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THE BIZ Tired of packing and unpacking, 
moving from town to town, up and 

down the dial? This week, The Network Forty 
examines the best laid plans of mice and men, 
en route to the "gig of a lifetime." Wishful thinking 
isn't enough; in today's fast -paced radio business, 
you need solid career goals. Managing Editor 
Brian Burns offers some insight into the reality of 
meeting your expectations versus "Dreaming Your 
Way To The Top." 

Success doesn't come easily in the 
music business. It requires endless 
hours in airports, a quick three hours of sleep in 

different hotels every night and performing shows 
six nights a week from Albuquerque to Ypsilanti. 
But when you learn your new record is the most 

added Top 40 single in America, the champagne 
tastes all the sweeter. A toast to Dino (right) and 

the promotion team at Island Records, who sit 
high atop this week's record stack! 

TOP 40 

CROSSOVER Once regarded as "music for college kids with weird hair- 
cuts," Alternative music has matured and is poised to 

conquer Top 40 land. Depeche Mode, The Sundays, Concrete Blonde and 
Gene Loves Jezebel (above) are all making noise at cash registers from coast 
to coast. The time has come for Top 40 radio to open its ears and minds to 
Alternative hits. Check out the action and discover what's ready for mainstream 
airplay in this week's Network Forty Alternative and Retail crossover sections. 

Career Dreaming 4 News 22 MTV 52 

Steven Thorne 9 Music Meeting 26 Retail Sales 54 

Screening Promos 12 Most Requested USA 32 Urban Jams 56 

Conference Call 14 Hit Singles 38 Rock Tracks 58 

Keith Sweat 18 The Next 40 40 Alternative 60 

THE 
MUSIC 
MEETING 
PEBBLES 
"Giving You 
The Benefit" 
Using bedrock L.A. 
and Babyface produc- 
tion, this takes dance 
music out of the 
stone age. 
(MCA) 

DEPECHE MODE 
"Policy Of Truth" 
Programmers taking 
out this "Policy" are in 
good hands, with Top 
10 assets assured. 
(SIRE/REPRISE) 

NIKKI 
"If You Wanna" 
With a "commercial" 
and hit breakthrough, 
if you wanna dance, 
Nikki says it's 
about time. 
(GEFFEN) 

TOMMY PAGE 
"Turn On 
The Radio" 
If you didn't know 
about the huge phone 
action, you'd still add 
this new kid who's 
singing about your 
station. 
(SIRE/WARNER BROS) 

SLAUGHTER 
"Fly To The Angels" 
A dose of rock reality 
takes flight again and 
prepares to slaughter 
request lines. 
(CHRYSALIS) 

Gene Sandbloom's 
column, "The Music 
Meeting," page 26 



"Life is what happens 

while you're busy mak- 

ing other plans. "john 

Lennon had a stoic 

view of life, one of 

stark realism. Unlike 

most artists who 

dismiss reality in favor 

of idealism, Lennon 

believed that his life 

was that of a pawn in 

a game ruled by prede- 

termined destiny; a 

victim of circumstance. 

Perhaps his tragic 

death was evidence in 

favor of that belief. 



Brian Burns 

min 
YOUR WAY 

To THE ToP 
ARE YOU MANAGING OR MANGLING YOUR CAREER? 

IDEALISM VS REALISM 

John Lennon's view of life wasn't 

necessarily an accurate one. History 
has shown that we have the ability 

to control our destiny, to some de- 

gree, by setting a course. Granted, 
we need to be flexible, but when it 

comes to your career, you can't 

afford to be too idealistic. It's criti- 

cal to be able to differentiate what 
is real from that which is fantasy, a 

difficult task given the romantic na- 

ture of radio. However, if you can 

strike the right balance between 
idealism and realism, the dream can 

become reality and your career will 

flourish. 
Idealism is an important element 

of the human spirit. It's why we get 

out of bed every morning. Idealism 

is the belief that we can reach new 

heights, accomplish the impossible 

and conquer any of life's obstacles if 
only we try hard enough. But we 

must also contend with laws of 
chance and probability. The odds 

must be achievable within the 
circumstantial boundaries. That's 
reality! 

