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NEW POSITIONS FOR TAYLOR, PETERS

Patton Chairman As
Bonneville Restructures

John Patton has been promoted
from VP/GM to Chairman/CEO of
Bonneville Broadcasting Systems
in a restructuring of the Easy Lis-
tening programming/syndication
company. Marlin Taylor, who was
President of BBS, has signed a
new longterm contract as Presi-
dent/Creative Director of the
company’s New York division. At
the same time, Darrel Peters, who
brought his Chicago-based FM-100
Beautiful Music format into BBS
in August, has been named Presi-
dent of the Chicago division.

Patton, who joined Bonneville in
1981 following a term as President
of RAM Research and a number
of management positions in radio,
commented, “This new manage-
ment structure will set the stage
for our growth over the years

ahead. With Marlin in New York
and Darrel in Chicago, the superi-
ority of our creative product is
assured. My concentration will
continue to be on the proper mar-
keting of our services to both cur-
rent and new clients and contin-
ued development of a strong sup-
port staff.”
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Brazell Named President
Of Metromedia Radio

Carl Brazell, who joined Metro-
media 13 years ago as a newsman
at KLAC/Los Angeles, was ap-
pointed President of the Metro-
media Radio Division this week,
effective November 1. Brazell re-
places George Duncan, who gives
up the title to devote more time to
his duties as Senior VP/Operations
for Metromedia, Inc., the broad-
cast group’s parent company.

KMOX-FM To Become
‘“Hitradio”” KHTR

KMOX-FM/St. Louis revealed
its plan to officially discontinue its
current “‘soft rock’’ direction for a
new CHR format called “Hitra-
dio,” beginning January 3. (WEEI-
FM/Beoston, also a CBS station,
switched from soft AOR to its own
version of ‘Hitradio” in mid-

WKSZ Signs On In Philly

WFIL's Chandler To Program
Market's Second “Kiss”

WKSZ/Philadelphia (Media)
will sign on within two weeks,
bringing the former WXUR back
on the air after an absence of
more than eight years. WKSZ
principal and President/GM Dan
Lerner explained the situation to
R&R, “Our company applied for
the license in May of 1974. We
went through a comparative hear-
ing at the FCC which took seven
years. We applied for our call let-
ters a year ago, at the time we
were granted the construction
permit.” )

Kris Chandler
will program the
Adult/Contem-
porary format of
WKSZ, having
resigned as Op-
erations Manag-
er at WFIL/Phil-
adelphia. Chand- : y
ler told R&R, Kris Chandler

“We’ll be more adult than contem-
porary . . . our target demo will
be 30-55. Everything is all brand
new — tower, transmitter, equip-
ment. With 50kw, this is the kind of
thing you dream about in radio.”

However, WKSZ’s pending de-
but is not without controversy, as
the station has announced its in-
tention to use the slogan ‘Kiss
100.” WUSL/Philadelphia switch-
ed its Country format to Urban/
Contemporary two weeks ago
(R&R 10-15), adopting the on-air
identity of “Kiss 99.”” Lerner com-
mented, “Our plan from the very
beginning was to call ourselves
‘Kiss 100, and we’'ve been
marketing the station as ‘Kiss’ for
a couple of months now. We feel
we have established first use of
the name in the area, and we’re in
the process of taking formal ac-
tion to protect our use of the ‘Kiss’
slogan.”

October (R&R 10-15).) Concurrent
with the format switch will be a
call letter change to, appropriate-
ly enough, KHTR, pending FCC
approval. The station has been
evolving toward a contemporary
sound for the past several weeks.

Explaining the transition on be-
half of CBS Regional VP and
KMOX-AM & FM GM Robert Hy-
land, KMOX-FM Station Manager
Tim Dorsey told R&R, “We’re al-
ready using the term ‘St. Louis’s
Hit Music Authority,” and PD Ed
Scarborough is working on the
gradual implementation of the
‘Hitradio’ form. This will not be a
‘Hot Hits’ station like CBS FM sis-
ter stations WCAU-FM/Philadel-
phia and WBBM-FM/Chicago, and
(consultant) Mike Joseph will not
be involved at all. In fact, there are
many dissimilarities between ‘Hot
Hits’ and what we’ll be doing. The
energy level here will not be as high,
and the turnover times are not as
fast. However, we will be em-
phasizing current hit music, and
we'll be using a new jingle
package. The target is primarily
18-34.”

Dorsey did point to the rapid
growth of WCAU-FM and WBBM-
FM as leading factors in the deci-
sion to change format. “We would
be blind not to see the success of
these stations. Also, our focus
groups and local research in-
dicated there was nobody doing

KMOX/ See Page 36

DCI101 Decides Against Playing Benatar LP — At All

DC101/Washington will not pro-
vide the test case for Chrysalis
Records’ new anti-album-tracking
policy (R&R 10-22) by playing the
label’s forthcoming Pat Benatar
LP in its entirety. Instead, the sta-
tion decided late last week not to
play the album at all.

In a prepared statement, DC101
VP/Programming & Operations
Don Davis asserted, ““If Chrysalis
Records plans to direct radio sta-
tions as to how their product can
be aired and these directions are
in direct contrast to DC101’s pro-
gramming policies, DC101 will not
air the product in any form.”

Last week Chrysalis claimed its
compilation copyright would be
viclated by radio stations airing
the label’s albums in their entire-
ty, and indicated that if DC101
went ahead with plans to do so,
legal action might ensue.

Davis amplified his previous
statements to R&R: “I think there
are two losers in this whole thing:
our listeners and the artist.
Chrysalis has apparently chosen
to forget that DC101 broke Pat
Benatar in Washington three
years ago. Apparently that
doesn’t count to them.” Chrysalis
VP/Promotion Jack Forsythe

responded, “If DC101 had enough
concern for Pat as an artist three
years ago to help break her, I
don’t know why they don’t have
concern for her now about damag-

ing sales of her album.”
Commenting on the album-
tracking issue in general, Davis
said, “Reports in R&R say that
less than 20% of all home taping
involves radio at all, and no one
has proven that this 20% has
positive or negative value to the
industry. Who wants a tape of a
record album with our jocks talk-
ing over the intros, a stop set in
DC101/ See Page 36

In addition to naming Brazell as
his successor, Duncan also ap-
pointed Vicki Callahan as Ex-
ecutive VP of the Radio Division.
Callahan had been Eastern Re-
gional VP and Brazell was West-
ern Regional VP.

Brazell told R&R he anticipates
no immediate changes in the Ra-
dio Division. ‘The primary
challenge will be to keep it on the
course it’s been on, to keep the sta-
tions as successful as they have
been.”’

Brazell said the impending sale
of WMET/Chicago to Doubleday
Broadcasting creates the first
vacancy in Metromedia’s 14-sta-
tion lineup in some time, and he
will be looking to buy ‘the right
station in the right market” as a
replacement. Should the FCC lift
the 7-7-7 ownership rule, Brazell

BRAZELL/ See Page 36

Birch Report
Summer Quarterlies

Detroit

WJR Leads WRIF By Two;
WLLZ Close Third;
WHYT Debuts

Pittsburgh
KDKA Off Five, But Still Tops,
WBZZ, WAMO-FM,
WXKX Rise

Minneapolis-St. Paul

WCCO Leads; KSTP-FM

And WLOL Close Behind;
KDWB-FM Top AOR

Seattle

KISW Slips, Holds Lead; KIRO
Second; KZOK Up To Third

Cincinnati

WEBN Remains No. 1,
WKRC Up To 2nd;
WCKY Gains Three

Phoenix
KDKB Alone On Top; KTAR

Gains; KOPA-FM Increases
With A/C

Indianapolis
WFBQ Loses Four; WIBC

Now First; WFMS, WENS,
WIKS All Up

Hartford
WTIC-AM & FM Both Gain
To Dominate Market;
WWYZ Improves
For complete results, see Page 12.
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TR A avision of Harte-Hanks Communications.

Buckley Promotes
Schaefer & Trimble

Buckley Broadcasting has promoted Ken
Trimble and Michael Schaefer to Vice
Presidential positions. Trimble, who has
been Operations Manager of Buckley’s
WDRC-AM & FM/Hartford, was upped to
VP of Buckley Broadcasting of Connecticut.
Schaefer, General Manager of the com-
pany’s WSEN-AM & FM/Syracuse, was ap-
pointed VP of Buckley Broadcasting of New
York.

Trimble has been with WDRC-AM & FM
for more than 13 years, and he will continue
to oversee the daily operations of the two
outlets. Schaefer, who has been in the
broadcast/advertising field for ten years,
first joined Buckley when the company pur-
chased WSEN-AM & FM in 1980. He told
R&R, “This is the first time I have been a
VP, and I'm very pleased. The station’s
come a long way and I'm proud to be a part
of the Buckley family.”

KRAVITZ NAMED DIRECTOR

KOETTER WILL MANAGE WRKA

Quinn And Thomas To WQEZ & WCRT

Manager & Programmer Set As Capitol
Takes Over Birmingham Stations

Capitol Broadcasting will shift
WRKA/Louisville VP/GM Ray Quinn to its
newly acquired WQEZ & WCRT/Birming-
ham once FCC approval of the purchase is
granted. Quinn announced that current
WRKA GSM Joe Koetter will replace him
as VP/GM in Louisville, and WRVQ/Rich-
mond PD Bill Thomas will join Capitol as
WQEZ'’s new Program Director.

Quinn told R&R, “We have every inten-
tion of spinning the AM (WCRT) off as soon
as we can, and we’ve applied for the new
call letters WMJJ for the FM. We expect
FCC approval of the sale in November, and
we should be able to take over in early
December.” Capitol is purchasing the two
stations from Magic City Communications
for $3.4 million (R&R 9-24).

Quinn gave Koetter a vote of confidence
on his promotion at WRKA, “He’s been my

Arista Forms Modern Music Department

Arista Records has created a ‘‘Modern
Music” Department, with Robyn Kravitz
directing promotion for the new effort.
Kravitz had been Arista’s Associate Direc-
tor of National AOR Promotion for the past
two years following promotion positions at
Ariola and ABC.

Richard Palmese, Arista’s Sr. VP/Pro-
motion, commented, ‘“Robyn w1ll be re-
sponsible for the L
overall direction of
Arista’s Modern Mu-
sic Department.
Through Robyn’s lea-
dership, imagination,
and promotion, Aris-
ta has become the
leader of the modern
music breakthrough
in the American
market. Robyn’s en-

Hartenbaum &
Kimball Become
Westwood One VP’s

Ron Hartenbaum and Richard Kimball
have been promoted to VP/Director of Ad-
vertiser Sales and VP/Director of Artist
Relations respectively at Westwood One.
Norm Pattiz, President of the national pro-
gram production and distribution firm,
said, ‘“‘Richard Kimball and Ran Harten-
baum are top-flight professionals who have

Robyn Kravitz

M

Ron Hartenbaum Richard Kimball

earned their stripes. This is another oppor-
tunity to reward key people and put West-
WESTWOOD ONE/ See Page 36

TIMMER NEW PRESIDENT

International Management
Changes At PolyGram

In a significant round of executive
restructuring at PolyGram’s European
parent companies, Jan Timmer has been
promoted to President/CEO of PolyGram
BV/GmbH (the Dutch and German Poly-
Gram companies which administer the
firm’s worldwide holdings). Timmer, who
was Exec. VP, replaces Dr. Wolfgang Hix,
who becomes Chairman of the German
company’s supervisory board and a
member of the Dutch board. Timmer has

POLYGRAM/ See Page 36

trepreneurial spirit is credited for this im-
portant breakthrough.”

Director/National AOR Promotion Mike
Boone told R&R, ‘‘Robyn will be more in-
volved with the modern music of Arista
than she has been in the past. She’s evolving
into a leadership position within the com-
pany. This title recognizes her efforts as be-
ing largely responsible for our
breakthrough with bands like A Flock Of
Seagulls, Haircut One Hundred, the Thomp-

son Twins, and Fashion.”
KRAVITZ/ See Page 36

Bisceglia Elevated To
Arista A/C Director

Rick Bisceglia has been promoted from
Manager to Director of National Adult/Con-
temporary Promotion at Arista Records. In
his new capacity, he will continue to be
responsible for the overall coordination and
direction of the label’s A/C promotion
efforts.

Commenting on Bis-
ceglia’s efforts, Aris-
ta Sr. VP/Promotion
Richard Palmese
said, ‘“Rick’s accom-
plishments have been
outstanding. He has
achieved extraor- !
dinary results in both é :
national exposure for T
our artists as well Rick Blscegha
as the recognition of the entire industry for
our high percentage of chart success. I
know that Rick will continue to demon-
strate exceptional performance and I am
delighted he is with us.”

Bisceglia, who joined Arista as Manager
17 months ago, told R&R, “I am very
grateful for the continued support that Arista
has given me, and the fine direction from
(National Singles Promotion Director)
Lana Dengrove and Richard Palmese. This
recognition is a further reinforcement of
Arista’s commitment to A/C.”

Travis Named PD
At Country KOCY

Ron Travis has been promoted to Pro-
gram Director at Country-formatted
KOCY/Oklahoma City. He’ll continue to
handle the af-
ternoon-drive shift,
which he has occu-
pied since joining the

station from

KOMA /Oklahoma Ci-

ty last May. Travis .
admitted to R&R, “I sy’

was surprised ¥ "

this is not just a title. ah S
(KOCY & KXXY Op- Ron Travis
erations Manager) KOCY/ See Page 36

right-hand man for two years now as
General Sales Manager, and he really
deserves the position. He’ll do a hell of a
job.” Commenting on Thomas’s appoint-
ment as PD in Birmingham, Quinn said,
“Bill is extremely well thought of at WRVQ
and in the Harte-Hanks organization. Big-
ger companies than us have come for him,
but he wouldn’t move until we put the right
deal in front of him. He’s easily one of the

WQEZ/ See Page 36

Anderson Appointed
PD At WPIX

After seven years as Program Director
for WIOD & WAIA/Miami, Alan Anderson
has resigned to accept the same post at
WPIX/New York, effective November 8.
Current WPIX PD Jack Miller will continue
in his position during the transition.

