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RACE STIRS RAFT OF )F CONTROVERSY

793 Wins Contested Raft Race

Atlanta’s “Ramblin’ Raft Race"’
finally has a radio sponsor, and for
the first time in 10 years it's not
wQXl. Instead, Top 40 rival Z93
will be running the race, perhaps
the biggest radio promotion in the
nation, with the cooperation of the
American Rafting Association.

The Atlanta raft race tradition
began in 1969 when a group of
Georgia Tech students challenged
the WQXI air staff to a race down
the Chattahoochee River. It be-
came a massive event, with 8000
rafts competing in 1978 before a
crowd estimated as high as 600,000
along the 9.2 mile course. When
it began to develop into more than
a collegiate prank, the American
Rafting Association was formed to
administer the contest, with the
ARA and WQXT entering into an
annual partnership.

Financial Snags
Muddy The Waters

This year financial negotiations
between the two partners broke
down in a dispute over the ARA's
price tag, and the association
went across town to Z93 and came
to an agreement. Z93 began pro-
moting the event, and since the
ARA had a state permit to use the
river, it looked like a great coup
for Z93. But WQXI, moving quick-
ly, secured a Fulton County per-
mit (over a competing petition
from the ARA), for Morgan Falls,
the race’s starting point, pledging
to donate all proceeds to charity;
and the future of the race itself
was thrown into doubt. The story
hit the local newspapers in a big
way, complete with a whole raft of
pictures and flowery introductions
picturing WQXI GM Jerry Blum
as a ‘“tragic Shakespearean figure”
sorely beset by the loss of the raft

in Atlanta at this point was if the
race would come off at all.

WQXI went to court, Blum told
R&R, to charge that the state
“acted arbitarily and in a caprici-
ous manner’’ by granting the river

Contlnued on Page 29

Taking their cue from the low-

STATIONS SLASH GAS PRICES CROSS-COUNTRY

Radio Gas War In Chlcago

priced gasoline promotions of the
mid-Seventies (and taking into ac-
count “the book’” as well), radio
stations all across the country
have revived the timely concept of
offering listeners a chance to fill
their tanks at a substantial sav-
ings. Nowhere has this promotion
caught fire as strongly as Chicago,
where a “‘gas war’’ of sorts has
erupted between rival Black-
formatted stations WJPC and
WVON.

According to WJPC Program
Director Tom Joiner, when WJPC
announced that they would be
selling gas on Saturday (4-28) for
33 cents a gallon, WVON Program
Director Ernest James took to the
airwaves with an editorial in
which he revealed that on the fol-

SUSPENDED OVER OUTSIDE APPEARANCES

KGB Chicken’s Out

The KGB Chicken, radio’s best-
known station mascot, has been
suspended by KGB over a dispute
about outside appearances. Ted
Giannoulas, who seems ideally
suited to his chicken-suited role,
has been unsuited (though under
terms of his contract the station is
still shelling out his salary). and
a KGB staffer has'been deputized
to act as a chicken substitute at
local appearances.

The station stated, “‘KGB sus:
pends Ted Giannoulas due to a dis-
pute that has arisen over owner-
ship rights relating to the KGB
Chicken and other breaches of his
employment agreement. KGB con-
tends the concept and costumes
belong to KGB to be used pri-
marily for the entertainment and
enjoyment of all San Diegans.
Until this dispute is resolved, KGB
will continue to support the KGB
Chicken without the services of
Mr. Giannoulas.”

KGB GM Jim Price explained to
R&R, ‘“The agreement we signed
with him enabled him to make
appearances outside of San Diego
County and charge for them
but he had to clear those appear-
ances with us first, and he wasn’t
doing that. On more than one oc-
casion he appeared out of town
without the KGB insignia on his

City Kings playoff game back in
K.C. without the call letters, after
he’d met with the station owners,
who had told him he couldn't ap-
pear without the call letters on his
vest. The other thing that was hap-
pening was that he wasn’t making
the sort of grass roots appearances
Continued on Page 28

ists stack up behind.
lowing Saturday (55). WVON
would be offering listeners gas for
13.9 cents per gallon. Fighting fire
with fire, Joiner has vowed that
the next Saturday (5-12), WJPC
intends to give away gasoline.
Joiner readily admits the idea
is not novel and that two years
ago, when he was working at
WVON, the station ran a similar
promotion; he views WVON’s cur-
rent action as “‘imitation being the
sincerest form of flattery.’”” Joiner
adds that since WJPC is the only
black-owned and operated station
in Chicago the promotion is ‘‘not
so much a hype as an obligation.”
Furthermore, Joiner claims that
this is not the first of his promo-
tions to be stolen by a Chicago sta-
tion; that WLS’s morning man

REPORTS TERMED “EXTREMELY MISLEADING”

WABC Declares No Disco Format Switch

They said it couldn’t happen. and
it didn’t — contrary to published
reports last week, WABC/New
York has not changed its format to
Disco. ABC Radio VP of Program-
ming Rick Sklar told R&R, “WABC
has not gone Disco; it's simply
not the case.” Henry Kavett, ABC
Radio’s Director of Public Rela-
tions-designate, echoed Sklar’s
words, stating. “The station has
taken the position that it has not
and is not contemplating any change
of format, and has maintained its
status as a mass appeal radio sta-
tion, as it has been for 15 years.”

A front page headline in Bill-
board’s April 28, 1979 issue had pro-
claimed “WABC N.Y. Turns To
Disco,” while the first paragraph
of the accompanying story (co-
written by the magazine’s Radio-

“What would have seemed unthink-
able only a few weeks ago has
happened — WABC-AM, swept a-
long on the wave of disco popular-
ity, has changed its format to dis-
c0.” An inside headline over the
story’s continuation reiterated,
“Couldn’t Happen, But It Does;
N.Y. WABC-AM Veers To Disco.”

«Off-Base Story"’

Responding to the story’s appear-
ance, Sklar told R&R, “It was an
off-base story, and it’s very bother-
some when a major publication
like Billboard puts something like
that on their front page. The head-
line was extremely misleading.”
Kavett reaffirmed that position,
saying, ““It is incorrect.”

Curiously, the Billboard article,

WBBG/Cleveland Executive Secretary Denise Cye pumps gas as motor-

Larry Lujack took Joiner’s free
coffee and cocoa breakfasts idea
to the streets of the Windy City
earlier this year. However, Joiner
looks at the competition philoso-
phically, stating he’s “glad to see
other stations doing the same
things because it provides addi-
tional service to the community.”

Meanwhile, WVON Program
Director Ernest James stood be-
hind what he termed WVON’s
history as a community-minded
radio station, mentioning the
original idea was generated at
WVON. James also said that the
gasoline sale was part of an earlier
promot:on the station had been
running whereby listeners could

*win the car of their choice plus the

Continued on Page 29

portion that WABC *has virtually
dismantled its contemporary hits
format,” presents in its page 34
continuation a number of quotes
from WABC PD Glenn Morgan
which apparently point to a differ-
ent conclusion. Morgan is quoted
as saying “‘we don’t promote our-
selves as a generic station” (such
as, Billboard points out, WKTU
calling itself “Disco 92'’). He says,
“We play all the hits,” and Bill-
board admits that Frank Mills’s
“Music Box Dancer,” a record not
remotely resembling disco, is
played.

Sklar declared, “Anyone who is
curious should listen to the radio
stations — then they’ll know we’re
not Disco.” Kavett commented
that WABC provided an ‘‘uptempo
sound with a proportionate amount

race to his rivals. The big question  outfit. He appeared at a Kansas TV Editor Doug Hall) asserted, Wwhile proclaiming in the front page LEREdgRSage 26
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The New Hit Single From Bob Welch
From His Gold Album THREE HEARTS
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Oil Protest Tune
Fuels Radio Uproar

It’s all in the timing. Six years a-
go, Brent Burns, a Phoenix singer/
songwriter, wrote ‘“‘No Crude, No
Food,” a novelty song protesting
wholesale price of crude oil set by
the Arabs. The song went no-
where but the price of oil went up,
so two years ago Burns rewrote
the song, retitling it ‘“Cheaper
Crude Or No More Food.” Again,
the song languished, but with to-
day’s gasoline edging a dollar a
gallon, the tune is more relevant
than ever. Ray Bacak, Burns’s
business associate, sent a tape of
the song to Paul Harvey in Chi-
cago. Harvey, long a crusader of
wholesale price equalization be-
tween American wheat and Mid-
eastern crude oil, incorporated the
song into his ABC syndicated
Wednesday norming broadcast (4
25) and the response was so in-
tense he rebroadcast the entire 2-
“»minute song on the afternoon
cast, and again on Saturday (4-28).
Harvey said, “We haven’t had this
much fun or excitement around the
office in a long time,” and that the
response was ‘‘tremendous,’’ with
no negatives.

A few days prior to the Harvey
broadcast, Burns had sent the tape
to his Nashville contact, Bobby
Fischer, National Promotion Di-
rector for Iron Blossom Corpora-
tion. Fischer thought a pitch might
be made to Johnny Paycheck to cut
it. IBC called Burns, who in turn
told IBC about the upcoming Har-
vey broadcast. Within an hour of
the ABC broadcast, IBC had or-
ders for.over 11,000 copies of the
single. They flew representatives
to Phoenix to close a deal with
Burns, and by Monday night (4-30)
IBC was air-mailing copies of the
single to all formats of radio.
Fischer, who's long been in Coun-
try promotion, said, ‘‘Nothing like
this has ever happened to me.
Everybody wants the record —

Bobby Butler

WABC, KABC, the New York
Times. We’ve had calls from Dis-
co, Country, Rock, Pop.”

The Harvey broadcast’s rever-
berations have even reached the
song’s vocalist, Bobby Butler,
morning drive disc jockey at KJJJ/
Phoenix. Butler had a hit in the
fifties with “So Fine’ and has been
working with Brent Burns for the
past couple of years. Butler said
the response from all formats and
markets has been “unbelievable —
I've even had a classical station
call me for an interview, and I just
finished one with Deano Day in
Detroit.”’

