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FOR QUALITY

Abbey Records
A&
Chandos
Chrysalis
Decca
Intercord
Island
London
MCA

Mute
Phonogram
Pickwick
Polydor

RCA

Sine qua non
Stiff

Teldec

Virgin

Why are the best
musicassettes in the
charts recorded on
SF chrome tape?

** fH

Here’s why

BASF chromdioxid provides the following advantages:

* 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 heres
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" proof:

This chart shows a frequency
spectrum analysis of the | | |
studio 1/4” master tape f) 63 250 500 1k 2k 4k 10k 16k
(15 ips) of part of a recording

compared with a prerecorded chrome cassette of the same

passage duplicated at high speed at 120 jis normal equalisation.
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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 Aktiengesellschaft BASF Systems Corporation BASF United Kingdom Limite

Gottlieb-Daimler-Str.10 Crosby Drive 4 Fitzroy Square

D-6800 Mannheim 1 Bedford, MA 01730 London W1P6ER
Tel: 0621/4008-1 Tel: (617) 271-4000 Tel: 01-388 4200

Telex: 4 62621 basfd Telex: 28649

)BASF

L
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Madonna single, album
shoot for No. 1

See pages 70, 74

Kenny, Dolly album tops

early Christmas Hits
See page 8

Special report: Billboard's

Video Music Conference
See pages S2-58
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Interesting Omissions

106 Multiple Platinums
Kick Off RIAA Award

BY PAUL GREIN

LOS ANGELES The Recording In-
lustry Assn. of America debuted its
ist of multi-platinum awards last
week, honoring 106 albums released
siince 1976 that have sold two million
opies or more in the U.S. Leading
he tally: Michael Jackson’s “Thrill-
w1’ at 20 million units, Fleetwood
Vac’s “Rumours’ at 12 million, and
he “Saturday Night Fever” sound-
rack at 11 million. Current hits
nulti-certified include Prince’s
‘Purple Rain” and Lionel Richie’s
‘Can’t Slow Down,” both at 8 mil-
ion.

The list, however, is as interest-
ng for what isn’t included as what
s. Among the omissions: such best-
sellers as “Boston,” REO Speedwa-
ron’s “Hi Infidelity,” Michael Jack-

y
L}
Droz: WEA's
"84 Sales Will
% Hik
Show 35% Hike
BY JOHN SIPPEL
LOS ANGELES The WEA branch
setup will show revenue gains of
35% this year over 1983 while regis-
ering 10% better than its banner
year of 1978,

This year-end tally from Henry
Droz, president of the U.S. distribu-
jdon arm of the Warner, Elektra/
Asylum and Atlantic labels and
Warner Home Video, confirms a
yrojection for the year he made at
-he recent one-stop conference of
he National Assn. of Recording
Merchandisers (Billboard, Nov. 20).

Product from “left fielders” but-
:ressed strong albums from estab-
ished artists, accounting for
WILA’s boom year, Droz explains.
Singled out as novice performers

(Continued on page 0)

son’s “Off The Wall,” the Eagles’
“Hotel Califernia.”” Linda Ron-
stadt's “Simple Dreams” and “The
Cars.” Declares Roy Trakin, the
RIAA’s public relations director: “It
was up to each of the individual re-
cord companies to submit albums

(Continued on page 79)

A&M, IRS To End
Marketing Ties

~ BY SAM SUTHERLAND

LOS ANGELES A&M Records
and IRS Recards are ending their
six-year distribution alliance after
the first quarter of 1985, according
to principal executives at both la-
bels.
Although news of the split came
via a joint statement last week is-
(Continued on page 81)

SKYY, the croup with the excallent track record for spinning out
hit after hit, now gves us the album “INNER CITY" SA-8568.
The first kit single is “DANCIN’ TO BE DANCIN' ™' 7-in. 37-7077,
12-in. SG-430. The outstanding producers are Sclomon Roberts,
Jr. and Randy Muller. Sakoul Records and Cassettes distributed

by RCA.

RECORD DEALERS WELCOME ‘RAIN’

Prince Video Called Catalyst for New Commitment

BY FRED GOODMAN

NEW YORK After several years
of a stop-and-start involvement with
video, record retailers are moving
towards a more permanent commit-
ment hased on the strength of
Warner Home Video's quick-start-
ing “Purple Rain,” which they term
a very important item for Christ-
mas.

“We will probably put 50 music
video titles into 96 of our stores next
week,” says Randy Chambers, vid-
eo software buyer for Camelot Mu-
sic. “People thought ‘Making Mi-
chuael Jackson’s Thriller’ was the ex-
ception, but the Prince video has
proven that wrong. The potential
for music videos is there.”

Independent outlets are also do-
ing well with the Prince title. ““This
is the first video we’ve ever sold,”
says Sam Miltrom at Sam’s Jams in
Detroit, describing sales as “pretty
hot. Warner Bros. did a huge ad
campaign in Detroit and tagged

ADVERTISEMENTS

us,” he adds. Music video will now
be a permanent part of the store’s
product mix.

Other record retailers also note
the extent to which Warner Home
Video and WEA Distributing have
involved them in the title's promo-
tion.

A free-standing merchandiser

that holds “Purple Rain” in all con-
figurations—LP, cassette, CD), Beta
and VHS—is termed ‘“‘sensational”
by Steve Bennett, director of pur-
chasing for Record Bar. He adds
that the chain has been tagged in
national advertising on cable, and
that “Purple Rain” is on the cover

(Continued on page 81)

Trend Beyond Holidays Seen

Sales Assume New Glow in

Prerecorded

BY TONY SEIDEMAN
NEW YORK A significant shift in
home video's sale/rental ratio has
occurred in the last few months, say
manufacturers and distributors,
with customer purchases of prere-
corded product running at the high-

KOOL&THE GANG
EMERGENCY

settes.

Where's the fire? Right here! “EMERGEN-ZY,” the new KOOL &
THE GANG album is flaring up everywher2. The single, “Mislied”
(880 431-7), a major mover on urban radio is now spreading
quickly to pop stations. “EMERGENCY,” :822 943-1) the alarm
that signals good times ahead. On DelLite Records and cas-

Video Picture

est levels in industry history this
Christmas season.

“There has been a shift more to-
wards sale,” says RCA/Columbia
Pictures Home Video president
Robert Blattner, who predicts that
the realignment will stay firm even
after the gift-giving season is over.
“We will see in 1985 a better sales/
rental ratio,” he says.

Seconding the notion is Para
mount Home Video vice president
of sales and marketing Eric Doc-
torow. “There is no question that re-
tailers are selling cassettes in a way
that they never have before,” he
says.

In a recent Paramount Home Vid-
eo survey, Doctorow says his firm
found there are “over 1,000 titles at
the $39.95 and below range avail-
able from most distributors.” Ac-
cording to Doctorow, that figure
“means that the sales business is
taking on a new shape—it is no
longer @ phenomenon,” no longer a
price promotion, but an essential
part of the home video business.

Blattner cites “the low-priced fea-
ture film” as the key force behind
the changing sale/rental ratio. But
he says that increasing efforts to
push specific product genres and
heightened marketing ecampaigns
by home video manufacturers have
made essentiul contributions.

(Continued on page 81)
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51 Milrutes Of pure video Firepower

In the summer of 1984, DIO toured the
coutry with one of the most elaborate—
and best received—hard rock stage
peoductions ever mounted! Here, in a
seld-out concert al the 13,000-seat
Pailadelphia Spectrum, Ronnie James
Dio arings home the power of his records
and videos with live versions of the

hits “Mystery,” “The Last In Line”" and
“We Bock,” all from DI0’s soon-to-be-
Platinum LP The Last In Line.

“& Special From The Spectrum,” live on
videdcassette, features Egyptian stage
sats, fire flashes, laser lighting and,
best of all, vocalist Ronnie James Dio.

Inth= words of one reviewer, *.. .fire-
works i

in mystic Egypt with enough smoke
toevoke 3 dusty hell.. The sheer phys-
icality of sound is part of the band’s im-
age, but last night was extraordinary. ...
The performance has the air of being
finished to ihe gnat's eyelash...”

In BataHi-=i (380-5) and VHS Hi-Fi Siereo (5810C-3)
Sugges:ed List Price: $29.98

Music From Warrer Bros. Records

Mamagement: Nif Productions

Marketal by Wakner Music Viles, a division of Warnzr Bros,,

Recatds Inc. APy WARNER
© 1934 Warrer 8 0s. Regords I\% "g‘ y 5‘|%SE|8

_ Dn Vlideocassette From Warner Music Video
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RACKERS STEP UP GD COMMITMENT

More Laser-Read Software Being Supermarketed

BY JOHN SIPPEL

LOS ANGELES Compact Disc
sales through U.S. racked locations
will take their biggest step forward
as the year turns the corner, with
most rackjobbers already stocking,
or poised to add, the laser-read
disks.

The world’s largest rackjobber,
the Handleman Co., began servicing
CDs to “selected customers” in No-
vember. A spokesman for the Claw-
son, Mich.-based giant says, “We
will be stocking these records in ex-
isting record/tape departments,
and using normal LP record fix-
tures to house CDs.”

Don Weiss of Arrow Distribut-
ing, Cleveland, and Steve Kugel of
Interstate, Hagerstown, Md., in-
tend to start stocking CDs right af-
ter the first of the year.

In Phoenix, Cary Budin of Music
Merchandisers of America has been
testing CDs in a single Alpha Beta
supermarket. After 60 days, Budin
predicted he will open from 10 to 15
more supermarkets in the area af-
ter the first of the year. He was us-
ing a floor-standing waterfall fix-
ture to purvey the laser disks dur-
ing the trial.

Minneapolis-based Lieberman En-
terprises, operating under a 90-day
“no talk” edict as a result of going
public Nov. 14, is reported to be
serving approximately 400 accounts

Reorganization Plan Filed

with the new configuration, an in-
dustry source reports. Like Larry
Smith of BeeGee in Latham, N.Y.,
Lieberman, the second largest rack-
er in the U.S,, got in early because
of Sears department stores, which
required software to go with its CD
player.

Smith says he now racks approxi-
mately 45 stores with a CD inven-
tory that ranges from 30 to 200 ti-
tles.

In Seattle, Bob Anderson of Ma-
jor Distributing is supplying both
hardware and software to some 100
customers. He has most of his
Jafco, Pay-n-Save and Safeway
stores handling the software. An-
derson contends that more of his ac-
counts would stock CD software if
he could assure them manufactur-
ers will safeguard price and stan-
dardize packaging. He describes
hardware sales of his Hitachi prod-
uct as “encouraging.”

Western Merchandisers racker
Jerry Hopkins started experiment-
ing with CDs last spring. The firm
has created a two-pocket-wide, 18-
inch-high colored header to empha-
size the CD introduction into its rec-
ord/tape departments. The Amaril-
lo-based operation is using 50- and
100-title packages.

Hopkins intends to accelerate CD
commitment during the first quar-
ter of 1985, expecting to put the 50-
title package into most of his ac-

counts. Hopkins has been putting a
floor-standing upright CD rack in
select supermarkets, finding that
the updated family shopping center
draws an affluent customer, know-
ledgable in hi fi and stereo.

~ Sparrow’s First
Christian CDs
Ready To Fly

LOS ANGELES Sparrow Distribu-
tion is entering the Compact Disc
market via CD versions of three
current best-sellers from the con-
temporary Christian music com-
bine’s roster. Sparrow’s first digital
disk releases will include Debby
Boone’s “Surrender,” Steve Tay-
lor's “Meltdown” and “Hymns Tri-
umphant, Vol. IL.”

According to Sparrow senior vice
president Bill Hearn, the explosive
growth of CD at the record/tape re-
tail can be duplicated at the Chris-
tian bookstore level.

Sparrow’s CDs will carry plastic
“clamshell” outer packaging dis-
playing the disk in its generic jewel
case as well as the accompanying
color booklet and graphic. The Can-
oga Park-based company expects to
make its first deliveries just after
the new year.

Parton Bids for Monument, Combine

BY EDWARD MORRIS

NASHVILLE Under a reorganiza-
tion plan filed in U.S. Bankruptey
Court here by Dolly Parton and two
corporate associates for the take-
over of Monument Records and
Combine Music, Parton has agreed
to record for Monument for at least
three years once her contract with
RCA ends.

Additionally, the plan calls for
keeping Monument founder Fred
Foster with the label as independent
producer for $150,000 a year, and
for Bob Beekham to continue at the
helm of Combine for $175,000 a
year. Both men would be assured of
at least a three-year tenure in these
posts.

The plan was filed Nov. 30, and
the court set Monday (10) as dead-
line for receiving other plans.

Should there be none, the court will
set a hearing on the Parton proposal
and then make a decision on wheth-
er or not to accept it as the solution
to Monument’s long-standing finan-
cial problems. The company filed
for Chapter XI in March, 1983, cit-
ing $7.3 million in debts and $8.8 mil-
lion in assets.

Parton, Lefrak Entertainment
Ltd. of New York, and Lorimar of
California are offering $4.9 million
for Fred Foster’s 70% interest in
the still-thriving Combine Music
publishing affiliate of Monument
and an additional $2.1 million for
Beckham’s 30%. Masters still
owned by Monument are not includ-
ed in this total.

According to the reorganization
document, Parton’s participation as
a Monument recording artist would
both revitalize the Monument prod-

True Blue Cures. Frank Sinatra, right, joins Dolly Parton and Dr. Edward Kantor
after performing a benefit show for the Los Angeles County Medical Poison
Information Center, headed by Kantor, with Parton as its honorary chairperson.

uct catalog and enable the company
to gain an advantageous distribu-
tion deal once its present one with
CBS Records expires. RCA’s Nash-
ville office declined to specify how
long Parton’s contract has to run.

Parton and partners have
emerged as the most persistent bid-
ders for reorganizing Monument,
the label at which Parton got her
start in the late '60s. In June, the
Welk Music Group, through its
Hall-Clement and Jack & Bill com-
panies, offered Foster $4,750,000
for his share of Combine, and the
MTM Group, according to court doe-
uments, has shown a particular in-
terest in buying Monument’s Music
Row headquarters for its new
Nashville operation.

The 37 million offered for the
publishing interests is based on
Combine’s average annual income
of $1,250,000. In 1983, Combine’s to-
tal corporate revenues amounted to
$1,258,908, and its partnership reve-
nues were $488,781.

In the years between 1977 and
1981, Monument Records had a
gross profit of $2,672,979, or a year-
ly average of $534,595.

Besides Foster’s annual salary,
the ““acquiring entity” would, ac-
cording to its plan, pay him produc-
er royalties of 4% of the wholesale
value of regular U.S. retail sales for
albums already recorded and 6% of
U.S. retail sales for albums record-
ed after the plan goes into effect.
Fifty thousand dollars of his annual
salary would be recoupable from his
producer’s royalties.

Additionally, the buyers would
loan Foster $200,000 to “‘satisfy per-
sonal debts currently outstanding.”

(Continued on page 78)
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Native Son Takes Lion’s Share

Bryan Adams Wins Four Juno Awards

BY KIRK LAPOINTE

TORONTO Bryan Adams, only
three years ago a budding young
singer/songwriter, established him-
self Wednesday (5) as the preemi-
nent Canadian musician of his time
by sweeping four awards at the
14th annual Juno ceremonies.

Adams, who turned 25 last
month, was the male artist of the
year and producer of the year. He
shared composer of the year honors
with Jim Vallance for their single,
“Cuts Like A Knife,” the title track
from Adams’ album of the year.

Nominated in five categories, Ad-
ams lost only once—to Parachute
Club, who took single of the year
honors for “Rise Up.” The Toronto
group was the only other multiple
Juno winner, taking the most prom-
ising group of the year award.

The Junos were held for the first

time at the Automotive Building of
the Canadian National Exhibition
and went virtually without a hitch
to a national television audience and
15 radio markets. CARAS inducted
three Canadian “doo-wop” groups
into the Juno Hall of Fame: the Dia-
monds, the Crew-Cuts and the Four
Lads. Broadcaster and industry vet-
eran J. Lyman Potts was given the
honorary Walt Grealis Achievement
Award.

Michael Jackson’s “Thriller” was
given a special award by the Canadi-
an Academy of Recording Arts &
Sciences (CARAS) for sales in ex-
cess of two million in Canada.
“Synchronicity” by the Police was
this year’s international album of
the year, while Jackson’s “Billie
Jean” was the international single
of the year.

On the Canadian front, Loverboy
won as group of the year, Carole

Pope of Rough Trade was female
vocalist of the year and. Adams the
male vocalist winner in the major
domestic categories. The Good
Brothers were the country group of
the year for the eighth consecutive
time, Sherry Kean was most prom-
ising female vocalist of the year,
and Zappacosta was a surprise win-
ner over Corey Hart as most prom-
ising male vocalist.

Classical guitarist Liona Boyd
was instrumental artist of the year,
Anne Murray was country female
vocalist of the year, and Murray
McLachlan was country male vocal-
ist of the year.

The first Juno for video of the
year was awarded for “Sunglasses
At Night” by Corey Hart, produced
by Rob Quartly of Toronto’s Cham-
pagne Productions.

The late Glenn Gould’s “Bronz:

(Continued on page 80)

American Gramaphone: High-Ticket Line
‘Fresh Aire’ LPs Do Well at $15.98 (and A bove)

BY JOHN SIPPEL

LOS ANGELES With heavy dis-
counting of recordings an industry
norm, American Gramaphone Rec-
ords’ “Fresh Aire” album series can
command higher-than-list prices.
Though the albums list at $15.99,
they’ve been known to be ticketed
for as high as $18.98, while AGR’s
tape line goes out at $10.98 list and
often tickets for a few dollars more.

Chip Davis, former Omaha bas-
soonist turned drummer, kicked off
AGR in 1974 when he released
“Fresh Aire” by Mannheim Steam-
roller, charging around $10 for the
audiophile album. The album, built
by word-of-mouth, has reportedly
topped 350,000 in sales. The follow-
ing four albums, which Davis de-
scribes as ‘“‘classical rock fusion,”
are selling at about the same pace.

The Omaha-based label has re-
leased 14 albums so far, all pointed
toward audiophiles. Other acts in-
clude classical pianist Jackson Ber-
key, composer and choral director/
arranger John Rutter, and guitarist

Ron Cooley. All carry a $15.99 LP
suggested list and a $10.98 cassette
list. Davis has released cassettes
since 1982.

Davis and his wife Carol, who
handles the marketing and creative
area for AGR, used an unusual idea
to promote their first Christmas al-
bum, ‘“The New Christmas Tradi-
tion,” a collection of 13 different fa:
miliar carols done by Mannheim
Steamroller. Taking a page from
music video, they created a four-
minute promotional video clip based
on a cut from the album, “Deck The
Halls.” Thus far, PBS, The Movie
Channel, Showtime, WTBS, Nickel-
odeon, ‘“American Top 40,” “Rock
America” and the Home Theatre
Network have agreed to use the vid-
€0.
Why the Cartier price on AGR
LPs? Chip Davis cites the Teldec
compound pressings, a heavier 120-
gram weight (because of a special
die used) creating a thicker-than-
normal pressing that combats war-
page; rice paper inner sleeves
whose porosity insures longer disk

life; 100-gauge plastic loose wrap
and the original art, all of which add
up to the higher list.

After the holidays, AGR will in-
troduce its first Compact Discs, fea-
turing a sampler at $10 and “Fresh
Aire” T and II at $18.98 each.

Chip Davis says he plans to in-
crease his annual album release to
two in 1985, starting with an “Ur-
ban Surrender”” album from Omaha
drummer Ric Swanson.

Carol Davis markets AGR in a
most unorthodox manner. She chan-
nels through 22 U.S. independent
distributors. Most independent la-
bels use no more than 10. -

Chip Davis originally got into the
mainstream record business in 1976,
when he wrote the music for “Con-
voy,” the Kris Kristofferson movie
based on the MGM/Polydor single
“Convoy” by C.W. McCall. McCall
was really Bill Fries, at that time a
prominent advertising executive in
Omaha, who used Sound Recorders
there to do his sessions. Davis was
music director at the studio.

‘Package Services’ for Labels

Livewire Sparks Promotional Links

BY KIP KIRBY

LOS ANGELES In slightly less
than two years, Livewire Entertain-
ment has built a successful track
record of promotional and market-
ing campaigns linking record com-
panies, radio and retailers, and cor-
porate sponsors.

Livewire—formed by principals
Jay Bolton, a former label executive
with MCA and Elektra/Asylum,
and ex-advertising director Roger
Sheridan—has created radio/retail
and tour campaigns for such clients
as Billy Idol, Bob Seger, the Oak
Ridge Boys, Oingo Boingo, Steve
Miller, and the recent Barbara Man-
drell-Lee Greenwood duet album,
“Meant For Each Other.”

Bolton says that he and Sheridan
formed Livewire as an independent
creative supplement to record com-
panies’ in-house promotion and mar-
keting divisions. “We felt that we
could provide package services for

the labels which they would not be
able to do on their own,” he says.

In most cases, record companies
approach Livewire with a particular
project in mind, tied to a current
tour or new album.

“They tell us, ‘Here’s the album,
here are the singles we’re pulling,
here’s the timetable.” Then we put a
concept together for the label to ap-
prove, using both radio and retail
stores in each market,” Bolton ex-
plains. Markets generally average
between five and 10, depending on
the act’s strength nationally; the la-
bel also selects the radio stations it
wants to utilize.

Livewire always ties in a sweep-
stakes with its promotions to inter-
est consumers at the dual levels of
airplay and sales. Bolton and Sheri-
dan establish the various prizes per
campaign, negotiating what they
estimate to be between $15,000 and
$20,000 worth of advertising for the
record company in each market.

Retailers serve as the official
sweepstakes registration point. In
Livewire’s Mandrell/Greenwood
“Meant For Each Other” promotion
for MCA, Zales Corp. supplied
$2,000 in jewelry as prizes in 10 dif-
ferent markets. In a campaign for
the Oak Ridge Boys’ “Deliver” al-
bum, also through MCA, the sweep-
stakes grand prize was a trip for
two on American Airlines to this
year’s International Fan Fair in
Nashville.

Livewire coordinated a Los Ange-
les promotion for Oingo Boingo and
its ““Good For Your Soul” album
last year with KROQ and Where-
house Entertainment. A&M Rec-
ords received $12,000 in promotional
spots from the radio station and an
additional $1,200 to $1,500 in promo
mentions during the two-week pro-
motion. Wherehouse distributed
10,000 specially designed Oingo
Boingo posters free throughout its

(Continued on page 78)

Betting on the Best Odds. Radio/tv personality Dick Clark joins other noted
celebrities for the first annual “‘Night At The Races” fundraiser at the Hollywood
Park racetrack in Los Angeles. The nearly $1 million proceeds went to the Neil
Bogart Memorial Laboratories for children’s cancer research throughout the
country. Pictured from left are Clark, Bogart’s widow Joyce, and songwriters
Carole Bayer Sager and Burt Bacharach.

E xecutive Turntable

RECORD COMPANIES. John Carter is named executive director of a&r at A&M
Records, Hollywood. He joins from Capitol, where he was staff producer.
Windham Hill Records appoints Larry Hayes vice president of sales and
marketing and liaison to A&M Records, the label’s distributor. He was
A&M’s national sales manager and will continue to be based out of its Hol-
lywood headquarters. In addition, Paula Jeffries is promoted to the newly
created position of director of operations for Windham Hill. She was liaison
to A&M and will be based in Los Angeles. :
Maureen O’Connor and Judi Kerr are promoted to national directors of

COFFIN

HAYES

CARTER McGILL

press and artist development for Capitol Records, based in New York and
Los Angeles respectively. They were senior managers of that division.

Karen Sobel joins Network Records’ talent acquisition department in
Los Angeles. She was with RCA Records.

Dan McGill is elevated to the newly created position of vice president of
finance for MCA Records, Los Angeles. He was controller.

Manhattan Records names Jayne Lipman director of finance and a&r
administration in New York. She was senior financial analyst for the CBS
Broadcast Group’s new business ventures division.

Sue Steinberg is appointed to the newly created position of director of
program production at RCA Video Production, a division of RCA Records,
New York. She joins from the consumer promotion department of HBO.

Claude Borenzweig is named manager of video production for PolyGram
MusicVideo-U.S., a division of PolyGram Records. He comes to PolyGram
with an extensive background in film and tape production.

Dr. Hugh Clow becomes director of Capitol Industries Technology Devel-
opment Research & Development Group and will be based in the U.K. He
joins from the Thorn EMI Central Research Laboratories, where he was
department head of the magnetic materials department.

DISTRIBUTION/RETAILING. PolyGram Record ups Larry C. Hensley to branch
manager for both the Miami and Atlanta offices. He will be based in Atlan-
ta. He was branch manager for the Miami office.

In Houston, Lenny Cosimano is promoted from district supervisor to the
newly created position of director of administration for Musicden, a division
of Capitol Industries-EMI, North American Retail Group. In addition, Son-
ny Kramer, vice president of operations, is relocating from New Jersey to
Houston.

Robert Dupras is appointed acting regional distribution manager for the
Burbank, Calif., regional distribution center of Agfa-Gevaert Inc. He was
office manager.

HOME VIDEO. Ralston H. Coffin Jr. is appointed president of the international
division for CBS/Fox Video, New York, and will be reporting to Lawrence
B. Hilford. He was president, chief operating officer, and a board member
of Agro International.

Embassy Home Entertainment, Los Angeles, names Margaret Cleave di-
rector of marketing. She was vice president of marketing of Brash Indus-
tries.

Harold Komisar joins RKO Home Video as regional sales manager for
its East Coast division and will be based in Connecticut. He was with Win
Video, where he served in a similar capacity.

PRO AUDIO/VIDEO. Lloyd A. Taylor is named staff vice president of systems
integration for RCA Electronic Products and Laboratories in Princeton,
N.J. He was vice president of technology for Commodore International
Limited.

(Continued on page 78)
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WESTWOOD ONE PRESENTS

A CONVERSATION
with

A two-hour radio special featuring Springsteen’s music and
a candid conversation conducted on the road

during his Born In The U.S.A. tour.

A Conversation With Bruce Springsteen airs the weekend of
December 15, 1984

on great radio stations everywhere.

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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ETHIOPIA AID SINGLE DUE OUT IN US.

All-Star Effort Hindered by Tax Problem in U.K.

This story prepared by Peter Jones
in London and Steven Dupler in
New York.

NEW YORK As the all-star single,
“Do They Know It’s Christmas?,”
leaps up the U.K. charts, Columbia
Records plans to release the single
in the U.S. Monday (10), with all
revenues above cost headed for the
Ethiopian famine fund, as in the
U.K. Columbia expects the single to
be in stores by Wednesday (12),
with a 12-inch version to follow
shortly thereafter. The single has
so far sold about half a million units
in Britain, only a few days after its
release.

However, the well-meaning pop
industry collaboration to raise
funds to aid Ethiopian starvation
vietims (Billboard, Dec. 8) is
clouded by at least one financial
shadow: The British government
has apparently decided to charge
the Value Added Tax (VAT), nor-
mally imposed at a 15% level on re-
corded music software.

According to an estimate by Pho-
nogram, which is handling distribu-
tion in the U.K. and many other ter-
ritories, approximately $600,00 will
be paid in VAT if the single hits the
hoped-for three million unit sales
peak.

According to Bob Geldof of the
Boomtown Rats, who co-composed

the song with Midge Ure of Ultra-
vox, the record sales would provide
roughly $1.20 per unit, if the VAT is
waived. “Normally, you'd expect to
come out with around $84,000 from
a record which sells half a million
copies,” says Geldof. “We set out to
eliminate the normal percentages
which would be paid to people in-
volved, so we could get around 60
cents a record, or $300,000 on that
kind of sale.”

Virtually all U.K. retail outlets,
including the major chains, have
agreed to waive profit margins, so
the $1.20 projection seemed feasible
until the situation involving the in-
stitution of VAT emerged. About 22
cents on the $1.62 retail price could
go on VAT, while manufacturing/
distribution costs would work out at
just 20 cents.

British accountant Philip Rusted,
who is collecting the proceeds for
the Ethiopian fund, says: “We want
the government authorities to col-
lect the VAT in the usual way as has
to be done, but then to return it to
us. They've said they can’t waive
the rules, though music business
rules have been waived, so the tax
has to be paid.” Adds Rusted: “This
means the only side making money
out of the record is the goverment.”

While debates continue on that
political problem, the first Europe-
an distribution of the single is oc-

curring in the Benelux countries,
with an intensity of demand similar
to that experienced in England.

According to Tony Brainsby, a
spokesman for the HMV chain in
the U.K., the single evinced “major
consumer reaction from day one on
release.” Brainsby adds that the
chain’s flagship store moved 3,000
copies in just five hours.

On the American retail scene,
there is much discussion about the
donation of proceeds from the sale
of the single to the famine relief
fund. After initial reports that the
National Assn. of Recording Mer-
chandisers (NARM) would coordi-
nate efforts on that end, Roy Imber,
president of NARM, says that be-
cause of the quick release of the sin-
gle, retailers ‘“‘may be able to accom-
plish more individually’’ than
through NARM. Calling additional
donations from retailers a ‘“‘great
idea,” Imber’'s own TSS/Record
World stores will donate everything
over cost to the fund.

In Minneapolis, where the staff of
Record Shop conceived their dona-
tion plan independently of NARM,
president Mary Ann Levitt stressed
selling the package at full list. “This
way, the consumer will be encour-
aged to participate,” she says. Re-
cord Shop, with stores from Chicago
to Phoenix, will donate $1 for each

(Continued on page 78)

ARTIST

TITLE

1964 CGHRISTMAS

A ranking of the top albums and singles, compiled from national
retail store and one-stop sales reports for the season.

ALBUMS

LABEL & NUMBER

WL

—

SUG. LIST PRICE YEAR RELEASED

1. KENNY ROGERS & DOLLY
PARTON

ONCE UPON A CHRISTMAS

RCA ASL1-5307

$9.98 1984

2. THE CARPENTERS

CHRISTMAS PORTRAIT

A&M SP-3210

$5.98 1978

3. KENNY ROGERS CHRISTMAS LIBERTY LOO-5115 $5.98 1981
4. MANNHEIM STEAMROLLER  SHRSTMAS MANNHEIM AMERICAN GRAMAPHONE  $12.00 1984
5. BARBRA STREISAND A CHRISTMAS ALBUM COLUMBIA €S 9557 no list 1967
6. LUCIANO PAVAROTTI O HOLY NIGHT LONDON 0S-26473 $10.98 1976
7. ANNE MURRAY CHRISTMAS WISHES CAPITOL SN-16232 $5.98 1981
8. BARBARA MANDRELL CHRISTMAS AT OUR HOUSE MCA 5519 $8.98 1984
9. PLACIDO DOMINGO CHRISTMAS WITH PLACIDO COLUMBIA FM 37245 o list 1981
10. THE CHIPMUNKS A CHIPMUNK CHRISTMAS RCA AQLL4041 $8.98 1981

SINGLES

ARTIST TITLE LABEL & NUMBER YEAR RELEASED
1.ELMO N’ PATSY SE&%%%Q GOT RUN OVER BY A EPIC 34-04703 1979
2. BING CROSBY WHITE CHRISTMAS MCA 15024 1942
3. BOBBY HELMS JINGLE BELL ROCK MCA 1557 1957
4. ELVIS PRESLEY BLUE CHRISTMAS RCA 447-0647 1964
5. BRENDA LEE T S S MCA 65027 1960
6. JOHN LENNON HAPPY XMAS (WAR IS OVER) CAPITOL 1842 1971
7. NAT KING COLE THE CHRISTMAS SONG CAPITOL 3561 1946
8. SINGING DOGS JINGLE BELLS RCA 10129 1955

9. BILLY SQUIER

CHRISTMAS IS THE TIME TO SAY |
LOVE YOU

CAPITOL 5303

1981

10. PAUL McCARTNEY

WONDERFUL CHRISTMAS TIME

COLUMBIA 38-04127

1979

Year of the Rodent. Ratt members and Atlantic executives gather in Los
Angeles to celebrate the RIAA platinum success of the group’s label debut
album, “Out Of The Cellar.” Pictured from left are Atlantic president Doug
Morris, Ratt's Stephen Pearcy, the group’s manager Marshall Berle, bandmates
Jaun Croucier, Robbin Crosby, Warren DeMartini and Bobby Blotzer, engineer
Jim Faraci, Atlantic's Kenny Ostin, Ratt's producer Beau Hill and Atlantic
executive vice president/general manager Dave Glew.

by Paul Grein

MADONNA’S “LIKE A VIR-
GIN” vaults to number three on
this week’s Hot 100, while the al-
bum of the same name leaps to
number four. Both are odds-on fa-
vorites to hit No. 1, a position
reached this week on the dance
chart by the “Virgin” 12-inch.

Madonna’s
‘Like A Virgin’
heads for heights

“Like A Virgin” is Madonna’s
second No. 1 dance hit, following
the double-listed ‘“Holiday’’/
“Lucky Star,” which topped the
dance chart for five weeks in Sep-
tember and October, 1983. That
was a full year before ‘“‘Lucky
Star” reached its number four
peak on the Hot 100.

“Virgin” is the sixth No. 1 dance
hit for producer Nile Rodgers. He
first topped the dance chart in Oc-
tober, 1977 with Chic’s “Dance,
Dance, Dance’’/“Everybody
Dance,” the first of his hits with
partner Bernard Edwards. Chic
returned to No. 1 dance in Novem-
ber, 1978 with ‘‘Le Freak’'/“I
Want Your Love”/“Chic Cheer.”
“Le Freak” also topped the pop
and black charts, as did the
group’s ‘“Good Times” in 1979,
though that smash failed to top
the dance chart.

Rodgers and Edwards produced
two more No. 1 dance hits in the
next two years: Sister Sledge’s
“We Are Family’’/‘“He’s The
Greatest Dancer”’/*‘Lost In Mu-
sic”’ in March, 1979, and Diana
Ross’ “Upside Down”/“I'm Com-
ing Out’’ in September, 1980.
“Family” and ‘“‘Dancer’ also
topped the black chart, while “Up-
side Down’’ achieved the same
pop/black/dance triple crown
earned by “Le Freak.”

Rodgers made it back to No. 1

on the pop and dance charts in
April, 1983, as producer of David
Bowie's ‘‘Let’s Dance,” which
peaked at a highly respectable 14
on the black chart. Rodgers’ cur-
rent dance champ, ‘“‘Like A Vir-
gin,” is also shaping up a major
black hit. In its third week on the
black chart, the record jumps to
number 47.

Rodgers’ other current pop
smash—Duran Duran’s ‘“The
Wild Boys”—is doing less well on
the dance chart. It moves up one
notch this week to an unbulleted
27. But it’s doing very well indeed
on the pop chart, where it jumps
two points to number two.

This makes Rodgers the first
producer to have two of the top
three pop singles since Phil Ra-
mone and Jim Steinman, in turn,
had both of the top two last fall.
Ramone held down the top two
spots in September, 1983, with Mi-
chael Sembello’s “Maniac’’ and
Billy Joel's “Tell Her About It,”
and three weeks later, Steinman
had the top two with Bonnie Ty-
ler’s “Total Eclipse Of The Heart”
and Air Supply’s “Making Love.
Out Of Nothing At All.”

While Rodgers has scored nu-
merous No. 1 singles over the past
seven years on the pop, black and
dance charts, “Like A Virgin”
may become his first No. 1 album.
Chic’s ‘“C’est Chic”’ peaked at
number four in January, 1979, and
the group’s ‘“‘Risque” peaked at
five that September. Sister
Sledge’s “We Are Family’’ hit
number three in June, 1979; Diana
Ross’ “Diana” reached two in Oc-
tober, 1980, and Bowie’s ‘‘Let’s
Dance” topped out at four in June,
1983.

The fight for the top spot on
week’s Hot 100 would seem to be
between Madonna and Duran
Duran. Madonna appears to have
the edge, but Duran Duran must
hope that they can withstand her
challenge.
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ew year that’s arriving just in time for Christmas
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Original music from the Iong-awaited motion picture sequel.
The new scar2 by David Shire.
Produced by Craig Huxley and David Shire.

Plus the bonus sirgie by Police guitarist
ANDY SUMMERS:

2010

7-INCH (APA-2704) & SPECIAL EXTENDED 12-INCH (SP-12119)

Produced by Richard Rudolph

On AXM Records, compac-discs and BASF chrome cassettes.
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We Are Pleased To Announce
Our Expansion Into
National Distribution and Publishing
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The New York Music Group

The New York Music Company, Inc.  New York Music Distribution, Inc. New York Music Publishing, Inc.
Sid Bernstein, President John E. Cassetta, President W. Randall Poe, President
Decnny Zcitler, Vice President Mel Fudirman, Execcutive V.P.
Monica Boscia, Vice President

The New York Music Building, 29 West 57th Strecet, New York, New York 10019 (212) 980-1485 TLX: 220770
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HILTON ROSENTHAL, head of the independent record company Mine, has
set up the biggest rock concert in South African history, with 24 of the
country’s top groups scheduled for a 12-hour marathon in the 80,000
capacity Ellis Park sports stadium, Jan. 12. He’s persuaded all record
companies to help, and the acts will play for no fees. Tickets are $5, and
proceeds go to Operation Hunger, a campaign earlier supported to the
tune of $500,000 by listeners of Radio 702 here.

SPECIAL REPORT:

THE FIRST EXCLUSI¥E country recording firm in South Africa, tagged sim-
ply The Country Music Label, was set up early this year by Lance
James, who’s been a country protagonist for 15 years in this territory.
Now he has an artist roster of four, with a fourth album due out in
January. One signing is Bobby Angel, long established in Southern Af-
rican country circles, who earned eight gold disks during his five years
with EMI.

ROCKIT MUSIC VIDEO has, in just six months, become South Africa’s big-
gest distributor of music videos, following early success with packages
from Dire Straits and Donna Summer. Dominant in the disco club mar-
ket, supplying more than 50 venues nationwide, Rockit finds compila-
tion videos the most popular format, though smaller restaurant-type
venues opt for specialist one-act cassettes.

SONY IS the only company to supply the Southern African with AM/FM
stereo Walkmans, following Radio 702’s switch to stereo broadcasting
in mid-year. The on-air stereo breakthrough for this country is backed
by hardware prices ranging from $110 for the basic Walkman unit to
double that tag for the system with tape facilities. Sony also markets
the Beta hi fi range at nearly $900.

VIDEO CHAIN franchise Glad-Eye, based in Cape Town, is going national
soon and expects 600 outlets to be signed up in 1985. For a small but
undisclosed fee, the company offers franchisees advertising, promo-
tion and film titles each month, on an exclusive basis. The advantage is
said to be in offering the smaller outlets the chance of higher-grade
. movies and national advertising support. There are already 175 Glad-
Eye signings in Cape Province and 150 in Transvaal, although a similar
franchising project in South Africa a couple of years back flopped bad-
ly.
JOHN MILLER

New German Tape Levies Near Passage
Copyright Reform Said To Be Only Weeks Away

BY WOLFGANG SPAHR

HAMBURG Legislation reforming
West German copyright law could
be approved by the Bonn parliament
in a matter of weeks rather than
months, according to political
sources here. The proposed bill
would tighten antipiracy measures
and introduce a levy on blank audio
and videotape.

Levies of the German mark equiv-
alent of three U.S. cents per hour on
blank audiocassettes and 13 cents
per hour on videocassettes are en-
visaged. Parallel rates for hardware
will be 70 cents for audio equipment
and $5 for video machines. Howev-
er, the German music industry be-
lieves the levies suggested repre-
sent only a fraction of the value of
music rights involved.

In its latest submission to politi-
cians, the German Phonographic
Assn. calculates that there are now
more than 600 million blank tapes in
West German homes, giving a total
recording capacity of around 730
million hours, with sales still run-
ning at 100 million units a year.

The group says that more than
80% of all cassette recorders are
used daily or several times a week,
with radio programming and bor-
rowed records the chief sources of
material. Only 4% of owners use mi-
crophones for private recording, ac-
cording to the group. On the aver-
age, each owner possesses 20 blank
tapes.

