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the past one hundred and thi

hirty-five years,

one prominent figure has achieved unparalleled
dominance of the news.

Associated Press.

Most news figures burst into
prominence, then fizzle into obscu-
rity. Not Associated Press.

In fact, during the past 135
years, we've run away with more
top stories than any other news
organization.

Our 1,500 reporters and photo-

graphers, plus 5,300 member organi-

zations, comprise a reporting staff
that’s bigger than any network’s.
And 30% larger than UPI’s.

So, we can cover every major
news event between Gdansk and

Greeley, and still dominate coverage
of aPan Am jet crash in New Orlears.

Proof? AP accounted for more
than 75% of all news service articles
printed about that tragedy, according to
one weeklong competitive play check.

Thanks to our massive techno-
logical advantage, we also delivered
news of the crash with unprecedented
speed, fidelity and reliability.

If it’s credibility you want, you
should also know this: In the cate-
gories in which AP is eligible to
compete, we've won more Pulitzer
Prizes than any other news-gather-
ing organization in the world. Thirty-
four since 1922.

And for excellence in the area
of broadcast journalism, we've been
awarded a duPont-Columbia Award,
a Peabody, two Janus Awards and
several Overseas Press Club Awards.

Put it all together, and you've
got a news service that you, your
listeners and advertisers can believe
in. In fact, the only thing you won't
believe about AP news is how
easy it is tosell.

~— a1 For more information,
L ‘ contact Glenn Serafin.

~ (202) 955-7200.

Associated Press. Without a doubt.
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And it darn near killed him. The buf-
falo, that is.

But that wasn't the first first for
Charlie Douglas. He also pulled off the
first live broadcast from atop a rodeo
bull. It lasted four seconds, broke a few
records and three ribs.

In fact, Charlie’s list of firsts is long,
but not nearly so long as if he were doing
the telling. Now Charlie’s got a new first.
He’s probably the first D.]. to leave a job
(13 years at WWL in New Orleans) with-
out giving up his board shift.

Because Charlie, and WWL, are now
with Music Country Radio Network,

a nationwide, all-night, live country music
variety program that has an impressive
list of firsts all its own. It’s a winning mix
of top tunes, guest interviews, listener
callins and the latest in news, sports and
weather. Music Country Radio Network
is a joint venture of WSM, and the
Associated Press, and is the only pro-
gram of its kind on the air. No wonder
one-of-a-kind Charlie Douglas is a
perfect fit.

Listen to him. He always has some-
thing to say—Charlie’s one more reason
why Music Country Radio Network is the
only place to be in the country at night.
Represented by the =
Christal Company. —'3000‘\;
Contact Sofia Man- g o
nos, 202/833-5922. {8\ 28




Second in a series

Growth
Through
Performance

By providing a serious alternative in
radio representation—marketing rather
than just selling—HNWS&H has achieved the
most remarkable growth record in the
industry. In less than three years, we've gone
from start up to nearly $50 million!

This growth has taken place for two
reasons: First, we have consciously
aftempted to associate ourselves with the
leading broadcasters in each market, ones
who have identified their target segments and
now dominate them. Secondly, our success in
outperforming their previous reps has led to
additional-responsibilities with their.other
stations, which is the best recommendation a
radio rep can have.

Three factors have fueled this
remarkable growth: marketing, aggressive
demographic pricing and accountability. In our
next ad, we'll explain what our style of
marketing can mean to your station's
success.

Increase your share. Start using our
calf letters.

/
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HILLIER, NEWMARK, WECHSLER & HOWARD

New York, Atlanta, Boston, Charlotte, Chicago, Dallas,
Detroit, Los Angeles, Phnadelphla St. Louis, San Francisco.

212/832-8900
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ABC Radio Sports coverage of the
1984 Summer Olympic Games in Los
Angeles includes assembling the
largest staff of reporters and
technological personnel — numbering
over 100 — to ever cover the Olym-
pics. This total includes a number of
previous Olympic gold medal winners,

Johnny Holliday

This year marks the first time in over five decades that the
Summer Olympic Games will be held in the United States. In
order to provide the most comprehensive and thorough coverage
of the different events, the country’s radio networks are planning a
variety of special Olympic programming to be broadcast from various

sites in the Los Angeles area. The following directory is a guide to what each
network is offering as its part in covering the XXIll Olympiad, from July 28-August 12.

who will provide exclusive radio
coverage.

This 1984 broadcast marks the first
use of satellite distribution for the event,
and the network hopes to provide the
cleanest, clearest signal ever. Affiliates
will be able to choose from two
separate satellite channels. One chan-
nel will be used to provide short-form
Olympics programs, including regularly
scheduled Olympic updates and
preview programs, reviews of medai

D

Bob Fouts

standings, coverage of highlights, and
sidebar features. The second channel,
geared toward long-form programming,
will be devoted primarily to play-by-play
coverage, including basketball, boxing,
swimming, track and field, and others.
ABC is planning on devoting special at-
tention to every boxing match involving
an American, as well as full-game cover-

age of U.S. basketball competitions.
Both Olympic satellite channeis will
Continued on Page 6

Tom McKe



ANYONE CAN SELL
THE NUMBER ONE
RATED STATION

We are specialists.

Our specialty is selling in the highest
competitive sales situations.

In many markets there is only five tenths of a
point separating the number two station and
the number seven station for a four-station
buy.

If our station is the fourth, fifth or even

seventh, our strength is our ability to get to be
part of that buy.

Put Masla Radio winners to work for you.

MASLA RADIO

Winners have to be hungrier than losers.
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be totally independent of ABC's normal
distribution network. This means that
Olympics programming will not interfere
with the distribution of regularly-
scheduled news, sports, and feature
programming. Coverage is being of-
fered to the 1800+ affiliates of the six
ABC Radio Networks: Information,
Entertalnment, Direction, Contem-
porary, Rock, and FM. Some of the
planned network coverage, including
anchors and color commentators,
follows.

ABC Information Network

Sportscasters Fred Manfra, Johnny
Holllday, Bob Fouts, and Tom McKee
will head the ABC Information
Network’s 1984 Olympic coverage.