Although radio stations don’t
yet have the disc, they are playing
the tape from the ABC broadcast.
Pop/Adult WTVN/Columbus, OH
logged phone responses and in a
seven-hour period had over 3000
calls, 90% in agreement with the
lyrics. PD John Potter sent a let-
ter to President Carter informing
him of listener reaction, and both
Potter and WTVN received local
TV and newspaper coverage. Mu-
sic Director Joyce McSherry,
WNOW/York, PA said, “As soon
as the song was aired on Paul Har-
vey, the phones started lighting
up. The people are crazy about it.”
Marv Allen, PD/MD at KBMR/
Bismarck said the song “is num-
ber one phones.’” In Des Moines,
Jarret Day reports “‘instantaneous

=
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ALPERT RACE RAISES $30,000 — The first annual Herb Alpert 10-K
(10-kilometer, or 6.2 miles) charity run, sponsored by A&M, drew 6000
runners and raised $30,000 for the T.J. Martell Foundation for Leukemia
Research. Alpert is shown above raising winner Dave Babiracki’s hand
in triumph; Babiracki finlshed In just over a half hour, while Alpert took

slightly more than twice that time to complete the course. Below,
another exhausted finisher, Dus tin Hoffman.

Brent Burns

response at KSO. “Harvey always
elicits response from his listeners,
one way or the other,” comment-
ed Tom Edwards, PD at KEED/
Eugene, ‘“although we did have a
few people stop by the station ask-
ing about the song, which is un-
usual.” Edwards played Make-It-
Or-Break-It later in the evening
with the taped copy, with “a 10-1
reaction in favor of the song.”’

And writer Brent Burns is tak-
ing off faster than the rising price
of gas. He said, “It’s the biggest
thing I've ever done — by about
20 miles,” . . . and that’s good mile-
age.

National Public
Radio, BBC
Collaborate On

“Star Wars”’ Series

National Public Radio and the
British Broadcasting Corporation
will work together in producing an
original radio series based on
“Star Wars.” At least 13 half-hour
episodes are set, with NPR mem-
ber station KUSC-FM/Los Angeles
co-producing with the cooperation
of “Star Wars” producers Lucas-
film, Ltd., which has granted ra-
dio rights to the original “Star
Wars” story and a sequel, pub-
lished as a novel called ‘‘Splinter
Of The Mind’s Eye.” Lucasfilm
is also providing the original sound-
track and sound effects from the
film

The series, which features
many of the film’s characters, will
be aired over NPR'’s 2004 public
radio stations in spring 1980. NPR
President Frank Mankiewicz com-
mented, ‘“This project marks the
first time the BBC has invested
major development: funds in an
American public broadcasting
project, and we are proud to work
with them in a co-production of
this sort . . . I also want to thank
the people at Lucasfilm for mak-
ing ‘Star Wars’ a spectacular first
step towards expanding National
Public Radio’s dramatic activities.”

He continued, “The ‘Star Wars’
series . . . provides us with an op-
portunity to make use of the latest
technological developments to
produce radio drama ... This
series should provide a stimulus
for drawing new people to Nation-
al Public Radio.”
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Capitol Settles Reddy Dispute;
Hit By $16 Million

Apple Suit

A $1.7 million suit against Capi-
tol Records filed on behalf of Helen
Reddy has been settled by the la-
bel and Reddy’s manager Jeff
Wald, with Capitol paying approx-
imately $250,000 to Reddy. The suit
had demanded an audit of Reddy’s
royalties. The settlement was
described as amicable.

r —

Apple Records, Inc., the com-
pany which distributed Beatles
records from 1968-70 and the group’s
solo records for several years
thereafter, filed suit against Capi-
tol Records for over $16 million
charging breach of contract. The
lawsuit accuses Capitol of failing
to pay Apple royalties for certain
Beatles records, constituting the
breach of contract, according to
Apple. Capitol had no comment at
this time on the suit.

WMEE DEBUTS DERRIERE DERBY — The prominent example of rear
projection photography pictured above was a highlight of WMEE/Ft
Wayne, IN’s first “Derriere Derby.”” The contest following in WMEE's
exhibitionistic tradition, was held at a local nightclub, with throngs
turned away at the doors. The winner (not pictured owing to various
prudent considerations) received $500 cash; the lady shaking her tail
feathers above finished second; and various also-rans appeared in even
more dramatically reduced attire, much to the audience’s delight

|
!
I
l

Draper Draws Year, Fine For Check Fraud

Ken Draper, former Program
Director at KFWB/Los Angeles,
has been sentenced to a year in
county jail for admittedly taking
$12,640 in kickbacks from padded
employee paychecks during 1975
and 1976 (see R&R 1-12 for details).
Los Angeles Superior Court Judge

Phillip F. Jones also ordered
Draper to pay $12,000 in restitu-
tion. Draper will serve his jail term
in a work furlough program where-
by he will spend his nights and
weekends in jail. He will be eligible
for parole in approximately eight
months.

Describing Draper’s actions as
those of a man who, “misused his
position of trust,” Deputy District
Attorney Douglas McKee said that
Judge Jones had originally intend-
ed to send Draper to state prison
but was swayed by letters written
on Draper’s behalf by employees
of the all-News station.
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Arbitron Gets More Scrutiny

The RAB Goals Committee will aid Arbi-
tron in developing future diaries, according
to RAB Sr. VP Dick Montesano. (The Goals
Commiittee of the Radio Advertising Bur-
eau, like the Arbitron Advisory Council, is
composed of broadcasters working on the
behalf of the radio industry to improve the
way radio is surveyed.)

At its meeting last week, the Goals Com-

The Goals Committee will also study
several subcommittee recommendations
including: 1) investigating minority tele-
phone recall information in the areas of
“hearsay and relayed listening,” 2) im-
proving experience and supervision of in-
terviewers and editors, 3) adopting a study
outlining new ways to measure black lis-
tening, 4) insuring that telephone recall

WASHINGTON REPORT

mittee members learned that their previous
efforts have resulted in Arbitron: 1) in-
cluding projected percentages of Expanded
Sampling Frames penetration in the April/
May 79 books, 2) computing special tabula-
tions for non-response, and 3) testing new

respondents are representative of the diary
samply in terms of demographics. geog-
raphy, and listening estimates, 5) selecting
an outside consultant to ‘‘review, analyze,
and revise” its Procedures Edit Manual by
years’ end, and 6) supplying explanation on

why Audits & Surveys and Burke yield high-
er response and listening levels than Ar-
bitron.

diaries to resolve noon and midnight confu
sion by diary keepers

Pictured (left, back row): Willlam McClenaghan, ABC Radio; Roy Shapiro, Group W; Bruce
Hoban, ABC Radio; Riele Tack, Bernard Howard; William Schrank, Katz Radio; Russ McKen-
nan, NAB: {middle row, I-r) Phyllis Leibert, NBC Radio; Jacquie Grudman, ABC Radio; Ellen
Hullelberg, McGavern-Guild; Terry Drucker, CBS Radio; Inge Jacobson, H/AR Stone; Mel Traun-
er, Buckley Radio Sales; Sandy Kennedy, ABC Radio; (seated) Miles David, RAB; Hugh Beville,
Broadcast Rating Council; Kathryn Lenard, NBC; and Richard Montesano, RAB. Also, at last
week s meeting, RAB President Miles David gave the Goals members plaques for their par-
ticipation in producing “better rating methodology. "’

Update

FCC Continues Tough EEO Enforcement

WNMB-FM/North Myrtle Beach, SC was denied reconsideration of a
short-term renewal last week for failure to meet EEO requirements. The
licensee, North Myrtle Beach Broadcasting Corp. (NMBBC), claimed the
lack of minorities on the staff reflected the city’s one percent black popu-
lation reached by the low-powered Class A station, and not the total popu-
lation in surrounding Horry County, which is 21 percent black.

NMBBC based its contention on North Myrtle Beach not being located within a Standard
Metropolitan Statistical Area (SMSA), which gave the option of using either county or city
statistics in determining the availability of minorities in the work force.

The FCC, however, determined that ignoring the county’s black population was stretching
the “‘concept of affirmative action and reasonableness to extremes” and added that the
stations should expand recruitment efforts beyond ““traditional’” sources.

Radio Information Service Okayed For Olympics

Several years ago, Travellers’ Information Service (TIS) became an
issue when some states erected highway signs advising motorists to tune
in for the government’s official version of news and weather. The Com-
mission recently waived rules to allow the service in a lightly-travelled
area to aid the public attending the XIII Winter Olympic Games at Lake
Placid, New York.

The waiver permits them to broadcast information about Olympic events, lodging and
any news which may be necessary to the spectators. Otherwise, TIS stations can only
transmit road conditions, traffic advisories and hazards, directions and locations of rest
stops and parking. The network will have its operations center in Lake Placid, with three
stations located in Keene, Wilmington, and Harrietstown, NH.

FTC’s Pertschuk Praises
Public Participation Concept

FTC Chairman Michael Pertschuk, agreeing with FCC Chairman Char-
les Ferris, recently told the Senate Committee on Government Affairs
that provisions contained in two pending regulatory reform bills would
improve the regulatory process, but cautioned against going too far (R&R
4-27).

Pertschuk said he was particularly supportive of both bills’ concept of public participation
funding, which he called the ‘“‘centerpiece of regulatory reform” and the ‘“‘single most
important action’ in improving the rulemaking process.

The committee is holding hearings on two very similar proposals — S. 262, introduced
by Senators Charles Percy (R-IL), Abraham Ribicoff (D-CT), and Jacob Javits (R-NY);
and S. 755, proposed by President Carter. R&R will carry news of testimony on the bills by
citizens’ groups next week.

The FTC chairman also said he supported provisions that included: 1) analysis of
economic costs of agency rules, 2) reduction in delay in agency processes, 3) review by
agencies of rules and 4) reform of the administrative law judge selection process.

Pertschuk warned against the delays judicial review of regulatory analysis would
cause. ““For the FTC, the substantial money and staff time devoted to carrying out these
analyses conscientiously will mean fewer resources devoted to law enforcement investiga-
tions, enforcement of rules and orders, and economic studies not directly connected with a
rulemaking,” he said.

Susan King, Chairman of the FTC’s Consumer Product Safety Commission, joined
Pertschuk in expressing concern over the delays judicial review would cause. She also said
she supported provisions in the bills which would maintain independence among the regu-

latory agencies.

RTNDA Opposes Pole Tax On Journalists

Yet another intrusion into journalists’ freedom is a tax the Polish
government wants to assess the press who will cover the Pope’s upcoming
visit to his native country. They seek to charge each correspondent $350
and each technician $150.

