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Despite Hits, Video Dealers Does ‘African-American’ Strike A Musical Note?
Trade Debates Black Terminology

Not Sold OE

BY AL STEWART

NEW YORK The extraordinary
sales numbers being racked up by
three new longform music videos are
not enough to convince most video
specialty dealers that the category in
general is ready to take off.

Dealers and distributors, of course,
are aware of the trio’s success: Mi-
chael Jackson’s ‘“Moonwalker” has
shipped a record-shattering 700,000
units; the new video anthology by
Bruce Springsteen is closing in on the
340,000 mark; and the U2 movie “Rat-
tle And Hum” has prebooked more
than 350,000 units. While those fig-
ures dwarf the sales of every long-
form music video released in the past
five years, specialty dealers and vid-
eo distributors polled by Billboard

Album Radio PDs
Mull Hard Rock’s
Role On Top 40

~ BY TERRY WOOD

LOS ANGELES Album rock PDs
are concerned about the amount of
hard rock on top 40 stations and espe-
cially about the new handful of hard
rock/top 40 hybrid stations. But it is
unlikely that those concerns will
widely alter the format’s overall poli-
cy of the last few years, which has
been to focus on 25-54-year-old listen-
ers.

That was the overall message at
the sixth annual programming/man-
agement conference held here Feb. &
11 by the Pollack Media Group, one
of the four major album rock consul-
tancies that has held or will hold cli-
ent conventions between February

(Continued on page 80)

Music Titles

agree that these concurrent success-
es have resulted from three popular
acts releasing videos at about the
same time, rather than a resurgence
of interest in music video.

“I don’t think these three videos
will change anything,” says Glenn
Greene, president of Video Trend

(Continued on page 77)

This story was prepared by Dave
DiMartino and David Nathan.

LOS ANGELES Two recent, seem-
ingly unrelated events have ignited
serious music industry discussion
about the meaning, accuracy, and ul-
timate validity of the term “black mu-
sic” as it is currently being used.

The discussion has been spurred by
the Rev. Jesse Jackson's well-publi-
cized campaign to spread the use of
the term “African-American.” For
the music industry, the budding con-
troversy was brought into focus by
George Michael’s victory Jan. 30 in
the favorite-soul/R&B-vocalist cate-
gory at the 16th Annual American

Interactive Phone-Ins Excite Marketers

This story was prepared by Bruce
Haring and Peter Luduwig.

NEW YORK The telephone may be-
come a major marketing tool for the
music and home video industries dur-
ing the next year, expanding upon
the possibilities hinted at by 900-num-

PAUL LAURENCE FEJ\Jo]

THE MAN BEHIND THE HITS is Freddie Jackson, Evelyn King,
Melba Moore, Kashif, Meli'sa Morgan, Stephanie Mills and Lillo
Thomas, IS NOW THE MAN IN FRONT OF THEM. PAUL
LAURENCE saves a little magic for himself on his new album
UNDEREXPOSED, featuring the hit single “Make My Baby

Happy.” On Capitol.

ber information lines.

Nationwide interactive telephon-
ing, announced late last year by
AT&T and now available through
other long-distance carriers, will de-
but nationwide this spring. A techno-
logical advance over previous 900 in-
formation lines, the new system will

ADVERTISEMENTS

MAC AND ME
A mysterious alien creature has accidentally landed on
Earth. He's lost, frightened and in desperate need of a
friend. Luckily for him, he's about to find one
AVAILABLE ON VIDEOCASSETTE

Order Cut Off Date: March 14 Street Date: March 30
From Orion Home Video

allow callers to interact with record-
ed messages or have live operator
contact.

Among the marketing possibilities
afforded by the interactive system
are sweepstakes contests, personal
contact with artists for randomly cho-

(Continued on page 83)

Music Awards—at the expense of
such contenders as Michael Jackson,
Al B. Sure!, and Bobby Brown.

At the heart of the matter is what
some music industry executives sim-
ply term “semantics”; that is, what
some labels now call their black mu-
sic divisions, others call R&B or ur-
ban, while still others use a combina-
tion of the three terms.

Yet several black executives have
expressed dissatisfaction with exist-
ing jargon, one pointing out that the
term “R&B” sounds slightly dated in
1989, another wondering if the vague
“urban” is a help or a hindrance or in
fact has any real meaning.

Further, while some say Michael’s
status as the No. 1 soul/R&B vocalist
at the American Music Awards show

(Continued on page 82)

Diana Ross Back
At Motown With
Stake In Label

BY CHRIS MORRIS

LOS ANGELES As anticipated by
many in the music industry, Diana
Ross is coming home to Motown Ree-
ords—but, unexpectedly, she is re-
turning as an equity partner, with a
financial stake in the label that
brought her fame.

Motown president Jheryl Busby
told Billboard that Ross’ deal with
the company will partially fulfill the
20% minority-ownership clause stipu-
lated by founder Berry Gordy when
he sold the label to MCA Records and
investment group Boston Ventures
last year.

Busby also hinted that another an-
nouncement regarding new minority

(Continued on page 50)
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Produced by Bjorn Nessjoe for Necessary Productions
Management: Freefall Talent Group

On Mercury Compact Discs, Chrome Cassettes and Records.

Out of the box

with sales over 100,000!
TNT explodes

with the first single,
“Tonight I'm Falling,”
from the Ip,
“Intuition.”

Watch for a dynamite tour!

©1989 PolyGram Records, Inc. ;’df_'_aﬂ* @
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Nielsen Plans To Use 2,500 Homes As Sample

Home Vid Ratings Look Like A Go

BY KEN TERRY
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DEF LEPPARD UPS THE VALUE OF METAL

Polygram Records is putting more stock in metal after the enormous
success of Def Leppard. The group’s fourth album, “Hysteria,” has be-
come the top-selling metal album ever, launching five top 20 singles that
landed on both album rock and top 40 playlists. Associate editor Melinda
Newman traces the group'’s rise.

A&M'’s Inside Story
Billboard associate editor Chris Morris recently went One To One with
Steve Ralbovsky, senior VP of A&R for A&M Records. Their talk turned
up news of new A&M acts and the label’s A&R objectives.

Page 6

Page 30

SPOTLIGHT ON FITNESS & SPORTS VIDEO

In 1989, high-profile titles, imaginative in-store merchandising, and ex-
panded alternative distribution should boost seli-through prospects for
the already lucrative field of fitness, health, and sports video. Billboard
contributor Chris McGowan reports.

Follows page 44

Helping Hand Helps Vid Biz
Video retailers looking to increase their business might want to look at
increasing their aisle width. That's just one suggestion offered by Lou
Berg, president of the Video Software Dealers Assn., who says that inad-
equate handicapped access may be driving potential customers away.
Billboard reporter Bruce Haring has the whole story.
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NEW YORK Nielsen Media Re-
search has decided to go ahead with
its home video ratings service after a
fourth-quarter test that some suppli-
ers say has yielded credible data.

“Based on what we have so far, it
would be extremely unlikely for us
not to proceed,” says Paul Lind-
strom, VP/product manager for Niel-
sen. “What we're shooting for is a
start date for an ongoing service in
September.”

The Nielsen Home Video Index,
which measures viewership of video-
cassettes, was originally scheduled
for a first-quarter launch (Billboard,
Aug. 13), so the new timetable repre-
sents a delay. In addition, the project-
ed sample size for the index has been
scaled down from 4,000 people-meter
homes (Nielsen’s total sample for TV
ratings) to 2,500 homes, of which only
half have been equipped so far.

Nevertheless, Lindstrom says, “In
general, everyone has been quite
happy with [the test]. Nielsen is ex-

BY STEVEN DUPLER

NEW YORK At least three of the:
five Grammy nominees for rap art-
ist of the year are boycotting the
awards ceremony Wednesday (22)
in Los Angeles, because the new
category is not going to be included
in the live awards telecast.
Although none of the acts plans
to decline the award, representa-
tives of D.J. Jazzy Jeff & the Fresh
Prince, L.L. Cool J, and Sait-N-Pepa
say the artists will not participate in
the Grammy awards proceedings.
As for the other two nominees, a
spokesman for Kool Moe Dee says
the rapper will dttend and present
the award for best male R&B artist;
J.J. Fad’s management could not be

3 Rap Acts Rap Grammys
In Wake Of Telecast Cut

reached, but the group is expected
to attend, according to NARAS, the
recording academy.

The Grammy organizers’ position
is that there are 76 awards catego-
ries and that not all of them can
possibly be aired within the allotted
television time. Some of the awards
presentations are instead pretaped
prior to the actual live show and are
not included in the telecast.

Bill Adler of Rush Artist Man-
agement, which represents L.L.
Cool J and D.J. Jazzy Jeff & the
Fresh Prince, says his two acts de-
cided to boycott the Grammys
“when it became clear how little re-
gard the Grammys have for this art
form.”

(Continued on page 80)

tremely happy. The data is consistent
with what we would have expected.”

He explains that the ratio between
the number of homes in the video
sample and Nielsen’s total sample re-
flects the VCR penetration rate, ap-
proximately 60% in the U.S. Even
with the lower number of house-
holds, all of which he expects will be
on line by September, it should be
possible to measure accurately the
viewership of many B titles, he says.

Although the service is six months
away from its official launch and a
number of questions need to be an-
swered about methodology, Nielsen
already has furnished information on
specific titles to several suppliers.
While it has been limiting the number
of movies on the service to two per
manufacturer, “as of now, we’ll be
telling them to add titles as required,
within limited parameters,” says
Lindstrom.

“Titles with street dates after
March will be on [the system] be-
cause people want to track them.
March is where we’ll be digging in
full-scale.”

With all of the majors involved, per
Lindstrom, Nielsen is now tracking
20 titles and will be adding “a couple
every week” until it has 35-40 movies
on the system. The firm plans to fol-
low the progress of each title for one
year and is promising suppliers week-
ly and year-to-date figures.

The fourth-quarter test of the vid-
eo index involved about 25 titles from
the industry’s top suppliers, includ-
ing such items as “Broadcast News”
(CBS/Fox), “The Last Emperor”
(Nelson), and “Midnight Crossing”

(Continued on page 73)

WEA Int’l Bullish On Pacific Rim Biz

LONDON The improved prospects
for music trade in the once piracy-rid-
den Pacific Rim territories is reflect-
ed in WEA International’s upbeat re-
port on its 1988 results.

Of prime importance is the compa-
ny’s recent marketplace entry into
South Korea, the fastest-growing
economy in the Far East and a nation
in line to become Asia’s second larg-
est market after Japan.

Says Keith Bruce, VP of Asian Pa-
cific region: “Our entry also under-
lines our continued commitment to
the development of legitimate record-
ed music commerce in the region as a
whole. Hopefully, the establishment
of major companies, in concert with
the local industry and the efforts of
the IFP], will eventually accomplish
the complete eradication of piracy.”

Chairman and CEO Ramon Lopez
identifies the Pacific Rim as an im-
portant factor in the company’s 23%
gain in net music revenues achieved
during 1988 and proof of the
strengthening of WEA Internation-
al’s global organization. This is a key
contribution to the overall bright
showing of Warner Communications
Inc.’s music and publishing units in
198%, with profits of $319 million on
revenues of $2.04 billion.

“1988 was a year of outstanding
breakthroughs,” says Lopez, “not
only in the marketing of talent like
Tracy Chapman, a-Ha, Fleetwood
Mac, and Debbie Gibson internation-
ally, but also in the development of
new artists like the U.K.’s Tanita Ti-
karam and Enya.”

Bruce notes that in markets that
have recently achieved copyright pro-
tection, WEA International is experi-
encing ‘“‘a significant turnaround.”
For example, last year net revenue
was up 82% in Malaysia and 29% in
Singapore.

Here is a rundown of WEA activi-
ties in several developing markets:

¢ In South Korea, I1.C. Khang has
been named president and represen-
tative director of WEA's new compa-
ny, which started trading Jan. 1.
Khang, previously with Seoul Rec-
ords, reports to Southeast Asia re-
gional MD Paul Ewing, and will initi-

ate WEA’s involvement in the acqui-
sition, recording, and development of
domestic repertoire, which comprises
70% of the Korean market.

Says Ewing: “The local recording
scene is extensive and very exciting.
For international artists, we are a
stop-off point for promotional and
concert tours which route through
Japan or Australia.”

WEA International was previously
represented in Korea for 12 years by
the Oasis Record Co., which Bruce
describes as “an outstanding licensee
who will continue to associate with us

(Continued on page 73)

BY BILL SILVERMAN

PHILADELPHIA 1In its first
move into U.S. record retailing, gi-
ant U.K. merchant W.H. Smith has
agreed to purchase the 19-store
Wee Three record chain, based
here.

W.H. Smith’s outlets include
more than 300 Our Price record
stores in England, as well as more
than 300 airport newsstands and
200 bookstores in North America.
The 197-year-old company’s move
into the U.S. music retailing scene

Brit Merchant W.H. Smith
Buys Philly Music Chain

had been anticipated.

“This is a way to put our toe in
the water and see if we can do
something with the record business
in North America,” says Bruce
Reed, who has headed Smith’s 38-
year-old Toronto-based office for
the past eight years.

The price paid for Wee Three was
not disclosed. President Howard
Rosen declined comment.

According to Reed, a closing is
anticipated in late March or early
April, after which the present Wee

(Continued on page 7.3)
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Oscar Films Are Late Video Arrivals
Music Category Snubs ‘Kokomo’

This story prepared by Jim McCul-
laugh and Paul Grein.

LOS ANGELES Don’t look for a
major windfall for home video from
this year’s Oscars: The films that
dominate the 61st annual Academy
Awards nominations are not expect-
ed to arrive on cassette until the sec-
ond half of the year, long after the
March 29 awards telecast.

“Rain Man,” which leads all films
with eight nominations, is expected to
be a major Christmas release for
MGM/UA Home Video. The film
topped the $100 million mark at the
box office earlier this month. “Dan-
gerous Liaisons” and “Mississippi
Burning,” which are tied for second
with seven nominations each, are ex-
pected in late summer on Warner
Home Video and Orion Home Video,
respectively.

The big surprise in the music nomi-
nations was the failure of the Beach
Boys’ “Kokomo’ to make the best
song finals. The No. 1 single from the
smash “Cocktail” soundtrack had
been widely expected to win the Os-
car.

Instead, the best-song finalists are
“Two Hearts,” Phil Collins’ No. 1 hit
from the “Buster” soundtrack on At-
lantic; “Let The River Run,” Carly Si-
mon’s current single from the
“Working Girl” soundtrack on Aris-
ta; and “Calling You,” a song by Bob
Telson from the “Bagdad Cafe”
soundtrack on Great Jones/Island.

