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Here comes the Beat

t tour of the’

th 1.1

e 45-date, t
United States, but Spccml Beat won't be Lravellng in the mega star rock
style of, say, a Madonna. Nope, these guys are forgoing that, especially
since they're financing the tour themselves, Find out why on Page 3D,

bl]! @Obseruer & Eccentric® Newspapers

Monday, Docember 10, 1990 O&E

* %10

Detrait Plston John Salley wore his own now defunct brnnd of shoes by Osakn during the pre-season, but now sports Nikes
after algning a contract with company.

Putting

the best

sneakers

8y Charlene Mitchell'

spoclal writs

The battle of the high tops Is
galning momentum.

Air Jordan, The Pump, British
Knights, Avia Spiders and a host of
other high prollle athletle. shoes
have hit the classroom and basket-
ball courts in what can best be de-
scribed as the “sncakers war.”

‘With the leather, ankle-high, rub-

, ber-soled footwear being In-vogue

for the fashlon consclous elementa-

ry through college age folks, com-*
" panles

like Reebok, Nike and
Converse are spending mllllons of
dollars promoting thelr brands.

Sporis stars llke Michae! Jordan
of the Chicago Bulls.can be seen in
televislon commerclals jumping to
helghts that appear to be limltless.
And a glance at.members of the
world clamplon® Detroit Plstons,
lets you know just how competitive
of a business It Is.

Most NBA stars wear basketball
shoes of thelr, own preference. In
short, it's the shoes that give them
the best fit and playing comfort.
Figured into that is which company
pays them to endorse their product.

Some players recelve up to 50 pairs -

of shoes a season along with a hefty
endorsement fee from lhe compa-

nles.

ACCORDING TO Dave Wieme,

the Pistons’ public relations assist-

ant, a check of the team's footwear
shows seven “different ' brands
among the 12 players on the roster.
Contrary to the heavy advertls-
Ing eampaigns of Its comptlitors,
Converse supplles the shoes for
three Pistons — BIll Lambier,
Mark Aguire and Trec Rolllns —
more than any other company..
+*'Basically, the players can wear
any brand name they want,” sald
Wieme, pointing out that it was
only 10 years ago that the NBA‘re-
quired all players to wear the same
shm as part of their unlform.
just the w:ny things are to-
day,” Wieme said. “The shoes the
players wear has such a tremen-
dous influence on what everyday
people buy at the stores.”

- Want to emulate Vinnle Johnson
or James Edwards? Buy Nlke. Joe
Dumars? Adidas. .

Dennis Rodman prefers the pop-

. ular Reebok Pump, a change from

the shoe by New Balance he wore
tn previous seasons. Scott Hastings
prefers L.A. Gear and William
Bedford Is alternating between
Pony and Nlke.

During part -of the pre-scason

" Jackson likes L.A. Gear,

forward

John Salley .was wearlng his own
now defunct brand of shoes by Osa-
ka. After the ‘company folded, he
signed a contract with Nike:

© “If the shoe fits wear It," sald
Salley, hinting that hls decision to
go with Nike was based In part on
the handsome fee he's bclng paid
for doing so. .

As for Plstons’ cnpuln I1salah
Thomas . . . Well, Zeke Is sporting
a ml:leely ohu:um brand of shocs
popular with NBA players on the
West Coast, called Asles. -

AND, LISTEN, for. you star’
watchers, word has it Michael
M.C.
Hammer is into Britlsh Knights,
and the Queen.of -Soul, Arctha
Franklin, has a penchanl for Tre-
torn.

.Major sporting goods retailers
like Dunham’s, Herman’s and Foot
Locker alt depend heavily-on sales
of athletic shoes. R

At Dunham's In West Bloomfield,
the sample of Riebek’s Pump is on
the top sheif of the wall display “to
keep all customers from playing
with It," joked one salesman.

It scems adults and kids atlke en-
joy trying on the shoe, which re-
tails for $170, to see how the
orange basketball-shaped device on
the shoe’s tonguc Inflates the inner
worklngs of the shoes, making
them tighten around the ankle.

