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Fall 1981 Ratings Results for the TOP 50 MARKETS

NEW IMPROVED GRAPHIC DISPLAYS

THE RATINGS RIVALS: Arbitron’s Rick Aurichio and
The Birch Report's Tom Birch Interviewed

SPECIAL
FEATURE




TUESDAY:
9:30-12:15PM
CLINICS:

EVENING:

12:30-2:00PM:
RADIO LUNCHEON : "RADIO WORLD /S EXPLODING!"
2:30-5:00PM:

FORUMS: RALPH GUILD, PRESIDENT,
MCGAVREN GUILD RAD/O,
AS PANELIST ON
"SATELLITE PROGRAMMING"

WEDNESDAY:
9:30-10:30 AM: GENERAL SESSIONS
10:30-NOON: ¥cc PANEL

NOON-3:00PM: cLOSING LUNCHEON,

FCC CHAIRMAN MARK FOWLER,
AND ENTERTAINER JONATHAN WINTERS.




HiI THERE,
RADIO RANGERS /
HERE'S YOUR OFFICIAL
M°GAVREN GUILD RADIO
NAB CONVENTION PLANNER/

MCGAVREN GUILD RADIO




1:00-3:00 PM:

MEGAVREN GUILD RADIO'S SPECIAL PRE-CONVENTION

SEMINAR:" WHERE IS MARKETING NOW THAT WE REALLY

NEED IT?" WITH DR.MARTIN MARSHALL, CHAIRMAN OF
THE HARVARD BUS/NESS SCHOOL 'S MAB MANAGEMENT

DEVELOPMENT CENTER. (CASCADE ROOM, HYATT REGENCY).

BY INVITATION .

3:00-5:00 PM:

GENERAL SESSION: THE STATE OF THE [NDUSTRY

MESSAGE, AND ENTERTAINER GLEN CAMPBELL.

EVENING:

MONDAY:
9:30-10:45AM:
CLINICS:

11:00-12:15 PM :
CLINICS: ELLEN HULLEBERG, EXEC.V.F,MGAVREN

GUILD RADIO, AS BANELIST ON "THE GREAT AMERICAN
ARB/TRON SHOOT-OUT”,

1:30-5:00 PM:

FORUMS £, SEMINARS:

6:00-8:00PM: mceAVREN GUILD RADIO

COCKTAIL PARTY, UN/ON STAT/ON, HYATT
REGENCY, MEET CAPT. RAD/O,
(BY INVITATION)
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What do
you do for
an encore
when you're
the 1 Rock
Network ?

Plenty.

Concerts and specials with the top names in rock. Stevie Nicks. The Cars.
Foreigner. Journey. Pat Benatar. Rush. 0zzy. Billy Joel.

Live satellite broadcasts produced by Starfleet Blair available exclusively
from The Source.

Expanded lifestyle features such as “The Rock Report’—the number one
source for rock news. “Whamco!”—sixty seconds of zany commercial spoofs.
“Jaco’s Journal” —with award-winning correspondent, C.D. Jaco.

News coverage. In addition to our 2-minute newscasts, “The Source Break,” e
a 1-minute newscast, is available for afternoon drive time. Plus m’
more from “The Source Report,” winner of Peabody and Armstrong awards. r v = -

Want to know more? Write to The Source, 30 Rockefeller Plaza, NY, NY 10020 or . E

call (212) 664-4599. v

*RADAR® 24 (Fall 1981 Report) Vol.2 (Aud. to cleared programs + commercial exposures),

avg. aud. per broadcast, adults 18-34. M-S, 6AM-12M. NBC Radio’s You ng Adult Network

=



Perspectives On The Fowler Commission

In his short term as Chairman of the FCC (just over a year), Mark Fowler has effected a revolution in the
agency’s guiding philosophy. Where other Chairmen have pledged to speed up the Commission’s workings,
Fowler has achieved demonstrable progress. His overriding goal of ‘‘unregulating’’ the broadcast industry seems
to have taken hold at almost all levels. While attitudes on specific issues still vary among Commissioners and key
officials, the overall stance of the Fowler FCC is dramatically different from previous incarnations.

With that change in mind, R&R presents this update and overview on the new Commission. Each Commis-
sioner is profiled as to basic beliefs and perspectives on important issues. Broadcast Bureau Chief Larry Harris
and his deputy Jeff Baumann detail the ways in which they’ve streamlined many of the bureaucratic processes
which formerly kept broadcasters frustrated in stagnation. And each of the Division Chiefs within the Broadcast
Bureau structure are examined, with their principal areas of concern highlighted.

The FCC’s internal changes have already had a profound effect on radio broadcasters, and will continue to
do so. We hope you’ll find these profiles a useful thumbnail guide to the 1982 model FCC.

The Reagan Commission —
Unregulate And Rely On The Marketplace

President Reagan last year had the unprecedented opportunity of naming four of seven FCC Commis-
sioners. In the process, he has molded an agency in tune with his views on slashing government regulation.
Pro-competition and deregulatory steps began under the Ferris administration, but have picked up enor-
mously in pace and scope under Mark Fowler’s leadership. Following are profiles of the current Commis-
sioners.
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Anne Jones
(Republican) Abbott Washburn
Term expires in 1985. (Republican)
Jones has been a consistent sup- Term expires in 1982.
Mark Fowler porter of the Chairman and.a longtime Viewed as a moderate Republican,
. ) advocate of dumping the Fairness Doc- Washburn has almost no chance of
Chairman (Republican) trine and Equal Time Provision. Also an reappointment when his term expires
Term expires in 1986. early supporter of allowing the in June. Without exception, the White
A self-proclaimed champion of marketplace to regulate broadcasting, House is refusing to renominate GOP
“unregulation,” Fowler has lived up to Jones in 1980 was one of only two members of regulatory agencies. Of the
the billing. The former radio disc jockey Commissioners to favor letting the four Republican Commissioners,
and ex-communications attorney has marketplace, rather than the FCC, dic- Washburn is viewed as being the least
succeeded in steering the Commission tate which AM stereo system would enthusiastic about unregulation. For in-
on a path of cutting rules, promoting gain dominance. Speculation is that she stance, he voted against the FCC's
competition, and letting marketplace will leave the Commission prior to her recommendation to Congress that it lift
forces regulate broadcasting. term’s end. equal time and fairness rules.
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Jim Quello

(Democrat)
Term expires in 1984,

A former broadcaster himself, Quello
has long been regarded as pro-industry.
Even though he’s a Democrat, Quello
has been an ardent supporter of Chair-
man ~owler, whom he has praised
lavishly in public. Quello, 68, plans to
retire when his current term ends.
President Reagan reappointed him last
year.

Joe Fogarty

(Democrat)

Term expires in 1983.

Fogarty’s prime interest since joining
the FCC in 1976 has been the common
carrier field and AT&T. This interest
has sometimes given him the label in
corporate offices at the "AT&T Com-
missioner.” Of all the Commissioners,
however, Fogarty is the most likely tc
support federal regulation to protect
the so-called “public interest” concept,
rather than relying on marketplace
forces. With the departures last year ot
Commissioners Charles Ferris and
Tyrone Brown, Fogarty has become
increasingly isolated, often casting the
sole “no” vote on many issues.

-
Henry Rivera
(Democrat)
Term expires in 1987.

The Commission’s newest member,
Rivera is a conservative Democrat ap-
pointed last year by President Reagan.
He's described as a quick learner, but
with a lot to learn, since he has no prior
background in communications. The
first Hispanic ever appointed to the
FCC, Rivera has become the voice of
minorities at the agency. He has
thrown himself into heading up the Ad-
visory Commission on Alternative
Financing for Minorities in Communica-
tions and has led the fight against
White House proposals to weaken the
FCC’s equal employment opportunity
(EEQ) rules. On other issues, Rivera has
generally supported Fowler unregula-
tion initiatives.

Mimi Dawson

(Republican)
Term expires in 1988.

Formerly the top aide to Senate
Commerce Committee Chairman
Bob Packwood (R-OR), Dawson has
focused her attention on tightening up
management of the agency, and on
maintaining the integrity of the broad-
cast spectrum. She believes more ef-
fort must be made to make sure new
services don’t create interference or
other technical problems. Dawson has
been a consistent supporter of
unregulation.

'Steve Sharp

General Counsel

Often known among industry
observers as the “eighth Commis-
sioner,” Steve Sharp has successfully
kept the FCC out of the courts on
several issues. Sharp’s most controver-
sial actions, however, have come off
the playing field in his bid to become a
full-time Commissioner to replace Ab-
bott Washburn. A former broadcaster
who still does live interviews with
News/Tslk stations from both his office
and his home study, Sharp is a Fowler
loyalist and a good friend of the Chair-
man’s.




orld Radio History
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The Broadcast Bureau In Transition

Harris came to the FCC in January from
private industry and law practice, openly
announcing he’ll stay only for two years.
After that, he says, you begin to believe
everything you’ve done is perfect and
should be perpetuated.

Harris, a longtime friend of FCC Chair-
man Mark Fowler, has set an ambitious
agenda for himself: to '
streamline the
bureau, wipe out
backlogs in applica-
tions processing, |
move broadcast
policy items through
the FCC at a pace
‘‘you’ve never seen

before,”” and yank 2 .
the Commission out  Lerry Harris

of the path of oncoming new technologies.

After only three months on the job, Har-
ris already claims tangible results. He’s
slashed his own staff (the *‘front office’’)
from 22 to 14 people. Gone is the Program
Planning & Evaluation staff that used to
prepare agenda items and engage in long-
range planning.

More authority has been vested in the
Bureau’s six divisions: Facilities, Licensing,
Complaints & Compliance, Hearing,
Policy & Rules, Renewal & Transfer. The
result, says Harris, is quicker turnaround
and less wasteful review and rewriting,
higher morale, and a better quality of work
from the divisions.

‘I was getting work up here with a lot of
typographical errors and grammatical
mistakes,”’ Harris recalls of his first weeks
on the job. “‘I think the reason was they
figured it was going to be rewritten up here

anyway.’’

More Changes

But the front office changes are just the

Broadcasting unit is being shipped off to the
General Counsel’s office and the entire

L

beginning. The Fairness and Political |

““This Bureau has got to move ahead!’’ says new Broadcast Bureau
Chief Larry Harris, setting the tone for his leadership of the FCC bureau
that regulates radio and television. ‘‘They’re not paying us to sit here and
wait for the Commission to tell us what to do. They’re paying us to move
and move quickly — get that paperwork out of here!”’

bureau is being carefully analyzed for other
possible shifts.

Harris adds, ‘“It’s no secret that we’re
probably going to be getting some new
functions in this bureau.”’ Active con-
sideration is being given to adding a new
division to regulate video services — cable
and low power television, Direct Broadcast
Satellites (DBS), and Multi-Point Distribu-
tion Services (MDS).

““What I want is a division that’s respon-
sible for really forcing new technologies
out, getting the momentum going so we
don’t just talk about new technologies,”’
Harris envisions. ‘‘Let the marketplace
decide if they’re any good. Why should we
evaluate whether it’s good or not? That’s
not our function.’’

Speed seems to be a watchword of the
Harris regime. He forecasts **drastic im-
provement’’ in the
handling of petitions
to deny applications
within six months.
He’s cut from 11 to
five the number of /
days it takes the
bureau to respond to
letters from Con-
gressmen. His divi-
sion and bureau Jeff Baumann
chiefs are under orders to answer phone
calls the same day — *‘the rule of common
sense and decency,”’ he calls it.

As bureau chief, Harris believes he can
crank up productivity and boost employee
morale by being accessible to his staff. ‘‘Let
yourself be seen in the divisions,”’ he ad-
vises himself. ‘‘Don’t sit in this office like
King Farouk!”’

Broadcasters Not
The Enemy
Harris claims success in banishing an at-

titude he believes used to permeate the
FCC.: that broadcasters were somehow the

enemy. ‘‘They’re our broadcasters,”’ Har-
ris says protectively. ‘‘My theory is to let
them make as much money as they can, as
long as they comply with the law. They
have a constitutional right to go bankrupt
and we shouldn’t stand in their way if they
choose to do so.”’

Above all, Harris is enthusiastic about
his job. “‘It’s much more interesting than I
ever imaged. | hear people say their jobs
change every day, well, mine changes
every hour!’” And he’s trying to transmit
some of his own enthusiasm to Bureau
employees.

‘I want to make this a more interesting
place for people to work, and I think I’ve
already started that. You've got to instill a
spirit of enthusiasm,”’ he says of his
management style. ‘“‘Don’t play games.
Play it straight out.”

Harris sees a more open channel of com-
munication now between the Broadcast
Bureau and the Commission, a view
echoed by Harris’s deputy,
Baumann.

‘“At one point it seemed to me items
were put off forever,”” Baumann
remembers. ‘‘Now I see the Commission
much more willing to look at difficult items
and our Bureau much more willing to put
them on the agenda.”” The seven Commis-
sioners are especially willing to tackle
““new technologies, competition and in-
telligent deregulatory items,”” Baumann
contends.

The emphasis in the Bureau today is on
“‘people doing the work they’re paid for in
the least possible time,”’ according to the
number two man, especially when budget
and staff cuts are cutting into the FCC'’s
resources.

As for the internal operations of the
Bureau’s six divisions, Baumann sees a
gradual but steady shift. As a result of
deregulation, there’s less and less work to
do in renewals, transfers and rule enforce-
ment. But a burst of interest in AM, FM,
and low-power television has added to the
workloads of the Facilities and Licensing
Divisions. And, deregulation itself creates a
burden for the Policy & Rules Division
which must generate the rulemakings that
cut red tape.

Jeff |
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GO UP THE CHARTS AND BEHIND THE SCENES
WITH DICK CLARK ON MUTUAL RADIO.

No one knows music quite like Dick Clark. music review. He'll take you backstage for

From early rock n’ roll to the newest wave, revealing interviews with top recording
Dick’s been part of the pop music scene.He’s  artists; give you all the music news, from an
launched hundreds of top artists up the insider's point of view; and play the week's
charts. And, with American Bandstand, he biggest hits, as well as the chart-busters
helped make music what it is today. from the past.

Only on Mutual can you hear the Dick Clark Be sure to visit the Mutual Hospitality Suite

“National Music Survey,’ a weekly three-hour af the Hyatt Regency Dallas during NAB.

MUTUAL BROADCASTING SYSTEM

Radio is our only business.
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How The Broadcast Bureau Works

Broadcast Bureau Chief Larry Harris has slashed his own staff and placed more responsibility — and

authority — in his six divisions. What do these divisions do, who’s in charge and how are they evolving?

—

Renewal & Transfer
Division
Roy Stewart
Division Chief

The division’s job is to pro-
cess applications for station
renewals, sales and internal
transfers of control, as when a
stockholder gains a controlling
interest.

Deregulation has had a major
impact. Ascertainment & pro-
gramming are nowv irrelevant in
radio renewals. Renewal ap-
plications have been reduced
to a five-question postcard.
Congress has extended radio
licenses to seven years and
television licenses to five years.
Even station sales are gradually
being simplified. For instance,
buyers now need only to cer-
tify — rather than prove with
documentation — that they
have funds available to operate
for the first three months.

Hearing Division

Chuck Kelly
Division Chief
This division is reportedly “as
busy as ever” at its task of con-
ducting hearings to choose
winners among mutually ex-
clusive applicants and other
cases where the Commission
orders a hearing — the FCC
version of a legal trial.
However, in the renewal area,
the division’s workload has
fallen off a bit as the Commis-
sion designates fewer renewal
applications for hearing than it
used to.

Facilities Division

Larry Eads

Division Chief
This unit reviews the com-
plex engineering portions of
new station and major facilities
changes applications, with a
particular emphasis on
avoiding interference to other
stations. Within the past six
months, a boom in AM, FM,
and UHF-TV applications has
hit the division, which also
faces the task of processing
over 5000 low-power TV ap-
plications. An extra 14
employees may be added to
cope with the low power

dilemma, but at the same time,
processing times for other ap-
plications have been slowed
recently because hard-to-
replace engineers are fleeing
the FCC for better-paying jobs
in the private sector.




YOU'RE ALWAYS #1 IN OUR BOOK.






ONLY RKO OFFERS EVERYTHING YOU NEED TO BE
THE PACESETTER IN YOUR MARKET...

) Stereo transmission. Full 15 kHz left and right channel
stereo via satellite. Available now. '

Y Two full-service news and demographic information
networks. )
RKO ONE—for younger stations.
RKO TWO—for more adult stations.

) Long-form entertainment programs... weekly count-
downs, music specials, a live oldies call-in show and

rock concerts.
RKO Radioshows—for all stations.

Y Two live all-night programes.
Night Time America—five hours of broad-based adult
contemporary music.
America Overnight—six hours of talk and call-ins.

