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Subpnrt For R
Stickering Bills
Seems To Erode

EBY BILL HOLLAND

WASHINGTON—Arizona law-
maker Sen. Janice Brewer is
withdrawing her record label-
ing bill in view of the industry’s
updated voluntary labeling pro-
gram (Billboard, March 24). Her
announcement gives more
weight to an emerging industry
consensus that the tide is turn-
ing on the issue of state-man-
dated labeling.

Brewer’s bill was voted out
of committee March 5 in an 8-1
vote, but there were indications
from insiders that the measure
might have had a much tougher
time in a vote on the state sen-
ate floor.

The March 23 announcement
by Brewer was followed four
days later by a similar bulletin

(Continued on page 93)

break all the rutes. On Arista.

Open up your brain to MENTAL FLOSS FOR THE GLOBE, the
hardcore debut from URBAN DANCE SQUAD, featuring the lead
track, “NO KID.” Don't be fooled by their name The Squad

Sound Of Music Draws Vid Dealers
More Specialty Chains Lean To Combo Status

HBY KEN TERRY

NEW YORK—After a few years of
gestation, prerecorded music is be-
coming an important revenue-gener-
ator for a growing number of video
retailers. While this trend is only in
its beginning stages, some video spe-
cialists are moving beyond carrying
CDs as a sideline and are showing
signs of becoming combo stores with
full-fledged audio sections.

Already, music sales contribute
15%-30% of revenue for some video
specialists; a few even report equal
sales in both areas. And, paralleling
the earlier transition of record deal-
ers to combo operations, video retail-
ers with a serious commitment to mu-
sic are carrying 3,000-8,000 titles on
CD and cassette. While this is still far
below the inventory level of a full-line
record store, it is @ quantum leap be-
yond the practice of stocking small
selections of soundtrack and music
video-related CDs that can be cross-
promoted with video product.

The movement toward music is

ADVERTISEMENTS

most marked among small and medi-
um-sized operators, many of whom
buy from audio one-stops. “A lot of
them jumped into the CD market,
and now a lot are going into cas-
settes, t00,” says Steve Libman, own-
er of Nova Distributing Corp. in Nor-
cross, Ga. “The huge [video] chains

like Blockbuster are eating into them,
and the ma-and-pa stores have had to
come up with something else to get
into.”

Sam Ginsburg, sales manager of
City One-Stop in Los Angeles, agrees
that a lot of smaller video specialists

(Continued on page 88)

Black Is Bountiful In Latest
Wave Of H'wood Soundtracks

B BY JANINE McADAMS

NEW YORK—A plethora of R&B,
dance, and rap music will be heard in
movie theaters this summer, thanks
to a number of films aimed at the
black, urban, and general youth audi-
ences.

Music will be an integral part of
the current wave of new films by in-
dependent black directors, including
Spike Lee, the Hudlin brothers,

Records!

“A STAR HAS BEEN BORN,” raves Blliboard’s Bill Coleman
ovar L.A. STAR’s dabut album, POETESS (PRO-1290), featuring
the single “FADE TD BLACK.” Catch a rising Star on Profile

James Bond III, and Melvin Van Pee-
bles, whose films are being marketed
to a mass audience. Black music is
also heavily featured in two films di-
rected by whites: “Teenage Mutant
Ninja Turtles” and one of the two
lambada dance craze movies, “Set
The Night On Fire: Lambada.”
“Hollywood is endorsing black
films like they did in the early '70s,”
says Charles Huggins, president/
(Continued on page 84)

CBS Seen Near
50% Buyout 0f
Important Dist.

@ BY BRUCE HARING

NEW YORK—CBS Records is close
to buying a 50% share of indie distri-
bution giant Important Records,
along with its three in-house labels,
according to informed sources.

The deal, which is still being ne-
gotiated, would reportedly see CBS
become partners in both Impor-
tant’s distribution services and the
Relativity/Combat/In-Effect la-
bels. Tha sale would mark the first
major-label purchase of an indepen-
dent distributor since the '60s.

The final agreement is expected

(Continued on page 92)
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Rockhold To Head PolyGram Distrib

Commtron CEO Becomes 1st PGD Prez

W BY BRUCE HARING

NEW YORK—PolyGram Group Dis-
tribution has named Gary Rockhold,
president and CEO of video distribu-
tion giant Commtron, as its first pres-
ident.

Additionally, PGD has installed
Jim Caparro as the second-in-com-
mand to Rockhold, naming him se-
nior VP, sales and branch distribu-
tion. He previously held the same ti-
tle for the PolyGram label. Caparro
says he will serve “as the right hand
of Gary Rockhold.”

PGD, which was formed from Po-
lyGram’s own distribution arm, will
handle U.S. distribution for Poly-
Gram, Island, A&M, and associated
labels. Island and A&M were pur-
chased last year by PolyGram, creat-
ing the need for a larger distribution
system.

Rockhold will not discuss his new
position at this time, according to Po-
lyGram publicity VP Dawn Bridges.
She says the new CEO would prefer
to begin work before commenting.

Rockhold is scheduled to take the
PGD reins May 1. Until then, Ca-
parro will run the company.

At press time, no replacement for
Rockhold had been announced by
Commtron.

Rockhold held one of three appoint-
ed seats on the board of directors of
the Video Software Dealers Assn., a
position he is also expected to relin-
quish. If so, Rockhold will be the sec-
ond appointed board member VSDA

will lose within a month, following
the resignation of Wherehouse CEQ
Scott Young in March.

At press time, a VSDA representa-
tive said the organization had no offi-
cial word from Rockhold regarding
his plans. Rockhold still had 18
months left of a two-year term. The
question of his replacement was ex-
pected to be raised at a regularly
scheduled VSDA board meeting

March 30.

Rockhold told the Des Moines Reg-
ister that the PolyGram opportunity
was the most attractive of the many
offers he has fielded as head of a
high-profile video distributor.

“Because of the size of the busi-
ness that we're in, the job offers ap-
pear a lot,” he told the lowa newspa-
per. “I guess you get to a point in

(Continued on page 91)

W BY WOLFGANG SPAHR

GUTERSLOH, West Germany—
The Bertelsmann Music Group’s op-
erating results improved by 37% to
372 million for the fiscal year ended
June 30, 1989. They were well ahead
of budget, as they had been for
1988.

The Bertelsmann Group’s gross
was $10.5 billion (at an exchange
rate of 1.71 deutschemarks to the
dollar) and BMG’s contribution to
this was $1.6 billion. The BMG
group is forecasting 1989-90 net
profit will be up by 25% to $294 mil-
lion, with an all-time-high operating
profit of $588 million.

In announcing BMG’s results

BMG Bottom Line Grew
By 37% In Fiscal 1989

here, Michael Dornemann, chair-
man and CEO of BMG, said the
company will expand by increasing
the number of artists signed by the
RCA and Arista labels, the main cre-
ative centers in the U.S. and UK.
“We’ll give fresh impetus to the
direct marketing club business and
push the CD sector,” he adds. “In
important countries like France, It-
aly, Spain, Brazil, and Japan, we
will be strengthening the develop-
ment of national artists.”
Dornemann confirms previous
reports that BMG is examining the
possibility of expanding in the U.S.
by means of a third label—possibly
with a partner—and possibly on the
(Continued on page 91)

A&R Execs Watchful Of Artists’ Lyrics

Many Labels Addressing Issue At Marketing Level

M BY THOM DUFFY

NEW YORK—In the wake of in-
creased concern over explicit record-
ings, A&R executives say question-
able lyrics face greater scrutiny in
the creative and marketing processes
at some major labels.

While A&R departments tradition-
ally have enjoyed full creative auton-
omy, some labels want potentially
troublesome lyrics to be discussed
with their sales and marketing de-
partments, possibly before an album

is completed.

Sales and marketing VPs stress
they cannot and will not try to dictate
A&R actions or challenge artists’ cre-
ativity. But following the recent deci-
sion by major labels to uniformly
sticker explicit albums, and in light of
the policies of many retail chains to
restrict sales of stickered product to
customers under 18, some marketing
execs say they want an advisory role
in A&R decisions.

