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EXECS CITE AOR
MONEY POWER

AOR is in great financial shape, according
to top executives from Taft, Infinity,
Shamrock, and other successful opera-
tions. Steve Felnsteln probes for details.
Page 36

RADIO’S POSITIVE
SOCIAL ACTIVISM

Following numerous incidents of gang-re-
lated shootings, KDAY and L.A. authorities
gang up to defuse the dangerous situation.
Meanwhile, WSFM/Harrisburg sets up a
comprehensive promotion to help reunite
missing kids with their parents.

Page 35, 44

RATINGS DIARIES
AUSTRALIAN STYLE

Jhan Hiber examines the McNair Ander-
son radio listening diary, which boasts an
80% usable return rate from Australian
participants (double what Arbitron re-
ceives here).

Page 10

PEOPLE IN THE
NEWS THIS WEEK

® Steve Downes GM at WISN & WBTT
* Kevin Sutter Chrysalis Nat'l LP
Promotion Director
Susan Bice VP At Arles
Phil Roberts Sr. VP at Maslia
Chet Tart VP at Blair Radio
Stan Snyder VP at Manhattan
Thomas Land WTIX PD
Scott McCloud PD at KCNR
Steve Gramzay PD for WYMJ
Page 3, 28, 34

PROMOTING NETWORK
PROGRAMMING

Reed Bunzel learns how networks and
program suppliers are working with sta-
tions to promote their special programming
and add that extra edge of appeal.

Page 12

HOLIDAYS: SALES BONANZA

Dwight Case emphasizes the need to plan
ahead for the extra benefits holidays can

bring your station.
Page 23

FCC FINES 13 STATIONS

The Commission dished out $40,500
worth of fines to 13 stations this week, in-
cluding three $10,000 levies.

Page 4

SUMMER COUNTRY
RATINGS SCOREBOARD
Lon Helton checks out Country’s ratings
performance in the summer books, mar-
ket-by-market.
Page 42

Newsstand Price $3.50

THE INDUSTRY’S WEEKLY NEWSPAPER

RADIO &

RECORDS

PolyGram, Warners
Drop Merger Plans

PolyGram and Warner Bros.
announced this week that they
will not proceed with their plan-
ned record operations merger.
The decision follows a long se-
quence of delays and setbacks
that plagued the merger since
its initial announcement in late
June 1983.

A statement from PolyGram
International Ltd. President
Jan Timmer Tuesday (11-9),
speaking on behalf of Poly-
Gram’s parent companies NV
Philips of Holland and Siemens
AG of Germany, as well as

Brown
Joins WLTE
As GM

Doug Brbwn

Doug Brown has been named
GM at WLTE/Minneapeolis. He
replaces Paul Stagg, who
resigned last month to become
an air personality at sister
outlet WCCO.

Midwest Communications
President James Rupp com-
mented, “Doug brings to us
many years of experience in
this industry, with a high degree

of expertise in radio station~

operations. We're very pleased
to have him onboard guiding the
future growth of W-Lite. ”
Brown was mhost recently
VP/GM of KGBB/Minneapolis.
Prior to that, he served as
Malrite’s West and Midwest
Region VP, having also been
GM at KEEY-AM & FM/Min-
neapolis. He told R&R,
“Anyone who’s been here as
long as I have has entertained
the thought of working for Mid-
west, considering all the
BROWN/See Page 34

WCI, declared that the decision
was a “direct consequence of
the opposition of the Federal
Trade Commission to the pro-
posed merger in the United
States. Since the U.S. and
foreign aspects of the proposed
merger are interrelated, it has
been decided to abandon the en-
tire transaction.”
Time A Factor
Timmer continued, ‘Philips
and WCI remain firmly con-
vinced that the merger would
not have had the detrimental ef-
fects on competition in the U.S.
(that the FTC contended it
would have), and that they
ultimately would have prevail-
ed against the FTC in the U.S.
courts. However, because these
proceedings would have taken
several years to complete, it
was concluded that it was no
lenger feasible to keep the
MERGER/See Page 28

NOVEMBER 9, 1984

KAMT/Tacoma introduced new

You Saw It First On Your Radio

ting a picture of reelected President Ronald Reagan to a personal
computer! A patented $70 “Shuttle Communicator" allows a lis-
tener to connect an AM or FM radio to his computer and receive
“softcasting” information, which can include text, computer pro-
grams, and images. Each week on its “Download” program,
KAMT transmits free, sponsor-supported software to owners of
personal computers, with the Reagan image pictured being the
first example transmitted of a visual nature.

technology to radio by transmit-

SIMULCASTS IN MORNINGS

KPRZ Becomes KIIS,
Adopts CHR Format

Sparked by the success of
KIIS/Los Angeles, AM sister
station KPRZ will abandon its
Nostalgia format in favor of
CHR on January 1, 1985. The
station will become KIIS, pend-
ing FCC approval, with the FM
becoming KIIS-FM, matching
its on-air identity. The AM will
simulcast the Rick Dees morn-
ing show, with an entirely new
lineup for the rest of the day-
parts to be announced shortly.

KIIS & KPRZ President/GM
Wally Clark explained, “We
have been so pleased with the
success of KIIS-FM in Los An-
geles, we felt it made the most
sense to bring our contempor-
ary format to the AM band. The

CHUM-AM & FM
Realign Management

Wood Seeks Ownership; Allan Waters GM
Duff Roman, Jim Waters Upped To OM Posts

CHUM-AM & FM/Toronto
GM J. Robert Wood- has an-
nounced his resignation_as of

the end of 1984, A Thémber of

CHUM Group“14d. since 1968,
Wood plans {o apply for a new
FM frequency in either Toronto
or Vangayver. As a result, com-
pany ' President Allan Waters
has 3ssumed GM duties for both
stations.

At the same time, veteran

Jim Waters

Nostalgia format on KPRZ has
been enjoyable, but we haven’t
seen anywhere near the growth
we anticipated.

“Conversely, the KIIS format
on AM will give us a broader au-
dience base for reaching even
more of Southern California.
It’s a positive programming de-

KHS/See Page 34

Zapoleon

KZZP’s
New PD

Guy Zapoleon

Duff Roman

programmer and longtime staf-
fer Duff Roman has been ap-
pointed Operations Manager for
CHUM-FM, while CHUM (AM)
PD Jim Waters adds OM duties
to his present position. Both
Roman and Waters continue to
report to CHUM Group VP/
Programming & Operations
Fred Sherratt and Allan
Waters. Ross Davies remains
PD of CHUM-FM.

CHUM/See Page 34

After six months as PD at
B97(WBZZ)/Pittsburgh, Guy
Zapoleon has rejoined Western
Cities, this time as PD at
KZZP/Phoenix. Zapoleon was
at the company’s KRQQ/Tuc-
son for two and a half years
prior to his stint in Pittsburgh.
In his new post, he replaces
Charlie Quinn, who departed to
program WHTT/Boston last
month.

KZZP VP/GM Bill Phalen
noted:-‘We're delighted to have
Guy back in light of the tremen-
dous contribution he’s made to-
ward helping KRQQ the winner
it is today. I wouldsi't have hired
Guy if things weren’t going t0
be stable when Nationwide
takes over.” Western Cities’
eight stations were sold to Na-
tionwide Communications last
week.

Western Cities VP/Program-
ming Dave Van Stone added,

ZAPOLEON/See Page 34



RESEARCH
THAT WORKN.

We’ve been telling you about the quality of our research at
BALON AND ASSOCIATES. So we felt it was about time to let
some of our clients do the talking.

¢« werose from a4.2toa 6.4 in Arbitron, and we’ve cracked the 7.0 barrier in Birch. Aside
from the outstanding information your research provided, I found your interpretative input
extremely helpful in developing a winning game plan. We’re BALON fans at WQUE.”

Bill Stoeffhaas, VP/GM WQUE-FM/New Orleans

«_ .. we find your work to be consistently first-rate. Your concepts of isolating benchmarks
makes an awful lot of sense. Also, I can actually read and understand your reports . . . and
they come in on time.”

Allan Chlowitz, VP/GM KRTH/Los Angeles

«_ . . abig thank you for the research job you did. The statistics were excellent, but it was the
interpretation of those statistics that was the key. Finally, some research we could work with!”

‘“We enjoyed the great growth and look forward to another year with
BALON AND ASSOCIATES.”

Fred Walker, VP/GM WELI/New Haven

«_ .. atlast, a major research company that really understands radio! BALON AND
ASSOCIATES has helped us isolate WRKO’s key strengths and weaknesses. And you’ve helped
us establish a winning marketing and programming direction.”

Dan Griffin, VP/GM WRKO-AM/Boston

It’s time you gQLngething for your money you can use.
~Get BALON & ASSOCIATES.

BALONG®&ASSOCIATES

1114 Lost Creek Boulevard, Suite 310> Austin, Texas 78746
(5612) 327-7010 R




HANGING ON TO
THAT MORNING MAGIC

Dynamic morning shows mean big ratings
for CHR stations. But the next trick is to
keep those listeners tuned in. Joel Denver
talks to top “zookeepers” to learn their lis- I\

Page 30

tener maintenance techniques.
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KLZZ NEW CALLS

KOGO Drops News/Talk
For “Class” A/C Approach

Discontinuing KOGO/San Diego’s News/
Talk approach, SBI, Inc. has ordered a for-
mat change to A/C, adopting call letters
KLZZ to match its sister A/C FM (now
KLZZ-FM). Although station officials
declined comment, sources within the
facility said the switch is effective im-
mediately.

The outlet will adopt the “Class” format
syndicated by consultant George Johns and
utilized at KL.ZZ-FM. Johns told R&R, ‘‘For
a long time, I’ve been interested in putting
the Class concept on the AM here because it
will now reach up the coast to Santa Bar-
bara. Since AM still works to a large degree
in California, I'm interested in having the
format available to listeners on that band
as well.”

Johns added that the stations will simul-
cast during drivetimes. ‘‘Although I would
prefer to do a fulltime simulcast, it can’t
legally be done in a market this large. Even

Founder. BOB WILSON

Publeher DWIGHT CASE
Vice Presicent/Saiwe & Marketng DICK KRIZMAN
Vice Presisent & Edtor KEN BARNES

Senor Eclor JOHN LEADER
At Director RICHARD ZUMWALT
Managing Edtor JEFF GREEN
Exocutive Etor GAIL MITCHELL
Ratings & Research Edtor JHAN HIBER
Networks & Speciel Edior. REED BUNZEL
A/C Egtor RON RODRIGUES

AOR Edtor. STEVE FEINSTEIN
Black/Urban Edor WALT LOVE

CHA Edtor: JOEL DENVER

Country Ecitor. LON HELTON

Enay Listening Editor GAIL MITCHELL
Jazz Ecior BARBARA BARNES
News/Tuk Ecitor. BRAD WOODWARD
Associre Edtor SEAN ROSS,

Ecitoci’ Assistarts: RANDY ALBERTS, KETH ATTARIAN,
JAYE CASE. HURRICANE HEERAN, YVONNE OLSON.
JULE ROSENSTEIN

Computer Services: DAN COLE (Director], LEE CLARK.
MIKE LANE

Trae Diector: ADRIENNE RIDDLE

Curcutstion Orector. MARCELLA LOPER

Producsion Director: RICHARD AGATA

Associre Ant Drector: MARILYN FRANDSEN

Prowgraphy ROGER ZLIMWALT

Typography: KENT THOMAS. LUCIE MDRRIS,

TERESA CHAVEZ

Graprice. MAUREEN GARVEY.

