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CEMA Promises No Deals With Clubs
EMI Cuts BMG Tie; Columbia House Next

l BY SUSAN NUNZIATA

NEW YORK—The CEMA family
of labels, responding to retailers’
complaints about what they see as
unfair competition from record
clubs, plans to let its club deals ex-
pire without renewing them. One
CEMA label, EMI Records, has al-
ready ended its club agreement
with BMG Direct Marketing and at
vear’s end will let its agreement
with Columbia House lapse.

While no other label besides Gef-
fen (Billboard, April 6) has actual-
ly cut off the clubs’ access to rep-

Sticky Business
Or No, GN'R’s
Orders At 4 Mil

B BY CHRIS MORRIS
and ED CHRISTMAN

LOS ANGELES—Despite the fact
that two of the country’s largest
mass merchandisers, K mart and
Wal-Mart, have decided not to carry
the new Guns N’ Roses albums, Gef-
fen Records has racked up advance
orders totaling 4 million units for
“Use Your Illusion I and “Use Your
Nlusion I1.”

Responding to other retailers’ jit-
ters, Geffen has yanked a sharply
worded lyric advisory sticker off of
the albums and will replace it with a
less abrasive version, although the

(Continued on page 80)

IN RADIO NEWS

Canadian Radio-Rule
Changes Alter FM Map

ertoire, rumblings are still being
heard at other record companies,
six months after club policies be-
came a major industry issue.
Many retailers are continuing to
protest club policies to the labels,
and one chain, National Record
Mart, will try to enlist others in a

possible legal action against the
clubs at the upcoming retailers
conference of the National Assn.
of Recording Merchandisers.
Even if they decline to join NRM
in such an action, the retailers will
be tested in the months ahead by
(Continued on page 83)

12-Inch Single Fading Fast As
CD-5 Makes Digital Display

H BY CRAIG ROSEN

LOS ANGELES—The 12-inch single
appears to be fading as the CD-5
takes over the maxisingle market.
WEA president Henry Droz says the
future of the 12-inch single is “doubt-
ful,” and representatives at most la-
bels concur with his assessment.

Some labels, however, still support
the 12-inch and are just testing the
CD-5 waters.

“From our viewpoint, the CD-5
continues to grow every month,”
Droz says. “It appears that it will be
the definitive maxisingle configura-
tion. Vinyl continues to slide every

(Continued on page 12)

Brit Indies: A Rough Trade
Gets Slicker, Smarter With Age

# BY JEFF CLARK-MEADS

LONDON—British independent la-
bels, one of the world’s greatest
sources of international talent, have
evolved over the last
20 vears from a chaot-
ic group of semi-ama-
teurs into a credible
professional enter-
prise boasting such
current hit makers as
Jesus Jones, the
Charlatans, Happy
Mondays, and the
Blur. Nevertheless, the Brits have
suffered some bitter losses along
the way.

Not only have dozens of indie la-

seven years, all of the U.K.'s front-
line indie distributors—the arteries
for the sector’s lifeblood—have ei-
ther temporarily or permanently
suspended operations. Industry ob-
servers note that the
recession and the vol-
atility of the singles
charts have taken
their toll; but when
those actively in-
volved in the indie
production process
are asked, they will
give vou a forthright
British response: “We've never been
better, mate.”

Superficially, British indies are a
ragtag bundle of calculated anarchy
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Rap Rates With
Adults, Say
Radio, Retail

& BY JANINE McADAMS
and DEBORAH RUSSELL

NEW YORK—Widely held as-
sumptions about who constitutes
rap music’s primary audience are
being shattered nowadays, as ra-
dio programmers and retailers are
confronting evidence—through
ratings and sales—that many
adults are just as enthusiastic
about rap as teens.

The demographics-of-rap issue
has sparked heated debate, partic-
ularly between label promotion

(Continued on page 91)
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platinum albums, Metal's master determines the fate
of the "90's with his new album and title track,

Turning over a new leaf. ..
and setting it on fire.

Check out the Special Collectors
Edition cassette single, “No More Tearc”
Don't miss Ozzy on tour this fal .

Ozzy tells all in his new home video,
“Dont Blame Me"—a personal, candid, and
scandalous look at Ozzy’s entire career.
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THEY GOT THEIR MTV AWARDS . ..

R.E.M. may have lost its religion—but it got a slew of statuettes in ex-
change at the MTV Video Music Awards, Sept. 5 in Los Angeles. Melinda
Newman made the scene and returns with a complete wrapup of win-
ners (this page) and winning moments from the live show (page 49). And
for a glimpse of the goings-on, eyeball page 50.

HEAVY D. & THE BOYZ MAKE SOME NOIZE

No lightweights on the R&B scene, Heavy D. & the Boyz are taking a
“Peaceful Journey” into the spotlight once again. Havelock Neison talks
with Heavy D. about the new album, while Janine McAdams gets the
fowdown on group member D.J. Eddie F.'s production moves. Page 29

NOTES FROM MUSICLAND’S MEET

The Musicland Group celebrated its status as a survivor during the re-
cent recessionary times at the company's convention in Minneapolis. Ed
Christman was there. Page 51

TAKING THE GLOBAL MUSIC PULSE

This week marks the debut of an exciting weekly feature, Global Music
Pulse, edited by David Sinclair with dispatches from Billboard's interna-
tional bureaus, covering the latest developments in planet beat on ali

New Regs Redraw Ganadian FM Map
Stations Changing Formats In Response

B BY LARRY LeBLANC

TORONTO—Canadian radio pro-
grammers and record companies are
now gauging the impact of wide-
ranging regulatory measures from
the Canadian Radio-television and
Telecommunications Commission,
which came into effect Sept. 1.

Under the new CRTC policies, in-
tended to streamline Canadian FM,
the most visible difference is that the
distinctions among what are consid-
ered AC, top 40, album rock, and clas-
sic rock formats have lessened on the
FM band.

“What’s coming together is a blur-
ring of formats,” says Ross Davies,
PD of CHUM-FM Toronto. “A lot of
stations are going to start cloning
each other, so you're going to get
more duplication and stations jump-
ing on bandwagons and off bandwag-
ons.”

“It has pretty much made AC sta-
tions sound the same,” says consul-
tant Pat Bohn, president of Bohn &
Associates Media in Vancouver, Brit-
ish Columbia. “It has made CHFI-FM
sound closer to CHUM-FM [Toronto],
and CKKS-FM [Vancouver] sound
closer to CFMI-FM, and CKRA-FM
sound closer to CIRK-FM [Edmon-
ton, Alberta).

The most-talked-about station re-
alignment Sept. 1 was CKFM-FM To-
ronto. Boxed by soft AC CHFI-FM on
one side and album rock CHUM-FM,
the Standard Broadcasting FM flag-
ship switched from AC to a top 40

presentation, “The Mix, 99.9,” stress-
ing music by. such artists as Bob
Seger, Bruce Springsteen, R.E.M,,
Prince, and Michael Bolton. “There
was a perceived need for a station
that isn’t quite as narrow as we were
or anyone else is,” says Gary Slaight,
president of Standard Radio Inc. and
VP/GM of CKFM-FM. “We think
this format is going to give CHUM-
FM a run for the money.”

Slaight notes the revised CRTC

policy alone made the switch to a
harder music policy possible. “We
couldn’t have done this beforehand,”
he says. “We would have been step-
ping over the bounds of hard-soft
[music categories]. We couldn’t play a
whole lot of Springsteen before; now
we've got 20 tracks in there and we
got rid of the light AC stuff, the Lio-
nel Richies. [The harder sound] also
helps us with our [Canadian content],

(Continued on page 88)

@ BY BILL HOLLAND

SAN FRANCISCO—FCC commis-
sioner Sherrie Marshall caused seis-
mic tremors with her first-day re-
marks here at the National Assn. of
Broadcasters’ Radio 91 by making
it clear to radio station owners that
the FCC has no plans to impede the
development of satellite digital ra-
dio services or to place terrestrial
radio in a favored position in the
race to bring digital audio to the
public.

Marshall, appointed by President
Bush in 1989, gave the standard
FCC line that the commission will
always see a future for traditional

FCC Doesn’t Plan To Hinder
Satellite Radio Development

“free” broadcasting and that its “lo-
calism” aspects are a vital part of
the radio landscape. But she made
it clear that the future is open to all.
She complimented the industry
“for responding positively to the
digital command” rather than try-
ing to stall audio advances, but add-
ed that the commission’s commit-
ment to localism “will not likely
yield an FCC policy for suppress-
ing” the onrush of new competitors.
She put the arm-wrestling con-
test this way: “We will try to arm
broadeasters, but we will not dis-
arm the satellite people.”
Marshall also said that satellite
(Continued on page 90)

Major Video Boosts Consolidation Moves
Plans To Buy Distribution Rival Video Trend

BBY JIM McCULLAUGH

LOS ANGELES—Consolidation has
hit the ranks of independent video
wholesalers once again, as Indianapo-
lis-based Major Video Concepts has
agreed in principle to buy the as-
sets—including subsidiary U.S. La-
ser—of rival distributor Video Trend
of Des Plaines, Ill.

Once the new deal is completed,
the Major/Video Trend entity will
have a market share of about 14%-
15%, according to industry observers,
placing it in a rough tie for second

with LaVergne, Tenn.-based Ingram.
Commtron, the country’s largest vid-
eo wholesaler, claims about 15%-20%
of the market.

“I think we’ll be neck and neck in
terms of market share,” says Ingram
sales VP Fran Salamon.

Major and Video Trend had at-
tempted a merger at the end of 1989,
but abruptly called it off in March
1990, citing a failure to work out “cer-
tain details” (Billboard, March 10,
1990).

Major Video Concepts is a subsid-
iary of Lacy Distribution Inc., while

8 BY MELINDA NEWMAN

R.E.M., Isaak, C&C Factory
In Spotlight At MTV Awards

ings, was down from last year’s rec-
ord high 9.1.
However, MTV officials were

LOS ANGELES—It was a night

seven continents and every island and atoll in between. Page 71
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for the record books as REM.’s
“Losing My Religion” snared six
trophies, including video of the
year, at the eighth annual MTV
Video Music Awards here Sept. 5.

That topped the old record of five
awards given to a video. Both Peter
Gabriel’s “Sledgehammer” and
Herbie Hancock’s ‘‘Rockit” won
that number in past years.

The show, broadcast in more
than 140 countries, garnered a 7.2
rating stateside with a 13.2 share.
The rating, which reflects a combi-
nation of the MTV and VH-1 rat-

still thrilled with the numbers, giv-
en the extremely stiff competition
the show faced, including the Jim-
my Connors-Paul Haarhuis U.S.
Open match on CBS and ABC'’s live
town meeting with Mikhail Gorba-
chev and Boris Yeltsin.

“A lot of years we have no com-
petition, this year we had a lot,”
says MTV Networks executive VP
Marshall Cohen. “It was a fantastic
show. I'm speculating that the com-
petition took some viewers, but we
do this show for a variety of rea-

(Continued on page 49)

Video Trend’s parent is Chas. Levy
Co.

Principals of both Major Video and
Video Trend, including Walt Wise-
man, president of Major Video, were
unavailable for comment, but a repre-
sentative for Major confirms that an
agreement in principle has been
reached.

“The only overlap in branches is
Florida, and I expect there will be a
consolidation there,” says one major
home video studio executive analyz-
ing the deal. “That’s one of the keys
to this deal.

“It also turns Major Video from a
very strong regional distributor into
more of a national distributor over-
night.”

Says another studio supplier: “It’s
a good marriage. And from Major's
perspective, it also makes sense to
pick up the laser business. That's a
growing segment.

“T also view this deal as a continua-
tion from the original merger discus-
sions,” he continues. “And this is not
the end of it. You're going to see even
more consolidation among distribu-
tors in the future.”

Major Video has branches in Co-
lumbus, Ohio; Birmingham, Ala.; Co-
lumbia, S.C.; Charlotte, N.C.; Rich-
mond, Va.; Nashville; and St. Peters-
burg, Fla., along with its corporate
headquarters in Indianapolis.

Aside from its corporate headquar-
ters in Des Plaines, Video Trend has
branches in Seattle; Foster City,
Calif.; Sacramento, Calif.; Tampa,
Fla; Salt Lake City; Rosemont, Ill.;
and Detroit.
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An Important Change In Distribution

Contract Formalization Reflects Sony Influence

B BY DEBORAH RUSSELL

LOS ANGELES—New York-based
Important Record Distributors is
streamlining its accounting and pay-
ment systems, offering its labels a
type of formal distribution contract
generally associated with the major-
label branch systems.

The move comes 16 months after
Sony Distribution (then CBS) pur-
chased a 50% stake in the indepen-
dent distributor (Billboard, May 12,
1990). The move to formalize systems
and offer written contracts to labels
is a manifestation of Sony’s influence
on IRD’s business philosophy, says
IRD president Barry Kobrin.

“Sony wants a return on its invest-
ment; they have to,” Kobrin says.
“Important is independent and we’ll
always be independent, but we're
able to sit down with Sony and learn
more about their business philoso-
phy. As creative as we are in a prod-
uct-knowledge world, Sony is more
creative in a business-knowledge
world.”

A summary of the national distri-
bution proposal IRD is offering to its
labels reflects a type of consignment
deal. IRD would pay labels from in-
voices for units actually sold to retail-
ers, as opposed to paying for those
units based on the distributor’s origi-
nal purchase order with the label. An
element of the agreement offers la-
bels detailed sales reports generated
by the Sony computer system.

Terms of the proposal call for IRD
to pay the labels 75% of net billing for
records sold, in effect, charging a

25% distribution fee to cover its costs
of business. The clause is negotiable,
says IRD’s director of purchasing,
Alan Becker, depending on the level
of volume each label does with the
distributor.

IRD would pay labels 90 days after
the end of each month and would
keep a 25% reserve each month to be
liquidated in nine months, according
to the proposed agreement. The dis-
tributor would refurbish inventory
returns at a cost to the label of 2% of
net billing, and the label would pay
all costs of freight, including the

costs of shipping to and from IRD’s
warehouse.

IRD has sent the proposal to a
number of its labels, and Becker says
he is just beginning to negotiate indi-
vidual deals within the framework of
its terms.

“It's very similar to a major-label
distribution deal,” says Doug Keogh,
VP/GM of New York-based Road-
runner Records, owner of the Impor-
tant-distributed Roadracer, RC,
Emergo, and Third Mind imprints.
“They're taking advantage of the

(Continued on page 90)

B BY STEVE McCLURE

TOKYO—The value of Japanese
prerecorded music production was
up 11.9% in the first half of this
year, while unit production rose
17.3% compared with the first six
months of 1990, according to fig-
ures just released by the Japan
Phonograph Record Assn.