Earlier this month, MCA set up a
new committee process whereby

W BY EDWARD MORRIS
and BRUCE HARING

NASHVILLE—The 2 Live Crew’s
“As Nasty As They Wanna Be”" and
N.W.A's “Straight Outta Comp-
ton” appear to violate Tennessee
obscenity laws, according to an
opinion delivered March 26 by Joe
Baugh, district attorney general for
Williamson County, outside of
Nashville.

The ruling is believed to mark the
first time a U.S. judge has ruled
that N.W.A. is obscene; several
Florida judges have previously de-
clared 2 Live Crew product to be ob-
scene.

Baugh says he rendered the opin-

2 Live Grew, N.W.A. Called
Obscene By Tenn. Judge

ion at the request of Williamson
County commissioner Stephen D.
Wherley, who purchased the tapes
at a local record store and gave
them to him to rule on. “There’s a
formal procedure in Tennessee law,
where [such officials] have the au-
thority to do that,” Baugh explains.
“It was an opinion rendered, and
that’s it.”
Wherley could not be reached for
a comment on the matter, but a rep-
resentative of the police depart-
ment in Franklin, the county seat,
says no requests for warnings or
arrests have been made pursuant to
the opinion.
Conviction on violating Tennes-
(Continued on page 93)

A&R, sales, and marketing staffers
and top management will review up-
coming releases that may contain ob-
jectionable lyrics, according to execu-
tive VP/GM Richard Palmese. The
committee has not yet met to discuss
specific releases, but it is expected to
increase the sales and marketing in-
put in the A&R process, Palmese
says.

“If lyrics are submitted by an art-
ist and there is some question, we
have set up a structure within the
company to be responsible to the vol-
untary labeling agreement,” says
Palmese. “There are definitely prob-
lems we have to deal with in the mar-
ketplace, and we don't want to be
locked out of [some] accounts.”

Paul Kremen, West Coast director
of A&R at MCA, says, “It seems to
me today that you cannot operate in a
vacuum. I want to know what the
problems are that are going to occur
in the marketplace ahead of time,” he
says, “but that doesn’t mean I'm go-
ing to change anything. I don’t think
this will hamper our creativity, but it
will allow us to know what's going
on.” Kremen says the A&R depart-
ment should determine which re-
leases are reviewed by the committee
and when.

In the current climate, some A&R
execs also say they have a greater ob-
ligation to make artists aware of the
marketplace impact of creative deci-
sions.

“It's very difficult,” says an A&R
executive who has worked with ma-
jor-label rap artists, “‘because then
what I would do is inform the artist

(Continued on page 93)

Platinum White. Capitol recording group Great White celebrates the double-
platinum certification of its top 10 album, “Twice Shy,” which has sold more than
2.5 million copies. The album features the gold single “Once Bitten, Twice Shy”
and the group’s current single, “House Of Broken Love.” Shown at the Capitol
tower in Hollywood, Calif., from left, are Doug Goldstein, Stravinski Brothers
Management; Michael Lardie and Audie Desbrow, Great White; Hale Milgrim,
president, Capitol Records; Jack Russell, Great White; Alan Niven, Stravinski
Brothers Management; and Mark Kendall and Tony Montana, Great White.

EXECUTIVE TURNTABLE

RECORD COMPANIES. Sire Records makes the following promotions: Howie
Klein to VP and managing director in Los Angeles; Karen Rooney to GM
of New York operations; and Sandy Alouete to label manager in New York.
They were, respectively, VP/GM; production manager; and an executive as-
sistant for the label.

DGC Records in Los Angeles makes the following appointments: Marko
Babineau, GM; Steve Leavitt, CHR promotion director; Hugh Surratt,
AOR promotion director; and Mark Kates, alternative promotion director.
They were, respectively, director of promotion at Geffen Records; national
promotion director at Island Records; co-national AOR promotion director

=

KLEIN BABINEAU ROSENGARD HANDLIN
for Geffen; and alternative marketing and promotion director at Geffen.
Beth Rosengard is appointed VP of national album promotion at Island
Records in New York. She was president of B.R.A.S.H. Promotions.
Denis Handlin is promoted to managing director and CEO for CBS Rec-
ords in Australia. He was managing director for the label.
Andrew Gerber is appointed VP and general attorney for the CBS Rec-
ords law department in New York. He was the general attorney for the la-

bel.
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PITTMAN

GREENBLATT

AMATO

Atlantic Records in New York promotes Paula Amato to director of na-
tional publicity, and Deb Schuler to merchandising manager. They were,
respectively, associate director of media relations, and merchandising coor-
dinator for the label.

Charisma Records in New York appoints Tom Bobak national promotion
director, and Rhonda Herlich national director of AC/video promotion.
They were, respectively, regional director of promotion, Mid-Atlantic, at
Virgin Records, and an independent AC promoter.

Pat Schoffstoll is promoted to VP of administration at MCA Records in
Nashville. She was director of administration for the label.

EMI in New York appoints Rob Gordon director of A&R, and Fran De-
Feo associate director of publicity. They were, respectively, manager of
A&R at EMI], and senior account executive for Cohn & Wolfe.

PUBLISHING. The Zomba Group in New York makes the following appoint-
ments: Rachelle Greenblatt, senior VP of music publishing; Richard S.
Blackstone, director of business affairs; and Nancy Weshkoff, director of
copyright administration. They were, respectively, VP of music publishing,
the Zomba Group; a principal in Sound For Images; and manager of copy-
right administration for the Zomba Group.

RELATED FIELDS. Bob Pittman is named president and CEQO of Time Warner
Enterprises in New York. He was an executive adviser for the company.

www americanradiohistorv com
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‘“Turtles’ Vid Quickens Fast-Food Ties

B BY PAUL SWEETING

NEW YORK—Tte increasingly en-
twined worlds of fast food and chil-
dren’s video take a giant step closer
this month as Burger King restau-
rants begin offering four separate
episodes of “Teenage Mutant Ninja
Turtles” as prenium items with a
food purchase.

The four-weel. promotion began
March 29 and invplves four new Tur-
tles episodes from IVE’s Family
Home Entertainment division. None
of the episodes has been distributed
to the home market before, but all
have been showr on TV.

The suggested list price for each
22-minute tape will be $3.49 with the
* purchase of a Burger King sandwich.
Independently operated franchise
restaurants have the option of set-

ting their own prices.

Besides the “Turtles” episode, each
tape includes a 2!/,-minute trailer
promoting the entire line of Turtle
tapes available from FHE, as well as
a 90-second spot for ‘“Teenage Mu-
tant Ninja Turtles,” New Line Cine-
ma’s live-action “Turtles” feature
film, which opened theatrically
March 29. IVE, a subsidiary of LIVE
Entertainment, expects to market the
film on video in the fourth quarter,
says IVE president and CEO David
Mount.

The tapes also include a spot for
Burger King’s Kids Club, a promo-
tion the chain introduced in January.

The tie-in with FHE marks Burger
King’s second major “Turtles” promo-
tion. In February the fast-food chain
gave away 14.8 million “Teenage Mu-
tant Ninja Turtles” badges as part of

GONTENTS

VOLUME 102 NO. 14 APRIL 7, 1990
MUSIC
Album & Single Reviews 80 International 75
Black 24  Jazz/Blue Notes 54
Boxscore 36 Latin Notas 51
Canada 79 Lifelines 85
Chartbeat 6 Market Action 85
Classical/FK.eeping Score 51 Music Video 48
Clip List 49 Newsmakers 8
Commentary 11 Power Playlists 21
Country 43  Pro Audio 52
Dance Trax 33 Radio 12
Executive Turntable 4 Retail, 56
Gospel Lectern 54A  Retail Track 60
Grass Route 59 Rossi’s Rhythm Section 29
Hot 100 Smgles Spotlight 83 Talent 35
In The Spirit 55 Update 85
Inside Track 94
HOME VIDEO Page 65
Box Office 72  Store Monitor 69
Coming Soon 69 videocassette Rentals 70
Health And Fitness 68 Videocassette Sales 66
Top Kid Video 68 Top Videodisks 69
MUSIC CHARTS
Top Alkums Hot Singles
Black 30 Adult Contemporary 19
Contemporary Christian 54A Black 26
Country 46 Black Singles Action 29
Gospel 55 Country 44
Hits Of The World 78 Crossover 84
Latin 51 Dance 32
Modern Rock Tracks 20 Hits Of The World 78
New Ace 64 Hot 100 82
Pop 86 Hot 100 Singles Action 83
Rock Tracks 20 Rap 28
CLASSIFIED/REAL ESTATE Page 73

Eastern, Pe. 19398, 215-630-1679.

