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CONGRESS EYES
NEW TAX BILL

Legislation to grant broadcasters
tax writeoffs for FCC licenses is
moving again on Capitol Hill.
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MAKING YOUR
STATION INVINCIBLE

The best way to protect yourself
against attack is by being
prepared. Lee Abrams reveals
the basics of self-preservation.
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BLACK MUSIC TRIBUTE
R&R’s annual salute to Black
Music Month features revealing
interviews with the movers and
shakers of the Black radio and
record industries:
oTop programmers explain
how they defend against
hybrid formats
eKey label execs examine the
latest musical trends
o |nfluential musicians
analyze the increased
emphasis on vocals

FRAGMENTATION KEY
TO FORMAT PANELS

Although format sessions at
R&R Convention '92 varied in
form and content, they were tied
together by a universal theme:
the continuing effects of

fragmentation.
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e John David Sr. VP/Radio
at NAB

oBill Curtis grabs PD chair
at KVIL/Dallas

«Mike Stradford VP/Prog.
at KKBT/L.A.

oBill Pugh takes PD post
at WSHE/Miami
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RADIO & RECORDS

Veronis, Suhler Sees
Big Industry Gains

Radio, records to rise $3 billion each by '96

Radio industry advertising
revenues are projected to grow
6.4% per year during the next
five years, according to a new
forecast by New York media in-
vestment bankers Veronis, Suh-
ler & Associates. Music indus-
try revenues are expected to
jump 6.3% each year to reach
$10.6 billlion in 1996.

VS&A said in its sixth annual
Communications Industry
Forecast that overall radio in-
dustry revenues of $8.45 billion
in 1991 will grow to $11.5 billion
in 1996. Local stations will ac-
count for most of the increase;
however, radio networks are
expected to experience signifi-
cantly better times after sever-

al years of stagnation.

“Radio will benefit during the
next five years as prospects for
an expanded economy and the
completion of retail restructur-
ing lead to expanded advertis-
ing budgets,” said VS&A Presi-
dent John Suhler.

VS&A expects that continued
gains in out-of-home listeners
will stabilize radio audiences,
especially since a slowdown in
cable and home video penetra-
tion is occurring. Noting that
“radio continues to evolve into a
medium mostly heard out of the
home,” the report said at-home
audiences accounted for only
RADIO REVENUE GROWTH/

See Page 28

cknowledging it was the

gineer’’ as DeBella.

“cruelest thing we've ever done,”
Howard Stern, a master at baiting opponents, held a
“DeBaldy Divorce Party” in Philly in “honor” of WMMR mor-

ning rival John DeBella, who's recently separated from his wife.

(Stern is simulcast on Philly Classic Rocker WYSP.) Despite foul

weather, several thousand people gathered near the 'MMR studios

last Friday (6/19) to taunt DeBella and hear live renditions of vicious
song parodies cooked up by Stern’slisteners. Pictured on stage are

(l-r) Stern (in gladiator drag), contest winner, ‘‘Stuttering John'’

Melendez, Jackie ‘‘The Joke Man’’ Martling, and Scott ‘“The En-

Hottest Job Opportunities
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ABC, CBS Radio Nets Go
For The Hard Copy

Printed news services seen as supplemental

Two of the country’s largest
radio nets will begin providing
hard copy news to their affili-
ates this summer. Both, how-
ever, deny any attempt to take
business away from Associated
Press, the dominant player in
the newswire business.

ABC Radio Networks said
last week it will feed a variety of
news services — from local
weather forecasts to interna-
tional reports — to its affiliates
via the network’s data system.
Three days after the ABC an-
nouncement, CBS Radio said it
will offer the Zapnews service
to its affiliates during drivetime
hours via fax machine.

“The times have changed
from the days when 95 percent
of radio stations had a wire ser-
vice,” remarked ABC Radio
VP/News Bob Benson. ‘“Today,
there are thousands of radio
stations operating without one,
but they still might need news
during morning drive or up-
dates on sports scores.”

The “ABC News Wire” will
be supplied and written by Reu-
ters and Gannett News Service,
and fed down the addressable
ABC data printers installed in
each ABC and Satellite Music

WSB’s Neil To
Head Cox Radio
Station Group

Cox Broad-
casting has
promoted Rob-
ert Neil to Ex-
ec. VP/Radio.
He replaces
Michael Fah-
erty, who was
named Exec.
VP/Cox Broad
casting. Neil
was previous-
ly VP/GM of
Cox’s WSB-AM & FM/Atlanta
and Radio Regional VP, East.
No replacement has been nam-
ed at WSB.

Cox Broadcasting President
Nicholas Trigony told R&R that
Neil “brings extensive radio
management and program-
ming experience to his position
— and as Regional VP, he has
proven his ability to assume re-
sponsibility for multiple sta-
tions.”

Neil joined WSB as Station
Manager in 1986. Two years
later he was named VP/GM of
Cox’s WWRM/Tampa. In 1989
he returned to WSB as VP/GM.

According to Trigony, Faher-
ty’s new assignment will in-
volve him in “projects that in-
volve the entire scope of the
[broadcast] division.” Faherty
is currently on a medical leave
of absence.

Neil

Network affiliate. Stations will
have the ability to select only
the categories of information
they desire.

According to CBS Radio VP/
Programming Frank Murphy,
affiliates will be able to select
morning and afternoon drive re-
ports from various news,
sports, and weather merus. Sta-
tions that desire hard copy news
at other times will be referred ,

HARD COPY/See Page 28

White Set To
Manage WNEW
(AM) & WYNY(NY

Veteran
broadcast ex-
ecutive Rich-
ard White has
been named _
Station Man-
ager for West-
wood One’s
WNEW (AM)
& WYNY/
New York.

“I am ex- £
tremely de- White
lighted to have such a charis-
matic leader as Rich White at
our New York properties,” said
WWI Exec. VP Bob Moore.
“I’'ve known Rich for over 10
years, and he has always dem-
onstrated an ability to motivate
people and increase sales and
ratings.” WHITE/See Page 28

OBITUARY

Industry Mourns
Rick Sklar

ick Sklar, the pioneering
Rradio programmer wHho
helped turn WABC/New
York into the most-listened-to
CHR station of all time, passed
away Monday (6/22) during an
operation on his foot. He was
62.
Sklar's daugh- 52
ter, Holly, said

the minor sur-
gery to correct
a running injury
and died shortly
after undergo-
ing general an- §
esthesia. Fur- &
ther details
were not available.

Friends and co-workers were
stunned by the news.

"“Rick gave Dan Ingram, Ron
Lundy, and me our first
breaks,” said WCBS-FM/New
York air talent Bruce Morrow.
“The three of us are united in
our grief and are very shocked.
It's a very sad end; it doesn't
make any sense.”

Sklar

SKLAR/See Page 28
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NAB Taps David
For Radio Div.

NAB lobbyist

John David has
been named Sr.
VP/Radio, effec-
tive July 7. He re-
places Lynn
Christian, who
has resigned to
return to his Los
Angeles home,
I “John David
- * knows the radio
David industry thorough-
ly,” said NAB President Eddie
Fritts. “He understands the con-
gressional and regulatory issues
important to radio, and his back-
ground at NAB prepares him to be
an effective advocate.”

David has been NAB's VP/
Broadcaster Congressional Rela-
tions since 1989. In that post he
oversaw the trade group’s politic-
al action committee, TARPAC,
and its Legislative Liaison Com-
mittee.

Prior to joining NAB, David was
the owner of J.R. Broadcasting
Co., licensee of KFSB/Joplin,
MO; KIQX/Webb City, MO; and
KDBQ/Plttsburg KS

Curlis Named PD
At KVIL/Dallas

AC WWDE/
Norfolk PD Bill
Curtis has ac- |
cepted a similar
assignment at In-
finity AC KVIL/
Dallas. Curtis
joins his new sta-
tion next Wednes-
day (7/1) and
succeeds Michael
Hedges, who re- [§ 4%
cently exited to Curtis
return to his consultancy.

Legendary KVIL morning man
Ron Chapman had been handling
day-to-day programming duties.

Curtis told R&R, “KVIL is a very
special station which I've admired
for years. [When] I was 12 years
old, I’d listen to tapes of Ron Chap-
man and always hoped I could
someday be part of it. It’s a priv-
ilege to join an organization with so
much talent and resources.”

Prior to joining WWDE three
years ago, Curtis programmed
crosstown Norfolk AC rival WJQl.
He also worked at WSNY/Colum-
bus, OH; WNNS/Springfield, 1L;
and WFMK/ Lansmg

STAR 94 Moves
Chesnut To PD

WSTR (Star 94)/Atlanta MD Lee
Chesnut has been promoted to PD
at the Jefferson-Pilot CHR.

OM Tony Novia told R&R,
“When we brought Lee into Star ¢4
back in January, it was our opinion
that we’d hired one of the best mu-
sic directors in the nation. It’s now
time to see what he can do as our
new PD. I'm sure he’s going to be
one of the best in this category as
well.”

Chesnut told R&R, “The main
thing on my mind right now is that
we've found a spot in the market.
CHR is about to get hot again, and
this station sounds like successful
CHRs sounded a few years ago.
[We're] current-based and appeal
to a wide set of demos on either
side of the 25-34 focus.”

Lennon’s LIFEbeat Legacy

Cyndi Lauper (I} and Nona Hendryx (r) joined Yoko Ono as she presented
LIFEbeat with an original John Lennon artwork. The piece was recently
printed in a NYC benefit concert program.

Middle East Broadcasting Wins
UPI With $3.95 Million Offer

Judge gives preference over bid by Charney

London-based Middle East
Broadcasting Centre Ltd. emerged
the victor in a heated bidding war
for United Press International
Tuesday (6/23) before a federal
bankruptcy judge in New York.

The Saudi-owned company,
known as MBC, won UPI after in-
creasing its bid from $3.5 million to
$3.95 million. U.S. Bankruptcy
Judge Francis Conrad accepted
the bid after UPI’s creditors, who
are owed more than $60 million,
said they preferred it to a sweeten-
ed offer from New York real estate
developer Leon Charney, who of-
fered the creditors $3.75 million
plus a 10% stake in the reorganized
UPL

MBC attorney Sandra Riemer
told the court her clients were com-
mitted to making UPI a “profita-
ble, viable, and long-lasting
entity.” She said MBC, which
transmits Arabic and English-
language TV programming via sa-

Stradford Upped
At UC KKBT/i,,ﬁa.

KKBT/Los An-
geles PD Mike
Stradford has
been upped to
VP/Program-
ming at the Ever-
green Media UC
outlet. He joined
KKBT as PD in
March of 1990.
Additionally,
KKBT MDYy after- 7
noon personalify Stradford
John Monds has been promoted to
APD.

“Mike has demonstrated his
knowledge and dedication to this
format and the Beat [KKBT], and
deserves this recognition for a job
well done,” said KKBT VP/GM
Craig Wilbraham. “I have no hesi-
tation in giving Mike the responsi-
bility needed to take the station to
the top.” Prior to joining KKBT,
Stradford programmed KMJQ/
Houston and KMJM/St. Louis.
Monds arrived two years ago from
WUSL/Philadelphia, where he was
MD/afternoon personality. His
other stops included WQHT/New
York, WCKG/Chicago, and WBSB/
Baltimore.

tellite, wants a ‘‘smooth transition”
and won'’t “walk in and just change

things too quickly.” )
MBC is expected to close the
transaction Saturday (6/27) and
become UPT’s fifth owner in the
past ten years. The wire service
has been operating under Chapter
UPI/See Page 28

Menowsky New
GM At Q105/Tampa

Former station owner and veter-
an broker Tim Menowsky will join
Clear Channel’s WRBQ (Q105)/
Tampa as GM when ownership is
transferred from Edens Broad-
casting. The closing is expected
next week.

Menowsky told R&R that he was
chosen for the position for two
main reasons: “First, I've owned
four radio stations and all have
been very successful. Second, 1 live
in this market and know it from ev-
ery angle. Clear Channel wants to
purchase another AM-FM here
within the next 12 months, and they
want me to help them do it.”

Dispelling any rumors about a
possible change of format, Menow-
sky said, “I'm a straight-ahead,
rock & roll kind of guy. I'm CHR-
oriented and I'm very promotion-
minded.”

G

TK VP/PROG.
Pugh PD At WSHE

WRXL/Rich-
mond PD Bill
Pugh has been
named PD at TK
AOR WSHE/Mi-
ami. Hell also
serve as VP/Pro-
gramming for |
the company. ©
Pugh replaces

Brian Krysz, now \ |

PD at KEGL/

Dallas. Pugh
Pugh took the WRXL job last Oc-

tober following a brief stint at Atco.
Prior to that he spent nearly five
years as PD at WKLS/Atlanta.
He's also programmed WKDF/
Nashville and WTUE/Dayton.

wWaAL amarcanradiohistons.com.
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HOW TO IMPROVE YOUR MUSIC
MARKETING EFFORTS

Chris Beck is back with more proven
strategies to help generate greater retail sales.
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RADIO BUSINESS

Eight Companies Propose DAB
Systems For EIA Testing Bout

Eight companies answered the Electronic Industries
Association’s call for DAB proposals, including surprise
entries from AT&T/Bell Laboratories and NHK, Japan’s

largest broadcaster.

“The more people working on
this, the better,” said EIA DAB
Subcommittee Chairman Randall
Brunts, a GM/Delco Electronics
engineer. He noted other proposals
will be accepted until the panel’s
July 16 meeting, since some com-
panies received late notice of EIA’s
plans to establish a U.S. standard
for DAB.

“I think we'll submit a system
for testing in the EIA contest,”
AT&T/Bell’s Head of Signal Pro-
cessing Research Nikil Jayant told
R&R. He’s requested more infor-
mation from EIA on what will be
required for participation in the
test.

Jayant said AT&T/Bell Labs is
primarily interested in having its
digital compression system includ-
ed in the U.S. DAB system. AT&T/
Bell plans to submit the next gener-
ation of its compression system,
previously known as Aspect (the
new version is as yet unnamed).
Most DAB systems proposed to
date use a competing system,
Musicam.

Jayant left open the possibility
that AT&T/Bell Labs would work
with another DAB system de-
signer: “We don’t propose to do
over-the-air testing ourselves.”

Japan Jumping In?

The real mystery is what NHK
has up its sleeve. “I haven’t talked
with anyone at NHK,” Brunts said.
He noted NHK doesn’t have to sub-
mit a description of its system until
December. Working hardware is
due next April for comparative
testing.

Another committee member
suggested NHK appeared to be
keeping the door open for a possi-
ble Japanese DAB entry, but
wasn’t yet committed to designing
a DAB system. NHK’s designated
point man for DAB couldn’t be
reached by R&R’s deadline. Other
NHK officials said they knew noth-
ing about the company’s interest in
DAB.

Another new entry to the on-air
DAB contest was Digital Planet,
which operates a CD-quality music
service for cable TV systems. A

spokeswoman said Chairman
Doug Tally would be available next
week to discuss his plan to adapt
the technology to over-the-air use.

As expected, EIA received state-
ments of intent from DAB propon-
ents American Digital Radio, Kin-
tel Technologies, Mercury Digital
Communications, Thomson Con-
sumer Electronics for Eureka-147,
and USA Digital Radio.

What about Strother/LinCom?
LinCom Sr. Systems Engineer
Steve Kuh told R&R the June 15
deadline for letters of intent “‘es-
caped me completely.” He said
LinCom and partner Strother Com-
munications would submit some-
thing to EIA soon.

T e

Hollings Urges Moderation
On Radio Ownership Rules

Sen. Ernest Hollings (D-SC) — who holds the FCC by
the purse strings — has voiced doubts about the Commis-
sion’s new radio ownership rules.

In a letter to FCC Chairman Al
Sikes, Hollings questioned the need
for relaxation of the ownership
caps and said the pending new
rules are “‘unacceptable . . . under
any standard.”

The revised limits, set to take ef-
fect August 1, would allow a single
licensee to own up to 30 AM and 30
FM stations nationwide. The new
regs would also eliminate the duop-
oly rule in favor of sliding-scale
local limits that would permit k-
censees to own up to six stations
(three AM/three FM) in the larg-
est markets, subject to a 25% com-
bined audience cap.

Radio Tax
Moving In

The latest version of the amortiza-
tion measure is included in a mas-
sive tax package, which passed the
Senate Finance Committee last Fri-
day {6/19). It woudd aliow deprecia-
tion of intangible assets — such as
FCC licenses, program contracts,
and goodwill — over 16 years. The
previous tax bili would have allowed
the writeoff over 14 years, but was
vetoed by President Bush because
of objections unrelated to the amor-
tization section.

Action by the House Ways and
Means Committee was expected
late this week. But even if the tax
bill clears both houses again, La-
tham & Watkins tax attorney Joe
Suilivan said another Bush veto is
“more likely than not.”

Sullivan said even with the 16-
year writeoff period, the bill would
be good for small broadcasters be-
cause #t provides certainty snd “no

egislation to grant broadcasters tax writeoffs for FCC

licenses and other intangible assets is moving again

on Capitol Hill. But the tax break is less desirable than
a measure vetoed earlier this year by President Bush.

Break
Senate

expense of fitigation.” But he said
big broadcast groups would proba-
bly be better off financially under
the currert {aw. However, they
would have to batlie with the IRS
over deductions based on shorter
amarlization periods for many in-
tangibles, aided by recent Tax
Court rulings that FCC licenses can
be depreciated just like private fran-
chises.

“Everybody is in favor of some in-
tangibles simpiification bill,” said
NAB VP/Economist Mark Fratrik,
noting that the Bush administration
dropped its opposition to the li-
cense writeoff provisions two
months ago. it appears the whole
idea has now regained momentum
on Capitol Hill. “A few weeks ago, |
wasn't optimistic [of passage]; now
I'm a lot more opiimistic,” Fralrik
said.

The Commission is currently
weighing several requests for mod-
ification or rejection of the new
rules.

Limited Viewpoints

In Hollings's opinion, the new
rules will result in ‘“unwanted
levels of concentration of owner-
ship and a corresponding loss of di-
versity in the viewpoints available
to the public.” He also frets about
their impact on small stations and
the FCC’s failure to include provi-
sions that would ‘‘encourage
greater opportunities for minor-
ities.” !

In closing his letter, Hollings urg-
ed the FCC to weigh the merits of
adopting ‘‘more moderate” owner-
ship limits, ones that could meet
the legitimate needs of broad-
casters while protecting the public
interest. Sikes’s Chief of Staff, Ter-
ry Haines, said the Chairman had
no comment on Hollings’s letter.

Hollings offered no specifics on
what types of limits he would sup-
port. Nor did he threaten any ac-
tion to impose his will on the agen-
cy.

Powers Of Persuasion

However, as Chairman of the
Appropriations subcommittee,
which oversees the FCC’s budget,
Hollings is in perfect position to
jerk the Commission’s fiscal chain
— especially since the agency’s fis-
cal year 1993 budget is still pending
before the subcommittee.

Hollings could also apply lever-
age from his post as Chairman of
the Commerce Committee, which
handles the FCC's authorization
legislation. Authorization bills pro-
vide government agencies with le-
gal authority to operate their pro-
grams. ‘‘We have options,” observ-
ed a Hollings aide.

Other key lawmakers who have
expressed reservations about the
new rules include Rep. John Din-
gell (D-MI) and Sens. Daniel In-
ouye (D-HI) and Warren Rudman
(R-VT).

WWW.-americankadieohistor-—ecom

NAB Asks SEC To Reconsider
Stock Advertising Ban

EC proposals to ease rules for small public stock of-

ferings have been applauded by NAB. However,

broadcasters want the agency to reconsider its pro-
posed ban on radio/TV advertising to evaluate preliminary
investor interest.

In formal comments filed last week on the SEC's Small Business In-
itiative, NAB said small stock deals would provide “new avenues of capital
formation” for broadcasters in the wake of the national credit crunch.
Under the SEC's proposed rules, broadcasters and other small businesses
could raise up to $5 milion with a simple, inexpensive Q&A format
disclosure document.

According to NAB, of the more than 115 commercial banks lending to
broadcasters in 1989, only half still are. In 1989, $2.2 billion of new
broadcast debt was issued. By 1991, lending collapsed to only $191
million.

“Companies which now perceive bank financing as the only feasible
approach to obtaining capital for station acquisition may now have a prac-
tical way to seek equity financing,” NAB said. It suggested broadcasters
may use stock deals to create investment pools “to take equity positions in
a large number of stations and groups.”

NAB added that banning broadcast advertising to “test the waters” for
early interest in small stock deals would result in unwarranted “disparate
treatment of electronic media,” especially since spots would be permitted
for formal stock offerings.

Cowboy Rounds Up Sun Network

inancially beleaguered Sun Radio Network has

found a new owner after plans to float a public stock

offering failed. Former professional rodeo star
Howard Carson agreed last week to buy controlling interest
from principal owner Kayla Satellite Broadcasting Net-
work, but terms weren't disclosed.

Sun said it has concluded an interim management agreement with
Carson-controlled Sound Communications Inc. and expects to be fully
acquired by the end of the month. Carson, who operates the Great
Waestern Land & Mortgage Co., said he purchased the web because he
sees a great future for Talk radio.

“Sun will continue to offer round-the-clock, quality programming, and |
expect the network to be a good profit producer [by year's end] and a ma-
jor player in radio [by 1995]," Carson said.

Sun, which claims 145 affiliates but declined to provide an affiliate list
to R&R, last week dropped 6am-3pm live programming as a cost-cutting
move. Kayla recently failed to raise $3.5 million with an {PO after controver-
sy developed over its ownership by the Liberty Lobby, a self-described
“populist” political organization which B’nai Brith's Anti-Defamation
League has attacked as being anti-Semitic.

Other industry action this week:

* Major market Religious broadcaster Marsh Broadcasting is oper-
ating six AM stations as a debtor-in-possession after filing Chapter 11 in the
Central District Court of California. Affected properties include KCNW/
Kansas City, KTEK/Houston, KNRB/Dallas-Ft. Worth, KYCR/Minnea-
polis-St. Paul, WDCT/Washington, and WYLO/Mllwaukee.

* EZ Communicatlons has sweetened its proposed bond buyback af-
ter investors balked at a previous offer. The company has increased the
tender offer price for its 12.70% Senior Subordinated Notes due 1996
from $950 to $972.50 per $1000 principal amount. EZ also has extended
its offer from June 24 to July 1. Chase Bank has promised to fund the deal
until August 15.

* NAB Joint Board Chairman Gary Chapman is proposing a second
Industry Futures summit for next Apri’'s NAB '93 convention in Las Vegas.
In opening remarks at the group's board meeting in Washington (6/23),
Chapman noted technological changes for both radio and TV “are on a fast
track in Europe and other parts of the world.” He also said an expanded ex-
hibit floor for next year's confab has already sold out.

* The FCC renewed WZAK/Cleveland's license after tossing out a
local juvenile court judge’s challenge against Zapis Communications.
Leodis Harris accused the station of corrupting Ohio youngsters by airing
sexually suggestive programming, conducting contests that were disorder-
ly and offensive to minorities, and condoning sexual harassment of women
by the station's PD. The Commission said the judge didn't make a strong
case, and the station’s programming is protected by the First Amendment.
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AFTER DICKIE, THEY BROKE THE MOLD

Dickie Rosenfeld

Vice President & General Manager
KILT-AM-FM, Houston

Group W Radio
General Manager
of the Year

There could be only one. And we mean the original
and never-to-be-duplicated Dickie Rosenfeld ...

the radio legend in Houston, Texas, since before

the Almighty made bass-fishing and barbecue.

To know Dickie is to know a fighter’s heart.
A champion’s instinct for winning time and again.
And one thoroughly enjoyable human being.

Here’s to you, Dickie, for the outstanding job
you've done building KILT-AM-FM info Houston's
#1 powerhouse radio station. And thanks for
being ... just the way you are, partner!

LA GRS G ¢

WinAkaRekeantadiohistor/~com
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RADIO BUSINESS

TRANSACTIONS

Spacecom Stays Tuned On
$1.78 Million Indiana FM Deal

Central California combo cashed for $1.4 million

WKHY/Lafayette, IN
COMMENT: This station is being sold
in a two-step transaction. The first
transaction is a stock sale to an entity
associated with the present owner; the
second transaction is an asset sale to
an unrelated third party.
FREQUENCY: 93.5 MHz

POWER: 3kw at 282 feet

FORMAT: Classic Rock

Transaction #1

PRICE: Undisclosed

TERMS: Stock sale for consideration
which “will be calculated on the basis
of and with reference to funding previ-
ously provided by” the buyer

BUYER: Spacecom Inc., a division of
Space Center Inc., owned by S. Wal-
ter Richey and W.E. Barsness. The
company has provided acquisition and
operating funds to the seller for the
past 12 years. Spacecom and related
entities also own KQEO & KMGA/AI-
buquerque; KOSO/Patterson, CA;

KTHT/Fresno; KQEU/Olympia, WA;
and KLBB/St. Paul.

SELLER: S. Walter Richey is selling his
100% stock ownership of licensee
U.S. Broadcasting Inc. Phone: (612)
228-4456

Transaction #2

PRICE: $1,780,000
TERMS: Asset sale for $1.7 million and
$80,000 for non-compete agreement
BUYER: Stay Tuned Broadcasting
Corp., owned by Robert Rhea Jr. of
Belvidere, IL and Fred Turner of Deer-
field, IL. Rhea also owns WRRR &
WXRX/Rockford, IL. Phone: (317)
448-1566

SELLER: Spacecom Inc.

BROKER: Hague & Co

Southern Skies-
H&D Entertainment Merger
PRICE: Undisclosed

TERMS: Southern Skies Corp. wil
merge its stations with several proper-
ties owned by H&D Entertainment

Inc. to form a new company, Al
Amaerican Media Inc. Initially, SSC will
be acquired by H&D as a wholly owned
subsidiary. H&D will issue newly cre-
ated common stock for all outstanding
SSC shares. At the conclusion of the
transaction, each of the H&D stock-
holders and the sole SSC stockholder
will each own one-half of H&D. Shares
and warrants will then be issued to out-
side investors to arrange financing.

Merger Partner #1: Southern Skies
Corp., owned by Jerome Atchley of
Little Rock. Phone: (601) 227-9696

KSSNI/Little Rock
FREQUENCY: 95.7 MHz
POWER: 92kw at 1663 feet
FORMAT: Country

KZSN-AM & FM/

Hutchinson-Wichita
FREQUENCY: 1480 kHz; 102.1 MHz
POWER: 5kw day/1kw night; 100kw
at 1032 feet

FORMAT: AC; Country

Vi

BRILLIANT
CAREER MOVE

205-987-7456

AN

Music Scheduling with an Edge

——AAANN amaricaneadiohicionreoo .

TRANSACTIONS AT A GLANCE

1992 Deals To Date:

$540,623,503
(Last Year: $332,375,168)

........ 590
(Last Year: 492)
This Week’s Action: .. .......... $5,879,650

(Last Year: $4,915,513)

Total Stations Traded This Week:. . .. . . ... 33
(Last Year: 11)

Total Stations Traded This Year:

® Deal Of The Week:
® WKHY/Lafayette, IN $1.78 million

® Southern Skies-H&D Entertalnment Merger Undisclosed
® Southem Skies Stations 1
©® KSSN/Little Rock
® KZSN-AM & FM/Hutchinson-Wichita
©® H&D Entertainment Stations
® WSUB & WQGN/Groton, CT
® WKRS & WXLC/Waukegan, IL
® WBSM & WFHN/New Bedford-Fairhaven, MA
® WFPG-AM & FM/Atlantic City
©® WAGF/Dothan, AL $60,000
© KKAM & KBOS/Fresno $1.4 million
® WXJN/Lewes, DE $185,000
® WMMKI/Destin, FL $659,000
©® WQCH/Lafayette, GA No cash consideration
® KTCM/Kingman, KS Undisciosed
® WFTG & WWEL/London, KY $410,000
® WMTR & WDHA/Morristown-Dover, NJ $50,000 for minor equity stake
® KVSF & KIOT/Santa Fe-Espanola, NM $250,000 for 50%
©® WFXN/Goldsboro, NC $114,850
©® WJRI/Lenolr, NC $64,800 for 65.06%
©® KCKX/Stayton, OR $83,000
® WAMQ/Loretto, PA $55,000
® KLSF/Amarlllo, TX $50,000
® KZZB (AM)Beaumont, TX $75,000
‘® WDOT-AM & FM/Burlington-Warren, VT $643,000

Merger Partner #2: H&D Entertain-

ment Inc., owned by Joel Hartstone
and Barry Dickstein

WSUB & WQGNI/Groton, CT
FREQUENCY: 980 kHz; 105.3 MHz
POWER: 1kw daytimer; 3kw at 275
feet

FORMAT: News/Tak; CHR

WKRS & WXLC/Waukegan, IL
FREQUENCY: 1220 kHz; 102.3 MHz
POWER: 1kw daytimer; 3kw at 322
feet

FORMAT: News/Talk; CHR

WBSM & WFHN/

New Bedford-Fairhaven
FREQUENCY: 1420 kHz; 107.1 MHz

Continued on Page 8

Star
Media

Leading Again!

1992 year-to-date,
Star Media Group is
#1 in radio brokerage.

Source: Radio & Records, April 17, 1992

"Radio’s Full Service
Financial Specialists'rs

Group, Inc.

17304 Preston Road, Suite 265 + Dallas, Texas 75252 + (214) 713-8500
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Radio Stations Agree: Nothing Else is
as Good as TM Century’s GoldDisc’

A Huge Help!