The decision by the music branch
of the academy to cut the number of
best-song nominees from five to

three this year—because of a dearth
of entries—apparently cost “Koko-
mo” the Oscar. The nominations are
decided by the music branch, but the
awards are voted on by the entire
academy membership, which would
likely have responded to the Beach
Boys’ smash the same way it reacted
to movie themes by two other long-
time hit makers, Stevie Wonder (who
won in 1985) and Lionel Richie (the
winner in 1986).

“Working Girl” and “Who Framed
Roger Rabbit,” which drew six nomi-
nations each, are also due on home

video in the second half of 1989. CBS/
Fox Video and Walt Disney Home
Video, respectively, have the rights.
Industry insiders speculate that Dis-
ney may market ‘“‘Rabbit”’—which
was last year’s biggest box-office hit
at $152 million—as a sell-through
Christmas title. MCA Home Video
employed that strategy with great
success last Christmas with another
family favorite, “E.T. The Extra-Ter-
restrial.”
“Gorillas In The Mist,” which re-
ceived five nominations, will be the
(Continued on page 77)

BY BiLL HOLLAND

WASHINGTON In a dramatic vid-
eo retailing development, Block-
buster Entertainment last week
hired one of the kingpins of Erol’s
Inc.’s management, Ron Castell.
The move comes only two months
after Blockbuster announced it was
moving into the mid-Atlantic area
to take on Erol’s head-to-head and
opened a store in nearby Alexan-
dria, Va.

The hiring of Castell as Block-
buster’s senior VP of program-
ming, communications, and devel-
opment also comes only three

Erol’s Ron Gastell Defects
To Blockbuster As New VP

months after the departure of an-
other member of Erol's top man-
agement team. Dick Kerin, who
was VP of the firm’s video clubs
and an executive since 1983, left the
firm after discussions with compa-
ny founder Erol Onaran.

Erol’s, which has 185 stores
throughout the mid-Atlantic and
the Midwest, underwent a manage-
ment restructuring a year ago, with
Castell and Kerin each taking top
spots.

Since that time, Castell, who be-
came VP of marketing and mer-
chandising, had emerged as the

(Continued on page 80)

Proposed Suit Would Address Constitutional Questions

Obscenity Law May Spark Legal Response

BY BILL HOLLAND

WASHINGTON A D.C. law firm re-
tained by U.S. magazine distributors
and videotape duplicators is working
on a preemptive legal strike against
the new federal obscenity law.

While little is being said on the rec-
ord, sources say that the law firm of
Jenner & Block has already finished
a draft complaint to be filed with the
Justice Department. It attacks the
controversial record-keeping and for-
feiture provisions of the Child Protec-

tion and Obscenity Enforcement Act,
signed into law late last year (Bill-
board, Dec. 3), which critics say
threatens legitimate businesses.

The draft complaint has been circu-
lated for comment and approval to
the Recording Industry Assn. of
America and the Video Software
Dealers Assn., among others. None
of the trade groups has yet backed
the complaint. Both the RIAA and
VSDA have contacted their member-
ship about the dangers still present in
sections of the law and have said the

BY GEOFF MAYFIELD

NEW YORK Camelot Music has
strengthened its position in the
Northwest with the acquisition of
10 Tape Town stores, all located in
the state of Washington. Terms of
the assets-only purchase were not
disclosed.

The deal, which closed Feb. 14,
only increases Camelot’s store
count in the Portland/Seattle corri-
dor by six, because it has already
closed four of the 10 stores. Inven-
tory from the closed outlets is being
redistributed among Camelot
stores.

Camelot Adds Tape Town
To Northwest Territory

Seattle-based Tape Town remains
in business, but the company will
now concentrate on running free-
standing and strip-center locations.
The sale of the mall-store package
leaves the web with eight outlets.
Tape Town president Ken Brillhart
says one new store will open soon,
with another planned before year’s
end.

The Tape Town deal and the re-
cent opening of two new stores
boosts the number of Camelot sites
in the Seattle/Portland corridor to
11. The chain began opening stores
in Washington and Oregon in Octo-

(Continued on page 73)

law, as written, poses constitutional
questions.

The complaint, to be filed as a law-
suit when completed, will “hammer
hard” at the provisions of the law, ac-
cording to one source, and will ad-
dress the constitutional questions
and the “chilling effect” of their im-
plementation.

Also to be addressed is the highly
criticized definition provision, the so-
called “engaged in the business” sec-
tion.

The reason for the swift action,
says another source, is to “nip this
thing in the bud. A lot of the act is in
effect now, and it’s important for
there to be an action to enjoin before
application of the act.”

David Ogden of Jenner & Block
says there is “very little” he can say
on the record about the complaint. At
this point, he adds, “Nothing official
is going on.” He declines to name the
businesses that have come forward
as plaintiffs.

However, another source says that
the law firm is already “investigating
the possibility of a lawsuit over cer-
tain sections of the act.”

VSDA lobbyist Burt Wides says he
knows about the draft and adds that
“it’s one of our options, joining at
some point, or filing something our-
selves. It’s conceivable we might en-
ter.” Jay Berman, RIAA president,
says that “there might have been a
draft circulating here, but there’s
nothing we’ve signed onto at this
point.”

Deon’s Duet. Mika/Polydor artist Deon Estus, right, rehearses with Columbia
artist George Michael for Estus’ upcoming single, ““Heaven Help Me.”

EXECUTIVE TURNTABLE

RECORD COMPANIES. MCA Records in New York appoints Randy Hock VP,
promotion, East Coast, and Juanita K. Stephens VP, press and artist develop-
ment, East Coast. They were, respectively, VP of rock promotion and director
of publicity and artist development, East Coast, both for the label.

Chris Jonz is named national promotion director, jazz & progressive music,
and Craig Neely is named black music promotion manager, Northwest, for
Warner Bros. in Los Angeles. They were, respectively, head of independent
marketing and promotion firm the Christopher Co. and Northwest promotion
manager for Arista Records.

Christina Anthony is appointed national promotion director, AC, new age
and jazz, for Geffen Records in Los Angeles. She was associate director of
album rock promotion for the label.

Arista Records in New York promotes Mark Rizzo to national director, AC

HOCK

JONZ ANTHONY RIZZO
promotion, and appoints Brooke Wentz manager, A&R administration. They
were, respectively, manager of AC promotion for the label and development
consultant for the New Music Distribution Service.

Intersound Internatlonal in Atlanta appomts George Jackson Eastern

WOMACK

McKELLEN WILLMS PORTNOW

tively, with RCA Records and GM for Great American Music.

PUBLISHING. MCA Music Publishing in New York promotes John McKellen to
executive VP, business affairs and administration, and Rick Shoemaker to
senior VP, creative affairs. They were, respectively, senior VP and VP, cre-
ative affairs, both for the company.

BMI in New York appoints Fredric J. Willms VP, finance/chief financial
officer. He was in senior finance and management for Capitol-EMI Music and
regional representative for the company.

RELATED FIELDS. Steve A. Womack is named VP/GM for the Jim Owens Com-
panies in Nashville. He was executive VP/GM for Act 11 Entertainment.
Zomba Enterprises Inc. in Los Angeles names Neil Portnow VP, West
Coast operations. He was VP of A&R for RCA Records.
Robert V. Wray 11 is named senior VP, marketing and sales, U.S. consum-
er media, for Philips and Du Pont Optical in New York. He was national sales
manager, professional video and CD-ROM, for the company.

oVIDED PEOPLE on the move, see page 47
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Note from
JERRY ADE

siness know, for the past seventeen years | have

As most of you in the music bu
GT!), one of the largest independent

been a partner in General Talent International (
booking agencies in the world.
| now have formed my own company,
almost 150 recording artists.
As always, our main objective is 10 hel
personal attention, and by exploring eve
tainment industry.
| intend to operate in the grand traditi
look forward to the continuing friends
given me in the past. Being an indepen

FAMOUS ARTISTS AGENCY, representing

p develop the careers of our clients with
ry opportunity, in all aspects of the enter-

on of being an independent company, and
hip and support, that so many of you have
dent, gives us freedom of mobility, to quickly
turn direction for an artist, if and when the moment dictates. We are not encum-
bered by the massive hierarchy of the majors, where decisions are made by com-
mittee and at a snails pace. FAMOUS ARTISTS is geared for quick, decisive
moves, by keeping up with the pulse of the market.
So, if you haven't done business with us before, callo
you...and if you're one of our hundreds of friends, ...ca
think, and what your needs are.

r fax—we'd love to hear from
I, and tet us know what you

And while we're work

ing together, let’s hope we all have some fun.

Sincerely,

,%/%7
Jerry Ade
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A
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PolyGram Launches 7th ‘Hysteria’ Single

Def Lep Breaks Ground For Metal

BY MELINDA NEWMAN

NEW YORK As PolyGram launches
“Rocket,” the seventh single from
Def Leppard’s multiplatinum “Hyste-
ria,”’ the enormous success of the al-
bum—and its five top 20 singles—has
caused the label to re-evaluate its
metal efforts.

“You bet this is going to change
how we market metal bands,” says
product manager Steve Kleinberg.
“With the success of Def Leppard,
we can go to CHR with a certain
amount of confidence with a record
that has guitars—not just with bal-
lads. [A metal group] that was an al-
bum band can now become a singles
band. We're able to put out 300,000
singles for each Def Leppard tune
and sell them.”

Def Leppard’s fourth album is now

approaching the 10-million-unit sales
mark domestically, making it one of
PolyGram’s best sellers and the top-
selling metal album ever. Though the
label will not release any official fig-
ures, estimates are that the album
has grossed $70 million for the com-
pany. At 79 weeks on the Billboard
Top Pop Albums chart, “Hysteria” is
the fourth-longest-charting album
ever.

With its previous album, “Pyroma-
nia,” certified at seven times plati-
num, Def Leppard has become the
only act to ever sell more than 7 mil-
lion copies of two albums back to
back in the U.S.

Def Leppard is not alone in its top
40 radio breakthrough. Such pop-met-
al bands as Bon Jovi, Whitesnake,
Guns N’ Roses, and Poison have also
scored big hits on that format. What

Michael Jackson Galls It
Ouits With Manager Dileo

LOS ANGELES In an unanticipated
move, Michael Jackson has parted
company with Frank Dileo, his man-
ager of five years.

A curt statement issued Feb. 13 by
Jackson’s publicist read, “Michael
Jackson and Frank Dileo have an-
nounced an amicable parting. Jack-
son said, ‘I thank Frank for his con-
tribution on my behalf during the
past several years.””

A formal statement from the Di-
Leo office Feb. 14 read, “Michael
Jackson and Frank Dileo have come
to an amicable parting. Mr. DiLeo
said that he is ‘very thankful to have
had the opportunity to work with the
greatest entertainer of our time, Mi-

chael Jackson.” Their working rela-
tionship ends on a high note, follow-
ing the completion of Michael Jack-
son’s history-setting World Tour and
the success of the record-breaking
‘Bad’ album.

“Mr. DiLeo looks forward to pur-
suing new projects of interest in the
future.”

DiLeo’s personal assistant said
that the manager would have no oth-
er comment at this time.

A spokesman for Epic Records,
Jackson’s label, said only, ‘It would
be inappropriate for us to comment
since artist/management relation-
ships traditionally fall outside the

(Continued on page 7'3)

Extended Wings Inc. Flies

Sets Role In Music-Oriented Films

BY CHRIS MORRIS

LOS ANGELES Former Columbia
Pictures music marketing exec Tom
Andrews has formed Extended
Wings Inc., a service organization
based here that will act primarily as a
middleman between film production
companies and studios and record la-
bels in the rollout of music-oriented
movies.

One of Extended Wings' first cli-
ents is New Visions Pictures, the pro-
duction arm for producer/director
Taylor Hackford. New Visions, which
includes noted music supervisor Joel

Sill among its principals, has signed a
five-picture pact with Andrews’ com-
pany.

The deal reunites Hackford, who
produced and directed the box-office
hits “Against All Odds,” “White
Nights,” and “La Bamba” at Colum-
bia, with Andrews, who acted as cre-
ative director for music and market-
ing at the studio. Among the other
hits Andrews marketed for Columbia
were “School Daze,” “Stand By Me,”
and “Ghostbusters.”

The first New Visions release will
be the Robert Wise-directed feature

(Continued on page 73)

Pangaea, Ex-Prez Swap Suits

BY MELINDA NEWMAN

NEW YORK Calling the dismissal
of and subsequent lawsuit filed by
Pangaea Records president and A&R
director Christine Reed “a minor hic-
cup,” label co-founder and I.R.S.
chairman Miles Copeland pledges
that the troubled alternative jazz la-
bel will survive, if not prosper.

Reed filed a $1 million suit in New
York’s Supreme Court charging Pan-
gaea Records and Copeland with
breach-of-contract for firing her with-

out “justifiable cause,” as well as
making it impossible for her to per-
form her job by failing to provide the
$450,000 contractually stipulated for
the yearly operation of the fledgling
company. She is also charging Pan-
gaea with violating her common
stock agreement with the company,
as well as charging Copeland with
making “numerous malicious state-
ments about Reed and her profes-
sional capabilities.”
Sting, the label’s co-founder, is not
(Continued on page 72)

is significant about Def Leppard is
the faect that it is the first metal
group to garner as many pop radio
hits off one album as mainstream su-
perstars like George Michael, Whit-
ney Houston, and Michael Jackson.
“We’ve had a lot of success with
crossing over heavy metal bands, but
this has taught us there are no lim-
its,” says Jim Urie, PolyGram’s se-
nior VP of marketing. “After the
phenomenal success of Bon Jovi’s
‘Slippery When Wet,” no one thought
(Continued on page 83)

Golden Girls. EMI act Vixen receives gold certification for its self-titled debut
album. Pictured, from left, are Ron Urban, senior VP/GM, EMI; Jack Satter, VP,
promotion, EMI; Roxy Petrucci, Vixen; Sal Licata, president and CEO, EMI;
Share Pederson, Vixen; Gerry Griffith, senior VP of A&R, EMI; Jan Kuehnemund,
Vixen; Jim Fifield, president and chief operating officer, EMI Music Worldwide;
and Janet Gardner, Vixen.

HOY ORBISON’s “Mystery Girl” vaults to No. 15
in its second week on the Top Pop Albums chart, two
months after the rock legend died of a heart attack.
The album is expected to soar into the top 10 next
week, where it will join Orbison’s “Traveling Wil-
burys” collaboration, which is still going strong in
its fifth week at No. 3.