©Copyright 1990 by BPI Communications Inc., a subsidiary of Affiliated Publications Inc. No part of this
publication may be reproduced, stored in any retrieval system, or transmitted, in any form or by any
means, elec ronic, mechanical, photocopying, recording, or otherwise, without the prior written permission
of the publicher. BILLBOARD MAGAZINE (ISSN 0006-2510) is published weekly (except for the last week
in December) by BPi Communications Inc., One Astor Plaza, 1515 Broadway, New York, N.Y. 10036.
Subscription rate: annual rate, Continental U.S. $189.00. Continental Europe £175. Billboard, Quadrant
Subscription Service Ltd., Perrymount Road, Haywards Heath, West Sussex, England. Registered as a
newspaper at the British Post Office. Japan Y97 ,500. Music Labo Inc., Dempa Building, 2nd Floor, 11-2,
1-Chome, Migashi-Gotanda, Shinagawa-ku, Tokyo 141, Japan. Second class postage paid at New York,
N.Y. and at additional mailing offices. Postmaster: please send changes of address to Billboard, P.0. Box
2071, Mahopac, N.Y. 10541-2071. Current and back copies of Billboard are available on microfilm from
Kraus Microform, Route 100, Millwood, N.Y. 10546 or Xerox University Microfilms, 300 North Zeeb
Road, Ann Arbor, Mich. 48106. Subscriber Services and Intormation: Billboard, P.O. Box 3027, South

its ongoing Kids Club promotion.

The magnitude of the promotions
run by fast-food chains is increasing-
ly capturing the attention of video
program suppliers, despite occasional
criticism from dealers concerned that
manufacturers are undercutting the
retail sector.

Burger King has agreed to pur-
chase a minimum of 7 million “Tur-
tles” tapes from FHE, adding as
much as $3.5 million to LIVE’s pretax
bottom line, according to Lisbeth
Barron, an analyst with S.G. War-
burg Securities. As a result of the
promotion, Barron is raising her
earnings-per-share estimate for
LIVE this year from $2.35 to $2.50.

Two other fast-food chains, Mec-
Donald’s and Wendy’s, have also of-
fered children’s videocassettes as
part of promotions.

“Seventy percent of households
now have VCRs,” Mount says of the
fast-food chains’ growing interest in
videocassettes as premium items.
“That opens up a lot of opportunities.
Video is a hot item right now as is
sell-through, particularly on the heels
of ‘Batman,” ‘E.T., and the other big
titles. There is an expanding aware-

ness of video as a collectible item for
the home.”

Mount says IVE is sensitive to re-
tailers’ concerns, but insists ‘“what
we are doing is different from what's
been done in the past” in the way of
video premiums. “Other companies
have used the same feature films or
programs that dealers are carrying.
What we’ve done is to take our prod-
uct which normally runs 44-72 min-
utes and cut it in half. Also, these are
new episodes, so they are not compet-
ing directly with what’s in the
stores.”

FHE's regular “Turtles” tapes avail-
able through retail generally contain
two episodes each and list for $14.95.
To date, more than 3 million copies
have been sold, according to Mount.
FHE's latest retail tape, “Cowabunga
Shreadhead,” shipped 600,000 units ini-
tially, the line’s largest single-title
opening shipment thus far.

Mount also stresses that the 2!/,-
minute spots on the Burger King
tapes promote the retail line and in-
clude a reminder that the tapes are
currently available “at video stores
everywhere.” Mount says the Burger

(Continued on page 90)

Oscar-Clad
‘Left Foot’ Gets
Vid Guarantee

EBY JIM McCULLAUGH

LOS ANGELES—HBO Video
says it will offer a “risk free”
guarantee to video retailers this
summer when it issues “My Left
Foot,” winner of two Oscars this
year. Under the program, un-
opened copies can be sent back to
HBO Video for a full refund.
The Miramax-produced film
won Oscars for best actor (Daniel
Day-Lewis) and best supporting
actress (Brenda Fricker) during
the March 26 Academy Awards
telecast. Already the beneficiary
of various awards and nomina-
tions during the last several
months for the critically ac-
claimed film, Miramax is expected
to continue working the picture
theatrically for the next several
months.
More screens are expected to be
(Continued on page 90)

Key Senator Will Not Go-Sponsor DAT Bill

Backs Off After Hearing RIAA, NMPA Arguments

@ BY BILL HOLLAND

WASHINGTON, D.C.—U.S. Sen.
Pete Wilson, R-Calif., following a
closed-door meeting with chiefs of
the record companies’ and music pub-
lishers’ trade groups, has decided not
to co-sponsor the Senate version of
the recording industry’s DAT-en-
abling legislation. The bill was for-
mally introduced March 28 by Sen.
Dennis DeConcini, D-Ariz., the sole
sponsor.

The decision by Wilson is being
viewed as a blow to the recording in-
dustry’s hopes for the smooth prog-
ress of the DAT bill.

The Recording Industry Assn. of
America had hoped that co-sponsor-
ship by Wilson, who has been an out-
spoken advocate of copyright inter-
ests and intellectual property protec-
tion, would strengthen congressional
support for the legislation to allow
DAT recorders equipped with the Se-
rial Copy Management System to be
imported and sold in the U.S.

At a March 27 meeting, Wilson lis-
tened to the arguments of bill propo-
nent Jay Berman, president of the
RIAA, and opponent Edward Mur-
phy, president of the National Music
Publishers Assn. According to in-
formed sources, he then announced
his decision not to co-sponsor the bill.
However, he did not reveal whether
or not he would support or oppose the
legislation once it is scheduled for
hearings.

The Senate bill, like its House com-
panion, deals only with digital home
taping. It outlaws only “serial” copy-
ing of digital tapes and does not pre-
vent taping from non-DAT digital
sources to blank tape, i.e., first-gener-
ation copies.

It also does not cover analog tap-
ing and does not contain a royalty
provision to compensate copyright
owners for home taping losses.

The music publishers have opposed
the legislative compromise ever since
the announcement of the agreement
hammered out last summer between

the RIAA and hardware manufactur-
ers. ASCAP also opposes the bill.

Hilary Rosen, RIAA’s VP of gov-
ernmental affairs, says the RIAA
“will continue to press forward with
the legislation,” and says of oppo-
nents that “it’s always easier to be
against something than it is to be for
something and take a risk.”

RIAA views the legislation as a
“first step” toward fuller protection

that would include a royalty. The
NMPA, however, sees the bill an indi-
cation of erosion of copyright protec-
tion.

Rosen says that Wilson plans to
call for a hearing on the bill “as soon
as possible.”

Wilson’s office would not comment
on the meeting, but says the lawmak-
er will soon release a statement on
his decision not to co-sponsor the bill.

NEW YORK—Beginning this
week, Billboard is increasing its
coverage of gospel music to better
reflect the importance of this seg-
ment of the musical spectrum.
Changes include increased fre-
quency for our two gospel sales
charts—both of which have been
renamed—and the addition of a
second gospel column.

The charts of best-selling gospel
albums increase in frequency
from monthly to biweekly. Both
get a facelift and new names: the
Inspirational chart becomes the
Top Contemporary Christian Al-
bums chart; the Spiritual chart be-
comes the Top Gospel Albums
chart.

Reporting panels for both
charts have been revised, and the
number of reporting dealers has
been increased. The Contempo-
rary Christian Albums chart now
has 41 reporters; the Top Gospel
Albums chart has 52 reporters.

The two charts will run together
on alternate weeks. Similarly,
Billboard’s two gospel columns
will run simultaneously, every
other week.

The new column, called In The
Spirit, is written by Lisa Collins, a

Billhoard Hevamh§ Gospel
Charts, Debuts Column

Los Angeles-based free-lance writ-
er. Collins’ writing on gospel mu-
sic is distributed to community
newspapers throughout the U.S,
via her own Serra Syndication
company. She also writes and pro-
duces a syndicated radio program,
“Inside Gospel,” for Bailey Com-
munications. Her byline has ap-
peared in Billboard, Black Radio
Exclusive, Essence, and other
publications.