LY. PEARL GARY VAN DER STEUR

Crostive Services Owctor: MICHAEL ATKINSON

Acoount Execusives: PAM BELLAMY, JEFF GELB. KEN ROSE

Controser MARGARET BECKWITH
Weshingten Buressc 818 Connectaut Ave., NW, Suts 300,
Weashngton, DC 20008, {202) 406-4960

Nationel Swes Obector: BARRY O'BRIEN
Waargion Ector. BRAD WOODWARD

Account Executve: VIVIAN FUNN

Ofce Mensger CHERYL SOMERS

Logel Couneet: JASON SHRINSICY

Noakvis Burese 1810 16th Avernse South,
Nestwile, TN 37212, (616) 292.8062, 292-8063

Racio & Records ® is publshed every Friday by Red¥ & Records, inc.

1930 Century Park Waesl, Los Angeles, CA 90067 (213) 553-4330.
Subscriptions $215 per year or $80 per quarte:r. Inlemationakeubscrp-
tion rate $400 per year. AR reasonabie care taken but no responsioity
assumed for unsolicited matenial. RER reserves a rights in materiel ac-
cepted for publication. Al letters acdressed o RAR of &s Editors wil be
assumed mtended for pubkcation and reproduction and mey therelore
be used for (%S purpose. Nothing may be reproduced m whole of in part
without written permission from the Pubksher The temms AOR. Back
Page, Breakers, Most Added. National Airplay/30, Parsllels, Radio &
Records, and Street Talk are registersd trademarks of Radio & Records.
Printed in U.S.A. Maded first class to the Unied States, Canada, Eng-
Jand, Austrate. New Zealand, and Japan, © 1984 Radk & Records.

inc
ﬂ A division of Harte-Hanks Communications.

outside of the morning and afternoon hours,
the stations will sound identical.”

Johns said he didn’t know how many
KOGO employees would be affected by the
switch. He indicated that many staff mem-
bers had duties on both stations, and most
of them will be retained.

Bice Becomes
VP At Aries

KTIM-AM & FM/San Rafael Station
Manager Susan Bice has been elevated to
VP for parent Aries Communications.
While retaining her KTIM duties, she will
now oversee all corporate areas for the
broadcast group, which also includes KIKF
(KIK-FM)/Garden Grove (Orange Coun-
ty), CA.

Aries President Art Astor told R&R,
“Susan will look after our financial and ad-
minstrative affairs, allowing me to be more
of a hands-on owner. g
She’s been a great as- ' ;
set to the company,
with a lot of hard
work and loyalty.
There are a lot more
opportunities for
women in broadcast-
ing these days and
Susan’s exemplified
that spirit.” Astor ad-
ded that Aries is ne-

Susan
gotiating to acquire another Southern Cali-
fornia property in the near future.

WTIX Selects
Land As New PD

After three years as PD at KQAM/Wichi-
ta, Thomas Land has accepted the Pro-
gram Director’s chair at WTIX/New Or-
leans. He replaces Bruce Kramer, who will
now concentrate fulltime on his morning
show.

WTIX VP/GM David Gerard said, “Dur-
ing his eight years in programming, Mr.
Land has continuously proven himself in
every situation for added programming
responsibilities. Tom’s enthusiasm, profes-
sionalism, and his ability to work with other
people to bring out their best will make him
a strong addition to the already-strong pro-
gramming team at WTIX.”

Prior to KQAM, Land worked as MD and
Assistant PD at WHB/Kansas City. He told

LAND/See Page 28

NEW CALLS WKSG; CHRISTY CONSULTS

WLBS Debuts ‘“‘Kiss
Of Gold’’ Format

Inner City’s hybrid-CHR-formatted
WLBS/Detroit switched calls to WKSG this
week, calling itself “KISS 102.7’ and
debuting a new “Kiss Of Gold” format.
Paul Christy is the station’s new consultant,
replacing B/A/M/D & Associates, while PD
Sergio Dean will remain in charge of day-
to-day programming.

VP/GM Joe Buys told R&R, “Unfor-
tunately, our station was trying to be a bit of
everything to too many people, so a change

Downes Named
GM At WISN
& WBTT

CBS Director/Affiliate Relations Steven
Downes has been named GM at WISN &
WBTT/Milwaukee. He replaces VP/GM
Lee Dolnick, who will return to his previous
position as the stations’ VP/Sales.

Hearst VP and GM/Broadcasting John
Conomikes commented, ‘‘Steve’s experi-
ence in local and network radio, along with
Mr. Dolnick’s many years of expertise of
selling the Milwaukee market, will give our
AM and FM stations expanded vigor and
enthusiasm.”

Prior to his tenure at CBS, Downes spent
17 years at WGCH/Greenwich, CT in vari-
ous sales positions, and finally as GM. His
new appointment becomes effective at the
end of this month.

McCloud New
PD At KCNR

WOHO/Toledo PD Scott McCloud has
been named PD at Duffy A/C outlet
KCNR/Portland. McCloud fills the position
left open by the departure of Trevelyn
Holdridge last month.

KCNR VP/GM Tom Farley told R&R, “I
was fortunate to have five top-notch can-
didates for the PD job here. I feel in Scott
we have the best of those candidates.”
Farley added that McCloud will begin his
new assignment next week.

Prior to Toledo, McCloud was PD at
WABB/Mobile and WNOX/Knoxville. He
was en route to Portland at presstime and
was unavailable for comment. His replace-
ment in Toledo has not been named yet.

TRANSACTIONS

was needed. With Paul’s help, we decided
on an Oldies approach. No one can better
identify a format opening or stage radio in
Detroit better than Paul Christy. He really
understands the history of this market.
With that in mind, musically we will con-
centrate more on the ’60s and '70s, with an
A/C on-air delivery and style rather than
the traditional '50s approach. We’re going
to take advantage of this market’s heritage.
If it was popular in Detroit, then you’ll hear
it on KISS 102.7.”

Christy, whose past Detroit consultation
and programming assignments include
WNIC and WABYX, told R&R, “I've com-
peted against Joe Buys before in Lansing,
and I'd rather be with him than against
him. I think it’s time for a fulltime Gold sta-
tion in Detroit, and feel it will be the next
cycle in response to hearing Prince every 12
minutes on the radio. Other Oldies stations
have identified with a '57 Chevy; ours will
be identified with a ’65 Mustang.”

Sutter Set As
Chrysalis National
Album Director

Kevin Sutter has been named Chrysalis
Director Of National Album Promotion, re-
placing Peter Napoliello, who recently took
a similar post at Motown. Sutter, formerly
Eastern Sales Director at IRS and a CBS
promotion rep, will report to National Di-
rector of Promotion Daniel Glass.

Glass commented, ‘“We were attracted
by Sutter’s aggressive and innovative style
of promotion and marketing, and feel that
the qualities he gain- ;
ed working for an in-
dependent label will
enrich the Chrysalis
promotion team.”’
VP/Marketing Billy
Bass added, “I think
he’s absolutely sensa-
tional. He knows sales
and marketing as
well as promotion, s
and we were also im- Kevin Sutter
pressed by his abiliity to communicate, en-
thusiasm, professional attitude, and street
knowledge.”

Sutter told R&R, ‘“The competition for the
job was tough, and it feels good to survive
the last cut. I'm really excited to have the
chance to fine-tune my promotional tal-
ents.”

Abell Sells Six Radio Stations
For $17 Million To Top Execs

Abell Communications Corp. has agreed to
sell its six radio stations for $17 milionto S & F
Communications, a partnership formed by Abell
President Steven Seymour and Stuart Frankel,
President of the Abell Radio Division. Stations in-
volved in the deal are WMAR/Baltimore, WCFi/
Orlando, WJTZ & WNVZ/Norfolk, and WCRJ-AM
& FM/Jacksonville, FL.

Seymour, who gave up his Abell CEO fitle two
weeks ago, said the company is selling the prop-
erties because “they are not comfortable with the
vagaries, the ups and downs of radio.” Seymour
said he's bullish on the future of both AM and FM
radio, and expects the deal to get FCC clearance
and become final in mid-January.

According to Frankel, no format changes are
planned at the stations. And he said S & F will
definitely be_in the market to acquire additional
stations, both radio and television, starting in
1985.

Besides the six radio stations, S & F is purchas-
ing WLFL-TV/Raleigh-Durham, NC from Abell

for $13 million. Abell retains ownership of
WMAR-TV/Baltimore and the Baitimore Sun

newspaper.

Affiliated Buys KFYE
For $6.7 Million

Affiliated Broadcasting has agreed to acquire
KFYE/Fresno from Sunbelt Communications for
$6.7 million, pending FCC approval. As part of
the transfer, Sunbelt Sr. VP Michael Purcell has
resigned, but will remain VP/GM of the station.

Affiliated also owns WFAS-AM & FM/White
Plains, NY; KRAK & KSKK/Sacramento; KMPS-
AM & FM/Seattle; WHYN-AM & FM/Springfieid,
MA; and WAIV & WOKV/Jacksonville. Sunbelt
holds KQEO & KZZX/Albuquerque, KVOR &
KSPZ/Colorado Springs, KRAB/Seattle, and
KMGW/Minneapolis.

Transtar-programmed KFYE operates with 68
kw on 93.7 mHz at 4900 feet.

TRANSACTIONS/See Page 28
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RKO Renewal Designations

On FCC Agenda

The FCC was scheduled to take its first
major action this week on the renewal ap-
plications of the 12 RKO radio stations.
Orders designating each station’s renewal
application for a comparative hearing were
on the agenda for the Commission’s No-
vember 8 meeting. There are 149 competing
applications for the licenses.

It's expected the outcome of each radio
license case will be conditioned on the Com-
mission’s findings in the KHJ-TV/Los
Angeles proceeding, where RKO’s overall
character qualifications to be a licensee
will be decided in light of the lack of candor
that resulted in the loss of its Boston televi-
sion station.

Numbers Cool For

‘“Hot’’ Call Snatchers

Data submitted to the Electronic Media
Rating Council (EMRC) by Arbitron seems
to undercut the presumption that stations
picking up “hot” calls recently dropped in
the same market will enjoy unearned rat-
ings credit. Arbitron found there have been
20 hot calls cases this year, but it had
ratings data in only six. Unexpectedly, five
of the six stations using the hot calls suf-
fered ratings declines, rather than boosts.

This week members of the EMRC Radio
Committee are finalizing a proposed solu-
tion to the problem. Their plan goes to
EMRC'’s board for approval, and Arbitron
has said it will abide by the board’s recom-
mendation in the matter.

