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Merger Extension Asked
Warner, PolyGram Seek More Time

BY BILL HOLLAND

WASHINGTON Warner Commu-
nications and PolyGram Records
lawyers have asked the Federal
Trade Commission administrative
law judge hearing the FTC’s case
against the merger of the two ma-
jors’ recorded music interests for a
month’s extension of the three-
week recess. It was due to end Oct.
9.

Administrative Law Judge Miles
J. Brown, at presstime, had not
granted the extension motion, filed
Oct. 4, but 1s expected to due so as
soon as he receives opposing coun-
sel’s filings. There is a possibility
that the length of the recess may
not not be one month, according to
sources.

Warner, PolyGram and FTC law-
yers were to meet Tuesday (9)
morning to resume the administra-
tive litigation proceeding here
which began last month. But the
meeting was cancelled pending the

EMI MEET

Menon Upbeat
About U.S.,
Int’l Growth

BY ADAM WHITE

NEW YORK This  summer,
spokesmen for Thorn EMI in Lon-
don denied that the conglomerate
would be selling off its EMI Music
division (Billboard, Aug. 11). It's a
chore they’ve been obliged to han-
dle more than once since Thorn and
EMI merged at the end of 1979.
Two weeks ago in New York,
EMI Music chairman and chief exec-
utive Bhaskar Menon strongly reit-
erated the same point: ‘“The nrusic
business is an important, integral
part of Thorn EMI’s future, keyed
(Continued on page 72)

extension motion.

The recess and the extension
came at the request of the proposed
merger partners in order to reevalu-
ate their position in light of a Sept.
14 preliminary injunction imposed

(Continued on page 72)

U.S. Continues
Look at MTV

WASHINGTON The Justice De-
partment continues to investigate
the possibility of antitrust viola-
tions between record companies and
MTYV over exclusive agreements for
music videos. The ageney, however,
has vet to use the civil demand pow-
ers £ongress has granted it that are
the equivalent of subpoenas, ac-
cording to & spokesman.
The Justice Department probe
first came to light last month fol-
(Continued on page 72)

The New
Billboard

WE’VE CHANGED, and it
shows. With this issue, Billboard
offers new features, new depart-
ments, new charts and an entire-
ly new graphie approach. Our
goal: to improve the quality and
presentation of the tremendous
volume and variety of informa-
tion which appears each week. In
other words, to make this maga-
zine easier and faster to read for
you, the busy and time-conscious
reader. The highlights:

e Two new editorial depart-
ments, Home Video and Video
Music, expanded from one previ-
ous tlepartment;

Editorial, page 10.

e New columns in the News,
Retailing and Pro Audio/Video
departments;

¢ Expansion of the Hot 100
chart, with additional, separate

(Continued on page 73)

ADVERTISEMENT

Optimistic Plans

CHAINS GET JUMP
ON YULE PROGRAMS

'BY EARL PAIGE

LOS ANGELES Buoyed by sales
strength in recent quarters, major
record/tape chains are ahead of
schedule in mapping their fourth
quarter holiday season programs. A
survey of keyv chain executives indi-
cates that most major webs have
tendered advertising proposals to
vendors considerably earlier than in
the past.

Fueling that momentum is confi-
dence that the upcoming holiday pe-
riod will emerge as one of the stron-
gest since 1978, the industry’s high-
water mark for seasonal purchases.
Respondents mention both the en-
couraging gains seen for that inter-
val last year and a strong and var-
ied array of current and forthcom-
ing product as additional indicators.

Further prompting the early de-
livery of ad proposals, according to

Lcok for the video “All That | Wanted,” directed by Academy
Award wnning director Zbigniew Rybczinski, on MT\. BELFE-
GCRE's debut album (BELFEGORE 60378), available on Elektra

M:sic Cassettes and Records.

winners of 1984.

THE JUDDS: “WHY NOT ME,"” their new single, their new al-
bum. Billboard's Breakthrough Artists and CMA Horizon Award

several sources, is the diversifica-
tion of store inventories, particular-
ly in the home video end, requiring
involvement with a greater number
of vendors and more intricate plan-
ning.

Not all chains have finalized
plans, and others remain reluctant
to spell out too much of their sea-
sonal strategy this far in advance.
But at Record Bar, marketing direc-
tor Michael Vassen reports, “We're
locked in. There’s not a whole lot we
could change at this point” if knowl-
edge of what other chains are plan-

(Continued on page 78)

New Turner
Music Channel:
Accent on Hits

BY PAUL GREIN

LOS ANGELES Turner Broad-
casting’s Cable Music Channel,
which is set to bow Friday, Oct. 26,
plans to compete against MTV by
playing the hits and eliminating
“fringe’” and “‘offensive” videos
that might alienate viewers in the
25-34 age bracket.

John McGhan, the channel’s vice
president of programming, says it
will also differ from MTV in that it
will be live, which will allow its DJs
(there will be no on-air VJs, he
says) to take requests and to an-
nounce news, sports and weather.

‘We're going to play the most
popular music that people want to
see and hear,”” McGhan savs.
“That’s the bottom line. We're col-
orblind. And we’re going to elimi-
nate the negutives. I think Twisted
Nister is fun, but many people tind
videos like theirs offensive. When

(Continued on page 72)

THIS YEAR’'S BEST SOUNDTRACK ALBUM
FROM “THIS YEAR'S BEST FILM!”

— LIZ SMITH, Syndicated columnist

A TWO-RECORD SET ALSO AVAILABLE ON CASSETTE AND COMPACT DISC.

ACADEMY OF ST. MARTIN-IN-THE-FIELDS

NEVILLE MARRINER
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AES Meet Hits Upheat Note

76th Gathering Is Largest to Date

BY STEVEN DUPLER

NEW YORK The largest Audio
Engineering Society (AES) conven-
tion to date drew to a close here
Thursday (11) on an upbeat note.
Exhibitors generally agree that
floor traffic and business were
good, and conference attendees got
the chance to see several exciting
products make their North Ameri-
can debuts.

The AES governors also voted on
the new convention/exhibition poli-
cy for North America, and in a
unanimous decision agreed to limit
convention/exhibitions to one per
year, beginning in 1986. The gover-
nors also agreed to poll AES exhibi-
tors annually to learn their views on
future exhibition policies.

While final attendance figures
for the 76th AES convention are not
yet in, the visual evidence pointed to
a high number of attendees. More
important, the quality of those at-
tendees seemed very strong. One
console manufacturer said that
even though the AES is traditional-
ly not a strong selling show, his
company wrote more than a quarter

of a million dollars worth of orders
in a single day.

Ian Jones of Britain’s HHB Hire
and Sales Ltd., which recently pact-
ed with Amek Consoles Inc. to dis-
tribute its CLUE system for the
Sony PCM-F1 and 701, said that al-
most all the people who stopped by
for a demonstration of the comput-
er editing and logging system were
serious potential customers. While
no orders were written during the
show, Jones said he expected Amek
to sell “quite a few”of the $8,000
systems in the period immediately
following the convention.

Products making their North
American debut included Neve's
Necam 96 computer automation
system and the control portion of
the DSP digital disk mastering con-
sole. The Necam 96, first seen at
last June's APRS in London and
again at the IBC in Brighton last
month, expands Neve’s automated
fader control to 96 positions. The 96
system also features completely
free grouping and intelligent roll-
back with updates, as well as a high
degree of user interfaceability, with
a dedicated keyboard and color

Songwriter Soiree. CBS Records turns out the brass band for the Nashville
premiere of the Willie Nelson/Kris Kristofferson movie “Songwriter.” Awaiting
the first reviews, from left, are CBS Nashville senior vice president and general
manager Rick Blackburn, Columbia senior vice president/general manager Al
Teller, Nelson, CBS Records Group president Walter Yetnikoff, CBS Branch
Distributing senior vice president/general manager Paul Smith, Kristofferson,
and the film’s director, Alan Rudolph.

monitor. The 96 is compatible with
Necam [ and II, though it offers
greatly expanded storage capability
compared to those systems.

The DSP shown is set for a 1985
delivery to London’s Tape One stu-
dios. Tape One already has a DSP
digital tape transfer console in oper-
ation, which is said to be performing
very well since its installation last
spring.

Studer Revox America showed its
D820 digital two-channel DASH re-
corder for the first time in this
hemisphere, with Studer’s Dr. Rog-
er Lagadec giving a wry presenta-
tion on the philosophical differences

(Continued on page 76)

Third Quarter
Earnings Jump
For GBS Inc.

NEW YORK Spurred by its rec-
ords and broadcast groups, CBS
Inc. last week posted third quarter
earnings of $48.8 million, a hike of
46% over the same quarter of '83.
Revenues for the vear to date were

$3.58 billion, up 15% from 1983, pro- -

ducing a net income of $176.3 mil-
lion, up 60% over last year.

Profits for the records group rose
52% to $16.3 million during the
third quarter. Julio Iglesias, Quiet
Riot, Bruce Springsteen and Cyndi
Lauper were among the artists
credited with the group’s strong
showing.

The broadcast group also contrib-
uted strongly to the company’s
quarter, showing profit and reve-
nue increases of 34% and 16% re-
spectively.

Profits for the publishing group
increased 24% on a revenue gain of
10%. Despite a revenue increase of
41%. the Columbia group posted an
estimated loss of $8.3 million as a re-
sult of continued logses in the musi-
cal instrument business and prob-
lems with the company’s video
game line.

For CBS stockholders, the quar-
ter produced a net income of $1.64
per share, a rise of 46% over the
third quarter of 1983.

U.S., U.K. Firms Dominate

VIDCLIP FEST DRAWS 2,000

BY TONY SEIDEMAN

ST. TROPEZ High enthusiasm for
the medium, tempered by continu-
ing uncertainty over the creation of
a viable financial base for the fledg-
ling video clip industry, character-
ized the first International Music
Video Festival held in this French
resort, Monday through Thursday
(8-11).

In a gathering dominated by
American and British product, there
were signs that the record industry
may not have to carry the major fi-
nancial burden of clip production
for as long as had been feared, since
clip programmers now show in-
creasing acceptance of the principle
of payment by use.

Attendance at the event topped
the 2,000 mark, according to the or-

ganizers. More than 350 firms and
40 countries were represented.

The festival centered on the
screening and judging of more than
500 video clips, video documenta-
ries, long-form music videos and
video commercials, and a series of
four seminars dealing with the cre-
ative, technical and fiscal aspects of
the industry’s development.

Media interest in the awards, giv-
en in a large number or categories,
was high, with French television
channel TF-1 broadecasting the
awards ceremony live and a number
of television crews, including one
from British pop show *“The Tube,”
present at the event.

However, of more import to par-
ticipants were the prospects for do-
ing business at the festival. And in
this area both organizers and regis-

trants admitted to some disappoint-
ment with the video clip industry,
which seems unable at this stage to
generate enough market interest to
support the business side of the fes-
tival.

Indeed, executives agreed that
any limitations of the festival were
less a function of organizational
problems than the underdeveloped
structure of the clip industry itself.
As the festival’s director of market-
ing, Christophe Blum, admitted:
“This year, St. Tropez looked much
like the video clip industry—that is
to say, confused, complex and rela-
tively unstructured. For the mo-
ment, there are no rules and there is
no real market.”

As a reflection of how far music
videos are from becoming a self-

(Continued on page 76)
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$77.6 Million Liabilities

CHAPTER XI FOR K-TEL

BY JOHN SIPPEL

LOS ANGELES Overburdened by
a recent, quick call on $12 million in
loans from four banks and a very
restricted cash flow (Billboard, Oct.
13), K-tel filed Oct. 5 in Minneapolis
to reorganize under Chapter XI of
the Bankruptey Code.

A pioneer in applying direct mar-
keters’ tv advertising techniques to
recordings available at retail, K-tel
declared assets of $42.1 million and
liabilities of $77.6 million, including
secured debts of $16.5 million.

“We've had tremendous support
from suppliers and licensors, as
well as our employees,”” states
Mickey Elfenbein, executive vice
president in charge of U.S. opera-
tions for the Winnipeg-based firm.
“With their continued support, we

. will make it through this crucial pe-
riod. The banks have more than ade-
quate collateral for our loans.

“Our core of business—music,
home video and computer soft-
ware—has been, is and will be prof-
itable,” says Elfenbein. “Our prob-
lems stem from diversification. In
1979, we entered real estate. Al-
though not a bad business, it does
not generate positive cash flow.
With respect to our oil and gas in-

terests, that business deteriorated
rapidly, and we lost millions.”