Collins joins Bob Darden, au-
thor of the longstanding Gospel
Lectern column in Billboard, as
the new half of our gospel editori-
al team. Darden has covered gos-
pel music for Billboard since Feb-
ruary 1984. He is the author of six
books and has written on gospel
for numerous consumer publica-
tions. Together they will provide
timely coverage of gospel music
news and sales trends.

Darden can reached at 118 N. 30
St., Waco, Texas 76710; Collins’
address is 3865 Don Tomaso
Drive, Los Angeles, Calif. 90008.

The changes begin this week on
pages 54A-55. And don’t miss Bill-
board’s Spotlight on Gospel Music
’90, following page 54 in this issue.
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April Showers Retailers With Titles
Public Enemy, Heart, Mac Attack

B BY MELINDA NEWMAN

NEW YORK—A variety of re-
leases from gold and platinum art-
ists will shower down on April re-
tailers.

The most widely anticipated re-
lease is Public Enemy’s new Def
Jam/Columbia album, “Fear Of A
Black Planet,” which hits stores

April 10 complete with a warning
label. Similar to fellow Def Jam
artist L. L. Cool J’s last release, it
marks one of the few times that a
new album by a past platinum per-
former has been stickered.

Public Enemy’s album will bear
a generic “Explicit Lyrics-Parental
Advisory”’ sticker, according to
Rich Kudolla, VP of sales at Co-

New Kids Craze Spells Sellouts
No Drop In Demand For Show Tix

B BY CHRIS MORRIS

LOS ANGELES—Even though a
new album by New Kids On The
Block will not arrive until late May,
Kidsmania continues unabated, as
many of the group’s summer con-
certs have already recorded sellouts.

The teen sensations, who have
been touring the U.S. for much of the
past year, plan another U.S. swing of
60 concerts (29 stadium shows and 31
arena dates) between June and Sep-
tember.

“There’s no question it will all be
sold out,” says Jerry Ade, president
of Famous Artists Agency, which is
booking the New Kids tour.

The shows have been racking up
sellouts a full two months in advance
of the release of New Kids’ “Step By
Step,” the sequel to the group’s sep-
tuple-platinum “Hangin’ Tough”
(which holds at No. 23 on Billboard’s
Top Pop Albums chart this week).
The new Columbia album is due in
stores May 22.

According to Ade, the New Kids
have already sold out summer shows
at such large venues as the Auburn
Hills Palace in Detroit (two days,
40,000 seats); Poplar Creek Music
Theater in Hoffman Estates, Ill. (two
days, 25,000); Alpine Valley Music
Theater in East Troy, Wis. (two days,

(Continued on page 90)

Al Teller, Frank Zappa Tapped
As Keynoters For 5th INMGC

NEW YORK—AI Teller, chairman of
MCA Music Entertainment Group,
and recording artist/entrepreneur
Frank Zappa will deliver keynote ad-
dresses at the Fifth International
Music & Media Conference, to be
held May 27-30 in Amsterdam.

Teller’s topic will be “World Radio:
Mirror Image Of America—Or An
Original Statement?’”’ Zappa, who
last year formed a consulting firm to
set up joint ventures in the Soviet
Union, will deliver a speech titled
“Rock Around The Bloc.”

Topics to be covered in convention
panel discussions include marketing
and programming radio; exporting
and marketing European talent to
the rest of the world; the changing
role of artist management and pro-

motion; the impact of digital audio in
radio; techniques of automated radio
programming; the pros and cons of
government support for contempo-
rary music; sponsorship and product
promotion; and the opening up of
Eastern Europe and its possibilities
for the music industry.

The convention’s live showcase
program, titled “Amsterdam Rocks,”
will focus on European acts. The pro-
gram opens May 27 with a showcase
of French acts, featuring Les Satel-
lites, and a group of Dutch bands
that have been selected by the Dutch
Rock Music Foundation (S.P.N.) to
play at the upcoming New Music
Seminar. May 28 will be Seandinavian
Night, and will feature the

(Continued on page 93)

Lucasfilm Sues Luther Gamphell
Over Use Of ‘Skyywalker’ Name

LOS ANGELES—The latest force
battling controversial rap group 2
Live Crew is Lucasfilm Inc., which is
seeking more than $300 million from
2 Live Crew/Skyywalker Records
president Luther Campbell. The suit
claims that the rapper’s stage name,
Luke Skyywalker, has tainted the im-
age of the similarly named hero of
the “Star Wars” trilogy.

The complaint, filed March 24 in
U.S. District Court in Los Angeles,
charges the head of the Florida-based
rap act with trademark infringement.

““The theory is that Luke
Skywalker is an extremely valuable
character,” says Lucasfilm attorney
Bertram Fields. “ ‘Star Wars’ has
produced receipts in excess of $1 bil-

lion and makes vast amounts of mon-
ey from licensing agreements. We
simply can’t take the risk of some-
body mistakenly associating the char-
acter of Luke Skywalker with Mr.
Campbell’s records or performances.
I believe that there is a real danger
that confusion will damage the char-
acter of Luke Skywalker.”
Skyywalker Records’ attorney, Al-
len Jacobi, who at press time had not
been served with the complaint, re-
sponds, “How anyone can confuse a
character out of a science-fiction
movie and a rapper is beyond belief.”
Jacobi theorizes that the recent
controversy surrounding 2 Live
Crew’s allegedly obscene recordings
(Continued on page 85)

lumbia. Despite the recent imple-
mentation by some chains of an 18-
to-buy policy on stickered product,
Kudolla says, ‘“The initial orders
were substantially more than the
original target. People were aware
of the sticker and it has not been a
deterrent at retail.”

The album’s liner notes, which
include the lyrics, introduce a 900
hot line, called Black Line, which
offers information about the band.
The record label is already push-
ing the second single, “911 Is A
Joke,” following the success of the
first release, ‘“Welcome To The

(Continued on page 91)

It Had To Be Gold. Columbia recording artist Harry Connick Jr. receives his
first gold album for the soundtrack of “When Harry Met Sally . . . ,”" which
features the No. 1 traditional jazz single “It Had To Be You.” Shown, from left,
are Connick; Bobby Colomby, VP of creative development, CBS Records, West
Coast; Jack Rovner, VP of marketing, East Coast, Columbia; and Bob Willcox,
VP of product marketing, West Coast, Columbia.

BONNIE RAITT’S “NICK OF TIME” jumps to No. 1
on the Top Pop Albums chart five weeks after winning
the Grammy for album of the year. Raitt’s album took
a full year to reach No. 1, but that’s nothing compared
to the 17!/, years that have elapsed since Raitt first hit
the pop albums chart. This is the longest any artist has
had to wait between first hitting the chart and first
reaching No. 1.

Michael Jackson held the previous record (13 years
and one month) for the longest climb to No. 1. With his

album chart in January
1970, but didn’t top it un-
til “Thriller’’ broke
through in February
1983.

Nine other artists took
more than 10 years be-
tween their first chart al-

brothers, the Jackson

Five, Michael first hit the
e —
s e

bum and their first No. 1:

the Isley Brothers, Ken-
ny Rogers, Phil Collins,
Patti LaBelle, Bob Seger, J. Geils Band, Johnny
Cash, Bob Dylan, and the Bee Gees.

It's noteworthy that Raitt’s album has gone all the
way without generating a top 40 hit. Her current sin-
gle, “Have A Heart,” loses its bullet at No. 49 on the
Hot 100.

SINEAD O’CONNOR'’s second album, “I Do Not
Want What I Haven’t Got,” blasts onto the pop albums
chart at No. 24, instantly topping the peak position (No.
36) of her 1988 debut, “The Lion And The Cobra.”

The sensational chart debut is due to the surprisingly
swift rise of O’Connor’s current single, “Nothing Com-
pares 2 U,” which jumps to No. 9 in its fourth week on
the Hot 100. It’s the latest in a long line of top 10 hits
written by Prince but popularized by other artists. It
follows Chaka Khan’s “I Feel For You,” Sheena Eas-
ton’s “Sugar Walls,” and the Bangles’ “Manic Mon-
day.”

O’Connor is riding the cresting wave of popularity
for women in pop. Four of the top five albums this
week are by female solo artists. Also, females have ac-
counted for the last four straight No. 1 singles.

