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As New FCC Acts Against
Radm ‘Shock Jocks’ ...

~ BY BILL HOLLAND
and CRAIG ROSEN

WASHINGTON In its first major
broadcast-related action under new
chairman Alfred Sikes, the Federal
Communications Commission has
launched enforcement proceedings
against three commercial stations
for allegedly indecent programming
by those stations’ “shock jocks.”

The FCC will begin assessment
action this month after receiving re-
sponses to its registered letters.
The notices of violation are meant to
serve as a “clear-cut warning to all
broadcasters.”

Some outlets already are ac-
knowledging the chilling effect of
the FCC’s action. Says one major
market GM: “We will warn our peo-

. .. Gities
Grack Down On
Raunchy Shows

BY BRUCE HARING

NEW YORK Acts that swear, en-
gage in erotic posturing, and sing lyr-
ics touting violence at live shows
have led to a crackdown this summer
on performers at various venues
around the country.

Although contractual clauses and
municipal ordinances requiring art-
ists to uphold a certain degree of pro-
priety are nothing new, many venues
and local governments appear to be
stepping up enforcement and restric-
tions over the last few months.

Sources familiar with the concert
scene say the restrictions on live per-
formances have been building over
the last few years, and some main-

(Continued on page 86)

ple even more so now. It’s stupid in
a major city to lose a multi-million
dollar license on this stuff.”

Seott Shannon, PD/morning man
for KQLZ (Pirate Radio) Los Ange-
les, says, “Some of the material we
do is questionable, but if you really
listen to the complaints, you can po-

(Continued on page 87)

‘Dark Knight’ A Holiday-Sell-Thru White Knight?
Warner Cloaks ‘Batman’ Vid Plans

BY JIM McCULLAUGH

LOS ANGELES Although Warner
Home Video remains tight-lipped,
trade sources continue to contend
that “Batman”—1989%'s undisputed
box-office champ at more than $230
million so far—will wing its way

into video stores Nov. 15 with a
$24.95 suggested list, probably
without a promotional tie-in part-
ner.

The studio’s Mike Finnegan, di-
rector of public relations, editorial
and program services, will only say,
“Upper management will not make

BMG Creates Field Marketing Presence

BY GEOFF MAYFIELD

NEW YORK As part of what is be-
ing described as “a major reorgani-
zation and expansion,” BMG Distri-
bution is making good on its prom-
ise to establish a field marketing
preserce.

debut Ip.cass.cd (TVT2610)

pretty hate machine

available october

TVT RECORDS, 58 W. 19TH 8T., BUITE §-B, NY, NY 10011 (212) 828-0570

SKIN SHRED

Pretty Hate Machine (TVT2610) The startling debut album from
NINE INCH NAILS features composer/frontman Trent Reznor
sharing production duties with Flood, John Fryer, Adrian Sherwood
and Keith LeBlanc. Hard-edged industrial pop taken to new heights.
Get “Down In It” (TVT2611) with the Sherwood/LeBlanc 12" mix
of the first single. On TVT Records (212) 929-0570.

In a move that will find BMG in-
crease its field staff by roughly
40%, its branches will soon house
field marketing reps, product devel-
opment coordinators, black music
specialists, alternative music reps,
and telemarketers. At the same
time, the company is adding field

ADVERTISEMENTS

marketing managers to each of its
branches to coordinate the various
field positions.

“The expansion toward broader
marketing responsibilities will bene-
fit all of our distributed labels,”
says Pete Jones, president of BMG

(Continued on page 97)

SINGE

Here’s the idea. For one year, fly to eight of the musical centers of
the U.S.A. The towns whose music has shaped my life. In each
town, get together with my favorite friends (and mentors). Hang out.
Party. Write and record a song together. The result: Coast To
Coast. The debut album from me, PAUL SHAFFER. Six new
songs, three classic covers and the “Late Night Theme.” The first
track, “When The Radio Is On.” On Capitol. Get outta here. -SHAF.

a home video decision until after La-
bor Day.”

A number of sources close to the
studio, however, say Warner was
preparing an official announcement
for Tuesday (5) or Wednesday (6).

Some distributors and major ac-
counts also indicate that Warner
may have already replicated 5 mil-
lion copies of “Batman,” although
VCA/Technicolor, the studio’s du-
plicator, would not return calls on
the matter.

“I understand it's a fait accom-
pli,” says one rival home video stu-
dio executive. “Of course, there's al-
ways the possibility they might not
do it, in which case they can siton it
until January. The film has not
opened theatrically in Japan, so

(Continued on page 91)

System Gives
On-The-Spot
CD Reference

BY EDWARD MORRIS

NASHVILLE Georgetown Mas-
ters here is installing a Yamaha-
manufactured system that is the
first of its kind with the ability to
provide producers and artists with
on-the-spot reference CDs of their
albums. The breakthrough device
will serve the same purpose as con-
ventional vinyl references—en-
abling customers to hear what their
finished product will sound like and,
if needed, to adjust the sound be-
fore the albums are manufactured.
The unit at Georgetown Masters
will be the first Yamaha Program-
mable Disc System installed in any
mastering facility in North Ameri-
(Continued on page 97)
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THE INNOCENCE MISSION

For your free CD copy of The Innocence Mission, call 1-800-722-2708
or FAX The Innocence Mission/A&M at 213-856-2600.  Ofir ewirss 9111

Produced by Larry Klein + Management: Asher/Krost Management

©1989 A&M Records, Inc.  All nights reserve [Tm]
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irst Bon Jovi signed with
PolyGram. Then their album
‘Slippery When Wet' sold
14 million copies worldwide,
fuelled by an eighteen month
tour that went twice around
the world. More was to follow:
‘New Jersey’, the next album
sold 8 million copies within a
year of its release and it's still
climbing. This year, a new
departure. The band has just
headlined two anti-drug abuse
concerts in Moscow — the
biggest live shows ever staged
in the USSR. Bon Jovi have
come a long way from the
Jersey shore, thanks to a
remarkable talent. And

thanks to PolyGram.

Yore

PolyGram

THE WORLD’S BEST. AND WE PUT THAT ON RECORD.

F_m
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CAN YOU SAY SMASH?

EPR 6017

EPRC>=13

Forget about their first independent 12 “Show Me,”
which sold over 300,000 copies.

Pay no attention to the fact their independent label
LP sold 750,000 units and spawned three Top 40 singles.

Just put your focus on this. “We Can’t Go Wrong.” Features '
The Capitol debut from The Cover Girls. One listen and ~ he first single and video Clodol.
you’'ll say it. Smash. © 1989 Capito! Kecords, Inc.

okt
l MANAGEMENT

Various selections prixduced by Little Lovde Vega for Smull Wonders Productions, Inc. and Albert Cabrera for Latin Rascals Productions, Inc., Darid Cole & Robert Clivilles for Clivillés/Cole Music Enterprises, Andy “Panda’” Tripoli for Panda Music Productions and Tony Moran for Latin Rascals Productions, inc. N u:;"- B:v IIZ‘; o,
ers,
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THE RISE OF THE PIRATE

Billboard's PD of the week is Scott Shannon of KQLZ (Pirate Radio) Los
Angeles. Craig Rosen traces the morning man’s ascent from “worst to
first” at Westwood One’s new California station. Page 24

MCA IN LOVE WITH LOVELESS

MCA'’s yearlong promotional campaign for country artist Patty Loveless
has paid off. Loveless’ third album, “Honky Tonk Angel,” has brought
her chart success as well as recognition for being one of country’s most
accomplished female singers. Page 44

JAPAN JOINS HANDS WITH HOLLYWOOD

JVC has invested $100 million in a co-venture with former 20th Century
Fox president Lawrence Gordon. According to sources, the Japanese
hardware giant will finance three budget titles per year, leaving produc-
tion in Gordon’s hands. Jim McCullaugh reports. Page 60

ARCHER AIMS TO ROLL OUT 3D SOUND IN ’89

Unruffled by a drop in its stock and technical difficulties that delayed the
release of its three-dimensional QSound technology, Canada’s Archer

forges ahead with plans to roll out the novel concept. Page 78
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- JVUG Issues Hard Line On Splicing

Says Ads On Tapes Violate Copyright

BY DAVE DIMARTINO

LOS ANGELES Joining in the op-
position to local advertising on pre-
recorded videocassettes, JVC has
declared that such splicing of addi-
tional footage constitutes an in-
fringement of its VHS logo trade-
mark. JVC further warns that those

adding footage to cassettes may be
held liable for damages.

