa Ana -Garden Grove 

Fall '81 Market Overview 
Twice annually the Orange County market is surveyed as a 

separate metro by Arbitron (it is contained within the L.A. metro). In the 

latest sweep, which saw a healthy 30% rise in returned diaries over the 
spring '81 effort, KBIG reclaimed its position on top, KLOS edged out 
KMET, and local stations KEZY -FM and KWIZ -FM posted good gains. 

Bonneville's KBIG is often the leader in Orange County except dur- 

ing baseball season, when the Dodgers (KABC) and Angels (KMPC) 

siphon quarter hours away. In the fall sweep, KBIG recovered from its 

spring doldrums to not only top the market 12+ but also 25 -54. 
The battle between KLOS and KMET couldn't be much tighter. 

Among 12+ persons KLOS had a slight edge, but among 18 -34 adults 

METRO RANK 8 
the two were just one -tenth of a share apart. KLOS pulled more teens 
than KMET, although not as many as teen leader KROO. 

Among Orange County stations, KEZY -FM was the leader this 
sweep. This AOR, which was automated during the survey but is now 
live, did little in the way of special events for the sweep, mainly just 
some newspaper advertising. The station's teen share almost doubled, 
and its male 18 -34 numbers showed worthwhile increases too. 

Runner -up in Orange County was KWIZ -FM. A larger ad budget 
was spent on heavy newspaper advertising, with bus sides also part of 
the campaign. Female gains were the story here as KWIZ -FM led local 
stations in the 25 -54 adult category. An interesting sidelight - the sta- 
tion stopped doing contests and scored its best book in recent sweeps. 

7.1 

18 -34 
17% 

25 -54 
54% 

6.1 6.1 

18 -34 
77% 

25 -54 
38% 

18 -34 
19% 

25 -54 
51% 

5.8 

18 -34 
79% 

25 -54 
51% 

Audience Rank!Composition 
Average 12+ Share 

4.4 

18 -34 
78% 

25 -54 
66% 

3.8 

18-34 
57% 

25 -54 
66% 

3.6 3.6 

18 -34 
48% 

25 -54 
76% 

18 -34 
78% 

25 -54 
61% 

3.4 3.4 

18 -34 
10% 

25 -54 
58% 

18.34 
29% 

25 -54 
60% 

KBIG KLOS KABC KMET KRTH KHTZ KFI KNX KOST KLAC 

FM (BM) FM (A) AM (T) FM ;A) FM (R) FM (AC) AM (R) FM (A) FM (BM) AM (C) 

2772 
2587 

2448 

2222 
2038 

12+ Cume 

1934 1980 
1722 1677 1813 

(LOS KMET KABC KIM KW ((TM KFWB KFI (MX KHTZ 

FM IA) FM (A) AM IT) FM IBM) AM (N) FM IN AM NI AM (RI FM IA) FM (AC) 

AOR 
Format Reach 

MISC. 22 4 
6 9 

N 19.7 
5.7 3M 
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7.4 0.9 

14 KI IS-FM 1.5 KOST -FM 3.0 KFWB -AM 2.7 (N) 

Share Trends 15 
16 

KHTZ -FM 
KOST - FM 

1.1 
1.2 

KROQ-FM 
X TRA -AM 

2.6 
2.3 

KJOI -FM 
KIQQ - FM 

2.7(BM) 
2.7 (R) 

Persons 12+ Mon -Sun 6AM -Mid 17 KEZY -AM 1.1 KWST -FM 2.3 KIIS- FM 2.4 (A) 
18 KRLA-AM 2.1 KRLA-AM 2.2 KM PC-AM 2.3 (T) 

19 KROQ-FM 1.1 KI I S-FM 2.0 K ELY -FM 2.2 (A) 

20 KWIL-AM 1.1 KZ LA-FM 2.0 KZ LA-FM 2.1 (C) 
(UU): 1bS2 I 21 XTRA-AM 1.9 K I QQ- FM 2.0 KVVIZ -FM 2. 0 (AC) 

22 KEZ Y-FM 1.8 KNOB-FM 1.9 KNOB-FM 1 .7 (BM) 

FALL SPRING FALL 23 KZ LA-FM 1.7 K ELY -AM 1.8 KR LA-AM 1 .7 (R) 

1980 1981 1981 24 KNOB-FM 1.6 KBRT -AM 1.7 KW I Z -AM 1 . 6 (AC) 

15 KWST- FM 1.6 K EZY -FM 1.6 KI KF-FM 1 . 6 (C) 
1 KB IC-FM 7.3 KMEF- FM 7.5 KEIIG-FM 7.1 (BM) 26 KWIL- FM 1.5 K I KF - FM 1.6 K FAC - FM 1 .2 (CL) 

2 KL AC-AM 5.4 KABC -AM 7.3 KLOS-FM b. 1 (A) 27 KH J -AM 1.3 KKGO-FM 1.4 KM -AM 1 . 2 (C) 

3 KFI -AM 5.1 KB lu-FM 5.8 KABC -AM 6.1(T) 28 KFAC -FM 1-1 KUTE -FM 1.4 KWST -FM 1.2 (R) 

4 KJL)I -FM 5.0 KLOS- FM 4.5 KMET - FM 5. 8 (A) 29 KKGU-FM 1.1 KWIZ-FM 1.3 KYMS- FM I.1 (RL) 

5 KRTH-FIM 4.7 KMPC-AM 4.1 KRTH- FM 4.4(4) 30 KI KF-FM 1.0 KYMS - FM 1.2 KM' -AM 1.1 (A) 

6 KABC-AM 4.7 KFI -AM 4.0 KHT Z -FM 3 .8 (AC) 31 KOCM - FM U.8 KW I L -AM 1.1 KU TE - FM U.9 (R) 

7 KFWI3-AM 4.3 KNX -FM 3.8 KFI -AM 3 . b (R) 32 KYMS - FM U. 7 KHJ -AM 1.0 KBRT -AM 0.9 (RL) 

8 KM E T- FM 4.2 KRTH-FM 3.7 KNX -FM 3.o(A) 33 KUT E - FM 0.6 KUCM-FM 1.0 K TN Q- AM 0.9 (S) 

9 KNX -AM 4.0 KNX -AM 3.3 KOSE-FM 3.4(BM) 34 KNAC-FM u.4 KFAC-FM 1.0 KKGO- FM 0.9 (11 

110 KNX -FM 4.0 KLAC -AM 3.3 KL AC -AM 3.4 (C) 35 KBRT-AM U.4 X TRA-FM U.4 KIEV-AM U.5 (T) 

11 KLOS- FM 3.7 KHTZ-FM 3.1 KROQ-FM 3 .2 (A) 36 K LVE -FM 0.4 KOCM -FM 0.5 (BM) 

12 KMPC-AM 3.3 KFWB-AM 3.1 KNX -AM 3.0 (N) 37 KNAC -FM u.4 (A) 

13 K I QQ-FM 3.1 KJOI -FM 3.1 XTRA-AM 2 .8 (R) 38 KLVE- FM 0.3 (S) 
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Atlanta 
óFall '81 Market Overview 

¢ A heavy teen influence helped WZGC win its 12+ battle with 
WQXI -FM and top the market overall. WVEE rebounded as ethnic diary 
count soared, WQXI -FM topped the 18 -34 demos, and WLTA led the 
25 -54 cell, while WKLS slipped overall. 

The 1980 census adjustments, plugged into the Atlanta market and 
cc 
°ö Arbitron's sampling scheme, had some impact on this book. While 
cc 

overall diary return was up 38% compared to the fall '80 sweep, 
co 
rn Telephone Retrieval in -tab was up 73% between the two books. Most 

of that TR diary count was blacks. As a result it's likely that WVEE may 
remain a stronger force in the Atlanta market than before. 

WZGC used almost a 33 share of teens combined with a strong 
18 -34 appeal (almost a 15 share) to rebound to the top. Biggest gains 
came among young adult males, especially in drive times, where the 
station virtually doubled its spring shares. To push the WZGC 

METRO RANK 17\ 
presence, direct mail was used, targeted to 20% of the metro homes. 
There was heavy promotion of the Steve McCoy morning show, which 
may have paid off in the advances registered in that daypart. 

WVEE became the runner -up station in the metro, perhaps making 
the best use of the census catch -up as the ethnic population growth 
was factored into Arbitron's sampling. WVEE did little advertising, ex- 
cept some billboards. The station's Urban sound helped it come in a 
close second in the 18 -34 demos to WQXI -FM, just ahead of WZGC 
and WKLS. 

There's a new factor in the market that's already shaking things up, 
namely WKHX, Cap Cities' new Country outlet in Atlanta. The station 
debuted strongly, cutting into WPLO's shares. WKHX gained a strong 
25 -44 core in its first effort. The station's on -air approach is music - 
oriented, a contemporary Country music format with limited spot load, 
low- profile DJ's, and no on -air contests. Outdoor was the only medium 
used to publicize the new Country entity. 

12.6 Audience Rank /Composition 

10.3 10.2 

8.7 8.6 
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18 -34 18 -34 18 -34 18.34 18 -34 18 -34 
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68% 64% 67% 55% 

WZGC WVEE WSB WKLS WOXI WLTA WPLO WPCH WKHX WGST 

FM (R) FM (U) AM (AC) FM (A) FM (R) FM (AC) AM (C) FM (BM) FM (C) AM (N) 

4330 
4092 

3388 

2828 
2532 

12+ Cume 

2271 
2134 

1949 
1830 1775 

W10C WS8 WOXI WVEE WKLS WOST WPCH WPLO WKH( WLTA 

FM (R) AM ¡ACI FM (Ft) FM IUI FM (A) AM (N) FM IBMI AM ICI FM (CI FM ¡AO) 

R 

AC 

C' 

U 

10.8 

10.3 
BM =9.1 
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N S.O 
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CL 
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Share Trends 9 
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WPLU-AM 
WGST-AM 

5.1 
5.0 

WGST-AM 
WSB -FM 

4.4 
4.3 

WKHX-FM 
WGST-AM 

5.3(c) 
5.0 (N) 

Persons 12+ Mon -Sun 6AM -Mid 11 WAOK-AM 3.7 W8 I E-FM 3.5 WSB -FM 3.8 (BM) 

1 2 W(1X I -AM 2 . 8 WKNG-AM 3 .0 WAOK-AM 3. 0 (B) 

POP (UU): 17066 13 WBIE -FM 2.7 WAOK-AM 2.2 WQXI-AM 1.8(R) 
14 WKNG-AM 2.7 W(?X I -AM 2. U VVKNG-AM 1. 8(T) 
15 WGKA-AM 1.3 WTJH-AM 0.8 WYZE-AM 1.2(RL) 

FALL SPRING FALL 16 WYZE -AM 0.8 WYZE -AM 0.8 WGKA-AM U.8 (cc) 

1980 1981 1981 17 W IGU-AM 0. ti WGKA-AM 0.6 W J Y1 -AM 0.8 OM 

18 WTJH-AM 0.6 WKLS-AM 0.6 WCHK-FM 0.6(RL) 
1 WLGC-FM 10.4 WKLS-FM 10.7 wZGC-FM 12.6 (R) 19 WLAL-FM U.5 WYNX-AM 0.5 WIGO-AM 0.4 (B) 

2 W(1XI-FM 10.4 WLGC-FM 10 .b WVEE-FM 1U.3 M 20 WC013-AM U.5 WCUB-AM 0.4 WXLL - AM 0.3(RU 
3 WSB -AM 10.2 WSB -AM 10.5 WSB -AM 10.2 (AC) 21 WGUN-AM U.5 W IGU-AM 0.4 WKLS-AM 0.3 (A) 

4 WVEE-FM 8.0 W(1X I-FM 8.9 WKLS-FM 8.7 (A) 22 WAEC-AM 0.4 
5 WPCH-FM 6.8 WVEE-FM 8.9 W(1X1-FM 8.6(R) 23 WFOX-FM 0.3 
6 WLTA-FM 6.7 VVLTA-FM 7.4 WLTA-FM 7.0 (AC) 24 WKLS-AM 0.3 
7 WKLS-FM 6.6 WPLO-AM 6.5 WPLO-AM 5.51C1 25 WCHK-FM U.3 
8 WSB -FM 6.0 WPCH-FM 6.1 WPCH-FM 5.3 (BM) 26 WCHK-AM 0.1 

l 
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A Breeze For All Formats 

JOHN DENVER 
The New Album 

Seasons Of The Heart 
Featuring 

"Shanghai Breezes" 
"Seasons Of The Heart" 

"Heart To Heart" 
Personal Management: JERRY WEINTRAUB Management Three RC/1 
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Baltimore 
Fall '81 Market Overview 

The top three stations in Baltimore - WBAL, WIYY, and 
WLIF - held their positions this sweep. WBAL rebounded to double 
digits with a heavy 35+ skew to its audience. WIYY retained the lead 
among the elusive adults 18 -34. WLIF recouped, led by a doubling of 
its share among females in the evening. The 25 -54 leader, WCBM, 
slipped in the overall standings in this report, and WBSB became the 
new CHR pacesetter as it passed WFBR. 

Overall, the numbers in this fall '81 report are more reliable than 

those from the fall '80 survey. Usable diary return was 33% higher this 
book than in the previous fall results. Ethnic return was up also. 

Telephone Retrieval diaries were up 38% in the most recent fall survey 
when compared to fall '80. 

METRO RANK 14 

WIYY and WBSB are two of the key stories in this book. WIYY, a 

Burkhart- Abrams Superstars station, achieved its best teen share 
ever, more than a 30% share. Among young adults WIYY was tops with 
more than a 17. Besides dominating the men 18 -34 cell, WIYY did sur- 
prisingly well among women 18 -34, coming in third behind WBSB and 
WXYV. 

WBSB has carved a real niche for itself. With this book the station 
became the CHR kingpin, leading in women 18 -34 and coming in third 
among adults in that demo. The station advertised itself on TV with the 
same budget as used before. Also part of the marketing mix for WBSB 
were the "B104 SuperCards," distributed throughout the metro. Pro- 
motionally the station ran "Dollar Days," where if listeners matched with 
a serial number called out, their dollars won up to $1040. 
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Share Trends 
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Persons 12+ Mon -Sun 6AM -Mid 16 WBKL-FM 
17 WITH-AM 
18 WRC2X-FM 
19 WKTK-FM 

PUP(UU): 18351 2U WIUP-AM 
21 WRBS-FM 
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1980 1981 1981 1981 25 WKYS-FM 
26 WBMU-AM 

1 WBAL-AM 11.0 WBAL-AM 11.2 WBAL-AM 9.5 WBAL-AM 12.ti0C) 27 WGAY-FN 
2 WIYY-FM 9.9 WIYY-FM 8.7 WIYY-FM 8.3 WIYY-F4 9.71A) 28 NOOK-FM 
3 WLIF-FM 8.9 WPOC-FM 7.7 WLIF-FM 7.8 WLIF-FM 8.51w) 29 WASH-FM 
4 WXYV-FM 6.2 WLIF-FM 6.7 WXYV-FM 7.7 WPOC-FM 6.110) 3U WWUC-FM 
5 WPOC-FM b.0 WXYV-FM 6.2 WCBM-AM 6.6 WXYV-FM 5.8181 31 WKC -AM 
6 WCBM-AM 5.9 WCBM-AM 5.5 WPOC-FM 6.3 WBSB-FM 5.8m 32 WEBB-AM 
7 WMAR-FM 4.6 WMAR-FM 5.3 WFBR-AM 5.6 WCBM-AM 5.30q 33 WTIR-FM 
8 WCAO-AM 4.2 WBSB-FM 4.7 WBSB-FM 4.9 WMAR-FM 3.9181) 34 
9 WFBK-AM 4.0 WCAJ-AM 4.0 WMAR-FM 4.8 WFBK-AM 3.9(0)) 35 
10 8050-FM 3.9 WFBR-AM 3.8 W'WIN-AM 3.8 WITH-AM 3.41AC) 36 

3.9 WWIN-AM 3.6 WCAO-AM 3.4 WWIN-AM 3.2m 
2.4 WBKZ-FM 2.0 WITH-AM 2.4 rVC:AO-AM 3.1ery 

2.1 WLPL-FM 1.9 W81(1-FM 2.1 WWUC-FM 2.01M 
2.1 WSIU-AM 1.6 rVLPL-FM 1.7 WYST-FM 1.91AC1 
1.0 WRC2X-FM 1.5 WPGC-FM 1.5 rVSIU-AM 1.71q 
1.5 WAYE-AM 1.5 WAYE-AM 1.5 WRBS-FM 1.5 MU 
1.2 WPGC-FM 1.4 WHUR-FM 1.4 WTUP-AM 1.5(16 

1.1 WWUC-FM 1.4 WWUC-FM 1.3 WEBB-AM 1.3 (e) 

1.1 WKTK-FM 1.2 WKBS-FM 1.1 rVKC/X-FM 1.2181 

1.1 rVTUP-AM 1.2 WKC¡X-FM 1.1 WMAL-AM 1.2 IAC) 

0.8 WASH-FM 1.2 WTUP-AM 0.9 WPGC-FM 1.116 
U.7 WKBS-FM 1.1 WKTK-FM 0.9 WASH-FM 1.0TAC) 
0.7 WBMU-AM 1.0 WRC -AM 0.8 WBKZ-FM 1.01Aq 
0.6 WITH-AM 0.9 WEBB-AM U.7 WKTK-FM 0.7rACl 

0.5 WMAL-AM 0.9 WASH-FM U.6 WHUK-FM 0.6m 
0.5 WGAY-FM 0.8 WTTK-FM 0.6 WRC -AM 0.6 89 
U.5 WEBB-AM 0.7 WKYS-FM 0.6 WTrR-FM 0.5 (ix) 

0.5 W11UK-FM U.7 WSIU-AM 0.6 WNAV-FM 0.5186) 

0.5 WAVA-FM 0.6 WBMU-AM 0.5 W)MU-FM U.4(ACI 
U.5 WKYS-FM 0.6 WNAV-FM 0.5 WTTR-AM 0.4(Aq 
0.4 WNAV-FM U.6 WTOW-AM 0.4 WGAY-FM 0.4¡Brq 

U.4 WYCR-FM U.4 WPKX-AM 0.3 WAYE-AM 0.4(881 

0.3 WRC -AM 0.4 WVKX-FM 0.2 
MANN-AM 0.3 WPGC-AM 0.1 
WPKX-AM 0.2 
WVKX-FM U.2 
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JBirmingham 
Fall '81 Market Overview 

METRO RANK 

There are two main items to keep in mind as you look at the fall '81 

Arbitron results in Birmingham. The first is that this survey data is 

significantly more reliable than the fall '80 data, thanks to a 54% in- 

crease in usable diary return. 47% of the returned diaries came back 

from ethnically- retrieved areas of the metro. 

The other key item to keep in mind is WZZK. You want 18 -34's? 
WZZK had almost a 21 share for the lead. Looking for 25 -54 adults, 

perhaps? Then WZZK had a 24 share to offer you. Unless you care to 

reach teens, where WKXX was best with almost a 30 share, or men 

18 -34 (where WKXX beat out WZZK by several shares), then WZZK is 

46\ 
the answer, no matter what the question. 

What led to all these numbers for WZZK? Advertising played a part, 

billboards plus the world's largest lighted sign. Actually, less was spent 

on advertising this sweep than in the past. 

There were no gangbuster promotions, but several small contests. 
The programming, a well -targeted and consistent sound, set WZZK 

apart from others in the market. 
This book showed some erosion of the WKXX audience. In young 

adults as well as teens, WKXX's audience estimates slipped, with morn- 

ing drive remaining the most solid. 
Beautiful Music WQEZ hit double digits 35 +, and the station 

notably increased not only female but male tallies as well. 
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3 WSIG-AM 8.3 WENN - FM 9.1 
4 WZZK-FM 7.7 WSIG-AM 6.4 
5 WRKK-FM 6.6 WVOK-AM 5.5 
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fBoston METRO RANK sik 
WBZ went all out for this sweep with apparent success. Althoug\ 

the station was still number two 25 -54 (to WHDH), its share was down 
slightly compared to fall '80 results. Nevertheless, WBZ was able to 
add female numbers this sweep to help the station to its best book 
since winter '81. WBZ used an extensive TV schedule, 40 spots per 
week, to promote the station. Bus sides were also used to reinforce the 
effective TV spots. On -air the station changed its music mix to a slower, 
more recurrent flow, strengthened the news department, and pushed 
its evening talk show more. 

WHDH remained the top 25 -54 station. However, the station erod- 

ed slightly in most major dayparts as the overall audience, especially 
among the ladies, slipped. With the loss of David Brudnoy's killer night- 
time numbers to WRKO, WHDH has not been as domñnant in that 
daypart as was formerly the case. 

WXKS -FM has moved away from the ethnic flavor it used to air 

towards more of a mainstream CHR niche. That, combined with a higher 
ad budget this book, (TV and newspaper), helped the station recoup. 
WXKS -FM is trying to provide a middle ground between AOR's and 

softer rock stations; it ranked third 18 -34 this book. 

i- Fall '81 Market Overview 
O a 

wcoz and WHDH remained 1 -2 for the fourth straight Boston 

co 

cc 
book but both stations slipped somewhat. WBCN showed renewed 

(.7 signs of life and WBZ posted its best share in recent sweeps. WXKS- 
FM rebounded from a soft summer book to lead the CHR pack. All of 

these numbers are impressive because compared to last fall ('80), the 
in -tab number of diaries in the metro went up 41%. The data in this 

report is significantly more reliable than the numbers from the fall '80 
co sweep. rn 

0ö 

WCOZ topped the 12+ charts again but showed signs of slippage 
in every key daypart. Teen numbers remained strong but the station's 
18 -34 totals were hurt. WBCN's overall male share was up about 50 %, 

and there were gains among young adult women too. A larger ad 

budget was divided among TV, billboards, and newspaper, and the sta- 

tion called itself the "Concert Connection." WBCN is also the 18 -34 
connection, since the station became number one in that demo this 
book, surpassing WCOZ. 
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25 -54 25-54 
54% 74% 

WCOZ WHDH WBZ WEEI WXKS WBCN WJIB WROR WVBF WEEI 

FM (A) AM (AC) AM (AC) AM (N) FM (R) FM (A) FM (BM) FM (AC) FM (R) FM (A) 

7070 
6782 12+ Cume 

8200 

5599 

3934 3745 3701 3684 3594 $498 

WU WPM WCOZ WEEI WROR WEIS WXXS WVSF WAS WICK 
AM (AC) AM CACI FM (Al AM (N) FM (AC) FM (A) FM (R) FM (R) FM (BM) FM (A) 

AC 

AOR 

R 

8M 

MISC 

N 

7.3 

6.8 

5.0 

12.0 

10.9 

25 3 

I.8 

Format Reach 
BB 
X3.9 

RL 
1.7 

CL 
mm1.4 

B 

E 

C 

N1.2 

10.7 

10.2 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 

NUP(OU): 288Ub 

FALL WINTER SPRING SUMMER 
1980 1981 1981 1981 

1 WIUH-AM 9.8 WCUZ-FM 11.0 WCUZ-IM 11.1 W(:UL-FM 11.6 
2 WCOZ-FM 9.1 WHUH-AM 10.3 WHUH-AM 8.5 WHUH-AM 9.7 

3 WBZ -AM 7.9 wUZ -AM 8.4 WXKS-FM 7.1 WOO -AM 6.8 
4 WJIö-FM 7.4 WELT-AM 6.5 WEEI-AM 7.0 WEEI-AM 6.0 
5 WEEI-AM 7.1 WIIU-FM 5.3 WBZ -AM b.7 WRUK-FM 5.4 
b WEEI-FM 4.7 WXKS-FM 5.0 Willi-FM 6.3 WXKS-FM 5.0 
7 IVKUK-FM 4.4 WUCN-FM 4.8 WRUK-FM 5.8 wllö-FM 4.9 

8 WXKS-FM 4.4 WKUK-FM 4.5 WöCN-FM 3.9 WBCN-FM 4.6 
9 WUCN-FM 4.2 WEEI-FM 3.7 WVBF-FM 3.7 WXKS-AM 4.0 

1l1 WV8F-F4 4.1 WVIIF-FM 3.5 ,YEEI-FM 3.7 WVBF-FM 3.9 

FALL 
1981 

VVCUZ-IM 
WHOM-AM 
WBZ -AM 
WEEI-AM 
WXKS-FM 
WBCN-FM 
W1111-FM 

WRUK-FM 
WVUF-FM 
WEEI-FM 

9.3(m 
8. 7 (AC) 

8.2 MC) 
6.6 m 
6.1 m 
5.9 (A) 
5.3 ma) 

5. MCI 
4.1 m 
4.0 (A) 

11 

12 

13 

14 
15 
16 

17 
18 
19 

20 
21 
22 

23 
24 
25 
26 
27 
28 
29 
30 
31 

32 
33 
34 

35 
36 

WAKS-AM 
WHKU-AM 
WS5H-FM 
WITS-AM 
WHUE-FM 
WI DA-AM 
WAAF -FM 
WHUL-AM 
WCKö-FM 
WILD-AM 
INCAS -AM 
81305-FM 

WUKQ-FM 
WCAP-AM 
WESX-AM 
WHUE-AM 
WEIE-AM 
WCCY-FM 
WUZ -FM 
WSRS-F.M 
WULW-AM 
WPLM-FM 
WLLH-AM 

3.4 
2.7 

2.4 
2.4 
2.2 
2.1 

1.4 
1.3 
1.3 

1.1 
1.0 
U.K 

0.8 
0.7 
0.6 
U.6 
0.6 
0.6 
0.5 
0.4 
U.4 
0.3 
U.3 

WIIS-AM 
WXKS-AM 
WRKU-AM 
WHU E-FM 
WSSH-FM 
WCKB-FM 
WIID-AM 
WAAF -FM 
WJUA-AM 
w1-131 E -AM 
WKUL-AM 
WOOS-FM 
WULW-AM 
WESX -AM 
WUL -FM 
WCAP -AM 
WCCM -AM 
ACAS-AM 
WELM-FM 
WCCY-FM 
WEL E-AM 
WNTN-AM 
WLLH-AM 
WUNK-AM 

3. I 

3.0 

2.4 

2.2 
2.0 
1.8 
1.7 
1.4 
1.4 

1.2 
1.1 
1.1 

1.0 
U.K 
0.7 
U.6 
0.6 
0.6 
0.6 
0.5 
0.5 
0.4 
U.S 
0.3 

WA,S-AM 
WNW-AM 
WITS-AM 
WHO E-FM 
WSSH-FM 
IV ) LO-AM 

WAAF -FM 
WCHB-FM 
,VULW-AM 

WJUA-AM 
WKUL-AM 
WBUS-FM 
WCL;Y-FM 
WCAS-AM 
WöZ -FM 
,VEZE-AM 
WSNY-AM 
NE 5X-AM 
WSKS-FM 
WCAP-AM 
WLYN-FM 
APIA-FM 

1.7 
3.2 

2.6 

2.2 
1.7 
1.5 
1.4 
1.4 
1.3 

1.3 
1.1 
1.0 

0.8 
U.7 
0.7 
0.6 
0.6 
0.6 
0.5 
0.5 
0.4 
0.4 

WELI-FM 
WASH-FM 
WHUE-FM 
WKKU-AM 
WIT5-AM 
WAAF-FM 
WC8H-FM 
WJUA-AM 
WILD-AM 
WKUL-AM 
WUOS-FM 
WCKö-FM 
WCAS-AM 
WöUR-FM 
IVCCY-FM 
WSN Y-AM 
/CAP-AM 
WLLH-AM 
WMIX-FM 
WUKE2-FM 
WULW-AM 
0/ELM-FM 
WE5X-AM 
WrIAV-FM 

WEZ E-AM 
WPLM-AM 

3.5 
3.0 
1.5 
2.5 
2.0 
1.5 

1.5 
1.3 
1.2 

1.1 
1.1 
1.0 

0.9 
0.9 
0.9 
0.8 
0.7 
0.6 
U.b 
0.6 
0.6 
U.S 
U.5 
0.4 

0.4 
0.1 

,VXK1-AM 
m0030-AM 
WIUE-FM 
W55H-FM 
WITS-AM 
WOLW-AM 
WAAF-FM 
WCKB-FM 
WILD-AM 
WBUS-FM 
WKUL-AM 
WCCM-AM 
WEIE-AM 
WIUA-AM 
WSNY-AM 
WCCY-FM 
WPLM-FM 
WESX-AM 
WMJX-FM 
WCAS-AM 
WHJY-FM 
WUKG-FM 
WLYN-FM 
WUNK-AM 
8585-FM 
VVCAP-AM 

3.2ro) 
2 .8 m 
2 .7 (I14 
2.b(MR 
2 .2 m 
1 .7 (C) 

1.60) 
1.4(m) 
1.2m 
1.1m 
1 .O (RU 

U 8 (AC) 

V.7(RI.) 
0.7(AC) 
U . 7 (E) 

U.7 m 
U . 7 (III 
U.6 (AC) 

0.5 (AC) 
U . 5 (A) 
U . 5 (A) 

U .5 (L1 

U . 5 (AC) 

0.3 (m 
0.3 (IL) 

11.30C) 
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ttl* 

o 

xs 
FOR Till MUSIC OF LIFE" I 
( 1430 AM 

The Best Radio Buy 

in the 1 isaslasVa 

'13 4 W18-34 6-1Cam 
W18-34 3-7pm 
A25-54 3-7pm 
W18-49 3-7 pm 
M35-54 3-7pm 
A35-54 6 

, Oam 

A18-49 6aimmid 

A18-34 
W18-49 
W25-34 
M25-49 
A25-54 

W25-49 

* 

10am -3pm M18-34 
6-10am M18-34 
10am-3pm M18-49 
7pm-mid A18-49 
3 -7pm W25-34 
10am 3pm W35-49 

3-7pm W18-49 

6 -10am 
10am-3pm 
3-7pm 
3 -7pm 
3-7pm 
3-7pm 

6-110pm 

WIKS_AMIEM 
is POSITIONED 

Right When it Counts 

MAJOR MARKET RADIO SALES 

* Source: Fail 1981 Arbitron. Metro Survey Area. All dayparts listed are Monday through Friday. 

purvey 
claims are based on estimates only and are not precise to any mathematical degree 
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N 

Buffalo 
Z 
cr 

w Fall '81 Market Overview 

co This survey was WBEN's turn to take the top slot in the market 
away from WJYE. WBEN's appeal was well spread among 25+ demos 
even though almost half of the station's audience was 55 +. 

WBEN -FM had a good book too. The station built its 18 -34 core 
and strong teen appeal with a consistent sound and care not to clutter 
the product with nonsense or contests. To achieve its higher shares, 
WBEN -FM used TV and newspaper with a budget that was the same as 

METRO RANK 2\ 
in previous surveys. 

WGRO rose nicely in this book. This AOR's strong 12 -24 audience 
was largely due to little competition and an effective Superstars format. 

Advertising efforts this sweep amounted to bumper stickers, 
busboards, billboards, and a little TV. There were several promotions 

tied into the Rolling Stones tour. 

WECK hit the jackpot this sweep. The station's Music Of Your Life 

format shot the station's numbers up into respectability. The Big Band 

sound has apparently found a niche in Buffalo. 

13.1 Audience Rank /Composition 
Average 12+ Share 

18 -34 
18% 

25-54 
47% 

18-34 
15% 

25 -54 
53% 

18 -34 
56% 

25-54 
22% 

18 -34 
59% 

25-54 
41% 

18 -34 
40% 

25 -54 
52% 

WBEN WJYE WGRO WBEN WKBW 

18 -34 
34% 

25-54 
68% 

18 -34 
6% 

25-54 
57% 

18 -34 
64% 

25 -54 
53% 

18 -34 
76% 

25-54 
40% 

18-34 
21% 

25 -54 
43% 

WECK WBLK WPHO WWOL 

AM (AC) FM (BM) FM (A) FM (R) AM (R) AM (AC) AM (BB) FM (R) FM (R) AM (C) 

3463 12+ Cume 

2656 
2472 2702 

2265 

1953 

1264 
1101 

909 

555 

WIEN WIIW W011 WIEN WJYE W0110 WIND WECK WIUC Wal 
AN TACI AM IRI AN IACI MC I) FM (BOA FN IAI FM IRI AM IBBI FM IBI FF1 IRI 

AC 

BM 

1.8 

AOR omsp.7 
MISC. 

8 8 

23.7 

Format Reach 
7 7 8 

BB 

B4 

5.1 

C 

mm3.9 
o 

mi22 
RL 
I.I 

Share Trends 7 

8 

WBLK-FM 
WPHU-FM 

5.9 
4.1 

WF'HU-FM 
WBLK-FM 

b.4 
6.2 

WECK-AM 
ö L K- F M 

5 . 1 (88) 

5.U(8) 
Persons 12+ Mon -Sun 6AM -Mid 9 WAUV-FM 3.5 WrVUL -AM 3.5 WF'HU-F.M 4.311 

10 WWUL-AM 2.8 WYKK-FM 2.6 WWUL - AM 3.3 (C) 

11 WYSL-AM 2.b WFXI-FM 2.2 WYKK-FM 2.8 (AC) 
fUF'(UU): 10212 12 WACI-FM 1.8 WACJ-FM 1.7 vVI I K-FIA 2.2 (AI 

13 WFXI-FM 1.6 WICK-AM 1.6 WACJ-FM 2.2 (0) 
FALL SPRING FALL 14 WIIK-FM 1.3 WYSL-AM 1.4 vVöUF-FM 1 . 5 (AC) 

1980 1981 1981 15 WUFU-AM 1.2 WUCX-FIM 1.1 WUFO-AM 1 . 4 (8) 

16 W)IL-AM 1.1 WUFO-AM 1.0 vvYSL-AM 1 . 1 (AC) 

1 11/13 EN -AM 14.3 WJVI -FM 15.5 WBEN-AM 13.1(AC) 17 WUCX-FM 1.0 CHKE-FM 0.9 WUCX-FM 1 . 1 ON 
2 WIPE -FM 14.0 WREN -AM 13.4 WJYE-FM 11.6186) 18 WXRL-AM 0.9 VV J J L - AM 0.6 WLVL-AM O. 9 (AC) 

WK LW-AM 1U .1 WKBW -AM 9.7 WGK( -FM 9. 7 (A) 19 rVLVL-AM 0.7 CHUM-FM U.5 WJIL -AM U .7 (AC) 
4 WGK -AM 9.5 WGKO -F.M 7.6 WREN - FM 8.818) 2U WHLU-AM 0.6 WIIK-FM 0.5 WXKL-AM 0 . b (C) 
5 WREN -FM 7.8 WREN -FM 7.1 WKBW -AM 13.4(1) 21 CHUM-FM 0.5 WXKL-AM U.5 
b WGRO -FM 6.0 WGK -AM 7.0 WGK -AM 7.6(AC) 22 CILQ-FM 0.3 WHLU-AM 0.4 
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BUY = BUFFALO. 
WBEN RADIO 930 is a rare 
radio station ... consistently 
delivering one o the largest 
major market audience shares 
in the country. Our adult -con- 
temporary, full service informa- 
tion and entertainment stand 
alone in Western New York as 

prime audience magnets. 

WBEN-FM, ROCK 102, is 

one of the most powerful radio 
stations in New York State, 
with our signal reaching Erie, 
Rochester, and Toronto. De- 

s!gned specifically for the 
Western New York ccntern- 
porary music listener. ROCK 
102 continues to deliver its 
promise of music, as other 
stations charge formats re- 
peatedly. Anc the audience 
migration continues... 
to ROCK 102. 

NUMBER ONE COMBO* 

TSA 
18+ 

METRO 
18+ 

18-34 18 -49 
18-49 25-49 
25-49 25 -54 
25-54 35 -64 
35-64 

*Fall '981 Arbitron TSA & Metro rankings, 
AQ-i estimates 6 AM-midnight, Monday - 
Sunday. Estimates sut ect to linitatior.s 
of said repot. 

HUGE 21.9 SHARE OF AUDIENCE 

TSA CUME 
#1 WBEN-AM 
#2 WBEN-FM 

Represented nationally by 

EASTMAN RADIO. IN(- 

MEIN RAM 
www.americanradiohistory.com
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co 
t0 

Chicago 
cc 

o Fall '81 Market Overview 
cc An increase in the percentage of ethnic population in the Chicago 
cn metro may have led to some interesting sampling. Although both the 

black and Hispanic populations increased compared to previous 

sweeps, the usable diary count for each group differed. The number of 
cc 

Telephone Retrieved diaries, which come back from blacks and those 
cc 

in the High Density Black Area, was up notably in this survey (compared 
cc 
w to last fall). However, the number of diaries returned from the High Den- 
co 

sity Hispanic Area was down more than 50% compared to the fall '80 
results. 

One of the stations showing a healthier complexion in this report 
was WGCI, a leading Urban Contemporary entity. The station scored its 

second consecutive up book without having to increase its ad budget, 
spending money for bus signs as the only outside ad source. Other 
than a "Christmas Wish" promotion, WGCI did little except stay consis- 
tent during the fall survey. WGCI captured the lead among teens in the 
market, while also pulling more young adults than in previous books. 

METRO RANK 1 

WLUP recaptured the lead among Chicagoland AOR's. The com- 
bination of the first book for new PD Tim Kelly and the efforts of John 
Sebastian may have paid off. Part of the on -air changes involved cut- 
ting the jock shifts to three hours, while promotionally the station used 
lots of concert tie -ins, especially regarding the Stones. Advertising 
consisted of a new TV spot primarily, backed up with newspaper ads 
keyed to on -air specials as well as a few billboards. The overall ad 
budget was higher than that used in other recent sweeps. WLUP's 
teens increased 50% while the station also was tops among men 
18 -34, edging out WGCI. 

The most competitive major market Adult Contemporary bat- 
tleground is Chicago, and in this sweep Bonneville's WCLR emerged 
on top. A heavy TV campaign featuring a tested TV spot, tied in with 
buscards, pushed the "Movin' Easy" aspect of "Clear." The station had 
a strong 25 -34 core and added to its 35 -44 numbers as well. Female 
numbers increased in every major daypart, and WCLR topped the 
25 -54 demos among the local A/C stations. 

9.6 

18 -34 
9% 

25 -54 
44% 

WGN 

6.9 

18 -34 
64% 

25 -54 
47% 

6.5 

18 -34 
15% 

25 -54 
48% 

6.0 

18 -34 
13% 

25 -54 
40% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 
A -AOR, AC- AáAVContemporary, B.81ack, EIS-Big Band, BM- 
Beautiful Music, CCoxltry, CL-Classical, Easy Listening, 
,-Jazz, MFMiacellaneous, *News, OOldlee, RContemporary 
Hit Radio, RL-R NIQO ls, S- Spanish, T -Talk, U -Urban Contem- 
porary. 

