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Here It Is In Black & White:
The RIAA Waming Sticker

W BY BILL HOLLAND

WASHINGTON—A new uniform pa-
rental guidance sticker developed by
the Recording Industry Assn. of
America will be on some new re-
leases in stores next month, accord-
ing to RIAA president Jay Berman.
At a press conference here May 9
unveiling the sticker, Berman said
the uniform sticker is due in six to
eight weeks and had been developed
to “better assist consumers—espe-
cially parents—in identifying materi-
al that contains explicit lyrics.” Ber-
man also termed the development of
the sticker by the RIAA as the action
“of responsible corporate citizens.”
Berman added that “virtually all”
the RIAA member labels had agreed
to abide by the new standardized
sticker. However, he added that a list
of the member labels that will comply
will not be available until “the next
week or so0.”
The standardized, black-and-white
sticker logo will in all cases be placed
(Continued on page 8i)
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No Happy Retumns For Vid Distribs
4th-Quarter Titles Still Clog Pipeline

W BY PAUL SWEETING
and KEN TERRY

NEW YORK—With large, unreturn-
able quantities of certain fourth-
quarter titles still crowding video dis-
tributors’ warehouses, wholesalers
are putting increasing pressure on
manufacturers to alter their ap-
proaches to the sell-through busi-
ness.

An informal survey of distributors
indicates that serious inventory prob-
lems persist in some areas of the

country on several fourth-quarter ti-
tles, such as Warner Home Video's
“Batman” and Walt Disney Home
Video’s “Who Framed Roger Rabbit”
and “Bambi.” Distributors also ex-
press concern that similar problems
could eventually develop on some of
the major first-quarter sell-through
releases, including Paramount Home
Video’s “Indiana Jones And The Last
Crusade” and Disney’s “Honey, I
Shrunk The Kids.”

“There’s millions of dollars worth
of ‘Bambis’ out there,” one distribu-

New Releases Now Feel Vinyl Squeeze

B BY ED CHRISTMAN

NEW YORK—Vinyl continues its
journey into oblivion as three of the
six majors report the configuration is
unavailable on more than half of
their new pop/rock releases. That is
in marked contrast to the last Christ-
mas season, when a new release

ADVERISEMENTS

HEAD OVER HEELS the captivating new release frorr the
masterful ALEX BUGNON. The follow up to his acclaimed “Love
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without vinyl availability was consid-
ered the exception, rather than the
rule (Billboard, Nov. 18).

A Billboard survey shows that
CEMA and CBS each issue vinyl on
about 40% of their new titles, and
that less than 50% of new releases
from PolyGram Group Distribution
have LP versions, according to execu-

tives at those companies. But BMG
still maintains vinyl on almost all of
its new pop/rock releases, while
WEA's level is at about 85%, compa-
ny officials say. MCA declines to
comment, but one-stops estimate vi-
nyl is available on about 80% of its
current pop releases.

(Continued on page 88)

Smaller Markets
Take Big Liking
To Dance Format

B BY SEAN ROSS

NEW YORK—You might not think
of Vineland, N.J., as a dance radio
hotbed. Or Allentown, Pa. Or 3aton
Rouge, La. But those markets all
have dance-oriented radio stations.
So do Salt Lake City, Hartford,
Conn., Waukegan, Ill., Colerado
Springs, Colo., and Oklahoma City,
which has two.

Five years after the revival of
dance music as a radio format in Mi-
ami, Los Angeles, New York, and
other large markets, top 40/dance
stations are gradually popping up in

(Continued on page 12)

tor says. “Overall, the returns would
be 40%-50% if Disney would take it.”
And John Thrasher, product manag-
er for West Sacramento, Calif -based
Tower Records Video, says he has
heard “there are whole warehouses
full of ‘Bambi’ and ‘Roger Rabbit."”
Warner’s “Batman” is also regard-
ed as a problem by many wholesal-
(Continued on page 91)
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THE REVOLUTION
IS ALIVE.VOL. 11 1990 A

/ NEW DECADE IS THE NEW

/’ ALBUM FROM SOUL II
SOUL.THE REVOLUTION
HAS MANY FRIENDS.
TWO GRAMMYAWARDS, THREE SOUL TRAIN
AWARDS, THE MULTI- PLATINUM DEBUT ALBUM KEEP

ON MOVIN’ AND TWO PLATINUM SINGLES ATTEST TO THE

STRENGTH OF THE SOUL 11 SOUL/JAZZIEB./NELLEE HOOPER
COLLABORATION. THE REVOLUTION IS HERE. “GET A LIFE”

IS ALREADY GOLD AND “A DREAMS A DREAM” IS THE

NEXT SINGLE; THE ALBUM VOL. il 1990 A NEW DECADE

\ IS AVAILABLE IN STORES MAY 29TH.
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New British Invasion Has A Dance Beat

M BY THOM DUFFY

NEW YORK—With dance/pop acts
leading the charge, the British music
scene has attained another peak of in-
fluence on the American pop market,
U.S. label executives say.

The success in the past vear of
such acts as Soul II Soul, whose sec-
ond album for Virgin Records is due
May 22, and Arista’s Lisa Stansfield,
whose debut disk, “Affection,” is No.
12 on the Billboard Top Pop Albums
chart, shows how U.K. artists are
again shaping American tastes and
trends—while racking up consider-
able record sales.

Why are British dance- and soul-
oriented acts finding a niche in U.S.
radio now, not only at pop but at
black music stations?

“As it stands now, [those acts] are
definitely working for our particular
format,” says Gregg Diggs, music di-
rector of urban WKYS Washington,
D.C. “A lot of pop stations have be-
gun to play more urban and R&B
music, and black stations see more
crossover” between formats.

“It’s a cyclical business,” says
Tony Anderson, VP of R&B promo-
tion for Arista, which has seen black
and pop radio embrace Stansfield.
“The R&B marketplace has always
been into great rhythms, great vo-
cals, and strong songs. Those have
been more prominent {in British pop]
in the last couple of years than in
some time. There seems to be a resur-
gence of soul coming from England.”

Once again, “it’s the UK. as a
proving ground,” says Richard
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Sweret, director of A&R at Arista,
who has worked on Stansfield’s suc-
cessful U.S. breakthrough. Sweret
credits the “highly entrepreneurial
labels, the hotbed of press, and the
major club scene” as factors in the
stateside success of the latest UK.
talent wave.

“It’s quite exciting what we see
coming out of England at the mo-
ment,” says Dave Novick, VP of
A&R at Columbia Records, noting
the label’s recent development of
such acts as the Chimes, Roachford,
the Pasadenas, and others. For exam-
ple, Columbia is preparing a pop ra-
dio push for the next Chimes single, a

dance cover of the U2 song “I Still
Haven’t Found What I'm Looking
For.”

“Every time I go [to the UK ], it's
adventurous and exciting,” says Mi-
chael Barackman, VP of A&R at
EMI, who has signed Soul II Soul vo-
calist Caron Wheeler to a solo deal
for the U.S. “There’s a real accept-
ability to newness.”

The British music scene, of course,
has influenced the larger U.S. pop
market throughout the history of
rock’n’roll—often by taking sounds
from America’s musical fringe and
molding them for the masses. The

(Continued on page 89)

U.K.’s BPI, MCPS Still At Odds
Over A New Mechanical Rate

LONDON—The gulf is widening be-
tween the British Phonographic In-
dustry, representing the U.K. record
companies, and the Mechanical Copy-
right Protection Society, represent-
ing most of the UK. music publish-
ers, on negotiating a new mechanical
royalty rate.

A new rate must be fixed following
the abolition of the longstanding stat-
utory rate of 6.25% of the retail price
by the Copyright, Designs & Patents
Act of 1989. This rate remains in
force as an interim measure until
July 1, pending a new agreement.

