
RBRIFriday, April 3, 1981 Page 19 

GLENN MILLER 
FRANK SINATRA 
BARBRA STREISAND 
VAUGHN MONROE 
HUM 'JIVES 
EDDIE FISHER 

Nhi' c I ct 4tt 
6ROSEMAIe CLOONEY 

ART' F. SHAW 

AL HAM'S "MUSIC OF YOUR LIFE" 

A New Format 
For An Older Audience 

The "graying of America" is a reality. 
Radio stations of all formats have been forced 
to widen their demographic targets in order 
to please national and local advertisers de- 
manding a sizable chunk of adults over 25. 

But there is another demographic cell, the 45- 

64 year olds, whose ranks are increasing and 
whose buying power is considerable. 

According to the Wall Street Journal, in 1975 more 
than one-fourth of the families with the household head 

"No other format has this kind of listener 
response. All we've done is turn that 
input into a form of informal yet organized 
research." - Al Ham 

aged 45 to 64 earned $25,000 or more annually, compared 
with 19% of all U.S. families. Predictions are that by 
1985 nearly 40% of middle-aged families will earn that 
much. By the year 2000, Americans aged 45-64 will make 
up 23% of the total U.S. population. 

This older group of Americans has not been a prime 
target for radio or its advertisers, but that is changing. 
One radio format that has been specifically targeting for 
an older audience is Al Ham's "Music Of Your Life." 
The format, which started as an experiment on WDJZ/ 
Bridgeport in 1978, was first syndicated nationally in 
December 1978 on WMAS/Springfield, MA. Now "Mu- 
sic Of Your Life" is running in both its live and auto- 
mated forms on over 60 radio stations from coast to 
coast. Some of the successes have been dramatic and 
some have been gradual, but one thing is clear: Al 

Ham's format is tuning in adults. 

More Than Big Bands 
Pinning a convenient format label on "Music Of 

Your Life" isn't easy, as Ham explained. "It's not 
nostalgia. It's a kind of music and the era from which a 
lot of the music comes makes people think of nostalgia, 
but it's more than that." A typical half-hour of the for- 

mat might include songs by the Glen Miller Band, Artie 
Shaw, Patti Page, Johnny Mathis, Anne Murray, Rose- 
mary Clooney, Ella Fitzgerald, and Barbra Streisand. 

Explaining the format further, Ham said, "We're 
playing a type of music that hasn't been played on radio 
for a number of years. Except for an occasional spot on 

a TV special, this kind of music has been totally blacked - 
out since rock and roll took over. Those of us in the busi- 
ness really didn't realize how total the blackout for this 

kind of music was. There hadn't been a steady diet of 
non -rock hit music on the radio for years. 

"Our format plays the classic pop hits from the 30's 
all the way up to the present. We can draw on an incredi- 
ble number of proven hit songs performed by proven hit 
artists." 

So to label the format "Big Band" is to miss the 
point. Ham readily admits his format is targeted for 
the 35-64 crowd, a group that he feels had been almost 
totally disenfranchised by music radio with the excep- 
tion of Beautiful Music stations. 

Emotional Response 
Before the ra-ings have a chance to reflect any 

changes Ham's format may have made in a client sta- 
tion's numbers, the audience responds. Ham's National 
Sales Director for syndication, Jim West, explains. "In 
all my years associated with programming I have never 
seen a reactive process of such high emotional level. Peo- 
ple actually take the time to write to our radio stations by 
the thousands! They say things like 'I can't express how 
happy you've made me by putting my music back on the 
radio.' Because of my 'learned sophistication' in our 
business, seeing this kind of emotional response from 
listeners was like a dream come true. 

"The pattern repeats itself, too. Every time we put 
on a new station, the response has been immediate and 
predictable." 