4.7 4.7 

18 -34 
9% 

25 -54 
33% 

18 -34 
48% 

25 -54 
52% 

4.2 4.2 
18 -34 
64% 

25 -54 
16% 

18 -34 
20% 

25 -54 
54% 

3.7 

18 -34 
15% 

25 -54 
49% 

3.5 
18 -34 
55% 

25 -54 
29% 

WGCI WLOO WBBM WIND WLS WLUP WMAO WLAK WLS 

AM (T) FM (U) FM (BM) AM (N) AM (T) AM (R) FM (A) AM (C) FM (BM) FM (R) 

i 

13783 

12+ Cume 
11445 

10441 

7988 7822 7783 7 
7018 8947 8797 

WON wawa WLS WLS WOCI WMAO WLU WLOO WCLR WMET 

AM IT) AM (N) AM IR) FM IRI FM (U) AM (C) FM IAI FM (BM) FM (AC) FM (A) 

Format Reach 14.6 

AC 

13.3 6.8 
BM B 

12.7 6.2 
R N 
MMMMI 11.3 6.0 

AOR CL 
9 2 2 6 

C S 

.3 MMM 8.3 
U J 

MMM 
6 9 0 8 

411.111.111111111111.111111.11 

Share Trends 11 WI EZ-FM 3.3 WFYR-FM 3.3 WCLR-FM 3.3 WKQX-FM 3.8 rVCLK-FM 

Persons 12+ Mon -Sun 6AM -Mid 
12 
13 

WCLK-FM 
WKQX-FM 

3.3 
3.2 

WINO-AM 
WCLR-FM 

3.2 
3.2 

WLAK-FM 
WIEZ-FM 

3.3 
3.1 

WLUP-FM 
WIEZ-FM 

3.5 
3.1 

WMET-FM 
WKQX-FM 

14 WFYK-FM 3.1 WBMX-FM 3.1 WLUP-FM 3.1 WCLR-FM 2.9 WFYR-FM 

POP(00) : 63449 15 WBMX-FM 2.9 WKQX-FM 3.0 WIPC-AM 3.1 WIPI:-AM 2.7 WIEZ-FM 
16 WEFM-FM 2.7 WIPC-AM 2.6 WAIF-AM 3.0 WöMX-FM 2.7 WööM-FM 
17 WHIM-FM 2.5 WtlBM-FM 2.6 WFYR-FM 2.8 WFYR-FM 2.6 WAIT-AM 

FALL WINTER SPRING SUMMER FALL 
18 17 Pl..-AM 2.3 MIL -FM 2.5 WBMX-FM 2.6 19138M -FM 2.2 WI PC-AM 

1980 1981 1981 1981 1981 
19 

20 
WFMT-FM 
WXKT-FM 

1.8 
1.7 

WFMT-FM 
WAIT-AM 

1.9 
1.9 

YYööM-FM 
WFMT-FM 

2.4 
1.9 

WXRr-FM 
WAIF-AM 

2.1 
2.1 

WFMT-FM 
WBMX-FM 

21 WVON-AM 1.6 WVON-,m 1.7 WCFL-AM 1.ö WEFM-FM 1.0 WEFM-FM 
1 W(:N -AM 
2 WLW-FM 

9.7 WW -AM 14.5 WCN -AM 9.b MAN -AM 9.4 WC7J -AM 9.b1T) 22 WAIT-AM 1.3 WO1O-FM 1.3 WEFM-FM 1.6 WHO-AM 1.6 WVON-AM 

3 WGCI-FM 
6.9 
6.0 

WLOO-FM 6.9 
WBBM-AM 6.1 

WBBM-AM 
WLOO-FM 

7.2 
6.7 

WGCI-FM 
191.00-FM 

6.3 
6.1 

WGCI-FM 6.9M 
WLOO-FM 6.5aM1 

2; 
24 

rVLS -FM 
WOIU-FM 

1.2 
1.1 

WORT-FM 
WIIU-AM 

1.3 
1.1 

WVON-AM 
WXRT-FM 

1.5 
1.3 

WFMT-FM 
WVON-AM 

1.4 
1.4 

WXKT-FM 
WOW-FM 

4 WBBM-AM 5.8 WL5 -AM 5.3 WMAQ-AM 5.1 WBöM-AM 6.1 WBöM-AM 6.01M 25 WHO-AM 1.1 WCFL-AM 1.1 WIIO-AM 0.9 WCFL-AM 1.3 WIIU-AM 
5 WL5 -AM 5.7 WMAQ-AM 5.1 WL5 -AM 5.0 WLS -AM 5.0 WIND-AM 4.7M 26 WKRS-AM 0.9 WEFM-FM 1.1 WOIU-FM 0.9 WOIU-FM 0.9 WCFL-AM 
6 WMAQ-AM 4.9 WGCI-FM 4.9 WLS -FM 4.3 WMAQ-AM 4.8 WLS -AM 4.7119 27 WYEN-FM U.8 WNIö-FM U.6 WYEN-FM 0.8 WXFM-FM 0.5 rYXFM-FM 
7 WIND-AM 4.6 WLAK-FM 4.4 WGCI-FM 4.1 WINO-AM 4.8 WLUP-FM 4.201 28 WCFL-AM 0.7 WXFM-FM 0.6 WXFM-FM 0.5 WNIB-FM WIOL-AM 
8 WLAK-FM 4.6 WMET-FM 4.0 WINO-AM 3.8 WLS -FM 4.4 WMAQ-AM 4.LIC1 2y WOPA-AM 0.5 WYEN-FM 0.3 0809 113-FM 0.5 0.6 WAUR-FM 
9 WLUP-FM 3.8 WL5 -FM 3.5 WKQX-FM 3.7 WLAK-FM q.0 WLAK-FM 3.7111) 3U WXFM-FM 0.5 U.5 WIOtl-AM 0.5 0.5 WNIB-FM 

1U WMET-FM 3.5 WLUP-FM 3.4 WMET-FM 3.5 WMET-FM 4 .0 WL5 -FM 3.5INI 31 WI 013-AM 0.5 0.5 0.6 0.5 WIOö-AM 

3.41AC) 
3.41A) 

3.314C) 
3.11AC) 

3.UIC1 
2.71A) 

2.51W41 
2.51T 
2.21CLI 
2,1151 

1.91ÁC) 

1.bM 
1.60, 
1.315) 
1,11C) 

7,11AC) 

0.81-0 

U.SIÁCI 
0,411) 

0.41CL) 

0.391 
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COLUMBIA RECORDS 

If Your Format 
Is Music 

oR)_)) 

Makin 
We've It een 

t Hits For 
E.Irs And Ears! 
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7-) Cincinnati 
Fall '81 Market Overview 

There's a new number one in Cincinnati as AOR entry WEBN 

soared to the top. The other major success story was Plough's WUBE, 

which notched its best book ever, along with WMLX, which debuted 
impressively. 

WEBN is in an enviable position. There is no AOR competition in 

the metro, the station is consulted by John Sebastian, and it dominates 
the 18 -34 numbers as a result. The station was tops among men, 
women, and adults 18 -34, with more than a 20 share of the latter 
group. 

METRO RANK 7 
WUBE, just an FM now that the AM has spun off as WMLX, posted 

a good book as the result of several formatic changes. One stop set 
was eliminated in each daypart, music sweeps were increased, and the 
record rotations and gold were revamped. Advertising on TV, 
billboards, newspaper, and busboards also helped WUBE become the 
top station among women 25 -54, with over a 10 share. 

Plough's AM, WMLX, went through its first book with the Al Ham 
"Music Of Your Life" format. The station scored more than a six share 
overall, with good numbers 35 +. 

Topping the 25 -54 adult category was WKRC, which slipped this 
book but managed to eke out an edge over WUBE. 

11.8 Audience RanklComposition 
Average 12+ Share 

18 -34 
69% 

25-54 
31% 

8.9 

18 -34 
15% 

25 -54 
44% 

18-34 
58% 

25-54 
32% 

18 -34 
27% 

25-54 
50% 

18 -34 
37% 

25 -54 
60% 

18 -34 
3% 

18 -34 
69% 

18 -34 
3% 

25 -54 
39% 

25.54 
71% 

25-54 
37% 

18 -34 
27% 

25 -54 
74% 

18 -34 
59% 

25 -54 
61% 

WBEN WWEZ WKRO WLW WKRC WCKY WRRM WMLX WUBE WYYS 
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Cleveland METRO RANK \ 

Fall '81 Market Overview 

WMMS ( "The Buzzard ") flew to the top of the ratings heap in 

Cleveland this sweep, recapturing its leadership position. Beautiful 
Music stations WDOK and WQAL slipped, WZZP passed WGCL in the 
CHR contest, and WHK rebou2ded. 

Compared to the fall '80 survey, in -tab was up approximately 25 %, 

creating a more reliable indicator of the listening habits in the Cleveland 
area. Interestingly, the impact of the ESF portion of the sample - those 
with homes not listed in the phone book - was diluted in this survey 
since they returned fewer diaries proportionately. 

WMMS dominated the young adult market in Cleveland. The station 
was tops among men and women 18 -34, in some cases virtually doubl- 
ing the share of the runner -up station (usually WZZP). The 18 -34 
shares for WMMS ran in the 20 range. To achieve that level of 
dominance took years but in this sweep the momentum was maintained 
by an ad campaign featuring a heavy TV blitz, extensive use of 

newspaper, and some billboards. Promotionally the station was heavily 
involved in giving away Stones concert tickets. 

Among the CHR stations WZZP emerged as the leader this sweep. 
The station pulled approximately a 10 share of 18 -34 adults, with a 
notable margin over WGCL in that category. Where WGCL has a strong 
teen presence WZZP appears to concentrate on a well -balanced 
male /female ratio among 18 -34's. Not only was WZZP second among 
the 18 -34 crowd, but the station's 25 -34 strength allowed it to top the 
25 -54 adult segment, ahead of WHK. 

WHK topped the Country universe in this report, partially due to the 
tie -in with Cleveland Browns football broadcasts. Besides coordinating 
promotions with the Browns, WHK also used a larger ad budget than 
before to attract listeners. Newspaper ads and inserts, combined with 
TV, comprised the thrust of the effort. With the increased Country com- 
petition in the market, WHK is trying to develop the personality aspect 
of its sound as a way of setting the station apart from WKSW or 
WWWE. 
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Columbus, - -- METRO RANK w w 

Fall '81 Market Overview 

Woody Hayes may be gone but the Ohio State aura still pervades 
Columbus. A winning football team is a nice assist for the radio station 

that carries it, and in Columbus WTVN carries the Buckeyes exclusive- 
ly, thus helping to explain the huge jump posted in this report. 

WTVN, which traditionally garners stronger fall books, went through 
the roof this time. The station's male numbers almost doubled overall 
while female shares were up 50 %. A higher ad budget spent on TV, 

combined with the giveaway of "Buckeye Bucks," helped to power the 

climb. WTVN ended up atop the 25 -54 demo, with more than a 16 

share, and was in double digits among 18 -34 year -olds also. 

The leading 18 -34 station was AOR power WLVQ, which was 

bumped from first in the 12+ derby by WTVN. WLVQ, without format 

competition in the Columbus metro, held approximately a 23 share of 

18 -34 adults in this book, not to mention almost a 30 share of men 

18 -34. 
Other stations that were strong 18 -34 factors included WNCI and 

WXGT. These CHR stations took different tacks. WXGT dominated 

teens, with almost a 42 share of that group. WNCI preferred to concen- 

trate on the 25 -34 cell, which led to approximately a 14 share in the 

18 -34 demo this book. WXGT notched just over a 12 in young adults. 
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JDallas-Ft. Worth 
Fall '81 Market Overview 

KSCS and KVIL -FM remained atop the market, KZEW led the 

18 -34 adult bracket, and the amount of diaries returned from the ethnic 

populace was up significantly. 
KSCS led the numbers for the third consecutive book. The Cap 

Cities Country FM entity slipped from its previous overall share but still 

managed to rank second 25 -54. KSCS's losses were primarily among 

the station's female listeners. 
Tops 25 -54 was KVIL -FM, which inched upwards slightly in this 

report. Like KSCS, the male numbers slipped for KVIL -FM, but the rise 

among female tuners gave the station a boost. Morning drive showed 

the most improvement among female shares for KVIL -FM in the key 

dayparts. 
Among the 18 -34 year -olds, AOR leader KZEW was number one. 

Consulted by Jeff Pollack, this album station not only was tops with 

adults 18 -34 but also was best in the men 18 -34 cell. Big jumps in mid- 

METRO RANK o\ 
day, PM drive, and evenings accounted for the widening of KZEW 's 

lead over rival KTXQ. 
Although the diary return in this sweep was almost identical to that 

from the fall '80 survey, there was a much heavier ethnic presence. 
Telephone- retrieved diaries - those from the High Density Black Area 
and from blacks outside the HDBA - were up 72% over last fall's 
results, in spite of the estimated percentage of the total populated com- 
prised of blacks dipping slightly. Interestingly, neither KKDA -FM nor 
KNOK -FM, the leading Black- formatted stations, posted gains in this 
book. In the spring '82 sweep the boundaries of the HDBA will be 
redefined and the DST retrieval method will be used, with new possible 
effects on the numbers. 

One station without much worry about the ethnic audience is 

KMGC. This Adult Contemporary property was up most notably this 
time, with increases among men predominantly. 85% of the station's 
audience is 18 -34, and KMGC jumped to third in that demo's rankings. 
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ó f Dayton 

a. Fall '81 Market Overview 
cc 

WHIO -FM and AM remained the leading stations, but each showed 

signs of slippage as younger skewing stations began to enlarge their 

shares. WTUE reentered the double -digit zone, and WDAO's numbers 

cr grew. Even in the older demos, stations such as WONE and WAVI nib - 
ocs bled into the WHIO pie. 
c- While WHIO -FM's Beautiful Music format, led adults 25 -54 with 

o more than an 18 share, and while WHIO did well among persons 35+, 
each station suffered erosion this book. WONE's Country sound grabb- 

ed over a 10 share of the 25 -54 adult arena, while WING was just over 

the 11 threshold. WONE advertised itself through TV, billboards, 

newspaper, and taxicabs - the same budget as before. The station in- 

METRO RANK 49\.... 

creased its information in the morning but in other dayparts played lots 
of music. Women numbers rebounded tremendously from a soft spring 
report, while male estimates also increased in a healthy fashion. 

At the younger end of the spectrum, WTUE and WDAO, along with 

WING (due to its 25 -34 core) prospered. WTUE topped the 18 -34 
demos with more than a 19 share. The AOR even won among women 
18 -34, as well as taking the male 18 -34 crown. 

WDAO may have been the beneficiary of the new reality, as ethnic 
retrieval in -tabs were up more than 100% compared to the Fall '80 
report. The new census data might have had some impact on that. At 

any rate, WDAO was second 18 -34 without benefit of any advertising 
for this survey. Promotions consisted of giving away gasoline, albums, 
and radios and TV's. 
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PUP( UU): ú211U 10 WSKS-FM 1.5 WSKS-FM 2.4 WJAI-FM 2.7(C) 

11 WPTrV-FM 1.5 WLW -AM 2.3 WPt3F-FM 2.7 (wc) 

12 WLW -AM 1.3 WJAI-FM 1.6 WLW -AM 1.7(ÁC) 
FALL SPRING FALL 13 WFCJ-FM 1.1 WP8F-FM 1.3 WI3LZ-FM 1.7(B) 
1980 1981 1981 14 WWI/ -FM 1.1 WBLZ-FM 1.0 W821-FM 1.3(C) 

15 WPFB-AM 0.7 WYYS-FM 1.0 WPTW-FM 1.0(AC) 
1 WHIU-FM 15.1 WH1O-FM 19.6 WHIU- FM 1 5 . 1 IBM) 16 1V8Z I-FM 0.7 W13Z I-FM 1.0 WS KS-FM 0.9 00 
1 WHIU-AM 11.9 WHIU-AM 14.1 WHIU-AM 10.2 (AC) 17 VVPBF-FM 0.7 WFCJ -FM 0.9 WYYS-FM 0.7 (R) 
3 WTUE-FM 11.4 WTUE-FM 9.7 WTUE -FM 1U. 1 (A) 18 WKRC-AM 0.6 WAZU-FM 0.6 WFCJ -FM 0.7 (RL) 

4 WONE -AM 9.8 WUJX -FM 8.8 WUAU-FM 9.7 (B) 19 WYYS-FM U.6 WPTW-FM 0.5 WPTW-AM 0.7 (AC) 

5 WING-AM 9.0 WING - AM 8.7 WING-Am 8.3 (AC) 20 WKKL2-FM 0.5 WPTW-AM 0.2 WKRL?-FM 0.7 (R) 

b yVUAU-FM 8.8 WUAU-FM 7.4 WUNE -AM 8. 2 (C) 21 WKRC-AM 0.6 (AC) 

7 WUJX- F,M 7.2 WONE-AM 5.8 WUJ X - FM 7. 7 (R) 22 WPFB-AM 0.4 (M) 

8 WAVI-AM b.0 WVUU-FM 3.3 WAVI -AM 4.9(T) 23 WWEZ-FM 0.4SW) 
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Denver -Boulder METRO RANK 

Fall '81 Market Overview 
Usually Denver goes to the peaks for recreation, but this sweep 

saw a "Peak," KPKE, come to Denver in the form of Doubleday's new 

AOR entity. As a result of the KPKE effort, KBPI slipped from its top 

spot in the metro and was replaced by KOA, boosted by the Broncos 

broadcasts. KOSI also had a good book, topping the 25 -54 demos. En- 

couraging news on the Arbitron front - diary return was up approx- 

imately 33% in this book versus the fall '80 report. 

While KOSI's Beautiful Music approach won overall honors among 

25 -54 adults, KOA was a close second. The station's tie -in to Broncos 
football always helps boost fall numbers, plus it hired a new PM talk 

show host who was lively and controversial. The female numbers in 

afternoon drive were the best in recent sweeps. 
The AOR battle got serious in the fall survey when Doubleday took 

23\ 
aim at KBPI. The two stations came out within a hair's breadth of each 

other in some key demos. KBPI edged out KPKE among 18 -34 adults, 

with both stations scoring over a 10 share. KBPI also led narrowly 

among men 18 -34. The biggest advantage for KBPI was its teen lead, 

at a 16 share, over the approximate 10 share level achieved by KPKE 

in its initial effort. 
What was the KPKE approach in this first book? A TV advertising 

campaign, going commecial -free for the first six weeks of the sweep, 

and a giveaway of $25,000 cash combined to push the new entry. 

With all the battle for men 18 -34, which station led among women 

in that key demo? KOAO, which scored better numbers as it skewed its 

format more towards the young adult female. KOAQ managed the feat 

of tying the lead among teens in the market while also pulling more than 

a 12 share of 18 -34 females. 

8.2 
Audience Rank /Composition 

Average 12+ Share 

7.1 6.9 
6.5 

5.9 
5.4 5.2 5.2 5.2 

4.9 

18 -34 18 -34 18-34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 

17% 71% 23% 61% 81% 61% 8% 37% 48% 54% 

25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25-54 
48% 43% 59% 43% 29% 29% 47% 71% 67% 63% 

KOA KBPI KOSI KOA KPKE KAZY KEZW KHOW KYGO KIMN 

AM (T) FM (A) FM IBM) FM (R) FM (A) FM (A) AM (BB) AM (AC) FM (C) AM (R) 

3197 
3043 12+ C u me 

2473 
2318 2292 

2128 
1989 

1634 1821 1614 

KOA KBPI KIMN KAZY KOAO KNOW KOBI KPKE KPPL KYOO 

AM ITI FM IAI AM IRI FM IAI FM IRI AM IAC) FM (GM) FM IA) FM 91C1 FM ICI I 
AOR 

9 
Format Reach 

BB R 

21 

AC 

12.5 5.2 
CL 3.8 12.3 

C J 3 11.7 
BM B 

1m1.7 11.1 
T weim9.1 
MISC 

5.6 

N I.4 
RL 

M0.6 

Share Trends 11 KAZY-FM 4.2 KHUW-AM 4.3 KPPL-FM 4 . 5 (AC) 

Persons 12+ Mon -Sun SAM -Mid 12 KYGO - FM 3.5 KPPL-FM 4.1 KLIR- FM 4 2 (8M) 

13 KEZW-AM 3.2 KVUU-FM 3.4 KVUD-FM 3 .8 (CL) 

POP( UU): 13918 14 KLOR-AM 2.8 KBCO-FM 3.1 KLZ -AM 3 . ö (C) 

15 KDKU-AM 1.5 KUKO-AM 2.ö KBCU-FM 3 5 (A) 

FALL SPRING FALL 16 KBCO-FM 2.4 KDEN-AM 1.9 KDKO-AM 1 .7 (B) 

1980 1981 1981 17 KLAK-AM 2.3 KHUW-FM 1 . 8 KL AK -AM 1 .6 (C) 

18 KAUX-FM 1.9 KADX-FM 1.8 KFML-AM 1 .ó (31 

1 KBPI -FM ö.6 Kw,' -Fm 9.9 KOA -AM 8.2 (77 19 KUEN-AM 1.8 KTCL-FM 1.7 KADX-FM I . 5 (-0 

2 KOA -AM 7.8 KUA -AM 7.4 KBPI -FM 7.1 (A) 20 KBRQ-AM 1.b KWBZ-AM 1.7 KDEN -AM 1 .4 (N) 

3 KUSI-FM 6.7 KLIR-FM 5.9 KUSI -FM b9 (BM) 21 KTCL - FM 1.5 KLUR-AM 1.5 KEfZE-AM 1 . 3 (AC) 

4 KL IR - FM 6.1 KAZY -FM 5.7 KOAIj-FM b.5 (R) 22 KWBZ -AM 1.4 KERE-AM 1.3 KBRQ-AM 1 . 1 (c) 

5 KUA(2-FM 6.0 KOS I-FM 5.7 KPKE-FM 5.9 (A) 2 3 KBNO-AM 1.1 KLAK-AM 1.0 KTCL-FM 1 . 1 (R) 

b KNOW- Am 5.8 KYGO-FM 5.7 KAZY -FM 5 . 4 ( A ) 24 KHOW- FM 1.1 KFML-AM 1.0 KLDR-AM 1 0 (AC) 

7 KIMN-AM 5.4 KLL -AM 5.5 KEZW-AM 5.2 (18) 25 KFML-AM 0.9 KBRQ-AM 1.0 KWBZ-AM U.9 (r) 

8 KPPL -FM 5.1 KIMN-AM 5.4 KHOW-AM 5. 2 (AC) 2 6 KADE -AM 0.8 KRKS-AM 0.7 KRKS-AM 0.6 (RL) 

9 KVOD-FM 4.ö KUAti-FM 5.2 KYGU-FM 5.1 (C) 27 KRKS-AM 0.7 KADE-AM 0.5 KBOL -AM 0 . 3 (AC) 

1 0 KL Z -AM 4.7 KEZW'-AM 5.1 KIMN-AM 4.9 (R) 28 KBRN-AM U.4 KLMO-AM 0.3 
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( Detroit METRO RANK 

Fall '81 Market Overview 
An increase close to 25% in the sampled black population, a tighter 

AOR battle, and continued improvement by WWWW and WXYZ 
highlighted the Motown results. Compared to the fall '80 sweep 
there were hundreds of additional returned diaries, thus theoretically a 

more reliable sample. Added to that equation, the estimated percentage 
of black population in the Detroit metro was up 23 %, leading to increas- 
ed sampling of that part of the metro populace. In this light it may not be 
surprising that all the major Black stations in Detroit were able to post 
gains in this book. 

WJR, bolstered by the Detroit Tigers' late- season pennant run, re- 
bounded from a soft summer book. WXYZ, ABC's Taikradio entry in the 
market, was also able to increase its numbers, its fifth consecutive rise. 
WWWW continued to show that FM Country has a place in the Motor 
City, with a score almost double that of WCXI, the AM Country fixture. 

At the younger end of the demographic spectrum, the AOR contest 
between WLLZ and WRIF tightened somewhat. WLLZ's numbers slip- 
ped for the third straight sweep while WRIF continued to post modest 
advances. WLLZ dominated teens but WRIF edged past WLLZ this 
book in the vital men 18 -34 demo. 

9.7 

18 -34 
15% 

25 -54 
43% 

7.0 

18 -34 
59% 

25 -54 
25% 

6.0 

18 -34 
9% 

25 -54 
33% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 

AAOR, AC- Adult/Contemporary, B -&ack, BB Big Berta, BM - 

B eautiful Beautiful Music, CCountry, CL-Classical, E-Easy Listening, 

J - Jazz, MMieceYaneous. NNews, 0-0Itlies, RContemporary 
HR Radio, RL. ìeIglous, SSperlleh, TTek, UUrben Contem- 
porary. 

5.3 

18 -34 
77% 

25 -54 
29% 

WJR WLLZ WRIF WWJ 

AM (M) FM (A) FM (A) AM (N) 

5.3 

18 -34 
10% 

25 -54 
40% 

5.1 

18 -34 
26% 

25 -54 
76% 

4.7 

18 -34 
10% 

25 -54 
51% 

4.5 

18 -34 
64% 

25 -54 
51% 

3.9 

18 -34 
49% 

25 -54 
34% 

3.7 

18 -34 
67% 

25 -54 
47% 

WNIC WABX CKLW WJR WMJC WXYZ 

FM (AC) FM (A) AM (R) FM (BM) FM (AC) AM (T) 

8811 

12+ Cume 

6573 
8274 

5724 5714 
5451 

4389 43 
4081 3915 

WA wuz WRF WW2 WIYC wA4X CKLW WA WWC WXYz 

4410.6 n40%) now AM (N) FM IACI MIA) AM IR) mom FM )AC) AM 111 

AOR 

MISC. 

AC 

B 
( 

BM 

R 

C 

15.9 

IS 9 

Format Reach 

N 
6 0 

13 8 
J 

2.8 
C 

.5 

ni1.I 
RL 

5.3 

12.I 

8 2 

8.1 
BB 

7 9 .0 3 

WXYZ-AM 4.1 WABX-FM 4.1 IONIC-FM 4 .5 OP 
WwWW-FM 4.1 WCXI-AM 3.9 WGPR-FM 3.901 
WUMC -FM 4.0 CKLW-AM 3.8 WL85-FM 3.701 
WABX-FM 3.9 WMIC-FM 3.7 WABX-FM 3.6 4.4 
WCZY-FM 3.8 WIR -FM 3.6 WCZY-FM 3.50a) 
WLXiQ-FM 3.5 WL05-FM 3.3 WW1 -FM 3.5016 
CKLW-AM 3.5 WUMC-FM 3.2 WMIC-FM 3.4ÚC 
WCX I -AM 3.4 WCZY-FM 3.0 CKLW-AM 3.088 
WTWR-FM 2.9 WCPR-FM 3.0 WCXI-AM 2 .8 (Cl 

WW1 -FM 2.7 WWI -FM 3.0 WIZZ-FM 2.8(0 
WRIT-FM 2.6 WURQ-FM 2.5 WILB-FM 2.701 
WLBS-FM 2.5 WIZL-FM 2.4 WTWR-FM 2.5n 
WGPR-FM. 2.3 WTWR-FM 2.4 WOMC-FM 2.4Úq 
WIZI-FM 1.8 WILB-FM 2.1 WURQ-FM 2.3n 
WHNU-AM 1.6 WQRS-FM 1.7 WCHB-AM 1.801 
WCHB-AM 1.5 WCHB-AM 1.3 WQRS-FM 1.5004 
WQRS-FM 1.4 CKLW-FM 1.1 WHNU-AM 1.1(0) 
WMUZ-FM 0.7 WHNU-AM 0.6 WMUZ-FM 0.7044 
CKLW-FM U.6 WMUZ-FM 0.6 WMZK-AM 0.4M 
WMZK-AM 0.6 WEXL-AM 0.6 WLQV-AM 0.48X1 
WNIC-AM U.5 WNIC-AM 0.5 CKIY-FM 0.3M4 

0.0 WHNN-FM 0.5 WNIC-AM 0.3)0 
0.0 WMLK-AM U.4 
0.0 WLQV-AM 0.3 

Share Trends 
8 

9 

10 
11 

WIR -FM 
WCZY-FM 
WUMC-FM 
WURQ-FM 

4.5 
4.2 
3.9 
3.6 

WCZY-FM 
IONIC-FM 
WWI -FM 
L: KL W -AM 

4.1 
4.0 

3.8 
3.7 

Persons 12+ Mon -Sun 6AM -Mid 
12 
13 

CKLW-AM 
WXYZ-AM 

3.6 
3.4 

WXYZ-AM 
WUAC-FM 

3.6 
3.5 

14 WIZZ-FM 3.2 MARX-FM 3.1 

15 WLBS-FM 3.2 WILB-FM 3.0 

16 W)LB-AM 3.1 WURQ-FM 2.8 
PUP(00): 35432 

17 WW1 -FM 3.0 ALBS-FM 2.8 

18 WTWN-FM 2.9 W1ZZ-FM 2.7 

19 WABX-FM 2.7 WTwR-FM 2.4 

2u WCHB-AM 1.8 WWWW-FM 1.9 

FALL WINTER SPRING SUMMER FALL 21 
22 

WWWW-FM 
WCPN-FM 

1.6 
1.6 

WCHB-AM 
WGPR-FM 

1.9 
1.8 

1980 1981 1981 1981 1981 23 CKLW-FM 1.3 WHNU-AM 1.1 

24 WHNU-AM 1.3 WSMA-AM 0.9 

1 WIN -AM 8.7 WIR -AM 10.6 WIN -AM 11.0 WIR -AM 8.8 WIR -AM 9.704 25 WQNS-FM 0.6 WQRS-FM 0.8 

2 WLLZ -FM 7.9 WLLZ-FM 9.2 WLLZ-FM 8.0 WLLZ -FM 7.7 WLLZ-FM 7.080 26 WMZK-FM 0.5 CKLW-FM 0.7 

3 WWI -AM 6.5 WWI -AM 6.7 WWI -AM 4.9 WWI -AM 5.4 WXYZ -AM 6.000 27 WNIC-AM 0.4 WNIC-AM U.5 

4 WCXI -AM 5.5 WIR -FM 5.1 WRIF -FM 4.8 WXYZ-AM 5.4 WRIF-FM 5.388 28 WMUZ-FM U.4 WMUZ-FM 0.4 

5 WNIC -FM 5.3 WCXI-AM 4.6 WNIC -FM 4.7 WRIF-FM 5.2 WW1 -AM 5.354 29 0.0 WMZK-AM U.4 

b WAIF -FM 5.1 WMJC -FM 4.5 WIR -FM 4.6 WNIC -FM 5.1 WWWW -FM 5.1101 3U 
7 WMIC -FM 5.0 WRIF -FM 4.3 WMIC-FM 4.4 WWWW-FM 4.6 WIR -FM 4.7044 31 
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er 

Ft a Lauderdale- 
Hollywood 

0 

Fall '81 Market Overview 
co 

In this last Broward County metro survey (Broward and Dade are 

cc being combined in the spring sweep to form a larger, consolidated 
cc metro), WAXY, WLYF, and WNWS were the big winners. The results 
¢ from this survey are significantly more reliable than the fall '80 data 

co because the sample almost doubled, from 603 -1 188. Ethnic retrieval 

°' diaries increased too, from 110 to 255. 
Among 18 -34 adults, WAXY emerged as the winner. The station 

achieved almost a 15 share in this key demo, thanks largely to a strong 
25 -34 core. TV and billboard advertising helped spread the word about 

WAXY. 

METRO RANK 

The WAXY core audience also helped the station do well among 
25 -54 adults. WAXY was third among adults in that group, behind 
WKQS and WLYF, which were tied, each with just over a 10 share. 

WLYF's Beautiful Music format earned huge gains among women 
35 +, with shares doubling in several key dayparts. WKQS, on the 
other hand, had little audience 55+ but a good core 25 -54, especially 
among women. The Schulke format fielded by WLYF apparently has an 
appeal to the older demos not duplicated by the Country sound of 
WKQS. 

WNWS's female numbers jumped, particularly in PM drive and the 
evening. The station had a strong 65+ skew, with over 50% of its au- 
dience located in that demo. 

12.8 

18-34 
7% 

25 -54 
34% 

6.9 6.6 

18-34 
7% 

25 -54 
22% 

18 -34 
44% 

25-54 
65% 

Audience Rank/Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC- AdulVContemporery, B- Black, BB-81g Bend, BM- 

Beeuatul Music, C-Country, CL-Classical, Easy Listening, 

.Jazz, MFMiscelleneous, N-News, 0-Oldies, PContemporary 
Hit Radio, RL- Religious, 8- Spanish. T -Talk, U -Urban Contem- 

pagy. 

5.9 

18-34 
4% 

25-54 
26% 

5.7 5:4 

18 -34 
75% 

25 -54 
66% 

18 -34 
45% 

25-54 
48% 

4.9 4.8 
18-34 

3% 

25 -54 
18% 

18 -34 
72% 

25 -54 
25% 

4.3 

18-34 
63% 

25 -54 
69% 

3.9 
18 -34 
12% 

25 -54 
35% 

WLYF WNWS WKQS WINZ WAXY WHYI WLOY WSHE WAIA WIOD 

FM (BM) AM (N) FM (C) AM (N) FM (R) FM (R) AM (BM) FM (A) FM (AC) AM (AC) 

i 

2084 

1601 

WLYF WMYI 

FM (BM) FM (R) 

1584 

12+ Cume 

1375 
1304 1255 

1089 1057 1014 1005 

WW2 WAXY WAYS w10D WKOa WAIA WW2 W91E 

AM (NI FM (R) AM (N) AM (AC) FM IC( FM (AC) FM MI FM IAI 

BM 

R 

N 

12.8 
AC 

12.5 
C 

2 
AOR 

HIS C. 
8 

6 7 

16.6 

22.3 
Format Reach 

B 

E 

3.8 

3,8 
CL 1 .3 
RL 

80.8 
B8 

A0.7 
T 

'0.4 

Share Trends 
Persons 12+ Mon-Sun 6AM-Mid 

11 WRBU-AM 4.0 WLQY-AM 4.5 WWJF- FM 3.8(E) 
POP( UU): 9174 12 WVVWL - FM 3.8 WAIA-FM 4.4 VVIZBL)-AM 3.8(8) 

13 WTMI -FM 3.4 WQAM-AM 3.7 WWWL-FM 3.3(A) 
14 WQAM -AM 3.2 WVVWL - FM 3.6 +VQAM-AM 3.0IC1 

FALL SPRING FALL 15 WYUR-FM 2.8 WCKU- FM 3.1 WFTL-AM 3.0(AC) 
1980 1981 1981 16 VVFTL-AM 2.7 WINL-FM 2.9 WINZ-FM 1.8 (R) 

17 VYCKU-FM 2.0 WYUR-FM 2.3 WC KO-FM 2.7 (R) 

1 VVKQS-FM 9.7 WLYF-FM 7.7 WLYF-FM 12.8 Ism) 18 WMJX-FM 1.7 WTMI-FM 2.1) WYUR-FM 2.1(BM) 
2 WLYF-FM 7.8 WHYI -FM 7.3 VVNWS-AM 6.9(N) 19 WINZ- FM 1.7 WWJ F-FId 1.9 WGBS-A,M 1 .3 (AC) 

3 WNWS-AM 6.5 WKQS-FM 7.2 VVKQS-FM 6.61c1 20 WGBS-AM 1.b WGBS-AM 1.3 WTMI-FM 1.31cU 
4 WHY! -FM 6.2 WNWS-AM 5.8 WINZ -AM 5.91N1 21 WEWL - FM 1.4 WVCG-AM 1.3 WEAT-FM 1.0 gm) 
5 WAXY-FM 5.4 WSHE-FM 5.8 WAXY-FM 5.7(R) 22 WEXY-AM 1.4 WPIP-AM 0.6 WPIP-AM U.9 (13m) 

6 WINL -AM 5.1 WRBL)-AM 5.7 WHY! -FM 5.4 (R) 23 WSRF-AM 1.3 WIRK-FM 0.6 WEXY-AM U.8(RL) 
7 WAIA-FM 5.1 WINL-AM 5.4 WLQY-AM 4.9 (BM 24 WPIP-AM U.8 WEXY-AM U.b WSBR-AM 0.7 (BB) 

8 WLQY-AM 5.1 WFTL-AM 5.2 WSHE-FM 4.8(A) 25 WVCG-AM 0.6 WKAT-AM 0.5 WSRF -AM U.6(c) 
9 WI(JU-AM 4.7 WAXY - FM 5.2 WAIA-FM 4.3(AC) 26 WEAT-FM 0.6 WSRF -AM U.5 WVCG-AM 0.6 IBMI 

10 WSHE-FM 4.6 WIOD-AM 4.9 WI(X0-AM 3.9 (Ac) 17 WSBR-AM 0.b WEAT-FM 0.3 WKAT-AM 0.4 (T) 
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G 
Salem -High Point 

Fall '81 Market Overview 
Country WTOR has kept the lead in the Piedmont area for the last 

several books and is in little danger of being dethroned. The station had 

a commanding share among the 25 -54 audience, almost a 20, and was 

even stronger 35+. Bernie Mann's Beautiful Music property WGLD 
was second in the 25 -54 demos with just over an 11 score. 

There was quite a young adults battle going on for listener loyalty. 
AOR WKZL topped the list, with a nice jump in this report to an 18 -34 
adult share over 14. 50% increases in the station's male shares were 

the very boost. This was the first book for WKZL as a Superstars af- 

filiate, and the cleaned -up air sound helped dramatically. 

METRO RANK 

WRQK captured the title among women 18 -34, with a narrow 

edge over WSEZ. The station presented a host of new personalities 

that apparently caught on, as well as playing a blend of oldies and cur- 

rents that seemed a hit with young adult women. Advertising was limited 

to billboards, and the budget was the same as used in the spring 

sweep. WRQK ended up fourth among 18 -34 adults, beat out by not 

only WKZL but also by WTOR and WSEZ, each of which had stronger 
male profiles than WRQK. 

A methodology note that could affect your thinking about these 

numbers: the in -tab for this survey was almost double the number for 

the Fall 1980 sweep, so these estimates are much more reliable. 

15.8 
Audience Rank /Composition 

Average 12+ Share 

18 -34 
34% 

25 -54 
60% 

8.9 
8.4 8.3 

1E -34 
63N 

25 -54 
42 ; 

A -AOR, AC- Adult/ 

Beautiful Music, 

JJezz, M4 ceManeous, 

Hit Radio, RL-F 

paart'. 

