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Jay Cook Named VP/Nat’l
Program Manager For Combined

Jay Cook, PD at WFIL/Phila-
delphia for 13 years, has been ap-
pointed Vice Presjdent/National
Program Manager for Combined
Communications’ radio stations,
based in San Diego. John Bayliss,
President of Combined’s Radio Di-
vision, told R&R, I am genuinely
thrilled. We considered a dozen of
the most qualified people in the in-
dustry, and Jay was our choice;
we obviously think he's the best.
There are a number of qualified
specialists in a specific format, but
it’s rare to find someone qualified
to head so many diversified for-
mats.”

Cook told R&R, “I've been at
WFIL 13 years, and I feel it’s the
best PD job in the country. The only
thing that could make me leave
would be a job like this. It's newly-
created and very challenging. I'm
more excited than I've ever been,
and can’t wait to begin."”

Bayliss added, ““In his new posi-
tion, Jay will supervise the pro-

gramming of all our radic opera-
tions. That covers people, formats,
research, and a few other areas.”
Combined’'s radio properties in-
clude Beautiful Music outlets
WCZY-AM-FM/Detroit, WDOK-
FM/Cleveland, and KEZL-FM/San
Diego; Pop/Adult KIIS/Los Angel
es, WGCI-FM/Chicago, and WWWE
/Cleveland; News stations KSDO/
San Diego and KTAR/Phoenix;
and KBBC-FM/Phoenix (AOR),
KIIS-FM/Los Angeles (Disco), and
WVON/Chicago (Black).

Dean Tyler Resigns From
WNEW PD Position

Dean Tyler. one of Pop/Aduit
radio’s leading programmers for
over a decade, has resigned the
PD position at WNEW/New York.
Tyler had been with WNEW own-
ers Metromedia Broadcasting for
over 10 years, achieving consider-
able success at WIP/Philadelphia
and joining WNEW in 1977.

Tyler told R&R that recently ap-
pointed VP/GM Jack Thayer and
he ‘‘came to a mutual understand-
ing that it would be best for them
to move on and for me to move on.
I'm not at all unhappy with what
we've accomplished here. I think
we’ve built a solid station. I've
been very happy with this com-
pany, WNEW is a great radio sta-
tion and there’s only a handful of
people in my lifetime who'll have
the privilege of working here, and
I was one of them. But it's time.”
Tyler will announce his plans at a
later date.

Thayer extended best wishes to
Tyler, commenting, *‘First of all,
I'm a great admirer of Dean Ty-
ler. I've been with Metromedia in
the past and I know of the terrific
job he did at WIP, which still
stands as one of the outstanding
radio stations in the country.
WNEW is a great station, with a
great image in the industry, and I
want to capitalize on those things.
In conversations with Dean con-

cerning his ideas and plans, we
concluded he could not fulfill his
plans at WNEW. We've been talk-
ing for about 60 days about what
direction he wanted to take his
career. We felt it was time to
move on, because he had made his
contributions to the success of
WNEW. All of us, his many friends,
and we are still all his friends.
want to wish him the best of luck
in his future career."

40% OF MARKETS AFFECTED

Arbitron Mishandling Of Daytimers Spreads

When is a daytime station not a
daytime station, and when are day-
time stations signing off during Ar-
bitron sweeps? It appears that the
ratings firm is having trouble prop-
erly answering these questions,
since R&R has discovered problems
affecting 120 daytime stations in
40% of the books received to date.
The errors in the 33 markets (so
far) are of two types — stations
which are on the air 24 hours are
shown in the front of the books as
being daytimers (no nighttime
power shown) but full-time estim-
ates are shown throughout the entire
report; or daytime stations are
shown as signing off at various
times during the sweep, thus giv-

ing some stations more on-air time
and showing audience figures when
their competitors are shown as be-
ing off the air (when in reality all
signed off at the same time in the
same metro).

In the first instance, the mar-
kets affected are Jacksonville,
Springfield, MA, and Lakeland, FL.
In each of the markets stations are
shown on the “facilities page” as
being daytimers, but estimates are
shown throughout the book from
5am to 1am. The stations respective-
ly are WPDQ, WIXY, and WGTO,
all of whom broadcast 24 hours
daily. In the case of WGTO, the
station is shown in the hour-by-
hour section as signing on between

(right) and Azoff are pictured.

FIVE CONTENDERS SUBMIT TEST RESULTS

FCC Nearing AM Stereo Decision

While there seems to be con-
siderable disagreement about
which AM stereo system is the
best. as the FCC nears the end of
its extended inquiry into AM stereo
broadcasting, everyone does agree
that a decision is long overdue.
Even the FCC itself expressed a
desire to conclude the proceedings
quickly when it denied a motion on
June 15 brought by Belar Labora-
tory, Inc. that the FCC Offices of
Science and Technology conduct
the tests on the five systems un-
der consideration in the Commis-
sion’s proposed new rules for
establishing standards for AM
stereo transmissions.

*It is our view that this expedi-
tious conclusion may be best ac-

complished if the proponents con-
duct the various tests and furnish
the requested information rather
than encumber the FCC's Labora-
tory with this additional work-
load,” the Commission said. The
NAB and radio stations across the
country have urged the Commis-
sion towards this “expeditious con-
clusion.” ABC notes that AM stereo
has been under study for two de-
cades.

Five systems are before the com-
mission for consideration: Harris,
Belar, Magnavox, Motorola and
Kahn-Hazeltine. Each system was
tested in over-the-air experiments.
the results were submitted to the
FCC August 3.

Kahn-Hazeltine, which charges

KLENFNER DRAFTED FOR FRONT LINE DUTY — Michael Klenfner has
joined Irving Azoff’s Front Line Management as Executive VP, and will
head the firm’s expansion to New York. Azoff stated, “With our con-
tinued growth in movies, records, and management, it became obvious |
that we needed a New York office, and Klenfner is the best qualified
to run it” Klenfner, most recently a VP at Atlantic Records, com-
mented, “I've always admired Azoff’s operation, and the way he han-
dles his acts. It's a pleasure to be in business with him.” The firm will
also launch a new joint venture management/record production opera-
tion based in New York, to be headed by Klenfner. Above, Klenfner ‘

———, — )

stations approximately $10,000 to
test its system, claims it's the
most thoroughly tested. The sys-
tem was tested for 30.000 on air
hours on 11 radio stations, in-
cluding WABC/New York, WFIL/
Philadelphia, KHJ/Los Angeles,
and XETRA/Tijuana. Kahn-
Hazeltine got good marks from
WFIL, which urges the FCC to ap-
prove AM stereo as soon as pos-
sible and says. *‘We have found no
major reasons why the Kahn-
Hazeltine system should not be ap-
proved.” Meredith Corp.. which
tested Kahn-Hazeltine at WOW/
Omaha, and KCMO/Kansas City.
agreed, saying, “It is the only
stereo system capable of long dis-
AM STEREO/ Continued on Page 24

5-6am and being on the air the rest
of the survey day. However, WGTO
General Dick Bennick told
R&R that his station “went 24 hours
at the end of March’’ and that Ar-
bitron was notified of that fact. When
R&R contacted Arbitron to learn
their side of the story, the company
had not prepared an official re-
sponse.

The more widespread situation
deals with a problem first brought
to the industry’s attention in R&R
two weeks ago in a story dealing
with an error in the handling of day-
timers in the Washington, D.C. mar-
ket. In that case, as in the markets
listed below, daytime stations were
not treated the same with regard to
their sign off times during the A/M
“79 survey. Some stations are shown
as signing off earlier than others,
giving other stations an apparent
advantage in audience when they
should have all been shown as sign-
ing off at the same time. The root
of the problem is that Arbitron or-
iginally asked stations to submit
sign-offs based on May. Later. it
was decided that this was in error
and that the April sign-off would
be used to calculate estimates for
this sweep. In the resulting con-
fusion some stations did not supply
the revised time to Arbitron, thus
resulting in different treatment for
stations in the same boat. Arbi-
tron instituted no doubie-checks to
prevent confusion in the books.

When R&R asked Arbitron
spokesperson Connie Anthes whether
Arbitron was going to check to see
how many markets and stations
were affected by this situation, she
stated that the radio department
had no time to check into this case.
Neither does Arbitron plan to reissue
any of the affected books or release
a statement explaining what caused
the confusion. R&R has researched
the magnitude of the problem and
determined that the following mar-
ket reports are in error regarding
inconsistent sign-off times for day-
timers: Atlanta, Canton, Chicago,
Charlotte, Davenport, Dallas-Ft.
Worth TAR, Fresno, Indianapolis,
Jacksonville, Lakeland, Louisville,
Memphis, Milwaukee, Minneapolis-
St. Paul, Nashville, New York, Ok-
lahoma City, Omaha, Philadelphia,
Phoenix, Pittsburgh, Portland, OR,
Providence, Rochester, NY, St.
Louls, Salt Lake City, San Antonio,
San Francisco, Springfield, MA,
Syracuse, Sarasota, Toledo and
Washington, D.C. Daytime stations
in these markets may want to check
the hour-by-hour section of their
books to see how this problem af-
fected their stations.
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RICH REJOINS B100. BROWN UPPED AT KCBQ

San Diego Programmer Changes

Bobby Rich, who created B100/
San Diego's rock-oriented Top 40
format in 1975, has returned to the
station as programming consul-
tant. Present PD C.C. McCartney
has resigned, and Glen Martih
(known as Glen McCartney on the
air) has been named Operations
Manager at the station. At the
same time, John Fox resigned as
PD at KCBQ in favor of a new
career in real estate, with Charlie
Brown (of morning team Charlie
& Harrington) named as new PD.

