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Black music notables
get down to business

at Jack The Rapper
Sean Ross reports, page 3

PolyGram cuts prices

on front-line CDs
See page 4

Judge reverses conviction

of Roulette’s Fisher
See page 4
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Music Retailers Earn Triple
A-OK From Lahel Greditors

This story was prepared by Ken
Terry and Irv Lichtman.

NEW YORK Music retail credit is
getting a triple-A rating from la-
bels. Not only are major retail ac-
counts paying their bills on time,
but many are taking advantage of
“anticipatory discounts” currently
offered by CBS and PolyGram, thus
earning 1% discounts on bills paid
within 30 days. This is in addition to
traditional 2% discounts on bills
paid by the 10th of the month.

One major-label credit manager
says his company has not had to
deal with a significant retail insol-
vency in the past two years. The
only cloud on the horizon, he says, is
the leveraged-buyout ‘““‘challenge”
among a few big accounts in which

Proposed Assn.
0f Promoters
Sparks Dehate

BY BRUCE HARING

NEW YORK In the wake of the
summer concert season’s disap-
pointing box-office receipts, several
of the nation’s top concert promot-
ers have formed a national trade or-
ganization aimed at addressing key
issues that affect the promotion
business.

The trade coalition, as yet un-
named, is “basically a formal orga-
nization,” says Jack Boyle, the
group’s spokesman and the head of
Cellar Door Concerts in Washing-
ton, D.C. “The purpose of the group
is to try and find a means for the
common good of our industry.”

Reaction by agents and managers

(Continued on page 82)

“debt has been substituted for equi-
ty.”

Another record cecmpany credit
manager says he is also elated over
the credit situation. Although he
agrees that leveraged buyouts are
of some concern, he adds, “all of
them so far seem to be in good

(Continued on page 81)

WCI, MCA Delighted; Indie Vows Appeal
Judge Quashes Isgro’s Suit

BY DAVE DIMARTING

LOS ANGELES A reversal by a fed-
eral judge here has abruptly derailed
independent promoter Joe Isgro’s $25
million antitrust suit against MCA
Records and the Warner Communica-
tions Inc. group of record labels.

Ruling that she had incorrectly de-
nied previous motions to dismiss the
suit, U.S. District Court Judge Con-
suelo Marshall granted the defen-
dant labels’ motion for summary dis-
missal during a brief hearing Aug.
22.

The dismissal was a significant set-

Labels Plan A Superstar September

BY JEAN ROSENBLUTH

NEW YORK True to form, Sep-
tentber is shaping up to be a banner
month for album releases. New
product is due from three of the hot-
test acts of the decade—Bruce
Springsteen, Bon Jovi, and Phil Col-

lins—as well as a panoply of super-
stars performing in nearly every
musical arena, from country (Ricky
Van Shelton, Willie Nelson, Waylon
Jennings) to metal (Metallica, An-
thrax) to R&B (Anita Baker, Luther
Vandross, George Benson, Jona-
than Butler, Ready For The World)

ADVERTISEMENTS

to classical (the Kronos Quartet).
From somewhere in between come
releases by Night Ranger, Keith
Richards, and Kim Wilde.

Bon Jovi, whose eight-times-plati-
num 1986 album, “Slippery When
Wet,” is tied with “Whitney Hous-

(Continued on page 84)

Easy Fleces

When the chemistry’s right, you know it. Hamish Stuart, Steve
=errone, Anthony Jac«son, and Renee Geyer have combined
zredits that could fill this page, so they know it better than most.
The chemistry couldnt be more right on their single
‘WHENEVER YOU'R= READY" (AM 1241), or on their self-titled
jebut albur EASY PEECES (SP 5201). On A&M Records,
Sompact Discs, and BASF Chrome Tape.

and Records.

GET GREASY!! VERY GREASY, the new album by DAVID
LINDLEY & EL RAYO-X. Smooth music from a sly musical
virtuoso. Featuring ""Never Knew Her,” "Papa Was A Rolling
Stone”” anc Do You Wanna Dance?” VERY GREASY was
produced ty Linda Ronstadt. Don't let it slip by you. Catch "em
on tour now! Hot wax . . .

from Elektra Cassettes, Compact Discs

back for Isgro, whose lawsuit, filed in
April 1986, charged that MCA, the
Warner labels, seven other major la-
bels, and the Recording Industry
Assn. of America had conspired to
put independent promoters out of
business due to escalating costs.
Since then, all defendants named in
the suit, with the exception of MCA
and the Warner group, have reached
out-of-court settlements with Isgro.
“It was a big shock to us,” said Is-
gro’s attorney, Steven J. Cannata,
adding that the arguments raised in
the recent motion to dismiss
matched earlier arguments by the
defendants almost verbatim. ““You
would expect under those circum-
stances that the result would be the
(Continued on page 85)

Al Teller Is
New President
0f MCA Records

BY CHRIS MORRIS

LOS ANGELES Al Teller says he
has “‘a very simple agenda’ in his
new role as president and chief oper-
ating officer of MCA Records and VP
of MCA Inc.

“lI want to pull together the vari-
ous elements of a team and . . . direct
it toward the same objectives and go
out and win,” Teller says. “Get the
best music we can and make it hap-
pen.”

Teller’s appointment as MCA presi-
dent—a move that had been the sub-
ject of industry rumors since he
stepped down as CBS Records presi-
dent in April—was announced Aug.
23 by MCA Music Entertainment

(Continued on page 76)
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1988 POLYGARAM RECORD MC

Produced by: Clive Langer & Alan Winstanley - Management: Robbie Wootton

www americanradiohietorv com

The Album,
**PEOPLE"’,

The Single,
““Don’t Go"’

(886 279-7)

Headline tour begins
September 29
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Rapper Gets Down To Business
Black Music Meet Draws Top Brass

BY SEAN ROSS
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THE WIZARD OF OSLIN

Two years ago, few country music fans had even heard of K.T. Oslin.
This year, the '80s Lady is up for five Country Music Assn. Awards, more
than any other nominee. Randy Travis is next with four, and five artists
have three each. Billboard's GM/Nashville, Gerry Wood, has the com-
plete list of finalists.

Page 33

September Is Horror Video Month

Each week during September, a special horror video column will spot-
light the latest developments in this active genre. This week, Billboard
contributor David Wykoff gives retailers merchandising tips. Page 44

MUSIC DEALERS: BIG GET BIGGER

A six-month update of Billboard's guide to music retail chains shows that
the industry’s two biggest webs—Trans World Music Corp. and The Mu-
sicland Group—have grown the most. Trans World's store count is up by
63, Musicland’s by 16. A team of Billboard staffers updated the chart;
retail editor Geoff Mayfield provides the analysis.

Page 57

All That Free Jazz

Free jazz festivals are becoming the rage in major cities across the U.S.
and in Canada, thanks to the corporations and municipalities that spon-
sor them. The free fests seem to benefit all involved: Record companies
win coveted exposure for artists; retailers profit from walk-in business;

and cities enjoy a boost in tourism. Page 85
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ATLANTA Jack the Rapper’s Fam-
ily Affair—once regarded in the mu-
sic industry primarily as a weekend-
long party for the Deep South—ap-
pears to have become the pre-
eminent black music convention,
judging from the response to this
year’s meeting, held at the Atlanta
Airport Marriott here Aug. 17-21.

As recently as four years ago, the
event did not feature a single semi-
nar; at this year’s 12th annual Family
Affair, business sessions were sur-
prisingly well attended, with key
players from the record and radio in-
dustries much in evidence.

Conservative estimates put Family
Affair attendance at a record 1,700.
None could have disagreed with
WGOK Mobile, Ala., GM Irene Ware
when she told the crowd at Saturday
night’s awards dinner, “We've out-
grown this place.” She certainly
would not have gotten an argument
from those eating dinner in the Mar-
riott'’s foyer and watching the cere-
mony on closed-circuit TV.

Sponsored by R&B trade-sheet
publisher Jack “the Rapper” Gibson,
the Family Affair has traditionally
drawn every black record promoter
in the South along with PDs from
places like Tarboro, N.C., who don’t
usually go to other industry conven-
tions. It’s also been a meeting place
for those who, like Gibson, date back
to the beginnings of black radio.

In the last two to three years, how-
ever, the number of industry nota-
bles has increased sharply on both
the record and radio sides, with a lot
more of the major promotion execu-

o Nelson George wraps up
Jack the Rapper, see page 26.

tives staying the entire weekend in-
stead of one day.