7.0 6.8 

Contemporary, 
CCountry, 

N 

O ous, SSpanish, 

5.5 

Format Legend 
B- Bleck, Ba-B1g Bend, BM- 

CLCleaelcai, E-Easy Listening, 
-News, COldiee, RContemporary 

T -Talk, U-Urben Contem- 

3.8 3.6 3.5 

18 -34 
70% 

25-54 
35% 

18 -34 
31% 

25 -54 
66% 

18 -34 
66% 

25-54 
44% 

18 -34 
25% 

25 -54 
49% 

18 -34 
60% 

25 -54 
51% 

18 -34 
24% 

25 -54 
45% 

18 -34 
61% 

25 -54 
31% 

18 -34 
43% 

25-54 
49% 

WAAA TOR WKZL WGLD WSEZ WROK WSJS WOMG WBIG WAIR 

FM (C) FM (A) FM (BM) FM R) FM (R) AM (AC) FM (B) AM (AC) AM (B) AM (B) 

787 

1143 

WTpI WIES 
FM ICI FY IRI 

12+ Cume 

1111 107. 1027 1038 

735 

.06 
92 454 

Wl.le WK2L WOW WORK WOO WOMO WAN WAAA 

AM (AC Al (Al FM IBMI FM IRI AM (AC Al 1BI AM 18I AM 191 

AOR 

AC 

14.3 

12 S 

12 3 

19.5 Format Reach 

18.2 BM ee 

MISC. 

RL 

E 

1.1 

3.5 

10.1 

8.5 

12 
13 

WQUK - FM 

WAIK -AM 
2.7 
2.3 

WMFK-AM 
vVHPE- FM 

2.2 
1.5 

WMFR -AM 
WWMO-FM 

1.b(A) 
1.b(RL) 

Share Trends 14 
15 

WMFR-AM 
rV TOO -AM 

1 .9 
1 .4 

WTNC-AM 
WZUU-AM 

1 .4 
1 .3 

vVSLQ-FM 
WTNC -AM 

1 .4 (A) 

1 .3 (AC) 

Persons 12+ Mon-Sun siM-Mid 16 W8 UY-AM 1.3 WBUY-AM 1 .2 WRAL- FM 1 .3 (R) 

17 WGWR-AM 1.2 WPET-Ald 1.2 WTUB-AM 1.1(I) 
18 WSLQ-FM 1 .1 WvVMO-FM 1 .1 WCUG-AM 1.0 (C) 

HOP( UU) : 70 58 19 WEAL-AM 1.0 W000-AM 1.1 WEZC-FM 1.0 (SPA) 

2U WKAL-FM 1.0 vvTUl3-AM 1.0 W8UY-AM 1 .0 (AC) 

21 WPET-AM U.9 vVSLQ-FM 0.9 WSUC-FM U.9 (C) 

FALL SPRING FALL 22 WTNC-AM 0.9 WRAL-FM O. WHPE-FM 0.9 MO 

1980 1981 1981 23 
24 

WYUK -AM 
WSUC-FM 

0.9 
U.8 

rVPCM-FM 
WSOC-FM 

U.8 
U.7 

WPET-AM 
WMFR-FM 

0.8 MO 
U.7(614 

1 WTQR-FM 11.2 WTQK-FM 16.6 WTQR-FM 15.8(C) 25 WFMX-FM U.7 WMFR-FM 0.6 WGWR-AM U.7 (R) 

2 WKZL - FM 10.4 vvCLL)- FM 9.5 WKZL -FM 8.9(M 26 WPCM-FM U.b WOKX-AId U.6 WCUS-AM 0.7 (AC) 

3 vVKQK-FM 8.1 WSEL-FM 9.2 WGLU-FM 8.4(1M) 27 WMFR-FM U.5 WRUQ-FM 0.6 WCSE-FM U.6(C) 
4 WSJS-AM 8.1) WKLL-FM 7.4 WSEZ-FM 8.3(R) 28 WBT -AM U.5 WQUR-FM 0.5 WOKX-AM U.6(C) 
5 WGLU-FM 7.4 WSJS-AM 7.4 WRQK-FM 7.11(1) 29 WROQ-FM 0.5 WEZC-FM 0.5 WFMX-FM 0.6 (C) 

b WQMG-FM 5.7 WQML;-FM b.6 WS J S- AM b.8 (AC) 3U WEZC - FM U.4 WCSE -FM 0.5 WROQ-FM 0.6 (A) 

7 WAAA-AM 5.2 WKQK - FM 6.2 WQMG-FM 5.51a) 31 WTNC-FM U.3 WEYE-FM U.5 WI3AG-FM 0.5 (R) 

8 Wt3IG-AM 3.b W8IG-AM 3.2 vV8IG-AM 3,8(AC) 32 WGWK-AM U.5 WKEW-AM U.4 (PO 

9 WSEL-FM 3.3 WAAA-AM 2.5 WAIR-AM 3.6 01 33 WKEW-AM U.4 WLXN-FM U.2(RL) 

10 WCUi; -AM 3.0 WAIK-AM 2.4 WAAA-AM 3.5(A) 34 WPTF -AM U.4 
11 WHPE-FM 3 .0 WEAL-AM 2.4 WEAL-AM 1.7On 35 WLXN-FM 0.3 
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f Hartford 
New Britain 

Fall '81 Market Overview 
WTIC wins again ... WTIC wins again ... no, its not a broken 

record, but it could be. WTIC was even stronger overall in this book 

than in previous sweeps, with a dominant 25 -54 share just over 19. In 

the fall the station gave away five trips to DisneyWorld, advertised on TV 

and in the newspaper, and kept a consistent sound on the air. The sta- 

tion's real strength lay in the 35+ demos. 
The rest of Hartford's stations were competing for every quarter - 

hour they could get. WTIC -FM and WDRC were two examples of sta- 

tions that made the most of this book. WTIC -FM, which ended up se- 

cond only to its leviathan AM, ended up strong in the 18 -34 demos, se- 

cond only to WHCN. WTIC -FM advertised itself with bumper stickers, 
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newspaper ads, and direct mail pieces. The station's female and teen 
numbers increased notably as a result. 

WDRC -FM gained across the board among young adults and 
teens. The station became a contender in 18 -34 adults, ranking fourth. 
Advertising may have helped, and the WDRC campaign was focused on 
TV and bus ads. 

WHCN, which led among teens and 18 -34 adults, had a slight in- 

crease overall this report. The station's young male audiences gained 
enough to make up for declines among teens and women 18 -34. 

This survey is significantly more reliable than the fall '80 sweep. 
The usable diary count was up 75% this survey compared to the 
previous fall in -tab level. 

23.8 
Audience Rank /Composition 

Average 12+ Share 

18 -34 
10% 

25-54 
38% 

7.0 6.5 6.3 

A-AOR, 

Beautiful 

J-Jazz, 

Hit Radio, 

porary. 

5.8 

AC-Aduü/Contemporsy, 
Music, CCountry, 

M4AbceMsteoue, NAJewa, 

R4fle8ploue, aSpenieh, 

5 3 4.9 

Format Legend 

B-BIrJi, BB-Big Band. B1* 

CLCkeeical, Efasy Liatening, 

OCldfee, RContemporery 
T-Tek, LLUrben Contem- 

4.0 37 3.6 

54 

25-54 
40% 

18 -34 
70% 

25 -54 
28% 

18 -34 
8% 

25-54 
54% 

18-34 
17% 

25-54 
52% 

18-34 
51% 

25-54 
41% 

18-34 
71% 

25-54 
28% 

18 -34 
64% 
25 -54 
58% 

18-34 
71% 
25-54 
79% 

18-34 
12% 
25 -54 
44% 

WTIC WTIC WHCN WRCH WKSS WDRC WCCC WIOF WWYZ WPOP 

AM (AC) FM (R) FM (A) FM (BM) FM (BM) FM (R) FM (A) FM (AC) FM (AC) AM (N) 

3404 12+ Cume 

1741 

1508 
1313 1293 1199 1157 1148 1090 

959 

WTIC WTIC WOaC WCCC WNCN WDRC WPM WRCH WKeb WIOF 

AM (AC) FM IRI FM IRI FM (A) FM (A) AM (ACI AM N) FM IBM) FM (BM) FM (AC 

AC 

I6.6 

AOR 
13.4 

BM 
13.4 

3, 6 
Format Reach 

C 

ai 
3 0 

MISC T 9.5 10 
3 

I 

Share Trends 9 

1U 
WCCC-FM 
WOKC-FM 

3.6 
3.4 

WWYZ-FRA 
WPUP-AM 

4.0 
3.7 

WWYZ-FM 
WPUP-AM 

3,7 (AC) 

3 .6 (íí) 

Persons 12+ Mon -Sun 6AM -Mid 11 WWYZ- FM 3.4 WIOF-FM 3.7 WUKC-AM 3 .6 (AC) 

12 WRCQ-AM 2.7 WCCC-FM 3.6 WKNU-AM 3.0 (B) 

13 WKNU-AM 2.2 WAQY-FM 1.9 WRCQ-AM 2 . 0 (AC) 
PUP( UU): 7944 14 WKCI -FM 2.0 WKCQ-AM 1.7 WKCI-FM 1.8(R) 

15 WAQY-FM 1.9 WPLK-FM 1.5 WAQY-FM 1.7 (í) 

FALL 
1980 

SPRING 
1981 

FALL 
1981 

16 
17 
18 

WMLB-AM 
WPLK-FM 
WINF -AM 

1.4 
1.1 
0.7 

WKCI -FM 
WNBC-AM 
WHYN-FM 

1.2 
1.0 
1.0 

WMLB-AM 
WPLK-FM 
WHYN-FM 

1 .7 (C) 

1 .3 (A) 

U.9 (tí51) 

1 WT IC-AM 23.0 C-AM 23.4 WTIC-AM 23.8(AC) 19 WMAS-FM 0.6 WRYM-AM 1.0 WNMC -AM U . 8 (R) 

2 WKCH-FM 9.2 WKSS-FM 7.9 WTIC-FM 7.0 (R) 2U WHYN-FM 0.5 WINF -AM 0.9 WMAS - FM U . 5 (AC) 

3 WKSS-FM 6.3 vVKCH-FM 7.7 WHCN-FM 6.5(A) 21 WNBC -AM 0.4 WMLB-AM U.8 WCB5-AM U 5 IN) 

4 WTIC-FM 6.2 WHCN-FM 6.2 WRCH-FM 6.31reM) 22 WCCC-AM 0.3 WMAS - FM 0.6 WCCC-AM 0.4 (A) 

5 WPOP-AM 5.6 WKNU-AM 5.1 WKSS-FM 5.8(ía+í) 23 WCBS-AM 0.3 WMAS-AM U.6 WINF -AM U .4 (tíM) 

6 WUKC-AM 5.3 WTIC-FM 4.7 WUKC - FM 5.3(R) 24 WMAS-AM U.3 WCCC-AM 0.4 vVCTY-FM 0.4 (C) 

7 WHCN-FM 5.1 MAC-AM 4.2 WCCC - FM 4.9(A) 25 WCBS-AM 0.3 WAAF-FM U . 3 (A) 

8 WWF-FM 4.3 WURC-FM 4.0 WIOF-FM 4.0 (AC) 26 WOK -AM 0.3 (T) 
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JHouston-Galveston 
Fall '81 Market Overview 

Although many fall markets Nere affected when the 1980 census 

data was plugged in and more ethnics were sampled, Houston was 

relatively unaffected. The usable diary count from the summer to the fall 

sweeps was virtually identical, but the fall sweeps had 25% more in -tab 

from the ethnic retrieval areas. However, KMJO, the Urban Contem- 

porary leader in Houston and still the top overall station, lost several 

shares in this survey. 
Posting stronger fall books were KIKK -FM, which recaptured the 

Country lead; KRLY; KLOL, which topped 18 -34 adults; and KRBE, 

METRO RANK 8\ 
tops in teens. KFMK was a more significant factor as well. 

KIKK -FM rebounded after two soft books in which KILT -FM made a 

strong move. KIKK -FM, which led in the 25 -54 adult category, showed 

significant improvements in each major daypart, especially middays. 

The station used a more substantial ad budget than before, with TV and 

billboards spotlighting its efforts. On -air, $25,000 was given away to a 

listener in the "$25,000 Msic Guarantee" promotion. 
Among young adults, KLOL held the top position. Not only did the 

AOR station top adults 18 -34, but it also dominated men 18 -34. Teen 

O a 
w 

Tn 
O z 

¢ 
¢ 

N 

Continued on Page 120 rn 

7.7 
7.4 7.3 

Audience Rank /Composition 
Average 12+ Share 

7.0 
6.7 

6.3 
6.1 6.0 

5.6 5.5 

18-34 18-34 18-34 18-34 18-34 18-34 18-34 18-34 18-34 18-34 

54% 48% 54% 70% 50% 48% 16% 76% 28% 15% 

25-54 25-54 25-54 25-54 25-54 25-54 25-54 25-54 25-54 25-54 

42% 67% 41% 26% 66% 42% 43% 71% 70% 42% 

KMJO KIKK KRLY KLOL KILT KRBE KTRH KFMK KODA KPRC 

FM (U) FM (C) FM (U) FM ( ) FM (C) FM (R) AM (T) FM (R) FM (BM) AM (N) 

4234 12+ Come 
3915 3819 3818 3802 

3571 3538 

30 
2925 2901 

KKK KILT KLOL KRSE KTRH KM.q KRLY KFMK KODA KPRC 

FM ICI FM ICI FM IAI FM 1R1 AM IT) FM IUI FM (U) FM IRI FM IBMI AM IN) 

U Ki 
R Ki 
AOR 

BM 

T 

MISC 
6 I 

5 8 

9 8 

9 7 

Is s 
Format Reach 

N 

15 0 5 5 

AC 

12 3 
S 

B 

M.12 0 

RL 

1 9 

CL 
1 8 

S 4 

5 2 

8 KLUL - FM 4.7 KUUA-FM 4.6 KODA-F,4 5.3 

Share Trends 
9 

1U 
KRLY-FM 
KkYH-AM 

4.6 
4.3 

KKLY-F'4 
Kt;UE-FM 

4.0 
3.8 

KYRL:-AM 
KKLY-FM 

5.2 
4.3 

Persons 12+ Mon-Sun 6AM -Mid 
11 
12 

KFMK-FM 
KkNR-AM 

3.5 
3.2 

KENK-AM 
KILT-FM 

3.1 
2.9 

KFMK-FM 
KENK-AM 

3.7 
3.3 

13 KI T-FM 3.0 KFMK -FM 2.8 KI+UE-FM 3.0 
14 6564-FM 2.8 KULF-AM 2.7 KILT-AM 2.5 
15 KIL1-AM 2.8 KILT-AM 2.7 KULF-AM 1.9 

5',11'(U111: 26035 1b KULF-AM 2.13 KL AT-AM 1.4 K510K-FM 1.9 
17 KLAT-AM 2.8 KSKR-FM 2.3 KIKK-AM 1.9 

FALL WINTER SPRING SUMMER FALL 
18 
19 

KLJUE-FM 
KLEF- FM 

2.5 
1.b 

KEYH-AM 
KIKK-AM 

1.9 
1.8 

KEYH-AM 
KL EF-FM 

1.8 
1.4 

1980 1981 1981 1981 1981 20 KIKK-AM 1.5 KNUL -AM 1.7 KLVL-AM 1.3 
21 KNUL-AM 1.1 KLEF -FM 1.3 KL AT-AM 1.3 

1 KMI(F-FM 10.8 nNIV-f0.1 11.0 Kalt)-FM 13.1 KM I.¡-1M 11.2 KMI11-FM 7.7 (U) 22 KCUH-AM 1.0 K(38-1- AM 1.3 KNUZ -AM 1.1 
2 KI KK-FM 10.5 KIKK-FM 9.0 <ILI -FM 8.b KILI-FM 8.8 KIKK -FM 7.41C1 23 KYUK-AM 1.0 KXYL -AM 1.1 KGUL - FM 1.1 
1 KRBE-FM 5.8 KRBL-FM b.9 'NU-FM 8.2 KLUL-Fr4 6.6 KRLY-FM 7.3 M 24 KLVL -AM 1.0 KLVL-AM 1.1 KHCB-FM U.7 

4 WINO-FM 5.4 KIKH-AM 6.2 UL -FM 6.2 KYKC-AM 13.5 KLL.L - FM 7.01A) 25 11952-AM 0.8 KGUL-FM 0.9 KYUK-AM U.b 
5 KUUA-FM 5.3 KLOL-F4 5.7 KIKK-FM 0.2 KNELL-AM b.4 KILT-FM 6.7181 26 KHCB-FM 0.6 KYUK-AM 0.9 KCUH-AM U.b 
b KPRC-AM 5.3 KYNU-FM 5.8 KTKH-AM 5.7 KIKK -FM 5.9 KReE-FM 6.3)51 27 K1KR-AM 0.5 KFKU-AM U.5 KFKU-AM U.5 
7 KTRH-AM 5.1) KPKC-AM 5.3 KRBE-FM 5.5 KRLY-FM 5.8 KTKH-AM 6.1171 28 KGUL-FM U.4 KHCB-FM 0.4 KXYZ-AM 0.5 

Kt/OA-FM 5.1 KFMK -FM 13.11)5I 
KYNU-FM 4.9 KUUA-FM 5.6RM1 
KRISE-FM 4.8 COOL-NA 5.5(N) 
KFMK-FM 4.0 KYNU-F4 4.1 MO 
KQUE-FM 1.9 KLjUE-FM 3,4(AC) 
KENK-AM 2.8 KSKK-FM 1.d (A) 

KILL-AM 2.3 KILT-A4 2.11C1 
KULF-AM 2.1 KENK-AM 2.016I 
650K-FM 2.0 KEYH-AM 1.9151 
KL AT-AM 1.9 KL AT-AM 1,9 RI 
KLEF-FM 1.9 KLEF-FM 1.81Cp 
KLVL-AM 1.5 KUL F-AM 1.13 MCI 
KEYH-AM 1.5 KLVL-AM 1.4151 
KNUI-AM 1.1 KY 0K-AM 1.2151 
KGUL-FM 1.0 KCUL - FM 1.2(MI 
KCUH-AM U.9 KCUH-AM 11.8 RI 
KI KK 0.9 KNUL -AM 11.6 (CI 

KYUK-AM U.7 KIKK -AM 0.b(CI 
KXYZ -AM U.7 KYST -AM U.4 (AC) 

KHCB-FM U.5 KHCB-F'4 0.4 RL1 
U.0 KXYL -AM 0.35W 
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'7 Indianapolis METRO RANK 

Fall '81 Market Overview 

WIBC, the 25 -54 leader in the market, continued to hold the 12+ 
share trophy as well. WFBO is still climbing and led in 18 -34 adults 
clearly. WENS debuted its soft rock format and scored impressively, 
with a win among women 18 -34. Finally, there were fewer diaries in 

this survey tabulation than in the fall '80 data so these numbers are 
slightly less reliable than the previous fall books. 

WIBC slipped in this book but still led the 25 -54 demos with more 
than a 15 share. The station's female shares were stable but the male 
estimates were down significantly, particularly in PM drive. 

WFBQ moved into second place overall with a dynamite showing 

among the AOR fans in the market. An adults 18 -34 share of more than 
21 was built by dominating men 18 -34 and coming in second among 
women in that cell. WFBQ is consulted by John Sebastian and faced 
no AOR competition. 

WIRE's Country format did well this time, with a number three 
showing among adults 25 -54, behind WIBC and WXTZ. TV, billboards, 
and direct mail were used to market the station, known as the "Country 
Music Store." 

WENS, formerly WSVL, came out with the "Magic" format con- 
sulted by Bob Henabery. The soft rock approach not only won the 
18 -34 female contest in its first try but also allowed the station to rank 
second among 18 -34 adults overall. 

13.5 
Audience Rank/Composition 

Average 12+ Share 

18 -34 
30% 

11.2 11.1 

18 -34 
73% 

18-34 
18% 

9.8 

18 -34 
24% 

9.3 

18-34 
43% 

8.8 

18 -34 
33% 

7.6 

18 -34 
60% 

7.0 
18-34 
73% 

25-54 25-54 25-54 25-54 25-54 25-54 25-54 25-54 
54 % 24% 51 % 58 % 43% 63% 65% 18-3q 42% ]( aC Format Reach 

u 

39% 2'9 22. t 

18-34 
2% 

9.9 9.3 
25-54 25-54 R nISC. 
33% 26% .8 4.2 

WIBC WFBQ WXTZ WIRE WTLC WFMS WNAP WENS WIKS WATI 

AM (AC) FM (A) FM (BM) AM (C) FM (U) FM (C) FM (R) FM (AC) FM (R) AM (BM) B 0 N 2 7 

AOR RL 
1 .2 .8 

4.6 

2830 

2118 
1930 1888 iaa1 

12+ Cume 

1585 
1484 1442 

1330 

873 

MSC WIRE WXTZ WFIO WNAP WENS WKS WFMS WTLC WNOE 

AM (AC) AM ICI FM (BM) FM (A) FM IRI FM /AC) FM (R) FM IC) FM IU) AM (RI 

Share Trends 7 WIKS-FM 8.1 WIRE-AM 8.1 WNAP-FM 7.6(R) 
Persons 12+ Mon-Sun 6AM -Mid 8 WFB(2-FM 7.4 WIKS-FM 6.2 WENS-FM 7.0(AC) 

9 WNUE-AM 5.0 WNUE-AM 3.3 WIKS- FM 4.6(R) 
10 WATI -AM 3.7 WATI - AM 2.6 WATI -AM 2.9(aM) 

POP( 00): 9533 11 WIFE-AM 1.8 WGTC-FM 1.8 WIFE-AM 2.7(N) 
12 VVGTC-FM 1.8 WIFE-AM 1.2 WNUE-AM 2.2(R) 

FALL SPRING FALL 13 WBRI -AM 1.0 WFBM-AM U.9 WGTC-FM 1.3(C) 
1980 1981 1981 14 WCBK-FM U.6 wBk I-AM U.8 vVBR I-AM 0.9 (m.) 

15 WXLW-AM U.S WXIR -FM 0.6 WXLVV-AM 0.6 (AC) 

1 WIBC -AM 15.6 vVIBC -AM 15.b VVIBC -AM 13.5(AC) 16 WLHN-FM U.5 WNTS -AM 0.5 WNTS -AM U.6(RL) 
2 WXTZ-FM 10.3 WXTL -FM 12.8 VVF13(2-FM 11.2(A) 17 WXIR-FM U.4 WLHN-FM 0.5 WCBK-FM 0.6 (Ac) 
3 WNAP-FM 9.9 WF8(1-FM 10.3 WXTZ-FM 1 1. 1 (aM) 18 WFBM-AM 0.4 vVSVL - FM 0.5 WLHN- FM 8.4 (AC) 

4 WIRE-AM 9.3 WNAP-FM 10.0 WIRE-AM 9.8(C) 19 WNTS-AM U.4 WLW -AM 0.3 WLS -AM 0.4(R) 
5 WTLC-FM 9.3 WTLC-FM 9.6 WTLC-FM 9.3 (u) 2U WSVL-FM U.4 vvCBK-FM U.3 WXIK-FM 0.3(Ry 
6 WFMS-FM 9.0 vVFMS-FM 13.6 WFMS-FM 8.8(C) 21 VVCBK-AM U.3 WCBK-AM 0.1 
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f Kansas City 

Fall '81 Market Overview 

WDAF just keeps rolling along as the kingpin of the Kansas City 
market. The station not only topped the metro 12+ but had virtually the 
same 25 -54 share as its 12+ total, good enough to edge out WHB for 
the 25 -54 title. Among young adults there was a new contender, with 
KUDL stealing the 18 -34 title this book. WHB, KPRS, and KYYS also 
had double -digit 18 -34 shares KBEQ posted a nice recovery in this 
sweep, tying KYYS for the teen lead. 

The 25 -54 arena was an interesting one with WDAF and WHB so 
close. WHB took the title among women while WDAF copped the male 
crown. 

The 18 -34 battleground became crowded with the increased 

METRO RANK 

presence of KUDL. KYYS and KUDL were close 12 +, with KYYS 
leading among the teens. Among men 18 -34 KYYS held the edge, but 
KUDL took the cake when it came to adults 18 -34. 

In addition to the AOR fracas, Black- formatted KPRS gathered in a 
large number of quarter -hours from the 18 -34 demos, and WHB was 
no slouch in that department either. These two stations were close 
enough to KUDL and KYYS in the 18 -34 adult bracket so you could 
almost throw a blanket over all four. 

What caused KBEQ's rise? The station moved its programming 
away from its AOR leanings and hopes to fill a perceived void for a true 
CHR station in the Kansas City area. Teen increases, plus dramatic 
gains among young adult men in every major daypart except AM drive, 
propelled KBEQ to a higher share threshold. 
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Share Trends 
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POP( UU): 1U960 

FALL SPRING 
1980 1981 

1 WUAF -AM 11.4 WDAF -AM 13.8 
2 KYYS-FM 1U.3 WHb -AM 9.5 
3 WHO -AM 9.1 KMbk-FM 9.0 
4 KMBZ-AM 8.8 KYYS-FM 9.0 
5 KUUL - FM 8.1 KMOZ-AM 8.7 
6 KCEZ-FM 7.8 KCtL-FM 7.b 
7 KMbk-FM b.9 KPKS-FM 7.5 

FALL 
1981 

WUAF -AM 13.6(0) 
WHB -AM 9.1(AC) 
KYYS-Fnt 7.9(A) 
KMbk-FM 7.9(8M) 
KUUL-FM 7.6(AC) 
KPkS-FM 7.4(8) 
KOE(1-FM 7.4(6) 
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KCEZ-FM 
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5.6(N) 
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2 .0 (CL) 

1 .710) 
1.S KSAS- FM 1.0 KSAS-FM 1.6(A) 
U.9 KCKN-AM 1.0 KPKT-AM 1 .6 (RL) 

U.9 KEXS-AM 0.9 KEXS-AM U. 7 (RL) 

U.6 Kt3EA-AM U.b KCNW-AM O. 6 (RL) 

U.6 KL ZR-FM O.6 KLZR-FM U. 5 (A) 

U.b KTKU- FM 0.5 KWKI-FM 0.4 (RL? 

U.4 KCCV-AM U.4 KCKN-AM U. 4 (AC) 

U.4 KWKI-FM U.4 KIEE-Fm 0.3(M) 
0.3 
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Los Angeles 
Fall '81 Market Overview 

Increased Hispanic influence, coupled with a 10% increase in 

overall sample return, led to a more reliable fall survey in L.A. this year, 

compared to 1980. The estimated percentage of L.A. County's popula- 

tion that is Hispanic was up 17%, to just over 25% of the county total 

METRO RANK 

12+. As a result, several of the Hispanic stations in the metro showee 

improvement. 
On an overall basis, KABC was bolstered by the latter part of the 

Dodgers season to top the market again. KLOS edged past KMET in 

Continued on Page 120 

8.0 

18 -34 
12% 

25 -54 
38% 

5.0 

18 -34 
19% 

25 -54 
48% 

18-34 
66% 

25 -54 
34% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC- Adult/Con:au9lorery, &Bieck, 88ß10 Bend, BM- 

Beautiful Music, C-Country, CLLleeelcel, E-Eesy listening, 

JJezz, MFMiecelleneoue, N -News, 0-Oldies, RContemporery 

Hit Redo, RL ReIt oue, 8Spenish, T -Tek, Udhben Contem- 

paefy 

18-34 
77% 

25 -54 
34% 

18-34 
13% 

25 -54 
51% 

1 8-34 
9% 

25-54 
43% 

3.2 

18-34 
13% 

25-54 
47% 

18-34 
73% 

18 -34 
64% 

25-54 
63% 

25 -54 
54% 

18 -34 
58% 

25 -54 
70% 

KABC KBIG KLOS KMET KFWB KJOI KNX KRTH KHTZ KRLA 

AM (T) FM (BM) FM (A) FM (A) AM (N) FM (BM) AM (N) FM (R) FM (AC) AM (R) 

13236 

10434 

12+ Cume 

9549 MN 9257 902e 

7098 7054 699e 6748 

IKASS 
KFWS KIST KLOS KIM KOS KRTY KJOI KKR KI00 

AM IT) AY INI FM (A) FM IA1 AM IN) FM IBM FM IRI FM IBM FM (AC FM (RI 

N 

15.9 

5 I 

AC 

Format Reach 
B 

12.5 3 4 
u 

10.6 C2.4 
8.3 mm1 .2 

0.1 mill .0 
BB 

- 7 0.9 
RL 

- 6 
MO ç 

4 5 

19 KUAY-AM 1.9 XTRA-AM 2.0 KUTE-FM 2.0 K115-FM a.0 XTRA-M1 2.4 114 

Share Trends 20 KRUQ-FM 1.8 KHI -AM 2.0 KH) -AM 1.9 KLLA-FM 2.0 KCFI-AM 2.4 P7 

Persons 12+ Mon -Sun 6AM -Mid 
21 

22 

KLVE-FM 
KUTE-FM 

1.7 

1.7 
KALI-AM 
KUAY-AM 

2.0 
1.7 

KINO-AM 
KZLA-FM 

1.9 
1.7 

KUTE-FM 
XTKA-AM 

1.9 
1.8 

KFI -AM 
KIFKW-AM 

2.2 06 

2.110) 
23 KWST-FM 1.7 KWST-FM 1.6 KRUQ-FM 1.7 KROQ-FM 1.8 KI15-FM 2.1 PI 
24 KTNQ-AM 1.7 KROQ-FM 1.6 XTRA-AM 1.6 KALI-AM 1.7 KMPC-AM 2.0111 
25 KZLA-FM 1.6 KTNO-AM 1.5 KILM-FM 1.b KWKW-AM 1.5 KHI -AM 1.8 W) 

POP(UU): 79655 26 KILN-FM 1.4 KUTE-FM 1.4 KK(:U-FM 1.5 KILN-FM 1.3 KUTE-FM 1 .8 M 
27 KU) -AM 1.3 KKGU-FM 1.4 KWKW-AM 1.5 KHI -AM 1.3 KUAY-AM 1.4 P) 

FALL WINTER SPRING SUMMER FALL 28 
29 

KACE-FM 
KKGU-FM 

1.3 
1.1 

KLVE-FM 
KACE-FM 

1.4 
1.2 

KACE-FM 
KUAY-AM 

1.4 
1.4 

KWST-FM 
KACE-FM 

1.2 
1.1 

KLVE-FM 
KILH-FM 

1.118 
1 .0 T 

1980 1981 1981 1981 1981 30 KFAC-FM 1.2 KWKW-AM 1.2 KGFI-AM 1.4 KUAY-AM 1.1 KK00-FM 1.0 UI 

31 XTKA-AM 1.0 KILN-FM 1.1 KLVE-FM 1.1 KKGO-FM 1.0 KPRL-AM 0.9 MM 
1 KABC-AM 6.9 KABC-AM 6.9 KABC-AM 8.5 KABC-AM 6.6 KAeC-AM tl.UR) 32 KWKW-AM 1.0 KNUB-FM 0.9 KALI-AM 1.1 KFAC-FM 1.0 KWST-FM 0.8 P1 
2 KBIG-FM 5.1 KBIG-FM 6.5 KAIG-FM 5.5 KBIG-FM 6.0 KBIG-FM 5.0 aim 33 KNOe-FM 0.9 KGFI-AM 0.8 KNUB-FM 1.0 KNUB-FM 1.0 KNU8-FM 0.0 PM 
3 KFWB-AM 5.0 KFWB-AM 4.8 KMET-FM 4.6 KMEf-FM 5.7 KLOS-FM 4.768 34 KGFI-AM 0.8 KFAC-FM 0.7 KFAC-FM U.9 KLVE-FM 0.8 KFAC-FM U.S KO 
4 KIUI-FM 4.3 K101-FM 4.3 KFWB-AM 3.8. K101-FM 4.5 KMET-FM 4.504 35 KEZY-AM 0.6 KEZY-FM 0.6 KIEV-AM 0.7 KEZY-AM 0.7 KACE-FM 0.e M 
5 KNX -AM 4.2 KNX -FM 4.3 KIUI-FM 3.8 KLOS-FM 4.5 KFWB-AM 4.414 36 KIEV-AM 0.5 KFAC-AM 0.5 KEZY-AM 0.6 KIEV-AM 0.6 KIEV-AM u.6 m 
6 KRLA-AM 4.1 KRTH-FM 3.9 KNX -AM 3.8 KFWB-AM 3.7 KIUI-FM 3.7 MM 37 KWIZ-AM 0.5 KEZY-AM 0.5 KART-AM 0.6 KEZY-FM 0.6 KEZY-FM 0.5 IA) 

7 KLAC-AM 3.7 KMET-FM 3.9 KKLA-AM 3.7 KRTH-FM 3.5 KNX -AM 3.214 38 KWIZ-FM 0.4 KIEV-AM 0.5 KGIL-AM 0.6 KGRB-AM U.b KBRF-AM 0.5 61L1 

8 KMET-FM 3.6 KHTZ-FM 3.6 KLOS-FM 3.b KNX -AM 3.2 KRFH-FM 3.114 39 KGER-AM 0.4 KZLA-AM U.5 KFAC-AM U.5 KFAC-AM U.5 KFAC-AM U.4 ICL) 

9 K115-FM 3.3 KNX -AM 3.5 KKTH-FM 3.1 KHTZ-FM 3.1 KHTZ-FM 3 . U MO) 40 KART-AM 0.4 KWIZ-FM 0.4 KEZY-FM 0.4 KBRf-AM U.S KZLA-AM 0.4 ICI 

lU KRTH-FM 3.2 KLAC-AM 3.2 K115-FM 3.0 KNX -FM 3.0 KRLA-AM 1.8 04 41 KEZY-FM 0.4 KGRB-AM 0.3 XPRS-AM 0.4 XPRS-AM 0.5 KWIZ-FM 0.4 NM 
11 KIQQ-FM 3.1 KFI -AM 3.1 KHTZ-FM 3.0 KFI -AM 2.9 KLAC-AM 2.71C) 42 KGRB-AM 0.4 KGER-AM 0.3 KYMS-FM 0.3 KWl2-AM 0.4 KEZY-AM U.4 MI 

12 KFI -AM 3.0 KRLA-AM 2.9 KLAC-AM 2.9 KLAC-AM 2.9 KNX -FM 2.b W 43 KGIL-AM 0.4 AAUB-FM 0.2 KIKF-.FM 0.3 KLLA-AM U.4 KWIZ-AM u.4 IACI 

13 KHTZ-FM 3.0 KLOS-FM 2.9 KNX -FM 2.8 KIQQ-FM 2.9 KOST-FM 2.6 PM 44 KFAI:-AM 0.3 KWIZ-AM 0.3 KGIL-AM 0.3 KIKF-FM 0.3 IL1 

14 KNX -FM 2.8 KOST-FM 2.9 KIQQ-FM 2.6 KINO-AM 2.7 KZLA-FM 1 . 5 1C) 45 KGIL-FM 0.3 KW1Z-FM 0.3 KGIL-FM 0.3 
15 KLOS-FM 2.7 KIQQ-FM 2.7 KMPC-AM 2.5 KRLA-AM 2.6 KIQQ-FM 2.5 PI 46 KAUB-FM 0.1 KGRA-AM 0.3 10308-FM 0.1 
16 KMPC-AM 1'.6 KI15-FM 2.7 KFI -AM 2.5 KMPC-AM 2.3 KALI-AM 2.5 IB 47 KZLA-AM 0.2 
17 KUST-FM 1.5 KZLA-FM 2.5 KU5f-FM 2.5 KOST-FM 2.1 KRUQ-FM 2.4 P) 48 KGIL-FM U.2 
lb KALI-AM 2.4 KMPI:-AM 2.1 KWST-FM 2.3 KGFI-AM 2.1 KTN()-AM 2 .4 0) 

How to pickup an easy million. 
KFWB ALL NEWS 98 
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S951/2 

KLOS RADIO. The ultimate in 
rock and roll. 

And according to the last four Arbi- 
tron Reports, KLOS has continually 

progressed on an upward trend. In the 
fall of 1981, we did it! We gained the 

highest AQH* in the history of the station, 
making KLOS the number one rock station 

in the Southland. 

KLOS 95%. It's more than a radio station. It's a 
Southern California trend! 

*SOURCE: Fall Arbitron 1981 M -S 6A -12M 
Metro Area. Total Audience 12+ 

(KLOS 95, 
KLOS RADIO, 3321 S. LA CIENEGA BLVD.. LOS ANGELES, CALIFORNIA 90016, PHONE(213)5577000 
AN ABC OWNED RADIO STATION 
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N 
ao Louisville 
cr 

á Fall '81 Market Overview 
w 

As this edition goes to press, there is still some question about the 

8 final standings of the Louisville report. WVEZ ended up with a 9.3 share 

to 9.2 for WRKA on a total week basis. However, WRKA was the 

cc leading station for both Monday- Friday and on the weekends, so the 

station has queried Arbitron in order to see if there were errors made in 
co 

the report production. 
Assuming the data is correct, WRKA still has reason to shout. The 

co 

°1 station was dominant among 18-34 adults, with approximately an 18 

share, and was one -tenth of a share behind 25-54 leader WCII. 

Building on a successful spring book, the station advertised itself on TV 

and through direct mail (plastic cards sent out enabled public to win a 

car and prizes). 

WCII garnered a healthy increase in this report. The Country leader 

METRO RANK 42 \ 
knocked WAMZ from its number one perch without doing any advertis- 
ing. On -air more crossover songs were played and more news /infor- 
mation was put on. As noted above, WCII became the top 25 -54 station 
in the market. Watch for a WAMZ counterattack. 

WLOU powered to its best book ever. The station tied WQMF for 
second among 18.34 adults. There was no external advertising except 
an ongoing bumper sticker campaign. Promotionally, WLOU gave away 
food to the needy during the holidays. 

WQMF more than doubled its teen share and took the lead in that 
demo with more than a 33 share. The AOR advertised on TV, switched 
some airshifts as a new PD came in, and went commercial -free on many 
weekends. These moves, combined with John Sebastian's research 
help and the fact that WLRS had no PD during the sweep combined to 
push WQMF to the AOR lead. 

