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BLACK/URBAN RADIO
AT THE CROSSROADS

Walt Love assesses the state of the
Black/Urban format, with special attention
to the unique sociological problems that
complicate the situation.
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PEOPLE IN THE NEWS
THIS WEEK

* Douglas Tanger VP/GM at WHUE-AM
& FM
Karen Carroll KYKY's VP/GM
Charles & Jack Fritz Buy WXYZ
Lou Maglia Exec. VP for E/A
Nick Alexander OM at KVIL-AM & FM
Cat Michaels WZUU PD
Gary Bryan PD at KKRZ
Ralph Heyward GM for KRAB
Eddie Reeves GM of WB/Nashville
Alan Rothenberg WKLS's GSM
Shannon Lange GSM at WRQC
Brad Stone PD at KISN
Milt McConnell GSM at WNDE &
WFBQ
* Lee Dorman WZKS GSM
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WNEW-FM INVADES BRITAIN

A detailed look at WNEW-FM/New York's T
spectacular weeklong live-from-London
Scott Muni broadcasts, with all the
troubles and triumphs included.
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RADIO: A UNIQUE MEDIUM

Charlie Trubla, Sr. VP/Director of Radio
for the Ted Bates ad agency and a
tireless advocate of the medium, talks
about buying radio from an agency
perspective.
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PROMOTING YOUR STATION
ON TV AND OUTDOORS

An R&R special highlights some of the
best TV spots and outdoor campaigns for
radio stations, and takes you step by step
through the creative and logistical factors
involved in both forms of promotion.
Page 13
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Upped

To WRIF VP/GM

WRIF/Detroit GSM Marcel-
lus Alexander has been pro-
moted to VP/GM at the ABC
AOR station. Alexander re-
places John Hare, who transfer-
red to KIXK/Dallas as VP/GM
last week.

Marceius Alexanﬁgr

ABC Owned Radio Stations
President Chuck DeBare com-
mented, ¢Since joining WRIF in
1977, Marcellus has risen from
local sales positions to National
Sales Manager to General Sales
Manager. His success, along
with his management exper-
tise, makes him uniquely quali-
fied to take over the top spot at
WRIF.”

Don Bouloukos, VP/Opera-
tions for the ABC Owned Radio
Stations, added, “Under the
direction of Marcellus, WRIF
will continue as one of the
premier stations in Detroit and
in the group.”

Alexander, who was unavail-

ALEXANDER/See Page 41
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Lippincott New
PD At KYUU

KHTZ/Los Angeles Program
Director Ric Lippincott has
taken the PD position at NBC’s
KYUU/San Francisco. He re-
places Mike Novak, who de-
parted the position April 12.

KYUU VP/GM John Hayes
told R&R, “I look at this like
I’'m drafting for the Dallas Cow-
boys, and I wanted the best.
Ric’s past programming exper-
ience at KHTZ, WLS, and WISN
makes him a natural choice for
KYUU. His management skills
are impressive. His proven
ability to program for adults,
blending music, service, per-
sonality, and promotions, will
undoubtedly enhance KYUU’s
position as the leading contem-
porary station in San Francisco.
We're thrilled to have him on
our team.”

Lippincott, who programmed
Greater Media’s KHTZ for a
year, remarked, “KHTZ GM
Bob Moore is one of the best
managers I've ever had the
chance to work for. He has the
unique ability to run a happy,
creative, yet effective radio sta-
tion. I'm very excited about this
opportunity to take what KYyUU

Bonneville Promotes
Shomby, Harrison To VP

Bonneville International has
promoted KAFM & KAAM/
Dallas PD John Shomby to
VP/Programming and GSM
Bill Harrison to VP/Sales of the
company’s Dallas Division.

KAFM & KAAM VP/GM Bill
Steding told R&R, “John was
named VP/Programming in re-
cognition of his achievements in
the past two years for KAFM &
KAAM, raising our audience
rank from 21st to fourth during
this period. Bill Harrison has
been recognized for increasing
our sales by over 500% during
this same period. Both John and

Bill represent the cutting edge
of leadership for Bonneville In-
ternational in the years to
come.”

Shomby remarked, “I’ve
learned more in the two years
I’ve been here than I've been
able to absorb anywhere else.
I'm thrilled at the opportunity

ahead, and thankful for the res-

ponsibilities given me by Bill
Steding and (Bonneville
Sr. VP) Ken Hatch.”

Harrison said, “I’ve been
with Bonneville about two years
now, and the CHR and Oldies

BONNEVILLE/See Page 40

THACKER, GREGORI, WOOD PROMOTED

Malrite Sets Three New VPs

In management promotions
within Malrite Communications
Group, WHTZ/New York GM
Dean Thacker, KLAK &
KPPL/Denver GM Jim Gre-
gori, .and National PD Jim

Wood have been promoted to
Vice President.

Thacker started with Malrite
in late 1976 as an Account Exe-
cutive at WMMS/Cleveland. He
moved up through the sales

FRIEL TO GSM AT WBZ

KDKA Elevates Starr

To General

KDKA/Pittsburgh Station
Manager Rick Starr has been
promoted to GM, succeeding
Daniel Friel Jr., who assumes
the General Sales Manager’s
post at sister station WBZ/Bos-
ton

Group W Radio President

Dick Harris commented, “We
are drawing on Group W
Radio’s management bench
strength with these moves. Dan
Friel’s sales expertise and lea-
dership qualities will help us
capitalize on WBZ’s recent rat-

ager

R

Man

Rick Starr

ings gains. Rick Starr’s out-
STARR/See Page 40
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ranks to Station Manager be-
fore becoming GM at WHTZ a
year ago. Thacker commented,
“I’'m proud to work for the best
broadcast company in Amer-
ica, and I'm pleased about the
promotion. We’ve got a great
team, and we’re going to go on
to bigger and better things here
in New York.”

Gregori joined KLAK four
years ago as Local Sales
Manager. A year later he be-
came National Sales Manager
for KLAK & KPPL; he then
worked his way up to GSM and
finally to GM last fall. He said,
“This move only strengthens
my belief that when a company
sees in me something such as
putting me in a VP position, it
just makes me want to work
that much harder for the best.”

Wood first worked for Malrite
as OM/PD for KNEW/Oakland
four years ago, adding on super-
visory duties for sister station

MALRITE/See Page 41

Ric Lippincott ‘

has already accomplished and
be able to further enhance it,
especially in view of what’s go-
ing on within the marketplace.
John Hayes has really been a
stabilizing factor for the station.
and I think we will continue our
present course, programming-
wise.” A replacement for Lip-
pincott hasn’t been named; he
begins his new assignment June

Leibert To
“Produce”
KMGG

‘ i
Rick Leibert

In an unusual programming
move, Emmis Broadcasting
has selected Rick Leibert Pro-
ductions to “produce’’ recently-
acquired KMGG/Los Angeles.
The station has operated with-
out a programmer since mid-
April when former PD Jeff
Salgo resigned to enter station
ownership in Oregon.

Emmis President Jeff Smul-
yan commented, “We’ve made
(L.A. Lakers guard) Magic
Johnson our spokesman, Robert
W. Morgan our morning man,
and now this unique arrange-
ment with Rick Leibert Produc-
tions is one more important step

LEIBERT/See Page 41

RCA, Bertelsmann
To Merge Music
Operations

RCA and German company
Bertelsmann AG have agreed
to merge their worldwide rec-
ord, publishing, and music
video operations. Bertelsmann
owns prominent European label
Ariola and half of Arista in the
U.S., along with RCA,

The agreement is subject to
board approvals and numerous
other conditions, including
possible governmental deter-
minations on the suitability of
the merger. In the proposed
joint venture, each company’s
record operation would con-

RCA/See Page 40
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Join Lee Arnold and hit
a few bars this weekend with

Willie, Merle, Crystal and Dolly.

Pick up “On A Country Road.”
You'll join over 350 stations bringing
country music lovers one of America’s
hottest syndicated music magazines.

It’s three hours a week of country
music news, celebrity profiles, recorded

year: Memorial Day, with John Denver,
Lee Greenwood, and Emmylou Harris;
July 4th weekend, with Willie Nelson
and Waylon Jennings; Labor Day, featur-
ing George Jones and Hank Williams, Jr.
And, in October, live simulcast from

live segments from Billy Bob’s country ~ Nashville of the Country Music

mecca, exclusive interviews, and Association Awards. P
concert performances. All presented Pick up the coun-£ 4 #°

with a generous helping of country try music program §

hits and all-time classics. that’ll pick up your

Nobody knows country music bet-
ter than Lee Arnold, the Academy of
Country Music’s 1983 Deejay of the

Year. And nothing delivers the listener-

ship like his “On A Country Road.”
Plus four three-hour specials this

listenership. Pick up
“On A Country Road.”

MUTUAL
BROADCASTING SYSTEM

Call Mutual Station Relations (703) 685-2050

www americanradiohistorv co
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KYKY Ups Carroll To VPGM

After four years as General Sales Manag-
er, Karen Carroll has been elevated to
VP/GM at KYKY/St. Louis. She replaces
Ron Grubbs, who departed to become Pres-
ident of locally-based Savan Advertising.

Surrey Broadcasting President/CEO
Kent Nichols stated, ‘“So many times the
best people are right in front of you; Karen
is a perfect example. You probably won’t
find a more highly-regarded and well-re-
spected individual in St. Louis radio than
Karen.”

Prior to KYKY, Carroll worked 18
months as Local Sales Manager at cross-
town WRTH. Before that, she spent three
and a half years as an Account Executive
and LSM at neighbor KCFM (later KSD).
Carroll told R&R, ‘““It’s great to work for a
company like Surrey because they provide
you with the research, tools, money, and
confidence to be able to work in a positive
vein, rather than looking over your shoul-
der. Usually when you get promoted you
have to change stations, so to move up at
the station I know the best is really the best
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of two worlds.”

Carroll’s GSM post will not be filled. In-
stead, Account Executive Matt Riordan be-
comes Sales Manager, while AE Sally Rosen-
thal moves up to National Sales Manager.

KKRZ Selects
Bryan As PD

Gary Bryan, most recently PD at KISW/
Seattle, has accepted the Program Direc-
tor’s postion at Taft’s recently-acquired
Portland CHR KKRZ (Z100).

Station VP/GM
David Crowl told
R&R, ‘“We're all very
eager to have Gary
join us. I waited so
long to pick a PD
because we needed
someone with a _
background in the
Pacific Northwest,
and when Gary be- :
came available, it Gary Bryan
was apparent he had all of the qualifi-
cations we wanted to lead us to a prominent
position with our programming and mar-
keting strategies. Mark Newell, who served
as our interim PD since our takeover and
format change some months ago, has done
a fabulous job, but I felt Gary had some
state-of-the-art programming techniques
we needed to apply.”

Bryan, who was unavailable for com-
ment, also served as PD at KNBQ/Tacoma-
Seattle. He will assume the midday airshift
in addition to his programming duties.

Maglia Exec.
VP In EA
Restructuring

Elektra/Asylum has restructured its top
executive tier following the departure of
President Bruce Lundvall last week to head
a new EMI label. Chairman Bob Krasnow
will also assume the title of President. Sen-
ior VP/Marketing Lou Maglia becomes Ex-
ecutive VP, adding international marketing
duties to his present domestic marketing
sphere. VP/International Bill Berger will
now report to Maglia. Exec. VP Aaron Levy
will take on new administrative responsibil-
ities.

Maglia has been with E/A for ten years,
starting as Regional Marketing Manager.
He became VP/Sales in 1980 and Senior VP
last year.

PETRI TO NSM

Tanger Takes On VP/GM
Post At WHUE-AM & FM

WHUE-AM & FM/Boston General Sales
Manager Douglas Tanger has been ap-
pointed VP/GM of the Beautiful Music out-
lets. He continues to handle his former GSM
duties as well, working in association with
recently-named National Sales Manager
Nick Petri. Promoted from in-house, Petri
had been serving as Sr. Account Executive.

Tanger is a 5 1/2-year station veteran,
starting out as an Account Executive and
later moving up to Local Sales Manager.
Commenting on his promotion to the newly-
created post, he told R&R, ‘“‘I’m obviously
very excited. We have made some tremen-
dous inroads in the market recently, and all
of that makes it an even more opportune

Michaels Set
As WZUU PD

WZUU(Z95)/Milwaukee MDyafternoon
drive personality David Lee ¢‘Cat’’
Michaels has been promoted to the PD’s
position at the Malrite property, replacing
Steve Schram, who was recently upped to
Station Manager. .A

Schram told R&R, :
“Cat displays a tre-
mendous natural tal-
ent in his air perfor-
mance and has the
ability to program
Z95 to increased
momentum and visi-
bility. The quality of
his experience in the
CHR format will di
rect the station to CINS A s
continued success.” Cat Michaels

Michaels, who had been serving as inter-
im PD, commented, “I haven’t quite gotten
over the shock of it all. This is really a
dream come true for me to be able to pro-
gram such a fine station and work with
Steve and (Z100/New York PD/Malrite con-
sultant) Scott Shannon. We are going to con-
tinue to make a lot of noise in the market.
The staff is really fired up, because Z95 has
only just begun.” Prior to joining Z95 last
February, Michaels served as MD at
WDOQ/Daytona Beach and WXLK/
Roanoke. He will retain his afternoon air
slot.

Heyward New
KRAB VP/GM

Ralph Heyward has been appointed VP/
GM at KRAB/Seattle, an educational sta-
tion which Sunbelt Communications ex-
pects to take over with a new format late
this summer. Heyward assumes his new
title June 25.

Sunbelt President/CEQ Terry Robinson
told R&R, “Ralph brings to our organiza-
tion, and to KRAB in particular, vast exper-
ience in Seattle and Northwest radio, which
will be invaluable to the overall successes
of the station.”

Sunbelt’s Research Group Sr. VP/GM
Larry Campbell added, ‘I've known Ralph
for all his 18 years at King, and he’s a real
aggressive competitor who plays to win.
He’s been ready for a number of years to
take on the challenge of running and guid-
ing the good fortunes of a radio station. This
job will stretch him, and when Ralph’s in
that kind of situation, he really excels.”

Heyward joins KRAB after seven years
of heading Seattle sales rep firm Blair
Northwest, a joint venture between King
Broadcasting and the John Blair Company.
He previously served five years as GSM for
KING/Seattle. Heyward said, ‘‘I've had the
opportunity to work for great organizations

HEYWARD/See Page 40

time to be stepping into this position. I'm a
real believer in the format, particularly for
someone who's 30 years old.”

Discussing staff or format changes, Tan-
ger added, “We’ll continue as we’re going.
Everything is rolling right along, and I
don’t anticipate any real changes.”

Alexander
Becomes OM At

KVIL-AM & FM

Nick Alexander has been appointed to the
newly-created position of Operations Man-
ager for KVIL-AM & FM/Dallas, oversee-
ing the responsibilities of production, traf-
fic, and continuity.

KVIL VP/GM David Spence, to whom
Alexander reports directly, commented,
‘““As we were setting up this new position,
outlining the traits, characteristics, and
abilities that we wanted this person to have,
it became very obvious that Nick was the
only guy that we felt could truly handle the
job.”

Alexander joins KVIL after nine months
as Production Services Manager at the Dal-
las Morning News. Prior to that, he worked
four years at WFAA & KZEW across town
as Production Director. Alexander previ-
ously spent 18 months as PD at WKRG-FM
(G100)/Mobile, following two years as
Assistant PD/MD at KLIF/Dallas. When
asked about returning to radio, Alexander
told R&R, “I'm tickled to death. There have
been two great stations I grew up listening
to. One was KLIF, and I fulfilled that dream
in 1976. The other was KVIL, and it’s really
exciting to see this dream come true, too.”

TRANSACTIONS

ABC Sells WXYZ
To Fritz Brothers

ABC announced this week it will sell WXYZ/
Detroit to Fritz Broadcasting, subject to FCC
approval. The sale price was reportedly $3
million in cash and notes.

Principals of the purchasing firm are WXYZ's
VP/GM for the past 21 years, Charles Fritz, and
his brother, John Blair & Co. President/CEQ
Jack Fritz. Holding a minority interest is Detroit
attorney Wiltiam Saxton.

WXYZ broadcasts a News/Talk format on
1270 kHz with 5 kw of power.

Noting that the station’s ratings are the highest
in five years, Chuck Fritz said, '"We plan to con-
tinue the programming and personaliites that
Detroit has accepted so well.” Upon completion
of the sale, expected no earlier than October,
Fritz will become President/CEQ of WXYZ.

ABC Radio Division President Ben Hoberman
commented, "“The sale to Chuck Fritz, a well-
respected broadcaster and Detroit business-
man, ensures maintenance of local management
and continuity in programming and continued
service to the interests of the Detroit community.
The sale of the station enables ABC greater flex-
ibility in the makeup of its station portfolio as
well.”

ABC owns five AMs in additon to WXYZ. It
operates six FMs, and will soon acquire a
seventh, KIXK/Dallas. Fritz Broadcasting is a
newly-formed Michigan corporation with no
other broadcast interests.

WKDD & WSLR Sold
For $8.9 Million

Welcome Radlo & Assoclates has sold
WKDD & WSLR/Akron to OBC Broadcasting for
$8.9 million, subject to FCC approval. WKDD is
a CHR station with 50kw on 96.5 mHz, while
WSLR is a Country outlet at 1350 kHz with Skw.

OBC President Albert J. Kaneb, former owner
of Northeast Petroleum Industries, said, “I'm

TRANSACTIONS/See Page 40
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PRICE VS. GILLER

Candidates Stress Experience
In NAB Vice Chairman Race

The only contested election facing the NAB Board of Directors at its
meeting in Washington next week is the two-man race for Vice Chair-
man of the Radio Board. The candidates are Gilcom Stations President
Ed Giller and WACT-AM & FM/Tuscaloosa, AL President Clyde Price.

NRBA IN CHINA — Metroplex President Norm Wain and former NRBA Chairman Bob Herpe
{center) were among 35 NRBA members who recently returned from a three-week tour of
China, hosted by Radio Beijjing. The trip included visits to a number of Chinese broadcasting
facilities, including the Shanghai radio station pictured above. A second NRBA group returns
from China this week, and a third trek is planned for September, immediately following the
RCPC in Los Angeles.

FCC Halts Local Loop Rate

Hike For Five Months

Proposed rate hikes for private lines, in-
cluding local loops used by many radio sta-
tions, have been postponed at least until
November. The new rates, which are sharp-
ly higher than current ones, had been
scheduled to take effect this week.

FCC Common Carrier Bureau Chief Jack
Smith said the rates need more study
because they “‘could have a major impact
upon customers if they are unreasonably
high.”

Anticipation of the higher rates has
helped to speed the conversion of the radio
industry to satellite distribution. Already,
under the divestiture of AT&T, many sta-
tions have already encountered severe de-
lays, inconvenience, and higher costs in ar-
ranging local loops for remote broadcasts.

New Programs/Issues Lists
Due In Public Files July 1

Radio broadcasters should be preparing
their quarterly issues/programs lists,
which must be placed in station public files
starting July 1. After that, updated lists will
be due every three months. That’s a depar-
ture from the past, when the former annual
lists were due on the anniversary of the sta-
tion’s renewal.

The changes are the result of a federal
court ruling which struck down the FCC’s
abolition of detailed program logs. The
court said the annual programs/lists that
replaced logging weren't adequate to tell
whether a station was serving the public in-
terest.

The FCC’s response was to require quar-
terly, rather than annual, filing of the lists,
which must contain issues facing the com-
munity and how the station programmed to
meet them. Gone is the former cap of ten
issues per list, as well as the requirement
that stations list how they determined each
issue to be of importance to the community.

Meanwhile, NRBA has petitioned for a
return to annual lists, which it says “will
contain sufficient detail for those few third
parties who want to review a station’s pro-
gramming without listening to the station.”

ABC Refuses Advocacy

Spots From Retired Persons

The American Association of Retired
Persons (AARP) has been rebuffed in its

attempt to place ads on the ABC Radio Net-
works to discuss rising health care costs
and the danger facing the Medicare system.

An official in ABC’s office of Broadcast
Standards & Practices said the campaign
was refused because ““it does raise Fairness
Doctrine concerns and we don’t have the
mechanism for providing the balance the
Fairness Doctrine requires of us.”’” The net-
work’s guidelines generally prohibit ad-
vocacy advertising, he explained.

He added that ‘‘the ABC-owned stations
do have a mechanism” for balancing cover-
age, and that AARP’s request to buy time
on several ABC stations will probably be
granted after the group provides further
substantiation of some of its claims.

FCC Review Board
Upholds KISW Renewal

An FCC law judge’s initial decision grant-
ing renewal to Kaye-Smith’s KISW/Seattle
has been affirmed by the agency’s Review
Board. It dismissed virtually all of the argu-
ments advanced by competing applicant
Vincent Hoffart.

Hoffart’s case rested largely on allega-
tions that KISW used improperly notarized
affidavits and perjured testimony. He also
claimed the station wasn't entitled to “re-
newal expectancy” for excellent service be-
cause it devoted only 6.1% of its program-
ming to non-entertainment programming,
most of it early on Saturday and Sunday
mornings.

But the Review Board was clearly im-
pressed with KISW’s public record. It
observed, “We particularly note the testi-
monials received from various community
leaders attesting to the high quality of ser-
vice provided to the community.” The
board also ruled that, according to station
research, Saturday and Sunday mornings
are heavy listening periods for KISW’s 12-30
audience.

Other Key Developments:

« Black Citizens for a Fair Media has
asked the FCC for a stay to halt repeal of
the regional concentration of control rules.

¢ FCC Commissioner Jim Quello’s nomi-
nation to a new term was set for a vote this
week in the Senate Commerce Committee.

The winner will replace the current Vice
Chairman, KARN & KKYK/Little Rock
President Ted Snider, who is running unop-
posed for Radio Board Chairman. Snider is
almost certain to move up to Joint Board
Chairman next year, and the matter of who
then becomes Radio Board Chairman has
surfaced as one of the few issues in the con-
test between Price and Giller.

1985 Chairmanship At Issue

The job almost always falls to the incum-
bent vice chairman. But Giller’s term on
the board expires § s
next June and he |
can’t run again until
he sits out for two
years. Giller and
Price speak highly of
each other but,
predictably, they
have different views
on the impact of s
Giller’s inability to Ed Giller
move up to the chairmanship.

“The opportunity Clyde has is that if he’s
not elected this time, he can run again next
year and indicated he would do so,” says
Giller. “So I think everybody can win in this
deal if it goes that way.”

Price explains, ‘“The thing that concerns
me most and concerns a lot of people is that
this will be Ed’s last year. He goes off the
board next year. And I think we need some
continuity on the Executive Committee. I
would be eligible to serve, if they wanted
me to, as Chairman.”

Dereg Tops Price Agenda

Price adds, “The main reason I'm run-
ning is that after all these years I guess
everybody aspires to serve the industry
they’ve made their living at all their lives.”
Price, who also served on the NAB Board in
the 1970s, is a 37-year radio veteran who
still pulls a three-hour shift at WACT each
morning.

¥

“I think the number one issue has been
and still will be getting deregulation legisla-
tion passed in some form or other. The de-
regulation we’ve got right now is fine, but
I'm afraid a lot of broadcasters may be
complacent . . . the FCC has done it so why
worry about the Congress? Well, the FCC
can change.”

Giller Sees Need For
‘Geographical Balance”’

Giller, who manages WFBG/Altoona, PA
and also owns WLEE/Richmond, VA an

Ted Snider

WEIR/Weirton, WV, calls himself “one of
the more active and vocal” NAB Board
members. He cites his service on the associ-
ation’s Congressional liaison, DBS, and
radio allocations committees. He’s also
Chairman of the Arbitron Radio Advisory
Council and sits on the CBS Radio Network
Affiliate Board.

His election would give the Executive
Cornmittee needed ‘‘geographical bal-
ance,” Giller contends. “If I'm not elected
there’ll be a tilt to the South and Midwest
with really no Northeastern representation
at all.”

Giller was an early supporter of NAB
President Eddie Fritts, whose election
‘“‘was not done without some bloodletting. I
think we’ve come out of that very well.
We'’re really looking at a time of fence-
mending and peacemaking and getting the
association moving ahead in the direction
it’s now moving.”

Clyde Price

Radio Deregulation May
Piggyback Public Broadcasting

Language to deregulate radio and possibly also to free it from some
content controls may soon be offered to the authorization bill for the Cor-
poration for Public Broadcasting (CPB).

The move would be made on the Senate
floor, probably this week or next, by Com-
merce Committee Chairman Bob Pack-
wood (R-OR) and Communications Sub-
committee Chairman Barry Goldwater
(R-AZ). They've agreed to try the tactic,
but only if it can be cleared behind the
scenes in advance with other senators.

The radio-only language would:

« Codify the FCC’s deregulation of radio

o Abolish comparative renewals

o Direct the FCC to renew licenses unless
there’s been a gross violation of Commis-
sion rules or federal law

Packwood’s staff said Tuesday (6-12) the
maneuver can only be carried out if unani-
mous agreement is reached. The staff was
still waiting for word from key committee
Democrats. Even if they gave their ap-
proval, the plan would still have to be cir-
culated to the rest of the Senate.

Wirth Blasts “Flatbedding’”’
CPB Bill

The tactic immediately drew fire from
Rep. Tim Wirth (D-CO), Chairman of the

House Telecommunications Subcommittee.
“Wirth obviously does not agree that repeal
of the Fairness Doctrine is good public
policy,” said the aide. “And he does not
believe that radio and television deregula-
tion should be separated. To the extent that
this makes it over here (to the House), we
would fight it vigorously.”

The aide added that it's ‘‘unfortunate” to
endanger funds for CPB and National Pub-
lic Radio by ‘‘flatbedding”’ their authoriza-
tion with the commercial radio provisions.
In fact, the quick agreement to the scheme
by Goldwater, a public broadcasting ad-
vocate, took some observers by surprise.

Radio Content Freedoms In Doubt

Meanwhile, the Commerce Committee
planned on Wednesday (6-13) to discuss a
five-year experiment of freeing radio from
content controls. A Packwood aide, howev-
er, said he didn’t believe even that scaled-
down plan had enough support to pass the
committee. If it did pass, the aide said the
language might be offered to the CPB mea-
sure, along with radio deregulation.



The nation’s leading Easy Listening consultant recently
conducted a rigorous search for a company to help develop
a fully-researched TV campaign. After interviewing the
leading research companies, SRP chose Coleman Research.

SRP President Larry Adams says it better than
we could:

“Jon Coleman provides us with thorough research and a
wealth of experience. But more importantly, Coleman offers
solutions— marketing advice and guidance that should
insure the success of this important project.”

We give you solutions, not just numbers.

Instead of leaving you with numbers and no answers,
our research is solution oriented. Example: For SRP, we will
define strategic goals, develop a positioning statement and

“Our primary objective is to
provide research that provides
solutions. That's the only way
research can offer tangible
benefits— specific marketing
and programming answers.
That's a Coleman Research
principle—we're committed
to it.”" Jon Colenan

conduct extensive perceptual research». _.all leadingto a
nationally-researched TV commercial.

Coleman Research methods do more.

We design research to answer your gquestions, whether
they involve positioning your radio station or exploiting a
competitor’s vulnerability.

Our exclusive Audience Segmentation® and Image
Mapping® techniques provide answers and action-oriented
solutions. Whether it's the process of defining strategic
goals, or the unique methods we provide, Coleman
Research does more.

Coleman Research

14677 Midway Road, Suite 202, Dallas, TX 75234 214/385-3980

www americanradiohistorv com
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ROCK CALENDAR KEEPS TIME

Date Tripping

Time — Ken Barnes covered its vaffous lyrical configurations in last
week's issue. One timely truism he didn’t mention: how time just slips away.
1984 is a case in point: it’s six months old or half over. Either way you look at
it, conscientious stations should already be plotting next year's promotional
strategies. One possible angle to consider is Rock By Numbers' Rock Cal-
endar.

Market exclusive, the poster-size center-fold calendar sports your station
and sponsor logo on the front/back cover, as well as on each month. The back
cover is the station’s domain, accommodating special phone numbers and
station/programming information. Each month features a popular rock artist or
group, chosen in a survey of the participating stations. Besides the obvious
date assistance, each monthly entry also functions as a daily rock almanac,
noting specific historical events. Plus outlets are given 25 custom “'daymark-
ers’’ to call attention to particular station dates; i.e., jocks' birthdays. Custom
promos and live copy arz also part of the package.

Calendar costs are $3.50 each; minimum order is 5000 units. Unfortun-
ately, time waits for no one. Order deadline is June 30, with the printed calen-
dars shipped on or before September 18. For more details contact Jane
Shea at (212) 869-3460.

THRILLER TOF SELLER

CD Title List Expands

Emiel Petrone, Sr. VP, Compact Disc, PolyGram Records and Chairman
of the Compact Disc Group, has announced that 1500 to 2000 CD titles are ex-
pected to be available by the end of this year. Newer releases being transformed
into the CD format include recordings by Luciano Pavarotti, Placido Domingo,
Duran Duran, and Barbra Streisand. Michael Jackson's "Thriller” also
ranks as the country’s top-selling CD.

An estimated 35,00C players were sold last year following the CD technolo-
gy's March debut. The CDG forecasts an additional 200-250,000 in sales by the
end of '84.

