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SPRING RATINGS HIGHLIGHTS 

KFRG Leaps To The Top 
One of spring's biggest splashes in the Arbitron pond 

was made by KFRG /Riverside -San Bernardino, which 
jumped to #1 25-54 (five shares ahead of second -place 
KLOS /Los Angeles) and number two 12+ (2.9-8.0) in only 
its second book as a country outlet. 

That's quite a feat in this very 
tough market, where Arbitron lists 
16 stations above and 29 below the 
line. Of these, five are Country. 
The three above the line are (Arbi- 
tron winter- spring 12+ numbers in 
parentheses) : KWDJ (1.5 -1.5), 
KCKC (2.5 -1.4), and KNTF (1.1- 
6.7). Below the line are L.A. Coun- 
try outlets KLAC (1.2 -0.8) and 
KZLA (1.0 -1.4). 

KFRG changed to Country last 
Christmas Day, debuting with a 2.9 
(12 +) winter Arbitron to place 
tenth 25-54. This time out it vaulted 
almost nine adult shares for the top 
spot. Another bright spot for PD/ 
morning man Charlie Harrigan 
and the crew of this Keymarket 
station was an 18-34 showing good 
enough for fourth place. In daypart 
races, KFRG is #1 middays and af- 
ternoons and #2 in mornings, be- 
hind only KLOS's Mark & Brian. 
Harrigan added that the TSL ex- 
ceeded 16 hours. 

Music Basics 
Harrigan said music is the sta- 

tion's focus, a point driven home by 
a line that is both the station's 
philosophy and prime slogan: 
"KFRG 95.1 - The Best And Most 
Country." 

KFRG plays ten in a row every 
hour except from 5-9am. There are 
no more than 12 commercial units 
an hour with four spot breaks an 
hour in morning drive and three an 
hour the rest of the day. It plays 
40% current music with a current 
list of 25 titles. Heavy rotation is 
four - and -a -half hours, medium 
seven, and light nine. 

Harrigan characterized his mu- 
sic policy as conservative, corn- 
pared with the other Country sta- 
tions in this market. "We don't 
play as much music as others do 
because we don't want to play mu- 
sic you'll never hear of again. We 
only want to play the best currents 
possible, so we're very selective 
about what we put on the air. We're 
early on superstars, later on new 
acts. We test a lot of music." 

At a time when creating an up- 
tempo sound seems to be foremost 
in many programmer's minds, 
Harrigan said, "We do have more 
energy than the other stations 
here, although we don't go out of 

our way to make it uptempo. We 
strive to keep the tempo varied. 
which gives us that forward -mov- 
ing feel. Adding to the up feeling 

Charlie Harrigan 

are lively jocks who generate an 
enthusiastic on-air sound." 

Harrigan described the jocks' 
approach as "friendly, easygoing, 
and as relatable to the community 
as we can be while still keeping the 
music flowing. We do personality 
but don't spend a lot of time gab- 
bing." The first line out of the 
jocks' mouths every time they 
open the mike is "K -Frog, 95.1 - 
The Best And Most Country." 

The lineup is Harrigan in the 
mornings under the moniker 
"Charlie & Friends." The regulars 
include "Commander Kermit" 
with "Sky Frog Traffic" and news 
with Richard Lee. Cathi "The Tad- 
pole" Parrish handles middays, 
MD Hopalong Cassidy III (former 
KIKF -FM /Anaheim PD /MD Don 
Jeffrey) works afternoons, Shan- 
non McRae is in evenings, and 

Jumpin' Jay Diamond does over- 
nights. 

Promotion Points 
KFRG's major on-air promotion 

was a direct mail bumper sticker 
campaign with $20,000 in cash 
awarded during the spring sweep. 
It ran a light billboard campaign 
featuring the logo and frog face, 
rails, frequency, and the "Best and 
Most Country" slogan. 

The station ran no TV at all, 
something not at all unusual for In- 
land Empire radio stations. There 
are no TV outlets licensed to River - 
side-San Bernardino or nearby On- 

tario. So any TV purchases must be 
on L.A. stations - "And that's just 

not cost -efficient," understated 
Harrigan. 

KFRG's mascot, "Jeremiah B. 
Frogg," also keeps a high profile at 
remotes and bumper sticker hand- 
out locations. On the subject of the 
frog, Harrigan said the station 
plays off the mascot quite a bit with 
frog puns - like saluting individual 
listeners and wishing them a "hop - 
py day." "But we don't go over- 
board," he said. "The thrust is the 
music and we just use the frog for 
fun to make good things `hoppen' 
for us." 

