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AVA Deal Puts
Focus On Video
Buying Groups

@ BY PAUL SWEETING
and KEN TERRY

ANAHEIM, Calif.—The Ameri-
can Video Assn.’s efforts to fun-
nel all its members’ prerecorded
software orders through distribu-
tor Baker & Taylor is focusing at-
tention on the role of buying
groups in the increasingly com-
petitive world of video distribu-
tion.

The 10-year-old AVA, which
claims 2,800 members, unveiled
details of its centralized buying
arrangement with Baker & Taylor
at its annual convention, held here
April 14 at the Disneyland Hotel
(further coverage, page 3).

Highlights of the deal include
significantly deeper discounts
than most AVA members would
be likely to enjoy if buying inde-

(Continued on page 78)

13 State Lawmakers Back Off Sticker Bills

@ BY BILL HOLLAND

WASHINGTON, D.C.—Thirteen
state legislators announced at a Par-
ents’ Music Resource Center-spon-
sored press conference here April 5
that they will withdraw their warn-
ing-sticker bills in light of the ongo-
ing industry effort to standardize
stickering on controversial product.

Some industry observers viewed
the lawmakers’ move as a face-sav-
ing publie relations stratagem. Five
of the bills to be set aside have al-
ready been defeated or died in com-
mittee; five others were only in initial
planning stages for possible 1991 in-
troduction. Two more of the bills, ac-
cording to some observers, faced an
uphill struggle.

The states where record-labeling
bills will be withdrawn are Rhode Is-
land, Maryland, West Virginia, Ten-
nessee, Alaska, Minnesota, Oklaho-
ma, Kansas, Iowa, Illinois, Arizona,
New Mexico, and New York. But only
the announcement of the withdrawal
of the reeently introduced New York
bill and the questionable-status
Rhode Island legislation came as a
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surprise to the industry.

The conference presented the
PMRC with an opportunity to step
into the limelight as apparent media-
tor in the controversy.

Jennifer Norwood, PMRC spokes-
woman, said of the conference:
“We’re not trying to take full credit
on this. We've always felt that a vol-

untary solution was preferable to leg-
islation, and we have worked to bring
an end to legislation—but it was
along with RIAA’s announcement [of
standardized stickering] and
NARM'’s efforts and the support of
the PTA that all combined to moti-
vate these legislators to withdraw
their bills.”

Hot Acts Expected To Put
Sizzle Back In Summer Tours

@ BY THOM DUFFY
and BRUCE HARING

NEW YORK—With stadium tours
on the rise and many top-level acts
hitting the road, agents and promot-
ers predict this summer’s concert
season will see a rebound from the
slump of last year.

While the proliferation of outdoor
amphitheaters has made the summer
circuit something of a seller’s mar-
ket, there apparently will be enough

THE HOUSE OF LOVE=—Alreacy exploding Top & at Alternative
and ready to cross! Watch the ¥ Don't Know Why | Love You”
videa on MTV and ba prepaned lor an interse G-waak towr in May
On Fomana COs and Sasettes, (42 283-2/4).

Word is this Tribe has arrived. Join G-Tip, Jarobi, Ak and Phife
an PEOPLE'S INSTINCTIVE TRAVELS AND THE PATHS OF
AHYTHM 1:331-1-J, with | LEFT MY WALLET IM EL SEGLINDO

and PUSH IT ALONG. it's the Tribe 10 jin, On Jive/RCA Reconds.

acts touring to fill the bills at those
seasonal venues.

Talent buyers are optimistic that
ticket demand will be there to match
the concert supply, even with the ma-
jor stadium shows taking a good part
of the ticket-buying dollars in several
markets.

“The season looks very, very
strong,” says promoter Rich Engler
of DeCesare/Engler in Pittsburgh.
“There’s a lot of good names out and

(Continued on page 82)

WEA Draws Fire
From Music Dealers
For Raising Prices

@ BY ED CHRISTMAN
and KEN TERRY

NEW YORK—In a bold move draw-
ing criticism from many retailers,
WEA has restructured the pricing
schedule for a large part of its cas-
sette catalog, raising the list price
from $6.98 to $7.98 on its Supersaver
series and discontinuing the $8.98
price point for cassettes.

To implement the latter policy,
WEA will reduce 140 $8.98 and $9.98
cassettes to a $7.98 list and bump an-
other 250 or so $8.98 titles, including
albums by Guns N’ Roses, the Cult,
ZZ Top, Prince, and Madonna, to $9.98.

(Contmued on page 88)

However, the PMRC effort seems
to have become, in part, an exercise
in redundancy as support has dwin-
dled for mandated stickering.

Only two legislators, Tom Suss-
man and Jack Roop of West Virginia,
made appearances at the press con-
ference. The West Virginia stickering

(Continued on page 87)
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PRETTY WOMAN, THE GIANT SOUNDTRACK FROM THE #1 BOX OFFICE SMASH PRETTY WOMAN

GARY FRANKLIN
ABC/TV

"THE FASTEST BREAKING SOUNDTRACK SINCE DIRTY DANCING" - Lew casnerrcameLon entesests

*HOT DANCE SINGLES 44" - 31*-21* - 12*
ROXETTE IT MUST HAVE BEEN LOVE

*HOT 100 SINGLES - D #67*
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IN TS FIRST TWO WEEKS, EMI'S PRETTY WOMAN SOUNDTRACK HAS ALREADY SOLD OVER 500,000 COPIES. FIVE SMASH HIT
SINGLES FROM THE SOUNDTRACK HAVE ALREADY EXPLODED AT TOP 40, ROCK, ALTERNATIVE AND A/C RADIO AND AT CLUBS.

NATALIE COLE WILD WOMEN DO

ROBERT PALMER LIFE IN DETAIL
*A SCORCHING SUCCESS AT ROCK & NEW ROCK RADIO

THE PRETTY WOMAN PROMISES ARE ALL COMING TRUE FROM EMI
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BEFORE THERE COULD BE A SINGER/SONGWRITER REVOLUTION,
THERE HAD TO BE A REVOLUTIONARY SINGER/SONGWRITER.

SUZANNE VEGA

ROLLING STONE!

“"WITH EACH NEW ALBUM, i
SUZANNE VEGA GETS STRONGER.
DAYs OF OPEN HANDIS

HER HARDEST AND LOVELIEST
MUSIC YET: IT IS DISTINGUISHED
BY A PRAYERFUL INTENSITY AND
A CLEAN, SHARP INTELLIGENCE
THAT ANNOUNCE A YOUNG ARTIST
COME FULLY INTO HER OWN.. ..
VEGAS VOICE HAS NEVER BEEN
SO MOVING...SHE SOUNDS

LIKE AN EARTH-ANGEL CHOIR’
SUZANNE VEGAS LAST ALBUM
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WATCH FOR SUZANNE VEGAS U.S. TOUR BEGINNING THIS SUMNER
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STOP THE VIOLENCE!

New York’'s SKC Music Awards honored the Stop The Violence Move-
ment's “Self Destruction” as best rap single and best single. The rap-
pers’ collective has been a force of positive change during the past year.
Janine McAdams reports. Page 21

LOOK WHAT'S NEW AT RCA/COLUMBIA

RCA/Columbia Pictures Home Video is working hard to change the
“negative perception of the company,” says executive VP Paul Culberg.
Insiders say the firm had its biggest day ever March 28, street date of
megahit “Look Who's Talking.” Paul Sweeting reports. Page 37

FYI: NO MORE ‘VIDEO BABE’ CLIPS

Video wizards Paul Flattery and Jim Yukich, the dynamic duo behind siz-
zling production team FYI, say the secret of their success is pushing the
medium beyond the “video babe” clichés so rampant in today's clips.
Melinda Newman has the story. Page 49

STUDIOS IN CHICAGO, AT LAST

Once upon a time, when the Windy City had no major rehearsal/produc-
tion studios, aspiring musicians had to venture to one of the coasts to ply
their trade. Now, with the advent of Chicago Rehearsal Studios and DKP
Soundstage, folks have a choice of two affordable facilities in which to

rehearse, record, and produce their material. Page 58
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Sarah Vaughan Dead At 66

Divine Voice
Is Stilled After

Battle With
Cancer

B BY JEFF LEVENSON

NEW YORK—Sarah Vaughan, who,
in a career spanning nearly five de-
cades came to embody the very art of
jazz singing, died April 3 of lung can-
cer in California. She was 66.

Though she was known to be in ill
health for the past few months, ne-
cessitating the cancellation of a num-
ber of high-profile engagements here
and abroad, her death shocked the
jazz community. Quincy Jones, with
whom she enjoyed a long friendship
dating back to 1957, when they re-
corded her classic reading of “Mis-
ty,” says through a spokesman: “Sa-
rah Vaughan was among the most
powerful, influential, and soulful
voices of all time—a perfectionist
with an astonishing vocal range and a
genius for conveying emotion
through her music. I love Sarah as
both a close friend and as a consum-
mate artist.”

Vaughan first sang as a choir mem-
ber of the Mount Zion Baptist Church
in Newark, N.J., where she was born
and raised. She came to prominence
in 1942 when she won the amateur
contest at the famed Apollo Theatre

i
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SARAH VAUGHAN

in New York. The Wednesday-night
event was broadcast live on WMCA
radio at the time, thus ensuring her
celebrity in Harlem. Ralph Cooper,
organizer and host for the competi-
tion, recalls that Vaughan “was posi-
tively sensational. Right from the
start she got to me and she got to the
audience. Her vocal abilities were
very unusual, even then. She was a
contralto and she had the ability to
run octaves—up, up, up—and still
stay in tune.”

Less than a year later, Vaughan
joined Earl Hines’ big band as singer
and second pianist, working along-
side another young singer, Billy Eck-

stine. When he left to form his own
band—a pioneering aggregate that
helped incubate the birth of bop—
Vaughan signed on.

Her associations with many of
those band members, especially
Charlie Parker and Dizzy Gillespie,
with whom she recorded ‘“Lover
Man” in 1945, cemented her lasting
reputation as a serious jazz musician.

“She was one of the finest musi-
cians in the world,” Eckstine, who re-
mained very close to her, says from
his home in Las Vegas. “There was
nobody who sang like Sarah. Her ton-
al qualities were something very,
very special. Her technical abilities
impressed me from the start.”

In large part, those abilities in-
volved the operatic way she used her
voice—a refined, rangy instrument
capable of communicating subtle
shades of color and meaning. Vaugh-
an’s readings, though altogether
warm and rhythmically assured dur-
ing her salad days, improved with
age. Dan Morgenstern, noted writer
and director of the Institute of Jazz
Studies at Rutgers Univ., cites her
development as a ballad artist.

“I think she grew as a performer in
that department,” he says. “When
she was young, she tended to be
somewhat frivolous in those treat-
ments. She matured, however, and
remarkably, there was no deteriora-
tion in her voice. Her four octaves
were almost unheard of for a popular
singer.”

(Continued on page 79)

Indies Grill Studio Heads On Sell-Thru Policies
AVA Panel Heats Up With Charges Of Alienation

B BY PAUL SWEETING

ANAHEIM, Calif.—Lingering alien-
ation from the sell-through business
among independent video specialty
stores was abundantly in evidence
here during a panel discussion involv-
ing executives from the major stu-
dios during the American Video
Assn.’s annual convention.

Questions from an audience
packed with about 300 AVA members
focused intently on the sell-through
business and were often expressed in
terms some studio executives later
described as “hostile.”

Drawing loud applause from the
audience was a question from the
floor directed at Paramount Home
Video senior VP/GM Eric Doctorow
that accused the studios of “cutting
the independent out of sell-through
by selling to mass merchants.”

“We do not control and only barely
influence the price a retailer sets,”
Doctorow responded. “One reason
we created the minimum advertised
price was that we were concerned
about spiraling prices in the sell-
through market.”

Other questions centered on the
practice of selling product directly to
mass merchants while independents
must buy through wholesalers who
mark up the product. Several execu-
tives on the panel downplayed the
significance of direct sales, noting
that the number of accounts sold di-
rect is comparatively small.

“We didn’t sell direct to Costco,”
said Buena Vista senior VP Richard
Cohen in response to a question
about the discount chain. “We sell
very few accounts direct. It's really a

In response to a complaint from a
retailer that she could purchase cer-
tain Disney titles less expensively
from mass merchants than she could
from her distributor, Cohen said, “If
you can buy ‘Honey, I Shrunk The
Kids’ cheaper from a discounter than
from a distributor, then I'd be the
last person to discourage you from
doing just that. We cannot control
what price a retailer sells our product
for. It's simply not the case that we
are trying to screw the independent.”

So intense was the questioning on
sell-through pricing that executives
on the panel began to object on legal
grounds, MGM/UA Home Video se-

nior VP Herb Fischer finally declined
to discuss the matter further on
grounds that “we are getting into an
area that we, as a group, should not
be discussing.” The AVA had no at-
torney present at the discussion, an
omission president Michael Weiss
called “an oversight.”

After the panel discussion conclud-
ed, several studio executives ex-
pressed surprise at the vehemence of
the questions. “I really thought we
were beyond that point,” said one.

During the panel discussion, Fi-
scher revealed that MGM/UA will re-
lease “All Dogs Go To Heaven” at a
sell-through price later this year.

EBY JM McCULLAUGH

LOS ANGELES—Sight & Sound
Distributing of Portland, Ore., a
music and video rackjobber, is not
going to merge with Sacramento,
Calif.-based Video Products Distrib-
utors and St. Louis-based Sight &
Sound Distributors, two indepen-
dent video wholesalers, as was ex-
pected (Billboard, March 17).

A deal between VPD and Sight &
Sound Distributors, however, is still
not totally out of the question, ac-
cording to J.D. Mandelker of the St.
Louis firm, but will have to be the
subject of future discussions. Stili

" unclear is the intent of Portland’s

Ore. Racker Calls Off Deal
With Sight & Sound, VPD

now say is talking to other compa-
nies about a possible merger or
joint venture arrangements. Bill
Hall, head of Sight & Sound Distrib-
uting, was unavailable for comment
at press time.

The proposed deal, which would
have resulted in the creation of a
new holding company, would have
come at a time when video specialty
stores are showing more enthusi-
asm for rackjobbing services with
regard to both sell-through and mu-
sic-based product (Billboard, April
.

The three parties were “all set to
merge. We had the lines of credit
for the working capital for the next

Road, Ann Arbor, Mich. 48106. Subscriber Services and Information: Billboard. P.0. Box 3027, South question of the margins a retailer is Sight & Sound, which observers (Continued on page 78)
Eastern, Pa. 19398, 215-630-1679. willing to operate on.” |
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GCEMA Reports Best-Ever Month
Raitt, O’Connor, Heart Lead March

B BY MELINDA NEWMAN

NEW YORK—Bolstered by a
strong set of new releases, CEMA
Distribution experienced its best
month ever, shipping more than 4.3
million records in March, according
to the company.

Contributing to the glowing pie-
ture were artists from each of CE-
MA’s five major labels: Capitol,
EMI, SBK, Chrysalis, and Enigma
Records.

The biggest success story is Bon-
nie Raitt, whose four Grammys re-
vitalized her ““Nick Of Time” al-
bum. Prior to the Feb. 22 awards
ceremony, Raitt’s album had
shipped a little more than 1 million
copies, says Russ Bach, CEMA
president. Since Grammy night, he
notes, CEMA has shipped 900,000
more units—600,000 during
March—and the record began to
soar on Billboard’s Top Pop Albums
chart, where it is now No. 1 for the
second week in a row.

Among CEMA’s March releases,
Sinead O’Connor’s second Chrysa-
lis release, “I Don’'t Want What I
Haven’t Got,” led the way with 1.2
million units shipped.

Heart’s first album in three
years, “Brigade,” on Capitol, had
an initial shipment of 750,000
pieces.

Among February releases that
continued to attract heavy orders
were MC Hammer’s “Please Ham-
mer Don’t Hurt ’Em’’ (Capitol),
which has shipped 1 million units—

including 450,000 in March—and
Slaughter’s ““‘Stick It To Ya”
(Chrysalis), which has moved
250,000.

CEMA was also bolstered by
soundtracks to two of the hottest
movies out. EMI's ‘“Pretty Wom-
an” soundtrack debuted on the Bill-
board pop chart last week at No.
130 and jumps to No. 55 this week.
The brand-new SBK soundtrack to

“Teenage Mutant Ninja Turtles”
has not yet charted, but the movie
grossed $25 million in its first
week. The two soundtrack albums
have shipped more than 500,000
units each.

For Capitol-EMI Music, such sue-
cess is the first indication that the
moves made last year—the 50%
purchases of Chrysalis and Enig-

(Continued on page 78)

B BY CHRIS MORRIS

LOS ANGELES—In a move
viewed by some observers as the
harbinger of an executive exodus
from A&M Records in the new Po-
lyGram era, Gil Friesen resigned as
president of A&M on April 2.

The label, which was purchased
by PolyGram in October for an esti-
mated $500 million (Billboard, Oct.
21), simultaneously announced that
its chairman and co-founder, Jerry
Moss, would assume the position of
president, overseeing the day-to-
day domestic and international op-
erations of the company.

Friesen’s departure comes as a
shock to many in the industry, since
he had served with the company

Friesen Exits A&M After
25 Years; Others To Follow?

nearly since its inception and had
enjoyed almost unrivaled tenure as
a top label executive. Friesen, who
had previously worked at the Capi-
tol and Kapp labels, joined A&M as
GM 25 years ago; he was elevated
to president in 1977.

“[Vice chairman] Herb [Alpert]
and I greatly value the immeasur-
able contributions made by Gil over
the years, and we wish him well
with his new endeavors,” Moss said
in a three-paragraph release an-
nouncing the resignation and his as-
sumption of the presidency. “We're
now looking forward to the new
chapter and challenges that lie
ahead.”

Label sources dispute published

(Continued on page 89)

PolyGram Fills Gap Left By Distrib Move

Brody Named Sr. Sales VP; Roberts, Voss Promoted

B BY BRUCE HARING

NEW YORK—PolyGram Records
has promoted three key executives in
its sales force, restructuring to fill a
gap left by the move of the label’s
sales chief to its sister distribution
company.

In the lead appointment, Jeff
Brody has been promoted to senior
VP of sales from VP of national ac-

counts. Brody fills the position previ-
ously held by Jim Caparro, who last
week was named senior VP, sales
and branch distribution, for the new-
ly created PolyGram Group Distribu-
tion (Billboard, April 7).

Brody will report directly to Bob
Jamieson, executive VP, marketing
and sales. The company has no plans
to name a senior VP of marketing in
the near future, according to VP of

LOS ANGELES—Richard Grif-
fiths, former president of Virgin
Music Inc., has been named senior
VP, West Coast, for CBS Records.
His appointment is seen by some as
a prelude to the formation of a new
CBS label on the West Coast.

Griffiths, who started Virgin's
American publishing operation in
1988 and saw it named Billboard’s
top pop singles publisher that year
and again in 1989, will report direct-
ly to CBS Records Division presi-
dent Tommy Mottola.

Griffiths says one of his main du-
ties at CBS will be “helping to in-
crease the profile of the West Coast
office, working with Tommy and
Dave [Glew, Epic president] and
Donny {Ienner, Columbia presi-
dent] on different projects, and in-

Griffiths GBS Post Seen As |
Prelude To W. Goast Logo

teracting with the A&R depart-
ments and helping,out there where
Ican”

Griffiths says he will sign acts at
CBS, ideally working in tandem
with A&R staffers already in place
at CBS’ various labels. “There are a
number of acts that are already in
line to work like that,” he says, add-
ing that he is already quite familiar
with many acts on the CBS roster
due to their publishing deals with
Virgin Music. “I’ve worked with the
Indigo Girls, Warrant, Joan Jett,
and Ozzy Osbourne, so I've worked
very closely with these A&R guys
in the first place. It's a very easy’
transition.”

Asked about speculation that his
arrival at the label signifies the first

(Continued on page 78)

publicity Dawn Bridges. Jamieson
has assumed control of that area in
the wake of last month’s resignation
of senior VP of marketing Jim Urie
(Billboard, April 7).

PolyGram has made a number of
structural changes recently in an at-
tempt to capture a larger share of the
U.S. market. After purchasing the Is-
land and A&M labels, the company
formed PGD from its own distribu-
tion arm to handle the increased
product flow.

Commtron president and CEO
Gary Rockhold was named last week
as the first president of PGD, a job he
will assume May 1 (Billboard, April
7). Additionally, PolyGram is expect-
ed to name a new U.S. CEO within
the next few months (Billboard,
March 31).

PolyGram’s distributor share of
the Billboard Top Pop Albums chart
in 1989 was 6.5%, placing it last
among the six majors. The company’s
black and country album chart
shares were also relatively low.

Brody terms his appointment the
realization of a dream and vows to
improve the label's grass-roots ap-
proach,

“My first goal is to break records
and get the street excited about Poly-
Gram product,” Brody says. “I want
to have a strong street presence.”

Brody describes his managerial
style as “lots of communication. I let
everyone be creative. I want an entre-
preneurial-type spirit to get the best
of everybody, and then let's go out
and have fun with it.”

(Continued on page 89)

DGC Confab. The promotion team for DGC Records has its first meeting at the
new label’s Los Angeles headquarters. Shown in the back row, from left, are Ed
Green, regional promotion manager/fPhiladelphia; Ross Zapin, regional
promotion manager/New York; Darin Seldes, regional promotion manager/-
Atlanta; Alex Maye, regional promotion manager/Cleveland; and Michael Sylvia,
regional promotion manager/San Francisco. in the middle row, from left, are
Sharon White, regional promotion manager/Los Angeles; Steve Leavitt, national
CHR promotion director; Hugh Suratt, national AOR promotion director; Ed
Rosenblatt, president; Marko Babineau, GM; Mark Kates, national alternative
promotion director; and Lorren Cornelius, regional promotion manager/St. Louis.
And in the front row, from left, are Angela Jones, regional promotion manager/
Nashville; Susie Tennant, regional promotion manager/Pacific Northwest; Sue
O’Connell, regional promotion manager/New England; Jim Gallis, regional
promotion manager/Midwest; Zak Phillips, regional promotion manager/Denver;
John Rosenfelder, alternative promotion assistant; and Mark Burger, regional
promotion manager/Dallas.

EXECUTIVE TURNTABLE

RECORD COMPANIES. Joe Shults is named president of PolyGram Music Video
U.S. in New York. He was VP of business development for the Movietime
Channel (see story, page 49).

PolyGram Records in New York promotes the following: Jeff Brody to
senior VP of sales; Randy Roberts to VP of singles sales, charts and video
promotion; and Alan Voss to VP of national sales. They were, respectively,
VP of national accounts; director of alternative promotion; and VP of sales
planning and administration for the label (see story, this page).

PolyGram Group Distribution in New York appoints William P. Fox se-
nior VP of operations, and John Mangini VP of operations. They were, re-

SHULTS BRODY ROBERTS VoSS
spectively, senior VP of operations at PolyGram Records, and executive VP
and chief financial officer at Adidas USA.

CBS Records in Los Angeles appoints Richard Griffiths senior VP, West
Coast. He was president of Virgin Music.

Burt Baumgartner is named VP of promotion at Columbia Records in
New York. He was VP of singles promotion for the label.

RCA Records in New York names Miller London VP of product develop-

ment, black music, and John Axelrod director of A&R, West Coast. They

BAUMGARTNER

FOX GRIFFITHS LONDON

were, respectively, VP of marketing at Motown Records, and an A&R rep-
resentative at Atlantic Records.

Cynthia Leu is appointed VP, international, at Elektra Entertainment in
New York. She was director of marketing at BMG International.

Island Records in New York names Rod Butler VP of urban promotion,
and Ronnie Blackshear national director of secondary urban promotion.
They were, respectively, VP of promotion at Orpheus Records, and national
promotion assistant at Orpheus.

Laura LiPuma is promoted to VP/director of creative services at
Warner Bros. Records in Nashville. She was creative director for the label.

MCA Records in Nashville names Mary Martin VP of A&R. She was di-
rector of A&R for the label.

Kathy Acquaviva is promoted to director of national publicity at Atlantic

(Continued on page 6)
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Canadian Stars: Made In The U.S.A.?

Acts Weigh Costs/Gains Of Direct Signing

EBY KIRK LaPOINTE

TORONTO—The success this year
of Alannah Myles, and the success
last year of the Jeff Healey Band,
begs the question: Does a Canadian
act need a foreign “godfather” to
gain acceptance on the international
stage?

So far, there is no clear answer to
the question, which is being increas-
ingly asked by Canadian acts that
seek the marketing and promotion
clout of U.S.-based labels, but, in
some cases, fear that they might
miss the career commitment avail-
able at Canadian companies.

As Canadian record operations ma-
tured and increased their focus on do-
mestic talent in the '70s and early
’80s, most Canadian artists signed
first for the home market, then tried
to use any success at home as a
springboard to American and Euro-
pean markets.

But lately, numerous Canadian art-
ists are shortcutting the route to the
top by signing directly to U.S. opera-
tions. Myles, Healey, Jane Child, k.d.
lang, Colin James, The Pursuit Of
Happiness, Michelle Wright, the
Tragically Hip, Tim Feehan, and
Glass Tiger all have released—or
soon will release—albums that have

been nurtured principally by Ameri-
can interests.

Additionally, such acts as Cowboy
Junkies, Corey Hart, Celine Dion,
Prairie Oyster, Blue Rodeo, Scott
Merritt, and Jane Siberry—all of
whom signed first to Canadian la-
bels—now are making records large-
ly under the guidance of their U.S. la-
bels.

In some cases, these artists have
found that a personal commitment
from a key U.S. label executive can
be a valuable element, giving them a
better chance of getting to the widest
possible audience. The downside,
however, is sizable: A Canadian artist
is only one of what is usually a large
roster of artists jockeying for compa-
ny priority. Further, new artists can
be on shaky ground if initial results
are not impressive—and they have no
Canadian foothold to fall back on.

Still, many global-minded artists
are willing to shoot the works, right
from the start. For Canadian record
labels, it is a worrisome matter.
While they save on artist develop-
ment, they lose out on any slice of
foreign action on a record—they are
limited to Canadian revenues. From
an artistic standpoint, it also means
little or no control of a native artist.

“I just wonder how effective Cana-

March Certs: Ahdul, Brown
Lead Multiplatinum Parade

B BY PAUL GREIN

LOS ANGELES—Two of the most
successful pop/black/dance cross-
over albums in history—Paula Ab-
dul’s “Forever Your Girl” and Bobby
Brown’s “Don’t Be Cruel”’—were
certified in March for U.S. sales of 6
million copies.

Both albums entered the Top Pop
Albums chart the same week (July
23, 1988); both eventually reached
No. 1 and yielded five top 10 pop hits,
four of which went gold. (Abdul land-
ed her fourth gold single, “Opposites
Attract,” the same day her album
topped the 6 million mark.)

Also in March, Bruce Spring-
steen’s 1984 blockbuster, “Born In
The U.S.A.,” was certified by the Re-
cording Industry Assn. of America
for U.S. sales of 12 million copies.
Only two albums have been certified
at higher levels. Michael Jackson’s
“Thriller” towers above all albums at
20 million; Fleetwood Mac's ‘“Ru-

mours” stands tall at 13 million.

Bonnie Raitt’s “Nick Of Time” was
certified platinum on March 1, one
week after winning the Grammy for
album of the year and three weeks
before hitting No. 1 on the pop al-
bums chart.

Tom Petty’s “Full Moon Fever”
reached the 3 million sales mark, sur-
passing his 1979 smash with the
Heartbreakers, “Damn The Torpe-
does,” as his best-seller to date. It's
also the first of this year’s Grammy
nominees for album of the year to
reach the 3 million mark. Albums by
Fine Young Cannibals and the Travel-
ing Wilburys stand at 2 million; Don
Henley and Raitt are both platinum.

Luther Vandross landed his sev-
enth consecutive platinum album
with “The Best Of Luther Vandross:
The Best Of Love.” The achievement
coincides with his first top 10 pop sin-
gle, “Here And Now.”

Alannah Myles’ eponymous debut

(Continued on page 88)

ASCAP, BMI PR War Rages
Over ‘87 Gable Royalties

HBY IRV LICHTMAN

NEW YORK—ASCAP and BM], al-
ways hotly competitive in securing
the loyalty of their publisher and
writer members and in recruiting
new members, are dividing the 1987
cable royalty fund of $7.8 million—
but not without a little public rela-
tions skirmish.

The clear winner in dollar terms is
ASCAP, which the Copyright Royal
ty Tribunal declared March 29 is to be
awarded 58% of the music share of

the fund, while BMI receives the re-
maining 42%.

However, BMI greeted the CRT
decision, required because ASCAP
and BMI were not able to agree on
their respective 1987 shares as they
had after 1978, by declaring that
ASCAP had “claimed entitlement to
almost three quarters of the distribu-
tion and BMI had taken the position
that the repertories of the two orga-
nizations should be compensated
equally.”

(Continued on page 79)

dian A&R men feel anymore, when it
looks like the best [Canadian artists]
are being scooped up elsewhere,”
says Bruce Allen, manager of Bryan
Adams (who broke around the world
after signing a direct U.S. deal with
A&M).

Answers Canadian A&R veteran,
now Capitol-EMI Canada president,
Deane Cameron: “We feel fine. We
still have a big, big role to play, and
we are still, as far as I'm concerned,
the best home for a domestic sign-
lng_”

But Brian Ferriman, president of
Savannah Records, a Canadian coun-
try label whose Michelle Wright has a
direct deal with Arista, likes the ad-
vantages of signing directly to New
York, Nashville, or Los Angeles. “It’s
just a much higher plane you’re oper-
ating on,” says Ferriman, who contin-
ues to manage Wright. “The people
that surround you are just so much

(Continued on page 88)

Metal Pact. Warner Bros. and Metal Blade executives announce their new
distribution pact. Under the agreement, Metal Blade will distribute product
through both independent distributors and Warner Bros. Records via WEA.
Other releases will be marketed and distributed through a joint Warner Bros./
Metal Blade label. Warner Bros. will also use Metal Blade's marketing staff for
some of its own releases. Shown in the back row, from ieft, are Fred Brown,
director of business affairs, Warner Bros.; David Altschul, senior VP for business
affairs, Warner Bros.; William A. Berrol, legal counsei, Metal Blade; Michael
Ostin, senior VP of A&R, Warner Bros.; Michael Faley, president, Metal Blade;
and Rob Cavallo, A&R staff, Warner Bros. In the front row, from left, are Lenny
Waronker, president, Warner Bros.; Brian Slagel, CEO, Metal Blade; and Mo
Ostin, chairman of the board, Warner Bros.

SINEAD O’CONNOR is on a fast track headed for
her first No. 1 album and single. The Irish artist’s sec-
ond album;, “I Do Not Want What I Haven’t Got,”
vaults from No. 24 to No. 6 on the Top Pop Albums
chart, propelled by her star-making version of
Prince’s “Nothing Compares 2 U,” which leaps from
No. 9 to No. 4 on the Hot 100.

It’s not uncommon for new albums by superstars to
streak into the top 10 in just two weeks. Last year, al-
bums by Madonna, Prince, Motley Crue, Aerosmith,

tional for a breaking art-
ist who has yet to land a
platinum album to zoom
into the top 10 this fast.
With O’Connor at No.
6, female solo artists ac-
count for five of the top
six albums this week.

and Janet Jackson did

just that. But it is excep-
e
e

O’Connor joins Bonnie

Raitt, Paula Abdul,
Alannah Myles, and the
aforementioned Miss Jackson. The only male artist in
this high-rent district is Michael Bolton, whose
smash breakthrough album edges up to No. 8.

It's a foregone conclusion that O’Connor will have
the next No. 1 album, and it’s a safe bet that Depeche
Mode will be breathing down her neck within a few
weeks. The British group’s “Violator’” album surges
from No. 43 to No. 14 in its second week to become by
far the biggest album of the group’s career. The al-
bum’s fast start owes a lot to the top 30 success last
month of the leadoff single, “Personal Jesus.” The fol-
low-up, “Enjoy The Silence,” starts slowly this week
at No. 96.

Also exploding in its second week on the album
chart: Robert Plant’s “Manic Nirvana,” which vaults
from No. 39 to No. 17.

FAST FACTS: M.C. Hammer lands his first top 10 al-
bum on the pop chart as “Please Hammer Don’t Hurt
"Em” jumps to No. 10 in its sixth week. The album’s
swift elimb is noteworthy because pop radio largely
ignored the first single, “Save The Children.”

Bell Biv Devoe—composed of three members of
New Edition—is off and running with its debut album
and single, both titled “Poison.”” The album vaults
from No. 70 to No. 30 in its second week on the pop
albums chart; the single leaps from No. 52 to No. 38 in
its second week on the Hot 100. New Edition has never
made breakout moves like this. The group’s fastest-
breaking album to date—“Heart Break” in 1988—
took four weeks to reach the top 30.

by Paul Grein

0’Connor Makes Prince-ly Leap To No. 4
M.C. Hammer Nails Down Top 10 Album

Tommy Page jumps to No. 1 on the Hot 100 with the
New Kids-driven “T’ll Be Your Everything.”

Calloway, fronted by red-hot producers Reggie and
Vincent Calloway, lands its first top 10 hit as “I |
Wanna Be Rich” jumps to No. 6 on the Hot 100. The
hit comes just six months after another red-hot pro-
ducer, Babyface, landed his first top 10 hit as an art-
ist. Calloway is managed by Shep Gordon of Alive
Enterprises, whose flagship clients, Luther Vandross
and Alice Cooper, have also landed top 10 hits in re-
cent months. Cooper’s
“Poison” hit No. 7 in No-
vember; Vandross’ ‘“Here
And Now" inches up to
No. 7 this week.

Madonna has the top
new entry on the Hot 100
with ‘“Vogue,” the first
single from her upcom-
ing album, “I'm Breath-
less.” It's a virtual lock to
put Madonna—whose
last two singles fell short
of the top five—back at No. 1. And since somebody is
bound to bring this up: “Vogue” will be Madonna's
first single without a three-word title to top the chart.

The Carpenters’ retrospective “Only Yesterday”
jumps to No. 1 on the British album chart a few
months after the initial U.K. broadcast of ““The Karen
Carpenter Story.” The Carpenters’ ‘“The Singles:
1969-1973” remains one of the longest-running No. 1
albums in UK. chart history. It logged 17 weeks on
top in 1974, bumping off albums by Slade and David
Bowie.

WE GET LETTERS: Costas Zougris and Yiannis Pe-
trides of Athens, Greece, note that the top 10 success
of Bonnie Raitt’s “Nick Of Time” marks the fourth
time that the daughter of an artist who once had a top
10 album eventually landed a top 10 album of her own.
Father John Raitt teamed with Doris Day on the top
10 “Pajama Game" soundtrack in 1957. The other fa-
ther/daughter pairs to have registered top 10 albums:
Frank and Nancy Sinatra, Nat and Natalie Cole, and
Pat and Debby Boone.

Mike Perini of Schoolkids Records in Ann Arbor,
Mich., notes that Paul McCartney’s “Flowers In The
Dirt” has logged more weeks on the pop albums chart
(43 as of this week) than any McCartney album since
“Wings Over America’”’ amassed 86 weeks on the
chart from 1976-78. McCartney’s ongoing world tour |
is keeping “Flowers” in bloom, though radio disinter- |
est has kept the album from realizing its sales poten-
tial. After all this time, it’s still not platinum.
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Lahels Ease CD Longhox Goncemns
Use Of Recycled Packages Is Growing

M BY PHYLLIS STARK

NEW YORK—While the controversy
over the 6-by-12-inch CD box contin-
ues, some labels are moving toward
packaging that addresses at least
some of the concerns of longbox crit-
ics, who say the box is a waste of pa-
per. By using recycled paperboard,
the labels say, they are taking the

first step toward resolving the long-
box debate.

Elektra, Warner Bros., and Ryko-
disc are among the labels currently
using recycled paperboard for all
longboxes, while Virgin and Rhino
Records are using it for the majority
of their longbox releases. Represen-
tatives of PolyGram, Columbia,
MCA, and RCA, which currently use

@ BY JANINE McADAMS

NEW YORK—Kerry Gordy, first-
born son of Motown founder Berry
Gordy, has followed in his father’s
footsteps by founding SONG
(Sounds Of A New Generation) Rec-
ords in Los Angeles with his wife,
Karen Gordy. Both are principals in
the KG Entertainment Group,
which has been an umbrella for
their publishing arm, artist develop-

- ment lab, writers’ workshop pro-
gram, and recording studios.

The independent SONG label,
wholly owned by the two Gordys,
will foeus on rap, hip-hop, and R&B
music. Its initial roster includes
Cash, a male vocalist; Rock Bottom

Berry’s Kerry Follows Dad’s
Footsteps: Forms SONG Lahel

featurmg Dexter, a funk-rock band;
singer Teddy B; and Hollywood
Dawg, an R&B singing/writing
conglomerate. The Gordys expect
to release their first product this.
summer.

Major-label distribution for the
fledgling label is currently under
negotiation.

Karen Gordy, the label’s VP, will
handle business administration,
while Kerry, the president, will do
A&R.

Kerry Gordy has had a varied ca-
reer in music, acting, and video,
growing up along with Motown, |
which was founded the year he was
born (1959). After starting in the

(Continued on page 89)

recycled materials only for certain
artists, say they are looking into the
possibility of expanding its use. EMI
and Island, which do not use recycled
paperboard now, say they are consid-
ering using it on future releases.

Label executives say recycled pa-
perboard costs about the same or just
slightly more to use than virgin pa-
per, although costs tend to fluctuate
with availability. “It’s essentially an
even-money proposition,” says Bob
Merlis, Warner Bros. national direc-
tor of publicity.

Both Jim Swindel, senior VP/GM
at Virgin, and Chris Tobey, market-
ing VP at Rhino, say the cost of using
recycled materials is slightly higher,
although not enough to affect the
price of the product. Tom Finch, di-
rector of production at Elektra, esti-
mates that the cost is about a penny
more per unit.

The main objection to recycled pa-
perboard is product quality. “Recy-
cled board is like a corn-flakes box,”
says Lou Vaccarelli, senior director of
promotion at RCA. “It’s very soft
[and] there is definitely a difference
in quality, especially for the
artwork.” But other label reps say
the quality is about the same. “They
can do as nice of a four-color print job
with recycled as with virgin paper,”
contends Rykodisc chief financial of-
ficer Rob Simonds.

The first Columbia product on re-
cycled paperboard was the new Mid-

(Continued on page 89)

Discos GBS To Distribhute RMM Records

Represents Largest Such Deal For A U.S. Latin Label

B BY CARLOS AGUDELO

NEW YORK—RMM Records, owned
by concert promoter and Celia Cruz
manager Ralph Mercado, has signed
a three-year distribution and manu-
facturing agreement with Discos
CBS, effective immediately.

One of the first and certainly the
largest such deal for a U.S. Latin la-
bel, the arrangement covers the U.S.
and Puerto Rico. Negotiations are
continuing between the two compa-
nies for possible extension to other
territories, including Central Ameri-
ca, Europe, and Japan.

Under the new agreement, CBS
will initially distribute upcoming
RMM releases by veteran salsa sing-
er Cheo Feliciano, Tony Vega, and
Millie P, according to Mercado. Other
acts on the 3-year-old label include
Los Hermanos Moreno and Jose Al-
berto.

The agreement follows an aggres-
sive period of expansion for both
companies. In the salsa field, CBS
signed superstar Willie Colon a few
months ago, recently released the
new Puppy Santiago album, and has
just announced a contract with ex-
Combo Records singer Gilberto San-
tarrosa. Mercado’s company is set-
ting the pace of salsa music by sign-
ing and producing a number of
young, talented performers and re-
viving the so-called New York sound.

The agreement also represents the
teaming up of the company with the
biggest share of the Latin market
and the most successful Hispanic
concert promoter on the East Coast.

“l am very happy with the situa-
tion,” says Mercado. “I'm expecting

sales to go up as much as 60%.” He
also says CBS will give promotional
support to his artists wherever his
own team does not reach. His promo-
tional relationship with Leader Pro-
motions in Puerto Rico will continue.

Cooperation between the two com-
panies will also extend to record com-
pilations, one of which RMM plans to
put out soon; crossover possibilities
into the English-language market,
which have been explored already by
RMM with relative success (the Cheo
Feliciano album has a cut in English);
joint recording projects between art-

ists of both companies, especially
with CBS acts Luis Enrique and Dan-
ny Rivera; special projects, such as
the upcoming celebration of Tito Pu-
ente’s 100th album; and video and TV
productions.

As for the RMM catalog, Mercado
says it will be turned over to CBS
within a year.

At least two other companies, Capi-
tol-EMI Latin and BMG, vied for the
RMM contract. “Capitol-EMI came
very close, but CBS was very persis-
tent and they made every effort to
make me happy,” says Mercado.

B BY RAMIRO BURR

SAN ANTONIO, Texas—The vet-
eran powerhouse band Grupo Mazz
from Brownsville, Texas, and new-
comer Emilio Navaira stole the
show March 9 at the Convention
Center Arena here, winning six of
the 12 categories in the 10th annual
Tejano Music Awards.

Mazz won song-of-the-year hon-
ors for “Ahora Quiero Que Me
Quieras (Now I Want You To Love
Me),” and vocal duo of the year for
band members Joe Lopez and Jim-
my Gonzales.

But the biggest fireworks were
set off when Lopez was named
songwriter of the year. The heavy

Grupo Mazz, Navaira Take
Top Tejano Music Trophies

favorite had been Luis Silva, who
has won the award the past six
years.

Mazz also was honored by its cur-
rent label, Capitol-EMI Records, for
sales of 50,000 units of its latest al-
bum, “No Te Olvidare.” The group
was similarly honored by its previ-
ous label, Discos CBS, for its
“Straight From The Heart” album.

Another artist on a hot streak is
Navaira, who won for most promis-
ing band, male entertainer, and
conjunto album of the year.

In a steady ascent since last year,
Navaira has been delivering as a
most promising artist. A 1989
Grammy nominee (he lost out to

(Continued on page 89)

EXECUTIVE TURNTABLE

(Continued from page 4)

Records in Los Angeles. She was West Coast director of media relations for
the label.

Kim White is named national alternative promotion director at Geffen
Records in Los Angeles. She was national alternative promotion director at
EMI Records.

Arista Records makes the following appointments: Hilaire Brosio, direc-
tor of rock promotion, West Coast; Ken Antonelli, regional marketing di-
rector, West Coast; and Amy Welch, tour press coordinator in New York.
They were, respectively, manager of rock promotion, West Coast; regional
marketing director, East Coast; and a publicity assistant for the label.

PolyGram Records in New York makes the following appointments: Bet-
sy Grant, manager of national singles sales development; David Gossett,
A&R manager, urban music; Paul Ramey, product manager, PolyGram
Jazz; and John F. Keanna, manager of financial administration, special
products. They were, respectively, manager of national sales and market-
ing at Profile Records; an assistant to the VP of A&R at Def Jam Records;
sales and marketing manager of classics and jazz, Northeast region, MCA
Records; and senior accountant in finance for PolyGram.

Andy Szulinski is named director of secondaries at Mercury Records in
New York. He was national manager of promotion, secondaries, for the la-
bel.

Columbia House in New York promotes Mary Beth Colucci to director of
video continuity marketing. She was associate director of video continuity
marketing for the company.

Mariel Pastor is promoted to national manager of artist development at
A&M Records in Los Angeles. She was a West Coast publicist for the label.

Capitol Records in Nashville names Wayne Halper director of business
affairs and administration. He was director of finance and operations for
Praxis International Rock Management.

=

LEU BUTLER ACQUAVIVA

MARTIN

Alexis Kelley Matteo is appointed South regional marketing director at
Capitol Records in Atlanta. She was a sales representative at CEMA Distri-
bution.

Carmela Kasoff is promoted to director of operations for Warner Bros.
Records in New York. She was East Coast office manager for the label.

Charisma Records in New York appoints Cindy Forman manager of ad-
ministration. She was office/payroll manager at Sud Amerique.

Enigma Records makes the following appointments: Ted Musarro, Mid-
west regional promotion director in Cleveland; Jack “Sasquatch” Arm-
strong, Northwest regional promotion director in Boise, Idaho; and Brad
Moss, Southeast regional promotion director in Atlanta. They were, respec-
tively, a promotion representative at SBK Records; PD and MD at KFXD-
FM Boise; and Southeast regional promotion manager at Chrysalis Rec-
ords.

Michael Tedesco is named director of Silvertone Records in Los Angeles.
He was manager of alternative music for the Zomba Group.

GRP Records in New York appoints Carl Griffin director of A&R. He

WHITE SUZUKI

BROSIO

PASTOR
was associate producer for the Marlboro Country Music Series.

PUBLISHING. BMG International in New York promotes Nancy Farbman
to VP of marketing and promotion, and Jim Powers to director of inter-
national A&R. They were, respectively, director of international artist
development and publicity, and manager of international A&R for the
company.

PRO AUDIO. Peter Suzuki is named president of Yamaha Corp. in Buena
Park, Calif. He was executive VP of the company.

RELATED FIELDS. Personics Corp. makes the following appointments: L.
Gregory Ballard, senior VP of U.S. operations in New York; Sanford
Fitch, chief financial officer in Redwood, Calif.; and John Scales, senior
VP of retail operations in New York. They were, respectively, senior VP
of marketing for Personics; chief financial officer for Durango Systems;
and VP of retail operations, Personics.

The New Music Seminar in New York makes the following appoint-
ments: Joe Plotkin, director of New York Nights; Lora Ballato, director
of sales; Dawn Hood, director of marketing; and Cathy Bennett, direc-
tor of operations. They were, respectively, director of outside concerts/
talent and booking for Radio City Music Hall Productions; U.S. sales
manager at MIDEM,; alternative radio editor/advertising director for the
Hard Report; and director of registration for the New Music Seminar.
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THE TRADITION

21 landmark jazz recordings, supported by
extensive advertising and publicity cam-
paigns, mark the launch of the Contemporary
Jazz Masters Series. Included are Weather
Reports’ groundbreaking work “I Sing The
Body Electric” and Miles Davis’ “Pangea”-a

INTRODUCING THE CONTEMPORARY JAZZ MASTERS SERIES

In keeping with our commitment to preserve essential
works of jazz, our new line continues in the spirit of our
successful Columbia Jazz Masterpieces Series. Con-
temporary Jazz Masters is dedicatec to revitalizing the

N

most influential works of contemporary jazz with state-of-
the-art, digitally-remastered sound. In addition, original
packaging has been enhanced with insightful, new liner
notes by the country’s top Jazz Writers.

2-CD Set never before released in the U.S.
Classic albums by John McLaughlin, Al
Di M.=ola, Return To Forever, Maynard Fergu-
son, Lee Ritenour, Tom Scott, plus “Best Of”
collecions from Hubert Laws, Freddie Hub-
bard, and others, with many more to follow.

CONTEMPORARY JAZI MASTERS. SEITING NEW STANDARDS FORJAZZ. =

"Columbia”, "Epic” and §2% Reg. US. Pat & Tm. Off. by CBS Records Inc

On Columbia & Epic Compact Discs and Cassettes.

1990 CBS Records Inc
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Editorial

AUDIO-VIDEO SYNERGY GOULD EXPAND MARKET

THE HOME VIDEO AND MUSIC industries
seem to be fusing lately on a number of levels. Fol-
lowing record retailers, many of whom began to
stock home video several years ago, a growing
number of video specialists are converting their
stores into combo operations, with a goal of becom-
ing true home entertainment centers. In addition,
music video is selling better than ever, and most
major labels now have their own video divisions.

Meanwhile, the CEO of the nation’s largest video
distributor, Gary Rockhold, has just been named
head of PolyGram Group Distribution. Noel Gim-
ble, a former record wholesaler who became a force
in the video industry and still owns video stores,
has returned to the music fold with an independent
label. It is a truism that the ranks of decision-mak-
ers in video companies include many ex-label execu-
tives, and some video chains have hired former mu-
sic retail people as record buyers.

The two industries will always be separate, of
course, because of their intrinsic differences.
Whereas the music business creates most of its
own product, for example, the home video business
is driven by movies produced by film studios.

Secondly, rental is still the sine qua non of the
video industry; in contrast, record rental is prohibit-
ed by law, unless authorized by the copyright own-
er. But as video sell-through accelerates, video spe-
cialists are beginning to think more like record re-
tailers. Moreover, some video suppliers are starting
to look for reorders on new-release sell-through
product—an unheard-of approach in an industry
that has historically front-loaded its new releases
into a single Big Bang.

The third major difference between the two en-
tertainment industries is that video and record re-
tailers are still largely serviced by different distrib-
utors. Even combo chains tend to buy audio prod-
uct from record distributors and video titles from
video wholesalers.

But this scenario seems bound to change at some
point. Already, such major music chains as Music-
land are buying direct from video suppliers, short-
circuiting the normal wholesale route. Rackjobbers
deal in both music and video, sometimes with the
same accounts. And some video distributors are
setting up audio divisions to service the growing
number of video specialists who have embraced

music.

Most big record chains have gone combo to some
extent, and it seems inevitable that a large portion
of the video trade will do likewise from the opposite
direction. Of course, each type of retailer will con-
tinue to emphasize its basic business; but the net
effect will be a growth in sales of both kinds of
products, along with a blurring of the lines be-
tween video and record distributors.

Meanwhile, such other products as video games,
computer software, and audio books—all of which
have already made inroads in specialty retail
stores—will someday take their places on the
shelves of home entertainment centers. Both the
music and video industries have a great deal to con-
tribute in this respect—as shown, for example, by
the use of audio, video, and computer software in
some recent CD-interactive applications.

All of these developments require an open mind.
While not every new product will fly, distributors
and creative entities on both sides of the aisle
should try to take advantage of the new synergies
between the industries and look for ways to expand
the total entertainment market.

Adaptability Will Be Key To Success
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MUSIC PUBLISHING WILL ROAR IN "90s

B BY CHUCK KAYE

The changes of the '90s are going to
radically alter how we go about our
business. A creatively managed and
aggressively administered music
publishing company can expect a
growth pattern unlike that of any
other decade. Encouraging techno-
logical advancements, new media,
and an open global marketplace have
already cast a new light on our busi-
ness.

What used to be the ‘“‘safe and
sane” publishing business is no long-
er solely a business of catalog lon-
gevity and long-term copyright annu-
ities. Music publishers must now ad-
dress the phenomenon of disposable
entertainment. Therefore, the music
publisher must create a new—or a
greatly modified—way of doing busi-
ness.

The past taught us that proper ex-
ploitation and acquisition of material
was the key to publishing success.
Building a company for the '90s re-
quires the same ingredients with a
different focus on new, exploitable
avenues.

The new sound technologies—pro-
fessional digital recording and home
CD and (inevitably) DAT systems—
are achieving measurable consumer
acceptance and will support catalog
usage with remastered reissues,
cleaned-up classic recordings, and re-
newed Dolby soundtracks—not to
mention the enhanced appeal of new
product.

New satellite and cable media—
both here in the U.S. and now being
introduced to the rest of the world—
provide exceptionally lucrative chan-
nels of exploitation that, 25 years
ago, at the height of the record boom,
would have seemed impossible. And,
thanks to this same technology, the
globe is shrinking to a more readily
available world community; music
from other lands and other cultures
(notably, from South Africa and
Eastern Europe) is finding increasing

acceptance here.

New marketplaces are opening up
almost daily. With the rapid democra-
tization occurring in Europe, Asia,
and Latin America, the demand for

song, but also the ability to utilize
your own repertoire. For example, we
have included our copyrights, both
standards and newly created materi-
al, in films for which we have super-

‘As in the past,
the bottom line
is still the song’

Chuck Kaye is CEOQ of Windswept Pacific, o
Los Angeles-based music publishing and
soundtrack supervision firm.

U.S. music—both in recorded config-
urations and as integral components
of film soundtracks—is beginning to
grow. However, as in the past, the
bottom line is the song.

At Windswept, we believe that, in
the future, you will need not only the

vised the music, such as “Licence To
Kill,” “The Fabulous Baker Boys,”
“Coupe De Ville,” and “48 Hours I1.”

During the past decade, the trend
in our business has been toward con-
solidation. “Big” has been desirable
from the point of view of the corpo-

rate bottom line, but size has not
been conducive to the development of
new talent. Talent requires an envi-
ronment of creativity and attention.
Large companies have not found a
solution to this problem.

The counterpoint to that trend has
been the rise of the entrepreneurs—
the smaller publishing houses that
have the flexibility to accommodate
change and development. For now,
both corporate powers and less
mighty entrepreneurs have a place in
the business. For me, however, the
most satisfying aspect remains work-
ing with the talent.

The '90s promise to be exciting and
lucrative for the aggressive music
publisher who can look ahead and roll
with the punches, who is ready, will-
ing, and able to change. The new
technologies are in place; new media
are on the horizon; and the world is
opening up to free-market principles.

What more could we ask for? The
answer, perhaps, is that we could use
the foresight to see where we are go-
ing and a new philosophy to prepare
us for change when we get there.

CD COSTS MUST COME DOWN
How tragic it will be for everyone in
the record business if the compact
disk does not get firmly established
as the mass-market, high-sales-vol-
ume item it truly is before the U.S.
enters a major economic recession.
In such a recession, consumers
will no longer feel they can afford
the cost of a CD player, which, at
$100-$200, has been fair and reason-
able for years. The record compa-
nies’ failure to face facts on CD
pricing may yet come back to haunt
them. It really is time for us all to
admit that a retail price of more

than $11 for top-of-the-line CD prod-

uct is self-defeating for the record

business, and no amount of wishful
thinking will change that fact.

William R. Smith

Santa Cruz, Calif.

WRONG PARTY

Frances Preston’s Commentary
(Billboard, March 3) gives an erro-
neous impression of the extent of
the activities of the late Robert Bur-
ton on behalf of the copyright bill
passed in 1976. (“At the same time
and continuing through the mid-
’70s, BMI was in the forefront of ef-
forts to secure a new copyright bill
to replaced the outdated 1909 copy-
right act . .. Bob Burton, BMI’s
then president, and I made frequent
trips to Congress to plead the song-

writers’ and publishers’ case dur-
ing this period.) (Emphasis added.)

Judge Burton died in 1966, ap-
proximately two years after he as-
sumed the presidency of BMI, and
10 years before the act was passed.
In 1968, Edward M. Cramer became
president and CEO of BMI; thereaf-
ter, he was BMI’s highly visible

spokesman on behalf of the pro-

posed legislation until its passage.
It is curious that no mention of
Cramer is made in the Commentary.
Margot K. Baldwin

New York

EXCEPTION TO RULE?

In a Jan. 13 Billboard article, Bruce

Haring quoted a very broad state-

ment regarding the increased use of
(Continued on page 74)
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NAB Draws 50K, But Few From Radio

Confab Focuses On Self-Regulation

B BY PHYLLIS STARK

ATLANTA—The promise of radio-
only legislation, the prospect of relief
for AM broadcasters, and frequent
calls for self-regulation by broadcast-
ers were among the main radio
events at the 1990 National Assn. of
Broadcasters convention held here
March 31-April 3.