Fueling that growth was a solid
gain by CDs, which overwhelming-
ly dominate the Japanese market,
more than offsetting a significant
decline in the popularity of analog
cassettes and the almost total ex-
tinction of vinyl.

CD Surge Helps Increase
Value Of Japanese Music

CD single units rose 39% to 42.34
million and a value of $187.37 mil-
lion; CD albums went up 29% to 95.5
million units and $1.14 billion, while
audiotapes lost 16% of volume at
22.27 million units worth $170.2 mil-
lion. Vinyl discs lost 73% of volume
to finish at 447,000 units worth
$4.32 million.

Besides Japan’s healthy econo-
my, which as of August was in its
57th consecutive month of expan-
sion, market observers credit the
record industry’s solid performance
to increasingly widespread accep-
tance of CDs.

(Continued on page 88)

Kid Rhino, Hanna-Barhera Ink Yabba-Dabba Deal
Label To Offer Albums Featuring Animated Characters

B BY MELINDA NEWMAN

NEW YORK—Kid Rhino, the chil-
dren’s label launched by Rhino-
Records in April, has signed a mar-
keting and distribution deal with
Hanna-Barbera Productions.
Under the audio-only deal, Kid
Rhino will release about four rec-
ords a year using Hanna-Barbera
characters, including the Flint-
stones, the Jetsons, and Yogi Bear,
according to Mary Mueller, direc-
tor of sales and marketing for Kid

Rhino. The product will be distrib-
uted by CEMA.

The first release, scheduled for
October, is ‘“‘Hanna-Barbera’s
Christmas Sing-A-Long.” The 12-
cut recording, hosted by Bill Han-
na and Joe Barbera, will feature
several of their best-known char-
acters singing traditional holiday
tunes such as ‘“Deck The Halls”
and ‘“Jingle Bells.”

Hanna-Barbara briefly had its
own record label in the '60s, but
this marks the first time it has had

NEW YORK—Gaylord Entertain-
ment Co., owner of the Grand Ole
Opry and other Nashville institu-
tions, plans to go public.

Although no date or price has
been set, Gaylord expects to sell 9
million shares of stock in an initial
public offering.

The Nashville-based company
says it will use the proceeds to re-
pay bank debt.

E.W. Wendell, president and
chief executive of Opryland USA
Ine., will serve as president and
CEO of Gaylord Entertainment, a
newly formed corporation that in-
cludes Opryland USA, Cencom Ca-

Gaylord Opening Grand Ole
Opry Stocks To Puhlic

ble Television Inc., and Gaylord
Broadcasting Co. Some of the
properties owned by these compa-
nies are TNN: The Nashville Net-
work, Country Music Television,
the Grand Ole Opry, Opryland
Park and Hotel, four independent
television stations and three radio
stations, and cable TV systems in
southern California.

The company’s press release
says that ‘““all management and
employees of the companies will
be retained.”

First Boston will be the lead un-
derwriter for the offering of 7.65

(Continued on page 78)

major-label distribution.

“We’ve been impressed by Rhino
Records’ aggressive and innova-
tive marketing style,” said Jack
Morrow, senior VP/GM of licens-
ing for Hanna-Barbera Produc-
tions, in a prepared statement.
“They share our view that these
new tapes and CDs will be appeal-
ing to the audience who grew up
with the Hanna-Barbera charac-
ters, as well as the new generation
of Hanna-Barbera fans.”

Kid Rhino approached Hanna-
Barbera about striking a deal as
part of Rhino’s plan to build up the
children’s division. ‘““We want to do
a combination of licensing, such as
this deal and the one with Rabbit
Ears, as well as breaking new art-
ists,” says Mueller. “We want to
do some oldies stuff, too; there’s
are lots of voids in the market.

It is unclear how Hanna-Barbera’s
proposed sale to Turner Broadcast-
ing System or one of its other suitors
would affect the Kid Rhino deal (Bill-
board, Sept. 14). However, Mueller
says, “We believe Hanna-Barbera
will be honoring any agreement
made before the deal.” She says it
was common knowledge when Kid
Rhino made the deal with Hanna-Bar-
bera that the animation company was
looking for a buyer.

While Kid Rhino has no video
rights in the deal, Mueller says it will
work with Hanna-Barbera’s home
video unit on possible co-promotions.

No one at Hanna-Barbera was
available to comment on the deal.

He’s Got Spirit. MCA Entertainment Group Chairman Al Teller receives the *Spirit
of Life” award from the Music and Entertainment Industry Chapter of the City of
Hope at the charity’s Sept. 4 fund-raising gala. The gala exceeded the $2.5 million
fund-raising goal, raising more than $3 million. Shown, from left, are Zach Horowitz,
executive VP, MCA Music Entertainment Group and president of the Music and
Entertainment Industry Chapter of the City of Hope; Harold Berkman, president,
Music Express, and executive board member, Music and Entertainment Industry
Chapter; Bruce Hinton, president, MCA Records Nashville and Nashville chair for
the dinner; Teller; John Frankenheimer, executive board member, Music and
Entertainment Industry Chapter; Jerry Sharell, executive VP of entertainment and
marketing, Westwood One Companies, and executive board member, Music and
Entertainment Industry Chapter; and Bruce Resnikoff, senior VP of special markets
and products, MCA Records, and executive board member, Music and
Entertainment Industry Chapter. (See page 78).

EXECUTIVE TURNTABLE

RECORD COMPANIES. Mario Ruiz is promoted to VP of A&R and marketing, Lat-
in America, for EMI Music in Miami. He was A&R and marketing director,
Latin America, for Sony Music International in New York.

Island Records in New York promotes Brian Bacchus to VP of Antilles-
Records (Island’s jazz imprint), Judy Troilo to creative director of video for
Island, and Tina Dunn to manager of national video promotions for Island.
They were, respectively, director of A&R for Antilles, art director for Island,
and video promotions assistant for Island. Additionally, Michael Hacker is
named director of A&R for Island’s Great Jones label. He was national direc-

L

BACCHUS

RUIZ

tor of dance music and special products at Island.

JRS Records in Los Angeles appoints Pat Pipolo director of AC and country
radio and Nick Testa national director of CHR. They were, respectively, for-
mer VP of promotion at MCA Records, and VP at Alpha International.

Tod Elmore is promoted to national promotion manager/alternative music
division for Atlantic Records in New York. He was national college promotion
coordinator for the label.

Tom Starr is appointed Northwest regional promotion manager for SBK
Records in Seattle. He was Northwest regional promotion manager for Holly-
wood Records.

Rhino Records names Antone DeSantis Northeast sales and marketing
manager, based at CEMA Distribution’s New York branch in Hackensack,

r

ALEXANDER

o

MCDERMOTT

L

ELMORE

MULLEN

N.J. He was a sales representative for CEMA.

DISTRIBUTION. PolyGram Group Distribution in New York names David Alex-
ander director of urban sales development, Peter Mullen director of pop sales
development, and Jim McDermott director of alternative sales development.
They were, respectively, director of sales at Entertainment Network in Bos-
ton, national sales director at Island, and pop product development representa-
tive in the Northeast for PGD.

RELATED RELDS. Stephen Radosh is appointed VP of product development at
Philips Interactive Media of America in Los Angeles. He was head of develop-
ment at Pasetta Productions.

Gail Nord is named GM of Penny Lane Studios in New York. She was man-
ager of Soundtrack Studios.
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Springsteen Finds Settlement Suitable
Drops Counterclaim Against Batlin, Sutphin

W BY SUE EPSTEIN
and THOM DUFFY

FREEHOLD, N.J.—The settle-
ment by Bruce Springsteen of
suits brought by former road crew
members Michael Batlin and
Douglas Sutphin (Billboard, Sept.
14) also closes the book on a coun-
terclaim brought by the superstar,
who charged the two former em-
ployees with illegally obtaining
and selling copies of his musie.

The counterclaim was dropped
as part of the settlement an-
nounced Sept. 5 by Springsteen’s
attorneys, Peter Parcher and Ste-
phen Hays of New York, and Mark
Falk of Newark N.J., according to
Hays.

However, sources tell Billboard
the tapes and other material at is-
sue in the counterclaim have not
been recovered. It is understood
that Springsteen will not pursue
his claim against Batlin and Sut-
phin involving the material under

terms of the settlement.

That is one of the concerns left
publicly unresolved after the
closed-door settlement in the high-
ly publicized, four-year legal
match between Springsteen and
Batlin, of Ocean Township, N.J.,
and Sutphin, of Long Branch, N.J.

Terms of the settlement were
not announced, but sources quoted
by the Newark Star Ledger placed
the figure at $350,000 for both
plaintiffs. Batlin and Sutphin and
their attorney, Stephen Scheuler,
offered no comment on the settle-
ment.

Batlin and Sutphin sued Spring-
steen in August 1987, charging he
owed them thousands in overtime
for work on the ““Born In The
U.S.A.” tour and claiming he re-
neged on a verbal contract to offer
them additional compensation on a
level “‘slightly less’ than that of
the E Street Band members.

Although the case was closely
watched by the concert touring in-

Max Weinberg Drumming
Up Plans For Own Label

B BY THOM DUFFY

NEW YORK—Max Weinberg, the
former drummer for Bruce Spring-
steen’s E Street Band, is playing a
new beat as president of his own rec-
ord label, Hard Ticket Entertain-
ment, with distribution through
BMG.

In a high-profile move, the first sin-
gle from Hard Ticket is a song writ-
ten by Springsteen, “Summer On Sig-
nal Hill,” billed to Mighty Max &
Friends, an all-star lineup including
Jon Bon Jovi, Little Steven Van Zant,
Branford Marsalis, Benmont Tench
of Tom Petty’s Heartbreakers, the
Beach Boys, and the Orchestra of St.
Luke’s, with mixing by Bob Clear-
mountain. With all participants do-
nating their talents, proceeds from
the single will go to Big Brothers/
Big Sisters of America.

“Summer On Signal Hill” also will

be on Hard Ticket’s first album,
“Scene Of The Crime,” from Killer
Joe—a group formed by Weinberg,
longtime colleague Joe Delia on pi-
ano, and guitarist/vocalist Jimmy Vi-
vino, who also produced the set. The
album, which also features appear-
ances by Southside Johnny and Phoe-
be Snow, is set for Oct. & release.
Hard Ticket releases will be manu-
factured and marketed through Mu-
sicMasters, an Ocean, N.J.-based rec-
ord company that signed with BMG
Distribution last August, offering
primarily jazz and classical titles.
“The idea was we had the jazz and
classical titles and with the opportu-
nity BMG Distribution afforded, we
wanted the same level of quality in a
popular music vein,” says Jeffrey
Nissim, president of MusicMasters,
explaining how the Hard Ticket part-
nership came about.
(Continued on page 90)

Home Vid Boosts Paramount
But Theatrical Down In 3rd Qtr.

B BY DON JEFFREY

NEW YORK—Paramount Communi-
cations Inc. says that year-to-year
gains from home video helped give a
slight boost to entertainment operat-
ing profits in the third quarter.

The diversified company’s enter-
tainment division reports that operat-
ing income rose to $55.3 million in the
three months that ended July 31 from
$55.1 million in the same period last
year. Revenues from films, home vid-
eo, and television operations, mean-
while, fell 16.1% to $481.7 million
from $574.6 million last year.

Although the numbers for home
video were up, according to the com-
pany, sales and profits from theatri-
cal movie releases were down. “The
Naked Gun 2'/,: The Smell Of Fear”
was a big box-office hit in the quar-
ter, but its receipts fell far short of
those from last year’s blockbuster,

“Ghost.”

“Ghost” was Paramount Home
Video’s biggest U.S. rental hit in the
quarter, reaching No. 1 on Bill-
board’s Top Video Rentals chart. But
Paramount spokesman Carl Folta
says that home video showed overall
gains in the third quarter because of
the success of “Ghost,” “The Hunt
For Red October,” and “Another 48
Hours"” in foreign markets. In video
sales, “Star Trek V: The Final Fron-
tier’” was the company’s biggest
charter in the three-month period.

Keith Benjamin, securities analyst
with Ladenburg, Thalmann, says
that third-quarter results were “at
the low end of my expectations.” He
has revised downward his fourth-
quarter and fiscal-year projections to
97 cents and $1.30 a share, respective-
ly, from 99 cents and $1.45 previous-
ly.

(Continued on page 90)

dustry, it set no new labor-law pre-
cedent for payment to road-crew
employees. Springsteen’s attor-
neys acknowledged in March 1989
that Batlin and Sutphin were cov-
ered by overtime laws but argued
that the statute of limitations
made claims moot for all but the fi-
nal seven weeks of the “Born In
The U.S.A.” tour in 1985, two
years prior to the date they
brought suit.

Springsteen’s attorneys also
noted that Batlin and Sutphin
made between $40,000 and $50,000
per year as equipment technicians

(Continued on page 78)

Unforgettable Album. After her recent sold-out show at the Universal
Amphitheater in Los Angeles, Elektra recording artist Natalie Cole is presented
with a platinum plaque for “Unforgettable” (which has since gone double-
platinum). Shown, from left, are Dan Cleary, Cole’s manager; Elektra senior VP
Tommy LiPuma; Elektra chairman Bob Krasnow; Cole; and producers Andre
Fischer and David Foster.

HUSH’S “Roll The Bones” enters The Billboard 200
Top Albums chart at No. 3, instantly matching the
peak position of the band’s highest-charting album,
“Moving Pictures.”” The veteran hard-rock band
racked up six consecutive top 10 albums between
1980 and 1985, but missed the mark with its last two
studio releases, “Hold Your Fire,” which peaked at
No. 13 in 1987, and ‘‘Presto,” which stalled at No. 16
in late 1989.

The lackluster showing of “Presto” was especial-

first album for Atlantic
following a 15-year stint
with Mercury/Poly-
Gram. But the No. 3 de-
but of the band’s second
Atlantic release more
than compensates.
Fully half of the art-
ists in this week’s top 10

ly disappointing be-

cause it was the band’s
= = o
e rcE——

were stars in the ’70s.
Natalie Cole, whose
“Unforgettable” holds at No. 2, got her start in
1975; Rush first hit the album chart in 1974; Bonnie
Raitt, whose ‘“Luck Of The Draw’ dips to No. 4,
bowed in 1972; Bob Seger, whose ‘“The Fire Inside”
holds at No. 7, first hit the chart in 1969, and Van
Halen, whose “For Unlawful Carnal Knowledge”
dips to No. 8, broke through in 1978.