Most of the confab’s big names
would tell you that it was their first
or second Rapper. Most of them also
spoke more favorably of the Family
Affair than of its primary competitor,
the Black Radio Exclusive confer-
ence, held earlier this year in Los An-
geles. One major-label head of R&B
promotion said the BRE event has

lost its credibility, becoming an ex-
cuse only to go to L.A. on vacation. In
contrast, he said, “Jack has a really
positive feeling going this year.”
Some of the Family Affair’s rise in
profile is due to changes made by
Gibson himself. Once known for his
scathing front-page attacks—often
directed at industry blacks who work
for “ofays”—Gibson has reconciled
with many of his old adversaries in
recent years, becoming what one at-
tendee called “the good will ambassa-
(Continued on page 10)

BY CARLOS AGUDELO

NEW YORK The Spanish Broad-
casting System’s plan to put the
first Spanish-language music sta-
tion on the FM dial here hinges on
approval of a transaction that
would total between $55.5 million
and $70 million.

SBS announced Aug. 18 that it
seeks to acquire WEVD-FM from
the Forward Assn. in exchange
for WFAN-AM and cash (Bill-
board, Aug. 27). If the sale re-
ceives approval from the Federal
Communications Commission,
SBS would change WEVD-FM’s
calls to WSKQ. The ethnic and big-
band programming currently on
WEVD-FM would transfer to

SBS Eyes Oct. Sign-On For
N.Y. Spanish-Language FM

50,000-watt WFAN, which would
become WEVD-AM.

In addition to WFAN-AM, the
Forward Assn. would receive at
least $32.5 million in cash over
three years; if SBS stretches the
payments to seven years, the cash
total would become $47 million.

SBS arranged to acquire WFAN
for $23 million from Emmis Broad-
casting earlier this year. Emmis is
required to divest itself of one AM
and one FM station because of its
purchase of NBC’s radio proper-
ties (Billboard, March 5). Those
deals also await FCC approval.

If completed, the transaction
would leave SBS with three AM/
FM combos in three of the nation’s

(Continued on page 76)

Racker Big On Vid Sell-Through, CD/Cassette Singles

Target Upbeat On New Gonfigurations

BY EARL PAIGE

MINNEAPOLIS Boasting that it
now has more sell-through video ti-
tles than “many rental stores have
for rent” as well as a prerecorded-
music mix that includes such lead-
ing-edge formats as cassette and
CD singles, Target predicts its
home-entertainment-software divi-
sion will hit the $150 million sales
mark this year.

These kinds of upbeat numbers

were hailed at the annual conven-
tion of the mass merchandiser’s in-
ternal rack wing, Jeteo, which ser-
vices Target’s 342 units in 27 states.
The meeting was held from Aug. 21-
26 at the new Scanticon Hotel here.

At a midconvention awards night,
Doug Harvey, new Jetco director of
marketing and operations, said Tar-
get’s prerecorded home entertain-
ment sections offer 1,200 home vid-
eo catalog titles ‘““and more than
2,000 in many of our stores.”

NEW YORK Billboard this week
makes two important changes in
the way it publishes charts: The
Top Black Albums chart is ex-
panded to 100 positions, and the
chart of Latin airplay returns on a
biweekly basis. .

The Top Black Albums chart
(see page 27) is expanded by 25 ti-
tles to reflect the depth of sales
for albums that otherwise would
not have visibility on the chart.
The additional titles also make the
chart more diverse; this week, for
example, such disparate artists as
Johnnie Taylor, Kurtis Blow, Patti

Black Album Chart Grows;
Latin Airplay Chart Retumns

Austin, Steve Winwood, and As-
‘wad appear on the new segment of
the chart. »

Although the Top Black Albums
chart has expanded, the method-
ology for compiling the chart re-
mains the same. Each week, 145
retailers provide Billboard with
sales reports for the black albums
chart.

The Latin airplay chart is com-
piled every week but will be pub-
lished biweekly, alternating with
the Top Latin Albums sales chart.
For details, see Latin Notas, page
50.

Although Harvey’s address and
the award presentations—capped
by an appearance by film musical
great Cyd Charisse—put major em-
phasis on video, Harvey also hailed
Target’s progress on the music side
while challenging both music and
video product vendors in an audi-
ence of 300 attendees.

“If singles can be available six
different ways, I don’t see why cas-
sette albums can’t be available two
ways,” he said, urging manufactur-
ers to not consider the 4-by-12-inch
cassette box “a dead issue.” Harvey
even suggested that Target might
accept an extra charge for the box-
es if necessary. ‘“We already pay 15
cents-17 cents for sleeving,” he said,
adding that when product was mer-
chandised in 4-by-12-inch boxes, “we
sold an average of 10%-20% more
units than comparable titles in Nor-
elco boxes.”

Harvey also called for more dis-
play flats of LP covers. “Believe
me, we would not miss a single sale
on LPs if we cut our inventories by
60%, but we do miss sales on cas-
settes because we are forced to
spend needlessly on LPs” for dis-
play purposes, he said.

Harvey also urged labels to “clus-
ter even more releases toward the
end of the month” to key Target
into radio and club play of R&B rec-
ords and to “think more creatively
about the Target Video Network”

(Continued on page 81)
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P’Gram Drops Front-Line GD Prices
Label Follows Trend With New Tiers

BY BRUCE HARING

NEW YORK PolyGram Records
has permanently reduced the price
of most of its front-line pop and jazz
CDs, a move that follows an indus-
try trend spawned last month by
CBS Records (Billboard, July 16).
~ Effective Aug. 25, the bulk of Po-
lyGram’s titles will be going either
to $9.09 or into the $7 special-price
line. There will also be a new price
point of §7.74 for selected develop-
ing artist product. However, the dis-
tributing giant will retain its exist-
ing $10.30 tier for superstar prod-
uct.

Jim Urie, senior VP of marketing,
says the permanent price reductions
stem from good results during an
April discount program. PolyGram
dealt all front-line pop CDs at a 10%
discount in April and has been deal-
ing most of its CDs at 10% or 32%
discounts since the April program’s
end.

Urie said this spring that he did
not necessarily regard the April
program as a prelude to a perma-
nent move.

However, he now says, “The re-
tailer behaved responsibly by pass-
ing along the discounts to the con-
sumer, resulting in more attractive
pricing. We saw dramatic before-
and-after CD percentage increases
on specific titles.”

Urie says CD front-line prices
‘“‘are now where they belong” for
the foreseeable future, particularly

when viewed in the context of the
significant number of available mid-
line titles.

CBS Records permanently low-
ered wholesale prices on most of its
full-line CDs in July, announcing re-
ductions of 12.5%-33% off disks that
previously wholesaled at $10.29.
That move was viewed by dealers as
a harbinger of an industrywide
move to lower CD pricing in the
coming months.

MCA has had an 11% discount on
all of its nonsuperstar front-line
CDs since April. The 90-day pro-
gram was scheduled to end July 4
but was extended through July 22.
In addition, all of MCA’s new re-
leases except for superstar titles
have been released at the lower
price since May. All new MCA CDs
that are counterparts of $8.98 list
LPs and tapes will carry the 11%-off

(Continued on page 81)

NEW YORK Roulette Records
comptroller Howard Fisher’s con-
viction on two counts of federal
conspiracy-to-extort charges has
been overturned, ending two
years of turmoil for the music in-
dustry veteran.

Fisher’s motion for a judgment
of acquittal was granted Aug. 24
by U.S. District Judge Stanley
Brotman, who wrote in his opin-
ion, ‘“The evidence presented by
the government is insufficient as a
matter of law to support the con-
viction of Howard Fisher.”

The judge denied motions for ac-
quittal and for new trials by Rou-
lette president Morris Levy and

Judge OKs Acquittal
Of Roulette’s Fisher

co-defendant Dominick Canterino.
They and Fisher were convicted in
June on two counts each of con-
spiracy to extort money from
Pennsylvania record distributor
John Lamonte in a soured cutout
transaction. Levy’s and Canter-
ino’s sentencings on the charges
are set for Sept. 8.

Brotman ruled Fisher’s conspir-
acy conviction is void because the
government failed to show that
Fisher knew of a plan to use force
to collect a debt.

The opinion states that Fisher’s
position as Roulette comptroller
and his knowledge of the compa-

(Continued on page 82)

Playcount Lets Retailers Charge Per Viewing

Aussie PPT Firm Wooing Vid Vendors Here

BY EARL PAIGE

LOS ANGELES U.S. video retail-
ers are being quietly solicited to test
still another rental-revenue-sharing
plan—Playcount.

Playcount is an Australian-origi-
nated, mechanical pay-per-transac-
tion system that claims to verify
PPT and pay-per-play, which allows
retailers to charge customers for
each viewing.

The Playcount Co. is a joint ven-
ture between the Australian firm
Playcount International Inc., which

owns 51%, and Capital Cities/ABC
Video Enterprises, which owns 49%.
Cap Cities is believed to have ear-
marked $500 million for Playcount’s
development.

The system is reportedly being
tested in several dozen Australian
video retail stores, and there are
plans to begin formal testing in the
U.S. soon. Widespread U.S. adop-
tion of Playcount, if it occurs at all,
is not anticipated until late 1989 or
1990.