WESTWOOD ONE

RAB Reveals
Radio’s Top
Ten Agencies

More and more, advertisers are
taking advantage of radio’s sales
capabilities. With that in mind, the
RAB compiled a list of the top ten
agency users of radio, based on
1983 billings. Coming out on top
were the Dallas-based Bloom
Companies, which spent 20% of
their U.S. billings ($153 million) in
radio on clients’ behalf. Tied at
second with 17% were Ross Roy,
Inc. and W.B. Doner & Co.
Rounding out the list were:

¢ Bozell & Jacobs 15.0%

¢ Tracey-Locke 14.8%

¢ D’Arcy MacManus, 13.0%
Masius

¢ Della Famina, 12.0%
Travisano & Partners

¢ Needham, Harper & 11.0%
Steers

¢ Leber, Katz Partners 11.0%

¢ Scali, McCabe, 11.0%
Sloves

¢ Jordan, Case & 11.0%
McGrath

* Nationwide 11.0%
Advertising -

Primer
Simplifies
Computers

Still in the woods when it comes
to utilizing and understanding your
station’s computer system? NAB's
“Computer Prim-
er for Radio
Broadcasters'' {
takes the com- B@
plex and makes it
simple by replac-
ing computerese with easy-to-un-
derstand language. The guide also
discusses the computer’s effect
upon station operation, reviews
various radio software applications,
and explains how to determine ac-
tual software needs. A broadcast
computer contact list and com-
puter software supplier directory
round out the NAB's three-part
series.

The publications are being for-
warded to member stations. Direct
inquiries to Catherine Seigerman
at (202) 293-3556.
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AM Stereo: To Be
Or Not To Be?

Only 10% Broadcast In Stereo; Receiver
Availability, Marketing Needs Major Factors

“This is the salvation of AM radio; we owe it to our faithful listeners.” There
is “'no perceived audience interest.”’ Culled from a recent NRBA nationwide sur-
vey, these two comments reflect the dissension among radio’s AM ranks when it
comes to the subject of stereo broadcasting. The total number of AM stations
currently broadcasting in stereo is only 10.4% and, according to NRBA, ‘‘not
growing at a rapid pace.”

Why have 87.6% of the poll participants not gone stereo? Nearly half
(42.7 %) cite lack of audience interest, 29.8% believe they “‘can’t make the in-
vestment” and 28.1% point to "‘marketplace confusion.” Only nine percent said
their format didn’t 'lend itself”’ to stereo broadcasting, while 4.9% stipulate the
quality isn't what it should be. The market lack of automatic multi-mode receivers
concerns 17%. However, only four in ten said they would switch to stereo if the
receivers became available for home and car sets. Stations with stereo capability
(among those not broadcasting in stereo) number 36 %, versus 48.5% who aren’t
SO equipped.

Converts Cite Satisfaction

Looking at those stations who've made the stereo switch, almost a quarter
(22.9%) are '‘extremely satisfied'” with the results. One-third converted to stereo
over a year ago, with the majority having been stereo for only one to six months
(35.1%). Over half (56.5%) are in the top 100; ten percent in the top ten. In
terms of format, CHR, MOR, Oldies, full service, Easy Listening/Beautiful Music
Black/Urban, and Classical are more likely to be programmed on stereo stations.
Not surprisingly, News/Talk, all-News, Religious, MOYL, and Hispanic-formatted
stations tended to shy away from stereo.

The big question still remains: which system should be used? For those al-
ready in stereo, Motorola is the number one choice for 40.5%, followed by
29.8% in the Harris camp. Next up is Kahn with 23.7% and Magnavox with
6.1% of stereo stations. In almost half the cases, Motorola users based their
decision on the General Motors/Delco alliance, complemented by 11.3% who
feel it-will become the industry standard. Harris earned high-marks in confidence
and sound quality; Kahn garnered the technical approval of-many engineers. Ov-
erall, stereo broadcasters are pleased with the respective systems they've in-

stalled.
AM Stereo Challenge

Promotionally speaking, a Utah outlet is planning to conduct an “'AM Stereo
Challenge,"” asking shoppers if they can teli the AM stereo from the FM. Howev-
er, 16% of stereo stations aren’t promoting their switch. in fact, one-third are
waiting for more receivers to enter the marketplace. Those who are promoting re-
ly on both traditional and newly-created methods. Topping the list are on-air an-
nouncements (as part of other activities) and AM stereo receiver giveaways.

This national survey is part of a new NRBA member service, the **AM Stereo
Report."” Published on a regular basis, the report will offer up-to-date information
on AM stereo’s continuing developments.

SIZE OF A CREDIT CARD
Getting A Charge
Out Of Radio 2=

Thin is in. And the same applies
to radio. Panasonic’'s Model
RF-H25, touted as ‘‘the world's
thinnest and lightest FM/AM/FM
stereo personal radio,”” super-
sedes its '77 “Mr. Thin” (RF-015)
counterpart. The credit card-sized
unit plays for up to five hours via a
rechargeable internal nickel cad-
mium battery. Accessories include
separately-cased lightweight ear-
phones, battery recharger, and car-
rying case. Available in stores
beginning this September, Model
RF-H25 retails for $99.95.

Charge of the light brigade:
Panasonic’s RF-H25

ONE OF 28 GREAT RADIO PROGRAMS FROM AMERICA'S NUMBER ONE PRODUCER OF NATIONALLY SPONSORED RADIO
PROGRAMS, CONCERTS AND SPECIALS.




WE BRING YOU
MORE LISTENERS
THAN ANY OTHER

FM STATION GROUP
IN AMERICA

When it comes to reaching potential customers,
the CBS Owned FM stations once again
outdistance all the others. Every week, over six
and a half million listeners tune in our very
special brands of contemporary radio. That's
more than any other FM group in the country.
And it proves that the CBS FM stations have
made contemporary radio a true mass appeal
medium. When it comes to impact, CBS/FM
works. .. for audiences and for advertisers.

CBS OWNED ;
FM STATIONS A‘G:““"

The biggest. The best.
Represented by CBS/FM National Sales.

Source: Arbitron Winter 1984,
Persons 12+ TSA Cume, 6AM-Mid, Mon-Sun.
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BACK IN THE SADDLE AGAIN? — Z100/New York recently welcomed Atlantic
recording group Jump ‘N The Saddle to talk about their single “The Curly Shuf-
fle.” Shown here (I-r) doing the Z100 shuffle are air personality Ross Birittain,
Saddle’s Peter Quinn, PD Scott Shannon, group’s Tom “Shoes" Trinka, Barney
Schwartz, and T.C. Furlong, MD Michael Ellls, and Atlantic’s Bruce Tenenbaum.

VAN HALEN
1984 ,
et 15"
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| WMAR106

WE’RE TALKING *“‘JUMP’'l — WMAR/Baltimore and Sound Waves record
stores had listeners register and listen for their names on the air to win the Van
Halen record catalog and become eligible for a frog jumping contest. The win-
ning frog and two listeners won a trip to New York to see Van Halen at Madlson
Square Garden, and 50 listeners were sent to the local concert. Shown (i-r) are
Warner Brothers' Ron Gregory, Sound Waves owner Art Barr, winner John
Thornton, WMAR Promation Director Ed Graham, and night rocker Pete
Michaels.

“GREATEST
SPORTS LEGENDS”
PRESENTS

GREAT RADIO

SO LA

f
“Greatest Sports Legends”, captured on film and video,
bas lead to the country’s hottest, longest running syndicated
sports TV show Over 11 years of success...and more coming!
These exclustve interviews bave been adapted for radio.
OUR FORMAT IS A PROVEN WINNER!

Sports Legends has decided to expand into the radio field with a series of
90-second shows to run Monday through Friday, with a 5-minute
Suturday wrap-up shou:

AVAILABLE NOW FOR SEPT. 84

e

B 7

Our lineup of famous bosts and America’s most loved “Greatest Sports
Legends” bave created some of sports best interviews.

For Demo Tape Contact: STEVE SCHULMAN
SPORTS LEGENDS RADIO 27 City Line Ave.,

R&R/Friday, June 15, 1984
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Pro:Motions

Kavett Moves To Katz

Henry Kavett segues to the Director, Corporate
Communications post at Katz Communications, inc.
Most recently Director, Information & Public Relations
for the ABC Radio Division, he first joined the network
in 1978. Before that he was a Broadcast Media Spe-
cialist with Burson-Marsteller Public Relations and
held broadcasting management and news positions
with NBC Radio Network and Rochester outlets
WBBF & WNWZ and WROC. In other company activi-
ty, Lucille Luongo, Director, Corporate Relations, takes
on expanded duties for internal communications, activi-
ties, and programs.

Sisson Named WDBO GSM

Frank ‘“‘Rocky” Sisson has been appointed
General Sales Manager of WDBO/Orlando. He comes
to the post from WJR/Detroit, where he was Regional
Sales Manager.

Tuesday Elevates Jerauld

Jim Jerauld has been promoted to Managing Part-
ner of Tuesday Productions. The 14-year company
veteran assumes the post after previously serving as
Executive Vice President, during which time he headed
the firm's Commercial Production Division.

Gannett Promotes Aubin

Linda Aubin has been upped
to Regional Sales Manager and
Marketing Services Director for
the Fiorida Guy Gannett outlets:
WINZ-AM & FM (1-95)/Miami,
WKRT-AM & FM/Cocoa, and
WPLP/Pinellas Park. Prior to
this she was an L:95 Account Exe-
cutive. Aubin’s sales background
includes an AE stint at
KARZ/Phoenix and a turn as
Regional Sales Manager at
WI20O/West Palm Beach.

N

74

Linda Aubin

Murray Named Personal VP

Frank Murray has been appointed VP/Promotion of
New York-based Personal Records. Before accept-
ing this post, Murray was National Director/Club Pro-
motion for Quality Records. Murray also edited the
black singles chart for Record World magazine.

Holt New WBMS GM

Sterling Holt joins WBMS/Wilmington, NC as
General Manager. He was most recently GSM of
WAAA/Winston-Salem. His radio career includes
stops at WLLE/Raleigh as Sales Manager and at
WSRC/Durham as News and Sports Director. Pro-
gramming an Urban Contemporary format, WBMS was
recently acquired by Brunson Communications,
Inc., owner of WIGO/Atlanta and WEBB/Baltimore.

Chrysalis Taps Dickinson

Bruce Dickinson joins
Chrysalis Records as Director,
East Coast A&R. He was most re-
cently Director of Product Market-
ing, East Coast for Columbia
Records.

Bruce Dickinson

JCI Opens Doors

Jeito Contepts Incorporated (JCI) is a newly-
estabiished production/marketing/distribution com-
pany specializing in both video and music product.
David Catlin serves as President; he was most
recently Sr. VP, U.S. General Manager and Corporate
Director of K-tel International. Working with him are
Executive VP/international Division Alan Cordover,
Sr. VP/Marketing & Sales Jack Bernstein, VP/Product
Development Jerome Bowie, and VP/International
Licensing and Product Development George Lukan.

FOR ALLYOU WANT A CART TO DO,

THIS CART’S FORYOU!

For...Stable stereo phasing T

For...Maximum reliability and longest life

For ... Superb copies of CD’s and digital
masters

For ... Outstanding high frequency sensitivity
and headroom

215-664-6595 / 664-7204 Bala Cynwyd, PA 19004

THE AUDIOPAK AA-4 ISFORYOU
The True Blue Cart-From Capitol

1983 Copitol Mognetics Products, a division of Capitol Records, Inc All Rights Reserved.

For...The best sound a cart can
reproduce
For ... The exclusive SGS-4 broadcast
mastering tape.
For ...Compatibility with all cart machines
For...Stations who care how they sound

WWWwW_americanradiohistorv.com




One small step for music.

One giant leap for video music.
The 1st Annual

MTYV Video Music Awards.

On September 14, in New York's Radio City Music Hall,
MTV: Music Television will break new ground—again!

That night will mark the premiere of the definitive
awards show in the exploding world of video music—
the 1st Annual MTV Video Music Awards.

The show will be carried live into
24,000,000 homes and will be
syndicated into millions more
the next evening.

MTV is presenting this

event in conjunction with the
Ohlmeyer Communications
Companies.

' £ Y B
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MUSIC TELEVISION"

Awards will be given for outstanding
achievement in 17 categories:

Best Video of the Year
Best Male Video
Best Female Video
Best Concept Video
Best Direction in a Video
Best Choreography in a Video
Best Group Video
Best Special Effects in a Video
Best Art Direction in a Video
~— D Best Editing in a Video
AR Best Cinematography in a Video

wAR
DEO MUS'C A HE ;E /"/ Best Stage Performance in a Video

84 VIDEO OF T Best New Artist in a Video
oo, S Best Overall Performance in a Video
-— Most Experimental Video
NN N, Viewer’s Choice/Best Video of the Year
Hall of Fame (Special Category)

All winners will be chosen by a special Academy of music industry professionals.

And MTV is proud to present The 1st Annual|MTV Video Music Awards
in association with both the RIAA and NARM.

©1984 WASEC
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W‘A Produced exclusively for The Source by The Police in association with
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PRODUCTIONS. INC. Self-Portrait Productions, Inc. NOC Radios Young Adult Network
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Prepping For Spring
Book Analysis

As the days dwindle down to a precious few left in the nation-
wide spring Arbitron sweep, attention will soon be turned to exotic
Laurel, Maryland. This burg outside Washington is host to the opera-
tions headquarters of Arbitron, specifically housing the Client Ser-
vice Department on the ninth floor of the Arbitron Building. It is this
department that will soon be descended upon by many of you, sear-
ching for the reality of what happened in the spring books.

Let’s review what you can do to try
and get as much useful information as
possible out of the spring Arbitron
diaries. I'll lay out some time frames,
then advise on some broad steps to take
to get the most from your Laurel visit.

Schedule Review Date

The first step you’ll need to take in
order to be able to review and analyze
your diaries will be to schedule a diary
review date. That sounds easy enough,
but as we’ll see it can get complicated.

On June 21 Jay Billie will be one of
the most popular men in the radio
business. That’s because Jay is the
manager of the Client Service Depart-
ment, and on the day after each sweep
concludes he is swamped by hundreds of
callers angling for the best dates to look
at their books. You may think it would
be better to avoid the hassle of con-
tinually having to dial (301) 982-4742
on the 2lst (and hear many busy
signals) and just call a day or two later.
However, that could mean delays of a
month or more in getting in to look at
your market’s diaries. Hang in there on
the 21st, it’s worth the hassle.

The ground rules for diary reviews
are that stations may examine the books
for one day per station. Thus, if you
happen to work in Chicago, where over
3000 diaries are usually returned, and
if you have a single station, you get one
day to plow through this load. If you're
employed at an AM/FM duo, then Ar-
bitron allows you two days for the
analysis.

When you call Jay he’ll schedule you
for the first available day when no one
else will be looking at diaries from your
market. If you are in a big market and
are concerned you'll never be able to
get through all the metro diaries, ask
Jay to just order one or two key counties
for your perusal. That can make the
task seem more feasible and less like a
mind-numbing exercise.

Order A Mechanical

When you are talking with Jay about
your specific diary review date I'd

“Without the mechanical
being compared to the ac-
tual diaries, you’ll never be
certain of the reality of your
numbers.”’

strongly suggest that you order a
“mechanical” diary printout for your
station at the same time. This docu-
ment is generated by Arbitron (at a cost
of between $600 to $1000) and can
represent all of the diaries credited to
your station for the relevant sweep.

It’s crucial to have the mechanical
with you during your visit to Laurel.
You may have Jay send it to the station
in advance of your actual sojourn to
Laurel (the approach I recommend) or
he can hold it for you and deliver it
upon your arrival at the Arbitron
building, but whichever route you take,
please get the mechanical.

Unless you are going to Laurel just to

Week In Review

Arbitron Fills Vacancies

Dave Dorrin, currently an Account Executive in Arbitron’s New York of-
fice, is moving to the Atlanta office, where he’ll serve as Regional Manager. Jetf
Holmes, Sales Manager at WEVZ/Ft. Wayne, is joining Arbitron as AE in that
city. Dorrin and Holmes replace, respectively, Cliff Fletcher and Dean Mut-
ter, who have gone into station ownership. The appointments are effective at
the end of this month, according to Arbitron VP/Sales & Marketing Bill Livek.
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cast experience prior to that time.

Kassof Promoted At Reymer & Gersin

Reymer & Gersin Associates has promoted Mark Kassof to Vice President/
Research. Since February 1982, Kassof has served the research firm as
Research Analyst and Senior Research Analyst, and he had 10 years of broad-

look at diarykeeper comments or record
diary returns by zip code, the trip will
not be useful as possible without the
mechanical. The mechanical allows
you to compare the raw diary entries to
the Arbitron printout and see what
discrepancies, if any, there are. Some
errors may have helped or hurt your
station’s numbers, but without the
mechanical being compared to the ac-
tual diaries, you’ll never be certain of
the reality of your numbers.

Trip Preparations

Once you have your diary review
date scheduled and the mechanical is
ordered, there are some items vou
should organize before you descend on
Laurel. I'd suggest following this game
plan:

eKeep track of what went on during
vour sweep, especially during what
diarykeeping weeks key events or ad
campaigns broke. Did a major D]
change stations; if so, when? By noting
these happenings you can garner more
insight as you look at the diary return
week-by-week.

*Analyze your spring Arbitron to
spot what might be areas of interest or
concern. You will have at least a week,
often several, to review your Arbitron
report before you head back to delve in-

(it you dON't KNO!
them, tHl in
[=]
program name
dlal setting)

i re 4
Please review each day's listening 10 De sul

ARBITRON

Radio Diary

to the diaries themselves. Get the
management team together, discuss
what looks strange or flukey in the
printed results, then zero in on those
matters when you are at Arbitron. For
example, if the Beautiful Music station
is tops in teens, it might be because a
teen worked in an office where the sta-
tion was played, spent hundreds of
quarter hours cuming that station, and
thus skewed the results in an atypical
fashion.

*Review the mechanical before you
trek to Laurel. If time permits (it usually
takes ten days for Arbitron to get a
mechanical turned around), have Jay
send the document to the station for
your review. You might spot some
listening patterns that look strange, or
you may want to investigate the tune-
in/tune-out pattern that seems to show
up in the printout. Also, having the
mechanical in your hands early allows
you to become familiar with what it
contains and how to read and use it to
best advantage.

*Decide who will make the trip. Ar-
bitron allows no more than three or
four people in each diary review room
(there are nine rooms for all radio and
TV clients to use, so you can see why it
often takes a while to get in to review
the booklets). Thus, decide who will go
— the PD and GSM are the two I'd sug-
gest above all, with station researchers
on board if possible. Once the key peo-
ple have been agreed upon, then give
each a lesson in how to read and use the
mechanical you might also divide
the metro, asking each person to dig in-
to one or two counties each.

By taking these steps you'll be much
more able to maximize the use of your
9-5 day at Laurel. So many broad-
casters waste precious hours when
visiting Laurel — don’t you fall into
that category.

The time is nigh. Make your reserva-
tion on the 21st, then count down from
there till your actual visit. In an upcom-
ing column I'll show you a mechanical
and we’ll explore some specific insights
you can derive from your valuable visit

to the halls of Arbitron.
Next week, a guide to my soon-to-be

published book. Until then, keep your
numbers up.
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ﬁ‘;\?{‘ THE FINEST IN SYNDICATED AND CUSTOM TV SPOTS TO PROMOTE RADIO STATIONS
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Call for our latest demo reel, including our new

Sing-A-Llong scenes. You'l find just what you're

looking for — or we'll create a new spot for you.
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Sight & Sound:
A Great Double

BY REED BUNZEL

adio is invisible. And radio is free.

And because radio is both these

things, it is like no other product
available to the American consumer. Radio
is everywhere, pulsing through the ether, but
unless you are punching buttons in your car,
it slips right through your fingers. It is a me-
dium of music and personality, news and in-
formation, sports and entertainment, humor
and drama. Yet only through the ‘‘theatre of
the mind” can you experience it. Radio is in-
tangible.

Because of the lack of any visible characteristics to
bank on, advertising and promoting radio poses a uni-
que challenge to the creative mind: How do you visual-
ize an invisible product? What elements are the strong-
est, and how do you capitalize on them? How do you
combine all the positive aspects of a radio station and
appeal to potential listeners using only one giant outdoor
picture or 30 seconds of video? This special edition of

Radio & Records takes a close look at the world of visual
campaigns through the use of television and billboards.

Image vs. Practicality

Radio works because it is an interaction between
sound and the imagination. It has been said that seeing
is believing, and some advertising minds have long felt
that radio’s ‘“‘visual void” is its greatest weakness.
However, the flip side of this argument is that feeling is
truth — thus, radio’s absence of pictures is its greatest
strength. Creating something visual from something
that is not is an ultimate creative challenge.

The key to all advertising is image. Image advertis-
ing is a soft-sell approach toward familiarization of the
product, and is a tried-and-true Madison Avenue meth-
od. Designer jeans, perfume, beer, and even toilet paper
are sold on projected imagery rather than product prac-
ticality. If you drink beer you’ll feel like an ex-athlete, if
you buy perfume you’ll ooze with Joan Collins’s appeal,
and if you buy designer jeans, some day maybe you’ll
look just like Brooke Shields.

In any advertising situation everything must lead
toward the end result: the goal. With radio the usual
goal is an increase in the quarter-hour ratings. Building
an effective spot is an involved process that draws on
virtually every resource — including research, creative,
and financial. Advertising is an investment in the future
of a product, to get consumers to sample something
new. When advertising the merits of a radio station, the
ultimate goal is to get listeners to tune in, and keep tun-
ing in. Advertising is what attracts the consumer, but
only the product itself can keep him coming back.

Adbvertising is not an exact science; it’s really not a
science at all. It is just another medium with its own
peculiarities and quirks. Advertising appeals to human
sensibilities and emotions, seducing the audience with
direct or indirect benefits available through product
use. Radio’s practical benefits include the latest news
and weather, the hottest music, play-by-play sports, and
other forms of entertainment. In order to promote these
programming qualities, an advertisement must relay
them with an image-strong appeal, projecting the sta-
tion into the lifestyle of the listener.

ILLUSTRATION: DINO ARCHON

Right On Target

The first step in any advertising campaign is to
determine the target audience. No product will appeal to
all segments of the population, and no radio station is go-
ing to generate impossibly-high numbers. The days of
50+ shares are gone. Radio has become a narrowly-tar-
geted medium, as has its advertising.

Most visual campaigns are aimed at non-users.
Regular listeners are clearly keyed into their favorite
station(s), and are maintained by emotional involve-

WwWWwW.americanradiohistorv.com

ment with the programming, through peer pressure,
and other psychographic elements. Billboards and tele-
vision, on the other hand, are appeals to potential listen-
ers to give the station a chance — to sample the product.
Ultimately it is the station that has to maintain the au-
dience in order to build its quarter-hours, but the au-
dience has to know what is out there. Advertising has to
be persuasive while still appealing to emotional motiva-
tions as well as the listeners’ well-being. That advertis-
ing has to be right on target, appealing to a wide range

Continued on Page 16
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of personal needs that include, but
are not limited to, wealth, health,
happiness, security, status, and
sex. All consumer activity is con-
trolled by these basic needs, and
an advertisement must identify
which of these needs reflect the
projected image of the station.

Creativity And
Communication

Once you have identified the
target of the station (and the spot
or billboard), and have determin-
ed the listeners’ perceived image
of your product, you have to find a
30-second approach that capital-
izes on both. You have to come up
with an idea that is fresh, some-
thing that will make your station
stick out like a new product — and
entice listeners to try it. You have
to communicate that your station
is the place to try something new,
something that can’t be found any-
where else in the market. At the
same time you have to remember
the basic human emotions, and
not stray too far afield.

The name of the game in radio
is communication. You have to
communicate to potential listen-
ers just who you are and why they
should listen. Then you have to
make sure that is who you are.
People are always on the lookout
for something new, something bet-
ter. Most listeners have a favorite
radio station, but most of them
would probably try something
new if the opportunity was there
and the image appealed to their
own values.

The billboard that goes up all
over town, or the prime time flight
of TV spots, is your radio station.
To those who have never tried
you, or haven’t listened lately,
your picture is worth the cliched
“thousand words.” If you had that
many words to describe your sta-
tion, you would pinpoint your
music, highlight your personali-
ties, illustrate your news, and
feature every other salable aspect
of your programming. The truth
is, however, that you have one
giant outdoor frame — or 30 sec-
onds of TV time — to say exactly
the same thing. Your image has to
be focused, it has to be concise,
and it has to be you.

You have to make the listener
know who you are, and you have
to make them want to try you. Not
everybody, of course, and not only
for a couple of minutes. Your ob-
jective is to build those quarter-
hours, so the listeners have to
keep coming back. Your message
has to effectively attract their at-
tention, build their interest,
strengthen their desires, and
motivate them — and get them to
fix that button on your station per-
manently.

Then it is up to your station to
keep them there.

T

SIGHT AND SOUND
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Tuning In To Image

The right image is the most critical factor to being
remembered. How you promote that image on and off the air
determines how you are perceived and how you are
remembered — and being remembered the right way is half

the battle.

The Customer Is
Always Right

Think of your audience as a con-
sumer — your consumer. Every
day listeners are buying your radio
station and they're paying for it
with the most precious commodity
on earth — time. Each day your
consumer is buying images. The
products that have the strongest
and best images outsell the com-
petition. This happens even
though there may be no apparent
difference between two products.
What they're really buying is the
strongest image.

From research that has been
conducted in the area of station
image come the following conclu-
sions:

® A station with the strongest
positive image is usually rated
highest. Stations with weaker, less
clearly defined images tend to rate
lower.

® A station with a strong image
may often get credit for doing
good things its competitors have
done and may not receive the
blame for bad things it does.

® A station with a strong image
often benefits from advertising and
promotion done by a competitor.

® A station with a strong image
can withstand programming at-
tacks by highly skilled competi-
tors.

® Your station’s image may or

may not reflect what you actually
are or what you actually do.

lcono-What?

Who do you think you are? How
you perceive yourself may not be
how your audience perceives you.
There is a growing number of sta-
tions around the country making a
serious effort at using iconogenics
{image control). Icon is the Greek
word for image or symbol, and
genics means forming or develop-
ing.

Broadcasters now realize that
the right image must be carefully
created and controlled. There are
a number of tangible factors that
determine the development and ul-
timately the control of the image a
station projects.

Your station’s image is like an in-
dividual personality. It is a com-
posite of many complementing and
sometimes contrasting character-
istics. lconogenics begins with the
systematic comparison of the
dominant traits of your station ver-
sus those of your competitors. it
results in the selection and promo-
tion of the right image for your sta-
tion in the market.

The six-step iconogenics formu-
la allows you to effectively identify
the dominant character traits that
make up the image of your station.
These steps should be evaluated
from the point of view of your au-
dience, and all characteristics
should be ranked in order of im-

portance to your audience.

1. Isolate the dominant charac-
teristics of your station.

2. isolate the dominant charac-
teristics of each of your competi-
tors.

3. Eliminate shared traits from all
lists.

4. Of all the remaining traits, de-
termine which of yours is strong-
est in comparison to your competi-
tors.

5. How could this trait be best
promoted?

6. Which theme or image would
best convey this desirable quality
to your audience ?

Sell one benefit. Dont make
your image confusing to your au-
dience. You have isolated your
unique trait, now sell it.

Do It With Music

Your audience is your consumer
and you can talk to a consumer
from here to eternity with very few
results. it is only when you can
strike a responsive chord that you
have the power to influence the
consumer’s decision. Music ena-
bles you to emotionalize your pro-
duct, in this case your station. It
also enables you to emotionalize
the benefits, your selling proposi-
tion, or your image.

Through music you are selling
from the heart to the heart. Music,
more than any other single ele-
ment in the advertising arsenal,
enables you to tailor a message to
your audience’'s perception of re-
ality. Music’s unmatched ability to
conform with both the real and im-

agined profiles of an audience has
made jingles the choice of more
advertisers for commercial effec-
tiveness. In fact, nearly 80% of all
national commercials use music in
some form.

Do It With Video

Additionally, video production
can be an invaluable tool to help
you to promote your image. Re-
gardless of format, you can reach
an additional potential audience.
As music promotes your image to
the consumer who is your current
listener, video can reach the con-
sumer you don’t currently have or
can reinforce a consumer you do
have.

Note that | refer to it as video,
not as TV commercials. In the last
two years we have seen a market
open up that doesn't even think of
television for advertising. Many
broadcasters are using video com-
mercials to promote their stations
on cable, movie houses, and at
drive-in theatres. Many companies
provide video commercials on 16
or 35mm film for stations who want
to use video for outside promotion.

The one vital element you will
notice through all kinds of
commercials is the idea. The basic
idea or concept is the most impor-
tant part of the commercial. The
idea that sells the image is more
important than the production
value. However, when you com-
bine a great idea with great pro-
duction values, then you've got a
winner.

By Buddy Scott, Sr. VP of
TM Communications of Dallas,
1P

Delivering Numbers Outdoors

Ever since the first AM

receivers became readily

available in automobiles in 1927, outdoor has been a primary
advertising medium for radio. Media is one of outdoor’s
largest categories of advertiser, and radio is a prominent part
of that business. While much of radio’s outdoor advertising is
specifically geared to the ratings periods, especially the
spring and fall books, a number of stations are finding it a
useful medium for year-round promotion. Whether periodic or
on a continuing basis, outdoor is a proven method to deliver a
targeted audience, promote specific programming highlights,
and create higher visibility for personalities or contests.