The Response Organized 
As the format developed, one of its key elements be- 

came the "Music Of Your Life" clubs. West explains 
how the clubs work: "They are a positive response on 
the station's part to the reaction they get from the audi- 
ence. They allow the audience to become a part of the 
station and they allow the radio station to organize the 
listeners into a very unique marketing tool. However, 
the real basis of the clubs is the pledge to the members 
that the membership card they receive will have mean- 
ing and value to them. So this is not your usual promo- 
tional device." 

Club cardholders are offered a wide variety of 
"values" from the radio stations. Several of Ham's 
clients have held free concerts for their club members, 
featuring name entertainment such as the Glen Miller 
Orchestra. All of the stations encourage sponsors to of- 
fer meaningful discounts on products or services to 
cardholders. 

Research Base 
Not only are the "Music Of Your Life" listeners 

organized for marketing purposes, but their vocal sup- 
port is used as a research tool as well. Ham feels that 
listener feedback has been instrumental in helping him 
to refine the format. "We now have over three years of 
research, direct feedback from our listeners, and we 

The Men Behind 
"Music Of Your Life" 

Al Ham 
The creator of the "Music Of Your Life" format. 

He has an active background in all phases of music 
production for all media. As a longtime producer for 
Columbia Records, Ham produced Johnny Mathis, 
Tony Bennett, Frankie Laine, Ray Coniff, Percy 
Faith and many others. He has created image theme 
packages for television stations that are still heard in 
markets all over the country. Ham has also scored 
major motion pictures and numerous TV specials. 
He began developing the "Music Of Your Life" radio 
format in early 197E. 

Jim West 
National Sales Director for syndication of the 

"Music Of Your Life" format. A musician and long- 
time creator of music and jingles for both Pams and 
TM in Dallas, West is currently Vice President/ 
General Manager cf Fairwest Studios in Dallas, a full 
service production and syndication company. 
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know what the people want to hear based on their ages. 
We are playing and adding newer music to the format 
based on a compilation of all the research done at the 
local station level. We started out with an idea of how the 
format was going to sound, but it has become more than 
our original idea because the listeners are so expressive 
about their likes and dislikes. They call the stations and 
they write letters. No other format that I'm aware of has 
that kind of listener response, and all we've really done is 

turn that input into a form of informal yet organized 
research." 

"People actually take the time to write 
to our radio stations by the thousands! 
They say things like `I can't express how 
happy you've made me by putting my 
music back on the radio. ' " - Jim West 

The A -B -C's 
If the initial perception of the format is Big Band, 

that rapidly changes, as West explains. "The hase library 
of music that a new client station receives has certain 
limits but it is quickly augmented. Eventually the sta- 
tion will play all the non -rock classics. Think of it as a 
station that plays only the non -rock hit tunes that you 
can't hear on any other radio station. 

"The whole format is really quite simple in its A -B -C's. 
'A' is - the audience always comes first. Every consid- 
eration goes to the audience. 'B' is - attention to the 
client, the advertisers who spend their money on the sta- 
tion. If 'A' and 'B' are properly executed, then 'C' will 
follow - the station will benefit." 

Stations that have benefitted from Ham's format in- 
clude his first client WMAS/Springfield. The station had 
a 1.0 share of the total 12+ weekly audience before the 
"Music Of Your Life," and in the recently released 
October/November Arbitron WMAS scored an impres- 
sive 9.3. Other success stories include: WHLI/Long 
Island, 1.2-4.0; KBER/Abilene, 2.6-12.6; WXKS-AM/ 
Boston, 0-3.4; WAVZ/New Haven, 1.6-8.2; and many 
others. 

Apparently the "Music Of Your Life" format has 
captured both the imaginations and the ears of an older 
audience, an audience with money to spend and a fierce 
loyalty. As the struggle for the 18-49 audience goes on 
between multiple CHR, AOR, P/A, Beautiful Music, 
News/Talk, and Country stations, Ham has designed a 
music format for the older adult that has a success story 
to tell in over 60 markets. - John Leader 