The announcement was made jointly by
WPIX VP/GM John Goodwill and Direc-
tor/Operations Bert Gould. Goodwill
stated, “Mr. Anderson brings 12 years of
Adult/Contemporary experience to WPIX,
and I feel certain his administrative
strengths and music experience will go a
long way toward making this station domi-
nant in the New York market.”

Gould added, ““Having worked with Alan
in Miami, I can certainly vouch for his ex-
perience and knowledge of music. I agree
he will be a major asset to WPIX. This ap-
pointment indicates an obvious strengthen-
ing of our position as an A/C station.”

Anderson, who previously programmed
WINZ/Miami before working at WIOD &
WAIA, commented to R&R, “The challenge
of the opportunity was too good to pass up,
and I am delighted. You’re going to see
WPIX becoming much more aggressive in
1983, both from programming and promo-
tional positions. John and Bert are firmly
convinced that A/C will be the growth for-
mat of the 80’s. That’s my area of expertise,
and I'm ready to win.”

No replacement for Anderson was named
at WIOD & WAIA.

TRANSACTIONS

Walton Buys KYSN &
KKCS In Colorado Springs

Walton Radio, Inc. has purchased Colorado
Springs stations KYSN and KKCS in separate
transactions. The combined sale price for the AM
and FM properties was listed as over $2 million.

AM station KYSN was sold by KYSN Radio,
Inc., which owns no other facilities. KYSN
operates at 1kw day/500 watts night at 1460
kHz. The format was changed from CHR to A/C.

KKCS, formerly owned by Mountaln Center
Broadcasting, is 69kw at 101.9 mHz. Mountain
Center also owns KCMNI/Colorado Springs.

Walton Radio also owns KIDD & KLRB/Monter-
ey, and KDJW & KBUY/Amarilio.

Leavenworth Stations Sold
For $1.7 Million

KCLO Inc. has sold KCLO & KTRO/Leaven-
worth, KS for $1.7 million to Wodlinger Broad-
casting, subject to FCC approval. Cecil L.
Richards Inc. brokered the transaction. KCLO
Inc. also owns KFLA & KULL/Scott City, NE and
principal George Anderson is a part-owner of four
other radio stations. Wodlinger owns no other
broadcast properties.

KCLO is a Skw daytimer on 1410 kHz, while
KTRO is a 100kw facility at 98.9 mHz with anten-
na 410 ft. above average terrain.

Signal Media Buys
KMYO/Tulsa

Signal Media Corp., which owns KELI/Tuisa
and KLRA/LIttle Rock, has purchased
KMYO/Tulsa for $650,000, subject to FCC ap-
proval. KMYO will broadcast from KELI's “Broad-
cast Park” facilities.

KMYO was formerly owned by Broadcast in-
vestors Inc., and has 3000w at 92.1 mHz.
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JAMES WATT OF THE AIRWAVES?

Washington Report

Eric Bernthal Offered Job

Of FCC General Counsel

R&R has learned that FCC Chairman
Mark Fowler has asked communications
attorney Eric Bernthal to become the agen-
cy’s next General Counsel (GC). Reliable
sources report that Bernthal is considering
the offer, but hasn’t yet decided whether or
not to take the job.

Bernthal is a partner in the Washington
law firm Arent, Fox, Kintner, Plotkin &
Kahn, concentrating on radio and television
law. Prior to joining the firm ten years ago,
Bernthal spent two years as a clerk in the
U.S. Court of Appeals after graduating
from George Washington University Law
School in Washington, DC.

Eskridge Named

To NAB Radio Board

NBC Executive VP/Television Stations/
Radio Mike Eskridge has been appointed as
the network’s representative on the NAB
Radio Board. He replaces Marion Stephen-
son, who retired. NAB President Eddie
Fritts commented that Eskridge’s ‘‘exper-
tise in business, engineering and broadcast-
ing” will be an invaluable asset at a time
when the industry faces numerous
technical challenges.

FCC Rejects Geller’s Bid

To Keep WVCA/Gloucester

The FCC last week denied Simon Geller’s
petition for reconsideration of the Commis-
sion’s May decision denying his renewal bid
for WVCA/Gloucester, MA. The vote up-
holds the grant of Geller’s license to Grand-
banke Corp., which promised to serve a

——

| USA Today
Spotlights
Deregulation

USA Today, Gannett's nationwide
daily newspaper which debuted last
month, this week (10-26) spotlight-
ed broadcast deregulation with a full
page of coverage, including an edi-
torial declaring that “today’s technol-
ogy and free marketplace can pro-
vide enough control. Let the next
click turn off the FCC.”

Also featured were man-on-the-
street interviews that found most
people opposed to deregulation,
fearing more commercials and less
truth and balance.

In a blistering guest commentary,
former FCC Commissioner Nicholas
Johnson denounced Mark Fowler,
saying his “pernicious ideology and
superficial analysis is either

fraudulent or pitifully naive.” Taking
the opposing viewpoint, NAB Chair-
man Bill Stakelin wrote that the
greatly increased number of stations
makes “‘a strong case for an unen-
cumbered broadcast press.”

larger audience, triple Geller’s operating

hours, and program a far greater amount of

news and public affairs.

In the petition turned down by the FCC
last week, Geller said he has increased his
coverage area, more than doubled his on-
air time to over 93 hours a week, and will
soon be able to devote five additional hours
a week, or 5.3% of his broadcast time, to
nonentertainment programming.

Unimpressed, the Commission said its
rules don’t allow a station in a comparative
renewal proceeding to enhance its position
with improvements made after the hearing
designation.

Fowler Steps Up Drive
For Spectrum User Fees

Broadcasters Monday (10-25).

Fowler is reportedly annoyed that few
broadcasters have backed the fee proposal
since he unveiled it at last month’s NRBA
Convention in Reno. This week’s North Car-
olina speech was seen as a warning from
Fowler that he doesn’t intend to fight alone
for broadcaster freedom. In fact, the plan
this week won Fowler the nickname *the
James Watt of the airwaves’ from former
FCC Commissioner Nicholas Johnson.

As envisioned by Fowler, broadcasters
and all other users of the spectrum would
pay a user fee to the government. In return,

No Brownie Points

Here's how FCC Chairman Mark Fowler described the regulatory en-
vironment for radio and television he foresees if the public trustee concept
were replaced by user fees: “No renewal filings, no ascertainment exercises,
no content regulation, no ownership restrictions beyond those that apply to
media generally, free resale of properties, no petitions to deny, no brownie
points for doing this right, no finger-wagging for doing that wrong. For in-
stance, if a broadcaster plays fast and loose with an advertiser or a ratings
service, it'd be a matter for a local court, not a federal agency.”

Or Finger-Wagging

Trade Groups Oppose User Fees,

FCC Chairman Mark Fowler stepped up his campaign for “user
fees” in a major policy address to the North Carolina Association of

the public trustee concept of broadcasting
would be scrapped entirely and stations
would be given almost total freedom from
government control. Fees would be used to
fund public radio and television.

Deregulation Ball
In Industry’s Court

Fowler clearly attempted to place the re-
sponsibility for achieving deregulation
directly on the industry’s shoulders. ‘“Ul-
timately, though,” said Fowler, “it’s up to
you, the broadcasters, to decide whether
such charges are sensible in the deregula-
tion effort in Congress. You, not I, must de-
cide whether to support them. For prac-
tically speaking, if you don’t, Congress
most likely won’t. For my part, I think
they’re worth a look.

“The fee absolutely must be modest. I'm
about as fond of big fees as I am of big
government. And I oppose even considering
a fee so long as the trustee concept remains
intact.”

Stressing that he is not a “cheerleader for
user charges,” Fowler called them “a start-
ing point, a way to approach the problem.”
He added, “All I say is, isn’t it time to con-
sider a fresh approach?”

But Disagree On Deregulation Strategy

Following Mark Fowler’s speech on Monday, leaders of the NAB
and NRBA restated their opposition to spectrum use fees. Here are
highlights of the two associations’ positions:

® NAB sees hope for Collins-Broyhill-Cannen bills.

®NRBA disavows spectrum fees, renews call for 50-year license
leases, and says NAB hopes are unrealistic.

® NAB'’s Stakelin accuses NRBA of trying to “wiggle off the hook”’

on spectrum fees.

“Broadcasters shouldn’t have to pay for
something that’s rightly theirs,”” NAB
Board Chairman Bill Stakelin told R&R.
NRBA also opposes spectrum fees, and its
Board Chairman, Bill Clark of KABL/San
Francisco, commented, “We are not in
favor of anything that would be subject to
escalation. We’re in favor of a fixed fee con-
cept. And when I say fee, we're talking
about a contract that would give us definite
benefits.”

Stakelin says NAB still prefers legislation
now pending on Capitol Hill that would ce:
ment the FCC’s radio deregulation into law
and add First Amendment freedoms. Stake-
lin strongly disagrees with Fowler’s state-
ment in North Carolina that those bills are
‘“‘gathering dust in the basement of Con-
gress.”

Stakelin told R&R, “I think the bills are
alive. I think they’re going to be worked
very hard during the upcoming Congress.
We would hope to have them reported out
and passed.”

NRBA Fears Industry Confusion,
Readies White Paper

Clearly, NRBA is trying to disassociate
itself from spectrum fees. Board Chairman
Clark emphasizes that the idea informally
advanced by NRBA and NPR on Capitol
Hill last summer involved a 50-year con-
tract on broadcast licenses in return for
deregulation and lease fees that could not
be raised during the contract term. NRBA
is about to issue a ‘“White Paper” detailing
its stance. Clark explains, ‘‘The reason for
that is we think there’s been some confusion
in the industry about the NRBA proposal.”

NAB Chairman Stakelin is less charita-
ble. *“NRBA has evidently come back with-
in the fold. To me that’s a 180-degree turn
from their announced position. They’re try-
ing to wiggle off the hook because among

their membership there has been absolute-
ly no support whatsoever.”

Stakelin suggests, “Now maybe we can
have nore meaningful dialogue and present
a more unified case to the people on the Hill.
Because I think one of the things that hurt
the case of deregulation bills on the Hill was
NRBA putting forth their spectrum fee sug-
gestion.”

NRBA President Sis Kaplan retorts that
NRBA has never backed spectrum fees,
worked hard for the same bills NAB sup-
ports, but advanced its alternative because

R&R SPOT CHECK

¢ Bernard Mann, President of WOKX &
WGLD/High Point and WKIX & WYYD/
Raleigh: He feels the benefits Fowler speaks
of are substantial enough to warrant use fees
that are capped via a longterm contract.
Gaining a property right in a license would
enable stations to get bank loans far more
easily, he’s convinced.

e Danny Highsmith, VP/GM at WFAIl/
Fayetteville: “My mind is open on the
situation. I do know, however, that we want
the deregulation and just might have to pay
this fee to get it.”

¢ Morton Cohn, President/GM of WCOS/
Asheville: Says fees would be a ‘‘camel’s
nose under the tent” in that they could be
“raised every year or twice a year until
they’re something stations just couldn’t live
with.”

of the ““political reality”’ that the bills are
unlikely to pass the House.

Stakelin points out that at a recent
meeting of the Texas Association of Broad-
casters, an NRBA Board member, Hicks
Communications President Steve Hicks,
rose to say he opposes the contract fee idea
and believes at least half of the other board
members agree with him.

NRBA'’s Bill Clark responds, ‘“The NAB
has board members that are not in favor of
every position the NAB takes. I'm sure the
NAB had an awful lot of people who were
very concerned about some of their recent
actions. We don’t expect that we’re going to
have a totally homogeneous board.”

In other reaction, NPR Director/National
Affairs Bruce Wolpe called the Fowler plan
‘“‘very constructive,” said it will “promote a
useful and relevant dialogue,” and added,
“NPR is interested in exploring fully this
alternative.”

User Fee Finds Some Friends Among
North Carolina Broadcasters

As might be expected, a spot check of North Carolina broadcasters
following Mark Fowler’s speech in Raleigh this week revealed some
adamant opposition to user fees. But R&R also found some supporters,
as well as some open minds. For the first time, several broadcasters
pointed out, fees are being linked to benefits for the industry.

o Walker Morris, GM of WCHL/Chapel
Hill: He’s “not terribly in favor of the spec-
trum fee”’ but recognizes what he says is
the political reality that they may be
necessary to get deregulation through Con-
gress.

¢ Vic Dawson, President/GM at WFNC/
Fayetteville: Feels a ‘“reasonable fee”
would be “a terrific idea if he can bring it
off.”

e James Heavner, President of the Vill-
age Companies: Fees are ‘‘unacceptable in
any form.”

¢ Darryl Langley of WKLM/Wilmington:
Might support fees as long as there was
some guarantee restricting the number of
new stations. Otherwise “it’s a crazy idea to
be brought up at this time.”



The giants of contemporary music
have joined forces to create

”Th Girl Is Mine”
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Utopia, USA Unite
For Live Cablecast

A live concert simulcast staged by the USA Cable Network and over 75
FM radio stations on Thanksgiving evening will feature Network’s Utopia. In
conjunction with this special event, the first live cable concert. Network and
its distributor Elektra/Asylum are planning an extensive marketing campaign
in association with USA, ericompassing contests involving local radio stations,
cable systems, and record stores coupled with special-in store merchandising
materials and co-op national and local print advertising. Beginning November
1, group members Todd Rundgren, Roger Powell, Kasim Sulton, and
Willie Wilcox will cut radio and television spots for stations participating in
the simulcast and the USA network, according to Utopia manager Eric Gard-
ner, who devised the project.

The concert itself will be staged at Rismiller's in Los Angeles from
8-10pm Pacific time. DIR Broadcasting is handling the nationwide radio
simulcast. In addition, Universal Television has secured worldwide ancillary
rights (syndication, broadcast, pay, video disc and video cassette) to the con-
cert. Both record companies will work in cooperation with Universal when
marketing of the rights begins early next year.