KFMB-AM-FM VP/GM Paul
Palmer explained the changes to
R&R: “Bebby will be moving to
San Diego on a consulting basis
effective August 6, working with
Glen, who has been with the sta-
tion four years on the air and as

Production Manager. In the initial -

stages of Bobby’s return, he will
assume all programming and
operational decisions, and will
have an ongoing involvement with
all the format direction and music
selection.”

Rich told R&R. ‘“My position at
B100 is that of a consulting pro-
grammer on a provisional basis.
I have no immediate plans to be-
come a full-time consultant . ..
Since I left B100 a year and a half
ago (to program 99X/New York),
the San Diego market has changed
radically. This is not a between-
gigs vacation for me. I've accepted
this position for the true challenge
that it represents in an age of frag-

mentation and competition. I'll be
doing all I can to enhance B100's
position as the leading rocker in
the market, while continuing to
explore additional opportunities to
fulfill my personal career goals.”

Radio To Real Estate

At KCBQ. John Fox. PD since
January, resigned to enter the field
of commercial real estate in Day-
ton, entering into hotel transac-
tions. VP/GM Mike Stafford told
R&R. “I hate to see John go. We
are very close friends, and he and
I have shared a lot in the last few
months. It was a very difficult de-
cision for him because radio is his
first love, but he had the oppor-
tunity of a lifetime to start a new
career. It'd have to be good if he's
leaving San Diego. He’s a very
cerebral guy, not your typical pro-
grammer if there still is such a
thing, but a real good guy to have
on your ballclub, and I appreciate
him to death.”

Stafford continued. “But Charlie
Brown and I are also very close
friends. He’s a neighbor of mine
and I have all the respect in the
world for him. He’s done great
things in all the markets he’s
worked in, and I think we’re really
blessed, if we have to lose a guy
like John, to have somebody like
Charlie to pick it up.” Brown will
continue his Charlie & Harrigan
morning shift in addition to his
programming duties.

Lohman & Barkley Celebrate
Sweet Sixteen Together'

Roger Barkley (left), Al Lohman, and anniversary gift. (See page 24)

Al Lohman & Roger Barkley,
KFI1/Los Angeles morning team
and an area institution (much like
nearby Camarillo Mental Hospi-
tal), celebrated 16 years together
on the air last week. Asked to re-
trace the details of their teaming,
Barkley told R&R that “it’s the
world’s dullest story.”” After that
promising beginning, he cited a
few variations on the legendary
meeting which he and Lohman
had employed to flavor the tale.
“Since we grew up a few miles
apart, we used to claim that Loh-
man was a flaming child molester
and I was a flaming child,” Bark-
ley said. ‘I once said I was a sky-
diver and he was a farmer out
plowing his field, and I happened
to land on his tractor. The truth is
not all that exciting.”

Barkley continued, “I was pro-
gramming KLAC/Los Angeles,
and Al was the morning guy. Metro-
media bought KLAC, and one
morning in my programming of-
fice letters started arriving ad-

to Jim Lightfoot, Pro-
_gram Director. I thought, wait a
minute, my name isn’t Jim Light-

foot. What does this mean? Sure
enough, the day the Commission
approved the sale, in walked this
pleasant gentleman by the name
of Jim Lightfoot, and he starting
sitting at my desk. So it did appear

LOHMAN-BARKLEY/ See Page 24

Norm Winer
Named PD
At WXRT

Norm Winer, a prominent AOR
figure for years, has been appointed
PD at WXRT/Chicago, replacing
John Platt, who resigned several
weeks ago. Winer had been morn-
ing man at KSAN/San Francisco,
and had previously programmed
WBCN/Boston for over five years,
having earlier been PD at CHOM-
FM/Montreal.

WXRT GM Seth Mason com-
mented to R&R. “Norm has a vi-
tality and a positive feeling for a
station like WXRT. He has a re-
freshing excitement. He's a very
bright person who has observed in
the last two years the many changes
which have gone on in AOR radio.
He's more than ready for the chal-
lenge.”

Winer told R&R, “I wasn’t that
anxious to get back into program-
ming unless the situation was
right. Being at KSAN gave me a
chance to get the creative juices
flowing. 1 really feel revitalized.
I'd like to try to bring all that en-
ergy and my new-found perspec-
tive as well as my prior PD ex-
perience to WXRT. I will be trying
to update WXRT for the 80’s — a
radio station must be appropriate
for its present time. I want to
make it the greatest progressive
station of the 80’s.”

Winer is looking forward to tough
competition from AOR leader
WLUP and Chicago’s other AOR
stations. “That’s one of the things
that has me most excited about
the job. Chicago is a crucial mar-
ket for AOR and for progressive
radio. I think it’s time for progres-
sive radio to really show its stuff. I
don’t think it’s been given a fair
shot over the last few years. In my
resignation letter, I stated, ‘I'm
leaving the station to assume a
position that will enable me to
make a more significant contribu-
tion to the continued and future
success of progressive radio.’ ”’

Crowds, Crime Cause
Cleveland Concert Changes

A series of violent incidents
which took place outside the fourth
annual World Series of Rock con-
certs held Saturday (7-28) at Cleve-
land Lakefront Stadium has forced
the event’s promoters (WMMS/
Cleveland and Belkin Brothers) to
reschedule the second day’s pro-
gram. Originally set for August 19
at Lakefront Stadium, the concert
will now take place on two nights
(August 18-19) at the Coliseum, a
smaller venue. A

When contacted by R&R, WMMS
General Manager Walt Tiburski
said, ‘“While there were problems,
many of them were sensational-
ized by our fellow broadcasters
and journalists. The people causing

the real violent crimes were the
inner city ghetto dwellers who de-
scended upon the incoming con-
certgoers; all incidents happened
3% of a mile away from the con-
cert. These kids, who were un-
aware of the streets, were seen as
fair game and easy prey by the
neighborhood gangs. What hap-
pened this year that was different
from last year is that the kids
fought back. The city of Cleveland
as well as the police conveniently
ignored this and made it out to
look like the problems were caused
by the concertgoers fighting among
themselves.”
According to Tiburski, the city
CLEVELAND/ See Page 24
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A-AOR, B-Black, BB-Band, BM-Beautiful Music, C-Country, CL. Classical,
D-Disco, JJazz. N-News, O-Oldies, PA-Pop/Adult R-Rock, RL-Religious,
S-Spanish, T-Telk.

Tampa-St. Petersburg
Older Skew In Population Helps Keep BM, P/A
Stations Strong, With WWBA.FM Leading Markel;
Poor 18-24 Diary Return May Explain
Top 40 Drops — WLCY, WRBQ;
WQYK Surges Past WSUN To Lead Country Stations;
Good Book For Disco, Black Stations

O/N°IH A/M°T9
44
6.8
64
1.2
6.4

45
6.6
6.9
1.6
17
4.0
34
1.7
6.3
79
5.8
5.7
16
39
5.7
93
3 8

WDAE (PA)
WFLA (PA)
WFLA-FM (BM)
WGUL (BM/T)
WJIYW (BM)
WLCY (RF 6.3
WOKF (DY 15
WPLP (N/T) -
WQXM (A) 58
WQYK (C) 49
WRBQ (R} 75
WSUN (C)
WTAN (PA) 8
WTMP (B)
WWBA {BM)
WWBA-FM (BM)
WYNF (R)
WQSR (A)

Salt Lake Clty

BM Stations KLUB, KSFI Edge Closer Together:;
KSL Down Over Two Shares From Last Fall,

But Same Number As Last A/M;

Big Loser Top 40 KRSP-FM, Which Drops

Two Shares To Worst Book In Years

O/N2I8 A/M'T8

66 70
KALL-FM (PA) 5.4 35
KCPX (R) 78 B3
KCPX-FM (A) 6.6 6.1
KDAB (PA) 5 25
KISN (BM) 45 35
KLO (R) 14 14
KLUB (BM) 94 93
KPRQ (PA) 22 1.0
KRGO (C) 42 34
KRSP (PA) 0
KRSP-FM (R) 6.8
KSF1 (BM) 70
KSL (PA) 1.5
KSOP (C) 3.6
KSOP-FM (C) 5.4
KSXX (N/T) 28
KWHO-FM (D) 1.7
KWMS (N) 6