Fred Manfra is known to affiliates as
the host of the network's weekend
series "World Of Sports.” Prior to join-
ing ABC Radio Sports he was the morn-
ing drive anchor at WWJ/Detroit and
play-by-play commentator for the Uni-
versity of Michigan football and basket-
ball networks.

Johnny Holliday is presently a sport-
scaster at WMAL/Washington, and
also anchors two daily reports on the In-
formation Network. In addition, he
covers the play-by-play action of the
Washington Federals USFL games, as

.;:5:
Don Chevrier

well as the University of Maryland's
football and basketball.

Bob Fouts has hac extensive ex-
perience covering major sports events
on ABC as well as on other national net-
works. He has served as a sports cor-
respondent for all three ABC Adult Net-
works, and covered events including
the Olympic Games in Mexico City, the
British Opens in St. Andrews and Turn-
berry, and NFL Super Bowl games in
Miami, New Orleans, and Los Angeles.

Tom McKee is a sportscaster with the
Canadian Broadcasting Corporation's
(CBC) television network, and has serv-
ed as a host and color commentator for
the Toronto Blue Jays and Montreal Ex-
pos. He has also provided color com-
mentary for many of the Canadian Foot-
ball League's regular season and play-
oft games.

ABC Direction Network

The ABC Direction Network’s team of
anchors for the 1984 Olympic Games
in Los Angeles includes Don Chevrier,
Fred Wymore, and Mike Barry.

Don Chevrier hosts a minute-long
sports feature each weekday, as well
as 14 reports on weekends. He also
reports on ABC's “Wide World Of
Sports.” Chevrier formerly was with the
CBC, where he covered national, inter-
national, and Olympic championships.
He is also a recipient of the ACTRA
Award as Canada’s Best Sportscaster.

Fred Wymore has been a sports cor-
respondent for ABC News' “World
News This Morning” for two years, and
he files daily reports for “Good Morning
America.” He was former Sports Direc-

Fred Wymore

Mike Barry

tor at KVOR-TV/Sacramento, and has
covered the NFL, Major League
Baseball, two Super Bowls, the U.S.
Open, and the Bing Crosby Pro-Am golf
tournaments.

Mike Barry is a member of the ABC
broadcast team for USFL games, and is
also a frequent anchor on ABC Radio
sportscasts. He has served as a sport-
scaster at WABC-TV/New York, and
has covered the New York Yankee
playoffs, the 1980-82 Islanders-
Rangers Stanley Cup Playoffs, and the
1980 Muhammad Ali-Larry Holmes
fight. Prior to joining ABC Sports, Barry
was a sportscaster at WXYZ-
TV/Detroit, and was Sports Director at
WDIV-TV/Detroit, WFLA-TV/Tampa,
and WQAD-TV/Moline.

ABC FM Network

The ABC FM Network Olympic
broadcast anchor team features Dave
Barrett and Steve McPartlin.

Dave Barrett has been a correspon-
dent for ABC News since 1981, and
has provided sports reports for the ABC
Rock Network. Prior to joining ABC he
worked for Pacific News Service as
the Washington Editor, responsible for
feeding sports, music, and lifestyle
stories to AOR audiences. His ex-
perience also includes play-by-play
coverage for the Houston Apollos, and
stadium announcing for the Houston
Astros, Rockets, Cougars, and Qilers.

Steve McPartlin began his broad-
casting career as a guest sports
reporter on ABC’'s WPLJ/New York,
and later moved to WPIX/New York. He
was Sports Director at WLS-FM/Chica-

Continued on Page 8



Pickasegment.
Radio can reachit.

Traditionally, magazines have been touted as the best way to reach many important
market segments—such as college grads, professional and managerial types and high
income earners.

But lately, more and more advertisers are discovering that radio is a better way to reach
these segments. Yes radio, the sound alternative.

A recent study of national media habits by R.H. Bruskin Associates isolated almost 50
segments in which people spent four hundred percent more time with radio than they did
with the so-called selective media of magazines. (In many target groups, radio even led
television in “time spent.”)

When you want to extend your budgets by “segmenting” your prospects, there’s no better
place for your message than the medium of radio. For more information, write or call Radio
Advertising Bureau, 485 Lexington Ave., New York, NY 10017. Phone: (212) 599-6666.
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Shown above are the percentages of time that these segments spend with radio, as compared to TV, magazines
and newspapers, during an average media day. In all cases the time spent actually exceeds that of television.
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o and WHDI/Boston. Currently
cPartlin is sports anchor for the ABC
Rock Network, and is host of the
feature “Sport Shorts.”

ABC Color Commentators

Sports talent signed with ABC to pro-
vide 1984 Olympic coverage in Los
Angeles include professional boxer Ken
Norton and former Olympic swimming
champion John Naber.

Ken Norton, former world heavy-
weight boxing champion, began his pro-
fessional boxing career while enlisted in
the U.S. Marines. He began his profes-
sional career in 1967 at the age of 22,
and went on to defeat Muhammad Ali in
1983. Norton is actively involved in the
Black Athletes Hall Of Fame, and has
started a scholarship program to assist
youths seeking an education.

John Naber captured four gold medals
and one silver medal at the 1976 Olym-
pic Games in Montreal, where he also
broke four world records. He was voted
the 1977 James E. Sullivan Award win-

O
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John Nat;er

Steve McPartlin

ner as the nation’s amateur Athlete of
the Year, and claimed a record 10
NCAA individual titles during his four
years at USC. He is currently Ambassa-
dor of Swimming and a member of the
Board of Directors for the Los Angeles
Olympic Organizing Committee and Wo-
men’s Sports Foundation.

ABC plans on adding additional an-
chors and commentators to its staff of
reporters as the Olympics grow near.
For more information contact: ABC Ra-
dio Information, 1370 Avenue of the
Americas, New York, NY 10019 (212)
887-5291.

NETWORK I SPORTS

AP Network Sports is offering a
number of short-form programs, titled
“Going For The Gold,” to its affiliate
subscribers. These reports will offer
continuous coverage and updates
throughout the duration of the 1984
Olympic Games, including 20 daily
reports transmitted for all 16 days of
Olympic events. Each of the 320 “Go-
ing For The Gold” programs will be 2
1/2 minutes in length, except for three
3 1/2-minute daily reports. Each will in-
clude a :30 PSA for local avail.