Consistently Highest Quality
..Tremendously Convenient

Tom)éuddy

Vice President

WPL}J/ABC Radio

e
|
oud i
New-York

Hear for yourself: The clearest, cleanest classics come from TM Century! If your station’s in an audio processing war or
quality battle, call to get a free NoNoise Compact Disc. Cgmpare TM Century’s GoldDisc” with any other music. Hear for
yourself the impressive improvement you get from GoldDisc” side-by-side with “record company” oldies (or anything else)!

GoldDisc® is TM Century’s all new third generation of radio_CDs, with today’s research, the largest libraries, “clean”
lyrics, hit radio “45” lengths, and the best quality CDs. GoldDisc®s have tight starts, consistent audio levels, perfect timing,
maximum dynamic range, great stereo separation and superior sonic qualityl TM Century has hundreds of researchec hits
you can't find on CD anywhere elsel

TM Century’s secret is NoNoise. It's in our unequalled $100-a-minute, 100% digital, 100% in-house CD mastering studios
that seamlessly get rid of hiss, hum, clicks and pops without taking away any music! GoldDisc® with NoNoise gives you the
biggest and the best oldies library on the planet! Respected engineers tell us GoldDisc® lets them adjust processing to
legally increase FM modulation 8 to 10%, with corresponding gains in loudness without any sacrifice of quality!

Experts Agree: Hear why 2,200 stations use TM Century’s CDs for the very best quality. Call for your free GoldDisc® CD

Dick Bartley

Host/ Producer

“American Gold”

New York:
WYNY, WPLJ,
WRKS, WFAS

Los Angeles:
KIIS, KOST,
KKBT, KJLH,
KXEZ, AFRTS
Chicago:
WXEZ, WFYR,
WGCI, WwBZ
San Francisco:

.
“TM Century

o

“We depend on “HitDisc™ CDs

“TM Century, 1 “HitDiscs™ send

“We're proud to

g{e qfl:'acllltl}i’ Hit- loye those Hit- yse the TM Cen- give American Compact Discs Muzak the new K?g?CKihBALKIE&\‘IG

stcs ' eTver4t8 Discs™. They tury Compact Country Count- not only have songs so fast that Pi\iladel hia:

adsé%lilD'op P help my Weekly DiscsonAmerican down a clean, beenatime-saver, one week the ink WMGK V\[I)EAZ,

an 1di 1;(:5 or  Top .40 have CD  Top 40. 1love the crisp sound. TM but have sig-  wasstill wet! TM WIOQ. W3NI

?Nur o'edes’s OwWS. quahl‘y and all of quality & Cla_rity Century'sCDsare nificantly in- Century CDs WOGL,,WKSZ'

Ve tried ‘em, we  ysat KIISFM ap- of HitDiscs™. truly flawless.” creased the sound great!” WXTU

iilggﬁe d?’rln, were preciatetheircon- They save us fidelity of our on- Detroit:
: venience.” ime.” air sound!”

time Bob Steve Ward WG won

- i Manager— .

Gary Landis Rick Dees Shadoe ln-l(c!sl?/Pgrfdlzg Robert Hall Programming Dallas:

Vice President A i ; i Foreground Broadcast KODZ, KYNG,

Director of Prog. KIS Stevens “American Vice Presndentllil;og. Muzak® KVIL, KIMZ,

Westwood 1 Los Angeles, CA “American Country Saltf ite KLRX, KLUV, KPLX

Radio Top 40” Countdown” usiC Boston:

Network Network WMJX, WZLX,

WBMX, WiBZ,

WODS, WVBF

DC:

WAVA, WASH,

WMET, WPKZ,

WTOP, WXTR,

GoldDisc and TM Century are trademarks of TM Century, Inc. NoNoise is a trademark of Sonic Solutions, licensed to TM Century, Inc. WQMR, WDJY

iYes! We want all to improve our oldies. ‘Send me a GoldDisc’

§demo CD with no obligation and details on your low cost CD
+ trade-in program. Fill in, then mail or FAX to (800) 749-2121.

T™MCentury

L S |

i Signed Title

' Station hon
14444 Beltwood Parkway, Dallas, TX 75244 | agcress Phone ()
Direct Line for GoldDiscs: (800) TM Century | City State Zip

AAAAALL o anradiaghictary caom _
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TRANSACTIONS

Continued from Page 6

POWER: 5kw day/1kw night; 3kw at
370 feet

FORMAT: News/Talk: CHR

WFPG-AM & FM/

Atlantic City, NJ

FREQUENCY: 1450 kHz; 96.9 MHz
POWER: 1kw; 50kw at 400 feet
FORMAT: AC

WAGF/Dothan
PRICE: $60,000
TERMS: Asset sale for two-year prom-
issory note for $60,000. This sale is
pursuant to FCC rules concerning mi-
nority ownership and distress sales.
The FCC recently ordered WAGF's
owner to show cause why the station's
license should not be revoked.
BUYER: James Wilson Ill, who also
owns WJJN/Dothan. Phone: (205)
671-1753

SELLER: Dothan Broadcasting Co.
Inc., headed by B.C. Eddins. He also
owns WFMH-AM & FM/Culiman, AL.
Phone: (205) 734-3271
FREQUENCY: 1320 kHz
POWER: 1kw

FORMAT: This station is dark.

alifornia

KKAM & KBOS/Fresno
PRICE: $1.4 million

TERMS: Asset sale for cash
BUYER: CenCal Broadcasting Inc.,
headed by Stephen Miller and John
Brocks. Miller is the combo’s former
GM.

SELLER: Radio Fresno inc., repre-
sented by court-appointed receiver
Richard Phalen

FREQUENCY: 1340 kHz; 94.9 MHz
POWER: 1kw; 16.4 kw at 847 feet
FORMAT: Gold; CHR

BROKER: Robert Maccini of Media
Services Group represented the
seller; Chester Coleman of American
Radio Brokers represented the buyer

WXJN/Lewes
PRICE: $185,000

TERMS: Asset sale pursuant to loan
and option agreement. The buyer has
provided the seller with a $185,000
loan to construct this new Class A FM
station, and the seller has issued an ex-

clusive purchase option to the buyer.
The buyer is paying $75,000 for the
option, which allows it to buy the sta-
tion for $150,000. The buyer and
seller have also entered into a time
brokerage agreement.

BUYER: Prettyman Broadcasting Co.,
headed by Wiillam Prettyman Jr. The
company also owns WICO-AM & FM/
Salisbury, MD; WYUS & WSFL/Mil-
ford, DE; WEPM & WKMZ/Martins-
burg, WV, and WXCY/Havre de
Grace, MD. Phone: (410) 742-3212

SELLER: Susan Marie Beth Romaine
of Santa Barbara, CA. She owns
KCQR/Ellwood, CA. Phone: (805)
963-1525

FREQUENCY: 105.9 MHz

POWER: 6kw at 341 feet

WMMK/Destin
PRICE: $659,000

TERMS: Stock sale for $26,000 cash
plus assumption of liabilities totaling ap-
proximately $633,000

BUYER: Stephen Riggs of Navarre, FL
and Timothy Fulmer of Destin. Phone:
(904) 837-3141

SELLER: Reid Broadcasting Corp.,
owned by Paul Reid. Phone: (904)
837-0101

FREQUENCY: 92.1 MHz

POWER: 3kw at 295 feet

FORMAT: Country

COMMENT: This station was soid for
$701,000 in 1991.

WQCH)/Lafayette
PRICE: No cash consideration
TERMS: A 50% stock interest in this
station is being transferred pursuant to
a divorce settiement, thus giving the
buyer 100% ownership.

BUYER: Charles Gwyn of Lafayette
SELLER: Lynn Gwyn of Cumming, GA
FREQUENCY: 1590 kHz

POWER: 5kw daytimer

FORMAT: Country

KTCM/Kingman
PRICE: Undisclosed
TERMS: Sale of 50% stock interest for
“an amount yet to be determined”
BUYER: Fred Samuselson of Wichita
SELLER: David Brace of Wichita is di-
vesting his 50% ownership of licensee
Alpha Broadcasting Inc. Brace's
other broadcast interests include

Senate Approves Digital
Tape Royalty Plan

Record industry officials recently celebrated Senate
passage celebrated Senate passage of legislation to collect
reyalties on consumer model digital audio tape recorders
and blank digital tapes. Approval (6/17) came on a voice
vote. Similar legislation is pending in the House.

“The passage of this legislation
will finally pave the way for con-
sumer access to advanced digital
recording technologies,” said
RIAA President Jason Berman.
“The marketplace is ready, and
consumers are eager.”

ASCAP President Morton Gould
praised Sen. Dennis DeConcini
(D-AZ) for his “leadership and vi-
sion” in guiding the bill through the
Senate after a compromise was
struck by representatives of art-
ists, composers, record companies,
and electronics manufacturers.

*“Passage of this bill is a giant step
forward for all concerned,” Gould
declared.

If the royalty bill becomes law,
the government would collect a
small royalty payment from man-
ufacturers for each digital audio
recorder or blank tape sold, re-
gardless of format (DAT, DCC,
mini-disc, etc.). The money would
be distributed to record com-
panies, artists, composers, and
music publishers to offset expected
lost revenues from home copying
with the near-perfect digital sys-
tems.

KIBN/Wichita; KSPG & KBUZ/EI Dor-
ado, KS; and a new FM at Topeka.
FREQUENCY: 100.3 MHz

POWER: 48kw at 505 feet
FORMAT: CHR

WFTG & WWEL/London
PRICE: $410,000

TERMS: Asset sale for cash
BUYER: FTG Broadcasting Inc., a
wholly owned subsidiary of Key Broad-
casting Inc. The company is owned by
Terry, Linda, and Marion Forcht of
Corbin, KY. Their other broadcast
holdings include WAIN-AM & FMI/Co-
lumbia, KY; WCVL-AM & FM/Craw-
fordsville, IN; WDBL-AM & FM/
Springfleld, TN; WHIC-AM & FM/
Hardinsburg, KY; WSIP-AM & FM/-
Paintsville, KY; WTCW & WXKQ/
Whitesburg, KY; and WVLN & WSEl
Olney, IL.

SELLER: London Broadcasting Co.
Inc., owned by Jack and Betty Mills,
Herman Dotson, and the Estate of El-
mo MiIlls. Dotson and the Mills estate
also own WNRG & WMJD/Grundy, VA.
Phone: (606) 864-2148
FREQUENCY: 1400 kHz; 103.9 MHz
POWER: 1kw; 3kw at 190 feet
FORMAT: AC; Country

WMTR & WDHA/

Morristown-Dover

PRICE: $50,000 for minor equity stake
TERMS: Cash sale of partnership in-
terest

BUYER: Northern New Jersey Radio
Inc., owned by E. Burke Ross Jr. of
Mendham, NJ. A Ross family trust
owns 25% of Southern Starr Broad-
casting Group, which operates
KOLL/Pine Bluff, AR; WPLR/New
Haven; WKNN/Pascagoula, MS; and
WGNE/Titusville, FL. Phone: (201;
540-9020

SELLER: Signal Communications
Corp. of New Jersey, headed by W.
Lawrence Patrick and John Thomas
Jr., is selling its 20% equity interest in
the licensee, Signal Communications
of New Jersey L.P. Phone: (301}
621-4600

FREQUENCY: 1250 kHz; 105.3 MHz
POWER: Skw day/1kw night; 3kw at
564 feet

FORMAT: News/Talk; AOR

KVSF & KIOT/
Santa Fe-Espanola

PRICE: $250,000 for 50%

TERMS: Stock saie for cash in a series
of installmentsagreed to iast year. The
buyer is concluding the instaliment
agreement, which results in 50-50
ownership and relinquishment by the
seller of positive control of the
licensee.

BUYER: Elliott McDowell of Santa Fe.
Phone: (505) 983-7151

SELLER: Wwilllam Sims has reduced
nis ownership of the licensee, En-
chantment Media inc., to 50%.
Phone: (505) 983-1111
FREQUENCY: 1260 kHz; 102.3 MHz
POWER: 5kw day/1kw night; 1.1kw at
636 feet

FORMAT: AC

WFXN/Goldsboro

PRICE: $114,850

TERMS: Asset sale for $100 cash and
assumption of liabilities totaling
$114,750

WA americanradiohistonscom

BUYER: Creative Broadcasting Co.,
owned by Willie and Sallie Strickland
of Goidsboro. Phone: (919) 734-
1300

SELLER: Freedom Baptist Church of
Goidsboro, headed by President Rich-
ard Overman of Goldsboro. Phone:
(919} 734-1300.

FREQUENCY: 1300 kHz

POWER: 1kw day/50 watts night
FORMAT: Gospel

WJRl/Lenoir

PRICE: $64,800 for 65.06%
TERMS: Stock sale for cash

BUYER: Robert Donnie Goodale of
Lenoir, NC. Phone: (704) 754-5361
SELLER: Estate of Katherine Babb
Rabb, represented by co-executors
Robert Donnie Goodale and Robert
Kent Jr., is selling its 65.06% stake in
the licensee, WJRI Inc. Phone: (704)
754-5361

FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: AC

KCKX/Stayton
PRICE: $83,000
TERMS: Asset sale for $2500 cash
and a series of promissory notes
BUYER: Spotlight Communications
Inc., owned by Don and Betty Craig of
Stayton. Phone: (503) 769-1460
SELLER: Concord Group Inc., headed
by President Clitford Zauner. Phone:
(503) 538-9189

FREQUENCY: 1460 kHz

POWER: 1kw day/15 watts night
FORMAT: Country

WAMQ/Loretto
PRICE: $55,000
TERMS: Asset sale for $1000 cash
surrender of a 5% stake in WBXQ/
Cresson, PA (valued at $27,500), and
four-year promissory note for $26,500
to be paid in monthly instaliments of
$647 at an annual interest rate of 8%
BUYER: Stevens Broadcasting Co.
Inc., owned by Thomas Cox of Bed-
ford, PA. Phone: (814) 886-7777
SELLER: Sherlock-Hart Broadcasting
Co. Inc., headed by Edward Horak and
Neil Rosenbloom. Phone: (814)
886-7777

FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Goid

KLSF/Amarillo
PRICE: $50,000

TERMS: Stock sale for cash

BUYER: Westwind Broadcasting Inc.,
owned 50.1% by C.K. Adams and
49.9% by trusts controlled by Kath-
leen Davis Cox, William Graham, and
Ursuia Graham.

SELLER: C K. Adams

FREQUENCY: 96.9 MHz

POWER: 100kw at 600 feet
FORMAT: AC

KZZB (AM)/Beaumont

PRICE: $75,000

TERMS: Asset sale for $15,000 cash
and $55,000 promissory note. The
seller and buyer also have executed a
“program affiliation” time brokerage
agreement.

BUYER: Martin Broadcasting Inc.,
owned by Darrell Martin of Humble,
TX. Martin’s other broadcast holdings
include KWWJ/Baytown, TX; KSSQ/
Conroe, TX; KFIT/Lockhart, TX; and
KANI/Wharton, TX. Martin Broadcast-
ing has an application pending to pur-
chase KMM2/San Antonio. Phone:
(713) 424-7000

SELLER: Triplex Communications
Inc., headed by Jerry Condra. The
company recently announced plans to
sell KZZB (FM)/Beaumont to GulfStar
Broadcasting for $425,000. Phone:
(816) 364-2872

FREQUENCY: 990 kHz

POWER: 1kw

FORMAT: AOR

BROKER: John Saunders represented
the buyer; Whitiey Media represented
the seller.

WDOT-AM & FM/
Burlington-Warren

PRICE: $643,000

TERMS: Asset sale for $178,000 cash
and $465,000 in debt assumptons
BUYER: Radio Vermont Inc., owned
by Keniey Squier of Stowe,VT. The
company owns WDEV/Waterbury, VT
and WLVB/Morrisville, VT. Phone:
(802) 244-7321

SELLER: Nichols Radio Broadcasting
Corp., owned by John Nichols. He's
an applicant for a new TV station on
Cnannel 44 in Burington. Phone:
(802) 862-5776

FREQUENCY: 1390 kHz, 96.1 MHz
POWER: 5kw: 3kw at 4000 feet
FORMAT: Goid

SROKER: New Englana Media Inc.

“

Chapados Takes NTIA Helm

Greg Chapados vowed to continue the Bush adminis-
tration’s efforts to auction radio spectrurn when he took of-
fice Monday (6/23) as Assistant Secretary of Commerce
and Administration of the national Telecommunications &
Information Administration (NTIA).

Chapados, formerly Chief of
Staff to Sen. Ted Stevens (R-AK),
won easy Senate confirmation last
week (6/17) after being nominated
by President Bush to succeed Jan-
ice Obuchowski, who left the post
at the end of January. On his sec-
ond day in the post, Chapados was
back on Capitol Hill, seeking ap-
proval of NTIA’s reauthorization
bill,

He said spectrum auctioning re-
mained “one of our top priorities”
and noted he was working closely
with Communications Subcommit-
tee Chairman Daniel Inouye
(D-HI) and Sen. Stevens on a spec-

trum bidding proposal. ““I think
there’s a desire by Sen. Inouye and
Rep. (John) Dingell (D-MI) to get
this issue resolved,” Chapados told
R&R.

Chapados said he didn’t expect
any NTIA action soon that would
readdress the question of where to
locate DAB in the U.S. His prede-
cessor had backed the Pentagon
and defense contractors in block-
ing any U.S. L-band allocation for
DAB. “I don't think there’s any
clear consensus in the U.S. on
where DAB should be,” Chapados
said.
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MUSIC EXPRESS MAGAZINE

“Fame is like a |
convulsion: there

Is little you can do
about it.”

ANNIE LENNOX-
Diva With A Gift!

[—— | R&B TEEN SENSATIONS -

RODNEY CROWELL - Pushing the new generation featuring:
Emotional Boundaries BOyZ Il Men. ABC

|

|

|

| MIDNIGHT OIL - Still Screaming g g

l YOKO ONO - A Singular Vision Kriss Kross, Shanice... |
|

|

|

|

THE CAVEDOGS - On For The Ride

CYPRESS HILL - Obnoxious, Humorous
And Explanatory

|
pLUS » DEEE-LITE
New Album reviews featuring: | “We’re using
Peter Murphy, The B-52’s, Wilson Phillips, ‘ technology, but
MC 900 Ft Jesus and lots more! | with a ‘spiritual

1M

programmer.

On Film: Eddie Murphy’s Boomerang

0
CAT'S

COMPACT

DISCS AND
CASSETTES

a N h LA
Other retail distribution opportunities available. ’ Y, Y N ‘J

For further information call Keith Sharp at (416) 538-7500.

Available at:

Wi erreanraciohistors--cera
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60KDQV

“MAKE You
A BELIEVER”

NOW ON 62 CHR REPORTERS!
#1 PHONES AT KTRS
TOP 5 PHONES AT WQUT, KFMW,

KYYY, 999KHI

KEGL add 30
JET-FM 8-5 HOT
WQuT 7-5 HOT
KTUX 19-18 HOT
WHOT 10-7 HOT
KFMW 3-2 HOT
KTRS 15-12 HOT
KXXR

WKRZ 28-24
WSTW 24-22
WZYP 28-24
WIXX 26-21
KF95 26-23
FM104 25-20
WYYS 30-27
WKSF 30-28
WCGQ 23-20

KMCK 28-25
KISR 23-20
KCHX 34-31
KNIN 23-18
KYYY 29-24
KCMQ 27-24
KLYV 31-23
Y94 29-25
WKFR 15-11
KXKT 26-23
0K95 33-31
WJAD add
WILN add
WBNQ deb 30
KZIO deb 39
WBIZ deb 27

CATCH SASS ON TOUR NOW WITH
ARC ANGELS & ON THE DENNIS MILLER

SHOW JULY 6.

Produced by Rick Neigher

Mixed by Ed Thacker

f

Management: Bruce Bird and Lisa Janzen for Camel-Z e
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NEWSBREAKERS

Miura Rejoins
Island Records

Howie Miura
has been ap-
pointed Direc-
tor/Alternative
Promotion &
Marketing for the
independent la-
bels of Island
Records.

Miura will be %
responsible for §
promotion and %
marketing of
releases on the Mango, Great
Jones, and 4th & B'Way labels, as
well as the newly formed Indigo
imprint.

“Howie is uniquely qualified for
this position. His history with our
roster, combined with his knowl-
edge of the marketplace and tre-
mendous energy, makes him a wel-
come addition to our family of in-
dependent labels,” said Island GM
Andy Allen.

For the past year, Miura has
been Alternative Promotion Man-
ager for PolyGram Label Group.
Prior to that, he worked in a sim-
ilar position for Island.

Miura

KFl & KOST/L.A.
Set Sales Slots

- B i
Christensen Clark

NewCity Country simulcast
WYAY & WYAI/Atlanta GSM Ken
Christensen has joined Cox Talk/
AC combo KFI & KOST/Los An-
geles as GSM. He will lead a 12-
member staff; former GSM Luz
Erdman exited recently to manage
crosstown New Rock KSRF &
KOCM (MARS-FM).

Additionally, NSM Leon Clark
has been promoted to LSM. Erd-
man had previously performed
those duties.

Prior to joining NewCity in 1989,
Christensen was VP/Sales Man-
ager for Katz Radio/Atlanta.

Clark was an AE for KUTE/Los
Angeles (now KLIT) before com-
ing to KFT & KOST in 1983.

XHRM Recruits
Michaels As PD

WQUE/New Orleans PD Jay Mi-
chaels is leaving Louisiana for the
PD post at UC XHRM/San Diego.
He replaces Don Davis, who exited
last week.

“We're extremely fortunate to
get a programmer who has as suc-
cessful a track record as Jay has,”
XHRM VP/GM Ernie Fears told
R&R. “We're elated to have Jay
come out and be part of our team,”

Michaels told R&R that XHRM
will continue as a mainstream Ur-
ban station.

WWW.americanradiohistorv.com
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Restless Records Inks Three Deals

In a flurry of activity, Restless Records has announced a trio of deals.
Restless has entered into a first-look agreement with Interscope Rec-
ords, which establishes a creative link between the two companies. The
deal allows Interscope the first right to Restless artists and gives Restless

. access to Interscope distribution, marketing, and promotion.
| Also, Restless will immediately take over manufacturing, distribution,
and marketing for the indegendent Twin/Tone label. Restless will offer 40
Twin/Tone catalog titles, including the Replacements and Sou} Asylum.
In a third deal, Restless has acquired the exclusive rights to the
Celluloid Records catalog from Metronome Records Limited. Beginning
next month, titles from artists such as Manu Dibango and John McLaugh-

lin will be released.

“These deals represent {our] blueprint for the future,” said Restless

- President Joe Regis. “They give us an even stronger foundation on which

to build the company.

Pt T o
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for North America.

and syndicators.

—

Step

hens Named
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! sic Group at Mercury Records.

!§ “Juanita is one of the most respected profes-
i sionals in our industry,” said the division's Exec. VP/
. GM Tony Anderson. "Artist development and visibil-
. ity are crucial elements in nurturing the career of any
artist. We are extremely fortunate to have someone of
Juanita’s expertise, talent, and credibility join Mer-

cury.

Before coming to Mercury, Stephens was per-
. sonal manager for Bobby Brown. Previously, she
worked at MCA Records, rising to VP/Artist Develop-

ment.

As VP/Artist
Development At Mercury

Juanita Stephens has been named VP/Artist
Development & Publicity for the Rhythm & Black Mu-

NAETSHHSd Convention “B'asks

G A i

Mounty Joins International News Web

Former NBC Radlo Exec. VP Bob Mounty has joined the London-
based World Entertainment News Network (WENN) as Managing Director

&

WENN, which was established two years ago, provides entertainment
news items to a variety of print and broadcast outlets in Europe and
Australia. Mounty will be responsible for expanding WENN's client base in
the U.S. He will be based in New York.

Mounty will continue to operate his consuiting firm, which he opened in
1988 after leaving NBC. The consultancy serves radio stations, networks,

Lo s

RSP

Stephens

In Major Media Limelight

Candidates appear; modest major market turnout

A handful of talk hosts gathered
in Washington, DC last week (6/19-
20) for a National Association of
Radio Talk Show Hosts (NARTSH)
confab heavy on hype and light on
programming substance.

According to NARTSH officials,
the group’s fourth annual conven-
tion drew 250 registrants, roughly
100 of whom were radio talkers.
However, based on R&R’s obser-
vations and NARTSH’s attendee
list, it appears no more than 50 at-
tendees were practicing talk hosts.

With the exception of such
NARTSH stalwarts as WRKO/Bos-
ton talkers Jerry Williams and
Gene Burns and Daynet’s Barry
Farber, those 50 came primarily
from middle and smail markets.
Many of the other participants
were publicists and special interest
group spokespersons.

Lured by the Friday appear-
ances of Vice President Dan
Quayle (in person) and Demo-
cratic Presidential candidate Bill
Clinton (live via satellite), as well
as the current hoopla about Talk
radio’s supposed clout as Ameri-

ca’s “new media,” some 50 print

and television news reporters turn-

ed out to cover the convention.
Short Sessions

The two-day event included five
professional development sessions,
each of which lasted less than an

hour. NARTSH/See Page 28

Allen Becomes
PD At WMQX

Matt Allen has joined WMQX/
Greensboro, NC as PDyafternoon
driver. He replaces Dave Murphy,
who recently left the station.

VP/GM Jeff Silver told R&R,
“I'm thrilled to have a program-
mer of Matt’s caliber on my team.
He has a great track record and I
know he will make a terrific team
leader.”

Allen comes to WMQX from
WVVE/Mystic, CT, where he was
PD. He previously worked on-air at
WFLY/Albany, NY and KHOW/
Denver.
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THE WORLD LEADE

Research shows Communication
Graphics with close to a 50 share of
the radio sticker market*. Why?
Because our decals won't fade, crack,
or peel. The best stations recognize
that long-lasting quality leads to real
dollar savings . . . and stickers that
make your station look great!

1-800-331-4438
313 N. REDBUD » BROKEN ARROW, OK 740I2 » IN OK (918) 258-6502 * FAX 1-918-251-8223

*Details on request. Documented from recent industry survey, ©1992 Communication Graphics, Inc.
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NEWSBREAKERS

Press Moves Up
In Restructured
Kalz Sales Setup

Katz Radio
Group has re-
" structured its
sales operation,
with  Bonnie
Press named Sr.
¥ VP/GM, KRG

Sales. The con-
solidated opera-
tion will encom-
4 pass the rep
) firm’s New Busi-
ness Develop-
ment, Network, and Syndication
units.

“The new KRG Sales Division
will have the capacity to sell the ra-
dio medium more creatively than
ever before, due to the flexibility
and strengths each unit brings to
the media mix,” said Press.

In her new post, Press will over-
see all New York and regional ac-
tivities of the three units. She join-
ed KRG in 1984 and has been Sr.
VP/GM, KRG Network since last
year.

As part of the restructuring, Bar-

PRESS/See Page 28

Press

Griffin Graduates
To KOQL/OKC

Entercom Gold WYUU/Tampa
GSM David Griffin has been ele-
vated to VP/GM of similarly for-
matted sister KOQL/Oklahoma Ci-
ty. He succeeds Jeff Salkin, who
has exited the station.

According to Entercom Presi-
dent Joseph Field, ‘“David has
played an integral role in the devel-
opment of our Houston and Tampa
stations. He’ll bring a wealth of ex-
perience to KOQL. David pos-
sesses a powerful combination of
promotional creativity, sales and
marketing savvy, and a compre-
hensive strategic vision.”

Prior to joining WYUU, Griffin
worked at Entercom’s KLDE/
Houston as an AE, then advanced
to Regional Sales Manager and Na-
tional Sales Manager.

Marx’s Million

Capitol execs recently presented Richard Marx with platinum awards for his
latest LP, “Rush Street.” Exchanging kudos are (I-r) Capitol VP/Marketing
Jeremy Hammond and President Hale Milgrim, Marx, and label Sr.
VP/Promotion John Fagot and VP/Sales Lou Mann.

BMG To Distribute Revived Fox Label

20th Century Fox, 20th Televi-
sion, and Bertelsmann Music
Group (BMG) have entered into a
multiyear agreement to form Fox
Records.

Releases will include, but are not
limited to, future soundtracks from
the Fox motion picture and televi-
sion units.

As part of the agreement, BMG
will distribute Fox Records on a
worldwide basis.

“Bertelsmann Music Group is
pleased to enter into a partnership
with a major entertainment force

like Fox. The opportunities this
partnership offers BMG are
great,” said Michael Dornemann,
Chairman/CEOQ of BMG.

This will be the third foray into
the pop music business by Fox. In
the late ’50s, the label issued sound-
tracks and had a hit with “Little
Drummer Boy” by the Harry
Simeone Chorale; it continued well
into the ’60s. In the *70s, under Russ
Regan’s leadership, 20th Century
Fox Records enjoyed success with
artists such as Barry White, Dan
Hill, and Kenny Nolan.

Maisano Promoted At Interep South

Veteran Mec-
Gavren Guild ex-
ecutive Tony
Maisano has
been promoted to
the newly cre-
ated post of
President of In-
terep South. Bas-
ed in Atlanta,
he’ll be responsi-
ble for client de-
velopment and
serve as Regional Executive for all
seven Interep companies.

Maisano

“Tony has some incredible rela-
tionships with radio stations in the
South,” said Interep President Les

Goldberg. “His job will be to im-
prove our client list in the South.”
Goldberg said Maisano will report
to him on developing station clients
and to Interep Radio Store Market-
ing Division President Mark Guild
on his regional duties dealing with
advertisers and agencies.

Maisano joined McGavren Guild
in 1963 as an AE in New York. He’s
been Southern Division Manager,
based in Atlanta, since 1970 and
was given additional responsibili-
ties as Interep Regional Executive
in 1988.

Maisano’s McGavren Guild re-
sponsibilities in Atlanta will be as-
sumed by VP/Sales Dir. Kay
White.