This year's NAB was attended by
nearly 50,500 people, including 6,000
foreign broadcasters. However, with
TV having been the prime emphasis
of the Spring NAB for the last sever-
al years, radio attendance was much
lower, comprising less than 10% of
the attendees.

What was perhaps the NAB’s ma-
jor announcement came during the
“Radio-Only in Congress” panel.
Rep. Matthew Rinaldo (R-N.J.), a
member of the House Telecommuni-
cations Subcommittee, said that he
and committee chairman Ed Markey
(D-Mass.) are preparing to introduce
a new bill in Congress that would
combine Rinaldo’s previous bill call-
ing for technical improvements for
radio with codification of the FCC’s
“abuse of process” rules aimed at
stopping sham applications and re-
newal extortions by competing
broadcasters. Rinaldo said he expect-
ed that the bill would have no trouble
being passed in Congress.

“We have to work to see that radio
remains a vibrant competitor by im-
proving AM and reducing interfer-
ence,” said Rep. Jack Fields (R-Tex-
as) in support of the new bill. Fields
also stressed the need for local in-
volvement encouraging individual
station owners to be in frequent con-
tact with their congressmen rather
than relying on the NAB.

The legislative panel was one of
several places at this year’'s NAB
meet where calls for broadcaster
self-regulation were heard. As he has
in previous years, Rep. John Bryant
(D-Texas), again cited N/T outlet
KLIF Dallas as the type of station
that “[makes] it difficult for me to
consider making your license renew-
als easier. [Easier renewals are] not
going to happen until you get the
people in there running the talk
shows to be more responsible.”

SIKES’ FOUR POINTS

FCC chairman Al Sikes also called
for self-regulation—specifically the
return of a voluntary broadcast
code—in a speech in which he out-
lined his four-point program for the
FCC. “Maintaining faith in market-
place decisions’’ was one of the
points. The others were strengthen-
ing broadcasters’ ability to compete
successfully through legislation
which, among other things, will aim
to improve AM; a committment to
equal opportunity employment; and
fostering broadcast excellence.

About his goal to aid AM broad-
casters, Sikes said, “Years of regula-

tory control brought AM to its knees.
I don’t want to see that happen
again.” Sikes added that “streamlin-
ing our regulatory process is a major
goal.”

President George Bush’s address
to conventioneers on April 2 called
for broadcaster support of the con-
troversial Cuban-targeted TV Marti,
which many broadcasters oppose be-
cause they fear retaliatory signal
jamming from Cuba.

Bush received a warm round of ap-
plause when he said, “We reject gov-
ernment programming. We reject
government ownership of stations.
And mostly we reject censorship.”
Bush called this “a model for the
world.

“You have made every home a fo-
rum,”’ he told broadcasters. ‘“The
voice of freedom will not be silent as
long as there is an America to tell the
truth.”

BEER/WINE WARNINGS?

And three days before the intro-
duction of the Gore/Kennedy legisla-
tion requiring warnings in alcohol
ads, (see story, page 90), the future of
beer and wine advertising—a major
source of broadcast revenue—also
made for a heated NAB panel. The
call for voluntary guidelines here
came from Rep. Rod Chandler (R-
Wash.), who noted that public opinion
toward alcohol advertising is becom-
ing more conservative. Referring to
some of his colleagues who have in-
troduced bills to restrict alcohol ad-
vertising, Chandler said, “If you
don’t like what some of these guys
are peddling, I think you need to
work with us because [otherwise] I
think you're going to have this
crammed down your throats.”

Rep. Mike Synar (D-Okla.), one of
the congressmen who favor restrict-
ing some alcohol advertising, said
“We're not after you on this alcohol
thing. We're just putting you on no-
tice that there is a fight going on
here.”

MORNING ACCIDENTS

The self-enforcement question also
came up on the “Avoiding Accidents
in Morning Drive” session. As panel-
ist Lauren Belvin, Sikes’ legal assis-
tant, noted, “It’s no secret that we
now have an enforcement-minded
FCC. We got rid of the extraneous
rules, so the rules we are left with
mean something. [We are] serious
about [them and] intend to enforce
them. We're backing it up with real
firepower. The fining power is a real
thing now.”

That led communications attorney
Timothy Dyk to complain about the
FCC'’s ongoing lack of clear guide-
lines. “We really don’t know what
people can and can’t do, and that’s a
problem. The FCC has indicated that
it has no internal guidelines [for inde-
cency]. Even the fact that 98%-100%
of your audience is comprised of

adults is irrelevant for determining
what is indecent.”

Although she did not lay out specif-
ic guidelines, Belvin made two sug-
gestions for broadcasters to avoid
running into trouble with the FCC.
First: “If in doubt, don’t go it alone.”
Check with your lawyers or the FCC
if you have any questions. Second:
“If you mess up, come clean with the
commission. Don’t try to cover it up,
it isn’t worth it.”

Attorney Dennis Corbett advised
broadcasters, “It’s difficult for a law-
yer to give advice like this, particular-
ly for First Amendment issues, but
when in doubt, leave it out.” Dyk,
however, disagreed with the extent
of Corbett’s caution. “I think we're
stuck with making judgment calls,”
he said.

As for the issue of privacy, Corbett
reminded broadcasters that not only
did they need a person’s permission
before putting his or her voice on the
air (or in some states, before taping
them in the first place), but that pri-
vacy also extends to answering ma-
chine messages, which also can’t be
taped and aired without permission,
Corbett said.

“If you get the urge to read from
the newspaper on the air,” said Cor-
bett, “resist it.” Under fair use laws,
this is illegal without the permission
of the paper. “Reading from a local
newspaper or even a supermarket
tabloid is an accident waiting to hap-
pen,” added Steve Brookshester,
NAB associate general counsel.

As one of his seven rules for avoid-
ing lawsuits and/or FCC trouble, at-

(Continued on page 15)

winning Smiles. Charles Osgocd of CBS, center, and Hal Jackson of Inner City
Broadcasting, right, were inducted into the Broadcasting Hall of Fame at this
year’'s National Assn. of Broadcasters convention. Pictured with the two
inductees is Lynn Christian, NAB senior VP/radio.

Santa Fe Adult Alt. Stations
Wonder Whether 3’s A Crowd

@ BY CRAIG ROSEN

Second in a series on small-mar-
ket adult alternative radio.

LOS ANGELES—Santa Fe, N.M,,
located about 50 miles north of Al-
buquerque, is a small market that
seems—in the words of KLSK GM
John Sebastian—‘‘made to order”
for adult alternative radio. Ii has
one of the highest per capita in-
comes of any U.S. city and many of
its upwardly mobile residents have
“outgrown rock’n’roll and are look-
ing for an alternative,” says KKBZ
PD Tony Fitch.

That is how Santa Fe became the
small market with three adult alter-
native outlets. There is market-fix-
ture KLSK; Breeze affiliate KKBZ;
and Satellite Music Network’s The
Wave affiliate KBAC. And repre-
sentatives from all three stations,
as well as those familiar with the
market, are pretty sure one, possi-
bly two, will fall by the wayside,
while the survivor will fiourish.

The Terminal Men. The Radio Advertising Board demonstrated its
computerized advertiser data base service, “On Line Express,” during the
“Selling Toward a New Century” panel at the NAB convention. Pictured, from
left, are the RAB’s Bob Weed, president/CEQO Warren Potash, VP Laurence
Norjean, and executive VP George Hyde.

Just who the survivor will be, of
course, depends on whom you ask.
“I personally don’t think the market
can support three stations of that
ilk or three stations of any format
for that matter,” says KKSF San
Francisco MD Nick Francis, who
once was KLSK’s MD. “It’s pretty
obvious that KLSK will survive.
They have been in the market for
six years, have the signal, and have
Sebastian, who I know is a good fo-
cus programmer.” Francis adds
that the fact that KLSK originates
from Santa Fe also gives it an edge.

“If I were to put money on it, I
would say we will,” says Wave man-
aging director Lee Abrams of which
station will survive. “We're slightly
more accessible. And John Sebas-
tian’s [station] will as well. I would
guess the Breeze thing would prob-
ably be caught in the middle.”

And Breeze MD Rob Moore?
“Whether it can support all three is
an important question,” he says.
“More important, though, is the
fact that there are three stations
there in the first place.

“Five years down the line I don’t
think this situation will be as
unique,” Moore adds. “In the '90s
people are going to be considering
this format more seriously. There
will be more and more competing
against each other and that’s not
necessarily a bad thing. That means
the music is getting heard.

“I hope we can coexist,” he says.
“It remains a big question, but I'm
not convinced that we can't.”

Fitch, who points to the differ-
ences in programming of the three
stations, concurs. “I don’t think
there will be any problem,” he
says. “There are plenty of people
to go around here.” Yet, when
pressed, Fitch says, “If any [sta-
tion] would go, it would be the
Wave. They’re the new kid on the
block. KLSK has been on the air
for a long time and they have
somewhat of a following. The
Breeze has been on for about a
year, and we're starting to grab a
share of that market.”

KLSK has been in the market
for six years—three years before
the birth of KTWV Los Angeles or
KLRS San Jose, Calif.—and is the
only one of Santa Fe’s three sta-

(Continued on page 16)
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Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—T10 Years Ago

. Another Brick In The Wall, Pink
Floyd, coLumsia

. Call Me, Blondie, cHrysaus

. Working My Way Back To You/
Forgive Me, Girl, Spinners, ATLANTIC

. Ride Like The Wind, Christopher
Cross, WARNER BROS

. Too Hot, Kool & the Gang, pe-LITE

. Special Lady, Ray, Goodman &
Brown, POLYDOR

. With You I'm Born Again, Billy
Preston & Syreeta, moTown

. Crazy Little Thing Called Love,
Queen, ELEKTRA

—

. 1 Can’t Tell You Why, Eagles, asvLum
. Off The Wall, Michael Jackson_epiC |

POP SINGLES—20 Years Ago

1. Let It Be, Beatles. appLE

2. ABC, Jackson 5, MOTOWN

3. Instant Karma (We All Shine On),
John Ono Lennon, aPPLE

4. Spirit In The Sky, Norman
Greenbaum, REPRISE

5. Bridge Over Troubled Water,
Simon & Garfunkel. coLumsia

6. Love Grows (Where My Rosemary
Goes), Edison Lighthouse, BeLL

7. The House Of The Rising Sun,

8

9
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Frijid Pink, ParroT
. Come And Get It, Badfinger, appLe
. Easy Come, Easy Go, Bobby
Sherman, METROMEDIA
10. The Rapper, Jaggerz, KAMA SUTRA

TOP ALBUMS—T10 Years Ago

. The Wall, Pink Floyd, coLumsia

. Against The Wind, Bob Seger & the
Silver Bullet Band. capitoL

. Mad Love, Linda Ronstadt, asvLum

. Glass Houses, Billy Joel, coLumsia

. Damn The Torpedoes, Tom Petty
& the Heartbreakers, BACKSTREET

. The Whispers, The Whispers, soLar

. Off The Wall, Michael Jackson, epic

. Light Up The Night, The Brothers
Johnson, aam

. Soundtrack, American Gigolo,
POLYDOR

. Departure, Journey, cOLUMBIA

TOP ALBUMS—20 Years Ago

. Bridge Over Troubled Water,
Simon & Garfunkel, coLumsia
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. Hey Jude, Beatles, appLE

. Deja Vu, Crosby, Stills, Nash &

Young, ATLANTIC

. Morrison Hotel, Doors, ELEKTRA

. Santana, coLumBia

. Led Zecppeﬁn I\, Led Zeppelin,
ATLANTI

Abbey Road, Beatles, appPLE
| Want You Back, Jackson 5,
MOTOWN

. Chicago, coLumsia
. Willie And The Poor Boys,

Creedence Clearwater Revival,
FANTASY

COUNTRY SINGLES—10 Years Ago

oY ®N OUS WN

—

. itl&nky Tonk Blues, Charley Pride,

. It's Like We Never Said Goodbye,
Crystal Gayle, coLumsia

. Sugar Daddy, Bell Brothers,
PARRER/CoRg )" Do amy Brothers

. A Lesson In Leavin', Dottie West,

1

2

3

4

UNITED ARTIST

5. Women I've Never Had, Hank

Williams Jr., ELEKTRA/CURB

6. Two Story House, George Jones &

Tammy Wynette, eric

7. Beneath Still Waters, Emmylou

Harris. waRNER BROS

8. Are You On The Road To Lovin'

M)SBAgain, Debby Boone, WARNER/

9. I'd Love To Lay You Down, Conway
Twitty mca
10. gg\riner's Convention, Ray Stevens,

SOUL SINGLES—10 Years Ago

. Stomp, Brothers Johnson, aam

. Don't Say Goodnight, Isley
Brothers, T-NECK

. Don't Push It, Don’t Force It, Leon
Haywood, 20TH CENTURY

. | Don't Believe You Want To Get
Up And Dance, Gap Band, MERCURY

. Off The Wall, Michael Jackson. epic

3 é\or:dARThe Beat Goes On, Whispers,

. Working My Way Back To You/
Forgive Me, Girl, Spinners, aTLanTiC

. You Are My Heaven, Roberta Flack |
With Donny Hathaway, aTLanTiC

3 milcome Back Home, Dramatics,

. Special Lady, Ray, Goodman & |
Brown, POLYDOR
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WPLJ-Bound Tom Cuddy Leaves His Mark On ‘AT40’

LOS ANGELES—During his more
than two years’ tenure at the ABC
Radio Networks, VP/entertainment
programming Tom Cuddy has been
at the forefront of some controver-
sial decisions, most notably the one
not to renew Casey Kasem’s contract
as the host of “American Top 40.”

Cuddy, the newly named VP/pro-
gramming for ABC 0&0 WPLIJ
New York (Billboard, March 31), in-
stead chose to give the granddaddy
of the countdown shows a shot of
new blood by replacing Kasem with
radio veteran/TV personality Sha-
doe Stevens. While that decision is
still hotly debated nearly two years
later, there is no denying Cuddy’s
success with the network. ABC is still
No. 1, and a large part of its success
is due to its entertainment program-
ming.

Cuddy says the “AT40” evolution
and the “opportunity to hire Shadoe”
were the highlights of his years with
the network. He still defends the
move, noting that “1989 was the most
profitable year” in “AT40"’s 20-year
history. “It shows that we made the
right choice with Shadoe,” he says. “I
have no regrets as far as that is con-
cerned. I enjoyed working with Ca-
sey; he’s terrifically talented. But as
far the the direction we were able to
move into, and the future with Sha-
doe, I had not a moment’s hesitation.
It worked out well for us.”

But Cuddy does acknowledge that
his decision made it possible for
Westwood One, Kasem’s new home,
to offer a serious threat in the count-
down arena. “Obviously it worked
out well for Westwood, too,” he says,
“but we can both live happily ever af-
ter and come out successful.”

Cuddy notes that the changes of
“AT40” also indirectly affected other
countdown. “With one more [major]
competitor in the mix, some of the
smaller shows were hurt, like
‘Countdown USA’”

Another notch in Cuddy’s belt is
“AT40” ’s move to compact disk,
making it the first top 40 syndicated
countdown available in that configu-
ration. Cuddy says the network will
continue its move to CD in coming
months. “We are just finalizing plans
to put ‘American Country Count-
down’ on CD the middle of this
year.” ABC will test the waters at
country radio when its Hank Wil-
liams Jr. Memorial Day special is of-
fered on CD and will follow that up
with two other country specials, “The
Ronnie Milsap Story” and a Ro-
sanne Cash-Rodney Crowell pro-
gram later this year.

Establishing ABC’s tour market-
ing division, fronted by director Irene
Minett, more than a year ago, was
another accomplishment for Cuddy.
The relatively new division was
heavily involved in the network’s
Rolling Stones coverage as well as
other projects. Landing the radio
rights to the “Steel Wheels” tour, he
says, “really made a statement in the
industry and the network is still feel-
ing the positive effects from it.”
ABC, which simulcast the December
pay-per-view concert ‘“Terrifying,”
will also simulcast the commercial
TV version on May 30 when a two-
hour special is telecast on Fox.

The tour marketing division will
soon announce details regarding a
big summer event and is presently in-
volved in a New Kids On The Block/

“AT40” ticket-giveaway promotion,
as well as the countdown’s upcoming
20th anniversary celebration and
mall tour set for the summer months.

The “AT40” celebration kicks off
with a special broadcast from Orlan-
do, Fla.s Disney MGM Studios dur-
ing the weekend of May 12-13. On
May 4-5, Stevens will be on hand as

NETWORKS

SYNDIGATION

by Craig Rosen

host of Grad Nite '90 at Walt Disney
World. Following the stints in Orlan-
do, Stevens and the “AT40” crew will
hit the road and tour other major
markets, beginning on Memorial Day
weekend. “The mall tour will be the
first time a syndicated show has hit
the streets like this,” he says. “And
affiliates will be able to tie into it.”
Other accomplishments Cuddy is
proud of include the birth of “Ameri-
can Music Makers,” the country
shortform program hosted by Bob
Kingsley; the “Complete History Of
Rock’n’Roll” 50-hour special; simul-
casts of events including David Bow-
ie’s “Glass Spider Tour” and ABC-
TV’s “International Rock Awards”;
and the recent addition of the dance-

oriented “Hot Mix” to the network.

As for the future, Cuddy predicts
that “a lot of the mom-and-pop shops
in radio syndication probably won’t
survive. It's becoming tougher and
tougher to get program directors to
give up time for syndication. It’s the
most difficult it has been in recent
history. Those that continue to give
radio something they can’t produce
themselves will have the edge and ac-
cess to big-name talent.”

Now that Cuddy will be on the oth-
er side of the fence, as PD of WPLJ,
what shows will he run? “I don't
know yet, but I'm certainly commit-
ted to ‘AT40’ and ‘Hot Mix.’ I believe
in them here [at the network] and
know they can [continue] to work at
WPLJ.”

ABC’S NEW ALBUM SHOW

Before Cuddy leaves the network,
he will complete plans for ABC's new
album rock show, “Satellite Sun-
day,” which will debut June 3 at 10
p.m. E.D.T. The 90-minute show,
hosted by actor and onetime KEZY
Anaheim, Calif., personality Jerry
“The Beaver” Mathers, will have a
“variety show” format, says Cuddy.

The show will be aimed at 18-34-
year-olds, both on album rock and
classic rock stations. Expect some of
the bigger names in rock to guest,
Cuddy says, but adds that “some of
the guests won't be rock stars. We
will also have motion picture stars, as
well as comedians. It will be a real
potpourri as far as talent is con-

cerned.”

Other features include weekly vis-
its backstage to important concerts
and reports from ABC’s London rock
correspondent Jonathan Ashby with
the latest news and gossip from the
U.K.

Of the show’s multifield format,
which sounds like a cross between
Global Satellite Network’s long-run-
ning “Rockline” and Olympia Radio
Networks’ recent entry, “Comedy-
line,” Cuddy says, “We didn’t want
to be tied into any one area of enter-
tainment. To make sure the caliber of
talent is high, if the right person in
rock’n’roll is not available, we’'ll give
them someone of interest from an-
other field.”

Cuddy says the new show is a high
priority for ABC, since the network,
unlike some of its rivals, doesn’t have
“a supermarket of shows.”

NO NEW KIDS
With the huge popularity of Co-
lumbia act New Kids On The Block, it
would seem that the band’s recent
pay-per-view would be perfect for a
network radio simulcast. After all,
the act is a hot commodity on such
top 40 syndicated shows as “Hitline”
and “Live Wire.” Cuddy says ABC
polled a number of stations and says
they were not interested in such an
event. “It’s so hard to get top 40 to
give up that kind of time span [for a
concert)],” he says. “They support the
individual songs, but the majority of
(Continued on page 20)
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through
Polygram Group

Distribution.

on tour in America
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I Soundgarden, The Innocence Mission,
' _- and Randy & The Gypsys, and the continuing
success of A&M9Video and oﬁr distributed labels, A&M Rec-
ords’ affiliation with Polygram Group Distribution couldn’t be

bigger news.
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Cleveland Becomes Newest Soft AC War:
Promo/Nets Veteran McGhan Dies At 42

ONE OF THE IMPLICATIONS of
the easy-listening bailout is that
markets that didn’t seem like they
could handle any more AC stations
are getting more AC stations. Con-
sider Cleveland, already home of
one of the tightest AC races in the
country, where easy WQAL has
gone soft AC. Rick Torcasso, who
programmed crosstown WMIJI be-
fore moving into station ownership,
is now consulting WQAL, which, he
says, because of its personalities
and production level, will be more
full-service—something one usually
doesn’t think of a soft AC as be-
ing—than format rival WDOK.
Kim Scott moves from middays to
afternoons, switching places with
Mark Morris.

And after 20-plus years in easy
listening, WBNS-FM Columbus,
Ohio, heads to Bob Carson’s ‘“Ren-
aissance Format,” a 75% instrumen-
tal, 25% vocal blend similar to Group
W’s Adult Spectrum Radio. Al-
though the bulk of WBNS-FM’s in-
strumental music now comes from
such artists as Kenny G, Pat Meth-
eny, and Lee Ritenour, the vocals
come from soft AC artists.

PROGRAMMING: DETROIT'S FOUR OLDIES

Meanwhile, longtime gold-based
AC WOMC Detroit became “Oldies
104.3” March 30. New PD Don Dan-
iels says he is counting on WOMC’s
full-market signal and its “good am-
munition supply of resources” from
parent company Infinity to make
their way into a market that already
has two oldies FMs and two AMs.
APD John Marshall goes from
nights to middays, leaving the sta-
tion with a night opening.

After 4, years at WTIC Hart-
ford, Conn., PD David Bernstein is
the new program manager of full-
service AC WBZ Boston. Bernstein
replaces Tyler Cox, who is looking
to return to N/T radio ... Scott
Jameson, most recently PD of al-
bum KYYS Kansas City, Mo, is the
new PD of similarly formatted
KZAP Sacramento, Calif., replacing
Pat Still.

After several years of relative
personnel stability at urban KJLH
Los Angeles come reports, uncon-
firmed at press time, that KJLH
PD/a.m. driver Cliff Winston is
headed for new rival KKBT to do
mornings on an interim basis. P.M.
driver Frankie Ross has already
made the jump to KKBT for nights.

WPCH Atlanta OM Vance Dil-
lard is the new OM at WLW Cincin-
nati following Dave Reinhart’s
transfer to the GM job at WFLA/
WFLZ Tampa, Fla. WPCH recently
attracted attention from the Geor-
gia Bureau of Investigation, which
told the station to stop its Bingo
promotion because the game was il-
legal in Georgia. WPCH responded
by redubbing the promotion “Og-
nib” and telling listeners to hold the
cards to their mirror. Meanwhile,
AM N/T sister WGST talk host Neil
Boortz is awarding a trip to Europe
to the WGST listener who can get
his name and calls on rival WSB the
most times during April.

Production director Tony Weston
is upped to OM for Satellite Music

Network Wave affiliate KHIH Den-
ver. Weston replaces Kris Taylor,
who returns to Akron, Ohio, to do
middays for AC WQMX. Elsewhere
on the adult alternative scene, the
Canton, Ohio, area gets a Breeze af-
filiate, WBZW Wooster ... At easy
WEZE-FM Pittsburgh, Joe Fenn
comes across town from easy-to-AC
convert WSHH as PD.

Gary Duncan is promoted from
programming assistant to PD at AC
KRJY (K-Joy 96) St. Louis replacing
Ed Goodman, who leaves for morn-
ings at similarly formatted WJQY
(Joy 107) Miami. Margo Elliot will
now handle a.m. drive by herself;
Regina Del.uca becomes morning

¥ JOK

by Sean Ross with
Craig Rosen & Phyllis Stark

show producer.

At top 40 KEZY Anaheim, Calif.,
PD Craig Powers is upped to OM; a
new PD will be hired. KEZY’s AM
N/T sister KORG is becoming a
Unistar AM-only adult standards
outlet. Steve Atkins joins from
crosstown Christian/AC KYMS
(Eagle 106.3) as PD; Chris Adams
becomes production director.

Gil Romero is promoted from
production director/middays to PD/
mornings at Tejano outlet KQQK
(Hot 106.5) Houston, replacing Al-
fred Rodriguez. Lisa Rios goes
from nights to middays. Afternoon
driver Michael Montana is APD.

Former KVAN Portland, Ore.,
PD Paul Duckworth is the new PD
at full-service AC WDBO Orlando,
Fla., replacing Bill Patti, who heads
for oldies WGTO . .. At top 40
WZZG (Gorilla Radio) Charlotte,
N.C., MD Duane Ford is named PD,
assuming duties previously held by
OM Randy Bliss. Morning man Ray
Mariner gets MD stripes.

Newly named KMJQ Houston
PD Ron Atkins (Billboard, March
24) becomes the first associate to
consultant Tony Gray’s Gray Com-
munications. Atkins will work with
WYLD-FM New Orleans, the sta-
tion he last programmed. Look for
Gray to announce other associates
shortly . . . Consultant Dean Lands-
man is now working with urban
WEDR Miami.

Several days before hotly contest-
ed Miami PD/morning person Betty
Pino was set to debut on Spanish-
language WAQI-FM (Ritmo 95.7)
on April 2, the station won a court
battle with rival WCMQ-FM—
Pino’s former employer—allowing
her out of her non-compete clause.
The next day WCMQ reportedly had
the action reversed by another
judge. There’s another hearing
scheduled for this week.

Religious WAME Charlotte,
N.C., and KJIL Oklahoma City are

now WCNT and KNTO, respective-
ly—affiliates of WNTR Washing-
ton, D.C.’s conservative N/T for-
mat. David Holland moves from
sales to the OM slot at KNTO,
which still needs an a.m. host; T&R
to WNTR PD Michael DelGiorno.
Several weeks after Fresno,
Calif.’s first classic rocker KCLQ
became Z-Rock KZRZ, top 40/dance
KYNO-FM (Hot 96) becomes classic
rock KJFX (The Fox 95.7). PD John
Clay (209-298-5984), MD Kevin Car-
ter, and morning co-host Bobby
Mercer are out. Former WTAR/
WLTY Norfolk, Va.,, OM Mark
Thomas is PD. The change marks
the first time in more than 25 years
that KYNO hasn’t been some sort
of top 40 on either AM or FM.
Allen Power, PD of country
WESC-AM-FM Greenville, S.C,, is
promoted to GM replacing longtime
president/GM John Davenport,
who will retire on June 15. That
means WESC has a PD opening;
send T&R. Across town, interim
PD/MD Bill Catcher gets the offi-
cial nod at top 40 WANS. Midday
jock Doc Holiday is assistant MD.
Midday man Joe Redmond is
upped to PD at country WKJN Ba-
ton Rouge, La., as J.L. Fisk moves
into sales ... WHXT (Hot 99.9) Al-
lentown, Pa., APD/MD John Aus-
tin returns to top 40 WPXR Quad
Cities lowa/Ill.,, as PD; Dan Kenne-
dy is upped to operations director.
At WHXT, night jock Eric Stryker
becomes MD; area club jock Joey
Mitchell joins as APD/afternoons
... WFYR Chicago’s Joe Dawson is
the new PD for AC/top 40 combo
WBCK/WBXX (B95) Battle Creek,
Mich., replacing Bill Ashford.

PEOPLE: McGHAN DIES

A lot of broadcasters were shak-
en this week by the April 3 death of
veteran broadcaster John McGhan
of AIDS-related complications at
age 42. A veteran of such album
rockers as WGR-FM Buffalo, N.Y.,
and WDVE Pittsburgh, McGhan
was an early PD of NBC’s The
Source network. In recent years, he
was known for his McGhan Radio
Productions, which produced multi-
ple station remotes from the Gram-
mys, the Country Music Assn.
awards, and other locations. That
company will continue under OM
Jim Turnbull, VP/production Don-
na Sekulidis, and staffers Ron
Huntsman and Vivian Hunts-
mann. In lieu of flowers, contribu-
tions to the T.J. Martell Foundation
are being encouraged.

After three years on her second
stint at the station, Liz Fulton is
out as Rick Dees’ morning partner
at top 40 KIIS Los Angeles. The
new public affairs director/morning
newsperson is Ellen Thomas from
KXXX-.FM San Francisco. Mean-
while, KIIS MD Brian Bridgeman
leaves to program top 40 KKYK Lit-
tle Rock, Ark. Mike Martin is inter-
im MD. Across town at KPWR
(Power 106), contract negotations
broke down between the top 40/
dance outlet and longtime p.m. driv-
er Mucho Morales, who can be
reached at 213-946-5348.

Houston was also pretty busy

manager.

ties for the time being.

ship in Buffalo, N.Y.

newsline...

ALTHOUGH there was no signed agreement at press time, Jacor has report-
edly reached a verbal agreement with Robert Sillerman & Carl Hirsch for
the sale of WMJI Cleveland and WYHY Nashville. Jacor’'s WQIK Jack-
sonville, Fla., will go to Sillerman’s Capstar Communications. In addition,
WLW Cincinnati OM Dave Reinhart has been named VP/GM of Jacor’s
WFLA/WFLZ Tampa, Fla. GSM Joe Armano has been named station

WESTWOOD ONE has announced the creation of a fourth radio network—
WW1 News and Entertainment (WONE)—which will be launched imme-
diately with 55 hours weekly of shows from WW1’s Mutual (i.e., Larry
King) and Talknet services that had not previously been RADAR rated.

AFTER MORE THAN 10 YEARS as group VP/radio for Greater Media, Herb
McCord is resigning to form his own company, the New York-based
Granite Communications. GM’s Frank Kabela will handle McCord’s du-

CHRIS ACKERMAN is named VP/GM of adult standards/AC combo WJAS/
WSSH Pittsburgh, assuming duties that had been held by GM Tony
Renda. Ackerman was most recently in an advertising agency partner-

KEN NANUS is promoted from GSM to GM at WXTU Philadelphia, replac-
ing John Hiatt. It is his first GM job.

VICTOR MONTECON is the president of the new Dallas-based Contemporary
Hispanic Network, which will be launched Monday (9) in 11 markets with
five hours of daily programs, and which will eventually become a full-
scale programming network targeting Hispanics with English-language
programming. Veteran programmer Bob Pearson is news director.

OTHER APPOINTMENTS: Marshall Magee has become a partner in CSB Com-
munications and will also become president/GM of the group’s WMJW
Jackson, Miss. Magee, who was previously based at SunGroup’s WERC/
WKXX Birmingham, Ala., assumes duties from co-owner Craig Scott;
WCEO/KEZK St. Louis GSM Gary Lewis is the new GM of WLAV
Grand Rapids, Mich., replacing Dennis Lemmon.

this week. KKBQ (93Q) brings on
both PD Ron Parker for after-
noons, replacing Dave Thompson,
and KTFM San Antonio, Texas’ J.J.
“The Jammer” Kelly for nights.
Longtime Morning Zoo member
Clete Dumpster is also out at 93Q.
At rival KRBE, Suzy Waud from
WNRJ Pittsburgh (now WEZE), re-
joins PD Adam Cook for nights;
Scott Sparks is now permanent in
afternoon drive. Since KTFM’s
Dwayne Luna is returning to
KHQT San Jose for nights, that sta-
tion now has midday and night
openings.

At top 40/dance WIOQ (Q102) Phil-
adelphia, two WPGC Washington,
D.C,, staffers join for middays and
late nights. P.J. aka Pamela Cruise
replaces Valerie Vibes in the former
shift; Russ Allen replaces Andi Guri
in the latter and will be known as
“Hammer.” Meanwhile, WBBM-FM
Chicago’s Bubba The Love Sponge
joins Q102 for afternoons. Glen Ka-

lina is production director and will

split MD duties with Allen.

Bill Hergonson, most recently
morning man at adult alternative
WVAE Detroit, (now WMXD), is
the new morning driver at similarly
formatted WQCD (CD101.9) New
York. He replaces John Vidaver,
who moves to weekends/swing. An-
other longtime Detroiter, N/T
WWJ p.m. anchor/" “The Ameri-
cans’ narrator Byron MacGregor,
is out this week.

Longtime WLUP-FM Chicago
night jock Patti Haze heads to clas-
sic rock rival WCKG for middays;
Wendy Snider will handle the shift
for now ... Former country KIKF
Anaheim, Calif., PD Don Jeffries is
the new MD/p.m. driver at country

KFRG San Bernardino, Calif.

Bobby Rich, displaced in last
week’s shakeup at top 40 WRBQ
Tampa, is the new APD/p.m. driver
for AC rival WUSA (W101) ...
Brooks Anderson joins country
WYNY New York as a program-
ming assistant; her most recent ra-
dio job was as a researcher for top
40 WLOL Minneapolis . . . At classic
rock KRFX Denver, comedian Mi-
chael Floorwax has joined as half
of the morning team.

T.C. McGuire goes from nights at
WHTQ Orlando to co-owned WSHE
Miami. McGuire replaces Liz Wilde,
who leaves amid a controversy over
her racy interview with a local enter-
tainment paper in which she report-
edly refers to “trimming my pubic
forest with this here weed wacker.”
WSHE says that Wilde broke a policy
against unauthorized interviews, but
PD Brian Krysz emphasizes that the
article was “absolutely not the only
reason” for Wilde’s dismissal.

Doug Moreland, station manager
of N/T WRRF Coastal N.C., adds
MD duties for top 40 sister WDLX,
replacing Brian Lane; WDLX is now
being consulted by E. Alvin Davis . ..
Janet Bardini is the new MD at AC
WZFM White Plains, N.Y., assuming
duties held by Paul Cavalconte ...
Lisa Tribley joins WLRW Cham-
paign, Ill., for overnights from rival
WIZNF, replacing Anna Krause, who
went to WBSB (B104) Baltimore for
that shift.

Reno, Nev.-area veteran Palmer
Stewart returns to radio as morning
man for WIBM-FM (94 Gold) Lan-
sing, Mich,, replacing David Bennett,
who leaves to finish law school ...
Pam Edwards returns to oldies
KFSO Fresno, Calif., for middays.
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A Kinder, Gentler April Fools’ Day . . . For Some

B BY SEAN ROSS

NEW YORK—Because April Fools’
Day fell on a Sunday this year, a lot
of stations kept a fairly low profile.
Most morning people had the day off.
Listeners were already sort of disori-
ented because of the change to Day-
light Savings Time. And many sta-
tions were committed to syndicated
programming for much of the day.
But there were still stunts.

Jacor's WFLZ Tampa and WYHY
(Y107) Nashville did not stay idle, of
course. They were among the sta-

tions staging on-air mock parades.
Y107’s entry featured the likes of a
New Kids On the Block float, where
the lips moved at a different speed
from the soundtrack, and a “sex and
violence float” sponsored by a local
topless bar. Although listeners have,
after several years, figured out that
there is no parade, PD Jack Evans
says some still line the streets to clap
anyway; for them, the Y107 jocks
were there to hand out Osmonds and
Slim Whitman albums.

At a Sunday remote, WSHE Miami
morning man Garth Hemp claimed

that various members of Winger,
Bon Jovi, etc., were stopping by.
WOBB (B102) Tallahasse, Fla., did an
April Fools’ Party—a real one—in
which local celebrities showed up to
guest jock.

N/T KFI Los Angeles provided
this year's “fake sports trade” story.
This one involved the swap of two
L.A. Lakers, Byron Scott & Michael
Cooper, for two L.A. Clippers, Benoit
Benjamin and Jeff Martin. The Na-
tional Basketball Assn.’s trade dead-
line was in late February.

Album WCCC Hartford, Conn.,

NAB CONVENTION DRAWS HUGE THRONG OF 50,000 TO ATLANTA FOR FOUR DAYS

(Continued from page 10)

torney Daniel Waggoner spoke on
the recent case of WBZZ Pittsburgh
newscaster Liz Randolph, who was
awarded $690,000 in damages for
comments made about her by morn-
ing team members. When humor in-
volves verbally abusing a person on
the staff, Waggoner told the audi-
ence, try to get written consent from
that person. He also told stations to
have insurance and make sure it cov-
ers you for every potential morning
drive accident and to judge every-
thing by the criterion “what is a jury
going to think” because ultimately
that is what it will all come down to.

EUROPEAN INVESTMENT

Although European radio invest-
ment was still a whisper at last fall’s
NAB radio convention, that topic
made for one of the convention’s
most well attended sessions this time
around. This year’s NAB was the site
of Emmis’ announcement that it was
purchasing a 20% interest in Radio
Luxembourg’s Paris top 40/dance
station/network Maxximum for $2
million. It was also concurrent with
an announcement by the Voice of

America/Europe top 40 network, cur-
rently heard on 39 FMs and a major
medium wave outlet in more than 200
European cities, that it has signed its
first Eastern European affiliate. Bu-
dapest’s Radio Bridge is a joint U.S.-
Hungary venture and reportedly
Hungary’s first privately owned sta-
tion.

Because many American markets
are overpopulated, and because pri-
vate radio growth is only now occur-
ring in most European markets, pan-
elist Robert Richer, an American
broadeast investor, told his audience,
“I’d rather put my money into [Euro-
pean radio] than into the fifth CHR in
Secranton, Pa. The rewards down the
road are going to be dramatic.

“European broadcasters are des-
perate for our know-how right now,”
he said, ‘“although they’re not desper-
ate for our money. They’'ve got plen-
ty of that.” Panelist Richie Allen of
FirstCom agreed that there is “a lot
of demand for countdown shows and
a lot of the Western technology that
we have here.”

Regulatory and cultural differ-
ences between the U.S. and Europe

ik
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were among the main concerns ex-
pressed by American broadcasters at
the panel. Richer, who was instru-
mental in the birth of the first Eng-
lish language station in France, said
that the major difference between ra-
dio in the U.S. and Europe is that “we
in the U.S. have a firm base of com-
munication law [thanks to] the FCC.
This is not the case in Europe.”

“It’s a more warlike atmosphere
[in Europe] than in the United
States,” said panelist Eric Hompe, re-
ferring to one of the cultural differ-
ences American investors face
abroad. Hompe, who founded Radio
K in Italy, cited the example of anoth-
er Italian station that found itself off
the air one day because its entire
transmitter had been stolen.

morning man Sebastian got in his
Fools’ Day joke two days early on
Friday the 30th after building it up
over the course of the week, saying
that there had been a volcanic erup-
tion on nearby Avon Mountain.
WCCC made the TV news and the lo-
cal papers, but it ran afoul of local
full-service behemoth WTIC; that
station is upset because WCCC alleg-
edly claimed that WTIC was report-
ing details of the mock disaster.

WTGE Baton Rouge, La., was one
of the few stations reporting bogus
format changes this year, going “All
Wayne Newton” for 15 minutes. In a
prepared statement about the failure
of the new format, OM Andy Holt de-
clared, “And we didn’t get to expose
people to the really good Wayne
[from] before he went commercial.”

In what was arguably the most au-
dacious of this year's stunts because
it covered two touchy issues, urban
KJMZ Dallas announced that it
would be “going gay” on April 1. Ac-
tually, the station was running a trib-
ute to Marvin Gaye, whose birth and
death date both fall on that weekend.

And this sounds like it should have
been an April Fools’ Day joke, but al-
bum WRIF Detroit says somebody
really stole its 2-3-story-high, $8,000-
$9,000 Rockzilla gorilla mascot from
the parking lot of the Pontiac Silver-
dome on the morning of April 1. The
balloon was recovered several days
later at a local high school; no
charges were pressed.

As AM-Band Review Heats Up,
FCC Freezes Most Applications

MBY BILL HOLLAND

WASHINGTON, D.C.—As of April
5, the FCC has put a freeze on most
applications for new AMs and on
changes in existing stations while it
begins its AM band improvement
review. Because the upcoming re-
view is ‘‘an undertaking of such
magnitude,” the FCC says it must
call a partial halt in the flow of ap-
plications “so as not to compound
present difficulties” with “‘possibly
inadequate” present technical stan-
dards, particularly those for inter-
ference. *

Exceptions include applications
mutually exclusive with renewal
and those for changes “beyond the
control of an applicant,” such as
loss of transmitter site or compli-
ance with FAA restrictions. The
freeze is in effect until further no-
tice.

ROOT OF THE PROBLEM

Anybody wondering how the FCC
would react to the 33-count federal
indictment of communications attor-
ney/mystery pilot Thomas Root
(Billboard, March 31) found a partial
answer in a commission review
board decision upholding a dismiss-
al of an application filed by Glory
FM Limited Partnership, a Root cli-
ent, for a new station in Calhoun,
Tenn.

Reason? Applicant ignored an ad-
ministrative law judge discovery or-
der and was not available for a de-
position “on the advice of its then

attorney of record, Thomas Root.”
Root was not available either, ac-
cording to the FCC. The commission
viewed the action as a “fit remedy
for deterring future misconduct.”

Meanwhile, in federal court here,
Root pleaded not guilty at the April
3 arraignment on the federal forg-
ery and fraud charges.

WASHINGTON
ROUNDUP

FCC’S LUBE J0B

The FCC, on April 2, rescinded
its recent letter of admonition
against noncommercial FM WVXU
Cincinnati for airing ‘“‘underwrit-
ing announcements’ that several
complainants felt were out-and-
out ads.

The Commission, in reviewing the
six examples aired last August,
found five of them met announce-
ment criteria. Only one “crossed the
line,” but was not ‘‘egregious.”
That announcement was for Jiffy
Lube. Its copy said the lube king un-
derwriter was “now offering a dis-
count on air conditioner recharge

with a Penzoil oil change and 14- |

point lube check.”

The FCC, however, was satisfied
that WVXU and licensee Xavier
Univ. had immediately greased the
squeaky wheel by withdrawing the
questionable copy.
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ALBUM ROCK ™A¢%-

4 &= Compiled from national album rock
of |55 | 20 [ 4% | TimE Ladiglaliplaylispants: ARTIST
I | g = g | X
(== O N 20 LABEL & NUMBER/DISTRIBUTING LABEL
% NO.1 » %
1 1 1 | 5 | HURTING KIN ROBERT PLANT
ESPARANZA &9893;@TLANT:C 4'weeks at No. 1
2036 |3 ALL | WANNA DO IS MAKE LOVE TO YOU HEART
CAPITOL 44507
(3)| 4 | 5 | 5 | COMINGOF AGE DAMN YANKEES
— WARNER BROS. LP CUT
@| 7| —| 2 | saeMme FLEETWOOD MAC
WARNER BROS. 7-19866
5 | 2 | 2 | g | THEHEART OF THE MATTER DON HENLEY
GEFFEN 4-19898
6 | 6 | 4 | 8 | NOALBIS ERIC CLAPTON
DUCK 4-19848/REPRISE
71 8| 9 | g | UFEINDETAIL ROBERT PALMER
EMILP CUT
15 | — | o | TEXAS TWISTER LITTLE FEAT
WARNER BROS. LP CUT
9 | 9 | 7 | 10 | BLUES BEFORE AND AFTER THE SMITHEREENS
ENIGMA 44516/CAPITOL
0w | s | 3| g | BLUESKYMINE MIDNIGHT OIL
COLUMBIA 38-73250
(D] 12 | 16 | 8 | JEALOUS AGAIN THE BLACK CROWES
DEF AMERICAN LP CUT/GEFFEN
@| u| 1|9 | cursyouup PETER MURPHY
BEGGAR'S BANQUET 9140/RCA
@D| 13| 13] g | THEWAVITIS TESLA
HAT IT TAK
14 10 8 14 GwEFFEf;rd-lQQQd Es A T
E PASS
15 16 15 7 I{!ANT!C §-87986 RUSH
24 | 47 | 3 | TIEDYE ON THE HIGHWAY ROBERT PLANT
ESPARANZA LP CUT/ATLANTIC
| T YOU
17 11 12 9 EV!EI#?9264985 MOIIEHERUE
18 | 27 | 4 | BABYIT'S TONIGHT JUDE COLE
REPRISE 4-19869
21 | 24 | § | METROPOLIS THE CHURCH
ARISTA 9944
A
» |1 | a| s | eErERDAS GON
@] | 0| 4 | 70CL0CK LONDON QUIREBOYS
. A FACE IN TOM
2 | 17 | 10 | 12 | AFACEINTHE CROWD PETTY
% % % POWER TRACK % % %
@D| 27 | 3 | 3 | ONLY MY HEART TALKIN' ALICE COOPER
EPIC 34-72{68
24 | 20 | 23 | § | YOUROWN SWEET WAY THE NOTTING HILLBILLIES
WARNER BROS._ LP CUT
@[ = || 7 | eanven SLAUGHTER
% | 2 | 14| 10 | THEROADTOHELL CHRIS REA
@D| 3 | w0 | 3 | VLLSEEYOUINMYDREAMS GIANT
A&M 1495
36 | 46 | 3 | NOTHING COMPARES 2 U SINEAD O'CONNOR
ENSIGN 23488/CHRYSALIS
@9)| 39 | 4 | 3 | HOUSEOFPAIN FASTER PUSSYCAT
ELEKTRA 7-64995
@D)| «0 | 22 | 3 | NEWORLEANSIS SINKING THE TRAGICALLY HIP
MCALP CUT
@D 41 | 43 | 4 | KiSSTHIS THING GOODBYE DEL AMITRI
A&MLPCUT
REVER
32 25 19 10 hFA?RCURY B76716-7 e
U REA
3| 30 | 25 | 15 | HOUSEOF BROKEN LOVE GREAT WHITE
IME IN THE NEIL YOUN
@ 6 | v | 4| camempacmy :
35 | 33 | — | 2 | BIGLOVE ROBERT PLANT
ESPARANZA LP CUT/ATLANTIC
A
@] 45 | 45 | 3 gcrlnzg AND THAT MICHAEL PENN
% % % FLASHMAKER % % #
@ NEWD | | | MONKEY ON MYBACK AEROSMITH
NEWD | 1 | THEBALAD 0TI Sl
1% I _ | 5 | DELIVERANCE THE MISSION UK.
MERCURY LP CUT
NEWD | 1 | MIDCHILD =
NEWD | 1 | WALKSLIKE A WOMAN BATON ROUGE
NEWD | | | HEAVENIS A4 LETTER WORD BAD ENGLISH
@] s | — | 2 | 1CRIED ROBERT PLANT
ESPARANZA LP CUT/ATLANTIC
MOST HEAR YOU ROLLING STONES
LY 28 18 13 @(!I.UMBISA 38-73093 o Sice] _ - _—
NEWD | 1 | IMNOTSCARED RAINDOGS
% | 49 l — | 2 | wALLOFDENIAL STEVIE RAY VAUGHAN
EPIC LI
JOEL
NEWD | 1 | JHEDOWNEASTER ALEXA BILLY JO
THE ANGELS MELISSA ETHERIDGE
48 34 [ 35 7 ISLAND 4-99138
JOE SATRIANI
Newp | 1 | LEEVE 7
50 | & T 37 | 21 | BADLOVE ERIC CLAPTON

DUCK 4-19980/REPRISE

QTracks 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.

RADIO

SANTA FE MARKET

(Continued from page 10)

tions that is locally programmed.
KBAC has been on the air with The
Wave format since November 1989,
less than a year after KKBZ made
its debut as a Breeze affiliate in De-
cember 1988.

KBAC GM Bill Hanrahan says he

“tickled pink over the response”
to his station thus far. Although
Hanrahan says he was not involved
in the decision to use the Wave pro-
gramming (he joined the station a
month after it signed on), if it were
his decision to make, he would still
go with the Wave,

Hanrahan cites KBAC’s first sue-
cessful promotion as proof that it
has an audience. Listeners were in-
vited to send in postcards for free
Wave sweatshirts. Once the cards
were received, listeners had to come
down to the station to pick up the
sweatshirts. Hanrahan says he
went through 500 sweatshirts in
two weeks.

While some of the competition
feels that the fact that there are
three adult alternative stations in
the market is not necessarily a bad
thing, Sebastian disagrees, even if
his station is arguably the strongest
of the trio. “It’s kind of a shame all
three stations are trying to influ-
ence the area. I don’t think it is
wise. It waters down all of our ap-
proaches.

“It would be best to mature one
station per market. That is the best
way to get a new format off the
ground, not to have muddied the
waters by having additional direct
competition.”

When Sebastian formed Progres-
sive Broadcasting Inc. with Private
Music head Peter Baumann and
John Paul Mitchell Systems presi-
dent John Paul Jones DeJoria in late
1989 and purchased KLSK, he says
he was not worried about the com-
petition from the two other outlets.

“I obviously knew that they were
there,” says Sebastian, who was PD
of KTWV before buying KLSK.
“But neither one of them have rat-
ings. And neither one has taken a
large chunk of advertising.”

Apparently Sebastian is not wor-
ried about losing advertisers to the
other two adult alternative stations.
KLSK recently doubled its ad rates.
“Qur rates are much higher than
any Santa Fe station, because I be-
lieve our product is worthy of that.”

One of the reasons KLSK can get
away with charging much more
than its competitors for ad time is
that the station has the strongest
signal of the three and reaches into
the larger market of Albuquerque.
“We have a foothold,” Sebastian
says. “We're live, locally done, and
have a much better signal.”

One competitor says that Sebas-
tian and company give Santa Fe,
KLSK's city of license, only lip ser-
vice; Sebastian’s main interest, the
competitor says, is Albuquerque.
Sebastian counters, “We're trying
to influence Albuquerque and Santa
Fe.” But he cites Albuquerque mar-
ket leaders country KRST and N/T-
AC combo KKOB-AM-FM as his
main competitors.

In Santa Fe, Sebastian says he
can offer listeners a ‘““more eclectic
and much wider playlist” than the
other two adult alternative stations,
“because of the nature of satellite

(Continued on page 20)

MAMMOTH ROCK -

ARTIST

ALBUM |

blackgirls
#7 Indie/#17 College in Rockpool, reviews in Rolling Stone, Spin.

procedure

BLAKE BABIES
Top Ten College, crossing over with adds at WXRT and WOXY,

(CD singley Lament

Dash Rip Rock

“Best of the new bands out of the Deep South.” Stereo Review

Not Of This World

Sidewinders (rca)
“7&7 Is” single out to college. National tour in May.

Auntie Ramos’ Pool Hall

The Veldt

Now on tour with The Jesus and Mary Chain. Debut out June 7.

Marigolds

NC Bands

Up and coming North Carolina bands get heard in May release.

frequeNCy

Chainsaw Kittens
Ear-burning cute pop violence from Oklahoma to debut August.

Violent Religion

mamm@Gth
R E C O R D S

THE FUTURE
IS UNCHARTED

ADVERTISEMENT

FOR WEEK ENDING APRIL 14, 1990

MODERN ROCK ™Acxs-

) F Compiled from Commercial and
W) . .
of | £X 2o e TITLE College Radio Airplay Reports. ARTIST
IE | <Y | 29| 23 |  LaBEL & NUMBER/DISTRIBUTING LABEL
*k NO.1 & &
@ 3 7 METROPOLIS THE CHURCH
ARISTA-EM 1 week at No. 1
@ 5 5 - ENJOY THE SILENCE DEPECHE MODE
SIRE 7-19885/REPRISE
3 1 3 9 BLUE SKY MINE MIDNIGHT OiL
COLUMBIA 38-73250
4 2 1 10 NOTHING COMPARES 2 U SINEAD O'CONNOR
ENSIGN 23488/CHRYSALIS
s | 4 | 4 | 13| cutsyouup PETER MURPHY
BEGGAR'S BANQUET 9140/RCA
6 6 6 10 ATEALPS-T% 7-87989% EEELC
7 7 8 7 | DON'T KNOW WHY | LOVE YOU HOUSE OF LOVE
MERCURY LP CUT
8 8 7 10 DELIVERANCE THE MISSIONU.K.
MERCURY LP CUT
9 9 10 4 FOOLS GOLD THE STONE ROSES
SILVERTONE 1315/RCA
2% e 2 THE EMPEROR'S NEW CLOTHES SINEAD O'CONNOR
ENSIGN LP CUT/CHRYSALIS
( : ) 23 22 4 LET IT BE ME SOCIAL DISTORTION
EPICLP CUT
12|11 | 1| 6 | THISANDTHAT MICHAEL PENN
@] 0 | — | 2 | PURE THE LIGHTNING SEEDS
MCA 53816
14 | 16 | 21 | 5 | SUNCOMESUP,IT'S TUESDA... COWBOY JUNKIES
5 14 181 5 LIFE E IN DETAIL ROBERT PALMER
16 13 15 6 i(:aSLP‘I;!liJITS THING GOODBYE DEL AMITRI
7 | 18| 25 | 6 | ROOMATTHE TOP ADAM ANT
27 i 2 EShlﬂ-fOW ME YOUR SOUL RED HOT CHILI PEPPERS
19 | 10| 16 | § | BIKINIGIRLS WITH MACHINE GUNS THE CRAMPS
ENIGMA LP CUT
20 | 15 | 14 | 11 | THE DOWNTOWN LIGHTS THE BLUE NILE
EA|
( : )| RE-ENTRY | 2 Egﬁﬁé?ﬂ%ﬂﬂ RS MIDNIGHT OiL
2 | v | 12 | 11 | RESPECTFULLY KING OF RAIN THE RAVE-UPS
HAI
B |12 |n |13 | HEADON THE JESUS AND MARY CHAIN
ALLIN
2 | 19 | 26 | 4 | YOUKEEPITALLI THE BEAUTIFUL SOUTH
I THE CHILLS
@ Newp | 1 | Ny O s
% | 24| 19| 7 | FURYEYES THE CREATURES
27 | 30 | 30 | 3 | COMEBACK DOWN TOAD THE WET SPROCKET
COLUMBIA LP CUT
EVERYTHING THE
B | 28| % 4 nﬂmgﬁswsa BUT Sl
GIANTS
@®| NEwp | 1 | TWISTING | THEY MIGHT BE
30 ZZJ 2 10 THE DEVIL IN ME JOHN WESLEY HARDING

SIRE LP CUT/REPRISE
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2

4

1

3 Kyze,

8

3 Motley Crue Wrthout You
Babyface, Whip App

[EYSSNY. TP N

Gloria Estefan, Here We Are

14 16  Alannah Mrles, Biack Velvet
15 17 Regina Bel

16 19  Kiss, Forever

17 6 Janet Jackson, Escapade

18 25 Calloway, | Wanna Be Rich
20 23 Sweet Sensation, Love Child

23 12 Stevie B, Love Me For Life
A24 —  Madonna, Vogue
25 28 Janet Jackson, Alri

27 30 Expose, Your Baby Never Lool
28 21 Michelle, No More Lies

29 26 Roxette, Dangerous

30 27 Biz Markie, Just A Friend

POWER PLAYLISTS.

CURRENT PLAYLISTS OF THE NATION’S LARGEST AND MOST INFLUENTIAL TOP 40 RADIO STATIONS

PLATINUM—Stations with a weekly cume
audience of more than 1 million.

GOLD—Stations with a weekly cume
audience between 500,000 and 1 million.

SILVER—Stations with a weekly cume
audience between 250,000 and 500,000.

New York 0.M.: Steve Kingston
1 Lisa Stansfieid, All Around The World
2 Seduction, Heartbeat

Tommg Page F'll Be Your Everythin,
tomp (Jump Jack Your Bo
Taylor Dayne, Love Will Lead You ack

9

lg Phil Collins, | Wls It Would Rain Do

10 11 Luther Vandross. Here And Now

11 20 Sinead 0'Connor, Nothing Compares 2 U
12 7 Technotronic, Get Up! (Before The Nig
13 18 Jane Child, Don’t Wanna Fall In Love

e, Make It Like It Was

Jimmy Somerville, You Make Me Feel (M
Peter Murphy, Culs You Up

Wilson Phillips, Hold On

Heart, All | Wanna Do Is Make Love To
Adam Ant, Room At The T 0,.)