Two other acts in the top 10—Michael Bolton and
Metallica—first hit the chart in the first half of the
"80s, leaving just three spots in the top 10 for acts
that have debuted in the past seven years.

BUT A FEW new acts are breaking through.
“Naughty By Nature” enters The Billboard 200 at
No. 17. It's the highest entry for a debut album in
years, topping Color Me Badd’s “C.M.B.,” which
entered at No. 19 in August, and EMF’s “Schubert
Dip,” which bowed at No. 20 in June.

Naughty By Nature’s already-gold “O.P.P.”’ sin-
gle holds at No. 1 on the Hot Rap Singles chart,
climbs to No. 12 on the Hot R&B Singles chart, and
vaults from No. 61 to No. 42 in its third week on the
Hot 100.

And Color Me Badd’s “I Adore Mi Amor” jumps to
No. 1 on the Hot 100. The group’s debut single, “I
Wanna Sex You Up,” logged four weeks at No. 2 in
June.

FAST FACTS: Guns N’ Roses’ “Don’t Cry’’ enters
the Hot 100 at No. 76. It’s the follow-up to “You
Could Be Mine,” which peaked at No. 29 in August.
This single is likely to fare better, in part because
the anticipated through-the-roof sales of the about-
to-be-released ‘“Use Your Illusion I”” and “Use Your
Illusion IT"” will put pressure on pop programmers
to join the party.

Two other singles debut even higher on the Hot
100. Motley Crue’s “Primal Scream’” bows at No. 71.

by Paul Grein

Rush Rolls In At No. 3 As Vets Have Their Day:
Nice Debut For ‘Naughty’; GN’'R’s ‘Cry’ Blooms

It’s the first single from the group’s upcoming
greatest-hits set, “Decade Of Decadence.”

Roberta Flack with Maxi Priest’s “Set The Night
To Music” opens at No. 73. It’s Flack’s first single to
hit the Hot 100 since early 1984. The great Arif Mar-
din produced the Diane Warren song, which was a
top 10 AC hit in 1988 for Starship. Pop programmers
are likely to give Flack credit for sheer nerve and
flexibility for teaming up with the younger, hipper
Maxi Priest, who topped the Hot 100 last year with
“Close To You.” (It re-
minds us of when John-
ny Mathis teamed with
Deniece Williams in
1978 for the No. 1 “Too
Much, Too Little, Too
Late.”)

Stevie Nicks’ “Time-
space: Best Of Stevie
Nicks” enters The Bill-
board 200 at No. 30.
Nicks vied with Pat
Benatar as the best-sell-
ing female rocker of the early-to-mid-'80s. Her 1981
solo debut, “Bella Donna,” hit No. 1 and sold more
than 4 million copies. “Sometimes (It's A Bitch),”
the first single from “Timespace,” jumps to No. 66
in its third week on the Hot 100.

Richie Sambora’s “Stranger In This Town’ en-
ters at No. 36. Sambora has teamed with Jon Bon
Jovi and Desmond Child to write a slew of hits for
Bon Jovi (“Livin’ On A Prayer”) and Cher (‘‘We All
Sleep Alone”).

Rod Stewart’s “The Motown Song” jumps to No.
10 on the Hot 100. It’s Stewart’s 14th top 10 hit and
his fifth in less than three years. The hit was pro-
duced by Richard Perry, who, like Stewart, first
reached the top 10 in 1971. Stewart broke through
that year with “Maggie May”’; Perry emerged with
Barbra Streisand’s ‘“‘Stoney End.”

Bryan Adams’ ‘“(Everything I Do) I Do It For
You'’ becomes the first single to log eight weeks at
No. 1 on the Hot Adult Contemporary chart since Al
Stewart’s ‘“Time Passages’ clung to the top spot for
nine weeks in 1978-79.

Phyllis Hyman lands her first No. 1 R&B hit with
“Don’t Wanna Change The World.” The veteran
singer, who is signed to Philadelphia International/
Zoo, had previously landed just one top 10 R&B hit.
That was in 1981 on Arista.

Eddie Money’s “Heaven In The Back Seat’ leaps
from No. 92 to No. 75 in its second week on the Hot
100. It’s the spiritual follow-up to Money’s 1978 hit,
“Two Tickets To Paradise.”

WE GET LETTERS: Jamie K. Branson of Boston
notes that 3rd Bass’ “Pop Goes The Weasel” is only
the second top 40 hit to sample three previous chart
hits. It samples Peter Gabriel’s “Sledgehammer,”
Stevie Wonder’s ‘“You Haven’t Done Nothin,” and
the Who’s “Eminence Front.”

8
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The band that me '
returns with the alb

Emerging full-blown during the Summer of Love, Pracol Harum
captivated an entire generation with the incandescent “A Whiter
Shade of Pale.” That global No. 1 was the genesis of a body of

work of virtua y unparalleled passion a~d grace. Now, more than
two decades after Gary Brooker, Matthew Fisher, Keith Reid and
Robin Trower last made music together, Procol Harum is back. -

0%

i

Bill Graham Mana

“It may be a first: A great '60s band reunites, rerecords, and
emerges with both dignity and reputation fully intact. . . . It’s
[Matthew Fisher's] touch here — both on the Hammond org
and the cowriting of this album’s four best tracks — thrat'.“', :
this a genuine continuation of the U.K. group’s undervalu 0 4
legacy. And . . . singer Gary Brocker's voice still makes thé-':"‘
difference every time. Most of The .P'r(;_q?gél'"Stranger would have
sounded perfectly wonderful in 1969 — and in this case, that’s

a compliment.”
— Dave DiMartino, Entertainment Weekly

THE FIRST SINGLE AND VIDEO:
“THE TRUTH WON'T FADE AWAY"”
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Rock/Studio Action), Geoff Mayfield (Pop Albums),
Terri Rossi (R&B/Rap), Marc Zubatkin (Video)
Chart Production Manager: James Richliano

Asst. Chart Production Manager: Michael Cusson
Asst. Research Supervisor: Silvio Pietroluongo
Administrative Assistant: Paul Page

Chart Surveyors: David Runco
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Editorial

LET FREEDOM’S MUSIC RING IN U.S.S.R.

NO sooner had the old men of Communism been
foiled in their attempt to stage a putsch in the
Soviet Union than the sound of rock’n’roll was
once again heard in Red Square. Even as Presi-
dent Gorbachev was being brought back from
his three-day internment in the Crimea, a rock
band was entertaining the throngs of rejoicing
Soviet citizens from the steps of the Kremlin.

That image illustrates a truth that our indus-
try should take very seriously: The thirst for
freedom in the Soviet Union—which is now re-
drawing the lines of authority all over that vast
country—has long been reflected in its people’s
love of Western music.

Less than a decade after the 1917 Bolshevik
revolution, Western jazz bands were already
touring the U.S.S.R.—and by the late "20s, local
jazz bands were cropping up all over the Soviet
Union. Jazz had its ups and downs under the iron
fist of Stalin, but it never died out, and the tradi-
tion established by Soviet jazzmen of the '30s
and ’40s still flourishes in the work of such acts
as the Ganelin Trio and Leonid Chizhik.

Rock’n’roll began seeping through the walls
of the totalitarian state in the '60s and "70s, and
underground copies of Western recordings by

the Beatles, Led Zeppelin, Deep Purple, Carlos
Santana, Elton John, Pink Floyd, the Who, and
others circulated widely. Of equal importance,
the emblems of Western rock culture—blue
jeans, long hair, etc.—were favored by the youn-
ger set, who saw in them symbols of a relation-
ship with Western youth. Finally, indigenous So-
viet rock bands began to emerge, including
Aquarium, Zvuki Mu, Autograph, Kino, and
Televisor. Although not recognized by the offi-
cial musical establishment and unable to find re-
munerative gigs, they struggled on, using their
defiant music as a vehicle for lyrics often critical
of their repressive, stagnant society.

Amid the current confusion over the direction
of the Soviet Union, it is difficult to tell what will
happen to Soviet rock and jazz. But it is certain
that Western groups will continue to be popular
there—as evidenced by the enthusiastic recep-
tion two years ago for Russian concerts by Bon
Jovi, the Scorpions, and Skid Row.

Soviet citizens still don’t have much money to
buy music. The economic prognosis is bad and
rapidly turning worse. But the Western music
industry should recognize the courage of the So-
viet people in standing up for democracy and in

trying to convert their failed system to a market
economy. If there is any way that record compa-
nies and artists can ease the pain of that transi-
tion by providing access to Western music, it
would be an effort well worth making, not only
as a charitable act but as a way to prepare what
will eventually be a huge market for Western re-
cordings.

One idea that comes to mind is for a group of
artists to do a benefit concert in the West and
use the money raised to mount a tour of the Sovi-
et Union. Another is to ship less salable cutouts
to the U.S.S.R., charging Soviet record compa-
nies-only the cost of shipping. And, even if West-
ern labels are not yet ready to do business in the
Soviet Union, they can certainly send executives
on short sabbaticals to help advise that country’s
fledgling music industry. Not only would those
execs be spreading goodwill, but they would also
be gaining valuable experience for the future.

The Soviet people, of course, have many
things besides music to be concerned about, with
winter coming and food shortages looming. But,
just like us, they do not live on bread alone: They
need music to help keep their spirits up through
the grim months and years ahead.

POLITICALLY CORRECT?
The hysteria over Holly Dunn’s sin-
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gle (“Maybe I Mean Yes”) would be
comical, but it's getting increasing-
ly difficult to laugh at the self-ap-
pointed guardians of our “politically
correct” morality. Edward Morris,
in his Nashville Scene column (Bill-
board, Aug. 3), refers to the “darker
meaning” of Dunn’s song. Presum-
ably this pleasant, upbeat little tune
about an old-fashioned date is load-
ed with sinister horrors if we only
strain hard enough to hear them.
Morris concedes that “the song has
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yet to create a 2 Live Crew-level
firestorm,” as if Dunn’s song even
remotely compares with the filth
and vulgarity that permeated “As
Nasty As They Wanna Be.”

Continuing on with his fashion-
able intolerance, Morris shudders at
thoughts of paternalism and refer-
ences to females as “‘girls” (imagine
if we banned every song that con-
tained the word ‘‘girl”’) and con-
cludes by declaring “Maybe I Mean
Yes” to be traitorous to women. Yet
I find it difficult to imagine that
anything near a majority of women
would find this song offensive or
would interpret it the way Morris
and his politically correct allies
have.

Obviously Dunn didn’t interpret it
this way. This is simply a case of a
handful of militant feminists (who,
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as usual, have free access to the lib-
eral media) twisting the words of
this song out of context and then ex-
trapolating to create an issue where
none actually exists. Since feminists
are politically correct, they get what
they want, as opposed to Christian
or pro-family groups, which get
compared with Hitler or the Ayatol-
lah for even suggesting warning la-
bels on records.

Next time out, Dunn should re-
cord a song laced with obscenities,
blasphemy, and threats of revolu-

tion and violence. The video of the
song should contain simulated sex
scenes (of a variety of ‘“‘orienta-
tions”), bodily dismemberment, in-
verted crucifixes, and plenty of pen-
tagrams. Then it won’t get banned.
Tim Whitehead

Johnson City, Tenn.

Billboard’s country music editor,
Edward Morris, replies: Criticizing
Dunn’s ‘“Maybe I Mean Yes” had
less to do with political correctness
than it did with pointing out a tech-
nique of psychological conditioning.
If you say (or sing) a message
enough times, it gradually becomes
entrenched in the minds of those
who hear it. The more prettily pack-
aged a harmful concept is, the more
insidious and dangerous it becomes.
It doesn’t matter whether Dunn
meant to send a harmful message
about women’s ability to know and
speak their own minds; the fact is
that she did.

In spite of my complaints about
Dunn’s message, there was no sug-
gestion in my comments that her
song should be banned or labeled.
All I did was call it as I saw it.

TRAGEDY OF DOTTIE WEST

I am writing about Dottie West and
her death, which was a tragic loss to
the country music industry. I did not
personally know this great lady, but
many of my close friends did—there-
fore, I am indirectly affected by her
life and death.

As I watched the news and fol-
lowed the tragic events of her life for
the past year, it appalled me to see
how an industry supposedly based on
“family qualities” could literally turn
its back on one of its own.

With all of the millions of dollars
her so-called friends and people in the
industry have, why is it that a car and
driver could not have been arranged
for her transport to and from the
Opry? And why is it that a benefit
wasn’t thrown to help bail her out of
her Internal Revenue Service prob-
lems?

It broke my heart, and those of

many others, I'm sure, to see the
footage on the news of the auction of
her home and her cherished personal
possessions—and she had the cour-
age to be present!

She was a woman of incredible
strength and an inspiration to us all. I
only hope that, in the future, that
“family” would look after each other
and be more supportive and less
wrapped up in itself and stop to con-
sider those less fortunate.

I know what it’s like to be on the
receiving end of kind and generous
friends in times of need. But where
the *& #! were West's friends when
she needed them?

Lynda Emon
Nashvilie

BMI'S SPLIT DECISION
The article in the Aug. 31 issue about
the recent decision by Judge Joyce
Hens Green in the Washington, D.C.,
case between BMI and the cable in-
dustry is accurate in stating that
BMI “definitely triumphed” insofar
as BMI’s basic product, the blanket li-
cense, was upheld against an anti-
trust attack that would have effec-
tively ended BMI licensing of the ca-
ble industry. The court absolutely
and without qualification rejected the
cable industry’s attack, which took al-
most the entire trial, as to both cable
programmers and operators.
Whether the cable industry is also
entitled to claim “victory” because of
what the court said about split licens-
ing is a more complicated question.
The court found that BMI has never
insisted on split licensing as the only
licensing alternative and that BMI
had not violated its consent decree.
BMI has been attempting to get for
its composers and publishers their
fair share of cable monies, whether
on a split or through-to-the-viewer ba-
sis. The court saw BMI’s efforts to
maximize revenues as a “laudable”
goal, and said that, even if BMI
charged prices to the cable program-
mers far in excess of what it was
charging, this would be entirely law-
ful. The programmers, in turn, would
be free to pass these higher charges

on to the cable operators. It was only
if BMI insisted on licensing both the
operators and the programmers that
BMI would have violated its consent
decree, the court stated. I question
whether the cable industry can really
claim victory even about this narrow
aspect of the case. Since the real is-
sue for BMI has always been the size
of the payments, not the number of
checks it receives, the cable indus-
try’s “victory”’ on even this issue is
Pyrrhic at best.