FAST FACTS: Arista Records has two of the top three
singles on the Hot 100. Taylor Dayne lands her first
No. 1 hit with “Love Will Lead You Back,” and hot
newcomer Lisa Stansfield jumps to No. 3 with “All
Around The World.” With “Love Will Lead You Back”
topping the chart, songwriter Diane Warren has
amassed five No. 1 hits in just three years.

Robert Plant’s fifth solo album, “Manic Nirvana,”
enters the pop chart at No. 39. His first two solo disks
went top 10 in the early '80s, as did his 1988 smash,
“Now And Zen.” Plant missed the mark only with
1985’s “Shaken 'N Stirred,” which stalled at No. 20.

Depeche Mode and the Church appear to be headed
for their highest-charting albums to date. Depeche
Mode’s “Violator”—the British group’s first studio al-

by Paul Grein

It Took All This “Time’ For Raitt To Hit Top:
Nothing Compares 2 0’Connor; Plant Climhs

bum in two and a half years—debuts at No. 43, just
eight points behind the peak position of its previous
studio album, “Music For The Masses.” Likewise, the
Church’s “Gold Afternoon Fix” vaults from No. 174 to
No. 68 in its second week, closing in on the No. 41 peak
of the Australian group’s 1988 album, “Starfish.”

Carly Simon’s “My Romance” shoots from No. 165
to No. 71 in its second week. As such, the album is like-
ly to top the No. 50 peak of Simon’s 1981 “Torch,” a
similar concept album of romantic standards.

Kiss lands its first top
10 single in 14 years as
“Forever” jumps to No.
10 on the Hot 100. The
veteran group was last in
the top 10 with the baliad
“Beth” in 1976.

Can a box-office bomb
generate not one but two
Hot 100 singles? Look no
further than the ill-fated
“True Love,”” which
grossed just $1 million
when it was released theatrically in November. Two
songs from the film are climbing the chart: A’Me Lo-
rain’s “Whole Wide World” at No. 13 and Grayson
Hugh & Betty Wright’s “How 'Bout Us” at No. 86.

WE GET LETTERS: Cory Richards of KYRK (Power
97) Las Vegas notes that Paula Abdul has had a single
in the top 40 on the Hot 100 for 66 consecutive weeks.
Only four other artists in the rock era have equaled this
feat: Elvis Presley (130), Michael Jackson (73), Lionel
Richie (67), and Bobby Brown (66).

Daniel Violette of Warner, N.H,, notes that Young
M.C.’s Grammy-winning “Bust A Move” is the first sin-
gle to spend 37 consecutive weeks on the Hot 100 since
Soft Cell’'s “Tainted Love,” which held on for a record
43 consecutive weeks in 1982,

Tony Sundholm of Sudbury, Ontario, notes that
Alannah Myles was the first female Canadian to top
the Hot 100 since Anne Murray scored in 1978 with
“You Needed Me.” This is also the first time since 1978
that two Canadian artists have appeared in the top 10
at the same time. Jane Child is also listed now; Nick
Gilder joined Murray in 1978.

Eric Fader of Peekskill, N.Y,, has a tip for songwrit-
ers who want a sure-fire hit: Write a song called “Hold
On.” Wilson Phillips’ current single is the 11th differ-
ent song with that title to reach the Hot 100.

Rich Appel of CBS-TV in New York notes that
“Without You” is the first song title to make the charts
in each decade from the ’50s through the '90s. Eddie
Fisher had a hit with a song called ‘“Without You” in
the ’50s, followed by Johnny Tillotson in the '60s, Nils-
son in the "70s, Franke & the Knockouts in the '80s,
and now Motley Crue in the '90s.

It took two Greeks to give us a lesson in Portuguese.
Costas Zougris and Yannis Petrides of Athens note
that Kaoma’s “Lambada” is the second Portuguese
song to crack the top 50. The first was Sergio Mendes’
1966 single “Mas Que Nada.”
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EURO TOUR OPERATORS

(Continued from page I-4)

accountant who comes round afterwards and says he didn’t
like the set that night and why.

“They can help you earn money but they can’t help your
career. And | think that's part of my job. Once you become
guided solely by money, it becomes nothing more than a
banking operation.”

Dickins blames the promoters for taking what he sees as
“crazy" deals, “because other bands will be watching and
they’ll start asking for the same thing. Agents will simply be-
come messenger boys. Managers could get worried, too.
What is their role in this? And so it goes on. What about mer-
chandisers? CPl owns Brockum, so what happens to the
rest?”

Dickins does not blame artists who want to take the mon-
ey. “If that's what they want, I'll still give the promoters I've
worked with the chance to come up with the money. But the
bottom line is important because promoters lose money as
well as make money. One show that goes wrong means that
you have to dc eight shows that go right to get your money
back.”

Neil Warnock, of The Agency, who is the operating agent
for the Rolling Stones’ European tour this summer, says
there is only one change from normal promoting procedure.
“One promoter is guaranteeing the artist's income. Which
means the filtering of the deals is being handled in a ditfer-
ent manner.

“Rather than the artist having a manager who invites
deals from individual promoters via his agent and then
working out his own problems like travel and financing the
pre-production work, all this is being handled by CPL.”

And he refutes suggestions that his own role is downgrad-
ed by having a third party between himself and the band.
“There always is. In general, | deal with the band’s manager,
in some cases with their lawyer or accountant. Sometimes
with both. In the case of the Stones, | am dealing with CPI
who are handling the tour and | am also consulting with
Prince Rupert Lowenstein, who is their adviser.

“So it's not dissimilar for me as an agent. It's still my job
to find the best deals and the best facilities for the best
money.”

Warnock considers that CP! president Michael Cohl is, in
some respects, effectively acting as the Rolling Stones’ man-
ager for the tour. “‘He consults heavily with the band on ev-
ery aspect of the tour.

] would think it would only be worth CPI's while if the
band is going to gross sufficient money for them to want to
make those kind of guarantees. | would have thought it
would need to be on a world scale to be worth getting in-
volved in, but that's just my observation.”

The involvement of big business in setting up such deals
doesn’t perturb Warnock either. “It gives them access to the
youth market. That's why they will be interested in backing
this kind of venture even though the return on the invest-
ment may not be that high.

“But whoever these acts were dealing with would be on
tight margins. You always are with acts of that level. If you're
looking to float your company on the back of one of these
acts, you're going to be out of business.”

And he counters suggestions that local promoters are be-
ing stifled. “The input I've been getting from promoters has
been more than usual. I'm asking them to look into second-
ary sponsorship, local television and radio, deals with na-
tional newspapers.

“That's allowing the promoter to become involved in
more, nct less, because, by God, if you've got an act the size
of this one, you can go out there and bang the drum and get
some interesting deals going.”

John Giddings, of agent/promoters Solo Talent, who is
putting on David Bowie's U.K. dates, accepts what he sees
as a logical progression in the international touring busi-
ness. “The way the business is going, artists are looking for
a guarantee before they step outside the door. They don't
want to take the risk and it's easiest to sign with one promot-
er for a guaranteed sum.

“Effectively I'm already doing that. I've been doing Euro-
pean tours using local promoters for five years. When Su-
zanne Vega gets on a plane in New York for Europe, that's all
she has to do. I'm guaranteeing her the money from the
whole of the European tour and all the costs. | hope there’s
going to be a profit margin at the end——if costs stay the
same.”

Says Giddings:“Now it's starting to happen on a world
scale. But how many acts of that stature are we talking
about? David Bowie said he thought there were 15, but I'm
hard-pressed to come up with half that figure.”