W(CI Charts Record Third Quarter

Net income rose 34%, from $58.6
to 78.7 million, while gross revenues
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Women Live
Longer, But
Work More

Although women are outliving men,
those extra years are being devoted to
work and not leisurely pursuits. This
month's issue of American
Demographics points out that most
men applied their 2.2 year life expec-
tancy increase (between 1970-1977)
to the luxuries of retirement, while
their work life expectancy saw a negli-
gible change. Women added 2.3 years
onto their life span, simultaneously ex-
tending their time in the work force by
five years.

Aside from the child-rearing years,
males and females exhibit similar work
patterns.” As young adults they are
working on a more steady basis and
retiring earlier. But whereas men, on
an average, leave the work force only
two times, women average 3.3 times
— either to raise a family or other gained $1 billion from $872.3 million in
familial duties. Women still have an  WCI’s third quarter earnings report.
edge, however. Amanwho became 16 For the nine months ending
in 1977 faces the possibility of 38.5 September 30, net income increased
years of labor while his twin sister may  49%, $224.8 milion from $150.7
spend only 27.7 years. million, with revenues climbing from
$2.2 billion to $2.9 billion.

As in the past, growth was attributed
to Atari's performance within the Con-
sumer Electronics division. Recorded
music and music publishing were down

again in- both third quarter revenues
($187.7 to $174.3 million) and
operating income ($16.3 to $8.2
million). This was blamed on a variety
of factors, most notably home taping.
Despite that, however, WCI says this
represents the 30th consecutive gain-
ing quarter for income from con-
tinuing operations and earnings per
share, with this year’s third quarter
showing the highest quarterly earnings
In WCI's history.

The Series 2400

A state-of-the-art high speed tape duplicator has been developed by
Cetec Gauss. Through a series of improvements in electronics, design, and
automatic componentry, the Series 2400 can duplicate music on
microcassettes, and music on metal particle and chromium oxide cassettes.
It’s also ideal for cassettes, 8-track cartridges, and reel-to-reel (quarter-inch}
duplication.

Amplifier boards and a microprocessor aid in the production and quality
control of prerecorded cassettes with the result being minimal noise in the
duplicated effort. The Series 2400 is compatible with the Series 1200 and
others in the Cetec Gauss high speed duplicating systems family.

Veggie
Ice Cream

If you're into health food, yet still
endure the cravings of a fickle
sweet tooth, you may be able to
lick it with the latest Parisian deli-
cacy — vegetable-flavored ice
cream. The Cristillina Company
has concocted such mouthwater-
ing tantalizers as beet, spinach,
and carrot. Waiting in the freezer
wings is sausage — current food

| MONCTON CEl
CALGARY ___ CHQ! laws prohibit its sale.
EDMONTON CFCW |

:§'~ Popular

MONTREA]_ .
Business
Perks Polled

CJADw
It looks like three-martini lunches
have been supplanted by financial

Musical Instruments Rocked By Recession

Music Conference, which show
that stringed instruments, like
guitars and banjos, fell 48% to 1.3
million.in 1981 from a 1972 peak of
2.5 million. Piano sales dropped
18% to 231,000 as compared to
1978’s figure of 282,000, while
organs decreased in sales to the
tune of 35%: 131,000 last year
and 202,000 in 1973.

Industry and lay people alike are
well aware of the setbacks suf-
fered by record labeis caused by
the recession, home taping, and
the growing popularity of com-
puters and video games. Also
adversely affected are the in-
struments that make the music. A
recent Los Angeles Times article
quotes figures from the American

16 Years Proven Success

MINI-BINGO®
THE Canadian Radio Promotion

A A

MONEY-MAKING

AUDIENCE-RUILDING ® STAN BLY NAMED VP/PROMOTION AT MCA

© LENNY BEER BECOMES VP/NATIONAL

60-Seconds on Tape
TAG IT, CART IT, RUN IT.
Custom-printed mini-cards

front & back

MAKE A PROFIT BEFORE YOU START . . .

FHaromfeed

MAKE YOUR NEXT CALL MAKE YOU MONEY. . . CALL
Larry Nathan, Peter Powell Assoc., 503-686-0248 NOW.

planning as the most popular perk en-

joyed by business executives today. A |

survey of 300 companies conducted
by Thomas R. Conlon & Associates
found that almost half offer profes-
sional advice regarding investments,
taxes, and other money-related con-
cerns. Following that, the most fre-
quently mentioned perks are company
cars, medical exams, extra vacations,
club memberships, supplementary life
and health insurance, and executive
dining rooms.

PROMOTION DIRECTOR FOR 20TH CENTURY
© NUMBER ONE FIVE YEARS AGO: "You Light
Up My Life” — Debby Boone (WB/Curb) (3rd
week)
® NUMBER ONE COUNTRY: “I'm Just A Country

Boy" — Don Williams (ABC/Dot)
© NUMBER ONE LP: “Aja" — Steely Dan (ABC)
(3rd week)

RECORDING THIS WEEK:

THE BOOMTOWN RATS,
JEFFREY OSBORNE & SYLVIA

AIRING the week of NDVEMBER 1:

GEORGE THOROGOOD I
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Networks/Program Suppliers

MUSIC FEATURES

Global Satellite

Rockline:

Tom Petty (November 15)
Kenny Loggins (November 22)
Peter Gabriel (December 13)

Innerview

Fleatwood Mac/Pt. | (November 15)
Fleetwood Mac/Pt. |l (November 22)

London Wavelength

BBC/London Wavelength:
The Who Special (November 15-December 20)

Mutual

“‘Basie, Herman and Fountain in Concert’
(November 20)
Top 30 Artists of All Times (November 27)
““The Great Entertainers’' w/Johnny Cash
Tribute (November 25-28)
Dick Clark Christmas Party (December 24-25)

Narwood

Country Closeup:
Earl Thomas Conley (November 15)
Larry Gatlin & Gatlin Bros.
(November 22)
Music Makers
Anita O'Day (November 15)
Duke Ellington Tribute (November 22)

Solid Gold Saturday Night
(Dick Bartley):
B.J. Thomas (November 20)
Rolling Stone
Magazine Productions
Continuous History of Rock & Roll:

Motown Rocks (November 15)
Great Vocalists (November 22)
| Guest DJ:

Carlos Santana (November 15)
Rainbow’s Roger Glover (November 22)

United Stations

Country Music Countdown:

Gene Watson (November 19-21)
Marty Robbins (November 26-29)

Dick Clark’s
Rock Roll And Remember:

B.J. Thomas (November 19-21)
Bobby Vee (November 26-29)

Holiday Specials:

Charlie Daniels & Friends (Thanksgiving)
Xmas With Oak Ridge Boys (Christmas)
Ronnie Milsap's Gotden Decade (New Year's)

Westwood One
Budweiser Concert Hour::
Evelyn King (November 26-28)

NBC
The Countdown:
Source: The Time (November 19-21)
Rick Springfield Showtime Simulcast Kool & The Gang/Jonzun Crew (November 26-28}
(November 21) Dr. Demento:

Fleetwood Mac Wesekend (November 19-21)
Linda Ronstadt Live (November 25)

Jimi Hendrix Tribute (November 26-28)
Who Speciat (December 3-5)

RKO Networks

Thanksgiving Songs (November 19-21)
in Concert:

REO Speedwagon (November 19-21)
Live From Gilley’s:

Moe Bandy (November 19-21)

Ricky Skaggs (November 26-28)
Off The Record:

Who/Pt. Il (November 19-21)
Steve Winwood (November 26-28)

Hot Ones (IS, Inc.):
Forelgner (November 15)

Musicstar (1S, Inc.):
Fleetwood Mac (November 22)

vigorous; muscular. [Lafin.j

roc (rok), n. a fabulous huge bird.

. rochet (roch’et), n. a linen vestment

. worn by a bishop resembling a sur-

plice o&on at the sides. [Old French.]

rock (rok), n. a large mass of stone
or stony matter; any mineral de-
posit; natural deposit of sand, earth,
or clay; firm or immovable defense;

Pa movement backwards and for-
wards ; distaff: v.t. to cause to move

backwards and forwards; lull to

f sleep: v.i. to move backwards and

If forwards.

socket (rok’et), n. a firework made of a

case filled with saltpeter, sulphur,

and charcoal, fastened to a_stick,
and which, on being ignited, is pro-
jected through the air.

rockiness (rok’i-nes), n. the state of
being rocky.

rock-oil v,roi’oil), n. petroleum.

rock-ruby (rok’r46-bi), n. a fine bluish

i red vanecty of garnet.

a rock-wood (rok’wood), n. ligniform as-

g: bestos.

Rocshire (rock-shire} n. compounding
of the names rocky and shirley,
owners of Rocshire Records, an ino-
vative and dynamic new record com-
pany in Orange County, California
that is dedicated to bringing you the
finest in musical talent; example: the
new TONY CAREY album available
on ROCSHIRE records and tapes.

jpet ; mite, mit: note, nérth, not; bdom, book;
hut; think, then.

Pop Concerts & Specials:
Billy Joel (November 26-28)

Rock Album Countdown:
Pat Benatar/Kenny Loggins
(November 19-21)
Billy Squier/Rush (November 26-28)
Spectal Edition:
Zapp (November 19-21)
Tavares (November 26-28) '

ABC

Contemporary Net/
Spotlight Specials:
Billy Joel (December 19)
Entertainment Net/
Silver Eagle(DIR):
MCA Show/Pt. | widohn Conlee, Terri Gibbs
{November 20)
MCA Show Pt. Il w/George Strait. Jerry Lee
Lewis (November 27)

Rock Net/King Biscuit (DIR):
April Wine (November 21)
Jethro Tull (November 28)

Clayton Webster 1

Country Calendar:

Razzy Bailey (November 22)
Jerry Lee Lewis (November 23)
George Jones (November 24)
Hank Snow (November 25)
Duare Allen' (November 26)
Eddie Rabbitt (November 27)
Emmylou Harris (November 28}

Rarities:

Jimi Hendrix (November 22)

Joan Jett (November 23)

Rick Springfield (November 24}

Yes (November 25)

Stee'y Dan (November 26)
Retro Rock:

Genesis (November 15)

Jofterson Starship (November 29)

DIR Broadcasting Net

Inside Track:
The Police (November 15)

Earth News

Toni Basil (November 15-17)
Joe Jackson (November 15-18)
Steel Breeze (November 19-21)

PEOPLE

®Roxy Myzal joins DIR Broad-
casting as Director/Station Relations.
Prior to this she served as Manager/Af-
filiate Relations at Rolling Stone
Magazine Productions.

® Mike Baer returns to TM Pro-
ductions as General Sales Manager.
He was most recently with FirstCom
Broadcast Services. During his initiat
stint at TM he served as National Sales
Director as well as GSM.

@ Peter Hamilton, formerly a press
representative for the NBC Radio Di-
vision has been upped to Ad-
ministrator, Corporate Press, NBC
Press Department. He's succeeded by
Domenick Giofre, who assumes the
post of Administrator, Radio Press.

Every

PRgk%

NEWS & INFORMATION FEATURES

AP

Special election coverage (November 2)

Ten-part serles “"Keeping Warm™ (November 8-12)

Ten-part series Al the Trimmings,"' re
Thanksgiving (November 22-26)

cBs

Reid Collins, Charles Osgood provide election
coverage on “Campaign '82" (November 2)

Live coverage of fifth Space Shuttle mission
(November 11, 16)

RadioRadio:

Newscasts and “in Touch' feature series cover
1982 elections (November 2)

Clayton Webster

Sporting News Report:

College recruiting with Digger Phelps, Mike
Gelleran & Frank Droyles; hockey violence
with Emil Francis and Roger Gottiieb
(November 22)

Earth News

Author Irwin Schiff discusses not paying income
taxes (November 11-14)

Author/Comedy writer George Gipe
(November 18-21)

Mutual

“Billy Packer-Al McGuire Show,” daily collegiate
basketball analysis show, retums for a second
year (November 29 Debut)

Twelve-week play-by-play series, "‘The College
Basketball Game-of-the-Week,"" airs with John
Cheek and Fred Snowden
(Debuts December 11)

Narwood

Minding Your Business:

Qlympic Losers: Merchandisers/Employee Health
Update (October 29)

Outlook:

Technical skills (November 2)

Temple Univ.’s first Black basketball coach John
Chaney (November 3)

Bill Cosby (November 4)
Shirley Chisholm (November 5)

K ® 9 [ J 7 @

@Y § K )

S} This holiday give YOUR listeners

National Public Radio
Sunday Show:

Slight Retun Productions, with a grant from the
NPR Satellite Program Developments Fund,
has put together a four-hour radio
documentary, **Jimi Hendrix."

(November 9, 16, 23)

NBC

Eleven hours of live continuous coverage of '82
elections (November 2)

“A Half-Century of NBC Comedy”
(November 20-21)

Progressive Radio Network
Laugh Machine:

Woody Allen/Bob Newhart/David Steinberg
{Week of November 1)

News Blimp:

Aditerates, people who won't read/Jogging/QOver-
welight majorettes (Week of November 1)

UPI

Live coverage of launch/landing of Space Shuttle
{November 11-16)

Watermark
TV Tonite:

Checking in on the soaps (November 2)

“Alice" — €CBS (November 3)

“‘Cheers'' — NBC (November 4)

“One Shoe Makes It Murder ' — €BS (November 5)

Westwood One
Competitors:
Jesse Colin Young (November 12-14)
Stewart Granger/Frank Stallone (November 19-21)
Spaces & Places:
Reat Live Valley Girls (November 5-7)
Pop Psychology (November 12-14)
Shootin’ The Breeze:
Eddie Murphy (November 5-7}
Tellin’ It Like It Was:
Marcus Garvey (November 5-7)
George Washington Carver (November 12-14)
8lack educator Charlotte Hawkins

{November 19-21)

¢ K]
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i a gift like no other... o
» L]
f CHRISTMAS WITH 5
1 4
) MARIA VON TRAPP -
% T :
ﬂ e story is familiar to millions. . .a young Austrian novice is sent from ‘o.
*.. her convent to tutor the children of a retired World War [ Austrian naval hero. ‘
4 When she later falls in love and marries him she becomes Baroness Maria von &
Trapp. The storm clouds of war and invasion of Nazi forces eventually force 'h

the family to flee their beloved Austria and settle in the United States where
the Trapp Family Singers become famous through twenty years of nationwide
concert tours.
> “The Sound of Music™ has made Maria von Trapp famous but many people
don't realize she is a real person who still operates the Trapp Family Lodge
in Stowe, Vermont.