KALL (PA)

29
49
88
9.2
22
5.3
3.7
14
1.5

KAYK-FM (PA) 1.9

Norfolk

WFOG Drops More Than Three Shares,

P/AWTAR Jumps To #1 In Market;

WMYK Sees AOR Format lmprove Over Two Shares

While WNOR-FM Drops Two;

Country WCMS-AM-FM Garner Good Gains,
While Disco Does Well On WRAP

O/NI8 A/MT9
1.8 14

1.2 1.9

5.3 17

10 78

5.3 5.9

2.0 27

5.7 75

6.5 LY}

14 I8

94 74

68

3.0

5.7

46

77

26

314
15
23

WBCI (PA)
WCMS (C)
WCMS-FM (C)
WFOG-FM (BM)
WGH (R)
WGH-FM (CL)
WKEZ (BM)
WMYK (A)
WNOR (R)
WNOR-FM (A)
WOWI (B)
WPCE (RL)
WQRK (R)
WRAP (D)
WTAR (PA)
WVAB (0)
WWDE-FM (PA)
WYVA ()
WZAM (A}

6.1
46
41
57
93
13
27
12
1.7
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WASHINGTON REPORT

Update

Van Deerlin Revives FCC Attack

The rewrite (H.R. 3333) would have done away with the FCC. Now, even though it's
dead, its primary author, Rep. Lionel Van Deerlin (D-CA), says he’ll conduct hearings this
fall on the way the FCC does business.

Van Deerlin was unhappy with a report issued last week (R&R 8-3) by the Government
Accounting Office (GAO) criticizing the FCC for lack of planning and low morale. “The
FCC is in trouble” Van Deerlin told members of the House Communications Subcommittee
this week, adding, “the FCC should spend less time on paperwork and more time on
planning.”

No Competition Lack In Small Markets, NRBA Says

Radio stations in single and two-station markets don’t suffer from lack of competition,
according to a study conducted by the National Radio Broadcasters Association, which re-
cently polled 350 AM, FM and AM/FM combo stations.

93 percent of these stations compete with an average of 12 signals for listeners and ad
revenues: 96% also have competition from a daily or weekly newspaper; and additional
competition from cable and billboard for advertising dollars, NRBA said. .

The report was prepared to refute several federal government accusations that radio
stations in small markets exist as monopolies and therefore need regulation. NRBA. which
announced its intention to seek a radio-only bill after the death of the rewrite, has made
several recommendations to House Communications Subcommittee Chairman Rep. Lionel
Van Deerlin (D-CA) including: 1) extending radio licenses to seven years, 2) locking in non-
entertainment processing guidelines at a maximum of 8% for AM and 6% for FM, the
Commission’s current standard, 3) upping ownership to 10 AM’s and 10 FM’s, 4) ceasing
AM/FM cross-ownership restrictions, and 5) establishing standards for petitions to deny
and penalties for abuses.

i

By Jonathan Hall

’* 1 1/' ] T
Pictured above is NRBA Exec. VP Abe Voron (right) reviewing the report with Rick Neu-
stadt, Assistant Director of the White House Domestic Policy Staff.

NAB'S FINANCIAL FINDINGS
1978 Radio’s Best Year Yet

Financially, 1978 shaped up as radio’s best year ever, according to a National Associa-
tion of Broadcasters report based upon financial returns from over 1730 radio stations
representing almost 2200 AM and FM operations. Nationwide, the typical station’s time
sales and net revenues increased 19.9 percent and 19.4 percent, respectively. topping 1976’s
record levels. In addition radio’s growth in national/regional sales exceeded gains in local
advertising for the third consecutive year.

Although operating expenses also rose (17.8 percent), the greater rise in revenues gave
the typical radio station its highest-ever pre-tax profit ($26.000), a 40.4 percent increase
over 1977. The resulting pre-tax profit margin of 8.2 percent has been exceeded only by
1968’s margin of 8.7 percent. FM Gains

Fulfilling last year’s predictions, the typical 1978 dollar profits of FM stations lead the
industry for the first time, as 404 responding FM stations reported a 53.8 percent growth in nation-
al/regional sales and a 43.2 percent climb in local advertising for an overall gain of 44.3 per-
cent in total time sales.

Despite operating expenses increasing 33.4 percent, the FM outlets’ 36.7 percent net
revenue growth produced a typical pre-tax profit of $31,000, up 78.2 percent from 1977. This
amounts to a pre-tax profit margin of 9.5 percent for the FM’s as opposed to the above-
mentioned 8.2 percent for the radio industry as a whole

While 66 percent of the responding stations reported profits, up from 62.2 percent in
1977. 28 percent of the stations surveyed chalked up losses for 1978.

Sales Talk

“Have You Got That Record I Heard On The Ra-
dio?” is the title of a four-page brochure available from
the Radio Advertising Bureau in New York. Designed
as a tie-in with the National Association of Recording
Merchandisers, which is sponsoring 22 regional meetings
beginning August 13, the brochure stresses that 91% of
heavy record buyers spend time listening to radio but
only 55% read a daily newspaper. The attention-getting
brochure, however, does not describe how record re-
tailers should use radio. To get that, radio and record
people will have to attend a NARM conference.

Former President Gerald Ford and former US Am-
bassador to Belgium Leenard Firestone have bought
KIUP & KRSJ/Durango, CO. Competitor KDGO is own-
ed by Ron Ford, no relation to the former President.

'Have you got
that record

| heard

on the Radio?,

YOUR CUSTOMERS DON T COME IN
HUMMING THE NEWSPAPER ADS

Reco*d customers are @ar peopie They
wster 1o Rado and respona 1o what thev
near You get proot of Radio S impact every
aay when customers come in and buy
recora oecause they heard it on the
Ra00

WDAS Sale Finalized

In a closed meeting last week, the FCC finally agreed to the “distress sale” of two
Philadelphia stations — Black-formatted WDAS and WDAS-FM, from 65-year-old Max
Leon to Gene Jackson and Sydney Small’s Unity Broadcasting, for $6.2 million.

This policy allows a licensee whose renewal application has been designated for
hearing to sell a station to a minority at a reduced price. This decision is significant be-
cause it gives an indication of how the FCC will treat future distress sales.

Price Important

The price had been controversial since the distress price was the same in this case as
Leon’s original sale price, but the FCC was persuaded by Leon’s and Unity’s attorneys that
the ““fair market value” of WDAS-AM-FM is significantly higher now than the $6.2 million
and therefore it really is a distress price.

Before giving the green light on the sale, the FCC first had to renew the stations’ li-
censes. A petition to deny had been filed, but based on a Broadcast Bureau recommenda-
tion it was denied. 3

First Tax Certificate For Black To Black Sale

The FCC is now granting a tax break to owners of stations selling to minorities as a.
means of fostering the growth of minorities as’ broadcast licensees, with a motivation
similar to that behind the distress sale idea.

The Commission granted two tax certificates at its last meeting prior to a month's
recess last week. Unanimous consent was given to two minorities: John Lamar to sell
KJLH/Compton, CA to Taxi Productions and Jack Barry to sell KFOX/Redondo Beach,
CA to KFOX Radio, Inc.

People

St. Louis

Kenny Rogers locked in as banquet per-
forming Sept. 11 at NAB Programming
Conference.

Las Vegas

Radio/TV News Directors Association
will host a panel discussion Sept. 7 on the
future of radio news with: Bob Benson
(ABC), Jay Bowels (AP Radio), Jo Inter-
rante (RKO Network), Gene Jackson (NBN
Pres.), Frank Mankiewicz (NPR Pres.), Jo
Moring (NBC), Tim O’Brien (Mutual), Kenny Rogers
Frank Sciortino (UPI), and Emerson Stone (CBS). Panel will be part of a three-day
RTNDA convention at Caesar’s Palace.

Birmingham

Ben McKinnon, Station Manager of WSGN
for 24 years, has been promoted to Presi-
dent of the station, while Warren G. Merrin,
GSM since 1970, becomes GM, according to
an announcement from Southern Broad-
casting President L.G. Jones and Harte-
Hanks Communications (owner of South-
ern) President Robert G. Marbut.

Chicago
Mike Flaherty, named VP & GM, WIND.

David Graves, formerly WIND Program
Manager. takes over newly-created posi-

Warren G. Merrin
tion of Director of Programming and Pro-
motion for all Group W Radio facilities.

Washington

Dwight Ellis named NAB Director of Mi-
nority and Special Services to coordinate
activities in minority ownership and main-
tain relationships with minority groups.

Bill Krammer and Dick Pfizenmayer join
Washington law office of Squire, Sanders &
Dempsey.

Tom O’Brien, Bill Lockett and Karen
Kershner join Mutual Broadcasting. O'Brien,
formerly head of Radio News at ABC, will
be VP. News and Special Programs. Lockett
has been named Director of Personnel and

Dwight Ellis
Kershner, who left NPR to join Mutual will be Director of Advertising and Promo-

tion.
New York

Henry Kavett promoted to Manager. In-
formation and Public Relations at ABC Ra-
dio, reporting to Sr. VP Mike Hauptman.