The BPI informed the MCPS re-
cently that it believes there is a con-

vincing case for reducing the rate by
20% to 5% of the retail price. The
MCPS, on behalf of the publishers, is
requesting a 12% increase. It has de-
clined a BPI request to extend the
July 1 deadline.

BPI chairman Terry Ellis is report-
ed as saying the case for reducing the
royalty is based on research showing
that the mechanical fees being re-
ceived by European writers under
the BIEM-IFPI agreement are virtu-
ally the same as those paid to their
U.K. counterparts “in real terms.”

The MCPS is seeking to impose a
rate 12% higher from July 1.

Billhoard Debuts
World Music
Album Chart

NEW YORK—Billboard intro-
duces its World Music chart in
this issue. The addition of this
albums chart is one of several
changes this week.

Based on reports from a panel
of 40 dealers, the World Music
chart lists the top 15 best-selling
albums in this growing genre.
The chart will run biweekly in
the Retail section in tandem
with the 25-position New Age
chart under the heading Top
Adult Alternative Albums (see
page 47). Eric Lowenhar of Bill-
board’s chart department will
manage the new chart.

Other changes this week are
as follows:

e The Hot Adult Contempo-
rary chart moves out of the Ra-
dio section and into the back of
the book, placing it closer to the
Hot 100.Singles chart and the
Crossover Radio Airplay charts
(see page 83).

e The Power Playlists cover-
ing black, top 40/dance, and top
40/rock stations move to the Ra-
dio section. This puts all of Bill-
board’s Power Playlists in one
easy-to-read spread (see pages
20-21).

o PD Of The Week continues
to run in the Radio section (see
page 19).

VSDA Wins Legislative Battle With Nintendo

Senate Passes Bill Preserving Vid Stores’ Right To Rent

EBY BILL HOLLAND

WASHINGTON, D.C.—The U.S.
Senate passed a bill May 1 that pre-
serves video retailers’ rights to rent
computer cartridge software games
such as Nintendo. The Video Soft-
ware Dealers Assn.’s industry lobby-
ists will now focus their attention on
the less active House version of the
legislation.

The House bill, H.R. 2740, intro-
duced by Rep. Mike Synar, D-Okla.,
also excludes video games from its
provisions, which seek to protect
computer software firms from pira-
cy. No hearing has yet been sched-
uled, and a staffer from the Intellec-
tual Property Subcommittee says
that none is expected before summer.
As in the Senate, he says, House sub-
committee members feel “little en-
thusiasm” for the idea of offering the
same protection to Nintendo that
would be given to floppy-disk firms if
the bill is approved.

The Senate bill, S. 198, passed with-
out debate. The legislation has been
the focus of a two-year lobbying bat-
tle between VSDA and Nintendo.

Last July, however, when lawmak-
ers voted the bill out of subcommit-
tee, they excluded cartridge-form
software from the bill, agreeing with
VSDA lobbyists and retailers that
Nintendo consumer copying and “pi-
racy” are not an issue and that the
company actually seeks greater con-
trol over rentals.

This year, Nintendo put forward
an amendment that would prevent

senators, however, indicated that re-
versing the practice of rental would
be difficult and voted down the
amendment (Billboard, March 3).

“We haven’t given up our fight on
this issue,” says Richard Lindner,
spokesman for the Redmond, Wash.-
based Nintendo of America. “It may
have passed through the Senate, but
it still has to go through the subcom-
mittees and committees in the House,
and the entire House itself. So we ex-
pect to continue fighting for our posi-
tion on this issue.”

Lindner declined to call the Senate
vote a major disappointment. “Obvi-
ously we could tell long before this

happened where everyone was com-
ing down on the issue in the Senate,
and we were prepared for that vote,”
he says. “But we don’t think this is-
sue is over with by a long shot.”

Charles Ruttenberg, legal counsel
to the VSDA, says, “As long as the
Nintendo amendment holds, we're
happy, and that’s a position we're go-
ing to take all along the line. Nin
tendo shouldn’t be covered by the
bill.”

Ruttenberg adds that VSDA mem-
bers are still being encouraged to
contact their individual representa-
tives as the bill continues its course
through the House.

B BY EARL PAIGE

LOS ANGELES—A glut of 12 re-
gional home video trade events in
May and June is once again fueling
debate over what some charge is
too much of a good thing.

Much of the controversy centers
on charges, contained in an indus-
try-circulated May 1 memo from
Hampton International Communi-
cations, that the Video Software
Dealers Assn. has deliberately set
its Chicago Expo for Tuesday-
Wednesday (15-16), “butting head-

Glut Of Video Trade Shows
Sparks Industry Debate

Video Show there June 18-20.

The memo also notes that VSDA
has set another expo in Atlanta,
where Hampton has just launched a
yearly event. Hampton is known
primarily for its 3-year-old East
Coast Video Show, held in October,
and its long-established show dai-
lies.

However, Lee Oser Jr., chairman
of Hampton, plays down the angry
charges in the two-page memo,
which went out to exhibitors but
has been more widely circulated.
Oser says it is all part of his frustra-

Road, Ann Arbor, Mich. 48106. Subscriber Services and Information: Billboard, P.0. Box 3027, South any new Nintendo game from being on” with Hampton’s Mid-America (Continued on page 91)
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B BY CHRIS MORRIS

LOS ANGELES—Ending intense
industry speculation, Hollywood
Records, Walt Disney Co.’s pop
imprint, has announced it will be
distributed by WEA through Elek-
tra Entertainment.

Hollywood thus becomes the
second high-profile startup label
to go the WEA route: Irving
Azoff's Giant Records, a joint ven-
ture with Time-Warner Inc., will
also move through the WEA pipe-
line.

“It wasn’t easy” to decide which

Elektra Records and Hollywood Records executives announce their distribution
pact. Pictured, from left, are Aaron Levy, executive VP, Elektra; Gary Casson,
senior VP, business affairs, Elektra; Bob Krasnow, chairman, Elektra; Peter
Paterno, president, Hollywood Records; Robert Morgado, executive VP, Warner
Communications Inc. Music Group; and Frank Wells, president/CEQ, Walt
Disney Co.

Hollywood Records To Go
With WEA Distribution

company to go with, says Holly-
wood president Peter Paterno,
who sources say held discussions
with all six major distributors re-
garding a pact.

Paterno indicates that the deci-
sion to go with Elektra may have
been spurred by the fact that he
had 11 acts on the label when he
was an attorney with the L.A. firm
of Manatt, Phelps, Rothenberg &
Phillips.

While Paterno confirms that the
label will stick with the Hollywood
moniker (“That’s the name we're

(Continued on page 75)

Sony Readies DAT Software Bow

Classics-Only Tapes To Hi-Fi Stores

B BY IS HOROWITZ

NEW YORK—Major-label DAT soft-
ware is scheduled to hit the consumer
market this summer under the mar-
keting aegis of the Sony consumer
electronics sales force. Although the
product will come from Sony Classi-
cal, it will not be distributed by CBS
Records, like other Sony Classical
product.

Marty Homlish, president of the
Sony Audio Component Systems Co.,
confirms that 10 DAT titles carrying
the Sony Classical logo will comprise
the first release, and that each cas-
sette will most likely be priced to re-
tail at less than $20. Enhanced pack-
aging will be employed, for both dis-
play and security.

The move confirms speculation
that the introduction of consumer
DAT hardware will not be stalled be-
yond midsummer, even if a proposed
law mandating the inclusion of Serial
Copy Management System chips in
DAT recorders is not passed by that
time. The chips, however, will be
standard equipment on the units
brought in by Sony, says Homlish.

Trade introduction of the Sony
marketing plan will be disclosed at
the Consumer Electronics Show in
Chicago next month.