In a statement issued Aug. 21 by
JVC in Tokyo, the company noted
that “certain persons in the United
States’’ might be engaging in the
practice, and warned that it directly
conflicted with JVC'’s licensing pro-
gram.

BY JIM McCULLAUGH

LOS ANGELES Walt Disney—
already the dominant children’s
video company—is likely to have
an even stronger corner on that
market in the wake of the studio’s
recent deal to acquire Henson As-
sociates, creators and owners of
the Muppet characters.

Outside of the Disney stable,
such Jim Henson creations as Ker-
mit The Frog and Miss Piggy are
among the most recognizable chil-
dren’s characters in the world.

In addition to picking up the vid-
eo rights to Henson's existing film

Henson Adds Character
To Disney Kiddie Wallop

and TV library, the pact also posi-
tions Disney as a much larger
player in the made-for-video area
due to a long-term exclusive pro-
duction agreement with Henson.

It is expected that Henson, who
will reportedly receive $150 mil-
lion-$200 million from the deal,
will be instrumental in creating
programming not only for home
video, but for feature films, the
Disney cable channel, and Disney
theme parks as well.

In a prepared statement, Bill
Mechanie, Disney’s president,
worldwide video, said: “It is our in-

(Continued on page 90)

“Under the JVC licensing pro-
gram,” the company stated, ‘“the
VHS logo trademark may legiti-
mately be used on prerecorded vid-
eocassettes only if they are (a) du-
plicated onto blank videocassettes
already loaded by a JVC licensee or
(b) duplicated by a custom-loading
duplicator licensed by JVC. In both
cases, JVC licensees must neet
stringent quality standards and re-
quirements.”

JV(’s statement is seen as a di-
rect response to the activities of
Midland, Texas-based firm Video
Air Time, which splices additional
tape bearing presold commercials
onto prerecorded videocassettes.

The Texas firm’s approach to add-
ing commercials to tapes via extra
spliced tape differs markedly from
that of the Wichita, Kan.-based firm
Video Broadcasting System, which
currently faces a suit from Para-
mount Pictures Corp. for allegedly
dubbing unauthorized advertising
onto Paramount videocassettes
(Billboard, Aug. 19). Paramount
contends that the ads of the Wichita
firm, which employs no additional
tape or splices, “interrupt, overlap
and/or obliterate prerecorded mate-
rial and thus constitute copyright
infringement.”

Texas-based Video Air Time

(Continued on page 91)

Rackjobber’s 1st-Quarter Net Income, Revenue Disappointing

Handleman Falls Short Of Projections

BY DON JEFFREY

NEW YORK Struck by sluggish
music sales, the Handleman Co., the
nation’s largest rackjobber of re-
corded music and videocassettes,
has reported lower-than-expected
first-quarter net income: Year-to-
year profit rose 5% to $5.76 million.

Wall Street analysts also say rev-
enues were below expectations. For
the quarter that ended July 29, total
sales increased 5% to $127.3 million.

Craig Bibb, analyst with Pruden-
tial-Bache Securities, notes that De-
troit-based Handleman lost about
600 full-service departments in the
quarter. Montgomery Ward re-
placed Handleman as a video rack-
jobber with Video Channels, and
Sears began phasing out its racked
music and video departments.
Handleman executives were not
available for comment.

Other sources, however, say the
loss of these accounts represents a
small part of Handleman’s total op-
erations. Its largest clients are K
mart and Wal-Mart.

Kevin Moore, an analyst with The
Ohio Co., says retail sales for mass
merchants such as K mart and Wal-
Mart have been sluggish.

Handleman’s total music sales
fell 5% in the quarter, to $76.8 mil-
lion. According to Bibb, this is “in
line with the overall weakness in the
music market.”

But Bibb adds that the company’s
gross margins on recorded music
improved because of increased sales
of cassette singles, which now ac-
count for 5% of music revenue.

Handleman’s video operations
fared much better than the music.
Despite the reported loss of ac-
counts, video sales jumped 32% to

$35.6 million. Analysts say this is
because of the increased growth in
video sell-through.

Moore says Handleman's profit
margins on video have expanded be-
cause the company has undertaken
some of its own licensing and dupli-
cating operations.

Overall company profit for the
quarter was dented, in part, by
higher selling, general, and admin-
istrative expenses, which were
$27.28 million, or 21.4% of sales,
compared with $23.78 million, or
19.6%, in the same period last year.

Because the company’s earnings
and revenues were below expecta-
tions, Bibb has lowered his estimate

of annual earnings per share to
$1.45, from $1.47.

Moore, on the other hand, has
maintained his $1.50 earnings-per-
share estimate. He says he is not
concerned about lower-than-expect-
ed profits in the past two quarters
(including the fourth quarter of the
last fiscal year) because “the second
and third quarters are by far the
most important for Handleman.”

Meanwhile, Handleman has said
it plans to expand its new retail con-
cept, Entertainment Zone. Analysts
point out that in pursuing its own
retailing operations, Handleman
risks alienating its rack customers
by becoming their competitor.

This story was prepared by Jeffrey
Jolson-Colburn for The Holly-
wood Reporter.

LOS ANGELES PolyGram is re-
portedly close to acquiring A&M
Records for a sum said to be near
$500 million, according to industry
sources.

The deal is reportedly for 100% of
A&M, exclusive of its publishing
concerns or the label’s extensive
real estate holdings, which include
the company’s Hollywood lot near
Sunset Boulevard.

The acquisition would be Poly-
Gram’s second purchase of a large
independent this month. The com-
pany, which ranks third behind

PolyGram Reportedly Near
Deal To Buy A&M Recoris

Warner Bros. and CBS, announced
it had bought Island Records for a
price said to be $331 million.

A&M, along with Geffen Rec-
ords, is the last big wholly owned
independent label. Chrysalis and Is-
land have been sold, and Virgin re-
portedly is taking in major equity
partners.

Chairman Jerry Moss reportedly
will stay on as chief of the label
while Gil Friesen will remain presi-
dent. This follows the pattern of
other recent takeovers, which saw
key players remain in place.

Moss’ and Friesen’s offices is-
sued blanket “no comments” on the
reports. PolyGram chief David Fine
could not be reached for comment.

BILLBOARD SEPTEMBER 9, 1989
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Low ‘Tommy’ Numbers May Mar Format’s Future

Will Music PPV Specials Pay 0ff?

BY BRUCE HARING

NEW YORK Disappointing num-
bers on the Who's pay-per-view per-
formance of “Tommy’” may ad-
versely affect future licensing deals
in the format, specifically the Roll-
ing Stones’ proposed December
PPV telecast, according to cable ex-
ecutives and analysts.

High expectations built by the
strong PPV showing of the Aug. 13
Moscow Music Peace Festival were
dashed by the “Tommy” numbers,
according to industry observers.
The Moscow show, featuring Bon
Jovi, Motley Crue, Ozzy Osbourne,
and Gorky Park, among others, was
viewed by 1.5% of the 12.5 million-
home PPV universe. At $19.95 per
buy, that event grossed an estimat-
ed $3.7 million.

A source familiar with PPV
events says the Aug. 24 and 25
“Tommy” telecasts were ordered by
an estimated 1.2% of the 12.5 million
homes wired to receive the event, a
number far short of the 3% buy rate
hoped for by many PPV observers.
At a cost to viewers of $19.95,
“Tommy’’ took in an estimated $3
million. The numbers do not include
closed-circuit revenue.

This year is viewed by cable in-
dustry analysts as the first real test
of PPV’s potential in the music mar-
ket, with the subscriber base finally
large enough to provide an indica-
tion of the format’s drawing power
(Billboard, Feb. 18). While optimism

still reigns as to the future of music
on PPV, such format staples as box-
ing and wrestling far outstrip the
performance of music events. Se-
lected systems can see a 10%-15%
buy rate on certain boxing matches,
while the ‘“Wrestlemania’ specials
draw an average 6%-7% buy rate.