Additional AP Network Olympic
coverage includes:

¢ “The Olympian,” a 90-second “col-
or” program spotlighting the people,
places, and excitement of the Olym-
pics.

* “Olympic Sports Log,” a report
covering current medai standings, Olym-
pic basketball standings, and each
day’s schedule of events.

¢ “Olympic Sportswatch,” a wrap-up
of the previous day’s competition and a
preview of the current day’s events.

¢ “Olympic Sportsminute” gives the
morning, afternoon, and evening’s
schedules and results.

All *Going For The Gold” and regular
AP Network sportscasts will be an-
chored at AP Net’s Los Angeles bureau
with reports from various locations
around the city. For more information
contact: AP Broadcast Services, 1825
K Street, NW, Washington, DC 20006
(202)955-7243.

CBSRADIIKO

NEW\/ORK

The CBS Radio Network’s coverage
of the 1984 Summer Olympic Games
features a 16-part weekend special
with CBS Television’s Pat O’Brien, as
well as 140 special live reports with
Brent Musburger and Ed Ingles. This is
in addition to the network’s regularly-
scheduled sports programming.

O'Brien’'s weekend specials will
analyze the upcoming action with
reports on athletes, competitions, and
key issues, and will include interviews
with Olympic athletes. O’Brien came to
CBS Television Sports in 1981, and
since then has handled assignments in-
cluding the World University Games,
the Pan American Games, and the U.S.
Open Tennis Championships. He has
also been a regular contributor to “CBS
Sports Saturday/Sunday,” “The NFL
Today,” and “The NCAA Today” for
CBS Sports. He previously was a
reporter and weekend anchorman at
KNXT-TViLos Angeles.

Brent Musburger joined CBS Sports
in 1975, and has covered virtually
every aspect of the sporting world. His
current assignments include a weekday
commentary as host of CBS Radio Net-
work’s “Sportstime,” an eight-season
membership on the network’s All Star
Game announce team, and anchor of
each of CBS’ halftime programs during
its 37-game NFL schedule. He
previously was Sports Director at
WBBM-TVIChicago, as well as coan-

Continued on Page 10

Pat O’Brien
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The addition of these Star Performers
to the Major Market Team!
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XXIII Summer Olympiad Coverage

~ SUMMER OLYMPICS 16-PART
WEEKEND SPECIAL

Dates: Saturday, July 21-
Sunday, July 22
Anchor: Pat O'Brien
Format: 16 3' minute reports
—_———

SUMMER OLYMPICS
- WEEKDAY REPORTS

Dates Monday, July 30-
Friday, August 3

| S—

SUMMER OLYMPICS
WEEKDAY REPORTS

Dates: Monday, July 30-
Friday, August 3
Monday, August 6-
Friday, August 10
| Anchors: Brent Musburger and
[ Ed Ingles
Format: Five three-minute live
| reports daily:
8:45 AM
11:45 AM
1:45PM
4:45PM
11:06 PM

 SUMMER OLYMPICS
WEEKEND REPORTS

Dates: Saturday, July 28-
Sunday, July 29
Saturday, August 4-
Sunday, August 5
' Saturday, August 11-
Sunday, August 12
Anchors: Brent Musburger and
Ed Ingles
Format: Five three-minute live
reports daily:
l 10:25 AM
11:25 AM
4 12:25PM
r

1:25PM
11:06 PM

NOTE: All times EST

—

|

v

Ed Ingles.

Brent Musburger

chor of the nightly news broadcast at
KNXT-TV/Los Angeles.

Ed Ingles has been Sports Director at
WCBS/New York since 1973, and has
covered sporting events from the Super
Bowl to previous Olympics. He is an-
chor for all morning drive sportscasts at
WCBS, and is the station’s play-by-play
anchor for the New York Jets. Ingles’s
assignments for CBS have included
analysis for the network’s NCAA Tour-
nament Basketball, and coverage of the
Super Bowl. Before joining CBS Ingles
was Director of Sports for the UPI
Audlo Network. He previously was a
sportswriter for the New York Dally
News, and also worked at WPIX-
TVINew York.

For more information, contact: CBS
Radio Network, 51 West 52nd Street,
New York, NY 10019 (212) 975-4321.

NBC Radio Network plans to provide a
heavy concentration of Olympic news
with its 6:50pm report, plus additional
predetermined reports of exclusive
Olympic coverage. In addition, news
and sports programs will originate from
the NBC News Bureau in Burbank.
Planned coverage includes extensive
event reporting plus interviews with
athletes, which will be included on the
network’s “Olympic Reports,” news,
and sports programs.

Veteran broadcaster Jack O’Rourke
is Executive Producer of Sports at
NBC, and will host all of the network’s
Olympic programming in Los Angeles.
He covered the network's Olympic
coverage in Sarajevo, Yugoslavia, as
well as the Winter Games in Lake Placid
in 1980 and the Summer Games in
Montreal in 1976. O'Rourke has also
provided coverage of the Pan American
Games in Puerto Rico and Mexico, and
anchored all of NBC's radio coverage
from the first World Track and Field
Championships in Helsinki in 1983.

For more information contact: NBC
Radio Network, 30 Rockefeller Center,
New York, NY 10020 (214) 664-
3713.

Continued on Page 12

Jack O’Rourke
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Soaring to new heights.
High flying stations in high flying markets.
Look for us above the crowd in
Houston/KKBQ AM/FM = Tampa-St. Petersburg/WRBQ AM/FM
Richmond/WRVA WRVQ
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Harte-Hanks Radio.
Represented by Eastman Radio.
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The Mutual Broadcasting System is
planning to provide periodic updates on
sporting events throughout the Olym-
pics. The network will broadcast five re-
ports each weekday and three reports
on Saturday and Sunday. Each update
will be five minutes in length.

The following are the times (Eastern)
for each of the daily broadcasts:

MONDAY-FRIDAY

6:35 AM
8:35 AM
2:35 PM
5:35 PM
7:35 PM

SATURDAY SUNDAY

12:45 PM 1:45 PM
2:35 PM 2:35 PM
8:15 PM 8:15 PM

Covering the Olympics for Mutual will
be regular network sportscasters Tony
Roberts and Jim Gannon.