K-tel has continually sold off real
estate and is now attempting to lig-
uidate its oil and gas interests. The
firm would like to sell off its Candle-
lite Marketing wing, on which K-tel
wrote off almost $16 million in the
year ended June 30, 1984, Elfenbein
says.

Elfenbein says 240 payroll
checks, which had bounced a week
before, have been covered, and the
U.S. employee base is intact. Prod-
uct shipments, which were back or-
dered during the resultant layoff
last week, will be made up quickly,
he adds.

“We warned our suppliers and li-
censors that our numbers would not
be good,” Elfenbein asserts. “We
have been paying our bills around
the world. Our yearly royalties to li-
censors and publishers are between
$25 million and $35 million, and our
manufacturing costs worldwide are
$15 million to $20 million.”

The annual report for the year
ending June 30, 1984, showed net
sales, excluding discontinued opera-
tions, were $130,089,000, down 6.4%
from the prior year, due to the influ-
ence of the strong U.S. dollar on the
foreign market. Net sales for

fourth quarter were $20,512,000, up
5% from last year.

Candlelite lost $7,424,000 for the
quarter and $15,857,000 for the
year, the report continued. The final
net loss from continuing operations
for the year was $17,405, compared
to a $4,817,000 loss for fiscal 1983.
For the final quarter, the 1984 fiscal
loss was $14,325,000, compared to
$5,908,000 last year. Total net loss
for the year was $33,262,000, con-
trasted to $4,031,000 in the prior
year. Total net loss for the quarter
was $21,749,000, compared to
$5,919,000 last year.

K-tel International, Common-
wealth Advertising and Candlelite
Marketing are listed in the reorga-
nization. The filing did not involve
K-tel Software, K-tel Entertain-
ment, K-tel Petroleum, K-tel Devel-
opment, Software Screen or any
foreign subsidiaries.

K-tel founder/president Phil
Kives emphasizes that the focus in
reorganization will be home enter-
tainment. “The consumer entertain-
ment segment lost $5,821,000 this
year compared to $4,678,000 earned
last year, but this year included sub-
stantial losses and start-up costs on
video games,” Kives says.

Agreement Stalls Video Imports
Sales of Japanese ‘Supergirl’ Cassettes Halted

BY FAYE ZUCKERMAN

LOS ANGELES Sales of Japanese
home video imports of “Supergirl”
came to a halt Wednesday (10) af-
ter the film’s U.S. home video dis-
tributor, International Video Enter-
tainment, and Tri-Star Pictures
reached an unusual agreement with
the only retailer believed to have se-
cured copies of the movie. It is not
scheduled for U.S. theatrical re-
lease until Nov. 21.

According to the retailer, Meir
Hed of Videotheque, Tri-Star has
agreed to purchase the store’s re-
maining 16 copies of “Supergirl” for
$190 each, totalling $3,060. Hed says
that he paid $90 for each video-
cassette, and sold six for less than
$150.

The agreement also requires that
the major Los Angeles film compa-
ny open an account with Videothe-
que and make substantial pur-
chases there. “In return, we plan to
devote our window to Tri-Star’s

next video release, ‘The Natural,” ”
Hed says. Tri-Star was unavailable
for comment.

By his own admission, Hed con-
tends that his pact with Tri-Star
“‘comes nowhere near solving the
parallel imports problem.” Howev-
er, Tri-Star is the first American
company to make efforts to halt
trade for a parallel import.

Videotheque carries at least six
home video titles that are not yet
available in the U.S. The most nota-
ble is “Gone With The Wind,” a Jap-
anese import currently being sold
nationwide. Because of prior ar-
rangements with CBS, MGM/UA
Home Entertainment cannot re-
lease the home video version of the
1939 classic until 1990.

Retailer Hed says he cooperated
with Tri-Star and IVE after the
firms explained the impact his sales
of “Supergirl” would have on the
theatrical release of the movie. IVE,
which paid $3 million for the Ameri-
can and Canadian rights to the long-

Montreal Shows Sell Out
Frankie Goes to North America

MONTREAL Promoter Rubin Fo-
gel says he’s never seen anything
like it. On the basis of two singles,
no album, no concert reviews and
spotty airplay at the FM level, he
has sold out two shows, Oct. 31-
Nov. 1, for the North American de-
but of Frankie Goes To Hollywood.

Fogel-Sabourin Productions is
staging the shows at the 800-seat Le
Spectrum, and Fogel says he is ex-
Ppecting “nothing short of hysteria”
to accompany the group’s first
show.

“Halloween night, what do you
expect?,” he said last week. Shows
are also planned Nov. 2-3 for Toron-

to’s Concert Hall, one week after
the album ‘“Welcome To The Plea-
sure Dome” is issued in Canada.
The band’s ‘“Relax’’ last month
surpassed gold and is on its way to
platinum, as is “Two Tribes.” But
videos of both songs have been cen-
sored by the Ontario Censor Board.
There were only a few radio spots
to announce the date, but lines
quickly formed when tickets went
on sale Oct. 3. Fogel reportedly
hired a man to masquerade as Ron-
ald Reagan and disburse jellybeans
to those waiting in line.
KIRK LAPOINTE

awaited film, fourth in the “Super-
man’’ series, will launch its home
video version in April.

¢ “Gone With The Wind’ is a dif-
ferent story,” Meir notes. “ ‘Super-
girl’ has incredible commercial val-
ue, and has not yet been fully ex-
ploited. Film connoisseurs primarily
buy ‘Gone With The Wind'.”

Hed adds that he will continue to
sell imports. Other titles that fall
into this category, he says, include
Roman Polanski’s “Repulsion” and
“Cul-De-Sac,” the Frank Sinatra
musicals “High Society” and “An-
chors Aweigh,” and Federico Fel-
lini's “Casanova.”

IVE’s executive vice president
Andy Stern pledges that the compa-
ny will “pull out all the stops to halt
any illegal sales of its titles” in fu-
ture. “It cost us a lot of money to
solve the ‘Supergirl’ situation,” he
concedes. “We decided not to take
legal action this time because of
Meir’s willingness to cooperate
swiftly.”

Stern says he had lawyers work-
ing “around the clock” since Oct. 6,
when he heard from a trade report-
er that the film was being imported.

Meir declined to identify the L.A.
importer who supplied the video-
tapes, manufactured by Japan’'s
Pony Video. But he assures that the
importer has been stopped.

It’s estimated that “Supergirl”
was sold and rented through Vi-
deotheque’s two Los Angeles stores
for more than 72 hours.

One major local retailer, asking
not to be identified, suggests that
were home video companies to make
“a big deal” in his stores, he would
stop. But at present, he says, “It's
ridiculous not to sell an import when
everyone else in town is.”

¥

Taxing Invasion. IRS Records chairman Miles Copeland, center, leads staffers
on a raid of one of A&M's recent sales meetings in Los Angeles. With the help
of IRS president Jay Boberg, left, and a bodyguard, Copeland forced all A&M
personnel to don General Public T-shirts for the duration of the attack.

Executive "Turntable

RECORD COMPANIES. John Schoenberger is appointed vice president of album
promotion at MCA Records, Los Angeles. He was director of national al-
bum promotion.

Laurel Sylvanus is named manager of videotape operations for Warner
Bros. Records in Los Angeles. She was sales controller at Slash.

Diane Pickard leaves her post as national public relations director for
Philadelphia’s Philly World label. Linda Porcarelli fills the slot, and Pick-
ard has yet to announce future plans.

PUBLISHING. New York’s Entertainment Music Co. ups Madeleine Marshall
to director of publishing. She was publishing administrator.

Kathleen Wendell joins F.M. Music in Los Angeles as executive adminis-
trator. She was copyright manager at Island Music.

Aida Gurwicz moves up to vice president of marketing at Carl Fischer
Inc. in New York. She was marketing manager

SOKOLOW

SCHOENBERGER WHITE BRUMMEL
VIDEO/PRO EQUIPMENT. Leonard White is appointed president, consumer
products division, at CBS/Fox Video in New York. He was the firm’s senior
vice president of North American sales and marketing.

Roxanne Brown joins Worldvision Enterprises in New York as director
of sales and marketing for its home video division. She was a sales execu-
tive at Viacom International.

David Bursteen is appointed director of sales for Essex Video in North-
ridge, Calif. He was sales manager at Atom Home Video.

Kiyoshi Seki succeeds the retiring Keiichi Takeoka as president of Mat-
sushita Electric Corp. of America, the Panasonic, Quasar and Technics par-
ent in Secaucus, N.J. Seki was president of National do Brasil, Ltda.

The JVC Corp. appoints Larry Boden special products manager for pro-
fessional audio equipment in Elmwood Park, N.J. He was an engineer at
the company’s cutting center in Hollywood.

Dolby Laboratories makes two appointments in its San Francisco head-
quarters. Sam Chavez is upped to cinema products administrator. He con-
tinues as cinema applications engineer. And George Douglas is upped to
technical services administrator. He was a field systems engineer.

Lexicon, Waltham, Mass., names Lance Korthals director of marketing
and sales. He had held the same post for dbx Inc.

Linda Jeffers and Jan Mullen have joined the staff at I Contact, the re-
cording engineer referral service, in New York. .

VIDEO MUSIC. Bill Brummer is named programming director for WTBS At-
lanta’s weekend video music show, “Night Tracks.” He was the program’s
associate director. -

MTV Networks, New York, ups Tom Lucas to director of marketing for
its second music service, VH-1. He was director of regional operations and
director of sales and marketing planning.

RELATED FIELDS. Diane Sokolow becomes executive vice president of Mo-
town Productions in New York, where she will spearhead the company’s
film tv and theatre activities. She was vice president, East Coast produc-
tions, for Warner Bros.

Scott Dewees joins Shore Bros. in Los Angeles as an associate. Before
moving to the production financial services company, he was with A&M.

4

www americanradiohistorv.com

BILLBOARD OCTOBER 20, 1984


www.americanradiohistory.com

T e —— —— & —— -?

RPN B APNma s - —————— . '.

€

- e
=

"

- - 1

- =
p_\

-

ha _—
-
- .
o~ L

- e o
- =
s e 3
e N

segugriien

M'.o T is saking his crusade against evil to the street with his hot new
album, “Mvr. T’s Commandments.”

It’s a Positive revelation! Messages that millions of young Mr.T worshippers
can benefit from, all tied together by the street rhythms of the ’80s!

Join The Airplay Team, and get behind the hit music that’llmahe you proud
to be in the busimess!

THERE’S NEVER BEEN ANYONE LIKE MR. T! THERE’S NEVER BEEN ANY
ALBUM LIKE “MR. T’'s COMMANDMENTS”! INCLUDING THE SINGLE THAT’S
LIGHTING UP PHONES LIKE A CHRISTMAS TREE:

“MR. T’s COMMANDM%IX&” ON COLUMBIA RECORDS AND CASSETTES.*

. a
Front Cover Photography: DominikcB Back Cover picture furnished by Shelley Adelman and Mike Moshontz.
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“Columbia,” ® are tredemarks of CBS Inc. © 1984 CBS Inc.
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Conspiracy, Embezzlement

ROGSHIRE PAIR PLEADS GUILTY

BY JOHN SIPPEL

LOS ANGELES Clyde L. (Rocky)
Davis and his wife, Shirley J. Davis,
co-principals of the now-defunct
Rocshire Records combine, pleaded
guilty Oct. 1 to all counts of conspir-
acy and embezzlement filed against
them by the U.S. District Attorney’s
office here in Federal District
Court. Federal Judge Francis Whe-
lan will sentence the two Nov. 6.

In an information filed Sept. 20 by
Assistant U.S. Attorney Fred
Heather, the Davises were accused
of conspiring against, and embez-
zling from, the Hughes Aircraft em-
ployees’ medical fund, siphoning
$12,077,649 from 1980-84. Mrs. Da-
vis, working as a group insurance
analyst for Hughes, allegedly made
out more than 1,600 checks to a ficti-
tious “Dr. C.L. Davis Jr.” in pay-
ments of bogus claims she then
charged to the fund. The govern-
ment contends that the more than
$12 million was used to maintain
cash flow in Rocshire’s record label
and studio operations in Orange
County.

An Orange Country Superior
Court suit, filed earlier by the air-
craft firm, claimed that Mrs. Davis
diverted more than $3 million from
the fund to her husband, who
plowed it into the Rocshire venture
(Billboard, Aug. 18).

