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Montgomery Ward Vetoces
Chainwide Music Expansio:

BY GEOFF MAYFIELD

NEW YORK A national sales test
for CDs and audiocassettes conduct-
ed during the fourth quarter by the
322-store Montgomery Ward chain
apparently got a failing grade.
Spokesman Tom Napper says the
Chicago-based company has “no per-
manent plans” to sell music products
on a chainwide basis.

Montgomery Ward, however, will
continue to offer music products
through leased departments at 15

3 Lahels Test
Future Of Oldie
Gassette Singles

BY CRAIG ROSEN

LOS ANGELES The success of the
cassette single has spurred at least
three labels to look back to the future
by marketing oldies titles in the for-
mat. But the jury is still out on
whether oldies in a new guise will be
warmly received by retailers and con-
sumers.

In March, A&M released 10 oldies
titles by a mix of acts, including the
Police, Suzanne Vega, Joe Cocker,
Cat Stevens, Styx, .38 Special, Naza-
reth, Peter Frampton, Bryan Adams,
the Carpenters, and the Captain &
Tennille. On Tuesday (11) the label
will issue four additional cassette-sin-
gle oldies—from Brenda Russell,
Breathe, and Squeeze, and two cuts
froin the “Good Morning Vietnam”
soundtrack—that will be simulta-
neously released as 7-inch vinyl sin-
gles. The list price for the new line is
$2.49.

RCA will test the waters with the

(Continued on page 76)

stores, including two departments
that were opened earlier this year by
Albany, N.Y.-based Trans World Mu-
sic Corp. Chicago-based Rose Rec-
ords continues to run departments at
five Montgomery Ward stores, while
Owensboro, Ky.-based WaxWorks

(Continued on page 73)

Summer Catches Many Artists Between Albums

Heavy Acts Top Lighter Tour Sked

BY BRUCE HARING

NEY ORI} Numerous factors, in-
cluding the Jegsors of last year’s
summer vomcelt glgt, are combining
to sealg buck this'year’s touring
schedule. These4rly outlook calls for
fewer shows, less 1eavy metal, and

more packaged tours.

Booking schedules are lagging be-
hind last year’s timetable, several
agencies report, leaving many sum-
mer venues still searching for avail-
able shows, an unusual development
at this time of year.

Some blame the sluggish pace on

Indies Join MPAA In Anti-Piracy Fight

BY AL STEWART

NEW YORK The Motion Picture
Assn. of America has opened its
doors to independent video suppliers
to join in the trade group’s fight
against illegally duplicated videos.
Ten video suppliers, including Ves-
tron Video, New World Video, Media

Multi-talented singer/songwriter/produzer EVAN ROGER: lets
loose all his talents on his sensatonal debut LP Faces Ot Love.
Having writt2n and produced numerous hits for a variety cf top-
name artiste, Rogers saves a littte macic for himself on an album
that dazzles in pure unadulterated pop hooks. Leading the way is
the inviting “Call My keart Your Home.” Faces Of Love, an
expression of passion from a man with experience. On Capitol.

Home Entertainment, and Interna-
tional Video Entertainment, have
joined the MPAA’s new Coalition
Against Video Theft. As members of
the coalition, they will be covered by
MPAA’s investigative team and legal
apparatus.

Previously, MPAA anti-piracy ef-
forts focused only on titles from the

ADVERTISEMENTS

eight major film studios that make up
MPAA. Though the trade group
seized more than 23,500 bootleg cas-
settes last year, its president, Jack
Valenti, says, “We often have found
ourselves in the unfertunate position
of having to leave nirated videncas-
settes on store shelves because they

(Continrued an page 84)

THE SOUND OF TOMORROW...

The world’s first in-hotel Synclavier Digital Audio System can be
seen inthe new “Sound of Tomorrow” video created and produced
by the Sunset Marquis Hotel & Villas and New England Digital. The
Sunset Marquis Hotel shocked the music industry by introducing
this unparalleled amenity to guests around the clock.

Sunse: Marquis Hotel & Villas
1200 North Alia Loma Road, West Hollywood, CA, 90069 -

Teiephone: (213) 657-1333

the music industry’s traditional 18-
month touring/recording schedule,
which has caught many acts in be-
tween albums this year. Other pro-
moters and managers are perhaps
haunted by the spectre of the big
losses and show cancellations that
marked summer '88 (Billboard, Aug.
6, 1988).

Although the summer concert
schedule appears to be leaner, it is
not bereft of major acts. Such heavy-
weights as the Rolling Stones, the

(Continued on page 84)

Fifizld Projects
£l Turmaround
in North America

BY KEN TERRY

NEW YORK EMI Music’s North
American operations climbed out of
the red last year and should be solidly
profitable in the fiscal year that be-
gan April 1, according to Jim Fifield,
who was recently promoted to presi-
dent and CEO of EMI Music World-
wide.

Among other key points made by
Fifield in a wide-ranging interview
with Billboard:

o In its latest fiscal year, EMI Mu-
sic reaped the highest profits in its
90-year history.

e While Fifield does not believe

(Continued on page 82)
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E@nm 2 1989 EMI, a division of {apito! Records. tnc

Massive radio and video exposure continues...

Album pre-orders of over 300,000 units...

Featuring the #1 smash hit “THE LOOK" (0190 and the next hit single, “DRESSED FOR SUCCESS™ (50204).

“LOOK SHARP” @ioss)

www americanradiohistory com

ADVERTISEMENT


www.americanradiohistory.com

Welcome. Are you a thief? Please, do visit
us some time. But 1t won’t be ;

possible for you to steal anything,

except for your own time. Why?

Our store 1s equipped with the Lift

STORE: JUKES, PITTSBURGH, 412-642-2323

vendor system. Only the empty boxes of
CDs, music and video 8 cassettes are
presented 1n the Lift profiles. The
customer gets the merchandise at the cash

counter after payment is made. LIFT.

Systems with a future.
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LIVING COLOUR COMES ALIVE

Black hard rock band Living Colour has finally come into its own, with a
hit MTV video and miles of roadwork driving its Epic release, “Vivid,"
higher in the pop top 20. Associate editor Chris Morris has the story.

Page 27
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Wherehouse To Whip Up 100
In a major two-year expansion plan, 223-store Wherehouse Entertain-
ment says it will open 100 new U.S. outlets. The first of the new stores
was unveiled in March in Los Angeles. Contributor Deborah Russell re-
ports. Page 40

TAXING MATTER FOR OREGON VID STORE
Andy Lasky of Lasky’s Video Library, Portiand, Ore., is still awaiting a
decision on new video depreciation guidelines from Oregon state Inter-
nal Revenue Service appeals officials. Lasky had won a case allowing
him to use the income-forecasting method in February, but that ruling is
now under review. Earl Paige has details in Store Monitor. Page 45

» Spotlight On Music Video Follows page 50
¢ International Touring Spotlight Follows page 70
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PPT Is Picking Up Industry Interest

Rentrak Booms; Erol’s Experiments

LOS ANGELES Pay-per-transac-
tion, the controversial video rental
revenue-sharing concept, is receiv-
ing more retail attention than ex-
pected, proponents claim. Rentrak,
considered the PPT pioneer, is re-
porting greater-than-anticipated
acceptance. And, although Orion
Home Video displayed a rather
lukewarm reaction to its success-
ful PPT test, two other firms, in-
cluding the 190-store Erol’s chain,
have publicly announced PPT in-
volvement.

Portland, Ore.-based Rentrak
claims it has signed 850 dealers for
its PPT program, and in fact, has
run into a backlog situation, with
only 400 actually receiving prod-
uct. Participation in the program
costs the dealers a one-time charge
of $3,000 for the first store and
$2,000 for each subsequent store,
plus computer costs.

A new PPT concept has been an-
nounced by Los Angeles-based
Automated Video Renting, which
plans to place 50 vending machines
in Safeway stores in the North-
west under a program it terms
“studio-controlled distribution.”

AVR has been testing its pro-
gram for almost a year. President
Jay Sugarman says suppliers—
whom he will not identify—furnish
the product and AVR receives a
service fee. Under the program,
“the supermarkets [receive] well
under 20% of rental revenue.”

Erol’s PPT experiment was initi-
ated quietly last June in nine Chi-
cago-area stores. Additionally,
four titles were tested chainwide.

While Springfield, Va.-based
Erol’s is finding revenue increases
of 50% with PPT, “we can’t say we
are pro or con’’ about the test, says
William Nuhn, new release buying
manager.

Explains Kuhn: “Not enough
studios or distributors are set up
and we're not set up. PPT is still a
test. The industry is used to pay-
ing once [for product] and that’s it.
In a PPT world, so to speak, every-
thing would have to change.”

Erol’s PPT experiment involves
25 A and B titles from suppliers
Erol’s will only identify as one in-
dependent and four major vendors,
including Orion Home Video. Dis-
tributors are also involved in some
cases.

Under the Erol’s PPT formula,
movies cost $8 initially and are
100% returnable, with studios re-
ceiving 40%-50% of the rental in-
come and distributors, 10%. Nuhn

(Continued on page 85)

BY JIM McCULLAUGH

LOS ANGELES MGM/UA Home
Video has a new corporate parent,
the result of a $600 million pact that
has Australia’s Qintex Entertain-
ment Inc. acquiring United Artists
studios and assets of MGM/UA
Communications.

No immediate operational or poli-
cy shifts are expected, according to
sources close to the home video
arm. A series of meetings between
top MGM/UA Home Video and Qin-
tex executives were to take place
April 56.

One MGM/UA Home Video
source says the deal is viewed by in-
siders as a “morale boost,” as it lifts
a one-year cloud of rumor and spec-

Australian Qintex Acquires
MGM,/UA Home Vid Assets

ulation about the fate of the studio.
MGM/UA was on the block for at
least a year, with other suitors said
to have included Sony, Italian finan-
cier Giancarlo Paretti, Marvin Da-
vis, Warner Communications, and
Rupert Murdoch.

Some possible scenarios had as-
sets of the company being broken
up or acquired by a conglomerate
with an existing home video inter-
est—situations that might have un-
dermined the MGM/UA home video
division and its personnel, says one
source. The Qintex deal, however,
according to one company insider,
“now allows us to get on with the
business at hand.” Qintex has no
existing home video interest.

(Continued on page 77)

Cola Maker Scraps TV Ads, But Biz Still Seeks Star Sponsors
Madonna No Longer Has A Pepsi ‘Prayer

BY BRUCE HARING

NEW YORK The apparent collapse
of the Madonna-Pepsi sponsorship
deal will lead to increased scrutiny of
corporate ties with pop stars, but
probably won’t negate future ar-
rangements, say members of the ad-
vertising community.

Pepsi announced April 3 that it was

scrapping plans to air 30- and 60-sec-
ond commercials featuring Madon-
na’s Sire/Warner Bros. single, “Like
A Prayer,” citing public confusion be-
tween the spot and the singer’s con-
troversial video, the latter under at-
tack by various groups for its use of
Christian imagery (Billboard, March
18).

Pepsi premiered the music for

AMSTERDAM A high-profile
group of international speakers and
panelists from the music, advertis-
ing, broadecasting, entertainment,
and marketing industries has beén
revealed by the organizers of the
upcoming fourth annual Interna-
tional Music & Media Conference,
which is to be held here April 30-
May 4. !