Regina Belle Make H Like It Was
Coreg Hart, A Little Love

Bell Biv Devoe, Paison

Babyface, Whip Appeal

Sonia, You'll Never Stop Me

The U-Krew, If U Were Mine

Janet Jackson, Alright

49er's, Touch Me

After 7, Ready Or Not

Jude Cole, Baby, It's Tonight

Expose, Your Baby Never Looked Good |
The Smithereens, Blues Before And Aft
Perfect Gentlemen, Ooh La La (1 Can't
Madonna, Vogue

Tesla, The Way It Is

Robert Plant, Hurting Kind (1've Got
Basia, Crursmg For Bruising

Roxette It Must Have Been Love (From
Fleetwood Mac, Save Me

Motley Crue, Without You

Smokey Robrnson Everything You Touch

Washington

B Wl

18 14 D-Mob |ntroduc|ng athy Dennis, C'Mon

21 24 Michael Bohton, How Can We Be Lovers
A22  — Partners in Kryme Turtle Power

R With & e
26 29 Rod Stewart onald Isk l

Sweet Sensation, Love Chiid
Stevie B, Love Me For Life

Madonna, Keep It Together
19 22 Calloway, | Wanna Be Rich

20 23 Babyface, Whip Appeal

21 16 Billy Joel, | Go To bxtremes
Madonna, Vogue

11
12
2
20
14 }; Elton John, Sacrifice
19
7
9

tley Crue, Without You

27 29 Cher, Heart Of Stone

29 EX ML Hammer, U
30 EX Janet Jackson, Alright

A31 —  Linear, Sendmg All My Love
32 & Aerosmr(h What [t Takes
A

New York P.D.: Tom Cuddy
1 1 Tommy Page, I'll Be Your Ever
2 3 Taylor Dayne, Love Will Lead
3 5 Seduction, Heartbeat
4 6  Lisa Stansfield, All Around The World
5 4  Roxette, Dangerous
6 8 Aannah Myles, Black Velvet
7 14 Jane Child, Don't Wanna Fall In Love
8 13 Technotronic, Get Up! (Before The Nig
9 10 A'me Lorain, Whole Wide World (From "
10 Kiss, Forever
11 Phil Collins, } Wish 1t Would Rain Do
12 Janet Jackson, Escapade

Sinead 0" Connor, Nothing Compares 2 U

Luther Vandross Here And Now

QRERI

w— BOSTON'S

P.D.: Steve Rivers

Lisa Stansfield, All Around The World
Sinead 0"Connor, Nothing Compares 2 U
A'me Lorain, Whole Wide Worl (From *
Phil Collins, | Wish 1t Would Rain Do
Taylor Dayne Love Will Lead You Back
Linda Ronstadt Fea(urrn Aaron Nev
Alannah Myles, Black Ve vet
Tommy Page, Il Be Your Evervthrn
Technotromc Get Up! (Betore Th
Jane Child, Don't Wanna Fall In Love
Madonna, Keep It Together
Seduction, Heartbeat
Roxette, Dangerous
Stevie B, Love Me For Life
Leila K With Rob 'N' Raz, Got To Get
Michel'le, No More Lies
Aerosmith, What It Takes
Adam Ant, Room At The Top
Babyface, Whip Appeal
Sweet Sensation, Love Child
Lrnear Sending All My Love

€. Hammer, U Can't Touch This
Mrchael Bolton, How Can We Be Lovers
Callowal | Wanna Be Rich
Motley Crue, Without You
Rod Stewart With Ronald Isley, This O
Ex‘)ose, Your Baby Never Looked Good |
Luther Vandross, Here And Now
Madonna, Vogue
Perfect Gentlemen, Ooh La La (1 Can't
Roxette, It Must Have Been Love (From
Bell Biv Devoe, Poison
Kiss, Forever
Wilson Philfips, Hoid On
Heart, Al | Wanna Do Is Make Love To
Janet Jackson, Airight

15
18
18
22
21
23
%g Adam Ant, Room At The Top
26
27
12
2
14

P.D.: Lorrin Palagi
Alannah Myles, Black velvet
Phit Collins, | Wish it Would Rain Do
Taylor Dagne Love Will Lead You Back
Warrant, Sometimes She Cries
Chift chhard Some People
Kiss, Forever
Jane Child, Don't Wanna Fall In Love
The U-Krew, [ U Were Mine
Lisa Stansfield, All Around The World

Janet Jackson, Escapade

Michael Bolton, How Can We Be Lovers
Madonna, Keep [t Together

Tommy Page, I'll Be Your Everything
Motley Crue, Without You

Salt-N-Pepa, Expression

Cailoway, | Wanna Be Rich

Rod Stewart With Ronald (sley, This O
Technotronic, Get Up! (Before The Nig

10
1% Luther Vandross, Here And Now
17

Sinead 0'Connor, Nothing Compares 2 U
Linda Ronstadt (Featuring Aaron Nev
Heart, All | Wanna Do Is Make Love To
Elton John, Sacrifice

Janet Jackson, Alright

Michel'le, No More Lies

—  Madonna, Vogue

Seduction, Heartbeat

— Wilson Phrllrps Hold On

Linear, Sending All My Love

X

Basia, Cruising For Bruising
Hi Tek 3 Feat Ya Kid K., Spin That Wh
Adam Ant, Room At The Top

Washington

23 27 K Ky, Stomp {Jump Jack Your Body)

25 25 Michael Bol(on, How Can We Be Lovers
26 30 Rod Stewart With Ronald Isley, This O

28 32 Expose, Your Babé Netvt%r Lot?krer? Good |
an't Touch This

[Ny

—  Adam Ant, Room At The T E
A — Perfect Gentlemen, Ooh La La (1 Can't
A —  Wilson Phillips, Hold On

EX EX Roxette, It ust Have Been Love (From

Los Angeles

Alannah yles Black Velvet

Miche!'le, No More Lies
l% Stevie B, Love Me For Life
12 15 Calloway, | Wanna Be Rich
13 Seduction, Heartbeat

16 19 Linear, Sendrng All My Love
17 11 Janet Jackson Escapade
18 22 Adam Ant, Room At The Top

20 24 Babyface, meAppeal
21 EX  Janet Jackson, Alri

23 EX  Salt-N- Pepa Expressron

— Expose

A

EX EX The U-krew, if U Were Mine
EX EX Sweet Sensation, Love Child
EX EX Michael Bolton, How Can We Be Lovers

108FM

3
4
5
? 11 Seduction, Heartbeat
8
9

13 Calloway, | Wanna Be Rich
10 14 Aerosmith, What It Takes
11 20 Linear, Sending All My Love
12 15 Cher, Heart Of Stone

hana, You Can't Get Away

15 17 Kiss, Forever
16 22 Sweet Sensation, Love Child

21 23 Bonnie Raitt, Have A Heart

KNS\ 0;-

P.D.: Gerry DeFrancesco

Lisa Stansfieid, All Around The World

2 Tommy Page, 11l Be Your Ever thing

g Taylor Dayne, Love Will Lead You Back

6 Luther Vandross, Here And Now

9 Sinead 0°Connor, Nothing Compares 2 U

8 Phil Collins, | Wish 1t Would Rain Do

4

0 Jane Chifd, Don't Wanna Fail in Love
Techno(romc Get Up! (Before The Nig

14 21 MC. Hammer, U Can't Touch This
15 17 A'me Lorain, Whole Wlde World (From

19 14 Paula Abdul {Duet With The Wild Pair),

e FM

Jane Child, Don’t Wanna Fall In Love
Phil Collins, | Wish 1t Would Rain Do
Warrant, Sometrmes She Cries

Calloway, | Wanna Be Rich

D-Mob (n(roducmg Cathy Dennis, C'Mon
Taylor Dayne, Love Will Lead You Back
Technotronic, Get Up' (Before The Nig
Alannah Myles, Black Vetvet

Madonna, Keep It Together

Motiey Crue, Without You

Michael Penn, No Myth

Michel'le, No More Lies

Aerosmith, What It Takes

Witson Phillips, Hoid On

Michael Bolton, How Can We Be Lovers
Seduction, Two To Make It Right

The B-52's, Roam

The Cover Grrls, We Can’t Go Wrong
Rod Stewart With Ronald Isley, This O
Sweet Sensation, Love Chitd

A'me Lorain, Whole Wide World (From *
Lisa Stansfield, All Around The Worid
Adam Ant, Room At The Top

Babyface, Whlp Aﬂaeal

Sinead 0'Connor, Nothing Compares 2 U
Don Henley, The Heart Of The Matter
Kiss, Forever

Seduction, Heartbeat

Janet Jackson, Alright

Alice Cooper, bnly y Heart Talking
M.C. Hammer, U Can't Touch This
Madonna, Vogu

Roxette, It Musl Have Been Love (From
Heart, All | Wanna Do |s Make Love To
Fleetwood Mac, Save Me

2y
P.D.: Matt Farber

5 Jane Child, Don’t Wanna Fall In Love
2 Tommy Page, I'll Be Your Everything
4  Taylor Dayne, Love Wili Lead You Back
6 Lisa Stansfield, All Around The World
7 Luther Vandross, Here And Now

17 Sinead 0'Connor, Nothing Compares 2 U
13 Calloway, | Wanna Be Rich
10 Salt-N-| epa Expression

Technotronic, Get Up! (Before The Nig

12
11 Kiss, Forever
15  Michael Bofton, How Can We Be Lovers

1 Alannah Myles, Black Velvet
3 Phil Collins, | Wish it Would Rain Do
9 The B-52's, Roam

19 Mottey Crue, Without You

8 Janet Jackson, Escap:

ade
20 Rod Stewart With Ronald Isley, This 0
14  Biz Markie, Just A Friend
16 Bad En Irs Price Of Love
24 Adam oom At The Top
35 Aerosmith, What It Takes
29 Babyface, Whip Appeal
27 Wilson Phillips, Hoid On
26 Seduction, Heartbeat
30 M.C. Hammer, U Can't Touch This
22 Roxette, Dangerous
== Madonna, Vogue
—  Heart, AIl 1 Wanna Do is Make Love To
—  Basia, Cruising For Bruising
—  Janet Jackson, Alright

Detroit

P.D.: Chuck Beck

Motley Crue, Without You

Alannah Myfes Black Velvet

Kiss, Forever

Sinead 0' ‘Connor, Nothing Compares
The Cover Girls, We Can't Go Wrong
Faster Pussyca( House Of Pain
Tommy Page, | ‘i Be Your Every
Phil Collms F'wish 1t Would Rain Do
Digital Underground, The Humpty
Janet Jackson, Escapade

Mili Vanilli, All Or Nothin
Techno(ronrc Get Up! (Before The
Biz Markie, Just A Friend

Warrant, Sometimes She Cries
Aerosmith, What It Takes

Roxette, Dangerous

Callowag, | Wanna Be Rich

Linear, endrrw All M\J Love
A'me Lorain, Whole Wide World
Jane Child, Don't Wanna Fall in
Bad Englrsh Prrce Of Love

Janet Jackson, Alright

Taylor Dayne, Love Will Lead You
Roxette, It Must Have Been Love
Michael Bolton, How Can We Be
M.C. Hammer, U Can't Touch This
The Cure, Pictures Of You

The U-Krew, If U Were Mine
Seduction, Heartbeat

22 55 Rod Stewart With &onaid isiey, This O

A24 — Madonna, ocf
A25 — Depeche [ e, En;oDy The Silence
A — Heart, All | Wanna Do |s Make Love To

Your Baby Never Looked Good |
Philadelphia

Boston P.D.: Sunny Joe White
3 Lisa Stansfield, All Around The World

5 Sinead 0°Connor, Nothing Compares 2 U
4  A'me Lorain, Whole Wide Wort (From

6 Luther Vandross, Here And Now

8 Jane Child, Don't Wanna Fall In Love

16 Michael Bohon How Can We Be Lovers
12 Tommy Page, 11 Be Your Everything

13 18 gurncy Jones, The Secret Garden

17 25 ML. Hammes, U Can't Touch This

18 24 Laura Branigan, Moonlight On Water
19 21 Don Henley, The Heart Df The Matter
20 27 Rod Stewart With Ronald Isley, This O

P.D.: Todd Fisher

Tommy Page, I'll Be Your Everything
The B-52's, Roam

Alannah My\es Black Velve!

Technotronic, Get Ur (Belore The Nig
Phil Collins, I Wish [t Would Rain Do
Roxette, Dangerous

Janet Jackson, Escapade

Taylor Dayne, Love Will Lead You Back
Gloria Estefan, Here We Are

Lisa Stansfieid, All Around The Wortd
Tom Petty. Free Fallin'

Michel'ie, No More Lies

Jane Child, Don't Wanna Fall In Love
Sinead 0'Connor, Nothing Compares 2 U
Motley Crue, Without You

Biz Markie, Just A Friend

Billy Joel, { Go To Extremes

Depeche Mode. Personal Jesus

Michael Boftan, How Can We Be Lovers
Madonna, Vogue

Kiss, Forever

Efton John, Sacrifice

Calloway, | Wanna Be Rich

Seduction, Heartbeat

Heart, All | Wanna Do Is Make Love To
Rod Stewart With Ronald Isley, This O

i 97 B0 AT

P.D.: Rick Stacy
1 Sinead 0Connor, Nothing Compares 2 U
4 Calloway, | Wanna Be Rich
5 A'me Lorain, Whole Wide World (From *
2 Taylor Dayne Love Will Lead You Back
9 Lisa Stansfield, All Around The World
8 Luther Vandross, Here And Now
3 Babyface, Whip Appeal
7 Jaya, If You Leave Me Now
0 Linda Ronstadt ﬂFea(urln Aaron Nev
3 Jane Child, Don't Wanna Falt In Love
6 Phil Collms | Wish It Wouid Rain Do
12 Technotronrc Get Up! (Before The Nig
23 Michael Bolton, How Can We Be Lovers
19 Aerosmith, What it Takes
16 Tommy PagG I'll Be Your Everrth\ng
18  Electronic, Getting Away With
20 Kiss, Forever
22 Rod Stewart With Ronald Istey, This O
15 The Brat Pack, You're The Only Woman
24 Linear, Sendlng All My Love
21 Belinda Carlisle, Summer Rain
30 Heart, AllY Wanna Do Is Make Love To,
27 Wilson Philligs, Hold On
25  Cher, Heart Of Stone
28 Seduction, Heartbeat
31  Adam Ant, Room At The Top
26 The B-52's, Roa

—  M.C. Hammer, U Can( Touch This

EX  Janet Jaclson Alright

32 Sweet Sensa(ron Love Child

—  Madonna, Vo, X

—  Depeche M e, Enjoy The Silence
—  The B-52's, Deadbeat Club

EX Corey Hart, A Little Love

Lo 7
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Chicago
12
2 3
301
4 6
5 10
6 12
74
8 11
9 8

0 5
1 1
12 3
13 16
1“7
15 19
16 18
17 15
18 22
18 13
0 1
21 2
2 20
23 %
24 21
5 28
A2 —
7 B
28 29
30

X —
EX —

Qo

P.D.: Bill Gamble

Taylor Dayne, Love Will Lead You Back
Phil Collins, | Wish it Wouid Rain Do
Janet lackson Escapade

Alannah Myles, Black Velvet

Luther Vandross, Here And Now

Jane Child, Don’t Wanna Fall In Love

Janet Jackson, Alright

Depeche Mode Enjoy The Silence

Jimmy Somervrlle ‘ou Make Me Feel (M

Madonna, Vo, 5

The Cover Girls, All That Glitters ts

Regma Belle, Make It Like 1t Was
Roxette, It Must Have Been Love (From

Peter Murphy Cuts You Up

Salt-N-Pepa, ﬁxpressron

The Cure, Pictures Of You

Electromc Getting Away With It

Bell Biv Devoe, Poison

Timm{ T, Time After Time

Digital Underground, The Humpty Dance

Whistle, Always And Forever

Billy Joel, | Go To Extremes

Don Henley, The Heart O The Matter
The B-52's, Roam

Madonna, ‘(eep It Together

Sinead 0'Connor, Nothing Compares 2 U
Roxette, Dangerous

Tommy Page, I'll Be Your Everything
Linda Ronstadt (Featuring Aaron Nev
Rod Stewart Witl Ronal Isley, This O
Cher, Heart 0f Ston

Paula Abdul (Duet Wllh The Wild Pair),
Michael Bolton, How Can We Be Lovers
Eltan John, Sacrifice

Michael Penn, No Myth

A'me Lorain, Whole Wide World (From
The Brat Pack, You're The Only Woman
Sweet Sensation, Love Child

Gloria Estefan, Here We Are

Heart, All | Wanna Do Is Make Love To
Calloway, | Wanna Be Rich

Rod Stewart, Downtown Train

Wilson Phillivs. Hoid On

Expose, Your Baby Never Looked Good |
Madonna, Vogue

Jude Cole, Bal y, It's Toni

Lisa Stansfield, All Aroun The World

295
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San Francisco

8 A'me Lorain, Whole Wide World (From
4 Alannah Myies, Black Velvet

9 Lisa Stansfield, All Around The World

3 il Collins, | Wrsh It Would Rain Do

2 Tommy Page It Be Your Everything

~w =

2

RI | RsR

P.D.: Dan O'Toole

Taytor Dayne, Love Will Lead You Back
Jane Chiid, Don’t Wanna Fall In Love

Calloway, | Wanna Be Rich

Luther Vandross, Here And Now

Technotronic, Get Up! (Before The Nij

Sinead 0'Connor Nothing Compares U

Michael Bolton, How Can We Be Lovers

Bab ace, Whrp ApFeal
nna, Kee ogether

Lmda Rons(ad Featuring Aaron Nev

The U-Krew, If U Were Mine

Cher, Heart 01 Stone

Seduc(ion_ Heartheat

Sweet Sensation, Love Child

Roxette, Dangerous

M.C. Hammer, U Can’t Touch This

Janet jackson, Escapade

Rod Stewart With Ronald Isley, This O

Janet Jackson, Arrgh(

Kevin Parie An‘ hrng | Want

The Brat Pack, You're The Only Woman

Linear, Sending All My Love

Expose, Your Baby Never Looked Good |

Natalie Cole, Wild Women Do (From "“Pr

After 7, Ready Or Not

Roxette, It Must Have Been Love {From

Wilson Phillips, Hold On

The Cover Girls, All That Glitters Is

Salt-N-Pepa, Expressron

Regina Belle, Make It Like It Was

Stevie B, Love Me For Life

Basia, Crmsrng For Bruising

Beats International, Dub Be Good To M

Phil Collins, | Wish it Wouid Rain Do
Jane Child, Don't Wanna Fall In Love
The B-52's, Roam .
Tommy Page, 1"} Be Your Everything
Calloway, | Wanna Be Rich
Sinead 0'Connor, Nothing Compares 2 U
Luther Vandross, Here And Now
Madonna, Keep It Together
Lisa Stansfield, All Around The World
A'me Lorain, Whole Wide World (From *
Alannah Myles Black Velvet .
Technotronic, Get Up! (Before The Nig
Gloria Estelan Here We Are
18 Babyface Whrp Appe:
19 Michael Bolton, How Can We Be Lovers
21 Seduction, Heartbeat
2 Taylor Dayne Love Will Lead You Back
25 The U-Krew If U Were Mine
28 Heart, All | Wanna Do Is Make Love To
23 Rod Stewart With Ronald Isley, This O
—  Linear, Sending All My Love
EX  Expose, Your Baby Never Looked Good |
EX Sweet Sensation, Love Child
11  Roxette, Dangerous
14 Paula Abdul {Duet With The Wild Pair),
7 Eiton John, Sacrifice
—  Janet Jackson Alright
—  Madonna, Vogue
—  Perfect Gentlemen, Ooh La La () Can't

—rrelBesSane

w3

96TICFM

PD: Rick Gillett CHICAGO'S HIT MUSIC STATION
. E‘Ce“mh"n'; e | Chicago P.D.: Brian Kelly
ommy Page, our Evi i
1 1 A h Myles, Black Velvet
2 Phil Collins, t Wish It Would Rain Do 2 3 Tei“'n:tronyrces(;etallpl ge"f':"e The Nig
3 Drgrital gnder rotr;nd the Humpty Dance 52 Janet Jackson, Escapaée
4 Motley Crue, Without You
5 Sinead O'ConnorA Nothing CTompares 2U g g k::{z‘:{ev?)’;dn';::ou’l”e And Now
g I[";:as,'as":r‘lxwg A"| :n"wang/e felworid 6 12 Sinead 0'Connor, Nothing Compares 2 U
11 Kiss, Forever 7 7 D-Mob Introducing Cathy Dennis, C'Mon
13 Calloway, | Wanna Be Rich 8 6 Phil Collins, | Wish It Wouid Rain Do
10 A'me Lorain, Whole Wide Worid (From " 3] Rl e A":’d“' D‘.‘t';l' WihiThelwildiai),
15 M.C. Hammer, U Can't Touch This l‘l) 9 Th: EY-SZM ithoulg¥ol
i ’s’a',‘f,f’;,'gao%’;;,wa’:,"a fallin'Coge 2 18 Les S}a;‘rs‘lgld Al Around The World
? 13 10 Elton John, Sacrifice
}; Lt:%hn::;orwhlcel up (Before The Nig 14 20 Taylor Dayne, Love Wil Lead You Back
16 Tay(f Dayne, Eove will Lead You Back {2 }i mfg:;‘n';e')';me sh(ﬂ;yott 'A Gun
20 Sweet Sensation, Love Child 17 23 Kiss Fi
6 Leila K With Rob "N' Raz, Got To Get B 1 B";-E O’I?V:'P of L
EX Whistle, Always And Forever Hl e oo
22 Aerosmrta‘ iihatdltyfakes 20 29 Michael Bolton, How Can We Be Lovers
24 Alannah Myles, Black Velvet 21 13 Tom Petty, Free Fallin’
EZQ ?::;cﬁl;):k;e]argma;t 22 21 Technotronic Featuring Fevy Pump Up
9 Janet Jackson, Escgpade 23 EX A'me Lorain, Whole Wide World (From "
7 2 m 2 22 Michael Bolton, How Am | Supposed To
25 Inner City, Whatcha Gonna Do With My % EX Calloway, | Wanna Be Rich
E{ éﬂ::" :enatnkg;)rgt:; [ hellop) 26 26 Laura Branigan, Moonlight On Water
i 27 EX ML Hammer, ( Can't Touch Tl
EX  Natalie Cole, Wiid Women Do (From “Pr 2B EX  Janet Jack Alrght
EX Luther Vandross, Here And Now 3 8 ST:; Ro’: T“é‘eme’r‘" " You
EX) Hijrekisikeat Va Kid K. Spin That Wh A30 — Perfect Gentlemen Ooh La La (I Can't
EX Rod Stewart With Ronald Isley, This O A Heart, All | W Do Is Make Love T
B oana i, Folson A Bell Biv Devos Paison
—  Madonna, Vogue g
A — Michael ﬁolton How Can We Be Lovers A —  Aerosmith, What It Takes
AR — 4%r's Touch Me
A — Depeche Mode, Enjoy The Silence
N /
Houston P.D.: Bill Richards
P.D.: Gary Berkowitz ; ; Alan?as MyleLs'BhlﬂackLVeiv:t )
G i on't Let My Love Pus
g ?&f‘ggz:ialdrhszal‘t“\xzumh’szw rP:v 35 Taytor Dayne, Love Will Lead You Back
5 Alannah Myles, &lack Ve vet 4 7 Sinead 0'Connor, Nothing Compares 2 U
It 5 9 Jane Child, Don’f Wanna Fall In Love
4 Taylor Dayne, Love Will Lead You Back § 8 Calloway, | Wanna Be Rich
g Elt:?r:‘erjvanndiggﬂﬁgre And Now 7 6 Technotronic, Get Up! (Before The Nig
h 8 1 Warrant, Sometimes She Cries
10 Michael Bolton, How Can We Be Lovers § 15 M.C Hammer, U Can't Touch This
: 3,‘,‘,’;‘}:,"."&;"%0“[’;’{,8‘“:’ Fool 10 14 Lisa Stansfield, All Around The World
11 Don Henley, The Heart Of The Matter 1) o (RMablintiogucingICaihpiDennisiCiton
D HEmEDERa 13 18 The U-Krew, If U Were Mine
14 23 Michael Bohon, How Can We Be Lovers
14 Regina Belle, Make It Like 1t Was 15 16 Peter M Cots You U
17  Sinead 0'Connor, Nothrng Compares 2 U B Merceh’el Ieu oyhol:eSLrg: p
B Rt rfwaGr‘:"\'rsnn Ronald Isley, This 0 1725 Babytace, Whip, Agpeal
18  Cher, Heart Of Stone J 18 13 Tommy Page, I'll Be Your Everything
19 Wilson Phitlips, Hold On 19 21livelGrew JEunkishop
20 Lou Gramm, pTrue Blue Love 20 A'me Lorarn Whole Wide World (From *
! 21 22 Giant, U'll See You In My Dreams
23 Heart, All | Wanna Do s Make Love To 22 27 Seduction Heartbeat
22 Laura Branigan, Moonlight On Water % i Swe:ct “’Se"';sa't’;“ esze Child
%g ?;:ﬁs:ogﬁgsms?ye Me 24 248 Motley Crue, Without You
2 Basia, Cruising For Bruising 25 30 Rod Stewart With Ronald Isley, This 0
—  Roxette, It Must Have Been Love (From %9 X ?;Ie‘ gur:l’;lcf:rpés“gm‘ou
28 EX  Janet Jackson, Alright
29 EX Tommy Page, Turn On The Radio
5 30 EX Linear, Sending All My Love
g EX EX Cher, Heart Of Stone
EX EX Young M.C. | Come Dftf
EX EX Don Henley, The Heart Of The Matter
]0’ EX EX Adam Ant, Room Af The Top
Mineapalis . Brian Philps | £ X e Yo By e Likescos
% % ‘Ior Daylne Love W||| Lead You Back : — ;lnrrfmy‘s‘?meirvrlle VoouhMLal\eL M(e| f:eel ‘(M
oway, anna Be Rich —_ erfect Gentlemen, Ooh La La an
3 3 AlannahyMyles Black Velvet A — Depeche Mode, E"HI The Silence
4 4 Jane Child, Don't Wanna Fall In Love A — The Cover Girls, Al That Glitters Is
$ 5 Michael Bolton How Can We Be Lovers A — Madonna, Vogue
& 6 Tommy Page, 1)l Be Your Everything
7 7 Phil Collins, | Wish It Would Rain Do
8 & Janet Jackson Escapade
9 9 The B-52's, Roam
10 Kiss, Forever
11 Madonna, Keep it To%ether
12 Wilson Phrlllps Hold
13 Motley Crue, Without You
14 Erneasd‘o C’or‘r&orA“N:thrngdcro’rnp\:;{resldz u
15 Lisa Stansfie roun: e Worl o
R il R S R—— wfr?;ri‘..".imr e
am AN o0m e ne id, vl
18 Regina Belle, Make It Like Pt Was 2 2 Tommy Page, I'll Be Your Everything
p shhwiddn o |3 1 Chi i
ore! rl ittle Love ine.
21 Babyyface Whip A peal 5 5 Lisa Stansfield, Al Around The World
22 Aerosmith, What ft 6 7 Seduction, Heartbeat
23 Technotronic, Get Upl (Belore The Nig 7 8 The U- Krew If U Were Mine
24 Cher, Heart Of Ston 8 1 ‘or Dayne Love Will Lead You Back
& g:;"'r'A“ earbe 20 Is Make Love To 0 B WL Hamer U Gt Touch This
uction, Hearibea mmer, C|
EX  Sweet Sensation, Love Chitd 11 15 Sweet Sensa(u)n Love Child
EX  Roxette, It Must Have Been Love (From 1214 Adam Ant, Room At The Top
EX Exposr; Vsur Bil?y r:'ever Looked Good | hi lg hrnsar, Ser:(drng l»:NTMy lLhove
X Janet Jackson, Alrij adonna, Kee; ogether
EX M.C. Hammer, U anl Touch This 15 21 Expose, Your Baby Never Looked Good |
16 18  A'me Lorain, Who{e Wide World (From
17 20 Rod Stewart With Ronaid Isley his 0
18 19 Natalie Cole, Wild Women Do (From "Pr

P.D.; Casey Keating

Jane Chrld Don’t Wanna Fall In Love
Tomm Fe I'll Be Your EverythmF
Lisa Stansfield, All Around The World
Sinead 0'Connor, NothrnE Compares 2 U
Taylor Dayne, Love Will Lead You Back
Michael Bolton, How Can We Be Lovers
Phil Collins, | Wish It Would Rain Do
Kiss. Forever

Luther Vandross, Here And Now
Calloway, | Wanna Be Rich

Technotronic, Ge( Up! (Be(ore The Nig
Babyface, Whi x Appeal

Motle; {Crue ithout You

A'me Lorain, Whole Wide World (From
Alannah Myles, Black Velvet

Wilson Phillips, Hold On

Seduction, Heartbeat

Linda Ronstadt (Featuring Aaron Nev
Aerosmith, What It Takes

Rod Stewart With Ronald Isiey, This O
The B-52's, Roam

Adam Ant, Room At The Toj

Sweet Sensation, Love Chil

Heart, All | Wanna Do Is Make Love To
Bonnie Raitt, Have A Heart

Expose, Your Baby Never Looked Good |
Janet Jackson, Alright

Roxette, It Must Have Been Love (From
D-Mob in(roducrng Cathy Dennis, C’Mon
Madonna, Vogue

Gloria Esfefan, Oye Mi Canto (Hear My
Fleetwood Mac, Save Me

Basia, Crursrng For Brmsmg

Depeche Mode, n]:l The Silence
Alice Cooper, dnly y Heart Taiking

P.D.. Tom Mitchell

Lisa Stansfield, All Around The World
Jane Child, Don't Wanna Fall [n Love
Linear, Sendrng All My Love
Seduction, Heartbeat
Alannah Niyles. Black Velvet
Stevie B, Love Me For Life
Sinead 0'Connor, Nolhing Compares 2 U
Technotronic, Get Up! (Before The Nig
Tommy Page, Il Be Your Everything
Calloway, | Wanna Be Rich
Taylor Dayne, Love Will Lead You Back
The B-52's, Roam
Luther Vandross, Here And Now
Sweet Sensation' Love Child
The U-Krew, If U Were Mine
Michael Boiton, How Can We Be Lovers
A'me Lorain, Whole Wide World (From
Bab ace, Whrp Appeal

onna, Vagu
Lrnda Rons(ast (Featuring Aaron Nev
Richard Marx, Too Late To Say Goodbye
Heart, All | Wanna Do Is Make Love To
Don Nenley The Heart Of The Matter
Janet Jackson, Alright
Elton John, Sacrifice
Regina Belle, Make it Like It Was
Na*alre Cole, Wild Women Do (From "Pr
Lou Gramm, True Blue Love
Adam Ant, Room At The T
Rod Stewart With Ronald Ise This O
Expose, Your Baby Never Loo{ed Good |
Inner C;l Whatcha Gonna Do With My
Wilson Phillips, Hold On
Grayson Hugh & Betty Wright, How ‘Bou
Bitty Joel, 1 Go To Exfremes
Roxette, It Must Have Been Love (From
Elec(ronrc Getting Awag With It
Beats Interna(ronal Dub Be Good To M
After 7, Ready
The Cover Glrls AII Tha( Glitters Is
Perfect Gentlemen Ooh La La (J Can't
Basia, Cruising For Bruising
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Digital Underground, The Humpty Dance
M.C. Hammer, U'Can't Touch This

Baltimo

e P.D.: Steve Perun

1 Janet Jackson, Esca&ade X

2 Paula Abdul &bue( ith The Wild Pair),
4 Salt-N-Pe'ga xpression

3 Alannah y(es Black Velvet

5 Tommy Page, [l Be Your Everything

8  Taylor Dayne, Love Will Lead You Back
3 Sinead 0'Connor, Nothing Compares 2 U
1 Michel'le, No More Lies

6 Roxette, banFerous

12 Lisa Stansfield, Al Around The World
15 Jane Chiid, Don't Wanna Fall In Love
Luther Vandross, Here And Now

16  Phil Collins, | Wish It Would Rain Do
Elton John, Sacrifice

Callowaz, I wanna Be Rich

Motiey Crue, Without You

7 New Kids On The Block, My Favorite Gi
Seduction, Two To Make It Right

Rob Base & D.J. E-Z Rock, Joy And Pai
The B-52's, Roam

Perfect Gentlemen, Ooh La La (I Can’t
Whistle, Always And Forever

Linda Ronstadt &Eea(un’ng Aaron Nev
Michael Bolton, How Can We Be Lovers
28 Kiss, Forever

29 Technatronic, Get Up! (Before The Nig
Madonna, Vogue

24 Warrant, Sometimes She Cries
Babyface, Whip Appeal

M.C. Kammer, U Can't Touch This

A — Partners In Kryme, Turtie Power
EX EX Expose, Your
g EX  Heart, All 1 Wanna Do Is Make Love To
EX

aby Never Logked Good |

EX Rod Stewart With Ronald Isley, This O

EX Seduction, Heartbea

<400

#1 HIT MUSIC STATION

P.D.: Frank Amadeo
Lisa Stanstield, All Around The World
Luther Vandross, Here And Now
Phil Cotlins, | Wish It Would Rain Do

1
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Cleveland

P.D.: Cat Thomas
Kiss, Forever

Phil Collins, | Wish 1t Would Rain Do
Taylor Dayne, Love Will Lead You Back
Jane Child, Don’t Wanna Fall In Love
Caliowaz, | Wanna Be Rich

Motley Crue, Without You X
Technotronic, Get Up! (Before The Nig.
Tommy Page, I'll Be Your Everything
Alannah Myles, Black Velvet

Sinead 0'Connor, Nothing Compares 2 U
Michael Bolton, How Can We Be Lovers
Whitesnake, The Deeper The Love

Lisa Shnsﬁeld, All Around The World
Don Henley, The Heart Of The Matter
Luther Vandross, Here And Now
Rerosmith, What It Takes

Babyface, Whip Appeal

Heart, All | Wanna Do 1s Make Love To
Seduction, Heartbeat

Enc Clapton, Bad Love

Rod Stewart With Ronald Isiey, This 0
Tesla, The Way It Is

Lou Gramm, True Blue Love

Roxette, 1t Must Have Been Love (From
Tom Petty, A Face In The Crowd

Cher, Heart Of Stone

A'me Lorain, Whole Wide World (From *
Robert Plant, Hurting Kind (I've Gol
Witson Phitlips, Hoid On

M.C. Hammer, U Can’t Touch This
Faster Pussycat, House Of Pain

Janet Jackson, Alright

Sweet Sensation, Love Child

Fleetwood Mac, Save Me

Jude Cole, Baby, It's Tonight

Adam Ant, Room At The Top

Linear, Sending All My Love

Madonna, Vogue

Electronic, Getting Away With It

Corey Hart, A Little Love

Ace Frehley, Do Ya

Grayson Hugh & Betty Wright, How 'Bou

39 33 EMon John, Sacrifice
Ad0  —  Expose, Your Baby Never Looked Good |

P.D.; Garry Wall

2 Sinead 0'Connor, Nothing Compares 2 U
1 Tomm( Pa’e 'l Be Your EverythinF
3 Lisa Stansfield, All Around The World
5 Jane Child, Don't Wanna Fail In Love
7 Calloway, { Wwanna Be Rich
6 Ta"or ayne, Love Will Lead You Back
8 Babyface, Whip Appeal
10 Salt-N-Pepa, Expression
4 Luther Vandross, Here And Now
10 12 Expose, Your Baby Never Looked Good |
14 After 7, Rgad(‘vOr Not

A'me Lorain, Whole Wide Wortd (From *
Digital Underground, The Humpty Dance
Alannah Myles, Black Velvet
M.C. Hammer, U Can’t Touch This
Electronic, Getting Away With It
The U-Krew, If U Were Mine
Paula Abdul (Duet With The Wild Pair),
Seduction, Heartbeat
Kaoma, Lambada
Whistle, Always And Forever
28 Sweet Sensation, Love Chitd -
Anything Box, Living in Oblivion
Rod Stewart With Ronald Isley, This O
EX  Jjanet Jackson, Alright
28  The Cover Girls, All That Glitters Is
27 Regina Belle, Make It Like It Was

»005 - ERnuRy

30 Basla, Cruising For Bruising

Madonna, Vogue
Perfect Gentlemen, Ooh La La (I Can't
Michelle, Nicety
Tyler Collins, Girf's Night Out

il Collins, | Wish 1t Would Rain Do
Adam Ant, Room At The Top
Nikki, Notice Me

FEWKTI

Seattle

"3

kuseF3rm

P.D.: Tom Hutyler
Jane Child, Don’t Wanna Fail In Love:
Lisa Stansfield, All Around The World
Phil Collins, | Wish It Would Rain Do

IS THE WORLD READY for a kinder,
gentler WZAK Cleveland? A tight-listed,
adult-targeted WZAK? A WZAK that com-
munity leaders like, or at least tolerate?
Last fall, WZAK was still the black
“WKRP In Cincinnati,” as much a TV sit-
com as a radio station. Community leaders
were angry about its ‘“Big O Butt” con-
test, tied in to the L.L. Cool J rap of the

Hhe

Lynn Tolliver
WZAK Cleveland

station sounds nice, so I'm happy with the
way things are developing.”

During the fall, Tolliver’s morning part-
ner, Kim Johnson, went to middays. Bobby
Rush took over the evening ‘“For Lovers
Only” show, which, Tolliver says, prompt-
ed unsolicited calls from people who had
given up on “FLO,” then came back.

In recent weeks, Tolliver has also
brought in market veteran Mike Love {who
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4 1 5
2 2 8
3 3 3 o 3 6 P . . o
i X Milwaukee P.D.: Mike Berlak 44 Kiss, F
g 2 :!‘a’:!e&hglll?s'hog’r‘it':ew[)al"?:v?” 4 1 1 Alannah Myies, Black Velvet o [l L'I‘s';e’o‘;:’v‘:""’“r Here And Now tlme So PD/morr}lng m~an Lynn STolhes ’
§ 7 Roxetts, Dangerous 2 Eiton John, Sacrifice § 3 Qloway iWaniaBeRid " resigned on the air. Tolliver actually left had been on WDMT, WZAK'’s last FM com-
e O e 3 L e e e e e o 33 Tomm page il Be Yout Evryihing WZAK for a few weeks, and because of the  petitor) for early afternoons and rehired
103 Tovlr Bayne vove Wil Lead You Back 3§ Doyt tart Of The Matter o o m’e"'bf.gecl,ef(u :v‘vce{;vm.ze ) station’s nature, nobody quite knew wheth-  Jeff Charles for overnights. Tolliver volun-
57 i Cofli ; Sinead 0'Conror, Nothi s 20 g i ; i 1
L Y 1 caing ‘([‘,’fjg{‘\:,‘-,t“,ﬁ“,:‘; Py 2z ??:‘Henley‘:nﬁ’zé Heoa'rt”(\g The Matter er to take his departure seriously. teers outright that those hires were a pre-
1318 fopm Bl Make It Lie e Was 23 Tompery brepalie L B 12 Techoolonic, Cet Up! (Sclore The Nig Several months later, Tolliver swears he  emptive strike against longtime black AM
15 16 Babyface, Whip Appeal 1L 11 Cher heart Of Stone B R e R e T8 (From * really would have gone elsewhere. “Even  WJMO, which recently annexed its top 40
16 19 Michael Bolton, How Can We Be Lovers 12 12 Wilson Phillips, Hold On K w.’l“e i on 0 R Ll ] q d “ <y "
7 Sinead 0"Connor. Nothing Compares 2 U 13 13 Roxette, Dangerous 18 2 B'”" 'vxs' 1‘) I" though you get attached to a s1tuat10n, FM, WRQC, and became Jammin’ 92.” In
18 15 Gloria Estefan, Here We Are 14 14 Jane Child, Don't Wanna Fall In Love g c;‘”':f"v 1t O?S‘PW . . Q
113 Eondon sacnfce 515 Luther Vasdross, ere nd Now ) (§2 [Ee e e sometimes things happen and you just the fall, WZAK gave away roughly $7,500
Wi hy NRo| m| . " . . . . .
2 21 Cher Hea O Stne k’ | o Basa, Crusing For Erl:?sgm F par 1 % selonarteal © don’t want to do it any more. It’s like mar-  a month in $93 increments; now, the ante is
T e Etetan Ove h Cononedeore® |18 g Heart fort e Doy Make Love To 3 X Hearl, All | Wanna Do Is Make Love To riage. You come into a situation thinking up to nearly $10,000 a month.
7821 Janet Jackson, Alnght 20 20 The B-525, Roam 427 Aerosmith, What It Takes T . E : Ml
% 10 Janet ,,ck,o,,‘;gsca e 21 21 Janet Jackson, Fscapade s 7 33?;;%3.'3"?«:32 Brusing it’s a lifetime thing, then some things hap- But Tolliver tends to minimize the new
¢ i 5 ike a q .
BB et BabY Rower wooked Gaod | § = Sneadbitonnortothog Comparesiziy TR Sueel sevsaton Lo Ohid pen that don’t sit well and you break up.”  FM’s impact. “There are a couple of people
s D Boictiogeartieat Pl L g Jﬂaﬁaﬁféﬁéﬁgnﬁ:' T During his hiatus, Tolliver says, “I was  mentioning WIMO on the streets, but no
. ", X B . .
ey Foe weart 0f The Matter 0B P Pl fouse Ol pan looking at a couple of other jobs. I'd gone  more so than when they were on AM. Asan
L Bt SR A A to Detroit [where he once jocked at WJLB].  AM, they had a nice solid thing going. They
X B Joung ML, | Come Of There were a couple of things happening in  had consistency. They were geared older.
XIS [olonalEsictantOyelthiCantol(iear vy New York, although the interest was more  And WRQC had a lot of top 40 listeners.
Minneapolis P.D.: Gregg Swedber EX  EX  The 4 Of Us, Drag My Bad Name D i D &
m g'” 1 Dl ) win"azrza" wedb [4 X X i 801 U Drag My Bad Name Down on my part than .thelys, and I wasn’t really Whatever people may have thought out
22 Taylor Dayne, Love Will Lead You Back EX EX Poco, The Nature Of Love excited about being in New York anyway. side the market, [ex-PD] Tom Kent was do-
W7 3 ) Fhl s Moh It Woud Ran Do A= Do sening Aty Love [Owner Xen] Zapis had ing a good job. But it’s
w3y o G i A — Madon'na, Vogue 5 o 9 ong ’
Tampa PD.: Marc Chase | g 3 sommy Fage. Ml Be Your Evepytning A The Cover G, Al That Gitters 15 been negotiating with ” traditional for that sta-
2 Callo | W, ich -52" 2 g
% ; lAfs, ;’t‘,’,;,_ﬁ,‘é;ﬂ?‘. %v:vqéﬁ:'pdwmfav('?"d é 1; EE‘;,“FE,%?“:’ - me for the whole time I There was a lO[ tion ,to change when
me Lorain Whole Wide rom " a, 5 3 | ini
b el | 2 1 Lkttt e kb0 LE0) of interestin oY, Esining some
n inar, Nothin ampares nghsh, Price
? l% gélw‘payv:‘e, L%: \:viw Eead ou Back }Z 198 L:c;‘ono n')r;éc, (r;ell‘ lTlp! (:;:eelore The Nig amlnlng my Opthns' ground. , l
8 10 The“li-ma'w el?ru \;ere Mine li 23 Sn?\ug“s‘to:?\%r, N:t ?ngeziompareszu TOlllV.eI.‘ adrn_lts that h b t ’ AS, fOI‘ WZAKS Ong:-
9 11 Luther Vandross, Here And Now 15 20 Mo!le} Crue, Without You the pub]l(:]ty this gener- my w e’ea Ou S running feuds with varl-
013 Mt Soon how Can We B2 Lowrs 113 Taret Tackiom Ecosde Cincinnati P.D.: Dave Allen ted “‘probably added ous black communit
1229 Tecbg'notrémc, getpl?é:! (Before The Nig 18 24 H.e’;!rl, A | Wanna Bo Is Make Love To 1 3 Michael Bolton, How Can We Be Lovers 2 p » y , 3 o .ac 3 2 y
1324 Linear Sending Al My Love 19 25 Roxetie, It Must Have Been Love (From 22 The Smithereens, A Girl Like You tremendously” to WZAK’s 6.4-7.2 12-plus  leaders over its promotions (including a
131 G leart ot Stope, 1 Creg 0 e Pt e o Voice 4 Ko ek Vetet rise in the fall Arbitron. “There was alotof  billboard that promoted 10 songs back-to-
16 20 Wilson Philips, Hold On 2 16 cl:us.oa"cst;fae\,'n;e We Are 5§ Taylor Dayne, Love Will Lead You Back . N : . . d p
1725 Rod Stewar With Ronald sley, This O Z3 25 CoreyWarl R e Love ¢ 1 JUndacR':)_::‘slBat(:’av:turingFATII?n{devilm), interest in my whereabouts. Sometimes lis- back by showing 10 rear ends), Tolliver
i i i ild, g . g .
R ?:ﬁ',ﬂ;:{;ﬂi#"ﬁf . 21 [k Mgl e s E:)'I:\:Heﬂ ,w?r'.'e HeB:’r‘lnz)ljhenMaot::r teners say they like a jock [but] when he’s says those have died down in recent
O . N N
B Wm0l o[ e e o ok {:chn':(yémic,aﬁenl:ué (c'fetgve The Mg gone, they forget all about him. A lot of months, especially now that local elections
37 R nene Mave 0 ke 1t Was N Z’,‘:}Snﬁ%"\‘}ﬁ‘;" With The Wild Pain), 1 ii}';‘,.’":h‘:,’;s',c,'i.f‘i::“'r verything people were concerned about me. That's  are over. “To this day, I don’t think WZAK
B 53 B Cutes, Wish s Woal Rain Do N R e b bant toug s o ! }3 2 (siiaaanl":)}éSegov";u Nln":dey o‘é'iams T one of the reasons I came back—along has done anything detrimental to the black
8 =i, eyt Gl X EX [ imned, lsroind ine Wori 1 15 (pnead Wiomnor, Huthing Lomperes 2 with the offer WZAK came up with. community. But if a politician or a reverend
28 23 Natalie Cale, Wild Women Do (From “Pr | EX X  Michelle, No More Lies 1718 A'me Lorain, Whole Wide Warld (From ” Even by that time, Tolliver says, WZAK finds an outlet for exposure, I don’t blame
29 34 Glora Estefan, Oye Mi Canto (Hear My EX 28 Regina Belle, Make it Like It Was 18 24 Luther Vandross, Here And Now b A2 o & . T d
BB itk é:gressnon 1l |2 g?é,t:;s""w?{uélmgu&dv;heWoﬂd was more consistent. ““We had gone them for trying to get all the limelight they
2 8 b S:“,’, begoo} P e ;'veuas;lhg;“l"',wsanazlg%rl‘s Make Love To through a lot of changes. Finally, wetooka  can out of it.
¥ nsers,lr"o'uc;"ihe : ? B'Gm * n 1 ?a"e?'ﬁi'isﬁ""'é's Love Ot more adult direction and stuck with it. [In “We recently had a billboard showing a
N Son, .
B3 Corer tar A LT Loge " o0 To M |065 & P colns Mhish o Wouis o Do our research], we found there was a tre- woman with a scarf around a guy’s mouth.
o oLt Have Bren] LovE] (iom o3 Af%smgn, What It Takes mendous negative attitude toward rap, The message was ‘less talk, more music.’
My % o O cenuttofy | St Lotis P.D:Lyndon Abell | 2 3 E‘.;’,.i’...',\',';"ﬂﬁ'.‘&"{!,%“ _ more than any other music, and we gradu-  She wasn’t spanking him or whipping him,
A = IylrGollns, Gi% Mgl Oul 12 e CH Don't Wanna i i Love iR R T T ally eased away from playing a lot of it.””  but the people who complained about the
e r7, y Or ichael Boiton, How Can We Be Lovers r 3 4 ” A
2 DonHenley TneteutOtmheMatter | B B Geeat Wike: o of Braken ove _Harry Lyles, who programmed onetime  back-to-back butts thought it was about
) § 12 Cotoway 1 Wanna Be ich M WS cant Toueh This sister station WEKS Atlanta in a similar ~SM. Some people claimed it showed the up-
WLII H?g Ik Ei"ﬁ'ﬁ‘a | Wanna Dos Make Love To manner, is now consulting WZAK. Thisisa  per hand that black women had over black
= 9 3 Enufl ZNuff, Fly High Michelle recent 5 p.m. sample: Gap Band, “Wednes- men, and I had no idea where they were
10 16  Sinead 0"Connor, Nothing Compares 2 U 1. 5 0 5 [
1L 11 Mnigh O Bl Siy Mine day Lover”; Johnny Gill, “Rub You The getting that from. Then some people said it
- ‘ lam An! oom e 10| . 3
C°'Ul"'b“25 — B’:-Dk--v [:a‘:e Robbins 33 Maonah Myles, Back vfmf Right Way”’; Ruby Turner, “It’s Gonna Be  was sexual because she was supposed to be
annal les, Blac elve! near, . . . > .
2 i P'giIhCollligsyl Hish ncmxw Rain Do 11 A_emss";mﬁf;.v'vlnggat It Tobes Alright”; Digital Underground, ““The on top of him.”
: e Stanstcid’ A acond Theworn” |15 2 lv’:?fson’r%sa|s'fpsl'ﬁﬂ;§ (pand The Warld Humpty Dance’’; Soul II Soul, “Get A But, Tolliver says, there wasn’t the same
: Mdonta eep W Togatmer You Back A R e e g L.1fe’,',; Surface, ““Can We, Spend Some community outcry that other promotions
é z ?&tﬁ:&%nﬁré}%ﬂéﬁ%ﬁfzu g § 'ys'ﬁi'é":glw“ﬁluﬁ:“ i:fl’;““ (Erom Time”; David Peaston, “We're All In This  have generated. For one thing, newly elect-
e Hid, Dot anna Fail In I . . _
0 e e e ove B2 e e e i s Together”; Sybil, “Crazy For You”; J anet ed Cleveland mayor Mike White hgd per:
1 T Wikson bRl Hold 0n A o [Masownadvoriek ) Jackson, “The Knowledge”; Main Ingredi- sonal controversies of his own during the
13 17 Heart, All | Wanna Do Is Make Love To 2% 32 Electronic, Getting Away With It ent “Nothing’s Too Good For My Baby"' election, ‘““so I don’t know if his concern
18 16 Don Henley, The Heart Of The Matter 21 15 The Smithereens, A Girl Like You ’ . o ¥ o A
I8 15 Technotionic Get Ul (Before The A28 — Janet Jackson, Alright and M.C. Hammer, ‘“Have You Seen Her. would be WZAK. White is very profession-
16 18 Grayson Hux‘\ & Be&y right, How 'éou 29 35 Fleetwood Mac, Save Me ! . onD
17 13 Kiss, fForever 30 38 Babyface, Whip Appeal Two years ago, that might have been al. He has a very positive way that he car-
18 23 A'me Lorain, Whole Wide World (From * A31 —  Faster Pussycat, House Of Pain N 0 i a1y 3 . .
;3 %g JE?(M( ‘Ja't‘:ksosn, A!lf_rgm g & éayk:r I(J"aysne, bovelwm Lsad You Back WZAK in mlddays, now it’s toward the cut- ries himself. He appears to be tuned in to
acrifnice K . . . .
a1 = Ma‘;’:)n:av,: o ué'b' s Lo sty | 22 = }%’M&{mg bcé’{: :;'QlT(Eg«éié"?ie Nig ting edge for WZAK. “I haven’t heard any  the problems of the city, and a radio station
A e ey Be iy oked Goo R (,f‘:,r:w,.‘.,‘,’, 'Betty Wright, How 'Bou listener complaints so far,” says Tolliver. may not be on the top of his list.”
2 [t epnartaTsadh Down “I do hear unsolicited comments that the SEAN ROSS
19


www.americanradiohistory.com

FOR WEEK ENDING APRIL 14, 1990

Billboard.

HOT
ADULT

®©Copyright 1990, Billboard Publications, Inc. No part of this
publication may be reproduced, stored in any retrieval system, or
transmitted, in any form or by any means, electronic, mechanical,
photocopying, recording, or otherwise, without the prior written
permission of the publisher.

CONTEMPORARY.

EE RADIO

NETWORKS AND SYNDICATION

(Continued from page 11)

stations were uncomfortable with it,

O Products with the greatest airplay gains this week. ® Videoclip availability.