The keys to effective outdoor
advertising are brevity and clarity of
message and statement. Be-
cause outdoor advertising is seen
mostly by people in transit, the im-
pact must be immediate. The mes-
sage should be understandable,
succinct, highly visible, and it must
relate the image — or an aspect of
the image — that the station is try-
ing to communicate. While most
billboards seem simple and to the
point, considerable work and
creativity is involved with develop-
ing a successful outdoor cam-
paign. Following are two view-
points on the ability of outdoor to
deliver listeners for radio.

Glenn Johnson,
VP/Creative Director,

Foster & Kleiser
There are two ways to look at an
outdoor campaign: longterm or im-

mediate results. Some stations
prefer to go for the distance rather
than the sprint, relying on the ac-
cumulated effect of the advertis-
ing. As with any product, this de-
pends on familiarity to the con-
sumer (in this case the listener).
People are rather skeptical about
anything they're not familiar with,
but too many advertisers forego
familiarity for a new look before itis
necessary. They tend to get itchy
when they've held with a certain
type of imagery for a long period of
time, while others feel they should
keep flogging away with the same
image. The truth is, it depends to-
tally on the individual situation and
what each station is trying to
achieve.

The ideal billboard is one that will
demand attention. it will have the
ingredients of design that will not
allow a person to drive past with-

out noticing it, effectively doing a
number on the viewer. Also, much
like radio, we can target effec-
tively. We can place those boards
in specific target areas, producing
virtually no waste. If a station is
looking for younger demos we can
locate the boards in areas of
universities and schools where the
age demographics are right, and
not put them in areas where they
would be exposed to an age
group that the station is not con-
cerned with.

Jeff Johnson,
Manager/Marketing
Services, Gannett Co. Inc.

There are several rules in
creating outdoor advertising. First,
if you have a television spot, you
can not simply translate the final
frame into an outdoor board. You
need to put a ot of good quality
creative thought into developing a
board, and that has to be an early
part of the creative campaign. Se-
cond, you have to be aware of the
many rules inherent in creating an
outdoor campaign. These all boil
down to keeping the selling line
simple, keeping the graphics sim-
pie, keeping the background sim-
ple, using very bold type styles,
and trying to use as few words as
possible. One of the rules thrown
around a lot in the outdoor industry

is try to say it in seven words or
less. This is what causes some
agency creative people a lot of
headaches, because it forces them
to distill their selling point down to
its most basic element.

Since an outdoor message at-
tracts the viewer for just a fraction
of the 30 seconds utilized in a TV
spot, simplicity is the key. Thus
the most important promotional as-
pects of a radio station have to be
emphasized:
® You can inform people of format
and call letters at that time when
they are most likely to be listening.
® You can create an image for a
station specifically by the type
of advertising that you do.
® You can use outdoor to create a
continuity during a measurement
period that cannot be duplicated in
other media.

Outdoor advertising has its best
delivery against the younger
demographic. People who are
younger tend to be much more
mobile, and research shows that
they spent less time with at-home
media like TV, newspaper, and
magazines and more time in their
car. What this says is that outdoor
is a good medium to use to pro-
mote radio because it reaches a lot
of those peopie that radio wants to
reach. In addition, outdoor
reaches a captive audience.




In the first of RKO’s 1984 live concert series the most successful R&B pop band
of the 80's will be coming to you from Harrah's Marina Hotel Casino,
Atlantic City, N.J., June 15th at 8:30 PM (ET).

Your station can reverberate with the sounds of “Joanna,” “Celebration,”
“Ladies Night” and other Kool & The Gang megahits for 90 minutes.

Make it happen for your market and call RKO at (212) 764-6702.

Sponsored in part by Levi Strauss & Co. and Plymouth. [
Leave it all behind with the exciting new Plymouth Turismo Duster. #wezzs




EDDY GRANT “Romancing The Stone”
01313 BREAKERS

'EDDY GRANT

Romancing The Stone (Portrait/CBS)
62% of our reporters on it. Moves: Up 48, Debuts 33, Same 39, Down O,
Adds 27 including WHTX, 94Q, KAFM, WGFM, WBBQ, 92X, WBNQ.

Complete airplay in Parallels. ? 5
ety

WJBQ 32-28
WSQV add
KUBE deb-30 WRQN add WYKS add

WXKS-FM 14-12  WTIC-FM 30-27 KELI add KTDY add
CKOl add WSPK 34-25 KQXR add WHSL 35-27
PRO-FM deb-30 WNOK-FMadd KCPXadd-39 KHTX add
Q103 add WKDD 26-23 WERZ 32-29 KZ0OZ 40-34
KMJK deb-37 WKDQ add WQCM 40-36  WPHD
FM102 23 WGRD 37-33 13FEA 25-21 WCAU-FM

KPLUS 35-30 WKFR add 95XIL add KS103 0
BILLBOARD DANCE CHART: @ ON MTV @

ORION THE HUNTER “So You Ran”
CHR NEW & ACTIVE

WXKS-FM 36 WVSR add WZONadd KHTXadd
WPHD 34 WSPK add 103CIRadd WRCK 27-22
WCAU-FMon Q92 add WKHI add WKDD 35-32
PRO-FM on KO93 add-37 KILE add WJXxQ 25-22
WGCL 25 KCPX add KGOT add KKQV 35-31
KPLUS add KHYT add KOZE 7-5 KZOZ 34-31

Jay McCall, PD, KOZE/Lewiston, ID #7 to #5!
“You don’t have to look to the stars to hear this one. Best summer song melting
on the turntables this year!”

ON MTV and Friday Night Videos TRzt |

‘WEIRD AP YANKOVIC  OutOf The Box

s AddsAt:
“l Lost On Jeopardy i ——

KRGV WOMP-FM

(:l, l R KITY WJAD

WHOT-FM WGLF

SIGNIFICANT ACTION KHOP  KTRS
ON MTV and Friday Night Videos

DISTRIBUTED RY CUBS RECORDS

www americanradiohistorv com
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From Animation To Zenith

he first objective of any television
spot is to create an awareness of the

individual radio station. If potential
listeners are not aware of the station, they
won’t tune in — except by accidentally turn-
ing the dial. A spot has to entice the audience
to try the station, and this is achieved
through motivation. Motivation is the key to
any change in behavior, and in this case the
motivation focuses on the radio station’s pro-
gramming and the benefits it can offer to its
audience.

Motivating The Listener

There are virtually countless ways to motivate
listeners and get them to tune in; it all depends on the
approach that each particular station is looking for.
The key is to identify those particular factors about a
station that will make it stand out. Richard Getz,
Director/Sales & Marketing for Spotwise Productions,
believes this is the most crucial step in any advertising
campaign. ‘‘Before you establish any sort of creative ap-
proach toward the development of a commercial,” he
says, “you have to evaluate as precisely as possible
what the needs, goals, and objectives of the station are.
If the station has the time or financial resources to do
research, they should do it. You can have all sorts of
preconceptions about your station which can be totally
different from how the listeners perceive the station in
the market.”

The primary goal, of course, is to build the quarter-
hours in the book. The indicator of how well any station
does this is the number of entries in the weekly diaries,
and in order to increase that number you have to get
people to listen. Up front that hardly seems a formidable
task, but keep in mind that people are fickle creatures.
Trying to get people to listen is the initial goal, and get-
ting them to come back — and to remember who and
where you are on the dial — is the ultimate measure of
success.

Steve Ewing, Vice President of Tour de Force in
Milwaukee, claims that the way to get people to listen —
and keep coming back — is to combine image with ad-
dress. ‘“To get people to listen you have to create spots
that leave them with a strong image of the radio station

i : .
E0) S S .
L.A. Lakers guard Magic Johnson prepares to shoot a
:30 spot for Magic 106/Los Angeles. The commercial
was developed by loca! production company Livingston
5.

while at the same time hitting some of the key issues.
This includes, number one, where they can find you on
the dial. Another thing is to hit them with your call let-
ters. You have to create a bigger-than-life image of the
station, an entertaining vehicle so you can leave the peo-
ple with a product message, what you do, give them a
laugh, and ultimately have an image that is fun.”

Competition is the name of the game. This is true in
all aspects of radio programming, including advertising
a station on television. Because of the ‘‘cluster’ system
of advertising, every spot is competing with several
others every time it airs. In order to stand out, to grab a
viewer’s attention, that spot must smash through the
visual clutter. Chuck Blore, President of Chuck Blore &
Don Richman in Hollywood, calls this the ‘‘cluster
buster.” “What you need is a fresh idea, a clean ap-
proach, keeping in mind that everybody has seen
everything. What you have to do is come up with
something they haven’t seen, something that is really
going to stick out as a positive reflection of your radio
station.”

Most television viewers see the commercial break
as an intermission to go into the kitchen and make pop-
corn, or tend to nature’s call. In order to keep people in
their seats, at least for your spot, you have to instantly
pierce through this transient behavior. According to Don
Silverman, President of Silverman Productions in Rich-
mond, VA, this “teaser” gives you very little time to
motivate a potential listener to stay put. ““In the first
four seconds the spot has to gain the person’s attention
and interest. It has to say ‘watch me.’ Then, after it
grabs you, it has to entertain, compel the person to pay
attention. Entertaining people is a very strong way of
communicating a message.”

Every spot must be memorable. It must be visually
engaging. It has to penetrate the brain, and it must have
a single focus. People lose interest, they resist, they ig-
nore anything that overtaxes their brain. The human at-
tention span is miniscule, and its memory is even
smaller, so to make an impact a spot has to focus on one
point — one image — that is comprehensible and fun. To
go after four or five points in one spot is tantamount to
committing advertising suicide.

Research

The key word in developing the actual spot is posi-
tioning. In order to create an effective spot, you have to
determine what you are to your listeners. Then deter-

Continued on Page 20
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THE SHOOT: “When we film the disc jockeys, just
tell them to act natural . . . "

R&R/Friday, June 15, 1984

THE REACTION: “The audience loved it . . . thought
it was a new season for ‘Foul-Ups, Bleeps and
Blunders' .. "

ABC’s Of A T.V. Spot

Continued from Page 19

mine what it is you want to be, if there are any strengths
that you want to take advantage of, and if there are any
weaknesses that you want to try to change. The best
method of examining these factors is, of course,
research. Research is an effective tool for understand-
ing the audience, for examining your place in the
marketplace. It can also be an infringement on the
creative process, placing too much reliance on tried and
true methods rather than ‘“gut feeling” and inven-
tiveness.

Bob Cambridge, President of QC Productions in Los
Angeles, believes research is extremely important to
the development of a successful campaign. ‘“‘Only after
you get into the research and identify the benefit areas
that are motivational factors for the audience can you
zero in on the creative message,” he says. “After you
target the audience by identifying the demographic and
psychographic, which is the lifestyle of the people you’re
approaching, you take all the research information and
let the creative end take over. This enables you to come
up with a catch-phrase or slogan that makes the whole
thing work.”

On the other hand, Cambridge also believes that,
while research is a crucial element, the researchers
should be kept away from the actual creative process:
‘‘Research is extremely important. However, most of
the time what you have is researchers trying to be
creative people, and that is wrong. Researchers do a
great job gathering and distilling market information.
At that point they should hand it over to the creative per-
son. But what often happens is that research people
come in and design a spot, and then what happens is you
get a research-oriented spot — which usually is
creatively off .’

Steve Ewing is of a similar mind when it comes to
the separation of powers between research and creativi-
ty. ‘“Research all depends on who’s doing it,” he ex-
plains. “I'd rather get a much larger sample audience
than what they put together for a focus group, because
to put all my eggs in the hands of a few people in a focus
group can be a risky situation. I'm not saying you should
avoid research — research is a very important tool, and
spots should definitely be tested.”

Chuck Blore believes that many of the world’s
greatest ideas wouldn’t pass muster when scrutinized
through research. “I really don’t care all that much for
research,” he claims. ‘I know that it can be valuable,
but I also know that people in research situations tend to
go for the tried and true, while resisting the new and un-
proven. The result is that the cutting edge, the intrusive
aspect of a fresh idea, can be dulled. Regardless of how

TM Communications sets up a shot for WBT/Charlotte
(top & center), and prepares to shoot a scene for EZ
Communications of Washington DC (bottom).

many times those new ideas are turned down, you must
stick to your ideals.”

Syndicating The Spot

One of many factors pointed up by extensive
research is the question of whether a syndicated spot
works. Image is definitely the top priority in developing
a spot, but does a station buy a prepackaged image
when it runs a flight of syndicated spots? Can a ‘“mass-
produced” commercial effectively promote one station
in Boston while doing the same thing for a different
facility in Boise?

It can — but there’s a catch. You have to know who
you’re talking to, and you have to know what you’re talk-
ing about. Don Silverman says, ‘“‘As with any other in-
dustry there’s more mediocrity than there is talent. The
syndicators who are very good excel, and the ones that
stink also excel — and there are more of the latter than
the former. Generally there are three ways to develop a
successful syndicated spot. You can do a generic spot,
dropping a tag in on the end, and if it’s a good idea it can
work in a number of markets. You can also do a syn-
dicated spot where you insert certain footage at ap-
propriate moments to make it look customized. Another
way is to syndicate an idea, where in fact you have to
reshoot the entire commercial. You have a specific for-
mula and just reshoot the whole thing.”

Image and individuality are elements that cannot be
ignored. “If a spot is designed for national syndication
you have to ask whether it is going to attack a station’s
individual problems,” says Richard Getz. ““If it’s a strict
syndication situation where you just change call letters,
some animation, and maybe the announce track, it is
certainly an affordable way to get high-quality televi-
sion advertising. As far as doing a creative concept, a
platform that is proven in a particular market, in many
cases it depends entirely on whether the platform is an
important part of what the station is trying to offer. You
can syndicate a spot very effectively because the music
is the same in each of the markets, but if the station is
trying to offer more than just music, I think you have to
go with a custom situation.”

However, for pure financial reasons, many stations
can’t even think about a custom-produced spot. Video
production is not cheap, and creating an entire package
of high-quality commercials from scratch is just a
pipedream in most markets. This is where syndication
is a boon, says Steve Ewing: ‘‘Syndication is a tremen-
dous service. Not necessarily for the guys in the top ten
markets, because they usually have the money to spend
on a custom spot. But it’s great for the smaller markets,
where stations can'’t afford to spend $50,000 to do a com-
mercial. With syndication they have the advantage of
having a very clean, professional, and exceptionally
good look — better than they could ever afford to do
themselves.” Continued on Page 22

It's a fact. Most stations waste their money advertising on television. Why? Because their commercials don’t work!

To be successful, your spot must attract attention, sell one-listener benefit, and be memorable.
“The Parade,” a crystal clear CHR or A/C positioning spot, is now available in selected markets.

Trailblazer Marketing ® Bob \Wood, President ® (716) 876-0930

Call for your demo.

Stop Wasting Your Money!
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Eugene, OR

Portland, OR m Miami, FL
» - |

5y Wiiiiamsburg, VA

Vancouver, BC

Honolulu, HI

Stockton, CA

S

Santa Barbara, CA
SOOI
Albuquerque, NM -
Pullman, WA
Austin, TX
Dallas, TX

3> months
53 sellouts
Thank You
Premier Talent,
Warner Bros.
Records,
and all these
Local
Promoters!

Houston, TX

New Orleans, LA

Raleigh, NC

Gainesville, FL

Atlanta, GA

Tampa, FL

Memphis, TN

Nashville, TN

Cleveland, o]

Detroit, MI
W. Fayetteville, IN

Columbus, OH

Pittsburgh, PA

Seattle, WA

ASUOP/
Rock'n Chair Productions
John Bauer

Jule$ Belkin

Bernie Bernstein

Jack Boyle

Cecil Corbett

Bill Douthat/

Whisper Concerts

Chuck delLeonardis/

Big River Productions

Bill Graham
Jam Productions
Bruce Kassman
Bob Kelly
Danny Kresky
Jimmy Koplik
Don Law

Chicago, IL

Philadelphia, PA

Passaic, NJ

Sam L'Hommideau
Neal Lyon/
Vanderbilt Concerts
Electric Factory/
Larry Magid

Louis Messina
Brian Murphy

Jack Orbin

Terry Parsons
Norman Perry

Scott Sanders
James Sandiin/
Vanderbilt Concerts
John Scher
Margorie Sexton
Bill Simmons

Larry Valion

Dan Zelisko/
Evening Star Productions

Hartford, CT

Boston, MA

New York, NY

©1984 WASEC
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ABC’s Of A T.V. Spot |

Continued from Page 20

Looking For Mr. Goodbar

The key to all this is to shop around. Every syn-
dicator in the country will be happy to send you a reel of
past successes, along with a price list and a long sheet of
references. These three items alone should not convince
you — they should only make you start searching. Take
a close look at the spots — see if they remotely resemble
how you feel your station fits into the marketplace. Then
ask everyone else at your station. Most people have a
good idea of how listeners perceive a station, and can
give you a quick ‘‘yes” or ‘‘no’”’ answer.

Next, conduct some research. See what other people
think of the proposed spots. With luck no one in your
market has seen them yet; if another station has used
them in another ratings period you're already in trouble.
Your image has to be fresh, even if it is syndicated. If
your research proves positive, and if your potential
listeners find the spots appealing and motivating, you
can move on to the next step.

Talk to some stations who use the spots in other
markets. Then talk to some who stopped using them,
and find out the reasons for cancellation. Take a close
look at individual results — don’t just take a ‘“‘yup, sure
worked here’” response as an endorsement. No one
wants to be singled out as the one station that failed
while everyone else managed to succeed. Keep in mind
that the dozens of companies out there will all have their
own series of successes, as well as reasons why their
spots produce the best results. They all want to sell you
their product, but you have to sell your audience. You
have one chance, and you’d better make it work.

All television advertising can do is get people to try
your product — to listen to your radio station. The spot
can make them tune in, but your station itself has to turn
them on. As Steve Ewing says, it’s much like shooting
ducks: “Advertising is just the decoy. You put the
decoys out there, and blow on the call a couple of times,
and if those birds like what they see they’re going to
come in low over the decoys. If they smell something
fishy, they’ll take off.” KR

SIGHT AND SOUND
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There is a pervasive feeling among broadcasters that we
have some special communion with our listeners. We have an
elitist attitude that our “gut reactions” are almost always right,
that we know what our listeners want and we are the best
qualified to be the dispensers of what they care about.
Nowhere is this attitude more obvious than when a radio sta-
tion. gets ready to do a TV commercial.

Research + Planning
= Success

The most effective television
commercials will reflect back to the
audience a "vision” of your radio
station that the viewer will under-
stand. The strongestimpact is made
when your advertising talks to the
people — in their language — about
your station. The best television
and outdoor advertising is created
when the people at the radio station
understand how they feel about
your programming and that of the
competition. Simply put, to promote
your position you have to first dis-
cover what your position is. Tell
your story, but tell the right story.

The best method to create and
test a television spot is through the
use of focus groups. By under-
standing the listeners, by becoming
sensitized to what listeners feel is
important about a station, a clear
and creative course can be set for
the station to follow. Focus group
research will better equip you to
guide the creative effort for your
television advertising. By under-
standing more about how the listen-
er uses your product, you can rein-
force the positive attractions of
your sound more effectively.

TURN ON
YOURTV.

You know the best, most cost-effective way to promote your radio
station is with a well-conceived and masterfully-produced TV
campaign — syndicated or custom commercials filled with life

and purpose.

Whether you're Country, Contemporary, MOR or Beautiful, TM Com-
munications has all the best choices for you They're the best
because they're designed to be ... by longtime industry leaders,
people who understand what it takes to reach your listening audi-

ence and achieve ratings dominance.

It's that understanding that sets TMC apart—that lets us be more to
you than a mere ad agency or production house can ever be. Not
only do you get matchless creativity and state-of-the-art produc-
tion, but you also benefit from TMC's involvement in virtually every

aspect of the communications industry.

In fact the National Association of Broadcasters and the Radio
Advertising Bureau came to TMC for their video projects. (Hmmm)
The list goes on to include prestigious broadcast organizations like
Jefferson Pilot, EZ Communications, Hearst Broadcasting, Viacom

and many others.

Before you commit to something as important as your next TV spot,
you owe it to yourself to see the best from TM Communications. With
TMC, making @ unique impact in your market can be as easy as
turning on your TV! Call Buddy Scott toll-free for details.

TM Communications, Inc.

1349 REGAL ROW / DALLAS, TX 75247/ 214-634-8511 / 1-800-527-7759

To do things right, audience re-
search has to be used at three
steps along the advertising pro-
cess:

1. Planning the creative. Focus
groups are most effective at this
stage because they can probe for
listener likes and dislikes, position-
ing strengths, street words that
might work, reasons for sharing sta-
tions, and myriad other impressions
that people have stored for you and
your competition.

2. Testing the concept. Again,
use focus groups to get reactions
to a campaign before it goes into
final production. Show people
some storyboards or demo spots
from other markets. This way you
can learn how the commercial is
likely to impact on the potential
listener, and you can measure re-
sponse to the creative execution
before production dollars are wast-
ed.

3. Measuring effectiveness. Af-
ter the commercial has been on the
air, you should find out if it is work-
ing. Dont wait for Birch or Ar-
bitron. A quick telephone survey
can accomplish this for you. You
will be able to measure how many
people have seen and remembered
your commercial. Also, the callout
survey can let you know if people
are sampling the station because of
the spot.

A Penny Saved ...

It is always surprising to see how
many times a research company is
called in to help a radio station after
a disastrous rating book. Manage-
ment usually complains that for
some reason their "“fantastic” spot
wasn't the success it was suppos-
ed to be, and the station wants to
find out why. People are often daz-
zled by the production values of the
spot and forget to do their home-
work. Sadly, most radio stations
don't know how to promote them-
selves to prospective listeners, and
if they aren’t in tune with the attrac-

tions of their station, how will they
highlight those attractions in a cam-
paign?

Here is a quick checklist to help
you do more effective television ad-
vertising, whether you are buying a
syndicated spot or choose to roll
your own:

® Make a commitment to re-
search your listeners when you are
planning the creative, testing the
concept, and measuring its effec-
tiveness.

® Don't do the research yourself.
Hire a professional outside com-
pany to conduct the studies. You
and your personnel are too close to
the product to be objective.

® Ask the syndication company if
their commercials have been test-
ed. Get copies of the resuits.

® Find out where a campaign has
aired and talk to the radio station.
Get very specific and discover
when the campaign ran, what was
the frequency of the flight and what
shows were bought, did the station
research the spot, and was there a
measurable result in the book? In
short, find out everything possible
about how the station ran the spot
and what results were generated, if
any.

® Find out the relationship be-
tween the station and the syndica-
tor. Did material arrive on time?
Were the production values strong?
Were the radio station’s instructions
followed? Was the syndicator help-
ful in planning the campaign?

In the long run research can pay
for itself. One station might find, for
instance, that it should cancel its
run of billboards and concentrate
on television, while another might
put a heavy budget in outdoor ad-
vertising and ignore television.

Many radio stations “buy the
house” before they know where
they’ll be moving. They commit
thousands of dollars without in-
vestigating the potential of their
advertising. The listeners will tell
you everything you need to know to
make a better advertising decision.
But you'll never know until you ask
them.

By Bob Harper, President of
Bob Harper’s Company in San
Diego.

- The Key To Creative Research |

|
|

We'll sell your
radio station
in 30 seconds.

We create and produce affordable TV com-
mercials that will get your market listening.

Call Jay Bigelow at (215) 525-6430, and see
how quickly you'li be sold on Creative Works.

CoaarttyWedks

Gladwyne, PA 19035 ¢ (215) 525-6430
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Making The Most Of Outdoor

What you get out of your outdoor advertising depends
completely on what you put into it. Billboards have been a
basic advertising vehicle for decades, and they have long
been recognized as being ideally suited for special pro-
motions — such as ratings periods. Today, however, more
and more stations are capitalizing on year-round outdoor
campaigns. The following checklist, provided by the Institute
of Outdoor Advertising in New York, illustrates the effective-
ness of widespread, longterm commitment to outdoor.

© Constant exposure. Your
radio station is on display every
day, and outdoor offers a contin-
uous identification in the market-
place for your listeners. It also af-
fords constant sales exposure to
your present and prospective
advertisers.

® Prospect selectivity. Qut-
door enables you to concentrate
your advertising dollars against
your prime listener prospects. Via
special “packages,” you can tar-
get your selling messages to al-
most any demographic group you
desire — by age, ethnic group-
ings, workplace, etc.

I

@ Prospect Coverage. Qutdoor
reaches virtually all your medium's
prospects — men or women,
young or old — where they live,
where they work, where they
socialize.

® Prospect frequency
Reaching your prospect is one
thing, but reaching him often
enough to make an impression is
quite another. Amidst the keen
competition for prospect attention,
“frequency’ is a must. Outdoor
can provide this where other
media can not.

@ High visibility. To com-
municate the “bigness” of radio.

outdoor’s sheer physical size {(up
to 1000 square feet) literally de-
mands the atiention of any motor-
ist passing by your message.

® Cost efficlency. QOutdoor
costs less per thousand than other

media, stretching your promotional

dollars. It offers you two to four
times as many prospect impres-
sions per dollar than any print
medium, and over 200 more
impressions for what a single
direct mail postage stamp costs.

® Instant awareness. Via out-
door your market can blossom
with your message overnight —
without waiting to build rating
points. Within the first week of its
exposure, a #50 showing will
reach an average of 60% of your
adult prospects.

® Creative Impact. Qutdoor
advertising offers unlimited oppor-
tunities for creatively projecting
your station's identification and
personality, or for communicating
special themes and promotions.
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Storyboards To
Sound Success

here are basically two types of tele-

vision spots produced for radio sta-

tions: those developed on a local
level for local clients, and those created and distributed
on a national, syndicated basis. Local productions can
be developed either in-house or in conjunction with an
advertising agency, while syndicated spots can start out
as an individual campaign and later become nationally-
distributed, or they .can be designed for national syn-
dication from the start.

Virtually every commercial radio station uses, or
has used, TV as part of its promotional activities. As
anyone who has sat and patiently watched countless
reels of commercial demos knows, there are definitely
many “winners’’ and “losers” making the rounds. Some
spots are dynamic, some are subtle, some are cute,
while others are insipid and ridiculous. Picking the
perfect one is not an easy task, considering the prevail-
ing pressure of imminent failure.

The objective of any promotional campaign is to at-
tract listeners, resulting — ideally — in increased quar-
ter-hour shares. That’s what ratings are all about. Vary-
ing campaigns achieve similarly varying results. In this
“overview’’ section we have illustrated six TV spots
that have had either national or local success. They
cover a wide range of formats, geographical regions,
and demographic targets, and show the potential adap-
tability of one spot to many markets. R&R has not judg-
ed these spots to be the best, nor the most effective, in
their field. They are just a sample of what is available to
the radio industry across the country. Their inclusion on
these pages is simply an illustration of the wide range of
creativity in the industry, and does not necessarily con-
stitute an endorsement by R&R.

“‘Destroyer,"’ Tour D Force

‘“‘DESTROYER”’
Tour De Force, Milwaukee

Steve EwinglVice President

‘ ‘ estroyer” was created as a
flexible message, so it could
be tailored to fit the needs of

a wide variety of contemporary stations in a variety of
formats. It was developed with prime time TV in mind
— in fact, it is a slice right out of television. Americans
love television, and they are fascinated with the spec-
tacle of destruction. ‘“Destroyer” is ‘“A-Team Televi-
sion.” It is pure entertainment, and was not developed
for image. A lot of researchers like to test spots for their
image, but you can’t do that with this one — just like you
don’t go out and test a Rolls Royce for elapsed time in
the quarter-hour. ‘‘Destroyer’”” was simply designed to
give you a high-profile, memorable look at a radio sta-
tion, with a heavy emphasis on humor.

The spot starts out with a 307-pound woman listen-
ing to the radio. In the background her toast is burning.
The disc jockey says, ‘‘What a rotten day it is,”” and she
gets so mad at the radio that she pulverizes it. From
there on, radios are mutilated, smashed up, and cracked
up in a number of ways. We have two belly-butters with
radios strapped to their waists; we have Hulk Hogan,
the reigning WWF Heavyweight Wrestling Champion;
we hit them with jackhammers; and throughout the en-
tire thing an aircheck of the station is playing. The final
note on the end is with John Cameron Swayze, who
stands in front of an 80-ton stamper and crushes a radio,
and says, “It takes a knockin’ and keeps on rockin’.”
The spot establishes that the station plays rock music,
and is designed to give you three visual logo impres-
sions, the localization by stations, a humorous element,
as well as the spectacle of destruction born out of prime
time television.
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““THE PARADE”’
Trailblazer Marketing, Buffalo

BOB WOOD/President

‘ 6 he Parade’ is really a posi-
tioning commercial for A/C
and CHR stations. It works

this way: An off-camera, omniscient voice talks to a
person onscreen, who represents the listener. The voice
begins, “I'd like to talk to you about radio, but not about
stations that talk, because you listen for music.” At this
point a parade of clacking teeth marches past the listen-
er, while the dialogue qualifies the spot to target for the
music listener. Then the voice says ‘‘Some stations play
good music, but it’s too sleepy. It’s good, but too much of
it is a bad thing.”” And visually a slow turtle ambles by.
Then, ‘‘Some stations play fast music, but that’s all they
play, and it’s basically boring. And too much of it gets on
your nerves.” Now a flaming guitar goes by, represen-
ting hard rock, and the listener jumps under the table.
Finally, the solution comes along — a radio is mysteri-
ously propelling itself across his desk, and he hears it.
And he likes it. The spot sets up the problem, and the
solution is the radio station, with a tag line at the end.