Cable executives and analysts
blame the “Tommy”’ results on hap-
hazard promotion and lack of coor-
dination between cable networks,
and vow to address the problem on
future telecasts.

But optimists among those ob-

servers point to the strong numbers
of the Moscow event and an encour-
aging show by the Grateful Dead’s
second PPV event earlier this sum-
mer, which maintained its buy-rate
percentage while doubling its sub-
scriber base. The latter is consid-
ered positive because PPV buy
rates generally decrease as the sub-
scriber base grows.

Still, there was no denying that
strong numbers on the “Tommy”
broadcast could have boosted mu-
sic’s momentum on PPV, given the

(Continued on page 91)

NEW YORK Billboard is making
major changes in the reporting
station roster for its Hot 100 chart,
as well as introducing a new chart
to measure “rock 40” stations. The
changes are made in response to
the increasingly fragmented na-
ture of top 40 radio.

Effective with this week’s issue,
the Top 40/Rock crossover
chart—measuring 19 stations that
play a combination of top 40 and
rock music—debuts alongside
Billboard’s existing Hot Crossover

Billhoard Revises Hot 100,
Bows New ‘Rock 40’ Chart

30 chart on page 87. The latter
chart has been renamed Top 40/
Dance, and will have 24 reporting
stations.

In another change, stations that
report to the Top 40/Dance
chart——which were previously
measured separately from the Hot
100—are now part of the expand-
ed Hot 100 panel of 253 stations,
as are the Top 40/Rock reporters.
For more on the changes, see sto-
ries, pages 14 and 84.

Cashless Plan Seals Time Wamer Deal
New Conglomerate Carries $12 Bil Debt Burden

NEW YORK Financial experts say
the recently revealed financing
package for the final phase of the
merger of Time and Warner Com-
munications is designed to limit
debt and prevent widespread asset
sales.

Time plans to offer Warner share-
holders three kinds of securities
that it says have a total value of $70

a share. The transaction is cashless
and debt-free.

Despite this deal, however, the
new giant media and entertainment
company, called Time Warner Inc.,
will carry a debt burden totaling $12
billion—$8 billion of which was in-
curred in the first phase of the
merger.

Analysts estimate annual interest

Casting Coo. Atlantic Records chairman and CEO Ahmet Ertegun, right,
introduces Doug Morris as the label's chief operating officer at a press
conference Aug. 30 in New York. Morris continues as the company’s
president, a post he has held for nine years. In praising the new COO,
Ertegun said Morris *‘understands the realities of the business, promotion,
artists, lawyers, and Turks.” (Photo: Chuck Pulin)

payments of $1.2 billion a year to
service that debt. They say that
such an expense may force Time
Warner to divest some companies to
raise cash.

But Time's advisers say the com-
bined companies’ generated cash
flow, which they estimate at $2 bil-
lion a year, will be sufficient to pay
off debt.

At stake are Warner’s recorded-
music interests, which include the
Warner Bros., Elektra, Atlantic,
and Geffen labels, among others,
and the Warner-Chappell music-
publishing unit. In addition, Time
Warner owns the home-video com-
panies Warner Home Video and
HBO Video.

At press time, one snag remained:
Chris-Craft Industries Inc., which
owns a stake in Warner, claims it
has the right to veto terms of the fi-
nancing package. A Delaware court
was expected to rule on the matter.

A few days before Time an-
nounced the new financing deal,
Warner settled a lawsuit that Chris-
Craft had filed, by agreeing to sell
its 42.5% stake in Chris-Craft’s
broadcasting subsidiary, BHC Hold-
ings.

But that settlement did not put to
rest the threat by Chris-Craft to
hold up the final phase of the $13.8-
billion Time Warner merger.

In the first phase, Time made a
straight cash tender offer of $70 a
share for 100 million WCI shares—
about 51% of the total outstanding.

The more complex second part of
the deal, called the “back-end of-

(Continued on page 96)

Dangerous Liaisons. Imagine recording act Danger Danger stopped by the
CBS Records office in New York recently to talk about its self-titled debut album
on the new CBS Associated label. Pictured, standing from left, are Lennie Petze,
senior VP, production, Imagine Records; Danger Danger members Bruno Ravel
and Steve West; Dave Glew, president, Epic and the Associated Labels; and
Eric Todd, Carbine Management. Shown seated, from left, are Danger Danger
members Kasey Smith, Ted Poley, and Andy Timmons, and Abe Hoch, Carbine
Management.

EXECUTIVE TURNTABLE |

BILLBOARD. Bruce Haring is promoted to assistant news editor. He was pre-
viously a reporter for the publication.

RECORD COMPANIES. PolyGram in New York promotes Kerry Wood to VP of
adult contemporary for Mercury, Polydor, and associated labels. She was
national director of adult contemporary for PolyGram.

Andy McKaie is promoted to VP of catalog development and special mar-
kets, A&R, at MCA Records in Los Angeles. He was director of A&R, spe-
cial markets and products, for the label.

Enigma Records in Los Angeles names David Baker VP of creative ser-
vices. He was director, creative services.

wOoOD McKAIE BAKER

GILMER

Jimmy Gilmer is appointed VP of SBK Record Productions, Southern re-
gion. He was VP of SBK Entertainment World, Southern region.

Virgin Records in Los Angeles promotes Donna Simmons to manager of
national tour administration. She was tour coordinator for the label.

Bob Goldstone is named Western sales and marketing director for I.R.S.
Records in Los Angeles. He was national account executive for new ac-
counts at Lieberman Enterprises.

PUBLISHING. Warner/Chappell in Nashville appoints Don Dailey to VP/gen-
eral} professional manager. He was creative director/general professional

:._‘..5 i :

=

DAILEY ODEGARD DILORENZO

FROEHLIG

manager for the company.

Celia Hill Froehlig is appointed VP/GM, Southern region, of EMI/SBK
Music Publishing in Nashville. She was VP of EMI Music Publishing in
Nashville.

Cindy Dupree is promoted to associate director of corporate relations at
BMI in New York. She was corporate relations department assistant for the
company.

Filmtrax in Los Angeles appoints Kevin Odegard director of creative ser-
vices. He was executive director of the National Academy of Songwriters.

RELATED FIELDS. MTV Networks in New York names Michele DiLorenzo VP
of new business development, and Bo Overlock director of marketing &
promotion for VH-1. They were, respectively, director of new business de-
velopment and VP of Scali, McCabe, & Sloves advertising agency.

o VIDEO PEOPLE on the move, see page 57.
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Bankstatement is the creation of Genesis keyboard player

Tony Banks. Sharing lead vacals are Jayney Klimek (best known as
the singer with The Cther Ones) and Sad Cafe’s Alistair Gordon.
Joined by Steve H llage on guitar, Geoff Dugmore on drums,

Dick Dolan and Pino Palladino on bass, and The Phantom Horns,
Banhstatement s € sound investment in commercial notes.

Bankstatement

(82007)

featuring the first single

“Throwback”

17-88858) (PRCD 2804)

Produced by Steve Hillage and Tony Banks
Management: Tony Smith/Hit & Run Music Ltd:

On Atlantic Records, Cassettes and Compact Discs

@ 1989 Atiantic Recording Corp.@* A Warner Communic ations Co.
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PHOTOGRAPHY : RoCKY SCHENCK

A BIT OFF THE BEATEN PATH,
TIMBUK3 5 WHERE PST AND BARBARA
K MACDONALD'S MUSICAL CREATIVITY RESIDES.

IT'S A WORTHY MECCA FOR THOSE WHO RZLISH A
CHALLENGE, A MIRROR-IMAGE WORLD WHERE

NAMES AND STORIES AXE CHANGED TO REFLECT
REALITY.

EDGE OF ALLEGIANCE
IS THE NEW RECORD FROM TIMBUK3.

IT'S A DARING RECORD, UNAFRAID OF QUESTIONS.
THOUGHTFUL, IRREVEEENT, APPREHENSIVE.

ONE LISTEN AND YOU'LL UNDZRSTAND.