Half of all broadcast airtime is de-
voted to music, 40% of it local and

‘New Wave’ Gomics Slay Aussie Market

BY GLENN A. BAKER

SYDNEY The mainstream popu-
larity of Australian “new wave”
street humor has become so strong
this year that the city’s leading AM
rock station, 2SM, has taken the un-
precedented step of playing a total-
ly spoken-word comedy single in
heavy rotation.

This exposure rocketed the track
“I'm Tuff,” by George Smilovici
(pronounced Smellovich), into the
station’s top 10 within a week. In
Brisbane, it became a virtually in-
stant No. 1.

Prior to this breakthrough, come-
dy material had generally been
charting without airplay, albeit
spectacularly. The biggest selling
single in Australia during 1983 was
“Australiana’” by Austen Tayshus.
The biggest single this year, by a
huge margin, is “It's Not Cricket”
by the Twelfth Man.

Both sold more than 150,000
units, both reached No. 1, and both
were laden with swear words or
blunt innuendo. Only “Australiana”
was played uncut by radio, and then
only by a handful of brave broad-
casters. Such was also the case with
the No. 1 album, “Rodney Rude
Live,” which, selling mainly on a

word-of-mouth basis, reached the
double platinum level.

For a station like 2SM, which
prides itself on its ultra-contempo-
rary rock role, the comedy boom has
been a difficult one on which to capi-
talize. Apart from being owned by
the Catholic Church, the station has

(Continued on page 68)

BPI Awards To Be Telecast

BBC-1 Will Carry 85 Event Live

LONDON The British Phono-
graphic Industry’s annual awards
presentation, set for Feb. 11, will
for the first time be carried live on
nationwide television, with simulta-
neous radio transmission.

Maurice Oberstein, chairman of
the industry watchdog organiza-

ﬁlskmakers

RECORD
PRESSING

We press 7" and 12
records

12" jackets always in d;

stock. White. blue. red
and black

"TL,
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PR ICE LI!T.
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I High speed duplication

.°J saves you money
!

”  Custom leaded blanks

| .,:' lbal factory direct prices

ﬂ:_aj Large & small
quantities duplicated

DISKMAKERS INC. Philadeliphia Plant

B25 Morth Ird Siresl, Philadeiphia, Pa 18123

212-966-3186 215-82T-227T

CALL TOLL FREE 1-800-468-9353

tion, says: “British music has for
too long been the media’s ‘ugly
duckling’ of the entertainment
world. This show will give everyone
an opportunity to see and hear our
achievements, which make British
music a world leader.”

BBC-1 will carry the presenta-
tions, to be made at a charity dinner
in aid of the Music Therapy Fund at
London’s Grosvenor House Hotel,
as a 90-minute spectacular, with
many video clips of nominated art-
ists included in the live coverage.
The BBC is sponsoring a “best Brit-
ish video award,” and the Radio One
network is sponsoring a ‘“best Brit-
ish newcomer award,” both to be
voted for by the public.

The short list of nominees, voted
by BPI member companies, in-
cludes, in the best British artist cat--
egory, Paul McCartney, Paul
Young, David Bowie, Howard Jones
and Nik Kershaw.

Listed in the female artist section
are Annie Lennox, Alison Moyet,

(Continued on page 68)

international pop. Record exchange
among school children is now wide-
spread, accounting for around 30
million album copyings a year, ac-
cording to the organization, which
maintains that it’s therefore appar-
ent that the bulk of private record-
ings involves copyrighted works.
Friedrich Schmidt, chairman of
the association, notes that German
music industry turnover has de-
clined by 25% since 1978, while the
number of new sheet music publica-
tions has fallen 40% in the last 15
years. Home taping, he says, has
become a form of exploitation

equivalent economically to self-ser-
vice free of charge, and represents
a severe threat to the viability of the
local music market.

The industry has asked for levy
rates three times higher than those
likely to be agreed to by parliament.
Some experts even argue that pub-
lishers, record companies and writ-
ers should receive 10 times the
planned levy level if the true value
of the music rights involved is to be
taken into consideration.

PolyGram, China Records
Ink ‘Million-Dollar’ Deal

BY WILLEM HOOS

AMSTERDAM PolyGram is pre-
paring to supply machinery for the
manufacture of records and cas-
settes in China, along with associat-
ed equipment, raw materials and
tape software.

The deal with China Records, the
state-owned record company of the
People’s Republic of China, is worth
several million U.S. dollars, accord-
ing to PolyGram executives, al-
though they have offered no specif-
ic figure.

Shortly after the new pact was
signed, a six-member high-ranking
delegation from China Records vis-
ited Holland for a three-week train-
ing course, linking with several key
departments of PolyGram Record
Services.

The PolyGram materials involved
will be shipped to the recently built
record/cassette plant of China Re-
cords in the Chinese city of Guangz-
hou, previously known as Canton.

PolyGram specialist technicians will
go to Guangzhou to help install the
equipment in the plant and to ex-
plain the functions of different
items to Chinese workers.

According to PolyGram, it’s
“quite likely” that the company will
later also supply equipment and of-
fer technical know-how to other fac-
tories and plants within the China
Records operation nationwide. Also
in the cards is a PolyGram assist in
the modernization of the China Re-
cords plant in Shanghai.

The records division in Guangz-
hou will be operational sometime in
January. Contract estimates sug-
gest that four million LPs will be
pressed there in 1985, and that the
manufacturing capacity will jump
thereafter to some 12 million units
annually.

The cassette sector of the plant
will go on stream next March, with
a capacity of five million units in the
first year. No estimates are being
given for subsequent years.

= Widest Selection

= Competitive Prices
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BY MICHAEL BERNIKER

The requirements for recording dig-
itally for the Compact Disc remind
me of the early days of multi-track
(four tracks), when we had to cap-
ture what was happening in the stu-
dio on the spot because there were
only minimal overdubbing possibili-
ties.

The critical requirements of re-
cording in those days were precise
microphone choice and placement,
and studio ambience. If any one of
these elements was mishandled, the
resultant recording would be poor.
Musical transparency, clarity and
refinement were crucial.

I consider myself extremely for-
tunate in having been trained in
those early days, and have since ap-
plied the techniques learned to ev-
ery record I have made, whether it
be 8-track, 16-track, 24-track or digi-
tal.

The Compact Disc is not just an-
other technical improvement. It is
an entirely new recorded form—a
revolutionary change in listening
habits and consumer use. It was
born out of the desire by the con-
sumer for more clarity, more per-
manence in his collection, more por-
tability, all at a price which is rea-
sonable.

In just 20 years, the listening hab-
its of the musical public have taken
a 180-degree turn. People can now
carry their musical collection with
them anywhere in the form of cas-

Memo to Producers

WHERE THE CD RESPONSIBILITY LIES

settes and portable players—in
their cars, on foot, on skates, on
boats and on bikes. Add to this the
home computer phenomenon and
the stress on new technologies in
the schools, and one is faced with
new generations of listeners who
are more aware, more educated mu-
sically and more demanding over

have brought our business right
into the motion picture and televi-
sion arenas.

Our recording techniques have al-
ways been more advanced than oth-
er media methods. With stereo tele-
vision sets already on the market,
we will be able, through the digital
recording process, to upgrade the

‘The CD does not lie.

It cannot hide

sloppy or

inferior technique’

Michael Berniker, a former vice president of
a&r at RCA Records, is currently under
contract to CBS Records as an independent

producer/consultant.

technological refinements.

The CD was a natural outcome of
this rapid increase and interest in
computerized technology.

In respecting the consumer,
therefore, we must ultimately cre-
ate a higher regard for our own
work. The public’'s demands have
opened up a whole new realm of
possibilities for the versatile record
producer. New forms of music, spo-
ken word and audio/visual projects

quality of sound in this new area of
broadcasting. This will create new
opportunities for all of us.

Like everyone over the age of 30,
I was, at first, skeptical of the digi-
tal CD. But now I have listened,
learned, and educated myself to its
tremendous advantages and its
wonderful ability to purify and dis-
till sound. CD heralds an exciting
future, not only for me as a produc-
er, but for the entire spectrum of

music and spoken word.

The late Goddard Lieberson in-
sisted that records should be perma-
nent documents preserving critical
musical moments. The digital CD
now makes that possible in ways
never before imagined. However,
for these documents to be as perfect
as they can be, the record producer
must return to first principles. He
must spend much more time in plan-
ning and thinking prior to entering
the studio. The choice of studio and
its ambience becomes even more
critical; the choice of microphones
and their placement must be exact.

The CD does not lie. It cannot
hide sloppy or inferior technique. It
is a faithful representation of what
has occurred in the studio.

The challenges for the record pro-
ducer are greater now than they
have been in 20 years, because the
music-buying public demands a
higher standard of perfection than
ever before. Consumers have an
acute understanding of recorded
music, and they expect us as pro-
ducers, to provide that quality. Ca-
sual approaches must be discarded
at all stages of the recording pro-
cess.

The manufacturer cannot be
blamed if we don’t hold up our end.
The record producer is the guardian
of musical integrity, and he has in
the Compact Disc a perfect means
to musical ends. The technology
may have changed, but not the goal.

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.

KEEPING COUNTRY PURE

Hooray for Reba McEntire. I'm
glad to see the best female singer in
country today speak out on the
growing problem of crossover mu-
sic (Billboard, Dec. 1).

The problem is not only with the
CMA awards, but the Hot Country
Singles chart as well. Since 1979,
Ronnie Milsap has delved further
and further into pop, yet you have
top-spotted 14 of his 17 single re-
leases. Alabama has had a big im-
pact on country music, but songs
like “Love In The First Degree,”
“Take Me Down,” “The Closer You
Get” and “When We Make Love”
should never have been No. 1 on
country.

And then there are people like
Anne Murray, Mark Gray, Lee
Greenwood, Deborah Allen, B.J.
Thomas, Gary Morris, Steve War-
iner, Michael Martin Murphey and
Kenny Rogers, all of whom have lit-
tle or nothing to do with real coun-
try music. And let's not forget Lio-
nel Richie and Bob Seger, neither of
whom should have been on the
charts at all.

If these singers want to go cross-
over, fine. But put them on the
Adult Contemporary chart, where
they belong. It’s time to set some

limitations on the country chart.
Barnet Piper
Oldtown, Md.

Letters to

SHARING AUTHORSHIP

I very much enjoyed the article
“Are Paul’s Beatles Songs Sacred?”
in the Talent section Dec. 1, but feel
the need to set the record straight
on one point. Writer Paul Grein
quotes producer George Martin as
calling “Eleanor Rigby” ‘“purely
Paul’s song.”

I beg to differ, but John Lennon
answered the question himself. In a
Playboy interview in 1980 he said
about the song, “Ah, the first verse
was his and the rest basically
mine.” In 1970, when Jann Wenner
asked Lennon about the song, he re-
plied, “I wrote a good half of the
lyrics or more.” .

I love the new record, but this
song is truly Lennon-McCartney.

Gerard Jensen

Tower Records
Panorama City, Calif.

SOME MOVIE HISTORY
Inside Track (Dec. 1) mentions that
“The Glenn Miller Story” would
have been the first movie in stereo
had it been so released back in 1954.
While every movie buff must be
pleased that Universal is reissuing
the film with its original stereo
soundtrack, it certainly wasn’t the
first movie to be recorded in stereo.
Warner Bros. started in multichan-
nel sound with “Four Daughters” in
1939 and “Santa Fe Trail” in 1940.
Disney followed with ‘“Fantasia” in
1940. And there were still more that
preceded “The Glenn Miller Story.”
A goodly number of stereo sound-
tracks have been made available to
home video on the LaserDisc and
CED formats. I hope that Univer-
sal's example with “Miller” will re-

the Editor

sult in more of the original stereo
masters for older films being locat-
ed and used.

Jack Frost
Hollywood Home Video
Sumas, Wash.

CALLING IT LIKE [T (S’

From Freddie Mercury and Queen I
would expect nothing less than the
sheer hypocrisy of playing several
concerts in racist South Africa, and
then making a donation of royalties
to a segregated school for handi-
capped children in the same coun-
try. But from Billboard I expect
more than an uncritical announce-
ment of this crude public relations
gambit couched in the terminology
of the regime.

Your Newsline column of Dec. 1
says, “The group ... made the an-
nouncement toward the end of a
concert season at Sun City in the
Republic of Bophuthatswanaland,
an independent homeland of
South Africa” (emphasis added).

There is simply no such thing as
an “independent homeland” for any
group of black South Africans.
“Homeland” and “bantustan” is a
polite euphemism for a collection of
impoverished reservations to which
blacks are regularly deported by
force.

Andy Schwartz
New York

TRADING OFF VOCALS

In response to the pair of articles by
Nelson George dealing with voice
and production values (Billboard,
Nov. 17), I find it depressing that a
singer with a voice as brilliant as

Jeffrey Osborne’s would give up
some of that individual quality for
production values.

I understand that the current
popular sound in black music stress-
es a synthesized beat, but I don’t
understand why famous singers
(who got that way because of their
voices) would want to give up what
made them stars. It makes one won-
der why a record company should
invest big bucks on a name singer.
If all that matters is the beat, and if
vocals have just become another
part of the record, any studio singer
could do the job just as well, and for
a lot less money.

I grew up in the soul era and
learned how to appreciate and hun-
ger for those voices. I love Millie
Jackson, and have all her albums.
But if I heard that the new Millie J.
album had more production and less
of her vocal fire, I'd just spend my
money elsewhere.

An analogy would be taking a ma-
jor motion picture star like Dustin
Hoffman and putting him in the
background of a film along with the
extras. You know he is in the film

because you can see him, but you.

never get to see him perform as you
know he can.

This all seems to be leading up to
a time when perhaps the voice will
not be important at all and live per-
formances will be a thing of the
past. Because how exciting can a

computer be on stage?
David Lopatin
Los Angeles
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What could we possibly give you
for Christmas, Lionel?

You've just about done it all in 1984:

B #1 Best-selling album of the year: CAN’T
SLLOW DOWN (Bullboard)

B # 1 Best-selling album in Motown history:
CAN’T SLOW DOWN

B Five top 10 singles in one album CAN’T
SLOW DOWN (it didn’t)

B CAN’T SLOW DOWN stayed in Billboard’s
top 10 album chart for an entire year,
while your singles from that album
stayed in the top 40 singles chart for the
same full year—and more

B First songwriter to have a #1 song seven
years in a row

B Tied with Cole Porter for the most #1
songs as a writer and second only to
Irving Berlin (at this time)

B First artist to be seen by 3.2 billion people
in a single broadcast (1984 Olympics
Closing Ceremony)

Congratulations, Mr. Richie.

MOTOWN"™

Aﬂ“ But what do we do about Christmas?

sreported in US magazine

© 1Y
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SCHULTE LEAVES HARTE HANKS

-Named President of Mainstreamm Communications

HOUSTON The sale of Harte
Hanks’ KKBQ-AM-FM here to Gan-
nett signals a new phase of Pete
Schulte’s career. Schulte, who most
recently served as senior vice presi-
dent for Harte Hanks Radio and
general manager of KKBQ-AM-FM,
has been named president of Main-
stream Communications, the newly
formed division of the Mason Best
Co. in which he has an equity posi-
tion.

Currently working on Main-
stream’s initial radio acquisitions,
Schulte sees the company within the
next five years owning the full com-
plement of radio and television out-
lets allowable by the FCC. He also
expects the division to become fur-
ther involved in the entertainment
industry through the production of
network television programs and
motion pictures.

“Radio has had a great run in the
last three or four years,” says
Schulte, a pioneer in the resurgence
of top 40. “And I think it will remain
a viable medium in the future. We'll
see some leveling off, which will
cause problems for marginal opera-
tors, but if management can keep
up with the times and harvest some
other areas of business—such as
the many accounts not familiar with
radio as an advertising medium, and
the vast amount of co-op business
out there—it will continue to grow.”

Regarding television, Schulte
sees it to some extent as a mirror
image of radio. “Going back to a
time when there were 4,000 radio
stations in the country,” he says, “it
was certainly easier to sell than to-
day with 10,000. Television is grow-
ing the same way, both over the air
and with cable, and obviously the
challenges will be similar.”

Schulte first came to the atten-
tion of Mainstream’s parent compa-
ny, Mason Best, when principal
Randy Best was looking to expand
into media. “He heard about the
success we had had at KKBQ and
felt I might be a good choice to get
it going,” says Schulte.

Schulte has spent the past 11
years with Harte Hanks. He began
as regional vice president of Tam-
pa's WRBQ-AM-FM (Q-105, one of
the initial top 40 stations to re-
emerge in a dominant position in the
past five years) and moved to Bir-
mingham’s WSGN before relocat-
ing to Houston two years ago. His
early background includes exten-
sive agency and rep experience, in-
cluding a stint as senior vice presi-
dent for Eastman Radio.

Best, 41, is one of Houston’s lead-
ing entrepreneurs, with interests in
the publishing industry (Somerset
House and American Masters Fund
are both owned by Mason Best),
outpatient surgical hospitals (Medi-

Carol Ford Exits Gleveland
For WRKS Afternoon Slot

NEW YORK “You can title this
‘Carol Ford goes to New York
City’—or ‘Bambi Meets Godzilla’,”
jokes Ford, who exits Cleveland’s
WDMT for the afternoon drive slot
on RKO’s Kiss (WRKS) here. Ford,
who has. been the star performer on
FM 108 since joining the Beasley
station four and a half years ago,
replaces Mary Thomas, who has re-
turned to crosstown WBLS.

“I’m tickled brown to be working
for Mr. Mayo and Tony Q.,” laughs
Ford, whose career has taken an ur-
ban turn since returning to her
hometown of Cleveland in 1980. Pri-
or to that she held down highly rat-
ed air stints at King’s KYA San
Francisco and Group W's WOWO
Ft. Wayne.

“I’ve long been a fan of Barry
Mayo’s,” Ford says—in fact, it was
Ford who initially suggested Mayo
as WDMT’s consultant before he
was named VP/GM of KISS. “And
I'm excited about starting my shift

'

For fast action, use
ACTIONMART

the Billboard
Classified.

Call Jeff Serette toll
free at (800) 223-
7524 (NY residents
dial 764-7388).

1

on New Year's Eve in Times Square
[RKO’s 1440 Broadway location],
but I’ve been having these night-
mares about being crushed by that
big chrome ball at midnight—my ca-
reer snuffed out in an instant and
all—but other than that I’m happy.”

“I go home at night and I can’t
wait to call her up and talk to her,”
enthuses Tony Quartarone, who has
been programming WRKS since the
departure of Sonny Taylor. “She’s
the type of personality I've always
wanted to have on the air. What she
is off the radio is what she is on it.
She can be funny and serious, but
above all she’s fun.”

While Kiss’s current slogan is
“More Music, Less Talk,” Quartar-
one promises that won’t exactly be
the case on Ford’s show. “I’'m not
flying in anyone from Cleveland
just to seg records.”

Describing the music as “street-
minded,” Quartarone, who joined
the station in 1981, serving first as
music and research director and
then as MD, says, “We play what
New York City wants to. hear,
whether it’s Rock Master Scott’s
‘Request Line’ or Cyndi Lauper’s
‘Time After Time.” We never ques-
tion the music. If people want it,
we'll play it.”

That philosophy has netted the
station a consistent No. 1 standing
in New York for the past year and a
half, and alternating top honors 12-
plus in the metro (with Z-100).
“And,” promises Quartarone, “Car-
ol is only going to increase that.”

No replacement at WDMT has
been named for Ford, who rose to
prominence in morning drive, mov-
ing to afternoons earlier this year.

cal Care International is likewise
owned) and vast banking holdings.
Elvis Mason is the former chairman
of the board of Interfirst, America’s
15th largest banking institution.
With' the takeover of KKBQ-AM-
FM by Gannett, Cos Coppolino, vice
president of sales for co-owned
KIIS-AM-FM Los Angeles, has
been tapped to replace Schulte as
VP/GM. He'll serve with program
director John Lander, who has elect-
ed to remain with the outlets in
their new ownership structure (Bill-
board, Dec. 8). At KIIS, local sales
manager Lynn Anderson Powell as-
sumes Coppolino’s former position.

Earth To Everlys. K-Earth (K101 FM) air personality Brian Beirne, center,
welcomes Phil Everly, right, as an in-studio guest on his air shift. Shown with
them is PolyGram's Jeff Laufer.

WON

by Rollye Bornstein

0%

SCOT’I‘ ALEXANDER is back in the saddle again in
an official programming capacity. The former KWK
St. Louis PD, who joined EZ's B-94 (WBZZ Pitts-
burgh) as assistant PD and midday personality earlier
this year, has been acting PD since Guy Zapoleon’s
departure last month. Now he’ll drop acting—and
middays, with no replacement named for the latter.

Joining the B-96 (WBBM-FM Chicago) lineup in af-
ternoon drive is former WGCL night personality Joe
Bohannon, now that Gary Spears is ensconced in the
WAPP New York 6 to 10 p.m. slot (where he’s known
as Psycho Pspears) . . . Back in Cleveland, WLTF has
a new nighttime lineup, with Bob McKay returning to
the outlet, which he programmed when it was WZZP.
This time he’ll do 6 to 10 p.m., as Jack McMahon
moves into the 10 p.m. to 2 a.m. slot vacated by Jeffrey
B. Kelly, who now enjoys the Grand Strand life of
Conway, S.C.’s WYAV (Myrtle Beach’s Wave 104).

They're letting Joey Reynolds stay up late these
days. Late enough to spend 40 hours on the air non-
stop on WFIL last week, which netted the starving
Ethiopians $100,000. Upped to local sales manager at
WFIL and its FM counterpart WUSL is CIiff Winkler.

Filling that post at Buffalo’s WGRQ is Jeff Hy . ..
Meanwhile, in Portland, Jay Justice walks across
town from his GM gig at KWJJ/KJIB to become sta-
tion manager and director of sales for Scripps-How-
ard’s country outlets there, KUPL-AM-FM . . . Across
town at KGW, Mike Dirks is upped to PD after four
months acting in that capacity since Bill Minckler left
for King’s San Francisco outlet, KYA.

STEVE SCOTT also drops acting from his title, be-
coming PD for Greater Media’s KHTZ Los Angeles, a
post vacant since Ric Lippincott’s move northward to
KYUU San Francisco. Scott, who has worked at the
AC outlet which these days refers to itself as “playing
the greatest hits of all times,” reports to operations
manager Jay Clark, who had a few other announce-
ments, including the promotion of Meredith May to
the post of director of marketing and promotion for
KHTZ. She’s been doing that over at KRLA, and will
continue once it’s official that Greater Media owns the
oldies outlet. Keri Fretty, meanwhile, will add KRLA
to her KHTZ promotion manager duties. And over on
the sales side of KHTZ, Derek Beesemyer is upped to
national sales manager, and lo and behold, he’ll hold
that title over KRLA too.

Over at the soon-to-be KIIS-AM, WAV A Washing-
ton’s J.J. McKay hops on board in the midday slot . . .
Across town at KLAC, the sale is. complte and the
move has been made. Cap Cities’” KLAC/KZLA can
now be found at 4000 Alameda Blvd., Burbank, Calif.
91510, or reached at (818) 842-0500. As to why you
should remember that, operations manager Bill

Mayne is looking for an AM overnighter. Exiting the
legendary country outlet are Gene Price and Chris
Lane, with KZLA’s Stoney Richards segueing to
KLAC afternoon. He’s joined by Scott Carpenter
(who, if you’re keeping track, came in from WCAQ
Baltimore to do mornings), followed by Mike O’Neill
in middays. Maggie Ross now follows Stoney in
nights.

Moving up to San Francisco from San Diego’s KGB
is K-101’s newly hired promotion director Cindy Spo-
dek ... Ex-KITS PD Jeff Hunter (and San Diego’s
XTRA as well) has hung out his consultant shingle,
with Sacramento’s KWOD already on the line. You
can reach him at (415) 485-1862 ... Over at KCBS
Newsradio, Betsy Rosenberg (ex-KSFO) and Sylves-
ter Jackson (ex-KBLX) join the full-time reporter
lineup.

JUDITH BURNS (not George’s wife) becomes
WFTQ Worcester’s promotion director . .. Charlie
O’Neal exits his WMAQ Chicago morning slot . . .
Mike Henderson leaves his KQRS Minneapolis VP/
GM job ... Stephen Anthony is upped to PD at Mon-

Scott Alexander stops
the ‘acting’ to assume
the PD post at WBZZ

treal’s CKGM (with vice president of programming
Rob Braide concentrating on the FM AOR CHOM
side of life).

We promised we’d report back on just what
WNEW-AM and WASH are carrying from the Satel
lite Music Network, and the answer is just commer-
cials, though the New York nostalgia outlet and the
Washington top 40 station do have the options to pick
up any and all the services of SMN’s Stardust and top
40 formats respectively.

After more than 40 years on the air in Pittsburgh,
Art Pallan retires next February. He’s been heard on
KDKA since 1956. No word on who'll get the market
fixture’s current midday slot ... Also exiting the
Group W station is news director Gary Froseth, who
will not be replaced since those chores now fall under
the jurisdiction of PD Chris Witting.

Across town at WTAE, Johnny Williams will be va-
cating his overnight slot this spring for some inside
unspecified daytime work at the Hearst station.
KDKA weekender Sara Lockard will replace him in
overnights.

WAMO-FM, which had attempted to delve into FM
sports programming, has given up. TV personality
Sam Nover exits his evening sports talk show, with
the Maulers exiting the city entirely. The USFL team

-has folded.. Also off the urban outlet is Alan Jen-

nings’ lifestyle news features, with KDIA Oakland
personality Barry Pope joining inecumbent Allen Har-
rison for a two-person morning show entitled “Mr.
Harrison’s Neighborhood.”

(Continued on page 21)
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‘Nashville’s New Hit Music FM’

St. John Takes Over as Y-107 GM

NASHVILLE ‘“Making a profit is
my short and longterm goal,” ad-
mits Michael St. John, the newly ap-
pointed general manager of Y-107
(WYHY) here. “Our intention is to
make Y-107 a very competitive and
strong force.”

The Sun Group station is now con-

Fairbanks Sells
KCMO-AM-FM
To Summit

KANSAS CITY Family-held Fair-
banks Broadcasting here has sold
KCMO-AM-FM to Winston-Salem,
N.C.-based Summit Communica-
tions for an undisclosed sum. The
sale of the news/talk AM and coun-
try FM station is surrounded by
speculation, as the parent compa-
ny’s chief, Richard M. Fairbanks, is
nearing retirement age with no
known heir in sight.

A company spokesman says Fair-
banks comes to the office approxi-
mately once every two weeks, and
Fairbanks officials were unavail-
able for comment at presstime. As
such, it remains uncertain whether
the firm’s other properties—the AC
outlets WVBF Boston and WRMF
West Palm Beach, Fla., as well as
two cable franchises—will go on the
block.

The Fairbanks purchase of then
KCMO/KCEZ, acquired in June,
1983, was negotiated by president
Bill Hilliard, who exited the compa-
ny to head Blair’s Owned Station di-
vision with Blair’s purchase of Fair-
banks’ WIBC/WNAP Indianapolis
and KVIL-AM-FM Dallas.

As for Summit’s intentions for
the new acquisitions, the company’s
radio division head Allen Shaw, who
credits Hilliard with helping on this
transition as well, says he is “not
anticipating any format or person-
nel changes at present.” Summit,
which now owns 10 stations, is pro-
gressing on a course of expansion
laid out last year.

COPIES
OF

WEEKLY
CHARTS

are available from
Billboard’s Chart
Research Depart-
ment. Pop Singles
1941 through 1983.
Top LPs 1949
through 1983.
$3.50 per chart.
Call or write:

Billboard Chart Research
1515 Broadway
New York, NY 10036

(212) 764-4556

sidered an also-ran in both billing
and numbers against competing
contemporary music stations
WKDF (the AOR outlet which
leads the pack), George Johns-con-
sulted WLAC-FM, top 40 KX 104
(WWKZX, licensed to Gallatin), and
similarly-programmed WZKS in
Murfreesboro.

Familiar with the market in great
detail, St. John returns to the city
where he programmed KX 104 to
dominance for six years until his ap-
pointment as national PD of the
Nashville-based Sun Group earlier
this year. He had been headquar-
tered in the chain’s Birmingham
outlet KXX 106 (WKXX). The pro-
posed sale of the chain (formerly
Mooney Broadcasting, which re-
cently relocated here from Knox-
ville) to Sillerman-Morrow Broad-
casting was voted down earlier this
fall, and according to St. John, no
other offers are being entertained.

One problem not faced by Y-107,

the former WCOR-FM licensed to
Lebanon, is the difficulty usually in-
herent in a peripheral license serv-
ing a larger metro. In addition to
carrying a heavy play-by-play
schedule of Vanderbilt sports, the
station is located in the center of
town on Eighth and Division.

Equally happy with program di-
rector Gabe Hobbs and the direc-
tion of the station, which he terms
“a hit music format geared towards
adults,” St. John is turning his ener-
gies towards sales. “We want to
shore up our positioning and pre-
sent ourselves on the streets as a
station that is successful,” says St.
John, who replaces the exiting Mike
Slinski at the station billing itself as
“Nashville’s New Hit Music FM.”

“It’s a ground floor opportunity
for advertisers,” he continues. “Not
only are we very cost efficient, but
we offer services [i.e. remotes] and
ways of reaching the customer that
other stations aren’t doing.”

Ginshery Gets Into Video

Buys Clip Outlet with Garabedian

BOSTON Veteran radio personal-
ity Arnie “Woo Woo” Ginsberg is
leaving his six-year station manag-
er post at WXKS-AM-FM here to
join a growing circle of air talents
entering the booming video indus-
try. Together with Boston personal-
ity John Garabedian, Ginsberg has
purchased the Rick Sklar-consulted
Channel 66 (WDJD-TV), Boston’s
first 24-hour video music station.
Ginsberg came to fame in the ‘50s
and ‘60s with his airshift on then-
rocker WMEX Boston, which Gara-
bedian joined in the early '70s.
While his post at WXKS has been
filled by recently promoted general
manager John Mitchell and new re-
cruit Bob Bittner as operations

manager, Ginsberg retains a partial
ownership in the “Music Of Your
Life” AM daytimer and top 40 FM
station. Both are properties of the
Medford, Mass.-based Pyramid
Broadcasting. The AM outlet plans
to go fulltime by Jan. 1.

As for Channel 66, Ginsberg says
the UHF station should be on the air
by the end of this year. According to
Ginsberg, the station’s 1,250 foot tv
tower is the city’s tallest, enabling it
to reach the entire Boston market.
The channel will also benefit from
the FCC regulation that all local ca-
ble outlets must carry the city’s
UHF ventures as well.

KIM FREEMAN

Jim Snowden Departs from
Moming Slot at WBLS

NEW YORK The parade of morn-
ing personalities at WBLS here con-
tinued to roll by with the Nov. 30 de-
parture of recent recruit Jim “The
Snowman” Snowden from that time
slot. Snowden, who joined the Inner
City-owned urban contemporary
outlet in August, is the latest in a
series of morning personalities at-
tempting to fill the void created by
Kenn “Spider” Webb, who left the
WBLS morning post for competitor
WRKS a year ago.

Inner City and WBLS general
manager Charles Warfield says
Snowden ‘‘requested a re-evalua-
tion” of his position at the station
and is still on the WBLS payroll.
“We were happy with his show,”
Warfield adds.

WBLS'’s hiring of Snowden had
been called by some a revenge move
on the part of Inner City, which re-
cruited former WYLD New Orleans
program director Brute Bailey to
program its KGFJ/KUTE Los An-
geles outlets this summer. Before
Bailey made that move, however, he
was lured to Amaturo’s KMJQ

Houston with a bigger money offer.
Rumor has it that Inner City
brought Snowden from KMJQ to
WBLS for a six-figure “no cut” con-
tract.

Warfield is quick to deny that re-
venge played any part in Snowden’s
relocation. “We were looking for a
good morning man, and Snowden
was available,” he says. Warfield
would not disclose the financial
terms of Snowden’s contract.

Gary Byrd, a former air personal-
ity on inspirational black outlet
WWRL New York and current talk
host on the city’s WLIB (WBLS's
AM sister station), as well as a re-
cording artist and songwriter, is fill-
ing in for the time being.

For the record, Warfield denies
another rumor that WBLS is mov-
ing toward complete adoption of In-
ner City’s “Quiet Storm” format. At
present, the station carries the
adult-oriented urban format during
its 10 p.m.-2 a.m. slot, but Warfield
says, “We have no plans of expand-
ing upon that.” KIM FREEMAN

Billboaro

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. Alt 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 categonies
and must be on cassette (no reel to reel). Total running time must not exceed 20 minutes.

4. RADIO STATION OF THE YEAR, PROGRAM DIRECTOR OF THE YEAR AND PER-
SONAUTY 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 will
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.e. 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 addition to the entry blank and cassette descnbed
in item 3, a written presentation describing station’s programming, on-air promo-
tions, off-air advertising, community involvernent, target audience, goals and posi-
tioning statement in addition to a brief history of station’s performance over the
last five years. Support materials, i.e. promotional items, sales pleces, may also be
included. If also entering the program director of the year category, a separate
entry, including tape and written materials is required.

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

c) Air Personality Of The Year: In addition to the entry blank, the cassette must con-
tain a telescoped aircheck of one compilete hour of actual air time.

5. INTERNATIONAL PERSONALITY OF 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 archeck of one complete hour of actual air time, and it is
suggested a one-page outline of station, format and market be inciuded.

6. FEATURED PROGRAMMING: Two awards will be given, one to a locally produced
programn by an individual station and one to a syndicated program inciuding network, syn-
dicator and AFRTS productions. Program may be a regularty scheduled feature or a one-
time special aired within the eligitility period. In addition to the entry biank and telescoped
cassette aircheck of the program, a written 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 Billboard’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/nostalgia
_____miscellaneous
(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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TENNECO
ANNOUNCES A
BREAKTHROUGH
IN SOUND:
ULTRASOUND™

A new generation of phono-
graph compounds that actually
tests 2-3 dbs better than the
competition.

ULTRASOUND advances the

state of the art: It eliminates car-

bon black and other additives
that can interfere with the purity
of recorded sound.

ULTRASOUND has the unique
ability to press consistently
and precisely because
ULTRASOUND can be custom
formulated to match the needs
of your pressing equipment—
whatever itis.

ULTRASOUND actually gives a
new dimension of clarity to your
pressings. Hear it once and
you'll never settle for sound
that's less than ULTRASOUND.

ULTRASOUND is as close as
a phone call to Tenneco Poly-
mers, Inc., at(713) 757-2566,
Marketing Department,

P O. Box 2511, Houston,
Texas 77001.

ULTRASOUND

A CUT ABOVE THE REST

BUILDING ON QUALITY
®
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Billboard

A weekly national and regional compitation of the most added records on the
radio stations currentty reporting to the Hot 100 Singles chart.

: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.

NATIONAL

178 REPORTERS

NEW TOTAL
ADDS ON
HALL & OATES 101 101
REGION 1 METHOD OF MODERN LOVE  rca REGION 6
CT,MA,ME,NY State,RIVT AL,AR,LA,MS,West TN, TX
PRINCE 98 113
| WOULD DIE FOR YOU WARNER BROS.
HALL & OATES PRINCE
WHAM FEATURING GEORGE MICHAEL 69 97 I WOULD DIE FOR YOU
METHOD OF MODERN LOVE
CARELESS WHISPER coLumsia
HALL & OATES
WHAM .
FEATURING GEORGE MICHAEL CULTURE CLUB 50 59 METHOD OF MODERN LOVE
CARELESS WHISPER
MISTAKE NUMBER THREE  epic
PRINCE CULTURE CLUB
| WOULD DIE FOR YOU BARBRA STREISAND WITH KIM CARNES 44 44 MISTAKE NUMBER THREE

MAKE NO MISTAKE (HE'S MINE) coLumsia

WGUY Bangor, ME WMJQ Rochester, NY LA G U KBFM _Mcalien-Brownsv, TX

WIGY Bath, ME WPXY Rochester, NY xg:‘; ;f;fi";g"ge' LA :VNMC'FM (FM-100)  Memphis,

WHTT Boston, MA WGFM Schenectady, NY \ - -

WXKS-FM (KISS) Boston, MA WFLY Troy/Albany, NY :’LK XX (KXX-106) _Birmingham, x:';g(&m“:)b.l'we;f'a"' MS
| oDlle,

WBEN-FM Buffalo, NY

WKBW Buffalo, NY

WNYS Buffalo, NY

WERZ Exeter, NH

WTIC-FM Hartford, CT

WFEA Manchester, NH

WKCI (KC-101) New Haven, CT
WJBQ Portland, ME

WSPK Poughkeepsie, NY
WPRO-FM Providence, Rl

LLEES TR, KITE Corpus Christi, TX

KAFM Dallas, TX

KAMZ EilPaso, TX

KSET ElPaso, TX

KISR Fort Smith, AR

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

KKBQ (93-FM) Houston, TX
WTYX Jackson, MS

KKYK Little Rock, AR

WHHY-FM  Montgomery, AL
WWKX (KX-104) Nashville, TN
WEZB (B-97) New Orleans, LA
WTIX New Orleans, LA

KITY San Antonio, TX

KTFM San Antonio, TX

REGION 4 REGIO

ILIN,KY,MILOH,WI AZ Southern CA,CO,H|,Southern
NV,NM,UT

REGION 2

DE,D.C.,MD,NJ,NY Metro,PA, WV

PRINCE

PRINCE
| WOULD DIE FOR YOU PRINCE

1 WOULD DIE FOR YOU .
| WOULD DIE FOR YOU

HALL & OATES HALL & OATES
METHOD OF MODERN LOVE METHOD OF MODERN LOVE rne#hgc%:ﬁoomn o

_ VE
WHAM FEATURING GEORGE MICHAEL WHAM FEATURING GEORGE MICHAEL

CARELESS WHISPER CARELESS WHISPER WHAM FEATURING GEORGE MICHAEL

CARELESS WHISPER

WFBG Altoona, PA
WJILK-FM Asbury Park, NJ
WBSB (8-104) Baitimore, MD
WMAR-FM Baltimore, MD
WVSR Charleston, WV

WHTX Pittsburgh, PA

WPST Trenton, NJ

WASH Washington, DC

WAVA Washington, DC

WRQX (Q-107) washington, DC

WKDD Akron, OH

WBWB Bloomington , !N
WCIL-FM Carbondale, IL
WBBM-FM (B-96) Chicago, IL
WGCHIFM  Chicago, IL

WNAP (ndianapolis, IN
WIZPL Indianapolis, IN
WVIC Lansing, M|
WZEE Madison, Wi
WKTI Milwaukee, Wi

KKXX Bakersfield, CA
KIMN Denver, CO

KOAQ (Q-103) Denver, CO
KPKE Denver, CO

KLUC Las Vegas, NV

XTRA SanDiego,CA
KIST SantaBarbara, CA
KHYT Tucson, AZ

KRQQ Tucson, AZ

KTKT Tucson, AZ

WZYQ (Z-104) Frederick, MD
WKEE Huntington, WV

WBLI Long Island, NY

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

WPLJ) New York, NY

WKHI Ocean City, MD
WCAU-FM Philadelphia, PA
WUSL Philadelphia, PA
WBZZ (B-94) Pittsburgh, PA

WOMP-FM  Wheeling, WV
WILK Wilkes-Barre, PA
WKRZ Wilkes-Barre, PA
WQXA (Q-106) York, PA
WYCR York, PA

WLS-AM/FM Chicago, IL
WKRQ (Q-102) Cincinnati, OH
WDMT Cleveland , OH

WGCL Cleveland, OH

WNCLFM Columbus, OH
WXGT-FM (92X) Columbus, OH
WCZY Detroit, Mi

WDRQ Detroit, M

WHYT Detroit, MI

WZUU Milwaukee, W(
WKZW (KZ-93) Peoria, IL
WRKR Racine, Wi

WZOK Rockford, IL
WSPT Stevens Point, W|

KIS Los Angeles, CA

KKHR Los Angeles, CA

KOPA Phoenix, AZ

KZZP Phoenix, AZ

KFMY Provo, UT

KDZA Pueblo, CO

KRSP Salt Lake City, UT
KSDO-FM(KS 103) San Diego,
CA

REGION 3

FL,GA,NC,SC,East TN,VA

HALL & OATES

METHOD OF MODERN LOVE

PRINCE

| WOULD DIE FOR YOU

CULTURE CLUB

MISTAKE NUMBER THREE

WISE Asheville, NC

WOQXI-FM (94-Q) Atlanta, GA
WVEE (V-103) Atlanta, GA
WZGC (Z-93) Atlanta, GA
WBBQ-FM Augusta, GA
WSSX Charleston, SC

WBCY Charlotte, NC

WCKS (CK-101) Cocoa Beach,
FL

WNOK-FM Columbia, SC

WNFI (1-100) Daytona Beach, FL

WOKI Knoxville, TN

WHYI (Y-100) Miami, FL
WINZ-FM (1-95) Miami, FL
WKZQ-FM Myrtle Beach, SC
WNVZ Norfolk, VA

WBJW Orlando, FL

WRVQ (Q-94) Richmond, VA
WXLK (K-92) Roanoke, VA
WAEV Savannah, GA

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

WDCG (G-105) Durham/Raleigh, NC WSEZ Winston-Salem, NC

WFLB Fayetteville, NC
WRQK Greensboro, NC
WANS Greenville, SC

REGION S

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

PRINCE
1 WOULD DIE FOR YOU

HALL & OATES
METHOD OF MODERN LOVE

THE POINTER SISTERS
NEUTRON DANCE

KFYR Bismarck, ND

KFMZ Columbia, MO

KIIK Davenport, 1A

KMGK Des Moines, 1A

WEBC Duluth, MN

KQWB Fargo, ND

KKXL-FM Grand Forks, ND
KRNA lowa City, 1A

KBEQ (Q-104) Kansas City, MO
KDWB-AM Minneapolis, MN
KDWB-FM Minneapolis, MN
WLOL Minneapolis, MN

KJYO (KJ-103) Oklahoma City,
OK

KQKQ Omaha, NE
KKLS-FM Rapid City, SD
KKRC Sioux Falls, SD
KHTR St.Louis, MO
KDVV Topeka, KS

KAYl Tulsa, OK

KRAV Tulsa, OK

KFMW Waterloo, 1A
KEYN-FM Witchita, KS

REGION 8

AK,Northern CA,ID,MT,Northern
NV,OR,WA WY

HALL & OATES

METHOD OF MODERN LOVE

PRINCE

| WOULD DIE FOR YOU

WHAM FEATURING GEORGE MICHAEL
CARELESS WHISPER

KYYA Billings, MT
KBBK Boise, ID

KTRS Casper, WY
KMGX Fresno, CA
KYNO-FM Fresno, CA
KGHO Hogquaim, WA
KOZE Lewiston, ID
KHOP Modesto, CA
KOSO Modesto, CA
KiDD Monterey, CA
KMJK Portland, OR
KSFM Sacramento, CA
KWOD Sacramento, CA
KSKD Salem, OR

KITS San Francisco, CA
KWSS San Jose, CA

KSLY San Luis Obispo, CA
KPLZ Seattle, WA

KUBE Seattle, WA

KNBQ Tacoma, WA

18

www.americanradiohistorv.com

BILLBOARD DECEMBER 15, 1984



www.americanradiohistory.com

Billboard

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.