Meanwhile, a potential hot calls case has
arisen in Denver, where KJJZ has gotten
FCC approval to become KPPL, the call
sign dropped just three months ago by what
is now KRXY.

Dawson Pushes Audience
‘“Reach’’ Alternative

To 12-12-12

Declaring that the 12-12-12 ownership
limit is just as arbitrary and irrelevant as
the 7-7-7 rule it replaced, FCC Commis-
sioner Mimi Dawson is continuing her fight
for a new multiple ownership standard
based on potential audience reached by a
group’s stations. In remarks to the New
York chapter of the Federal Communica-
tions Bar Association, Dawson suggested
letting one group potentially reach no more
than 20-25% of the population.

The scheme “would more nearly serve
the Commission’s policy goal of promoting
competition and enhancing diversity,” she
said, while being more fair to group owners.

The new 12-rule is in effect for radio,.-but
under pressure from Congress the FCC
postponed the effective date for TV until
next April. Meanwhile, the new limit has
been challenged in the U.S. Court of Ap-
peals by Black Citizens for a Fair Media.

Electronics Industry Again

Fights Blank Tape Tax

With an eye towards the new Congress
that convenes in January, the consumer
electronics industry is gearing up to fight
any proposals that may arise to impose
royalties on recording equipment or on the
sale of blank audio and video tape. The
record and movie industries are expected to
continue their push for royalties to compen-
sate them for revenue losses from home-
taping.

At a recent meeting, the board of the El-
ectronic Industries Association’s Consumer
Electronics Group (EIA/CEG) authorized
continued funding and staff support, and
stressed “its ongoing commitment to the
defeat of these and any other restrictive
proposals that might be introduced in 1985.’’

Rep. Bryant Slams
Second CPB Veto

President Reagan’s second veto of
1986-1989 public broadcasting funds has
drawn fire from Rep. Jonn Bryant (D-TX),
who sits on the House Telecommunications
Subcommittee. Noting that the second ver-
sion was $145 million smaller than the first,
Bryant vowed to oppose any further cuts to
satisfy the President.

“I believe the funding levels acceptable
to the administration do not take into ac-
count the dire need for increased funding to
make up for recent cuts, increased costs
due to inflation, and the fact that the void
has not been filled by private contributions
or commercial broadcasting,” said Bryant.
He praised public broadcasting as ‘‘the only
alternative offering innovative, quality pro-
gramming for children, minorities, women,
and the elderly. For this great national
resource to suffer financial difficulties is a
tragedy.”

Federal Court Intervention

Sought in WVLK’s Renewal

Despite repeated victories at the FCC, it
appears WVLK AM & FM/Lexington, KY’s
renewal battle against two minority groups
is far from over. National Black Media
Coalition and the Lexington-Fayette
Branch of the NAACP are asking the U.S.
Court of Appeals to order the FCC to recon-
sider its renewal of the Bluegrass Broad-
casting licenses.

In 1982 the groups sought denial of
WVLK’s license, alleging EEO shortcom-
ings and programming unresponsiveness to
the needs of Lexington’s black community.
The Commission renewed the licenses, in
part, because it found that WVLK aired
locally-produced, issue-oriented program-
ming. In September the FCC turned down a
petition to reconsider the decision, and it’s
that ruling which is now under appeal in
federal court.

_

VIRGINIA BLITZ — in an effort to shore up NAB radio membership, five Virginla broadcasters
spent a day last week phoning non-member stations in their state. Making the sales pitch were
(seated, I-r) WFLS/Fredericksburg Station Manager Bill Poole, WPRW/Manassas President/
GM Bob McKee, WSSV & WPLZ/Petersburg President Bill Eure, WF vA/Fredericksburg GM
Vince Genson and retired WRVA/Richmond GM John Tansey. Standing (I-r) are NAB's
Regional Manager J.T. Anderton, Patti Johnson, and Sr. VP/Radio Dave Parnigoni.
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THIRTEEN STATIONS HIT

FCC Issues $40,500
In Radio Station
Technical Fines

FCC Chairman Mark Fowler apparently wasn’t kidding when he
vowed before the Texas Association of Broadcasters that the Commis-
sion intends to punish ‘‘spectrum slobs’ and to ‘‘never be asleep at the
switch when it comes to protecting the integrity of signals” (R&R 11-2).

In the month of October, the Commission
issued a total of $40,500 in fines against 13
radio stations, including three in the top 50
markets, for violations of its technical
rules. Several of the actions had been an-
nounced earlier, but were completed by the
Commission staff after the stations were
given a chance to respond to notices of
“apparent liability for forfeiture.”

Victims of the Mass Media Bureau ac-
tions were:

s KWOD/Sacramento, fined $10,000 for
building and operating a tower at an unau-
thorized height, failing to get permission to
move an auxiliary station, and for causing
spurious emissions and overmodulation.

+ KFFB/Fairfield Bay, AR, fined $10,000
for failing to cease operation during a re-
mote control system malfunction, failing to
install control and monitoring equipment,
failing to calibrate instruments, and failing
to ensure accurate entries in station logs.

¢ WVAB/Virginia Beach, VA, fined
$10,000 for exceeding its authorized post-
sunset power limit.

s WLAC-FM/Nashville, fined $4000 for
unauthorized operation.

¢ KCCN/Honolulu, fined $2000 for failing
to respond to an FCC notice of violation
within ten days.

« WBEN/Buffalo, fined $600 for breakin_g
rules that require a partial proof of per-
formance measurement at least once each
third calendar year.

e KGYN/Guymon, OK, fined $600 for
breaking rules that require a partial and
skeleton antenna proof of performance
measurement.

o WZXM/Gaylord, MI, fined $500 for fail-
ing to make required equipment perform-
ance measurements.

» KMED/Medford, OR, fined $500 for
failing to report an ownership change to the
FCC within 30 days.

s WOVOQ/Glasgow, KY and KLIK/Jeffer-
son City, MO, fined $500, and KCLR/Ralls,
TX, fined $800, for failure to submit annual
equipment performance measurements.
KCLR was also charged with failure to
maintain operable remote control equip-
ment.

¢ KKCC/Clinton, OK, fined $500 for in-
accurate logs and improperly-graded
meters.

SEES 214-HOUR “SUPER WEEK”

Jankowski Predicts
Failures In Crowded
Radio Network Field

CBS/Broadcast Group President Gene Jankowski last week told
members of the CBS Radio Affiliate Board meeting in New York that
this year’s 3% growth in network revenues “‘cannot support the enor-
mous increase in networks over the past four years.”” He predicted that
some of today’s 25 commercial radio networks will fail, while CBS re-
mains ‘“in an excellent position to weather the current economic storm
and to emerge from it stronger than ever.”

In off-the-cuff remarks to the affiliates,
Jankowski pointed to ‘‘signs of trouble’’
that include network programming cut-
backs and rumors of several radio networks
being for sale.

In his formal remarks to the board, Jan-
kowski traced the history- of radio’s survival
against the onslaught of new technologies
and said, “It becomes clear that the one
medium whose future cannot be questioned
is the original form of electronic mass com-
munication — radio.”

‘“Media Week” Exceeds 168 Hours

Jankowksi also outlined a new way of
viewing the average American’s week. “We
are not imprisoned within the 24-hour day/
168-hour week. The media week is growing,
and its limits are not yet in sight. And, hap-
pily, no medium is better suited to this en-
vironment than radio,” he declared.

Jankowski’s theory is that, viewed realis-
tically, the “media week’’ must be expand-
ed toinclude the duplicated hours when peo-
ple can do more than one activity simultan-
eously, such as working, jogging, or
reading while listening to the radio.

“Our estimate of that week as it is spent
in a high-tech household is that it involves
214 hours of activities. And, radio’s slice of
those activities jumps to 24 hours — a gain
of seven hours from the old 168-hour
figure,” Jankowski explained.

“The point is that today’s consumer ac-
tually lives inside this Super Week, amid in-

Gene Jankowski

creasingly thickened experiences. There-
fore, today’s media (and in fact all products
and services that make time demands)
must compete in it.”

Affirms CBS Commitment
To Radio

Concluding that “‘radio’s future is secure,
come what may,” Jankowski told the
broadcasters, “I tell you these things not
just because they are comforting, but be-
cause they are the basis of our confidence in
the medium and therefore our policies.
They are the reasons why we continue to in-
vest in radio and why we see it as a vital
force at CBS for years to come. They are
also the reasons why CBS Radio is in an ex-
cellent position today.”



ON THE WESTWOOD ONE RADIO NETWORK

S TAR TRAK P R OF I L ES
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Congratulations, Barry! Your Star Trak Profile was one of the most well-received in the illustrious
history of the series, heard on more than 250 of America’s finest radio stations.

Star Trak Profile delivers the biggest names in contemporary music, and you join an elite group of

superstars we've featured, including Paul McCartney, Kenny Rogers, Barbra Streisand, Barry
Manilow, Olivia Newton-]John, Billy Joel and Elton John.

We’re proud you chose the Westwood One Radio Network to present the exclusive story on your
first solo album, Now Voyager, and we wish you all the best with your new single, “Fine Line.”

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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What Baby Boomers Will Be Buying

e Children's toys, educational
software, and day-care service

¢ Financial management services

e American-made cars that look
like prestigious European models but
c stless.

You don’t have to be a dedicated
Yuppie-watcher to realize the poten-
tial for increasing your radio station’s
future sales profits started at the top
of that list.

Page 6

e Stereo TVs, microwave ovens,
personal computers, and home secur-
ity systems

* Convenient and nutritious foods,
‘'upscale” hamburgers — and cham-
pagne

¢ Townhouses, two to four-family
homes, and condominiums

* Expensive suits, leather shoes,
and fur coats

By 1995, the “‘baby-boom’’ gener-
ation will be 35-44 years old and
ready to spend an estimated $870 bil-
lion. According to a recent issue of
Forbes magazine, manufacturers
wishing to cash in on what was de-
scribed as ‘‘the most affluent genera-
tion in history’''s big-time bucks
blowout had better stock up on the
following adult toys:

Hottest Spots For Single Women

cago, Denver, Milwaukee, and

Time Theft:

What cities are best for single

Enemy No. |
| ey i - —

[ 5
“Time theft’’ — deliberate waste and abuse of company time — is esti-
mated to cost the U.S. ecomony more than $120 billion yearly. This loss,

according to the latest issue of Boardroom Reports, is three times great-

er than that for recognized business crime.

Creative Management, a Plainview, NY-based publication, claims that
at certain companies 20-40% of employee time is stolen. A recent survey of
120 personnel directors by New York's personnel service Accountemps
found that the average worker spends 34% of each hard day at the office
wasting time, reportedly a 2% increase over last year's thumb-twiddling.