Among the confirmed partici-
pants are David Fine, president and

who has been tapped to deliver a

sic: The Greatest Growth Industry
Of The World”; Bill Roedy, the
newly installed managing director
of MTV Europe; Paul Burger of Co-
lumbia Records International; Al-

IMMC Reveals An All-Star
Lineup Of Confab Speakers

-Goldsmith; Jack Eugster, president
_Watson, managing director of MCA
-Gary Landis; Jim Halsey of the Hal-

-ny; Paul Ruszell of CBS UK; Guy

CEO of PolyGram International, -
May 2 keynote address titled “Mu--

lied Entertainment chief Harvey
of the Musicland retail chain; Stuart
International; Westwood One’s

sey Corp.; Valeri Sukhorado of the
Soviet state record company Melo-
dia; Gerd Gebhardt of WEA Germa-

Deluz of EMI France; and Ed Bick-.
nell of Damage Management,
which handles Dire Straits. Bicknell
will deliver the opening-day key-
note address, titled “The Marketing
Of A Super Act” (Billboard, April
8.).
A list of the panel sessions has
also been revealed, several of which
(Continued on page 76)

“Like A Prayer” March 2 via a world-
wide TV commercial, alleged to be
the largest one-day time-buy in TV
history. The commercial used differ-
ent footage than the video, which pre-
miered the following day on MTV.

But protests against the video by a
Christian group in Italy reportedly
caused Pepsi to pull the 30- and 60-
second commercials, scheduled for
MTV the weekend of March 4-5. At
that time, Pepsi denied scheduling
the spots and claimed the company
had no problem with the singer’s vid-
eo. The company also affirmed its
continued support for the singer and
her forthcoming tour, and said it
would air the 30- and 60-second spots
once the “Like A Prayer” single heat-
ed up.

However, mounting pressure from
various groups, apparently including
a threatened product boycott orga-
nized by the Rev. Donald Wildmon’s
American Family Assn., led to the
end of those plans, according to
Pepsi.

“Our hope was that by putting
some distance between the commer-
cials and video, it would clarify the
difference,” says Tod MacKenzie, a
Pepsi spokesman. “But that has not
been the case, and the confusion still
exists.”

The 30- and 60-second commercials
will still air overseas, MacKenzie
says. He declines comment on Pepsi’s
sponsorship of Madonna’s tour, but
does not rule out future Pepsi spon-

(Continued on page 76)

BILLBOARD APRIL 15, 1989

www americanradiohistorv com

3


www.americanradiohistory.com

Columbia Head Spends 1st Day On Promo Calls
lenner Plans ‘Grass Roots’ Attack

BY IRV LICHTMAN

NEW YORK The new president of
the world’s biggest label spent his
first day on the job making calls to
radio, retail, and MTV to promote
new releases.

Donnie Ienner, known to produce a
whirlwind of energy when develop-
ing and breaking acts, joined Colum-
bia Records April 3 as president, as
had been widely expected for weeks.
He is the first executive to carry that
title since the late music industry leg-
end Goddard Lieberson more than
two decades ago.

As president of Columbia, Ienner
has direct responsibility for all label
departments and regional offices, in-
cluding those in Los Angeles and
Nashville.

Although Columbia, in annual
. sales and artist diversity, dwarfs
Ienner’s previous label associa-
tion—he was executive VP/GM of
highly successful Arista Records—
he believes that a “grass roots” ap-
proach born of his six-year stint at
Arista will work equally well in his
new venture. More than symbolic of
this style, Ienner’s round of promo-
tional calls on his first full day as
president of Columbia reflects the
day-to-day demand he puts on him-
self, he says.

After having spent weeks review-
ing the Columbia operation before
his official arrival at the label, Ien-
ner expresses strong support of the
label’s key executives, declaring
that he’s “looking forward to a long
and successful relationship with
[them].” Those executives include

Bob Sherwood, senior VP/GM of
marketing; Mickey Eichner, senior
VP of A&R; Ruben Rodriguez, se-
nior VP of black music; and Mark
Benesch, VP of promotion. Ienner
works out of the Columbia offices
on the 12th floor of the CBS build-
ing that were formerly occupied by
his boss, CBS Records president
Tommy Mottola. Mottola has moved
to offices on the 11th floor.

Besides immediately wading into
the promotional and marketing wa-

ters, Ienner says he’ll soon establish
a new Columbia thrust into alterna-
tive marketing in hopes of breaking
new acts at the college and retail
levels. He is also likely to appoint
from within a VP of sales to replace
Danny Yarbrough, recently named
senior VP of sales and distribution
at CBS Records.

Among Ienner’s pet projects is to
further enhance the sales totals of
best-selling harpist/composer An-

(Continued on page 85)

BY DAVE DIMARTINO

LOS ANGELES In the first major
staff appointment since the arrival
of new senior VP/GM Ralph King,
Sam Kaiser has been named senior
VP of promotions at the Enigma
Entertainment Corp.

Kaiser, previously senior VP of
promotions at Uni Records and for-
mer VP of programming at MTV,
steps in mere days after the dual
March 30 departures of Rick Win-
ward and Pam Newman. Winward
and Newman held Enigma’s VP of
national promotion and national di-
rector of album promotion slots, re-
spectively.

“My mission when I walked in
was to establish Enigma in the big

King Selects Sam Kaiser
For Top Enigma Promo Joh

leagues with the major labels,”
says King. “And Sam is the first ap-
pointment toward doing that.”

According to King, Kaiser will
initially focus not only on enhancing
Enigma’s overall share of radio air-
play, but also on “restructuring and
creating some new positions and
adding a field staff in Enigma’s ra-
dio promotion department.” Adds
King: “It’s a major step forward for
us.”
Kaiser—who will be making a
coastal move and plans to finalize
permanent digs here by June—says
Enigma has already established a
“remarkable foundation” in terms
of talent acquisition and develop-
ment.

(Continued on page 82)

Wide-Angle Lins. Brazilian pop singer lvan Lins meets with label, management,
and record production associates after his showcase performance at Los
Angeles’ Roxy to mark the release of his Reprise Records debut album,‘‘Love
Dance.” Pictured, from left, are Chris Jones, national promotion director, jazz
and progressive music, Warner Bros./Reprise; Jerry Levin, Lins’ U.S. manager;
Harold Childs, VP, jazz, Warner Bros./Reprise; Stewart Levine, Lins’ co-
producer; Mo Ostin, board chairman, Warner Bros.; Alberto Traiger, Lins’
Brazilian manager; Lins; Jolie Jones, Lins’ executive producer; and Rich
Fitzgerald, VP of promotion, Reprise.

EXEGUTIVE TURNTABLE

MCA Partnered In Soviet-Based Company

Mobile Fidelity Part Of Classical Music Project

BY THOM DUFFY

In the latest effort by a U.S. label to
forge business ties with the Soviet
Union, MCA Records will market,
distribute, and promote recordings
by Soviet classical artists in North
America.

MCA will be a partner in Art and
Electronics, a joint venture of Califor-

nia-based Mobile Fidelity Sound Labs
and three Soviet agencies set up to
bring U.S. recording technology to
the Soviet Union and Soviet artists to
U.S. audiences.

Full details of the Art and Elec-
tronics venture were to be announced
at a New York press conference
Tuesday (11).

MCA'’s move reaffirms the compa-

NEW YORK MCA Inc. has not
been sold to Sony, and security ana-
lysts doubt the company will be
sold anytime soon, contrary to a
flurry of national media reports last
week.

Referring to a news report on
KNX-AM Los Angeles and a Japa-
nese newspaper story that blos-
somed into U.S. network TV cover-
age, Sony flatly denied that it was
in negotiations with MCA.

The big electronics company
has, however, indicated it would
like to buy a film studio. It has re-
portedly talked to Columbia Pic-
tures and was also one of the bid-
ders for United Artists before Qin-
tex agreed to buy it (see story,
page 3).

Despite Reports, Sony Has
No Deal To Purchase MCA

MCA had no comment on the
Sony buyout rumors at press time.
It was reported, however, that
MCA president Sid Sheinberg had
personally assured key staffers
that the company would not be sold.

Analyst Harold Vogel, first VP
of Merrill Lynch Capital Markets,
says “the media has been taken for
a ride” on the MCA-Sony story. Al
though he does not claim MCA and
Sony have had no talks in the past,
he says, “I have gotten older and
grayer waiting for the [MCA sale]
rumor to happen. It’s been going on
for the past 10 years, but MCA is
still independent.

“Someday there will be a restruc-
turing of assets at MCA, but it’s not

(Continued on page 85)

ny’s commitment to classical product
and worldwide marketing reach, says
MCA Records president Al Teller.
“Classical music, despite claims to
the contrary, is an important part of
MCA'’s music,” he says. “We consider
ourselves a record company that’s vi-
tally interested in presenting [artists]
across the musical spectrum.” In a
round of general staff cuts late last
year, Tom Shepard, chief of the la-
bel’s classical unit, and other staffers
left the classical division.

Further, says Teller, “the commit-
ment of this company is on a world-
wide basis . . . This new arrangement
is just the beginning of many busi-
ness and artistic opportunities with
the Soviets.”

The MCA move follows action by
other major labels recently to tap the
talent and sales potential of the Sovi-
et Union. CBS in January began ship-
ping more than two dozen top-selling
titles from its back catalog for distri-
bution through Melodia, the Soviet
state-run record company. Columbia
Records has signed Soviet pop singer
Boris Grebenshikov, whose first U.S.
album will be released this spring. An
all-star Greenpeace benefit album, re-
leased by Melodia in the Soviet Union
in March, will arrive in the U.S. on
the Geffen label in May.

MCA began negotiations last year
with Mobile Fidelity president Her-
bert Belkin, who initiated the rela-
tionship with the three Soviet agen-
cies involved in Art and Electronics—

(Continued on page 82)

RECORD COMPANIES. Don Ienner is appointed president of Columbia Records in
New York. He was executive VP/GM for Arista Records (see story, this page).

A&M Records in Los Angeles promotes Jeff Gold to VP, marketing and
creative services, and Al Cafaro to VP/GM. They were, respectively, VP of
creative services and VP of promotion, both for the label.

MCA Records in Los Angeles makes the following appointments: Denny
Diante, VP of A&R; Susan L. Dodes, director of A&R, East Coast; Paul
Kremen, director of A&R, West Coast; and Bret Hartmen, manager of A&R.
Diante was VP/executive producer for Columbia Records; Dodes was director
of talent acquisition for Warner/Chappell Music; Kremen was creative direc-

/ L
GOLD CAFARO DIANTE
tor for Unicity Music; and Hartmen was with Columbia Records.

CBS Records International in New York names Thomas Costabile VP, pro-
duction and facilities, and Narendra Patel director, manufacturing and engi-
neering. They were, respectively, director of special projects, operations de-
partment, and director of industrial engineering, both for the label.

Sam Kaiser is named senior VP, promotions, for Enigma Records in L. A.
He was senior VP of promotion for Uni Records (see story, this page).

COSTABILE SELTZER

MANSFIELD

McFADDEN

Atco Records in New York promotes Barbara Seltzer to director, national
singles promotion. She was East Coast regional promotion director there.

Atlantic Records in New York promotes Linda Wade to director, personnel;
Cathy Burke to manager, national secondaries promotion; Lea Pisacane to
manager, national album promotion; and appoints Steve McKewin assistant
regional sales director, Southwest, in Dallas. Wade was manager of personnel;
Burke was assistant to the senior VP; Pisacane was album promotion assis-
tant, all for the label; and McKewin was video buyer for Ingram Distribution.

Warner Bros. Records in Los Angeles promotes Teddy Astin and Trupiedo
A. Crump Jr. to co-national directors, black music promotion, based in Atlanta
and Charlotte, N.C., respectively. They were, respectively, regional promotion
and marketing director, and local promotion manager, both for the label.