REGION 1

CT,MA,ME,NY State,RILVT

FOREIGNER
| WANT TO KNOW WHAT LOVE IS

ALPHAVILLE
BIG IN JAPAN

GUIFFRIA
CALL TO THE HEART

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 Canton, 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

oCopyright 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.

NATIONAL
196 REPORTERS NUMBER
REPORTING
GUIFFRIA CALL TO THE HEART caMEL/MCA 24
TEENA MARIE LOVERGIRL epic 22
FOREIGNER | WANT TO KNOW WHAT LOVE IS ATLANTIC 22
STEVIE WONDER LOVE LIGHT IN FLIGHT motowN 20
DAVID BOWIE TONIGHT Em-AMERICA 18

REGION 2

DE,D.C.,MD,NJ,NY Metro,PA WV

GENERAL PUBLIC
TENDERNESS

CHICAGO
YOU'RE THE INSPIRATION

ELTON JOHN
IN NEON B

A-1 One Stop New York, NY
All-Service One-Stop Union, NJ
Alpha Rack New York, NY

Alwic Records Elizabeth, NJ

Benel Dist. Bronx, NY

C&M 1-Stop Hyattsville, MD

Eastern One-Stop Philadelphia, PA
Eiroy Enterprises 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 Baltimore, MD
Musicden Edison, NJ

National Record Mart Pittsburgh, PA
Oasis Pittsburgh, PA

Oasis Bethel Park, PA

Peaches Rockville, MD

Record & Tape Ltd. Washington, DC
Record Bar Morgantown, WV
Richmond Bros. 1-Stop Pennsauken, NJ
Sam Goody Baltimore, MD

Sam Goody Philadeiphia, PA

Sam Goody Masapequa Masapequa, NY
Seasons Four Records Hyattsvilie, MD
Shulman Rec. Co. Cinnaminson, NJ
Tape King One Stop Hillside, NJ

The Wiz Brooklyn, NY

Tower New York, NY

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

Wee Three FPhiladelphia, PA

Win 1-Stop Long Island City, NY

REGION 3

FL,GANC,SC East TN,VA

CHICAGO
YOU'RE THE INSPIRATION

FOREIGNER
| WANT TO KNOW WHAT LOVE IS

GUIFFRIA
CALL TO THE HEART

Album Den Richmond, VA

Bibb One Stop Charlotte, NC
Camelot Atlanta, GA

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

Oz 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 Durham, NC
Record Bar Savannah, GA
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,OK,SD

GUIFFRIA
CALL TO THE HEART

TEENA MARIE
LOVER GIRL

DAVID BOWIE
TONIGHT

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 St. Louis, MO

Musicland Minneapolis, MN

Record Bar Norman, OK

Record Bar Cedar Rapids, IA
Streetside Records St. Louis , MO

The Record Shop Edina, MN

REGION 7

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

STEVIE WONDER
LOVE LIGHT IN FLIGHT

TEENA MARIE
LOVER GIRL

DAVID BOWIE
TONIGHT

Abbey Road One Stop Santa Ana, CA
Alta One-Stop Salit 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 Irvine, CA

Record Bar Colorado Springs, CO
Record Bar Salt Lake City, UT
Record Retreat Los Angeles, CA
Show Industries Los Angeles, CA
Sound Barrier Tucson, AZ

Tower Anaheim, CA

Tower ElCajon, CA

Tower Las Vegas, NV

Tower San Diego, CA

Tower San Diego, CA

Tower Sherman Oaks, CA

Tower Los Angeles, CA

Tower Tempe, AZ

Tower Panorama City, CA

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

REGION 4

tLIN,KY,MI,OH,WI
BILLY OCEAN
LOVER BOY

STEVIE WONDER
LOVE LIGHT IN FLIGHT

DAVID BOWIE
TONIGHT

Ambat One-Stop/Record Theater 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, MI
Music Peddlers One Stop Troy, MI
Musicland Norridge, IL

Northern Record 1-Stop Cleveland, OH
Oranges Chicago, IL

Peaches Cincinnati, OH

Radio Doctors Milwaukee, Wi

Rapid Sales Madison, Wi

Record City Skokie, IL

Record Works Bellvue Park, IL
Rose Records Chicago, IL

Scott’'s 1-Stop Indianapolis, IN
Sound Video One Stop Niles, IL
The Record Store Chicago, IL

Vinyl Vendors Kalamazoo, M!

Wax Works Owensboro, KY

REGION 6

AL,AR,LA,MS,West TN, TX

MIDNIGHT STAR
OPERATOR

GUIFFRIA
CALL TO THE HEART

ASHFORD & SIMPSON
SOLID

Budget Corpus Christi, TX

Camelot N.Richland Hills, TX
Camelot Little Rock, AR

Camelot Plano, TX

Central-South One-Stop Nashville, TN
Disc Records E! Paso, TX

Discount Records Nashville, TN
H.W. Daily Houston, TX

Hastings Arlington, TX

Hastings Austin, TX

Hastings Houston, TX

Hastings San Antonio, TX

Hastings Tyler, TX

Melody Shop Dallas, TX

Music City One-Stop Nashville, TN
Musicland Birmingham, AL
Peaches Memphis, TN

Poplar Tunes Memphis, TN

Star Records El Paso, TX

Sunbelt Music 1-Stop Dallas, TX
Texas Tapes & Records Houston, TX
Western Merch. One Stop Houston, TX
Wherehouse Records Metaire,, LA

REGIO

AK,Northern CA,iD,MT,Northern NV,OR,WA WY

TEENA MARIE
LOVER GIRL

DAVID BOWIE
TONIGHT

PHILIP BAILEY
EASY LOVER

Budget Boise, ID

Budget Cheyenne, WY

Dan Jay Tuilwila, WA

Eli's Record & Tape Spokane, WA
Eucalyptus Records Napa, CA
Leopold's Berkeley, CA

Music People’s 1-Stop Oakland, CA
Musicland Billings, MT

Musicland San José€, CA

Peaches Seattle, WA

Rainbow One-Stop S.San Francisco,, CA
Sea-Port 1-Stop Portland, OR
Tower Portland, OR

Tower San Francisco, CA

Tower Campbell, CA

Tower Concord, CA

Tower Sacramento, CA

Tower Seattle, WA

Westgate Records Boise, ID
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Promotions

TOP ROCK TRACKS

MOVING MT. HOOD
KMIJK (Magic 107 FM) Portland,
Ore. (top 40)

prizes, including a trip for two to
San Diego, a $100 gift certificate
from Jerry Leonards, or a lotta lin-
guini—the winner’s weight in pasta.

through stereo headphones. Con-
sumer information will be dissemi-
nated continuously on the air at the
outlets, through spot schedules by

& Contact: Kathy Callis 3 : > l
« /9 X Compiled from national album-oriented While hunger in Ethiopia has taken . The cheerful chubble:s will be retailers and at the point of pur-
S/E/€/L radio airplayreports. | | remijer status at fundraisers judged in three categories: form, chase. _
o;% ,:* g/ 9 throughout the States, Magic 107 crowd appeal (costumes are urged .By. Christmas, no Chicago AM ra-
RS Jf_o $ ARTIST TITLE FM has found another cause to sup- ~ for the latter) and, of course, size of  dio listener should be unaware of
CABER port. At least the morning team of  splash. Spectators are welcome at  AM stereo, its capabilities and
1| 2| 2| s | DONHENLEY THE BOYS OF SUMMER ﬁlan %:xdwi]ll_ an(}1 dent I};hi(lili;l;(s_ gu; ogq:sizsed e:serét hgid at Denver’s  availabilities.  ROLLYE BORNSTEIN
ave. They claim the Mt. Hood ski elebrity Sports Center.
2 | v [ [ 7 | ERYANADAMS RUNTOYOU | 4reas would better serve the metro  AM STEREO COOPERATION
3 " 2 FOREIGNER | WANT TO KNOW WHAT LOVE IS if they were about, say, 40 miles WLS, WMAQ, WGN, WAIT, WGCI
ATEANTIC o closer to Portland. Chicago
4 | 4 | 4 | 8 | PATBENATAR WE BELONG Gresham is clearly the city of Contact: John Gehron WLS VP/
choice, according to the duo, whore- GM
5|5 | 6 | 5 | THEKINKS LA alize no mountain, no skiing. The In what is probably the first multi-
6 1 3| 3| g | JULIANLENNON VALOTTE only thing left to do, of course, is to  station AM stereo promotion within
ATLANTIC relocate Mt. Hood, that majestic a given market, the above five sta-
7 1122l s GIUEFFR(!A CALL TO THE HEART peak off in the distance over the tions, representing formats from
== Portland skyline. country to urban, have banded to- 4 bought, rented,
8 | 8 | 7 | 10| BOBSEGER&THE SILVER BULLET BAND UNDERSTANDING Naming Ross Island Sand &  gether with Sony to do a pre-Christ- hired, whatever you need,
9 BRUCE SPRINGSTEEN BORN INTHE USA. Gravel as Magic 107’s official Mt.  mas push on Sony’s AM stereo radi- we'll tell the world in
1§10 11| coumam Hood Mover, the pair was dis- os (which pick up all the systems in s .
10| 18| 28 | 4 | BRYANADAMS IT'S ONLY LOVE traught to learn that the estimated use). _g g i d, g4
Aam costs of more than $100 million The month-long promotion pro- = prfbogrs st N
116 [ 5 | 10 | RODGERHODGSON RADIZIDREARS would cover only the first 1,000 feet  vides each outlet with giveways of e
of the mountain—an especially dis- several AM stereo/FM stereo Walk- Serrette toda
1210 | n | 7 | JQUNEAFFERTY 4BEAVERBROWNBAND TENDERYEARS | ¢ sing statistic in light of the fact mans and AM stereo table radios. ‘f{;ﬁ%’; 203.7524 (NJ
131 13| 12 5 | DEEPPURPLE PERFECT STRANGERS that the duo had hoped to add anoth-  The push will be supported by 150 . il 212-
MERCURY er 1,000 feet to the top of the peak in  dealers with point-of-purchase dis- residents dia
1“7 (157 |ToT0 STRANGER IN TOWN order to begin a drive tonring the plays allowing consumers to listen 764-7388)
1996 Winter Olympics to Gresham.  to all five AM stereo outlets
15] 25 | 50 | 3 | JRIUMPH Sl The tongue-?n-é)heek fundraiser
16| 15| 181 & | JOHNPARR NAUGHTY,NAUGHTY has netted callers ranging from ge-
ATEANTIC : ologists to realtors offering sugges-
17|17 |« | 3 | PHILIPBAILEY EASY LOVER tions on prime locations for the new IF YOU WANT TO KNOW
18! s | 9 | g | REOSPEEDWAGON | DO'WANNA KNOW %].?]t'CA]so S]uppfoth.m% t}f.e m&‘:j s ABOUT THE BRITISH MUSIC
EPIC 1 Onnerhy O. 122) er.]me o gleé INDUSTRY
who says shayin miles
9z 6|1 B PRIDE (NTHE NAVE OF LV | ip would certainly boost business YOU SHOULD SUBSCRIBE TO
HONEYDRIPPERS ROCKIN' AT MIDNIGHT at his establishment.
20 [ 16 | 14 ] 10 ES PARANZA Despite the drawbacks, the team U S c U c c U
21 | 3 RN EATEENSTE IR ENDIAIED says they’re committed (or soon =2) c c n
' will be) and vows there are no plans
2| 0| 8 | 4| HRVIVOR |CANTHOLDBACK | 5 drop the effort now. g THE UK’S MUSIC BUSINESS PAPER
23| 21 | 3| 7 | EUROGLIDERS HEAVEN (MUST BE THERE) Featuring the following charts: THE OFFICIAL BRITISH RECQRD
THANKSGIVING MOURNING INDUSTRY TOP 75 SINGLES - TOP 100 ALBUMS - NEW RELEASES -
24 | 2|35 | 5 | KROKUS OURLOVE |  WRIF Detroit (AOR) SINGLES & ALBUMS - DISCO & DANCE — TOP 50 SINGLES/TOP 25
25|19 | 13| 8 | HONEYDRIPPERS SEA OF LOVE Contact: Dave Scott ) ALBUMS - INDIES - AIRPLAY ACTION - EUROPARADE TOP 40
ESlganing) The dreaded reality of Thanksgiv- SINGLES - MUSIC VIDEOS Plus News. Studios. Radio. Marketing.
% |3 lu]s 3EER%§RI3URPLE KNOCKING AT YOUR BACK DOOR ing dm_ner usua}ly sets in later in Staff changes. and more. .
the holiday evening, when the mere
27 |3 JULIAN LENNON TOO LATE FOR GOODBYES |  thought of turkey is followed by the SUBSCRIPTION FOR ONE YEAR — $168 (US)
2 2 ATLANTIC g y1s 1o y . o
THE CARS 0 AGAN reality that we will not only be Subscribe now by compieting the form below and send to:
B 7| 2|9 deam thinking about it, but eating it, for Ira Mayer OR  Music Week Subscriptions
29 | 35 | 49 | 3 | PLANET.P.PROJECT WHAT | SEE weeks to come (usually until the Music Week Suite 1703 Royal Sovereign House
MeA Christmas ham arrives, which puts 2 West 45th Street 40 Beresford Street
30 | 2 | 27| 7 | FRANKIE GOESTOHOLLYWOOD VUL o in )p061]< city }’ltil well into }'I:he N;,w New York NY 10036 London SE18 6BQ England
ear). ever housewlves have dis- EE TRS) SESEL CEIER RIS GENEN EEET EEUED GINNN GENND SENN GENEE GEEND BN
31| 2 21 7 g&ﬁ%‘?‘AL FEATURING PATTY SMYTH HANDS TIED guised the bird in every concoction r Please send MUSIC WEEK every week for ane year commencing immediately B
32| 2| 25| 4 | BLLYIDOL CATCH MY FALL from the unkpown ingredients' of I LS 58 I
CHRYSACIS “turkey surprise” to that morning Name l
3 NEW) DON HENLEY SUNSET GRILL fa\(/;orite, “chipp{(:edhtufkey o}r: bozst.” l Position
etting out of the latter has been
34 (33|31 | 5 | AUTOGRAPH TURN UP THE RADIO the purpgose of WRIF’s “Morning I ggg‘rz:sy l
5[] || mpawe NG | o peams veonint e g | | :
% 55 = | s | PETERWOLF TNEED YOU TONIGHT erow hasybroa deast feom the bistor. l Access/Diners Ciub International/Visa/Eurocard/American Express I
EMI-AMERICA R : Credit card no
ic site of the Mayflower Hotel in I l
37 | | 31| 7 | ASOC JALERZLS Plymouth, Mich., inviting listeners Signature B8
38 38 ] 10 MOLLY HATCHET SATISFIED MAN to come in and jOin in the festivities, L L _JC L _JC_JC_JC L _JL_JC_JC__JC_JC_ 1L J
EPIC including everything but turkey.
39 NEW)D %&YL‘;&R HIGH ON YOU hLater in the evening, the hotel is
- - the scene of a post-Thanksgivin -
20 | %0 | 26 | 9 | PAULMCCARTNEY NO MORE LONELY NIGHTS | 0 "} cted b;r) WRIF, inclguding SIO[WIN 5
a1 3 9 LOS LOBOS DON'T WORRY BABY the “lef Classic Video Collection”
SLASH/WARNER BROS. featuring rare footage of such local
2| 2 | REOSPEEDWAGON CAN'T FIGHT THIS FEELING acts as Ted Nugent and Bob Seger
as well as the Beatles, Stones and
3 | & 2 | U2 WIRE other rock immortals. Two cans of
44 | 41 | 22 | g | HUEYLEWISANDTHENEWS  WALKING ON A THIN LINE food (benefitting a local soup kitch-
en) serve as admittance for both
a5 NEW) MOLLY HATCHET STONE IN YOUR HEART functions.
46 | 47 ] | 2 | BRYAN ADAMS SUMMER OF 69’ THE GREAT INDOOR BELLY FLOP CONTEST
BRYAN ADAMS KID KIMN Denver (contemporary)
i NEWD AsM S WARNNA RoCK “No Guts, No Glory” is the theme Satin Jackets  Sweatshirts MERRY CHRISTMAS
48 | 37 | 39 | 6 | YANHALEN HOT FOR TEACHER behind Kimn’s indoor belly flop con- -Shirts
2 test, which is open to all listeners Unique custom made jackets w o R L D
9 | a8l |n RDCAARYL HALL & JOHN OATES OUT OF TOUCH we]i]ghing in excess of 250 pounds for the Rock 'N' Roll trade.
willing to embarrass themselves | \
50 | 39 | 30 | 7 | THEJGEILSBAND CONCEALED WEAPONS publicly with the hope of winning | {126 Ves! 2(22 15;) gg:_ (Lo;;. N.Y.10011 AP R B DL
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Voice of America. WCBS-FM New York program director Joe McCoy, right,
greets Mel Allen, “‘the voice of the Yankees,” who hosted the station’s recent
“World Series Weekend,” recapping Series highlights from 1955 through 1983.

Washington Roundup

BY BILL HOLLAND

GLASS 1V STATIONS will be able
to raise their nighttime power from

. 250 watts to one killowatt as of Sat-

urday (15), now that the FCC and
the State Department have gotten
the okay from Mexico and Canada.
Ten stations along the Mexican bor-
der will have to stay at 500 watts at
night until this July, however, when
they too will then be authorized to
pump up their nighttime signal..

JUST A REMINDER: As of Jan. 1,
some stations must assume com-
plete financial responsiblity for re-
solving blanketing interference
complaints—if they are new, or if
they are changing facilities. Exist-
ing stations are also charged with
defining and trying to resolve com-
plaints, but will not have to bear the
burden of costs. So sayeth the FCC.

HERE’S THE LATEST on the new
FM station drop-in allocations in the
FCC’s seemingly never-ending
Docket 80-90: first, a staggered ap-
plication period in January, and sec-
ond, a lottery for a channel for
which there are more than 35 appli-
cations. No lottery for channels
with less than 35, say FCC staffers.
At least for now.

SOCIAL DARWINISM AT THE
FCC? That’s what it seems like, as

Big Apple Awards
To Honor Spots

NEW YORK Those who lost their
bid for the Presidential nomination
may be interested in entering the
less grandiose Big Apple Radio
Awards campaign. Sponsored by
the New York Market Radio Broad-
casters Assn., the annual event hon-
ors commercial and/or public ser-
vice announcements aired between
September, 1983 and Nov. 1, 1984.
Award categories are broken into
national/regional and local spots,
with subdivisions for music, humor,
talk, new advertisers and public ser-
vice, plus a category for station-pro-
duced commercials in the local clas-
sification. Entries from stations and
advertising agencies will be accept-
ed through Jan. 4, with the awards
presentation taking place March 13
at the Sheraton Centre Hotel here.

the Commission has instructed ap-
plicants vying for those RKO sta-
tions in upcoming renewal hearings
to take their best shots at each oth-
er (legally speaking) first before
trying for TKOs with the RKO li-
censes. Meanwhile, the qualifica-
tions for RKO as a licensee for all of
its stations is still being weighed in
a single case: that of KHJ-TV.

GOOD NEWS FOR DAYTIMERS:
The FCC, on Dec. 3, approved a
compromise post-sunset power plan
for Class IlI stations submitted by
the Daytime Broadcasters Assn.
(DBA) and the Assn. of Broadcast
Engineering Standards (ABES).
The plan offers daytimers pre-6
p.m. power of “at least” 50 watts.
And, says the Commission, “many
will have substantially more.” That
means, barring interference prob-
lems, more like the minimum 100
watts (and 500 watts tops) first au-
thorized. The Commission also will
allow Class II stations to operate at
500 watts up to two hours past sun-
set.

NO MORE LOUSY AM RECEIV-
ERS: That’s the message which
NAB will try to get across, in more
genteel language, when they meet
this coming spring as part of the
new National Radio Systems Com-
mittee, a joint group of NAB and
Electronic Industries Assn. (EIA)
members. The EIA members will in-
clude radio receiver manufacturers,
who have already received copies of
the recent NAB AM improvement
study. Cheap receivers, critics say,
have contributed to the dip in AM
listenership and popularity.

'F SENATE LEADERSHIP
changes got a little too confusing,
here’s how the shifts in committee
and subcommittee chairmanships
affect broadcasters now that the
dust has settled: Sen. John Dan-
forth (R-Mo.) is replacing Bob
Packwood as chairman of the Com-
merce Committee, although Pack-
wood will still be a member of that
committee and will continue to push
for dereg and First Amendment
rights legislation. Sen. Barry Gold-
water (R-Ariz.), according to his of-
fice, plans to stay on as chairman of
the telecommunications subcommit-
tee.

VoX JOX

(Continued from page 14)

WE SPENT the weekend in Phila-
delphia reliving the past with
WFIL’s Joey Reynolds, who does
an AM chant that will not only bring
back the bandwidth, but may well
raise the dead—and hard as it is to
believe, it’s catching on. Every-
where he’s seen (like Saturday
night’s Be Bop Cafe appearance in
Media), people (and young people
at that) chime in, without prompt-
ing from Joey, “A-M, A-M, A-M"—
reminiscent of Murray the K’s “Aah
Bey’’ (or a Nazi invasion).

Joey's show, which can be seen on
Art Vuolo’s latest video of radio
stations, is augmented by news di-
rector Jeff Collins (whose wife
Gina does middays on the rising
country star in the city, Beasley’s
WXTU), producer Bill Marshall,
and Dina Cassie (who plays the
part of Mrs. LIN, never giving
Joey—or anyone else—any money).
They in turn are augmented by who-
ever happens by—including a squad
of cops with attack dogs, and sever-
al colorful listeners, like Agnes,
who’s given up her urban ways and
Power 99 for Joey. Walking over to
the Power 99 side of the building,
which Joey often does on the air, we
found PD Jeff Wyatt doing after-
noons, followed by Bugsy (Fred
Bugs). Assistant music director
Frank Cerami and weekend rap
queen Lady B (Wendy Clark) gave
us the official FM tour, while
WFIL'’s Scott Taylor, David Mad-
den and afternoon personality Den-
nis John Cahill showed us the AM
side of life. (

Oldies were also in rare form on
Baltimore’s WQSR, with PD Steve
Cochran in afternoons playing a
blend that frankly looks horrible on
paper (so we won't reprint it here)
but really worked on the air, rang-
ing from obscure r&b to Steely
Dan’s “Deacon BllTles,” and by the
time we were in range of one of our
perennial faves, Don K. Reed’s
“Doo Wop Shop”’ on WCBS-FM
New York, we actually opted for
something current for a change.

Tuning over to 103.5, the jock in-
formed us, “WAPP is having a cash
flow problem.” But before we got a
chance to applaud their truth in ad-
vertising stance, we realized it was
a promo for a money giveaway on
Harry Nelson’s afternoon show.
(Promos courtesy of Bobby Ocean,
of course, who by the time you read
this may have accepted the morning
show there permanently.)

As the WAPP jock lineup is in-
complete—though we’ve also heard
that Gerry Cagle has managed to
hire away our favorite L.A. jock,
KGFJ’s Willie Sancho, for 10 p.m.
to 2 a.m., following the newly hired
Gary Spears (from Chicago’s
WBBM-FM), who does 7 to 10—
Nelson is by far the most promoted
ingredient. Cagle urged us not to
listen (further emphasized by the
constant busy signal on the listen
line, which has us spending count-
less hours playing “The Apple”
over the phone'to interested PDs
coast to coast), but we’ve got to ad-
mit we’ve enjoyed what we’ve
heard. Obviously the elements
aren’t in place yet, providing some
humorous scenarios, and when you
listen in short bursts it can sound
odd. But on thg whole, we weren't
prompted to change that dial.

Checking into the hotel room in
Secaucus, we immediately turned
on the radio to see what the last pa-

tron, or the maids, were listening to.
|

No surprise here: WPLJ sounds
worthy of its increased numbers.
By next week we'll have checked
out Z-100 and everyone else, and
we’ll give you our totally biased
opinion then.

oVER ON Long Island, Ben Ma-
nilla has exited his WLIR morning
slot to concentrate on his latest tele-
vision effort: “New Music Plus,” a
video and interview format seen on
Manhattan Cable, but with any luck
(and sponsorship) soon to be on a
local indie. He’s also looking to get
back into syndicated production
(Manilla previously won a couple of
Armstrong Awards for his work on
Progressive Radio Network’s
“News Blimps”) or a network post.
You can reach him at (212) 228-1494
... Filling the morning slot are
Larry The Duck and Steve “The
Pistol” Jones. “Larry The,” by the
way, has been upped to music direc-
tor now that Rosie Pisani’s gotten a
real job (translation: non-radio) in
Manhattan.

Lee Jamison is upped to national
sales manager at San Francisco's
KMEL, which is touting NARM’s
“Give The Gift Of Music” this sea-
son...Overat KYUU, San Francis-
co 49er Dwight Clark now does a
morning sports update on True Don
Bleu’s show at 7:45 a.m. Monday
through Saturday ... 49er Dwight
Hicks, meanwhile, is doing likewise
on CBS’s Rocker (KRQR), where
he can be heard Monday, Tuesday
and Friday mornings.

Changes in the Detroit personal-
ity scene have WOMC’s Peter
Carey staying in afternoons but
moving to WNIC FM 100, where
Steve Cassidy now serves as pro-
duction director. Steve, as you'll re-
call, joined WCLS in the 9 to noon
slot last week after a production di-
rector stint across town at WMJC.

Down in Memphis, WGKX’s Bill
Knight segues across town to simi-
larly-formatted WMC-AM. He's
handling middays on the country
outlet, where you can hear his voice
when he’s not hawking Levitz furni-
ture along with David F. Diamond
and Roby Yonge.

HEMEMBER Johnny Holliday,
the fast-talking Cleveland jock who
was WHK in the '60s? Well, these

days he’s in D.C. on WMAL, but last-

weekend Color Channel 14 brought
him back to the North Coast as a
ringer for the WHK Radio-Onders.
The basketball team in Holliday’s
heyday was unstoppable against
various high school faculties, and 20
years later nothing has changed.
Holliday led the Radio-Onders to
victory against Brush High, break-
ing in the school’s brand new gym-
nasium. The all-star performance
was followed by a sock hop broad-
cast live on the AM oldies outlet.

San Antonio will soon be one
country station poorer. Longtime
c&w (dating back to the days when
the term was in vogue) outlet
KBUC will opt for news/talk when
the transfer of license to the newly
formed KSDR Inc. is complete.
Stepping in as president/station
manager is KCOR’s sales manager
Larry Safir.

Sandusky’s KLSY is doing well
enough in Seattle using George
Johns’ Classy approach that the
city may soon be deprived of its full-
time jazz outlet, KJZZ. Seems a for-
mat switch including some simul-
casting on co-owned KJZZ-AM is on
tap.

Billboard

RESEARCH
PACKAGES

The definitive lists of the
top hits year by year,
through the entire history
of the Adult Contemporary
Singles charts.

Based on the authoritative
statistical research of the
music industry’s foremost
trade publication.

THREE TITLES
AVAILABLE:

Number One Adult
Contemporary Singles,
1961 through 1983.
Lists Billboard issue date,
title, artist and label of the
number one record of each
week. $30.00.

Top Ten Adult Contem-
porary Singles, 1961
through 1983. Lists title,
artist and label of every
record which reached
number 10 or higher on
Billboard's Adult Con-
temporary Singles chart.
Listed alphabetically
within each year. #1 rec-
ords are indicated. $30.00.

Top Adult Contempo-
rary Singles Of The
Year, 1966 through
1983. The annual listings
of the top hits of the year in
rank order, as published in
Billboard's year-end spe-
cial issues. Includes title,
artist and label for each
entry. $30.00.

Individual yearly lists may
also be purchased sepa-
rately; see coupon below.
$5.00 per list.
Billboard Chart Research
1515 Broadway
New York, NY 10036

Please send me the follow-
ing Billboard Chart
Research Packages:

G-1 O Number One Adult
Contemporary
Singles @ $30.00
Top Ten Adult
Contemporary
Singles @ $30.00
Top Adult Con-
temporary Singles
Of The Year
@ $30.00
O Individual vearly
lists from ____
(please list book
code number) for
_  please
list vear(s) desired.

Check or money order is
enclosed in the amount of:

G20

G30

tSorry. no C O D or billing )

Name

Company

Address

City, State, Zip

Overseas air mail rates available
upon request.

BILLBOARD DECEMBER 15, 1984

|
|

www americanradiohistorvy com

21


www.americanradiohistory.com

N

Billboard

HOT
ADULT

or otherwise, without the prior written permission of the publisher.

CONTEMPORARY

- e
oCopyright 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,

A
@' Compiled from national radio airplay reports.
5 /&/8/S
YA
& [&/&/ s/ TIE ARTIST
L /I a _é’ LABEL & NUMBER/DISTRIBUTING LABEL
@ 31319 SEA OF LOVE  ES PARANZA 7-99701 /ATCO Weeks at No. One: 1
& HONEYDRIPPERS
2 1212110 NO MORE LONELY NIGHTS coLumsia 38-04581
& PAUL MCCARTNEY
@ 50618 DO WHAT YOU DO  arisTa 1-9279
@ JERMAINE JACKSON
4 slalio ALL THROUGH THE NIGHT  PORTRAIT 37-04639/EPIC
& CYNDI LAUPER
@ 71101 6 ALL | NEED QWEST 7-29238/WARNER BROS.
JACK WAGNER
6 1111112 PENNY LOVER  mOTOWN 1762
. @ LIONEL RICHIE
@ w1l VALOTTE ATLANTIC 7-89609
& JULIAN LENNON
8 slole AFTER ALL  WARNER BROS. 7-29262
& AL JARREAU
@ 1nluls WHEN OCTOBER GOES  ARISTA 1-9295
BARRY MANILOW
uirla YOU'RE THE INSPIRATION  FuLL MOON/WARNER BROS. 7-29126
£ CHICAGO
@ 1211316 UNDERSTANDING capiTOL 5413
BOB SEGER & THE SILVER BULLET BAND
1298 ln OUT OF TOUCH rca 13916
. & DARYL HALL & JOHN OATES
JAMIE ARISTA AS1-9293
® 16 ,23 v RAY PARKER JR.
1M lslsn WAKE ME UP BEFORE YOU GO-GO  coLumsia 3804552
& WHAM
15 (1317 112 WHAT ABOUT ME? rca 13899
KENNY ROGERS WITH KIM CARNES AND JAMES INGRAM
1 DESERT-MOON  aam 2666
6115)12 )18 & DENNIS DEYOUNG
CAN'T LET GO  aTLANTIC 7-89611
17 118118 8 & STEPHEN STILLS
SKYLARK  AsYLUM 7-69671
%3713 LINDA RONSTADT
25 38 3 LOVE LIGHT IN FLIGHT  moTOWN 1769
STEVIE WONDER
; THIEF OF HEARTS  CASABLANCA 880308-7/POLYGRAM
20(22)6 & MELISSA MANCHESTER
MISSING YOU Rca 13966
@|z|%|3 DIANA ROSS
TH AMO  ATLANTIC 789608
@ B125)6 LAURA BRANIGAN
FOOLISH HEART  coLumBIa 3804693
@ 8133 STEVE PERRY
TAXI DANCING Rca 13861
B1B]3 RICK SPRINGFIELD
CARIBBEAN QUEEN  JIvE/ARISTA 1-9199
L ai615 @ BILLY OCEAN
1 JUST CALLED TO SAY | LOVE YOU MOTOWN 1745
26 171518 & STEVIE WONDER
@ 38 - | 2 | 'NNEON GEFFEN 7-2911/WARNER BROS.
ELTON JOHN
IT AIN'T ENOUGH  emi-aMmERICA 8236
811941919 & COREY HART
@ NEW} MAKE NO MISTAKE, HE'S MINE  COLUMBIA 38-04695
BARBRA STREISAND WITH KIM CARNES
30 | 22115 NOBODY LOVES ME LIKE YOU DO capiToL 540
ANNE MURRAY & DAVE LOGGINS
31 12424 8 SLEEP WITH ME TONIGHT COLUMBIA 38-04646
NEIL DIAMOND
@ NEW ’ BABY COME BACK TO ME  aTLaNTIC 7-85994
THE MANHATTAN TRANSFER
@ NEW} | WANT TO KNOW WHAT LOVE IS  ATLANTIC 7-89596
FOREIGNER
@ 36140/ 3 TENDER YEARS  scOTTI BROS. 4-04682 /EPIC
& JOHN CAFFERTY
35 131126119 HARD HABIT TO BREAK  FuLL MOON/WARNER BROS. 7-29214
& CHICAGO
WE BELONG cHrysaLls 4-42826
4
36 |33 J & PAT BENATAR
ALL BEHIND US NOW  QwEST 7-29136 /WARNER BROS.
37 13383 PATTI AUSTIN
LIKE A VIRGIN SIRE 7-29210 /WARNER BROS.
0l-2 & MADONNA
LOVE AGAIN Rca 13931
39 (006 JOHN DENVER & SYLVIE VARTAN
NEW> CARELESS WHISPER  COLUMBIA 38-04691

¢ WHAM FEATURING GEORGE MICHAEL

Q Products with the greatest airplay this week. ® Recording Industry Assn. Of America (RIAA) seal for
sales of 500,000 units. A RIAA seal for sales of one million units.
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76 REPORTERS

ELTON JOHN
IN NEON

BARBRA STREISAND WITH
KIM CARNES
MAKE NO MISTAKE, HE'S MINE

MANHATTAN TRANSFER
BABY COME BACK TO ME

FOREIGNER
| WANT TO KNOW WHAT LOVE
1S

WHAM FEATURING GEORGE
MICHAEL
CARELESS WHISPER

WSKY Asheville, NC
WRMM Atlanta, GA
WSB-AM Atlanta, GA
KEYl Austin, TX
WBAL Baltimore, MD
WFBR Battimore, MD
WAFB Baton Rouge, LA
WJBC Bloomington, IL
KBOl Boise, ID
WBEN-AM Buffalo, NY
WGR Buffalo, NY
KTWO Casper, WY
WVAF Charleston, WV
WBT Charlotte, NC
WCLR Chicago, IL
WYEN Chicago, IL
WKRC Cincinnati, OH
WLLT Cincinnati, OH
WMJI Cleveland, OH
WZZP Cleveland, OH
WTVN Columbus, OH
KMGC Dallas, TX
WLAD Danbury, CT
WHIO-AM Dayton, OH
KHOW Denver, CO
KRNT Des Moines, IA
WOMC Detroit, M
WRIE Erie, PA
WEIM Fitchburg, MA
'WTIC-AM  Hartford, CT
WENS [ndianapolis, IN
WSLI Jackson, MS
WIVY Jacksonwille, FL
KMJJ Las Vegas, NV
KOST Los Angeles, CA
WHAS Louisville, KY
WRKA Louisville, KY
WMAZ Macon, GA
WIBA Madison, Wi
WRVR Memphis, TN
WAIA Miami, FL
WISN Milwaukee , WI
WTMJ Milwaukee, Wi
WCCO Minneapolis, MN
WLTE Minneapolis, MN
KWAV Monterey, CA
WHHY Montgomery, AL
WLAC-FM Nashville, TN
WCTC New Brunswick, NJ
WPIX New York, NY
WWOE Norfolk, VA
KLTE Oklahoma City, OK
KOIL Omaha, NE
KKLT Phoenix, AZ
KOY Phoenix, AZ
WWSW Pittsburgh, PA
KEX Portland, OR
KGW Portland, OR
WPRO-AM Providence, R}
WPTF  Raleigh, NC
WRVA Richmond, VA
WHAM Rochester, NY
KQSW Rock Springs, WY
WSGW Saginaw, M|
KSL Salt Lake City, UT
KFMB-AM San Diego, CA
KFMB-FM San Diego, CA
WGY Schenectady, NY
KIXl Seattle, WA
KKPL Spokone, WA
KSD St. Louis, MO
KKJO St.Joseph, MO
WIQI Tampa, FL
WWWM  Toledo, OH
KRAV Tulsa, OK
WLTT Washington, DC

A weekly national compilation of the most
added records on the radio stations currently
reporting to the Top Adult Contemporary

ADULT CONTEMPORARY
MOST ADDED

NEW TOTAL
ADDS ON
16 35
16 26
6 22
12 22
11 15

~ Featured Programming

AS THE HOLIDAY season brings
out the best in all of us, so it goes on
the syndication side. Leading the
pack this week are the ABC Radio
Networks, who are simulcasting
HBO’s “Willie Nelson’s New Year's
Eve Party.” Performing from his
home state of Texas, Nelson will ap-
pear with fellow outlaw Waylon
Jennings and Jennings’ wife Jessie
Colter for an evening of their great-
est collaborations and solo efforts.
And, on Dec. 18, ABC Entertain-
ment Networks are rewinding the
year’s events into a ‘““Year In Re-
view’’ program. The special fea-
tures ABC news correspondents
discussing 1984’s politics, sports,
lifestyle changes and entertainment
phenomena.