Office workers are 30% more likely to be time thieves than blue-collar
workers, mostly because the former are less likely to be as closely supervis-
ed as the latter. Although workers under 30 are by far the worst individual
offenders, the biggest departmental problems stem from situations where
the tip-top brass are time thieves. When that happens, the rest of the em-
pioyees are likely to be goldbricks as well.

women? According to a recent is-
sue of Ms. magazine, if the lady is
looking for leadership opportuni-
tes, it's Washington, DC, where
women hold 38% of the top ex-

Hartford rate highest. But if safety
is your prime concern, Milwaukee,
Hartford,and Chicago are definite-
ly your kinda towns.

However, if you're looking for a

city with a large transportation
system that gives single folks
more freedom for lower prices,
you'll leave your heart in Philadel-
phia, Chicago, or San Francisco.
Nevertheless, if you want metros
where there are strong discrimination
laws and a state equal rights
amendment, try Seattle and Balti-
more. You might also note that
certain cities are somewhat con-
spicuous by their absence.

ecutive, administrative, and man-
agerial positions. Women also
hold more than 30% of the top
jobs in Honolulu, Denver, Port-
land, Seattle, and Sacramento, as
well as the San Francisco/Oak-
land/San Jose and Los Angeles/
San Diego areas.

If your idea of utopia is filled
with companies that promote on
terms of talent, then Minneapolis,
Los Angeles, San Francisco, Chi-

Top Chinese Pop Star
Still A Working Stiff

is certainly a grave lot. Despite having
96 national hits to his credit, the
35-year-old sing-sation is forced to
supplement his income as a beauti-
cian in a Shanghai mortuary.

ter explains, in China performers get

... Is an authentic-looking portable stereo cassstte
deck/AM-FM Radio unit, made of 100% silver quilted
nvlon (18"x12"x4") with shoulder strap and velcro
closure,

For your promotional needs have us silkscreen your
call-leffers or logo on the Breakerbag.

SPECIAL INDUSTRY RATE
AVAILABLE NOWI

$19.95 includes postage & handling.
Quantity Discounts Available

Call Customer Service (213) 553-4330

a fixed fee of around $13 for every
record released. Sales figures mean
nothing. Which is why, after 96 hits,
Millian is on intimate terms with the
stiffs. Visions of Eilvis Presiey still
driving a Crown Electric truck dance
though our heads.

Chinese pop star Jin Millian's life

As the Daily Insider radio newslet-

TR R R T R O R R N N e T N R XY

Please send ms Breaker Bags at $19.85
NAME
STATION/AFFILIATION
ADDRESS
CITY
MASTERCARD #
INTERBANK #
EXPIRATION DATE
VISA #

Make check payable to: R&R

(Please allow 2-4 weeks for delivery.)

Ca. residents add 6'2% sales tax.

Radio & Records, 1930 Century Park West, Los Angeles, CA 90067

STATE. P

WWW.americanradiohistorv.com

Latest Lineup
Of HH

Electronics
Power Amps

British-based HH Electronics
recently introduced its fall line of
power amps. Pictured above (top
to bottom) are: the “V150-L,” a
150-watt, four-ohm mono at 100
volts wunit; the ''V200,” a
100-watt, four-ohm-per-channai
stereo model; the “V500." a
250-watt, four-ohm-per-channg!
stereo version; and its companion,
the V800, The MO0’ amplifi-
er shown at bottom is for fixed in- |
stallations.

All HH Electronics amps are fit-
ted with jack and XLR inputs, bin-
ding posts, XLR outputs, and peak
and thermal LEDs. The stereo
amps feature a bridged LED for
mono amplications. All models
have handles and the V500 and
V800 sport integral fans for forc-
ed air cooling. The V800 includes
full LED VU meters as well.

For additional information, con-
tact the firm's U.S. repre-
sentative, TMJ Manufacturing,
at (714) 525-3902.




SHOWBIZ INSIDE OUT M

Coming January 1985—a new and different
one hour weekly radio show that zeros in on
the “inside” stories from the entertainment
capitals of the world. Music and movie
reviews, video, television, concerts, exclusive
celebrl’ry interviews, direct reports from
offilictes across the country, a rundown of
the top hits of the week—all on

ENTERTAINMENT: COAST-TO-COAST.

Co-hosts Kris Erik Stevens and Keri

Tombazian are joined each week by other

feature editors, to take listeners ’rhrou h the
- dlittering, fast- poced world of en’rer’rommen’r

ENTERTAINMENT: COAST-TO-COAST
captures this vital part of America’s young

adult lifestyle. Reserve it in your market.
Contact Susan Jacobi (212)975-6917.

The Programming Service
with the CBS Difference

www americanradiohistorv.com
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Theriot Manhattan VP KHYL Ups Bridges

Bruce Theriot has been appointed VP/Business Af-
fairs and A&R Administration for Manhattan Records,
a division of Capitol/EMI. He
reports to Senlor VP Stephen
Reed. Prior to this, Theriot was
Senlor Attorney and Director of
the Artist Contract Section of
Capitol’'s Law Department. He first
joined the label as an attorney in
that section in 1983, after repre-
senting BBC Enterprises’ U.S.
television merchandising licensing
agent. Bruce Theriot

Paradise Adds Staffers

Joining recently-named Paradise Records GM
Bruce Shindler are VP/Publishing Richard Perna,
Professional Manager Bernie Walters, Video Promo-
tion head Jerry Smith, Director/Paradise Video Bob
Cummings, and Chief Recording Engineer Bobby
Bradley.

Wilkerson Debuts Comedy Service

Roger Wilkerson (aka Roger Wilko) has founded
the Comedy Writer, a market-exclusive comedy ser-
vice for CHR and AOR outlets. The hotline number is
{213) 305-7216.

Morris Shifts To New Star

" Dana Morris has joined New
Star Enterprises. Rick New-
man heads this newly-created
management concern, whose cli-
ents are Pat Benatar, Richard
Belzer, and comedian J.J. Wall.
Most recently, Morris spent four
years in A&M Records’ West
Coast Promotion Department.
New Star is based at 60 W. 70th

Dana Morris
Street, New York, NY 10023; (212) 496-5100.

MCS Relocates
Mitchell Communication Services has moved to
P.O. Box 1285, Fairfleld, 1A 52556; (515)-472-4087.

Angel Appoints Three

Angel Records has completed its organizational re-
structuring by announcing the following appointments:
Douglas McCileary, Manager of Merchandising, Ad-
vertising, and Public Relations; Mark Forlow, Sales &
Promotion Specialist/Eastern Region; and Henry Pe-
ters, Sales & Promotion Specialist/Midwest Region.

WEA Taps Durkot, Kelly

Karen Durkot has been appointed WEA's Promo-
tion Manager/New England, where she formerly
worked as a Boston market sales representative. In
other related activity, Mary Alice Kelly succeeds
Durkot as a member of the Boston sales staff. Prior to
her WEA appointment, Kelly worked for PolyGram's
Boston sales office.

RAB Elects Board Members

John Boden Frank Boyle

Bill Clark

Ken Hatch

Jerry Lyan G/en Mahone

Group W Radio President Dick Harris has been
elected Chairman of the RAB Board of Directors. He
succeeds Richard Chapin, President of Stuart
Broadcasting. Also assuming key posts are James
Arcara, Capital Cities Communications Exec. VP,
and Carl Wagner, Taft Broadcasting Exec. VP/Ra-
dio & Cable. Arcara becomes Vice Chairman of the
board, while Wagner chairs the Finance Committee.

Concurrently, eight new directors were elected.
They are: Blair Radio President John Boden, East-
man Radio Chairman Frank Boyle, Sandusky Radio
President Toney Brooks, Shamrock Radio Presi-
dent Bill Clark, Selcom Radio President Barbara
Crooks, Bonnevilie International Sr. VP Ken
Hatch, RKO Radio President Jerry Lyman, and
Sheridan Broadcasting President Glenn Mahone.

Helen Bridges has been promoted to Sacramento
Sales Manager at KHYL/Sacramento. She joined
the station three years ago as an Account Executive.
Two years later she was upped to Assistant Sales Man-
ager of the Sacramento Sales Office.

Mason Creates Radio Consultancy

Gordon Mason has resigned as Director of Corpor-
ate Development for Noble Broadcast Consultants
to form his own radio consuitancy business. He previ-
ously served as VP/GM of KJOl/Los Angeles (now
owned by Noble) for nearly eleven years. Mason’s
radio background inciudes affliiations with Los Angeles
outlets KBIG, KMPC, KNX, and KTLA-TV.

Garner New KBUG & KCPX LSM

KBUG & KCPX/Sait Lake City weicome Paul Gar-
ner as Local Sales Manager. He moves crosstown
from KTVX-TV, where he served as an Account Execu-
tive for three years.

Clifford Segues To
Epic/Portrait

Patrick Clifford has been |
named Associate Director, Talent
Acquisition, West Coast, Epic/
Portrait Records. Before ac-
cepting this post, Clifford was
with Nemperor Records and,
prior to that, with Cashbox maga-

zine. Patrick Clifford

Cohen Named HME Controller

Allan M. Cohen has been named Controlier of HME
Records. Prior to his appointment, Cohen held similar
positions with Chrysalis, Private Stock, and Bell
Records. HME distributes its products in the U.S.
through CBS Records.

McFadden Moves To Nashville

Jack McFadden has moved his two companies,
McFadden & Associates and the McFadden Artist
Corporation, into one building. it's located at 818
18th Ave. South, Nashville, TN 37203; (615)
321-5400.

Hart Forms New Firm

Gary Hart has established Gary Hart & Associ-
ates, specializing in music business interests. He'll
continue to co-manage Vern Gosdin with Robert
John Jones. Gary Hart & Associates is located at
1717 West End Ave., Suite 611, Nashville, TN 37203
(615) 327-3569.

Jasmine Records Bows

Singer/songwriter Geno Austin has created an inde-
pendent label, Jasmine Records. Working with him as
West Coast Promotions Director is Damon Webb. Jas-
mine’s first release is Austin’s ‘‘My Computer.”” The
label’s address is 818 Maple St., Santa Monica, CA
90405; (213) 452-0513 or 450-3857.

WESTHMOOD ONE For the best in nationally-sponsored radio programs, concerts, simulcasts and big event specials, call (213) 204-5000.

FUTURE HITS

with Joel Denver

|




Why The Research Group's
Comprehensive Music Test is the
Leader...The Only One.

The Research Group invented the process of group music testing some years ago. What makes our
patented process so special that the country’s most successful stations—whether contemporary,
country, easy listening, urban or A.C.—use it exclusively? The first secret is in the extremely
rigorous recruiting work we do, screening through advanced ‘‘high-focus target.”” The second is that
we have a wealth of experience in interpreting the data and helping stations to put it to work in
ways that pay off in the ratings. Doing music testing the way we do is extremely difficult, but that’s
why America’s most successful stations accep: nothing less than The Research Group when it comes
to their music.

“WVOR has made it to the top—to a great degree because of its music. And
we’ll only use one company for our music testing, The Research Group. Their
CMTs take the guesswork out of which songs to play. It’s one of the best
investments we’ve made in our station.”’