At the Video Software Dealers
Assn. convention Aug. 7-11 in Las

BY AL STEWART

NEW YORK Hollywood’s ef-
forts to stamp out video piracy is
being expanded to protect smaller
independent video suppliers—a
sector that has lacked the re-
sources to fight copyright in-
fringement.

The Motion Picture Assn. of
America is recruiting suppliers to
join its newly formed Coalition
Against Video Theft. Members
who pay annual dues, starting at
$500, will have access to MPAA’s
legal and investigative resources
as well as public-relations materi-
als aimed at educating people

MPAA Eyes Indies To Join
Campaign Vs. Vid Pirates

about illegally duplicated video-
cassettes.

The dues are based on a sliding
scale linked to a company’s annual
revenues. The $500 fee applies to
firms with annual revenues of less
than $10 million; companies in the
$10 million-$20 million range pay
up to $1,500 a year.

In the past, MPAA has filed suit
only after identifying bootleg
copies of cassettes marketed by
the eight large studios that make
up the organization. In a member-
ship prospectus for CAVT, the as-
sociation says its efforts “indirect-
ly help everyone in the industry,”

(Continued on page 75)

Vegas, Michael Tarant, Playcount
president/CEQ, touted the system
by saying it offers one item unique
to PPT plans: the Playcount video-
cassette.

It is similar in size and shape to
other VHS tapes and contains a
counter linked to a computer. The
counter features a caliper that de-
termines when the tape has un-
wound or played through 70% of its
length, thereby calculating one
play.

In sharp contrast to other PPT
plans, Playcount is a revenue-shar-
ing system based not on the number
of rental transactions, but on the
number of times a consumer plays
the tape: i.e., pay-per-play.

A random sampling of video re-
tailers at the VSDA convention indi-
cated they were intrigued. Sur-
mised one major dealer: “Their re-
gional rep comes in every Friday
and audits the store’s Playcount
readout. They can charge for every
day a tape sits idle on the shelf too.”

The dealer added: “I hear they're
going to charge $4.95 for the movie,
$1 for each time it goes out, 50 cents
for each play, and 50 cents for each
day it doesn’t go out. They can also
bicycle tapes from store to store be-
cause each copy’s meter is like your
car’s speedometer. You know how
many plays it had at one store, then
the next.”

Tarant insists no U.S. formula
has been set. But he does offer one
possible scenario: The fee Play-
count collects, based on the $4-§5
average rental in Australia, “could

(Continued on page 82)

Vixen Kicks In. EMiI-Manhattan Records signs Los Angeles-based rock band
Vixen. in the foreground, from left, are Sal Licata, president and CEO, EMI-
Manhattan Records; Roxy Petrucci and Share Pederson, Vixen; and Gerry
Griffith, senior VP, A&R, EMI-Manhattan Becords. in the background are Jan
Kuehnemund, left, and Janet Gardner, both of Vixen.

EXEGUTIVE TURNTABLE

BILLBOARD. Michael S. Bernstein is named national advertising director, vid-
eo/pro sound, in the New York office. He was group VP for the Exposition
Division of Cahners Publishing.

RECORD COMPANIES. Alvin N. Teller is named president and chief operating
officer of MCA Records and VP of MCA Inc. in New York. He was presi-
dent of CBS Records (see story, page 1). Roman Marcinkiewicz is promot-
ed to director, national rock promotion, for MCA Records in New York. He

- 3

BERNSTEIN TELLER

URIE

PALMER

was New England regional promotion director for the label.

PolyGram Records in New York makes the following appointments: Jim
Urie, senior VP, marketing; Harry Palmer, VP, A&R; Stephen Pritchitt,
VP, international promotion; Cynthia Lane, manager, international promo-
tion; Lynne B. Lubash, publicist, East Coast; and David Millman, publi-
cist, West Coast. Urie was senior VP, national sales and branch distribu-
tion, and Palmer was senior VP, special markets, both for the label. Prit-
chitt was VP, East Coast, for McGhee Entertainment. Lane was assistant
to the president; Lubash was assistant to the VP, communications; and Mill-
man was coordinator, communications, all for the label. Polydor/London/
Wing & Associated Labels in Los Angeles names John Brodey senior VP,
promotion. He was VP, album promotion, for PolyGram Records. Mercury/

BRODEY

MARTUCCI CATANEO DIAMOND
Atlanta Artists/Tin Pan Apple & Associated Records in New York names
David Leach senior VP, promotion. He was senior VP, promotion, for Poly-
Gram Records.

Columbia Records in New York makes the following appointments: Mi-
chael Martucci, director, adult contemporary promotion; Mary Ellen Ca-
taneo, director, press and public information, East Coast; and Elaine Loca-
telli-Stenmark, associate director, adult contemporary promotion. Mar-
tucci was associate director, adult contemporary, and Cataneo was
associate director, publicity, East Coast, both for the label. Locatelli-Sten-
mark was national promotion administrator for PolyGram Records.

Arista Records in New York appoints Marty Diamond senior director,
artist development and video; Mary L. Moore director, R&B publicity; and
Robbin Washington operations coordinator, R&B department. Diamond
(Continued on page 75)
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Name:

Affiliation:
Address:
City/State/Zip: _

Phone:

How did you hear about us? __

THE 2nd ANNUAL
AMERICAN VIDEO CONFERENCE AND AWARDS

AMERICAN

VIDEO CONFERENCE

The only professional conclave focusing on
special interest video and music video.

Incorporating The 10th Annual Billboard Music Video Conference and Awards

NOVEMBER 9-11, 1988
SPECIAL EVENTS

TWIN KEYNOTES by Jim Jimirro, President and CEO of J2 Communications and Barry Rebo,
President of Rebo High Definition Studio.

FUJI TAPE COMEDY VIDEO LUNCH featuring George Carlin. A special performance for
conference attendees only!

GALA AWARDS BANQUET sponsored by Fuji Photo Film U.S.A,, Inc.
THE PROGRAM

Director’s Craft: Views from the Cutting
Edge

Chartbusters: Special Interest Videos
That Take Off

Sell Through: The Retailer’'s Point of View
Music Video For Sale: The Fourth Con-
figuration

Breaking the Marketing Barrier: Distri-
bution Strategies into the 90’s
Sponsored Tapes: Getting Help from
Madison Avenue and Corporate America
Music on Television: Who's Watching

Duplication, Manufacturing, and Packas-
ing for Profit: The One-Stop Approach
View From the Top

Reconciling Budgets and Production
Values: How to Produce a Quality Video
on a Limited Budget

Air-Check Afternoon

* Kid Vid: The New Wave of Children’s

Entertainment

Sports Video: The Industry’s New National
Pastime

The State of the Arts on Video

For Conference Marketing and Promotional Opportunities, contact:
Peggy Dold, Billboard Magazine, 1515 Broadway, New York, N.Y. 10036, 212-536-5089.

Presented by:
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Tracing Tracy Chapman’s Triumph
Sales Near 2 Million; Audience Growing

BY STEVE GETT

NEW YORK Although Tracy Chap-
man’s self-titled Elektra debut album
hit stores on April Fool’s Day, its sue-
cess is no joke. The album took just
19 weeks to race to No. 1 on the Top
Pop Albums chart (Billboard, Aug.
27), and U.S. sales are fast closing in
on the 2-million-unit mark.

The success of the 24-year-old

Cleveland-born singer/songwriter is
even more remarkable considering
the fact that her folk-based, gimmick-
free music is not standard commer-
cial fare.

Chapman’s rapid breakthrough
can be attributed to a variety of fac-
tors: solid retail support (with heavy
in-store play), widespread exposure
on MTV and other video outlets, over-
whelming eritical acclaim, strong

Pickwick Acquires Assets
Of Moss Music Group Logos

NEW YORK After months of
speculation on the fate of the finan-
cially ailing Moss Music Group, the
company’s assets have been ac-
quired by Pickwick Music Group, a
subsidiary of the recently formed
Pickwick Entertainment (Billboard,
Aug. 13).

According to Jan Weinberg,
chairman of Pickwick Entertain-
ment, MMG’s assets were acquired
from its major secured creditor, be-
lieved to be a bank, which had fore-
closed thereon. The acquisition
price was not disclosed.

The MMG catalog contains more
than 5,000 hours of classical and
crossover music from such labels as

Allegro, Candide, Moss, Vox, and
Vox Box.

Ira Moss, who formed MMG more
than a decade ago after years of as-
sociation with the original Pickwick
organization, will stay on as execu-
tive VP, while Moss’ longtime aide
Gordon Strenger will be VP of
sales/special markets. Moss says a
number of other MMG employees
are being retained.

All of the MMG logos will contin-
ue to release new product on a regu-
lar basis, including a number of ti-
tles making their first appearance
on compact disk.

