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F-CK COMPTON? | DON'T THINK SO!
introducing Los Angeles rap duo 2ND Il
NONE (PRO-14186). Featuring the first
single and video “BE TRUE TO
YOURSELF.” Produced by DJ Quik.
On Profile.
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Never Mind The Mainstream: The Best of
MTV's 120 Minutes on 2 CDs/cassettes &
1 home video. Rhino serves up raging
performances from the coolest alternative
music show on the tube. Features R.EM.,
Depeche Mode, Morissey & more.

Street Date—Audio: October 22 (70545-6)
Video: October 17 (1447)
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The most fun you've ever had
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Over 75,000 units sold
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‘Techno-Rave’ Has Labels Dancing
Euro Club Phenomenon Now U.S. Bound

EBY LARRY FLICK

NEW YORK—Over the past six
months, the European dance music
scene has heralded a radically new
sound that has been compared with
the '70s punk movement in rock.
Known as techno-rave, it has
achieved mainstream pop success

overseas and is beginning to have an
impact in clubs here as well.
Techno-rave is distinguished by its
aggressive, sometimes dissonant
synthesizer riffs, which are dropped
on top of a frenetic house-inflected
beat. The comparison with punk
comes from the rude force of the mu-
sic and the fact that many techno-

Philips, Sony Agree To Work
Together On Mini Disc, DGG

H BY SUSAN NUNZIATA

NEW YORK—Heading off a poten-
tial format war before it begins, Phil-
ips Consumer Electronics, developer
of the new digital compact cassette
format, and Sony Corp. announced a
joint licensing agreement for Sony’s
mini disc technology.

In an Oct. 9 statement, both compa-
nies said they plan to work together

L.L. Cool, C&C Are
Tops In Billhoard
Vidclip Nominations

H BY MELINDA NEWMAN

NEW YORK—L.L. Cool J and
C&C Music Factory lead the list of
contenders for the 1991 Billboard
Music Video Awards with four
nominations each. L.L. Cool J has
clips nominated in both the black/
rap and dance categories; C&C
Music Factory snared nominations
with songs in both the pop/rock
and dance genres.

Other leading contenders—each
with three nominations—are K.T.
Oslin in the country classifi-

(Continued on page 64)

to provide both DCC and MD with a
smooth market introduction. Sony re-
quired several Philips-held patents in
order to continue its development of
the mini disc.
Both formats will record and play
digital software, but DCC is a tape-
(Continued on page 88)

rave artists are not professional mu-
sicians.

While club music in general has in-
creasingly emphasized more real in-
struments and traditional song struc-
ture over the past year, technorave
veers off into the extreme opposite
direction with its freely improvised,
electronic approach. Like industrial
music, techno-rave is often sample-
driven and rapidly paced, clocking in
at roughly 127 beats per minute. The
primary difference between the two
genres is that techno is usually in-
strumental and, when it isn’t, uses
rap more than singing.

Leading acts in this movement in-
clude N-Joi, Quadrophonia, the Sha-
men, Moby, WestBam, DJ Dick, Gary
Clail, T-99, Altern 8, Fortran 5, DJ
Massive, and Fierce Ruling Diva. All
of these acts have large followings
throughout the U.K. and Europe and
are beginning to develop a base in the

(Continued on page 87)

H BY PAUL SWEETING
and ED CHRISTMAN

NEW YORK—Due to widespread
abuses of the functional discount,
the studios’ concern over their own
profit margins, and
thelr increased inter-
est in direct distribu-
tion, the major video
suppliers are begin-
ning to change the
way they handle
wholesale pricing of
sell-through product,
say industry observ-
ers.

Already, MCA/Universal Home

Dys-Functional? Vid Firms
Rethinking Rack Discounts

Video and Columbia TriStar have
eliminated from their wholesale
pricing schedules the functional dis-
count—the incremental discount
provided to rackjobbers to compen-
sate for the additional services
rackjobbers are sup-
posed to provide to
retailers (Billboard,
Dec. 2, 1989). Orion
Home Video never
distinguished be-
tween types of ac-
counts in its pricing.
And, by this time
next year, according
to a variety of industry sources,

(Continued on page 77)

Hits Hurting
Catalog Sales

B BY PAUL VERNA

NEW YORK—Catalog music
sales are suffering because of a
flurry of blockbuster hits, a lin-
gering recession, and the resul-
tant financial restraints under
which many retailers are operat-
ing, say industry executives.
While in years past, increased
store traffic generated by big hits
would typically result in multiple
(Continued on page 79)

NARM Ponders Higher
Profile For Vid Firms
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Repriced ‘Ghost’ Flies
With 2.3 Million Orders
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24" Crazy World - over 4 million sold worldwide
and approaching double platinum in the U.S.

4% “Wind Of Change” hit #1 in 12 countries.
=45 MTV heavy rotation for over 3 months.

=52 Scorpions continue on a year long sold out tour.
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OF SPECIAL INTEREST

Can the special-interest video industry garner increased interest via ex-
posure on cable television? David Fox, CEO of a U.S.-based internation-
al consulting firm, explores the possibilities in this week’s Commentary.

Page 11
URBAN RADIO REMAINS ‘WITH YOU’

After a slow start out of the gate, Tony Terry’s “With You” remains an
urban radio staple seven months later. And as Sean Ross reports, the
track, which shows no signs of slowing, provides a good illustration of
the discrepancy between reported and monitored airplay.  Page 12

BRANFORD MARSALIS’ SAX APPEAL

With a new trio of albums, a music score for a Showtime movie, and a
blues recording among his myriad current projects, Branford Marsalis is
beyond busy. But as the jazz saxophonist explains to Jeff Levenson, he
wouldn’t have it any other way. Page 29

HITTING THE FLOOR AT AES

Despite economic concerns, the recent AES convention in New York
was refreshingly abuzz with demonstrations of new products and an-
nouncements of budding companies. Susan Nunziata was there.
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Musicland To Buy Record World

Giant Chain Boosts Northeast Presence

W BY DON JEFFREY

NEW YORK—Musicland Stores
Corp. has agreed to buy the financial-
ly strapped Record World chain of 80
retail music outlets from its owner,
Chemical Banking Corp., after only a
month of negotiations.

Some sources estimate that the
chain, which operates mostly in the
New York metropolitan area, is being
bought for about $35 million, which
includes real estate and inventory.

Musicland and Chemiecal Bank would
not comment on the details of the ac-
quisition, which is in the letter-of-in-
tent stage. But the deal is expected to
close in about two months.

The sale of Port Washington, N.Y.-
based Record World has been antici-
pated since Chemical Bank took over
its ownership in August, but it was
not expected to happen so soon. The
suitors were said to include Music-
land, Trans World Music Corp., and
W.H. Smith. But Smith, which was in-

B BY PAUL VERNA
and EARL PAIGE

NEWPORT BEACH, Calif —The
management of Navarre Corp,, a
Minneapolis-based independent
distributor and one-stop, has reac-
quired the company from Lieber-
man, the former rack subsidiary
of LIVE Entertainment Inc.
LIVE’s announcement of the
sale by Lieberman came Oct. 4,
the day independent distributors
convened here for the National
Assn. of Recording Merchandis-
ers’ Wholesalers Conference.
Navarre chairman and CEO
Eric Paulson told Billboard he was
delighted to take the company pri-

Navarre Management Bﬂvs
Firm Back From Lieherman

l

vate again. “A group of investors
led by myself and Chuck Cheney,
our chief financial officer, reac-
quired it and took it back indepen-
dent. We couldn’t be happier,” he
said.

Lieberman acquired Navarre in
early January 1990, at which time
the rack was owned by LIVE.
(Since then, Lieberman has been
sold to the Handleman Co.) Fol-
lowing the acquisition, Paulson
moved over to Lieberman to act as
the rackjobber’'s chief operating
officer. The marriage never
worked, however. Navarre sued
LIVE and Lieberman in late 1990,
charging they had breached ‘‘an

(Continued on page 83)

terested in buying only certain Rec-
ord World stores, dropped out of the
talks after the bank indicated it want-
ed to sell the whole chain.

In 1989, Chemical Bank financed
the leveraged buyout of Record
World by its management and the in-
vestment firm General Atlantic Part-
ners, supplying the latter with $32
million. The bank recently assumed
control of the chain because certain
lending covenants of the agreement
had been violated.

David Bloom, president and chief
executive of Record World, says,
“Chemical Bank is just not in the
business of owning retail. It was nev-
er their intention to be a long-term
holder.”

The purchase of Record World will
strengthen Musicland’s presence in
the Northeast and especially in the
New York area, where it now has “in
the neighborhood of 60 stores,” ac-
cording to a Musicland executive.
Sources estimate that from 12 to 25
of the 80 Record World stores will
overlap with Musicland’s Sam Goody
or Musicland outlets.

The acquisition will give Minneapo-
lis-based Musicland a total of 885 mu-
sic stores nationwide, plus 211 Sun-
coast home video outlets. None of the
parties are commenting on how many
Record World units might be closed
or whether their names would
change to Sam Goody or Musicland.

Although some sources place a $35
million price tag on the deal, that fig-
ure does not include liabilities. The
six major record companies are said

(Continued on page 88)

Degree Of Vid Presence At NARM Spurs Debate
Bonk Says Confab’s Structure Has Not Been Altered

B By JIM McCULLAUGH
and EARL PAIGE

NEWPORT BEACH, Calif.—How
much presence the major home video
suppliers will have at the 1992 Na-
tional Assn. of Recording Merchan-
disers’ convention,
March 13-16 in
New Orleans, fu-
eled intense, be-
hind-the-scenes
discussions here
at the sixth annual
NARM Wholesal-

ers Conference.

While the studios will apparently
have a more formalized presence in
New Orleans than at some past
NARM conventions, some members
of the record community feel home
video’s continued encroachment has
a distracting effect on NARM’s ma-
jor convention emphasis—music.