Roberts is Mutual's leading play-by-
play sportscaster, and has covered
football, NBA and Notre Dame basket-
ball, and the PGA golf tournaments. He

Communicatioh \
Graphics inc j

WINDOW DECALS - BUMPERSTICKERS

Tony Roberts

also anchored the network’s 1980
coverage of the Winter Olympics in
Lake Placid. Roberts broadcasts daily
sports reports for Mutual, and he is a
regular guest on the last half hour of
“The Larry King Show."” Prior to coming
to Mutual, Roberts was the “voice” of
the Washington Senators and Bullets, as
well as Navy football, afll on WRC/Wash-
Ington.

Gannon anchors weekday sports re-
ports for Mutual, and has regularly pro-
vided color commentary for the net-
work's coverage of the World Series,
College Bowl Games, NBA playoffs,
Mutual's NFL Game of the Week, and
Notre Dame football. Before joining Mu-
tual in 1977, he was the morning news
and sports anchor at WIND/Chicago,
where he also provided play-by-play for
Northwestern and lllinois football.

Continued on Page 14 Jim Gannon.

WANTED! KPAQ

Who's That?
Kustomers Particular About Quality.
Our decals are so much better, our quality

makes it obvious why we want the best stations!
... AND THE BEST STATIONS WANT US!

CALL TOLL FREE! 1-800-331-4438

IN OKLA 918-258-6502




KATZ
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People Make The Difference

Katz Radio. The best.

World Radio Histol
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RKOVRADIO NETWORKS

RKO Radio Networks will be basing
its 1984 Olympic coverage on the cam-
pus of USC in Los Angeles. The net-
work anchor team will consist of
Charley Steiner on RKO One and John
Madden on RKO Two. In addition, USC
coaches and former Olympic medalists
will contribute their insights and obser-
vations on the ongoing events.

Charley Steiner is Manager of Sports
for RKO, and is morning sports com-
mentator for RKO One. He is the 1983
winner of the New York State Broad-
casters Association award for Best
Play-By-Play, and was the 1981 reci-
pient of the UPI Award for Outstanding

Charley Steiner

John Madden

Sports Report. He is also the voice of
the USFL New Jersey Generals.

John Madden is one of America’s
best-known sports personalities, and is
afternoon sports commentator for RKO
Two. He is the former coach of the
Oakland Raiders, and is a color analyst
for NFL Football. He won an Emmy
Award in 1982 as Outstanding Sports
Personality, and is the 1982 recipient
of New York’s Touchdown Club's
Golden Mike Award.

RKO Olympic coverage will include
the following sporting events: archery,
basketball, boxing, cycling, equestrian,
fencing, field hockey, footbal, gym-
nastics, handball, pentathlon, shooting,
swimming, track & field, volleyball,
water polo, weightlifting, wrestling, and
yachting.

SUMMER GAMES —

Los Angeles, California

40 Pre-Olympic Reports
July 2-8, 1984
July 9-15, 1984
July 16-22, 1984
July 23-27, 1984

102 Olympic Reports

July 28-29, 1984
July 30-August 5, 1984
August 6-12, 1984

142 TOTAL SUMMER REPORTS

In addition to covering the sporting
events at the Summer Olympics, RKO
is also planning an exclusive live con-
cert direct from the campus of USC.
This 90-minute international event will
feature an internationally-known musical
artist.

For more information, contact: RKO
Radio Networks Affiliate Services
Department, 1440 Broadway, New
York, NY 10018 (212)764-6702.

UPI's 1984 Olympic coverage will
consist of four regular sports features:
“Olympic Profiles,” “Olympic
Updates,” hourly “Olympic Reports,”
and “ '84 Games.”

* “Olympic Profiles” are being
distributed by the network at the rate of
five per week through July 27, and
are pregame programs featuring U.S.
and foreign athletes, coaches, and
Olympic leaders.

* “Olympic Updates” are also being
distributed through July 27 and focus
on the preparations for the games, in-

cluding training, security, politics,
tickets, and other issues.
* “Olympic Reports” will be

distributed on an hourly basis while the
games are in progress, and will cover
the latest winners, medal standings,
and progress of ongoing events.

* “'84 Games” wil consist of
weekend programs covering Olympic
sports from archery to yachting, and will
include details on how the various com-
peting countries shape up in the games.

For more information contact: UPI
Audio, 220 East 42nd Street, New
York, NY 10017 (212)850-8600.

WESTWOO0D ONE

Westwood One will be broadcasting
exclusive Spanish-language coverage
of the 1984 Olympic Games to
Spanish-language radio stations
throughout the continental U.S. The
network is compiling a team of bilingual
writers, producers, engineers, and air
talent, and will cover events throughout
the Los Angeles area.

The reporting will inciude live cover-
age of events of interest to the Hispanic
audience (such as baseball, soccer, and
boxing), frequent brief reports of each
day’s winners, and an end-of-the-day
wrap-up running 15-30 minutes in
length.

Prior to the Games the network will
present a series of Olympic-related
short features twice each day. These
Spanish-language programs will
spotlight great moments and athletes in
Olympic history, and will profile the
1984 competitors — with special em-
phasis on Hispanic athletes.

Much of Westwood One’s coverage
will feature Jaime Jarrin, widely-known
Hispanic broadcaster and a voice of the
Los Angeles Dodgers on KTNQ/Los
Angeles.

For more information contact:
Westwood One, 9540 Washington
Blvd., Culver City, CA 90230 (213)
204-5000.

Fidie



DICK CLARK’S
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Unprecedented Acceptance
by Listeners & Broadcasters

“Dick Clark’s Rock, Roll & Remember”
reaches nearly 30 million adults each
week.* This weekly four-hour program from
The United Stations, produced by Dick
Clark Productions can fill an entire week-
end air shift. Co-hosted by Dick Clark with
Mark Elliott, it is a tremendous hit in almost
every major market.

“Dick Clark’s Rock, Roll & Remember” is
not just another solid gold or oldies show,
but a true celebration of rock & roll,
blending nostalgia, rock history, person-
alities, contemporary themes and future
trends.

Salute to the Yearof . ..