New York-based Narwood Pro-
ductions is offering Christmas spe-
cials to its weekly shows ‘“The Mu-
sic Makers” and ‘‘Country Closeup”
to air the week of Dec. 17. Hosted
by Skitch Henderson, the “Music
Makers” program will feature sea-
sonal reflections from big bands
and MOR artists such as Jo Staf-
ford, Herb Alpert, Rosemary
Clooney and others. Country fans
can look for contributions from the
Oak Ridge Boys, Alabama, Ricky
Skaggs and many more on the
“Country Closeup” special. And to
add to the firm’s Christmas cheer,
Narwood has awarded producer ti-
tles to Dave LeVan and Janice
Ginsberg, former engineering vice
president and talent coordinator/
PR director respectively.

The United Stations also plays
Santa Claus to country music fans
this year with ‘“Christmas Around
The Country,” a three-hour install-
ment of its “Country Six Pack” pro-
gram that airs the weekend of Dec.
21-25. The show features music and
memories from 24 of the genre’s big
guns and a yet-unheard interview
with the late Marty Robbins. The
lineup includes Willie Nelson, John-
ny Cash, Conway Twitty, John Den-
ver, Ronnie Milsap, Hank Williams
Jr. and several others.

MYSTERY AND CHARITY meet
their match as ‘“Sesame Street
Live” proclaims Dec. 22 RKO Gen-
eral Day. What this means is that
all ticket sales proceeds for “Miss-
ing Bird Mystery,” a gala kiddie ex-
travaganza to be held at Madison
Square Garden, will be donated to
the Christmas Children’s Fund, a
collective charity channeled
through various RKO properties.
More in the line of ghosts of
Christmas past, WLIR Long Island
presents a Lou Reed radio concert
Tuesday (11) at 9 p.m. The station
recorded the concert in December,
1972 ... Bronx-based Progressive
Radio Network continues to live up
to its name in the form of creative
programming on its two-minute in-
formation feature “News Blimp.”
Covered in this week’s series are
the all-important topics of skirts as
the latest fad in men’s fashion, a
phone-in psychiatry service and the
truth about singles conventions.
And new from the firm is “On Tar-
get,” another short-form feature
exploring a variety of contemporary
lifestyles. The show will be avail-
able early next year on a market ex-
clusive, cash or barter basis.
KIM FREEMAN

Below is o weekly calendar of up-
coming network and syndicated
music specials. Shows with multi-
ple dates indicate local stations
have option of broadcast time
and dates.

Deec. 10, Kool & the Gang, The
Hot Ones, RKO Radioshows, one
hour.

Dec. 10, Don Henley, Rockline,
Global Satellite Network, 90 min-
utes.

Dec. 10-16, Eurythmics, Thomp-
son Twins’ single premiere, Rock
Over London, Radio International,
one hour.

Dec. 10-16, Molly Hatchet,
PFM’s Guest DJ, Radio Interna-
tional, one hour.

Dec. 10-16, Nat King Cole Trib-
ute, Part II, The Music Makers,
Narwood Productions, one hour.

Dec. 10-16, Reba McEntire,
Country Closeup, Narwood Produc-
tions, one hour.

Dec. 10-16, Rush, Off The Rec-
ord Specials with Mary Turner,
Westwood One, one hour.

Dec. 10-16, Terri Gibbs, Live i
From Gilley’s, Westwood One, one |
hour. ‘

Dec. 10-16, Golden Earring,
Blackfoot, In Concert, Westwood
One, 90 minutes.

Dec. 10-16, Paul McCartney,
Part I1, Star Trak Profiles,
Westwood One, two hours.

Dec. 10-16, Bar-Kays, Part 11,
Special Edition, Westwood One,
one hour.

Dec. 10-16, Molly Hatchet, In-
nerview, Inner-View Radio Net-
work, one hour.

Dec. 10-16, Deborah Allen, Rafe
VanHoy, Country Music Radio
Magazine, Creative Radio Net-
work, one hour.

Dec. 10-16, Dionne Warwick,
Ray Stevens, Gary Owens Super-
tracks, Creative Radio Network,
three hours.

Dec. 14-16, Olivia Newton-John,
Rare & Scratchy Rock’n’Roll, Pro-
gram Services Group, three hours.

Dec. 14-16, Paul McCartney,
Rick Dees’ Weekly Top 40, United
Stations, four hours.

Dec. 14-16, Earth, Wind & Fire,
Dick Clark’s Rock, Roll & Remem-
ber, United Stations, four hours.

Dec. 14-16, T.G. Sheppard,
Weekly Country Music Countdown,
United Stations, three hours.

Dec. 14-16, Brook Benton, The
Great Sounds, United Stations,
four hours.

Dec. 14-16, Earl Thomas Conley,
Solid Gold Country, United Sta-
tions, three hours.

Dec. 14-16, Phil Collins, Super-
stars Rock Concert, Westwood
One, 90 minutes.

Dec. 14-16, Electric Mind Mas-
sage, Radiofree Bleecker, Continu-
um Broadcasting Network, one
hour.

Dec. 14-16, Paul McCartney, Top
30 USA, CBS RadioRadio, three
hours.

Dec. 14-16, Top 40 Satellite Sur-
vey hosted by Dan Ingram, CBS
RadioRadio, three hours.

Dec. 14-16, More Solo Careers,
Rock Chronicles, Westwood One,
one hour.

Dec. 14-16, Kip Addotta, Dr. De-
mento, Westwood One, two hours.

Dec. 14-16, Don Henley, Ray
Davies, Rock Album Countdown,
Westwood One, two hours.
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FRUITFUL TIMES FOR STRAWBERRIES

Massachusetts Chain Plans Continued Expansion

BY FRED GOODMAN

NEW YORK Although many
chains are greeting the renewed
vigor of the prerecorded music.mar-
ket with an eye towards expansion,
few are moving as aggressively as
the 45-store Strawberries. The Fra-
mingham, Mass.-based chain has
added 14 new outlets in 15 months,
and is projecting 60 stores by June
with as many as 20 video depart-
ments.

“Business is unbelievably good,”
says chain head Morris Levy. He
adds that business has been up for
the web on a store-for-store basis in
each of the seven years he has been
involved with Strawberries. “We’ve
been moving right along, adding
eight to 10 stores a year for the last
four years—even during the so-

, called bad years.”

With stores in malls, strips and
free standing locations, Strawber-
ries runs the gamut in terms of loca-
tion. And Mark Briggs, the chain’s
real estate developer, says there are
no hard and fast rules.

“It’s a real gut thing,” he says of
scouting locations. ‘“Our philosophy

is to go to the main intersection and
start there. As vou go out from the
hub, the price for a location goes
down.””

A discounter, Strawberries does
tend to gravitate to off-price loca-
tions in small malls and strips. In
some markets, like Clifton, N.Y.,
the company has bought land near a
mall and built its own shop. Briggs
estimates that Strawberries owns
about one-fourth of its locations.

“We like high visibility and a high
profile,” he says. “We concentrate
on off-price locations, particularly if
we can be situated next to a major
mall. We're in the malls, too, but we
feel that a little building by the road
could be better sometimes. After
all, we're selling an impulse item.”

While the chain likes its custom-
ers impulsive, the process by which
stores and markets are opened up is
very deliberate. “We always look to
have our stores in groups,”’ says
Levy. Clusters of stores have been
developed in the Albany and Kings-
ton, N.Y. areas, as well as the Hart-
ford and Springfield, Conn. mar-
kets.

The next targeted area for Straw-

berries is southern New Jersey,
with the first store bowing in Cher-
ry Hill within the next few months.
“We’re looking at many other loca-
tions in the area,” says Briggs, who
adds that the chain’s prices are
“universal,” and will bz the same in
New Jersey as they are in New En-
gland and upstate New York.

Although Strawberries had been
growing at the rate cf eight to 10
stores a year, Levy says the more
accelerated growth of the last year
was fueled in part by the addition of
a computer system. He credits the
streamlined inventory system with
making it easier to open new outlets
as a package.

“Rather than simp’y picking and
choosing the catalog each time we
open a store, we now have a master
list,” adds Briggs. “We.can expand
and contract that as we need to, and
we already have most of the prod-
uct in stock.”

Although Strawberries outlets
tend to range between 1,600 and

(Continwed on page 25)

by Mike Shalett

IS THERE an overall trend among
record consumers that can be
linked to their tastes in radio for-
mat? Do top 40 listeners behave
differently than their album radio
counterparts? We think the an-
swer to both of the above ques-
tions is yes.

In the summer of 1983, our
Street Pulse Group Consumer Sur-
veys found that nearly half of our

it is probably too early to tell. As
compared to the figures from last
summer, there has been some in-
crease in male consumers who pre-
fer contemporary radio, from 45%
to the current 50.5%.

Soft rock is on the increase with
both types of listener. It is the
most popular type of music with
the hit radio listener, having
passed the previous champion, new
wave music, this summer. Hard
rock is a distant third and holding

Statistics pinpoint the differences
between top 40 and AOR listeners

sample, 43.8%, prefered listening
to an AOR station. At the time,
24.7% of the sample indicated they
prefered a contemporary hit radio
station.

In January of this year we found
that the percentage difference had

| narrowed significantly. With the

exception of a jump in a summer
survey, it has run steadily at 36%
for AOR and 31% for top 40. Dur-
ing the summer we had seen an in-
crease in 16- to 18-year-olds who fa-
vored hard rock, and that may ac-
count for the seasonal jump.

The percentage of males and fe-
males buying records, according to
our data, has been steady at 60/40
males/females all year. AOR con-
sumers break down 65/35 males/
females, while top 40 consumers
are split 50/50. Though there were

.| increases in males during the

spring and summer for album ra-
dio consumers, those numbers
have dropped back down this fall.

There are indicators here that
the onslaught of metal may have
less of an impact in the future, but

steady with this group of consum-
ers at about 10%.

While hard rock has enjoyed a
tremendous run with the album ra-
dio consumer, his interest seems to
be waning. During the spring and
summer, hard rock was the favor-
ite type of music, two-to-one over
new wave, with this group of rec-
ord buyers. In the last six months,
new wave has almost pulled even,
while at the same time there has
been an increase irr the number of
AOR types who even prefer soft
rock. The only suggestion we could
make here is that an awful lot of al-
bum stations have been playing
more contemporary hits and it has
been affecting record buyers.

Are the types of consumers who
shop in a particular store likely to
be aligned with a particular type of
radio? There has been a rise in the
number of AOR consumers who
say they usually shop in a store
that is not located in a mall. The
same seems to be true with con-
temporary radio consumers, but
not to the extent that we find with

the album crowd.

Among heavy rzcord buyers,
AOR listeners outdistance top 40
consumers two-to-ane. During the
summer of 1983, the ratio was
three-to-one. However, during the
winter of 1984, the breakdown had
closed to 60/40. Ov=r the course of
1984, our surveys have indicated
that once again that gap is widen-
ing. Only 34.2% of those consum-
ers who cited a tcp 40 station as
their favorite indizated that they
had purchased six or more records
over the last six months.

Drawing upon this data, it is
safe to say that those who are ex-
pounding on AOR’s death, or at
least its sickly health, might want
to discuss this ma-ter further with
record consumers.

“On Target” is a bi-weekly fea-
ture to help readers understand
more about corsumer buying
habits and trends. The column is
based on retail research conduct-
ed by the Street Pulse Group, a
New York-based music industry
marketing conswltancy of which
Mike Shalett is president.

For its primary retail survey
technique, Street Pulse distrib-
utes packets containing question-
naires and product to 50 retail
stores around the country. A
packet is handed out randomly
to a consumer immediately after
he or she has padd for a purchase,
and a $2 coupon, good for the con-
sumer’s next vurchase at the
store, is the mctivation for com-
pleting the questionnaire. The av-
erage survey incorporates over
700 respondents, a sample equal
to those used by Gallup or Roper
in their polls on political issues.

Decoy Device. Tc support Miles Davis' current Columbia album “‘Decoy,” CBS
Records’ New York branch recently sponsored a giveaway of a Davis-
autographed trumget in conjunction with Tower Records. Pictured from left are
Tom Lanzillotti, CES account service rep; Bret Hughes, Tower art director; Paul
Remy, jazz buyer tor the store; Rem Davis, contest winner; and Steve Harmon,
store manager.

(Counter Intelligence

TEXAS IS MORE THAN METAL: At least Texas Tapes & Records is, according to
Dave Brichler, vice president and general manager of the 20,000 square
foot Houston ouzlet. Brichler is in agreement with New England retailer
Fred Jeffery of Fockit Records (Counter Intelligence, Dec. 8) that indepen-
dent breakout stores are overlooked too frequently—or, in the case of Tex-
as Tapes, stereo=yped.

“We're really a well-rounded store,” says Brichler, “with big sections in
jazz, soul and country.” But since the store’s forte is heavy metal, he says,
“There are times when we can’t get our two cents in” about non-metal prod-
uct. “But I can’t gripe about the support we get for metal,” he adds, “so |
guess it evens 0at.”

TESTING THE SOURCE: With a marketing firm attempting to put LED display
units in New York City taxi cabs, it was only a matter of time before some-
one came up with an electronic message board for record retailers.
Guaranteed Sales Inc. of East Brunswick, N.J. is test marketing The Mu-
sic Source, a 43 inch high, 50 inch long and five inch wide display device
weighing more than 100 pounds, in a few Record Bar, National Record
Mart, Rainbow Records and Budget Tapes & Recnrg,q ontlets.
ontinued on page 24)

’_
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Five Prizes from Miami Chain

FOR WEEK ENDING DECEMBER 15, 1984
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Spec’s Sponsors Goncert-Tied Trips

BY EARL PAIGE

LOS ANGELES Record and tape
chains routinely offer concert trip

Vice president and general man-
ager Joe Andrules says he began
the project in August. The first trip
was set for a winning couple to see

party with Bryan Adams (New
York).

The promotion, involving radio
station Y-100 and Delta Airlines,

form or by any means, electronic, mechanical, pnotocopying, recording,
or otherwise, without the prior written permission of the publisher.

TOP MIDL'NE ALBUMS

contest promotions, but few are lin-  the Jacksons in Los Angeles Dec. 2. has altered Spec’s logo to read < ] ] )
ing up five prize trips at once like  Other trips, each for one couple in- “Specs, Music, Movies and More.” o ~Z§- Compiled from national retail store and one-stop sales reports.
Miami’s Spec’s Music. Aimed at cluding two nights of lodging, span  The overall theme is “Spend Your @' LY eg
Christmas season traffic, the pro- the following concert dates: Bruce  Holidays At Spec’s.” S/ 9/ O/ prTIST TITLE
a . . 0 (2] NI (23
motion is expected to draw as many Springsteen (Atlanta), Daryl Hall ~  Although the concert trips do not RS &/ LABEL & NUMBER/DISTRIBUTING LABEL (ORIG. YEAR RELEASED)
as 20,000 entries in the chain’s doz- & John Oates (L.A.), Prince (Dal- involve all labels, Andrules says
en local stores. las) and the MTV New Year's Eve  that “all the majors are in fact par- 1 |1 |6s| ELTONJOHN wmcaszais oz ,Wegks 2t No. One: %
ticipating” through a kickoff $5.88 LT JOINS EIE RSN ]
COUNTER INTELLIGENCE sale, which ran from Nov. 0-Dec.2. 72 | 2 ||| Wl3tidy  cen iy @t WHO'S NEXT
Some display ads devote more space EToN JOAN
4 y [ MCA 37216 (1977) -
(Continued from page 23) . to ‘I‘)roduct than to the contest. 3 (3|66 1T oD G A LS Y
. . The reason for starting early,
The unit features a split-panel board mounted on legs. The left half of the : z AEROSMITH  COLUMBIA PC-36865 (1980)
. . besides all the planning, was to 4 14 |60
board features ads—in the test, RCA Records and Maxell Tapes—while the . 2 GREATEST HITS |
. . . . , . meet with labels and convince them
right half is a light-up panel featuring the outlet’s top 10 singles and al- i Ty e i § | 7 {124] DAVID BOWIE rea avL1-3843 (1972)
bums. - _ _ _ says. “I flew to Atla;1ta and New THE RISE AND FALL OF ZIGGY STARDUST
) The LED message board is mounted on the top, and is capable of display- York‘ in September and met with la- 6 | 5 |126| BILLY JOEL coumsia pc 32544 (1970)
ing 4,000 characters, although test retailers are urged to use several PIANO MAN
h R, . h : bel people. They have all been su-
shorter messages. A built-in cassette player with headphone jacks is also per.” He even put together an elab- 7 | g |74 | STEELY DAN wca 37214 1977
being employed in a National Record Mart test store. or a‘te T gi de tg spell out th AJA
Although the test marketing has only begun in the last few weeks, initial whole bro ra%n involvir? riu t N 8 | 8 |108| DON MCLEAN  UNTED ARTISTS LN-10037 (1971)
response has been good. “It’s a little bit early,” says Ron Phillips of Record AFo o dptel% visi(,m g print, ra- AMERICAN PIE
Bar’s Ad-Ventures advertising arm, ‘“but the initial reaction from manag- Until now. S éc,s overating 17 9 | 10|66 | LYNYRD SKYNRD mca 37211 1573)
ers is extremely positive.”” He cites both the message unit and the back-lit » Specs, op g PRONOUNCED LEH-NERD SKI-NERD
: . stores throughout Southern Flori-
chart display as most effective. S o el maeronpll (i 10 | 11|54 | YIMMY BUFFETT wca 37150 1977)
At the Record Bar in Raleigh’s North Hills Mall, that store’s Buzzy Por- g P i P CHANGES IN LATITUDES, CHANGES IN ATTITUDES
te ; byt to local concerts “or the Bahamas,
r says customers are commenting favorably, but adds that it’s hard to something like that,” Andrules 11 | 9 | 56| RICK SPRINGFIELD rea avi1.a767 (1982)
gauge reaction because of the swell of holiday shoppers. “This is a bad time notes. The idea of stz;. i SUCCESS HASN'T SPOILED ME YET
to measure something like this,” he says. spect'acular rOmOtiOf regf]ects m 12 |13 |74 | JEFF BECK  EPIC PE-33409 (1975)
Although the Music Source appears to be an idea whose time has come— continuing o olr)n etitive retail scene BLOW BY BLOW
especially as chains like Record Bar design stores with more of a high-tech here, say Andrl?les S i mp—— 13 | 14 [11g| THE WHO mca 37003 o78)
look—the unit’s cost could be a problem. Outlets involved in the test market dent’ Ann Lieff. who are reluctfnt to WHO ARE YOU
are getting the unit free, but a spokesman for Guaranteed Sales says it divulge the r(’)motion’s cost 14 |15 |116) THE WHO wca 37000 1970y
costs about $3,500 to produce one of the units. A possible solution could be Andrules Is)ays the whole sécret to LIVE AT LEEDS
manufacturer supports. such an elaborate promotion is con- 15 | 12 |110| YOE JACKSON  asmse.3187 1979) LooK SHARD
Edited by FRED GOODMAN  ceptualizing it from the very begin- -
ning so that the myriad negotiations 16 |17 | 26 | STEELYDAN wca370s01972) D AL
and details come in regular steps. RS p—
Actually, there’s an economy of 17 | 18120 ARISTA ALS 8061 (197 ,
scale involved. THE MONKEES' GREATEST HITS
, “The MTV part was kind of an ad- 18 |16 | 30| RUSH wercURY sami-1046 (1975) CARESS OF STEEL
junct we found we could tack on,”
he notes. It is not mentioned in the 19 |19 |108| THE PRETENDERS = sie 3563 1981) ST LA
| major display ads.
Andrules indicates it doesn’t hurt 20 |21 88 ELVIS COSTELLO coLumBtA PC 35331 (1978) HIS YEAR'S MODEL
Our r er to begin by thinking big, as long as
. 21 | 23|58 AEROSMITH coLuMBIA PC-33479 (1975)
the chain has the resources to back TOYS IN THE ATTIC
tl;lll())r:tst,odta;nrenS]all){ee]stoauste‘fitl:}elebll)gg:;)t; 22 |22 |2 STEPPENWOLF  mca 37049 (1973)
. 16 GREATEST HITS
1 marketing idea of the Christmas S
' L TEELY DAN  mca 37220 (1980)
season.” Claiming to out-perform 23 |24 |68 GAUCHO
any se.aSOP "‘1‘ Spec_ s 36 years, — 2 SPYRO GYRA  INFINTY 37148 (1979)
assertion is, “It will create ‘top of 4 12594 SR B
the mind’ awareness among the THE JACKSON FIVE MOTOWN M5-201 (1971)
largest record and tape customer 25 | 2034 GREATEST HITS
g er o base in South Florida.”
If not shipped within 36 hours Another promise Andrules says | 26 | |18 | JEFFBECK ercreasaeaore RED
- Spec’s is fulfilling is the promo-
tion’s media blitz. He has purchased 27 |30 | 14| QUINCY JONES  aemspazes 1ssy) s (G503
] 5 ads in five newspapers, and Y-100
Here's why more retailers order from accounts for heavy radio coverage. 28 | 26 | 30| MARVIN GAYE wotownms 151 1976 GREATEST HITS
“We're on tv from ‘Good Morning’
. q q 29 {27 |34 RUSH  MERCURY SRM1 1023 (1975)
LTD right through the soaps into prime FLY BY NIGHT
time,” he adds.
3 ol i I Despite the magnitude of the pro- 30 | 32 122 DAN FOGELBERG emcpessizzaiore SR
We Are The Competition motion, Andrules admits that “try- - THE GO GO'S 1ns sormor e :
. ing to come up with the tickets was Bl '
8700 Capltal o Oak Park, MI 48237 the hardest.” Interviewed just days VACATION
. C . . A 32 |28 |70 JUDAS PRIEST  coLUMBIA PC-34787 (1977)
800-521-5946 313-541-1140 p“""fto t}}’le 1}““1‘2‘] t“p’lhe ,?l"‘;ld’ E’;] SIN AFTER SIN
cept for the Jacksons, | will have a
thg tickets in my hands.” 33 |37 | 15| THE GUESS WHO kca avti-3662 T or THE GUESS WHO
Winners are drawn just two days
! 3 prior to a trip. “We have to hope we 34 |38 | g | STYX semseszeonomy PARADISE THEATER
can locate them,” Andrules says. As
for backup or substitute prizes, - 35 |31 |90| B0Z SCAGGS  COLUMBIA PC-36841 (1980) T
. adds, “With all the buildup this has
At Least Personalized Over 3000 Competitive received, I guess we would give | 36 |33 | 56| JUDAS PRIEST measriazarcioss SAD WINGS OF DESTINY
90% Fill Professional Rock & Roll Prices them whatever they warl;ted,” 37 | 34| 30| MARVIN GAYE mOTOWN M5192 (1973)
Rate Service AND Other should a concert somehow be can- e LET'S GETIT ON
H 3 celled or a trlp to take advantage of STYX A&M SP-3223 (1977)
High Profit specific tickets run into a weather 38 [REENTRY ) THE GRAND ILLUSION
Products problem A
As he faces “paying all the media 39 |40 124 MARVIN GAYE  MOTOWN M5-339 (1971) WHAT'S GOING ON
g bills,” Andrules claims the total pro-
] . X ELVIS COSTELLO COLUMBIA PC-35709 (1979)
| Call for Catalog & Free Gift motion will span six months, 20 freentne TG ARED FORCES
7,
// @ Recording Industry Assn. Of America (RIAA) seal for sales of 500,000 units.
A RIAA seal for sales of one million units.
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New Releases

CDUNTRY Gotterdammerung BALLAD IN BLUE BOQIE: :l'HE LAST HERO

ALBUMS ls?ene Kol‘ljohHans GunterDNoc‘lj(er, Ray Charles, Tom Bell, Mary ll?:gggh/”g , :evnr;vodConnorrt,hKathryn Harrold,

iegmund Nimsgern . .. Dresden, con. & Winternational Video Entertainment 21 3- . nn Wedgewo
Egﬁfgﬁ' KENNY, AND THE FIRST CD RCA 6100-8123 (5)/no list BEAT STREET & W Internationai Video Entertainment 214-405/$49.95
. . Country Songs New York City Breakers 3
The following configuration ab- p— MCA_glf,ngg ® vestron T i (Continued on page 26)
breviations are used: LP—album,  caMCAC-s13/53.98 HOME VIDEO
EP—extended play; CA—casie,ttf;; JAZZ
NA—price not available. Multiple ’ ~ .
records and/or tapes in a set ap- ROGERS, SHORTY, AND BUD SHANK iymlf[o{lgf:” fg%“fﬂ;’: ‘Ijléem’ _\1
ithi 5 Back Again = » &= = .
peaz}ﬁliﬁ;ﬁzf&;:&tk?i;{%éﬁf LP Choice CR$6829/Bainbridge/ $8.98 Where applicable, the suggested
g ) GA CRC6B29/35.98 list price of each title is given; ;‘gf
POPULAR ARTISTS COMPACT DISC otherwise, “No List” or “Rental”
ANDROID SISTERS BIG COUNTRY is indicated Distributors and Exporters
ongs e Con: Steeltown S
L varguard veD 79453/38.95 e PR e FILMS 245 ROUTE 22 wggs &%782&);(_ ;511 :99
THE BAYSICS . DEEP PURPLE A CHRISTMAS CAROL HILLSIDE , NEW
Beautiful Themes Of Model Prisoners Perfect Strangers Animated Feature (201) 926-2200
EP Booster 007/$4.98 CD Polydor 823 777-2/PolyGram/no list 4 Vestron VC3060/$29.95 TOLL FREE: 1-800 221-7938 y
THE BEL AIRS HEART THE ATTIC
Need Me A Car Little Queen Carrie Snodgrass, Ray Milland,
LP Blind Pig BP-1684/$8.98 CD CBS EK 34799/no list Raymond Dryden
CARNES, KIM LEWIS, JERRY LEE e
The Early Years The Session
t: ".\"fcié"g?ﬁlfa/;g” CD Mercury 822 751-2/PolyGram/no list ‘A i
CROSBY, BING, WITH THE e STRAFE W ... .. SetitOff  HALL&OATES .. ... OutOf Touch
ﬂryMB!,,ZOWEN ORCHESTRA €D CBS CK 36801/n0 list TW(I:I.I(';‘H:sg" i e RMystenlgus lB)O;ISYYsFRESH . .+ . Human Beat Box
t Line !

CA-915/$3.9 MOODY BLUES ROCK + Request Lin o
CAMCACS15/5398 Voices In The Sky (Best Of) FORCEMU'S . . . . . . Forgive Me Girl BREAKDANCE . . . High Fidelty Three
DIRTY LOOKS CDJTbreshold|B 201520 Cram/aelist POINTER SISTERS . . F'm So Excited DST. . . i Megamix It
You Can Rock NELSON, WILLIE SERIOUS INTENTION . . You Don‘t Know M.C. FROSTY _ . . _ When Doves Cry Rap
oo 8789 Without A Sang POINTER SISTERS . . . . Neutron Dance  M.C. FLEX & THE FBI CREW . Rock'n it
GIUFFRIAl BDRC.BGS.;KAT lclz/s";hs‘ VAUGHAN MASON & DIANA ROSS . . .. . Swept Away
LP MCA MCA-5524/38.98 My Fair Lady CRUSH Breakers Anthem WISH . . . ... .. R Touch Me
CA MCAC-5524/38.98 CD CBS CK 2015/ list POINTER SISTERS . . . . . . Jump gvglcnﬁ":";hgg]' - - Hip HD:OL' ‘ENa" U

. LAINE, FRANKIE SANTANA FIVE MINUTES Bonzo Goes To Washington Y Igh Energy
CAMCAC'916/8398 Greatest Hits Call for a FREE PAUL HARDCASTLE . . . . Rain Forest ~ FORCE M.D.S. _ s Tows
g - CD CBS CK 33050/ list Kit: CAPTAINROCK . . Cosmic Blast NOLAN THOMAS . . . Yo! Littie Brother
Festuring The Songs Of o1 DION. skaGas, RickY Dealer Sales Kit: NEWCLEUS . . . Automan  TRANSLUX . . . ., .. GetltOff
et Country Boy ® A “Buyer's Guide” with only NEWCLEUS . .. ...... JamOnlt  COLD CRUSH BROS. Fresh, Wildfly, Bold
| CAMCACS11/8398 P CBS EX 39410/ it SAUBE A AY [ UL RIS ALEEM Getloose  FLRTS . . . ... .. ... . . Helpless
ROGERS, KENNY, AND THE FIRSTEDITION  VARIOUS ARTISTS . ® A separate “Dealer Price ! e
Love Songs ' Once Upon A Time In America Schedule” with wholesale prices!
: e Original Motion Picture Soundtrack Use the “Buyer's Goide® a5 RECORD ALBUMS
. t: ncc‘;gg‘l‘z"/‘é’ 93-93 €D Mercury 822 423-2/PolyGram/no list YOUR retail sales catalog, Use
' P v
WAGNER 3 ) )
' Thunder Seven Das Rheingold e ey el e JOHNSON CREW . . DownTo Eath  DISCO PARTY “83” , ., Various Atists
LP MCA MCA 5537/55.98 UCOY L [ SRy B e hocessories an THE FORCE MD's Love Letters  SUPER GOSPEL OLDIES . . Faded Rose,
E CAIMCACISSS 7SS 28 sg :;:'::doozl;czzl(‘;;"'o'n;‘ resden. con. ¢ GEaE NEWCLEUS Jam On Revenge Amazing Grace, Lord Don't Move
VARIOUS ARTISTS SHANGO Funk Theology This Mountain, Great Things
i i Die Walkure 1-800-334-2484 (US TR
’ f:rae;f:Jgg?::/sa.ss Siegfried Jerusalem, Kurt Moll, 1-800-672-2802 (Ncg ) RUN D.M.C. . With 30 Days & Rock Box SUPER DISCQ BRAKES (Vol. 6) Sex Ma-
' VARIOUS ARTISTS WO GEET) g0l ILELIb G2 WILDSTYLE . . . ... ... Rap, Mi chine, Le Spank, It's Just Begun
Heat €O REA 61006423 (By/no lit LET THE MUSIC SCRATCH Special Re-mix  RAP, Vol. | . Various Artists
{ LP Jeito Concepts JCI-1103/$8.98 Siegfried . Compilation PLANT PATROL . . , . . . Danger Zone
f Rene Kollo, Peter Schreier,
{ VARIOUS ARTISTS Theo Adam ... Dresden, con. ALL ORDERS SHIPPED SAME DAY, U.P.S. » TERMS:
| Humber One On The Streets CD RCA 61007023 (5)/no s COMPANY CHECK OR CASH, MONEY ORDER ¢ NO ORDERS LESS
I LP Jeito Concepts JCI-1102/$9.98 THAN $50.00 SHIPPED
! VARIOUS ARTISTS
Street Sounds
‘ LP Jeito Concepts JCI-1106/$8.98
" WOODS, MITCH, AND HIS ROCKET 88S
| Steady Date
LP Blind Pig BP-1784/$8.98
! BLACK
|
! COTTON, JAMES
I High Compression
r LP Alligator AL 4737/$8.98
CA AL 4737-CS$/%$8.98
! SEALS, SON
q Bad Axe
LP Alligator AL 4738/$8.98
r CA AL 4738-CS/%$8.98
!
!
: (Continued from page 23)
f
' 2,400 square feet, Briggs says there
i are mega-stores of 7,000 and 8,000
' square feet on the drawing board.
i The addition of video departments
will also mean slightly greater
space requirements for the average
, outlet.
Strawberries has also been build-
ing its own fixtures for the last sev-
en years, and has a construction
crew for setups. “The whole thing
takes about three or four days,”
says Briggs. “The crew does the fix-
turing, then the district manager
and somebody from the home office
will come in and throw it all togeth-
er.” 14,4 I Denon Amenca, Inc . 27 Law Drive, Farcheld, N J . 07006
Nippon Columbia Co , Ltd , 14-14, 4-Chome, Akasaka, Minato-ku, Tokyo, 107 Japan . Mra‘?:et ?a?;ls(:,aﬁiichaln St‘,lerI'!‘(lJn‘ o Ren
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recently visited retail
outlets in Chicago to autograph copies of his spoken word album, “Our Time
Has Come,” on MCA/Constellation Records. Pictured from left at Barney’s
record outlet are Jheryl Busby, vice president of black music for MCA Records;
Raymond Barney, owner of Barney's retail outlet; and Jackson.

Jackson’s Hometown Support. The R

Smaller Labels Hurt

CD Blister Shortage Cited

NEW YORK A shortage of blister-
pack blanks has forced many small
labels and importers to back-order
Compact Disc product at a time
when retailer demand is snowball
ing
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“We try to i.ccp 100,000 to 200,000
blisterpacks in inventory,” says
Krupa, who adds that his company
can turn out more than 15 million a
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~.uc complain that large labels,
with favored status at suppliers,
have snappec up the bulk of the
available stock, leaving little for the
dozens of indie accounts whose or-
ders, though smaller, are neverthe-

by Faye Zuckerman

THE MAMMOTH Walt Disney
Productions has teamed up with
low-end computer software maker
Sierra On-Line in a new attempt
to enter the home educational soft-
ware arena. Disney’s earlier at-
tempts were computer products
designed for several ill-fated hard-
ware manufacturers, which left
the home electronics field shortly
after the titles were released.

According to Richard Boehn-
ing, vice president of educational
media/computer software for
Walt Disney, the last remnants of
the company’s prior computer pro-
grams are four educational games
themed around Disney characters,
still popularly sold through Radio
Shack stores for Tandy’s TRS 80
machine. At one point, Atari was
marketing one Disney title, but de-
mand for the title has dwindled,
Boehning notes.

Essentially, Walt Disney’s per-
sonal computer software division
has co-produced five educational ti-
tles with Sierra On-Line. The Cali-
fornia computer concern will take
charge of marketing the programs
to the home computer field, while
Disney sells the products to the
educational marketplace.

“All along, we [Disney] have
been successful with selling our
computer software to educators.
We are depending on Sierra On-
Line to complement that in the con-
sumer area,” Boehning explains.
He adds that the new products are
better quality, using 64K of memo-
ry rather than 16K found in the
older titles.

‘“Also,” he adds, ‘““we had our
software design team as well as Si-
erra’s working on the titles. We
kept revising, updating and chang-

1] LA

ing. I think we pushed our design-
ers and Sierra’s team to come up
with something unique. It was like
writing a book. We sent work back
and forth through the mail.”
Sierra On-Line is selling three of
the titles for about $40, and it is be-
lieved that initial orders numbered
about 40,000. Disney’s software is
geared for ages seven and up; the
titles include an astronomy learn-

Casolaro, Carol Snyder, Melissa
Haldeman, Elaine Boulay and
Ken Chong oversaw how the char-
acters were implemented. “It was
critical for us to make sure our
characters’ personalities came
across,” he contends. “Donald had
to be a bit irascible; Mickey is al-
ways happy.”

PRICE DROP: With Human En-

Walt Disney Productions teams with

Sierra On-Line on five programs

ing program called ‘““Mickey’s
Space Adventure,” an arithmetic
game called “Donald Duck’s Play-
ground,” and an adventure soft-
ware package titled “Winnie The
Pooh In The Hundred Acre Wood.”

To generate consumer demand
for Disney’s software, Ken Wil-
liams, president of Sierra On-Line,
says that he is offering a “buy two,
get one free”’ promotion. “For the
Commodore 64 versions, we will be
focusing on the mass merchandis-
ers, sending them posters and
point-of-purchase material. We be-
lieve that the Apple [computer]
versions will sell primarily through
specialty stores,” he adds.

It took nearly seven months for
Disney and Sierra On-Line to com-
plete the first three games. Rober-
ta Williams authored “Mickey’s
Space Adventure,” Chuck Benton
wrote ‘“Donald Duck’s Play-
ground,” and Al Lowe took charge
of “Winnie The Pooh In The Hun-
dred Acre Wood.”

At Walt Disney Productions,
Boehning says, designers Nancy

gineered Software (HES) ru-
mored to be planning to throw in
the towel, 3-2-1 Software has tak-
en over the marketing of its top-
selling “HES-Games.” The Seattle
firm has renamed it “S-Games”
and is selling it for $14.95. HES
had been selling the package for
$34.95.

“I never really liked a $35 tag on
the title we designed,” says Mike
Crick of 3-2-1 Software. “It was
too expensive. At $15, software be-
comes much more of an impulse
buy.”

As a computer software design-
er turned manufacturer, Crick
says he finds his new role labori-
ous. “I have a Rolodex full of dis-
tributors that I have been calling.
We are doing mailings. |

“At first, I tried to find another
vendor for the title, but it seems
they [all the software manufactur-
ers] are having financial problems.
We almost struck a deal with K-tel. |
Look what happened to that com-

pany.”