) A complete station service package including monthly
co-op information, research for local sales and pro-
motion support—all available through RKO's exclusive

Interkom system.

t 1% 9

RADIO RADIO
NETWORKS | | NETWORKS

See us atthe NAB
and set the pace in your market with RKO!
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Complaints &
Compliance Division

Jeff Malickson
Acting Assistant Division Chief

Investigating complaints of
rule violations and assuring
compliance with regulations is
this division’s function. But in
recent years the FCC has plac-
ed more trust in the honesty of
broadcasters, leaving only the
most serious cases for major
investigations. With less and
less to do, the division staff has
been dwindling, with 18 more
employees possibly leaving by
vear's end. Rumors have cir-
culated for years that the divi-
sion would be folded into

Renewals & Transfer, an idea
that's still
sideration.

under active con-

Policy & Rules
Division
Rod Porter
Division Chief

The two major functions of
this division are allocating new
FM and TV frequency
assignments and preparing
rulemaking changes in the
broadcast area. Thus, while
deregulation is cutting rules

i and regulations, it at least tem-

porarily increases this division’s
workload. The unit has also
been affected by the recent
boost in the number of re-
quests to have new FM and TV
frequencies assigned to com-
munities.

|

|

License Division

Andy Yoder
Chief

This division receives applica-
tons, forwards them to the
proper office for processing,
keeps station files up-to-date,
and notifies stations when ap-
plications are granted. Com-
puters have helped reduce
backlogs drastically in the last
two vyears. It now takes no
more than ten days to log in an
epplication and send it to the
Facilities Division for process-
ing. In 1980 that step took up to
six months. Yoder says the
division is ahead of schedule on
echieving a goal of wiping out
all backlogs by September 30.

The division also operates
the Public Reference Room,
where the public can get infor-
mation on stations. Delays and
unfulfiled requests due to

missing files are still major pro-
blems.




CEFFEN RECORDS

ASIA

GREG COPELAND

COYOTE SISTERS
PETER GABRIEL

SAMMY HAGAR
JOHN HIATT
JENNIFER HOLLIDAY
ELTON JOHN
JOHN LENNON/YOKO ONO
MAC McANALLY
RIC OCASEK
OXO
PREVIEW

QUARTERFLASH

SIMON & GARFUNKEI. IN CONCERT (Outside US & Canada)

DONNA SUMMER

JR. TUCKER

DREAM GIRLS—ORIGINAL CAST ALBUM
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MANAGEMENT PERSPECTIVES

The numbers from the first nationwide 12-week long fall survey
are out, and the first 1982 edition of the R&R Ratings Report reflects
the results. We'll look at the data from the top 50 Arbitron markets in
an effort to provide useful information to advertisers, radio managers,

programmers, and sales staffs.
This edition of the Ratings Report
previous favorites, including:

contains

new features mixed with

@ Audience Rank/Composition
Graphs, showing top 10
average and cume stations, as
well as the percentage of each
station’s total audience that
comes from the 18-34 and
25-54 demos.

Regional Format Preference
Charts, showing the most
popular formats in the four
regions of the country as well
as the national picture.
Format Leaders, showing the
top stations in each major for-
mat, ranked on average
quarter hour and cume.

® Drive-Time Dominators,
which lists the top stations
and personalities (average
and cume) in both AM and
PM drive.

@ “The Ratings Rivals,” inter-
views conducted by me with
Arbitron’s Rick Aurichio and

Tom Birch of the Birch
Report. The ratings firm
leaders provide differing

answers to many of the in-
dustry’s most burning ques-
tions.

Hope you enjoy these refinements to
the previous Ratings Report editions.

What were the highlights of the fall
'81 survey? One of the keys, especially
in markets such as Atlanta, Miami and
Memphis, was that this was the first
book in which Arbitron plugged in the
1980 census data. Ethnic populations

were notably adjusted upwards in
many metros and this new reality was
reflected in the numbers.

Some good news was that the usable
samples in most markets were up
significantly over the fall 80 survey.
Generally, the data from this survey is

more reliable than earlier fall efforts.

Among the formats, Adult Contem-
porary reclaimed the most 124 firsts
among the top 50, ousting AOR. A/C
was tops in 11 markets, with News/Talk
a strong second with the best score in
nine metros. AOR and CHR were best
in seven each, while Country was
stable, leading in six markets.

As always, this volume of the 1982
Ratings Report was a team effort, so
hats off to those who helped. Allen Klein
and the Media Research Graphics©
team supplied the chart displays while
Gil Bond and the Market-Buy-Market©
system generated the share trend infor-
mation. The format editors exerted
themselves to gather data for the
market overviews, and Art Director
Richard Zumwalt and his production
staff worked superbly to put this edition
together. Thanks also to Executive
Editors Ken Barnes and John Leader for
their coordination, and most finally
thanks to Assistant Editors Linda
Moshontz, Christina Anthony, and
Sylvia Salazar. Without their help this
project would not have been completed
in such fine fashion.

And here’s to you! Your support and
use of this Report give us the incentive
to keep trying to make them more
useful for the broadcast and advertising
communities.

— Jhan Hiber




Why | Buy BIRCH. . .

“. . . The Birch Report is the
ONLY service we need at 293.”

“In August '81 we made THE BIRCH
REPORT our exclusive source for radio
audience estimates. Our sales

people use it locally at the

agency and retail levels and

Torbet uses it nationally.

Has it worked for us? YES!”

CREDIBILITY
WHEN YOU NEED IT

“Z93 sales continue to outpace
projections. 4th Quarter '81 is
substantially ahead of last

year. A majority of the major
agencies in Atlanta are
factoring THE BIRCH REPORT
into their buying decisions.
And we've had excellent
success with

direct accounts.

For instance, the Gunter
Kausen Group is opening
apartment complexes in the
Atlanta area and will

spend the majority of their

radio budget on Z93 during
their first year of advertising. THE
BIRCH REPORT tipped the scales in
our favor.”

MAKING YOUR STATION AN
INFORMATION SOURCE

6)
irch
eport

America’s Fastest Growing Radio Ratings Company
3200 North University Drive, Coral Springs, FL 33065 / (305) 753-6043

— Bud Polacek
General Manager
WZGC/Atlanta

“We've established Z93 as a leader in
providing agencies with current data
on Radio.

THE BIRCH REPORT gives our
sales department a chance
to present information that

they can’t get from other
sources. Information that really
helps us sell Z93.”

..WHILE INCREASING PROFITS

“THE BIRCH REPORT has
made an important impact on
our bottom line. We're now
spending LESS for research
o and getting MORE.

BIRCH gives us today’s ratings
picture today, unlike

other ratings that are out of
date even before they are
issued.

In fact, if you want to find out
more about our success in
using THE BIRCH REPORT, call
me at (404) 881-0093.

For radio audience estimates, we're
pleased that THE BIRCH REPORT is the
ONLY service we need at Z93.”
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Nobody knows
how to make money
in radio like ABC.

Because we know

how to compete

successfully in

major markets.

And because we have the best talent today.  great deal more. Along with the best on-

On and off the air. air talent, music selection and rotation,
And now ABC has developed a pro- you'll get the kind of promotion and total

gram called Superadio, that will make all  advertising and marketing support you
that expertise available to you. 24 hoursa  can't get from anyone else but ABC.

day. 7 days a week. So your station can We'll plan your media. Customize TV

compete successfully in your market — commerecials for your station. And most

and make more money. important, pay for the space and TV time
ABC’s programming has made us what  you need to become a major voice in your

we are today, one of the acknowledged market*

leaders in radio broadcasting. But our Superadio’s total program provides

Superadio program is programming plusa  you with bigger and better on-air promo-

*Applies only to stations in the top 1 through 89 Arbitron TV ADIS, ‘Terms for other markets will vary. © 1982 ABC Radio Enterprises. Inc.



WABC New York,
the most listened-to
station in America.
And Pat Pantonini,
whose award-winning

promotlons are

among the most

effective inthe

tion, as well as the best musical sound in industry. Not to mention the most imitated.
radio. But everything Superadio does for Superadio provides you with every-
you is customized to your station’s local thing you need to build a bigger audience,
identity. Because your local success is and keep it. The strongest programming
important to us. Our success depends onit. onthe air. And the best marketing pro-
What's more, we'll provide you with gram off the air.
access to the experts who've built the larg- So call David Pollel collect at 1-(212)
est audiences in history. Like Rick Sklar,  887-5051. Because Superadio is one radio
the man whose programming made program you can’t afford to miss.

SUPERADIO :=s........
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THE RATING

RIVALS:

Arbitron’s Rick Aurichio

ARBITRON RADIO

R&R: Are you surprised at the cur-
rent level of apparent unhappiness with
your company’s pricing policies, with
some leading stations cancelling your
service?

RA: There aren’t that many that have
really dropped the service. However,
when the old five-year contracts began
to wane, we tried to explain what was
going to happen when renewal time
would approach. We were fully aware
that what we were talking about was
not being listened to totally, and then
when D-day (renewal time) came there
would be a tremendous amount of heat.
And it happened.

R&R: So it’s your feeling that the
message about the upcoming big rate
jump did not get across.

RA: Let’s say it wasn’t totally ac-
cepted that it was going to happen.

R&R: In retrospect, do you think Ar-
bitron should continue to offer five-year
contracts?

RA: Absolutely. I think it’s wise that
the industry has the choice of one, three
or five-year contracts.

Production Steps

R&R: What about your production
techniques? It seems that steps have
been taken to expedite report produc-
tion, yet there haven'’t been many ac-
colades from the industry for that. Why
do you think that is?

RA: I think first that the stations
became used to it very rapidly — it’s
liked but you get used to it quickly.
Secondly, I think stations may be hap-
pier about it than reps, who are now in-
undated with so many reports in such a
short time span.

R&R: Do you see continued reduction
in the production time cycle?

RA: We want to do the spring sweep
even more quickly than last year, which
was about 60 days.

R&R: What’s your goal for this spr-
ing?

RA: Externally we are shooting for a
50-day cycle. We're still shooting to get
that timetable even shorter.

R&R: What shortcuts will have to be
taken to achieve more efficient produc-
tion timetables?

RA: It's not so much a matter of
shortcuts as it is increasing capacity to
process the data. Currently we are pro-
ducing 15-20 reports daily. We hope to
be able to double that capacity.

R&R: One of the steps taken to ex-
pedite production was the elimination
of production callbacks to resolve con-
flicts and the substitution of the ascrip-
tion technique. There appear to be con-
tinuing problems with the current pro-
cedure. In the last two Salt Lake City
sweeps, for example, in the major metro
county the ascription assignments have
gone contrary to the previous year’s in-
tab ratios between the stations in con-

Continued on Page 23



or over a decade Arbitron has been the acknowledged radio ratings leader. Predecessors
and challengers alike have perished or bowed out after trying to compete — Pulse,

Hooper, Audits & Surveys, Burke, RAM Research, and more.

But now Arbitron faces its strongest challenger in some time. The Birch Report, begun in
Tom Birch’s garage just two years ago, has been gaining steadily, and with its takeover of
Media Statistics Inc. (another former Arbitron competitor), now surveys almost 250 markets

nationwide.

Arbitron, as Birch would be the first to admit, is still the colussus in the field. But the
Birch Report appears to be a solid contender, and has awakened considerable broadcaster in-
terest. In order to contrast and compare the approaches and philosophies of the two ratings
firms, R&R Ratings & Research Editor Jhan Hiber interviewed Arbitron Executive VP/GM
Rick Aurichio, who supervises both the radio and TV divisions of the firm; and Birch Report
founder Tom Birch. Each gives his views on a cross-section of the issues current in the radio

ratings field.

The Birch Report’s Tom Birch

The Birch Report

R&R: With the recent acquisition of
Mediastat, what is the scope of your
business?

TB: We are now in 42 of the top 50
markets and we’ll fill in the gaps by
midsummer. We're also doing monthly
surveys in markets outside the top 50.
But the big change with the Mediastat
move came when we picked up their
200 non-monthly survey markets.

R&R: Have you had any problems
converting Mediastat customers to your
service?

TB: It’s too early to tell. We expect to
see a very good rate of transfer to the
Birch Report.

R&R: Do you think you might lose
some markets where Mediastat was in
service?

TB: We don’t think we’ll “lose’” any
markets. However, we may put on
hiatus a couple of markets where
Mediastat’s base was small and where
we had no presence. Philadelphia and
Denver are two markets where we may
stop surveying temporarily until we
sign new accounts.

Birch Mission?

R&R: What is your goal? Do you plan
to come on as a competitor to Arbitron
or are your ambitions limited, perhaps
to just be used as a programming tool?

TB: The mission of the Birch Report
is to provide all users of radio — broad-
casters and advertisers — with sales,
programming, and media planning in-
formation. We want to be considered a
full-fledged national rating service.

R&R: Do you plan to become com-
petitive with Arbitron?

TB: If we compete with Arbitron
that’s in the minds of those purchasing
the product. Because of our low price
people can buy the service without

necessarily having to give up Arbitron.

R&R: What are you going to do to
overcome the perception that your com-
pany offers a programming-oriented
service?

TB: The answer is the Quarterly
Summary Report.

R&R: How many markets is this
quarterly product available in?

TB: It will be available in any market
where we do monthly surveys. For ex-
ample, in markets where we were
surveying monthly in December, the
quarterly report, covering three
month’s data, will be out in early April.
In those markets where we began
surveys in January, the quarterly
numbers will be issued in early May.

R&R: What will your Quarterly
Summary Report contain that is not
available in an Arbitron book, for in-
stance?

TB: Product usage information.
Location of listening broken down by
home, car, and other away-from-home.
County-by-county estimates.

Continued on Page 26
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Discover tomorrow work programming. Talk  Geta close-up view of the

today at the ABC Radio to satellite expert Ron future of network radio.
Networks’ Hospitality Pearl. Meet with Bob It’s all happening at Suite
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Arbitron’s Rick Aurichio

Continued from Page 20

ratios between the stations in conflict. Might Ar-
bitron consider just using the previous year's in-
tab ratios, rather than going to random number
assignments that come out contrary to what ap-
pears logical?

RA: That's the luck of the draw, a chance situa-
tion. However, with a significant number of
diaries that reversal shouldn’t happen.

R&R: But it has.

RA: Sounds to me like a systematic problem, not
a random number problem.

R&R: What about Differential Survey Treat-
ment (DST)? Why do you think there is research
industry unhappiness about this new ethnic
retrieval technique?

RA: I don’t think there is unhappiness. There is
nervousness about it. People are concerned that
it's going to have a dramatic impact on their au-
dience estimates, and I can understand it totally.
Some would have us take two years to phase this
in so a history could be developed across the coun-
try, but that would be rather impractical.

R&R: You are testing a DST approach for
Hispanics. Any prognosis?

RA: I suspect the new technique will be im-
plemented in 1983.

R&R: Essentially, that would mean an elimina-
tion of the current personal diary delivery and
pickup system for replacement by the standard
technique of mailing a diary to the home?

RA: Yes.

Sunbelt markets we have seen Hispanic levels in-
crease.
Diary Changes
R&R: What about diary improvements? The
new diary coming out this summer makes more of
an attempt to invite call letter entries. Do you

foresee the day when Arbitron might not accept
any entries except call letters?

RA: No.

R&R: So the industry concern that if someone
writes down a slogan it wouldn't get credited is
not a valid concern?

R&R: So if a station is not a subscriber to AID it
can't have access to the information on working
women?

RA: No, we wouldn't block a guy who is not a
subscriber. If the guy needs it he gets it — if he
doesn’t need it he doesn't get it. This is a part of a
philosophy that we are trying to adopt for the ser-
vice. Customers are talking with us about the
whole idea of making the book shorter, cutting the
costs, and reducing the price. More information
could be put on AID and the customers could then
pay for what they need, depending on what they
access.

e e e R e

“I think it’s wise that the industry has the choice of one,
three, or five-year contracts.”

S

RA: Not at all. If we emphasize call letters the
public will try to give you call letters, but if they
don't know the calls they can't write them down.
To reject information other than calls would be
sheer lunacy.

R&R: What other diary changes can you
foresee?

RA: Probably in the next two years we'll be go-
ing to a closed-end diary. Each quarter-hour in the
broadcast day would be listed on the diary page,
much like the current TV diary.

—

“We ultimately think we can hold the line a little bit

k4

better on prices.’

B

R&R: Would this hit in the spring '83 sweep?

RA: Possibly, but we're still obtaining informa-
tion. We're trying to look at the advantages of per-
sonal placement and retrieval (PPR), which is that
it reaches non-phone homes, and we're trying to
compare the merits of PPR to DST. That informa-
tion is being built now, so it's tough to say when
we might change the Hispanic methodology.

R&R: What do your research tests show regar-
ding how Hispanic DST might affect Hispanic
listening levels?

RA: The information we have so far is that it
makes very little difference. However, in some

R&R: When [ interviewed Mike Membrado dur-
ing his term as head of the radio division. he men-
tioned that it would be two years before data on
working women would find its way into your
reports. | understand now that working women
data will be available starting this summer. What
caused the speed-up?