Before entering the CD arena,

(Continued on page 85)

Gospel Label Readies New Dallas Home

Site Shift Reshuffies Word

NASHVILLE Word Records has re-
assigned duties at its Los Angeles
and Nashville offices and appointed a
new advertising manager for Nash-
ville. The reorganization is part of a
larger move by Word Inc., the parent
company, whose corporate offices
are scheduled to shift from Waco,
Texas, to Dallas in mid-September.

A spokesman for the company
says the reshuffling involves no loss
of jobs at any of the divisions. Word’s
accounting and computer services
have already made the move to Dal-
las. Remaining in Waco will be
Word’s warehousing and customer
service operations and the computer
division for music and books.

Among the changes: Dean Arvid-
son, former northern California sales
rep for Word, has been named direc-
tor of marketing in Los Angeles;
Jack Clark, former marketing assis-

tant, has been made advertising man-
ager and will report to Arvidson; and
Deb Rhodes has been promoted to
general manager of Word’s Los An-
geles operations. She was in the mar-
keting department of Myrrh Rec-
ords, one of Word's labels.

Lynn Nichols continues as VP of
A&R for Myrrh in Los Angeles, and
James Bullard remains as general
manager of Word’s black music divi-
sion there.

New to the Nashville division are
Dan Lynch, marketing manager, and
Gina Binkley, advertising manager.
Lynch had been a radio and retail pro-
moter in Word’s Waco office; Binkley
was an art director at a Nashville ad-
vertising agency.

Barry Landis and Lynn Keesecker
continue in Nashville as director of
marketing and development and di-
rector of A&R, respectively.

7 Nashville Glubs Hosting
Anti-AIDS Benefit Shows

NASHVILLE Seven top music-
showcase clubs here have agreed
tb host a series of concerts to raise
money for the fight against AIDS.
The first show in what is being
dubbed The Season For Caring is
set for Friday (2) at the Cannery
and will feature Aashid and the
African Drum Festival.

Other clubs slated to participate
in the monthlong enterprise are
the Exit Inn, Elliston Square,
Douglas Corner, Sal’s, Urban
Lounge, and Warehouse 28. Acts
are still being booked. Admission

to each concert will be $5. Organiz-
ers of the series are also seeking
sponsorship donations from area
businesses.

AIDS-information tables will be
set up at each concert.

The organizations that will bene-
fit from the concerts are the Van-
derbilt AIDS Project and the Coun-
cil On AIDS Resources, Education,
And Services.

Additional information is avail-
able from Melora Zaner at 615-322-
2252; Steve West, 615-256-6151,
and Regina Gee, 615-298-4691.

word-of-mouth, touring, and multi-
format radio airplay that ultimately
drove the single “Fast Car” to No. 6
on the Hot 100.

“Let the music do the talking—
that’s been our bottom-line ap-
proach,” says Hale Milgrim, Elektra
senior VP of marketing/creative ser-
vices. “This album speaks for itself.
We don’t have to go around hyping
it.”

Phase one of Elektra’s “hype-free”
strategy began in December, when
Chapman was showcased at a WEA
sales managers meeting. “It was the

(Continued on page 84)

Dream Interpretation. CBS Music Publishing signs a longterm co-publishing
agreement with Athens, Ga., group Dreams So Real. Pictured, from left, are
Marcy Drexler, creative director, CBS Music Publishing; Terry Allen, manager,
Dreams So Real; Drew Worsham, Dreams So Real; Harvey Shapiro, executive
VP, CBS Music Publishing; Barry Marler and Trent Allen, Dreams So Real; and
Marisa Sabounghi, director, administration, CBS Music Publishing.

Phil Gollins Is Feelin’

WE’VE HEARD of oldies-but-goodies, but this is
ridiculous: Six of the albums in the top 10 on the Top
Pop Albums chart were released in 1987, and five of
them have been on the survey for more than 50
weeks.

Def Leppard’s “Hysteria,”” which returns to No.
1, has been on the chart for 55 weeks. Guns N’
Roses’ ‘‘Appetite For Destruction,” which inches
back up to No. 3, has been listed for 54 weeks. The
“Dirty Dancing” soundtrack, which dips to No. 9,

has been listed for 51

weeks. But these are all
=
e e

new releases compared
to “Richard Marx” and
Gloria Estefan & Mi-
ami Sound Machine’s
“Let It Loose,” both of
which have been listed
on the chart for 64
weeks. Marx’s album
moves up to No. 8—its
highest ranking to
date—and the Miami
Sound Machine album bounces back up to No. 10. A
sixth album, George Michael’s ‘‘Faith,” has been on
the chart for 42 weeks.

This situation simply hasn’t existed in recent
years. A year ago this week the oldest album in the
top 10—U2’s “The Joshua Tree”—had been listed on
the chart for just 23 weeks. Two years ago the old-
est album—Janet Jackson’s “Control”—had been
listed for 27 weeks. Three years ago one album,
Bruce Springsteen’s “Born In The U.S.A.,”" was in
its 63rd week and another, Bryan Adams’ “Reck-
less,” was in its 41st, but the eight others had been
listed for six months or less.

PHIL COLLINS returns to the chart wars this
week as his remake of the Mindbenders’ “A Groovy
Kind Of Love” blasts onto the Hot 100 at No. 52. The
single is from Collins’ upcoming movie, ‘“‘Buster,” in
which he stars as English train robber Buster Ed-
wards.

This is the second time Collins has had a hit with
an update of a 1966 pop smash. His first, a top 10
single in 1983, was a cover of the Supremes’ ‘“You
Can’t Hurry Love.” That pop classic made No. 1 in
September 1966; “A Groovy Kind Of Love” peaked
at No. 2 that June.

“A Groovy Kind Of Love” was the first smash for
lyricist Carole Bayer Sager, who has gone on to
write numerous top 10 hits with such collaborators
as Melissa Manchester, Albert Hammond, Marvin
Hamlisch, Burt Bacharach, and Neil Diamond.

Coincidentally, a remake of one of Diamond’s old
songs is also streaking up the Hot 100. UB40’s up-
date of “Red Red Wine,” which Diamond took to No.
62 in 1968, leaps to No. 36 this week. The UB40 sin-
gle peaked at No. 84 when it was first released five
years ago.

Album Chart Top 10 Show Signs Of Age:

by Paul Grein

‘Groovy’ On Hot 100

FAST FACTS: Def Leppard’s ‘“‘Hysteria’’ is the
first metal album to have three separate runs at No.
1 on the pop album chart since “Led Zeppelin 11"
bobbed in and out of the top spot in 1969-70. Rick
Jackson of Lincolnville, Maine, adds that “Hyste-
ria”’ is also the first metal album to yield five Hot
100 singles.

Long-awaited albums by Brian Wilson and Patti
Smith, which got off to impressive starts five weeks
ago, drop this week after disappointing runs. Wil-
son’s first solo album
falls to No. 63 after ap-
parently peaking at No.
54; Smith’s first album
in more than nine years
drops to No. 72 after
peaking at No. 65 . . .
But another long-await-
ed album, Little Feat’s
“Let It Roll,” jumps 10
notches to No. 53 in its
third week on the chart.
It's the group’s first stu-
dio album since “Down On The Farm” was released
in late 1979, shortly after the death of group
founder Lowell George.

Taylor Dayne’s “I’ll Always Love You’’ jumps to
No. 10 on the Hot 100, making the budding Arista
star only the third artist to have three singles enter
the top 10 in 1988. The Long Island, N.Y,, native’s
“Tell It To My Heart” made the top 10 in January;
“Prove Your Love” followed suit in April. The only
other artists to enter the top 10 with three hits so far
this year—we’re not counting singles that first
broke into the top 10 in 1987—are George Michael
and Gloria Estefan & Miami Sound Machine.

Jimmy Jam & Terry Lewis have two hits in the
top 10 on the Hot 100 for the second time in less than
two years. The team produced New Edition’s “If It
Isn’t Love,” which jumps to No. 9, and co-produced
George Michael’s “Monkey,” which holds at No. 1.

WE GET LETTERS: David Rosoff of St. Paul,
Minn., notes that “Richard Marx” logged more
weeks on the pop album chart before it finally
cracked the top 10 than any other album of the past
25 years. Marx’s album took 63 weeks to break into
the top 10, topping “Joan Baez In Concert,” which
did the trick in its 61st week in December 1963, and
Deep Purple’s “Machine Head,” which scored in its
60th week in July 1973.

Rich Appel of CBS in New York notes that Bobby
McFerrin’s “Don’t Worry, Be Happy” is the second |
a cappella record to reach the top 15 on the Hot 100
in just over a year. The Nylons’ “Kiss Him Good-
bye” hit No. 12 in August 1987 ... Appel adds that
the Moody Blues are the only act to hit the top 40 in
the summers of 1968 (‘“Tuesday Afternoon”), 1978
(“‘Steppin’ In A Slide Zone’’), and 1988 (‘I Know
You’re Out There Somewhere”).
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AN OPEN LETTER
TO THE INDUSTRY
from

NORBY WALTERS

As many of you know, | have been in the entertainment business for almost 40 years and during
that time I've grown from owning a small jazz club in Brooklyn to heading a firm, headquartered in
New York City, which currently represents over 100 major recording artists.