In a letter this week to Polish Ambassador Romuald Spasowski, the Radio-TV News
Directors Association called the proposed tax “a clear violation of the letter and spirit of
the Helsinki Accords.” Also joining in the protest are CBS, AP, UPI, the American News-
paper Publishers Association and the French and West German News Agencies.

Push Still On For “Indian-Only”’ Frequencies
Emphatic in their support of “freezing” radio and TV frequencies for
Native Americans living on reservations, the United Church of Christ
(UCC) and Classical Radio for Connecticut Inc. further urged the FCC to
issue a notice of proposed rulemaking (R&R 4-13).

Responding to the Oregon Broadcasters Association, which argues that Indian reserva-
tions have adequate facilities, UCC (the original petitioner) said March 29 the situation in
Oregon did not characterize the other 49 states.

Claiming that the points made by Gilbert Leivas, a Native American who owns and
operates KMDX/Parker, AR, represent his personal experience, UCC said the proposed
rulemaking would “shield” Native American applicants from the “hardships” Leivas faced.

Classical Radio for Connecticut, an active citizens’ group, asked that Native Americans
be treated like public broadcasters: “The Commission early recognized the need to provide
for the future development of educational broadcasting by setting aside numerous fre-
quencies.”

FCC ToKOB: No On Clear, Yes On Fulltime

The FCC has once again reaffirmed its decision denying KOB/Albuquerque’s applica-
tion for a Class 1-A Clear Channel operation on 770 kHz. At the same time, the Commission
upheld its November 1978 action grating KOB’s alternative application for a full-time Class
II-A station. The Clean Channel status was denied because WABC/NY operates on that
frequency. The WABC/KOB debate has gone on for several decades.

Extra, Extra:

Awards

NBC Radio Network’s “Second Sunday” and ‘‘Eternal Light" series were winners of
George Foster Peabody Awards in recognition of ‘‘the most distinguished and meritorious
public service rendered each year by radioand TV.”

In addition, CBS News Pres. Richard Salant, who jons NBC in May as Vice Chairman
of the Board, will be honored with a personal Peabody Award for his “staunch defense of
the First Amendment guarantee of a free press, especially in the field of electronic
journalism.”

Meanwhile, ABC Radio News was named a winner in the 45th annual National Head-
liner Award competition for outstanding achievements in journalism. The judges cited
ABC'’s Papal coverage.

Washington Street Talk

Daytimer President Ray Livesay says clear channel WSM’s Len Hen-
sel is acting in ‘“poor taste’ by serving on NAB board. Board was mute on
question Monday when Chairman Thurston asked for comments to form-
er board member Nelskog’s letter to NAB President Wasilewski asking
Hensel to resign.

Darryl Dillingham, NAB’s Community Affairs Director, is second
NAB Station Services executive to exit suddenly when he resigned early
this week.

NRBA will launch subtle new editorial service next week. Association
will send members a weekly editorial hitting hard at various examples of
government’s over-regulation. Debuts with copy that says ‘“America’s
yearly bill to regulate itself is 100 billion dollars.”



“Shakedown Cruise)......,
Jay Ferguson’s new single
from the album,

“Real Life Ain't This Way.’.....

Produced by Jay Ferguson and Ed Mashal
Executive Producer’ Bill Szymczyk for Pandora Productions, Lid
On Asylum Records and Tapes.

,GD
UMM € 1979 Kiekira/asylum Facoros © A Warner Commurieatians Co

See the real Jay Ferguson on his shakedown tour of the United States.
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Mediascope

Radio 19th Most Influential U.S. Institution

According to the annual survey conducted by U.S. News & World Report as to which institutions
wield the most influence on decisions affecting the nation as a whole, radio is the 19th most influential
in America. The survey, which polled 1439 of the nation’s “decision makers,” asked respondents
to rate institutions on a seven-point scale, with one point meaning "very little influence” and seven
connoting “very great Influence.” Radio checked in with a 3.95 overall, ranking ahead of, in
descending order, magazines, educationa!l institutions, the military, civil-rights groups, the family,
the medical profession, organized religion, the Republican Party (which managed a dismal 3.07,
especially in comparison to the Democratic party’'s 14th place showing with a 4.28 figure), small
businesses and the cinema ¢

The five most influential institutions, in descending order, were judged to be: the White House
(6.26), large businesses (5.62), the U.S. Senate (5.61), the Supreme Court (5.55) and television
(5.52). Major changes from the ‘78 survey include the Senate’s moving up three slots from sixth
place, the federal bureaucracy’s two-slot jump from eighth to sixth with a 5.39, television's
dropping one slot, labor unions’ dropping from fifth to eighth place with a 5.33, and the Supreme
Court's slipping a notch

Metromedia’s Ist Quarter Net, Revenues Register All-Time Highs

Metromedia. Inc. reported that net income for the first quarter of 1979 rose to record heights,
increasing 8 percent to $6.6 million from $6.3 million in the period ending April 1, in 1978. Net
revenues for the quarter rose 18 percent to $95.3 miltion from $80.6 million in the corresponding
year-earlier period

Arbitron’s ‘79 Summer Survey To Be One Week Later

Arbitron Radio has announced new dates for their July/August 1979 survey. The survey has
been moved to one week later than previously announced and will now take place from July 12 to
August 8. The extra week is to give broadcasters more time to evaluate the results of the April/May
survey. Markets to be surveyed in the July/August book are: Chicago. Detroit. Los Angeles. New
York. Philadelphia and San Francisco.

Jesse Jackson Charges Bias In TV Ratings Services

In a recent speech to members of the TV academy, Rev. Jesse Jackson blasted the Nielsen and
Arbitron television ratings services, charging that they were deliberately discriminatory to blacks
and Hispanics, and calling for the implementation of a 20-member committee made up of people
both inside and outside the TV community to “rate the raters.” Jackson, leader of the Chicago-
based People United to Save Humanity (PUSH) organization, said the goals of this committee
would be to negotiate with the ratings services and, if necessary, to take “direct action” against the
services by holding news conlerences and picketing in order to get their point across.

Accusing "the phantom and faceless power” of the ratings services of both indirectly con-
trolling the TV industry, and thereby influencing to a great degree Americans’ social perceptions,
Jackson further charged that the services purposely disenfranchise minority respondents in sample
surveys. Jackson also specifically attacked what he termed were arguments given by ratings
services executives to rationalize alleged quantitative and qualititative misrepresentation of
blacks in both metered and diary samples. The included difficult instructions and inadequate
incentives to respondents, irrational fear of professional samplers to venture into black neighbor-
hoods, sampling error biased to include most economically disadvantaged blacks in the surveys,
and professional laziness on the part of Nielsen and Arbitron themselves.

U Of Minn. To Study Broadcasters’ Vocational Interests

The University of Minnesota is currently conducting research to determine the vocational
interests of Program Directors, Music Directors, Production Directors and air personalities, with the
results of this research to be utilized to provide counseling and career information to high school
students who may be considering a career in broadcasting. Interested broadcasters are asked to
contact: Broadcaster Study, University of Minnesota, 401 Eddy Hall, 192 Pillsbury Drive SE.,
Minneapolis, MN 55455 (612) 373-3519

The survey consists of the Strong-Campbell Interest Inventory. a standardized test which
compares broadcasters’ interests in school subjects, job and leisure activities to those of men and
women in 89 other occupations ranging from artists to veterinarians. The test takes approximately
30 minutes to complete and all participants will receive a personal interest profile, detailing how
their scores relate to general occupational themes and comparing their interests to other occupa-
tions

The test itself is quite similar to the legendary "R&R Lifestyle Survey” conducted by Dr.
Richard Lutz within these pages recently, with all individual responses strictly confidential. Broadcasters’
responses will be analyzed as a group only and the University notes that responses from women in
the field of broadcasting are of particular importance so that sex bias will be eliminated.

Cox's Revenues, Sales Climb During Ist Quarter

Cox Broadcasting Company has reported that net protits for the first quarter of 1979 ending
March 31 climbed 40 percent to $7.4 million, up from $5.3 million in the previous year's quarter.
In addition, revenues for this period rose 19 percent to $55.8 million from $46.8 million in 1978.

According to Cox President Clitford M. Kirkland. revenues for the company's radio and TV
division increased 13 percent during the first quarter. Kirkland noted that national radio adver-
tising and local TV were "particularly strong” factors behind the increased revenues.

Cox also reported that a gain of $2 million from the refund of investment tax credits on motion
picture production for years prior to 1968 plus related interest was realized within the first quarter,
pushing final net to $9.4 million.

Lin Broadcasting Posts Ist Quarter Gains

Lin Broadcasting Corp. announced that net profits for the first quarter of 1979, ending March
31, rose 16 percent to $2.2 million, as compared to $1.9 million for the like period in 1978. First
quarter revenues were also up 6 percent to $11.2 million from $10.5 million in the year-earlier
time frame

ABC., Inc. Racks Record Revenues In 1st Quarter

Spurred by record profits from their TV and publishing operations, ABC, Inc. has reported that
corporate revenues and profits for the first quarter of 1979 reached all-time record levels. Net
profits from the company for the period ending March 31 rose 19 percent to $25.5 million from
$21 .4 million in the corresponding period for 1979.

Despite higher revenues at ABC Radio. prolfits in this division showed a slight decline, due to
what was described by ABC as "soltness in the radio marketplace and to competitive conditions in
certain markets "

5 Top ABC Execs Earned $3.9 Million In '78

The five top executive-directors of ABC, Inc. puiled down $3.9 million in salary and other
benefits in 1978, according to an ABC proxy statement sent to shareholders prior to the annual
stockholders meeting. Leading the pack was Chairman Leonard Goldenson, who knocked down
$1,201,615, with salary accounting for $750,000, securities and insurance benefits chipping in
for $203,500, and “contingent remunerations” (key employee bonus and stock plans), adding
$248,115

President Elton Rule earned $1,104,359, with salary and incentives contributing $650,000 of
the total. ABC Television President Frederick S. Pierce scored to the tune of $783,719, of which
$475,000 came from salary incentives. ABC Sr. VP and General Counsel Everett H. Erlick’s
total pay came to $454,477 with salary and incentives accounting for $286,000 and ABC VP and
Chief Financial Officer Michael P. Malardi cashed in on $385,974 of which $279,000 came in
salary and incentives.