One more thing about the national
cable industry proclamation of “vie-
tory”: Brenda Fox of the National
Cable Television Assn. is quoted as
saying that the court did not find
there are two public performances in-
volved when the cable programmers
transmit to operators who retransmit
to home viewers. Yet Fox concedes,
in the article, that the local operators
are publicly performing. And the
court ruled that Disney Channel and
Black Entertainment Television—
both programmers—were infringers.
In fact, the court specifically held
that cable programmers’ satellite
transmissions to cable operators are
public performances. Disney Channel
and BET, having no license for those
transmissions, were found liable at
the rate of $45,000 per song. Since 1)
it was conceded that operators public-
ly perform, and 2) Disney Channel
and BET were held to have publicly
performed, it seems obvious that
BMI, not the cable industry, won on
the “two performances” aspect of the
case as well.

- Edward W. Chapin
General Counsel

BMI

New York

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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Labels Seek Alternatives For 12-Inch Single Market

@ BY LARRY FLICK

NEW YORK—A recent WEA pro-
nouncement suggesting the compa-
ny plans to phase out commercial
12-inch singles (see story, page 1)
has provoked several major labels
to consider alternate methods of ac-
commodating sectors of the indus-
try that continue to rely on the for-
mat.

Atlantic plans to issue 12-inch
product through New York-based
dance indie Big Beat, an option that
will also be open to its associated la-
bels, Atco, East-West, and Inter-
scope.

Sources at Elektra, EMI, and
Capitol all note that similar plans
are being considered, but have not
been confirmed. They speculate
that Elektra has its recently signed
deal with Select as a possible ave-
nue, while EMI and Capitol can go
through the newly formed Slammin’
Records, a rap/urban label that
manufactures 12-inch singles
through Quark Records.

Meanwhile, Virgin, which had re-
turns estimated at 80%-90% on 12-

inch singles last year, has said it
will eventually discontinue commer-
cial 12-inch dance singles complete-
ly in favor of promo-only vinyl for
club DJs. In fact, Virgin has already
decided to stop pressing commercial
12-inch versions of rap and urban
singles.

Although sales of 12-inch singles
have declined dramatically over the
past two years, club DJs continue to
use the format almost exclusively in
programming music. Additionally,
dance music specialty stores and
other mom-and-pop outlets still sell
12-inch singles at a reasonably
healthy rate.

The future of 12-inch vinyl has
been the source of heated debate in
the dance music community since
the demise of the 7-inch single and
decrease of vinyl album production
in 1990. DJs have continually cited
flaws in CD equipment marketed to
clubs as a reason for not converting
to CDs. Majors have responded by
asserting that promotional vinyl
will be available to DJs indefinitely.

“Until there is CD equipment that
the majority of DJs are comfortable

with, we will always press 12-inch
vinyl for clubs,” says Craig Kostich,
VP of contemporary music at
Warner Bros. “They’re reluctant to
make the change, and I can’t blame
them at this point. We would be cut-
ting off potential profits by not ac-
commodating club DJs. The expo-
sure they provide is often vital to
breaking a lot of our acts.”

Joey Carvello, senior director of
dance music and crossover projects
at Atlantic, agrees.

“A lot of the major crossover ra-
dio stations in this country add
dance and rap records based on 12-
inch sales research and club activi-
ty,” he says. “This label needs to
stay in the 12-inch singles business,
and Big Beat will make that hap-

”

pen.

YEAR-OLD PLAN

Carvello says Atlantic signed a
P&D deal with Big Beat two months
ago with an eye toward eventually
issuing all of its 12-inch dance prod-
uct through the small label. He
notes that Atlantic has actually
been developing this idea for over a

year now, citing a one-off experi-
ment earlier this year with a single
by German dance artist Qoscha that
was released through Quark Rec-
ords.

One of the primary benefits for a
major releasing 12-inch singles
through an indie is that indies have
traditionally nurtured stronger re-
lationships with smaller specialty
stores. “They speak the same lan-
guage, which can help keep majors
prominent at a street level,” says
Carvello.

It is also cheaper for a major to
put out 12-inch vinyl through an in-
die. “These kinds of deals usually
involve the indie absorbing a decent
portion of the manufacturing
costs,” says Curtis Urbina, presi-
dent of both Quark and Slammin’.

Urbina also notes that there is lit-
tle risk for a major in releasing 12-
inch vinyl through an indie. “We
don’t press as many singles, so
there’s less of a return factor. Also,
they retain full rights over CD and
cassette formats, which is where
they see their real money coming
from.”

12-INCH SINGLE FADING FAST AS CD-5 MAKES DIGITAL DISPLAY

(Continued from page 1)

month. It’s still an important configu-
ration in certain areas of the country,
but it’s declining rapidly. At some
point in 1992, the 12-inch will suffer
the same fate as the vinyl LP.”

While Droz declines to confirm ru-
mors that WEA will eventually insti-
tute a ‘“no returns” policy on 12-inch
singles, he admits that the return
rate is “higher than we want it to be”
and the rate on CD-5s is “definitely
not high.”

If WEA does move out of the 12-
inch single business, it will likely af-
fect others, even labels that still are
committed to the 12-inch. “We go
with retailers,” says MCA VP of
sales Harold Sulman. “If the retailers
stop carrying vinyl completely, we
have no option. So if WEA is to really
do it, that will start the ball rolling,
and other people will join them.”

One source says the WEA-distrib-
uted Virgin label has a 90% return
rate on 12-inch singles. “When we
have production meetings and they
want to have a 12-inch, I fight it in
most cases,” says Jeff Grabow, na-
tional director of singles for Virgin
Records.

Warner Bros. has been the CD-5
leader and is home to some of the
configuration’s biggest hits. Madon-
na’s ‘“Vogue” CD-5 shipped more
than 218,000 units, while the 12-inch
shipped 192,000, before returns. “Six
months down the road, that cavern is
indeed wider,” says Andre Knecht,
national singles coordinator for
Warner Bros.

“I believe that vinyl is on its way
out, and the numbers bear that out,”
Knecht adds. ‘“Vinyl is steadily de-
clining not only in gross sales, but in
net sales. The returns for vinyl are
growing at an alarming rate.”
Knecht, however, maintains that “as
long as there is a demand and a need
for 12-inch vinyl, we will make it
available.”

Warner Bros. is attempting to deal
with the returns problem by cancel-
ing its discount programs on 12-inch
singles. “That’s one way to ensure
that only those people that really
have a use for 12-inch vinyl will make
those purchases,” Knecht says.
Warner Bros., however, “gladly” of-

fers discounts on CD-5s, he adds.
While superstar pop acts like Ma-
donna and Prince have had the most
successful CD-5 maxisingles on
Warner Bros., titles by modern rock
outfits such as Depeche Mode, Era-
sure, Electronie, and Jane’s Addiction
have also logged impressive sales.
Elektra Entertainment, one of the
earliest backers of the CD-5, has also
had success with releases by modern
rock acts such as the Cure, the Pixies,
and the Sugarcubes. While the label
no longer issues 12-inch singles for

‘The consumer has
moved over to
the CD single’

those acts, it does continue to press
12-inch singles on its rap acts, says
VP of sales Kenny Hamlin.

EMTI has also scored with the CD-5.
According to Ken Antonelli, national
VP of sales for the label, EMF’s “Un-
believable” CD-5 has sold more than
100,000, “at least five times more
than the 12-inch.”

Yet Antonelli is not sure that the
CD-5 alone is the answer. “Right now
we're really in a transitory period.
There seems to be a market for all
three configurations—CD-5, 12-inch,
and cassette maxisingle.”

TARGET AUDIENCE

What type of acts have successful
CD-5s? “I think you’ll find that CD-5s
sold real well for acts that sell al-
bums well and have hit singles,” says
Atco VP of sales Alan Voss. Yet oth-
ers maintain that only certain types
of artists are successful on CD-5. One
source says that Atlantic failed to sell
many Debbie Gibson CD singles.
“Little girls are not going to pay
$4.99 for a single, and a lot of them
don’t have CD players,” the source
says. “When you put something like
Debbie Gibson or Paula Abdul on CD-
5, it won’t work.”

Arista Records has also yet to ven-
ture heavily into CD-5. “We are still
testing the waters,” says Kirk Bonin,
national director of urban marketing

for Arista Records. While Arista has
released a few CD-5s for alternative
acts such as the Chureh, it has not ex-
perimented heavily in the dance maxi-
single market with the configuration.
On the pop front, Lisa Stansfield’s
“All Around The World” sold about
125,000 copies on CD-5, but cassette
single sales were up to 900,000.

ALBUM SALES CONCERN

Bonin, however, notes that busi-
ness on 12-inch vinyl is down. The
KLF’s “3 A.M. Eternal” has sold
fewer than 50,000 units on 12-inch vi-
nyl. The maxisingle was not released
as a CD-5.

“We’re concerned about album
sales,” Bonin adds. ‘“We're not cer-
tain how much that [CD-5] clips into
album sales.”

MCA has also not released a lot of
product in the CD-5 configuration.
“If you have rock records or alterna-
tive acts, it really fits the CD-5,” says
MCA’s Harold Sulman. “But in our
case, we have a strong urban roster
and we do very well with the 12-inch.
I haven't heard any discussion about
dropping the 12-inch for the CD-5.”

Sony Music senior VP of sales
Danny Yarbrough says the CD-5 is
making inroads at retail. Sony, how-
ever, “still has some very significant
12-inch maxisingle business, but we
have seen that marketplace decline,
especially in the last four or five
months.”

Although Yarbrough says returns
on 12-inch singles have gone up, the
configuration is still economically
feasible and has helped break acts
such as C&C Music Factory, he says.

Capitol VP of sales Lou Mann says
of the CD-5: “It is taking over. Retail-
ers are finally figuring out where to
put it. The sections are starting to ex-
pand and that is a sure sign that it’s
taking hold and consumer acceptance
is there.”

Capitol, however, will continue to
issue 12-inches on certain titles. “On
an artist like M.C. Hammer, we can’t
ignore the dance-club market,” Mann
says. “And the only way to reach it is
with 12-inch vinyl.” The first two sin-
gles from Hammer’s forthcoming al-
bum, “Too Legit To Quit,” will be is-

sued on 12-inch vinyl, Mann says.

According to Mann, CD-5 sales dif-
fer from artist to artist. Young M.C.’s
“That’s The Way Love Goes” has sold
about 30,000 12-inch singles and CD-5
singles. “3 Strange Days” by modern
rock act School Of Fish has sold more
than 15,000 units on CD-5, compared
with 1,500 12inch singles and 5,000
cassette maxisingles.

“We’re limiting 12-inch singles pri-
marily to the clubs and DJs,” Mann
says. “The consumer has moved over
to the CD single.”

Tower Records senior VP of retail
operations Stan Goman concurs.
When asked if Tower plans to get out
of the 12-inch singles business, Go-
man says: “I don’t think we are. I
think the consumer is. We're not pull-
ing and returning them, but sales are
dropping off, and the CD-5 is going to
soon replace them ... Consumers
don’t have turntables anymore.”

Although Goman says Tower will
hang onto 12-inch singles to “the bit-
ter end,” he adds that the “‘end is
coming faster than even we had an-
ticipated.”

Westwood Onl
Downgraded
On Debt Issues

W BY DON JEFFREY ;

NEW YORK—Mgody’s Investors
Service has downgraded its rat-
ings on two of Westwood One
Inc’s debt issues, asserting that
the owner of radio stations and ra-
dio syndication' networks has a
“hkehhood of liquidity difficul-
ties.” .

Lower debt ratings often in-
crease a company’s costs of bor-
rowing money and thus depress
profits.

Moody’s notes that the Culver
City, Calif -based company will be
faced with an additional $6 million
in semiannual interest payments
beginning in December and that
“operating cash flow will be insuf-
ficient to cover the added cash in-
terest expense,” The additional
payments are on a private place-
ment of bonds.

Accordmg to Moody s, the re-
cession has “negatively impacted”
the company’s revenues and cash
flow.

Westwood One executives were
unavailable for comment at press
time. .

Moody’s has downgraded  the
ratings on about $49 million of
Westwood debt from B2 to B3.
Tina Emmet, a Moody’s analyst,
says B3 is “one notch above” the
rating that indicates “a high risk
of default.”

In the second quarter which
ended May 31, Westwood One
posteda net loss of $4.07 million
on revenues of $36.4 million, com-
paredw:’rt.haae,tlossof&ﬂlrm-@
.lion on revenues of $37.3 million a
'year ‘earlier. Operating profit,’
however, was up 8. 4% to $1 86 mll-
lion.

Westwood One operates the -
Mutual Broadcasting System,
NBC Radio Networks, radio sta-
_tions in New York and Los Ange-
les, and the trade pubhcatnon Ra-”
dio & Records. =

The company’s stock, fell 25
cents a share in over-thecounter
trading at press time and closed at
$1.625. <

FTG OKs FGG Plan To Ease Up
On Station Ownership Regulations

@ BY PHYLLIS STARK

NEW YORK—The Federal Trade
Commission’s bureau of economics
has advised the FCC that relaxing
station ownership regulations would
not be a violation of FTC antitrust
policies.

The FTC'’s ruling was submitted in
response to the FCC’s announced in-
tention to consider revisions of its
ownership restrictions. Current laws
limit ownership of stations by any
one group to 12 AMs, 12 FMs, and 12
television properties. Further, exist-
ing laws prohibit ownership of more
than one AM, one FM, and one televi-
sion station per market.

According to the FTC, “the large
number of competing radio stations
in most markets doesn’t justify a pre-
sumption that multiple same-service
ownership will reduce variety or cre-

ate market power ... Imposing na-
tional ownership limits is not likely to
increase the variety of programming
available to listeners, or to protect
competition in advertising markets.
It may, however, prevent firms from
realizing certain efficiencies from
group ownership.”

In the last few years, a heavy vol-
ume of local market agreements
have been testing the boundaries of
the existing FCC rules. Under these
agreements, one station leases the
airtime or the commercial inventory
of another station in the market. In
its filing to the FCC, the FTC sug-
gested that LMAs should continue to
be examined on a case by case basis
under existing antitrust laws.