“SINGALONGS”’
Filmhouse, Nashville

Curt Hahn/President

he base line of the singalong spot is
that it deals with everyday people in
everyday situations. These are peo-
ple that the target demographic can relate to, and by
putting them in some sort of humorous situation, it
shows the kind of music the station plays and the spirit it
has. The overall effect of the singalong vignettes, with
the use of music, is to position the station as one you
would want to listen to. Also, the spot is designed to show
call letters about 40% of the time. Those 13 seconds of
call letters are divided throughout the spot at four dif-
ferent points — including the beginning and end. This
way the TV viewer has an overall picture of the station.
At present we have about 60 separate vignettes,
which the stations can choose from for their own mar-
ketplace. Typically there are three vignettes in each
spot, sometimes more. Other than presenting a ““this is
the type of music we play, and this is the type of feeling
you’ll have listening to us” image, the station itself can
customize the spot as it sees fit.

“THE ROCK OF BOSTON”’
Spotwise, Boston
Richard Getz/Dir. of Marketing

‘ ‘ he Rock Of Boston’ is repre-
sentative of all the elements
that a TV spot for a radio sta-

tion should have in it: call letter promotion, channel al-
location and frequency, a demo of the playlist, on-air
personalities, and a fast-paced, visually-exciting image.
It also features the station’s positioning line, and shows
the station’s logo.

The spot opens with high-energy animation mixing
the logo with a cut from the J. Geils Band, and a station
announcer saying the call letters. What follows is a
sampling of the station’s personalities, lip-synching
various cuts in a shtick that is a visual cliche of the
lyrics. Interspersed throughout is more animation, the
logo, and the call letters. Finally, the last personality,
Albert O, proceeds to smash a giant rock, which breaks
into pieces revealing the station’s call letters once more.
The camera zooms cut to reveal another boulder that
has been smashed to show ‘‘The Rock Of Boston” chisel-
ed into it.

OUTDOOR ADVERTISING COMPANIES
We Make Y0u OFFICES IN: - FT. MYERS KENTUCKY » LAFAYETTE TEXAS
7 ‘ ALABAMA - LAKELAND - COVINGTON - LAKE CHARLES  +« BROWNSVILLE

* MOBILE + PANAMA CITY * LEXINGTON - MONROE « MIDLAND

PUEBLO « ALBANY PINEVILLE « CLARKSVILLE + ROANOKE
FLORIDA - AUGUSTA + BATON ROUGE « NASHVILLE WEST VIRGINIA
« DAYTONA BEACH + ROME + HOUMA + KNOXVILLE *« WHEELING

“We appreciate your business.”

- - 1 + MONTGOMERY + PENSACOLA « PADUCAH QHIO * WICHITA FALLS
| COLORADO * TALLAHASSEE LOUISIANA - DAYTON VIRGINIA
! + COLORADO SPRINGS/ GEORGIA + ALEXANDRIA/ TENNESSEE * RICHMOND

wwWw americanradiohistorv.com
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“THE JANITOR”’
Chuck Blore & Don Richman, Hollywood

Don Richman/President

e came up with the idea of “The

Janitor” because we wanted to

come up with a dynamite follow-
up to the “Remarkable Mouth” of several years ago,
which we sold in over 100 markets. We were looking for
something where you could hear what the station was
like, but also be entertained. So we came up with an old
janitor, who would come in at night, clean up the stu-
dio, and fantasize that he was the station. This way, in-
stead of going in on the mouth as we did with the lovely
young ladies with “Remarkable Mouth,” we would stay
full frame on the janitor, and let him give his impression
of the music, the jocks, and everything else.

The commercial has been done for virtually every
kind of station. We’ve done everything from Adult Con-
temporary to Top 40, hard rock, Country — everything
except Beautiful Music. The appeal lies in the fact that
the janitor is a vulnerable guy who people generally like.
He seems to be having a wonderful time, and he reflects
the personality of the station. I think it works because
everyone sort of has a Walter Mitty-ish streak in them —
we want to do something outside of ourselves. Some-
one might want to be on the air, someone else might
want to race a car at the Indy 500. It is a transference of
the Walter Mitty thing, and people can relate to it. Plus,
the spots are entertaining, and instead of trying to sell
the station, we are the station.

SIGHT AND SOUND
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“CORKSCREW"”’
Silverman Productions, Richmond
Don Silverman/President

6£C

orkscrew,” promoting DC101/
Washington’s Greaseman,is a
live-action, animated,
second spot in which the Greaseman continually
changes outfits. We shot it just about one frame at a
time, as in regular animation. What we did was shoot a
frame or two, then we changed his clothes and moved
him an inch, then shot another frame or two — and so
on. It took about 4-1/2 hours to complete.

The audio track consisted mostly of nonsensical
stutf, and went “Okay . . . na-na-na-na-na-na-na-na-na-
na-na-na-’ — it was all just silly Greaseman sounds.
Then we tagged the spot with “Greaseman on DC101
Radio . . . no telling who he’ll be tomorrow.” The audio
was just covered with this nonsense stuff that he says
when he’s on the air.

We produced the spot in collaboration with the sta-
tion’s advertising agency, J. Walter Thompson. It was
an interesting spot, because they didn’t really know how
to handle this one cinematically. They wanted to feature
the Greaseman, and thought about spinning him and
twirling him. We told them, ‘“Change his wardrobe,
change his makeup, take half his shirt off, put half his
hat on, move him an inch here and an inch there, throw a
prop in his hand.” We decided to have him change
through about six of the characters that are some of his
distinct air personalities, all in ten seconds.

Radio and television have long been involved in a
friendly debate over each medium’s purported assets and ad-
vantages. Statistics regarding reach, frequency, gross im-
pressions, CPMs, etc. have been volleyed back and forth for
years, each side claiming ultimate superiority. The truth is,
both radio and television have their own particular qualities
which, when combined, make them an invincible team.
Therefore, when radio engages television for advertising pur-
poses, they can work very well together to achieve aimost
any objective.

2. Set priorities. This is com-
mon sense. Trying to do every-
thing is equivalent to doing
nothing. Communication theory
dictates that a single idea is easier
to convey than a whole flock of
them. Establish the position of the
station, and build awareness of
your funny new morning team —
but don't try to do both in one
spot.

The Big Bang Theory

It is not unusual that as radio sta-
tions begin to market themselves
more aggressively, they turn to
their younger sister medium to ob-
tain the biggest bang for the buck.
Following the trend of the current
personal instruction books, here's
a brief “how-to” for effective TV
advertising.

3. Get the best creative you
can. The creation of a commercial
or campaign — the creative — is
probably the single most important
element of the whole project, if
isolating the different parts is
possible. Utilize professionals —
they'll make sure the commercial
is attention-getting, entertaining,
and memorable — alt the essen-
tials of an effective ad.

1. Establish goals. Station
management should have a very
clear idea of what it wants the TV
campaign to accomplish. A good
marketing plan, which every suc-
cessful business has, is the proper
tool at this stage. ldeally, the plan
will rely heavily on market re-
search — a study of what the
average folks in the market think
and feel about local radio. A good

4. Make sure the creative does

a benefit to them, not a feature of
your product that you're proud of.
Don't talk to yourself in advertis-
ing.

study will reveal where your sta-
tion is perceptually strong or
weak. A competitive opening —
the basis for positioning — might
appear from all this.

its job. Does it address the objec-
tive? Is it appropriate for your sta-
tion? For your target audience?
For your market overall? Make
sure you are offering the audience

5. Get the best production.
The operating principle is “dress
for success.” Viewers don’t know
or care about the complexity or ex-
pense of the production process.
Commercials, like people, are
judged by the company they keep.
A good media buy will place you
alongside the best product com-
mercials, so you have to look your
best. Production is no area to
skimp on, especially when you
consider the money being laid out
for the schedule.

6. Be completely involved in
the production process. Attend
key pre-production meetings with
the producer and director, attend
the casting session, review photos
of the locations, be on the shoot
from start to finish, review the
rough cut, and don’t be hesitant to
call for alternate takes. Question
everything. Remember, no one will
see the campaign as much as you
will, so you have to be absolutely
happy with it.

7. Invest in a good media plan.
Although air time is expensive,
there are two ways it can be more
expensive. First, if you buy more
time than you really need; and se-
cond, if you don't buy enough and
the whole effort is wasted.

Exceptional And
Acceptable

The basic questions to be
answered here are who do you
want to reach (the target), how
many of them (what percentage) is
acceptable to you, and how many
times (frequency) do you want to
reach them?

There are no hard and fast rules
to follow, and to offer any here
would be grossly misleading. It ail
depends on what you want to ac-
complish. But, once these deci-
sions are made, media buying is
very much like going to the market

7 Steps To Super Spots

— you want to buy something, and
the TV sales departments want to
sell it to you.

The catch, of course, is making
your television campaign excep-
tional, not just acceptable. TV
advertising is not all that difficult to
do, nor is it really as expensive as
it seems, when you see that the
cost per impression is the lowest
of all the mass media.

ten-

By Jerry Hagins, marketing
coordinator at Creative Works
of Gladwyne, PA.
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For the Best in a TRAVELING BILLBOARD® (Bumper Strip or
window Label) call Byron Crecelius, person to person, COLLECT
314-423-4411.
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DIALOGUE WITH KATZ, BLAIR, INTEREP

Rep Networks: Friend Or Foe?

During the last few years radio has been involved in a heated debate
on the merits of unwired, or rep, networks. These networks are deriva-
tives of national spot radio sales and were developed to efficiently sell
radio on a national scope. They aren’t the traditional programming net-
works customarily discussed on this page. In fact, they have little reason
to be included in this column. However, there is continuing confusion
over exactly what these ‘“‘nonwired” networks are, how they function,
and what their impact may be on national radio advertising. Therefore,
this week’s column examines the national reps who are networking their

stations via spot radio.

Nonwired networks have led an on-again,
off-again existence in the radio industry
since the late ’50s, when rep firms reacted
to television’s electronic stealth of radio’s
audience — and advertising dollars. De-
pending on whom you speak with, the evolu-
tion of these networks and the basic
changes in the buying/selling practices of
national spot radio are either beneficial or
detrimental. Some people claim rep net-
works are an efficient way to develop new
business, to get radio more of the advertis-
ing pie, to get more business from the tradi-
tional “wired”’ networks, and to make it
easier in the long run for national radio. On
the other hand, critics insist that all non-
wired networks do is slice rates, confuse the
buyer, and cheapen the medium.

What Is An Unwired Network?

Each national rep firm has its own set of
goals and objectives in selling radio. Conse-
quently, more than a slight degree of com-
petition has developed between them: busi-
ness practices have periodically been call-
ed into question, as have the philosophies
behind them. To cover a cross-section of the
industry, I spoke with representatives from
three national rep firms: Katz Radio
Group, Blair Radio, and Interep.

nected, you're buying the traditional wired
networks, even though they really aren’t
wired anymore. Disconnected is what here-
tofore has been termed spot. If an adver-
tiser expresses a desire to purchase a num-
ber of markets, you package them up and
call it a rep network. The word ‘network’
has become bastardized — something for
everyone to hang his hat on. It’s all a matter
of semantics.”

Swetz believes a lot of the confusion —
and resulting fear — lies in the fact that
some reps try to position themselves so the
difference between them and traditional
networks is practically indiscernable. The
problem with this, he says, is the networks
themselves have never quite gotten their
money’s worth out of national advertising.
““If there is any bitch about the networks, it
is that they never sold for as high as they
should have sold. John Ruskin said a long
time ago: ‘There is hardly anything in this
world that some man cannot make a little
worse and sell a little cheaper, and the peo-
ple who consider price only are that man’s
lawful prey.’ The easiest way to sell a radio
station is to sell a rate, and a lot of people
sell by only giving rates. You take individu-
al stations, or networks — if you’re going to
sell it cheap, you’re never going to grow.”

[£€) Katz Radio
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BLAIR RADIO

Ken Swetz, President of Katz Radio
Group, explained a little about nonwired
networks’ history in the spot sales arena.
‘““Years ago reps got into the network busi-
ness because stations were crying for new
business or new development,” he said.
“You could practically put asterisks next to
radio’s share of the entire advertising bud-
get. It was miniscule compared to print and
television. So we all went to our stations,
harnessed them together, and developed a
rate structure that would allow us to com-
pete in that arena.”

Obviously, reps view nonwired nets as an
attractive way to package and sell national
spot radio. According to Swetz, ‘“An un-
wired network is merely packaging the sta-
tions a particular rep represents. If an
advertiser has a desire to purchase a num-
ber of certain markets, or the entire United
States. a rep would pull together all those
stations it represents and put them into a
network. The word unwired really defines it
because it designates that it’s not con-
nected.

“There 1s no difference between an un-
wired network and spot radio. It is all na-
ional radio, which has two forms: con-

ected and disconnected. If you buy it con-

Non-Wired Nets:
A Process Of Evolution

John Boden, President/CEO at Blair
Radio, explains how rep networks have
evolved from their original functions. “A
nonwired network today is any combination
of stations that are bookkeeped out of one
central source. But when the concept ori-
ginally got started around 1958, we saw it as
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a marketing tool to develop new radio dol-
lars. If one rep didn’t have all the markets
the advertiser wanted, and if the advertiser
was looking for nationwide coverage, he’d
go to another rep and make a deal to deliver
the stations he didn’t have. By doing that
the rep developed some new, significant
radio dollars.”

The problem today, Boden believes, is the
flurry of activity generated in the spot radio
market. “What has happened today is that
everybody has jumped in, packaging sta-
tions together in any way, shape, or form to
get the business. It's just another way to
package spot radio, and the development
aspect is all but gone. They’'re taking the
available dollars and just putting them in
different marketing packages.”

One of the criticisms concerning rep net-
works is they tend to cheapen radio — that
reps simply rush in to make an easy buy,
virtually ignoring the quality aspects of the
medium. “They’re cheapening it from the
perception that you can buy radio cheap,”
Boden agrees. “What is happening is the
strong stations on a rep’s list are getting the
rate they want, while the weaker stations
are paying for it. And the buyer thinks he’s
getting a great deal. Some stations are be-
ing hurt; some buyers are being hurt. I
don’t think we have to deal in radio quite to
that extent.”

The iflErER
Companies

Targeting The Buy

Bob Lion, Co-Manager for Interep,
claims that one way to escape this ‘quick
buy’ syndrome is to look past a simple cli-
ent roster and target individual stations. In-
ternet, the rep network derived from the
amalgam of the four Interep companies
(McGavren Guild, Weiss & Powell, Major
Market Radio, and Hillier, Newmark,
Wechsler & Howard), is set up to target in-
dividual stations for demographic buys.
“What we are selling now are target radio
networks, in which we choose from our four
companies only those stations that deliver
heavy users of an advertiser’s product. For
instance, if an advertiser is pushing a
black-oriented product, we’d target the
Black stations. Or if it’s a high-ticket item,
we'd go for an upscale, maybe Classical,
audience. This way we’re much more cus-
tomer-directed than rep-directed, which is
how the old nonwired networks used to be.

“The nonwired network, as it was origin-
ally structured, was a way for a rep to go in

Netscork Spots

NBC News has extended an invitation to have
both the Democratic and Republican nominees
for the Presidency participate in a live one-hour
political debate on radio and television. The
debate will be held at a mutually agreed-upon
location, and is scheduled for some time in
September . Mutual Broadcasting will be
featuring Waylon Jennings and Willie Nelson in
its upcoming 3-hour July 4th broadcast of
“Waylon and Witiie.” . . . IDB Communications
has broken ground in the constructicn of
Westwood One’'s 10-meter Scientific Atlanta
earth station to service Satcom 1R. The facility is
being built for the transmission of digital audio

signals to be delivered via satellite to radio sta-
tions. Other customers currently scheduled to
utilize the earth station are Health Resources
Network, Golden West, and the RKO Radio
Networks ... United Stations has signed
Z-100/New York PD Scott Shannon as the host
of “4th Of July Summer Beach Party,”” a 3-hour
special holiday feature scheduled to be broad-
cast over the Independence Day weekend.
Also, the company has relocated its new West
Coast sales office from the headguarters of Dick
Clark Productions to 2029 Century Park East,
Los Angeles, CA 90067
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and try to get as many stations on a par-
ticular buy as possible. When this practice
got started they tried to compete with the
wired networks on a low-ball rate situation.
But the networks are a barter situation, and
the unwired networks couldn’t compete on
that basis.”

The structure of a target network is dif-
ferent from a regular unwired network in
that an advertiser has more station lists to
choose from when placing a buy. If one rep
can’t deliver the targeted format or demo-
graphic in each market, stations will be
cherry-picked from another rep’s list. In
this manner the advertiser is satisfied that
his buy is covering the entire country, and
stations aren’t forced into lowering their
rates just to get an order.

On the surface this system seems tailor-
made. In most cases it is. However, many
stations feel that because they have entered
into an exclusive contract with their rep
firm, the rep firm itself should return that
loyalty and place every buy with that sta-
tion. After all, isn’t that the fair thing to do?

‘““No station is told by a rep that it’s going
to get every piece of national business that
comes down the pike,” Lion explains. ‘‘That
would be ludicrous. The same thing is true
with the target networks because it is spot
in the same vein. A Beautiful Music station
just won’t get a piece of teen-oriented busi-
ness, but it wouldn’t get it if it was normal
spot radio, either. With a target network we
interface with each of the four companies
prior to every buy. A station might get pass-
ed over with one order, but it might pick up
another that it otherwise wouldn’t have
received.”

Tony Miraglia, also Interep’s Co-Manag-
er, believes that the efficiency of target net-
works lies in their ease of buying. “One of
the main advantages is the ease of pur-
chase,” he says. ‘“We’re making it easier
for advertising agencies to use radio. We’'re
also giving the advertisers the most ap-
propriate radio stations, those that will
deliver the heavy users of the products and
services they’re trying to advertise. The
way nonwired networks were being sold
was to say ‘sell all of our stations whether
they make sense or not.’ The bottom line is
that campaign wouldn’t work because they
were using inappropriate radio stations.”

Just what effect will nonwired networks,
or target networks, have on national radio
advertising? Can nonwired nets develop
new business for the industry, provide more
profitable buying for agencies, and in-
crease spot buy efficiency/impact? Are
these networks set up to help the advertiser,
the station, or the rep firm itself? The
elements inherent to this discussion add up
to one question: who wins?

Tantamount to all this is the old chicken
and the egg question: are rep firms answer-
ing the hue and cry of the marketplace, or
are they leading the radio industry down
the garden path? According to Ken Swetz,
rep firms have a responsibility to radio.
However, he insists that the stations them-
selves have to look out for their best in-
terests. ““All the station has to do is say, ‘No,
we don’t want that business.’ It also takes
some leadership in the rep business for the
reps to do what’s right for radio. Nonwired
is good for the reps. Reps make out terrific.
But we’re in a service business, and when
you’re in this business the most important
thing is your client — which is your

tation.”



MUSIC FEATURES

Entertalnment Net/Sliver Eagle:

July 4th special w/ Alabama, Larry Gatlin & the
Gatlin Brothers, Qak Ridge Boys, Chartie
Daniels (June 30)

Rock Net/Live Supergroups:
Greg Kihn (July 14)

Youth Networks:
All-American Rock & Roll Party (June 30)

Clayton Webster
Country Calendar:

Barbara Mandrell (July 2)
Johnny Lee (July 3)
Dottie West (July 4)
Emmy Lou Harris (July 5)
Jeannie Seely (July 6)
Roy Acuff (July 7)

Gail Davies (July 8)

Rare Trax:

Ken Hensley (July 2)

Jimi Hendrix (July 3)

George Thorogood (July 4)

The Fixx (July 5-6)
Retro Rock:

Def Leppard (June 25)

Creative Radio Network
Country Music’s Radio Magazine:
Lee Greenwood (June 30)
Gary Owens’ Supertracks:
Salute to summer (June 30)

Global Satellite Net
Rockline:

Bavid Gilmour (June 25)

Red Ryder (July 2)
Lee Bailey Productions
Radioscope:

QO'Bryan/Alice Arthur/Q’Jays (July 1)

MJI Broadcasting
Rock Quiz Special:
Fourth of July summer bash (June 29-July 2)

Mutual
Dick Clark’s Nationai
Music Survey:

Jermaine Jackson/Paul Weller/Cyndi Lauper
(June 22-23)

Lee Arnold On A Country Road:

Merle Haggard/Barbara Mandrell/Louise
Mandreli/Steve Wariner/Chariey Pride/
Lee Greenwood (June 22)

Narwood Productions
Country Closeup:

Charley Pride (July 2)
Music Makers:

Cab Calloway (July 2)

NBC
The Source:
Rock salutes Motown (June 29-July 1)

PFM Inc.
Guest DJ:
Pat Travers (July 2)

PIA (Program Services)
Rare & Scratchy Rock & Roll:
The Association (June 29-July 1)

RKO Networks
Behind The Music (RKO 2):
Deniece Williams (June 25)
Kim Carnes (June 26)
Shakin’ Stevens (June 27)
Anne Murray (June 28)
Lee Greenwood (June 29)
Checkin’ In (RKO 2):
Waylon Jennings (June 25)
Gus Hardin (June 26)
The Judds (June 27)
Nitty Gritty Dirt Band (June 28)
Kathy Mattea (June 29)
Countdown America
w/John Leader (IS INC):
Elton John (June 23-24)
Live From The Record Plant
(PG Prod):
Joefferson Starship (June 24)
Private Session (RKO 1):
Willie Neison (June 25)
Styx (June 26)
Juice Newton (June 27)
Shalamar (June 28)
Elton John (June 29)

Solid Gold Saturday nght
(Dick Bartley):
Roy Orbison (June 30)

Strand Broadcast Services
Music & Memories:
Spanky & Our Gang/Dick Martin (June 30)
Marilyn McCoo (July 7)
Syndicate It
Music Of The City:
Motown special: Temptations/Teena Marie/
Mary Welis (July 2)
United Stations
Dick Clark’s Rock, Roll
& Remember:
Captain & Tennille (July 6-8)
The Great Sounds:
Frankie Laine (June 29-July 1)
Rick Dees’ Weekly Top 40:
LaToya Jackson (July 6-8)
Solid Gold Country:
Don Williams (June 29-July 1)
Weekly Country Countdown:
Earl Thomas Conley (June 29-July 1)

Westwood One
Budwelser Concert:
Pointer Sisters (July 2-8)
Countdown:
Rockwell/Jermaine Jackson (June 29-July 1)
Dr. Demento:
Bonzo dog doo-dah band (July 6-8)
Earth News:

Michael Pare & Jimmy lovine/Slade/
Michael Winsiow (June 25-29)

in Concert:
The Tubes (July 2-8)
Live From Gilley’s:
John Conlee (June 25-July 1)
Off The Record:
Rod Stewart/Chicago/Motley Crue (July 2-6)
Off The Record Speclals:
38 Special (June 25-July 1)

Pop Concert:

Manhattan Transfer (June 25-July 1)
Rock Album Countdown:

Greg Kihn/Joe Jackson (June 29-July 1)
Rock Chronicles:

Art rock (June 29-July 1)
Special Edition:

Bobby Womack (June 25-July 1)
Superstars Rock Concert:

Eddie Money (July 6-8)

® Narwood Productions has pro-
moted Ellen Silver to the position of
Executive Vice Pregident of the com-
pany, while Dave LeVan has been
elevated to VP/Engineering. Silver's
duties as Exec. VP will include overall
corporate management and supervi-
sion of the production and distribu-
tion of programming. She joined Nar-
wood in 1873, and most recently was
VP/Programming. LeVan will be re-
sponsible for supervising all technical
production for the company. He join-
ed Narwood in 1974, and moves up
from Director/Engineering.

Farnham.

WIZARD OF OZ — A recent Memorial Day special on RKQO’s ‘‘The Hot Ones,”’
produced by IS INC, featured some of the hottest recording acts to come up
from the land down under in “'The Wizard Of Oz."’ Pictured after a taping ses-
sion are (I-r) program host Dave Roberts, and Little River Band lead singer John
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® Al Gaherty has been appointed
Director/Finance & Administration for
NBC Radio Networks. He moves up
from Administrator/Financial Fore-
casting for the network, a position he
held since 1983. He joined the com-
pany in 1976 as a Junior Accountant
in the Television News Business Af-
fairs Department, and since then has
been with the network's Radio Sta-
tions Division and the Source.

® Associated Press Sales Ex-
ecutive Mary Clunis has been nam-
ed the new General Broadcast Execu-
tive for the network's Central Divi-
sion. She will be supervising the sales
efforts of seven broadcast execu-
tives, and will report to Glenn
Serafin, AP Deputy Director/Sales
for AP's Broadcast Division. She first
became associated with AP in 1978
as AP Coordinator and Operations
Manager for AP/TV, and officially
came to the network in 1980.

® Kaila Okun has joined Inner-
View, Inc. as the company's new
Sales and Office Manager. She will be
responsible for supervising the day-
to-day sales and office duties at the
company. Most recently Okun work-
ed in the sales department at the
Creative Factor in Hollywood.

® M.J.l. Broadcasting has added
Abbe Harris to its promotion staff.
She will be responsible for the com-
pany's publicity and promotion, as
well as coordinating the prizes used
in the network's two quiz shows. Har-
ris comes to M.J.l. from United Sta-
tions; prior to that she was with
John Springer Associates in New
York.

ABC

Let’s Cope:

Do your parents upset you? (June 18)

Competing with your children? (June 19)

Unsure about getting married? (June 20)

Spouse demanding and controlling you? (June 21)
Have trouble motivating yourself? (June 22)

All Star Radio
Radio Hotline:

Foot pervert — Twinkies/Bob's answer machine/
| don’t have any friends/when we were
kids/bored genie (week of June 18)

Stevens’ & Grdnic’s Comedy
Drop-ins:

My doctor’s doctor/how to pick up girls/rhythmania
pacemaker/in search of Big Fat Donna/topiess
PSA (week of June 18)

cBS
Entertainment Update
(Kris Stevens):

Dan Aykroyd/Greg Kihn/Leonard Nimoy/Sean Penn/
James Cobumn (June 18-22)

Clayton Webster
Jack Carney’s Comedy Show:
Jack Benny special (July 2)

Mutual
Larry King Show:

William Rusher (June 18)

Carol Channing (June 19)

Gore Vidal (June 20)

Bud Selig (June 21)

Sam Zagoria (June 22)
Assignment Hollywood:

Joe Montegna (June 18)
Lesley Anne Down (June 19)
John Erik Hexum (June 20)
Lorma Luft {June 21)

Daniel J. Travanti (June 22)

Narwood Productions
Minding Your Business:

Employee assistance programs/videotex (June 18)
Ice cream equity (June 79)

Summer layoffs/politics & small business (June 20)
Phone tracking/Tektronix (June 21)

Oregon Graduate Center (June 22)

Progressive Radio Net

Computer Program:

Computer kitchen/knowledge englneering/
computers and stocks/local area networks
(week of June 18)

Laugh Machine:

Galtagher/George Carlin/Richard Pryor/
Laugh-In/Don Adams (week of June 18)
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QUEEN FOR A DAY — Radio went “Ga-Ga'’ recently when United Sta-
tions interviewed rock group Queen for an upcoming segment of
Dees’ Weekly Top 40."" Pictured (I-r) are United Stations’ Lori Pinkerton,

Queen John Deacon, United Stations’ Ed Salamon, and Queen Roger Taylor.

RATT PATROL — L.A.-based rock group Ratt recently turned ABC's
“‘Rockline’’ into a party line when band members Stephen Pearcy and Robbin
Crosby recounted their recent adventures on the road. Pictured during the live,
| phone-in program are (I-r) Pearcy, Crosby, and program host Bob Coburn.

"‘Rick

News Blimp:

Summer employment/plastic surgery/video cassette
projections/dangerous hot dogsflottery
millionaires (week of June 18)

Sound Advice:

Buying speakers/speaker efficiency/speaker
accuracy/dispersion/capacity and amp wattage
(week of June 18)

RKO One

Beat The System:
Freelancing (June 26)

Beat the reaper (June 28)
Mind Games:

Atlantis (June 25)

Monotonous voices (June 26)
inherited depression (June 27)
Micro-sleep (June 28)

Dream states (June 29)
Smart Money:

Legal rights of live-ins (June 25)
Divorce mediation (June 27)
Investing in private companies (June 29)

Syndicate it
Radiorobics w/ Jayne Kennedy:
Leg exercises (June 18)

Westwood One

Brad Messer’s Daybook:

Pinball outlawed/Lizzie Bordon/McCormick Reaper
(week of June 18)

Playboy Advisor:

Should boss know they're in love?/all but parents
know she's gayfteen dating protocol/sexual
abuse awareness/she brags about former
lovers' skilisloves him, hates his car/
assertiveness & job advancement/husband
cheats/almost an alcoholic/he thinks women
crave his money (week of June 18)

Spaces & Places:

How to be a good boss (week of June 18)

Waldenbooks Review:

Dale Pollock/Kevin Netson/Bill Henry/Jackie Coilins
(week of Jure 18)



Drive time is where you make the bulk of
your profits,

We know it; you know it.

So if you measure the contribution of the
rest of your radio day to that of drive time,
you'll come to this inevitable conclusion: you
ought to be concentrating your resources
where they count most.