RA: In conjunction with the Advisory Council,
the decision was made not to put this information
in the book. We can capture this information very
easily but the extraction process slows you down.
The step that speeded up the release of working
women information was the decision to make this
data available on the AID system.

R&R: Will information on away from home ina
vehicle listening also be retrieved in the same way,
primarily through AID?

RA: Yes.

R&R: So neither of these new items will appear
in the book?

RA: It depends on the demand. If the data is
widely used then having it on the computer
doesn’t help.

R&R: For example, if a station salesperson is
calling on a retailer, he can't very well take his
handy-dandy computer terminal with him to do
these new breakouts for the specific account.

RA: I understand, but this is a demand item.

Crystal Ball

R&R: Philosophically, what do you see ahead
for Arbitron Radio over the next few yearsP

RA: When we last talked we discussed the in-
creasing cooperation between the radio and TV
resources at Arbitron.

R&R: Is that approach working?

RA: It's starting to.

R&R: What kind of improvements are you see-
ing?

RA: We aren't seeing any results right now. We
will in a year or two see benefits as production effi-
ciencies, made possible by the similarities between
the two services, come into play.

R&R: What benefits could the industry look for-
ward to in the time frame you mentioned?
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Aurichio

RA: Primarily cost savings. We ultimately think
we can hold the line a little bit better on prices.
One way would be to save printing and mailing
costs — which have skyrocketed — by making
available to all our subscribers some sort of com-
puter terminal or microprocessor unit so they can
access the data electronically.

R&R: As opposed to getting their books?

i

Station Relations

R&R: How would you describe the state of sta-
tion relations with Arbitron right now?

RA: You have to divide the market into two
camps. One camp has not seen a dramatic in-
crease in its rates over the last year or so. There's
another camp that has seen substantial increases
over the past year.

R&R: Yes, I heard recently from a Pittsburgh
broadcasters whose AM/FM rate went from
$27,000 annually to over $100,000. And there are
other examples I'm sure.

“The major negative about Arbitron at this point in

time is a rate issue.””’

s e —————

RA: Right. AID is the first step in that direction,
but AID is a long way from a microprocessor. We
could have everyone use a TRS-80 or an Apple
unit, plug into the AID system, and retrieve
whatever they need onto a floppy disc.

R&R: That might work well at the rep and ma-
jor market level, but what about the need to in-
crease sales to local retailers? Won't there still be a
need for the books?

RA: Initially, yes. But as people get used to see-
ing computer printouts the advantage of the
printed report will fade. Imagine getting computer
runs with graphics, logos, etc. As soon as that
begins to be the selling device the need for the
book will disappear.

R&R: Can this be done and still keep costs
down?

RA: That's the goal. Computer costs are getting
more and more reasonable.

R&R: What about qualitative data? Do you plan
to do more in this area?

RA: That's actually going down two paths at
this time. You know about Qualidata and the in-
formation produced there. There is also a possibili-
ty that within the next two years we'll be captur-
ing, in the diary, information on newspaper
readership.

Additionally, we have recently signed a contract
with a firm called Claritas which uses a *“‘prism”
concept involving clusters of qualitative data. We
think this will be available in perhaps 15-20
markets this year.

R&R: Any estimates as to cost for obtaining this
clustered information?

RA: Well, it'll be available through AID, plus
there will be a fee to Claritas, an annual fee of
$250 plus a 25% surcharge over the usual time
charges for AID runs. A customer will be able to
group clusters to target how he looks among high
socioeconomic or middle-income categories. We
feel this will be an economical way for stations to
obtain qualitative information.

|
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RA: The major negative about Arbitron at this
point in time is a rate issue. Many people feel the
rates are too high.

R&R: Why do you think many people don't feel
as though you are worth the money they pay?

RA: Even though Arbitron’s revenue is less than
1% of the industry’s revenue, there are some sta-
tions where our costs are a significant chunk out of
the bottom line, perhaps more like 5%. Some peo-
ple came off previous five-year contracts and are
now coping with the higher rates. These are the
major causes of unhappiness.

|
f
|
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RA: I don't think Arbitron has ever reacted dif-
ferently in the competitive arena. It's easy to get
into the business of research, and Arbitron is going
to act as though we have tons of competitors.

R&R: Do you think it will be a good thing for
the industry to have two ratings methodologies
measuring radio?

RA: [ think it just becomes a matter of how the
stations employ the information. If they are consis-
tent about it, don’t switch from service to service,
then it can be productive.

Monthly Reports

R&R: What do you see ahead in terms of help
for the radio programmer?

RA: I'm not sure the Programmer’s Package is
the total answer. I think we have to do more test
marketing among programmers before we start
making modifications in what we offer to them.
There’s a lot of information that Arbitron can but
doesn’t produce that could be vital to program-
mers. | think the monthlies are valuable, for in-
stance,

R&R: Do you feel the stations should have to
pay for monthlies?

RA: We could produce the information in a dif-
ferent form, cut the processing costs, and that
would lessen the bite. As they are currently done |
feel stations are paying a fair price for the monthly
data.

R&R: Could computer access be an option?

e e e

“The way the monthlies currently operate is probably
not the way they should operate.”

e e e e e ————

R&R: Mike Membrado was installed as VP for
Station Management Relations. Has this move
been well received by your clients?

RA: I think it’s helped our customers realize that
there are people at various levels of the company
that can be dealt with.

R&R: Do you see any new customer relations
steps being taken in the near future?

RA: We do see more of the training aspect
becoming increasingly important. We need to look
at how we can show the media buyers and adver-
tisers to better use the radio research tools that are
available. More information is not the
answer — better information is the goal. We're
hoping that we can use computers to train, on a
local basis, individuals on a generic and hands-on
basis so they are more familiar with radio infor-
mation.

R&R: What would you say is the state of the
competitive atmosphere in the radio research
field? With some dropping Arbitron and suppor-
ting Birch, is this @ message?

l

RA: Yes, either after each four weeks or after the
complete sweep, stations could run off the data.
Monthly data is valuable to the programmer and
the marketing people, and many stations would
want to have this information available.

R&R: But what about the use of the monthlies
as selling pieces?

RA: When it gets into a direct buy/sell proposi-
tion in the finite sense, then use of the monthly
data becomes dangerous. I don’t know how to
resolve that issue.

R&R: Finally, what future do you see for the
monthlies?

RA: I see something different happening to the
monthlies. I know that the way the monthlies cur-
rently operate is probably not the way they should
operate. | do see them changing first, then expan-
ding into more markets. We want to listen to our
customers and down the road supply them with
what they tell us they need.



At Blair, we know that the more agency buyers, account
executives and advertisers know about radio, the more they'll use
radio. That's why we conduct, through our represented stations,

a series of radio workshops (The College of Radio Know!ledge)
throughout the country at no charge to media
deci Sion m akers. };W/INHHWI AT =="C//l| (%

Workshop participants solve experi- /S |
mental radio media problems, using the
newest techniques which make radio plan-
ning and buying simpler and more effective
than ever.

Run by Blair Radio executives Bob
Lobdell, senior vice president/creative
sales, and Bob Galen, senior vice
president/director of research
and media planning, the
workshops are helping to ex-
pand the ways agencies and
advertisers use the radio medium
productively.

Blair Radio workshops. One more
way Blair is working to help radio grow.
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The Birch Report’s Tom Birch

Continued from Page 21
R&R: These will all be in the book?

TB: Yes. In addition we’ll include items such as
cume duplication and reach and frequency com-
parisons, vital for buying and selling radio.

R&R: Let's talk about monthly reports. Ar-
bitron is considering generating more monthly
data, covering more markets. How would you
compare your monthly service to Arbitron’s?

TB: From what I've heard, the delivery of their
monthly data is slower than ours. We survey two
or three weeks monthly, where they do all four
weeks. Our release time is to get the report back to
the marketplace no later than two and one-half
weeks after completion of the monthly sweep.

R&R: Arbitron’s diary will be revised this sum-
mer to accent call letter entries more strongly.
With your telephone methodology (24-hour
quarter-hour recall and weekly cume recall), will
you place the same amount of stress on call letters?

TB: There’s no reason a station with identifiers
other than calls should have trouble with our
methodology. In fact we are revising our interview
procedures to do a better job of capturing slogans.

Pricing
R&R: A lot of people seem to be upset at the
pricing of Arbitron’s new contracts. On a typical
market basis, give our readers an example of how

your service might be priced compared to Ar-
bitron.

TB: In Boston, for example, the Arbitron con-
tract for WHDH & WCOZ would have been over

should be about the same; Beautiful Music will be
lower. Black-formatted stations do better with the
telephone method we use, News stations a little
lower than Arbitron, and Talk seems to be com-
parable or better than in Arbitron.

R&R: How do you compensate for possible
female bias or orientation to your interviews?

TB: Any kind of sample inequity is handled by
the use of sample balancing through our com-
puter. However, in terms of the basic sample
design we do tend to get larger in-tab from

;

TB: Effective with the Mediastat acquisition we
have opened up a Washington office, staffed by
key ex-Mediastat people. In the next few months
we will be opening up offices in L.A. and Dallas,
and by midsummer we will be opening a New
York office. With more people closer to our clients
we feel we'll be able to offer much better client
relations.

Of course, the overall attitude of the company is
important here. We see service as a major advan-
tage over Arbitron. One of the chief complaints
against Arbitron is “arrogance,” and we hope we
won't make that same mistake.

\

“Because of our low price, people can buy the service
without necessarily having to give up Arbitron.”

females, aithough Arbitron has the same problem,
perhaps to a lesser degree than we do.

R&R: So how do you compensate for this?

TB: Going to the single-person-per-household
interview recently has made a giant stride in im-
proving our male/female balance. We now have a
better chance of getting the cooperation of a male,
especially those over 35.

Computer Access

R&R: What will the Birch philosophy be about
computer access to your data? Do you see a time
when your subscribers will have to pay a premium
to access your data by computer, such as Ar-
bitron's AID system?

“The major focus will be a full-court press to get agency

acceptance.”

$200,000 in 1982. The Birch Report will cost the
stations $12,000.

R&R: That price covers monthly and quarterly
data?

TB: Yes. Not only will we be doing more inter-
views than Arbitron over three months, but our
price covers monthly information and four
quarterly reports.

Format Biases

R&R: With your telephone recall methodology,
what formats are likely to show better in your
surveys than in Arbitron?

TB: If you were to compare telephone recall to
the Arbitron diary — keeping in mind we both
survey unlisted households — AOR will tend to
pull higher shares with us than Arbitron; CHR

TB: Yes. We think AID is a good way of offering
ratings and ultimately we are going to be working
in the same direction. We want to get to an elec-

tronic book.

R&R: When could you see this happening?

TB: We would like to work on this in earnest
this year with a possible ‘83 debut. We already
have a limited capacity for clients to dial us up
right now but we have not made this commercial-
ly available. We see the value of the electronic
book as putting the cost of research on the people
using it the most. Those not accessing the data fre-
quently should not have to pay the same tab.

Station Relations

R&R: What are you doing to expand your
presence nationally and enhance your relationship
with clients?

R&R: How about an advisory body such as the
one Arbitron has?

TB: That could possibly become part of our
marketing mix in the future. I think it will be very
valuable to have a committee of industry om-
budsmen to guide us along.

Production Steps

R&R: Do you foresee that you might hire people
with broadcast experience to work in your produc-
tion headquarters to add reasoned judgement to
your ratings production?

TB: This is an area where we are already very
strong. My background is entirely in radio, and
I'm very closely involved in the production pro-
cess.

R&R: Let’s talk production timetables. You
mentioned that the monthlies are out two-three
weeks after completion of each sweep, with mon-
thly surveys running either two or three weeks
depending on the sample size in each market.
What do you see for the quarterly report tur-
naround?

TB: 30-40 days.

R&R: So the first '82 quarterly would include
January-March surveys and would hit the streets
in late April or early May?P

TB: Exactly.
Problems

R&R: Some have observed that in certain cases
Birch’s total week cumes are smaller than either
Monday-Friday or weekend data. How do you
plan to deal with this area of concem?

TB: In the monthly reports there can be daily
cume information that shows what you described.
This could happen when a station had a great deal
of listening in the M-F period but little on the
weekends, or vice versa.



Birch

R&R: Are you planning to put an explanation of
this in your books?

TB: We are planning to put an explanation in
our monthly books. This will not be a problem in
the Quarterly Summary since no daily cume — -
just weekly cume — data will be shown in that
report.

R&R: Would it be fair to say that Arbitron’s
cume information might be more reliable than
yours?

|

in-tabs have not been at a level I would be comfor-
table with. We are looking for ways to augment
our approach in such cases.

R&R: Would this include any non-telephone
methodology?

TB: No, there will be no mixed methodology.
The telephone has a good response and coopera-
tion rate among ethnic groups.

R&R: Do you have bilingual interviewers in
markets where there is a notable Hispanic popula-
tion?

TB: Yes we do.

R&R: How have you sampled Hispanics?

“In Boston the Arbitron contract for WHDH & WCOZ
would have been over $200,000 in 1982. The Birch
Report will cost the stations $12,000.”

TB: I think the strength of our methodology lies
in the quarter-hour. The single-person-per-
household technique makes our sample more
reliable than the comparable Arbitron sample,
and the telephone recall, it could be argued, is bet-
ter than Arbitron’s QH. On the other hand Ar-
bitron has an advantage with the seven-day diary
in retrieving a more accurate cume level among
demos over 45.

Ethnic Procedures

R&R: Does the Birch Report plan to use any
special techniques for black or Hispanic retrieval?

TB: Our experience with measuring blacks has
been very good for the most part. Our only pro-
blem has been where there is a highly concen-
trated ghetto population. In those situations our

SIS :

Howard University
Radio Syndications

TB: In markets like South Florida we have
found we get a very good Hispanic representation
in-tab. In markets like San Antonio and L.A.,
however, we have seen a deficiency in Hispanic
household representation. We believe this is due to
a larger percentage of non-telephone households in
these markets. We are exploring ways to augment
our sample to reach that type of Hispanic.

R&R: So you might do more telephoning and
sampling into areas where you've had trouble get-
ting in-tab from blacks and Hispanics?

TB: Correct.

Sales Visibility

R&R: What do you see ahead for the Birch
Report in the next few years?

While in Dallas, call

Howard University Radio is Syndicating!
Meet Us at the NAB Convention in Dallas.

Beginning September 1, HUR Syndications will offer a
mellow ballod countdown hosted by Washington's #1
nightiime radio announcer, Melvin Lindsey of “The Quiet
Storm.”” Al the NAB, look for our representatives and learn
about our future programs, as well

the Executive
onvention, call (202) 232-6000

TB: The major focus will be a full-court press to
get agency acceptance for the Quarterly Sum-
mary.

R&R: What are your plans along that line?

TB: We'll be doing seminars across the country
that will be applications-oriented. We'll say
*“Here's the new Birch Report Quarterly Sum-
mary. It is a totally new animal. Before you throw
up your hands over all this new data let us show
you how this can make your shop a much better
user of radio.”

R&R: Do you think advertisers and media
buyers may become more confused since they’ll
have two sources, as in the old Pulse-Arbitron
days? Might not this cause a problem for radio?

TB: I don’t think so. In our discussions with
agencies across the country there is a genuine in-
terest in having data reported more frequently,
and there is a definite interest in a second service.
Also, our reports are laid out in a very simple
fashion. Once the buying community becomes ac-
customed to the fact that they can get qualitative
and quantitative data in the same reports they’ll
find Birch very easy to use.

$64,000 Question

R&R: Finally, Tom, why should a broadcaster
who has seen A&S, Burke, and RAM come and
go — why should a broadcaster now support
Birch?

TB: Let’s do away with the term “Support the
Birch Report.” We don’t want “support” from
anybody. What we want is for people to buy a pro-
duct that is currently successful, profitable, and
active in almost 250 markets. We can't think of
any situation where a broadcaster could not
enhance the bottom line, whether or not Arbitron
is still subscribed to. The price we are charging is
worth it for programming and sales information.
There’s no way a broadcaster cannot improve
economically and in terms of marketing strategy if
he or she buys the Birch Report.

Inn or affer the
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18.4

AC

Format Legend

A-AOR, AC-Adult/‘Contemporary, B-Black, B8-Big Band, BM-
Beautiful Music, C-Country, CL-Clasaical, E-Easy Listening,
Hit Radio, RL-Religious, 8-Spanish, T-Tak, U-Urben Contem-
porary.

R JaA0OR

113

BM

| 6.0

Misc.

1 7.5




Format Preference
Charts
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How do the formats vary in strength around the nation, and what was the top format among the top 50
markets in the fall '8 1 sweep? The national format preference chart, as well as the regional charts, will give
you a quick look at preferences in radio usage across the country.