CHRISTMAS WITH MARIA VON TRAPP is a delightful and inspirational

d:.
%
‘2.

%

1N A hour-long program featuring actual holiday recordings by the Trapp Family
3 Singers and a recent studio interview with the Baroness. Your station recetves Py,
eight minutes of commercial availabilities (actual program content is "
:ﬁ 52 minutes). ‘
ﬂ This holiday bring to life a modem-day legend. Write or phone today to ‘Z.
*'.3 reserve rights for CHRISTMAS WITH MARIA VON TRAPP. ‘
\ ® 1981 MAN FROM MARS PRODUCTIONS ‘.‘

%  MANFROM MARS  Ze
¥ PRODUCTIONS -

p 159 Orange Street, Manchester, New Hampshire 03104 4
(603) 668-0652 d"
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weekend is Special on

DICK CL ARK'’S

ik Tl & Fomenbor

Can we do something special for you? Unlike some programs which give you a steady diet of
the same old thing, at the United Stations we believe we owe you something sp_emal..Not
just on holidays, but on every program, every week. Big name artists, in-depth interviews.
On your station, every weekend is special with “Dick Clark's Rock, Roll and Remember.

[ ]
Washington, D.C. The w Stations
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Entertainment Directory
Publishes
' Final Edition

The final volume of the Official
Talent & Booking Directory is
currently available. This ninth an-
nual international edition comprises
over 900 pages. of 80 classifica-
tions. These 80 classifications in-
clude the names and complete ad-
dresses of more than 20,000
listings: 4.S. recording artists,
booking agents, promoters, record
companies, musical instrument
manufacturers, and more.

In addition to the Market Report
Study, a fixture since 1971, the
book also provides interstate
highway touring maps, charts
outlining the distances between
175 cities in the U.S. plus a com-
pilation of domestic/internationat
% airlines. Similar information for both
i Canada and London is also sup-
"\ plied.

Further details regarding cost and shipping information may be obtained
l by writing Box 2772, Palm Springs, CA 92263.

STV ANKRIAL DFTERRA AL
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Like It Or Lump It

Troy, and WLW/Cincinnati,
among other stations. Packaged by
handicapped workers, Santa's
Lumps is actually five oz. of
chestnut coal nestled in a 5% inch
Christmas stocking that also
doubles as a stocking/tree orna-
ment. Each stocking also comes
with the verse ‘‘Legend of Santa's
Lumps.”

Remember when the holiday
season was approaching and your
parents threatened you with a lump
of coal in your stocking if you
weren’'t good? Or perhaps you've
wished at some point for someone
to get the lumps he or she
deserves? Well, Christmas is
around the corner and it's always
the season for getting lumps.
“‘Santa’s Lumps,"’ for people you'd
“Love’ to remember is a unique
novelty gift item that's found its
way onto the airwaves of the
Source network, WOR/New York,
KMET/Los Angeles, WTRY/

For more information regarding
the promotional capabilities of San-
ta’s Lumps, contact company
President William Johnson at
(618) 436-1215.

Lt : LIENC: aar. On (he Present mgant
pooth'sum-li), ady. pal- t,onigte (to'nit), n powerful explo-
> Tonks bean (tong’ka bén), n. the
aromatic kernels of the fruit of a
shrubby plant of Guiana, used for
R scenting snuff, &e.
tonnage (tun’ajj), n. the “mghc of
goods carried in a boat or ship: car-
rying capaeity of a vessel: duty or
toll on vessels; collective shipping of
any port or country
nneau (tun’dé), n. the body of an
automobile, behind the chauffeur
f tonsilitis (ton-sil-i"tis), n. inflamma-
¥ tion of the tonsils.
¥ tonsils (ton’silz), n.pl. two almond-
shaped glands situated at the two
sides of the fauces of the throat
tonsorial (ton-s6ri-al), adj. pertaining
el . '© shaving or to a barber
! tonsure (ton’shiir), n. the act of clip-
ping the hair or of shaving the
v~ crown of the head: the corona thus
Tony-Carey (keyboardist, composer) n.
new recording artist on the Rocshire
label; composer vocals and keyboards
on his new album entitled “Tony
Carey”; creator of songs ranging from
heavy metal to easy listening: a recor-
ding artist on his way to the top star-
ting with an album you will want to
listen to over and over again; per-
formed as keyboardist with the hit
group RAINBOW

mite, mit; néte, north, not;

; boon, book;
;:ue, hut think, then.
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Oz Label Formed

In a production agreement with A&M Rec-
ords, Mushroom Records in Australia has
created the Oz label in the U.S. The first
release under the A&M/Oz banner is Mental
As Anything's LP “If You Leave Me, Can |
Come Too?"" This album will be a full-fledged
A&M product, but will contain the Oz logo.
Anne Wright has been named Director of
the North American Operation, based in Los
Angeles. A&M will also distribute Oz in
Canada, which will utilize its own logo and be
known as Oz Records. Originally signed to
A&M by Mushroom, the group Split Enz will
now transfer over to the Oz family.

Shrier Named WKHK GSM

Barry Shrier has been appointed General
Sales Manager of WKHK/New York. He first
joined the station in August as an account ex-
ecutive, bringing with him a background that
includes Local Sales Manager at WBLS/New
York as well as sales posts at neighboring
WRKS and WKTU.

Harris Joins KCBS

Dee Harris has been named National
Sales Manager of KCBS/San Francisco,
moving up from a national sales rep position
with CBS Radio Spot Sales/San Francisco.
Prior to that she was an account executive
with WEEl/Boston.

Parallel Communications Bows

Parallel Communications, a firm
specializing in music and video product, has
been established by Barry Grieff and Iradj
Vahabzadeh. Grieff, formerly a VP with
A&M and ABC Records, will serve as Presi-
dent with Vahabzadeh as Financial Officer.
Jon Small, most recently President of CBS-
distributed Decent Records, has been ap-
pointed Exec. VP, combining Decent with
Parallel. The firm may be reached at (212)
308-5200.

Levinson Upped At Chrysalls

Janet Levinson has
been promoted to Art Direc-
tor/Creative Services at
Chrysalis Records. The
three-year label veteran §
was most recently Creative &
Services Manager.

Noble Vision Debuts

Noble Vision Records, based in Atlanta,
has been created under the direction of
President Don Tolle. First artist to be sign-
ed is Jim Glaser, who will continue to
record with Tompall and the Glaser
Brothers.

Janet Levinson

Ford Becomes RCA GM

John Ford has been pro-
moted to General Manager
of RCA Records, Canada.
He joined the label in 1970
as a salesman, moving up
through the ranks to
become Regional Promo-
tion Manager and then Di-
rector of Marketing. He also
served as National Product
Manager for Ariola Records.

Franklin Debuts Radio,
TV Dating Company

Kenjamin Franklin, who handled national
promotion at Millennium Records for four
years, has inaugurated ‘‘Date Line: New
York.” Aimed at capturing the singles
demographic, Date Line is a dating show
concept for both radio and cable TV, which
can be adapted by markets across the coun-
try. Franklin can be reached at (516)
239-3744 or (516) 371-1294.

-
John Ford

Houghton, Buchanan
Appointed At WCCO

Robert Houghton assumes the General
Sales Manager post at WCCO/Minneapo-
lis-St. Paul. During the past two years he
was the Chicago
Sales Manager for Sﬂr&
CBS Radio Spot w ‘
Sales. Concurrent &5
with this appointment, A 5
Victor ‘‘Buck”’ ' '
Buchanan has been
promoted to National |
Sales Manager, mov-
ing up from the Local  Robert Houghton
Sales Manager position. He succeeds Clayt
Kaufman, who was recently elevated to
WCCO Station Manager.

Alive Video Launched

Shep Gordon, President of Alive Enter-
prises, has formed a full-line video label,
Alive Video, designed to function like a
record label, including possible signings of
new acts. The new firm’s first product is
“The Legends,” a series of musical
biographies. Gordon will serve as Chairman
of the Board with lan Ralfini as President
and Bob Emmer as VP/Business Affairs,
based in Los Angeles. Also in Los Angeles,
Alive Films head Carolyn Pfeiffer serves
as a board member and consultant. Alive
Video is headquartered in New York at (212)
977-8780.
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JHAN HIBER

The Arbitron Geography
Battle: ADI vs. Metro

What would happen if, rather than competing in a two-county
metro, you were competing in a larger, six-county ADI? Would your
station be able to do as well? Would your sales staff, both local and
national, be able to effectively sell the impact of audience estimates
based on a larger geography? These are questions you may want to
ask yourself because they are being debated now at several forums in

the industry.

Should the ADI geographic definition
(a TV term coined by Arbitron, it stands
for Area of Dominant Influence) be on
an equal basis with the metro, and be
shown on the same pages in the book?
Should the ADI replace the metro and
become the standard sales geography
for radio? What are the pros and cons of
each side of the metro versus ADI argu-
ment? What are the implications for
stations?

Advisory Council Debate

At recent meetings of the Arbitron
Radio Advisory Council, the hot topic of
metro vs. ADI has been debated. Ar-
bitron has to date taken the position
that it will try to be responsive to the
Council, which has not voted its
support of making the ADI an equal on
the report data pages. Tom Birch tells
me that “although our service is metro-
oriented, if the industry wants the ADI
concept we’d be responsive to that
desire.” In essence, the Birch Report
will follow whatever Arbitron does on
this matter.

Agencies Prefer ADI
Why all the interest in making the
_ADI a more important part of radio?
Partly because response to a Station
Reps Association survey earlier this year
indicated that 74% (of the 178 re-
spondents) of agency buyers and plan-
ners use the ADI for radio.” The
presence of ADI’s, which are mutually
exclusive geographies (unlike radio
markets that sometimes overlap) make
agency headaches fewer. It’s easier for
an agency planner to evaluate all media
in the target market on an apples-to-
apples basis when they are all viewed
through the same geography. However,
while much of the planning for radio is
done using the ADI, apparently little ac-
tual buying is done — only about 3-5%
of the buys are made on the basis of
ADI

Carol Mayberry, Vice-President for
Katz Communications, echoes this state
of affairs. “We think that the ADI is not
always applicable to radio, but it
shouldn’t be ruled out. An agency or
rep firm should deal with whatever
geography is relevant to the specific

advertiser.”
Pro ADI
What points do those who clearly
favor the ADI concept make? Let’s hear
from two spokesmen, Don Dalton,

"7 N E A A
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*
N N\

ESMEAN DA
.

VP/GM of KFI & KOST/Los Angeles,
and Frank Boyle, President of the
Eastman rep firm.

Dalton, who runs big-signai KFI,
makes the following points. “It isn’t
necessarily so that the bigger the better,
but in the case of marketing, bigger is
always better. Bigger markets and big-
ger reach will always add up to bigger
market revenues. 90% of the ad revenues
come from agencies who use the ADI —
except for buying radio.”

Dalton continues, ‘““‘Arbitron defines
the L.A. market as a two-county metro.
The ADI is six counties (as shown
above). All stations in the metro total
1.3 million average quarter-hour per-
sons, while in the ADI they would total
1.6 million. This is a clear example of
how radio is perceived to be less effec-
tive than TV or the newspaper.” Dalton
feels that the poor perception of radio
versus other media is due to the radio
metro being compared to the ADI, thus
hurting radio’s sales effort.

In this tough economy no one is more
energetically looking for additional
radio dollars than national reps, per-
sonified by Eastman’s Boyle. At the
NAB in New Orleans, he and I discuss-
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between the Council and Arbitron.

»

go.

44 vs. 48 Survey Weeks?

Arbitron is considering extending from 44 to 48 the maximum number of
weeks a market could be surveyed annually. Arbitron VP Mike Membrado is
sending a letter explaining the option to subscribers. Broadcasters are invited to
register their opinions on an enclosed card, to be returned to Arbitron. The
results will be discussed with the Advisory Council at the December meeting

Anthes Resigns From Arbitron
Connie Anthes, longtime Director of Communications for Arbitron
Ratings Co., has resigned her position effective immediately. Ms. Anthes, who
was in charge of the firm’s public relations and media efforts, had been in poor
health recently. No replacement has yet been named to her position. Reacting

to the Anthes departure, Arbitron Vice President Mike Membrado said, “Per-
sonally, I'm saddened by it. Connie did a good job and we're sorry to see her

ed proposals he was sending to Ar-
bitron’s Executive VP Rick Aurichio.
One proposal included doing away
with the metro and relying on the ADI
definition for radio. Boyle’s rationale
was twofold — the ADI catered more to
agency usage, and it might save Ar-
bitron some money.

Interestingly enough, Aurichio, in his
response to Boyle, confirmed that there
might be some monetary savings. The
key is being able to stretch the current
metro sample to survey the larger ADI
coverage areas. “We could probably
generate the estimates with a smaller
than current sample size. This concept
could have a noticeable impact on our
costs of surveying as well as reduce
costs of printing and distribution,”
stated Aurichio.

Anti-ADI

To represent the opposing side on this
vital issue I obtained perspectives from
two notable broadcasters. George
Green is VP/GM. of KABC/Los Angeles
(and also chairs the Arbitron Radio Ad-
visory Council). Fred Walker is Presi-
dent of Broad Street Communications, a
group station owner.

How does Green differ from fellow
L.A. radiocaster Dalton in his feelings
about the better geography for radio?
Green told me, “Why don’t we just use
the current metro definitions? The
growth of radio is on a local basis, not
national. Let’s be sure we have a good
measurement ol Oui backyard.

Green cites the following points to
support his argument against the ascen-
dance of ADI in the books . . .

® 95% of all local radio is bought on
metro or TSA.

® 80% of all network or national
business is bought off computer, so why
change the book?

¢ Diminishing metro numbers
diminish local budgets.

® Large coverage stations have TSA
numbers to sell — why crush metro?

As you can see the two L.A. broad-
casters have views that are radically
different. I can imagine what GM’s in
other markets must feel about their
respective situations — the emotions
probably vary as much as they do in
L.A.