Jack Palvino
Executive Vice President and General Manager
WVOR Radio, Rochester

“I] demand value for the dollars I spend. The Research Group does whatever
it takes—whatever they have to—to make it absolutely right. Their standards
for recruiting and control are head and shoulders above the others.”

John Winkel
Executive Vice President/Chief Operating Officer
Affiliated Broadcasting, Inc.

‘“‘We at Malrite Communications Group know how important it is to get
things just right. . . especially with the music we play at K-102. It’s crucial.
And The Research Group’s CMTs have paid off for us.”

Gary Swartz
Vice President and General Manager
KEEY Radio (K102), Minneapolis

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

2517 EASTLAKE AVENUE EAST e SEATTLE, WASHINGTON 98102 ¢ (206)328-2993
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The Diary Down Under

Hello again! After an absence of several weeks on an internation-
al speaking/consulting swing, it’s great to be back. I really worked
during my two-week stint in Australia (though I did take a little —

pardon the expression — R&R).

This column provides an overview of
what I found during my stay. Ratings
are vitally important in a number of
Aussie markets, and the Australian
methods of measuring station populari-
ty may offer some guidance for domes-
tic U.S. ratings services. In addition, the
Aussies may be casting a research eye
toward the states. But more on that
later.

Different Diary

Those of you accustomed to coping
with a diary-based ratings service
would have felt right at home in Austra-
lia. And talk about monopoly — there’s
just one credible survey system Down
Under. That research firm is Sydney-
based McNair Anderson Associates. The
company is the result of a merger sever-
al years ago involving two competing
diary techniques. McNair Anderson is
not only dominant in the radio mea-
surement field, but also conducts televi-
sion surveys (as does Arbitron). The firm
extends its research grasp into the print
media, where it does have some compe-
tition.

It was amazing to see the difference
between how Australian broadcasters
perceive and deal with McNair Ander-
son versus how U.S. broadcasters cope
with Arbitron. Generally, there is a
healthy attitude of cooperation between
the industry and the ratings service. For
example, the broadcasters and McNair
execs work together to set survey dates
and even change the length of sweeps.
In most surveyed markets, for exam-
ple, the sweeps have been eight weeks
long. However, several metro areas
have opted to go with six-week sweep
periods. The Federation of Australian
Radio Broadcasters also has a research
committee that represents broadcaster
concerns to McNair Anderson. This
group functions in much the same way
as the Arbitron Radio Advisory Council.

As noted earlier, the McNair tech-
nique for measuring radio involves that
old standby, the diary. However, its
diary version is different from
Arbitron’s (and the layout used by the
Bureau of Broadcast Measurement in
Canada). In terms of pure research, the
McNair Anderson diary is superior to
the diaries used elsewhere. But there are
special reasons why the McNair version
works so well. At least 80% of its diaries
are returned in a usable fashion, com-
pared to Arbitron’s response rate of just

over 40%. Other special considerations
include:

e A more scaled-down industry.
Though Australia is the size of our 48
contiguous states, there are only 136
commercial properties Down Under —
although more are on the way in the
not-too-distant future. The largest
markets, with more than three million
people (Sydney and Melbourne), have
fewer than ten commercial stations.
Most markets in the nation have just
one station per area and are located in
“country’’ settings.

® A cooperative populace. In a na-
tion where everyone is required to vote,
perhaps it’s easier to get folks to fill in a
diary. There may not be the suspicion,
harbored by some in this country, to-
ward what might somehow be constru-
ed as an official document. At any rate,
McNair Anderson staffers told me they
don’t offer any cash premium incentive.
When they tested the impact of such an
itern on response rates there was little, if
any, change.

® A healthy social climate. Besides
lovelv weather, there is also less evi-
dence of the social tensions you might
see in portions of the U.S. I'm sure this
comfortable atmosphere doesn’t per-
vade every block, but the overall social
climate makes it possible for McNair
Anderson interviewers to deliver diaries
to the homes that agree to participate.
After the diarykeeping phase is over
(Sunday to Saturday), the interviewers
return to the neighborhoods and per-
sonally retrieve the diaries.

DEMOMBTRATION

the deal was never consummated.”

geles.

Arbitron, Simmons: No Deal

Arbitron Radio’s VP for Sales & Marketing, Rhody Bosley, has nixed a pre-
liminary agreement between his firm and Simmons that would have involved an
exchange of radio and newspaper information. “I thought an agreement would
have disturbed both the radio and newspaper industries,” Bosley told R&R, “so

Lebow Promoted, Johnson Hired At Arbitron

David Lebow, previously a Client Service Representative in Arbitron’s L.A.
office, has been promoted to Account Executive in the company’s Chicago office.
Replacing Lebow in the CSR position in L.A. will be Ms. Cindy Johnson. Ms.
Johnson has, for the past several years, been Research Director at KLOS/Los An-
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Pre-Listed Stations

One of the benefits of operating in
markets where there aren’t dozens of sta-
tions is that the diary can become a much
more useful instrument. In addition to
listing the timeframes for possible lis-
tening, you can also prelist the stations
a respondent might tune in. The ex-
ample shown here is from a mock Syd-
ney area diary. (The call signs begin
with a 2 in New South Wales, the state
in which Sydney is located. Other states
have different numerical prefixes in-
herent in their calls.) It shows the local
stations, with call signs and dial posi-
tions, on each diary page. Note the two-
page layout for each day . . .

The “closed-end” approach to listing
the timeframes by quarter-hour is an
idea Arbitron is testing, but prelisting
stations is another matter. How feasible
this practice would be in the U.S. is
debatable — perhaps it could only be
done in medium and smaller markets.

Another difference between the Aus-
sie diary and ours may be apparent to
you. What about obtaining information
on location of listening? This has been a
hot topic in the states, with Arbitron
recently reinstating the “in-car” col-
umn. However, in talking with sales
managers around the country, I'm not
sure this information is getting the
proper usage on the street. Maybe that's
the feeling Down Under also. The Mc-
Nair Anderson people don’t think
there’s a crying need for such a major
diary revision. We'll see.

Quick Delivery, Access

With fewer than a dozen metro mar-
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kets surveyed three or four times annu-
ally and other markets rated just once,
if at all, you might expect McNair to
quickly generate the ratings results.
You’d be right. After a survey ends on
Saturday, the diaries are collected over
the next two days, courier-delivered to
Sydney headquarters, and edited, tal-
lied, printed, and released by McNair
on Friday — all less than a week after
the sweeps’ end.

Broadcasters receive advance calls
with highlights, a printed summary re-
port, and then on-line access within a
matter of hours. At the latest, the data is
retrieved at the station the following
Monday, still in a most timely fashion.

Microcomputers haven’t caught on as
quickly in Australia as they have here,
so the McNair Anderson on-line access
system is a timesharing one. Delays still
seemed minimal when I worked on the
system during my visit to McNair head-
quarters, and expenses ran at the rate of
$30 per hour. Apparently, broadcasters
get their survey results in the major
markets on Friday, then massage the
on-line data over the weekend to get
their best story on the street by Monday.

Eye On U.S.

While McNair is dominant in Austra-
lia (and New Zealand), it also covets
future growth, perhaps in the States.
Some of you may remember meeting
McNair’'s Don Neely at the RAB
Managing Sales Conference in Dallas
two years ago. He was warmly received
by several broadcasters, and that mem-
ory has stuck. McNair’s parent com-
pany, Audits of Great Britain (AGB), is
now entering the US. TV metering
business with a bang, giving Nielsen
and Arbitron some competition. I got
the impression it wouldn’t be unthinka-
ble for the Aussie methodology, with
necessary modifications, to be marketed
here within the next two or three years.
I'll keep you updated as developments
warrant.

Let me sign off by saying it was re-
freshing to see radio research tackled
from another angle. The Aussies’ meth-
ods probably couldn’t be transplanted
as a whole to the U.S.; but the McNair
Anderson folks have studied diary tech-
nique worldwide — as well as client
relations. I'd have to say the firm has
improved on both. Perhaps the Ameri-
can research firms, especially Arbitron,
can take a page from the Aussie book.

Thanks again to the FARB, the Mc-
Nair Anderson people, and the Aussie
broadcasters for their lovely brand of
hospitality. See you again soon!




We deal with 45000 songwriters
so you dont have to.

No other music licensing organization
has as many songwriters. No one even
comes close.

To deal directly with all of them, the
average station would have to spend tens of
thousands of hours a year just to handle the
paperwork. Not to mention the telephone
and postal expenses. And youd still have to
pay royalties.

BMI makes everything simple and
efficient. For a small licensing fee,
you can use the most popular music
to help build your audience.

That’s why BMI is such a good
deal for you.

Wherever there’s music, there’s BMI.

©1984 BMI
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NETWORKS

PROGRAM SUPPLIERS

REED BUNZEL

A GROWING TREND

The Network
Program Promotion

The radio industry is possibly the most promotion-intensive
business in the country. Any program director, promotion manager, or
GM knows the value of a good promotion, ranging from contests and
remote broadcasts to community service projects. Promotions attract
listeners, who fill in diaries, which determine the ratings, which in-

fluence the advertisers.

With such a wide variety of syndicated
and network programming available to in-
dividual stations today, a growing trend is
appearing as part of many program pack-
ages: the national contest. Many compan-
ies have found listener involvement through
promotion to be a vital success element,
enhancing regularly-scheduled long-and
short-form programs. These promotions
are nothing new, but they are beginning to
appear with increased frequency, giving

away prizes such as frisbees and new cars.

week’s column takes a brief look at national
contests and some of the objectives behind
them.

Listener Involvement

While localized promotions are designed
to produce tangible, measurable results for
a radio station, national contests have a
much more nebulous objective. Developed
primarily as a service for affiliate radio
stations, these contests serve as image-
boosters for those stations, without any of
the requisite cost or organizational fuss.

“The thrust of the local promotion isn’t
quite the same as the thrust of one on the
national level,” says Tom Reland, Direc-

tor/Creative Services at United Stations.

“We view our promotions as a service,
something we can help the stations with. If
a station is associated with a big event, a
big promotion, it definitely builds its image.
Much of what is gained from a promotion is
the image; in this case that of the station
and the show.

“Promotions are advantageous because
they offer listeners an additional reason to
listen to the station,” Roland continues.
“They provide an opportunity for people to
sometimes win prizes that are a little big-
ger than they normally might be able to

Rob Sisco

Tom Roland

win, and it helps the station through the tie-
in. The advertiser benefits, too, from an in-
cidental effect of being involved. Obviously,
it’s always nice to be able to tie the client in
with the program and the stations.”

One of the greatest appeals of syndicated
or network programming is the opportunity
to supply a product which a station generally
couldn’t attain on its own. Mike Harvey,
Executive Vice President at Transtar,
believes the same holds true for national
promotions: ‘“‘One advantage of running a
promotion within a national program is that
you are offering something to your affili-
ates that they either couldn’t do or aren’t
able to do themselves. The station gets a
major promotion that they don’t have to do
anything for, yet their audience is just as
eligible for it as anyone. The station gets the
full benefit because their listeners can par-
ticipate, and it doesn’t cost the station a
thing.”