In addition, Orbison’s “You Got It"" single jumps
to No. 33 on the Hot 100. It’s all but certain to be-
come his first top 20 hit since the classic “Oh, Pretty
Woman’'' topped the

chart in 1964. “You Got
It”’—which Orbison
wrote with fellow Wil-
burys Jeff Lynne and
Tom Petty—also jumps
to No. 39 on the Hot
Country Singles chart.
Sean Ross, Billboard’s
radio editor, notes that
the hit is the first single
to go top 40 on both the
pop and country charts
since Restless Heart’s “I’ll Still Be Loving You” in
1987,

ELVIS COSTELLO’s “Spike” is the top new entry
on the pop albums chart at No. 98. It’s Costello’s
first album for Warner Bros., following a decade-
long association with Columbia in which he had
steady but unspectacular success. Costello’s first 10
studio albums for Columbia all reached the top 50,
but none climbed higher than No. 10. That was the
peak reached by “Armed Forces” in 1980.

Costello isn’t the first major artist to shift from
Columbia to archrival Warner Bros. Paul Simon
made the move in 1980, debuting with the so-so hit
“One Trick Pony’’ and then floundering with
“Hearts And Bones” before hitting a career peak
with “Graceland.” Chicago came back from the
dead with its 1982 debut for Warner Bros.” Full
Moon subsidiary and went through the roof with its
1984 follow-up. Aerosmith did unimpressively with
its 1985 Geffen debut, “Done With Mirrors,” but
had a blockbuster with “Permanent Vacation” in
1987

Several key acts have moved in the opposite direc-
tion, shifting from Warner Bros. to Columbia,
James Taylor made the jump in 1977, landing a
smash the first time out with “JT.”” And Earth,
Wind & Fire only became stars after their 1972 shift
from Warner to Columbia.

NEW ALBUMS by three developing artists explode
in their second week on the pop albums chart, be-
coming the acts’ highest-charting releases to date
Tesla’s “The Great Radio Controversy” vaults from
No. 83 to No. 28, the Replacements’ “'Don’t Tell A

by Paul Grein

Orbison Records Travel Up The Charts;
Costello’s 1st WB Album Enters Top 100

Soul’ leaps from No. 150 to No. 72, and Lyle Lo-
vett’s “Lyle Lovett And His Large Band” jumps
from No. 111 to No. 88.

The Tesla album has already topped the No. 32
peak of its 1987 debut, “Mechanical Resonance.”
The Replacements’ album is way out in front of the
band’s two previous albums for Sire. ““Tim,” the
Minneapolis-based group’s critically hailed Sire de-
but, peaked at No. 183 in 1986; ‘“Pleased To Meet
Me” reached No. 131 the following year. Lovett’s

e . previous best mark was
with ‘“Pontiac,” which
peaked at No. 117 in
April,

Also exploding in its
second week is Tone
Loc’s ‘‘Loc-Ed After
Dark,”” which vaults
from No. 69 to No. 25.

F AST FACTS: Writers/
producers L.A. Reid and
Babyface have five singles in the top 40 of this
week’s Hot 100. The list is led by Sheena Easton’s
“The Lover In Me,” which jumps to No. 4—becom-
ing her highest-charting solo hit since 1981. The
team also did the honors on hits by Bobby Brown,
the Boys, and Karyn White, who has two singles in
the top 40. L.A. and Babyface are managed by Mi-
chael Lippman & Rob Kahane, whose various cli-
ents produced and/or wrote 17 singles on this
week’s Hot 100. One of the hottest is Deon Estus’
“Heaven Help Me,” which enters the chart at No.
67. The song is the first release on Lippman & Ka-
hane’s new PolyGram-distributed Mika label. Estus
has long played bass behind Lippman & Kahane’s
top star, George Michael, who produced and co-
wrote the new single,

Rod Stewart’s ‘“‘My Heart Can’t Tell You No”
jumps to No. 18 on the Hot 100, becoming the third
top 20 hit from his platinum album “Out Of Order."
It’s Stewart’s first album to generate three top 20
hits ... And I.R.S.’ Fine Young Cannibals land
their first top 40 single as ““She Drives Me Crazy”
jumps to No. 39

WE GET LETTERS: Rich Appel of CBS in New
York notes that ‘“‘Dreamin’ ”’/‘“Dreaming” is the
most popular song title of the past 10 years
Vanessa Williams and John Schneider have both
had Hot 100 hits titled “Dreamin’ ”’; Blondie, CIliff
Richard, and OMD have charted with hits titled
“Dreaming.” Appel adds that three top 40 hits in
less than a year have mentioned TV shows in their
lyrics. Was (Not Was)’s “Walk The Dinosaur” men-
tions “Miami Vice,” the Jets’ “Rocket 2 U” cited
“All My Children,” and the Art Of Noise featuring
Tom Jones’ “Kiss’™ mentioned *“Dynasty’”’

6
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RoBYN 4hTeHcocK ‘v the EAYPTIAN
QUEEN #£L/i .

[SP 5241}

Because the future doesn’t come around

Robyn Hitchcock’s last album Globe of Frogs National tour with R.EM. in March:

took him to #1 on alternative charts everyWhere Liegile Gastlane; LouisVitte Kedtuths
R e Southern Illinois University, Carbondale, Illinois
and sold over 100,000 copies, opening the door Arena, St. Louis, Missouri
Kemper Arena, Kansas City, Missouri
to wider success for bands usually found on Rosemont, Chicago, llinois
Hawkeye Arena, lowa City, lowa
h 1 Met Center, Minneapolis, Minnesota
college charts 10 Civic Coliseum, Omaha, Nebraska
13 Oakland Coliseum, Oakland, California
2 . 3 15 The Forum, Los Angeles, California
With Q'leen EIVIS, RObyn HltChCOCk 8095' 18 Arizona State University, Phoenix, Arizona
. 20 TBA, San Antonio, Texas
through that door himself. 21 Frank Erwin Center, Austin, Texas
22 Reunion Room, Dallas, Texas
23 TBA, Houston, Texas

Producers: Robyn Hitchcock/Andy Metcalfe EATUR IN 4 "MAD .

Management: John Lay

©1989 A&M Records, Inc. All'Rights reserved.
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Editorial

Stations Sans Song IDs Must Face The Music

AF'I‘ER YEARS of downplaying the music indus-
try’s concerns about back- and front-announcing
of songs, radio stations are finally being forced to
confront the wishes of their own listeners. In-
store petitions signed by consumers will be pre-
sented to radio decision makers in an increasing
number of markets as the year goes on, and those
who ignore their listeners’ wishes will do so at
their own risk.

According to a 1988 study commissioned by the
Recording Industry Assn. of America, consumers
overwhelmingly desire song identifications on ra-
dio. Yet, radio programmers on stations that rare-
ly back-announce records could dismiss that study
as a self-interested project paid for by the record
companies.

But it is not so easy for them to reject the 10,000

signatures gathered by Flipside Records and sev-
eral other chains in the Chicago area; already, one
top 40 outlet in the Windy City has agreed to em-
phasize the backselling of new records for at least
six weeks after they're added.

Similarly, the MCA-inspired effort by St. Louis-
area retailers to gather 15,000 signatures on song
ID petitions this month will put on the spot those
St. Louis stations that do not currently identify
songs.

In a metropolitan area populated by millions of
people, 10,000 or 15,000 petitioners may not seem
to have much power. When one regards these lis-
teners, however, as only a sample of the popula-
tion—and a sample that is unusually interested in
music—it becomes clear that these petition drives
can have a real effect on radio PDs’ thinking.

While MCA is the only major label that has tak-

en direct action so far on back-announcing, a Jan.
23 meeting of RIAA officials with top executives
of 16 labels promises much greater involvement in
this area. With the National Assn. of Recording
Merchandisers also expected to roll out a national
campaign, it is clear that radio will soon be facing
a full-scale industry initiative.

Perhaps it is time for the National Assn. of
Broadcasters to re-examine its decision not to take
a leadership role on music identification. And it is
certainly past time for radio PDs to rethink their
philosophies of “more music, less talk” even at the
cost of cutting off listeners from vital information
about the artists and the songs they’re airing. The
internal debate at these stations should shift from
whether song IDs are good policy to how they can
best be introduced.

(Continued on page 72)
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Retailers Deserve Better Treatment

VIDEO SUPPLIERS SLIGHT BEST CUSTOMERS

BY BRAD BURNSIDE

Editor’s note: Following are a re-
tailer’s musings on manufacturers’
sell-through policies as they apply
to video specialty stores and mass
merchandisers. It is written in the
Jorm of an “open letter to a philan-
dering lover.”

Dear Supplier:

We need each other. For better or
worse, specialty video retailers and
program suppliers were made for one
another, even if our relationship
seems stormy at times.

Maybe you're still upset about the
first-sale doctrine, but that’s ancient
history. It was also long ago that you
warned us about sell-through, that
you'd find somebody else who could
satisfy your needs. We were slow to
catch on, and by the time we did,
you'd wooed and won the mass mer-
chants. We know you’ll continue see-
ing them, but we forgive your little
fling. (Imagine what it must be like to
wake up next to Sam Walton with a
splitting headache of returns.) You
overindulged and got a little greedy,
and it has left a bad taste in the con-
sumer’s mouth.

Retail customers don’t understand
why the drugstore chain has your
products out before we can provide
them. The consumer knows what a
loss leader is, but can’t figure out
why all of your sell-through titles are
priced 30% lower at Discount Ware-

they get from Cheapskate Foods.
With your roving eye, you'll proba-
bly always be looking for new out-
lets, even if it means opening your
own. We can accept that. You must
know that mass merchants don'’t real-
ly care the way we do; they’ll love

‘Who took care
of you all year
and bought those
costly rental titles?’

Brad Burnside is ouwner of three Video
Adventure retail outlets in the Chicago

area.

house Barn. They must think that
cassettes have hefty profit margins
and specialists are gouging them or
that maybe we aren’t buying right.
In any case, even your most carefully
produced and beautifully packaged
programs are worth a lot less in the
public’s mind after the treatment

you and leave you for the next hot
item to come along. But we're still
here, and it’s time for some honesty
in our relationship. You want to help
us learn to sell, yet you undermine
that effort with programs that allow
less dependable partners to disrupt
the marketplace.

Who took care of you all year long,
supported the value of your product,
and bought those expensive rental ti-
tles? Who gave our customers knowl-
edgeable sales help and vast selection
in an expensive, dedicated environ-
ment just to have you go on a co-op
advertising binge with cardboard
dump boxes and pimply checkout
clerks at year’s end? In the long run,
you can't have it both ways.

You claim that the steep discount-
ing is out of your control and, any-
way, we should be more creative with
merchandising and promotion in-
stead of focusing on price. That's
good advice, but it's awfully hard to
promote our way past a 10-point defi-
cit. Has your infatuation with big
numbers prompted a “functional dis-
count” for disfunctional accounts
who use price as their sole lure to
consumers? We can both be more
creative.

It's time we all bought from the
same price sheet. Over in the book
business, the Federal Trade Commis-
sion is pursuing retailer complaints
that publishing companies gave na-
tional chains an additional discount
that was never offered to smaller in-

(Continued on page 72)
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NEW FACES, PLEASE!

I am writing in response to the
American Music Awards nomina-
tions (Billboard, Jan. 7).

I'm British and have lived here
two years now, but I still do not un-
derstand how the nominees are cho-
sen. Why is it that in some catego-
ries, the same people are chosen
year after year, while more talented
or deserving artists are ignored?

Take the pop/rock category, for
example: Whitney Houston is all too
familiar a name. Why not Taylor
Dayne or Basia or Toni Childs? In
soul/R&B, similarly, Pebbles, Cher-
relle, or Karyn White are definite
choices over Houston.

New artist: Where are Keith

Sweat, Guy, Pebbles, and Cheryl
“Pepsii’”’ Reilly?

Rap: Where are Kool Moe Dee
and Big Daddy Kane, among oth-
ers? Run-D.M.C.’s album was not
that tough, but they are there.

Prince is sorely missed, too! “Al-
phabet Street” had a lot of meaning
to it; what's the message in ““Dirty
Diana”? I personally am very inter-
ested to see the Grammy nomina-
tions.

Claudia Manning
New York, N.Y.

RIGHT GROUP, WRONG SONG
In part two of Chris White’s recent
two-part series on the U.K. talent
scene (Billboard, Dec. 17), Alan
Cowderoy of A&M in England
makes an error. .
Cowderoy is quoted as saying the
Hollies reached the top of the U.K.
charts with ‘““The Air That I
Breathe' in 1988. The actual rere-

leased Hollies classic that did the
trick for two weeks in the fall was
“He Ain’t Heavy, He's My Broth-
er,” which stopped at No. 3 in the
U.K. originally in 1969.

Last year, the song was featured
in a British TV ad by Miller Lite
Beer, and the rereleased 45 shot to
No. 1 just as the group (which still
tours and records regularly for U.S.
labels) was starting a major U.K.
tour.

Not only do the Hollies still exist,
they thrive.

Tony DiMichele
Ossining, N.Y.

€D-3 PACKAGING
While record companies debate the
programming and marketing of 3-
inch CDs, Rhino and CBS have al-
ready staked out the high road and
low road, respectively, on how to
package them.

Rhino’s colorful cardboard jack-

ets are miniature analogs of old 7-
inch EP sleeves and are as much
fun to fondle as baseball cards; they
greatly enhance the value of the
product.

Meanwhile, the generic graphics
on CBS packages are merely insult-
ing; their too-tight, clear vinyl disk
envelopes are totally unacceptable,
greatly diminishing the value of the
product.

David Greene
Contributing Editor

Digital Audio's CD Review
Palo Alto, Calif.

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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Mulling Black Vs. African-American

News Directors Ponder Terminology

BY SEAN ROSS

NEW YORK While the debate
over the term “African-American”
vs. the word “black” is only kicking
in among the general public (see
story, page 1), many of black radio’s
news directors already have made
the switch. Most are favorably dis-
posed toward the new usage but say
it takes some getting used to.

“I still tend to say black, because
it’s something I'm accustomed to,”
says Art Whaley, manager of
broadcast operations for the Na-
tional Black Network. “But as

we're trying to do with our listen-
ers, I'm trying to get in the practice
of saying African-American.”

“I have to think about it and make
a concerted decision to use it, but I
feel better about using it than I do
‘black American,””’ says David
Lampel, PD of WLIB New York
and news director for WLIB and sis-
ter station WBLS.