CBS Records will not be part of the
DAT distribution team under the
marketing plan now being devised.
Homlish likens the rationale of soft-
ware sales under his division’s spon-

Tom Waits Wins ‘Sound-Alike’ Suit

Frito-Lay, Ad Agency Must Chip In $2.5 Mil

B BY JAMES RYAN

LOS ANGELES—A jury awarded
singer Tom Waits nearly $2.5 million
in his voice-impersonation case
against snack-food giant Frito-Lay
Inc. and its Dallas-based ad agency,
Tracy-Locke Inc., which had used a
gravel-voiced sound-alike in a radio
jingle for a new spicy corn chip.

“I’'m gratified,” the musician said
after the verdict was read. “This
sends a message to those people who
might have thought it was me, and to
Tracy-Locke.”

The singer said that the large
award—his attorneys had asked for a
minimum of $1.5 million—made him
feel like he had gone from being “a
fly on their forehead [to] a bee in
their ear.”

Waits had sued in U.S. District
Court here in 1988, charging that
Frito-Lay and its ad firm stole his
voice and put words of endorsement
in his mouth when they used the
sound-alike in an ad for Salsa Rio
Doritos that was broadcast on more
than 250 radio stations.

The jury agreed, finding Plano,
Texas-based Frito-Lay and Tracy-
Locke guilty of misappropriating
Waits’ voice and false advertising.

They ordered the corn chip compa-
ny and the ad firm to pay $500,000
and $1 million respectively in punitive
damages, the first time such dam-
ages have been awarded in an imper-
sonation case, lawyers said. In addi-
tion, Waits, known for his bluesy, sto-
ry-telling style, was awarded
$100,000 as compensation for what he
would have been paid to do the ad,
$200,000 for personal suffering,

$75,000 for harm to his reputation,
and $100,000 under the Lanham Act,
which bans false advertising.

“I thought it was extremely gener-
ous,” Frito-Lay's attorney, Anthony
Liebig, told reporters, adding that he
“expected” there would be an appeal.

Howard King, Waits’ attorney,
said, “I think the verdict is a reflec-
tion of how [the jury] felt about what
was done and how it was done.”

During the four-week trial, King
argued that the jingle was patterned
after Waits’ song “Step Right Up,”
and that Tracy-Locke hired a local

singer, Steven Carter, who did a
Waits impersonation as part of his
band’s stage act, even though the
agency knew it might bring a law-
suit.

Waits, who has had a policy for the
last 10 years of not doing commer-
cials, testified he was “shocked” and
“angry” when he first heard the ad
while being interviewed at a Los An-
geles radio station, believing that his
fans would think he had “sold out.”

Many in the advertising and enter-
tainment industries were monitoring

(Continued on page 82)

@ BY IRV LICHTMAN

NEW YORK—Rondor Music Inter-
national, A&M’s former music pub-
lishing subsidiary, has acquired the
music publishing catalogs of Shel-
ter Entertainment Group.

In addition, Lance Freed, the
president of Rondor, best known
for its Almo-Irving division, has set
in motion plans to beef up the com-
pany’s operations on a professional
and administrative basis.

The Shelter deal is Rondor’s first
major move since A&M Records
was sold by Jerry Moss and Herb
Alpert to PolyGram last January.
Rondor was not included in that
deal.

Rondor Music Buys Shelter
Pubs; Sets Expansion Plans

The Shelter buyout consists of
five music publishing entities that
contain copyrights by writer/art-
ists Tom Petty, Leon Russell, Peter
Tosh, and Phoebe Snow, among
others.

While Freed would not specify
the buyout price, he said the deal
“was over seven figures.” The sell-
er is veteran music man Ian Ralfini,
who acquired the Shelter Entertain-
ment Group a few years ago. Ral-
fini, once the WEA chief in the
U.K,, formed Anchor Records in
the mid-"70s, which was later sold to
ABC, which in turn sold it to MCA.
His more recent activities have in-
cluded running the music video divi-

(Continued on page 82)

sorship to a similar Sony involvement
in software during the introduction
of CD in 1983. At that time, however,
record companies also marketed the
new configuration.

At least for the time being, CBS
Records has decided not to free any
CBS pop recordings for conversion to
DAT, according to sources. But clas-
sical repertoire, it is recalled, was
also in the forefront of early CD mar-
keting.

The division between the two sides
of the company is reinforced by the
fact that Sony Classical’s top execu-

tives are based in Hamburg, West
Germany, whereas CBS Records is
headquartered in New York.

While the Sony sales force will con-
centrate its efforts in hi-fi stores car-
rying DAT hardware, it will also ser-
vice record retailers seeking to enter
the field. Homlish stresses that his
priority is to support DAT hardware
acceptance with software availabil-
ity.
The software marketing plan could
be implemented as early as July, al-
though Homlish says that the intro-

(Continued on page 89)

EXECUTIVE TURNTABLE

RECORD COMPANIES. CBS Records in New York appoints David H. Johnson
senior VP, general counsel and secretary, and Karen Jacob director of
print media. They were, respectively, VP, general counsel and secretary of
the label, and associate director of print media at CRU Advertising.

Columbia Records in New York names Mary Ellen Cataneo VP of na-
tional press and public information. She was East Coast director of publici-
ty for the label.

Elektra Entertainment in New York names Howard Thompson senior
VP of A&R, and Nancy Jeffries senior VP of A&R. They were, respective-
ly, VP of A&R for the label, and VP of A&R at Virgin Records.

Arista Records in New York makes the following appointments: Mark
Rizzo, senior director of national AC promotion; Linda Alter, associate na-

THOMPSON

JOHNSON CATANEO RI2ZO
tional director of promotion; Jeff Backer, associate national director of pro-
motion; June Colbert, associate national director of promotion; and Gregg
Feldman, associate national director of promotion. They were, respective-
ly, director of AC promotion, regional director in Atlanta, regional director
in Miami, regional director in Dallas, and regional director in Seattle for the
label.

Virgin Records in New York promotes Paul Brown to national director
of album promotion, and Alex Miller to national promotion director. They
were, respectively, associate director of album promotion, and regional pro-
motion manager in New York for the label.

London Records in New York appoints Lisa Altman director of promo-
tion and product, and Jeffrey Peterson production coordinator. They were,
respectively, product manager, and a departmental assistant for the label.

George Patapow is named art director of classics and jazz at PolyGram
Records in New York. He was manager of graphic design for classics and

MEDRESS

SCHMIDT

BROWN

MILLER

jazz at the label.

SBK Records in New York promotes Sheira Brayer to manager of mar-
keting services. She was a marketing coordinator for the label.

Rhino Records in Los Angeles appoints Rich Schmidt senior director of
promotion. He was national promotion director of Windham Hill Records.

Robin Mitchell is appointed director of national CHR promotion at Enig-
ma Records in Los Angeles. He was VP of promotion at Scotti Bros. Enter-
tainment.

Carlo Moralishvili is named manager of production at EMI Records in
New York. He was production manager at Deutsche Grammophon/ECM/
PolyGram Jazz.

PUBLISHING. Hank Medress is named president of EMI Music Publishing,
Canada, in Toronto. He was director of A&R staff production at SBK En-
tertainment World Inc.

BMI in Nashville names Joyce Rice director of writer/publisher relations
in the performing rights department. She was VP at First American Na-
tional Bank.

o VIDEQ PEOPLE, see page 68; RETAIL PEOPLE, see page 48.
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GBS To Build Arenas With Pace

Joint Venture Also To Produce Shows

B BY MELINDA NEWMAN

NEW YORK—CBS Records’ new
pact with The Pace Group to develop
amphitheaters and produce touring
shows is “a very beginning step for
CBS in parallel businesses,” accord-
ing to CBS Records president Tommy
Mottola.

CBS and Houston-based Pace have

entered into an as-yet-unnamed joint
venture that will involve the opera-
tion of outdoor amphitheaters in the
U.S. and abroad, as well as the cre-
ation and promotion of touring
events. A third part of the deal in-
cludes the recording of events pro-
duced by CBS and Pace for music and
video software.