Herb Brotz takes over NBC Radio Net-
work's Business Affairs Department. while
Bob Ferro will head same post for FM
Division.

Indianapolis

Dan Clayton. GM of WBBF/Rochester,
appointed GM at WNDE, replacing John
Piccarillo.

Karen Kershner

{

)

|



‘“Are You Afraid
Of Me?”
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WHAT'S NEW

BMC'’s Broadcast/Marketing
Guidebook

The Broadcast Marketing Company. a San Francisco-based broadcast
advertising research organization, has recently published “A Marketing Ap-
proach To Building Store Traffic With Broadcast Advertising,” a 430-page
guidebook edited by BMC President/founder William McGee. Incorporating
the expertise of 68 contributing writers, the book's 16 chapters cover such
subjects as evaluating your local media options, writing and producing ef-
fective low-cost commercials, retail marketing research and analysis and
broadcast time buying to reach your target customers as well as a 48-page
appendix

While the book 15 designed so that it may either be used as a relerence
work or a textbook, its primary usefulness is for marketing, sales, promotion
and advertising executives, merchandise managers and store buyers. Thosge
who are advertising agency executives, radio and television marketing and
field sales executives will find the book useful as well. Packed with tascinating
statistical data, the book is perhaps most useful on a problem-to-chapter
basis Available from Broadcast Marketing Company, 415 Merchant Street,
San Francisco, CA 94111 (415) 434-4401

WDOS/Oneonta, NY
Wins 3 Awards

WDOS/Oneonta was the first radio station to win three “best” honors

at the New York State Broadcasters Association’s 18th annual exe-
cutive conference. WDOS won for its public service announcement cam-
paign, public altairs series and editorial series |

Other radio stations receiving awards were: best commercial: WPUI'
New York. WKBW/Buttalo and WDOE/Dunkirk: best station promo |
WQXR/New York. WROC/Rochester and WEOK/Poughkeepsie: public |
service announcementss WABC/New York: and public affairs series WNBC/
New York and WGR/Buttalo. Additional radio winners were single public
aftairs program WABC/New York, WROW/Albany and WGHQ/Kingston:
and editonial series WRFM/New York and WGSM/Long Island.

San Juan’s 4th Quarter, Year-End Up

San Juan Racing posted higher earnings for both the fourth quarter
and year. ending Apnl 30 Year-end operating prolits for the firm soared
58 percent to $4 | million up from $2 6 million for the previous fiscal
year while revenues rose 13 5 percent to $42 8 million from $37.7 million

a year ago

The firm's fourth quarter operating earnings more than doubled to
$1 2 million. up from $584,960 for the corresponding period last year
Fourth quarter sales climbed 22 5 percent to $11 1 million from $9 million
during last year's fourth quarter

Gannett Posts
2nd Quarter,
Half Gains

The Goamnett Co. posted higher
second quarter and first hall re-
sults for the period ending July 1
Operating earnings for the firm
during the second quarter in-
creased 19 percent to $36.6 mil.
lion, up from $30.7 million in the
corresponding period last year
Revenues for the second quarter
rose nine percent to $270.8 mil
lion from $248.1 million in 1978

Gannett's first half operating
profits climbed 21 percent to
$60.4 million from $50 million in
1978 while first half sales were up
11 percent to $507 9 miiiion irom
$458.3 million for the year-
previous period

Video Camera

Combines

Color & Sound

The "Chromavue” color video sound
camera from Magnavox provides you
with everything you need to become
a movie mogul. The unit weighs eight
pounds, operates in low-light situa
tions, and features a high-sensitivity
omnidirectional condenser micro-
phone within its handle

Additional features include three
LED indicator lamps and an image

-
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Orban Intros Equalizer Accessory

San Francisco-based Orban Associates Inc. has developed a trans-
mitter equalizer accessory designed for use wifh their "OPTIMOD-AM"
Compressor/Limiter/Equalizer system. The company claims this equalizer
“substantially improves” the average modulation and loudness capabilities
of transmitters using older modulation techniques as well as newer trans-

mitters which may have overshooting problems due to unfavorable antenna
loads

The new equalizer is designed to compensate for low frequency tlt
inherent in many transmitters and to compensate for transmitter-antenna
system overshoot and ringing. Available as an accessory kit so that it may
be fitted into existing units, the equalizer is being included on all OPTIMOD
units currently in production

The unit features two separate, remotely switchable equalizer sections
which permit independent adjustment of day/mght transmitters or day’
night power levels. Furthermore, each section has three controls’ nne for
low-frenquency tilt and two for high-tfrequency compensation

Audio Stimulation Hooks Up
With Charlie Tuna

Audio Stimulation, a.radio syndication firm, has announced the signing

of Charlie Tuna, former air personality for KH]/Los Angeles. WMEX/Boston.
KCBQ/San Diego and TEN-Q/Los Angeles, for their upcoming syndicated
“weekend personality” show. Participating stations will receive weekly stereo

segments broken down into two three-hour shows suggested for weekend air
play

The show is customized for each station so that Tuna is perceived as live
with localized request intros, liners and closers featured The shows will also

scale (contained within the camera’s
optical viewfinder), a fixed focus
(25mm, /1.8) lens, and a shouider
rest Options available an adjust

- . A
Revved Up Rock
*
From Musical Mufflers

Living proot of the ancient show business axiom, "Ya gotta have a
gimmick,” are Don and Doug Collins (pictured, 1-1), two brothers hailing
from Cedar Rapids, IA. The duo are really into heavy metal and have
revved up their four-piece group the New Relations with the aid of
electnic “mutftars” (quitars they built from Midas muttlers}

Performing with the mufftars must be an exhausting experience, as
Doug's glass-pak axe (built trom a ‘69 T-Bird) checks in at 30 pounds with
Don's (built from a *72 Buick) weighing 1n at 45 pounds Nevertheless, the
group commands up to $500 for a night's performance nowadays, atter
installing the gimmick two years ago at the suggestion of their father
(who owned a Midas muffler shop) Since then, Poppa has divested himself

of the store 1n order to concentrate on managing the group full-time Midas
well join ‘em

able tripod and an 85-foot extension
cable

' Chrysler
Campaigns To
Dominate
Airwaves

| With a combined total of 200
[ 60-second spots running on five
| radio networks, 400 spots in S0
| select markets and an additional
20-25 markets covered by five un- |
wired networks, the Chrysler
Corp. has undertaken “the most |
complete saturation of the me-
dium,” according to CBS Radio '
Network President Sam Digges. |
Based around the theme “Let's
make a deal” and supplemented
by dealer and dealey associations,
| Chrysler hopes to dominate the
radio medium (something which |
can’t be done, because of prohibi

in either print or television ad
vertising) in an effort to combat
their competitors

contain custom local commercials by Tuna to complete the hive teel
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Presenting |
Voulez\ous,

Abba’s 2nd hit single.

From the album,
“VoulezVous””

A8BA
Voulez-Vous
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The Power Of Attorneys

While coming as no surprise to members of the radio and
record industries an article published in Los Angeles maga-
zine by Richard |. Pletschmann reported that attorneys are
playing a larger role than ever in the record industry. Reasons
given lor the lawyers’ rise to power include the practice of re-
presenting several superstar clients (giving them leverage in
negotiating on behalf of lesser-known acts), the increasing
complexity of today’s contracts, and the practice of taking
percentages (rather than fees) for the deals they negotiate.

Elektra/Asylum President Joe Smith. described as the
*one label chief secure enough to allow his name to be used,”
traced the lawyers' source of power to the record-company
heads "being desperate to make deals.”

The top seven music business attorneys, as named in the
article, are Abe Somers. who represents A&M Records.
Chrysalls Records. Richard Perry and Planet Records.
Alive Enterprises and Shep Gordon, and Helen Reddy and
Jetf Wald: David Braun, who's clients include Bob Dylan.
Neil Diamond. George Harrison, The Band. and who recent.
ly put together the Knack-Capitol Records deal; Jay Cooper.
who handles Kansas, Leo Sayer and The Captain and
Tennille among others; Michael Rosenfeld. representing
Irv Azoff and Frontline Management, Carole King, the
Eagles, Steely Dan. Boz Scaggs. Styx, Jimmy Buffett and
RFC Records; Lee Phillips. who's clients include Elektra/
Asylum Records, RSO Records. Barbra Streisand. Jackson
Browne. Joni Mitchell, Neil Young and Linda Ronstadt:
John Mason, who represents Olivia Newton-John, Crystal
Gayle, Kenny Rogers, Ronnie Laws and the Little River
Band: and Mickey Shapiro, who's clients include Fleetwood
Mac. Chinnichap (Michael Chapman’s production com-
pany), Suzi Quatro. Exile, Bob Welch, Alan Parsons and

MCA Moves To
Selective $5.98 List

In the first move of its kind by a major record operation, the
MCA Distributing Corporation has announced that it will
institute a $5 98 pnce structure for certain albums on both
MCA and Infinity Records. effective this week. Two types of
albums will be affected under the new system.