The reality in a capitalistic busi- 

ness environment is simple; it's dog 

eat dog, every man for himself, 

winner take all! Let's not forget that 
radio is a business. Today, you're 

very fortunate if you work for 

someone who will coach you. It's 

extremely rare to have a boss who 

will take you under his wing to ac- 

tually help you manage your career. 

Some bosses go to extremes such as 

hiding trade magazines to prevent 
you from spotting other opportuni- 
ties. If it isn't in their best interests, 

sometimes, the reality is they won't 

be any help. To believe they will re- 

ally help is probably idealistic. 

IDEALISTIC CAREER PLANNING 

Recently, a 28 -year -old night 
personality and Music Director in a 

secondary market (who wishes to 

remain anonymous) called The 
Network Forty to inform us that he 

had been terminated. After seven 



Depeche 

The Follow -Up To Their Two Gold Singles 
"PERSONAL JESUS" and "ENJOY THE SILENCE!" 
From the Platinum -Plus Album VIOLATOR! 

1,000,000 Fans Enjoyed Depeche Mode This Summer On Their Sold -Out North American Tour! 

Produced by Depeche Mode and Flood /U.S. Representation: Second Vision Management 

1990 Sire Records Company 



Dreaming 
years and three markets, he posed 

these questions: "Is there any mon- 
ey or future for night jocks? Should 
I be considering other positions 
such as programming?" 

Because of the nature of Top 40 

radio, night programming is almost 

exclusively targeted to teens. As you 
grow older, it becomes increasingly 

difficult to live the lifestyle of that 
demographic. Now consider the in- 

come potential for your station in 

this daypart. This position has a 

salary ceiling in direct correlation to 

the daypart. The answer is pretty 
clear; there is a dim future for a 

night jock approaching his thirties. 
Sure, John Landecker was in his 

thirties at WLS, but he was the ex- 

ception, not the norm. To believe 

you can beat those odds is idealistic! 

CONFRONTING THE REALITY 

Top 40 radio is basically a youth 
oriented format. Many of the coun- 
try's major market Top 40 PDs are 

under 30 years old. Although it's 

not too late to get into program- 
ming, it will probably mean starting 
in a smaller market to learn the in- 

tangibles (people management, 
business practices, etc.) on a grass 

roots level. That can take several 

years. Suddenly, you're in your mid 

30s competing in the same pro- 
gramming job market with profes- 

sionals up to 10 years younger than 
you. Chances are you'll have a fami- 

ly, making you less mobile and de- 

manding greater security. Based 

strictly on a station's financial con- 

siderations, you're at a disadvantage. 

The reality is that General Man- 
agers are bottom line oriented! 

Unfortunately, it appears this 

broadcaster didn't set goals or plan 

his career. Although it's not too late, 

consider this sports metaphor and 
the application to this broadcaster's 

position. How many 30 -year -old 

linebackers in the NFL can keep up 

with a 22 -year -old fullback with 
fresh legs right out of college? 

FORWARD VISION 

A 21 -year -old Music Director and 
air personality in a small market 
called The Network Forty in search 

of direction. "I know where I'd like 

to go," he told us, "I want to move 

into a larger market. It's not the 

money that's motivating me at this 

stage of my career, just the will to 

learn. If I do, the money will come 
later." 

This broadcaster has foresight! 

He's young, mobile and eager to 

learn. He is also willing to sacrifice 

in the short-term to reach his long- 

term goals. Although he doesn't 

have all the answers to his career 

management questions, he's solicit- 

ing advice from others who have no 

personal interests in his decision. 
He's planning his career, today! 

PLAN FOR TOMORROW, TODAY 

No matter what stage of the game 

you're in, you must market yourself. 

Get to know as many other broad- 

casters as possible. Continue to seek 

advice. In time, as positions become 

available, you'll discover that your 
"network" of friends will begin con - 

tatting you to apply for positions. 

The best jobs are generally not ad- 

vertised in the back of trade maga- 

zines, they're the doors you open 
long before the position becomes 

available. The radio industry is a 

rather small circle of people. The 
more friends you make early on, the 

more opportunities you'll develop 

in the years to come. 