Fred Walker, while agreeing with
points made by Boyle in his letter to
Aurichio, differed on the ADI issue.
Walker wrote to Boyle, “I do not
believe ADI should be the geographic
standard for measurement. Radio is
predominantly a local medium and as

such the metro is a far more realistic
measurement.” Walker added, “Other
geographic measures, such as TSA or
ADI, would be available in the com-
puter . . . hence no one would be denied
access to that information.”

No matter your perspective on this
metro vs. ADI debate, the outcome of it
can be significant for many stations.
Let’s consider some of the implications.

Sales: It seems likely that for some sta-
tions the ADI definition will be a boon
to higher audience levels. The ADI
designation may also make it easier for
reps to sell national network or spot
time since the agencies would be able to
use a consistent geography in their
allocation of media dollars for radio,
TV and newspapers.

On the local level the size of the ADI
may be a factor. If the market is a huge
one, as in the cases of Los Angeles or
Salt Lake City, a station might have to
have sales offices in various locales to
cover the regional business oppor-
tunities. However, in markets such as
San Diego and Bakersfield the ADI is
identical to the metro, so there is little
impact.

Programming: Maximizing a station’s
signal would quickly become a PD’s
priority if the ADI was to become more
prevalent. Assuming there is a signifi-
cant audience “out there,” you may be
well advised to consider setting up
music research systems to keep up with
the tastes of that group.

Adveriising promotion: Since in most
cases the ADI is larger than the metro
(see the L.A. example on this page), this
could be a notable factor. However, if
your station has been advertising on TV
anyway, no additional outlays should
be required. If you've been into other
media, though, including direct mail,
newspaper, boards, or transit, costs
could go up if these media were used in
the. ADI area outside your current
m?tro.

Rick Aurichio puts it well. “I am
positive that Arbitron could produce a
more efficient (less costly) service. The
key, however, is a single standard the
industry could live with.”

The ball is in your court. If you want
the ADI to become more of a factor in
the radio picture make your voice heard
to the Advisory Council or to your Ar-
bitron representative. If you want the
metro to remain dominant, express that
urge also. Arbitron (and Birch) are
awaiting guidance on this — let’s give it
to them.
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RADIO’S MOST
DISTINCTIVE VOICE -
IS BACK
ON THE AIR.

96KX
WPST
WYCR
WKEE
KYST
KSET-FM
KROD
wBBa
WCSC
WSSX
wJxa
2104

Always Love You”

WKDD
WAGZ
WIGY
WERZ
WIKZ
wsav

WBWB
KRNA
KFMZ
KCBN
KCDQ

WOMP-FM

wiya
WJAD
WHSL
WYKS

KSEL-FM

“Guess I'll

ROD

STEWART

Produced by ROD STEWART

W

Manufactured and Distributed by WARNER BROS. RECORDS

Detroit

First Quarterly Sees
WJR Overall Winner;
WRIF Tops AOR'’s;

WHYT Debuts;
WNIC-FM Takes
A/C Crown

Sum. '82
WJR (Misc) 12.6
WRIF (AOR) 10.0
WLLZ (AOR) 85
WNIC-FM (AC) 75
WABX (AOR) 5.6
WDRQ (Urbn) 4.2
WMUJC (AC) 3.9
WCZY (AC) 3.8
WWWW (Ctry) 3.7
WHYT (CHR) 35
WXYZ (Talk) 3.2
CKLW (CHR) 3.1
WOMC (AC) 3.1
WWJ (News) 2.9
WCXI-FM (Ctry) 2.8
wJoI (BM) 2.2
WHND (Gold) 1.9
WCXI (Ctry) 1.7
WJLB (Blk) 1.6
WLBS (Blk) 1.3
WGPR (BIk) 1.2
WJZZ (Jazz) 1.2
WQRS (Clas) 1.2
CKJY (BBnd) 1.1

Seattle

KISW Drops Two,

Still Tops;
KZOK Closes AOR Gap;
CHR'’s Rise

Spr.’82 Sum. '82

KISW (AOR) 123 103
KIRO (News) 8.1 85
KZOK (AOR) 6.7 8.1
KUBE (CHR) 5.8 6.0
KOMO (AC) 4.9 5.4
KVI (N/T) 45 5.1
KNBQ (CHR) 3.7 4.6
KJR (AC) 36 39
KKFX (CHR) 33 39
KSEA (BM) 3.9 3.7
KMPS-FM (Ctry) 2.7 35
KBRD (BM) 3.4 3.3
KZAM (AOR) 3.0 29
KING-FM (Clas) 3.6 2.8
KPLZ (AC) 2.4 2.6
KMPS (Ctry) 2.7 2.1
KIXI (BM) 2.1 1.9
KIXI-FM (AC) 25 1.9
KRPM (Ctry) 2.1 1.9
KBIQ (Rel) 2.2 1.8
KEZX (AC) 2.0 1.7
KING (AC) 1.6 1.6
KYYX (CHR) 2.3 1.2
KJZZ (Jazz) 9 1.0
B AT M TR AT

Format Legend
AC-— Adult/Contemporary, AOR— Al
bum-Oriented Rock, BBnd— Big Band,
Blik/Urbn— Black/Urban, BM/Easy -
Beautiful Music, Easy Listening,
CHR— Contemporary Hit Radio,
Clas—Classical, Ctry —Country,
Gold—Oldies, Jazz—Jazz, Misc—
Miscellaneous, News—News,
Rel— Realigious, Span— Spanish,

Talk—Talk.
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The Birch Report

Phoenix

KDKB Widens Lead;
KNIX-FM, KTAR, KUPD
Tightly Bunched;
KKLT Gains;
KUKQ Drops

Spr. '82 Sum. '82
KDKB (AOR) 130 14.0
KNIX-FM (Ctry) 9.9 8.6

KTAR (News) 6.7 8.5
KUPD (AOR) 83 8.4
KKLT (AC) 6.9 7.4
KMEO-FM (BM) 5.1 5.5
KQYT (Easy) 49 5.1
KZZP-FM (CHR) 5.1 5.0
KOY (AC) 5.3 4.1
KOOL (AC) 3.8 39
KUKQ (Urbn) 6.1 3.6

KOPA-FM (AC) 15 33
KJJJ-FM (Ctry) 24 22

KNIX (Ctry) 14 ar
KSTM (AOR) 31 20
KHEP-FM (Clas) 17 17
KOPA (AC) 28 14
KLFF (BBnd) Bgwe 12
KJJJ (Ctry) 12 10

Indianapolis

WIBC New Kingpin
As WFBQ Loses Four;
WFMS, WENS, WIKS

Hit Double Digits

Spr. '8 Sum. '82

WIBC (AC) 14.3 12.8
WFBQ (AOR) 16.3 12.2
WFMS (Ctry) 9.6 12.0
WENS (AC) 8.3 10.9
WIKS (CHR) 9.3 10.8
WIRE (Ctry) 7.6 8.7
WTLC (Urbn) 10.0 71
WXTZ (BM) 7.1 6.3
WNAP (CHR) 5.6 5.6
WIFE (N/T) 33 2.3
WGRT (Misc) 4 14
WATI (BM) 9 1.3
WGTC (Ctry) 4 1.3
WNDE (AC) 1.2 1.1

Cincinnati

WEBN Slips,

Still Number One;
WKRC, WBLZ, WWEZ,
WCKY Jump;
WLW, WKRQ,
WYYS Drop

Spr. '82 Sum. '82
WEBN (AOR) 18.2 15.7

WKRC (AC) 6.3 9.0
WLW (AC) 10.3 8.0
WKRQ (CHR) 10.2 7.9
WBLZ (Urbn) 6.1 7.8
WWEZ (BM) 5.0 6.8
WCKY (N/T) 3.5 6.5
WRRM (AC) 6.6 5.6
WMLX (BBnd) 4.2 4.6
WUBE (Ctry) 5.1 4.6
WCIN (Blk) 19 29
WYYS (AC) 5.8 2.5
WSAI (Ctry) 13 24
WSKS (AOR) 2.8 2.2
WNOP (Jazz) 1.1 2.1
WSAIL-FM (Ctry) 15 1.6
WLYK (BM) 1.1 1.3

WJAS (BBnd) 47 52
WTAE (AC) 42 44
WSHH (BM) 43 38
KQV (News) 40 37
WWSW (AC) 28 28
WDSY (Ctry) 19 27
WYDD (AOR) 27 26
WEEP (Ctry) 24 25
WPNT (BM) 23 21
. WHYW (AC) 15 16
WTKN (N/T) 1.7 15
WBVP (CHR) 9 13
WIXZ (Ctry) 9 11

Pittsburgh

KDKA Down Five, |
Remains First;
WDVE Stable; i

WBZZ Up; WXKX Adds

Two; WAMO-FM, |

WJAS Improve

Spr. '82 Sum. '82

KDKA (AC) 82 237
WDVE (AOR) 98 938
WBZZ (CHR) 70 83 '

WAMO-FM (Blk) 6.8 7.7
WXKX (CHR) 3.9 5.8

Minneapolis- |
St. Paul

WCCO Tops First
Birch Quarterly; \

KSTP-FM Edges WLOL; |

KDWB-FM Takes |

AOR Crown [

Sum. ‘82 !

WCCO (AC) 17.4 |
KSTP-FM (AC) 12.1
WLOL (CHR) 119
KDWB-FM (AOR) 8.3

WDGY (Ctry) T3 |
KQRS-FM (AOR) 70|
KEEY-FM (BM) 48
KSTP (N/T) 3.0
WCCO-FM (CHR) 3.0
WAYL (BM) 2.9
WWTC (AC) 2.3
KJJO (Ctry) 2.2
KTWN (Jazz) 23
KDWB (AOR) 1.6
KLBB (BM) 1.1

Hartford

WTIC-AM & FM
Both Up, Dominate
Market; AOR’s, Beautiful
Music Stations Slip

Spr. '82 Sum. '82

WTIC (AC) 197 227
WTIC-FM (CHR) 79 100
WHCN (AOR) 9.4 7.7
WCCC-FM (AOR) 175 7.1
WWYZ (AC) 3.6 4.7
WKSS (BM) 45 42
WRCH (BM) 5.5 3.9
WRCQ (AC) 4.1 3.7
WDRC-FM (CHR) 34 3.5
WDRC (AC) 2.4 3.3 |
WPOP (News) 3.8 3.3
WIOF (AC) 3.4 3.3
WAQY (AOR) 22 2.6
WKCI (CHR) 2.5 2.1
WPLR (AOR) 2.9 1.8
WKND (BIk) 8 15 |
WMLB (Ctry) .8 12 ¢
WHYN (AC) .8 11
WNBC (CHR) .3 1.0




Dlonne Warwick Meets Barry Gibb
And History Results.

DIONNE WARWICK

HEARTBREAKER

Trlpﬁb g’l"eaker.

-um" 's

CHR BREAKERﬁ R&B BREAKER.| [ A/C BREAKER.
DEBUT: 29* DEBUT: 29* THIS WEEK: 5*

“Heartbreaker” is the crowning achievement for the Queen of urban song as it surges
towards the top of all the charts. And it’s just one of the many smash hits from her classic
brand-new Heartbreaker LP.

Dionne breathtakingly sings ten sensational new songs, nine co-written by the master
himself, Barry Gibb. Each destined to become a pop classic.

Produced by Barry Gibb, Karl Richardson and Albhy Galuten.
* Songs by Barry Gibb, Robin Gibb, Maurice Gibb and Albhy Galuten.

ARISTA

© 1982 Arista Records, Inc.
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WGCL add WJxQ 11-9 WOKI
WQID add WMEE 29 WSSX
WKAU add KYYX 10-9 WNOK-FM
KKXX add KBBK 33 KMGK
WGUY add WOMP-FM 19-11 WNAM
WISE add WKHI deb 40 WKDD
WYKS add KNOE-FM deb 29 KFI
WXKS-FM 30-27 KISR 27-24 KNBQ
CHUM 8-5 KFMZ 14-8 KSKD
CKGM deb 34  KGHO deb 28 KQMQ
KEGL 19-16 KCBN deb 35 WZyQ
WPHD 25-22 96KX WJAD
WRCK 25-21 WLOL-FM WHSL
KITY deb 40 WKFM KSEL-FM
KSET-FM 18-10 WHFM WBWB
CK101 deb 32  KHFI

WZZR 38 WABB-FM

WVIC 19-17 o

mra—

The Video Debuts
In Max Play Oon

Produced by David Lord
and Peter Gabriel

Manufactured and Distributed by Warner Bros. Records

GEFFEN RECORDS

STREET TALK

Some of the radio and record industry notables
that participated in (and finished!) the more than
26-mile New York City marathon last weekend
were: ABC Radio’s Rick Sklar, who called it
“an incredible feeling of triumph” ... ABC’s

Bill McClenaghan . . . TM President Pat
Shaughnessy, saying, “It sure is an elite group
to belong to” . . . PolyGram’s Bob Edson,
and independent promoter Jerry Meyer. Inter-
estingly, Sklar was injured early in the race, but
went on to run and finish with a severe cramp in
his leg.

KOME/San Jose PD Mikel Hunter has re-
signed after five years with the station. Named
to the programming helm on an interim basis
was MD Dana Jang. KOME GM Dan Tapson
told Street Talk, ‘“(Dana) is interested in the
PD spot, but he also knows that I’'m talking to
anyone qualified who's interested in the position.”

E. Karl has resigned his Vice Presidency with
Sunbelt Communications to form his own
consultancy. The Transtar network will be his
first prominent client. No word on whether he’ll
be replaced within Sunbelt.

Ron Oberman is now Columbia VP/A&R
West Coast from a similar Marketing position.
Current VP/A&R Michael Dilbeck moves into
a new position working closely with label artists.

WLS-AM & FM/Chicago convinced the
Who to make a return concert appearence in the
Windy City (the group’s already played two
dates there on its final tour) by buying all 18,000
seats of the Rosemont Horizon. The December
8 show will belong to WLS exclusively.