The likelihood of home video’s
higher profile was a logical though
sensitive topic during NARM’s Oct.
4-9 event at the Hyatt Newporter
here, since the gathering drew more
major home-video executives than
ever before.

Moreover, several Hollywood exec-
utives made a special trip to West-
fields, Va., Sept. 23 for a huddle with
leading record retail executives dur-
ing NARM’s Retailers Conference
there.

Traditionally, record labels have
hosted formal product presentations
and meal functions during the
NARM convention, while video sup-

pliers have attended with a low-key
hotel suite presence. But several rela-
tively new factors have fueled specu-
lation about the likelihood of a larger
Hollywood presence at NARM in the
future.

Among these factors are the con-
tinued growth of sell-through in rec-
ord/tape/combo chains as well as
through NARM's wholesale ranks;
the recent split between NARM and
the Video Software Dealers Assn.,

which was initiated by the NARM
board at this conference a year ago;
and the apparent advantage enjoyed
by the likes of MCA/Universal Home
Video and Warner Home Video, some
of whose product is showcased in the
Uni Distribution and WEA NARM
presentations, respectively.

Studios like Disney, Paramount,
LIVE Home Video, and others not
linked to record distribution entities

(Continued on page 89)

This story was prepared by Paul
Sweeting and Ken Terry in New
York and Jim McCullaugh in
Newport Beach, Calif.

NEW YORK—Paramount Home
Video has shipped 2.3 million copies
of the repriced “Ghost,” making it
the biggest-shipping repriced title
in the industry to date. Paramount
rereleased the title Sept. 25, marked
down from $99.95 to $19.95 suggest-
ed list.

“Ghost’s’’ spirited sales sur-
passed the long-reigning champion
“Dirty Dancing,” also starring Pat-
rick Swayze, which reportedly
shipped over 1.5 million units for
Vestron during its sell-through run.

Repriced ‘Ghost’ Flies Thru
Window With 2.3-Mil Order

It was also comfortably ahead of
the first “Terminator,” which dis-
tributors say has shipped close to 1
million units at $14.95 for Hemdale
Home Video since the blockbuster
sequel, “Terminator 2: Judgment
Day,” broke theatrically.

“Ghost” had earlier set a record
for the biggest-shipping rental title
in March, when 642,000 copies were
sold to dealers (Billboard, March
30). That record has since been sur-
passed by Orion’s “Dances With
Wolves.”

The huge shipment of repriced
“Ghosts” is particularly notewor-
thy in that the “window” between
its rental release and its repriced

(Continued on page 89)
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Room On Rack For Smaller Operators
Opportunities Arise From Handleman Growth

® BY PAUL VERNA
and EARL PAIGE

NEWPORT BEACH, Calif.—Rack-

jobbers gathered at the National

Assn. of Recording Merchandisers’

Wholesalers Con-

) ference here said

11, the recent acquisi-

n tion by the Hand-

) leman Co. of Lie-

I berman Enter-

prises has opened

up a world of op-

portunity for smaller operators.

Although many of these smaller

players say it is still too early to sur-

vey the playing field, they speak of a
wealth of new accounts to explore.

H. Michael Walker, president of

Gemini Distributing of Norcross, Ga.,

and chairman of the indie distributor

Sony Acts Score
In Sept. To Tune
0f $100 Million

NEW YORK—A broad range of
Sony Music artists made a hefty
contribution in September to what
is expected to be the company’s
best sales year in history.

The surge in September, which
filled the domestic company’s
monthly coffers with more than
$100 million for the first time, was
25% better than the previous
monthly leader, September of last
year, according to Tommy Mot-
tola, president of Sony Music.

Mottola also says the first six
months of 1991 showed an 8% in-
crease in sales over the same peri-
od last year, which during the cal-
endar year marked the company’s
biggest year to date.

According to a spokesman, the
label is projecting a fourth quar-
ter that will surpass the similar
period in 1990.

What pleases the label further
in its showing so far this year is
the broad spectrum of product ac-
ceptance—including releases
from the classical and video divi-
sions—rather than one or two su-
| per sellers.

Both Mottola and Paul Smith,
president of Sony Music Distribu-
tion, put Sony Music’s perfor-
mance this year in the context of a
flat year for the music industry as
a whole. “To post this kind of per-
formance in this economic climate
is a tremendous accomplishment,”
says Smith.

The current crop of top sellers
includes recent new releases from
Mariah Carey, Harry Connick Jr.,
Ozzy Osbourne, Public Enemy,
Neil Diamond, and Barbra Strei-
sand, just out with a four-CD ret-
rospective, “Just For The Re-
cord.”

Sony Music Manufacturing Op-
erations also had a record month
in September, reports Jim
Frische, senior VP of manufactur-
ing. The combined CD and cas-
sette output in three facilities in
the U.S. was more than 22 million
units, a 20% increase over last
September. IRV LICHTMAN

portion of the conference, comment-
ed on the new rack universe: “Being
in this business for 26 years, the first
thing that I thought when Handle-
man bought out Lieberman was,
‘Hmm, that means they’re the big
guy and they can tell all the little [ac-
counts] that they don’t want them, so
if somebody else started opening up
rackjobbing [operations] and [hitting]
all those little people, we’d probably
start getting rackjobbers all over the
place again.”

Walker added, “All it does is open
up business for the rest of the world
to get into. That’s why I got into
racking about a year ago.”

Others agreed with Walker’s as-
sessment, though they were cautious
to point out that it is a little too early
to fully gauge the situation. For in-
stance, Paul Pasquarelli of Rank Vid-
eo Services America, a major rack
based in Pittsburgh, said the fourth
quarter is no time to make sudden
moves. “It’s too early to tell,” he not-
ed. “Spring of '92 is when things will
start to shake out.”

Similarly, Don Weiss, head of Ar-
row Distributing of Solon, Ohio, said,
‘“We hope this will open up new ave-

nues; we’ll know in the next 90 days.
I think every regional rackjobber in
the country has been to every one of
the ex-Lieberman accounts over the
past 45 days.”

Observers here speculated that
many of the former Lieberman ac-
counts have already been parceled
out among certain players. However,
no rack sources were prepared to re-
veal their specific accounts.

KEEPING THEM HONEST

According to Sylvan Gross, presi-
dent of Syosset, N.Y.-based Serv-
Rite, one reason many in the industry
believe the Handleman/Lieberman
alliance will strengthen competing
racks is that “there are a lot of ac-
counts that do not want to be ser-
viced by just one company; they will
deal with at least two to keep every-
body honest.”

Handleman president and CEO
Stephen Strome agrees. “I think the
market is going to change,” he told
Billboard. “You're going to see some
smaller racks emerge, because one
source isn’t going to be acceptable; [
don’t believe that that’s possible in

(Continued on page 89)

Bill To Lahel ‘Altered’ Vids
Faces Industry Opposition

& BY BILL HOLLAND

WASHINGTON, D.C.—There’s no
congressional hearing date set yet on
a bill to require labeling on videocas-
settes that are edited or altered, but
the office of Rep. Robert Mrazek, D-
N.Y,, says the bill sponsor has “no in-
tention of dropping this issue, even if
it takes five years to get it passed.”

The battle lines on the controver-
sial legislation were drawn when the
1988 Film Preservation Act was
passed, and the behind-the-scenes
lobbying has intensified since the in-
troduction of H.R. 3051 in July.

The opposition includes all of the
most powerful movie, video, broad-
cast, and music industry trade
groups. Labeling adherents are the
politically less-powerful “creative
community”’ guilds.

The bill would require all videocas-
settes that are altered from the theat-
rical version to carry a label (both on
the package and at the beginning of
the movie) stating, “This film is not
the version originally released.”

The labeling would also contain the
objections of the film’s director,
screenwriter, and cinematographer,
and describe how the film has been
altered. Among the processes often
used to bring feature films into the
time-and-space constraints of the TV
screen are editing, panning, scan-
ning, colorizing, time-compressing,
and expanding.

Insiders say Congress is not eager
to referee another fight between Hol-
lywood creators and merchandisers,
although staffers say it is only be-
cause of the press of more “signifi-

(Continued on page 88)

Mercury Puts Ugly Kid’ Act
In RED For That ‘indie’ Feel

@ BY DEBORAH RUSSELL

LOS ANGELES—Mercury Records
is tapping into the independent net-
work this month by taking the debut
release by metal act Ugly Kid Joe to
New York’s Relativity Entertainment
Distributors.

The newly dubbed Relativity distri-
bution unit—also known as RED—is
the former Important Record Distrib-
utors. RED is half-owned by Sony
Distribution and is the leading inde-
pendent distributor. The web is
known for its success breaking such
acts as Joe Satriani, 24-7 Spyz, Mega-
deth, and Anthrax.

“We wanted to give Ugly Kid Joe a
street vibe, an indie feel,” says Mer-
cury’s senior VP of sales Jeff Brody.
RED is exclusively distributing Ugly

Kid Joe’s “As Ugly As They Wanna
Be,” a five-track EP on the Star Dog
imprint that was released Oct. 8; Mer-
cury will handle all marketing and
promotion. Mercury already has tried
to cop the indie feel, releasing photo-
copied band biographies and black-
and-white DigiPak promo CDs to ra-
dio and retail.

“RED is tied into the mom-and-pop
and alternative metal stores that
break this type of record,” Brody
says. “They’re progressive, indepen-
dent-thinking people.”

Mercury hopes to cash in on the
street hype generated by RED and
the Ugly Kid Joe EP when it releases
a full-length Mercury album via the
PolyGram Distribution Group in
1992. RED will retain exclusive distri-

(Continued on page 89)

Charting New Ground. The National Assn. of Recording Merchandisers
presents Billboard and SoundScan with the Mickey Granberg Award at NARM's
Wholesalers Conference, held Oct. 5 in Newport Beach, Calif. The award, which
recognizes outstanding contributions made to independent music, was
presented in recognition of SoundScan’s new point-of-sale system, which is
used in compiling several of Billboard’s charts and gives the industry a more
accurate picture of retail music sales. Shown, from left, are Mickey Granberg,
NARM director of public affairs and government relations; Geoff Mayfield,
Billboard’s associate director of retail research; Billboard reporter Deborah
Russell; and Mike Shalett, SoundScan chief operating officer.