But that may leave you with the problem of
filling the rest of your broadcasting day with
quality programming. How do you do it?

More and more radio executives say the
answer is ABC Talkradio.

ABC Talkradio not only can fill most of your
regular broadcasting day (up to 12 hours),
we'll make your weekends fotally listenable,
too. With 9 hours of programming Saturday
and Sunday.

The ABC Talkradio lineup is packed with
personalities who are experienced profes-
sionals, informed, provocative, entertaining.
So audiences do more than just stay tuned,
they get involved, not only with the
programming but also with your sponsors.

Want some examples?

'LEAVE THE REST TO US.

Dr. Susan Forward and Michael Jackson
have grown their 18+ audiences more than
63% and 70%, respectively, for KNUS-Denver
in the Iatest rating period.

Owen Spann, Dr. Forward and Jackson
have scored increases ranging from 29% to
218% for WCBM-Baltimore.

Even in a mature Talkradio market like
Los Angeles, Michael Jackson and Dr. Toni
Grant are increasing audiences. For KABC,
Jackson increased his 25-54 women listener-
ship by 22% and Dr. Grant increased hers by
56% in one year.

Each program host on ABC Talkradio has
achieved national recognition. Each
generates publicity coverage from every
type of medium. So it's no wonder
audiences talk about the personalities
on Talkradio.

To learn more about why you should be
concentrating locally on drive time and
letting the stars of ABC Talkradio integrate
with your local staff, talk with Rick Devilin,
Vice President, Director of ABC Talkradio at
(212) 887-5638.
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Source: Denver and Baltimore: Arbitron, Spring 1983, Fall 1983, ADI; Average quarter hour. Los Angeles: Arbitron, Fall 1982, Fall 1983, ADI; Average quarter hour
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“Now It’'s

MTV going public? There have been
widely circulated recent rumors that an
investment group (headed by current MTV
execs) was trying to purchase MTV from
parent company WARNER-AMEX, but that
apparently is not happening. What indeed may
be happening is a $300 million MTV public
stock offering, which would move the video
music channel out from under the WCI
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Look for another ex-member of the
ARBITRON flock to make his way to the
BIRCH RADIO fold. Our sources say this
former Arbitron executive will assist in helping
Birch position its radio product for future
growth and methodology improvements.

TOM OWENS has exited as PD of
KTXQ/DALLAS. No immediate replacement
was named, and Owens did not announce his
future plans.

Both CAPITOL and EMI

EXIT| AMERICA have reorganized their
’ promotion staffs. Exiting Capitol are
San Francisco rep Sandy
Thompson (the company’'s 1983 rep of the
year), Houston rep John Matthews, Dallas rep
David Anderson, Miami rep Train Zimmerman,
and Baltimore-Washington rep Danny Lyons.
Leaving EM! is Florida rep Michael Harris. The
new territories and assignments are as follows:
Capitol's James Bishop from the Carolinas will

My Turn’

7-29283

Produced by
Mike Howlett

umbrella as a publicly-held separate company.

Remixed by
Mike Shipley

The new single from
the Geffen album LOVE LIFE GHS 1025

Management:

Peregrine Watts-Russell
for MFC Management

CHR

C)

GEFFEN RECORDS

SICNIFICANT ACTION

MTV VP LES GARLAND denied that any such
action was underway, but investment bankers
in New York indicate the offering is
forthcoming, and the $300 million figure would
be about right in light of MTV's projected profit
for this year. If you've always wanted to own a
piece of MTV, this might be your chance.

The rumble was out there last week, and
this week it came to pass: RCA VP/Promotion
& Marketing JOHN BETANCOURT has left
‘the Nipper.” The official statement says John
“resigned to pursue management and
production interests outside the company,”
which only added more fuel to the already hot
rumor that John and current RCA/Nashville VP
JOE GALANTE would form a partnership.
While any confirmation of such a pairing was

of two weeks. Why?
Warfield told Street Talk
the sanction came as a
result of Crocker’s “failure
to supervise his on-air staff
and his failure to program

Frankie Crocker the radio station.” Warfield
also indicated Crocker’s excessive
absenteeism from his own airshift contributed
to the punishment.

now handle Dallas, Houston, and New
Orleans, Atlanta rep Gino Rumple will add the
state of Florida, as does EMI's Atlanta rep
Terry Lawson. Nashville's Sandy O’'Conner
picks up the Carolinas, and Philadelphia rep
Ricky Salvadore will move to San Francisco
Still to be decided is who will handle the
Baltimore-Washington market, which will be
combined with Philadelphia. Capito!
VP/Promotion & Marketing WALTER LEE
commented, ‘“These realignments reflect the
makeup of today’s marketplace as opposed to
1972, which was the last time Capitol's field
promotion force was realigned.”

Former CKLW/Detroit morning man TOM
RYAN will return to the Motor City airwaves
June 23 as the new wakeup host at WOMC.

Out Of The Box Adds At: C%t ;c:‘nl:\ggmwg&gésLl:r::v;l]g\:lh‘a‘l(t:cf;rstﬁirng’?pltol Tom’s been on the.sid‘elines sinpe C.KLW

S G AD ECA.S promotion t?am o 2 v.vgelks. ?:gﬁ;r’;?m W. Smith into mornings in late
aturally, the possibility of Bruce joining the
WRCK WHOT-FM WXLK RCA payroll on a more permanent basis has a As previewed here, TED COHEN, most
KZZB KMGX WHSL lot of folks talking in New York. recently National Artist Development Director
WZLD KQMQ 99KG At WBLS/NEW YORK at WARNER BROS., has joined WESTWOOD
WFMI KHOP KGOT VP/GM CHARLES ’ ONE as Director of Talent Acquisition. In his
KTFM KSKD KCDQ WARFIELD has new position Cohen will secure artists for the
KMGK KDON-FM KHTX “suspended” PD FRANKIE firm’s numerous national radio concerts and
KHYT CROCKER for a minimum programs.

While it's true that WFOX/GAINESVILLE-
ATLANTA is looking for a PD, current PD
ALAN DuPRIEST is not out. GM MARTIN
SHERRY is taking applications for the position,
and Alan is reapplying following the station’s
recent acquisition by SHAMROCK. Research
on the new format is not in yet, so applicants
are shooting in the dark for this potentially
desirable position.

Continued on Page 34

In our four years of consulting, 90% of all
our clients have shown ratings increases. All
formats, all market sizes.

DONNA HALPER & Associates

Radio Programming Consultants

28 Exeter Street, Suite 611 Boston, MA 02116 (617) 266-5666




WHEN YOU NEED SOME HITS/TO HEAT UP YOUR LISTS
WHO YA GONNA CALL?
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“Ghostbusters”/Ray Parker Jr.

Radio sure ain't afraid of no ghost.

Ray Parker Jr.'s theme song from the block -
buster Murray-Aykroyd film is off to a
supernatural start. And catch the all-star
video on MTV and everywhere. The
Ghostbusters soundtrack LP ships this week.

(85131 BREAKERS| 172/114
#1 MOST ADDED

8 “Doctor! Doctor!” / Thompson Twins

The Thompson Twins are raising pulse-rates all over America with
“Doctor! Doctor!,” the follow-up to their breakthrough smash “Hold Me
Now” (and the perfect cure for the summertime blahs). It's from the

nearing platinum Into The Gap.

CHR CHART 29-6®
AOR CHART 23-®
AORTRACKS 23-O

TBUSTERS!

| “Prime Time”/ The Alan Parsons Project

There's no mistaking the sound of The Alan Parsons Project.

“Prime Time” has the multi-dimensional appeal that has brought them
to the top time and time again. A winner, from the hit

Ammonia Avenue (gold and climbing).

CHR CHART 40- ©
A/CCHART 20- ®

New Hits From the Arista Chartbusters!
Coming To Save The Airwaves This Summer!

- On Arista Albums and Arista Qualitap@ Cassettes. : s asarecos. inc

www americanradiohistorv com
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99KG
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Street Talk

And speaking of morning
men, hats and horns for
KFRC/SAN FRANCISCO's
DR. DON ROSE on the
- joyous occasion of his
N 2500th morning show at
¢ the station (6-8). In DDR'’s

very successful career at
KFRC, he's given a lot of
. Bay Area listeners reason

L to be glad he made the
Dr. Don Rose  move from WFIL/
Philadelphia over ten years ago.

MALRITE handed out its annual awards at
corporate meetings in Keystone, CO recently,
and KSAN/SAN FRANCISCO's PD J.D.
SPANGLER was named PD of the year.
KSAN's Promotion Director STEVE JORDAN
was honored as Promotion Director of the
year. A special President’s Award was given
to the management and staff of Malrite’s high-
flyin' WHTZINEW YORK.

Just who are the individuals making up the
high-powered morning team about to sign a
major deal with B104/BALTIMORE? Details are
on the way.

MARY MARANVILLE turned in her
resignation as GM of KUDO/LAS VEGAS,
DIANE CLARY, President of KUDO's parent
company Quality Broadcasting, assumes the
GM chores there. Also, KUDO Station
Manager JOHNNY GUNN has been promoted
to VP/GSM at the station.

When it was announced
that the JACKSONS tour
would not be kicking off in
| Lexington, KY as originally
planned, WFMI took action.
l The station pulled the plug
on all Jackson product,
| starting off with a “No
~ Michael Jackson
Weekend"” (6-9).
“Response is
overwhelmingly in favor of
our programming decision,” said MD Chip
Mosely. “We understand there was a problem
with the promoter in coming to terms over
ticket distribution. Rupp Arena has always
handled it locally, but the Jacksons want it
done through New York with their proceeds
up front. The whole area is angry that the tour
was announced to start here at Rupp before
all of the particulars were nailed down.”

Former KCBS/SAN FRANCISCO producer
DIANE KEATON has filed a $50 million libel
suit against the station, CBS, VP/GM RAY
BARNETT, and Director/News & Programming
CHARLIE SERAPHIN. Keaton was dismissed
in March when her duties were folded into
another position. She charges station officials
libeled her in an interview and in letters
claiming she was not a trained journalist.
Keaton has a degree in Journalism from
Indiana University and held several non-
broadcast news jobs before joining KCBS in
1977.

Rumor has it that WQDR/RALEIGH may be
switching formats away from its current AOR
stance. GM DON CURTIS would neither
confirm or deny the possibility, but he did say,
“Those rumors didn’t start at this station.”’

MUTUAL's LARRY KING
adds screen credits to his
resume by appearing as
himself in the just-released
move “Ghostbusters.” In a
scene filmed in the studios
of WOR/NEW YORK, King
is shown during his nightly
| talk show. Also appearing
in the film, in voice only, is
‘““AMERICAN TOP 40”’
host CASEY KASEM.

Larry King

MARC KREINER's official title at MODERN
RECORDS (as we tipped you last week) is
Director/Black-Urban Dance Music.

WNOO/CHATTANOOGA PD FRANK ST.
JAMES has exited the station, with MD J.
REILLY getting the boost up to program the
Black-formatted station. LINDA LITTLE was
promoted to fill Reilly’s vacated MD's post. No
word on a new spot for St. James.

WEZX/SCRANTON PD SHAWN WATERS
has resigned. He will stay with the Shamrock
outlet until the end of this month.

Get-well wishes to ELEKTRA
VP/Promotion DAVE URSOQ'’s wife Cheryl, who
was suddenly hospitalized this past week.

JIM MURPHY is the new PD at
WOKQ/DOVER, NH. Most recently Murphy
had been Operations Manager at Boston
suburban station WDLW/Waltham.

WRQC/CLEVELAND PD KRIS EARL
PHILLIPS has resigned from the station. This
leaves the CHR outlet needing a PD/morning
man and an evening jock. Contact VP/GM
Zemira Jones or Ops Manager Scott Howitt.

Belated congrats to WFMF &

% WJBO/BATON ROUGE Operations

Manager RANDY RICE and

Account Executive CAROLYN
DRAUGHN on their May 25 wedding . . .
Current congratulations to West Coast AOR
indie PAT MARTINE and his bride TALITHA
EMBRY of MCA RECORDS. The two will wed
Saturday (6-16) . . . WALG/ALBANY air
personality KRIS VAN DYKE will marry Cyndi
Champion on June 22 . . . KMZQ/LAS VEGAS
OM MIKEL HUNTER will wed former KOME/
SAN JOSE Promo Director JANET RYAN.
Mike was formerly PD at KOME . . . KUIC/
VACAVILLE, CA PD STEVEN BISE is marrying
Dana Lee June 22.

Stork Stops: MUTUAL's Western Regional
Manager CRAIG WHETSTINE and his wife
Nancy had a baby girl, Vanessa Lynn, on June
7 ... KKALIARROYO GRANDE, CA PD BILL
CURTIS and his wife Sandy recently
welcomed twin boys, Steven Ray and William
Joseph.



TOP 30 USA
ISAWINNER!

“Our ratings have more than
dou bledo’ ? (John Elliott, Program Director, WVOR-FM/Rochester, NY)

“We’re making money in time
periods that would be a tough sell.”

(Al Pellegrino, Vice President & General Manager, WIOF-FM/Hartford, Conn,)

“M.G. Kelly is an outstanding adult
contemporary talent.”

(Alan Anderson, Program Director, WPIX-FM/New York, NY)

“Nothing but positive feedback from
listeners and advertisers.”

(Manuel Broussard, Vice President & General Manager, WAFB-FM/Baton Rouge, La)

“Right on the mark.”

(Steve Huntington, Program Director, WAVE-FM/ Tampa, Fla)

Powerhouse stations around the country
know firsthand the tremendous impact of
CBS RADIORADIO's TOP 30 USA on
audiences, advertisers—and station profits!
Why get left behind? Call Susan Jacobi
today at (212) 975-6917

A SERVICE OF
CBS RADIORADIO



Page 36

R&R/Friday, June 15, 1984

\EADER

JOHN LEADER

AMBITION IS OPTIONAL

The Satisfaction :

Of Success

If there were ever a publication with an emphasis on achievement,
this is it. Pick up any copy of R&R and you’ll see who’s been promoted to
GM here, a picture of the new PD there, and column after column ex-
plaining how people got ahead so you can, too. And that’s fine, because
this business certainly revolves around achievement. But if you haven’t
been promoted lately, and (as a matter of fact) don’t really have aspira-
tions beyond your current position, then this week’s column might be for

you.

1 believe that it’s perfectly OK to reach the
end of your ambition before you become the
president of a major radio group. Further, I
think we should recognize people who have
happily found their spots in the grand
scheme of things and appreciate their suc-
cess and satisfaction. Because as nice as it
is to be successful, achievement has no real
lasting value unless it’s accompanied by
satisfaction, which is a lesson many of the
apparently “less ambitious” among us have
already learned.

Goals And Assists

When you first get into this business, you
set your sights on some specific goal. As
time goes on and you gain more experience
and knowledge, you might revise your goal,
either up or down.At the risk of pushing the
trite meter off the scale, people ARE dif-
ferent. Not everyone is meant to be “the
boss,” and yet some people never realize
that simple fact, while others see it very
clearly early in their careers. I think it’s
that latter group, the people who are happy
doing what they’re doing right now, that
can teach us all a lesson in the meaning of
success.

“It's perfectly OK to reach the
end of your ambition before you
become the president of a major
radio group.”

The radio business has many oppor-
tunities for individual achievement ‘‘below
and besides” becoming the boss. The top
salesperson has a great deal of peer
recognition, not to mention the commis-
sions that top-billing activity brings in. So,
is something wrong if that salesperson
doesn’t want to become GSM and then GM
someday ? Any personality who consistently
dominates his or her time period deserves
and usually gets personal and financial
recognition. But should that person become
the next PD? Being a great copywriter,
super production wizard, indispensable
private secretary, always-cheerful recep-
tionist, or clearsighted music director can
be sources of great satisfaction and hap-
piness. The next step up the ‘“ladder of
success’’ may not hold the same joy.

Personal Satisfaction

That’s not to say people shouldn’t want
more. They should, or at least they should
within reason. What I'm saying is that it’s
OK to feel good about the job you currently
hold, and it’s also quite OK not to aspire to
the next highest position on the corporate
totem pole. After all, who should have a bet-
ter view of the job immediately above you
than you? Does it look like something that
will be more satisfying than what you're do-
ing today? Or are you content where you
are?

“Not everyone is meant to be
‘the boss,’” and yet some people
never realize that simple fact,
while others see it very clearly
early in their careers.”

Some people aren’t cut out to be in charge
of 35 other people, but let them wake up a
million people every morning with wit and
style and they flourish. Other people could

care less about forecasting the financial
future, but let them predict the potential of
a new song and they’ve found happiness.
My final point for this week is — it’s not only
OK to feel good about what you’re doing, but
in a way, that’s what we should all be striv-
ing for.

So, hats off to those among us who love
what they’re doing and are doing it well.
And if there are people in your company
who’ve been cheerfully doing the same thing
for a few years, you might just want to take
’em out for a beer and ask them a few ques-
tions about success and happiness. Chances
are they know quite a bit about both.

R&R’'s Senior Editor, John Leader was an
air personality, Music Director, and Program
Director for ten years before joining R&R as
Top 40 Editor in 1977. He went on to become
Executive Editor and VP/Managing Editor for
the paper. His radio background includes
KHJ/Los Angeles, WQXI/Atlanta, and WLAV
and WGRD, both Grand Rapids. Still very ac-
tive in broadcasting, Leader is the host of the
“Countdown America” show and can be heard
on many national radio and television commer-
cials. His thoughts and comments will appear
on a semi-regular basis in this column.

THE 4TH ANNUAL

Radio Advertising Bureau/Wharton Sales Management School
June 18-21, 1984

* A four-day executive sales management seminar designed to
strengthen and expand your radio management skills.

5 m||| T :rlllll : ;55::
Ly
¢ Taught by a faculty drawn from The Wharton School at the Uni-
versity of Pennsylvania in Philadelphia, one of the most prestigious
business schools in the world.

¢ Limited to 50 leading radio sales managers to insure maximum in-
dividual participation. Immediate reservations are necessary to
guarantee your participation.

For more information, call RAB’s Meetings Coordinator on the RAB HELPline, 1(800)232-3131
[In New York State, call collect (212) 599-6666.]

Radio Advertising Bureau, Inc. ¢ 485 Lexington Avenue, New York, NY 10017
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Buying Radio: One
Agency’s Perspective

By Charlie Trubia

It’s always a pleasure to be asked by R&R
to present your viewpoint on radio which, to no
one’s surprise, is my favorite subject. Those of
you at the station level, whom I was privileged
to address over the past year or two, know that
Ted Bates Radio is sensitive to both our clients
and station needs. What I would like to discuss
here is twofold: (1) our perspective of media
values as it pertains to radio, and (2) our
recommended procedures for optimum im-

plementation.

Media Value
Efficiency — Cost-per-
thousand can never be
overlooked by media peo-
ple. However, in television
(I'll use TV for certain
comparisons), this is the
predominant factor. TV
people know that a two-
network, or three-local-sta-
tion buy, for the most part
optimizes reach. Not so in
radio. CPMs are important
but so is the next element,
market penetration.
Market Penetration — A
radio buyer can cut ex-
cellent CPM deals on the
number 15, 20, and 25th sta-
tion in a market. Great effi-
ciency. No penetration!
Radio has ten times as
many stations as televi-

sion; thus ranking and
gross delivery are as im-
portant as CPMs.

Audience Selectivity -—
Several stations (or net-
works on the national

“Television can deliver
8-49. So can radio. But
TV is broadcast and radio
is narrowcast.”

scene) can deliver a
specific target. The ques-
tion here: What is this tar-
get delivery as a percent of
total delivery? That an-
swer is critical in estimat-

THE CBS RADIO STATIONS
NEWS SERVICE PRESENTS

Fourteen enterprising reports with the CBS track record.
Byline Magazine~offers that competitive edge of quality
feature programming for listeners and sponsors.

REPORT ON MEDICINE
Mel Granick

LIFESTYLE REPORTS
Anna Mae Sokusky

ON RECORD
Peter Bekker

REPORT ON TRAVEL
Steve Birnbaum

THE LEARNING CENTER
Dr. Lonnie Carton

our advertisers."

Richard W. Osborne,

INSIDE BUSINESS
William S. Rukeyser

ON FITNESS
Dr. Gabe Mirkin

AROUND THE HOUSE
Bob Blachly

IN THE LYONS DEN

Jeffrey Lyons

"The series (Byline Magazine) has brought very positive
comments from our listeners and excellent sales results for

Mr. Ray Watson, Gen. Mgr. KXL News Radio 75, Portland, Ore.

"We can't find any feature package that comes close to
Byline Magazine in both quality and price."
President/Gen., Mgr., WKXL Concord, NH

REPORT ON SCIENCE
Dr. Allen Hammond

SPEAKING OF HEALTH
Dr.. Steven Andrew Davis

REPORT ON RELIGION
Richard Ostling

FOOTNOTES
Rolland Smith

LOOKING AT THE LAW
Neil Chayet

Call Allen Balch 2020 M Street, NW
{202) 457-4366 (Collect) Washington, D.C. 20085

Ay | INEMAGAZINE

I A CBS RADIO STRTIONS NEWS SERVICE

ing who controls the deci-
sion to select a station. Al-
though these several sta-
tions should all be on the
purchase, the one offering
selectivity should be con-
sidered for additional
weight.

Environment — Effi-
ciency, penetration, and
selectivity are impor-
tant. However, certain en-
vironmental problems can
occur, usually with air per-
sonalities or severe presen-
tations of certain formats.
Client sensitivity is critical
here. An obnoxious DJ
may draw a following but a
certain client may not
believe that his/her au-
dience, although within
the target, is the type of in-
dividual to potentially use
his product. Another pro-
blem may be in the station
presentation. For example,
an extremely heavy
metal AOR (do they still
exist?) may just have too
many drug overtones for
conservative clients.
Another example is that a
radio/stereo manufacturer
prefers music-oriented sta-
tions, although the News/
Talk outlet in town deliv-
ers decent target num-
bers.

Focus on Sub-Groups —
Television can deliver 8-49.
So can radio. But TV is
broadcast and radio is nar-
rowcast. A radio purchase
against 18-49 is really three
efforts: 18-24, 25-34, and
35-49. The ability to fine-
tune is one of the beauties
of radio. Ignoring this, an
18-49 radio purchase can be
all 35-49, and without the

sub-group analysis, no one
would know it.
Appropriate Copy — A

rating point is a rating
point is a rating point. Not
so in radio. A particular
piece of research may say
that an audience is
delivered, but if the copy
used is not compatible with

&

the format, there really is
no delivery. We all know
that people listen to
specific stations because
they know what the station
will sound like. Unlike TV,
they don’t usually check a
log listing. Not sounding
appropriate with a format
has several pitfalls: (1) it
alienates the listener who is
not receptive to a foreign
sound (Country-sounding
commercials on AORs),
(2) it tempts PDs to pre-
empt the spot, and (3) it
can be relegated to B,C,
and D, pod positions, with
the better-sounding spots
leading off. In this way a
PD hopes to hold the au-
dience longer into the com-
mercial break. Ap-
propriate copy is a must
with today’s format spec-
trum.
Optimum
Implementation

At Bates, we believe
there are three key areas
in optimum buying im-
plementation:

1. Consolidated Buying
— Buyers today need a
commitment to our
dynamic medium and this
is best achieved by con-
solidated radio buying (no
TV or print), with all par-
ties well-versed in both net-
work and spot. Virtually all
national radio purchases
today need some form of
local market equalization
to combat underdelivery;
thus local market
specialization is essential.

o =8 =5 i v e e
“Radio has ten times as
many stations as televi-
sion; thus ranking and
gross delivery are as im-
portant as CPMs.”

2.  Coordination with
Marketing and Planning —
Knowing marketing
strategies is needed in buy-
ing radio. An effort toward
the 18-49 group may be (a)
to the consumer, (b) to the
retailer, or (c) both. In
each case, different sta-
tions would be purchased.
Again the idea of sub-group
targeting is essential. Cer-

@ Radioisa unique medium, different from
TV or print.
If copy isn’t compatible with the format,
there is no audience delivery.

Efficiency, market penetration, audience
selectivity, environment among important
radio buying factors.

tain portions of the demo
may contribute more to
sales. Shouldn’t this por-
tion get more weight?
Another point is research
limitations: planners tend
to deal with radio
research like TV — how
can it be? It measures ten
times as many stations.
Again, communication is
needed.

“Radio should not be
created, planned, or
bought like television or
print.”

3. Coordination with
Creative — Aside from
having compatible copy for
all the formats necessary
to reach a specific target,
there’s more to this whole
issue. Creative groups
must produce sufficient
versions to comply with the
size of the purchase, the
rating point level dictated
by media. If a plan calls for
150 target rating points per
week, obviously one ver-
sion of each format is
ludicrous; it’s complete
wearout. Another point is
trafficking. Since many ex-
cellent national radio
vehicles are distributed by
record (tape), commer-
cials must be integrated as
much as four weeks prior
to air. Thus, production
schedules must be coor-
dinated with media.

In summary, radio is the
unique medium that we
love. It should not be
created, planned, or bought
like television or print. Ra-
dio should be handled in its
own way.

Charlie Trubia is Sr. VP/
Director of Radio at New
York-based Ted Bates Ad-
vertising. He’s been with
the agency for 16 years,
running the radio division for
nearly eight years. Trubia is
also one of the early advo-
cates of making copy com-
patible with the radio format.
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The Biltmore Hotel, Los Angeles

AND THE N.A-B. AND NRBA INVITE YOU TO ATTEND:

“R&R has been a source of encouragement for a strong
radio meeting for many years. We're happy to have ‘DIRECTION ’'84
as a strong warm up to the first ever Radio Convention

- and Programming Conference.”

Tom McCoy, Executive VP/INRBA

“Coming early to R&R’s ‘DIRECTION '84’ seminar will enrich
~ participants ability to take advantage of RCPC sessions
designed exclusively for program directors.”

Dave Parnigoni, Sr. VP/NAB

Make your plans now to be a part of the second in the series of seminars from R&R.

Contact the R&R seminar office at (21 3)553'4330 for registration information.
Be watching R&R for additional program information.

DIRECTION ‘8411

is priced at $199 and includes our traditional welcoming
cocktail party and buffet luncheon.

F-------------------------------------------q
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I Registration Coupon , If using a charge card: - T ]
I 4 VISA EXP. DATE._ I
l MASTERCARD EXP. DATE l
I NAME Interbank § ___ E— I
I {Mastercar d only) I
| STATION/COMPANY Signature |
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3 1930 Century Park West g
CITY STATE ZIP Los Angeles, CA 90067 RO RORES g
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TRANSACTIONS

Continued from Page 3
most pleased to make WSLR & WKDD my first
broadcast acquisition. Because of their position
in the Akron market, and the extraordinary sta-
bility of management, staff, and ownership, I'm
confident the stations will continue to provide
uninterrupted dedication and performance.” He
indicated the same programing and management
team would stay in place.

WKDD & WSLR are the sole properties of
Welcome. President Harrlson M. Fuerst com-
mented, “After 20 years of such a rewarding
association with the station (WSLR), it is difficult
to sever ties. However, | am pleased to find so-
meone with Mr. Kaneb's background and integri-
ty to succeed Welcome Radio & Associates in its
ownership of these fine stations.”

Bahakel Buys WKTM
For $2.84 Million

Bahakel Communications Ltd. of Charlotte,
NC has agreed to purchase WKTM/Charleston,
SC from KTM Broadcasting for $2,840,000,
pending FCC approval.

WKTM, which operates with 100 kwon 102.5
mHz at 666 feet, becomes Bahakel's 12th sta-
tion. The company also operates WDOD-AM &
FM/Chattanooga; WLBJ-AM & FM/Bowling
Green, KY; WKIN & WZXY/Kingsport, TN;
KXEL & KCNB/Waterloo, IA; WWOD & WKZZ/
Lynchburg, VA; and WABG/Greenwood, MS.
The sale marks the end of radio ownership for
KTM, which sold its other property, WAZE/Tam-
pa (now WAMA) in 1982.

Takeover is expected within the next 30 days.
No broker was involved in the transaction.

e e N I T R B R T
Heyward

Continued from Page 3
in King Broadcasting and Blair. I have
always thought about the ultimate goal of
going back to a Seattle station in a manage-
ment position with the right people. Sunbelt
is a young, dynamic, and aggressive com-
pany, and this opportunity is the most any-
one could ask for.”

R&R/Friday, June 15, 1984

Dorman Appointed GSM At WZKS

WLAC/Nashville General Sales
Manager Lee Dorman has ac-
cepted the GSM duties at CHR
neighbor WZKS (96-Kiss). Dor-
man succeeds Terry Gray, who
moved crosstown to Viacom
Cablevision.

WZKS, Inc. principal/CEO Ron
Kempff said, “We're really thrill-
ed about Lee coming to our sta-
tion, as he came highly recom-
mended from all over town. Lee is
a proven professional and suc-
cessful broadcaster, both as GSM
and GM; he’s exactly the kind of
person we need. Our turnaround
plan with this station is way ahead
of schedule, and soon I’ll be work-
ing on expanding our station
T RS W R e A L e SR

Starr

Continued from Page 1
standing track record with us in
both Boston and Pittsburgh
makes him a natural choice to
take over at KDKA and further
build on the station’s number
one position. These assignments
recognize two outstanding
talents in the radio industry.”

Starr came to KDKA ten
months ago following four years
as Program Manager at WBZ.