4 I8 Compited from a national s:gflm]al}g z":l((:)e E:he N%w tl:{,l,ds cur-
i i v new product.
%’E EE ;8 Q% TITLE sample of radio playlists. ARTIST y P
= = = LABEL & NUMBER/DISTRIBUTING LABEL
e ARGUND THE INDUSTRY
*x NO.1 v & With Brent Musburger gone from
1 | 1| 1| 12| LOVEWILLLEAD YOU BACK © TAYLOR DAYNE g}BSTl\IIad.i(;) S})ortsH as :vell a% f}:oné
Jre— N e side, Jim Hunter will hos
EVERYTHING YOU TOUCH & SMOKEY ROBINSON o W
(2] 5 | o |Ns EVERYTHIN ] CBS Radio Sports’ new weekly talk
3 4 5 11 | HAVE A HEART © BONNIE RAITT show, “Inside Pitch,” which debuts
CARTIOEE4501 Sunday (8). Hunter is also anchoring
41 3| 3 (SRl |WiSHITWOULDRAINDOWN SIREISCONRING the daily shortform “Sportstime”
)| 6 | 14| 9 | MAKEITLIKE T WaS ® REGINA BELLE this week; the network will then use
i SO R substitutes from its affiliate lineup
(8| 16 | 24 | 4 | THISOLDHEART OF MINE #ROD STEWART/RONALD ISLEY H?;tll a }g;,rrﬁinew hﬁit dist'name%i
ALL MY LIFE LINDA RONSTADT/AARON NEVILLE ame e ICULICST WA
7 | 2| 2 | BB uecmazessss also rotate. Musburger also hosted
8 | 13 | 10 | LOOKMEINTHE HEART © TINA TURNER CBS’ “NFL Preview” and the pre-
HA(;lw CAN WE BE LOVERS # MICHAEL BOLTON gameand halftime shows forits NEL
@ 12 | 15 | 6 | columen 3873257 broadeasts. .
0 | 7 | 11 | 11 | BLACKVELVET & ALANNAH MYLES Also, on April 25, CBS will feed 10
ATCANTICR 68742 90-second profiles on the Academy of
11| 10| 4 | 18 | HEREAND NOW © LUTHER VANDROSS 8?1“'}?”}) Mgslic alvlvirdt nominees.
arlie vaniels wi ost.
CRUISING FOR BRUISING & BASIA S
@| 5| v|s EPIC 34-73239 “World Music Series” has landed
3| 9 | 10| 10| BODYGUARD # BEE GEES Stolichnaya as the sponsor of its 1990
WARNER BROS. 7-19997 . 3 .
5 season. The 90-minute live series,
19 | 19 [ 7 | THEHEART OF THE MATTER SRCALENCRY aimed at AC, adult alternative, and
(5] 20 | 2 | 5 | ALLAROUND THE WORLD # LISASTANSFIELD | Jazz stations, will be offered on six
ARISTAI9928 dates corresponding with major holi-
16 | 18 | 16 | 10 | ESCAPADE @ JANET JACKSON day weekends. The show is produced
and distributed by Sam Kopper/
HERE WE ARE # GLORIA ESTEFAN y o
17 | 14|12 | 18 | gpicsarsoss Starfleet Communications ... Tom
8 | 13| 8 | 13 | LGOTOEXTREMES # BILLY JOEL Foty, formerly deputy chief of NBC's
"o = Svsontoen s servwaanr | New York and Washington, D.C., fa-
21 | 22 8 ;'c%vl 6‘30” us RAYSONIRUCHISIBERY cilities, has been named news manag-
2 | 17 | 9 | 14 | STARTING OVER AGAIN @ NATALIE COLE er for Unistar Radio Networks and
IR will oversee all news and sports as-
21 | 11 | ¢ [EER WASIT NOTHING AT ALL ¢ MICHAEL DAMIAN | gjgnments for the networks.
IF | KNEW THEN ENNY ROGERS
(@)| 2 | 25 | 5 | 'FLKNEW THEN WHAT | KNOW NOW K CALENDAR
% % % POWER PICK % .
@3)| 27 | &4 | 3 | NOTHING COMPARES 2 U # SINEAD O'CONNOR Below is a weekly calendar of up-
ENSIGN gaABi‘CHEYSA‘lS o o
— HOUDION & WILSON PRILLIPS coming network and syndicated
2 | 35 | 4 | Sgrorazz music specials.
55 | 24 | 29 | 5 | IFIGETLUCKY LITTLE RIVER BAND . .
MCAIS3767 April 13-14, Cher, On The Radio, Westwood One
2% i 2 | 21 {708 SACRIFICE ¢ ELTON JOHN Radio Networks, ane hour.
27 | 25 | 20 | 21 | ANYOTHERFOOL & SADAO WATANABE/PATTI AUSTIN April 13-14, Bell Biv Devoe/Alyson Williams/
ELEKTRA 7-69254 Robin Harris Tribute, RadioScope, Bailey Broad-
28 30 37 5 &)?#AIEAEJ?&IBAEAEYR%%:’G AT HEART & TEARS FOR FEARS cast Services, one hour.
?
2 | 23 | 18 | 19 | WHATKIND OF MAN WOULD I BE? CHICAGO
0 | 2| 2| 1| GONGHOME exennye | SANTA FE MARKET
(GD| 3 | 48 | 3 | ALLIWANNADO IS MAKE LOVE TO YOU ehieart | (Continued from page 16)
CAPITOL 44507 . "
GD| % | — | 2 | Saveme © FLEETWOOD MAC programming; it's more conserva-
WARNER BROS. 719866 tive and safe and they have a rela-
- > ”
s [o [ o [ Mramaos PG | GRS
in
T N ® LOU GRAMM k
3| s BNl JMSTEETWEEN YOUAND ME Fe market only once a year in the
35 | 35 | 38| 5 I'LL BE YOUR EVERYTHING & TOMMY PAGE spring, there are no hard statistics
SR 7"9959(/)““”“:“05' = yet on which station is winning the
% | 32|39 g‘.&%ﬁgg&,ﬁﬁm L MADSNINA adult alternative battle in Santa Fe.
37 | 38 | 27 | 20 | DOWNTOWN TRAIN © ROD STEWART (In the spring 1989 book, KLSK was
WARNFRIBROS 1722685 up from a 3.1 to a 3.2. KKBZ did not
B | 38 | 41| 4 | SMPLY # SARA HICKMAN shORw up in gg I‘atlrflg&) .
epresentatives from each of the
HEART OF STONE ® CHER : .
46 | 47 | 3 | Gerrenr9s3 stations claim they have been suc-
8| 19 3 THE SECRET GARDEN © QUINCY JONES cessful. “Word of mouth on the
AEST7 9007 WRERARDS street is the only thing we can
***""‘OT S(I)-I(?T DEBUTG*:* - gauge our success on now,” Fitch
NEW) | 1 3‘.’&2‘{529“ AN e e says. “There’s a lot of people listen-
2| 7 I 22 | 27 | EVERYTHING @ JODY WATLEY ing to the Breeze. You walk into any
MCAS37 1A place of business and you’ll hear
NEWp | 1 | PUTITTHERE ® PAUL MCCARTNEY erg 0{ t.}f1et}t1hr£ee s&gtxons.’.’ .
DANGEROUS ® ROXETTE Ul U LI S T NN 4
4“4 | 3% [ 31 | 10 | gwyiso23s enough to sustain all three adult al-
@5)| NEwWp | 1 | YOURBABY NEVER LOOKED GOOD IN BLUE EXPOSE ternative outlets, one or two, as
ARISTA 2011 o ] 2
TR TR TEOE® many predict, will not survive.
4% | 44 | 42 | 25 | HOWAMISUPPOSED TO LIVE WITHOUT YOU o M. i “That is one of my [worries],” says
47 | @ | 30 | 15 | VLLBEGOOD TOYOU DONNY OSMOND Sebastian, an early format propo-
CARIOCAS508 nent. “I'm very concerned about the
a8 | 42 | 30 [BY ERICEOFLOVE ¢ BAD ENGLISH format and that the people doing it
thd
NEVER TOO FAR o DIANNEREEVES | Suceeed.” If one or two of Santa
NEWD | 1 | gysozae Fe's adult alternative outlets don’t
© JULIA FORDHAM i a 2
50 | 41 [ 0 | 4 MR?;MQHQN SKYLINE make it, he says, ‘“people won’t read

the fine print. They’ll just say, ‘Gee,
it didn’t work there.””

April 13-15, Jody Watley, The Weekly Special,
Unistar Radio Networks, 90 minutes.

April 14, Hank Williams Jr., Country Gold Sat-
urday Night Live, Unistar Radio Programming,
five hours.

April 14, Danny & the Juniors/Lulu/Meg Ryan/
Judy Collins/Taylor Dayne, Cruisin’ America With
Cousin Brucie, CBS RadioRadio, three hours.

April 14-16, Babyface, Starbeat, MJI Broad-

casting, one hour.

April 15, Paul Reiser, Comedyline, Olympia Ra-
dio Networks, one hour.

April 16-22, Robert Plant, Rock Today, MJI
Broadcasting, one hour.

April 16-22, Highway 101, Country Today, MJI
Broadcasting, one hour.

April 16-22, Bonham/Enuff Z'Nuff, In Concert,
Westwood One Radio Networks, 90 minutes.

Guitar Hero? The ABC Radio Network's newly signed “The Real” Bob James,
center with guitar, gives network staffers a sample of what to expect from the
song parodies he will be producing for them. Pictured with James, from left, are
network programming manager Nancy Abramson, rock network manager Ron
Rivlin, youth networks VP/group director Darryl Brown, rock network director
Gloria Briggs, and network programming director Frank Raphael.

BROADGAST

OUTSTANDING
RADIO
HUMOR

Country and main-
stream formats. Send
for sample(s). Monthly
service with option for
additional material.
Write to:

Comedy Services

716 Commonwealth Avenue
Newton, MA 02159

one to one

THE JOURNAL OF
CREATIVE BROADCASTING

Invites you to join the worid’s
largest family of professional
radio personalities.

One to One offers you weekly self-
help and professional growth arti-
cles, promotions, production tips,
artists profiles, expert advice plus a
fresh supply of topical humor every
seven days.

One-month trial subscription (four
issues) $10 deductible from your
first yearly subscription.

Send to:

GET YOUR
MESSAGE TO
KEY RADIO
STATION
PERSONNEL.
PLACE YOUR
AD TODAY.

CALL
1 (800) 223-7524%
ASK FOR
JEFF SERRETTE
IN NY STATE
1(212) 536-5174

CreeYadio Services
P.O. BOx 9787

Fresno, CA 93793
Credit Card Orders, Phone:
(209) 226-0558

- WRORos.5¢,m -

AIR TALENT

WROR, Boston
looking for stellar
air talent (Hot AC).
Send tapes and
resumes to:

Harry Nelson
Program Director
WROR
3 Fenway Plaza
Boston, MA 02215
No phone calls, please.
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LET ME COUNT THE WAYS: “Spread My Wings” by Troop (Atlantic)
continues to exhibit strength at radio and retail, and gains sufficient
points for a bullet. Last week, its combined radio and retail points gave it
the highest position on the chart even though it ranked No. 2 in both radio
and retail points. This week it firmly establishes itself at No. 1, with 73
stations moving it up on playlists. It is No. 1 at 45 stations and still shows
potential for growth in a number of markets. Moving up to No. 2 is “Whip
Appeal” by Babyface (Solar). In spite of an incredible surge in retail
points (it moves up in rank 5-2), it was not possible for this single to outpo-
sition “Wings” as its radio points slipped out of the No. 1 slot even though
it still has 29 No. 1 reports, including 13 that were No. 1 last week.

It is somewhat ironic that the next single to vie for No. 1 was written by
Babyface and his partner L.A. Reid—‘‘Ready Or Not” by After 7 (Virgin).
It is on 98 stations, with 82 showing upward movement. It is starting to
catch up in its retail rank, jumping 8-5, as radio rank increases 54. Three
stations list No. 1 reports: WQQK Nashville; WIZF Louisville, Ky.; and,
for the second week, WYLD New Orleans. It is listed in the top five of 58
stations.

“O ANTIDOTE AVAILABLE: “Poison” by Bell Biv Devoe (MCA)
zooms 11-7, making huge point increases. Sales are outpacing radio rank-
ing. Last week both were at No. 14. This week sales leap 14-6 as radio
increases 14-8. It is reported by 90 stations. KCOH Houston adds it this
week, while 82 stations show strong upward jumps on their playlists. In
its sixth week on the chart, seven stations list it top five. Additionally,
three stations list it at No. 1: WDKS Rochester, N.Y.; WIMH Greensboro,
N.C.; and WLWZ Greenville, S.C.

‘6

THE HUMPTY DANCE” by Digital Underground (Tommy Boy)
makes it into the top 10. “Humpty” adds five new stations for a total of
57. It is new at WWWZ Charleston, S.C.; WAGH Columbus, Ga.; WTLC
Indianapolis; WJJS Lynchburg, Va.; and it is added at No. 8 at WOWI
Norfolk, Va. “Humpty” hangs at No. 1 for the fifth week on the rap sin-
gles chart and debuts on the black albums chart.

MOVIE MAGIC: “All Over You” by Freddie Jackson, the first single
from the Orpheus Records soundtrack ‘“Def By Temptation,” has per-
formed consistently and this week has 94 reporters, including a new add
at No. 35 at WRKS New York. It picks up the pace as its sales rank in-
creases from 20-13 and radio rank rises 15-11. Seventy-five stations show
upward movement and 25 list it top 10.

AND THEY JUST KEEP ROLLIN’ ALONG: There were some big win-
ners at radio for singles this week. “Tomorrow” by Quincy Jones featur-
ing Tevin Campbell (Qwest) gained 25 new radio reporters for a total of
82. “Kiss Those Lips” by Full Force (Columbia) added 20 stations for a
total of 46. “Alright,” this week’s Power Pick/Airplay record, by Janet
Jackson (A&M) gained 19 new reports. And “One Girl” by Christopher
Williams (Reprise) has 39 total stations, gaining 15 this week.

FOR WEEK ENDING APRIL 14, 1990

Billboard. Hot Black Singles SALES & AIRPLAY..

A ranking of the top 40 black singles by sales and airplay, respectively, with reference to each title’s composite position on the main Hot Black Singles chart.

HOT BLACK SINGLES ACTION

RADIO MOST ADDED

PLATINUM/ BRONZE/
GOLD SILVER  SECONDARY TOTAL TOTAL
ADDS AD ADDS DS 0

20 REPORTERS 27 REPORTERS 52 REPORTERS 99 REPORTERS
THE BLUES
TONY! TONI! TONE! wing 12 19 37 68 69
LIFT EVERY VOICE AND SING
MELBA MOORE capitoL 10 19 33 62 64
TOMORROW. . .
QUINCY JONES qwesT 4 8 13 25 82
GHETTO HEAVEN
THE FAMILY STAND aTLANTIC 6 3 14 23 46
KISS THOSE LIPS
FULL FORCE coLumsia 4 3 13 20 46
911 1S A JOKE
PUBLIC ENEMY OEF Jam 5 7 8 20 20
SWEAT YOU
NEWKIRK o0Br 3 9 8 20 20
ALRIGHT
JANET JACKSON aam 4 4 11 19 82
ONE GIRL
CHRISTOPHER WILLIAMS GerFeN 2 2 11 15 39
HELLO STRANGER
SHE FEAT. KIM WATERS warLoCk 1 4 8 13 15

Radio Most Added is a weekly national compilation of the ten records most added to the playlists
of the radio stations reporting to Billboard. The full panel of radio reporters is published periodi
cally as changes are made, or is available by sending a self-addressed stamped envelope to:
Billboard Chart Dept., 1515 Broadway, New York, N.Y. 10036

“1

5 | 5

. SALES 28| | AIRPLAY 25
2828 TmLE ARTIST  [3| [28(28| TmLe ARTIST  [63
1 | 2 | SPREAD MY WINGS TROOP | 1 1 | 2 | SPREAD MY WINGS TROOP | 1
@ 5 | WHIP APPEAL BABYFACE | 2 2 | 1 | WHIP APPEAL BABYFACE | 2
3 | 3 | THE HUMPTY DANCE DIGITAL UNDERGROUND | 10 3 | 4 | EVERYTHING YOU TOUCH SMOKEY ROBINSON | 4
4 | 1 | ALL AROUND THE WORLD LISA STANSFIELD | 6 4 | 5 | READY OR NOT AFTER 7 | 3
5 | 8 | READY OR NOT AFTER 7 | 3 5 | 8 | NEVER TOO FAR DIANNE REEVES | 5
6 [14 | POISON BELL BIVDEVOE | 7 6 |11 | WHAT GOES AROUND REGINA BELLE | 9
7 | 7 | NEVER TOO FAR DIANNE REEVES | § 7 | 9 | ADDICTED TO YOUR LOVE THE GAP BAND | 8
8 |10 [ EVERYTHING YOU TOUCH SMOKEY ROBINSON | 4 8 |14 | POISON BELL BIVDEVOE | 7
9 |12 | ADDICTED TO YOUR LOVE THE GAP BAND | 8 9 |13 | SHOW ME HOWARD HEWETT | 12
10 [ 17 | SOUL TO SOUL THE TEMPTATIONS | 14 10 | 12 | LOVE'S ON THE RUN MAZE FEATURING FRANKIE BEVERLY |13
11 | 6 | TREAT YOU RIGHT LUTHER VANDROSS | 16 11 | 15 | ALL OVER YOU FREDDIE JACKSON | 11
12 [ 22 | WHAT GOES ARCUND REGINA BELLE | 9 12 | 3 | ALL AROUND THE WORLD LISA STANSFIELD | 6
13 [ 20 | ALL OVER YOU FREDDIE JACKSON | 11 13 [ 18 | GIRLS NITE OUT TYLER COLLINS | 15
14 | 4 | LOVE UNDER NEW MANAGEMENT MIKI HOWARD | 18 14 [ 23 | RUB YOU THE RIGHT WAY JOHNNY GILL | 17
15 [ 18 | LOVE'S ON THE RUN MAZE FEATURING FRANKIE BEVERLY _i 15 (19 | SOUL TO SOUL THE TEMPTATIONS | 14
16 | 9 | THE SECRET GARDEN QUINCY JONES | 25 16 | 20 | LOVE IS LIKE AN ITCHING IN MY HEART THE GOOD GIRLS | 20
17 | 28 | SHOW ME HOWARD HEWETT | 12 17 [ 21 | NO MORE TEARS ANGELA WINBUSH | 21
18 [ 16 | WRAP-U-UP RANDY CRAWFORD | 22 18 | 16 | DON'T WEAR IT OUT MARY DAVIS | 19
19 [ 25 | GIRLS NITE OUT TYLER COLLINS | 15 19 [ 25 | LOVE YOU HONEY RANDY & THE GYPSYS | 28
20 | 21 | JINGLING BABY LL.COOLJ |32 20 | 27 | FOOTSTEPS IN THE DARK BODY | 23
21 | 36 | RUB YOU THE RIGHT WAY JOHNNY GILL | 17 21 [ 26 | SACRED KIND OF LOVE GROVER WASHINGTON, JR. | 27
22 | 27 | ALWAYS & FOREVER WHISTLE | 26 22 | 7 | COMFORT OF A MAN STEPHANIE MU.LS | 24
23 | 30 | DON'T WEAR IT OUT MARY DAVIS |19 23 | 10 | TREAT YOU RIGHT LUTHER VANDROSS | 16
24 | 11 | HELP THE CHILDREN M.C. HAMMER | 48 24 | 6 | LOVE UNDER NEW MANAGEMENT MIKI HOWARD | 18
25 | 33 | FUN HOUSE KID 'N PLAY | 34 25 |29 | DO YOU REMEMBER BY ALL MEANS | 30
26 | 35 | LOVE IS LIKE AN ITCHING IN MY HEART THE GOOD GIRLS | 20 26 | 32 | GET A LIFE SOUL 1 SOUL | 29
27 | 37 | NO MORE TEARS ANGELA WINBUSH | 21 27 |31 | HOLD ON EN VOGUE | 31
28 | 23 | GOT TO HAVE YOUR LOVE MANTRONIX | 41 28 | 35 | ALRIGHT JANET JACKSON | 36
29 | 15 | | NEED YOUR LOVIN' ALYSON WILLIAMS | 39 29 |28 | HARD UP ERIC GABLE | 33
30 | 13 | COMFORT OF A MAN STEPHANIE MILLS | 24 30 | 30 | | WANNA DO IT GOOD TO YA BARRY WHITE | 35
31 |38 | FOOTSTEPS IN THE DARK BODY |23 31 [33 | THE HUMPTY DANCE DIGITAL UNDERGROUND | 10
32 | 24 | ESCAPADE JANET JACKSON | 56 32 | 34 | | WANT YOU - YOU WANT ME STARPCINT | 40
33 {— { GET A LIFE SOUL H SOUL | 29 33 | 36 | ALWAYS & FOREVER WHISTLE | 26
34 | — | ONE OF A KINO THE ISLEY BROTHERS | 52 34 [— | TOMORROW (A BETTER YOU, BETTER ME) QUINCY JONES | 44
35 | — | GET UP AND HAVE A GOOD TIME ROB BASE | 37 35 | — [ MY BABY'S HOUSE MICHAEL COOPER | 38
36 | 29 | EXPRESSION SALT-N-PEPA | 66 36 | 17 | WRAP-U-UP RANDY CRAWFORD | 22
37 [ — | SACRED KIND OF LOVE GROVER WASHINGTON, JR. | 27 37 | — | WHY YOU GET FUNKY ON ME TODAY | 42
38 | — | JUICY GOTCHA CRAZY OAKTOWN'S 3-5-7 | 59 38 | — | IT'S TIME THE WINANS | 45
39 | 34 | NO MORE LIES MICHEL'LE |74 33 | — | AIN'T NO WOMAN (LIKE THE ONE | GOT) KASHIF | 46
40 | — | LOVE YOU HONEY RANDY & THE GYPSYS | 28 40 | — | GET UP ANO HAVE A GOOD TIME ROB BASE | 37

@©Copyright 1990, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system. or transmitted. in any form or by any means, electronic. mechanical, photocopying.
recording, or otherwise, without the prior written permission of the publisher.
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LY
61

49

2

8
67

37

3

41

TITLE (Publisher — Licensing Org.) Sheet Music Dist.

911 IS A JOKE (Def American, BMI}

ADDICTED TO YOUR LOVE (Romeo 7, ASCAP/Good
Choice, BMI/Day To Day, ASCAP/C Dub, ASCAP)
AINT NO WOMAN (LIKE THE ONE | GOT) (Music
Corp. Of America, BMI)

ALL AROUND THE WORLD (BMG, ASCAP/Block &
Gilbert, ASCAP)

ALL OVER YOU (FROM “DEF BY TEMPTATION")
(Auter, BMI/Bocar, BMI)

ALRIGHT (Flyte Tyme, ASCAP/Black Ice, BMI) HL
ALWAYS & FOREVER (Almo, ASCAP/Rodsongs,
ASCAP)

AROUND THE WORLD 1IN 80 BEATS (Two Tuff-Enuff,
BMI)

“B" GIRLS (P-Man, BMI)

BLACK MAN (Def sam, ASCAP/Fearse, ASCAP)

THE BLUES (Tony Toni Tone, ASCAP/Pri, ASCAP)
BODY TALK (On My Own, ASCAP/Pri, ASCAP/Two
Tuff-Enuff, BMI)

BUDDY (Tee Girl, BMI/We Blows Up, BMI/EMI,
BMI/Kama Sutra, BMI/Ducktur, BMI/Kenix, ASCAP)
CAN'T GET ENUFF OF U (Peljo, BMi/Scott, BMi/Heljo,
BMI)

COMFORT OF A MAN (Virgin Songs, BMI/Buffaio
Music Factory, BMI/Compulsive, BMi/Freehand, BMI)
CPP

CRAZY 4 U (S.T.M., BMI/Deronde Jay, BMI/Next
Plateau, ASCAP/Gale Warnings, BMI)

00 YOU REMEMBER (Island, BMI/April Joy,
BMI/Sylent Partnor, BMI/Gabrielle, BMI)

DON'T WANNA FALL IN LOVE (Radical Dichotomy,
BMI)

DON'T WEAR (T OUT (Hip Trip, BMI/Mip Chic,
BMi/Kear, BMI)

ESCAPADE (Black Ice, BMI/Flyte Tyme, ASCAP)
EVERYTHING YOU TOUCH (Lease-A-Tune,
ASCAP/Reswick-Werfel, ASCAP/Rent-A-Song,
BM1/Beseme West, ASCAP/BMG, ASCAP/Careers,
BMI)

EXPRESSION (Next Plateau, ASCAP/Sons Of K-oss,
ASCAP)

FOOTSTEPS N THE DARK (Bovina, ASCAP/EMI April,
ASCAP)

THE FORMULA (Dollarz N Sense, BMI/Jobete, ASCAP)
FRIEND OF A FRIEND (WE, BMI)

FUN HOUSE (FROM “HOUSE PARTY") (Hittage,
ASCAP/Turnout, ASCAP)

GET A LIFE (Virgin, ASCAP)

GET UP AND HAVE A GOOD TIME (Protoons,
ASCAP/Hikim, ASCAP)

GET UPt (BEFORE THE NIGHT IS OVER) (Colgems-
EMI, ASCAP/BMC, ASCAP/Bogam, ASCAP)

GHETTO HEAVEN (LeoSun, ASCAP/Maanami,
ASCAP/Vermal, BMI)

GIRLS NITE OUT (Byersong, BMI/Rossway,
BMI/1sland, BMI/Tuff Cookie, BMI/Virgin Songs, BMI)
CPP

GOT TO HAVE YOUR LOVE (Colgems-EMI,
ASCAP/Mantronik International, ASCAP/Jescilla,

g8

39

35

55

92

45
32

59
n

13

n

'L
21
91

n
52
97

ASCAP)

THE GROOVE (Zomba, ASCAP)

GYRLZ, THEY LOVE ME (EMI April, ASCAP/Across
110th Street, ASCAP/E-Z-Duz-it, ASCAP/E.M. Marl
International, ASCAP)

HARD UP (Ultra Tec, ASCAP/Bush Burnin’, ASCAP)
HEARTBEAT (Sugarbiscuit, ASCAP)

HELP THE CHILDREN (Jobete, ASCAP/Bust-It, BMI)
CPP

HERE'S A TICKET (Kamalar, ASCAP/Let’s Shine,
ASCAP/Sweet-Thom, ASCAP)

HERITAGE (CBS, ASCAP/Maurice White, ASCAP/CRGI,
BMi/Lorna Lee, BMI/Pony Boy, BMI)

HOLD ON (Two Tuff-Enuff, BMI)

HOW 'BOUT US (Irving, BMI)

THE HUMPTY DANCE (GLG Two, BMI/Pubhowyalike,
BMI)

{ CAN'T COMPLAIN (Avid One, ASCAP/Unicity,
ASCAP/Zubaidah, ASCAP)

1| COME OFF (Varry White, ASCAP)

| FOUND LOVIN' (Clita, BMI/Sign Of The Twins,
ASCAP)

| NEED YOUR LOVIN' (Def Sam, ASCAP/First Impulse,
BMI/Def American, BMI)

| WANNA DO IT GOOD TO YA (Seven Songs, BMI/Ba-
Dake, BMI/Rustomatic, ASCAP)

| WANT YOU (Carol Gene, BMI)

| WANT YOU — YOU WANT ME (Cal-Gene, BMI/Virgin
Songs, BMI/Donril, ASCAP/Zomba, ASCAP)

{F AT FIRST YOU DON'T SUCCEED (TRY AGAIN)
(Edwin Hawkins, ASCAP/Pri, ASCAP/Bonded, BMI)
IT'S GONNA BE ALRIGHT (Zomba, ASCAP) WBM

IT'S TIME (Marvin L Winans, ASCAP/For Qur
Children, ASCAP/Donril, ASCAP/Zomba, ASCAP)
JINGLING BABY (D&D, ASCAP/LL. Cool J, ASCAP/DS,
ASCAP)

JUICY GOTCHA CRAZY (Bust-It, BMI)

KEEP IT TOGETHER (WB, ASCAP/Bleu Disque,
ASCAP/Webo Girl, ASCAP/Black Lion, ASCAP)

KISS THOSE LIPS (Forceful, BMI/Willesden, BMI)
LET IT FLOW (Thou Art, BMI/Jacques & Justin,
BMI/Beat Seekers, ASCAP/Michi, ASCAP)

LIFT EVERY VOICE AND SING (Edward B. Marks,
EMI)

LOVE IS LIKE AN ITCHING IN MY HEART (Stone
figate, BMI) CPP

LOVE UNDER NEW MANAGEMENT (Gabeson, BMI/On
The Move, BMI)

LOVE YOU HONEY (Ranjack, BMI)

LOVE'S ON THE RUN (Amazement, BMI)

MY BABY'S HOUSE (Bee Germaine, BMI)

MY HEART BEATS FOR YOU (Music Corp. Of America,
BMI/Glitter & Gold, BMI)

NEVER T0O FAR (Duncanne Hille, BMI)

NO MORE LIES (Ruthless Attack, ASCAP)

NO MORE TEARS (WB, ASCAP/Angel Notes, ASCAP)
NOTHING'S T0O GOOD FOR MY BABY (Snow,
BMi/Garlic Gulch, BMI/Bug, BMI/Chubu, BMI)

ONE GIRL (Trycep, BMI/Willesden, BMI)

ONE OF A KIND (Angel Notes, ASCAP/WB, ASCAP)
OPPOSITES ATTRACT (Virgin, ASCAP/Ollie Leiber,

17
27

51

12

69

ASCAP) CPP

PARADISE (Zomba, ASCAP)

POISON (Hi-Frost, BM})

PRECIOUS LOVE (EMI April, ASCAP/Ultrawave,
ASCAP/Rightsong, BMI)

PROMISES, PROMISES (Sulian Caine, ASCAP/Vertim,
ASCAP/Wokie, ASCAP/Whole Nine Yards, ASCAP)
RADIO DRIVER (EMI Blackwood, BMI/Domino Theory,
BMI1)

READY OR NOT (Epic/Solar, BMI/Kear, BMI)
RISING TO THE TOP (Baby Ann, ASCAP/Sir Terry,
ASCAP)

RUB YOU THE RIGHT WAY (Flyte Tyme, ASCAP)
SACRED KIND OF LOVE (Colgems-EMI,
ASCAP/Rahmat Olinga, ASCAP/Avid One, ASCAP)
SAY U LOVE ME (Guy Vaughn, ASCAP/Ackee,
ASCAP/Whole Nine Yards, ASCAP/Dastard Deed, BMI)
THE SECRET GARDEN (Hee Bee Dooinit, ASCAP/WB,
ASCAP/Rodsongs, ASCAP/Almo, ASCAP/Black Chick,
ASCAP/Rambush, ASCAP) CPP

SHAKE IT UPt (Thriller Miller, ASCAP/MCA,
ASCAP/Bernard Wright, BMI/Screen Gems-EMI,
BMI/Chinese, BMI)

SHOW ME (WB, ASCAP/E/A, ASCAP/Make It Big,
ASCAP/Chicago Bros., BMI/Warner-Tamerlane, BMI)
SHOWER YOU WITH LOVE (Black Lion,
ASCAP/Captain Z, ASCAP/D. Smooth, ASCAP)

SIR LANCELOT (Caltoco, BMI/Screen Gems-EMI,
BMI/Epic/Solar, BMI)

SOUL TO SOUL (Dyad, BMI)

SPREAD MY WINGS (Selessongs, ASCAP/Sarapis,
ASCAP)

THROUGH THE TEST OF TIME (Art Street,
BMI/Rashida, BMI)

TOMORROW (A BETTER YOU, BETTER ME) (Kidada,
BMI/Warner-Tamerlane, BMI/Hee Bee Dooinit,
ASCAP/WB, ASCAP/Black Chick, ASCAP)

TREAT YOU RIGHT (Uncle Ronnie's, ASCAP/EMI April,
ASCAP/Thriller Miller, ASCAP/MCA, ASCAP)

TWO SHIPS (Pic & Choose, ASCAP/Black Stallion,
ASCAP/Deep Faith, ASCAP)

VIRGIN GIRL (Anointed, ASCAP)

WE'RE ALL IN THIS TOGETHER (Pardini,
ASCAP/Music Corp. Of America, BMI/EMI Blackwood,
BM1/Reed Vertelney, BMI)

WHAT GOES AROUND (Reata, ASCAP/Peach Pie,
ASCAP/Tunes-R-Us, ASCAP/KMA, ASCAP}

WHERE DO WE GO FROM MERE (Virgin Songs,
BMI/Buffalo Music Factory, BMI) CPP

WHIP APPEAL (Epic/Solar, BMI/Kear, BM1/Jenn-A-
Bug, ASCAP)

WHY (T GOTTA BE LIKE THAT (Rayclo, ASCAP)
WHY YOU GET FUNKY ON ME (FROM “HOUSE
PARTY") (Virgin Songs, BMI/Cal-Gene, BMI)
WRAP-U-UP (Goldsongs, PRS/Colgems-EMI, ASCAP)
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x b 3 Compiled from a national sample of retail store .@ 3% 2 L TYLER COLLINS rca 9642 2.9 (CD) SR MIEO
§1 2|, |8 E and one-stop sales reports. GBD| 55 | 5 | 4 | YOUNG & RESTLESS paNDISC 8809 (8.98) (CD) SOMETHING TO GET YOU HYPED
l-%— % % gg LAAgETLIELUMBER/DISYRIBUTING LABEL (SUG. LIST PRICE)* T 52 43 39 10 RUBY/ TURNERCITEy 298 /RCAIS 39)I(CD) RARADISE
* % NO.1 % * 53 37 31 29 WRECKS-N-EFFECT MOTOWN 6281 (8.98) (CD) 'WRECKS-N-EFFECT
1 1 1 18 QUINCY JONES A QWEST 26020/ WARNER BROS. (9.98) (CD) 12 weeks at No, 1  BACK ON THE BLOCK & b & 4 0 L g e N e (g R T TN
2 | 2 | 2 | 37 | BABYFACE a soLarrz as2ss/epic o) TENDER LOVER 55 | 40 | 37 | 28 | MCLYTEFRSTPRIORITY 91304/ATLANTIC (9.98) (CD) EYES ON THIS
3 3 3 28 JANET JACKSON A3 A&M 3920 (9.98) (CD) JANET JACKSON'S RHYTHM NATION 1814 % 52 52 20 VAL OMEANSIDLANCEIITTET R CD) BEYOND/AIDREAM
4 4 4 2 MIKI HOWARD ATLANTIC 82024 (9.98) (CD) MIKi HOWARD 57 46 36 13 SEDUCTION VENDETTA 5280/A&M (8 98) (CD) NOTHING MATTERS WITHOUT LOVE
@ 6 7 22 TROOP ATLANTIC 82035 (9.98) (CD) ATTITUDE 58 53 46 23 JERMAINE JACKSON ARISTA 8493 (9.98) (CD) DON'T TAKE IT PERSONAL
@ 9 13 31 AFTER 7 VIRGIN 91061 (9.98) (CD) AFTER 7 59 57 57 9 KIM WATERS WARLOCK 2713 (8.98) (CD) SWEET AND SAXY
7 | 5 | 5 | 24 | LNTHERVANDROSS & THE BEST OF LUTHER VANDROSS: THE BEST OF LOVE 62 | 66 | 33 | WmCRAGETonation ap o ot S S
10 | 14 | 5 | MCHAMMERcaproL 92857 9.98) o) PLEASE HAMMER DON'T HURT 'EM 65 | 73 | 7 | GROVERWASHINGTON, JR. COLUMBIA OC 45253 €CO) IMEODTrIED
@ 14 19 5 LISA STANSFIELD ARISTA 8554 (9.98) (CD) AFFECTION 70 87 3 LITTLE MILTON MALACO 7453 (8.98) (CD) TOO MUCH PAIN
10 7 6 15 MICHEL'LE RUTHLESS 91282/ATCO (9.98) (CD) MICHEL'LE 63 o4 40 28 SYBILINEXI{RLATEA) OV S (ETa8NED) SYEl:
1m | 8 8 | 31 | REGINABELLE ® COLUMBIA FC44367 (CD) STAY WITH ME 64 | 61 | 63 | § MANTRONIX CAPITOL 91119 (9.98) (CD) THIS SHOULD MOVE YA
12 | 13 | 12 | 39 | STEPHANIE MILLS @ mch 6312 (9.98) (D) HOME NEWD | 1 | HOWARD HEWETT ELEKTRA 60904 (9.98) (CD) HOWARD HEWETT
13 11 10 19 3RD BASS DEF JAM FC 45415/COLUMBIA (CD) THE CACTUS ALBUM 66 66 61 13 CHILL ROB G wILD PITCH 2002 (8.98) RIDE THE RHYTHM
18 16 15 41 SOUL Il SOUL 4 VIRGIN 91267 (9.98) (CD) KEEP ON MOVIN' 67 67 83 5 LOW PROFILE PRIORITY 57116 (8.98) (CD) WE'RE IN THIS TOGETHER
@ 48 . 2 BELL BIV DEVOE MCA 6387 (9.98) (CD) POISON 68 58 53 56 MILLI VANILLI A ARISTA 8592 (9.98) (CD) GIRL YOU KNOW IT'S TRUE
16 12 9 41 HEAVY D. & THE BOYZ A UPTOWN 42302/MCA (8.98) (CD) BIG TYME 73 89 4 CURTIS MAYFIELD ICHIBAN 2008 (8.98) (CD) TAKE IT TO THE STREETS
17 15 1 21 QUEEN LATIFAH TOMMY BOY 1022 (8.98) (CD) ALL HAIL THE QUEEN 70 74 67 4 BOBBY JIMMY & THE CRITTERS PRIORITY 57117 (8.98) (CD) HIP HOP PRANKSTER
21 22 7 DIANNE REEVES EMI 92401 (9 98) (CD) NEVER TOO FAR @ 89 94 3 RODNEY O - JOE COOLEY ATLANTIC 82082 (9.98) (CD) THREE THE HARDWAY
19 | 18 | 16 | 17 | KENNYG @ aRiSTA8613(13.98) (CD) LIVE @ 81 | 80 6 RON *“C" PROFILE 1284 (9.98) (CD) “C" YA
29 55 3 KID 'N PLAY SELECT 21638 (9.98) (CD) KID 'N PLAY'S FUNHOUSE 73 60 51 24 BIZ MARKIE COLD CHILLIN' 26003/WARNER BROS. (9.98) (CD) THE BIZ NEVER SLEEPS
21 | 22 | 24 | 17 | THEGHETTO BOYS rap.aLoT 103(8.98) (cO) GRIP iT ON THAT OTHER LEVEL 88 | 8 | 3 | DUNNPEARSON, JR. COMPOSE 9504 (8.98) (D) COLOR TAPESTRY
@ 26 | 23 | 22 | RANDY CRAWFORD WARNER BROS. 26002 (9.98) (CD) RICH AND POOR @ 83 | % 3 WILLY DEE RAP-A-LOT 104 (8.98) (CD) CONTROVERSY
23| 17 | 18 | 22 | STACYLATTISAW moTowN 6280 (8.98) (D) WHAT YOU NEED 76 | 63 | 50 | 47 | THEOUJAYSEmi 90921(9.98) (CD) SERIOUS
24 19 21 8 EARTH, WIND & FIRE COLUMBIA C 45268 (CD) HERITAGE 77 78 82 9 THE EGYPTIAN LOVER EGYPTIAN EMPIRE 993/WEST COAST (8.98) (CD) GET INTOIT
25 | 23 | 20 | 20 | THEGAPBAND capoL 90799 (8.98) (CO) ROUND TRIP 78 | 71 | 64 | 39 | PATTILABELLE mCA 6292 (9.98) (CD) BE YOURSELF
26 | 25 | 25 | 556 | ALYSON WILLIAMS DEF JaM FC 40515/COLUMBIA (CD) RAW 79 | 75 | 76 | 15 | CALLOWAYSOLARFZ75310/EPIC (CD) ALL THE WAY
@ 34 38 5 SMOKEY ROBINSON MOTOWN 6268 (8.98) (CD) LOVE, SMOKEY 80 72 58 18 JUNGLE BROTHERS WARNER BROS. 26072 (9.98) (CD) DONE BY THE FORCES Of NATURE
28 28 30 35 CHRISTOPHER WILLIAMS GEFFEN 24220/REPRISE (9.98) (CD) ADVENTURES IN PARADISE 81 69 69 10 DIVINE STYLER FEAT. THE SCHEME TEAM RHYME $YNDICATE E 45299/EPIC (CD) WORD POWER
@ 31 32 31 THE TEMPTATIONS MOTOWN 6275 (8.98) (CD) SPECIAL 96 95 3 MARY DAVIS 1ABU E 40978/EPIC (CD) SEPARATE WAYS
30 | 27 | 26 | 30 | MAZEFEATURING FRANKIE BEVERLY @ WARNER BROS. 25802 (9.98) (CD) SILKY SOUL 83 | 86 | — [ 2 | LENNY WILLIAMS CRUSH 230/K-TEL (6.98) (CD) LAYIN' IN WAIT
31 | 24 | 27 | 40 | DAVID PEASTON Gerren 24228/REPRISE (3.98) (OD) INTRODUCING . .. DAVID PEASTON 8 | 76 | 68 | 17 | Dl MAGICMIKE S THE ROYAL POSSE D.J. MAGIC MIKE & THE ROYAL POSSE
@ 33 34 24 ANGELA WINBUSH MERCURY 838 866/POLYGRAM (CD) THE REAL THING 85 84 81 10 D-MOB FFRR 828 159/POLYGRAM (CD) _ A LITTLE BIT OF THIS, A LITTLE BIT OF THAT
33 32 33 19 THE GOOD GIRLS MOTOWN 6278 (8.98) (CD) ALL FOR YOUR LOVE 86 80 75 18 GRANDMASTER SLICE & IZZY CHILL CREATIVE FUNK 7001/SELECT-O HITS (8.98) SHALL WE DANCE
34 30 28 17 TECHNOTRONIC @ SBK 93422 (9.98) (CD) PUMP UP THE JAM - THE ALBUM 87 64 54 37 SKYY ATLANTIC 81853 (9.98) (CD) START OF A ROMANCE
35 20 17 19 BOBBY BROWN A MCA 6342 (9.98) (CD) DANCE! ... YA KNOW IT! 88 79 74 10 CHRIS MCDANIEL MEGA JAM 1000 (8.98) (CD) A WOMAN'S TOUCH
NEW) 1 SALT-N-PEPA NEXT PLATEAU 1019 (9.98) (CD) BLACK'S MAGIC 94 85 36 ERIC GABLE ORPHEUS 75603/EMI (8.98) (CD) CAUGHT IN THE ACT
37 | 35 | 29 | 8 | PAULA ABDUL ASVIRGIN 90943 (9.98) (CD) FOREVER YOUR GIRL 9 | 68 | 62 19 THE MAIN INGREDIENT POLYDOR 841 249/POLYGRAM (CD) | JUST WANNA LOVE YOU
38 | 39 | 41 38 | THE 2 LIVE CREW A SKYYWALKER 107 (9.98) (CD) AS NASTY AS THEY WANNA BE 91 95 | 91 6 DEF DAMES SEDONA 7521/JCI (8.98) (CD) 2-4 THE BASS
50 56 4 GEORGE HOWARD mcCA 6335 (8.98) (CD) PERSONAL 92 90 78 35 THE D.O.C. @ RUTHLESS 91275/ATLANTIC (8.98) (CD) NO ONE CAN DO IT BETTER
40 | 38 | 45 | 19 | ROBBASE ® PROFILE 1285 (8.98) (CD) THE INCREDIBLE BASE 93 | 85 | 72 | 38 | MILES JAYE ISLAND 91235 (8.98) (CD) IRRESISTIBLE
41 36 35 29 YOUNG M.C. A DELICIOUS VINYL 91309/ISLAND (9.98) (CD) STONE COLD RHYMIN' 94 92 65 37 SHARON BRYANT wiNG 837 313/POLYGRAM (CD) HERE | AM
42 45 43 23 SIR MIX-A-LOT NASTY MIX 70150 (3 98) (CD) SEMINAR 95 97 100 23 MARVIN SEASE LONDON 838 593/POLYGRAM (CD) THE REAL DEAL
43 42 44 23 BARRY WHITE a&m 5256 (8 98) (CD) THE MAN IS BACK i 99 92 22 M.C. A.D.E. 4-SIGHT 5526 (8.98) (CD) HOW MUCH CAN YOU TAKE
82 | = |l EROFESSORGRIEE ATHE LAST ASIATIC.DISCIPLES PAWNS IN THE GAME NEWD | 1 | NANCY WILSON columaiac 45378 (CO) A LADY WITH A SONG
59 | — 2 SOUNDTRACK MOTOWN 6269 (8.98) (CD) HOUSE PARTY 9% | 91 L90 38 ENTOUCH ViNTERTAINMENT 60858/ELEKTRA (9.98) (CD) ALL NITE
46 41 49 17 NICE & SMOOTH SLEEPING BAG 82013 (8.98) (CD) NICE & SMOOTH NEW) 1 DIGITAL UNDERGROUND TOMMY BOY 1026 (9.98) (CD) SEX PACKETS
47 47 48 36 BOBBY “BLUE" BLAND MALACO 7450 (8.98) (CD) MIDNIGHT RUN 100 87 l 77 18 WILL DOWNING ISLAND 91286 (9.98) (CD) COME TOGETHER AS ONE
48 49 1 47 13 JOHNNIE TAYLOR MALACO 7452 (8 98) (CD) CRAZY BOUT YOU Q Albums with the greatest sales gains this week. (CD) Compact disk available. ® Recording Industry Assn. Of America (RIAA)
o [ | o | momcssmeon e eSO | S e T A e e e i ) s et

BILLBOARD’S BLACK CHART RESEARCH PACKAGES

THE DEFINITIVE LISTS OF THE BEST-SELLING BLACK SINGLES AND ALBUMS, YEAR BY YEAR

Number One Black Singles, 1948-1987
Top Ten Black Singles, 1948-1987

Top Black Singles Of The Year, 1946-1987
Number One Black Albums, 1965-1987
Top Ten Black Albums, 1965-1987

Top Black Albums Of The Year, 1966-1987

FOR INFORMATION, WRITE:

Billboard Chart Research, 1515 Broadway, New York, NY 10036
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BLACK N

FOR WEEK ENDING APRIL 14, 1990

*==HOTRAP SINGLES..

o 5._ Compiled from a national sample of retail
¥§ ;,—,é §8 ‘,’25 TITLE and one-stop sales reports. ARTIST
Fz |32 |2 | 20 LABEL & NUMBER/DISTRIBUTING LABEL
* &k NO. 1 &«
1 1 1 12 | THE HUMPTY DANCE ® © DIGITAL UNDERGROUND
TOMMY BOY 944 5 weeks at No. 1
@ 2 5 6 MURDER RAP ¢ ABOVE THE LAW
RUTHLESS 49-73155/EPIC (C)
@ 5 1 5 FUNHOUSE & KIiD 'N PLAY
SELECT 62356 (C)
4 3 2 18 | EXPRESSION ® & SALT-N-PEPA
NEXT PLATEAU 50101 (C) (M)
5 4 4 1 SAYIT LOUD @ RODNEY O - JOE COOLEY
ATLANTIC 0-86243 (C)
6 7 9 9 JINGLING BABY e LL COOLJ
DEF JAM 44-73147/COLUMBIA (C)
(@D| 9 | 17| 5 | PAWNSINTHE GAME # PROFESSOR GRIFF
SKYYWALKER 131 (C) (M)
ROF
s |8 [0 [ | EAYASUES * LOWPROFLE
@ 1 19 4 THE FORMULA ¢D.O.C.
RUTHLESS 0-96500/ATLANTIC (C)
10 10 12 6 STOP, LOOK, LISTEN & MC LYTE & DJ KROCK
FIRST PRIORITY 6503/ATLANTIC (C)
nle 3|15 B wom > DeSent
@ 18 | 24 4 JUICY GOTCHA CRAZY ® OAKTOWN'S 3-5-7
CAPITOL 15510 (C)
@ 21 2 5 1LEFT MY WALLET IN EL SEGUNDO & TRIBE CALLED QUEST
= JIVE 1300/RCA (C)
14 13 15 9 SOMEBODY FARTED BOBBY JIMMY & THE CRITTERS
PRIORITY 7209 ()
15 [ 17 | 14 | 8 | HELPTHECHILDREN & M.C.HAMMER
Y
16 | 12 | 6 | 12 | GYRLZ THEYLOVEME ® HEAVY D. & THE BOYZ
17 | 14| 18 | 8 | LETYOURBACK BONE SLIDE ® MAESTRO FRESH-WES
LMR 1028 (C)
18 | 19 | 13 | 11 | AINTSAYIN' NOTHIN' # DIVINE STYLER/SCHEME TEAM
RHYME $YNDICATE 49-73123/EPIC (C)
2 | 25 | § | BACKTOBOOM KID SENSATION
NASTYMIX 76981 (C)
20 | 15| 7 | 14 | WELCOME TO THE TERRORDOME ® PUBLIC ENEMY
DEF JAM 44-73135/COLUMBIA (C)
@ 23 _ 2 THE FUNK SHOP & THE 2 LIVE CREW
SKYYWALKER 144 (C)
*
2 |16 8 12 ggaﬁeifﬁg&owmam (©) BRDEASS
@ 3 |30 | 3 Eglggyog‘x\lsls/mumsc WIS ST
E. .C.
NEWD | 1 | SONTSWEATME SN
2| NEWp | 1 | BASSIN THE BOX @ KENNY B DEVINE
1 agr * ‘
NEWD | 1 | ;BIGIRLS YOUNG & RESTLESS
@D| Newp | 1 I'M THE MAGNIFICENT # SPECIAL ED
’ HIN .C.
28 | 24 | 27 | 6 | DANCIN MACHINE & M.C. HAMMER
i E * 2
2 | 20| 16 [RIOS] CMONBABE 'y TGz
ND @
30 2 28 26 g&%&ﬁﬁr’?&zwawmrzmirz BROS. (C) o

C) Products with the greatest sales gains this week. @ Videoclip availability. ® Recording Industry
Association of America (RIAA) certification for sales of 500,000 units. A RIAA certification for sales of
1 million units. Catalog no. is for 12-inch vinyl single. (C) Cassette single availability. (M) Cassette maxi-
single availability. (CD) Compact disk single availability.

All Aboard At MCA. MCA family members celebrate the evening at a post-Soul
Train Awards party at Los Angeles’ Columbia Bar & Grill. Shown, back row from
left, are Heavy D; Ricky Bell of Bl Biv DeVoe (and New Edition); Al Teller,
chairman, MCA Entertainment Group; Michael Bivins, BBD (and NE);, and A.D.
Washington, senior VP, promation and marketing, black music. In the front row,
from left, are Hiram Hicks, manager of BBD; and Ronnie DeVoe, BBD (NE).

Precious Partners. Crpheus Records
vocalists Tamika Patton and Eric
Gabie pair up during the video shoot
for their duet, “Your Precious Love,”
which appears on Patton's debut
album, “No. 1.”

M.C. Ninja Hammer. Capitol’s M.C.
Hammer is presented with a
“Teenage Mutant Ninja Turtles"'
jacket by SBK Records for his
contribution to the film's soundtrack.
His track is called ''This Is What We
Do.” Here he shows oif the garment
with Pat Lucas, VP/GM, EM! Music
Publishing, soundtrack divisicn, and
Louis Burrell, Hammer's manager.

Family Reunion. Gospel greats were among thase celebrating cable channel
Killer B's. Jazzie B, left, goes face to BET’s 10th anniversary at a black-tie affair recently in Washington, D.C. Shown

BILLBOARD APRIL 14, 1990

face with A&M’s Barry White at a here, from left, are Claude V. McKnight |ll of Take 6; Ronald Winans of Warner

Virgin Records party for Soul {l Soul at  Bros. act the-Winans; PolyGram artist Edwin Hawkins; BeBe Winans of

L.A.'s China Club. Sparrow/Capitol duo BeBe & CeCe; and Warner Bros. vacalist Michael Jeffries.
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Bil

board.

