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Blockbuster Jr. Goming To Town?
Vid Giant Proposes Small-Store Plan

This story was prepared by Paul
Sweeting and Ed Christman in
New York and Earl Paige in Los
Angeles.

NEW YORK—BIlockbuster Video ap-
parently is planning to roll out a
scaled-down version of its standard
superstore outlet that would allow
the Fort Lauderdale, Fla.-based chain
to invade smaller markets that can-
not support the company’s current
megastore concept.

Blockbuster has long maintained
that the U.S. could support 3,000 of
its superstores. If the experiment
with the smaller outlet proves suc-
cessful, it would allow Blockbuster to
roll out thousands of stores beyond
the company’s self-imposed satura-
tion point.

The new outlets—dubbed Home
Town Superstores—would cover
roughly 4,500 square feet, compared
with the 5,500-10,000 square feet
found in Blockbuster’'s regulation-
size outlets, and would carry propor-
tionally fewer cassettes.

The small-store rollout may bolster
the confidence of Blockbuster inves-
tors by holding out the potential for
continued growth in the chain’s store
count. But it could be bad news for in-
dependent retailers who believe they
are safely ensconced in markets too

small to attract Blockbuster’s atten-
tion.

The essence of the plan is a new
franchise package, which includes a
smaller initial franchise fee and a
lower royalty rate than Blockbuster
offers in its current package. These
features would presumably make it
possible for stores to be profitable
enough to attract franchisees, de-
spite the lower volume likely to be
generated in smaller markets.

Blockbuster normally charges an
initial franchise fee of up to $55,000
and a monthly royalty of 7%-8% of
gross revenues. Under the new pack-
age, the royalty would be lowered to
about 5%, according to knowledge-
able sources.

The new package was discussed at
a franchisee meeting in Fort Lauder-
dale three months ago, according to
several sources who attended.

(Continued on page 82)

More Christian Acts Finding
Pathway To Secular Market

B BY MELINDA NEWMAN

NEW YORK—Bolstered by the suc-
cess of Amy Grant and Michael W.
Smith, more Christian recording art-
ists are entering the secular market-
place than ever before.

As these artists stretch beyond
their traditional boundaries into the
mainstream, however, it remains to
be seen whether they are gaining a
new audience at the expense of their
message and original fan base.

Unlike R&B artists with a gospel
music background, such as BeBe &

CeCe Winans, Take 6, and Al Green,
relatively few contemporary Chris-
tian artists have crossed to the pop
and rock mainstream. Although
songs with spiritual overtones by
acts such as U2, the Call, and King’s
X have had success, secular radio has
until now tended to shy away from
Christian acts, even with songs less
blatantly religious than their secular
counterparts.

However, as evinced by the reac-
tion to Grant’s “Baby Baby” and her
new single, “Every Heartbeat,” and

(Continued on page 81)

DGG Taking Ride On Dire Straits Tour

B BY THOM DUFFY

NEW YORK—In a major promotion-
al boost to its digital compact cas-
sette technology, Philips Audio has
struck a deal with Dire Straits for
sponsorship of a marathon, 300-date
world tour that will herald the launch
of Philips’ DCC hardware next
spring.

While the first leg of the Dire
Straits 1991-93 tour, opening in Dub-
lin Aug. 23, will promote Philips com-

pact disc players (marketed under the
Magnavox brand name in North
America), “approximately April of
next year, we switch over to endors-
ing the DCC format as a sound carri-
er,” says Dire Straits manager Ed
Bicknell of Damage Management in
London.

However, Bicknell says there are
no immediate plans for a DCC release
of Dire Straits’ upcoming album, “On
Every Street,” due in early Septem-
ber on Warner Bros. in North Ameri-

ca and PolyGram elsewhere. It is the
U.K. band’s first studio effort since
the hugely successful “Brothers In
Arms” in 1985, which has sold more
than 6 million copies.

While endorsing the technology,
Bicknell stresses that artists should
not release product on DCC until
they are guaranteed royalties based
on the retail price of the new format.
This is in stark contrast, he says, to
the royalty arrangement that accom-

(Continued on page 83)

1-Stops: Maiors_
Sidestep Own
Export Rules

This story was prepared by Ed
Christman in New York, Adam
White and Jeff Clark-Meads in
London, and Steve McClure in
Tokyo.

NEW YORK—U.S. manufactur-
ers that have cracked down on
one-stops shipping product over- |
seas are looking the other way
when it comes to powerful ac-
counts like Tower Records export-
ing product to their Japanese
stores.

Tower Records, which operates
12 stores in Japan; HMV, which
has two outlets there; and Japa-
nese merchants like the Wave are
openly selling U.S.-manufactured
product’in Japan. In fact, Sony
and WEA have import arms that
supply some of the U.S. product
sold by those retailers, and CEMA
is setting up a similar operation.
| Since March, all six majors have
| (Continued on page 72)
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RENEWED SUPPORT FOR R&B/OLDIES?

While there are only some 30 R&B/oldies radio stations nationwide, a
rash of recent converts suggests that outlets playing R&B gold can shine
in select markets. Sean Ross reports. Page 12

MTV CELEBRATES ‘BLOCK’ PARTY

MTV is diving into summer with a new method of video presentation. Be-
ginning this month, the network is airing blocks of videos that are
grouped according to genre. Melinda Newman has details about this
programming change and MTV’s new summer shows. Page 32

THROWING THE BOOK AT VIDEO

There was good news for the video industry from the American Booksell-
ers Assn. with word that more bookstores are embracing the medium.
Labels, however, are still skeptical about that industry’s commitment to
their product. Read all about it in Paul Sweeting’s report. Page 39

DISTRIBS FETE BLACK MUSIC MONTH

The six major-label distributors are heralding Black Music Month (June)
with extensive retail-oriented campaigns designed to increase aware-
ness of established and up-and-coming African-American acts. Trudi
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' Prices Gut On Top U.K. Vid Titles

Suppliers Eye Faster Move To Sell-Thru

H BY PETER DEAN

LONDON—U.S. home video ma-
jors are rolling back the wholesale
price by as much as one-third on
top summer rental titles for the
U.K. market. At the same time,
they are shortening the rental win-
dow for those titles, with an eye to-
ward fourth-quarter sell-through.

The aggressive stance—which
includes an unprecedented pack-
age of incentives and compensa-
tion—is a response to a depressed
rental market. It also represents
U.S. majors’ hopes for the U.K.
sell-through business.

The strategy is aimed at in-
creasing dealers’ profitability on
rentals by lowering the cost of
goods, while strengthening the
suppliers’ sell-through hand at
Christmas. Buena Vista, Warner
Home Video, and FoxVideo are all
experimenting with various ap-
proaches; conspicuous by its ab-
sence, so far, is CIC Video, a joint
venture between MCA and Para-
mount.

U.K. wholesale prices on block-
buster rental titles have risen to
the $100 mark (60 pounds), but the
summer programs see some re-
turning to 1985 levels. Among key
titles, Buena Vista’s ‘““Arachnopho-
bia” is being offered to dealers for
$75 and Warner’'s ‘“Neverending
Story II"”" is $66. FoxVideo's
‘““Home Alone’’ is also $66 if
bought in a twin pack. At MCEG/
Virgin Video, “Teenage Mutant
Ninja Turtles” has sold in for $83.

It is hoped that the lower whole-
sale price will stimulate deeper
buying by retailers—thus increas-
ing customer satisfaction.
MCEG/Virgin chief Angus Mar-
gerison says he was seeking an in-
crease of 10% in the “Turtles”
ship-out to justify the drop in
price.

With “Arachnophobia,” Buena
Vista is also offering dealers 10%
cash back on consumer advertising

if they reach a required target.

On the sell-through front, the
customary 12-month window be-
tween rental and sell-through re-
lease is being reduced to three to
four months for many of the key
titles—‘‘Arachnophobia” possibly
excluded.

FoxVideo managing director
Stephen Moore says, ‘‘We're pri-
marily conscious of the sell-

(Continued on page 82)

EBY PAUL VERNA

NEW YORK-—The Video Software
Dealers Assn. has gone back to the
drawing board on its Home Video
Awareness Campaign. Conceding
that “all aspects of the campaign
are in review,” VSDA has begun so-
liciting independent consultants to
help develop a more specific busi-
ness plan for the program.

VSDA president Jack Messer, in
a statement issued by the trade
group, says, “We are anxious to re-
view the recommendations of the
business plan ... before we move
forward any further.”

At a March 12 press conference,
VSDA had outlined an elaborate
surcharge scheme whereby it

VSDA Looking Outside Biz
For Help With Vid Campaign

hoped to raise $9 million-$12 million
within the space of a year (Bill-
board, March 23). Now, the group
admits that the entire program, in-
cluding this funding mechanism, is
subject to the recommendations of
an outside consultant.

The funding mechanism original-
ly announced involved a specially
designed logo, which VSDA would
license to suppliers for a fee of 25
cents per rental cassette. In ex-
change, retailers would promise to
prominently display and promote ti-
tles bearing the logo.

It was left up to the studios
whether to pass the licensing fee
along to retailers, although it was
widely expected that they would do

(Continued on page 82)

LIVE Seeks Merger With Garolco Pictures

Debt-Laden Film Firm Appears Receptive To Idea

H BY KEN TERRY
and DON JEFFREY

NEW YORK—LIVE Entertainment
has proposed a merger with Carolco
Pictures, which already owns 47% of
LIVE’s voting stock and 54% of its
equity. Spokesmen for both compa-
nies say the merger would provide
debt-laden Carolco with funds for
new film production.

Meanwhile, rumors that LIVE is
trying to unload Lieberman Enter-
prises, its troubled rackjobbing sub-
sidiary, intensified last week. Accord-
ing to one published report, LIVE is
close to selling Lieberman to Handle-
man Co., the biggest music/video
rackjobber. LIVE declined comment
on the report, and Handleman execu-
tives were unavailable at press time.

The LIVE offer to Carolco immedi-

W BY DON JEFFREY

NEW YORK—Failing to line up
joint-venture partners for its enter-
tainment units, Time Warner Inc.
has come up with an unusual—and
controversial—plan to raise up to
$3.5 billion to pay down debt and
protect its interests in valuable as-
sets such as its music businesses in
any potential partnership.

But the stock rights offering plan
has already infuriated investors,
caused the stock price to fall nearly
20%, led to the filing of a sharehold-
er class-action suit, and created
questions about the company’s abil-
ity to secure outside partners for its
music, movie, and cable TV busi-
nesses.

Ire & Stock Pluhge Plague
Time Warner Equity Plan

Analyst Steven Hill of Sutro &
Co. says the rights offering “sur-
prised” him because it indicates the
company “wasn’t able to sell assets
at the price it wanted.” He adds, “I
think most of its businesses were
up for partnership or [partial] sale,
but probably nobody wanted to pay
their price.”

Other analysts say Time Warner
is unlikely to sell any of its operat-
ing divisions—including the music
and home video units—in order to
pay off debt.

Time Warner is selling equity to
raise capital to help pay down its
$11.3 billion debt, most of which
was incurred when Time Inc. and
Warner Communications Inc.

(Continued on page 82)

ately drove up LIVE’s stock price. On
June 10, the day the proposed merger
was announced, LIVE’s stock was
the highest percentage price gainer
on the New York Stock Exchange,
rising 18.5%, or $1.875 a share, to
close at $12. For the next two days,
LIVE’s shares continued to rise, clos-
ing at $13.25 on June 12.