I’,‘—-....

Shore Upped At Geffen

Michelie Shore has been elevated to altemative
promotion director at Geffen Records.

“Michelle has proven herself throughout her evo-
said Geffen General Manager Al
Coury. “We feel confident she can lead [the depart-
ment] to even bigger and better things.”

lution at this label,”

Shore has been with Geffen since October
1988 as a staffer in the alternative promotion depart-

ment. She will continue to handle both alternative and

college airplay for Geffen artists.

Shore

EMI Appoints Three Black Music Execs

In a move to strengthen its presence in black music, EMI Records
Group has appointed three executives to the A&R department.

Joining as Senior Directors/A&R are Dave Gossett, formerly of Mer-
cury, and Gary Harris, formerly of Giant. Promoted to Director/A&R West

 Coast is Alison Ball-Gabrisl.

The trio will form the black music A&R staff of the EMI fabel, reporting

to ERG Sr. VP/A&R Fred Davis.
"Our goal is . .

. to sign and invest in the best progressive and con-

temporary black music and artists,” said Davis. “We are now associated
with the most talented young A&R executives in our industry.”

SR
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WHTZ (Z100)/
New York Re-
search Director
Kris Earl Phil-
lips has been
named PD at
Legacy CHR
WYHY (Y107)/
Nashville, begin-
ning his tenure
July 6. He re
places Louis
Kaplan, who ex- Phillips
ited several weeks ago.

Y107 VP/GM Dan Swensson told
R&R that Phillips is “a radio
junkie who can’t get enough of it.
He has the right kind of heart for
this station and the depth of ex-
perience to bring us back to
number one.”

“It was a difficult decision, as
we'd interviewed some of the best
CHR programmers in the business.
Kris is a real killer. [He’s] known
for his hard-working style and
knowledge of the format,” Legacy
Dir. Programming John Gorman
told R&R.

Phillips noted, “Z100 is the great-
est learning experience anyone
could ask for in radio. Y107 will
give me the chance to apply that
knowledge and turn [the station]
around and bring it back to [a] tru-
ly legendary standing in the
market.”

Prior to joining Z100, Phillips had
programmed WVGO/Richmond,
WLPL/Baltimore, WRQC/Cleve-
land, and WRKT/Erie, PA.

* Top DAB experts and insights

UIH[R[ RADI'S BEST CONNECT

t’s All Here...

* All there is to know about new FCC ownership rules

* Profitable sales, marketing and promotion ideas
¢ Everything on AM improvement and AMAX
* Radio’s top players, foremost experts and its brightest stars
* And, the latest in radio technology, programming and services

REGISTER TODAY!

NEW ORLEANS

Call 1-800-342-2460, (202) 775-4972 or fax (202) 775-2146.
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THEY STRIKE A CHORD with young adults, especially young women who
are buying the records that are topping the charts. And there’s only one place
where young fans can see them and dozens more artists just like them—

CMT: Country Music Television.

ALL VIDEO. ALL DAY. ALL NIGHT. ALL YEAR. .m.

COUNTRY MUSIC THLEVISION.

© 1992 Group W Satellite Communications. COUNTRY MUSIC TELEVISION, CMT, the CMT logo and THE OTHER SIDE OF COUNTRY are service marks of Country Music Television, lnc
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NEWSBREAKERS

Radio

® J.R. PHILLIPS has been named
Sales Manager at KTSM-AM & FM/EI
Paso. The 13-year broadcast sales
veteran formerly was Retail Marketing
Director at crosstown KHEY-AM & FM.

# DAVID PAPANDREA, a 14-year ra-
dio veteran, has been appointed VP/
GM at WLNA & WHUD/Peekskill, NY.
Concurrently, 16-year industry veteran
STEVEN PETRONE has been named
VP/COO.

® BRUCE LAW assumes GSM duties
at WOOD-AM & FM/Grand Rapids. He
previously served as GM at WABT/
Dundee, IL.

Records

® PETER PIASECKI becomes Direc-
tor/Marketing & Sales at Attic Music
Group. He exits Denon Canada, where
he served as Assistant Manager/Music
Division.

o o wh ey

Marriages

WOSX/Marshfield, WI OM
Kevin J. O’Brien to Pam Wick-
ingson, May 16.

KRWQ/Medford, OR Asst.
ND Rich Russell to KTMT/Med-
ford air personality Michelle Mi-
chaels, May 25.

KSSN/Littie Rock PD Don
Moore to Wynn Howard, June
7.

KGMY/Springfield, MO PM
drive/production dir. Cindy
Ripee to Henry Autry, June 20.

KRWQ/Medford, OR air per-
sonality Ron Scott to Vicky
Lyon, June 20.

Births

KDMX/Dallas PD Pat
McMahon, wife Julie, daughter
Presley Marie, June 3.

KKMJ & KFGI/Austin Promo-
tion Dir. Carla McCown, hus-
band Rick, son Carson Lam-
bert, June 4.

Capitol recording artist Phil
Perry, wife Lillian, son Jacob
Aaron, June 7

KKBQ/Houston PD Dene
Hallam, wife KODA/Houston
AE Kimberly, twin daughters
Elizabeth Kelly and Samantha
Nicole, June 16. E

Great products . . .

Phillips Tews

® KATE TEWS has been promoted
from Copywriter to Director/ Advertising
at A&M Records.

®DAVID PORTNOW, CEO at DUP
Communications, has signed a long-
term pressing and distribution deat with
Sounds Of Seattle Records. Portnow
will find and develop acts, while SOS
will manufacture, market, and promote
product; (206) 283-3583.

Halverson Murray

® KIM HALVERSON has been ele-
vated to National Director/Promotion &
Administration at Capitol Records. The
seven-year department veteran moves
up from Manager/Promotion & Adminis-
tration. In other news: FRANK MUR-
RAY has been promoted from Director/
Crossover Promotion, New York to Di-
rector/East Coast Crossover Promo-
tion, Local New York; KEITH THOMP-
SON shifts from Associate Director/
Artist Development to Director/Artist
Development; and JEFFERY FEY has
been upped from Art Department Man-
ager to Director/Art & Design.

Changes

Chris Mitts and Pamela Brownie ap-
pointed AEs at WBBM/Chicago.

Heather Collins becomes AE at
KOOL-AM & FM/Phoenix.

Connie Jaeger and Britt Alexander
join Arbitron's Radio Station Services
as AEs.

Jim O’Keefe named Sales AE at
CRN International.

Perceptual Studies
Auditorium Music Tests
Auditorium Format Analyses
Focus Groups

Call-Out
Tracking

—
—
————
—
B —————
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National
Radio

©® JOE CASSADY segues to Bonne-
vile Broadcasting as Programming
Consultant. He most recently served
as MD at WTMX/Chicago.

Industry

McGory

® LARISSA ALEXANDRA has been
named Western Regional Sales Man-
ager at H.B. La Rue Media Brokers.
The 15-year industry veteran formerty
was a consultant to King World Produc-
tions.

Alexandra

® JIM McGORY, formerly American
Airlines’ Los Angeles Corporate Sales
Manager, has been appointed Presi-
dent of Music Awareness Promotions,
a radio station and music industry travel
promotions packager.

©® TSE WILLIAMS shifts to Zomba Mu-
sic Publishing as Creative Manager/
R&B. She most recently founded Big
Arm Management.

©® SUZANNE SLAS joins Jeff McClus-
ky & Associates as National Promotion
Administrator. She previously was Re-
gional Promotion Manager at MCA's
Chicago branch.

©® JEFF AMATO has been named Di-
rector of Image Consultants' video mar-
keting division, Vis-Ability. Meanwhile,
NAN FISHER assumes Alternative Ac-
count Director duties at Vis-Ability. She
currently operates Image’s Acme Alter-
native Radio division. And JULIE
LAWRENCE formerly Esquire Rec-
ords’' Retail Research Manager, joins
Vis-Ability as Marketing Represen-
tative.

o s i

: Jon Anthony — PD KBEQ/
Kansas City (913) 362-5509

K.J. Anthony (Kevin Jaku-
bowicz) — Production Dir./mid-
days WODJ/Grand Rapids
(616) 281-9154

g Blair Carter — Middays
= WMMZ (Z293)/Ocala, FL {(703)
i 344-8531

Don Elliott — Evenings
WZKL/Canton, OH (216) 877-
0484

Steve English — Middays
. KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 943-3611

i Ellis B. Feaster — MD/nights
WNVZ/Norfolk (804) 474-
1106

Wendy Fernald — Charisma
E Los Angeles Promo/Mkt. rep
(818) 783-3854
Stan Gleason — Capitol At-
lanta promo rep (404) 934-
¥ 1542
Dancin’ Mark Hanson —
Late nights KFRC-FM/San
Francisco (415) 927-2802
Geri Hill — Weekends KKNG
(Mix 92.5)/Oklahoma City
(405) 948-8634
Doc Holiday — Overnights
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 672-8303
Gary Hughes — Weekends
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 733-3471

® LIONEL CONWAY joins Maverick
Music Publishing as President. He pre-
viously served as Chairman of Poly-
Gram Music Publishing/North America.

® PAUL ORIO has been tapped as Di-
rector/Affiliate Relations at CRN Inter-
national. Prior to joining the marketing
firm, the 20-year industry veteran was
Sr. VP/COO at RCM Communications
Corp.

® M.C. SERCH, a current Def Jam/Co-
lumbia rap artist, has formed Serchlite
Music, a subsidiary of his Mind Squad
Music production company. And
MARK PIERSON, previously road man-
ager for Serch’'s former group, 3rd
Bass, has been appointed Serchlite’s
CEOQO. The new company can be reach-
ed at 788 Columbus Ave., New York
City, NY 10025, (212) 864-7966.

KOST/Los Angeles
WNCI/Columbus
WFMS/Indianapolis
KFOG/San Francisco
WSB-AM/Atlanta

Dianna Kelly — Mornings ,
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 348-4041

Rod Lawless — Mornings
WNCD/Youngstown, OH (216)
545-4227

Gary Matthews — Week-
ends KKNG {(Mix 92.5)/Okla-
homa (216) 685-0689 .~

Jonathan Monk — PD/morn-
ings KKNG (Mix 92.5)/Oklaho-
ma City (405) 348-4041

Nan O’Neal — Weekends
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 341-2772

Jim Parker — MD/afternoons
WVIC/Lansing (517) 882-6095

Paul Phillips — Nights/pro-
duction KCDQ/Odessa, TX
{915) 550-3713

Susan Rae — Weekends
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 372-0246

Bill Reed — Afternoons
KKNG (Mix 92.5)/Oklahoma Ci-
ty (405) 787-0611

Steve Richards — MOD/mid-
days WHFM/Nassau-Suffolk-
Long Island (516) 484-0695

Brian Schiel — MD/evenings

i

oo

g

KKNG/Oklahoma City (405)
947-6705
Jack Snyder — Capitol
Cleveland promo rep (2186)
226-4569
Allison Strong — Acting

MD/middays KJQN/Salt Lake i
City (801) 595-1969

Power Play

As part of T.J. Martell's recent 10th
Anniversary Rock 'N Charity Cele-
bration — which raised $375,000
for the fight against children's can-
cer, leukemia, and AIDS — Richard
Dean (“MacGyver”} Anderson (I}
and “Beverly Hills 90210" star
Jason Priestley took to the ice for
the Rock 'N The Puck Celebrity
Hockey Spectacular.

for great stations . . .

==—=- Paragon Researc

The Research Company of Choice

Contact Vicki Mann or Mike Henry to discuss programming research options for your station — (303) 922-5600
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R&R OVERVIEW

obody’s perfect, but every-

one can avoid making

dumb mistakes. Arthur
Freeman — co-author of “The Ten
Dumbest Mistakes Smart People
Make” (HarperCollins/$20) — of-
fers techniques to defend yourself
against these six errors:

The Future’s Too Bright

Positive thinking is important,
but an overdose of optimism may
lead you to ignore constructive
criticism and focus only on praise.
Worse, the expectation of success
could cause you to shirk responsi-
bility for failure. It’s normal to en-
joy praise, but remember tokeep it
in perspective — especially if your
subordinates, friends, and parents
are the only ones handing out the
accolades.

‘Seer’ Sucker

When others don't act according
to what you believe they’re think-
ing, anger or disappointment usu-
ally results. Never assume — al-
ways gather enough facts to ensure
you're not drawing the wrong con-
clusions. When in doubt, ask. Don’t
depend on past behavior either -
each situation presents new dy-
namics. Try to adapt to personali-
ty- or culture-based differences —
they could also influence behavior.

MANAGEMENT

Defend Yourself Against ‘Dumb’ Mistakes

Your Own Worst Critics

Criticism can be helpful, but be-
lieving everything a critic tells you
can lower your confidence and
eventually cloud your judgment.
Determine whether the critic is
qualified to assess your actions. If
so, find out if this is an isolated
voice; if others agree, it’s time to
heed the advice.

Perfect Miss

Perfectionism is admirable, but
setting standards too high for
yourself might keep you from
reaching them. Even if you don’t

Job Transfers
Costing More

ut-of-town job transfers
are becoming more ex-
pensive, according to a

recent survey conducted by
Runzheimer International.
Transferred employees lost an
average of $18,069 when sell-
ing their homes last year — up
43.9% from $12,557 in 1989.

However, fewer transferees
suffered large losses last year:
34% lost more than $15,000,
compared with 54% two years
earlier.

think you can give 100% to a pro-
ject, go for it anyway. Allow others
to review the results — feedback
speeds the learning process. Be-
sides, perfection is a matter of opi-
nion, and what you consider aver-
age might be deemed outstanding
by others.

Nothing Compares 2 U

Measuring your worth against
someone else’s is like comparing
apples to oranges — it doesn’t
work. Furthermore, a preoccupa-
tion with competition could cause
you to undermine others . . . rather
than improve yourself. When you
feel inferior to someone, determine
exactly what you're comparing;
don’t base broad comparisons on a
single fact.

Don’t Worry, Be Happy

Anxiety isn’t conducive to pro-
ductivity: worrying about improb-
able events is a waste of time,
while being overly concerned about
actual threats won’t make them
disappear. This “what-if” fear
could also dissuade you from try-
ing new things.

Question the evidence that’s
making you nervous — real danger
might not even exist. If it does,
schedule specific worry time, and
don’t let it overlap into your regu-
lar routine.

With Broadcast Electronics...you get it!
/\\

In the frantic world of radio, you need every
measure of control and quality in the studio
you can get. Our products allow you

to program, control and monitor

everything that goes over the air.

You get complete control
with these BE” products:

¥ AudioVAULT —
simultaneous multi-
user digital audio
central storage
CORE — automated
program control and
satellite interface
Air Trak and Mix
Trak — versatility
and affordability
In linear consoles
Disc Trak —
removable media
digtal cart machines

Phase Trak and Dura

Trak — the performance
standard in cart machines

FX-50 Exciter — what you
hear i1s what they hear

For the full story, call Bill Harland
at (217) 224-3600

Broadcast Electronics...
The World Leader in Radio Broadcast Technology.

E BROADCAST
ELECTRONICS INC.

4100 N. 24th St., Dept. D, P.0O. Box 3606
Quincy, IL 62305-3606
Phone: (217) 224-9600, Fax: (217) 224-9607
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otal national spot radio expenditures for the month of May topped
T$1 25 million — a 4.2% decrease from 1991 figures.

Note that there were four weeks in May 1991, as opposed to five
weeks in May 1992. Thus, actual national spot radio expenditures were
much lower in May 1991 All of the figures below, however, have been ad-
justed to reflect the true difference in national spot radio activity

While the figures reflect total bilings as reported by America’s leading
national rep organizations, they are not typical of any specific market. Fur-
thermore, spot billing in individual markets, market groups, or geographic

areas may differ substantiaily.

Source: Radio Expenditure Reports

TOTAL SPOT DOLLARS
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Fight Emp/a yee Apathy!r

ductivity of an apathetic staff,
Round Rock, TX-based Practi-
cal Supervision offers the following
suggestions:
Emphasize your appreciation for
their work, but make it clear that
coasting won’t cut it.

I f you want to increase the pro-

® June 25-27 — Bobby Poe
Convention. Sheraton Pre-
miere, Tysons Corner, VA.

®July 810 — McVay Media
Annual Program Director’s
School. Pierre Radisson Hotel,
Cleveland.

@ July 16-19 — Upper Midwest
Conclave. Radisson Hotel
South, Bloomington, MN

® August 6-8 — Morning Show
Boot Camp '92. Crowne Plaza
Ravinia, Atlanta.

Set clear goals for the depart-
ment and individual workers.

Create a plan with well-defined
steps to guide employees toward
those goals.

Meet with employees on a regu-
lar basis to sustain momentum.

o

® August 13-16 — Jack The
Rapper Convention. Atlanta Hil-
ton and Towers Hotel

® August 15-16 — Dan O'Day's
‘Air Personality Plus+’" semi-
nar. Holiday Inn Georgetown,
Washington, DC.

® September 9-12 — NAB
Radio '92. Convention Center
New Orleans.

©® September 23-26 — RTNDA
47th International Conference &

Exhibition. Convention Center,
San Antonio.
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Really

Bob Poe

Knows Wh
Radio Works.

EVAME 767

BOB POE

General Manager

February 24, 1992

The Great Radio Promotion
The Arbitron Company

142 West 57th Street

New York, New York 10019

If you set out to develop the greatest advertising vehicle in the history
of the world there are a few things you would most certainly include
in your design:

Universal acceptance - everybody would have at least one
Portability - people could take it with them wherever they go

High usage - people would spend more time with it than other
media, preferably more than 2 hours a day

Intrusive - the ability to deliver an advertising message even
when the user isn’t holding it or looking at it

Targetability - an advertiser could easily reach specific market
segments and eliminate waste

Inexpensive - both to produce and deliver the advertising
message

Politically correct - won’t contribute to the depletion of the
earth’s forests

If you can get all those elements into one medium it can’t fail. In
fact, I think I’1] turn this project over to an electronics wiz I know to
see if he can come up with something. His name is Marconi.

Sincerely,
200 South Orange Avenue Suite 2240 Orlando, Florida 92801
PHONE (407) 422-9890 FAX (407) 42e-0838

BT

letter the best.

To all of you who entered, thanks. Radio’s great—and you proved it.

ARBITROI

Moo orioanradiohictan, com

®© 1992 The Arbitron Company

We asked radio people everywhere to enter our GREAT RADIO PROMOTION and tell
us why radio works for advertisers. Not because we didn’t know radio was great,

but because we thought you should hear it from our customers. We got lots of great
~ letters with lots of good ideas. The Arbitron Radio Advisory Council judged Bob’s
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Marketing Music In The ’90s: Part Two

Generate greater sales with deeper retail contacts and broader campaigns

t R&R Convention ’92, our “Marketing Music In

The ’90s” seminar raised several issues. On this

page I'll address some of them and offer a variety
of tactics for selling music product.

Expanding Horizons

Record stores typically seek to
generate the majority of their sales
through current hits. This ap-
proach could stand some evolution
and expansion, starting with
broader mass-market distribution
of artists and the creation of new
retail doors.

For instance, new packaging
concepts and cross-marketing
strategies would help maximize
music sales in non-music areas of
music stores, particularly if linked
to video sell-through and rentals.

Mass Merchandisers &
New Accounts

A great deal of discussion at the
seminar centered on the perceived
difficulty of working with mass and
general merchandisers. A primary
question was, “How can you create
better sales with the traditionally
low margins on music products?”’

Many non-music manufacturers
that don’t enjoy significant mar-
gins do an exceptional job of mar-
keting with mass and general mer-
chandisers. Among the methods
they use that might also be used to
boost music sales:

* Using products as loss leaders

¢ Drawing consumers to non-
traditional store areas with in-
store visuals

o Linking different products to
create sales or “lifts” of

other, higher-margin goods.

Sales of core artists and cata-
logue product can be dramatically
increased in these ways, but such
an improvement would require
more direct contact from labels, as
well as more depth of contact with
store operations contacts and mar-
ket merchandisers. Another tack
would call for establishing contacts
at the manufacturer level (see
“Marketing Strategies,” right).

66

A primary question:
‘How can you
create better sales
with the
traditionally low
margins on music
products?’

99)

Retail Dynamics

Develop and work with sales and
retail contacts at different levels to
boost sales. Try the following ap-
proaches:

Train label branch sales contacts
in local retail sales strategies, op-
erational needs analysis, and mer-
chandising skills.

Work from the bottom up: work
directly with retail for incremental
impulse sales opportunities.

Work from the top down: work
with VPs of sales at the corporate
retail offices of various merchan-
disers to create national merchan-
dising campaigns for additional
product display.

Train and maintain more direct
retail contacts at corporate mer-
chandising levels.

Offer sales training options to
music and non-music retailers. The
training should be designed to cre-
ate higher impulse sales by using
music product as the catalyst.

Provide turnkey off-premise
marketing campaigns with tie-ins
— whether cause-oriented, educa-
tional, or non-traditional — that
can be customized at the retail
level.

Packaging Concepts

In general, sales can be boosted
through better manipulation of
consumer impulse sales. Effect
such purchases in the following
ways.

By Chris Beck

Use shrinkwrap to create sales
incentives by combining video and
audio product.

Multiply your multiple product
sales by shrinkwrapping current
releases with catalogue product
from the same artist.

Utilize couponing — on-pack and
in-pack — and sales incentives.

Create and use more turnkey dis-
play options like ‘“‘shippers” so
product can be positioned in non-
traditional areas of retail outlets.

Create more retail deal sheets
for core artists, tying sales and dis-
play incentives to key retail sales
events. These might include core
artist packaging, merchandising,
cross-promotions, and displays
based on themes. In the summer,
for example, you could use any of
these themes: ‘“‘America’s Best,”
“4th of July,” “Back To School,”
and “Dad’s Favorites” — with a
guaranteed return if Dad doesn’t
like the product.

Marketing Strategies

Don't rely exclusively on your
store contacts. Manufacturers may
hold the key to synergy in selling
your music.

Work with brand managers to
create national cross-marketing
campaigns that are linked to pack-
aged-goods manufacturers and
based on product user/listener pro-
files. Certain age-specific products
link well to broad listener profiles;
e.g., inexpensive cosmetics and toi-
letries, teen-targeted toys, and
sports/athletic items are well-
suited to the AOR core. More
broadly, the greeting card industry
is a good fit for a myriad of music
product categories.

These campaigns can be used for
various objectives, including artist
trial. For instance, you might use
cassette singles, CD-3s, purchase-
with-purchase incentives, or retail
bounce-back incentives.

Create non-traditional retail tie-
ins and bounce-back incentives for
sales at music stores or mass mer-
chandisers with key target ac-
counts (e.g., fast food outlets, toy

& MIARKETING

RADIO VS. PRINT REDUX

at a solution,

However, each of the sides can
do something for the othar, Labals
can . work - better with radic sales
managers 1o craate retad-driven ar-
it promotions that are much more
dynamic than print: ads, Such pro-
maotions include benetits fo retal
that go beyond “antist advertising.”

Stations have awesome promo-
fional muscie, thanks o thes cross-
marketing parinerships and interac-
fiva capabilities, Sales-driven pro-
miotioral campagns on fadio can
yield fremendous incentives for mu-
sit stores. )

Radio sales managers, for their
part, have a similar opportunity in
their dealings with labels. By ana-
lyzing and meeting label and retail
needs, they can better position the
medium by mounting result-driven
campaigns.

Radio can increase its depth of
contact with merchandisers and
store operations personnel by as-

Easing Antagonism Over
Advertising Allocations

aturally, the controversy over radio vs. print retail
ads sparked a fair amount of talk at the saminar. In
short, radio blames labels for allocating dollars to
print fand not to radio), while labels say radio dossn't have
adequate depth of contact at retail. Neither party can arrive

cerlaliing thelr marketing needs, 3
radio. improves its-position vis-a-vis
key retall contacts. it will receivwe
higher percentages of ad dollars.

Third-Party Option

Another aspect of music advertis-
ing concems the reallocation of ad
bBudgets from traditional purchase-
besed oo-0p 1o display'advertising
merchandising allowances. Thess
would be based on additional in-
slese merchandising standards and
ragiirements.

Labels might establish stricter
controls and redquiresnents for third
parties — i.e, rackers — thereby
dramatically reducing third-party
outlays. Thése funds could be re-
claimed for sales-driven promotion,
which would then be under the di-
rect controf of the labels’ sales and/
aor promotion departments. Such
campaigns might also include other
artists and catalogue product.

stores, or clothing establishrrcnt<
that reach target consumer mne-
kets).

Join with high-margin packaged-
goods manufacturers to create na-
tional campaigns that use low-
margin music product to lift retail
sales of high-margin products. Mu-
sic provides the consumer with an
incentive for multiple purchases,
which can help offset the music
product’s own low margin.

Capitalize on cross-marketing
and merchandising opportunities
with the film industry for in-
theater, sell-through, and rental
product.

Don’t stop here. Develop other
artist merchandising incentives

Remote broadcasts used to be rare.
Now they’re well done,

and done from just about anywhere!

and licensing arrangements that
can be tied to sales. Your imagina-
tion is the limit.

[

Chris Beck is the President of
Beck Marketing Group, an in-
ternational sales and marketing
consulting firm. If you have a
question about a column or a
topic you'd like to see address-
ed, he can be reached by
phone at (818) 594-0851; by
fax at (818) 594-5030; by
Prodigy electronic mall at ID#
SRTN15A; by CompuServe at
ID# 76066,3334; or by mail at
22900 Ventura Blvd., Suite
340, Woodland Hills, CA
91364.

NPR SATELLITE SERVICES

%

...ski resorts, national events, and concerts to name a few. With NPR Satellite Services, one station alone or a dozen
stations simultaneously can broadcast their shows from anywhere in the United States and have them delivered
back to their doorsteps. Using transportable uplinks on the road, fixed uplinks across the country, and a staff of
skilled technicians, NPR Satellite Services, works with you to make your promotion a success.

Call us for your next remote...your listeners will thank you.

L NPR SATELLITE SERVICES,
2025 M Street, N.W. @ Washington, D.C. 20036 @ (202)822-2626

WWW- amerieanraciehistor-com
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‘ ‘ Goﬂon has done Hol-
lywood,” proclaims
Business Week. At-
torney Ailen Grubman concurs: "I
don't know what's left for David in
the record industry. His dilemma is:
what's he to do with the rest of his
life?” In its portrait of the mogul as a
relatively young kajillionaire, the
'Zine also notes Geffen spent
$600,000 on his constant compa-
nion — the phone — by installing a
satellite dish in his jet.

And he just keeps making mon-
ey! Geffen and manager Sandy
Gallin bet Madonna and ex-Fox-
TV boss Barry Diller $1 million
over dinner. The wager? That actor
Luke Perry is talier than 5'9.”
When she leamed he's 5'10,” Ma-
donna said, “I thought he was smali
and powerful, but | guess he’s me-
dium and powerful.” She’s ready to
pay up, but the currently unem-
ployed Diller isn't (Globe, Star).

‘Rap Sheets

Rap is in the news again, thanks
to Bill Clinton and the police.
Newsweek siaps Sister Souljah on
the cover for its “Rap And Race”
story, while Time and U.S. News
weigh in with editorials on her state-
ments. People turns to hit rapper
Sir Mix-A-Lot for a soundbite: “In-
stead of confronting Ice-T, the
police should try and understand
the music a little better. Maybe
they'll learn something about the
kids in the process.”

As for ice-T, in Rolling Stone's
look at how rap “predicted”’ the
L.A. riots, he says, “My answer to
what happened [in the riots} is ‘Re-
fer to album 3, track 5." What do |
think about the police? See album
4, track 2.”

Life With Garth

in a LIFE-size pictorial and profile,
Garth Brooks notes, “! used to
think when country singers became
rich and famous they lived like the
Beverly Hillbilies in these houses
made of 40 tons of marble, and
they became out of touch. God, |
hope | was wrong.”

’Zine Theme

Chynna Phillips notes, “News-
week's great, just, you know, to
read the news” (Us).

PAPER VIEW — “A persona builds

up around you . . . . It's like trying
to fight your way out of papier-
mache: there's always people
sticking bits of wet newspaper to
you all the time" — Cure frontman
Robert Smith defines the difficulty
of remaining indefinable in the pub-
lic eye (Pulse).

‘Geffen Has Done
Hollywood!’

IT'S WHO YOU KNOW — Busi-
ness Week looks at possible FCC
ownership reregulation this week.
Herb McCord, who's partnered
with leveraged buyout giant KKR as
CEO of Granum Communications,
notes, “There are tremendous op-
portunities for economies of scale.”
{He's also pictured in the 'zine.)

“1 used to tell my kids, ‘if you ever
take drugs, iet me get them for you.
1 still teil them, if they get into trou-
ble, at least they can come to me
and | can take them to rehab. Be-
cause daddy certalnly knows
where they are” — Ringo Starr
(Rolling Stone).

ln |ts cool“ issue, Entenalnment
Weekly inducts Keith Richards,
Aretha Franklin, George Jones,
and Bonnie Raitt into its new “Cool
Hall Of Fame.”

Both Sides Now

While Soundgarden singer Chris
Cornell says, “l don't have that
elitist attitude that | want to hand-
pick the people that listen to my
music,” bassist Ben Shepherd la-
ments, “Sometimes | feel it {our mu-
sic] is cheapened by the process of
spreading it thin over such a wide
area” {Rolling Stone).

Young And Angry

“Everybody says, ‘Well, business
came in and ruined the music,’ but
that's just an excuse. The real rea-
son is technical . . . . This is the
darkest time ever for recorded mu-
sic” — Neil Young's essay, "Digital
Is A Huge Rip-Off,"” is excerpted in
the July Harper's.