The first facility under the new

Michael Douglas Enters Puh
Business, Eyes Lahel Launch

B BY CRAIG ROSEN

LOS ANGELES—Actor Michael
Douglas’ independent production
company Stonebridge Entertainment
has entered the music business with
the formation of the publishing firm
Third Stone Music, and is negotiating
the launch of an affiliated label, Third
Stone Records.

Industry veteran Dick Rudolph has
been named president of the new en-
tity, which has entered a joint pub-
lishing venture with Warner/Chap-
pell Musie.

“They have a very full slate of
movies and we are very excited about
the opportunity to work together in
placing music in all their projects,”

says Warner/Chappell Music presi-
dent/CEO Les Bider. “It’s a wonder-
ful outlet for our product in their
product.”

Rudolph, who is a principal partner
in the new company with Stonebridge
Entertainment CEO Rick Bieber and
chairman Douglas, says the forma-
tion of Third Stone will allow music
“to be more of a contributing factor”
in Stonebridge films, “rather than
just another postproduction ele-
ment.”

Third Stone, however, will not be
focused solely on music for film. The
publishing firm will also develop new
talent. Initial signings to Third Stone
Music include Miami-based hard rock

(Continued on page 82)

Living Golour Livid Over
Fox ‘Living Golor’ TV Show

M BY TRUDI MILLER

NEW YORK—Epic recording
group Living Colour has filed suit
against Twentieth Century-Fox
Film Corp., its affiliated television
broadcasting companies, and Ivo-
ry Way Productions, charging that
Fox violated trademark laws by ti-
tling a TV show ‘““In Living Color”
and using a logo similar to that of
the recording group.

The suit, which was filed May 4,
claims that group leader Vernon
Reid owns the U.S. Patent and
Trademark Office registration of
the name Living Colour.

The suit claims that the show’s
producer, Ivory Way Productions,

had repeatedly approached the
group, seeking to use its theme
song, “What’s Your Favorite Col-
or,” as the theme song for the TV
series and proposing that the
group be involved in the show. The
group rejected both proposals, ac-
cording to the suit. Fox neverthe-
less titled the show *In Living Col-
or” and used as its logo an imita-
tion of the group’s distinctive
graphic, the plaintiffs charge.
According to the complaint, the
group insisted that Fox stop using
the name and logo but Fox re-
fused. Fox eventually agreed to
temporarily stop using the logo in
some of its promotional materials,
(Continued on page 91)

Rock Hall Site In Jeopardy?

Nearby Retail Competition At Issue

W BY CARLO WOLFF

CLEVELAND—A dispute over the
role of retail in the proposed Rock
and Roll Hall of Fame and Museum
here may result in the choice of an al-
ternate site for the $48 million facili-
ty, although local officials claim such
a move is unlikely.

New York members of the hall’s
board of directors are investigating
the possibility of relocating it from
behind the $400 million Tower City
Center downtown. The New Yorkers
are miffed that a Record Town,
owned by Trans World Music, opened
in the city’s largest new commercial
complex in late March.

Project plans call for a record store

in the hall’s souvenir shop. Profits
from the store would be used to de-
fray part of the hall’s operating
costs. Local officials say they are
looking into working out a deal with
Trans World so that the two retail fa-
cilities could harmonize financially.
According to Crain’s Cleveland
Business, New York board member
Benjamin Needell said that the Rec-
ord Town was the reason the New
Yorkers will look into other sites. But
changing the hall’s location could
jeopardize the complex financing
package required to construct it.
Needell, a lawyer and member of
the New York-based Rock and Roll
Hall of Fame Foundation, could not
(Continued on page 81)

venture is Star Lake Amphitheater, a
22,000-capacity-plus facility that Pace
had already begun developing before
it signed the agreement with CBS.
The venue, located in suburban Pitts-
burgh, is nearing completion and will
open June 17 with a concert by Billy
Joel. Fellow Columbia Records act
New Kids On The Block is also slated
to play the venue. Mottola says there
are at least two more amphitheaters
in development.

Brian Becker, executive VP of The
Pace Group, will act as managing di-
rector of the new entity. His liaison at
CBS is Myron Roth, CBS Records se-
nior VP/GM, West Coast. The Pace
Group also includes the Pace Con-
certs promotion concern, Pace Theat-
rical Group, and Pace Amphitheaters,

(Continued on page 89)

\

Sunshine Comes Into Mayor’s Life. New York City Mayor David Dinkins joins
ASCAP’s board of directors and staff as they bid farewell to former ASCAP
public relations manager Ken Sunshine, who was recently appointed the
mayor's special executive assistant. Shown prior to the luncheon at ASCAP's
Manhattan offices, from left, are ASCAP managing director Gloria Messinger;
Sunshine; ASCAP president Morton Gould; Dinkins; and former ASCAP
president Hal David.

MADONNA this week pulls ahead of Whitney Hous-
ton as the female solo artist with the most No. 1 hits in
pop history. Madonna achieves the feat as “Vogue”
jumps to No. 1 on the Hot 100, dethroning Sinead
O’Connor’s “Nothing Compares 2 U.”

“Vogue” shot to No. 1 in just six weeks, matching
“Like A Virgin” and “Like A Prayer” as the fastest-ris-
ing hit of her career. “Vogue” is also No. 1 on the Hot
Dance Music Club Play and 12-Inch Singles Sales charts
and vaults from No. 63 to No. 37 on the Hot Black Sin-

Madonna, Much In ‘Vogue,” OQusts Sinead:
Hammer Beats ‘Freak’: CEMA Acts Tower

the forthcoming film
“Dick Tracy,” in which
Madonna teams with
Warren Beatty. Four of
Madonna’s eight No. 1
hits have come from fea-
ture films. ‘“Crazy For
You” was featured in “Vi-

gles chart.

“Vogue” is featured in
e e
e

sion Quest” (1985), “Live

To Tell” was included in
“At Close Range” (1986),
and “Who's That Gir]” was the title song from Madon-
na's 1987 starring vehicle.

“Vogue’'—like Billy Joel’s time-capsule hit “We
Didn’t Start The Fire”—is a fount of pop trivia. Our
readers rose to the occasion (see We Get Letters item
below), but we’ll add just one nugget: “Vogue” is Ma-
donna’s first single to reach No. 1 that didn’t have a
three-word title. We wonder if any superstitious Warner
execs wanted to have the song retitled “Vogue Vogue
Vogue.”

M.C. HAMMER'’s “U Can’t Touch This,” which bor-
rows the melody of Rick James’ 1981 hit “Super Freak,”
jumps to No. 15 on the Hot 100, one notch higher than
“Super Freak” peaked.

“Super Freak” would probably have been a No. 1 hit
in 1978 or 1983, but it was held back at pop radio (along
with many other black music releases) because of a dis-
co backlash that was then at its peak. (It took the block-
buster success of Michael Jackson’s “Thriller” in 1983
to overcome that resistance.)

The irony, as Robert A. George of Annapolis, MD.,
points out in a thoughtful letter, is that while “Super
Freak” was held back by a backlash to one black music
phenomenon (disco), “U Can’t Touch This” is riding the
wave of another (rap). Notes George: “What goes
around comes around.”

FAST FACTS: CEMA has five albumssin the top 10 on
the Top Pop Albums chart, led by Sinead O’Connor’s “I
Do Not Want What I Haven’t Got” on Ensign/Chrysa-
lis. M.C. Hammer and Heart, both on Capitol, are bullet-
ed at Nos. 2 and 3., respectively. Bonnie Raitt, also on
Capitol, holds at No. 6, and the “Pretty Woman” sound-
track, on EMI, jumps to No. 7. In addition, CEMA-dis-

by Paul Grein

tributed SBK Records has three albums in the top 30.

Billy Idel shoots for his fourth consecutive top 10 al-
bum as “Charmed Life” enters the pop albums chart at
No. 46. Idol made the winners’ circle with “Rebel Yell”
in 1984, “Whiplash Smile” in 1986, and “Vital Idol” in
1987. .