Prior to that, he spent three

years as Executive Producer at

KDKA, later becoming Pro-

gram Manager. Friel became

VP/GM at KDKA in 1982 after

five years as VP/GM at

WOWO/Ft. Wayne. He joined

Group W in 1966 as a member of

WBZ's business department.

Neither Starr nor Friel were
available for comment at press-
time.

group. So our next step will be
moving Lee up to GM.”

A 25-year sales and program-
ming veteran, Dorman spent a
year as GM at WLAC before shift-
ing to the GSM’s post last
January. Before that, he worked
three years with the Tennessee
Radio Network, having previously
served two years as GSM at
WBYQ/Nashville. Dorman told
R&R, ““At this point, 9-Kiss is
Nashville’s hottest radio station,
with tremendous potential to
become a dominant force in both
audience and sales growth. The
opportunity to assume this posi-
FITEESSIESC T L R e e

RCA

Continued from Page 1

tinue to exercise creative con-
trol over its functions, with sup-
port from new joint manufac-
turing, distribution, and ad-
ministration structures. Arista
will become part of the joint
venture and plans are for it to
continue to operate under ex-
isting arrangements.

Bonneville
Continued from Page 1

formats we’re involved with in
Dallas are new concepts for the
company. I'm so glad to be a
part of it, and I’'m thankful for
the success we've enjoyed. Hav-
ing the opportunity to work with
John Shomby has made this a
treat. He’s an outstanding pro-
grammer because of his ability
to combine the best interests of
programming and sales and
still keep a superior on-air pro-
duct.”

tion, with the specific goal of
becoming GM within the next
year, is something I'm really look-
ing forward to.”

No replacement for Dorman
was named at WLAC.

Reeves
Appointed

GM At WB/
Nashville

Eddie Reeves has been named
General Manager for Warner
Bros.’ Nashville division. Reeves
has an extensive publishing, man-
agement, and songwriting back-
ground, having headed his own
firm, Eddie Reeves Music, and
served as VP/GM for Chappell
Music.

In making the S
announcement,
WB/Nashville
Exec. VP Jim Ed
Norman com-
mented, “Eddie’s
wit and candor,
along with his
years of exper- ;
ience as a perfor- F
mer, publisher, £ s&
manager, and Eddie Reeves
administrator, make him a
special addition to our family. We
at Warner Bros./Nashville are all
proud of our new association with
him and look forward to a long
and fruitful relationship.”

i



Stone Steps
Up To PD

At KISN

KISN/Salt Lake City Produc-
tion Director Brad Stone has been
promoted to Program Director.
He succeeds Dan Jessop, who
moved crosstown to KSL for pro-
duction and on-air duties. Stone
will retain his midday airshift.

KISN VP/GM Bunk Robinson
observed, “We have a talented
staff here, and I prefer to move
someone up from within. Brad’s
background is well-suited for this
position. He has a good knowledge
of music along with the basic
mechanics of the A/C format. I
know he will do well for us.”

Stone, a seven-year market
veteran, joined KISN last year
from crosstown KCPX, where he
worked for Jessop as afternoon
personality. Stone told R&R, “I’'ve
already been helping Dan out with
programming duties, but he de-
serves much credit for the out-
standing job he did here. I'm ex-
cited about the challenge in this
competitive A/C market; the
management is committed to a
successful situation.”
s e e e e e TR
Alexander

Continued from Page 1

able for comment, joined WRIF
as an Account Executive in 1977
after serving as a public rela-
tions executive with the Ameri-
can Heart Association. He be-
came NSM at WRIF in 1980 and
moved up to GSM in 1981.

McConnell Promoted To
WNDE & WFBQ GSM

Milt McConnell has been pro-
moted from Local Sales Manager
to General Sales Manager at
WNDE & WFBQ/Indianapolis. He
fills the vacancy left in April when
former GSM Charles Slavik
became GM at KONO & KITY/
San Antonio.

WNDE & WFBQ VP/GM Denny
Rossman said, ‘“This position
gives Milt the additional respon-
sibilities of handling national
business, as opposed to just a local
sales staff. He’s done an outstan-
ding job, demonstrating tremen-
dous leadership and follow-
through, as well as the ability to
hire high-achievers in sales.”

An eight-year industry veteran,
McConnell started his radio
career in 1976 as News/Sports
Director for WTCJ/Tell City, IN.
After a stint as Sales Manager at
WQLK/Richmend, IN, McConnell
moved to WNDE & WFBQ as an
Account Executive. He then left
the stations in 1980 to spend three
L0 s
Malrite ‘

Continued from Page 1

KSAN/San Francisco when
Malrite acquired the station
from Metromedia the following
year. He was named National
PD in 1983. Wood said, ‘‘Malrite
has a well-justified reputation of
promoting people internally. It
was the smartest move I ever
made to come to this company,
and I'm extremely pleased to be
dealing with them and all their
radio stations.”

years in sales at crosstown WIKS
(now WZPL) and WIFE before re-
joining WNDE & WFBQ last year
as LSM. McConnell told R&R, “I
appreciate the opportunity Denny
and (Gulf Broadcast Group Presi-
dent) Alan Henry have afforded
me. Gulf is a very progressive
company; they’ve allowed me to
go from the Yellow Pages to the
GSM'’s job by giving me the tools it
takes to get there.”

Rothenberg
New GSM
At WKLS

WKLS-AM & FM/Atlanta Ac-
count Executive Alan Rothenberg
has been promoted to General
Sales Manager. He succeeds Ed-
die Esserman, who joined subur-
ban WFOX/Gainesville as GSM.

WKLS VP/GM Dick Meeder re-
marked, ‘Alan’s appointment
confirms Gulf Broadcasting’s de-
sire to promote its own people to
responsible positions, for which
Alan is well qualified.”

Rothenberg, who has been with
WKLS since 1978, previously
worked as Assistant Business
Manager for the Chrysler Corpor-
ation in Atlanta. He told R&R,
“It’s a fantastic challenge to work
as a GSM at a major market AOR
station after having sold there for
five and a half years. I appreciate
the confidence that Dick Meeder
has shown in me.”

Leibert

Continued from Page 1

in getting ‘Magic 106’ on the
map. We feel Rick’s company
will give us an excellent overall

direction in programming.”

Lange Set
As GSM
At WRQC

WHK/Cleveland Local Sales
Manager Shannon Lange has
crossed the street to become GSM
at United Broadcasting’s WRQC.
She replaces Dennis Scurto, who
left the station to pursue other in-
terests.

VP/GM Zemira Jones com-
mented to R&R, ““In the short time
Shannon has been here, my sales
have seen a substantial increase.
Bringing her onboard is part of
our master plan for the year to
make WRQC the successful sta-
tion I know it’s going to be.”

Working in the market since
1978, Lange has been Local Sales
Manager at WDOK and WJKW-
TV, as well as GM at WMJI &
WBBG. She told R&R, ‘“For me
personally and professionally this
was a great move to make. I see
an enormous challenge, but not
one that can’t be met, as I see pro-
gress every day. Working with
Zemira is a real pleasure; he
brings out the best in people, and I
think I can too. He’s given me the
room I need to accomplish our
goals.”
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KMGG VP/GM Tim Sullivan
noted, “I’'m delighted that Rick
Leibert Productions will be pro-
ducing Magic 106 to the specifi-
cations that we’ve set forth. I
am confident everyone involved
will profit from the exper-
ience.”

Emmis National PD Rick
Cummings added, “For the
first time, to my knowledge, a
radio station will be produced,
not ‘just programmed. Rick’s
company will be concerned with
the overall presentation, in-
cluding the Robert W. Morgan
show. In addition, RLP will be
doing the promotions that will
make Magic 106 truly magic to
listen to.”

Well-known for his promotion-
al prowess as PD of KGB-AM &
FM/San Diego from 1972-1980,
Leibert introduced the famous
“KGB Chicken,” collaborated
on the “homegrown” album
promotion concept, and created
and produced the first “sky
show” fireworks extravagan-
zas, synchronized to music
broadcast on the air.

Leibert told R&R, “This agree-
ment is an extension of our re-
lationship with Emmis which be-
gan last year when we produced
their WENS Fireworks Show in
Indianapolis. That project called
upon my radio programming
experience, as well as our pro-
duction and promotion know-
how. We approach radio as a
24-hour-a-day show on and off
the air. Just as you would pro-
duce a movie, we’re going to
produce ‘Magic’ in L.A.”
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On The Records

KEN BARNES
ANOTHER MILESTONE IN JOURNALISM

On The Records’

First Anniversary

This issue marks the first anniversary of the On The Records col-

umn. Last spring Dwight Case, Bob Wilson, Dick Krizman, and John

Leader ‘‘persuaded” me to do a column (I had asked if I could get my
picture in the paper every week like the other R&R Editors, and they

gently suggested I might want to write something to put under the pic-
ture). As I said in an earlier column, I wasn’t sure I could write about
record trivia and related matters for a month.

But it seems to be working out. There’s
plenty to write about, and the response has
been great! Every week hundreds of radio
stations call in to R&R. Of course, most of
them want to report their playlists, but one
or two want to discuss the column, and I can
usually talk them out of cancelling their
subscriptions.

Anyway, to commemorate this impres-
sive anniversary, the R&R Editorial Board
decided to chip in and hand out some
awards for notable journalistic achieve-
ments in this column over the past year. I
tried to convince them that a simple
general accolade like ‘“Best Column In
R&R History” and maybe a solid gold pla-
que would do just fine, but they insisted on
specific awards. So here are their choices,
along with commentary and rationaliza-
tions from me.

Most Pointless gﬁ;- A
Artist Trivia éﬁ*@

(Sept. 30) Did any-
one really need to
know Reobert Plant
was in a group called
Hobbstweedle before
joining Led Zeppelin?

Robert Plant:
Hobbstweedle twaddle

Most Cosmic
Philosophical Inquiry

(Nov. 11) Column asking the musical
question ‘“What Is Love Anyway?”’ At least
I beat Howard Jones by almost six months.

Most Far-Fetched Caption

(Oct. 7) Referring
to Bonnie Tyler, Art
Director Richard
Zumwalt and I came
up with this master-
piece:

had a lovely drawing of Bonnie Tyler
d for this space, but without warning
it appeared: a Total Eclipse of the Art

Most Elaborate Excuse To Avoid
An Obvious Column Topic

(Dec. 2) Lacking a suitable angle to write
about Christmas records, I evaded the issue
in this convincing fashion:

There are so many different kinds of
Christmas records that I could pro-
bably take up five or six pages of R&R,
which means I'd have to swallow up
pages reserved for other people’s col-
umns, which in turn means that Jhan
Hiber, Brad Messer, and the format
editors would be after me with ma-
chetes.

Now who would believe that story? Ev-
eryone knows the R&R Editors chase peo-
ple with large bullwhips; they traded in
their machetes years ago.

- pretty kind in this

Most Embarrassing Antique

Artist Picture
(Sept. 30) I’ve been

respect, but this shot |
of Billy Joel in his §
heavy metal Attila |
days has a certain
quaint charm. If you
don’t believe I've §
been kind, you should
see the shot of Billy §
o tgf’blfg‘erms‘\gﬁlc"é Billy Joel is Attila
he’s standing in a meatlocker wearing chain
mail mesh stockings, a leather miniskirt
(OK, tunic), and a fur coat that’s definitely
on the ratty side.

Best Contest
This vote was no contest. That is, the win-
ner in the judges’ tabulation was no contest.
In other words, no contest was deemed not-

able enough to win an award (a judgment

I'd be inclined to contest).

Most Popular Contest

(Feb. 10) “Handicapping The Gram-
going away. We’ll do it again next

mys , ”»
year.

Most Obvious Filler Feature

(July 15) “The Ross Roster.”” Not only did

I devote over a quarter-page to a list of all
he Diana Ross albums entitled “Diana,”
‘Ross,” or “Diana Ross,” but I included a
box previewing the idea in the column two

Most Confusing Visual/
Caption Relationship

(Oct. 21) In a piece titled ‘‘Giorgio: The
Masked Moroder,” I ran a caption that said
‘“Giorgio Moroder’s first concept album”
beneath a drawing of the artist and the
words ““That’s Giorgio.” I'm sure R&R’s
readers were tremendously impressed with
the ingenuity of Giorgio composing a con-
cept album around the idea ‘““That’s Gior-
gio.” For the record, pictured here is the
way it was supposed to work.

Giorgio Moroder’s
+ first concept album

Most Blatant Appeal By
Author To Augment His Personal

Record Collection
(Aug. 5) Discussing Michael Jackson’s
first recording, ‘‘Let Me Carry Your School
Books” by the Ripples & Waves Featuring
Michael, I interjected the following appeal:
(By the way, if anyone wants to en-
hance the quality of the On The Records
archives by offering a copy of this rec-
ord, I'd be glad to entertain such a pro-
posal).
Subtle, eh? (By the way, I could still use a
copy.)

Safest Prediction
(Aug. 19) When the Police’s ‘“Every
Breath You Take” was No. 1 on all four
Back Page charts simultaneously, I fear-
lessly forecast that ‘it will be a long time
before it’s accomplished again.”” At that
time the Back Page charts were CHR, A/C,
AOR Hot Tracks, and AOR Albums. In Jan-
uary ’84 we replaced AOR Albums with
Black/Urban, making the Police’s feat

much more difficult to achieve.

Jremm—ts —

Page 43
P e e =

Most Bizarre Column Concept

(Sept. 9) A Portland journalist, writing
about John Sebastian’s consultation of
KRCK, referred to John’s glory days sing-
ing lead for the Lovin’ Spoonful. That in-
spired the rather strange visual idea pic-
tured.

Fill In The Blanks
Quiz: Which Lovin’
Spoonful was John
Sebastian?

Most Geometric Visual Display

(Mar. 9) Production Director Rich Agata
designed the shapely photo display pictured
here, and was annoyed that I couldn’t find
him a trapezoid and a rhombus to go with it.

N

Hollies, Honeycombs & Jonathan King get
in shape

Most Premature Exposure
(July 22) I try to tie column coverage to
currently hot records. Last July I did real
well on that score with the sleeve of Euryth-
mics’ “Who’s That Girl.” The record came
out in the U.S. a mere nine months later.

=URYTHMICS

\ €8
)

THAT
Premature Eurythmics

Dumbest Uncaught Typo
‘Aug. 5) I mentioned a 1967 version of
“Dreamboat Annie”’ by Heart, which would
have been nine years before they actually
tarted recording and some time before

Most Excruciating Pun

(Sept. 2) A tough category. When men-
tioning three contemporary records which
included the phrase “AEI10 U,” I wonder-
ed if that was the start of a ‘““vowel move-
ment.” Dishonorable mention: a July 22
suggestion that, in conjunction with ‘Re-
turn Of The Jedi,” the Ventures record a
version of ‘‘Ewok Don’t Run.”

XCO’K@PK W

l\ 'ol)-.,

Europeans: victims of vowel play

Best Written
On The Records Feature
‘R&R 1-5-10 Years Ago Today.”
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Datebook

Paul McCartney’s Birthday MONDAY, JUNE 18 i
K E N N Y \ Until last year and “Say Say Say,” Paul McCartney had done pretty well in timing his hits to coincide with his
birthday (i.e., “Band On The Run,” "With A Little Luck,” “Silly Love Songs,” "Ebony & Ivory,” "Coming Up"). |
Despite an overabundance of critical hostility, McCartney has sported an amazing stylistic range over the last 14
years. Just in time for tourists to celebrate at Beatle-land, McCartney turns 42 today
Summer Of Change TUESDAY, JUNE 19
When David Geffen headed Elektra/Asylum, he immediately became known for his ability to attract well-

|
|
|
l, known artists to his label. On this day in 1980, Geffen ended months of speculation by announcing Donna Sum- |
| meras the first signing to his newly-formed Geffen Records. Summer’s signing touched off a two-year legal battle |
\ with PolyGram, which claimed that Summer's services still belonged to them. Summer contended that when the ‘
late Neil Bogart left Casablanca for Boardwalk, her agreement with the former label became invalid. The dispute
g ‘ came to an unusually amicable end last year when, after two Geffen LPs, Summer made a temporary return to Mer-
|

“I'M FREE"

cury/PG for the “'She Works Hard For The Money" album.
Anne Murray Born WEDNESDAY, JUNE 20

Despite relatively tougher times for Canadian artists in the days before “Canadian Content” rules, Anne Mur-
ray managed her first top ten hit, “Snowbird,” six months before the CRTC's ruling. Murray — a recent Grammy |
winner for “A Little Good News” — was born on this day in 1946 in Springhill, Nova Scotia. She attended school,
taught phys. ed., and sang on TV in various Maritime provinces before recording her first LP for Canadian Arc in the |
late '60s. She'd never had much background in country music but her records and TV appearances with Glen |
Campbell established her as a country act.

Also born today: Duran Duran’s John Taylor.

Flying Like Superman Again  THURSDAY, JUNE 21

It seems that at least one superstar bio each week begins in art school. Ray Davies, who turns 40 today, was
snatched from similar vocational training by his brother Dave for the Ravens, who were renamed the Kinks shortly
afterward when Ray took over as frontman. By early 1965, the band had established its now-famous pattern of
alternating ballads and raveups. The group’s third famous style, social commentary, didn't kick in until A Well
Respected Man’ hit at year's end. The Kinks' comeback in some ways resembles Slade’s return to the charts;
L. A.-based hard-rockers Van Halen kicked off their career with “You Really Got Me" just as L.A.’s Quiet Riot
scored with “Cum On Feel The Noize." After a few near-hits in 1978 ("‘Rock & Roll Fantasy”) and 1979 ("(I Wish |
Could Fly Like)Superman), the group made it all the way back to #6 last year with “Come Dancing” (which manag-
ed, at various points, to include all three of the group’s main styles).

Knack Attack FRIDAY, JUNE 22

Amidst the disco summer, it was on this day that the #8 record of 1979 first appeared on R&R'’s Back Page.
One member of the Knack had been previously signed by Scott Shannon (Doug Felger had been a member of the
Shannon-assembied Sunset Bombers on Ariola). “My Sharona” 's success was a temporary boon for those hard-
pop groups whose neo-punk images had previously scared the major labels. When the anti-Knack backlash hit
(spurred on, in part, by seemingly innumerable debut albums from bands wearing skinny ties), most of the other
power-pop groups were hit also. Five years later, the two major survivors of the era are two of the last to make itto
record, the Romantics and Huey Lewis & the News.

Birthdays: Todd Rundgren 1948, Peter Asher 1944, Jimmy Castor 1943, Kris Kristofferson 1936.

The Power Of imagination SATURDAY, JUNE 23

Leee John, front man of the British group Imagination, celebrates his 27th birthday today. Although John's
outlet boasts only a few solid Black/Urban chart hits to date (“Just An lllusion,” "“This Means War"') Imagination is
one of a handful of British black acts that helped build a solid scene in the UK, along with Linx (now represented by
David Grant as a solo act), Junior, and Central Line. The cornerstone of the new sound was the jazzy pop of Heat-
wave's Rod Temperton; what was added was a tougher rock edge that in turn inspired most of the UK's New
Romantic groups (Spandau Ballet, Duran Duran). Imagination has recently expanded on this approach by doing a
tougher, “AOR mix" of their iatest single, “State Of Love.”

Other birthdays: June Carter 1929, ARS's Paul Goddard.

Beck Pages SUNDAY, JUNE 24

Guitarist extraordinaire Jeff Beck hits the big 4-0 today amid a flurry of new activity. It must be reunion month
for Beck; he got back together with his former Jeff Beck Group lead singer Rod Stewart on the “Infatuation” single,
rejoined Tim Bogert and Carmen Appice by providing a little assistance on the new Vanilla Fudge album (under
the alias J. Toad), and is reuniting with his former Yardbirds mates for some guitar on the forthcoming Box Of
Frogs project. Through the Yardbirds; Jeff Beck Group; Beck, Bogert, Appice: and his more jazz-oriented solo
work, Beck has been a premier guitar innovator, and it's hoped this new surge of activity will continue.

Other birthdays: OMD’s Andy McCluskey 1959, Tears For Fears’ Curt Smith 1961, Mick Fleetwood 1947
Arthur Brown and Chris Wood 1944. '

Sean Ross

ONE YEAR AGO TODAY |

C H R ® DEAN THACKER NAMED GM AT WHTZ/NEW YORK
) ® GREGG GELLER NEW VP/MUSIC OPERATIONS AT RCA

® RIC LIPPINCOTT NAMED PD AT KHTZ/LOS ANGELES

® #1 CHR: “Flashdance” — Irene Cara (Casablanca/PolyGram) (4th week)
KENNY LOGGINS ® #1 AIC: “Never Gonna Let You Go" — Sergio Mendes (A&M) (3rd week)
'm Free (Heaven HOlpO The Man) (Columbia) ® #1 COUNTRY: "Fool For Your Love" — Mickey Gilley (Epic)
78% of our reporters on it. Moves: Up 14, Debuts 55, Same 38, Down 1, @ /1 BLACK: "Inside Love” — George Benson (WB) (2nd week)
Adds 76 including PRO-FM, WAVA, B97, Q105, WLOL-FM, KIIS-FM, KUBE. ®#1 AOR TRACK: “Every Breath You Take" — Police (A&M) (3rd week)
See Parallels, debuts at number 39 on the CHR chart. @ #1 LP: "Synchronicity” — Police (A&M)

FIVE YEARS AGO TODAY

® TOM BURCHILL NAMED VP/GM AT RKO RADIO NETWORKS

Oone Of The Most Added ©BOB SHERMAN BECOMES GM AT WNBC/NEW YORK

® #1 CHR: “Chuck E.’s In Love” — Rickie Lee Jones {WB)

® #1 AIC: "She Believes In Me" — Kenny Rogers (UA) (3rd week)

® #1 BLACK: “Ring My Bell” — Anita Ward (Juana/TK)

® #1 COUNTRY: "“She Believes In Me"" — Kenny Rogers (UA) (2nd week)
® #1 LP: “Breakfast In America’” — Supertramp (A&M) {9th week)

TEN YEARS AGO TODAY

® RICK SKLAR NAMED DIRECTOR OF OPERATIONS FOR ABC AM STATIONS
@ #1 CHR: “Sundown” — Gordon Lightfoot {Reprise/WB) (2nd week)
: 5 y ® #1 AIC: "If You Love Me” — Olivia Newton-John (MCA)
AOR AIbumS@ @ #1 COUNTRY: “"Room Full Of Roses” — Mickey Gilley (Playboy)
@ #1 LP: "Band On The Run” — Paul McCartney & Wings (Apple/Capitol)
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JOEL DENVER

A WEEKLY TUNE-IN FEATURE

Creating Your Own
Local Countdown

ince CHR began refocusing its attention on the active audience,

the need to supply music-oriented feature programming has in-

creased. As a result, there are a number of successful nationally
syndicated countdown shows being aired (R&R 1-6) to feed the ever-
growing appetite of a musically-aware 12-44 audience.

As listeners became more aware of the
national hits, programmers also perceived
the need to focus attention on the local hits
as well. To fill that need, many CHRs have
begun airing their own local countdown
shows. In Los Angeles all three CHRs —
KIIS-FM, KIQQ, and KKHR — run their
own countdowns in addition to the national
versions. KIIS-FM and KIQQ both air their
local survey shows Friday afternoons,
while KKHR'’s runs unopposed on Thursday
afternoons. Thursday’s not a bad choice
when you consider the large amount of
listening which shows up in Arbitron diaries
on this particular day.

To air an interesting and effective count-
down requires more than simply playing
your survey in order and telling listeners
where their favorites have moved on the
chart. KIIS-FM’s Big Ron O’Brien, KIQQ’s
Bruce Chandler, and KKHR’s Jack Arm-
strong offer some tips on how to put
together your own local countdown show
and explain how their shows differ in pre-
sentation

A Countup Or Countdown?

So first things first. Just what do you call
your survey show? If you're Jack Arm-
strong, you call it a countup, not a count-
down. “It was John Rook’s idea years ago
to call it a countup instead of a countdown,
since that’s what we’re really doing. The
music is picked on Tuesday, and by Wed-
nesday we have a hard copy of the chart
and the new records. Our morning guy, Lou
Simon, acts as my producer by helping me
assemble a fact sheet about the new artists.
I also pick up a lot of tidbits from reading
and listening to the national countdown
shows.

“To me, it’s important that those facts
really be interesting. I try to keep the show
flowing, so I try not to stop down for 30 or
40 seconds just to read some facts about
Rod Stewart’s history of childhood
diseases. From some of the audience feed-
back there are a lot of people who only want
to know that Rod is number 16 this week,
then what’s number 15, and so on.”

Extra Prep Time

But long before KKHR entered the pic-
ture KIQQ had been counting 'em down for
years. Bruce Chandler and Tony St. James,
new to the afternoon show after spending a
number of years in AM drive, have in-
herited the countdown responsibilities. It’s
a task which Bruce finds fascinating. “I
learn so much each week from doing the
show,” he said. “Putting it together takes
up some extra time, but it’s well worth it.
Generally, it takes an additional hour or
two on Thursdays, and a bit more on
Fridays, to have all our facts together. We
try and present facts that you won’t find
anywhere else. For instance, Cyndi

favorite hangout when in New
he Hot Diggity hot dog stand ”’ (see
otes: Fact & Fiction™).

D ('F“—
York
Rock

visit. Talking with them and using the clips
really helps the show a lot. When I ask them
to personalize promos for me, it’s a kick to
hear what they come up with.

“One thing I've found out about artists
and landing a successful interview is to
have your homework done; it generally
goes a lot smoother. In the case of Billy Idol
or Berlin, I know them well enough to just
wing it. But when I recently ended up talk-
ing to Cameo and Howard Jones, both of
whom I'm not as familiar with, I took the
time to look over the artist bio supplied by
the record company, and knocked together
10 or 15 questions.”

Bruce Chandler

R&R/Friday, June 15, 1984

so. I just watch the clock and pray. It
sounds more spontaneous this way. Sure
I’ve got some notes in front of me. But it’s
tough to read it word for word and make it
work.”

Less Clutter, More Music

Unlike Ron, Jack doesn’t use any artist
interview clips in his countdown show.
“Overall, I don’t think a lot of the artists
sound sincere in those interviews, and the
number of them who can really articulate
their thoughts are limited. Their talent is
music, not public speaking.

“KKHR is really a music-oriented sta-

- G g

“I work hard on my local countdown
show,” stated KIIS-FM’s Big Ron. ‘At least
twice a week I end up in some artist’s hotel
room with my tape recorder in hand, or talk
to them when they stop by KIIS-FM for a

I

|
{
Ron O’Brien l
|

From listening to Ron’s show, you’d
swear it was all scripted out as he weaves
his comments in and around the artist inter-
views over the records’ intros. “I try and
keep the artist clips to about 20 seconds or

If you're planning to put together
your own local countdown show,
you're going to need artist informa-
tion. How much you use and how
you present it is up to you. Listed
here are good sources you can sub-
scribe to or find at a local newsstand:

Rock Notes: Fact & Fiction

tion, so I keep the countdown show in the
same vein. Now, I do a lot of drop-ins and
bits over the intros in my regular show. But
when I move into the countup show I pull
back on the excess humor and drops be-
cause it would be too much with all the facts
I’ve got to cover to make the humor work. I
also back off on the normal station contest-
ing and promotion. It just sounds too dis-
jointed to be running the survey show and
suddenly ask for the 20th caller to win some-
thing.”

Ron, however, uses a bit of contest magic
to keep those ears glued to the radio, ideally
for the entire four hours. ‘“In almost every
set there is some artist information. At the
end of the show, I ask a two or three-part
question concerning the information used in
the show. A correct answer will net the win-
ner some concert tickets, and a copy of all
40 songs.”

Filling In The Gaps

One of the most frustrating things to do is
time out a countdown show, so you don’t
end up playing the number one record too
early or ten minutes after the show is sup-
posed to be over. KKHR’s computer aids
Jack in this area, taking unnecessary pres-
sure off him. ‘“Because we use four hours to
count up 40 songs, we do have to fill in with
new records, extras, and the occasional re-
cent oldie since our format doesn’t run
many oldies at all.”

Bruce fills in the time by ‘playing the
most requested song from a year ago, the
number one song from a year ago and, if
need be, the number one from two and three
years ago. Plus, we take a listen to our pick
hit of the week and a couple of the other
stronger new songs we’ve added, which
haven’t made the survey.

“We try and build on-air excitement by
teasing the audience throughout the show:

‘her w nur one song this week’

Cont ad

Pane &0
{



You Can Listen To These Two Brand New
singles Right Now!
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WXKS-FM 26-23
WPHD 40-33
CKOI add
WCAU-FM 35
PRO-FM on
KAFM add
WNVZon

WGCL 18

KIMN deb-40

"LOVE OF THE COMMON PEOPLE

0103 add
KZzP deb-39
XTRA deb-38
KITS on
KPLUS on
WVSR add
WPST 17-14
KKFM add
WGUY 24-19

Now On Over 115 Stations!