Carolco’s stock, meanwhile, has
not performed as well since the news.
It rose 25 cents a share to $7.75 the
first day, but then fell back to $7.25
the next two days.

Since Carolco owns 54% of LIVE's
outstanding shares, acquiring the
stock it does not own would cost $74.3
million at the current market value.
LIVE’s total market valuation is
$161.6 million.

While it is unclear how a merger
would be accomplished, Carolco says
it would likely be a stock swap be-
tween the two publicly traded compa-
nies. Michael J. White, senior VP and
general counsel for LIVE, stresses
that “LIVE shareholders would need
to obtain a premium above the price
of the stock,” and he also suggests
that LIVE might acquire Carolco’s
stock in a cashless transaction.

One Wall Street analyst wonders
whether “Carolco could get away
with exchanging share for share with
LIVE.” Keith Benjamin, an analyst
with Burnham Securities, targets a
stock price range of $15-$20 a share
for LIVE, but adds that “to justify it
you have to see the red ink stop at
Lieberman.”

(Continued on page 83)
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Baby, You're The Greatest. Arista president Clive Davis congratulates Whitney
Houston after her show at the Los Angeles Forum, where she performed songs
from her current multiplatinum album, “I'm Your Baby Tonight.”

EXECUTIVE TURNTABLE =~

RECORD COMPANIES. Neil McCarthy is appointed executive VP of Capitol-
EMI Music in Los Angeles. He was senior VP of operations and finance for
Orion Pictures Corp.

RCA Records appoints Martin Olinick VP of licensing in Los Angeles
and Beth Schillinger senior counsel in New York. They were, respectively,
VP of business affairs and legal affairs, West Coast, and senior director for
business and legal affairs.

Steve Leeds is named director of video and national alternative music for
PolyGram Label Group in New York. He was director of international tal-
ent for MTV Networks.

MCCARTHY

WORTHY

LEEDS KENNEDY

Warner Bros. Records appoints Randall Kennedy national marketing di-
rector for jazz/progressive music in Los Angeles, Keir Worthy director of
national rap promotion in New York, and Patricia Jones director of artist
relations in Los Angeles. They were, respectively, national marketing direc-
tor of jazz and classical music at A&M, national rap promotion director at
Elektra, and manager of artist relations at Warner Bros.

Andrea Paulini is named national adult contemporary promotion direc-

LIGHTSTONE ZUCKER ALEXANDER

PAULINI

tor, overseeing both the national adult contemporary and jazz formats, at
A&M Records in Los Angeles. She was jazz promotion director at the label.

Garson Foos is promoted to VP of product management for Rhino Re-
cords in Los Angeles. He was director of product management.

Keith Thompson is promoted to associate director of artist development
for Capitol Records in Los Angeles. He was a management trainee.

Sony Music Entertainment in New York promotes James Lightstone and
Daniel Zucker to senior counsels in the law department. They were both
previously counsels in the law department of the company.

Paul West is named director of national quality assurance and studio op-
erations for MCA/Uni in Los Angeles. He was director of national sales and
marketing for JVC Disc America.

Justice Records in Houston appoints Monte Thomas VP and Don Zim-
merman consultant. They were, respectively, musical casting director for
“Star Search '90,” and president of EMI International Marketing.

PUBLISHING. John Alexander is named VP of talent acquisition, East Coast,
for MCA Music Publishing in New York. He was director of A&R for MCA
Records and MCA Music Publishing in Canada.

RELATED FIELDS. Henry Blaukopf is appointed national marketing manager,
audio product, for Peter Pan Industries in Newark, N.J. He was audio buy-
er for Arovox/Rank Retail Services of America.

N.W.A Displays A Winning Attitude

Stickered Album Is Nation’s Top Seller

B BY DEBORAH RUSSELL

LOS ANGELES—Hardcore, inde-
pendently distributed rap rules Bill-
board’s Top Pop Albums chart this
week, as Priority Records’ “Efil4zag-
gin” by N.W.A goes to No. 1 with a
bullet.

Described as a “monster” by one
retailer, “Efildzaggin,” which debut-
ed at No. 2 on the pop chart last
week, has shipped close to 900,000
units since its May 29 release, says
Priority president Bryan Turner.

Retailers such as Wherehouse En-

tertainment of Torrance, Calif., Cen-
tral South Music Sales of Nashville,
and Camelot Music of North Canton,
Ohio, rank the album as their No. 1
seller for the week ended June 8;
StreetSide of St. Louis and Washing-
ton, D.C.’s Kemp Mill Music rank it
No. 2 for the same week. According
to sources, the title is top 5 at Musi-
cland Stores, Trans World Music
Corp., Sound Warehouse, and Music
Plus, and No. 1 at Record Bar.

This mainstream success comes de-
spite the standard “explicit lyrics” ad-
visory sticker and a list of tracks with

It’s Official! JUG Launches
U.S. Label In PolyGram Orhit

EBY CHRIS MORRIS

LOS ANGELES—Victory Music
Inc., an L.A.-based label wholly fund-
ed by Victor Musical Industries, the
record division of Japanese electron-
ics giant JVC, has added its name to
the ever-burgeoning list of new rec-
ord companies.

As expected,
Victory Music will
be headed by for-
mer Atlantic Rec-
ords senior VP
and personal man-
ager Phil Carson.
The company has
signed David Bow-
ie’s rock band, Tin
Machine, the re-formed Emerson,
Lake & Palmer, and the L.A. rock
band the Apostles. It will be distribut-
ed by PolyGram worldwide.

Although Victory Music marks the
first startup effort bankrolled by a
Japanese label in the U.S., it is not the
first American record company
owned and established by a Japan-
based firm. In the early '80s, Alfa

CARSON

Records was set up here by the Yan-
asse Corp., a Japanese automobile
distributor.

Nor is Vietory Music the first
American presence for JVC. From
1988 through January of this year,
GRP Records licensed jazz product
and issued it here and in Western Eu-
rope under the JVC logo; the Japa-
nese company had no financial stake
in the venture.

In the U.S,, Victory Music product
will move through the PolyGram La-
bel Group, the umbrella marketing
organization for such subsidiary la-
bels as London, Smash, Polydor, and
Island. In the rest of the world, Vie-
tory will be distributed by Poly-
Gram’s London Records.

Commenting on the deal with Vic-
tory, PLG president Rick Dobbis
says, “The primary asset [of the la-
bel] actually is Phil, and the commit-
ment from the management of JVC
and [its 51% owner] Matsushita in
funding and creating a vital and vi-
brant repertoire center in the United
States.”

(Continued on page 81)

Cancer Fells Stan Getz,
Great Among Tenor Saxists

M BY JEFF LEVENSON

NEW YORK—Stan Getz, the tenor
saxophonist considered by many to
be the most richly melodic improviser
in modern jazz, died of liver cancer on
June 6 at his home in Malibu, Calif.
He was 64.

Getz's illness was diagnosed in
1987. He bravely fought the disease
by maintaining a schedule of record-
ing and performing. Much to the de-
light of his followers, his output from
that period ranked high among his
best works.

Best known for helping to launch
the bossa nova craze in the early '60s
through his collaborations with Bra-
zilian artists, Getz was also a distinc-
tive jazz stylist whose music was
both populist and singularly artistic.
Initially inspired by the saxophone
playing of Lester Young, he fash-
ioned a buoyant sound that conveyed
the essence of relaxed invention. It
stood apart from the pugnaciousness
of bebop, the prevailing jazz style of
the ’40s, by virtue of its elegance and
easy virtuosity. A typical Getz solo
emphasized the power and primacy

of melody.

“He was one of the few people left
who had an identifiable sound,” said
pianist Kenny Barron, Getz’s accom-
panist for the better part of the last
decade. “You heard him and you
knew who it was. His lyricism was
such that on ballads he could make
you ery.”

Getz was born in Philadelphia in
1927, though he grew up in the
Bronx. At the age of 15 he was a
working musician, playing with trom-
bonist Jack Teagarden. A year later,
he joined the groups of Stan Kenton
and Benny Goodman.

He next joined Woody Herman'’s
band, where, along with Zoot Sims,
Serge Chaloff, and Herbie Steward,
he became a member of the fabled
Four Brothers saxophone section.
His recorded solo on the Ralph Burns
composition, ‘“‘Early Autumn,”
brought him instant notoriety. It was
a brief but exquisitely shaped inven-
tion that branded him a major impro-
viser and helped launch his solo ca-
reer.

“Stan could do things that none of

(Continued on page 76)

titles like “Findum, Fuckum, and
Flee,” “I'd Rather Fuck You,” “Real
Niggaz Don’t Die,” and “To Kill A
Hooker.”

To date, the 110-store WaxWorks
Inc. chain of Owensboro, Ky., is the
only major retailer that has refused
to stock “Efildzaggin” based on its
lyric content. But WaxWorks has nev-
er carried N.W.A titles in its Disc
Jockey stores, and a representative
says “Efildzaggin” will still be avail-
able to WaxWorks’ one-stop custom-
ers. The nation’s rackjobbers also
have avoided stocking the title, but
with little effect on its sales impact.

“We're speechless,” Turner says.
“The euphoria of the chart position is
one thing; the relative sales are.an-
other.”

“Other albums have sold as well
and didn’t get the chart position,”
says Lew Garrett, VP of purchasing
at Camelot. “This is the benefit of
[Billboard’s] new report system.”

N.W.A’s crossover appeal is the
primary agent pushing the title’s rel-
ative sales in mainstream America,
say a number of retail accounts

(Continued on page 76)

Glassical Pianist
Glaudio Arrau
Dead At 88

EBY IS HOROWITZ

NEW YORK-—Claudio Arrau,
one of the century’s major pia-
nists, died June 9 in Austria fol-
lowing emergency surgery. He
was 88.

Arrau was to play publicly in
Murzzuschlag,
after a hiatus
of two years
following the
death of his
wife, when he
suffered an in-
testinal block-
age and was
hospitalized.

He had also
resumed recording during the
past year and, in fact, had sched-
uled sessions to complete a sur-
vey of the Bach partitas when he
was stricken.

Only months before his death
he is reported to have spoken to
conductor Riccardo Muti about
the possibility of more concerto
recordings.

Arrau, universally lauded as a
master of 19th-century reper-
toire, had been a performer for
more than eight decades. He
gave his first concert at age 5.

His most recent recordings for
Philips, his exclusive label for
the past 30 years, included sona-
tas by Beethoven and Schubert,
as well as solo works by Debus-
sy, all repertoire he returned to
time and again as he rethought
interpretive approaches.

These recordings, as well as
the aborted Bach partita series,
remain to be edited and are ex-
pected to be released next year.

The Bach project had particular

(Continued on page 60)
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Low Prices, Tours Unlock Peak Positions

@ BY DAVE DIMARTINO

LOS ANGELES—Drops to midline
pricing, long-awaited tours, hot new
albums, and video, cable TV, and
classic rock radio exposure appear to
be keys to the success of titles on Bill-
board’s Top Pop Catalog Albums
chart, which debuted May 25.

And while the sales success of
many titles holding the chart’s 50 po-
sitions can be attributed to specific
factors, the success of some—such as
Meatloaf’s “Bat Out Of Hell”"—is not
so easily explained.