IT'S MORE {MPORTANT 70 ASK THE QUESTIONS THAN
TO HAVE THE ANSWERS...

lll"(lﬂll: IRS _82015
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Select-0-Hits Forms Distrib Network
Co-Op To Get Local Hits To Nat’l Market

BY EDWARD MORRIS

NASHVILLE Select-O-Hits, the in-
dependent Mempbhis record distribu-
tor, has tied in with 13 other indies
to form the SOH Distributors Net-
work. The co-op will allow Select-O-
Hits to get national distribution of
indie records the company thinks
have more than regional appeal.
When such a record is put into the

network, the label that owns it must
agree to split the profits evenly with
Select-O-Hits—in return, Select-O-
Hits pays for all pressing and distri-
bution costs.

The first project for the new com-
bine is “What The Hell You Come In
Here For” by Creative Funk Mu-
sic’s rap artist, D.J. Kool. It is avail-
able in 12-inch single and maxicas-
sette. A full-length cassette, “The

Waxie Maxie Weh Founder
Max Silverman Dead At 79

BY BILL HOLLAND

WASHINGTON Max Silverman, a
record retailing pioneer and founder
and chairman of the board of the
Waxie Maxie record store chain here,
died Aug. 29 of heart failure after a
lengthy illness. He was 79.

Silverman and his wife, Bertha,
saw the company grow from a small
store, which he opened in 1937 at Sev-
enth and T streets N.W., to a 31-store
chain spread throughout the greater
Washington, D.C., metropolitan area.

Although mostly retired from the
business since the mid-"70s, Silver-
man continued to oversee the chain’s
progress, and served as adviser
throughout the expansion of the last
15 years.

Initially, Bertha Silverman,
along with partners Gene Levy
and Herbie Cohen, carried on the
growth of the chain after his re-
tirement. Later, their son Mark
left IBM to enter the family busi-
ness and expand it to the subur-
ban-oriented chain it is today.

Max Silverman also pioneered the
use of brightly colored, bold-graphic
signs and cards for his shops to dis-
play product, especially new releases.

During his first two decades in
business, Silverman also set up live
broadcasts in the front window of the
Seventh and T shop; most of the ma-
jor jazz and R&B performers of the
era made sure a trip to Waxie's was

part of their schedule. Signed photos
and notes of appreciation to Silver-
man from three generations of per-
formers and industry giants still fill
the walls of the Northeast Washing-
ton warehouse.

Silverman is also remembered for
his early friendship with the founders
of Atlantic Records, Ahmet and Ne-
suhi Ertegun. As jazz-loving teen-
agers, the young sons of the then-
Turkish ambassador to the U.S. made
Waxie Maxie’s their second home.
When the Erteguns founded their la-
bel, Silverman gave them crucial sup-
port, providing store space for the
now-legendary Atlantic jazz and
R&B recordings that helped change
the direction of the music industry in
the mid- and late-’50s. Nesuhi Erte-
gun died on July 15 (Billboard, July
29).
“Max was a key person in the first
years of Atlantic,” recalls Ahmet Er-
tegun. “I learned a lot about the day-
to-day business from hanging around
in his store. [ used to hang out in his
record shop and then when the store
would close at 11 at night we’d go
and hang out at the Howard Theater
and go backstage and see people like
Lionel Hampton and Duke Elling-
ton.”

In addition to his wife and son, sur-
vivors include a daughter, Ellen
Kistler; three grandchildren; and a
sister, Rae Shapiro.

Strait, Mattea, Skaggs & More Sign On

Marihoro Country Sets Tour

NEW YORK The Marlboro Coun-
try Music Tour will mark its sev-
enth year by staging country music
festivals in New York and Chicago;
shows at seven domestic military
bases; a Vietnam veterans’ benefit
Nov. 9 in Washington, D.C,; and
nine arena shows nationwide.

The tour plans were unveiled
Aug. 30 at a New York press confer-
ence where country stars Kathy
Mattea, Merle Haggard, and Guy
Clark gave brief acoustic perfor-
mances.

“It's a wonderful way to work out
on the road,” said Mattea of the
Marlboro tour, which this year will
feature Alabama, George Strait,
Ricky Skaggs, Barbara Mandrell,
Ricky Van Shelton, Restless Heart,
New Grass Revival, Southern Pacif-
ic, Highway 101, Mattea, and Hag-
gard.

In addition, the Marlboro Country
Music Festivals in New York Oct. 6-
28 and Chicago Oct. 17-21, co-pro-

duced by the Country Music Foun-
dation, will feature smaller-venue
performances and songwriting and
instrumental workshops by artists
including Clark, John Hiatt, Joe
Ely, New Grass Revival, Jerry
Douglas, John Prine, and Lyle Lo-
vett.

For the third year, Marlboro will
donate cne dollar of each ticket sold
to the Second Harvest food bank
network, to which it has given
$750,000 to date. It will also stage a
regional Marlboro Country Music
Talent Roundup in eight tour ecities
where winners will open for the
tour headliners. A national winner
will receive $30,000 and 40 hours of
Nashville studio time with producer
Barry Beckett.

The military-base leg of the tour
will open Sept. 17 at the Great
Lakes Naval Base in Chicago; the
arena tour starts Oct. 20 at the
Pittsburgh Civic Arena.

THOM DUFFY

Music Ain’t Loud Enough,” will be
released in early September.

Working with Select-O-Hits are
Action Music, Cleveland; Associated
Distributors, Phoenix; Jerry Bassin,
Miami; Bib Distributing, Charlotte,
N.C.; California Record Distribu-
tors, Los Angeles, Berkeley, Calif.,
and Seattle; Frankie’'s, Shreveport,
La.; Justin Records, Atlanta; Mal-
verne Distributors, Long Island
City, N.Y.; M.S. Distributing, Elk
Grove Village, Ill.; Music Distribu-
tors, Halton City, Texas; Richmond
Brothers, Pennsauken, N.J.; Motor
City Distributors, Detroit; and Rock
Bottom, Davie, Fla.

Johnny Phillips, co-owner of Se-
lect-O-Hits, says, “If a guy has an
independent record that was show-
ing some action and we saw it and

‘Ad-Rock’ Vs. AIDS. Adam “Ad-Rock” Horovitz of Capitol recording group the
Beastie Boys recently taped a public service announcement for Music Against
AIDS, a music memorabilia auction set for Oct. 15 and sponsored by the Los
Angeles chapter of NARAS, the recording academy. Horovitz’s spot is the first
in a series of planned celebrity public service announcements.

(Continued on page 96)

New Kids Nab Top Album, Single Spots:
Cher, Stones Get What They Want In 89

NEW KIDS ON THE BLOCK become the first teen
group to sit at No. 1 on the Hot 100 and the Top Pop
Albums chart simultaneously. The quintet achieves the
feat as its “Hangin’ Tough” single and album step up to
No. 1 on their respective charts.

The New Kids album took 55 weeks to reach No. 1,
making it the slowest-climbing No. 1 album since “Fleet-
wood Mac” rang the bell in its 58th week in September
1976. Three recent albums have taken nearly a year to
hit No. 1: “Whitney Houston” and Guns N’ Roses’ “Ap-

Leppard’'s “Hysteria”
took 49.

‘“Hangin’ Tough’’ is
New Kids’ second No. 1
single in a row, following
“I'll Be Loving You (For-
ever),” which did the trick
in June. Only one other
teen group—the Jackson

petite For Destruction”

both took 50 weeks; Def
T e S
e

Five—has had back-to-

back chart-toppers. The J5

scored four straight No. 1 singles in 1970.
New Kids’ success isn’t the only bright spot for Co-

lumbia Records. The company has three of the top six

singles on the Hot 100, with Warrant’s “Heaven” jump-

ing to No. 4 and Surface’s “Shower Me With Your

Love” stepping up to No. 6.

cHER and the Rolling Stones, both of whom landed
No. 1 hits in the summer of 1965, are still going strong in
the summer of '89.