Meanwhile, Whomania rocks on . . . DIR
has lined up exclusive rights to broadcast the
group’s last show on its current (and final, “We
really mean it this time!”’) tour from Toronto
December 17. Stations are reportedly paying
five figures for market exclusivity on the show,
along with a DIR-produced four-hour Who spe-
cial. Lots more goodies are part of the package,
which several leading AOR’s have already com-
mitted to, including KFOG/San Francisco.

Veteran promo ace Bob Perry joins Pickwick
promotion for the Southeastern states. He'll
be based in Ft. Lauderdale, after most recently
working for Warner Bros. in Miami.

When International Harvester finally lowered
the boom on Ft. Wayne, Indiana by closing its
plant there, the jocks at WMEE/Ft. Wayne de-
cided to have their say. Since more than 3000
people were put out of work, the WMEE staff
wrote new (less than complimentary) lyrics to
Olivia Newton-John’s “Heart Attack’ and
recorded their retitled version of “Harvester.”
1000 copies were pressed and distributed amid
lots of local publicity.

éommup cation
aphicgs inc

Kitty Stern of the American Federation of
Musicians Los Angeles Local #47, widow of
Bob Stern, longtime L.A. record distributor,
passed away Monday (10-25) after an extended
battle with cancer. Kitty was the sister of inde-
pendent record promoters Barney and Lu Fields;
and the mother of Lee Stern of Capitol/EMI-A;
Steve Stern, formerly of Screen Gems/EMI;
Ed Stern of A.S.A.P.; and Mrs. Ellen Beck.

Rick Fowler, who had been MD and most
recently Promotion Director at Q107/Wash-
ington, has resigned. He’ll be announcing his
future plans shortly. Recent arrival Lou Simon
from WAYS/Charlotte has given up the MD
slot with Mary Taten upped from Assistant
MD to Music Director.

Charley Lake is now working with A&M’s
new Australian label OZ Records in Holly-
wood. Charley continues his association with
the management of Columbia’s Men At Work.

It’s official: KEZL/San Diego is now
KSDO-FM, with an on-air identity of KS-103.

WOKYV/Jacksonville bounced its A/C for-
mat in favor of ABC Talkradio on October 25.

A new management team is in place at KQDS/
Duluth with Monte Rifkin from WLAV/Grand
Rapids set as GM, Bruce McGregor promoted
from MD to PD, and Brian Taylor upped from
within to MD. Donna Halper is consulting the
AOR-formatted station.

A fire destroyed more than half the building
housing the business offices (but not the studio
or transmitter) of WFLT/Flint last Thursday
(10-21). Fire Department officials said damages
were extensive in the arson-caused fire, but there
were no injuries.

At KMGG/Los Angeles (the former KWST),
Roger Rose is now MD and Rick Kymala is
Assistant PD and Research Director, having
performed the same duties for PD Jeff Salgo
at Magic 91/San Diego. Midday personality
Pat Garrett has been named Promotion Director.

Robert Ryan is now interim PD at KWEN/
Tulsa. Rob has been the Music Director for
the station since mid-1981.

KYUU/San Francisco MD Terry Danner
will be leaving the station as of November 30,
and she’s looking. Terry can be reached through
the station.

Jay Michaels has resigned as PM-drive jock
and Production Director of KFQD/Anchorage
to become Director of Programming for Multi-
visions, Inc., Anchorage’s cable TV company.

Our deepest condolences to Z93/Atlanta
morning man Steve McCoy and his wife on the
recent loss of their newborn child.

OUR DECALS COST LESS!

How can a glossier, higher quality,
screen printed decal cost less than

all those labels you get in the mail?

WINDOW DECALS - BUMPERSTICKERS

CALL US!

They last longer!
...For about the same price!

1-800-331-4438

IN OKLA. 918-258-6502




WESTWOOD ONE 7L senlo—

Airing on over 250 great radio stations the weekend of November 19th.

WeSTWOCD ONe

The nation’s number one producer of nationally sponsored Radio Programs, Concerts & Specials.

Los Angeles: 9540 Washington Blvd., Culver City, CA 90230 « (213) 204-5000
New York: 575 Madison Ave., Suite 1006, New York City, NY 10022 - (212) 486-0227
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JONATHAN HALL

A NEW PERSPECTIVE ON AN OVERLOOKED SALES TOOL

Reach Out And Sell
Direct By Telephone

The telephone just may be the most overlooked, misused, and least
understood sales devices for radio. That’s the contention of sales consul-
tant Dan Tyler, who feels every radio salesperson could benefit from us-
ing the phone more. Dan is a former KHJ/Los Angeles and KHOW/Den-
ver air personality who made the switch to sales and was until recently
VP/GM of KZJO (formerly KSXX)/Salt Lake City.

“Having done it both ways,” Dan says,
“I'm convinced of this: once you learn how
to work with the telephone, you’ll sell more
than you’ve ever sold before and you’ll ser-
vice more effectively.”

The telephone can be misunderstood
because we tend to equate it to insurance
salespeople and others who call homes and
can be a nuisance, Dan says. But there are
a number of intriguing reasons why the
phone can be helpful. For one, some recent
studies indicate that it’s easier to judge so-
meone’s honesty and enthusiasm by phone
than in person. As an example, when so-
meone is being less than candid, often his or
her voice rises. But in a face-to-face
meeting, that trait may not be detected.

“Once you learn how to work
with the telephone, you'll sell
more than you've ever sold
before.”

Another reason for increasing the use of
the telephone is its ability to maximize the
use of your time. Many small market sta-
tions successfully use a bank of telephone
salespeople to do phone pitches constantly.

How far do you go with a sales effort by
phone? Dan emphasizes that with skill
it’s possible to get a commitment, and
always get a good idea of the value of the
prospect. He explains, ‘“When selling an in-
tangible, you’re dealing with a philosophy

| O TSR b T A
“Telephone prospecting, selling,
and servicing will save time, en-
ergy, and money.”

(a concept), and for the most part, it’s
words and ideas that will form the basis for
selling that philosophy.”

Dan explains that ‘“telephone selling”
means doing most of the things that you do
when you’re selling in person:

* Having something specific to sell
(packages, promotional tie-ins, features,
etc.)

* Handling objections

e Talking dollars, budgets and com-
mitments

e Getting information about the
prospect’s business

¢ Giving information about your radio
station and matters relating to advertising.

Reasons For Using The Telephone

“The most important thing is not to get an
appointment,”’ Dan reasons, ‘‘but to make a
sale with the least amount of expended
energy and time. Weigh the value of the
prospect against the effort it will take to
make the sale.”

Next, Dan offered several additional
reasons for using the telephone:

 Telephone prospecting, selling and ser-
vicing will save time, energy, and money.
By decreasing driving time, a salesman
will automatically give himself a substan-

RAB Sets Third

" Sales Convention

| The RAB has announced dates, location, and the names for its third an-
nual Managing Sales Convention. According to Managing Sales Conference
Committee Chairman Fred Walker,
29-February 1 at the Amfac Hotel & Resort in Dallas. Keynoter will be Herb Cohen, author of
“You Can Negotiate Anything.” Broadcaster/psychologists Dr. Toni Grant and Dr. Joyce
Brothers will be featured participants. The closing address will be delivered by Beveridge
Business Systems President Don Beverldge in an “upbeat, motivational” mode.

Other participants include Bill Brower, President of Bill Brower Associates, on effective
management style; Dr. William Joyce of the Wharton School of resolving management/sales
conflicts; Purdue's Dr. Robert Schwarz on brainstorming creative solutions; and sales/manage-
ment training consultants Ken Greenwood and Charles Reilly. Panels on co-op, demographic
sales strategies, women in sales, hottest promotions, dealing with cable, and “Everything Sales

the meeting will be held January

Managers Need To Know About Programming” will also be featured. I

%

tom line.

sales executives who never call on agencies.

The Push For
More Retail Sales

Many of the conversations I've had recently regarding sales involve a
great deal of discussion about calling on retail accounts directly. After all,
some suggest, radio account executives, especially in major markets, spend
too much time with media buyers and not enough time with the general
managers and presidents of retail outlets — the ones concerned with the bot-

For example, K101/San Francisco General Sales Manager Dick Stein has a retail sales staff
totally autonomous from his local sales staff. K101 has a retail sales manager and three retail

Instead, Dick described their duties as going direct to stores and chains, in addition to
packaging co-op advertising. The station pays higher commission on all direct accounts: 10%
commission on Grid Four, 11% on Grid Three, 12% on Grid Two and 15% on Grid One.

As a result of caling on top decision-makers — CEO's, presidents, and marketing VP's,
most of whom know very little about the station — account execs seldom discuss ratings, rates
or GRP's. Dick said his staff emphasizes three points:

1) Stress the importance of K101's 25-34 audience.

2) Emphasize that the worst newspaper readers are in their demographic.

3) Go for a 15 to 20-spot schedule or promotion.

“We also talk to them about our writing the copy,” Dick said. “We do not do a whole lot of ad
jingles because we emphasize the concept of price and item advertising.”

tial salary increase, especially in markets
where there is a large area to cover.

« Intelligent use of the telephone for pro-
specting will help you to avoid meeting with
unproductive people. By asking the right
questions, and directing the conversation
toward those things you need to know about
the potential of the prospect, you’ll cut
down the number of wasted appointments
.. . and it’ll make your in-person calls more
effective.

RESULT: Lower call/close ratio

 Using the telephone as a sales tool may
enable you to reach many more people. The
one irrefutable fact that all good salespeo-

T
“The telephone takes prece-
dence. Have you ever been in
a client’'s office when a com-
petitor called on the phone?
What happens? You get put on

hold!”
e = === ]
ple know is the more people you talk to the
more sales you’'ll make. And, as you
develop better telephone-selling skills,
you’ll be able to sell at a higher percentage
rate.

¢ The telephone takes precedence. Have
you ever been in a client’s office when a
competitor called on the phone? What hap-
pens? You get put on hold!

o Selling on the telephone works fast and
creates the potential of a larger volume of
sales in a shorter period of time than out-
side trips. The results are immediate. After
feeding your system with callbacks, you’ll
always have potential clients.

¢ With the telephone you’re using the four
most important strengths of radio:

» Reach (call many people)

» Frequency (call many times)

» Selectivity (choose the businesses that
need your station’s target audience . ..
those that are ripe for seasonal advertis-
ing . . . ideas that would appeal to a cer-
tain type of business)

» Sound.

e The telephone offers an efficient,
timesaving method of developing new
business, and is a strong selling device for
presenting special packages in weak areas
such as weekends, evenings, all-night
shows and slow times of the year. It allows
you to isolate a business category and cover
it in a relatively short time.

* It's easy to get important information
on the telephone. The threat of a contract is
not present and the prospect knows that he
is in control . . . so he will give you what you
need most; his time to listen to you and
open up with his feelings about advertising.
He’s also aware that you are armed with
the potential to increase his business.

¢ Using the telephone for servicing your
client in any size market is by far the best
and most efficient way of doing it. He’ll ap-
preciate your thoughtful consideration of
his time.

* While working with the telephone at
your desk you’ll have easy access to more
information (tickler file card, service infor-
mation, payment record, present and old
copy, special sales packages, features,
etc.), resulting in a stronger appearance of
someone who is good at his work.

* To increase productivity, you may be
faced with some agonizing decisions on
what to do with marginal accounts — those
that spend little, but still demand much of
your time. You could continue to handle
them as you do your more profitable ac-
counts, but that’s costly. You could stop

“The best way to service mar-
ginal accounts is to do the bulk
of it by telephone.”

calling on them, and hope they continue to
do business with you. Here you risk losing
their current volume and the growth poten-
tial they represent. The best way to service
marginal accounts is to do the bulk of it by
telephone.

¢ Research has shown that a contact soon
after a contract has been signed is often
critical to retaining the client. Clients often
“‘rethink’’ the correctness of their decisions
immediately afterwards. By a planned pro-
gram of telephone contact following the
sale, “perceived risk” is reduced and the
correctness of the buying decision is rein-
forced.

In summary, increased use of the
telephone may aid your sales efforts to a
significant degree, saving time and quite
conceivably generating money. And in to-
day’s economy, the phone is not a method to
overlook.
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JOEL DENVER

RADIO AND RECORD EXECS REACT

Superstar Logjam
Causes Concern

The Christmas buying season is fast approaching, and with it the
number of products to spark the public’s gift-buying imagination ex-
ponentially increases. This is also the time of year when the most record

albums are sold .

. and is the record labels’ last opportunity to turn

around a less-than-spectacular financial picture for 1982.

For that reason, a lot of superstar product
is released. This year there’s a glut of
superstar record product being promoted
which surpasses any year in recent
memory. In a market already splintered by
video games, home taping, and a soft
economy in general, the hope is that all of
this superstar product will lure people into
the record stores to buy in record numbers.

The theory is a good one. Put better and
more of it in front of the public, and you
should have more sales. But if there is a
limited amount of dollars to go around, isn’t
an overabundance of product, no matter
how strong, going to dilute the dollars, no
matter how big the artist?

Over the last three issues of R&R, not in-
cluding the one you are currently reading,
there have been 17 CHR Breakers! In one
particular week (R&R 10-15) there were
eight Breakers . . . a new all-time high. This
alone illustrates the overabundance of pro-
duct being heaped on programmers, and
eventually the buying public.

While no one in radio should be upset
about having good product to play, there
are a number of programmers who have
expressed some concerns about being able
to play all the potential hits currently
available in rotations that will allow the
listening audience and buying public to ab-
sorb them. Sharing many of the same con-
cerns are several record executives. I talk-
ed with some radio and record represen-
tatives for their thoughts on this unusual
situation.

e == == ———a 0 —a ...

RCA VP/Promotion
John Betancourt

John Betancourt heads one of the most
aggressive promotion teams in the
business. RCA has a
lot of records on the
charts right now . ..
timed to coincide
with the Christmas
rush. However, John
doesn’t necessarily
agree with this
philosophy.

“While every label
has a lot of great pro-
duct out there right
now, this glut will end up costing every
label a lot of money. RCA has lots of pro-
duct all year long, but for everyone to jump
into the arena with all of their heaviest acts
at one time is defeating the purpose.