EXECUTIVE TURNTABLE

RECORD COMPANIES. Epic Records in New York appoints David Massey VP of
A&R and Mare Reiter director of marketing. They were, respectively, a
London-based artist manager and product manager at Epic.

Scotti Bros. Records in Los Angeles appoints Kim Travis VP of promo-
tion and Steve Lake senior director of national promotion. They were, re-
spectively, head of his own consulting firm, and national promotion director
at Scotti Bros.

Demmette Guidry is promoted to national director of black music album
promotion, West Coast, at Columbia Records in Los Angeles. He was local
promotion manager, black music and jazz promotion, West Coast.

MASSEY

REITER TRAVIS LAKE
Ann Brubaker is named director of international marketing for Atlantic
Records in New York. She was international marketing manager for
Warner Home Video.
Boo Frazier is promoted to national urban retail sales director for A&M
Records in New York. He was national director of field operations, urban.
Sheila Coates is promoted to director of product and artist development
for R&B at Virgin Records in Los Angeles. She was R&B product manager.
Edwin Stonefelt is named chief financial officer of Higher Octave Music

SHORE

BRUBAKER FRAZIER COATES
in Los Angeles. He was executive VP of County Bank in Santa Barbara.

Bill Kennedy is promoted to director of national accounts for Hollywood
Records in Los Angeles. He was Midwest regional sales manager.

RCA Records in New York names Michelle Taylor director of national
Jjazz promotion, Barrie Conway director of business affairs administration,
and Derek Graham Northeast regional sales director. They were, respec-
tively, manager of jazz promotion at PolyGram, VP of publishing at Zomba
Corp. in England, and national sales director for LR.S.

Graham Hatch is appointed director of national alternative promotion at
Arista Records in New York. He was national alternative promotion man-
ager at Atlantic.

Rachel Felder is named East Coast A&R representative for Morgan
Creek Records in New York. She was New York managing editor of Alter-
native Press and New York bureau chief of Music Business International.

DISTRIBUTION. Candy Masengale is appointed director of mainstream mar-
keting at BMG Distribution in New York. She was regional marketing di-
rector for Arista in Atlanta.

RELATED FIELDS. Marc Shore is named president of Shorewood Packaging
Corp. in New York. He retains his title of vice chairman of the board of
directors.

The Rascoff/Zysblat Organization appoints Timm Woolley business
manager in New York and Dwayne Taylor business manager in Los Ange-
les. They were, respectively, an independent tour financial controller, and a
tour manager/tour financial controller for BCL/CPI Group in Toronto.
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AFTER SELLING
15 MILLION
ALBUMS
WORLDWIDE...
AND OVER
800,000
HOME VIDEOS...
AFTER SPENDING
MORE TIME
AT #1
THAN ANY
NON-SOUNDTRACK
ARTIST
IN THE PAST
15 YEARS...

[* 29 weeks Black Album Chart  * 22 weeks Pop Album Chart]

AFTER
HAVING THE
FIRST RAP ALBUM
TO PRODUCE
3TOP 10
POP SINGLES...
AFTER BECOMING
INTERNATIONAL ARTIST
OF THE YEAR
BY GOING
MULTI-PLATINUM
IN EIGHT COUNTRIES
AND PLATINUM
IN SEVEN...

AND AFTER

WINNING:
5 American Music Awards
3 Grammy Awards
3 Soul Train Awards
2 MTV Video Awards
Brit and Juno Awards for
Best International Artist
An Image Award
And The People’s Choice
Award for Entertainer

Of The Year...

DON'T YOU
THINK HE'D
CALL IT QUITS?

NOPE.
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Slowly, Firehouse Fans Sales Flames
Epic Act Climbs Ladder To Platinum Level

@ BY CHRIS MORRIS

LOS ANGELES—Epic’s Firehouse is
the latest new act to join the list of
slow-building hard rock bands that
have scored platinum sales with a
long-term label game plan.

Like such other recent examples as
A&M’s Extreme, Chrysalis’ Slaugh-
ter, and Def American’s Black
Crowes, the North Carolina-based
band took more than a year to rack
up sales of 1 million units. Fire-
house’s self-titled debut album first
came to a boil at retail, then moved on
to album rock and top 40 success, bol-

stered by video play and tour sup-
port.

While Firehouse’s album has never
climbed higher than No. 21 on The
Billboard 200 Top Albums chart, the
band attained a top 15 hit on the Hot
100 Singles chart with “Don’t Treat
Me Bad’’; that song’s successor,
“Love Of A Lifetime,” hit No. 5 on
the Hot 100.

Epic executives acknowledge that
labels face a protracted battle to
break new hard rock entries.

Pointing to several other long-term
projects that paid off—Living Colour,
Alice In Chains, and Slaughter—

NewSouth Showcase Brings
Major-League Scouts To Atlanta

B BY THOM DUFFY

ATLANTA—The South is indeed ris-
ing again, in the view of major record
labels whose A&R scouts flocked
here Oct. 2-6 for the third annual
NewSouth Music Showcase.
Observers say the platinum-plus
success of the Indigo Girls and the
Black Crowes, the long-term triumph
of R.EM,, and the flurry of recent la-
bel attention to other regional bands
account for this city’s re-emergence
as a talent hub of the Southeast.
The NewSouth showcase, while
more modest in scale than its older
counterpart, the South By Southwest

Music & Media Conference held in
Austin, Texas, enjoyed its most suc-
cessful year yet with more than 800
attendees and nearly 200 acts show-
casing for A&R execs, attorneys,
managers, press, and fans. (See the
Beat, page 29).

The three nights of showcases at
16 city venues were preceded by the
first NewSouth Awards Show, where
regional artists on independent la-
bels, such as Sky Records’ act Insane
Jane, shared a bill with new major-la-
bel signees, such as Chrysalis act Fol-
low For Now and Motown’s Basic
Black, and now-established stars of

(Continued on page 75)

Sponsorship Safeguards
Explored At BPI Conference

@ BY EDWARD MORRIS

NASHVILLE—WHhile sponsorship
deals are increasingly difficult to
come by, they can still offer great
benefits to both parties if they are ap-
proached with care and precision.
This was the essential theme of BPI's
Sponsorship & Event Marketing
Strategies seminar, held Sept. 29-Oct.
1 at the Stouffer Hotel here.

About 160 registrants listened to a
series of panel discussions and case
histories offered by experts from
both sides of the sponsorship fence.

“A sponsorship is nothing more
than a marketing partnership,” sum-

marized Steve Baker, president and
CEO of Steve Baker & Assocs. and a
former executive for the Walt Disney
Co. Now specializing in finding spon-
sors for venues, Baker said his job is
to “find all the things that are spon-
sorable” at a location, take these
facts to potential sponsors, and then
set a fair price for the linkup. But he
added that it has become more diffi-
cult to find corporations that will pay
a venue or event just to get their logo
exposed.

Jackie Ford, director of sales and
special services at Nashville’s Star-
wood Amphitheatre, said she had to

(Continued on page 79)

MIDEM To Bow Awards Show

Honors Music’s Role In Visual Media

B BY MELINDA NEWMAN

NEW YORK—The inaugural Inter-
national Visual Music Awards will
be held at MIDEM ’92 in January in
Cannes.

The awards, a co-venture be-
tween the MIDEM organization and
French rights society SACEM, will
honor musical use in four different
categories, including film and tele-
vision programming, during a Jan.
21 ceremony.

“The awards are a direct re-
sponse to the increasingly impor-
tant relationship between the mu-
sic/record and video/film/TV in-

dustries,”” says MIDEM CEO
Xavier Roy.

The first category, Cinemato-
graphic Works, will honor theatrical
releases that are themed around a
musical act such as “The Doors” or
“Truth Or Dare.”

In the category of TV Program-
ming, separate awards will be given
for recurring programs, such as
“Top Of The Pops” or ““Friday
Night Videos”’; documentaries on
certain artists; and one-off specialty
programs that are not live concerts.
Awards will be given for both pop
and classical areas in each field.

(Continued on page 83)

sales VP Pete Anderson says, “With
a lot of brand-new baby acts, it’s go-
ing to take a long time. You can’t lose
those records, once you see the poten-
tial.”

Initial resistance in some quarters
of radio makes the terrain even rocki-
er, says senior VP of promotion Polly
Anthony: “To a certain extent,
rock'n’roll and mainstream radio is a
square peg and a round hole. Certain
labels will grind, certain labels will
give up and go home. We grind.”

“Firehouse” shipped just 17,000
units upon its release on Sept. 7, 1990.
Anderson says the album was sent
out early to branch sales managers to
get them involved in the project. Re-
tail programs were built around con-
sumer discount incentives and heavy
in-store play.

Initially, Anderson says, “There
were pockets where people would

(Continued on page 83)

-

“So Good” Signing. Executives of EMI Records USA announce the signing of
Brenda Russeli. Russell’s career began with the hit “So Good So Right” from
her self-titled debut. In addition to appearing on her own albums, her songs
have been recorded by such artists as Luther Vandross, Roberta Flack, Donna
Summer, and Earth, wind & Fire. Shown, from left, are senior VP of A&R/staff
producer Ron Fair; senior VP of promotion Jack Satter; executive VP/GM Ron
Urban; senior VP of marketing Jim Cawley; Russell; VP of business affairs Tim
Mandelbaum; president/CEO Sal Licata; Russell's manager Dennis Turner; and
VP of urban promotion Glynice Coleman.

cOUNTRY ARTISTS account for a majority of the
bulleted albums on The Billboard 200 Top Albums
chart. This upsurge for country comes on the heels of
the 25th annual Country Music Assn. Awards show,
which finished as the third-highest-rated TV program
of the week.