New York NARAS
Holds GD Seminar

NEW YORK A seminar on Com-
pact Dise, probing its impact on
manufacturer, retailer, studio and
producer, will be held here Wednes-
day (17) under auspices of the New
York chapter of NARAS.

Industry executives who will par-
ticipate include Jerry Shulman of
CBS, Emiel Petrone of PolyGram,
Robin Ahrold of RCA, Mark Finer
of Sony, Jack Renner of Telare,
Paul Sloman of Atlantic’s recording
studio, Dave Grusin of GRP, Bob
Menasche of Record World Stores
and Leslie Rosen of the Compact
Disc Group. GRP’s Larry Rosen will
chair the event.

Seminar venue is RCA Studio B
at 110 W. 44th St. The event, one
among a continuing series of educa-
tional seminars held by the local
NARAS chapter, convenes at 6 p.m.

The government charged Mrs.
Davis with 10 individual counts of
embezzling and converting to her
own use Hughes checks ranging
from $4,881 to $8,978 from August,
1980 to July, 1984, and with one con-
spiracy count. Clyde Davis is aec-
cused in the conspiracy count and in
five embezzlement counts. Each
count in the filing carries a maxi-
mum penalty of a $10,000 fine and/
or a prison term of five years.

Further details of the case—spe-
cifically, the financial predicament
of Rocshire Records when the em-
bezzlement charges were laid
against Mrs. Davis by Hughes Air-
craft—are evidenced in depositions
taken by Bob Long and Bob Crock-
ett of Latham & Watkins, counsel
for the plaintiff.

According to Carole Ann Wilson,
who identified herself as a CPA em-
ployed by Rocshire, for the year
ending Dec. 31, 1982, the books
showed loans of $1,615,264.60, while
the following fiscal/calendar year
end showed loans of $7,176,023.46.
Prior court records indicate that
money poured into the firm came al-
most completely from checks illicit-
ly made out to “Dr. C.L. Davis Jr.,”
cashed by Clyde Davis.

According to Wilson, gross in-
come for year-end 1982 was $78,850,
while 1983 generated $342,707 for
the Rocshire complex, which includ-
ed a studio and travelling sound set-
up for concerts, publishing and the
record label wing. Expenses were
$484,482 for 1982 and $4,222,723 for
1983, producing losses of $405,831
and $3,880,216, respectively.

A cursory rundown of a printout
of all cashed checks from a six-
month operational period in 1984
showed a preponderance of expendi-
tures related to promotions. The
Rocshire operation was unusually
structured, with a four-person pro-
motional corps in the Anaheim of-
fice, along with approximately 15
full-time regional and local people.

In their depositions, several indi-
viduals, including label president
Gary R. Davis and chief of creative
affairs Bud Samuels, told of being
hoodwinked by Clyde Davis, who
claimed to be an internationally
known inventor of video games like
“Devils And Dungeons” and a “nu-
clear welder” who made $30,000 per
day repairing cracks in atomic-
powered submarines. Gary Davis
stated that Clyde Davis duped him
into lending him $15,000 in July, and
also into supplying his credit card so

Agreement Reached

MCGA Plans Doors Video

LOS ANGELES MCA Home Video
concluded an agreement Monday
(8) with the surviving three mem-
bers of the Doors for a projected
long-form video program, now in
production.

The package, being produced by
George Paige, will encompass archi-
val footage, including complete
song performances from various
U.S. and European concerts and
television appearances by the rock
quartet, along with documentary
material. In assembling the pro-
gram, Paige is sifting through an
estimated 400 hours of film and vid-
eotape from the band’s private ar-
chives.

According to founding member
Ray Manzarek, ‘“This is our first
and only serious attempt to produce
the best of the Doors’ videos in a de-
finitive compilation. Actually, we’ve
been holding material back for this
one.”

MCA Home Video president Gene
Giaquinto touts the program’s like-
ly appeal because of the band’s
“amazing longevity and its influ-
ence.” He adds, ‘“This project is tru-
ly classic in nature, and will contin-
ue to be an important part of our
music video catalog.”

Title and release date have yet to
be set.

that the Rocshire chairman could
buy $25,000 worth of furniture.
Both loans were not repaid.

Rocshire billed $1.4 million in its
first year with MCA Distributing,
Davis said in his deposition. He said
he was paid $1,150 weekly with a
promise that when the label became
profitable, he would get 10% of the
profits.

Depositions from Gary Davis, na-
tional promo chief Roy Chiovari and
Samuels indicated that frantic ef-
forts to make Rocshire an employ-
ee-owned firm when Hughes Air-
craft sued over the alleged embez-
zlement would have made Chiovari
the new head of the operation.

Top Imposters. BMI's Del Bryant and Phil Graham undergo the ZZ Top
transformation at a recent party in Houston. Shown from left are Graham, ZZ
Top's Dusty Hill, Bryant and the group’s Billy Gibbons.

YOU CAN NEVER count anyone out in pop music.
Just ask Tina Turner, who's in the midst of the most
dramatic comeback of the past decade. Or the Everly
Brothers, whose new album “EB 84" jumps into the
top 50 this week.

Numerous other acts on this week’s charts are en-
joying, if not full-fledged comebacks, at least sus-
tained career recoveries.

Consider Kiss, whose new album, “Animalize,”
leaps 20 notches to number 26. As such, it's almost
certain to become the band’s first top 20 album since
the platinum “Dynasty” five years ago.

And the band from the Windy City has also gotten
their second wind. “Chicago 17’ jumps six points to
number 13, on the strength of the group’s smash sec-
ond single, “Hard Habit To Break.”

A few years ago, both acts appeared to be spent.
But they both rallied with their last albums: Kiss re-
turned to the top 25 and gold with “Lick It Up,” and
Chicago made it back to the top 10 and platinum with
“Chicago 16.”

Several other acts whose careers had dipped in the
early '80s are doing better these days. Elton John’s
new album “Breaking Hearts” went gold in a frac-
tion of the time it took his two previous releases,
“Jump Up” and “Too Low For Zero.”

And all seven singles released from those albums
have made the top 30, giving Elton his longest string
of consecutive top 30 hits since his heyday in the mid-
’70s, when he collected 17 in a row.

Rod Stewart also has reason to be pleased. His lat-
est single, “Some Guys Have All The Luck,” jumps to
number 14 this week. Coming on the heels of the

time in Stewart’s long career that he’s scored top 15
hits back-to-back.

David Bowie, whose career hit a prolonged lull in
the late "70s and early '80s, is successfully following
his re-emergence last year. Bowie’s new album, “To-
single, “Blue Jean,” moves up to number 16 on the
Hot 100.

Stevie Wonder is also making a robust return to
the top of the charts. “I Just Called To Say I Love
You” holds at No. 1 on the pop, black and dance
charts, and holds at No. 1 in Britain for the sixth
straight week. This ties Lionel Richie’s recent smash
“Hello” as the longest-running No. 1 British hit in
Motown history.

cold, but few get frozen. And even those that do can
always thaw out. (You can’t expect profundities
from a columnist on deadline.)

track holds at No. 1 for the 12th straight week, tying
“Grease” as the longest-running No. 1 soundtrack
since “Saturday Night Fever,” which had 24 weeks
on'top in 1978.

CHARTREAT

number six stash “Infatuation,” this marks the first

night,” debuts at number 35 this week, while the first

The point of all this is inescapable: Many acts get

PRINCE REPORT: Prince’s “Purple Rain” sound-

f"‘g

Prince also has two singles simultaneously in the
top 10 for the second time this year. The “Purple
Rain” title track leaps nine points to number nine,
while “Let’s Go Crazy” drops to number five. In early
September, ‘“Let’s Go Crazy” was in the top 10 at the
same time as the platinum smash “When Doves Cry.”

Michael Jackson also did this twice last year, with
“Billie Jean” and “Beat It” in April and “Say Say
Say” and “P.Y.T.” in November.

POINTER FACTS: The Pointer Sisters’ “I'm So Ex-
cited” (Planet) jumps three points to number 10, be- -
coming the trio’s third top 10 hit of the year. That’s as
many top 10 hits as the Pointers had earned in their
entire career up until this year.

Their pre-'84 top 10 hits were “Fire,” “He’s So
Shy”’ and “Slow Hand.” Preceding ‘“Excited” into the
top 10 earlier this year were ‘“‘Automatic” and “Jump
(For My Love).”

The Pointers’ “Break Out” album dips to number
11 this week, but that is more a reflection of gains
made by a few albums that were below it than of any
tapering off in its own strength.

Career Comeback Update:
Pop music veterans are
getting their second wind

JACKSONS FOR DAYS: For the second week in a
row, there are four hits by members of the Jackson
family in the top 20 on the black singles chart. Rebbie
Jackson’s “Centipede” jumps to number seven, Ja-
net Jackson’s “Don’t Stand Another Chance” jumps
to nine, the Jacksons’ “Torture’ dips to 14 and Jer-
maine Jackson’s ‘“Dynamite” dips to 16.

WE GET LETTERS: Alan Kaltman of New Jersey
notes that while Frank Sinatra didn’t receive label
billing, he was the lead vocalist on Tommy Dorsey’s
“I'll Never Smile Again,” which hit No. 1 in 1940.
That would give him a 27-year span of No. 1 hits, top-
ping Stevie Wonder’s 21-year span reported last
week. We'll let you decide if the Dorsey hit should
count.

David Dana-Bashian notes that John Waite’s
“Missing You” was the first single to have just one
week on the Hot 100 since Billy Joel's ‘“‘Tell Her
About It"” exactly one year before. He adds that
that’s the longest stretch in which every No. 1 record
was No. 1 for more than one week since 1968-69.

And Cynan Rees of New York and Ken Breistein of
Canoga Park, Calif. point out that Huey Lewis & the
News have peaked at number six with three singles,
not four as we reported recently. The group’s 1982 hit
“Do You Believe In Love” peaked at seven.
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DO YOU KNOW ME?

I'm one of the biggest guys on the tube or in

bondage gear as 1 am in a grey business cuit.
rock to the theater, video to the concers
revered for my flaky sense of humor, but
«ghe's A Beauty, “Don’t Want To Wait Anymore
T've just recorded my new solo album, which features Ty frie
David Foster, Steve Porcaro, Jeff Porcero and others. S:ill don
Well, REAL: MY LIPS!

READ MY LIPS

The debut solo album from

FEE WAYBILL

You'll 1augh your lips off.

Produced by David Foster for Foster Prees Music, Inc. and Steve Lukather

the Tubas. ’'m equally at home in mondo
I helped bring theater to rock and roll,
stage and the concert stage to the screen. I'm
I also helped write 8
» «prime Time" ané

ome big rock hits, like
«Talk T Ya Later!
nds Steve Lukather,

" know me?

Available on Records and High-Quality XDR® Cassettes from

€1984 CAPITOL RECORDS. INC
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¢ Why are the bes

FOR QUALITY

=z musicassettes in the

Chrysalis
Decca
Intercord

= charts recorded on
BASF chrome tape?

Here’s why:

Pickwick
BASF chromdioxid provides the following advantages:

Polydor

RCA

Sine qua non
Stiff

Teldec

Virgin

* High output at high frequencies
* Low modulation noise
* Low bias noise

This gives the recording:

* Brilliancy in sound
* A clean sound
* Negligible background hiss

* and here’s
" proof: H

This chart shows a frequency

spectrum analysis of the |
studio 1/4" master tape 1) 63 250 500 1k 26 4k 10k 16k
(15 ips) of part of a recording o
compared with a prerecorded chrome cassette of the same

passage duplicated at high speed at 120 s normal equalisation.

+
o

+
o

'
=]

|
%3
=]

|
[X]
=1

Frequency Response rel. 500 Hz [dB)

The red line shows the master, the blue line the cassette.
The difference between the two is negligible.

Fill in the coupon for more information.

Name
Company
Address

BASF Aktiengeselischaft BASF Systems Corporation BASF United Kingdom Limited

Gottlieb-Daimler-Str. 10 Crosby Drive 4 Fitzroy Square
D-6800 Mannheim 1 Bedford, MA 01730 London W1P 6ER
Tel: 0621/ 40081 Tel: (617) 271-4000 Tel: 01-388 4200
Telex: 462 621 basfd Telex: 28649

BASF
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.nternational

SPECIAL REPORT:

...newsline....