(Continued on page 1-8)
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Our Artists Make Us Famous

CONTEMPORARY
POP/ROCK
& JAZZ ARTISTS

ANYTHING BOX
ARROW

BABY FORD
BARDEUX

BELLE STARS
BOBBY ROSS AVILA
COMMODORES
COVER GIRLS
DINO

DOUG LAZY

E.G. DAILY

FOUR TOPS

GATO BARBIERI
INFORMATION SOCIETY
JAMES INGRAM
JAYA

JEAN CARNE
JENNIFER HOLLIDAY
JIMMY HARNEN
KON KAN

LAURA BRANIGAN
LINEAR

MICHELLE

MILLI VANILLI

NEW KIDS ON THE BLOCK
NICK PHILLIPS
NOEL POINTER
PAJAMA PARTY
PATTI LABELLE
RIOT

ROMANTICS

R.U. READY

RUN DMC

SAFIRE
SEDUCTION

SOUL Il SOUL
SPREAD EAGLE
STANLEY TURRENTINE
STEVIEB

SWEET SENSATION
SYBIL

SYSTEM
TECHNOTRONIC
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TOMMY JAMES
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TONE LOC
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YOUNG MC
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BLACK
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ALEXANDER O'NEAL
ALYSON WILLIAMS
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JOYCE SIMS
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MICHAEL COOPER
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TONY TERRY
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DENISE LOPEZ
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FASCINATION
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KESCHIA JENKINS

KRAZE

KON KAN

LATIN EMPIRE
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ROYAL HOUSE
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EUROPOP, YOUR EUROPEAN TOUR-PROMOTER.

EURO-CONCERTS, YOUR DUTCH
< CONCERT PROMOTER EURO TOUR OPERATORS

(Continued from page I-7)

Giddings believes that promoting will become more
streamlined. “There will be more trans-Atlantic unions be-

t ies b it's b a bit like * d them.’
P[IP Ph. 31-23-319333 There's already talk of U.S. agents opening up in this coun-

try and some people seem scared of it. Personally, my expe-

Fox 3123328579 | || e e
d t in each territory.”
E TIX 4 ] 755 EU rOp n I . waiylz ?sezls?)nngrfnoflr':hi :ren?:l"tlo?/vrgrd agent/promoters in

Europe. “More agents are becoming promoters because the
groups want more security. Profit margins are also getting
Gaelstraat 1b, 2013 CE Haarlem, Holland. tighter and you're having to guarantee a lot of money to
make a little money. So having the two [agent/promoter]
combined makes sense financially.”

Neil Warnock, however, maintains that agents can't wear

two hats. “I think the clout this office has is that we don't
promote and the managers we work with know that any pro- '
moter is only as good as the last show he promoted for us.
But having said that, we are loyal.”

Barry Dickins defends his dual role by arguing that an
act’s accountants will always check that they are getting the

best deal. “We always stand to lose more. If | screw up Bon

Midland Concert Promotions Jovi, | don't just lose England. | lose Europe and everywhere
else I've got them for, which is a sobering thought.
“We never insist on promoting. We will work with other
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“ONLY MY HEART TALKIN'>! .
The brand new single and video.

“VIDEQ TRASH'-.....
Already GOLD, Alice’s hot new
tripte-clip Home Video features
his back-to-back hit singles,
“Poison’” and “Hotse Of Fire”
plus the unreleased video, ‘‘Bed

Of Nails.”

ALICE COOPER “TRASHES THE wug;g"
A 90-minute theatrical event. The
ultimate Alice in-concert Home
Video packed with Cooper classics
and trashy new material, perfectly
timed with his North American
Invasion this Spring. (In store April

24th)
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Acquiring Minds. GRP and MCA executives shake hands to seal their deal:
The MCA Music Entertainment Group has acquired all of the outstanding
common shates of GRP Records Inc. for shares of MCA inc. common stock
valued at approximately $40 milion. Shown, from left, are Dave Grusin,
executive VP, GRP Records; Al Teller, chairman, MCA Music Entertainment
Group; and Larry Rosen, president, GRP Records.

A Star For Sammy. Composer Sammy Cahn is congratulated by ASCAP
exacutives and celebrity pals as he receives a star on Hallywoad Boulavard’s
Walk of Fame. Warner Bros. Publications recently published “The New Sammy
Cahn Songbook,” a collection of Cahn tunes that includes such standards as
“Love And Marriags,” “High Hopes,” and “Come Fly With Me.” Cahn’s songs
have won many awards, mcluding four Cscars. Shown, from left, are Julie
Horton, creative director, Western region, ASCAP; Les Bider, presicent/CEO,
Warner/Chappell Music; Tita Cahn; actor Dudley Moore; Cahn; singer Jack
Jones; Jay Morgenstern, executive VP/GM, Warner/Chagpell Music, and
president, Warnar Eros. Publications; Todd Brabec, executive director Western
regicn, ASCAP; and Loretta Munoz, director of member relations, Western
regon, ASCAP.

;. ” - I:\ i = ‘

j BN Nz
EMI Rocks With Roxette. EMi Music Publishing executives treat recording They’re Just Wild About
group Roxette to a dinner in honor of the group’s signing to a worldwide Maharry. A&M presicent Gil Friesen,
publishing arrangement with EMI. Raxette's EM! debut, “Look Sharg!,” left, and A&M chairman Jerry Moss,
generated two Mo. 1 singles, “The Look™ and “Listen To Your Heart”; the right, congratulate recording artist
group's current single, “Dangerous,” reached No. 2. Shown, from left, are Per Wendy Maharry afier her debut
Gessle, Roxette; Charles Koppelman, chairman/CEQ, EMI Music Publishing; performance at Cafe Largo. Maharry's
Marie Frederikson, Roxette; and Martin Bandier, vice chairman, EMI Music eponymous debut album was released
Publishing. on A&M in February.

—, rgee | I T

Gimme Hope And Gimme Shelter. Rolling Stones Mick Jagger, left, and Bill
Wyman, right, congratulate Eddy Grant on the U.S. release of “Gimme Hope
Jo'Anna,” an anti-apartheid anthem that hit the top of the British charts in 1988.
The song is being released now to commemorate the freeing of Nelson Mande!a.
Grant'’s first album for Enigma, “Barefoot Soldier,” is due out in May.

: He’'d Give You The Snirt Off His Back. Sony Classical executives present John
Cos Goes Jazz. PolyGram executives toast Bill Cosby, who has just signed a recording contract to prqduce a series of jazz Williams, conductor of the Boston Pcps, with a Sony Classical jacket to

albums for PolyGrarn's Verve label. The first of the series, “Where You Lay Your Head.” is due out this month. Shown, from commemorate the Pops' debut recording on the label. Shown, from left, are

left, are Richard Seidel, VP, PolyGram Jazz; Debbie Morgan, VP of marketing and sales, PolyGram Classics/Jazz; Cosby; Brian  producer Thomas Z. Shepard; Joseph Dash, senior VP/GM, Sony Classical;
Bacchus, director of A&R/promotion. PolyGram Jazz; and David Weyner, VP/GM, PolyGram Classics/Jazz. Williams; and Irwin Katz, VP of A&R, Sony Classical.
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PolyGram celebrates the Broadway opening of
Andrew Lloyd Webber's latest triumph

o/
o

o
) heid
{ e s .
. l?‘.‘..;‘i’ -
e
T

The Original/ﬂéﬁ,ﬁgh Cast Recording ik

Featuring "Love Changes Everything". -4
Alu.lrcn. 14oyd Wehber i 3

» %

%

of 1<
o i

1990 PotyGram Records, inc. Available on Polydor compact discs, chrome cassettes and records. © 1989 The Reajly Useful



www.americanradiohistory.com

HEAVY METAL

CD Makers Credit
Hardware Sales
For 1st-Qtr. Boom

| MBY SUSAN NUNZIATA

| NEW YORK—Compact disk manu-

facturers report an enormously suc-
cessful first quarter of 1990, with or-
ders increasing 25%-45% over the
same period last year. Most observ-
ers feel the growth has been spurred
by dramatic CD player hardware
sales in the last quarter of 1989.

The growth is especially notable in
light of the lack of major hit releases
during the first quarter. In fact, as
much as 60% of the demand seen by
some CD plants is for reorders.

“I think we’re going to have a hell
of a year,” says Cal Roberts, VP of
marketing for Disctronics, the Bur-
bank, Calif-based independent repli-
cator with a capacity of approximate-
ly 48 million units annually. “I think
we're feeling the effects of selling
over 6 million players last year. Over
the past two years we've seen dra-
matic jumps in volume each first
quarter of the new year.”

In the last quarter of 1989, CD
player hardware sales increased 6%-
10%, some retailers say. A total of 6.9
million CD players were sold in 1989,
according to the Electronics Indus-
tries Assn. of America—a 38% in-
crease over 1988 sales. In 1990, CD
player sales are expected to grow
30% to more than 8.6 million units.