As your career grows, it's impor- 
tant to remain flexible. What fits 

your career goals today will proba- 

bly change tomorrow. The broader 
your background, the more oppor- 
tunities will come your way. That 
may mean being prolific in other 
formats; programming, consulting 
or sales. It might possibly create 

opportunities in related fields, such 

as joining a record company in 

promotion or even becoming an 

editor of a music and programming 
magazine. 

It's important, no matter how 
frustrated you may become in your 
current position, that you don't 
complain to your colleagues or oth- 
er influential professionals. That's a 

reflection of your maturity in their 
eyes. Instead, maintain a positive 

mental attitude and put your ener- 
gy and creativity into improving 
your performance and marketing 
yourself. If you can manage your 

own career, your limits become less 

restricted. 
The best advise for your career 

comes from one of the all-time 
radio professionals, Casey Kasem. 

"Keep your feet on the ground and 
keep reaching for the stars!" 





P R O G R ANA 

TEXT 
TALENT 
COACHING AND 
THE SCHOOL OF 
HARD KNOCKS 

OF ALL THE CONCERNS THAT COME UP 

again and again in conversations with 

programmers, perhaps the most troublesome 

is our industry's "talent problem." We've all 

heard the refrains: "How can I get my air 

staff to perform more effectively?" "Why 

are there so few exciting talents around?" 

"Where is tomorrow's talent coming from?" 

Sometimes we take comfort in knowing 

that the industry playing field is level for 

everyone. "In the hunt for talent," as I 

once heard a PD say, "everyone is equally 

disadvantaged." 

The tragedy in all this is that the "talent 

problem" is very much a creature of our own 

making. Unlike radio research, formatting 

and marketing - all of which have grown 

remarkably sophisticated in the last 20 

years - our industry's understanding and 

approach to air talent remains firmly rooted 

in radio's past. Basically, we rely on a "school 

of hard knocks" ethic. Training for the indus- 

try is woefully inadequate, and professional 

development for air talent is a novelty, not 

the norm. 

So what's the solution? 

First of all, we need to fully acknowledge 

the problem. Our listeners have become 

more discriminating, more critical. There's 

a consumer demand for quality that doesn't 

go away when a jock opens his mouth. 

Listener tune -out during talk sets is the 

sobering evidence. 

Secondly, we need to invest more time 

and money in talent training and develop- 

ment, an area where we've spent little time 

in the past. 

Thirdly, we need to embrace the concept 

of professional talent coaching, something 

professional actors, singers and athletes 

have been onto for years. 

It's puzzling. For some reason, talent 

coaching hasn't caught on in radio. There 

seems to be an industry attitude that profes- 

sionals don't need coaches, or that it's the 

station consultant's or PD's job, but they're 

busy juggling five other hats. The fact is, tal- 

ent coaching is an investment that pays 

enormous dividends: individual growth, pro- 

gramming excellence, and a unique competi- 

tive advantage. Once we, as an industry, 

grasp that, we'll be miles ahead. 

It then becomes a question of getting 

down to business; we must improve on -air 

performance standards. 

Where to begin? 

Personality. Personality is probably the 

most overused and abused term in our 

vocabulary. Much of what passes for person- 

ality in radio isn't really personality at all. 

It's a kind of generic friendliness, a "smile in 

the voice," which is likable enough, but isn't 

especially memorable or engaging. In place 

of "smile in the voice" jocks we need "three- 

dimensional" personalities; talents who pro- 

ject a more authentic, fully -rounded person- 

ality on the air. 

There's a knack to this. It can be learned. 

A three-dimensional personality, for exam- 

ple, might sound curious, thoughtful, mis- 

chievous and enthusiastic, all in the space 

of one talk set. By contrast, give a "smile 

in the voice" jock the same program material 

and what you'll mostly hear is a smile. 

We need to redefine what it means to be a 

radio personality. We've spawned an indus- 

try of sound -alike jocks and it's killing us 

on the air. 

The Network Forty 9 



ThIS SUMMER, UTHIMG' MOITER THAN AN EMPTY BEACH. 
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