Assistance in preparing this story
was provided by Dave Kelly in
Washington, D.C.
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The Seattle Scene: New Rock Players Vie With Vets

B BY SEAN ROSS

NEW YORK—Just as Seattle’s rock
stations were settling in to enjoy
their great spring books, the End
came. The two mainstream rock-
ers—KISW (3.6-5.9 12-plus) and
KXRX (3.6-5.3—had just put some
distance between themselves and
classic rock KZOK-FM (3.2-3.3)
when rumors began circulating that
Noble’s long-suffering AC KMGI
would go modern rock, something
that finally happened in late August
when KMGI became KNDD (The
End).

KNDD isn’t Seattle’s only new
player. Earlier this year, Enter-
com’s easy listening KBRD became
rock/AC KMTT (The Mountain).
With Z-Rock affiliate KZOK-AM,
that makes six rock stations of vari-
ous stripes. If Seattle is not quite as
tight as Denver—home to seven
rock FMs—it will still be a closely
watched battle this fall as KISW
and KXRX deal with rivals on their
upper and lower flanks. And as
KNDD and KMTT work to over-
come Seattle’s traditional coolness
to new stations.

KISW: PROUD TO BE VANILLA

Although Seattle is one of the few
markets with two mainstream al-
bum rockers, KISW and KXRX
have had fairly well-established po-
sitions since the mid-’80s. KISW
was the hard-rocking music ma-
chine; KXRX was more eclectic,
playing some blues and modern
rock long before blues became a
normal part of album rock radio. It
was also the station known for
strong air personalities, many of
them taken from KISW, and for un-
usual marketing campaigns.

KISW PD Steve Young thinks the
distinction between the two rockers
is breaking down. ‘“There’s less dif-

ference in the current music be-
tween us and KXRX than there was
a year-and-a-half ago. They’re cer-
tainly harder than they were. When
they came on, they were positioned
to be a very entertaining station
without the hard edge and that's
certainly what they were until [18
months ago].”

As for the personality issue,
Young says morning man Bob Riv-
ers, who faced tough sledding at
first, was an important part of
KISW'’s spring rise. “It was the
first time in five years that we've
had anything consistent in morn-
ings,” he says. Rivers’ stunts at
KISW have ranged from the “Nude-
stock” festival at a local nudist park
to a bogus format change to “classi-
cal rock” on April Fool’s Day.

That stunt, incidentally, stemmed
from rumors that KISW was ready
to ditch album rock altogether, ru-
mors Young traces back to KISW
buying a run-of-schedule TV cam-
paign this spring instead of a more
conventionally male-targeted sched-
ule. It was the first time KISW had
been on TV in several years.

One might expect that there
would have been a massive change
in KISW’s sound following the re-
cent departure of GM Beau Phillips.
But even KISW’s rivals say such
changes never occurred. And Young
is proud of KISW’s consistency.
“We’ve been accused of being a va-
nilla radio station. Some people
might be insulted, but we’re rather
complimented,” he says.

KXRX OFFERS LISTENERS A BOFF

KXRX PD Brew Michaels, who
was upped from MD last year, denies
that KXRX has become less progres-
sive during his regime. While he does
allow that KXRX has trimmed its
playlist, the titles it does play, he
says, still cover all the stylistic bases.

Dialing For Dollars: Jocks’

Agents Are Making Own Name

EBY PHYLLIS STARK

NEW YORK—As the economic cli-
mate worsens and radio becomes in-
creasingly unstable, business is
booming for the handful of mega-
agents who handle large numbers of
radio personalities.

Among these mega-agents are Chi-
cago’s Saul Foos, Philadelphia-based
Glenn A. Goldstein, and Boston’s Bob
Woolf. All three are lawyers, a sign
of the times since employment con-
tracts are now not only more widely
used in radio than ever, but also more
complicated—often including clauses
like noncompetes, right of first refus-
al, and termination for cause.

“[Clients] are asked to sign a legal
document, but it is much more pro-
found a document than just salary
[now],” says Foos, who has been rep-
resenting broadcasting talent for 22
years. “With more companies going
broke, the talent now realizes that

they need to be protected so the con-

tract has become more important.”

Goldstein, who prefers the term
“advocate” to agent, adds that it is
helpful to be an attorney in the busi-
ness today, “particularly if you want
[your contract] tested in the courts.”

Foos claims about 200 radio clients,
including WHTZ New York morning
man Gary Bryan, WKQX Chicago
morning man Robert Murphy, and
KKDA-FM Dallas/WGCI-FM Chica-
go jock Tom Joyner. Unlike most
agents, Foos’ business includes ele-
ments of talent development. In the
last year, he has put radio veterans
Fred Winston and Chuck Buell in
charge of critiquing and coaching tal-
ent.

Goldstein represents a wealth of
Philadelphia talent, including
WMMR PD Joe Bonadonna and the
majority of that station’s full-time air
staff, WYSP’s Ed Sciaky, WUSL’s
David Sanborn and Jo Jo Davis,
WEGX APD/MD Jay Beau Jones, as

(Continued on page 15)

KXRX was out-of-the-box this year
on modern rock crossovers from
School Of Fish and Jesus Jones. And
the jocks still get to pick one left-field
oldie an hour, which can range from
Big Country’s “In A Big Country” to
Mason Ruffner’s “Gypsy Blood.”

As for any musical similarities be-
tween the two rockers, Michaels
claims that’s KISW’s doing. KXRX
does not do callout research for cur-
rents. KISW does. As a result, “We
tend to break the currents and they
tend to hammer them when they're
actually recurrents,” Michaels says.
“We were out of the box on Chris
Whitley’s ‘Living With The Law.’

Now it’s in heavy rotation for them
and a recurrent for us.”

KXRX has also been particularly
successful at corralling label time
buys to spotlight new music. The
KXRX/Tower Records “Eargasm Of
The Week” gets three to five plays a
day. There is also a daily “Hometown
Heroes” feature at midnight and, Mi-
chaels says, even more local music on
KXRX now that acts like Soundgar-
den, Alice In Chains, and Pearl Jam
have record deals.

Like KISW, KXRX did heavy out-
side marketing in the spring, relying
on buscards and billboards with un-
usual vocabulary words, e.g.,

LT

“agog,” “gorp,” and “boff”’—"which,
contrary to street vernacular, actual-
ly means a hearty chuckle,” Michaels
says. By using odd words that still
had some relation to the station, he
says, KXRX was able to position it-
self without violating its “anti-radio”
image.

As for KISW possibly cutting into
KXRX'’s personality franchise, Mi-
chaels calls Rivers “a master of get-
ting his own publicity. The facts are
that [KXRX morning team] Crow &
West beat him in every demo this
spring. I hear nothing about KISW in
our research except that they’ve been

(Continued on page 15)

THE COUNTRY MUSIC ASSN.
has announced the winners of its
1991 Broadcast Awards. Station-of-
the-year winners are KNIX Phoenix
(large market), KSSN Little Rock,
Ark. (medium), and KYKZ Lake
Charles, La. (small). Air-personality
winners are Bill Whyte, WUBE Cin-
cinnati (large), Ernie Brown, KVET
Austin, Texas (medium), and Rick
Mize & Gwen Wilson, WKNN Pas-
cagoula, Miss. (small). Notably, two
of the three station winners—KNIX
and KSSN—were Billboard Radio
Award winners also.

PROGRAMMING: MORE LMA NEWS

Owner Tom Joyner says there is
a tentative LMA deal between his
forthcoming WTFX Louisville, Ky.,
and crosstown WHAS/WAMZ, if
the FCC gives the arrangement its
blessing. Meanwhile, the LMA be-
tween country WFXX-FM Wil-
liamsport, Pa., and top 40 rival
WHTO has collapsed. WFXX-FM
has gone album rock WZXR under
consultant George Harris. WFXX-
AM remains automated country.
Also, AC WWWB (B100) Greens-
boro, N.C., and rival oldies WMQX
are now being sold in combo but
have not combined sales staffs.

Following last week’s LMA deal
between AC WLMG New Orleans
and KNOK, the latter has dropped
its adult-alternative format to go to
Satellite Music Network’s urban/
AC as KMEZ (The Big EZ). Former
PD Don Ames (504-246-7629) is out.

WAXY Miami PD Barry James is
the new PD at AC KYKY St. Louis
... WMAG Greensboro, N.C,, PD
John Jenkins will be the new PD at
WKSZ Philadelphia by the time you
read this ... Although nothing was
signed at press time, Group W
Broadcasting had reached a tenta-
tive agreement to sell KRSR Dallas
to Alliance Broadcasting for about
$11 million.

KOOL-FM Phoenix PD Tom
Peake adds OM stripes following
Andrew Ashwood’s transfer to the
GM slot at WGKL Charlotte, N.C.

KNIX, KSSN, KYKZ Tops In CMA Stable;
Jenkins To KSZ?; Moby Sinks $255 Grand

... Amid format change rumors,
KKBQ Houston OM Melody Hodg-
es and morning man Cleveland
Wheeler have exited.

Easy WEZE Pittsburgh will re-
portedly flip to religious Nov. 4. GM
Jay Morton is out. APD Bill Knight
(412-934-3476) is looking for a new
on-air gig.

WVIC Lansing, Mich., PD Kevin
Robinson is exiting; T&Rs to GM
Sue Prister ... At KKFX Seattle,
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by Sean Ross with
Phyllis Stark & Rochelle Levy

Tom Reddick goes from sales to the
PD/MD slot, replacing PD Deacon
Baker and MD Nikkie Garrett, who
goes to Chicago to do R&B promo-
tion for RCA.

Top 40/rock CHOG Toronto has
switched to a more mainstream ap-
proach. . .. Oldies CKMR (More 94)
has switched back to its original
CKLW-FM calls and is again using
jingles from its AM’s top 40 heyday
as it did in the mid-'80s. CKLW-AM
midday host Dave Prince moves to
mornings as OM Dave Schaffer
comes off the air. Night jock Don
Brown replaces him.

Suburban Milwaukee top 40
WGLB (B100) switches to adult al-
ternative following the demise of
crosstown WBZN. ... WGR-FM (97
Rock) Buffalo, N.Y., switches calls
to WGRF. Across town, adult top 40
WMIQ has switched handles from
Majic 102 to Q102 . .. Business N/T
KDBN Dallas goes to Unistar adult
standards as KCMZ (Memories
1480).

With WZAZ-AM-FM Jackson-

ville, Fla., in receivership, owner/
GM/PD Mark “Jack ‘Have Mercy’
Bellboy” Picus is out. Bobby O'Jay
is overseeing programming from his
PD post at WDIA/WHRK Mem-
phis. The two stations, which had
been simulcast urban/AC, are now
leaning more mainstream urban.
WZAZ-AM will split off for urban/
AC in about 60 days.

The all-sports format makes it
both to small markets and the FM
band this week as WSKR (Score
102.7) Atlantic City, N.J., debuts.
Tom Williams, previously at cross-
town WIIN and WOND, is the new
PD. Jim Quinn—whose back-
ground is in the cable industry—is
GM. Joe Pellegrino joins from
sports WIP Philadelphia for p.m.
drive. Also, WAJD Gainesville, Fla.,
which had been simulecasting top 40
WYKS, goes sports/talk under PD
Tom Collett, formerly a cable TV
sportscaster.

Austin, Texas, will get a new mod-
ern rock outlet in October when new
drop-in KNNC signs on. Richard
Reese is owner/GM. Paul Kriegler,
currently PD of cable outlet KRRK
Omaha, Neb., will be APD/MD ...
AC KKOS San Diego North, Calif,,
goes to rock/AC—not classic rock
as reported elsewhere. Morning co-
host Doug Ray goes to nights re-
placing Barbara Kelley. George
Matthews from KRTH Los Angeles
joins for overnights.

Simulcast country outlet WCOS-
AM Columbia, S.C., picks up SMN’s
traditional country format ... Clas-
sical WIYQ Charleston, S.C., has
gone back to AC as My105 under
new PD/midday man Roger White,
last ND at urban rival WTUA.
Across town, country WBUB
(Bubba 107) is now on the air under
PD/morning man Charlie Lindsay.
John Dixon from rival WMGL will |
do nights.

The owners of WV VY New Bern,
N.C., did move to the frequency of
defunct rival WSFL, but they didn’t
take the top 40 format or PD Allen

(Continued on next page)
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Billboards

FOR WEEK ENDING SEPTEMBER 21, 1991

Hot Adult Contemporary.