™
o) o
AEIEI CLUB PLAY A EN 12-INCH SINGLES SALES
‘é’ § ; Q% TITLE Compiled from a national sample of dance club playlists. ARTIST ‘é’ 27 ; Qg TITLE Compiled from a national sample of retail store and one-stop sales reports. ARTIST
= b o~ [ 2O | LABEL & NUMBER/DISTRIBUTING LABEL = 4 o~ | 2O | LABEL & NUMBER/DISTRIBUTING LABEL
* & NO.1 * & * &% NO.1 & &
1 1 4 7 TOUCH ME 4TH & B'WAY 501/ISLAND 2 weeks at No. 1 & 49ERS 1 1 3 ] KEEP 1T TOGETHER SIRE 0-21427/WARNER BROS 2 weeks at No. 1 MADONNA

@ 8 12 4 LET THERE BE HOUSE rCA 9188.1-RD DESKEE 2 2 1 10 ALL AROUND THE WORLD aRISTA ADI-9937 @ LISA STANSFIELD
3 5 5 8 ROOM AT THE TOP mcA 23964 @ ADAM ANT 3 3 2 1 ESCAPADE (REMIX) A&m 5P-12352 @ JANET JACKSON

@ 7 9 [ HELLO ATLANTIC 0-86235 @ BELOVED @ 5 8 10 THE HUMPTY DANCE TOMMY BOY T8 944 @ DIGITAL UNDERGROUND

@ 9 14 5 HEAVEN COLUMBIA 44 73171 @ THE CHIMES 5 4 4 9 HEARTBEAT/FREE YOUR BODY VENDETTA VE-17976/A&M & SEDUCTION
6 2 1 8 KEEP IT TOGETHER SIRE 0-21427/WARNER BROS. MADONNA 6 1 6 14 EXPRESSION NEXT PLATEAU NP50101W @ SALT-N-PEPA
7 6 [ 7 MOST WANTED D.J. INTERNATIONAL 999 FAST EDDIE @ 15 30 3 ENJOY THE SILENCE SIRE 0-21490/WARNER BROS. & DEPECHE MODE
8 3 3 10 HEARTBEAT/FREE YOUR BODY VENDETTA VE-17976/A&M @ SEDUCTION 8 8 9 7 BEACH BUMP SIRE 0-21 440/WARNER BROS. @ BABY FORD
9 4 2 11 ALL AROUND THE WORLD aRISTA ADI-9937 @ LISA STANSFIELD 9 9 11 1 GOT :I'O GET ARISTA ADl-9932_ o @ LEILA KWITH ROETN'-RAZ_—

Ao 12 | 1 5 LIVING IN OBLIVION EP(C 49 73156 ® ANYTHING BOX | (10) ? 14 8 ROOM AT THE TOP mca 23964 ® ADAM ANT

@ 30 — 2 SPIN THAT WHEEL $BKk v-19706 HI TEK 3 FEATURING YA KID K (D 21 - 2 POISON MCA 24003 @ BELL BIV DEVOE

@ 21 31 4 WILD WOMEN DO (REMIX) EMi v-56161 @ NATALIE COLE @ 17 19 5 TOUCH ME 4TH & B'WAY 501/iSLAND @ 49ERS

@ 20 28 5 YOU'LL NEVER STOP ME FROM LOVING YOU CHRYSALIS v-23506 € SONIA @ 18 22 4 SENDING ALL MY LOVE ATLANTIC 0-86220 @ LINEAR
14 14 22 6 IT’S ME, CATHY (FOLLOW MY HEART)/THE PICTURE CURB 011 ) HUBERT KAH 14 10 13 8 SECRET GARDEN QWEST 0-21459/WARNER BROS. @ QUINCY JONES
15 13 19 7 SWEAT BiG BEAT BB-00011 JAY WILLIAMS 15 14 17 6 LIVING IN OBLIVION EPIC 49 73156 © ANYTHING BOX
16 11 11 8 THE BREEZE MICMAC MIC-534 TWO WITHOUT HATS 16 13 15 9 GOT TO HAVE YOUR LOVE CAPITOL v-15521 @ MANTRONIX FEATURING WONDRESS

@ 26 35 3 | WANT YOU - YOU WANT ME ELEKTRA 0-66643 @ STARPOINT 17 6 5 11 GET UP?! (BEFORE THE NIGHT IS OVER) SBK v-19704 @ TECHNOTRONIC
18 19 25 5 THUMBS UP ENIGMA 75534 @ BARDEUX 18 16 16 8 SWEAT BIG BEAT BB-00011 JAY WILLIAMS

23 30 4 MOVE MCA 23998 SLAM SLAM 3% | — LOVE CHILD ATCO 0-96487/ATLANTIC SWEET SENSATION

@ 29 33 4 DON'T WANNA FALL IN LOVE wWARNER BROS. 0-21476 € JANE CHILD I_2() 11 7 12 LAMBADA £PIC 49 73139 & KAOMA

* & & POWERPICK & & & * & & HOT SHOT DEBUT & & &

@D 46 | — | 2 | ALRIGHT (REMIX) asm sp-18021 @ JANET JACKSON (21)| NEW) | 1 | GETAUFE viroiN 0-96481 # SOUL I SOUL
2 24 29 § WHAT GOES DOWN COLUMBIA 44 69205 HUNTER HAYES 23 28 4 HELLO ATLANTIC 0-86235 @ BELOVED
23 22 24 6 I'M GOING STRAIGHT TO HEAVEN NETTWERK 74004/i.RS. MC 900 FT. JESUS WITH DJ ZERO @ 29 39 3 HIDE AND SEEK ATLANTIC 0-87973 & PAJAMA PARTY
24 10 8 8 BEACH BUMP SIRT)-21440/WARNER BROS. @ BABY FORD 24 20 12 9 ROAM REPRISE 0-21441/WARNER BROS. & THE B-52'S

@ 3 45 3 EVERY LITTLE WORD CAPITOL v-15556 FLESH FOR LULU |—25 19 10 NO MORE LIES RUTHLESS 0~96521/AT; _— - < MICHEL'[E—

34 39 4 STREET TUFF DESIRE 873 743-1/POLYGRAM REBEL MC & DOUBLE THE TROUBLE % * % POWERPICK # & &

(@D)| 42 | — | 2 | ENJOY THE SILENCE SIRE 0-21490/WARNER BROS. # DEPECHE MODE 37 | — [ 2 | HEAVEN COLUMBIA 44.73171 @ THE CHIMES
28 16 16 9 MOTHERLAND POW WOW PW-454 TRIBAL HOUSE @ 36 — 2 SPIN THAT WHEEL sBx v-19706 HI TEK 3 FEATURING YA KID K
2 [ 31 | 32 7 THE HUMPTY DANCE TOMMY BOY TB 944 # DIGITAL UNDERGROUND 2 | 26 | 3 4 YOU'LL NEVER STOP ME FROM LOVING YOU CHRYSALIS V-23506 © SONIA
30 | 18 | 18 8 DO WHAT YOU WANT/TAKE ME AWAY CUTTING CR-232 2 IN A ROOM @] 38 | 3% 5 TIME AFTER TIME JAMCITY 63961-5003 TIMMY-T
31 17 lg_ 1 GETTING AWAY WITH IT WARNER BROS. 0-21498 @ ELECTRONIC @ 40 = 2 LET THERE BE HOUSE RCA 9188-1-RD DESKEE

% % * HOT SHOTDEBUT * % % 31 30 34 4 1 CALLED U/BLACKOUT EPIC 49 73163 LIL LOUIS

@ NEW p 1 THE POWER ARISTA ADI-2014 @& SNAP 32 24 25 10 MOTHERLAND POW wOw PW 454 TRIBAL HOUSE
33 35 L 41 4 HIDE AND SEEK ATLANTIC 0-87973 ] L 4 PA_JAI\LPARLY B @ Nﬂ? 1 RUB YOU THE RIGHT WAY MOTOWN MOT-4657 @ JOHNNY GILL

@ NEW } 1 MENTIROSA/WELCOME TO MY GROOVE CAPITOL V-15509 MELLOW MAN ACE @ NEW)D 1 BLUE SAVANNAH SIRE 0-21428/WARNER BROS. @ ERASURE

@ 43 44 3 SWEET AND LOW SIRE 0-21492/REPRISE @ DEBORAH HARRY @ NEW } 1 GETTING AWAY WITH IT WARNER BROS. 0-21498 @ ELECTRONIC
36 28 27 6 YOU'RE THE ONLY WOMAN VENDETTA VE-7027/A&M THE BRAT PACK 36 34 32 8 DANCE WITH ME CUTTING CR-234 CONCEPT OF ONE FEATURING TONY MORAN

@ 49 — 2 COME INTO MY HOUSE TOMMY BOY TB-948 @ QUEEN LATIFAH 37 41 38 4 WORK MY BODY OVER (SWEAT) HOT PRODUCTIONS HAL12150 DSK
38 25 23 7 INSECT ARISTA AD1-9925 BOXCAR 38 31 20 12 TAINTED LOVE epiC 49 73145 IMPEDANCE

NEW ’ 1 THAT'S THE WAY OF THE WORLD FFrR 886 981-1/POLYGRAM D-MOB INTRODUCING CATHY DENNIS 39 22 21 19 C’'MON AND GET MY LOVE FrRR 886 799-1/POLYDOR € D-MOB

NEW ! 1 U CAN'T TOUCH THIS CapiTOL LP CUT M.C. HAMMER 40 25 23 1_; BUDDY TOMMY BOY TB 943 @ DE LA SOUL
41 15 I 7 12 GET UP! (BEFORE THE NIGHT IS OVER) SBK v-19704 @ TECHNOTRONIC 41 43 42 3 MURDER RAP RUTHLESS 49 73155/EPIC @ ABOVE THE LAW

NEW } 1 § COME OFF DELICIOUS VINYL 0-96499/ISLAND € YOUNG M.C. 42 13 27 8 REMEMBER ... LUMAR MUSIC LM-400 FASCINATION

@ 47 _= 2 THE OMEN COLUMBIA 44 73158 MYSTERIOUS ART @ 49 —_ 2 LOVE IS LIKE AN ITCHING IN MY HEART MOTOWN MOT 4690 ¢ GOOD GIRLS
44 40 42 4 ITALO HOUSE MIX NASTY MIX IGU 76985-1 @ ROCOCO 44 27 18 8 GYRLZ, THEY LOVE ME UPTOWN 24007/MCA @ HEAVY D. & THE BOYZ
45 45 48 3 WE'RE ALL IN THIS TOGETHER GEFFEN 0-21420 @ DAVID PEASTON 45 39 44 3 THUMBS UP ENIGMA 75534 € BARDEUX
46 44 37 8 EXPRESSION NEXT PLATEAU NPS0101 @ SALT-N-PEPA 46 42 35 5 THE BREEZE MICMAC MIC-534 TWO WITHOUT HATS

RE-ENTRY 3 BLUE SAVANNAH SIRE 0-21428/WARNER BROS. @ ERASURE NEW} 1 LIGHTENING MAN GEFFEN 0-21465 NITZER EBB
48 27 13 9 ROAM REPRISE 0-2144 1 /WARNER BROS. € THEB-52'S @) NEW)D 1 GIRL UPSTAIRS URO 100 DAIZE
49 39 34 § ALL ABOUT LOVE SLEEPING BAG SLX-40151 JOYCE SIMS @) NEW } 1 HOLD ON ATLANTIC 0-86234 @ EN VOGUE
50 37 36 5 GET INTO IT NEXT PLATEAU NP50114 @ TONY SCOTT 50 48 i 41 4 BITING MY NAILS MUTE v-75225/ENIGMA RENEGADE SOUNDWAVE

O Titles with the greatest sales or club play increase this week. @ Videoclip availability. ® Recording Industry Assn. Of America (RIAA) certification for sales of 500,000 units. A& RIAA certification for sales of 1 million units. Records listed under Ciub Play are 12-inch
unless indicated otherwise. ©Copyright 1990, BPt Communications Inc. All rights reserved.

The Hottest Medley of 1989 Dance Floor Burners will scorch the
dance floors of 1990. Already an International Hit!
"Italo House Mix" b/w "New House" (76985)
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DANCE I

‘The Power’ Single Gains Strength On Both Sides 0f The Pond

BOP GUNS: One of the hottest
tracks around is the hip-house charm-
er “The Power.” There are two dif-
ferent versions floating about, both
of which should be brought to your
attention. The European hit is the
version by an ensemble called Snap,
curently being serviced by Arista.
The version by Power Jam Featur-
ing Chill Rob G is on indie label Wild
Pitch (212-594-5050). Snap’s “The
Power” was originally based on a DJ
Mark The 45 King production that
appeared on Wild Pitch. Snap’s phe-
nomenal No. 1 overseas success with
“The Power” spurred Wild Pitch to
borrow its idea back for the Power
Jam release. Nearly identical except
for the rap and the mixes themselves,
this fierce track boasts an irresistible
instrumental hook and inspired vocal-
bit complements of Jocelyn Brown’s
classic a cappella to “Love’s Gonna
Get You.” It's the kind of track you
can't go wrong with in either case,
but in all honesty we prefer Chill Rob
G’s rap from the Power Jam stable.
You decide ... Madonna’s long-
awaited “Vogue” (Sire) is finally out
and creating a buzz. The starlet’s

pop/house homage to the under-
ground (soon to be pushed very over-
ground) fad pulls off its aims. The
track, co-produced and co-written by
Madonna and Shep Pettibone, main-
tains the flavor of Pettibone’s past
“house” treatments with a bit of his
classic ‘“Love Break” tossed in for
good deja vu measure. With the hype
surrounding the forthcoming tour,
“Dick Tracy” film, and the fabulous-
ly shot b/w videoclip, love her or hate
her but expect this “Breathless” per-
former to be striking quite a few
more poses (before the night is over)
... While on the Pettibone tip, Janet
Jackson’s “Alright” (A&M), which
he remixed, stands a great chance of
snatching that No. 1 spot once again
for Ms. J. One of the hottest tracks
from the “Rhythm Nation 1814” proj-
ect serves a generous hip-hop rhythm
accented by a great vocal arrange-
ment. House and hip-house mixes
(featuring Heavy D) are provided,
but the album and R&B version
(which sticks closer to the original)
suit fine. Incidentally, the stylish new
clip features cameos by Cyd Char-
isse and Cab Calloway.

DANGE
TRAX | |

by Bill Coleman

Jamie Principle’s back in fine
form with the personal fave “Date
With The Rain” (Atlantic). The jazzy
Steve “Silk” Hurley production of
the Eddie Kendricks nugget works
well with Principle’s falsetto and
manages to excite with each listen.
Hurley is also back in action with his
new treatments of Liza Minnelli’s
“Love Pains” (Epic). The Yvonne El-
liman disco staple receives a memo-
rable reworking by Minnelli and
could easily spark some stateside ra-
dio attention as well as renewed in-
terest in the “Results” project. The
black-and-white 12-inch cover photo is
jammin’. How about some posters?
... D-Mob’s tasty pop/club offering,
“That’s The Way Of The World”
(FFRR/PolyGram), receives the

ARTIST DEVELOPMENTS

LENE LOVICH RETURNS

Last fall, the dance music circuit
witnessed the return of one of the
new-wave era’s undisputed divas:
Lene Lovich.

Released on Pathfinder Records,
the sizzling, house-ified “Wonder-
land” peaked in the top half of Bill-
board’s Hot Dance Music and Mod-
ern Rock Tracks charts, and took
its place alongside other Lovich
classics “New Toy” and “Lucky
Number.” It also paved the way
for “March,” her first full-length
album in nearly six years.

“I’ve never stopped making mu-
sic,” she says. “It’s simply that life
takes you down different paths,
and mine took me away from re-
cording for a while.”

Actually, that is not completely
true. Lovich has lent her talents to
several nonsolo projects, the most
noteworthy being her collaboration
with fellow postpunk siren Nina
Hagen on “Don’t Kill The Ani-
mals” for the People For The Ethi-
cal Treatment of Animals 1988

HOT DANCE
BREAKOUTS

CLUB PLAY

. GET A LIFE SOUL Il SOUL vireIN

. DON'T PLAY ME RAW ECSTASY
SLEEPING BAG

. DUB BE GOOD TO ME BEATS
INTERNATIONAL eLexTRA

. VISIONS ROBERT OWENS aTH & B'war

. POISON BELL BIV DEVOE mca

Ad W N

12" SINGLES SALES
 ALRIGHT (REMIX) JANET JACKSON

1
2. COME INTO MY HOUSE QUEEN
LATIFAH Tommy BOY
3. 1 COME OFF YOUNG M.C. DELICIOUS VINYL
4. YOU MAKE ME FEEL (MIGHTY REAL)
JIMMY SOMERVILLE Lonpon
5. IT'S OVER NOW ULTRA NATE ETERNAL

Breakouts: Titles with future chart potential,

based on club play or sales reported this week.

compilation album.

“Creating art does not necessari-
ly coincide with competing for
chart positions,” she says. “There
are important causes to share your
God-given talents with, and other
artists with whom your creativity
merges and blossoms. These are
some of the things I have spent my
time on over the past few years.”

Aesthetics aside, Lovich is back
in full swing, toiling away on the
promotion trail. Interest in her cur-
rent single, “Make Believe,” is ig-
niting modern rock radio and video
programmers, as well as alterna-
tive club jocks. The singer’s plans
include a tour, slated to begin this
month, and a possible opening slot
on the second leg of Erasure’s
world tour this summer. In fact,
look for a Lovich/Erasure duet on
the upcoming PETA album this
August, titled “Animal Rage.”

“I'm quite pleased with the re-
ception I've gotten of late,” she
says. “It warms the soul to know
that there are people who appreci-
ate the music and art you have to
share. It's like no other feeling in
the world.” LARRY FLICK

LYTE HAS ‘EYES ON THIS’
M.C. Lyte’s 1988 debut single, “I
Cram To Understand U (Sam),”
was a pumped-up metaphor for
omnipotence. A narrative about a
failed romance with a drugged-out
bum—he was fooling around with
a “girl” whose name “starts with a
‘¢’ and ends with a 'k’ "—it
displayed potential that has since
been fulfilled.

“Sam” was critically acclaimed,
but “Lyte As A Rock,” her debut
album on First Priority, was
mainly confrontational. It did not
blow up, but Lyte gained
heavyweight respect. She toured
successfully. She was recruited for
the Stop The Violence Movement's
“Self Destruction” 12-inch—and
Irish rocker Sinead O’Connor

invited her to guest on her dance
remix of “I Want Your (Hands on
Me).”

“Eyes On This,” Lyte’s second
album, is a bigger commercial
success than “Lyte As A Rock,”
having just been certified gold.
Still, it makes very few concessions
to modernist stylisms. Bolstered by
producers Marley Marl, Parrish
Smith (the P in EPMD), Grand
Puba Maxwell, Audio Two, and
King Of Chill, it’s hardcore. And
Lyte’s still ego-boosting: Tracks
like “Cha Cha Cha” (the first
single and video), “Slave 2 The
Rhythm,” and “Shut The Eff Up
(Hoe)”” are clever putdowns,
brilliant disses.

Lyte also readily tackles social
issues. “Please Understand” is
about relationships: “I'm just
telling other females not to let
males take advantage of them,”
she says. “But I want children to
take heart, too: Don't let adults
touch you in certain places. If they
do, go tell someone. Don’t be a
pushover!” Tracks like
“Cappuchino” and “Not Wit a
Dealer” are imaginative anti-drug
statements.

Lyte, whose real name is Lana
Moorer, recently became “The
Arsenio Hall Show” ’s first female
guest from the hip-hop nation.
“That felt real good,” she says.
“I'm not letting it go to my head or
nothin’, though. I'm still the same
ol Lyte.”

She says she will “stick with the
rap stuff a little while longer.” But
she’s already planning for a post-
hip-hop career. “I want to
eventually get into the
management side of things,”’ she
says, adding, “When it’s time for
M.C. Lyte to quit, I'm quitting. I'm
not gonna try and make
comebacks—and a fool out of
myself. When I leave I want to
leave with some dignity.”

HAVELOCK NELSON

deep-house reworking courtesy of
David Morales in addition to mixes
by Dancin’ Danny D.

BOOTSY BEATS & Parlet Pieces:
PolyGram is finally getting the funk
out of its face and is planning to issue
the entire Casablanca Parliament
catalog on CD during 1990. The first
batch unleashed in March includes
“Mothership Connection” and “Fun-
kentelechy Vs. The Placebo Syn-
drome.” “Chocolate City” and “Up
For The Down Stroke” are set for
May, followed by “Motor Booty Af-
fair” and “The Clones Of Dr. Fun-
kenstein” in June and “Gloryhallas-
toopid—Or Pin The Tale On The
Funky” and “Trombipulation” in
July. “Parliament Live—The P-Funk
Earth Tour” should appear this fall.
Incidentally, James Brown’s “Live
At The Apollo (1962)” will be a fea-
tured release in June on CD and cas-
sette. For further info, contact Oscar
Tong, manager, PolyGram catalog
development, at 212-333-8000.
Concert promoter Ron Delsener is
having a star-studded B-day celebra-
tion in New York’s Central Park on
April 22. Scheduled to perform are
Willie Colon, Hall & Oates, Living
Colour, the B-52’s, and a bunch
more. Incidentally, you can catch the
B’s on “Saturday Night Live” the
night before. Sinead O’Connor is
scheduled to appear on SNL May 12.
Big thanks to reader Gary Reyn-
olds for suggesting that the editors
of the funky fresh new dance fanzine
Thing send this columnist a compli-
mentary issue. You can have your
very own Thing and read it, too, by
simply contacting them at: Thing,

1516 N. Sedgwick, Chicago, Ill. 60610-
1223; or phone 312-944-5850. Quite
fab.

GET WELL SOON!! Anyone wish-
ing to send get-well cards or letters
to Gloria Estefan can do so ¢/o Mi-
ami Sound Machine, 6205 Bird Road,
Miami, Fla. 33155.

Two To Make It Right. Warner Bros.
recording act Unity 2 performed an
impressive set at New York's S.O.B.’s
recently. The reggae/hip-hop fusion
outfit has just completed its
forthcoming debut, scheduled for a
June release. The project will boast
productions by Sidney Mills (BDP,
Shelley Thunder) and Keen Carse (of
Urban Blight) in addition to the current
single, “Shirlee.” Shown, from left, are
Ne’Ne and Cavo. (Photo: Chuck Pulin)

PROMOTIONAL

MUSIC VIDEOS

Available on 1 hour tape compilations

outlets throughout America.

to Night Clubs, DJ’s, Hotels and retail

Call LAWRENCE ENTERPRISES
today for more details: (201) 667-7575

major & indie
label 12".

New labels: send
Your Cassettes
& Test
Pressings

We havé a complete |
selection of all U.S.

UNIQUE RECORD DIST

110 DENTON AVE. « NEW HYDE PARK, N.Y. 11040
TEL. (516) 294-5900 = FAX (516) 741-3584

FREE
CATALOG

Listing all new
records & titles we
stock including over 800

DANCE/ DISCO CLASSICS

Call our TOLL FREE “lumber

outside New York 800-992-9011
Call Now for latest release info
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SXSW Affirms Value Of Regional A&R
Acts Can Break Thru Outside N.Y., L.A.

W BY THOM DUFFY

This is the second half of a report on
A&R issues discussed at the recent
South By Southwest Music & Media
Conference in Austin, Texas.

AUSTIN, Texas—Among some musi-
cians the perception remains that
they must move to the music busi-
ness centers of New York or Los An-
geles to pursue a major-label record
deal.

But try telling that to Nuclear Val-
dez, signed by Epic Records after
building its fan base in South Florida;
or Human Radio, which honed its act
in Memphis before cutting its debut
for Columbia; or the Gunbunnies,
who emerged from Little Rock, Ark.,
to sign with Virgin Records. The list
goes on.

“It’s not all happening in Los An-
geles and New York, and it hasn’t
been for a long time,” MCA A&R VP
Teresa Ensenat remarked at a South
By Southwest A&R panel here, ex-
pressing a view shared by all of her
colleagues.

The music business, which grew up
in such regional centers as Memphis,

IN THIS SECTION

Words & Music: Goodman Has The Goods

Ryuichi Sakamoto Globe-Hopping “Beauty”

Janata’s Blues Debuts On Mercury

Rickie Lee Jones Charms Ritz Crowd

New Orleans, Chicago, and Philadel-
phia, may be headquartered these
days predominantly in New York,
Los Angeles, and Nashville. But in-
creasingly, A&R execs find them-
selves heading back to regional capi-
tals to scout and sign new acts.

At their SXSW panel, and in subse-
quent interviews here, A&R execs
shared their views on the resurgence
of regional talent scouting.

Commenting on the impact new
major-label startups would have on
A&R competition (Billboard, April 7),
Geffen A&R exec Tom Zutaut said:
“We're going to have to get out in the
heartland and the hinterland and find
music.”

A sign of what lies ahead comes
from two labels that have recently
strengthened their regional A&R
presence. Tom Simonson, former di-
rector of college promotion at Colum-
bia Records in New York, is now
based in Atlanta in a position that in-
cludes talent-scouting duties.

More extensive is a new program
at Capitol Records in which regional
A&R interns are being recruited at
colleges and universities in cities in-
cluding Boston, Philadelphia, Detroit,

Bolton, De La Soul, Kravitz
Take Spotlight At SKG Awards

M BY MELINDA NEWMAN

NEW YORK—It continues to be a
great year for Michael Boiton, as the
1990 Grammy Award-winning vocal-
ist snared four prizes at the fifth an-
nual SKC New York Music Awards
here March 31.

Bolton—who won for artist of the
yvear, best pop album with “Soul Pro-
vider,” best male R&B vocalist, and
best male pop vocalist—was the only
artist to capture a quartet of awards,
although De La Soul, Lenny Kravitz,
and Debbie Gibson each won three.

The three-and-a-half-hour show,
which salutes regional performers
and songwriters in 52 categories, was
hosted by VH-1’s Bobby Rivers and
WPLJ New York's Linda Energy.

The evening kicked off with a high-
spirited performance by M.C. Lyte.
Other performances included a rare
appearance by Laura Nyro, 24-7
Spyz, Shawn Colvin, Seduction, the
Cover Girls, Sweet Sensation, Fred-
die Jackson, Melba Moore, and Kra-
vitz, whose rousing rendition of “Let
Love Rule” elicited one of the night’s
few standing ovations. Both Nyro
and Jackson performed after being
inducted into the New York Music
Awards Hall Of Fame.

Single-of-the-year honors went to
“Self Destruction” by the Stop The
Violence Movement. The effort,
spearheaded by former Billboard
black music editor Nelson George,
also won for best rap single.

(Continued on page 30)
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Chicago, Nashville, Atlanta, Miami,
Austin, and San Francisco. Estab-
lished by senior VP of A&R Simon
Potts, together with A&R directors
Alison Donald in L.A. and Josh
Deutsch in New York, the program is
intended to give Capitol a head start
on talent scouting while allowing the
interns, many of whom attend music
schools such as Berklee College of
Music in Boston or the Univ. of Mi-
ami, to earn course credit with their
experience.

“It makes it almost academic
whether there are more A&R people
in New York going to [hear] the same
buzz bands at CBGB,” noted

Simply Sarah. Texas songwriter Sarah Hickman has broken away from the folk-
rooted pack with her Elektra Entertainment debut album, “Equal Scary People,”
and its first single, “Simply,” which is breaking on the Hot Adult Contemporary
chart and gaining play on VH-1. Elektra executives greet Hickman during her
recent tour stop at McCabe’s in Los Angeles. Pictured, from left, in the front
row, are Linde Thurman, manager of aduit-contemporary promotions; Rob
Sides, director of sales and marketing; in the middle row, Linda Ingrisano,
national director of video promotion; Suzanne Berg, national director of AC
promotion; Hickman; Betsey Caffrey, national director of video sales and
marketing; Suki Sir, national sales and marketing coordinator; Leah Simon,
regional retail relations; and, in the back row, VP of A&R Howard Thompson and
Del Williams, regional director of CHR promotion.

(Continued on page 30)

THE WORLD OF a Bronx, N.Y,, social club where 87
people perished by fire late last month seems remote
from the realm of the music business. This, after all,
was an unlicensed establishment in a struggling city
neighborhood, operating without the safeguards found
in legal clubs nationwide.

Showcase club owners, presenting national talent,
know they can hardly afford to ignore the rigorous re-
quirements of fire codes. They point to sprinkler sys-
tems, emergency lighting, fire exits, inspection records,

Are lllegal Glubs Alone Playing With Fire?
Chapman To Tour; Prairie Oyster Gleams

other cities are likely.

But will the illegal clubs, most serving poor neighbor-
hoods, serve as scapegoats for previous official neglect?
Or will all venue owners and fire officials recognize the
need to recommit themselves to safe club conditions?

ON THE ROAD: Johnny Clegg & Savuka will open
dates on the upcoming Tracy Chapman tour beginning
May 18 in Dallas . .. The Milli Vanilli tour will feature
Seduction as an opener . .. Poi Dog Pondering, show-

Or are they?

All other aspects of fire protec-
tion, of course, hinge on controlling
crowd capacity. And is there any
veteran clubgoer who can say
they’ve never seen a venue packed
beyond an apparently safe limit?

In New York, clubs are inspected

and more to assure patrons they are

safe.
A o

album “Wishing Like A Mountain,
Thinking Like The Sea,” will open
dates for Michelle Shocked
through early next month ... Ofra
Haza'’s showcase tour (Billboard,
March 24) has been canceled . . . The
music of Narada multi-instrumen-
talist David Arkenstone, including
cuts from his new disk, “Citizen Of

casing its succinctly titled Columbia

anrfually but additional nighttime
checks for overcrowding depend on
a venue’s past record of violations, officials say. Most,
they say, comply with rules.

Still, in the wake of the Happy Land Social Club trage-
dy March 25, three recent episodes came to mind. At a
club show by a major act, I took note of the figure on the
capacity sign—and a crowd size that was easily twice as
great. In another basement-level showcase room, I
joined another fan attempting to exit through a hope-
lessly overpacked bar—only to find doormen sending
more ticket buyers down. And in a conversation with a
venue representative, a colleague recently was told one
show was sold out and another was “even more sold
out.” The unintentional message seemed clear: There
was no absolute limit on occupancy.

In New York and Los Angeles, industry clubgoers
can be partly to blame; few privileged to be “on the list”
will accept being turned away from a hot show, no mat-
ter how overcrowded the venue. Moreover, I've known
club owners to say privately that posted occupancy lim-
its are like posted speed limits: Exceeding them, within
reason, does not always pose significant danger. And
there certainly is an economic incentive to do so.

Yet the memory of those 87 bodies, found dressed for
dancing and a night out, should not fade quickly. Al-
ready, officials in New York have ordered more than 200
other illegal nightspots shut down. Similar actions in

by Thom Duffy

Time,” is featured in a laser light
show that debuted in L.A. April 2
and continues with planetarium stops in Denver, Bos-
ton, San Diego, and San Francisco in the weeks ahead.

ERRATUM: The performer of the track “Burn + Rob”
was reported incorrectly in the Beat last week. It is
“anti-folk” artist Paleface on vocals and guitar, with
backing from producer Tom Goeodkind on bass, Billy
Ficca on drums, and Banjo Jimmy on, of course, banjo.

UN THE BEAT: Prairie Oyster recently brought its
rocking ecountry sound to New York’s Lone Star Road-
house, spicing a set of originals with vintage Bob Wills
and Hank Snow covers. The band’s RCA debut, “Differ-
ent Kind Of Fire,” is produced by Steve Berlin of Los
Lobeos ... Famous Music staged a showcase in New
York for the Latin-rock-jazz fusion of Rico, a notewor-
thy septet formed by ex-Spyro Gyra members Gerardo
Velez and Julio Fernandez with saxophonist Richie
Cannata, a veteran of work with Billy Joel and others

.. CBS Records has released a 16-track sampler of Co-
lumbia and Epic alternative acts, including some previ-
ously unavailable live and ncnalbum tracks by such art-
ists as Living Colour and Kate Bush. Available at the
retail price of $7.98, the disk is titled “Theodore.” The
Beat presumes subsequent compilations may be called
“Simon” or “Alvin.”
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The Mission U.K.
Seeks To Spread
Musical Message

B BY GENE SANTORO

NEW YORK—‘‘I see what I'm
writing about as humanitarian is-
sues,”” says singer/songwriter
Wayne Hussey of the Mission U K.
“They should stir up controver-
Sy_”
Hussey is talking, for instance,
about fathers sexually abusing
daughters, a taboo topic he tackles
in “Amelia,” the leadoff track of
the Mission’s new Mercury/Poly-
Gram release, “Carved In Sand.”
This third Mission album airs
Hussey’s broadening concerns,
such as substance abuse (““Hungry
Is The Hunter”’) and capitalism’s
abuses (“The Grapes Of Wrath”).

‘We aim to prove that
"90s rock does have
a social conscience’

The group’s aim, says Hussey, is
“to prove that '90s rock does have
a social conscience.”

Of course, there is always love,
pop’s major theme, and Hussey
hardly neglects it in gentler tunes
like “Butterfly On A Wheel,” the
single worldwide. The U.S. single,
however, is the metal-edged “De-
liverance,” which is a hit on the
Modern Rock Tracks chart.

“PolyGram feels our profile
here needs to be built, where in the
rest of the world we already have a
fairly large following,” says Hus-
sey. The band has earned critical
raves in the U.K., where it has sold
out Wembley Arena and other ven-
ues. It opens a U.S. tour April 14 in
Portchester, N.Y.

“Ultimately [PolyGram] thinks
‘Butterfly’ will be a pop hit here,”
Hussey continues, “but it would be
wrong for a group like us to start
out with a pop hit. The thing about
pop hits is that they come and go;
we want to build our audience.”

Recorded basically live in the
studio, “Carved In Sand” reflects
the group’s dissatisfaction with its
production-heavy second album,
“Children.” Says Hussey, ‘“It's a
stage you have to go through, but
making ‘Children’ was very la-
bored for us.” The live approach
also reflects the confidence in-
stilled by four years of nearly non-
stop touring. According to Hus-
sey, ‘“We know we can make a
good noise live, but it’s never real-
ly translated onto vinyl. We had 18
songs we wanted to record very
fast, made decisions quickly, and
live with them, as opposed to ana-
lyzing every single note.”

As its studio accomplice, the
group called on producer Tim
Palmer, who had worked on the
Mission U.K.’s debut. “Instead of
recording to a click track all the
time, the songs got to develop
their own kind of swing,” says
Hussey. “If you listen closely, you
can hear how we get excited and
speed up for the chorus, say. It's a
natural kind of rhythm, not a ma-
chine, like records used to be.”

«%«DON'T MISS THIS EVENT!::»
| MAY 4, 5, 6 1990

SONG CONNECTION®, INC.
in association with
SCOTT MacLELLAN & JOE REED
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exchange of information, contacts and ideas with top independent industry professionals.
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LABEL

1.M.C. 90 REGISTRATION FEES: STUDENT RATE
3-day registration includes all events (All Events)
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$175.00
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PRESS & PUBLICITY
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SXSW A&R PANEL

(Continued from page 28)

Deutsch.

“The record industry is a regional
business to begin with,” observed
Bob Pfiefer, director of A&R at Epic.
“You always had bands with regional
followings that break out.

“Regional [talent development]
has been happening for a long time,”
noted Ensenat. “But it’s become
more organized now.”

In the wake of the success of Aus-
tin’s South By Southwest conference,
annual talent showcases have drawn
major-label A&R reps to such cities
as Atlanta, Miami, Memphis, Denver,
Dallas, Chicago, Philadelphia, Nash-
ville, and Cleveland.

“What’s happened in the last few
years is that the musical communities
in each of these areas are becoming
aware” of the benefits of organizing,
said Ensenat.

Patrick Clifford, director of A&R
at A&M Records, urged the publish-
ers of regional weeklies that cover
the music scene to put A&R directors
on their mailing lists.

In most cases, regional talent
scouting requires more resourceful-
ness by A&R staff. “You establish a
network,” said Larry Hamby, VP
West Coast talent acquisition for Co-
lumbia. “You learn who to trust. But
you have to be there. I just think
there’s a reality that comes across in
the performances [in a band’s home-
town] that cuts through the hype.”

John Guarnieri, senior VP of A&R
at Enigma, agrees. “I would like to
think that most A&R people have a
contact in any town, whether it’s an
attorney or a concert promoter or
some cool college station. And I think
it’s important [to have regional show-
cases]. It's a good way to test what
kind of reaction you're going to get
on a band without having the indus-
try pressures of New York and L.A.,”
he said. “It’s good to see what Middle
America is responding to.”

SKC AWARDS

(Continued from page 28)

Other double winners included Liv-
ing Colour, which won group of the
year and repeated as best rock band,
Lou Reed, who won songwriter of
the year and tied with Billy Joel for
album of the year; Safire, who
snagged the unlikely combination of
best Latin music artist and best R&B
single, “Thinking Of You”; and “En-
tertainment Tonight” host John Tesh
for best jazz album and best jazz in-
strumentalist for his album “Garden
City.”

Female trio Seduction grabbed
best-dance-record honors for “Two
To Make It Right,” as well as group
debut album of the year. Its record
company, Vendetta, took advantage
of the evening to present the group
with a gold record for its album,
“Nothing Matters Without Love.”

This year, organizers of the
awards announced the formation of
The New York Music Foundation.
The not-for-profit group was set up
to provide services to the New York
music community ranging from low-
cost health insurance to establishing
a physical setting for the New York
Music Awards Hall Of Fame Muse-
um. According to New York Music
Awards co-director Robbie Woliver,
no proceeds from the show go to the
foundation; instead, funds will be
raised from separate projects, includ-
ing benefit concerts and talent
searches.

™

.

s ) TOP CONCERT
‘ ® GROSSES
AMUSEMENT BUSINESS®
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
PAUL McCARTNEY Memorial March 31- $3,550,560 118,352 Bill Graham
Stadium April 1 $30 sellout Presents
Univ. of
California-
Berkeley
Berkeley, Calif.
GRATEFUL DEAD Knickerbocker March 24- $921,262 48,993 Northeast
Arena 26 $19.50 sellout Concerts
Albany, N.Y Cross Country
| Concerts
Metropolitan
Entertainment
NEW KIDS ON THE BLOCK Meadowlands March 25- $794,694 40,000 Metropolitan
SWEET SENSATION Arena 26 $21/$19.50 sellout Entertainment
BOBBY ROSS AVILA East Rutherford,
PERFECT GENTLEMEN NJ.
JANET JACKSON Capital Centre March 22 $765,112 34,581 Dimensions
CHUCKII BOOKER Landover, Md. &29 $22.50 setlout Unlimited
Cellar Door Prods.
GRATEFUL DEAD Copps Coliseum March 21- $743,913 34,220 Concert Prods.
Hamilton, 2 (3872610 sellout International
Ontario Canadian) Donaid K. Donatd
$25.50 Prods.
Metropolitan
Entertainment
BENEFIT FOR MERCY Charlotte March 24 $692,961 12,601 WBT Radio
HOSPITAL: Coliseum $100/345/330 23,869
| FRANK SINATRA Chartotte, N.C.
LIZA MINNELLI
NEW KIDS ON THE BLOCK Nassau March 15 $689,913 36,000 Metropolitan
SWEET SENSATION Veterans 16 $21/$19.50 selfout Entertainment
PERFECT GENTLEMAN Memorial
{16TH) Coliseum
Uniondale, N.Y.
JANET JACKSON Centrum in March 26- $600,458 27,600 AH. Enterprises
CHUCKII BOOKER Worcester 27 $22.50 sellout
Worcester
| Mass.
‘ RUSH 0Oakland- March 30- $509,438 26,125 Bill Graham
MR.BIG Alameda County 31 $22/$21/$19.50 sellout Presents
| Coliseum
| Oakland, Calif, {
T H
ERIC CLAPTON Dean E. Smith March 31 $446,805 19,858 ; C&C Entertainment
Center $22.50 sellout |
Univ. of North
Carolina,Chapel
Hilt
Chapel Hill, N.C.
ERIC CLAPTON Charlotte March 30 $441 225 19,969 Cellar Door Prods.
Coliseum $22.50 sellout
Charlotte, N.C.
NEW KIDS ON THE BLOCK Copps Coliseum March 23 $361914 17,829 | Concert Prods
SWEET SENSATION Hamilton, (3423439 sellout International
PERFECT GENTLEMEN Ontario Canadian) Donald K. Donald
$23.50 Prods.
ALICE COOPER Fox Theatre March 18- $361,050 17,525 Brass Ring Prods.
| DANGER DANGER Detroit 21 $21.50 18,900
l GLORIA ESTEFAN & MiAMI Meadowlands March 4 $318,740 15,541 Metropolitan
SOUND MACHINE Arena $22.50/820 17,764 Entertainment
CHASELSTNER East Rutherford,
NJ.
£RIC CLAPTON The Omni March 28 $313,658 16,757 Brusco Barr
| Atianta $22.50 seflout Presents
] OIANA ROSS Copps Coliseum March 31 $262,010 10,929 Concert Prods.
Hamilton, {$305,242 12,000 international
Ontario Canadian) Donald K. Donald
$28.50 l Prods.
T
| THE HIGHWAYMEN: Nassau March 14 $256,038 11,728 i Metropolitan
WILLIE NELSON Veterans $22.50/%320 14,879 I Entertainment
l WAYLON JENNINGS Memorial |
JOHNNY CASH Coliseurn | I
| KRIS KRISTOFFERSON Uniondale, N.Y. | |
[ CHER Starplex March 31 $252,7718 11,511 MCA
l Amphitheatre, $27.50/$25/$20 20,000 Concerts/PACE
{ State Concerts
Fairgrounds of
Texas
Dallas
JERRY LEWIS Fox Theatre March 8- $233,130 13,423 Brass Ring Prods.
PATTY WEAVER Detroit 10 $37.50/$32.50/ 14,490
$25/$20
RUSH ARCO Arena March 28 $232,602 12,236 Bill Graham
MR.BIG Sacramento, $22/$21/$19.50 setiout Presents
| Calif.
[ RUSH Coliseum, March 26 $219,410 12,299 Media One
I MR. BIG Seattle Center $18.50 seflout
Seattle |
RANDY TRAVIS Knickerbocker March 30 $209,254 11,551 Special Moments [
RICKY VAN SHELTON Arena $18.50 12,500 Promotions
Albany, N.Y. |
ALABAMA Richmond March 24 $183,75%0 10,500 Keith Fowter l
CLINT BLACK Coliseum $17.50 sellout Promotions
PATTY LOVELESS Richmond, Va.
ALABAMA Buffalo March 23 $183,600 10,200 Keith Fowler
CLINT BLACK Memorial $18 12,755 Promotions
| PATTY LOVELESS Auditorium ] Pate & Assoc.
Buffalo, N.Y |
WHITESNAKE Reunion Arena March 17 | $178,285 10,091 | PACE Concerts
BAD ENGLISH Dalias | $18.50 12,000 |

Copyrighted and compiled by Amusement Business, a publication of BPI Communications, Inc. No
part of this publication may be reproduced, stored in any retrieval system or transmitted in any
form without prior written permission from the publisher. Boxscores should be submitted each
Tuesday to: Desi Smith, Nashville. Phone: (615)-321-4276, Fax: (615)-320-5407. For research

Jnformation and pricing, call Laura Stroh, (615)-321-4254.
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@ BY IRV LICHTMAN

INDIE—And Planning To Stay
That Way: The Goodman Group of
Music Publishers, an indie compa-
ny for almost 50 years, tries to stay
ahead of the game with, as they
might say in supermarketland, a
variation on “daily specials.” Ac-
cording to GM Helene Blue, the
New York-based company’s current
| promotional special on catalog clas-
sics is tagged “Attention Group
Shoppers.”

“By featuring chart hits of the
upcoming month, record producers
are given an opportunity to license
songs at reduced [mechanical]
fees,” Blue says. Also, early this
summer, the fifth in a series of LP,
cassette, and CD promotions will be
available. A three-CD package, “60
Great Songs Of The 60s,” will be
sent to producers and DJs world-
wide in May to stimulate synchroni-

Promos, Acquisitions Mean
Good Times For Goodman

sponsored by the National Acade-
my Of Songwriters, Musicians In-
stitute, and ASCAP. The site is At
My Place in Los Angeles and the
starting time is 7 p.m. The Berg-
mans were nominated for an Oscar
this year for their lyrics to ‘“The
Girl Who Used To Be Me”’ from
“Shirley Valentine.”” Call NAS’
Steve Schalchlin at 213-463-7178.

HOW IT WORKS: Doc Pomus,
with a number of rock’n’roll hits to
his credit (i.e.“Save The Last Dance
For Me”), remains active as he con-
ducts songwriting workshops. For
instance, he has a number of new
songs placed in films and on al-
bums. With Barry Marshall and
Andy Paley, he has “Slow Rollin’
Mama” in the upcoming “Dick Tra-
cy” movie, and, in the John Waters-
directed “Cry Baby,” he is the co-
author, with Dave Alvin, of “King
Cry Baby.” On newcomer Loey
Nelson’s debut for Warner Bros.,

zation, me- there’s “Only
chanical and = The Shadows
performance wnrn Know,” penned
income. with Dr.

“With each ) John, who
promotional also collabo-
effort,” says rated with Po-
Blue, “diverse mus on “Love

areas of the

catalog are highlighted, bringing a
wide variety of songs to the user.”
That diversity—including rock’n’-
roll, R&B, blues, gospel, jazz, and
big-band standards—grew recently
with the purchase of Singular Mu-
sie, which controls such rock stand-
bys as “At The Hop” and “Rock
And Roll Is Here To Stay.” Cata-
logs of note falling under the Good-
man Group umbrella are Arc, Con-
rad, Regent, Jewel, Sunflower, and
Cases. Harry and Gene Goodman,
brothers of swing-era giant Benny
Goodman, formed the Regent and
Jewel firms in 1941, later adding, in
a partnership, the Leonard & Phil
Chess Arc catalog. Gene operates
the company in New York, while
Harry is retired in the south of
France. Phil Chess and Leonard’s
son, Marshall Chess, share in the
Arc and Conrad catalogs.

DEAIS: Peermusic has just made
a worldwide publishing deal with
House Of Usher, which, though ne-
gotiated out of New York, is co-
chaired with Peer/UK as part of a
strategy for potential European
penetration first. George Usher is
the co-writer of “River To River,”
the first single on Richard Bar-
one’s MCA/Paradox album “Pri-
mal Dream” ... Peermusic's East
Coast professional manager Frank
E. Carrado also reports that the
company has entered into a subpub-
lishing agreement with Gladys Mu-
sic for the Scandinavian territories.
Gladys’ catalog includes such Elvis
Presley classics as ‘“Love Me
Tender” and “Jailhouse Rock.”

WAXING LYRICAL: Marilyn &
Alan Bergman, surely the most re-
nowned husband-and-wife song-
writing team ever, get an evening
all their own April 16 at a seminar

Deluxe’” on
the Kate Webster album on Alliga-
tor. The songs are published via Po-
mus’ Stazybo Music, administered
since last year by Warner/Chap-
pell, which now has associations
with all of Pomus’ top songs.

Pomus’ workshop starts its new
series April 19. Interested writers
should send tapes with three copy-
righted songs to June Rachelson-
Ospa, 307 East 44th St., Apt.
1507N, New York, N.Y. 10017.

MARX MAKES MARK: Releas-
ing the single ‘“Children Of The
Night” from his multiplatinum EMI
disk “Repeat Offender,” Richard
Marx will donate publishing royal-
ties from the single and album cut
to the track’s inspiration, the Chil-
dren Of The Night organization,
which aids children forced into pros-
titution or pornography. Marx
wrote the song after meeting some
young people aided by the group
and invited them to sing back-
ground vocals on the track.

JUST KAHL ME: Words & Music
left out the phone number of Phil
Kahl, who represents L.A.-based
Windswept Pacific, the Chuck
Kaye-operated music publisher, out
of Boca Raton, Fla., in an item in
the March 31 issue. The numbers
are 407-241-8381; fax: 407-241-8178.

PRINT ON PRINT: The following
are the current best-selling match-
ing folios from Hal Leonard Pub-
lishing Corp.:

1. New Kids On The Block, Han-
gin’ Tough

2. The Little Mermaid, soundtrack
3. Jimi Hendrix, Smash Hits

4. Milli Vanilli, Girl You Know It's
True

5. Jimi Hendrix, Are You Experi-
enced

TALENT

IN ACTION

RICKIE LEE JONES
The Ritz, New York

FROM THE OUTSET, Rickie Lee
Jones’ March 28 Ritz show, the
second of two sellout dates here,
was fittingly mercurial. The soft,
slowish “Radio Girl,” on which she
played guitar, gave way to the
livelier ‘‘Satellites,” as it does on
her acclaimed current Geffen al-
bum, “Flying Cowboys.” For the
older selection of ‘“We Belong To-
gether,” she switched to piano,
donning the hat she doffed after
the opener.

And so it went—constant shifts
in tempo, instrumentation, band
arrangement, mood, and head-
gear—the one constant of the eve-
ning being artistic and performing
excellence. The obviously rejuve-
nated Jones, on her first tour since
1982, consistently delighted the
house with her unique, jazzed
singing style, especially its fre-
quent high soaring and free-fall-
ing.

A fan of Scottish band the Blue
Nile, Jones brought out its vocalist
Paul Buchanan to energize “Fly-
ing Cowboys,”” and Buchanan and
fellow Nile Paul Moore joined her
for an encore of the Niles-penned
“Easter Parade.”

The latter part of the set was
also marked by a relatively cool
reading of her establishing hit
“Chuck E.’s In Love,” but, even at
her coolest, Jones’ personal
warmth was palpable.

JIM BESSMAN

ALICE COOPER
The Riviera Theatre, Chicago

ALICE COOPER HAS coined the
phrase “less red, more bed” to de-
scribe his current tour, a less
bloody stage display drawing in-
stead on the sexual themes of the
singer’s current Epic album,
“Trash.” Although Cooper sang
about trash at this March 23 show,
he delivered first-class entertain-
ment.

Cooper emerged from a giant
garbage can to dump the opening
“Trash’ in the audience’s recep-
tive ears. The evening’s set fea-
tured seven other songs from the
new album, including the hits
“Poison”” and “House Of Fire.”

The first portion of the show re-
vealed a subdued Alice—stripped
of makeup and snakes. During
“Billion Dollar Babies,” Cooper re-
frained from spearing infant dolls,
as on the last tour, and used his
sword to shishkebab greenbacks
instead.

Midway into the set the theat-
rics heated up, fueled by early
Cooper anthems. During ‘‘Ste-
ven,” Cooper was dragged off-
stage and reappeared wearing a
straitjacket and trademark make-
up. Next came a dramatic re-cre-
ation of the ‘“West Side Story”’
street fight, ending with a slit
throat. Cooper mourned the fe-
male gang member’s death with
“Only Women Bleed,” and then
braved a signature guillotine dur-
ing “I Love The Dead.”

The commercial contents of
“Trash” have swept Cooper back
up the charts—although it remains
to be seen if the songs will weather
as well as earlier hits. Still, Coo-
per’s fans are treated to a more in-
timate performance on this theater
tour. The spellbound audience
seemed to feed off the closeness of
artist Vincent Furnier’s stage per-
sona of Alice, who stole the show
with thrilling shock-rock enter-
tainment.

KAREN O’CONNOR

0.J. JAZZY JEFF & THE FRESH PRINCE
BiZ MARKIE
TEGHNOTRONIC
Front Row Theatre
Highland Heights, Ohio

THE OLD-FASHIONED theat-
rics that mixmaster D.J. Jazzy
Jeff and rapper Fresh Prince gave
their 50-minute set justified head-
lining status for the Jive Records
act at this March 8 show, three
days into a monthlong tour.

They unfurled ‘“‘Parents Just
Don’t Understand,”” a wacky
“Nightmare On My Street,” and a
slinky “Jazzy’'s Groove,” incorpo-
rating jazz, hip-hop, and harsh,
metallic beats in a smart set as
long as the others’ combined.

Long Island, N.Y,, rapper Biz
Markie, outsized and user-friend-
ly, scored with ‘“Pickin’ Boogers,”
his warm, self-deprecating “Just A
Friend,” and the humorous boast

of “Nobody Beats The Biz.”

Even Technotronic did OK, de-
spite a set short in material and
time. Four aerobic dancers, two
mixers, and tacky staging didn’t
hurt Manuella Kamosi's catchy (if
tape-aided) vocals on the SBK top
40 hits “Pump Up The Jam” and
“Get Up (Before The Night Is
Over).”

The show’s culture was based on
malls, movies, and MTV. The the-
ater-in-the-round was half full,
with 1,500 tickets sold at $18.75.
Despite the poor turnout, the
young, racially integrated crowd
was on its feet for most of this
suburban, low-overhead presenta-
tion.

CARLO WOLFF
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ARTIST
DEVELOPMENTS

SAKAMOTO'S ‘BEAUTY

On his new Virgin Records album,
“Beauty,” Japanese composer/key-
boardist Ryuichi Sakamoto has fash-
ioned perhaps the most “global” al-
bum by a major-label artist to date.
One of its tunes, “Calling From

| Tokyo,” features vocals by Brian

Wilson, Senegalese singer Youssou
N’Dour, and three female singers
from Okinawa, as well as drum
work by Sly Dunbar and synthe-

sized evocations of Japanese folk in-
struments.

If that’s not enough, “Beauty”
also guests Robbie Robertson, Arto
Lindsay, Ravi Shankar, Eddie Marti-
nez, and Farafina. It contains wocals
in eight languages: English, Japa-
nese, Portuguese, Chinese, Okina-
wan, Arabic, and dialects from Sene-
gal and Burkina Faso.

Musically, “Beauty” ranges from
technofunk to Okinawan folk, with
admixtures of rock guitar, Brazilian
and African rhythms, and Arabic
and North African-style singing.

“On my last album [“Neo Geo”], I
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used Asian influences, and on this
one I wanted to expand my map of
the world. I wanted to use Indian,
Middle Eastern influences, and final-
ly I got to Africa, too,” says Saka-
moto, who shared an Oscar in 1988
for his work on “The Last Emperor”
soundtrack. Previously, he was
known to many American fans as a
member of the Yellow Magic Or-
chestra (from 1978 to 1983) and for
collaboratiens with the likes of
Thomas Dolby, Iggy Pop, and Bill
Laswell.

What is perhaps most appealing
about “Beauty” is the fluidity of Sa-
kamoto’s musical fusions. And the
timing of this worldwide release
could not be better, with the current
popularity of dance-oriented world
beat music. The dance tune “You Do
Me,” with Jill Jones on lead vocals,
is the album’s first single and video,
promoted to dance clubs, crossover
radio, and college stations. Saka-
moto is performing selected U.S.
dates, some of which will include
N’Dour and Jones as guests.

CHRIS McGOWAN

JANATA'S BLUESY EDGE

At first listen, “Janata” would seem
the likely output of a veteran
Memphis blues band, complete with
heart-wrenching guitar riffs and
gravelly vocals. Instead, it is the
debut of four New Jersey natives,
all in their early 20s: Chris Janata,
drummer Dan Leahy, bassist Pat
Walsh, and lead guitarist
extraordinaire Mike Lustig.

Janata and Leahy had recorded an
independent EP, “On the Edge,”
with help and encouragement from
Peter Himmelman. Among those
who heard it was BMI's Mark
Freed.

“He called a month later to say he
loved it,” says Janata. “He got the
ball rolling, found our manager,
introduced us to [A&R director] Bob
Kranes at PolyGram, set up a
showcase at the Cat Club. He did so
much and never took a dime. He’s
been a great friend.”

In February 1988, Kranes “saw
emotion” in the band’s live
performance. “They’re true to their
form,” he says. And despite Janata’s
blues overtones, Kranes insists
“they are first of all a rock’n’roll
band. If you want to call their
signing ‘taking a chance,’ it looks
like one, but an A&R person goes
with gut, instinct, and belief in what
a band does. You can’t make records
for radio or say, ‘Oh, people like this
now.” Nothing fits in a category at
first. R.E.M,, B-52’s, Talking
Heads—these are all great bands
making great music. Janata is the
same way.”

Janata believes his group’s sound
is broad enough to step beyond any
boundaries. “Our audience won’t be
the New Kids On The Block crowd,”
he says, “‘but probably people in
their 20s, 30s, and so on. We'll get
people who are into rock’n’roll,
maybe even the hard rock/Guns N’
Roses type fans.”

With a tour due to begin in the
spring, the band is already looking
ahead. “I'm always writing,” says
Janata. “We're thinking about the
second album. It sounds funny to
say, but we're ready to go! Touring
will be great, but we're ready to

| move on and get better.”

ELIANNE HALBERSBERG
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~ I's All in the Stars—the Superstars—
Who Will Be Hitting the Road This Summer
in Greater Quantity and Quality Than They

Did in '89, a Year of Transition in the

Rapidly Evolving Concert Business.
By THOM DUFFY

n the ever-cyclical concert business, the wheel is turning
toward boom times again with a host of top acts bound
for the road in 1990. And while new ways of doing busi-
ness promise to reshape touring practices in the new dec-
ade, some constants remain—like the drawing power of top
! ] pop stars.

g 20 i 5 - - 7. ‘ : 4 [n the wake of a lukewarm concert season in 1989, domi-
~ George M. éulh_v )orts Aresa, s ) = =——— c nated by stadium tours by the Who and the Rolling Stones,
 m — : R - A ' this year is expected to bring a string of platinum-edged out-
ings. Phil Collins, Paula Abdul, Eric Clapton, Janet Jackson,
Madonna, Tina Turner, Whitney Houston, INXS and Steve
Winwood are among those on tap for the '90 touring roster.

Several artists who kicked off tours in '89 will likely roll on
through much of this year, including Billy Joel, Aerosmith,
Whitesnake and New Kids On The Block.

While the Stones may keep rolling in Japan and Europe,
Paul McCartney, who staged his first U.S. dates in 13 years
in December will return in February for another run of arena
dates and, possibly, a stadium swing this summer.

“I don't know if it was in the stars or something,” McCart-
ney said, during his tour stop in New York. “I don't think any
of us rang each other and said, ‘Are you coming out? So am
i 1t wasn't like that. But a lot of people have come out.”

While metal acts like Aerosmith and Motley Crue are seen
by many as the closest thing to a sure bet in the year ahead,
urban-dance acts also show promise with the present pro-
motional power of the crossover-urban radio format. Still

] - 5 ST others stress that the variety of concert attractions on the
] g = ; o boards signals the strength of the business.
= 3 “There seems to be room for a potpourri—~comedy, jazz,
I and more,"” says Marty Klein, president of the Agency for the
Performing Arts. "It's quite simple. One night you'll have
Poison in the venue, the next you'll have Stephen Wright and
the next night you'll have Wynton Marsalis.”

Aside from the availability of top talent, there is a range of
issues affecting the concert business on a day-to-day basis,
including concerns with insurance, ticket prices, merchan-
dising and more. But promoters, agents and venue opera-
tors also foresee more fundamental changes in the tour
business in the '90s. As venue operators increasingly buy
talent directly, as mega-acts such as the Stones consider na-
Flor da Su=coast Dome, 3. Petershurg tional promoter deals, as sponsorship deals spread, tradi-
tional business relationships among acts, booking agents,
promoters and venues are shifting.

“The lines that used to be very distinct are becoming
(Continued on page C-10)

e

www.americanradiohistorv.com


www.americanradiohistory.com

Great Western Forum, Los Angeles

Louisiana Superdome, New Orleans

Ocean Center, Daytona Beach, Fla.

Concert Industry Tightens Act to Meet Economic
Chalienges of '90s That Threatenr Limits or Prosperity

By THOM DUFFY

espite the promise of a strong talent lineup on the

road in 1990, the concert and venue business is

grappling with an imposing list of concerns and ques-
tions in the year ahead.

Will insurance coverage be available and affordable, par-
ticularly for rap and metal shows? Are stronger security
steps needed at some shows? in an era of tight radio play
lists, are new methods needed to advertise and market
shows? Are ticket prices rising beyond a level acceptable to
most fans?

Will the aging baby-boom generation continue to make
concert-going a prime leisure-time activity? What effect wili
growing corporate sponsorship have on the concert busi-
ness? Will a growing number of venues, particularly amphi-
theaters, saturate some markets?

Promoters, agents and venue operators interviewed say
these are among the challenges they are dealing with as
their business enters the '90s.