The first, termed "Rising Star," is designed primarily for the
new and developing artist with a first album release. Once an
album has reached a predetermined sales level, it will be then
listed at $7 98 The second. called "Platinum Plus,” will involve
a select number of catalog sellers in the $5.98 plan. These will
be recent product releases by already established artists. MCA
Dist Corp President Al Bergamo, who announced the novel
price structure, said the purpose of the pricing change would
be to allow new artists to compete with more established acts
as well as to shmulate catalog sales on these established acts

Warner Brothers. the New York
State Chamber of Commerce, and
Suntory Limited were the 1979 win-
ners of the Marketing Communica-
tions Executives International Mar-
keting Excellence Awards. The trio
received the awards for the “Super-
man” film, the "I Love New York” and
the “festival label”’ beer campaigns,
respectively.

The Wamer Brothers campaign was
the largest, most comprehensive in
movie history with a $10 million
pricetag. In addition to the exten-
sive publicity campaign, which net-
ted dozens of magazine covers, and
widespread radio, television and
prees coverage of the film's principals,
the overall effort included a multi-
milion dollar radio, TV and print
campaign; the licensing of over 140
companies to market over 1000 pro-
ducts in over 1000 retail stores; the
Warner Books division's publication of
eight Superman books; the sound-

.,

Love New York

track’s release on Warner Brothers
Records: and more.

Through  research, Broadway
shows were found to be New York
City’s chief attraction. Therefore,
television was utilized as the primary
media of the "I Love New York” cam-
paign because of its ability to drama-
tize the shows. In support of the 60-

second TV spot, which ran in 12 north-
eastern markets, the state’s Depart-
ment of Commerce used toll-free
numbers, ads and response cards in
newspapers, in-flight magazines and
travel trade magazines; direct mail
to selected travel agents, posters,
buttons and “take-ons” boxes with
flyers.

Suntory, a Japanese brewery with
seven percent of Japan's beer market,
pushed sales 125-150 percent over
last year's levels in sight major cities
as a result of their efforts. Selling only
festival-label beer (the campaign
was simultaneous with the festival
season in Japan), the company held
special beer festivals using local
celebrities; made sure their festival
beer designs were prominently dis-
played on festival floats and in news-
papers; ran ads on radio, transit
vehicles, television, and in news-
papers; and printed and distributed
p-o-p inserts as well.

Macho Music’s Message
Big In Japan

“There's something | want to say before you become my
bride. Hear out my true feelings. Don't sleep before I do.
Don't get up after me. Cook nothing but good meals and al-
ways look pretty. Keep quiet and follow behind me. I prob-
ably won't cheat op you, but stupid jealousies are out.”

So begins "Your Lord And Master Proclaims,” currently
a Top Ten record inol:?n. Written and performed by Masashi
Sada. the ditty goeg on to detail the virtues of womanly
obedience and subservience in a manner strongly reminiscent
of Prince Buster's "Ten Commandments” a classically
chauvinistic Jamaican "bluebeat” (pre-reggae) tune released
on Phillies in the U.S., and a minor hitin 1967.

While the sex roles favored in “Your Lord And Master
Proclaims” are deeply rooted in Japan's feudal age (indeed,
the male chauvinist's song appears to be a futile attempt
to reinstate these values), Japanese women are protesting the
manly music's message, feeling that the tune represents a
throwback to the days when a Japanese woman was expected
to be a slave first to her father, then to her husband, and final-
ly to her son.

_——— —— -

Although Noriyasu Anzai. Sada’s representative, ad-
mits that he and Sada have received hundreds of calls and
letters from angry women, he mainfdins that the majority of
women responding have said, “Thank you for telling it like it
should be.”

$10 MILLION IN DEBT
Media Corp.’s

Financial Collapse

Media Corporation of America President Albert Shepard
recently announced that the media buying service’s debts
total almost $10 million. Broadcasters alone are owed nearly
$1.2 million, while Metromedia (in a variety of spheres) is
the single largest creditor with nearly $1.6 million outstand-
ing from their account.

Two joint venture investments were primarily responsible
for the company's fiscal collapse — the largest in the history
of advertising — Shepard claimed. The adverse financial
condition came to light with Lorillard. manufacturer of Kent,
True, Newport and Golden Lights cigarettes, stopped pay-
ment on a $2 million check made out to Media Corp. of
America for payment of July media, having been warned of
Media Corp.’s plight by Shepard

National Singles

Browning Named

Hinte Upped To Director Of Press

For Fantasy

Controller. Similarly, Stewart will add to her current
responsibilities as Director of Communications in her
new post as Assistant Secretary. Boryk comes to her

Promo Director At Ariola

Chuck Browning has been er Bros, Records previous-
named National Singles Pro- Iy,
motion Director at Ariola  In his new position, Brown-
Records. Browning most re- ing will be responsible for
cently served in national and the promotion of all singles
West Coast singles promotion  for the label and will coordin-
positions for Capricorn Rec-  ate the duties of Ariola’s field
staff. He will be based at the
label's home offices in Beverly
Hills.

ords, having worked in re-
gional promotion for Warn-

Bogash Named Director Of Press
At Infinity

Bert Bogash has been named Director of Press and
PPublicity at Infinity Records. Bogash, most recently
West Coast Director of Publicity for the label, will re-
locate in the firm’s New York headquarters.

Prior to joining Infinity, Bogash headed his own PR
firm. served as National Publicity Director at MCA
Records, and held editorships at Replay, Cash Box
and Billboard.

Terri Hinte has been appointed Director of Press
and Public Information for Fantasy/Prestige/Mile-
stone/Stax Records. A six-year veteran of the firm,
Hinte most recently served as Associate Publicity Dir-
ector for the label.

Cox Broadcasting Promotes Six

Alan Chunka has been promoted to Vice Presi-
dent/Treasurer, John Boyctte and Robert Gartin
to Assistant Treasurers, John Rouse Jr. to Assistant
Treasurer/Broadcast Division Controller, Lynda Stew-
art to Assistant Secretary/Director of Communica-
tions, and Elaine Boryk to Controller for Cox Broad-
casting.

Chunka, a 13-year veteran of the firm, comes to his
new position from his post as Controller and Assist-
ant Treasurer. Boyette brings his 11 years of service
to the firm from his previous position as Assistant Con-
troller with Gartin, a five-year veteran of Cox, moving
up from Manager of Internal Audit.

Rouse, in addition to his current post as Broadcast
Division Controller, will assume the duties of Assistant

new position from her previous post as Assistant Con-
troller.

Dileo Named Associate Director

National Promeotion For CBS

Frank Dileo has been named Associate Director of
National Promotion for CBS Associated Labels. Dileo
has worked in national promotion positions for both
RCA and Monument Records and has held sales, lo-
cal and regional promotion posts at CBS Records.

Kerrinckx Promoted To Director
Of Publicity For Mushroom

Nancy Kerrinckx has been promaoted to Director of
Publicity at Mushroom Records. Prior to her promo-
tion, she served as Promotion Coordinator for the label.

Before joining Mushroom, Kerrinckx held positions
at Far OQut Management, United Artists Records
and 20th Century-Fox Records.
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Owens

Well, Gosharoonies, seasonal fans . . . summer’s here and
with summer comes additional risks to you and your family.
The Gary Owens Foundation has devised another award-losing
test to check your stability to survive these warm months when
we're all out there where the dangers lie. Ready?

Question One:

If you are swimming in the ocean and the inner tube you
are hanging on to leaks and you can’t swim and there’s a power
boat heading for you at 50 miles per hour and you feel the sting-
ing sensation of the jellyfish yon've run into . . . how should
you respond to the shark which is circling you?

a. Remain calm and try to imagine
how Norman Vincent Peale would
find cause for optimism in the same sit-
uation.

b. Attempt to make your way to shore
while contemplating your lawsuit against
the county supervisors.

c. Tease the shark, knowing that

a. Cut down on reading Radio &
Records.

b. Find out if the snake is insured.

c. If alone, try to suck the poison
out yourself.

vour last strike at work forced a con-
tract that provides for 100 percent med-
ical coverage.

Question Two: SUMMER SAFETY

TEST . . .

You are trying out your new back-
vard therapy pool when a loved one
hands you an electric toaster oven, your
old woodburning set from when you
were a kid. and a 220-volt microwave
oven with a fraved cord.

You should:

A. Use Right Guard to mask the burn-
ing hair fragrance coming from your
body

b. Volunteer yourself as a six-month-
guaranteed battery for a golf cart.

c. Attempt to find the cause of the loved

one’s testiness.

(Question Three: SUMMER SAFETY

You are shuffling around in the for-
et when a rattlesnake hites you between
the eves, You should first .