One year in the history of rock & roll is
featured in each hour of the program.
Significant news flashbacks and other
“remember when” items are broadcast at
the end of each hour ... fads, fashions,
good times and bad ... all leading up to
the hour’s climax, the number one

song of that year.

\;L‘\e

The Beades

The Stories Behind the Songs

How it all happened, as told by the only
ones who really know . .. the artists
themselves. Dick Clark's exclusive inter-
views with such superstars as the Beatles,
the Beach Boys, Elton John, Diana Ross,
Elvis Presley and many others from Dick'’s
own unrivaled tape archives—will have
your listeners developing a whole new
radio habit ... a weekly four hour habit, for
those who like to rock and roll. And
remember.

*Source: R. H. Bruskin/September 1982

The Beach Boys

00000/

We Deliver the Stars

Each week there's a four part parson-
ality profile of a major performer.
In-depth interviews. Landmark

records. Where thay've beer, where
they are, and where they're going.
And the stars who Rock, Roll &
Remember each week are the kind

only Dick Clark Productions can
attract.

Seals & Crofts % Frankie Valli &
The Four Seasons % Clivia
Newton-John % The Four Tops

% Rick Nelson % Nei! Sedaka

* Hall & Oates » Frankie

Avalon % Dion & The Bel-
monts % Elton John % The
Righteous Brothers % Johnny Rivers %
Billy Joel ¥ Herman's Hermits % Chubby
Checker % The Hollies % The Carpenters
% Jan & Dean % The Association % Elvis
Presley % Chicago % Leslie Gore % The
Kinks % The Guess Who % The Eyrds %

This is just a partial list of the stars who
have been featured guests on “Dick Clark’s
Rock, Roll & Remember,” and there will be
many, many more.

)
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A Listening Habit

From Bill Haley to Elton John, Chuck

Berry to Hall and Oates, "Dick Clark's

Rock, Roll & Remember” presents the

music and the artists who have had such a

profound influence on all our lives. Your

listeners will be brought back week after

week, not only for the music, but for all the

features which make "Dick Clark's Rock,
Roll & Remember” a truly

unique program.

& /s

Dick Clark,
the Guy Everybody Grew Up With

The host of American Bandstand for 30
years, and producer of several made-for-TV
movies, including “Elvis!” and “Birth of the
Beatles.”

The head of the production company
which presents “The American Music
Awards” and “Dick Clark’'s New Year's
Rockin Eve.’

The author cf “The First Twenty-five Years
of Rock and Roll” and “Rock, Roll &
Remember, the best-seller which inspired
this breakthrough syndicated program.

000000¢

For national sales information call our New
York office at (212) 869-7444.

For station clearance information call our
Washington. D.C. office at (703) 556-9870.

° ®
The United Stations
AMERICAS TARGET RADIO NETWORKS @

New York = Detroit « Los Angeles
Washington, D.C.




We're getting bigger
by staying medium.

Our success at Weiss & Powell is the result managers and salespeople are all experienced
of concentration on representing medium-sized professionals working actively on your behalf.
billing stations in major and medium-sized At Weiss & Powell, we're not all things to all
markets. In our first year, we've grown from people—we specialize in medium-sized billing
$4,500,000 to a $15,000,000 dollar company. stations in major and medium-sized markets. Ask

Our support services are equal to or better yourself what your present rep specializes in and
than most. As an Interep company, our resources whether your station is obtaining its fair market
are almost limitless. As part of Internet, our share. If you don't like the answers, give us
unwired network is #1 in the industry. Our acall.

WEISS:-POWELL, INC.
RADIO SALES

277 Park Avenue, New York, NY 10172 (212) 421-4900

NEW YORK BOSTON CHICAGO DETROIT ATLANTA DALLAS ST LOUIS MINNEAPOLIS LOS ANGELES SAN FRANCISCO



elcome to another R&R Ratings Report! As al-

ways, this past sweep — like each Arbitron ef-

fort — contained some surprises and some in-
teresting trends. I'll lay those out for you below, but first a
word from our sponsor.

As we put together each report, we strive to improve
the product. This edition contains two changes we hope
you will appreciate. First, we're going deeper, with break-
outs for all of the top 100 markets that were surveyed by
Arbitron this past fall. We've gotten some requests for addi-
tional market analyses, so here's a look at the top 100.

In addition to almost doubling the number of markets ex-
amined, you'll note an addition to each station’s listing on
the data page for the relevant metro. The station’s frequen-
cy will now be shown, making it easier for advertisers and
broadcasters to locate each facility.

Hope you enjoy these improvements and find them
useful. Let me know your reaction to these additions.

As for what the fall results show in terms of Arbitron nu-
ances, here are the key findings . . .

@ In each of the top 50 markets examined for the mar-
ket overviews, Arbitron’s diary count was higher than the
ratings firm's stated in-tab goal. Whether or not this extra
sample will be withdrawn in upcoming sweeps may affect
the quality of future ratings.

® Overall diary returns continue to drop, especially
among ethnics. The situation with Hispanics has certainly
gotten worse in some key markets since the introduction of
Differential Survey Treatment (DST) for Hispanics last year.

® The amount of sample (diaries) sought from ethnics
and those with non-listed phones (ESF, or Expanded Sam-
ple Frame) continues to climb. This can mean tough times
for stations that don't appeal to people in either category.

@ Beautiful Music rebounded in a number of markets
this sweep, perhaps due to the decline in the number of sta-
tions featuring this sound. Indeed, in some markets the

THE COMPLETE ANALYSIS OF AMERICA'S RADIO LISTENING —

leading 12+ station was BM but then switched to another
format.

® There are a number of interesting AOR and CHR bat-
tles going on out there. As the CHR arena gets more crowd-
ed as stations flock to the format — seeking ratings nirvana
— some are going to fall by the wayside. The next Ratings
Report may spot some of those casualties.

All in all, there were lots of interesting happenings this
sweep. Hope you enjoy reading about them and reviewing
the data.