Lou Reed/John Cale’s “Songs For Drella” vaults
from No. 181 to No. 112 in its second week on the pop
albums chart. It is the first album collaboration since
1968 between the founding members of the seminal Vel-

= vet Underground.

Roxette lands its fourth
top 10 hit in 14 months as
“It Must Have Been
Love” leaps to No. 9. That
matches the number of
top 10 hits that fellow
Swedish act Abba landed
in its entire career.

Rod Stewart’s remake
of ““This Old Heart Of
Mine,” featuring Ronald
Isley, jumps to No. 11 on
the Hot 100, higher than the Isley Brothers’ original
version, which peaked at No. 12 in 1966. The success of
this song pushes Stewart’s current album—we’ll call it
“Storyteller Jr.”—into the top 20 on the pop albums
chart.

Glenn Medeiros’ “She Ain’t Worth It” blasts onto the
Hot 100 at No. 50, one notch higher than Tommy Page’s
“I'll Be Your Everything” debuted in February. Of
course, both acts had a big boost: Medeiros’ record fea-
tures Bobby Brown; Page’s was nurtured by New Kids
On The Block.

ZZ Top enters the Hot 100 at No. 86 with “Double-
back,” the theme from “Back To The Future Part II11.”
It’s unusual for a band with serious rock credentials to
record a theme to a mainstream Hollywood movie. The
more pop-oriented Huey Lewis & the News hit No. 1 in
1985 with “The Power Of Love” from the original “Back
To The Future.”

WE GET LETTERS: Anthony Halaris of Athens,
Greece, notes that “Vogue” is the third No. 1 hit in less
than a year to mention '50s icon James Dean. It follows
Michael Damian’s “Rock On” and Billy Joel’'s “We
Didn’t Start The Fire” ... Rich Appel of CBS-TV in New
York adds that three actresses are mentioned in both
“Vogue” and Kim Carnes’ 1981 smash, “Bette Davis
Eyes.” They are Davis, Greta Garbo, and Jean Harlow.

Adam Hammond of Bay City, Mich., and Marc Weis-
blott of Willowdale, Ontario, note that “Vogue” is the
latest in a long line of top 30 hits that bear the same
names as major magazines. It follows “People” (Barbra
Streisand), “Time” (Alan Parsons Project), “Playboy”
(Marvelettes), “Jet” (Paul McCartney & Wings),
“Money” (Pink Floyd), “Seventeen” (Winger), “Confi-
dential” (Sonny Knight), and “Star” (Stealer’s Wheel).
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THE CLASSIC STORY OF GOOD & EVIL IS NOW THE MUSICAL EVENT OF THE YEAR.

HIGHLIGHTS FROM
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LINDA EDER COLM WILKINSON
Music by FRANK WILDHORN Lyrics by LESLIE BRICUSSE

Contains the Hits:
SOMEONE LIKE YOU = A NEW LIFE  LOVE HAS COME OF AGE

The world premiere
performances of
JEKYLL & HYDE
were made possible

Available from RCA Victor on Compact Disc and DAAD Cassette. (#60416) by AT&T.

TMK(S) ® Registered  Marca(s) Registradals) RCA Corporation, except BMG Classicsiogo ® BMG Music *+ © 1990, BMG Music
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COMMENTARY Il

Do Labels Cut Them Out On Purpose?

SONGWRITERS STILL DON'T GET CREDITS

EBY STEVE SCHALCHLIN

Can you imagine a major hit motion
picture release with no writer cred-
its? Can you imagine a TV series or
book with no writer credits? Is
there anything more profane than
refusing to credit an author for his
work?

Well, folks, welcome to the music
industry.

Songwriting legend Cynthia Weil
recently informed me that a major
record label with which she works
told her that it has a standing poli-
¢y that no songwriter credits will be
included on cassette singles—and
on album cassettes it would list the
writers only if a lyric reprint were
involved.

But, of course, there is plenty of
space for all the producers, side-
men, graphics people, thank-yous,
finger snappers, and company exec-
utives.

For four years now, the National
Academy of Songwriters has been
fighting against supreme indiffer-
ence to establish what should have
been a fundamental right all along:
WRITERS SHOULD BE CREDIT-
ED FOR THEIR WORK.

Last year, NAS sponsored “cred-
its breakfasts” in Los Angeles and
Nashville with panel discussions
featuring industry leaders. In L.A.,
educator Ron Simpson, who had
previously written a Billboard edito-

rial on this subject, brazenly sug-
gested the unthinkable—that cer-
tain record companies and produc-
ers were purposely withholding this
information in order to deceive the
public into thinking the artist was
the sole author of the songs on his
or her albums. This is an obscenity.

It also creates monumental prob-
lems for the nonperforming song-

are confounded by the maze they
have to go through in order to se-
cure this vital information. Can Joe
Blow in Kokomo call Crap Records
and ask them if they know who
wrote cut 4 on Jim Diddlybop’s al-
bum? I don’t think he’ll get past the
secretaries.

Publishers have complained to me
that they have gotten calls from

‘To the record label,
we are just another
packaging detail’

Steve Schalchlin is director of services for
the National Academy of Songwriters.

writer. First of all, producers who
like the material and often scan al-
bum copy to find writers for new
projects will, more often than not,
assume the artist to be the writer
and pass it by, effectively cutting
off a potential source of new income
fér the real composer.

Secondly, new songwriters who
study album credits in order to find
out who accepts outside material

producers who have spent months
tracking down copyright owners in
order to license a song or find out
who the writer was. How many pro-
ducers are really going to spend
that much time if their studio dates
are imminent?

At the aforementioned “credits
breakfast” last year, everyone in at-
tendance agreed that it was just ter-
rible that songwriters don’t receive

the recognition they deserve, but no
one had a solution. The business af-
fairs people blamed it on the art de-
partment people, who blamed it on
the producers, whq blamed it on
ASCAP and BMI. I find it absolute-
ly amazing that label executives
know who played third guitar on cut
7, but can’t remember who wrote
the song.

What do songwriters have to do?
Take out full-page ads in Billboard
announcing which songs they’'ve
written? I submit to you that it is
hard enough being a songwriter
these days. An invisible “nation of
monks” is how Dean Pitchford once
described us. To the consumer, we
don’t exist. The artist needs us only
until the record is cut. To the record
company, we are just another pack-
aging detail.

With issues like controlled-com-
position clauses, little or no credits
on CDs, cassettes, and music televi-
sion (with the miraculous exception
of country musiec TV), no union, de-
mos on speec, no mechanical royal-
ties on music videos, no perfor-
mance royalties in movie theaters,
and only peripheral consultation on
the DAT legislation, songwriters
are, undeniably, among the least re-
spected and most oppressed groups
in show business.

A fine way to treat the people
without whom every record would
be a jam session.

GOLDBERG REBUTTED

In his recent Commentary (Billboard,
April 28), Danny Goldberg states that
the music business can’t come up
with a lyries rating system similar to
film ratings “for the same reason
that libraries and bookstores don't.
Film ratings are based on facts: Ei-
ther there is nudity or there isn’t ...
Lyries are merely words. Like litera-
ture, they will be interpreted differ-
ently by different people.”

But libraries and, to a large extent,
bookstore chains go even further
than a rating system. If a book (or
music portfolio) is deemed offensive
and of no redeeming social value,
there is no need to put a warning
sticker on it; libraries and bookstores
simply don’t carry it. Thus, we have
in many cities what are euphemisti-
cally called “adult bookstores,” ban-
ished from the public square to the
outskirts of town.

As for Goldberg’s comment that
“lyrics are merely words” and there-
fore “interpreted differently by dif-
ferent people,” he contradicts himself
in the very next paragraph. In dis-
cussing “Rocky Mountain High” by
John Denver, Goldberg writes that
“it was accused of being about drugs,
although it was really about nature.”
But if lyrics are “merely words” and
open to varying interpretations, one
can’t categorically state that “Rocky
Mountain High” is about nature. The
only thing Goldberg can say is that,
in his opinion, he believes that this
song is about nature and that other

interpretations (even one that it is
about drugs) are equally valid.