9.3 9.2 
Audience Rank /Composition 

Average 12+ Share 
8.4 8.4 

8.0 7.9 7.7 
7.2 

6.9 

6.2 

18-34 18 -34 18-34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18-34 
17% 79% 36% 27% 51% 37% 53% 12% 49% 64% 

25 -54 25 -54 25 -54 25 -54 25 -54 25-54 25 -54 25 -54 25 -54 25 -54 
55% 81% 68% 56% 48% 61% 15% 40% 29% 68% 

WVEZ WRKA WCII WHAS WLOU WAMZ WOFM WAVG WKJJ WAKY 

FM (BM) FM (AC) AM (C) AM (AC) AM (B) FM (C) FM (A) AM (AC) FM (R) AM (R) 

1960 

1529 

12+ Cume 

1416 1364 1311 1344 1943 
1227 

1130 1098 

WHAS WAKY WCII WRKA WAVO WKJJ WAMZ WOMF WLM WVEZ 

AM (AC) AM (R) AM ICI FM (AC) AM TACI FM IRI FM (C) FM IAI FM IAI FM (BM) 

J 
AC 

AOR 

BM 

13.1 

12.8 

9.3 

18.0 

Format Reach 
24.8 B 8.0 

MISC. 5.0 
RL 3.9 
BB 3.3 
E 1 .8 

Share Trends 
Persons 12+ Mon-Sun 6AM -Mid 

6 WHAS -AM 7.8 WKKA-FM 6.6 WAMZ-FM 7 9 (C) 

POP( 00): 7431 7 WAVE-AM 6.8 VVC I I - AM 6.7 WQMF-FM 7.7 (A) 

8 WLW-AM S.7 WLW-AM 6.3 WAVG-AM 7.1 (AC) 

9 YV I AN -AM 5.0 WQMF - FM b.1 WK1J-FM 6.9(R) 
FALL SPRING FALL 1U WCII -AM 4.7 WLRS-FM 6.0 WA KY -AM 6.2 (R) 

1980 1981 1981 11 WQMF - FM 3.9 WA KY-AM 5.0 WLRS-FM 5 1 (A) 

12 WKKA-FM 3.6 WINN-AM 3.6 WINN - AM 3.3IBB 
1 WAML-FM 11.7 WAMZ-FM 10.6 WVEL-FM 9.3 (BM) 13 WTMT-AM 2.9 WTMT-AM 2.3 WF IA-AM 2 .1 (RL) 

2 WKJJ -FM 10.5 WVEL-FM 10.4 WKKA-FM 9.2(AC) 14 vVLLX -FM 1.9 WXVW-AM 2.1 WXLN-FM 1 .7 (RL) 

3 WVEZ -FM 9.9 WHAS-AM 9.7 WCII -AM 8.4(C) 15 WXLN-FM 1.1 WFIA-AM 1.3 WTMT-AM 1 .7 (C) 

4 WAKY-AM 9.S WKJJ -FM 8.7 WHAS-AM 8.4(AC) 16 WFIA-AM 1.1 VVXLN-FM 1.2 WI YL-FM U . 9 (E) 

5 WLKS - FM 8.5 WAVE-AM 8.2 WL(X1-AM 8.0 (B) 17 WXVW-AM 0.9 WJYL-FM 0.4 WXVW-AM U.9(E) 
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JMemphis 
METRO RANK 

Fall '81 Market Overview 
Several factors combined to make the Memphis market report one 

of the most interesting this fall. Overall market in -tab was up solidly 

compared to the 1980 fall report, and a significant portion of that in- 

crease was among the ethnically retrieved areas. Arbitron plugged in 

1980 census information reflecting an almost 38% black population in 

the metro. In line with these figures, perhaps it is not surprising that 

WHRK should go through the roof and that WDIA should also post a 

healthy increase while all the Country stations saw their numbers dwin- 

dle. 
As you can see from the share trend data on this page, WHRK 

jumped into first place in the Memphis metro with a seven -share boost 

to a 16.7! WHRK's gains came across the young adult board as its male 

numbers were up 60% overall, while the female contribution more than 

doubled, compared to the spring book. The 18 -34 appeal allowed 

WHRK not only to top that adult demo with almost a 24 share but also to 

43\ 
edge out WEZI for the 25 -54 lead, with almost a 15 compared to the 
Beautiful Music station's number, just under 14. As for teens, WHRK 
took the lead there also. With more than a 30 share in this report, the 
station passed WZXR and WMC -FM, the former teen pacesetters. 

WDIA's numbers increased notably. The station scored almost a 

tripling of its teen shares, and virtually doubled its male showing in the 
spring book. Female numbers stayed basically the same. Morning drive 
and the evenings were the dayparts where WDIA was best able to 

boost its male audience shares. 
With the ethnically -targeted stations taking a big chunk of the 

marketplace, something had to give among the non -ethnic stations. 
One major item was the across -the -board demise of Country this 

sweep. WMC, WLVS, and WMPS (WHRK's AM entity) all lost signifi- 
cant shares this sweep. Interestingly, Beautiful Music WEZI, in spite of 
the ethnic influx, managed to increase its overall share this sweep, with 
midday and evening female gains pacing the way. 

I 

16.7 

18 -34 
80% 

25 -54 
43% 

11.2 

18 -34 
23% 

25 -54 
81% 

9.1 

18 -34 
55% 

25 -54 
41% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 
A -AOR, AC-AduIVContemporary, B Black, BB Big Bend, BM - 

Beautiful Beautiful Music, CCountry, CL-Classical, E-Easy Listening, 

J- Jeu, M- Miscellaneous, N -News, o-0ales, AContemporary 
Fitt Radio, RL- Religious, SSpenish, T -Talk, U -Urban Contem- 

porary 

8.8 

18 -34 
59% 

25 -54 
27% 

7.9 

18 -34 
20% 

25 -54 
84% 

7.6 

18-34 
18% 

25 -54 
38 % 

6.6 
18 -34 
74% 

25 -54 
74% 

5.1 

18 -34 
32% 

25.54 
50% 

4.2 
18 -34 
51 % 

25 -54 
68% 

CO 
18 -34 
28% 

25-54 
59% 

WHRK WEZI WMC WZXR WMC WDIA WRVR WLOK WLVS WMPS 

FM (B) FM (BM) FM (R FM ) AM (C) AM (B) FM (AC) AM (B) FM (C) AM (C) 

1595 
1539 

1404 

1174 1171 
1127 

12+ Cume 

997 
928 91 

858 

WMC WMRK WEZ1 WMC WBIA WZXR WRVR WMBO WLOK WREC 

FM IR! FM IBI FM IBM! AM ..^, AM ,B, FM A FM AC! AM !O. AM B. AM .AC. 

Format Reach 
AOR 

31.8 

16 1 

BM 

11 2 

AC 
10.3 

R 8 1 

8.8 

MISC 5 5 
C 
mms3e 

0 

RL 

M1 4 

Share Trends 5 WMC -FM 7.4 WHKK - FM 9.b VVMC -AM 7.9(C) 

Persons 12+ Mon -Stun 6AM -Mid b 
7 

M./IA-AM 
Wl1UU-FM 

5.9 
5.4 

WMPS-AM 
WKVK-FM 

6.9 
b.b 

WUTA-AM 
WKVK-FM 

7.6181 
b.b(AC) 

8 WLVS-FM 5.0 WUTA-AM 5.4 WLUK-AM 5.1(8) 
POP (00): 7418 9 WHöll-AM 4.8 WLVS-FM 5.1 WLVS-FM 4.1(C) 

10 WLOK-AM 4.7 WLUK-AM 5.1 WMPS-AM 4.0 (C) 

FALL SPRING FALL 11 WR EC -AM 4.1 W HEW -Am 4.4 WHEW -AM 3.8 (0) 

1980 1981 1981 11 WMPS-Am 4.1 WKEC-AM 2.9 WKEC -AM 3.7 (Ac) 

13 WWEE -AM 1.3 KWAM-AM 2.1 KWAM-FM 1.418) 
1 WZXK-FM 13.4 WMC -AM 11.8 WHRK-FM 16.7(8) 14 KWAM-AM 1.b WWEE-AM 1.4 WVVEE-AM "1.0(T) 
2 WEZI -FM 11.1 WLXR-FM 11.5 WELI-FM 11.281X) 15 KWAM - FM 1.0 KSUO-AM 1.3 WMSO-AM 1.2(MRI 
3 rVHKK-FM 11.1 WEZ I -FM 10.8 VV.MC -FM 9.1 (R) 1ó KSUU-AM 0.5 KWAM-FM 0.8 KSUU-AM 0.7 (RL) 

4 WMC -AM 10.9 WMC -FM 10.3 WZXK- FM 8.8(A) 17 WKBL -AM 0.4 KWAM-AM 0.7 ON 
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fMiami 
Fall '81 Market Overview 

This was the last survey for the Dade County metro and it was a 

most interesting one. Beginning next spring Dade and Broward (Ft. 

Lauderdale) Counties will be combined by Arbitron into one metro, 

which will move the market into the number 11 position on a population 

basis (12 +). 
In this report Arbitron adjusted the ethnic populations, black and 

Hispanic, to keep pace with the 1980 census data. There was an in- 

crease in the amount of diaries coming back from the ethnic retrieval 

procedures and high density ethnic areas. All of this, and a Hispanic 

total estimate of 38% of the county's population, may have helped 

daytimer WRHC jump almost five shares and maintain its lead in the 

metro. Among other stations, WINZ -FM widened its lead over WHYI 

and WEDR scored its best book ever. 

One of the factors that helped WRHC soar in this report was the 

loyalty of its listeners. The station's time spent listening averaged over 

METRO RANK 

100 quarter -hours weekly per person, a tremendous total. That sort of 

appeal helped WRHC top the 25 -54 demos with over an 11 share, 

ahead of WCMQ -FM, another Hispanic station. 
WEDR, the leading Black- formatted station in Dade, continued to 

climb. The station's latest book allowed it to top the 18 -34 demos with 

more than a 14 share, one point ahead of WINZ -FM. WEDR did no 

advertising or on -air promotion for this survey, so the station's suc- 

cessful book was largely due to word -of -mouth street talk about its 

sound, combined with healthy ethnic diary return. Male audience gains 

were most notable for WEDR. 

WINZ -FM was virtually tied with WHYI for the teen lead in Dade, as 

both stations had more than a 20 share of the younger audience. In the 

18 -34 race, though, WINZ -FM has come on strong in the last two 

books to take the CHR lead away. TV, billboards, and bus benches 

were used by WINZ -FM in a more expensive effort than in previous 

campaigns. 

14.1 

18 -34 
8% 

25 -54 
36% 

7.0 

18 -34 
57% 

25 -54 
42% 

18 -34 
66% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC-Adult/Contemporary, B- Black, BB-Big Bend, BM- 

Beautiful Music, C- Country, CL-Classical, Easy Listening, 

J-Jazz, MMAiscelleneous, N-News, O.Oldes, R-Contemporary 

Hit Radio, RL -Reli ous, SSpenish, T -Tek, U41rben Contem- 

18 -34 
40% 

pagY 

6.3 

25 -54 
49% 

25-54 
76% 

18 -34 
12% 

25 -54 
51% 

18 -34 
26% 

25 -54 
80% 

18-34 
49% 

25 -54 
32% 

18 -34 
8% 

25 -54 
23% 

18 -34 
5% 

25 -54 
26% 

18 -34 
11% 

25 -54 
26% 

WRHC WINZ WEDR WCMO WOBA WCMO WHYI WINZ ° WNWS WYOR 

AM (S) FM (R) FM (B) FM (S) AM (S) AM (S) FM (R) AM (N) AM (N) FM (BM) 

2975 12+ Cume 
2411 

1907 
1741 1705 1557 

1435 1434 1404 

1139 

WINE WHYI WINE WIOD WOBA WEDA WRNC WNWS WCMO WYOR 

FM (R) FM IRI AM INI AM (AC) AM IS) FM IBI AM IS AM (N) FM IS1 FM IBM) 

BM 8.7 
N 

8.1 

B 7.8 
AC 7.2 

5.I 

Format Reach 
38 0 AOR 

X4.9 
MISC. 

X3.0 
C 

m12.9 
CL 

N1.8 

T 

m1.5 

E 

M1.2 

Share Trends 11 
11 

WVVWL-FM 
'NTMI - FM 

3.6 
3.2 

WYOR-FM 
WVCG-AM 

3.2 
3.1 

W 100-AM 
WLYF- FM 

3.4 (AC) 

3.118M) 

Persons 12+ Mon -Sun 6AM -Mid 13 WA IA-FM 3.1 WLYF-FM 2.9 WSHE-FM 3.0(A) 
14 WUCN-AM 3.1 vVIUD-AM 2.8 WHIT-AM 2.5 (S) 

POP(00): 15179 15 WQBA-FM 3.0 WSHE-FM 2.8 WAXY-FM 2.1(R) 
16 WIOD-AM 2.9 WQBA-FM 2.8 WA A-FM 2.0 (AC) 

FALL 
1980 

SPRING 
1981 

FALL 
1981 

17 
18 
19 

WMJX - FM 

WSHE- FM 

WHTT-AM 

2.8 
2.4 
2.3 

WQAM-AM 
vVWWL-FM 
WGBS -AM 

2.8 
2.7 
2.3 

vVQBA-FM 
WVCG-AM 
WQAM-AM 

2.0 (S) 

1.9 (SM1 

1.9(c) 
1 vVRHC-AM 10.6 WRHC-AM 9.4 WRHC-AM 1 4. 1 (S) 20 WLYF-FrYt 2.2 vVAXY-FM 1.3 WWWL -FM 1 .9 (A) 

2 WHYI -FM 6.8 WQBA -AM 7.b WINZ -FM 7.0(R) 21 WAXY-FM 2.2 WAIA-FM 1.8 WTMI -FM 1.6(CL) 
3 WQBA-AM 5.5 vVNWS-AM 6.8 WEDR-FM 6.5(8) 22 WKAT-AM 2.0 WOCN-AM 1.8 WKAT-AM 1.SCT) 
4 WNWS-AM 5.0 WINZ - FM 6.4 WCMQ-FM 6.4(S) 23 WVCG-AM 1.8 W TM I - FM 1.7 WGBS -AM 1.4 (AC) 

5 WYOR-FM 4.8 WHYI - FM 6.3 WQBA-AM 6.3(8) 24 WGBS -AM 1.6 vVKAT-AM 1.4 WMBM-AM 1 .3 (8) 

6 vVQAM-AM 4.8 WON Q-FM 5.3 WCMQ-AM 5.ti(S) 25 WMBM-AM 1.2 WWJ F- FM 1.2 WWI F- FM 1.2 (E) 

7 WINZ -AM 4.4 WEDR-FM 5.3 WHYI - FM 5.1(R) 26 vVCKU- FM 1.2 WCKO- FM 1.1 WUCN-AM 1.1 (S) 

8 WEDR-FM 4.3 WINZ -AM 3.9 WINZ -AM 4.2 (M 27 WINZ-FM 1.1 WKQS-FM 0.7 WKQS-FM 1.0(C) 
9 WCMQ-FM 3.9 WHTT -AM 3.7 WNWS-AM 3.9(Nl 28 WKQS-FM 1.0 WMBM-AM 0.3 WCKU- FM 0.9 (R) 

10 vVCMQ-AM 3.9 WCMQ-AM 3.3 WYOR - FM 3.7 (BM1) 29 WEWZ -FM U.8 WLQY-AM 0.4 (AC) 
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Piami -Pt. Lauderdale- Hollywood Special 

9.1 

18 -34 
8% 

25 -54 
36% 

6.5 

18 -34 
7% 

25 -54 
31% 

5.5 

18 -34 
53% 

25 -54 
42% 

Audience Rank/Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC- AduAVContemporery, BAlack, B843ig Band, RMF 

Beautiful Music, CCountry, CL-Classical, Easy Listening 

Alan, MFMisce1eneous, N-News, OCldlee, RContemporary 

Hit Radio, FIL- Religious, S-Spanish, T -Tek, Whben Contem- 

5.2 

18 -34 
48% 

25 -54 
37% 

por>1ry, 

4.9 

18 -34 
6% 

25-54 
24% 

4.8 

18 -34 
6% 

25 -54 
25% 

4.3 

18 -34 
66% 

25 -54 
48% 

4.1 4.1 

18 -34 
12% 

25 -54 
51% 

18 -34 
40% 

25 -54 
76% 

3.7 

18 -34 
69% 

25 -54 
25% 

WRHC WLYF WINZ WH I WNWS WINZ WEDR WOBA WCMO WSHE 

AM (S) FM (BM) FM (R) FM (R AM (N) AM (N) FM (B) AM (S) FM (S) FM (A) 

4012 3988 

3492 

3195 
2998 

2737 

12+ Cume 

2502 

2027 1932 
1787 

WNYI WW2 ww2 wLYF wlOO wNWa WAXY w41E WAIA wFDR 

FM (R) FM (R) AM IN FM WM AM (AC) AM IN) FM (R) FM (A) FM (AC) FM (B) 

l 

V 

BM 

N 

g.7 
AC 

g.0 
B 6 4 

AOR 

6 

15.6 

13.7 

24 5 
Format Reach 

C _5.I 
MiSC. 4.7 
BB 

CL 

_I .6 

.I 
RL 

r0.3 

Share Trends 
Persons 12+ Mon-Sun 6AM-Mid 

14 
15 
16 
17 
18 

WQI3A-AM 
WTM I -FM 
WEUK - FM 

WLQY-AM 
WCMQ-FM 

3.3 
3.2 
2.6 
2.6 
2.3 

WQAM-AM 
VVWVVL-FM 
WYOK-FM 
WAIA-FM 
WVCG-AM 

3.1 
3.1 
2.9 
2.9 
2.4 

WYOR - FM 

WKQS-FM 
WAIA-Fnl 
WWWL-FM 
WQAM-AM 

3.1 (BM) 

2.9 (C) 

2.9 (AC) 

2.4(A) 
1.2(C) 

POP(UU): 14453 19 WCMQ-AM 2.3 WHTT-AM 2.3 WW F- FM 2.2 (BB) 

20 WM X-FM 2.3 WR13U-AM 2.2 WLQY-AM 1.9 (BM) 

FALL SPRING FALL 21 WQBA-FM 2.0 WF TL -AM 1.0 vVCKO- FM 1 .b (R) 
(CL) 

1980 1981 1981 22 
23 

WOCN -AM 
W1-;BS-AM 

1.9 
1.7 

WCMQ -AM 
WGBS-AM 

2.0 
2.0 

WTM I - F M 

WHTT-AM 
1 . 6 

1.6 (S) 

1 WHY! -FM b.5 WHYI - FM 6.6 WKHC-AM 9.1 (S) 24 WRBD-AM 1.b WLQY-AM 1.9 WVCG-AM 1.5 (BM) 

2 VVKHC-AM 6.3 WNWS-AM 6.4 WLY F- FM 6. 5 (BM) 25 WCKU- FM 1.5 WCKO- FM 1.9 WGt3S-AM 14(AC) 
3 WNWS-AM 5.7 WRHC-AM 5.7 WINZ -FM 5.5(R) 26 WHTT-AM 1.4 vVTMI - FM 1.8 WRBU-AM 1,.3(B) 
4 vVINI -AM 4.6 WINZ -FM 5.0 WHYI -FM 5.2(R) 27 WVCG-AM 1.4 WQBA-FM 1.7 WQt3A-FM 1.3(S) 
5 WKQS-FM 4.6 WLYF-FM 4.8 WNWS-AM 4.9(N) 28 WINL-FM 1.2 VUWJ F-FM 1.5 WKAT-AY1 1.1 (1) 

6 WLYF-FM 4.5 WQBA-AM 4.6 WINZ -AM 4.8(N) 29 WKAT-AM 1.2 WOCN-AM 1.1 WFTL-AM 1.1 (AC) 

7 WQAM -AM 4.1 WINZ -AM 4.4 WEUK-FM 4.3 (13) 30 WFTL-AM 1.1 WKAT-AM 1.1 WMBM-AM 0.8(B) 
8 WYOK-FM 4.1 WSHE-FM 4.0 WQBA-AM 4.118) 31 WEWZ-FM 1.0 WOCN-AM 0.7(S) 
9 WA IA-FM 3.8 WIUD-AM 3.7 WCMQ-FM 4.1 (B) 32 WM13M-AM 0.7 WEAi-FM 0.4 (BM) 

10 WWWL-FM 3.8 WAXY-FM 3.5 WSHE-FM 3.7(A) 33 WEXY-AM U.b WEXY -AM U.3(RL) 

11 WIOD-AM 3.b WKQS - FM 3.3 WCMQ-AM 3.(i(S) 34 WS RI- -AM 0.5 VVPIP -AM U.3(BM) 

12 WAXY-FM 3.5 WEUK-FM 3.2 WIUU-AM 3.6 (AC) 35 VVPIP-AM 0.3 
13 wSHE-FM 3.3 WCMQ-FM 3.2 WAXY-FM 3.3(R) 3b WEAT-FM 0.3 

Here's How to Order More Copies of The R &R 
Please send me additional copies of the 1982 R&R Ratings Report /Vol. I, at $20.00 per copy. I 

have enclosed a check or money order for $ 

NAME 

ADDRESS 

CITY STATE ZIP 
Mail to: Radio & Records, 1930 Century Park West, Los Angeles, CA 90067 

(Allow 4-6 weeks for processing) 
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1 Milwaukee-Racine 

w ¢ 
Fall '81 Market Overview 

WTMJ reclaimed the top slot in the Milwaukee standings as 

WZEW and WISN experienced softness in their numbers. WTMJ was 

down again as well but by comparison came out ahead. WBCS made a 

strong move in this book, coming out on top of the 25 -54 demos. 

Likewise, WZUU -FM improved and led the 18-34 adults narrowly over 

WOFM. 
The key to the WBCS move towards the top was improvement 

among the station's male tuners. In the evening daypart, the station 

more than doubled its previous share among men. Afternoon drive im- 

METRO RANK \ 

proved also, perhaps due to the addition of Art Roberts, formerly of 

Chicago radio fame. To ballyhoo the station's fine -tuned sound, WBCS 

spent more on advertising this sweep, with the effort concentrated on 

TV. 

WZUU -FM moved to more of a personality approach in this survey 

by hiring Jonathan Green, a veteran in the market, from WTMJ. More 

ad dollars than before were spent too, with TV, buscards, and cabtops 

covering the campaign. This all led to WZUU -FM improving its adult 

numbers and edging out WQFM for the 18.34 lead. WQFM led among 

the men 18-34 however, while WZUU -FM took first among women in 

the 18 -34 bracket. 

9.8 
9.4 

Audience RanklComposition 
9.2 Average 12+ Share 

18-34 18-34 
13% 32% 

25-54 25 -54 
47% 81% 

8.1 

18-34 
35% 

25-54 
58% 

18-34 
59% 

18-34 
84% 

18-34 
89% 

25-54 
80% 

25-54 
31% 

25-54 
19% 18-34 

85% 
18-34 
88% 

25-54 
43% 

25-54 
47% 

18-34 
80% 

25-54 
34% 

WTMJ WEZW WBCS WISN WZUU WLPX WOFM WLUM WMYX WKTI 

AM (AC) FM (BM) FM (C) AM (AC) FM (R) FM (A) FM (A) FM (B) FM (AC) FM (R) 

3345 

3091 
12+ Cume 

2292 2253 
2095 

11192 157S 1529 

wT wow WOGS wirer WVR wOFM WORT WKI1 

AM ACI Ar IACI FM ICI FM (EVA) FM IRI FM IAI FM IAI AV (Be FM IRI FM (AC) 

AC 

R 

C 

BM 

AOR 

16 9 

812.6 

11.4 

11.3 

Format Reach 

CL 

MISC. 
MMMM17.4 

2.9 
T 

-1.9 
N I .B 

Share Trends 
Persons 12+ Mon -Sun 6AM-Mld 

PUP(UU): 129b3 

FALL SPRING 
1980 1981 

1 WTMJ-AM 12.3 WEZW-FM 11.4 

2 WEZW-FM 11.d WTMJ-AM 1U.7 
3 WISN-AM 11.0 WISN-AM 1U.1 

4 WöLS-FM 8.2 WöCS-FM 8.3 

5 WLPX-FM b.0 WLPX-FM 6.3 
b WFMK-FM 5.0 WQFM-FM b.0 
7 WLUU-FM 4.8 WZUU-FM 5.3 

8 WQFM-FM 4.3 WUKY-AM 4.0 
9 WLUM-FM 3.2 WKTI-FM 3.9 

lu WOKY-AM 3.0 WMYX-FM 3.6 
11 WKTI-FM 2.S WRKR-FM 2.8 

FALL 
1981 

WTMJ-AM 
WEZW-FM 
WBCS-FM 
WISN-AM 
WZUU-FM 
WLPX-FM 
WQFM-FM 
WLUM-FM 
WMYX-FM 
WKTI-FM 
WFMK-FM 

9.d(AC) 

9.4015 
9.21C) 

8.14K1 
b.b 00 

5.8M 
5.5 (A) 

4.11 OA 

3.80p 
3.400 
2.9m 

12 

13 

14 
15 

lb 

17 
its 

19 

2U 
21 

22 
23 
24 
25 

2b 
27 

28 
29 
3U 

31 
32 
33 
34 

WKKK-FM 
WMKE-AM 
WMAQ-AM 
WMYX-FM 
WYLU-AM 
WKJN-AM 
WööM-AM 
WAWA-AM 
WNUV-AM 
WINO-AM 
WöKV-FM 
WGN -AM 
WöKV-AM 
WXl Y-FM 
WEMP-AM 
WZUU-AM 
WLS -AM 
WTKM-FM 
WGLö-AM 
WFNY-FM 
WWEG-AM 
WGLB-FM 
WTKM-AM 

2.3 
2.2 
2.1 
1.5 

1.5 
1.4 
1.2 
1.2 
1.2 
1.0 
1.0 
0.9 
0.9 
0.8 
U.7 
0.6 
U.4 
U.4 
0.4 
U.4 
U.3 
U.2 
0.2 

WLUM-FM 
wFMR-FM 
WMKE-AM 
WLUU-AM 
WINU-AM 
WXIY-FM 
WMAIj-AM 
WööM-AM 
WKJN-AM 
WEMP-AM 
WGI -AM 
WYLU-AM 
WöKV-AM 
WöKV-FM 
WAWA-AM 
WNUV-AM 
WTKM-FM 
WTKM-AM 

2.b 
2.3 
2.0 
1.9 
1.8 
1.d 
1.3 
1.1 

1.1 
0.9 
0.9 
0.9 
0.9 
U.8 
U.6 
U.5 
0.3 
0.2 

WEMP-AM 
WUKY-AM 
WXIY-FM 
rVM K E- AM 

WLUU-AM 
WRICK-FM 
WäKV-FM 
wMAI)-AM 
WINO-AM 
WRJN-AM 
WööM-AM 
WAWA-AM 
WNUV-AM 
WTKM-FM 
WYLU-AM 
WW -AM 
WI3KV-AM 
WLS -AM 
WT KM-AM 

2. ö (AC) 

2.7 (R) 

2 . U PO 
2 . U IC) 

2.o IW 

1.700 
1 . 5 (AC) 

1.4 (C) 

1.3 m 
1 . 2 (AC) 

1.004 
1.0 tlb 

1 .0 AJ 

0.7 (ACt 

U . 7 0+0 

U . b (T) 

0 . 6 (AC) 

U . 509 
0.1 (AC) 
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ADULTS 25 -plus ADULTS 18 -34 
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2 !_ 11tinnsapolis- 
st. Paul 

o a 
w I 
c7 Fall '81 Market Overview 
z 
1= 

Since this is a tale of two cities it seems only appropriate that it 
cc 

cc should also be the tale of two giants. It used to be that when one spoke 

¢ of Twin Cities radio there was one leader, WCCO. There is a new reality 

here, however. KSTP -FM so dominates the 18 -34 adults, and almost 
co 
rn beats WCCO 25 -54, that it must be considered the other major factor 

in the Twin Cities radio universe. 
WCCO has been on top for so long it's not really news when the 

station stays there. Vikings football helped to keep the station's fall 

numbers high, but otherwise there was no advertising or special promo- 

METRO RANK \,.. 

1 
tion events planned just for this sweep. The WCCO audience skew re- 

mained 35 +, with 50% of the audience 55+ in the latest survey. The 
WCCO dominance of the 25 -54 demos may be coming to an end, as 

KSTP -FM seriously challenged this time around. WCCO led with almost 
a 21 share in this target, but KSTP -FM was only three shares behind 

Among the 18 -34 adults it's not much of a contest. KSTP -FM had 

approximately a 23 share of this group, and led its nearest competitor, 
KORS -AM & FM, by almost a two -to -one margin. Even among men 

18 -34, KSTP -FM led the AOR combo. 
Consistency in programming, advertising on TV and billboards, and 

an ongoing cash -call contest kept KSTP -FM alive and growing. 

Audience RanklComposition 
22.9 Average 12+ Share 

Format Legend 

A -AOR, AC-Adult/Contemporary, B- Black, BEI-Big Bend. BM- 

Beautiful Music, CCountry, CLCIassical, E-Easy listening, 
JJazz, M- MisceNaneous. N -News. Oldies. 9Cootemporery 
Hit Redid, RL- Religious, SSpenieh, T -Tek, U -Urban Cortem- 

14.8 po<ery 

18-34 18 -34 
18% 87% 

25-54 25-54 
44% 59% 

6.6 6.4 6.0 
18 -34 
60% 

18 -34 
33% 

18 -34 
78% 

4.4 4.2 4.2 4.1 
3.3 18-34 18 -34 18-34 18-34 

89% 24% 80% 18% 18 -34 
42% 

25 -54 25-54 25-54 25-54 25-54 25-54 25-54 25 -54 
19% 62% 32% 57% 49% 42% 47% 45% 

WCCO KSTP KDWB WDGY KORS WCCO KEEY WLOL WAYL KSTP 

AM (AC) FM (R) FM (A) AM (C) FM (A) FM (AC) FM (BM) FM (R) FM (BM) AM (N) 

6163 

12+ Cume 

8214 3061 2333 2717 2520 2377 2234 2013 

WCCO MP WDOY COWS KORK WCCO WI.OL KIPP KOWK ICED' 

AM (AC) FM (R) AM (C) FM (A) M (A) FM (AC) FM IRI AM (N) AM 01 M IBM) 

R 

AOR 

MISC 

BM 

13 4 

10 9 

10 2 

?0 

Format Reach 

3 3 

EN k 

s e 

6 WUGY-AM 5.3 KQRS - FM 5.6 WCCO-FM 4.4 (AC) 

Share Trends 7 

8 

KQRS-FM 
WAYL-FM 

4.5 
4.5 

WAYL -FM 
WLOL-FM 

4.8 
4.4 

KEEY- FM 

WLOL - FM 

4.2 (BM) 

4.2 (R) 

Persons 12+ Mon -Sun 6AM -Mid 9 WCCU-FM 4.3 WCCU-FM 3.8 WAYL-FM 4 . 1 IBM) 

10 WWTC-AM 3.5 K ST P-AM 3.5 KSTP-AM 3.3 (N) 

11 KSTP-AM 3.2 WWTC-AM 3.1 WWTC-AM 2 . 5 (AC) 

POP( UU): 17509 12 KUWB-AM 3.0 KTCR-FM 2.8 KUWB-AM 1 .8 (R) 

13 WAYL-AM 1.6 KUWB-AM 2.6 Kl) U-FM 1 .8 (C) 

14 KTCR - FM 1.6 KRS I-FM 1.2 WAYL -AM 1 .6 (BM) 

FALL SPRING FALL 15 KRS I -FM 1.1 KRSI -AM 1.0 KTCR-FM 1 . b (C) 

1980 1981 1981 16 KrWN- FM 1.1 KTWN- FM 1.0 KRSI-AM 1.U(E) 
17 KQRS-AM 1.0 WAYL -AM 1.0 WM IN-AM U . 9 (M) 

1 WCCU-AM 24.5 WCCO-AM 20.2 WCCO-AM 22.9(Ac) 18 KRSI -AM 1.0 KQRS-AM 0.8 KTWN-FM 0.8(J) 
2 KSTP-FM 10.1 KSTP-FM 12.4 KSTP-FM 14.8(8) 19 KEEY-AM U.9 WM IN-AM 0.5 KQRS-AM 0.8 (A) 

3 KEEY-FM 6.0 WI.I(;Y-AM 7.1 KUWB-FM 6.6(A) 20 WM IN-AM 0.8 KEEY-AM U.5 KEEY-AM U . 3 (BM) 

4 WLUL - FM 5.8 KUWB-FM 6.3 WUGY-AM b.4(C) 21 WIXK - FM U.2 KTCR -AM 0.3 
5 KUWB-FM 5.7 KEEY- FM 5.9 KQRS - FM 6.0 (A) 21 WIXK -AM 13.1 
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JNashvil]Le-Davidson 

Fall '81 Market Overview 

That blur that just went by was WWKX, rushing to the top of the 
heap in Nashville. This CHR entry posted dramatic gains among female 
listeners, more than doubling its shares. With more than a 22 share 
among women 18 -34, WWKX became a real factor, and among 18 -34 
adults the station mattered too, taking second with a 19 share. Adver- 
tising to build the station came through TV and billboard. By the way, 
with the rush this sweep, WWKX became the teen leader also, with just 
over a 30 share of that demo. 

METRO RANK 5\ 
Tops among the 18 -34 adults was AOR WKDF. The station achiev- 

ed almost a 22 share among the young adults, with a 28 share among 
young men 18 -34. On -air the station offered a mass -appeal AOR for- 
mat, since there is little competition. Advertising efforts were channell- 
ed primarily through TV this survey. 

The top 25 -54 stations were WSIX -FM and WZEZ, not separated 
by a large margin. WZEZ's Beautiful Music format led with women 
25 -54, while WSIX -FM won in the male 25 -54 category. Key to the 
WZEZ rise this book was a 30% gain in female shares overall, with AM 
drive and the evenings posting the largest increases. 

12.9 12.6 

10.5 

Audience RanklComposition 
Average 12+ Share 

Format Legend 

A -AOR, AC-Ad9UContemporory, B- Black, !8ß1g Bend, BM- 

Beautiful Music, C.-Gantry, CLCkseicd, E-Easy Listening. 

J- Jeu, M- MIecs9eneoue, NNews, O.Oldee, R.Contempocery 

He Radio, RLReMgtous, 8-Spanish, TTe9c, U -Urban Contem- 
9.3 

18 -34 18 -34 18 -34 18 -34 
61% 72% 15% 20% 

25 -54 25 -54 25 -54 25 -54 
33% 30% 48% 60% 

pcary. 

6.7 

18.34 
61% 

25 -54 
43% 

6.2 

18 -34 
14% 

25 -54 
28% 

5.6 

18-34 
20% 

25 -54 
58% 

4.9 4.9 
18 -34 
33% 

25-54 
65% 

18 -34 
71% 

25 -54 
65% 

3.1 
18 -34 
0% 

25 -54 
53% 

WWKX WKDF WZEZ W'IX WVOL WLAC WSM WSIX ^ M WA 

FM (R) FM (A) FM (BM) FM ( AM (B) AM (T) AM (C) AM (AC) FM (AC) AM (BB) 

_1697 

1520 
1475 

1310 

12+ Cume 

1098 1093 1078 
998 

888 

712 

WWK% W8M WKDF WZE2 WM% WUC WBI% WMK WVOL WMAK 

FM IRI AM IC) FM (A) FM ami FM (C) AM (T) AM (AO FM (AC) AM (DI FM (RI 

ACP 
MMUmmmENNWOMIllt2.6 

A(: 

BF 

11.3 

10.5 

Format Reach 
21 2 

18.8 MISC. 

BB 

mm.3. I 

E 

"mm3.0 

6.7 

66 

6.2 

7 WSM -FM b.5 rVSM -AM 6.3 WSM -AM 5.6 (C) 

Share Trends 8 

9 

WK(113-FM 
WLAC-AM 

5.0 
4.5 

WLAC-AM 
W8Y(?-FM 

5.b 
5.1 

W51 X-AM 
WSM -FM 

4.9 (AC) 

4.9 (AC) 

Persons 12+ Mon -Sun 6AM -Mid 10 WI3Y(1-FM 3.7 WSI X-AM 3.9 WAMB -AM 3.1 (BB) 

11 'rVSI X-AM 3.4 WAM13-AM 2.9 WJ YN-FM 3.O (E) 

11 WAMk3-AM 2.8 WJYN - FM 2.0 WKOS - FM 2.7(R) 
POP( 00): 7207 13 WMAK-AM 2.7 WMAK-AM 1.9 WMAK-FM 2.5(R) 

14 WJRB -AM 2.5 WJRt3-AM 1.9 WUSW-FM 2.2(C) 
15 WKDA-AM 1 .6 WKL)A-AM 1 .5 WJ K8-AM 1 .8 (C) 

FALL SPRING FALL 16 WNAH-AM 1.3 WKOS-FM 1.4 WMAK-AM 1.5(AC) 
1980 1981 1981 17 WWGM-AM 1 .2 yVWr.iM-M4 1 .1 WKDA-AM 1 .0 (C) 

1 rVZEZ -FM 11.5 WKDF-FM 11.9 WWKX-FM 12.91fÁ 18 WKOS-FM 1.2 WUSW-FM 0.9 WMTS-AM 1.0(C) 
2 WSIX-FM 11.0 WSIX-FM 9.4 WKUF-FM 12.6(A) 19 WOOL-AM 1.1 WMTS -AM U.7 WCOR-AM U.7 (R) 

3 WVOL-AM 9.0 WSM -FM 9. 4 WZ EZ -FM 10.5 (B91Á 2U WONS-AM U.5 WNAH-AM U.b WUBL- FM U.3 (PA) 

4 WSM -AM 8.5 WWKX-FM 8.2 WSIX -FM 9.3(C) 21 WDBL-FM U.5 WDt3L-AM 0.3 (C) 

5 WWKX-FM 8.3 WZEZ -FM 8.2 WVOL-AM 6.7(B) 22 WONS-AM 0.4 
b WKDF-FM 7.3 WVOL-AM 7.8 1V LAC -AM 6 .2(n 23 WDBL-AM U.1 
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JNassau -Suffolk 
Fall '81 Market Overview 

WNBC slipped but remained the top overall station on Long Island, 

while WRFM, WPLJ, WYNY, and WBLI posted worthwhile increases. 
WNBC's morning numbers remained strong due to the presence of 

Don Imus, but there was slippage in midday, especially among female 
listeners. The station's teen figures remained relatively stable through 
the week. 

The new number two station on Long Island was Bonneville's 
WRFM. This Beautiful Music entity, with virtually all of its audience 
45 +, slipped in the morning but was significantly stronger in the other 
dayparts, especially at night. 

METRO RANK 

WYNY added more than a share to its 12+ tally, with a steady gain 

posted in AM drive. Compared to the fall '80 sweep, WYNY has more 
than doubled its morning shares. WYNY has almost a perfect 18 -24 
and 25 -34 balance, with each demo contributing approximately 30% of 
the station's audience total. 

WBLI remained the top local station in the Nassau -Suffolk area. A 

multimedia campaign consisting of TV, billboards, newspaper, and 
bumper stickers carried the message. The bumper sticker contest of- 
fered many prizes, lots of winners, and was tied into the local 7 -11 

chain. Among the top 10 stations on Long Island, WBLI has the largest 

Continued on Page 120 

7.9 

18-34 
38% 

25-54 
55% 

6.0 

18 -34 
8% 

25-54 
44% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC- Adult/ Contemporary, B- 91ack, BB-ElIg Bend, BM- 

Beautiful Music, CCountry, CL-Classical, E -Easy Listening, 

J Jazz, M- Miscellaneous, N -News, 0-Oldies, RContemporary 

5.5 Hit Radio, RL- Rellglous, SSpenfsh, T -Talk, üürban Contem- 

5.2 porary. 

18 -34 
63% 

25 -54 
62% 

18 -34 
61% 

25 -54 
73% 

4.6 4.5 

18 -34 
14% 

25 -54 
60% 

18-34 
58% 

25 -54 
22% 

4.1 

18-34 
5% 

25 -54 
43% 

3.8 

18 -34 
52% 

25 -54 
28% 

3.7 3.7 

18-34 
11% 

25-54 
41% 

18 -34 
58% 

25-54 
72% 

AM (R) FM (BM) FM (AC) FM (R) AM (N) FM (A) AM (T) FM (A) AM (N) FM (0) 

5328 12+ Cume 

3782 

3084 3081 2917 2889 
2538 

2324 2319 2184 

WNW WCBS WYNY WINS WABC WPLJ WBLI WCBS WOR WSW! 