As you might imagine, it takes a hefty cast to put this
volume together. Special thanks to the following people
who contributed so much time and effort to this project: Gii
Bond and his Market-Buy-Market computerized ratings
breakout system for providing the data that makes this publi-
cation possible; Senior Associate Editors Krissann Alio and
Eilen Barnes who came close to performing miracles in
supervising and coordinating the market data and special
surveys; Associate Editors Sean Ross, Sylvia Sailazar, and
Karen Biondo and Editorial Assistants Ron Rodrigues,
Nancy Conover, Keith Attarian, Christie Atwood, Yvonne
Olson, and Hurricane Heeran, whose assistance extended
far beyond the regular call of duty; Art Director Richard
Zumwait, Production Director Richard Agata, and the en-
tire R&R production staff — Marilyn Frandsen, Sandra
Guiterrez, Lucie Morris, Todd Pearl (who designed this
volume’s cover), Kent Thomas, Gary Van Der Steur, and
Eddie Wilillams — who all performed prodigiously in
making this report a printed reality; Executive Editors John
Leader and Ken Barnes, who provided invaluable input and
guidance during the project; and Specials Editor Reed
Bunzel, who maintained the flow and supervised the overall
effort.

And most of all, thanks to you. Your readership and
suggestions are most valued. Now, dig in and enjoy!

Jhan Hiber
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Glossary

Area of Dominant Influence (ADI). The exclusive
geographic area used by Arbitron Television to measure
and report television viewing. Every county in the U.S. is
assigned to one and only one ADI based on television
viewing. Data are shown by ADI in the Arbitron Radio
Report for the Top 50 markets whenever they are
surveyed.

Audience Trends. Audience estimates for stations
over a five-book period based on Average Persons Share
for the Metro Survey Area based on broad demographics
(Total Persons 12+, Men 18+, Women 18+, Teens
12-17). These appear in the front of a market report and
cover five daypart periods, starting with the overall Mon-
Sun 6am-midnight figures. These Audience Trends are
the quickest method of evaluating radio stations’ standings
in a market over a period of time.

Average Quarter-Hour Persons. The average
number of persons in a demographic group listening to
radio for at least five minutes during an average quarter-
hour in a given time period.

Average Quarter-Hour Rating. The Average
Quarter-Hour Persons audience for a demographic group
expressed as a percentage of all persons estimated to be
in that demographic group.
Average gg_arteriourfersons - Average Quarter-Hour

Population Rating (%)

Away-From-Home Listening. Estimates of radio
listening during times the diarykeeper indicates he or she
was listening away from home. Arbitron presents
estimates of Average Persons for the MSA and TSA
listening away-from-home, and a Percentage Away, the
percentage of each station’s total average audience that
is listening away from home. Dayparts covered are Mon-
Fri 6-10am and 3-7pm, Mon-Fri 10am-3pm, and Mon-Fri
7pm-midnight; demographics are Total Persons 12+,
Men 18+, Women 18+, and Teens 12-17.

Cost Per Rating Point. The cost of reaching an
Average Quarter-Hour Persons audience of one percent
(achieving an Average Quarter-Hour Persons rating of
one) for a given demographic group.
Cost of Schedule
GRP

= Cost Per Rating Point

Cost Per Thousand (CPM). The cost of delivering
1000 gross impressions.
Cost of_Sc_heduIe
Gl

x 1000 = CPM

Of Terms

Cume Daypart Combinations. The Cume
estimates for a station during 18 non-standard time
periods, with all 12 demographic groups shown
individually for each non-standard daypart combination.

Cume Persons (REACH). The estimated number of
different persons in a demographic group listening to
radio for five minutes or more within a specified time
period.

Cume Rating. The Cume Persons audience for a
demographic group expressed as a percent of all persons
estimated to be in that demographic group.

_Cume Persons = Rating (%)

Population

Daypart. Simply, a part of the day (6-10am, 3-7pm,
etc.)

Demographic Categories. Arbitron uses 12
demographic categories: Total Persons 12+; Men
18-24, 25-34, 35-44, 45-54 and 55-64; Women
18-24, 25-34, 35-44, 45-54 and 55-64; and Teens
(12-17). Combinations, such as Women 18+, are also
employed.

Differential Survey Treatment (DST). Special
procedures used by Arbitron, in markets where there is a
High Density Area, to survey blacks and Hispanics.
Involves higher cash premiums (than for non-ethnic
diarykeepers) and additional follow-up attention to
encourage diary return. Replaced Telephone Retrieval for
blacks and Personal Placement and Retrieval for
Hispanics.

Exclusive Cume. The number of different persons
who, when they are listening, tune to only one station
during the time period reported.

Expanded Sample Frame (ESF). Nomenclature for
Arbitron’s system of surveying those whose home
phones are non-listed (due to choice or chance).
Designed to improve surveying of listeners from both
ends of the economic spectrum, particularly minorities.
Now used in all markets — look on page 5B of your
market report to see what the non-listed percentage of all
metro households is estimated to be.

Frequency. The number of times a person is exposed
to a radio spot schedule.
Gl

Cume

= Frequency

Gross Impressions (Gl). The sum of the Average
Quarter-hour Persons audience for all spots in a given

schedule.
GLOSSARY/See Page 20



SOLVE YOUR MUSIC PUZZLE

Century 21 Programming SuperCarts and SuperSchedules

[
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Can you solve the Century 21 Programming music puzzie? How many boxes of eCords do you have in your ra 1o station”
Suppose all the boxes on the DOOM oW represent wiur oldes an e secon t e

Century 21 SuperCarts
The music you want is
now on prerecorded cart

We call 'em SuperCarts because
they sound super! The secretis a new
Century 21 cartridge recording pro-
cess. It delivers your music on cart
minus the clicks, sticks, pops, fuzz, or
cue-burns of records.

Century 21 SuperSchedules
The music rotation that’s
right for your station

You schedule commercials to protect
your billings and avoid repetition. Now
schedule your music to protect your
ratings and avoid repetition with
SuperSchedules — the quickest,
most cost-effective way to improve
your music flow.

Discover the puzzle-free way to keep your station’s success on target.
Century 21's SuperCarts, SuperSchedules, or both. Call toll-free (800) 527-5959.

 eToTor

gagﬂgﬂﬂ‘

century 2]

4340 Beltwood Parkway, Dallas, TX 75234-9990
(214) 934-2121 or toll-free (800) 527-5959
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Of Terms

Glossary

Continued from Page 18

Gross Rating Points (GRPs). The sum of all rating ~
points achieved in a market area for a particular time span
or spot schedule.