HE RADIO

COMPILED FROM A NATIONAL

- F3 . SAMPLE OF RADIO PLAYLISTS
28l G Z2| €< TIME ARTIST
P:E l; S Lﬁ o~ g ; :(E) LABEL & NUMBER/DISTRIBUTING LABEL
‘ * % NO.1 x %
1 i 3 13 (EVERYTHING | DO) | DO IT FOR YOU & BRYAN ADAMS
ABM 1567 8 weeks at No. 1
()| 4 | 4 | 11 | TIME. LOVE AND TENDERNESS ® MICHAEL BOLTON
COLUMBIA 38-73889
3| 3 | 3 | 12| THE MOTOWN SONG © ROD STEWART
WARNER BROS. 4-19322
4 2 2 15 EVERY HEARTBEAT & AMY GRANT
A&M 1557
(5) 8 | 10 | 11 | EVERYBODY PLAYS THE FOOL @ AARON NEVILLE
A&M 1563
()| s 8 | 12 | SOMETHING TO TALK ABOUT  BONNIE RAITT
CAPITOL 44724
7 5 7 | 13 | FADING LIKE A FLOWER  ROXETTE
EM) 50355
101 12 | 9 | TOOMANY WALLS @ CATHY DENNIS -
POLYDOR 867 134-4/PLG
9 7 5 | 13 | ITAIN'T OVER 'TIL IT'S OVER @ LENNY KRAVITZ
VIRGIN 4-98735
12 | 11 | 9 | ITHIT ME LIKE A HAMMER & HUEY LEWIS & THE NEWS
EMI 50364
@D| 13 | 14 | 11 | YOU COME To MY SENSES CHICAGO
REPRISE 4-19205
12| 9 6 | 14 | LOVE AND UNDERSTANDING & CHER
GEFFEN 19023
@)| 17 | o | 4 | EMOTIONS MARIAH CAREY
COLUMBIA 38-73977
18 | 22 | 5 | THEREALLOVE & BOBSEGER & THE SILVER BULLET BAND
CAPITOL 44743
15| 11 ] 9 | 15 | LILY WAS HERE @ DAVID A. STEWART/CANDY DULFER
ARISTA 2187
UNFORGETTABLE & NATALIE COLE
16 14 13 15 ELEKTRA 4-64875
17 ] 16| 16 | 15 | CAN YOU STOP THE RAIN # PEABO BRYSON
COLUMBIA 38-73745
91 | 22 | g | ALLIHAVE # BETH NIELSEN CHAPMAN
REPRISE ALBUM CUT
CAN'T FORGET YOU & GLORIA ESTEFAN
ls 15 15 18 EPIC 34-73864
25 | 27 | 3 | IF THERE WERE NO DREAMS NEIL DIAMOND
COLUMBIA ALBUM CUT
@D| 27 | 31 | 5 | DON'T WANT TO BE A FOOL # LUTHER VANDROSS
EPIC 34-73879
* % * PQWER PICK*X % %
@ 30 33 8 SUNRISE & THE TRIPLETS
MERCURY 868 414-4
@3)| % | 2 | & | THEGIFTOF LOVE BETTE MIDLER
ATLANTIC 4-87633
33 | 35 | § | SOMEWHERE IN MY BROKEN HEART # BILLY DEAN
SBK 05404
PLACE IN THIS WORLD ® MICHAEL W. SMITH
25 20 18 ZG REUNION 19019 /GEFFEN
2% 29 28 8 g(I:PEBEBI DON'T HAVE YOU ¢ RONNIE MILSAP
alazlala mgﬁsszmm WORDS # EXTREME
RUSH RUSH # PAULA ABDUL
28 19 19 20 CAPTIVE 4-98828/ViRGIN
9| 23| 17| 16 'srg(%g?GEAM IS STILL ALIVE & WILSON PHILLIPS
30| 31 | 29 | 8 | THE PROMISE OF A NEW DAY ® PAULA ABDUL
| CAPTIVE 4-98752/VIRGIN
THE LAST TO KNO @ CELINE DION
31 | 2 | B | 1] eecsasese w
32 | 28 | 25 | 22 | POWER OF LOVE/LOVE POWER @ LUTHER VANDROSS
EPIC 34-73778
1 CAN'T WAIT ANOTHER MINUTE @ HI-FIVE
33 37 39 5 HVE 1445/RCA
LOVE 1S A WONDERFUL THING © MICHAEL BOLTON
34 32 30 23 COLUMBIA 38-73719
BE R E&%Blggmv ® AMY GRANT
WALKING IN MEMPHI IS COHN
36 35 32 22 ATLANTIC 4-87747 = MARE
* % *HOT SHOT DEBUT * * %
LIVE FOR LOVING YOU & GLORIA ESTEF,
@ NEw ’ 1 EPIC 34-73962 = A AN
FOR YOU MICHAEL W. SMITH
42 48 3 REUNION 19103/GEFFEN _ A —
I'LL BE THERE & THE ESCAPE CLUB
3 | 3 | 37 | 18 | arianmc a-87683 CAPEC
0 |3 | 38| 7 bg&wgve TOFLY @ TOM PETTY & THE HEARTBREAKERS
50 _ 2 WHEN YOU TELL ME THAT YOU LOVE ME & DIANA ROSS
MOTOWN 2139
| DON'T WANNA CRY & MARIAH CAREY
4 43 43 25 COLUMBIA 3873743
NIGHTS LIKE
43 40 42 10 VIRGIN 4—598798 THIS i i
RHYTHM OF MY HEART # ROD STEWART
4“ 3 40 28 WARNER BROS. 4-19366
45 | 42 | 45 | 4 | WHEN A MAN LOVES A WOMAN MICHAEL BOLTON
COLUMBIA ALBUM CUT
| ADORE M{ AMOR © COLOR ME BADD
46 47 4 3 GIANT 4-19204
THEME FROM "DYING YOUNG" & KENNY G
4 41 36 9 ARISTA ALBUM CUT
SHINY HAPPY PEOPLE ® R.EM.
NEw » ! WARNER BROS. 4-19242
a9 | a5 | 4 | & S&Rszogg ME, PART OF YOU @ GLENN FREY
50 | 46 | 44 | 20 | STARTING ALL OVER AGAIN DARYL HALL JOHN OATES

ARISTA ALBUM CUT

O Records with the greatest airpiay gains this week. @ Videoclip availability. © 1991, Billboard/BP|

Communications, inc.

VOX JOX

(Continued from preceding page)

Hoover along. WSFL is now album
rock under PD/morning man Fred
Allen, last of rival WKQT. WKQT'’s
Mac McKee and E.L. Burton will do
middays and overnights. WHTK Sa-
vannah, Ga.’s Terry Fox joins for af-
ternoons. Meanwhile, WVVY goes
urban/AC under Willis group PD
Chuck Woodson. Several staffers
from urban rival WIKS are on board,
including Anthony McSwain and
Frank Powers, who are handling
mornings and afternoons, respective-
ly, for now.

CKLU (U103) Winnipeg, Manitoba,
midday host Dave Harrison will be
the new PD of oldies CFQC Saska~
toon, Saskatchewan, when its sale
closes, replacing Lee Friesen. Owner
George Gallagher succeeds the retir-
ing Dennis Fisher as GM. Russ Ty-
son from CJLB Thunder Bay, Ontar-
io, replaces Harrison at U103 ...
WWNK Cincinnati APD Steve Bend-
er is the new PD of WYAV Myrtle
Beach, S.C,, replacing Chris Ling.

WSTU/WHLG Stuart, Fla.,, APD
Mike Walker is the new OM/p.m.
driver at WKBK-AM-FM Keene,
N.H. ... MD Mark Mathis is upped
to PD at KORQ (Q100) Abilene, Tex-
as, replacing Kevin Bell, who re-
mains for middays. Also, Q100 goes
from mainstream to hot AC . .. Long-
time country WKAV Charlottesville,
Va., goes to SMN adult standards.
PD Bo Donald and two other staff-
ers are out.

Consultant Dan Vallie and Talent-
masters principal Don Anthony have
announced a new joint venture called
Morning Masters. The new outfit will
offer a 12-week training course for
morning shows. Vallie Consulting’s
Randy Lane will also be involved
with the new company ... KKDA-
FM (K104) Dallas in-house consultant
Michael Spears is now working with
KCPX Salt Lake City.

Is the Southeastern Urban Broad-
casters Assn. about to be reactivat-
ed? Formed in 1990 to address the
problem of advertiser discrimination,
SUBA hasn’t met since last October.
Now, however, consultant Dean
Landsman has reportedly been con-
tacting urban GMs about the possibil-
ity of reviving SUBA.

POLICE BLOTTER: MOBY TRICK

The Houston Chronicle says
WKHX Atlanta morning host James
“Moby” Carney has been ordered by
a jury to pay KLDE Houston jock
Helen Stone $255,000 as a result of a
1989 incident in which Moby tricked
Stone into announcing on-air that
Glen Campbell was dead. Stone, who
sued for slander and negligence, re-
ceived $5,000 in actual damages and
the remainder in exemplary dam-
ages. Moby claimed the stunt was in-
tended to encourage greater dili-
gence among young broadcasters.

Former WXLK (K92) Roanoke,
Va., morning man Scott Richards
was convicted of fondling the breasts
of a contest winner and her friend,
and exposing himself to one of the
women during their visit to the sta-
tion. He was also convicted on a sepa-
rate charge of using obscenity on the
request line. Richards received a total
of 70 days in jail, a $1,000 fine, and
100 hours of community service. In
other WXLK news, Randy Alexan-
der joins as production director/mid-
days from WGH-FM Norfolk, Va.,
replacing new morning man Larry

newsline...

KRIS FOATE, GM of WQFM Milwaukee, goes to the GSM post at rival
WKTI. No replacement has been named.

AT WHJX JACKSONVILLE, Fla., station manager Bruce Demps is upped to
VP/GM. LSM Bill Reese assumes his GSM duties.

GREG LHAMON is upped from GSM to GM at WCBW St. Louis, replacing
Linda Tiernan, who becomes editor of a religious newspaper.

Dowdy. Also, when WXLK closes on
its purchase of country outlet WXYU
Lynchburg, Va., the station will si-
mulcast WXLK—at least for now—
and become WLYK.

PEOPLE: DON & MIKE OFFICIAL

The long rumored deal between
former WAVA Washington, D.C,,
morning team Don Geronimo &
Mike O’Meara and album rival
WIFK is official. Geronimo &
O’Meara will do p.m. drive at WJFK
starting Oct. 1. Current afternoon
host Cerphe will go to nights, where
he’ll host a “progressive” shift.

At album WMMR Philadelphia,
morning sidekick Mark “The Shark”
Drucker moves to afternoons and
will be paired with “Bubba” John
Stevens. WMMR morning man John
DeBella will no longer refer to his
show as the Morning Zoo.

Top 40 WDFX Detroit morning co-
host Steve Courtney is out. Andy
Savage will now be joined four days a
week by local comedy club owner
Mark Ridley. At rival WHYT, mid-
day host Dr. Drex goes to mornings,
switching shifts with Michael J.
Foxx ... WNEW-AM morning man
Al Rosenberg is out. At press time,
GM Don Nelson was still negotiating
with Rosenberg’s partner, Bob Fitz-
simmons.

At KFRC (Magic 61) San Francis-
co, veteran night host Russ “The
Moose” Syracuse is retiring from ra-
dio. Dan Sorkin goes from after-
noons to nights. Buddy Hatton goes
from fill-in to p.m. drive. Across town
at KSOL, Doug Lee goes from over-
nights to middays as Russ “Ham-
mer” Allen comes off the air.

KFI Los Angeles midday talk host
Barbara DeAngelis exits. Night host
Dr. Laura Schlessinger replaces her
... KZZU Spokane, Wash., APD/MD
Chuck Matheson is out.

Porsche Stevens from KPYR (Old-
ies 98) Memphis is the new midday
host at urban WAMO-FM (Hot 106)
Pittsburgh, replacing Porsche Foxx.
She’ll be known as P.J. Stevens. PD
Hurricane Dave goes to p.m. drive,
replacing Frankie Mason, who may
stay on in another capacity . .. Annie
Ashe is upped from weekends to mid-
days at KBLX San Francisco, replac-
ing Josefa Salinas.

Mark ‘“Mojo” Allen is the new
night jock at WYST (92Q) Baltimore;
Danny Ocean goes to late-nights. Al-
len was last with WRBQ (Q105) Tam-
pa, Fla. Across town at aloum WIYY
(98 Rock), morning team Chris Emry
& Erika are out. PD Russ Mottla
will move from afternoons to morn-
ings.

Marion Seymour returns to radio
for middays at KMTT Seattle, replac-
ing Nancy Walton. Seymour, last

heard on N/T KING, was MD of al-
bum KZAM during the '70s . .. Rob-
ert Reed from WYNF Tampa, Fla., is
the new p.m. driver at WHTQ (Q96)
Orlando, Fla., replacing Annie Sum-
mers ... At WMJJ Birmingham,
Ala., former TV host Tony Giles re-
turns to radio as morning co-host
with Kurt Kilpatrick & John Bell.

N/T WHDH Boston moves finan-
cial hosts Rick Shaffer & Bob
Glovsky to middays. Ted O’Brian
moves to afternoons, replacing Eddie
Andelman ... KQDS Duluth, Minn.,
PD Brice Crousore is out. APD/
morning man Rick Church is interim
PD.

At urban WIMH (102 Jamz)
Greensboro, N.C.,, Traci LaTrelle
joins for middays from WMMJ
Washington, D.C., replacing Keith
Garrett, now with WPEG Charlotte,
N.C. PM. driver Tim Stevens exits;
PD Brian Douglas will do afternoons
for now ... WIMO-FM (Jammin’ 92)
Cleveland night jock Nate Bell re-
turns to WHIX (Hot 101) Jackson-
ville, Fla., for afternoons.

Top 40 KHFI (K96.7) Austin, Texas
will hire former rival KBTS morning
co-host Deborah Cole, despite her
noncompete. K9.7 part-timers Beau
Nasty and Dave Meyers go to nights
at KIOC Beaumont, Texas, and over-
nights at KAKS Amarillo, Texas, re-
spectively.

WABB-FM Mobile, Ala., night
jock Geronimo is upped to MD. Pro-
motion director Marathon Mike goes
to p.m. drive. Both replace Kevin Pe-
terson ... Morning host Scott Pax-
ton is named MD at WHTK Savan-
nah, Ga. ... At WODE (Oldies 99) Al-
lentown, Pa., midday host Andy Guri
and night jock Ken “Hotshot” Ham-
ilton exit. Guri will do middays at
WPST Trenton, N.J., replacing Bar-
bara Spencer.

New York Newsday reports that
former WABC jock Dan Ingram will
join WCBS-FM for weekends . ..
WKHI Ocean City, Md., morning co-
host Brian K. Hall adds assistant
MD and production director duties
while midday jock C.C. McCartney
adds promotion director duties. P/t
Jesse “Crash” Collins takes over
nights from Todd “Slash” Mathews
who moves to weekends.