Obviously, this is absurd. “Rocky
Mountain High” s about nature, and
Pat Benatar’s “Hell Is For Children”
(another song mentioned by Gold-
berg) concerns child abuse. We know
this because lyrics are words and
words have concrete meanings that
communicate understandable ideas.
If that isn’t the case, why write a
Commentary in Billboard?

Goldberg also suggests that “there
is no such thing as an ‘ordinary par-
ent,” and that a “poor black family
in Compton, Calif., doesn’t have the
same values about language or atti-
tudes as a white Mormon family in
Salt Lake City.” This remark does a
disservice to black families every-
where. With illegitimacy rates having
reached a crisis level in the black
community (five in eight babies in in-
ner cities are born out of wedlock),
black families are perhaps more con-
cerned than white families with
songs such as 2 Live Crew’s ‘“Me So
Horny” and a host of others that glo-
rify sex without responsibility.

Dick Eastman
Park Ridge, IlIl.

SEXISM ALLEGED
Paul Grein owes a public apology to
female recording artists.

In a recent Chart Beat column
(Billboard, April 21), he suggested
that the quality of music being made
by female artists today is less than
that of their male counterparts. He
also said that their current chart
domination is a “fluke” because male
artists like Michael Jackson are in be-
tween albums. Both statements are
insults to these talented women, who

have been putting up with and over-
coming this kind of sexism.

Camille Conte

KBFX-FM

Anchorage, Alaska

Paul Grein replies: I never said or
suggested anything about the quali-
ty of music being made by female
vs. male artists. And I did not sim-
plistically say that the current fe-
male domination of the charts is a
Auke. I said that it was “most like-
ly” a reflection of two factors: “The
tremendous strides made by female
artists in recent years” and the fact
that many top male stars are cur-
rently between albums. I added the
latter point to lend some historical
perspective, not to gratuitously
rain on women's parade.

SENSITIVE 0BITUARY

I was saddened to hear about about
the passing of Dave Dexter Jr., but
very pleased with Elliot Tiegel's
warm and sensitive salute to a man
who never really received the recog-
nition that his many contributions
merited.

It’s just too bad that articles like
these are too often published after
their subject is no longer around to
relish the appreciation that he or she
may have never known existed.

George T. Simon
NARAS
New York

PACKAGING IS IMPORTANT

The CD-3 died a quick death last sum-
mer, and record companies and retail-
ers blamed ‘“‘consumer apathy” or
“confusion.” Well, of course “we”
were confused—not only were both

programming and pricing irregular
from title to title, but packaging was
a mess. I saw no less than six or sev-
en different packages for the CD-3.

I loved the CD-3; it was aesthetical-
ly pleasing and, in theory anyway,
sensible. So I was skeptical when I
started seeing CD-5 singles in stores;
they seemed wasteful, redundant,
and too expensive. But thankfully,
record companies have generously
filled the disks with a solid selection
of remixes, and I look forward to the
CD-5 replacing the 12-inch single.

But once again, the record compa-
nies are threatening to screw things
up with another packaging fiasco.
Can’t we come up with something
more interesting than the old main-
stay jewel box?

Apparently, we can: I beg record
company officials to pick up copies of
Electronic’s new single, “Getting
Away With It,” for a better alterna-
tive—a new plastic box, surrounded
by an O-card similar to the cassette
single’s. This has the same basic di-
mensions as a jewel box, but with the
exciting graphics potential a singles
format demands.

Get on board this bandwagon now,
record labels, before you blame us
consumers later for another failed
product.

Christopher Molanphy
Staten Island, N.Y.

Articles and letters appearing on
this page serve as a forum for the
expression of views of general inter-
est. Contributions should be sub-
mitted to Ken Terry, Commentary
Editor, Billboard, 1515 Broadway,
New York, N.Y. 10036.
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Ordinary Joes Joining Radio Ranks
Janitors, Butchers Stumble Into Stardom

@ BY CRAIG ROSEN

LOS ANGELES—In their 1969 hit,
Sly & the Family Stone declared
their love for “Evetyday People.”
Radio listeners apparently share
that affection, because some of the
more popular characters in radio
drive time are not characters at all,
but real people who have stumbled
into the business,

‘He came in to the
studio to empty the
trash and we asked

him to do the weather’

Among their ranks are a janitor,
a legal secretary, a lawyer, a cab
driver, and a butcher/security
guard. Some have been successful
enough to give up their real jobs
for broadcasting careers.

One of the latest civilians to be-
come a hit on the radio is Michael
Burton, a 25-year-old maintenance
man for the high-rise Central Park
At Toluca Lake building in Bur-
bank, Calif. Housed in the building
are L.A. radio stations KROQ and
KXEZ.

One morning Burton was called
into the KROQ offices to empty
the trash. He went into the studio
where KROQ morning team Kevin
& Bean were on the air. “We were
doing the show and were totally
clueless. He came in to empty the
trash and we asked him to do the
weather,” says Gene “Bean’ Bax-
ter.

After the first stint, Baxter in-
vited Burton back on a regular ba-
sis. ““People really responded to
him, because he’s so nonradio.
He’s definitely a janitor.”

Burton, who is known on the air
as Michael The Maintenance Man,
was “in shock” when he was asked
to do the weather on a regular ba-
sis. “I'm not a [good] speaker, but
I said I'd do it,”” he says.

PD Andy Schuon calls Burton an
interesting addition to the morn-
ing show. “In L.A. radio listeners
have heard everything,” he says.
“The hardest part is convincing
people that he is really our mainte-
nance man. He’s really our janitor.
He polishes the place every morn-
ing.”

When Burton started rapping
his weather reports in April to a
backing track of Tone Loc’s “Wild
Thing,” things really took off.
Soon KROQ set up an in-store au-
tographing session with Burton at
a Burbank Wherehouse store to
spoof its March 20 Depeche Mode
in-store, which drew an estimated
10,000-15,000 listeners and had to
be broken up by the Los Angeles
Police Department (Billboard,

April 7).

The parody turned out to be no
mere joke, as more than 250 listen-
ers turned out to meet Michael The
Maintenance Man and 200 auto-
graphed photos were given away.
KROQ even got requests from Or-
ange County listeners to hold a Mi-
chael The Maintenance Man party
in their area.

Burton now has his own agent
and publicist, and has dreams of
cutting an album and making an
appearance on ‘‘The Tonight
Show.” Meanwhile, Baxter is just
overwhelmed at his discovery’s
success. “We're just dying,” he
says.

Burton is not the only personal-
ity with no on-air experience to
break into radio on KROQ. The
station’s nighttime personality,
Jim “The Poorman’’ Trenton, once
an aspiring lawyer who had failed
the bar exam three times, met the
late KROQ PD Rick Carroll in a
restaurant about a decade ago.
Carroll, impressed by Trenton’s
“Poorman’’ restaurant guides, in-
vited him on the station to give
food reviews. Those reports even-
tually led to a full-time air shift.
Today, Trenton is one of KROQ’s
best-known personalities.

Unlike Trenton, Bruce Wolf
passed the bar exam. He was prac-
ticing law in Chicago full-time
when he landed a side gig doing
short sports reports on WLUP
(The Loop) Chicago. Wolf, a one-
time newspaper reporter, began
his broadcasting career at WXRT
Chicago with weekly reports, but
became a star at the Loop.

He would frequently have to cut
reports short, because he was due
in court, and vice versa. WLUP
personality Steve Dahl would of-
ten joke with Wolf, asking him if
“he was on the clock” or “charg-
ing by the minute.”

Wolf says part of his appeal was
the fact that he was not just another
sports announcer. “I was always an

(Continued on page 18)

Dance Makes

(Continued from page 1)

medium and small markets whose
size and/or lack of a significant His-

“ panic population make them unlikely

candidates for the format. While the
growth of such stations has hardly
eliminated the difficulties of break-
ing dance records in the heartland,
they have made an impact.