Virgin Records in New York promotes Kathy Gillis to director, national
publicity, and Cary Vance to director, national dance promotion. They were,
respectively, a publicist and East Coast regional dance promotion manager,
both for the label. Virgin in Los Angeles names Suzan Crane director of pub-
licity, West Coast, and Iris Dillon director, crossover promotion. They were,
respectively, senior account executive for the Howard Bloom Organization
and director of national dance promotion for the label.

Laura Sanano is named promotion manager for Windham Hill Records in
Los Angeles. She was in publicity for the label.

DISTRIBUTION/RETAILING. CEMA Distribution in Los Angeles names Joe Mans-
field VP, marketing, and Joe McFadden VP, sales. They were VP of sales
and VP of national accounts, for the company (see story, page 82).
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Acts March Off With More Metal
Gibson, GN’R Get 2nd Helpings In Certs

BY PAUL GREIN

LOS ANGELES Sophomore albums
by Debbie Gibson and Guns N’ Roses
were certified gold, platinum, and
double platinum in March, following
on the heels of their multiplatinum
1987 debuts. In addition, Gibson’s
“Lost In Your Eyes” single was certi-
fied gold by the Recording Industry
Assn. of America, becoming the third
gold single out of the teen star’s first
six releases.

Roy Orbison’s solo album, “Mys-
tery Girl,” was certified gold and
platinum simultaneously, while the
late star’s “Traveling Wilburys” col-
laboration was certified double plati-
num.

Fleetwood Mac’s 1977 blockbuster
“Rumours’ topped the 13 million
mark, solidifying its position as the

second-best-selling album in the his-
tory of the U.S. music industry. Mi-
chael Jackson’s “Thriller” still holds
the lead with U.S. sales of 20 million.

“Tracy Chapman” and Anita Bak-
er’'s “Giving You The Best That I
Got” both topped the 3 million pla-
teau in March. Both albums are on
Elektra; both reached No. 1 on the
pop albums chart last year and won
multiple Grammy Awards.

Paula Abdul landed a platinum al-
bum for “Forever Your Girl” and a
platinum single for “Straight Up,”
while New Kids On The Block re-
ceived a platinum album for “Han-
gin’ Tough” and a gold single for
“You Got It (The Right Stuff).”

Bob Dylan’s five-record boxed set,
“Biograph,” went gold in March. It is
the third multi-record career retro-
spective to top the 500,000 sales mark

Motown To Handle Taj
Distribution And Marketing

BY CHRIS MORRIS

LOS ANGELES Motown Records
has announced it will handle distribu-
tion, promotion, marketing, and artist
development for Taj Records. The
deal is the first such arrangement un-
der Motown president Jheryl Busby.

Taj was founded last year by man-
ager and label president Bill Dern,
who has handled such diverse acts as
Dr. John, Commander Cody, Tanger-
ine Dream, and the Manhattans and
currently manages Shanice Wilson,
By All Means, and former Motown
act General Kane. Dern is partnered

in the label with Bob Forman, owner
of the Reno, Nev., recording studio
Granny’s House.

Dern, whose acts have also includ-
ed Ready For The World and New
Edition, worked with Busby when the
Motown president headed MCA Re-
cords’ black music division.

Dern sees the distribution deal as a
“boutique label” arrangement hinged
to the black music market. “On rock
product, I'm open to other areas,”
Dern says.

Dern says the Motown/Taj deal
“affords [Busby] an opportunity to

(Continued on page 84)

Clashed With Superiors Over MCA
Pisello Prosecutor Suspended

LOS ANGELES U.S. special attor-
ney Marvin Rudnick, who successful-
ly prosecuted the government’s in-
come-tax case against reputed mob
figure and record industry middle
man Salvatore Pisello last year, has
been suspended by the Justice De-
partment.

According to a report in the Los
Angeles Times, Rudnick was placed
on paid suspension March 30, pend-
ing a decision to fire him; L.A. Orga-
nized Crime Strike Force chief John
Newcomer relieved the prosecutor of
his office keys, and Rudnick was es-
corted from the Federal Building in

downtown Los Angeles.

A letter from Edward S.G. Dennis,
acting attorney general of the crimi-
nal division, to organized crime unit
chief David Margolis, reportedly
charged Rudnick with insubordina-
tion. It was presented to Rudnick be-
fore his suspension.

Reached at home, Rudnick would
not comment on the department’s ac-
tion. The Justice Department spokes-
person in L.A. referred all calls to the
department’s Washington headquar-
ters. A public affairs staffer there
said the department “does not dis-

(Continued on page 77)

Jury Out On Walters

This story was prepared by Moira
McCormack and Karen O’Connor.

CHICAGO A verdict was expected
April 7 in the mail fraud/racketeer-
ing trial of agents Norby Walters
and Lloyd Bloom, held in U.S. Dis-
trict Court in Chicago under Judge
George Marovich.

The charges against Walters and
Bloom primarily concern their al-
leged signing of student athletes be-
fore their college eligibility expired.
Walters is also accused of using an
alleged business partner, mobster
Michael Franzese, to coerce music cli-

ents into retaining his services.
Walters’ attorney, Robert Gold, de-
nied that Walters was “guilty by as-
sociation” with Franzese in his clos-
ing argument April 5, saying that
Walters and Franzese were not busi-
ness partners. He also questioned
Franzese’s reliability as a witness.
Prosecutor Anton Valukas, in his
closing argument, characterized Wal-
ters as “a very savvy businessman
who believes he can lie a little here,
lie a little there, and get away with
it.” He added that it was not his asso-
ciation with a “Colombo family cap-
(Continued on page 77)

in the past few years, following Eric
Clapton’s “Crossroads” and “Bruce
Springsteen & The E Street Band
Live/1975-1985.”

“Les Miserables” went gold, be-
coming the fourth gold Broadway
cast album in the ’80s. The Geffen re-
lease follows “Cats” (also Geffen),
“Evita” (MCA), and “Phantom Of
The Opera” (PolyGram).

All of the month’s certified sin-
gles—and all but three of the certi-
fied albums—had been released with-
in the past two years. The catalog ti-
tles to earn stripes in March were
“Rumours” and a pair of albums by

(Continued on page 84)

Marcus Caucus. Novus/RCA artist Marcus Roberts is joined by label brass and
fellow musicians at a cocktail reception at New York's Steinway Hall for his
debut album, “The Truth Is Spoken Here.” Shown, from left, are Rick Dobbis,
executive VP/GM, RCA; Deifeayo Marsalis, Roberts’ producer; Roberts; Wynton
Marsalis; Bob Buziak, president, RCA; and Steve Backer, director, Novus Series.

TONE LOC’s “Loc-Ed After Dark” jumps to No. 1
on the Top Pop Albums chart, becoming the first
top-charted album by a black rap act. The only other
rap album to reach No. 1 was the Beastie Boys’ “‘Li-
censed To I11” two years ago. The Beasties’ album
took 15 weeks to hit No. 1, while Loc’s rang the bell
in just eight weeks.

“Loc-Ed” is also the first independently distribut-
ed album to top the chart since Pat Benatar’s “Pre-
cious Time” on Chrysalis in 1981. Island distributes

Tone Loc Has 1st No. 1 Black Rap Album:
Orhison Back In Top 10; Cannibals No. 1

takes it through inde-
pendent channels rather
than through WEA.
Last week, “Loc-Ed”’
became the first rap al-
bum to yield two top 10
pop hits. And it doesn’t
take a genius to know

the Loc album on Deli-

cious Vinyl Records but
e e =
EEETe———

that next week it will be-

come the first to yield
two top five hits. The big
question is whether “Funky Cold Medina”’ will reach
No. 1—a position that narrowly eluded “Wild
Thing.”

Finally, the smash success of the Tone Loc and
Bobby Brown albums—which together have monop-
olized the No. 1 spot on the pop albums chart for sev-
en of the past 13 weeks—dramatizes the degree to
which hard-edged black music is being embraced by
the pop mainstream.

HOY ORBISON’S “You Got It” jumps to No. 9 on
the Hot 100, enabling the rock legend to set new rec-
ords for the longest span of top 10 hits and the lon-
gest gap between top 10 hits in the rock era.

Orbison first reached the top 10 in July 1960 with
“Only The Lonely,” giving him a top 10 hit span of
28 years and nine months. This tops Frank Sina-
tra’s old record of 26 years and 10 months between
“I’ll Never Smile Again”’ and “Something Stupid.”

Orby was last in the top 10 in October 1964 with
“Oh, Pretty Woman,” giving him a gap of 24 years
and six months between top 10 hits. This tops novel-
ty star Dickie Goodman’s old record of 19 years and
two months between “The Flying Saucer” and “Mr.
Jaws.”

“You Got It” also becomes the first single to
reach the top 10 on the Hot 100, Album Rock Tracks
chart, Hot Adult Contemporary chart, and Hot
Country Singles chart.

FAST FACTS: 1.R.S. Records lands its first No. 1
pop hit with Fine Young Cannibals’ ““She Drives
Me Crazy.”” The Go-Go’s’ *“We Got The Beat”
reached No. 2 in 1982; Belinda Carlisle’s ‘“‘Mad
About You” hit No. 3 in 1986. That’s the good news.
The bad news is that the Cannibals are shifting to
MCA (which distributes and co-released the current

by Paul Grein

hit) for their next album. It’s not the first time this
has happened with an I.R.S. act. Carlisle jumped to
MCA in 1987, R.E.M. shifted to Warner Bros. that
same year.

Aretha Franklin and Elton John’s “Through The
Storm” is the top new entry on the Hot 100 at No. 56.
It’s the first pairing of these pop legends, who have
each topped the chart with a prior duet. Franklin
joined forces with George Michael for “I Knew You
Were Waiting (For Me)” in 1987; John teamed with
Kiki Dee for “Don’t Go
Breaking My Heart” in
1976. “Through The
Storm” was produced by
Narada Michael Wal-
den, who also did the
honors on “I Knew You
Were Waiting.”

Time marches on: Hav-
ing strip mined the gold-
en oldies of the '50s and
'60s, artists are increas-
ingly turning to the mu-
sic of the "70s. Poison’s remake of the Loggins &
Messina 1973 smash ‘“Your Mama Don’t Dance”
jumps to No. 10, Michael Damian’s version of the Da-
vid Essex 1974 classic “Rock On” jumps to No. 29, and
Figures On A Beach’s update of the Bachman-
Turner Overdrive 1974 chart-topper “You Ain’t Seen
Nothing Yet” jumps to No. 83.

Donny Osmond’s ‘‘Soldier Of Love’ jumps to No.
30, becoming his first top 30 solo hit since a remake
of Elvis Presley’s ‘““Are You Lonesome Tonight” in
1974. Remakes were Osmond’s stock-in-trade: “Sol-
dier’’ is his first top 30 hit (either solo or with Marie)
that wasn 't a remake since “Sweet And Innocent’’ in
1971.

Bobby Brown’s “Every Little Step’” steps up to
No. 1 on the Hot Black Singles chart, becoming the
third chart-topping hit from his smash “Don’t Be
Cruel” album, following the title track and “My Pre-
rogative.” (“Roni” stalled at No. 2 behind Karyn
White’s “Superwoman.”) White came close to over-
taking Brown again: Her new “Love Saw It” jumps
from No. 5 to No. 2 this week. Both the Brown and
White hits were produced by L.A. Reid & Babyface,
who are simply blowing the competition away this
year. “Every Little Step” is their nintk No. 1 black
hit in less than two years; “Love Saw It” is likely to
become their 10th.