AM IRI AM IN FM IAC AM IN) AM IRI FM 1AI fM (R, FM (0) AM nl FM Al I 

BM 

AC 

403 

6 1 

8.3 

Format Reach 
15 
15.8 

15.3 

12.9 

MISC. 

Be 

C 

8.0 

-5.8 
4.3 

4.l 
o 3.7 
CL 2.0 

2U vVPAT-FM 1.9 WL IR-FM 1.0 WRKS-FM 1.9 (u) 

Share Trends 21 

22 
WMCA-AM 
WL IR-Fm 

1.6 
1.6 

vVNEvV- FM 

WALK-FM 
2.0 
2.0 

WPAT - FM 

WEIN-FM 
1.9 (BM) 

1.9 PA) 

Persons 12+ Mon-Sun 6AM-Mid 23 WKJY-FM 1.5 WPAT- FM 1.9 WKTU - FM 1.8 (0) 

24 WNEW-FM 1.5 WKHK-FM 1.6 vVKHK-FM 1.8 (C) 

POP( 00): 11u5U 25 vVPIX-FM 1.3 WNEW-AM 1.6 WKJY-FM 1.7 (13M) 

26 WGSM-AM 1.3 WGSM-AM 1.4 WLIR-FM 1.6(A) 
FALL SPRING FALL 27 WGBB-AM 1.1 WPI X-FM 1.4 WRCN-FM 1.6 (A) 

1980 1981 1981 28 WKCI - FM 1.0 vVPAT -AM 1.3 WNEW-AM 1.4 (BB) 

29 WEZN-FM 1.0 vVEZN-FM 1.2 WPAT-AM 1.0 (eMl 
1 WNBC-AM 9.0 WNBC -AM 9.6 WNBC-AM 7.9 (R) 30 WLNG -AM U.8 WPLR -FM 1.1 WNEW-FM 0.9(A) 
2 WBLI-FM 4.9 WCBS-AM 5.3 WRFM-FM 6.0 (BM) 31 WPLR-FM 0.8 WAR- FM 1.0 W(?XR-FM 0.8 (CI-) 
3 WCBS-AM 4.9 WRFM-FM 4.6 WYNY-FM 5.5 (AC) 32 WXLO-FM 0.8 WRKS-FM 1.0 WNCN-FM 0.8 (CL) 
4 WOK -AM 4.8 WBLI -FM 4.5 WBLI -FM 5.1(R) 33 WRCN-FM U.8 WRCN-FM 0.8 WGBB-AM 0.b(AC) 
5 WBLS -FM 4.1 WOK -AM 4.2 WCBS-AM 4.6 (N) 34 WKHK-FM 0.7 WGBB-AM 0.7 WPLR-FM 0.4(A) 
6 WCBS-FM 4.0 WYNY-FM 4.2 WPLJ -FM 4.5 (A) 35 WPAT-AM 0.7 WLIX-AM 0.4 WPIX-FM 0.4(R) 
7 WHL I -AM 4.0 WBLS-FM 3.9 WOR -AM 4.1 (1) 36 WRI V-AM 0.6 WNCN-FM U.4 WSBH-FM 11..4 (AC) 
8 WINS - AM 3.7 WINS-AM 3.9 WBAB - FM 3.8 (A) 37 WNCN-FM 0.6 WALK-AM 0.3 W(1XK-AM 0.4(CL) 
9 vVPL J -FM 3.4 WHL I -AM 3.7 WINS-AM 3.7 (N) 38 Wl1XR-FM U.6 WVN J -FM 0.3 WDJ F- FM 0.3 (AC) 

10 WYNY-FM 3.3 WABC-AM 3.4 WCBS-FM 3.7(0) 39 WALK -AM 0.5 WLNG-FM 0.2 WLNG-AM U.3(AC) 
11 WRFM-FM 3.1 WBAB-FM 3.3 WCTO-FM 3.3 (BM) 40 WDJ F- FM U.5 WQXR-AM 0.1 WLNG-FM 0.3 (AC) 
12 WABC-AM 3.0 WPLJ-FM 3.1 WALK- FM 3.1 (AC) 41 WRKI - FM U.5 vVLNG-AM 0.1 WALK-AM 0.1 (RC) 
13 WKTU- FM 3.0 WKTU-FM 1.8 WHLI -AM 2.9 (50) 42 WVNJ-FM 0.5 WRCN-AM 0.1 (A) 

14 WCTO-FM 2.9 WHN -AM 2.7 WTFM-FM 2.7 (Ac) 43 vVSBH-FM U.5 
15 WBAB-FM 2.7 WTFM-FM 2.7 WABC-AM 2.4(R) 44 WWYL - FM 0.4 
16 WHN -AM 2.7 WCBS - FM 2.4 WHN -AM 2.3(C) 45 WLIX-AM 0.3 
17 vVTFM-FM 1.6 WCTO-FM 2.3 WBLS-FM 1.3 (0) 46 WLNG-FM U.2 
18 WNEW-AM 1.1 WKJY - FM 2.3 WMCA-AM 1.0(T) 47 WRCN-AM U.1 
19 WALK -FiM 1.0 WMCA-AM 1.1 WGSM-AM 2.0 (AC) 48 Wt1XR-AM 0.1 
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BYU WRNO WYLD WADY WOVE WGSO WTIX 

JNew Orleans 

Fall '81 Market Overview 

Interesting goings-on in New Orleans. Compared to the fall '80 

sweep overall in -tab was down 15 %, but the percentage of ethnic in- 

tab was a higher proportion than before. With the new census data 

plugged in, over half of the returned New Orleans area diaries came 

back from high density or Telephone- retrieved areas. This new reality 

may make it easier for ethnically formatted stations - or stations with 

Urban Contemporary formats - to do well in the book. 

WEZB continued to lead the market on a 12+ basis as well as 

among adults 18-34. The CHR station also topped the teen category, 

with more than a 33 share of that cell. Keys to staying on top this book 

were new DJ's in the midday and PM drive dayparts, a TV ad campaign, 

METRO RANK 

and on -air promotions where the 97th callers would win cash. 
WAIL rebounded from a slip in the spring report to keep a hold on 

its number two stance. WAIL gained among teens, crossing the 30 
share threshold this time. The station's young adult numbers were up 

almost 50% this survey, with PM drive and evenings showing the most 
improvement. 

Best among the 25 -54 adults was WNOE -FM, the leading Country 

station in town. The station recouped from softer spring estimates by 

adopting the philosophy "Play good music and only talk when you have 

something to say." More outside promotion this survey, such as tying 
into artist visits, gave the station additional community involvement 
flavor. Advertising consisted of newspaper and TV, including the use of 

cable. 

11.5 

18 -34 
52% 

25.54 
37% 

WEZB 

10.6 

18-34 
45% 

25-54 
38% 

8.4 

18 -34 
35% 

25-54 
73% 

WAIL WNOE 

FM (R) FM (B) FM (Cl) 

7.5 

18-34 
23% 

25-54 
52% 

Audience Rank /Composition 
Average 12+ Share 

7.3 

18 -34 
72% 

25-54 
33% 

6.8 

18-34 
63% 

25-54 
52% 

5.7 

18-34 
35% 

25 -54 

67% 

5.2 

18 -34 
82% 

25-54 
87% 

5.1 5.0 

18-34 
13% 

25-54 
38% 

18 -34 
49% 

25-54 
138% 

FNI ;(-3M) FM (Al FM (B) FM (AC) FM (R) AM (N) AM (R) 

2159 12+ Cume 
1999 

1579 

1406 
1319 1292 1281 

1113 1169 

WEIS WAIL WT12 WMOE wvn WTLD WOU[ Wow WAJY WMO 

FM RI FM 181 AM ,RI FM ICI AM ITI FM IBI FM IR, AM ,Ni FM ,ACI FM LAI 

B 

R 

11.2 
AC 19 2 

BI" 

AUR 

3 

3.3 Format Reach 

1.7 
N 45.1 
T 4.8 
MZSC 4.4 
BB 

imma3.8 

RL 

Share Trends 
7 WAJY-FIM 5.7 W(1UE-FM b.2 

Persons 12+ Mon -Sun 6AM -Mid 8 W1K.lE-FM 5.1 WAJY-FM 5.9 
9 WGSU-AM 5.1 WYLD-FM 5.b 

PUF'( UU) : 9711 10 W11X-AM 5.0 WSM13-AM 5.2 
11 WWL -AM 4.8 WWL -AM 3.9 
12 WSMB-AM 3.5 WGSU-AM 3.0 

FALL SPRING FALL 
13 WNUE-AM 1.8 WSHU-AM 2.8 

1980 1981 1981 
14 WSHU-AM 2.4 WWIW-AA 2.4 

1 WEZB-FM 11.5 WEIB -FM 111.3 WE113 -FM 11.5 on 15 WNNK-AM 2.3 WNNR-AM 2.3 
2 WAIL -FM 10.b WAIL-FM 8.4 WAIL -FM 1O.6pq 16 WYLD-AM 1.9 WNUE-AM 1.0 
3 WNUE-FM 8.4 WKNU-FM 8.1 WNUE-FM 8.41g 17 WBUK-AM 1.7 WBUK-AM 1.8 
4 Wl3YU-FM 7.5 WEIX-AM 7.8 WBYU-FM 7.501M 18 WV(X;-AM 1.7 WYLU-AIM 1.6 
5 WKNU-FM 7.3 WdYU-FIM 7.7 WRNO-FM 73 (A) 19 WWIW-AM 1.4 WVU(;-AM 1.4 
b WYLD-FM b.8 WNUE-FM b.7 WYLU-FM b.8(8) 2U WARd-AM U.b 

WAJY-FM 5.71AC) 

W(2UE-FM 5.1(R) 
WGSU-AM 5.1(47) 

WTIX-AM 5.U(R! 
WWL -AM 4.8(T 
WSMB-AM 3.5(AC) 

WNUE-AM 
WSHU-AM 2.4(14) 

WNNK-AM 2.3(B) 

WYLD-AM 1.9(3) 

WBUK-AM 1.7(B) 

WVOG-AM 
WW I W-AM 1.41W 
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www.americanradiohistory.com


/New York METRO RANK 1\ 
Fall '81 Market Overview 

The Urban Contemporary format extended its domination of New 
York. With the emergence of RKO's WRKS-FM, formerly WXLO, three 
of the top four stations are programmed in an Urban fashion. WOR re- 
mained ahead of the crowd, while WPLJ and WYNY improved their 
positions. 

WOR captured the top spot with an audience that skewed heavily 
55 +. As you can see on the 12+ bar graph showing audience com- 
position, little of this kingpin station's appeal is 25 -54. WOR remained 
the top billing station in the U.S., however. 

RKO's other property in New York carved out quite a niche for 

Continued on Page 120 

6.2 6.1 
5.9 

Audience Rank /Composition 
Average 12+ Share 

5.6 5.6 

4.5 4.5 4.4 4.4 
4.2 

18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 18 -34 
7% 56% 65% 59% 13% 62% 42% 9% 65% 13% 

25 -54 25-54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 25 -54 
28% 36% 52% 42% 40% 23% 53% 41% 63% 71 % 

WOR WKTU WBLS WRKS WINS WPLJ WNBC WRFM WYNY W 

AM (T) FM (U) FM (U) FM (U) AM (N) FM (A) AM (R) FM (BM) FM (AC) AM (N) 

25408 r- 

22045 

12+ Cume 
21028 20877 

20177 
18918 

17882 
17102 

18481 16443 

WINS WNBC WOOS WAIIC WK1U WOO WYNY WILS WARS WPLJ 

AM IN) AM IR) AM MI AM IPI /MAP AM IT) FM TACI FM IUI FM IUI FM (A) 

BH 

N 

R 

MISC 

A0R 

-10.3 
9 2 

8 9 

F8 4 

7 9 

13.9 

Format Reach 
8 0 AC 

S 

C 

BB 

o 
2 

6 4 

4 6 

3 6 

3 S 

CL 

Ima2 0 

RL 

N0 6 

17 WMI:A-AM 2.4 WPI X-FM 2.2 W(:BS-FM 2.2 WNEW-FM 2.5 WMCA-AM 2.2 111 

Share Trends 18 
19 

WI I T-AM 
WPIX-FM 

1.9 
1.8 

WHN -AM 
WA IX)-AM 

2.2 
2.0 

WPIX -FM 
WA W-AM 

2.2 
2.0 

WAUU-AM 
WI IT-AM 

1.9 
1.9 

WAW-AM 
WHN -AM 

2.1 01 

2.1 1C1 

Persons 12+ Mon -Sun 6AM -Mid 20 
21 

WTFM-FM 
WALU-AM 

1.8 
1.7 

WAR-FM 
AK KS-FM 

1.9 
1.6 

WKKS-FM 
WTFM-FM 

1.6 
1.6 

WPAI-AM 
WTFM-FM 

1.8 
1.5 

WPAF-AM 
WKHK -FM 

2.0 MN) 
1 .5 ICI 

22 W'ItXK-FM 1.3 WIIT -AM 1.6 WIIT-AM 1.6 rvKHK-FM 1.5 WTFM-FM 1.5 (ACI 

23 WXLU-FM 1.1 WTFM-FM 1.5 WNCN-FM 1.3 WBLI-FM 1.3 W(pFK-FM 1 .1 MI) 
PUP( U11 I ) .ii .., 24 WVNI-FM 1.1 WNCN- FM 1.3 W12XK-FM 1.0 WPIX -FM 1.3 WVNI-FM 1.011.M1 

25 WHLI -AM 0.8 WBLI -FM 1.0 WKHK-FM 1.0 WQXR-FM 0.9 WPI X-FM 0.8 (R1 

FALL WINTER SPRING SUMMER FALL 26 WBLI -FM 0.8 WHL I -AM 0.9 WVNI-FM 0.8 WVNI-FM 0.9 WtlLI-FM 0.81R) 

1980 1981 1981 1981 1981 
27 
28 

WNCN-FM 
WIVKL-AM 

0.6 
0.6 

WVNI-FM 
WKHK-FM 

0.8 
0.8 

WBLI -FM 
WHLI -AM 

0.7 
0.7 

WNCN-FM 
WNIK-AM 

0.8 
U.6 

WNCN- FM 

WWDI -AM 
0.7 ICLI 

0.6 IRLI 

WKTU- FM 8.3 WKTU-FM 6.5 WtlLS-FM 7.4 WKTU-FM 7.5 WOK -AM 6.20) 
29 
30 

WWI)) -AM 
WKHK-FM 

0.6 
U.6 

WC TU-FM 
WWKL -AM 

0.6 
U.5 

WNIR-AM 
WLItl-AM 

0.7 
0.6 

WI. IK-FM 
WHUU-FM 

0.6 
U.5 

WBAB - FM 
AEON-FM 

0.b IA) 

0.6 IOW 
W8L5-FM 

3 WUK -AM 
7.1 
6.2 

WIXI -AM 
WBLS-FM 

6.5 
5.4 

WKTU-FM 
WOK -AM 

6.4 
5.9 

WUK -AM 
AB LS-FM 

6.2 
6.1 

WKTU-FM 
WBLS-FM 

6.1WI 
5.9 M 

31 
32 

WFU U-FM 
WC TU-FM 

U.S 
U.5 

WKIY-FM 
WL IR-FM 

0.5 
0.5 

WLIR -FM 
WUAtl-FM 

0.6 
0.6 

WLIB-AM 
WBAd-FM 

0.5 
0.5 

WHL I -AM 
WLI8-AM 

U.5 IM) 
0.5 INI 

4 WINS-AM 4.9 WINS-AM 5.3 WKFM -FM 4.9 Wit FM-FM 4.5 WKKS-FM 5.689 33 WCTC-AM 0.4 WLI8-AM 0.5 WCTC-AM 0.5 WEIN-Fm U.4 WC TO- FM U.S (SMI 
5 WC BS -AM 4.8 WNtlC-AM 4.8 WC85-AM 4.8 WC 13S-AM 4.5 WINS-AM 5.5 INI 34 WUXR-AM U.4 W(IXK-AM 0.5 NVNI -AM 0.5 WHLI -AM 0.4 WALK-FM 0.5 IAC) 
6 WNB(:-AM 4.7 WCBS-AM 4.7 WNBC -AM 4.6 WINS-AM 4.4 WPLI -FM 4.5 IA) 35 WBAB-FM U.4 WBAB-fM 0.5 WWKL-AM 0.4 WVNI -AM 0.4 WI. IK-FM U.4 IA) 
7 WKFM- FM 4.3 WRFM-FM 4.4 WA BC -AM 4.6 WINO-FM 4.1 WNBC-AM 4.5 MI 36 WI_ III-AM U.4 WNIK-AM U.4 WKIY-FM U.4 WWKL-AM 0.4 WHUU-FM U.4 INN) 
8 WPAT -FM 3.9 WPLI -FM 4.1 WPLI-FM 4.5 WPLI-FM 4.1 WKFM-FM 4 . 4 18M1 37 WLIK-FM 0.4 WC TC-AM U.4 WCTO-FM 0.4 WCTO-FM U.4 WNI R- AM 0.4 Isl 
9 WPLI-FM 3.7 WYNY-FM 3.7 W INS -AM 4.3 WNEW-AM 4.0 WYNY-FM 4.4 IAC1 38 WEVU-FM 0.3 0.5 WEIN-FM 0.4 WC TC-AM 0.4 WM(:(j-FM 0.3 111m) 

10 WABC-AM 
11 WYNY-FM 
12 ACBS - FM 

3 WNEW-FM 

3.6 
3.2 
2.9 
2.8 

WPAT-FM 
WABC-AM 
WNEW-FM 
ANEW-AM 

3.7 
3.5 
3.0 
2.9 

WNEW-AM 
WYNY - FM 

WPAT - FM 

WPAT -AM 

3.7 
3.6 
3.6 
2.8 

WNBC-AM 
WCtlS- FM 

WAöC-AM 
WKKS-FM 

3.9 
3.7 
3.7 
3.3 

WCBS-AM 
WPAT-FM 
YAK -AM 
ANEW-AM 

4 .2 INI 
3 8 ISMI 
3.1 öR 

3. U IM) 

39 
4U 
41 
42 

WALK-FM 
WNIR-AM 
WBNX-AM 
WELN-FM 

0.3 
U.3 
U.3 
0.3 

0.5 
0.4 
0.3 
0.3 

WIUU-FM 
WALK-FM 
WUHA-FM 
W12XK-AM 

0.3 
0.3 
0.3 
0.3 

WIIXK-AM 
WEVU-FM 
WMGII-FM 
WALK-FM 

0.3 
0.3 
0.3 
0.3 

WVN I -AM 
WGSM -AM 
WK1Y-FM 
WQXK- AM 

0. 3 ISM) 

0.3 IM) 
0.3 WM 
0.2 ICl/ 

14 WNEW-AM 2.7 WCUS-FM 2.5 WNEW-FM 2.8 WMCA -AM 3.0 WCBS-FM 2.7101 43 WM('.()-FM 0.3 0.2 WALK-AM 0.1 WALK-AM U.1 
15 WM -AM 2.b //PAT -AM 1.5 WHN -AM 2.4 WHN -AM 2.8 WIIT-AM 2.5 (S) 44 WVNI -AM 0.3 
16 WPAI -AM 2.4 WMCA-AM 2.4 WMCA-AM 2.2 WPAT-FM 2.7 WNEW-FM 2.4 (A) 45 WALK-AM 0.1 

THE MOST1"i1, ]TO 
FM ROCK STATION 
IN AMERICA. 
Arbitron, Cumulative and AQH Listening, Persons 12 - , Mon -Sun 6AM -12 Mid, MSA. 
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o 
IS YOUR 

PLAY 

Atlantic, Atco, Cotillion Records 
and Custom Labels. 

Ç) 1982 ArRn is Recording Cop.OA Warner Communications Co. 
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Norfolk- Portsmouth - 
Newport News -Hampton 

Fall '81 Market Overview 
With perhaps two exceptions, this book was more notable for what 

it didn't contain than for what was reported. That's because Norfolk was 

one of the markets (Chattanooga was the other) to have stations delist- 

ed (removed) from the ratings report due to diary distortion activities. In 

the Norfolk instance, the offending stations, in Arbitron's eyes, were 

WZAM & WMYK. In the previous Norfolk area report WMYK, an AOR 

power, was the leading station 12+. 
The stations, which are jointly owned, were removed for running an 

on -air contest that offered to pay listeners $9.40 for every hour they 

said they listened to WZAM and /or WMYK (up to a $94 maximum). Ar- 

bitron was alerted about this promotion by WNOR and investigated. 

The ratings firm was concerned that the contest might induce 

diarykeepers to write down more listening than was actually done in 

METRO RANK 34 
order to win more money. The owners of WZAM & WMYK are looking 

into their legal options against Arbitron for the delisting. 

As for those stations that did appear in the book, both WCMS -FM 

and WLTY had reason to be proud of their numbers. WCMS -FM had a 

strong 25 -54 core audience and used that appeal to move into the first 

place void. The station maintained a stable presence while much of the 

rest of the market was in turmoil. Promotionally WCMS -FM gave away 

$25,000 in a cash quiz, and advertising on TV, buscards and in the 

newspaper was used. 
A new face in the crowd, and one already standing above much of 

the crowd, was WLTY, formerly WKEZ. The station moved August 1 

from Beautiful Music to Adult Contemporary and secured a large 25 -34 

core as its niche. Heavy advertising expenditures were made, on TV, 

billboards, and in newspaper. Musically the station plays a heavy oldies 

rotation and keys around the theme "We Listen To You." 

Audience Rank/Composition 
10.8 Average 12+ Share 

Format Legend 

A -AOR, AC.AdulVContemporery, B-Bleck, 88.819 Bend, BM - 

BeeutHul Music, 0-Country, CL-Classical, E-Easy listening, 

Jazz, PA-Miscellaneous, N4Jews, 0-Oldies, R- Contemporery 

Hit Radio, PM-Religious, 8-Spanish, T -Talk, Wlrben Contem- 

porary. 

18 -34 
34% 

25 -54 
72% 

10.0 

18 -34 
14% 

25 -54 
61% 

7.8 

18 -34 
67% 

25 -54 
66% 

7.1 

18 -34 
76% 

25 -54 
31% 

5.9 5.9 

18-34 
40% 

25 -54 
60% 

18 -34 
61% 

25 -54 
43% 

5.4 
18-34 
9% 

25 -54 
55% 

3.8 

18 -34 
44% 

25 -54 
47% 

3.7 

18 -34 
54% 

25 -54 
66% 

3.5 
18-34 
19% 

25 -54 
43% 

WCMS WFOG WLTY WNOR WGH WOW' WTAR WRAP WWDE WNIS 

FM (C) FM (BM) FM (AC) FM (A) AM (R) FM (B) AM (AC) AM (B) FM (AC) AM (N) 

1834 

1638 
1599 1559 1548 1528 

12+ 

1360 

1187 

Cume 

1028 

888 

WFOO WON WCMB WITY WNOR WTAR WOW! WRAP WORK WWDE 

FM IBM) AM IR7 FM ICI FM (AC) FM (A) AM (ACI FM (B) AM IB) FM IRI FM (AC) 

AC 

B aa 
MISC. 

17 
Format Reach 

AOR 
15.7 

N 

15.5 ammo" 

C RL 
14.9 mA.2.3 

BM 

R 
9.0 

CL 
11.4 Amm2.1 

J 

.0 .7 

7.1 

I 

8 WWDE - FM 5.5 WGH -AM 5.5 WRAP-AM 3.8(8) 

Share Trends 9 

10 
WRAP-AM 
WQRK-FM 

5.0 
4.5 

WUWI - FM 

WQRK-FM 
5.2 
4.6 

vVVVDE - FM 

VVNIS -AM 
3.7(AC) 
3.5 (N) 

Persons 12+ Mon -Sun 6AM -Mid 11 wKEZ-FM 3.9 WKEZ-FM 4.6 WPCE-AM 3.4(B) 
12 WPCE-AM 3.2 WPCE-AM 4.2 WQRK-FM 3.1 (R) 

13 WGH -FM 3.1 WCM5-AM 2.7 WNUR-AM 2.b(B) 
POP( 00): 91)b5 14 WCMS-AM 3.1 WNIS-AM 2.5 WCMS-AM 2.3(C) 

15 WNIS-AM 2.9 WXKI-FM 2.2 WGH -FM 2.1 (CL) 

16 Wt3C1-FM 2.0 WGH -FM 1.8 WXRI-FM 1.8 (RL) 

FALL SPRING FALL 17 
18 

WC PK -AM 1 . 8 
1.b 

WNUR -AM 
WB CI - FM 

1.4 
1.4 

WC PK -AM 
WYVA-FM 

1.4 (BM) 

1.3(C) 
1980 1981 1981 

19 
WYVA-FM 
WZAM-AM 1.4 WZAM-AM 1.2 WBCI - FM U.9(AC) 

1 vVUWI-FM 9.8 WMYK-FM 10.1 vVCMS-FM 10.8(C) 20 WNUR-AM 1.3 WCPK - AM 0.8 WTJZ - AM 0.7(-0 
2 WMYK-FM 8.1 WCMS-FM 9.8 WFOG-FM 10.0 OHM 21 WXKI-FM 1.3 WYVA-FM U.7 WPMH-AM 0.5 (AL) 

3 WCMS-FM 8.0 WNOR-FM 7.6 WLTY-FM 7.8 (AC) 22 WKVA-AM 1.0 WTJZ-AM 0.b WPEX -AM 0.5(C) 
4 WFUG-FM 7.b WTAK -AM 7.4 WNUK-FM 7.1(A) 23 WWDE-AM 0.8 vVBCI- AM 0.6 
5 WNUK-FM 6.8 WFUG- FM 6.5 WGH -AM 5.9(1) 24 WTJZ -AM U.7 WPMH-AM 0.5 
b WTAR-AM 6.6 WWDE - FM 5.9 WUWI - FM 5.9(8) 25 wQZQ-FM 0.4 
7 WGH -AM 5.5 WRAP-AM 5.9 WTAK -AM 5.4(AC) 2b WPEX-AM 0.3 
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JOkiahorna City 

Fall '81 Market Overview 
KEBC held on to the top spot in Oklahoma City, and a lot of other 

stations lost shares, but KATT -FM, WKY, and KAEZ improved in this 
sweep. 

KEBC retained the 12+ title and also held a commanding lead 

among adults 25 -54. The Country entity grabbed more than a 13 share 
in the key target demo, with KKNG, KOMA, and KTOK virtually tied for 
second with approximately a 10 share each. 

KATT -FM soared in this book and took the top spot among 18 -34 
adults. The AOR entry was also tops in men 18 -34, scoring a 

16 +share compared to its mid -12 share of adults 18 -34. One of the 

--'..\.. METRO RANK 48 

keys to its success this book was the consultancy of Jeff Pollack. The 

station's cleaned -up air sound, combined with a larger ad budget focus- 

ed on TV, led to the improvement. 

One of the major reasons for WKY's resurgence was that the sta- 

tion's male estimates rebounded vigorously. Men 25 -34 was an 

especially good cell this time. WKY had dramatic increases in midday 

and morning drive among its male numbers. 
KAEZ garnered its best book ever this survey. The young adult 

male and female numbers more than doubled and teen shares con- 

tinued to increase to just under a 10 share of that demo. No adverttising 

or promotion was used to obtain the larger audience. 
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18 -34 
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25 -54 
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18 -34 
13% 

25 -54 
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8.0 
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BB 
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E 

12.5 
RL 
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M0.7 

7 KUMA-AM 6.1 KATT-FM 5.3 KXXY-FM 5 . 7 (A) 

Share Trends 8 KLTE - FM 
9 KATF- FM 

b.0 
5.3 

KLTE -FM 
WKY -AM 

5.2 WKY -AM 
4.2 KAEL-FM 

5 . 7 (AC) 

4.8(13) 
Persons 12+ Mon -Sun 6AM -Mid 

1U KLNK-FM 3.b KLN K-FM 4.0 KLTE -FM 3 . 7 (AC) 

11 KZUE-FM 3.2 KKLR-FM 3.9 KKLR-FM 3. b (C) 

12 KAEL-FM 3.0 KJYO-FM 3.0 KLNK-FM 3 .6 (AC) 
POP(UU): b851 13 KKLR-FM 2.b KAEL-F.1 2.3 KUCY-AM 3.1 (Be) 

14 KATT -AM 1.1 KATT-AM 1.1 KJYO-FM 2.5 (E) 

FALL 
1980 

SPRING 
1981 

FALL 
1981 

15 KJIL-FM 
16 KNUR-AM 

1.1 
U.9 

KGFF -AM 
KUCY-AM 

U.8 KJ IL-FM 
0.7 KC1CV-AM 

1 .3 (RL) 

0.9 (RL) 

17 K(jCV-AM 0.6 KGOU-FM 0.7 KGFF-AM 0.7 (N) 

1 KTOK-AM 13.7 KEBC-FM 12.8 KEBC-FM 11.8(C) 18 KRMG-AM U.4 WNAD-AM U.7 KATT-AM O. 7 (A) 

2 KKNG-FM 13.0 KKNG-FM 11.5 KTOK-AM 11.3(AC) 19 KOCY-AM 0.4 KJ IL-FM 0.6 KVUU-FM 0. 7 (A) 

3 KEBC-FM 12.2 KTOK-AM 11.0 KKNG-FM 9.0 (BM) 20 YVNAL)-AM U.4 KVUU-AM O.b KRMG-AM . 5 (AC) 

4 KOFM-FM 9.9 KOMA-AM 8.9 KOMA-AM 8.0(C) 11 KBYE-AM U.4 WNA 0- AM 0 . 4 (C) 

5 WKY -AM 6.2 KOFM-FM 8.6 KOFM-FM 7.7(R) 
6 KXXY-FM b.2 KXXY-FM 8.5 KAFT-FM 7.4(A) ON -AI( SURVEY SPOTS BROADCAST BY: KLTE -FM 

www.americanradiohistory.com

www.americanradiohistory.com


rn Philadelphia 
IL 

á Fall '81 Market Overview 
cc 

6 A 25% increase in usable diaries, the debut of the new WCAU -FM, 

Z and the emergence of Country stations were noteworthy aspects of the 

fall '81 sweep in Philly. Most hearteningly, the metro in -tab jumped from 

1973 in the fall '80 survey to 2458 this book. Advertisers and broad - 

cr casters can thus place more confidence in the estimates shown in this 

report. 
o WCAU -FM changed format under consultant Mike Joseph and 

now features "Hot Hits," relying very little on oldies. The station had a 

female skew, scored well among women 18 -34, and had a significant 

teen audience also. An ad budget built around TV, billboards, and 

newspaper was used for the introductory campaign. 
The Country scene in Philly has suddenly become more crowded. 

WFIL and WUSL recently joined the switch to Country, and WUSL 

posted a healthy fall book. The station had a well -balanced female ap- 
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peal 25 +, and posted good adult 35 -44 numbers as the core of its au- 

dience. A TV campaign was used to spread the word about Country to 

the City of Brotherly Love. 
The AOR battleground in Philly grew even more interesting in this 

book. WMMR and WIOO both posted increases, with WMMR holding 

about a 50% lead over WIOQ. Where WMMR notched its gains among 

women primarily, WIOQ grabbed increases among both genders. 
WMMR remained the teen leader among AORs, second only to 

WCAU -FM overall. 

Musically the two stations differed in their approaches. WIOQ was 

more of a soft -rock AOR with definite 25+ emphasis. Some musical 

elements tended towards Black and Adult Contemporary. WMMR, on 

the other hand, used the more traditional AOR sound, and tied into pro- 

motions such as several Rolling Stones events. Demographically, 
WIOQ led WMMR among men 25 -34 while WMMR topped the 18 -24 
males. The two stations were close among women 18 -34. 

9.3 Audience Rank /Composition 
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JPhoenix 
Fall '81 Market Overview 

KDKB became the new leader in the Phoenix market with gains 

paced by a significant jump in female audience. Many of the other sta- 

tions in the market had either stable or down books, but KUPD rose 

noticeably. Two interesting methodology highlights - the in -tab in this 

sweep and in the fall '80 survey differed by just one diary. Also, the 

diary return from the High Density Hispanic Area was down 200 from 

fall '80 to this sweep. 
The female shares for KDKB doubled, with the most impressive 

gains in morning and midday. Combined with an already strong male 

METRO RANK \ 
profile, the distaff additions helped KDKB to almost a 16 share of 18 -34 
adults, dominant in that category. This Jeff Pollack -consulted AOR 
maintained a consistent sound that helped propel it to the top. 

Another strong factor among the young adults was the rise of 
KUPD. The station's young male audience estimates rebounded from a 

soft spring report, putting the station third among men 18 -34 behind 
KDKB and KZZP -AM & FM. Changes musically towards a more mass 
appeal AOR sound apparently helped KUPD's fortunes. 

Among the 25 -54 demos KNIX -FM held the lead, with KTAR and 
KDKB close behind. KTAR's News format led among men 25-54, while 
the Country sound of KNIX -FM topped the women 25 -54 demo. 
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4 KQYT-FM 7.5 KQYT-FM 6.8 KMEO-FM 7.7 (BM) 24 KI FN-AM U.8 KHEP -AM U.7 KFLR-AM O.ü (RL) 
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lep -ic n, adj /lep- ik /2por -trait n /'por- ,trat: a 
catalogue of the finest quality recorded 
music to date; hard - driving rock, heart- 
land country, modern pop, black music 
and adult contemporary. (see CBS family 
of associated labels) 

1981 CBS INC. Portraitl "Epic" and Associated Labels íÜÌ, are trademarks of CBS Inc. 
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lfamily /1fam- (e -)le /n /Associated labels: 
Blue Sky, Caribou, Carrere, Coast -to- 
Coast, Curb, Jet, Johnston, Kat Family, 
Kirshner, Nemperor, Pasha, Pavillion, 
Philadelphia International, Precision, 
Scotti. Bros., Tabu, T -Neck, Unlimited 
Gold. 
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o o Pittsburgh 
Fall '81 Market Overview 

This past sweep was one of the most interesting in Pittsburgh radio 

history. For the first time KDKA slipped below a 20 share overall. 

WTAE had a strong book and beat KDKA among men 25 -54. The 

youthful demos were sought by WYDD and WBZZ, which gained at the 

expense of WDVE and WXKX. Finally, WJAS debuted its "Music Of 

Your Life" format forcefully. 
Group W's KDKA has been the dominant force in Pittsburgh for 

ages. However, this book showed some fraying around the edges. The 

station usually has better spring books due to the Pirates broadcasts, 

but this slip in the fall was the most notable. Biggest area of erosion was 

among male listeners. KDKA still remained tops among adults 25 -54. 

One reason for that male decrease at KDKA could be the efforts of 

WTAE. The station carries Steelers and Pitt Panthers football, both of 

which were hot topics this past season. Big audience increases were 

noted during the evening, when sports authorities Myron Cope and 

Stan Savran host talk shows on the station. All of this may have helped 
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WTAE surpass KDKA in men 25 -54. In addition to the sports- oriente 
activities, WTAE also gave away 60 trips to DisneyWorld. Advertising 

was also run on TV with billboards and buscards backing it up. 

The 18 -34 and teen battlegrounds saw heavy activity this sweep. 

WBZZ (B94) came out blazing and took the lead among teens. 

However, there were four stations within three shares of each other in 

the Pittsburgh teen arena, so the battle was a tight one. AOR fixture 

WDVE, along with WXKX, was down in teens. However, WDVE remain- 

ed the top 18 -34 station in the market, ahead of WTAE. 

WYDD shot up among teens, tripling its share. WXKX's teen 

numbers slipped but the station's young adult male numbers improved. 

WBZZ stirred up the pot considerably. The Burkhart- consulted en- 

tity was formerly a Beautiful Music station (WJOI) and is now mass - 

appeal CHR. TV and billboards spread the word about the new station. 

WJAS, formerly WKTQ, hit the jackpot in its first book. The Al Ham 

format pulled in dynamite numbers, especially among adults 45 +. 
WJAS earned stronger male numbers than female figures. 
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WKBN-AM 
WESA-AM 

2.2 
2.0 
1.1 

1.1 
1.0 
1.0 
0:9 
0.7 
0.7 
0.7 
0.7 
0.6 
0.6 
0.5 
0.4 
U.4 
0.4 
0.3 
0.3 
0.3 
U.3 

WWSW-AM 
WJOI-FM 
WKTQ-AM 
WBVP-AM 
WNUF-FM 
WPIT-AM 
WOKU-FM 
WHJö-AM 
WWKS-FM 
WCNS-AM 
WKPA-AM 
WIXZ-AM 
WPIT-FM 
WWVA-AM 
WMBA-AM 
WEOU-AM 
WESA-AM 
WESA-FM 

1.7 
1.7 
1.b 
1.2 
1.1 
0.9 
0.8 
U.8 
0.7 
0.6 
0.6 
U.b 
0.5 
0.5 
0.5 
0.3 
0.2 
0.2 

WF FM-FM 
WOSY- FM 
WWSW-AM 
WIXL -AM 
WPIT -AM 
WI3VP-AM 
WPIT-FM 
WHJ13-AM 
WNUF- FM 
WK PA-AM 
WELA-FM 
WRKY-FM 
WWKS- FM 
WUKU-FM 
WAMO-AM 

2 . b (AC) 

2 . 2 (c) 

1 . 9 (AC) 

1 .3 (C) 

u 9 (RL) 

0 9 (R) 

0.8 (RL) 

U . 8 (AC) 

U . 6 (BB) 

0 . 6 (AC) 
U.5 (C) 

U.4 (R) 

0.4 (AC) 
0.4 (C) 

U. 3 (B) 
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JIMMY BUFFETT 
Somewhere Over China 

iAqq WIFJIE'S mE RMTI/ 
IT A MIMINYIT Rle I'M NETT EAMOMS YET/ 

I IEAM I WAS M TOWN /LW SEAYICE/ 
M I COULD AIR MET IT DII RY91 

MCA 

ROGER DALTREY BEST BITS 
PICA three preNw,ty uMaa.O tack ,. 
MARTYRS AND MADMBIITREACFEMY 

YOU PUT SOMETHING BETTER INSIDE ME 

Hake Mine Bop! 
YAIoO. O WHERE DO THE BOP GO) /CHRISTY /IER ICT LOVE 

OUR BEST BOOK 
JAN-APR '82 

MCA RECORDS GROUP 
JOE "KING" CARRASCO 

& THE CROWNS 
SYNAPSE GAP (MUNDO STAI; 

Fealueng WANNA GET THAI FEEL IGAINI' 
IMITATION CLASS / PERSON-PERSON /DON T LEI AMMAN 

Lee Greenwood 
Inside And Out 

Fealunrg: IT TURNS ME INSIDE OUTI 
RING ON HER FINGER. TIME ON HER HANDS 

SHE'S LYINGIA LOVE SONG 

MCA ,t , 

POINT BLINK 
ON A ROLL 

Festering LET HER GO /GRE.T WEITE UNE/ 
I JUST WANT TO KNOW/DOFF LEOM DOWN 

MCA 

DON WILLIAMS 
LISTEN TO THE RADIO 

FealuArrgg MISTAKES/I CPT GET TO YOU 
FROM HERE /IF HOLLYWOW DCNT NEED YOU 

4;1r n ->r 

Chubby Checker 
THE CHANGE HAS COME 

u,cluei,g RUNNING. HARDER TIKN DIAMOND; TWIST -IA 

MCA 

IMAGINATION 
BODY TALK 

Ircvnrr,u f IASHMACK.IN AND OUT OF LOVE BURNIN DP 

71+-r. 