The regions used to compile the sectional data were the same as those used by our format editors to
define their reporting regions. Each of the top 50 national markets was tallied in its respective region, using
the format penetration data from each market, to develop the regional information. The regional numbers
were then compiled to achieve the national format preference chart you see here.
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14.1

13.0 13.0

Format Legend

A-AOR, AC-Adutt/Contemporary, B-Black, BB-Big Band, BM-
Beautifl Music, C-Country, CL-Classical, E-Easy Listening,
JJazz, M-Miscellaneous, N-News, O-Oidies, R-Contermnporary
Hit Radio, RL-Religious, $-Spanish, T-Tak, U-Urban Contem-
porary.




Number 6 1n a Series:

Give
A Break.

“DAYBREAK! The evolu- drivetime concept...minute

tionary adult music and infor- by minute.

mation radio format, designed “DAYBREAK! It’s helped

to offer morning-drive adults KBIG become Number One.

an easy-listening balance of It’ll help you, too.

music, information, and So, give your listeners

personality. a break. With “DAY-
“DAYBREAK Pre-fed BREAK! From

daily, like national network Bonneville.

TV. Adapted to your local Just call Marge, toll-

market, following the free at (800) 631-1600.

famous KBIG morning We'll tell you how.

BONNEVILLE BROADCASTING SYSTEM, 274 COUNTY RD, TENAFLY, N] 07670
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MIDWEST

Format Legend

22 o A-AOR, AC-Adutt/Contemporery, B-Biack, BB-Big Band, BM-
- Beautiful Music, C-Country, CL-Classical, E-Easy Listening,
Hit Radio, RL-Rekgious, S-Spanish, T-Tak, U-Urban Contem-

porary.

13.6
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We’re the One

We’re Westwood One, America’s largest producer/distributor
of nationally sponsored radio programs.

WE'RE THE ONE FOR CONCERTS with “Live From Gilley's,” heard on over 400
country stations; “In Concert,” airing on over 250 great rock stations; and “The
Budweiser Concert Hour,” on over 100 black, urban and R&B stations.

@ WE'RE THE ONE FOR SPECIALS like “Off the Record with Mary Turner,”
“The Rock Years: Portrait of an Era,” “Rock & Roll Never Forgets™ and
“Special Edition.” i

m WE'RE THE ONE FOR WEEKLY FEATURES AND PROGRAMS like “Dr.
Demento,” “The Rock Album Countdown,” “Star Trak,” “Tellin’ It Like It Was,”
“Shootin’ the Breeze,” “Off the Record,” “Coleman Country,” “Spaces and Places,”
“Wheels,” “Daybook,” “The Competitors,” and “The Playboy Advisor.”

@ WE'RE THE ONE FOR GREAT RADIO STATIONS. Over 2000 stations
carry our programs for rock, country, black, urban and A/C formats.
Nobody produces more programs for more stations than Westwood One!
Not ABC, NBC, CBS, RKO or Mutual. Our programs are among radio’s

.highest rated, delivering the largest possible audience for our stations.and
our national advertisers. We’re the one.. . . for you.

Los Angeles: 9540 Washington Blvd., Culver City, CA 90230 » (213) 204-5000

New York: 575 Madison Ave., Suite 1006, New York City, N.Y. 10022 (212} 486-0227

America’s number one producer/distributor of nationally sponsored
radio programs, concerts and specials.
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Drive Time Dominators

Who are the top air personalities in the top 50 markets? What are the top 25 stations in morning and afterncon drive in the major markets?

R&R has answered these questions by researching the fall books in the dayparts of Monday-Friday 6-10am and 3-7pm. We've ranked the top 25 accor-
ding to either their average quarter hour shares or their cume totals in the metro. Ranks are shown with station, market, and format, plus (where applicable) the
name of the personality on in drivetime. With Arbitron’s cooperation we were able to include the appropriate audience estimate also, allowing readers the
chance to see just how powerful each station and personality really is.

i

Top 25/Cume Persons: 12+

AM Drive (M-F, 6-10am)

AM

WINS/New York (N)
Paul Smith, Michael O'Neil,
Jim McGiffert/1. 805,000
WNBC/New York (R)
Don tmus

1.362.500

WCBS/New York (N)
Jim Donnelly, Robert Vaughn
1.345.100

WOR/New York (T)
John Gambling

1,205,900
WGN/Chicago (T)
Wally Phillips

1,035,700

WABC/New York (R)
Ross & wilson
972,000

KYW/Philadelphia (N)
Biil Shusta, Bob Witten,
Harry Donahue/867,200

KABC/Los Angeles (T)

Ken Minyard & Bob Arthur,

Michael Jackson/818.700

KFWB/Los Angeles (N)
Dan Avey, Jim Burson,

Don Weils/705,600
WBBM/Chicago (N)

John Huitman, Dale McCarren
701,100

WLS/Chicago (R)

Larry Lujack

655,000
WCCO/Minneapolis (AC)
Roger Erickson, Charlie Boone,
Bill Farmer/615.000
KDKA/Pittsburgh (AC)
Jack Bogut

586,700

KNX/Los Angeles (N)
Harry Birrell, Mike Puisipher
582.600

KMOX/St. Louis (T)

Bob Hardy, Jack Carney
574,900

KCBS/San Francisco (N)
Al Hart
562.800

KFRC/San Francisco (R)
Dr. Don Rose
515,000

BREREEERERGEEEEEREEGEFEEF EFEFE

FM

WKTU/New York (U)
Joe Cossi
1,020,800

WBLS/New York (U)
Ken Webb

932.100

WRKS/New York (U)
Jeff Troy

878.900

WYNY/New York (AC)
Bruce Bradiey, Bill St. James
811,500

WPLJ/New York (A)
Jim Kerr

806.300

WRFM/New York (BM)
Jim Aylward
571,100

WPAT-FM/New York (BM)
Ken Lamb

527.900

KLOS/Los Angeles (A)
Frazer Smith

527.500

Top 25/Cume Persons 12+

PM Drive (M-F, 3-7pm)
AM

WNBC/New York (R)
Frank Reed

1.008 700

WINS/New York (N)
Don Baidwin, Bob Howard,
Stan Z. Burns/967.900

WCBS/New York (N)
Pat Parson, Ben Farnsworth
878.400

WABC/New York (R)
Dan Ingram
763.800

KABC/Los Angeles (T)
Sportstaik: Geoft Witcher, Bud
Furillo, Rick Talley; Or. Toni
Grant/702,800

WOR/New York (T)

John R. Gambling,

Cariton Frederick/643,800

WLS/Chicago (R)
Tom Graye
526.900

WGN/Chicago (T)

Bob Collins, Sports: Bill Berg
488.900
KYW/Philadelphia (N)
Bill Bransome, Harry Johnson,
Bob Neison, Dick Covington
486,900

WHN/New York (C)

Dan Tayior

485,000

KFWB/Los Angeles (N)
Charlie Braiter, Julia Chavez,
Don Wells/478,700
WBBM/Chicago (N)
Sherman Kaplan, Allan Crane
468 400

KNX/Los Angeles (N)
8arry Rhode

463.600

2 E [ = & (=] [ & [« FE
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FM
WKTU/New York (U)

Paco
1,169,200

WPLJINew York (A)
Pat St. John
906.600

WRKS/New York (U)
Mary Thomas

877,400

WBLS/New York (U)
Frankie Crocker

857.400

WYNY/New York (AC)
Dan Daniel, Steve O'Brien
852,000

WPAT-FM/New York (BM)
None
723.500

WRFM/New York (BM)
Wess Richards, Al Turk
626,100

WCBS-FM/New York (O)
Dick Heatherton, J.D. Holiday
611,400

KLOS/Los Angeles (A)
Linda Mcinnes

537.700

KMET/Los Angeles (A)
Jack Snyder

537.600

WNEW-FM/New York (A)
Scott Muni

520.400

KBIG/Los Angeles (BM)

Grant Neiison, Dave Robinson
503,700

/AR fi\ﬂ (A iy




Al Network

We doubled our Network Sales in '81and we're bullish on '82.
Network planners and buyers are discovering that the MMR
Network delivers more : where it counts, in major markets.
Let us show you how the MMR Network compares with other
networks. Our Network computer will tailor a plan to fit your
needs for any demographic or geographic target.

For a free Market -Buy-Market ' computer analysis,call your
MMR account executive at any cf our nine offices, or call
Tony Miraglia,V.P Network Sales at (212) 355-1700.

Y8

MAJOR MARKET RADIO

NEW YORK ¢ CHICAGO o LOS ANGELES ¢ PHILADELPHIA « ATLANTA ¢ DETROIT « BOSTON ¢« SAN FRANCISCO ¢ DALLAS
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Drive i

Top 25/Average Quarter-Hour Share, 12+

AM Drive (M-F, 6-10am)

AM

WTIC/Hartford (AC)
Bob Steele

393
WCCO/Minneapolis (AC)
Roger Erickson, Charlie Boone,
Bill Farmer/32.2
KDKA/Pittsburgh (AC)
Jack Bogut

31.6

KMOX/St. Louis (T)
Bob Hardy, Jack Carney
303

WGY/Albany (AC)

Don Weeks, Harry Downie
217

WIBC/Indianapolis (AC}
Gary Todd

203

WBEN/Buffalo (AC)

Joff Kaye

196

WPRO/Providence (AC)
Salty Brine

18.3

WHIO/Dayton (AC)

Lou Emm

176

WGNIChicago (T)

Wally Phillips

175

WDAF/Kansas City (C)
David Lawrence

17.3

WSB/Atlanta (AC)
John Moore & Gary Kinsey
170

WTVNI/Columbus (AC)
Bob Conners

17.0
WMAL/Washington (AC)
Harden & Weaver

16.9

WBAL/Baltimore (AC)
Bob Jones, Jack Lacy

16 8

KYW(/Philadelphia (N)
8ill Shusta, Bob Witten,
Harry Donahue/16 1

WTMJIMilwaukee (AC)
Gordon Hinkiey

14.6
KTOK/Oklahoma City (AC)
Bob Riggins, BJ. Wexler

14.4

WKBW/Buftalo (R)

Danny Neaverth

142

KIRO/Seattle (N)

Bill Yeend, Dave Stone

142
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FM

b

WZZKIBirmingham (C)
“Patti & The Doc"

17.1

KSTPFM/Minneapolis (R)

Chuck Knapp &

Michael J. Douglas/16 4

WTQR/Greensboro (C)

Mark Austin
15.2

WEZO/Rochester (BM}

Jerry Warner
14.0

KEBC/Oklahoma City (C})

Lynn Waggoner
13.7

me Dominators

AM
WCCO/Minneapolis (AC})

Steve Cannon
190

WTIC/Hartford (AC)
Tom Tyler

18 ¢

KMOX/St. Louis (T)
Anne Keefe, Jack Carney,
Bill Wilkerson/17 4

KDKA/Pittsburgh (AC)
Art Pallan, Trish Beatty
159

WDAF/Kansas City (C)
Phil Young
127

WIBCl/Indianapolis (AC})
Bob Richards
126
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Top 25/Average Quarter-Hour Share, 124
PM Drive (M-F, 3-7pm)

FM

WZZK Birmingham (C)
Rusty Waiker
186

WHRK/Memphis (B)
Ron Oisen

173
WTQR/Greensboro (C)
Billy Buck

17.2

WEZO/Rochester (BM}
Jerry Warner

167

WLVQ/Columbus (A}
Bill Pugh

154

WHIO-FM/Dayton (BM)
Bob Sweeney, Jim Jones
15.2
KSTP-FM/Minneapolis (R
Dan Donovan

143

WJYE/Buffalo (BM)
Joseph Chiite, Skip Edmunds
14.2

WKDF/Nashville (A)
Mike Beck

13.6

WLYF/Miami (BM)
George Rudolph, Don King
(Ft. Lauderdale Book 13 4
WZGC/Atlanta (R}

Date O'Brien

131

KZAP/Sacramento (A)
John Russell

131

WEZB/New Orleans (R)
Duke Chandier

12.9

WZEZ/Nashviile (BM)
Bill Gerson, Elizabeth Comfort
12.6

WEBNICincinnati (A)
Danton Marr

12.6

KGON/Portland (A)
Gloria Johnson

125
WLKW-FM/Providence (BM)
Ed Brand, Bill O'Donnel
12.5

WAIL/New Orleans (B)
Barry Richards

12.3

WXGT/Columbus (R)
Dave Robinson

12.0
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The EMI America/Liberty Records

HOT LINES!

NATIONAL STAFF
(213) 461-9°41

DICK WILLIAMS
V.P. Promction
KEN BENSON
Director AGR Promo
S SN LLEY GREEN”
Director A T Promo
RONNIE JONES
Director REB Promo

GERRIE MCDOWELL
Director Country Promo
{615) 244-9595

JACK SATTER
Director Pop Promo

BARBARA JANKOVICH LUISA RANIERI

DONNA PERRY PAULA TUGGEY
POP FIELD STAFF
BOB ALOU

Tenn./Arkansas

(615) 244-9595
HOWARD BERNSTEIN
New York

(212) 757-7470

DAVE BLANDFORD
Indiana/S. Ohio

(513) 281-6197

JACK DOHERTY
New England

(617) 329-5770

JON DONOVAN
Northwest

(206) 932 8160
MICHAEL HARRIS
Florida

(305) 592-3810

JOHN HEY

So. Calit +Arizona

(212) 254-91M

JEAN “BEBOP” HOBEL
Missouri/Kansas
(314) 7287576

DALE WHITE HORN

So. Calif

(213) 461-9141

MARK KARGOL

Colo./Nevada/New Mex./

Utah/Wyao.

(303) 443-3309

TERRY LAWSON

Carolinas

(704) 366-0885 2
CRISTIE MARCUS -
N. Calif. -

(415) 543-3202 N ————

CHAL MARTINA M

Min./lowa/

N&S Dakota/ '

Nebraska " — B

(612) 884-0444 ;

ALEX MAYEWSKI (MAYE) || AOEREG"ENAL_S TA'FF

SN HOWARD LESNICK

(216) 888-8575 i (”2‘12.')"76537?'7470 R&B FIELD STAFF
SCOTT NONO CHRIS HENSLLEY KEN BOLDEN
Wisconsm/lil ! Southeast So. West

(312) 775-7101 (404) 321-5441 (214) 637-1890
TOM SCHOBERG TCOCNY SMITH KEN EARL
wash. 0.C./Maryland Micwest Midwest

(301) 42&-0790 (313) 583-9600 (312) 775-7101

RICH TAMBURRO
Pennsylvania
(609) 582-0552

BILLY HENDRICKS
East
(2154 365-2073

B

FRANK TURNER C&W FIELD STAFF IS\LLEN JOHNSTON AMERICA °
Georgia outh
(a04) 3215441 BEN WATSON PAT KING (404) 321-5441 q
LINDA VITALE Texas/Oklahoma/ [2144°655"3 50 MICHAEL WHITE >3

: == STEVE POWELL West LIBERTY

11982 EMI AMERICA RECORDS, a division of Capitol Records



Format
Leaders

leading format.
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Please keep in mind that the rankings you'll see were based

=== ——— —  —  — — —————————————— — ——————— ]
The leading stations by format in the top 50 markets are

listed in the following section. R&R has culled the relevant
market reports and compiled lists of the top 25 average and
cume stations (or the top 10 for certain formats) in each