‘Musical Education.

“Let’s face it, we're living in cor-
porate America. And you know
what? This record company treats
us better than any indie label ever
did. | don’t like the term, but | guess
the operative word is professional”
— Sonic Youth’s Thurston Moore
refutes Spin’s suggestion that the
band sold out when it signed to
DGC.

The Naked Pop Star
Engelbert Humperdinck plans

to open a nudist colony in Mexico
(Globe).

Each weak RBR sneaks a peek
_fhmugnﬂfam&m
WMMMMMM
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ridiculons in sl news R&R
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MEDIA

Who Buys What Books And Where e

nly 4% of Americans pur-

chased a book last year, ac-

cording to a study by the
New York-based Book Industry
Study Group. Of those who were
buying, 66% read fiction, choosing
it by a large margin over general
non-fiction (9%) and cooking/
crafts books (7%). Romance
novels accounted for 46% of mass
market paperback sales.

Books have apparently fallen
from favor as gifts for adults — on-
ly 14% were purchased as pres-
ents, although 60% of children’s

SR

TOP TEN SHOWS
JUNE 15-21

1 Roseanne
2 Coach
3 Home Improvement
4 60 Minutes
5 Murphy Brown
6 Street Stories
7 Murder, She Wrote
8 Jack’s Place
9 Cheers
Full House
Grapevine (tie)

Source: Nieisen Media Research

Al show times are EDT/PDT uniess oth-
erwise noted; subtract one hour for CDT.
Check listings for showings in the Mountain
time zone. Al fistings subject to change.

Tube Tops

“Michael Jackson: The Dan-
gerous Tour!” showcases the
artist's opening night perfor-
mance in Munich, Germany.
The 30-minute Fox special also
features Jackson's latest music-

fim, “Jam" (Thursday, 7/2,
8:30pm)
1 Friday, 6/26
¢ Shabba Ranks, “The Ar-

senio Hall Show" (syndicated;
check local listings)

¢ Smithereens, ''The Dennis
Miller Show” (syndicated;
check local listings)

* Toad The Wet Sprocket,
“The Tonight Show Starring Jay
Leno” (NBC, 11:35pm),

¢ Chicago'’s recent 25th an-
niversary tour is chronicled in
the first instaliment of a two-part
series on “ABC in Concert”
{midnight).

* Warren Zevon, “Late Night
With David Letterman” (NBC,
12:35am, Saturday)

T,

Monday, 6/29
* Nia Peeples, “Arsenio
Hall *
* Delbert McClinton, “Jay
Leno "
Tuesday, 6/30

e Zoo, “Arsenio Hall.”
¢ Jackson Browne and the
Indigo Girls, “Jay Leno."

Waednesday, 7/1
s Lita Ford and Clarence
Clemons provide the sound-
track for “Howie,” the first of
comedian Howie Mandel's four

R i B e R A R R s e R

30-minute specials (CBS,
8pm).
¢ Chubb Rock. “Arsenio
Hali ™

T o B R S 0 e R R R s

U Gang Starr ‘Jay Leno

'+ Dave Koz, “Arsenio Hal."
¢ Cowboy Junkies, "Jay

Leno."

i -aaaadica nradiahician, cony
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books were bought as gifts. e «v_m«gg;%m‘gj i

Notably, most literary purchases
are made at independent stores

TR

WEEKEND BOX OFFICE

*First week in release
Source: Exhibitor Relations Co.

(28%), rather than chain outlets JUNE 19-21
(20%). The mail-order market is
also dpmg well, with book clubs ac- ©  1BatmanReturns $47.72
counting for 16% of total sales. i (WB)*

& 2Sister Act $7.75
= 3§ o & (Buena Vista)
f‘%“é §3 (el . 3Patriot Games §7.72

s ; (Paramount)
R . »mw L - § 4 Housesitter $7.02
= 2 & (Universal)
. NEW THIS WEEK .| SLethaiWeapon3  $4.70
. ®BAD CHANNELS N R
§ (Paramount) B %': 6 Far'And Away $3.01
. Starring Paul Hipp and former & = (Universal)
£ MTV VJ Martha Quinn, this g 7 Encino Man $1.61
% feature film about an alien who :3 (Buena Vista)
% hiacks a radio staton’s ar- [ @ 8Alien 3 (Fox) $1.52
§ waves sports a Moonstone | | 9Class Act(WB) $1.22
| Records soundtrack with music | 10 pas lr)tstlnct $0.95
. by Blue Oyster Cult. 5 B riStar,
® WAXWORK II: LOST : %
IN TIME (LIVE) All figures in millions

Veteran rocker/actor Michael
Des Barres and former Span-
dau Ballet member/actor Mar-
tin Kemp are featured in this
sci-fi film about a wax museum
and its evil inhabitants.

COMING ATTRACTIONS: No
music-related movies opening
this week.

CURRENT

®BATMAN RETURNS (WB)

Featured Artists: Danny Elfman, Siouxsie & The Banshees
®LETHAL WEAPON 3 (Reprise)

Single: It's Probably Me/Sting w/Eric Clapton (A&M)

Other Featured Artists: Elton John, David Sanborn, Michael Kamen
® ENCINO MAN (Hollywood)

Single: You're Invited But Your Friend Can’'t Come/Vince Naeil

Other Featured Artists: Jesus & Mary Chain, Cheap Trick
®CLASS ACT (Giant/Reprise)

Singles: Full Term Love/Monie Love

A Class Act I/B Angie B

Other Featured Artists: Kid 'N Play, Jade, Lord Finesse
® DEEP COVER (Solar/Epic)

Single: Mr. Loverman/Shabba Ranks

Other Featured Artists: Po’ Broke & Lonely, Calioway, Jewell
® STRAIGHT TALK (Hollywood)

Single: Light Of A Clear Blue Morning/Dolly Parton

COMING

® MO’ MONEY (Perspective/A&M)
Single: The Best Things in Life Are Free/Luther Vandross &
i Janet Jackson
Other Featured Artists: Color Me Badd, Caron Wheeler, MC Lyte
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WHAT DO.....

KIIS, KROQ, KPWR, KQLZ, WRBQ, KOY,
KMEL, KFOG, KNBR, KITS, KRQR, WNEW.
WHTZ, WALK, WGN, WGC/ WBBM, WVAZ,
WHYT WWJ, WJR, WIOQ, WUSL, KSHE,
WKBQ, KQF?S, KLXK, KSTP, WMAL, WAVA,
WBCN, WGST, WAPW, WBZZ, WMXP.....

And over 1,000 other stations.....

HAVE IN COMMON?

They do business with U.S. Tape & Label!
WHY?

Because we’re the BEST in the bumper
strip, window label business. We have to be!

Don’t listen to “Product Pitches’’!

Do call anyone above for their experience
on our quality, service & price.....

Then call us.....314-423-4411.

.S Tape & Label

Srint F.owis, VEinnonei

Home of the TRAVELING BILLBOARD®
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" THE TALK

ON THE STREET

ANNIE LENNOX

} Tap 40, AC, Aliernative, NAC, MTV 4
And VH-1 Say "Why" Na!

Annie Lennox has a major hit on her hands
with “Why", the first single and video from
her solo debut album DIVA, already well past
GOLD. All sources say it's REAL with a
capital “R", including KIIS-FM’s Michael
Martin: “The multi-format support proves this
record to be a MASS APPEAL HIT IN LOS
ANGELES.” KHMX's Guy Zapolean seconds
the notion: “"WHY’ has been TOP 3
REQUESTS FOR THE PAST 3 WEEKS and
now the callout follows. Whether it's Top 40
or AC, THIS IS A REAL HITI!t”

’ A Home In The Making ‘

With strong multi-format play everywhere,
STRESS rotation at MTV and HEAVY play at
VH-1, DIVA is now Top 20 in most markets.
In fact, BDS airplay on “WHY” is up over
35% the last week alone.

P 7V Appearances Heat Things Up ¢

The story gets even bigger with Annie’s
upcoming appearances on:

The Tonight Show 7/16

The Dennis Miller Show 7/20

MTV Unplugged late July

TOP FORTY CHART: €

© 1992 ARISTA RECORDS INC.. A BERTELSMANN MUSIC GROUP COMPANY

STREET TALK.

Nashwlle Exec Sued For Harassment

B/Nashville Dir./in-House Marketing

Nancy Sollnski has filed a sexual

harassment lawsuit against WB
Dir./Artist Relations George Briner, according
to the Nashville Tennessean (6/23). in the
Tennessean story — which, because Briner
declined to comment to news media on advice
of counsel, is based chiefly on Solinski's
filing — Solinski claims Briner tried to make her
perform oral sex on him while he drove her
home from a work-related social function in
December 1990. In the suit, Solinski says
Briner fondied her and made a sexual
proposition in an office haliway in January
1991. After she told Briner to “leave her
alone,” she claims he became ‘“vindictive and
malicious” toward her and has sometimes
sabotaged her work.

She also says she complained to the WB
personnel office and was told to be a *‘team
player,” to try to solve the problems by talking
with Briner, and to take no further action.

Solinski further says in the suit that shortly
after her complaint, Briner hung a banner
outside his office that said, “Egotistical,
payola-motivated, sex-crazed, major-label
chieftains (we fit that description quite well).”

She is seeking $500,000 in
compensatory damages and $250,000 in
punitive damages from Briner and WB.

}Get Your PD Post Scnrucard‘

Wild week at KBEQ/KC, where PD Jon
Anthony exits. Pollack Media Group’s Dave
Van Stone consults and will assist in the PD
search. Concurrently, the format shifts from
mainstream CHR to Churban, while the New
Rock “Planet Q" show cuts back from 7pm-
mid to 1Opm-1am.

APD/afternooner Mike Kennedy has the
inside track on the PD chair. Nonetheless, ST
hears former KEGL/Dallas PD Joel Folger has
already interviewed with VP/GM Bob
Laurence.

Other names heard in the KBEQ hallways
include (drum roll, please . . .) KEGL/Dallas
APD Jimmy Steal, former Y107/Nashville PD
Louis Kaplan, B94/Pittsburgh APD Jeff
Tyson, WBXX/Battle Creek PD Joe Dawson,
ex-B93/Austin PD Elvis Duran, WZPL/Indy
OM/PD Don London, Yankees owner-in-imbo
George Steinbrenner, WKZL/WInston-Salem
PD Chuck Holloway, and a mystery Midwest
candidate.

Meanwhile, just a few hundred miles east,
KHTK/St. Louis PD Michael St. John resigns
to join a tipsheet. Early inquiries into the
vacancy include Kaplan, ex-WQXA/York PD

We’re proud

to welcome our
first Wargames
Radio client —

KRRK-FM/Omaha!

WWW-americanracielistor—eom

Rumors

* Broadcsst Promotion & Marketing Execu-
thves (BPME) Prez Gary Taylor resigns after two
vears at the heim. Is he headed for a majar radio gig
on the West Coast? )

® Wil former. Urben AC KEZB/EL Paso — which
has been dark for about thres months — retam fo the
alr with & Hot AC direction? Will crosstown KPAR PD
Ell Molano play-a mie? '

* Speaking of Mot AC, could CHR WTWR/Tole-
do move thal way?

s Will Classic Rocker WIFMiGrand Rapids oo
Country in-tid-July? New owness ook over June 1;
that's also when the PD and moming personality ex-
fted. New VP/GM Tim Faegan says he's “stutying
format options™ . . . but 5T hears & former Midwest
Coountry marning team has aready been hired,

¢ Which PD and MD at a prominent East Coast
CHR are both actively looking?

Mark Feather, former Hot 95/Jackson
PD/morning man Jerry Lousteau, and ex-
WJLQ/Pensacola VP/Programming Barry
Richards. Scott Gordon has been named MD.

}s-ﬁw_a Returns After Amb‘ush{

WABCINY morning co-host Curtis Sliwa,
who was gunned down last Friday (6/19),
could be broadcasting from home as early as
next week, according to PD John Mainelli.
However, Sliwa probably won't return to the
studio for at least a month.

The Guardian Angels founder was
ambushed early Friday morning (6/19) as he
headed for WABC. Sliwa's assailants, who had
obviously studied his routine, picked him up
near his apartment in a stolen taxicab. Upon
entering the cab’s back seat, Sliwa was shot
five times in the abdomen and leg by a
gunman hiding in the front seat.

The shooting was the second attack on
Sliwa in two months. On April 23, he was
beaten outside his home by baseball bat-
wielding thugs who left him with head injuries
and a broken wrist.

Sliwa’s wife and co-host, Lisa, returned to
the airwaves Tuesday (6/23), broadcasting
from her husband’s hospital room.

MTV VP/Prog. Matt Farber — who will
have signed a new two-year deal by the time
you've read this — will take on a new role in
programming and development of new
business . . . including the much-discussed
two additional MTV channels.

Look for VP/Promotion Andy Schuon to
expand into programming and assume some of
Farber’'s duties. Full story next week!

Continued on Page 22

Rock Radio Exclusively

JOE KELLY

414/632-8610 » 414/632-5527 fax
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BANSHEES

"t ACE
to
tACE"

A

Produced by Stephen Hague

From the Original Motion Picture Soundtrack
BATMAN RETURNS

Management: Tim Collins Siouxsie And The Banshees appear courtesy of Polydor Limited and Geffen Records 1992 Wamer Bros. Records Inc.
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#1 SELLING ALBUM

CHR CHART €9

KYRK 11-8
WPRR 16-8 HOT
KMCK 4-4 HOT
KISR 12-9 HOT
WILN 14-7 HOT
KNIN 7-5

KTXY 11-8 HOT
WALZY 27-21 HOT
KXKT 7-5 HOT
KGGG 15-9
KFMW 2-1 HOT
KTMT 10-8

KEGL 10-9

Q102 15-13
WAAL 15-9
JET-FM 3-2 HOT
WWKX 13-8
WPST 9-6 HOT
WKRZ 20-16 HOT
WY(R 13-8 HOT
WAPE 7-6 HOT
WRQK 17-10 HOT
KMYZ 4-4

WHOT 2-2 HOT

ALBUM &9 7th WEEK:

HEAVY ROTATION MTV
PLATINUM PLUS!

.

01992 Dafy sbrarucan Rtcordungs dmes

Continued from Page 20
} WZOU Concert ‘
Turns Into Zoo

Twenty-four people were hurt — one by
stabbing — during a free concert at City Hall
Plaza sponsored by WZOU and the Boston
Herald last Thursday (6/18) when the crowd
of 15,000 became unruly after a fistfight.

Officials canceled the show — which
featured Stacy Earl, Arrested Development,
A Tribe Called Quest, MC Brains, College
Boyz, Giggles, Laura Enea, Kym Sims, and
Meli’sa Morgan — but youths continued to
prowl the streets, smashing windows and

Rumbles

* WDZR/Detroit VP/GM Peter Acquaviva takes
the same post at WAKR & WONE/Akron. He suc-
ceeds Fred Anthony, who resigned to become
Prez/CEOQ of an Akron hospital.

* Phil Allen resigns his PD post at WVKO/Co-
tumbus, OH. OM K.C. Jones is handling those duties
on an interim basis. Allen reportedly is heading back
to Charleston, SC — where he programmed WUJM,
which jettisoned its UC format last year.

* Longtime KMPC/L.A. GSM Sue Hinsche has
exited.

® Zoo Dallas regional promo rep Rick Upton re-
turns to radio as PD/aftermooner at KIKX/Colorado
Springs.

* WTMX/Chicago MD Joe Cassady joins Bon-
neville Broadcasting System as Programming Con-
sultant. Lisa Michelson succeeds him as MD, but he
continues his WTMX weekend shift.

* Former KAGG/Bryan-College Station, TX PD
Dan O’Neill becomes PD at Country KSET/EI Paso.

* KSMBJ/Latayette, LA PD Ray Waldon resigns
to become an Episcopal priest. KSMB MD Eddie Nel-
son also exits, joining crosstown AOR 293 as MD/
night rocker.

o KZFM/Corpus Christt PD Danny B. Jammin’
exits to return to college, and MD Dale Baird ascends
to PD.

¢ At WPFM/Panama City, Lee Cruze becomes
PD/MD/mormning man, moving from the APD/moming
siot at KSAQ/San Antonio.

o KFAVISL. Louis-St. Charles MD Shella Sands
becomes acting PD.

¢ KQRCIKC afternooner Valorie Knight adds
MD duties at the hard-rocking AOR. At crosstown
KYYS, promotion and music assistant Michelle Eng-
land rises to Dir./Promotion & Client Services. Deb-
ble Mitchell becomes Music Coordinator.

¢ The moming team of Rick Rumble & Scott
Thrower reunites for wakeups at KCLX/SD. After a
team stint at WEGX/Philly, Rumble worked briefly at
Q106/SD, while Thrower hung out at KKFR/Phoenix.

* Former KRXY/Denver air talent Michael Moon
teams with crosstown K8104 morning co-host Dean
Curfman for wakeups.

¢ B36 signs perennial fill-in jock Alan Kabel for
nights, replacing George McFly. The CHR also inks
new contracts for late-nighter Baltazar and over-
nighter Greg Murray.

¢ KUBE/Sesattle APD/midday dude Barry Beck
exits for momings at AC WVTY/Pitt.

¢ KEEY/Minneapolis morning show producer
Mark Bower becomes MD. Peter Stevens, middayer
at KEEY sister all-Sports KFAN, moves to evenings
on KEEY.

disrupting traffic for several hours. Many of the
acts returned to the WZOU studios to perform
and plead for caim.

Calls to PD Sunny Joe White about the
incident went unreturned.

Former WABC/NY morning host Jay
Diamond has been tapped to host a new
morning drive talk show on GAF Classical
outlet WNCNINY, effective late July. 'NCN VP/
GM Matt Field vehemently denies speculation
the station will eventually go ail-Talk.

Disregard the rumors that J.C. Corcoran,
former morning maniac at St. Louis rockers
KSHE and KSD, might be heading back to
KSHE. As KSHE PD Jim Owen succinctly put
it, “We'll hire J.C. back when pigs fly over a
frozen hell.”

ST hears KFI/L.A. afternoon talker Tom
Leykis, who recently subbed for three days at
WLUP (AM)/Chicago, plans a six-day fill-in at
WORINY in July. Might this have anything to
do with the fact that his contract is in its final
year?

Miami-bound Bill Pugh (see Page 3)
wasted no time getting of town. Anyone who
called his former employer, WRXL/Richmond,
on Monday (6/22) was simply told, “He’s no
longer with us.” ST hears the hasty departure
was just fine with everybody concerned.
Apparently this was one case where no one
expected the exiting PD to “help with the
transition.”

'RXL MD Paul Shugrue becomes acting
PD and a candidate for the permanent job.

WSB (AM)/Atlanta talk host Wes Minter
segues to PD of N/T WHIO/Dayton.

Don't look for any immediate moves to fill
the vacant MD slot at Q106/SD. Expect
incoming PD Tracy Johnson and APD/
afternooner Jo Jo Kincaid to handie things for
the short term.

Talk WWRCIDC is courting former WGST/
Atlanta talker Brian Wilson for the morning
co-host chair vacated by Rita Foley. Wilson is
filing the slot on a temporary basis while he
and the station negotiate.

Meanwhile, the morning team of Paul
Bicknell & Gary St. Ours, from the now-
defunct UTALK Net, have surfaced doing
extensive fill-ins at WWRC.

At presstime, ST heard that New Rock
KDGE/Dallas PD Larry Nielson had exited.

’ Simulcasts & LMAs ‘

All-Sports WTEM/DC will simulcast
Redskins football games on its FM sister,
Classical WGMS. The move insures the games
will be heard even in those parts of the metro

Continued on Page 25

LYLES URBAN

CONSULTANCY

"SPECIALIZING IN THE URBAN SOUND"
1101 Collier Road, NW, Suite C-3, Atlanta, GA 30318 (404) 351-6410
Harry M. Lyles, President
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Already Heavy
CHR Action At...

KS104 add wioaQ 23
FM102 add WPGC 9-7
KBFM add KBXX 13
KCHH add KMEL 28-26
92Q deb 28 - KUBE

WCKZ 28-22

Aren’'t You

Looking For

Something
To FPlay?

The Debut Single
And Video From
The Queen Of Hip Hop Soul
Off Her Forthcoming Album
What's the 4112

Prod ed By flave “Jam” Hall For
n ouchables Entertainmernt

Execuvcive Producers: Andre Harrell
And Scan “"Puffy” Combs

Management: JDW Management

©1992 Ughowip e grds, Inc,
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STREET TALK.

Continued from Page 22

where 'TEM'’s signal fades at night.
Meanwhile, in OKC, a six-year lease
agreement between Diamond Broadcasting
AM outlet KOMA and Wilks-Schwartz AC
KKNG provides that KOMA’s Oldies
programming will be simulcast on KKNG's FM
frequency (with new KOMA-FM calls).

At CHR WBBO/Greenvilie, SC, OM Bill
Catcher and PD Michael Angelo exit. MD
Christopher Goode takes charge for now
amid rumors of a format shift. GM Leigh Trapp
indicates 'BBO will stay CHR with a slightly
higher demo target. Angelo has surfaced for
nights at crosstown AC WMYI. Will Catcher
rise elsewhere in the market?

Who will become the new Z100/NY
Research Dir., replacing Y107/Nashviile-bound
PD Kris Earl Phillips? ST hears Z100 PD
Steve Kingston is talking with former KKBQ/
Houston OM Dave ‘‘Rave’’ Elliott and ex-
KHTK/St. Louis PD Brian Bridgman . . . for
starters.

As contract negotiations stalled, 30-year
WKRC/Cincy morning man Jerry Thomas
exited last Wednesday (6/17). A non-compete
clause will prevent him from joining another
Cincy station until next February. OM Dave
Mason assumes Thomas's shift.

}Jackson: On Another Plane<

After Michael Jackson contracted to hire
the world's largest operating transport plane —
the Russian AN-124 — to handle the 1000-
plus tons of equipment for his forthcoming

Theiucks Start Here

o cash in on the buzz around the film *‘Mo’ Money,"’
T and to start the wheels of commerce rolling on behalf

of its just-released soundtrack, the doughboys and
*girls at those eminent financial institutions, Perspective
and A&M, bucked prevailing economic trends by showering
influential industry titans with a wealth of financial induce-
ments in a cloth moneybag inscribed with the soundtrack
name.

The treasures inside maintain the overall financial
perspective, including a long green ‘Mo’ Money’’ T-shirt,
a tape of the LP (with a green J-card), a trailer for the
film, a pair of promo stickers, and the pictured bankroll of
greenbacks, spotlighting the soundtrack's artists and pro-
ducers Jimmy Jam & Terry Lewis. To coin a phrase, pass

I the bucks . . . I

Rumbles, Pt. 11

* FM100/Memphis Production Dir. Craig Cor-
nett moves lo WPLINY for the same duties. PRO-
FMIProvidenca night stalker David Simpson adds
“weekend duties at "PLL

* Middayer Kimba and morning man Mike Lyans
trade shifts at WZTAMIaml. Alzo . . . Ray Graham,
who had been douting az the station's moming
‘newsmean and APD, becomes Dir /News & Public Af-
fairs.

o Long lsland rocker WBAB-FMiBabylon will
soon simulcast on WHFMSouthamplon, greatly e-x-
pra-n-d--n-g the A0R's coverage in Sutfolk County. -

* KRBLIAIbuquergue flipped from AGH to CHA,
not Hot AC, aa reported last weel. It's now cafled

Laser 98.5-FM. ;

* WRHT/Greeny lle, NC OM/PO/MD Dave Mack
hands the MO duties to middaysr Gina Gray.

o * Asof this wee<, MO Vicki Cannon becomes
acting PD at WAZIAlsany, GA,

* WVIC/Lansing MD/afternooner Jim Parker ex-
its owing to budgetary problems. Cft-air PD Jim Law-
son picks up MDVaftamoon duties.

* WOWW/Pensacola AE Vida Gerralds be-
comes MO :

* Former WEGX/Phlily late-nighter Bobby Willis
becomes Production. Dir. /late-nighter at The. End/
Cleveland.

o Late-nighter Mark Hanson exits from Gold
KFRCISF. .

o WCIRIBeckioy, WV MD Jeff Davis exits.

¢ Dave Dahi moves from WDKB (B8S)Dekalb,
IL'to cvigrnights at Z104/Madison.

* WQGNIGroton, CT ups Liz Jordan to PD, re-
placing Chuck Davis, who segues to Production Dir,

¢ KGOGRapid Cty, SD MD Michael Staela be-
comes MIvnight rocker at KQKQIOmaha.

* Former Y102{Reading, PA MDimorning show
co-host Mike Browne returns to the station ip those
capacities . He replaces Tommy Frank, who heads to
WHNVZiNorialk as MD'night staiker.

o WENX/Muskegon MD/afternconer Mark
McGill snags the APDYMD siot downsiate at WGRDY
Grand Aaplds. He's replaced by B84/Pittsburgh
swingmeister Chris Thompson.

* Urban Consultancy Frez Harry Lylas adds cli-
ents WALRIAtlanta and new Urban outiet WMNXI
Wiimington, NC. WOSM/Fayatieville, NC's Rod
Cruise |oins 'MHNX as PD.

o ¥107/Nashvile moming man Coyots Mo-
Cloud will become a minarty owner in WTBBIBoni
fay, FL, pending FCC approval.

* Former Power 108/Cleveland morning man
John Landecker wilk do swing/weekend work at
crosstown Goid WMJL.

world tour, the American and British
governments said “nyet” to its landing.

When Jackson hired a 747 Series 200
carrier, the weight proved to be an overload,
SO a second air carrier was engaged.

Meanwhile, ST hears that the idea for
Jackson’s “Jam” video clip — featuring
Chicago Bulls superstar Michael Jordan —
emanated from Z100/NY APD/MD Frankie
Blue. Look for the “special thanks” from MJ to
Blue on the CD-Pro.

During a bus trip to Sunday’s Nashville-
area Evangeline/Jimmy Buffett concert, MCA/
Nashville staffers got a scare when an
oncoming car in the opposite lane lost a
wheel. The tire bounced over the median, fell
through the roof of the bus, and shattered the
front window, momentarily incapacitating the
driver. An MCA staffer's date grabbed the
wheel, hit the brakes, and brought the bus to
a safe stop. Miraculously, no one on the bus
was injured.

On a less tension-fraught note, congrats to
the MCA/Nashville promo department, which
has notched six No. 1's in the last 15 weeks.

Continued on Page 26
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featuring guest vocals by
HOWARD HEWETT

P1 cHART Q-

“FACES OF

LOVE?”

R A 0 S e . =

PRO-FM add
KDWB add
WKSE add

B95 add

WPRR add

KZIl add

KWTX add
KROC add
PWRI106 deb 29
HOT977 deb 29
WSTW deb 28
KBFM deb 40
XL1067 deb 30
KF95 deb 38
WJMX deb 40
KISR deb 34
WYKS deb 37
KQIX deb 40
Y97 deb 34
92Q 29

WXKS 19-17

HOT97 23
PWR99
WNVZ 26

KTFM

PWRPIG (7

QI02

WNCO [7-14
WWHT 24-22

25-23

WHHH 24

KBEQ
HOT|

31
02

KHTK 30-27
KS104 14
KOY-FM

KKRZ

FM102
KISN 24-21

Q106
KMEL

21-19

o

FLY92 33-30
WAAL 23-20
WQGN 29-26
WRCK 37-34
WBBQ 30-25

K92 37-34

WGTZ 26-22
WGRD 34-22 HOT
HOTI94 16-12
KDON 26-21
BOSS97 29-23
WWEFX 40-36
WYYS 25-2]
KFQX 35-30
WIAD 21-18
KCHX 26-22
KPXR 7-7 HOT
KTRS 26-21

...And Many Mcre!

SEE NIA PERFORM
“Faces Of Love”
ON THE ARSENIO HALL
SHOW MONDAY, JUNE 29.

PRODUCED BY STURKEN & ROGERS
MANAGEMENT: LINDSAY SCOTT AND ROGER DAVIES
FOR ROGER DAVIES MANAGEMENT, INC.

© 1992 CHARISMA RECORDS AMERICA, INC.

charisma
—
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NOW ON 30
CHR REPORTERS

WENZ 23-19 HOT
WNCI 29-21
KBEQ

KWOD 26-23
WPST 30-27
KISR 39-36
KXKT 24-20
KFMW 32-23
KQIX 38-36
WKRZ deb 40
WCGQ deb 34
KNIN deb 32
WBNQ deb 32
KLYV add
KFFM deb 40

Produced by Fred Maher
and Matthew Sweet

Russell Carter Artist Managerment

I'VE BEEN WAITING

FROM THE BREAKTHROUGH ALBUM, GIRLFRIEND

ANOTHER MINUTE

FROM THE SMASH

NOW ON 43
CHR REPORTERS 43/16

KRBE 26-20 WDJX add
B96 19 KQKQ add
WKBQ 29-27 K107 add
KWOD 21-14 WPRR add
HOT102 add WMMZ add
wq-m( deb 29 WILN add
' KGGG add
OK95 add
K106 38-33

WBBD ‘UU\ '94.
WFMF add

CAUSE (G EFFECT

PRODUCED BY SEAN ROWLEY

E? mwnnmmnm S

STREET TALK.

Continued from Page 25

} Hot Phlash {

During last week’s Midwest storms, a
lightning bolt hit the STL just outside the studio
where B106/Ft. Wayne night rocker Phlash
Phelps was broadcasting. The jolt surged
through his headphones, knocking him down
and the station off the air. Both jock and
station are doing fine now.