Lampel—who began using Afri-
can-American in his newscasts eight
months ago—became a key figure
in the debate after being quoted in a
front-page story in The New York
Times. Since then, he says, he’s got-

ALBUM ROCKERS MULL ROCK'S ROLL INTO TOP 40

(Continued from page 1)

and May.

A Feb. 10 panel on “Music Trends
In The '90s And Their Impact On Ra-
dio”’—the only one open to the gener-
al public—attracted a crowd of more
than 100 PDs and radio promotion ex-
ecutives. Evident at this panel, as
well as in hallway discussions with
visiting programmers, was the suc-
cess of such “rock 40” stations as
KXXR Kansas City and WDFX De-
troit—stations that are usually hard-
er-edged and more current than their
album competitors.

That complicates things for main-
stream album rockers that, in many
cases, are already competing with
classic rockers. In Kansas City, Mo,
heritage rocker KYYS had been
fighting classic KCFX for several
years before KXXR came in. In De-
troit, the field now includes main-
stream album outlets WLLZ and
WRIF, classic WCSX, and Bon Jovi-
heavy top 40 WDFX—which WLLZ
PD Doug Podell says has “sucked
the 18-24s right out from under us.”

One of the implications to emerge
clearly here was that, faced with los-
ing their teens or the advertiser-at-
tractive upper demographics, album
rock stations confronting rock-heavy
top 40 competition may actually be-
come more conservative. “It’s not a
comfortable move, but we were told
we had to deliver 25-plus numbers,”
says Podell. “You won’t see us going
out on a White Lion or a Jetboy as we
might have in the past.”

WLUP-AM-FM Chicago PD Greg
Solk suggested that even if album
rockers lose younger listeners to
hard-rock-oriented top 40s, those lis-
teners might not be worth having.
“The question remains as to how sal-
able these stations will be in the '90s.
We know they will be able to get 12-
plus numbers. But can they service
the debt on their station with strong
1524 numbers? My guess is no, un-
less they’re in a very large market,
like KNAC has done in Los Ange-
les.”

For his part, PMG president Jeff
Pollack encouraged stations to re-
main streetwise and keep an open
mind about the new competition and
hard rock. “It’s obvious that these
rocking top 40s are fun to listen to.
We have difficulty on the album-rock
side getting teens to listen to us, so
you say, ‘That’s OK, we’ll skew the
station older.” Fair enough, but Me-
tallica is suddenly on the Grammys.

“Our research shows Guns N’

Roses is doing terrific 25-34. Let’s
make sure we have access to infor-
mation in our individual markets so
that if something’s happening, we
don’t miss it. If we don’t sound hot,
we're not doing a good job.”

But WMMR Philadelphia PD and
panelist Ted Utz, whose jurisdiction
as new regional PD for Legacy
Broadcasting now includes WLLZ,
countered with a survey of his sta-
tion’s 18-24 male listeners’ tastes.
“The No. 1 band, by a five-to-one
margin, was Led Zeppelin,” Utz said.
“No. 2, the Rolling Stones. No. 3, the
Who, tied with the Beatles.

“Obviously, the Guns N’ Roses, the
Metallicas, the Poisons show up, but
there has not been an overall musical
revolution as we saw in the '60s. A lot
of [classic material] is still very ap-
propriate. Not only do we have to
play [it] for the upper demos, but
there’s a large segment of 18-24s who
are into it as well.”

One surprising vote for the classic-
driven approach to album rock comes
from newly appointed WQFM Mil-
waukee PD Dave London. While his
previous employer, WEZX Scranton,
Pa,, is known for its commitment to
new music, London says that his
main goal is now 25-plus listeners.
“This format is growing with its audi-
ence, and [ think you’ll see it become
the AC of the '90s. People 45 and 50
will still be listening to old Who and
the Doors. Plus [ see a lot of 18-year-
old kids wearing Led Zeppelin and
Grateful Dead T-shirts.”

Milwaukee already has one rela-
tively hard-rocking album outlet,
WLZR. In Chicago, however, all
three album outlets cater to older de-
mos. WLUP MD Dave Benson says
that he and Solk often ask each other,
“‘Do we start to cater to the lower
half, the 18-24 guys? We do rock a
little harder at night, but we spent a
long time, even before | arrived at
the station, getting rid of that kick-
ass image and cultivating our upper
demo numbers.”

“WMMR and a lot of radio stations
are in a 25-plus mode,” said WMMR’s
Utz. “That’s where the big numbers
and the money are. At the same time,
I don’t want to be a classic rock sta-
tion, so | have to introduce new mu-
sic, but I have to do so carefully. My
audience has only so much time and
my computer has only so much room.

“Personally, I'm thrilled to see
these new rocking [top 40s] because

(Continued on page 14)

ten considerably more calls from
the outside news media than from
other news directors looking for
guidance on the issue.

“Jesse Jackson didn’t ask us to do
it,” he says. “But I was at a confer-
ence in Nigeria, and [Jackson] said
he was shocked that as an ancestor
of Africa who was in Africa at the
time that the news stories there still
referred to him as the ‘black Ameri-
can civil rights leader.” There were a
number of media people in the audi-
ence and we decided among our-
selves to use African-American.”

Bob Slade, news director at cross-
town WRKS, has been phasing in
African-American for six months.
“We’ll slip sometimes; otherwise,
we're using it all the time,” he says.

“Through the years, we as a peo-
ple have been running away from
what we really are. Thirty or 40
years ago, we would rather have

(Continued on page 82) Stuart Symington.

was the recipient of this year's St. Louis man-of-the-year award from a local
foundation and the St. Louis Post-Dispatch. Hyland is seen here receiving the
award from Anheuser-Busch president/chairman August Busch Ill, whose father
was a previous winner, as were CIA director William Webster and the late Sen.

AF'I‘ER BEING MENTIONED in connection with sev-
eral major-market openings, KHQT “Hot 97.7” San
Jose, Calif., PD Steve Smith is really leaving to become
the new PD at Emmis’ new KKHT “Energy 96.5” Hous-
ton, which went from AC to crossover Feb. 10.

If you've heard WQHT “Hot 97" New York or KPWR
Los Angeles during their pure-crossover stages, you
have a basic idea of what Energy 96.5 sounds like. Some
of its liners are innovative, however. One declares,
“Houston, your energy crisis is over.” And several use
the term “high energy,” a phrase

Smith Moves To New Energy In Houston;
Potash & RAB Have The Right Chemistry

ket, as well as two new U.S. outlets within earshot of
Montreal. One of those, WGFB Plattsburgh, N.Y,, is in-
deed going to 100 kilowatts this year and just switched
from Satellite Music Network top 40 to Transtar AC,
but its GM denies any plans involving Montreal.

Gary Hamilton is the new OM for Drake-Chenault’s
joint network venture with Jones Intercable; he’s in the
process of hiring jocks for the network’s country for-
mat, which is scheduled for an April 1 launch ... Shad-
ow P. Stevens, PD of of top 40 WEZB “B97” New Or-
leans and one of EZ Communica-

that has been associated with club
music for years but was rarely
used by its radio stations.
Monitored several days into the
format, an evening stretch of
KKHT included Paula Abdul’s
“Straight Up,” Gina Go-Go’s “I
Can’t Face The Fact,” Tone Loc’s
“Wild Thing,” Will To Power’s
“Fading Away,” 8th Wonder’s

tions’ three regional PDs, leaves
for afternoons at the forthcoming
KIQQ Los Angeles.

Former KIKF Anaheim, Calif ,
PD Chris Adams is the new PD at
Anaheim Broadcasting’s cross-
town n/t KPZE,; that station picks
up new calls, KORG “K-Orange,”
and the husband-and-wife morning
team of Bob & Yvonne Turnbull

“Cross My Heart,” Today’s “Him
Or Me,” Erasure’s ““A Little Re-
spect,” and Pam Russo’s “It Works For Me.”

No replacement for Smith has been named at KHQT
yet; those interested in the job should call Anaheim
Broadcasting’s Jeff Salgo at 714-774-9600. Meanwhile,
former KKBQ Houston PD Ron Parker, who spent one
day as WIOQ Philadelphia’s morning man, is now at
KKHT to assist its transition.

Across Houston, Randy Brown is the new PD at top
40 KKBQ, replacing Bill Richards. Formerly the PD of
adult alternative KOAI Dallas and its predecessor, top
40 KTKS, Brown is reunited with GM Al Brady Law.
No replacement has been named at KOAL

THEY MISSED THEIR CONVENTION by 10 days,
but the Radio Advertising Bureau did replace president/
CEO Bill Stakelin Feb. 15. The new president is War-

Dallas between 1974 and 1986. Potash currently serves
on the board of two telecommunications concerns, Cellu-
lar Communications Inc. and Darome Inc.

PROGRAMMING: After three years as AC and/or old-
ies, legendary AM CKGM Montreal returns to top 40,
but with new calls. It's now CHTX “980 Hits.” PD Su-
san Davis stays on; she completed the change just in
time to have a baby. GM Lee Hambledon says his deci-
sion was influenced by the number of ACs in the mar-

by Sean Ross

ren Potash, VP/GM of country combo WBAP/KSCS

... Simulcast AC WSSH-AM Bos-
ton adopts Transtar’s Country for-
mat under PD Steve Gallagher. That makes it the most
powerful of several local AMs now geared up amid ru-
mors that country WBOS will switch format.

A month before the scheduled arrival of new owners,
acting PD Larry Sharpe is promoted to PD at classic
rock KZOK. He'll maintain his MD/p.m. drive duties . . .
WSIX-AM Nashville goes from adult standards to talk
under PD/sports director Duncan Stewart ... Earl
Boston is the new PD at urban WMGL Charlesten, S.C.,
replacing Charlotte Logan. He comes to the Dean
Landsman-consulted urban from brief PD stints at
WPZZ Indianapolis and KATZ-FM St. Louis.

“I told him last year that he’d be back by Mardi Gras,
and that was the day he started.” So says urban WGOK
Mobile, Ala., GM Irene Ware of Charles “Mad Hatter”
Merritt, who returns to the station for his third stint as
PD/mornings, replacing C.C. Scott. Hatter was most re-
cently doing mornings at the now defunct WORL Orlan-
do, Fla.

Former KSND Eugene, Ore., PD Dave O’Connor is
the new PD at urban/AC combo KJBX “Jam Box 58’/
KRLB Lubbock, Texas. Previous PD Dave Scott is do-
ing mornings at new oldies outlet KZKL Albuquerque,
N.M. ... Howard Clark leaves KITT Shreveport, La.,
for PD/afternoons across the street at AC KVKI, re-
placing Bob Bolton ... WLZR Milwaukee research
(Continued on page 16) l
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We proudly congratulate our songwriters

CORD OF THE YEAR

DON'T WORRY, BE HAPPY
Bobby McFerrin
Linda Goldstein, Producer

GIVING YOU THE BEST
THAT 1 GOT
Anita Baker

Michael J. Powell, Producer

MAN IN THE MIRROR
Michael Jackson

ROLL WITH IT
Steve Winwood (PRS)

. &
T -
2

. oNG OF THE YEAR

BE STILL MY BEATING HEART
Sting (PRS)

DON'T WORRY, BE HAPPY
Bohby McFerrin

GIVING YOU THE BEST
THAT | GOT
Anita Baker

Skip Scarborough

PIANO IN THE DARK
Jeff Hull

and composers who have been nominated
for 1989 Grammy Awards
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LBUM OF THE YEAR

NUJTHING LIKE THE SUN
Sting (PRS)

ROLL WITH IT
Steve Winwood (PRS)

SIMPLE PLEASURES
Bobby McFerrin
Linda Goldstein, Producer
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POP COUNTRY
Beach Boys Asleep At The Wheel
Phil Collins (PRS) Max D. Barnes

Joe Esposito Rosanne Cash

Gloria Estefan Bela Fleck
and Miami Sound Machine Johnny Gimble
Kenny G. David Grisman
Bobby McFerrin Highway 101
Joni Mitchell Homer Joy
Mike Post The Judds
David Sanborn Brenda Lee
Sting (PRS) Loretta Lynn
Steve Winwood (PRS) Bill Monroe
Carlton Moody
ROCK & The Moody Brothers
Eric Clapton (PRS) The 0ak Ridge Boys
The Jeff Healey Band (PROC) Roy Orbison
Jane's Addiction Buck Owens

Joan Jett & the Blackhearts Restless Heart

Little Feat Peter Rowan and
Midnight Oil (APRA) The Nashville Bluegrass Band
lggy Pop Dan Seals
Carlos Santana Tanya Tucker
Kitty Wells
R&B Mason Williams
Babyface, L.A. Reid Dwight Yoakam
& Daryl Simmons
Anita Baker LATIN
Chick Corea Los Bukis
The Robert Cray Band Pete Escovedo
Terence Trent D'Arby (PRS) Flaco Jimenez
Gene Griffin Johnny Pacheco

George Howard Linda Ronstadt
Paul Jackson, Jr. Jose Javier Solis
Teddy Pendergrass Los Tigres Del Norte

Skip Scarborough Los Yonics
Karyn White
JAZZ
NEW AGE Mose Allison
Steve Khan David Benoit
Shadowfax Michael Brecker
Paul Winter Betty Carter

Chick Corea Elektric Band

GOSPEL Miles Davis
Steven Curtis Chapman Gil Evans & The Monday
Aretha Franklin Night Orchestra
Larnelle Harris Joao Gilberto
Tramaine Hawkins The Gene Harris All-Star Big Band

Roy Haynes
Ilinois Jacquet & His Big Band

Walter Hawkins
The New Jersey Mass Choir

Sandi Patti Keith Jarrett Trio
Richard Smallwood Lyle Mays
Take 6 Bobby McFerrin
Bebe Winans Pharoah Sanders
Cece Winans Tom Scott
Take 6
BLUES McCoy Tyner
Roberto Carlos Rob Wasserman
Ry Cooder Yellowjackets
Johnny Copeland
The Robert Cray Band e 5 =
Willie Dixon m\ 1
Robben Ford
Etta James

Rockin' Dopsie

) §

WA

AND IN CLASSICAL, FOLK,
RAP, REGGAE, FILM,
TELEVISION AND 10 MORE
GRAMMY NOMINATING
CATEGORIES...