Several years ago, it came to my attention that sports—Iike the music, television and film indus-
tries—was an aspect of the entertainment business where my firm could successfully direct its pro-
fessional efforts. In the ensuing years, we were successful in obtaining the rights to represent many
college athletes.

As you know, it is not unusual in the entertainment industry that record companies, managers and
booking agencies are frequently called upon to make loans to clients against their future earnings.
We had frequently done that for our music clients; and we offered similar accommodations to our
new sports clients.

We entered into agreements with, and made loans to, many college athletes. in doing so, we be-
lieved completely that our conduct did not violate any state or federal law. And when some of those
athletes refused to honor their obligations to our firm, our attorneys filed lawsuits against those ath-
letes to protect our contractual rights, which we and our attorneys believed to be lawful, binding and
enforceable.

| now understand, however, that by publicly disclosing that our firm had entered into contractual
relations with college athletes, | had breached the unwritten code of silence that apparently exists in
the world of big time sports.

And now the Department of Justice has decided to act as the champion of the NCAA and the
sports establishment, and has filed an indictment against me.

| believe that the charges in this indictment are completely and utterly groundless, and | will vigor-
ously defend myself against these vicious, outrageous and false charges.

To all my friends and artists, | extend my deepest appreciation for the tremendous support many
of you have given me during this most difficult time. | wish you and your families good health and
prosperity in the coming new year.

Sincerely,

Nerdey W

Norby Walters
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Bootleg Tapes Fill A Void

Poor Indie Distribution At Fault

Dear Editor:

We would like to take the opportunity to comment on the article in the July 30
issue of Billboard titled “Bootleg Rap Tapes Rapped By Hip-Hop Executives.”
Though the bootleg tapes mentioned in this article are illegal, as no licensing
fee was paid for the songs on them, their existence and popularity underscore
a number of problems with the dance/rap industry and should come as no sur-
prise to anyone.

In Southern California, these bootlegs provide the public with music they
might not otherwise be able to purchase. The distribution of independent
dance/rap records is extremely poor in this area, and many of them cannot be
purchased without a great deal of searching, if at all.

It seems that the labels, distributors, and many retail people are not doing
their work and the records are not ending up on the racks where they should
be. It is virtually impossible to find records by such quality indies as Fourth
Floor, Wild Pitch, B-Boy, and Big Beat in Southern California, and it is often
easier to find promo copies from some of the larger indies, such as Select and
Sleeping Bag, than it is to find commercial copies. Thus DJs are often the only
ones who can get records, and they can’t advise a consumer as to where to buy
a record they are playing. )

About the only relief from this situation is the availability of these records
as imports, which are infinitely easier to find than are the U.S. versions. Im-
ports often come in the form of a superior remix not available in this country.

This brings us to another attractive point of bootleg compilation tapes. They
often contain remixes of records that are segued together to produce a contin-
uous flow of music, something that is very desirable to the dance/rap consum-
er. Until now, this is something that labels have been slow to exploit, which is
especially surprising in light of the popularity of dance music today.

It seems that this could be a good way for the newer labels to expose their
products to outlets that are album oriented. Remixes would provide a quality
sample of their wares while addressing the needs of consumers by providing
them with a product they can use. This is especially true in the cassette mar-
ket, since cassettes are the preferred configuration for the majority of dance/
rap consumers (DJs excepted). ‘

In addition, there are a growing number of consumers looking for dance
music on CD, and compilations of dance remixes could prove very popular with
them. Since these compilations would be made up of songs available in other
packages, they would help promote the albums from which they are taken,
and the money made on them would be gravy.

In closing, we would like to state that we hope this letter might prod some of
the people who are putting out good music to get their businesses together as
~well. Good records should find their way to retail and then the consumer, not
the other way around. Labels should learn a lesson from the pirates who are
putting out these tapes illegally: They should reduce the demand for bootlegs

P GMMEHI’ARI’”" R A SRS T |

MOR Artists Merit Label, Radio Respect
‘Real’ Acts Have ‘Real’ Fans

Dear Editor:

Martin Braude’s recent Commentary (Billboard, July 30) regarding the
plight of the middle-of-the-road recording artist highlighted the fact that
there is indeed “gold in them thar hills.” Major labels and radio stations
need to realize that the “real” singers who sing the “‘real” songs need to
feed their audiences’ hunger for quality recordings.

As director of public relations for the Society of Singers, a nonprofit,
charitable organization headed by Ginny Mancini, wife of Henry Man-
cini, I am constantly deluged by requests from members who want to
buy new recorded material by these MOR artists. Many of the singing
stars who are actively involved with the Society of Singers have not been
recorded in many years.

While the emphasis in today’s record industry may indeed be on the
youth market, there are over 40 million Americans who would probably
rather listen to a new Tony Martin record than to Terence Trent D’Arby.
Throughout the world, young people like myself (age 30) are putting
away the scratched Led Zeppelin records (although “Black Dog” re-
mains one of my favorites) and turning on to jazz, big band, and MOR
music.

Frank Sinatra records are not just for over-the-hill bobby-soxers to
swoon to! Romance will be what the '90s are all about, and MOR will
emerge victorious. It’s happening now. Rick Astley has recorded a cover
of Nat Cole’s “When I Fall In Love,” and the young people love it. Try
and tell me that is not an MOR gem.

Among the singers I work with in the society are Gogi Grant, Helen
0’Connell, Martin, Bea Wain, Kay Starr, Jerry Vale, Margaret Whiting,
and Fran Warren. These are still excellent singers with strong legions of
fans, both young and old, waiting for new records. Those albums should
be made.

Older Americans will go into a record store if they have a reason to do
so. It's been so long since many of the MOR artists received major air-
play and publicity that the public has lost interest in seeking out their
records.

Perhaps the marketing and distribution plans for MOR product might
have to be different from those employed for current musical trends, but
the audience is definitely out there. When Kay Starr recently performed
for a week at Disneyland, it was marvelous to see that half of her audi-
ence was under 40 and that they were “jamming”’ to “The Wheel Of For-
tune.”

MOR is alive and well in nightclubs around the world, catering to a
mixed audience that yearns for the music of Gershwin, Porter, Kern, and
Mancini. At least when you are in the ‘‘middle of the road,” you can see
what’s coming in both directions.
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MINOR-LEAGUE BALL

I'm angry at label executives who
complain when consumers feel
they’re being cheated by inferior-
sounding CDs or high-priced imports
or totally unavailable disks of classic
recordings.

While it’s wonderful that new mas-
ters have been discovered and/or re-
mixed, it’s imperative that consumers
be informed of 'such upgrading and
that a system for allowing returns of
the earlier CD versions be imple-
mented.

By “cheaping out” and using infe-
rior masters and depriving devoted
listeners of essential liner notes, pho-
tos, and lyric sheets, the mighty ma-
jors are playing minor-league ball.

Robert Silverstein
New York, N.Y.

INVISIBLE PRICE CUTS

The increasing number of Billboard
articles about the ever-dropping
prices of CDs is very interesting to
me. It is of interest to all of us good
and loyal CD buyers; however, this
great ‘“price drop” seems to be some
sort of secret that hasn’t yet been
whispered into the ears of record re-

Gary Sperazza
President
Apollo Records
Buffalo, N.Y.

David Lopatin
Society of Singers
Hollywood, Calif.

tailers.

I find it ever so amusing to encoun-
ter a 20-year-old recording on CD
“budget priced” at $13.99. This is a
bargain? Also, new music on CD that
hasn’t, by the grace of God or radio,
yet found its way to the top 40 is
priced higher ($15.98) than those hot-
selling “reduced-price” hits tagged at
$14.98. It does make one a bit hesi-
tant to peruse new artists at this pric-
ing level.

Please don’t misunderstand: I com-
mend the record companies for low-
ering the prices, but just when does
this price reduction get passed on to
the consumer? CD retail prices have
risen, not declined, in the last few
months. Somewhere, somehow,
someone is getting taken, and me-
thinks it must be the consumer. Get
the prices down to about $10 and
you’ll find CDs will really be blowing
out the door.

Paul Sutherland'

Tri-Star Pictures
Los Angeles, Calif.

BERKE DEFENDS HIS THESIS

Michael Pollack’s open letter to me in
the July 23 issue of Billboard miscon-
strues the thrust of my Commentary
(Billboard, June 4). I did not say that
record companies are evil or that all
record contracts are bad. Instead, I
simply pointed out that on the aver-

age, record contracts are too long,
too confusing and too one-sided.

The fact is that because of the in-
herent inequality between most rec-
ord companies and most artists, rec-
ord contracts tend to be presented
more as commandments from the
mountaintop than as negotiated doc-
uments between parties of relatively
equal bargaining strength.