AC WBHF Cartersville, Ga.,, MD/
p.m. driver Brian Kelly goes to coun-
try rival WYXC as APD/p.m. driver
... WLAV-FM Grand Rapids, Mich,,
PD Denny Schaffer's noncompete
has expired, so he goes to mornings
as Steve LeBenz goes to afternoons.
P/T Debby Deane goes to middays.
Overnighter Monte Montgomery
and night jock Jim Coda switch
shifts . .. Night jock Erik Logan
goes to APD/MD/middays at KEBC
(94 Country) Oklahoma City.
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Fa W % %u
SUMMEH ’9] cal Format %0 ‘91 "9 91 RAD'O -
wwDB N/T 3y 52 45 44
BIRGHES Ww % %8 5 U THE SEATTLE SCENE: NEW ROCKERS VIE WITH VETS
WYXR AC 26 30 31 36 .
i e 38 8 4| (Continued from page 19 -
Copyright 1991, Birch/Scarbor- vk AC 40 27 33 27
ough Research Inc. May not be m(Psz %T gg ;j ;g ;f around forever.” Replies Stapleford, “We're not just  years in classic rock, KZOK fipally
quoted or reproduced without wmm jazz 13 14 13 16 Michaels goes as far as contending  picking up what we've done at 91X had its highest 12-plus shares in re-
prior written permission. Wxew rencommeccial 22 3 13| that “half our shares are given to and plugging it in. It's a Seattle sta- cent memory last summer. “When
Fa W Sp Su  WHYY noncommercial 12 11 16 L1 KISW by mistake. People still think tion. We're looking at what listeners you get a 5.2 share, all the other
Call Format 90 91 91 g1 WHAT [;/ETTROIT 96 S they’re listening to KISW when they ~ want up there and it's going to be dif-  AOR's start taking you seriously,” he
WILB urban s )7 2 88 85 hear Crow & West or Robin & May-  ferent. Our current lists are already  says. “KISW swung more classic and
NEW YORK—SI; _ o A o Dl nard. We just have to rely on the ally  very different.” so did KXRX and that took a chunk
ot T NN W 2dult al 1 64 43 56 | of time and a consistent effort to But Stapleford says the use of out of us.”
WNEW-FM  album 50 42 43 53 WAWW il R a identify the radio station.” mainstream bands probably won’t Since then, KZOK has changed
el G BENy wo urban 8 24 29 53 change, even when KNDD’s re- jocks in every daypart except
i top 40 A O e R WHERE IS THE END? search comes back. “There’s achance ~ Sharpe’s p.m.-drive shift. It djd a
WEAN N/T 33 25 33 40 WRIF album 1 43 47 42 Seattle has had modern rock radio  that some of that stuff won’t make heavy billboard showing in spring,
WKRK ol ook 533 35 39 W N 2 13 43 3| before on both AM (KZAM and sense, but when you test the Beatles, along with a $102.50 artist-of-the-day
WOR N/T 37 37 36 33 m"l'l‘ c Me % ?; gg gg KJET) and on FM (KYYX). Recently, you don’t get negative scores,” he contest with a grand-prize trip to
e s 2 28 28 3w A 9 32 33 30 | however, that franchise has been says. “I don’t see anything wrong London and Paris for Rod Stewart,
WPLJ top 40 28 27 23 28 WNIC L SRS T 2T split between college outlet KCMU Sting, ZZ Top, and Yes concerts. By
zt%: %T if :(1; ﬁ zz; :411& modern § 315 %(1) fg and, to an extent, KXRX. ‘771 ’ . f f the second summer Arbitrend,
AL ey 23 28 27 26 MW O Now, KNDD is on the air with a ere S nOL room I0r  gzox was up 3.3-3.9 from the
WNEW adult std 16 14 14 19 e modern $o1L0 12 very mainstream version of modern 3 AORS I'n th iS town’ spring. KISW, meanwhile, was at a
el e 3Ry ww religious 3 11 11 10| rock. As he does at co-owned XE- 5.4 and KXRX was at a 4.9.
WNCN classical 14 17 17 11 WASHlNGTON D.C.—(7) TRA-FM (91X) San Diego, Kevin Sta- Unlike Dallas, where rock/{&C
WeRSM  abum o e do JpeceM utar 08 118122 134 | pleford—who consults KNDD—  with a station that plays everything KCDU calls itself “classic rock with
LOS ANGELES——( ) WMZQ-AM-FM country 59 57 48 59 throws in many bands not heard on  from Living Colour to Depeche Mode no heavy metal,” KMTT hasn’t tried
SISl 62 39 a4 67 SN 2 42 38 31| other modern rock stations: Black or from Robyn Hitchcock to the Roll-  to position itself as a classic rock sta-
KLOS aibum 48 55 63 56 WAVA top 40 49 46 52 42 Crowes, Genesis, the Beatles, etc. ing Stones. I wouldn’t want to pro- tion. But KZOK has been KMTT’s
RS A MMM NoR o i 42 43 2| Anditis occasionally possible to hear gram a station that was nothing but  top sharing station. And KMTT has
Qm top 4D/dance 23 2; 8 ;; e L 0T i those bands within two songs of each  alternative music. I think that would liners lumping KZOK in with KXRX
modern § § . . : . : .. B 3 g .
KLSX Is rock 25 26 31 32  WROX top 40 34 38 31 33 other on the End. be a drag. I don’t think a lot of and KISW in an attempt to reimage
KWKW gllzarn‘::h 24 26 31 30 haR e R Stapleford admits freely that No- thought goes into that.” the trio as “hard rock stations.”
XBle AC o H R wis modern 16 26 25 28 ble’s decision to go modern rock was Besides, he says, just as the main- KMTT PD Chris Mays says KZOK
A M 26 39 29 27 QW il %3 33 40 2| Thelped along by rock’s great spring  stream album rock outlets will follow  still has a hard rock image left over
KNX N/T 27 35 29 26 W& ﬂassica' %g %g %g 531* book, and that KXRX, KISW, and Se-  a modern rock title with Van Halenor  from the early '80s. Sharpe claims
i i 22 1718 26 CRASAMAM clssscal 29 27 21 20 | attle’s two top 40s are his targets. Foreigner, “if you do hear a Stones that “you can't listen to KZOK and
KFI N/T 18 23 28 24 WY P But rather than worrying about record, you'll hear Nitzer Ebb after say we're hard. The hardest thing we
mpgc §f,‘;',fi:."d 33 ;3 52 §; WIZE jazz 15 17 20 16 KNDD coming onto their turf, both  that and then Depeche Mode pretty play is ‘Smoke On The Water’ ... and
0] uban 12 15 13 22 WK album 3547 23 13| Michaels and Young say that being  quickly.” that’s pretty tame these days.”
KKHJ Spanish 15 15 15 16 WYCB religious 15 11 7 10 so mass-appeal will hurt The End. The two mainstream rockers, Sta- Mays programmed progressive
REbS-FM oldies iR BOSTON— S9 . “I've heard them go from Tom Pet-  pleford says, “both have large audi- rocker KZAM during the '70s. Per-
KGF) oldies 717 3 12 ML, e 35 73 70 73 | ty into the Who, so it’s not accurate ences to protect and different types haps for that reason, and also be-
S Cassical e ace P 67 68 66 13 |  to call them a pure cutting-edge sta-  of listeners within that audience, and  cause Mays is targeting the listeners
rnet urban o3 weko N/T 63 65 62 52 tion,” Michaels says. And if that’s the I'm sure they’re aware of that. They of former eclectic rocker KEZX, it
J o8Bk WBMX AC 35 19 32 42 “ ) " 3 ; i :
KXEZ AC 18 20 12 11 case, ‘‘there’s not room for three can’t just program against each oth- plays more current music than some
L éei':li"(“:sA GO— (53) SR LY aél'gzi C:Z,Tm gé %i %é 3:1) AORs in this town. They can’t touch er. They’re going to ignore us for other rock/ACs, billing them as
oldies . . » 2 = Q o ) g 113 g
' WSSHEM  AC 35 41 47 39 us for attitude, presentation, or as- awhile, and I suppose that’s wise. But  tracks from.the Mountain frgsh
WA 0 37 50 63 iy d o . tute musical judgment. They-may be  one of those stations is going to have  file.” KMTT will go deep on acts like
oL 7MY waix AC % & 31 30| ableto compete with KISW as ajuke-  to be first in trying to deal with us.”  Bonnie Raitt or Mark Cohn and will
WVAZ urban 45 48 67 45 WPLMFM  adultstd 15 19 17 28 | hox, but they’ll have a lot of difficulty play an album cut like, say, “Big Sky
wke ok 34 as a0 W Uinan 20 12 13 33| battling their heritage. They’ll find HARD AND SOFT CLASSICS Country” by Chris Whitley instead of
LS A L adult ol 26 31 23 22| that Seattle is an insular market and ~ KZOK-FM PD Larry Sharpe must ~ “Living With The Law.”
WBBM N/T 42 51 39 34 agg;! :ﬂ)ncr?lmmercial 22 28 27 gg [hard] to crack from the outside.” hope Stapleford is right. After four
WNUA adult alt 34 25 37 33 u 8 14 20 2
WLUP- N/T 30 30 32 29 WBOS album 16 21 17 19
WMAQ N/T 23 39 30 27 WENX modern 16 20 21 18 T ——— e ]
dult std . I 4 26 WXKS adult std 12 7 15 11
R S It I SAN DIEGO—(15) DIALING FOR DOLLARS: AGENTS OF RADIO PERSONALITIES ARE MAKING OWN NAME
NEMT cnsal 10 14 03 19 NMOMARM 0 V41 38 4| (Continued from page 13)
WAL G 5% 3 Koz "™ i, g} ;g gg ;g well as WHTZ’s Elvis Duran going to pay more than $20,000 a  things are going well for a station
& ’ LR g 8 atbum 4 i . . S S . B y
worr g:::z;mmercial fd BN mm tedsme 82 73 84 5 Woolf represents Larry King, Talk-  year, you don’t have a lot of bargain-  they are reluctant to make a change
il '50%3'1'5" ;; o e KeB aibum 84 79 67 23 net’s Bruce Williams, and Boston per-  ing power. You have to have some with someone who is established.
WX AC L9 17 15 14 gy AC 57 27 24 40 sonalities Charles Laquidara numbers and the station has to be do- That gives you some leverage.”
s S Hog g e AC 39 45 56 39 (WBCN), Joe Martelle (WBMX), and ing some business. Then [representa- In general, however, Woolf says, “I
gi KIFM adut alt 32 35 39 36 g som ) ,
WNig classical 129 11 10 gyxy AC 42 24 26 31 Tom Bergeron (WBZ), among others.  tion] is important.” do not use ploys or decepgons. Idon’t
L SAN ul)’l}ol/\dﬂglscgjg@“ o Siu LGl 26 28 31 39| Healso represents New Kids On The Goldstein says the poor economy try to be mean-spirited, just do my
KGO NT 80 90 85 79  KCBQ Gl I Block and dozens of professional has been a factor in negotiations of  job and be professional.”
5282 ‘ﬁ'}’?" 3; 23 :5 :3 :gf)?)-ru gI:srs‘;g:I 3{ ;; 38 fjg sports ﬁgures. late. “When a GM looks you in the .Du_ring negotiations Fpos tell,s
Kiol AC 35 32 31 34 ?El‘i&‘m Spanish s Starting out as an attorney for tal-  eye and says, ‘I'm not trying to bust  his clients to “stay out of it. I don’t
prey il 390 23 AC 16 11 4 14| entunions AFTRA and SAG, Gold- your balls but our revenues are really want them talking to manage-
KITS modern 41 39 23 32 KPBSFM dassical 14 18 14 11| stein learned that “there was a lot of  off and someone in New York is danc-  ment. If they do, I'll get out of the
B rANAY R E o ' 50y | radio talent that was being underval- i head,’ I can't ignore that. deal,” he says. “I don’t tell them
KBLXAM-FM  adult ot 330 28 21 SAN JOSE, CALIF.—(30) radio talent that was being underval-  ing on my head,’ I can’t ignor . , ys. :
KSJQO LRl ;} i ;-3 23 et top 40/dance 8.4 g; 88 90 ued” before starting his own legal Most negotiations are being impacted how to play records anq they don’t
KOME ahum 13 27 13 24 e LA 80 39 B2 84| practice almost five years ago. by the sour economy and debt ser- tell me how to negotiate a con-
FRCFM Idi 5 21 19 22 0 &5 53 5 : “ ; : N : g )
KQED NT D33 27 22 Ko L, T Goldstein says, “Most people just yli:ie. ThlSl‘S;he pervasive thing in the tra::t. . v tak .
:srrl:m-rr: :g %; ;; ;; itl) KBAY easy 37 €4 34 40 don’t know how _to neg.()tla@e for industry rig tqow. o gents generally take a percent-
XSFO oldies 72 11 19 20 m"{- fop 40/dance ;i ;g gg gz themselves. Spmetnpes with air per- He adds t.ha}t in ?he negotiation pro-  age of t;he deal they work out for
53:5/“” IS\C " LR 2 18 xere Spanish 21 35 25 33 sonalities their public persona is very  cess, “the main thing is to be patient.  their clients as a fee. Woolf says
KFOG abum 23 19 19 17 Ko ey 20 34 21 33| confident but they are uncomfortable People work at different’speeds. his fee is never more than 5% of
KKHI-AM-FM  classical 21 18 20 17 yapa oldies 33 37 30 28 in [negotiating] with the person who Sometimes nerves get a little frayed, the contract. Foos takes 10% of the
KKSF adult alt 26 17 28 11 pR Nt 20 13 27 18 L His ’ ‘
KRQR album 32 28 33 17  ksam country 31 28 26 28 signs the paycheck. It can be very but we try to end negotiations on a  first year and 7 /2%.of each subse-
e e HoLs 418 Kcas i 39 42 25 24| Jonely for one [jock] to figure out good note. We don’t want to get good  quent year. Goldstein takes 5% per
LS ialu \ g s 718 ks urban 17 15 29 23 what their options are, but there is a  money and then have the station gun-  year and 10% if he finds the job for
KDIA urban 12 9 23 12 KeXM aditat 12 1711 201 Jot of money at stake. There are alot  ning for that person.” the client.
KYA oldies 13 12 14 10 KrpcrmM oldies 15 15 14 18 more people making over $100,000 Woolf, who says he has negotiated Don Anthony, whose Atlanta-
WusL PHI.,L,Q,,D ELPHMTS?)M 87 Lok g%glr:i::\' R R now than five years ago.” more than 3,000 TV and radio con- based Talentmasters helps stations
KYW N/T 62 68 13 5’9&(/*“0 A ’ 1312 23 }g But Goldstein admits that there is  tracts and recently authored a book find talent, agrees it is important
mf;’&" f.',';"."", H ;g 83 romamm :c‘f * 21 13 34 15 | notalways aneed for an agent. “For on nfegot.l;ating (3:‘;,11ed “Friendly Per- for jocks to be repre‘s‘ented., particu-
WYSP s rock 59 60 76 66  KSrO g':;::ry L ri i some talent, there is nothing repre- suasion,” says ‘‘the more leverage larly when they are “enteringintoa .
V;;Erﬂ :2::.';,'“ 33 :2 if ;? KDFC-FM classical 5 5 3§ 12 sentation can do,” he says. “Someone  you have, the easier t.hp (%eal. Noth- higher-compensation plateau. In
N I I I S ey 11 & 11 12| Jike me can only help you parlay what  ing beats competitive bidding. If you fairness to some agents and law-
A is going on. If you're in overnights, have another station that wants your yers, I’ve seen a lot of them do
orif you're in a market that’s justnot  client you have a lot of leverage. Orif ~ some miracle work,” he says.
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Tom Gilligan/Rob Morris
WWHT Columbus, Ohio

TO FULLY APPRECIATE how well WWHT (Hot
105) Columbus, Ohio, is doing in the spring Arbitron,
you have to know about its previous incarnation as
WNRJ, “The Power Pig.”