White the sneaker craze may be
good for business, miost kids® par-
ents aren't going for the exarbltant
prices of the popular shoe brands. |

“I'm not going (o pay.$100 or
even $80 for one pair of shoes . . .
It’s ridiculous,™ griped a Southficld
mother of iwo pre-teenage boys
who wete nearly In tears when she
gave an emphatie no 10 thelr re-
quest to buy the shoes,

In Detrolt, schoal officials Thave
Implemented a new dress code
which forbids students to wear ex-
-penslve sneakers to- school, citing
theft and other problerns that seem
to arise between students who own
the shoes and others who don't.

“IT'S A STATUS thing that we
Just want to get rid of,” said a
teacher at Denby High Scheol.

In the northern suburbs, many
teens say they prefer the worn look
of beat-up Kedx'in the slip-on style,
boat shoes or well-worn pcmly
loalers. .

For now the sneakers war con-
tinues, but hopefully for the par-
cnts under pressure to buy, some-
one will wave a white flag, indlcat-
Ing an end to the fashlon frenzy.

Mr. Positive fills the airwaves

By 8us Mason
staf writer

Whaen . Gregory Balteff apeaks, a
lot of people listen . .
Detroit area . . . in Chicago . . . in
Cleveland . . . In Texas, ., . in Call-
fornia.

It's not that he has a volce that
carries.: Quite the opposile Is true,

Balteff Is soft-spoken, but he has the .

“power” as he calls it, the power of
positive thinking.

Meet Mr, Positive.

“I am a mitror to people’s souls. I
am what 1 am and what 1 say. H I
belleve T will be successful, I will be
successful. If they belleve they will
be :ncceulul they wlil be success-

Sound posilive? Well, how about

"I am who they are. If T can be-
come paositlve, they can become posi-
tive”

Yes, he's for real, And, yes, people

. Peopleinthe |

listen to him. And, no, he isn't on one
- of the lesser known radlo stations.

Mr. Posltive Is a Friday night fixture
on "

At the age of 27, Balleff wanta-to
corner the market on positive think-
Ing. He admits hls asplration sounds

vain, but he belleves that today's so-

clety really docs need doses of posl-
tive thinking.

He got started in 1986, dolng posi-
tive picces on Tawer Radlo 96.3-FM.
Because the, station had a lot of
“power and Influence," ‘he felt it
could be used to Improve peaple's
llves.

HIS IDEA was to get people to
“take a dream and belleve In it
Batleff kept his messages short and
to the polnt. One message lasted
two-three minutes, And playlng off
(he atallons power theme, he ended
his messages — and still does —
with “And you have the power."

He eventually left for WLLZ and
in between dlid cable TV showa,

made 22 appcnrnnm on “Kelly &

Hawall and was

King" .did In

with good talk

Co." and
appear on
coming mon|

Batleff' has reflned hls {ormat
over the years, Teday, bls messages
are more esataric and “use poel
to articulate his poaiuven& " He
gets help with the poetry — “Like
Dr. Jeckyl and Mr. Hyde, crack will
take you for a ride.* - from hls
boss, Paut Tepatti,

“I have to make sure I-catch the
hard ‘rockers' attention,” Balleff
sald. “I have to come to the radio
and shake you, I want te represent lo
pcoyle that they don't need drugs.

“l want to personlfy posluvity
aleng Lhe lines of religion, but not in
the religlous sense. I wnnl people to
put out positive vibes." "

Batleil's posilive inspirations and

- Influences have come from an odd

collectlon of people and expertences.
VIS IS his main motivator, the
result of scelng a concert “The

“Arsenlo lhll" in uxc.

tr via satelllte gl
the country. He reached millions of
people and the concert brought home
the point of how much influence the
rock star had on peaple, Batleff sald.

Another inspiration was a young
glrl he saw while working at Farmer
Jack years ago. The youngster, slck
with leukemia, was trying to catch
up with hcr parents whlle in the
store.

“They were ahead of her and she
reached for her parents’ hand; I saw
it as her reachlng out for her Mom
and -Dad and they weren't there. [
heard she died three months later,
That really rocked my world."

And a seven-year struggle with a
speech impediment also contributed
o his positive nature. Experts told

him he “wouldn’t amount to a hill of "

beans, If you can't artlculate” It
uxl‘mhl him to “never say never,” he
said,

Ploaso turn to Page 4

JIM JAGDFELD/#1at photographer
Gregory Batleff wants to corner the market on positive think-
ing and has gotten a start with his Mr. Positive radio shorts

- that air on WLLZ-FM Friday eveningu. ~