At Best Buy Co. Inc, a hardware
chain based in Bloomington, Minn.,
CD players boosted home audio sales
to a 10% increase in December 1989
over the previous December, says
Bill Taylor, senior buyer of home au-
dio.

“It was largely first-time buyers,”
he says, “although a lot was second-
generation CD changer buyers.”

Quantum first-quarter leaps in
business are developing into a pat-
tern for the replication industry, say
some observers. The first quarter of
1989 grew 50% over the first quarter
of 1988.

(Continued on page 93)

Billhoard Drops
' Top CDs Chart

NEW YORK—Billboard has elim-
inated the weekly Top Compact
Disks chart, effective with this is-
sue. The move reflects the com-
plete integration of the CD into
mainstream sales and, hence, into
the Top Pop Albums chart.

The compact disk chart had
been created to track sales of CDs
when the configuration was a spe-
cialty product with a sales pattern
distinct from vinyl LPs and cas-
settes. Now, with CDs represent-
ing almost one-third of all album
sales in 1989, their impact can be
clearly documented on the regular
Top Pop Albums chart, which al-
ready includes sales of compact
disks.

A comparison of the charts over
recent months indicates little dif-
ference between the two. For ex-
ample, in the March 31 issue, sev-
en of the top 10 titles on the CD
chart were in the top 10 of the al-
bums chart; 16 of the top 20 CDs
were among the top 20 albums, [
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COMMENTARY I

Delays, Paperwork Could Hurt Some Tours

U.S. VISA RULES MAY HARM FOREIGN ACTS

BY JEFFREY GABEL

(Editor’s note: Billboard ran a
news story in its March 17 issue
about the new visa rules affecting
performers from abroad. The fol-
lowing Commentary provides ad-
ditional details about the regula-
tions.)

In a move that has been anticipated
for the past several years, the U.S.
Immigration and Naturalization
Service issued a final rule, effective
Feb. 26, 1990, that amends its cur-
rent regulations covering tempo-
rary workers from other countries.
The effects of this action could nar-
row the chances of foreign artists
and entertainers and their support
staffs to enter the U.S.

The Immigration and Nationality
Act allows certain aliens to enter
this country to work here temporar-
ily. These temporary-worker provi-
sions, called H-1 and H-2 visas, have
traditionally been used by interna-
tional entertainers seeking entry to
the U.S. in order to perform here.
The provisions dealing with artists
and entertainers are a controversial
part of the final rule and have long
been the subject of strenuous lobby-
ing efforts by U.S. labor unions and
entertainment industry officials.

Generally, the H-1 category is se-
lected as the preferable visa for art-
ists and entertainers. The H-1 classi-
fication is reserved for aliens of
“distinguished merit and ability”
performing services of an excep-
tional nature requiring such merit
and ability. The INS has interpreted
that phrase to include members of
the professions and persons of
“prominence.”

The advantage of the H-1 petition
is that it is filed directly with the
INS, which can grant such a visa
within days. An application for an
H-2 visa, in contrast, must be ap-
proved by the U.S. Labor Depart-

ment before it can be submitted to
the INS. The Labor Department
must determine that no one in the
U.S. labor market can provide the
same service as the applicant, and
the agency can take up to 45 days to
provide a certificate attesting to
that fact. In view of the 11th hour
nature of planning for musical
tours, the H-2 route is much less de-
sirable than the H-1 process.
Among the major areas of con-
cern raised by the final INS rule
are: (1) the definition of prominence;
(2) booking agents acting as peti-

The main concern here is that
many lesser but excellent perform-
ers who may lack commercial and
media success will not qualify for
H-1 status under this new rule.
Thus, they will face the uncertainty
of obtaining a temporary labor cer-
tification and H-2 visa. The INS’ po-
sition is that ‘‘persons of ephemeral
or short-lived acclaim and recogni-
tion are not eligible” and should uti-
lize the H-2 category as an alterna-
tive. According to the INS, “‘only
those who have national or interna-
tional renown because of their

‘The H-2 route is
less desirable
than the H-1 visa’

Jeffrey Gabel is a New York-based attorney
practicing immigration law who has
represented clients in the entertainment

field,

tioners; and (3) the meaning of the
term “accompanying aliens.”

Regarding the first issue, the fi-
nal rule requires that any alien or
group establish prominence by
showing sustained national or inter-
national acclaim and recognition for
achievements in the particular field.
This may be accomplished by sub-
mitting at least three different
types of documentation (drawn
from a list of seven examples), in-
cluding:

® Receipt of “significant national
or international awards or papers’’;

¢ Reviews published in major
newspapers, trade journals, or mag-
azines;

e A record of major commercial
successes;

e A high salary.

achievements or those who have ex-
ceptional skills in a unique or tradi-
tional art as recognized by experts
or authorities in the field-are eligi-
ble” for an H-1 visa.

Over the objections of U.S. labor
unions, the INS has codified the
longstanding practice of allowing
agents to petition it on behalf of the
actual employer and beneficiaries.
This provision is limited to petitions
involving workers who are usually
self-employed or who use agents to
arrange short-term work, or where
a foreign employer authorizes the
agent to act on its behalf.

The final rule also allows certain
aliens who accompany performing
artists to gain H-1 status. Among
them are road crews, camera opera-
tors, and sound and lighting engi-

neers. The rule defines accompany-
ing aliens as those persons provid-
ing support services which cannot
be readily performed by U.S. work-
ers and which are essential to the
successful performance of the ser-
vices to be rendered by the H-1 indi-
vidual or group. Such an alien must
have appropriate qualifications, sig-
nificant prior experience with the H-
1 individual or group, and critical
knowledge of the specific types of
services to be performed, so that
the success of the services is depen-
dent upon his or her participation.

The INS claims that this approach
is more liberal than previous re-
quirements but does not anticipate
an influx of aliens under this rule.
However, both unions and artist
representatives are concerned be-
cause no definition of the term “es-
sential” is listed; furthermore, the
rule is silent with regard to what
must be presented to prove that the
services cannot be readily per-
formed by a U.S. worker. Depend-
ing on how the INS inteprets these
items, foreign performers heading
for the U.S. might be forced to leave
their support staffs back home.

In conclusion, the new INS final
rule has attempted to codify certain
definitive standards for determin-
ing who qualifies as an alien of dis-
tinguished merit and ability. The
INS has stated that prior H-1 ap-
proval cannot serve as a basis for
future eligibility. There is a genuine
concern that the interpretation of
this rule may be restrictive toward
foreign artists who are not super-
stars.

Although this new rule does codi-
fy many longstanding practices and
policies of the INS, the labor unions
and the entertainment industry
have drawn up battle lines on the is-
sues it raises, which would lead one
to believe that this “final” rule is
not the last word.

Stay tuned!
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FCC & LABELING

The proposed state stickering laws
affect more than retailers. Broad-
casters must also be aware that
they may be viewed as ‘“distribut-
ing”’ such harmful matter to chil-
dren in their audiences. Broadcast-
ers have previously assumed that it
was legitimate to broadcast ‘“‘adult-
oriented” material during ‘“safe-
harbor” periods—times when par-
ents were likely to be able to super-
vise their children’s listening.

But now the FCC is meditating on
whether to impose a 24-hour ban on
the broadcast of “indecent materi-
al” under the assumption that chil-
dren are in the audience at all
hours—day and night. Obviously,
such a determination by the FCC
would mean not only a complete ban
on sexual and excretory references;
in those states with broadened
“harmful matter” statutes, it would

also lead to the censorship of stick-
ered product on the airwaves. The
double-whammy of these laws
would result in the elimination of
much of the blues, R&B, country,
rap, jazz, and rock’n’roll that distin-
guish our airwaves from those that
exist under totalitarian regimes.
Isn’t it ironic that while we cele-
brate the bicentennial of the Bill of
Rights, our legislators and govern-
ment are already establishing the
machinery of censorship?
Jerry Drawhorn
Barney’s Records
Davis, Calif.

THE CREW COMES CLEAN
In response to the bad rap that
Luke Skyywalker’s 2 Live Crew has
been receiving over its latest re-
lease, has anyone been informed
that there are two versions of the al-
bum available? Namely, “As Nasty
As They Wanna Be” and “As Clean
As They Wanna Be.”