WE GET LETTERS: Vassilis Batis of Syracuse,
N.Y., notes that Bette Midler’s “Wind Beneath My
Wings,” which jumps to No. 35 on the Hot 100, is the
first top 40 version of that much-recorded song. Lou
Rawls took the ballad to No. 65 in 1983. “Wind"' is
Midler's highest-charting single since ‘“The Rose”
rose to No. 3 in 1980. Both songs are from hit sound-
tracks to Midler movies. ““The Rose’ soundtrack
reached No. 12; the current “Beaches” jumps to No.
15 this week.
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International Talent & Touring Directory

International Recording Equipment and Studio Directory

International Manufacturing & Packaging Directory
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¥ Country Music Sourcebook

1988 Year-End Awards Issue

Directory Order Form
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Company Name
Address
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Enclose check or money order or charge to your credit card:
O American Express O MasterCard OVISA

Card # Expiration Date

Signature

Add appropriate sales tax in NY . NJ.CA,TN,MA IL, & Washington, DC

Foreign & Canadian orders payable in U.S. funds only.
Call TOLL FREE 800-223-7524 (In New York State: 212-536-5174)
(Toll Free Number for Directory Orders Only)
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#Copies
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International Directory of Manufacturing &
Packaging for the Record & Audio/Video
Tape Industries - $29.00

Year-End Awards Issue - $9.95

(Please include an additional $5.00 per
book for foreign orders.)
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AS THE RECORD labels continue pressuring
broadcasters to increase the back-announcing of
their singles, they themselves should pay more
attention to another kind of song identification.
It is time for labels to provide songwriter credits
in all configurations of prerecorded music—es-
pecially cassettes, which are the dominant sound

carriers.

To be fair, some record companies already
have a policy of providing such information. Al-
though writer credits are occasionally omitted
even on titles released by those labels, their at-
tempts to identify music creators are laudable.
Moreover, the fact that they manage to identify
writers on most of their cassettes invalidates the
claims of other labels that there is not enough
space in tape packaging for writer credits.

While LP jackets and sleeves do offer more
graphic display space than does the permanent
packaging of cassettes or CDs (not counting
throw-away boxes), it is certainly possible to list

Editorial

GIVE SONGWRITERS CREDIT ON ALL FORMATS

tion.

given credit.

writer credits on cassette J-cards. CDs them-
selves are big enough to include writer names.
And, if lyric reprints are included with a tape or
CD, there is plenty of room for such informa-

Some label executives complain that songwrit-
ers’ names are not supplied to them in time to
meet their schedule for preparing album
artwork. They say publishers should provide
complete writer information when an artist or
producer hands in a master tape.

There is some merit to this argument. After
all, publishers have a vested interest in their
writers, as well as in having their own firms
identified in label copy. But, in the last analysis,
it is up to the record companies to ensure that
those who write the music and the words are

The composers and lyricists should be identi-
fied even on releases by a self-contained group.
Very often, different members of an act write
different songs, and outside collaborators are

frequently brought in.

But those who need credits the most are non-
performing songwriters, whose professional
reputations rest on the number of hits they have

penned. If they are not identified, the consumer

naturally assumes the recording artist wrote the
songs on his or her album. Even industry profes-
sionals, including producers, managers, label ex-
ecutives, and other artists, will not know who
wrote the songs if no one is credited. And if they
do not know, the composer or lyricist will have
fewer opportunities to place his or her songs on
other albums.

The National Academy of Songwriters and
the Songwriters Guild of America have been
fighting for credits for three years now. Their
cause is just, and the labels that have not adopt-

ed pro-credit policies can reap a free PR bonanza

by falling in line. There is no excuse for further
resistance; music creators deserve as much rec-
ognition as the artists who perform their songs.

BY JONATHAN SIMON

Many years ago, at a time when a
Mixmaster was something found
only in the kitchen, one of the great
songwriters coyly wrote of “the urge
to merge.” Although the setting was
romantic, the motivation was certain-
ly no less materialistic than that
which has recently propelled the mu-
sic publishing industry toward what
appears, perhaps superficially, to be
some kind of merge mania.

What exactly is it. one might ask,
that during the last few years has
precipitated something of unprece-
dented proportions in the rather
homespun annals of publishing? Is it
merely the good old honest urge to
make a buck, or is it something
more? And, whatever it is, what ef-
fect has it had on this, the most tradi-
tional of music industry activities?

Those who know might smugly ob-
serve that copyrights have always
had an extraordinary sale value.
Back in the early '30s, a publisher no
less committed than the legendary
Max Dreyfus well appreciated the

Song Exploitation May Suffer

PUBLISHING MERGERS RAISE QUESTIONS

value of a sale, not to mention that of
a resale.

The tale of Warner Bros.” “double”
acquisition of Harms Inc. more than
half a century ago is publishing folk-

their present crusade to stockpile
their assets through the acquisition
of intellectual property.

Owning a good copyright, as many
have observed, is like having proper-

‘More worrisome
is the question
of administration’

Jonathan Simon, a veteran of 30 years in
the music publishing industry, 1s
managing director of State Music, the UK.
based independent publishing company.

lore, even without the ironic coda of
its final chapter. This particular story
stands out in the history of 20th-cen-
tury publishing mainly because of its
financial success. After the Harms
purchase, many years passed before
major corporations started out on

ty: Both can appreciate in value while
continuing to earn rent. There is,
however, one fundamental differ-
ence: The earning potential of songs
is not dependent upon upkeep.
Lamentably, this is the major area
of disagreement as far as the be-

nighted composer is concerned. A
couple of years ago, one of the great
American songwriters asked me,
“Who do I call in London to make
sure that a top line of one of my
songs gets to a particular record pro-
ducer?”

I commiserated with his plight.
However, although I knew the song
well, to research the publisher, let
alone get past an unenlightened
switchboard person to the right pro-
fessional manager, would have been
an extremely daunting prospect.

And let us not forget that this was
the man who actually wrote the song.
He was merely seeking to obtain
from his publisher a small part of the
service in return for which he had
handed over the song on a full assign-
ment all those years before. “Is this
an equitable arrangement?” he asked
me.

Apart from the obvious, what is
the effect of the change in status of
what was previously perceived as a
peculiar and rather poor relation of
the music industry? Successful deni-

(Continued on page 73)

LYRICIST'S PLAINT

I was particularly appreciative of
the Ron Simpson Commentary re-
garding credit for songwriters
(Billboard, April 8). As a writer of
lyries, I quickly discovered that,
going back to the days of opera,
only the composer was credited;
the librettist hardly ever was.

I think it should be obligatory -
for the users of words and music
to credit the writers of the words
and the music. I salute Billboard
for giving space and backing to
Ron Simpson.

Sammy Cahn

President

Songwriters Hall of Fame
New York, N.Y.

FICTION AND FACT

As a Billboard subscriber, I was
shocked by the allegation in TV’s
“Karen Carpenter Story” that Bill-
board had taken a cheap shot at
‘““Richard’s chubby sister’” in a
1970 article on the Carpenters. I
was further distressed to read in
Dave DiMartino’s The Beat col-
umn that the inclusion of this en-
tirely fictional account in the TV
program was both historically and
visually inaccurate.

However, I was more disturbed
by the many inaccuracies and the
vagueness of the script writers re-
garding anorexia nervosa.

Those who made ‘“The Karen
Carpenter Story” had the opportu-
nity to make an informative, in-
depth, yet ratings-worthy pro-
gram to better educate the public
about eating disorders. Instead,
they produced a vague, badly act-

ed, highly fictionalized account
filled with errors and downright
lies. In the program, Karen died of
“heart failure, the result of an-
orexia nervosa,” whereas she ac-
tually died from cardiac failure
secondary to poisoning with syrup
of ipecac, a vomit-inducing drug.
Bulimia is apparently something
that does not occur on prime-time
television on a Sunday night, even
in a program about a woman who
died as a result of a serious eating
disorder. Not once during ‘“The
Karen Carpenter Story” did view-
ers even hear the jingle of a toilet
handle, much less see Karen self-
induce vomiting, as she most cer-
tainly did on many occasions.
Such complete avoidance of the
facts is not unique to ‘“The Karen
Carpenter Story.” Recently on
prime-time television, two actors
portraying Liberace both managed

to get AIDS without even kissing a
man.

After all, we wouldn’t want to
suggest to all the housewives and
kiddies out there in TV land that in
this world, men actually kiss or
have sex with other men. It is also
obvious that we wouldn’t want
anyone to actually learn some-
thing from watching a program
like “The Karen Carpenter Story.”

John R. Allan
Toronto, Canada

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

Some Say Endorsements Are Just Flab

BY CRAIG ROSEN

LOS ANGELES Tune in to any one
of more than 500 radio stations in
more than 150 markets, and you
might think that all of radio is on a
diet, as air talent across the country
lend their voices to testimonial spots
for weight-loss programs.

Best known are the advertise-
ments for the Philadelphia-based nu-
tri/system program that hit virtually
every format on the dial, but there
are others. The Essex Weight Loss
Centers, based in Paramus, N.J., and
the Physicians Weight Loss Centers,
headquartered in Akron, Ohio, also
plug their services via radio.

The popularity of weight-loss com-
mercials brings up the always thorny
issue of whether air personalities
should endorse products at all, espe-
cially in such formats as news/talk.
Some air personalities and PDs feel
the airwaves are not the place to dis-
cuss such a personal problem. Com-
peting jocks have begun using such
endorsements as the butt of jokes.

Nonetheless, execs at nutri/sys-
tem are sold on using radio to pro-
mote their service, which includes
counseling and controlled portions of
specially prepared food. The Radio
Adpvertising Bureau has made nutri/
system one of its special case studies
for an upcoming radio sales work-
shop. And Southwest regional mar-
keting manager Heidi Drummond
says her company’s testimonial for-
mat “brings the product’s success to
life like no other media can.”

Brian Wilson, a member of the
morning zoo at top 40 WHTZ “Z100”
New York, has been on the nutri/sys-
tem plan in the past and was plan-
ning to go on the diet again this
spring. Wilson and partner Ross Brit-
tain have frequently done live nutri/
system spots on Z100.

“I don’t have any problem with it,”
Wilson says. “But if it hadn’t worked
for me, I wouldn’t feel any more com-
fortable about doing nutri/system
commercials than I would doing com-
mercials for a used-car dealership.”

According to Wilson, nutri/system
doesn’t like air talent to ridicule peo-
ple who are overweight, yet Wilson
and Brittain often turn their spots
into comedy bits. “Ross will say,
‘Look better, feel better,” and I'll say,
‘You won’t have to go jogging in the
truck lane anymore.’ ”

Wilson and Brittain aren’t the only
Jocks having fun with the ads. KBEQ
Kansas City, Mo., morning man Ran-
dy Miller regularly mocks the spots
with fake advertisements for such
nonexistent companies as ‘“nutri/
bow!l” and “nutri/golf,” the latter
promising “to take 10 strokes off
your score.”

Miller has no plans to do on-air
testimonials for nutri/system. “I
would never want to do it, even if 1
weighed 1,000 pounds. It is so de-
meaning,” says Miller. “As a radio
personality you are already in the
public eye enough. Usually when
people see a [DJ] it is such a freakish
nightmare experience anyway, you
don’t want listeners to come up to

April 1 Gags Had Some Listeners Irate

Jocks Fool Around On Air

BY SEAN ROSS

NEW YORK By the time April
Fools’ Day rolled around, it was pret-
ty well established that Frankie
Crocker was not coming back to pro-
gram urban WBLS New York for a
third time. WVEE “V103” Atlanta
PD Ray Boyd was two days away
from being officially named to that
slot and his appointment was already
a given in radio circles.