Cher’s “If I Could Turn Back Time” jumps to No. 9 on
the Hot 100, more than 24 years after she and ex-hus-
band Sonny Bono topped the chart with “l Got You
Babe.” Only one female vocalist in the rock era—Gladys
Knight—has had a longer span of top 10 hits. And un-
like Cher, Knight wasn't billed on either her first or last
top 10 entry: the Pips’ “Every Beat Of My Heart” in
1961 and Dionne & Friends’ “That’s What Friends Are
For” in 1986.

In addition, Cher lands her first top 20 album since
1971 as “Heart Of Stone” jumps to No. 20 on the pop
albums chart.

The Stones, meanwhile, land their 40th top 40 hit as
“Mixed Emotions,” the first single from the upcoming
“Steel Wheels” album, jumps to No. 36 in its second
week on the Hot 100. The Stones also have the week’s
highest-debuting album, as “Singles Collection—The
London Years” bows at No. 108 on the pop albums
chart. The four-record, three-CD set features the
group’s first 20 top 40 hits, including such classics as
“Satisfaction,” “Jumpin’ Jack Flash,” and “Honky Tonk
Women.”

FAST FACTS: Janet Jackson’s “Miss You Much” rock-

by Paul Grein

ets to No. 29 in its second week on the Hot 100, becom-
ing her fastest-breaking single to date. Only two other
1989 singles—both by Madonna—have shot up the chart
this quickly. “Like A Prayer” was No. 25 after two
weeks and “Cherish” was No. 28.

Milli Vanilli’s “Girl I'm Gonna Miss You” jumps to
No. 7 on the Hot 100, becoming the third straight top 10
hit from the duo’s double-platinum “Girl You Know It's
True” album (which climbs to No. 4 on the pop albums
chart).

. Red-hot songwriter
Diane Warren lands her
sixth top 10 hit in less than
two and a half years as
Cher’s “If I Could Turn
Back Time” jumps to No.
9 on the Hot 100. The re-
cord, which Warren also
co-produced with musician
Guy Roche, follows hits
for Starship, Heart, Be-
linda Carlisle, and Chica-
go (who scored with two
Warren songs). And Warren is likely to be back in the
top 10 soon: Upcoming are singles by Milli Vanilli, Bar-
bra Streisand, Bad English, and the Jets.

The B-52’s are headed for the biggest hit of their ca-
reer as “Love Shack” jumps to No. 65 in its second week
on the Hot 100. The group’s highest-charting hit to date
was its first, “Rock Lobster,” which peaked at No. 56 in
1980.

Teddy Riley and Babyface have been among the hot-
test producers in black music for the past several years.
Now they’re also among the hottest artists. Riley’s lat-
est hit with Guy, “My Fantasy,” jumps to No. 1 on the
Hot Black Singles chart, displacing Babyface’s “It’s No
Crime.”

Richard Marx’s “Right Here Waiting” holds at No. 1
on the Hot Adult Contemporary chart for the sixth
straight week, tying Simply Red’s “If You Don't Know
Me By Now?” as the year’s longest-running No. 1 AC hit.

Soul I Soul’s “Back To Life” is No. 1 on the Hot
Dance Music Club Play and 12-Inch Singles Sales charts.
The group topped both charts in June with its gold sin-
gle, “Keep On Movin’,” which jumps three points to No.
11 on this week’s Hot 100.

WE GET LETTERS: Reader Tom Lay notes that Con-
nie Francis not only has had as many top 10 hits as Ma-
donna—16—but amassed them in less time and at a
younger age. (We correctly noted that only one female
singer has tallied more top 10 hits—Aretha Franklin
with 17—but neglected to add that Francis also had 16.)
Lay points out that Francis took just four and a half
years to rack up these hits, compared to five vears for
Madonna, and that Francis was 23 at the time of her last
top 10 hit. Madonna was 24 at the time of her first.
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Message Often Lost In Mega-Events

SMALL IS BEAUTIFUL IN CHARITY BENEFITS

BY CHARLES J. SANDERS
and STEVEN R. GORDON

If the music industry lasts a thou-
sand years, to paraphrase Winston
Churchill, commentators will likely
still point to 1986 as its “finest hour.”
There were no profit records broken
that year, and no new sales peaks
reached. But 1986 was the year that
the music industry, taking the lead of
such altruistic musician-pioneers as
Woody Guthrie, Pete Seeger, and
Harry Chapin, rediscovered its social
conscience on a grand scale.

Responding to the desperate need
for famine relief in the developing
world, such megaprojects as USA
For Africa, Live Aid, and Band Aid
were organized to collect money and
raise public consciousness on the
world hunger issue. Music industry
members enthusiastically donated
their energies to the cause, and the
public responded with an outpouring
of generosity. Millions of dollars
were raised for the purchase and de-
livery of food to famine areas.

Unfortunately, inevitable complica-
tions made the 1986 projects less suc-
cessful than many of the organizers
had hoped. Political strife in certain
developing nations sometimes pre-
vented the supplies from being deliv-
ered. Gradually, both industry mem-
bers and the public grew frustrated
over the realization that such awe-
some problems as hunger, racism,
and pollution are not easily solved.
Phrases such as ‘“charity burnout”
began creeping into our vocabularies
to explain a perceived slackening of
interest in benefit projects.

As a result, some observers dis-
miss the great charitable undertak-
ings of 1986 as well-intentioned fail-
ures. Fortunately, though, cynicism
is not the prevailing legacy of 1986. It
is, in fact, widely understood
throughout the music industry that
the failure of these projects to
achieve all their ultimate goals does
not negate the enormous successes
they did produce: many lives were
saved and many hungry people were
fed.

That realization is the true legacy
of 1986. Industry members relearned
that they had the power, through
fund raising and media access, to in-
fluence social change, at least in
small, cumulative ways.

Today, the industry’s noble cru-
sade to save the world all at once has
given way to a more focused ap-
proach of helping to improve the
world a few pieces—and a few
lives—at a time. Evidence of that evo-
lution can be found in the growing
number of successful, smaller-scale
musical benefits now being held
throughout the U.S. to further such
causes as AIDS research, protection
of the rain forests, child welfare, Spe-
cial Olympics, the alleviation of hun-
ger and homelessness, and the elimi-
nation of apartheid.

According to Bill Ayers, director
and co-founder (along with the late
Harry Chapin) of the anti-hunger or-
ganization World Hunger Year
(WHY), the glamour and hype of me-
dia-event benefit concerts can delude
the public and performing artists into
believing such events are the best
and only way to accomplish charita-

ble goals.

As a beneficiary of both large and
small concerts, WHY has found that
the dedication of a performer to one
or two particular causes or organiza-
tions to which he or she pledges a
close, long-term association is, in the
long run, a more effective way to
raise funds, communicate ideas, and
affect individuals.

Jack Healy, executive director of
Amnesty International, agrees with

New York—functions as a producer
of local, cost-effective jazz concerts in
New York, San Francisco, and Atlan-
ta. The shows’ proceeds go to local
community groups struggling to cre-
ate low-income housing, feed the
homeless, and provide special ser-
vices, such as medical care or coun-
seling for homeless people.

Staging smaller events enables
JFTH to disseminate information
without the interferences that some-

Steven R. Gordon (left) is
an attorney with the per-
Sforming rights society SE-
SAC and a member of the
board of directors of Jazz
For The Homeless Inc.
Charles J. Sanders is an
attorney with the Nation-
al Music Publishers’ Assn.
and is on the board of
World Hunger Year Inc.

this view. Though Amnesty has bene-
fited from successful, televised
mega-events featuring many musical
superstars, Healy maintains that the
people reached on a more personal
level through smaller events featur-
ing one or two well-informed and pas-
sionate artists often provide more
sustained support to the charities.

A good example of a music indus-
try-related charity that has under-
gone a recent metamorphosis is Jazz
For The Homeless Inc., a national
group that between 1986 and 1988
concentrated on the production of
large-scale benefit concerts featuring
renowned jazz artists. In 1988, its di-
rectors realized JFTH could raise
more money—and better invigorate
community organizations working to
alleviate homelessness—by taking a
more “‘grass roots” approach.