WTSN add

WPFM 13-7

WCIL-EM deb-17  WNYS 37-31 KSKD 40-36 WSPK deb-39 KKQV deb-38

KXSS add 98PXY 38-35 WERZ 40-34 WANSFM deb-38  WHSL deb-31

T WOKI 27-21 WAEV 29-26 KBFM deb-31 KRNA deb-37
WFMI 38-34 WGLF 35-27 KIIK deb-33 KKAZ deb-39

99KG add FM100 30-27 WAZY-FM 3935 13K deb-40 KOZE deb-33

KWTO-FM add WHOT-FM 37-34  KCDQ 35-32 KHYT deb-38 KSLY deb-39

KFMW add KQXR 37-33 KIST 35-30 WIKZ deb-38 K20z deb-36

10 L 4 O Comvreriee

Games of the XXllird Olympiad Los Angeles 1984

Produced by Michael Omartian
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; o : % £

"A CHANCE FOR HEAVEN'"

Swimming Theme From The Official Music Of
The XXlIlird Olympiad Los Angeles 1984

CHR
SIGNIFICANT ACTION

CKO! WPST 298 KHOP WXLK
WCAU-FM WHTF KMGK WKHI KOZE
293 KXX106 WZPL WIJAD FM106
WMAR WIJZR WKFR WFOX

WVSR KX104 WRQN Q101

Christopher Cross Appears Courtesy of Warner Bros. Records inc.

Wi americanradiohistorv-com




AOR Tracks: &

AOR Albums: &

'

WHTT 21
WXKS-FM 21
WPHD 30
WCAU-FM 33
PRO-FM 21-16
KIIS-FM add
KOPA On

XTRA 37-34 WJBQ 34-29 WKDD 38
KITS deb-23 WGLF 33-28 WTSN deb-40

0100 40-35 WRCK 30-27
2299 add KZZB 39-35

K093 32-27 WOKI 3329

WGUY 28-21  KRGV33

WKHI 39-36
WAEV 18
WCIL-FM 20

WZON add KROK deb-39

“"REACH OUT

Track Theme From The Official Music Of
The XXllIrd Olympiad Los Angeles 1984

aturing PAUL

www_americanradiohistorv.com
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RANDY
BELL

Continued from Page 46

Or going into a stopset telling listeners, ‘The
song with the biggest move on the chart this
week is coming up next.’ These are all real
basic principles, but they really work. We
cross-promote AT-40 within the local count-
down as Casey Kasem is a big audience
draw for us.”

Bells & Whistle

To add excitement to its show, KIIS-FM
has inserted customized jingles. Big Ron
remarked, ‘“JAM Productions also supplied
me with some sonovox number shouts for
all 40 songs which sound pretty good, espe-
cially coming out of promos in no talk sets.”

C ontemporary Hit Radio

Though Jack has jingles used specifically
in the countup, he prefers to give the cur-
rent chart position himself. “I also do an
hourly review of the previous ten songs for
anyone who might have missed one along
the way. It could drive someone nuts not
knowing how their favorite record was do-
ing. You’d be surprised at the number of
calls we get from people who missed hear-
ing where a song is.”

Bruce detailed an interesting twist to his
station’s countdown: “KIQQ’s countdown
show begins at 3pm — an hour later than
Ron O’Brien’s — but ends an hour later.
After we count down the L.A. Top-30, we
slide into a feature called ‘Over The Top,’
with Francesca Capucci and G.W. McCoy,
at 6pm. In England over the top means ex-
citing, wonderful or crazy, and it fits right
in as we’re going past the top of the chart.

Bits

e A Car A Day In The Month Of May! KHJ/Los
Angeles gave away a Mercury car every weekday in
the month of May. A drawing was held at 6:40pm
from the listeners who called in between 6am to 6pm
when they heard the car horn.

e My City Was Gone: WBCY/Charlette, NC is
always looking for an excuse to party. It recently
threw a bash at a local establishment called
‘““Machine Gun Kelly’s” because a landmark building

R&R/Friday, June 15, 1984

Creating Your Own Local Countdown

Over The Top features the hottest imports
from England and generally has an artist
interview which runs for a good portion of
the show, with selections from the artist’s
latest album. All in all, I think it’s the most
interesting and informative of all the local
countdowns in L.A.”

Why Countdowns Work

Needless to say, so many programmers
wouldn’t be investing the number of hours
in countdown shows if they weren’t suc-
cessful. Jack reasoned, ‘‘National count-
down shows are vital to the listener. A local
countdown show done well really has a tre-
mendous amount of appeal and helps rein-
force familiarity with product being played
on your radio station — not in some other ci-
ty. The show provides a lot of interesting,
conversational material for people who
follow it. The audience wants to know what
the hot tunes are. It’s a way of staying in
step with things because everyone wants to
feel like they know what’s going on. Shows
like this keep people young, no matter how
old they are.”

Ron sees countdown shows as an indis-
pensable programming element. ““If a sta-
tion is trying to be the pop music leader in
the market, a national countdown show is
important. But a local countdown show is a
necessary element for a foreground CHR
station. Keeping on the leading edge of
music is part of CHR’s winning heritage.
Almost all the basics which the experts
thought weren’t important, such as what
number a person'’s favorite record was that
week, are suddenly important again. Why?
Because they never stopped being impor-
tant; we just stopped doing them. I'm thrill-
ed the audience is being allowed to get back
into music again. Hopefully, my local
countdown show is helping.”

*

across the street was being torn down to make way
for the new freeway. Blast a building and get the city
blasted! Good idea.

e Take Two? Q107/Washington recently aired a
television commercial that had everyone taking a se-
cond look. The spot, titled “Fun In The Morning,”
shows a virile young man waking up to morning team
Elliot & Woodside. He wakes up to the sounds of Van

- Halen, exercises to the Police, and showers with

Michael Jackson. But his wife convinces him to
return to the solace of the bed before heading for
work. Who said radio commercials had to be tame?

Motion

ZZ99/Kansas City welcomes Greg ‘‘Kid’’ Cassidy to
afternoons from WHYT/Detroit . . . Cyndi Habeeb upped
to News Director at WRCK/Utica, replacing Bryan Whit-
temore who exits to WGFM/Schenectady . . . MD Bobby
Cook takes on Assistant PD duties at KX104/Nashville . . .

B94/Pittsburgh welcomes Mike Eltiot from KRQ/Tucson
and Tony Garrett to overnights from KX104/Nashville . . .
At KTFM/San Antonio, Chris Cane exits for business in-
terests in the West and John Rio exits for middays at
Z100/New York, leaving night rocker Gary Knight in mid-
days and former Q105/Tampa personality Cat Summers
nights . . . Congratulations to Fred Sparrow and Joyce
Hunt on their June marriage ... Rocky Knight joins
WLRS/Louisville for nights/Production Director from
KX104/Nashville.

GOODIES FOR THE GIRL SCOUTS — WLS/Chicago air personalities Fred Winston and Tommy Edwards recently broad-
cast their show from a local department store to raise money for the financially-plagued Girl Scouts. $2600 was collected
by the Salvation Army from shoppers and listeners. Pictured here (I-r) are Salvation Army’s Bob Bonstell, Winston, depart-
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ment store VP Nell Ramon, Girl Scout Leader Diana Levine, and Edwards.




“IT ALL STARTS
WITH LISTENING™

Active Industry Research e P.O.BOX 1136 ® COLUMBIA, MARYLAND 21044 e 301-964-5544

DAVID GROSSMAN — KEARTH MICHAEL ST. JOHN — WWKX
Los Angeles, CA Gallatin, TN

“AIR continues to make it exciting for me to compete with other
programmers across the country, tuning into the hits before they
happen. AIR zera's in on the hottest new product available.”

“AIR as a marketing tool, is instrumental in getting programmers like
myself directed to the right product to fisten to. Since my time spent
listening is not as much as | would like it to be, | have to make full

use of the time budgeted. AIR's response records are always in that
budget.”

JOHN SHOMBY — KAFM BOB McNEILL — WRVQ
Dallas, TX Richmond, VA

“I'just don't have the time to listen to all the record company priori- “AIR has exposed a lot of new product to me that | would otherwise
ties. My listening priorities are the AIR records. What's interesting to never have been aware of. It can give you that one or two week
me are those records that | discovered through AIR, especially those jump that gives your station an advantage over competitors.”
records that | wouldn't have been aware of as quickly or adced as
soon. If the record industry really wants to know how radic feels
about product, AIR is the obvious answer.”

Visibility starts with @IR. Call Alan Smith at (301) 964-5544. Your most important
project deserves to be heard. 4R brings priorities into focus.

WEEK AlR Respo‘hse Records WEEK

_Listen to the selections listed below Decide if each has the potential to be Top 25 in the R&R
; National Airplay Chart. Then, call in your response to AIR at (301) 964-5544. All responses must-

be in the AIR offices by 6PM, Wednesday, June 20th, 1984.

Roa TUELE - e ARTIST LABEL
""2228  NOWIT'S MY TURN

) BERLIN m " GEFFEN
2227 PANAMA ~ VANHALEN = wB :
2228 FINE, FINE LINE . ANDY FRASER pry == p"lSLANDIATCO
2229 'DANCING WITH TEARS INMY EYES ULTRAVOX - CHRYSALIS
2230 SUCH A SHAME TALK ;ALK 3 EMI/AMERICA

T

©1983 Active Industry Research, Inc.
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RON RODRIGUES

How Has Deregulation
Affected Your Station?

It’s been three years since the Reagan administration suggested de-
regulating the radio industry. Broadcasters hailed the proposal, saying
it was time to get a cumbersome bureaucracy off their backs. Communi-
ty groups feared the elimination of public affairs and news program-
ming on most stations, as well as massive commercial exploitation of

the airwaves.

By my survey of small and large A/C sta-
tions around the country, not much seems
to have changed as a result of ‘“dereg.”
Most stations have eliminated community
ascertainment, and many don’t have to go
through the tedious process of counting
each nonentertainment minute to insure
that they’ve met their commitment. On the
other hand, most stations continue to take
news and PA programming seriously.
Here’s a capsule of how key A/C stations
around the country have handled deregula-
tion.

eff Beau ;
WBAL/Baltimore

“Since deregulation, many of the smaller
stations here have reduced their commit-
ments to news, so we've taken the inverse
and increased the number of people and air-
time devoted to news. As an example, our
morning drive starts an hour earlier, and
we've expanded many of our newscasts
from five to ten minutes. We added a noon
newsblock and more afternocon drive news-
casts. We’ve made no changes in our Public
Affairs block and are probably running
fewer PSA’s now, since we can be more
selective.”

Bob Scott

Johnny Burke

Johnny Burke, PD
WTRX/Flint

“We use public affairs as a major part of
our programming. I like running three or
four PSA’s per hour; it makes us sound
more community-oriented, and I want that
positioning. One of our on-air statements
says ‘1330 WTRX cares.” That may not be
original, but we like it and it accurately
reflects the attitudes around here. If
anything, we’ve increased the amount of
news and public affairs since dereg. We

AND REMEMBER TO BILLBOARD YOUR MUSIC — KLMS/Lincoin air personalities Judy Con-

verse and Gary Collins expanded their horizons by doing their morning show from one of the
station's double billboards. There, they awarded the grand prize in the station's 1984 "AM15
Wheels Of Fortune’ contest. The winner had a choice of four automobiles. So many entries
were received that they were placed in a concrete truck.

-
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YES, BUT CAN THEY PLAY FIRST BASE? — KFMB/San Diego sponsored a downtown pep
rally for the Padres baseball team, which included a Steve Garvey lookalike contest. Pictured
on the bottom row are Garvey (third from the left) and the lookalikes. Above them (I-r) are San
Diego Mayor Roger Hedgecock, air personality Joe Bauer and PD Mark Larson.

e

Donna Brake Scott O'Brien
don’t run any longform programming on
the weekends. It’s not that I don't want to,
we just don’t have the personnel power or
the money for it. I'd love to offer something
like a news focus show on the weekends.”

Bob Scott, PD
KRBE-AM & FM/Houston

“We have slightly less PA programming
and quite a bit more news programming
since dereg began. On the FM, we’ve added
three afternoon drive newscasts; in the
morning we’ve increased from one cast per
hour to two. We’ve also added six weekend
newscasts. We dropped one half-hour syn-
dicated public affairs program, but still
have a block on Sundays, although it’s all
locally produced now. We have a conser-
vative operating philosophy and conserva-
tive owners who are not interested in mak-
ing big changes despite deregulation. We
even still carry some religion.”

Donna Brake, PD
WSB-FM/Atlanta

“It hasn’t affected us at all; we’ve behav-
ed as if it never happened. What has hap-
pened, as a natural evolution of the station,
is that we’ve committed more time to news,
traffic, community involvement, and to
public affairs programming than before.
Our station used to be much more
streamlined, but we’re getting away from

Progress

that now; we’'re much more involved in the
community. We’ve doubled our news output
in morning drive, increased it substantially
in the afternoons, and doubled the number
of traffic reports. We're lucky to have the
resources of a newsroom that is shared be-
tween the AM and the FM. The ‘WSB’ call
letters mean a lot in this community, as
research has shown that our listeners relate
those calls to our co-owned AM and TV sta-
tions. When hearing a breaking news story,
they’ve come to expect WSB-FM to give
them the information. That’s one reason
why we increased our news output.”

Scott O’Brien, PD
KWAV/Monterey

“We actually have a higher news profile
than we did two years ago when dereg be-
gan, We determined through community
need that more news was in order, so we ad-
ded another newsperson to our staff and in-
creased the number of newscasts. On the
public affairs front, instead of blocking a
large amount of PA on Sunday morning
where it doesn’t do people much good, we
place it in more prominent dayparts, using
90-second vignettes. The actual number of
minutes is less, but this method definitely
serves the community better: the public af-
fairs bits are in prime time, they’re locally
produced, and they’re topical. We'll cover
anything that’s of local concern, such as
political and environmental issues. These
capsules run about once per daypart.”

Mike Watermann, PD
KSD (KS-94)/St. Louis

“We haven’t changed anything; our com-
mitments are exactly the way they were
when we went on in 1980. We continue our
newscasts in mornings and afternoons, and
we still have a public affairs and religious
block on Sundays, most of which is locally
produced. OQur commitment has always
been to the community, not just the FCC.
We feel we need to be providing these ser-
vices to our listeners, whether the govern-
ment tells us to or not.”

Ron Jordan is named AM drive personality at
WENS/Indianapolis from KSDO-FM/San Diego.
Jordan is a veteran of the Indy market. formerly of
WNDE . . . WRVR/Memphis promotes Bill Ban-
nister from evenings to middays . . . Bob McLain
joins the morning show at 99-FM (WSB-FM)/At-
lanta for sports updates . . . KMJJ/Las Vegas im-
ports the Kelly & Kiine show via syndication. The
duo will retain their shift at flagship KWSS/San
Jose Michael Dixon returns as talk host at
KOY/Phoenix from KCBS/San Francisco
V100/Charleston, WV PM driver Steve Bishop
moves to the morning spot, succeeding Rocky
Marlowe . . . WPRN/Butler, AL appoints Kevin
Harris to evenings and Doug Edwards to mid-
days Mike McHale takes over afternocns -t

WWW.americanradiohistorv.com

WIVY/Jacksonville from parttime there . . . Ron
Foster goes from mornings to afternoons at
WMJl/Cleveland . WEZS/IRichmond moves
Roger Price from overnights to evenings, while
Jlyse Gotleib takes over Roger's old slot .

New additions to the WLTW/New York lineup:
Valerie Smaldone is doing evenings, from
WVIP/Mt. Kisco. Batt Johnson moves into morn-
ings from within, and Steve Roy steps up from
weekends to PM drive Dave Barr joins
93KJF/Cadillac-Traverse City, MI in middays
while Bill Arthur Schuetze comes aboard for
evenings Celeste Friedman exits WTVN/
Columbus for middays at crosstown WBNS.
Cathy Mullins is now handling overnights at
VN former 'PAY/Portsmouth.



Intro
AP NewsPower 1200

Now you can break the AP news story you want 18 times faster.
AP has its fastest breaking news story ever. Our NewsPower 1200.

It delivers AP quality news and features at 1,200 words per
minute, 18 times faster than the standard AP Radio Wire.

Weather in a flash. Sports as soon as there’s ascore. Ay
NewsPower 1200 is so fast it can move sports scores gy AL
the moment they happen. Dow Jones averages the z v
minute the market closes. State and regional storles P
the second they break. W A
And weather information comes toyou .
directly from the National Weather Service! ¢
It delivers all the quality news
programming radio stations expect from
AP, on a system that’s been fully
researched designed and testedtomeet 4
AP’s exacting standards— and yours.  #

Total control,
even at this high speed.
NewsPower 1200 also givesyou
total control over [l
the categories of &

§ ' news you receive. W
4  And the volume
§ ¢ of stories coming into
¥ your newsroom.

of You can get everything
g% that’s currently on the AP Radio Wire,

(¥ or program the selections to your requirements.

c‘g‘

g'  The news you need, when you need it.

’ Every hour you'll get ready-to—alr summaries of
X v the top news stories, if that’s what you want, in plenty
; of time for top of the hour newscasts.

State and regional news moves well in advance
R of your busiest day parts. And AP’s highly salable
B features arrive in a fresh morning drive package.

-
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\t

gg‘; - Speed, selectivity and reliability —
vl a powerful combination.
' If you're ready to get the weather faster, gain
control over your news volume, and still keep the
¥ highest level of programming quality and salability—
you're ready for AP NewsPower 1200.

For more information call your local AP

Broadcast Executive or Glenn Serafin,
collect, at the Broadcast Services Division
of The Ass.ociated Press. 202-955-7214.
Associated Press
Broadcast Services.
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TEVE FEINSTEIN

WNEW-FM’s WEEK OF LIVE BROADCASTS

All The Way From London

PD Charlie Kendall calls it “my most rewarding week in radio.”
Producer Denny Somach says it “was the most exciting thing I've ever
experienced.’”’ Operations Manager Scott Muni refers to it as a “‘labor of
love . . . but definitely labor. It was no holiday.” These radio vets are not
exactly a threesome of callow youths given to wide-eyed overstatement.

What is this “it”” they’re referring to in such dramatic terms?

It was a week of broadcasting Scott
Muni’s afternoon drive shift on WNEW-
FM/New York live from London. It fea-
tured interviews with a stellar array of
superstar musicians, and a satellite hookup
that enabled 'NEW-FM listeners back
home to speak directly with the artists. It
was among the most impressive program-
ming promotions in AOR history.

Closet Conversation

One thing it wasn’t was Scott Muni having
a lark in London for a week. Conditions dur-
ing the interviews were less than ideal, and
Scott appreciates the artists’ patience and
sacrifice. “We were alone in a studio the
size of a closet for three hours straight.
They’'re used to performing on stage and re-
ceiving instant reaction. If I were any of the
people I interviewed, I would’ve walked
out,” he claims.

The artists did take a walk, but only so far
as the hallways at Capital Radio while rec-
ords were being played. Scott and guests
still sounded relaxed and at ease through-
out the shows despite the uncomfortable
studio, the only one available because the
Libyan embassy siege was going on, and
studio time at Capital was at a premium.

For The Love Of Muni

Denny Somach modestly declines taking
all the kudos for lining up the all-star list of
musicians. ‘““‘Scott’s name is magic. All I
had to do was mention it and everyone
made time in their schedules,” he attests.
“It’s a tribute to Scott having been around
since the very beginning. He was the one
who brought these artists over here, like the
WNEW-FM benefit Christmas concert in
1973 that was Genesis’s American debut.

“He’s part of these artists’ histories; he
played their music first and had them on his
show over the years. These people remem-
ber that.”

In fact, though the broadcasts were pro-
moted as a celebration of rock 'n’ roll’s 30th
anniversary, Kendall considers the week
“more a tribute to Scott and his relation-
ships with the musicians. The artists’
response to Scott during the interviews was
maghnificent. I've heard Pete Townshend in
interviews where he’s been terse, and Steve
Winwood can be shy and reserved. But they
open up with Scott, because they’ve known
him all these years. You can sense the rap-
port and hear that they’re friends.”

Transcontinental Coordination

Somach and Kendall had carefully for-
matted the shows in advance, choosing
music to fit each day’s guest. There was an
open phone line between New York and
London during all 15 broadcast hours, with
Kendall and Production Director Tom
Couch in control at 'NEW-FM and Somach
supplying Scott with cues and direction in
he London studio. Denny credits Scott’s

rofessionalism. Capital Radio staffers. the
NEW-FM crew nack in New York. and his
5 tic 1T !N Lol 1 -

siewicz, for nary a missed cue the entire
week.

Amazingly, there were no serious
technical problems during the overseas
broadcasts. The superb quality of the sate]-
lite feed even had some listeners a bit skep-
tical about the true point of origin. ‘“People
listening back home said, ‘He’s not in Lon-
don, he’s here in New York,” ” chuckles
Scott. Kendall speaks of clients ‘‘who
wanted to come down to the station because
they were sure that Pete Townshend was in
our studio.”

Pure Programming

This was not a scheme to make a quick
buck — the only sponsor mention was for a
travel service that took care of airfare and
accommodations. As Kendall explains it,
“This was a program event, a ratings
builder. WNEW-FM has always had a mar-
velous reputation and great contacts, and
this was just a matter of maximizing them
to build ratings. Our money will come when
those ratings show up.”

Besides furnishing the original idea for
the week of broadcasts, VP/GM Mike
Kakoyiannis was ‘‘helpful and supportive”’
to Kendall. ““He listened to me and went

SR
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Muni's munificent musicians were:

Monday: Alan Parsons

& Eric Woolfson

Tuesday: Steve Winwood
Wednesday: Pete Townshend
Thursday: Roger Daltrey
Billy Squier

Friday: Phil Collins

Dave Edmunds

\

2-5p.m,
pril 27

Highlights of the Scott Muni talks included:

e Pete Townshend’s plans for a benefit
concert for an anti-apartheid organization, to
be held at New York’s Lincoln Center in
September . . .

e An unexpected, spontaneous phone
call from Townshend's youngest brother
Paul, who heard the broadcast and called Pete
via 'NEW-FM from a Long Island recording
studio . . .

e Steve Winwood's plans for his first
American solo tour this fall . . .

* Varying views on successive days of
the Who's breakup from the two men closest
' to it. Townshend claims he had to call it quits
in order to forge his own identity. He also
feels the "82 tour shouldn’t have been billed

as the final one, but as long as it was, then
the Who should be over. Roger Daltrey
claims that the breakup was entirely
Townshend's doing, which shouldn't have
been allowed to happen — the Who should
go on forever

¢ Alan Parsons's plans to do his first pro-
duction work outside the Alan Parsons Pro-
ject in some time. A new band calied Keats

Out Of The
Mouths Of Stars

comprises ex-Zombies singer Colin
Blunstone, ex-Them and Camel keyboardist
Peter Bardens, and three former members of
Pliot . . .

¢ Townshend revealing that he was dead
drunk for the Concert For Kampuchea
benefit. The story goes that Paul McCartney
had told him to get to the hall by 9:00. Arriv-
ing 9:00 that morning, Townshend found the
hall empty; McCartney had meant 9:00pm.
Townshend and Who drummer Kenny Jones
then proceeded to hit every pub in the area

e Phil Collins saying he's turned down of-
fers to produce Def Leppard and Liza Min-
nelli. He's producing an album by Earth,
Wind & Fire singer Philip Bailey now, will
then do another solo LP and tour, with the
next Genesis album scheduled to be record-
ed in March ‘85

* News that Dave Edmunds'’s forthcoming
album is finished and will be released in July,
and includes a cover of a Four Tops song.
Paul McCartney has submitted a song for the
Everly Brothers’ reunion album that Ed-
munds is producing.

wwWw americanradiohistorv com

Enc Woolfson, Denny Somach and Scott Muni
crossing Abbey Road.

with Denny and me on everything we need-
ed to pull this off. The week of the shows he
was walking around like a kid in a candy
store, just smiling ’cause he was so happy
with the way everything went down.”

Muni Talks And
Everybody Listens

“This has gotten the greatest reaction of
anything we’ve ever done in the 17 years
I’ve been here,” Scott testifies. ‘“People say
they told their bosses they refused to work
while the shows were on.”

Kendall tells of stepping out for business
during one of the broadcasts and hearing it
on many a sidewalk vendor’s radio. It was
something of a hit in England, too, even
though the shows were not broadcast any-
where in the country. Apparently some
New York area listeners must have con-
tacted their friends in London, because
Somach reports there were kids lined up
outside the studio waiting to meet their fave
raves.

The next time Scott and '"NEW-FM ven-
ture to London, though, it won’t be quite the
same. The interviews will be taped rather
than broadcast live. and in more spacious
digs than the cramped Capital Radio studio.
“I’ll never do it again under those circum-
stances - it’s not fair to the artists. All of
them were so gracious.”” Muni adds. Plans
for a visit later this month include chats
vith Elton Jobn Pzul MeCartney d



‘“1984°s Unparalielled
Musical Adventure”

Opening June 18
At AOR Stations Eve

Starring: Paul Samwell-Smith, Jim McCarty s
Chris Dreja, John Fiddler

Supporting Cast:  Jeff Beck, Max Middleton SESsss:
Rory Gallagher, Mark Feltham, Peter-JohfiVet
Ray Majors, Dzal, Guy Barker, Geraint Watkins

Produced by Paul Samwell-Smith
Releéased by _Epic
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Even Winston Churchill would've ap-
preciated the "Blood, Sweat, and Tears" that
went into putting this extravaganza together.
Here’s how it happened:

¢ Mid-March: WNEW-FM VP/GM Mike
Kakoyiannis has the idea for Scott Muni to
do a week of shows live from London. PD
Charlie Kendall decides that the broad-
casts’ hook will be the 30th anniversary of
rock 'n’ roll, linking it to the April 29, 1954
release of Bill Haley & The Comets’ "Rock
Around The Clock.” Denny Somach is hired
to help line up interviews and produce the
event, scheduled for April 23-27. Westwood
One will provide satellite time in exchange for
syndication rights.

o Late March: Island Records had pro-
mised Scott that he would be the first person
Steve Winwood wouid visit on his next trip to
the States. Denny calls Island to tell them
that, instead, Scott will be coming to England
to see Winwood. The interview is set for
Tuesday, April 24.

e April 2: Denny sends letters to the other
artists’ British offices and contacts their
American management and record compan-
ies, explaining that Scott will be in London for
a week and would like to do interviews.

e April 9: Denny calls artists' British of-
fices and is told by all that the artists are
unavailable, out of the country, etc., but that
he'll be contacted in a few days.

Denny Somach, Scott Muni, Eric Woolfson,
and Alan Parsons

e April 12-13: Confirmations arrive by
telex from the rest of the artists contacted:

— Alan Parsons and Eric Woolfson are
set for Monday, with Woolfson flying in from
Los Angeles just for the show.

— Pete Townshend will do Wednesday.

— Roger Daltrey will be Thursday's guest.

Scott's weekly “Things From England” im-
port show will originate from England on Fri-
day.

o Aprii 16: Denny remembers that British
Daylight Savings Time starts in mid-April, two
weeks earlier than in the U.S. All the inter-
views must be rescheduled to start an hour
later than planned. The broadcasts will now
go from 8-11pm in England so that they air
during Scott’s regular 2-5pm slot.

o Thursday, April 19: Denny and Scott
arrive in England.

o Friday, April 20: Scott is a guest on
Brian Hayes’'s top-rated ‘‘chat show” (talk
show) in England. Unaware of the difference
between WNEW-FM and WNEW (AM), a
listener who was fast in the U.S. during Worid

Scott, Denny, and Pete Townshend

War |l asks if William B. Williams and Martin
Block are still at 'NEW. (Williams actually is
still on the AM, while the late Block, whose
“Make Believe Baliroom” program reigned
supreme in the "40s, is considered by many
to be history’s first disc jockey.)

e Sunday, April 22: Denny and Scott
have a three-hour “briefing session” while
driving to Stonehenge. They review each ar-
tist’s history and discography, as well as
when Scott first played their music and first
met them.

* Monday, April 23: Dave Edmunds's
American manager, New York area concert
promoter John Scher, hears Parsons &
Woolfson on 'NEW-FM and arranges a day-
time interview with Edmunds.

Flight Log For Britrock Broadcast |

e Thursday, April 26: A discussion with
lan Anderson is taped during the day. A
recorded interview with Billy Squier is aired
during the last hour of that night’s broadcast
with Roger Daltrey.

» Friday, April 27: The Collins and Ed-
munds taped interviews are aired, along with
excerpts from the past four days. Scott of-
fers his impressions of the English music
scene, and describes the visit to Abbey
Road studios. The show ends with the
Beatles’ “The End.”

Scott and Steve Winwood

o Tuesday, April 24: A brief interview
with Howard Jones is recorded in the morn-
ing and aired that evening.

Denny and Muni tour Abbey Road studios
in the afternoon and are treated by Eric
Woolfson to a 90-minute private presentation
of unreleased Beatles’ tracks and videos, in-
cluding a version of “While My Guitar Gently
Weeps" with George Harrison on acoustic
guitar. (Denny sez, “Attention Capitol/EMI
Records: Release this immediately! You're
depriving the world of one of Harrison’s
greatest recordings!”)

o Wednesday, April 25: The setting up of
an interview with Phil Collins illustrates
Scott's draw with musicians. Denny recalls,
“QOriginally, Collins’s office told me there was
no way he could find time to do it. | called
Atlantic Records VP/Artist Relations Perry
Cooper back in New York and told him | was
sure that if Phil knew Scott were in town,
he'd want to talk to him. Sure enough, when
Phit found out, he cancelled a daytime mixing
session for the new Eric Clapton album he's
producing to do a taped interview with Scott,
and wound up staying way past the time he
was scheduled to.”

After taping the Collins interview in the
morning, Scott records a conversation with
Dave Edmunds that afternoon.