Adult Contemporary

AOR

Beautiful Music

Big Band

Black/Urban Contemporary
Contemporary Hit Radio

on total persons 12+, Monday-Sunday 6am-midnight, either Country
average persons share or total cume persons, on a metro | News/Talk
basis, Arbitron. Spanish
Adult/ Contemporary ,_, CUME
1. WTIC/Hartford .. .......................... 23.8 | 1. WYNY/NewYork.............cuouun... 1,788,200
2. WCCOMinneapolis........................ 229 | 2. KDKA/Pittsburgh....................... 805,100
3. KDKA/Pittsburgh.......................... 19.8 3. WCCO/Minneapolis..................... 804,800
4. WGY/Albany ......................o...L 15.8 4. WMGK/Philadelphia .................... 710,900
5. WIBC/Indianapolis ........................ 13.5 5. WBZIBOStON .. . oo ooeeee i, 707,000
6. WBEN/Buffalo ................. ... ... 13.1 6. KHTZ/LosAngeles ..................... 699,800
7. WTVN/Columbus ......................... 13.0 7. WCLR/Chicago ...............covunun.. 694,700
8. WBAL/Baltimore .......................... 12.6 8. WHDHI/BOSION .. ... oot 678,200
9. KTOK/OklahomaCity ...................... 11.3 | 9. WIP/Philadelphia....................... 616,700
10. WMAL/Washington,DC .................... 10.6 | 10. WBBM-FM/Chicago ..................... 602,400
11. KSL/SaltLakeCity......................... 10.5 | 11. WFYR/Chicago ..............couvuuun... 589,400
12, WSB/Atlanta . ............................ 10.2 | 12. WKQX/Chicago ... ..........ovuuuunn... 578,200
12, WHIO/Dayton............................. 10.2 | 13. WMAL/Washington,DC.................. 576,500
14. WTMJ/Milwaukee .......................... 9.8 | 14. WTFMINeWYOrK . ... ..o 575,200
15. WROW/Albany ............................ 9.6 | 15. WNIC-FM/Detroit . ...................... 571,400
16. WRKAJ/Louisville .. ......................... 9.2 | 16. KNBR/SanFrancisco ... ................. 464,600
17. WHB/KansasCity .......................... 9.1 | 17. KVIL-FM/Dallas-Ft. Worth ................ 455,100
18. WHDH/Boston ............................. 8.7 | 18. WTAE/Pittsburgh ...................... 453,300
19. WPRO/Providence.......................... 8.6 | 19. KIOUSanFrancisco . ...........ouuuuu... 448,700
20. WHASI/Louisville .. ................o. ... 8.4 | 20. KSFO/SanFrancisco . . ... ..uuuuuuuuuui.. 428,700
21. WING/Dayton ...................... ... ... 8.3 | 21. WBALMBaltimore ....................... 417,500
22, WBZIBOStON . ..........ciiiiii . 8.2 | 22. WSBIAtaNta . ... ..., 409,200
22. KVOL-FM/Dallas-Ft. Worth.................... 8.2 | 23. WMJC/Detroit ......................... 409,100
22. WTAE/Pittsburgh........................... 8.2 | 24. WRORI/BOSION ... ... 393,400
25. WISN/Milwaukee . .................ccuuuuo... 8.1 | 25. KYUUISanFranCisco . .. ........ouuuuun.. 382,600
25. WLW/Cincinnati ........................... 8.1
/lé.\\_ IL AQH CUME
1. WKDF/Nashville .......................... 12.6 1. WPLJINewYork ...................... 1,644,300
1. WLVQ/Columbus ......................... 12.6 2. WNEW-FM/NewYork.................... 995,900
3. KZAP/Sacramento.................ccuuuun.. 12.0 3. KMET/LosAngeles ..................... 954,900
4, WEBN/Cincinnati ......................... 11.8 4, KLOS/LosAngeles ..................... 948,800
5. WFBQ/Indianapolis . . . ..................... 11.2 5. WLUP/Chicago ........................ 744,000
6. KGON/Portland . .......................... 11.1 6. WMET/Chicago ........................ 679,700
7. WTUEDayton ................ ... ..c..... 10.1 7. WLLZDetroit . ......................... 657,300
8. WPYX/Albany .............cciiiiiiinnnn. 9.9 8. WRIFDetroit .......................... 627,400
9. WIYY/Baltimore..................ccivun.. 9.7 9. WCOZ/Boston ......................... 620,000
9. WGRQBuffalo............................. 9.7 | 10. WMMR/Philadelphia .................... 588,200
9. WMJQ/Rochester .......................... 9.7 | 11. KNX-FM/LosAngeles ................... 583,700
12. WCOZ/Boston .............. ... 9.3 | 12. WABX/Detroit ......................... 545,400
13. WMMS/Cleveland .......................... 9.0 | 13. KMEL/SanFrancisco . ................... 492,500
14. WKZL/Greensboro ......................... 8.9 | 14. KROQ/LosAngeles ..................... 453,700
15. WHJY/Providence .......................... 8.8 | 15, WYSP/Philadelphia ..................... 420,500
15. WZXR/Memphis ........................... 8.8 | 16. WIOQ/Philadelphia ..................... 385,100
15. KISS/SanAntonio .......................... 88 | 17. KLOLMHouston......................... 381,900
18. WKLS-FM/Atlanta .......................... 8.7 | 18. WEEIFM/Boston ....................... 374,500
19. KDKB/Phoenix..............c.couiviuuneu.n. 85 19. WBCN/Boston ......................... 349,600
20. KINK/Portland ............................. 8.4 | 20. WWDC-FM/Washington,DC .............. 349,500
21. KGB-FM/SanDiego ......................... 8.2 | 21. KSFX/SanFrancisco .................... 344,300
22. KYYS/KansasCity.......................... 7.9 | 22, KTXQ/Dallas-Ft.Worth .................. 343,500
22. KISW/Seattle.................... ..., 7.9 | 23. KZEW/Dallas-Ft. Worth .................. 328,800
24. WQMF/lLouisville.....................o.... 7.7 | 24. WIYY/Baltimore........................ 326,200
25. WQBK/AIbany ...............c.0iiiiueennnn. 7.5 | 25. KGB-FM/SanDiego ..................... 306,300




The Weekend Winners!

PICK A 3-HOUR WEEKLY RATING BOOSTER

TO FIT YOUR FORMAT

GODDARD’S GOLD

with Steve Goddard

An unbeatable combination of
solid gold hits, exclusive star
interviews and much, much more.
Without question, the definitive
Golden Oldies Show.

And just for fun

THE ((HARLIE & HARRIGAN
WEEKEND COMEDY

SPECTAL

A 3 hour weekly Golden Oldies Party
with Outrageous Comedy, Satire and
Funit

For Big Band, the hottest and
brightest “new” show of the decade

I 6NN
1HIE TG ANDS

All the music, all the stars, and hosted
by the legendary Don Howard.

waUU

NUMBER ONE COUNTRY |

With Bozo Sommers

The greatest collection of number \
ones in Country Music — the best |
of the best — by the best. ’

“ |
o

“‘- |
‘ Y
HI-LITE 25
Christian oriented rock

with Rudy Grande the bright,
uplifting, happy sound of the 80's!!!

Plus




o
<
:Be autiful Music AQH e
S 1. WEZO/Rochester.......................... 16.9 1. WPAT-FM/New ....................... 1,312,800
§ 2. WHIO-FM/Dayton.......................... 15.2 2. WRFM/NewYork ..................... 1,145,900
i 3. WLYF/Miami........ (Ft. Lauderdale book) . . . . . . . . 12.8 3. KBIG/LosAngeles ...................... 902,600
4. WLKW-FM/Providence ..................... 11.9 4. WPATINewYork........................ 888,700
§ 5. WJYEBuffalo ............................ 11.6 5. KJOllLosAngeles ...................... 708,400
£ 6. WEZIMemphis .............cccoouuunnii.. 11.2 6. WLOO/Chicago ........................ 701,800
T 7. WXTZiIndianapolis ........................ 11.1 7. KOST/LosAngeles ..................... 545,700
2 8. WZEZINashville........................... 10.5 8. WLAKI/Chicago ........................ 542,100
& 9. WFOG/Norfolk............................ 10.0 9. WEAZ/Philadelphia ... .................. 467,500
210. WEZW/Milwaukee .......................... 9.4 10. WJR-FM/Detroit . ....................... 435,300
11. WVEZ/Louisville ........................... 9.3 | 11. WWSH/Philadelphia .................... 403,500
12. KKNG/OklahomaCity ....................... 9.0 | 12, WUIB/BOSION . ............c'vooouvnn. 359,400
13. WWEZ/Cincinnati .......................... 8.9 | 13. WGAY-FMIWashington, DC............... 350,100
13. KSFl/SaltLakeCity ......................... 8.9 14. WVNJ-FM/New York .................. .. 333,200
15. WLIF/Baltimore . ........................... 8.5 [ 15. KABL/SanFrancisco .................... 322,400
16. WWBA/Tampa............................. 8.4 16. WLIF/Baltimore ........................ 301,300
16. WGLD/Greensboro ......................... 84 | 17. WWJFMDetroit .................... ... 292,900
16. KQXT/SanAntonio ......................... 8.4 18. KODA/Houston ........................ 292,500
19. KEWT/Sacramento . ........................ 8.3 19. KFOG/SanFrancisco.................... 287,600
20. WDOK/Cleveland .......................... 8.1 20. WAITIChicago ......................... 284,500
21. KJQY/SanDiego ........................... 7.9 | 21. WSHHIChicago ........................ 281,800
21. KMBR/KansasCity ......................... 7.9 22. KMEZ/Dallas-Ft. Worth .................. 266,300
23. WGAY-FM/Wwashington,DC . .................. 7.8 23. KOIT/SanFrancisco..................... 265,700
24. KMEO-FM/Phoenix ......................... 7.7 | 24, WLKW-FM/Providence .................. 260,100
25. WBYU/NewOrleans ........................ 7.5 | 25, KYND/Houston ........................ 257,400

AQH CUME
1. WCOL/Columbus .......................... 7.2 1. WNEWI/NewYork....................... 985,000
2. WMLX/Cincinnati .......................... 6.1 2. WJAS/Pittsburgh. . ..................... 232,300
3. WJAS/Pittsburgh .. ........................ 5.5 l 3. WDAE/Tampa ....................c..... 180,100
4. KEZWIDenver . ............c.couuuunuue. ... 5.2 4. KPRZ/LosAngeles...................... 159,100
§. WECK/Buffalo............................. 5.1 ‘ 5. KEZWIDenver ..............coouuuno. .. 150,900
6. WDAE/Tampa ..................cccuuun... 4.6 6. WXKS/Boston ......................... 143,400
7. KJLA/KansasCity .......................... 3.7 | 7. KMPX-FM/SanFrancisco. ................ 142,800
8. KUPL/Portland............................. 3.5 8. WHLUNewYork ........................ 139,900
9. WiINN/Louisville............................ 3.3 9. WCOL/Columbus ...................... 138,700
10. WXKS/Boston ............................. 3.2 10. WWUJF/Ft. Lauderdale (Miami-Ft. Lauderdale book) 130,700
Black/Urban Contemporary
AQH CUME
1. WHRK/Memphis .......................... 16.7 1. WKTUNewYork...................... 2,017,700
2. WAIL/INewOrleans ........................ 10.6 2. WBLSINewYork ...................... 1,710,200
3. WVEE/Atlanta . ........................... 10.3 ' 3. WRKS/NewYork...................... 1,649,100
4. WDAO/Dayton.....................cv. ... 9.7 4. WGClChiacgo......................... 782,200
5. WTLClindianapolis ......................... 9.3 S. WBMX/Chicago........................ 479,300
6. WKYS/Washington,DC...................... 8.1 6. KSOL/SanFrancisco.................... 474,100
7. WLOUlLouisville ........................... 8.0 7. WDAS-FM/Philadelphia.................. 428,500
8. WDIA/Memphis ............................ 7.6 8. WJPCIChicago ........................ 425,000
9. KPRS/KansasCity .......................... 7.4 9. WKYS/Washington,DC .................. 421,800
10. KRLY/Houston ............................. 7.3 10. KGFJ/lLosAngeles...................... 398,400
11. WENN-FM/Birmingham ... ................... 7.0 11. WHUR/Washington,DC . .. ............... 385,100
12. WGCIIChicago ............................ 6.9 12. KMJQ/Houston .. ...................... 357,100
13. WYLD/NewOrleans......................... 6.8 | 13. KRLY/Houston......................... 353,800
14. WVOLINashville ........................... 6.7 | 15. KUTE/LosAngeles...................... 353,800
15. KKDA-FM/Dallas-Ft. Worth ................... 6.5 15. KKDA-FM/Dallas-Ft. Worth . .............. 350,000
15. WEDRMiami ... ........................... 6.5 16. WVON/Chicago........................ 346,500
17. WHUR/Washington,DC...................... 6.2 17. WJILBIDetroit . ... ...................... 318,200
18. WKTU/NewYork ........................... 6.1 ] 18. WGPRDDetroit ......................... 314,900
18. KMJM/St.Louis . ........................... 6.1 19. WOOK/Washington,DC ................. 301,800
20. WBLS/NewYork ....................c...... 5.9 20. WLBS/Detroit.......................... 293,300
20. WOWI/Norfolk .. ........................... 5.9 21. KDAY/LosAngeles ..................... 290,400
22. KSOL/SanFrancisco ........................ 5.8 22. WVEE/Atlanta ......................... 282,800
22. WXYVBaltimore . ....................... ... 5.8 | 23. KDIA/San Francisco-Oakland ............. 268,300
24. WRKSINewYork .................0c. ... 5.6 24, KMUM/St.Louis ........................ 258,700
25. WDAS-FM/Philadelphia...................... 5.4 25. WXYV/Baltimore ....................... 241,900
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“Take Off”'? e
KOOL & THE GANGX% |
“Get Down On [It”

2<JUNIOR
“Mama Used To Say”

DR. HOOK (-
“Baby Makes Her Blue Jeans Talk”

PonGram Records
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Contemporary

Hit Radio

Format
Leaders

AQH CUME
1. KSTP-FM/Minneapolis...................... 14.8 1. WNBC/NewYork...................... 2,204,500
2. WWKX/Nashville.......................... 12.9 2. WABC/NewYork...................... 2,067,700
3. WZ2GC/Atlanta............................ 12.6 3. WLS/IChicago ........................ 1,044,100
4. WEZB/NewOrleans........................ 11.5 4, KFRC/SanFrancisco.................... 835,200
5. KTFM/SanAntonio ........................ 11.0 5. WLS-FM/Chlcago....................... 798,800
6. WXGT/Columbus ......................... 10.9 6. KRTH/LosAngeles ..................... 708,600
7. WKXX/Birmingham........................ 10.5 7. KlIQQ/LosAngeles...................... 674,600
8. WRBQ/Tampa ................ccovirnun... 9.7 8. KFliLosAngeles ....................... 654,500
9. WMC-FM/Memphis ......................... 9.1 9. KliS/LosAngeles....................... 632,600
10. KGW/Portland ............................. 9.0 10. WPIX/INewYork ........................ 630,300
11. WTRY/Albany ............................. 8.9 | 11. WCAU-FM/Philadelphia.................. 628,500
12. WBEN-FM/Buffalo .......................... 8.8 | 12. KRLA/LosAngeles ..................... 592,600
13. WNCliColumbus ....................... ... 8.6 | 13. XTRA/SanDiego ..... {Los Angelesbook) . . . .. 568,000
13. WPRO-FM/Providence....................... 8.6 | 14. KSTP-FM/Minneapolis................... 515,300
13. WQOXI-FM/Atlanta .......................... 86| 15. CKLWDetroit ......................... 436,900
16. WKBW/Buffalo ............................ 84| 16. WZGC/Atlanta ......................... 433,000
17. WSEZ/Greensboro ......................... 83| 17. KRBE/Mouston......................... 381,800
17. WKRQ/Cincinnati .......................... 83| 18. WXKS-FM/Boston ...................... 370,100
19. KSFM/Sacramento ......................... 79 | 19. WVBF/Boston ......................... 368,400

KTSA/SanAntonio ......................... 7.9
WNBC/New York ...... (Nassau-Suffolk book) . .. ... 7.9
WDJX/Dayton ............................. 7.7
KOFM/OklahomaCity ....................... 7.7
WNAP/Indianapolis . . ....................... 7.6
KBEQ/KansasCity.......................... 7.4

WRQX/Washington,DC.................. 366,900
WPGC-FM/Washington,DC............... 354,500
waQXxI-FM/Atlanta
WIFI/Philadelphia
KEGL/Dallas-Ft. Worth. . ................. 326,700
WDRQ/Detroit

AQH CUME
1. WZ2ZK/Birmingham ........................ 17.7 1. WHN/NewYork ........................ 940,100
2. WTQR/Greensboro ........................ 15.8 2. WMAQ/Chleago. ....................... 776,300
3. WDAF/KansasCity ........................ 13.6 3. KLAC/LosAngeles ..................... 594,700
4, KEBC/OklahomaCity ...................... 11.8 4. WKHK/NewYork ....................... 563,100
5. WCMS-FM/Norfolk......................... 10.8 5. KSCS/Dallas-Ft.Worth .................. 492,900
6. WIRE/Indianapolis.......................... 9.8 6. WJEZ/Chicago............... ..., 485,100
7. WSIX-FM/Nashville . ........................ 9.3 7. KZLA-FM/LosAngeles................... 443,700
8. WBCS/Milwaukee .......................... 9.2 8. KHJ/ILosAngeles....................... 426,300
9. WFMS/Indianapolis......................... 8.8 9. KIKK-FM/Houston ...................... 423,400
10. WNOE-FM/NewOrleans ..................... 8.4 | 10. WBAP/Dallas-Ft. Worth . ................. 417,000
10. WCll/Louisville ............................ 84 | 11. WWWW/Detroit........................ 389,800
10. WQYK/Tampa ................ccviivvnn... 84 | 12. KILT-FM/Houston. ...................... 387,500
13. KSCS/Dallas-Ft.Worth .. .................... 8.3 | 13. KNEW/San Francisco-Oakland ............ 325,100
14. KRAK/Sacramento ......................... 82 | 14. WDGY/Minneapolis..................... 321,400
14. WONEMDatyon .....................coontt 8.2 | 15, WUSL/Philadelphla ..................... 311,900
16. KOMA/OklahomaCity ....................... 8.0 | 16. WFIL/Philadelphia...................... 311,000
17. WAMZ/Louisville ........................... 79 | 17. WDAF/KansasCity ..................... 286,800
17. WMC/Memphis .............. ... ... 79 | 18. WIL-FM/St.Llouis....................... 285,800
19. KNIX-FM/Phoenix ............... ... .. 7.7 | 19. WCXiDetroit . ......................... 281,900
20. KIKK-FM/Houston .......................... 7.4 | 20. KSD/St.Louis .............. ... ..., 275,400
21, WSUN/Tampa ............cciiiiivnnnnnnn. 73 | 21. WHK/Cleveland ........................ 267,700
22. WBAP/Dallas-Ft. Worth . .. ................... 6.8 | 22. WSUN/Tampa .............cccvivviuennnn 239,400
23. WHK/Cleveland . ........................... 6.7 | 23. KSAN/SanFrancisco.................... 230,200
23. KILT-FM/Houston. . ......................... 6.7 | 24. WBCSMilwaukee ...................... 229,200
25. KSOP-FM/SaltLakeCity ..................... 6.4 | 25. KPLX/Dallas-Ft.Worth................... 227,500
25. WDGY/Minneapolis..............ccovvvunn.. 6.4




Our major-market quality
allows for a strong local
' identity. Your listeners
may never know they're
‘ ' - listening to a network!