This view is substantiated by Pol-
lack’s letter. Thus, it is the “astute
artist’s attorney” who knows that the
record company’s enthusiasm is more
important than specific contractual
guarantees and that actions speak
louder than words and are more valu-
able than “paper promises” or “con-
tractual commitments.”

This is fine, but what about the rec-
ord company that just handed the art-
ist a 50-page document (or, in Arista’s
case, 25 pages) full of “paper prom-
ises” and “contractual commitments”
by which the artist must abide? Is the
record company advised to ignore
detrimental contractual provisions
and rely upon the the good will and
team spirit of the artist? Of course
not.

According to Pollack, the record-
company attorney’s job is to commu-
nicate the company’s rationale for
particular provisions to the artist’s
representative in an effective man-
ner. Not to negotiate or listen to the

artist’s perspective, mind you, but
simply to state why things are the
way they are.

I acknowledge that many contract
provisions, including those related to
money (usually of prime importance
to the artist), are always subject to
negotiation. However, many provi-
sions are not (particularly by begin-
ning artists or artists lacking super-
star status). Some of those provi-
sions—such as the ones noted in my
prior Commentary—are simply un-
fair to artists and should be changed.

Due to space limitations, I cannot
respond to Pollack’s letter as fully as
I would like. However, I do take
heart from the fact that Pollack felt
strongly enough about my Commen-
tary to react to it as he did. I hope
that this will prove to be the begin-
ning of a dialog that will result in a
better understanding of this subject
in the record industry.

Jeff Berke
Haines, Russ, McMurry & de Recat
Los Angeles

Articles and letters appearing on
this page serve as a forum for the
expression of views of general in-
terest. Contributions should be
submitted to Ken Terry, Commen-
tary Editor, Billboard, 1515
Broadway, New York, N.Y. 10036.
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BY PETER LUDWIG

NEW YORK The network rating
data from Radar 37 is in, and the
news is that listenership has risen
slightly, the two music-formatted
satellite networks are doing very
well, Westwood One’s adult NBC
Radio Network is showing signs of
turning the corner, and the ABC
Radio Network is still No. 1.
Radar 37 measured estimated
network listenership from May

Music-Formatted Satellit

1987 to April 1988 and showed a 1%
increase in overall listening. The
most dramatic gain came from
Transtar Radio Network, which
rose from eighth to third with a
34% increase in people 12 and old-
er. Satellite Music Network 1 also
did well, posting an increase just
shy of 10%.

Sylvia Hughes, VP/radio re-
search for the CBS Broadcast
Group says, “The book didn’t real-
ly have any surprises. The satellite

RAPPER GETS DOWN TO BUSINESS

(Continued from page 3)

dor of the ‘leisure-time world,”” re-
ferring to Gibson’s well-known appel-
lation for the black music industry.

The other change has been in the
number and quality of the Family Af-
fair's seminars. When newly appoint-
ed WYLD-AM-FM New Orleans GM
Penny Brazile complained that the
banquets and parties were held in
much bigger rooms than the semi-
nars, you could tell that this was also
her first time in attendance. Actually,
this was the hardest-working Family
Affair ever.

This is not to say there was no par-
tying. There was the usual run of la-
bel-sponsored events, some of which

‘Why don’t
they want us
to do news
in urban?’

began at 2 a.m. But somehow there
were enough people up at 10 a.m. the
next morning to fill the sessions.

One thing about Gibson that hasn’t
changed is his weekly urging that
readers ‘“‘stay black ’til we get back.”
That advice also pretty well summed
up the strategy espoused by urban
programmers at the convention’s ra-
dio panels.

“People of different ethnic groups
should not be able to serve our com-
munity better than we can,” said
WRKS New York PD Tony Gray at
Saturday morning’s “Programming
For The Future” panel, moderated by
the Urban Report’s Jerry Boulding.

Gray was referring to the incur-
sion of consultants—most of them
white—over the last five years, both
at urban stations and at their cross-
over competitors. That topic, proba-
bly the panel’s hottest, came when
WGCI-AM-FM Chicago PD Sonny
Taylor castigated consultants who
are “doing formats they’ve never had
any experience in” and who “don’t
live the lives of our {listeners.]”

“I've been at five pop stations—I
was MD at two of them—but pop sta-
tions would never consider me as a
consultant,” said Taylor. “I wanted
to do a minute of news at noon and 6
p.m. I had a consultant tell me that
wasn’t necessary. Consultants are
coming in and telling you not to in-
form your people. Other formats still
do news, so why don’t they want us
to do it in urban?”

As those comments suggest, the
panel’s view of the radio marketplace
often bordered on conspiracy theory.
Just as the Harvard Report had sug-

gested that major labels had colluded
to drive black independent labels out
of business, it was felt that many of
those now tied to the format have
sought to destroy black radio by ho-
mogenizing it. Keyed to this was the
lack of strong DJs, once a tradition in
black radio.

“The term ‘more music, less talk’ is
an insult,” said Bob Law, host of the
National Black Network’s “Night
Talk” program. “ ‘More music, less
talk’ equals ‘more music, less think-
ing,’ because they’re saying that you
can't think.”

“We've gotten to the point where
there’s [WBLS New York morning
man] Ken ‘Spider’ Webb, there’s me,
and there’s a couple of other guys
reading liner cards,” said KKDA-FM
Dallas/WGCI-FM Chicago’s Tom
Joyner.

Ironically, both Joyner and morn-
ing counterpart Doug Banks had re-
cently signed multiyear, multimillion-
dollar deals with WGCI. That, accord-
ing to Sunny Joe White, PD at top 40
WXKS-FM Boston, was also one of
the reasons that station owners (who
also came under heavy fire during
the panel) don’t want major stars in
the format.

“We have allowed top 40 to just
come in and walk on our personality
territory,” said White, who also re-
ceived strong audience support when
he said that urban radio is too orient-
ed toward 18-34-year-olds and not
musically diverse. “How many of us
play Solomon Burke? We've forgot-
ten some of our own roots. Even
‘Wise Guy’ had two Otis Redding
songs in it the other night—it’s time
to do something different.”

“[Former WBLS PD] Frankie
Crocker taught me how to care for
our music—which is our black heri-
tage,” said Webb, who urged greater
education for urban jocks so they
could mix eras and genres. “We're
black people, we know our music.
We're going to have a computer tell
us we can't play Sarah Vaughan and
Michael Jackson together?”

There were a couple of ironies in
the “back to black” theme that pre-
vailed at the radio panels. One was
the admiration expressed by many
PDs for WZGC “Z93,” a Jerry Clifton
client that admits to playing only
crossover music. With a few excep-
tions, it was Z93 and not more tradi-
tional urban WVEE “V103”—which
has thus far fended off Z93 to remain
the market’s No. 1 overall station—
that dominated private discussions
among radio people.

The other irony was that much of
the appeal for urban radio to become

(Continued on page 15)

networks went up, but they're still
in a building mode and the increase
was to be expected.”

Both satellite companies recent-
ly signed sales agreements with
established networks. Transtar
linked with United Stations last
fall, and SMN followed shortly af-
ter by signing its inventory over to
the ABC Radio Network’s sales
force. Both US and ABC also in-
vested in their respective pro-

gramming networks, and the new
alliances have given both services
added strength.

Radar 37 showed ABC on top
once again. The ABC Information
Network was first among listeners
12 and older; the ABC Entertain-
ment Network ranked second.
Rounding out the top 10, in de-
scending order, are third-place
Transtar, Westwood One’s adult
Mutual Network, the ABC/Con-

e Nets Win Big In Radars

temporary network, the adult CBS
Radio Network, WW1’s young-
adult Source, WW1’s adult NBC
Radio Network, ABC’s Rock net-
work, and ABC/FM.

A look at ABC’s research break-
down shows that the ABC/SMN
combination commanded 49% of
the network audience for listeners
12 and older. The rest of the 12-

(Continued on page 17)

HADIO LISA, Lee Abrams’ more mainstream version
of the Satellite Music Network’s Z-Rock format, has
been a hot rumor for months. Now comes the news that
Radio Lisa will be Z-Rock as Abrams becomes the hard-
network’s managing director. Abrams remains based in
Atlanta, where he will also handle his new group PD du-
ties for Shamrock Communications.

Abrams began talking to SMN when his contract with
Bob Pittman’s Quantum Media expired. Comparing the
few hard-rock outlets that now exist to the early pro-
gressive stations, Abrams

Lisa Put To Rest As Abrams Cops A Z:
Wave Loses Miami, Adds New Tokyo FM

million U.S. annually, and Imura hopes to match that in
five years with a starting monthly gross of $5 million.