}Aﬂanta Chainsaw Massacre<

WKLS/Atlanta PD Michael Hughes and
Burkhart/Douglas & Assoclates consultants
Greg Gillispie and Tom Barnes were enjoying
lunch with Geffen's George Cappellini last
Friday (6/19) when a man strolled into the
restaurant with a chainsaw and carved up their
table!

Turns out the lunatic in question was
Jesse James Dupree, lead singer of Atlanta’s
Jackyl, who engineered the bizarre incident to
hype the band’s soon-to-be-released debut
album on Geffen. The stunt, which was
captured on film and may be included in the
band’s video, wreaked havoc on the Longhorn
Steaks restaurant, which was packed with
customers.

“Employees literally jumped over the bar,
and customers went running out into the
parking lot,” reported angry Longhorn Steaks

Records

¢ Atco/EastWest L.A. local promo rep Paula
Tuggey jumps to MCA for West Coast Regional Pro-
mo duties. She replaces Jan Teifeid, who's eievated
to Dir./Nat'l Secondaries Promo.

» Capitol's Atlanta promo rep Stan Gleason ex-
its, replaced by Jive Atianta rep Michael ‘‘M.0.”
Martin. Capitol's Clevelanc promo rep, Jack Snyder,
also exits.

¢ MCA Seattle promo vet Freddie Zashler shifts
to Interscope, taking on regional promo duties
extending into Northern Calif.

«Sunny Joe White upped to WZOU/Boston PD

+Brian Thomas named WEZB/New Orieans PD.

«In Nashville, AOR WKDF and Classic Rock WGFX become first
competitors to share sales staffs.

4

«Interep acquires Torbet and Select rep firms.

»Westwood One sets Jerry Sharell as Exec. VP/Entertainment
Mkig. and Greg Batusic as Exec. VP/Sales.

+Kevin Weatherly named KMEL/SF MD.

4

«Stu Cohen named WB Nat'l Promo Dir.
oL A. PD Charlie Cook (eaves KHJ for KLAC.
+Don Langford becomes KRAK/Sacramento PD.

<

«NBC appoints Charley Warner VP/GM and Bob Pittman PD
of WNBC & WYNY/New York. and Burt Sherwood GM and
Bill Hennes PD of WMAQ & WKQX/Chicago.

I +Ted Edwards joins WMJQ/Rochester for evenings. |

Prez George McKerrow. “We were taken
advantage of by a bunch of idiots.”

McKerrow has threatened legal action.
Geffen execs had no comment. Earlier,
Dupree had performed similar remodeling on
the Geffen offices in L.A. (already retouched
by Nymphs lead vocalist Inger Lorre's
desktop bladder-voiding escapade earlier this
year. Could we get a referral on their
decorator?).

/ A terats

S ¢

# 4, wendhiofrg,,

THIS SPORTING LIFE — The combination of a celebrity auction (in conjunction with R&R Convention '92) and a
week's worth of celebrity sporting events raised $375,000 for the T.J. Martell Foundation’s fight against children’s
cancer, leukemia, and AIDS. Pictured at top (I-r) are MTV Headbanger’s ball nabob Rikki Rachtmann (left) and
Warrant's Jani Lane holding the week’s proceeds after the concluding softball match, below left, Foundation founder
Tony Martell flanked by Motley Crue's Tommy Lee (left) and Eddie Van Halen after the Golf Classic, below right, Def
American GM Mark DiDia (right) clasping his Rock 'n’ Bowl trophy while event organizer Jon Scott holds the winning
ball.
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NEWS

Radio Revenue Growth

Continued from Page 1
4.1% of 1991 listening — down
from 525

Among the highlights of the re-
port:

* Radio stations may receive the
bulk of any advertising windfall,
with up to $10.8 billion in revenues
by 1996, a growth rate equal to the
6.4% rate expected for the overall
industry.

¢ Local radio advertising is ex-
pected to grow 6.3% annually to
$8.65 billion in 1996, compared with
the 42% annual growth rate of the
past five years.

* National spot advertising may
grow 6.8% annually to reach $2.2
billion in 1996, up 3.6 percentage
points from the previous five
years.

¢ Radio networks, after several
years of slow growth at 3.2% annu-
ally, are projected to increase at a
5.8% compounded annual rate.

Music Industry
Revenues

Consumer spending on recorded
music is expected to climb 6.3% an-
nually to $10.6 billion in 1996, up
from $7.8 billion in 1991. Unit sales
of music are projected to grow
4.3% annually to $990 million in
1996, up from $801 million last year.

The music industry is expected
to benefit from a projected 1.9%
annual increase in prices as CDs
continue to replace lower-priced
LPs and cassettes. The introduc-
tion of new formats such as digital
compact cassette (DCC) and mini-
discs also should spur revenue
growth.

VS&A projects CD sales will
grow at a 10% compounded annual
rate, reaching $7 billion in five
years. Cassette sales will decline
1.5% annually to reach $2.8 billion
in sales by 1996, down from $3 bil-
lion in 1991.

UpPi

Continued from Page 3

11 bankruptcy protection from
creditors since August 1991.

The future of UPI came down to
a bidding war between MBC and
Charney after Judge Conrad re-
jected TV evangelist Pat Robert-
son’s latest bid to buy only UPI’s
name and a few selected assets for
$900,000 — an increase from an ear-
lier bid of $500,000. Robertson had
been the winner of a May 12 bank-
ruptcy court auction, when he bid
$6 million for all of UPL He later
withdrew that bid after paying
$300,000 to keep UPI operating
while he examined its books.

Charney is also out $180,000 —
the money he put up to keep UPI
afloat after Robertson’s cash ran
out. He indicated Tuesday that he
would appeal the judge’s order re-
jecting his bid.

Just what’s ahead for UPI is un-
clear. Because of an exclusive
agreement with Charney, UPI ex-
ecutives hadn’t even spoken to
MBC prior to the court hearing. A
consultant to MBC told the Associ-
ated Press that the new owners in-
tend to modernize UPT’s telecom-
munications, beef up its broadcast
operations, and support its news-
gathering operations around the
globe, including the domestic U.S.
news service.

Hard Copy

Continued from Page 1

to the regular Zapnews service.
Zapnews also uses Reuters, as well
as the Scripps-Howard, Knight-
Ridder, Sports-Ticker, and Accu-
Weather services.

Executives from both networks
stressed that their products are not
meant to supplant the Associated

Press. “The AP is an outstanding
wire service that is absolutely
necessary to a lot of radio
stations,” Benson said. “We are
telling our affiliates that the ABC
News Wire complements, not re-
places, AP."”

Murphy concurred: “CBS Zap-
news is a supplemental service to
our Custom News Cuts package,
which provides radio actualities to

Sklar
Continued from Page 1
important, influential

"I am deeply saddened by the
untimely death of Rick Skiar,”
noted consuitant Mike Joseph,
who consuilted WABC in its ear-
ly Top 40 era. "In its day under
Rick, WABC was the most pop-
ular, powerful, important, influ-
ential, and successful radio sta-
tion in broadcast history. He will
go down in broadcasting annals
as the most successful and
leading program director of all
time.”

A Brookiyn native, Skiar be-
came interested in radio in
grade school, when he wrote
radio scripts based on popular
series of the day. He was presi-
dent of his high school radio
club and admitted to spending
his free time at local radio sta-
tions.

A year after obtaining his de-
gree from New York University
in 1954, Sidar became a copy-
writer for the all-night show on
WINS/New York and was: pro-
moted to PD following the 1959
payola. investigations. He
stayed with the station until it
was put up for sale and then

programmed crosstown
WMGM.
MOR Carryover

In 1962, Sidar accepted an
offer to program ABC'’s stodgy,
money-losing New York fiagship
WABC. In its early days, the sta-
tion had to weave its Top 40
sound between the “Don
McNell Breakfast Club,” drive-
time news blocks, play-by-play
of the New York Mets, and
other carryovers from its MOR
days.

it was those interruptions,
Sklar noted in his book, “Rock-
ing America,” that prompted him
to keep the station's playlist
short - as few as 14 records.

Former WABC personality
George Michael — now host of
NBC-TV's “'Sports Machine” —
recalied, “| felt there was fife be-
yond the Top 14 records and |
probably fought with Rick more
than anyone on the airstaff. But
out of it all we became very dear
friends, and | had the good for-
tune to work with him for six
years at WABC."

Veteran record promoter Jug- .
gy Gayles said he never argued
with Sklar's music philosophy:
“Yes, his playlist was rather
short but it was right for his sta-
tion. And besides, when he did
add a record, it would mean a
minimum of 10,000 copies sold
in the first week. Rick was a
great programmer and a great
man, and i'l miss him dearly.”

Skiar perhaps excelled most at

WABC as a promoter and a

showman. Morrow recalled one
particularly memorable event.

Mona Lisas

& Mad Artists

“Once, we asked our lis-
teners to draw their renditions
of the Mona Lisa. The station re-
ceived 70,000 entries and
didn’t know what to do with
them, so we rented the Polo
Grounds and spread out all the
entries, which were to be judg-
ed by Salvador Dali, Rick, and
me. The wind kicked up and
Mona Lisas were fiying aff over
the place, so the promotion di-
rector arrived with boxes to hoid
down the entries.

“We didn't know it at the time,
but soapsuds were inside the
boxes. It started to pour and the
field looked like a giant soap
bubble — i was a disaster.
Thinking it had been planned
that way, Dali told Rick that it
was fabulous. In his normal way,
Rick just shook his head and
smited.”

Sklar left the station in 1977
in favor of a corporate position
with ABC, which he heid unti
1984. More recently, he oper-
ated his consutancy, Skiar
Communications, was a limited
partner in the group owner
Stratosphers Broadcasting,
worked with the Interep Radio
Store, and was an adjunct pro-
fessor at St. John's University.

“Rick was a philosopher, a
student, and a teacher of
radio,” remarked Glenn Mor-
gan, who succeeded Skiar as
WABC PD. '"He was very active
in passing on what he’d leamed
to the rest of us. Rick kept
WABC number one in the num-
ber one market for more years
than anyone before or since
him. His perfectionism was
reflected in the sound of the
station, and it inspired us to
seek the same kind of perfec-
tion and attention to detail.”

Gannett Radio Division
President Jay Cook - who pro-
grammed WFiL/Philadsiphia
during Sklar's tenure at WABC
— said, “"WABC was one of the
radio stations that inspired hun-
dreds of peopie to think about
getting into radio. Because of
Rick, WABC was the epitome of
professionalism and was one of
thogse magical stations that
caused a lot of takk in the indus-
try. He, along with [consuitants]
Bill Drake and Mike Joseph,
did more to take the fun and ex-
citement of the early days of
Top 40 and make it a manage-
able, disciplined, yet exciting
format than anyone.”

Skiar is survived by his
mother, wife, and two children.
Services were scheduled for
Wednesday (6/24) in New
York.

our affiliates that don’t want pack-
aged newscasts. We don't want to
be in the newswire business."”

Jim Williams, VP/Director of
Associated Press Broadcast Ser-
vices said he is not daunted by ABC
and CBS’s new offerings. ‘“We have
everything that these other guys
have and ten times more. Stations
that compete to win will buy a qual-
ity product.”

Williams noted that AP is now of-
fering drivetime prep packages
and format-targeted feeds linked to
audio available on AP Network
News.

ABC affiliates will pay between
$50 and $120 a week for its ABC
News Wire, depending on market
and combo size. Murphy said pric-
ing for CBS Zapnews will be in “‘the
same ballpark’ as ABC. Both net-
works noted that their reports can
be fed directly into PCs equipped
with newsroom software.

Press

Continued from Page 12
bara Grosiak has been promoted to
VP/Sales Manager, KRG Network
Eastern Division/New York from
VP/Regional Sales Manager and
Darrin Klayman has been pro-
moted to Sales Manager, KRG
Western Division/Los Angeles

White
Continued from Page 1

White replaced Don Nelson, who
resigned last week to return to the
West Coast.

Prior to coming to WNEW &
WYNY, White was GM at WCTC &
WMGQ/New Brunswick, NJ.

NARTSH

Continued from Page 10

The “Winning Together” panel
featured three Top 10 market GMs
— WOR/NY’s Bob Bruno, WMAL/
Washington’s Tom Bresnahan, and
WHDH/Boston’s Dan Griffin —
who encouraged more cooperation
between sales and programming
departments.

In a session on programming,
WWDB/Philadelphia PD David
Rimmer urged a strengthening of
the relationship between program-
mers and hosts.

Curiously, all three of NARTSH’s
annual awards went to non-radio
people. CNN “Crossfire” co-host
John Sununu received the Big
Mouth Award for “exemplifying
the profession of being a talk host.”
Newspaper columnist Jack Ander-
son took the group's First Amend-
ment Award. Sally Jessy Raphael,
who left ABC Talkradio last year to

from Network Sales Manager/Los  focus on her television career, was
Angeles. named Talk Show Host of the Year.
— ot ot
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ATTACK!

" Protect Yourself From Newcomers

In today’s environment, even the most pow-
erful format leaders are being attacked by “off-
shoot” or niche formats that superserve a sec-
tion of the leaders’ audience spectrum. Stations
in all formats are under attack, and they must
be prepared — or suffer the consequences.

I'll address two key
areas: tactics a yet-to-be
attacked station can use to
blunt any future attacks,
and, in the adjacent story,
some basics of self-preser-
vation.

Maneuvers & Ideas

Be Prepared: The follow-
ing maneuvers and ideas
can harden your bunkers
against a future attacker.
They’re very important, be-
cause successful stations
can grow lazy and comfor-
table. Always pretend a di-
rect attack is imminent!

Build Stars: If you don’t
have stars, build them.
Think outside of morning
drive, and develop stars
across the board. Look for
star opportunities. Remem-
ber that most stars are de-
veloped, not bought. A star
can even be a traffic 'copter
correspondent or a weather
person!

66]

Great bands keep
making brilliant
music even when
they’re so popular
they don’t have to.
That’s what keeps
them popular. It’s

the same with
radio!

199)

Graphic Upgrade: You
needn’t change your logo,
but your graphic look needs
to evolve to look ‘“fresh.”
Soft drinks, automobiles,
and the like are constantly
tweaking their look to re-
main visually competitive.
Smart broadcasters should,
too.

New Releases: If you're
sloppy about handling mu-
sic, you'd better get sharp.
An attacker can easily
swipe your music credibili-
ty. If you’ve been lulled by
your perfect computerized
rotation, it’s time to wake
up and get some emotion

m

if you’ve been lulled
by your perfect
computerized
rotation, it’s time to
wake up and get
some emotion back
into your music
presentation.

199)
back into your music
presentation.

Line Extension: Radio
marketing in the future is
all about line extension —
taking your product and ex-
panding it into logical
areas. Disney and Nintendo
do it well. Radio usually
doesn’t.

Production: Most at-
tackers have a hot produc-
tion sound, which usually
adds to their fresh appeal.
Heritage stations tradition-
ally let their production
slip. It’s important to re-
think your soundtrack.

Motivation: If you’ve
ever had the joy of starting
a new station from scratch,
you know the importance of
intense one-on-one contact
— motivating your staff for
the mission and ensuring
everyone’s in sync. Well,
successful stations tend to
get a little cocky and laid-
back and lose that urgent
sense of mission.

It’s a good idea to keep
the motivational flame on
high regardless of your pre-
sent competition. Great
bands keep making bril-
liant music even when
they’re so popular they
don’t have to. That’s what
keeps them popular. It’s the
same with radio!

Innovation: Successful
stations must remain inno-
vative. It’s a luxury of be-
ing on top. In some ways
you can screw up in the
name of innovation, and it
probably won’t hurt. At
least you’re trying. Work at
new ideas — crazy ones. As
important as research and

By Lee Abrams

mechanics are, you need a
sense of creativity and will-
ingness to get out there a
bit, to be a “whole” station.

Nice Guys Who Aren’t
Very Good: Most stations
have one of those, a pleas-
ant person who isn’t partic-
ularly talented. I hate to
contribute to unemploy-
ment, but you must put
your lineup in order. I doubt
the White Sox or Blue Jays
would keep a catcher
around because he’s a nice
guy.

Know Your Friends: I re-
call many situations in
which the leader was really
nasty to advertisers, press,
and the like, showing off a
real ‘“you can’t buy around
us” attitude. Guess what?
When an attacker came in,
it joyfully bought around

the “invaluable’” station.
Evaluate this.
Community Involve-

ment: This means getting
your city together for
events. They don’t have to
be old-line special interest
deals — they can be any-
thing from concerts to pic-
nics. The key is to get in
front of your listeners! Use
your power to interact in a
big way. It’s an insurance
policy. The better the lis-
teners ‘“know” you, the
harder it’'ll be for an at-
tacker to break the friend-
ship.

Discipline and drive
have never been
more important

than they are now,

now that attacking
the unattackable
has become
fashionable and
effective.
199

Self-Evaluation: Tear
yourself apart. Not just the
ratings, but the creative
lifeblood of your station.
Don’t rely on research re-
ports. They’re a tool, but
listening and thinking like a
listener is most critical.
Hole up in a hotel and beat
up your station from a pure
sound standpoint. It may be
painful, but not as painful
as getting beat up in the
book.

——tAAAA 2 aricanradinhistorn/z. com

bly know that already.

existence.

Be Open To Change: I re-
member big AMs where
management was convine-
ed FM wouldn’t be a factor.
I know of big FMs where
management doesn’t think
satellite radio will be a fac-
tor. Some musicians even
thought synthesizers would
be a short-lived fad. Well,
it’s time to get real. Things
are changing, and if you're
not in sync with changes,
you will be in trouble.

Nobody Is Invulnerable:
As good and solid as you
might be, you are vulner-
able. Big News/Talkers,
big AORs — everyone. But
don’t get scared. Get smart,
get aggressive, get inno-
vative. Think future!

The most important fac-
tor in being attacked is that
it’'ll probably only happen
once. If you're attacking,
you have one shot. If you’re
being attacked, the key is to
always be at peak oper-
ating levels.

Being a great station isn’t
easy, and being great year
after year is real hard —
but it’s doable. It takes in-
credible discipline and

The Basics Of
Self-Preservation

ake a good hard look at your station and
product, and figure out where your weak-
nesses and strengths lie.

Protect Your Core: That seems pretty obvious, but too
many stations become vulnerable by remaining wide-appeal
and keeping the station’s age span broad. t's critical topick
your turf. Figure out your natural audience and focus: It's
nkay to give up a chunk to the attacker. Accept the fact that
you can't have all the turf anymore.

Evaluate Honestly: A station’s ego can kill it, You fust
be ‘realistic about the attacker! Misguided leadership will
say, 'Those guys stink . . . we'll kill 'em.” Be honest. Can
you Imagine an NFL coach telling his team that next
Sunday's competition stinks? | doubt it. Good coaches will
honestly evaluate their competition and work a plan areund
each team's sirengths and weaknesses.

. Mostalgia: who cargs? Nostalgia is 'a weak positicner.
‘People think i terms of now. Sell now and the futurs: in-
stead of harping on how long you've been around. Besides,
if you've been around for a long time, most listeners proba-

Keep Your Stars: Your star talent is your trademark. If
you treat staffers poorly, they might spiit, sometimes giving
‘the attacker instant credibility. The time to love and respect
vour people is before the attack, so they'll give your station
their blood, rather than delighting in walking over to beat you
becalse you've been such a jerk.

Refer To Attacker: If you're aiready at war and you're
going o do this, you'd better be real good at it. WMMS]
Cleveland used to completely intimicate and embarrass any
attacker. They were brilliant at it. But if your counterattack
ian’t outstanding, vou'll just be advertising the opponent's

drive, and that discipline
and drive have never been
more important than they
are now, now that attacking
the unattackable has be-
come fashionable and effec-
tive.

Then again, if you’re on
top, getting attacked and
losing, you can always
lease the other guy. Aren’t
the ’90s wonderful?

Lee Abrams is Managing Direc-
tor of Satellite Music Netwerk's
Z-Rock, Heat, and Classic Rock
formats. He can be reached at
(214) 991-9200.
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Morrissey Fires Up ‘Your Arsenal’

orrissey’s next album, ‘“Your Arsenal,” was
produced by ex-Spider From Mars/David
Bowie axeman Mick Ronson. The singer is ac-
companied by the band that backed his last tour. Among
the album’s 10 cuts are “The National Front Disco,”
“Glamorous Glu,” and the UK single, “You’re The One

For Me, Fatty.”

The Sire/Reprise disc will be in
stores on July 28, and early August
will see the cut “Tomorrow” go to
radio, following the current single,
“We Hate It When Our Friends Be-
come Successful.”

Motorhead’s Options

“March Or Die” is the title of
Motorhead’s next Epic set. Guns
N’ Roses riffslinger Slash lends his
chops to two cuts — “You’d Better
Run” and the ballad ““Ain’t No Nice
Guy,” which also features the vo-
cal talents of labelmate Ozzy Os-
bourne. The lead track, “Hell-
raiser” (as in “Hellraiser III,” the
forthcoming film for which the
song was written), goes to radio the
first week of July. The disc hits the
streets July 14.

Satriani Returns

Joe Satriani is prepping “The
Extremist,” his fourth LP for Rela-
tivity. Co-produced by Satriani and
Andy Johns, the all-instrumental
set features the bass and drums
pairing of brothers Matt and Greg
Bissonette. Standout tracks include
“Cryin’,” ‘“Motorcycle Driver,”
and the title cut. “Summer Song”
goes to radio July 1, and the set
goes on sale July 21.

‘Illusion’ Of Najee
Various producers — including
Arif Mardin, Marcus Miller, and
George Duke — worked on “Just
An Tllusion,” Najee's fourth EMI
release. Joining the jazz saxman

are vocalists Freddie Jackson
(“All I Ever Ask”), Jeffrey Os-
borne (“Loving Every Moment”),
Will Downing (“Deep Inside Your
Love”), and Caron Wheeler
(“Whenever We're Together”).
Cuts include “Noal’s Ark,” “Just
An Tlusion,” and the single, a re-
make of Color Me Badd’s “I Adore
Mi Amor.” The full set blows into
stores June 30.

Riots Playlist

Scotti Bros. will press up the
Committee To Rebuild L.A.’s of-
ficial theme song, “Stand And Be
Proud.” Written by David Cassidy
and his wife, Sue Shifrin, the rec-
ord features the Hollywood Bowl
Orchestra and is sung by Voeice Of
The City, a 1500-voice assemblage
of vocal groups from South Central
L.A. The song, which is also availa-
ble in Korean and Spanish-lan-
guage versions, goes to radio in
late July/early August. All pro-
ceeds will benefit L.A.’s rebuilding
effort.

or a broad look at the men
Fbehind the mixing boards of

today's sounds, cue up “Mu-
sic Producers: Conversations With
Today's Top Record Makers" (Mix-
Books/$17.95). These 24 Q&As
have been reworked by the editors
of Mix magazine, where they first
appeared.

Meet such acclaimed knob-
twirlers as Walter Atanasieff (Mari-
ah Carey, Michael Bolton), Daniel
Lanois (U2, Peter Gabriel), Phil
Ramone (Blily Joel, Bob Dylan),
Rick Rubin (Red Hot Chill Pep-
pers, the Beastlie Boys), and Don
& David Was (Bonnie Raitt, the
B-52's).

Learn about Dave Edmunds's
aversion to making demo tapes,
Bruce Fairbairn's affinity for con-
fiict, and Don Dixon's belief that “if
somebody comes up to me and
says ‘What a great drum sound,’
then I've failed. They should come
up to me and say, 'What a great
song, what a great singer." "

The 128-page softcover offers
54 b/w photos, a foreword by Mi-

Record Producers Sound
Off In ‘Conversations’

P
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chael Jackson engineer Bruce
Swedien, behind-the-scenes anec-
dotes, and practical tips on every-
thing from tape loops to label
lisisons. Meanwhite, Tom tLord-
Alge advises: “Always have the
machine in ‘record.’ You get the
best stuff that way.” For further
book-related info, phone Brad
Smith at (510) 653-3307.

Also, Priority Records has as-
sembled a fundraising compilation
entitled ““Street Soldiers,” which
contains 11 cuts that “foretold the
rage that led up to the riots.” Con-
tributing artists include N.W.A.,
Public Enemy, L.L. Cool J, Ice
Cube, and X-Clan. Proceeds are
earmarked for various riot relief
charities. That set will be in stores
this week.

CEMA Buys Catalogue

CEMA'’s bought soul, and lots of
it. The distributor has entered the
catalogue field by acquiring the
masters of all pre-1976 Laurie re-
cordings and securing a long-term
deal for Hi Records’ Hi-Cream ma-
terial. The deals give CEMA rights
to records by Al Green, Dion (with
and without the Belmonts), the
Chiffons, the Mystics, Ann Peebles,
and O.V. Wright, among others.
CEMA will market the music
straight to retailers.

Metheny Goes Solo

Pat Metheny opted not to work
with the Pat Metheny Group for
“Secret Story,” collaborating in-
stead with arranger/conductor
Jeremy Lubbock. Metheny produc-
ed the disc, said to incorporate
world music influences, with Steve
Rodby, David Oakes, and Steven
Cantor. Among his guests are har-
monica player Toots Thielemans,
“Late Night With David Letter-
man’’ band bassist Will Lee, Eric
Clapton drummer Steve Ferrone,
and PMG pianist Lyle Mays and
percussionist Dan Gottlieb. Look
for this on July 14.

RCA’s Black Music Retro

RCA’s three-disc commemora-
tion of 70 years of black music —
“The RCA Records Label: The
First Note In Black Music” — is
being released this month in con-
junction with Black Music Month.
The set, which consists of hits by
artists on RCA and its related la-
bels, is divided into R&B and gos-
pel; jazz; and pop, rock, and soul.
Artists include Fats Waller, Harry
Belafonte, Charles Mingus, Elvis
Presley (!), Evelyn “Champagne”’
King, Kool Moe Dee, and new-
comer Gene Rice.

Pussycat Gets ‘Whipped’

Faster Pussycat’s third Elektra
record, “Whipped,” was produced
by John Jansen. Among the guest
musicians are pianist Nicky Hop-
kins, Jimmy Z (harmonica, flute,
and saxophone), Bekka Bramlett
(lead singer of the Zoo), and the
Pasadena Boys Choir. Cuts include
“Big Dictionary,” “Friends,” and
“Nonstop To Nowhere,” which
goes to radio the first week of July.
The LP will be in stores July 31.

Masqued Mission

The Mission UK’s ‘“Masque”
was produced by Mark Saunders.
Wonder Stuff mainman Miles Hunt
co-wrote “Who Will Love Me To-
morrow?,” while ex-Waterboy An-
thony Thistlewaite co-wrote two
cuts and played on various tracks.
Jaz Coleman of Killing Joke ar-
ranged all strings and brought in
Abdel Aboud Ali, personal violinist
to King Hussein of Jordan, to play
on “‘Sticks And Stones.” The track
“Like A Child Again” goes to radio
July 6, and the full Mercury disc is
due in stores July 14.

wwwW.americanradiohistorv.com

SCREEN SCENE

uke Perry stars in "Buffy,
LThe Vampire Slayer,” a cam

py horror-comedy that's been
described as “ ‘Valley Girl' with
fangs.” The 20th Century-Fox pic-
ture also stars Pee-wee Herman
Donald Sutherland, and Rutger
Hauer — as the vampire. The Co-
lumbia soundtrack will be in stores
July 28, and the picture opens July
31.

The lead track from the collection
will be C&C Music Factory's
“Keep It Comin’ (Dance Till U Can't
Dance No More},” which goes to
radio the third week of July. The
group sports a new lineup, with vo-
calist Debra Cooper (heard on
Clivilles & Cole’'s cover of U2's
“Pride (In The Name Of Love)") and
rapper Q-Unique replacing Zelma
Davis and Freedom Williams

Expect new material from Mat-
thew Sweet (“Silent City"), Toad
The Wet Sprocket (‘“Little
Heaven”), Ozzy Osbourne ("‘Party
With The Animals”), the Cult (“Zap
City"), and Judas Priest frontman
Rob Halford performing his “Light
Comes Out Of Black” with Pantera.

1964/ The Beatles’ first movie “A Hard

Day’s Night," premieres in London

1965/ The Jefterson Airplane is formed
in San Francisco.

1973/ Queen released their first single,
“Keep Youself Alive.”

1984 / The Jacksons begin their *Victory"
tour in Kansas City.

TUESDAY, JuLy 7

1968/ The Yardbirds break up, and guitar-
ist Jimmy Page forms a new group.
The Who's Keith Moon quips "It'lf
probably go over like a Iead
zeppelin.”

1990/ 2 Live Crew refuse to perform a
Dallas gig because the club owner
hasn't paid them. An angered crowd
riots, trashing the club.

Born: Ringo Starr 1940

i
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WEDNESDAY, JULY 8

1985/ Playboy narrowly beats Penthouse to
newsstands with nude photos of Ma-
donna.

Born: Andy Fletcher (Depeche Mode)
1961

THURSDAY, JULY 9

1971/ Jim Morrison is buried in Paris.
1972/ Wings begin their first tour in France.
§ 1968/ The Temptations play their first
g show without singer David Ruffin,
|

whom Motown (ater converted to a
solo artist.

Born: Frank Bello (Anthrax)
Marc Almond 1959

FRIDAY, JULY 10

1968/ Eric Clapton announces Cream
will break up following a farewell
tour.