John Adams
William Bolcom
Wendy Carlos
Jimmy Cliff
Phil Collins (PRS)
Cong Su (GEMA)

Ry Cooder
Chick Corea
John Dankworth (PRS)
Kool Moe Dee
Lamont Dozier
David Foster
Thomas Frost
Lenny Gomulka's Chicago Push
Jonas Gwangwa
George Harrison (PRS)
John Edward Hasse
Toots Hibbert
Keith Jarrett
Garrison Keillor
Roger Kellaway
L.A. Reid & Bahyface
Mike Love
Scott Mackenzie
Lyle Mays
Terry Melcher
Van Morrison
Stevie Nicks
Walter Ostanek
and His Band (PROC)
Mike Post
Ryuichi Sakamoto (JASRAC)
Michelle Shocked
Alan Silvestri
Tim Story
Jimmy Sturr & His Orchestra

UB40
John Williams
Robin Williams
"Weird" Al Yankovic

AND A SPECIAL
CONGRATULATIONS

TO OUR BEST NEW ARTIST

NOMINEES
Rick Astley (PRS)
Take 6

AND-OUR HALL OF FAME

WINNERS

Woody Guthrie
Billie Holiday
Charlie Parker

BMI

II
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Appeals Gourt Upholds FCC’'s Authority

BY BILL HOLLAND

WASHINGTON, D.C. In the wake
of the Feb. 10 decision by the U.S. Ap-
peals Court upholding the Federal
Communications Commission’s au-
thority to repeal the Fairness Doc-
trine in 1987 on the grounds that the
doctrine is no longer in the public in-
terest, both broadcaster and media
critics of the rule and congressional
advocates of codification are claiming
victory.

Heaven Is A Place In Jersey.
Whitney Houston was the surprise
guest at Christian AC WWDJ New
York’s Night With The Nets, featuring
a postgame concert by BeBe & CeCe
Winans. Shown, from left, are CeCe
Winans, Houston, and BeBe Winans.

WASHINGTON
ROUNDUP

Broadcasters, however, may have
the weight of the law on their side.
The court, while avoiding the consti-
tutional issue—whether the 40-year-
old doctrine infringes on First
Amendment rights—still made it
clear that a fight to reimpose the doc-
trine may be an uphill battle. The
“scarcity of spectrum” constitution-
ality argument is no longer a reality
in today’s telecommunications world.

In fact, one of the three judges said
in his ruling that he would have pre-
ferred to address the constitutional
issues and added that anybody reim-
posing the doctrine “bears a substan-
tial burden to overcome the FCC's de-
terminations.”

Any hope that the court ruling—
which stems from a 1985 fairness
complaint against Meredith Corp.’s
WTVH-TV Syracuse, N.Y.—would
cool congressional ardor to reimpose
the doctrine, however, was dashed by
Rep. Edward Markey, D-Mass., chair-
man of the House Telecommunica-
tions Subcommittee, who said the rul-
ing was a “green light” to proceed
with codification efforts.

At a hearing the week before,
Commerce Committee chairman John
Dingell also made clear that he in-
tends to play hardball—no broadcast-

ing reform legislation unless the fair-
ness codification passes.

CONGRESS TELECOMMUNICATIONS LINEUP
Some new faces join the membership
lineup for the Senate and House tele-
communications subcommittees.

On the Senate side, the subcommit-
tee welcomes Democrats Lloyd Bent-
sen of Texas and John Breaux of
Louisiana and Republicans Slade
Gorton of Washington and newly
elected Conrad Burns of Montana.

On the House side, subcommittee
newcomers include Democrat Ron
Wyden of Oregon and Republicans
Dan Schaefer of Colorado and Ed-
ward Madigan of Illinois. All have
previous experience with the parent
Commerce Committee. New to the
committee and subcommittee is
Thomas J. Manton of New York.

Drake-Chenault
To Join Satellite
Programmers

NEW YORK The race for a solid
share of the expanding 24-hour-a-
day satellite-format market is
heating up. Drake-Chenault Radio
Consultants will be the first pro-
grammer to join that arena with a
cash-only offering when it up-links
a fully announced live version of

A BILLBOARD SPOTLIGHT
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its successful tape service, “‘Great
American Country,” to the Galaxy
111 satellite on April 1.

The new offering is a joint ven-
ture between Drake-Chenault and
Galactic Radio Inc. and will be the
first format the longtime consul-
tancy has distributed by satellite.
D-C currently programs 11 tape
formats for automated or live-as-
sist stations. The live “Great
American Country” will originate
from new studios in Denver and
will be the first major 24-hour-a-
day satellite service without na-
tional spots.

The company says the launch
came after a comprehensive re-
search project indicated there was
a niche available for cash satellite
services. William Sanders, chair-
man of D-C and its parent compa-
ny, Wagontrain Communications,
calls it “the second generation of
satellite programming. It’s a huge
step because we will not require
clients to carry any commercials,
period.”

Glenn Jones, chairman of Galac-
tic and its parent company, Jones
International Inc., says he antici-
pates the addition of two more for-
mats by the year’s end. Galactic
currently offers a number of audio
formats, most of them pro-
grammed by D-C, to 100 U.S. cable
television systems.

(Continued on page 18)

Broadcasting for $18.6 million.

No replacement has been named.

WDDO/WPEZ.

ALAN SHAW, VP of Beasley Broadcasting, has announced his intention
to purchase the United Broadcasting Co. for $123.5 million through TA
Associates. Shaw, who will be president of the yet-unnamed resulting
company, will stay with Beasley until his successor is named. In addi-
tion, Beasley has sold four stations—WFTC/WRNS Kinston, N.C..
WYNG Evansville, Ind., and WYAV Myrtle Beach, S.C.—to Pinnacle

HOYETTE OWENS is the new GM at WVON Chicago, replacing VP/GM
Wesley South. He was previously station manager/PD,

SPM RADIO NETWORK has been created as a joint promotion and market-
ing syndication network venture between Sheridan Broadcasting Net-
work and Starstream Communications Inc. The new project—part of
the network industry’s continued emphasis on promotion and market-
ing efforts—is targeted to urban and Hispanic radio. Sheridan will be
in charge of marketing and co-developing promotions; Starstream will
be responsible for program development, affiliate relations, and pro-
motion development and execution.

DIANE SUTTER, VP/GM of WWSW-AM-FM Pittsburgh, is being trans-
ferred to the GM post at Shamrock TV station WI'VQ Lexington, Ky.

JAMES MCLENDON is named VP/GM of WMAZ/WAYS Macon, Ga., re-
placing Fred Newton, who becomes president/GM of cross-town

ALBUM ROCKERS MULL ROCK’S ROLL INTO TOP 40

(Continued from page 10)

it will shake our lazy asses up and
make us address the street issues.
Working at 'MMR for three years
and having 10 and 11 shares has a
tendency to make you want to take
longer vacations.

“That’s not what got us here. We
got here by being street fighters, by
stealing other people’s records at bus
stations. That's the spirit we brought
to the table and that's what people
listen for. If they don’t hear it, the
format’s boring. It’s not just a music
problem, it’s a presentation prob-
lem.”

Pollack, who has previously en-
couraged stations to emphasize their
entire entertainment package and not
just music, told them, “No matter if
your station plays 90% old or 90%
new music, if it doesn’t sound like it
has its ear to the ground, you have a
problem. You're going to sound un-
hip.”

Despite the squeezed-from-both-
sides situation in some markets, most
PDs at the Pollack meeting were in
an upbeat mood. The rising com-
plaints about Arbitron sampling of al-
bum rock’s prime demos were pre-
sent here, but attendees say they
were relatively muted. Besides the
music trends session, panels dealt
with such topics as hot contest trends
and how to promote album rock sta-
tions to people who are usually indif-
ferent to them, i.e., newspaper fea-
ture editors.

One attendee compared this year’s
Pollack to “‘a Lee Abrams convention
in its heyday,” referring to the meet-
ings held by the Burkhart-Abrams
consultancy, now Burkhart-Douglas
& Associates. And WLUP’s Solk
called the convention “a nice change
of pace. People are more serious this
time.”

Hometown Hero. Southside Johnny recently dropped in on local top 40 outlet
WJRZ Toms River, N.J., to promote his new “'Slow Dance’” album. Seen here,
from left, are VP/PD Lance DeBock, MD Pete Jarrett, Johnny, and Cypress
Records rep Ken Lucek.
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Modermn Rockers In A Mormon World
Stations Compete For Salt Lake’s Alternative Ears

BY SEAN ROSS

NEW YORK It's a market where
two commercial radio stations play
the Primitives; where two commer-
cial radio stations play Voice Of The
Beehive; where two commercial radio
stations play Red Flag, New Order,
Gene Loves Jeze-
bel, and Cetu
Javu. It's the Salt
Lake City area—
one of America’s
youngest radio
markets and the
Mormon churches
headquarters.

There are still
so few commercial modern rock sta-
tions that when a format battle does
exist, it’s usually between a commer-
cial station and its college rival,
which thinks its competitor is wimpy
for playing only five Nitzer Ebb
songs. But in the Salt Lake City area,
there’s been an odd format battle go-
ing on since the beginning of the
year.

The champion is Ogden, Utah’s
KJQN, aka “KJQ,” the fourth in a
succession of commercial modern
rock stations dating back to the early
’80s. In the fall Arbitron, KJQ was up
from 2.8 to 3.2 12-plus overall, giving
it a comparable market share to
KITS San Francisco—another mod-
ern rocker in a heavily over-radioed
market. In the Birch, KJQ was eighth
overall, with a 4.3 share.

The challenger—located 80 miles
away at the other end of the mar-
ket—is Provo, Utah’s KZHT, which
abandoned its adult alternative for-
mat Jan. 1 to become “Hot 94.9. The
Rhythm of the '90s.”

Technically, KZHT is not even a
modern rock station. It is a crossover
dance outlet along the lines of
KPWR “Power 106” Los Angeles, a
station whose mix included such art-
ists as Animotion and OMD even at

SUMMERS

the beginning. KZHT plays Rick Ast-
ley and Paula Abdul records that
KJQ would not touch; it does not play
most of the guitardriven rock that
comprises half of KJQ’s format. But
it plays a lot more modern rock (and a
more obscure, often import-driven
brand of modern rock) than KPWR
or most of its counterparts. And that
bespeaks the genre’s influence in Salt
Lake City and across the Pacific
Northwest.
MODERN LOVE

“The birth rate here has been so
high for so long, there are a lot of
people in the 12-to-24-year-old demo-
graphic,” says KJIQN PD Mike Sum-
mers.

“This market is labeled ultracon-
servative and that is well founded.
But it’s not as conservative as people
think,” says KZHT PD Brad Stone.
“It’s very aggressive from a radio
standpoint.”

Summers’ experience with modern
rock goes back to KABE “Super 107"
Provo, now Transtar Format 41 affili-
ate KMGR, where he worked mid-
days in 1983. KABE, under PD Del
Williams, was the market’s first mod-
ern rocker, back when the success of
KROQ Los Angeles was leading to
“Rock of the '80s” clones in such un-
likely places as Reno, Nev., and Ba-
kersfield, Calif.

Like a lot of those stations, KABE
dropped modern rock when it
changed owners. Unlike many PDs,
Williams shopped the format around
and found another taker, KCGL,
which lasted two years before being
sold and going religious.

Williams went into the record busi-
ness (he’s now with Elektra in Los
Angeles). But Summers became the
PD of a brokered modern rock seg-
ment on KRPN, a satellite oldies sta-
tion during the rest of the day. Last
May, that contract ran out and the
modern rock people moved again,
this time to KJQN, which finally

SLG’s Modem Monitors

| These are sample hours from traditional modern rocker KJQN Salt Lake
City and its new crossover/dance rival KZHT “Hot 94.9.” Notice that
half of KJQN’s music has been exposed, to some extent, by other for-
mats. And that KZHT’s modern, nonmodern dance ratio is roughly 60-
40—a formula that Brad Stone says he follows throughout the day.

e KJQN (middays): Talking
Heads, “(Nothing But) Flowers”’;
Primitives, “Way Behind Me’’;
Howard Jones, ‘“‘Like To Get To
Know You Well”’; Fine Young
Cannibals,“She Drives Me Cra-
zy’’; Cure, “Hot Hot Hot”’; INXS,
“The One Thing”’; Wonderstuff,
| ““A Wish Away”’; New Order,
“True Faith”’; Timelords, “Doc-
torin’ The Tardis”’; Stephen “Tin
Tin” Duffy, “Kiss Me’’; and In-
formation Society, ‘‘Lay All Your
Love On Me.”

¢ KZHT (nights): Giggles, “Hot
Spot”’; Gene Loves Jezebel, “The
Motion Of Love”; Information Soci-
ety, “Walking Away”; Rick Astley,
“Together Forever”; Duran Duran,
“All She Wants Is’’; Red Flag,
“Russian Radio”; George Michael,
“Monkey’’; Kim Wilde, “Never
Trust A Stranger’’; Curiosity Killed
The Cat, “Misfit”; Was (Not Was),
“Walk The Dinosaur’’; Escape
Club, “Shake For The Sheik”; Go-
Gos, ‘“Vacation”; Erasure, “A Little
Respect”’; and Sheena Easton, “The
Lover In Me.”

gave the format 24-hour-a-day clear-
ance several months later.

Besides the market’s median age,
Summers thinks the relative success
of modern rock in Salt Lake City
stems from “the fact that we’ve been
doing it off and on since 1983 and
really created a market for it. If you
expose people to something and it’s
quality stuff, they’ll go to great
lengths to hear it, even if you've
moved four or five times.”

Like many of its format counter-
parts, of the mid-'80s KCGL played a
lot of current records. Its playlist was
often so long and so unusual that a
report taker at a trade magazine who
was somewhat familiar with the mu-
sic would need at least 20 minutes to
enter it into the computer—two or
three times what the average album
rock report took. Often, it could take
even longer.

KJQN’s playlist is about half the
size of its predecessor’s report. “This
is a very conservative alternative sta-
tion,” says Summers. “With KJQ, we
tried to get the format to the point
where people don’t think of it as
something that people with green
hair listen to.

“Without diminishing its appeal,
we tried to clean the format up so
that nobody would be afraid to listen.
We tried to make it accessible by day-
parting and recognizing the core art-
ists that worked for the biggest po-
tential audience.”

TEENAGE RIOT

KZHT’s Stone, a 20-year radio vet-
eran who has also programmed Salt
Lake City top 40s KCPX-FM and
KISN at various times, says the “re-
markable success” of KJQN was
part of his station’s new owner Gold-
en Bear’s decision to change formats.
So was the fact that KISN and KCPX
were ‘“‘definitely going for adults and
taking the teens for granted,” as well
as the fact that Provo-based top 40
KFMY, which once played a lot of
modern rock, was now oldies KZOL.