PROGRAMMING DEPARTMENT: Todd Fisher, OM
at KZZP Phoenix, Ariz., is the new PD at top 40 WKTI
Milwaukee, replacing Tim Fox. Look for Fisher—who
previously programmed KFIV Modesto, Calif.—at
WKTI in mid-September ... Terry Hickman was the
PD at adult alternative WXDJ Miami before it picked up
Satellite Music Network’s Wave format. Now he’s PD

hopes to “refocus” metal
in the same way the early
Superstars format made
its music more main-
stream.

Is the hard-rock format
easy to streamline? Con-
sider WSOU South Or-
ange, N.J., the college sta-
tion whose metal ban in

JOX

again, and WXDJ is going
to live announcers, includ-
ing local veterans Jim
Kelly and Stu Grant, on
Thursday (1). GM Tony
Novia did not want to wait
for SMN’s new more-fore-
ground approach to take
effect and wanted more lo-
calized music.

Ken Carson, new PD of

April received nationwide
press. WSOU lifted its
ban on certain artists long enough to count down its top
89.5 songs for a birthday fund-raiser recently. Its No. 1
song, “Fade To Black” by Metallica, is still forbidden, as
are three others in the top 10. One WSOU contributor
was author Stephen King, who pledged $500.

Expect another odd countdown on Labor Day when
WZLX Boston’s Barry Scott plays back his fourth an-
nual “Lost 458" survey. A lot of the hits on Scott’s Sun-
day night show are “jukebox from hell” titles—“Billy
Don't Be A Hero” takes No. 1 from “Seasons In The
Sun” this year, for example. But “Lost 45s” is growing
its own hits, not all of them silly (for example, “Nothing
But A Heartache” by the Flirtations is No. 10 this year).
It’s also worth noting that since “Lost 45s” debuted on
college radio, there are now '80s oldies that nobody
plays either; this year, Chilliwack’s “My Girl (Gone Gone
Gone)” makes the top 100 at No. 47.

TOKYO GETS A SECOND commercial FM on Oct. 1
when 490 companies put the new JOAV “FM Ja-
pan”/“J-Wave” on the air. Fumihiko Imura is in as VP
of programming for FM Japan’s decidedly U.S. mixture
of jazz, pop, and new age. Imura was PD at JOAU “FM
Tokyo,” Tokyo’s only other commercial FM. He says the
new station will be Japan’s first music-intensive FM.
Most Japanese radio is informational, and Imura will
have to test the government’s programming guidelines
to put as much music on the air as possible.

FM Japan has hired Wave format co-creator Frank
Cody as a research/marketing consultant. Cody/Leach
Broadcast Architecture will provide 20 hours of Wave-
like programming each week, similar to the Wave for-
mat here. This programming will be produced at WNUA
Chicago and shipped to Japan on DAT. FM Japan will
also start off carrying three hours of Westwood One
syndicated programming, four hours of KQMQ Honolu-
lu, and a few other U.S. shows.

One FM and four commercial AMs- serve the 36 mil-
lion people in Tokyo’s radio market. In the 30 years since
Tokyo’s first FM, there have been 490 new license appli-
cations; it took the consortium of 490 pulling together to
make FM Japan happen. FM Tokyo grosses about $125

by Sean Ross and Yvonne Olson

album WPHD Buffalo,
N.Y,, grew up in Washing-
ton, D.C,, listening to WPHD GM Harv Moore, then on
WPGC. Carson has been PD at top 40 KHTZ Reno,
Nev., and album WHJY Providence, R.I. With album
competition expected from cross-town WRLT, Carson is
still formulating his game plan but says that WPHD has
not gone classic rock as rumored. He also needs an MD.

Longtime top 40 KFMY “K96” Provo, Utah, goes to
Transtar’s Oldies Channel and new calls KZOL. Randy
Holman, OM at cross-town KTKK, comes on as OM; PD
E. Curtis Johnson leaves, as does approximately half
the staff. Meanwhile, at Transtar’s Niche 29, new affili-
ates include KZAN Salt Lake City and KLZI Boise, Ida-
ho ... KIIS-FM Los Angeles MD Jack Silver is now
spending all his time as producer for Rick Dees’ morn-
ing and syndicated shows; no new MD has been named
yet.

Several major markets add new Spanish-language
outlets. AC KWPL McKinney, Texas, becomes the new
FM sister to KSSA Dallas; KSSA-FM will broadcast Ca-
dena Radio Central’s satellite format to the North Dal-
las area. Meanwhile, AC KLOK San Jose, Calif., keeps
its calls but becomes ‘“Radio Reloj,” AM sister of
KBRG. And country KBUG-AM San Antonio, Texas, be-
comes Tejano outlet KXTN.

Curt Spain is promoted from MD to PD at KJYO
“KJ103” Oklahoma City; p.m. driver J.D. Stewart adds
MD duties. Night jock Michael Blake has left ... Urban
WDAO Dayton, Ohio, PD Lankford Stephens heads to
p.m. drive at urban WZAK Cleveland. He won’t be re-
placed in Dayton; those duties will go to GM Jim John-
son and broadcast manager Joyce Herring ... Jerry
Lousteau, PD of KHFI Austin, Texas, is the new PD at
WCAT “Y106” Orlando, Fla. Former PD Dennis Reese
says he can’t announce his plans yet.

PD Eileen Griffin leaves AC WMAL Washington,
D.C.; neither her new plans nor her replacement is
known ... Adult alternative KNUA Seattle PD Mau-
reen Matthews leaves for air work with Transtar ...
Tony Brown is out as PD of urban WYLD-FM New Or-
leans . . . George Oliva is the new PD at n/t KFBK Sac-
ramento, Calif; he once programmed WERE Cleveland.
(Continued on page 15)
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Hear .
New Frontier.

Meet New Frantier,a raats-inspired rack and roll band with
starytelling sangs that cut deep to the heart of Americo. Their
smaldering first single, "Under Fire,’ is the third callobaration of
Bernie Taupin and Martin Page, the incredibly successful sangwriting
team whose first two efforts, “We Built This City" and “These Dreams,’
went ta #1.The single gets added heat fram producer Richie Zito
(who went to #1 himself recently with Cheap Trick’s “The Flame"’)
and mixer Scott Litt, R.EM.'s producer

Mika Records praudly presents New Frantier's debut album, o
callection of songs worth explaring

PRODUCED BY RICHIE ZITO
Also produced by Phil Katfel
Management: Robbie Randall
NEW FRONTIER New Frontier Mika/Polydor 835 695-1
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While Mika Records proudly introduces Deon Estus on record this SPELL

summer, George Michael introduces this exciting new performer

on stage to packed houses on The Faith Tour. And it's double duty e

for Deon. First...he and his group open the show.Then...Deon =
F o\

plays bass in George's band as he has done since the early days
with Wham!

This year you will hear a lot about Deon Estus and his debut album
Spell. The first single, “Me or the Rumours,’ co-produced by Jellybean,
is already pulsating in the dance clubs, and is a strong contender
at urban radio

PRODUCED BY CAMPSIE / McFARLANE, DAVID Z, GEORGE MICHAEL, JELLYBEAN
Maonogement Negus-Fancey Co Ltd
DEON ESTUS Spell Mika/Polydar 835 713-1

MIKA &
RECOCRD S Vea

8800 Sunset Boulevard, Suite 401, Los Angeles, CA 90069 Tel.: 213-657-1776  Fax: 213-657-4561 Telex: 4900001145
2 Elgin Mews North, London W9, England Tel.: 01-625-9347  Fax: 01-328-4247
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Dolby SR. Throughout the world. D DOIby®SR

100 Potrero Avenue, San Francisco, CA 94103-4813, Phone 415-558-0200, Telex 34409, Facsimile 415-863-1373. 346 Clapham Road, London SW 9AP Phone 01-720-1111, H
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(Continued from page 10)
WQXI-AM Atlanta drops oldies

Padilla lands his first PD job . ..