1965,

C&C Go To Bat For ‘Buffy,
The Vampire Slayer’ LP

C&C — keepin' it comin’

The album sports a variety of new
cover versions by artists such as
the Divinyls (the Rascals' | Aint
Gonna Eat Out My Heart Any
more”), Susanna Hoffs (Oingo
Boingo's “We Close Our Eyes’),
the Dream Warriors (King Radio’s
calypso chestnut, later covered by
Robert Palmer, “Man Smart, Wom
an Smarter”), and Mary’s Danish
{the Bobby Fuller Four classic 'l
Fought the Law")

1989/ The Monkees receive a star on the :;
Hollywood Walk Of Fame %

Also ... KROQ/L.A. programming :

whiz Rick Carroli dies of complica- .

tions from preumonia. =

Born: Neil Tennant (Pet Shop Boys)
1954 &

SATURDAY, JULY 1

1969/ Jiml Hendrix's Band Of Gypsies
debuts at Harlem's Apollo Theater.
1979/ Neil Young's concert movie “Rust =
Never Sleeps” opens nationally.

Born: Peter Murphy 1957, Suzanne ;.

Vega 1959 B

lee Cube — just an actor,

SUNDAY, JULY 12 L

1962/ The Rolling Stones play their first
gig at London’s Marquee Club.

1979/ Minnie Riperton dies of cancer.

1991/Rapper Ice Cube makes his acting &
debut playing ex-con “Doughboy” as
“Boyz N' The Hood™ premieres.

Born: Christine McVie 1943
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FORMATS

ALTERNATIVE PROGRAMMING
Mickey Briggs e (800) 231-2818

Country Alternative

RDDNEY CROWELL/What Kind Of Love
DIXIANA/That's Whal I'm Working On Tonight
PIRATES DF THE MISSISSIPPI/Too Much
AARDN TIPPIN/ Wouldn't Have It Any Other Way

Super AC

B-52'S/Good Stuff

PETER CETERA/Restless Heart

ELTDN JOHN/The Ore

MADONNA/This Used To Be My Playground
KATHY TROCCOLIYou've Goi A Way

S e R

BONNEVILLE
Ford Colley o (800) 631-1600

Soft AC
ELTON JOHN/The One
KENNY LOGGINS/If You Believe

AC Mix

PETER CETEAA Resliess Heart
ELTON JOHN/The One
RICHARD MARX/Take This Heart

A

BROADCAST PROGRAMMING
Tom Casey e (800) 426-9082

Super Country

BOY HDWDY/Dur Love Was Meant To Be
PAULETTE CARLSON/The Chain Just Broke
ROB CROSBY/She Wrote The Book

Hot Z Format
SASS JORDAN/Make You A Beilever
U2/tven Better Than The Real Thing

Ly oL T L & R P e e

CONCEPT PRODUCTIONS
Dick Wagner o (800) 783-3454

Concept 1 AC
RDONEY CRDWELLWhat King Of Love

Concept 4 Country

BOY HOWDY/Our Love Was Meant To Be
RODNEY CROWELL/MWhat Kind Of Love

BILLY RAY CYRUS/Could've Been Me

VINCE GILL/ Still Believe In You

CLINTON GREGDRY /She Takes The Sad Out Of
DOUG STONE/Warning Labels

T R TR

JONES SATELLITE AUDIO
Phil Barry  (800) 766-3251

AC
ELTON JOHNThe One

Country

PAULETTE CARLSON/The Chain Just Broke
RDDNEY CRDOWELLWhat Kind Of Love
VINCE GILL. Stili Betieve In You

LITTLE TEXAS/You And Forever And Me
DDUG STDNEWarning Labels

SATELLITE MUSIC NETWORK
Robert Hall o (800) 527-4892

Real Country

CLINT BLACK/We Tell Qurseives

TRACY LAWRENCE Runnin' Betind

LIVE "N KICKIN"/You Don't Need To Knock

BT e R e

Starstation
PETER CETERAResliess Hear!
COVER GIRLS/MWishing On A Star

SUPERADIO
Rich 0'Brien e (508) 485-3500

CITY-FM
BILLY RAY CYRUS/Achy Breaky Heart
MADDNNA/This Used To Be My Piayground

AP R RO R R E: R e
UNISTAR
Chris Kampmeier o (805) 294-9000
Hot Country

STACY DEAN CAMPBELL Rosalee
VINCE GILL/ Still Believe In You
DOUG STONE/Warning Labels

Unistar Country
CLINT BLACK /We Teli Oursetves
TANYA TUCKER/f Your Heart Ain't Busy Tonight

55.9 million households
Patti Galluzzi
Director/Music Programming

Weeks On

| ADDS |

VRO MTS ONF
41.8 million households
Sal LoCurto, VP/Programming & Scheduling
Norman Schoenfeld, VP/Program

& Artist Development

[ FIVESTAR

MADDNNA,This Used To Be My Playground (Sire/WB)
MEGADETH/Symphony Of Destruction (Capitol)

EN VDGUEGiving Him Something He... {Atco/EastWest)
SLAUGHTER Real Love (Chrysalis/ERG)

JODECI/Come And Talk To Me (Version 1) (Uptown/MCA)
MATERIAL ISSUE/What Girls Want (Mercury}

| EXCLUSIVES |

8-52"8/Good Sluff (Reprise) R 4
GUNS N’ ROSES/November Rain (Geffen) ........ 5
MEGADETH/Symphony Of Destruction (Capitol) . ADD
NIRVANA/Lithium (DGC) . ... -

| HEAVY |

ARRESTED DEVELDP. /Tennessee (Chrysalis/ERG) . 15
BLACK CROWES$/Remedy (Det American/Reprise} . 10
MARIAH CAREY /'l Be... (Unplugged) (Columbia) . . . 8
TOM COCHRANE Life Is A Highway (Capitol) ... ... 7
CURE Friday I'm In Love (Fiction/Elektra) . . . . 7
DEF LEPPARD/Make Love Like A Man (Mercury). ... 6
MADONNA This Used To Be My..(Sire/WB) ... .ADD

METALLICA /Wherever | May Roam (Elektra) ... 6
GEORGE MICHAEL/Too Funky (Columbia) . .. .. 3
PEARL JAM /Even Flow (Epic) . . .1

RED HDT CHILI PEPPERSAUnder The Bridge (WB) 27
RED HDT CHILI PEPPERS Give It Away (WB) 16
U2/Even Better Than The Real Thing (Island/PLG) .3

| BUZZ BIN

ALICE IN CHAINS Would? (Epic)

BEASTIE BOYS/So What'cha Want (Capitol)
FAITH ND MORE Midiife Crisis (Slash/Reprise)
SHAKESPEAR'S SISTER/Stay (London/PLG) .
TEMPLE DF THE DDG/Hunger Strike (A&M)

A ;N

| STRESS

TORI AMOS/Crucify (Atlantic)
EN VOGUE/Giving Him... (Atco/EastWest) .ADD
INDIGO GIRLS fGalileo (Epic)

KRIS KROSS/Warm It Up (Ruithouse/Columbia)
ANNIE LENNOX/Why (Arista) .

RICHARD MARX/Take This Heart (Capitol)
SOUP DRAGONS Divine Thing {Big Lite/Mercury)
MATTHEW SWEET/1've Been Waiting (Zoo}

(4]

R N

| ACTIVE

A TRIBE CALLED QUEST Scenario (Jive)
ARC ANGELS/Living In A Oream (DGC}
COLOR ME BADD/Stow Motion (Giant/Reprise}
DAS EFX/They Want EFX (Atco/Eastwest}
FIREHOUSE Reach For The Sky (Epic)
JOOEC!/Come And... (Version Il) (Uptown/MCA) . ADD

U oA W h

ELTDN JOHN/The One (MCA). 2
K188/ Just Wanna (Mercury) . . .3
NICE & SMOOTH/Sometimes |... (RAL/Columbia) .. .2
JON SECADA/Just Anather Day (SBK/ERG) . . 2
SLAUGHTER/Real Love (Chrysalis/ERG) . .ADD
TESLA/Song & Emotion (Live) (Geffen) . . .. 3
TLC/Baby, Baby, Baby (LaFace/Arista} ... .. .2
TOAD THE WET SPROCKET/AIl | Want (Columbia). . 5
WEIRD AL YANKOVIC/You Don't... (Scotti Bros.) 2

|ON_

LINDSEY BUCKINGHAM Wrong (Reprise) 6
LYNCH MO0B/Tangled In The Web (Eleitra) 4
MATERIAL ISSUE What Gyris Want (Mercury) . ADD

NEYILLE BROTHERS/Fly Like An Eagle (A&M) 3

| GREATEST HITS

MICHAEL BOLTON/Steel Bars {Columbia) 7
MARIAH CAREY 'l! Be There (Columbia) 2
CELINE DION/If You Asked Me To (Epic) . 10
GEMNESIS/Hold On My Heart (Atiantic) 10
GEORGE MICHAEL/Too Funky (Columbia) 2
LIONEL RICHIE/Do it To Me (Motown) . 7

WILSON PHILLIPSYou Won't See Me... (SBK/ERG) . &8

| HEAVY

TOM COCHRANE /Lde Is A Highway (Capitol) 4
EN VOGUE/Giving Him... {Atco/EasiWesl) . ADD
ELTON JOHN/The One (MCA) 2
ANNIE LENNOX /Why (Arista) . .10
RICHARD MARX Take This Heart (Capitol) .4
JON SECADA/Just Another Day (SBK/ERG) . 14

VANESSA WILLIAMS /Just For Tonight (Mercury) .. 5

| WHAT'S NEW ]

TDRI AMOS/Crucify (Atlantic)

LINDSEY BUCKINGHA M /Wrong (Reprise)
BILLY RAY CYRUS/Achy Breaky Heart (Mercury)
ENYABook Of Days {Reprise} .
GENESIS/Jesus He Knows Me (Atlantic) LADI
NICKY HOLLAND/Lady Killer (Epic) ... AD
INDIGD GIRLS Galileo (Epic)
K.D. LANG/Constant Craving (Sire/WB) 1
EPHRAIM LEWIS/It Can't Be Forever (Elektra)
EDDUE MONEY fFall In Love Again (Columbia) .
SANTANA/Right On (Polydor/PLG) . . .. ... ....ADD
RINGO STARR/MWeight Of The World (Privale Music) . 4
CURTIS STIGERS/Sieeping With The.. (Arista) .3
STING w/ERIC CLAPTON/It's Probably Me {(A&M) = 6

| ARTIST OF THE MONTH |

JOE COCKER/Love Is Alive (Capitol) ADD
information current as of June 23.

NS «B0a~wn

T H E

13 miflion households

Les Garland,
VP/Programming
John Robson, Director/

MUSIC TELEVISION i H
Yo Music Programming

UCONTROL

LW Tw

1 JODECHCome And Talk To Me (Uplown/MCA)
2 SIR MIX-A-LOT/Baby. (Def American/Reprise)
3 LUKE/Breakdown (Luke/Atianiic)

4 KRIS KRDSS/Jump (Ruthouse/Columbia)

5 HOUSE DF PAIN/Jump Around (Tommy Boy)
6 DAS EFX/They Want EFX (Atco/EastWest)

7 NAUGHTY BY NATUREAptown. (Tommy Boy)
8 R. KELLY & PUBLIC...Honey . (Jive)

9 SHABBA RANKSMr Loverman (Epic)

10 CARMEN ELECTRA/Go Go Dancer (Paisiey Park)

w

W Dot N s — N

Most requested for the week ending June 19.

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 GENESIS $1321 5
2 ERIC CLAPTON 2486 2
3Vz2 5437 9
4 VAN HALEN %344 4
5 BRYAN ADAMS $238.0
6 HAMMER $213.5
7 RUSH $204.7
BMETALLICA $201.2
9 REBA McENTIRE $190.4
10 GEORGE STRAIT $1630
11 RANDY TRAVIS $140.0
12 PATTILABELLE $138.1
13 HANK WILLIAMS JR. $136 0
14 STEVE MILLER BAND $1240
15 C. TWITTY/G. JONES $105 4

New Tours

Among this week’s new tours

CHARLATANS UK
ERIC CLAPTON
JOE COCKER
CRACKER

GERALD LEVERT
SOCIAL DISTORTION
SQUEEZE

RINGO STARR

The CONCERT PULSE is a weekly compu-
tarized report ranking each artist by their
average box office gross reported per
venue. Courtesy of Polistar, a publcation
of Promoters’ On-Line Listings, {800) 344
7383, or in California {209) 224-2631

JTNN

THE NASHVILLE NETWORK «
53.9 million households

Lyndon LaFevers,
Video Program Administrator

| HEAVY

JOHN ANOERSON/When It Comes To You (BNA) 77
BELLAMY BROTHERS/Cowboy Beat (Bellamy Bros.) 6
CLINT BLACK AWe Telt Ourselves (RCA) 2
BRODKS & DUNN/Boot Scootin” Boogie (Ansta) 4
MARK CHESNUTTA'll Thunk Ot Something (MCA) 4
CONFEDERATE RAILROAD/She Took It. . (Atlantic) 72
BILLY RAY CYRUS/Achy Breaky Heart (Mercury) 72
DAVIS DANIEL/Still Got A Crush On You (Mercury) . 70
BILLY DEAN Billy The Kid (SBK/Liberty) 6
JOE DIFFIE/Ships That Don’l Come In (Epic) 12
CLEVE FRANCIS You Do My Heart Good (Liberty) 77
ALAN JACKSON/Midnight in Montgomery (Ansla) 10
MARTINA McBRIDE The Time Has Come (RCA) 77
McBRIDE & THE RIDE/Sacred Ground {(MCA) 17

NEAL McCOY Where Forever Begins (Allantic) 9
REBA MCENTIRE The Night The Lights. (MCA) 12
LORRIE MORGAN/Something In Red (RCA} 3
DENNIS ROBBINS Home Sweet Home (Giant) 12
SHENANDOAH Rock My Baby (RCA) 13

M. STUART & T. TRITT/This One's Gonna . (MCA) &
AARDN TIPPIN/ Wouldn't Have It Any Other (RCA) 3
HANK WILLIAMS JR./Come.. (Curb/Capricom/WB) 8
MICHELLE WRIGHT Take It Like A Man (Ansta) 76
DWIGHT YOAKAM /The Heart That You Own (Reprise) 9

| ADDS

HDLLY OUNN/As Long As You Belong To Me (WB)
BDY HOWDY/Our Love Was Meant To Be (Curb)
TRACY LAWRENCE Runmin’ Behind (Atlaniic}
MATTHEWS, WRIGHT & KING Mother's Eyes (Columbia)
McBRIOE & THE RIDE/Going Out Ot My Mind (MCA)
DELBERT McCLINTDN/Everytime | Roll The Dice (Curb)
BUCK DWENS/If You Can'l Find A Reason {Curb)
RAY STEVENSMississippi Sguirrel Revival (Clyde)
STEVE VAUSMWe Must Take America Back (RCA)

Information current as of June 22

CM 1

COUNTRY MUSIC TRELEVISION
16.2 million households
Tracy Storey, Production Manager
Bob Baker, Director/Operations

Lw TW
1 ALAN JACKSONMdnight In Montgomery (Arista)
2 JOHN ANDERSONWhen It Comes To  (BNA)
3 MICHELLE WRIGHT/Take It Like A Man (Arista)
4 REBA MCENTIRE/The Night The Lights. (MCA)
5 JOE DIFFIE/Ships That Oont Come In (Epic)
6 DWIGHT YDAKAM/The Heart That. (Reprise)
7 BILLY DEANBilly The Kid (Liberty)
4 8 SHENANDOAHRock My Baby (RCA)

9 LORRIE MORGAN/Something In Red (RCA)

10 BROOKS & DUNN/Boot Scoolin’ Boogie (Ansia)

- — > oW N

=3

A R T PR ey

Weeks On

(HEAVY

CLINT BLACK We Tell Qurselves (RCA) 4
DENNIS RDBBINS/Home Sweet Home (Giant) 13
MARK CHESNUTT/Il Think Of Something (MCA) 6
M. STUART & 1. TRITT/This.. (MCA) BREAKOUT/7
MATTHEWS, WRIGHT &...Mainer's. (Col) . ACA/ADD

| HOT SHOTS |
HDLLY DUNN/As Long As You Beiong To Me (WB) 2
BILLY RAY CYRUS/Couid ve Been Me (Mercury) . 2
DIXIANA/That's What I'm Working On Tonight (Epic} - 4
AARDN BARKER Taste Of Freedom (Atlantic) 4
AARON TIPPIN/ Wouldn't Have It Any Other . (RCA) 5
PAULETTE CARLSON/The Chain Just Broke {Liberty) 5
STACY DEAN CAMPBELLRosatee (Columbia) 7

TIM MENSY This OI' Heart (Grant) 3
MCcBRIDE & THE RIDE/Going Out Of My Mind (MCA) 2
TRACY LAWRENCE Runnin’ Betuind (Atlantic) 2
VINCE GILL/ Still Believe in You (MCA) 3

| ADDS |

JEFF CHANCE Walk Sottly On The Bridges (Mercury)
MATTHEWS, WRIGHT & KING/Mother's Eyes (Columbia)

Heavy rotalion s0ngs receive five plays per day. Hot Shols
receive four plays per day. Breakoul Videos and Pigks
(Pick Hits of the Week) recewe an exlra play above heavy
rolation per day All Top 10 videos also recewe heavy
rolation

information current as of June 26

BRITAIN

1 1 ERASURE/Abba-
Esque (EP)

2 2 NICK BERRY Heartbez
RICHARD MARXMHazard
(The River)
UTAH SAINTS/Sometrung Good
K.W.S.Please Don't Ge
GEORGE MICHAEL/Ti0 Funky
TAKE THAT/It Only Taxes
A Minute

8 ORB/Blue Room
7 9 KRIS KROSS/Jump
10 10 ELTON JOHN/The One

E-N
[#%)

R A
~ W

Moving Up

MARIAH CAREY/I'll Be There
U2/Even Better Than The Real Thing
TLC/Ain't 2 Proud 2 Beg

DIANA ROSS/One Shining Moment
MEGADETH/Symphony Of Destraction
DEF LEPPARD/Make Luve Like A Man
TORI AMOS/Crucify

LOOSE ENDS/Hangin' On A String
(Knuckles Remix)

CROWDED HOUSE/Four Seasons In
Ore Day

B-52'S/Good Stuff

Courtesy Chart Information Network

AUSTRALIA

Lw

1 1 .ROCKMELONS/That
Word (LOVE)
DIESEL/Man Alive
EUPHORIA/One In A Milion
FRENTE/Clunk (EP)
GIRLFRIEND/Take It From Me
YOTHU YINDI/Djapanra

LISA EDWARDS/Cry
FRENTE/Ordinary Angels
RADIO FREEDOM/ Can Feel It
CROWDED HOUSE/Weither
With You

Most Added

JAMES BLUNDELL/This Road
HUNTERS & COLLECTORSHeai
Above Water

DUKES/Gonna Get High

|C‘T:|'.I'J'b:|r\.Fﬂl-
O e -r L Lh de L RO
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Top 10 Australian records from playhsts of 3
Triple M-FM/Melbourne, FOX-FM/Meibourne,
96 FM/Perth, SA-FM/Adelaide, 2-DAY/Syd-
ney, 2 Triple M-FM/Sydney, MMM-FM/Bris-
bane, B105/Brisbane, FM-104.7/Canberrs,
and 2 KiIX 106/Canberra

CANADA

W ™
1 1 CELINE DION/It You
Asked Me To
2 2 TOM COCHRANE/Sinking Like
A Sunset
3 K.D. LANG/Constant Craving
] LOVE & SAS/Don't Stop Now

ONE 2 ONE/Memory Lane

COREY HART/92 Days Ct Rain

— F MERYN CADELL/The Swealer

10 9 BOOTSAUCE/MWhaicha Need

10 ACOSTA RUSSELL/Deep In
My Soul

Most Added

HAYWIRE Buz

COREY HART/Baby When | Call
Your Name

ACOSTA RUSSELL/Deep in My Saul

4
& KIM MITCHELL/America
E

i

Top 10 Canadian CHR hits courtesy
The Record (416} 533-9417

waany americanradiohistarvy com
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The Best Music Has Always Been
ayed On A Black Note.

Mercury Records proudly observes Black Music Month along with our exciting roster of Rhythm and Black Music artists.

Walter Beasley « Black Sheep «B.0O.X.+ Sharon Bryant » Class A Kooley C » Jon Lucien « Brian McKnight » M.C. Silver Fox »
Felony » Cool Keith » Devoe + Diamond & The Psychotic Nefertiti » Poizon Posse » James Reese » Scientifik + Shomari
Neurotics * Dougie Dee » Ed O'G & Da Bulidog Posse  Irie » Small Change ¢+ Sylk Smoov * Third World « Tony!Tonil Toné!
Kazzing « Kenya Groove » Bobby Konders & Massive Sounds e Ultra Magnetic M.C.s + Vanessa Williams » Angela Winbush

e

N

. : ‘_‘7’:}' and L5V £,
© 1992 PolyGram Records /{“21”9"’70
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Defending Their Turt

Mainstream Urbans take a stand in fight against Churbans, Black ACs

aneuvering a maze bordered on one side by the
recession and day-to-day business operations on
the other, Urban/Black radio is being hit from
another front: increased competition from Churbans and
Black ACs. Six programmers outline their turf-defending
strategies to Urban Contemporary Editor Walt Love. Also
in R&R’s salute to Black Music Month: Label executives
and producers address black music’s present and future.

Dave Allan
WUSL/Philadelphia

First, you have to make sure you
keep doing the things that made
you successful. Power 99 has been
successful because we lead and
don't follow. If you get into a situa-
tion where you’re always reacting
to your competition and always the
second one doing something, that’s
not good. If you do a lot of promo-
tions, then you have to do bigger
and better promotions. If your
competition is giving away some-
thing, don't give away the same
thing. Instead, make sure you're
giving away the best of whatever it
is.
You have to play the correct
music, and you have to play it first.
We don’t add a lot of music, but
what we do add we definitely
play hard. The other stations react
to our initial action. Our philoso-
phy: Play fewer records but play

‘“When you play the
entire spectrum 24
hours a day, you're
going to have a
station that’s

spread out too far.”
—Dave Allan

them more, rather than play a long
list and only play those songs a few
times.

In the face of competition, you
have to pick the demo you need to
win and be true to that demo. Too
many people get off track. For ex-
ample, a Churban is going to at-
tack to gain the 12-24 audience; an
adult Urban is going to attack for
the 25+ demo. In between those
two demos you must decide what'’s
important to you as a mainstream
Urban. We believe 25-33 — women
specifically — is the exact key we
need to focus on. We also want the
18-34 demo, but we stay true to our
core audience.

Anyone who doesn’t think music
is the most important thing on a
music-formatted station is proba-
bly losing in his market. Because
music is important, you have to
make sure your research is ac-
curate. We take all the data we get
from different forms of research
(requests, callout, etc.) and look at
who we're reaching. Right now,
we're using the tag ‘“Extra Variety
Power 9FM.”

Churbans tend to have a much
tighter playlist than a mainstream
like us. They don’t provide lis-
teners with a lot of variety and, in
most cases, they’re playing our re-
currents and our one-year-old gold.

Steve Hegwood

Elroy R.C. Smith Roy Sampson

On the other
hand, adult Ur-
bans offer a vari- 3
ety of uptempo |3

music the 12-24s
like. Mainstream
Urban is the only | 45
one that can play §

both sides of this [
sprectrum.

But main- .

Mike Stradford

stream Urban loses when it doesn’t
properly daypart that spectrum.
When you play the entire spectrum

24 hours a day, you're going to
have a station that’s spread out too
far. You must look at where the
available listeners are and what
listeners you need to make it a fi-
nancial success. We’re running out
of the days when any radio station
can garner larger 12+ shares. A
PD is going to have to say, ‘I may
not have a large 12+, but I have
great demos.”

Community involvement is crit-
ical for every radio station because
radio was developed to serve the
interest of the people. It’s also im-
perative in waging war against
competitors, especially CHR com-
petitors that just play the music
and aren’t committed to the com-
munity. If you're not already com-
mitted to the community by the
time you’re attacked by a compet-
itor, it’s very hard to rush and do it.

When the Rodney King verdict
was announced, we turned the air-
waves over to listeners for com-
ments, and our personalities made
some positive points during con-
versations with our audience. I
think we were free of violence in
our city because of the good work
our former police commissioner
and L.A.’s new police chief, Willie
Williams, has done. We worked
very closely with city officials
about what we were going to say
and do. Now we must all keep
working together to maintain a
positive and peaceful state.

Steve Hegwood
WJLB/Detroit

Any traditional Urban station
has to superserve its core — after
you really determine who your

Continued on Page 34
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The Music: Innovatimi
Meets Tradition

lack music’s mass appeal popularity continues to

surge. From their top-level vantage points, seven

label executives explore the re-emergence of vo-
cal talent/musicianship, the increasing prominence of so-
cial commentary/inspirational messages in song lyrics,
and Urban format fragmentation: Mercury President Ed
Eckstine; Motown GM & Sr. VP/A&R Steve McKeever;
Warner Bros. GM & Sr. VP/Black Music Benny Medina;
Giant President/Black Music Cassandra Mills; Atco/
EastWest Chairman/CEO Sylvia Rhone; Elektra Sr. VP/
Black Music and Pendulum President Ruben Rodriguez;
and Def Jam Chairman/founder Russell Simmons.

R&R: Last year, a predicted
trend — since borne out — was the
re-emergence of true vocalists and
musicianship. Is this cycle here to
stay?

SIMMONS: I think it's kind of
fly. But I don’t know if it’s a trend.
We should always have an appreci-
ation for great vocals. The fact that
singers are competitive on a differ-
ent level now is probably good for

T S o
A

Musical
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Soul-Searching

Evolving beyond the ‘fast-food’ theory to tap true vocal, musician talent

N
e
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Michael Bivins

Biv DeVoe).

sical trends to “Black Aid.”

his year’s spotlight on the music makers
behind black music’s artists and musicians
falls on Denzil Foster & Thomas McElroy
(2 Tuff Enuff Productions) and Michael Bivins
(Biv Entertainment; member of New Edition/Bell

Formerly members of Club Nouveau, Foster & McElroy
have written and/or produced songs for En Vogue, Tony!
Toni! Tone!, Samuelle, and Nation Funktasia, among
others. Bivins’s management/production docket includes
work with such groups as Boyz Il Men, Another Bad Crea-
tion, the Whytgise, and Tam Rock. In the following inter-
view, the trio converses on subjects ranging from future mu-

R&R: Why are music consumers showing increased in-
terest in groups and artists who can really sing?

FOSTER: It’s a trend. This new generation of kids from
eight to 14 years old has been hearing successful records
by singers who realty couldn’t sing. Their untrained ears
didn’t — and [sometimes still don’t] — know the difference.

Continued on Page 34

——mbiddalaalicantadiohistans.com.

Ed Eckstine

4 - ;
Benny Medina

the business.
When you hear
great vocals, not-
so-good vocal
really bothe
you. We're listen-
ing to a lot of
great singers
now — will it con- £
tinue? Easy an- *=
swer: Yeah, it will.

MEDINA: Melody really is king.
While loud drum beats may seem
more significant than a beautiful
voice singing a very poignant lyric,
that can only last so long. You can’t
hum a beat — you need to balance
the beat with melody. It’s about
jazz, bebop, and popular cultural
music blending together, like hip-
Continued on Page 40

Ruben-Rodrguez
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Continued from Page 33

target audience is. The big prob-
lem is so many UC/Black stations
say their target audience is 25-54.
That’s hogwash! Basically they
sound like 18-34 stations. With the
Urban radio fragmentation we see
today in most major cities, you still
have to decide who you want and
go after them. Our target is 18-34s,
and we superserve 25-34 females
from 6am-6pm.

If certain records test extremely
well in research — like a TLC, Kris
Kross, or Arrested Development —
we’ll play them in afternoon drive,
morning drive, and sometimes
even middays. Overall, the station
sounds like an adult radio station.
When you have a station like [Ur-
ban Adult] WMXD coming after
you, you have to protect your core.
WMXD wants our adult audience
and [Churban] WHYT sounds like

Steve Hegwood

they want our younger audience.
WHYT’s presentation for a Chur-
ban isn’'t black. The music is al-
most black, but for a Churban it’s
dark gray; its sound is very hip
and street-oriented.

Promotions are very important.
Traditional black stations win on
basically one thing and that’s TSL.
You have to create the illusion that
you are giving them reasons to lis-
ten longer. Qur spring '92 promo-
tion is 98 dollars every 98 minutes
and listeners qualify to win $10,000.
Our TSL has grown over an hour
and a half in the last two trends.
And I totally attribute it to the pro-
motion. It’s all we talk about every
time we crack the mike. We’ll have
two grand prize winners during the
book. So that’s a $20,000 positive for
our listeners to talk about — free

publicity.

Dave Allan

In warmer weather, we take our
vans out into the streets twice per
day doing three-hour shifts. We’re
currently into what we call the
“Strongest 98 Days Of Summer.”
Our fulltime personalities are out
in the streets giving away T-shirts,
CDs, tickets to local events, and
bumper stickers. We also have
“Thousand Dollar Thursday’’
throughout the summer and
“Ladies Night Out”: We take over
a venue, feature a hot star, and let
female listeners in free. We've
done free concerts with Tony Ter-
ry, Gerald Levert, Phil Perry, Va-
nessa Williams, Boyz II Men,
Tracie Spencer, and Vesta
Williams.

When it comes to marketing, a
lot of stations put commercials on
TV, but the spots aren’t in the pro-
per time period to reach who they

“Traditional black
stations win on
basically one thing
and that’s TSL. You
have to create the
illusion that you are
giving them reasons
to listen longer.”

—Steve Hegwood
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need to reach. You need to have the
right person buy the proper time
for you. When is your audience
watching TV? “Arsenio,” “In Liv-
ing Color,” “The Cosby Show” in
syndication? These are the things
we do as we market WJLB to our
audience — and the audience we
want to take from other stations.