MCA 

OAK RIDGE BOYS 
BOBBIE SUE 

r.c.ANA, I WSH VOL COULD HAVE TURNED MY HEAD 
5, K N YOiR ARMS AGANIUP ON CRIPPLE CREEK 

DOCTOMSE ORDERS:SO FINE 

ORIGINAL MOTION PICTURE SOUNDTRACK 

w.e. =s RYtOODER 
Agm9 rocsN Cry /OH..N HIAP AND FIRDDY FENDER 

John Conlee 
BUSTED 

F FVIATTg: WOMAN'S TOUCH AND COMPACT. MAN 

B. B. King Love Me Tender 
Featuring. ONE OF THOSE NIGHTS/NIGHTLIFE, 
PLEASE SEND ME SOMEONE TO LOVECDU AND 
ME, MEAND TOURED BE) A LEGEND IN MY TIME 

ONE WAY 
WHO'S FOOLIN' WMO 

Alan rrcluding CUTIE PIE/ YOU'RE SO VEe Y SPECIAL 

MICR _ 

ORIGINAL SOUNDTRACK 

cat people 
r.I ORGIO MOROD R 

.L' PEOPLE IPUTIIN3 OUT FIRES 

DAVID BOWIE 
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!iPortland, OR 

Fall '81 Market Overview 
A good book for AOR's, plus a change of leadership in the Country 

format race highlighted the fall '81 events in Portland. KGQN's numbers 
rose and the station tightened its grip on first place, while competitor 
KINK rode an increase in male listening to a ratings crest. KWJJ swept 
past KYTE for the Country title in Portland. 

KGON, a Burkhart- Abrams Superstars station, used TV, 

newspaper, and a heavy bumper sticker campaign to maintain high 

visibility in the market. The effort paid off with teen increases (the sta- 

tion had over a 50 share!) and gains among young adult men. KGON 
was second among adults 18 -34 with over a 15 share, just behind 
KINK. 

METRO RANK o\ 
KINK had a delightful book, taking not only the 18 -34 crown but 

also the 25 -54 title. KINK edged out KGW for the top spot among 
women 18 -34 and was second, with a near -17 share, to KGON among 
men 18 -34. Building on its strong 25 -34 core the station had a male 
25 -54 share of just over 14, while KGW won the women 25 -54 race 
with a mid -13 number. 

KWJJ made extensive on -air changes that appear to have paid off. 
New morning drive, afternoon, and all -night jocks were hired. Addi- 
tionally, more music sweeps were played and the music was tighted up 
slightly. Billboards, window stickers, and TV were combined to market 
the station. A 50% increase in male shares, especially in AM drive and 
middays, helped boost KWJJ's estimates. 

18 -34 
52% 

25 -54 
13% 

9.0 

18 -34 
49 

25 -54 
60% 

8.4 

18 -34 
79% 

25 -54 
69% 

Audience Rank /Composition 
Average 12+ Share 

7.7 

18 -34 
19% 

25 -54 
65% 

7.3 

18 -34 
14% 

25 -54 
40% 

6.3 

18 -34 
21% 

25 -54 
55% 

5.5 

18 -34 
19% 

25 -54 
53% 

4.9 

18 -34 
49% 

25 -54 
54% 

KGON KGW KINK KEX KUPL KWJJ KXL KCNR 

4.7 

18 -34 
11% 

25 -54 
39% 

3.5 
18 -34 
13% 

25-54 
45% 

KXL KUPL 

FM (A) AM (R) FM (A) AM (AC) FM (BM) AM (C) FM (BM) FM (AC) AM (N) AM (BB) 

1999 

1669 1939 

143e 

12+ Cume 

1876 1869 1802 1292 

KOW KEX KOON KKK( KIM. KWJJ KCIM KXL KYXI KXL 

AM (R) AM (AC) FM (AI FM (A) FM (BM( AM (C) FM IAC) AM (N) AM (Ni FM elk 

AOR Format Reach 
AC MïSC 

8 ® 6 4 

BM BB 
12 8 3.5 

R T 

12 6 .2 
C 0 

12 2 2 

N RL K1 

Share Trends 9 KYXI -AM 4.9 KLLB-FM 5.0 KXL -AM 

Persons 12+ Mon -Sun 6AM -Mld 
10 
11 

KMJ K-FM 
KINK-FM 

4.5 
4.5 

KWJ) -AM 
KKEY-AM 

4.5 
3.8 

KUPL-AM 
KJ18-FM 

POP(UU): 10638 
12 
13 

KUPL -AM 
KKEY-AM 

3.1 
3.1 

K(2FM-FM 
KMJK-FM 

3.8 
3.7 

KYXI-AM 
KLL B-FM 

14 KLLB- FM 3.0 KXL -AM 3.2 KKEY-AM 
FALL SPRING FALL 15 KJIB-FM 2.8 KCNK-FM 3.2 KMJK-FM 
1980 1981 1981 16 KCNK-FM 2.5 KUPL-AM 2.9 KYTE-AM 

17 KQFM-FM 1.8 K) 16-FM 2.2 K(1FM-FM 
1 KGUN-FM 10.2 KG(N-FM 9.4 K(;UN - FM 11.1 IA) 18 KKSN-AM 1.6 KKSN-AM 1.5 KPAM-AM 
2 KEX -AM 9.3 KGW -AM 9.1 KGW -AM 9. U (R) 19 KARO -Am 1.3 KPAM -AM 1.3 KPU(?-FM 
3 KGW -AM 9.1 K EX -AM 7.9 KINK-Fist 8.4 (A) 2U KPUO-FM 1.1 KPLX2-FM 0.8 KKSN-AM 
4 KXL -FM 6.7 KUPL-FM 6.9 KEX -AM 7.7 (AC) 21 KL I(1-AM 0.8 KAAK-AM U.6 KPLkl-AM 
5 KUPL-FM 6.7 KXL -FM 6.8 KUPL- FM 7.3 Mm) 22 KGAK-AM U.b KPU(j-AM 0.6 KSKU- FM 
6 KXL -AM 5.5 KINK-FM 5.3 KW) J -AM 6.3 (C) 23 KPLX1-AM 0.5 KRUK-AM 0.6 KAAK-AM 
7 KW)J -AM 5.1 KYTE -AM 5.3 KXL -FM 5.5 (BM) 24 KGO -AM 0.4 KLI(?-AM 0.5 KL I (2-AM 
8 KYTE -AM 4.9 KYXI -AM 5.1 KCNK-FM 4.9 (AC) 25 KPAM-AM U.1 KGAK -AM 0.4 

4 7 (N) 

3.5 MN 

3 . 2 (C) 

3.1 (N) 

3.1 (R) 

2.8 m 
2.7 (AC) 
2 . 7 IC) 

2.2 (0) 

1 .7 (AC) 

1.2 (RL) 

0.6 (AC) 

0.6 (R'- 

0.5 (R) 

0.4 (AC) 

U.4 m 
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JProvidence-Warwick- 
Pawtucket 

Fall '81 Market Overview 

METRO RANK 

The reemergence of WKLW -FM as Providence's top station, the 

successful AOR debut of WHJY, and the reissue of the fall '81 Pro- 

vidence report highlighted the happenings in this market. It's worthwhile 

to note that Arbitron got back 33% more diaries in this survey than in 

the fall '80 effort. 
The reissue bug bit the fall report this time around. Apparently a 

significant number of diaries contained entries to WJAR, now WHJJ. In- 

advertently those entries were given to WSAR rather than being flipped 

to WHJJ. The reissue saw WHJJ move from a 12+ share of 3.0 -3.2 
while WSAR went 2.8 -2.5. No other stations were affected by the revi- 

sion of the fall estimates. 
WLKW -FM followed its usual pattern of strong fall books with a rise 

to the top. The Beautiful Music station was second among adults 25 -54 

36 
with almost an 11 share, and had a strong 35+ audience core. 

The new number two station overall, and tops among the 18-34 
demos, was WHJY. In its first book as an AOR the Pollack -consulted 

entity made key inroads into the young adult marketplace. A TV cam- 

paign, utilizing buys aimed at the young adult viewers, combined with 

newspaper and busbacks, spread the word about the new format. Pro- 

motionally the station gave away 100 Rolling Stones tickets. The 

payoff was more than a 30 share of teens, more than double the male 

numbers of the previous book, and even an increase in female shares. 

A share in the 16 range among 18 -34's was the grand prize as WHJY 

surpassed WPRO -FM for the lead in that demo. 
WPRO -FM was affected by WHJY's presence but still held a strong 

position. WPRO -FM garnered almost a 14 share of 18 -34 adults, with 

more of a female 25 -34 core than WHJY. WPRO -FM also topped the 

25 -54 cell with over a 13 share in that vital demo. 

11.9 
Audience Rank /Composition 

Average 12+ Share 

18 -34 
10% 

25 -54 
37% 

8.8 8.6 8.6 

A -AOR, 

Beautiful 

JJazz, 
Hit 

5.9 

AC-AduIVContemporary, 

Music, 

M- Misceilerleou8, 

Radio, RL- 

5.2 

CCountry, 

Religious, S-Spenish, 

4.3 

Format Legend 
16e1aok, 8B-Big Bend, BM- 

CL-Classical, E-Easy Listening, 

N News, o-0Idies, RContemporery 
7-Talk, U -Urban ntem- 

3.5 3.4 3.2 

18 -34 
67% 

25 -54 
25% 

18 -34 
41% 

25 -54 
64% 

18-34 
58% 

25-54 
43% 

18 -34 
57% 

25 -54 
40% 

18-34 
3% 

25 -54 
20% 

18-34 
13% 

25 -54 
25% 

18-34 
59% 

25 -54 
52% 

18-34 
34% 

25-54 
70% 

18 -34 
20% 

25-54 
50% 

LKW 

FM (BM) 

WHJY 

FM (A) 

WPRO 

AM (AC) 

W'RO 
FM R) 

WPJB 

FM (R) 

WLKW 

AM (BM) 

WEAN 

AM (N) 

WSNE 

FM (AC) 

WHIM 

AM (C) 

WHJJ 

AM (AC) 

3189 

WPRO 

AM )AC) 

3183 

2601 

2966 

12+ Cume 

2139 

1680 
1468 1448 

1048 978 

WPRO WLKW WNJY WPJB WEAN WNJJ WSNE WIB.W WCOZ 

FM IR) FM IBM FM IA) FM IRI AM INI AM IAC) FM )AC) AM1BM) FM IA) 

7.7 

6 5 

17.9 

7.0 

15.0 

26.3 Format Reach 
N 

4.3 
C .4 
o 
1.0 

BB 
R0.6 

CL 
r0.3 

I/ YYAIJ-Fm 1.ö WXKS-FM x wA A F- F AA 

Share Trends 18 
19 

WBRU-FM 
WHUH-AM 

1.5 
1.1 

WöRU-FM 
WSAR-AM 

1.6 
1.5 

WEE! -FM 
WAUK-AM 

Persons 12+ Mon -Sun 6AM -Mid 20 WCRB-FM 1.1 WHUH-AM 1.2 WGNG-AM 
21 WROR-FM 1.0 WA UK-AM 1.2 WALE-AM 

POP( UU): 12082 22 W)Iö-FM 1.0 WPEP-AM 1.1 WöRU-FM 
23 WWON-AM 0.9 vVCRB-FM 1.0 WARA-AM 

FALL SPRING FALL 24 WRLM -FM 0.8 WICE-AM 0.9 WPEP-AM 

1980 1981 1981 25 
26 

WBCN -FM 
WALE -AM 

U.7 
0.7 

WJIö-FM 
WEEI -FM 

0.9 
0.9 

WWIN-AM 
WROR-FM 

1 WLKW -FM 12.8 WPRO-FM 10.5 WLKW -FM 11.9(BM) 27 WNBH -AM U.7 WNöH-AM 0.7 WKRI -AM 
2 WPRO-AM 8.3 WLKW -FM 10.0 WHJY -FM 8.8(A) 28 WEEI -FM U.6 WNBC-AM 0.7 WBCN-FM 

3 WPRO-FM 8.3 WPRU-AM 8.4 WPRO-AM 8.5 (AC) 29 WPEP-AM U. (i WARA-AM U.7 WHDH-AM 

4 WP) 8-FM 7.7 WPJö- FM 6.1 WPRO-FM 8.6(R) 3U WOTB-FM U.b WBCN-FM 0.7 WNöH-AM 
5 WHJY-FM 5.6 WEAN-AM 5.2 WPJö-FM 5.9(R) 31 WAUK-AM U.5 WW(N-AM 0.7 WPLM-FM 
b WEAN-AM 5.5 WCOL-FM 4.7 WLKW-AM 5.2 (BM) 32 WVBF-FM U.5 WALE-AM 0.6 vVVöF -FM 

7 WLKW-AM 4.7 WLKW-AM 4.6 WEAN-AM 4.3(r) 33 WARA-AM U.5 WHUE-FM U.b WJIö-FM 
8 WCOL-FM 3.8 WHJJ-AM 4.4 WSNE-FM 3.5 (AC) 34 WICE-AM 0.4 WROR-FM 0.4 WNBC -AM 

9 WI3 SM -AM 3.2 WHJY-FM 3.7 WHIM-AM 3.4(C) 35 WHUE - FM 0.4 vvPLM-FM U.4 WRKO-AM 

1U WGNG-AM 2.8 WSNE-FM 3.3 WH J J -AM 3.2 (AC) 36 WNBC-AM 0.3 WKRI-AM 0.4 WICE -AM 

11 WHJJ -AM 2.b WMYS-FM 2.9 WBSM-AM 3.0(7) 37 WPLM-FM 0.3 vVEE1-AM 0.3 vVHUE-FM 

12 WMYS-FM 2.4 WAAF-FM 2.9 WSAR -AM 2.5 (T) 38 WC 113-FM 0.3 wOTö-FM 0.3 WCRö-FM 

13 WHIM-AM 2.2 WHIM-AM 2.5 WMYS-FM 2.5 (AC) 39 vVCöS-AM 0.3 WPLM-AM 0.1 
14 WSAR-AM 2.1 WBZ -AM 2.2 vVXKS-FM 2.1 01) 40 WSriS-FM 0.3 
15 WöZ -AM 2.0 WöSM-AM 2.2 WCOZ-FM 2.0 (A) 41 WBOS-FM U.3 
16 WAAF-FM 2.0 WGNG-AM 2.0 WBZ -AM 2.0 (AC) 42 WPLM-AM 0.1 

1, 4 (A) 

1 . 1 (A) 

1 . 1 (AC) 

1 .0 lo) 
1.0 (AC) 

U . 9 (A) 

0. 9 (AC) 

0.9 (T) 

0.9 (T) 

0. 8 (AC) 

U . o (AC) 

U. 8 (A) 

0.7 (AC) 

U . b (AC) 

U . b (88) 

U. b (AC) 

0.5 (BM) 

U. 4 (R) 

U. 4 (T) 

0. 4 (M) 

0. 3 IBM) 

U.3lCL1 
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o JR1verside 
San Bernario -Ontario 

Fall '81 Market Overview 

METRO RANK 

The tradition of L.A. stations leading the Riverside market was 

broken in this book. KDUO, a Beautiful Music station with a heavy 55+ 
audience skew, topped the market. L.A. stations did follow close 

behind with KRTH, KFI, KBIG, KMET, and KNX trailing KDUO. 

The Beautiful Music audience showed some signs of movement 

this book as KBIG was dethroned and replaced by KDUO. The dif- 

ference between the stations was that KBIG had a strong 25 -54 
presence while 74% of KDUO's audience came from the 55+ bracket. 

31k 
Among the young adult- oriented stations, KRTH led in 18 -34 au- 

dience comp, with over 75% of its appeal coming from that group. 
KMET topped the 18 -24 cell with 52% of its audience generated from 
that core. KRTH led the 25 -34 cell with almost 44% of its audience 
centered there. 

Among other local Riverside area stations, AOR's KOLA and KCAL 
made good showings. KOLA had a stable book while KCAL posted a 

worthwhile gain. KOLA had more of a teen base, with almost half its au- 

dience coming from that demo, while KCAL was a more adult- oriented 
factor. Almost 40% of KCAL's audience came from the 25 -34 group. 

6.0 

18 -34 
8% 

25 -54 
22% 

4.9 

Audience Rank /Composition 
Average 12+ Share 

18 -34 
76% 

18 -34 
42% 

18 -34 
14% 

18-34 
71% 

18 -34 
7% 

18 -34 
45% 

18 -34 
25% 

18-34 
21% 

25 -54 
60% 

25 -54 
58% 

25 -54 
46% 

25 -54 
24% 

25 -54 
24% 

25 -54 
23% 

25 -54 
45% 

25 -54 
46% 

18 -34 
69% 

25 -54 
39% 

KDUO KRTH KFI KBIG KMET KNX KOLA KOST KABC KCAL 

FM (BM) FM (R) AM (R) FM (BM) FM (A) AM (A) FM (BM) FM (BM) AM (T) FM (A) 

196! 12+ Cume 

1276 1242 1226 1222 

10!! 1ó7e 1023 

!45 !40 

Kfl KNO KRIM KMO OMET IMO KOLA K001 KFKM K1.08 

AM,RI AM IAI FM IRI FM (KW FM (Al FM (BW FM IA( FM IRI AM IRI FM (AI 

AOR 

R 

BM 

MISC. 

AC 

4.6 

3 5 

10.6 

10.3 

17.2 

22.6 

22.3 

Format Reach 
S 

4 

BB 

2 

o 

umI .5 
N 

1.4 
CL 

m0.9 
J 

m0 5 

18 KMEN-AM 1.8 KIIS-FM 2.2 KNTF-FM 2.0 P/ 

Share Trends 19 
20 

KUIG-AM 
KLOS-FM 

1.7 
1.5 

KMEN-AM 
KUTE-FM 

1.9 
1.7 

KBUN-FM 
KMEN-AM 

1.9(BM) 

1.5 (0) 

Persons 12+ Mon -Sun 6AM -Mid 21 KI I S-FM 1.4 KNTF-FM 1.7 KFWB-AM 1.4 IM 

22 KHSJ-AM 1.4 KBUN-FM 1.7 KZLA-FM 1.4(C) 
23 KFWd-AM 1.3 KFWB-AM 1.5 KDIG-AM 1.2(C) 

PUP(UU): 10620 24 KNTF-FM 1.3 KHSJ-AM 1.3 KCAL-AM 1.2 (S) 

25 KHNY-UM 1.1 KBRT-AM 1.3 KPRO-AM 1.2 (Be) 

FALL SPRING FALL 2b KFAC-FM U.9 KLOS-FM 1.2 KMPC-AM 1.1 (T) 

1980 1981 1981 27 KBRT-AM 0.8 KMPC-AM 1.1 KUTE-FM 1.1 (R) 

28 KMPC-AM U.8 XTRA-AM 1.1 KQLH-FM 1.0 (AC) 

1 KMEF-FM 7.6 KB R.,-Fm 6.5 K000-FM 6.0 (BM) 29 XTRA-AM U.7 KJUI-FM 1.0 KBRT-AM 1.0 (BB) 

2 KFI -AM 6.4 KFI -AM b.2 KRTH-FM 5.4(R) 3U KQLH-FM U.b KRLA-AM 0.8 KHNY-FM U.9 (R) 

3 KLAC -AM 6.1 KDUU-FM 6.1 KFI -AM 5.1(R) 31 KRLA-AM U.b KHYE -FM 0.8 KFAC-FM 0.-9 (CI.) 

4 KGGI -FM 5.7 KOLA-FM 3.8 KdIG-FM 4.9 (8,4) 32 KEZY-AM U.4 KHI -AM U.8 KHJ -AM 0.9 (C) 

5 KDUO-FM 4.5 KLAC-AM 3.8 KMET-FM 4.6 (A) 33 KIEV-AM 0.4 KZLA-FM 0.8 KRLA-AM 0.8 (R) 

6 KFXM -AM 4.3 KCKC-AM 3.7 KNX -AM 4.3 (A) 34 KJUI-FM U.3 KI-NY-FM 0.7 K101-FM 0.8 (BM) 

7 KCKC-AM 4.3 KNX -AM 3.6 KOLA-FM 3.9 (A) 35 KFAC-FM U.7 KWOW-AM 0.7 (AC) 

8 KRTN-FM 4.1 KGGI -FM 3.b KOST -FM 3.616M) 36 KIEV -AM 0.7 KNSE-AM U.7 (S) 

9 KBIG-FM 3.5 KOST-FM 3.6 KABC -AM 3.5 (T) 37 KQLH-FM 0.6 KHTZ -FM 0.7 (AC) 

1U KULA-FM 3.2 K ABC -AM 3.4 KCAL-FM 3.1 (A) 38 KCAL-AM 0.5 KROQ-FM 0.6 (A) 

11 KNX -AM 3.1 KNX -FM 3.3 KGGI -FM 3.0 (R) 39 KHTZ-FM 0.4 KHYE-FM 0.6 (AC) 

12 KOS[ -FM 3.1 KFXM-AM 3.2 KLOS-FM 2.9(A) 40 KKGO-FM 0.5 (-0 

13 KABC-AM 2.9 KRTH-FM 3.1 KNX -FM 2.8 (A) 41 X TRA -AM 0.5 (R) 

1 4 KPRO-AM 2.8 KPRO-AM 2.8 K I I S-FM 2.7 (R) 42 KHS J -AM 0.5 (AC) 

15 KBON-FM 2.2 KMET-FM 2.8 KLAC -AM 2.5 (C) 43 KGNQ-AM U.5 (S) 

16 KNX -FM 2.1 KCAL-FM 2.5 KFXM-AM 2.3 (R) 44 KEZY -AM 0.4 (A) 

17 KCAL-FM 1.0 KI)IG-AM 1.3 KCKC-AM 1.3 (C) 45 KWST - FIM 0.4 (R) 
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Don't be afraid 
to ask for 

a otion 

NATIONAL 
PROMOTION ., 

LOS ANGELES 
BRUCE WENDELL, 
Vice President, Promotior 
STEVE MEYER, 
National Promotion Mgr. 
RAY TUSKEN, 
National AOR Promotion M; -. 
RUSSELL MOODY, 
National R &B Promotion Mcr. 

GORDON ALDERSON, 
National R &B Album 
Promotion Manager 

(213) 462 -6252 

NASHVILLE 
GERRY McDOWELL, 
Director, 
National Country Promotion 

(615) 244 -7770 

ometimes a little communication can ma e a Ig difference. 
After all. staying in touch is what radio is a I about. 

So don't hesitate to call us if there's anything you need. 

e to help you, because we know hcw much ycur help means :o us 

R E C O R D S 

IREGIONAL 
PROMOTION 

ATLANTA 
GENO RL MPLE 
BILL BARTLETT (AOR) 
DICK DAV /KINS (R &B) 

(404) 321 -5441 

BOSTON 
TONY C-I4LMERS 

(617) 329 -5770 

CHARLOTTE 
JAMES 1VAUGH 

(704) 366 -5507 

CHICAGO 
STEVE GEORGE 
JAY HART (AOR) 
MICHAEL HORTON (R &B) 

(312) 64 7 -8338 

CINCINNATI 
DICK BETHEL 

(313) 583 -9600 

CLEVELAND 
TERRY VAN DYNE 

(216) 888 -8575 

DALLAS 
DAVID ANDERSON 
RANDY ROBINS (AOR) 
HOWARD GEIGER (R &B) 

(214) 637 -1890 

DENVER 
DAVE ROTHSTEIN 

(303) 222 -0107 

DETROIT 
TONY SMITH 
JEMMY CHEERS (R &B) 

(313) 583 -9600 

HARTFORD 
MERV AMOLS 

(203) 247 -3573 

HOUSTON 
..ON MATTHEWS 

(713) 933 -3298 

LOS ANGELES 
SUSAN SCHARF 
SCOTT MARTIN 
BOB OSBOF:N (AOR) 
WENDELL BATES (R &B) 

(213) 258-3275 

MEMPHIS 
ROGER BUTLER 

(901) 794 -8288 

MIAMI 
TRAIN ZIMMERMAN 

(305) 592-3815 

JIMMY DODSON 

(305) 592 -3810 

MINNEAPOLIS 
TOM BARNARD 

(612) 884 -0444 

NASHVILLE 
MICHAEL STEELE 

(615) 244 -7770 

NEW ORLEANS 
S'ANLEY CHAISSON 

(504) 626 -3927 

NEW YORK 
ARTHUR FIELD 
DAVID MORRELL (AOR 
BILL REID (R &B) 

(212) 757 -7470 

PHILADELPHIA 
MICHAEL LESSNER 

(215) 667 -9423 

SAN FRANCISCO 
SANDY THOMPSON 

(415) 543 :3202 

SEATTLE 
STAN FOREMAN 

(206) 284 -8183 

ST. LOUIS 
DAVID EURD 

(612) 884 -0444 

WASHINGTON, D.C. 
DAI'.NY LYONS 

(301) 428 -0790 

JACK WELLMON 

(215) 548 -5467 
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Rochester, NY 

ó Fall '81 Market Overview 
WEZO continued to top the Rochester 12+ parade, and was domi- 

8 
nant among adults 25 -54 thanks to its strong 35+ showing. However, 

among the younger demos, there was a real dogfight. WMJO assumed 

the lead among the AOR's, passing WCMF, while WPXY also entered 
cc the fracas. 

05 WEZO had almost double the 25 -54 share of its next competitor, 

WVOR. The Beautiful Music format pulled virtually a 19 share of the 

CO 
most sought -after ad demo. 

The 18 -34 demos were where the action was, and there was plenty 

of it. WMJQ spent more on advertising this survey, with dollars poured 

into TV and billboards, as well as bumper stickers and T- shirts. Promo- 

tionally WMJQ gave away approximately 500 Rolling Stones tickets 

METRO RANK 40\ 

and went commercial -free on weekends. This all resulted in more than a 

19 share of men 18 -34 and almost a 14 share of adults 18 -34. WCMF 
was two shares behind in the 18 -34 adult derby. Keep an eye on this 
confrontation when the spring results come out. 

WPXY came in a close third in the 18.34 runoff. Dramatic in- 

creases in the station's male numbers keyed the station's rise this 
sweep. After rebounding from its spring '81 numbers, it will be in- 

teresting to see if WPXY can stay at the current level or even increase 
its shares. 

WPXN made an interesting format switch this survey. The station 
went from News/Talk to an MOR sound that is locally programmed. Big 
bands are combined with contemporary material in a mix that worked 
well in the fall effort. The station's audience skew was 35+. 

16.9 Audience RanklComposition 
Average 12+ Share 

Format Legend 

AAOR, AC-AduWContemporary, B- aleck, BBSig Bend, BM- 

Beautiful Music, C-Country, CLCleaelcel, E-Easy Listening, 

JJezz, *Miscellaneous, News, OO4dies, PContemporary 

H8 Radio, RL- Religious, SSpanish, T -Talk, U-Urban Contem- 

porary. 

18 -34 
10% 

9.7 

18 -34 
54% 

7.7 
6.7 6.4 6.1 6.0 

18-34 18-34 18-34 18-34 18-34 5.1 4.7 4.6 29% 60% 70% 9% 74% 
25-54 25-54 18-34 18-34 18-54 Format Reac 
53% 18% 30% 56% 56%) AC 

28 9 C 

25-54 25-54 25-54 25-54 25-54 
47% 74% 34% 37% 52% - 

25-54 25-54 25-54 
65% 53% 54% 9.3 

WEZO WMJO WHAM WVOR WCMF WPXN WPXY WNYR WDKX WBBF 3n_ 
FM (BM) FM (A) AM (AC) FM (AC) FM (Al AM (AC) FM (AC) AM (C) FM (B) AM (R) 

MISC II.S RL 

X0 5 

2373 

2138 

WEZO WHAM 

FM (WI AM 4C1 

1874 

12+ Cume 

1432 
1311 1272 1255 

1025 1011 858 

WMJO WOOF WCMF WYOR WPXY WM/ WXN WNYR 

FM IA) AM (R) FM (A) FM (AC( FM (AC) FM IRI AM (AC) AM ICI 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 

POP (OU): 8045 

FALL SPRING 
1980 1981 

1 WEZU-FM 17.4 WEZO-FM 17.8 
2 WVOR - FM 9.1 WHAM-AM 9.5 
3 WHAM-AM 8.9 WVUR - FM 9.0 
4 WB BF-AM 8.1 WCMF - FM 7.1 
5 WCMF-FM 6.6 WMJQ-FM 6.7 
6 WM)Q-FM 6.4 WBBF-AM 6.5 

FALL 
1981 

WEZO-FM 1b.901M1 
WMJQ- FM 9.7(N 
WHAM-AM 7.7(AC) 
WVUR - FM 6.7(Ac) 
WCMF-FM 6.4(A) 
WPXN-AM b.1(AC) 

7 

8 
9 

10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
21.) 

21 
22 
23 
24 

WPXY-FM 
WNYR-AM 
WPXN-AM 
WHFM-FM 
WL)KX - FM 
WSAY-AM 
WFLC- FM 

WtiEN -FNt 
WCGR-AM 
WB EN -AM 
WM I V-FM 
WKBW-AM 
WG;VA-AM 
WLNVY-AM 
WWWG-AM 
WSYR-FM 
WECQ-FM 

5.4 
5.1 
4.6 
4.5 
3.5 
1.8 
2.1 
1.5 
U.8 
U.7 
U.7 
U.5 
U.5 
U.5 
U.5 
U.5 
0 . 3 

WNYR-AM 
WLN<X - FM 
WHFM-FM 
WSAY-AM 
WPXY - FM 
WPXN-AM 
WL)NY-AM 
NF LC-FM 
WCGR-AM 
WMIV- FM 

WKBW-AM 
WBEN- FM 

MACK-AM 
WSYR-FM 
WRLX-FM 
WGVA-AM 
WWWG; -AM 
WGRQ-FM 

5.8 
4.b 
4.5 
4.3 
3.5 
3.3 
1.4 
1.4 
1.2 
1.0 
U.8 
0.6 
U.5 
0.5 
0.5 
U.4 
0.4 
0.4 

WPXY-FM 
WNYR-AM 
Wl)KX-FM 
WBBF-AM 
WHFM-FM 
WSAY-AM 
WCGR-AM 
WFLC-FM 
wSYR- FM 

WBEN- FM 

WNTQ-FM 
WB EN-AM 
WWWG-AM 
WPCX-FM 
WLNVY-AM 
C8 -AM 
WGRQ-FM 

6. 0 (AC) 

5. 1 (c) 
4 . 7 (B) 

4.6 (R) 

4.2 (R) 

3 . 6 (c) 

1 .5 (AC) 

1 .5 (c) 

1.O(A) 
U. 5 (R) 

U.5(BM) 
0.5 (AC) 

o 

U . 5 (M) 

U. 4 (AC) 

U.4 (M) 

U 4 (A) 
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JSacramento METRO RANK 

Fall '81 Market Overview 
KZAP zapped the market again, as the AOR entity dominated the 

young adult males and teen demos. KRAK led the parade among the 
25.54 adults with its Country format, while KGNR and KEWT's 
numbers rose in the 35+ demos. 

At the younger end of the spectrum, KZAP was the killer. The sta- 
tion had almost a 50 share of teens, more than a 22 share of men 
18 -34, and' tripped the adult 18 -34 demos with a share just under 16. 

There is another AOR in town but KXOA -FM bears little similarity to 
KZAP. KXOA -FM's approach is more adult, with hardly any teen ap- 
peal. The station was second among 18 -34 adults, with over an 11 

share, and led with women 18 -34, garnering a 13+ share in the 
category. 

KRAK was the leader among the vital 25 -54 group and had a 
strong 35+ following too. KEWT, the Beautiful Music pacesetter, rode 
strong female 35+ gains this book to a healthier overall showing. After- 
noon and evening dayparts showed the most growth for KEWT. 

KGNR's male numbers, particularly in middays, climbed healthily. 
The station spent more on a TV ad campaign this survey, shifted its for- 
mat from straight News to carrying some live interviews and talk 
segments, and was helped by "Monday Night Football" and the World 
Series. The station was third among 35+ adults. 

12.0 Audience Rank /Composition 
Average 12+ Share 

Format Legend 
A -AOR, AC-Adult/Contemporary, B- Bleck, B843ig Band, M- 

Beeum il Music. C-Country, CLClaeeicel, E-Easy Listening, 

,!Jazz, M4Y9eceNeneous. N -News, 0-o1äes, RContemporery 
7.9 Hit Radio, RL- Religious, SSpenian, T -Tek, U -Urban Contem- 

porary 

18 -34 
52% 

25 -54 
21% 

8.3 8.2 

18 -34 
13% 

25 -54 
40% 

18 -34 
26% 

25 -54 
75% 

18 -34 
47% 

25 -54 
41% 

KZAP KEWT KRAK KSFM 

18 -34 
17% 

25 -54 
44% 

18 -34 
76% 

25 -54 
80% 

18 -34 
26% 

18 -34 
66% 

25 -54 
65% 

25 -54 
76% 

18 -34 
10% 

25 -54 
36% 

18 -34 
85% 

25 -54 
47% 

KGNR KXOA KCTC KHYL KFBK KROY 

FM (A) FM (BM) AM (C) FM (R) AM (T) FM (A) FM (BM) FM (0) AM (N) FM (A) 

2129 

1832 

7682 
1488 1478 1436 

12+ Cume 

1223 1202 
1738 

7024 

KZAP KSFM KEW KONR KXOA KRAK KFRC KROY KFaK KHYL 

FM TAI FM FM (BM) AM 111 FM MI AM IC) AM (R) FM IA, AM MI FM IOi 

AOR 

BM 

RL 

N 

0 

MISC. 

9.4 
7.0 

6.2 

15.8 

12.8 

22 e 
Format Reach 

4.0 
B 3.4 
AC 

lw2 2 

BB 
mil 

8 KHYL-FM 5.1 KHYL-FM 4.3 KHYL-FM 4.O (0) 

Share Trends 
9 

10 
KCTC-FM 
KAER-FM 

4.7 

4.0 
KROY-FM 
KFt3K-AM 

4.2 
3.7 

KFBK-AM 
KROY-FM 

3.8(N) 
3.4 (A) 

Persons 12+ Mon -Sun 6AM -Mid 11 KGMS-AM 3.7 KPOP-FM 3.6 KPOP-FM 3 . 4 (B) 

12 KROY-FM 3.4 KWW-FM 3.1 KWW-FM 3 . 1 (R) 

13 KWOD-FM 3.2 KGO -AM 3.1 KAER-FM 3 , 1 (BM) 

POP( 00): 9545 14 KFRC-AM 2.8 KGMS-AM 3.0 KGO -AM 2.1 (N) 

15 KGO -AM 2.2 KAER-FM 2.7 KGMS-AM 2 . 1 (M) 

16 KROY-AM 1.9 KROY-AM 2.2 KFRC-AM 1.8(R) 
FALL SPRING FALL 17 K POP-FM 1.7 KXUA-AM 1.9 KROY-AM 1.4(A) 
1980 1981 1981 18 KYLO-FM 1.6 KNBR-AM 1.8 KXOA-AM 1 . 2 (AC) 

19 KAHI - AM 1.3 KPI P-AM 1.4 KYLO-FM 1.2(C) 
1 KZAP-FM 11.2 KZAP-FM 13.1 KZAP-FM 12.0(A) 20 KNBR-AM 1.0 KFRC-AM 1.2 KEBR-FM 1 . 1 (RL) 
2 KRAK-AM 9.0 KRAK-AM 8.3 KEWT - FM 8.3 MR 21 KFIA-AM 1.0 KEHR-FM 1.1 KNBR-AM 1 . O (AC) 

3 KEWT-FM 7.3 KSFM-FM 7.9 KRAK-AM 8.2(0) 21 KXOA-AM 1.0 KCtiS-AM 1.1 KAHI-AM 1 . 0 (88) 
4 KL.;NR-AM 6.7 KEWT-FM 6.3 KSFM-FM 7.9 Oil 23 KEBR-FM 1.0 KYLO-FM 1.0 KCBS-AM 1 . U IN) 

5 KSFM-FM b.1 KXOA-FM 6.1 KuNR-AM 6.2m 24 KJUY-AM U.4 KFIA-AM 0.9 KFIA-AM U . 7 (RL) 

6 KFBK-AM 5.5 KVNR-AM 5.2 KXOA-FM 5.8(A) 25 KPIP -AM 0.3 KAHI-AM U.7 KJAY-AM U . 3 (M) 

7 KXOA-FM 5.5 KCTC-FM 5.1 KCTC-FM 4.1(W 2(i KSFO-AM 0.6 

www.americanradiohistory.com

www.americanradiohistory.com


!iSt. Louis METRO RANK 

Fall '81 Market Overview 
In St. Louis KMOX just kept rolling along in the fall survey, Country 

stations WIL -FM and KSD prospered, and KSD-FM made its mark. The 
Telephone Retrieval in -tab was up 36% although the ethnic population 
was estimated to have increased only 1 8%. This may have helped 
KMJM and WZEN. 

CBS's KMOX just keeps talking its way to dominant shares. The 
station led among 25 -54 adults with more than a 20 share. 

The close battle in the St. Louis market is for the young adult au- 

dience. Century's KSHE topped the 18 -34 standings, just ahead of 
KSD -FM. KSHE is an AOR fixture, dominant among men 18 -34. KSD - 
FM, on the other hand, used an Adult Contemporary format to lead 
among women 18 -34. KSD -FM did little externally to push itself, with 
some ad dollars going on TV, buses, and minimal newspaper. Less on- 
air promotion was done than in earlier sweeps. 

12\ 
The Country battle is on with a vengeance in St. Louis. WIL -FM re- 

mained the leader in this format, but KSD made significant inroads. WIL - 
FM leads among both the 18 -34 and 25 -54 demos, but the 25-54 race 
is a close one. 

WIL -FM used a more notable ad budget in this campaign, with the 
money going for a light TV campaign. The thrust of the station's effort 
this book was to reposition itself as a "more music" Country FM station. 