Retailers uniformly agree that the

sales allure of Curb Records’ “Best
Of The Righteous Brothers”—now
No. 5 on the catalog chart after three
weeks at No. 1—stems from the pop-
ular resurgence of their hit “Un-
chained Melody,” which was conspic-
uously featured in the film “Ghost.”
Not coincidentally, Paramount Home
Video's videocassette of “Ghost” con-
tinues its reign atop the Top Video
Rentals chart.

Similarly, Walt Disney Home Vid-
eo’s release of “The Jungle Book,”
which has headed the Top Video
Sales chart for the last five weeks,
might be viewed as the major factor

Finances, Election Expected
To Spark Biennial AFM Meet

M BY MELINDA NEWMAN

NEW YORK—As the American Fed-
eration of Musicians teeters on the
edge of bankruptcy, how to financial-
ly restructure it will be the big topic
at the union’s biennial conclave, to be
held Monday to Friday (17-21) in Las
Vegas.

While the big news is the reorgani-
zation, there will also be a fair
amount of attention paid to the presi-
dential race, which pits current AFM
VP Mark Tully Massagli of Las Ve-
gas against Richard Totusek, execu-
tive committee member and presi-
dent of Local 105 in Spokane, Wash.

Indianapolis union member Joseph
Tripodi has also declared his candida-
cy.
Unlike in 1989, when the Depart-
ment of Labor oversaw the election
because of campaign improprieties,
this year's process is proceeding
smoothly. According to outgoing
president J. Martin Emerson, the
AFM has gone out of its way to clear
any activities that might be deemed
questionable with the DOL. “Just to
make sure that no mistakes happen,
we’ve asked for rulings on almost ev-
erything we’ve done.” He does not
expect any DOL representatives to

(Continued on page 76)

Gospel Committee Formed
To Tackle Black Complaints

W BY EDWARD MORRIS

NASHVILLE—Officials of the Gos-
pel Music Assn. met here June 6
with some of those who have criti-
cized the group as being insensitive
to black members. The open meet-
ing was called by GMA president
John W. Styll and drew more than
30 participants.

Styll says the meeting resulted in
the formation of a committee that
will study the complaints and make
recommendations at the GMA
board meeting here Aug. 19-20.

Styll says the controversy was
sparked by what he described as “a

rumor”’ that the Black Spectacular
concert, during the recent GMA
Week, had been cancelled. Says
Styll, “All that really happened was
they added some white artists to the
night. And Gloria Hawkins—one of
our board members—recommended
that we do that. But then she ended
up not being the producer of that
event, and I think people in the
black community felt she had been
treated unfairly and that we had
cancelled the Black Spectacular—
that there was an overt move on the
part of GMA to exclude blacks—
which is not the case.”

(Continued on page 81)

BNA Joins Nashville Fray

Ric Pepin Heads New BMG Unit

NASHVILLE—BMG Music here has
settled on BNA Entertainment as the
name for its new country label and
has signed three of the total of five
acts it aims to have on its roster in
the near future. The label is headed
by GM Ric Pepin, previously senior
director of marketing administration
at RCA/Nashville.

Singer B.B. Watson was the new
label’s first signing. His single,
“Light At The End Of The Tunnel,”
will be released in midJuly, and the
same-named album will be out by ear-
ly fall. Watson made his stage debut
June 7 as a BNA act, opening for
Hank Williams Jr. in Shreveport, La.

The new single has an accompanying
video.

The other signings are John Ander-
son, who was most recently on Capi-
tol Nashville, and a vocal trio com-
prised of Jimmy Griffin, Richard
Mainegra, and Rick Yancey. Griffin
was formerly with Bread and Black
Tie, and he and Mainegra were also
with the group Cimarron. No dates
have been set for releases from these
two acts.

Although it took the label months
to settle on a name, Pepin says that
“thanks to a lot of hard work and cre-
ativity on the part of my staff, we

(Continued on page 73)

behind the film’s soundtrack album
reaching No. 21 on the chart earlier
this month.

Likewise, as RCA’s soundtrack to
“Dirty Dancing” climbed the catalog
chart to No. 28—it has now dropped
off—the film itself was enjoying re-
newed exposure via showing on the
HBO cable television network.

Other titles charting in recent
weeks have high-flying counterparts
on the main Top Pop Albums chart,
such as Michael Bolton’s “The Hun-
ger,” Queensryche’s “Operation
Mindcrime,” AC/DC’s “Back In
Black” and “Who Made Who,” Rod
Stewart’s “Downtown Train/Selec-
tions From Storyteller,” and Scorpi-
ons’ “Best Of Rockers & Ballads.”

He’s Got The ‘Spirit.” MCA Music Entertainment Group chairman Al Teller, left,
will receive the Spirit of Life award from the City of Hope's Music and
Entertainment Industry Chapter Sept. 4. Plans for the event were unveiled at three
luncheons, held in Los Angeles, New York, and Nashville. Shown congratulating
Teller at the Los Angeles luncheon are MCA recording artist Tom Petty and his
wife, Jane. The City of Hope is a nonprofit medical center that treats and
researches major diseases such as cancer, AIDS, diabetes, and leukemia.

(Continued on page 80)

N.W.A’s “Efildzaggin” this week becomes the first
explicit, hardcore rap album to hit No. 1 on the Top
Pop Albums chart. The four previous rap albums to
reach No. 1—the Beastie Boys’ ‘“Licensed To I11,”
Tone Loc’s “Loc-Ed After Dark,” M.C. Hammer’s
“Please Hammer Don’t Hurt ’Em,” and Vanilla Ice’s
“To The Extreme”—all did so with the aid of top 10
pop singles and widely shown videos. But N.W.A has
ascended to the top spot with little radio or video expo-
sure. The first single, a cleaned-up version of “Alwayz

even be released until
July.

“Efil4zaggin’ is the
fourth album to top the
pop chart in the past 10
years without generat-
ing a top 40 single. It fol-
lows AC/DC’s ‘“‘For
Thgse About To Rock
(We¢ Salute You),” Bar-

L] WOn,t

Into Somethin’,
e N N e
—_— e

bra Streisand’s ‘‘The
Broadway Album,” and
Bonnie Raitt’s “Nick Of Time.” (Strange bedfellows,
indeed.) William Simpson of Los Angeles adds that
“Efil4zaggin” is the first studio album to hit No. 1
without spawning even a Hot 100 single since Led
Zeppelin’s “Presence” in 1976.

The N.W.A album on Priority Records is the first
No. 1 album on an independently owned and distribut-
ed label since Pat Benatar’s “Precious Time” on
Chrysalis in 1981.

Finally, a note about how times change. Twenty
years ago this week, Carole King’s “Tapestry” took
over the No. 1 spot; its gentle songs about home and
hearth made the album a touchstone for a generation.
People were looking for reassurance after the tumult
of the '60s. “The Cooling of America,” pundits dubbed
it.

The N.W.A album may also be regarded as a socio-
logical benchmark. Surely its instant success signifies
that it is tapping into a deep current of anger and frus-
tration. The titles alone tell the story (and if it's the
No. 1 pop album in the country, we surely ought to be
able to print them here). “To Kill A Hooker,” “One
Less Bitch,” “Findum, Fuckum & Flee,” “She Swal-
lowed It,” and “I’d Rather Fuck You.”

It's a long way from “You've Got A Friend” and
“Way Over Yonder.”

PAUL McCARTNEY’s “Unplugged (The Official
Bootleg)” is the top new entry on the pop albums
chart at No. 14. The ex-Beatle taped the all-acoustic
session in January for the MTV show ‘“Unplugged.”
It’s McCartney’s highest-debuting album since
“Wings Over America” in 1976. In fact, it’s already
McCartney’s highest-charting album since “Tug Of
War” hit No. 1 in 1982.

This low-key, informal collection of lesser-known

by Paul Grein

N.W.A Is Top Priority On Albums Chart;
McGartney Plugs In; New Ice Debuts

McCartney hits and odds-and-ends has already outper-
formed the lavish, double-CD “Tripping The Live Fan-
tastic,” a more definitive collection taped on McCart-
ney’s 1990 world tour.

FAST FACTS: Vanilla Ice’s “Extremely Live” enters
the pop chart at No. 48. The album comes just nine
months after the release of Ice’s blockbuster debut,
“To The Extreme.” Since teen-oriented phenomena
are notoriously short-lived, record companies are ea-
ger to strike while the
iron is hot. Waiting for a
second studio album
could take a year or two,
by which time the act’s
fickle fans may well have
moved on to other faves.
Between October 1989
and December 1990, Co-
lumbia released three al-
bums by New Kids On
The Block—a Christmas
album, a studio set, and a

dance remix compilation.

Another Bad Creation’s “Coolin’ At The Play-
ground Ya' Know!” jumps to No. 7 on the pop albums
chart, becoming Motown’s highest-charting album
since Lionel Richie’s “Dancing On The Ceiling” near-
ly five years ago. (All together now: Whatever hap-
pened to Lionel Richie?)

Desmond Child, who has written and/or produced
more than a dozen hits in the past five years for the
likes of Cher, Bon Jovi, and Alice Cooper, enters the
Hot 100 at No. 93 with “Love On A Rooftop.” Child’s
last chart appearance as an artist came in 1979 with
Desmond Child & Rouge.

Aretha Franklin’s update of Sly & the Family
Stone’s classic “Everyday People” blasts onto the Hot
R&B Singles chart at No. 56. Sly’s original was a No. 1
pop and R&B hit on Epic in early 1969, when Clive Da-
vis was president of CBS. Davis is now president of
Arista. I think we can safely assume he likes the song.

Jive Records has both the top new entry on the Hot
100 (Hi-Five’s “I Can’t Wait Another Minute”’) and the
week’s biggest mover (D.J. Jazzy Jeff & the Fresh
Prince’s “Summertime’).

WE GET LETTERS: Yannis Petrides of Athens
notes that Paula Abdul’s “Spellbound” was the first
No. 1 album with the same title as a classic movie
since Fleetwood Mac’s ‘““Mirage.” The weird part:
Gregory Peck starred in (and lost his memory in) both
films.

Emmanuel Legrand of Paris notes that David
Hallyday, whose “Ooh La La” jumps to No. 65 on
the Hot 100, is the son of French stars Johnny Hal-
lyday and Sylvie Vartan. Vartan is married to Tony
Scotti, founder of Scotti Bros., which released Hal-
lyday’s hit.

8

www americanradiohistorvy com

BILLBOARD JUNE 22, 1991


www.americanradiohistory.com

SONY

MUSIC
INTERNATIONAL
IS

PROUD

TO

PRESENT

THE

CRYSTAL
GLOBE
AWARD

TO
[ IDNIGHT

OIL FOR
SALES
OF

5
MILLION
UNITS
OUTSIDE

AUSTRALIA.

SONY MUSIC INTERNATIONAL.
WHEREVER YOU'RE LISTENING. OUR MUSIC IS THERE.