Get the best in Country
Music via two 15kHz
. stereo channels on Trans-
.‘ ponder 3, Westar 11—
with “back-up” stereo
S AI EI LI I E capability. Suitable for
: B both AM and FM stations.
' Frequent opportunities
HE U NI E for localization —up to 16
I minutes of local avails

' each hour, plus more than
- 10 additional local “ID”
i opportunities each hour!

, Programmed by Ed
' DUN I n Salamon, three times
named by Billboard as
, “Country Music Program
, Director of the Year”
while at New York’s WHN.
Put Ed’s expertise to
\ work for your station for
only $1000 a month.*
] Offered on a market
exclusive basis. Call today
; to reserve this exciting
format in your market.
Stations now being
| signed.

*The network reserves the right to
include up to 2 minutes per hour of
commercial content.

The United Stations

New York Office: One Times Square Plaza, New York, NY 10036 (212) 869-7444
W ashington, D.C. Office: 7927 Jones Branch Drive, McLean, VA 22102 (800) 368-3033, or (703) 556-9870 in Virginia
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News/Talk

AQH

1. KMOX/St.Louis(T) ............ccovvinn.. 21.8 1. WINS/NewYork(N).................... 2,540,600

2. WGN/Chicago(T) ............oiivivnnnn.. 9.6 2. WCBS/NewYork(N)................... 2,102,600

3. KIRO/Seattle(N) ............... ..., 9.5 3. WOR/NewYork(T) .................... 1,891,800

4. KYW/Philadelphia(N) ....................... 9.3 4. WGN/Chicago(T) ..................... 1,376,300

5. KGO/SanFrancisco(T) ...................... 8.8 5. KABC/LosAngeles(T) ................. 1,323,600

6. KTAR/Phoenix(N) ................ ..., 8.2 6. KYW/Philadelphia(N).................. 1,163,000

6. KOADenver(T) ...........cvviiiuinnnn.... 8.2 7. WBBM/Chicago(N).................... 1,144,500

8. KABC/LosAngeles(T)....................... 8.0 8. KFWBJ/LosAngeles(N)................. 1,043,400

9. WQABK/AIbany (T) ............ ... iviuv.n. 7.5 9. KNX/LosAngeles(N).................... 925,700
10. WNWS/Miami(N) ...... (Ft. Lauderdale book) . . . . .. 6.9 | 10. KCBS/SanFrancisco(N) ................. 894,600
11. WEEIBoston(N) ............ ... ... 6.6 11. KGO/SanFrancisco(T) .................. 844,800
12. KCBS/SanFrancisco(N) ..................... 6.5 | 12. WMCA/NewYork(T) .................... 808,900
13. KRLD/Dallas-Ft. Worth(N) . ................... 6.4 13. KMOX/St.louis(T) .............covu.... 786,700
14. WOR/New York (T).......... ..., 6.2 | 14. WIND/Chicago(N/T) .................... 600,100
14. KGNR/Sacramento(T) ....................... 6.2 | 15. KMPCl/LosAngeles(T)................... 598,700
14. WLAC/Nashville(T) ......................... 6.2 | 16. WWJDetroit(N)........................ 572,400
17. KTRH/Houston(T) ................... .. ..... 6.1 | 17. WEElBoston(N) ....................... 559,900
18. WXYZDetroit (T) . .............. ... ... 6.0 | 18. WCAU/Philadelphia(N/T) ................ 467,200
18. WBBM/Chicago(N) ......................... 6.0 19. KIRO/Seattle(N) ....................... 462,700
20. KSDO/SanDiego(N/T)...............ovvv. ... 5.9 | 20. KRLD/Dallas-Ft. Worth(N) . ............... 459,000
20. WINZ/Miami(N) ....... (Ft. Lauderdale book) . . . . . .. 5.9 | 21. WXYZDetroit(T) ............covvvunn.. 391,500
22. WERE/Cleveland (N) ........................ 5.8 | 22. KTRH/Houston(T) ...................... 380,200
23. WOAlISanAntonio(N/T) ..................... 5.7 | 23. WWDB/Philadelphia(T).................. 367,900
24. WINS/NewYork(N) ......................... 5.6 | 24. WRKO/Boston(T) ...................... 332,700
24, KCMOJ/KansasCity (N/T) . .................... 56 | 25. KOA/Denver(T) .........covuvvuununin.. 319,700

®
Spanish
AQH CUME

1. WRHC/Miami............................. 14.1 1. WUIT/INewYork ........................ 428,100
2. KCOR/SanAntonio ......................... 8.8 2. WADO/NewYork ....................... 389,100
3. WCMQ-FM/Miami .......................... 6.4 3. KTNQ/LosAngeles ..................... 290,100
4, WQBA/Miami............... ... ... ... .. 6.3 4. KALlLosAngeles ...................... 282,800
5. WCMQ/Miami ............................. 5.6 5. KWKWiLosAngeles .................... 206,400
6. KEDA/SanAntonio ......................... 4.4 6. KLVE/LosAngeles...................... 181,400
7. KPHX/Phoenix................ccovuuiuun. 2.9 7. WAQBA/Miami . . . .(Miami-Ft. Lauderdale book) . . . . 172,700
8. KALllLosAngeles .......................... 2.5 8. WOJOI/Chicago ........................ 165,700
8. WHTTMiami .............................. 2.5 9. WRHC/Miami.......................... 143,600
8. WIITINewYork ............................ 2.5 | 10.

Earth News

grabs your market by the ears!

WCMQ-FM/Miami . . (Miami-Ft. Lauderdale book) . . 143,600

Radio...

Join our host Joel Denver of R & R. For market availability
call collect at 213 - 392-8611. YOUR SOUND FOR THE 80’s!

Sponsored by Nexxus Professional Hair and Skin Care °
Products and Busch Beer.

Rodvo
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Phoenix, AZ 85016
[602) 957-2452

Source Fall 1981 Arbitron. Total persons 12+ AQH, 6AM - Midnight.
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THE RATINGS
INFORMATION
GUIDE

A Step-By-Step Manual For Using
R&R’s Unique Ratings Data Features

RE&R has continued to make significant improvements in our presentation of ratings information with this report, so a guide
toward making the most out of the data should prove helpful. We'll ook at each key segment of an individual market breakdown,
reviewing the section’s construction, the value of its information, and possible applications for managers, programmers, and adver-

tisers.

Market Overview

The overview acts as verbal supplement to the actual ratings figures. It informs you of Arbitron-related factors that
may have influenced the market's book and supplies details of top station’s standings in specific demographics and day-
parts. In addition, significant promotions, contests, or ad campaigns in the market are cited.

/NBW York METRO RANK ]k

WOR captured the top spot with an audience that skewed heavily
554 As you can see on the 12+ bar graph showing audience com-
position, little of this kingpin station's appeal is 25-54. WOR remained
the top billing station in the U.S., however.

RKO's other property in New York carved out quite a niche for

Fall 81 Market Overview

The Urban Contemporary format extended its domination of New
York. With the emergence of RKO's WRKS-FM, formerly WXLO, three
of the top four stations are programmed in an Urban fashion. WOR re-
mained ahead of the crowd, while WPLJ and WYNY improved their
positions.

For example, the overview will tell you if the 1980 Census adjustments might have boosted ethnic or urban appeal. If the
usable diary count is up notably over the Fall 1980 sweep the overview will mention it and discuss the implications. Knowledge of
station’s promotions, or lack thereof, combined with the detailed information on their music available weekly in RE&R, will give you a
good handle on understanding their ratings performance.

Format Codes

Format codes were assigned based on the latest information derived from the stations involved, R&R realizes that these codes
are generalizations, but we provide them for purposes of comparison

Format Legend

A-AOR, AC-Adult/Contemporary, B-Black, BB-Big Band, BM-Beautiful Music, C-Country, CL-Classical, E-Easy Listening,
J-Jazz, M-Miscellaneous, N-News, O-Oldies, R-Contemporary Hit Radio, RL-Religious, S-Spanish, T-Talk, U-Urban Con-
temporary.

“Miscellaneous” refers to all listening that Arbitron was unable to credit to a commercial station — listening to noncommercial
stations or diary entry to a specific station. Miscellaneous can also refer to stations with eclectic formats.,

Market Overviews

The information featured in the market overviews for the top 50 markets is obtained from a variety of sources, including the sta-
tions themselves. R&R reserves the right to exercise editorial judgment regarding which stations are mentioned in the overviews
and the information cited in each market, Every effort has been made to provide the highest quality information and data for your
perusal.

This data is copyrighted by Arbitron. Nonsubscribers to Arbitron’s syndicated radio service may not reprint or use
this information in any form.




Dear Jhan:

‘‘After our two-year partnership | could
not be more delighted and satisfied with
the results. You and Lynn have developed
a method of winning the Arbitron game.”’

— Chet Redpath, President & General Manager/WCLR, Chicago

Thanks for the kind words Chet! It has been our
pleasure at Hiber & Hart to have been part of the
team that made WCLR Chicagoland’s number one
adult contemporary station.

WCLR has used the unique full-service approach
offered by Hiber & Hart . . .
® Focus Groups ® Post-Survey Diary Reviews

® Telephone Positioning Studies ® Sales Staff/Ad Community
® Arbitron Strategy Seminar Seminars

.. .to enhance the station’s ratings and revenues.
We look forward to more years of successful
association with Chet Redpath, Chuck Tweedle
and the rest of the fine WCLR organization.

Develop a winning game plan — put Hiber & Hart on your side!

l\‘ RIBER & RARY, LI,

BROADCAST RATINGS, RESEARCH AND SALES DEVELOPMENT CONSULTANTS

JHAN HIBER, PRESIDENT LISA BLINZLER,
LYNN HIBER, VP DIRECTOR OF CLIENT SERVICE
P.O. BOX 1220 . SUITE F. ARBITRON BUILDING,
PEBBLE BEACH, CA 93953 (408)373-3696 LAUREL, MD 20707 (301) 776-8855




Audience Rank/Composition C_harts

The two groups of 10 bar graphs on each page show, at a glance, both station rank position and the demographic
which makes up the bulk of each of the leading station’s audience.

The metro average 12+ share and 12+ cume graphs show, in declining oraer, the rank of the top 10 stations in the market on a
total week basis. Share and cume audience figures are shown for each of the top 10 stations, along with format information. Cume
figures are in hundreds, so be sure to add two zeroes when reading numbers on the 12+ cume chart.

Audience composition information is contained within the 12+ share trend graphs. Two percentages are listed — one for the
amount of 18-34 audience, the other for the amount of 25-54 audience in the overall 124 group. This allows advertisers, sales and

programming personnel to see which of the top stations are best at delivering either of the two key demos — adults 25-54 or aduits
18-34.
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Format Reach Charts

The relative strengths of formats in a market are displayed in bar graphs in this book, for consistency and an instant
comparison. Each format's total percentage of the overall 12+ market audience is listed to the right of its bar.

The Format Reach charts are useful to managers, programmers and advertisers interested in how well a particular format
scores in their own regions or in others. You can determine whether a format is oversaturated in the market (if Country pulis a 6%
share divided among five stations, for example) or where a format is particularly strong.

Share Trends 17 WMUASAM 2.3 wWPIXebM 2.2 WOBS=FYM 2,2 WNEW-FM 2.5 WMCA-AM 2.2
18 WELY =AM 1.9 WHN -AM 2.2 wPIX=FM 2,2 wALU-AM 1.9 WALR-AM 2,1

Persons 12+ Mon-Sun 6AM-Mid 19 WPIX-FM 1.8 WALL-AM 2.0 WAUD-AM 2.0 wilT-AM 1.9 wHN <AM 2.1 @
POP (VU 134838 20 WiFM=-FM 1.8 WUXK-F 4 1.9 WKRAS-FY 1.6 wPAJ-AM 1.8 wPAI-AM 2,y BW)
21 WADO-AM 1.7 WRKS-EM 1.8 WIEM-FM 1.6 WItM=-tv 1.3 WRHA-FM 1.5 (€

ARBUN)S ARG S AKBAN & AR A 3 AKBUNT S 24 WQXR-FM 1.3 WHLT=AM 1.6 W)IT-AM 1.6 whHK-tM 1.5 #TFM<-EM 1,5 (AC)
STATIOUN {AKE STATIOUN JaRE STATION 1AKE STATIUN {AKE STATIUN HAKE 23 wWRLU=MM 1.1 ATEM=FM 1.5 WNCN-FM 1.5 woll-Fw 1.3 WOXR=-FM 1,1 104
======= :za= I====33 1am3 SsS==s== 53 TISSIIS iz=m S=a=sas @ESs 24 WYNJ-FM 1.1 ANCN-FM 1.3 WQAK-FM 1.0 wPIX-FsM 1.3 WYN]-FM 1.0 (s

T walu-FM 8.3 WhiU=IM 6.5 wilS=Fm 7.4 whTU-FMd 7.5 wOR =AM .2 M 25 wHL I-AM  U.08 wBLI-F 4 1.0 #RHR=FM 1.0 WgaR=-tM 0.9 wPIX<FU 0.8 m
2 WBLS-FM 7.1 NOUR -AM  p,5 WwATU-FM 6.4 WOR =AM 6,2 WhTU-FM 6,1 @ 20 WHLI-FW U8 AHL1I =AM 0.9 WYN|[-EM  y,8 wWVN]-FU U.Y WELI-FM y.8 ™
3 WUR ~AM 0.2 WHLS-FYM 6.4 WOR -AM 5.9 wBLS-FW 6.1 wBLY-Fu 5.9y an 27 WNUN-FM U8 NVNI-FEM U 8 WBLI-FEM 0.7 WNUN-FVM U8 WNON-FM .7 0

Share Trends

Under Share Trends, all stations showing up in the Arbitron survey’s 12+ listings are shown in the order of their
market standings. For comparison purposes, previous ratings beginning with Fall 1980 are listed to the left of the current
figures.

These printouts from Market-Buy-Market © are the basic information from which you can build a comprehensive ratings pic-
ture, by combining the more specific information provided in the Audience Composition Analysis and Market Overviews and the
music listings and news of format changes, ownership shifts, and contest/promotion highlights found in the pages of R&R every
week. The data for previous surveys add historical perspective and an easy basis for comparison of ratings performances.

By applying the information found in the Ratings Report and RE& R, you can easily gain the perspective you need for evaluating
your own station’s performance, your competitors’, the showings of stations with similar formats across the nation, or (for adver-
tisers) the best buys in a specific demographic, location or format. We trust you'll find our listings helpful in a variety of ways.
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DOUBLEDAY MAKES
A CAPITOL
INVESTMENT

WAVA-FM JOINS THE HOTTEST RADIO
GROUP IN THE COUNTRY.

On February 1st, WAVA-FM, serving Washington, D.C., with
maximum FM faC|I|t|es became a part of Doubleday Broadcastlng
Two strong traditions of broadcast excellence combining
to give the nation’s capital its newest and mcst
exciting listening experience in years.

America’s fastest growing radio group adds its second TOP 10
market in as many years. And, in a few months (subject to approval)
we'll be bringing that same excntement to the New York City area.

DOUBLEDAY BROADCASTING ...NEW FRONTIERS TO CONGQUER.
WLLZ-FM WAVA-FM KWK AM/FM KDWB AM/FM KPKE-FM

Detroit Washington, D.C. St. Louis Mpls./St. Paul Denver

dh DOUBLEDAY BROADCASTING €O.
100 Park Avenue, New York, N.Y. 10017

Represented Nationally by McGavren Guild,
HN&W and CBS FM National Sales.
WAVA-FM'Arlington-Washington,

KWK-FM. Granite City-St. Lou's, KDWB-FM R|chf|eid MN
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“AP Radio Network
gives me 1,374 ways
o make more money
every week. Tome,
AP means Added Profit.”

Robert C. McKee
President and General Manager
WPRW, Manassas, VA.

