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WUNO had been losing more than it billed in late 1970; within 3 months it was profi table and 
on its way to ratings success. This is the 1971 Clapp & Mayne ratings summary.

WUNO was purchased by 
Mooney Broadcasting Corpo-
ration of Knoxville, TN when 

its efforts to acquire WPDQ in 
Jacksonville were delayed due 

to an FCC investigation of the 
seller.

With cash in hand, MBC 
found that well rated WUNO 

in San Juan was on the 
market. When the purchase 

was negotiated, WUNO was 
rated third in San Juan, and 

profi table.
Those were the years when 

a transfer application could 
take the better part of a year. 
This deal was approved in 10 

months, during which time 
the station had lost most of its 
staff, 90% of its audience, and 

the lease on its building.

The Mooney Broadcasting Corp. 1970 annual report detailed the efforts to rebuild WUNO under new ownership.

The old logo gave way to a 
new one just as the station 
rebounded in the ratings.

San Juan... 1970.



37

By 1971, WUNO had become the top-rated station in San Juan with its Top 
40 music and high profi le personalities.

This page, taken 
from the 

Mooney Broad-
casting Corp. 
1971 annual 

report, refl ects 
the major 

improvements in 
ratings and cash 
fl ow at WUNO!

Besides beaches, San 
Juan has nearly 30 
radio stations in fi erce 
competition. WUNO 
had a severe signal dis-
advantage, with only 
5000 watts days and 
1000 watts nights on 
1320. Focusing on 
urban middle-class lis-
teners, the station was 
able to compete with 
higher powered stations 
on lower dial positions.

San Juan 1971.
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In 1972, Mooney Broadcast-
ing purchased WBRC AM 
& FM from Taft; calls were 
changed to WERC.

The AM was an established, 
if tawdry, full service station. 

The FM was automated 
oldies. 

WERC FM became 107 
Kicks and was one of the fi rst 
half-dozen FM Top 40 sta-

The 107 Kicks transmitter is next to 
the famous statue of Vulcan on Bir-
mingham's Red Mountain.

The infl uence of playing Allman Brothers Band 
and other music product of the era had its natu-
ral effect on personal appearance!

J. W. Jason, fi rst 
evening rocker on 
WERC-FM.

Mooney  1971 Annual Report

Birmingham, 1972...
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While consulting KWKW in Los Angeles, also assisted 
with sister KRUX and KTKT in Arizona. Here is my snap-
shot of (l-r) KWKW News Director Antonio González, 
KRUX's Gerry Ackley, Henry Kissinger and the President 
of Mexico at Nogales, AZ in 1974.
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KRUX transmitter site in Glendale, AZ.

Native Arizonans in their habitat.

Phoenix, 1973...



40

WQII had previously been WJIT, 
an ill fated and poorly managed 
Top 40 station that was somehow 
attached to the Holsum Baking 
operation in San Juan.

When Holsum was acquired by 
the Island's major supermarket 
chain, losses exceeded $15,000 a 
month and the physical plant was 
in a shamble.

At the time, San Juan was a $12 
million a year radio market.

WJIT had an AM-FM combo rate 
of $13 for 60’s. Five years later, the 
minute rate was well in excess of 
$100.

 The WJIT transmitter site was in such poor condition that 
the station was often off the air for one and two day 
periods. The 4-tower directional system was redesigned by 
Jules Cohen and Bob duTreil and returned to the air with 
new equipment and improved coverage.

The studio site was 
inadequate; a 

defunct UHF TV 
facility was 

purchased and reno-
vated for radio use.

New studios, featuring live-assist automation were ready 
for 11-Q to debut on August 28, 1975 with Puerto Rico's 

fi rst Adult Contemporary format.

San Juan, 1975...
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WQII rapidly became the San Juan 
market's top station in 18-49. Both lis-
tener and sales promotion were a major 
part in the success of this station.

The ad layout here features "Kanga-Q" the 11-Q 
mascot.

11-Q debuted with a 10 share 12+ and fi rst 
place in 18-49 listeners. This position was 
maintained through the "FM revolution" of 
1979 in Puerto Rico.

✪

San Juan, 1975...
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11-Q was the fi rst station to 
bring international stars like 
Camilo Sesto, pictured here, 
to San Juan. Listeners came 
to the airport in the thou-
sands to see their idols and 
to win autographed star 
items.

An article in one of the local TV magazines fea-
tured the new stations, and included a picture 
of the airstaff hanging from the FM tower!

Another magazine featured the tech-
nical advances 11-Q used to achieve 
market dominance.

San Juan in 1975 was a metro of nearly 1.3 million; the old 
city dating to 1495 in contrast with the modern commercial 
and industrial city.

WQII was San Juan's fi rst Span-
ish language adult contemporary 
station. The increased exposure 
given to superstar artists like Julio 
Iglesias, José José and Camilo 
Sesto resulted in considerable 
local press coverage.

San Juan, 1975...
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WQII returned to the air in August, 
1975 after extensive rebuilding; WSRA 
followed 5 months later. 