“I'd say that 80% of a record company’s
yearly business is done between September
15 and January 15 of each year. ‘‘The pro-
blem is that I've never seen so much heavy
product at one time before. It’s almost im-
possible for radio to handle this amount of
product based on the kind of rotations they
currently have set up. As a result, many of
the unknown or newer acts are going to get

John Betancourt

caught in a squeeze. This means a loss of
money spent already on their development.

“Today, it takes from four to six weeks to
see sales start in a market. Radio is almost
being intimidated into changing their
system. PD’s aren’t paid to break records,
they are paid to get ratings, and those
ratings bring in sales. While music is im-
portant, it isn’t the top priority it once was
at many radio stations. I just don’t think
there are that many music programmers
left.

“It's almost impossibie for radio
to handle this amount of product
based on the kind of rotations
they currently have set up. As a
resuit, many of the unknown or
newer acts are going to get
caught in a squeeze.”

—John Betancourt

“It’s a big investment for a record com-
pany to release a new artist. The signing of
the act, and the cost of your promotion
staff, independents, marketing costs, and in
some cases tour support, runs into a lot of
money. I predict that many of these newer
acts with releases out now will not last
through six weeks of sustained airplay for
us to find out if they are hits.”’

If there is such concern over too much
product, does the record label have much
say as to when product is released? ‘“You
don’t often know when an artist is going to
deliver material,” replied John. ‘“Most of
the time you schedule it according to the
strengths and weaknesses of the other prod-
uct surrounding it, if given that choice.”

John went on to caution, “The industry
has got to take another look as to what
makes a hit record for radio. I think after
you take the top five singles on a chart,
those below it have a sales variance of 300 to
400 pieces. The difference between the
number 6 record and the number 14 record
might only be six pieces.

I fear that this problem is one that might
not go away. This fourth quarter’s logjam
of product should make all labels more open
to spread their product more evenly
throughout the year. If the money situation
stays tight this will become a seasonal
business. It’s a war out there and there are
a lot of records getting caught in the middle
of that war.

“My concern is that you can’t go out there
with records for two or three weeks and
then let them go. Radio is almost forced into
that situation because they only have a cer-
tain amount of slots to work with. I can’t ex-
pect to take every one of those slots every
week. I'm not sure if we haven’t reached
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assembly-line proportions with our promo-

tional activities.

“I really think that everyone realizes it
takes six to eight weeks for a record to real-
ly kick in but no one wants to operate that
way. It scares me. If radio won’t stick with
a record for six to eight weeks then don’t
play it. The same goes for a record com-
pany. If you don’t believe in it, don’t put it
out there. Record companies need to use
smaller test market situations again before
spending a lot of money to find out the
record isn’t a hit,” he concluded.

Scott Shannon, PD

Q105/Tampa

Scott is a seasoned veteran who’s also
spent time as VP/Promotion for Casablan-
ca and Ariola Records. He agrees with John
that too much pro-
duct is a problem,
“There are just too
many great records
out there for radio to
handle right now. The
record companies are
under pressure from
these heavy artists.
There are too many
big acts with too
much clout behind S0t il
them all going for a limited amount of
available airplay time.

“I've never seen it this bad before,” Scott
remarked. ‘“The new acts, or shall we say
the up and coming acts, might be in trouble
right now. I've recently seen enormous
amounts of pressure being applied to pro-
jects by big-name acts that have stiff
records. This stems from artist’s manage-
ment bringing pressure on the promotion
department.”

Does Scott think record companies need
to plan better next year? ‘“Yes, but I can’t
say that it’s all their fault. The artists have
a lot more control of their careers than they
used to. They keep putting off completion of
their albums then the deadline is staring
them in the face. It’s just like taxes. Lots of
people file just before April 15.

“In a sense this situation will force artists
to consider their product more carefully.
Many major acts have recently seen their
product stop on the charts at number 20 and
wonder why.

“If people say that only the big hits are
selling, then only make big hits and put
them out exclusively. Give us a hit, we’ll
play it and it will sell. I don’t see any pro-
blems with those records that are really
hits. Virtually every record that you see ex-
ploding right now is a big-name artist. Un-
fortunately they will push some lesser-
known acts to the wayside.
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“Everyone knows just like with
motion pictures this is a heavy
release time, so there is more
competition than ever before. |
think they should have put this
stuff out many weeks before

now.” —Scott Shannon
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‘A couple months ago no one had heard of
Men At Work, but we played it and it
became a hit. If ‘Who Could It Be Now?’
were released today, it might be having a
bit more trouble with everything else out
there right now. We are already exposing
new material, but there is just too much of
it out there to deal with.”

Will Scott Shannon be opening up the Q105
playlist a bit to acc6mmodate? ‘“We've
already expanded a bit,” he said.

“Record companies are very late this year
in their big holiday release schedule.
Everyone knows just like with motion pic-
tures this is a heavy release time, so there
is more competition than ever before. 1
think they should have put this stuff out
many weeks before now, and it should run
in a steady flow throughout the year.”

R&R/Friday, October 29, 1982
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PolyGram VP/Prometion
Bob Edson

Bob Edson has also been in radio, but has
spent the last 15 years of his career in
records. “In a way I'm glad to see all of the
big guns out,” he
says. “It’s traditional .
for this time of year.
Hopefully from a i
total industry point of
view it will mean
more attention is
focused on the record °
stores, but in the end
the real quality stuff
is going to sell, ; .
and the marginal Bob Edson
material will be in trouble.”

Will all this product out there at one time
end up as a self-defeating force? “In
general, yes. Anything that’s not of outstan-
ding quality really won’t have a chance to-
day. I think next year you’ll see things
spread out more than they are now. You’ve
got to remember one thing, the release date
is not always the choice of the record com-
pany. We were promised product in May
that was just recently delivered. We are
helpless to solve this problem,’” he confess-
ed.

“You can best believe that this backlog of
product is the subject of some important
conversations at this record company. I
don’t believe in this fall release thing as the
only time to come with major acts. Sure
there are times of the year when the sales
are a bit slower, but look at John Cougar.
He’s over 2 million albums and that'’s
through the summertime.
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“You've got to remember one
thing, the release date is not
always the choice of the record
company.” —Bob Edson

“I see a lot of records going on a lot of
radio stations based only on the name of the
artists, not on the basis of the quality of the
music. I can and will include some of my
own product in that category. If radio is
having a problem with this influx of
material, then they need to become more
selective and go with what they think
sounds right, not what has the right name
on it.

“These choices aren’t easy. Can you
justify passing on a name act? By the same
token, can a record company afford to sit
around and not be in there with their big
product? It's better to have 7% of the
market than zero. The creme de la creme
will rise to the top every time. What is con-
sidered a hit varies with the available pro-
duct.”

Bob directed his next statement directly
to radio. “If this is really becoming a prob-
lem, then why don’t PD’s expand their
playlists a bit more. Everyone is tired of all
the oldies we’'ve heard for so many years. I
don’t think that record companies need to
make all of the adjustments . . . radio needs
to help out too.”

WQLT/Florence, AL
PD Ralph Carroll

Ralph Carroll is.one PD who thinks the
glut of product is just fine. “I'm going to
continue to expand my list to accommodate
the situation. I'll cut ;
back on the oldies as
long as there is a lot
of good current pro-
duct to play. The au-
dience wants to hear
good product.

“Being in a smaller
area allows me to do P
this. With a shorter
turnover rate in a big- % ﬂ
ger market, you've Ralph Carroll

Continued on Page 20
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Superstar Logjam C

Continued from Page 18

got to be somewhat more conservative, but
here we have people that will listen to the
station for hours on end. I'm glad I have
that flexibility.

“If there is a record on my playlist, then
it gets played. No lunar rotations here. A
record is given about four weeks to show
some reaction, and that’s about as fair as I
can get. I think some PD’s need to give
things a fair shot. If a record doesn’t get
good rotation, it can’t sell.”

Network President
Al Coury

Al Coury has headed some of the most
successful promotion teams at Capitol and
RSO Records. Now that he runs his own
label, the glut presents a special set of pro-
blems for him.

“I've never seen anything like this
before, and I think it’s a reflection of the
strain of business conditions in the record
industry. Everyone is 3 :
hoping to get that hit +
single out in time so
that the - alburh is
peaking in sales at
the Christmas sea-
son., Everyone has
been trying over the
last few weeks to get
their product ready
for the fall.” '

In defense of the Al Coury
glut, Al remarked, “I don’t think everyone
knows what everyone else has got coming
out. This has all been planned anywhere
from six months to a year ago. Record com-
panies aren’t taking the time to look at all
sides of things. They are looking out for
themselves, not the other companies.’’

About six or eight weeks ago we had a
product lull. Wouldn't it have been smarter
to release some of this heavy product back
then? “This is true,” Al agreed, “I just
don’t think that the labels have as much
control over those areds as is needed. When
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“I think this year’s problem will
be a tremendous lesson to all
about spreading the product out.
If there is this much major pro-
duct out there, then all of the
work and effort over the last six
months spent on up-and-coming
acts was for nothing.”

—AIl Coury
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a Lionel Richie, or a Hall & Oates wants
their record out, are you gonna say no to
them? You might have more control over a
Stray Cats or Toni Basil, but you put out
your big acts when you get them.

“I think this year’s problem will be a
tremendous lesson to all about spreading
the product out. If there is this much major
product out there, then all of the work and
effort over the last six months spent on up-
and-coming acts was for nothing. That’s a
tragedy that shouldn’t have happened.

Given the choice next year, I think they will
spread it out. It's tough to stifle the en-
thusiasm of a major act.

“This adds pressure to me like I have
never seen before. For a group like Moving
Pictures, it is tough. Everything that’s a
work record is struggling to survive. We
aren't shooting just for a Breaker, we’re
looking to stay alive. It’'s a week-to-week
thil)g.”

B104/Baltimore PD
Jan Jeffries

Jan runs an average length playlist of
about 25 to 30 songs, about three or four
adds a week, and carries a couple of extras
How has this situation affected him?

“This large amount of product has
prevented us from giving the proper rota-
tion to some of these new tunes. If you don’t
play them, and the d >
guy down the street £
is, then you can get ©
hurt.

‘“Each week it
seems we’ve been
having to add four to
five songs, and it
becomes too much to
play effectively _
encugh for the au- TNSESES
dience to get familiar Jan Jeffries
with. This becomes an unfair situation to
the artist, the radio station, and the au-
dience.
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“Each week it seems we've
been having to add four to five
songs, and it becomes too much
to play effectively enough for the
audience to get familiar with. This
becomes an unfair situation to
the artist, the radio station, and
the audience.” —Jan Jeffries
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“I’ve given some thought to adjusting my
rotations to compensate. The trend to A/C
has made everyone play more oldies than
ever. But that’s also created a void to play
more currents. In a sense, this extra
amount of product is good if you aren’t lock-
ed into a lot of oldies. This product makes
being a CHR station that leans on currents a
lot easier to pull off right now.

“In nine years as a PD it’s never been
this heavy. A few months ago we were
starved for great records. Now we’ve got
plenty of them . . . too many in fact. During
the last two weeks, the amount of pressure
from companies has been amazing. They
are going to hurt themselves. This is a
case where more is not better, and they’ve
got to exercise more control over the flow of
product.”

e vmscai = et e
VP/Promotion MCA

Pat Pipolo

Pat Pipolo echoed the sentiments of the
other promotion executives by saying,
“What are you going to do? You call them

auses Concern

as you see them. I
wouldn’t complain
about the glut of good
records at all. I only
wish more of them
were mine. Record
companies have no
control over the
release of product.
Most of the releases I
are controlled by con-
tractual obligations. Pat Pipolo
Sure it’s tough out there, but it’s just
heavier this year than in years past.

“Other factors that dictate when product
is released are the artist, the manager, and
the publishing company too. If a promotion
VP thinks he has a shot with something, they
are going to release it, but in most cases
there is no control. Macy’s doesn’t tell
P===ml e

“Record companies have no
control over the release of pro-
ducts. Most of the releases are
controlled by contractual obliga-

tions.” —Pat Pipolo
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Gimbel’s. I can hold some new product until
the first of the year and I have, but these
are not superstar acts . . . they are newer
acts. It was done to protect the new product
from the onslaught of this product that
demands airplay.”’

WZOK/Rockford PD
Tim Fox

Tim is new to the PD position at WZOK,
but following in the footsteps of his prede-
cessor (Dallas Cole), he runs a conservative
playlist and is feeling the effects of the glut
more than most.

“‘No doubt about it, the pressure is really
on right now. The best stuff is out there, and
it makes it very tough for a PD or MD of a
station with a short
list like ours to deal & = 4
with all of it.

‘“We’ve got to real-
ly think about what
songs we’re going to
get the most mileage
out of, and what the
audience really
wants to hear. Do
you go with a hit
record by an
unknown or with a superstar that’s got a
new record? Your guts are very important
right now,” he.stressed.

“I can’t remember when it's been this
heavy. A lot of new product is good, so you
beat your brains in trying to make a deci-
sion. When we go on a record we really play
it to educate the audience to the artist and
the song. It’s the only fair way. We em-
phasize this especially during the first three
to four weeks, and open the phones to get
their reaction.”

Can a radio station afford to expand its
list right now just for a temporary heavy
product load? “In some cases yes, but in
many others, I'd say no. Dumping all of the
big guns on the market at once isn’t the

Tim Fox

“RERIFriday, October 29, 1982

smartest thing to do. The economy can’t
take it. Here in Rockford we have an
unemployment rate of 20.3%, the highest in
the country.
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“We've got to really think about
what songs we’re going to get
the most mileage out of, and
what the audience really wants
to hear. Do you go with a hit
record by an unknown or with a
superstar that's got a new
record? Your guts are very im-
portant right now.” —Tim Fox
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“‘Our position is that we have a 21-record
playlist, and we’re going to keep it that
way. We'd rather stick with a sure thing. I
don’t have to expose new music, but want to
when it makes sense for the station, and the
audience.”

Cooperation From Both Sides

The record glut we are currently ex-
periencing is a double-edged sword. Sure,
the music is great, but all the great music in
the world won't keep the doors of record
companies open if the cash register isn’t

ringing.