Still, it took a minute to figure
things out when the Saturday morn-
ing personality on WBLS told a con-
test winner that he was Frankie
Crocker, and that he was back in
New York—going as far as asking
the winner at the end of the call who
his favorite jock was. “Frankie
Crocker and WBLS,” replied the duti-
ful caller.

“Frankie’’ was actually WBLS
swing man Charlie Burger in one of
this year’s more notable April Fools’
Day stunts—at least for industry lis-
teners. Because it fell on a Saturday
this year—when many morning
teams had the day off—this April 1
was somewhat subdued, but there
were still some standouts—among
them:

eCrossover WPGC Washington
had its morning team, Jim Elliott and
Robin Breedon, get married on the
air. While some of the station’s listen-
ers may have figured the joke out
when the couple began planning its

honeymoon at Motel 6, many are still
calling to congratulate them. One
told Breedon that even if it had been
a joke, it was still a good excuse for
her and her girlfriend to celebrate by
getting drunk.

Ironically, Elliott—who has made a
running on-air bit out of repeatedly
propositioning Breedon—had actual-
ly gotten married on the air five
years ago as the morning man at
cross-town WRQX “Q107.” Current
Q107 morning man David Lawrence’s
stunt was less elaborate; he had him-
self fired on air by GM Maureen Le-
sourd over a bogus listener com-
plaint.

oCrossover KPWR “Power 106"
Los Angeles morning man Jay Thom-
as announced Friday that his station
would be giving away free while-you-
wait face-lifts and breast augmenta-
tions at 1631 N. Vine in Hollywood
beginning at noon Saturday. That ad-
dress is actually a parking lot—near
the studios of rival KIIS—next to a
recently unveiled billboard of Thom-
as’ head on the body of a very shape-
ly woman.

That stunt led about 40 woman to
picket Power 106’s studios. “I can un-
derstand April Fools’ jokes, but this
is cruel,” 48-year-old Sherman Oaks,
Calif., resident Karen Fisher, who
waited 11 hours for the service, told
the Los Angeles Daily News. “People
have been driving by laughing at us

(Continued on page 14)

you and say, ‘So how much weight
did you lose?’ ”

And one major-market top 40 PD
who won’t run nutri/system spots
says, “Radio is very mystical. When
you listen to it as a kid you get this
picture in your head of a DJ who is
good-looking and knows all the stars.
If you go on the air and say, ‘T just
lost 70 pounds,’ it completely blows
the glamour and mystique. Listeners
are going to picture that DJ as look-
ing like Jabba the Hut.”

The incentives for radio personal-
ities to participate in the program are
the time buys that come with it, along
with free food and weight-loss coun-
seling. Some air personalities who
pitch diet programs also receive a tal-
ent fee; while amounts vary, one

Southern medium-market PD says he Hurricane Dave.

Mr. & Mrs. T. Rapper Ice-T, left, dropped by urban KMJQ “Majic 102" Houston
and brought his wife, Darlene. They're seen here with KMJQ night jock

(Continued on page 14)

URBAN WBLS New York has tapped WVEE “V103”
Atlanta PD Ray Boyd; he replaces 4'/,-year PD B.K.
Kirkland, who will transfer to the PD job at adult alter-
native outlet KBLX-FM San Francisco.

Boyd is only the fourth PD in WBLS’ 15-year history
and the first one from outside Inner City Broadcasting.
He says the once-dominant urban outlet “isn’t in as bad
a shape as some people think. It needs some systems
and procedures. I can make adjustments without any
wholesale changes.” No replacement for Boyd has been
named at V103.

N.Y. Ghanges: Boyd, Kingston, WPLJ?
KQLZ Adds Spots; L.A. Loses KIIS-AM

itself “Pirate 95” on Jim Kerr’s morning show recently,
but only long enough for Kerr to lose a bet on the Seton
Hall Univ. Pirates-Univ. of Michigan Wolverines basket-
ball final with WIQB “Rock 103” Ann Arbor, Mich.,
morning man Reb Reinhart, who will be coming to town
to do Kerr’s program shortly.

The long-rumored changes at WPLJ haven’t officially
been announced yet, although former KWSS San Jose,
Calif., PD Mike Preston is widely expected to join as
APD. There are, however, audible programming differ-
ences now. For one thing, the Pow-

The rumors about WBLS chang-
ing PDs began the week that
WHTZ “Z100” New York’s Scott
Shannon announced that he’d be
leaving for KQLZ “Pirate Radio”
Los Angeles. Although two-year
OM Steve Kingston’s duties really
expanded when Shannon left, he
has been officially upped to VP
and director of operations and pro-

er 95 name is being phased out in
favor of the calls. There are new
liners—“New York’s Original All-
Hit FM” and the hoary “And the
music just keeps on coming.” And
the music is skewing somewhat
younger, with odd oldies showing
up—most notably Pat Benatar’s
“Sex As A Weapon.”

gramming—part of his new five-
year contract with Z100.

TAKE ME TO THE PIRATE: As for Shannon, he be-
gan using his real name on KQLZ on April 3, rather than
the “Bubba the Love Sponge” moniker of his first two
weeks. Shannon is calling his morning team the “nut hut
crew,” a term he used in New York, noting that the “idi-
ots at [cross-town KPWR] Power 106” had stolen the
“morning zoo” term.

On April 4, Shannon aired KQLZ’s first commercial—
a live spot for Bon Jovi’s upcoming L.A. Forum date
read by Jon Bon Jovi himself. KQLZ is now running one
spot an hour—at a cost of more than $1,000 a spot, about
$300-$400 more than a comparable spot on KPWR.

Meanwhile, the debate over ownership of the term
“pirate radio” continues. Westwood One claims its na-
tional listen line for KQLZ established its claim on na-
tional use of the term. But consultant George Harris
has entered the fray, saying he used the term “Rock’N’-
Roll Pirates” in 1982 as PD of WYNF Tampa, Fla.—
across town from Shannon’s WRBQ “Q105.”

WW1 says it will sue the other stations now using the
term—WIOQ Philadelphia and KGON Portland, Ore.—
if necessary. Whether Harris will sue for ownership of
the term is “yet to be determined,” he says. Meanwhile,
WIOQ is still using “pirate radio,” although far less
prominently than its L.A. counterpart. (A similar situa-
tion exists in Los Angeles, where KABC is seeking an
injunction against n/t rival KFI's use of the “Talk Ra-
dio” slogan.)

In New York, top 40 WPLJ “Power 95” began calling

by Sean Ross

PROGRAMMING: With new
competition in town, one of KIIS-
FM Los Angeles’ first moves was to shut down its all-
dance-mix KIIS-AM and begin simulcasting again.
KIIS-AM had pulled a heavy teen audience, but from
KIIS-FM itself and not from rival KPWR “Power 106,”
as hoped. It did make a noticeable dent in urban KDAY;
that station is now using the liner, “Once again, the only
L.A. station with the hot hip-hop.”

Matt Farber, most recently with Burkhart/Douglas
& Associates in Atlanta, is the new PD at top 40 WAVA
Washington, D.C. Farber was previously OM at top 40
WAPW “Power 99” Atlanta; reporting to him will be
newly promoted program coordinator, morning man
Don Geronimo. GM Alan Geodman says Farber will
make music, promotion, and general formatic decisions;
Geronimo will work with WAVA’s jocks.

EZ Communications regional PD Doug McGuire is
named VP/programming, Eastern region, picking up
the stations previously handled by Shadow P. Stevens:
WBZZ “B94” Pittsburgh, WIOQ, WEZB “B97” New
Orleans, and WHQT “Hot 105” Miami. He’ll also hire his
replacement as PD of AC KYKY St. Louis . . . Bob Bel-
lini is the new PD of classic rock WKLH Milwaukee; he
programmed album WIBA-FM Madison, Wis.

Danny Kingsbury, PD of album CITI Winnipeg,
Manitoba, since 1985, is the new PD at modern CFNY
Toronto—filling a position that had been vacant for sev-
eral months. That still leaves two area stations without
PDs—full-service AC CFRB and adult standards CJCL
where five-year programmer Jim Kidd is gone . . . Nick
(Continued on page 12)
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Distress-Sale Policy Ruled Unconstitutional [

Minority Broadcasters To Appeal For FCC Statute

BY BILL HOLLAND

WASHINGTON In a U.S. Court
of Appeals ruling here, the Feder-
al Communications Commission’s
longstanding “distress sale” poli-
cy has been found unconstitution-
al, ending a 10-year period in which
nearly 40 radio and TV stations
were sold to minorities through
the policy. An FCC spokesman said
his agency would not appeal the
decision, but public interest and
minority organizations say they
will.

The distress-sale policy allowed
owners of a station in danger of
losing a license for failing to meet
commission requirements to sell it
to a minority group at about 75%
of market price. Long supported
by many in Congress as an effec-
tive means of increasing minority
broadcast ownership, the policy,
according to the court’s 2-to-] deci-
sion March 3], violated the consti-
tutional right of equal protection.

Pluria Marshall, chairman of the
National Black Media Coalition,
called the vote the result of “a cou-
ple of white people serving the
conservative constituency they
were put on the bench to serve,”
and said that the NBMC would “ei-
ther lead the appeal to the Su-
preme Court or be part of it.”

Other organizations had not for-
mulated their response to the rul-
ing at press time. A Senate Com-
munications Subcommittee
spokesperson was waiting to see
the court opinion before comment-
ing. A National Assn. of Broad-
casters spokesperson was also
caught off guard, saying only that
“the NAB has long been in favor
of the policy, of course.”

In 1988, the FCC, under then-
chairman Mark Fowler, sought to
review the policy, but was prevent-
ed from doing so by Congress. The
policy was challenged by a white
businessman who unsuccessfully
bid for a Hartford, Conn., TV sta-
tion later sold in a distress sale.

The commission has several oth-
er policies to enhance minority
ownership, including those that of-
fer tax breaks to sellers and pref-
erences to minority and women

BILLBOARD RADIO:
More news,
more markets,
more thorough

WASHINGTON
ROUNDUP

buyer/applicants.

FGC BOOTS “"EXTORTERS™

The FCC, at its most recent open
meeting, implemented significant
reforms of the broadcast-license-
renewal process in an effort to
curb abuses.

Among its actions: banning all
settlement payments in return for
withdrawing competing applica-
tions prior to the initial decision
stage of comparative hearings;
limiting payments to competing
applicants withdrawing petitions-
to-deny “‘to legitimate and prudent
expenses’’; requiring prior com-
mission approval of all citizens’
agreements in withdrawn peti-
tions-to-deny to ensure public in-
terest; eliminating the Cameron
doctrine that allowed competing
applicants to “presume” acquisi-
tion of a station’s transmitter site
without meeting engineering re-
quirements.

Chairman Dennis Patrick said
the actions “will greatly discour-
age, if not eliminate, the filing of
comparative applications and peti-
tions-to-deny with the intent to ex-
tort cash settlements.”

In a related item, the FCC also
revised its Form 301 to deter fur-
ther abuses when so-called sham
applications are filed in compara-
tive-renewal hearings. The form
now will require the submission of
additional financial, ownership,
and integration information when
potential applicants file for the li-
censes of stations up for renewal.

Broadcasters have long com-
plained that unqualified, sham ap-
plications are often filed just to
force licensees to fork up settle-
ment demands.

NBMC’s Marshall charged that
the changes are being made par-
tially to stop that organization
from charging consultant fees to
find minority employees for sta-
tions that are challenged at renew-
al time for equal employment op-
portunity violations.

The commission ‘“never showed

any evidence that there were
abuses,” Marshall said, and added
the group will challenge the new
rule. “They think they’re going to
get away with something, but

they’re not going to get away with
it.”