NEW RELEASES

(Continued from page 25)

THE BRUCE JENNER WINNING WORKOUT
Bruce Jenner, Linda Thompson Jenner
B VU Active Home Video/$39.95
CARLIN ON CAMPUS
George Carlin
s Vestron VB3061/$59.95
VA3061/$59.95
THE COURAGE OF RIN TIN TIN
James Brown, Lee Aaker, Rin Tin Tin
& W International Video Entertainment 133-413/$39.95
DEATH VALLEY DAYS, VOLUME Ui

Jim Davis, Forrest Tucker, Tom Skerritt
& W International Video Entertainment 212-410/$29.95

From your distributor or
The Scarborough System, Inc
800-882-8222

Original Quality Glossy

PRINTS
FOR PENNIES
B&W or full
color

For FANS &
PROMO

made from
print or
negative

Write for brochures & samples

MASS PHOTO

COMPANY

13158 Waugh, Houston TX 77019

A H
M orth Si‘ff;ya&nf

Chriistmas Jeme
al
:,/gfﬂ-m )4 zﬂw

Beaulitully \ /s &
Jold by

Bobby Hulton

SOC Record Sales Compan
415 S, Fifth Avenue - Box 1000
Maywood, 1} 60153
(312) 664-2779

DECAMERON NIGHTS
Joan Fontaine, Louis Jourdan, Joan Collins
& W World Video Pictures Wv-2011/$39.95
FEELIN' UP
e Vestron VB4144//$69.95
VA4144/$69.95
HANS BRINKER
Eleanor Parker, Richard Basehart,
Cyril Ritchard
& WwWamer Home Video 29024/WEA/$59.95
HARRY AND SON
Paul Newman, Robby Benson
@ Vestron VC5037/$29.95
THE HOTEL NEW HAMPSHIRE
Jody Foster, Beau Bridges, Rob Lowe
@ Vestron VC5042/$29.95
| AM THE CHEESE
Robert Wagner, Hope Lange,

Robert MacNaughton
Vestron VB4143/$69.95
VA4143/$69.95

THE JAYNE MANSFIELD STORY

_Loni Anderson, Arnold Schwarzenegger,

1al Video Enter i 214-407/%49.95

THE LAST RIDE OF THE DALTON GANG
Cliff Potts, Randy Quaid, Larry Wilcox
& W Warner Home Video/WEA/$59.95

LITTLE HOUSE ON THE PRAIRIE VOL. I:
PREMIERE EPISODE

Michael Landon, Karen Grassle,
Melissa Gilbert

& V¥ Warner Home Video 29006/WEA/$59.95

VOL. lI: THE CRAFTSMAN/THE
COLLECTION

Albert Ingalls/Johnny Cash

& YWwarner Home Video 29020/WEA/$59.95

VOL. Ili: REMEMBER ME

Patricia Neal
& VW Warner Home Video 29008/WEA/$59.95

THE LONELJIEST RUNNER
Lance Kerwin, Brian Keith, DeAnn Mears
& W warner Home Video 29014/WEA/$59.95
THE LOUVRE
Charles Boyer
& W Warner Home Video 29012/WEA/$29.98
MRS. R'S DAUGHTER
Cloris Leachman, Season Hubley,
Donald Moffat
& VW Warner Video 29016/WEA/$59.95
PUFF THE MAGIC DRAGON
Animation Featuring Voice Of
Burgess Meredith
Children's Video Library CB2536/Vestron/$39.95
CA2536/$39.95
RITA HAYWORTH: THE LOVE GODDESS
Lynda Carter, Michael Lerner,
Alejandro Rey
AV

national Video Entertai

214-406/$49.95

SATURDAY NIGHT LIVE:

RICHARD BENJAMIN

Guest: Rickie Lee Jones

& W Warner Home Video 29008/WEA/$39.98
SATURDAY NIGHT LIVE: GARY BUSEY
Guests: Eubie Blake, Gregory Hines

& ¥ Warner Home Video 29034/WEA/$39.98
SATURDAY NIGHT LIVE: GEORGE CARLIN
Guests: Andy Kaufman, Valri Bromfield,
Michael 0'Donoghue

& W Warner Home Video 29027/WEA/$39.98
SATURDAY NIGHT LIVE: RAY CHARLES

Guest: Franklyn Ajaye
& W Warner Home Video 29021/WEA/$39.98

To get your company's new video releases
listed, send the following information—Ti-
tle, Performers, Distributor/Manufacturer,
Format(s), Catalog Number(s) for each for-
mat, and the Suggested List Price (if none,
indicate “No List” or “Rental”)—to Linda
Moleski, Billboard, 1515 Broadway, New
York, N.Y. 10036.
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@' Compiled from national retail store sales reports. g =
c/&5/F 44 ° I3
§/E) s I £ e s | »
o/5/e 5| E|Elz|8|e|s|E
L/Z/&/ TILE Publisher Remarks n|l | |]o|2|=2|+|0f@©
1 1 48 | FLIGHT SIMULATOR M Sublogic Simulation Package [} [} [}
2 4 18 | SARGONII Hayden Chess Program [} [}
3 | 14 | 62 | EXODUS:ULTIMAIH Origins Systems Inc. Fantasy Role-Playing Game ) ® ® )
4 6 8 SARGON Hayden Chess Program o |0x | Ox [ 23
5 2 | 56 | FLIGT SIMULATOR Microsoft Simulation Package )
6 3 28 | SUMMER GAMES Epyx Arcade Style Sports Game [} [} [} [}
75| 10]| zZORKI Infocom Fantasy Adventure Strategy Game ) ® ° ® ® ® )
- . .
=z 8 | NEWD [ spyvs.spy First Star Action Strategy Game ® ° °
L}
E 9 9 6 SEVEN CITIES OF GOLD Electronic Arts Adventure Strategy Game ® ) ) )
E 10| 15| 8 SPACE INVADERS Atari Arcade Game .
E 111 7 12 | RAID OVER MOSCOW Access Strategy Game ®
Created to test the nmils Of technical understanding,
Lal 12} 12 4 RENDEZVOUS Eduware mathematical judgement, and perceptual skill. )
h Recommended for ages 13 and over
- 4 13(13] 8 MISSILE COMMAND Atari Arcade Game *
L}
14 8 11 ARCHON I): ADEPT Electronic Arts Strategy Arcade Game ) )
151 11 7 CUT THROATS Infocom Action Role Playing Game ® ) ) [ [
16 | 191 6 ASTROIDS Atai Arcade Action Game .
PTayer 15 @ would-be Ghostbuster challenged to start and
17 | 18 { 2 | GHOSTBUSTERS Activision build a franchise and avert a ghostly disaster of biblical °
proportions brewing in New York City
18|10 5 KING’S QUEST Sierra On-Line Adventure Game [} [}
19 |16 (| 4 TRIVIA Mirage Concepts Trivia Game ®
20| 17 | 62 WIZARDRY Sir-Tech Fantasy Role-Playing Game [ ]
Educational program that teaches touch typing to ages 7
1 1 63 NEW IMPROVED MASTER TYPE Scarborough to adult.in an exciting video game format in 18 different ® (00 |00 | @ [ ]
lessons.
Contains over 600 problems in additior:, subtraction, &
2 2 46 MATH BLASTER! Davidson & Associates  multiplication, division, fractions and decimals for ) ) [
students ages 6 through 12, with a game at the end.
. Interactive music composition and learning tool enables
3 I ! MUSIC CONSTRUCTION SET ElectionicArts user to work with a library of music or compose own. L L L
z 4 6 10 MASTERING THE SAT CBS Es:r;ational Program designed to help prepare for the SAT ° ° ° ®
E P That Devel Speed, and
] rogram That Develops Speed, and shows progress
< 5 4 11 | TYPING TUTORIN Kriya inTyping Speed and Accuracy. [} [} [}
=) | 6 5 1 SAMPLE SAT Hayden Sample Test Module ) ) ) )
m Educational Program designed to help children ages3to 6
7 8 11 STICKY BEARS ABC Xerox Education in learning the alphabet. Program includes games that ® ® )
teach.
. An educational game designed to teach people aged 7 to
8 9 6 FRACTION FEVER Spinaker adult about fractions. Y . . Y
Designed for students, grades 4 - 1 2, to teach new words,
9 7 18 WORD ATTACK! Davidson & Associates  their meanings and their usages in an mteresting and [ [ [
exciting way.
Program that allows children to create, play and save
10| 10 4 MUSIC COMPOSER Commodore tunes. Simuiates 9 instruments, notes appear on screen. *
Child plays keyboard like a piano.
1 1 21 | PRINT SHOP Broderbund At Home Print Shop )
; 2 7 23 PAPERCLIP Batteries Included Word Processing Package [ Y3
; 3 3 55 | DOLLARS AND SENSE Monogram Home Financial Package Y ® ®
3 4 4 63 BANK STREET WRITER Broderbund Word Processing Package [ [ [ [
§ 5 5 2 1-2-3LOTUS LotusInc. Programming Language Y
§ 6 6 4 NET WORTH Scarborough System Designed to manage personal finances. ) ) ) )
ad 7 2 63 PFS: FILE Software Publishing Information Management System [ ° °
E 8 9 21 EASY SCRIPT Commodore Word Processing Package ®
° L . Designed as an idea processor. Usec in creating and
2= | 9 {10 5 | THINKTANK Living Video Texts storing report outlines. Y Y
10| 8 4 ATARI BASIC Atari Programming Language *

©Copyright 1984, Biliboard 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.
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A lot of today’s best-selling
software programs have
one thing in common.

Data Encore®

We duplicate more
software successes than
just about anyone. And we
do it under some of the
toughest quality-control
standards in the industry.

So every copy we
turn out turns out perfect.

Why not let us
duplicate your next soft-
ware program?

For details, call
toll-free, 800-872-8778.In
California or outside the
U.S., call (408) 720-7400,
collect. Or write, 585 N.
Mary Avenue, Sunnyvale,
CA 94086.

Either way, we'll
do things right to help you
make the list on the left.

m R
Encoré

a Verbatim Company

©1964 Duta Encore
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Firm Sees 50 Million VCRs in 89

OPTIMISTIC OVERVIEW FROM GBS/FOX

BY TONY SEIDEMAN

NEW YORK By 1989 there will be
almost 50 million VCR households
in the U.S., compared to 14 million
today. These homes will buy close to
50 million prerecorded video-
cassettes—a market of which music
video’s share will come to $1.25 bil-
lion.

. These are the figures CBS/Fox
Video is banking on. The firm is us-
ing them in its planning for the fu-
ture and presentations to its execu-
tives.

The company has taken the fig-
ures and projections it has been us-
ing behind closed doors and assem-
bled them into a booklet titled
“Meeting The Challenge of Growth:
A CBS/Fox Video Industry Over-
view.”

According to the “Overview” for
1984 VCR sales and beyond, “We
project 7.5 million units this year,
and every year for the rest of the
’80s.” That’s where the 50 million
machine population comes from.
CBS/Fox’s figures are not guess-
work, the ““Overview’’ claims:
“These projections are based on the
number of units Japan is planning
to export to the U.S.”

The company cautions, however,
that its figures may turn out to be
too low. “Like all projections they

Vestron To Release
‘Buckaroo Banzai’

NEW YORK Vestron Video has
obtained home video rights to “The
Adventures Of Buckaroo Banzai”
and will release the Sherwood Pro-
ductions comedy adventure film
early next year.

Vestron has previously released
Sherwood’s “Mr. Mom” and “Blame
It On Rio,” both of which achieved
gold and platinum certification
shortly after release.

assume no further growth in Japa-
nese manufacturing capacity, which
seems unlikely,” the document
notes, given past rapid Japanese re-
sponse to trends in consumer de-
mand.

Backing up projections recently
made by RCA Consumer Electron-
ics division vice president Stephen
Stepnes (Billboard, Dec. 8), the re-
port admits that the eight million
VCR projection is “probably too
conservative and next year we may
talk about even 10 million units.”

Even with sales of eight million
units a year, 1989’s machine popula-
tion would come to a probable 46.8
million machines. That would jump
the percentage of households pene-
trated from 1984's 17% to ‘“‘over
half of all U.S. households,” the re-
port says.

As for what kind of business will
be done, the “Overview” says that
by 1988, non-X feature films will
take up about 60% of the market-
place and music will make up 25%,
rising from 1983 revenues of $40
million to a 1988 $1.25 billion.

Though CBS/Fox says its figures
were generated inside the company,
the firm’s music video figures close-
ly parallel the conclusions reached
in a study done by F. Eberstat & Co.
The Eberstat study’s projections
have been sharply criticized as vast-
ly overestimating the potential of
music video by many home video in-
dustry members.

Besides music, one other area of
vulnerability in the CBS/Fox report
is the ratio of cassettes sold per
VCR household. With a projection
of 50 million software units moved
to a universe of about 50 million
households, CBS/Fox appears to be
saying that the number of cassettes
sold per VCR will remain locked
into its 1983 level of about one per
machine,

In fact, the study projects that
“the industry will sell approximate-
ly 14 million tapes this year—a fig-

FOR WEEK ENDING DECEMBER 15, 1984

ure almost 10 million units below re-
cent duplicator estimates that 1984
prerecorded videocassette sales
may reach the 25 million unit mark.
If CBS/Fox Video’s population esti-
mates are correct, that means 1984
videocassette sales per consumer
have soared to more than 1.7 units
per machine.

The company is also optimistic
about the future of the videodisk.
“Disc is not dead,” the report says.
But once again the conclusions of
the “Overview” run against some
reported trends.

The company sees a population of
235,000 laserdisk players by Decem-
ber, 1985, and says, ‘“There is no
rental in laser; it’s purely a seller’s
market.” But a number of retailers
have done considerable business
renting both LaserVision and CED
videodisks.

Popingo Popping? Executives at franchiser Popingo Video are claiming a hot
sales season for their company. Here they sit down to sign an order with
distributor Commtron purchasing $750,000 of product at one shot. Popingo
president Byron Boothe, left, signs the orders and hands it over to Commtron
topper Gary Rockhold. Standing behind the two chieftains are Popingo vice
president and general counsel Lawrence Schauf, left, and buyer Ron Penix.

VRA Sales Symposium

Manufacturers Analyze the Gonsumer

BY EARL PAIGE

LOS ANGELES A profile of the
consumer who purchases rather
than rents home video software is
slowly emerging as manufacturers
and retailers exchange experiences.

As one example, both vendors
and retailers discussed various con-
sumer characteristics at a recent
seminar in suburban Anaheim, in-
cluding the point that movie theatre
patrons are likely prospects.

“I believe only a small percentage
of what we rent will sell,” said re-
tailer Jack Middleton, who served
as a panelist at a recent Video Re-
tailers Assn. event. “There are mov-
ies people just don’t want to see
again at any price.”

The willingness shown by Middle-
ton, of Redding, Calif.’s Movie Time
Video, to go beyond the topic of list

- ©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.

TOP VIDEODISKS

é? Compiled from national retail store sales reports.
s/&5/3 of |
éﬁ’ é" <> § 8 & E @
o /A © Copyright Owner, Principal §3|% 5| &
,\l} ‘?_) g? TITLE Distributor, Catalog Number Performers el o o
~
. Mark Hamill
1 1 3 THE EMPIRE STRIKES BACK CBS-Fox Video 1425 Harrison Ford 1980 | PG | Laser | 34.98
4 6 GREYSTOKE: THE LEGEND OF Warner Brothers Pictures Christopher Lambert CED | 29.98
2 TARZAN, LORD OF THEAPESA ;3 rner Home Video 11375 " Andie MacDowell 1984 | PG | | acer | 39.98
Universal City Studios Molly Ringwald Laser | 29.98
G e |9 SELIELLIE MCA Dist. Corp. 80076 Paul Dooley 1984 | PG ) oep | 2908
A Michael Douglas CED | 1998
4 2 15 ROMANCING THE STONE A CBS-Fox Video 1358 Kathleen Turner 1983 | R | oo 3498
. Daryl Hannah CED | 29.98
5 5 13 SPLASH Touchstone Home Video 213 Tom Hanks 1984 PG| Doe | 3408
6 RE-ENTRY AGAINST ALL ODDS RCA/Columbia Pictures Home Video Rachel Ward ol CED | 29.95
. 60077 Jetf Bridges Laser | 29.95
. . Charles Martin Smith CED | 24.95
7| 7] 3 | NEVERCRYWOLF Walt Disney Home Video 182 Brian Denehy 1986 PG { S0 | 5o
Paramount Pictures Kevin Bacon CED | 29.95
8 § 1 FOOTLOOSE Paramount Home Video 1589 John Lithgow 1984 | PG Laser | 29.95
17 | THEBIGCHILLA ¢ RCA/Columbia Pictures Home Video  William Hurt 1983 | R | CED | 2838
9|8 100211 Glenn Close Laser | 29.95
4 RCA/Columbia Pictures Home Video Robin Williams Laser | 29.95
10 | 10 MOSCOW ON THE HUDSON 60309 Maria Alonso 1984 | R ) cep | 2905

@ Recording Industry Assn. Of America (RIAA) seal for sales/licensed rentals of 37,500 units or sales/licensed rentals income of $1.5 million. A RIAA seal for
sales/licensed rentals of 75,000 units or sales/licensed rental income of $3 million. (Titles issued prior to Jan. 1, 1984 are certified under lower criteria.)
# International Tape Disc Assn. seal for sales and/or net rentals of $1 million at wholesale.

price typifies new ground for ven-
dors and manufacturers to explore.
The meeting found a lot of energy,
surprisingly, expended on piracy, as
well as on the familiar complaint
about software return policies (Bill-
board, Oct. 13).

Describing titles like “Terms Of
Endearment” and “Raiders Of The
Lost Ark” as having apparent “re-
peatability,” Middleton said that in
a surprising number of cases, buy-
ers of the titles at his store acknowl-
edged seeing the movies at a the-
atre.

Presenting abundant research on
both software purchasers and pay-
television subscribers, Robert
Klingensmith of Paramount Home
Video described pay-tv as “your
competition, a complementary sup-
port market” where consumer per-
ception of programming value is de-
veloped.

Of pay-tv subscribers, Klingen-
smith said, “They have no compunc-

tion about buying high-grade blank
tape, subscribing to pay-tv or own-
ing a second VCR. In fact, 20% had
a second VCR.”

Offering a dozen various motiva-
tions or satisfactions most common-
ly mentioned by purchasers of home {
video software, Klingensmith said .
94% identify repeatability; 93% ac-
cessibility, being available anytime;
94% the stop-and-start convenience;
88% the involvement of the whole
family; and another high percent-
age, 84%, preferred owning an orig-
inal program.

Somewhat lower figures reflect
purchases influenced by children,
54%, and sharing a movie with
friends, 52%. A slightly higher
number, 67%, is seen for buying |
video as a gift.

Another high index backs up Mid-
dleton’s experience, with 71% say-
ing they saw a movie, later pur-
chased, in a theatre. Still another of

(Continued on opposite page)

Firm Animates the Holidays
New ‘Cards’ Designed for VCRs

NEW YORK Musical video-
cassette greeting cards are being
designed and marketed by Video-
graf, a Manhattan company special-
izing in video animation. The cas-
settes, called “VIDI’s,” are being
sold by mail order via ads in various
local print media and national video
publications. They have also been
introduced here at retail at Parc
Vendome Video.

The cassettes come in VHS and
Beta at $14.95 list, and all run be-
tween two and five minutes. Thir-
teen titles are currently available
for the holiday season, including
“Good King Wenceslas,”” “The
Twelve Days Of Christmas,” “The
Nativity Story” and “The Story of
Hanukkah.”

Additional releases include three
birthday and one Valentine cassette
messages, as well as an “Alphabet
Soup” educational tape and ‘“Party
Games,’’ an interactive title en-
abling viewers with VCR freeze
frame mechanisms to draw on the
tv screen using erasable markers.

According to Videograf president
Michael Frenchman, new titles for
other holidays are under develop-
ment.

Frenchman says that the cassette
cards ‘are an outgrowth of the com-
pany’s work for industrial, corpo-
rate and music clients. Videograph .
has created video training product
as well as the computer graphics for
programs and services including
“Sesame Street,” Home Box Office
and the music videos for Adrian Be-
lew’s “Big Electric Cat” and Philip
Glass’ “Act II1.”

“The VIDIs blend our industrial
videos with ‘Sesame Street’ comput-
er graphics techniques and charac-
ters for the consumer market,” says
Frenchman. He adds that the video
greetings can be personalized with
insertions of standard ‘‘to’”’ and
“from” name openings and closings
or with customized names, photos,
signatures, voices and videos.

JIM BESSMAN
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Prisoner Escapes Onto Video. Patrick McGoohan, star of the cult tv show

“The Prisoner,” wonders whether revenues from the cassette release of his
show will buy him a new throne. Episodes of the series are on the market via
Maljack Productions, and retail for $39.95.

Paramount, Gallagher Link

Pact Covers Showtime Specials

BY SAM SUTHERLAND

LOS ANGELES Paramount Home
Video’s latest venture into original
program hinges on a new program-
ming agreement with comedian Gal-
lagher governing the artist’s exist-
ing pay-tv specials, produced for
Showtime.

Basic commitment outlined in the
deal, unveiled formally here on Nov.
28 during a press reception on the
Paramount lot, calls for five home
video programs culled from Gal-
lagher’s existing shelf of hour-long
concert specials, originally video-
taped for Showtime airings.

The first two home video versions
were released Wednesday (5).
““Gallagher—The Maddest’’ and
“Gallagher—Stuck In The ’60s”
' both carry a suggested list of $39.95
for videocassettes and $29.95 for la-
ser videodisks.

The Paramount Home Video
agreement includes options on up to
10 programs, with home video re-

lease expected to time new titles ev-
ery four to six months. Depending
upon sales performance, Para-
mount indicates it’s willing to pro-
duce exclusive programs for the
home video market. Gallagher has
produced seven specials to date, but
noted during the press conference
that he would not necessarily draw
from all the pay-tv material to fulfill
his commitments.

During the reception, hosted by
senior vice president Bob Klingen-
smith, the comedian outlined the
Showtime arrangement that
spawned the original specials. Gal-
lagher himself retains ownership of
the programs, with the pay service
retaining rights to air each three
times in return for covering produc-
tion costs.

Initial orders on each of the first
two programs was pegged at 15,000
during the conference. Gallagher
himself, who proved as effective in
pitching his home cable virtues as

(Continued on page 31)
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(Continued from page 28)

Klingensmith’s figures led into oth-
er panelists’ points about establish-
ing a sales environment when the
Paramount executive said 74%
“know what they want when they
come into your store.”

Hitting hard on setting up a sales
possibility was Cort Shannon of
Karl Home Video. “‘Talk sale as
soon as the customer walks in the
door,” he said, adding that custom-
ers are already visiting mass mer-
chandiser outlets ‘“where there is
nothing to rent.”

Among the characteristics of con-
sumérs is the particularly worri-
some one of just not knowing that
video software is for sale, asserted
Rand Bleimeister of Embassy
Home Video. ““As of last December,
43% of VCR owners [in an A.C.
Nielsen survey] were not aware
videos were for sale for as low as
$39.95,” he said.

Bleimeister and panelists Wendy
Moss of International Video Enter-
tainment and Mike Weiss of King
Of Video stressed the importance of
point-of-purchase display. “In sur-
veys, 80% [of customers] find out

Underscoring consumer appeals
that lead to purchase, Continental
Video’s Jack Silverman emphasized
the need for an accommodating atti-
tude. “Don’t automatically decide
what your customer wants,” he
said. “Americans are not traditional
renters; most prefer to own, while
not every movie, certainly many.”
Silverman also cited a “film buff”
market and the growing catalog of
non-movie material—*‘‘self-improve-
ment, travel, special features.”

Several panelists repeated anec-
dotes to push the idea of selling
home video. Klingensmith referred
to a revelation in “our very first fo-
cus group. This woman admitted
renting ‘Superman’ 20 times be-
cause she said if she purchased it
she might become addicted.”

Assumptions about consumer
awareness are dangerous, accord-
ing to Shannon, who told of a wom-
an who “spent $90 renting ‘Money
Hunt.”

ACTIONAART

The results are fast. The
reach is vast. And the call is
free! To place a Billboard
Classified ad, call Jeff Serette

Ewmome video

Maljack Productions Gatalog Grows

Firm Adds Brittanica Titles, ‘Prisoner,’ ‘Kangaroo’

BY FAYE ZUCKERMAN

LOS ANGELES In an attempt to
broaden its catalog, one-year-old
Maljack Productions Inc. has netted
the exclusive rights to distribute
prerecorded video product produced
by Encyclopaedia Britannica, in ad-
dition to spending a reported
$400,000 for seven unusual home
video titles.

This unusual programming, says
Jaffer Ali, the director of marketing
for the Illinois company, includes 10
“Captain Kangaroc” shows, 17 epi-
sodes of the ITC-produced British tv
series ‘“The Prisoner,” and Len Cel-
la’s comedy shorts, popularized and
aired on Johnny Carson’s “The To-
night Show.” All titles will retail for
$39.95.

Robert Keeshan, best known as
Captain Kangaroo, combined newly
filmed footage with re-edited seg-
ments from his classic tv shows to
develop 60-minute programs specifi-
cally geared for the home video

market. Keeshan sold 10 programs
to the fledgling video firm for a re-
ported $250,000. The first two epi-
sodes are slated to ship in early
1985.

To promote the children’s titles,
Maljack has designed point-of-pur-
chase materials, posters, buttons
and even Captain Kangaroo pup-
pets. Keeshan says that he is willing
to make personal appearances at se-
lected retail outlets. “We are billing
the videotapes as ‘the greatest chil-
dren’s tv show to come to video,” ”
Ali says.

For Maljack to break even on the
reported $250,000 outlay for the
children’s titles, it will need to sell
more than 25,000 copies. And, ac-
cording to Ali, by the time all 10
shows are released, the firm“ex-
pects to be nearing that benchmark.

“We will meet that break-even
point, though not as quickly as typi-
cally seen by the home video version
of a top-grossing film,” he con-
tends.

For the tv spy program “The Pris-
oner,” the firm, which rose to fame
with the home video release of the
Beatles movie ‘““A Hard Day’s
Night,” reports initial orders of
about 7,000. It reportedly paid
$100,000 for the 17 episodes; to
break even, Maljack needs to sell
more than 10,000 copies.

“Seven thousand might sound
dismal, but we are not upset about
it,” says Ali. “We believe the mar-
ket [for our titles] is building.
Right now the home video field is
fueled by feature films. In the near
future, non-feature film program-
ming will become much more popu-
lar.”

Maljack’s initial launch of “The
Prisoner” consists of the first three
episodes, “The Arrival,” “Chimes
Of Big Ben” and “A, B And C.”
During the first quarter of 1985, the
firm will roll out three more shows,
“Free For All,” “The Schizoid Man”
and “The General.”

(Continued on page 30)
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What's Love Got To Do With it
Better Be Good To Me
Let's Stay Together
Private Dancer

BLANCM

[ sonv |
_ =35

| MICHAEL
R h'\‘_l\"‘\‘“““

BAND |

NN

Berlin Michael Stanley
$16.95*

Band 529.95*

Sony. Beta and Beta Hi-ti are registered trademarks of the Sony Corp. Video 45 is a registered trademark of the Sony Corp. of America
Video EP js a trademark of the Sony Corp. ot America Video LP is a trademark of the Sony Corp

nad newld e«

foons
v >

Tears For Fears
$16.95*

h-f Tl

i
STEREQ STERED

‘suggested list price
Dealers: Call Your
Locai Distributor or
1-800-847-4164
{in NY call
1-800-522-5229)

SONY.

THE MUSIC VIDEQ COMPANY

about new releases in your store,” S E——
said Bleimeister. Y at (800) 223-7524.
BILLBOARD DECEMBER 15, 1984 29

wwWwW americanradiohistorv com


www.americanradiohistory.com

ome video

FOR WEEK ENDING DECEMBER 15, 1984

Bilboard.

T e . L T
©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.

TOP VIDEOCASSETTES *'*

‘Uncle Fred’ Cassette

Gartoonist Golors Kids’ Vision

NEW YORK The creator of such
cartoon characters as Snuffy Smith
and Barney Google is testing the
home video market—but he’s not
going to use his comic strip person-

Snuffy’s Pa Goes Video. Fred
Lasswell, creator of such classic
comic strip characters as Barney
Google and Snuffy Smith, is trying out
the home video business. He's
created a kiddie-oriented cassette,
“Draw And Color Your Very Own
Cartoonys Right Along With Uncle
Fred,” and is selling it direct to
consumers and dealers as well as
negotiating with home video
companies for a distribution deal.

READ ALL ABOUT IT
1984 CATALOG

POPCORN
& VIDEO

Poppers
Supply Co., Inc.

11 B

® Recording Industry Assn. Of America (RIAA) seal for sales/licensed rentals of 37,500 units or sales/licensed rentals income of $1.5 million. A RIAA seal for
sales/licensed rentals of 75,000 units or sales/licensed rental income of $3 mitlion. (Titles issued prior to Jan. 1, 1984 are certified under lower criteria.)
 International Tape Disc Assn. seal for sales and/or net rentals of $1 million at wholesale.
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& Compiled from national retail store sales reports. alities in his product.
3}_ s}' \:}* 58wl % Instead, Fred Lasswell has creat-
Ll 113
N 3 S Copyright Owner, Principal ﬁ% % E § ed “Draw And Cplor Your Ve.ry
§’ L/ &/ TLE Distributor, Catalog Number Performers sejle| & | Own Cartoonys Right Along With
S/ Uncle Fred,” an hour-long, $29.95
- ) ; :
1| 1 | 3| THEEMPIRE STRIKES BACK CBS-Fox Video 1425 Mark Hamill 1950 |pg | WS (79% | cassette thathe’s been selling direct
aunsonlioy el || el to retailers and consumers.
Warner Brothers Pictures Prince VHS | 29.98 Lasswell’s first cassette took him
2 8 8 | LG Warner Home Video 11398 Apolionia Kotero 84| % |eta |28 | geveral years of planning and de-
g ideo Corporation VHS | 59.95 sign to create, he says, so the exact
3 | 3 |135| JANE FONDA'S WORKOUT A ¢ KarljVideo Jane Fonda 1982 |NR g 2 ¥s,
KVC-RCA 042 Beta | 9995 | costs of the title are hard to assess.
4| 6| 3| sTaARwARs CBS-Fox Home Video 1130 Markiiiamil 1977 |pg | YHS | 22981 But he says budgets for future
Harrison Ford Beta | 399% | “Uncle Fred” programs should run
Paramount Pictures Harrison Ford VHS | 24.95 about $40,000-$50,000 per hour.
] 2 52 RAIDERS OF THE LOST ARK Paramount Home Video 1376 Karen Allen 1981 | PG Beta | 24.95 “Draw ;Xnd CO]’OI‘" ig ina “couple
. : . [N 1)
6 | 4 | 14| ROMANCING THE STONE CBS-Fox Video 1358 Michael Douglas 1984 | pg | VHS | 7998 of video stores just on a test l?a51s,.
Kathleen Turner Beta | 9% | says Lasswell. Combined with di-
7 12| 2| PRIMETIME Kar! Video Corporation [ 1084 |nr | VHS | 3099 rect ma:ﬂ sales, income on the title
(KUGRCAI0SS Bets | 3995 | 50 far is approaching $12,000, he
Paramount Pictures Dan Ackroyd VHS | 24.95 says.
8 | 16 | 39 | TRADING PLACES Paramount Home Video 1551 Eddie Murphy 1983 1 R | Bota | 2495 A couple [of manufacturers]
g | 9 |93 | STARTREKIITHE WRATH OF Paramount Pictures William Shatner 1082 |pg| VHS | 2495 | seem interested,” says Lasswell of
KHAN A ¢ Paramount Home Video 1180 Leonard Nimoy Beta | 24.95 his independent video effort, but
Paramount Pictures Nick Nolte VHS | 39.95 right now he’s still “hoping to find
10 | 28 | 51 | 48HRS. Paramount Home Video 1139 Eddie Murphy 1983 | R | geta | 2005 ougt where the right p]acI:e isg for it
11|17 | 3 | MICKEY'S CHRISTMAS CAROL Walt Disney Home Video 225 Mickey Mouse 1983 | 6 | WS | 2095 “I would be interested in getting
: a connection with someone on a
A .
12| 7 | 10| YENTLA CBS-Fox Video 4724 Barbra Streisand 1983 [pg | HS | 7998 | longterm basis,” he says, adding
_ - that even so, he wants to “be care-
13 | NEWD AN OFFICER AND A Paramount Pictures Richard Gere 1982 | p | VHS | 2495 ful of which way I want it to go.”
GENTLEMAN A ¢ Paramount Home Video 1467 Debra Winger Beta | 24.95 A]though he hasn’t yet gotten a
14 | 19 | 12 | SPLASH Touchstone Home Video 213 ?grrnylHHaanah 1984 |Pg ;:é ;ggg deal for his first program, Lasswell
anks : has already started production
15| 8 | 8 | GREYSTOKE: THE LEGEND OF Warner Brothers Pictures Christopher Lambert | o0, | o | VHS | 7995 work on his second, “Draw And Col-
TARZAN, LORD OF THE APES A Warner Home Video 11375 Andie MacDowell Beta | 79.95 or Your ABC’s And Your 1, 2, 3's
’ t
Paramount Pictures . Kevin Bacon VHS [ 39.95 With Uncle Fred.” The program will
16 | 14 14 FOOTLOOSE Paramount Home Video 1589 John Lithgow 13 || 8 Beta | 39.95 be aimed at children bgtwgen three
Universal City Studios David Keith VHS | 79.95 and four years old.
17 | 12 | 6 | FIRESTARTER ® MCA Dist. Corp. 80075 Drew Barrymore 1984 | R | geta | 7995 y
Paramount Pictures Gene Hackman VHS | 24.95
18 | NEWD | UNCOMMON VALOR Paramount Home Video 1657 Robert Stack 1983 | R | geta | 2495
o 3 To | 158 sommegotmeics — aac.nc os T lTws {m| MALJACK PRODUCTIONS
HIGHLIGHTS Continental Video 1014 rank Gittor Beta | 29.95 :
(Continued on page 29)
RCA/Columbia Pictures Home Video  Robin Williams VHS | 7995
20 13 4 MOSCOW ON THE HUDSON 60309 Maria Alonso 1984 | R Beta | 79.95 Len Cella’s 60-minute comedy vid-
N RCA/Columbia Pictures Home Video  Rachel Ward VHS | 79.95 eo will be sold in Canada and in the
21 | 11 | 10 | AGAINSTALL 0DDS 60077 Jeff Bridges 1984 | R | goty | 7995 US. starting in February. Ali says
Paramount Pictures Shirley MaClaine VHS | 39.95 Maljack the worldwide
22| 21 % TERMS OF ENDEARMENT Paramount Home Video 1407 Debra Winger 1983 |PG Beta | 39.95 rithts tohtise Sp(;cougr::m
1 VIDEO REWIND: THE ROLLING ; VHS | 29.95
231321 3 STONES GREAT VIDEO HITS Vestron 1016 The Rolling Stones 1984 [NR| pon 2995
24 | 34 | 73 | DURANDURAN ® Thorn/EMI Tvd 1646 Duran Duran 1983 [WR| YHS [ 28981 | 0
eta | 2995 .
STAR TREK: THE MOTION Paramount Pictures William Shatner VHS | 24.95
25 NEW’ PICTURE A ¢ Paramount Home Video 8858 Leonard Nimoy 1980 | G Beta | 24.95 :
Elektra Entertainment VHS | 29.98
26 | 31 | 12 | HEARTBEAT CITY T e L The Cars 1984 [NR | g | poce :
RAQUEL, TOTAL BEAUTY AND ) VHS | 39.95
271 27 | 4 FITNESS Thorn/EMI Home Video 2651 Raquel Welch 1984 |NR | oo | 300 :
Universal City Studios Lance Guest VHS | 79.95
28 | NEWD | THELAST STARFIGHTER MCA Dist. Corp. 80078 Robert Preston 1984 PG| ety | 7995 :
Universal City Studios A.Schwarzenegger VHS ] 79.95 »
29 | 20 | 2 | CONAN THE DESTROYER MCA Dist. Corp. 80079 Grace Jones 198 |G pota | 7995 *
LIMITED GOLD EDITION CARTOON . ! ) VHS | 2995 *
3018 (25 CLASSICS MICKEY ¢ Walt Disney Home Video 198 Mickey Mouse 1984 |NR | B | 5908 *
. ) Charles Martin Smith VHS | 79.95 *
31]10]| 5 NEVER CRY WOLF Walt Disney Home Video 182 Brian Dennehy 198 |PG | oo | 7005 *
Paramount Pictures f VHS | 2495 *
32| 25| 64 | FLASHDANCE Paramount Home video 1454 Jennifer Beals 1983 | R | g | 9408 *
LIMITED GOLD EDITION CARTOON ) ) VHS | 2995 0
33|35 | 25| GLASSICS DONALD & Walt Disney Home Video 200 Donald Duck 1984 |NR | oo | 209 :
RCA/Columbia Pictures Home Video William Hurt VHS | 79.95
34| 23| 19| THEBIGCHILLA @ 100211 Glenn Close 1983 | R | gots | 7995 :
Universal City Studios Molly Ringwald VHS ] 79.95
35| 24| 9 | SIXTEEN CANDLES A MCA Dist. Corp. 80076 Paul Dooley 1984 | PG | pery | 7995 :
MAKING MICHAEL JACKSON'S : VHS | 29.95
36 | 33| %0 | TMRILLER A ¢ Vestron 1000 Michael Jackson 1983 |NR| oo | 00 :
Universal City Studios g VHS | 7995
37 | 38 | 28 | SCARFACEA MCA Dist. Corp. 80047 Al Pacino 15831 R | Beta | 7995 :
X Nancy Alien VHS | 79.95 »
38 | 30 | 4 | THEPHILADELPHIA EXPERIMENT  Thorn/EMI Home Video 2547 Michae! Pare 1984 PG | pe | 200 .
JANE FONDA WORKOUT KVC-RCA VHS | 59.95 b 4
391 % | 1| CHALLENGE Karl Video Corporation 051 Jane Fonda 1930 IR gety [ 5995 | | w
, Raymax Prod. P. Brownstein Prod. ) VHS | 39.95 *
40 | 39 | 45 | DOIT DEBBIE'S WAY A Video Association 1008 Debbie Reynolds 1983 |R | Bets | 3905 | |
»

GREAT FOOD
OPEN 24 HOURS

LARRY PARKER'S

206 S. Beverly Dr. at Charleville, Beverly Hills, CA o (213) 274-5658
4676 Admiralty Way, Marina Del Rey, CA ® (213) 823-6615

Telephones at Each Dining Booth
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Many Hit 20,000 Mark

Music Titles Hot in Japa

BY SHIG FUJITA

TOKYO JustayearagoinJapan,a
music video was rated a top seller if
it hit the 10,000-unit mark. In 1982,
sales of just 3,000 units would have
qualified for the best-selling tag.
But now record companies are find-
ing that many packages are reach-
ing the 20,000 mark, with some even
topping 30,000.

“Train Of Thought” by Japanese
pop artist Yimi Matsutoya is a case
in point. Toshiba-EMI spent nearly
$500,000 to produce the video in
Britain via Green Back Films, and it
was released here on Sept. 1. The
initial pressing of 20,000 copies
(Billboard, Sept. 8) was sold out
within a month. Now sales are said
to be well over the 27,000 mark, and
Toshiba-EMI expects to top 35,000
by year’s end.

Victor Co. of Japan (JVC) re-
leased “Timeless World” by Japa-
nese pop singer Kyoko Koizumi on

Japan’s Toho
Moves Into Music

TOKYO Japanese film/video com-
pany Toho has moved into produc-
tion of music video titles as part of a
push to increase software earnings
from $14.6 million in 1984 to some
$18.5 million next year.

The first four music releases, re-
leased Monday (10), include the

«“Super Rock "84 concert, held at
the Seibu Stadium outside Tokyo in
August this year.

Around 25% of Toho's video earn-
ings already come from distributed
music titles, but the company has
heretofore confined itself to feature
film projects, the latest being a new
version of “Godzilla.” This policy is
now seen as restricting growth;
hence the move to establish a broad-
er product base including music and
how-to videos.

Sept. 5. The company says the title
has already hit the 30,000-unitsales
level.

Warner-Pioneer started taking
advance orders for Eikichi
Yazawa’s “History” video on Aug.
17 when the rock singer started out
on a nationwide domestic concert

tour. The package, which includes’

footage that Yazawa himself shot
some 10 years ago and which runs
roughly 105 minutes, was released
on Sept. 25, and sales are already re-
ported at well above 20,000 units.

Warner-Pioneer spent over
$200,000 on advertising and promo-
tion, including huge posters at 95
subway stations and nationwide
television commercials. The music
press was also used to promote the
package.

Nippon Columbia’s domestic act
Naoko Kawai released a video pack-
age here on Aug. 28, which has sold
roughly 20,000 units. The video cost
more than $400,000 to produce.

PARAMOUNT, GALLAGHER

(Continued from page 29)

his celebrated Sledge-O-Matic
household tool, noted that his own
career strategy has been to concen-
trate on cable and pay exposure,
rather than broadcast tv appear-
ances.

For Paramount, the agreement is
noteworthy as a rare albeit condi-
tional, step beyond theatrical mo-
tion pictures for home video release.

Paramount has concentrated al-
most all of its efforts on a relatively
slim catalog of theatrical feature
films, only going into made-for vid-
eo programming a few times be-
fore. The company has released
tapes of comedy performances by
Eddie Murphy and Robin Williams.
Its latest made-for effort is “Strong
Kids, Safe Kids,”” with Henry
Winkler.