Today, JFTH—which is sponsoring
a benefit jazz concert Sept. 29 at the
Brooklyn Conservatory of Music in

REVIVE THE VINYL SINGLE

I am distressed at the diminishing
availability of vinyl singles. The rec-
ord companies and stores are killing
the format without providing an ade-
quate substitute. CD singles, which
were wildly overpriced, have disap-
peared. Cassette singles, like cassette
albums, are a joke on the consumer
who values sound quality. I have vi-
nyl singles that are 20 years old and
are still listenable. I doubt any cas-
sette bought today will be around in
2009.

My only alternative is to buy the
CD album to get the song I want, an
option altogether impractical since I
spend so much on CDs already.

I tend to buy about 20 singles per
month. For years, I have not patron-
ized stores with inadequate, nonexis-
tent, or overpriced singles sections.
These stores have lost out on my im-
pulse purchases of albums, which
have been considerable. I am now not

times plague megabenefits. “It’s
ironic that we used to believe the ma-
jor advantage of producing large TV
events would be to communicate in-
formation about homelessness to a
greater audience,” says JFTH presi-
dent Troy Noonan. “When it came
down to it, the broadcasters insisted
that viewers just want to hear the
music.”

The danger of losing the charitable
message when benefits become
mega-events was a central focus of
one panel last July at the New Music
Seminar in New York. Aside from
noting that producers should not al-
low the “celebrity extravaganza” as-
pects of a large benefit to overwhelm
the charitable message, panelists
spoke of the inherent risks of “sup-
pression” that can flow from the
need to raise a huge budget through
corporate sponsorship.

One example is the “Hands Across
America” project, which raised $10

million to fight hunger and homeless-
ness in the U.S. Critics such as Bob
Hayes, director of the National Coali-
tion For The Homeless, have charged
that, due to pressure from corporate
sponsors, the project failed to focus
on the Reagan administration’s
“slashing of federal aid for low-in-
come housing” as a reason for the in-
crease in U.S. homelessness.

Broadcasters can also dictate the
focus of a televised megabenefit.
Concern for ratings, as well as the
general conservatism of the electron-
ic media, can result in pressure on a
benefit’s producers to suppress a po-
litical or social message that TV exec-
utives feel is too controversial. Tony
Hollingsworth, producer of the 1988
Nelson Mandela Birthday Tribute,
asserts that nearly all commentary
about the apartheid issue was excised
from the U.S. broadcast of the event.

Certainly, not all corporate spon-
sors and television broadcasters seek
to control the message of the charita-
ble organization with which they be-
come involved, and our point is not
that megabenefits cannot be ex-
tremely successful or should no long-
er be undertaken. It is crucial, howev-
er, for today’s benefit producers to
consider all of the external realities in
deciding the appropriate size and
scope of a charitable event. The aims
must be to minimize overhead and to
secure the greatest financial benefit
to the charity, while at the same time
ensuring that the charity’s message
reaches the public. To accomplish
these two goals, sometimes “less is
more.”

In sum, it is a myth that “charity
burnout” has engulfed the music in-
dustry. The 1986 megaconcerts, am-
bitious and popular as they were, did
not signify a “charity fad” that the
industry tired of and abandoned. The
strong and continuing tradition of
charitable activism is an aspect of our
industry about which we can all be
proud, and which we all have a re-
sponsibility to maintain.

buying any product at all from record

companies that do not give me the op-
tion of purchasing vinyl singles.

Mark Bloom

Milpitas, Calif.

ROCK'N'ROLL, YES; DRUGS, NO

With the 20th anniversary of Wood-
stock having just been widely recog-
nized in the media, it is noteworthy to
remember how much of a negative
impact drug abuse has had on the
lives of many of the performers at
the festival.

Dead:

¢ Jimi Hendrix: Sept. 18, 1970, age 27,
of a drug overdose.

e Janis Joplin: Oct. 4, 1970, age 27, of
a drug overdose.

¢ The Who: Drummer Keith Moon,
Sept. 7, 1978, age 32, of a drug over-
dose.

o Paul Butterfield: May 5, 1987, age
44, of a drug overdose.

e Canned Heat: Vocalist Bob “The
Bear” Hite, April 1981, of a drug-re-
lated heart attack.

o The Grateful Dead: Keyboardist
Ron “Pigpen” McKeman, 1973, of a
liver ailment. (This death is perhaps

not drug related, though alcohol, con-
sidered a drug, is a leading cause of
liver failure.)
Still Living:
e Sly & the Family Stone: Band lead-
er Sylvester Stewart has been
plagued by drug problems and relat-
ed brushes with the law in recent
years, and has not released a success-
ful album since 1973.
¢ Crosby, Stills & Nash: David Cros-
by’s well-publicized drug problems
were detailed last year in an autobi-
ography titled “Long Time Gone.”
The facts speak for themselves. To
really rock’n’roll, you can’t do drugs.
Jay Black
Music Promoter
Blacklight Entertainments
Bedford, Ind.

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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BY SEAN ROSS

NEW YORK AC stations that use
the seemingly ubiquitous positioning
statement “favorites of the '60s, "70s,
and '80s,” or some variant thereof,
are faced with several options when
the '90s arrive. They can:

e Adopt the broader, more cumber-
some “’'60s, "70s, '80s, and '90s.”

o Switch, as some already have, to
“’60s, "10s, and today,” hoping that
nobody misses the '80s.

o Sell “a better mix of the "70s, '80s,
and '90s [or today],” thus dropping
the '60s—a decade with a much-be-
loved musical output—to emphasize
the less-respected "70s.

e Find another positioning state-
ment altogether—perhaps the equal-
ly common ‘“favorites of yesterday
and today.”

PDs who have spent the last 3-5
years imaging their station around
the three-decade slogan may be loath
to abandon it. Many of them still re-
gard it as one of the most effective
liners available to a gold-based AC.

The three-decade liner “is the way
the audience has expressed it to
many stations and that’s why we use

AC Stations Hin*‘gj I

it,”” says Don Davis, VP/GM of
WLTT Washington, D.C. Don Kelley,
PD of WWMX Baltimore, echoes the
sentiment: “Our slogan is so in-
grained that everybody in the market
can recite it, so we have to think long
and hard about what we do.”
Although the decades slogan dates
back at least 5 years, it was
WWMX’s positioning as “‘the best
mix of the '60s, "70s, and '80s” in 1986
that helped spread the line nation-
wide. “When the phraseology began
here, there were 3!/, years left in the
’80s, so nobody had to think about it
for a while,” says Kelley. Now, while
he has “kicked around three or four
possibilities,” Kelley has not yet
made a decision and does not seem
very excited by any of his choices.
Russ Morley, EZ Communications’
regional PD, has already chosen,
however. EZ’s WAIV Jacksonville,
Fla., has already given up the three-
decade slogan in favor of “’60s, "70s,
and today,” a slogan that Morley’s
WMXC Charlotte, N.C., was already
using. While Kelley says that option
“leaves a lot of room for “today”
when 1980 is about to be 10 years
ago,” Morley says that for adults,

Canada Reviews Ratings
Sampling A Problem There Too

BY KIRK LaPOINTE
and SEAN ROSS

OTTAWA As its summer ratings
roll off the press, Canada’s Bureau of
Broadcast Measurement—stung by
recent radio industry criticism over a
foul-up in the Calgary, Alberta
spring ratings book (Billboard, July
1), is undertaking a major review of
its sampling, survey content, and de-
livery system.

Long before BBM’s Calgary
problem, in which insufficient dia-
ries were collected during the
spring sweeps and another survey
week was added, radio stations
across Canada have been asking
the nonprofit BBM to upgrade and
modernize survey methods many
consider outdated.

As is the case with Arbitron and
some American broadcasters, ratings
sample size has become a sore spot
for many Canadians. So has the exis-
tence of quarterly measurement. But
in a turn of events unlike any that
could be expected in the U.S,, broad-
casters think they have a chance of
persuading the ratings agency to in-
crease diary (or “ballot”) placement
by going from four surveys per year
to two or three.

“I'm in favor of going back to
three surveys,” says Gary Slaight,
president of the extensive Standard
Broadcasting chain. “I don’t think
you need a summer book. Every-
body’s away; you want to be able to
give people summer holidays. The
only reason there is a summer book is
because agency people want it.”

