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Radio 
Urban Programmers Blast Study 
`Street Ears,' Not Research, Called Key To Success 

SAN FRANCISCO -The psy- 
chographic profile of the urban lis- 
tener, prepared by Reymer & Gersin 
Associates, went over like the pro- 
verbial lead balloon at the format 
clinic Monday (29) moderated by 

urban program 
directors Barry 
Mayo of WRKS 
New York and 
Donnie Simp- 

son of WXKS Washington. 
There are four kinds of urban 

contemporary fans, the study con- 
cluded. "Involved Experts" are "ego 
tists" because they think they know 
more about music than the others. 
"Heavily blue collar," they want 
news spliced with a music mix com- 
posed of currents and some oldies. 
They also like contests which require 
knowledge and "strokes" which ex- 
tol their taste in station selection. 

"Escapist Individuals" like the 
format because it helps them to "for- 
get their problems," the study says. 
Dominated by 18 -plus females, the 
group is split between its preference 
for old and new music but likes in- 
formation and disdains "DJ talk." 
"Music Followers" -the most 
"trendy" urban fans, according to 
the survey -are largely Hispanic and 
listen to "keep up" with the latest re- 
leases, while "Mellow Admirers" 
enjoy a "relaxing" sound weighted 
with oldies from a station that bills 
itself as the market "leader." 

"You're a fool if you let any study 
dictate the programming of your sta- 
tion," Mayo maintained. "When a 
man can't make a decision on a 
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record that he throws on the turn- 
table and immediately reacts to, he's 
in trouble, especially if he has com- 
petition." 

"I'm not a research person, I just 
try to be good," stated Simpson. "I 
program by feel." Noting that he'd 
rather spend $12,000 "on a guy in a 
record store with good ears" than 
$30,000 for a study, Simpson said 
that his idea of research involved 
"going to the movies or playing bas- 
ketball with the brothers in the play- 
ground. That's how you find out 
what people are talking about. No 
research firm can give you ears to 
the street." 

Mayo, discussing the differences 
in the urban sound on a national 
level, said that the term "urban" is 
often "misleading." Defining the 
format as "a compilation of black - 
based music that appeals to whites 
and Hispanics," he explained that 
an "urban" station in Chicago might 
sound "black" to a New York lis- 
tener; on the other hand, "urban" to 
a New Yorker could be construed as 
"pop" in Detroit. "Take it from me," 
he added. "If you don't know your 
market, you'll do yourself real harm 
by imitating an urban station some- 
where else." 

The "urban" moniker, according 
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Next year's Radio Program- 

ming Conference, RPC 7, will be 
held in Atlanta, informs the NAB. 
Dates are Aug. 26-29. 

DOUG BROWN NAMED IN MINNEAPOLIS 

Sunbelt Acquires KTWN, 
Readies Country Network 

By THOMAS K. ARNOLD 

MINNEAPOLIS -In its second 
announced radio station takeover 
this summer, Sunbelt Communi- 
cations has purchased AC station 
KTWN here for $3.8 million from 
North Suburban Radio. At the same 
time, Sunbelt has announced the de- 
velopment of a new satellite format. 

Starting Jan. 1, says Terry Robin- 
son, Sunbelt's chairman of the board 
and president, the Transtar Radio 
Network will beam its new country 
format to what he hopes will be 50 
radio stations nationwide. "We al- 
ready have 10 commitments without 
really any publicity," he says. "Even 
before we announced the format, we 
received calls from people saying, 'If 
you go country you can count on 
us'." 

At KTWN, longtime Malrite ex- 

`Cerphe' Moves 
To WWDC -FM 

WASHINGTON -"Cerphe's up 
at DC -101" is the new lineup news at 
WWDC -FM here, and it's no mis- 
spelling. Don "Cerphe" Colwell, for 
14 years a well -known air person- 
ality at WAVA and WHFS, is leav- 
ing WAVA to join arch -rival 
WWDC next Monday (12). 