Garth Brooks, who won three key awards on the
CMA show, rebounds to No. 1 with his latest album,
“Ropin’ The Wind.” In addition, his last album, “No
Fences,” which has already sold more than 4 million

copies, jumps from No.
15 to No. 10. And his
eponymous 1989 debut

vaults from No. 49 to No. HAHI
33. I :
Numerous other coun-
try artists register gains I
in the wake of the CMA
Awards. Reba McEntire,
e

who hosted the two-hour
telecast, enters The Bill-

board 200 at No. 25 with
her latest, “For My Bro-
ken Heart.”” Travis Tritt, who won the Horizon
Award, jumps to No. 22 with “It’s All About To
Change.” And Vince Gill, who upset Brooks’ band-
wagon by winning best male vocalist and best song,
vaults from No. 156 to No. 61 with ‘“Pocket Full Of
Gold” and re-enters the chart at No. 87 with “When I
Call Your Name.”

At the same time that country music is growing in
popularity, rap and metal are continuing to gain ground.
Indeed, one reason for country’s expanding audience
seems to be a reaction on the part of some disaffected
pop fans to the increasing dominance of rap and metal.
This week, fully half of the top 10 albums on The Bill-
board 200 are by rap and metal bands.

Motley Crue’s greatest-hits set, “Decade Of Deca-
dence,” debuts at No. 2. It's the band’s third consecutive
album to reach the top two, following “Girls, Girls,
Girls” and “Dr. Feelgood.”

Public Enemy’s “Apocolypse 91 ... The Enemy
Strikes Black” enters the chart at No. 4, instantly be-
coming the group’s highest-charting album to date. The
group’s last album, “Fear Of A Black Planet,” peaked at
No. 10 in June 1990.

Guns N’ Roses’ “Use Your Illusion II” and “Use Your
lusion I,” which held the top two spots the past two
weeks, fall to Nos. 3 and 6, respectively. And “Metal-
lica,” which held the top spot for four weeks in August
and September, dips to No. 8.

Mainstream pop and R&B acts hold down the three
remaining spots in the top 10. Prince debuts at No. 5
with “Diamonds & Pearls”; it’s his first nonsoundtrack
album to reach the top five since “Parade” in 1986. Mar-

by Paul Grein

Awards Rewart: GOuntrv Gets CMA Boost:
Public Enemy ‘Strikes’ Billhoard 200 At No. 4

iah Carey dips to No. 7 with “Emotions” after reaching
No. 4 the past two weeks. And Bryan Adams’ “Waking
Up The Neighbours” dips to No. 9 after debuting last
week at No. 6.

A FEW ALBUMS surprised us by falling backward in
their second week on The Billboard 200.

The Cult’s “Ceremony” dips to No. 36 after debuting
at No. 25. The band’s prior album, “Scnic Temple,”
logged six weeks at No. 10 in 1989.

Barbra Streisand’s lav-
ish, four-CD boxed set,
“Just For The Record
..., drops to No. 63 after
debuting at No. 38. The
set’s hefty price tag, in the
midst of a lingering reces-
sion, appears to be having
an effect. If the economy
can bedevil even a “can’t
miss’’ title like this, it's
worse than we thought.

Heart’s ‘““Rock The
House Live!” drops to No. 143 after debuting at No. 107.
Heart’s last three albums all reached the top three.

FAST FACTS: We all know that female artists are hot.
But we bet you didn’t know that four of this week’s top
10 singles on the Hot 100 were co-produced by women.
Mariah Carey, Bonnie Raitt, and Martika all co-pro-
duced their latest hits; Linda Ronstadt co-produced
Aaron Neville’s “Everybody Plays The Fool.”

The surest sign of A&M Records’ recovery is that its
chart-topping artists are earning multiple hits. Amy
Grant, Extreme, and now Bryan Adams have all fol-
lowed up No. 1 singles this year with top 10 hits.

Karyn White lands her third No. 1 R&B hit with “Ro-
mantic.” Jimmy Jam & Terry Lewis produced and co-
wrote the smash, which also jumps to No. 3 on the Hot
100. L.A. Reid & Babyface did the honors on White’s
previous R&B chart-toppers, “The Way You Love Me”
and “Superwoman.”

Maxi Priest is featured on two hot singles. He teams
with Roberta Flack on “Set The Night To Music,”
which jumps to No. 24 on the Hot 100, and is featured
with Shabba Ranks on “Housecall,” which jumps to No.
12 on the Hot R&B Singles chart. To which we can only
add: Shabba Ranks, but so does Roberta.

WE GET LETTERS: William Simpson of Los Angeles
notes that “When A Man Loves A Woman” has now ap-
peared on the Hot 100 four times-—twice per gender. Es-
ther Phillips and Bette Midler sang it from a female
perspective; the male angle has been covered by Percy
Sledge and now Michael Bolton.
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The new album
TOO LEGIT TO QUIT
in your face October 29.

On Capitol compact discs,
cassettes and records
Produced by Hammer and Felton Pilate Il for
Bust It Productions
Management and Direction:
Louis K. Burrell/Bust It Management

There it is y’all...

©1991 Capitol Records, Inc.
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Regional Awards
Shows Spread
To L.A., Chicago

B BY CRAIG ROSEN

LOS ANGELES—The organiz-
ers of the annual New York Mu-
sic Awards, which will be pre-
sented Nov. 1 at the Beacon
Theatre, are planning similar
regional awards ceremonies
here and in Chicago.

According to Robbie Woliver,
co-director of the National Mu-
sic Awards—the organization
behind the regional awards
shows—the Los Angeles Music
Awards will be held in Febru-
ary, probably before the Gram-
mys, while the Chicago ceremo-
ny will bow in June, coinciding
with the annual “Taste Of Chi-
cago” festival.

The events will be held in the-
aters that seat between 2,500
and 3,000, a portion of the seats

(Continued on page 87)

Juke Biz Finds New Life Via New Technology, Markets

B BY DEBORAH RUSSELL

LOS ANGELES—Jukebox manufac-
turers and operators are reaching for
dramatic growth in the 90s, as lead-
ing firms explore new markets and
exploit new technologies.

Attendees at the recent Amuse-
ment & Music Operators Assn. expo-
sition in Las Vegas were decidedly
upbeat about the future, noting that
the jukebox “slump” bottomed out in
the mid-"80s and now appears to be
over. AMOA statistics indicate that
up to 20,000 new CD jukeboxes ap-
peared in the marketplace last year,
with CD jukeboxes accounting for
more than 50,000 of the estimated
250,000 total jukeboxes operated in
the U.S.

“The jukebox market was stag-
nant during the past decade,” says
Randy Chilton, owner of Wichita,
Kan.-based Chilton Vending Co. and
chairman of the AMOA jukebox-pro-
motion committee. “But these things
go in cycles. Our jukebox revenue is
up significantly from last year.”

Chilton estimates the average CD
jukebox costs the operator $5,000,
compared with $3,000 for the average

K-tel Operating Profit Up
Despite Slippage In Sales

W BY DON JEFFREY

NEW YORK—K-tel International
Inc., the marketer of compilation al-
bums through direct mail, reports a
large jump in operating profit in the
past fiscal year, although sales and
net profit were down.

Sales for the 12 months that ended
June 30 dropped 17% to $35.2 million
from $42.6 million the year before.

Paul Altman, chief financial offi-
cer, says sales fell because the com-
pany discontinued distribution ser-
vices and TV-promoted retail music
interests in the UK. and sold all its
businesses in Australia.

But operating profits (before taxes
and special items) rose 261% to $1.22

million from $338,000 last year. Net
profit, however, declined 17.7% to
$558,000 from $678,000 in the year-
earlier period because of higher tax-
es.
For the fourth quarter, the Plym-
outh, Minn.-based company reports
net income of $329,000 on $7.21 mil-
lion in sales, compared with a net loss
of $69,000 on $8.4 million in sales in
the same period last year. Operating
income was $378,000; the year before,
there was a loss of $759,000.

Altman says K-tel’s domestic oper-
ations were strong in the past fiscal
year. On its K-tel compilation music
label, the biggest hits continued to be
the “Hooked On ...” series. The

(Continued on page 83)

Commtron Sales Flat For Year
Yid Distributor’s Profits, Revenues Wane

NEW YORK—Commtron Corp. re-
ports that sales from distributing
home video in the recently completed
fiscal year were flat compared with
those of last year. Revenues from
rental product rose 6%, but sales of
sell-through titles dropped 25%.

For the 12 months ended Aug. 31,
Commtron’s overall home video reve-
nues inched up to $452.9 million from
$451.9 million the year before. In the
fourth quarter, however, the year-to-
year results were better: a 22.7% in-

A Good Home
For ‘Good Works’

NEW YORK—Effective this
week, Billboard will run items
dealing with charitable efforts in
the home entertainment industry
under the common heading of
Good Works. This feature will
appear on the Update page.

crease in home video revenues to
$119.9 million from $97.7 million.

Overall, the Des Moines, lowa-
based distributor of home video and
consumer electronics reports that net
profit slid 16.5% in the year to $7.68
million as total revenues fell 4.76% to
$531.5 million. In the fourth quarter,
net income decreased 27.2% to $1.43
million on a 14.3% rise in revenues to
$137.9 million.

The principal reasons profits fell in
the fourth quarter, despite the strong
increase in revenues, according to the
company, are lower gross margins on
video because of “competitive indus-
try conditions” and higher operating
expenses ‘‘partly due to the opening
of the company’s 19th facility in Bal-
timore.”

Total costs rose 15.5% in the fourth
quarter to $135.5 million. For the
whole year, though, costs declined
44.5% to $518.8 million.

Commtron’s stock closed at $5.50 a
share in American Stock Exchange
trading at press time, near its 52-
week low of $5.125. DON JEFFREY

45 rpm model. The CD jukebox gen-
erally takes up to 100 discs, a% an av-
erage cost to the operator of $12-315
per full-length CD, he says. Thus, the
typical operator rotates only about
two or three CDs per machine per
month. With the 45 rpm records,
which cost only $1.35 each, the opera-
tor can afford to rotate closer to 12
new records per month.