Many of these issues are on the agenda of the North
American Concert Promoters Assn., representing more than
a dozen of the nation’s top regional promoters. Insurance is

prime among them, says Ben Liss, executive director of the
association, because “metal and rap definitely are major
concerns with the insurance carriers. Promoters have tradi-
tionally assumed a tremendous amount of liability.”

But coverage has become more important for several rea-
sons: the proliferation of personal injury suits in the concert
field, as in other areas; the perception that shows by rap or
metal artists are more trouble-prone; and the increased in-
volvement of corporate sponsors with considerable financial
resources.

in the wake of a stabbing at a rap show at the Nassau Coli-
seum in Uniondale, N.Y. in September 1988, the promoter
of the date, G Street Express, had its bianket insurance cov-

" erage cancelled by Trans America. G Street obtained re-

piacement coverage but its troubles typify concerns in the
rap field since, which have encouraged promoters to pack-
age rappers with non-rap headliners. But experienced venue
operators say security problems are not unique to any par-
ticular concert crowd.

“The blame for the problems should not be placed on the
[musical] idiom,” says Doug Logan, VP of Ogden Allied Fa-
cility Services. “It should be placed on those who don't take
it seriously enough to implement proper security.”

Mainstream Clubs Turn into Goldmines for
Rising Rockers in Search of Fresh Audiences

By ELIANNE HALBERSBERG

hile arenas are preparing for the oncoming crush

of mushrooming shed, stadium and amphitheater

tours that have come to define the summer sea-
son, mainstream clubs continue to boast a veritable gold-
mine of new and established touring acts. Last year was a
banner year for club owners who for the most part experi-
enced their strongest annual revenues. Based on these sta-
tistics, surveyed management personnel agree that 1990 is
thriving on a bountiful supply of talent.

Bud Becker, entertainment consultant of Hammerjack’s
(Baltimore, Md.—capacity 1,850), notes that his venue av-
erages 10-to-15 concerts per month. “For us, good rock’n-
'roll has come back. The excitement level is so high for these
bands. They're in the same mold, a similarity of genre, but
distinct in styles. A lot of them have come out of bars and
into concert halls like ours. They're adaptabie to a wide vari-
ety of rooms. These new bands are so visually appealing—
they have an aura about them and are larger than life to the
nightclub audience.”

“1989 was the first major year we launched concerts,”
says Steve Gold, executive director of New York's Palladium
(cap: 3,500). “We averaged about 36 major shows of all
types and it was a very strong year. Renovation increased
our sight lines and gave more flexibility for events and
moods. We're also the only U.S. venue with an in-house Vari-
lite system, which makes it impressive. Our 1990 calendar
is looking even better than 1989, and 1989 was one of the

best since we opened.”

Mark Ruplinger, entertainment director of The Post Office
(Augusta, Ga.—<cap: 500) notes, “Compared to previous
years, this one is a strong year and prospects look good. For
us, this has nothing to do with the national marketplace.
We're having successful concerts from Kris Kristofferson,
the Smithereens, Blackfoot, Steve Morse, Dreams So Real,
the Indigo Girls. Overail, the market isn't that much stron-
ger. It's just that our local bands are better. There is also a
trend in Grateful Dead-type bands, bands playing that type
of music. We got a lot of them through here.”

Art Boerke, director of promotion for Rockafellas’ (Co-
lumbia, S.C.—cap: 250), says everyone from Bang Tango to
Skid Row, Junkyard, Bullet Lavolta and Raging Slab make
business notably strong. “My problem is | book too many
good shows and get cheated by my love of music. | schedule
too many shows because the opportunity is there and it
pulls on the purse-strings, especially in markets like Colum-
bia, where you can't exploit too much money. People run out
of it, so you have to strike a balance.”

Despite the good fortune of surveyed halls, the club
crunch is not going unnoticed, thanks in part to finances
and—of course—touring packages, a trend discussed in
this special last year (April 22, 1989).

Promoter Charlie Brusco of Atlanta’s Brusco/Barr Pre-
sents explains, “There's not much left for clubs as a result
of everyone trying to put their acts out during amphitheater
season. What you might see happen for clubs is good busi-

(Continued on page C-7)

A wrinkle in the insurance issue has been added by the
increased involvement of corporate sponsors with both indi-
vidual acts and venues. Those sponsors are mostly likely to
targeted by judges and juries as the “‘deep pockets” to pay
damages in liability suits, according to A. LeConte Moore,
senior VP of Marsh & MclLennan Woridwide, which devel-
oped insurance policies for the Rolling Stones tour and
Miller Beer's Texas Party concerts with the Who.

Obtaining insurance for concerts, however, may be easier
than assuring radio airplay for acts before they hit town,
promoters and agents say.

“One of the frustrations of this year is that radio is feeling
really cocky,” says Tom Ross at Creative Artists Agency.
“They're making big money and they're streamlining their
formats. Radio has been playing hit songs as opposed to
[developing] artists.”

Ross and others complain that stations often may agree
to co-promote shows simply to keep that role away from a
competitor without following through with more than mini-
mal support for dates. “You really need more of a grass-
roots promotion,” he says.

Jack Boyle of Cellar Door Concerts agrees. “‘When you're

(Continued on page C-9)
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’ Over $27 MILLION in Ticket Sales

Over 2 MILLION Fans attended Concerts,
Basketball Games, Family Shows and More!

’ The NBA Charlotte Hornets packed the house with
a record setting 3€ sold-out games!

1990 is going to be an even bigger year. Come
to where the fans love to show their support!
Bring your event of 4,000 to 25,000 to the Charlotte
Coliseum, one of the largest covered facilities of its
type in the nation.

@ Charlotte Coliseum

100 Paul Buck Boulevard, Charlotte, NC 28217
704/357-4700

Steve Camp, Executive Managing Director of the
Auditorium/Coliseum/Convention Center Authority
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Pacific Amphitheatre, Costa Mesa, Calif.

TimberWolf Amphitaeatre, Cincinnati

Starwood Amphitheatre, Antioch, Tenn.

Raawood Amphitheatre, Great American
Park, Santa Clara, Calif.

Arenas Face Changing Industry of Fewer Big Paydays
With Stronger Business Plan and Grass-Roots Promotion

By MELINDA NEWMAN

think if you took a snapshot of 1980 and another one at
the end of 1989, you'd see a maturity that has come into
the arena industry,” says Mike McGee, executive director
of The Summit, Houston. “It's treated more in a business
fashion based on economic margins from facility to promot-
er.”

And certainly economics were evident last year as the
Rolling Stones tour was a textbook case of Profitmaking
101. The act left no potential revenue stone, from rent
deals to merchandising to pay-per-view rights to sponsor-
ship, unturned.

And expect more of that sound business sense in the
'90s, say managers of several large (12,000 seats and up)
arenas from across the country.

“Each year we have to be more astute in our business
sense. Not just feeling what might be there, but knowing
which direction to go in. Knowing answers to questions be-
fore they're asked,” says Rosemont (lll.) Horizon's executive
director Rick Bjorklund. “We all look much closer at growing
and becoming better at what we do. It's not a revolution; it's
an evolution.”

Nowhere is that savvy more required than in the concert
industry. As more and more factors come into play—the
consolidation of the industry, the uprise of amphitheaters,
the changing role of promoters—arena managers have be-
come much more than just landlords.

“The days of the building manager who sits back and says
here's my rent and please call me when you want to rent it
are over. We have to be day-to-day involved on the promot-
er, agent and manager level,” says Thomas Trzos, director
of facility administration/booking for The Palace of Auburn
Hills outside of Detroit.

The concert schedule has always been the most unreliable

variable in an arena’s calendar. And while 1990 looks slight-
ly more promising, many building managers worry that the
diminished touring slate experienced during the late '80s is
now the norm.

“I'm concerned about the concert industry in the long
run,” says Peter Patton, assistant manager of the Richfield
(Ohio) Coliseum. “This semi-drought has been lasting quite
awhile and | don’t know if we'll ever get back to the days of
having the number of concerts that we were used to enjoy-
ing.”

“The shows just aren’t out there,” agrees Steve Camp, ex-
ecutive managing director of the Charlotte (N.C.) Coliseum.
“I've been around awhile and it goes through periods like
this when there just doesn’t seem to be a lot out. | think it
will come back to an extent, but if it doesn’t, then we're in
trouble.”

“| think concerts are still the big moneymakers,” says
Camp. "We're not doing as many as last year, but the ones
we do are biggies and we do well in concessions and park-
ing. We need to put people in the building and get parking
revenue and concession revenue. And if we get good rent
and merchandise deals, it's like gravy.”

Though concerts are still a vital part of the mix for an are-
na, as their numbers dwindie and the competition for them
increases, many large arena managers have placed an in-
creased importance on more stable bookings.

“You have your anchor tenants that give you your base
stability in scheduling and cash flow. The next level is the
family show, the rodeo, the Globetrotters . .. the good solid
every-year bookings. The third level is the one-time shot, like
concerts. The pay day can be higher on a per day basis, but
it's a risk reward situation,” says Bjorklund.

“QOur percentage of our total revenue from the family-type
shows have increased over the past four years,” Bjorklund

(Continued on page C-9)

Rock, Metal, Rap Keep Larger
Venues in Thick of Tour Action

By ELIANNE HALBERSBERG

espite big business for stadiums and amphitheaters,
large venues are managing, on the whole, to hold
their own and continue drawing both big names and
big crowds. Legendary acts and contemporary touring pack-
ages may opt for larger settings, particularly with the on-
coming summer months, but the flow of talent is enough to
keep arenas operating on a profit. If the first quarter of the
new year is any indication of things to come, 1990 should
easily surpass the very strong 12 months that laid its foun-
dation.

John Bolin, director of the Carolina Coliseum (Columbia,
S.C.—cap: 12,500) observes, 1989 was a real big year,
bigger than usual. A lot of groups were out, and more than
usual played the 10,000 to 15,000 seaters and toured the
Southeast. A lot of them were coming from Florida to North
Carolina and vice-versa [i.e. a March 6 performance by Ja-
net Jackson] and they run through here.

“If a 10,000 seat hall is not in the flyway, they won't do
business,” he continues. “If you're in high traffic, they'll stop
over. You could drive from New York to Miami and every
natural stop has a 10,000-seat hall! it's not worth a band
going out of their way to hit a hall. There are a lot of good
buildings in this part of the country. Proximity is every-
thing."”

Promoter Charile Brusco of Atlanta-based Brusco/Barr
Presents notes that in the region he covers (Pennsylvania to
Texas), “A lot of talent fioods in. With the opening of the
Lakewood Amphitheater, we did 28 shows from July to Sep-
tember 1989. Still, the mid-size venues are having a very,
very good season. This is also the most I've seen of baby
acts that everyone is trying to break. Business on every level
is been very good. The only problem is that the losers are
big losers and it takes four winners to make up for one ma-
jor loss.”

Julie Parise, public relations manager for Olympia Arenas
Inc., observes a healthy future for Cobo Arena (Detroit,
Mich.—cap: 12,191) with the addition of the MAC College

Basketball Tournament, Univ. of Detroit basketball, family
shows like “Sesame Street Live” and an upcoming indoor
soccer league.

Above all, however, ‘‘Detroit is a rock’'n’roll town, no
doubt, and we have maybe four or five concerts a month.
Rap does real well also. Between Cobo, The Fox and Joe Lou-
is, it's been very strong. Cobo is a fun place for concerts. It's
acoustically perfect, with no exposed beams. It's very inti-
mately built, the sound is fabulous, and it’s pretty to look at.
Cobo is 30 years old and it's a nostalgic place for many resi-
dents. We sold out Stevie Ray Vaughan/Jeff Beck, Ted Nu-
gent plays every New Year's Eve, Journey, J.Geils and Bob
Seger all recorded live albums here; Prince sold out in 40
minutes; Bon Jovi sold out a couple of nights."”

Bolin agrees that ‘‘rock’n’roll, especially heavy metal, is
what these halls are made for. It's the music that fits best,
shows well, and is designed for this environment. We get big
crowds in and out very quickly. They participate in the
shows and it’s still the big seller. I'm the biggest proponent
of heavy metal. It's the most fun, most profitable and non-
destructive.”

Brusco agrees, “The crowds here are easier to deal with.
Even Metallica crowds in the Southeast are nothing like the
Northeast.”

Security at Cobo is “great,” Parise enthuses. “We're city-
owned, so the city police is part of our security. It gives peo-
ple a nice feeling to know the building is monitored. We have
a trained staff, but the look of actual police gives a sense of
security. Parking is excellent, very well lit and because of our
conference center, you can walk indoors almost from your
car to the arena. We work very closely with the police de-
partment and they add a few cars for concerts.”

“Security needs are going down,” Solin states. “Crowds
are real well-behaved and you don't see the problems of
years ago like stage crashing or chair stacking. There are
103 glass doors on our concourse, so we have a lot of door
guards. With metal shows, we have more police. It changes
with each show.”

(Continued on page C-10)
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Chicago (October, 1977)

Emerson, Lake & Palmer
(November, 1977)

Jethro Tull (December, 1977)

John Denver (March, 1978)

Fania All-Stars (June, 1978)

Yes (Septem:ber, 1978)

Bob Dylan (September, 1978)

Richard Nader’s Rock & Roll
Spectacular (October, 1978)

Queen (November, 1978)

Rod Stewart (June, 1979)

Kiss (July, 1979)

Peter Frampton (August, 1979)

New York Salsa Festival
(September, 1979)

Grateful Dead (September, 1979)

Bee Gees (September, 1979)

The Who (September, 1979)

MUSE ““No Nukes’’ Concerts
(September, 1979)

1976-1989
LOGE $28.50

Earth, Wind & Fire
(October, 1979)
Isley Brothers (June, 1980)
Billy Joel (June, 1980)
Bruce Springsteen
(December, 1980)
Moody Blues (July, 1981)
The Jacksons (August, 1981)
Black Sabbath (May, 1982)
David Bowie (June, 1983)
Menudo (June, 1985)
Aerosmith (April, 1986)
Neil Diamond (July, 1986)
Stevie Wonder
(September, 1986)
Genesis (October, 1986)
Pink Floyd (October, 1987)
Val Halen (October, 1988)
New Edition (February, 1989)
Paul McCartney
(December, 1989)

Madison Square Garden, the greatest arena in
the world, showcases your top talent to capacity

crowds, time after time. I

nfact, we've set the Gold

Ticket standard honoring those outstanding
musicians who have played to over 100,000 fans.
During the last 13 years, more than 35 Gold
Tickets have been awarded to some of the most
prestigious acts in history.

Play for the Gold.

Play the Garden!

Call Wayne Sharp, Director, Music and Variety,
Madison Square Garden Enterprises, (212) 563-8023.

madison square garden

A Paramount Communications Company

Alternative Club Scene
Growing by Leaps and Sounds

By ELIANNE HALBERSBERG

hile media and sales
trends still point to heavy
metal as the primary
source of listener appeal and finan-
cial profit, the alternative market is
growing in leaps and bounds. Alter-
native radio stations and clubs
have become big business, and the
trend continues to expand. Venue
owners agree that although 1989
was a strong year, based on first
quarter profits, the prospects are
looking even better for '90.

Debi Mayberry, owner of The Sun
Club (Tempe, Ariz.— cap: 250) ob-
serves, ‘‘Business here is good be-
cause we offer live music seven
nights a week, local and national
acts. We're primarily a showcase
club, so people are always guaran-
teed to see something new. It took
a while for the alternative scene to
surface here. Last summer, Phoe-
nix got their first alternative radio
station, and it's something every-
body here wants. We've done well
with the bands like Firehose, the
Dickies, Flaming Lips, Meat Pup-
pets, and Dinosaur Junior.”

The signing of area bands such
as the Subdudes and Twice Wilted
have increased agency interest in
Denver, according to Michael Lus-
tig, entertainment director of The
Garage at 23 Parrish (cap: 250).

“We're getting a lot more nation-
al acts and focused on developing a
local original scene. That’s our first
goal. We're the only room with a
stage, full sound system, and
lights. Agents are more open to
Denver as a place to build up and
coming acts. They usually bypass
us and go to the West Coast. Bands
have done well here—we did real
well with Bob Mouid, the Pixies, the
Weathermen, and sold out Del Fue-
gos. As a result, agents are more
likely to give me bands. | do 1,500
people through my building per
night, including 700-800 upstairs,
and the 250 in The Garage, where
the live entertainment is.”

Xymox, Bad Manners, Book Of
Love, A Split Second, and Informa-
tion Society are among those
named by Max Nee, owner of Club
Postnuclear (Laguna Beach,
Calif.—cap: 400). “The trend for
us is a lot more synthesized
sounds. Industrial is happening
right now. Where metal is predomi-
nantly guitar-based with drums as
backup, industrial has drums as an
electric forefront with heavier,
gruff vocals. It's not a huge audi-
ence, but it's there and has its con-
verts. It doesn't have a heavy main-
stream appeal, but is popular with
the alternative crowd. We're finding
a softening in the live music audi-
ence due to saturation. It's hard to
pull audiences out to experience
new groups.”

“The market is good,” says Joe
Shanahan, owner of Chicago's Cab-
aret Metro (cap: 1000), “but it
could be better. It's hard to say
why. A lot of bands have moved
away from my level to the smali
and mid-size venues. Touring pack-
ages have hurt clubs. Two bands

that would have played here will
now play together in a 2,500 seat
hall.”

Interestingly enough, alternative
music has nestled into a comfort-
able Southern home. Promoter
Charlie Brusco of Brusco/Barr Pre-
sents notes success with concerts
by Hoodoo Gurus/the Connells/
Uncie Green, PIL/Flesh For Lulu,
and Red Hot Chili Peppers/Raging
Slab/Fetchin’ Bones.

“The Atlanta alternative market
does very, very well, he notes. “We
do a lot of these shows in small
halls and clubs. Pop Will Eat Itself
sold out The Cotton Club. The only
problem with these shows is that
without real airplay, ticket sales
stall at a certain point. WRAS and
WUOG give good coverage; REM
and the B-52's coming from here
make this a good area for that kind
of music. | hope we get it to a point
where these bands can eventually
play amphitheaters. To this day,
Oingo Boingo does 15,000-
22,000 in Los Angeles and that's
what we've got to be able to do. It's
moving toward that. The younger,
club audience is helping the alter-
native market pick up a lot.”

Lustig agrees, “‘Since all the
noise bands have played and the
subtype bands like Skinny Puppy
realize that they will never be Alice
Cooper, more melodic bands like
Miracle Legion, Exene and the
Swans are on the rise. it's not how
loud, but how much fun you can
have when you play. It's the rise in
independents. A lot of record com-
panies get away from what goes on
on the street. Everyone slept on
Love And Rockets/Bauhaus for 10
years. REM went from independent

to a big money-making thing. Com-
panies are now getting back in
touch. Plus, alternative has a cer-
tain hipness that metal doesn't
have.”

‘Alternative is definitely more
surefooted than ever,” says Shana-
han. “The club and dance scene is
more influential on live stuff, and
signings from the midwest will
help. There is a definite division.
you won’'t hear Bob Mould in a
dance club, but you would hear
Husker Du in one.”

Keeping enthusiastic audiences
in check is, collectively, no prob-
lem. Most venues keep an 18 and
up age policy with no alcohol, occa-
sional concerts are all-ages, and al-
cohol-serving halls simply avoid
hard liquor sales. In-house security
is minimal, and the college age
crowd, for the most part, is beyond
fisticuffs and scuffies.

On the not-so-good front, howev-
er: ticket prices are stable at best,
but don’t expect them to drop. Av-
erage cost: $10-$12, with an occa-
sional low rate for new talent, and a
hike on the bigger names. “A lot of
our shows are $5,"” Lustig ob-
serves. “We try not to go over $10.
The Pixies and Bob Mould are $22.
That's ridiculous and not fair. It
doesn't offer incentive to go see
new bands.”

Booking on the alternative scene
remains a primarily in-house func-
tion, and for Nee, “We promote in
conjunction with the opening act.
They are responsible for assisting
with leaflets and ticket sales.” Lus-
tig, meanwhile prefers “to do ev-
erything myself, from hanging up
fliers to cleaning dressing rooms. |
encourage bands to let loose, have
a good time. It's really easy. And |
take no commission on merchan-
dise,” a sentiment shared by most
surveyed. Says Shanahan, “It has
no big effect on us. It depends on
the band. Mainstream and metai

M.C.Hammer at Vertigo Club, L.A. (Photo: Greg Farber)
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bands sell more merchandise, but
a good design with the band's
name on the front and venue/date
on the back is something people
love to buy, as opposed to generic
stuff.”

Drawing crowds to the aiterna-
tive clubs is mostly a word-of-
mouth campaign, and getting the
message to the streets is indeed
the key.

“For us, it's radio because they
play a lot of alternative bands,”
says Mayberry. "*We also do a Iot of

fliers and the local record stores

help with promotion.”

“It's word-of-mouth and the per-
formers,’" says Nee. “If word is
great, people flock in. We had an
East Coast artist, Noel, tour the
West Coast for the first time and
25 people came. It was our worst
concert and did fairly well for his
overall tour! He was a dance track
artist with something on the charts,
but we couldn't get word-of-mouth
out, as much as we promoted.
Bronski Beat, however, has a
strong underground following and
it took less than a week to get the
word out. They drew 300 people.”

“It's word-of-mouth and print,”
Shanahan asserts. “The Chicago
Reader comes out once a week.
WXRT is somewhat involved, de-
pending on if they play the record,
then they talk about the band. We
sold out Soundgarden with no radio
advertising. It was just fliers and
talk on the street.”

“Radio and fliers,” Lustig con-
curs. “There are 40 stations in
Denver, so people are apathetic.
They hear everything and don't
commit to anything. But if radio is
on it, it can sell anything. With me-
lodic bands, it's working a lot bet-
ter. People will come hear them
and they don’t walk away.”

MAINSTREAM

(Continued from page C-2)

ness from January to March, but
once the summer packages are
out, it will get tough. When we take
bands to places like The Cotton
Club [500 seats] or Center Stage,
we do it to help new talent, not to
make money. |f we don’t play new
talent now, at some point we'll all
be in the classic rock business! I've
seen some real good up-and-com-
ing bands here—Enuff Z'Nuff, the
Front, Badlands, Bang Tango, Bon-
ham, who will be a major headliner.
Two years from now, these bands
will headline The Fox [cap: 4,678]
and The Omni.”

Becker observes, '“We're target-
ing 25-t0-34 year olds and gearing
up for acts coming back out, like
Debbie Harry, Loverboy, REO
Speedwagon, Cyndi Lauper. Artists
on their second time out are resur-
facing with a strong audience base.
Sixteen-year-olds on their last
swing are now 21. It appears we
will stay with accessible rock mu-
sic. It has a hard enough edge to be
hip, but is not so over the edge that
the market can’t appreciate it. | see
it breaking through the charts and
getting airplay.”

“We find dance-oriented acts like
Milli Vanilli and Paula Abdul are
hot,” says Gold. “If you look at the
charts, most of it is dance-oriented,

(Continued on page C-8)
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* NAMED NEW
VENUE OF TEHE
YEAR - Perfor
mance Magazine

* NAMED BEST
NEW CONCEET
VENUE - Polistar
Magazine

* HOME OF
THE 1988-89
NBA WORLD
CHAMPION
DETROIT PISTONS

% ATTRACTED VIORE TEAN
2.5 MILLION PATRONS

% HOSTED 167 EVENTS WITH
80 SELLOUTS incuding scld out
performances by STINC, DAVID LEE
ROTH/POISCN, IANDY TRAVIS, PINK
FLOYD (two shows), DEF LEPPARD (two
shows), GEOEGE MICHAEL (three shows),
BILL COSBY, =RIZ CLAPTON, ELTON JJHN
(four shows), RO STEWART (two shows),
AMY GRANT. MICHAE., JACKSON (three
shows), MOSCOWw CIRCUS, NEIL DIAMOND
(four shows), PO _SON

THE PISTONS BECAME THE
FIRST DETROIT PROF=ZSSIONAL
FRANCHISE TO SFLLOUT ALL
OF THEIR REGULAR SEASON
HOME GAMES (=1)

+;

* THE PISTONS
SOLD OUT ALL
NINE PLAYOFF
GAMES

* SELLOUT
CROWD FOR

“PALACEVISION"

TELECAST OF
NBA FINALS
GAME #4 FROM
LOS ANGELES

* SELLOUT FOR
“ISIAH’S SUMMER
CLASSIC” CHARITY
ALL-STAR GAME

* DREW A MICHIGAN RECCRD
BOXING CROWD OF 20,016

* LARGEST TOUR ATTENDANCE FOR
MOSQOW CIRCUS, GYMNASTICS
VICTORY TOUR, LONGHORN WORLD
CHAMPIONSHIP RODEO AND IMPACT
BICYCLE AND SKATEBOARDING TOUR

* SET A MEN'S TENNIS EXHIBITION
ATTENDANCE RECORD OF 16 011 FOR
JIMMY CONNORS VS. ANDRE AGASSI

# LOCATED IN THE HEART OF SUBURBAN
DETROIT, IN THE MIDWEST'S
WEALTHIEST COUNTY, WITH
6.5 MILLION PZOPLE

i
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For booking infermation, call:
Thomas D. Trzos, Director
of Facility Adminis-ration/Bookings
(313) 377-8200.

ONE CHAMPIONSHIP DRIVE = AUBURN HILLS, MI 48057
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“...the finest sounding facility I've ever played...”
Elton John

October 14, 1989

600 West Amelia Avenue Or ]ando .
Orlando, FL 32801 For Booking
Post Office Box 151 Information Call

Orlando, FL 32802 (407)849-2000

MAINSTREAM

(Continued from page C-7)

although they don’t want to be cat-
egorized as such. Speaking with
other venue owners, they had prob-
lems doing metal because damage
and the amount of security cut into
profit. Dance and pop eliminate the
additional expense. Also people are
becoming more mellow. We've had
sell-outs with Neil Young, Elvis Cos-
tello, the Neville Brothers, Bangles,
Bananarama, and Gipsy Kings.”

“l try not to look too far in ad-
vance,”” Boerke remarks, “because
anything can happen, but | expect
more of the same. Unfortunately, a
lot of people get out of going to
clubs, so you have to cultivate the
young people. We'll continue our
18 and up policy and they'll be with
us at 21. We lean towards rock'n’
roll and alternative, a lot of national
acts. We're the most successful
club Columbia has ever had.”

Ticket prices, surprisingly
enough, will remain steadfast for
the year. Palladium prices will re-
main constant in the $17.50 to
$22.50 range for top-name acts.
Rockafellas’ peaks at $12, but
says Boerke, ‘‘Bands want more
money all the time. If they do well
and | can give them optimum dollar
and keep ticket prices stable, I'll do
it. Unfortunately, as most national
acts sell more records, they want
more money. | can either say no or
give in. It depends on the bands.”

“We do a lot of free showcases,”
Becker explains, “‘or 97-cents ad-
missions. We range from $5 to
$10 for upscale returning acts. We
can maintain with our capacity by
keeping the prices down and vol-
ume of concerts up.”

While Palladium’s rock shows
are booked primarily by Ron Del-
sener, Hammerjack's and Rockafel-
las’ are completely in-house. Says
Boerke, *l do it all and make sure it
gets done. That way, if something
screws up, it's my fault and | can’t
point a finger. The grass-roots stuff
makes the business fun, feeling a
show succeeded because of you.
Although | don't scoff when the gift
show comes along that | don't have
to do anything for!”

Security needs, says Gold, “‘basi-
cally depend on the act, but it's
mostly nothing out of the ordinary.
On a sell-out, we have 25 to 30
people, including backstage and
dressing rooms. Our concerts are
age 16 and over.”

“Since the beginning, we've had
in-house security,” Becker notes,
“and we're into our 15th year.
We've had to replace some people
because we don’t do headbanger
music seven days a week and you
can't treat a drunk Cyndi Lauper
patron the same as an L.A. Guns
drunk. That's not to say excessive
force is needed, but you are dealing
with a different type crowd.”

“Our audiences are pretty well
behaved because we don't do red-
neck shows where people get
f***ed up, destroy things and
fight,”” Boerke states bluntly. ‘|
don’t do a lot of metal cover bands
and | don't go courting the
***holes.”

Drawing crowds to established
venues specializing in national acts
is not particularly difficult. ‘“‘We
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don’t do any drink or house spe-
cials,” says Gold. “We do a lot of ra-
dio, print, newspaper, and street
posters. People come to see the
acts they want to see.”

‘*Hammerjack’s spends
$350,000 annually in advertis-
ing,” says Becker. “That’s print, ra-
dio—everything. We're in Balti-
more's City Paper [multi-page full-
size ads] and in Maryland
Musician. And, we're in two mar-
kets—Baltimore and Washington,
D.C., which is the reason for our ex-
pansion. Washington is only 45
minutes away, a straight drive on
the interstate.”

“Once again, it depends on what
we’'re doing,”’ Boerke remarks.
“Advertising Blackfoot on a classic
rock station works well, but those
people don't care about Winter
Hours. Fortunately, Columbia is a
college town and college radio is
supportive. Fliers and newspapers
are most important. Nothing works
like slogging it out, putting up fli-
ers, and getting records played—
that and a reputation for bringing
in good bands.”

CHALLENGES

(Continued from page C-2)

doing new music, you can forget
about going to radio,” he says. “It
takes more awareness-building to
reach the audience. You're back to
using alternative newspapers and
putting flyers out. The best promo-
tions,” says Boyle, “‘are still done
the old way.”

Jam Production productions in
the Chicago market still include
“putting up posters, passing out
handbills at other concerts, listing
upcoming concerts in record
stores,” says Jam’s Jerry Mickel-
son. “We're used to radio not doing
a thing."”

But radio programming shifts
have helped other acts. “The trends
in radio have changed dramatical-
ly,” says Jerry Ade of Famous Art-
ists Agency who sees dance and
crossover formats fueling the rise of
acts on his rosters such as Dino, Se-
duction, Stevie B, and Sweet Sensa-
tion from the dance scene to the
pop mainstream.

Even if promoters successfully
build awareness of their shows, in-
creasingly they wonder if some
fans are discouraged by the rising
prices, not only of tickets but relat-
ed expenses.

“It's the overall cost of the night
of entertainment—the hot dogs,
the parking, the T-shirts,” says
Liss. “lt's a very serious concern.
At some point, there is a tevel of re-
sistance.”

Or is there? “Ticket prices are a
concern,” agrees Mickelson at Jam
Productions. “But on a big act you
can forget about the price.”

“The $30 Stones concert ticket
has solicited surprisingly little [neg-
ative] reaction,” notes Logan at Og-
den Allied. Yet he and others em-
phasize that acts will not price
themselves out of a market. Acts
and managers have greater control
over ticket prices than promoters
or venue operators. “Ultimatety,”
notes Logan, “it's left up to the peo-
ple who will get the most benefit
out of it.”

If an older concert audience is
willing to pay more for tickets, they
also will demand an improved con-
cert environment, an issue ad-
dressed by the designers of new
arenas who have provided more
amenities than earlier facilities. The
aging of the concert audience, as
well as security and insurance con-
cerns, also has led to far fewer con-
certs with general admission seat-
ing policies than in the past.

But the number of new venues,
particularly amphitheaters, which
have opened or are under develop-
ment around the nation is yet an-
other concern of promoters and
agents. “It has changed the way
things are done,” says Mickelson,
“because acts are gearing up more
for the summer, rather than tour-
ing all year round.” Such a situation
threatens to glut markets in a year
when talent availability is high or,
as happened in 1989, create unre-
alistic guarantees for acts when tal-
ent availablity is more limited.

“Across the board, guarantees
have gone up and percentages
have gone down,” notes Boyle at
Cellar Door. “The one prediction |
will make is that economic pres-
sures will continue to increase.”

ARENAS

(Continued from page C-4)

says. “And to some degree that's
healthy. It doesn’t put so much
pressure on us to put the pressure
on the promoter to deliver at any
cost.”

Most promoters are already feel-
ing the squeeze from amphithe-
aters that do their own promoting
and from the threat of more nation-
al tours like the Rolling Stones out-
ing that offer the regional producer
a flat fee rather than a percentage
of the take.

Although most arena managers
believe that national promoters will
continue to be used on only the su-
perstar status outings, the Rolling
Stones tour and other similarly run
projects have caused them to look
beyond their local promoters.

“The building has to be a part of
the process and bring into the fold
the local and the national promot-
ers so they can all work together as
a team,” says Trzos.

Arena managers express more
concern over other areas of busi-
ness, such as the consolidation of
services. Ogden Allied Entertain-
ment Services, which offers a wide-
range of services, is a limited part-
ner in Ticketron (the Centre Group
and the Carlyle Group recently be-
came general owners of the fatter).
The teading arena ticketing agent,
Ticketmaster, sold merchandise to
Rolling Stones patrons purchasing
tickets via the phone.

“My concern is that no company
can be all things to all people,,”
says Camp. “To be good at some-
thing, you probably need to special-
ize and my concern is that these
companies will get so large, they'll
get too far removed from what's
actually going on and won't be abte
to do the buildings justice.”

“It's up to the individual facility
to keep them as separate entities,”
Patton says. “If a facility allows one
entity to controt a lot of its different
components, that's their choice.”

Another trend that most arena
managers see growing stronger in
the '90s is private management.
Excluding venues that were built by
private concerns, more than 50 fa-
cilities have opted for private man-
agement from one of the several
firms such as Ogden, Spectacor
Management Group or Centre Man-
agement, that specializes in such a
service.

“Private management will contin-
ue and for buildings that have fi-
nancial problems that can be an as-
set, that may be the only recourse,”
predicts Camp.

“When you look back over the
last five years, many arenas have
been built by cities a5 monuments
to their communities,” says Bjork-
lund, whose facility signed a man-
agement contract with Ogden last

_year. “Some of those facilities have

experienced difficulties and that’s
what has given impetus to the ad-
vent of private management.”

Or as Fred Luetzen, manager of
Denver's McNichols Sports Arena
puts it, “In my opinion, the city-run
facilities had better get on the ball.
Do it or screw it. The handwriting is
on the wail.”

Most private management firms
offer their clients a menu of ser-
vices to increase profits in the
building. One of the strongest as-
pects of private management that
will continue to develop in the '90s
is the ability to offer acts a package

deal to play several of the facilities

a firm manages on a tour.

This is similar to how many of the
amphitheaters run by Nederlander
or MCA route tours. And even
though amphitheaters suffered the
most from the slack touring year,
arenas still continue to be hurt by
the competition. **At one time we
had a corner on the market. Now
MCA has an outdoor facility [Fid-
dlers Green] nearby,” says Luet-
zen, “'So we're sharing the market
and it's certainly affected us.”

East Rutherford, N.J.'s Meadow-
lands Arena, which already com-
petes with New York City's Madi-
son Square Garden for shows,
could face competition from three
new New Jersey amphitheaters if
all move from the current drawing
board stage.

“If they all come to fruition, and
if we continue to be competitive,
we'll still do 10-12 shows during

the summer,” predicts Meadow-
lands general manager Michael
Rowe. “Last year, we did 15 shows
during the summer. We lowered
our rates and got more competi-
tive. You make less money, but you
need to stay open.”

One reason for the rise in amphi-
theaters is their relatively small
cost compared to the construction
of full-scale arenas. Although many
arenas are still being built—most
by or for the incoming anchor ten-
ant—the building boom trend of
the mid-'80s is over.

“You don't see that many new
buildings being built,” says McGee.
“You can’t build one for much less
than $50-70 million {compared
with the $10-$25 miltion for an
amphitheater] and that's just too
tremendous a debt load.”
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(Continued from page C-1)

more fluid and the distinction be-
tween traditional roles is becoming
blurred,” says Ben Liss, executive
director of the North American
Concert Promoters Assn.

A notable example of how the
concert and venue business is
evolving came late last year when a
number of top regional concert
promoters discussed joining forces
to bid collectively on select major
tours on a national basis. The move

came in reaction to the Rolling
Stones’ landmark national tour
deal with a single promoter, Mi-
chael Cohl of Concert Productions
International of Toronto, offering a
less lucrative flat fee to promoters
for their participation. (Many of the
major promoters say they success-
fully negotiated more acceptable
deals before working with CPI).
The larger issue raised by the
Stones tour, and industry reaction
to it, is whether the touring and
venue business will increasingly be-
come dominated by major players
such who bypass the traditional

Our Name

Says

It All.

Play Houston's premier entertainment arena and you're on
top of one of the nation’s most dynamic markets.
There's nothing more to say. Let us show you.

L

The Summit

10 Greenway Plaza « Houston, Texas 77046
Contact: Mike McGee (713) 627-9470

agent-regional promoter system
and tackle several roles at once.

“As we see the rest of the indus-
try being taken over by huge con-
glomerates with deep pockets, it's
not unlikely the same thing could
happen with the touring business,”
notes booking agent Tom Ross of
Creative Artists Agency.

While no conglomerates are gob-
bling up the concert business yet, a
number of large companies are in-
creasingly involved in multiple seg-
ments of the industry. Ogden Allied
Entertainment Services, which has
moved from building management
to event promotion in recent years,
pltans an ambitious schedule of
venue acquisition in 1990, adding
an average of one building per
month to its current lineup of more
than two dozen nationwide, accord-
ing to Doug Logan, VP of Ogden Al-
lied Facility Services. Spectacor
Management Group has a growing
roster of 19 venues plus and also is
involved in direct talent booking at
its buildings.

“Building managers are no long-
er concerned [just] with the arenas
being cleaned and the parking lots
being well lit,"” notes Liss.

Ogden Allied Entertainment Ser-
vices is also a limited partner in
Ticketron, with the Centre Group
and Washington-based Carlyle
Group recently becoming general
partners in the computerized tick-
eting firm.

At the same time, Ticketmaster,
which has surpassed Ticketron in
the ticketing field, used its relation-
ship with the Rolling Stones tour to
spin off into new areas, selling
Stones merchandise and cable res-
ervations for the band’s tour-clos-
ing pay-per-view performance
through its phone-charge lines.

And as venue operators like Og-
den Allied and Spectacor have
moved more aggressively into di-
rect talent buying and event pro-
motion, promoters in turn are
building new alliances with building
operators. Pace Concerts of Dallas,
for example, under president Louis
Messina, has forged business rela-
tionships with MCA Concerts,
which last year opened the Lake-
wood Amphitheater in Atlanta, add-
ing to a string of MCA-Pace sheds
in Dallas, Denver, Nashville and Los
Angeles.

“Those of us who are going to be

able to provide comprehensive net-
works [of venues] are going to have
a large say’’ in how the touring
business develops, predicts Logan
at Ogden Allied. ““That’s very
threatening to people who have
been successful in using traditional
techniques.”

But as the new alliances—among
acts, promoters, agents, sponsors,
merchandisers, and venue opera-
tors—<create new opportunities as
well as tensions within the touring
field, many players remain optimis-
tic about business’ growth. As Lo-
gan wryly notes: “Don’t think that,
with the amount of money put on
the table [from top-name tours],
that reasonable people can't reach
reasonable agreements.”

LARGER

(Continued from page C-4)

Ticket prices, Brusco warns, “are
always going up. We've got a lot of
big names out in 1990—Motley
Crue, Aerosmith, Whitesnake,
McCartney, Billy Joel, Janet Jack-
son, New Kids On The Block, Ma-
donna, Phil Collins, Eric Clapton. In
Atlanta, { like to keep new artists
under $10. | think our amphithe-
ater prices were too high. We got
away with it, but we’ll make a con-
centrated effort this year to keep
them the same or bring them down,
especially for lawn seating. Ticket
prices are not as much a question.
if people want to see the band,
they'll pay. if we sell out New Kids
On The Block for $18.50 we could
put them at $20.50 and it wouldn’t
make a difference. But keeping it
down helps people afford other
shows."

“It's a variable,” says Parise.
“Detroit is a very competitive mar-
ket and the price is held down. Be-
tween Cobo, Auburn Hills, Meadow-
brook and Pine Knob, there are so
many good venues and events that
everyone is on their toes to make
sure they don't charge more than
they should. Cobo's top price is
$18; Motley Crue/Warrant was
$20 at Joe Louis.”

Although Brusco defines promot-
ers as “a dying breed,” venues still
rely heavily on such experts as
Brusco/Barr, Brass Ring, CNC, and
Cellar Door for major attractions.

“We do our own pop series and

selective promoting if it has a uni-
versity connection,” says Bolin,
“but we're pretty much a rental
building. Promoters are willing to
take more risks. As fickle as audi-
ences are, and as expensive as
shows are, promoters roll the dice.
| tip my hat to them and am glad
they're out there, because they do
get financially beat up occasional-
|y‘”
While platinum-selling names
generate their own sell-outs with-
out motivational tools, Brusco re-
marks, ‘| went back to the streets.
Posters, fliers, advertising, and
whatever | can get radio to not
make me pay extra for! All these
things heip, and we have great co-
operation in Atlanta.”

“Tradition is very important here
and people don't want that
changed,” Parise states. ‘“Radio
and print are very heipful in devel-
oping campaigns. We're very fiexi-
ble.in sponsorships, and a tie-in is a
successful way to make things
work, make it an event, not just a
concert. We're heavily promotion-
minded and love branching into the
community. The real tool is having
quality product, keeping the arena
clean and safe, and making the
event a nice place to be and a nice
thing to do.”

“A lot of it is self-promotional,”
Bolin concludes, ‘‘staying in front
of people and making your building
a safe, clean, fun, entertaining
place to go. You can never get off
that kind of research—talking to
people who come to your building
and finding out what's good and
bad. If the building is perceived as
unsafe or unfriendly, it hurts in the
long run.

“People will go if the act is popu-
lar, but no act is that popular. If
your building is not the place to be,
they won't come. They'll go some-
where else. The dynamic to selling
tickets is a good act and a good
building. Problems won’t solve
themselves. The public will decide
you're not worth it, especially with
the expensive tickets. Patrons re-
think whether it's worth going. Any
time anything changes, you've got
to get aggressive and make sure
your building looks good.”
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H COUNTRY

Roxy Music. It was a night of Epic firsts at the Roxy in Los Angeles as Tammy
Wynette made her first Roxy appearance and newcomer Doug Stone (see
Nashville Scene, below) played outside his home state of Georgia for the first time.
Enjoying the night’s euphoria, from left, are Chris Lane, Weedeck Radio Newtork;
actress Faith Ford (from “Murphy Brown™); Bob Montgomery, VP of A&R, CBS
Records/Nashville; Wynette; Stone; Bob Guerra and Lisa Puzo of KZLA Los
Angeles; and Jack Lameier, director of promotion, CBS/Nashville. (Photo: Lester

Cohen)

B BY EDWARD MORRIS

NASHVILLE—If production con-
tinues at its present pace, 1990
could be the most prolific year yet
for country music videos. A Bill-
board survey of five of the top
Nashville-based production houses
reveals that these facilities have
already produced almost half as
many videos in the first quarter of
this year as they did during all of
1989.

Last year, ACME Pictures, Stu-
dio Productions, Scene Three, Dea-
ton Flanigen, and Dream Ranch
produced approximately 108 coun-
try videos. To date, these same

TALENT WATCH: STONE COUNTRY. Once again
when it looked as though radio, video, and consumers
had absorbed the last new face on a country music
chart that’s crammed with brand new talents ...
along comes Doug Stone. Most entertainers end their
careers with a pine box, but Stone, a brilliant new Epic
artist, launches his with one. “I’d Be Better Off (In A
Pine Box)” is one of the strongest debut singles to
crack the Billboard Hot Country Singles chart since,
gosh, those old-timers like Clint Black, Garth

Newcomer Stone Rolling To A Good Start

Epic Artist’s Debut Launched By A ‘Pine Box’

make for a powerful follow-up. Stone’s set drew a
standing ovation and an encore. “I’d Be Better Off In
A Pine Box (On A Slow Train Back To Georgia)”’
jumps to a bulleted 23 on this week’s Billboard Hot
Country Singles chart. But Stone’s train is highballing
out of Georgia like Amtrak’s Crescent, and it will soon
be stopping at every country station in the U.S.

SO LONG, RAY: Bob & Ray were not country come-
dians, but they sure kept this country laughing, and
their sense of humor en-

Kentucky Headhunters
came along over the past
year. The song’s title be-
lies its power, creativity,
and grace. It’s a gem
that was written by
Johnny “Dog” MacRae
and the Kentucky wild
man who makes the
Headhunters look like
choirboys, Steve Clark. A recent trip from Lexington
to Nashville by Clark and his co-conspirator in mad-
ness, Jimmy Lambert, brought to mind the early
Nashville roaring days of Roger Miller. Someone
asked Miller’s drummer how long the high-flying king
of the road had been awake, and the drummer replied,
“I’'m not sure—I've just been with Roger a year and I
don’t know how long he had been up before that.”

A recent WKHX radio-sponsored Stone perfor-
mance at the Buckboard in Atlanta proved that the
Newnan, Ga., native is a polished performer. A quirky
and quaint country singer, Stone wore dark pants, a
black jacket, white shirt, and a super bola. On “Born
To Boogie,” Stone does Hank Williams Jr. almost as
well as the real article does, and he shows his rock
leanings with a rousing Doobie Brothers number, but
the Stone Age dawns with such solid country selec-
tions as the wonderfully intricate double-entendre
“It's A Good Thing I Don’t Love You Anymore” and a
song dedicated to his mother and father, “These Lips
Don’t Know How To Say Goodbye.” Both proud par-
ents attended the show, and Stone won the hearts of
anyone who has ever been a mother, father, son, or
daughter by walking down into the audience to sing
for them and dance with his mom. Those guys should
o on the road with him.

Like most newcomers without an extensive catalog
and used to playing clubs where the locals want their
cover versions of major hits, Stone tends to throw in
more covers than necessary (he also offered Shenan-
doah’s “Church On Cumberland Road”’). Once his first
album, “Doug Stone” (Epic ET/EK-45303), gains the
wide airplay and sales it deserves, that problem will be
solved. As poignant as ‘“Pine Box” is, the best song of
the night was “My Hat’s Off To Him,” which could

Brooks, Alan Jackson,
Mary Chapin Carpen-
Nashville

ter, Travis Tritt, and the

by Gerry Wood

livened the lives of many
of those who work in the
country music industry,
including one of the big-
gest Bob & Ray fans of
all—Tommy West. Sad-
ly, Ray Goulding died at
age 68 (Billboard, April
7), but his pairing with
Bob Elliott will leave
many memories with
those who enjoyed the
duo on radio, in movies, on TV, and on Broadway.
Their characters included ace newsman Wally Ballou,
who would conduct a live, on-the-street interview with
the head of the Cranberry Pickers Assn. while com-
pletely oblivious to a bank holdup and shootout just a
few feet away; the deliciously redundant McBeeBee
Twins who both talked at the same time; Mary
McGoon: sportscaster Biff Burns:; and the frenetic
TV talk show host who was suddenly stuck with a sur-
prise guest, the president of the S.T.0.A.—the Slow
... Talkers ... Of ... America. Their mock sponsors
included Einbinder Flypaper, Mushies—the cereal
that gets soggy without milk, the Bob & Ray House of
Toast, and the “makers of chocolate cookies with the
white stuff in the middle.” These guys were classics.

ACM UPDATE: The performers for the 25th annual
Academy of Country Music Awards show have been
set. Randy Travis, Hank Williams Jr., and Kathy
Mattea head the list. Hosts are Alabama. George
Strait, the Judds, and Tammy Wynette. A silver anni-
versary medley will feature Dwight Yoakam, Ricky
Van Shelton, Restless Heart, T. Graham Brown, Ja-
nie Frickie, the Gatlin Brothers, Mickey Gilley. and
Lorrie Morgan. Also, all nominees in the newcomer
categories will perform: Daniele Alexander, Clint
Black, Jann Browne, Garth Brooks, Mary Chapin
Carpenter, the Kentucky Headhunters, Lionel Cart-
wright, Shenandoah, and Wild Rose.

SIGNINGS: Songwriter Don Sampson to the Opry-
land Music Group’s Milene Music ... Steve Wariner
to Buddy Lee Attractions for bookings ... Mike
Snider to Top Billing Int’'l for personal appearance
representation.

companies have completed—or are
near completing—about 47 such
projects.

The company owners or repre-
sentatives all agree that there is a

‘As videos become
more accepted, they
get a little
bit more creative

growing acceptance by record la-
bels that videos are a basic artist-
breaking and album-marketing
tool.

By pop standards, country vid-
eos are still bargain items. Those
polled say the major labels here
budget from $15,000 to $75,000 for
each project. Music video produc-
tion represents from half to all the
income of these companies.

Except for Scene Three, which
has elaborate technical facilities,
the companies surveyed depend
heavily on independent contrac-
tors to handle such technical
chores as photography, lighting,

Country Video Growing At A Steady Clip
Ist-Quarter Production Half Of 89 Total

audio, and staging.

Joanne Gardner, who co-owns
ACME Pictures with artist Ro-
sanne Cash, contends that market
dynamics are leading to better-
quality country videos. She says,
“As [videos] become more accept-
ed and more people get into them,
they get a little bit more creative.
People tend to go out on the edge a
little bit more . . . I think it’s final-
ly getting to the point where it’s
fun to experiment. I'm seeing hu-
mor in country music videos. I'm
seeing dance. I'm seeing some
really beautiful photography.”

A side effect of all this video ac-
tivity, Gardner observes, is that la-
bels are not rushing production as
much as they did in the days when
video was almost an afterthought.
“I've had six weeks to do prepro-
duction on a Kathy Mattea video,”
she reports.

According to the others sur-
veyed, however, production is still
a relatively hurried matter. Greg
Crutcher, who owns Dream Ranch
Pictures, says, ‘“‘From the time I
turn in a treatment until the time I
turn in a finished product, it’s gen-

(Continued on page 34)

Royal Laughter. Atlantic Records act Billy Joe Royal, right, jokes with
interviewer Walt Adams as cameraman Garry Langham prepares for the taping.
The segment, for Pan Am'’s In-Flight Services, will be used on west-bound flights
for the next few weeks. (Photo: Alan L. Mayor)

NASHVILLE—The Nashville
Network has debuted ““American
Music Shop,” a series of weekly
half-hour shows that feature a
wide spectrum of musical styles.
The shows are taped at Vander-
bilt Univ. here before live audi-
ences.

Artists who headline the series
are asked to select other acts
they admire to perform with
them.

In the debut show, Nanci Grif-
fith worked with songwriter/
singers Guy Clark and James
McMurtry.

Upcoming shows will feature
the O’Kanes with Jesse Winches-
ter and Ralph Stanley; Marty

TNN Bows ‘Music Shop’
Series At Vanderhiit Univ.

Stuart with Earl Scruggs and
Pete “Bashful Brother Oswald”
Kirby; John Hartford with Tony
Rice and Vassar Clements; Fos-
ter & Lloyd with Steve Earle and
Joe Ely; Jonathan Edwards with
David Bromberg and Pam Tillis;
Maura O’Connell with Michael
Johnson and Strength In Num-
bers.

Also Larry Carlton with Vince
Gill and Lacy J. Dalton; Jesse
Winchester with Tracy Nelson
and John Cowan; Vince Gill with
Sweethearts Of The Rodeo; and
Larry Carlton with Michelle Pil-
lar, Marvin Winans, and Connie
Smith.
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COUNTRY VIDEO GROWING AT A STEADY CLIP

(Continued from page 32)

erally two to three weeks.” Some-
times, says Heather Hawthorne,
an assistant at Studio Productions,
a label may allot only one week.

As more videos are ordered,
Gardner notes, labels are looking
for ways to save money. She says
she has convinced some of her cli-
ents to shoot two videos by two
different acts once she has a crew
assembled.

George Flanigen, co-owner of
Deaton Flanigen with Robert Dea-
ton, says ‘‘the quality level [of

FOR WEEK ENDING APRIL 14, 1990

country videos] has gone up im-
mensely’’ now that labels are
“friendly’”” to the medium. Since
his company opened five years
ago, music videos have risen to ac-
count for 60% of its income.

Representatives of both Scene
Three and Studio Productions
point to video’s growing impor-
tance in breaking new artists as
one of the industry’s most signifi-
cant trends.

Crutcher complains that there is
a bias in Nashville toward using

Los Angeles directors for coun-
try's most lavishly financed vid-
eos: “It’s disturbing to me that all
the really big budgets are going to
companies based outside of Nash-
ville. If L.A. people did a lot better
videos, that would be one thing.
But I don’t see that happening.”

Keene Garrett, marketing rep
for Scene Three, disagrees with
Crutcher's appraisal, noting that
her company has not suffered
from such favoritism.

In addition to producing regular

music videos, Crutcher’s Dream
Ranch is also doing home video
packages. So far, it has done proj-
ects on Keith Whitley and Don Wil-
liams and is starting one for Ala-
bama. Dream Ranch has been in
operation for two years.

Here is the approximate number
of videos produced last year and
the first quarter of this year by the
companies surveyed: Dream
Ranch, 12/3; Studio Productions,
30/4; Scene Three, 30/25; Deaton
Flanigen, 11/5; and ACME, 25/10.

Marc Ball owns Scene Three,
and James May, Coke Sams, and
Mary Matthews own Studio Pro-
ductions.