The airshift waves are parting to 
make room for Colwell -Adam 
Smasher's 3 to 7 shift will become 2 

to 6, and Ernie Kaye's 7 to midnight 
shift will now be 10 to 2 a.m. Cerphe 
will be demonstrating his mellif- 
luence at the mike from 6 to 10 p.m. 
Colwell says DC -101 gave him a 

longterm contract, which he never 
had at WAVA. 

ecutive Doug Brown (most recently 
VP and GM at KLAK /KPPL Den- 
ver) will assume the same title at the 
class C FM outlets. This marks a re- 
turn to Minneapolis for Brown, who 
had been GM at KEEY there since 
1977. He joined Malrite in Cleve- 
land in 1975 as local sales manager 
for WHK, and nine months ago was 
upped to VP of Malrite's western di- 
vision and transferred to Denver. 

Robinson says that at this point he 
is still undecided as to whether he 
will change KTWN's format when 
the transfer takes effect in mid -Sep- 
tember. The announcement comes a 
short time after a similar one regard- 
ing Sunbelt's purchase of KRAB 
Seattle for $4 million from the Jack 
Straw Memorial Foundation, which 
has been operating it as a non -profit 
block- programmed station. A new 
format there hasn't been decided 
upon either, although Robinson as- 
serts "there will definitely be a 
change" once that transfer takes ef- 
fect in mid -October and the station 
goes commercial. No personnel have 
yet been named, although Robinson 
says he will appoint a GM shortly. 

Robinson admits the purchase of 
two radio stations in such a short 
time is a bit unusual, but adds, "We 
have been in the station acquisition 
business for seven years, and we're 
always in the market to buy if the 
deal makes sense with our invest- 
ment objectives." 

The Colorado Springs -based Sun- 
belt Communications also operates 
radio stations KQEO /KZZX Albu- 
querque, KYFE Fresno and 
KVOR /KSPZ Colorado Springs, 
along with the Research Group and 
the Transtar Radio Network. 

to Mayo, is a term used to sell black 
radio to white advertisers. He said 
that in New York, where his FM 
competitors include WBLS and 
WKTU, "no one station has more 
than a 65% black audience, which 
makes (urban) something other than 
a black format, to me." 

Most urban outlets, he continued, 
don't have the same "community 
thrust" as traditional "black" sta- 
tions because of their attempt to 
"image" for the general market. 
"The distinction exists, and most 
black radio programmers are pissed 
about it," he acknowledged. After 
years of community involvement in 
such activities as voter registration 
drives, sickle cell telethons and 
`shoes for kids,' they feel ripped off. I 
can understand it." (LF) 

WEIRD AND DEMENTED -"Weird Al" Yankovic works on his "I Love Rocky 
Road" video. He recently appeared with Dr. Demento at the Bottom Line in 

New York as part of their 15 -city tour of the Northeast and Midwest. 

Vox lox 
Collier Leaves WGAR For WRSW 

By ROLLYE BORNSTEIN 

After 10 years, Chuck Collier 
leaves his WGAR Cleveland mid- 
day shift to join the FM side of the 
Nationwide operation there as music 
director and evening personality on 
country- formated WKSW. He re- 
places Bob McGhee, who exits the 
station. Filling Collier's former mid- 
day slot is WGAR evening person- 
ality Steve Cannon, and the word is 
'GAR may well fill the 50 kw eve- 
ning show with jazz. 

Meanwhile, over at 3WE, acting 
PD Ray Marshall has been formally 
installed in that position at Gan- 
nett's WWE in the wake of its for- 
mat reversion to AC and the depar- 
ture of PD Oegie Pringle. 

* * * 
After almost a decade at the 

"Mighty Met," KMET, Sam Bel- 
lamy, who has programmed the leg- 
endary Metromedia Los Angeles 
AOR for the past eight years, has re- 
signed the post. VP /GM Howard 
Bloom has not yet announced a suc- 
cessor at the once- dominant rocker, 
which bills itself these days as 
"K- Metal." 

Changes at the Roq, as KROQ- 
AM-FM Los Angeles GM T. Pat- 
rick Welsh relinquishes that post to 
assist KROQ owner Ken Roberts 
full -time in a new entertainment di- 
vision. Filling his successful shoes at 
the Spanish daytimer and "Rock Of 
The '80s" flagship is Michael 
Brandt, the GSM at Century's 

AUDIENCE ANALYZED IN DEPTH 

Camel (KMEL) in San Francisco. 
Prior to his trek out west over four 
years ago, Brandt had been a New 
York radio account exec with 
WNEW and WMCA; he also has a 
couple of rep firms under his belt. 
Meanwhile, air personality Scott 
Mason is upped to operations man- 
ager, working with PD Freddie 
Snakeskin. 