"Those who work in the 
radio business, those in the 
know, agree in stating that 
what happened with 11-Q and 
Sonorama 93 has all the ele-
ments of a miracle. There is 
no other explanation for the 
extraordinary growth achieved 
by both stations in such a short 
time. We will start by men-
tioning that, in only 9 months 
on the air, both stations have 
jumped, insofar as audience is 
concerned, over most of the 
other stations in the metropol-
itan area, stations that have 
been on the air for years."

-Opening paragraph of article in a 
1976 newspaper. Full  translation  

San Juan, 1975...

WQII returned to the 
air in August, 1975 after 
extensive rebuilding; 
WSRA followed 5 months 
later. 
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In 1975, no FM station appeared in San Juan rat-
ings. WSRA became the fi rst to show with its locally 
produced mix 
of American 
and Latin 
easy listening 
music and a 
bilingual on 
air approach.
The station 
continued to 
be successful 
t h r o u g h 
1979, despite 
having four 
direct format 
competitors 
in San Juan.

One of the direct competitors to WSRA contracted with 
Bonneville for its syndicated music programming. Bonnev-
ille's consultant advised them that "they should not plan on 
beating WSRA" because that station "is perfectly executed."

FM arrived late on the scene 
in Puerto Rico. Although San 
Juan had long been home to 
a dozen FM stations, none 
achieved over a 2 share 
well into the mid-70's. 

WSRA frequently 
achieved a 4 share, and 
was appealing to adver-
tisers looking for upscale 
listeners.

The band generally had 
less than 12 total share 
points until the 1979 
appearance of mass-appeal pro-
gramming.  Up 'till then, WSRA 
was both an FM ratings and 
billings leader.

San Juan, 1976...

Sonorama newspaper ad. “Music 
Never Sounded So Beautiful” was 
the positioner in both English and 

Spanish... as WSRA 
did all its liners and 
positioners in both 
languages on an 
alternating basis!
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By late 1978, WSRA found itself constrained by 
the direct format competitors it had attracted. Rates 
had been stagnant for a year and there appeared to 
be other opportunities with greater  revenue poten-
tial.

A competitor, Salsoul FM, was achieving mod-
erate success with a mix of, logically, salsa and 
soul music. I thought that an all-salsa FM would be 
more focused and more successful. A research proj-
ect consisting of intercepts and focus groups proved 
that the all salsa concept would be “monotonous 
and boring.” 

I was unconvinced and believed listeners could 
not visualize what they had not heard. A week was 
spent in record shops, watching consumer patterns. 
Salsa buyers bought no soul. Soul buyers bought no 
salsa. 

The concept of an all-salsa FM went ahead, despite 
the formal research. The station's launch as WZNT 
on December 29, 1978 was accompanied by exten-
sive advertising over a 3 week pre- and post-airdate 
period.

Z-93 gave away over 20,000 Z-shirts in its fi rst year. 
So popular were the shirts that a retail version was 
designed and sold to clothing retailers. The profi t from 
the retail shirts paid for all the ones given as prizes!

Teaser ads like the one above were on every San Juan 
bus and in all four newspapers for 21 days prior to the 
station launch. The campaign won a national transit 
advertising award for San Juan Bus and WZNT.

With the theme, "Salsa has a Station" WZNT hit 
newspapers and TV on New Year's weekend, 1979.

Z-93's "Masked Salsa Man" stops for a 
preannounced street intercept.

San Juan, 1979...
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Consistent promotion, iden-
tifi cation with the stars of 
Salsa music and top DJs 
allowed WZNT to go from 
a pre-format 4 share to 
a 33.5 just four months 
into the new format.
20 days after going on 
the air, a 22.5 share was 
achieved!

Superstars like Cheo Feliciano often 
went on WZNT van stops.

All FM stations had 
a total of  18 shares 

before WZNT went on 
the air. Within a year, 

the combined FM 
shares were nearly 50%

Z-93, WZNT, became the market's    most pro-
motional station. The     "Masked Salsero" was 

present at concerts, schools, factories... in fact, 
everywhere that listeners could be found, giving 

away Z-shirts and prizes.

San Juan, 1979...
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Z-93 promoted extensively, including advertising on TV, 
transit and local magazines. So popular were a series 
of station posters that they were published free by the 

island's largest magazine, "Vea."

Prior to Z-93, FM rates seldom exceeded 
$12. WZNT achieved $60 rates in its fi rst 

year on the air.

After nearly a year of unassisted campaigning, SRDS accepted our petition 
based on population fi gures by listing San Juan as the nation's 31st largest 
metro. This somewhat self-serving effort lead to considerable new national 
revenue... over double the national business in the fi rst year!

Z-93 produced many 
record-breaking concerts, 
including one with famed 
Salsa pioneer Ismael 
Rivera. At the right is salsa 
artist and movie star Ruben 
Blades, one of 10 stars at 
this press conference for an 
early 1979 concert in San 
Juan. To his right is Ismael 
Rivera, Lucecita Benítez 
and Ismael Miranda.

San Juan, 1979...