KSD actually spent less on media in this survey than before, with a 

TV schedule encompassing the station's campaign. Promotionally, the 
station played off the "55KSD Millionaire" idea, where a gentleman 
went around the metro giving away money if a radio was tuned to KSD. 
Other items paid by the "Millionaire" were utility and grocery bills, as 
well as hospital bills for some listeners. All of this has paid off, as KSD 
has more than doubled its male numbers since fall '80 and almost 
doubled its female shares in that same time frame. 

21.8 

18 -34 
15% 

25 -54 
46% 

KMOX 

6.7 

Audience Rank /Composition 
Average 12+ Share 

6.5 6.5 

18 -34 18 -34 
14% 43% 

25 -54 25 -54 
52% 14% 
KEZK KWK 

18-34 
72% 

25-54 
29% 
KSHE 

Format Legend 
A -AOR, AC- AdultContemporary, 8- Bleck, 88-Bp Band, BM- 
Beautiful Music, CCountry, CLClessical, E-Easy listening, 
.Jazz. M- Miscellaneous, N -News, 0- O4dies, RContemporary 
Hit Radio, RL- Religious, SSpenish, T -Talk, U -Urban Contem- 
porary. 

6.3 
18 -34 
30% 

25 -54 
H% 

6.1 6.0 
18 -34 
H% 

25 -54 
45% 

18 -34 
66% 

25 -54 
61% 

5.2 

18 -34 
29% 

25 -54 
66% 

4.8 
18 -34 
63% 

25 -54 
50% 

3.6 
18 -34 
11% 
25.54 
41% 

WIL KMJM KSD KSD KSLQ WRTH 

AM (T) FM (BM) FM (A) FM (A) FM (C) FM (B) FM (AC) AM (C) FM (R) AM (E) 

7867 

12+ Cume 

'2987 2987 2858 2840 2754 2588 2587 2533 2480 

KNOX KWK KSLO WIL KSD KSD KSRE KMJM KELK KXOK 
AM (T) FM IAI FM IRI FM ICI FM (ACI AM ICI FM (A) FM (a) FM IBMi AM .AC 

AC 

C 

AOR 

e 

15.2 

14.9 

14.4 

II 7 

Format Reach 
21 8 öM 

MISC. 

R 

E 

BB 0 , 

5.1 

3.6 

7 KM)M-FM 5.0 KM)M-FM 5.3 KOOK-AM 5.1 KSU -FM 6.0 00 

Share Trends 8 

9 

KOOK-AM 
WWWK-FM 

4.9 
4.8 

KMOX-FM 
KSU -FM 

5.0 
4.7 

KSLQ-FM 
WRTH-AM 

4.6 
4.2 

KAU -AM 
KSLQ-FM 

5.2(C) 
4.688 

Persons 12+ Mon -Sun 6AM -Mid 10 WRTH-AM 4.4 WIL -AM 4.6 KAU -FM 3.8 WKTH-AM 3.518 
11 KMOX-FM 3.b WRTH-AM 3.6 KSU -AM 3.7 KOOK-AM 3.100 
12 WIL -AM 3.5 KSHE-FM 3.5 KMUX-FM 3.0 WIL -AM 2.610 
13 KAU -AM 2.5 KSU -AM 2.0 WIL -AM 2.5 KMUX-FM 2.800 

l'UP(00): 19311 14 WEAL-AM 1.8 WZLN-FM 1.6 KADI-FM 1.9 KADI-FM 2.500 
15 KADI-FM 1.6 KAOI-FM 1.3 WESL-AM 1.4 WZEN-FM 2.40) 
16 KWK -AM 1.4 WEW -AM 1.3 WIEN-FM 1.2 KATZ-AM 1.601 
17 KATZ-AM 1.4 KWK -AM 1.1 KWK -AM 1.1 WESL-AM 1.516 

FALL WINTER SPRING FALL 18 WIEN-FM 1.0 WESL-AM 0.9 KATZ-AM 1.1 KWK -AM 1.40) 

1980 1981 1981 1981 19 WIBV-AM 0.9 WIBV-AM 0.8 WEW -AM 1.0 WEW -AM 0.78181 

20 WEW -AM U.5 KATZ-AM 0.7 KCFM-FM U.5 KLPW-AM 0.60M1 
1 KMUX-AM 23.4 KMUX-AM 19.5 KMUX-AM 23.6 KMUX-AM 21.81T) 21 KREN-AM 0.4 WMRY-FM 0.6 WIBV-AM U.4 KIRL-AM 0.610 
2 WIL -FM 8.7 WIL -FM 9.1 WWWK-FM 7.9 KELK-FM 6.718Y8 22 KAUZ-AM 0.4 KIRL-AM U.6 KIRL-AM 0.4 KCFM-FM U.50M1 
3 KEZK-FM 7.2 KEZK-FM 8.4 KSHE-FM 7.8 KWK -FM 6.5161 23 WGNU-AM 0.3 WGNU-AM 0.5 WGJU-AM 0.3 KADI -AM 0.40CI 
4 KSL.¡-FM 6.2 WWWK-FM b.3 KM)M-FM b.7 KSHE-FM b.5161 24 WMRY-FM U.3 KCFM-FM 0.6 WMRY-FM 0.3 WIBV-AM 0.4116 
5 K50 -FM 5.1 KOOK-AM 6.0 KEZK-FM 5.9 WIL -FM 6.31C1 25 KSTL-AM U.5 KAUI-AM 0.2 WMRY-FM 0.4 (WC) 

6 K51-1E-FM 5.1 KSLQ-FM 5.7 WIL -FM 5.3 KM/M-ENI 6.101 2b KADI -AM 0.4 
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 Salt Lake City- METRO RANK 44\ 
z Ogden 

Fall '81 Market Overview 
KSL maintained its leading stance in Salt Lake City while KALL and 

KCPX posted worthwhile gains. 
KSL not only was the 12+ winner but also led in the key 25 -54 

demographic. The station's female numbers showed some softening, 
especially in midday, but it wasn't enough to knock KSL off the 12+ 
throne. 

KALL is a significant competitor to KSL. KALL ranked second this 

book in the 25 -54 adult category, with just over an 11 share compared 
to the mid -12 share range for KSL. KALL also slipped among female 
tuners, but had enough gains among men, especially in AM drive and 

midday, to grab a larger chunk of the Salt Lake listening pie. 

In the younger demos, KCPX had a solid book. The AOR property 
was just under a 12 share among 18.34 adults, posting almost a 17 

among men 18 -34. Towards the end of the survey KCPX became a 

subscriber to the Burkhart- Abrams Superstars format approach, and 

that might have had some impact. With no real format competition the 
future looks rosy for KCPX. 

KFMY did well in its debut. Formerly KZYK, the station came on 
with a $10,000 music guarantee but no outside promotion or advertis- 
ing. In this book the CHR entry became the leader among teens, glean- 
ing almost a 23 share of that group. 

10.5 Audience Rank /Composition 
Average 12+ Share 

18 -34 
28% 

25-54 
57% 

18 -34 
27% 

18 -34 
52% 

18 -34 
73% 

18 -34 
7% 

18 -34 
36% 

18 -34 
25-54 
59% 

25 -54 
75% 

25 -54 
17% 

25 -54 
20% 

25 -54 
57% 

66% 
18 -34 
58% 

18 -34 
38% 

18 -34 
77% 

2200 

1521 

1377 
1273 1253 

12-}- Cume 

1136 1077 1071 1058 1027 

KS/ KW! KCPX KALL KRN KCPX KLUB KFMY KIN KSOP 

AM (AC) FM (8M) AM 01) AM (AC) FM (AC) FM (A) AM 1M) FM (R) FM (AC) FM )C) 

25 -54 
80% 

25 -54 
20% 

25 -54 
15% 

KSL KSFI KALL KCPX KLUB KSOP KCPX KRSP KFMY 

AM (AC) FM (BM) AM (AC) FM (A) AM (BM) FM (C) AM (R) FM (AC) FM (R) 

25-54 
63% 

FM (AC) 

#042i#IP 

AC 

8M 

15.8 

C 

14.8 

R 
11.4 

MISC. 

37.0 Format Reach 
AOR 

7.1 

BB 
.62.9 

N 
1E12.7 

CL 
7.4 n0.9 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 

PUP (OU): 7349 

FALL SPRING 
1980 1981 

1 KSL -AM 11.1 KSL -AM 11.1 
2 KSF I -FM 8.9 KSFI -FM 9.1 
3 KCPX -AM 8.1 KLUB -AM 7.5 
4 KLUB -AM 8.0 KALL-AM 6.8 
5 KCPX-FM 6.3 KSOP -FM 6.6 
6 KSOP-FM 5.9 KCPX-AM 6.4 
7 KRSP -FM 4.9 KCPX -FM 6.3 
8 KALL -AM 4.5 KRGO-AM 5 .8 

FALL 
1981 

KSL -AM 10.5(AC) 
KSF I-FM 8.9(BM) 
KALL -AM 7.1(AC) 
KCPX -FM 7.1(A) 
KLUB -AM 6.9 (BM) 

KSOP-FM 6.4 (C) 

KCPX -AM 5.0 (R) 

KRSP -FM 5.0(AC) 

9 

10 
11 
12 
13 
14 
15 
16 
17 
18 
1 9 

20 
21 
22 
23 
14 
25 
26 
27 

KALL-FM 
KSXX-AM 
KUAB-FM 
KRGU-AM 
KI SN - FM 
KZAN - FM 

KAYK-FM 
KRSP -AM 
K SOP -AM 
KLO -AM 
KWMS -AM 
KPRQ-AM 
KJL1N-AM 
KWHO-FM 
KSVN-AM 
KWHO-AM 
KCGL-FM 
KL)OT-AM 

4.3 
4.1 
3.b 
3.6 
3.S 
3.3 
2.0 
1 .9 
1.9 
1 .7 
1 . 5 

1.1 
1 .1 
1.0 
0.9 
0.7 
U.b 
0.3 

KRSP-FM 
KLJAB-FM 
KLAN-FM 
KISN- FM 

KAYK - FM 
KSXX -AM 
KALL-FM 
KRS P-AM 
KJQN-AM 
KSOP-AM 
KYVHO- FM 

KPRQ-AM 
KWMS -AM 
KRMQ-FM 
KSVN-AM 
KANN-AM 
KLO -AM 
KCGL - FM 
KQPL)-FM 

4.8 
4.5 
4.2 
3.8 
3.3 
2.3 
2.0 
1 .7 
1.7 
1 .6 
1 .5 
1.2 
1 .0 
U.8 
0.7 
U.5 
U.5 
0.4 
U.4 

KFMY -FM 
KiI SN-FM 
KLAN-FM 
KALL-FM 
KUAB - FM 
KWMS-AM 
KRSP-AM 
KSUP-AM 
KRGO- AM 

KLO -AM 
K J QN-AM 
KWH(J-FM 
K WHO -AM 
KPRQ-AM 

4.7 (R) 

4.6 (AC) 

4.0(C) 
3.5(AC) 
3.2 (AC) 

2.7(N) 
2.5 (AC) 

2.3 (C) 

. 1 (C) 

1 .9 (BB) 

1 . 7 (R) 

1.Uin) 
U.9 (CL) 

0.5 (AC) 
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fsan Antonio 
Fall '81 Market Overview 

There's a new number one in San Antonio as KTFM passed sister 
station KTSA and others to grab the overall lead. KISS's numbers got a 
kiss from Arbitron, and KAJA (formerly WOAI -FM) created a much 
more competitive Country arena with a good showing in its first book. 

KTFM made some format adjustments after Joe Nasty became PD. 

The station's sound didn't lean as Black as before, with a skew towards 
more CHR hits. The station was advertised on TV and in the 
newspaper, plus bus boards. KTFM used all this to achieve a 16 share 
of 18 -34 adults, ahead of KISS by more than two shares. KTFM also 
topped 25 -54 adults, ahead of KCOR. 

KISS, the AOR leader, more than doubled its male shares. The sta- 
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tion became the teen pacesetter too, with almost a 24 share there, just 
ahead of KTFM's score. The Pollack- consulted station advertised itself 
through TV, billboards, and newspaper in order to remain dominant 
among the young adults. 

KAJA made some noise this sweep. With an ad campaign that 
stressed "More Music," communicated through TV, billboards, and 
newspaper, the station carved a niche. A strong 25 -34 core helped 
KAJA rank weU among both 18 -34 and 25 -54 demos. The station vir- 
tually tied Country leader KKYX, which skewed older. It will be in- 

teresting to see how this match -up fares in upcoming books. 
A methodology highlight here - 50% of the returned diaries came 

back from the High Density Hispanic Area, a larger figure than in the fall 

'80 sweep. 

11.0 Audience Rank /Composition 

18 -34 
59% 

25 -54 
38% 

8.8 8.8 
8.4 

7.9 

6.1 6.0 

Average 

5.7 

12+ 

4.8 

Share 

4.4 

18 -34 
24% 

25 -54 
47% 

18 -34 
63% 

25 -54 
24% 

18 -34 
13% 

25 -54 
43% 

18 -34 
45% 

25-54 
45% 

18 -34 
19% 

25 -54 
59% 

18 -34 
52% 

25 -54 
60% 

18 -34 
16% 

25 -54 
58% 

18 -34 
47% 

25 -54 
16% 

18 -34 
33% 

25-54 
54% 

KTFM KCOR KISS KOXT KTSA KKYX KAJA WOAI KITY KEDA 

FM (R) AM (S) FM (A) FM (BM) AM (R) AM (C) FM (C) AM (N) FM (R) AM (S) 

2196 12+ Cume 
1787 

1919 
1257 1207 1203 

1127 1064 
978 988 

KTtA KTFM KOXT KKY% KISS WOAI KT' KOOK KAJA KONO 
AM IRI FM (RI FM (8M) AM (C) FM (A) AM (NI FM (R) AM (S) FM (C) AM (AC) 

C 

S 

AOR 

BM 

9 1 

Format Reach 
25.8 AC 

21.6 

7.9 

5.8 
N 5.7 
MISC. 3.3 
B I.2 
CL 

le 1.2 
8.4 

8 WUAI -AM 5.0 KITY-FM 5.2 WOA I - AM 5 . 7 (N) 

Share Trends 9 

10 
KISS-FM 
KCCW-AM 

5.0 
4.6 

KI SS-FM 
KBUC-FM 

5.1 
4.4 

KI TY-FM 
KEDA-AM 

4.8 (R) 

4.41S) 
Persons 12+ Mon -Sun 6AM -Mid 11 KITY-FM 4.4 KVAR-FM 3.3 KQNO-AM 4.0 (AC) 

12 WOAI -FM 3.3 KBUC-AM 3.3 KBUC- FM 4.0 (C) 

PUP( UU): 8710 13 KVAR - FM 3.2 KCCW-AM 3.0 KOUC-AM 3.2 (C) 

14 KBUC-AM 2.7 KEUA-AM 2.9 KCCW-AM 2.3 (C) 

15 KUKA-AM 2.7 KZZY -FM 2.8 KL L S- FM 2.1 (R) 

FALL SPRING FALL 16 KZZY -FM 2.6 WU4I-FM 2.0 KU KA- AM 1 .8 (S) 

1980 1981 1981 17 KEDA-AM 2.5 KAPE -AM 2.0 KVAR - FM 1 .7 (S) 

18 KAPE -AM 1.6 KU KA- AM 1.3 KGNB-AM 1 . 4 (AC) 
1 KTSA-AM 10.7 KTSA -AM 11.6 KTFM -FM 11.0(R) 19 KMAC-AM 1.2 KGN B -AM 1.2 KAPE-AM 1.2(13) 
2 KI-FM-FM 8.9 KCUR -AM 8.5 KCUR-AM 8.8(S) 20 KMFM-FM 1.0 KMAC -AM 1.1 KFHM-AM 1 .2 (s) 
3 KONO-AM 8.0 KKY X-AM 8.4 KI SS-FM 8. 8 (A) 21 KGNB-AM U.7 KMFM -FM 1.0 KMFM -FM 1 . 2 (CL) 

4 K(1XT-FM 7.8 KQXT- FM 8.3 Kl1XT-FM 8.4 (BM 22 KTUF-FM U.7 KWEU- FM 0.8 KTUF -FM 0.4 (AC) 
5 KCOR-AM 7.6 KTFM -FM 8.2 KTSA-AM 7.9(R) 23 KWED-AM U.6 KW EU-AM 0.7 KMAC -AM 0.3 (A) 
6 KBUC-FM b.0 WCW I -AM b. 1 K K Y X -AM b. 1 (C) 24 KW ED-FM U.5 KTUF - FM 0.6 
7 KKYX-AM 5.9 KUVO-AM 5.6 KAJ A- FM 6.U(C) 25 KNBT-FM 0.4 
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CONGRATULATIONS WTIC! 
You've Achieved "The Highest Share 

Of Listening... For The Top 50 Markets "` 
23.8 M-S 6am to Mid 39.3 M F 610 arm 

"There's no doubt that the 'Hands " TV spot from R &R was an 
important part of our campaign that led to this success. " 

Tom Barsanti, Operations Manager, WTIC 

Every Station Using The 

TV Campaign AM Audience Builder 

Increased Ratings 

Call Us For More Details... More Success Stories... And A Demo 

R&R ENTERTAINMENT /MARKETING 
West Coast East Coast 

1-213-553-4330 1-202-466-4960 

' Fall 81 Arbitran Survey Results 
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San Diego 

Fall '81 Market Overview 
There's a new market leader in San Diego, as Beautiful Music 

kingpin KJQY was dethroned by AOR fixture KGB -FM. XTRA -FM not- 

ched a great book and KBZT continued to climb. 

The combination of notable amounts of music and lislener research 

and TV /billboard advertising helped put KGB -FM on top. The station's 

music was consistent, and promotions centered around the "KGB -FM 

Card," which offers discounts to listeners at various retailers. KGB -FM 

dominates adults 18 -34 and men 18 -34, with almost a 20 in the latter 

category. 
XTRA -FM scored the most significant increase in the fall report. 

With a well -balanced male /female appeal, XTRA -FM captured second 
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among 18 -34's with almost a nine share. Consulted by Frank Felix, the 

station uses a tight playlist of AOR hits, doesn't really do much promo- 

tionally, and cut its spot load back from 10 to eight units hourly. 

Billboards and entertainment newspapers comprised the essence of 

XTRA -FM's advertising. Worthwhile female gains in this book helped 

significantly. 
KBZT continued to rebound from some soft books. The station has 

been on the rise in the last two sweeps and is a factor in both 18 -34 

and 25 -54 demos. The station's oldies -flavored Adult Contemporary 

sound garnered second place among 25-54 adults, just behind KJQY. 

KBZT was also second among women 18 -34, being edged out by 

KFMB -FM. 

8.2 

18-34 
73% 

25 -54 
18% 

Audience Rank /Composition 
7.9 Average 12+ Share 

Format Legend 

A -AOR, AC- AdAVContempaery, B8lack, B&eig Bend, BM - 

Beautiful Music, CCorntry, CL-Classical, E-Easy Listening, 

}Jazz, M- MlaceAaneoue, N -News, 601dies, RContemporery 
5.7 Hit Rada, RL.RO49Iams, SSpantsb, T -Talc, U -Urban Genteel- 

18 -34 
14% 

25 -54 
41% 

5.9 

18 -34 
14% 

25 -54 
43% 

18 -34 
69% 

25 -54 
27% 

KGB KJOY KSDO XTR, 

FM (A) FM (BM) AM (N) 

porgy 

4.7 

18 -34 
81% 

25.54 
41% 

4.5 

18-34 
77% 

4.4 
18 -34 
76% 

3.9 3.9 

18-34 
38% 

18 -34 
370/0 

25 -54 
45% 

25-54 
885E 

25.54 
70% 

25 -54 
67% 

3.8 
18 -34 
52% 

25 -54 
40% 

KFMB KBZ1I KFSD KCBO XHRM 

FM (F) FM (A) FM (A) FM (AC) FM (CL) AM (C) FM (AC) 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 

PL3P(00): I6U8`. 

FALL WINTER SPRING SUMMER FALL 
1980 1981 1981 1981 1981 

1 KIVY-FM 9,3 K1LjY-FM 
2 KG8 -FM 7,U KGö -FM 
3 KPKI-FM 5.8 XTKA-FM 
4 XTKA-FM 5.4 KFMö-AM 
5 KSUU-AM 5.3 KFMB-FM 
6 KFMB-FM 5.1 KSUU-AM 
7 XTKA-AM 4.7 KIFM-FM 
B KELL-FM 4.7 KGö -AM 
9 KGB -AM 4.3 KPKI-FM 

lU KIFM-FM 4,0 XTRA-AM 
11 KFMB-AM 4.0 KNX -AM 
12 KSON-AM 3.2 KEIL-FM 
13 KFSU-FM 3.0 KFSU-FM 
14 !COCO-AM 2.9 KYXY-FM 

9.0 KIUY-FM 9.J 

6.b KGö -FM 6.7 
5.3 KFMö-AM 5.9 

5.0 K5UU-AM 5.4 

4.7 KPKI-FM 4.8 
4.6 XTKA-FM 4.3 
4.0 KFMB-FM 3.9 
4.0 KFSU-FM 3.9 
4.0 XTKA-AM 3.8 

3.9 KGB -AM 3.7 
3.5 XHRM-FM 3.4 
3.4 KM-AM 3.4 

3.3 KMLU-AM 3.3 
3.1 KEIL-FM 3.3 

KM-FM 
KGö -FM 
5)15,3-AM 

KPRI-FM 
KYXY-FM 
%TRA-AM 
XTRA-FM 
XHRM-FM 
KFMö-AM 
KMLO-AM 
1(82T-FM 
K S(3N - AM 
KM-AM 
KFMB-FM 

7.6 

6.5 
b.4 
5.1 
4.4 
4.2 
4.1 
4.1 
3.9 

3.9 
3.8 
3.4 
3.2 
3.1 

KGB -FM 
KIVY-FM 
K5W-AM 
XTKA-FM 
KPKI-FM 
KFMö-FM 
KöZI-FM 
KFSU-FM 
KCBV-AM 
XHRM-FM 
KFMB-AM 
KUGO-AM 
KEIL-FM 
XTKA-AM 

M.2 UU 

7.91M 
5.916 
5.7(A) 

4.701 
4.5 tAl 

4.4 IAL1 

3.9 (CL) 
3.9 ICI 

3.8 (AC) 
3.7 (ACI 

3.7 tC1 
3.411 
3.000 

15 KYXY-FM 
16 KITT-FM 
17 KCeV-AM 
18 KSUN-FM 
19 KöZT-FM 
2U KNX -AM 
21 KIFM-FM 
22 KFI -AM 
23 KBKT-AM 
24 KABC-AM 
25 K.IIC-AM 
26 XHKM-FM 
27 KMET-FM 
28 KöIG-FM 
29 XHEK-FM 
30 KKTH-FM 
31 KKUS-FM 
32 KLOS-FM 
33 <OWN-FM 
34 KUUE-AM 
35 
36 
37 

38 
39 
40 

2.9 
2.6 
1.5 
2.3 
2.2 
2.1 
2.0 

1.2 
0.8 
0.8 
0.8 
0.8 
0.5 
0.5 
0.5 
0.4 
U.4 
0.4 
0.4 
0.3 

3083 
2956 12+ Cume 

2705 

2318 2278 2257 
2081 2009 

1904 

1873 

cae OTRA KSDO K10Y KPRI KFMB K000 OTRA KFMa KtZT 

M FM F. FM - AM C. AM IRI AM (AC) FM IACI 

AOR 
Format Reach 

MISC 
26 9 6.4 

AC CL 
18.9 

C E 
11.5 mm.3.4 

BM BB 
9.9 12.9 

N T 

m1.0 

R 

7.9 

B 

6.9 A0.4 

KSON-AM 2.7 KIFM-FM 3.2 KGB -AM 2.7 KI FM-FM 3.0 At 

KM-AM 2.5 KSLN-AM . 
2.7 KSON-FM 2.7 KYXY-FM 2.7 (AC) 

KSON-FM 2.4 KSON-FM 2.6 KEIL-FM 2.7 KSON-FM 2 . 7 IC) 

KOGO-AM 2.3 KOGO-AM 2.1 KFSL1-FM 2.6 KSUN-AM 2.5 161 

KO/1-FM 2.2 KYXY-FM 2.2 KI FM-FM 2.3 KMLO-AM 2.5 OIq 

KIFM-FM 1.9 KöLT-FM 2.2 KNX -AM 2.3 KN % -AM 2.0 04 

XHR.M-FM 1.7 WM-FM 2.2 KUGU-AM 2.2 KM-FM 1 .9 ICI 

KABC-AM 1.6 KW( -AM 2.0 KCBV-FM 1.4 KGB -AM 1.78 
KMLU-AM 1.b KFI -AM 1.5 KIFM-FM 1.4 KFI -AM 1.3 RII 

KITT-FM 1.5 KLOS-FM 1.3 KKOS-FM 1.3 KIFM-FM 1.3 PM 
XHIS-FM 1.0 XHIS-FM 0.9 KFI -AM 1.2 KABC-AM 1.0 m 
XHEK-FM 0.9 KITT-FM 0.8 KMET-FM 1.1 XHER-FM u.7 IM4 

KMET-Fm 0.8 KKUS-FM 0.8 KABL-AM 0.9 KKUS-FM 0.b IACI 

KR -AM 0.8 %HER-FM 0.7 XHIS-FM 0.8 KLOS-FM 0.5 (At 

KöIG-FM 0.8 KABC -AM U.7 XHEK-FM 0.7 KUUE-AM 0.5 ICI 

KKOS-FM 0.8 KUUE-AM U.7 KMIC-AM 0.5 KKTH-FM 0.50 
KLAC-AM U.6 KMIC-AM 0.6 XPKS-AM 0.4 KUWN-AM U.4 88 

KOWN-FM 0.6 KöKT-AM 0.6 KKTH-FM 0.4 KBRT-AM 0.4 PM 
XEMU-AM 0.6 KUr1N- FM U.S 10351-AM 0.4 XHIS-FM 0.4 w 
KUUE-AM 0.6 KKTH-FM 0.5 KU09:-AM 0.4 KMET-FM 0.3 U9 

KLOS-FM 0.5 KMET-FM 0.4 KLOS-FM U.4 
KBKT-AM 0.4 KW( -FM 0.3 

KW( -FM 0.4 KOWN-FM 0.3 

XEMU-AM 0.3 
KLAL -AM 0.3 
1001-FM U.3 
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JSan Francisco 
Fall '81 Market Overview 

Forty -Niner Fever, a rising Camel, and a steady KGO headlined the 
fall '81 book in the Bay Area. KGO stayed tops overall, but its female 
numbers slipped. PM drive remained the steadiest for KGO while the 
other major dayparts showed more notable erosion among the ladies. 

KCBS was able to ride the crest of 49er Fever during the fall 

survey. Not only is the station the flagship for the pro football broad- 
casts, but KCBS is also the host for the "Bill Walsh Show," featuring 
the 49ers coach. While KCBS's overall and male numbers this fall were 
not as good as in the fall '80 sweep, the female numbers for the station 
were the best posted in recent surveys. KCBS ranked third among 
women 25 -54. No super -hype campaign was used in this sweep. The 
same ad budget as before was allocated among TV, billboards, and 
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newspaper media. On -air, KCBS strove to be less formal and more con- 
versational than in the past, and used more live interviews than before. 

KMEL continued on its hot streak. The station posted its fifth con- 
secutive up book and held almost a 10 share of men 18 -34, dominant 
in the market. Important to the increase in this book was the more than 
100% increase in women 18 -24 posted this fall versus fall '80. 

Part of the KMEL success story could be explained by a relative 
lack of competition since KSAN went Country last year. With KSFX 
moving to Talk as KGO -FM, KMEL's numbers may rise even higher. For 
this sweep, the KMEL advertising approach was multimedia, using TV, 

billboards, an entertainment newspaper, as well as the marketing of a 

full line of KMEL memorabilia. Special music weekends and cable car 
benefits were also part of the promotional schedule. 

8.4 

18 -34 
16% 

25 -54 
42% 

6.5 

18 -34 
16% 

18-34 
55% 

5.4 

Audience RanklComposition 
Average 12+ Share 

Format Legend 

A -AOR, AC-AduttContemporary. Black, RB-Bg Band, BM- 

Beautiful Music. CCOuntry, CL-Classical, E-Easy Listening, 

JJau, 1A-Miscellaneous, N -News. 0-01des, RContemporary 
Hit Radio, RL- Religious, S- .Spanish, T -Tak, U-Urban Contem- 

porary. 

18 -34 
50% 

18 -34 
76% 

18 -34 
41% 

18 -34 
8% 

18 -34 

25 -54 
43% 

25 -54 
29% 

25 -54 
36% 

16% 
25 -54 
31% 

25 -54 
67% 

25 -54 
48% 

25 -54 
51% 

18 -34 
24% 

25 -54 
60% 

18 -34 
5% 

25 -54 
40% 

KCBS KSOL KFRC KMEL KNBR KFOG KSFO KNEW KABL 

AM IT) AM (N) FM (B) AM (R) FM (A) AM (AC) FM (BM) AM (AC) AM (C) AM (BM) 

8946 

8448 8352 12+ Cume 

4925 4741 4848 4487 
4287 

9828 
3449 

KCb KOO KFRC KME1 KSOL KRM KKK KSFO KYUU KSFX 

AM IN) AM IT) AM IRI FM IA) FM (B) AM (AC) FM (ACI AM (AC) FM (ACI FM IAI 

AC Format Reach 
BM 

13.0 6 I 

AOR CL 

MISC. 

R 

8.4 
T 8.4 
B 

N 
7.7 

6.5 

II 6 

1.4 

3.6 
0 

2.7 
BB 

mom 
I .7 

RL mI .3 
J 

No0.9 
S 

M0 5 

Share T re n d s 19 
20 

KBAY-FM 
KUTA-AM 

1.9 
1.7 

KöAY-FM 
KKHI-Fm 

1,9 
1.7 

KUFC-FM 
KöAY-FM 

1.8 
1.8 

KUME-FM 
KSFX-FM 

1.9 
1.8 

KYA -AM 
KSAN-FM 

2.0 01 

2UIq 

Persons 12+ Mon-Sun 6AM-Mid 
21 

22 

KEEN-AM 
KLUK-AM 

1.7 
1.5 

KLOK-AM 
KUTA-AM 

1,7 

1.5 
KUI A-AM 
KLUK-AM 

1.6 

1.6 

KUFC-FM 
KLHT-FM 

1.7 
1.5 

KUI A-AM 
KLUK-AM 

1 .91N 

1.91Áq 

23 KYA -AM 1.4 ,KLHT-FM 1.3 KEZK-FM 1.5 KLOK-AM 1.4 KMPX-FM 1.700 

PUP(UU): 44759 24 KEZK-FM 1.4 KYA -AM 1,2 KLHT-FM 1.3 KCöS-FM 1.4 KS1U-FM 1,51M 
25 KLHT-FM 1.3 KMPX-FM 1.2 KMPX-FM 1.3 KS1U-FM 1.2 KLHT-fM 1.40C) 

26 KMPX-FM 1.2 KEEN-AM 1,2 KCBS-FM 1.2 KBAY-FM 1.2 KC81-FM 1.4M 
FALL WINTER SPRING SUMMER FALL 27 KS1U-FM 1.Y KEZK-FM 1.1 KEEN-AIA 1.0 KEEN-AM 1.2 KUFC-FM 1.41 

1980 1981 1981 1981 1981 28 
29 

KCBS-FM 
KLIV-AM 

1.1 
1.1 

KCBS-FM 
KUFC-FM 

1.1 

1.1 
KYA -AM 
KKHI-FM 

1.0 
1.0 

KMPX-FM 
KEZK-FM 

1.1 
0.9 

KKHI-FM 
KEZR-FM 

1.31CU 
1.21p 

1 KW -AM 9.1 K.0 -AM 9.i KC.0 -AM 9.4 KI,U -AM 9.0 KI.0 -AM b.4 m 30 KARA-FM 1.1 KS10-FM 1.0 K1AL-FM 0.9 KLIV-AM 0.8 K1AZ-FM 0.90 
2 KCBS-AM 7.0 KCBS-AM 6.0 KSUL-FM 5.6 KSUL-F.N 6.5 KCöS-AM 6.504 31 KUfC-FM 1.0 KARA-FM 0.9 KAHA-FM 0.8 KKHI-FM 0.8 KLIV-AM 0.8 W 
3 KS0L-FM 5.1 KSUL-FM 5.7 KCöS-AM 5.1 KI:öS-AM 5.5 KSUL-FM 5.8P1 32 KKHI-FM 0.9 KLIV-AM 0.8 KöRG-FM 0.8 KFAr-FM 0.8 KFAX-AM U.8184 

4 )1-AM 5.1 KFRL:-AM 4.5 KSFU-AM 5.0 KFKC-AM 5.4 KFKC-AM 5.41 33 KBKG-FM 0.9 KFAT-FM U.8 KSIL1-FM U.ö KZAP-FM 0.8 KEEN-AM U.öIC) 

5 n1Ul,-FM 3.5 KMEL-FM 3.9 KFKC-AM 4.8 KMEL-FM 4.2 KMEL-FM 4.7M 34 KI(21-AM 0.8 KKHI-AM 0.7 KFAX-AM O.ö K1A1-FM 0.7 KARA-FM 071q 
b KNöK-AM 3.4 KNEW-AM 3.7 KNBR-AM 4.1 KFUG-FM 3.7 KNBR-AM 3.500 35 KFAT-FM 0.8 KBKG-FM 0.7 KLIV-AM 0.7 KARA-FM 0.6 KKHI-AM 0.cICL1 

7 KSFU-AM 3.2 KFUG-FM 3.b KMEL-FM 4.0 KSFO-AM 3.2 KFUG-FM 3.1PM) 36 KKHI-AM 0.8 KFAX-AM 0.6 KI(ZI-AM 0.7 KI()1-AM 0.5 KTIM-FM 0.5IM 

tl KMEL-FM 3.2 KAtlL-AM 3.4 KYUU-FM 4.0 KIUI-FM 3.1 KSFO-AM 2.YIAq 37 KRAK-AM U.7 KRAK-AM U.8 KFAT-FM 0.6 KKHI-AM U.5 KBRG-FM 0.504 

9 KSFX-FM 3.1 KYUU-FM 3.2 KARL-FM 3.6 KNöK-AM 3.0 KNEW-AM 2.91C) 38 KPEN-FM 0.5 K1AZ-FM 0.5 KrIM-FM 0.6 KFAX-AM U.5 KEAK-FM 0.51W 

tU KABL-AM 3.0 KNöR-AM 2.9 KIUI-FM 3.3 KAöL-AM 3.0 KMSL-AM 2.öAMI 39 KREU-FM U.S K1IM-FM 0.5 KKHI-AM 0.b KPEN-FM 0.4 KZSr-FM 0.51Aq 

11 KNEW-AM 3.0 KSFU-AM 2.8 KNEW-AM 3.1 KNEW-AM 3.0 KIUI-FM 2.71ÁC1 40 KEAK-)M U.4 KEAK-FM U.S KUFY-AM 0.5 KRAK -AM U.4 KFAT-FM U.41C) 

12 KYUU-FM 2.9 KUME-FM 2.8 KöLX-FM 2.6 KBLX-FM 3.0 KAöL-FM 2.71M 41 KFAX-AM 0.4 KIUI-AM 04 KPEN-FM U.4 KEAR-FM 0.4 KSKO-AM ./1Áq 

13 KAöL-FM 2.7 KBLX-FM 2.8 KUME-FM 2.6 KYUU-FM 2.6 KBLX-FM 2.6001 42 K1AZ-FM U.4 KIöE-AM 03 KIöE-AM 0.4 KKIS-AM 0.3 KPEN-Fm 0./1Áq 

14 KBL%-FM 2.6 KSfX-FM 2.8 KUIT-FM 2.3 KYA -AM 2.6 KYUU-FM I.SUq 43 KSKU-AM 0.4 KLST-FM 0.4 KIBE-AM 0.3 KREU-FM 0.404 

15 KIUI-FM 2.5 KARL-FM 2.7 KARL-AM 2.2 KUIT-FM 2.5 KöAY-FM 2.40RR 44 K1ST-FM U.4 KRAK-AM 0.4 KIöE-AM U.31 
16 KUME-FM 2.5 KOIT-FM 2.b KFUG-FM 2.2 KUTA-AM 2.2 KSFX-FM 2.1N) 45 KI13E-AM 0.4 KKE -AM U,4 

17 KUIT-FM 2.3 KIUI-FM 2.5 KSFX-FM 2.1 KABL-FM 2.2 KUME-FM 2.U1Á) 46 KREU-FM 0.3 

18 KSAN-FM 1.9 KSAN-FM 2.1 KSAN-FM 2.1 KSAN-FM 1.9 KUIT-FM 2.UOM 47 KFAR-FM 0.3 
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i 
`The Bay Area's 

1 
Music Station 

Delivering the affluent 
18 -49 adults 

Contact Jack Masla & Co. 

*Sain Francisco, Oakland, San Jose 

KSOL - San Mateo, Ca. 

All Iv "bitron audience estimates are subject to qualifications given in the Arbitron report. 
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Jsan Jose 
Fall '81 Market Overview 

METRO RANK 

KBAY became the new number one local station in the San Jose 
metro (contained within the San Francisco market) while on the AOR 
front KSJO surpassed fixture KOME. Overall, KGO remained the top 
station in the market while KLOK and KFRC posted advances. The 
diary return comparisons between fall '80, the first Quarterly Measure- 
ment sweep for this metro, and the fall '81 survey show that in -tab was 
comparable for the two surveys. Ethnic in -tab was down in the most re- 

cent report. 
KLOK tried some interesting improvements that appear to have 

paid off. The station's morning drive sound is now comprised of four 
people, personalities and newspeople. A male /female team is now used 
in middays, adding to the team concept on the station. TV advertising 

28\ 
was used to spread the word about the KLOK sound. Among San Jose 
stations, KLOK was second 25 -54 to KBAY's Beautiful Music appeal. 

The young adult battle heated up with KSJO hiring John Sebastian 
to tackle longtime AOR power KOME. In this report KSJO almost tripled 
its teen shares while the two stations tied for lead among 18 -34 males. 
On an 18 -34 adult overview KSJO looked stronger, tied for the lead 
among local stations with KEZR, the CHR standout. 

KSJO made some wholesale changes for this sweep. The station 
spent more on advertising, used 100 billboards, traded some TV time, 
and generally maintained a higher visibility profile than in the past. 
Sebastian streamlined the music and all the DJ's were replaced with 
new talent. 

Keep an eye on this battle. It will be worthwhile watching to see 
what countermoves KOME comes up with. 

8.8 

18 -34 
25% 

25 -54 
47% 

7.0 

18 -34 
17% 

18 -34 
61% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 
A -AOR, AC- Adult/ Contemporary, B- 81ack, BB-ffig Band, BM- 
Beautiful Music. C-Country, CLCia.9sicd, Easy Listening, 
J -Jazz, IA-Miscellaneous. N -News, 0-Oldies, RContempon3ry 
HR Radio, FR.-Religious, SSpanish, T -Talk, U -Urban Contem- 

porary. 