I've heard about the things L.A.
UC/Black radio stations did during
the riots. We thank God we didn’t
have any disturbances in Detroit.
It's hard for me to say what we
could do on a community level be-

“One of the most
important things an
Urban station can
do is promote its
product — its
presentation.”

—Elroy R.C. Smith

cause we're already doing things
all the time. The importance of
community involvement is para-
mount.

For example, we do teen preg-
nancy seminars, financial sem-
inars, health fairs, and literacy
campaigns. I'd like to see us hook
up with someone and address the
job problem. If we could help [the
unemployed] and their families,
that would be a real accomplish-
ment.

Elroy R.C. Smith
WGCI-FM/Chicago

When I got here, I analyzed the
market thoroughly. I was happy
that B9% [WBBM] had gone in a
more Hispanic and pop direction,
compared to a year and a half ago
when it was playing a lot of black
music. Some people are still under
the impression B9 is a real Chur-
ban. But I listen quite frequently,
and it isn’t. I'm not extremely con-
cerned about B%. My concern is to
take WGCI-FM to the next level.

Elroy R.C. Smith

When it comes to Black AC,
WVAZ [V103] has its own sound
and so do we. A few months ago,
V103 and WGCI-FM had a similar
sound during middays. That was a
boo-boo on my part with our oldies
mix. We needed to fix that by mak-
ing a definite distinction between
our sound and V103’s.

So we looked at songs that tested
well with 25-34 females. One of the
songs that came out positive was
“Ain’t To Proud To Beg” by TLC.
Now we're playing that around
noon and it’s helping to distinguish
the station’s sound. Another thing
we’ve done is removed a lot of the
old records (‘‘Duke Of Earl,” “Mr.
Postman’’) from our rotations. So
now you have two UC stations that
sound distinctly different. The V is
going after the older upper demos,
and we’re looking at 25-34 females.

One of the most important things
an Urban station can do is promote
its product — its presentation. A
few weeks ago we did what I deem
one of our best promotions. Be-
cause there are so many people

Continued on Page 36
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Denzil Foster (r) & Thomas McEiroy

It starts in the schools. Since most schools and recreation
centers have [eliminated] music classes, you only have ra-
dio exposing them to music.

With videos coming about in the last 10 years, a per-
son’s looks and how well he could dance became more im-
portant than singing. That's what was selling, so that's what
was considered good.

When we grew up we didn't have videos. Everything
was based on talent and overall skills. That's why jazz and
R&B crossed one another, like what Parliament did. A lot of
the funk groups from that era came from jazz and R&B back-
grounds. Kids today haven't had that luxury. But now they
have groups like En Vogue and male vocalists like Johnny
Gill.

it's the same thing with rap. At one point, it didn’t matter
how you rapped. It was the look and the songs. Finally, rap-
pers came along who really had skills and talent — now kids
can hear for themselves who is and isn't a good rapper.
Sometimes it's just the evolution of society.

McELROY: It's what we call the “fast food” theory of
music. When you're only used to eating McDonald's, you
think that’s great until somebody serves you real soul food.
Then you say, “Oh man, | thought 'd been eating some
good food. | like this. 'm going to start eating more.” Now
this generation is being given something better, yet it's still
packaged with the McDonald's look via video. But they're
starting to know the difference between what's good and
what's not musically.

BIVINS: I've always felt it's been going on. | have to
give credit to the Force MD’s and Take 6. Just before Boyz
 Men hit, a lot of other singing groups were out there. |
think the difference was that Boyz Il Men broke over into
that MTV type of overall response.

Singing has been around all the time, but there was a
period when people felt like it just fell apart, and then it was
revived again. Other groups before that didn't really hit big
with the public because they didn't have high-visibility tech-
nology taking them into people’'s homes. They could sing,
but they didn’t get the credit they deserved.

R&R: How long do you think the current popularity of
message music — rap and inspirational — will continue?

FOSTER: In the '60s and '70s, you had a lot of it. Then
it disappeared during the disco era because people were
tired of hearing about how they didn’t have any money. Now
here we are again. In hard economic times, those are the
things [money, et al.] to talk about again.

Just like the movies: One picture is about something
and then another one comes along about the same thing but
with a twist. Music is like that, too. As times get better, you'll
hear the music change and go back to happy songs. People
get tired of being unhappy and depressed.

Continued on Page 36
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who want to break into the music
industry, we said, ‘“We need an av-
enue to help educate these people
about what’s necessary to make it
into the professional end of the
music business.”

For two weeks we promoted on-
air that if you wanted to attend a
seminar we put together with in-
dustry professionals (including top
artists), you had to come to the ra-
dio station, pay a small registra-
tion fee, and sign up. We didn’t di-
vulge the location because we
didn’t want a crowd of groupies to
show up. We wanted to try and help
the serious-minded people. A total
of 670 people signed up. In doing
this educational seminar, we also
gained their ongoing loyalty.

One of the areas
Churbans and
Urban-leaning CHRs
can’t compete in
is community
involvement
because they don’t
want that
black identity.
—Mike Stradford

Being creative with promotion is
a must if you expect to win. Morn-
ing man Doug Banks agreed to
give out his home phone number so
his listeners can call him at home.
This has become a great promotion
for the station, Doug’s show, and
for the people who listen daily. Be-
ing creative with promotions is a
must if you expect to win.

One thing we do for imaging is
use the positioning statement “We
Play The Hits.” Everything we do
is geared around hits. We used to
say “Jam It Or Slam It.”” Now we
use “Hit It Or Quit It,” and our an-

nouncers know they need to take
this siogan home to the listeners
and sell it with conviction.

We're taking time to let our com-
munity know we care. Not only do
we say it on the air, but we let them
know through our actions. Some-
thing we're going to do when the
kids get ready to go back to school
is a “Penny Jam.” The school that
collects the most pennies will win a
free concert with the hottest teen
group. The money will be donated
to the United Negro College Fund
because we want our young people
to know they need education to be
able to compete.

Barbara Prieto
WKYS/Washington

We have to be true to our format.
And that means understanding
who the core listeners are.

We try to focus on the music
presentation by not eliminating a
large portion of rap music. We like
to call it hip-hop as opposed to rap
because we’ve found that some hip-
hop has mainstream mass appeal.
Adults in this city tend to like that
term a little better also.

We have to be more creative
with our stations and stop looking
at Churbans that may be winning
in the 12-17 demos. They don't have
the answers to our format prob-
lems. Having worked in Chicago
with the 18-34 demo and winning
strongly with it, I think that’s the
area we have to look at more in UC
— the younger end of the 25-54
demo. At WKYS, our core audience
is 1849 women.

The marketplace has changed
dramatically in the last five to
eight years. [UC/Black] WHUR
has changed direction twice: First
it was mainstream Urban, then it
became “Quiet Storm’ 24 hours a
day. Now it’s back to mainstream
Urban. Then you have Magic
[WMMJ] doing its version of Black
AC, and WPGC doing Churban.

WKYS has always had a positive
adult image. But we confused peo-
ple at one time when we started
playing slow music in the evenings
at 7pm, something we call “Slow
Jams.” We’ve changed that; “Slow

Jams” doesn’t come on until 10pm
now. When [“Quiet Storm” pio-
neer] Melvin Lindsey died, we
fought over what to do. I didn't
want to change WKYS’s image, but
I did want to let people know we ex-
pose much more black music than
those records from the ‘Slow
Jams” category. The main reason
I changed the nightly format six to
seven weeks ago was because I
thought we were limiting our ap-
wal.”

By slowing down so early, we
weren't going after the large au-
dience that wants to hear good up-
tempo music before they cool out
for the evening. We were neglect-
ing the up-and-coming black music
because we were playing only slow
songs at night.

One of our current goals is to be
more visible in the community.
Our research shows listeners ex-
pect more from our station than
just music. Adults especially want
personalities who can relate to
them. People respect an intelligent

“l] changed the
nightly format
because | thought
we were limiting
our appeal. We
were neglecting the
up-and-coming
black music
because we were
playing only slow
songs at night.”

—Barbara Prieto

member of the staff who knows
what'’s going on in the world, the ci-
ty, and the music industry.

I don’t think Black radio should
do anything specific [in the after-
math of L.A's riots]. But every
person should evaluate the whole
situation. We need to realize what
kind of examples we’re setting for
younger generations. All that plays
a part in radio personalities being
committed to their communities
because young people look up to
them and sometimes follow their
lead. This summer, we’re going to
be doing some community charity-
oriented events that cater to the
youth.

Promotion is also very impor-
tant. We can become more crea-
tive if programming and promo-
tions put their heads together.
Gone are the days when you could
pick a theme over a weekend,
come in Monday morning, and say,
“Hey, I've got an idea for a great
promotion.” More creative input is
needed these days because the

Continued on Page 38
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“Everybody doesn’t
want to talk about a
riot. Some people
want to talk about
something else to
take people’s minds

off that.”
—Michael Bivins

Continued from Page 34

BIVINS: | don't think that's what music is about right
now. Not everybody is talking about that. You have groups
like DAS EFX or Bell Biv DeVoe talking about sex and the
hardcore niche going on in New York City.

Then there are a lot of people who are more politically
aware. From their point of view, that's the music they want
to express because it makes them feel they’re reaching out
to others who want to hear those things. | think that's what
BeBe & CeCe Winans and [rapper] KRS-One have been
doing. That's what they grew up on and that's all they're go-
ing to do because it's what they believe in. It's working for
them and the market they've targeted.

Then you have another group of people who just want
to go in the studio and do good dance grooves and entertain
the clubbers. Everybody has their own preference. People
watch enough news, read enough newspapers, and then
go out and hear what everyone’s preaching. Everybody
doesn’t want to talk about a riot. Some people want to talk
about something else to take people’s minds off that.

R&R: Is it different being a producer in the '90s?

FOSTER: | like being a producer, but the responsibili-
ties aren’t the same. At one time, a producer used to be an
overseer of a project, like the director of a movie. Now the
responsibility is on you to be all things: musician, writer, and
sometimes aimost be the artist. It's a burden because if you
don't have a vast musical background, it tends to limit your
creativity.

Record companies are putting pressure on the pro-
ducer as well, asking you to become the A&R person. They
have their own A&R departments, which they really need to
revamp. They need to get good help. If they are fortunate
enough to have good help, it's usually only one person. | al-
so think the companies forget about artist relations. Right
now, it's up to the producers to create that.

McELROY: Denny might know, but | haven't figured out
yet what an A&R person is supposed to do because we're
always doing what needs to get done. Our situation is a little
different than that of other producers. We've always found
our own groups, groomed our own acts, and then brought
them to the record company. I've only seen an A&R guy call
and say, “Hey, how’s the project coming? You guys doing a
good job? Great!”

FOSTER: Then if it doesn't work, they say, “We need
some other producers.” It's not an easy job.

BIVINS: I'm an overseer — not a producer. People like
Dallas Austin and Rico Anderson, who are signed to Biv
Entertainment, are the in-studio producers. I'm more of a
manager and creative guy who has full control of what's
happening to my artists and their music while they create
and record it. Continued on Page 40
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competition is immense. For ex-
ample, it’s really kind of corny to
pick an artist, devote an entire
weekend to him, and give away his
new CD. People want more these
days.

Roy Sampson
WCAO & WXYV/Baltimore

Black music is a very dominant
music form in radio today. There
was a time when people thought
Urban was going to be a niche for-
mat. But it’s become a main-
stream format, and the way other
radio stations use bits of Urban
music today proves it.

Mainstream Urban has to do the
things any good radio station would
do — like staying plugged into the
best music at the right times. Sta-
tions have to make sure they're
giving their communities the best
music when they want to hear it.
UC/Black radio can defend its turf
by programming a solid, music-in-
tensive format the community re-
spects and trusts.

Urban facilities need to do things
that will help them earn the biggest
share of the total audience availa-
ble and continue to dominate the
market. More of a 25+ lean could
be the answer in some markets,
but in other markets it could be a
younger lean.

Doing promotions is primary,
but then telling your audience you
did it is just as important. If you
don’t tell them, who will? You have

Roy Sampson

to be out there visually; that’s a
very important part of Urban ra-
dio. That could mean having your
personalities drive around in a sta-
tion van or appearing at local com-
munity events, sponsoring a Red
Cross blood drive, or staging street
block parties. The point is this: Ev-
erything is important. Nothing is
too small, as long as it is reputable
and going to help others in the com-
munity.

A station has to make sure its im-
age relates to the marketplace.
There are many differences be-
tween, say, Baltimore and San
Francisco. If we do something like
a crab cake-eating contest, that’s
Baltimore — we’re known for our
crab cakes. San Francisco is
known for cable cars and the Gold-
en Gate Bridge. So we want our im-
age to be a positive refection of our
city and people.

Another way we make sure
we're reflecting our community is
through personalities who are posi-
tive role models. We make sure our
personalities care about this radio
station and what they’re doing in
the community. We do things on a

Programming/Marketing
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daily basis to strengthen our proud
image, whether it’s the enforce-
ment of education or law and
order. Baltimore has a slogan:
“Baltimore — The City That
Reads,” and we tie in with the
mayor’s community programs
very heavily.

When you talk younger demos,
music means a lot. But top-of-mind
awareness is a major issue. You
have to be concerned about other
things affecting your community
and which ultimately affect
people’s lives. If you're really a
good Urban radio station, your au-
dience will care about you. And the
only way they can care about you is
because you show them you care
about them. UC/Black radio has a
one-on-one vibe with its listeners
that other stations don’t have.
That’s this format; being involved
with the community is a given.

As a broadcaster, I believe we
have to do something for the youth.
Now, that doesn’t have anything to
do with radio or ratings. As human
beings, we have to care about
what’s happening to our youth be-
cause that’s our future. We have to
bring the youth of our country
along in a positive way.

The issues confronting us now
can’t be resolved overnight. How-
ever, they can be resolved down
the road by at least trying to do
something. In Baltimore, we're al-
ready trying to enhance our voter
registration efforts throughout the
summer, because what would it
mean if every black person who
was eligible actually voted? It
would mean we could become a
bloc of people who could not be ig-
nored by the system. So that’s

“UC/Black radio has
a one-on-one vibe
with its listeners

that other stations

don’t have.”

—Roy Sampson

something we're actively doing
right now.

We’ve also tied in with the may-
or’s office to do youth-oriented pro-
grams to help with education and
recreation. We want them to ex-
perience new things the world has
to offer. We can’t do it all ourselves
or overnight, but we can give it our
best effort. Any positive step in that
direction is the way we have to go if
we're responsible broadcasters.

Mike Stradford
KKBT/Los Angeles

Our stations have to knuckle
down and get involved in the com-
munity. One of the areas Churbans
and Urban-leaning CHRs can’t
compete in is community involve-
ment because they don’t want
that black identity. Black radio
users look at radio as more than
just radio. And when we take the
initiative, whether it’s starting
voter registration drives or being
in the community where people
can talk to you and touch you, it
makes the gap wider between our
listener approach and their ap-
proach. So when you finish playing
the music and you don’t have any-
thing else to talk to black people
about, then it’s obvious what your
game plan is.

WAWW-americanradiehisterr-eom

Mike Stradford

The direction of the music is crit-
ical. As program directors, we
have to spend more time looking
for the music that’s right for the
audience we’re attempting to
reach, as opposed to responding to
record company pressure or
threats. Those who are fortunate
enough to have research available
have to learn to use that research
as a tool rather than a bible. Re-
search was essentially established
for Urban radio based on a CHR
philosophy, but the formats are dif-
ferent. There are similarities, but
the essences of both formats are
different. When you make the mis-
take of using the research as a bi-
ble, you rob the format of its es-
sence. A lot of that essence is gut
feelings about which records will
or will not work for your particular
audience.

It’s unfortunate that so many
successful major market Black
stations are leveraged in such a
way that there’s a reluctance to
really stretch out or go against
what bankers see as the goal. I be-
lieve you can legitimately satisfy
the 25-54-year-old audience by hav-
ing an 18-34-year-old appeal. There
seems to be a misconception that
once you get into the 25-54 age
group, all you like are ballads
and oldies. I don't think that’s nec-
essarily so. So, as opposed to buy-
ing into that ideology, it’s impor-
tant to understand the reason for
that ideology and what it’s all
about. Then take the necessary
measures that will help you avoid
falling into that trap.

Our main focus is 18-34-year-olds
and naturally, we want the 25-54s,
too. But if we adequately super-
serve the 18-34 audience and, with-
in that, really nail the 25-34-year-
old listener, we can be successful
on the young end and the older end.

The majority of the music the
kids like is rap. However, if we
play too much rap we’ll turn away
those adults who may like it, but
only in smaller doses, and then we
have no shot at getting the teens.

When I was a kid back in Cleve-
land, it was a rarity that radio per-
sonalities would be out someplace
where you could go see them.
When you afford your audience the
opportunity to meet the on-air peo-
ple and put faces with the voices,
you bring those listeners closer to
the radio station and you to them. I
don’t think you can do too much
promotion, especially in a market
like Los Angeles where we're com-
peting head-on with the film, tele-
vision, and other entertainment in-
dustries.

I've always subscribed to the
idea of showing people what we are
rather than telling them how cool
we are or how hip we are. I would
rather show somebody the essence
of what we’re supposed to be about

and let them make their own deci-
sions, because the majority of ra-
dio advertising is trying to ram
something down somebody’s
throat. After a while, there’s a
tendency to go numb.

Our television campaign fea-
tures Luther Vandross and Ham-
mer using the morphing process.
We put together a real eye-catch-
ing, quality spot. That says a lot
about the radio station. If you think
the spot is good — you may give us
a shot. If you think the spot is terri-
ble, it wouldn’t matter what we

“iIf we adequately
superserve the
18-34 audience and,
within that, really
nail the 25-34.year-
old listener, we can
be successful on
the young end and
the older end.”

—Mike Stradford
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said even if we said we were great.
It just wouldn’t matter.

For example, on our billboards
we tried to use a wide variety of
artists, like Tevin Campbell, Ham-
mer, Luther, Vanessa Williams,
BBD, and Prince. We did this to
affiliate the radio station with the
kind of music that we play. The ex-
ecution of the billboards came out
well, and I also think that those are
artists the Urban audience can re-
late to. Marketing is critical, and I
guess it’s personal as to how you do
market. But I do think that Black
radio has been behind in terms of
really efficient marketing.

To me, there’s a moral issue and
a business issue in terms of com-
munity involvement. The good you
do in the community may not
translate immediately back to you
in terms of ratings or revenue, but
ultimately it will. In regards to the
riots, for example, there was a
time when we were playing music,
giving information, and also hav-
ing artists on the air trying to con-
vince people to stay home, not go
out in the streets, and cool out.
That was seen by some listeners
who couldn’t stay with us for a long
period of time as a sign that we
were not involved: When they turn-
ed on the radio they would hear
music. If they had hung for two
songs or something like that, they
would have realized that we were
doing other things of a positive na-
ture. So that made me realize we
should have continued to make the
adjustment we made initially,
which was to totally stop the music,
go to the telephones, and talk to the
people. Ultimately we did resume
that, but I think that was a great il-
lustration of how much the com-
munity comes to count on you in
times of crisis.

I don’t advocate reckless pro-
gramming or execution, but we all
should be reaching for a higher
rung. We should be taking the high
road, and I don’t think we’re doing
that right now. Every Urban sta-
tion in this country is guilty of that
— including us. The challenge is
not to accept what’s put out there
as the gospel if we think there’s a
better way to fortify what we’ve
already got and build on that.
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hop, dance, house, and R&B music.
The different flavors create a new
artistic foundation and platform.

Creative young artists breaking
into this business and who have
studied it for a while notice that
things happen in cycles. While they
may ride one trend to get into it,
they know the only way for them to
sustain careers is to stick with the
standard forms of making music.
And that’s always going to mean
strong musical instrumentation,
significant melody, and relevant,
poignant lyrics.

RODRIGUEZ: When you look at
what’s been happening since last
year with artists like Jodeci, Boyz
II Men, Keith Sweat, and Chris
Walker, it’s obvious the public is
enjoying what they’re doing.

When you’re signing acts, it’s not
about signing the flavor of the
month. It’s about signing artists
who can be developed and will still
be around 10-20 years from now.
It’s also very important — espe-
cially now — that their live per-
formances are real. People appre-
ciate good music and good singers.

‘“‘Rappers brought
back R&B. They’re
helping us
remember that we
sang the blues and
other things besides
love songs one
after another.”
—Russell Simmons

MILLS: I don’t think there’s
been a return to real singers — I
don’t think real vocalists ever went
out of style. What has happened:
Teens, who in the past have always
bought what I call “fast-food mu-
sic” [heavily produced records
without emphasis on vocals and
lyrical content], have grown up
and decided to embrace real talent.

ECKSTINE: A lot of it has to do
with the advent and growth of rap
in the ’80s. It’s the yin and yang
approach. The pendulum may sw-
ing left to right, but ultimately
when the pendulum settles, it set-
tles in the middle. Vocalists —
groups or soloists — are a grand
tradition in black music. And rap
has carved a viable space. Some
have said it’s a fad, but I always
felt we were hearing the voice of a
new generation that’s taken its
rightful place. By the same token,

RECORDS

Ruben Rodriguez
a certain amount of the novelty has
worn off. The result of that swing-
ing pendulum is that a generation
has now also accepted singers.

In the '80s we saw so much dis-
posable music that it was just a
matter of time before there would
be a consumer backlash. The his-
tory of our music revolves around
virtuosity, be it great singers (i.e.,
Nat Cole, Billy Eckstine, Sarah
Vaughan, Billie Holliday) or great
instrumentalists (i.e., Miles Davis,
John Coltrane, Charlie Parker,
Jimi Hendrix). We found ourselves
in a hole where technical and ar-
tistic virtuosity took a back seat to
production wizardry.

RHONE: There have always
been a number of great vocal
groups: the Supremes, Pointer Sis-
ters, and now En Vogue. The male
groups go back to — well, look at
the bloodline of an act like Levert,
who came from 0’Jays lead singer
Eddie Levert, then spins off Gerald
Levert and then on to the Rude
Boys. The business has always nur-
tured great vocalists who have
played a major part in R&B music.
It’s important to note that these
groups have a style different from
the traditional R&B groups be-
cause they have fused hip-hop and
R&B.

R&R: Paralleling the vocal tal-
ent trend, music seems to be lean-
ing more toward songs carrying
strong lyrical messages.

McKEEVER: The best art re-
flects whatever is real in society —
and you can’t reflect what is real
without dealing with issues. Love,
sex, and pain will always be com-
mon themes because those issues
affect us. Right now, though, the
basic issue of survival on the
streets is first and foremost across
the country.

Writers and producers are an
important part of what we’re do-
ing. There are many more doors to
be opened, but with the success of
BeBe & CeCe Winans and that type
of music, there’s more to follow.
It’s shown this type of music can
sell in the marketplace. You have
to beat down the myths. It’s been
said that older people who like this

music wouldn’t buy it. Well, once
you beat down those misconcep-
tions, others will give it a try.

SIMMONS: It’s great that people
are listening to lyrics more. Rap-
pers have inspired a lot of that in
this generation. If you’re a singer it
should kind of shame you. If you
look at what rappers like Ice Cube
and Public Enemy have done, their
album titles are all about some-
thing. R&B albums still aren’t
about anything. Rappers reminded
us that funky soul music was our
music — rappers brought back
R&B. They're helping us remem-
ber that we sang the blues and
other things besides love songs one
after another.

MEDINA: Lyrics are 50% of
what’s important about a song. The
heart and spirit of a song are in the
lyrics. And the artist’s real point of
view is most easily found in that
lyric.

We're a people who have histor-
ically expressed our emotions
through music. For a while, the on-
ly emotional state we lived inwas a
very simplistic world of acquiring
material things and lusting for sex-
ual relationships. There’s much
more emotionally to cover music-
ally. If that starts with the sociolog-
ical consciousness that exists in
rap music, hopefully a much wider
spectrum of inspirational music
will surface — with solution-solving
as part of its success.

It’s important for the record in-
dustry and the radio community to
support it. Subsequently, you’ll find
the consumer will support it.

“We’re becoming
aware of the
political plight of
black America.
Instead of running
from music that
deals with these
issues, everyone is
embracing it.”
—Cassandra Mills

RODRIGUEZ: This sort of thing
has always been around, but espe-
cially during times like now with
the bad economy and people losing
their jobs. Look at the things that
are happening in our communities
— unemployment and violence.
And people need health care. So
what’s happening in our commun-
ities is what we’re hearing music-
ally from some of our artists.

I really commend BeBe & CeCe
Winans for the success they’ve had
with their brand of contemporary
gospel. They’'ve gotten the con-
sumer to respond. It just goes to
show you . .. people want some-
thing they can relate to and that
tells their side of the story. Music
has always been able to do that.
Remember, music comes into peo-
ple’s homes and lives and actually
says something to them. Each of us
interprets music and lyrics in our
own way. That’s why music is so
important to our culture.

MILLS: This trend will continue

and hopefully become stronger. A .

lot of it is a reawakening, if you
will, of the black culture and people
recognizing it’s important to sing
about something other than love,
sex, and dating. The success of
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R&R: What musical trends do you see surfacing?

McELROY: As time goes on, the playing of actual in-
struments is going to come back. Music is getting looser ev-
ery time | hear it. There will be more live playing mixed with
technology, like sequencing or sampling. And a lot of rap
will continue to influence other music.

Samples, for example, are imperfect. As perfect as
people try to make them, samples are recordings of live mu-
sicians. So what people are getting used to hearing are live
musicians who were recorded badly. When you listen to
rap, there are a lot of little things that are off-beat or a little
out of pocket. It's a lot more human, true to life, and not so

Denny and | do it all the time: mixing samples from live
musicians and records. We think more people are going to
get back into this sound. It also makes for a much better live

FOSTER: When you have something live as opposed
to tight and inhuman, it makes your re-creation a lot easier.
Like with background vocals — if they're perfect, it's very
hard to get them to sound like that onstage. That’s a down-
fall when people hear you live and you're not as good as the

When we got together nearly nine years ago, rap was
still new. Back then we began talking about how R&B was
dying and discussed the possibility of connecting R&B and
rap in some way to make them work together. Thomas also
thought then that jazz and other forms of music could be
fused into the overall sound.

BIVINS: Mixing R&B, rap, rock, pop, and [other music
genres] is going to happen. But mixing things really doesn’t
work all the time. People who rap still sell albums, and peo-
ple who sing gospel still sell albums. But | don’t think a lot of
people mix these things well. Teddy Riley [mixed them]
with the Winans, but he's one of the only people who did it.

Whoever comes up with the right song and follows it up
with another [right] song and another — that’'s what [the
new trends will be]. But just do what you do best. It's too
much to try and focus on developing the next new thing
when the old thing is still working.

Continued on Page 42

Steve McKeever
those projects says the consumers
are ready to embrace more.

This is all reflective of the times
we’re living in. We’re becoming so-
cially conscious and aware of the
political plight and state of black
America. Instead of running from
music that deals with these issues,
everyone is embracing it. Radio is
playing more of it, consumers are
purchasing it, and artists are get-
ting an opportunity to express
themselves artistically while deal-
ing with serious subject matter.

ECKSTINE: A significant por-
tion of ’60s and ’70s music was
about freedom. To look at the pre-
sent and the future, you have to
look at the past. Now more than
ever, we see in the ’90s the afteref-
fects of Reaganism: budget-

cutting in government programs
targeting inner city youths. And
you're seeing it manifest itself in
rap records, where people are ex-
pressing the ills of their social envi-
ronments. The blues has always
addressed social and human condi-
tions. There’s a bit of a fusion in
cultures, because we're still hear-
ing love songs along with songs
talking about issues going on
around them.

RHONE: I agree it’s a growing
trend and partly a reflection of
what’s happening in our social sys-
tem today. Just like the quote, “Art
reflects life” — we’re in a highly
volatile social climate right now,
and the music reflects this kind of
lifestyle. I'm thankful we have mu-
sic that speaks to these issues in a
positive manner. Music should not
only entertain; it should also edu-
cate and inspire.

R&R: With the re-emergence of
talented singers and more insight-
ful lyrics, where do you see black
music heading in the next few
years?

McKEEVER: The ’80s musical-
ly was a Milli Vanilli thing . . . sort
of like the bearers of the ‘“Emper-
or’s New Clothes.” If you’re young,
you haven’t had the chance to see
and hear “real” singers and per-
formers. But now some are being
exposed to artists who give some-
thing more than what they had
been exposed to. It’s now a case of

Continued on Page 42
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the emperor noticing these people
have no clothes on. There’s nothing
there but technology. These groups
really get exposed talent-wise
when they go out on the road.
Nothing can replace the magic of a
live performance.

What I see coming is a much
larger acceptance of different vari-
eties of music. Rap is going to play
a very important role in exposing
new things. For example, rap pro-
ducers have been looking to jazz as
a common source. We've seen it

Benny Medina

cover songs across the board, from
old R&B to rock. They're exposing
listeners to all these different types
of music that they wouldn’t get just
listening to commercial radio. This
exposure is going to widen into a
musical trend like walls being
knocked down. Everything will in-
teract and intermingle musically.

SIMMONS: I try not to focus on
trends too much if I can help it.
That whole shit about trends is not
cool. I like special new talent; peo-
ple who have different ideas about
music. I hope they’ll be successful
because they have great music and
great ideas, and it’s all different
than what’s on the radio. We
haven't always been successful at
it, but it’s always been our idea to
create new avenues for each indi-
vidual. For example, if I find a new
artist tomorrow and he’s dope with
the sitar, then he’ll be known for
the sitar. Now I hope everyone
won’t go out now and play the sitar.