Skyywalker should not be perse-
cuted, he should be applauded for
giving the listener a choice! The

time and effort (not to mention the
cost) of producing two separate re-
leases for the same album should
not go unnoticed in the music indus-
try.
Why don’t record shops opt to
carry the ‘“clean” version, rather
than totally censor the product? We
thought America was a land of free-
dom and choice, but current legisla-
tion seems to be pointing in a differ-
ent direction.
Luann Shockley
Greg Reynolds
Dingleberry's Records
Dayton, Ohio

ODE TO 2 LIVE CREW

I read a sample of lyrics by 2 Live
Crew

In the article in Billboard—was a
good thing to do.

Even though I didn’t find the lyr-
ics “obscene,”

I found them useless, dull, and
mean.

But it's their right to write 'em—
mine to abhor 'em,

Their right to sell ’em—mine to

ignore 'em.
So keep it up Billboard—reportin’
all the facts,
We’ll take this “obscene” matter
right to the max.
And keep making music 2 Live
Crew
(And I speak to other bands that
write lyries like you do).
When you sing you spread a mes-
sage to all kinds of people
Like a school, like a book, like a
church with a steeple.
So think about the thoughts that
you want to spread around.
Why not sing something produc-
tive to go with your sound?
Phitip J. Penrose
Brookfield, Mass.

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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Adult Alt. As Smaller-Market Format?
Gets Mixed Signals Outside The Top 25

B BY CRAIG ROSEN

LOS ANGELES—So, if adult alter-
native is a hit-and-miss format in ma-
jor markets, how will it play in Peo-
ria, I11.7 Well, three years after the
format’s birth at KLRS San Jose,
Calif., and KTWV Los Angeles, that
city still does not have an adult alter-
native outlet. But the format has held
steady and shown a positive effect at
the retail level in medium and small
markets ranging from Raleigh, N.C,,
to Porterville, Calif., to Santa Fe,
N.M,, where there are three adult al-
ternative outlets.

Alan Mason, president of Portland,
Ore.-based Radio Success Services,
consults six stations, including
WNND (The Wind) Raleigh and
KGSR (Star 107) Austin, Texas. Ma-
son says, “There are some markets
where [adult alternative] works bet-
ter than others.” He determines
those through extensive research
such as examining cluster groups
and the population in certain Zip
codes.

Factors necessary for adult alter-
native to be successful, Mason says,
include a large percentage of the
work force in professional and mana-
gerial positions as well as a large por-
tion of the population in the key 25-54
demographic. Mason also identifies a
series of lifestyle factors: “Which
magazines they read, which TV
shows they watch—information like
that gives us a clue to who is living
there.”

But does the format need yup-
pies—the stereotypical target of
adult alternative stations—to be suc-
cessful? Ken Jones, KGSR’s acting
PD/afternoon driver, notes that Aus-
tin, Texas, a college town and state
capital, has a highly educated popula-
tion, which makes it a likely target of
adult alternative programmers.

WNND PD Cliff Smith admits that
the Research Triangle’s “large num-
ber of 25-49-year-old college-educated
adults” have indeed been important
to WNND, but he adds that “we feel
we are appealing to a much larger au-
dience than just that. There are a lot
of jazz fans that have lived in this
area, and they really appreciate a sta-
tion doing this 24 hours a day.”

Smith maintains that adult alterna-
tive can be a hit in any market “if it is
programmed correctly to a specific
local audience.” And Frank Forrest,
producer of the syndicated adult al-
ternative show ‘‘Musical Star-
streams,” says, ‘“There is no justifica-
tion for the argument that the format
only works in larger markets. People
want a relaxing alternative in every
type of market—blue collar or up-
scale.”

WNND and WGSR went adult al-
ternative within a month of one an-
other. WGSR, previously a country
outlet on the fringe of the market,
moved into Austin last April. WNND
went from easy listening to adult al-

ternative last May. As with results
for their major-market counterparts,
the stations’ ratings have been
mixed. WNND has gone 1.4-1.8-2.2-
3.4 12-plus over the last year and is
currently third in men 25-54 and sixth
in adults 18-plus.

Smith, who hosted “Jazz Flavors”
at the late WQXI-FM Atlanta, joined
WNND because it “was the nearest
adult alternative station” he could

Jazz fans living in
this area appreciate
a station doing this
24 hours a day’

find. WNND is up to 50% vocal in
mornings, then plays three vocals an
hour during the remaining daylight
hours, and almost all instrumentals
at night. That, Smith says, makes the
Wind different from the adult alter-
native networks—the Wave and the
Breeze. “During the day, they sound
like us at night. We are pretty up-
tempo during the day and relaxing
and soothing at night.”

Smith is pleased with his station’s
performance so far, as well as the
fact that WNND was able to draw
10,000 people to a free concert featur-
ing the Rippingtons. “We're a 3-kilo-
watt station up against 100,000-watt-
ers,” he says.

“We popped this thing on and got
all kinds of press,” says KGSR’s
Jones, formerly at successful adult
alternative outlet KQPT Sacramento,
Calif. “It was the hottest thing since
sliced bread.”

Jones adds that “commitment from
the owner of the station is every-
thing. The [owners] that haven’t done
well [with the format], asked too
much and didn’t give the station
enough support.”

Among the medium- and small-
market outlets that have not stuck
with adult alternative are KLZS
Wichita, Kan., a onetime Breeze affil-
iate that became mainstream AC
KRBB last October following an
ownership change. But KRBB PD
Dean Taylor says, “I don't feel it was
the fault of the format; I feel it was
station mismanagement. The support
seems to be there [for adult alterna-
tive] given the right situation.”

WVVY New Bern, N.C., is another
small-market adult alternative that
did not last. GM Howard Wilcox,
whose W&B Media bought the sta-
tion shortly after it signed on in Sep-
tember 1989, says he had no intention
of staying adult alternative and
turned to a hot AC instead.

“We did extensive callout research
and found out that there was not
enough of a base to support the for-
mat,” he says. “And if you look at
major advertisers, automakers, fast-
food chains, soft-drink companies,

and breweries, that kind of advertiser
doesn’t buy the format. It's a bou-
tique audience and we just don’t have
enough boutiques.”

N/T WAUB Auburn, N.Y,, PD
Bob Payne, who programmed
WVVY, thinks the format could
have worked in New Bern. With
virtually no promotional budget,
Payne says, WVVY promoted a
David Wilcox concert and sold it
out. “Our own in-house survey had
us No. 6 with adults 25-39,” he con-
tends.

Perhaps one of the least-likely
markets for adult alternative is
Porterville, Calif., between Ba-
kersfield and Fresno, where K100
(Century 100) mixes jazz and fu-
sion titles with conventional AC.
OM Joe Eick says KIOO has had
an impact at the retail level: “Sam
Goody’s is one of our main report-
ers. They tell us we have had a di-
rect effect on the sales of CDs and
high-quality cassettes.”

Labels have noticed an impact,
too. Music West director of promo-
tions Kenny Altman says that 80%
of responses from buyers say they
heard about the artist on radio and
“and a lot of those are the smaller-
market stations.”

Several small-market adult alterna-
tive outlets have worked out deals
with retailers to sticker product
played on the station or display fea-
tured artists in a special section
named after the station, similar to
the arrangement KTWV has in Los
Angeles. Tracks stores in Raleigh
have a special WNND section. “One
of the main reasons why we decided
to do this section is because the sales
generated by the Wind were so tre-
mendous,” says Tracks/Record

(Continued on page 18)

Separated At Girth? WWEZ Cincinnati PD Mark Elliott, right, receives a visit
from the Big Boy mascot. The Big Boy came around during Elliott’s air shift to
promote the restaurant's seafood festival.

GMs Say Minimum-Wage Hike
Is Already Beneath Them

HBY PHYLLIS STARK

NEW YORK—Is the minimum
wage really disappearing from ra-
dio? Station managers and broad-
cast school administrators say a
recent boom in radio job opportuni-
ties has ensured that few stations
are currently paying minimum.
For most of them, the Sunday (1)
minimum-wage increase from
$3.35 to $3.80 will have little ef-
fect. Only a few small-market
managers who do pay minimum
wage are concerned that the in-
crease will inflate their operating
costs, and say they may be forced
to consider staff cutbacks.
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