Richard McIntosh is the GM; 
KFRG is consulted by Shane 
Media. 
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WIL, WGAR Post Big Gains 
WIL /St. Louis and WGAR -AM & FM /Cleveland 

posted big gains in the spring sweeps. In each case the in- 
creases followed some major changes. 

Arbitron showed WIL-FM up 
5.8 -6.4 12+ and in third place 25-54, 

its best showing in both categories 
since FM competitor WKKX hit 
the air five years ago. It also 
boasted the town's #1 FM morning 
show - Debbie & David - for the 
second time in the last four books. 

PD Ray Massie said the station 
instituted a number of changes 
prior to the book. Among them: 

It limited the number of bal- 
lads in heavy and medium rota- 
tions to two each. (Each category 
contains eight titles.) 

Slow songs were limited to four 
per hour. 

The number of cold segues 
(two-record sweeps) was dropped 
from eight to three. Massie said 
this takes the talent out of "liner 
world" and makes formatic execu- 
tion better by making jocks more 
focused - "They feel more a part 
of what's going on." 

Currents were rotated more 
frequently. Heavies went from 
every four -and -a -half to every 
three hours and mediums from 
seven to four -and -a -half. Lights 
stayed at nine hours. 

A "Recurrent A" category with 
a seven -hour rotation was created. 

The airstaff increased its 
energy levels. 

The station began airing a lot of 
drops and phoners from listeners. 
"The telephone sound cuts through 
the clutter," said Massie. "Liners 
stand out more [this way] and 
listeners hear them differently. It's 
one thing for the jock to say it - it's 
another from a listener." 

Ray Massie 

The current /oldie ratio remain- 
ed at 35/65. 

Massie said WIL-FM gave away 
$40,000 in cash during the book 
while running a heavy TV schedule 
of 500 points for six weeks. 

WI -FM is consulted by Shane 
Media and owned by Heritage 
Media Corporation. 

WGAR -AM & FM 
The spring '90 Arbitron was the 

second -best 12+ book ever for 
WGAR -AM & FM, which moved 
6.2 -7.9. The best was an 8.9 in 
spring '87, a book that PD Denny 
Nugent felt was "bought" and 
yielded no lasting effects. This time 
out the money was spent to strate- 
gically reposition the station more 
into line with the core's expecta- 
tions to build lasting audience 
levels. 

Part of the plan was to be more 
Country. "We got rid of most of the 
crossover music and added tradi- 
tional songs that tested well," said 

Nugent. "Not that you don't need 
some crossover, but we had a 
heavy proliferation of that and 
were playing no Merle Haggard, 
George Jones, or Conway Witty. 
The prevailing theory here at the 
time was that WGAR had to work 
harder to appeal to the fringe lis- 
teners since the Country listeners 
had to come here because they had 
nowhere else to go." 

WGAR did extensive research to 
find where it stood with the Coun- 
try core. "We found people liked 
the traditional music more than we 
ever thought and that there was a 
significant dislike for crossover 
music," said Nugent. 

A "moderate" TV schedule fea- 
tured Film House's "Discover 
Country Music" spots. "We felt we 
strategically matched our product 
to the Country audience and 
wanted to use TV to sell our new 
message to those who may not 
have listened in a while and to the 
fringe who may not know what to- 
day's Country sounds like," ex- 

Denny Nugent 

plained Nugent. No other outside 
media were used to promote the 
station. 

Contesting was minor, according 
to Nugent. The station gave away 
$15,000 in conjunction with a 
bumper sticker campaign. "That 
just served as an incentive to get 
the stickers on cars," said Nugent. 
He added that the station kept a 
high profile with concert ticket 
giveaways. 

"But all of that was secondary to 
targeting our product to the au- 
dience that would give us the most 
listening and reinforcing our call 
letters with TV," said Nugent. 

More Music 
Nugent said the bulk of the music 

on WGAR is new traditional and 
MOR Country - Crystal Gayle, 
Kenny Rogers, and Ronnie Milsap. 
It's changed from being gold - 
leaning to slightly more than 50% 
current. "We've increased the 
number of slots for both newer 
songs and recurrents," Nugent ex- 
plained. 

He has 28 songs in regular cur- 
rent rotation and a group of about 
seven extras that play mostly at 
night and on weekends. His oldies 
library runs about 400 titles. 

Goodbye, AM 
Nationwide just sold WGAR 

(AM), a move Nugent doesn't ex- 
pect to hurt the overall numbers. 
"Once satellite Country WKNR 
moves to its format of choice, 
WGAR -FM will be the only Coun- 
try outlet here, and we expect peo- 
ple to come over. We spent the last 
few months getting them ready by 
giving away FM converters." 

WGAR (AM)'s numbers were in 
the 0.1 -0.4 range the last few years 
and predominantly 55 +. 
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