“There wasn’t a Provo station ca-
tering to teens,” Stone says. “It was
a long hard decision, but our owners
are committed to this format. We
have plans to market the station;
we'll kick off a major TV campaign
around March 1. We're really going
to get the word out and make people
aware of us. So far it's been all word
of mouth.”

Stone says KZHT's listeners are
coming from KJQN, KCPX, and
KISN, in that order. “KJQ sounds
very good, but our actual on-air pre-
sentation is a lot more up-tempo, like
a Power 106. Even when they talk
over music, it's more AOR-sounding
and not really as hyped.”

A HOUSE IS NOT AN ACID HOUSE

When Summers was initially con-
tacted for this story, he dismissed
KZHT, somewhat derisively, as no
threat to his core audience. But six
days later, when this interview took
place, Summers was “hearing more
and more things that we share air-
play on. I really have no idea what
will happen.”

What KJQN does not share with
KZHT is the black and Hispanic-ori-
ented dance material that crossover
stations are known for. Nitzer Ebb
and Eric B & Rakim may co-exist on
this week’s club play chart, but mod-

(Continued on page 17)
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. g‘_ Compiled from a national
'QE" V’E" §o 25 TITLE sample of radio playlists. ARTIST
Fg |32 |« 2|z 5 LABEL & NUMBER/DISTRIBUTING LABEL
* % NO.1 &
*
@] 2 [ s | ¢ | MEtmgImAs MIKE » THE MECHANGS
2 1 10 | WHENTM WITH YOU SHERIFF
CAPITOL 44302
3 s 4 | 11 | MYHEART CAN'T TELL YOU NO © ROD STEWART
WARNER BROS. 7-27729
s 3 3 12 | DONTRUSHME @ TAYLOR DAYNE
ARISTA 1.9722
SHE WANTS TO DANCE WITH ME # RICK ASTLEY
5 5 [ 11| 10 | Rhesse
@ 1219 | 5 | YouGoriT © ROY ORBISON
VIRGIN 7-99245
@ 1 | 17 | 7 | JUSTBECAUSE ANITA BAKER
ELEKTRA 7-69327
15 | 22 | 5 | LOSTINYOUR EYES © DEBBIE GIBSON
ATLANTIC 7-88970
g 7 | 14 | 10 | ASLONG AS WEGOT EACHOTHER STEVE DORFF/FRIENDS
REPRISE 7-27878
 STEVE
0 | 6 | 1|13 | HOLOWSON WINWOOD
nlw! Bl 3%}53?7'15 TIME o TIFFANY
@ 7 | 18| 8 | THISTIME @ NEIL DIAMOND
COLUMBIA 38-08514
° COLLINS
B9 | 7 |15 | TWOHEARTS PHIL
i *
s | s 5 | 13 3811515 4SSEARCHIN GLENN FREY
YOU BARBRA STREISAN
15 | 18 | 16 | 10 | ARLIASKORYO AND
16 | 14 | 9 | 14 | ASLONG ASYOU FOLLOW @ FLEETWOOD MAC
WARNER 8R0OS. 7-27644
@ 25 | 32 | 4 | WEVESAVED THE BEST FOR LAST ® KENNY G
ARISTA 1.9785
22 | 25 | § | DREAMIN' © VANESSA WILLIAMS
WING 871 078-7/POLYGRAM
| | s E&N}'T TELL ME LIES © BREATHE
L 4
1|6 |15 | NEWOAYFORYOU BASIA
PUT A LITTLE LOVE IN YOUR HEART & A.LENNOX/A.GREEN
21 | 16 | 10 | 15 | Agmizss
2 |21 | 2 WAITING FOR A STAR TO FALL © BOY MEETS GIRL
B0l 51 L RAEMEMBER HOLDING YOU ¢ BOYS CLUB
* % * POWER PICK % % %
30 | 41 | 3 | ETERNALFLAME ® BANGLES
COLUMBIA is-sas;a
*
s | n [ 0| x| SHHUETTE KENNY G
@ % | 31 | 4 | YOURENOT ALONE © CHICAGO
REPRISE 7-27757
@ 28 | 35 | 4 | GOTITMADE CROSBY, STILLS, NASH & YOUNG
ATLANTIC 7-88966
L 4
n|l |2 ¥|VRIGLB ,"!,92'2‘50 MAXI PRIEST
32 1 37 | 4 | ACROSS THE MILES © SURVIVOR
SCOTTI BROS. 4-68526/E.P.A.
@ 31 | 36 | 5§ | WHATIAM © EDIE BRICKELL & NEW BOHEMIANS
GEFFEN 7-27696
@ 3 | 38 | 3 | SHEWONTTALK TO ME & LUTHER VANDROSS
EPIC 34-08513/E.P.A.
1 © ANITA BAKER
2 | 331 2 | 2 glgy(lrvgﬁlgg THE BEST THAT | GOT
A *
3|27 2% | 19 wﬁomgg CK THE CLOCK JOHNNY HATES JAZZ
w [ 5 | 0| 2| LookmmAr * CHICAGO
@ 0 | 4| 3 | LET H{gglvsk RUN  CARLY SIMON
@ 46 | — | 2 | WINDBENEATH MY WINGS © BETTE MIDLER
ATLANTIC 7-88972
BD| 4 | — | 2 | SECONDCHANCE THIRTY EIGHT SPECIAL
A&M 1273
39 | 43 | 4 | BRING DOWN THE MOON © BOY MEETS GIRL
RCA 8807
*
OIINRET ——
4 | 20 | 28 | 13 | BABY,1LOVE YOUR WAY/FREEBIRD & WILL TO POWER
EPIC 34-08034/E.PA.
41 34 23 17 ATﬁAsNI1$IC e @ ROBERTA FLACK
A
2 | 38| 2| 4| RNCEOFHAREN eu2
R R mﬂvlvz(z:fm FFALL? ® BREATHE
g | — | 2 | CITYLIGHTS © LIVINGSTON TAYLOR
CRITIQUE 7-99255/ATLANTIC
% % * HOT SHOT DEBUT A %
NEWD | 1 | ALLIWANTISFOREVER # J.TAYLOR/R.BELLE
= Sl LS
% | 45 'l_39 4 | THEWAY YOU LOVE ME ® KARYN WHITE
WARNER BROS. 7-2777
*
NEWD | 1 | ENDOFTHELINE oros TRAVELING WILBURYS
RE-ENTRY | 3 ggﬁ&ﬁﬂ%k TO ME ANN WILSON & ROBIN ZANDER
*
NEWD | 1 | TS rgAN}_gg ggvs SIMPLY RED
s |2 | 2| 12| S0800D © AL JARREAU
O Products with the greatest airplay gains this week. ® Videoclip availability.
15
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v é’_ Compiled from national album rock
l’é Zé ;'o ‘25 TITLE radio airplay reports. ARTIST
£z Sz |8 % 5 LABEL & NUMBER/DISTRIBUTING LABEL
** NO.1 &
@ 1 2 6 DRIVEN OUT THE FIXX
s RCA 8837 2 weeks at No_One
2 2 3 6 YOU GOT IT ROY ORBISON
VIRGIN 7-09245
@ g g 4 END OF THE LINE TRAVELING WILBURYS
WILBURY 7-27637/WARNER BROS
@ 4 4 6 WORKING ON IT CHRIS REA
WARNER BROS. LP CUT/GEFFEN
@ 7 7 4 DRIVE MY CAR DAVID CROSBY
A&M LP CUT
N R.E.M.
6 3 1 13 WAF:\NEFP BROS. 7-27688
7 5 5 8 THE LIVING YEARS MIKE + THE MECHANICS
ATLANTIC 7-88964
14 19 5 I'LL BE THERE FOR YOU BON JOvI
MERCURY LP CUT/POLYGRAM
@ 1 16 s DEAR GOD MIDGE URE
CHRYSALIS 43319
13 15 6 SEND ME SOMEBODY JON BUTCHER
CAPITOL LP CUT
1 3 14 4 SLOW TRAIN BOB DYLAN & THE GRATEFUL DEAD
COLUMBIA LP CUT
12 ) 10 1 CULT OF PERSONALITY LIVING COLOUR
EPIC LP CUT/E.PA.
@ 19 31 4 I'LL BE YOU THE REPLACEMENTS
SIRE LP CUT/WARNER BROS.
17 18 6 PARADISE CITY GUNS N’ ROSES
GEFFEN 7-27570 N
H EN'S TR TESLA
15 | 16 | 20 | 5 | HEAVENSTRAL
PATIENCE N' ROSES
20 23 10 GEFIES LP CUT GUNS
@ 2% 2% 6 ONE CLEAR MOMENT LITTLE FEAT
WARNER BROS. LP CUT
TH L INDERE
18 21 % 5 MER%U%%%IZMI:SE.‘POLVGRAM ¢ LLA
EV EN
AD| 5 | 2 | 6 | TS WINGER
MARATHON
2 12 8 l MERCURY LPOCUT,'POLVGRAM o
2 10 6 12 THE LOVE IN YOUR EYES EDDIE MONEY
COLUMBIA 38-68532
2 | w | v | n | NS, e
H IT BAD COMPANY
@| v | 0|5 | paemye :
31 37 4 BACK TO THE WALL STEVE EARLE
UNi LP CUT/MCA
DIRTY BLVD. REED
25 a 2 5 SIRE LP CUT/WARNER BROS. Lou
30 38 4 DON'T LOOK BACK CHARLIE SEXTON
MCA LP CUT
TON
27 29 34 5 ggf&%ﬂ éP(J:BTS ONE PAUL DEAN
32 36 4 VERONICA ELVIS COSTELLO
WARNER BROS. LP CUT
@ 36 46 3 COME OUT FIGHTING EASTERHOUSE
COLUMBIA LP CUT
4 o 2 SIMILAR FEATURES MELISSA ETHERIDGE
ISLAND LP CUT/ATLANTIC
o a7 | e VIKEN
* & * POWER TRACK # % %
@ 45 s 10 GOD PART I u2
ISLAND LP CUT/ATLANTIC
% % % FLASHMAKER * # % ,
0CK DEF LEPPARD
@ NEW ) 1 5&&:&1&72 614.7/POLYGRAM 3
— ee— —
@ m . 2 ALL IS FORGIVEN SIREN
MERCURY LP CUT/POLYGRAM
ROSBY, STILLS, NASH & YOUN
s | 2| w || SoLmage i s
.@ 46 I 2 SECOND CHANCE THIRTY EIGHT SPECIAL
A&M 1273
7 |15 | u |19 | BHENAONATAMES TOTOWN vz
38 38 41 4 LITTLE MISS S. EDIE BRICKELL & NEW BOHEMIANS
GEFFEN LP CUT
49 . 2 WHERE WERE YOU LITTLE AMERICA
GEFFEN LP CUT
43 49 % FOR THE LOVE OF MONEY BULLETBOYS
WARNER BROS. LP CUT
48 = 2 FORGET ABOUT LOVE EDDIE MONEY
COLUMBIA LP CUT
Hi RAY BAND
AR T IEEIROGERTS
47 — 5 THAT GIRL CROSBY, STILLS, NASH & YOUNG
ATLANTIC LP CUT
MAYOR OF SIMPLETON XTC
NEWD | 1 | MAYOROR _
BOYS WARRANT
(45)| NEWD 1 ([:)o?uwmrém LP CUT
TRAVELING WILBURYS
4 | 35 | 30 |15 VLvﬁBsL.Jll;VNL'PG(!Lig'WARNER BROS G
CHILDREN CRY WHITE LION
47 | 28 | 13 | 1o | WHENTHE THILOREN
KEITH RICHARDS
NEWp | 1 | STRUCGLE
JOE SATRIANI
w | 3| 25 | 16 | THECRUSHOFLOVE
H GONE WILD SKID ROW
NEWD | 1 | TOUTHEON

OTracks with the greatest airplay gains this week. The Flashmaker is the highest-debuting track of the week.
The Power Track is the track on the chart that shows the largest increase in airplay over the week before.
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(Continued from page 10)

director Jim Crowe is the new PD
at top 40 KHTY “Y97” Santa Barba-
ra, Calif.

Adult standards WSCF Titus-
ville, Fla., has moved frequencies,
upped its power, changed its calls to
WGNE “The Great 98, and is now
targeting Daytona Beach as a coun-
try station ... Bucky Albright
switches country PD jobs, going
from WUSJ Johnson City, Tenn,, to
WGEE Green Bay, Wis,, replacing
Chuck Zettle.

PEOPLE: Top 40 WXGT “92X” Co-
lumbus, Ohio, makes its long-ru-
mored move to a new lineup in ev-
ery daypart except mornings. Join-
ing are Rick Carter (middays, from
KWNZ Reno, Nev.), J.D. Stewart
(afternoons, KJYO Oklahoma City),
Baltazar (KFIV Fresno, Calif.), and
Christy Roberts (late nights,
KBEQ Kansas City, Mo.). Kevin
Hayes remains as MD. John
Zellner goes from nights to over-
nights. Suzy Waud and Sharon
Truex are gone, the latter for a bi-
lingual station in Osaka, Japan.
Laura Shostak is promoted from
programming coordinator to MD at
top 40 WRQX “Q107” Washington,
D.C. ... Urban WILB Detroit loses
night jock Tony Perez to mornings

at KMJM St. Louis and late nighter

Lynn Briggs to MD at urban KJLH
Los Angeles. In addition, former
WJLB morning partner Walter
Neal, aka ‘“The Tune-Up Man,” is
now in overnights at top 40 WHYT
Detroit.

Morning man Steve Gannon is
leaving AC WNIC Detroit; p.m.
driver Chris Edmonds will team
with Jim Harper for the time being
... Phoenix veteran Steve Goddard
is now doing afternoons at top 40
KOY-FM “Y95” . .. Fresh from his
reunion with WPGC Washington,
D.C’s Jim Elliott last year, Scott
Woodside will sit in for two days
with another ex-partner, classic
rock WZGC “Z93” Atlanta’s Barry
Chase.

Mitch Fernandez goes from
mornings at WSTU Stuart, Fla,, to
weekends/production at WIOD/
WGTR Miami . . . Veteran program-
mer Bernie Kimball resurfaces for
weekends on adult alternative
WNUA Chicago ... Joe Cannon to
afternoons at CFRB Toronto . ..
Former WGRX Baltimore morning
team Mark Devine & Tim Scott
move to album KDKB Phoenix
March 6.