=
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$ Compiled from national retail store rental reports.
S/&/3 53|5| »
/&) . inci ~S1E|l E
B i~ S Copyright Owner, Principal 5S1s5| %
,\5’ 30_) §_ TITLE Distributor, Catalog Number Performers L8| =
1| 5 | 3 | THEEMPIRE STRIKES BACK CBS-Fox Video 1425 Mark Hamil 1980 | PG | oS
2 | 1 | 13 | ROMANCING THE STONE & CBS-Fox Video 1358 e s 1984 [PG | g
3 3 9 ?zﬁ;ls\LO’L(SRLHéFL'FSEET\g&FA aarner Brothers Pictures Chri_s(opher Lambert 1984 | PG VHS
0 arner Home Video 11375 Andie MacDowell Beta
4 4 5 MOSCOW ON THE HUDSON Fégggcgolumbia Pictures Home Video an(;?iigmli? 1984 | R ;:ti
§ | 2 | 12| SPLASH Touchstone Home Video 213 Baryl Hannah 1984 PG | 315
14| 2 | PURPLERAIN Warner Home video 11308 Abolionia Kotero 1984 | R | ot
7|6 |7 | FRESTARTER® MCA Dot Corp. 80075 Driedamymore | 1984 | R | gep
8 7 10 AGAINST ALL ODDS Fégg;(;olumbia Pictures Home Video Teaft:fhlge:i\évgalerg 1084 | R ;:tsa
9 | 16| 5 | conan e oesTRoven TR A Serrress o |1 12
10| 9 | 6 | NEVERCRYwWOLF Walt Disney Home Video 182 Sharles artin SMI | 1934 |pa | g3
11| 10 | 5 | THEPHILADELPHIA EXPERIMENT Thorn/EMI Home Video 2547 TG 1984 | PG | ¥H3
2] 1 |+ | swreencamotss.a i Oy s o | s
13| 13| 7 | THEBOUNTY Vestron 3644 Mty viopkins | 1984 {6 | e
14| 11| 13 | FOOTLOOSE Paramoum Pioturet 1589 Jon Lingow 1984 (6 | ot
15|12 9 | YENTLA CBS-Fox Video 4724 Barbra Streisand 1983 | PG ;L‘g
16 | 15 | 12 | 1cEMANA o e is o i
17 | 17 | 6 | CANNONBALLRUNII Warner Home video 11377 Bean Mo 1984 (6 | o
18|26 | 19 | THEBIGCHILLA & R Columbia Pictures Home Video Wil Hurt 1983 | R | ¥HS
19 ] a | wcae D, G S oo [
20 | 2 6 THISIS SPINAL TAP 522223 Ei:):rt:ereEsntertainment 2081 Sl?;ir?z:grlx:;(g::g B3 | W ;:tz
21 | NEWD | e ast sTancuTeR e reeoet o [ g
22 |18 | 6 | BREAKIN'A R T :A?g:n?e?g;g?:g;s 1984 [po | g0
23| 2 | 5| racwowimi Tve woon . e
24| 27 | 9 | UPTHECREEK ® Gesron 6043 Steptin Faret 1984 | ® ) g
25 | NEWD> | REUBEN, REUBEN CBS-Fox Video 1435 ;‘;ﬁ;‘;’“’c’g‘i"is 1983 | R ;:tsa
2| 5 | 15 | pumeeneaTs o EeTs: IO
27| 23 | 10 | ICEPIRATES ® MGM/UA Home Video 800427 m*;%ggg; 1084 [po | ¥HS
28 | 19 6 EI:'III\)'I:\_FE'I’;HE13TH-THE FINAL Earamount Pictures Dana Kimball 1984 | R VHS
aramount Home Video 1539 Paul Krata Beta
29 | 34 | 26 | TERMS OF ENDEARMENT Paramount Home video 1407 Debrawinger | 1988 P8 | g
30 | 38 | 53 | RAIDERS OF THE LOST ARK Paramount Home video 1376 Keren Ao 1981 PG| ga
31|30 | 28 | SCARFACE & ﬂ"cileé??t'r?é'uyniﬁ‘giffp. 80047 AlRacing 1983 | R ;:tsa
32 | NEWD | STARWARS CBS-Fox Video 1130 Mark Harlll | 1977 | PG ;:g
5| 1| searseere cpm o Srogsaone | |ro| 15
34|29 | 21 | BLAMEITONRIOA Sherwood Productions ng:;g'g;g‘:na 1984 | R | piS
35| 22 | 2 | DEATHSTALKER Vestron 5048 Barbi Benton 1980 [ R | g
36 | 31 | 24 | THERIGHT STUFF A o e . G 1983 | PG | g
| B 19 LASSITER & w:::s: g?;‘:e\gd;i?:tures 11372 I:rrgzzl)l:r(\::ur 19e4p R ;:tsa
38|32 | 9 | HOTDOG... THE MOVIE reey"(’,{é’e’(‘) 4723 L 1984 | R | WHS
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BILLBOARD’S SIXTH ANNUAL

VIDEO MUSIC CONFERENCE

November 15-17, 1984 Sheraton Premiere Hotel, Pasadena, California

Opening Rounds. Billboard editor-in-chief
Adam White kicked off the panels with his
opening remarks, giving an overview of the
state of the industry . . .

... while Billboard video music and home
video editor Tony Seideman commented
on his specific areas of expertise.

No Peace in Videoland. Some “down under” executives came up to attend the conference. Pictured from left are Bill
Brummel, Ellen Berkowitz of the Cable Music Channel, video producer Robert Lombard, and Australian visitors producer/
director Lucinda Clutterbuck and Phil Tripp of Encore magazine.

Warners at the Center. Warner Bros. Records video vice president Jo Bergman,
center, chats it up with two other video music veterans: Marcelo Epstein, left, and
Alexis Omeltchenko of Pendulum Productions.

Happy Co-Host. Charles Levison, left, of the UK.
video music channel Music Box, gets some inside
news on the U.S. end of the business from
Rockamerica’s Ed Steinberg, who co-hosted the
opening evening cocktail party.

LABEL EXEGS AIR GOMMON WOES

A litany of common creative and commercial hurdles for mu-
sic video clip production was offered by seven label execu-
tives during the opening panel discussion at Billboard’s Video
Music Conference.

In brief presentations and informal comments to the audi-
ence, record company video chiefs reviewed how—and how
not—to position a given producer or production entity to best
serve potential label clients. In the process, the panelists mir-
rored the often sharp criticism of current clip style and con-
tent through a host of provocative, often damning pro-
nouncements on the state of the art, or at least the craft, of
music clip production.

That the label executives responsible for overseeing clip
commitments and placement have developed such qualms
was wittily illustrated by the opening videotape presentation
offered by Michelle Peacock, Capitol Records’ director of na-
tional video promotion. The ersatz “awards” reel singled out
well-known clips as chief offenders for various overworked
visual cliches. Peppered with visual puns, inside trade jokes
and a modicum of surrealism, Peacock’s well-received tape in
turn yielded individual gripes from the panelists.

From there, the participants turned to more substantial,
behind-the-scenes considerations. Larry Stessel, Epic Rec-
ords’ director of West Coast merchandising, urged produc-
tion companies to develop more realistic budgets when pitch-
ing labels, rather than deliver optimistic clip blueprints that
later require rescheduling and financial overages.

Warner Bros. creative marketing vice president Jeff Ayer-
off asserted that video music is now facing a “crisis” in its
direction, with too much of the material produced simply
“crap.” “I think that what we’re producing is the lowest com-
mon denominator product, because the medium we’re produc-
ing for demands that standard,” he complained.

Elektra’s director of video, Robin Sloane, agreed, saying
that “anyone in this room who sits and watches MTV knows
it. Three years ago, MTV had a certain spirit, a certain sense
of adventure . . . Now it’s [become] a passive medium.”

Jeanne Mattiussi, associate director of artist development/
video promotion at Columbia Records, also warned of the pit-
falls of tight clip budgets. “When you come in and pitch an
idea to me or my superiors, make sure it’s an idea your bud-
get can afford,” she advised, adding that producers and di-
rectors must also anticipate the ego of the musical acts in-
volved, as well as their limitations on camera.

Chrysalis merchandising director Ken Baumstein told
would-be directors to “do your homework” before pitching la-
bel brass on a clip assignment. “Too often, I have people

Michelle Peacock

come to see me who have no awareness of our roster,” he not-
ed.

As for developing stronger creative ideas against the fi-
nancial pressure of budgetary limits, MCA Records director
of video services Elizabeth Heller suggested turning to the
acts themselves. “The artist has a key role in expanding or
limiting the creativity of a project,” she stressed.

During the subsequent question-and-answer session, the
issue of finding willing label comment on sample reels
prompted the session’s own moment of drama, as a college
teacher and directorial hopeful recounted giving Elektra’s
Sloane a sample reel at the New Music Seminar—a reel, the
teacher complained, apparently yet to be screened.

With the support of the panel itself, the clip in question
was then projected onto the large screen television system
used throughout the conference. According to Dan Dinello,
the feisty teacher, the clip, based on a song by local Chicago
act Stations, was produced for less than $5,000, using student
crew members.

Response to the clip—which borrowed heavily from silent
era German expressionists such as F.W. Murnau and Fritz
Lang—was enthusiastic among both panelists and audience
members. SAM SUTHERLAND

Jeft Ayeroff, Ken Baumstein

)

Robin Sloane, Larry Stessel

Liz Heller, Jeanne Matiussi
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Music Titles Hot in Japa

BY SHIG FUJITA

TOKYO Justa year agoinJapan, a
music video was rated a top seller if

Sept. 5. The company says the title
has already hit the 30,000-unitsales
level.

Warner-Pioneer started taking

n Bilboard

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.
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# Internationat Tape Disc Assn. seal for sales and/or net rentals of $1 miltion at wholesale.

it hit the 10,000-unit mark. In 1982, advance orders for Eikichi .
sales of just 3,000 units would have Yazawa’s ‘“History” video on Aug. & Compiled from national retail store rental reports.
Py . . </
qualified for the best-selling tag. 17 when the rock singer started out S/&/98 s 8%l w
But now record companies are find- on a nationwide domestic concert NIANTAS Copyright Owner, Principal 5S|E| £
ing that many packages are reach- tour. The package, which includes’ é” &/ &/ TIE Distributor, Catalog Number Performers 228 &
ing the 20,000 mark, with some even footage that Yazawa himself shot VAV
topping 30,000. some 10 years ago and which runs 1 ' Mark Hamill VHS
> . 5 | 3 | THE EMPIRE STRIKES BACK CBS-Fox Video 1425 . 1980 [PG
“Train Of Thought” by Japanese roughly 105 minutes, was released plarisonliord Bl
pop artist Yimi Matsutoya is a case  on Sept. 25, and sales are already re- 2 | 1| 13| ROMANCING THE STONE a R T e Michael Douglas 1084 | pg | VHS
in point. Toshiba-EMI spent nearly ported at well above 20,000 units. Kathleen Turner gets
$500,000 to produce the video in Warner-Pioneer spent over GREYSTOKE: THE LEGEND OF Warner Brothers Pictures Christopher Lambert VHS
itain vi - : o 3| 3| 9| TARzAN,LORDO s i 375 Andie MacDowell 1984 | PG | gorg
Britain via Green Back Films, and it ~ $200,000 on advertising and promo- ZAN, F THE APES A Warner Home Video 1137 ndie MacDowe
was released here on Sept. 1. The tion, including huge posters at 95 4 RCA/Columbia Pictures Home Video Robin William VHS
M . . : . . 4 | 5 | MOSCOW ON THE HUDSON ! 1984 | R
initial pressing of 20,000 copies subway stations and nationwide 60309 Maria Alonso Bela
(1'31]]'board, Sept. 8) was sold out television commercials. The music 5| 2| 12| spLash T R ?arylHHar:‘nah 1988 | PG ;:tsa
within a month. Now sales are said press was also used to promote the om nanxs
to be well over the 27,000 mark, and package Warner Brothers Pictures Prince VHS
. Lo . . 6 | 14| 2 PURPLE RAIN > . 1984 | R
Toshiba-EMI expects to top 35,000 Nippon Columbia’s domestic act Warner Home Video 11398 Apollonia Kotero Beta
by year’s end Naoko Kawai released a video pack- Universal City Studios David Keith VHS
3 ’ . 7161|7 FIRESTARTER ® sal L1y 1984 | R
Vietor Co. of Japan (JVC) re- age here on Aug. 28, which has sold MCA Dist. Corp. 80075 Drew Barrymore Beta
leased “Timeless World” by Japa- roughly 20,000 units. The video cost RCA/Columbia Pictures Home Video Rachel Ward VHS
. . . ; ' 8 | 7 | 10 | AGAINSTALL ODDS . 1984 | R
nese pop singer Kyoko Koizumi on  more than $400,000 to produce. 60077 Jeff Bridges Bela
Universal City Studios Arnold Schwarzenegger VHS
9 16 3 CONAN THE DESTROYER MCA Dist. Corp. 80079 Grace Jones 1984 | PG Beta
B i ]
Japan’ S Toho PARAMOUNT, GALLAGHER 10| 9 | 6 | NEVERCRYWOLF Walt Disney Home Video 182 Grarles Martin Smith | 1984 |po | ¢S
oves 0 usic (Continued from page 29) 11| 10 | 5 | THE PHILADELPHIA EXPERIMENT Thorn/EMI Home Video 2547 Rk 1984 | pg | YHS
ichael Pare Beta
his celebrated Sledge-O-Matic Universal City Studios Molly Ringwald VHS
. h 12| 8 | 9 | SIXTEEN CANDLES A . 1984 | PG
TOKYO Japanese film/video com- household tool, noted that his own MCA Dist. Corp. 80076 Paul Dooley Beta
pany Toho has moved into produc- career strategy has been to concen- 131 13| 7 | THE BOUNTY Orion Pictures Mel Gibson 184 |pg | VHS
tion of music video titles as partof a  trate on cable and pay exposure, Vestron 5044 anthonyjiiceking geta
ush to increase software earnings rather than broadcast tv appear- Paramount Home Video Kevin Bacon VHS
?rom $l4.6 million in 1984 to songle ances. 14 1l 13 FOOTLOOSE Paramount Pictures 1589 John Lithgow 1984 | PG Beta
$18.5 million next year. For Paramount, the agreementis | 15 | 12 | 9 | venTLA CBS-Fox Video 4724 Barbra Streisand 1983 | PG | YRS
The first four music releases, re- noteworthy as a rare albeit condi- -
leased Monday (10), include the tional, step beyond theatrical mo- 1615 12 Universal City Studios Timothy Hutton VHS
] i ; ICEMAN A ¢ X ! 1984 | PG
.“Super Rock '84” concert, held at tion pictures for home video release. MCA Dist. Corp. 80074 CincsaylClouse geis
the Seibu Stadium outside Tokyo in Paramount has concentrated al- 171176 | can Warner Bros. Pictures Burt Reynolds VHS
2 : A NONBALL RUN Il ¢ ’ 1984 | PG
August this year. most all of its efforts on a relatively WarnerhiomelVide oIS BeanMartin gels
Around 25% of Toho’s video earn-  slim catalog of theatrical feature 18| 2 | 19| THEBIGCHILLA o RCA/Columbia Pictures Home Video William Hurt 1983 [ R | YHS
ings already come from distributed films, only going into made-for vid- LeXepALA Sl Elees gete
music titles, but the company has eo programming a few times be- 1920120 TANKA @ Universal City Studios James Garner 1583 |G | YHS
heretofore confined itself to feature fore. The company has released LEA DL Gt ol Shirley Jones e
film projects, the latest being a new  tapes of comedy performances by 20 | 24 Embassy Pictures Christopher Guest VHS
I ! : e 2 . Mz 6 | THIS IS SPINAL TAP ) : 1984 | R
version of “Godzilla.” This policy is Eddie Murphy and Robin Williams. Embassy Home Entertainment 2081 MichaellMcKean Bel2
now seen as restricting growth; Its latest made-for effort is “Strong | 21 | NEWD | THE LAST STARFIGHTER Universal City Studios Lance Guest 198 |pg | YHS
hence the move to establish abroad- Kids, Safe Kids,”” with Henry MCA Dist. Corp. 80078 Robetifreston Bela
er product base including music and  Winkler. . Cannon Films Inc. Adolfo Quinones VHS
hovI:'-to videos. 3 22 |18 | 6 | BREAKIN'A MGM/UA Home Video 800447 Michael Chambers 1984 PG| gty
Paramount Pictures Elizabeth McGovern VHS
232 8 RACING WITH THE MOON Paramount Home Video 1668 Sean Penn 1984 | PG Beta
Orion Pictures Tim Matheson VHS
2|7 9 UP THE CREEK ® Vestron 5043 Stephan Furst 1984 | R Beta
. Tom Conti VHS
25 | NEWD | REUBEN, REUBEN CBS-Fox Video 1435 Kelly MCGills 1983 | R | oo
Warner Brothers Pictures Cheryl Ladd VHS
26 | 35 | 15 | PURPLEHEARTS A Warner Home Video 20018 Ken Wahl 1988 | R | Bot
' Robert Urich VHS
27123110 ICE PIRATES ® MGM/UA Home Video 800427 Mary Crosby 1984 PG| g
28 | 19 6 FRIDAY THE 13TH-THE FINAL Paramount Pictures Dana Kimball 1984 | R VHS
CHAPTER Paramount Home Video 1539 Paul Krata Beta
Paramount Pictures Shirley MaClaine VHS
29| 34| 26 TERMS OF ENDEARMENT Paramount Home Video 1407 Debra Winger 1983 | PG Beta
Paramount Pictures Harrison Ford VHS
30 | 38 53 RAIDERS OF THE LOST ARK Paramount Home Video 1376 Karen Allen 1981 | PG Beta
Universat City Studios . VHS
_ : 31| 30 | 28 | SCARFACEA MCA Distributing Corp. 80047 gllBacing 1983 | R | geta
i oo ; ; . Mark Hamill VHS
. Iri ( e a ‘ 4 32 | NEWD | STARWARS CBS-Fox Video 1130 e 1977 PG | 20
R L oo AL 2 T e TN e T Orion Pictures Gina Belafonte VHS
— 3|5 Y BEAT STREET ® Vestron 5047 Rae Dawn Chong 19243 [0C Beta
[ B g - - ,
L Sherwood Productions Michael Caine VHS
Pnnn“c[n |— ] |22 BLAMEIONRIOARY Vestron 5040 Joseph Bologna B | Beta
) S
. VHS
2 | DEATHSTALKER Vestron 5048 4
THE RECOTON V615 STEREO COLOR PROCESSOR ALLOWS YOU TO PRODUCE 3|2 estron e — 198 | R | gty
UP TO 4 HIGH QUALITY VIDEO TAPE COPIES SIMULTANEOUSLY FROM ONE The Ladd Compan Crarles Frank VS
ORIGINAL WHILE ADJUSTING THE COLOR, CONTRAST, TINT, AND DETAIL OF 36 | 31 | 24 | THE RIGHT STUFF A Warner Home Side{) 20014 - Scott Glenn 1983 |PG | o
VIDEOTAPES YOU WISH TO DUPLICATE OR RECORD OFF THE AIR. 2
Video Magazine's October 1983 Test Report stated: 9 A Warner Home Video Tom Selleck VHS
“The Recoton V615 is an effective color processor with a wide range ... we recommend 8|1 LASSITER Warner Brothers Pictures 11372 Jane Seymour 1984 | R | Beta
it for its flexibility and cost.” -
o . MGM/UA David Naughto VHS
For the best p_ossuble picture insist on Recoton “"Gold Connection” 38 | 32 9 HOT DOG ... THE MOVIE Key Video 4723 sﬁ;:-mo:uT%veeg 1984 | R Beta
high performance Video Hookup Cables.
Recoton....Setting New Standards of Technical Excellence in Video, Audio Paramount Pictures Gene Hackman VHS
Computer, Telephone, and Stereo Headphone Accessories. T R Paramount Home Video 1657 Robert Stack 1983 | R | et
BRrecaTane FCC.&UL Approved RCA/Columbia Pictures Home Video Grant Cramer VHS
Recoton Corporation, 46-23 Crane Street, Long Island City, New York 11101, 212-392-6442 40 | ¥ . R EUDIES 60366 Teal Roberts B0 1L Beta
@ Recording tndustry Assn. Of America (RIAA) seal for sales/licensed rentals of 37,500 units or sales/licensed rentals income of $1.5 million. A RIAA seal for
sales/licensed rentals of 75,000 units or sates/licensed rentat income of $3 million. (Titles issued prior to Jan\, 1984 are certified under lower criteria.)
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BILLBOARD’S SIXTH ANNUAL

IDEO MUSIC CONFERENCE

November 15-17, 1984 Sheraton Premiere Hotel, Pasadena, California

Opening Rounds. Billboard editor-in-chief
Adam White kicked off the panels with his
opening remarks, giving an overview of the
state of the industry . . .

... while Biliboard video music and home
video editor Tony Seideman commented
on his specific areas of expertise.

No Peace in Videoland. Some ‘“‘down under” executives came up to attend the conference. Pictured from left are Bili
Brummel, Ellen Berkowitz of the Cable Music Channel, video producer Robert Lombard, and Australian visitors producer/
director Lucinda Clutterbuck and Phil Tripp of Encore magazine.

Warners at the Center. Warner Bros. Records video vice president Jo Bergman,
center, chats it up with two other video music veterans: Marcelo Epstein, left, and
Alexis Omeltchenko of Pendulum Productions.

Happy Co-Host. Charles Levison, left, of the U.K.
video music channel Music Box, gets some inside
news on the U.S. end of the business from
Rockamerica’s Ed Steinberg, who co-hosted the
opening evening cocktail party.

LABEL EXECS AIR COMMON WOES

A litany of common creative and commercial hurdles for mu-
sic video clip production was offered by seven label execu-
tives during the opening panel discussion at Billboard’s Video
Music Conference.

In brief presentations and informal comments to the audi-
ence, record company video chiefs reviewed how—and how
not—to position a given producer or production entity to best
serve potential label clients. In the process, the panelists mir-
rored the often sharp criticism of current clip style and con-
tent through a host of provocative, often damning pro-
nouncements on the state of the art, or at least the craft, of
music clip production.

That the label executives responsible for overseeing clip
commitments and placement have developed such qualms
was wittily illustrated by the opening videotape presentation
offered by Michelle Peacock, Capitol Records’ director of na-
tional video promotion. The ersatz “awards’ reel singled out
well-known clips as chief offenders for various overworked
visual cliches. Peppered with visual puns, inside trade jokes
and a modicum of surrealism, Peacock’s well-received tape in
turn yielded individual gripes from the panelists.

From there, the participants turned to more substantial,
behind-the-scenes considerations. Larry Stessel, Epic Rec-
ords’ director of West Coast merchandising, urged produc-
tion companies to develop more realistic budgets when pitch-
ing labels, rather than deliver optimistic clip blueprints that
later require rescheduling and financial overages.

Warner Bros. creative marketing vice president Jeff Ayer-
off asserted that video music is now facing a “crisis” in its
direction, with too much of the material produced simply
“crap.” ““I think that what we’re producing is the lowest com-
mon denominator product, because the medium we’re produc-
ing for demands that standard,” he complained.

Elektra’s director of video, Robin Sloane, agreed, saying
that “anyone in this room who sits and watches MTV knows
it. Three years ago, MTV had a certain spirit, a certain sense
of adventure . .. Now it's [become] a passive medium.”

Jeanne Mattiussi, associate director of artist development/
video promotion at Columbia Records, also warned of the pit-
falls of tight clip budgets. “When you come in and pitch an
idea to me or my superiors, make sure it’s an idea your bud-
get can afford,” she advised, adding that producers and di-
rectors must also anticipate the ego of the musical acts in-
volved, as well as their limitations on camera.

Chrysalis merchandising director Ken Baumstein told
would-be directors to ‘“‘do your homework” before pitching la-
bel brass on a clip assignment. “Too often, I have people

Michelle Peacock

come to see me who have no awareness of our roster,” he not-
ed.

As for developing stronger creative ideas against the fi-
nancial pressure of budgetary limits, MCA Records director
of video services Elizabeth Heller suggested turning to the
acts themselves. “The artist has a key role in expanding or
limiting the creativity of a project,” she stressed.

During the subsequent question-and-answer session, the
issue of finding willing label comment on sample reels
prompted the session’s own moment of drama, as a college
teacher and directorial hopeful recounted giving Elektra’s
Sloane a sample reel at the New Music Seminar—a reel, the
teacher complained, apparently yet to be screened.

With the support of the panel itself, the clip in question
was then projected onto the large screen television system
used throughout the conference. According to Dan Dinello,
the feisty teacher, the clip, based on a song by local Chicago
act Stations, was produced for less than $5,000, using student
crew members.

Response to the clip—which borrowed heavily from silent
era German expressionists such as F.W. Murnau and Fritz
Lang—was enthusiastic among both panelists and audience
members. SAM SUTHERLAND
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Quaternian Fractals by Alan Norton, IBM,
from a formula of fractal mathematics based
on a dragon curve and the concept of four-
dimensional space.
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WE'VE ALWAYS BEEN
THE ADVEN TUROUS TYPE.
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With Media Home Entertainment adventures, youre always the hero.

Discover the dark side of human nature with “Fleshburn] a surreal
tale of revenge and survival.

Experience fantasy at its most thrilling as you enter the realm of myth
and magic in “The Blademaster”

Take a brutal, heavy metal journey into the world of the future in
“1990: The Bronx Warriors. NOW ON NL v
ey

A Norw Kimd OF R

" Look for these adventures at your video distributor. VIDEOCASSETTE.

i 1 MEDIA HOME ENTERTAINMENT. INC.
Because the adventurous type will be looking fqr you. O B MET

Los Angeles, Califarnia
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cas, New York, NY 10019.

nment Group, 1350 Ave. of the Ameri

1984 MGM/UA Home Entertai

Follow the
Yellow Brick Road.

The Home Entertainment Group has continually broken new ground
with original programming, innovative marketing and industry expansion.

In the brave new divisions of Home Video and Pay TV.

In the broadening divisions of Merchandise Licensing, Non-Theatrical
and Records.

We were the first to put great music on video in an important way. From
The Compleat Beatles to Turandot.

We were among the first to grant merchandising licenses around the
world. From Pink Panther dolls to Black Stallion books.

Ours is the largest film library in the English-speaking world—over 4,000
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titles. From Gaslight to Casablanca and Gone With the Wind. To Rocky, The
Pink Panther and James Bond.

We've always taken the high road. If you're going to the future, follow the
leader. From The Wizard of Oz to 2010.

HOME ENTERTAINMENT GROUR INC.
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RETAILING IN THE ELECTRONIC AGE

Youe

ithin the next ten years, the field of retailing—sell-
ing products and services to the ultimate using con-
sumer—will change in a drastic, yet evolutionary
manner. [t won’t be a radical. overnight change.
Few changes are. Most that take place within a ten-
year time periwd happen with measured, deliberate slowness. They
grow from technology that already exists. When some bright people
make the synthesis between the nuts and bolts and what can be done
with them to make money. the technology is brought out of the lab
and put to work. The nature of such evolutionary change makes it
seem as though nothing is really changing, just improving slightly.

Progress is usually made in small increments. Only when you look
back over a period of five to ten years does it seem that enormous
progress has been made. We live from day to day and crisis to crisis
in our personal and business lives. Few people have the time. much
less the desire, to project their activities beyond the end of the fiscal
year or even the next quarterly report. Or the end of the month when
the “net FOM™ accounts come due. Or April 15th.

Progress is also difficult to see because, by and large, we continue
to use the technology we have today. Yes, it will be overlaid with
new technology. But new technology must always be incorporated
into the business world on an incremental basis. There’s far too
much money invested in capital equipment to permit it to be thrown
out before it’s fully amortized. Therefore, much of what’s to come
will be an upgrade'or addition to existing equipment or procedured.
It’s otherwise too expensive to throw everything out and start fresh
every year. So. as a word to the wise. don’t look for far-out new tech-
nology or techniques to enter the world of retailing during the rest of
this decade.

If you want to think about the 1990s, that's another story. But
there’s a lot of business to be done between now and then.

Therefore, to make realistic forecasts of the coming changes in
retailing over the next decade, one doesn’t need a crystal ball. What
is needed is a sense of direction, a knowledge of what’s going on in
the back rooms of industrial research labs. and a feeling for the ev-
eryday problems that could be tackled economically by existing
know-how. As in most other fields of human endeavor, advances are
not paced by the invention of new hardware, but by the way people
use the hardware to help them work better, faster, or more efficient-
ly. Or to help them enjoy their lives. This pattern is especially true
in the hard-noused, pragmatic world of retailing.

At its roots, retailing is a strange combination of psvchology and
bean counting. Potential customers must be informed of the avail-
ahility of a produet or service and usually convinced to buy it in a
competitive marketplace full of other products and services that also
seek their dollar. Once the sale has been made. it amounts to a bean
that must be counted, recorded. or replaced in inventory. As a result.
the technology of electronics and data processing has been waiting in
the wings. capable of doing many of these critical retailing jobs. But
much of the modern technology is perceived by cost-conscious retail-
ers as too expensive. This isn’t necessarily the case as time passes.
Left unrestrained to develop in response to market needs, technol-
ogyv becomes less costly with time. The old production rule of thumb
rules: Double the production, and the cost decreases by 10%. Of
course, this doesn’t hold true if there is outside intervention by polit-
ical or regulatory bodies. Fortunately, the technologies useful to the
retailing world have thus far been surprisingly free of government-
imposed restraints.

Over the last century—and especially in the last fifteen years—
there’s been a continuing development of the techniques of informa-
tion handling. processing. and display in the retailing held. Howev-
er, the “hardware™ of electronics, mechanization, automation, and
compnuterization isn't the whole game of the retailing future. Innova-
tive marketing techniques are the “software™ part of the future of
retailing. These techniques continue to adapt and test the hardware
in the actual sales environment.

During the next decade, new and useful electronic devices will
continue to make their appearance in retailing. They'll have a strong
effect upon the biggest and most time-consuming retailing job: keep-

tobe
the w
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ing track of what was sold when, where, and to whom. But their

strongest impact will be upon the most important retailing task of

all: convincing people to buy a product in the first place.

All of the electronic computerized cash registers, laser-heam prod-
uet code readers, and light pencils that have made their appearance
to date in the retail outlets of large supermarket, drug. and depart-
ment stores are NO'[ the ultimate application of modern technology
to retailing. They’re just the beginning.

And they aren’t new. Nothing is rea/ly new in retailing technol-
ogy. Today’s modern retailing hardware and software are the mod-
ern evolutionary developments of business machines that have been
slowly entering the retailing world over the last hundred years. The
modern retail business machine made its first appearance in 1878
when James Ritty of Dayton, Ohio, invented the cash register. (Ritty,
by the way, sold all the rights to his cash register for $1.000 in 1883
to a group of retailers and salesmen who founded the National Cash
Register Company. Moral: don’t sell your work too cheaply.)

Without the use of electronics and “"software’ to advertise what’s
there to be sold and to figure out the best market and way to that
market. the whole world would be like the ad-less socialist countries
of Eastern Europe: dull drabness with only word of mouth to pass
the news that a pirated copy of an American rock album is available
if you get there before they run out. The
coming ten vears will see a vastly expanded use of existing electronic
technology—both hardware and software—to promote the selling of
merchandise.

in a state-owned store . . .

Modern business machines such as those mentioned above will
continue to proliferate in retail merchandising across the board dur-
ing the rest of the 1980s and the early 1990s. There’s one big. over-
riding reason for this forecast: The data processing machines are
helpful and useful. Their development has proceeded with this sort
of utility in mind. And they've been designed that way. If they
hadn’t. they'd still be only academic toys.

Without modern business machines in the form of computers,
cash registers, and electric tvpewriters, retail stores would not have
been able to expand beyond a few local outlets. And none of them
could stock the wide range and variety of products that even the
smallest Mom-and-Pop audio shop has on the shelves and in the bins
today. Without modern business machines, keeping track of busi-
ness transactions alone—much less inventories, orders, payables,
and payroll—would he prohibitively expensive in terms of manpow-
er requirements. The smallest retail store would need the services of
a dozen or more bookkeepers whose only job all dav. every day,
would be to enter every single transaction—by hand—in journals
and ledgers. This would. in turn, magnify the cost of ordering. inven-
torying., and carrving out the other business procedures nearly every
merchant routinelv does all the time. The fact is—the various busi-

By G. Harry Stine
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ness machines that we take for granted—ranging from a mechanical
adding machine to a microcomputer—are now the absolutely mini-
mum requirements of retailing.

Many intellectuals believe that the modern data processing ma-
chine such as the computer is “dehumanizing™ people. This is prob-
ably because they've never had to run a business, account for sales,
meet payroll, pay bills, or analyze their business activities. In reali-
ty. one of the reasons for the continued development of the computer
and other data management machines has been to humanize the
work people have to do. Without these accessories to our mental ac-
tivities, the task, of bookkeeping would be as it was a hundred vears
ago: boring, frustrating, stressful, and downright unhealthy. Al-
though some bookkeepers became “lightning accountants,” able to
add 15 four-digit numbers mentally in an instant, most clerks and
bookkeepers discovered they couldn’t get numbers out of their
minds in order to sleep at night. Many of them became insane, fear-
ing they'd made accounting errors. There are reports of bookkeep-
ers, accountants. and clerks committing suicide when the books
wouldn’t balance.

So we've come a long way. But even in the next decade there's a
long way to go. The next ten years will not only see the introduction
of highly sophisticated. computerized data processing equipment
into the smallest retail business. but also the expansion of the elec-
tronic advertizing media to the level of the small retailer.

And what these things will do for the Small Fry are nothing com-

pared to what they’ll enable the Big Boys, such as national chains, to
do.

But soon the small retailer will no longer be at the disadvantage
he suffers today in competition with the big chains with their mass
buying power and their on-line computerized business data process-
ing. The information machines that will be available to the small
retailer will act to level out the differences hetween his small opera-
tion and that of Magnelephant Entertainment Industries across the
street. The small retailer will be able to exercise much the same sort
of business power, thanks to the continuing improvement in ease of
use and reduction in cost of data processing technology.

The use of the zebra stripes of the Universal Product Code will
proliferate. Every store will be capable of utilizing this means of
tracking sales and inventory. In fact. inventory will be. at best, per-
haps only an annual affair in which a businessman or his clerks visu-
ally check the shelves against the computer printout. As time goes
by and the businessman gains confidence in his computerized sys-
tem (and the people who are running it at the cash register), the an-
nual inventory will evolve into a spot-check and finally into a fully
dependent confidence in the computer inventory—with the probable
occasional manual check if it becomes obvious that there is more or

(Continued on page 90TH-76)
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Scene from “The Last Starfightér.”
Mothership and Gra.vitron Beam. Digital
Scene Simulation sm by Digital Productions,
Los Angeles, Calif. ¥

(c) Copyright 1984. All Right®Reserved.
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Aug. 4, 1958
First Hot 100

Folk (Country & Western)

l Record Seciion
. ot Week Ending June 17

s+ on reports received last three day
June 25, 1949

Pk iy & BEST-SELLING RETALL FOLK (COUNTRY &
o WESTERY) RECORDS

Records listed are country and Western records that sold b

to The Billboard's special weekly survey among A& selected group

majorng ot whose customers purchase countiry and Western records.
POt

est in stores according
of retail stores. the
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Goodbye
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ou
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’
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/ /" America’s first major record company, )
RCA Records, congratulates America’s

/' first record trade publication,
g o /' Billboard Magazine, on their,
/ // 90th apniversary. We're proud
/ // to share a history with (
7 / people whd'continue to
F 4 / provide an invaluable
' ) service to the wofid of

. recorded ﬁwusic.

n’ / ¢ /
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S
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& A

ARTISTRY CREATIVITY QUALITY DIVERSITY TECHNOLOGY
1 4

These attributes brought success to RCA and our artists and will continue
to guide us td outstanding wdrldwide achievement in the‘ future. = ®

&
-
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The giants and geniuses of our time with daring vision who changed,
and promise to change, the face of music & home entertainment forever.

The

ABNER, EWART—During VeeJay era,
first to release Beatles’ product.

ACKERMAN, PAUL—AS Billboard Mu-
sic Editor led the industry in its pioneer-
ing efforts-recognition of blues, rock,
country, copyright

ADAMS, STANLEY—Former presi-
dent ASCAP during its major growth peri-
od

ALEXANDER, WILLARD—The late
booking agent—a major force in the big
band era

ARMSTRONG, EDWIN HOWARD—
Inventor of FM

AUBERBACH, GENE & JULIAN—Hilt
& Range founder, pioneering launching
artists in their own publishing firms

BAPTISTA, EDUARDO C.—Founded
Discos Nacional, first iabel in Mexico

BERLINER, EMILE—Developed the
flat disk

BERNSTEIN, SiD—Pioneer concert
promoter, brought Beatles to U.S.

THE BEATLES, GEORGE MARTIN,
BRIAN EPSTEIN—Revolutionized pop
music in '60s

BURTON, ROBERT-—The jate MBI
president—championed country music,
black, Latin. Built BM! during its forma-
tive years

CARUSO, ENRICO-—-Responsible for
selling phonos—cornerstone of RCA
Victor Red Seal

CLARK, DICK

CONKLING, JIM—As a&r vp of Capitol
Records, responsible for label's major
talent development; president CBS Rec-
ords during Columbia Records club
ladnch. Founding president of Warner
Bros. Records

CROSBY, BING—First to introduce
audio tape recording. Pioneered video
tape research

DAVID, PAUL—Camelot founder/
president

deROUGEMONT, PETER—Helped
build CBS International in Latin America,
later Europe

DOLBY, RAYMOND—Inventor of the
noise suppression system

DONALDSON, WILLIAM—Founder of
Billboard

DREYFUS, LOUIS—Founded Chap-
pell

EASTMAN, LEE—Pioneer musi¢ busi-
ness lawyer who built important music
publishing firm

EICHER, MANFRED—ECM

EDISON, THOMAS

ERTEGUN, AHMET—Atlantic founder

ERTEGUN, NESUHI—Maijor interna-
tional force, built WEA Int'l

THIS FEATURE: In honor of Billboard’s 30th
anniversary, Billboard honors 90 industry pio-
neers or innovators who made it happen and
90 who will make it happen. This honor roll in-
cludes the opinions of Billboard editors and
readers, and is not based on chart data or for-
mal ballot. To maintain an historical perspec-
tive and hold to the 90/90 concept, not includ-
ed for consideration were artists, composers,
lawyers, recording studio operators, record
promoters, publicists, public relation special-
ists. Many deserving others whose names
were submitted have been unfortunately omit-
ted because of equal stature and simple per-
ference. The names of many honorees will be
familar, some may not. But each helped move
music & home entertainment measurably
closer to the industry we know today, or is to-
day moving the industry closer to the future.
We print their names on this page, December
15, 1984.

who
made it happen

EVERETT, GEOFFREY—Early DJ-
Radio producer Radio Luxembourg. Re-
sponsible for exposing many U.S. hits to
European market

FOX, HARRY

GALVIN, PAUL—Who with Elmer Wa-
verling developed the first car-installed
radio, later became head of Motorola

GOLDMARK, PETER—LP inventor

GOODY, SAM—First major record dis-
counter

GRANZ, NORMAN-—Jazz impres-
sario, founded Verve label—maijor force
in jazz

GREEN, IRVING B.—Founder, presi-
dent Mercury Record Corporation

GRUNDIG, DR. MAX

HAMMOND, JOHN

HANDLEMAN, DAVID—Founder/
chairman Handleman Company

HARTSTONE, LEE—Late founder of
Wherehouse chain, Integrity Corporation

HAY, GEORGE D.—Founder, Grand
Ole Opry

HEILICHER, AMOS—J.L. Marsh
founder—later acquired Pickwick

HEINECKE, PAUL—Founder of
SESAC

HELY, ALAN—Managing director Fes-
tival Records Australia

HOLZMAN, JAC—Elektra Records
founder, strong force in WCI planning

KAPP, DAVID AND JACK—Founded
Decca Records (U.S.)

KLINCKWORT, HEINZ—Peerless
Records (Mexico) Chairman

KUSISTO, OSCAR—Diriving force in
Motorola’s AM radio launch, pioneered
stereo—=8, tape cartridge industry.

LASTFOGEL, ABE—The late great
head of the William Morris Agency

LEAR, BILL—The late Lear Jet found-
ing president, responsible for stereo 8
era growth

LEVY, LOU—As head of Leeds Music,
firm he founded, was first to bring Soviet
copyrights to U.S.

LEWIS, SIR EDWARD—Decca Ltd. &
Decca U.S.

LIEBERMAN, HAROLD—Founder Lie-
berman Ent.

LIEBERSON, GODDARD—CBS Reg- -

ords president

LIVINGSTON, ALAN—As former pres-
ident Capitol Records, responsible for la-
bel’s major growth era

LOCKWOOD, SIR JOSEPH—EM!

MALAMUD, JULES—Founding execu-
tive director NARM, moving force for its
first several decades

MARCONI, GUGIELMO

MULLIN, JOHN—3M brought magnet-
ephon to U.S. copied by Ampex to
launch this country’s first tape recorder

MUNTZ, EARL—Founded Muntz Ste-
reo Pak—first car stereo company

OBERSTEIN, ELI—RCA a&r director
during the '40s.