Don Shaffer, VP/GM of CFGM/
CILQ Toronto, says, ‘“We'll vie for
less surveys but better ones.”
Shaffer serves on BBM’s task force
for data review. That committee is
chaired by Peter Viner, president of
Telemedia Communications’ English-
language stations, who says, “There

could well be two longer books—one
in the spring and one in the fall.”

Most Canadian broadcasters ac-
knowledge that some concessions
will have to be made somewhere if
BBM is to keep a line on its
charges—generally agreed to be
about 40% of what American stations
pay for Arbitrons. “The cost of BBM
just prohibits the amount of surveys
that we want,” says Shaffer. “The
fee for BBM would skyrocket if this
was an ideal world and we could do
all the things we want to do.”

Of those broadcasters contacted
for this article, only consultant Pat
Bohn dissents on the increased size v.
more books issue. ‘““‘Personally, I
would hate to go back to three sur-
veys. Any phenomenon I can see de-
veloping over four books I would pre-
fer to three ratings periods, regard-
less of sample size.”

BBM VP/radio Brian Parish ac-
knowledges the call for fewer, more
elaborate surveys, but emphasizes
that the issue is “by no means decid-
ed” and that the new plan “may not
happen.” A questionnaire has recent-
ly been sent to broadcasters and ad-
vertising agencies on the sampling is-
sue.

Parish calls this “a very pivotal
year for BBM and the broadcast in-
dustry. We're looking at a lot of up-
grading,” he says. “In the next cou-
ple of years, I think you’ll see an
enormous number of changes.”

Among other projected improve-
ments:

o A review of the survey content,
with a possible outcome that larger
markets will find themselves with
much more information to distill.

e Computer-disk delivery of find-
ings within the next three to four
months, with accompanying software
“to allow stations to massage the
numbers,” Parish says.

(Continued on page 78)

“‘today’ still implies the '80s and en-
compasses everything.”

WMXC and WAIV are also hedg-
ing their bets by imaging around
“the best mix of great oldies and to-
day’s hits.” Atlantic Ventures VP/
programming Jim Herron is employ-
ing a similar strategy at his WROR
Boston. While Herron uses the three-
decade liner—and will probably
adopt the “and today” option—he
subordinates it to WROR'’s “the best
mix” slogan, which he calls ‘“very
powerful because it describes variety
in one word,” and which WROR uses
in conjunction with other selling
propositions.

WLTT, meanwhile, dropped the de-
cades liner about a year ago. “We try
to avoid the issue by hanging our hat

h New '90s Slogans

on ‘Today’s Light Rock,” which we
can still use when ‘today’ is 1990 and
not 1989,” says Davis.

Then there’s the '70s/'80s/today
option, already chosen by KESZ
Phoenix PD Steve LeBeau. “We were
using ‘yesterday’s hits and today’s
favorites’ and I didn't feel that was
strong enough to describe what was
on the radio station. ‘"70s, '80s, and
today’ makes a stronger statement.”
LeBeau adopted the slogan a month
ago “because I wanted to hop on it
before somebody else in the market
did.”

Because KESZ is a bright, '80s-
based AC, the decision was relatively
easy because changing the slogan did
not mean changing the product. PDs

(Continued on page 20)
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Listener Grabs The Butt. WPOW
(Power 96) Miami PD Bill Tanner
awards a rump roast to a listener in
Power’s “‘Bet Your Butt” contest.
Callers were given the opportunity to
either keep the rump roast or try to
name five items in a given category
within 20 seconds.

6

IT’S A LIFESTYLE, FAMILY DECISION,” says
WNUA Chicago PD Bob O’Connor about his decision to
return to adult alternative KIFM San Diego as VP/pro-
gramming, replacing current PD Steve Huntington.
While his move follows extensive speculation that Pyra-
mid Broadcasting will drop WNUA’s adult alternative
format, O’Connor—who will stay in Chicago for a month
to help find his replacement—says, “I would not be leav-
ing now if I felt the format was in jeopardy. Pyramid
has made a major financial commitment to this format.”

0’Connor’s return to KIFM coin-

0’Connor Back To KIFM, But WNUA Safe?
CHUM-AM To Oldies; Cahill to Atlanta

After a year as one of two area oldies stations empha-
sizing the pre-Beatles era, WFBR Baltimore has become
a Business Radio Network affiliate. OM Bob Moek will
stay on and is handling inquiries for the five full-timers
and four part-timers displaced by the change. Call 301-
823-1570. Also picking up BRN by mid-September will be
KMEZ-AM Dallas, which currently simulcasts its easy
listening FM.

WJQI Norfolk, Va,, PD Bill Curtis is going across
Tidewater to be PD at AC WWDE. That leaves WJQI
without a PD or GM ... WHTQ

cides with the end of one of the
few existing adult-alternative-for-
mat battles. KSWV has dropped
the Satellite Music Network’s The
Wave format to become classic
rock KSDO-FM (Classic 103) un-
der consultant Larry Bruce. A full
staff is being hired for the current-
ly jockless station, including a new
PD. Meanwhile, another Gannett

Orlando, Fla., PD Brian Krysz
heads to similar duties at album
WFYYV Jacksonville, Fla. WHTQ’s
AM, WHOO, was expected to be-
come one of the first outlets for
SMN’s Traditional Country format
following its Sept. 1 launch, along
with KEED Eugene, Ore. . ..
WFLZ Tampa, Fla., OM/PD Gabe
Hobbs adds OM duties for sister

AA outlet, KNUA Seattle, adds
Alan Mason as a consultant.

DESPITE HEAVY RUMORS that legendary AM rock-
er CHUM Toronto would drop its current bright AC for-
mat to return to top 40, the station has gone oldies, mod-
eling its format on Shamrock’s U.S. oldies outlets. PD
Ross Davies says his format will be “very narrowly de-
fined” compared with the “classic hits” approach of
competitor CKEY and will be more up-tempo than the
gold-based AC CHUM was from 1985-1988. Bob Magee
moves from p.m. to a.m. drive.

The format change of another legendary AM, WLS
Chicago (Billboard, Aug. 5), came without any fanfare
Aug. 23. The full-service-AC/oldies-to-N/T transition
happened at the end of afternoon drive; WLS' last music
radio jock was Jeff Powell, who was filling in that day
for John “Records” Landecker, who is expected to
show up on overnights shortly at WHTZ (Z100) New
York. At sister KABC Los Angeles, OM Michael Fox
has been promoted to operations director; he’ll be re-
sponsible for replacing PD John Rook.

PROGRAMMING: Although contract details were still
pending at press time, WBZZ (B%4) Pittsburgh PD Bill
Cahill had already announced his resignation to the
staff of that top 40 station and will become PD at WQXI
(94Q) Atlanta, replacing Craig Ashwood, who will stay
on in some capacity.

At album WAAF Boston, promotions director Ron
Valeri has been named OM and Nancy Grimes, previ-
ously with “Open House Party,” has joined the station
as acting PD. WAAF, which is now consulted by John
Gorman, is more current-oriented and is still looking for
a morning show. At sister WFTQ Worcester, Mass., ND
Steve LeVeille has been upped to OM.

by Sean Ross

N/T outlet WFLA; Bob Shuman
stays as PD.

Bob Chrysler, VP of programming for Downs Broad-
casting’s classic rock WAFX Norfolk, adds group duties
as sister station WQIM Montgomery, Ala., drops urban
for classic rock as WXFX (The Fox) under new PD
Mike O’Connor from WRXR Augusta, Ga. Across
town, top 40 WBAM-FM has already become Oldies 98.
PD Fred Leemhuis stays, as does most of the airstaff.

Bob Perry, an associate of consultant Don Kelly, is
currently phasing himself out of day-to-day PD duties at
KPRR El Paso, Texas; morning team member Anna
DeHaro is now training for that position ... WIZF Cin-
cinnati night jock Keith Landecker heads for PD duties
at urban WJTT (Power 94) Chattanooga, Tenn., where
he replaces Charles Sewell . . . Top 40 WQQQ (Q100) Al-
lentown, Pa., is now dance-leaning WHXT (Hot 99.9) un-
der consultant Alan Burns and PD Jim Schaffer.
Across town, WNCX Cleveland production director
Tom Daniels is now PD of AC WLEV.