3 Stations Honored With Sigma Delta Chi Awards

The society of professional journalists, Sigma Delta Chi. bestowed honors among their peers
last Saturday (4-28) and among those honored were three radio stations: KYW/Philadelphia. for
general reporting; WGST (News Radio 92)/Atlanta, for radio reporting; and KXL/Portland. for

TV News

WKRP Survives Spring Book, Renewed By CBS

Radlo’s own situation comedy, "WKRP In Cincinnati,” has survived the latest TV ratings period
and was renewed last week by CBS for the fall ‘79 season. The show got off to a rocky start last fall,
and was suspended from the schedule for a time, returning in January in a new Monday evening
slot following "MASH." Since then it has regularly showed up in the Nielsen Top 20. Reports that
the station will go Disco next season are unconfirmed at this point Among other renewals at
CBS: “Dallas,” and a possibility of "The Archie Bunker Show” (Carroll O’Connor going solo follow-
ing the departure of Jean Stapleton).

The producer of one of England’s most venerable rock TV shows, “"Old Grey Whistle Test,” has
reportedly approached Bruce Springsteen about the possibility of a worldwide satellite hookup for
a live concert from Asbury Park, NJ, according to Starship News (Asbury Park is Springsteen’s
home base) . . . Donna Summer will star in a black version of "A Christmas Carol” on CBS during
the holiday sesason The Beach Boys and McGuinn. Clark & Hillman are among "Midnight
Special's” guests May 11, indicating that the program's disco conversion is not total . . . Carrie
Lucas joins "American Bandstand” May 26 . . . Cheryl Barnes is on "Dinah” May 31 . . . And the
week of May 8 will see a special “rock and roll” edition of "Hollywood Squares,” featuring KC (with-
out the Sunshine Band), Marvin Gaye, Todd Rundgren. Chaka Khan, and members of the Com-
modores, Aerosmith, and Chic. .. And one not to miss: R&R'’s own Gary Owens joins internation-
al superstars the Muppets on their May 16 TV edition.

ABC Edges CBS As NBC Nosedives

ABC and CBS battled to a near-draw in the Nielsen ratings for the week ending April 22, but
perennial leader ABC emerged triumphant once again, winning with a 19.2 average rating com-
pared to CBS's 18.9. Meanwhile, NBC was a hapless third with a near-visible 13.2 average
rating; the network's top-rated program was "Diff’rent Strokes” at 28. ABC took the first five spots,
starting with “Three's Company,” followed by 2) "Laverne & Shirley” 3) "Taxi” 4) ABC movie
“Friendly Fire” 5) "Mork & Mindy” 6) "60 Minutes” (CBS) 7) "Happy Days” (ABC) 8) "Charlie's
Angels” (ABC)9) "MASH" (CBS) 10) "Cheerleading Championships” (CBS).
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“HOT STUFF” “BAD GIRLS’and
“" «DIM ALL THE LIGHTS”




Page 10

Rbﬂvalda:, an 4,1979

WHAT'S N

===

V

L=

Stores Using Sight, Sound
& Smell To Step Up Sales

While strolling down the aisle of
your neighborhood supermarket, dc
you ever wonder why by the time you
get to the checkstand, you’ve invari
ably spent more than you intended
to? Could be that you've been the un
witting victim of several modern mer
chandising techniques, ranging from

anned odors to "big yellow

Topping the list of the latest de
monic devices designed to liberate
you from your wallet are the artificial
odors manufactured by Internation-
al Flavors & Fragrances. Inc.. who
have managed to synthesize the smell
of tresh-baked chocolate chip cookies
hot apple pie, fresh pizza, baking
ham and even non-greasy french fries
The odors are packaged in aerosol
cans and marketed along with a $25-
$30 timed-release unit that spews

hort bursts of the scents out into
hopping malls to attract customers

Lundvall To Receive
City Of Hope Award

Bruce Lundvall. President, CBS
Records Division, will be honored by
the Music Industry Chapter of the
City of Hope National Medical Cen.
ter on May 31. Lundvall will receive
the organization's most prestigious
award, the "Spirit of Life

Commenting upon the award, Joe
Smith, Music Industry Chapter Chair
man and Chairman of the Board for
Elektra/Asylum/Nonesuch Records,
said' "Mr. Lundvall’s total dedication
and innovative contributions to the
music industry in addition to his work
for many civic and philanthropic en-
deavors make him an individual rich.
ly deserving of this special recogni-
tion

In addition, WEA Corp. President
Henry Droz. who is also President of
the Music Industry Chapter, an
nounced that CBS Records Group
President Walter Yetnikotf has been
chosen Honorary Chairman. CBS
Records VP Myron Roth has been
named West Coast Chairman with
CBS Records VP Robert Altschuler
selected as East Coast Chairman
Proceeds from the event will be util
1zed by the City of Hope to continue
to provide free nonsectarian patient

are to patients suffering from can

er, diabetes, leukemia, and heart

blood, and lung diseases; as well as
pursuing research programs in these
and other areas

Programming Muzak

Now that retailers have got you by
the nose, the next step is an all-out
assault on your ears. Background mu-
sic in restaurants, stores, and super
markets in nothing new, but the de-
gree to which it has been refined
bears suspicious resemblance to the
clocks employed by program direc
tors. Minnesota Mining & Manulac-
turing. which supplies tapes to a
variety of retailers, claims the silences
on the tapes are actually the most
important part of the presentation and
that when the music returns, people
get a psychological lift, which report
edly stimulates impulse buying. The
Muzak Corp.. a New York-based firm
borrows further from radio. During
each 15 minute segment, the beat,
rthythm and "bigness” of the sound
increase gradually until a climax is
reached, followed by a short perfod
of silence

However, even what you can’t hear
while shopping atfects you. A Louisi
ana businessman uses subliminal
suggestion involving a background-
music tape with the whispered phrase
"I am honest, | do not steal,” repeat-
ed thousands of times per hour in hig
store. He claims this acts as a “shop-
lifting deterrent.”

While the ACLU takes a dim view
of this sort of activity, researchers
such as Jay Russo, a University of
Chicago professor, say that all pre-
sent studies of subliminal suggestion
are inconclusive

Adding to the list of novel, it as yet
unproven, sales aids for retailers is
the ion generator, which purportedly

TIP Provides Industry
Employment Service

Talent Industry Placement, an
employment service for the radio, rec
ord, and retail industries, has been
formed in Hollywood by industry vet-
erans Frank Miko and ].J. Jordan
According to Jordan, the idea for a
job placement service for the industry
at large came about "when Frank and
I ran into countless unemployed as-
sociates asking us if anything was
open.” With the spate of recent rec-
ord company mergers, Jordan con-
tinued, an unusually high number of
qualified industry personnel on all job
levels was available, and they real-
ized that there was no central place
to discover what openings had come
up. That spurred the concept of Tal
ent Industry Placement, an “idea whose
time has come," according to Jordan

Miko, who will serve as President

f the organization, was with Nehi
stributors for 1S years, most re-
cently as Executive Vice President. He
will supervise the retail and record
sales areas, while Executive VP Jor
dan will handle record promotion and
radio. Jordan spent |3 years in radio,
programming WRKO/Boston and
WHBQ/Memphis. Later he became
R&R’s first Top 40 Editor, and then
National Promotion Director for
EMl.America Records. The new ser
vice opens this week and is aimed at
providing placement in all levels of
the industry as a whole

emits negatively charged parficles
into the air. Proponents claim people
who breath ionized air say they fee!
more alert, energetic and comfort-
able. lon believers in the U.S. are, at
present, mostly located in California
(where else), but among them is Vic-
tor Bergeron, chairman of Trader
Vic's. a San Francisco-based restau-
rant chain. Bergeron has installed ion
generators in his home, office and
one of his 21 restaurants. He claims
the system is a success with employ-
ees and customers alike

“Philosophy Of Big Yellow”

Meanwhile, a Canadian consulting
firm has developed the “philosophy
of big yellow"” for a Canadian super-
market chain that wanted to bolster
its image as the bargain hunter's par-
adise. To this end, the chain began
placing all feature-price items be-
neath big yellow signs that read
“save.” The next step was to put all
advertised items in a single aisle,
hanging big yellow “save" signs over-
head. Two years ago, they instituted
putting all generic foods in yellow
packages. Recently, they opened a
series of no-frills supermarkets in
Canada, painting the stores, you
guessed it, yellow.

The agency contends the campaign
works because of two reasons: they
claim yellow is striking and highly
visible to the eye, and they believe
(and several other psychologists con-
curr) that yellow has “negative as-
sociations” — an image of cheap-
ness, which is just what the client
ordered
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Atari Develops Two Computers For The Home

Atarl. Inc. has expanded trom its position as the nation’s leading manu
facturer of video games with the development of two personal computer
systoms for the home. The Atari-400, a general purpose system, and the
Atari-800, a more specialized system, are the results of three years of re
search by the firm

Software available with the systems includes such diverse applications
as personal finance management, income tax preparation, house or office
recordkeeping and computer-aided instruction in 20 subjects, ranging |
from math, English, and literature to auto mechanics. In addition, the units |
are also capable of being used for a variety of games such as computer
chess and computer basketball

Both Atari units connect to either black and white or color standard
television sets and both utilize BASIC computer language. The Atari-400 |
features a 57 key monopanel keyboard with a gingle cartridge slot capable |
of storing up to 8000 bytes (units) of memory, while the Atari-800 features |
dual cartridge capability, an expandable random access memory of up to |
48,000 bytes, and several optional peripheral devices such as a high |
speed floppy disc for mass data storage and a 40-column printer, which
uses standard paper

Snickers Is Dandiest Candy

Don't laugh, but according to a recent industry survey Snickers. a
product of Mars. Inc., was the best-selling candy bar in the U.S. in 1978
Reese’s Peanut Butter Cup. made by Hershey Foods. placed second, with
third through fifth slots going to Mars products (M&Ms. 3 Musketeers and
Milky Way. respectively)

BY BOBBY OCEAN
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THE
BREAKERS

RICKIE LEE JONES

Chuck E.’'s In Love (WB)