High Density Ethnic Areas. Areas with high black
or Hispanic population defined by Arbitron in markets with
15% or more total black or Hispanic population and at
least one black or Hispanic-formatted station (or in
markets with no such station and 20% ethnic population).
Can be either HDBAs (High Density Black Area) or
HDHAs (High Density Hispanic Area).

Hour-By-Hour Estimates. Stations’ Average Persons
TSA and MSA and Metro Shares shown on an hour-by-
hour basis in the Monday-Friday 5am-1am period in all
demographics (Metro Shares in just the basic four
demographics). These help in pinpointing precise
performance by stations and air personalities.

Quarterly Measurement. Refers to the 12-week
long sweeps that began in 1978 in two markets and are
now in use in all markets. Replaced the four-week
surveys formerly used.

Rating. The percentage of all people within a demographic
group in a survey area who listen to a specific station.

Listeners = Rating (%)

Population

Sampling Unit. A geographic area consisting of a
single county, a group of counties, or part of a county.
(Such as High Density Black/Hispanic Area.)

Schedule Reach (Schedule Cume). Estimated
number of different persons who are listening at least
once to a given spot schedule (unduplicated audience).

Share. The percent of all listeners in a demographic

group that are listening to a specific station.
Average Quarter-Hour Persons to a station
Average Quarter-Hour Persons to all stations

In-Tab Sample. The number of usable diaries returned
and tabulated by Arbitron in producing a report.
= Share (%)
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Time Spent Listening (TSL). An estimate of the
amount of time the average person spends listening
during a specified time period.

Quarter Hours in time period x
Average Quarter Hours Persons Audience _ g1

. Cume Audience

Unweighted In-Tab. As shown on page three of a
market report, refers to each demo’s portion of the total
returned sample. For example, if men 18-24 unweighted
in-tab equals 7.3%, that is the portion of all the returned
diaries that came from that demo. Equates to raw diary
return, not yet “weighted.”

v —POR
e %

Weighted In-Tab. As shown on page three of your
market report, refers to the portion of the market's
population the raw, or unweighted, returned diaries must
represent. Equates to cume value, and varies from sweep
to sweep and from demo to demo. Allows Arbitron (or
any survey firm) to compensate for the fluctuations
inherent in any sampling.
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Sam? Yonis. Missownt

For the Bestina TRAVELING BILLBOARD®

‘(Bumper Strip or Window Label) call Byron

Crecelius, person to person, COLLECT
314-423-4411.

For example, if women 18-24 comprise 10% of the
market's 12+ population, but only 5% of the unweighted
diaries come back usable from that group, then statistical
adjustments are made so that the 5% are weighted up to
represent 10% of the population.

The more weighting that's done, the higher the cume
values, which leads to unstable estimates. If the diaries
are weighted down (10% needed from a group but 12%
returned unweighted, for example), then the estimates are
more stable.



We dont like to brag,
but we've been number one
18 years in arow.

Let the others tiptoe their way around
the numbers. The truth is simple: most of the
music played on radio is licensed by
BMI. And it has been for 18 years.

Call it bragging if you like, but
that’s the way it really is.

Wherever there’s music, there’s BMI. <1984 M
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Elementary Procedures For Market Analysis

Faced with the vast array of tables and statistics in an
Arbitron market report, many readers are intimidated or
become unsure about where to begin their analysis. The
following suggestions serve as a simple guide for extracting
useful information about a radio station or a market as a
whole from a report.

1) Examine the Audience Trends (Average Persons
Share) for a specific station and its competitors.

2) Look for total market listening trends. Compare
Metro Totals (at the bottom of each Trends page) to
measure whether total Average Quarter-Hour listening is up
or down, check seasonal trends, etc. Also, compare Metro
Cume Rating Totals in the Mon-Sun 6am-midnight daypart
(on the first page of the Daypart Average + Cume
section). Average ' hr and Cume ratings can also be com-
pared — if Average % hr listening is up and Cume about the
same, then listeners are spending more time listening, for
example.

3) Format shares of the market can be easily com-
pared, too. Combine the total shares of stations sharing a

format (CHR, Beautiful Music, etc.), and compare to a
previous survey. This can be done by specific demographic
group, as well. A simple “pie graph” (see below) is an easy
way to make comparisons.

Previous Survey

This Survey

Other
Formats
$3.5%

Other
Formats

Station 8

Stations Sharing Your Format:
Total Share = 46.5%

Stations Sharing Your Format:
Total Share = 40%

4) Compare changes in Exclusive Cumes for a station.

5) Check trends of Away-From-Home listening, from
survey to survey and station vs. station.

After examining these basic trends, readers can more
easily go about analyzing more specific situations.

Advertising Awards

They’re nice for the walls. We have them. So do you. But we both know that no award is

as satisfying as satisfying the client.

That’s what we’ve done for dozens of companies, like Martin-Marietta, Atari, Warner
Brothers Records and United Artists Films. With great talents like Orson Wells and
Eddie Rabbitt. With incomparable audio that is winning something better than awards.
Ears all over the world respond to Brown Bag Productions.

Lend us your ear today, and we will take you on a tour of what can be done with
creative audio for radio and television spots, films and special presentations.

And make some more room on your wall.

BRCWN BACG PRTDUCTICNS

482 SCUTH JASMINIEE STREIET
DPDIENVER CTLCRADT 80224

C

2)288-9245
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How would you rather
research your music ?

By: “Testing”’ Listeners Tolerance? By: Measuring the Music

¥

“Conventional” Music Test EARS Music Research
ver noticed that when === tiast, a system has been am esearch is only as good == ince the development of
other research um um developed to measure &= = and meaningful as the s and application of EARS
companies talk about S (not test) your listener's E=Em design and input. Any === Music Studies beginning
“testing” your music, with = attitudes toward your @m W one can play songs and mmmw in late 1982, projects have
an auditorium group, Its just playlist and oldies library in a have people answer hundreds of  been conducted - -exclusively for
that: a test? “Typical" listeners more natural way, with a patented questions in a Conventional FMR clients across the country - -
are asked to do something very technology avallable only with Music Test. But is this really the with actionable and successful
“untypical” - - score hundreds of FMR's exclusive EARS Music way to spend thousands of resuits in each case. And not only
songs on paper test forms - - Research. Now with wireless dollars - - testing music - - in an were more songs measured
just like in school. Remember hand-held units, listeners unnatural way? We know it is not. more realistically, the data was
how that felt? respond to your music, the way And we think you'll agree - - available aimost instantly - - the
they listen to your station when you consider this, and the day after the sessions,
--electronically. many other limitations of in most studies.