After 21 years in top 40, KEYN-FM Wichita, Kan., se-
gues to oldies but keeps its staff intact. KEYN will em-
phasize 1964-71 music while its AM, longtime oldies out-
let KQAM, plays pre-Beatles material ... Black radio
veteran Bobby Earls is the new PD/MD of KYEA Mon-
roe, La.; Joe Hughes remains on-air ... KMTW Las Ve-
gas switches from SMN’s Heart & Soul format to its Z-
Rock ... Rick Williams is the new PD of album KCQR
Santa Barbara, Calif.; he was formerly PD of rival
KTYD. .. Gary Hamilton, former PD of SMN’s Pure
Gold and the Drake Chenault/Jones satellite formats, is
launching an oldies consultancy; call 303-745-8286.

PEOPLE: Despite reports elsewhere, WWWE Cleve-
land PD Bob Tayek denies that controversial p.m. driv-
(Continued on page 14)
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Billhoard Creates Top 40/Rock, Top 40/Dance Grossover Gharts

NEW YORK Billboard is making
major changes in the reporting sta-
tion roster for its Hot 100 Singles
chart, as well as introducing a new
chart to measure “rock 40” stations.
The changes are made in response
to the increasingly fragmented na-
ture of top 40 radio.

Effective with this week’s issue,
the Top 40/Rock Crossover chart—
measuring 19 stations that play a
combination of top 40 and rock mu-
sic—debuts alongside Billboard’s
existing Hot Crossover 30 chart on
page 87. The latter chart has been
renamed Top 40/Dance, and will
have 24 reporting stations.

In another change, stations that
report to the Top 40/Dance chart—
which were previously measured
separately from the Hot 100—are
now part of the expanded Hot 100
panel of 253 stations, as are the Top
40/Rock reporters. Power Playlists
for the largest stations reporting to
these two crossover airplay panels
will be printed each week alongside
the charts.

The changes, which come 2!/,
years after Billboard became the
first major trade publication to rec-
ognize dance-oriented crossover ra-
dio as a separate entity, reflect the
recent trend by a growing number
of stations on both sides of top 40 to-
ward distinct musical leanings—no
longer fitting the format’s onetime
“all the hits, regardless of genre”
formula.

The panel changes, based on the
recently released Arbitron ratings,
are part of Billboard’s quarterly re-
vision of its Hot 100 reporters. A
complete list of Hot 100 reporters
follows; stations also reporting to
the Top 40/Dance chart are desig-
nated by (d); stations reporting to
the Top 40/Rock chart are marked
(r). New reporters—including sta-
tions that formerly reported only to
the Crossover chart—are indicated
with an asterisk (*).

More details on the chart revi-
sions can be found in Michael Ellis’
“Hot 100 Singles Spotlight” column
on page &4.

Stations reporting to the Hot 100
chart continue to be divided into five
weighted categories according to
their weekly cumulative audience as
measured by Arbitron for the total
survey area. Minimum cume for a
Billboard reporter has been raised
from 40,000 to 50,000 weekly listen-
ers.

Weighting is as follows: plati-
num—weekly cume of more than 1
million listeners; gold—500,000-
999,999; silver—250,000-499,999;
bronze—100,000-249,999; and sec-
ondary—50,000-99,999.

PLATINUM (9)
KIIS Los Angeles
KPWR (Power 106) Los Angeles (d)*
KQLZ (Pirate Radio) Los Angeles (r)
WBBM-FM (B96) Chicago
WEGX (Eagle 106) Philadelphia
WHTZ (Z100) New York
WPLJ (Power 95) New York

VOX JOX

(Continued from page 12)

er Gary Dee has been fired yef as a
result of a complaint filed with the
FCC. Dee, he says, “is on paid vaca-
tion while we sort out the complaint”
and may stay at 3WE.

Meanwhile, according to a Boston
Globe story, Rosemary Lappin and
Chris Ingram have resigned as man-
aging editor and assistant ME of N/
T WEEI Boston. Their actions stem
from charges that owner/conserva-
tive activist Michael Valerio gave
WEEI's tape of congressman Bar-
ney Frank’s announcement of his in-
volvement with a male prostitute to
the Republican Party—a violation of
most newsroom policies.

After much speculation, former
KCPW Kansas City MD Dena
Yasner is now officially MD at KOY-
FM Phoenix ... Psychologist/talk
host Toni Grant has retired after 14
years in radio. She was most recently
heard on N/T KFI Los Angeles. Bar-
bara De Angelis will fill Grant’s mid-
day time-slot there. Also at KFI,
news producer Bill Lewis has been
upped to APD, and Tom Leykis pro-
ducer Alan Eisenson becomes execu-
tive producer.

Former WAVA Washington, D.C.,
newsman David Haynes joins Gary
Bryan & Linda Energy in mornings
at top 40 WPLJ (Power 95) New
York. In other Fun City changes, Al
Rosenberg—part of Don Imus’ team
at WFAN—is joining Bob Fitzsim-
mons on adult standards WNEW-
AM; they replace Ted Brown, who
will continue to host specials and
make appearances for the station.

At AC KSTZ St. Louis, PD Mike
Sullivan is hiring a staff for what
had been a predominantly jockless

AC ... Former KCAL OM Dana
Jang is the new MD of KSJO San
Jose, Calif., replacing Tim Jeffries,
who will stay for afternoons . ..
Morning man Marty Cohen is out at
album KFOG San Francisco.
Hurricane Wayne joins WOVYV
West Palm Beach, Fla., from nights
at KCPW Kansas City, Mo. ...
George Moore, previously in mid-
days on urban KACE Los Angeles,
joins rival KJLH for overnights;
across town Julio Flores joins KLSX
for weekends ... Colleen Jackson
joins AC KWNR Las Vegas from
crosstown classic rocker KKLZ, re-
placing Ron Riley ... Album KICT
Wichita, Kan., midday host/produc-
tion director David Stone joins KPOI
Honolulu in the same capacity.

‘é

SEQUELS ARE NOT my thing,
but if the public demands it, you've
got to give it to them, especially if
you are new in town, and want to
make some friends,” says KISW Se-
attle morning man Bob Rivers. Last
year Rivers stayed on the air at
WIYY Baltimore 258!/, hours in an
effort to help the Orioles win a game.
Last week Rivers did the same for his
new home team, the Mariners, but
didn’t have to make quite as much of
a sacrifice. Rivers was on the air
from 5:30 a.m. Monday until 8:30 p.m.

" Tuesday, when the Mariners beat the

Milwaukee Brewers 5-3. During the
marathon, Rivers interviewed new
Mariners owner/Emmis president
Jeff Smulyan.

Assistance in preparing this col-
umn was provided by Craig Rosen,
David Wykaff, and Bill Holland.

WQHT (Hot 97) New York (d)*
WYTZ (Z95) Chicago

GOLD (19)
KEGL (Eagle 97) Dallas (r)
KKBQ (93Q) Houston
KMEL San Francisco (d)*
KRBE (Power 104) Houston
KXXX-FM (X100) San Francisco
WAPW (Power 99} Atlanta
WAVA Washington, D.C.
WBZZ (B94) Pittsburgh
WDFX (The Fox} Detroit (r)
WHYT Detroit
WI0Q (Q102) Philadelphia (d)*
WKQI (Q95) Detroit
WKQX (Q101) Chicago*
WLOL Minneapolis
WMMS Cleveland (r)
WRBQ (Q105) Tampa, Fla.
WRQX (Q107) Washington, D.C.
WXKS-FM (Kiss 108) Boston
WZOU Boston

SILVER (51)
KBEQ Kansas City, Mo.
KCPX (Power 99) Salt Lake City
KDWB-FM Minneapolis
KGGI (99.1) Riverside, Calif. (d)*
KHYI (Y95) Dallas
KISN Salt Lake City
KJMZ (100.3 Jamz) Dallas (d)*
KJYO (KJ103) Oklahoma City
KKLQ (Q106) San Diego (d)
KKRZ (Z100) Portland, Ore.
KNRJ (Energy 96.5) Houston (d)*
KOY-FM (Y95) Phoenix
KPLZ