70% of our reporters on it, 37 adds including WCAO, WPEZ,
KING, WDRC, WOLF, WBBF, WTRY, WAPE, Y95 WLAC,
KTSA, WFMF, WKIX, WNDE, WOHO, KRSP, KRUX, WEEO,
G100, WLEE, WRKR, Y94, KBDF, WRKO 30-27, 293 20-13,
KSLQ 3027, WZUU d-25, KBEQ 38-28, KFRC 28-22, KJR 24-21,
KUPD 20-16, WAVZ 20-15, KNOW 34-21, KEYN 25-13, WTSN
36-29, KILE 31-27, WSPT 28-21, KDZA 40-31. See Parallels,
charts at number 26.
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MusicVision

BREAKERS

Bresk er” are those albums registering the greatest level of sales activity in any given week

' RICKIE LEE JONES
Produced by Lenny Waronker e Abum continues its -mkfmhe::m (owwat)he Combined chart as

& Russ Titelman 80% of our reporters kst Top 30 sales. Explosive single leads acton for
Usberman Portiand (one-stop), Lisberman Mpis. (one-stop), Lieberman St
Louis (one-stopl, Tower (SF), Music Sales, Kempmill, Everybody's, East
West, Rhody, Record Town/Sound Town, Strawbermies, Hotline, Record
Rendezvous, Licorice Pzza, Music Plus, Great American, Waxie Maxie,
Specs, World Records, 1812 Overture, Music Stop, Mile Hi, Tara, Franklin,
Oz (Atdanta), Cactus, Fathers & Suns, Record Factory, Disc (Dallas). Charts
a7,
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when the products are nearly identical? One an 5
swer i1s through the use of “image marketing "’ - B ATFRpHE YA He's Sk
d Hobbies: Square dancing, guns
. Occupation:  Jockey
y creating a unique image for a station, . o im
b \ Spokesperson: Billy Carter

the station’s listeners are given a basis for T~

prefering the st.ation beyond just the phys- Budweiser Heineken s
ical produ;t (e.g., music) |n. order to engage in At a party: Ex frat guy At a party: Wears a 3-piece suit
successful image marketmg, it is useful and often Hobby: Watches ball games Hobby: Plays polo
necessary to first determine what your curren‘t Occupation: Businessman Occupation:  Rich guy
image is, as well as the images of your competi- | gpokesperson: Ed McMahon Spokesperson: Any polo player
tors. How can that be accomplished?

B Al - hl'li— Carli SN =T o do image research without the follow-
| Miller | Schlitz FITME I up monetary commitment to strengthen-
g 1 . . . .

At a party: I At a party: At a party: ing or modifying the image would not be
‘ Good guy, friendly | Flexes his muscles Fishes butts out of beer and advnlsable’ L R, Tl shouldliBhoRaly
Hobbies: | Hobby: driies it ly stick with more qualitative image assessment
l Golf. tennis Busts kids for smoking dope Hobby: via focus groups until you have strong reason to
‘ Occdpation: Occupation: Rt hersashoes believe that more costly research is warranted

Junior executive Cas station attendant Occupation: As an mtermgduate step, .vou might want to in-

1 SPONESDErSOE | 1350 duadiestons: o hox clude a few image questions at the end of any
5 3 call-out music research you are doing. The ques-

ohnny Miller j Baretta kesperson: i k ;
‘, ) ’, = 4 S A T RN Sparesersg e arghie Bun ?L tions would be those suggested by prior focus

Image Research

ow do you determine the “image’’ your

station has among your listeners or poten-

tial hsteners? Everyone would agree, |

think, that a radio station is somehow more than
just the music 1t plays, its air personalities, public
service programming, etc ; it also has some sort
of “identity”’ above and beyond all of those pieces
of the puzzle in some cases, that identity or
image’’ may be quite weak, in other cases, it
may be very strong. In any event, the use of image
in differentiating your station from all the others
in the market may be a quite valuable approach
F station in a market that has four other
Top 40 formats in direct competition with

you Llet's further assume, for the sake of argu-
ment, that all five stations are doing their music
research “homework’ diligently and thus deter-
mining the best songs to play. As a result, the
playlists across the five stations may be quite
similar. in that circumstance, the Top 40 format
becomes almost a ‘commodity” from the listen-
er's perspective; i e, it doesn’t matter which sta-
tion they listen to — they all sound alike. This
commodity problem is one faced by marketers
in many areas: all vodkas taste alike, as do most

filtered cigarettes, as do many colas, etc. How,
then, does the marketer gain a competitive edge

or example, assume you are a Top 40

The respondents were easily able to provide their
impressions, and seemed to have a good deal of
fun in doing so. Results for a few of the brands
are shown below and in the accompanying illus
tration

)
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Pabst
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aving conducted the qualitative, explora-
H tory phase of the image research, you

could then incorporate the key descrip-
tive dimensions in a questionnaire amed at
quantifying the relative images of yours and
other competing stations The image questions
would constitute only part of the total question
naire, for you would also want to get specific
programming information, determine listener likes
and dislikes, and so forth. The use of a quanti
tative image survey is most appropriate when the
station is considering a major repositioning effort
t stablishing and maintaining a strong market im
age is not an easy task, so it should be a care-
fully made decision on the part of the station’s
management

s Bill Wells described at the Lifestyles
session during this year’s R&R Convention,
Needham, Harper and Steers last year
conducted a series of image studies on major beer
brands. Beer is another commodity-like item which
is characterized by much image marketing. In
their studies, NHS used a qualitative approach to
studying existing beer brand images. What they
did was ask focus group participants to imagine
each beer brand as a person. They were then asked
to describe that beer/person in terms of
*How he would behave at a party
*His hobbies
*His occupation
e In advertising to this person, who would be
a good “spokesperson’’ for the brand?

I hile NHS asked focus group respondents
to think of the beers as people, they coutld
have just as easilv asked respondents to

think of the “typical (beer brand) drinker " The
results would have come out much the same. Ra-
dio stations could use this latter question to stim-
ulate thinking in a focus group by asking respond-
ents

sWhat kind of person is the typical
WXYZ listener?

You could then ask the respondents to reflect on
the “typical listener’s” age, occupation, hobbies,
etc ,etc. — anything that will help them and you

to define your station’s image

groups, and the telephone survey would give at
least a partial representation of the market in
more quantitative terms. Again, if a strong pat-
tern were to emerge from those call-out surveys,
that might suggest the need for further, more so-
phisticated research and image marketing

Dr. Richard ). Lutz is Asso-
ciate Professor of Marketing at
UCLA’s Graduate Schoo!l of
Management, and an acknow-
ledged research and marketing
expert. To direct guestions to
Dr. Lutz, call R&R at (213) 553-
4330 or write to Radio & Rec-
ords, 1930 Century Park West,
Los Angeles, CA 90067.
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24Q
Z-93
WSGA
WBBQ
WAUG
WFOM
WERC
WKXX
WSGN
WBZ-FM
WPRO-FM
JB105
WGUY
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WIGY
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WBBF
WAYS
WKIX
WFLB
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From their multi-platinum album“Pieces of Eig
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Produced by Styx.Production Assistance: Barry Mraz
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Arbitron’'s TALO
t & Disco Appeal

By Allen Klein

It's reallv not a secret. it's just that mest people don't
know about Arhitron’s TALO report. For me. it is one of the
mosat valuable tools in Arbitron’s arsenal of information. [ use
it for my clients whenever applicable. and it is of particular
value in markets that have a high penetration of Black and/or
Spanish population. Best of all. it doesn’t cost anything but a
few hours of time at vour regional Arbitron office. The pro-
hibition is that you cannot use this data in any manner for sales
purpaoses.

Don’t worry about what the word TAL(O {pronounced tal-

I _— - .

Diary Respondents Ethnic
| Makeup Los Angeles Metro —
KUTE/IFM —Arbitron

0 15 30 45 60 75

CLACH R S
70.3%

SPANISH I 12.8% OCT/NOV 1977

OTHER I 16.9%

BLACK I 50°.8%
9.8%

SPANISH T JAN/FEB 1978

OTHER IS 30.4%

BLACK E———
SPANISH Il 12.6% APR/MAY 1978

I 33.1%

54.3%

OTHER

BLACK NN $52.4%
SPANISH NN 17 2% JUL/AUG 1978

OTHER NN 30 4%

BLACK N GO 9%
SPANISH I 15 8% OCT/NOV 1978

OTHER NN °3.3%

BLACK I
SPANISH I 19.3%
I 34 4%

46.3%
JAN/FEB 1979
OTHER

This data is for demonstration purposes only and cannot be
used or reproduced for sales

low) means. Nobody at Arbitron 1 have spoken to seems to
know where it came from. It's believed that some years ago a
computer programmer needed a four-letter identification for
this computer run, and he came up with TALO.

The TALO report is a series of compnter pages which ba-
sically tell the number of diaries in which each station receives
mentions. For example. it reports that out of 3152 Metro Los
Angeles diaries from the January/Februarv 1979 survey. sta-
tion X" was mentioned in 39| diaries. This tells us nothing
about the amount of time spent listening to station " X." but
only that it was listed by the respondent as a station listened to
sometime, somewhere during the week.

But the TALO is more than this. It tells programmers and

managers the following about their station’s listeners:

1. The number of Black respondent diaries in which they are
mentioned.

2. The number of Spanish respondent diaries in which they are
mentioned.

3. The "Other” (other than Black or Spanish) respondent
diaries in which they are mentioned.

4. The Black. Spanish and ““Other” data is broken down by
county within the Metro Area definition.

5. The total number of diaries in which vou are mentioned in
the Total Survey Area. the non-metro county portion of the
TSA. and ADI zone. and the Metro connties.

Another aspect of the TALO report is to show the number
of diaries in which a station is mentioned that come back from
the High Density Spanish Area tHDSA). the High Density
Black Area (HDBAL. and the Non-Ethnic County areas of the
Metro.

It is important to understand that High Density Black and/
or Spanish Areas are defined as zip codes which have a 35% or
greater Black or Spanish population. Also. remember that
everyone living in a High Density Black Area. whether Black.
Spanish or "Other.” is interviewed on the telephone over a
series of days. and the interviewer keeps the diary. In High
Density Spanish Areas. everyone. whether Spanish. Black or
“Other.” has his/her diary personnaly delivered and retrieved.