Rob Sisco, VP/GM of IS INC and
producer of network programs utilizing
promotions, believes that listener involve-
ment and excitement are the keys to any
successful promotion — local or national.
“Generally, a radio contest is a radio con-
test is a radio contest,” he explains. “There
are good ones, mediocre ones, and boring
ones. The good ones take something excit-
ing and relevant and exploit it, get the
listeners involved, and achieve a specific
objective. A promotion keeps the program
fresh, exciting, and interesting to the
listener. Any ‘Basics of Radio Program-
ing 101’ dissertation would always include
first person involvement on the part of the
listener. Anything you can do to involve the
audience is only going to enhance your pro-
ject, and in a national program a contest of
heavy magnitude makes it very special.”

Josh Feigenbaum

COAST-TO-COAST PARTY

Saturday Super Gold

Until recently, “Super Gold " was available
only to Transtar affiliates via Westar lil. Now,
however, the network is offering it on a barter
basis to other stations via Satcom 1R. Accord-
ing to Transtar, this marks the first time net-
work programming is being offered to stations
in both analog and digital audio on two separ-
ate satellites. Mike Harvey, Executive VP at
Transtar and “Super Gold"” host, says this dual
delivery was prompted by station demand
which, in turn, was fueled by positive reaction
to the show’s research/audience participation
mix. “This is a live oldies show, an all-request
show stylized like a party, but what really sets
us apart from other shows is that we are
designed to win. We don’'t guess on
crucial questions of how to put the requests
into the programming mix. Our research keeps
us aware of the right ways to reach those
25-54 target demos.”

Harvey claims that research is the key to
success, even if the show is in constant con-
tact with its listeners via toll-free lines. “We
have a formula based on the research that
says you play a certain percentage of one
type of song, and a certain percentage of
another, and it all goes together in a natural-
sounding flow. We know, for example, that
there are distinct preferences within a certain
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Oldies and Saturday night go together like a needle in a groove, like beer
in a bottle, like Michael Jackson’s hand in . . .
Several weeks ago (10-19) on this very page we looked at live Saturday
night oldies programming. This week, Part Il in the Saturday Night Live story
takes a look at “Super Gold,” Transtar's weekly “coast-to-coast oldies party.”

well, you get the picture.

) Mike Harvey

demographic for certain types of oldies. We
have different breakouts that indicate to us the
degree of priority for oldies from certain eras,
or for oldies that have a certain sound, or a
certain flavor to it. The proper mix of '50s, '60s,
and some of the '70s is absolutely vital to win-
ning big, and that's where our research comes
in."”

“Super Gold” runs four hours each Saturday
night, from 6-10pm PST. Each show focuses
on a distinct theme, and about 30% of the
music played within the course of the program
relates to that weekly topic. Harvey explains,
“Qut of maybe 18 to 20 songs each hour, bet-
ween four and eight are theme records. For in-
stance, this weekend we’re doing memories
of the flower power era, featuring music from
when love-ins were popular. The theme is
spread throughout each hour, but it doesn’t
occupy it — it’s icing on the cake.”

More icing on the cake is the spot load
developed for - the program. Says Judy Gold,
Vice President/Marketing, “Our programming
philosophy is to offer a reduced commercial
load for our radio stations. 'Super Gold' carries
eight minutes per hour, which means that we
are retaining only one-to-two minutes per hour
for a national advertiser, leaving the station six '.
minutes to sell to the stations for a premium
rate.”

Local Vs. National

Creating an effective national promotion
involves little more than taking local
radio’s strengths and working them from a
different direction. Josh Feigenbaum,
President of MJI Broadcasting, elaborates,
“Radio has always been fast and furious
with promotions, and on a national basis
they have a real plaﬂ: — if handled proper-
ly.” Still, he cautions,.one large grand prize
given away op aAlationwide promotion
might not have the same appeal it would
have if only the.local station were involved.
“A lot of”national promotions fall short
because the local listener has to be satis-
fied. Jf the listener is frustrated because he
knows the prize is virtually out of reach,
there is very little benefit for him or the
Tocal station.”

Much of MJI's programming, such as
“Rock Quiz,” centers around -contests
which are customized for local appeal. Ac-
cording to Feigenbaum, this local involve-
ment is the key to success. “You have to

service the stations on a local basis,” he
adds. ‘‘Promotion is important to a national
program, but if a show is on 200 stations and
they're giving away one car, the promo-
tional aspect tends to get buried. What
we’re doing is giving an entire packageto a
station, including the prizes. By providing a
program that is also a promotion, it serves
a multiple function.

Whether a promotion involves one large na-
tional prize, or numerous smaller prizes dis-
tributed by each affiliate station, networks
and syndicators have discovered the benefits
of program promotion. The network arena is
changing, and a growing two-way relation-
ship between the supplier and the station
has led to more understanding between the
two. Both sides are listening to the other,
and cooperation is key to success. While the
jury is still out on the degree to which
listenership is actually enhanced by a na-
tional contest, the evidence suggests that
nationally-sponsored promotions enhance
the station, the network, and the advertiser.
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America’s Coast-to-Coast Oldies Party

Until now, Super Gold has been available to only a select group of

TRANSTAR Radio Network affiliates.

Now your market can experience the excitement and personal
audience involvement Super Gold creates. LIVE in full-digital stereo

via SATCOM 1R.

Super Gold is a weekly four-hour special, fully researched and
targeted to deliver maximum shares 25-54. And your audience can
participate directly via toll-free “800” lines for requests, dedications,
and contests.

Super Gold turns the weekend doldrums into your highest rated daypart!

Available on a barter basis. For details call toll-free 1-800-654-3904.
Or call collect (213) 460-6383.
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Taken from the Columbia LP “Chinese Wall” roduced by Phil Collins for Kalimba Productions &
LOOK FOR THE NEW VIDEO FEATURING PHILIP AND PHIL

www americanradiohictorvy com
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RR MUSIC CALENDAR

NOVEMBER 17-18

American Christlan

Countdown (SP)
Farrell & Farrell

American Gospel Rock
Countdown (SP)
Farrell and Farrell

Captured Live

Quiet Riot

Countdown America
wi/John Leader

Pat Benatar

Dick Ciark National

Muslc Survey

Elton John/Huey Lewis/Cyndi Lauper
Dick Clark’s Rock, Roll,

& Remember (US)
Lionet Richie & The Commodores

Don & Deanna On

(RKO)

(RKO)

(MBS)

Bleecker Street (CB)
Witson Pickett & Martha Reeves

Dr. Demento (WO)
Reggae Dementia

The Great Sounds (US)
Carot Channing

Guest DJ (PFM)
Thanksgiving Drumstick Special

Hot Ones (RKO)
Cuiture Club

Lee Arnoid On A

Country Road (MBS)

Larry Gatiin/Tammy Wynette/
John Conlee/Ricky Skaggs

{ [} 1 7
NOVEMBER
BBC Rock Hour (LwW)
Culture Club
Country Calendar (Cw)
Statler Brothers
Dick Bartley’s Solld Gold
Saturday Night (RKO)
Rockabilly Cats
Rare Trax (Cw)
Asia
Sliver Eagle (ABCE)
Jim Glaser/Kathy Mattea
Super Gold (TRAN)
Drifters/Coasters

NOVEMBER

Country Calendar
Barbara Mandrell

King Biscuit Flower Hour (ABCR)
Lou Reed/Bruce Cockburn
Live From The Record
Plant

Stevie Wonder

(Cw)

(RKO)

Rolling Stones’ Continuous
History Of Rock And Roll (ABCR)
That First Paying Gig

Spotlight Special
Jefterson Starship

(ABCC)

Metalshop (MJI)
Ronnie James Dio
Music & Memories (SBS) g
England Dan & John Ford Coley NOVEMBER
Music Of The City (S))
They Call It Rock & Roll Part 6 Country Calendar (Cw)
Rare & Scratchy Rock & Roll (PIA) Gene Watson
Spanky & Our Gang Rare Trax (CW)
Rick Dees’ Weekly Top 40  (US) Genesis
Billy Ocean Retro Rock (Cw)
Rock Album Countdown (WO) John Lennon
Roger Hodgson/Tommy Shaw Sound Check (RKO)
Rock Chronicles (WO) Bob Seger
Road Goes On Forever
Rock Over London (RI)
Frankie Goes To Hollywood [N e 20
Solid Goid Country (US) =
Tammy Wynette
Solid Gold Scrapbook (RKO) NOVEMBER
Bobby Darin
Source ConcertProfile  (SOU) S LT (cw)
pecial
Top 30 USA (casm) || Here Trax cw)
Chicago
Weekly Country Music BS:;nA%:’:n:eck (R
Countdown (US)
Qak Ridge Boys
ki Ml 2 1
! NOVEMBER
Country Calendar (CW)
NOVEMBER 19-23 oL
Rare Trax (CW)
Budwelser Concert (WO) David Bowie
Pointer Sisters Sound Check (RKOQ)
Country Closeup (NP) B0 el
Gary Morris
Earth News (WO) /
Cuilture Club/Steven Bauer/Ron Liebman
In Concert (WO) AUGUST
Motley Crue/Black & Biue
Country Calendar (Cw)
"":ervlew (lN) John Anderson
Krokus Rare Trax (CW)
Live From Gilley's (WO) David Bowie
Jon Conley Sound Check (RKO)
Sam Harris
Music Makers (NP) 4
Artie Shaw
ir
Off The Record (WO) 23
Fixx/Scandal/Roger Hodgson
Off The Record Speclal (WO) NOVEMBER
Pat Benatar Part 2
Country Calendar (CW)
Special Editlon (WO) Hank Snow
Brothers Johnson Rare Trax (Cw)
Quarterflash
Star Trak Profile (WO) Sound Check (RKO)

Sheena Easton

Billy Idol

NETWORK
PROMOS

@ Brad Krohn has been appointed
to direct the Texas AP Network, the
statewide radio news network of As-
soclated Press. Krohn joined AP in
1982 at the Broadcast News Depart-
ment in New York, and transferred to
Washington, DC when that depart-
ment was merged with the AP Radio
Network. Prior to joining AP he was
with the news department at WEBR/
Buffalo.

® Mutusl Broadcasting has pro-
moted Pat Piper to Producer/Special
Programs, with overall responsibility
for the ‘‘Larry King Show,” the ‘‘Jim
Bohannon Show,” ‘‘America In The
Morning,”” and ‘‘Reporters’ Round-
Up.” In addition, Emma Green has
been promoted to Regional Clearance
Coordinator for the Southeast region,
while Juan Rodriguez has joined the
network’s Engineering Department as
a systems engineer.

@ Norm Hankoff has joined Fred
Hall Productions as Executive VP/
Marketing. Hankoff, a 30-year broad-
cast veteran, is former manager and
current president of KTHO-KZFR/
Lake Tahoe.