“Generally, an operator spends
about 10% of the net income per ma-
chine on product costs,” he says.
“With CD, it’s risen to about 15%.”

Yet, despite the increased cost to
operate the CD jukebox, Chilton

says, location owners who replace 45
rpm models with CD jukeboxes find
the new machines generate about
twice the gross income of their prede-
cessors. The average CD box costs 50
cents per play and offers three plays
per dollar; the 45 rpm model yields 25
cents per play and five plays per dol-
lar.

Software management, Chilton
says, is the CD jukebox operator’s
greatest concern, and computer pro-
grams are being developed to assist
in the buying and management of
CDs. The album-oriented CD jukebox
focuses on artists rather than sin-

gles, he says, “and if you make a mis-
take in buying CDs, it winds up cost-
ing you much more than in the past.”

As operators learn to adjust to the
new marketplace, the nation’s manu-
facturers are working to expand that
marketplace. Burger joints and fast-
food chains are key targets.

Long Beach, Calif.-based Pioneer
Laser Entertainment Ine. is rolling
out CD jukeboxes into about 250 cor-
porately owned Burger King restau-
rants in Chicago, Detroit, Minneapo-
lis, Indiana, and Omaha.

The manufacturer recently con-

(Continued on page 83)

MAD ABOUT YOU: STING’S BIRTHDAY BASH

LOS ANGELES—A&M Records’ Herb Alpert, Jerry
Moss, and Al Cafaro joined Sting’s soul mate Trudie
Styler Oct. 2 in welcoming a select group of Sting’s clos-
est friends (many of whom were flown in from various
far-flung locales) to celebrate the start of his fourth
decade on the planet. The unusually festive party un-
folded on a spectacular set at A&M'’s studios that was
designed to resemble the waterfront of Sting’s Newcas-
tle birthplace. Boyhocd chums of the rocker enjoyed
“stottie cake” sandwiches washed down with Newcastle
Brown Ale as they swapped stories with celebrity guests
as diverse as rockers Bob Dylan, Don Henley, and Jack-

son Browne; jazz great Herbie Hancock; Folice band
mate Andy Summers; painter David Hockney; hot rug-.
cutter Joni Mitchell; and actresses Rosanna Arquette,
Patsy Kensit, and Nell Campbell, the last of whom
jumped out of a cake to serenade the guesi of honor.
Highlights of the fete included A&M chairman Moss’
presentation of a 1971 Riva speedboat to Der Stingle, as
well as a hilariously heartwarming homemade video by
his five children as they jammed on the 1961 Elvis Pres-
ley hit from “Blue Hawaii,” “Rock-A-Hula Baby.” A
visibly choked-up Sting told his assembled mates that
they made him “feel like the luckiest man alive.”

Sting gets a birthday hug from
girlfriend Trudie Styler, left, and
Elizabeth Glaser, wife of actor Paul
Michael Glaser and co-founder of the
Pediatric AIDS Foundation. Sting had
contributed a song to the foundation’s
benefit album.

Wishing Sting, center, a happy birthday, from left, are A&M vice chairman
Herb Alpert; A&M chairman Jerry Moss; Styler; and A&M president/CEQ Al
Cafaro.

Above, Sting is serenaded by Nell
Campbell, owner of New York
nightclub Nell’s and one of the stars
of “The Rocky Horror Picture Show.”
Campbell surprised Sting by popping
out of a 6-foot-high birthday cake
before starting her song.

Singer/songwriter Joni Mitchell boogies
all night at Sting’s birthday party.
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Logical Avenue For Special Interest

CABLE TV SHOULD PREVIEW SEL

EBY DAVID M. FOX

In the early days of home video,
television and home video were
natural enemies. Television expo-
sure robbed videocassette retail-
ers of their natural window of ex-
clusivity. In the '90s, however,
television exposure has become as
necessary a component of the sale
of video as was the U.S. Air
Force’s assault on Iraq before the
ground war. Coordination of mar-
keting efforts, therefore, is cru-
cial, especially since a panel of vid-
eo experts commissioned by the
Rockefeller Foundation has con-
cluded that special-interest video
needs to be previewed to be de-
sired.

Cable television is the perfect
previewing mechanism. As it has
penetrated the majority of U.S.
households, cable TV has caused
the three major broadcast net-
works’ share of cable audience to
decline from 90% to 60%. The other
40% is now divided among more
than 30 cable networks as well as
public broadcasting, independent
TV stations, and the Fox Broad-
casting Co. Thus, television has
been transformed from a general
service to one of formats, much
like radio. And the age of “format
television” is the age of 24-hour
news (CNN), 24-hour music (MTV),
24-hour sports (ESPN), and 24-
hour documentary programming
(Discovery Channel).

In a parallel vein, the rapid pro-
liferation of sell-through video has
fragmented the video sell-through
population into the music video col-
lector, the sports buff, and the doc-
umentary collector.

“Format television’ provides
the preview mechanism recom-
mended in the Rockefeller Founda-

‘Cable TV is the
perfect previewing

David M. Fox is CEO of David Fox and
Associates, an international programming
consulting firm and U.S. sales agent to

mechanism’

producers worldwide.

tion study; by segmenting the au-
dience, it forms a targeted channel
of distribution that is much more
appropriate for videocassettes
than is the current retail channel.
Who is more apt to desire a Rolling
Stones concert video than a video
collector who has searched out
that very concert on MTV?

But won’t that collector tape the

concert for himself? Studies have
shown that fewer than 10% of VCR
owners are habitual tapers. In ad-
dition, viewers often don’t know
that they desire a permanent rec-
ord of something until they have
already begun watching it. And, of
course, there are the issues of bet-
ter video and audio fidelity, as well
as the attractiveness and informa-

L-THRU

tion on the video box.

We are already in the era of for-
mat television providing “air cov-
er” for the video retailer. Current-
ly, PBS, ESPN, A&E, and The Dis-
covery Channel have video
ventures. Thankfully, video is not
as repeatable as audio-only materi-
al; if it were, the government
would eventually step in to ban the
practice of television networks
selling video. Could you imagine a
radio network having exclusive
control of the sale of all the audio
material it played? The lesser
crime of ‘““payola’ has already
been banned throughout America.

As the '90s progress, we will—
and must—see a greater effort to
coordinate the marketing of spe-
cial-interest video and format TV.

The opinions expressed above are
not necessarily those of Billboard
or its management.

STRAIGHT TALK

Finally, some straight talk from
Camelot’s Jim Bonk in your article
“Retail Base Frail, Warns NARM
Chief” (Billboard, Oct. 5). Short mar-
gins are screwing up the market,
particularly for Camelot and other
mall chains.

I'd just like to comment on the
inane comments attributed to “label
execs” in the article:

e “Margins are for retailers to cre-
ate.” Fine. Someone notify General
Motors that the solution to its prob-
lems is simply to raise its prices until

they show a profit. Consumer percep-
tion be damned!

e “CD and cassette prices in most
countries remain far above those of
the U.S.” So what? Those markets
are small compared with the U.S. Mu-
sic is not an impulse purchase there.
Only in America, the traditional pot
of gold for recording artists around
the world, has the impulse price on
music historically been the same as
list, a benefit of sheer volume. Now
prices are squeezing that volume
flow needlessly shut.

e “The label’s return on sale is not
great, falling below 15% in most
cases.” From Newsweek, July 16,
1990: “A CD now costs only about 90
cents to manufacture. The big com-
panies celebrated by snatching up . . .

A&M ($500 million) and Geffen ($545
million).” Tough times, huh?

The labels squandered their profits
because they thought the market
could continue to grow despite high
CD prices. But they were wrong. It is
stalled at less than half saturation.

David Campbell
Owner, The Music Man
Norfolk, Va.

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

The following is part of an occa-
sional series of articles by Bill-
board readers outside the enter-
tarnment industry.

In response to Billboard’s recent
cover article “CEMA Promises No
Deals With Clubs” (Sept. 21), I am
writing to give the record companies
and music retailers an educated con-

sumer’s perspective on record clubs.
Let’s start with
some  simple

arithmetic: BMG VOICES
offers four free

CDs with an obli- CARRY
gation to pur-

chase one CD at

regular club

prices. After fulfilling this “obliga-
tion,” the BMG member receives an-
other three free for a total of eight
CDs. The overall cost for these eight
CDs is about $20, which includes
postage and the one CD purchased
at “regular club prices” ($14.98 and
up). There is no hidden gimmick
here: Eight CDs, which retail in

how manage to convince a “friend”
or “relative’” of the benefits of join-
ing BMG, then the cost per CD drops
even further (members get two free
CDs for each new recruit).

The Columbia House Club has
slightly less favorable terms but
does offer a larger selection. The Co-
lumbia House CDs end up costing an
average of §7 each and, as with
BMG, members receive free CDs
(three at Columbia House) for each
new member referral.

The only drawback of buying CDs
this way is that new titles are usual-
ly unavailable for three to four
months after their initial release
date. There is also the small inconve-
nience of having to return the reply
card each month. Both are minor
factors, considering the 50%-80% dis-
count on what is exactly the same
product available in stores.

Ostensibly, the clubs were estab-
lished to serve potential customers
in remote areas who were out of the
reach of music retailers. This ratio-
nale appears legitimate, although I

CD Clubs Offer Deals That Consumers Gan’t Refuse

in easy reach of a music retailer.

Music retailers have voiced discon-
tent over the clubs’ ability to eat into
their revenues. The record compa-
nies, on the other hand, are worried
about losing the substantial reve-
nues generated by the CD clubs. It
amazes me how the record compa-
nies have fretted over such things as
cannibalizing an album’s potential
sales by releasing a single, while for
years they have been eating into the
revenues of their own customers,
the retailers, by supporting and op-
erating record clubs.