MUSIKLADEN AXED?: Its importance as a televison vehicle in Germany ri-
vals that of “Solid Gold” in the U.S. or “Top Of The Pops” in the U.K.,
but it appears that the Nov. 29 edition of Mike Leckebusch’s monthly
music showcase “Musikladen” will be its last. Though ratings remain
good at around six million, the program’s originating station, Radio
Bremen, wants to start a new youth-orientated prime-timer, mixing
politics with music. Whether Leckebusch stays on is uncertain.

CORLEY CHARTS: Al Corley’s “Square Rooms,” co-written with producer
Harald Faltermeirer and recorded in Munich, was snapped up by Phon-
ogram’s new MD Louis Spillmann. Released throughout Europe by Po-
lyGram, it is charting in Germany and Switzerland. Also out is Corley’s
new album, featuring mostly self-penned tunes.

CHARTBEAT: German music has regained some of the ground it lost last
year in the national sales charts, commanding 40% of the LP top 20,
though only two of Germany’s top 20 singles are home-grown. Primari-
ly responsible for the domestic mini-boom is EMI’'s Walter Puetz,
paced by rockers Herbert Groenemeyer and Klaus Lage. CBS and
Ariola are also ruling big chunks of the charts. But the six major labels
in Hamburg have only two albums and five singles in the charts.

In Switzerland, Billboard’s Pierre Haesler notes that last year’s in-
troduction of private broadcasting has not changed Anglo-American
domination of the domestic charts, which are currently paced by
George Michael, Stevie Wonder and Ray Parker Jr. Latest music
trends in London and New York sometimes fall flat in the Alps, but
established U.K. acts like Mike Oldfield, Jethro Tull and Queen have
loyal followings. Chart stays by Swiss artists remain the exception.

In Austria, Manfred Schreiber observes that while international
product controls the charts and at least 70% of sales, local artists are
enjoying unusual prominence: EMI’s Kurb Gober Band leads the Aus-
trian singles scene, while Wolfgang Ambron (PolyGram) leads al-
bums and PolyGram’s S.T.S. topped both charts recently.

G/A/S MARKETS

JIM SAMPSON

VGR Price War Seen

Philips Calls for Japanese Cutback

BY WILLEM HOOS

AMSTERDAM If the import of
Japanese-manufactured VCRs into
Europe is not drastically cut back,
by even as much as 40%, then a po-
tentially damaging new price war is

" likely to hit the video industry, ac-
cording to Philips.

This follows the news that Ja-
pan’s Ministry of International
Trade & Industry (MITI) has re-
quested Japanese VCR manufactur-
errs to cut back exports of finished
machines to European Economic
Community countries by 10% (Bill-
board, Oct. 13). This would not af-
fect unassembled kits.

Now the Dutch multinational has
issued a formal statement here that
Japan is expected to export 3.95 mil-
lion VCRs to Europe this year, un-
der the terms of EEC/MITI agree-
ments finalized in 1983, with 600,000
knock-down kits for assembly to
add to the tally.

Says Philips: “That figure was
based on the expectation that the
overall number of VCRs sold in Eu-
rope would be 6.3 million units this
year. Now it’s clear that this expec-
tation and projection is far too opti-
mistic. In the U.K. alone, it’s now
expected that the sale of VCRs will
be down by at least 700,000 units
this year.

“Based on all these estimates, it
would seem the total number sold in
Europe this year will be around 4.5
million, not that original 6.3 million.
On that basis, the: maximum impor-
tation of Japanese VCRs here

should be around 2.5 million. That’s
a cutback of near 40%, rather than
the gentle trim requested by MITI.
A 10% cut just is not enough.”
Japan’s VCR exports reached an
all-time high of 1.99 million units in
August. It’s less than a year since
the monthly export figure reached
the one million mark. However, ex-
ports to the EEC have fallen by an
estimated 12% since last year, while
those to the U.S., now seemingly
the world’s most energetic video
marketplace, have soared.

American Participation Strong

Record Attendance Seen at 10th Vidcom

This story prepared by Derry
Hall in Paris and Nick Robert-
shaw in London.

PARIS Celebrating its 10th
year, Bernard Chevry’s annual Vid-
com marketplace in Cannes, which
was set to begin Saturday (13) and
run through Wednesday (17),
seems set to match last year’s re-
cord attendance of 12,000 partici-
pants from over 60 countries.

According to the organizers, the
number of software programming
companies at the market will be up
by 70 to more than 480, with Ameri-
can participation especially strong.
A 15% increase in the number of
U.S. exhibitors in the Nouveau Pa-
lais is forecast, and a 10% rise in
those attending without a booth.

Their interest covers the three
main areas of feature films, where
Telefilm, Cannon and Cinevid are
among the newcomers; broadcast tv
programming, where Telepictures
and Metromedia are among the
most prominent names; and special
interest material, including musie.

Most major Stateside studios will be
represented, and despite shortages
of suitable material, activity in the
acquisition and sale of movie rights
is expected to be intense.

Music programming should domi-
nate the special interest area, says
Chevry: “It’s clear that music video
is moving out of its promotional
stage into a new phase that will gen-
erate fresh forms of entertainment
designed specially for retail and go-
ing well beyond current clip for-
mats.”

This view seems borne out by cor-
porate reactions to the St. Tropez
video clip event taking place imme-
diately before Vidcom. Some pro-
ducers, among them Embassy
Home Entertainment, are treating
the event as a serious opportunity
to buy and sell. Embassy is sending
both European president Alan
Kaupe and newly appointed acquisi-
tions director Robert Blay, son of
Andre Blay. Others, like Britain’s
Videoform Music, are planning a
low-key presence as observers and

Joint Import License for
Records, Tapes in Britain

BY PETER JONES

LONDON In a bid to cut out confu-
sion and inconsistencies in a system
which had required record/prere-
corded cassette importers here to
deal with two licensing bodies, the
British Phonographic Industry
(BPI) and the Mechanical Copy-
right Protection Society (MCPS)
are introducing a joint import li-
cense.

Thus far, importers have had to
seek permission from both organi-
zations to transact legal import
business. And it’s long been ac-
knowledged that the situation
whereby one can authorize importa-
tion of a title and the other oppose it
isn’t in the interests of any of the
parties concerned.

The MCPS, representing publish-
ers who handle the interest of com-
posers, has an import license
scheme which requires stamps to be
fixed to records to show the license
has been formally granted. And
BPI, on behalf of the record compa-

East Meets West. CBS/Sony chairman Toshio Ozawa, left, presents David
Coverdale of Geffen act Whitesnake with a goid plaque for the group’s “Slide It

In*" album in Tokyo.

nies, has since 1980 carefully moni-
tored imports.

The new license covers both copy-
right areas and will constitute im-
port permission by both record com-
panies and publishers. Licenses,
says BPI, will be issued for records
lawfully manufactured outside the
European Economic Community
which are not, at the time of entry,
in the catalog of any BPI member
company.

They’ll also be issued for “special
formats” of titles which are in a
member company’s catalog, provid-
ed the individual label has given
written permission.

saving their heavy guns for Vid-
com. But the majority, among them
Picture Music International and Po-
lyGram Music Video, take the view
that their resources cannot stretch
to corporate representation at two
similar events only a few days
apart.

Videom itself will divided into
three sections. Vidcom Internation-
al is the program market proper,
and now covers the negotiation of
software rights for home video and
all ancillary markets worldwide in-
cluding cable and satellite. Vidcom
Institutional is the hardware aspect
of the event, incorporating teletext
and computer-assisted learning fac-
ets, while Videom Mijid, whose in-
troduction in 1983 coincided unlucki-
ly with the crash of the video game
market, reappears this year as a fo-
cus for home computer software ac-
tion.

The organizers say Mijid will be
particularly valuable for British and
American companies in the field,
giving them an opportunity to ar-
range effective European disiribu-
tion in territories just moving out of
the video game phase before local
origination or piracy can take hold.

One of two key Mijid seminars,
set to be held Sunday (14), was to
deal with this question of distribu-
tion, largely from the point of view
of how the home computer industry
can avoid the problems home video
has been through. The other, set for
Saturday, was headed “Crossing
the border with software” and ex-
amined current and future trends.

As always, a wide range of topics
is being discussed in Vidcom semi-
nars and conferences, with sessions
every afternoon on made-for-home
video programming. Speakers at
the latter include RCA’s Tom Kee-
ling, Cinetel’s Paul Herzberg, and
Richard Lauber of Fox Lauber.

Also as always, a number of ma-
jor companies will use the occasion
to mount internal meetings.

(Continued on page 65)

Imported Rock Posters

Largest U.S.A. Distributor
of
ANABAS, ROCK-ON, HUNGRY TIGER

All our posters are fully authorized
for sale in the U.S.A.

Order now for immediate delivery

(800) 227-1666 or
(800) 223-9669 (CA)

Select Rock * Box 5551 * Walnut Creek, CA 94596
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ommentary

The more things change, the more
they stay the same. With this rede-
signed issue of Billboard—the first
such change in many years—we be-
lieve we’ve covered both sides of
that coinage. Not as a de facto re-
sult, but through an extensive eval-
uation process aimed at retaining
what our readers have told us were
the essential strong points of our
editorial thrust, while adapting
them to changes in the music and
home entertainment marketplace.

For example, it is no longer
enough to state that Billboard cov-
ers video. The concurrent and dy-
namic growth of home video and
video music, two industries that are
altering the sight and sound of en-
tertainment, demands the depart-
mental delineation introduced this
week.

Likewise, it is no longer enough
to chart the hits. The new Radio Sin-
gles Action and Retail Singles Ac-

Editorial

A NEW LOOK AT COMMUNICATION

tion features are intended to pro-
vide more specific indicators of pro-
grammer and merchandiser
response to new product in pop,
black and country formats.

The same need for more sophisti-
cated market information dictates
the expansion of Billboard’'s three
primary singles charts, now offer-
ing separate sales-only and airplay-
only data each week.

Amid these improvements, cer-
tain familiar priorities remain in-
tact. This publication’s emphasis on
the news of music and home enter-
tainment does not change. In a cre-
ative but volatile environment, the
availability of up-to-the-moment in-
formation can mean the difference
between efficiency and waste, prof-
it and loss.

In that news-oriented spirit are
two new columns, which will focus
respectively on developments in
Compact Disc (“On The Beam’’)

and promotional activity at retail
(“Counter Intelligence”). They join
other recently introduced features
with similar goals, among them
“Grass Route,” reporting news of
the indie label/distributor sector,
and “On Target,” probing consumer
attitudes and buying patterns.

We have discussed the content
changes in the magazine first, be-
cause they could be easily overshad-
owed by the new “packaging.” And,
overdue as a new graphics treat-
ment was, it would have limited val-
ue if not undertaken with evolution
in content. Indeed, a primary objec-
tive of the new design is to commu-
nicate more effectively the distinc-
tions among the diverse industries
Billboard serves, as well as their vi-
tal relationships.

For instance, all chart informa-
tion has a consistent typographic
treatment, with variations em-
ployed to reflect differences in con-

Alternative Media

WHERE THE MUSIC STILL MATTERS

BY ROBERT HABER

Much is being written about the
high cost of developing and break-
ing new artists, with the expense of
music videos and independent pro-
motion cited most often as the ma-
jor villains. But while the price of
these marketing tools is high (and
sure to stay that way), many record
companies continue to overlook
meaningful and far more cost effi-
cient alternatives.

There is a very strong segment of

still matters, where you don’t need
combinations of video program-
ming, strong indie promotion and/
or contemporary hit radio to achieve
success.

This alternative or progressive
media network, consisting mostly of
college radio stations, the few re-
maining progressive AORs, mom-
and-pop retail outlets, the clubs and
the alternative press, have consis-
tently been able to pick tomorrow’s
hits and hit groups far in advance of
their more commercial brethren.

Acts like the Clash, the Go-Go’s,
Joe Jackson, Romeo Void, the Talk-
ing Heads, the Pretenders, U2 and
R.E.M., to mention just a few,
topped alternative media charts
months and even years before their
commercial breakthroughs. If this
entire network begins to buzz on a
record, it can and does move prod-
uct. It may happen on a smaller
scale, take a longer period of time,
but success on this level has proven
time and again to be a strong indica-
tor that more commercial success
will follow.

College radio has become a
springboard, and a record that
stays top 10 on the college charts
for six or more weeks almost al-

‘Record companies
have always had a
love-hate relationship
with college radio’

Robert Haber is president of CMI Media,
Albertson, N.Y., publisher of The New
Music Report and Progressive Media.

ways reaches and climbs the com-
mercial charts. And college airplay
alone can sell 25,000 to 50,000 copies
of a record.