LITTLE CLASS A TO A C37

As expected, the FCC also adopted
rules to establish an additional
class of commercial FM stations,
C3, which will be authorized to
transmit up to 25,000 watts with
an antenna height of 328 feet.
They would have a protected
range of about 24 miles.

The commission has identified
about 150 existing Class A stations
across the country that can auto-
matically upgrade as a result of
the new ruling, saving the stations
from filing applications.

The C3s will fill gaps needed in
areas across the country where
larger C2s cause too much inter-
ference, but where smaller Class
As are considered ‘‘economically
unfeasible.”

AT
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Tanya Beat Around. Hundreds of KNIX-AM-FM Phoenix listeners showed up
when the station teamed with the Handleman Co. for an in-store appearance by
Tanya Tucker. The country artist had sold out a local club on three previous

nights.

VOX JoX

(Continued from page 10)

O’'Neil is out as PD of AC WRRM
Cincinnati; a replacement is several
weeks off.

WTWYV Chicago drops Satellite
Music Network’s The Wave to be-
come WYLL, a 24-hour-per-day
Christian/AC FM. PD Kevin Jay re-
mains with the station, which fills a
hole left by suburban WCRM. That
station has gone to an album/top 40
hybrid under new PD Randy McCar-
ten and new calls, WABT “the Wab-
bitt.” Another Christian AC, KOJO
Dallas, nabs Jon Rivers as VP/pro-
gramming. Rivers, best known as the
host of the syndicated “Powerline,”
was doing afternoons at crosstown
AC KMGC. He replaces Mark John-
son, who becomes VP/marketing.

Consultant Mike Joseph has an-
nounced KXOK/KLTH St. Louis as
his next clients. KXOK will modify
its n/t format to all news. KLTH will
drop adult alternative for some vari-
ant of top 40 . . . Country WBOS Bos-
ton laid off most of its air staff and
went to voice tracks April 3, but has
not, at this writing, changed formats.
Interim PD Eric Marenghi remains.

Tom Jackson crosses from the PD
Jjob at top 40 WKSI Greensboro, N.C.,
to that slot at AC WOJY, which has
brightened its music and become
WWWB “B100”’ under consultant
Dan Vallie . . . Skip Essick, program
manager at AC/easy combo WOOD-
AM-FM Grand Rapids, Mich., for the
last seven years, is the new PD at AC
WHAS Louisville, Ky. The WOOD
job is open; send T&Rs to GM Jim
White ... R&B/oldies WYOL Nash-
ville goes to SMN’s Heart & Soul net-
work; jocks Don Davis and Patrice
Darden are out.

KSSR Austin, Texas, drops coun-
try for adult alternative under new
PD Michael Redding (formerly of
KWAV Monterey, Calif.), and consul-
tant Alan Mason. Expect new calls
... Oldies/AC combo KCEE/KWFM
is now known as all-oldies “Kool
FM.” FM PD Keith Abrams is now
OM for both stations; AM PD Alan
Michaels becomes APD/MD.

Guy Kemp, former morning man
at WBPR “Power 98" Myrtle Beach,
S.C., is the new PD/morning man at

album KCNA Medford, Ore.—the
station that you may have seen run-
ning trade ads trying to locate him
... Simulcast country WTNT-AM
Tallahassee, Fla., is now motivational
n/t WYYN ... Top 40 KTSR Bryan,
Texas, PD Greg Hanson leaves radio
for computers and top 40 KBIU Lake
Charles, La., PD Bruce Gilbert re-
places him; WNSL Laurel, Miss., PD
Cody Michaels is now KBIU PD.

PEOPLE: Late nighter Cadillac
Jack was fired from top 40 KDWB-
FM Minneapolis for several days fol-
lowing a recent incident, when, de-
pending on who you ask, he either ac-
cidentally brushed against Samantha
Fox or tried to fondle her at a station
event. He’s back on the air now, due
to what the station says is an out-
pouring of listener support. PD Bri-
an Philips says problems with Fox’s
people have been solved.

The lineup is complete for Drake-
Chenault’s new satellite-delivered
Great American Country format.
Joining OM/p.m. driver Gary Hamil-
ton are Patrick Lee from the Satel-
lite Music Network in mornings;
Robert Sharkey (ex-KKOB-FM Al-
buquerque, N.M.) in middays; Steve
Morris (WWAM Fort Meyers, Fla.)
in evenings; Debbie Waddill (KRZN/
KMJI Denver) late nights; and Steve
Smith (KXKL Denver) overnights.

Gregg Diggs, music librarian at ur-
ban WKYS Washington for the last
three years is now officially upped to
MD ... Weekender Mark Labelle is
the new MD at top 40 WBLI Long Is-
land, N.Y,, replacing Ruth Atkas ...
Robert Benjamin is promoted from
MD to the newly created APD job at
classic rock WXRK New York ...
Shock talker Gary Dee goes from
middays to p.m. drive at WWWE
Cleveland.

Hollywood Henderson and Mike
Richards join urban/AC WIGO At-
lanta for mornings and p.m. drive, re-
spectively, replacing Silas Alexander
and Bobby Wonder ... Doug Peter-
son goes from WTBX Hibbing,
Minn,, to nights at top 40 KCPW
Kansas City, Mo. ... Consultant Jeff
Pollack is now working with his first

noncommercial client, KNPR Las Ve-
gas.
Urban WJLB Detroit puts Special
K (formerly of WDJY Washington)
in nights and area veteran VanNiece
in late nights . . . Jay West goes from
KHYS Houston to crossover rival
KKHT “Energy 96.5” . .. Edna How-
ell returns to radio as ND for WIZF
Cincinnati.

Rocky Rhodes & Sue Barre are
the new morning team at top 40
WKRZ Wilkes Barre, Pa., as Jum-
pin’ Jeff Walker moves to p.m. drive;
they come from KTRR Fort Collins,
Colo. ... Area veteran Dancing Dan-
ny Wright joins top 40 WKDD Ak-
ron, Ohio, for p.m. drive. Also, PD
Jeff Clark puts himself on middays.
Eric Cramer and Doc Reno are out.

WEAL Greensboro, N.C., MD
Toni Avery adds music duties for sis-
ter WQMG Greensboro; Jasmine
James joins WQMG for middays ...
Finally, to modify last week’s item,
Carol Mason will retain her weekend
duties on country WYNY New York
in addition to her new full-time job at
WKIY Long Island, N.Y.

0N THE NIGHT before Chicago’s
racially charged mayoral election, n/t
WBBM-AM and its black counter-
part, WGCI-AM, joined forces for a
simulcast dialog between their audi-
ences. Although WBBM executive
editor Chris Berry says the broad-
cast had been scheduled for more
than a month, it came on the heels of
a Mike Royko column in the Chicago
Tribune accusing both WGCI-AM
and competitor WVON of on-air rac-
ism—charges that prompted front-
page stories in both The New York
Times and the Los Angeles Times.
WGCI-AM VP/OM Darryll Green
says that as a result of the broadcast,
“people found that we weren’t as bad
as we’ve been made out to be.” The
stations are planning to swap talk
hosts later this month.

Assistance in compiling this col-
umn was provided by Craig Rosen,
Bill Holland, Peter Ludwig, Motra
McCormick, and W.T. Koltek.
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€ Your listeners want to know the | pave chartes
music you program by title and artist :

so...IF YOU PLAY IT, SAY IT!??

4 Plain and simple the policy of Kid Leo
back announcing was a preeminent
factor in the making of alegend called |~ W%
WMMS/Cleveland.??

k£ New music is unknown music. By | son Parikhal
showcasing, contexting and identifying, | "=
radio stations can make it easier for
listeners to get into the unknown. Both
radio and the recording industry

benefit from this.??

Media strategist

THREE MORE REASONS TO
SAY IT WITH CONVICTION.

April Is Back Announcing Month
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MORE STATION JOCKS GAIN THROUGH ADS FOR WEIGHT-LOSS CENTERS

(Continued from page 10)

made $100 a month above and beyond
his diet program.

Having an air talent pitch nutri/
system can also gain exposure for
the station. While several staffers at
top 40 KPLZ Seattle have gone on the
program, PD Casey Keating calls
late-nighter B.J. Donovan “one of our
biggest success stories.”” Donovan
lost 125 pounds on the diet and ended
up doing TV spots for the weight-loss
firm that showed off KPLZ’s call let-
ters.

Besides air talent, other radio sta-
tion staffers have gained notoriety
by doing the spots. KIIS-AM-FM Los
Angeles morning man Rick Dees and
his WXRK New York counterpart
Howard Stern both do nutri/system
testimonials, but rather than ac-
knowledge use of the product them-
selves, they interview dieting co-
workers.

Jodie Renk, promotions director at
modern rock KROQ Los Angeles,
has been doing nutri/system testimo-
nials since November 1988. Renk said
she decided to go on the program to
support a friend who was also on the
diet. She wasn’t bothered by having
to talk about her weight problem on
the air.

“I had just moved to this market so
nobody knew me,” she says. “It
didn’t really matter.” Now, however,
the spots have bought Renk notori-
ety. Night jock Jim “the Poorman”
Trenton even calls her “nutri/Jody”
on the air. “I get a lot of comments
from listeners, like, ‘You aren't as big

as I thought you were. I thought you
would be a fat pig,’ " says Renk.

Weight-loss programs are a partic-
ularly touchy issue for news stations.
At n/t WWWE Cleveland, PD Nick
Anthony makes sure the weight loss
spots on his station are “unmistaken-

ly commercials.” WWWE host Tom
Bush does testimonial spots on his
program for the Physicians Diet Cen-
ters. “It could pose a problem,” says
Anthony. “We do a lot of endorse-
ment-type ads for a variety of prod-
ucts, but I think the listeners are

They Feel “Loved.” AC WLTF Cleveland received a platinum single for its role
in breaking Barbra Streisand & Don Johnson's “Till | Loved You.” Seen, from
left, are Columbia’s Doug Hamann, WLTF PD Dave Popovich, and MD Pam

Godfrey.

aware of what are commercials and
what is the show.”

On n/t KRLD Dallas, newscasters
don’t do nutri/system commercials
because, according to OM Tom Tra-
dup, “They deal with [stories on] the
homeless and starving people, and to

turn around and say, ‘I'm losing
weight the nutri/system way’ is just
incongruous with their reporting.”
Tradup does, however, let his sports-
casters do the spots; “They are a
whole different kind of animal,” he
says.

JOCKS FOOL AROUND ON AIR

(Continued from page 10)

and we're standing out here in hu-
miliation.”

eAlbum WNEW-FM New York
ran a variation of 1988’s gag, where a
number of stations reported a bogus
Mets/Yankees player trade. This
year, the station announced that Yan-
kees’ owner George Steinbrenner
had made an even trade with real es-
tate magnate Donald Trump. Trump
got the Yankees and Yankee Stadi-
um, and Steinbrenner got 51% of
Trump’s Castle Hotel and Casino in
Atlantic City, N.J.

oThe fantasy concert at album
KLBJ-FM Austin, Texas, had listen-
ers from 70 miles away driving to
town looking for the 12-hour show
that brought the Grateful Dead, Roll-
ing Stones, Dire Straits, U2, Pink
Floyd, Beatles, Doors, and Led Zep-
pelin together on one mental stage.