Question Four:

You are enjoying a summer's evening
campfire when all of a sudden you are
atiacked by Bigfoot. Youshould . . .

a. Tell it electrolysis is doing wonders
these days.

b. Persuade it to turn itself in to the
William Morris office . . . using Er-
nest Borgnine as an example.

c. Promise to talk to Thom McAnn
about making a size 36F in a wedgie.

AND SUMMER SAFETY TEST

Question Number Five . . .

You are driving along on vacation in
Death Valley. 1t is 156 degrees in the
shade and vour car breaks down 125
miles from the nearest paved road or
water. Youshould . . .

a. Use the last drops of water in your
thermos to shave . . . so that you will
look nice on the odd chance of a res-
cue.

b. Try to attract the attention of a Pol-
ish U-2 by misspelling the word
H-E-L-P.

e. Trv to work out 8 meaningful
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TV Profits, Revenues Up 17% In 1978

1978 was a very good year for TV proprietors, as the highly profitable entertainment medium registered substantial
gains in both revenues and profits FCC figures show TV revenues up 17 4% over 1977, up to $6.9 billion; while pretax
profits reached $1.85 billion, an increase of 17.8% Network revenues were up to just under $3 biltion (up 14.8% over
the previous year), but profits were down 8% to $374 million. Network O&80's, on the other hand, showed a 16.1%
revenue climb (to $585 million) and a 24.8% profit increase ($168 million). Those figures represent 51% of TV's total
revenues and 34% of profits

708 VHF and UHF network affiliates and independents accounted for the remainder, with VHF affillates’ revenues up
20.4% to $2.5 billion and profits up aimost 30% to $89 1 miliion. Independent VHF stations upped their revenues 9% to
$375 million, with profits reaching $102 million, up 17.5%. UHF affiliates saw revenues increase 26.8% to $254 million,
while profits were up 54% to $42 milion. UHF independents, meanwhile, showed a 29% jump in revenues (to $257
million) and a 19.1% increase in profits ($52 million); all evidence that television is not going down the tube just yet

MUSIC ON TV — Eddie Rabbitt has his first special on NBC this fall, with more detalls later Teddy Pendergrass
is among the artists chosen for PBS-TV's “Summer Fest '79.” an in-concert series which will feature the singer's
Greek Theatre appearance in L.A. . Rex Smith has already attained the honor of playing himself in an episode of the
new CBS series “California Fever."

ABC Edges Back Into First

After a series of close-call CBS victories in the Nielsen ratings competition over the past few weeks, ABC regained
the weskly title with a 14.9 average rating for the week ending July 29. CBS was a very close second at 14.8, while
NBC sustained its usual third place position with a 12.3. ABC and CBS split the top ten places, with ABC's “Three’s
Company" beating the streaking “WKRP in Cincinnati" (CBS) for the top spot. Following were 3) “MASH" (CBS) 4)
“Taxi" (ABC) 5) “Lou Grant” (CBS) 8) “The Jeftersons” (CBS) 7) “Alice” (CBS) 8) “Mork & Mindy" (ABC) 9) “Laveme &
Shirley" (ABC). and 10) "Vegas" (ABC). NBC's long-delayed, rather unusual “Echoes Of The 80's" music/documentary,
featuring among others the Searchers, Gerry & The Pacemakers, the Association, Mary Travers, the Four Tops, and
Twiggy (not to mention John Ritter and Suzanne Somers). finished 36th for the week, making it NBC's seventh highest-
rated program

ABC fought oft strong CBS competition in New York and Chicago in Arbitron's ratings for the week ending July 27, but
came back to its old triumphant tricks in Los Angeles sweeping the top ten. In New York, “Three's Company” led the TV
toppers, followed by 2) “Mork & Mindy" 3) a tie between “Laverne & Shirley,” “Taxi,” and “Charlie’s Angeis” 8) “Alice”
tied with ABC's “America 2100" pilot, and 10) a three-way tie between “The Jeffersons," “"WKRP," and “Lou Grant."

Los Angeles showed "Three's Company" on top, followed by 2) “Laverne & Shirley” 3) “Fantasy Island” 4) “America
2100" tied with "Love Boat" 8) “Mork & Mindy," “Taxi,” and “Vegas" tied, and 10) a tie between “Carter Country" and
“Charlie’s Angels.” in Chicago. “Lou Grant” was number one, followed by 2) "WKRP" and “Three's Company" tied 4)
“MASH" and “Taxi” tied 8) "Alice.” “America 2100." and a news show each for WBBM and WLS-TV all tied, and 10) a
tie between ABC's "Fantasy island.” “ 13 Queens Bivd.,” and “Second Time Around *'

This new column is designed to keep R&R readers abreast of the latest home video products and programs avallable.

Countering Inroads made by Toshiba last year when the Japanese firm announced, ‘‘Goodbye home movies, 5
helio home tapies,'’ and began offering portable videotape cameras that did not require 110 volt access to ghoot
outside, Bell & Howell/Mamiya Company recently introduced a black & white ‘‘Telestar’’ videotape camera
retalling at $500. Bell & Howell s also attempting to carve out a niche in the super 8 home movie market with its
upcoming *‘Soundstar'’ super 8 color video camera (models retail at $300 and $380). Trade ads for both units
come with a free *‘film to video’’ transferral service — through the end of this year, any buyer of a B&H movie
camara can get home movies transferred to videocassettes free through 1981. The consumer must supply the
tape cartridges. |dea is that ‘‘owners of B&H cameras can get the versatility and quality of fiim with the |
convenience and flexibility of videotape'' . . .
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ABC BUYS FAMOUS MUSIC — Paramount,
Dot labels included in deal
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anyway due to their low cost and their ability to
get more information from each respondent than
is generally possible over the phone.

Self-Selection Bias

he major drawback of mail surveys is a
T serious one — the lack of a high response
rate. The typical mail survey has a re-
sponse rate of 20-30%, meaning that only one
out of every 4 or 5 questionnaires mailed out is
completed and sent back. In anticipation of this
low response rate, many surveys are conducted
by simply quadrupling the initial mailing, i.e., if
you want to end up with a sample size of 500,
you mail out 2000 questionnaires. The problem,
however, is not sample size; it is sample repre-
sentativeness that is at issue. There is consider-
able evidence that the 25% who respond are dif-
ferent from the 75% who do not. Thus, there are
certain characteristics of the potential survey
respondents which cause them to “’select” them-
selves into or out of the final sample. This "self-
selection” bias can cause a very strong distor-
tion of the results obtained.

ne way to check for the degree of self-
selection bias is to compare the reported
socio-economic profile (i.e., age, sex, race,
| income, occupation, etc.) of the survey respon-

dents to the overall profile for the market being

surveyed. (The overall statistics should be avail-
| able from U.S. census data) By matching the
two profiles, a rough idea of sample bias can be
obtained. Unfortunately, socio-economic de-
scriptors do not tell the whole story; the self-
selected respondents may differ from non-respon-
dents in other more subtle ways — e g, lifestyle
E attitudes, opinions. These differences are vir-
tually impossible to detect, and remain a serious
potential source of bias in any mail survey with a
low response rate

{1
! | Up Your Response Rate

ecent developments in mail survey re-

search have led to rather dramatically
increased response rates for a well-de-

signed and professionally executed survey. The
major breakthrough is particularly significant
for radio research: pre-notification of respondents
by telephone. Under this procedure, potential
sample members are contacted by telephone to
secure their cooperation in advance. Typically, a
very high percentage agree to return the question
| naire (anywhere from 75% to 95%). Of these,
| anywhere from 80% to 100% actually complete
the questionnaire and return it. Thus, the ef
fective response rate ranges from about 60% to

and then complete, the entire questionnaire —
there is no interviewer present to prod the re-
spondent along. Some simple rules to keep in
mind:

1. The cover letter should have the appear-
ance of an individually typed business letter. It
should be personalized to the respondent and
should stress the importance of his/her coopera-
tion and the potential benefits to the respondent
(e.g., this will permit WZZZ to serve you better).
The letter should also point out that the question-
naire is short and easy to fill out and that a self-
addressed stamped envelope is enclosed for the
respondent’s convenience. Complete anonymity
of responses must be assured (and adhered to!),
and, most importantly, the respondent should be
encouraged to “take a few minutes right now”
and fill out the questionnaire. Many well-inten-
tioned respondents never quite get around to
filling it out — in fact, 95% of the question-

- naires you will get back at all are received within

two weeks of the mail-out date.