Bob McKee of WPRW proved it to himself on his bottom line. AP
Radio Network is the commercial-free, problem-free profit maker. The reason
why? AP Radio Network makes your time and money earn money over thirteen
hundred times a week. Here's how Bob explains it.
It all adds up. Flexibility, programming, sales.

“Newscasts alone give us a total of 672 spots a week between donuts
and adjacancies. In fact, hard news is probably our easiest sell. Every local
merchant is a prospect: the bank, department stores, fuel companies, real
estate brokers...it's what we call an image spot.

“The Business Barometer works the same way for us. Sponsors love the
identity they get being associated with AP 94 times a week.

“I can just run down the line from there. The SportsLine and Motor-
SportsLine are natura's for sporting goods stores, the hardware shop, car
dealers, auto parts houses. They get their names and message on air 242
times a week.

“We sell Project Medicine—AP’s health feature —exclusively to the
pharmacy, the Ag reports go to our local farm equipment dealer and so on”

A nice plus — the best delivery system.

“Despite all the fancy talk | hear about technology, no one can match
the AP's leadership. They've got over 450 dishes now on-line and operational.
And AP’s SAT plan is the world’s largest, with 900 dishes scheduled by sum-
mer of 1983 —that's 3 plan that really delivers. I'd say AP is doing it all and
doing it better”

Want to know more about putting your station in the

money with AP? Contact AP Broadcast Services today at
P 50 Rockefeller Plaza,

New York, NY. 10020 (212) 621-1511 —
means or call your

d ded rOfii nearest Associated Press
Broadcast Executive.

AP Broadcast Services  Innovation for better news programming

Associated Press Broadcast Services: AP Radio Wire AP TV Wire AP Radio Network AP Newscable AP PhotoColor AP LaserPhoto
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TRICOM

INDUSTRIES

welcomes you 1t
the NAB,

Look for our

TEXAS TAXI

while you're in

DALLAS.

Serving the marketing
and promotional needs
of the industries.

For information call collect:

(214) 258-1333

TRICOM INDUSTRIES

3501 MacArthur Bivd.,
Suite 613
Irving, TX 75062

R
" RUB-RADIO

SCRATCH & MATCH

PROMOTION

OPUS PRODUCTIONS
7011 N. Janmar Drive,
Dallas, TX 75230
| (214) 691-8846

Aircheck e
Factory

VIDEO
AIRCHECKS!

SEE Top DJ’s and stations onyour
home TV screen! From the library
of “Mr. Media’’, Art Vuolo, see VI-
DEONOo.1highlightingChicagoand
WEFM, WDAI, John Landecker at
WLS in ‘81, “Country” Dan Dixon
at Detroit's WCXI and more! VHS
videocassette $34.95.

We continue to offer top audio air-
checks via our monthly AROUND
THE DIAL. Free audio sampler/
newsletter. Write today!

MORE VIDEO TO COME!

&y

ry

T KONARD

Aircheck fFacto

- .
Rose 9

Have the Record Companies
Cut You Off Their Mailing Lists?

Our Aduit/Contemporary Music Supply Service
is the Solution.

You'll get 13 new reieases each week. Bonus

LP cuts, too! Available only to radio stations.
Mono or stereo with 25 Hz toning

B Music n'm ECTOR ¥
PROCGRAMMING SERVICE
Hox KX Indian O hard. Massac husetts 01151

413-783- 426
See us in Dallas
Booth #1503-D

B {Q\o\d’s

2 e

What would Mom say if she thought
you were skipping lunch?

Over 6 years of creative
COMEDY material.

Complimentary Snack:

“LOLA’S LUNCH”

Call (313)434-6142 or write:
1390 Arroyo Drive, Ypsilanti. MI 48197

Toby Arnold & Associates

4255 LBJ SUITE 156 DALLAS TEXAS 75234 (2141661 8201

Call Toll Free:
1.800-527-5335

e Station ID's

e Commercial
Jingles

—r— e —————
Sample us at the
NAB in Dallas

e —————— e ——
Booth 2800-A
' Svite 2036
E
B (ONTINEN
y  RECORDINGS
210 SOUTH STREET. BOSTON. MA 02111
617 426 3131




A Heartfelt
‘Thank You’...

... toallthe OMs, GMs, PDs
and Jocks who have used our
Personality Helper on their way to
the top. We're in our 2nd Decade
of being #1, no contest,
since 1970.

For genius one-liners for your
Jocks, write to us for pedigrees
and air-ready samples.

Not A Gong In A Carload
P.O. Box 25-866

Honolulu, Hawali 96825
(808) 395-9600

_J

CURRENT AND CLASSIC
CALIFORNIA AIRCHECKS!

We offer the best of both NEW and OLD
every month. Current issue #24 features
KWST/London and Engelman. KHTZ Charlie
Tuna, KUTE/Charlie Fox, KIOl/Chuck
Browning, San Francisco’s new KRQR, KEZY-
FM/Jerry Mathers and more! 90-minute cassettes,
$5.50 each.

Classic issue #C-17 features |18 years of rock
from KGB San Diego as they go into their new
News format. Classic performances from
Charlie Van Dyke, Bobby Ocean, Rich Brother
Robbin, Bill Wade, Barry Kaye, John Lander, etc
Cassettes $10
Write us for more info and a back-issue fist!

CALIFORNIA AIRCHECK

Box 4408 — San Diego, CA 92104

( RADIO PERSONNEL )
PLACEMENT
—

\_

National Broadcast Talent Coordinators
are specialists in Radio Personnel placement.
We offer over 30 years of radio expertise
We deal daily with the placement of GM's,
Sales Managers, Program Directors, News
people, Sales people and all air talent. Ifyou
are in need of well qualified experienced
broadcasters, or are seeking entry-level per-
sonnel NATIONAL can fill your needs. We
offer current air-check (playable thru our
phone line) and complete resume. Qur re-
gistrants are available.

If you are looking to improve your position
in radio chances are NBTC can help. We
are in constant contact with a great many
radio stations

For complete confidential details write
or call today:

BROADCAST TALENT COORDINATORS

Dept. R, P.O. Box 20551
Birmingham, AL 356216

(205) 822-9144

_J

e CREATIVE
ENERGIES

** 90 SEC FEATURES **
** TRIVIAINFO * *
SERVICE

** CREATIVE CUSTOM **
SCRIPTS

Free Samples
Creative Energies, 5116 Tremane Rd

Contemporary

FREE SAMPLE!

Milton. Ont. Canada L9T 2X4
Write on station letterhead to
CONTEMPORARY COMEDY
5804-R Twineing. Dallas. TX 75227

s

DIAL- A -JOCK

FLY ME

o Remote Controlled

¢ 7 ft. Free-flying Blimp

FLY INDOORS AT:
Concerts®* Mallse Dances
Promotionse®Schools
Gamese®Anywhere!

Anyone can fly it-
even your GM!

Available Now

1636 N. Woodland,
Provo, UT 84601

(801)375-4615

©

International
The Radio Programmers Talent Line

Program Directors nationwide are calling
Diale Ae Jock to instantly hear available
taient' To place your aircheck on the
[21al® Ae.Jock talent line. call us at
(316) 788-5959. You'll hear this weex's
avalable talent & info on how you can
\ppear on Dial® A® Jock in the weeks ahead!
Ask 1s about our Dial® A® Jock talent bank
for currently employed talent looking
for new markets"

3 16) 188;5259
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/ Albany-

METRO RANK 50

Schenectady-Troy

Fall ’81 Market Overview

WGY still dominates this market even though the station’s numbers
slipped for the third consecutive book. WGY led in the 25-54 cell with
more than an 18 share, six shares ahead of runner-up WTRY.

WTRY had an up book this sweep and not only managed to place
second in the 25-54 category but also was second with 18-34's.
WPYX topped that young adult bracket with almost an 18 share while
WTRY rang up just under a 15 score.

What led to WTRY's increases? Advertising on TV and in the
newspaper helped, no doubt. Also, a promotion involving giving away a
car to the person who could touch it the longest (the winner held out for

~

84 hours) generated some excitement. The music was watched close-
ly, with new titles added on a careful basis.

WROW rebounded this sweep. The Adult/Contemporary entity's
male numbers recovered the best, particularly in middays. For this
sweep WROW used advertising that consisted of TV and billboards pri-
marily and gave away several trips around the country, which drew
temendous response. The station’s music was updated with more con-
temporary hits, although the audience skew was still heavily 35+.

WPYX had a mixed book. The station’'s teen dominance solidified
with more than a 35 share, but its young adult numbers slipped.
WGFM, on the other hand, improved its 18-34 appeal. The station was
third in that category with a strong 25-34 core.

—

Audience Rank/Composition

15.8

2566

Average 12+ Share

Format Legend

A-AOR, AC-Adult/Contemporary, B-Black, BB-Big Band, BM-
Beautiful Music, C-Country, CL<Clessical, E-Easy Listening,

1760

1482
1301 4271

“

| porary. 735
‘. 9 96 ‘ [ ] s8r
89 .
7.5 | O |
7.0 WGY  WTRY WAOW WPYX WFLY WGFM WAOW WWOM WPTR WGNA
6,5 AM (AC) AM (R) AM {AC} FM{A) FM (R} FM (R) FM (BM} FM {AC) AM (C) FM (C)
AC
.1 ¢« Format Reach
E———————————r_=7
21.7 T—7 s
AR e | 5 MISC.
WPYX WROW WTRY WQBK WROW . 0y
AM (AC) FM (A) AM (AC) AM (R) AM (T) FM (BM) FM (R) FM (R) FM (AC) FM (C) — o BB‘B .
! BM
—— RL
9 4 'B 8
Share Trends 8 WONA-FM 4.3 WGNA-FM 5.3 WCFM-Fwm 5.2
p 124 M . 9 WWOM=-FM 3.9 WWOM-FM 4.5 WWOM-FM 5.0 (AC)
ersons 12+ Mon-Sun 6AM-Mid 10 WGFM=-FM 3.8 WPTK-AM 3.6 WGNA-FM  3.9(C)
11 WPTR-AM 3.1 WGFM-FM 3.6 WPTR-AM 2.8
POP(0U): 6691 12 WHRL-FM™m 2.6 WQBK-FM 2.8 WOKO-AM 2.1
13 WQBK-FM 2.4 WOKO-AM 2.4 WQBK-FM 1.8W
FALL SPRING FALL 14 WwCSS-AM 2.3 WHRL-FM 1.8 WHRL-FM 1.4 @™
1980 1981 1981 15 WOKO-AM 1.5 WCSS-AM 1.1 WCSS-AM 1.4 (AC)
) 3 ) . 16 WKA ) -AM V.8 WKAJ-AM 1.1 WKAJ -AM 1.1
T WOGY -AM 16,7 WGY -AM  Tb.4 WOY -AM  15.8040 47w, v-FM 0.8 WWWD-AM 1.0 WKOL-A4  1.00©
2 WROW-AM  10.2 WPYX=FM 10.7 WPYX-FM 9.9 (A 18 WASM=-FM 0.5 WASM=-FM 0.9 WASM-Fa 1.0 @M
3 WROW-FM  10.0 WTRY-AM 8.3 WROW-AM  9.6040 19 ,yiR-FM 0.5 WMYL-AM 0.8 WMYL-A4  0.9@8)
4 WTRY-AM 8.4 WROW-AM 8.3 WIRY-AM 3.9 @R 20 WHALZ-AM 0.5 WRCK-FM 0.5 WHAZ -AM 0.8 RL
S WFLY-FM 7.1 WROW-FM 7.4 WQBK-AM 7.5M 21 WABY -AM 0.4 WABY -Am 0.5
6 WPYX-FM 6.2 WFLY-FM 6.3 WROW-FM 7.0BM L wwwD-AM 0.4 W]IV-Fu 0.5
7 WQBK-AM 6.2 WQBK-AM 6.2 WELY-FM 6.5 R 23 WHAZ -AM 0.4




Anaheim-

Santa Ana-Garden Grove

Fall 81 Market Overview

Twice annually the Orange County market is surveyed as a
separate metro by Arbitron (it is contained within the L.A. metro). In the
latest sweep, which saw a healthy 30% rise in returned diaries over the
spring '81 effort, KBIG reclaimed its position on top, KLOS edged out
KMET, and local stations KEZY-FM and KWIZ-FM posted good gains.

Bonneville's KBIG is often the leader in Orange County except dur-
ing baseball season, when the Dodgers (KABC) and Angels (KMPC)
siphon quarter hours away. In the fall sweep, KBIG recovered from its
spring doldrums to not only top the market 12+ but also 25-54.

The battie between KLOS and KMET couldn’t be much tighter.
Among 124 persons KLOS had a slight edge, but among 18-34 adults

METRO RANK 1 BX

the two were just one-tenth of a share apart. KLOS pulled more teens
than KMET, although not as many as teen leader KROQ.

Among Orange County stations, KEZY-FM was the leader this
sweep. This AOR, which was automated during the survey but is now
live, did little in the way of special events for the sweep, mainly just
some newspaper advertising. The station's teen share almost doubled,
anc its male 18-34 numbers showed worthwhile increases too.

Runner-up in Orange County was KWIZ-FM. A larger ad budget
was spent on heavy newspaper advertising, with bus sides also part of
the campaign. Female gains were the story here as KWIZ-FM led local
staiions in the 25-54 adult category. An interesting sidelight — the sta-
tior stopped doing contests and scored its best book in recent sweeps.
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FM (BM) FM(A) AM(T) FM(A) FM(R) FM(AC) AM (R) FM (A} FM (BM] AM (C) g 1.2
14 KIIS-FM 2.5 KOST-F™ 3.0 KFWB-AM 2,7 M
15 KHTZ-FM 2.2 KROU-=FM 2.6 KJOI-FM 2.7 @™
Share Trends 16 KUST-FM 2.2 XTRA-AM 2.3 KIQQ-FM 2.7 ®
Persons 12+ Mon-Sun 6AM-Mid 17 KEZY-AM 2.1 KWST-FM 2.3 KIIS-FM 2.4
18 KRLA-AM 2.1 KRLA-AM 2.2 KMPC-AM 2.3 M
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22 KEZY-FM™M 1.8 KNOB-FM 1.9 KNOB-FM 1.7 (8M)
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1 KBIG-FM 7.3 KAEI-FM 7.5 KBIG-F™M 7.18M g wwWlZ-FM 1.5 KIKF=-FM 1.0 KFAC-FM 1.2 (€Y
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9 KNX -AM 4.0 KNX -AM 3.3 KOSIT-F™M 3.4BM 34 KNAC-FM V.4 KFAC-FM 1.0 KKGO-FM 0.9 O
10 KNX -F™ 4.0 KLAC-AM 3.3 KLAC-AM 3.4 35 KBRT-AM U.4 XTRA-FM V.4 KIEV-AM 0.5 M
11 KLOS-FMm 3.7 KHTZ-FM 3.1 KROQ-FM 3.2 36 KLVE-FM 0.4 KOCM-FM 0.5 (BM)
12 KMPC-AM 3.3 KFWB-AM 3.1 KNX -AM 3.0 37 KNAC -FM 0.4 W
13 KIQQ-Fm 3.1 KJOI=-FM™ 3.1 XTRA-AM 2.8 38 KLVE-FM 0.3 ®




1982 R&R RATINGS REPORT/Vol. | » 56

/ Atlanta

Fall ’81 Market Overview

A heavy teen influence helped WZGC win its 12+ battle with
WQXI-FM and top the market overall. WVEE rebounded as ethnic diary
count soared, WQX!-FM topped the 18-34 demos, and WLTA led the
25-54 cell, while WKLS slipped overall.

The 1980 census adjustments, plugged into the Atlanta market and
Arbitron's sampling scheme, had some impact on this book. While
overall diary return was up 38% compared to the fall '80 sweep,
Telephone Retrieval in-tab was up 73% between the two books. Most
of that TR diary count was blacks. As aresult it's likely that WVEE may
remain a stronger force in the Atlanta market than before.

WZGC used almost a 33 share of teens combined with a strong
18-34 appeal (almost a 15 share) to rebound to the top. Biggest gains
came among young adult males, especially in drive times, where the
station virtually doubled its spring shares. To push the WZGC
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presence, direct mail was used, targeted to 20% of the metro home)
There was heavy promotion of the Steve McCoy morning show, which
may have paid off in the advances registered in that daypart.

WVEE became the runner-up station in the metro, perhaps making
the best use of the census catch-up as the ethnic population growth
was factored into Arbitron’s sampling. WVEE did little advertising, ex-
cept some billboards. The station's Urban sound helped it come in a
close second in the 18-34 demos to WQXI-FM, just ahead of WZGC
and WKLS.