Because they don’t have to an-
swer to anyone but themselves—or
worry about ratings—the alterna-
tive network listens to music with
their own ears, unfettered by demo-
graphic filters. As a result, they
have become the ideal venue for
testing baby acts, developing exist-
ing acts and, perhaps, reestablish-
ing former stars. Usually, if you
can’t achieve success on the alterna-
tive level you can’t achieve it on any
level.

Today’s college radio broadcast-
ers aren’t crusading idealists. Nor
are they the remnants of hippiedom.
They understand the realities. They
also listen for personal pleasure and
can be valuable predictors of tomor-
row’s trends.

“Roxanne,” by the Police, was a
top three record in the alternative
media as early as 1978, a year be-
fore it broke on progressive radio,
and four years before the group
broke through on commercial radio.
The Talking Heads had four top 10

albums in this arena before “Burn-
ing-Down The House’’ broke the
commercial barrier.

If anything good came out of the
dark days of the music industry, it
was the emergence of this alterna-
tive media network as a positive
programming and sales force. Rec-
ord companies have always had a
love-hate relationship with college
radio.

Back in the euphoric days of 1978-
79, record companies were firmly
convinced that they had discovered
the Midas touch. Each week they
would throw out a lot of records,
most of which sounded alike, look-
ing for gold or platinum. Six weeks
later, if the record hadn’t happened,
it was on to the next release. With
hit records selling in the millions,
there was little incentive to develop
new acts.

At the same time, a new genera-
tion of listeners was becoming
bored with the available music and
went looking for something new.
They found it in a group of innova-
tive bands who had been playing in
virtual obscurity in clubs across the
country.

tent. In more standard editorial ma-
terial, informational listings have
similar typography regardless o7
where they appear. Within individ-
ual features, our effort has been to
make information more accessible
through the use of subheads and
other graphic devices.

In general, we have sought te
make the tremendous volume and
variety of information in Billboard
as immediately recognizable and di-
gestible as possible.

The word “communication” has
become something of a cliche in re-
cent times, although the process of
communication itself remains at the
core of successful, profitable busi
ness. We believe that the new Bill
board conveys information more ef-
fectively than the old. You can en-
sure that it will continue to do se
with response and feedback. Pleas2
communicate!

ADAM WHITE. EDITOR-IN-CHIEF

Most of these groups toured ex-
tensively, playing wherever they
could. They took advantage of coi-
lege radio for airplay and inter-
views. They visited stores to sign
autographs. And they toured and
toured and toured.

And then a strange thing_ hap-
pened. Gradually, the days, weeks
and months of effort began to pay
off. Through these new avenues of
exposure, they began to sell re-
cords, and these sales continued tp
grow. College radio, the alternative
media and specialty retailers be-
came important tools in artist devel-
opment. Since they were out of the
mainstream, they could play and
promote the music they enjoyed.

They could appeal to a core group
of fans, active listeners interactinz
with active media to support viable
new music. Much of their public
were disenchanted renegades from
AOR radio, who resented the loss of
spark and spontaneity and the
tighter station playlists.

There is no bigger thrill than in
discovering a hit first, and many hit
records today get their first buzz in
the clubs. While no one knows for
sure what impels someone finally to
buy a recording, it generally takes a
number of impressions. Each im-
pression on the club or college radio
station level is a building block in
constructing the awareness factor.

Too often, past and present,
we’ve substituted flash for sub-
stance. Fortunately, record buyers,
radio and programmers with noth-
ing to prove aren’t fooled. They
want to be told a record is great, but
they also want it to be true.

Better than anyone else, the alter-
native media understands that
when all is said and done, it’s still
the music that matters.

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 Is Horowitz, Com-
mentary Editor, Billboard, 1515
Broadway, New York, N.Y. 10036.

Letters to

WELCOME BACK, RANDY

With all the publicity generated by
and for Michael Jackson this past
year, a remarkable occurrence has
happened with very little media at-
tention given it: Bachman Turner
Overdrive is back.

the Editor

Randy Bachman has a good new
rock’n’roll album out. Here is a mu-
sician who has run the gauntlet on
more than one occasion, and has
made it to the top twice, with two
different bands. In the late ’60s it
was with the Guess Who, in the '70s

with BTO. And here he is again. The

media, the charts can’t keep him
down.

Robert Self

Redwood City, Calif.
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Entertainer of the Year: Alabama

.

Song of the Year: “Wind Beneath My Wings”
Larry Henley (co-writer: Jeff Silbar)

& i

Male Vocalist of the Yezr: Lee Greenwood Vocal Duo of the Year:
Willie Nelson (with Julio lglesias)

R

o \ - v

Instrumental Group of the Year: Ricky Scaggs’ Band Country Music Hall of Fame: Floyd Tiliman

»

i

Horizon Award: The Judds (Wynonna & Naomi) Country Music Hall of Fame: Ralph Peer Instrumentalist of the Year: Chet Atkins

he longest winning streak
in the Country.

To all our CMA winners, congratulations.
And to all our BMI affiliates,

thanks for keeping us Number One in Country Music. B M I

Wherever there’s music, there’s BMI. / \
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‘Mighty 690’ Goes ‘XTRA Gold’

Oldies Replacing Top 40 At San Diego AM

BY THOMAS K. ARNOLD

SAN DIEGO XTRA-AM (The
Mighty 690), San Diego’s only AM
top 40 station, is changing to an old-
ies format on Saturday (20) in an
effort to draw in older demograph-
ics, according to general manager
John T. Lynch.

Lynch, who is also vice president
of Noble Multimedia Communica-
tions, which owns XTRA, says the
change is being made so that Noble
can market XTRA in combo with
Los Angeles easy listening outlet
KJOI-FM, which the San Diego firm
recently purchased for more than
$18 million.

“It’s designed to complement
KJOI as much as anything else,”
says Lynch, noting that XTRA-
AM’s traditionally strong Tijuana-
based 50,000-watt signal easily pen-
etrates both the San Diego and Los
Angeles markets. ‘“The numbers
with the top 40 format have actually
been very good, but they’re not
saleable,” Lynch says of the teen-
oriented station, which in the past
has been teamed in combo sale with
XTRA-FM, new music-formatted
91X.

“We recognize the changing de-
mographics of the audience, and we
want to take advantage of it,” says
Lynch. “Plus, we want to maximize

the potential of the station; it
reaches Los Angeles, and I want to
make it a full regional radio station.
The Los Angeles numbers [of
XTRA] have been declining, and
this is one way to get back on the
road to success.”

Lynch stresses that the station,
which is dropping the ‘“Mighty 690"
moniker in favor of “Xtra Gold,” is
not adopting a traditional oldies for-
mat. Instead, he says, the station
will broadcast a mix of “light gold”
songs from the '60s to the present.

“It’s not so much the year as it is
the sound,” he says. “If anybody
saw the movie ‘The Big Chill,’ we’re
trying to reach those people. We
have done extensive research to de-
termine, number one, who will lis-
ten to AM radio, and after isolating
the demographics, which are basi-
cally 35 to 49-year-olds, we execut-
ed a series of mass music tests to

" find out what music these folks

want to listen to.

“We came up with a blend of old-
ies but nothing from the ’50s,soas a
consequence, we've done away with
songs from that time. If you listen
to our station in Los Angeles, many
of the instrumentals on KJOI will
be featured on XTRA in their origi-
nal voeal form. The stations will
complement each other very well.”

Lynch says research for the new

Peterson Media Services
Eyes AOR, Top 40 Clients

LOS ANGELES Veteran program-
mer Al Peterson is striking out on
his own with the formation of Playa
Del Ray-based Peterson Media Ser-
vices.

With a background including pro-
gramming stints at AOR-formatted
WQXM and WYNF Tampa, as well
as Rochester’s WMJQ, Peterson
will cater to AOR and top 40 clien-
tele. “Even though I still believe in
their distinct differences,” says Pe-
terson, “the fact is that today’s lis-
tener tends to listen to both for-
mats, so that alone creates a simi-
larity between the two.

“If you start with the assumption
that people are basically button-
- pushers, you’ll have a healthier per-
spective of the marketplace,” he
continues. “The days of listeners
dying for their favorite station are
over, if they ever did exist.”

Peterson sees today’s radio cli-
mate as closer to “the days when
AOR sprang up—catering to disen-
franchised top 40 listeners who
wanted to hear groups like Cree-
dence Clearwater Revival, but
weren’t crazy about Brenda & the
Tabulations,” than to the loyalty in-
spired by AOR outlets in the late
"70s. He contends that the basic per-
sonality of the listeners has not and
will not change.

“It’s not the personality involved
in listening attitudes that made the

ACTIONMART

The results are fast. The
reach is vast. And the call is
free! To place a Billboard
Classified ad, call Jeff Serette
at (800) 223-7524.

difference as much as it is what was
available,” he says. “All formats go
through an ebb and flow, and right
now top 40 is riding a very strong
high tide.”

With initial client announcements
pending, Peterson says his philoso-
phy is that “bigger isn’t always
berter. I'm looking for a small list of
quality clients. Over the past three
years I've worked with stations on a
national level, and I sense there is
still a great need among radio man-
agers for someone to advise them
on a day-to-day basis, giving them
hands-on attention.

“The key to a successfully con-
sulting relationship is determined
by the chemistry between the peo-
ple charged with creating the direc-
tion of the station. My platform for
this company is to always have the
time to devote to each client’s
needs.” The company is located at
6615 Pacific Ave., Playa Del Ray,
Calif. 90293; (213) 305-7137.

RAB Focuses On
Department Stores

NEW YORK The latest self-help
package from the Radio Advertis-
ing Bureau is centered on increas-
ing radio’s share of the advertising
dollars spent by department and
specialty stores.

The three-part kit includes ‘“Mar-
keting, Media Mix And Your Mar-
gin: Radio’s Selling Equation,” a
cassette exploring the sales prob-
lems big department stores face; a
copywriting guide to producing cre-
ative commercials entitled “Sounds
Of Success”.

change was performed by Bob
Harper, a former Noble associate
who now runs his own San Diego-
based consultancy. Jim Richards
will remain as program director,
with Jim LaMarca, who hosts a six-
hour oldies show, “Nostalgic Rock,”
on 91X, is stepping in as music di-
rector. No changes in air personnel
will be announced until after Nov. 1,
Lynch says, stressing that the sta-
tion will not adopt a personality ap-
proach.

“We want this to be an AM that
sounds like an FM. We're going to
compete on a music basis, just like
KJOI does,” Lynch says-

Babes In Arms. Crystal Gayle introduces her daughter Catherine Claire to
WHN New York personnel backstage at the Garden State Art Center in New
Jersey. Pictured from left are program director Joel Raab, air personality Dan
Taylor, Gayle and daughter, and music director Pam Green.

VOX§

by Rollye Bornstein

OX

WARNING: The statement you’re about to read con-
tains a 1% margin of error (but those are still better
odds than Arbitron will probably give you, so even if
you’re not a betting person, read on). Mark Driscoll
is the new operations manager for WAPP New York.
The longtime top 40 programmer has yet to tell cur-
rent boss Ken Wolt (who’s also his former boss from
WBBF Rochester) that he’s leaving Indy’s Apple
(WZPL Indianapolis) for the Doubleday outlet at this
writing, so we’re not 100% sure, but we’ll buy it.

This just in: KZZP Phoenix PD Charlie Quinn has
been tapped to program CBS’s WHTT Boston . ..
Moving over to Cleveland for a minute, one thing that
is for sure is the appointment of WSNY Columbus PD
Harry Lyles as program director of Mike McVay’s
Magic (WMJI). He replaces Dave Popovich, who
landed a job across town as PD of competing WLTF.
And now a rumor from the friendly folks at Nation-
wide: Unofficial word is that $45 million will net the
insurance company a West Coast-based broadcasting
company. While you're thinking about that, we’ll put
your mind at ease about another Cleveland rumor,
that of WMMS switching formats (if you can call it a
format.) What the outlet is in the process of doing is
switching its reporting status from AOR to top 40 to
more closely match what they’ve been doing on the air
for some time now. After all, “The Buzzard” is pre-
senting the Michael Jackson concert.

If WMMS is in faet in the top 40 arena (and short of
classical, they might fit every category), then
WGCL’s newly appointed PD C.C. Matthews is arm-
ing himself. At least that’s what our Dallas ears tell
us. Seems Matthews had an extra jingle cut to the
tune of “Bye Bye Blackbird.” The words, however,
were “Bye Bye Buzzard.”