® Satellite Music Network has
named Greg Batusic its new West-
ern Division Sales Manager. Batusic,
a ten-year radio sales veteran, is now
in charge of SMN’s new Chicago ad-
vertising sales office.

Page 15

WS & INFORMATION FEATURES

NOVEMBER 11-16

Entertainment

Assignment Hollywood
Tom Berrenger (11/12)

Tyne Daly (11/13)

Sting (11/14)

Catherine Hicks (11/15)

Tom Cruise (11/16)

Larry King Show

Dick Ebersol (11/12)

Edwin Newman (11/13)

Little Stephen (11/14)

Hinton Battle (11/15)

Frank Meyer (11/16)
Rocknotes w/

Pat St. John

Paul McCartney

Rock Report (SOU)
Wham!/Eurythmics/Tom Robinson (11/12)
Screen Scenes (SOV)
Terror In The Aisles (11/12}

American Dreamer (11/13)

Terminator (11/14)

Thiet Of Hearts (11/15)

Weekend Hits & Misses (11/16)

(MBS)

(MBS)

(ABCR)

Radio Hotline (ASR)
On the air/lost dog/Maggie Carter/a girl called
Stevens’ & Grdnic’s Comedy
Drop-ins (ASR)
Bobmonaut school/turn down that noise/

alien being/self-improvement
Daily Feed

Others’ organs/driving fantasies/

(OCA)

Brad Messer’s Daybook

Elizabeth Stanton/Loch Ness Monster
(11/12)

Fantasia/Mariner-9 (11/6)

Streetcars/raft rescue (11/14)

Pike’s Peak/Atlanta burned (11/15)

Meteors/Federal Reserve Banks (11/16}

(WO)

Computer Program (PRN)
Elementary schools/college computers/

small businesses/portables/

word processors

Health Care (PIA)
Medicare & The Eiderly (11/11)
Medscan (PIA)

Altzheimer's Disease (11/12)
Pelicans & DDT (11/13)
Gardening (11/14)

Forced Retirement (11/15)
Weather (11/16)

Minding Your Business (NP)

Tracking Truckers With Tacographs (11/12)

Organic Roofing/Direct Marketing Software
(11/13)

Sales Costs & incentives (11/14)

Sabbath Work Suit/Targeted Jobs Tax Credit
(11/15)

Name Game/Collection Agencies (11/16)

Public Affalrs (PIA)
The Priesthood: Religion In America (11/11)

Something You Should

changes in Washington/Armageddon/ Know (SBS)
OPEC out to lunch . -
, Midtife Crisis (11/12)

Jack Carney’s Perfect Parties (11/13)
Comedy Show (CW) Your Professional image (11/15)
Funny Ladies
Laugh Machine (PRN) || Sound Advice LD
Bill Cosby/Monty Python/Don Adams/ Speaker placement/teedback/privacy/

Gallagher headphones/out-of-phase

U

Lifelines w/Bill Fantini  (ABCR) News Blimp (PRN)

Bob Leuci (11/12)

Sue Goldstein (11/13-16)

Radiorobics (Sl)
Exercises for the arms
Spaces & Places
Pets & Their People

(WO)

Personal robots/mental health/high tech
health hazards/personal weathar/

growing up
Newsiine Extra (NBC)
Doc In A Box
Sporting News Report Cw)

Mike Lynn/Don Garlits

PROGRAM SUPPLIERS KEY

ABCD = ABC Direction Net
ABCE = ABC Entertainment Net
ABCR = ABC Rock Net

ABCY = ABC Youth Nets

AMS = American Medla Services
AP = Associated Press

ASR = All Star Radio

BR = Bamett-Robbins

CB = Continuum Broadcasting
CBS = CBS Radio

CBSR = CBS RadioRadi.
CRN = Creative Radié Nal
CW = Clayton Watster

DCA = DC Audio = "

DIR = DIR Broadcasting,,
GSN = Giobal Sateliite Net

IN = Innerview s
I8 = IS INC i
LBP = Lee Bailey Prod.
LW = London Waveiength:
MBS = Mutual Broadcasting
ME = Multimedia Entertainment
MJ = MJI Broadcasting ' =
NBC = NBC Radio

NP = Narwood Productions
NSBA = NSBA Productions
PFM = PFM Inc.

PRN = Progressive Radio Network
PG = PG Prod.

PIA = Public Interest Aff.

RCP = Ron Cutier Productions
Ri = Radio International

RKO = RKO Radio Net

RKO1 = RKO One

RKO2 = RKO Two

$BS = Strand Broadcast

SI = Syndicate it

SOU = NBC The Source

SP = "The Spirit" Productions
TRAN = Transtar

US = The United Stations

WO = Westwood One

YRN = York Radio Network

LENNON TOO — Atlantic recording artist Julian L

é;

i

.
ennon recently dropped

by the studios of NBC's Source network to record an interview for an up-
coming special. Pictured are (I-r) Lennon and Source Program Manager

Rona Elliot.

PARTY BEACH — United Stations recently threw a beach-front bash at

Dick Clark’s Malibu estate in celebration of the company’s growth. Pictured
during the laid-back Mexican fiesta are (I-r) Clark; Needer, Harper, and
Steers's Marianne Busse, and United Stations’ David Landau.







BLAIR RADIO.
THE PROOF IS THE
PERFORMANCE.

In six months, Blair Radio helped KLFY-FM's
audience ratings take off like a high-performance
sportscar...65%.

Because Chet Tart, Blair Radio’s V.F,
Programming & Marketing, built a unique
program for the station.

No wonder stations say things like:

“Tart is one of the leading program con-
sultants in the country.” Steven C. Keeney,
V.P./G.M., KIMN, Denver

*| commend the skills and programming
know-how of Chet Tart.” Alfred E. Berk,
V.P./G.M., WBAL /WIYY, Baltimore

“Tart designs a plan of action that gets ratings.”
Monty Wallis, Manager, KYAA, Billings

Action that gets ratings and advertisers.
That's performance.

Call Chet Tart at (212) 603-5604 for pro-
gramming analysis and direct mail advertising
strategies. He'll put Blair Radio to work for
your station.

BLAIR RADIO ==

Performance is the Tradition.
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CHR
180/63 735%

A/C
- 92/38 67%

“Understanding”
BOB SEGER

AND THE

SILVER
BULLET
BAND

o

The fifth and
sixth Breakers from
the original motion
picture soundtrack,

“Teachers”

Cioctol

1984 UNITED ARTISTS CORPORATION

Apparently all the East Coast
rumblings about the future of the
RKO RADIO NETWORKS
generated enough heat to warm
even the very top. RKO General Chairman
SHANE O’NEIL issued a memo recently to
network staffers and advertisers firmly
committing to the networks' continued
operation, saying, ‘'l belive that the future of
the RKO Radio Networks will be positive, and
that as part of the RKO family of companies,
the Networks operation can be a stellar
performer in our business.”

There may be more to the “CHUCK
EVANS departs WLS/CHICAGO story” than
meets the eye (or at least more than met our
eyes last week in this column). Apparently
Chuck’s actions went beyond just giving away
an album to someone without permission, and
his termination was the only option available to
WLS. The station, which is not in the habit of
firing folks without good reason, is still looking
for an on-air replacement.

There's a good radio gig open in New
York, producing WNEW-FM’'s morning show. If
you've got programming experience, are sharp
with a blade, and know how to line up exciting
guests, send a resume (no calls) to PD
CHARLIE KENDALL.

Rick and Raechel in
the morning? RAECHEL
i DONAHUE, currently of the
CABLE MUSIC CHANNEL
and late of KROQ-FM/LOS
ANGELES, has been
lending her rapier wit to
RICK DEES’s morning
show on KIIS/LOS
8 ANGELES. But before you
: : ' chip it into stone, you
Raechel Donahue should know Raechel is but
one in a list of those “trying out” for the slot
vacated by Liz Fulton.

One of the best set of ears in AOR radio
is going to be put to good use for ARISTA.
Former WXRT/CHICAGO MD JOHN MRVOS
has been hired to do East Coast A&R for the
label.

JASON MINKLER has exited his national
promotion slot at GEFFEN RECORDS. A
12-year promo vet, Jason’s worked for RSO,
WB, and Network. He can be reached at
(213) 473-3753. We hear a promo exec from
another West Coast label has the inside track
on Jason'’s position at Geffen.

R&R/Friday, November 9, 1984

¢:Street Talk

JIM CONLEE, most recently a weekend
air talent for KKHR/Los Angeles and
formerly PD at KHTZ/Los Angeles, has
been named PD at KWNK/SIMI VALLEY (just
outside of L.A.). He replaces the exiting JOHN
CAMPBELL, who can be reached at (818)
704-1720. However, the suburban CHR is
butting heads with KKHR over the use of the
slogan “Hit Radio.” CBS has sent cease and
desist letters, but KWNK continues to use the
phrase on the air. Conlee did indicate, “We're
taking a long hard look at this situation.”

WHBY/APPLETON GSM SUSAN
KNAACK is upped to GM of WHBY & sister
WAPL, replacing the exiting DON WEIR.

WASH/WASHINGTON's new on-air
identity is “Party 97.”

KFMW & KWLO/WATERLOO Operations
Manager KIPPER B. McGEE has accepted the
PD’s job at WZOK/ROCKFORD. He replaces
former PD GEOFF DAVIS, who remains with
WZOK as afternoon personality.

KWAI/HONOLULU has signed on the air at
1080 kHz with B5kw around the clock. STAN
COOK is the PD for the new CHR outlet.

P e And before we leave

the islands, former KKUA &
KQMQ/Honolulu Operations
Director AUSTIN VALI has
& taken on similar duties for

b KRTR/KAILUA (serving

" Honolulu). The A/C-
formatted station utilizes
DRAKE-CHENAULT's
“Contempo 300" package.

Austin Vali At AOR-formatted
WNGZ/ELMIRA-ITHACA, MARIAN HAIGHT
comes aboard as the station’s new General
Manager. She replaces BOB O’BRIEN, who is
reportedly headed for an as yet unspecified
outlet in Phoenix. Also at WNGZ, RICH
ARNOLD has been promoted to the newly-
created post of Operations Manager.

Longtime CKLW/DETROIT afternoon
personality TED RICHARDS is looking for a
new location, preferably the Southeast.
Contact him at (519) 735-2932.

MARVIN GLEICHER has left
POLYGRAM's Midwest regional promo slot
and is available at (312) 281-8222.

J. WALKER is the new PD at KFIV/
MODESTO.

Continued on Page 20

“As | have mentioned many times, we owe a lot to Todd Wallace.”
Rick Phalen, President, Western Cities Broadcasting

To find out what TODD WALLACE can do for YOU, call 1-800-528-6082

| Todd Wallace

associates

International: Call Phoenix, Arizona 602-242-6800
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Jeff Pollack Communications
salutes these

EXCELLENT COMPANIES

ABC Radio

ABC Radio Networks

2SM Pty., Ltd., Australia

Adelaide Stereo FM, Ltd., Australia
Behan Broadcasting, Inc.