2. The “short and easy” look helps the re-
sponse rate. In general, the fewer the pages in
the questionnaire, the higher the response rate.
Use photo reduction if necessary, but not to the
extent that the type is difficult to read

3. A professional appearance to the survey
is critical, The questionnaire should be printed,
on both sides of the white or off-white paper (to
avold the appearance of an advertising piece)
If multiple pages are required, the questionnaire
should be in the form of a booklet, and not
corner-stapled. The layout must not be over-
crowded, and should make it easy to read and
complete the questions

4. "Answerable” questions are a must. Re-
spondents must be both willing and able to com-
plete the questionnaire. Make sure the questions
apply to the respondent by pre-screening if neces.
sary. The loyal Beautiful Music listener probably
doesn’t have too much interest in filling out a
questionnaire on punk rock and its socio-political
implications! ’Branching” questions are another
way of having respondents answer only those
questions which apply to them. For example

13. Do you ever listen to rock music?
Yes [ Please go to Question 14
No [J Please skip to Question 22

Such branching questions should be used sparingly
because they increase the appearance of ques
tionnaire length (even though any given respon-
dent does not fill out the whole thing), and be
cause respondents may not follow directions
carefully

5 Avoidance of bias in the wording of the
questions is critical. The question

Which station do you listen to for public
service announcements? (Check one)
KRAP O
KLAP O
KRAZ OJ
KRUDO
pre-supposes that respondents listen for public
service announcements at all, and second, that
they prefer only one station for such announce-
ments. In fact, they may not care about PSA’s,
but the question is biased in such a way that they
cannot express their true opinions.

6. Clear, precise questions with clear, pre-
cise answers are vital to a mail survey — there is
no one there to explain a vaguely worded ques-
tion to the respondent. A difficult-to-understand
questionnaire will soon be filed “where the sun
don’t shine.” In general, the use of close-ended
questions with response categories to be checked
by the respondent is the best way to ensure that
the questionnaire is well constructed and mean-
ingful

7. The first question is especially impor-
tant, as discussed last week under telephone sur-
veys. The first question must be clearly relevant
to the stated purpose of the research, short, in-
teresting, easy to answer, applicable to all sam-
ple members, and completely neutral (ie. not
an emotionally charged opinion question)

] of the questionnaire is an important step

in mail surveys. The proposed question

naire should be checked with both the users of
the research results (to make sure all the relevant
information is being obtained) and potential re
spondents. Typically, 10 to 15 respondents are
given the questionnaire to complete on their
own, after which they are ““de-briefed” by the re
searcher to find out what problems they had
with filling it out The pretest phase can save
considerable embarrassment by making sure
everything is really ready to go to the field
there is nothing worse than a mail survey with a
5% response rate!

Next Week: Personal interview surveys

| Dr. Richard J. Lutz is Asso-
ciate Professor of Marketing at
UCLA’s Graduate Schoo! of
Management, and an acknow-
ledged research and marketing
expert. To direct questions to
Dr. Lutz, call R&R at (213) 553-

| 4330 or write to Radio & Rec-
ords, 1930 Century Park West,
Los Angeles, CA 90067.

|

Pretesting
ust as with telephone surveys, pretesting

I
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Conducting A Mail Survey Value O Information ]
ast week | discussed the design of a tele- 95% of those originally contacted, a dramatic
phone survey, which is the most rapidly improvement which ensures better sample rep-
growing type of survey research design resentativeness.
in the U.S. today. Nevertheless, there are many [ Sample Design l
survey situations that are not amendable to tele- he construction of the questionnaire it- e - :
phone research; in such cases, the use of a mail self can also have a major impact on L Data 20“““0" }
survey is often desirable. For a fairly localized response rate and the overall success of [ Data Analysis I
market area such as that served by the typical the survey. The main questionnaire has to “sell = .
radio station, mail surveys do not offer one of itself” to the respondent; therefore, the appear- | Interpretation .
their primary advantages — i.e, that of wide ance and content of the questionnaire and cover ) 4 |
geographic coverage — but they prove useful letter must encourage the respondent to start, L Decision | Jl
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New Cars Or New Stars? The Book Decides

A swirl of thoughts in my mind as | begin writing this week's column . . . Elvis, Woodstock. Marilyn Monroe,
ratings . . .

Last week I was in a whimsical mood. impulsively deciding to quietly try to generate some “*spontaneous’ reader reac-
tion by blatantly asking you to call here Friday the 10th to *'say something really complimentary or even highly critical
about me.”

You know radio people like to get Ink. and here in the Ink Biz the equivalent is Phone. | thought if I suddenly got a lot
of Phone something wonderful might then happen to me. But stupidly. [ didn't think that idea all the way through, because
there are rwo sides to that: the one I'm ohsessed with today is what if NO one calls?

I tell you. these promotions can blow right up in your face, can’t they! It's kinda like waiting for the Book to come in.
intensely speculating whether the station will soon have new cars or new stars.

Newspeople have some degree of immunity from bad books. We're about fifth in line to be canned, I think . . . ona GM
priority list that begins with 1) Anybody but Me 2) The Consultant 3) The PI). We come somewhere above the Engineers.
Mostly because we Newspeople are, on average. roughly interchangeable . . . in the sense that we've been led to believe we
should all try to sound similar to Max Robinson or Walter Cronkite or Connie Chung. So few of us are encouraged to
develop our own individual stvle! That’s fine on one hand because we're non-controversial and fit in a station kinda like
furniture. so when the canning season arrives we're in no real danger. On the other hand, we don’t get the fat raises like the
jocks because our heads aren’t really on the line.

Only those Newspeople who stand out from the rest really get noticed. thus are considered more than furniture. thus
have their heads on the line. thus get either fat raises or — if the Book produced full-blown hysteria and anguish — we at
least might get in on a group discount at U-Haul, joining the jocks as they move on to become the new stars in the new
town. But unless we try something different. fresh. innovative. maybe even a bit cheeky . . . we might as well be
furniture. I don’t want to be that. Better for me 1o take a chance and see whether anything interesting happens as a result,
rather than taking no chances. and knowing nothing (positive or negativel will happen. Only the head-on-the-line gets
Phone. you might sav. so whether it's phone. ink. raises or reaction . . . 1 say risk being different and Go For It!

That number in L.A.. folks. is 1213} 553-4330. .

Monday August 13: Coin Telephone Is 90

The coin telephone was patented X) years ago today (1889) and Alfred Hitcheock was born 80 years ago. in the summer of
1899 when Stanley Steamers and Riker Electrics were in the new car showrooms.
Fidel Castro turns 52. He was born in the vear of Lindbergh’s solo Atlantic flight and the first talking movie. 1927

Tuesday August 14: “Western Bop”

That’s what Charles Hardin “Buddy’ Holly called what he sang . . . Western Bop . . . and 22 vears ago this week
“That'll Be The Day" made the charts (1957). Holly would have been 43 next month. He had only a half-dozen major hits
before dying in that 1959 plane crash. but established a legend that still lives because of the influence he had on other
musicians who blended "western bop™* into the overall mix that became known as Rock 'n’ Roll.

David Crosby is 38 today.

V-] Day. In 1945 World War I officially ended with the surrender by Japan, a week and a day after the atomic bomb hit
Hiroshima. The initials stand for Victory over Japan.

Wednesday August 15: Woodstock

No one had reason to suspect the "Aquarian Exposition™ would be a monster. There were a lot of good groups lined up.
but other concerts that weekend in 1969 had major artists too. The little handbills and advertising posters for the exposition
that began ten vears ago today said simply. *Woodstock Music & Art Fair presents An Aquarian Exposition in Wallkill.
N.Y. 3 Days of PEACE & MUSIC." I hear a lot of people went.

Public TV French Chef Julia Child is 67. She is two vears older than the Panama Canal. which formally opened 63
years ago today in 1914. The Dog Days end today and the hay fever season begins.

Thursday August 16: Elvis

Two vears ago today Elvis Presley died at Graceland mansion in Memphis at age 42. two davs following the 19th
anniversary of his mother's fatal heart attack.

The Klondike Gold Rush began 83 years ago 11896). Frank Gifford and Robert Culp are 49, Eydie Gorme is 4.
Julie Newmar reaches 44.

Friday August 17: The Other King

In the song, Davy Crockett was called "king of the wild frontier." and today would be his 194th birthday had he not
cashed "em in at the Alamo at age ). "way back in 1836,

John *Boog’* Powell becomes 38 and Maureen O'Hara 58 today,

If vou're looking over date-related stuff and come across something about Robert Fulton's steamboat “"Clermont™

‘makinz its first Hudson River run on this date in 1807. be advised it ain't quite so. Tom Burnam's Dictionarv Of
Misinformation notes Fulton did not invent the steamboat (somone else did 20 vears prior} and the name of his was not
“Clermont: " it was registered as “North River Steam Boat,” Burman writes. “I¢s first hailing port was the town called
Clermont. But the boat itself was never so referred to by anyone until a biography by one Cadwallader D. Colden. ‘The
Life of Robert Fulton. " was published in 1817, two vears after Fulton's death. Nobody knows whv Colden chose to call the
boat by a name it never had. But he did. and from then on the error was fixed. to be eternallv repeated in texthooks.
reference works. and encyclopedias, including the Encyclopedia Britannica.™

By the way. the sailing of the "North River" was on Crockett’s 21 st birthday.