BACK TO INDY: The Monday (15) sign-on of WTPI
is a given. Almost eight years to the day after WIPE-
FM signed off, adult contemporary 'TPI—pro-
grammed by Mark Edwards, who also handles morn-
ings—surfaces in its place. WNDE’s Steve Miller fol-
lows Edwards in middays, with WFBQ’s Steve
Cooper in afternoons, followed by WNAP’s Paul Po-
teet in evenings, WENS’s Jennifer Carr in nights and
WNDE'’s Mike O’Brien in overnights. Needless to
say, there weren’t any moving expenses involved.
Across town at WIRE, Barney Pip is not doing
traffic anymore. Seems he couldn’t get into Beech
Grove (most folks have trouble getting out). Speak-
ing of WIRE, we’ve got two other things to tell you:
David Brandeburg has been named GSM, and Net-
work Indiana has been sold. Brandenburg was the
Southwest regional director for the RAB. Network In-
diana was bought by the Indiana Pacers. Pacer play-
by-play voice Bob Lamey, by the way, is now doing
those honors for the new Indianapolis Colts, along

with Channel 18’s Don Hein. (Jerry Baker was slated
to do that, but he opted for life off the road and contin-
ues on Gary Todd’s morning show on WIBC, which
carries both teams.) Pacer action is now handled by
former Channel 6 sportscaster Ken Double.

ALL—AROUND GREAT guy lands great gig, as
WNBC New York’s Johnny Dark returns to Boston
(where he previously worked at WRKO), doing mid-
days on CBS’s WHTT. Interestingly, the appointment
was made by exiting PD Rick Peters, who left for
Fort Lauderdalz’s WSRF and WSHE, which Dark pro-
grammed in the late '60s and early "70s.

Over in Philly, WYSP ups Harvey L. Ostroff to gen-
eral sales manager, following Richard Marks’ move
to the GM post..Meanwhile, midday lady Anita now
chairs the morning drive honors, as Steveski (Steve
Sutton) moves into middays.

It’s official. The papers are signed, and Broad
Street Communications Corp. is now a wholly owned
subsidiary of Clear Channel . . . Less stellar than that
$26 million deal, but important to Z-1490’s Rockford
listeners nonetheless, is the word that Jack Boston
has come on board doing middays. According to opera-
tions manager Brian Wright, Boston, who has
worked at just about every Rockford outlet we've
heard of, joined WGEZ because he missed radio so
much (he’s al3zo an actor with several stage and
screen credits to his name) “and because we paid him

Is WZPL'’s Driscoll
moving to WAPP
as operations manager

unbelievable money for this market.” (That's WGEZ
Beloit, Wis., and should the last sentence be even half
true, you might want to remember the call letters.)

RATHER DO weekends in Daytona Beach? Solid
Gold 1590 has become AM 16, and PD John Barrett is
looking for help. He doesn’t want you to call and audi-
tion over the phone, however, so send a tape to WZIP,
Box 4010, Daytona Beach, Fla. 32021. Returning to the
air on GM Frank Canale, who will handle afternoons,
and Jeff Lewis. who is back in action doing swing.

WBBF Rochester assistant news director Kevin
Hamilton becomes news director at Manchester,
N.H.s WGIR . .. Sharon Maeda is upped to chief ex-
ecutive offficer of the Pacifica Foundation.

What did Adam Clayton Powell III do before he
purchased KDIA? Interestingly enough, the son of
the famous civil rights activist has spent his whole ca-
reer in radio and television news, with CBS and New
York’s WINS to his credit, and he’s ready to put it to
work in the Bay Area once the sale of the Oakland ur-
ban AM is approved and all-news KFYI debuts.

And speaking of men in the news, if you haven’t
heard, Paul Drew is putting all his hotlining experi-
ence to work from his RKO days. Seems the program-
ming vet has been tapped to head America’s first pro-
paganda staticn. (Though some parents may have
claimed ‘“Boss Radio” 93 KHJ fit that description,
we're talking oTicial here: Radio Marti.)

Continued on page 19
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Must!

November 8-10
The Roosevelt Hotel

‘Madison Avenue at 45th Street
New York City

M) MUSIC MARATHON

& THE 1984 NEW IMUSIC AWARDS

Schedule of Events
CM] Music Marathon

Plus! Spotlight on Urban/Contemporary—Presented in association with PR9‘;/

. .
Thursday, Nov. 8 Kickoff Showcase at The Ritz '
10:15 PM What Is This, 11:30 PM Red Hot Chili Peppers, 12:45 AM John Jarrett’s Tribe
Friday, Nov. 9—Saturday, Nov. 10

Keynote Address by Peter Wolf!

Rock Radio as a Progressive Force The Urban/Contemporary “Street Music” Promotion Alternative Media Networking
Norm Winer, WXRT, Chicago & Marketing Campaign Rob Burr, QL Records, Coral Gables, FL
s Cg"ege l:;ﬁijoz\l;mg;;mmi;;gp Brad LeBeau, PRO MOTION, New York Marketing Non-Rock Music
cott Byron, ew Music Report The Purpose of College Radio q
Urban/Contemporary Radio Programmers Caucus Jim Cardillo, WNYU, New York Reggae Music: The Harder It Comes
. : ’ ’ Amy Wachtel, The Reggae Route
Future Directions of Album Radio New Music Radio: What Next?
Stev S lh,/“b Net Ok,L A y] ew usic Kadio: al ext’ Q
e wn e,w T [0S nge. eS Mark Josephson, Rockpool, New York Eraaslinle byl di
Independent Label Survival and Expansion The Producers Panel
Howie Klein, 415 Records, San Francisco The Impact of Rock Journalism ]
College Radio Promotion Charts, Trades and Tips The Artist Panel
Karen Glauber, A&M Records, New York Steve Feinstein, Radio & Records, Los Angeles Dusty Street, KROQ, Los Angeles
AOR Promotion Urban/Contemporary Producers and Remixers Panel The Future of Rock Media
Bill Bennett, Epic Records, New York Video’s Role in the Music Industry Mike Harrison, KMET, Los Angeles

The 1984 New Music Awards
Starring Al Franken, Master of Ceremonies
Plus Live Performances by Let’s Active and more to be announced
Friday, Nov. 9, Studio 54, New York City
Cocktails 7:00 PM, Dinner Banquet 8:00 PM, New Music Awards Ceremony 9:45 PM sharp

Plusshowcases, parties, special events and club passes 1o CBGB’s, Trax, Danceteria, Irving Plaza, Kamakaze, Tramps, The Ritzand more to be announced.

* % * DISCOUNTED AIRFARES * * %

On all major airlines, for all delegates. Contact Karson Travel—our official Music Marathon Travel Coordinator—and save up to 50% on airfares
Call: Weekdays 9AM-5PM. Natonwide 800-645-2182. New York City 212-347-0058.

$55 Panelist { &

(Includes entrance to all Marathon and Awards events EXCEPT Awards dinner banquet and cocktail party.) S
________  $100 Awards dinner banquet, cocktail party and ceremony ONLY—does not include Marathon

___________  $160 Combination Registration, Marathon, Awards ceremony and Awards dinner banquet/cocktail party

== $75 Registration

Indicate quantity and make check or money order (non-refundable) payable to CMI Media.
Check must be included with registration form.

NAME TITLE
AFFILIATION PHONE
ADDRESS
VISA( ) MASTERCARD( ) CARD NUMBER
CARDHOLDER NAME EXPIRATION DATE

Mail to CMJ Music Marathon, ¢ o CMI Media. 834 Willis Avenue, Albertson, NY 11507.

For more information on showcasing, panels, exhibition space, hospitality suites and advertising contact:
Joanne Abbot Green
516-248-9600

Convention events and personnel subject to change.
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AC Format Discarded

- Shreveport’s KROK-FM Goes Gountry

SHREVEPORT ‘‘Sounds like
Shreveport-Bossier . .. Sounds like
a winner” is the new slogan sported
by this city’s newest country outlet,
KWKH-FM. The switch away from
KROK-FM’'s adult contemporary
format and call letter designation
came for several reasons, not the
least of which is the high regard for
country music shown by KWKH
owner Great Empire Broadcasting
Inc., the largest independently
owned chain of country music radio
stations in the world.

“Great Empire has always felt a
deep commitment to country mu-
sic,” says KWKH-AM-FM general

Dahl, Meier
Back On Air
At WLS-AM

CHICAGO Steve Dahl and Garry
Meier are back on the air, albeit un-
willingly. The bad-boy WLS-FM
Chicago afternoon personality and
his sidekick debuted on the AM
band on Oct. 10, after a District
Court judge found their WLS con-
tract to be valid.

Ironically, Dahl and Meier had
staged a walkout from their shift
Sept. 17 (Billboard, Sept. 29), pro-
testing the move from the solid FM
(at a 3.5 in the spring Arbitron) to
the lowly rated AM facility (then at
a 2.7)—yet days after their debut,
the summer book was released,
showing both facilities neck and
neck. WLS-FM has a 2.8, while the
AM is just a tenth of a point behind
ata2.n.

Seeing the switch as a move
down, the pair attempted to have
their contract decared invalid as a
result of the change. Dahl had said
that the contract, as they under-
stood it, bound them to WLS-FM
alone. However, Chief Judge Frank
J. McGarr of the U.S. District Court
(Northern District of Illinois, East-
ern division) declared the contract
to be in order, according to WLS
general manager John Gehron.

Gehron adds that, contrary to re-
ports, the pair were not given a
raise to return to their shift. Admit-
ting the return was less than gra-
cious, he says their evident bitter-
ness and resultant irreverence “did
not particularly’’ bother him.
“That’s what we expect from Steve

and Garry,” he adds.
MOIRA McCORMICK

] R — e
Satin Jackets e Sweatshirts
T-Shirts

Unique custom made jackets
for the Rock ‘N’ Roll trade.

126 West 22 St. New York, N.Y. 10011
L‘ (212) 206-0490 —————’

manager Gene Dickerson about the
chain’s 10 properties, all of which
are now exclusively country. They
include KFDI-AM-FM Wichita,
KTTS-AM-FM Springfield, Mo.,
WOW-AM-FM Omaha and KRBQ-
AM-FM Denver, in addition to the
Shreveport facilities, which serve as
the home of the long-running “Loui-
siana Hayride.”

“But the overwhelming consider-
ation to return to KWKH-FM,”
Dickerson says, “is the fact that the
youth market is so fragmented. In
order to own a significant share of
the market, you've got to make an
abnormal investment in promotion
and marketing.” The station, which
signed on in 1948, simulcast
KWKH-AM’s country program-
ming until its 1972 switch to album
rock as KROK. In 1979, the station
was repositioned adult contempo-
rary.

The move to country puts
KWKH-AM-FM in direct competi-
tion with KRMD-AM-FM, but Dick-
erson says the decision was not a re-
sponse to KRMD’s combo sale.
“KRMD-AM is a Class IV station,”
he notes. ‘“Their FM, like ours, is a
Class C. Our AM, however, is a
Class II 50 kw clear channel. Look-
ing at the July/August Birch fig-
ures, KWKH-AM had a 9.7. KRMD-

AM had a 2.0, and their FM was ata
6.4.”

Combined at an 8.4, then, KWKH-
AM still leads the marketplace. Last
spring’s Arbitron, while showing a
more favorable picture for KRMD
(a combined 11.8), still shows
KWKH-AM strong at a 7.8.

KROK, on the other hand, at a 6.7
in the Birch is well behind the mar-
ket’s No. 1 outlet, KMBQ, which
has a 17.7 in its AOR format. It’s
also behind both urban stations
(KOKA has a 12.4 and KDKS a
14.9).

The switch was the logical choice,
says Dickerson, adding that the sta-
tion will take a more modern stance
than its AM counterpart. “The em-
phasis will be on music, unlike
KWKH-AM, which is a full-service
facility with large blocks of agricul-
ture, news, play-by-play sports and
other features. It targets a 25-564 au-
dience, while the FM will be going
for 18-49.

“We won't go back as far on the
music on the FM, but we won't be
afraid to play artists with roots in
traditional country. We’ll have
about three minutes of news an
hour, and we’ll do traffic, but the
station will be programmed primari-
ly for the entertainment value of
the music.”

Lochridge Leaving ABC

Named VP/GM of NBC’s The Source

BY KIM FREEMAN

NEW YORK Something is defi-
nitely brewing at ABC Radio Net-
works, where Willard Lochridge
leaves his post as vice president of
special programming to join NBC
Radio Networks as vice president/
general manager of The Source.