There are many ways programmers can use the TALO re-
port to get a better fix on their listeners. Once you spend a few
minutes going through it. [ am sure you will see what a gold
mine of information and insight it offers. One of the most inter-
esting analysis is trending ethnic appeal to a format. Disco
offers the most dvnamic example of change within a station’s
Black. Spanish and Other" listener balance.

The charts show the changing relationship on KUTE-FM/
Los Angeles and WKTU-FM/New York in terms of the per-
cent of Metro diaries in which these stations are mentioned.

KUTE/Los Angeles started moving into the Disco sphere
in January/February. 1978. Prior to that. it was an album sta-
tion with very heavy appeal to the Black listener. The transition
in ethnic appeal. according to TALO data. was immediate
when Disco was aired. The interesting point is the Black audi-
ence didn't diminish. but Spanish and “Other’ grew thereby
changing the proportions. With the exception of the slight gyra-
tion in the October/November. 1978 survey {which could have
been due to the reintroduction of the Expanded Sample Frame
in the Los Angeles market) there is an almost perfect metamor-
phosis from a Black-oriented station to one with appeal to all
ethnic and cultural segments in the market. In fact, as vou
study the latest TALO report. you can’t help but be impressed
that KUTE is mentioned in as many “Other” diaries (other than
Black or Spanish) as most general market contemporary stations.

The TALO figures for KUTE-FM must also be pnt into
perspective by comparing them with the final weighted figures
in the published Arbitron report. In October/Naovember. 1977,
the pre-Disco Monday-Sunday 124+ AQH was 12,100 and the
Cume 249 8. In January/February. 1979, the AQH was
44.000 and the Cume 713.300.

WKTU/New York hit with Disco in the last few days of
the Julv/Awgust. 1978 Arbitron. Prior to that. it was a rock sta-
tion with little appeal to New York's ethnic population. The

immediacy of the change in appeal was overwhelming in the

October/November. 1978 report and maintained itself in the
1979 Arbitron. Hindsight is always perfect. and as we look back

we can even say that the July/August. 1978 Arbitron started to

show the shift in appeal even though Diseo was only being aired
the last few days of the survey.

As in the case of KUTE-FM. the WKTU-FM 12+ audi-
ence grew tremendously from its pre-Disco format. The WKTU
increase. however, is so dramatic that it is talked about with
feelings ranging from reverence to disbelief to envy. In April/
May. 1978 WKTU had a 12+ AQH of 27.900 and Cume of
959.300. In Januany/February. 1979. the AQH was 259.300
and the Cume 2,.576.0(0.

The most important message that we got from this review
using the TALO report is that Disco crosses all ethnic and eul-
tural boundaries. The two stations. KUTE-FM and WKTU-
FM. entered the Disco arena with completely different ethnic
appeals. and the music erased these differences making Disco
almost universal in appeal. The fact yon can virtnally overlay
the profiles based an the January/February 1979 TALO reports
i eerie.

Until Arbitron issues its Black and Spanish Audience Re-
ports later this vear we don’t really know the position or
strength of these stations among Blacks. Spanish and “Other”
persons. | have a strong feeling that when we can analyze this
dimension of Disco. we will find these stations among the
leaders in each individual eategory. One could almost go so far
as to say that KUTE-FM/Los Angeles and WKTU-FM/New

York are the world's first ecumenical stations.

Diary Respondents Ethnic
Makeup New York Metro —
WKTU/FM — Arbitron

BLACK HE 6.9%
SPANISHE 1.8% APR/MAY 1978

OTHER
91.3

. 12.7%
SPANISH B 3.3%

BLACK
JUL/AUG 1978

OTHER
84.0%

BLACK NN 39 4%
SPANISH I 15.3%
OTHER NN 25 3%

OCT/NOV 1978

BLACK NN 38.8%
SPANISH I 200% JAN/FEB 1979
OTHER I < 1.2%

This data is for demonstration purposes only and cannot be
used or reproduced for sales
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{

FLY-41080
FLY-3100

TO ADD THE NEW SINGLE FROM “BELLE DE JOUR"”

Doctoradio And Mitch Mitch Mitch

It was one of Doctoradio’s toughest-ever cuses, but he cracked it with brilliance and overwhelming cleverness.

For the first few years his main weapon was raw logic, so that when an AM broadcaster was invaded by pangs of
inferiority Doctoradio could soothe him saying *Yours is longer and stronger!"’ But the little FM guys were growning more
confident. They'd taunt AM by emphasizing *‘I1's not how long and strong it is, but how you use it!”

Alas, it finally became undeniably evident the FM Stereo people were measuring the audiences better, and the embat-
tled AM fellows went in desperation to Doctoradio demanding an Equalizer.

As we all know by now, last year Doctoradio’s energetic young consulting technician Mitch Bazbo burst
ecstaticatly through the door of his garage electronics laboratory screaming “'I've done it! I've done what the others couldn't!
Here is the Equalizer!”

Later at a broadcasting convention Bazbo explained how he had made his stunning breakthrough. I noticed the FM
Stereo receivers all seemed to have two speakers. One night 1 woke right up with the answer plain as sunlight, and ran into
my lab in my shorts and slippers and started working. I did some minor rewiring of the AM circuit, then did the thing that
amazed everyone: 1 added another speaker just like those FM receivers! 1'm surprised no one thought of that before!”

Well. no one had ever thought of that. The AM broadcasters were falling all over themselves thanking Doctoradio for
what's become known as the Great Equalizer and there is growing support for a movement to rip out the just-completed
statue of Albert Einstein and replace it with an even-bigger one of Mitch Bazbo.

That story is, of course, completely false. AM Stereo has been possible since the invention of the left-handed screw-
driver and hasn’t hit the marketplace because, uh, because . . . aw, hell, I don’t know why we haven't had it "til now.
Probably some kinda plot!

CORDS

ON BUTTERFLY RECORDS/MANUFACTURFD & DISTRIBUTED BY MCA RECOR

A RINLEW PRODUCTION
MCA R

FROM THE NEW ALBUM BY

PRODUCED 8Y W. MICHAEL {EWIS & LAURIN RINDER

So tell me this: will we have to Mitch Mitch Mitch until we get a few additional easily-built radio “breakthrough™
capabilities? Car radios have pushbuttons so why don’t home radios have ‘em? Portable radios can get TV audio but car
radios can't. | can punch on the National Weather Service frequency for daily complete weather information 24 hours a day,
except for the hours I'm in my autemobile. Mitch Mitch Mitch.

Jecz. TV already has home recorders that electronically switch time and stations, but there's no radio alive that can do
that. It’s time for Doctoradio to cut loose with some creative tinkering. to drag commercial broadcast receivers at least as far
as the late 1960's.

Frankly, it's probably only by lucky chance that we don’t still have windup or rubber-band-powered receivers.

Mitch Mitch Mitch. I've Mitched since the day I was morn.

Monday May 7 — Any Details, General Eisenhower?

The Second World War ended on this date 34 years ago and General Dwight Eisenhower sent a message to the Com-
bimed Chiefs of Staff that said simply, ““The mission of this Allied Force was fulfilled at 0241 local time May 7 1945." The
following day was ““VE Day" for Victory in Europe.

Birthdays include Dillards bass player Mitch Jayne 49. singer Teresa Brewer (Theresa Breuer) 48, football magician
Johnny Unitas 46.*

One of the events leading to World War I happened on this date in 1915, when a German torpedo slammed into the
unarmed passenger ship “Lusitania’ ten miles offshore Ireland, sinking her in less than ten minutes with the loss of 1198
lives.

Thirteen years ago the Mamas & Papas reached No. | with “‘Monday Monday. " The Pulitzer prizes were established
on this date in 1912.

Tuesday May 8 — Coke Adds What?

John S. Pemherton reportedly mixed up the first batch of Coca-Cola on this date in 1886, at Jacob's Pharmacy in
Atlanta, GA. The ingredients did include a form of cocaine (but they don't now). Coke became so popular that the company
was sold for $25 million about 30 years later (1919).

Mount Pelee blew its top 77 years ago today. killing either 30-thousand or 40-thousand people depending on what old
reports you read. That volcano is on Martinique.

Rick Nelson (Eric Hilliard Nelson) turns 39 today. as does Peter ““Jaws’ Benchley. Don Rickles is 53.

End of World War 11. VE Day.

Wednesday May 9 — Rolling Stones’ First Session

Sixteen years ago today the Rolling Stones set up at Olympic studio for their first recording session {1963). The tapes
later became available by bootleg as *'Bright Lights Big City." I hear the'Stones have been quite successful.
Commander Richard E. Byrd and Floyd Bennett became the first to fly over the North Pole 53 years ago today. a

trip made possible only by the invention of the Bumstead Sun Compass designed for polar navigation {where magnetic
compuasses get so confused they don't know where to point).

The Nixon impeachment hearings began 5 years ago (1974).

Birthdays: Candace Bergen 33. Glenda Jackson 43, Mike Wallace 61, Richie Furay 35, Dave Mason 34, Donovan
{Leitch) 33.

Thursday May 10 — The Real Johnny Appleseed

He was weird. Johnny Appleseed was a verbal legend for so long his actnal birthdate is disputed. but one source has it
on this date in 1774. Almost nothing is known of John Chapman before his appearance in 1800 {approximately) in Pennsyl-
vania, where he obtained you-know-what seeds and began planting a trail of fruit along the line of the soon-coming west-
ward migration. Remaining accounts indicate he sometimes wore a pie pan as a hat and picked up extra money as a mystic,
as he spread apple orchards as far as Indiana. Johnny Appleseed was known as a generous person who treated people and
animals with great kindness. le lived about 70 years and died near Fort Wayne. IN in 1845. Note: “Webster's Guide to
American History " lists his birthdate as 9/26/74.

The Old Farmer's Almanac this year states simply. 'Skunks are often born on May 10th and 11th."

The first railroad tracks across the North American continent were completed on this date in 1869, with the driving of
the golden spike at Promontory Point, Utah.

Friday May 11 — First Scheduled Television

Fifty-one years ago today the very first scheduied TV service hegan in New York City, with an announcement by WEY
that “only the faces of men talking, laughing or smoking will be broadcast. No elaborate effects are planned at this time."
Source: [llustrated Rock Almanac. I am skeptical. Anyone know whether this is really true? Way back in 1928?

Statehood Day for Minnesota. admitted in 1858.