R&B is so stagnant and stale; ev-
erybody sounds the same. Like
Teddy [Riley] had a great bunch of
sample sounds he created — he put
two basslines together and made
one bass sound. Then every record
had that same bass sound. I can’t
get with that. When somebody does

something that sounds unique, his
melody, song, and production ap-
proach will determine whether it’s
a hit or not. So there’s no reason to
steal his sound. Artists do borrow
from each other. But it's a pity
we're so stagnant that we depend
on trends for our companies’ direc-
tion.

MEDINA: The young pop cul-
ture scene has borrowed greatly
from the world of hip-hop, and
when I say that, I mean everything
from the Red Hot Chili Peppers to
Nirvana. But they’ve configured it
differently by presenting their mu-
sic and sense of angst and rebellion
with live instrumentation. We're
about to get back to the point where
bands in the tradition of Earth,
Wind & Fire and the Commodores
will come back again.

The black music community has
far too many young musicians who
don’t get a chance to use their in-
struments anymore. Right now,
technology affords us the oppor-
tunity to use their musical skills as
well as all of the machine-oriented
music. This can create a sense of
collaboration once again where you
have a great band with an even
greater front man singing.

You're also going to see spiritu-
ally oriented music spread be-
cause, in a world where you find so
few people giving you a straight
answer, music becomes sort of a
panacea for society. It also be-
comes a kind of a [guide] as to
what's going on in your community
and world.

‘‘Spiritually oriented
music [will] spread
because, in a world
where you find so
few people giving
you a straight
answer, music
becomes sort of
a panacea
for society.”
—Benny Medina

RODRIGUEZ: Music of the fu-
ture is going to [come] from the
streets. That includes jazz, which is
also music that comes from the
heart. I think you’re going to hear
more different genres of music be-
ing put together — jazz, rap, R&B,
rock — and coming out as one. It's
already happening.

MILLS: The pendulum seems to
be swinging in the direction of mu-
sic that will be made by groups and

Russell Simmons

solo artists who will be around for
10 or 15 years. It’s going to be art-
ists consumers can grow up with.
For example, our parents and
many of us grew up with the Temp-
tations, the Four Tops, Gladys
Knight, and the Supremes. Now
those types of groups are coming
back.

I don’t think sampling will ever
go away. Younger artists might
sample an idea from one of their
mentors, be it a James Brown or a
George Clinton part. But producers
now tend to listen and be influenc-
ed, electing to replay rather than
sample it. They’re going back in
the studio to rerecord it with live
musicians.

We’ve certainly watched a lot of
dance artists in the last five years
or so, and now we’re starting to see
them struggle. The type of music
they’re doing isn’t something you
want to grow up with. That type of
music represents phases that
young adults and teenagers go
through, like going to clubs.

But when they get older, they
start finding out that their idea of a
date might not consist of going to a
club and dancing all night. Instead,
it might consist of a movie, nice
dinner with candlelight, and soft
music with one album playing.

ECKSTINE: We're going to see
a greater fusion of technology,
good musicianship, and excellent
vocalists. And a lot of music will be
going back to live instrumentation.

However, we must look beyond
how and what kind of music is be-
ing made and address the issue of
delivery. How do we get this music
to the consumer? We're going to
see a lot more home delivery sys-
tems . . . digital delivery vis-a-vis
cable, satellite, and telephone. It’s
going to go way beyond getting into
your car and going down the street
to the local mom and pop store or
mall. It’s going to get down to hear-
ing it on your local cable system,
pressing a button for what you
want, and having it delivered to
you via cable radio or in your
hands within 24 hours. That’s the
future.

RHONE: One of the constant
trends over the last few years has
been this fusion of hip-hop, R&B,
and pop music. The results of this
are the new street R&B groups that
have been very successful over the
last year and the success of rap
and its stylistic development.
“Reggae dancehall” music is the
latest trend to hit the scene, and I
think it will make a significant con-
tribution and impact. As far as fu-
ture trends are concerned, it’s very
hard to predict what might surface

wwav-americanradiohistorv.com—
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R&R: In the wake of the L.A. riots, what can the black
music industry do to help foster a more positive atmosphere

FOSTER: We should all go back to our communities
and work where there are still problems to be solved. Radio
people should do community-oriented types of things
throughout the year, not just when there’s been a riot.

BIVINS: Anybody who's in power — whether it’s a radic
broadcaster with a number of radio stations or BET with its
video shows — needs to go in one room, sit at a table, and
come up with something constructive: as if they were deal-
ing with how to hold on to their own companies. If you put all
of those powerful minds together, there’s no telling what
could come of that meeting. Everybody has to be involved
— we need to intertwine the powers that be to make pro-
gress happen that much faster and make it more worthwhile

Then'we could do “Black Aid.” Everybody else has a
reason for doing an “aid” project. We've got enough soul
singers and groups to stage black concerts for a year and
raise money to help our people. Somebody just has to put it
together and organize it properly. It couid be a week’s worth
of performances, carnivals, and festivals . . . whatever. It
could also move from state to state. But most importantly,
we just need to come together.

until you hear it, but hopefully
there will be a wealth of music
that’s going to emerge from the
streets.

Sylvia Rhone

R&R: Urban/Black radio is con-
fronting competition from several
directions — Churban, Black AC,
etc. — which is leading to greater
format fragmentation. What can
mainstream UC/Black radio do
to maintain its foothold?

McKEEVER: It’s going to be
difficult to do anything purely on a
music basis when you have CHR/
Dance or Churban stations playing
black music but not calling it that.
I've always believed black culture
and black music have been driving
forces behind American culture
and music. When you had Benny
Goodman or Elvis Presley per-
forming, it was putting a white face
on black music. Right now, those
stations are finding it acceptable to
go to black artists . . . to get it from
the source.

_ The thing that can really help
UC/Black stations is to be an ac-
tive participant in the community
and not just play music. Maybe the
reason these other stations have
become competition is because ev-
eryone continues to do the same
thing and not explore other types of
music. Maybe you need to take a
risk and find a niche. For example,
some stations are afraid to play
rap. So they let someone else take

it, get into the game, and use it
against them. Any time there’s a
lot of competition, it takes someone
to run with an unexplored niche to
break out of the pack.

SIMMONS: Radio just plays
what it wants to play. It’s the ad-
vertisers and consultants saying
and doing what they want. No one
is educating these people. They’re
self-serving, older people who don’t
understand. They’re not working to
service their communities.

I recently saw some research —
I don’t know how good it is or isn’t
— but there were no black kids bet-
ween the ages of 12-24 listening to
Black radio. There were a few here
in New York, but in L.A. there
were no black kids listening to
Black radio. It's a shame. Black
radio is abandoning young black
America. We'll see if they have any
older blacks in 10 years.

MEDINA : The music industry is
already doing all it can by supply-
ing a variety of music. It’s incum-
bent upon radio outlets to be a little
more sensitive and in tune with the
broad spectrum of music, as oppos-
ed to imposing some advertiser’s
limitations on their format’s sound.
The reason for fractionalization is
because people need to go to differ-
ent sources to get different sounds.

If you could go to one source and
get all the sounds you'd like to
have, you wouldn’t need to go any
further. A new openness to the new
forces in music — whether they be
inspirational, hip-hop, jazz, or
contemporary R&B — is what's go-
ing to solidify any station’s sig-
nificance.

RODRIGUEZ: For UC/Black
stations to succeed, it’s important
for them to open up and give new
artists a chance to be heard. I re-
spect the fact that formats want to
play it safe by playing established
artists. But who will be the estab-
lished artists of the future if you
don’t develop them at some point?
Just as we in the record industry

Continued on Page 44
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have to think about the future, ra-
dio should think about its future —
who will be the artists that will help
them gain audience?

It seems like there's a trend
among some radio people to not
play new artists. Radio’s becoming
a lot more conservative. The one
thing that’s helped make UC/Black
radio important to the music busi-
ness, consumers, advertisers, and
civic leaders in our communities is
its willingness to be a leader. It al-
ways took pride in being first to in-
troduce new artists and taking
credit for doing so. Black stations
have always said, ‘“Let’s help who-
ever’s in need of help.” That’s not
happening like it used to. I hate to
see us lose that cutting-edge type of
thinking and action.

R&R: Some of the harsh realities
dealt with in today’s music were
manifested during the Los Angeles
riots. How can the industry play a
role in improving the black com-
munity’s outlook?

McKEEVER: There’s so much
that can be done as a group and as
individuals. We have to unify our
feelings and that will help us cause
positive change. Remember,
you're talking about an industry
that sells images and music, and
sends messages. So if our industry
unifies on a political or image front
or both, a lot could be accomplish-
ed. Positive images come not only
from the music, but from role
models in the industry.

SIMMONS: When NWA express-
ed the reality they lived with in
“Fuck Tha Police,” everybody
said how negative it was. But to me
it sounded like they were express-
ing something that was bubbling —
they told you it was going to hap-
pen, and no one listened. No one
has to like the records, they just
have to understand. NWA repre-
sents a lot of other kids, and we
should understand why they feel
like they feel. We should have
heard what they were saying and
addressed it then — and we
wouldn’t have a problem now.

We have to listen . . . and take
positive action. The saddest thing
is the loss of lives and property
owned by all people. We all have to
be part of the rebuilding process.
The music business can make a
difference because we speak to a
lot of people. We have to prepare
for this long hot summer. We don’t
want anything else to happen. We
have to work together, understand,
and cooperate.

WAVW-americantracheirsteory com

MEDINA: One of the most im-
portant things the record industry
can do is help with voter registra-
tion. We've got to make our people
understand the significance of
what South Africans are fighting
and dying for. We have people in
another part of the world fighting
for the opportunity to vote. Here we
have the opportunity and don’t par-
ticipate. If the government is going
to begin dealing with some of the
real issues, it will have to result
from the black community, the
Hispanic community, and all of the
middle and lower middle-class
families getting an education and
starting to feel they’re part of the
system.

People need to make it clear they
want to be a part of society and
want their votes respected. The
corporate world, the rich, and the
government have disenfranchised
and disillusioned such a large per-
centage of our population, most
people don’t want to participate. As
it stands now, everyone thinks we
have to accept what’s being dealt
to us. We have an opportunity to
stand up and fight when we are in-
formed about the issues. We have
to make [elected officials] under-
stand that we do care about what’s
going on and how they are or aren’t
representing our best interests. But
I don’t think the music industry can
do as much as the industrial com-
panies can.

Ed Eckstine

RODRIGUEZ: [ have to give
credit to [Elektra Chairman] Bob
Krasnow for implementing a voter
registration drive as part of our
packaging. We have to take an ac-
tive role in trying to make things
better for everyone. If we don’t, no
one will be working, and they won’t
have money to spend on anything.

It’s really about people coming
together to rebuild not only L.A.,
but other communities also in dire
need of help in the form of jobs,
education, and the need to stop
violence.

MILLS: Everyone in the music
industry should be more accessi-
ble. We need to go back into the
communities, hold seminars, and

Cassandra Mills

hire as many of these people as we
can as interns. We need to advise
people about how we broke into the
industry and let them see there’s
another side to it besides the
flashy, showbiz performing side
they automatically gravitate to.

We can't just help from a dis-
tance. We've got to be as hands-on
with the inner cities as we are with
these records, radio stations, art-
ists, and producers. It’s refreshing
to see a reawakening of black cul-
ture and people wanting to em-
brace and support each other.
That’s what it’s going to take for us
to get ahead as a race.

ECKSTINE: In the ’80s, the ra-
dio and music communities, on a
certain level, abdicated our re-
sponsibility to social awareness.
It’s interesting — when the notion
of David Duke running for office in
Louisiana came about, Black radio
banded together and said, “We're
not going to let this happen in our
state.” They organized voter regis-
tration drives in their respective
markets to get blacks and others
out to vote and stop this thing. I
was very happy to see that — we
haven’t seen it in a long time.
That’s something we need to see on
a national basis.

The artists also have to accept
some responsibility. If you're going
to sell out three nights at Madison
Square Garden and take out mil-
lions of consumer dollars, you've
got to give back more than just lip
service to that community.

It’s the same thing for radio sta-
tions. We're looking at a lot of prob-
lems that are a direct result of
Reaganism. It has to do with the
apathy and apoliticism that exist in
America. You hear people say,
“My vote don’'t mean nothin’.”
Well, if you take a million people
and change that thought pattern to,
“My vote may not mean anything
but I'm going to vote anyway,”
then maybe we can begin to see
positive change. Black radio in
particular needs to stand up and be
counted, and aggressively pursue
voter registration drives and other
things of that nature. It’s beyond
leading the horse to water — we’ve
got to make them drink!

RHONE: There have been num-
erous community action groups
formed in the wake of the riots, and
we should all get involved — not on-
ly financially but by volunteering
our own time and talent. On a
larger scale, we should get involv-
ed in the political and economic
system and try to influence
change. To capsulize it, if you're
not part of the solution, you're part
of the problem. It behooves all of us
to save our communities and our
children because that’s our future.
It’s time for a revolution.

—
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URBAN CONTEMPORARY

Becoming A 25-54 Niche Format?

Convention '92 panels addressed demo and music issues

In the two Urban Contemporary panels at R&R Con-
vention '92, industry pros discussed two key issues: UC’s
possible future as a 25-54 format and making musical deci-

sions.

Cell Division

RCA National Director/Opera-
tions Jimmy Smith commenced
the discussion of UC’s demo focus.
“The days of being all things to all
people are over. No maftter what
research you read, the information
is about the aging of America —
and with that, the aging of black
consumers. Our stations are start-
ing now to reflect that in their dif-
ferent approaches. Ten years ago it
was okay to be all things to all peo-
ple with one formatic approach.
Now, multiple stations in multiple
markets are doing research that’s
telling them they have to choose
one way or the other.

“I don’t think the format itself is
going to hit a strictly 25-54 target
demographic, because a number of
programmers and managers see
how they can appeal to and com-
pete in the 18-34 demo. The format
has always had an active and alive
approach, so I can’t see main-
stream UC being only oldies-based
with 25-54 appeal.

“Right now, the format is going
through growing pains, just as AC
did when it split away from CHR.
We're just starting to see the same
type of diversification in black
radio.”

WCAOQ & WXYV/Baltimore OM
Roy Sampson noted, “At the last
R&R Convention two years ago, 1
sat in on two CHR panel discus-
sions. I got the feeling they felt Ur-
ban was a niche format. Well, here
we are two years later, talking
about whether our format will be
just a 25-54 niche format.

“That’s one hell of a niche, be-
cause of our music — it’s truly the
strongest music on radio today.
Whether UC radio will completely
become a 25-54 medium is not a
problem in terms of adults — UC
radio has always managed to ap-
peal to adults. The diversity of
music coming from our format al-
lows you to position yourself as the
mainstream station in your mar-
ket.

“At one time we were and had to
be all things to all people who liked
R&B music. Now we do have to
narrow the focus, but we can’t
completely ignore the younger end.
There is some real fine music by
new young artists, and whether
you're talking about rap or other
genres, you can’t turn your back on
it without running the risk of some
other format coming in and steal-
ing parts of your audience.”

Fishing Where Fish Are

Kernie Anderson, VP/GM of
what he called ““African-American
AC”-formatted WDAS/Philadel-
phia, explained, “The reality is

At one time
we were all things
to all people who
liked R&B music.

Now we have to
narrow the focus,
but we can’t
completely ignore
the younger end.

—~—Roy Sampson

that52% of all avails that come into
Philadelphia are based on 25-54.
That’s why we chose Philadelphia,
where a very fine UC station —
WUSL (Power 99) — was doing a
lot of things right, spending signifi-
cant dollars for promotion and per-
sonalities and doing a great job. We
found that if we were going to
make it in the market we had to go
where the people are, which is
where the dollars are. Thus we
went 25-54.

“But I don’t think anybody today
is going to program to the [whole]
25-54 audience, because your sub-
cell is going to be around 31-38
years of age. It'll splatter, but in
our format we're obviously going
to have an older demo. If you're go-
ing to survive, you have to gener-
ate the advertising dollars. You go
fishing where the fish are.”

‘Hung Up On Labels’

KKBT (The Beat)/Los Angeles
PD Mike Stradford said, ‘“One
reason we're having this conversa-
tion about 25-54s is that people
spend too much time being hung up
on labels. What 25-54 means to my
station and what it means to Ker-
nie’s station can be two different
things. We tend to look at a 25-34

target within the 25-54 audience.
You're dealing with a life group
that’s starting to establish its own
patterns of lifestyle.”

“While we continue to lock in on
the older demos, the best-selling
music is rap — young-end music.
That’s an issue that has to be dealt
with. There are rap records the
‘Beat’ will play, but we won’t play
most of them until they show some
type of sigmficance beyond the
12-17 demo. While the record com-
panies are generating large dollars
with young-end records, we're go-
ing after the consumer who likes
rap — ‘but only in smaller doses.’”

‘Urban Lifestyle’

WKKV/Milwaukee PD Tony
Fields added, “In Milwaukee, our
niche within the 25-54 group is
basically females from 25-44. Since
our black population is a lot smal-
ler, our female target is both black
and white. We call them ‘Urban
Lifestyle’ females, and they exist
in vast numbers in the Milwaukee
area.”

The ensuing Q&A period touched
on a variety of issues: the paradox
of radio targeting 25-54, but not ad-
ding the music labels have geared
to that segment; how to narrow a
station’s focus but not ignore the
younger end; whether or not to
play more rap music; and finding
and training qualified salespeople
who believe in the format they're
selling.

Music Decisions

“Making The Right Musical De-
cisions” was the theme of the sec-
ond Urban session, with program-
mers discussing how and why they
make their weekly music deci-
sions. The panelists said they relied
on callout, retail research, trade in-
formation, gut, and input from
MDs.

The ‘Gut’ Factor

WCDX/Richmond PD Aaron
Maxwell explained, “There are
many things to consider when pro-

ble moderator again.

Pictured after the “Making The Right Musical Decisions* session are the
panelists: (I-r) WCDX/Richmond PD Aaron Maxwell, WB VP/R&B Promo-
tion Hank Spann, WUSL/Philadelphia PD Dave Allan, WQMG/Greensboro
OM/PD Sam Weaver, WMXD/Detroit PD Kris McClendon, and your amia-

S

PD Tony Fields.

gramming, and music is only one
of them. My MD and I get together
once a week and decide what we’re
going to add or take off our playlist.

“We decide which records to add
based on audience response, re-
search, and gut feel . . . I paused
when I said ‘gut,’ because many
people don't like to hear that. Some
GMs don't like to hear about a PD
who uses his gut feel, because
they're used to relying on paper —
like what they see in trade publica-
tions.

“I'm not saying trades are bad
and we don’t use them as part of
our research. We do, but we don’t
let them dictate our decisions.”

‘Intelligent Instinct’

WQMG/Greensboro PD Sam
Weaver said he too uses “intelli-
gent instinct, which is actually gut,
but you can’t say that to too many
folks. So. at our station we try to
put our playlist together by using
intelligent instinct. We also use

The more hit
records you play,
the better your
station is going to
do. Our cume is
going to fluctuate
a little bit, but
our TSL is our
best friend.
—Sam Weaver

callout, stores, and SoundScan. I
talk with PDs and MDs in other
markets, and I check with our nine
interns because they all work for
their college stations and are full of
good information.

“Naturally, we keep track of how
our music is being rotated by Se-
lector. After all that, we listen to
the music. My MD and I listen to
R&B on one day and rap the next.
We split it up so we can be more ob-
jective. To us, the most important
thing about a playlist isn’t so much
what we add, but what we don’t
take off.

“The more hit records you play.
the better your station is going to
do. Our cume is going to fluctuate a
little bit, but our TSL is our best
friend.”

Nothing Personal

WUSL (Power 99)/Philadel-
phia PD Dave Allan said, “Does a
PD listen to every record? No.
That’s why we have MDs and Asst.
MDs, and we hope they filter down
the best music.” Explaining why

“Will UC become a 25-54 format” was the topic addressed by the first of
two Convention '92 UC panels. Pictured (I-r): RCA Urban National Op-
erations Director Jimmy Smith, WCAO & WXYV/Baltimore OM/PD Roy
Sampson, WDAS-FM/Philadelphia VP/GM Kernie Anderson, myself in
the moderator role, KKBT/L.A. PD Mike Stradford, and WKKV/Milwaukee

MDs can’t add records, he said,
“for the same reason I can’t sign
paychecks.”

He continued, “[At Power 99]
we don’t have any test categories,
so when we really go on a record,
we’re playing it, and you’ll hear it
and see sales happen because of
that airplay.”

Video ‘Artists’

WMXD/Detroit PD Kris Mec-
Clendon said, ““At the Mix, the art-
ist’s image is just as important to
us as their latest record. Because
of the video age we live in, you
have a young-end artist on video
pulling down their pants with their
clothes on backwards and their
caps turned around backwards.
Well, our adults don’t look on that
as a genuine artist.

“On the other hand, if you have
artists like Luther Vandross, Fred-
die Jackson, and Anita Baker
presenting themselves in a video
doing another approach, it’s much
easier for adults to relate to. We
are an Urban AC that leans toward
oldies, so our playlist is very tight
and there’s a lot of music we can't
play because we don’t think it will
work for our audience.

“We spend a lot of money on re-
search, so when we say we don't
feel a piece of music won't work,
it’s not just because we pulled that
out of the sky. It’s because our re-
search has shown us that.”

Spanning The Gap

Warner Brothers VP/R&B Pro-
motions Hank Spann closed the
panel comments by speaking of
promotion’s various alternate
avenues, including clubs, video,
and college radio. “Now that I'm
on the music side of the industry,”
said the former programmer, “I
know our priorities might be a bit
different, but the bottom line for all
of us is the financial bottom line for
our companies.

“We all have to understand that
our survival depends on one anoth-
er. We in the music industry live in
a Tuesday-to-Tuesday kind of
world, because what you at radio
do or don’t do affects our world. We
need to understand more about
what it is that each of us does for a
living, because there is no way that
y~* can be in radio and really be-
lieve that the records that come out
are important only to me, and not
to you.”

In the concluding Q&A session,
consultant Don Kelly advocated
better training of UC program-
mers. He also called for trade
papers to do a better job of tabu-
lating Black AC music informa-
tion, though all agreed that would
be difficult, given the varied ap-
proaches to the format.
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For a little Rhythm
try the remix.

For a little Romance
try the quiet storm mix.

Either way, you get
all of Gary Brown.

The universal new
single and video from
Rhythm Or Romance. ,

On Capitol/Manhattan
compact discs
and cassettes

Produced by Gary Brown for G.V.B
Productions, Inc. and Steve Harvey
Management:

Reach Entertainment/Kery Davis

Urban BREAKER

Now On 53 UC
Reporters-61%

Most Added Again!

WBLK K97 WTLC
WBLS WEDR KPRS
WDAS WOWI WKKV
WAMO KZAK KMJIM
WHUR WJLB KKBT

...and many more!
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CONTEMPORARY

When Are The Hits Not The Hits?

“Fragmentation” is the operative word when describ-

ing CHR music.

Thursday afternoon’s panel —
“When Are The Hits Not The Hits”
— addressed the issue of why so
many hit records struggle to
achieve a national consensus of
opinion much beyond 80% of the
country’s PDs. Many observers
wonder if the majority of CHRs
have narrowed their musical ap-
peal too drastically.

Our panelists were Giant Presi-
dent Charlie Minor, Columbia Sr.
VP/Promo Burt Baumgartner,
Epic Sr. VP/Promo Polly Anthony,
MTV VP/Music Programming
Matt Farber, Emmis VP/Pro-
gramming and KPWR (Power
106)/L.A. PD Rick Cummings, and
WAPE/Jacksonville PD Jeff Mc-
Cartney.

Passion And Agony

Farber illustrated the point with
a tape of video clips — including
such artists as Red Hot Chili Pep-
pers, Ugly Kid, Tori Amos, Pearl
Jam, Metallica, Nirvana, Urban
Dance Squad, Arrested Develop-
ment, Eric Clapton, and Ozzy Os-
bourne — that registered well with
MTV’s 12-34 audience while ig-
nored by a sizable number of
CHRs. “They’re active as opposed
to passive. They inspire passion,
people want to hear them, and they
sell,” said Farber.

Cummings defended his station’s
narrowly focused music selection
process. ‘“Matt used the term ‘pas-
sion,’ but we use the word ‘agonize’
as music meetings drag on. We try
to be sure every record has the po-
tential to be a hit. In a fragmented

m e ene

if your audience, in
this recessionary
period, will spend
millions [on the
record)], how can
you not play it for

them?
—Burt Baumgartner

199)

market, we can no longer be as
sound-driven as in the past.”
Baumgartner had choice words
for PDs who use excuses like “too
rappy,” “too hard,” or “too soft”
for not playing records. ‘Percent-
age-wise, Kris Kross peaked in the
70s, but peaked at No. 1 in the most
important stat — sales. Many pro-
grammers have made a mistake.
Look at WPLJ/NY, which says ‘no
hard rock, no rap.’ Kris Kross isn’t
a rap record, it’s a hit record and
'PLJ can’t play it and it hurts
them. It’s what kids are buying and
that’s the best compliment in the
world. If your audience, in this re-
cessionary period, will spend mil-

m

[Hits] are active as
opposed to passive.
They inspire
passion, people
want to hear them,

and they sell.
—Matt Farber
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lions [on the record], how can you
not play it for them?”

McCartney countered, “We don’t

play rap. Extensive testing shows
the audience wanted WAPE to be a
Southern pop/rock radio station. I
look at MTV, VH-1, and you see
Tori Amos and Enya have quietly
sold hundreds of thousands of
units, and I've played their rec-
ords. It's a mafter of opening your
ears.
“Many stations are fragmented
in markets where fragmentation
isn’t necessary. PDs have chosen
the safe direction, which is to play
a lot of disposable music and not
take risks. We don’t do callouts, but
we take upwards of 2000 requests,
so I know the active records.
Shakespear’s Sister pulls top 10
phones here. Active records made
WAPE successful.”

Taking Risks;
Dispelling Fear

Minor noted: “The word ‘risk’ is
a curious thing. [Giant’s] out there
with new artists and no catalog, so
thank goodness for people like Jeff
who break new music. That’s a big
risk. I've found that when we alle-
viate the perception that things are
too this or too that, we’re more con-
fident as an industry. CHR needs to
be more of one mind again.”

“There’s a feeling that fear is
paralyzing CHR right now,” stated
Anthony. ‘“Record companies don’t
have an agenda exclusive from
yours. We have the same kinds of
fears. We're supporting this whole

"industry — recording budgets for

artists, independent promotion, tip
sheets, helping radio with their
promotion budgets — we are the
bank. The industry has become
very short-term in its thinking.
Let’s not have fear paralyze us.”
Responding to my suggestion
that this fear could drive an entire
generation away from radio, Far-
ber agreed, “Our video [featured]
many genres: rap, pop, metal
CHR'’s a song-oriented format and
the biggest sellers in the '80s, when
CHR was strong, were active rec-
ords of many genres. You can’t be
scared to play those left-field
things. They may not test great two
years from now, but they’re hap-
pening for the moment and make
your station exciting right now.

HIT RADIO

Issues On The Table

A lot of issues came to light during R&R Convention
'92’s pair of CHR panels. Amang them:

® CHR not playing all the hits due to fragmentation
® Format ignoring records with large sales because
they’re ""too hard'' or “‘too rappy™’
... ®Programmers paralyzed by fear
. ®Radio not building artist loyaity

® Lack of female PDs

® Format's target is 12-34, not 25-54
~ ®Focusing on your market’s musical needs

Stay on top of what is happening
and what will be happening.”
Anthony then noted, “We have
no artist loyalty, which breeds lis-
tener loyalty. With the impact of
MTYV and radio’s reach, we can es-
tablish more artists who are im-
portant elements for your future.”

m

We try to be sure
every record has
the potential to be a
hit. In a fragmented
market, we can no
longer be as sound-
driven as in the

past.
—Rick Cummings
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Cummings challenged that state-
ment, saying, “We understand rec-
ord companies have fears. But
from the radio side, I don’t care.
It’s not my problem. My problem is
to serve my audience. I don’t see
the value in helping develop long-

term artists. If the current George
Michael isn’t a hit, I've wasted my
airtime playing it.”

Sales Vs. Adds

McCartney disclosed his sta-
tion’s success increased when he
“broadened the sound further from
true mainstream CHR” to include
cutting-edge music many of his
peers have ignored, like Metallica
or Ozzy Osbourne. “These artists
sell two, three million units and ra-
dio doesn’t play them. CHR suffers
from a lack of listener loyalty be-
cause we don’t have a passion for
the music.”

Farber noted the large number
of PDs who ignore hit records with
low add totals, yet flock to non-hits
with big adds. From the audience,
WWFX/Bangor PD David Cooper
took issue with labels who call to
say, ‘“‘The artist is really pissed off
about why we’re not getting action.
The bank is open.’ If the sales are
more important, say it. If the add is
more important, say it.”

Using Your Ears

Record producer and station
owner George Tobin took issue

Continued on Page 50

Surviving And Winning As A Youth Format

Friday’s session was aptly named, because surviving
is what CHRs have been doing recently — and winning is

the goal.

During a brutal two-year period
of falling ratings, many CHRs have
gotten off the track, swayed by
management’s unrealistic demo-
graphic goals — and forgotten the
format’s basics.

In a departure from the usual
panel format, these format experts
were invited to make brief presen-
tations: Hot 97/New York PD Joel
Salkowitz, KIIS/Los Angeles PD
Bill Richards, WHYT/Detroit PD
Rick Gillette, WEGX/Philadelphia
PD Brian Philips, WNCI/Colum-
bus PD Dave Robbins, and
WCKZ/Charlotte PD Lisa Tonacci.

Joel Salkowitz

Salkowitz’s presentation focused
on community service. After play-
ing a tape illustrating some of Hot
97’s various community event<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>