¢AC WLAD Danbury, Conn., put
out a press release Friday afternoon
saying that most of its staff would be

fired in anticipation of a format
change. On Saturday, WLAD be-
came “America’s Only All-Beatles
Radio Station”” complete with lin-
ers—“Eight Days A Week in AM Ste-
reo,” “fab four-cast” weather, and a
Beatles wig giveaway (“Listen for
the sound of Ed Sullivan”).

eSaga Communications’ classic
rock WKLH Milwaukee had OM/
morning man Dave Luczak and his
partner, Carol Caine, trade not just
names but personalities for a morn-
ing. Saga’s top 40 KRNQ Des
Moines, lowa, angered the local au-
thorities by announcing that parking
tickets would be half-price that day,
prompting a flood of calls by listen-
ers who may not have believed the
item, but wanted to.

Assistance in preparing this story
was provided by Craig Rosen and
Peter Luduig.

newsline..

NICK TRIGONY is promoted to executive VP of Cox Enterprises’ broadcast-
ing division; he previously held that post for the division’s radio group.
Michael Faherty, VP/GM of WSB-AM-FM Atlanta replaces Trigony.
WWRM Tampa, Fla., VP/GM Bob Neil assumes Atlanta VP/GM duties;
GSM Bob Huntley replaces Neil in Tampa.

MARYANN “FERNANDO SAUNDERS” FAITHFULL
JEFF  “FERNANDO SAUNDERS” BECK
PAT  “FERNANDO SAUNDERS” BENETAR

For the past 10 years count Lou Reed, Toto,
Fernando Saunders has and a few other friends).
been in the middle of
some of Rock 'n Roll's
most important projects.
Now after a decade of
writing, producing, sing-
ing and playing with
some of Rock’s classic
performers, Fernando
Saunders has recorded
his own solo album

A .
(- ..thatis if you don't \ J.J. JORDAN is named senior regional manager of Drake-Chenault’s new

satellite division. Jordan was previously senior affiliate manager at Satel-
S = lite Music Network.
LOU “FERNANDO SAUNDERS” REED
JAN  “FERNANDO SAUNDERS” HAMMER
JIMMY “FERNANDO SAUNDERS” PAGE
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WAYNE JEFFERSON is named VP/GM of WBBM-AM Chicago after being
VP/GM at WBBM-FM since 1985. Replacing him at the FM is four-year
GSM Tom Matheson. The changes were prompted by the resignation of
seven-year WBBM-AM GM Gregg Peterson, who leaves for unspecified
business opportunities in the Santa Barbara, Calif., area.

LYNN CHRISTIAN has been appointed senior VP of radio for the National
Assn. of Broadcasters, replacing David Parnigoni. Christian was presi-
dent/CEO of Century National Entertainment and, before that, executive
VP of Century Broadcasting. And D.C.-based attorney Wesley Williams
Jr. is elected chairman of NAB’s Broadcast Capital Fund (BROADCAP).

KJLH LOS ANGELES appoints Karen Slade to its long-vacant GM slot. She
was previously regional sales manager for Xerox.

ELLEN STRAHS FADER is upped from VP to senior VP at Price Communica-
tions. She will retain her duties as secretary of the company.

Listen to Fernando
Saunders’ Cashmere
Dreams album on ;
Grudge Records @%J ‘

DEBBIE BUGLIS! is promoted from GSM to station manager at album WBAB
Long Island, N.Y. The 12-year station veteran replaces Richard Sutton,
who will be GM at Win Communications’ WXRI Norfolk, Va.

STATION SALES: WHLY Orlando, Fla., from Southern Starr Broadcasting
to J.J. Taylor Companies for $12 million, WHKW Fayette, Ala., sold by
Radio WHKW Inc. to Tuscaloosa Broadcasting Corp. for $1.25 million.

7
¥

(distributed by BMG)

MICHAEL JOHNSON is upped from acting GM to GM at KAYI Tulsa, Okla.

STEVEN KABATSKY has been named research director of the Sheridan Broad-
casting Network. He was previously a research manager with New
York’s Radio Advertising Bureau.

BETTY ELAM becomes the executive director of the Foundation For Minor-
ity Interests In Media. She previously headed media services for the Pres-
byterian Church.
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6. Tragedy, Bee Gees, rso balloting by Billboard’s readership begins this summer. WIND BENEATH MY WINGS o BLTTE MIDLER
;- :eu;it&dgeach;ls ﬁ'd Herb, poLvoor Billboard gives awards in five radio, one network/syndication, and two @] s | w0 |9 | MR

hiads 2SS ONCIe CHRYSALS reco! This DREAMIN’ © VANESSA WILLIAMS
o | | ooty s T yor, v o b o g have | |3 72 [ | | B

jorman, RSO
10. Lady, Little River Band, caprroL alternative formats. And the album rock category will recognize achieve- @)| 10| 1| s | AFTERML, a3 AN
ments by modern rock and classic rock stations. (®)| 8 | 12 | 6 | HEAVENHELP ME # DEON ESTUS
TOP SINGLES—20 Years Age This is the second year Billboard has used the two-tiered balloting sys- MKA87,11536:7/BOL YGRAM!
1. Aquarius/Let The Sunshine In, tem, making it the only major radio and records industry awards program ()| 13 | 13 { 9 | SECOND CHANCE ¢ THIRTY EIGHT SPECIAL
Fifth Dimension. soutL ciTy to oombme public input and industry expertise. Each blue-ribbon panel YOU GOT IT « ROY ORBISON
2. You've Made Me So Very Happy, will be supervised by a Billboard staffer. Billboard radio editor Sean Ross 713 |1 | 12 veonrosaes
. OwWea €ars, COLUMBIA 3 g ] H E DTH & KENNY G
3. Dizzy, Tommy Roe, Asc will coordinate the five panels, whose participants are listed below. g | al 7| n meY'VAE SAVED THE BEST FOR LAST
4. Galveston, Glen Campbell, caproL DON'T TELL ME LIES © BREATHE
5, Time Of The Season, Zombies, DATE . ADULT m’ mT "‘mwm S S| 8B ) aMie
6. Only The Strong Survive, Jerry _ Chair: Sean Ross, Billboard radio editor. Panelists: Suzanne Berg, na- 5 | 16 | 5 | UKEAPRAYER © MADONNA
Butler, MERCURY tional director of AC promotion, Elektra Records; Doug Erickson, opera- SIE]: 27,539/ WARNCR BROS
7. Lt['gKVour Thing, Isley Brothers, 1 tions director, KHOW/KSYY Denver; Bonnie Goldner, director of AC 1 6 4 13 THE LIVING YEARS ¢ MIKE + THE MECHANICS
8. Hair, Cowsills, mam promotion, RCA Records; Bobby Rich, PD, KFMB-FM San Diego; Smok- 217135 |2 LOST N VOUR EVES © DEBBIE GIBSON
9. ITtun Atw?y Child, Running Wild, ey Rivers, VP of programming, Stoner Broadcasting; Rich Schmidt, direc- ATUANTIC|?88970
emptationsIcoROrgEAts tor of national promotion, Windham Hill Records. Special assistance: Al- B3| 12| 6 | 14| JUSTBECAUSE SANITABAKER
ORI wenty: ivelMilesaEdaniStatie bert Lord I1I, production director, KIOI San Francisco. EVL;:;R;; :ﬁ:kLo“E Se
ALBUM/MODERM,CLASSIC ROCK 14 | 11 | 9 | 1 | pepreses2risy
TOP ALBUMS—10 Years Age Chair: Ron Cerrito, Billboard album/modern rock tracks charts manag- @ 17 | 18 | 10 | LET THE RIVER RUN @ CARLY SIMON
1. Minute By Minute, Doobie er. Panelists: Marko Babineau, director of national album promotion, Gef- Cil TR
Brothers, WARNER BROS fen Records; Mark Chernoff, PD, WJFK Washington, D.C.; Barry Lyons, 20 | 20| 6 | SUPERWOMAN ¢ KARYN WHITE
2. Enl(r)g Straits, Dire Straits. warNER VP of promotion, L.R. S Records; Dave London, PD WQFM Milwaukee; 7 14 I n GOT IT MADE CROSBY, STILLS, NASH & YOUNG
3. Spirits Having Flown, Bee Gees, kso Todd “Mad Max” Tolkoff, PD, WFNX Boston; Paul Rappaport, VP of ATLANTIC 7-88966
4. 2-Hot, Peaches & Herb, poLvDoR pational album promotion, Columbia Records. 8 | 16 | 15 | 18 | MYHEART CANTTELL YOU NO # ROD STEWART
5. Blondes Have More Fun, Rod BLACK NOCO
Stewart. wARNER BROS Chair: Terri Rossi, Billboard black charts manager. Panelists: James 2 [ 3% | ¢ | ZRMICOLIOWSMLANAD ¢ ENYA
LS SR, Alexander, PD, WJLB, Detroit; Steve Crumbley, national PD, Willis | 21| 2| 5 | TMINTOSOMETHING GOOD # PETER NOONE
7. Desolation Angels, Bad Company, Broadcasting; Ron Ellison, VP of urban promotion, Polydor Records; SOTESS00io/ay, T
o Sharon Heyward, VP of R&B promotion, Virgin Records; Sonny Taylor, WER
8. Livin' Inside Your Love, G
B;Al;o: sv',m[: :;os‘_m — radio programmer A.D. Washington, VP of urban promotion, MCA Rec- @ % | —| 2 Mlss You ELE(E004f @ NATALIE COLE
SN ghtencdibseves. ) ords. . @)| 27 | 31 | 5 | ROMANCE (FROM “SING") & PAUL CARRACK & TERRI NUNN
R Chair: Marie Ratliff, Billboard country charts manager. Panelists: Tim | |@)| 2 | 35 | 4 | HEARTS ONFIRE # STEVE WINWOOD
: Closson, PD, KHAK Cedar Rapids, Iowa; Larry Daniels, OM, KNIX HAPPY EVER AFTER S TG T
TOP ALBUMS—20 Years Ago Phr?i?%o ll:aﬁ}m[é)vel{we, VP ?f national country promotion, I(\}Iap_ihol R(,le- 4| 8|30 [ 6 | vrownrosaoa
cords; y, director of group programming services, Nationwide u |38l a PROMISES & BASIA
;' am;as;::x:eg::;g‘::&" Broadcasting; Bob Saporiti, national promotion director, Warner Bros. ® ERICI33.C860B/ERA

e Wichit n, . TOP 40/CROSSOVER % | 2 | 19 | 7 | WHENIM WITHYOU SHERIFF
3. Hair, Origin‘al Cast, rea Chair: Michael Elhs Billboard director of charts. Panelists: Polly An- L|V|N' R'G“T @ GLENN FREY
;- g::'y‘:;::;' ?:r}'::'e:"‘:mm thony, VP of top 40 promotion, Epic Portrait/CBS Associated Records; @| = | —