Ken Lane, senior director, national
singles promotion, for SBK Records,
says it has “without a doubt” gotten
easier to work his roster’s dance acts
outside the obvious markets. “When
WFMF Baton Rouge, La., was main-
stream, they were a very slow radio
station for us. Suddenly, they get a
new consultant and go dance. Since
then, they’ve played everything of
ours—Hi Tek 3, Partners In Kryme,
Technotronic—out of the box.”

“A couple of years ago, [the dance
format] started out with dance sta-
tions located in urban markets.
Smaller stations in smaller areas
were not paying attention,” says
LMR Records president Herb Moelis,

WWWE, KLUG Ordered By
FGG To Pay ‘Indecency’ Fines

M BY BILL HOLLAND

WASHINGTON, D.C.—On April
25, N/T WWWE Cleveland paid,
under protest, the $8,000 fine lev-
ied by the FCC for allegedly inde-

WASHINGTON

ROUNDUP

cent programming. Similarly,
KLUC Las Vegas was ordered by
the FCC on April 19 to pay a fine
for playing Prince’s “Erotic City”
on the air. The station paid the fine
April 30. In neither case did the
FCC announce the recent actions
to the public.

The commission was unpersuad-
ed by WWWE'’s arguments that
fired morning man Gary Dee’s
“bodily function’” and ‘“‘specific

sexual” comments did not violate
community norms, and that the
commission’s guidelines were in-
consistent.

The commission’s “notice of ap-
parent liability’’ letter went out to
the station April 25. WWWE still
will not admit guilt, but says it
does not want to shoulder the cost
of a protracted legal battle. In the
KLUC case, the commission’s stip-
ulated time period for reconsider-
ation had already passed.

Meanwhile, the National Assn.
of Broadcasters’ executive com-
mittee has directed its legal staff
to draft a broad statement of prin-
ciples for broadcast responsibil-
ities. The draft will be reviewed by
the joint board at its meeting next
month. A source says the state-
ment of principles is a reaction to
the fuzzy (but strictly enforced)
FCC indecency guidelines.

KROQ Los Angeles’ morning team member Mike the Maintenance Man greets
200 fans in a parody of the station’s Depeche Mode in-store event. Pictured with
Mike, seated, are (from left) KROQ's Laura Brown and “Mark the Whiffle-boy, "
Wherehouse’s Ron Simms, Karen Marchant, Shahab Azari, Brenda Marero,
Anna Cano, Debora Biancardi, Dennis Wortham, Tiny the Clown, and KROQ
jocks Kevin Ryder and Gene “Bean” Baxter.

whose roster features Stevie B and
Jaya. Subsequently, he says, “new
stations would come into the market-
place that could experiment and play
some of the dance music. Suddenly
you had stations that were doing
very well in some of the smaller mar-
ketplaces.”

Moelis says Jaya's “If You Leave
Me Now,” a record that went only
top 50 on the Billboard Hot 100 Sin-
gles chart, had sales in Oklahoma
City, Little Rock, Ark., and parts of
New England that were not tradition-
al dance markets. And with the in-
creasing ethnic diversity of the U.S,,
Moelis says, “You're going to see
more than that. A year from now,
you'll see it happening in North Da-
kota and South Dakota and other
places you wouldn't associate with
dance music.”

When WHXT (Hot 99.9) Allen-
town, Pa., PD Jim Schaeffer turned
on his top 40/dance station last year,
he had already had some success
playing some black and dance music
for a region that was not used to it at
top 40 WPXR Davenport, Iowa. So al-
though his current market is 97% An-
glo, Schaeffer says, “All the research
we did showed that an overwhelming
majority of the population liked
dance music.”

Among some of the unlikely small-
market records played on WHXT in
recent months: Timmy Tee’s “Time
After Time,” K-Yze’s “Stomp,”
Suave’s “Crying Over You,” and
Yvonne’s “There’s A Party Going
On,” which Schaeffer says was his
No. 1 research record for eight con-
secutive weeks.

WBSS (Boss 97) Vineland, N.J,,
goes beyond that. It has been playing
George Lamond’s current “Bad Of
The Heart” since the first time it was
out under the name Loose Touch.
Other titles on the station include
Shana’s “You Can’t Get Away,” Fas-
cination’s ‘“Remember,” Bettina’s
“Destiny,” and & More’s “Materialis-
tic Girl.” Although some of those in-
die-label records have had trouble
garnering airplay even at other dance
outlets, PD Nick Giorno calls them
“records that typify the sound of the
station.”

Boss 97, which switched to top 40/
dance in September 1987, has the ad-
vantage of some Hispanic listeners in

Big Impact In Small Markets

the highly agricultural South Jersey
area as well as coverage in Atlantic
City and Camden, N.J., which have
more black listeners. Giorno says
that Vineland’s status as “the His-
panic capital of New Jersey” made
the format possible, but also cites a
strong ‘“white female 12-34 audi-
ence.”

Most of the markets surveyed have
no ethnic weighting in Arbitron, ei-
ther because the ratings service sur-
veys them as condensed markets, or
because the black and Hispanic popu-
lations are negligible. PDs at many of
the stations surveyed for this article
were unable to cite ethnic composi-
tion for either their stations or their
markets, frequently because Arbi-
tron did not publish those figures.

Hartford, where WKSS (Kiss 95.7)
recently returned to top 40/dance, is
one of those markets whose ethnic
composition is not even listed by Ar-
bitron. While top 40 WTIC-FM has
long leaned urban, the market has
not previously been associated with
records like “Remember” (No. 12 on
WKSS this week) or “Counting The
Days” by Joey Kid. The audience for
those records, says PD Jefferson
Ward, is “whitebread America. They
love those songs. This market defi-
nitely supports music like that. All
you have to do is go to a nightclub
and see what's there.”

Ward says he took WKSS back to-
ward top 40/dance last fall after an
attempt at mainstream top 40 be-
cause “every time we played a mass-
appeal record, [format rival] WTIC-
FM would shadow us, and didn’t al-
low us to carve a niche. After this
went on for seven months, we decid-
ed that the way to get our own terri-
tory was to take it into a territory
where WTIC-FM could not follow
us.”

Some stations have switched to
dance in unlikely markets because
their PDs have seen the success of
top 40/dance in larger, more ethnical-
ly diverse markets in their region. As
far back as the early-'80s, short-lived
attempts to clone WXKS-FM (Kiss
108) Boston popped up in places like
Bangor, Maine, and New London,
Conn. And WBBM-FM (B96) Chica-
g0’s success has spurred dance-lean-
ing stations in nearby Waukegan and

(Continued on page 16)
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40 Stations Go Dark In Last Six Months;
Briggs KJLH PD; Mojo Electrifies Again?

SIX MONTHS AGO, there were
9,253 commercial radio stations on
the air and 116 silent radio stations.
Now, with radio’s post-boom shake-
out period seemingly in full effect,
there are only 9,202 commercial sta-
tions, and 156 stations are dark.
That’s three times the number of
commercial classical outlets nation-
wide; it’s four times the number of
"jazz and/or adult alternative outlets.

That's one of the findings in a for-
mat census conducted by D.C.-based
newsletter the M Street Journal (703-
684-3622) and published in its recently
released annual radio directory (Bill-
board, April 21). But the total number
of U.S. stations is up from 10,764 to
10,897 due to an almost 200-station
rise in noncommercial outlets.

In terms of station count, country
remains the biggest commercial for-
mat (2,451 outlets), followed by AC
(2,104), top 40 (down 951-892), and reli-
gious (707). Counts on other major
formats: adult standards (332-361); al-
bum/classic/modern rock (365-382);
easy listening (328-294); N/T (308
360); and urban (284-298). The biggest
noncommercial format, incidentally,
is no format. 374 of the 1,695 public
stations are bloc programmed. Reli-
gion is the second largest such for-
mat with 330 stations.