C 1991 Sony Music Entertainment lnc



www.americanradiohistory.com

[
I ®
Editor in Chief: TIMOTHY WHITE
Associate Publisher/Mktg. & Sales: GENE SMITH
Managing Editor: KEN SCHLAGER
Director of Charts: MICHAEL ELLIS
Editorial Director of Special Issues (LA): ED OCHS
B EDITORIAL
Deputy Editor: IRV LICHTMAN
Senior News Editor: Ken Terry
Special Issues Editor: Robyn Wells (N.Y.)
Bureau Chiefs:
Bill Holland (Washington)
Art Director: Jeff Nisbet
Senior Copy Editor: Marilyn Gillen
Copy Editor: Catherine Applefeld
Radio: Sean Ross, Editor (N.Y.)
Craig Rosen, Reporter (LA.)
Phylis Stark, Reporter (N.Y.)
Talent: Thom Duffy, Editor (N.Y.)
Chris Morris, Associate Editor (LA.)
R&B Music: Janine McAdams, Editor (N.Y.)
Country Music/Nashville: Edward Morris, Editor
Debbie Holley, Assistant Editor
Dance Music: Larry Flick, Editor (N.Y.)
Home Entertainment: Jim McCullaugh, Editor (LA.)
Home Video: Paul Sweeting, Editor (N.Y.)
Marketing: Earl Paige, Editor (LA.)
Retait: Ed Christman, Editor (N.Y.)
Paul Verna, Reporter (N.Y.)
Music Video: Melinda Newman, Editor (N.Y.)
Technology/Pro Audio: Susan Nunziata, Editor (N.Y.)
Music Research/Analysis: Paul Grein, Editor (LA.)
Editorial Assistants: Deborah Russell (LA.),
Trudi Miller (N.Y.), Karen O'Connor (N.Y.)
Condribufors: Carlos Agudelo, Jim Bessman,
Lisa Collins, Bob Darden, Is Horowitz, Don Jeffrey,
Larry LeBlanc, Jeff Levenson, Moira McCormick
B INTERNATIONAL
International Editor-in-Chief: ADAM WHITE
European News Editor: Jeff Clark-Meads
Chief European Correspondent: Mike H
Special Issues Editor: Peter Jones (London)
W HARTS & RESEARCH
Associata Director/Retail Research: Geoff Mayfield
Associate Director/Special Markets: Terri Rossi
Associate Director/Country: Lynn Shuits
Sr. Manager/Video, Research Services: Bob Benjamin
Research Supervisor: Roger Fitton
Chart Managers: Anthony Colombo (Album Rock),
Michael Ellis (Hot 100), Constanza Garcia (Latin),
Karen Fulgenzio (Dance), Steven Graybow
(Aduit Contemporary), Doug Grober (Jazz/Gospel),
Eric Lowenhar (Adult Alternative/Classical),
Mark Marone (Modern Rock/Studio Action),
Geoff Mayfield (Pop Albums), Terri Rossi (R&B/Rap),
Marc Zubatkin (Video)
Chart Production Manager: James Richliano
Asst. Chart Production Manager: Michael Cusson
Asst. Research Supervisor: Silvio Pietroluongo
Research Services Manager: Paul Page
Chart Surveyors: Ricardo Companioni, David Runco
B MARKETING & SALES
National Advertising Director: JIM BELOFF
Advertising Director, Directories: Norm Berkowitz
Promotion Director: Sumya Ojakli
Promotion Manager: Elissa Tomasetti
Promotion Art Director: Tom Senif
Advertising Services Mgr.: Michele Jacangelo
N.Y.: Ken Karp, Andy Myers, Jon Guynn,
Alex Kelly, Jeff Cameron, Karen Cullen
Classified (N.Y.): Jeff Serrette, Linda Hersch
LA Christine Matuchek, Arty Simon,
Jodie LeVitus, Marv Fisher. Melinda Bell
Nashville: Carole Edwards, Desi Smith
Europe: Patricia A. Rod
U.K.: Christine Chinetti
Tokyo: Bill Hersey, Aki Kaneko
Milan: Lidia Bonguardo, 011-0362-58-44-24
Sydney: Mike Lewis, 011-612-319-6995
Canada: Jim Fotheringham, 416-830-0331
B FRODUCTION
Director; MARIE R. GOMBERT
Advertising Production Mgr.: John Wallace
. Production Coordinator: Lydia Mikulko
Systems Manager: James B. Dellert
ition Technician: Marc Giaguinto
Edit. Production Manager: Terrence C. Sanders
Asst. Edit. Production Mgr.: Drew Wheeler
Directories Production Mgr.: Len Durham
WADMINTETRATIGN
V.P. & Executive Editorial Director: Lee Zhito
Divisional Controller: Peter Philipps
Directories Publisher: Ron Willman
Director of Database Services: Raymond H. Heitzman
Distribution Director: Edward Skiba
Circulation Manager. Helaine Greenberg
European Circulation Mgr.: Sue Dowman (London)
Dir. of Licensing/Special Projects: Georgina Challis
Special Projects Coordinator: Melissa Subatch
Billing: Debbie Liptzer
Assistant to the Publisher: Mercy Cintron

H COMMENTARY

Editorial

TIME TO FIGHT NEW VISA RULES

WHATEVER THE MERITS of the immigration
law passed by Congress last year, the section con-
cerning the admission of foreign performers and
recording artists is an egregious affront to justice
and common sense.

Due to the low “cap” placed on visa petitions—
only 25,000 a year for nonsuperstar musicians, ath-
letes, and dancers—it is possible that the number
of foreign entrants in these categories could be re-
duced by two-thirds after the law goes into effect
next fall. There is not a shred of evidence that keep-
ing up to 50,000 foreign performers out of the U.S.
would help domestic artists, but there is no doubt
that enforcement of the law would have a negative
impact on the U.S. music industry.

Even the visa-tightening regulations of the past
few years have prevented some lesser-known, de-
veloping acts from entering the U.S. and giving
concerts that could have helped their record labels
break them here. In addition, it has become increas-
ingly difficult for Third World artists—few of

whom have international name recognition—to ob-
tain U.S. visas. Both of these situations are expect-
ed to grow dramatically worse under the new law.

Moreover, even the best-known groups may run
into problems, because the new statute requires
each member of the act and its support crew to ap-
ply for a separate visa. Thus, superstar front men
might get visas but be unable to bring in the rest of
their bands, or they might have to leave their road-
ies home. Orchestras, too, will have major problems
in getting visas for all their members; also, peti-
tions cannot be filed more than 90 days before a
scheduled performance, which would wreak havoc
on venue schedules.

The AFL-CIO lobbied for the law’s foreign per-
former provisions, reportedly because it felt “lesser
talents” and “entourages” were being allowed to
displace U.S. professionals. But the American Fed-
eration of Musicians—which has a far better idea
of how visa regulations affect work for its mem-
bers—declined to support the provisions and still

opposes them.

Record companies, orchestral associations, and
the National Endowment for the Arts are now
working to change these onerous provisions. But
Congress and the Immigration and Naturalization
Service also need to hear from others in the music
industry, including concert promoters, venue oper-
ators, recording studios, artists, music publishers,
and songwriters.

Everyone has a stake in this issue, because this is
an international industry. Aside from the harm that
would be done to business if developing foreign
acts could not tour or record here, it is likely that
other countries would retaliate against our draconi-
an visa rules. As a result, many U.S. artists would
lose the ability to tour and make a name for them-
selves abroad.

It is not too late to alter this unjust statute or af-
fect its implementation, The music business should
make its voice heard now.
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Japan’s One-Year Record-Rental Window Is Inadequate
Billboard’s ‘Dead-Letter’ Call Is Premature, ‘Implied Endorsement’

B BY JASON S. BERMAN

Normally, I would welcome an article
titled “Trouble For Japan’s Rental
Outlets” (Billboard, June 1). Upon a
closer reading of this recent Bill-
board article, however, it turns out to
be an implied endorsement of the
merits of record rental practices in
Japan. It also emphatically declares
the one-year window to prohibit rent-
al as a “dead letter.” I find that total-
ly abhorrent and contrary to the in-
terests of the United States record-
ing industry and its recording artists.

Since the new law does not go into
effect until Jan. 1, 1992, and no U.S.
record company, to my knowledge,
has made a decision on the implemen-
tation of their newly granted rights,
how can the one-year window be a
“dead letter”? Does the author know
something no one else knows? Have
the Japanese authorities already indi-
cated to him privately that the law
doesn’t really mean what it says?

In my view, frankly, Japan has
failed to meet its international obliga-
tions by not granting the copyright
owner an exclusive rental right for
the entire term of protection of the
work (50 years). | say this because
market studies in Japan have indicat-
ed that 94%-97% of people who rent
recordings thereafter copy all or part
of those recordings. Given this, the
inability to prohibit rental is also the
inability to prohibit unauthorized re-
production. By failing to extend the
record company’s right to prohibit
rental altogether, the record compa-
ny is deprived of its essential right
under copyright.

Thus, even the one-year window,
which Billboard calls “essentially
dead,” is entirely inadequate and ex-
tremely prejudicial to the economic
interests of record companies and
performers. It is my hope that Japan,
far from further derogating an al-
ready inadequate rental right, will
eventually live up to its international
obligations and provide an exclusive
rental right for the entire term in
which the recording is protected.

Record rental shops complaining

‘Most people who
rent recordings
copy all or part

of those records’

Jason S. Berman is president of the
Recording Industry Assn. of America.

that a three-week window cuts into
their business is like a car thief urg-
ing a car maker to speed up produc-
tion because older cars aren’t worth
as much. The Cultural Affairs Agen-
cy, in seeking to ensure the “peaceful
coexistence” between record manu-
facturers and rental stores, is asking
the copyright owner to subsidize the
rental shops’ business. The agency
says that it is worthwhile from a
business standpoint because “a large
amount of money goes to the record
manufacturers.” If this is true, then
record companies would license rent-
al out of self-interest. The ministry
gives the lie to its expressed position
when it seeks to limit the ability of
record companies to prohibit rental,
explicitly rejecting their own conten-
tion that rental is in record compa-
nies’ interests.

I don’t know how individual record
companies will exercise their new
rights under the inadequate one-year
window that goes into effect on Jan.
1, 1992. 1 do know that, if Japanese
policies prevent U.S. record compa-
nies from exercising their legal
rights, then trade tensions will again
arise between the nations on this
point. I point out that, in this regard,
that Japan ended its discriminatory
treatment of U.S. and other foreign
sound recordings only as a conse-
quence of imminent trade sanctions
against Japanese exports to the Unit-
ed States. It would be an insult to the
U.S. for Japan to effectively proclaim

the one-year window dead on arrival.

I am eagerly awaiting the decisions
of foreign copyright owners as to
how they intend to exercise their
rental rights in Japan. The one-year
window, inadequate as it is—and de-
spite Billboard’s prediction that it is
“essentially a dead letter”—is still
very much alive and open. If that
spells “Trouble For Japan’s Rental
Outlets,” so be it. For every foreign
performer, recording artist, musi-

cian, and record company, it spells
RELIEF.

Billboard replies: Steve McClure's
article about Japanese rental shops
was not “an implied endorsement”
of record rental practices in Japan.
Rather, it was an attempt to ex-
plain the realities of the record
business in that country.

McClure, who is based in Tokyo,
had good reason for terming as “a
dead letter” the provision of the
new Japanese law prohibiting rent-
al of foreign recordings for one year
after release. “Previous efforts to
enforce similar bans have failed,”
he wrote, partly because separate
suits must be filed against each
shop for each CD or tape rented
and also because it is difficult to
trace the owners of these outlets.