Jeff Wicker to mornings at top 40
WZOK Rockford, Ill. ... Thirty-
eight-year WKMI/WKFR Kalama-
z00, Mich., sports veteran Big Joe
Wright is honored with his own day
March 2. . . Theatrical agent Marty
Conn is doing a weekend talk show
on n/t WERE Cleveland .

EVENTS: Tim & Daphne Maxwell
Reid are among the honorees at the
National Assn. of Black Owned
Broadcasters communications
awards dinner in Washington
March 23. Call 202-463-8970 ... Ta-
lentmasters holds its first Air Tal-
ent Programming Conference in At-
lanta March 16-18; call 404-926-7573.

Among the many Valentine’s Day
on-air weddings was one worth not-
ing at top 40 KKRZ “Z100” Port-
land, Ore. Wrestler and local resi-
dent Rowdy Roddy Piper was the

minister. Local transvestite per-
former Darcel was the maid of hon-
or. Z100 morning team member/
grade schooler Little Ricky Rocke
was the ring bearer ... Oldies
WYST Baltimore has been circulat-
ing a get-well card for radio legend
Buddy Deane, who recently under-
went heart surgery in Little Rock,
Ark.

WEVD New York, recently ex-
iled to AM, receives a unique tribute
at the city’s Jewish Museum Feb.
26. Stars of Yiddish stage and radio
will re-create some of the station’s
programming from the late "40s to
early '60s . . . The Broadcast Promo-
tion and Marketing Executives
Assn. is calling for radio station en-
tries in its 28th annual competition
for broadcast advertising. Call 213-
465-3777 by March 3.

Assistance in preparing this col-
umn was provided by Peter Lud-
wig, Moira McCormick, and Thom
Duffy.

Even AC Takes It To The

Bridge. Philadelphia’s Tacony-
Palmyra Bridge was damaged by a
passing barge late last year and
closed for a month. WMGK “‘Magic
103" midday jock Mike Bowe
celebrated its reopening by dressing
as George Washington and reporting
by cellular phone from a white stretch
limo.
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SIRE LP CUT/REPRISE

” g’_ Compiled frqm Qommercial and
0l ;5 §o sE TITLE College Radio Airplay Reports. ARTIST
IE | <Y |22 | 35| LABEL & NUMBER/DISTRIBUTING LABEL
* & NO.1 * %
1 1 1 6 DIRTY BLVD, LOU REED
SIRE LP CUT/WARNER BROS. 3 weeks at No. One
2 3 3 4 'LL BE YOU THE REPLACEMENTS

3 4 13 3 VERONICA ELVIS COSTELLO
WARNER BROS. LP CUT

4 6 7 4 NIGHTMARES VIOLENT FEMMES
SLASH LP CUT/WARNER BROS.

5 7 4 6 DEAR GOD MIDGE URE
CHRYSALIS 443319

AN EM.

6 2 2 12 WARNERDBROS. 7-27688 REM

FINE TIME NEW ORDER

QWEST LP CUT/WARNER BROS.

LRS. 53483/MCA

SHE DRIVES ME CRAZY

FINE YOUNG CANNIBALS

GEFFEN LP CUT

9 | 5 [ 5 | 11 | SWEETJANE COWBOY JUNKIES
RCA LP CUT
i W
o 13| s ) RASSINR JICATICORE
ORINOCO FL ENYA
i 10 8 8 GEISFENOPZ?G”OW (SRILEWAG)
COM
122 |15 | 19 | 3 | COMEOUTFIGHTING EASTERHOUSE
13| 11| 1| s { DRIVENOUT THE FIXX
THE MAYOR OF SIMPLETON XTC

LITTLE MISS S
GEFFEN LP CUT

EDIE BRICKELL & NEW BOHEMIANS

FISHERMAN'S BLUES
ENSIGN LP CUT CHRYSALIS

THE WATERBOYS

7 | 17 | — | 2 | YEAHYEAH YEAH YEAH YEAH THE POGUES
ISLAND LP CUT/ATLANTIC
8 | 8 | — | 2 | Dzzy THROWING MUSES
SIRE LP CUT/WARNER BROS.
K ROCK GIRL MILKMEN
19| 1| 12 |8 | FUNGROPKER [TE0ED
% | 19 | — | 3 | THEMUSIC GOES ROUND MY HEAD THE SAINTS
TVT LP CUT
21 | REENTRY | 2 | WORLD PARTY THE WATERBOYS

ENSIGN LP CUT/CHRYSALIS

MOTORCYCLE

N
z
m
%
v

BEGGAR'S BANQUET LP CUT/RCA

LOVE AND ROCKETS

TEARS RUN RINGS

23 18 20 12 CAPITOL 44240

MARC ALMOND

CAPITOL 44287

F COCKBURN
w || w | 3 | GATREEEAUS BRUCE
25 25 2 5 ALL SHE WANTS IS DURAN DURAN

0 | NEWp | 1

LR.S. LP CUT/MCA

% 21 2 9 TEENAGE RIOT SONIC YOUTH
BLAST FIRST LP CUT/ENIGMA
SMILI FACE CAMOUFLAGE
27 27 28 3 IT’L‘AAN-'T'|C LP CUTNG
OF HARLEM U2
RIS N R e i
I'M HERE NITZER EBB
» | NEWp | 1 | SONTROL
STUPID KIDS CHRISTMAS
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Promoter’s Predictions Include An Ahsence Of Ads

BY PETER LUDWIG

The second of a two-part interview
with radio promotion designer
Jack McCoy.

NEW YORK Jack McCoy’s experi-
ence as Bartell Broadcasting’s na-
tional PD in the early "70s convinced
him that radio needed more money to
work with and he set out to look for
it. McCoy says that what he’s found
) i is a future with
B  ‘‘no spots on ra-
dio.”

McCoy’s belief
that station in-
volvement with
marketing will
eventually replace
radio advertising
as we know it is
not a view national rep firms and ad
agencies agree with or like to hear,
but McCoy is convinced it is radio’s
next logical evolution.

It was definitely the logical next
step in the evolution of McCoy's ca-
reer; from 1973-75, he headed Bartell
Broadcasting’s venture management
division, DPS Corp., looking for ways
to generate new broadcasting reve-
nue. When Charter Broadcasting
took over Bartell in 1975, he and
Doug Herman took DPS private,
changed the name to Unidyne, and
launched RAM Ratings Co.

McCoy remained president of
RAM for five years, selling it in 1979
to launch Unidyne’s printing and
mailing division. Unidyne developed
the Prize Catalog concept at KOGO
San Diego (now KKLQ-AM) in 1982
and the idea took off.

At a time when few believed it was
a cost effective way to market a sta-
tion, McCoy advocated direct mail be-
cause it let him “write the story that
will move perception in radio’s 10 vi-
tal signs. You can’t do that with TV
or billboards. You're too restricted.”
Since then, he says, direct mail has
gone “from a $700,000 a year busi-
ness to $45 million from 1982 to
1989.”

McCoy sold Unidyne’s direct-mail

*STAR VISION INT'L. RECORDS*

2001 W. MAIN, STAMFORD, CT 06902
(203) 358-9948 FAX: (203) 964-0073

BILL BAKER’S
FIVE SATINS

"I'LL BE SEEING YOU"

(LP DC 1000/CASSETTE DC 1000-C)
YSAM COOKE MEDLEY" (7" DC 100)

JIMMY & BARBARA
DOCKETT

"YOU'LL NEVER WALK ALONE"

(7" SVI 10088) FROM NEW LP “MEMORIES"
BY JIMMY & BARBARA DOCKETT

SOUND ADVICE

"DO YOU LOVE ME OR LOVE ME NOT"

uz2* svI 12100

T.M.T.

(TODD MAKING TRACKS)

"YIELD TO THIS ROMANCE" (RAP)

"TODD | SPEAKS" (12" RAP Svi 10189)

division in 1982. He returned to
hands-on radio in 1985 by leasing the
U.S. programming rights to XHITZ
San Diego, one of the first major-
market classic rockers. He also start-
ed the first local radio rep firm under
the new Federal Communications
Commission deregulation rules; in
1987, he sold the firm to concentrate
on “producing and launching giant
promotions” to get stations “into the
marketing business and out of the ad-
vertising business.”

McCoy believes “National [radio]
advertising is history. There will
eventually be 70 spots on the radio—
and less than a million dollars [spent
annually] in national radio spot sales.
There will be no national spot rep
firms, and the top five stations in the
top 100 markets will triple their prof-
itability.”

Those are controversial claims, but
McCoy points to advertisers’ national
marketing budget today. “Seventy-
one percent is now spent on promo-
tions and 29% on advertising—and
more and more is being earmarked
for promotion every quarter. What
has made this happen is automated
cash registers. Scanning has changed
the whole picture. Grocers no longer
sell food—they rent out shelf space.”

Because, he says, 82% of all spend-

ing decisions are made at the point of
purchase, getting the product on the
shelf is everything. ‘“The name of the
game is share points for clients,”
says McCoy.

To get at that 71% of the market-

| PROMOTIONS |

ing dollars that go toward promo-
tions, McCoy says that eventually ra-
dio “will create promotions all the
time to cause their audience to buy
products—by getting those products
on the shelves.” Because McCoy con-
siders promotion five times more ef-
fective than advertising, he thinks ra-
dio will ultimately reject advertising
at $500 per spot when it can charge
$2,000 to use its market presence to
get a client’s products on the shelves.

“Giant ad agencies will fall by the
wayside” because stations will deal
directly with clients, says McCoy.
And radio will have an advantage
over television and other media “be-
cause these promotions need to be
run live, they can’t be canned.”

“No one has brought more promo
dollars into the industry from those
[promotional] budgets than we
have,” says McCoy. “Radio is only 6%

of the advertising budget, and since
the ad budget is only 29% of the na-
tional marketing budget, every sta-
tion in the country is after their share
of 6% of 29%. We go in and ask for
100% of the promotional budget.

“When we get money for a promo-
tional campaign, we don't include any
radio spots. It doesn't take any inven-
tory. We go directly to the manufac-
turers and get them to purchase a
participation in the program. So
we're not talking about vendor dol-
lars or any of the chump-change the
food brokers might have laying
around.”

McCoy considers this step “a quan-
tum leap forward. Radio [now] is sold
on a cost-per-point basis, and the c.p.p
is plummeting. It’s a horrible busi-
ness and it’s over. Ultimately the
c.p.p. in any given market will be the
sum of the avails of the bottom five
stations, divided by their electric bills,
minus their lunch trades.”

McCoy was one of three major pro-
grammers involved with Bartell in
the early '70s. The other two, Buzz
Bennett and Jerry Clifton, have re-
turned to national prominence in re-
cent years. While McCoy says he still
loves programming, and still does
voice-overs for more than 100

(Continued on next page)

Billboard Revises Hot Grossover Panel

NEW YORK Billboard has revised
and expanded its Hot Crossover 30
radio reporter panel based on the re-
cently released Fall 1988 Arbitrons.
The panel now contains 35 sta-
tions—including seven new report-
ers, indicated below by an asterisk.

The panel is revised four times a
year after Arbitron ratings periods
to reflect changes in audience size
and to add or delete stations. At the
core of the panel are the 18 stations
that report exclusively to the cross-
over chart. The remaining 17 sta-
tions are dual Billboard reporters
whose music mixes are predomi-
nantly black (indicated by a B) or
top 40 (indicated by an H) but that
emphasize dance music.

Stations reporting to the Hot
Crossover 30 chart are divided into
five weighted categories according

to their weekly cumulative audience
as measured by Arbitron for the to-
tal survey area. Weighting is as fol-
lows: platinum—weekly cume of
more than 1 million listeners; gold—
500,000-999,999; silver—250,000-
499,999; bronze—100,000-249,999;

and secondary—25,000-99,999.

PLATINUM (2)
KPWR ‘““Power 106” Los Angeles
WQHT “Hot 97" New York

60LD (2)
KMEL San Francisco
WHYT “Power 96" Detroit (H)
SILYER (8)

KGGI “99.1" Riverside, Calif.
KJIJMZ “100.3 Jamz" Dallas*
KKLQ "Q106" San Diego (H)
KSFM “FM102" Sacramento, Calif. (H)
WCKZ “Kiss 102" Charlotte, N.C.
WHQT “Hot 105" Miami
WI0Q “Q102” Philadelphia*
WPGC-FM Washington, D.C.
WPOW ““Power 96" Miami (H)

BRONZE (15)
KBOS "B95" Fresno, Calif.
KHQT “Hot 97.7" San Jose, Calif.

KIKI-FM *194” Honolulu, Hawaii (H)

KITY "“Power 93" San Antonio, Texas (H)

KKSS Albuquerque, N.M. (H)

KKXX “Power 105" Bakersfield, Calif.

KMGX "X104" Fresno, Calif. (H)

KPRR “Power 102" El Paso, Texas

KTFM “102.7 Jamz"” San Antonio, Texas (H)

WAMO-FM Pittsburgh (B)*

WBLK Buffalo, N.Y. (B)*

WJIHM “102 Jamz" Orlando, Fla. (B)

WIMH “102 Jamz” Greensboro, N.C.*

WKXX “KXX106" Birmingham, Ala. (H)

WLUM-FM "Hot 102" Milwaukee
SECONDARY (7)

KHYS “Kiss 98 1/2” Houston (B}

KKMG “Magic 98" Pueblo, Colo.

KNMQ Albuguerque, N.M. (H)

KZUT “Hot 94.9” Salt Lake City*

WTLZ “Power 107" Saginaw, Mich. (B)*

WWKX “Kicks 106" Providence, R.1.

WZHT “Hot 105" Montgomery, Ala. (B)

BILLBOARD RADIO:
First with serious
network coverage

MODERN ROCKERS IN A MORMON WORLD

(Continued from page 15)

ern rock outlets, such as KROQ or
CFNY Toronto, that mix the genres
are rare.

“It has always been my perception
that a lot of people who listen to the
alternative format do so to get away
from a lot of the things Hot 94.9
plays,” Summers says. “We don’t get
many calls for Paula Abdul. We've
never had success mixing the two
genres. We tried to play Tone-Loc’s
‘Wild Thing’ but got a terribly nega-
tive reaction and had to pull it.”

Summers bemoans the fact that “a
lot of the alternative audience doesn’t
know a lot about music of the past.
They don’t know how much influence
R&B has had. They're ignorant about
blues. They know about the past five
or six years; past that, they don’t
care.”