There's a new factor in the market that's already shaking things up,
namely WKHX, Cap Cities' new Country outlet in Atlanta. The station
debuted strongly, cutting into WPLO'’s shares. WKHX gained a strong
25-44 core in its first effort. The station’s on-air approach is music-
oriented, a contemporary Country music format with limited spot load,
low-profile DJ's, and no on-air contests. Outdoor was the only medium

used to publicize the new Country entity.
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14 WKRNG ~AM 2.7 WQXI-AM 2.0 WRNG-AM 1.8M
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S WPCH-FM 6.8 WVEE-FM 8.9 WQXI-FM 8.6 (R 23 WFOX-FM 0.3
6 WLTA-FM 6.7 WLTA-FM 7.4 WLTA-FM 7.0 (AC) 24 WKLS-AM 0.3
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/ Baltimore

Fall '81 Market Overview

The top three stations in Baltimore — WBAL, WIYY, and
WLIF — held their positions this sweep. WBAL rebounded to double
digits with a heavy 35+ skew to its audience. WIYY retained the lead
among the elusive adults 18-34. WLIF recouped, led by a doubling of
its share among females in the evening. The 25-54 leader, WCBM,
slipped in the overall standings in this report, and WBSB became the
new CHR pacesetter as it passed WFBR.

Overall, the numbers in this fall '81 report are more reliable than
those from the fall ‘80 survey. Usable diary return was 33% higher this
book than in the previous fall results. Ethnic return was up also.
Telephone Retrieval diaries were up 38% in the most recent fall survey
when compared to fall '80.
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WIYY and WBSB are two of the key stories in this book. WIYY, a
Burkhart-Abrams Superstars station, achieved its best teen share
ever, more than a 30% share. Among young adults WIYY was tops with
more than a 17. Besides dominating the men 18-34 cell, WIYY did sur-
prisingly well among women 18-34, coming in third behind WBSB and
WXYV.

WBSB has carved a real niche for itself. With this book the station
became the CHR kingpin, leading in women 18-34 and coming in third
among adults in that demo. The station advertised itself on TV with the
same budget as used before. Also part of the marketing mix for WBSB
were the “B104 SuperCards,” distributed throughout the metro. Pro-
motionally the station ran “Dollar Days,” where if listeners matched with
a serial number called out, their dollars won up to $1040.
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2 WIYY-FM 9.9 WIYY-FM  B.7 WIYY-FM 8.3 WIYY-Fu 9.7 )
3 WLIE-FM 8.9 WPOC-FM 7.7 WLIF-tM 7.8 WLIF-FM 8.5 @
4 WXYV-EM 6.2 WLIF-FM 6.7 WXYV-FM 7.7 WROC-FM 6.1
5 WPOC-FM 6.0 WXYV-FM 6.2 WCHBM-AM 6.6 WAYV-FM 5.8 ®
6 WCHBM-AM 5.9 WCHBM-AM 5.5 WPOC-FM 6.3 WBSB-FM 5.8 m
7 WMAR-FW 4.6 WMAR-FM 5.3 WFBR-AM S.b WCHM-AM 5.3 (a0)
8 WCAU-AM 4.2 WBSB-FM 4.7 WHSB-FW 4.9 WMAR-FM 3.9 o
9 WFBR-AW 4.0 WCAU-AM 4.0 WMAR -FM 4.8 WFBR-AM 3.9m
10 WESB-FMm 3.9 WFBK-AM 3.8 WWIN-AM 3.8 WiITH-AM 3.4 Q)

R —

11 WwIN-AM J.Y% WWIN-AM 3.6 WUAUSAM f.4 WWIN-AM .2 m
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18 WRQX -Fs 1.1 wWOC-Fu 1.4 wvoC-FM 1.3 Wt -AM 1.3 ®m
19 WnhiK-tv T.1 WRTK-FM 1.2 WKBS-FM™M 1.1 wWRQX -FM 1.2m
20 WIUP-Ad 1.1 wWivP-AM 1.2 WKQA-FM T.1 wMAL-AM 1.2 (A0
21 WRES-IM V.8 WASH-Fm 1.2 WTIOP-AM V.9 wPUC-Fi 1.1m
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31 WRC -AM V.4 WNAV-IY V.6 WwTUW-AM V.4 WUAY-FM V.4 o
32 NEdB=-AM V.4 WYCR-IM V.4 WPRX -AM V.3 WAYE-AM V.4 om
33 WIIR-tM V.3 WRC -AM V.4 WVAX-FM 0.2

34 WANN - AM V.3 WPGC-AM v.1

35 WPKX -AM 0.2

36 WVKX - FM V.2




/ Birmingham

Fall 81 Market Overview

There are two main items to keep in mind as you look at the fall ‘81
Arbitron results in Birmingham. The first is that this survey data is
significantly more reliable than the fall '80 data, thanks to a 54% in-
crease in usable diary return. 47 % of the returned diaries came back
from ethnically-retrieved areas of the metro.

The other key item to keep in mind is WZZK. You want 18-34's?
W2ZZK had almost a 21 share for the lead. Looking for 25-54 adults,
perhaps? Then WZZK had a 24 share to offer you. Unless you care to
reach teens, where WKXX was best with almost a 30 share, or men
18-34 (where WKXX beat out WZZK by several shares), then WZZK is
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the answer, no matter what the question.

What led to all these numbers for WZZK? Advertising played a part,
billboards plus the world's largest lighted sign. Actually, less was spent
on advertising this sweep than in the past.

There were no gangbuster promotions, but several small contests.
The programming, a well-targeted and consistent sound, set WZZK
apart from others in the market.

This book showed some erosion of the WKXX audience. In young
adults as well as teens, WKXX's audience estimates slipped, with morn-
ing drive remaining the most solid.

Beautiful Music WQEZ hit double digits 35+, and the station
notably increased not only female but male tallies as well.

1982 R&R RATINGS REPORT/Vol. | » 59

17.7

Audience Rank/Composition

1685

Average 12+ Share

Format Legend

A-AOR, AC-Aduit/Contemporary, B-Black, BB-Big Band, BM-
Beeuttul Music, C-Country, CL-Classical, E-Easy Listening,
JJazz, MMiscellaneous, N-News, O-Oldies, R-Contemporary
Hit Radio, RL-Religious, S-Spanish, T-Tak, UUrban Contem-

porery.
10.5

7.0

6.7

|l IS | I | S | S— —
WZZK  WKXX WERC WSGN WAPI WENN WQEZ WAPI  WVOK  WJLO
FM (C) FM{R) AM(AC) AM (R} FM (A} FM (B} FM (BM) AM (R}  AM (C) AM (E:

Format Reach

25.5
AC
MISC.
—— 5.7
FM(C) FM(R) FM (B) FM(BM) AM(R) FM(A) AM(C) AM(B) AM (B) AM (R) . RL
4.3
— 3 BB

_—

7 WAPI-FM
Share Trends (wir VA
Persons 12+ Mon-Sun 6AM-Mid 9 WVOK -AM
10 WERC-AM
11 WDJC~FM

P : 7086
vr(vo) 12 WAPI -AM
13 WYDE -AM
14 WILD-AM
FALL SPRING FALL : Z x[f:’::::
1980 1981 1981 17 WCRT -AM
1 WKXX-FM  11.1 WZZK-FM 13.6 WZIK-FM 17.7 © T8 WWWB - AM
2 WENN-FM  11.1 WKXX-FM 12.3 WKXX-FM 10.5® 19 WFHK-AM
3 WSUN-AM 8.3 WENN-FM 9.1 WENN-FM 7.0 20 WLPH-AM
4 WILK-FM 7.7 WSGN-AM 6.4 WQEZ-FM 6.7 BM 31 wwwB-FM
5 WRKK-FM 6.6 WVOK-AM 5.5 WSGN-AM 6.0 R) 272 WSMQ-AM
6 WQEZ-FMm 6.1 WRKK-FM 4.8 WAPI-FM 5.5 (A 23 WQEN-FM

S DU E NNV LD CHEWUN=C N=

WA TV -AM
WAPI-FM
WYDE - AM
WERC - AM
WA P - AM
WQEZ-Fm
W ENN - AM
wWjLD-AM
WD) C-Fm
wBUL - AM
WCKT-AM
wwwi - AM
WSMQ -AM
WQEN-FM
WR SM -AM
WAR F - AM

W & & NCENWLWN I = Vo N

WVOK =AM
WILD-AM
WATV -AM
WAP| -AM
WERC ~AM
WD) C-FM
WENN - AM
WRKK -FM
WYDE - AM
WCR T - AM
WBUL - AM
WQEN-FM
WWWB -AM
WSMQ ~AM
WLPH-AM
WWWI - FM

4.9 ()
4.9 B
4.6 B
4.5 M
4.3 (AC)
3.7 (AL
3.3
2.8W
2.30©
1.4 (88
1.4
0.7 (AC)
V.7 (AC)
0.6©
V.6 RY
0.2 (AC)




METRO RANK 7

/ Boston

Fall ’81 Market Overview

WCO0Z and WHDH remained 1-2 for the fourth straight Boston
book but both stations slipped somewhat. WBCN showed renewed
signs of life and WBZ posted its best share in recent sweeps. WXKS-
FM rebounded from a soft summer book to lead the CHR pack. All of
these numbers are impressive because compared to last fall {'80), the
in-tab number of diaries in the metro went up 41%. The data in this
report is significantly more reliable than the numbers from the fall ‘80
sweep.
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WCOZ topped the 12+ charts again but showed signs of slippage
in every key daypart. Teen numbers remained strong but the station’s
18-34 totals were hurt. WBCN's overall male share was up about 50%,
and there were gains among young adult women too. A larger ad
budget was divided among TV, billboards, and newspaper, and the sta-
tion called itself the “Concert Connection.” WBCN is aiso the 18-34
connection, since the station became number one in that demo this
book, surpassing WCOZ.

WBZ went all out for this sweep with apparent success. Althouﬁ
the station was still number two 25-54 (to WHDH), its share was down
slightly compared to fall ‘80 results. Nevertheless, WBZ was able to
add female numbers this sweep to help the station to its best book
since winter '81. WBZ used an extensive TV schedule, 40 spots per
week, to promote the station. Bus sides were also used to reinforce the
effective TV spots. On-air the station changed its music mix to a slower,
more recurrent flow, strengthened the news department, and pushed
its evening talk show more.

WHDH remained the top 25-54 station. However, the station erod-
ed slightly in most major dayparts as the overall audience, especially
among the ladies, slipped. With the loss of David Brudnoy's killer night-
time numbers to WRKO, WHDH has not been as dominant in that
daypart as was formerly the case.

WXKS-FM has moved away from the ethnic flavor it used to air
towards more of a mainstream CHR niche. That, combined with a higher
ad budget this book, (TV and newspaper), helped the station recoup.
WXKS-FM is trying to provide a middle ground between AOR's and
softer rock stations; it ranked third 18-34 this book.
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W18-49 3-/pm 7pm-mid A18-49 3-7pm
M35-54 3-7pm 3-7pm W25-34 3-7pm
A35-54 6-10am R 10am-3pm W35-49 3/pm

A18-49 cammd 37pm Wi8-49 6.10pm

(D Right where it pounts

 IKKS-AM[FM IS pnsmlm
A

MAJOR MARKET RADIO SALES

*Source: Fall 1981 Arbitron. Metro Survey Area. All dayparts listed are Monday through Friday.

Survey clams are based on estimates only and are; not precise 1o any mathematical degree
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/ Buffalo

Fall ’81 Market Overview

This survey was WBEN's turn to take the top slot in the market
away from WJYE. WBEN's appeal was well spread among 25+ demos
even though almost half of the station’s audience was 55+-.

WBEN-FM had a good book too. The station built its 18-34 core
and strong teen appeal with a consistent sound and care not to clutter
the product with nonsense or contests. To achieve its higher shares,
WBEN-FM used TV and newspaper with a budget that was the same as

METRO RANK 3 z

in previous surveys.

WGRQ rose nicely in this book. This AOR's strong 12-24 audience
was largely due to little competition and an effective Superstars format.
Advertising efforts this sweep amounted to bumper stickers,
busboards, billboards, and a little TV. There were several promotions
tied into the Rolling Stones tour.

WECK hit the jackpot this sweep. The station’s Music Of Your Life
format shot the station’s numbers up into respectability. The Big Band
sound has apparently found a niche in Buffalo.

—

AM (AC) FM (BM)

13.1 Audience Rank/Composition ue, 12+ Cume
Average 12+ Share !
11.6 2858
B — 2382 5p85
9.7 | 1953
| (
8.8 [ ]| I ‘ | 1284
8.4 L
- [
18-34 18-34 18-34 18-34 18-34 18-34 ‘ 1 585
18% 15% 56% 59% 40% 34% |

WGRQ WBEN WKBW
FM (A) FM(R) AM(R)

WJYE WBLK

FM (R)

WBEN WGR

WECK
AM (AC) AM (BB)

WPHD
FM (R)

L o S| — _— =
WBEN  WKBW  WOA WBEN WJYE WGAQ WPHD WECK

WBLK
AM (AC) AM (R) AM (AC) FM(R) FM(BM) FM(A] FM(R; AM(BB] FM(B) FM(R)

ac Format Reach
27.7 8 —
R
23.7 BB_S 1
8M £
—1 e —

AM (C)

Share Trends
Persons 124 Mon-Sun 6AM-Mid

POP(VU): 10212

FALL SPRING FALL

1980 1981 1981
1T WBEN-AM  14.3 WJYE-FM 15.5 WBEN-AM 13.1 (AC)
2 WIYE-FM 14,0 WBEN-AM  13.4 WJ/YE-FM 11.6 (BM)
3 WKBW-AM  10.1 WKBW-AM 9.7 WGRQ-FM 9.7 A
4 WGK ~AM Y.5 WGRQ-F 7.6 WBEN-FM 8.8 ®
5 WBEN=-FM 7.8 WBEN-FM 7.1 WKBW-AM 8.4 ®)
6 WGRQ-FM 6.0 WGR -AM 7.0 WGR -AM 7.6 (AC)

7 WBLK-FM 5.9 wWPHD-FM 6.4 WECK -AM 5.1 B8
8 WPHU-Fm 4.1 WBLK-FM 6.2 WBLK-F#m 5.U®
9 WADV-FM 3.5 WWOL -AM 3.5 WPHO-FM 4.3 (R
10 wwOL - AM 2.8 WYRK-FM 2.6 WWOL -AM 3.30©
11 WYSL-AM 2.6 WFXI-FM 2.2 WYRK-FM 2.8 (AQ)
12 WAC) -FM 1.8 WAC) -FM 1.7 WIZIIR-FM 2.2®
13 WFXZI-FM 1.6 WECK-AM 1.6 WAC) -FM 2.2(0
14 WZIR-FM T.3 WYSL-AmM 1.4 WwBUF-IM 1.5 (AC)
15 wUFU-AM T.2 WOCX-FMm 1.1 WUFO-AM 1.4®
16 W) JL-AM 1.1 WUFO-AM T.0 wYSL-AM 1.1 (AQ)
17 wWDCX=FM 1.0 CHRE-FM V.9 NVUCX-FM 1.1@RY
18 WXRL -AM V.Y W) JL-AM U.b WLVL-AM 0.9 (AC)
19 WLVL-AM V.7 CHUM-FM V.5 W) JL~-AM V.7 (AC)
20 WHLD-AM U.b WIIR-FM V.5 WXRL-AM V.6
21 CHUM-F™ V0.5 WXRL~-AM V.5

22 CILQ-FM V.3 WHLL-AM V.4




BUY BUFFALO.

WBEN RADIO 930 is a rare
radio station... consistently
delivering one of the largest
major market audience shares
in the country. Our adult-con-
temporary, full service informa-
tion and entertainment stand
alone in Western New York as
prime audience magnets.

WBEN-FM, ROCK 102, is
one of the most powerful radio
stations in New York State,
with our signal reaching Erie,
Rochester, and Toronto. De-
signed specifically for the
Western New York contem-
porary music listener, ROCK
102 continues to deliver its
promise of music, as other
stations change formats re-
peatedly. And the audience
migration continues...

to ROCK 102.

NUMBER ONE COMBO*

*Fall 1981 Arbitron TSA & Metro rankings.
AQH estimates 6 AM-midnight, Monday-
Sunday. Estimates subject to limitations
of said report.

HUGE 21.9 SHARE OF AUDIENCE

TSA CUME
#1 WBEN-AM
#2 WBEN-FM

Represented nationally by

EASTMAN @ RADIO. INC

WBEN RADIO
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J Chicago

METRO RANK 8

. .
Fall ’81 Market Overview WLUP recaptured the lead among Chicagoland AOR’s. The com-

An increase in the percentage of ethnic population in the Chicago  bination of the first book for new PD Tim Kelly and the efforts of John
metro may have led to some interesting sampling. Although both the  Sebastian may have paid off. Part of the on-air changes involved cut-
black and Hispanic populations increased compared to previous  ting the jock shifts to three hours, while promotionally the station used
sweeps, the usable diary count for each group differed. The number of  lots of concert tie-ins, especially regarding the Stones. Advertising
Telephone Retrieved diaries, which 