& K Gadds Do, hon Buary, | | 40drea Cunis, VP of national promoton Attt oo O s, | [ 5 14 | 3 L e e
7. m&ay Party, Steppenwolf, leon, group PD, Nationwide Communications. G ERERERE e ¢ LIVINGSTON TAYLOR
8. Cloud Nine, Temptations, GoroY 30 | 24 | 2 19 PR?S!I‘T g!gZSH ME & TAYLOR DAYNE
9, Ball, Iron Butterfly, atco 2L
10. Goodbye, Cream, aTco 31019 2] 8 EE?&%%Q-SVE © SIMPLY RED
COUNTRY SINGLES—10 Years Age @) » | 1| 3 | BETOVER ¢ GRAYSON HUGH
1 iomgvuswann oot | Utah Junker Owner Wins Disney Junket | = | o | 7|15 | S5, ¢ NEIL DIAMOND
2. hAI‘ITrIKIjE:ree“r :lseced Is You, Kenny I B H @ h — 2 gm()?mg?s ¢ CAROLEKING
Rogers & Dottie West, UNITED ARTISTS 1292517 Rscﬂiggms TO DANCE WITH ME @ RICK ASTLEY
3. Where Do | Put Her Memory,
Charley Pride, rca % | 32 | 28 | 8 | ENDOF THE LINE © TRAVELING WILBURYS
4. Sweet Memories, Willie Nelson, rca BY PETER LUDWIG ma”arla”s o 121637/ WARIERBRED
; ‘ SHE WON'T TALK TO ME © LUTHER VANDROSS
5. 3Ca::ks|de Of Thirty, John Conlee, NEW YORK Comedy has been 37 | 18 | 17 | 10 | gpcasoss513/EP
6. ‘l"vhey t(iall 1t Making Love, Tammy taking on a higher profile in station | —| 2 E}E&AU,E}"NG LOVE # HOWARD JONES
ynette, emc promotions, from station-sponsored ele (aka PDQ Bach), Victor Borge
. : . 2 ' TWO HEA| © PHIL COLLIN
s farey el |RasbAGEnEINalson: nights at comedy clubs to station- or Anna Russell—artists who have | 3 [ 37 | 38 | Z | aiwmc S iaas0 Pri 5
8. §Io:Mgancmg. Johnny Duncan, produced albums of local comedi- been putting classical music buffs a3 | — | 2 | WHAT WERE WE THINKING OF BARBRA STREISAND
9. Wisdom Of A Fool, Jacky Ward, ans. Classic rock WYSP Philadel- in the aisles for decades. Lo e, TS
MERCURY ] phia has done both, producing a rec- WNCN is infamous in classical a | o0 |7 |7 E!MEHU\OI‘{%F
10. Don't Take It Away, Conway Twilty, |  ord last year that gave local talenta  radio circles for its mainstream ap- * % xHOT SHOT DEBUT * & &
much-needed career boost. proach to the format—leaning |(32) NEWD | 1 THROUGH YHE STORM  ARETHA FRANKLIN & ELTON JOHN
SOUL SINGLES—10 Years Ago Station-sponsored talent searches  heavily on the best-known pieces, jmims ARSIl
D oreoin i Gl e are also becoming more common, cutting talk, adopting AC formatics, | 43 | 33 | 32 | 20 | HOLDINGON @ STEVE WINWOOD
2. 1 Got My Mind Made Up, instant particularly among classic rock sta-  having a station mascot/money ACROSS THE MILES o SURVIVOR
FuinySatso (0T tions like New York’s WXRK “K- man—the '"NCN Phantom—and | # [ 31 [ 2 | 1! | scomoros essszercea
3. Shake Your Body, Jacksons, epic Rock.” But WNCN New York even advertising in the trades sever- NEWD | 1 | THINKING OF YOU ¢ SA-FIRE
4. Reunited, Peaches & Herb, mve/ thinks it is the first classical outlet al years ago for an AC or rock air T THE ;;O:::::K S EETERICOINGERTER
5. { Want Your Love, Chic, aTLANTIC to set up a national search for a co- personality. Promotion director NEWD | 1 | acasors
6. Knock On Wood, Amii Stewart, median and is now getting other Maggle Day says the next-genera- @D| Newp | 1 | DOWNTOWN & ONE 2 MANY
7 Love 8 allad, George Benson, classical outlets in on the search. tion-of-classical-comedians idea co- ARMIT272
" WARNER BROS WNCN initiated its Classical incides with the station’s image a8 | 22 | m | 21 | ASLONGASYOU FOLLOW ¢ FLEETWOOD MAC
8. glee; The Greatest Dancer, Sister Comic Crusade in early March with lines, “New York’s younger classi- THE LOVER IN ME o SHEENA EASTON
! = os.et';f;:‘%::body e humorous on-air spots and a mailer cal music station” and “The new | %9 | # [ 8 | 7 | wcassaie
" Michael Waiden, ATLANTIC to 75 other classical stations. The wave in classical radio.” so | 47 | 34 | 19 | ALLTHISTIME & TIFFANY
10. Hot Number, Foxy, oasH station is looking for a stand-up co- Day says WNCN ‘‘sent releases
= median in the vein of Peter Schick- (Continued on next page) () Products with the greatest airplay gains this week. & Videoclip avaitability.
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ALBUM ROCK ™Acts-

m_ S._ Compiled from national album rock
o | HE | £o |82 | TME 2Oty (e ARTIST
»J—: 2|32 |« 3 = 5 LABEL & NUMBER/DISTRIBUTING LABEL
* % NO.1 * %
NOW YOU'RE IN HEAVEN JULIAN LENNON
3 4 5 atNo. One
@ 13 4 VOICES OF BABYLON THE QUTFIELD
COLUMBIA 38-68601
3| 1|1 | n| nBeyou THE REPLACEMENTS
SIRE 7-229922/REPRISE
4 2 2 9 SECOND CHANCE THIRTY EIGHT SPECIAL
A&_M 1273
% & % FLASHMAKER * & %
@ NEW)p 1 LCAWONLP (;T"_BACK DOWN : TOM PETTY
6 6 6 9 SIMILAR FEATURES MELISSA ETHERIDGE
ISLAND 7-99251/ATLANTIC
N
1 | 7 [ 12| | EATENCE GUNS N'ROSES
8 | 9 | 14| 7 | CONFIDENTIAL THE RADIATORS
EPIC LP CUT/EPA.
@ 2% _ 2 FIRE WOMAN THE CULT
SIRE LP CUT/REPRISE
0! 5| 5 | g | ROCKET DEF LEPPARD
MERCURY 872 614-7/POLYGRAM
@ 13 2% 6 TURN YOU INSIDE—OUT R.E.M.
WARNER BROS. LP
GOD
|12 | 8 | 8 | 1| SO0 AR hrwnc R
® 16 2 7 READY FOR LOVE GARY MOORE
VIRGIN LP CUT
I
14 14 19 ) &L IS Fglgg/\;&?d SIREN
@ 19 2 8 DOWN BOYS WARRANT
COLUMBIA 38-68606
ICA
16 10 16 1 \IERORNB‘SIOS 722981 ELVIS COSTELLO
@ 2 27 5 THING CALLED LOVE BONNIE RAITT
CAPITOL LP CUT
21 34 3 ONCE BITTEN TWICE SHY GREAT WHITE
CAPITOL LP CUT
R OF PLETON
19 |15 | 21| 8 | MAYQRDESIMPLETO xTe
2 17 18 9 WHERE WERE YOU LITTLE AMERICA
LOVE HAS TAKEN ITS TOLL SARAYA
0| ¥ 3 POLYDOR LP CUT/POLYG
RKIN N CHRIS REA
2 [1n |3 [13| HORKNGONIT RE
E
pa) 2 28 7 wm?x FIRE STEVE WINWOOD
% % # POWER TRACK & & &
Ml 2 HEADING FOR THE LIGHT TRAVELING WILBURYS
MABURYLP
e SHAKE IT UP BAD COMPANY
5 12 9 10 | JrianTic 7-88930
@ 37 45 3 COMING HOME CINDERELLA
MERCURY 872 982-7/POLYGRAM
" RE FOR
2 |18 7 |12 | R TR S
28 29 32 6 3265»;3729 %Y7$TERY TO ME ROY ORBISON
2 27 29 ) XT(EALLTTE LGP%TTE WILD SKID ROW
@ 3 39 4 YOU'RE WHAT YOU WANT TOBE  CRUEL STORY OF YOUTH
COLUMBIA LP CUF
31 2 15 13 '?CRI;IBE# ouT THE FIXX
@ 4 _ ) SHOOTING FROM MY HEART BIG BAM BOO
UNI 50019/MCA
3 35 35 5 y’R_lr.éN T0 PARADISE CHOIRBOYS
k7 23 1 11 END OF THE LINE TRAVELING WILBURYS
WILBURY 7-27637/WARNER BROS.
35 39 38 4 EBNII'\I’EE&ITT BACK AGAIN STRAY CATS
@ 45 49 3 CIRCLE EDIE BRICKELL & NEW BOHEMIANS
GEFFEN 7-27580
@ % o 2 SEEING IS BELIEVING MIKE + THE MECHANICS
ATLANTIC 7-88921
E
38 32 10 13 ?H%es’iucsqgaw L =
@ NEW) 1 ?&Eg LETTER TO A LANDLORD LIVING COLOUR
%0 40 42 18 Ep‘léLaT OF PERSONALITY LIVING COLOUR
LN IEN KR 8&5&&5&%~ga BROS e
2 9 43 5 ESSEP%L? (1) GLAMOUR CAMP
a3 28 % 12 Im uc(;ll_gém CROSBY, STILLS, NASH & YOUNG
44 2 22 10 go?mwg I‘(\)UT FIGHTING EASTERHOUSE
47 _ 2 MIGHT AS WELL BE FREE JON BUTCHER
CAPITOL LP CUT
EYE! THE JEFF HEALEY BAND
NEwp | 1 | ANeRLErES
50 48 4 TWIST IN MY SOBRIETY TANITA TIKARAM
REPRISE 7-22995
GO EXTREME
48 48 — 2 ,\(5'3 LE’ cuT
ROY ORBISON
9| s ]3| | ROSST
E MARCHELLO
@ NEW) 1 g‘oﬁ%n’fx?rycm

()

O Tracks 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 airptay over the week before.

PROMOTIONS

(Continued from preceding page)

and our promos to the major-market
[classical] stations to let them know
what we were doing, on the outside
chance that they might join in on the
search.” By April 1, the station had
been joined by WCLV Cleveland
and public WQED Pittsburgh.

WNCN is accepting six-minute
audio and video audition tapes from
all interested comedians, with the
top five receiving a free trip to New
York the weekend of April 29-May 1
to perform in the finals. Along with
compensation for their expenses,
the finalists will receive a CD player
and 20 classical CDs. The winner
will also receive a video camcorder
and have his or her entire routine
aired on the station. WCLV will
award prizes to its local finalist and
air his or her routine.

HIGH-MILEAGE PROMOTION
Oldies/album combo KRSP-AM-FM
Salt Lake City teamed up with
Quaker State Motor Oil to find the
longest-running car in the area. Lis-
teners sent in post cards listing the
make of their car and the actual

mileage; the cars’ titles, odometer

readings, and service records were
used to verify the winner.

Promotions director Bob Jen-
nings says, “We were reasonable
about the criteria. We made the lis-
teners verify the mileage and the
winner had service records and re-
ceipts that showed a steady build-up
of mileage.” KRSP offered a trip to
Disney World, through Quaker
State—which also bought a spot
schedule— as a grand prize.

KRSP didn’t use the promotion to
produce a live remote, but Jennings
suggests that other stations consid-
ering the promotion team up with a
car dealership with plenty of park-
ing space. He also strongly sug-
gests that “the rules be stated up
front—that the burden of proof be
on the entrant. The station can
choose to believe or not, and the
winner is at the station’s discretion.
That has to be written into the con-
test rules.”

Jennings says a station simply
starts with the cars that have the
most mileage and work down. “We
really worried that a less-mileaged
car would win because we wouldn’t
believe the listener with the most
miles, but fortunately that didn’t
happen,” says Jennings. “But it
could. Be prepared.”

The winning car was a 1966 Ponti-
ac LeMans with 329,351 actual miles
that, Jennings says, was in amaz-
ingly good shape. For the purposes
of comparison, these were KRSP’s
runners-up: a 1972 Oldsmobile Cut-
lass station wagon with 324,437
miles and the original owner; a 1969
Plymouth/300,270 miles; a 1966
Ford Mustang/284,000 miles; a 1969
Buick Skylark/277,445; a 1983 Nis-
san Pickup/274,963; a 1959 Volks-
wagen Bug/270,020; a 1972 Mer-