The fact that we ran an earlier
article about the passage of the Jap-
anese copyright law as our lead sto-
ry (Billboard, May 11) signifies our
understanding of the importance of
improved protection for U.S. copy-
right holders in Japan.

5

QUEEN OMITTED

In the May 18 issue of Billboard, you
reported that Pavarotti would be per-
forming at London’s Hyde Park and
that no other shows had been staged
in the park since the Rolling Stones
concert in 1969. You overlooked the
fact that Queen staged a very suc-
cessful show there in 1976. More than

150,000 attended that concert.
Michael Roberto
Brooklyn, N.Y.
PEAK POSITION

First of all, let me applaud your deci-
sion to now include an album’s peak
position on the Billboard Top Pop Al-
bums chart. But, I must admit, I find
it very confusing to now see “peak

position” where “total weeks on
chart” used to be.

I think it would be less confusing if
the “peak position” was listed after
the title and “total weeks on chart”
moved back to its original location,
since the total weeks accumulate as
the weeks go by and the peak posi-
tion may not change at all.

Brian A. Davis
Bakersfield, Calif.

Michael Ellis, Billboard’s director
of charts, replies: We thank you for
your positive response to the addi-
tion of peak positions to our three
major albums charts. In response
to your letter and similar sugges-
tions from other readers, effective
with this issue you will find the
“weeks on chart” returned to its old
shaded column at the left of the art-
ist’s name, with the “peak position”
now appearing at the far right.
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Is There A Place In Sun For R&B/Gold?

B BY SEAN ROSS

NEW YORK—If the '80s saw both
urban and oldies radio take a great
leap forward, will the '90s see R&B/
oldies stations come into their own?

So far, there are only about 30
R&B/oldies stations, most of them
AMs in the 0-3-share range. A recent
FM attempt at the format on CKMR
Detroit lasted only four months. And
the Satellite Music Network’s Heart
& Soul format is now known as The
Touch, and is downplaying oldies for
a more urban/AC approach.

But there are still new converts to
the format. WGCI Chicago, WCIN
Cincinnati, and most recently WJIMO
Cleveland have all come aboard in the
last six months. In their first books,
WGCI and WCIN were above a 1-
share for the first time in recent
memory.

Some programmers see black gold
as too specialized a format to interest
anybody except an AM that can be
happy in the 1-2-share range. But oth-
ers disagree. CKFM Toronto PD Pat
Holiday, who consulted CKMR, says,
“If urban radio can rack up 20-25
shares in some cities just like AC and
AOR, it would seem you can frag-
ment it and pull off the adults by hav-
ing an oldies station.”

WMTG/WNIC Detroit PD Jim
Harper, whose AM is one of three
R&B/gold outlets in that market,
agrees. “There’s a true place for this
format ... in our larger industrial cit-
ies, to be every bit as viable as the di-
nosaur AMs that continue to fare
well. If there's a WJR Detroit or a
WGN Chicago, there should be a
WCHB,” he says, referring to one of
WMTG’s two rivals.

PROFILES IN GOLD
The handful of existing R&B/ol-
dies AMs fall into two categories:

full-fledged oldies formats, similar to
a mainstream oldies FM, and full-ser-
vice black AMs whose block pro-
gramming includes oldies. WOL
Washington, D.C., features talk in
mornings and afternoons. WCHB
and rival WQBH have gospel and
blues segments between their oldies
programs.

‘Anybody over
300 oldies
is probably
in trouble’

KKDA (Soul 73) Dallas—which
pulled a 3.0 last fall and a 2.6 in the
winter Arbitron—is, in many ways,
the black KDKA Pittsburgh, with
news and community service ele-
ments and only 7-8 records an hour
during some drivetime hours. It fea-
tures high-profile personalities like
R&B artists Johnnie Taylor and Mil-
lie Jackson.

Like many R&B/oldies outlets,
Soul 73 plays some recurrents from
artists of the Luther Vandross/Anita
Baker variety. Its 3,000-title library
goes as far back as Nat King Cole’s
“For Sentimental Reasons” and the
music mix includes blues and gospel
every hour.

WGCI, on the other hand, has
dropped the jazz and blues titles it
signed on with last year under PD
Michael Watkins and consultant Rich-
ard Pegue. WGCI is similar to a mu-
sic-intensive pop oldies FM, although
the jocks have had more leeway in re-
cent months and added such features
as a lunchtime request show, album
spotlights, and miniconcerts.

WGCI was preceded in 1988 by ur-
ban/AC rival WVAZ (V103), which

WGCI AM1390

Teddy Pendergrass, “Close The
Door”’; Jackie Moore, ‘“Precious
Precious”; Robert Parker, “Bare-
footin’ ”’; Mary Wells, “My Guy”;
Four Tops, “Bernadette”; Jackson
5, “1 Found That Girl”’; Honey
Cone, “Girls It Ain’t Easy”’; Sam
& Dave, “I Thank You”’; Deniece
Williams, “Free”; Curtis Mayfield,
“Superfly.”

¥ 4

AM 1490

Marvin Gaye, “Let’s Get It On”;
Kool & the Gang, “Too Hot’’;
Aretha Franklin, “Baby I Love
You”’; Lalah Hathaway, “Heaven
Knows’’; Harold Melvin & the

R&B/0ldies Music Menitors

Blue Notes, “If You Don’t Know
Me By Now”’; Sister Sledge, “We
Are Family”; Dells, “Oh What A
Night”; Michael Jackson, “Billie
Jean”; Jr. Walker & the All-Stars,
““Come See About Me’’; Doris
Troy, “Just One Look.”

SOUL 73™

Isley Bros., “Groove With You”;
Donny Hathaway, “The Ghetto”;
Chairman Of The Board, “Give Me
Just A Little More Time”; Martha
& the Vandellas, “Dancing In The
Street’’; Doris Troy, “Just One
Look”; Bobby “Blue” Bland, “Far-
ther On Up The Road’; Gospel
Keynotes, “Come By Here Dear
Lord”; Eddie Kendricks, “Keep
On Truckin’”’; Deniece Williams,
“Let’s Hear It For The Boy.”

signed on with a heavy complement
of R&B oldies, something Watkins
says gave the format some legitima-
cy. After a period of downplaying
oldies, V103 OM Tony Kidd is using
more gold again, although his empha-
sis is on '70s and '80s titles, leaving
the deeper library material to WGCI.
The newest oldies convert, WJMO,
is owned by United Broadcasting,
which tried R&B oldies several times
during the '70s and early '80s at
WSID Baltimore. GM Curtis Shaw
says that WIMO, which was already
doing an urban/AC format on AM,
made the switch because urban
WZAK had started to shore up its
adult numbers. Besides, research
showed that most of WJMO’s audi-
ence was there for oldies already.

CLASSIC WHITNEY?

Yet, when WJMO made the switch,
it kept a recurrent category of titles
like “I'm Your Baby Tonight” or La-
lah Hathaway’s “Heaven Knows.”
And while PD Sam Nelson sees 1965-
74 as the core of his library, WIMO
plays '80s titles and late-"70s funk,
such as Rick James’ “Bustin’ Out,”
which one might not put in the same
mental category as, say, “Soul Man”
or “Come See About Me.”

That’s a sharp contrast to main-
stream oldies stations, where the cut-
off is usually around 1971-75 and the
“future gold” category has long been
deleted. But it’s standard operating
procedure for many R&B/oldies out-
lets. KGFJ Los Angeles plays cur-
rents and a lot of '70s and '80s gold.
WGCI doesn’t play currents, but it
plays music up to the late '80s.

That could stem from the historical
difference between top 40 and R&B
radio. The early-'70s cutoff at oldies
radio is related to the rise of album
rock radio and the splintering of pop
music into several camps. By con-
trast, the black progressive format
never became as large as its pop
counterpart. And R&B’s evolution
was relatively gradual, taking most
of the "70s to play out. It wasn’t until
rap and hip-hop came into their own
in the early '80s that many PDs no-
ticed that black adults were not en-
joying the same records as their kids.

Or it may be that R&B oldies by
themselves are still an unproven com-
modity. WIMO’s Shaw plays recur-
rents because “no matter what our
inventory of oldies may be, they
stand a chance of burning. Having
some recurrents and some '80s music
lends a freshness to the oldies.”

Says KKDA PD Willis Johnson,
“A guy might be 50 years old, but he
doesn’t wear a '60s suit; he wears the
latest fashions. He might want to be
reminded of those days, and the good
music, but also be associated with the
more contemporary music.”

DEEPER (IN LOVE WITH YOU)

If Johnson’s 3,000-title library puts
him at one extreme of the argument
on library depth, consultant Harry
Lyles is at the other. Lyles, who cur-
rently consults The Touch, pro-
grammed 87 titles when he worked
with WIGO Atlanta’s R&B/oldies
format. He says, “There are not a lot

of oldies that are going to test if
you're doing a strict oldies format.
Anybody who's playing over 300 old-
ies is probably in trouble.

“You can do an auditorium test and
get 500 great-testing AC oldies out of
800 records. You can't do that with
urban,” says Lyles. Similarly,
WVAZ's Kidd says that although in
his most recent music test his audi-
ence wanted more oldies, they didn't
want that many different titles.

That being the case, Lyles would
disagree with most of the other PDs
who are doing, or have done, R&B/
oldies. WJMO, despite adhering to a
“top 10 hits only” rule, plays about
1,500 titles. Holiday was playing 600-
700 at CKMR. WGCI started with 600
songs and is up to 1,000 titles, some
of which play only at night.

Every R&B/oldies PD has a story

(Continued on page 19)

Throwing In The Towel. WZTR (Star
95) Milwaukee morning men Michael
O'Shea, left, and Bob Barry (with hand
towel) recently broadcast live from the
city’s unofficial nude beach, Paradise
Beach. The pair interviewed Dick
Bacon, a former Mr. Nude America, and
several other nude sunbathers. Later,
when several of the sunbathers,
including Bacon, were ticketed by
police, the station paid their fines.

Arhitron’s 3-Book Plan A Hit
With Some B’hall Stations

B BY PHYLLIS STARK

NEW YORK—Arbitron’s controver-
sial proposal to change from four an-
nual ratings surveys to three (Bill-
board, June 15) is finding some sup-
port among baseball flagship
stations, where GMs anticipate a
year-round ratings boost. Surprising-
ly, however, stations competing
against baseball flagships are rela-
tively unconcerned about the sport’s
impact on their own ratings.

Under the current four-book sys-
tem, the lengthy baseball season,
which stretches from early spring to
late fall, already has an impact on ev-
ery survey except winter. But the
proposed plan, which would involve
three 16-week sweeps beginning in
January, April, and August, would
mean some baseball in every book.

GMs of flagship stations claim
baseball listening has never been ac-
curately measured by Arbitron, and
that a change to three books would
be an improvement. “Baseball is un-
derestimated anyway in Los Ange-
les,” says George Green, presi-
dent/GM of Dodgers flagship
KABC. “We have been researching it
ourselves for the last 10 years and we
know [Arbitron] has been undersam-
pling it.

“The three books seems to be a
step in the right direction. Increasing
the sample a third would give us a
healthy increase in listening for the
whole station, not just baseball.”