PALEY, BiLL—Founder, long time
chairman CBS—Columbia Records mov-
ing force

PARKER, (COL.) TOM

PEER |, RALPH-~Founder Peer-
Southern, major force in developing
country, Latin music

PETRILLO, JAMES C.—AFM presi-
dent, set pattern for recording contracts,
enhances musicians’ ot

PFLEUMER, FRITZ—Dresden-based
engineer-first magnetic audio recorder
using paper tape, marketed by AEQ as
magnetephon

{Continued on page 90TH-81)

ALPERT, HERB—Co-founder, A & M
Records

ANDERSON, STIG—Polar Music

ATKINSON, GEORGE—Program
Hunter, President; Video Station
Founder/Director

AZCARRAGA, EMILIO—Head of Mex-
ico’s Televisa

AZOFF, IRVING—After heading
Frontline Management became presi-
dent, MCA Records Group

BARSALONA, FRANK—Premier Tal-
ent; President

BERGMAN, BARRIE—Record Bar,
Chairman of the Board

BLAY, ANDRE—Home Video Pioneer,
Embassy Video Founder

BRANSON, RICHARD—Virgin Rec-
ords

BUDDE, ROLF—Rolf Budde, Musik-
verlag

CABAT, LEON—Vogue (France) Pio-
neer Independent Labe}

CHEVRY, BERNARD—MIDEM

CRAIGO, JACK—President, Chrysalis
Records

CRAMER, ED—BMI President

CRUICKSHANK, RON—Record Bar,
President and CEO

DAVID, HAL—ASCAP President

DAVIS, CLIVE—President Arista,
headed CBS record operation

The

KWIKER, LOUIS—Integrity Corp.
CEO, Wherehouse chain

LANIER, STERLING—Record Factory
(SF) President

LASKER, JAY—Motown Records
President

LESLIE, CY—Chairman, MGM/UA
Video founder, founded Pickwick Inter-
national

LIEBERMAN, DAVID—Lieberman En-
terprises Chairman

LUEFTNER, MONTI—Group Presi-
dent Ariola Records Group

MARMADUKE, JOHN—Western Mer-
chandisers/Hastings Book & Records

MAZZA, JIM—President, EMI-America
Records

MENON, BHASKAR—Chairman EMI
Music Worldwide

MIDANI, ANDRE—Pioneer and coun-
tinuing leader in Latin America Records
Industry, previously with EMLI, PolyGram,
now WEA

MORITA, AKIO—Sony corfounder,
chairman

MOROWITZ, ARTHUR—Video Shack
founder, VSDA force

MORRIS, DOUG—Atlantic Records
President

MOSS, JERRY—A & M Records co-
founder

NAGASHIMA, TATS—Pioneer Japan

who will

makeit happen

DEMPSEY, DON—Senior Vice Presi-
dent, General Manager, Epic/Portrait/
Associated Labels

DROZ, HENRY—WEA Distributing
President

ELLIS, TERRY—Chrysalis Records

o-founder

EUGSTER, JACK—President, Music-
land Records chain

FOGELMAN, LOU—Music Plus Presi-
dent

FRIESEN, GIL—A & M Records Presi-
dent

FRITZ, KEN—Fritz-Turner ‘Manage-
ment

FURST, AUSTIN—Vestron Video

GEFFEN, DAVID—Geffen Records
founder, Broadway hit producer

GORTIKOV, STANLEY—RIAA Presi-
dent

GRAHAM, BILL—Pioneer rock con-
cert promoter

GREENWOOD, LEE—Licorice Pizza
founder

HALSEY, JIM—Head of the Jim Hal-
sey Co., Country talent manager

HORN, TREVOR—Producer

HOROWITZ, DAVID—MTV Chairman

JAMES, DICK—House of James
(U.K.) early Beatles publisher, Elton John

KANEKO, SHOO—JVC Japan Musical
Instruments managing director, setting
pattern for video music deals with West-
ern artists and firms

KARNSTEDT, MICHAEL—Managing
Director Peer Musikverlag Gmbh (Ger-
many)

KASEM, CASEY—American Top 40
(radio), America’s Top 10 (TV) syndica-
tion record programs

KAY, DEAN—Welk Music President

KLUGER, ROLAND—KIluger interna-
tional (Beigium)

KRAGEN, KEN—Personal Manager
whose career started in his school days
managing the Limeliters

KRASNOW, BOB—Elektra-Asylum
President

publisher and concert promotor

NISHIMURA, WESTON—Video
Space/Independent Video Source,
Founder-president, head of VSDA

OKINOW, HAROLD—Lieberman En-
terprises President

O’DONNELL, JOHN—Sony Video
Software Operations

OSTIN, MO—WB Records Chairman

PATTIZ, NORMAN-—Westwood One
founder

PEER i, RALPH—Head of Peer
Southern moving force in CMA

PITTMAN, BOB—MTV President

PRESTON, FRANCES—BMI Chiet
Nashville

RAMONE, PHiL—Producer

RAU, FRITZ—Lippman, Rau concert
promoters

RICHMAN, GEROLD—Richman Bros.
owner, head of NAIRD

RIGNANO, GUIDO—Ricordi, AFI-italy

ROSS, STEVE—WCI chairman

ROUNDS, TOM—Head of Watermark,
Radio Syndication Pioneer (American
Top 40, Country Countdown, etc.)

SAFINICK, RON—Media Home Enter-
tainment

SCHULTZE, Dr. ERICH—GEMA Presi-
dent

SCHWARTZ, DAVID—Compusonics,
Inc. (digital recording and playback)

SCHWARTZ, JIMMY—Expanded
Schwartz Bros. to encompass home vid-
€0, computer software

SCOTTh TONY AND BEN—Scotti
Brothers industries

SHULMAN, JERRY—Shulman Music
President

SHULMAN, JOHN—Laury’s Records
President, CD pioneer

SIKORSKI, HANS—Sikorski Musicver-
lag, GEMA vice-president

SOLOMON, RUSS—Tower Records

STEWART, MIKE—President, CBS

{Continued on page 90TH-81)
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When this record company
exec drives to work... '

He’s already there

That's because it's easy to turn drive time into productive time with a cellular car phone from
the people who invented cellular technology, AT&T. Today, we supply the phone for your car
and cellular transmission systems in major cities across the country. So take a tip from
Brian Wilson, Vice President Sales & Marketing, HRM Records, Ltd. and make your next
record deal behind the wheel.

For information on where to buy one, call 1-800-ABCD-111 or write: Bob Edelman, General
Manager, AT&T Consumer Products, 5 Wood Hollow Rd., Parsippany, NJ 07054.

ATerl

(i
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Three dates in I got the non-
commltment speech. ‘'Ycu're
wonderful but I'm not ready
for a relationship.'" Fine,

I said and we kept dating.
One night I had to cancel y .
because of a heavy meeting _ alle .
the next day. He was '
astonished. Two weeks later
I went on a business t-ip

to France. He was in shocx.
Two months later—right

this minute—he's the mcst
attentive man I've ever
known. I didn't plan to be
hard to get...I really have
been busy. My favorite
magazine says don't play
games. .. just play your
career for all it's worth
and a lot of things will
fall into place. I lcve
that magazine. 1 guess
you could say I'm

That COSMOPOLITAN Girl.

.‘I'

© 1984, The Hearst Corporation Photographet by Francesco Scavullo

One of my most satlsfymg relationships is w1th a magazine.

COSMOPOLITAN

A PUBLICATION OF THE HEARST CORPORATION

www americanradiohicstorv com
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All-Time

Musical

Milestones

TOP ALBUMS

“Thriller.” (4) Oct. 16, 1976—Stevie Wonder’s “Songs In The Key Of Life” debuts at No. 1, a feat previously accom-
plished only by Elton John. (5) June 7, 1975—Elton John's “Captain Fantastic And The Brown Dirt Cowboy” debuts

(1) April 14, 1984—Michael Jackson’s “Thriller” logs
its 37th week at No. 1, the longest run of any pop or
rock album in history. (2) Feb. 19, 1983—Men At
Work's “Business As Usual” notches its 15th week at
No. 1, the longest run for a debut release. (3) Jan. 14,
1978—Fleetwood Mac’s “Rumours’ logs its 31st week
at No. 1, the longest run for a pop or rock album until

at No. 1. (6) Jan. 26, 1974—Three months after his death, Jim Croce has both of the top two albums, the greatest
posthumous success in chart history. (7) April 28, 1973—Pink Floyd’s “Dark Side Of The Moon™ reaches No. 1; the

album would ultimately log more weeks on the chart than any album in history. (8) April 2, 1966—Herb Alpert & the
Tijuana Brass has four albums in the top 10, a feat which has never been equalled. (9) June 4, 1949—The “South Pa-
cific” original cast album reaches No. 1; it would ultimately spend more weeks at No. 1(69) than any other album.
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PUPPY LOVE IS YOURS
FOR NG

Tlis February 14th, we'e putting on new addition to “SNOOPY'S
the beagle. Home Video Library.”

With two heartwarming new " Peanuts™ So, for the love of Snoopy;
videos released just in time to stock up for contact your video distributor

Valentine's day. DOW.
| Charlie Brown leads T

Linus on a quest for CHARLIE BROWN'
the girl of his dreams e
in “Someday you'll
find her, Charlie
Brown.”"

On the same
cassette, Charlie
Brown finally gets
a smooch from Now on
that little red Videocassette
haired girl, in Exmicy Sty
"It's Your First by ’
Kiss, Charlie (fm
Brown®™ i O

Los Angeles. California

At just $2995; this is a charming
SNOOPYy's  SNOOPy's

HOME VIDEO LISRARY HOME VIDEO LIBRARY

PEANUTS Characters: ©1950, 1952, 1958, 1977, 1981. United Features Syndicate. Inc.  "Suggested retail price.
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The NewYork Swing Band

e, thanks Billboard Magazine forthe
AP opportunity to help celebrate
Billboard's 90th Anniversary
P at its gala evening.
N Contact: Dore DeQuattro

(212) 848-9442

Model Valerie Marsh » Musical Instruments: Yamaha « Suits: Cotler  Video Productions: Bill Rock
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1.

2.

3.

SINGLES 1946-1983

1946

Pos. TITLE—Artist (Label)

PRISONER OF LOVE —Perry Como
(Victor)

TO EACH HIS OWN —Eddy Howard
(Majestic)

THE GYPSY —Ink Spots (Decca)

. FIVE MINUTES MORE —Frank Sinatra

(Columbia)

. RUMORS ARE FLYING —Frankie Carle

(Columbia)

. OH! WHAT IT SEEMED TO BE —

Frankie Carle (Columbia)

. PERSONALITY —Johnny Mercer & the

Pied Pipers (Capitol)

. SOUTH AMERICA, TAKE IT AWAY —

Bing Crosby & the Andrews Sisters (Decca)

. THE GYPSY —Dinah Shore (Columbia)
. OH! WHAT IT SEEMED TO BE —Frank

Sinatra (Columbia)

Pos.

*4.

*4.

[\

i 10

90TH-40
[—

—
o

1947
TITLE—Artist (Label)

. NEAR YOU —Francis Craig (Bullet)
. PEG O’ MY HEART —The Harmonicats

(Vitacoustic)

. HEARTACHES —Ted Weems (Decca/

Victor)

LINDA —Ray Noble Orch. & Buddy Clark
{Columbia)

SMOKE, SMOKE, SMOKE (THAT
CIGARETTE) —Tex Williams (Capitol)

. I WISH I DIDN‘T LOVE YOU SO —

Vaughn Monroe (Victor)

. PEG O’ MY HEART —Three Suns (Victor)
. ANNIVERSARY SONG —Al Jolson

{Decca)

. NEAR YOU —Larry Green Orch. (Victor)
. THAT’S MY DESIRE —Sammy Kaye

(Victor)

1948

. TITLE—Artist (Label)
. TWELFTH STREET RAG —Pee Wee

Hunt (Capitol)

. MANANA —Peggy Lee (Capitol)
. NOW IS THE HOUR —Bing Crosby

(Decca)

. A TREE IN THE MEADOW —Margaret

Whiting (Capitol)

. MY HAPPINESS —Jon & Sandra Steele

(Damon)

. YOU CAN’T BE TRUE, DEAR —Ken

Griffin & Jerry Wayne (Rondo)

. LITTLE WHITE LIES —Dick Haymes

(Decca)

. YOU CALL EVERYBODY DARLIN’ —Al

Trace (Regent)

. MY HAPPINESS —Pied Pipers (Capitol)

I’'M LOOKING OVER A FOUR LEAF
CLOVER —Ant Mooney (MGM)

1949

. TITLE—Artist (Label)
. RIDERS IN THE SKY —Vaughn Monroe

Orch. (RCA Victor)

. THAT LUCKY OLD SUN —Frankie Laine

(Mercury)

. YOU’RE BREAKING MY HEART —Vic

Damone (Mercury)

. SOME ENCHANTED EVENING —Perry

Como {(RCA Victor)

. SLIPPING AROUND —Jimmy Wakely &

Margaret Whiting (Capitol)

. 1 CAN DREAM, CAN’T I? —Andrews

Sisters & Gordon Jenkins (Decca)

. CRUISING DOWN THE RIVER —Russ

Morgan Orch. (Decca).

. A LITTLE BIRD TOLD ME —Evelyn

Knight & Stardusters (Decca)
MULE TRAIN —Frankie Laine (Mercury)
JEALOUS HEART —Al Morgan (London)

Sl

CHARTTOPPERS I

EAR-END

0P 10

GLES 1946-1983
ALBUMS 1956-1983

10.

Pos.
. TOO YOUNG —Nat King Cole (Capitol)
. BECAUSE OF YOU —Tony Bennett

1950

Pos. TITLE—Artist (Label)

. GOODNIGHT IRENE —Gordon Jenkins &
the Weavers (Decca)

. MONA LISA —Nat King Cole (Capitol)

. THIRD MAN THEME —Anton Karas

(L.ondon)

. SAM’S SONG —Gary & Bing Crosby (Decca)
. SIMPLE MELODY —Gary & Bing Crosby

(Decca)

. MUSIC, MUSIC, MUSIC —Teresa Brewer

(Coral)

. THIRD MAN THEME —Guy Lombardo

(Decca)

. CHATTANOOGIE SHOE SHINE BOY —

Red Foley (Decca)

. HARBOR LIGHTS —Sammy Kaye

{Columbia)
IT ISN’T FAIR —Sammy Kaye & Don
Cornell (Columbia)

1951
TITLE—Artist (Label)

(Columbta)

. HOW HIGH THE MOON —Les Paul &

Mary Ford (Capitol)

. COME ON-A MY HOUSE —Rosemary

Clooney (Columbia)

. BE MY LOVE —Mario Lanza (Victor)
. ON TOP OF OLD SMOKEY —Weavers

(Decca)

. COLD, COLD HEART —Tony Bennett

(Columbia)

. IF —Perry Como (Victor)
. LOVELIEST NIGHT OF THE YEAR —

Mario Lanza (Victor)

. TENNESSEE WALTZ —Patti Page

(Mercury)

www americanradiohistorvy com

1952

. TITLE—Artist (Label)
. BLUE TANGO —l.eroy Anderson (Decca)
. WHEEL OF FORTUNE —Kay Starr

(Capitol)

. CRY —Johnnie Ray (Okeh)
. YOU BELONG TO ME —Jo Stafford

(Columbia)

. AUF WIEDERSEH’N, SWEETHEART —

Vera Lynn (London)

. I WENT TO YOUR WEDDING —Patti

Page (Mercury)

. HALF AS MUCH —Rosemary Clooney

(Columbia)

. WISH YOU WERE HERE —Eddie Fisher

& Hugo Winterhalter (Victor)

. HERE IN MY HEART —AI Martino (BBS)
. DELICADO —Percy Faith (Columbia)

1953

Pos. TITLE—Artist (Label)

1. SONG FROM MOULIN ROUGE —Percy
Faith (Columbia)
2. VAYA CON DIOS —Les Paul & Mary Ford
(Capitol)
3. DOGGIE IN THE WINDOW —Pattie
Page (Mercury)
4, I'M WALKING BEHIND YOU —Eddie
Fisher (RCA Victor)
5. YOU, YOU, YOU —Ames Brothers (RCA
Victor)
6. TILL I WALTZ AGAIN WITH YOU —
Teresa Brewer (Coral)
7. APRIL IN PORTUGAL —Les Baxter
(Capitol)
8. NO OTHER LOVE —Perry Como (RCA
Victor)
9. DON'T LET THE STARS GET IN
YOUR EYES —Perry Como (RCA Victor)
10. I BELIEVE —Frankie Laine (Columbia)

Pos. TITLE—Artist (Label)

1. LITTLE THINGS MEAN A LOT —Ktty
Kallen (Decca)
2. WANTED —Perry Como (Victor)
3. HEY, THERE —Rosemary Clooney
(Columbia)
4. SH-BOOM —Crew Cuts (Mercury)
5. MAKE LOVE TO ME —Jo Stafford
(Columbia)
6. OH MY PAPA —Eddie Fisher (Victor)
7. I GET SO LONELY —Four Knights
(Capitol)
8. THREE COINS IN THE FOUNTAIN —
Four Aces (Decca)
9. SECRET LOVE —Doris Day (Columbia)
10. HERNANDO’S HIDEAWAY —Archie
Bleyer (Cadence)

1955

Pos. TITLE—Artist (Label)

1. CHERRY PINK AND APPLE BLOSSOM
WHITE —Prez Prado (Victor)

2. ROCK AROUND THE CLOCK —Bill
Haley & the Comets (Decca)

3. YELLOW ROSE OF TEXAS —Mitch
Miller (Columbia)

4. AUTUMN LEAVES —Roger Williams
(Kapp)

5. UNCHAINED MELODY —Les Baxter
(Capitol)

(Continued on page 90TH-45)
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~ UOurPresentand
Our Future
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The Best Is Yet To Come

Warner Bros. Records
Elektra/Asylum /Nonesuch Records
Atlantic Records
WA Corp.

WEA International

ELEKTRA
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SINGLES 1946-1983

(Continued from page 90TH-40)

10.

Pos.
. HEARTBREAK HOTEL —Elvis Presley

~N e N

«©

Pos.
. ALL SHOOK UP —Llvis Presley (RCA

Pos.
. VOLARE (NEL BLU DIPINTO DI BLU)

0.

Pos.
. BATTLE OF NEW ORLEANS —Johnny

. BALLAD OF DAVY CROCKETT —Bill
. LOVE IS A MANY-SPLENDORED

. SINCERELY —McGuire Sisters (Coral)
. AIN’T THAT A SHAME —Pat Boone (Dot)

. DON’T BE CRUEL —Elvis P'resley (Victor)
. LISBON ANTIGUA —Nelson Ridille

. MY PRAYER —Platters (Mercury)
- WAYWARD WIND —Gogi Grant (Lra)

. HOUND DOG —Flvis Presley (Victor)
. POOR PEOPLE OF PARIS —les Baxter

. MEMORIES ARE MADE OF THIS —

. ROCK AND ROLL WALTZ

. LOVE LETTERS IN TIIE SAND) —Pat
. LITTLE DARLIN’ —The Diamonds

. YOUNG LOVE —Tah Hunter (Dot)

. SO RARE —limmy Dorsey (Fraternity)

. DONT FORBID ME —Pat Boone (Dot) |
. SINGIN’ THE BLUES —Guy Miichell |

. ALL 1 HAVE TO DO IS DREAM/

- DON'T/I BEG OF YOU —Flsis Presley

- WITCH DOCTOR —David Seville (Liberty)
. PATRICIA —Prez I’rado (RCA Victor)

. SAIL ALONG SILVERY MOON/

. CATCII A FALLING STAR/MAGIC

. TEQUILA —Champs (Challenge)
- I'T’S ALL IN THE GAME —Tommy

. MACK THE KNIFE ~—Bobhy Darin (Atco)
. PERSONALITY —Lloyd Price (ABC-

. VENUS —VFrankie Avalon (Chancellor)
. LONELY BOY —Paul Anka (ABC-

. DREAM LOVER —Robby Darin (Atco)
. THE THREE BELLS ——Browns (RCA

. COME SOFTLY TO ME —Flectwoods

. KANSAS CITY —Wilbert Harrison (Fury)
10.

Hayes (Cadence)

THING —Iour Aces (Decca)

DANCE WITH ME HENRY —Georgia
Gibbs (Mercury)

1956
TITLE—Artist (Label)

(Victor)

(Capitol)

(Capitol) |

. WHATEVER WILL BE WILL BE (QUE |

SERA SERA) —Doris Day (Columbia) |

Dean Martin (Capitol)

Kay Starr
(Victor)

1957
TITLE—Artist (Label)
Victor)

Boone (Dot)

(Mercury) |

(Columbia)

|
. YOUNG LOVE —Sonny James (Capitol) |
. TOO MUCH —Elvis Presley (RCA Victor)
. ROUND AND ROUND —Perry Como

(RCA Victor)
1958
TITLE—Artist (Label)
—Domenico Modugno (Decca)
CLAUDETTE —FEverly Brothers (Cadence)

(RCA Victor)

RAUNCHY —Billy Vaughn (Dot)

MOMENTS —Perry Como (RCA Vietor)

Edwards (MGM)
RETURN TO ME —Dean Martin (Capitol)

1959
TITLE—Artist (Label)

Horton (Columbia)

Paramount)

Paramount)

Victor)
(Dolphin)

MR. BLUE —Fleetwaods (Dolton)

Fl

<

NeJNe-RES]

SC oL A

Pos.
- SUGAR SHACK —Jimmy Gilmer & the

. RHYTHM OF TIIE RAIN

. HE’S SO FINE
- BLUE VELVET —Bobby Vinton (Fpic)
- HEY PAULA —Paul & Paula (Philips)

. FINGERTIPS II —Little Stevie Wonder

. WASHINGTON SQUARE

1960

. TITLE—Artist (Label)
. THEME FROM A SUMMER PLACE —

Percy Faith (Columbia)

. HE’LL HAVE TO GO —]Jim Reeves (RCA

Victor)

. CATHY’S CLOWN —Everly Brothers

(Warner Bros.)

. RUNNING BEAR —lJohnny Preston

(Mercury)

. TEEN ANGEL —Mark Dinning (MGM)
0.

IT’S NOW OR NEVER —Llvis Presley
(RCA Victor)

. HANDY MAN —Jimmy Jones (Cub)
. I'M SORRY —Brenda Lee (Decca)
. STUCK ON YOU —Elvis Presley (RCA

Victor)

. TWIST —Chubby Checker (I’arkway)

1961

. TITLE—Artist (Label)
. TOSSIN” AND TURNIN’ —Bobby Lewis

(Beltone)

. I FALL TO PIECES —Patsy CLine (Decca)
. MICHAEL —Highwaymen (United Artists)

. CRYIN* —Roy Orbison (Monument)

- RUNAWAY —Del Shannon (Big Top)

. MY TRUE STORY —Jive Five (Beltone)

- PONY TIME —Chubby Checker (Parkway)
. WHEELS —String-A-Longs (Warwick)

- RAINDROPS —Dee Clark (Vee Jay)

. WOODEN HEART (MUSS I DENN) —

Joe Dowell (Sniash)

1962

. TITLE—Artist (Label)
. STRANGER ON THE SHORE —Mr.

Acker Bilk (Atco)

. I CAN’T STOP LOVING YOU —Ray

Charles (ABC-Paramount)

3. MASHED POTATO TIME —bee Dee

Sharp (Cameo)

. ROSES ARE RED —Bobby Vinton (Epic)
. THE STRIPPER
. JOHNNY ANGEL —Shelly Fabares (Colpix)
. LOCO-MOTION —Little Eva (Dimension)

. LET ME IN —Sensations (Argo)

. THE TWIST —Chubby Checker (Parkway)

. SOLDIER BOY —Shirelles (Scepter)

David Rose (MGM)

1963
TITLE—Artist (Label)

Fireballs (Dot)

- SURFIN’ U.S.A. —RBeaceh Boys (Capitol)
. THE END OF THE WORLD —Skeeter

Davis (RCA Vietor)

Cascades
(Valiant)
Chiffons (Laurie)

(Tamla)

Village
Stompers (Epic)

. I'T’S ALL RIGHT —Impressions (ARC-

Paramount)

1964

. TITLE—Artist (Label)
. 1 WANT TO HOLD YOUR HAND —

Beatles (Capitol)

. SHE LOVES YOU —.Beatles (Swan)
. HELLO, DOLLY! —[ouis Armstrong

(Kapp)

. OH, PRETTY WOMAN —Roy Orbison

(Monument)

. I GET AROUND —Beach Boys (Capitol) [
. EVERYBODY LOVES SOMEBODY —

Dean Martin (Reprise)

7. MY GUY —Mary Wells (Motown)

8. WE’LL SING IN THE SUNSHINE —Gale
Garnett (RCA Victor)

. LAST KISS —J. Frank Wilson with the
Cavaliers (Josie)

. WHERE DID OUR LOVE GO —

Surpremes (Motown)

Beatles.

Pos.
l.

2.

3.

. REACH OUT I'LL BE THERE
. 96 TEARS —? (Question Mark) & the

. LAST TRAIN TO CLARKSVILLE —

. MONDAY, MONDAY —Mamas & the

- YOU CAN’T HURRY LOVE —Supremes
. POOR SIDE OF TOWN —Johnn: Rivers

. CALIFORNIA DREAMIN’ —_Mamas & the

. TITLE—Artist (Label)
. TO SIR WITH LOVE —Lulu (Fpic)
. THE LETTER —HBox Tops (Mala)

1965
TITLE—Artist (Label)
WOOLY BULLY —Sam the Sham & the
Pharaohs (MGM)
I CAN’T HELP MYSELF —Four Tops
(Motown)
(I CAN'T GET NO) SATISFACTION —
Rolling Stones (London)

- YOU WERE ON MY MIND —We live

(A&M)

|
- YOU’VE LOST THAT LOVIN’ FEELIN® |

—Righteous Brothers (Philles)

. DOWNTOWN —Petuta Clark (Warner

iros.)

. HELP —Beatles (Capitol)
. CAN'T YOU HEAR MY HEARTBEAT —

. CRYING IN THE CHAPEL —Llkvis

|
Herman’s Hermits (MGM) |
{
|

Presley (RCA Victor)

. MY GIRL —Temptations (Gordy)

1966 '

. TITLE—Artist (Label)
. THE BALLAD OF THE GREEN

BERETS —S/Sgt. Barry Sadler (RCA
Victor)

. CHERISH —Association (Valiant)
3. (YOU'RE MY) SOUL AND

INSPIRATION —Righteous Brothers
(Verve)
Four

Tops (Motown)
Mysterians (Cameo)
Monkees (Colgems)
Papas (Dunhill)
(Motown)
(Imperial)

Papas (Dunhill)

1967
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Pos.
. HEY JUDE —Beatles (Apple)
. LOVE IS BLUE (L’AMOUR EST BLEU)

Top, from left: Otis Redding, The Temptations, Mick Jagger, Herb Alpert. Below: The

3.
4.

5.

6.

-~

Pos.
. SUGAR SUGAR —Archies (Kirshner)
. AQUARIUS/LET THE SUNSHINE IN —

—

[

%

2

-~

Pos.
. BRIDGE OVER TROUBLED WATFER —

5.

. THE GOOD, THE BAD & THE UGLY —

0.
. HOT FUN IN THE SUMMERTIME

. AMERICAN WOMAN/NO SUGAR

. RAINDROPS KEEP FALLIN’ ON MY

—_— —-———— = —

. ODE TO BILLIE JOE —Boblie Gentry

(Capitol)

. WINDY —Association (Warner Bros)

. I’'M A BELIEVER —Monkees (Colgems)

. LIGHT MY FIRE —Doors (Elektra)

. SOMETHIN’ STUPID —Nancy Sinatra &

Frank Sinatra (Reprise)

- HAPPY TOGETHER —Turtles (W hite

Whale)

. GROOVIN’ —Young Rascals (Atlantic)
. CAN'T TAKE MY EYES OFF YOU —

Frankie Vallie (Philips)

1968
TITLE—Artist (Label)

—Paul Mauriat (Philips)

HONEY —Bobby Goldsboro (United Artists)
(SITTIN’ ON) THE DOCK OF THE BAY
—Otis Redding (Volt) !
PEOPLE GOT TO BE FREE —Rascals |
(Atlantic)

SUNSIIINE OF YOUR LOVE —Cream

(Atco)

. THIS GUY'S IN LOVE WITH YOU —

Herb Alpert (ASM)

Hugo Montenegro (RCA Victor)

. MRS. ROBINSON —Simon & Garfunkel

(Columbia) ‘

. TIGHTEN UP —Archie Bell & the Drells

(Atlantic) |

1969
TITLE—Artist (Label)

Fifth Dimension (Soul City)

. I CAN'T GET NEXT TO YOU —

Temptations (Gordy)
HONKY TONK WOMEN —Rolling Stones l

(London) |

. EVERYDAY PEOPLE -Sly & the Family |

Stone (Epic)
DIZZY —Tommy Roe (ABC)

Sly
& the Family Stone (Epic)

. PLL NEVER FALL IN LOVE AGAIN —

Tom Jones (Parrot)
BUILD ME UP BUTTERCUP —

Foundations (Uni)

. CRIMSON & CLOVER —Tommv James &

the Shondells (Roulette) |

1970 *
TITLE—Artist (Label)

Simon & Garfunkel (Columbia)
(THEY LONG TO BE) CLOSE TO YOU
~—Carpenters (A&M)

TONIGHT —Guess Who (RCA)

HEAD —B.J. Thomas (Scepter)
WAR —Edwin Starr (Gordy)
(Continued on page 90TH-68)
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SCENARIOS FOR

ILLUSTRATIONS: EVERETT PECK

SUCCESS

I'he obitiary was premature—not because the home computer in-
dustry is still alive and well, but because it has vet to be born. There
i~ no computer product that can be called a true home computer.
There are millions of compnters in hontes throughout the United
States, but many are rarely used. Aud if they are used, it is
mostly for playing games—most of which do not require
data entry—or for work-related tasks that could be com-
pleted (sontewhat less conveniently, perhaps) in an of-
fice. The home computer has heen pronounced dead be-
canse industry anlaysts finally realized what many of the
less informed had realized a long time ago: that the so-
called home computers currently on the market are too ex-
pensive and too complex for general home use. The fact is, for
conputers to be successful in the home market. they must cost the
samie and be as easv to use as our more basic home entertainment
equipment. such as stereo sets and televisions.

The Personal Computer

The device that has been referred to as the “home computer™ is
part of a larger computer category known as the “personal comput-
er.” The deseription “personal computer™ was based on the notion
that the computer was designed for use by one person. This use was
in contrast to an earlier coneept in computing known as “time-shar-
ing"—many people sharing one relatively large computer. Personal
computers first came into public view in the mid-1970s. Sinee then,
seores of personal computers have come and gone, with none achiev-
g the ultimate goal of becoming the first true home computer.

Phe first personal computer to mahe a significant impact on the
market was the Apple 11, which first appeared in 1977, By today’s
standards, the Apple was archaic, but at that time it was truly revolu-
tionary . Fhe Apple was small, could be connected to a television set,
and could display up to sixteen colors. Several other personal com-
puters. such as the Radio Shack TRS-80. the Commodore Pet. and
the Texas Instruments T1-99, appeared at the same time as the Ap-
ple. or shortly thereafter. It was the Apple. however, that made the
nggest impact and was to remain the industry leader for vears to
come,

A= the popularity of personal computers began to increase, the
notion of a computer in every home began to develop. Industry ana-
Ivsts predicted, and sales records indicated. that there were hun-
dreds of thousands, if not millions, of people who were willing to
spend up to $3.000 on a computer and all of the related equipment
required to use it. So while the marhket shares of Apple and Radio
Shack continued to grow. no one suspected that their dominance was
about to come to a dramatie end.

In August of 1981 the IBM-PC was introduced. ht represented
IBM's entry into the personal computer market. The [BM-PC was
not a revolutionary product. 1t had few, it any. extraordinary fea-
tures. 1t was rated as being no more advanced than much of its com-
pention. However, it was manufactured by the largest and most pres-
tigions maker (and marketer) of computers in the world. The 113M-
PPC achieved market dominance almost immediately and became the
industry standard virtually overnight.

l'oday the personal computer industry is still dominated by [BM.

ome Computing

he obituary was short, and it appeared simultaneously in newspapers throughout
the country. It read: “Born—1977. Died—1984. Cause of death—terminal ne-
glect.” Thus the death of the home computer was made public by those who had
announced its birth; industry analysts who possess the power to make or break
products, companies, or entire industries by making educated guesses.

!_"Z'«;

| %

The IBM PCjr Enhanced Model includes a slim-line diskette
drive, 62-key infrared keyboard and 131,072 characters of
user memory.

There is even an industry based on the manufacture of 1BM look-
alikes. Apple recently regained a small share of its lost market with
the release of the Macintosh and the Apple T1C. Texas Instruments,
while discontinuing its small personal computer (the 99 series), man-
ufactures the Professional Computer, and Radio Shack offers a large
personal computer line. While other large computer manufactur-
ers—Digital Equipment Corporation, Data General, 1TT. AT&T—
have introduced personal computer product lines, none have come
close to achieving the success of 1BM.

The Personal Computer at Home

As was mentioned earlier. most of these personal computers were
actually being purchased for business purposes, regardless of where
they were ultimately used. However, at least three companies—
Atari, Commodore, and Timex—did attempt to market computers
designed specifically for home use. Commodore. selling the V1€-20
and the Commodore 64, was and still is the most successful. having
attained a market share of over 50 percent. Timex, marketing the
Tinex/Sinelair 1000, was extraordinarily successful for a very short
time. but their offering lacked power and was difficult to use. And
Atari. while suceessful in the video game arena, was never able to
achieve the necessary market penetration with its home computer
products, resulting in its sale by Warner Communications.

Using the Commodore 64 as an example, let’s examine what is
reqquired to begin home computer usage in earnest.

The Commodore 64 can be purchased almost anywhere, except—
interestingly—in comyputer retail stores. 1t is relatively inexpensive
(it can be purchased for just under $200) and there is a large body of
available software. Why, then. is there no such thing as a home com-
puter? The answer is simple: The Commadore 04 may cost only
$200, but to do any serions computing, home or otherwise, you will
need to purchase a few other things as well. For example . ..

First, the consumer must be able to use and store programs. That

(Continued on page 90TH-80)
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“Glider” by Robert Abelt Associates,
Hollywood, Calif. for Panasonic/Matsushitz
Electric Industrial Co. Ltd.
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From left: Howard Bloom, Steve Dupler, Bob Gibson, Randy Hock, Rob Scheidiinger, Steven Starr

How established managers, talent agencies and other ancil-
lary business services fit into a well-planned video production
career fueled the remarks of independent publicists, major
agency executives and personal managers during a panel
moderated by Steven Dupler, Billboard’s pro audio/video edi-
tor.

The still-embryonic nature of visual music suggests that
most prospective producers and directors will need to com-
mission such outside support services only as their volume of
business can justify the expense. Both Howard Bloom, presi-
dent of the Howard Bloom Organization, and veteran publi-
cist Bob Gibson, chairman of The Group Public Relations,
suggested that independent publicity agencies would likely

. be among the last considerations.

Explained Bloom: “We don't work directly with any video
directors or producers at this point, although we may provide
them with exposure through the acts they’ve worked with
that are our clients. Frankly, most video directors can’t af-

ford us at this point in time.” He said typical monthly costs
for his clients run to more than $5,000, including both a basic
service fee and monthly expenses.

Management, however, may already be an active field, and
is certainly one where producers and directors can benefit. So
noted Randy Hock, a former Arista Records executive, who
identified the need for companies that could represent video
directors and production companies while overseeing that la-
bel’s video music.

“I'm basically a broker of sorts,” explained Hock of his
own Randy Hock & Associates combine. “I try to do as much
as I can to help [producers] get their job done with a mini-
mum of unnecessary distraction.”

Both Hock and his counterparts from two major agencies

acknowledged that, for most young music video producers
and directors, the longterm career goal is seldom to continue

creating short-form music programs. Feature films, televi-
sion and other long-form media are usually the career target,

tdeo music

Agents, Managers Offer
Their Views on Support

they said.

At the same time, however, panelists did cast votes of con-
fidence in the survival of visual music as a medium in its own
right. Noted agent Robert Scheidlinger of International Cre-
ative Management’s television programming sector: ‘“The
agency has decided to make an investment [in music video],
and the talent we're investing in is directorial . . . But to say
that this industry is merely a breeding ground for other me-
dia is an oversight.” :

Steven Starr, a tv and motion picture packaging agent with
the William Morris Agency, proved more cautious in his fore-
cast. While noting that movie and television professionals
were also looking at video music projects as a place to stretch
their own styles, Starr warned that little evidence has yet to
surface proving the overall profitability for longer-form vid-
eo projects, suggesting that producers and directors will
need to continue building broader-based careers.

SAM SUTHERLAND

PRODUGERS, DIRECTORS ASK GREATER ROLE

Producers and directors on the “The Marriage Of Finance
And Creativity” panel said they want a stronger voice in de-
termining their own industry position.

Some form of payment for script submissions, notification
by labels that the script has not been accepted, residuals,
screen credits and recognition by craft unions were upper-
most in the minds of the panel, moderated by Charles J.
Mitchell, RCA’s division vice president, program production.

Though the panel skirted the issue to which the title of the
seminar referred, money was usually of prime concern. Pro-
ducer Jon Roseman ignited a panel-wide attack on record la-
bels guilty of wholesale shopping for pre-production con-
cepts. Often production firms provide more than a dozen cost-
ly trial ideas, the panelists said, and those firms involved are
often not told who got the job until “we see it on tv and
there’s an idea we submitted,” Roseman noted.

Roseman decried the over-production of music videos, not-
ing that clips are being done for acts “in the top 1,000. Nine-
ty-nine percent of them will be ‘dead’ in two years.”

Producers and directors harangued over low budgets and
budget cuts that threaten a music video’s success. Mitchell
defended the labels’ position, stating that the industry must
find more ways to finance videos by creating more profit ave-
nues. He said present auditing procedures lump costs togeth-
er, while income from videos isn’t fully accounted in many
cases. “MTV and its peers are voracious gobblers of this ma-
terial,” Mitchell said, with MTV pay not greatly assisting in
defraying overall costs.

Often, after a video is agreed upon, labels ask to rip out
large hunks to cut costs, director Steve Barron of Limelight
Productions asserted. Director Michael Brady of Roseman’s
firm lamented the tight budgets, along with the “strict time
limitation imposed upon us.”

Producer John Weaver of KEEFCO termed a four- to five-
minute video clip the toughest job handed a director, noting
that directors would make a lot more money if they put more
time into other activities. “Often the director writes and does
it all,”” Weaver continued, adding that the work is frequently
marred when the act gets married to its own idea.

To emphasize the difficulty in making good videos pay off,
Weaver stated, “Twenty acts worldwide do it all. The rest is
dross. We're all lucky to get a great act every two years.”

Simon Fields of Limelight suggested, “Artists should be
prepared to risk, when they select a producer or director, pro-
vide leeway.” Independent director David Lewis said he had
been successful “writing and shooting what I feel like.”

Describing himself as a part-time music video producer,
Robert Lombard of Lombard Entertainment said he works
network tv to supplement his income and keep him in the
mainstream. He works primarily with Van Halen and Linda
Rondstadt. In order to insure Rondstadt’s eonfidence, Lom-

bard says, he zeroed in on photographing the singer more
photogenically at the start of their association. Van Halen, he
added, runs its own video production.

Lombard says he tries to help his clients by getting more
than just cable exposure. “Plan for big screen if that’s intend-
ed,” he urged.

Roseman and producer Ken Walz argued whether a specif-
ic producer should be hired, as Walz cautioned, or “a good
producer can do anything,” as the English producer opined.
Both men agreed that the full responsibility for a satisfac-
tory video rests with the producer. Walz said he wants final
say in production, as he also takes full financial responsibility
for a venture.

Weaver and Walz explored the possibility of getting resid-
uals, with Weaver stating he would ask out front for a residu-
al and “hope.”

“Unions will screw us up,” Walz stated, when Mitchell
brought up the possibility of AFTRA and SAG members get-
ting music video agreements. “We can’t make $40,000 videos
on their terms.” Fields said he felt labels wouldn’t like the
union penetration.

On the matter of screen credits, the panel suggested there
was little hope, noting that such short endeavors were similar
to one-minute tv spots, for which no credits are ever provid-
ed. Mitchell said he would gladly add credits if outlets like
MTYV agreed to show them. JOHN SIPPEL

Jon Roseman

Chuck Mitchell

Simon Fields

David Lewis

Steve Barron

Mike Brady
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Kenny Ortega

Gordon Skene

Alan Adelman Larry Bridges

Peter Conn

Calling production quality “the backbone of music video,”
Warner Bros. Records vice president for video Jo Bergman
set the tone for “Behind The Scenes.” The panel discussed
some of the problems encountered and techniques employed
by editors, lighting and costume designers, choreographers,
sound engineers and animators in assembling a music clip.