man joins Buzz Bowman in morn-

FOR WEEK ENDING SEPTEMBER 3, 1988
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to simuleast its FM. Despite WQXI-  Tim Wall is the new PD at country ings. MD Frank Dawkins and APD s |3 Compiled from national album rock
FM'’s decision to let Russ Davis join  KKIX “Kix 104” Fayetteville, Ark.  Michael Lynn have left, the latter | o | 5¥ | 0 | vS | TITLE radio airplay reports. ARTIST
WQCD New York as MD, GM Jerry for urban WMYK Norfolk, Va. .. T4 | <2 | S8 | £5 | LaBEL & NUMBER/DISTRIBUTING LABEL
Blum still says there will be no deci- PEOPLE: Lots of action in the Tony Perkins replaces John Mar- *h NO.1 % %
sion on the future of Davis’ “Jazz  morning-sidekick department this shall at top 40 WTHT Portland, HATE TO LOSE YOUR LOVIN' LITTLE FEAT
Flavors” before new PD Jan Jef- week. Perhaps the most bizarre sto- Maine. Ken Casey joins as morning 1 | 1 | 1 | 6 | wasnergrosiecur 3 weeks at No. One
fri:s arrives . . . 1nlcliainappli? ﬁni{ly ;g 01; g]:'lt JYe;gical;) hHahn is Y;]'(;J[ning co-XosZ e 2 2 2 | 12 wggyﬁ&ggcm STARTED VAN HALEN
gets a commercial classical outlet - “Y95” Phoenix’s Y-Morn- t - - reen- 5
next month when WGRT-FM ing Zoo. PD Jay Stevens says that ville, S.C., p.m. driver John Lan- 3 (N ERA 2 | EONERFULSTURF VTR TS G ES
boosts its signal and becomes Hahn’s visit to the show worked out  drum adds APD duties ... Album 4 6 9 6. DON'T BE AFRAID OF THE DARK ROBERT CRAY
WSYW. Dick Bailey is aboard from  so well that she’s now part of the KNX-FM Los Angeles production MERCURMICRCUT/EOLYGRAM
KING-FM Seattle as classical five-person team. Meanwhile, Jim director Doug Brown heads foran [(5)| 12 | 19 | 10 DONTATOUKNOWIWHATIILE BIGHT S WILRTee
group PD for Universal Broadcast- Riehle, best known as Bill Tan- as-yet-unspecified crosstown job. 6 | 3 | 4 | o | CANTGETOVERYOU GREGG ALLMAN
ing. ner’s morning sidekick at WHYI ~KNX-FM also needs a PD, ND, a.m. EPIC LPCUT/EPA.
Country WTVR-FM Richmond, Miami, becomes the new zoo part- driver, and promotions director. 7] 5 | 3| 10| HOLDING ON STEVE WINWOOD
Va., returns to easy listening after ner at top 40 WRBQ Tampa, Fla. -
five years, WTVR-AM remains And at urban WKYS Washington, GONFERENCE CALLS: The sec- DS 5 [ MUNOTYOURMAN TOMMYCONWELL/YOUNGRUMBLERS
country; PD Mike Allen stays on producer/stand-up comic Tony Per- ond annual U.K./U.S. Radio Pro- @ 14 | 14| 5 | DONTBECRUEL CHEAP TRICK
for now . .. Newly signed-on KCHX  kins comes on the air, joining a.m. gramming Conference happens out- ERIC 34 07oentre
“Foxy 106.7” Midland/Odessa, Tex- driver Donnie Simpson. side London Sept. 29; call 212-976- 10| 10| 10| 11 | DANCEONMYOWN ROBERT PLANT
as, is urban under consultant Kim At top 40 WWHT ‘‘Hot 94"’ 0700 ... The National Assn. of 1|11 | 11| 12 | COMMONGROUND RHYTHM CORPS
Travis; Wichita, Kan., veteran Phil  Charleston, S.C., owner C.J. Bow- Black-Owned Broadcasters holds a BASHANS,077 S VER )
three-day broa%gggh_mgg)ageg%lt @) v | 5| ¢ | W0z 1 rouveram DEF LEPPARD
conference in ington, D.C., OVSTER CULT
Sept. 14-17; call 202-463-8970. 3|15 |16 | 6 | ENNonoNy BLUE T
Assist . Line this col w | 9 | 8 | 13| SWEETCHILDO'MINE GUNS N' ROSES
ssistance in compiling this col-
umn was provided by Peter Lud- |15 | 16 | 21 | 5 SUPERSTITIOUS ELRORE
wig and Sharon Broyde. 0 | 20| 4 ﬂﬂ,&ﬁ;géogaus APART INXS
e _17— 7 | 5 | 10 | SMPLYIRRESISTIBLE ROBERT PALMER
JACK THE RAPPER ALL FIRED UP ~ PAT BENATAR
(Continued from page 10) 18 | 8 | 6 | 10| cumsalsaszes
21 | 25 | 7 | BRING ME SOME WATER MELISSA ETHERIDGE
Programmers discuss the week’s new releases. blacker came from a white consul- SLAND 799287 /ATLATS,
tant, Dean Landsman, who organized @] & o] 31| NOSMOKE WITHOUT AFIRE BAD COMPANY
TﬂP 40 the convention’s other major radio @ » | 38 | 3 TRUE LOVE o GLENN FREY
Phil Collins is an “obvious” add at KIVA “Power 105" Albuquerque, programming panel. Landsman told mealss363
N.M., according to GM/PD Howard Johnson, who is playing the drum- how his client, WFXC Durham, N.C, |(Z2)| 2 | 28 | 6 | BACKTOTHECAVE EUESIAQIRD
mer’s remake of “Groovy Kind Of Love” (Atlantic) as well as Midnight had scored a major comeback this % | 22 | 26 | 6 | TALKIN'BOUT A REVOLUTION TRACY CHAPMAN
Oil's “The Dead Heart” (Columbia) and UB40’s ‘“‘Red Red Wine” year by calling itself “black by popu- ELEKTRA LP CUT
(A&M). Of UB40, Johnson says, “It locks like they’re going all the way lar demand” and “ ‘the Triangle’s 29 | 37 | 3 | LETITROLL LITTLE FEAT
this time.” Getting “incredible requests” on Power 105 is the Escape original black station.” What can the CONDENE M ARLON BRANDO NG
Club’s “Wild Wild West” (Atlantic). And “bringing back a classic, a nice competition do when you say that?” BIERENERR:
update for the ’80s,” is Kylie Minogue with her remake of “The Loco- he asked. “They certainly can’t come % | 18 | 12 | 10 | BELIEVEINLOVE SCORPIONS
motion” (Geffen). back and say they’re the blacker sta- MLRCURYB70 S50 FOL ST
tion.” # % % POWER TRACK & % &
ALB“'M HBCK Landsman warned the audience |@D| 48 | — | 3 U N JE TN FINS L B TRRORE AR
Rockin’ every which way is WCCC Hartford, Conn., MD Joe Marino, that recent research at his stations i THE ONLY ONE JIMMY PAGE
who adds Robert Palmer’s Gap Band cover, “Early In The Morning,” shows that Lionel Richie and Whit- GERRENILRICUT;
(EMI-Manhattan). As a fan of Woody Guthrie’s and Leadbelly’s, he also ney Houston are “no longer strong 2 | 20 | 20| 14 | WHENITSLOVE VAN HALEN
puts on U2's “Jesus Christ” (Columbia) from the “Folkways” tribute artists’” among black listeners. He :
album. “It’s got the signature U2 guitar,” he says. “You have to listen; it also discussed the phenomenon of 3 | & ] 4 H’I»\crti?csuggpmﬂ RADIO e SELIAE
just envelocpes you.” In heavy after one week is David D}:ew’s “Safety “paycheck records”: songs thlazt sell 31 | 27 | 15 | g | PERFECT WORLD HUEY LEWIS & THE NEWS
Love” (MCA), which Marino calls “my favorite track on the album. This well, but only every other week.
shows his expertise with his own songs.” And “already platinum—what A heavily attended Friday-morning 32 | % 131 |16 k&%’é,?”‘ CLIUILLeS) B St T A Gl
more can you say?—is Cinderella’s ‘Don’t Know What You’ve Got (Til panel on the legal aspects of the rec- % % * FLASHMAKER & # %
It’s Gone)’ ” (Mercury). He calls John Hiatt's “Slow Turning” (A&M) “a ord and radio industry discussed such @ NEW)D | | DONTKNOW WHAT YOU GOT CINDERELLA
brilliant piece of work” and says Patti Smith’s “Up There, Down There” topics as Federal Communications L LT ZE R A L -
(Arista) “should have been the first cut—it better showcases her talents.” Commission regulations and personal |G| a1 | — | 2 | RONTCO . roLveram AOULJO I U
Marino also has high praise for Buekwheat Zydeco’s Derek & the Domi- contracts. Among the information FALLEN ANGEL POISON
noes cover, “Why Does Love Got To Be So Bad” (Island), featuring presented was the fact that even @ S I 3 ENIGMA 44191/CAPITOL
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BLACK/ UHBAN Apollo Theater in New York were un- ¥ Lol | THEDEAD HERRT MIDNIGHT OIL
“It’s the hottest song we've got right now,” says KDKO Denver PD der exclusive contract to the theater s | _ | o | FOREVERYOUNG ROD STEWART
Danny Harris of Jamm’s “So Fine” (Epic). The “medium up-tempo for 245 days. WARNER BROST7:2717.96
groove got immediate phones as soon as it went on—a lot of adults and, “Twenty years ago there was no NEWD | 1 | DONTPASS MEBY GEORGIA SATELLITES
of course, lots of teens.” Also hot on the phones is Ready For The World’s such thing as a contract in black ra- VOODOO THING COLIN JAMES
“My Girly” (MCA); Harris says many listeners think the song is by Jesse dio,” said R&R urban editor Walt NEWD ! VIRGINLP CUT
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