Conventional Music Tests.

MHow much does superior research like this cost?
Less than most Conventional Music Tests.

For more Information on superior

music and marketing research, contact:
ELECTRONIC ATTITUDE RESEARCH SYSTEMS
Bruce Fohr (602) 886-5548 An exclusive service of:

Bob Goode (602) 488-2500 FMR Associates, Inc.
6408 E. Tanque Verde Road ¢ Tucson, Arizona 85715
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market and region to region. A format that demon-
strates strength in one market might be weak in an-
other, and the same holds true for different markets. This
national format chart, as well as the regional charts, willgive

I istener preference of formats varies from market to

you a quick look at format preference in the different regions
throughout the U.S. in the fall '83 sweeps.

The regions used to compile this data are the same as
those used by our format editors to define their reporting
regions. Each of the top 100 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 numbers shown here.
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Country 15.8 4
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Format Legend

AIC—Adult/Contemporary, AOR—AIlbum-QOriented
Rock, BBnd—Big Band, Blk/Urbn—Black/Urban
Contemporary, BM/Easy—Beautiful Music/Easy Lis-
tening, CHR—Contemporary Hit Radio, Clas—Clas-
sical, Ctry—Country, Gold—Oldies, Jazz—Jazz,
Misc—Miscellaneous, News—News, Rel—Religious,
Span—Spanish, Talk—Talk.
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211

16.5

205

14.0

MIDWEST

12.6

120

14.6

123
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Arbitron Survey Formulas

The following section presents a number of simple mathe-
matical formulas which utilize Arbitron survey figures to ar-
rve at answers to some questions interesting to programmers
and advertisers. Use of the formulas enables readers to make
specific problem-solving use of the Arbitron market reports.

Question: How much time does the average person
spend listening to a station?

Answer: Calculate Average TIME SPENT LISTENING
(TSL). This can be figured for specific dayparts. You'll need
to know the number of quarter-hours in Arbitron’s basic day-
parts. The total for Mon-Sun 6am-midnight is 504. Divided
up, the totals are:

Mon-Fri 6-10am 80 quarter-hours
Mon-Fri 10am-3pm 100
Mon-Fri 3-7pm 80
Mon-Fri 7pm-mid 100
Saturday 6-10am 16
Saturday 10am-3pm 20
Saturday 3-7pm 16
Saturday 7pm-mid 20
Sunday 6-10am 16
Sunday 10am-3pm 20
Sunday 3-7pm 16
Sunday 7pm-mid 20

Formula:

TSL

Average "4 hour Audience X Quarter-Hours in Daypart
e @0 e ™ e Ty T

Cume Audience

Applications:
A) Compare a station’s TSL figure with other similarly-
formatted station’s TSL s.
B) Compute a market TSL average by calculating the
TSL for each station and taking an average.

e ———

Question: How many different groups of people con-
tribute to a station’s average audience?

Answer: Calculate the station's TURNOVER RATIO (T/0).

Formula:

T/0 = Cume Audience

Average 4 hr Audience

Applications:
A) Compare Turnover Ratios of stations in the market.
B) Compute T/O for specific demographic groups, and
determine which group turns over least on a station
(the lower the T/O, the longer the group is listening).
C) Compare T/O’s in ditferent dayparts.

Each formula is presented in a format which includes the
question to be answered, its answer in words, the mathe-
matical formula to calculate the answer, and a few practical
applications of the results.

Question: How well is a station reaching its target
audience?

Answer: Compare TSL figures for your target audience
and your total audience to compute an ETA (Efficiency of
Target Audience) figure.

Formula:
ETA = TargetAudience TSL
Total Audience TSL

The higher the ETA, the better the station is reach-
ingits target audience.

Applications
A) Calculate which demographic is most efficiently reached
on a station.
B) Compare different dayparts to determine the time of
the greatest ETA.
C) Compare ETA s of different stations with similar tar-
get audiences.

e e ey

Question: How can | determine the usable sample
size for any demo in any market report?

Answer: Use the Page 3 data to determine the number
of raw (unweighted) diaries used in each cell. The following
formula applies.

Formula:

Percent of Unweighted In-tab
for whatever demo x metro in-tab total
= Sample Size for any age/sex cell

For example, Men 18-24 unwelghted in-tab = 10%
x
1200 totai metro diarles

1200 x 10% = 120

120 diaries were used to represent the listening of all the
males 18-24 in the market.

FORMULAS/See Page 30
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A New Name:
The Same Tradition Of Excellence.
Hiber, Hart & Patrick Has Become

Jhan Hiber & Associates

On our fifth anniversary the nation’s leading
research/marketing consultancy has adopted a
new name and personnel lineup. Our team now
includes John Patton as Senior VP, along with 15
other key people in two offices.

If your ratings and revenues need a boost call
JH&A. Put our team on your side, and we'll put
our positioning research, ratings insights and
sales development activities to work for you.
Over the past five years more than 90% of our
clients have seen their ratings and revenues
improve.

\_ 4

Jhan Hiber & Associates

“The Ratings, Research & Marketing Experts”

jhan Hiber, President John Patton, Senior VP
P.O. Box 1220, Pebble Beach, CA 93953 14440 Cherry Lane Court, Suite 215, Laurel, MD 20707
(408) 373-3696 (301) 776-8855
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Continued from Page 28
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Question: What percentage of listeners in one time
period also listens to a station in another time period?

Answer: Calculate the PERCENT RECYCLING of the
audience.

Formula:

PercentRecycling =

Cume Audience listening to both of two time periods

Cume Audience listening to one of the two time periods

The top half of the equation is c