Scott Meier, VP/GM of New York
Mets flagship WFAN, says if Arbi-
tron made the switch to three books,
he would “take comfort in the fact
that [the results] are the realistic rat-
ings for a product we carried from
April to October.”

But while flagship competitors
would seem to have a valid reason to
be concerned, they are surprisingly
resigned, sharing the view expressed
by KFI/KOST Los Angeles VP/GM
Howard Neal, who says, “I don’t

think it would make a tremendous
difference.”

“It’s no better or worse than what
we deal with now,” says WNEW-FM
New York VP/GM Ted Utz. But, he
adds, “‘baseball certainly has a pro-
found impact in the New York mar-
ket. Those radio stations that are in
the business of programming to men
will be at a disadvantage in the seven
to midnight daypart. Baseball only
lasts six months a year, but it will
have a 12-month impact, according to
Arbitron.”

To illustrate the impact, Utz notes
that “the Mets last year had one out
of every five men 18+ listening at
night. Nobody gets a 20 share of 184
men anymore.”

Although Arbitron VP of sales and
marketing/radio station services Jay
Guyther calls the three-book proposal
a “valid concern” for flagship com-
petitors, some wave it off as a nonis-
sue. “If an AM station is paying mil-
lions of dollars for a baseball fran-
chise to attract listeners, I think
Arbitron should be [reflecting that],”
says Dwight Douglas, president of
Burkhart/Douglas & Associates.

Owen Weber, executive VP/radio
for Summit Communications, con-
curs that “the reality is that [base-
ball] is in three out of four books
now, so what the hell’s the differ-
ence? The flagship stations are pay-
ing exorbitant amounts of money for
baseball and are probably barely
breaking even. There probably isn’t a
baseball flagship in the country that
can justify rates based on any kind of
ratings that Arbitron can produce. If
someone is going to pay $3 million a
year in rights fees, they deserve to
get the benefits in the book. My atti-
tude is God bless them.”

Meier says that sales will not be af-
fected because flagship stations don’t
sell baseball on the basis of ratings.
“If we did,” he says, “we would all be
losing money.”
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PUT'THE “WALK”

WALKMAN:

e Fonaas

(4-26587 )

Nearly half a million people found Jane
Fonda's first walking audio cassette
Fitness Walkout the pertect complement
to their exercise regimen. Her latest
effore, Werght Loss Walkout, is a three-step,
double-cassette program especially
designed for fitness training. With two

% hours of music and narration, a weight-
loss program and a booklet for step-by-
step progress, even the most dedicated
 couch potato is encouraged. Weight Loss
Walkour brings fitness one giant step
closer. Customers will walk in; tapes will
fly out. It's that easy.

Available on Warner Bros. Cassettes

A1)
- ON

Ay

NG

K0 k07
© 1991 Warner Bros. Records Inc. . -'ﬁ
"Walkman" is a registered trademark of Sany Corporation.

wwwW americanradiohistorv com


www.americanradiohistory.com

Il RADIO

Arhs Show N.Y. Top 40 Battle Late-Blooming;
Levine Hies From WJFK; KXX Goes Wild

SO WHAT'S HAPPENING in New
York’s top 40 battle? Not much yet,
according to the second spring Arbi-
trend. WHTZ (Z100) is up 3.7-3.8 to tie
WQHT, which is unchanged, in sev-
enth place. WPLJ (Mojo Radio),
meanwhile, remains unchanged at a
2.2. In mornings, Scott Shannon
goes 2.3-2.2. The No. 1 station in the
Apple remains urban WRKS (5.6-5.1).

The rest of New York radio is rela-
tively flat also. Other moves of note:
oldies WCBS-FM (5.0-4.9); N/T
WINS (5.24.8); ACs WLTW (4.7-4.8)
and WNSR (4.5-4.6); urban WBLS
(3.94.2); N/Ts WOR (4.4-4.6), WCBS
(3.8-3.7); WABC (2.7-2.8), and WFAN
(2.1-2.6); rockers WXRK (3.2-3.3) and
WNEW-FM (3.1-3.1).

In Los Angeles, AC KOST holds
its market lead (6.1-6.3), followed by
KIIS-AM-FM (4.7-4.8) and N/T
KABC (4.3-4.7). Album KLOS goes
4.54.3 for fourth place. Urban KKBT
is in fifth, 4.3-4.2; KPWR’s (Power
106) troubles continue (3.4-3.2). So
does oldies KRTH’s comeback; it’s up
3.2-3.8 this month.

In Chicago, market-leading N/T
WGN is up 7.7-8.3. Next are urban
WGCI-FM (7.2-6.8), top 40/dance
WBBM-FM (6.7-6.2), urban/AC
WVAZ (4.5-4.5), and N/T WBBM
(4.9-4.5). Country WUSN edges up
again 3.94.0, followed by AC leader
WLIT (3.3-3.7). In the tight four-way
rock battle, WLUP-FM is off 3.7-3.6
but leads WXRT (3.6-3.5), WCKG
(3.7-3.4), and the new WWBZ (1.9-3.1).
Top 40 WYTZ holds at a 1.5.

PROGRAMMING: KXX IN FLUXX

Station officials weren’t returning
phone calls, but at press time, top 40
WKXX (KXX106) Birmingham, Ala.,
was in a state of chaos and rumored
to be facing severe financial difficul-
ties. When GM Chris Murray was
fired June 12, PD/p.m. driver Brian
Christopher (205-980-8131) resigned
too, but not before bashing KXX at
length on air. The next day, morning
team Steve & D.C. did the same. All
parties involved swear this is not one
of the stunts that KXX is known for.

Jim Reeder, VP/radio for parent
company SunGroup, was in charge
for now.

At AC WYXR Philadelphia, APD
John Cook has been named PD. VP/
programming Gerry DeFrancesco
will stay through the summer, then
return to L.A. for family reasons. He

will continue to consult WYXR and
%
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by Sean Ross with
Craig Rosen & Phyllis Stark

handle other projects for owner Pyra-
mid Broadcasting.

Album WJFK Washington, D.C.,
PD Ed Levine has resigned to con-
centrate full time on his ownership
projects; he’ll manage his WKLL Uti-
ca, N.Y, and work on putting a sec-
ond station on the air. No replace-
ment for Levine has been named.

At album KBCO Denver, longtime
PD John Bradley and promotions di-
rector Dave Rahn leave for former
GM Ray Skibitsky’s programming
consultancy/investment firm. This
means that longtime MD Doug Clif-
ton is upped to PD. Assistant MD
Ginger Havlat is named MD. Assis-
tant promotions director Renae Fox-
hoven is upped to Rahn’s job.

Former WYTZ (Hot 94.7) Chicago
OM Ric Lippincott is the new Mid-
west regional for Morgan Creek . ..
Six-year WENS Indianapolis OM
Joel Gray is the new PD of easy/soft
AC combo KMEO-AM-FM Phoenix,
replacing R.T. Simpson.

Gregg Rolling is out as PD of
WEZB (B97) New Orleans; he can be
reached at 504-833-9797. No replace-
ment has been named ... KWOD
Sacramento, Calif., APD Adam

Smasher is upped to PD . .. At urban
Kiss 100 London, PD Grant Goddard
is out. Station manager Gordon
McNamee assumes his duties.

Morning man Mike Cruise is
upped to PD at oldies WCOL (Cool
92) Columbus, Ohio, replacing Rob
Ellis. Tony Coles from crosstown ur-
ban WVYKO joins as middays/pro-
gram assistant . . . Urban KCHL San
Antonio, Texas, switches to gospel.
PM. driver Janice King is upped to
APD/mornings, replacing Larry
Hayden. At sister AC KMMX, PD
Jill Fox goes from p.m. drive to
mornings, where she joins Steve
Hahn from rival KISS.

Matt Miles, MD of noncommercial
WICR Indianapolis, goes to cross-
town classical outlet WSYW-FM as
PD; he replaces Bill Kurtley, who
leaves radio. Meanwhile, at WSYW’s
forthcoming all-rap AM outlet, “Yo
810,” local rapper Chilly-T and Tony
Lamont, former morning man at ur-
ban rival WTLC, join on as jocks.

Consultant Harry Lyles is now
working with urban/AC WMXD De-
troit. That station has a p.m. drive
opening as Kris King heads to after-
noons at top 40 WDCG (G105) Dur-
ham, N.C., replacing Jim Harrison
... WTZR Norfolk, Va., now simul-
casting with crosstown urban/AC
WKSY (Touch 96), is expected to pick
up the WMYK calls when the current
WMYK'’s format flips next week.

With top 40 KZBS Oklahoma City
in receivership, former OM Debbie
Barton is back as station manager,
replacing owner Bill Lacy. Across
town at jazz KTNT, PD Tom Garrett
is out. Morning host Cynthia Ryan
assumes his duties. P.M. driver J.
Todd joins her in mornings . .. WSIX
Nashville GM David Manning is no
longer overseeing the management
of crosstown WRMX ... Oldies KJR
Seattle has finished its transition to
sports talk.

Top 40 WTFX Madison, Wis., goes
rock/AC Monday (17) as WJJO, un-
der new PD Colleen Jackson O’Neal
from KMMK Las Vegas. Meanwhile,
at top 40 WZEE (Z104), MD Fletcher

ATLANTIC RADIO has upped executive VP Joe Winn to president/chief op-
erating officer. He assumes duties held by Steven Dodge.

BILL WHITLOW is the new GM at WGH-AM-FM Norfolk, Va. Whitlow
was GSM at crosstown WNOR. Russ Schell remains station manager.

BRUCE RAVEN-STARK exits the GM post at KBSG Seattle.
STATION SALES: WHVE Tampa, Fla., for a reported $7.5 million from

Susquehanna to Bud Paxson; WAVA Washington, D.C., from Emmis
to Salem for approximately $20 million.

Keyes exits for a new station in near-
by Verona, Wis., consulted by former
7104 PD Jon Little. WNFI Daytona
Beach, Fla., PD Ron Brooks replaces
him.

Classic rock WOZN Key West,
Fla., goes album rock. So does top 40
KSMK Flagstaff, Ariz., which will
become KZGL July 1... KGSR Aus-
tin, Texas, PD Bill Harman is the
new PD at AC WEEJ Fort Myers,
Fla., replacing Mike Pearce ...
WCHB Detroit p.m. driver Ron
Thomas is the new PD at urban
WBRO Wayneshoro, Ga., replacing
John Russell.

Des Moines, lowa, gets a new soft
AC July 1 when KMXD (Easy Mix
106) takes over the frequency occu-
pied until several years ago by KJJY.
Former WJOI Detroit station man-
ager Steve Van Oort will be GM ...
Bruce MceGregor’'s KRRK Omaha,
Neb., is on the air as hard-rocking al-
bum outlet “93 K-Rock.” That doesn’t
sit well with Paul Krieger, owner PD
of a local cable station KRCK, also
called K-Rock, who claims to have his
station name service-marked.

At urban KMZX (Mix 106) Little
Rock, Ark., night jock Brian Holiday
is upped to PD. Former PD Don
Cody is now acting GM, replacing
Antonio Shepard. Also, assistant
MD Phil Lange is out ... At AC
WDBX Chattanooga, Tenn., morning
man Gerry Mac is upped to OM. PM.
driver Eric Page is now PD. They re-
place Rich Philips (615-825-1000).