A new suburban frequency launched last year,
WNRJ was conceived as a top 40/dance outlet, but ac-
tually ended up as a widely focused top 40 with a lot of
early-'80s gold. Owned by M&M Group, whose other
properties are small-town outlets and another subur-
ban Columbus station, WNRJ seemed badly mis-
matched against Nationwide Communications and its
flagship top 40, WNCI. Last fall, WNCI had an 11.0
12-plus and WNRJ didn’t show in Arbitron at all.

In January, Tom Gilligan—PD of crosstown WXGT
until its recent change to oldies WCOL—joined WNRJ
as GM and, until recently, PD. In early February,
WNRJ went to a more focused churban format under
consultant Harry Lyles. WNCI hasn’t exactly caved in
since then—it was off 11.7-11.1 this spring—but
WWHT was up 2.2-4.6 in Arbitron and second in the
latest Birch.

Those rises, Gilligan says, happened without any
outside promotion or marketing. “WNCI has given
away a house. They've given away a couple of cars,
hundreds of thousands of dollars in cash, and they’'ve
gone down,” he says. “We didn’t even have tickets and
albums. We played listeners’ favorite songs and that
was it.”

One reason that has been possible is because Colum-
bus hasn’t had a major FM urban outlet since the ear-
ly ’80s. WCKX has signal problems. WVKO is an AM.
And when WWHT came along, WVKO was already
leaning more adult, something that has become more
pronounced since Hot’s sign-on.

Gilligan is adamant about WWHT being a top 40/
dance station, not an urban outlet. It does play rec-
ords that an urban wouldn’t play, especially the recent
Bryan Adams and Extreme ballads. And WWHT's
cume is only 28% black. But both urbans have, in any
event, declined sharply since WWHT’s sign-on:
WVKO is down 4.4-2.7 over the last two books; WCKX
is off 2.9-1.2. And whatever you consider the hole in
the market to have been—urban or churban—there
was clearly a hole there last fall.

“From having been in the market for almost a year,
this was just a natural,” Gilligan says. “There was no
dance-flavored radio station. Just rock’n’roll and
WNCI, which at the time was very bland hot AC at
best, not even close to being a CHR.”

Gilligan got a lot of initial help from his new sta-
tion's typically low spotload. “We were commercial-
free every weekend for the first month,” he says. “We
also did an incredible amount of music marathons
throughout the week. WNCI couldn’t compete with

us; they were locked into [a higher spotload] and
couldn’t move.”

WWHT has been very tightly formatted and music-
intensive since its inception. And that goes also for
PD/morning man Rob Morris. Even in mornings,
WWHT plays 10 songs an hour. While having a high-
er-profile morning show may eventually be “part of
the evolutionary plan,” Gilligan says, “We have to ask
whether we want a ‘wikki-wikki’ morning show ...
There are a lot of places to go and hear a bunch of
talk, but not a lot of places to go and hear the music.”

This is Hot 105 in p.m. drive: Ziggy Marley, “Good
Time”’; Linear, “Sending All My Love”; Musto &
Bones, “Dangerous On The Dance Floor”’; Latin Alli-
ance, “Low Rider (On The Boulevard)”’; Cathy Dennis,
“Too Many Walls”’; Keith Sweat, “Make It Last Forev-
er”’; Karyn White, “Romantic’’; Tevin Campbell,
“Round & Round”’; Jane Child, “Don’t Wanna Fall In
Love”; and Marky Mark & the Funky Bunch, “Good
Vibrations.”

It is possible, as that monitor indicates, to hear two
rap titles in a row on Hot 105. It's also possible to hear
some rap during middays. While an “O.P.P.” plays in af-
ternoons and nights only, other titles like “Let’s Talk
About Sex” or “Now That We Found Love” play all day.
Because Columbus dance clubs are still influenced by
the radio, rather than the other way around, Morris says
WWHT watches other churbans like WQHT New York,
WPGC Washington, D.C., and WBBM-FM Chicago.

Morris, whose background includes WVKO, WJMO-
FM Cleveland, and several years in which he doubled as
a sports trainer, became PD about six weeks ago. But
Gilligan remains closely involved in programming. “We
all do the music together. We all talk to the record peo-
ple. We all do promotions. If I have to answer the
phones, I answer the phones,” he says. “A lot of stations
have job descriptions. What works for me is for every-
one to do everything because nobody’s perfect.”

Something else Morris and Gilligan share, along with
many other Columbus radio people, are complaints
about WNCI shadowing their promotions. “For the first
couple of months, [WNCI PD] Dave Robbins waited to
see how much effect we’d have,” Morris says. “But
since our trends have continued to grow, he’s done his
normal shadowing of whatever we do.” That, Morris
and Gilligan claim, included doing similar promotions to
both WWHT’s Club MTV Tour and MTV Video Awards
giveaways.

The good news there is that WWHT has promotions
to shadow now. Besides the aforementioned MTV tie-
ins, WWHT was doing a listener-appreciation show with
Boyz II Men and Latin Alliance on the day of this inter-
view. It is also tying in with Virgin for a trip to see Paula
Abdul in Miami. SEAN ROSS

CD Storage Cabinet

Are you looking for a
way to store and lock
your valuable CD’s? Our
storage cabinet holds
840 CD’s in their jewel
boxes for immediate ac-
cess to your programmer
or disc jockey. Steel
construction with 3 lock-
able drawers and stack-
able. 4ft x 2ft x 2ft.

LIFT Discplay Inc., 115 River Road, Edgewater, NJ 07020
Tel.: 201/945 8700, 945 8863, 945 8412, Fax: 201/945 9548

LIFT.

Systems withafuture.

Disney Readies For Radio
Invasion Of Its Word

NEW YORK—At the end of this
month, representatives from 170 sta-
tions and networks will head to Or-
lando, Fla., to participate in Walt Dis-
ney World’s 20th anniversary cele-
bration. An event of this magnitude
takes more than a little planning; Dis-
ney reps say it has been in the works
for more than a year.

When the Disney/MGM Studios
theme park was opened several years
ago, a similar number of stations par-
ticipated in the celebration, and Dis-
ney was able to pull off 103 simulta-
neous live broadcasts. This time, it
expects to handle 120 simultaneous
morning shows, according to senior
marketing rep Tom Daren, a veteran
of 28 years in radio and four at Dis-
ney. Throughout the week, there will
be 409 separate remotes, and a pro-

Promotions ,
& Marketing

by Phyllis Stark

jected 1,636 hours of live broadcasts.

Most of the broadcasts will take
place Sept. 30 and Oct. 1, although
about 25 stations plan to broadcast
from Orlando all week.

The stations will be spread out
among the three parks—Disney, EP-
COT Center, and MGM Studios.
Daren says that although Disney
tries to accommodate park requests
from stations, locations are principal-
ly “determined by logistics.”

To meet the needs of all of the par-
ticipating stations and networks, Dis-
ney will bring in seven or eight satel-
lite trucks. It is also preparing 200
decorated tables with signs custom-
made at the Disney sign shop; each
sign features the station or net-
work’s color logo. The Disney horti-
culture department will provide thou-
sands of flowers to decorate the re-
mote sites.

In addition, Daren says there will
be “a zillion” umbrellas stashed away
and that each table will have a sheet
of plastic stored under it for the sta-
tions to cover their equipment in the
event of rain. Fax machines will be
spread throughout the parks for the
broadcasters’ use. To accommodate
the coffee needs of the morning per-
sonalities, several park restaurants
will open for them at 8 a.m.

Disney owns a 51% stake in a tele-
phone company, Vista United, which
Daren says “comes in very handy
when you are doing an event of this
size. We say, ‘We need 800 phones,’
and they say, ‘What color?’ " Disney
also has two satellite uplinks, a radio
and a video dish.

Participating stations include
KDKA Pittsburgh, KKDA-FM Dal-
las, WLW Cincinnati, WBSB (B104)
Baltimore, WBZ Boston, WMMR
Philadelphia, and New York’s
WNSR, WOR, WRKS, and WYNY.
In addition to the U.S. stations, Dis-
ney reps are expecting live broad-
casts from 10 Canadian stations, 10
from the U.K., two Parisian stations,
and one from Brussels.

Most of the major networks will
also be involved, including ABC Ra-

dio Network, CBS Radio Network,
NBC Talknet, MJI, Unistar, Nation-
al Black Network, Business Radio
Network, and National Public Ra-
dio. Mutual’s Larry King will do his
show from Disney World Sept. 30.
Seventy-three television stations and
programs will also be participating.

An expected highlight of the event
is a Sept. 30 visit from President
George Bush.

CONTESTS DON'T MOTIVATE

Contests are not a primary listen-
ing motivator for the majority of the
radio audience, according to a new
Paragon Research study on the val-
ue of radio contests.

Asked how contests affect their lis-
tening habits, 14% of the survey re-
spondents said they listen to a station
more when it is running a contest,
11% listen less, and the rest said their
listening is unaffected by contests.
Also, 87% said they have never tuned
in to a station they had never heard
before as a result of a contest. Seven-
ty-eight percent said they have never
tuned to a station specifically to par-
ticipate in a contest.

Only a few more people listen to ra-
dio contests than avoid them. Of the
survey’s 437 respondents, 8% consid-
er themselves contest players, 45%
are contest listeners, and 41% are
contest avoiders.

Asked about the number of radio
contests on the air, 36% of the survey
respondents said they think there are
too many, 2% think there are too few,
and 49% are satisfied with the num-
ber of contests on the air.

Sixty-two percent of the survey re-
spondents said contests do not affect
their listening pleasure; 18% said con-
tests detract from listening pleasure;
and 19% said contests add to it.
Eighty-two percent said they would
prefer to hear more music than an-
other contest on the air; 13% would
prefer the contest.

The majority of respondents said
they prefer contests that offer 100
chances to win $100 rather than one
chance to win $1,000: 52% prefer mul-
tiple chances, while 37% would rather
have one shot at the bigger prize.

Paragon’s sample consisted of 18-
64-year-olds who listen to the radio at
least one hour a day.

IDEA MILL: BACK INTO LIFE

WNCI Columbus, Ohio’s morning
team recently devoted a week to test-
ing some well-known advertising slo-
gans and gimmicks. On Monday, a
construction worker used some Se-
cret antiperspirant before running a
jackhammer for two hours to see if
the product really is “strong enough
for a man.”

On Tuesday, 50 Stick-Ups air fresh-
eners were attached to the walls at a
trash-burning plant to see if they
really “freshen the air.” On Wednes-
day, morning man Dave Calin hung
from a construction helmet attached
to a 2-by4 with Crazy Glue.

On Thursday, Calin and partner
John Cline found out if Depends un-
dergarments really help adults with
bladder-control problems “get back
into life.” On Friday, the team found
out how fast a car must be driven
into a wall for the airbag to inflate.

(Continued on page 18)
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BUT WE CAN'T PROMISE ANYTHING... worc exciiog cr

sales. Because whether you're big or small, Billboard's International Buyer’s Guide lets you be

everywhere at once. Your ad generates a fast response and continues getting the inquires all year long.

It’s like having an independent sales force making

contacts and developing highly qualified leads r
1

around the world that call you. Deals that close!

\J

PEA CE OF MINDuo is knowing the simple truth: That the Power Buyer's are getting

their information on the goods and services available to the entertainment industry from Billboard’s

International Buyer’s Guide. If you're advertising there you can rest assured they’ll be calling.

PO‘VER BUYING 009 is why you need to be in Billboard’s International Buyer’s Guide.

AD DEADLINE: 10/9/91
PUBLICATION DATE: 12/18/91

Norm Berkowitz Director of Sales, (212) 536-5016 USA
- Aki Kaneko 03-498-4641 JAPAN
I r Patricia Rod Jennings 44-71-323.6686 EUROPE
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FOR WEEK ENDING SEPTEMBER 21, 1991

Album Rock Tracks.

P COMPILED FROM NATIONAL ALBUM ROCK
n O = RADIO AIRPLAY REPORTS.
e8| 58 0| % Tme ARTIST
2| 32| a2 | 25| LasEL & NUMBERDISTRIBUTING LABEL
* % NO.1 x »
@ 2 5 3 DREAMLINE RUSH
ATLANTIC ALBUM CUT 1 week at No. 1
2 1 1 11 OUT IN THE COLD TOM PETTY & THE HEARTBREAKERS
MCA ALBUM CUT
3 6 6 3 CALLING ELVIS DIRE STRAITS
WARNER BROS. 4-19199
* * * FLASHMAKER * * *
DON'T CRY GUNS N’ ROSES
@ NEW ) 1 GEFFEN 19027
@ 3 _ 2 CAN'T STOP THIS THING WE STARTED BRYAN ADAMS
A&M 1576
HOLE HEARTED EXTREME
6 4 2 14 | aeivises
7 5 4 5 THE REAL LOVE BOB SEGER & THE SILVER BULLET BAND
CAPITOL 44743
8 7 7 4 SOMETIMES (IT'S A BITCH) STEVIE NICKS
MODERN 4-98758 /ATLANTIC -
@ 9 _ 2 HEAVEN IN THE BACK SEAT EDDIE MONEY
COLUMBIA 3B-73976
RUNAROUND VAN HALEN
10 3 3 13 | JARNER BROS. ALBUM CUT
@ 12 14 4 STRAIGHT TO YOUR HEART BAD ENGLISH
EPIC 34-73982
ENTER SANDMAN METALLICA
12 10 10 6 ELEKTRA 4-64857
13 11 11 7 KEEPING THE FAITH LYNYRD SKYNYRD 1991
ATLANTIC ALBUM CUT
3 STRANGE DAYS SCHOOL OF FISH
14 13 12 16 | CapiroL aa738
THIS IS NOT LOVE JETHRO TULL
15 14 15 4 CHRYSALIS ALBUM CUT
16 16 17 8 NOBODY SAID IT WAS EASY THE FOUR HORSEMEN
DEF AMERICAN ALBUM CUT/REPRISE
ONE SHOT TIN MACHINE
@ 20 2 4 VICTORY ALBUM CUT/PLG
WALK THROUGH FIRE BAD COMPANY
18 18 3 5 ATCO 4-98748
21 2 4 BALLAD OF YOUTH RICHIE SAMBORA
MERCURY 868 790-4
27 36 3 TOP OF THE POPS THE SMITHEREENS
CAPITOL 44762
@ 2 32 3 SHAKE ME UP LITTLE FEAT
MORGAN CREEK ALBUM CUT
@ 2% 27 3 EDISON'S MEDICINE TESLA
G