Lochridge joined ABC’s network
division in 1980 as vice president of
Contemporary Networks. In 1982,
he switched to vice president of the
ABC Youth Networks, moving to
his most recent post there this
April.

Cutbacks in ABC’s long-form pro-
gramming have been rumored, but
an ABC spokesperson claims, “We
are not aware of any reductions in
the 1985 special programming

schedule.” The spokesperson says
that Lochridge’s move has been in
the works for the last two weeks,
but that a replacement has not yet
been named.

Assuming his Source post next
Monday (22), Lochridge fills a void
created with Meredith ‘“Meddy”’
Woodyards’s resignation approxi-
mately two months ago. Woodyard
had held the VP/GM position since
June 1983.

In another ABC move, the net-
work’s Talkradio hosts Ira Fistell
and Ray Briem will return to local
KABC Los Angeles to man the
night shift slots as of Jan. 1. On that
date, the show will originate from
ABC’s new digital studios in New
York.

Federal Court Ruling

WNYC Loses Night Appeal

NEW YORK In what has to be one
of history’s longest radio-related
court battles, WNYC-AM here has
lost its second appeal to continue
broadcasting at night. Owned by
the city of New York, WNYC's 6 to
10 p.m. broadcasting has interfered
with that of WCCO Minneapolis, the
dominant Class IA clear channel
station on the 830 frequency.
WCCO has contested WNYC-
AM’s interference since 1954, and
on Sept. 21, a Federal Appeals
Court in Washington, D.C. backed
an earlier FCC decision in barring
WNYC-AM from broadcasting at
night. The New York outlet was
then given 90 days to comply with
the order or file another appeal. At

presstime, WNYC’s general manag-
er Mary P. Nichols was conferring
with the city’s Corporation Counsel
on what action to take.

In a recent press conference, New
York Mayor Ed Koch said that
“whatever steps are appropriate
should be taken” to insure WNYC's
continued nighttime broadcast. The
station’s fare during that time slot
includes the award-winning chil-
dren’s program “Small Things Con-
sidered,” public affairs program-
ming, talk shows, classical music
and drama, the loss of which, Mayor
Koch said, “would be a great trage-
dy to the people of New York.”

KIM FREEMAN

Billboard

RADIO AWARDS

RULES

1. All entries must have aired within the eligibility period of Jan. 1, 1984 through Dec. 31,
1984 and must be submitted prior to Jan. 1, 1985.

2. All entries must be accompanied by the official entry blank printed below which may be
duplicated. A separate entry blank is required for each category entered.

3. A telescoped aircheck of the work under consideration is mandatory for all categories
and must be on cassette (no reel to real). Total running ime must not exceed 20 minutes.

4. RADIO STATION OF THE YEAR, PROGRAM DIRECTOR OF THE YEAR AND PER-
SONALITY OF THE YEAR categories are open to all U.S. and Canadian broadcasters.
Awards will be presented for small, medium and major markets. (Arbitron market size will
apply in the U.S.; population figures will determine Canadian classification. Awards wilt
further be divided into six format categories: contemporary (contemporary hits, AC, top
40), urban (including black), country, AOR (including new wave), MOR (including nostal-
gia), and miscellaneous, which includes any format not mentioned above, i.6. news/talk,
oldies, Spanish. In addition to the entry blank and cassette, applicants as follows must
also provide:

a) Radio Station Of The Year: In acdition to the entry blank and cassette described
in item 3, a written presentation Jescribing station’s programming, on-air promo-
tions, off-air advertising, commurty involvement, target audience, goals and pos-
tioning statement in addition to abrief history of station's performance over the
last five years. Support materials, i.e. promotional items, sales pieces, may also be
included. If also entering the pragram director of the year category, a separate
entry, including tape and written materials is required.

b) Program Director Of The Year. in addition to the entry blank and cassette de-
scribed in item 3, a written presertation describing entrant’s programming philoso-
phy, station’s ratings history (documentation must be inciuded), target audience,
objectives and positioning as well as entrant’s background, motivational skills and
personal goals.

c) Air Personality Of The Year: In acidition to the entry blank, the cassette must con-
tainate!ewedaidmeckofonaoompletehouofach;alairtime.

5. INTERNATIONAL PERSONALITY DF THE YEAR: Entrant must be a local broadcast-
er (military, commercial and state-owned stations) outside the U.S. and Canada. Cassette
must contain a telescoped aircheck of one complete hour of actual air time, and it is
suggested a one-page outline of staticn, format and market be included.

6. FEATURED PROGRAMMING: Twp awards will be given, one to a locally produced
program by an individual station and one to a syndicated program including network, syn-
dicator and AFRTS productions. Program may be a regularly scheduled feature or a one-
time special aired within the eligibility pariod. In addition to the entry blank and telescoped
cassette aircheck of the program, a witten description including dates aired, personnel in-
volved and target audience must also be included. Syndicated applicants must also pro-
vide station line-up.

7. Judging will be supervised by Billbaard’s Radio Advisory Board. A list of members is
available upon request.

8. Finalists will be announced no later than June 1985. Awards will be presented at the
Billboard Radio Conference, date and location to be announced.

BILLBOARD RADIO AWARDS

1984 ENTRY FORM
NAME (of entrant):

STATION:

ADDRESS:

CITY STATE ZIP:

PHONE:

CATEGORY ENTERING: (check one only)

STATION OF THE YEAR
in present format since: mo:_____yr:

PROGRAM DIRECTOR OF THE YEAR

in present position since: mo: yr:
PERSONALITY OF THE YEAR
daypart ___ since: mo: yr:

INTERNATIONAL PERSONALITY OF THE YEAR

military. commercial
market: daypart

FEATURED PROGRAMMING
station produced___syndicator/network produced__

MARKET INFORMATION:

(American entrants state Arbitron market served and size)

MAJOR 1-30 # market
MEDIUM 31-100 # market
SMALL 101-over # market

(Canadian applicants state market and metro population:

___AOR
____ MOR/nostaigia

miscelianeous
(please describe):

___ contemporary hit/
adult contemporary
____urban/black
— country
All entries must be submitted no later than Jan. 1, 1985 to:
Rollye Bornstein Radio Editor
Billboard Magazine 9107 Wilshire Blvd. Beverly Hills, CA 90210
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MIDEM'85

ae

DOING THE BUSINESS
WORLD'S MUSIC

FOR THE

STRY AGAIN

Nowhere in the world is so much music industry
business conducted each year as at MIDEM. At
least that’s what participants at last year’s show
will tell you.

MIDEM is the music world’s largest international
marketplace. To celebrate its 19th year, MIDEM
'85 will be greater than ever, with over 7,500 pro-
fessionals from 1,500 companies and 50 countries
expected to participate.

Be there if you want to meet the top producers,
record companies, music publishers and indepen-
dents. Be there if you wish to promcte your rec-

ords and catalogs, push your artists or negotiate
distribution rights. Be there if you want ta meet
with music video service companies at MIDEM’s
show within a show—MIDEM Video Clip. Be there
to see the latest innovations in studio equipment
hardware. And be there to see the second Interna-
tional Radio Program Market—MIDEM-Radio, fol-
lowing its acclaimed introduction last year!

There will also be extensive world press coverage
with over 700 journalists present—plus television
coverage of the Galas and top band$ who play live
at MIDEM.

Needless to say, as an exhibitor, you’ll find every-
thing is done for you, including your stand being
fully equipped with an office, furniture, phone, vid-
eo and Hi-Fi equipment. Just contact your local of-
fice and they will be happy to advise you on your
stand and listening room, or special hotel rates—
even help with your freight.

It would take months and much expense to line up
the kind of international contacts you'll make at
MIDEM '85. Take just a moment now and either
pick up the phone or fill in the coupon to take ad-
vantage of this super business opportunity.

Please send me, without any obligation, information BB MID VAR

Name:

Company: _

Main activity of this Company:
Address: S
Country:

Please return to:

Position: __ =

City/State: —
Telephone: -

NORTH, CENTRAL & SOUTH AMERICA Perard Assoclates, Inc. (Syosset ottice), 100 Latayette Drive, Syosset, NY 11791, Tel: (516) 364-3686, Telex: 685 2011; Harvey SESLOWSKY, Director;
Chilick GELINI, Director of Sales; David JACOBS, International Sales Manager ¢ U K. International Exhibition Organisation Ltd., 9 Stafford Street, London W1X 3PE, Tel: (01) 499-2317, Telex
25230 MIP-TV MIDEM LDN; Peter RHODES, Sales Director « JAPAN Intercommunications (Japan) Inc., Eiraku BIdg., 1-13-9 Ginza, Chuo-Ku, Tokyo 104 Japan, Tal: (03) 562-4781, Telex: J
32194 INCOM TYO; Kozo YAMAMOTG, Director  ALL other countries MIDEM Organisation, 179 Avenue Victor Hugo, 75116 Paris, France, Tel: 505 1403, Telex: 630547 MIDORG; Bernard
CHEVRY, Commissalre General; Alain BENAIM, International Sales Manager
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A weekly national and regional compilation of the most added records on the

radio stations currently reporting to the Hot 100 Singles chart. NAT' ONAL written permission of the publisher.
178 REPORTERS
NEW TOTAL
s ADDS ON
HUEY LEWIS AND THE NEWS 82 84
REGIO WALKING ON A THINLINE  cHRvsauis REGION 6
CT,MAME,NH,NY State,RI,VT AL,AR,LA MS,West TN,TX
HONEYDRIPPERS 47 104
SEA OF LOVE  esparanza
HUEY LEWIS AND THE NEWS JOHN WAITE 40 40 HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE TEARS  EMIAMERICA WALKING ON A THIN LINE
JULIAN LENNON JULIAN LENNON 39 39 PAUL McCARTNEY
VALOTTE VALOTTE  atianTic NO MORE LONELY NIGHTS
PAUL McCARTNEY PAUL McCARTNEY 37 140 JOHN WAITE
NO MORE LONLEY TEARS NO MORE LONELY NIGHTS  coLumsia TEARS

WTYX Jackson, MS

KKYK Little Rock, AR

KBFM McAllen-Brownswv, TX
WMC (FM-100) Memphis, TN
WJIDQ (Q-101) Meridian, MS
WABB Mobile, AL

WHHY-FM Montgomery, AL

- WWKX (KX-104) Nastwille, TN
WEZB (B-97) New Orleans, LA
WTIX New Orleans, LA

KITY San Antonio, TX

KTFM San Antonio, TX

KHFI Austin, TX

WFMR Baton Rouge, LA
WQID Biloxi, MS

WKXX Birmingham, AL
KITE Corpus Christi, TX
KAFM Dallas, TX

KAMZ ElPaso, TX

KSET ElPaso, TX

KISR Fort Smith, AK

WQEN (Q-104) Gadsden, AL
KILE Galveston, TX

KKBQ (93-FM) Houston, TX

WFLY Albany/Troy, NY
WGUY Bangor, ME
WIGY Bath, ME

WTIC Hartford, CT

WFEA Manchester, NH
WKCI(KC-101) New Haven, CT
WHTT Boston, MA WJBQ Portland, ME

WXKS-FM (KISS-108) Boston, WSPK Poughkeepsie, NY

MA WPRO-FM Providence, Ri
WBEN Buffalo, NY WMJQ Rochester, NY

WKBW Buffalo, NY WPXY Rochester, NY

WNYS Buffalo, NY WGFM Schenectady, NY

WERZ Exeter, NH WRCK Utica Rome, NY

REGION 2 REGION 4 REGION 7
D.C.,DE,MD,NJ,NY Metro,PA,WV IL,IN,KY,MI,OH,wWI Q\Z/?qol\'n"ﬁm CA,COH!,Southern