I certainly have no reason to has-
ten the demise of the clubs, since
they have helped me build a 300-plus
CD collection at minimal cost, but a
pricing compromise would seem to
make sense for all parties involved.
The record companies could elimi-
nate the two-tiered pricing system
that now exists and price CDs some-
where between the $2.50-§7 that
clubs charge and the $12-$18 that re-
tailers charge. I think public percep-
tion now is that CDs are overpriced,

$10—not unreasonable, considering
the actual manufacturing cost for a
CD is about 90 cents.

Simple economics tells us that,
as price drops, demand increases.
So while the record companies
would lose revenue from the
clubs, significantly lower prices
at retail would certainly increase
store sales.

As for those poor music fans
stuck living miles from the near-
est mall, there are catalog retail-
ers that sells CDs through the
mail like J. Crew sells clothes.
One no-frills operation in New En-
gland charges prices below those
of most store retailers, has a huge
inventory, same-day access to the
latest releases, and fast, conve-
nient home delivery by Federal
Express or U.P.S.

My guess is that the clubs and
discount mail-order companies
will continue to grow at the ex-
pense of music retailers until rec-
ord companies eliminate the cur-
rent two-tier pricing system.

;1-}2731-63(;%6231 31"“’“?3‘“2’9'8‘32!‘1’ 150 stores for $12:$18, cost an average suspect that the majority of club anyway, and retailers have long Kenneth Broad
1532316 ¢ ml '08“'_{;1_3:3499_5905 of $2.50 each! And, if you can some- members, myself included, live with-  called for a price point at or below New York
W
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Urban PDs Are Staying ‘With You’

7 Months Later, Terry Track Still Hot

B BY SEAN ROSS

NEW YORK—It was one of the
slowest starting records of the year,
but now Tony Terry’s “With You” re-
fuses to fade at urban radio. Seven
months after its release, “With You”
is still a top 10 urban record, accord-
ing to Broadcast Data Systems, and
it has been top five within the last
two weeks. That is higher than the
No. 6 it reached on Billboard’s Hot
R&B Singles chart in June; it also
means that “With You” has outlasted
its follow-up, “That Kind Of Guy,”
which made it to only No. 38 urban
last month.

“With You” is still in heavy rota-
tion at major-market outlets like
WBLS and WRKS New York,
WYLD-FM and WQUE New Or-
leans, WJLB Detroit, WGCI-FM Chi-
cago, KKBT Los Angeles, and
WVEE Atlanta. Although sales and
requests have slowed in some mar-
kets, PDs who do callout research see
no sign of burn on the record. And
some of the PDs who had moved
“With You” from current to recur-
rent rotation may still move it back.

That “With You” is this strong
when it is No. 87 on the R&B singles
chart says a lot about the current dis-
parity between reported and moni-
tored airplay. “With You” is being re-
ported by only one station this week,
despite the fact that BDS shows it re-
ceiving five to nine plays a day at
about 10 outlets. But the staying pow-
er of “With You” also reflects a num-
ber of other phenomena at play in ur-
ban radio, especially the increased
conservatism of big-city urban sta-
tions and the format’s ballad glut.

BORN TO BE “WITH YOU”

The first single from Terry’s epon-
ymous second album, the up-tempo
“Head Over Heels,” was released
last October. Epic VP of R&B promo-
tion Trupiedo Crump says that song
was chosen “because radio was tell-
ing us, ‘The last thing we need is an-
other ballad.” ”

Things had not changed much in
March when “With You” became a
single. While there was no lack of up-
tempo, nonrap material being of-
fered, there were few such songs
that tested or sold strongly, and few
nonballads that appealed to both
teens and adults, a situation that
most say still exists. “It’s a dark time
in music history now when all we can
find is ballads,” says KMJQ Houston
PD Ron Atkins. “Everything is either
ballads or resampled hits.”

Crump, and most of the PDs con-
tacted for this story, agree that
“With You” got caught in what At-
kins calls “a logjam of ballads.” Al-
though it moved up the chart steadi-
ly, “With You” took several months
to show major-market strength.

Crump remembers being told ini-
tially by PDs that “With You” was
“Just an OK record.” After all, as a
relatively subtle ballad, it was initial-
ly hard to distinguish “With You”
from its male ballad competition. In
May alone, that included chart hits

from Keith Washington, Phil Perry,
Teddy Pendergrass, the Dells, Hi-
Five, the 0’Jays, Ralph Tresvant, Le-
vert, Surface, and Will Downing.

“I thought it was a good ballad,”
says WUSL Philadelphia PD Dave
Allen. “I just didn’t think it was so
different that it would have the un-
ending popularity it ended up having.
It took a long time to develop, but
once it did, it developed big. And it
doesn’t seem to be burning.”

Similarly, consultant Dean Lands-
man says “With You” broke slowly
because “it just didn’t scream of high
sales ... With consumer spending
down, it was a tougher record to
show great sales on.”

But Landsman says, “About four
or five weeks in, when it would have
been time to get rid of [*With You’], it
had too much going for it to be got-
ten rid of. It tested nicely and it’s
been a consistent telephone record.”
WHJX Jacksonville, Fla., PD Gary
Young remembers that “With You”
“just started selling after it had
climbed everybody’s chart.”

DOES CROSSOVER COUNT?

It was late June and early July
when “With You” started kicking in
as a major-market urban record. Not
until September did it began sporting
double-digit adds at top 40. (In mid-

(Continued on page 18)
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The New Boyz? MCA artist Heavy D., center, was a recent guest on Hitline
USA and at WHTZ (Z100) New York. Pictured with Heavy D. are Z100 jock and
Hitline USA host Elvis Duran, left, and Z100 assistant chief engineer Steve

Pepe.

CBS WILL AIR the long-anticipat-
ed ““48 Hours” episode on radio
Wednesday (16). The episode, titled
“Shock Waves,” features behind-
the-microphone glimpses of Larry
King, Tom Joyner with Jack “The
Rapper” Gibson, the WPLJ/WHTZ
New York battle, and WYHY (Y107)
Nashville’s morning team.

The most talked about segment of
“48 Hours” will probably be “Spin
Control,” which follows SBK’s Mon-
te Lipman as he works Jesus Jones’
“Real Real Real” across the South-
east. Asked by a reporter why he de-
scribed the song as a rock record at
WXTB (98 Rock) Tampa, Fla., and
as a dance record at WPOW (Power
96) Miami, Lipman says the game is
to tell PDs “whatever they want to
hear.” SBK executive VP/GM Dan-
iel Glass adds, “I give [Lipman] li-
cense to do anything within the legal
bounds to get that song on a radio
station, and that is a big spectrum.”

Some other highlights: Z100 VP/
programming Steve Kingston,
asked if he would shake Scott Shan-
non’s hand on the street, responds,
“If it was on the street to Tampa,
ves”; King, who admits to earning
“well into the seven figures,” tells a
reporter he is still “Larry of the
neighborhood” while getting a hand
massage; WIBU Madison, Wis., GM
Lee Harris prepares to switch from
polka to satellite adult standards by
instructing his staff to offer to sell
the station to complaint callers . ..
for $475,000.

OLDIES BIGGER THAN TOP 40

For the first time, there are now
more oldies stations nationwide than
there are commercial top 40 outlets.
Annual figures from the Alexandria,
Va.-based newsletter the M Street
Journal show that top 40 has gone
from the third most common format
a year ago with 824 stations to fifth
with 675. Top 40 now trails country
(2,452-2,457), AC (2,135-2,088), reli-
gious (745799 commercial stations,
plus a 332352 rise among noncom-
mercial outlets), and oldies (659-704).

The biggest format gainers are al-
bum/classic/modern rock (419-529)
and N/T (405-527). Total commercial
stations have gone from 9,444 to
9,594 over the last year; noncommer-
cials go from 1,636 to 1,726. The
number of stations going dark went
from 210 to 308 over the last year.

WHFS STANDS ACCUSED
Former WHFS Washington, D.C,,
NSM Patti Ebert has filed a $3 mil-
lion wrongful dismissal suit against

by Sean Ross with
Phyllis Stark & Rochelle Levy

the station and owner Duchossois
Communications. Ebert, the wife of
WHFS announcer Damian Ein-
stein—known for his legal battles
with the station—claims she was
fired for complaining to station man-
agement that advertisers were be-
ing charged for unaired spots and
that logs were being falsified. Ebert
also claims WHFS DJs practiced
plugola, overcharged political candi-
dates, falsified EEO forms, and im-
properly conducted contests; Duc-
chossois’ lawyer “categorically” de-
nies the complaint.

The Orlando Sentinel says the
state attorney’s office is looking into
an incident involving TK Communi-
cations’ WHTQ. Two TK employees,
one of whom was really KXTN San
Antonio, Texas, GM Steve Humph-
ries, came to town to interview local
salespeople under the guise of being
potential clients. WHTQ GM Frank
Tenore claims it was only a recruit-
ing stunt; WHTQ’s rivals say TK
wanted proprietary information.

‘48 Hours’ Sneak Preview:; Oldies Passes Top 40

Then there’s the bogus press re-
lease that somehow got sent out on
the stationery of top 40 KHYI Dal-
las. Amid rumors about a format
change, the bogus release said
KHYI would become heavy metal
“X-Rock 95” with such core artists
as Napalm Death and Nuclear As-
sault. KHYT night jock Jojo Wright
will go to KSOL San Francisco for
afternoons, replacing Doug Lee.

PROGRAMMING: WKSS LOVES JONES

Top 40 WEGX Philadelphia APD/
MD Jay Beau Jones is the new PD
at top 40/dance WKSS Hartford,
Conn., replacing Jefferson Ward.
Also, the American Comedy Net-
work’s Ed Kelly joins WKSS as
morning co-host . .. Midday host
Tori Turner is upped to PD at urban
WIZF Cincinnati, replacing Todd
Lewis ... WZTA Miami, which
dropped classic rock three weeks
ago for a harder, more current-
based approach, is classic rock
again.