18 -34 
55% 

4.9 4.9 4.9 

18 -34 
46% 

18 -34 
23% 

18 -34 
78% 

4.8 

18 -34 
74% 

18 -34 
83% 

25 -54 
44% 

25 -54 
65% 

25 -54 
29% 

25 -54 
28% 

25 -54 
51% 

25 -54 
18% 

25 -54 
30% 

25 -54 
49% 

18 -34 
4% 

25 -54 
29% 

KBAY KLOK KSOL KFRC KCBS KSJO KOME KEZR KLIV 

AM (T) FM (BM) AM (AC) FM (B) AM (R) AM (N) FM (A) FM (A) FM (R) AM (BB) 

1851 
1806 1769 

1699 

1483 

12+ Cume 

1351 
1285 1243 

1127 1103 

AKM 

O 
M 

RC 
I 

L51,1) .11.04, 
FY IYAI 

KaA ;14 JI0 

I FM IR I FM (BI FM 

1(0A1 

C 1 

AC 

BM 

R R 
AOR 

MZSC. 

C 

8.8 

7.8 
6 8 

6 1 

le .e Format Reach 
14.1 

12.8 

I1.0 
BB 3.0 
CL 

0 '2.8 
S 
...2.3 

RL 

.e.4 

5.3 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 

POP(UU): 11056 

FALL 
1980 

WINTER 
1981 

1 KGU -AM 9.6 KCO -AM 9.1 
2 KBAY-FM 5.9 ROME-FM 6.8 
KSUL-FM 5.7 KBAY-FM 6.0 

4 KUME-FM 5.4 KSOL -FM 5.5 
5 ICE ZR-FM 5.1 KLUK-AM 4.9 
b KCBS-AM 4.8 KEIK-FM 4.7 
7 KLUK-AM 4.4 KYUU-FM 4.1 
ö KEEN-AM 4.4 KCBS-AM 4.0 
9 KFRC-AM 3.9 KEEN-AM 3.8 
10 KARA-FM 3.7 KARA-FM 3.5 
11 KFOC-FM 3.5 KFRC-AM 3.4 
12 KNBR-AM 3.0 KIUI-FM 3.2 
13 K510-FM 2.6 KULX-FM 2.8 

SPRING FALL 
1981 1981 

KGO -AM 
KUME-FM 
KUAY-FM 
KEZR-FM 
KSUL-FM 
KLOK-AM 
KFRC -AM 
KEEN-AM 
KCBS-AM 
KNBK-AM 
KARA-FM 
KUIT- FM 
KSFO-AM 

7.9 KGU -AM 
7.6 RIMY -Fm 
6.2 KLOK-AM 
5.6 KSOL-FM 
5.6 KFRC-AM 
4.8 KCBS-AM 
3.7 KSJU- FM 
3.4 KOME-FM 
3.3 KEZR-FM 
3.3 KLIV-AM 
3.3 KI 0I-Fm 
3.1 KV BR-AM 
2.8 KARA-FM 

ö.8 (1) 

7.0 cam 
5.2 (AC) 

5.1m 
4.998 
4.9 e4 
4. 9 (A) 

4 . 8 (A) 

4.5 (R) 

3.U(118) 
L 9 (AC) 

2 . 9 (AC) 

2.8 (0) 

14 KYUU-FM 
15 KIUJ- FM 
16 KAB L-AM 
17 KSFX-FM 
18 KSFO-AM 
19 KUI F-FM 
20 KL I V-AM 
21 KBLX-FM 
22 KEEN-FM 
23 KFAT-FM 
24 KNEW-AM 
25 KMEL-FM 
26 KUFC-FM 
27 KSAN-FM 
28 KABL -FM 
29 KKHI-FM 
30 RYA -FM 
31 KXKX-AM 
32 KNTA-AM 
33 KYA -AM 
34 KMEX - FM 
35 KCBS-FM 
36 KUTA-AM 
37 KILIE-AM 
38 KFAX-AM 
39 KKHI-AM 
40 
41 

42 

2.6 KOIT-FM 
2.5 KSJO-FM 
2.5 KSFX -FM 
2.2 KFOC-FM 
2.2 KLIV-AM 
2.0 KNBR-AM 
2.0 KMEL-FM 
1.7 KFAT-FM 
1.6 KABL-AM 
1.6 KSFO-AM 
1.3 KYA -AM 
0.9 KNEW-AM 
0.9 KSAN-FM 
0.9 KABL- FM 
U.9 KNTA-AM 
U.8 KUON-FM 
U.7 KUFC-FM 
0.7 KAZA-AM 
0.7 KXKX-AM 
0.7 KEEN-FM 
0.6 KYA -FM 
0.4 KFAX-AM 
0.4 KKVE-FM 
0.4 KCBS-FM 
0.4 KMPX-FM 
0.1 KOIA-AM 

KKHI -FM 
KIBE-AM 
KK HI -AM 

2.7 KYUU-FM 
2.5 KIUI - FM 
2.2 KF(X:-FM 
2.2 KSJO-FM 
2.0 KSFX-FM 
1.7 KFAr-FM 
1.7 KBLX-FM 
1.6 KLIV-AM 
1.3 KABL-AM 
1.2 KEEN-FM 
1.1 KUFC - FM 
1.1 KNEW-AM 
1.1 KSAN-FM 
1.0 KMEL-FM 
1.0 KASL-FM 
1.0 KIBE-AM 
0.9 KOIA -AM 
0.9 KRVE-FM 
0.9 KAZA-AM 
0.8 KYA -AM 
0.7 KMPX-FM 
0.6 KKHI-FM 
0.6 KFAX -AM 
U . 5 KNTA-AM 
0.5 KYA -FM 
U.4 REAR -FM 
0.4 KUON-FM 
0.4 KCBS-FM 
0.2 KKHI-AM 

2.8 KEEN-AM 
2.4 KBLX-FM 
2.4 KYUU-FM 
2.0 KUIT-FM 
1.9 KSAN-FM 
1.9 KYA -AM 
1.9 KNTA-AM 
1.b KABL-FM 
1.ti KMEL-FM 
1.5 KOFC-FM 
1.5 KFOG-FM 
1.4 KFAT-FM 
1.4 KEEN-FM 
1.1 KSFU-AM 
1.0 KSFX-FM 
0.9 KNEW-AM 
0.8 KABL-AM 
0.8 KUTA-AM 
0.7 KMPX-FM 
0.7 KKHI-FM 
U.7 KAZA-AM 
0.7 KI BE-AM 
0.6 KCBS-FM 
0.5 KFAX-AM 
U.4 KXRX-AM 
U.4 KLHT-FM 
0.3 KKHI-AM 
0.3 
U.2 

2.51C) 
2 . S IM) 

2 .3 (AC) 

2.31BA1) 
2 . U (C) 

1.799 
1.bK) 
1.5(BM) 
1 .3 IA) 

1 . 3 (CL) 

1 3 MAR 

1 .2 (C) 

1 .2 (AC) 

1 . 1 (AC) 

1.101) 
1.11C) 
1.1 KM) 

1.0 K) 
0.9 (WA) 

U . 8 (CL) 

0.7 (S) 

0.6 (CU 

0.6 K) 
U.4 (RL) 

U.4 (19 

U. 4 (AC) 

U . 1 (CL) 
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fseattie- 
Everett-Tacoma 

Fall '81 Market Overview 

Bonneville's KIRO and KSEA made advances in this report, while 
KISW slipped owing to increases by KZOK -FM, and KBLE carved a 

niche in its first full survey. Overall market in -tab was down about 10% 
compared to the spring '81 sweep. 

Traditionally KIRO does well in the fall sweeps when the station has 

such major sports broadcasts as Seahawks football and Sonics basket- 
ball. This past fall was no exception as the KIRO numbers propelled the 

station to the top rung in the market. KIRO was tops 25 -54 with almost 
a 10 share. KIRO, KOMO, and KSEA led the market when it came to 

adults 35 +. 

METRO RANK 1 

For the demos under 35 there was a new phenomenon to keep an 
eye on. First Media's KBLE went from 1.9 -5.3 in its first full survey. 
The CHR entry moved to second place among women 18 -34. Helping 
to build that kind of appeal were advertising on TV and billboards and a 
$10,000 "guarantee" of 51 minutes of music per hour. 

Tops still among adults 18 -34 and men 18 -34 was (KISW, the 
leading AOR. With more than a 30 share of teens, the station scored 
well 12+ as well as hitting the 18 -34 demos squarely. KISW suffered 
some male losses this sweep due to KZOK -FM more than doubling its 
male score. KZOK -FM's teen numbers rose too but not to the KISW 
level. It will be interesting to see how the AOR battle goes in upcoming 
books. 

9.5 

18 -34 
24% 

25 -54 
50% 

AM 

7.9 

18 -34 
64% 

25-54 
13% 

6.7 

18 -34 
14% 

25 -54 
45% 

6.1 

18 -34 
16% 

25 -54 
30% 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 
A -AOR, AC- Adutt/Contemporary, 881eck, nag Bend, BM- 

Beautiful Music, CCountry, CL-Classical, B-Easy Listening, 
J-Jazz, IA-Miscellaneous, N -News, O- 04die8. RContemporsry 
Hit Redo, RL- Rekgious S Spanish, T -Tak, U -Urban Contem- 

5.3 

18 -34 
54% 

25-54 
36% 

4.1 
18 -34 
76% 

25-54 
25% 

3.7 3.6 

18 -34 
84% 

25 -54 
73% 

18 -34 
36% 

25 -54 
81% 

3.3 

18 -34 
75% 

25 -54 
70% 

3.1 
18 -34 
29% 

25 -54 
64% 

(N) FM (A) AM (AC) FM (BM) FM (R) FM (A) FM (A) FM (CL) FM (AC) AM (N) 

4827 

3572 

2483 2422 2343 

12+ Cume 

1977 1989 1940 
1822 1741 

MAO KOMO KMW KJR MILE KVI KING KSEA KZOK KZAM 

AM (N) AM !ACI FM IAI AM IPI FM IRI AM IN) AM (AC) FM (BM) FM IA) FM (Ai 

AC 

AOR 

BM 

19.4 Format Reach 

18.3 

13.3 
12.8 

i2 1 

10.0 

MISC. 

CL 

RL 3 1 

0 i .7 

J 
me1 .5 

3.8 

8.4 

Share Trends 
Persons 12+ Mon -Sun 6AM -Mid 15 KNBIl-FM 2.9 KMPS-FM 2.6 KNBIl-FM 2.8 (R) 

POP( 00): 17943 16 KMPS-FM 2.5 KEZX-FM 2.5 KING-AM 2.7 (AC) 

17 KING-FM 2.5 KBRL)-FM 2.4 KMPS-FM 2.7 (CI 

FALL 
1980 

SPRING 
1981 

FALL 
1981 

18 
19 
20 

KV! -AM 
KTAC-AM 
KBRD-FM 

2.4 
2.3 
2.2 

KXA -AM 
KING-FM 
KZOK-FM 

2.4 
2.3 
2.3 

KIXI-FM 
KYYX-FM 
KRPM-FM 

2.5 (AC) 

2.4 (R) 

2 .2 (C) 

1 KIRO-AM 10.6 KISW-FM 8.6 KIRO-AM 9.5 (N) 21 KAYO-AM 1.9 KöLE-FM 1.9 KEZX-FM 2 . 1 (AC) 

2 KUMO-AM 8.3 KIRO-AM 8.1 KISW-FM 7.9 (A) 22 KXA -AM 1.8 K3I0-FM 1.8 KBIQ-FM 2.0 (RL) 

3 KISW-FM 7.3 KOMO-AM 6.3 KOMO-AM 6.7 (AC) 2 3 KB Ill-FM 1.4 KRPM-FM 1.7 KXA -AM 1.7 (o) 

4 Kilt -AM 5.2 KSEA-FM 5.2 KSEA-FM 6.1 (BM) 24 KRPM-FM 1.0 KGDN-AM 1.6 KJZL-AM 1.5 (J) 

5 KSEA-FM 4.8 KVi -AM 4.8 KBLE-FM 5.3 (R) 25 KGLXJ-AM 0.9 KTAC-AM 1.4 K TAC -AM 1 . 1 (AC) 

6 KYYX-FM 4.3 '<JR -AM 4.7 KZOK-FM 4.1 (A) 26 KYAC-AM 0.8 KAYO-AM 1.2 KGDN-AM 1 .1 (AL) 

7 KPLL-FM 3.9 KYYX- FM 4.5 KZAM-FM 3.7 (A) 27 KTNT-AM 0.8 KWYL-AM 1.2 KAYO-AM 0. 8 (C) 

8 KLAM-FM 3.b KN13(1-FM 4.2 KING-FM 3.b (CL) 18 KWYZ-AM 0.7 KMO -AM 1.0 KMO -AM 0.8 (C) 

9 KEZX-FM 3.5 KING-AM 4.1 KPLZ-FM 3 . 3 (AC) 2 9 K Z OK -AM 0.7 KEX -AM U.5 KTNT-AM U . 6 (AC) 

1U KING-AM 3.5 KIXI-FM 4.0 KVI -AM 3.1 (N) 3u KRKO-AM 0.6 KKFX-AM U.5 KZOK-AM 0.6 (A) 

11 KIXI -AM 3.4 KIXI-AM 3.3 KIXI-AM 3 . 0 1 8 M ) 3 1 K1;0 -AM 0.4 KZOK-AM 0.4 KWYZ-AM 0. 6 (C) 

12 KI XI-FM 2.9 KPLL-FM 3.1 KBRU-FM 3.0 (BM) 32 KRPM-AM 0.4 KTNT-AM 0.4 KKFX-AM 0 . 4 (AC) 

13 KMPS-AM 1.9 KLAM-FM 2.8 KMPS-AM 2. 9 (C) 3 3 KB L E -AM U.3 
14 KZOK-FM 1.9 KMPS-AM 2.6 '<JR -AM 2.8 (R) 34 KLAM-AM 0.2 
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!ITampa- _ 
-5 St. Petersburg 
cc 
cc 

0 
o_ 
w 

Fall '81 Market Overview 
For the first time in memory WWBA -FM doesn't lead the Tampa 

Q Bay market. The Beautiful Music standby slipped to third while com- 

petitors WJYW and WFLA -FM held steady in their scores. The new 1 -2 
cc 

pairing is WRBO, with a tremendous 25 -34 core of listeners, and 

WQYK, the Country leader. The returned diary count for this fall sweep 
co was virtually identical to that for the fall '80 sweep. 
rn 

WRBQ had one of those books that gladdens the heart of a sales 

manager. The station came out tops among adults 18 -34 (with almost a 

20 share) as well as 25 -54 (with almost a 16). The key to this strength 

was that almost 40% of WRBQ's audience came from the 25 -34 cell. 

Consistent programming, billboard advertising, and ongoing cash 

payoff promotions on -air combined to make WRBQ the new pacesetter 

METRO RANK \, 

in the Tampa Bay metro. 

While WRBQ dominated most 18 -34 breakouts, the male 18 -34 
contest was a close one. WRBQ barely edged out WYNF, which 
posted solid gains this time around. Both were in the 18 share range 

among men 18 -34. Male and teen audiences increased approximately 
50% for WYNF, likely due to the influence of programming consultant 
John Sebastian's first book. WYNF surpassed WQXM with this effort, 

so it will be interesting to see how this battle shapes up down the road. 

One of the more interesting stories of this survey was WDAE's. 
The station went to a Big Band sound and made it pay off in a market 
where the biggest demographic is adults 65 +. WDAE scored res- 
pectable numbers in its first effort, doubling its shares throughout the 
week. 

9.7 Audience RanklComposition 
Average 12+ Share 

8.4 8.4 

7.3 7.2 

5.7 
5.1 5.0 4.9 

4.6 
18-34 18 -34 18 -34 18-34 18 -34 18 -34 18 -34 18 -34 18-34 18 -34 
59% 18% 9% 16% 8% 8% 23% 81% 54% 52% 

25-54 25-54 25 -54 25 -54 25 -54 25 -54 25-54 25 -54 25 -54 25 -54 
59% 52% 25% 38% 33% 18% 44% 29% 18% 42% 

WRBO WOYK WWBA WSUN WJYW WFLA WFLA WYNF WOXM WCKX 

FM (R) FM (C) FM (BM) AM (C) FM (BM) FM (BM AM (AC) FM (A) FM (A) FM (R) 

2923 12+ Cume 
2394 

2181 
2114 2080 2079 

2011 
1885 

1801 1793 

WRBQ WSUN WFLA WJYW WOYX WFLA WWBA WCK% WDAE WOXM 

FM IRI AM ICI AM ACI FM BMI FM ICI FM IBM) FM IBMI FM IRI AM (BB) FM IAI 

BM 

C - 

R - 
AC 

AOR - 

BB 

10.1 

9.9 

22.5 Format Reach 
MISC. 

18.4 8.3 

B 
14.3 X5.1 

T 

mm2.3 

N 

-1 .5 

o 

ö YVKBQ-FM 5.5 WFLA-AM 5.5 WFLA-FM 5.1 WYNF-FM 5.UTA) 

Share Trends 9 

lU 
WQXM-FM 
WWLF-AM 

4.b 
4.2 

WFLA-FM 
WWBA-AM 

5.0 
4.4 

WFLA-AM 
WYNF-FM 

4.1 
3.b 

WQXM-FM 
WCKX-FM 

4.918) 
4.6P0 

11 WUAE-AM 4.1 WYNF-FM 3.7 WTMP-AM 3.3 WUAE-AM 4.60M 
Persons 12+ Mon -Sun 6AM -Mid 12 WYNF-FM 3.9 WPLP-AM 3.3 WPLP -AM 2.8 WTMP -AM 3.488 

13 WLCY-AM 2.7 WOAE-AM 2.8 WTAN-AM 2.4 WGUL-AM 2.9188) 

14 WPLP-AM 2.7 WSKZ-FM 2.2 WDAE-AM 2.3 WSKL-FM 2.80D) 

PuP(UU): 14382 15 8582-FM 2.4 WLCY-AM 2.1 WLCY-AM 2.3 WPLP-AM 2.301 
16 WIMP-AM 2.1 WGUL-AM 2.1 WSKZ-FM 2.0 WKXB-AM 1.718 

FALL WINTER SPRING FALL 17 

18 

WGUL-AM 
WTAN-AM 

1.9 
1.b 

WTMP-AM 
WTAN-AM 

2.0 
1.3 

WWLF-AM 
WYUU-AM 

1.7 
1.6 

WWLF-AM 
WNSI-AM 

1.60M 
1.504 

1980 1981 1981 1981 19 WKXB-AM U.7 WKXB-AM 1.0 WKXB-AM 1.5 WAZE-AM 1.1(AQ 

20 WYUU-AM U.7 WPAS-AM U.b WGUL-AM 1.2 WPLA-AM 0.7 1C) 

1 WWöA-FM 10.6 WWBA-FM 9.6 WW8A-FM 10.5 WREN-FM 9.71R) 21 WWV-FM U.7 WHBS-FM 0.b WUUV-FM U.7 WTAN-AM 0.7(40 

2 WQYK-FM 9.7 W1YW-FM 9.1 WQYK-FM 9.3 WQYK-FM 8.4IC) 22 WHöS-FM U.b WUUV-FM 0.5 WPSU-FM 0.6 WWV-FM 0.6 MI 

3 WJYW-FM 7.3 WCKX-FM 8.2 WKöQ-FM 8.8 WWBA-FM 8.48m) 23 WPLA-AM 0.5 WINQ-AM U.S WI-185-FM 0.b WHBS-FM U.ti100 

4 WSUN-AM b.5 WQYK-FM 8.1 WJYW-FM 7.8 WSUN-AM 7.31C) 24 WALE-AM U.4 WPLA-AM 0.4 WINQ-AM U.S WPSU-FM U.510) 

5 WFLA-FM ti.0 WSUN-AM 6.3 WQXM-FM 6.9 W1YW-FM 7.21BM) 25 WTIS-AM U.S WSST-AM U.4 WPLA-AM U.4 WTYM-AM 0.464c) 

6 WCKX-FM 5.9 WKBQ-FM 6.1 WSUN-AM 6.9 WFLA-FM 5.7 80.8 26 WPSU-FM 0.3 WTIS-AM U.3 WAZE-AM 0.4 

7 WFLA-AM S.7 WQXM-FM 5.9 WCKX-FM 6.0 WFLA-AM 5.114C1 27 WPSU-FM U.3 
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e 

JWashington, D.C. 

Fall '81 Market Overview 

The pecking order in Washington remained strikingly similar this 

sweep, with WMAL, WKYS, and WGAY -FM holding their 1 -2 -3 posi- 

tions. WMAL topped the 25 -54 demos, WKYS led among adults 

18 -34, and WGAY was third among 25 -54 adults, trailing WMAL and 

WKYS. 
WMAL returned to double digits after two soft books. The station's 

male numbers incresed almost across the board, and female figures 

were also up, especially in middays and PM drive. Redskins football and 

other promotions /events gave the station additional sizzle this sweep. 

Externally, WMAL spent more on advertising this survey, with an in- 

creased TV budget, some buses, and minimal newspaper support. 

WKYS, NBC's FM in Washington, had a stable book this sweep, 

staying atop the young adult 18 -34 pile. The WKYS male numbers slip- 

ped somewhat, but that was more than covered by increases among 

women, most particularly in PM drive and the evening. 

METRO RANK 

WHUR, a competitor to WKYS in the Black/Urban field. showed a 

healthy rise this time. Although the station did little in terms of promotion 

and no outside advertising it captured the runner -up spot among 18 -34 
adults. Teen increases, to go along with the young adult female boosts, 

helped the station's 12+ share advance. 
In percentage of increase, WTOP scored a notable jump this 

survey. The station made radical changes in its on -air approach, making 

it easier for listeners to get all the information they need. The 

"Newswheel" idea, borrowed from WCBS, reorganized the on -air clock 
in terms of stories and features. In addition, sports coverage of the local 

pro basketball and hockey teams may have helped WTOP rebound. 

The station did little advertising externally, and on -air the promos were 

limited to the hosts asking the listeners in other dayparts to "join 

us... ' 

Although the station had a soft book, WWDC -FM remained the teen 

leader in Washington. On the CHR front, WPGC -AM & FM passed 

WROX, which suffered a teen loss that was picked up by WPGC. 

10.6 

18 -34 
11% 

25-54 
56% 

8.1 

18 -34 
68% 

25 -54 
53% 

7.8 

18 -34 
20% 

25 -54 
52% 

6.2 

18 -34 
67% 

25 -54 
59% 

WMAL WKYS WGAY W 

Audience Rank /Composition 
Average 12+ Share 

Format Legend 

A -AOR, AC-Adult/Contemporary, 691eck, BB-Bp Bend, BM- 

Beautiful Music. CCountry, CLClassic:4. Easy Listening, 

J-Jazz. MM1ecel ecus. KNews, OOldles, RContemporery 
Hit Radio, RL-Reipious, SSpanish, T -Talk, 11 -Urban Contem- 

5.2 

18 -34 
56% 

25 -54 
44% 

5.1 

18.34 
52% 

25 -54 
24% 

4,6 

18 -34 
61% 

25 -54 
71 % 

4.4 

18 -34 
66% 

25 -54 
77% 

4.0 

18 -34 
14% 

25 -54 
43% 

3.8 

18 -34 
55% 

25 -54 
33% 

R WPGC WWDC WASH WJMD WTOP WROX 

AM (AC) FM (U) FM (BM) FM (B) AF (R) FM (A) FM (AC) FM (AC) AM (N) FM (R) 

5785 

AN MC) 

4218 4153 
3851 

9 
3501 

12+ Cume 

3495 
3130 3032 3018 

-WOW WKYB WPOC WNUR WIIOX WWDC WASH W7OP WOO11 

FM IUI AF IRI FM (B) FM IRI FM IBM) FM (A) FM MC) AM IN) FM (B) 

AC 

BM 

B 

AOR 

R 

u 
55M 

MISC. 

11.8 
I I 4 

10.4 

59.0 

8.1 

8.0 

19.9 Format Reach 
C 

7.1 
CL 

N 

T 

4.2 

4.0 3 4 
RL 

m1.8 
BB 
"1.3 

9 WTUP-AM 3.6 WMZV-FM 3.6 WAVA-FM 4.5 WIMD-FM 4.4 ATOP-AM 4.050 
10 WOUK-FM 3.5 WAVA-FM 3.5 ARC -AM 4.4 WOUK-FM 4.2 WRQX-FM 3.855 

Share Trends 11 

12 

WAVA-FM 
WWL1C-FM 

3.5 

2.7 
WUUK-FM 
WWDC-FM 

3.2 

3.1 

WMZQ-FM 
WUUK-FM 

4.1 

3.7 

WAVA-FM 
WVKX-FM 

3.7 

3.6 

WC)UK-FM 

WRC -AM 

3.5M 
3.4M 

Persons 12+ Mon -Sun 6AM -Mid 13 
14 

WMLQ-FM 
WIMD-FM 

2.6 
2.3 

WTUP-AM 
WEIR-FM 

3.5 
2.8 

WIMU-FM 
WTUP-AM 

3.6 
3.1 

ARC -AM 
Atilt-FM 

3.2 
3.1 

ACAS-FM 
WAVA-FM 

3.41CU 
3.301 

15 WVKX-FM 2.3 WIMU-FM 2.4 WVKX-FM 2.6 WMLQ-FM 3.1 WMLQ-FM 3.38) 
lb WGMS-FM 2.1 WGMS-FM 2.2 WEIR-FM 2.4 WGMS-FM 2.7 rYEIK-FM 3.2155 

POP( OU): 25652 
17 

18 

WEZK-FM 
WPKX-AM 

1.8 
1.5 

WVKX-FM 
WPKX-AM 

2.2 
2.0 

WGMS-FM 
WPKX-AM 

2.3 
1.6 

ATOP-AM 
WETA-FM 

2.3 
1.9 

WVKX-FM 
WMF5-FM 

3.2151 
1.41A) 

19 WYCB-AM 1.4 WYCB-AM 1.6 WYCB-AM 1.3 WYCB-AM 1.7 WOL -AM 1.4M 
2U WHFS-FM 1.2 WHFS-FM 1.1 WGAY-AM 1.2 WAMU-FM 1.2 WEAM-AM 1.31-) 
21 WUST-AM 1.1 WGAY-AM 0.9 WPGC-AM 0.9 *EPA-AM 1.1 WYCB-AM 1.01110 

FALL WINTER SPRING SUMMER FALL 22 
23 

WPGC-AM 
WUL -AM 

1.0 
1.0 

WWUC-AM 
WOL -AM 

0.8 
U8 

WEAM-AM 
WHFS-FM 

0.9 
0.8 

WGMS-AM 
WHFS-FM 

0.8 
0.8 

WGMS-AM 
WUAY-AM 

0.810) 
0.61511 

1980 1981 1981 1981 1981 24 WGAY-AM 0.9 SEAM -AM 0.7 WUST -AM 0.7 WUST -AM 0.8 WUST-AM U.b (W) 

25 WWUC-AM 0.8 WGMS-AM 0.7 WGMS-AM U.7 WGAY-AM 0.8 WWDC-AM 0.651 
1 YYMAL-AM 10.9 WMAL-AM 11.1 WMAL-AM 8.6 WMAL-AM 8.8 WMAL-AM 1U.650 26 WGMS-AM 0.6 WPGC-AM U.7 WUL -AM 0.7 WPFW-FM 0.7 WPKX-AM U.610 

2 *GAY-FM 8.2 WKQX-FM 8.6 'WGAY-FM 7.1 WKYS-FM 7.9 WKYS-FM 8.10A 27 WEAM-AM 0.5 WUST-AM 0.6 WWLx:-.AM 0.6 WWDC-AM 0.7 WPGC-AM 0.5M) 

3 WRQX-FM 7.2 WGAY-FM 8.0 WRQX-FM 6.b WGAY-FM 7.9 Wt:AY-FM 7.8150 28 WXTR-FM 0.5 1.0 WFSI-FM 0.4 WOL -AM 0.6 WXTR-FM 1.1.35p 

4 WKYS-FM 7.0 WKYS-FM 6.9 WPGC-FM 6.4 WWUC-FM 6.0 WHUK-FM 6.2031 29 WIYY-FM 0.4 1.0 WIYY-FM U.3 WPKX-AM 0.6 W%YV-FM 11.31q 

5 WI'L:C-FM 6.7 WASH-FM 6.3 WKYS-FM 6.0 WFU K-FM 5.7 WWUC-FM 5.15) 3U WSMU-AM 0.1 WPGC-AM U.5 

6 WASH-FM 6.2 WfU R-FM 5.1 WWUC-FM 6.0 WASH-FM 5.4 WPGC-FM 4.700 31 WXTR-FM 0.4 

7 ARC -AM 5.8 WPGC-FM 4.8 WASH-FM 5.0 WKQX-FM 5.2 WASH-FM 4.600 32 WLIF-FM 0.4 

8 WHUR-FM 4.7 ARC -AM 4.1 WHUK-FM 4.6 WPGC'-FM 4.4 WIMD-FM 4.4 MC) 33 WFSI-FM 0.3 
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MARKET INDEX 
Albany- Schenectady -Troy 54 

Anaheim -Santa Ana- Garden Grove 55 

Atlanta 56 

Baltimore 58 
Birmingham 59 

Boston 60 
Buffalo 62 
Chicago 64 

Cincinnati 66 

Cleveland 67 

Columbus, OH 68 
Dallas -Fort Worth 69 

Dayton 70 

Denver -Boulder 71 

Detroit 72 

Fort Lauderdale -Hollywood 74 

Greensboro-Winston Salem -High Point 75 

Houston -Galveston. 
Continued from Page 77 
increases helped the station improve its overall share too. 

KRLY expended more ad dollars in this sweep than earlier, with 

concentrations going to billboards and direct mail. The station changed 
logos and became "Love 94" during the summer, ran contests where 
listeners won $1000 if they heard less than three songs in a row, and 

generally garnered more of a presence in the marketplace. Teen shares 
jumped 50% and so did female numbers. 

KRBE adjusted its sound during this sweep, with consultant 
George Johns guiding the station to a softer sound. The station 
became number one among teens, posted good young adult male 
gains, and generally tried to live up to its new slogan "A New 
Beginning." 

KFMK also posted a healthy increase in this book. The station 
became number two 18 -34, skewed the music for the 25+ listener, 
and benefitted from a larger ad budget than used previously. The "Great 
Radio Rebate" contest may have helped - listeners sent the station a 

card, got a dollar back. Over $25,000 was given away. 

Los Angeles 
Continued from Page 80 
the AOR battle, and KFWB strengthened its hold on the News leader- 

ship. 
KABC had better male numbers this sweep than in the fall '80 

survey, and improvement was shown over the summer '81 book too. 

TV and newspaper ads were used to generate visibility. Also, a number 

of promotions, such as saying "goodbye" to the swallows at 

Capistrano, generated much publicity. 

KLOS, the other half of the ABC tandem, also used visibility to get 

worthwhile numbers. The station staged a huge decal campaign with 

widespread distribution, plus T -shirts and memorabilia given away at 

rock concerts. TV, billboards, and newspaper ads were used to plug 

KLOS. Jeff Pollack consults this AOR, which inched past KMET for the 

first time in recent sweeps. KLOS leads among teens while also topping 

KMET in the men 18 -34 category. 
KFWB has built itself into the News leader in L.A., especially among 

male audiences. Over the last three books, KFWB's male numbers 

have risen while those for KNX have slipped. Overall among men, 

KFWB led notably in both drive times and by more than two to one in 

middays. KFWB had a strong 35 -44 core in this book's male breakouts. 

TV, billboards, newspaper and magazine ads were used to promote the 

all -News sound. 

Communication \ Graphics inc 

stickers. 
Ask how ours can be so much 
better at such a terrific price! 

TOLL FREE 1 800 -331 -4438 

WINDOW DECALS BUMPERSTICKERS 

Hartford -New Britain 76 

Houston -Galveston 77 

Indianapolis 78 

Kansas City 79 

Los Angeles 80 

Louisville 82 

Memphis 83 

Miami 84 

Miami -Fort Lauderdale -Hollywood 85 

Milwaukee 86 

Minneapolis -St. Paul 88 

Nashville- Davidson 89 

Nassau -Suffolk 90 

New Orleans 91 

New York 92 

Norfolk- Portsmouth -Newport News -Hampton 94 

Oklahoma City 95 

Philadelphia 96 

Phoenix 97 

Pittsburgh 100 

Portland, OR 102 

Providence -Warwick- Pawtucket 103 

Riverside -San Bernardino-Ontario 104 

Rochester, NY 106 

Sacramento 107 

St. Louis 108 

Salt Lake City -Ogden 110 

San Antonio 111 

San Diego 113 

San Francisco 114 

San Jose 116 

Seattle- Everett- Tacoma 117 

Tampa -St. Petersburg 118 

Washington, DC 119 

Nassau -Suffolk 
Continued from Page 90 
percentage of its audience comprised of 25 -34 year olds, over 46 %. 

WPLJ doubled last fall's male shares with notable gains in mornings 
and middays. The station's teen levels rebounded to the threshold of 
the fall '80 sweep. 

WBAB caught the AOR wave and improved this book. Street 
visibility was an important part of WBAB's thinking, as the station's jocks 
were in clubs three out of every seven days. Promotionally, Stones 
giveaways were a big feature. WBAB awarded stereo systems and 
record catalogues to listeners, as well as sending a few lucky ones to 
see the Stones in concert. 

New York 
Continued from Page 92 
itself. WRKS, which debuted nicely in the middle of the summer sweep, 

attracted enough of the WKTUIWBLS audience to move up impressive- 

ly. A multimedia campaign featuring neighborhood boards, transit, and 

TV was employed. Barry Mayo was brought in from WGCIIChicago as 

Assistant PD to Don Kelly. WRKS did well among young adults, with 

almost 60% of its audience falling in the 18 -34 demo. In this book 

WRKS scored the highest exclusive cume of any New York music sta- 

tion. 
WINS made some notable strides in this sweep. The station was 

able to add more than one full share to its tally, due largely to the 

strength of its 55+ audience. 
WPLJ equalled its best share ever. Part of the reason for the suc- 

cess of this leading AOR was an ad campaign built around TV and tran- 

sit. Promotionally WPLJ tied into the Rolling Stones tour, sending 

listeners to see the group as it toured the U.S. WPLJ skewed young, 

with 76% of its audience falling into the 12 -24 demo. 

WYNY led the Adult Contemporary parade. 99% of the station's ad 

budget was spent on TV, running spots that emphasized the musical 

qualities of WYNY. New morning man Bruce Bradley joined the on -air 

lineup. 
WNBC remained the top CHR station in the Big Apple. Increases in 

the station's male numbers, especially in AM drive, plus teen boosts, 

gave WNBC the impetus needed to rebound from a slip in the summer 

results. 
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APRIL 4 
IN DALLAS 

CIS ' 
THE SECRET 

OF YOUTH 

Build your 18 -34 audience with RADIORADIO, the new CBS 
network radio service specifically directed to young adults. 

RADIORADIO goes on air April 26 with a new 
direction in CBS News, special features on life- styles and 
trends, exclusive live- recorded concerts, music specials 
featuring live phone -in interviews with today's hottest 

recording artists, and more. All designed to blend in with 
your station's sound. 

RADIORADIO affiliates include the top stations in 
top markets across the country. They've already discov- 
ered our secret and so should you. April 4 -7 at the NAB, 
visit Suite 2622 at the Hyatt Regency. 

Join the leaders: RADIORADIO's growing list of affiliates. 
New York, NY 

M WCBS FM 
I Chicago, Iti. 

M WBBM FM 
t San Francisco, CA 
R KRQR(FM) 
1 Philadelphia, PA 
M %CAL" FM 

Boston, MA 
d WEEI FM 
f0 St. Louis. M(1 
M KMOXFM 
V Phoena. AZ 
M KOOLFM 
1 Buffalo. NY 
M WPHD(FM) 

Sorlolk. VA 

MONDE (FM) 
Columbus, OH 
WXGT (FM) 
Hartford. CT 

WIOF(FM) 
Louisville, KY 
WKJJ (FM) 

Ba,on Rouge, LA 
WAFB (FM) 
Baltimore, MD 
WKTK (FM) 

Dayton, OH 
WVUD(FM) 
-an Diego. CA 
CIFM FM) 

Mon eatw,lis. 
WCCO FM 
Allentown, PA 

WLEV (FM) 
Detroit. MI 

WCZY(FM) 
Los Angeles, CA 
KWST(FM) 
Houston, TX 
KRLY (FM) 
Cleveland, OH 

W(V(VM (FM) 

'ruvideuce, Kl 

WBRU (FM) 
Lake City. FL 

W NFQ (FM) 
Dodge City, KS 

KDCK(FM) 
Laramie. WY 
KIOZ (FM) 
Albany. NY 

WQBK(FM) 

F.sr:mat., MI 

WFNN (FIN) 
Cookeville, TN 
WHUB(FM) 

Colby. KS 

KXXX(FM) 

Kod usler. N H 

WWNH (FM) 
Tazewell. VA 
WTZE FM 

Great Falls. MT 
KLFM (FM) 

Barre, VT Scranton, PA y 

MAX (FM) WGBI FM W 
Two Rivers, WI Coquille, OR Cl 
WQTC(FM) KSHRAM /FM WI 

Osage Beach. MO Wisconsin Rapids, WI F 

KYLC(FM) WWRW(FM) WN 

Pullman, WA Ephrata WA Pic 
KQQQ (FM) KTRQ FM W 

Rock Island- Moline- Moses, WA 
Davenport KTRM 
WHBF FM Tampa 

Fitchburg, MA St. Petersburg, FL 
WFMP(FM) WSRZFM 
Las Vegas, NV Wheeling. WV 
KUDO FM WOMP FM 

St. Augustine, FL Wenatchee, WA 
WFOY(FM) KTRW FM 

Kr 
Ph 

Bt 
WI 

Y'r 

K 
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A new direction that offers 
the most unique news, sports 
and special feature package in 
network radio. A three minute 
solid -block of news. High pow - 
ered, succinct sports reports by 
pros Bob Buck and Don Chev- 
rier. "To Your Good Health " -a 

.' minute -and -a -half actionable 
feature on nutrition and fitness 
with Dr. Paul Donohue. Plus 

other informative features on 
how to cope and grow in the 
most exciting, most challenging 
society ever. ABC Direction 
Radio NetworlG is the fastest 
growing network in the business. 
The reason is simple. It works. It 

builds audience. Put Direction to 
work for you. Call: Charles A. 
King, Vice President at (212) 
887 -5761 or Vincent A. Giardina 
Director at (212) 887 -5636. 

THE LIFESTYLE 
NETWORK SERVICE 
THAT DELIVERS THE 
NEW GENERATION 
OF ADULT LISTENERS! 

WELCOME 
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