HUEY LEW!S AND THE NEWS
WALKING ON A THIN LINE

HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE

HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE
HONEYDRIPPERS

JULIAN LENNON HONEYDRIPPERS

VALOTTE SEA OF LOVE SEA OF LOVE

JOHN WAITE DAN HARTMAN JOHM WAITE

TEARS WE ARE THE YOUNG TEARS
WFBG Altoona, PA WCAU-FM Philadelphia, PA

WKDD Akron, OH
WBWB Bloomington, IN

WDRQ Detroit, M|
WHYT Detroit, MI

WAVA Arlington, VA
WILK Asbury Park, NJ

WUSL Philadelphia, PA
WBZZ (B-94) Pittsburgh, PA .
KDZA Pueblo, CO

WBSB (B-104) Baltimore, MD  WHTX Pittsburgh, PA WCIL Carbondale, IL WNAP Indianapolis, IN KKXX Bakersfield, CA
WMAR-FM Baltimore, MD WPST Trenton, NJ WBBM-FM (B-96) Chicago, IL WZPL Indianapolis, IN KRSP (Rock 103) Sal:Lake KIMN Denver, CO
WVSR Charleston, WV WRQX (Q-107) Washington, DC WGCI-FM Chicago, IL WVIC Lansing, MI City, UT KOAQ Denver, CO
WZYQ (Z-104) Frederick, MD WASH Washington, DC WLS-AM/FM Chicago, IL WZEE Madison, Wi KSDO-FM (KS-103) San Diego, KPKE Denver, CO
WKEE Huntington, WV WILK Wilkes-Barre, PA WKRQ (Q-102) Cincinnati, OH WKTI Milwaukee, WI CA KLUC Las Vegas, NV

WZUU Milwaukee, Wi
WKZW (KZ-93) Peoria, IL
WRKR Racine, Wl
WZOK Rockford, iL

KIIS Los Angelas, CA
KKHR Los Angelas, CA
KOPA Phoenix, AZ
KZZP Phoenix, AZ

WDMT Cleveland, OH

WGCL Cleveland, OH
WNCI-FM  Columbus, OH
WXGT (92-X-FM) Columbus, OH

KSLY San Luis Obispo, CA
KIST Santa Barbara, CA
KHYT Tucson, AZ
KRQQ-FM Tucson, AZ

WBLI Long Isfand, NY

WHTZ (Z-100) New York, NY
WKTU New York, NY

WPLJ New York, NY

WKRZ Wilkes-Barre, PA
WOMP Wheeling, WV
WQKA (Q-106) York, PA
WYCR York, PA

WKHI Ocean City, MD WCZY Detroit, M| WSPT Stevens Point, Wi KTKT Tucson, AZ KFMY Provo, UT
REGION 3 REGION S REGION 8
FL,GA,NC,SC,East TN,VA 1A, KS,MN,MO ,NE,ND,OK,SD a’\(/,g%nxi_rcv(YIA.ID,MT,No(hem

HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE

HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE

HUEY LEWIS AND THE NEWS
WALKING ON A THIN LINE
HONEYDRIPPERS

HONEYDRIPPERS HONEYDRIPPERS

SEA OF LOVE SEA OF LOVE SEA OF LOVE
JOHN WAITE JOHN WAITE CULIURE CLUB
TEARS TEARS THE WAR SONG

WANS Greenville, SC
WOKI Knoxville, TN

WISE Asheville, NC
WOXI-FM (94-Q) Atianta, GA

WVEE (V-103) Atlanta, GA
WZGC (Z-93) Atlanta, GA

WHYI(Y-100) Miami, FL
WINZ-FM (1-95) Miami, FL

KFYR Bismarck, ND
KFMZ (Stereo 98) Columbia,

WLOL-FM Minneapolis, MN

WBBQ-FM Augusta, GA WKZQ-FM Myrtle Beach, SC MO KJYO Oklahoma City, OK KOSO Modesto, CA KYYA Billings, MT
WSSX Charleston, SC WNVZ Norfolk, VA KK Davenport, I1A KQKQ Omaha, NE KIDD Monterey, CA KBBK Boise, ID
WBCY Charlotte, NC WBJW Orlando, FL KMGK (Magic 93) Des Moines, KKLS-FM Rapid City, SD KMJK Portland, OR KTRS Casper, WY

WCKS (CK-10)1 Cocoa Beach,
FL

WNOK-FM Columbia, SC

WNFI (1-100) Daytona Beach, FL
WDCG (G-105) Durham/Raleigh
WFLB Fayetteville, NC

WRQK Greensboro, NC

WRBQ (Q-94) Richmond, VA
WXLK (K-92) Roanoake, VA
WAEV Savannah, GA

WZAT (Z-102) Savannah, GA
WRBQ (Q-105) Tampa, FL

WSEZ Winston-Salem, NC

. NC

1A

WEBC-AM Duluth, MN

KQWB Fargo, ND

KKXL Grand Forks, ND

KRNA lowa City, 1A

KABQ (Q-104) Kansas City, MO
KDWB-AM/FM  Minneapolis, MN

KKRC Sioux Falls, SD
KHTR St.Louis, MO
KDVV Topeka, KS
KAYl Tulsa, OK

KRAV Tulsa, OK
KFMW Waterloo, IA
KEYN-FM  Witchita, KS

KWOD Sacramento, CA
KSKD Salem, OR

KITS San Francisco, CA
KPLZ Seattle, WA
KUBE Seattie, WA
KNBQ Tacoma, WA
KSFM Woodland, CA

KMGX Fresno, CA
KYNO-FM Fresno, CA
KWSS Gilroy, CA
KGHO Hoquaim, WA

KOZE

Lewiston, ID

KHOP Modesto, CA
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A weekly compilation of “breakout”, i.e., singles with

initial movement indicative of significant future sales

potential, but not yet on the top 30 lists of the retailers

and one-stops currently reporting to the Hot 100 Singles chart.

REGIO

CT,MA,ME ,NH,NY State,RI,VT

PAUL McCARTNEY
NO MORE LONELY NIGHTS

CYNDI LAUPER
ALL THROUGH THE NIGHT

CULTURE CLUB
THE WAR SONG

Bee Gee Dist. Latham, NY

Buffalo Enterprises 1-Stop Buffalo, NY
Cambridge 1-Stop Framingham, MA
Cavages Dewitt, NY

Central Record & Tape S. Windsor, CT
Cutler’'s New Haven, CT

Dicks One Stop Dedham, MA

Discount Records Cambridge, MA
Easy Records 1-Stop N. Quincy, MA
Everett Music Everett, MA

Good Vibrations Boston, MA

House of Guitars Rochester, NY

Music Suppliers One-Stop Needham, MA
Northeast 1-Stop Troy, NY

Peters 1-Stop Norwood, MA

Record Giant Utica, NY

Record Theater Buffalo, NY

Rhody's Warwick, RI

Trans-World 1-Stop Latham, NY

NATIONAL
195 REPORTERS NUMBER
REPORTING
CYNDI LAUPER ALL THROUGH THE NIGHT  PORTRAIT 49
PAUL McCARTNEY NO MORE LONELY NIGHTS coLumsia 41
PRINCE PURPLE RAIN WARNER BROS. 35
CULTURE CLUB THE WAR SONG  VIRGIN/EPIC 28
LIONEL RICHIE PENNY LOVER wmoTOWN 23

©Copyright 1984, Billboard Publications, Inc.
No part of this publication may be
reproduced, stored in any retrieval system, or
transmitted, in any form or by any means,
electronic, mechanical, photocopying,
recording, or otherwise, without the prior
written permission of the publisher.

_Record Bar Durham, NC

REGION 2

DC.DE,MD,NJ,NY Metro,PA WV

PAUL McCARTNEY
NO MORE LONELY NIGHTS

CYNDI LAUPER
ALL THROUGH THE NIGHT

PRINCE
PURPLE RAIN

A-10ne Stop New York, NY
All-Service One-Stop Union, NJ

Alpha New York, NY

Alwic Records Elizabeth, NJ

Benel Dist. (Crazy Eddie’s) Bronx, NY
C&M 1-Stop Hyattsville, MD

Eastern One-Stop Philadelphia, PA

El Roy Enterprizes Roslyn, NY

Gallery of Sound Wilkes-Barre, PA
Harmony Music Bronx, NY

J&R Music World New York, NY

JEK Enterprises Baltimore , MD
Kemp Mill  Beltsville, MD

Mobile One-Stop Pittsburgh, PA
Music Factory Brooklyn, NY

Musical Sales 1-Stop Baitimore, MD
Musicden Edison, NJ

National Record Mart  Pittsburgh, PA
Oasis Pittsburgh, PA

Oasis Bethel Park, PA

Peaches Rockville, MD

Record & Tape LTD. Washington, DC
Richmond Bros. 1-Stop Pennsauken, NJ
Sam Goody Baltimore, MD

Sam Goody Philadelphia, PA

Sam Goody Valley Stream, NY
Seasons Four Records Hyattsville, MD
Shulman's Rec. Co. Cinnamaninson, NJ
Tape King One Stop  Hitlside, NJ

The Wiz Brooklyn, NY

Tower New York, NY

Universal One-Stop Philadelphia, PA
Waxie Maxie Washington, DC

Wee Three Philadelphia, PA

Win 1-Stop Long Island City, NY

REGION 3

FL,GANCSC East TN,VA

CULTURE CLUB
THE WAR SONG

PRINCE
PURPLE RAIN

SAMMY HAGAR
| CAN'T DRIVE 55

Album Den Richmond, VA

Bibb One Stop Charlotte, NC
Camelot Daytona Beach, FL
Camelot Winston-Salem, NC
Coconuts Atlanta, GA

Coconuts Jacksonville, FL
Franklin Music Atlanta, GA
Grapevine Records Charlotte, NC
Jerry Bassin’s 1-Stop N. Miami Beach, FL
Nova Records 1-Stop Norcross, GA
One Stop  Atlanta, GA

0z Records Stone Mountain, GA
Peaches Clearwater, FL

Peaches Greensboro, NC

Peaches Richmond, VA

Peaches Ft. Lauderdale, FL

Q Records Miami, FL

RPM Associates Fairfax, VA

Record Bar Savannah, GA
Record Bar Morgantown , WV
Sounds Familiar Columbia, SC
Specs Miami, FL

Starship Records Savannah, GA
Tara Records 1-Stop Atlanta, GA
Tidewater One-Stop Norfolk, VA
Tracks Records Norfolk, VA
Turtles Atlanta, GA

REGION S

1A,KS,MN,MO,NE ,ND,SD

PRINCE
PURPLE RAIN

SAM HAGAR
| CAN'T DRIVE 55

CYNDI LAUPER
ALL THROUGH THE NIGHT

Brown Bros. One-Stop Minneapolis, MN
CML One Stop  St. Louis, MO

Camelot Wichita, KS

Dart One-Stop Minneapolis, MN

Great American Music Golden Valley, MN
Hastings Lawton, OK

Music Vision St. Ann, MO

Musicland Minneapolis, MN

Musicland Minneapolis, MN
Musicland St. Louis, MO

Record Bar Norman, OK

Record Bar Cedar Rapids, A

Record Shop, The Edina, MN -
Streetside Records St. Louis, MO

REGIO

AZ,Southern CA,CO,HI,Southern NV,NM,UT

TINA TURNER
BETTER BE GOOD TO ME

PAUL McCARTNEY
NO MORE LONELY NIGHTS

PRINCE
PURPLE RAIN

Abbey Road One Stop Santa Ana, CA
Alta One-Stop Salt Lake City, UT
Associated One-Stop Phoenix, AZ
Canterbury’s Pasadena, CA
Circles Records Phoenix, AZ
Dan-Jay Denver, CO

Independent Records Englewood, CO
Licorice Pizza Glendale, CA
Licorice Pizza San Diego, CA
Lovell’'s Whittier, CA

Middle Earth Downey, CA

Music Box Fullerton, CA
Musicland Murray, UT

Odyssey Records Las Vegas , NV
Peer Records lrvine, CA

Record Bar Colorado Springs, CO
Record Bar Salt Lake City, UT
Record Retreat Los Angeles, CA
Show Industries Los Angelas, CA
Tower Anaheim, CA

Tower ElCajon, CA

Tower Las Vegas, NV

Tower Panorama City, CA

Tower San Diego, CA

Tower San Diego, CA

Tower Sherman Oaks, CA

Tower Los Angeles, CA

Tower Tempe, AZ

Tower West Covina, CA
Wherehouse Mission Valley, CA
Wherehouse Entertainment Gardenia, CA

REGION 4

ILIN,KY,MI,OH,WI

CYNDI LAUPER
ALL THROUGH THE NIGHT

LIONEL RICHIE
PENNY LOVER

CULTURE CLUB
THE WAR SONG

Ambat One-Stop Cincinnati, OH
Angot 1-Stop Detroit, MI

Buzzard’'s Nest Columbus, OH
Camelot Mt. Prospect, IL

Camelot N. Canton, OH

Centra Columbus, OH

Flipside Records Arlington Heights, IL
Gemini One Stop Cleveland, OH
Laury’s Records Des Plains, iL
Mainstream Records Milwaukee, WI
Martin & Snyder Dearborn, M|
Music Peddlers One Stop Troy, M