Former WGKL Charlotte, N.C.,
PD Tim Fox is the new PD at oldies
KSMG San Antonio, Texas, replac-
ing Kelly McCann ... Ralph Ci-
polla, the PD of Metroplex’s WUFX
Buffalo, N.Y,, until that station’s
LMA with rival WGRF, is the new
PD at Metroplex’s WFYV (Rock
105) Jacksonville, Fla., replacing
Bryan Jeffries. GSM Mark Kanak
is now officially GM.

N/T KFWB Los Angeles produc-
er Scott Gorbitz is named ND, re-
placing executive editor Ken Beck
... Easy listening KYBG-FM Den-
ver is now simulcasting all-sports
KYBG-AM. Also, WPNT-AM Chica-
go’s long-awaited all-sports format
will sign on this month as WSCR
(The Score) ... GM Ken Harris is
out at AC WKJY Long Island, N.Y.

Classical WWCS Pittsburgh goes
religious. PD Woody Cunningham
exits ... WLXG Lexington, Ky.’s
Reggie Gay is now PD at religious
WYZE Atlanta ... KOSO Modesto,
Calif., PD Max Miller becomes man-
ager of program operations for par-

ent firm SpaceCom. VP John
Kuehne is now executive VP/opera-
tions ... Soft AC WWMY Greens-
boro, N.C., the LMA partner of rival
WMAG (Magic 99.5), is now known
as Magic Lite. WMAG night jock
David Qakley joins for mornings.

At rock/AC KMMK Las Vegas,
GM/mornings Tom Jeffries is out,
replaced by Dax Tobin, son of own-
er George Tobin. John Anderson
moves from middays to mornings
... Easy KQSN Tucson, Ariz., be-
comes rock/AC KTZN under new
station manager Joe Geoffrey from
KRVY Monroe, La.

Country KSON San Diego APD
Mike Brady is the new PD/p.m.
driver at similarly formatted KSKS
Fresno, Calif. Jim Nelly will stay on
as APD/middays for now ... Coun-
try WACO Waco, Texas, MD John
Q. Morris adds PD stripes ... For-
mer WGH-FM Norfolk, Va., PD
Mike Carta is the new PD at coun-
try KVET/KASE Austin, Texas, re-
placing Ken Jumper.

N/T WKBK-FM Keene, N.H., be-
comes Unistar oldies WXOD . ..
Country WSKX Hinesville, Ga,, is
headed churban under new PD
Stanton Jay ... WZNS Florence,
S.€., PD Bob Steele adds PD duties
for sister WWTR Ocean City, Md,,
replacing Skip Isley ... APD Rick
Church is now PD at album KQDS
Duluth, Minn. ... Midday host Lar-
ry LeBlanc is now PD at classic
rock WIGE Baton Rouge, La.; for-
mer PD Andy Holt is now APD at
oldies KLUV Dallas.

AC WMXZ New Orleans PD
Bruce Bond is now consulting AC
WIMX Harrisburg, Pa. ... Top 40
KTRS Casper, Wyo., PD Stan Icen-
ogle is upped to OM; KSYZ Grand
Island, Neb.’s Gary Marshall is
named PD/MD ... KQCL Faribault,
Minn., overnighter Leigh Kelly is
now PD/middays at top 40 KYEE
Alamagordo, N.M. Former PD
Christina Mars remains in morn-
ings. Former midday jock Randy
Foxx goes to weekends at KYIS

(Continued on page 19)
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Leeza Gibhons Entertains You
With 2 New Radio Programs

LOS ANGELES—Leeza Gibbons is
one busy woman. And she’s getting
even busier.

Gibbons has been with Paramount
Television’s syndicated “Entertain-
ment Tonight” for eight years. She is
seen on cable TV and heard on Enter-
tainment’s nationally syndicated
“Countryline USA” callin show. An-
nually, she co-hosts the Miss Uni-
verse and Miss U.S.A. pageants, plus
a slew of parades.

Now she is hosting two new radio
shows, both syndicated by the Culver
City, Calif.-based Entertainment
(Billboard, Sept. 7). “The Leeza Gib-
bons Entertainment Report” is a
twice-daily shortform that debuted
Sept. 16. The weekly, one-hour series
“Entertainment This Week With
Leeza Gibbons” bows in November.

STDCATON

by Rochelle Levy

Both shows are produced in associa-
tion with Paramount. Gibbons will
tape the shows from her new home,
once a studio under construction
there is completed.

Although the shows grew out of
“E.T.,’ each affiliate can choose
whether or not to use the logo and
theme music. Gibbons says the radio
reports will be more than a rehash of
the TV program. ‘“There’s so much
information that we get that we can’t
use on the TV show,” she says. “We
could never use the fact that Mel Gib-
son began production for ‘Lethal
Weapon 3’ with a pot belly, and a per-
sonal trainer was brought in. It
doesn’t need an interview with Mel,
and the items on ‘E.T." are chosen
partially because they’re supported
by personal interviews.”

Currently in 186 markets, the
shortform show includes two 60-sec-
ond reports, which allows Gibbons to
tailor material to stations’ needs. “If
we're doing an item on Joan Collins,
and she’s in a play opening in Denver,
we can do a special item that’s local
for Denver,” she says.

Gibbons, 34, is no stranger to radio.
After graduating with a broadcast
journalism degree from the Univ. of
South Carolina (her homestate), she
worked at local stations and did news
segments for National Public Radi-
o’s “All Things Considered.” “I lis-
tened to Barbra Streisand records to
standardize my diction,” she says
with a slight trace of a Southern ac-
cent. “On some of my first news re-
ports, I sounded like [the Beverly
Hillbillies’] Jethro Bodean.”

Although she moved into television
early on, Gibbons still loves radio’s
spontaneity. “TV is so collaborative
and intense. It takes so long to get a
production on the air. [In radio], I like
the fact that there’s not a take two.
You can’t sweat the small stuff.”

For the past year, Gibbons has
hosted Entertainment’s 90-minute
monthly program “Countryline
USA,” featuring such country big-

gies as Garth Brooks, Randy Travis,
and Clint Black. “It’s kind of a nice
solace to have an hour and a half of
airtime,” Gibbons says. “‘E.T.
moves so quickly; the pace is frenetic.
It’s nice for me to kick back, really re-
lax, and allow the mood to develop.”

Gibbons is involved on the cable
TV front as well. As the host of Life-
time’s 30-minute morning show
“Growing Up Together,” she inter-
views experts about parenting, a sub-
ject that hits close to home for her
and her daughter, Alexandra. Gib-
bons, her husband (actor Steve Mead-
ows), and 2-year-old daughter recent-
ly moved into a new house and are
preparing for a baby boy, due in Feb-
ruary.

“Having a child challenges me to
organize better, or otherwise I can’t
have the time I want to spend with
my family,” she says. “[Alexandra]
thinks everybody’s mommy works on
TV, [so] I make sure she sees me
cooking meals and going to the gro-
cery store. She and I go twice a week
to little classes. Way more than
knowing the top of the pop charts, I
would know ‘Mother Goose's Favor-
ite Nursery Rhymes.””

But, despite her commitment to
family life, Gibbons still gets a thrill
out of never knowing what each
work day will bring. “It’s great not to
get stuck in a routine every day, but
it’s also awful not to know where
you're going to be. [At the last min-
ute], you're not interviewing Neil Di-
amond, you’re interviewing Delta
Burke,” she says. “But as much as I
bitch and moan about it, it's probably
what I like the best.”

Further on, Gibbons says, “I want
to develop TV movies and, some-
where down the line, features. I'll
feel when it’s right to move on.” But
that won't be any time soon, as long
as her bosses at “E.T.” continue to al-
low her to work on other projects.

Gibbons still expresses amazement
at her good fortune. Although her
original plan was to work for Nation-
al Geographic (“I thought I would be
producing documentaries in Kenya”),
Gibbons ended up ‘“doing ‘Twe On
The Town’ in New York, and it got
canceled. I was flipping the dial,
‘E.T’ was a new show, and I thought,
‘Wow! Wouldn’t this be fun,’ ”” she re-
members. “They didn’t want me, but
I flew myself out, armed with my au-
dition tape.”

“I never thought I would be in this
[entertainment] aspect of the busi-
ness,” Gibbons says, laughing. “The
first year someone called me for my
Oscar predictions, I wondered, ‘Why
are you asking me?’ I became an au-
thority by default.”

AROUND THE INDUSTRY

MediaAmerica will broadcast sev-
en different concerts from the cur-
rent Tin Machine tour live in seven
major markets: New York, Los An-
geles, Chicago, Dallas, San Francis-
co, Washington, D.C., and Boston.
Also, MediaAmerica is adding two
new weekly programs to its lineup—
Supermixx and Countdown/Count-
down. The former is a dance pro-
gram delivered by Murray/Walsh
Radio Programming Inc., while the
latter, produced by Too Lunar Pro-
(Continued on page 34)
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IN THE SPRING BOOK, it was Chicago’s hard-rocking
WWBZ (The Blaze) that showed how the right product
could attract a lot of market attention with minimal out-
side promotion. This summer, Cook-Inlet’s churban
KBXX (The Box) Houston is the more-bang-for-less-
bucks champion.

KBXX is up 3.6-4.8 12-plus in the newly released
spring Arbitron, putting it within a few tenths of previ-
ously unshakable urban rival KMJQ (Majic 102), which
was down 7.0-5.1. In the spring Birch, The Box is No. 4,
going 3.3-7.5 as KMJQ falls 7.1-5.5. Among Houston ra-
dio people, KBXX is largely credited with the recent de-
cision by KHYS—which had never done better against
KMJQ than a 3.6—to go urban/AC, and with the top 40-
to-country switch by KKBQ.

The Box accomplished this with no TV, no billboards,
and no cash giveaways. On-air giveaways were mostly
limited to theme weekends and mostly centered on al-
bums and concert tickets. Its other major promotion: an
ad in one of the local black papers offering a free T-shirt
to solicit names for its database.