Part of the reason for the good-guy reputation of Joe DiMaggio is his faithfulness in sending fresh roses each week to
the grave of ex-wife Marilyn Monroe. who died under somewhat controversial circumstances. The Los Angeles County
Coroner’s report on her August 5th death, was issued 17 vears ago today on 8-17-62. saying it was “probable suicide.”
No(;-m'a.n Mailer publicly wondered whether that was so. noting “'it is extremely rare for a woman to commit suicide in the
nude.

Twenty-one years ago today America’s first attempt at sending a space vehicle around the moon ended. when the
Able-1 launcher became unable 77 seconds after blastoff. creating a spectacular fireball over the Atlantic as technicians at
Cape Canaveral watched in disappointment.

and whether anyone is gonna give me Phone in my guerrilla one-shot campaign to up my stock here at R&R.
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“It may be difficult for you to believe
that a Disco station or an AOR could be
nibbling into your Top 40 numbers but
try to examine the results with some
detachment.”

How To Find Out “Where Has Our Audience Gone?”

Ever since the first radio station suffered a decline
in the numbers, station management and program-
mens have been trving to find “where did the audience
go?"" Answering this question has been especially dif-
ficult when vour major competitor does not appear
to show an increase comparable to the decline in your
numbers. Let’s examine a recently released Arbitron
report to show how you might be able to track the
elusive audience that seems to have disappeared dur-
ing rating time.

Three Possibilities

It seems that there are three key reasons a sta-
tion's reported audience could decline (other than
the fact that your engineer was running some exotic
tests on-air for several weeks):

1. Horizontal diffusion

(diffusion within your format)
2. Vertical diffusion

(diffusion within your target demos)
3. Fluke sample return

The market selected for this examination is
Seattle-Tacoma where, as John Leader noted in his
column last week, KING lost ground to Top 40 rival
KJR. In the Spring ‘79 Arbitron KJR had an overall
share of 7.0, same as its number in the Fall extended
measurement effort there. However, competitor KING
dropped from a 6.1 in the Fall to a 3.3 overall in the

Spring book. Some observers have asked what hap--

pened, since KJR didn't rise while KING was de-
clining almost 50% . Using the first two of the possible
explanations noted above, let’s dig into the situation.
Horizontal Diffusion

Webster defines diffusion as “'to spread freely,
or scatter.”” What | term “horizontal diffusion” means
that this spreading or scattering of the audience is
taking place across the stations that have the same
format, in this case Top 40. In the recent Seattle
Arbitron, the six major Top 40 stations saw quite a
shift in terms of their share rank among adults 18-34.
KING, which led the pack in the Fall ‘78 book.
dropped 40% of its 18-34 audience, and now ranks
behind KJR. KJR, which had been second in 18-34
shares during the overall week in the Fall. gained and
is now #1, leading KING by a substantial margin.
KTAC moved up in the standings by posting a gain
of almast 40% in its share of 18-34 total week audience.
Other Top 40 stations such as KYYX, KPLZ (former-
ly KVI-FM) and KNBQ all lost ground this book (com-
pared to the Fall “78) in terms of their shares of 18-
34 adults. However, even given all this flux among
Top 40 rockers, it doesn't yet fully explain, what
happened. One reason | say that is because when you
add the shares of the above six stations, they com-
prise 32% of the 18-34 listening during an average
week, where in the Fall ‘78 measurement the same
stations accounted for more than 38% of the 18-34

average audience. Where did the difference go, and
could that difference explain what happened to sta-
tions that appeal to young adults?

Vertical Diffusion

When 1 coin the term “vertical diffusion.” by
that | mean various stations, perhaps with different
formats, are attracting and splitting the same demos.
With different formats wooing the 18-34 demo cell,
for example, a Top 40 station could find that perhaps
some of its audience is now sampling the sound of
an AOR station, causing average quarter hour de-
cline for one station, but a buildup for the AOR. This
may indeed have happened in Seattle.

A quantitative analysis of the 18-34 shares shows
that in the Fall onlv one AOR station was in the top
five in terms of appeal to the 18-34 demos, and that
station, KZAM, trailed four Top 40 stations. How-
ever, now the picture has changed dramatically. In
terms of overall 18-34 shares, an AOR, KZOK is
now #1, with KZAM now fourth in appeal to this
key demo. KING fell from first to fifth in the rank-
ings for 18-34, while KJR stayed a steady second in
both books. With KZOK almost doubling its Fall ‘78
numbers in the 18-34 demo, and with the improve-
ment of KZAM also. it appears that some 18-34
listeners in the Seattle area are scattering themselves
among more stations now, rather than confining them-
selves to the Top 40 sound. Perhaps the sound at KJR
was better able to hold on to 18-34 listeners; thus
the station did well, while KING declined owing to
some of its audience spreading to other stations with
the similar demographic (18-34) appeal

Fluke Return Problems

While the explanation of where the numbers in
Seattle went appears to be encompassed in the idea
of vertical diffusion, we must not forget that in cer-
tain cases poor diary returns can cause a station to
take a drastic jump or suffer a bad decline. If hori-
zontal or vertical diffusion doesn't appear to be the
answer to your question of what happened to the
audience, look at page three of the Arbitron report
to see if diary return was atypical in your target
demos. If normally Arbitron has not had too much
problem getting a good “"unweighted " return in your
target cells, and this time they go down the tubes,
look out! An example from last A’M ‘78 can illus-
trate.

Last Spring. a station in a one-book-per-vear Flor-
ida market called me at Arbitron. The station had
traditionally been the Top 40 leader with good num-
bers 18-24, especially in men. However, in this par-
ticular book, the local Country station had zoomed
to the top of the young men demos, with the Top 40
station in the dust. The caller wondered what hap-
pened. I noticed that the page three figures for his

T I

Week In Review

Arbitron Delists Two Stations For “Rating
Distortion”

Pittsburgh: Station WNUF does not appear in
A/M '79 Arbitron local market report due to Ar-
bitron’s feeling that “Green Sheet” newspaper ads
constitute potential rating distortion. Ads asked
readers who may have been diarykeepers to
“. . . list us along with your other favorite sta-
tions.” Arbitron feels that wording implies that
diarykeepers may interpret ads so that they would
add WNUF to their diary entries, “regardless of
of whether the respondent actually listened to
WNUF at any time during the survey.”

Springfield, IL: WFMB does not appear in A/M
‘79 Condensed Market report due to Arbitron's

R&R/Friday, August 10, 1979

feeling that the station’s “Payroll” contest consti-
tuted potential rating distortion. WFMB “Time
Sheets” which contestants were supposed to fill out
could be distortive, Arbitron felt, because “. . . (it)
could lead them (respondents) to report in their |
diaries, as well as their Time Sheets, more listening
than they actually did . . . Contest-rewarded
participants on basis of listening they recorded
without requiring that they actually listen to
WFMB.” H.]. Hoskins, General Manager of the i
station told R&R that his company is “planning
legal action” against Arbitron.

|

metro showed that the unweighted in-tab for men
18-24 was very poor compared to the estimated per-
centage of the local population. Looking further. 1
found that only four diaries had come back from men
18-24 in the metro, and that three of the four had
listened heavily to the Country station. Just one of
the flukes that can plague the Arbitron system, but
at least it was reassuring to the Top 40 station to
know that the poor book was not due totally to a
poor effort by the staff. Remember. when vou get
your Arbitron, look at the diary return data on page
three — if it looks funny, it may be the cause of an
unusually good or bad book for you.

Look Objectively

When you go to answer the question of what hap-
pened to your audience, remember that although it
may be difficult, try to be objective as you analyze
the situation. It may be difficult for you to believe
that a Disco station or an AOR could be nibbling
into your Top 40 numbers, or whatever the case,
but try to examine the results with some detachment.
If you look at the problem in terms of horizontal
diffusion, vertical diffusion, or the sample fluke pos-
sibility, chances are you'll be able to realistically
answer the query about what happened to your aud-
jence in the last book.

Q&A

With the energy situation being what it is, we've received queries to the effect of “Is there any
way to determine the impact of the gas crunch on drive-time radio estimates?”

Given Arbitron's current diary setup, it's difficult. Currently, the diary does not separate
away-from-home listening that occurs in the office from that listening that might take place in
a vehicle, whether moving or waiting in a gas line. Thus, looking at the away-from-home data
in the books might give a clue, but I doubt it could be a definitive one, as to any gas crunch
impact. Arbitron is testing, however, a new diary that has a column for vehicle listening as well
as other away from home (such as an office) tune in. It will be interesting to see which becomes a
reality first — an end to the gas crunch, or the revised diary.

Jhan Hiber, R&R’s Research
Fditor (and former Manager
of Arbitron Radio). welcomes
vour questions about ratings
and research. Call Jhan at
213-553-4330 during hasiness
hours. California time. If vou
care to leave vour message or
question  anonymously, or
need to call during non-bus-
iness hours in California. call
and leave vour message on
our 24-hour line, 213-552.
3525. Jhan will get back to
vou ASAP.
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