A new Tennessee
VSDA chapter is
fighting a bill
that could restrict
R videos and games
... see page 37
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Q0| 1 | v | &8 | SEENEHODMN, WAER GRS 7 1351 : A tooL —
P B s v o] |8 | % | @ | o | SEEIRATOOL, * RS ELToN
JJENNINGS M.C.CARPENTER (RROYER, RLINN) COLUMBIA 38 73202/CBS @ . - . Ek‘&&‘éﬁ'&f&?@‘; ﬁgL?E.IF;)WORTH K,,,,‘%IQJL'\QAJT%A
g . . F. 76746-4
@[ 15 | 5 | 6 | WALIAMAY o omonous oo ® CLINT BLACK e e i
51 4 44 21 AREYNOLDS (J.VEZNER. D.HENRY) MERCURY 876 262-7
13 10 5 15 %Rémﬁu BYNUM, B.RENEAU) ¢ PATTY LOVAE L3E7se§ ‘ : p—
14 | 20 | 11 | RIGHT IN THE WRONG DIRECTION VERN GOSDIN 2 4% | 6| 0 ) DEINGAESERS, CEORGESTNT
B.MONTGOMERY (V.GOSDIN. H.COCHRAN. M.VICKERY) COLUMBIA 38 73221/CBS
| o T o | sy wosoors svwess e Y R — KENNY ROGERS (WITHHOLLY DUN)
| B.BECKE TT,H.WILLIAMS.JR..J.E.NORMAN (J.WITHERSPOON) WARNER/CURB 7-19957 /WARNER BROS. @ - - . THE HIGHWAY WILLIE NELSON
! 16 19 9 §EELI!FR L?s{%?(%v ALORDGE, REYRNE) COLUM%’;?;!@?:??@S F.FOSTER (T.CONNERS. R.WESLEY) COLUMBIA 38 73249/CBS
. R .. | . R\ /1
B2 o " | it cumsmisst resmronvon oy vansieon ] |55 | 8 | % | 18 | SEEPTNIHEMBOLE OF THE RR0 e
S.BUCKINGHAM (C.WATERS, T.KING) COLUMBIA 38 73263/CBS
I'M OVER YOU KEITH WHITLEY 74 - 2 IB.SLI!;)rYll)-gy()ESTER.R.WILL {R.FOSTER. B.LLOYD) ¢ FOSTER FEK(‘D‘I:IZ—.‘%Z?
2l 28 7 G.FUNDIS,K.WHITLEY (T.NICHOLS. Z.TURNER) RCA 91227 ONE MAN WOMAN THE JUDDS
27 32 7 IF LOOKS COULD KILL & RODNEY CROWELL 57 59 58 2l B.MAHER (P.KENNERLEY) CURB/RCA 9077-7/RCA
T.BROWN.R.CROWELL (R.CROWELL) COLUMBIA 38 73254/C8BS RUNNIN' WITH THE WIND EDDIE RABBITT
2 2 1 BACK WHERE | COME FROM © MAC MCANALLY 12 - 2 R.LANDIS (E.RABBITT. RNIELSEN) CAPITOL 4JM-44538
J.E NORMAN,MMCANALLY (M.MCANALLY) WARNER BROS. 7-22662
! CROCODILE TEARS LEE ROY PARNELL
|@ 2 24 8 Eg’ffé{géﬁ:&ygyg Lo1¥)E TO ME EARL THOMAS %O‘;\{IEEY @ 62 67 5 B.BECKETT {L.R.PARNELL, L.PRESTON) ARISTA 9912
SCR ET.CON HIA RCA 7
! 60 | 58 | 51 | 19 | HEARTEREANEN e, Lcorote FCSa S sorsices
2 13 14 13 OKLAHOMA SWING VINCE GILL WITH REBA : o - i
L EEROWN (oI RDeo) MCA 53780 6 | 63 | 65 | 5 | WALKIN'IN THE SUN GLEN CAMPBELL
@ 29 35 6 !)[J)OBNESENEHAE(? gFSFC("é A PINE Box) ’E ID(:%EG3§T8(|;JB§ J.BOWEN.G.CAMPBELL (J.BARRY) CAPITOL 79966
Hi ACR LARK) PI 7324
28 2% 8 DUMAS WALKER @ THE KENTUCKY HEADHUNTERS = & i - E%MNESE"-‘"IT%EOWJIHC&’JPS'!FS')N!T * MAR':"&?’ISI;;%
THE KENTUCKY HEADHUNTERS (THE KENTUCKY HEADHUNTERS) MERCURY 876 536-7 .
E 63 | 61 | 48 | 14 | GO o aonen o de3s
% |18 | 16 | 19 | PNIECOND THOUGHT & Dot aasey GOODBYE. SO LONG. HELLO .
q o 1} i1 ’
| WATCHED IT ALL (ON MY RADIO) @ LIONEL CARTWRIGHT 8 | 13| 4 | Seanaoiononssern PRARIE QoI
32 59 4 S.SMITH.T BROWN (L.CARTWRIGHT, D.SCHLITZ) MCA 53779 [~ 1 GO TO PIECES © SOUTHERN PACIFIC
27 2 13 18 NO MATTER HOW HIGH & THE OAK RIDGE BOYS 71 - 2 SOUTHERN PACIFIC.J.E NORMAN (D.SHANNON) WARNER BROS. 7-19860
J.BOWEN (E.STEVENS. J.SCARBURY) MCA 53757
_ THE SCENE OF THE CRIME @ JO-EL SONNIER
31 34 7 SILVER STALLION © WAYLON, WILLIE, JOHNNY & KRIS W 4 AV ERSON TEOIDTINDE) WS
C.MOMAN (L.CLAYTON) COLUMBIA 38 73233/CBS & - - : HOLLYWOOD SQUARES GEORGE STRAIT
@ 3% 47 6 BLACK VELVET . © ROBIN LEE J.BOWEN.G.STRAIT (W.PATTON, L.CORDLE, J.TANGUAY) _ MCA LP CUT
N.LARKIN (C.WARD. D.TYSON) ATLANTIC 4-87979
- * % ¥ HOT SHOT DEBUT * % &
30 19 11 17 SOONER OR LATER EDDY RAVEN NEW ) WALK ON REBA MCENTIRE
B.BECKETT (S.LONGACRE, B.FOSTER, B.LABOUNTY) CAPITOL 44528 1 J.BOWEN,R.MCENTIRE (S.DEAN, LWILLIAMS) MCA 79009
e —
THIS HEART SWEETHEARTS OF THE RODEO
31 1 26 | 25 | 12 | SBUCKINGHAM (T.MENSY. THASELDEN) COLUMBIA 38 73213/CBS | — | 2 QFB!&E’,%?H,%,EA‘QR'Q'-JG?LESE ME NOW T. GRAH&MT%BB,\%’}
FAST VIN’ TRAIN @ RESTLESS HEART
8|15 18 S.ﬁESNDm:?S.T.DUBOIS.RESTLESS HEART (DLOGGINS) _ RCA 91157 70 | 65 | 61 | 10 QB%QEYL (E &ﬁv"g’ﬂ'ﬁ Fﬁo’éE’OPATSY L UL THO(BNJ;%’;
@ JCRUTCHFIELD (P.KENNERLEY) CAPITOL 44520 @ NEW ’ ] Rm\L’EMSASHIEm THE FORESTER SISTERS WITH THE BEI}L‘,@;’,&% &%917.’;'555
& . . 7-19874
@D| ® | 0 | 5 | JHEDOMNOTHEORY S STEVE WARNER PR s sk
TELL ME WHY & JANN BROWNE 3 50 I 45 11 R.SKAGGS (K.CRONIN) COLUMBIA 38 73226/CBS
3% 30 21 21 S.FISHELL (G.DAVIES. H.STINSON) CURB 76805 FIT TO BE TIED DOWN CONWAY TWITTY
. . 7 DID IT FOR LOVE © SAWYER BROWN NEW’ 1 J.BOWEN.C.TWITTY DHENRY (W.ALDRIDGE) MCA 79000
R.SCRUGGS.M.MILLER (MMILLER) CAPITOL/CURB 44483/CAPITOL B
. D NEWD | 1 | OBy AN e suomare ARSTA 3005
7 | |31 2 | NOBODYSHOME & LN ERs5r5 '
38 38 36 % WHEN | COULD COME HOME TO YOU STEVE WARINER
J.BOWEN (S.WARINER, R MURRAH) MCA 53738

O Records moving up the chart with airplay gains this week. @ Videoclip availability.

© Recording Industry Assn. Of America (RIAA) certification for sales of 500,000 units. A RIAA certification for sales of 1 million units.
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LORNER

by Marie Ratliff

FULFILLING THE PROMISE she showed with two top 10 records
during the past year, Lorrie Morgan closes out the extended Randy
Travis run of four weeks at No. 1 by taking “Five Minutes” (RCA) to
the top slot in its 11th chart week. The song is on Morgan’s first al-
bum, “Leave The Light On,” which is currently at No. 6 after 43
weeks on the Top Country Albums chart.

6

AWESOME, FANTASTIC.” Those are some of the adjectives used
by MD Larry Pareigis of WSM Nashville to describe T. Graham
Brown’s “If You Could Only See Me Now” (Capitol). “We added it
early. It’s terrific stuff—so emotionally direct.”

Adding the song this week, in addition to WSM, are WKY Oklaho-
ma City, WCTK Providence, R.I.,, and WTQR Winston-Salem, N.C.
Stations already giving it significant play include KASE Austin, Tex-
as, WSIX Nashville, WIVK Knoxville, Tenn., WCMS and WKEZ, Nor-
folk, Va., KCKC and KWDJ San Bernardino, Calif., WFLS Freder-
icksburg, Va., WYNK Baton Rouge, La., KEBC Oklahoma City, and
WESC Greenville, S.C.

Brown’s record moves to No. 69 on the Hot Country Singles &
Tracks chart.

NEW FACES: MD H. David Allen, KRKT Albany, Ore., is getting
some good response to “Keep On Keepin’ On” by New Riders Of The
Purple Sage on the MU label. “I never thought I'd play this group—I
always considered them too progressive for us—but this song is per-
fect!”

Allen is also enthusiastic about Kennard & John’s ‘“Cadillac”
(Curb). “It has a very unusual sound—off just enough to be a hit. It’s
a summer fun song and I think it will do very well.”

BREAKING OUT: Marty Stuart’s “Hillbilly Rock’” (MCA) hits the
Hot Country Radio Breakouts list this week on the strength of play at
such trend-setting stations as WWYZ Hartford, Conn., KEEN San
Jose, Calif.,, WCMS Norfolk, WNOE New Orleans, and WTDR Char-
lotte, N.C. (where it is a new add).

“The minute we started playing it, the calls started coming in,”
says MD Kelli Shannon, KKAJ Ardmore, Okla. “It’s a nice, short,
up-tempo record that’s a lot of fun to play.”

66

BLACK COFFEE,” from Lacy J. Dalton’s new “Lacy ‘J’ " album
(Capitol), due to be released later this month, leaps 56-47 in its third
week on the Hot Country Singles & Tracks chart with a plethora of
adds, including WAMZ Louisville, Ky., WKHX and WYAY Atlanta,
WCRJ Jacksonville, Fla., KYGO Denver, WZZK Birmingham, Ala.,
KEEY Minneapolis-St. Paul, WEZL Charleston, S.C., and WWKA Or-
lando, Fla. Big gains are posted at KPLX Dallas, WESC Greenville,
S.C., WDSY Pittsburgh, and WFMS Indianapolis.

“I’ve probably had more positive response on this song than on any
new record I've played—the fans love it,” says MD Dan O’Brian,
WIRK West Palm Beach, Fla.

6
WE JUST ADDED IT,” says MD Steve Gary, KASE Austin, of
Eddy Raven’s “Island” (Capitol), “and already we're getting good
phones on it, so I think it’s gonna do very well for him here.”
Others getting on the “Island” this week include WGKX Memphis,
KRPM Seattle, WXTU Philadelphia, KCKC San Bernardino, WDAF
Kansas City, Mo., WCMS Norfolk, and KEBC Oklahoma City.

Billboard HOT COUNTRY
RADIO BREAKOUTS

. DANCY’S DREAM RESTLESS HEART rca

. ISLAND EDDY RAVEN capiToL

. LONELY TOWN DAVID LYNN JONES MERCURY

. KNOWIN’ YOU WERE LEAVIN’ LES TAYLOR EpiC

I DON'T.WANT TO LOVE YOU (BUT I DO) KELLY WILLIS mca
. HELL STAYS OPEN (ALL NIGHT LONG) GEORGE JONES EpIiC
. HEART TO HEART TALK JOHNNY LEE curs

. HILLBILLY ROCK MARTY STUART mca

. ANY OLE TIME JOE BARNHILL capToL

10. HUMMINGBIRD RICKY SKAGGS epiC

O NV A WN-

vl

Hot Country Radio Breakouts is a weekly national compilation of the top ten records which have
not yet appeared on the Hot Country Singles chart but are showing growth in radio airplay. The
full panel of radio reporters is published periodically as changes are made, or is available by
sending a self-addressed stamped envelope to: Billboard Chart Dept., 1515 Broadway, New
York, N.Y. 10036.

COUNTRY

Riding High. MCA Records act Riders In The Sky joins Gene Weed, VP of TV at Dick Clark Productions, to tape inserts
for Farm Aid IV. Shown, from left, are Ranger Doug, Too Slim, Weed, and Woody Paul.

Tennis Tourney Set To Swing
Games To Benefit Children

NASHVILLE—The 17th Annual
Music City Tennis Invitational is
slated for May 4-6 at Maryland
Farms Racquet & Country Club
here. The event will benefit the
Child Development Center at Chil-
dren’s Hospital of Vanderbilt
Univ. Medical Center.

Games are scheduled to begin at
7 a.m. Friday, May 4, with sched-
ules being distributed at a pretour-
nament briefing May 3 at BMI.
Participants may play in one cate-
gory only: ““Open”’—one player
must be in the music business; or
““Music/Music’’—both players
must be in the music business.

A cocktail party and awards din-
ner is planned at the country club
following final matches on Sun-
day.

Registration is $150 and in-
cludes one party ticket. Additional
guest tickets for the awards din-
ner are $15 per person. Checks
should be made payable to Music
City Tennis Invitational and sent
with entry form to Patsy Bradley,
BMI, 10 Music Square E., Nash-
ville, Tenn. 37203.

Deadline for entry is April 20.
For additional information, con-
tact Bradley at 615-259-3625.

Are you having a
problem with your
subscription? For
fast service, call

914-628-7771

COUNTRY SINGLES A-Z PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

TITLE (Publisher — Licensing Org.) Sheet Music Dist.

15 AIN'T NOBODY'S BUSINESS (MCA, ASCAP) HL
20 BACK WHERE | COME FROM (Beginner, ASCAP)
47 BLACK COFFEE (ESP, BMI)
23 BLACK VELVET (Bluebear Waitzes, CAPAC/EMI
Blackwood (Canada) , BM1/David Tyson, P.R.0.) HL
70 A BOTTLE OF WINE AND PATSY CLINE (Willesden,
BMI/PolyGram International, ASCAP) HL
21 BRING BACK YOUR LOVE TO ME (Whistling Moon
Traveler, BM1/Careers, BMI) HL
13 CHAINS (Silverline, BMI/Andite Invasion, BMI/Cross
Keys, ASCAP) HL/WBM
59 CROCODILE TEARS (PolyGram International,
ASCAP/R-Bar-P, ASCAP/Bug, BMI/Whiskey Drinkin’,
BMI) HL
36 DID IT FOR LOVE (Z0o Crew, ASCAP)
34 THE DOMINO THEORY (Screen Gems-EMI,
BMI/Warner-Tamertane, BMI/Honey Farm, BMI) WBM
72 DRIVE SOUTH (Lillybilly, BM1/Bug, BMI)
28 DUMAS WALKER (Three Headed, ASCAP/Pri,
ASCAP/Head Cheese, ASCAP) WBM
32 FAST MOVIN' TRAIN (MCA, ASCAP/Emeraid River,
ASCAP) HL
74 FIT TO BE TIED DOWN (Rick Hall, ASCAP)
1 FIVE MINUTES (BMG, ASCAP) CPP
63 GO DOWN SWINGIN' (Wrensong, ASCAP/Miller's
Daughter, ASCAP/Love This Town, ASCAP) WBM
64 GOODBYE, SO LONG, HELLO (Oyster, CAPAC/BMG
Songs, ASCAP/Top Side Charlie, BMI/Willie
P. Bennett, BMI)
4] GUARDIAN ANGELS (Kentucky Sweetheart,
BMI/Plugged in, BMI/Bug, BMI/Don Schiitz, ASCAP)
2 HARD ROCK BOTTOM OF YOUR HEART (Careers,
BMI) CPP
60 HEARTBREAK HURRICANE (PolyGram International,
ASCAP/Amanda-Lin, ASCAP) HL
10 HELP ME HOLD ON (Tree, BMI/Post Oak, BMi/End Of
August, ASCAP) HL
6 HERE IN THE REAL WORLD (Mattie Ruth,
ASCAP/Seventh Son, ASCAP/Ten Ten, ASCAP)
54 THE HIGHWAY (J.D. Sandefer 11, BMI)
67 HOLLYWOOD SQUARES (PolyGram International,
ASCAP/Amanda-Lin, ASCAP/Monsari, BMI) HL
46 | CAN'T TURN THE TIDE (Colgems-EMI, ASCAP) WBM
65 | GO TO PIECES (Molehole, BMI/Bug, BMI/Rightsong,

BMm{)

26 | WATCHED 1T ALL (ON MY RADIO) (Silverline,
BMI/Long Run, BMI/Don Schlitz, ASCAP)

23 I'D BE BETTER OFF (IN A PINE BOX) (BMG,
ASCAP/Little Beagle, ASCAP/Intersong, ASCAP/Hide-
A-Bone, ASCAP) HL

19 IF LOOKS COULD KILL (Coolwell, ASCAP)

69 IF YOU COULD ONLY SEE ME NOW (S.B.M.,
BMI/Kinetic Diamond, BMI/Edge O' Woods, BMI)

18 I'M OVER YOU (Hannah's Eyes, BMI/Coburn, BMI)

44 IN ANOTHER LIFETIME (Bar None, BMI/Bug, BMI)

56 IS IT LOVE (BMG, ASCAP/Muckleroy, ASCAP/Careers,
BMI/Kung Fu, BMI)

17 I'VE CRIED MY LAST TEAR FOR YOU (Cross Keys,
ASCAP) HL

7 JUST AS LONG AS | HAVE YOU (MCA, ASCAP) HL

55 KEEP IT IN THE MIDDLE OF THE ROAD (Tree,
BM1/Pacific Island, BMI) HL/WBM

40 LEAVE IT ALONE (Careers, BMI/BMG Songs, ASCAP)
HL/CPP

42 LITTLE GIRL (W.B.M., SESAC)

4 LOVE ON ARRIVAL (Pink Pig, BMI) CPP

53 MAYBE (Swallowfork, ASCAP/EMI April, ASCAP) HL

48 MISTER DJ (Cabin Fever, BMI) WBM

43 MY ARMS STAY OPEN ALL NIGHT (Screen Gems-EMI,
BMI/Scarlet Moon, BMI/MCA, ASCAP/Don Schiitz,
ASCAP) HL/WBM/CLM

27 NO MATTER HOW HIGH (ESP, BMI)

37 NOBODY'S HOME (Howlin'Hits, ASCAP) CPP

75 NOBODY'S TALKING (With Any Luck, BMI/Sun Mare,
BMI)

3 NOT COUNTING YOU (Major Bob, ASCAP) WBM

22 OKLAHOMA SWING (Benefit, BMI/WB, ASCAP/Tim
DuBois, ASCAP) WBM

25 ON SECOND THOUGHT (Eddie Rabbitt, BMI) HL

57 ONE MAN WOMAN (Irving, BMI) CPP

52 OVERNIGHT SUCCESS (Acuff-Rose, BMI) CPP

71 PERFECT (MCA, ASCAP)

11 QUITTIN' TIME (Grog, ASCAP)

14 RIGHT IN THE WRONG DIRECTION (Hookem,
ASCAP/Tree, BMI) HL/CPP

58 RUNNIN' WITH THE WIND (Eddie Rabbitt,
BMI/Englishtowne, BMI)

66 THE SCENE OF THE CRIME (Linde Manor, 8MI)

16 SEE IF | CARE (Colgems-EMI, ASCAP) WBM

9 SEEIN' MY FATHER IN ME (Scarlet Moon, BMI) CLM

50
28
62
30
39
45

49
5

35
k)
K]
68
12
61

8
KX}
38

51

SHE CAME FROM FORT WORTH (Bait And Beer,
ASCAP/Forerunner, ASCAP/Lucrative, BMI/Bug,
BMI/Coburn, BMI)

SILVER STALLION (Resaca, BMI)

SOMETHING WITH A RING TO IT (Ha-Deb,
ASCAP/Acuff-Rose, BMI) CPP

SOONER OR LATER (W.B.M., SESAC/Screen Gems-
EMI, BMI) WBM

SOUTHERN STAR (Tom Collins, BMi/Ccdlins Court,
ASCAP) CPP

START ALL OVER AGAIN (Bar None, BMI/Bug, BMI)
HL

STATUE OF A FOOL (Sure Fire, BMI)

STRANGER THINGS HAVE HAPPENED (Tom Collins,
BMI/Murrah, BMI) CPP

TELL ME WHY (Sweet Bird, BMI/Silverline, BMI)
WBM

THIS HEART (Cross Keys, ASCAP/Miss Dot,
ASCAP/Millhouse, BMI/Songs Of PolyGram, BMI) HL
TIME FOR ME TO FLY (Fate, ASCAP) CPP

WALK ON (Tom Coilins, BMI)

WALKIN' AWAY (Howlin'Hits, ASCAP)

WALKIN' IN THE SUN (lrving, BMi/Sett Barry Intl.,
BMI)

WALKIN', TALKIN', CRYIN', BARELY BEATIN' BROKEN
HEART (Tree, BMI) HL

WALKING SHOES (Irving, BM)/Littlemarch, 8MI)
WHEN | COULD COME HOME TO YOU (Steve Wariner,
BMI/Irving, BMI/Tom Collins, BMi/Murrah, BMI) CPP
WHERE'VE YOU BEEN (Wrensong, ASCAP/Cross Keys,
ASCAP/CBS, ASCAP) HL/WBM

SHEET MUSIC AGENTS
are listed for piano/vocal sheet music copies
and may not represent mixed foiio rights.

CLM Cherry Lane

CPP Columbia Pictures
HL Hal Leonard

WBM Warner Bros.

MSC Music Sales Corp.
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E Compiled from a national sample of retail store E
x x 3 = and one-stop sales reports. x x S >
¢ §213 21g]5|3
21 % | 5| g | ARTIST TITLE 2| & 3| ¢ | armst TITLE
= 3 ~ ES LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE)* = 3 ~ z LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE)*
% NO.1 * 62 2 | EARL THOMAS CONLEY Rca 20432 (298) (CD) GREATEST HITS VOLUME Il
1 1 1 11 RICKY VAN SHELTON @ coiLumsia 45250/CBS (CD) 7 weeks at No. 1 RVSIil 40 36 39 | 216 | ALABAMA A3rca A;7;0 (8.98) (CD) GREATEST HITS
2 2 2 48 CLINT BLACK A RcA 9668-1 (8.98) (CD) KILLIN' TIME 41 39 31 | 139 | PATSY CLINE A2 mcA 12(8.98) (CD) GREATEST HITS
3 3 3 8 HANK WILLIAMS, JR. WARNER/CURB 26090/WARNER BROS. (8.98) (CD) LONE WOLF 60 71 3 EXILE ARiSTA 8624 (8.98) (CD) STILL STANDING
4 5 4 22 THE KENTUCKY HEADHUNTERS MERCURY 838 744-1 (CD) PICKIN' ON NASHVILLE 4 | 4 54 | 162 | RICKY VAN SHELTON A coLumaiA 40602/CBS (CD) WILD EYED.DREAM
5 | 4 | 5 | 26 | RANDY TRAVIS A wARNER BROS. 25988 (8.98) (CD) NO HOLDIN' BACK 52 | 41 | 47 | NITTY GRITTY DIRT BAND WILL THE CIRCLE BE UNBROKEN, VOL.II
6 7 8 | 43 | LORRIE MORGAN RCA9594-1 (8.98) (CD) LEAVE THE LIGHT ON (85)| 48 | 51 | 133 | GEORGE STRAIT & mca 42035 (8.98) (D) GREATEST HITS, VOL. 2
@ 8 15 5 WILLIE, WAYLON, JOHNNY & KRIS coLumBIA 45240/CBS (CD) HIGHWAYMAN 2 46 | 34 | 33 51 THE JUDDS @ CurB/RCA 9595/RCA (8.98) (CD) RIVER OF TIME
8 6 6 8 RESTLESS HEART Rca 9961-2 (8.98) (CD) FAST MOVIN’ TRAIN 47 | 41 | 46 7 SWEETHEARTS OF THE RODEO coLumBIa 45373/CBS (CD) BUFFALO ZONE
L 9 7 51 KATHY MATTEA MERCURY 836 950 1 (CD) WILLOW IN THE WIND 43 | 40 37 | 102 | RODNEY CROWELL @ coLumsia 44076/CBS (CD) DIAMONDS & DIRT
10 10 9 23 THE CHARLIE DANIELS BAND €pic 45316/C8s (CD) SIMPLE MAN 49 46 43 9 SOUTHERN PACIFIC wARNER BROS. 25895 (8.98) (CD) COUNTY LINE
@ 21 | 3 3 TRAVIS TRITT warNER BROS. 26094-4 (8.98) (CD) COUNTRY CLUB 50 | 49 | 59 6 MARSHA THORNTON mCa 42319 (8.98) (CD) MARSHA THORNTON
@ 14 14 18 PATTY LOVELESS mca 42223 (8.98) (CD) HONKY TONK ANGEL 51 43 49 26 HIGHWAY 101 waRNER BROS. 25992 (8.95) (CD) PAINT THE TOWN
@ 17 35 4 ALAN JACKSON arisTA 8623 (8.98) (CD) HERE IN THE REAL WORLD @ 74 60 48 THE CHARLIE DANIELS BAND A eric 38795/CBS (CD) A DECADE OF HITS
14 | 12 | 12 | 27 | SAWYER BROWN CAPITOL/CURB 92358/CAPITOL (8.98) (CD) THE BOYS ARE BACK @ 57 | 66 | 47 | LYLE LOVETT MCA/CURB 42263/MCA (8.98) (CD) LYLE LOVETT AND HIS LARGE BAND
15 | 11 | 10 | 48 | GARTH BROOKS cariToL 90897 (8.98) (CD) GARTH BROOKS 54 | 51 | 45 | 47 | REBA MCENTIRE @ wmca 6294 (8.98) (CD) SWEET SIXTEEN
16 13 11 29 REBA MCENTIRE mca 8034 (8.98) (CD) REBA LIVE 55 | 42 38 58 BILLY JOE ROYAL ATLANTIC 91064 (8.98) (CD) TELLITLIKEITIS
17 16 16 25 PAUL OVERSTREET Rrca 9717-1(8.98) (CD) SOWIN' LOVE 56 54 52 10 JO-EL SONNIER RCa 59718 (£.98) (CD) HAVE A LITTLE FAITH
18 | 15 | 13 | a4 | KD LANG & THE RECLINES & ABSOLUTE TORCH AND TWANG §7 | 47 | 48 | 35 | WILLIE NELSON coLumBia 45046/c85 (CD) A HORSE CALLED MUSIC
19 18 17 38 VERN GOSDIN coLumsia 45104/CBS (CD) ALONE 58 56 61 14 VINCE GILL mca 42321 (8.98) (CD) WHEN | CALL YOUR NAME
20 | 19 | 18 | 43 | DOLLY PARTON coLumsia 44384/CBS (CD) WHITE LIMOZEEN 59 | 58 | 58 | 95 | K.D.LANG siRE 25724/WARNER BROS. (8.98) (CD) SHADOWLAND
21 22 21 151 | RANDY TRAVIS A3 wARNER BROS. 25568-1 (8.98) (CD) ALWAYS & FOREVER 60 55 55 40 RICKY SKAGGS EPiC 45027/CBS (CD) KENTUCKY THUNDER
2 | 23| 24 | 60 | SHENANDOAH coLumBia 44468/C8S (CD) THE ROAD NOT TAKEN 6 | 6 | 6o QEEE] HMANKWILLIANS, JR. &7 ondE GREATEST HITS, VOLUME |
312 19 59 GEORGE STRAIT @ mca 42266 (8.98) (CD) BEYOND THE BLUE NEON 62 | 68 | — s JANN BROWNE curs 10630 (8.98) (CD) TELL ME WHY
2 | 26 | 22 | 59 | HANK WILLIAMS, JR. A WARNER/CURB 25834/ WARNER BROS. (8.98) (CD) GREATEST HITS Il @ NEW) 1 ROBIN LEE aTLANTIC 7 82085 (3.98) (CD) BLACK VELVET
5 | 24 20 10 THE DESERT ROSE BAND mca/CURB 42332/MCA (8.98) (CD) ) PAGES OF LIFE 64 | 66 57 | 230 | GEORGE STRAIT A mCA 5567 (8.98) (CD) GEORGE STRAIT'S GREATEST HITS
29 30 34 KEITH WHITLEY Rrca 9809 (8.98) (CD) | WONDER DO YOU THINK OF ME 65 50 50 56 BAILLIE AND THE BOYS rca 8454 (8.98) (CD) TURN THE TIDE
27 28 28 78 RICKY VAN SHELTON A coLumBia 44221 /CBS (CD) LOVING PROOF 66 64 62 29 THE OAK RIDGE BOYS mca 42311 (8.98) (CD) AMERICAN DREAMS
28 | 25 |25 26 DWIGHT YOAKAM REPRISE 25989/ WARNER BROS. (8.98) (CD) JUST LOOKIN' FOR A HIT 67 67 T 772 113 | VERN GOSDIN .. -COLUMBIA 40982/CBS (CD) CHISELED IN STONE
2 27 23 22 RODNEY CROWELL coLuMBIA 45242/CBS (CD) KEYS TO THE HIGHWAY 68 63 — 5 LARRY BOONE MERCURY 842 156 2 (CD) DOWN THAT RIVER ROAD
@ 31 26 | 8 | THE JUDDS A RCA/CURB 8318-1/RCA (8.98) (CD) GREATEST HITS 69 | 69 | 63 24 MARTY STUART mca 42312 (8.98) (CD) HILLBILLY ROCK
31 30 29 kL MARY CHAPIN CARPENTER COLUMBIA 44228/CBS (CD) STATE OF THE HEART 70 59 | 44 33 TANYA TUCKER cAPITOL 91814 (8.98) (CD) GREATEST HITS
@ 65 | — < DAN SEALS caPITOL 91782 (9.98) (CD) ON ARRIVAL -@ NEW)D 1 STEVE WARINER mca 42335 (8.98) (CD) LAREDO
3| 3R 27 60 ALABAMA @ rca8587-1 (8.98) (CD) SOUTHERN STAR 72 53 5 | 15 K.D. LANG & THE RECLINES siRe 1-25441/WARNER BROS. (8.98) (D) ~ ANGEL WITH A LARIAT
M 33 32 89 RANDY TRAVIS A wARNER BROS. 25738 (8.98) (CD) OoLb8X10 13|72 — |74 RESTLESS HEART Rrca 8317-1(8.98) (CD) BIG DREAMS IN A SMALL TOWN
@ 38 36 | 8 K.T. OSLIN A rca 8369 (8.98) (CD) THIS WOMAN RE-ENTRY 2 MAC MCANALLY WARNER BROS. 26136 (8.98) (CD) SIMPLE LIFE
36 [ 35 ] 40 | 95 KEITH WHITLEY @ RCa 6494-1 (8.98) (CD) DON'T CLOSE YOUR EYES 75 70 I 67 7 THE O'KANES coLumBIA 45131/CBS (CD) IMAGINE THAT
3| 3| a2 | 4 | KENNY RO reros  (898) (D) SOMETHING INSIDE SO STRONG () Albums with the greatest sales gains this week. (CD) Compact disk available. » Recording Industry Assn. Of America (RIAA)
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Kagan Stats Show Sell-Thru Strength as
Erol’s Plans To Start Franchising as
DADC, Image Deal Kicks Into Gear a6
‘Turtles’ Snaps Up Box-Office Green a7
Retailers Buzzing 'Bout Berg’s Words as

RGA/Columbia Vid Polishes Its Image

New Programs, Policies Score Retail Points

@BY JIM McCULLAUGH

LOS ANGELES—On March 28,
deadline day for “Look Who's Talk-
ing,” RCA/Columbia Pictures Home
Video enjoyed the biggest single or-
der day in its history.

While the company does not dis-
close sales figures, industry observ-
ers say the $100-million-plus box-of-
fice sleeper surpassed the coveted
400,000-unit plateau for a rental ti-
tle—and probably outdid 1985’s origi-
nal “Ghostbusters,” the company’s
previous high-water mark, which ini-
tially shipped near or at the 400,000
unit level.

But the success of the title, accord-
ing to Paul Culberg, executive VP
and former New World Video head
who arrived at RCA/CPHYV last July,
is only one signpost of a company
that has undergone a rather dramatic
transformation during the past eight
months—a change that encompasses
more than just sales.

“This is a stimulated, motivated,
and quick-moving operation now,” he
says, adding that he trimmed about
15% of the staff and instituted a reor-
ganization.

‘We're listening to our customers
and servicing them. I can’t take all
the credit. We've got a lot of team-
work here among departments and
strong individuals in every area who
bring a lot to the table,” he says.

He candidly concedes that previ-
ously “there was a negative percep-
tion” of the company in the retail en-
vironment. ““Some unfortunate
things had gone down in the market-
place in the past. There was an issue
over constricted distribution which
alienated a lot of retailers and cer-
tainly some distributors,” he says, re-
ferring to a controversial wholesaler
trimming and exclusive territorial
sales approach instituted in 1988 but
later abandoned. “Those distributors
which were alienated procreated a
negative,” he says.

“There was also an unfortunate
nonpress release on the promotion of
TV programs,” he adds, referring to
commercials RCA/CPHYV placed on
several cassettes during 1988 hyping
fall NBG-TV shows.

“Retailers perceived that as steal-
ing their thunder. There were also
some other issues, frankly, without
going into detail, which made retail-
ers perceive us negatively. All we did
was come in and make those changes
to alter that perception.”

“We re-expanded distribution,” he
adds, “which is something I've al-
ways believed in. I don’t think you
constrict your delivery system in a
growth market. And it’s still a

growth market . .. still double-digit
growth. Aren’t we still looking at 12%
a year?”

Culberg says he is now firmly
“partnered” with distribution, cur-
rently utilizing 15 independent whole-
salers, and forecasts no additional
changes on the score. In eight
months’ time, he adds, he has visited
every distributor twice in an effort to
forge better ties.

Contributing to RCA/CPHV’s opti-
mistic landscape in 1990—which
“could well be” its biggest year
ever—is a potent slate of titles, says
Culberg, only a handful of which in-
clude “Look Who's Talking,” “Casu-
alties Of War,” “sex, lies and video-
tape,” “Triumph Of The Spirit,”
“Heart Condition,” “Old Gringo,”

“The Bear,” “Steel Magnolias,” “Glo-
ry,” “Immediate Family,” “Family
Business,” “Lambaba: The Forbidden
Dance,” “Side Out,” “I Love You To
Death,” “Bad Influence,” and “Cour-
age Mountain.” In addition to Colum-
bia and Tri-Star product, the compa-
ny has a number of output deals with
independent film makers.

Culberg figures RCA/CPHV will
issue about 90 high-priced rental ti-
tles this year and another 40-50 in low
price, up significantly from last year.

In addition to the more visible,
high-priced rental product, a prime
1990 focus for the company will be
heightened attention to low-priced
goods, he points out.

“We've been very vocal about not

(Continued on page 41)

Who Is That Masked Turtie? Why it's Michelangelo, one of the Teenage
Mutant Ninja Turtles, who showed up at a Burger King restaurant to promote the
fast-food chain’s tie-in with IVE. Shown, from left, are Vicki Greenleaf, VP of
public relations, IVE; Lauren Becker, VP of marketing for IVE; Turtle; and John
Turchin, director of marketing for Burger King.

Tenn. VSDA Chapter Created To Battle Ohscenity Bill

@ BY EDWARD MORRIS

NASHVILLE—The Video Software
Dealers Assn. established a Tennes-
see chapter here March 29 on the
eve of a state legislative push to
narrow the “community standards”
provision of what constitutes ob-
scenity.

Approximately 60 retailers and
distributors attended the meeting
and elected a board of directors that
includes Grady Parton, Mega Video,
Murfreesboro; Dennis Phillips,
Blockbuster, Nashville; Kerry Mag-
gart, Video Place, Nashville; Carol
Weil, Ingram Video, Nashville; Lacy
Beard, Budget Video, Fairview; Cle-
tus Layman, Video Checkout, Shel-
byville; Ron Smithson, Major Video
Concepts, Nashville; David Wil-
liams, Northside Video, McMinn-
ville; and John Koratzanis, Morris-
town.

Led by Rick Karpel, VSDA’s di-
rector of government affairs, the
meeting focused on Senate Bill 2347
in the Tennessee General Assembly.
If the bill, which is supported by
Gov. Ned McWherter, is passed in
its present form and signed into
law, it will let each of the state’s 31
judicial districts establish its own
standard of what constitutes ob-
scenity. Currently, the entire state
is considered the ‘““‘community”’
from which standards of obscenity
are derived.

Video dealers contend that if the
bill becomes law, a video declared
legal in one district could be illegal
in another, leaving them open to
continual harassment from pres-
sure groups.

To help pay for local VSDA lobby-
ist Dick Lodge, Ingram Video has
already contributed $5,000, and Ma-
jor Video Concepts was instrumen-
tal in getting the organizing meet-
ing together.

Karpel reported that the VSDA
side seems to be winning in Con-
gress in keeping the Computer Soft-
ware Rental Act (S198) from includ-
ing video games. The original bill

was intended to prevent the rental
of computer software, Karpel ex-
plains. However, he adds, the lan-
guage of the bill is so broad that it
can also be construed to cover video
games—a prohibition that would
end lucrative Nintendo rentals.
Having failed to secure wording
that would stop all video-game rent-
al, Nintendo’s representatives are
now pushing an amendment that

would make such rentals illegal just
for the first year of a game.

“We think we’re going to win,”
Karpel says, “but if we win in the
Senate, we've got to do it over again
in the House.”

Given the current political cli-
mate, Karpel advised, retailers
should do all they can to keep R-rat-
ed videos away from children unless
there is parental consent.

@ BY PAUL SWEETING

NEW YORK—Vowing that
North American Video “will be
around for a long time to come,”
Gary Messenger, chairman of the
14-store North Carolina chain, is
putting together a reorganiza-
tion plan he hopes will allow the
company to continue operating.

North American last month
filed for protection from its cred-
itors under Chapter 11 of the fed-
eral bankruptcy laws (Billboard,
March 24). A reorganization plan
must now be accepted by North
American’s creditors and ap-
proved by the court.

According to court documents,
North American has total liabil-
ities of $695,000, against total as-
sets estimated at $812,000.
Slightly more than half the total
debt is unsecured.

" North American Vid Aims To Stay Afloat

Devises Reorganization Plan After Chapter 11 Filing

Much of the debt accumulated
by the chain is from its suppliers.
Among the major creditors listed
in the court documents are Bue-
na Vista Home Video, Capitol Re-
cords, CD One Stop, Ingram, Ma-
jor Video, MCA Distributing,
Nelson Entertainment, Poly-
Gram Records, Schwartz Bros.,
Video Channels, Video Trend,
WEA, and ZBS.

Some of those suppliers, in-
cluding Major Video, MCA, and
ZBS, have filed suit against the
company in the district courts in
North Carolina.

The total debt owed those 13
companies comes to roughly
$297,000.

Messenger attributes the 11-
year-old chain’s problems in part
to changes in the video industry
that have put increasing pres-
sure on retailers. “What went

wrong? One problem is debt,”
Messenger says. “The basic phi-
losophy of the industry—that
you need a massive amount of
product to reap massive profits
from customers—that philoso-
phy just doesn’t wash. It’s a ba-
sic industry philosophy that’s not
based on a solid foundation.”

Messenger says that, under
pressure from increased competi-
tion, particularly from super-
stores, ‘““we got in over our heads
and out of our own philosophy of
being the neighborhood video
store.”

In addition to the debt, another
factor in the Chapter 11 filing
was the company’s inability to re-
negotiate the leases to some of
its locations. “We needed to re-
move ourselves from three very
cumbersome leases, where we

(Continued on page 42)
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A Il things that are new have a basis in
the past.

MCA Home Video has been a leader in the
home video industry for over a decade. Now we
have a new name and logo that reflect the
strength of one of Hollywood’s most famous
studios.

MCA/Universal Home Video. Quality product,
knowledge and experience for the 90’s.

© 190 MCA HOME VIDEQ, INC. ALL RIGHTS RESERVED
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newsline...

VSDA '90-91 Budget Breakdown:
45% For Membership Services

The Video Software Dealers Assn. allocated 45% of its 1990-1991 budget
for membership services, according to information released by the orga-
nization. Those services include legislative activities, the regional chapter
program, anti-piracy activities, educational programs, elections, industry
meetings, research and statistics, regional trade shows, and insurance
programs. Another 36% of the budget was allocated for staging the annu-
al convention in Las Vegas, and 19% to general administrative costs.

Wiese, Michaelson Form Joint Venture

Michael Wiese Productions, headed by former Vestron executive Mi-
chael Wiese, has formed a new joint video publishing operation with
San Francisco-based Steve Michaelson Productions. Michaelson-Wiese
Communications, as the new entity is called, will have offices and pro-
duction facilities in Los Angeles and San Francisco. The new venture
will develop targeted video programming for ad agencies, publishers,
and corporate sponsors, as well as its own video publishing projects.
“The strategy is to be everything to everybody,” Wiese says. “We can
offer production and postproduction facilities as well as back-end mar-
keting support.” Through Michaelson’s existing association with dupli-
cator VCA Teletronics, the venture can also offer duplication facilities.
By combining production, duplication, and marketing capabilities un-
der one roof, Wiese says, the venture will be able to barter its facilities
to help producers get specific projects made. “We can soft-dollar the
production side, because we know we can get things marketed and dis-
tributed as well as produced,” he says.

Wendy's Ties In With Hanna-Barhera . . .

Hanna-Barbera Home Video and Wendy’s restaurants have teamed up
for a cross-promotion involving H-B’s “Yogi’s Treasure Hunt” animat-
ed children’s series. A $1 rebate coupon will be featured on Wendy’s
Kids’ Meal boxes nationwide, good for the rental or purchase of any
“Yogi's Treasure Hunt” title. Hanna-Barbera will cross-merchandise
the promotion with area video stores in each city, offering point-of-pur-
chase material, costumed characters, and assistance in arranging local
tie-ins. The two 80-minute titles in the series carry a suggested list
price of $29.95 each.

. .. As Ingram Joins Forces With Disney

Ingram Video Inc., Ingram Book Co., and Ingram Audio Co. have de-
veloped a cross-promotion merchandising program for Walt Disney’s
“The Little Mermaid,” featuring a storybook with cassette, a CD, a
mermaid doll, a spoken audiocassette, plush toys, and figurines. The
promotion is designed to stimulate interest in the video and to offer
retailers an additional source of revenue.

RM, Public Media In Art Video Pact

RM Associates, a leading distributor and producer of cultural pro-
grams, and Public Media Inc., a distributor of fine- and performing-
arts home video, have signed a distribution agreement for North
America. The deal will provide Home Vision, PMI’s fine-arts label, with
an exclusive selection of more than 60 new titles in the RM Associates
library, including opera, dance, classical music, visual arts, and litera-
ture. Among the RM titles to be released by Home Vision are “The
Margot Fonteyn Story,” “Swan Lake,” “Henri Matisse,” “Billy Budd,”
and “C.J. Jung: The Wisdom Of The Dream.”

Palmer Offers Incentive To Schoolchildren

New Jersey-based Palmer Video spent March encouraging New Jersey
to go to school. Palmer joined with the School Partnership Program to
promote its Elementary Attendance Incentive Program. Each week in
March, Palmer supplied a free video to the class with the highest atten-
dance in each of the 65 participating schools. The children were allowed
to choose any PG rated film from Palmer’s selection. The School Part-
nership Program is a joint project of the Newark Board of Education
and the Metro Newark Chamber of Commerce.

Most VCR Taping Done With TV Set Off

According to the most recent findings by Nielsen Media Research, 56%
of all VCR recording is done while the television set is off. During No-
vember, when the study was done, the VCR households spent an aver-
age of three hours and 45 minutes per week with the VCR in “play”
mode. Prime time (Monday-Friday, 8-11 p.m., and Sunday, 7-11 p.m.)
was the most popular time to play tapes: 25% of videotape playing was
done in this time period.

This column offers a critical look
at recent nontheatrical video re-
leases. Suppliers interested in
seeing their cassettes reviewed in
this column should send VHS
cassettes to Richard T. Ryan,
Billboard, 1515 Broadway, New
York, N.Y. 10036. Please include
the running time and suggested
retail price.

“Let’s Learn How To Dance Lam-
bada,” Butterfly Video, 60 min-
utes, $42.95.

Born in northern Brazil, lam-
bada swept Europe in 1989 and
currently is attacking North
America. As a dance style, lam-
bada is overtly sexual, full of thigh
rubbing and bumps and grinds,
but it was never “banned in Bra-
zil,” as claimed by those market-
ing the craze.

Lambada is an outgrowth of ear-
lier Brazilian dance styles, and is
full of various spins, dips, fast
steps, and complex moves. In this
video, veteran dance instructor
Kathy Blake systematically
breaks down lambada into its com-
ponent parts. Blake dresses con-
servatively and doesn’t demon-
strate as provocative a lambada as
you can see in some New York and
L.A. nightclubs. But her clear, me-
thodical presentation shows that
lambada is a legitimate, challeng-
ing dance form, not just a titillat-
ing, manufactured fad (603-588-
2105). CHRIS McGOWAN

“Divine Horsemen: The Living
Gods Of Haiti,” Mystic Fire Vid-
eo, 52 minutes, $29.95.

In 1947, experimental film maker
Maya Deren went to Haiti, plan-
ning to make a movie about Haitian
dance. But once there, she became
fascinated by the Voudun religion
(or “voodoo,” as most Americans
call it), a transplantation of West
African rituals and belief systems
into the New World. Deren became
a Voudun initiate and made several
trips to Haiti over the next few
years. As one of the believers, she
was allowed to film the real thing,
not the phony rituals or dances con-
cocted for tourists and most an-
thropologists. This authenticity
shows through in every frame—the
ritualistic music and dance are
powerful and evocative, and this of-
ten secretive religion is vividly
brought to life for the viewer. cm.

“Bill Moyers: World Of Ideas,”
Mystic Fire Video, three tapes,
80-92 minutes each, $29.95 each
($79.95 for set).

In his 50-part ““A World Of
Ideas” series on PBS, journalist
Bill Moyers looked at America’s
politics, values, and spirituality,
talking with many of the leading
thinkers in the land. These three
videos are a lucid distillation of
that superb series, and are divided
into “The National Soul,” “Crisis
Of Democracy,” and “Dissolving
Boundaries.” E.L. Doctorow, Jo-
seph Heller, Noam Chomsky,
Isaac Asimov, Carlos Fuentes, and
Barbara Tuchman—to name a
few—expound upon our nation’s
pluralistic nature and its singu-
lar—and universal—problems.
Their ideas are timely, profound,

VIDEO
REVIEWS

and provocative—guaranteed to
challenge assumptions and give a
wider perspective. CM.

“A Gathering Of Men,” Mystic
Fire Video, 90 minutes, $39.95.
No, this isn’t a night at the Elks’
Club, or a documentary of an all-
night poker game. But this pro-
gram does have the male camara-
derie often enjoyed at such events:
It is an interview of poet Robert
Bly by Bill Moyers, intercut with
highlights of a Bly lecture to an
all-male “gathering.” The subject
is men’s feelings, needs, and roles
in society. Bly contends that men
in Western industrialized societies
are often lost, emotionally
blocked, confused in their relation-
ships with women, and lacking in
the “warrior spirit.”” Gone are the
days of tribal initiations, close ex-
tended families, and the sage coun-
seling of village elders to help
guide young men through life.
Drawing on myth, psychology, and
his own life experiences, Bly gives
a lucid and convincing talk about
what modern men need to do to
solve some of these problems. And

he makes a lot of sense; this is a
fascinating tape for men and wom-
en alike. CM.

“Let’s Dance Samba,” Samba As-
sociates, 58 minutes, $29.95.

Millions of tourists visit Rio de
Janeiro for “Carnaval” every year
and most are enthralled by the en-
ergetic samba dancing they see in
parades and clubs there. But
though it seems simple, samba is
an elusive dance that few gringos
can master.

In this program, Brazilian dance
instructor Luci Llorens attempts
to explain samba to the English-
speaking world, with the poly-
rhythmic musical accompaniment
of the six-man Embrasamba band.
Llorens reduces the samba to what
she believes is its most basic step,
the ‘““samba triangle,” and also
gives high-velocity demonstra-
tions of samba dancing at full tilt.
Most of the tape is about relaxing
and getting into the rhythm—
which is, perhaps, the secret to
samba, after all—rather than
about complex moves. Llorens
may not turn you into a master
“sambista,”” but it’s a good start—
and the music is great (213-839-
6134). CM.

“COMNIGS0 01~

A WEEKLY PREVIEW OF UPCOMING VIDEO RELEASES*

TITLE (MPAA RATING) PREBOOK BOX OFFICE P-0-P
STARS CUTOFF IN MILLIONS AVAIL-
STUD{O/LIST PRICE (STREET DATE) | (# OF SCRENS) ABILITY
ANIMAL BEHAVIOR (PG) 4/16/90 $.020 Poster,
Karen Allen, Armand Assante, Holly (5/2/90) (24) Flier
Hunter

HBO/$89.99

LIMIT UP (PG-13) 4/17/90 $.022 Poster,
Nancy Allen, Dean Stockwell, Ray (5/2/90) (26) Admats,
Charles Release
M.C.E.G./Virgin/$89.95 Book
SEA OF LOVE (R) None $57.1 Poster,
Al Pacino, Ellen Barkin, John Good- (4/19/90) | (1,246) Floor Dis-
man play, Ban-
MCA/None ner

* INFORMATION FURNISHED BY VIDEO FORECASTER.

OTHER TITLES

AFTERSHOCK

Jay Roberts Jr, Elizabeth Kaitan,
Christopher Mitchum, Richard Lynch,
John Saxon

Prism/None

Prebook cutoff: 4/10/90; Street: 5/3/90

BLOWN AWAY

Loni Anderson, John Heard
Academy/$79.95

Prebook cutotf: 4/12/90; Street: 5/3/90

COLD COMFORT

Maury Chaykin, Margaret Langrick
Republic/$89.98

Prebook cutoff: 4/13/90; Street: 5/10/90

COLD FRONT

Martin Sheen, Michael Ontkean, Kim
Coates, Beverly D'Angelo
HBO/$89.95

Prebook cutoff: 4/19/90; Street: 5/9/90

HARVEY

James Stewart

MCA/$19.95

Prebook cutoff: 4/12/90: Street: 5/9/90

MINDFIELD

Michael Ironside, Lisa Langlois,
Christopher Plummer
Magnum/$89.98

Prebook cutoff: 4/16/90; Street: 5/2/90

REBEL STORM

Zach Galligan, Wayne Crawford, June
Chadwick, Rod McCary, John Rhys
Davies

Academy/$89.95

Prebook cutoff: 4/12/90; Street: 5/3/90

SPONTANEOUS COMBUSTION
Brad Dourif, Melinda Dillon, Cynthia
Bain

Media/$89.98

Prebook cutoff: 4/12/90; Street: 5/1/90

TAILSPIN

Michael Moriarty, Michael Murphy, Chris
Sarandon, Harris Yulin

Prism/None

Prebook cutotf: 4/10/90; Street: 5/3/90

WEDDING BAND

William Katt, Joyce Hyser
RCA/Columbia/$89.95

Prebook cutotf: 4/19/90; Street: 5/8/90

To get your company’s new video releases listed. send the following information—title. performers,
distributor/manufacturer. format(s), prebook cutoff, ship date, box-office gross. and suggested list
price (if available)—to Video Releases, Billboard. 1515 Broadway, New York, N.Y. 10036.
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A Sell-Through Bonanza Is Giving a
Big Boost to Video Business.

By PHILIPPE CROCQ

measure of the way in which the sell-through video

market has exploded in the last year can be seen in

the decision of French company Prosperpine to allo-
cate 5 million francs (some $875,000) last Christmas for a
television and radio advertising campaign, with a further
million francs to print media publicity.

And this exclusively for the animated feature “The Adven-
tures Of Oliver Twist."”

Prosperine bought more than 80 20-second spots on the
four national channels (TF1, A2, Tele 5, and M6), additional
spots on the cable network and 275 30-second spots on
the major FM radio stations.

The combination of the removal of the ban on commercial
advertising on TV, the escalation of VCR sales (currently
more than 7 million French homes have a video recorder)
and the substantial drop in the price of a feature film on cas-
sette (the average tag is well under 200 francs, or $35)
now, has sparked the sell-through explosion.

And Prosperine’s high-budget campaign is a reflection of
the company’s conviction that, with big box-office movies, a
sales target of 10% of the VCR-owning population is attain-
able.

Films like “Oliver Twist,” “Roger Rabbit,” “L'Ours" and
“Le Grand Bleu" can sell 200,000 units and more; and for
genuine blockbusters, sales of 500,000 to 700,000 are
thought now to be within reach.

A more scientific measure of the video explosion is pro-
vided by the Chambre Syndicale de I'Edition Audiovisuelle.
The French video industry is just about a decade old. It was
a slow starter, its progress hampered by the French govern-
ment’s fiscal restrictions on imports of Japanese hardware,
the high cost of prerecorded cassettes and the interdiction
of TV advertising. In 1986, the industry was in crisis when
sales slumped by 18%.

At this time, a prerecorded videocassette carried a retail
price of 800 to 1,000 francs (some $140 to $175, at an
exchange rate of 5.70 francs to the U.S. dollar). That same
videocassette is available today at less than 200 francs
($35), and some back catalog items can be had for less
than half that.

From being worth 44 million francs ($7.7 million) in
1987, the sell-through market exploded in 1988, achieving
a revenue of 353 million francs (some $61.9 million), a
gain of more than 800%.

Between 1986 and 1988, penetration of VCRs doubled,
video traffic—both rental and sell-through—picked up sig-
nificantly, and a boom was under way.

Although rental made the early running, last year it was
overtaken in terms of revenue by sell-through. In fact, since
1984 the percentage of renters among VCR owners has

(Continued on page F-6)
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Video Company Reports:
Dawn of a New Era

PMV’s LACO SEES ROSY FUTURE

PolyGram Music Video was established in France in 1986
and currently boasts a catalog of more than 200 titles. The
company releases between 10 and 15 new titles each
month, offering repertoire parallel to that marketed by its
sister record company in the form of live concert perfor-
mances and video clips.

Says PMV managing director Philippe Lacos: “We market
our repertoire in exactly the same way as records. We seek
to cover all the segments of the market that are covered by
the record company.

“However, as well as distributing product by our own art-
ists like Mylene Farmer, the Cure, Johnny Hallyday and Fine
Young Cannibals, we also market repertoire from other la-
bels, such as ‘Pink Floyd Live At Pompeii' [EMI] and Michael
Jackson's CBS package ‘The Legend Continues."’

The catalog has also been augmented with special inter-
est material such as sports programs—for example, a surf-
ing feature called “La Nuit De La Glisse"'—comedy subjects
such as “Les Vamps," and instructional items, such as ten-
nis coaching films.

PMYV also distributes films from the UGC catalog and the
children’s catalog of Productions AB.

PolyGram has naturally been heavily involved in market-
ing videos on disk as well as on tape and is the market lead-
er in the CDV format. The videodisk catalog contains more
than 200 titles.

“Qur pricing policy for CDV has remained unchanged
since we launched the carrier in December, 1988, says
Laco. “‘We wanted to make CDV as accessible as possible to
the public. So a 12-inch video of a concert with a playing
time of two hours costs only 229 francs [some $39.90],
very close to the price of a videocassettes, which is 189
francs [around $32.95].

“If the Value Added Tax on video carriers is reduced from
25% to 18.6%, the same level as for audio carriers, then
we shall see the price of CDVs drop even lower,” says Laco.

There are currently 15,000 CDV players in France and
the average retail price is 5,000 francs (about $850). As
penetration increases, the hardware prices should also
come down during the year. It is expected that, by the end of
the year, there will be 35,000 players in use.

“We are very optimistic about the future of music video
and CDV,” says Laco. “Sales are really beginning to take off
and PMV has already seen six of its music videos go gold,
with sales in excess of 10,000: ‘Brothers In Arms," by Dire
Straits; ‘The Legend Continues,’” by Michael Jackson; ‘Live
At Pompeii,” by Pink Floyd; Serge Gainsbourg’s ‘Le Zenith de
Gainsbourg’ and his ‘Live At The Casino de Paris’; and John-
ny Hallyday's ‘Rock And Roll Attitude.’