At WTKT (Oldies 103) Lexington,
Ky., former WRMX Nashville GM
Chuck Dunaway replaces Tincy
Crouse as GM. WSAI Cincinnati

PEOPLE: WHITE HOSPITALIZED, DEES OFF ‘NIGHT

Former album WLZR Milwaukee APD/promo-

AT PRESS TIME, top 40 WZOU Boston midday
host Sunny Joe White was in stable condition at
Boston’s Beth Israel Hospital. White was hospital-
ized June 10 for what the station says is either a
stomach problem or a heart irregularity. No word
on when he’ll be released.

ABC has announced that KIIS Los Angeles
morning man Rick Dees will no longer host “Into
The Night With Rick Dees” after July 15. Dees
will remain involved with the show as executive
producer, but will be replaced on camera by “a se-
ries of hosts,” including WABC New York a.m.
host Curtis and Lisa Sliwa

WWDC-FM (DC101) Washington, D.C., PD
Dave Brown says his station is in “the middle
stages of discussions” that would put its morning
star, The Greaseman, on other stations around
the country in a similar arrangement to the one
that Infinity Broadcasting has for Howard Stern.

At top 40 CFTR Toronto, p.m. drivers Jesse Dy-
lan & Gene Valaitis are moving to afternoons
Monday (17). Longtime morning driver Tom Riv-
ers is taking the summer off, after which, the sta-
tion says, he’ll return for p.m. drive ... Dave

Ryan, former morning man at KZZP Phoenix,
goes to crosstown top 40/dance KKFR for morn-
ings, where he’ll be teamed with Scott Thrower.
Ryan replaces Danny Bonaduce.

At urban WOWI Norfolk, Va., night jock KJ.
Holiday is upped to mornings, replacing Tony
Richards & T.C., now doing mornings at KBXX
Houston ... Pam Wells exits mornings at urban
WHRK (K97) Memphis ... Kevin “Koolin’” Fox
goes from p.m. drive at WYLD-FM New Orleans
to the same slot at urban WHQT (Hot 105) Miami.
Willie B. goes to middays. Eric D. is out . .. Janet
G. goes from middays at WQUE New Orleans to
the same shift at WJLB Detroit. She replaces Ger-
ald McBride, now in mornings at WJZZ.

WMTX Tampa, Fla., morning man joins hot AC
WZTU Orlando, Fla., for the same shift. Craig
Williams joins for middays from crosstown
WHTQ, replacing Mike Kay. Scott Tanner, from
crosstown WXXL, joins for afternoons. Beth Ann
Shaffer from rival WOMX, joins for morning
news ... KIKI Honolulu morning sidekick Kari
Steele takes the same duties at rival KQMQ. Ka-
trina Foxx from KKBG Hilo, Hawaii, replaces her.

tion director Jay Philpott resurfaces for swing at
crosstown classic rock WKLH . .. Part-timer Kris
Adams is upped to middays at top 40 KDWB-FM
Minneapolis, replacing Andrea Vincent. Across
town, former WLOL morning producer Mark
Bauer is named morning producer at country
KEEY (K102).

Swing jock J.J. Morgan is upped to music coor-
dinator at top 40/dance KHYI (Power 95) Dallas.
Across town, AC KRSR (Star 105) loses midday
host Bob Nelson to the director of computer oper-
ations post at TM Century ... AC WAJI Fort
Wayne, Ind., weekender Amy Thomas goes to the
same post at top 40 WZPL Indianapolis.

Eric “The Fly” Davis is out as MD/nights at
top 40/dance WBXX (B95) Battle Creek, Mich.;
T&R to PD Joe Dawson . .. Terence “Love” Bur-
ton goes from urban WUSS (1490 Jams) Atlantic
City, N.J., to overnights at crosstown WBSS (Boss
97); Walt Cannon stays on for weekends . .. KSQY
Rapid City, S.D., MD Jeff Michaels is out . . . At top
40 KLYV Dubuque, lowa, morning man Doug Col-
lins adds MD stripes, replacing Tim Jansen.

night jock Scotty Jackson joins as
PD/middays. Former PD Don Ed-
wards goes to p.m. drive. Night jock
Skip Grynn takes mornings. Johnny
Dark, formerly in middays at
WRMX, joins for nights. Part-timer
Big Jim McGee is upped to all-nights.

STATIC: KMEL’S OFFICIAL RESPONSE

KMEL San Francisco has issued
an official response to the series of
lawsuits and complaints against the
station, including the one by former
employee Cameron Paul. The re-
sponse basically reiterates claims al-
ready made by station lawyer James
Hargarten (Billboard, June 8), but it
does allege that checks written by
Paul and endorsed by KMEL PD
Keith Naftaly were not, as Paul
claims, part of an extortion scheme
by his ex-boss, but rather, “It was
Paul who initiated these exchanges
as a part of his scheme to have a con-
tinuing hold over Naftaly.” Paul,
meanwhile, has sent the San Francis-
co Chronicle’s recent unflattering ar-
ticle on KMEL to the FCC as a sup-
plement to his original petition
against the station and is now seek-
ing an early court date.

The June 6-8 National Assn. of Ra-
dio Talk Show Hosts convention in
Seattle sparked some controversy
when approximately 10 convention-
eers took a trip to an Alaskan wildlife
refuge that was paid for by the
American Petroleum Institute, one of
three organizations sponsoring the
convention. Ironically, NARTSH
president and KING Seattle p.m.
driver Mike Siegel was the talk host
who led a boycott against Exxon sev-
eral years ago following the Valdez
oil spill. Siegel says the hosts went as
individuals, not as part of NARTSH.
KING PD Brian Jennings says the
station will pay for Siegel’s trip itself
and prevent any of its hosts from tak-
ing similar junkets.

Former WXRK New York jock
Bill “Rosko” Mercer has settled his
3-year-old racial discrimination and
breach-of-contract suit against Infin-
ity Broadcasting. Terms of the settle-
ment were not disclosed.

Sears Roebuck retained its position
as the nation’s No. 1 radio advertiser
by spending $101 million in 1990, ac-
cording to the Radio Advertising Bu-
reau’s newly released list of top ad-
vertisers. Philip Morris ($64.1 million)
took second place, passing General
Motors ($63.8 million), which fell to
third. The remainder are Chrysler
($49.2 million); AT&T ($47.2 million
going from ninth place to fifth); An-
heuser-Busch ($42.8 million); Volks-
wagen ($39.7 million and a top 10 con-
tender for the first time); Procter &
Gamble ($34.1 million); Southland
($32.9 million); and Pepsico ($30.1 mil-
lion).
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SPRING "91 BIRCHES

Copyright 1991, Birch/Scarborough Research, Inc. May not be quoted
or reproduced without prior written permission.