* * * 

Congratulations to one of our fa- 
vorite people. Second- generation 
broadcaster and WCLR PD Dave 
Martin is now a vice president at the 
Bonneville -owned station. Chroni- 
cling his career, you'll find PD stints 
at such notables as Chicago's WCFL 

(Continued on page 64) 

Top 40 Growing In Complexity 
SAN FRANCISCO -Remember 

the good old days of top 40 radio? 
Everything used to be so simple - 
just play the 40 (or 30) most popular 
songs in the country, and the au- 
dience will follow. 
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Now, things 
have become 
more compli- 
cated. The 
name's been 

changed to the more sophisticated 
sounding contemporary hits, and, 
according to the "Radio Wars" 
study, programming, too, has be- 
come much more sophisticated. 

Today's top 40 -or contemporary 
hits -audience consists of four dif- 
ferent groups of listeners, each look- 
ing for something different in their 
stations, said Harvey Gersin, execu- 
tive vice president of independent 
research firm Reymer & Gersin, at 
the contemporary hits clinic, held 
Monday (29). The key to a success- 
ful top 40 radio station, he said, is to 
find out which group is dominant in 
your marketplace and gear your 
programming accordingly. 

"While they were fairly equal in 
our nationwide survey," Gersin ex- 
plained, "they fluctuate hugely 
within each market. One of these 
segments could be the driving force, 
and that's the one you should aim to 
please." 

The four categories of contempo- 
rary hits listeners are "Get -Me -Up 
Rockers," "New Music Trendies," 

"Romantics" and "Funny DJ Fans," 
Gersin said. 

The "Get -Me -Up Rockers" are, 
overall, the youngest group, with at 
least half of them in their teens. 
They are social people, Gersin said, 
and like to keep up with the latest 
music. "They like music that gets 
them up, gets them going. It's got to 
be lively and uptempo." 

This type of listener, he added, 
likes to hear the hits instead of new 
or unfamiliar music; they prefer 
hard rock and urban to soft rock; 
they like contests, but not jingles, 
news, or DJ talk. They are also pre- 
dominantly men. 

"New Music Trendies," on the 
other hand, are mostly women, ages 
18 and over, Gersin stated. They are 
also most likely to switch around, 
mostly to AOR and some AC, and 
prefer new music to old. "They want 
to be on top of music and what's go- 
ing on in music. They listen to con- 
temporary hits as if it were a mood - 
enhancing drug, so they can feel bet- 
ter." Little jock talk, no contests, and 
lively and /or new wave tunes appeal 
to them most, he added. 

The "Romantics," heavily blue - 
collar, listen to get in a romantic 
mood and thus favor a heavy dose of 
oldies, Gersin said. "This is the 
group that used to listen to top 40 
years ago." To capture this share of 
the contemporary hits market, Ger- 
sin advised, program lots of oldies 

and have plenty of jock talk, news, 
and contests. 

Also favoring lots of jock talk are 
the "Funny DJ Fans." In fact, to 
them the personality of the DJ is of- 
ten more important than the music. 
They're generally older than the 
other top 40 listeners and also listen 
less frequently. They like to hear fa- 
miliar music and a lot of oldies -but 
mostly "funny, unpredictable, 
folksy" jocks. 

Keeping these four distinctions in 
mind, Gersin advised programmers, 
gear your station toward the one 
which appears most dominant in 
your market. "It's a matter of deter- 
mining where your opportunities lie. 
And once you develop your seg- 
ment, develop a strategy to go after 
it." 

Panelist Dan Vallie of EZ Com- 
munications termed the report "a bit 
vague" and told the audience, "I 
think you have to have a certain 
amount of relativity. Just because 
one group doesn't want as much in- 
formation doesn't mean they don't 
want any." But he did agree that the 
disparity between types of music 
cannot be ignored. 

"The most important point is for 
the listener to know what the station 
is doing at any particular time," Val - 
lie said. "You need to establish a 
strong position so the listener knows 
what to expect at all times. Unfortu- 
nately, you can't please all, so do 
what you can." (TKA) 
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