PMV has achieved platinum status (20,000 sales) with
five other music videos: ‘'Les Adieux” by Jacques Brel;
“Johnny Hallyday At Bercy;" Mylene Farmer’s “Clips, Vols.
1 & 2;” and "Alchemy Live,” by Dire Straits.

WEA's COMMIN PREDICTS GREAT LEAP
FORWARD FOR MUSIC VIDEOS

Although closely linked in a corporate sense to Warner
Home Video, WEA Music is operating entirely autonomously
in the music video field and achieving impressive results de-
spite a late entry into the market.

Jean-Paul Commin, international director of WEA, ex-
plains WEA’s delayed arrival on the music video scene thus:
“The end of the 1980s saw the explosion of the compact
disk and we wanted to establish ourselves very strongly with
this carrier before moving on to other configurations.

“It is clear today that the 1990s will be the decade of the
marriage between sound and vision. The music video, in cas-
sette and disk form, is therefore set to make a great leap
forward.

“WEA intends to share in this boom and we have a strong
release program, embracing international product and na-
tional product, which represents 50% of the French market,
lined up for this year.”

WEA’s music video catalog covers all segments of the mu-
sic spectrum, from Claude Nougano to Tanita Tikaram and
Jesus & the Mary Chain. In addition, there will be releases—
either on cassette, on CDV or on both carriers—by Phil Col-
lins, Madonna, Prince, Fleetwood Mac, Paul Simon, Simply
Red, France Gall, and Michel Jonasz.

“We are in a position, now that the French video market is
expanding so rapidly, to benefit from the experience of our

companies in the U.S. and U.K. where the boom happened
earlier,” says Commin. ““And with an exceptionally strong
roster of artists, WEA is set to claim a major portion of the
French market.”

Commin does not see any potential disadvantage to WEA
in the fact that its powerful associate, Warner Home Video,
is also operating in the music video field.

“Warner Home Video has an excellent music video cata-
log,” says Commin. “We, t00, have an excellent catalog, and
each will find its own public and achieve satisfactory sales.
That's what counts.

“In my view we are just at the beginning of a real upsurge
in music video sales.”

WARNER HOME VIDEQ: PUTTING THE CONSUMER FIRST

One of the first major decisions taken by Warner Home
Video's former commercial director Jean-Paul Jaouen, when
he succeeded Marc Bonduel as president, was to opt to
make Dustin Hoffman's “Rain Man’ a sell-through rather
than a rental item.

It was a matter of deep conjecture whether the movie,
which was a box-office blockbuster in its theatrical incarna-
tion, would fare better in video form as a sale or rental item.
But after some brisk market research, Jaouen decided that
it was a product that most people would want to buy.

“We have to put the desires of the consumer first,” he
says, “if we are to get the best results from a product.”

This sell-through decision and the fact that Warner Home
Video has put a great deal of effort into boosting sales—
which now produce 75 % of its income—does not mean that
WHYV is moving away from rental.

“We don't seek to favor sell-through to the disadvantage
of rental,” says Jaouen. “The two markets are completely
separate, but also complementary. Renters and buyers rep-
resent two sections of the video consuming public. There is
so significant overlap.”

Nevertheless Jaouen's policy is to advise videoclubs to
move into sell-through as well as rental, “because the video
phenomenon is about to take on a new dimension—as a
mass means of education and instruction,” he says.

“QOur children are children of the video age. They are al-
most born with a remote control in their hands. The poten-
tial for sales of education and special interest videos is enor-
mous."

Nevertheless, Jaouen believes that the rental market is
still very much alive and well “because there will always be
consumers who baulk at spending 200 francs on a video.”

This year is set to be a banner year for Warner Home Vid-
eo because it has the strongest range of titles ever, begin-
ning with “Rain Man" and continuing with the latest James
Bond movie, “Batman’ and ‘“Les Liaisons Dangereuses.”

Says Jaouen: “We will commercialize these products ei-
ther by sell-through or rental, depending on the disposition
of the consumer.”

PROSPERINE HAS $35 MILLION
SALES TARGET THIS YEAR

An indication of the escalating prosperity of the French
video market is the fact that Proserpine, one of the most ag-
gressive and enterprising companies in the business, plans
to increase its force of 25 sales representatives to 40 be-
fore the year is out.

Founded in 1979, Proserpine is a video production and
distribution company which deals almost exclusively in
French repertoire. A limited liability company with a capital
of 4.2 million francs, Prosperpine is headed by Daniel San-
nino, with Jean Veidly, director of public afffairs, Christophe
Kirdler, in charge of promotion, Eric Bayle, director of mar-
keting, and sales director Philippe Corurty.

Proserpine also owns GWA, a duplication plant at Tet-
teghem in the north of France, which employs 70 people
and takes care of all Proserpine’s duplication needs, as weli
as offering a custom service to other companies.

Since its inauguration, Prosperpine—a 100% French
company—has set as one of its principal aims the promo-
tion and preservation of the great pantheon of French mov-
ies from the vintage classics of Rene Clair and Jean Renoir
through to the highly successful Claude Miller film “La Pe-
tite Voleuse.”

Its cinema catalog includes ‘“‘La Passante Du Sans-Souci,”
“Le Diable Au Corps,” “Le Vieux Fusil,” and “Camille Clau-
del,” the film which won five Cesars (the equivalent of U.S.
Oscars) starring Isabelle Adjani and Gerard Depardieu.

With such material, Proserine has achieved sales in ex-
cess of 200,000 in many cases, a public response which
has helped boost the credibility of video as a medium in
France.

In 1987, Proserpine made video history when it released
two powerful movies, '‘Jean De Florette” and “Manor Des
Sources” by Claude Berri, each of which sold more than
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300,000 units.
Proserpine saiso acquired the exclusive video rights in

France to Francis Ford Coppola’s “Outsiders,” Elia Kazan's
“A Streetcar Named Desire”” and the TV series “Freddy.”

A pioneer of sell-through as early as 1987, Proserine was
also the first French video company to develop a special-in-
terest catalog, having recognized that with the proliferation
of TV channels and the consequent augmentation of movies
being shown on television, sales of video movies could be
adversely affected.

As a result, Proserpine embarked on a major diversifica-
tion program. It launched a sports series, *Un Homme, Une
Licence,” featuring films on Bjorn Borg, Arnold Palmer and
Joe Frazier; a medical series “Lumiere Sur Votre Sante,” di-
rected by homeopathic and allergy specialist Dr. Pierrick
Horde; and a comedy series featruring some of the best
French humorists, Patrick Sebastien, Fernand Raynard, Guy
Bedos, among others.

Prosperine has also moved into music videos with titles by
some of the great French artists—Edith Piaf, Jacques Brel,
Michel Sardou—plus such international celebrities as Burn-
ing Spear and Paul McCartney.

McCartney's “Put It there” was a major success since its
release coincided with the French leg of McCartney's world
tour.

More special interest videos from Proserpine are in the
pipeline and, with a maximum price tag of 119 francs
(around $20.70), the company entertains great sales ex-
pectations.

Proserpine’s diversification policy means that in addition
to the regular 1,800 points of sale, mostly supermarkets,
hypermarkets and department stores, its product can also
be sold through non-traditional outlets, according to the
subject of the video.

For example, the sports collection is available in all the
shops in the sports goods chain, Decathlon.

Proserpine has been something of a pioneer, too, in its
use of the media. Ex-journalist Jean Veidly, who heads the
communications department, and former record man Chris-
tophe Rudler, who is chief of the promotion department,
both recognize the importance of creating a waiting public
for a new release by getting maximum press, radio and tele-
vision exposure.

For Proserpine, the removal of the ban on television ad-
vertising has been a godsend. It enabled the company to
double its sales of the Spanish animated film *‘Oliver Twist”
within the space of one month. It had comparable results
with its TV campaign for ‘“‘Les Aventures de Chatson,” an
animated film by Masanori Hata.

Currently, the Claude Miller film “‘La Petite Voleuse'' is the
subject of a massive Prosperine TV and press campaign, in-
volving most of the French television channels and leading
newspapers.

Proserpine's sales, from 65 million francs ($45.1 million)
in 1988, doubled in 1989. This year the projected figure is
200 miliion ($34.9 million).

JUST'IN MARKETS OWN REPERTOIRE

French distribution company Just'in, which last year post-
ed sales of 25 million francs (some $4.41 million) wiil move
into marketing its own repertoire this year, according to di-
rector Francois Kertekian. Just'in will be signing French acts
and will also be looking to acquire independent French la-
bels.

Established in 1986, Just'in is a 100% French-owned
company with 40% of its shares held by the Generale Mu-
tuelle de France—majority shareholder in the retail chain
FNAC.

Says Kertekian: “GMF invested in the company in the
spring of 1989 and thanks to its injection of capital, Just'in
will be building its catalog substantially this year.”

Already signed to the company’'s Eurobond label are Paul
Personne, Hubert Felix Thiefaine, Gilbert Montagne and Cer-
rone. Just'in also produces world music acts such as Fela,
Juluka and Jad Wio.

On the distribution side, Just’in handles the Tommy Boy,
Tomata and Digital Underground labels and is in negotia-
tions to acquire other catalogs for France. The company is
also involved in the production of music videos and televi-
sion films.

GCR TOPS VIDEO RENTALS
GCR, the company formed by an alliance of Gaumont, Co-
lumbia Home Video and RCA Home Video, is the number
one video rental company in France, with a market share—
according to the Chambre Syndicale de I'Edition Audiovi-
suelle—of 20.5%.
Says Theirry Rogister, GCR president: *If you add the rev-
enue from other catalogs we distribute, then our market
(Continued on page F-6)
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Proserpiné is a house-
hold name in France.
Proserpine is the only
independent French
videa editor.
B the number one editor
of box office successes
on video tapes,
B the number one editor
of success-stories expor-
ted to the U.S.,
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offer the most complete
catalogue (films for all
audiences, children’s
films, sports, educatio-
nal, discovery, musical,
health, adventure and
achievement films,
Bestix...). Proserpine
furthermore boasts its
own duplication labo-
ratory.
With so many attributes
to its credit, Proserpine
will be your winning
partner in France.
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VIDEO COMPANY REPORTS

(Continued from page F-2)

share reaches 25.2%. And if you compare the performance
of just the major companies, then GCR has more than 30%
of the business.”

Where sell-through is concerned, GCR has a 7% market
share, and Rogister expects to see a substantial increase in
this area in 1990.

GCR will continue to operate its lease scheme for video
clubs by which the clubs pay for their cassettes only when
they start to generate profits. “This contract helps to pro-
tect the rental window and gives the video clubs the oppor-
tunity to provide their customers with a very wide selection
of titles, paying for 12 films over a period of six months.”

GCR's sell-through business this year will be boosted by
the recent acquisition of the RCV catalog which includes a
considerable number of major French and foreign feature
films.

Chris Deering, executive VP, international division of
RCA/Columbia Home Video, regards the RCV deal as a ma-
jor coup for the French affiliate "in view of the excellent
quality of its catalog and the tremendous potential of the
French sell-through market.”

INDIE FILM OFFICE PROSPERS

Since 1987, Film Office, one of the oldest-established
video companies in France, has increased its sales revenue
every year by 40%. “And since 1984,” says marketing di-
rector Andre Touaty, “we have multipled our gross income
by five."”

After a relatively short-lived joint venture with Warner
Home Video, Film Office set up on its own after acquiring
the Walt Disney Home Video catalog for France.

It subsequently launched the Vestron Video catalog and
when Vestron decided to handle its own distribution in
France, Film Office filled the gap by acquiring the distribu-
tion of MGM Home Video.

An independent French company, Film Office had to make
substantial investments in order to acquire representation
of major video catalogs. ‘As soon as sell-through became a
practical proposition in France,” says Touaty, ‘‘we launched
the MGM catalog. This was in 1986 and initially the results
didn't justify the investment. There was a great deal of
groundwork to do in terms of promoting video to the public
and to the retail trade.”

But with the launch of the Walt Disney catalog in 1986-
87, business began to pick up substantially and in 1988
Film Office, together with its competitors, benefitted from a
major surge of video sales in France. This expansion contin-
ued in 1989 and was enhanced, as far as Film Office was
concerned, by the release of blockbusters like “Sleeping
Beauty' and “Who Framed Roger Rabbit?"”

Says Touaty: “We sold more than 100,000 cassettes of
‘Sleeping Beauty.” Our target for ‘Roger Rabbit’' was
200,000 units. In fact, by the end of January, we had sold
more than 250,000, and the title is still selling. Remember
that everything we ship is a firm sale. We don't accept re-
turns.”

In terms of sales, Film Office last year retained the num-
ber two position in the French market which it achieved in
1988. “And we did this,” says Touaty, “with a relatively
small catalog, because we release on average no more than
five titles a month.”

For this year, Film Office expects to see the market con-
tinue its upward swing. Sales for January were substantially
up on those for the same month of 1989 and another po-
tential blockbuster, the Walt Disney classic “Alice in Won-
derland,” is on release this month.

As far as rental is concerned, predictions are rather more
difficult, says Touaty, “because our rental program is gov-
erned by the release of Walt Disney and MGM films on the
French cinema circuit. Two movies that we had hoped to put
out at the beginning of this year—'The Dead Poets’ Society’
and ‘Honey, | Shrunk The Kids'—wili now have to wait until
the beginning of 1991."”

“Dead Poets’ Society" was supposed to be playing in
French cinemas in September 1989 but release was de-
fayed until January. Because it is a highly successful movie,
the video cannot be released, under French law, until the be-
ginning of next year. “Honey, | Shrunk The Kids" was origi-
nally scheduled for cinema showing last October but it, too,
was delayed, until February this year.

Film Office plans to pursue its rental and sales operations
with equal vigor this year, “because we consider rental and
sales as absolutely complementary,” says Touaty.

The company will also extend its sales operations to in-
clude special-interest videos.

CBS/FOX VIDEO: RENTAL BUSINESS IS ESSENTIAL

“France,” says Olivier Philippon, new president of
CBS/Fox Video France, ‘is the only country in the world
where income from video sales is three times that from rent-
al. But it is our policy to preserve an equilibrium between
sale and rental.”

Philippon and his deputy directors, Jean-Marie Bocquene
and Michel Lieberman, point out that if there were no video
rental there would be a severely reduced range of films in
the hypermarkets.

As well as being a source of income, rental is also a means
of promoting sales. “The important thing is to begin with
rental and then, after a certain period, move into sell-
through. The rental business is essential in order to give the
public the widest possible choice, and the existence of video
clubs would seem to us a most important element for the
future prosperity of our business,” says Philippon.

Established in 1984, CBS/Fox Video France derives half
of its income from rental. In November last year it moved
into CD video, releasing 10 feature films on optical disk. By
the end of December the company had shipped 21,000
units exclusively to specialist shops and video clubs—a
most satisfactory beginning in a country where player pene-
tration at the time was scarcely 10,000.

France was thus the only country, apart from Japan,
which had CBS/Fox videodisks on the market last year.

“We're very happy with the result,” says Philippon, “and
this year we will release 25 more titles.”

It is Philippon’'s aim to established CBS/Fox as the num-
ber two company in France this year in terms of sales and he
is looking for an increase in gross revenue of around 20%.

CBS FRANCE VIDEO:
GEARING UP FOR THE AUDIO-VISUAL ERA

CBS France Video started operations in 1988 with the de-
clared intention of becoming one of the leaders in the field.
In little more than two years this aim has been transformed
into reality, with CBS posting video sales of 90 million
francs ($15.7 million) and music video sales of 15 million
francs ($2.63 million) last year. This represents 8% of the
gross sales of CBS France.

Says Jean-Claude Gastineau, director general of CBS
France: “The video market really took off in 1988 when it
was clear that the future lay in the seli-through market. To-
day, the French video industry has an economic solidity, but
is still relatively modest compared with the future potential.

“Watching videos has moved from being an occasional
phenomenon to a daily activity. Prices have dropped to less
than 200 francs [$35] for a film and to less than 150
francs [just over $26] for a music video.

“The consumer no longer buys a video film as a present
but as a routine purchase. This year we are entering a period
of big unit sales, not only because of feature films but be-
cause of other categories, like music videos.

A video of Jean-Jacques Goldman now has a guaranteed
sale in excess of 100,000 units. We are still some way be-
hind the U.K. market but we are moving fast in the same
direction. The video is no longer a seasonal product.”

The CBS France chief adds: "“Our sales for January were
on the same level as those for December which, of course, is
the great gift month of the year. What will also help to boost
sales this year is the advent of two new carriers, CD-V and
Video 8. The 1980s were the era of the compact disk. The
1990s will be the era of audiovisual entertainment.

CBS France currently has a catalog of 200 titles, includ-
ing not only its contract artists like Francis Cabrel and Jean-
Jacque Goldman (who recently achieved platinum status
with his music video “Carnet De Route'") but also repertoire
from the Echo video collection which is dominated by EMI
artists like Queen, Kate Bush and Johnny Clegg.

The latest releases from CBS France Video look certain to
consolidate its market position, since they include a Lam-
bada video, the Who rock opera “Tommy,” the 1989-90
tour of the Rolling Stones, the Beatles’ “Magical Mystery
Tour,” the latest French tour of Francis Cabrel and an ani-
mated film series “Il Etait Une Fois L'Homme,” which tells
the story of the human race through the ages.

SELL-THROUGH BONANZA

(Continued from page F-1)

gone steadily down.

In 1987, the French video market was worth 444 million
francs ($77.8 million), and 95% of the income came from
rental.

in the first quarter of 1988, the video industry was ob-
taining 62.9% of its revenue from rental and 31.7 % from
sales. By the second quarter, rental revenue had dipped to

57.8% and, in the first quarter of 1989, it was down to
35.4%. In the second nuarter of 1989 it made a small re-
covery to 36.6 %, but the underlying trend is for rental to
continue to lose ground to sell-through.

According to the CSEA, income from rental dropped
29.4% from 179.7 million francs (around $31.5 million) in
the first six months of 1988 to 138.8 million francs
($24.35 million) in the same period of 1989.

In the same periods, sell-through, on the other hand,
soared by 112% from 116.5 million francs ($20.4 million)
to 247.7 million ($43.4 million). The combined rental and
sell-through markets registered a gain of 30.5% with a
gross revenue of 386.5 million francs ($67.8 million).

The French appetite for video entertainment is not uncon-
nected with the country's traditional affinity to the cinema
and the dramatic move from rental to sell-through can part-
ly be explained by the disposition of French people to as-
semble a videotheque and by the fact that currently there is
an abundance of highly collectable videos on the market.

One highly collectable series being marketed currently by
Hollywood Boulevard-Michel Fabre is Rene Chateau's “Me-
moire Du Cinema Francais,” a catalog of French movie clas-
sics whose 24 titles released to date include such gems as
“La Bas-Fonds” (Jean Gabin, Louis Jouvet), “La Beaute du
Diable” (Michel Simon, Gerard Philippe), “Orphee” and “La
Belle Et La Bete”” by Jean Cocteau, “Madame Sans-Gene"
(Arletty) and Jacques Becker’s “Goupi Mains Rouges.”

Fil a Film is strongly promoting a collection of eight films
by Louis Malle, including “Les Amants,” ‘*Zaaie Dans Le
Metro” and “Ascenseur Pour L'Echafaud,” and CBS/Fox is
marketing some great Hollywood classics, such as “The
Grapes Of Wrath,” “The Robe,” “The Snows Of Kilimanja-
ro,” “Flight Of The Phoenix”” and “The Girl Can't Help It.”

The sell-through boom has happened despite the fact that
a survey carried out in 1988 by Sofres-Prosperine showed
that 53% of VCR owners did not make use of prerecorded
cassettes, either because they were content with the film
programming of the TV channels, making their own copies
when so disposed, or because they just didn't have the time
to watch videos. This indicates that the other 47 % of VCR
owners are avid consumers of prerecorded videocassettes.

Another factor which has boosted the sell-through market
has been the enthusiasm for the product demonstrated by
hypermarkets and supermarkets in France which have
caught on fast do to the fact that videos are potent impulse-
purchase products.

There has been an explosion, too, in the music video mar-
ket. From sales of 15.5 million francs ($2.71 million) in
1988, the market more than quadrupled last year to 63
million francs ($11.05 million). Initially limited to the dedi-
cated video companies, the market is now expanding with
the entry of record companies along with the FFM station
NRJ and the pay-TV channel Canals Plus.

In response to this development, the French record indus-
try association SNEP has created gold and platinum awards
for sales, respectively, of 10,000 and 20,000 music vid-
eos. “The awards,” says Patrice Fichet, general secretary of
SNEP, “are to mark the advent of a product which clearly
has a big future—particularly if the government responds to
our representations to bring down the Value Added Tax on
videocassettes from 25% to 18% in common with the
disk.”

The first platinum awards have gone to "‘Alchemy Live,"”
by Dire Straits, ““The Wall,” by Pink Floyd and *Brel, Quinze
An d'Amour,” by Jacques Brel, among others. Gold awards
have been achieved by U2's “Live At Red Rocks,” Dire
Straits’ “‘Brothers In Arms,” Pink Floyd's “‘Live At Pompeii”
and “In Concert,” Michael Jackson's “The Legend Contin-
ues,” Bruce Springsteen's '‘Anthology,” Prince's “Sign ‘O’
The Times" and the Cure's “Staring At The Sea” and “The
Cure In Orange.”

According to SNEP, its member companies sold 710,000
music videos last year, along with 103,000 CDvideos, even
though penetration of videodisk players in France is a little
more than 10,000.

The market shares of the various categories of music on
music videos are 59.41 % French popular music, 40.12%
international pop music and 0.47 % classical. For the CDV,
the shares are 45.95% for international pop, 40.51% for
classical and 13.4% for French popular music.
(Assistance with this story provided by Philippe Souplet and
Alain-Guy Aknan).
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- 400000 TIMES THANKS
T0 YOU ALL..

&
L 1 i
oo P31
Thanks to all our customers, to Walt Disney, Touchstone Pictures
and Amblin Entertainment Inc, for having made: "Who Framed Roger Rabbit” W3
and “Sleeping Beauty” the huge Video successes of the (Q)AL}'@GNEP
‘ TOUCHSTONE year 1989 in France 400 000 times thanks. HOME VIDEO

See you in 1990 for other successes.

g © 1990 TOUCHSTONE PICTURES AND AMBUIN ENTERTAINMENT INC. € 1990 THE WALT DISNEY COMPANY.
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RCA/COLUMBIA PICTURES

(Continued from page 37)

taking product direct to sell-
through,” he says. “And ‘Look Who's
Talking’ is an example of taking a pic-
ture out at a high price and being suc-
cessful. But when I came here last
July, there were only 22 titles under
$20. By the end of this year, there will
be over 100 and it will be a major
piece of our business. We’ve been
consistent in repricing and bringing
out previously unreleased product at
low prices. I don’t want the industry
to get the impression, however, that
even though I am not a big proponent
of direct to sell-through on big mov-
ies that I am not a proponent of the
viability of the American consumer
wanting to collect.”

But the video “rentailer” is still a
major player in this business, he
says, and “it’s not wise to abandon
him. The other side of it is that if this
business did go direct to sell-through,
the numbers would come way down.
You might get five or six titles selling
a few million copies each. But if ev-
erything came out at low prices, what
would the numbers be? How many
LPs sell a million copies a year?”

Culberg admits he did “agonize”
somewhat over the decision to make
“Look Who's Talking” a rental title
since research indicated that it was
“viable and probably more profitable
to put it out at a low price.”

But “if the upside was bigger at
low price, the downside was much
bigger also,” he says. “I felt my fis-
cal responsibility to the company was
more important in terms of consisten-
cy than it was to go for the short-
term brass ring. I was also in the pro-
cess of trying to improve the image
of this company in the retail commu-
nity. What better way than to give a
$130 million film to the rentailer so he
knows that the consumer has to come
to his store to get it ... not Wal-Mart
or Price Club. That builds confidence.
It’s also a level of payback for their
commitment to our business.”

Among some other recent RCA/
CPHV developments, says Culberg,
that underscore the company’s ag-
gressive movement on a number of
fronts are a commercial promotion
with Premiere magazine on “sex, lies
and videotape,” as well as a special
“Flix Special Edition” co-produced
with VH-1 to promote that tape; a
commercial at the head of ‘““Look
Who's Talking” promoting T-shirts
and sweatshirts with the theatrical
art and title treatment that retail can
tie into; and “splitting” the sales
force into two groups for more effi-
ciency (Billboard, March 17).

In addition, the company turned
around a $10 how-to lambada tape
based on footage from the Columbia
movie RCA/CPHV will later distrib-
ute (Billboard, March 24).

RCA/CPHV also has a “reverse
distribution’” arrangement with
GoodTimes Home Video.

“When I came here,” he says, “I in-
herited a licensing agreement with
GoodTimes, which was selling our
product to rackjobbers. But when I
discovered that GoodTimes had no
penetration with video distributors, I
thought it was an opportunity to sell
the very titles we licensed into our
marketplace, as well as most of their
other titles except those they license
from others. This gives me a huge
number of titles in the low-priced
field to sell and earn a distribution
fee on. That seemed to be a natural.”

CRIMES AND
MISDEMEANORS

“Great Filmmaking. No film this year “Potently funny and powerfully
has kept me more glued to my seat.” moving...“Crimes and Misdemeanors’
Mike Clark/USA Today is so funny it hurts.”

Peter Travers/Rofling Stone

“A brilliant comedy with laughs out
of Annie Hall...Thisis a great film.” “‘Crimes and Misdemeanors’ mixes

Joel Siege!/Good Morning America good and evil...theresultisa
tension that makes this a most
affecting movie. Allen whipsaws
you between dismay and laughter.”
Jack Kroll/Newsweek

“One of the very best movies

Woody Allen has ever made.”
Roger Ebert/Chicago Sun Times

“Crimes and Misdemeanors is stylish.

113 * .
It’s intelligent. It’s also hilarious...one Mr. Allen’s most securely serious
of Woody Allen’s finest.” and funny films to date.
Rex Reed/At The Movies Vincent Canby/New York Times

Order Cut-Off Date: MAY 8 Street Date: MAY 24

CAROLINE AARON ALAN ALDA wOODY ALLEN CLAIRE BLOOM
MIA FARROW JOANNA GLEASON ANJELICA HUSTON MARTIN LANDAU
JENNY NICHOLS JERRY ORBACH SAM WATERSTON

a CASTING BY
JACK ROLLINS a0 CHARLES H. JOFFE "CRIMES AND MISDEMEANORS”  JULIET TAYLOR

COSTUME DESIGNER £0ToR FresueTeN PRODUCTION DESISNER DIRECTOR OF PHOTOGRAPHY

JEFFREY KURLAND SUSAN E. MORSE ace. SANTO LOQUASTO SVEN NYKVIST asc
EXECUTIVE PRODUCERS PRODUCED B8Y DRecTen By Gl CT(E ) @
JACK ROLLINS o CHARLES H. JOFFE ROBERT GREENHUT WOODY ALLEN , ORiON soumcen.

_ ORI ® _ .

QJ Closed Captioned HOME VIDEO ©1990 Orion Home Video. All Rights Reserved.
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NORTH AMERICAN VID PLANS REORGANIZATION

(Continued from page 37)
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couldn’t negotiate with the land- cutbacks in the w‘ake of phe filing. & Compiled from a national sample of retail store sales reports.
”
lords,” Messenger says. North American Video was e | < |3 -
As part of its reorganization, founded in 1979. Messenger, a mem- g g z o 23
o . . . ‘B w -
North American will likely close one  ber of the board of directors of the o | = | ¢ | TITLE Copyright Owner, Principal ;; fsf g
of its locations in Raleigh, N.C., and Video Software Dealers Assn., has T ||z Manufacturer, Catalog Number Performers 22| & |33
consolidate two others, Messenger maintained a high profile within the ** NO.1 * %
says. industry for many years, and has '
The chain currently has five Ra- been mentoned as a possible candi- 1 3 3 HONEY, | SHRUNK THE KIDS Wait Disney Home Video 909 Rick Moranis 1989 PG 2299
leigh locations. The others are in  date for president of the organiza-
i . . Warner Bros. Inc. Mel Gibson
Durham, where the chain is head- tion. 2 | 1|7 | LETHAL WEAPON 2 Warner Home Video 11878 Danny Glover 1989 | R 2498
quartered, Carrboro, Chapel Hill, . . . . 3 | 2 | o | INDIANA JONES AND THE LAST Paramount Pictures Harrison Ford 1989 | 613 | 2095
and Garner. .4ss13tanqe in promd.mg this story CRUSADE Paramount Home Video 31859 Sean Connery .
Messenger says none of the was provided by Melinda Neuman 4 | 4 |151| THEWIZARD OF OZ: THEFIFTIETH  Turner Entertainment Co. Judy Garland 99 | 6 | 2095
chain’s 130 employees have been in New York and Earl Paige in ANNIV.ED. A & MGM/UA Home Video 60001 Ray Bolger :
laid off and he has no plans for staff  Los Angeles N ; :
. NEW KIDS ON THE BLOCK: HANGIN - ] New Kids On
5 5 20 TOUGH LIVE 4 CBS Music Video Enterprises 19V-49030 The Block 1989 | NR | 1998
6 7 | 26 | BAMBI Walt Disney Home Video 942 Animated 1942 | G |2699
F,., 7 6 7 sg{aﬁg?{g&%‘gc ADVENTURES OF CBS Music Video Enterprises 19V-49027 Rolling Stones 1990 | NR [ 19.98
I l l a I I Warner Bros. Inc. Jack Nicholson
i L Harve i 8 8 | 2 BATMAN Warner Home Video 12000 Michael Keaton DN EC L] [leed
i S C Omjn g h Om e ' 9 | 9 | 35| NoOos ONTHE BLOCK: HANGIN' - 5 music Video Enterprises 14v-49022 e ids On 1989 | NR | 1495
] Amblin Entertainment Bob Hoskins
10 | 14 | 24 | WHOFRAMED ROGER RABBIT Touchstone Home Video 940 Christopher Lioyd R e
Amblin Entertainment .
; . s 11 | 11 | 28 | THE LAND BEFORE TIME et ROt Animated 1988 | G | 2495
One of the best-loved films of all time is finally ——— PV
coming home on videocasseite by popular demand! Plus, L L e Warner Home Video 11709 Danny Glover 1987 | R 11998
James Stewart, one of America’s favorite actors, gives a 13|17 | 2 EiEer%GFEmg'I"(i}PLrEgngZIHgRTLES: Family Home Entertainment 27314 Animated 1989 | NR | 1495
special narrative introduction to this Academy Award™
winning classic 14|19 | 15 THE LITTLE MERMAID Starmaker Ent. Inc. 2001 Animated 1978 | G | 995
And at this low price, evervone will want to make a 15| 12 | 11 | DIEHARD CBS-Fox Video 1666 Bruce Wilis 8 | R | 19.98
place in their video collection for Harvey. JANET JACKSON'S RHYTHM NATION A&M Records Inc.
$1 95 16 | 15| 23 1814 A A&M Video 61900 Janet Jackson 1989 | NR | 24.98
L 17 | 13| 8 | INDY TRILOGY-PACK (T [ Harrison Ford 199 | PG | 6485
. Virgin Records America, Inc. i
18 | 20 | 21 | PAULA ABDUL: STRAIGHT UP A Virgin Music Video 50141 Paula Abdul 1989 | NR | 1998
19| 5| 2 THE B-52'S: 1979-1989 Warner Reprise Video 3-38160 The B-52's 1990 | NR | 19.95
ATIEN JANE FONDA'S LIGHT AEROBIC AND  Jane Fonda
- .J.\ MLS o '3 20 | 16 | 11 | STRESS REDUCTION WORKOUT Warner Home Video 652 LUDIEE e Rl
b[ HH ,_\ HT T3k 21 | NEWD | Lo G T N ean C T -ES ve 27319 Animated 199 | NR | 1495
; ' Paramount Pictures 9
HA 22 | 18 | 171 | RAIDERS OF THE LOST ARK Paramount Home Video 1376 Harrison Ford 1981 | PG | 1495
‘/ [ i/ GLORIA ESTEFAN & MIAMI SOUND o ) Gloria Estefan/Miami
R 23|21 | 6 MACHINE: EVOLUTION CBS Music Video Enterprises 19V-49032 ¢ -/ i (o 1990 | NR | 19.98
24 | 39 | 18 | 1990 PLAYMATE VIDEQ CALENDAR  HBO Video 0312 Various Artists 1989 | NR | 29.99
25| 29 | 23 | LAWRENCE OF ARABIA ROA Solumbia Pictures Home Video Peter O'Toole 1962 | PG | 2095
26 | 27 | 155 | CALLANETICS A CallaniioductionsiCorn; Callan Pinckney 198 | NR | 24.95
MCA/Universal Home Video 80429 :
KATHY SMITH'S ULTIMATE - )
27| 32 | 11 STOMACH AND THIGHS WORKOUT  Fox Hills Video M032466 Kathy Smith 1990 | NR | 1995
28 | 23 3 HERE COMES PETER COTTONTAIL Family Home Entertainment 27321 Animated 1971 | NR | 1495
29 | 24 | 78 CINDERELLA Walt Disney Home Video 410 Animated 195 | G | 2699
303 3 THE GOOD, THE BAD, & THE UGLY MGM/UA Home Video 301465 Clint Eastwood 1968 | NR | 29.95
GONE WITH THE WIND: THE FIFTIETH Turner Entertainment Co. Clark Gable
31|35 | 125 ANNIV.ED.a MGM/UA Home Video 901678 Vivien Leigh 1939 | G| 89.95
Warner Bros. Inc. Glenn Close
32 | 22 | 2 | DANGEROUS LIAISONS Warner Home Video 11872 John Malkovich LRSI RS
JANE FONDA'S COMPLETE Jane Fonda
33| 26| 63 WORKOUT Warner Home Video 650 Jane Fonda 1989 | NR | 29.98
341 31 9 WARRANT: DIRTY ROTTEN FILTHY CBS Music Video Enterprises 19V-49031 Warrant 1990 | NR | 19.98
STINKING RICH-LIVE!
Arista Records Inc o BT
35|37 )23 MILLI VANILLI IN MOTION A e Milli Vanilli 1989 | NR | 1498
B&W/I Hour 44 mins./Nol Rated '-'arraLr-l.- Smirodction USRI NT EOR ALK,
VHS Bet HiFi Videocassette #8321 : iy 36 | NEW) | MICHAEL JORDAN: COME FLYWITH 05 co, video 2173 Michael Jordan 1989 | NR | 1998
Jam-es Stewart
37 | NEW AN AFFAIR TO REMEMBER CBS-Fox Video 1240 Cary Grant 1957 | NR | 30.98
Deborah Kerr
B GﬁLL Y“[:R ME& ]]ISTRIBU['HR Orion Pictures Kevin Costner
Mm MD UR]}EH. T““AY 38 | NEW > BULL DURHAM QOrion Home Video 8722 Susan Sarandon L k 19.98
HOME VIDED % 5 Playboy Video ) )
STREET DATE: MAY 10, 199“ 39| 38 | 8 | PLAYBOY PLAYMATES AT PLAY ST Various Artists 1990 | NR | 29.99
C 0 M I N G 0 N V I D E 0 C A S S E T T E 40 | RE-ENTRY PAUL MCCARTNEY: PUT IT THERE PolyGram Music Video 081 649-3 Paul McCartney 1990 | NR | 2495
5 Na |inbreraal P 15, . Sl 197 Tanscrsal ths babes L. AR RN Beserv @ ITA gold certification for a minimum sale of 125,000 units or a dollar volume of $9 million at retail for theatrically released programs,
AcadeTEs AR UITs” and “The i are 21 negiiead irrructs e macal e deabaey of Matan Fioars Ans and Soenrs or of at least 25,000 units or $1 million at suggested retail for nontheatrical titles. © ITA platinum certification for a minimum sale of
250,000 units or a dollar volume of $18 million at retail for theatricaily released programs, and of at least, 50,000 units and $2 million
at suggested retail for nontheatrical titles.
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MPAA’s Int’l
Piracy Battle
Yields Resuits

NEW YORK—Stepped-up interna-
tional operations by the Motion Pic-
ture Assn. of America led to a record
number of raids against alleged film,
cable, and video pirates around the
world in 1989, according to recently
released MPAA figures.

The MPAA, and its overseas arm,
the Motion Picture Export Assn. of
America, helped initiate 5,726 raids
last year, leading to the seizure of
659,615 videocassettes in 37 differ-
ent countries. Of those, 227 raids, in-
volving 86,375 cassettes, were con-
ducted in the U.S. (Billboard, Feb.
10). The rest were conducted over-
seas.

The 5,726 raids conducted in 1989

‘We've expanded
our operations into
areas where we had
no presence before’

represented a 51% increase over
1988’s total of 3,799. For the first
time, raids against alleged pirates
were conducted in such countries as
South Korea, Malaysia, Thailand,
and Ecuador.

Despite the stepped-up activity,
the MPAA continues to estimate an-
nual worldwide loses from piracy at
$1 billion, the same figure it has
been using for more than two years.

“We've made a dent [in piracy] in
some markets,” MPAA spokesman
Mark Harrad says. “But our success
in some [international] markets has
allowed us to expand our operations
into territories where we’ve had no
presence before, so we did not in-
clude them in our estimates. We've
uncovered significant piracy in some
of those territories, such as South
Korea, and are now including those
in our estimates. Two years ago, we
weren’t in South Korea.”

Harrad calls the $1 billion figure
“a rough estimate.”

The largest amount of enforce-
ment activity took place in Europe,
where 3,755 raids were conducted,
resulting in the seizure of 374,675
cassettes. The leading centers of ac-
tivity were Spain (1,265 raids), the
U.K. (572 raids), and West Germany
(355 raids).

The MPEAA also doubled the
number of raids conducted in the
Far East, where many U.S. studios
have no official presence, in part be-
cause the markets are saturated
with pirate cassettes. Says MPEAA
senior VP William Nix, “Unlike
North America or Europe, where pi-
racy eats away at potential reve-
nues, piracy in the Far East often
means the difference between being
able to establish or preserve a legiti-
mate distribution system or not.”

The MPEAA helped initiate 1,040
raids in Far East countries last year.

Brazil and Mexico were the lead-
ing centers of activity in Latin Amer-
ica last year. Police raided 134 loca-
tions in Brazil, seizing 15,356 cas-
settes. In Mexico, 35 operations were
raided, leading to the seizure of
28,424 cassettes.

Mark Harmon Stars With
Three Beautiful Women In A Romantic
Comedy That Will Really
Prove Its Worth!

’
P
[ a

®

Mark Harmon stars as a TV weatherman
who bets a friend he can get engaged to three
diferent women (Lesley Ann Warren,
Madeleine Stowe and Maria Holvoe) at the
seme time. A top cast and clever script make
WORTH WINNING a title that's worth plenty!

STREET DATE: 5 24 ] Orders must be placed with your
DEALER ORDER DATE: 5 '8 distributor by 4/12 to participate.

TWENTIETH CENT JRY FOX rsets s FILMS secucnon 1L MACKENZIE uw MARK HARMON WORTH WINNING MADELEINE STOWE LESLEY ANNWARREN
MARIA HOLVOE vescer PATRICK WILLIAMS evreonrSONEY WOLINSKY sonucronoescveoneLILLY KILVERT oveconosmrocusy ADAM GREENBERG
oscmierronis TON JOYNER scseuvar JOSANN McCIBRON s SARA PARRIOTT mestoovevor o DAN LEWANDOWSK somceoon GIL FRIESEN o DALE POLLOCK

m@l“’ m ] onscroar WILL MACKENZIE s st oy detine

1959 Twer et Century For Fiim Corparanon

Buy 3 copies and receive
this Mix 'N Match Display.

€ 1990 The CBSIFOX Company. All Rights Reserved. CBS™ is a trademark of CBS Inc. used under license. FOX™ is a trademark of Twentieth Century Fox film Corporation used under license.
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“x % % *...it's perfect...check it out”
—Joe Bob Briggs THE MOVIE CHANNEL DRIVE IN THEATER

“‘BaskeiCase 2° stacks up as fun fear fare for ‘BasketCase’ cultists, fright-film fans and adventurous

viewers of every stripe”

—N.Y. DAILY NEWS

“imaginative . .. demonstrates what an underground filmmaker can do with an ample budget...”

Hot off -he 1990 theelr cal r2lease

The sicx sequsl to ‘Basketcase” —a cult harror
¢ assic with prosr videe success

Kevin v=n Hen'enryCl= (Duane *rom “Baske:zase”)
Annie ROSS (zcolaimes pz singee from Lamibert, Hendricks,
anc Fass. “Supzrman I’ “The Momeconing.’ “Throw

ffom~a From The rar”

Heather Rattray i"w Hemess Family” “Meuain Family
Robirson”)

Kathryn Meisle ¢ 01e L2 To Live" “Loving"

Jason Esers (“The Eran Trat Woaldn't Die” “Escaze D the
Planecof the Apes”)

Ted Sorel (“From Beyord " *L2ny.” “Netwolk's

From tr2 same proZLction 2am that broaght you
“Bas<etcase’:

Writer-Director: Fra=k Hener lotter (8-an Camage)”
‘Franenhooker”)

Producer: Edgar levirs

Execu:ive ProdJcer .ames 3lickemzis
(“Shaedown,” TneEzerminator”)

Spec al £ffects Male!p: Gabe BartacCs (‘Goilas in
the M st “Friday th2 &h, Pert " “Texas Chainsaw
Magsasre 2" “Frigh Bidht, Part 27

Music' ~oe Renzetti jacadey ward® viniing composer
for T-e Budcy Hollv Stery” ‘ Polergeist IIE” “Child’s Play”)

Ma or natianal telavisizn edvertising or ne-works
anc cab.e -oth beforz ard after street Jate.

e A M
oy oy Y54 v 4

Plus regional radio -emozions in majr c ties.

National magaznz ads inclucing ‘Rclirg Stone!

Special discount price available on twin-pack!
Buv a twin-pack of “3as«et Case 2"
and save $20.00!

Sir g e $8.98 = iggestec list
Stocx #2011

Tw n-pack §15¢ 36 suggestec st
Stect #2011P
Pried H ghe- i~ Canaca

Free 3 cimensional —cb le and full size
poster aailable

ACADBM{ AWARD® S the regiscered treadsrar< andservice marsof
the ACACEMY of Mo 2n Pictures Arts a1c Scierces

—DAILY VRRIETY

“¥ 9% % . ..it's perfect...check it out.”
— Joe Bob Briggs THE MOVIE CHANNEL DRIVE IN THEATER

SHAPIRO GLICKENHAUS HOME VIDEO "CE
Actual Box Art

Order Date: May 8, 1990
Street Date: May 24, 1990

Color, 1990, 90 min., Dolby Stereo Hi-Fi

@ [E—p— DOy Rz
-

Available on laserdisc from Image Entertainment %
For sale or rental in the US. and Canada

SHAPIRO GLICKENHAUS HOME VIDEO |

Artwork and Design Copyright © 1990 Shapiro Glickenhaus Entertainment Corp.

Kagan: Video
Sell-Thru Biz
To Keep Growing

LOS ANGELES—Revenue to pro-
gram suppliers from sell-through
videos should hit close to $4 billion
for 1990, according to new data re-
leased by Carmel, Calif.-based me-
dia analyst Paul Kagan Associates
during its annual ‘““Videocassette
Future’” seminar, held here March
22 at the Beverly Hills Hotel.

That figure is expected to rise to
almost $6 billion by 1993, under-
scoring the continued growth on
the sell-through side of the busi-
ness.

In terms of sell-through units,
according to the data, more than
200 million cassettes will be sold in
1990—but will grow to nearly 400
million units by 1993.

By contrast, rental revenues are
expected to remain flat, as 1990 is
expected to generate short of $2
billion for suppliers. By 1993, reve-
nue from the rental market is ex-
pected to just hit the $2.1 billion
plateau.

In terms of rental unit ship-
ments, Kagan’s data indicate that
the 1990-93 period promises to re-
main steady at approximately 50
million units.

In other data pertinent to the
home video industry, Kagan says
that VCR sales will decline for the
third straight year and will contin-
ue on a downward trend.

In 1989, approximately 9.8 mil-
lion VCRs were shipped to dealers,
but the actual VCR universe grew
by only about 5.8 million house-
holds. The entire U.S. VCR uni-
verse is estimated at 65 million-70
million.

The trends in VCR hardware, ac-
cording to Kagan's data, point to
increases in replacement sets and
multiset households.

By 1991, according to Kagan’s
research, the majority of VCRs
will go into households already
equipped with the machines, either
to replace broken or aging models
or to supplement existing sets.

The steep decline in the creation
of new VCR homes, according to
Kagan, corresponds to the slow
growth in the cassette rental busi-
ness. New VCR homes had been
the “fuel feeding the growth in the
cassette rental business, and stud-
ies continue to show rental activity
falling off as VCR households
age"'

Yet there is an ‘“‘upside” to the
trend, according to Kagan, in that
multiset households ‘““‘may prove to
be more active buyers of cassettes,
even as their rental habit settles
down from initially high levels.

“And there’s also the potential
that multiset homes may actually
reverse the decline in average
rentals per household that we've
been seeing in the predominantly
single-set universe of today. We're
projecting that, if current trends
continue, more than one-third of
TV households will have more than
one VCR by the end of the '90s.
The increased usage that trend is
bound to bring is a bullish indica-
tor for the programming side of
the business.”

JIM McCULLAUGH
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Erol’s To Start Franchising
Plan Would A ffect Non-D.C. Stores

EBY BILL HOLLAND

WASHINGTON, D.C.—Erol’s Inc.,
the 200-store-plus Springfield, Va.-
based chain, has announced it
plans to begin franchising some of
its stores outside its Baltimore-
Washington, D.C., area core base,
starting this spring.

Troy Cooper, VP of video store
operation, says the family-owned
Erol’s will roll out details of its
first-ever plans to franchise within
a few weeks.

“We're thinking of doing it in ar-
eas where we are not as well estab-
lished,” says Cooper, mentioning
Cleveland, Chicago, and the Nor-
folk-Tidewater area of Virginia as
likely markets.

The move, according to Cooper,
will free up capital needed for oth-
er areas of growth in the highly
competitive hometown market.
Erol’s recently put in place an in-
novative return-to-any-store policy
chainwide, a feature that its main
competitor, Blockbuster Enter-
tainment, would find difficult to
implement.

Franchising Erol’s stores will
require a massive (and expensive)
rebuilding of the chain’s well-
known centralized computer sys-
tem.

Says Cooper: “Like anything 8
years old, it has its problems, and
it will be easier for us to have a

new system designed with fran-
chising in mind and then integrate
elements of the old system into the
new one.”

Erol’s has also cut headquarters
staff twice in a trim-fat effort. The
most recent layoff in March cut
nearly 20% (or 75 employees) from
its front-office staff, mostly from
the store planning and develop-
ment division. Earlier this year,
the chain also relinquished its
hardware sales stores.
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The Devil Made Her Do It.
Roseanne Barr is out for revenge in
“She-Devil,” due June 28 on Orion
Home Video.

=
= Compiled from a national sample of retail store rental reports.
x 5 5
D w |z
z | 3|0 S8l w
o | 5| v TITLE Copyright Owner, Principal 50| £
T l=< |z Manufacturer, Catalog Number Performers S [
&k NO.1T & &
Universal City Studios Kevin Costner
1 2 3 FIELD OF DREAMS MCA/Universal Home Video 80884 Amy Madigan 1389 11 EG
2 8 3 HONEY, | SHRUNK THE KIDS Walt Disney Home Video 909 Rick Moranis 1989 | PG
Universal City Studios Steve Martin
3 3 7 PARENTHOOD MCA/Universal Home Video 80921 Dianne Wiest 13898 iRGEI3
Warner Bros. Inc. Mel Gibson
4 1 l LETHAL WEAPON 2 Warner Home Video 11876 Danny Glover 5 ;
5 4 g INDIANA JONES AND THE LAST Paramount Pictures Harrison Ford 1989 | PG.13
CRUSADE Paramount Home Video 31859 Sean Connery -
Touchstone Pictures
6 {5 | ¢ TURNER & HOOCH Touchstone Home Video 911 Tom Hanks 1989 | PG
Universal City Studios
7 6 9 UNCLE BUCK MCA/Universal Home Video 80891 John Candy 1989 || EG
Orion Pictures Gene Hackman
8 Y 5 THE PACKAGE Orion Home Video 8747 Tommy Lee Jones 1583 E
9 | 9 | 14 | WHENHARRY MET SALLY... Nelson Horne Entertainment 7732 Eysuewl 1989 | R
eg Ryan
RCA/Columbia Pictures Home Video Michael J. Fox
10 (| NEW)> | CASUALTIES OF WAR e Coan Penn 1989 | R
Touchstone Pictures
11 | NEW)> | AN INNOCENT MAN D L M Tom Selleck 1989 | R
Universal City Studios Danny Aiello
12 1nn DO THE RIGHT THING MCA/Universal Home Video 80894 Ossie Davis e K
Warner Bros. Inc. .
13|13} 4 YOUNG EINSTEIN Warner Home Video 11759 Yahoo Serious 1989 | PG
14 | 10 | 13 | WEEKEND AT BERNIE'S IVE 68904 ) 1989 | PG-13
Jonathan Silverman
Cinetel Films, Inc. Judd Nelson
15| 12 | 6 | RELENTLESS RCA/Columbia Home Video 904935 Robert Loggia 1385 |1 &
Touchstone Pictures Woody Allen
16 | 14 8 NEW YORK STORIES Touchstone Home Video 952 Rosanna Arquette 19897 EG
Warner Bros. Inc. Clint Eastwood
170 8 PINK CADILLAC Warner Home Video 11877 Bernadette Peters 1989 RGLS
M — i T——
. Fred Savage
18 | 22 2 LITTLE MONSTERS MGM/UA Home Video 907292 Howie Mandel 1989 PG
Kris Kristofferson
19 | 26 2 MILLENIUM IVE 68908 Cheryl Ladd 1989 | PG-13
| Universal City Studios .
201819 K9 MCA/Universal Home Video 80880 gesiBelushi 19894 [RG:13
21| 20 | 12 | LICENCETOKILL CBS-Fox Video 4755 Timothy Dalton 1989 | PG-13
22 | 21 | 15 | ROAD HOUSE MGM/UA Home Video 901703 el St 1989 | R
Ben Gazzara
231 15] 9 KICKBOXER sigi\(g)sv?geaggrz\tae;ainment Jean-Claude Van Damme | 1989 | R
Universal City Studios Michael Murphy
24 | NEW ’ SHOCKER MCA/Universal Home Video 80931 Peter Berg 1989 :
. Burt Reynolds
251 19 5 BREAKING IN HBO Video 0380 Casey Siemaszko 1989 R
RCA/Columbia Pictures Home Video Ralph Macchio
26 | 16 9 THE KARATE KID PART 1l 50173.5 Pat Morita 1989 | PG
THE PHANTOM OF THE OPERA: THE RCA/Columbia Pictures Home Video
27| B | 3 | MOTION PICTURE 770135 ke ntiEngliind L
Touchstone Pictures T
28 | NEW)> | DEAD POETS SOCIETY e G - Robin Williams 1989 | PG
29 | 24 | 14 | LOCKUP IVE 68901 Sylvester Stallone 1989 | R
30 | NEW) | ROMERO Vidmark Entertainment YM5228 Raul Julia 1989 | R
Michael Chiklis
31|27 | 6 WIRED IVE 68906 T walsh 1989 | R
HALLOWEEN 5: THE REVENGE OF : Donald Pleasance
32|12 4 MICHAEL MYERS EBS:FoxiVideol9206 Danielle Harris 1389 R
33| 31 | 4 | THEBIGPICTURE B plumbmRctliieslEomeliidco Kevin Bacon 1989 | PG-13
RCA/Columbia Pictures Home Video Gene Wilder
34| 25| 15 SEE NO EVIL, HEAR NO EVIL 70223.5 Richard Pryor 1989 | R
35 | 28 5 FRIDAY THE 13TH PART VIIt: JASON Paramount Pictures Jensen Daggett 1989 R
TAKES MANHATTAN Paramount Home Video 32298 Scott Reeves
36| 38 | 2 | APARTMENT ZERO Academy Entertainment 1205 fiart Hochner 1989 | R
in Firth
5 Paramount Pictures William Shatner
371 33|14 STAR TREK V: THE FINAL FRONTIER Paramount Home Video 32044 Leonard Nimoy 1989 | PG
Warner Bros. Inc. Jeff Bridges
383 | 6 SEE YOU IN THE MORNING Warner Home Video 657 Alice Krige 1989 | PG-13
A Cheech Marin
39| 32 7 RUDE AWAKENING HBO Video 0352 Eric Roberts 1989 R
STEPFATHER 2: MAKE ROOM FOR Millimeter Films Terry O'Quinn
40 | NEWD | 1oooy HBO Video 0371 Meg Foster oL R

® 1A gold certification for a minimum sale of 125,000 units or a dollar volume of $9 million at retail for theatrically released programs,
or of at least 25,000 units or $1 million at suggested retail for nontheatrical titles. O ITA platinum certification for a minimum sale of

250,000 units or a dollar volume of $18 million at retail for theatrically released programs, and of at least, 50,000 units and $2 million
at suggested retail for nontheatrical titles.

THE BEST SPORTS VIDEO
OF THE YEAR

* Video Review --

winner VIiRA award.

* Video Magazine --
winner Editor’'s Choice Award.

* American Video Conference --

award finalist.

Grand Slam! (#7170) is available right now for the baseball
season. For more information call your distributor or call

VidAmerica at 1-800-843-1994.

%VidAmericm
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S HOME VIDEO

DADC Ships Its First Laserdisks As Part Of
Production Deal With Image Entertainment

| - o
& Compiled from a national sample of retail store sales reports. | T ) . . i
<1913 i B BY SUSAN NUNZIATA produced. There are about 5,000 ti- this year will be toward broaden-
g = 28 tles available on laserdisk. ing that base. The company is ne-
o | £ |g | TLE Program Supplier, ue NEW YORK—Digital Audio Disc “This year will be the first year gotiating deals with Blockbuster
il = Catalog Number 35 Corp. shipped its first order of la- we'll be profitable,” said Green- and other superstores for soft-
serdisks in March as part of its wald. “Next year we're projecting ware sales, and Sony is working on
production partnership with Im- revenues of $60 million.” For the promotional efforts with hardware
RECREATIONAL SPORTSTM age Entertainment of Chatsworth, 1989 fiscal year, the company re- retailers like Circuit City.
- Calif. orts revenues of $18 million. The ‘““The real growth will be
* % NO.1 # % . p : : g
. This month, the Terre Haute, 1990 fiscal year, which ended through the superstores,” said
111 |55 mg:ﬁé JORDAN: COME FLY CBS-Fox Video 2173 1958 | Ind.-based CD plant, owned by March 31, brought approximately ~Lee Kasper, senior VP sales and
Sony, expects to ship 25,000-30,000 = $29 million in revenue. marketing with Image. ‘“We're
4 | 49 | DAZZLING DUNKS AND CBS-Fox Video 2229 s | laserdisks for Image. The facilit There are