But Stone, who gets requests for
both genres in a single phone call,

says: “We've seen and heard other
stations really avoiding black music
because it doesn’t test well or doesn’t
sell. But after being on the air for a
month, Tone-Loc has been by far the
most requested record in the history
of the radio station.

“We were bold out of the chute and
the urban flavor was a definite con-
sideration; it definitely helps in set-
ting us apart from KJQ. We like to
emphasize the station’s uniqueness.
It’s not full-blown modern rock or
full-blown top 40. It’s very broad and
that’s our intent.”

NON-SPANDAU BALLET

One point on which Stone and Sum-
mers agree is that despite the mar-
ket’s reputation, neither advertisers
nor community leaders have shown
hostility to their stations. “We just
show sponsors the volume of calls we
get for our contests,” says Summer.

“As for ratings, we haven't been any-
where long enough to establish a pat-
tern; we're doing that now.”

One of KJQ's most unusual links
with the traditional half of its com-
munity has been its four nights a
year at the Salt Lake City Ballet.
“They’ve gone as far as they can with
the audience they have. We ap-
proached them with the idea of lower-
ing the ticket price to $5 and $10 and
getting some new people in to see
them.

“We've sold out quite a few perfor-
mances over the last few years and
made it something that our audience
wasn’t afraid of. We made it clear
that you didn’t have to dress up if
you didn’t want to. Just enjoy some
quality entertainment and KJQ
would be there also.”

) PIONEER
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NETWORKS AND SYNDICATIONS

(Continued from page 14)

RAPPERS TAP PHONES FOR PLAYLIST
Syndicators have been noticing a
marketing parallel between heavy
metal and rap for some time. But
whereas hard rock is now proving
viable on a national scale, most syn-
dicators say there’s not yet enough
rap played nationally to draw on
without severely stretching affili-
ates’ playlists.

New York-based Creative Broad-
casters has been producing the
weekly two-hour “Rap It Up” since
August 1987 and now has 37 affili-
ates for the bartered show. Compa-
ny principal Glen Ford acknowl-
edges the industry’s view of rap,
but thinks things are about to
change.

Ford says three elements are now
in place to make national rap pro-
gramming viable. The first is a
“300% increase in rap recording
quality in the past 18 months.” The
second is increased record-label sup-
port for national advertising.

“Most important is getting the re-
search data to help us realize rap as
a national sound,” says Ford. To do
that, Creative temporarily turned
its attention from station clearances
six months ago to concentrate on
getting the Rap It Up Hotline work-
ing with Phone Programs Inc.

The hot line is a national 900 num-
ber that offers callers 65 seconds of
a rap artist’s comments and another
40 seconds of rap music news and
information. Creative produces a
different recording daily and the
service cross-promotes the show
while the show directs listeners to
the hot line number.

Each call costs $2 for the first
minute and 45 cents for each addi-
tional minute. The money is split
among the featured artist, Creative,
and Phone Programs. Ford won’t
say what that split is or how many
calls the hot line averages daily, but
says the results have tuned his play-
list, “so we don’t have to play any

tracks that don’t have national ap-
peal.”

Creative has recently added artist
interviews to the weekly show and
has started a national clearance
push. Creative can be reached at
212-595-0683.

New York-based New Programs
is also shooting to enter the rap syn-
dication arena with the one-hour
weekly “RapDown.”” New Pro-
grams principal Jon Fox has pro-
duced the progressive rock ‘“Music
View” as the only nationally spon-
sored college-radio syndication for
the past two years, and says he is
now shopping the rap countdown to
major syndicators for commercial
clearances.

Fox also believes there's a nation-
al rap playlist, at least for a 10-track
countdown. Fox plans to have “Rap-
Down” hosted by a different guest
rapper each week and says demos
are available. New Programs can be
reached at 212-481-1010.

PREMIERE SHOWS SPORTING SIDE
Premiere Radio Network has
teamed up with the new Los Ange-
les-based Radio Sports Network to
obtain the exclusive worldwide ra-
dio rights to Saturday’s (25) heavy-
weight title fight between Mike Ty-
son and Frank Bruno. It will be the
only free broadcast of the fight. The
live video is being handled by HBO
cable television.

The live market-exclusive broad-
cast, 10 p.m.-midnight EST, will
have Rick Marrotta at ringside with
Seat Williams providing the color
commentary. The two-hour broad-
cast will include both the prelimi-
nary match for the featherweight
crown and the title bout. Each hour
will have 8 minutes of local avails
and 10 minutes of national spots.

Premiere president Steve Leh-
man says, ‘“‘We were looking into
sports for some time and wanted to
start out our sports career with the
right event. This is it. We're going

Odd Man In. Veteran performer Tony Randall, right, stops by the CBS
Broadcast Center for a one-on-one interview that kicks off CBS Radio Network’s
latest programming addition. CBS is now offering affiliates periodic 20-minute
interviews with national celebrities as part of its daily information feeds. At left is
CBS director of music and entertainment programming Frank Cammarata.

Billhoard Revises Album Rock Panel

NEW YORK Billboard has revised
the radio reporter panel for its Al-
bum Rock Tracks chart based on
the recently released Fall ‘88 Arbi-
trons.

The panel is revised four times a
year after Arbitron ratings periods
to reflect changes in audience size
and to add or delete stations. Sta-
tions reporting to the Album Rock
Tracks chart are divided into four
weighted categories according to
their weekly cumulative audience as
measured by Arbitron for the total
survey area.

No stations were added or
dropped from the 85-station panel
during this revision, but station
weighting was changed for some re-
porters. Weighting is as follows:
platinum—weekly cume of more
than 1 million listeners; gold—
500,000-999,999; silver—250,000-
499,999; bronze—100,000-249,999.

PLATINUN (3)
KLOS Los Angeles
WMMR Philadelphia
WNEW-FM New York

60LD (9)

KQRS "KQ92" Minneapolis
KROQ Los Angeles
KSHE St. louis
WDVE Pittsburgh
WFBQ Q95" Indianapolis

WLLZ Detroit

WLUP-FM Chicago

WRIF Detroit

WWDC-FM “DC101" Washington, D.€
SILVER {28}

KAZY Denver

KBCO Denver

KBPI Denver

KFOG San Francisco

KGB San Diego

KISW Seattle

KJJO-FM Minneapolis

KLOL Houston

KRQR San Francisco

KUPD Phoenix

KXRX Seattle

KYYS “KY102" Kansas City, Mo.

KZEW Dallas

WBABR Long Island. N.Y.

WCMF Rochester. N.Y.

WDRE Long Island. N.Y.

WEBN Cincinnati

WGTR Miami

WHCN Hartford, Conn.

WHIY Providence, R.1.

WIYY 98 Rock" Baltimore

WKDF Nashville

WHKLS Atlanta

WLVQ Columbus, Ohio

WPYX Albany. N.Y.

WSHE Miami

WTUE Dayton, Ohio

WYNF Tampa, Fla.

XETRA-FM “91X" San Diego
BRONZE (44)

KATT Oklahoma City

KDKB Phoenix

KEZO Omaha, Neb.

KGGO Des Moines, lowa

KGON Portland. Ore.

KINK Portland, Ore.

KISS San Antonio, Texas

KLAQ EIl Paso, Texas

KLBJ Austin, Texas
KMOD Tulsa, Okla.
KOME San Jose. Calif.
KRSP Salt Lake City
KSJO San Jose, Calif.
KZAP Sacramento, Calif.
WAAF Worcester/Boston
WAPL Appleton, Wis.
WAQX Syracuse, N.Y.
WAQY Springfield. Mass.
WBLM Portland, Maine
WBRU Providence. R.I.
W(CC Hartford, Conn.
WCKW New Orleans
WDHA Dover, N.J.
WDIZ Orlando. Fla.
WEGR Memphis
WFYV-FM Jacksonville, Fla.
WHFS Washington, D.C.
WIBA-FM Madison, Wis.
WIMZ Knoxville, Tenn.
WIOT Toledo. Ohio
WKRL 98 Rock™ Tampa, Fla.
WKRR Greensboro, N.C.
WLAV-FM Grand Rapids, Mich.
WMRY St. Louis

WNOR Norfolk. Va.
WONE-FM Akron, Ohio
WPLR New Haven, Conn.
WQFM Milwaukee
WQMF Louisville, Ky.
WRDU Raleigh, N.C.
WRFX Charlotte, N.C.
WRNO New Orleans
WRXL Richmond, Va.
WZZO0 Allentown, Pa.

BILLBOARD RADIO:
Read it first!
Write it down!

to make sports a priority in 1989.”

Lehman expects to break even on
the broadcast and says that within
24 hours of announcing the offer
the network had cleared five of the
top 10 markets. Premiere is target-
ing news/talk and sports stations
for the broadcasts, which is a whole
new market for the network; it
hopes to clear 300 affiliates by the
first bell.

CALENOAR
Below is a weekly calendar of up-
coming network and syndicated
music specials. Shows with multi-
ple dates indicate that local sta-
tions have option of broadcast
time and dates.

Feb. 24-25, Al B. Sure!, On The Radio, On The
Radio Broadcasting, one hour.

Feb. 24-26, Jerry Mathers/Tom Hanks/Bobby
Lewis, Cruisin' America With Cousin Brucie, CBS
RadioRadio, three hours.

Feb. 24-26, Marcus Lewis, On The Move With
Tom Joyner, CBS RadioRadio, three hours.

Feb. 24-26, Guitar Heros Special, Metalshop,
MJI Broadcasting, one hour.

Feb. 24-26, Freddie Jackson, Star Beat, MJI
Broadcasting, one hour.

Feb. 24-26, Was (Not Was)/Giant Steps, Party
America, Cutler Productions, two hours.

Feb. 24-26, The Steve Winwood Story, Hot
Rocks, United Stations, 90 minutes.

Feb. 24-26, Brian Doyle Murray/Harold Ramis,
National Lampoon Original Radio Hour, Premiere
Radio Networks, 30 minutes.

Feb. 25-26, Black History Month Special, Ra-
dioScope, Lee Bailey Communications, one hour.

Feb. 26, Rush/Def Leppard/Midge Ure, Power-
cuts, Global Satellite Network, two hours.

Feb. 26, Dwight Yoakam, Countryline USA.
James Paul Brown Entertainment, one hour.

Feb. 26, Tammy Wynette, Nashville Live, Emer-
ald Entertainment Group, 90 minutes.

Feb. 27-March 5, Elvis Costello, King Biscuit
Flower Hour, DIR Broadcasting, one hour.

Feb. 27-March 5, Joe Beck, The Jazz Show
With David Sanborn, Westwood One Radio Net-
works, two hours.

Feb. 27-March 5, the Who, Part 1, Legends Of
Rock, Westwood One Radio Networks, one hour.

Feb. 27-March 5, Moody Biues/Allman Broth-
ers, Classic Cuts, MJI Broadcasting, one hour.

Feb. 27-March 5, INXS, Rock Today, MJI
Broadcasting, one hour.

Feb. 27-March 5, Ricky Van Shelton, Country
Today, MJI Broadcasting, one hour.

Feb. 27-March 5, White Lion, High Voltage,
Westwood One Radio Networks, two hours.

Feb. 27-March 5, Mike + the Mechanics, Off
The Record With Mary Turner, Westwood One Ra-
dio Networks, one hour.

Feb. 27-March 5, Restless Heart, Live From Gil-
ley's, Westwood One Radio Networks, one hour.

Feb. 27-March 5, John Hiatt/Smithereens/
Deep Purple, Fantasy Palace, Westwood One Ra-
dio Networks, one hour.

Feb. 27-March 5, The Lost Lennon Tapes,
Westwood One Radio Networks Special Series,
one hour.

PROMOTIONS

(Continued from preceding page)

stations, he didn’t want to be a pro-
gramming consultant.

“Consulting is like singing through
a pillow. No matter how hard you
sing, very little comes out the other
side. The best you can do is get [sta-
tions] to occasionally stop doing
something that’s hurting them.”

So does he ever wish he had a high-
er profile? “No, I took the money in-
stead.”

YesterHits,

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Do You Think I'm Sexy, Rod
Stewart, wARNER BROS.

. Fire, Pointer Sisters, pLANET

. A Little More Love, Olivia Newton-

John, mca

. | Will Survive, Gloria Gaynor,
POLYDOR

Y.M.C.A., Village People, CASABLANCA
. Tragedy, Bee Gees. rso
. Le Freak, Chic, aTLanTIC

. Lotta Love, Nicolette Larson,
WARNER BROS.

. Somewhere In The Night, Barry
Manilow, aRiSTA

. | Was Made For Dancing, Leif

Garrett, SCOTTI BROTHERS

TOP SINGLES—20 Years Ago

1. Everyday People, Sly & the Family
Stone, epic

. Crimson & Clover, Tommy James
& the Shondells, ROULETTE

. Build Me Up Buttercup, The
Foundations, unt

. Touch Me, Doors, ELEKTRA

. Canl Change My Mind, Tyrone
Davis, DAKAR

. The Worst That Could Happen,
Brooklyn Bridge, Buooan

. You Showed Me, Turtles, wriTe
WHALE

—
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. This Magic Moment, Jay & the
Americans, UNITED ARTISTS

. Proud Mary, Creedence Clearwater
Revival, FANTASY

. I'm Living In Shame, Diana Ross &
the Supremes, MOTOWN

TOP ALBUMS—10 Years Ago

. Blondes Have More Fun, Rod
Stewart. WARNER BROS.

. Spirits Having Flown, Bee Gees, rso

. Cruisin’, Village People, casaBLANCA

. Briefcase Full Of Blues, Blues

Brothers, ATLANTIC

52nd Street, Billy Joel, corumaia

. [E)ggg Straits, Dire Straits, waRNER

O W ®©® N O UohsAse W N

—

. Totally Hot, Olivia Newton-John,
MCA

. Minute By Minute, Doobie
Brothers, WARNER BROS.
. Toto, coLumaia

. Love Tracks, Gloria Gaynor,
POLYDOR

TOP ALBUMS—20 Years Ago

. The Beatles, appLE

. Wichita Lineman, Glen Campbell,
CAPITOL

. Yellow Submarine, Beatles, aprLE

. TCB, Diana Ross & the Supremes
With the Temptations, MOTOWN

. Greatest Hits Vol. 1, The
Association, WARNER BROS

. Blood, Sweat & Tears, cotumsia

. Lr:-c%-Gadda-Da-Vida, Iron Butterfly,

—

. Elvis, Elvis Presley, rca

. Crimson & Clover, Tommy James
& the Shondells, ROULETTE

. Diana Ross & The Supremes Join
The Temptations, motown

COUNTRY SINGLES