Don’t Wait...."One More Minute
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*My sincerr thanks 1o OM Bart Hawley of WIBM-WHEF1/Jacknon for the generous gift of o hopelutly-relisble publication listing birthdates




BREAKERS

KENNY ROGERS
She Believes In Me (UA)

64% of our reporters on it, 28 adds including
WCAO, 797, KDWB, B100, WDRC, WTRY, WAXY,
WNOE, WNDE, KENO, WFBG, WRFC, WJON,
KBDF, 293 29.25, KSLQ 2825, KBEQ 40-35, KEARTH
29-26, KOPA 28-26, WKEE 3227, WAPE 3227,
WGH 18-10, WISM 28-22, KCPX 24-14, WHEB 27-
18, WAAY 30-24, KKXL 30-21, KYSN 3531, See
Paraliels, charts at number 27.

KRTH
KCBQ
KRUX
FM100
KYNO
KJOY
KCPX
KSTP
KIOA
KOIL
KQWB
WBBF
WHBQ
WFIL
KILT
KNUS
KLIF
WKY
KOMA
WAKY

WPRO-FM

WPTR
WPGC
WLEE

WGH
WYRE
WKIX
wWQXI
93
WBBQ
WHHY
WLCY
BJ105
WLOF
KFi
KMPC
KGIL
KOGO
KERN
KFXM
KUHL
KOPA
KOY
KQEO
KRKE
KATI
KSFO
KNBR

KSTN
KCBN
KRSP
KSL
KYSN
KING
KVI-FM
KYYX
KVI
KOMO
KJRB
KREM
KTAC
KGW
KPAM
KEX
KEIN
KQDI
KIMN
wWCCO
WCCO-FM
KKLS
KRIB
WDBQ
KFMD
WOW
KLMS
KVOX
WEAQ
WEBC
KKXL
KSLQ
KXOK
KBEQ
KEWI
KFYR
KKRC
WTM)
WISN
WNAP
WISM

“The Gambler

WACI-FM
WROK
WGAR
WTAE
WGR
WBEN
WCUE
WINW
WIET
WRIE
WOLF
WLAC
92Q
WSM-FM
K104
WSM
KLAZ-FM
WiIDX
WRIJIZ
WNOX
WGOW
Q102
WAYS
WBT
WTOB
WISE
KULF
KNOW
KILE
KTSA
KVIiL
KZUE
KOFM
KELI

WAPE
WQPD
WBGM
WBSR
WDLP
WPRM
WGGG

Get the Picture?
On United Artists Records.

‘

KCRS
KEEL
KROK
WIR
WVIC
WILS
WTAC
WLAV
WSAM
WKRC
WLW
WING
WHIO
WKLO
WHAS
WVLK
WBGN
WCOL
WFIL
WIP
WKBO
WBZ-AM

WPRO-AM

WFEA
WHEB
WTIC-AM
WHYN

KENNY ROGERS
“She Believes In Me”

From the smash album

WROV
WEEO
WZYQ
WFLB
WFOM
WSB

WSGN
WERC
WKXX
WAUG
WBTR
WAAY
WAGQ
WSGA
WSAV
WALG
WGSV
WCGQ
WCOS
WTMA
WANS
WI10D
CK101
WINX
WASH

WCBM
WFBR

, 3‘\ WBAL
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-ROSSOVER PAG

Songs receiving substantial crossover activity are listed alphabetically. Shaded areas indicate originating format. Records
which originate simultaneously in two or more formats are not shaded. Descriptions are compatible with R&R chart terminology.

T0P-40

Soe Hack Page

Papular
Rhythms

See Paye 46

DISCO

ASR

( auglyy”

P/A

Soe Page 47 See Puge B2 See Puge 68 ) See Page 73
JOHN DENVER “Significant 1
3 -19
“What's On Your... " (RCA) Action” chart: @
EARTH, WIND & FIRE “QSianificant =
wi EMOTIONS Sigmiroe “MOST ADDED
“Boogie... " (ARC/Columbia) Action
7 -H 3
FOXY Significant A % 4 >
‘Hot Number’ (Dash/TK) Action’’ HOTTEST HOTTEST
MICHAEL FRANKS “Significant
3 Jazz: “HOTTEST” No. 5 Jazz Chart
‘When It's Over’ (WB) Acﬁon"
GO " [y 7] .0
Disco Nights* (Arista) NEW & ACTIVE “HOTTEST” HOTTEST
CRYSTAL GAYLE char: Q-0 Chart: 38.35
‘When | Dream* (UA) “HOTTEST" “NEW & ACTIVE”
r-H -g=
THELMA HOUSTON Significant e <
“Saturday Night..." (Tamla) Action”’ CLIMBER
BILLY JOEL - Chart ©Q
Monesty" (Caimb) Chart ) - @ No. 40 Album Chart MOST ADDED"
i ONES h “Sianifi
R'|C(;'1’l(l::EkLEE'ES‘;n Love "(WB’ uc =i ket ou No. 6 Album Chart s'gr|-lfl(:'alr|t
BREAKER Action
NICOLETTE LARSON . 3 : Chart: 39-36
“Rhumba Girl"' (W8) NEW & ACTIVE Mo Gingle iR “NEW & ACTIVE”
MCcGUINN, CLARK & HILLMAN | ,, > No. 17 Album Chart Chart:33- €
“Don’t You Write... " {Capitol) NEW & ACTIVE “HOTTEST” “NEW & ACTIVE”
Chart: 13-23
BARBARA MANDRELL ¥ i
“lIf Loving You... " (MCA) NEW & ACTIVE Peaked at No. 2 on chart: OO
4/13/79
” = = oy -
%uvm NEWTON-JOHN Chart @.© Significant char: ©-O ¢
eeper Than The... " (MCA) Action’’ “MOST ADDED
ORLEANS No. 18 Album Chart '
“Love Take Time" (Infinity) Chart: @ - @ “HOTTEST” char: @@
RAYDIO *’Significant P o “Significant
“You Can‘t Change... ” (Arista) Action”’ Ho.rres‘r Agcti on’’
KENNY ROGERS Chart Debut € Chart: Q~@ "M(?hf.rrr?SDD@ED“
00, ” Y} ”0” ae ar . 7
'She Believes In Me* (UA) BREAKER HOTTEST “NEW & ACTIVE"
SISTER SLEDGE X o o " o 7 *Significant
WeAra Aty (Cotilios) NEW & ACTIVE CLIMBER HOTTEST Aeton”
SYPRO GYRA Jazz: “HOTTEST” No. 2 Jazz Chart Chart: 4037
“Moming Dance "’ fIinfinity) “NEW & ACTIVE”
DONNA SUMMER . “Significant
I TP chart OO “"HOTTEST' No.§ Singles Chart A!::tion"




“GREAT BALLAD, ALONG THE LINES OF REUNITED AND THREE TIMES A LADY! STRONG
FEMALE RESPONSE IN CALL OUT RESEARCH!" —TERRY DANNER, KGW /PORTLAND

Maxine
Nightingale

"FEMALE PHONES START IMMEDIATELY! MALE REQUESTS AFTER 4 WEEKS WITH SALES!
THIS RECORD IS A WINNER ACROSS THE BOARD!"  —KEN DARDIS, WCGO/COLUMBUS, CA.

WAVZ 29-27 = ° WCGQ 35-31
WAPE on g WTMA add
WRJZdeb36 = =& WJON add
KTLK add AR KEWI 38-33
KGW 25-23 | - KRLC on
WGUY deb29 == o KCBN add

WFOM add X0 4

/
¢

“Lead Me On”

“ALL MY JOCKS REPORT STRONG PHONES FROM DAY ONE! AFTER ONLY 2 WEEKS OF AIRPLAY,
SALES ARE STARTING, AND IT'S CHARTING ON MY LIST!" —MARK LAWRENCE, WGUY /BANGOR

WINDSONG

Rpcoans

N

PRODUCED BY DENNY DIANTE N \
ARRANGED BY MICHEL COLOMBIER o NRGA = »




INFINITY
RECORDS

‘DON’'T EVER
WANNA

LOSE YA”

NEW ENGLAND -

Hello, Hello, Hello / Don't Ever Wanna Lose Ya
PUNK. / Nothing To Feor

THE MUSIC
SAYSITALL!

RADIO REPLIES:
N

WRKO on WGH on WRFC on

| KSLQ36-33 92X on WSEZ on

i WZUU add KYNOon WFLBon

| KJRon KROY add WANS on
KUPD add WJIBQ 29 WKAU add
JB105 on WGUYon KENIon
WKEE deb 32 WTSN add KOOK add

ASR[BREAKERS

New England (Infinity)

“Lose’’ ‘‘Fear ‘'Hello’’ “"Punk’’
53% of our reporters on it. Total
reports: 79. A-80, M-13, H-6. De-
buted this week at number 20.

#1 MOST ADDED
RADIO & RECORDS
AOR AIRPLAY

ALL WE ASK YOU

TODOIS LISTEN.

RE&R/Friday, May 4, 1979

Okay, this it it! There will not be a new PD named at KLOS/Los Angeles until after the pub-
lished results of the current ARB. The station continues with its current AOR format, and GM Bill
Sommers will have more to say next week in an interview with R&R’s AOR Editor Jeff Gelb.

Reg Johns, PD of CKGM/Montreal and brother of Fairchild programmer George Johns,
has accepted the PD’s job at CFTR/Toronto. Look for the battle between CHUM and CFTR to
heat up even more once Reg gets his hands on the station. Rumors include CKGM MD John
Keogh in the move to CFTR, but that is unconfirmed.

Paul Drew has filed a $1 million dollar-plus law suit against Sanrio Co. and Sanrio Com-
munications, the Japanese-based firms, alleging breach of contract and fraud. Paul, who is the
personal manager for Pink Lady, states that he entered into agreement with Sanrio last fall for him
to become head of a new music division that firm had planned. Apparently Sanrio’s plans have now
changed and the music division will not become a reality. Paul is seeking exemplary and punitive
damages of $1 million plus actual and consequential damages of one-half million dollars, since
Sanrio does not plan to honor their “oral agreement’ with him.

Ken Benson is the new National Album Promotion Director for EMI-UA Records. Ken,
who was formerly on the air at WABX/Detroit, moves to the EMI-UA post from Capitol Rec-
ords, where he had been Assistant National AOR Promotion Director for Ray Tusken.