KBXX, formerly KFMK, was launched April 2 by GM
Carl Hamilton and Jerry Clifton, who also consulits co-
owned WPGC Washington, D.C., and who had worked
with KHYS. WPGC APD Robert Scorpio joined as PD
about six weeks later.

KBXX'’s debut came just months after KFMK had
gone from oldies to gold-based AC with a heavy "70s em-
phasis. If that change seems sudden, it’s becauSe even
Hamilton admits that he hadn’t been thinking about it
that long. “We didn’t spend a lot of time making a deci-
sion. The actual decision came maybe the weekend be-
fore we changed. We weren’t moving anywhere in our
in-house research,” he says. Hamilton was also motivat-
ed by census estimates indicating that Houston’s black
and Hispanic population—currently 35% of the mar-
ket—would rise to 60%.

Without a lot of outside marketing, KBXX has de-
pended heavily on street promotions. The “Box Pos-
se”—10-15 promotion interns—are on the street eight to
10 hours a day, and appear on the air twice an hour be-
tween 10 a.m. and 8 p.m.

They’ve also garnered a reputation for showing up at
other stations’ promotions, especially KMJQ’s events.
“We still do that once in a while,” Scorpio allows. “But it
was more in the first few months when we were trying
to have an impact. Now that we’re beating Majic on the
streets, we don’t have to do that as much.”

Although it has since backed off slightly, KBXX got a
lot of initial buzz both on the streets and in the industry
by starting a lot of rap records, most notably “Mind
Playing Tricks On Me” by the Geto Boys and Grandmas-

and early-'80s golds an hour and started dayparting
most rap titles to after 2-3 p.m. in an effort to add more
adults and pick up some of the top 40 listeners displaced
by KKBQ's switch. At night, however, the formula is
pretty simple: about 50% R&B ballads and 50% rap. Part
of that, Scorpio says, is because there isn't much else
that tests well with younger demos. Where a main-
stream urban will throw in some up-tempo, nonrap ma-
terial, say a “Runnin’ Back To You” for balance, KBXX
never played that song. It played “Romantic” for a few
weeks, but dropped it when it didn't test. Only “Emo-
tions” tests acceptably among up-tempo nonrap songs.

Here's The Box in middays: Luther Vandross, “I
(Who Have Nothing)”; After 7, “Can’t Stop”; Tony Ter-
ry, “Everlasting Love”; Michael Jackson, “Don’t Stop
"Till You Get Enough”; Prince, “Insatiable”; Color Me
Badd, “I Adore Mi Amor”; Sister Sledge, “We Are Fam-
ily”; Vandross, “Don’t Want To Be A Fool”; Gerardo,
“Rico Suave’’; Grandmaster Slice, “Thinking Of You”;
Earth, Wind & Fire, “September”; and PM. Dawn, “Set
Adrift On Memory Bliss.”

And here’s nights: Hi-Five, “I Can’t Wait Another
Minute”; Naughty By Nature, “O.P.P.”; DJ. Jazzy Jeff
& the Fresh Prince, “Ring My Bell”; Hi-C, “I'm Not
Your Puppet”’; B. Angie B., “So Much Love”; Tracie
Spencer, “Tender Kisses”; 2 Live Crew, “Pop That Coo-
chie”; “Thinking Of You”; Night & Day, “Give Me A
Chance”’; Conviets, “This Is For The Convicts.”

The Box’s in-house research shows that about 44% of
its audience came from KMJQ, 28% from KHYS, and
about 21% from 93Q and top 40 KRBE. For its part,
KMJQ has tightened its music noticeably since KBXX’s
arrival. It has also backed off rap until nights, when,
Scorpio says, “they rap harder than we do.” KMJQ has
been giving away $102 in a money-song contest; now it’s
beginning a direct-mail “Free Money Sweepstakes.”

KBXX does two countdowns a day, at 5 p.m. and 7:47.
It also does a “top one at 1” with the most-requested
song of the afternoon. When KMJQ does its late-night
quiet storm program, KBXX does a mix show, “the
Thunderstorm.”

Currently, KBXX’s main on-air thrust is behind a
“Stop the Violence” campaign similar to the one WPGC
and other Clifton clients ran last Thanksgiving. KBXX,
which was one of the first Clifton stations to use the
now-common “Stopless Music” slogan, is now using
“Stop the Violence, Not the Music” on air. It has also
circulated “peace treaty” petitions, in which listeners
promise to become peacemakers, and is now sending the
Box Posse to spot listeners’ “Stop the Violence” signs
for Luther Vandross tickets. In addition, it will sell T-
shirts to raise money for a special Stop The Violence
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Moming Men Are
On Top Of The
World, Again

NEW YORK—When a radio station
needs some attention, it is often the
jocks who pay the price. They plunge
into jello, get frozen alive, buried
alive, dipped in chocolate, or have to
live on a billboard until the local
sports team wins a game.

Recently, two jocks proved their
dedication to their stations and their
home teams by living the high life. At
press time, WEBN Cincinnati sports
director Dennis “Wildman” Walk-
er was living on the roof of a five-sto-
ry building at the foot of a biliboard
where he had been stationed for
more than a month. WSTR (Star 94)
Atlanta morning man Steve McCoy
recently completed a lengthy stint

Promotions . -
&eMarketing pa-

2 COMPILED FROM NATIONAL ALBUM ROCK
7 O = RADIO AIRPLAY REPORTS.
28| 58| £ 25| Tme ARTIST
|3—: B3 5 2z |~ (&5 E3 2:) LABEL & NUMBER/DISTRIBUTING LABEL
* % NO.1 * %
(D| 2| 5 | 3 | SETALEGUP JOHN MELLENCAMP
MERCURY 867 890-4 1 week at No. 1
()| 4 | 4 | 16 | TOP OF THE WORLD VAN HALEN
1 WARNER BROS. 4-19151
3|1 i | 7 | DREAMLINE RUSH
ATLANTIC ALBUM CUT
4 | 5 | 2| § | CAN'TSTOP THIS THING WE STARTED BRYAN ADAMS
A&M 1576
s | 3 | 3 | 5 | DONTCRY GUNS N’ ROSES
GEFFEN 19027
(8)| 7 | 10 | 5 | THEFIRE INSIDE BOB SEGER & THE SILVER BULLET BAND
CAPITOL ALBUM CUT
7 | 6 | g | § | HEAVEN IN THE BACK SEAT EDDIE MONEY
COLUMBIA 38-73976
g | 13 | 8 | SENDME AN ANGEL SCORPIONS
MERCURY 868 956-4
|(8)| 14 | 25 | 5 | INTOTHE GREAT WIDE OPEN TOM PETTY/HEARTBREAKERS
MCA ALBUM CUT
ENTER SANDMAN METALLICA
10 10 1 10 ELEKTRA 4-64857
@ 19 30 5 HEAVY FUEL DIRE STRAITS
WARNER BROS. ALBUM CUT
)| 16 | 19 | 5 | NOMORE TEARS 022Y OSBOURNE
ASSOCIATED 35-73973 /EPIC
13| 15| 18| 5 | WILDHEARTED SON THE CULT
SIRE ALBUM CUT/REPRISE
14| 13 15| g | BALLAD OF YOUTH RICHIE SAMBORA
MERCURY 868 790-4
(A5)| 21 | 28 | 4 | I'VEGOTALOT TO LEARN ABOUT LOVE THE STORM
INTERSCOPE ALBUM CUT/EASTWEST
SHAKE ME UP LITTLE FEAT
16 18 7 7 MORGAN CREEK ALBUM CUT
17 1 11| 8 | 15 | OUTINTHE coLD TOM PETTY & THE HEARTBREAKERS
MCA ALBUM CUT
8| 81 7 | 7 | CALLING ELVIS DIRE STRAITS
WARNER BROS. 4-19199
191 12| g | g | STRAIGHT TO YOUR HEART BAD ENGLISH
EPIC 34-73982
WALK THROUGH FIRE BAD COMPANY
20 17 14 9 ATCO 4-98748
PRIMAL SCREAM MOTLEY CRUE
21 22 23 7 ELEKTRA 4-64848
@2)| 5 | 42 | 3 | ANOTHER RAINY NIGHT (WITHOUT YOU)  QUEENSRYCHE
EMI ALBUM CUT
* % * POWER TRACKX ® %
@3)| 31 | — | 2 | YOU'RETHE voIcE HEART
CAPITOL ALBUM CUT
%6 | 8 | 3 | WHAT ABOUT NOW ROBBIE ROBERTSON
GEFFEN ALBUM CUT
@5 27 | 3 | 4 | NOVEMBER RAIN GUNS N’ ROSES
GEFFEN ALBUM CUT
3 | a4 | 3 | 1WANTYOU SHADOW KING
ATLANTIC ALBUM CUT
@D| 30 | 31 | 5 | SEAOF soRROW ALICE IN CHAINS
COLUMBIA ALBUM CUT
28 | 25 | 32 | 8 | MANIN THE MOON THE SCREAM
HOLLYWOOD ALBUM CUT/ELEKTRA
37 | 35 | 4 | LIVEAND LET DIE GUNS N’ ROSES
GEFFEN ALBUM CUT
39 | 39 | 3 | THERE'S ANOTHER SIDE RTZ
GIANT ALBUM CUT
| — | 2 | TOBEWITH YoU MR. BIG
ATLANTIC ALBUM CUT
(32)| 3 | 3 | 5 | REBELTOREBEL 38 SPECIAL
CHARISMA ALBUM CUT
RUNAROUND VAN HALEN
33 24 20 17 WkJRNER BOROSA ALBUM CUT
2 | — | 2 | LOVE'S A LOADED GUN ALICE COOPER
EPIC 34-73983
3% | 231 12 | g | SOMETIMES (IT'S A BITCH) STEVIE NICKS
MODERN 4-98758 /ATLANTIC
50 | 48 | 3 | SLOW RIDE BONNIE RAITT
CAPITOL ALBUM CUT
EDISON