Let’s hope this situation will cause record
executives, artists, and their managers to
consider alternative release schedules, in-
stead of the fourth quarter for all the heavy
product.

Radio should also keep its eyes and ears
open to aid record companies with good
business practices. If you are going to play
something, then it’s only fair to give it good
rotation. One play a day on the all-night
show isn’t going to sell any product. If you
play new music, you might want to consider
a temporary format adjustment to compen-
sate for the overflow of product. If you add
a record, give it a sufficient number of
weeks to kick in before dropping it.

The old thoughts and philosophies of what
worked a year or two ago need to be
scrutinized closely by both radio and
records. With things being what they are to-
day, neither side can afford to continue pull-
ing in opposite directions any longer.

KRNA TURNS GOLD AND PLATINUM — In
recognition for its -efforts in breaking E/P/A
acts Aldo Nova, and Survivor, KRNA/lowa Ci-
ty was given gold and platinum awards
respectively. Shown (I-r) is PD Bart Goynshor
and Epic rep Dan DeNigris.

WIRELESS
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JEFF GELB

The Last Word
On Consultants

Consultants have been in the limelight lately, appearing on AOR panels
at annual radio conclaves, including the NRBA, which I covered in depth
in the 9-24 issue of R&R. Ordinarily I wouldn’t return to the same cast of
characters for an article so soon, but when I listened to a cassette record-
ing of an AOR consultant panel that was taped at the recent CBS rep firm’s
annual sales seminar, there was some material that was too good not to
be shared with R&R’s readership. So, excluding areas covered in previous
articles with the same people, here are some of the highlights of that

meeting.

Research, Music Choices

The panel’s four members were Lee
Abrams, Bob Hattrik, Jeff Pollack and
John Sebastian. When the panel was asked
how songs were tested in callout research,
Bob Hattrik responded, “It’s ludicrous to
attempt to evaluate a song over the phone
no matter how much of the hook you play.
The purpose of playing a hook down a phone
line is to help your respondent recognize it.
If he doesn’t, you don’t ask him any more
questions about it. If he does, we ask ques-
tions regarding his listening behavior, and
other evaluative questions. We do
multidimensional scaling and factor
analysis of these research results. It sounds
complex, but the actual printed results are
easy to assimilate, more meaningful, far
more accurate, but most importantly, the
respondent has an easier time understan-
ding what it is the interviewer wants from
him.,’

In discussing the music choices made on
his stations, Jeff Pollack noted, “I'm see-
ing less ‘brand-name’ loyalty among the
stations and their listeners. Everything
seems to depend on the strength of the
songs, not the artists. A major artist could
have a stiff album if the songs aren’t right.”
John Sebastian stated, “The reason we don’t
play anyone but bands like the Beatles and
Rolling Stones is that record companies
haven’t given us anyone as good as they
are. As soon as they do, we’ll play them too.”

R.1.P. Kickass

When an audience member wondered
aloud whatever happened to the ‘‘kickass”
terminology popularized on Sebastian’s
early client stations, he responded, *Its
popularity has waned so we haven't used it
in about eight months. However, it was a
magnificent positioning statement to help
create an image for a station through talk in
the marketplace. Its negative reaction
among some advertisers was more than
made up for by the quick ratings gains
made by the stations that used it as a posi-
tioning statement. In that regard, it was
very successful.”

TV or Not TV

Another positioning tool, TV commer-
cials, were discussed with an emphasis on
whether it was better to buy a generic but
customized spot, or to try to do one yourself.
All the consultants agreed that homemade
spots often look homemade, while prepack-
aged spots can absorb their higher produc-
tion costs through sales of the spot to many
stations. Jeff Pollack advised, ‘‘The
questions to remember when buying a TV
spot are: What do I want the spot to say,
and, is this spot telling my station’s story?’’

Ratings Comparisons

No radio discussion lasts long without
references to ratings. This audience wonder-
ed whether the consultants favored Birch
to Arbitron, as Birch usually shows AOR
with higher 12+ figures. Jeff Pollack voiced
a universal truth: “When the ARB is good,
we love the ARB. But, ’ he added, “Birch
provides a better picture of the format’s
strengths, so long as you average the
results over a three-month period to spot
trends. One-month Birch results don’t. tell
the whole story.” Sebastian said, “Birch is
my preference because their recall time is
shorter, which leaves less room for error.”

“Stations without consulitants
usually get beaten.”
— John Sebastian

Hattrik agreed, noting, ‘“To ¢reate our
rotations, we have to use time-spent-
listening estimates. Basing those estimates
on ARB data is ludicrous because of their
seven-day diary. If you've ever looked at
one that’s been filled in, you can see that
times are often rounded off, and most of
them look like they were filled out at one sit-
ting. Perhaps the first day’s entries are ac-
curate but the rest is just a mess. We do in-
house research that employs a one-day
diary with telephone retrieval, making
eight attempts to retrieve the information
by phone. It’s ridiculously cost-prohibitive
on a national scale, but it gives us the most
accurate information we would ask for.
Birch comes closer to what we use than Ar-
bitron.”’

Whither Goeth 25+ Listeners?

Lee Abrams was questioned at length
about ‘‘Superstars 2” and its initial client
station, KFOG/San Francisco. Of course,
he was quite enthusiastic about the for-
mat’s future potential for capturing 25+
listeners, which is its target demo. But John
Sebastian expressed doubts about the im-
mediate ratings benefit of ignoring AOR’s
12-24 core audience. He pointed out. “AOR’s
strength in teens and up to 24 has just
emerged in the past few years. Those
people will grow up listening to AOR, but
it’s going to be a few years till they’re 25 or
older. So I see real growth in that age group
still a couple years away.”

Consultant Picks
Consultants love to talk about consulting.
When asked to defend their jobs, Bob Hat-
trik offered, “We play the role of teacher,

Century VP Shelley Gratman:

‘“KSHE’s St. Louis studios are on the
ground floor, with a window facing the
parking lot that looks directly into the air
studio. For 15 years now, listeners have
been by the station to visit outside the win-
dow. The jock actually faces away from the
window when he's on the air, but when he's
not, he'll often talk to the crowds out there.
Often, the windows are kept open in the hot-
ter months, but the opening isn't sufficient for
someone to crawl through. The most he
could do is extend his arms into the studio.

“In all the time we've been working in this
potentially perilous situation, we've never
had a seriously hostile individual show up. It's
a blessing, really. The crowds can be overly
enthusiastic sometimes, so we'll have to
close the windows for a few minutes. Invari-
ably, those people will go away quickly. But
most of them are there out of affection and
curiosity. Many are frequent visitors, and are
very understanding of the jocks’ other duties.

“We have made one concession to the
situation: we never put a female announcer
on the air when it's dark. it's an obvious com-
pany policy to protect our women against
elements which might be perilous to them.

“The kids are really just there to party. And
their enthusiasm is infectious to the jocks.
Also, the crowd noise on the air makes for
great party ambience. And that's what good
rock radio's all about.”

The following comes from Steve Sutton,
now midday air personality at WMMR/Phlla-
delphla. But in 1971, Steve was doing
nights at WMMS/Cleveland, where he
recalls:

“In those days they were at 55th and
Euclid, the baddest part of the solar system.

Son Of Station
Security Stories

t's always a great feeling when a column I've written evokes positive '
reader response. It seems | really hit a chord with my recent round of [
stories from AOR programmers about the tough question of jock safety. ’
Two readers took the time to offer their own stories that merit passing along. |

Even the police were afraid to come up to
that part of town. We had a guarded parking
lot that the guards didn’t want to patrol. | re-
call our GM at the time, David Moorhead,
getting rolled in that parking lot by guys with a
lead pipe. If that lead pipe hadn’t been rolied
in newspapers, it could have killed him.
Davld Kemp, who was doing middays for us,
carried what cops called a 'purse gun’ — a
.25 calibre automatic. One time, two guys
had tried to roll him in the parking lot, and he
shot one of them in the tush!

“Anyway, one night | was walking down the
hall and | saw the engineers chaining the
doors to the parking lot, and piling furniture in
front of the doors! | asked one of them what
was going on, and he opened the door a crack
for me: outside were three guys dressed in
Black Panther outfits (and this was at the
height of Black Panther activity) with high-
powered rifles!

“| figured it was all over: the revolution was
here and it was starting by taking over radio
stations! Well, the engineers, in their panic,
had forgotten to call the cops, so | rushed
back to the control room and called them. For
some reason, they didn't come right away —
it took them about fifteen minutes, and by
that time the Panthers had split.

“The moral is, always know the number for
the police department, and ‘don’t be afraid to
useit!”

It’s nice to run stories like the above that
have happy endings. But these stories
suggest the necessity for strong security
measures that can be put into place at a
moment's notice. If you've never met with
your staff or administration to discuss the
security of your airstaff, what are you waiting
for?

injecting systems, coordinating music and
promotions, and sharing information from
other stations on diverse levels.’’ Jeff
Pollack noted, “Most businesses use con-
sultants, and radio is ‘a very successful
business. In major markets, a radio station
can make millions of dollars in a year. You
don’t want to play around with those kinds
of numbers. When you make major
decisions you want professional input, and
we can offer a learned, objective opinion.”

John Sebastian pointed out, ‘“Look at our
track records. Stations without consultants
usually get beaten. We are very successful.
Generally, when we’re against an uncon-
sulted station, we win.”

The loaded question of the evening was
what one other consultant would each
panelist recommend . . . if he had to. After
much good-natured grousing about the un-
fairness of the question from everyone on-
stage, all four answered in this order: Bob
Hattrik: John Sebastian; John Sebastian:
Bob Hattrik; Jeff Pollack: Lee Abrams;
and Lee Abrams: Jeff Pollack. Do I detect
some mutual admiration societies forming
behind the scenes?

And that is the last word on consultants,
at least for a while.

Honest!

Unless, of course . . . but that’s another
story!

WGRQ TAKES TO THE AIR — WGRQ/Buffalo was picked as the official area Who station for
that band'’s local concert date. To cover the full scope of the event, WGRQ night rocker Carl
Russo (right) took to the air in a rented plane for traffic and concert reports.
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EVOLUTION

It’s a good week for new AOR’s: First,
welcome back KAWY/Casper as an AOR.
The station, now known on the air as KY%4,
is programmed by Mark Rainer . .. For-
mer WXUS/Lafayette PD Stuart McRae
starts up new AOR WHSP/Mobile as PD,
switching the station from religious to AOR
by December 1 ... WMGM/Atlantic City
goes live AOR from TM Stereo Rock on
November 1 with Tom McNally as PD and
Mark Didia as MD . . . Bruce MacGregor is
named PD at KQDS/Duluth and Brian Tay-
lor MD ... WMMR/Philadelphia names
Pauline Babikian Assistant MD . .. John
Dibella moves from WLIR/Long Island
mornings to same at WMMR . . . KMEL/
San Francisco hires former KSAN/San
Francisco PD Bonnie Simmons and KOME/
San Jose’s Gene Mitchell for weekend air-
work (Simmons retains her position with
Bill Graham Management as well) . . . Dan
Carlysle exits airwork at KLOS/Los
Angeles . . . Timmo Cawley joins WXLP/
Davenport from WTAO/Murphysbero.

AOR Reporter Profile

KEZO/Omaha

PD: Greg Gillispie

MD: Joe Blood

POWER : 100,000 watts

CONSULTANT:
Superstars

SLOGAN:

“Z92 — The Rock”
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Kasim Suiton.

WABX EXPOSES PRODUCERS — WABX/Detroit has begun a series of “Budget X-Posure”
concerts for rising talents. The first to headline a show were Portrait's Producers, in a $2.99
debut to Detroit audiences. Pictured (I-r) are band’s Van Temple and Wayne Famous, WABX
PD Carey Curelop and MD Greg St. James, band'’s Bryan Hoimes.

-

UTOPIA IN CLEVELAND — Cleveland has long been a haven of popularity for Todd Rund-
gren and Utopia, so it was only fitting that the band kicked off its new tour, in support of its
first Network album release, in Cleveland. Pictured backstage afterwards (I-r) are Network
President Al Coury, WMMS MD Kid Leo, Rundgren, band's Rogert Powell, Willie Wilcox and

Pictured is one such contestant with mc and KENO

MYSTERY MIDRIFF — No, this isn't a modern-
day slave auction. It's a KENO/Las Vegas bikini
contest that’s a bit different — every contestant
was also asked to wear a mask (presumably so
as not to detract from the charms of the bikinl).

PromotionDirector Charlie Morris.

TALKING BACK TO THE STAR — When Is-
land's Steve Winwood was interviewed via
satellite on Rockline recently, he was actually
sitting in WPLJ's New York studios. Winwood
(right) is pictured chatting with WPLJ air per-
sonality Mark Coppola (left).

COLOR
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“Z92 is ‘the Rock,” Omaha’s only
AOR station. Our main competition is
an FM CHR station which plays a
wide variety of mass appeal music.
Z92 targets for the 18-34 demo, with
our strength lying in the 16-24 age
group.

“Promotionally, Z92 is very active.
We offer our listeners several low-
cost or free things to do around town,
as well as constructing major promo-
tions that tie in with local events,
concerts, home entertainment, and
various merchandising compaigns.
792 is Omaha’s concert connection,

THE PROFESSIONAL HOUR: Many
AOR’s have “Amateur Hours,” where lis-
teners are invited to do guest DJ shows and
get paid to do so. Well, WRVU, the campus
station of Vanderbilt University in Nash-
ville, has turned the tables on this
promotion. WRVU has started a new
weekly show called ‘“The Professional
Hour,” wherein various local radio pros are
invited to host an hourlong show of their
favorite songs — for free. WKDF/Nash-
ville’s MD David Hall was the premiere
host for the series.

ROCKTOBER ROCKER SEARCH:
Rocktober’s in full swing at WMJQ/Roches-

ter, where station staffers are cruising the
street in the station’s van to spot cars spor-
ting only WMJQ bumper stickers. When a
car is pulled over, if the driver’s listening to
WM.JQ at the time, he’s an instant winner of
$100, or a pair of concert tickets, or both, in
the pockets of the *“I'm a Rocker” satin tour
jacket.
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