Belo Broadcasting

Capitol Broadcasting/North Carolina
Circe Communications, Inc.

Clear Channel Communications, Inc.
East Shore Broadcasting, Inc.

Emmis Broadcasting
Fargo/Moorhead Radio Inc.

Federal Communications Corp.

FM Radio Pty Ltd., Australia
Golden East Of Missouri, Inc.

Henry Broadcasting

Hudson Broadcasting Corporation

Infinity Broadcasting Corporation

KFMG, Inc.

Knight Broadcasting Of New Hampshire
Malrite Communications Group, Inc.
Mann Media

Metropolitan FM Broadcasting, Ltd., New Zealand
Pioneer Broadcasting Co.

Porter Broadcasting Corporation
Sandusky Newspapers, Inc./Radio Division
Shamrock Communications

Sky Communications, Inc.

Stereo FM Brisbane, Ltd., Australia
Stoner Broadcasting System, Inc.

Surrey Broadcasting, Inc.

Taft Broadcasting Company

University Of Florida

Western Cities Broadcasting, Inc.

JPC is proud to be a part of the
commitment to excellence.

JPC
JEFF POLLACK COMMUNICATIONS, INC.

International Programming Advisors To Great Radio Stations

AOR/CHRJ/AC/Oldies

984 Monument St., Suite 204
Pacific Palisades, CA 90272
213-459-8556 Telex 7706880
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ARISTA'S
CHARTBUSTERS

RAY PARKER JR
“JAMIE?

“¥2MOST ADDED” 100/100

JERMAINE JACKSON

“DO WHAT YOU DO”

“DOIT AGAIN”

AOR TRACKS BREAKERS €5
“#1 MOST ADDED”

KROKUS
“OUR LOVE”

AOR TRACKS BREAKERS 46-€0

“WHEN OCTOBER GOES”
“‘#1 MOST ADDED”’

RAY PARKER JR
“JAMIE”

“#3 MOST ADDED”’

THANKS FOR A
GREAT WEEK!

ARISTA

© 1984 ARISTA RECORDS, INC.

R&R/Friday, November 9, 1984

—

 Street Tal

N\

L

Continued from Page 18

If you're in one of the more than 180
markets where HINEY WINE is advertised,
you should soon be able to (as the gag
commercials say) *‘get a little Hiney” at your
favorite store. DORSEY & DONNELLY
ENTERPRISES, the enterprising syndicator of
the Hiney Wine concept, has signed an
agreement with the LaMont Winery of
California to produce a de-alcoholized red wine
beverage under the Hiney Winery trademark.
The product has been test-marketed through
Hiney affiliates KRAK/SACRAMENTO and
KZZP/PHOENIX, and now all the Hiney Wine
stations will have to begin convincing their
listeners that what didn’t exist for so long now
does exist.

MIKE BENSON, formerly of ZZ99/Kansas
City, will team with consultant BOB HARPER
to program WIBM/JACKSON-LANSING, MI.
Billing itself as ““Lansing’s 94 Gold,” the station
will obviously be a Gold-formatted adult-appeal
outlet.

Look for KMJX/LITTLE ROCK morning
man BRIAN GALLAGHER when he plays a TV
anchorman on the November 26 installment of
TV’'s “One Life To Live.”

WVFJ/IMANCHESTER, GA is one of the
first stations to exploit the end of the FCC's
“suitable clearance” policy. Since it is no
longer necessary to get permission to use call
letters which are the initials of government
agencies or U.S. presidents, WVFJ will now
be known as WFDR. In case you missed the
connection, Manchester is just up the road
from Warm Springs, GA, a resort spot
frequented and made famous by our 32nd
President.

Our condolences to EMI AMERICA
Carolina rep CHAL MARTINA on the death of
his wife Melissa.

KFl & KOST/LOS ANGELES

programmer JHANI KAYE was
drafted into service recently when a

segment of “TV’s Bloopers &
Practical Jokes” was filmed in the KFl & KOST
studios. JANE BADLER, who plays the alien
commander on “V,” comes to the stations for
a supposed interview only to find herself
“locked” into a studio all alone. Through the
glass in the next room is “Engineer Jhani,”
who convinces Jane she’s on the air, getting
her to try a number of malfunctioning cart
machines and turntables before she finally has
to read a news item full of unpronounceable
names. (Sounds like every jock’s nightmare,
doesn't it?) The segment will air in late
December.

KLZZ/SAN DIEGO’s LARRY KNIGHT
is seriously ill at Mercy Hospital in San
Diego and might appreciate hearing from
his radio friends. Larry formerly worked at
WGBS/Miami, KCBQ/San Diego, and WZZD/
Philadelphia. We wish him a rapid recovery.

STORK STOPS: To JEM
RECORDS promotion person
y ROSIE GUEVARA BURNETT and
her husband Johnny, a boy,
Brandon Edward, October 11 . . . To BALON
& ASSOCIATES principal ROB BALON and his
wife Marge, a daughter, Lauren Elizabeth,
November 1 . .. To KFMW/WATERLOO PD
MARK POTTER and his wife Christie, a son,
Christopher Mark . . . To SUNBELT
COMMUNICATIONS President C.T.
ROBINSON and his wife Peggy, a second
son, James Patrick, November 5.

Champagne, Menudo & Dimples

RCA’s Menudo performed with labelmates Richard ‘‘Dimples’’ Fields and Evelyn ‘‘Champagne’’ King at a recent
show in Houston. Pictured I-r backstage are: RCA VP Michael Kidd, Menudo’s Roy Rosello and Robby Rosa, ‘'Dim-
ples’ and Evelyn King, Menudo’s Ray Reyes, Charlie Rivera, and Ricky Melendez, and RCA's Leroy Little and Basil

Marshall.

The hottest, most contemporary-sounding CHR jingle package available
today is not the Flasher, the Masher, the Crasher or the Slasher . . . but
simply . . . AGNES. And she cooks, too!

No matter what your marke! size.
we'll make you sound great!!!

CONTINENTAL RECORDINGS
210 South St... Boston, MA 02111

Call(617) 426-3131



Cynthia Horner
RIGHT ON! MAGAZ\NE
When | was invited 10 spend @ day i
with @ group 0 _com rs about @ y€
rious. :

breakneck o]
slee 4 studying © ther
coming oung M d a
nd responS\b\e apbout thel!
ractically @ yone | knew. And t
clean,to ——theneg tive aspects
slipping righ ast the Signin
ing p with ud wardrobe!
and inventing nN€ noreograp

ore to the than irifriends
\

nights ever would.
Jogether ew EdiliON rde
oston aréa figu
reward thevr pare and trien
ring their rocky ¢
ot of fun toget

ew gdition ride their M
rea figuring ou
i who S

MCA RECORDS ;
(61954 MCA Records: 1% tions of My five “you
an who can dance sho!
ent ticket notders

into an @
urus soO he
readers €€
ou\dn‘nh whenw
~ with Santa Claus
gincerely,

singers. isa
¢ attention N singe. MiC h
N0F. . raalty had the ado-
— After all, W ey,
i from POSING
W Aatina celebri-



“FOOLISH HEART"”




R&R/Friday, November 9, 1984

DWIGHT CASE

Trick Or Treat Has Gone . . .

The first month of the last quarter is com-
plete . .. Our eyes are on Thanksgiving and
Christmas. Visions of packages dancing in our

heads!

The problem with most
of us is the “PACKAGES”
are Christmas presents
and not packages of Spe-
cial Plans for the first
quarter of 1985. We are
even a little late to worry
about the opportunities
right now.

However, starting on
December 26, we are look-
ing at holes in our log that
will frighten the socks off
of our accountants in
March and April. The year-
end fever of trying to make
1984’s budget projections
(gotta make that bonus),
coupled with the serious
letdown brought on by the
holidays, is added to the
bookkeeping department’s
extra work in “closing” for
this year. And budgeting
for ’85 keeps all the panic
triggers in place. But our
eye wanders away from
the real problem our busi-
ness must face in the last
quarter of any year:

The problem of the first
quarter,

A quick R&R check
across the country indicat-
es the stations which are in

place for the first quarter
are selling (and have
been!) such promotions
as:
e Bridal Fair

e Trip Junket (mostly to
Europe)

e Half-price Fair

¢ Chili Cookoff

e Food Fair

These are big promo-
tions dominantly designed
to spread billing through
the first three months and
to have all invoices paid be-
fore the event takes place.

More interesting in our
look around is the fact
that smaller, easier-to-sell
opportunities are not on the
street for sale and, in most
cases, not even planned.

Things like white sales op-
portunities . . .

The last day of the year
is on a Monday, and most
offices are closed, so people
are out with their Christ-
mas money. Discounters,
clothing, drug, and depart-
ment stores are announc-.
ing their sales. January’s
end-of-the-month sales are
far and away the biggest of
the whole year!

Ski stores begin their
dramatic clearance sales
before they close for the
summer.

Business schools have a
surge!

Employment (post-holi-
day) changes skyrocket!

January 31 is the end of
the fiscal year for most
stores — they want that in-
ventory out and gone!

Income tax people open
those little offices.
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R IR T e N e N A SR SR g
SALES STIMULUS

¢ Great opportunities abound
¢ But get on the street now!
* A modest proposal for revamping sales

commissions

R R e Ao N R N s S T i

February is when spring
fashion begins to pop!
Home furnishings go-go in
February — go for an open-
ing and closing week sche-
dule.

And...and...and. ..

Movies, fast food, audio,
some jewelry, shoes, and
and . ..and. ..

Now let’s talk about the
special days we need to set
up specials around:

e Super Bowl

e Valentine’s Day

e Washington’s Birthday

e Lincoln’s Birthday

¢ St. Patrick’s Day

e Chinese New Year

e April Fool’s Day

e First Day of Spring

e April 15

I mean to tell you, there
is a lot of stuff happening
that is exciting. But you
need to get it on the street
NOW!

Remember, when you
put it together, your
package should buy a pre-
mium rate even if it is run
in the first quarter of the
year we're talking
about 15-20% premium at
the minimum.

New Subject:

Whilst staring at the ceil-
ing the other night, it oc-
curred to me that we are
handling our sales commis-
sions incorrectly. How
about . . .

We sell the time to our
salespeople, and then they
can sell the commercials
for as much as they like.
And they can keep the dif-
ference.

We sell them the spot for
$100, and they sell it for
$200. They keep the hun-
dred!

They buy the spot for
$100 and sell it for $101.
They keep the dollar. I
guess you call it net to sales
or some such (everything
must have a name!)

We are always saying,
“You are in business for
yourself!” ... This way
they REALLY would be!

Sales folks could get rich,
your spot rate would climb,
and your sales costs would
drop to nine percent.

Hmmmmmmmmm . . .

Night-Time Programming That Pays Off!

TNT will attract clients you never had on the air before in a time slot
that's traditionally hard to sell. It’s the perfect vehicle to make those
late night and weekend hours pay off! And it's completely customized
for your station including ID’s and drop-in’s for use any time!
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