w Sp Su w Sp
Call Format '91  Call Format 90 '91 '91
WRKS NEW YORK ( 1 ) WDAS religious 6 4 8 12
urban 173 13 75
WaLS urban 2 49 45 sa ST DLy 10 7 910
WOHT top 40/dance g8 53 50 52 DETROIT—{ )
WINS N/T 2 38 52 44 WJLB urban 01 79 72 88
wLTW AC 7 44 40 44 WHYT top 40 72 69 65 1713
WCBS-FM oldies 9 42 47 43 WIR AC 15 16 79 70
WNEW-FM album 2 50 42 43 wLLZ album 51 41 33 59
WHTZ top 40 5 44 44 40 WWWW country 47 57 563 &1
WOR N/T 7 37 37 136 wizz adult alt 48 51 64 438
WNSR AC 0 32 32 35 WRIF album 51 51 43 47
WXRK cls rock 2 45 33 35 WDFX top 40 59 52 59 46
WFAN N/T 9 33 25 33 WwKQ! top 40 35 35 38 45
wQCD adult alt 6 21 26 29 WCSX cls rock 36 39 38 44
WCBS N/T 4 36 41 27 WXYT N/T 34 36 38 37
WPAT-FM easy 4 23 28 27 ww) N/T 38 52 54 36
WABC N/T 8 23 33 26 WwLTI AC 34 29 32 133
wPU top 40 9 28 27 23 WOMC oldies 30 22 18 33
WYNY country 8 23 24 21 WNIC C 41 43 38 32
WNCN classical 1 14 17 17 CKLW adult std 19 19 26 29
wlLiB /T 9 14 16 15 WMXD urban 8 28 24 29
WOQXR-AM-FM classical 14 12 15 15 wiol easy 33 22 32 21
WADO Spanish 9 11 8 14 WQRS classical 16 21 20 18
WNEW adult std 21 16 14 14 WGPR urban 20 14 13 15
WSKQ-FM Spanish 15 11 14 12 weXI country J 8 13 14
WFME religious 3 12 10 11 WKSG oldies 17 20 14 11
WORE modern 9 8 9 10 WMUZ religious 6 8 11 11
WSKQ Spanish 8 10 6 10 CIMX modern 3 5 6 10
LOS ANGELES 2) WDET modern 15 16 11 16
KKBT urban 60 63 56 66 WASHINGTON, D.C.—(7?
KIIS-AM-FM top 40 62 62 59 64 WPGC-FM urban 104 108 118 122
KLOS album 54 48 55 63 WKYS urban 67 69 64 64
KPWR top 40/dance 61 59 51 50 WAVA top 40 55 49 46 5.2
KABC N/T 43 51 51 46 WMIQ-AM-FM country 62 59 52 48
KOST AC 48 53 53 46 WASH AC 35 39 26 43
KROQ modern 45 42 42 44 WGAY easy 49 50 38 42
KTwV adult alt 32 29 33 135 WHUR urban 43 44 39 40
KLVE Spanish 29 33 23 34 WMAL N/T 43 45 43 40
KLSX cls rock 26 25 26 31 WTOP N/T 31 29 42 40
KWKW Spanish 20 24 26 31 WWDC-FM album 42 42 45 39
KFWB N/T 33 26 39 29 WCXR cls rock 41 31 38 33
KNX N/T 22 27 35 29 WMMJ urban 26 29 31 33
KFI N/T 22 18 23 28 WRQX top 40 33 34 38 31
KoLz album 40 42 32 26 WLTT AC 29 23 30 30
KBIG AC 26 24 29 25 WHFS modern 26 16 26 25
KRTH oldies 23 20 25 23 WIFK album 16 31 17 2§
KTNQ Spanish 20 23 18 23 WAMU noncommercial 20 26 25 24
KMPC aduit std 21 23 19 20 WXTR oldies 24 28 24 24
KILH urban 12 12 15 18 WETA classical 26 20 22 22
KILA country 22 22 11 16 WGMS-AM-FM  classical 16 29 27 21
KKHJ Spanish 8 15 15 18§ WIZE jazz 13 15 17 20
KNAC album 17 13 12 14 WWRC N/T 19 15 28 20
KODJ oldies 23 18 17 14 wiYY album 18 10 18 16
KUég classical l.g 13 13 14 woL oldies 10 10 14 13
KK classical 15 1.0 8 13
KXEZ oldies 18 18 20 12 BOSTON_(Q)
KALI Spanish 15 10 17 1o Wou top 40 97 92 105 100
WXKS-FM top 40 84 80 71 70
CHICAGO—(03 WBCN album 73 67 68 66
WGCI-FM urban 2793 99 94 WRKO N 69 63 65 62
WBBM-FM top 40 104 91 86 87 WBZ AC 51 52 65 56
WGN N/T 78 80 82 80 WSSH-FM AC 27 35 41 47
WVAZ urban 37 45 48 67 woDSs oldies 44 43 43 42
WUSN country 41 43 42 47 WILX cis rock 50 51 41 41
WCKG cls rock 57 81 49 45 WAAF album 33 40 32 39
WWBZ album 15 13 16 41 WHOH N/T 32 46 37 35
WBBM N/T 39 42 51 39 WVBF AC 22 28 35 35
WLUP-FM album 41 44 47 36 WMIX AC 31 30 42 34
WLUP N/T 29 30 30 32 WEEI N/T 28 28 41 33
WNUA adult alt 29 34 25 32 WBMX AC 26 35 19 32
WXRT album 33 37 32 32 WBUR noncommercial 24 22 28 27
WMAQ N/T 21 23 39 130 WwCD) adult alt 37 26 31 23
WwLS N/T 26 19 18 26 WFNX modern 19 16 20 21
wiD aduft std 24 28 22 24 WCGY album 20 18 14 20
WKQX AC 34 26 23 23 WCRB classical 12 18 17 18
WIMK oldies 25 19 23 20 WILD urban 27 20 12 18
wLIT AC 14 16 15 20 WBOS album 1.7 16 21 17
top 40 33 26 22 19 WPLM-FM adult std 11 15 19 17
WTMX AC 20 19 17 15 WGBH noncommercjal 17 21 14 16
aFBIEIZT classical | }g }g }; }g WXKS adult std 8 12 7 15
noncommercial d d . .
WMBI-FM religious 10 11 15 11 SAN DlEGO_Sl ?
WNIB classical 6 12 9 11 ﬁg;%‘mm top &0 7-? o o B
-AM- country . b . L
SAN FRANCISCO—$4) XETRA-FM modern 75 71 84 18
KGO N/T 68 B0 90 85 KGB album 82 64 79 67
KMEL top 40/dance 91 79 74 84 KFMB AC 60 59 45 56
KCBS N/T 35 37 50 43 XHTZ top 40/dance 41 852 73 54
KSOL urban 38 41 36 4l KFMB-FM AC 49 46 59 49
KRQR album 45 32 28 33 KSDO N/T 47 43 65 46
[{[]] AC 33 35 32 31 KIFM adult ait 24 32 35 39
KNBR N/T 42 23 24 31 KPOP adult std 19 26 28 31
KBLX-AM-FM adult alt 22 31 30 28 ‘KGMG-FM album 21 24 28 30
KFRC adult std 28 27 31 28 KSDO-FM cls rock 24 31 28 30
KKSF adult alt 16 26 17 28 XHRM urban 31 16 10 30
KOIT-AM-FM AC 25 27 29 28 KCBQ-FM oldies 24 29 25 27
KSAN country 26 39 31 28 KYXY AC 42 42 24 28
KQED N/T — — 33 27 KQY AC 37 57 27 24
KDIA urban 4 12 9 23 KNX N/T 9 8 15 22
KHQT top 40/dance 21 21 18 23 KFSD classical 30 27 17 20
KITS modern 38 41 39 23 KCBQ oldies 12 12 10 19
KSJO album 22 21 29 23 KFI N/T 10 10 13 18
KDBK/KDBQ AC 3 18 13 22 KPBS-FM classical 11 14 18 14
K?HI-AM-FM cllgssical 14 21 18 %8 XHLTN Spanish 17 13 16 13
KFOG album 25 23 19 L
KFRC-FM oldies 27 35 21 19 SAN JOSE' CAL'F—g3 )
KSFO oldies 31 22 11 18 KGO N/T 83 30 99 89
KOME album 24 23 27 18 KHQT top 40/dance 80 84 61 88
KABL-AM-FM AC 24 24 21 14 KSJO album 73 59 64 59
KBAY easy 12 11 16 14 KOME album 69 60 65 52
KDFC-AM-FM  classical 13 11 16 14 KQED N/T 16 20 30 36
KYA oldies 11 13 12 14 KBAY easy 31 37 44 34
KBRG Spanish 8 7 14 12 KOIT-AM-FM AC 1.3 21 18 34
KIQI Spanish 4 10 L1 11 KER AC 3734 29 33
KEZIR AC 10 0 7 10 KMEL top 40/dance 35 45 43 32
KUFX cls rock 24 25 26 32
PHILADELPHI KARA oldies 40 33 37 30
wWUSL urban 9.0 108 KSOL urban 34 17 15 29
WMMR album 8.2 78 81 KNBR N/T 39 20 13 27
WYSP cls rock 72 59 60 76 KITS modern 34 45 38 26
KYW N/T 50 62 90 68 KSAN country 16 31 28 26
wIoQ top 40 70 74 78 66 KBRG Spanish 15 21 35 25§
WDAS-FM urban 47 45 44 S5 KCBS N/T 28 39 42 25
WPEN adult std 54 43 45 53 KIOt AC 26 14 17 25
WEGX top 40 64 48 61 47 KDBK/KDBQ AC 6 13 12 23
WWDB N/T 35 39 52 45 KRTY country 23 20 34 21
WXTU country 43 38 42 41  KKSF adult alt 16 25 13 19
WOGL-FM oldies 34 38 27 34 KEEN country 10 5 8 15
WMGK AC 38 40 27 33 KFRC-FM oldies 21 15 15 14
WEAZ-FM AC 29 40 44 32 KLOK Spanish 11 9 11 14
WYXR AC 22 26 30 31 KIQI Spanish — 10 4 13
WKS2 AC 25 28 24 25 KSFO oldies 18 15 11 12
wIP N/T 24 35 25 23 KBLX-FM adult alt 14 12 17 11
WFLN classical 23 24 25 22 KKHI-FM classical 13 11 8 11
WHYY noncommercial 15 12 11 16 KYA oldies J 14 13 11
WRT| jazz 13 13 14 13 KRQR album 6 8 4 10
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Ray Massie
WIL St. Louis

TWO STORIES about Ray Massie, PD of country WIL
St. Louis:

One, about his drive and competitiveness, comes from
another PD who saw Massie on the formatics panel at
this year’s Country Radio Seminar. He remembers that
Massie, who was often on the opposite side of formatic
issues from the other panelists, answered most ques-
tions with “here at WIL, FM92 ... ” In other words,
Massie was selling his station’s calls when he talked,
even though there weren’t likely to be any Arbitron dia-
ry-keepers in the CRS audience.

Then there’s the one Massie himself tells about why
WIL went more up-tempo last year: “The old Paul Drew
line that the station is a direct reflection of the PD’s per-
sonality was true for me in fall '89. I was going through
a divorce and I wanted to feel horrible. George Jones
songs sounded medium-tempo to me. We had our worst
book in four years and that made it clear what losing
tempo could do. Once somebody shook me awake and I
realized what I was doing, we fixed it.”

Massie is one of country radio’s most outspoken PDs.
And WIL is one of the most up-tempo country outlets
this side of the Thunder Country format. For the past 18
months, there have been no more than four ballads an
hour on the station and no more than two ballads in
heavy or medium rotation at any given time. And in the
winter Arbitron, WIL was up 5.9-6.8 12-plus, a tie with
its previous 12-plus record.

This is WIL in p.m. drive: Larry Boone, “To Be With
You”; Travis Tritt, “Here’s A Quarter (Call Someone
Who Cares)”; Highway 101, “Walkin’ Talkin’ Cryin’
Barely Beating Broken Heart”; Ricky Van Shelton, “I
Am A Simple Man”; T.G. Sheppard, “Do You Wanna Go
To Heaven”; Mark Chesnutt, “Blame It On Texas”; Paul
Overstreet, “Daddy’s Come Around”’; George Strait, “If
I Know Me”; Lee Greenwood, “Mornin’ Ride”; and the
Forester Sisters, “Men.”

Massie programmed WLLR Davenport, lowa, KFKF
Kansas City, Mo., and WYNK Baton Rouge, La., before
joining WIL in 1987. At the time, WIL, which had been a
Burns-Somerset client in the early '80s, had a 3.4, com-
pared with AM heritage outlet KUSA’s 2.7 and FM rival
WKKX’s 1.9. WIL was “a beautiful music type country
station. We didn’t know how to segue records correctly
and the on-air presentation was liner cards only. The sta-
tion had no contact with listeners and was completely
devoid of emotion.”

It took about nine months to turn that around, Massie
says. “The nice part is that things were so broken that it
was easy to pick something and fix it.” One of his first
moves was hiring former WCAO Baltimore morning
host Debbie Conner, whom he paired several months lat-
er with David Craig. For p.m. drive, he hired market vet-
eran Johnny Rabbitt.

Massie designed WIL's morning show to be warm and
friendly as a deliberate counter to shock-jock Frank O.
Pinion, who jumped from KUSA to WKKX around that
time. He also beefed up WIL’s news on the assumption
that most other stations were conceding the service im-
age to full-service KMOX. Even with WIL’s good book,
Massie thinks that KMOX still got some undeserved
credit for WIL listening and that the station should have
sold the news image even harder.

It was during that period that Massie found himself at
odds with much of the record community. Label people
at the time thought WIL’s consultant, Ed Shane, was
making the music decisions on WIL; Massie now says
that was a belief he perpetuated because it diverted
them and gave him more time to retool the station.

Even now, Massie says, record people are frustrated
by the station’s tempo policy, which meant that “Forev-
er s As Far As I'll Go” had to wait in medium for weeks
until “Unanswered Prayers” played out, and that WIL
was faster on Tricia Yearwood than it was on the last
Strait single.

They’re probably also not fond of the fact that WIL
has backed currents down to about 40% of the mix.
That’s up from a third of the mix last year, but it’s down,
Massie says, from “what Ed Shane calls the period last
summer where we began believing our own press clip-
pings [about country becoming more current-oriented].

“I went away for 10 days. When I came back, I didn’t
recognize my own station and I began pulling things left
and right. We had begun to believe we could play all
these currents and get away with it. We got murdered
last summer because we started believing our own ego.”

WIL doesn’t do callout on current titles, although
Massie uses a “reach and frequency” system—similar
to those used on spots—to help determine when to move
songs through the categories. Despite WIL's tempo poli-
cy, Massie says he avoids songs with a heavy oldies fla-
vor, i.e, T. Graham Brown’s “With This Ring,” to keep
from sounding too much like oldies rival KLOU. That
station, he says, has again been “an incredible pain in
the ass” since PD Doug Wilson took over last year.

WIL'’s biggest sharing stations are KMOX and heri-
tage rocker KSHE. KLOU is third. WKKX is fourth and
shares only 15% of WIL's cume. Massie is somewhat
complimentary about WKKX, especially under former
PD John King, now PD of WSSL Greenville, S.C. In oth-
er markets, he says, WKKX would be successful.
“They’re a good-sounding radio station. I think we just
took all the positions away from them. We put them in
the ‘who cares’ category with the exception of Frank O.
Pinion, who is the only thing they have left.”

WIL skipped its customary “lottery” direct-mail piece
this spring, opting instead for a TV campaign promoting

(Continued on page 54)

CD Storage Cabinet

Are you looking for a
way to store and lock
your valuable CD’s? Our
storage cabinet holds
840 CD’s in their jewel
boxes for immediate ac-
cess to your programmer
or disc jockey. Steel
construction with 3 lock-
a