Street Talk’s official Hollywood Star Gazer spotted some ‘“"heavies’" in the audience last week
at Robert Gordon's Roxy appearance . . . California Governor Jerry Brown and his friend
Linda Ronstadt, just back from their African jaunt.

Happy early birthday to Lu Fields, who will celebrate his 30th (what, again?) on May 10th.

WEEI-FM/Boston PD Clark Smidt, who was the Grand Prize winner in WB’s Rod Stewart
contest for a trip around the world, says that CBS (owners of WEEI) rules and regulations will
probably prevent him from accepting the trip. Said Smidt, ‘‘I'm still awditing word from WB on
exactly what's involved here. and if I'm not allowed to go, I'm going to try and convert it into a
worthy cause. Actually I did want to give the trip to my parents, but I don’t think that’s possible.
This is certainly quite a stroke of luck and a once-in-a-lifetime opportunity, but I am very pleased
to be working for CBS and I'm not going to endanger my career with the company if there's any
problem.”” Wow, you talk about being a *‘good sport . . .”

Billy Brill has exited Ariola Records, where he had been National Singles Promotion Direc-
tor. to accept a job doing National Promotion for Phonogram/Mercury. The step up for Billy will
mean a move to Chicago and even though we'll miss him on the West Coast, we wish him the best!

KSJO/San Jose giving away the new Led Zeppelin album??? Yes, but actually they were
giving away certificates from Tower Records redeemable for copies of Led Zeppelin’s new album,
whenever it’s finally released. They did have all the other San Jose stations wondering there for a
while . . . great promotion.

And finally . . . this may be a bit on the morbid side, but facts are facts. WZXR/Memphis,
along with Elektra Records, promoted a contest in conjunction with the Marc Tanner Band’s
*No Escape’’ album in which the station’s listeners could win an all-expenses-paid trip to Disney-
world by writing ‘‘the most convincing letter” about why they needed to escape. It was no contest at
all, when all the entries were finally in . . . one young lady wrote that both her parents had just
died and on the way home from their funeral her car had been totalled. sending her husband to the

hospital with multiple injuries. Plus her rent was going up . . . we have a winner!
‘ . o

Pt e WA ™ 3

IN THIS CASE — CRIME DOES PAY — Gary Lockwood, afternoon drive jock for KJR/
Seattle and his newsman sidekick Chet Rogers have created and sustained a daily feature
of their program called “’Police Blotter.”” The pair take humorous stories from actual police
cases (at least that's what they say) and read them on the air, which usually winds up with
both of them laughing so hard that the bit self-destructs! If you've ever heard them do it
you know it’s funny, but how abouta “look " at these two? Gary is on the left and Chetis on
the right (not politically, mind you) in this specially-autographed fan photo.




We've Opened

Our Doors
'To Your Future

I'alent Industry Placement Announces The Opening
Of The First Placement Firm Devoted Exclusively
o The Radio And Record Industries. Placement
Available In Record Promotion, On-Air, Manage-
ment. Sales. Traffic.Merchandising And Secretarial
Positions.

For More Information Call 213-162-7411 Or Write
Us At 6:i64 Sunset Blvd.. Hollvwood, California,
90028, Suite 750.

I'alent Industry Placement— An ldea
Whose Time Has Come.

TP

Frank Miko TALENT INDUSTRY PLACEMENT | ].]. Jordan
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John
Leader

Top 40’s Time Has Come . . . Again!

AOR radio is evolving into “rock ‘n’ roll only.” Disco radio in its current form is wall-
to-wall “‘beats per minute.”” So where does that leave Top 40 radio? It leaves Top 40 in
potentially the most advantageous position the format has ever seen.

At the successful Top 40 stations the original concept of the format has not changed . . .
play the hits, promote, entertain, inform and be consistent in the way you do it. The Top
40’s that have abandoned one or more of those basic principles have found themselves
slipping from dominance, and it now seems that more Pop/Adult stations embrace the Top
40 concepts than do Top 40 stations.

I firmly believe that it’s time for all Top 40 radio to return to those basic principles and
by doing so, once again grab a lion’s share of the available audience.

Play The Hits

Musically, the phrase ‘‘play the hits” is not difficult to define. With Top 40 radio “‘the
hits’" have always been the 30-40 most popular songs of the day. It’s musical variety. With
many prominent AOR stations opting for a totally uptempo sound (no ballads!) and disco
stations playing only music you can dance to, the variety Top 40 offers becomes that much
more attractive. Whatever “the hits’’ are, Top 40 should play them. Trends in music come
and go and the Top 40 winners have reflected those trends without passing judgment on
them. You may not personally care for disco music, but if your audience shows a prefer-
ence for it, you’ve got to give it to them, along with all the other music that is currently
popular. A Disco station with a very specific music format cannot ever offer the variety
Top 40 can, and even though the *“‘all-disco sound’’ may be hip for a while, history proves
that fads do indeed fade.

How you measure what is popular in music is a question programmers still debate, but
when you get right down to doing it, it is not a major problem. As in the measurement
of anything, the more sources of information you can have at your disposal the easier it
will be for you to make your decisions. Sales, requests, call-outs, focus groups, gut feel,
market sense, national trends and any other information sources you can muster will all
help you to make the right decisions. But to use one method alone, excluding all others, is to
be professionally naive and dangerously narrow-minded. Refusing input that is easily avail-
able is like asking a question when you’ve already decided what the answer should be.

When dealing with popular music, you are dealing with public “taste’ and in that
frame of reference there are no absolutes. Every person won't like every song you play,
just as every song you add to your playlist will not go on to become number one. But the

““The most criminal thing Top 40 radio did to itself in re-
cent years was to deemphasize personalities.”’

key to the “play the hits” concept remains musical variety “If you don’t like this tune,
stick around because you'll love the next one!’’ That variety can appeal to a wide audience
and give Top 40 radio a demographic spread the ‘‘hard rockin’ ’ AOR’s and “all boogie”
disco stations won't be able to attract.

Music is still the majority shareholder in the Top 40 structure, and the basic principle
of “‘play the hits is still valid. The method of determining what the hits are may have be-
come slightly more sophisticated, but the theory of variety within the boundries of currently
popular music still has very broad appeal.

Promotion

Promotions were one of the first ingredients to disappear from Top 40 radio, as the idea
was distorted by those who felt the format should more closely emulate AOR. The contests,
giveaways and excitement of winning an imaginative prize were reduced to “Okay, the tenth
caller wins the new Bee Gees album.” That style of contest has a place within the Top 40
framework, but it is not notable. All music stations, regardless of format, do that type of
giveaway and it has become totally unremarkable.

The big promotions are still alive and going very well on successful Top 40 stations
all over the country. AOR stations too have begun to see the value of large-scale promotions.
The argument offered by those programmers who chose not to run major contests on their
stations was logical, but the conclusion drawn from the argument was not. Many program-
mers said, ‘‘Contests are clutter and the majority of my listeners are not interested in play-
ing them, so why should we waste our air-time with them?” Even if you agree that all
your listeners may not be interested enough in a contest to actually make an attempt at
winning, that is no reason to delete contests from the menu.

“If you are of the school that believes Top 40 listeners
won't sit through a newscast, then perhaps you should re-
think your concept of news.”’

“Whatever ‘the hits’ are, Top 40 should play them. Trends
in music come and go and the Top 40 winners have reflect-
ed those trends without passing judgment on them.”

Successful programmers know that major promotions serve a dua'l purpose — they en-
tertain and they create an ‘“‘image.”” I'm sure that many of Wl,S/Chlcagf»‘s llstgne{‘s feel
they have no chance of winning the completely furnished new hqme that the station is cur-
rently giving away. But can you imagine the “talk’ and tl)e _“lmage" that promotion is
creating for the station? It’s not taking up a lot of precious airtime to‘prom.ote thxs_ contest,
but it is entertaining and the word-of-mouth it has created within Chicago is consn@erable,
A properly designed contest or major promotion (Walk-A-Thon, etc.) can get your l_lst,eners
involved with your radio station and when it comes time for them to write down their choice
of call letters, you can bet they’ll remember yours.

Entertain

The most criminal thing Top 40 radio did to itself in recent years was to deemphasize
personalities. The air personality became a nearly nameless voice, reading one-liner cards
and punching cart-machine buttons. If the description sounds unappealing, that’s the way
it came across on the air. It was clean and it was lots of music, but it wasn’t much fun to
listen to.

Take a quick look around the country at the really successful Top 40 stations . . . if
you’ve been in the business for more than three months, I'll bet. you can name at least one
air personality at each of those stations. It might be the morning man or the afternocon guy
or both, but all of these winning stations share the element of personality. Their jocks en-
tertain. They are in topch with the audience and therefore are tuned into the community.
These personalities are well known and usually highly rated. They offer a Top 40 listener
something few AOR or disco stations have attempted to present . . . a reason to listen
besides the music.

Obviously the personality approach works best with air talent that is qualified to handle
it. It may be better suited to one time period over another, but it’s a very important ele-
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“Once you have won the listeners, holding them is a mat-
ter of staying in touch and continuing to serve them. The
consistent Top 40 winners haven’t over-reacted to any-
thing.”
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ment of the Top 40 formula. Having personalities instead of “jocks’ does not mean your air
staff should be seven joke-spewing, chatty buffoons, but it does mean they should have some-
thing to say other than title, artist, time, temperature and call letters.

What personality means today does not necessarily mean the same thing it did when
Top 40 began. Just as the times have changed, so have the successful air personalities.
They’ve adapted to new situations and remained popular, increasing their audience shares
and their stations’ revenues. Personality still works.

Inform

News on Top 40 is another area that has had rough going in recent years and its di-
minished role can be traced to the same illogical conclusion that silenced the air personal-
ity ‘‘anything other than music on Top 40 radio is a liability.’’ That’s nonsense! Top 40
listeners come from all age groups, backgrounds and professions and anything that affects
their lives is ‘“news.” Just as it is with personalities, news succeeds or fails on two basic
levels: content and presentation.

Creative news people in Top 40 radio, and there are still a few who have not been totally
stifled, determine what their listeners are interested in hearing about, and they present it
in an informative and entertaining manner. If you are of the school:that believes Top 40
listeners won't sit through a newscast, then perhaps you should re-think your concept of
“news.” Properly done, news can be a creative and important plus to a Top 40 radio sta