PROGRAMMING: MORE LED-BASED STUNTS

It was inevitable that some other
rock station would try the “All-Led
Zeppelin” stunt that Great American
used to launch its WXTB Tampa,
Fla., last January. The punchline is
that somebody is now trying it
against a Great American station. By
the time you read this, WMGG Co-
lumbus, Ohio will have moved from
classic rock to a more current posture
billed as “Real Rock & Roll.” Mean-
while, after a similar stunt, an all-Ja-
net Jackson/Madonna week, G-A’s
KROY Sacramento, Calif., became
top 40/dance Hot 97. KROY, which
started leaning dance when PD Jeff
McCartney arrived, adds Kidd Kelly
from KOY-FM Phoenix to nights;
he’ll be known as Jack Rabbitt.

Several weeks after he joined ur-
ban KJLH Los Angeles as PD, Mar-
co Spoon has been given the OM ti-
tle. APD/MD Lynn Briggs is now
PD and will oversee the airstaff as
well as maintain her MD duties.
Geno Jones, who worked with Spoon
at WBMX Chicago (now WVAZ), is
KJLH’s new morning man, coming
from WAMO Pittsburgh.

After two years at top 40 WGRD
Grand Rapids, Mich., Greg Cassidy is
the new PD at dance-leaning WLUM
(Hot 102) Milwaukee . .. Easy KJQY
San Diego has become soft AC Sun-
ny 103.7 under the Cody-Leach con-
sultancy ... Bill Conway, last PD at
country KRPM Seattle, is the new
OM at KBRD Seattle, replacing Mi-
chael O’Bryan ... Onetime KSTP
Minneapolis PD Doug Silver, most
recently a part-timer at WLW Cincin-
nati, is the new PD at AC rival
WKRC, reporting to OM Gary King.

WCOL Columbus, Ohio goes from
adult standards to Satellite Music
Network’s Pure Gold format under
PD John LaPolla, who was also with
the station during its first run at old-
ies in the early '80s ... After a go at

uptempo '80s-based AC, KAMJ (Mag-
ic 101) Phoenix is now the more main-
stream KMXX (Mix 101). PD Tom
Gilligan and the entire staff remain
in place. The KAMJ calls go to
Sports-N/T AM KPMX, which main-
tains its format and staff.

Pat Gillan, PD of top 40 WTFX
(The Fox) Madison, Wis., for the last
nine months, is upped to group PD
for parent company Joyner Commu-
nications. Also, KOOL-FM Phoenix
PD B.J. Hunter is now working with
Adams Communications sister out-
lets in San Diego, San Antonio, Tex-
as, Grand Rapids, Mich., and Seattle.

Former KIVA Albuquerque, N.M,,
GM/PD Howard Johnson is back in

by Sean Ross with
Craig Rosen & Phyllis Stark

action as VP/GM of oldies WLZT
Charleston, W. Va.; Dick Findley
stays on as GSM. Meanwhile,
WLZT'’s religious AM WXIT has
picked up Satellite Music Network’s
Z-Rock ... Dan O’Brian is the new
PD at country WIRK West Palm
Beach, Fla.; he will remain MD.
After several years in mortal com-
bat with AC rival WMYI (MY102)
Greenville, S.C., WFBC-FM (B93.7)
has switched to oldies. PD Steve
Chris remains, as does the entire
staff .. . KAZY Denver morning man
Harry Reynolds returns to album
KOZZ Reno, Nev., as PD/p.m. driver
replacing Larry Snider, now at
KLPX Tucson, Ariz. ... AC WSBM

. Florence, Ala., has gone urban under

PD Tim Turner ... WTHT Portland,
Maine, PD Ken Benson is the new
PD at top 40 WRQN Toledo, Ohio.

There is a format swap of sorts in
Boise, Idaho, where country KIZN-
FM has become AC KZMG (Magic
93) and top 40 KIYS has picked up
the KIZN calls and format. PD of the
new KIZN is Bill Bailey from the
late Braiker Radio Services. The new
KIZN also picks up morning man
Straight Arrow from the old KIZN.
Meanwhile, Wes Davis, OM of classic
rock KDFX Boise is the new PD at
KZMG; KDFX PD Mike Callahan
has replaced him. KZMG morning
man Scott Norman is also a Braiker
refugee.

KTMJ Tyler, Texas, signs on with
soft AC under owner/GM Rick
Reynolds and PD/midday man Bob-
by Bell, last PD of country rival
KNUE. Other staffers include veter-
ans Jimmy Rabbitt & Larry Brooks
in mornings; Paul Kaiser, p.m. drive;
Kenny Smith (from crosstown AC
KTYL), nights; and Brian Boatman
(crosstown KTBB) nights. Lee Ran-
dall will consult.

PEOPLE: TRIAL BY MORNING SHOW
On Saturday, May 5, Morning Zoo
partner Brian Wilson, who had been

rumored to be leaving WHTZ (Z100)
New York for five months, told the
New York Daily News that he would
be leaving as soon as Z100 could find
a replacement or on July 31, whichev-
er came first. Wilson told the News,
“Morale here is at an all-time low . ..
Everything [in the morning show] is
predictable and that’s the way the
station wants it.”

Monday morning, when the Zoo re-
turned, it did so with only John Rio/
Mr. Leonard, and Patti Steele. The
next day Leonard was joined by
Adam Curry. (Leonard received a
call from ex-Zookeeper Scott Shan-
non asking if this is what the Zoo had
been reduced to. Mr. Leonard asked
Shannon if this meant he wanted his
old job back.) Wednesday morning,
Ross Brittain and the remainder of
the Zoo staff were back on the air,
minus Wilson. Despite the July 31
date, Z100 says Wilson had not re-
upped, as generally believed, in Janu-
ary, and is gone now.

Meanwhile, at press time, WAVA
Washington, D.C., morning team
Don Geronimo & Michael O’Meara
were suspended indefinitely after an
extended on-air rant spurred by a
Washington Post story about their
bad winter book. At one point, the
pair began shouting “Screw all of
you!” which they later said was di-
rected ““to all our critics.” And at
WPLJ New York, morning partner
Linda Energy is out. For the time be-
ing, Rusty Humphries, director of
TM Radio Comedy Services, is part-
nered with Archer Duseblon.

After several weeks as acting MD,
Mike Martin gets that job officially
at KIIS Los Angeles ... At urban
KKBT Los Angeles, Mucho Morales
goes from part-time to evenings.
Frankie Ross moves to the late night
Quiet Storm-type show; Ferrari goes
to overnights ... KGB San Diego
night jock/metal show host Brian
Schock replaces Michael Davis as
the MD at album KNAC Los Ange-
les.

At press time, the contract for this
one had not been signed yet, but De-
troit urban veteran The Electrifyin’
Mojo, after several years off the air,
was reportedly headed to that mar-
ket's WMXD for nights. Mojo came
to prominence in the early '80s for his
unusual mix of black music and rock
(i.e., George Clinton into Bad Compa-
ny).
After 1!/, years in the MD slot at
top 40 WLOL Minneapolis, P.J. Ol-
sen is out. OM Gregg Swedberg and
PD Greg Strassell will split her du-
ties for now . .. Todd Cavanah is the
new MD/midday person at top 40/
dance WBBM-FM (B9%6) Chicago, re-
placing Paul Donovan. Cavanah
most recently worked for Elektra
Records and did weekends on B96.
Elsewhere in Chicago, former WVAZ
newsman Mike Hudson is now host-
ing the Quiet Storm on urban WGCI-
FM, replacing Coco Cortez.

Condolences to B9 on the May 5
death of 44-year-old overnighter Lar-
ry Martin of complications due to
pancreatitis. Also to those close to
ML Media prineipal and former ABC
Ine., president/COO Elton Rule who
died of cancer on the 