) o bl

Scott and Roger Daltrey

Denny, Scott, and Phil Collins

All The Way From London

Continued from Page 54

others for a proposed syndicated weekly
show from DIR Broadcasting.

An Event That Did Radio Proud

This was more than just a great promo-
tion that one radio station pulled off. In a
certain light, it can also be seen as a
triumph for AOR, and a celebration of one
of the format’s greatest strengths — its
sense of musical history and tradition,
which no station can lay more of a claim to
than *"NEW-FM. The artists’ gratitude to
Scott Muni and the station is a valuable
reminder that AOR is where many super-
stars receive their first exposure, well
before they surface on other mass appeal
formats.

Even more important, it was a stunning
victory for radio in toto. Promotions of this
magnitude are sometimes viewed these
days as being the province of only MTV.
Charlie Kendall observes, ‘“Artists are not
turning out for radio like they used to.

They’re doing it for MTV and tnai's about
it.”” Yet 'NEW-FM pulled it off by itself, with-
out a single video camera in sight.

Of course, there’s only one Scott Muni; no
one else in all of radio can rival his close
association with rock ’'n’ roll over four de-
cades. Scott replaced Alan Freed in Ohio
when Freed left for New York in the '50s,
and he was at WABC/New York in its days
of glory as a powerhouse Top 40 in the ’60s.

Yet, it still took savvy on 'NEW-FM’s
part to wisely capitalize on his relationships
with major artists. Though probably no
other radio station in any format could pull
off an event of quite this scale, at the very
least there’s an inspirational message for
all radio stations here: THINK BIG.

(Thanks to Atlantic’s Danny Buch for his
assistance.)

SEGUES

CHOM-FM/Montreal’s new address
is 130 Greene #300, Montreal,
Quebec H3Z 2B5. The phone number
remains the same.

WXLP/Davenport

has two new

voices: Gary James on overnights
from WGEN/Geneseo, IL, as Bo J.
Spates moves to late nights at WSKS/
Cincinnati, and Mary Jean on late

o

nights from crosstown KRVR . . . Tony
Bone (Guy Perry) from KIFM and KGB
in San Diego joins KLPX/Tucson for
all-nights Jim Seagull soars to
KTYD/Santa Barbara nights . . .

Alan Levin segues from Account Ex-
ecutive to Promotions Director at
WCMF/Rochester as Orest Hrywnak
exits the post.

THE PROS OF HITCH HIKING — It was thumbs up for these industry pros after a Griffith Park
Planetarium laser show for Roger Waters' “The Pros & Cons Of Hitch Hiking.”” The all-pro lineup (I-r)
is independent promoter Kenny Ryback, KMET/Los Angeles midday man Billy Juggs, Columbia L.A.
rep Bob Garland, KMET morning personality Cynthia Fox, and Columbia National Album Promotion
Director Jim McKeon.
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LON HELTON

Read This — Or Your
Record Service Will Be Cut Off

While this borrowed line from a National Lampoon magazine cover
may overstate the case, the point is one of getting attention. Presented
this week is a veritable potpourri of past weeks’ radio station activities
— ideas designed to attract attention, as well as entertain and involve
the audience.

Livin’ High
In OK City

As Oklahoma City prepared for a clean-
up campaign, the KXXY morning team of
Dave Murray and Dan Stroud decided to
spend ten days inside a billboard to empha-
size the importance of the movement.
Noticed in the highest places, the team re-
ceived a ‘“‘day” in their honor from the
Governor, as well as tons of press.
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Horsin’ Around

had to circle the half-mile oval track twice;
Vic and his trusty Adidas needed to go
'round once. Visitors to the race track were
encouraged to put two bucks on the nose of
their favorite, with the winner of the draw-
ing among correct entries receiving $93.
The rest of the proceeds were donated to the
new Ronald McDonald House in London.

The outcome? Send two dollars to . . .
Naw, I'll tell you. Vic crossed the finish line
in two minutes, 37 seconds, while “‘Victory
Prim,” with Michael Dee up clocked at two
minutes, 46 seconds. Can you imagine any-
one ever betting on this nag again? Victory
Prim is now appearing on your local gro-
cer’s shelves in bottles marked ‘“Elmer’s
Glue.”

Have you ever won-
dered if a man could
outrun a horse over
any distance? Neith-
er have I, but the
folks at BX-93/
London, Ontario did.
They set up a “Night
At The Races,” dur-
ing which the feature
race — dubbed ‘“Man
Against Beast” — pit- ®
ted afternoon person-
ality Vic Folliott
against a trotter with ¥ =& FLLE
morning personality Vic Folliott
Michael Dee aboard the sulky. The ‘‘beast’

THE OFFICIAL 990/WNYR
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WNYR/Rochester Promotion/PR Director
Patti Dobrovitz told me the station printed
5000 of these little items to hand out at
remotes, promotion sites, and various other
commercial activities. Whenever Tim or the
staff is involved in charitable activites, a buck
is charged, with proceeds going to the event
sponsor at hand. The characters depicted
are ones created by Tim for use on his morn-
ing radio show; they’re also actual “people”

(portrayed by Tim) who take part in his after-
noon kids' TV show on sister station WUHF-
TV. This promotion is not only a nice way to
tie in with Tim’s TV visibility, but it also goes a
long way to demonstrate in a visual way the
talent and versatility of your morning man —
something especially significant in a market
with a number of talented AM drivers. Now, if
they could only do something about those

legs.

Walter Klondike Granmy
— 930/WNVR
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Here's a little something for listeners to do with their hands while listen-
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Huh?

This ad for WGEE/Green Bay appeared
in local papers just prior to Secretaries
Week. The ad, announcing a contest the sta-
tion was running during the week, attracted
attention not only from secretaries — pro-
bably the only ones who could read the ad —
but from a tremendous number of other
people who called the station to find out
what was going on. Word-of-mouth interest
was also generated by people calling
shorthand-literate friends to translate the
message. Not bad for an ad where the only
intelligible thing (for most of us) was
“WGEE.” Now, if only someone around
here could read this stuff, I'd tell you what
it says . . .

Doubling
Your

Pleasure

This promotion might be a little tougher
for most of you to pull off. Actually, even
though it’s not exactly a station-oriented
promotion, I thought this much effort and
creativity (regarding the announcement)
should not go unnoticed. Best of luck with
those lower demos, Steve and Susie!
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Nashville

This Week \S'f

Nashville’s Fan Fair Fanfare

“Willie was not . . . is not . . . and will not be signing autographs at
the CBS booth.” Thousands of disappointed fans heard this announcement
over the CMA loudspeaker just minutes after they had been informed
Willie Nelson was indeed personally signing autographs in the CBS Fan
Fair booth. However, disappointment didn’t linger. The enthusiasm of the
fans ran on a high plane even as they sat for hours in the sun to watch their
favorite stars on the record label showcases and rubbed sweaty elbows
with each other as they browsed through the exhibit halls and collected
autographs from the stars. .

They say a picture is worth a thousand
words, so here’s my thesis on this year’s
FanFair . . .

GOOD OL’ FANS — Columbia's good ol' boys
Moe Brandy (upper left} and Joe Stampley (lower
left) are beseiged at the CBS Recorcs booth by fans

FAMILY AFFAIR AT FAN FAIR —The Osmond

Brothers take a moment to pose for the fans who
stopped by the Warner Bros. Records booth.
Left to right are Wayne, Merrill, Jay, and Alan.

clammering for “Where's The Dress” promo-
tional posters and photos, autographed by ‘“Boy
Moe" and “Boy Joe.”

TOP AWARD WINNERS — Loretta Lynn and the Statler Brothers, the two most-awarded acts in the
history of the “Music City News " awards, met backstage at the 18th annual award presentations. The
Statlers, from left, Phil Balsley, Don Reid, Harold Reid, and Jimmy Fortune, won a record four awards
in one evening, bringing their total number of the fan-voted awards to 22, while Ms. Lynn has 24.

MEDLEY OF FANS — Bill Medley is swamped
for autographs at the RCA booth where many
fans were trying to find out if he still does.

IT’S FOR MY SISTER IN DUBUQUE — Signing
autographs by the hundreds was the order of the
week for the many artists in town and Gene Wat-
son, shown at the MCA Records booth, was no
exception.

W ¥ /50

Country Music’s Top Ten
Proudly Welcomes
WKKN /Rockford, IL &
WDSD-FM /Wilmington, DE

131 Ocean Park Blvd., Santa Monica, CA 90405 (213) 392-8743

wwWwW_americanradiohistorvy com

WHICH WAY TO THE POOL — Having some
fun prior to the PolyGram records show are (I-r)
artists Butch Baker, Tari Hensley, Len Wade,
Kenny Maines of the Maines Bros. Band, Kathy
Mattea, Cary Banks, and Donnie Maines, both
also of the Maines Bros. Band.

Some Fan Fair Quotes For Fun .

Gary Morris: ‘At this year’s Fan Fair I
kissed more hands and shook more babies
than all of the current presidential candi-
dates combined.”

Stan Byrd: ‘I don’t remember . . . we
weren't there ... and certainly not with
her.”

Hoyt Axton (his philosophy on life bor-
rowed from the daily local newspaper):
“Women rule the world. A cowboy hat will
blow off in a strong wind, and things change.”

Ed Keeley: “I saw a marvelous act at
Fan Fair. The Garment sisters . . . Poly
and Ester . . .”

P.S. If your famous quote for the week
didn’t appear it’s because I missed it . . .
youdidn't say it . . . orit’s been censored.

Just thought you’d like to know!

IN CONCERT — Shown performing for the fans
at their respective label shows are Vern Gosdin
and Ronnie Milsap.

CBSin’ — Shown after the CBS Records show
are MC Chet Atkins, Tammy Wynette, CBS/
Nashville Sr. VP/GM Rick Blackburn, and Ronny
Robbins.

SIGN 'ER UP!! — One of the big events during
Fan Fair was the third annual Country Games.
Preparing for a mighty swing during the softball
tournament — and now available for pinch-hitting
assignments — is RCA’s Wynonna Judd.

companies and 10 others.
Show.

underwritten by Lloyd’s..

BROADCASTERS

Join CMA and Receive the Following:
1) Nominate and vote for broadcast personality of the year.
2) Monthly magazine CLOSE-UP with special articles, inter-
views, trivia, calendar of events.
3) Detailed and up-to-date lists of artists, managers, record

4) Vote for and request tickets to the annual CMA Awards

5) Special major medical and disability insurance programs

.And more.
CMA Membership
P.0. Box 22299-R

Nashville, TN 37202

COuNTRY MUSIC
ASSOCIATION
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Blach/ Urban

The State Of Black/Urban Radio

ealizing that the ‘“Juneteenth” celebration (June 19) begins
next week in most Southern communities with any appreciable
black population, I thought now would be an excellent time for a
real down-to-earth conversation about the true state of Black/Urban

radio and those blacks within it.
The Way It Really Is

Since January 1, 1863 the law of the land
has said that blacks are free people. But to
be free, one first has to be in control of one’s
own destiny, and we’re not! Some of the
problems we’re facing today continue to be
the same problems we’ve faced in the past
as a minority race (e.g., environmental
stress, black-on-black crime, unemploy-
ment, substandard education, lack of unity,
no investment capital, poor health, stereo-
typing ourselves, etc.). How does this apply
to broadcasting? Start by being truthful
with yourself, and if you are, you know as I
do that it’s all part of being black — like it
or not. The important thing about iden-
tifying this deplorable situation is that coor-
dination and togetherness can bring about
positive change.

Get Qualified

In some circles black broadcasters have
made the profound statement that blacks
are a force to be reckoned with when in-
formed, trained, and organized. What
should this mean to you? If you’re not quali-
fied for the position you want or hope to
have someday, get qualified! Take those
positive steps toward helping yourself and
quit blaming others for your lack of ac-
complishment.

Yes, I've heard it before: “White folks
won’t let us move up because they're
racists.” But that’s not quite true. Some
whites are racists and determined to ex-
clude blacks from society, but not all of
them are that way. However, as blacks, we
all know that racism is something we must
live with our entire lives — that’s true reali-
ty for us, no matter what profession we
choose. I mention this fact of life early in
this column because we’ve all had to hear it
over and over again from our friends, fami-
lies. and ourselves.

Empty Victories

Black radio, in my opinion, is going
through “Delayed Combat Stress Syn-
drome.” Our format has fought its way
from the bottom (or maybe I should say out
of the BBQ joints) into the corporate offices
of Arbitron, but what good has it done? Like
American veterans returning after hard-
fought battles in Vietnam, in some circles
the rating increases achieved by black sta-
tions mean nothing. Here’s why:

Whether you call your format ‘‘Black” or
“Urban Contemporary,” your station is at a
financial disadvantage right from the start.
If your station is tagged as a “‘Black” radio
station, you stand to lose thousands of dol-
lars in advertising revenue. Now, if you
refer to your station’s format as Urban
Contemporary (possibly in order to avoid
the negative perceptions a Black image
may present), you’re supposedly ‘‘position-
ed”’ to make more ad dollars because now
you’re no longer considered a “Black” sta-
tion. But you're also not a ‘‘general
market” station, either! Therefore, your
audience isn’t worth as much as other sta-
tions with general market format labels,
such as A/C, CHR, AOR, etc. This is reality,
my friends, not a figment of my imagina-
tion.

As additional proof of the problems within
our format, look at these three recent situa-
tions: 1) KRLY/Houston changed to A/C
KLTR last month. 2) WLVW/Monks Cor-
ner, SC went dark (no new format has
been announced to date); and 3) WAIL/-

New Orleans, which also changed to A/C
two weeks ago. While there were extenuat-
ing circumstances in these decisions, more
importantly, there are now more black men
and women who were making a living in
Black/Urban radio that now are unem-
ployed.

IS IT OR ISN’T IT MICHAEL? — Michael Jackson lookalike Sidney Chapman thrills a crowd of
5000+ which gathered recently at Boston City Hall. WILD put the event together in hopes of
getting the Jacksons to include Boston on their forthcoming concert tour.

FORCE MD’s VISIT WRKS/NEW YORK — Pictured (I-r) are WRKS PD Sonny Tay/or Tommy
Boy Records National Promotions Director Bert Coleman, Force MD’s Jesse D., WRKS MD
Tony Q., Force MD’s Trisco, Doctor Rock, and Stevie D.; group manager Bob Lundy; band
members Mercury and T.C.D.

KRLY and WAIL had good ratings. They
were among the top ten stations in their
markets, yet as Black outlets had problems
selling their numbers. Now KLTR has re-
ported promising revenue results as an A/C
station, even without the strong ratings it
held as an Urban Contemporary. Isn’t there
just something terribly wrong with that?

Presently, we in Black radio have sys-
tematically been locked into our own space
with no place to go! You might go up; how-
ever, you will go out when your usefulness
is no longer needed. I've lived it, as some of
you are now living it. The hoping, wishing,
praying, and crying about the uncertainty
of it all . . . it’s hard on anyone.

Making It Happen

How can we stop this situation? Perhaps
through perseverance and togetherness
with other blacks, whites, Latinos, and
Asians. Jesse Jackson’s ‘“Rainbow Coali-
tion” can also be a workable entity for us,
but we must organize and make things hap-
pen, not just talk about them happening. My
high school football coach once gave me
some good advice that can be applied to life
in general: ‘“Make something happen;
don’t wait for someone else to do it.”’ I real-
ly believe in that philosophy . . . I guess I
love it because it’s the same philosophy that
Dr. Martin Luther King had.

In my opinion, we must shape up our act.
As blacks, you know as I do, that in most
cases the majority of us within this industry
need additional training so that we can
compete with anyone — not just other
blacks. If you’re going to be a professional
broadcaster, then be one — no excuses. Just
bear down and do the things you know are
necessary to get you where you want to go.
It’s possible, believe me!

Crabs In The Barrel
Finally, let’s look at an issue which we’ve
had to deal with all our lives: blacks who
destroy other blacks — true black-on-black
white-collar professional crime. Dr. King
described it as the crab-in-the-barrel syn-

drome, a situation where just as one crab
starts to climb out of the barrel, the other
crabs pull it back in. Applied to us, it means
when one black person seems to be getting
ahead professionally and financially that
other blacks less fortunate by choice (i.e.,
unqualified, lazy, or both) put petty jea-
lousy, greed, and envy ahead of compassion
by attempting to impede or destroy that
person’s progress. We know this problem
exists, yet continue to perpetrate it on our-
selves. We must stop this shabby treatment
— not only among black broadcasters, but
also among whites and others who've
chosen to make their living in Black/Urban
radio.

A Message To Our Owners

For those owners of Black/Urban-for-
matted stations — whether you’re black or
white — most of our staffers need bigger
paychecks for their services. We are at the
bottom of the pay scale. I know, Mr./Ms.
Owner — if you don’t make it, how are you
going to pay it? Low talent salaries only in-
sure low-quality talent, which perpetuates
low ratings. Make a real investment in your
people, and that includes the management
team.

Striving To Be The Best

I cannot stress enough the seriousness of
the dilemmas black broadcasters face.
Currently, we don’t even see the token
black (as I've been unjustly referred to in
the past) working at major general market
stations, as we were in the late '60s and ear-
ly '70s. We must change that, so if we
choose to work in formats other than
Black/Urban, we can because we’re
qualified. But to reach this goal, all blacks
must strive to be the very best. If we can ac-
complish that, there’s hope for our youth
who aspire for positions equivalent to or
better than those we now hold.

Black/Urban radio is healthy, but it
needs a good shot of positive upward mobili-
ty that only the people who are its life’s
blood can supply.

&3

thews, Sabrina Cabe, and Karen Brown.

STILL HOPING FOR THE JACKSONS VICTORY TOUR — These are some of the youngsters
who gathered to sign the WOL/Washington, DC petition requesting a concert date from the pro-
moters of the Jacksons Victory Tour '84. Pictured (I-r) are WOL listeners Rhonda Marie Alston,
Marisa Green, Michelle Nicholas, Kimberly Boxley, Africa C. Gatlin, Shelly Green, Serek Mat-
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' BRAD MESSER

Sexism Survives Among Newspeople

he old double standard for men and

I women in broadcasting seems to be sur-
viving nicely, thank you. It is said that the
prehistoric cockroach may eventually survive
the Earth longer than the human race: sexism
shows signs of at least outlasting all of us and
probably our sons and daughters, too.

When that TV station got in hot water a few
months ago for allegedly insisting on changing
the hair style and makeup treatment of its
female anchor, while leaving the male anchor
alone, many of us rolled our eyes and self-
righteously condemned the sexism and
discrimination of it all.

It is easy to point a finger of accusation at some-
one else, but I guess it must be nearly physically
impossible to twist the hand and aim the finger of
guilt at one’s self. Let me try.

Recently I dropped in on an annual conven-

CALENDAR

the ten-percent figure held up, it would still be
miserable short of the overall percentage of
women in the adult American population. No,
I'm addressing a much less important but
nevertheless significant little point. One that
tells us something about ourselves. Something
we maybe don’t want to know.

During the course of a two-hour panel discus-
sion that included plenty of questions from the
floor, without exception, men were referred to
as “newsmen’’ and women were also called
newsmen. That seems a strange little way to
practice equality.

I do not mean ta single out that one batch of
RTNDA members as deserving any special
criticism. They're just the handiest example of
our industry’s willingness to pontificate about
equality while being shamelessly reluctant to in-
corporate it into our daily routine. We don’t

tion of news directors. The banquet room was seem to be practicing what we are so eager to
full, and a cursory glance around the hall preach to others reg_arding increased con-
revealed that the old all-male days have passed, sciousness of women’s issues. .

because perhaps ten percent of those attending Admittedly the term “newsman ’!ms the
were women. I'll pass very lightly over the right sound to it. and “newsperson’ seems
possibility that some of those women may have awkward and forced. Could that be because we
skewed the percentage toward the high side by newspeople haven't put much effort (i trying
having been wives rather than bona fide NDs, to incorporate the nonsexist term into our
and will completely ignore the fact that even if everyday vocabulary?

Longest Days of '84 Begin

MONDAY, JUNE 18 — The year's eight longest days and shortest nights begin in the Northern Hemisphere,
and endless daylight occurs in the Arctic Circle, the Land of the Midnight Sun.
The War of 1812 began on this date. During the following two years, America unsuccessfully tried to grab Canada, and
England attacked New Orleans without success. The war was a draw.
Rome burned and Nero “fretted” (not “‘fiddled”} in AD64. Atlantic City, NJ steel pier opened 1898. Egypt became a
republic 1953. Sally Ride first woman in space 1983.
Paul McCartney 42. Lou Brock 45. E.G. Marshall 74.

Atlanta Outlaws Pinball

TUESDAY, JUNE 19 — Forty-five years ago today, the city of Atlanta outlawed an amusement device which
threatened to ruin young people, the pinball machine (1939).

First baseball game between organized teams in Hoboken, NJ 1846. Republican Party ended first national convention
(with eventual loser John Fremont its presidential candidate) in 1856. First Father's Day observed Spokane, WA 1910.
Rosenbergs executed as spies 1953. First topless bar opened San Francisco 1964. Civil Rights Act passed 1964.

Ann Wilson of Heart 34. US Senator Alan Cranston 70.

Lizzie Borden Took An Axe

WEDNESDAY, JUNE 20 — The first American court case to become what we now call a “media event” was
the trial of Lizzie Borden. an unmarried 32-year-old woman accused of the 1892 double-murder of her father and step-
mother inside the home they shared in Fall River. Massachusetts. The jury believed that no woman could have been capable
of such a gruesome axe-bludgeoning attack, and on this date in 1893 returned a “‘not guilty” verdict. whereupon Lizzie and
her sister began living off their $175,000 inheritance.

Great Seal of the United States adopted 1782. Bureau of Indian Affairs is 150, established 1834. West Virginia 25th state
1863. US bought Alaska Territory from Russia 1867. TV variety program “Ed Sullivan Show™ began 1948. Alaska
Pipeline oil flow began 1977. Playgirl magazine first issue 1973.

Anne Murray 39. Chet Atkins 60.

150th Anniversary McCormick Grain Reaper

THURSDAY, JUNE 21 — Cyrus McCormick patented his mechanical grain reaper in 1834, about the time
America’s farmers began utilizing our first national railroad system, the threshing maching, and John Deere’s steel plow.
The McCormick Reaper Works of Chicago, adjacent to the nation’s grain-growing area, was the largest American factory of
its time, and a forerunner of International Harvester company.

United States Constitution became effective 1788. Frank Woolworth opened first Five Cent Store 1879. Columbia
Records introduced 33rpm LP phonograph record 1948.
First day of summer. Jane Russell 62.

Starving Arctic Explorers Ate “Shoes”

FRIDAY, JUNE, 22 — The 100th anniversary of the rescue of the A.W. Greeley Arctic Expedition (1884).
Twenty-six explorers sailed to the Arctic in 1881, then were stranded without food when supply ships failed to reach them in
1882 and 1883. They ate their leather shoes and sealskin shoelaces. There were reports of cannibalism. Sixteen men starved,
one drowned, and one was executed on Greeley's orders for stealing food. On this date in 1884 a rescue ship found Greeley
and six other survivors and reported they were ‘“'living skeletons so weak they could not speak.”

Lindsey Wagner 35. Pete Maravich 36. Ray Davies 40. Kris Kristofferson 48. Ralph Waite 55. Bill Blass 62.
Tomorrow (6-23) June Carter Cash 55, choreographer Bob Fosse 57. Sunday (6-24) Jeff Beck 40, Billy Casper 53.

The New Music¢ Seminar

is HAPPENING

August 6, 7 8,1984 at
The New York Hilton.

Monday, August 6
10:30 KEYNOTE SPEECH

1:00 The President’s Panel
New Visual Directions in Music
DJ’s and Remixers
Computers and Data Processing

Press

Retail and Distribution

Music Law

Black Music Marketing & Promotion

Special Independent Talent and Booking Workshop—
Ruth Polsky (Danceteria, Blind Dates) Moderator
Break Dance Exhibition

SHOWCASES TO BE ANNOUNCED

Tuesday, August 7

10:30 Independent Labeis—Fighting for a larger Share
Talent and Booking.
Publicity
Video Distribution—New Ways 1o see-Music
Artist Management
Rhythm Radio—The Progressive Alternative
Album and Pop Radio Promotion and Marketing

International Marketing—Breaking Artists Around the World

A&R—Picking Them Up and Turning Them Down
Trade Associations—Adam White (Billboard) Moderator
Specialty Manufacturing and Distribution
Nightclubbing

5:115 Artists
SHOWCASES TO BE ANNOUNCED

Wednesday, August 8

10:30 Video Programming—New Access to-the Audience
The Future of Pop Radio
Dance Marketing and Promotion
World Publishing and Deaimaking

Crossover Promo—Making the Mega Hits
New Music Radio

Law and Technology

A Case Study in Marketing

Producers

Album Radio—Steve Smith (Album Network) Moderator
Charts and Trades

Youth Perspectives—A Fresh Musical Attitude

World Spinning Exposition
SHOWCASES TO BE ANNOUNCED

WATCH

for details of

the program,
accommodations,
advertising and stands.

SEMTNAR

everyone will be there!
can you afford not to be?

Name.

Company Title Occupation

Address _ Apt. or Suite

City State/Country Zip
Telephone and/or Telex: #

Credit Card # Exp date

| would like to pre-register for the New Music Seminar, my $120.00 (non-refundable) payment is
enclosed (please remit in U.S. funds, all checks should be made payable to the New Music Seminar)

After July 1st registration is $150

Please add me 1o your mading list for additional information about the Fitth Annual New Music Seminar.

August 6. 7. 8 at the New York Hiiton

Please send information about receiving a stand. Advertising space or an insertion in the registration

packet

ord Compan Artist/Pertormes
Independent Major
Attorney Manager or Agent
Concert P Tel el
Club Ma ki Retailer

Music Publisher or Song Distributor
Rz gramme Advertising
0 Write

Visa. MasterCard & Amex Accepted.

Call for advertising and stand information

Press Contact: Raleigh Pinski: 212-265-4160

European Contact: Waiter Holzbaur, Winthrup Musik. Mittlestr. 76. 4934. Horn 1. W. Germany.
Tel 05234-2976. Telex: 935779

NEW MUSIC SEMINAR
1747 FIRST AVENUE, NEW YORK, N.Y. 10128
TEL. 212-722-2115 TELEX 6971684 FUNK
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COMEDY
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HUMOR, CONVERSATION, CALLS, CALENDAR & MORE
“The WORLD'S GREATEST Joke Service!” Al Hamitton KEBC
FREE SAMPLES.
Write on station letterhead or phone: 10918 Foxmoore Ave.
(804) 270-7206 9AM-5PM EST Richmond, VA 23233

Hundreds renewed again!
Free sample!

Write on station letterhead to

Contemporary Comedy
5804-D Twineing
Dallas. TX 75227

Contcmporary

Disk Jockey Comedy
Hilarlous 20-40 second comedy bits . . . 25 pages per
month . . . Deltvered to your mouth. For sample & info
on free book of 100 KRAZY KOMMERCIALS, write
HYPE, INK., 7805 Sunset Blvd., #206, Los Angeies,
CA 90046.

\v “Phantastic Phunnies’’g

) Highly Respected! Hllarious! Orlginal!
5 x.. Proven worldwide audience builder!

'Quick-quip,” Topical Humor!! Introductory month's 500

topical one-liners and ‘BONUS'...Just $2.00" Phantastic
Phunnies, 1343-A Stratford Drive, Kent, Ohio 44240.

. RADIO’S MOST RESPECTED
DJ GAG SHEET SINCE 1970

RICK DEES, KHS-FM: 'l use your lines constantly
and forget to give THE WEENIE credit while the
people are laughing!”

FOR FREE SAMPLES WRITE

z‘ = The Electric Weenie, P.O. Box 25-866
316 7% Honolulu, Hawaii 96825 (808) 395-9600

O Lihers B T

FREE SAMPLE ISSUE
of radio’s most popular humor service 'L'n
For sample, write on station letterhead to: O Lihers

1237 Armacost Ave., Suite #6-R Los Angeles, CA 90025

fg{ MARKETPLACE ADVERTISING

RADIO & RECORDS
Payable in advance. Orders must be typewritten and accompanied
by check. One-inch minimum; additional space up to six inches
available in increments of one-inch. Rates for R&R Marketplace

(per inch): Per Insertion

1 Time $50.00
6 Insertions $45.00
13 Insertions $40.00
26 Insertlons $35.00

Volume Rates Available

Additional $10.00 per week charge for Blind Box ads.
Will include logo or other line art on ads of two inches or more
if camera-ready art provided. Deadline for Marketplace ads is
Friday noon, two weeks in advance of publication date.
Marketplace ads are non-commissionable.
Submit to: Marketptace

RADIO & RECORDS 1930 Century Park West

Los Angeles, Catif. 90067 (213) 553-4330

KNOCKgRS!*

The only pre-recorded comedy service in the world. Guests for your
show: gags: comedy news reports. sounds; gimmicks; features; exclusive
| material.

No Free Samples. Your KNOCKERS*! sample cassette costs $5 and gets
you started right away with top-quality professional material. Catalog includ-

ediwibjape Send $5 to KNOCKERS*!
Box 153 La Grange, IL 60525

THE FUNNY BUSINESS. -,

“The Funniest Humor Service Ever”
(or at least this week anyway)
Patty O. Chair, WDDD Radio . . . . “'l used to subscribe
to NEWSWEEK but [ didn't always get the jokes” . . . .
Send $1.00 for a one liner