Video editor Larry Bridges of Red Car Inc. noted that edit-
ing a music video is considerably different than working in
other forms. “In music video, an editor should ideally be
working to the exact musical lick, rather than to the scene or
cut,” he said. “One must respond to the music in a very sub-
jective way in order to make it work.”

To illustrate another point, that a music video should at-
tempt to be more than simply the sum of its parts, Bridges
showed how some extremely raw concert footage of the Gap
Band was cleverly edited into the “Jam The Motha” clip,
which in its final form utilizes snippets of live action, acceler-
ated nighttime footage of Los Angeles and special effects.

Lighting designer Alan Adelman said that perhaps the
greatest change music video has brought about for members
of his profession is that “lighting directors are being called
upon more and more to act as directors of photography, espe-
cially in low-budget productions.” Adelman said he encour-
ages this because “when a director is willing to accept input
from the lighting designer, it makes for a much more inter-
esting relationship, and often a better video.”

As far as problems he’s encountered, Adelman said it can
be difficult working with producers who are reluctant to give
even ballpark figures for budgets, preferring instead to have
the designer name a figure. He also cautioned technicians
about the danger of growing too dependent upon equipment
and new technologies.

Clips’ Production Quality
Takes Genter Stage at
‘Behind the Scenes’ Panel

Choreographer Kenny Ortega, whose work was seen in the
Pointer Sisters’ “Jump” as well as Olivia Newton-John’s tv
specials, stated that the most difficult problem in working
choreography into music video is the lack of time to develop
and rehearse the movements adequately.

“The time element problem is not exclusive to music vid-
e0,” said Ortega. “It’s been the same through the years with
movies, theatre and television. To create beautiful design and
choreography and get the maximum performance out of the
artists takes time, and there’s never enough.”

One solution, Ortega said, is to get as much done in ad-
vance as possible, working out movements and ideas before
the shoot begins, and trying to get as much rehearsal time in
as is feasible. Another problem with not so simple an answer,
Ortega claimed, is how to work with an artist who wants to
look natural and spontaneous.

One of the most talked-about issues in music video this
year has been the need for upgrading the audio quality of the
clips. Sound engineer Gordon Skene addressed this problem,
noting that “sound appears to be the thing most taken for
granted in the production of a video.”

Skene, who has worked on clips by Michael Jackson, Toto
and Fleetwood Mac, said that more attention must be paid to
the sound reinforcement needs of the particular act during a
shoot. “You don’t want to have Kiss up on that stage with a
100-watt sound system,” he noted.

Loann Chan, a Sorbonne-trained fashion and costume de-
signer, presented examples of imaginative costuming (via a
mini fashion show,) and special effects/computer animation
ace Peter Conn, who worked on George Clinton’s “Atomic
Dog” and Steve Miller’s “Abracadabra,” gave a brief presen-
tation on various techniques used in music video effects
work. STEVEN DUPLER

ROGK ARTISTS GATHER TO SING MTV'S PRAISES

MTV received quite a shot in the arm from various rock art-
ists here who lauded the 24-hour music service for helping
boost their careers. The accolades for MTV came during the
panel “The Artist's Perspective.”

The panelists included Martha Davis of the Motels, the
Doors’ Ray Manzarek, Jefferson Starship’s Grace Slick and
“Weird Al” Yankovic. They all openly admitted that they
view MTV regularly.

Davis and Slick evinced enthusiasm about participating in
video productions, even after moderator Adam White, editor-
in-chief of Billboard, commented that some people had the im-
pression that Davis and Slick believed visual music had lost
much of its appeal. Davis countered, “Being able to act out
vignettes is wonderful.

“I think what we are seeing here is the film and music indus-
tries slowly merging,” she continued. ‘“This merging, I think,
will make both industries stronger.”

Added Slick: “I try to have fun with my video work. I try
not to take it seriously. I like making music videos, though I
must admit that there is one video that I would have pre-
ferred it if it was never shown.

“MTYV has allowed me to see other bands; get to know them
as well as study what they sound like,” she noted, adding
that the 24-hour music cable service “helped Jefferson Star-
ship establish an image, especially among kids.”

Music satirist Yankovic noted that music video has helped
boost his career. “I think video is a cool thing,” he comment-
ed.

In regard to MTV’s recent arrangements with several ma-
jor labels for the exclusive rights to air music videos from
key acts, the panelists generally downplayed its significance.

“MTYV can’t play it all,” Manzarek said, alluding to the glut
of promotional video product being made available today.

“[The video industry] is exploding and expanding. There are
stacks of videos that can be played on other services.”

The Motels’ Davis pointed out that “many places do not re-
ceive MTV. Personally, I would like those locations to get a
chance to watch my new single.”

Countered Manzarek: “Right now MTYV is the only service
[reaching millions of possible viewers] that airs music video
regularly. I'm not going to see the Doors on NBC two or
three times in a 24-hour period. If they [MTV] want to show
my work exclusively for a short period of time, I don’t mind.”

After it was pointed out that in some cases MTV can retain
the exclusive rights for some videos up to six months, the
panelists agreed that that length of time was too excessive.
Davis, noting the massive number of music video clips being
made available today, concurred that there is room for other
music video outlets, though she added that she doesn't like to
see one service awarded exclusivity rights.

“MTV is like a fruit stand,” she said. “You don’t go to a
fruit stand and order artichokes. I guess there is more than
enough room on the airways for other vertical music chan-
nels.”

Davis advised video producers to keep away from creating
clips that literally interpret songs. She said that studies have
shown audiences prefer fast-paced conceptual pieces. “The
more sporadic, the more the studies found it held an audi-
ence’s attention,” she added.

In respect to the new 24-hour music video services, Man-
zarek commented that he would like to see innovative materi-
al. “Don’t bore with diluted, bland stuff,” he said. “What are
these new services all about, anyway—adult contemporary?
What does that mean? Less sex.

“I'm an adult, so give me something hot. I can take the
heat.” FAYE ZUCKERMAN
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Indie Label ‘Risk Takers’
Discuss the Search for

Alternative Glip Outlets

Is there life outside MTV? Yes, say independent record com-
panies, who focused on the question of exploring new outlets
for their product on a panel titled “The Risk Takers.”

While MTV admittedly remains the goal for video airplay,
panelists representing the indie point of view agreed that it’s
imperative for their artists that new avenues of exposure be
developed.

Observed panelist Monica Lynch, vice president of Tommy
Boy Records: “It's getting to the point where retailers now
think that having your videos listed on MTV’s rotation chart
gives a record credibility—and they may not decide to order
until the clip goes into regular rotation.”

It’s the indies today who “must get down in the trenches
and find other ways of assuring regular rotation,” added

Carl-Grasso, who represented RS Records’ video-el
services department.

The Independent Label Coalition, headed by director of cre-
ative services Jeannie Hance, is a trade association dedicated
to focusing on alternative ways for members to showcase
their record product. Hance told the panel that the associa-
tion is trying to contact filmmakers who might want to break
into the burgeoning video market.

Conceding that few small labels can afford the services of
big-name, high-priced video directors and producers, Hance
noted, “We think there may be some film people who would
be challenged by the restrictions of low budgets and the ar-
tistic freedom they’d get working outside a major label.”

Corroborating this was panelist David Bean, president of
Michael Nesmith’s Pacific Arts Video Records, which con-
verted from audio to video recordings in 1981. “The video in-
dustry is being led today by movie companies and indie video
production firms,” he observed. “It’s the record companies

who are lagging behind.”

Bean explained how Pacific Arts Video managed to retain
total ownership of its “Elephant Parts,” originally commis-
sioned by NBC and ABC. Island paid for part of the video clip
“Rio,” and the entire budget for the long-form project came
in at around $300,000-$400,000, he said, adding, “That’s what
some labels are paying these days for one clip.”

Joel Webber, president of Uproar Records, said he believes
it’s the role of the independent label to be ahead of the majors
in discovering both new talent and new directors. But, Web-
ber added dryly, video can be a double edged sword when it
comes to developing new acts: “Now I not only have to find
artists who can sing, play their instruments and write hit
songs—but they have to look like movie stars as well.”

a
an artist’s identity for the sake of getting commercial air-
play. Producers and directors must have a feel for the act’s
music and be aware of the image the artist wants to present,
they said.

“Our goal is to sell records through the videos we make,”
commented Grasso, “but we aren’t going to sacrifice our art-
ists’ identity in the process. My concern is that there aren’t
enough music people in the video industry.”

Webber concurred by saying that it took Van Halen's
“Jump” video to turn him on to the group. “I never liked Van
Halen until I saw that clip; now they’re my favorite rock’n’-
roll band,” he laughed. “The clip enhanced the group’s per-
sonality in a positive way.”

The panel, moderated by Billboard’s associate video editor
Faye Zuckerman, also showcased clips from each of the indie
labels represented, with mention of their costs and applica-
tions. KIP KIRBY
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Standing, from left: Gary Gilbert, Ron Gerta, Arnie Holland, Maxyne Lang, Dr. Beatrice Von Silva Tarouca-Wagner.

Seated, from left: Scott Holtzman, Ira Selsky.

Video sync payments and other rights could be a time bomb
waiting to hit video clip broadcasters with unexpected costs,
claimed panelists on the “Covering Your Art” panel.

“When is the bomb going to explode? Very soon,” said
Maxyne Lang, director of merchandising and special projects
for Chappell/Intersong Music Group-USA. She warned that
“publishers are watching” the video clip broadcast industry
with increasing interest.

Lang admitted that “‘the kinds of monies involved are so
minimal” that enforcement of sync rights would probably
cost more than could be collected. But right now many music
rights owners feel they are being cheated of income they de-
serve, she said.

What that income could be, how it could be gotten, and
even the specific rights clearances involved are confused to
near incoherence, panelists admitted, with the roots of the
problem going back to the record companies themselves, who
seek to cover any holes in their rights contracts by including
clauses in their contracts which leave broadcasters potential-
ly vulnerable to future charges on the clips they have paid.

A key factor in the discussion is whether clips are used as
promotional or programming material. The fact that record

wat

labels are finding increasing uses for clips has made publish-
ers and other potential rights owners eager for some kind of
payment.

Said Ira Selsky, vice president of business affairs for
Almo/Irving Music: “Record companies would be happy to
give us short-term rights for small fees—or no fees—if these
were truly ‘only promotional items.” But record companies
are in it to make as much money and pay as little as they
can.”

Moderator Arnie Holland of RCA pointed out that his com-
pany will be directly recouping only about 5% of its promo-
tional-budget in 1984. According to Holland, record compa-
nies make sure that as wide a spectrum of rights as is possi-
ble are covered before a video is released to users.

Discussion over the potential liability of video clip shows
provided mainly inconclusive and sometimes contradictory
responses. According to Ron Gertz of The Clearinghouse
Ltd., there are no industry standards. Broadcasters using
clips as promotional fodder evidently don’t have to pay music
publishers, he said, but if a producer puts together a syndi-
cated clip show he may be liable for fees.

Video clip users in the audience were uncertain as to

Rights Payment Warning:
‘Publishers Are Watching’
Clip Broadcast Industry

whether they had to get licenses for the clips they used or
whether the original contracts made by the record companies
protected them from that. Clauses in their contracts evident-
ly make liable, some questioners from the audience seemed
to feel, and the panelists appeared unable to provide a direct
answer.

It was suggested, however, that the clauses in the record
label programming contracts were more a means of covering
unexpected eventualities than of avoiding expense, according
to some panelists.

“Basic business practices in compensating artists seem to
always fall behind the technology,” said Gary Gilbert of Ma-
son & Sloane. He noted that ‘“‘promotional costs are recoup-
able” from royalties, but once again, the question arose as to
whether clips are being used as promotional or programming
material by many shows.

Panelist Dr. Beatrice Von Silva Tarouca-Wagner pointed
out that a number of European nations, expecially Germany,
already require payment for clips. Clearances should be done
on a worldwide basis, she said, claiming that “worldwide li-
censing would add stability to the video industry.”

Columbia Pictures senior counsel Scott Holtzman was also
on the panel. TONY SEIDEMAN/KIP KIRBY
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iideo music

BRIGHT FUTURE SEEN FOR LONG-FORM INDUSTRY

The long-form industry may be ill-defined and embryonic, but
it is still moving forward, said representatives from the field
on the panel “Going The Distance.”

“We don’t even know what to call them,” said Picture Mu-
sic International’s Bob Hart in reference to video music
pieces that are made for sale via retail outlets. “I hate calling
them long-forms.”

Panelist Laura Foti, representing RCA Video Productions,
noted that the developing video music industry is not seeing
budgets recouped via sales to the home video market. “You
have to look at other outlets for long-forms,” she added, sug-
gesting cable tv, theatrical and foreign distribution as possi-
bilities.

Independent producer Derek Power suggested that long-
form music video might be “the shape of things to come,”
adding, “It is what we should be aiming toward.”

The managing partner in Copeland & Power pointed out
that the rock opera “Tommy” and Prince’s “Purple Rain” ex-
emplify “where the long-form industry is going.” He added:
“As an independent I am worried about making a profit. Bud-
gets are crucial, so we explore all possible outlets to exploit a
product.”

Concurring with Power was independent video producer
George Paige, who said that he considers all possible outlets
for video products as well. As for the evolving music field,
Paige noted, “We don’t really know yet what we are creating
here. But it is growing slowly, hence giving us the chance to
properly plan strategies for marketing and distributing this
new medium.”

Panelist Jerry Kramer, best known for directing “Making
Michael Jackson’s Thriller,” pointed out that video EPs and
shorter theatrical releases are becoming viable products for
the home video field. He explained: “At one time [movie]

Laura Foti

Because long-form video is still in its early stages, the pan-
elists agreed that they have been given opportunities to work
out marketing and distribution plans carefully for each re-
lease. They all cited timing and tying in a visual music release
with an album’s launch as critical for the success of the video
product.

PMI’s Hart predicted that long-form videos will not be-
come a bona fide industry until some time after 1985. Right
now, he said, the expenditures for longer videos cannot be
justified.

RCA'’s Foti noted the number of new television outlets tak-

Derek Power Bob Hart

~shorts were really popular. Now, they have gone away. Video

has opened up possibilities for movie/video shorts. We should
be looking for new ways to market these products.”

ing video product. She also said that RCA is looking to turn
out non-musical productions, noting, “We have put out come-
dy shows and an exercise tape.” FAYE ZUCKERMAN

Sam Sutherland George Paige

Ellen Berkowitz

Harvey Leeds

¥

Bette Hisiger

Ellen Davis

Competition in video music broadcasting is becoming increas-
ingly harsh and bitter, if the often sharp exchanges which
took place on the “Seen In The Right Places” panel are a
guide.

Refereed by Epic national director of video promotions
Harvy Leeds, ‘“‘Seen In The Right Places” featured program-
ming executives from a diverse spectrum of programming

. outlets, with everything from 24-hour-a-day networks to one-
day-a-week shows represented. Topics of discussion included
the dangers of clip overexposure, payment for clips, and the
need for and impact of new outlets.

“The current state of affairs on American television is that
there is too much music,” claimed MTV vice president of pro-
gramming Les Garland. .

“By saying that you’re protecting yourself,” responded Ca-
ble Music Channel vice president of programming John
McGhan from the audience. If MTV is so worried about over-
saturation, he asked, “Why did you start another 24-hour ser-
vice?”

Jefferi Lee

Programming Executives’ Panel
Marked by Heated Exchanges of Opinion

Les Garland

But Garland wasn’t the only one voicing fears of clip over-
exposure. “You ship it out like it’s just confetti,” said “Friday
Night Videos” talent coordinator Bette Hisiger. If the popu-
lation of video clip shows continues to be as high as it is, Hi-
siger claimed, “You’re going to put ‘Friday Night Videos’ in a
lot of trouble.” She noted that hers is probably the only
broadcast show that pays to use the video clips it programs.

“The numbers are there for both shows,” countered Ellen
Davis, producer of “New York Hot Tracks.” “They [“Friday
Night Videos™] pay so they can use” the fee to pressure rec-
ord labels for premieres and exclusive playdates for clips, she
maintained.

Richard Kurkjian, president of the California Music Chan-
nel, said he felt that overexposure was not a problem. But he
predicted that even without it, the national video clip net-
works will not be around for long. .

As for the impact of increased competition, Garland repeat-
ed the warning he’s made in the past: “As competition in-
creases, you're going to see playlists tightening.” When
some panelists responded that they felt audiences, not pro-
grammers, should be the ones to decide when oversaturation
was occuring, Hisiger said, “By the time the consumer de-
cides, you're off the air.”

“The consumer has decided that they’re not sick of it, they
want more,” responded Davis, who pointed to the record rat-
ings her show racked up when it was moved to a Saturday
afternoon time slot. David Kellog, executive producer of the
locally based “Goodnight L.A.,” said that he felt overexpo-
sure was a problem only for “certain clips by certain artists.”

Cable Music Channel’s Ellen Berkowitz also warned

Dain Eric

Rick Kurkjian

against video pigeonholing. “Because you're a certain age
doesn’t mean you want to listen to one kind of music,” she
said.

Both Cable Music Channel and the Discovery Music Net-
work provided new details on their programming structures
during the panel. “What we are pitching is a lot more than
video clips,” said Discovery Music Network vice president of
programming Dain Eric. The network, scheduled to premiere
on Jan. 1, will feature “special segments” and “long-forms”
as well as clips, said Eric.

Included in the mix will be a program detailing the inner
workings of the music industry for consumers. Cable Music
Channel’s McGhan said that his network will also have a
show featuring record industry news, as well as a Sunday
night jazz show.

As for paying for clips, David Ciclitira, general manager of
the Europe-targeted Sky Channel, said that European clip us-
ers “formed a London organization,” the VPL, and “agreed
to pay a sum for an experimental two years,” adding, “By
paying a small amount of money now we’re probably making
things easier for ourselves in the future.”

As for payment by American shows, Black Entertainment
Television’s Jefferi Lee claimed that his network has had a
very positive impact on sales of a number of titles.

TONY SEIDEMAN
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The value of club exposure for video clips was the key point
discussed in the “Reaching The Nightlife” panel, moderated
by Perry Cooper, Atlantic’s vice president of artist relations
and media development.

“Clubs are one of the few ways to get instant feedback on
videos,” noted Mike Cooper, vice president of programming
and research of Music Video Services Inc. And Ed Steinberg,
founder and president of Rockamerica, added that clubs were
the first place music videos were exposed, ‘“‘despite what ca-
ble shows have said.” Steinberg further noted that he started
ﬁ(}l‘ckamerica in 1980, “so there was video music before

V'!Y

Tom De leso, vice president of Telegenics, noted that MTV
is “burning out”’ some superstar videos. As a result, he said,
if a clip is only in light rotation on MTV, it would be more
suitable for club play.

Atlantic’s Perry Cooper echoed that point. “New artists
are the key for clubs,” he said, “because that’s what MTV
and ‘Friday Night Videos’ are not playing. You should play
what others don’t have.”

Cooper added that he is considering instituting a discount
or rebate system for club plays on new artists. “We’d desig-
nate new artists,” he noted, “and on verification of your play,
we’d deduct that payment from your access fee. We haven’t
come to any decision yet, but we’re looking into it.”

Cooper also noted that the costs of videos have increased
dramatically in recent years. “The same exact video that
would have cost $10,000 or $20,000 four years ago would now
cost $80,000 or $100,000,” he said. “We've created a monster.
It’s helped tv and record sales, but it's become a monster.”

Tom Koranda, director of entertainment for Stuart Ander-
son’s Black Angus/Cattle Company restaurants, noted that
video now constitutes 85% of the chain’s in-house entertain-
ment. The chain includes 110 restaurants, of which 85 incor-
porate audio and video.

The panel was rounded out by Roby Freedom, DJ/VJ at 1st
Avenue/7th Street Entry in Minneapolis. Freedom, who
claimed he was the first video jockey in Minneapolis, noted
that the club has recently hosted in-person apearances by the
Church and Captain Sensible, among others.

Andrew Boucaut, director of Video Marketing Services,
and Marty Diamond, director of entertainment for The Ritz,
were slated to be on the panel, but were unable to appear.

PAUL GREIN

Nightclubs’ Exposure of Clips
Boosted As Vehicle
For ‘Instant Feedback’

Perry Cooper Roy Freedom

P

P

§ :
& 3
Tom Koranda Ed Steinberg

Clip Directors ‘Dream’ Out Loud
Ahout Getting Hollywood To Call

Tony Seideman

Allan Arkush

Martin Kahan

Do music video directors view the video clip as a healthy, val-
id art form to which they've made a commitment, or is music
video just something for a director to do until Hollywood
comes calling? How does one get Hollywood to call? The “Ev-
ery Director’s Dream” panel brought together four music
video directors and one producer in an effort to answer these
questions.

Martin Kahan, who has worked with lan Hunter, Motley
Crue, the Scorpions, Scandal and other artists as writer, di-
rector and editor, opened by noting that “‘the laws of drama
apply to every story-telling form—film, music video, even
cartoons.” Still, while defending the validity of video clips as
an “art form,” Kahan also stated, “‘Of course, anything you
do is hopefully leading you to the big time.”

According to Kahan, “everything in this business is a prod-
uct of relationships,” and as in any “people-intensive indus-
try,” having contacts in the right places can be as or more
important than the quality of the director’s work in terms of
getting to try his or her hand at a feature film project.

Kahan cited as one difficulty of breaking into Hollywood
the failures of early feature films directed by people who had
come out of the video clip industry. “Hollywood is as fad-con-
scious as any other aspect of the leisure industry,” he said.
“Those early failures of feature films by music video direc-
tors have made it much more difficult to break into fea-
tures.”

Jeff Abelson of Paralax Productions said that certain
changes in the way music videos are conceptualized and shot
today are helping pave the way for clip directors to move into
films. “The acceptance of dialog in music video is an indica-
tion that the medium will serve as an even more effective
training for would-be film directors,” he claimed, asking why
greater numbers of music videos employing dialog, plot and
character development were not appearing.

Director Alan Arkush (Bette Midler’s “Beast Of Burden”
clip and such feature films as “Rock’n’Roll High School” and
“Heartbeeps”) agreed that the trend toward increased plot
and characterization is promising for directors looking to
make the move from rock clip to feature film. But he added,
“No one is banging down the doors of music video directors
to have them make features. You have to really be able to
develop a story line and meaningful characters.”

Mark Robinson, who has been working as a director of mu-
sic videos for more than five years—and who recently com-
pleted his first independent feature, “Roadhouse 66”—said
that even though current music video techniques may be
helping to prepare directors for Hollywood, nothing in music
video prepares a director for “Hollywood deal-making.”

Robinson said that his feature film was put together in 24
days with an $800,000 budget, but that this is obviously not
the norm. The grand scale of a Hollywood feature film, he
noted, is apt to be intimidating and difficult to handle for a
director coming from a music video background.

STEVEN DUPLER

BILLBOARD DECEMBER 15, 1984

wwwW americanradiohistorv com

37


www.americanradiohistory.com

MUSIC VIDEO PRODUCERS
ASSOCIATION

ideo music
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Association Activity. Crowds arounc the Mus ¢ Video Producers Assn.’s exhibit booth were a

fixture at the Video Music Conference Here M\VPA member Joe Billea tells some people what his
organization is about.

gEmEn

IAMBER

Family Business. Sunset Post, the official post-production house for the conference, got its staffers
together at its exhibit booth. From left are Keith Burns, Diane Sullivan, Karen Burdett, Ron Burdett,

Kyle Prince, Christine Lakeland, Dallas and Mark Smith. Jock Talk. Lance Scroggins of Audio Visions/The American Video Jockeys Assn.

— chats with Marie Halbert and friend.

TELEGENICS

Tell Them About It. Tim Di leso of Telegenics checks out his video
ronitors es he awaits the opening of the exhibition area.

Equipment Unlimited. Sound Unlimited's Ed King inspects
some of the equipment he's set up in his hospitality suite, as
Marc Richarcson stands by.

Fun For One. Laurel Resnick of The Post Group bops to
the beat of one of her company’s productions in the firm's
hospitality suite.

Rockin' Rob. Rockamerica's Rob
Lorenzo does duty at his company’s

exhibit booth. Electric Banata? Pam Witkerson, who goes by the stage name of Robin

Diamondz, har ds out bananas tg promote her video ‘‘Monkey Man.”

Jukebox Jollies. Exhibitors and
attendees gather around Rowe
International’s new video jukebox.

ROWE INTERNATIONAL

Look and Listen. From left, Chris
Hickey, Gale Dahane and Chris Babbitt
of Sight & Sound Entertainment check
out their product while awaiting an
onrush of attendees.
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hat’s exactly what this year has been all about.

And this boy in particular would like to thank all
those other boys and girls who helped make 1984
such a fun year.

To CBS and Epic/Portrait Records and
especially Dan Beck, Lenny Petze and Harvey Leeds
for their constant support and creative freedom.

To Ken Walz for the energy and hard work that
pulls everything together.

To 65 West Entertainment Company, Joe

B u vs Zynczak and Dave Woltf for staying sane all year long.

To Norman Smith, Mike Negrin, Francis
Kenny and all the crew people whose talents cannot
be measured.

To Pat Birch, John Cerrone, Peter Kaminsky,
Katrine Dominique, Lou Albano as well as each and
cvery cast member who put in the hours, days and
what seemed sometimes to pass into weeks.

And of course, to the Ist lady of Rock and Roll,
the talented, the record setting, the creative and highly
unusual Cyndi Lauper, thank you.

Boy, was it fun.

& s
Edd Griles, Director
Best Female Video—Cyndi Lauper
“Girls Just Want To Have Fun”

MTVU Music Video Rwards

Best Female Video—Cyndi Lauper
“Girls Just Want To Have Fun™

_International
Film and TV Festivalof NY

Gold Medal —Best Series
“QGirls Just Want To Have Fun”

and “Time After Time”
Gold Medal —Best Video
“She Bop™
| Grand Prize—Best Series
“Girls Just Want To Have Fun”
, and ““Time After Time”
Billboard Video Music Rwards

Best New Video Artist—Cyndi Lauper

- “Girls Just Want To Have Fun”
Best Female Performance —Cyndi Lauper
- “Time After Time”
Best Director—Edd Gnles
“Girls Just Want To Have Fun”
. OHLMEYER COMMUNICATIONS COMPANIES
9 WEST 57th STREET « NEW YORK ¢ NY 10019 212-418-6990 « TW X: 7105812207
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MTV Readies Beefed-Up News Goverage

New Director Herzog Seeks To ‘Build Credibility’

NEW YORK With the re-staffing
of its news department virtually
complete, MTV is planning to be-
come a major force in music news
coverage, using much more video
and trying for a pace that will
match the graphics and pacing of
the rest of the network.

So says Doug Herzog, the cable
service’s new director of news, who
says he will be “trying to build cred-
ibility for MTV music news.” In-
cluding production people, the net-
work will now have a total of nine
people on the beat, with one manag-
ing editor and three writers.

“It's a new commitment to music
news,” says Herzog. He adds that
MTV will be “doing more with the
news than we have in the past.

““In the past,’”’ he continues,
“news has always been part of one
department or another. In 1985
news will have its own department
and its own staff.”

Quality, not quantity, will be the
key to the effort, he says. News al-
ready takes up a large portion of
MTV’s weekly schedule, says Her-
zog: four minutes of each hour of
the 24-hour-a-day, seven-day-a-week
network.

The news is split into two two-
minute blocks, one running 10 min-
utes after the hour and the other 40
minutes after the hour. Though
each block may seem small, the
weekly total comes to more than 11
hours.

Until now, most of this time had

Cuitural Exchange. Cuiture Club sets up an informél fashion show during its

stopover at MTV'’s studio at Unitel in New York. From left are MTV’s Roberta
Kruger, Robert Smith of Epic, Roy Hay of Culture Club, Harvey Leeds of Epic,
Brian Diamond, Nina Blackwood and Martha Quinn of MTV, Culture Club’s
Mikey Craig and Jon Moss, MTV's Alan Newman, Boy George, a Cabbage

Patch doll and an antique phonograph.

SERVICES
Consulting

Custom Stages & Props
Projection Systems
[llusions & Stunts

1 Facility Design

Lasers & Lighting
Pyrotechniques

Ride Design & Enhancement
Robots, Wax Figures & Mannequins
Special Effects

Special Effects Make-up & ete

SERVICES PROVIDED FOR
Theme & Amusement Parks
Museums, Haunted & Fun Houses
Night Clubs. Discos & Roller Discos
Stage Shows & Concerts
Restaurants & Game Rooms

Video Productions & Music Videos
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“The Impossible is Possible” with

Collins Entertainment Concepts
3307 Witherward Trail ¢ Dayton, Ohio 45449

513-434-1291

The design and production of real SPECIAL EFFECTS is

what Collins Entertainment Concepts is all
about! Give us a call and we'll show you the impact that

I meaningful SPECIAL EFFECTS can produce.

1] bok like a hardware
~alesman® Just remember. we design
ind produce real Special Effects which
tikes pngineers, technicans and artists to
plituk
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Crial (201) 6674026
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been filled with words and still pho-
tos. Herzog says he is going to use
his editorial staff and production
crew to create a great deal more
video to make the segments alive
and active—although he will always
have to work under a time limit of
no more than two minutes for each
single item.

He'll be getting around these lim-
its in part by creating multi-part se-
ries, the first of which ran last
week. Titled “Remembering John,”
it was a three-part look at the lives
of those who'd been close to John
Lennon, concentrating on recent
events in the lives of Yoko Ono and
Julian Lennon.

The segments ran Dec. 5-7, with a

(Continued on page 48)

Department Store
Fashions Glip
To Boost Sales

NEW YORK Thalhimers depart-
ment store in Richmond, Va. has
produced a music video for the Ju-
nior Departments in its 27-store
Southeastern chain. The seven-min-
ute clip was filmed by Jon Parks of
Mirage Productions in Richmond,
whose previous credits include mu-
sic videos by Single Bullet Theory
and MTV ‘“Basement Tapes” com-
petitor Suzy Saxon & the Anglos.

Carlos Chafin of Richmond’s Al-
pha Audio wrote the music for the
surreal clip, which is entitled ‘“Fall
For You” and features store manne-
quins which come to life and go
dancing at various settings
throughout the city.

According to Nick Colleran, presi-
dent of Alpha Audio, the “MTV-
style” video came about after Thal-
himers “started finding out that
they were losing teens and young
adult customers to boutiques and
specialty stores in the malls.”

_\IevCV }gsdeo

ARMORED SAINT
Can u Deliver

March Of The Saint/Chrysalis
Vicy Lowy For West One
Jonathan Seay

BLUE ANGEL

Late—I’'m Gonna Be Strong
Blue Angel/Polydor

Ken Walz Productions

Edd Grites

JULIE BROWN

“Homecoming Queen’s Got A Gun”
Goddess In Progress /Rhino Records
Tom Daley

JOHN COUGAR

This Time—Ain't Even Done With The Night
Nothing Matters And What If It Did/Riva/PolyGram -
Gowers, Fieids & Flattery

Bruce Gowers

JERMAINE JACKSON
Do What You Do

Jermaine Jackson/Arista
Gasp! Productions
Bob Giraldi

THE KINKS

Do It Again
Word Of Mouth/Arista
Nitrate Films

Julien Temple

KROKUS

Out Love
The Blitz/Arista
Callner Shapiro
Marty Callner

(Continued on page 48)
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PROGRAMMING

This report does not inciude videos in recurrent or oldie rotation.

WEEKS ON
PLAYLIST

BAND AID DO THEY KNOW IT'S CHRISTMAS  Columbia
RICK DEE GET NEKKED Atlantic

HONEYMOON SUITE BURNING IN LOVE Warner Bros.
RAIL FANTASY EMI America

LOU REED MY RED JOYSTICK RCA

RED ROCKERS BLOOD FROM A STONE Columbia

BAXTER ROBINSON GREEN LIGHT RCA

ROLLING STONES TOO MUCH BLOOD Rolling Stones
BILLY SATELLITE 1 WANNA GO BACK Capitol

“WEIRD AL” YANKOVIC THIS IS THE LIFE Rock'n’Roll/CBS

HEAVY
NEW
NEW

LIGHT
LIGHT
LIGHT
LIGHT
POWER
NEW
LIGHT

VIDEOS ADDED
THIS WEEK

LINDSEY BUCKINGHAM SLOW DANCING Elektra
EURYTHMICS SEX CRIME RCA

THE FIXX SUNSHINE IN THE SHADE MCA

DARYL HALL & JOHN OATES METHOD OF MODERN LOVE RCA
JIMI HENDRIX ARE YOU EXPERIENCED Warner Bros.

DON HENLEY BOYS OF SUMMER Geffen

HONEYDRIPPERS GOOD ROCKIN' AT MIDNIGHT  Esperanza/Atlantic
JOAN JETT | LOVE YOU LOVE ME LOVE MCA

JOAN JETT | NEED SOMEONE MCA

BILLY JOEL KEEP THE FAITH Columbia

KINKS DOIT AGAIN Arista

CYNDI LAUPER MONEY CHANGES EVERYTHING Portrait
STEVE PERRY FOOLISH HEART Columbia

PLANET PPROJECT PINKWORLD MCA

ROLLING STONES TOO MUCH BLOOD Rolfing Stones

BRUCE SPRINGSTEEN BORN IN THE U.S.A. Columbia

ROD STEWART ALL RIGHT NOW Warner Bros.

TOTO STRANGER IN TOWN Columbia

POWER
ROTATION

WWW—=NWWAEIWWWRNONBN S

BAND AID DO THEY KNOW IT'S CHRISTMAS  Columbia
*BRYAN ADAMS RUNTO YOU A&M

*PAT BENATAR WE BELONG Chrysalis

*DAVID BOWIE BLUE JEAN EMI

*DURAN DURAN WILD BOYS Capitol

BILLY IDOL CATCH MY FALL Chrysalis

*JULIAN LENNON VALOTTE Atlantic

*MADONNA LIKE A VIRGIN  Sire/Warner Bros.

*PAUL McCARTNEY NO MORE LONELY NIGHTS Columbia
*REO SPEEDWAGON | DO'WANNA KNOW  Epic
SURVIVOR | CAN'THOLD BACK Scotti Bros./CBS
*TALKING HEADS ONCE IN A LIFETIME  Sire/Warner Bros.
*.38 SPECIAL TEACHER TEACHER Capitol

U2 PRIDE Island

PETER WOLF | NEED YOU TONIGHT EMI America

HEAVY
ROTATION

PO S TORSOPNG

JOHN CAFFERTY & THE BEAVER BROWN BAND TENDER YEARS Scotti Bros./CBS
CHICAGO YOU'RE THE INSPIRATION Full Moon/Warner Bros.

*CULTURE CLUB THE WAR SONG Virgin/Epic

*DEEP PURPLE PERFECT STRANGERS Mercury

FRANKIE GOES TO HOLLYWOOD TWO TRIBES ZTT/Island

*J. GEILS BAND CONCEALED WEAPONS "~ EMI America

COREY HART IT AIN'TENOUGH EMI America 11
*ROGER HODGSON HAD A DREAM A&M 7

CHAKA KHAN | FEEL FOR YOU Warner Bros. 10
*BILLY OCEAN LOVERBOY Arista S

*QUIET RIOT PARTY ALL NIGHT Pasha/CBS 9

LIONEL RICHIE PENNY LOVER Motown 11
*SCANDAL HANDS TIED Columbia 7

*TIMOTHY B. SCHMIT PLAYIN' ITCOOL Elektra 7

*BILLY SQUIER ALL NIGHT LONG Capitol 6

*TWISTED SISTER | WANNA ROCK  Atlantic 11
*JOHN WAITE TEARS EMI America 9

—
wPON N

ACTIVE
ROTATION

PHILIP BAILEY/PHIL COLLINS EASY LOVER Columbia
BELFEGORE ALL THAT | WANTED Elektra

B1G COUNTRY WHERE THE ROSE IS SOWN  Mercury
EUROGLIDERS HEAVEN MUST BE THERE Columbia
GENERAL PUBLIC TENDERNESS IRS

DAN HARTMAN WE ARE THE YOUNG MCA

KROKUS OURLOVE Arista

JOHN PARR NAUGHTY NAUGHTY Atlantic

STONE FURY BREAK DOWN THE WALLS MCA

MEDIUM
ROTATION

AC/DC JAILBREAK Atlantic

AUTOGRAPH TURN UP THE RADIO RCA

BRUCE COCKBURN IF | HAD A ROCKET LAUNCHER  Gold Mountain/A&M
DEVO ARE YOU EXPERIENCED Warner Bros.

LOS LOBOS WILL THE WOLF SURVIVE Warner Bros.

GARY 0. GET IT WHILE YOU CAN RCA

RAMONES HOWLING AT THE MOON  Sire/Warner Bros.

TOMMY SHAW LONELY SCHOOL A&M
ANDY SUMMERS THEME FROM 2010
UB40 IF IT HAPPENS AGAIN A&M
WHAM! CARELESS WHISPER Columbia
ZEBRA BEARS Atlantic

BREAKOUT
ROTATION

A&M

ALPHAVILLE BIG IN JAPAN Atlantic

ANIMOTION OBSESSION Mercury

ARMORED SAINT CAN UDELIVER Chrysalis
BANANARAMA THE WILD LIFE MCA

MORRIS DAY JUNGLE LOVE Warner Bros.

RONNIE JAMES DIO WE ROCK Warner Bros.

SHEENA EASTON STRUT EMI America

IRON MAIDEN ACES HIGH Capitol

JERMAINE JACKSON DO WHAT YOUDO Arista
JACKSONS BODY Epic

DAVID JOHANSEN HAVE YOU HEARD THE NEWS Passport
POINTER SISTERS NEUTRON DANCE Planet
QUEENSRYCHE TAKE HOLD OF THE FLAME EMI America
RAIL FANTASY EMI America

LOU REED MY RED JOYSTICK RCA

BAXTER ROBINSON GREEN LIGHT RCA

RUSH RED SECTORA Mercury

DONNA SUMMER SUPERNATURAL LOVE Geffen

W.AS.P. | WANNA BE SOMEBODY Capitol

“WEIRD AL” YANKOVIC THISIS THE LIFE Rock’n’Roll/CBS

L ) WNBOINNBNNBOWD

LIGHT
ROTATION

=
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JOE "KING” CARRASCO CURRENT EVENTS Jem/Important
JOE COCKER EDGE OF A DREAM Capitol

DAZZ BAND LET T ALL BLOW Motown

RICK DEES GET NEKKED Atlantic

DEPECHE MODE MASTER & SERVANT  Sire/Warner Bros.
ROD FALCONER ONLY SOMUCH RCA

FIONA LOVE MAKES YOU BLIND  Atlantic

4-3-1 ANIMAL Recovery

GOLDEN EARRING SOMETHING HEAVY GOING DOWN  21/PolyGram
HONEYMOON SUITE BURNING IN LOVE Warner Bros.
REBBIE JACKSON CENTIPEDE Columbia

LET'S ACTIVE WATERS APART IRS

CHUCK MANGIONE DIANAD Columbia

STEVE MORSE BAND GENERAL LEE Elektra/Musician
ELVIS PRESLEY BLUE SUEDE SHOES RCA

SHERYL LEE RALPH IN THE EVENING New York Music Co.
RED HOT CHILI PEPPERS TRUE MEN DON'T KILL COYOTES EMI America
RED ROCKERS BLOOD FROM A STONE  Columbia

TOM ROBINSON WARBABY Getfen

BILLY SATELUTE | WANNA GO BACK Capitol

SILENT TREATMENT LIFE ON EARTH Red Label

S.P.K. MACHINE AGE VOODOO Elektra

SUICIDAL TENDENCIES INSTITUTIONALIZED Frontier
TEENA MARIE LOVERGIRL Epic

MARC A. THOMPSON SO FINE Warner Bros.

TRIPLETS BOYS Unsigned

NEW

ROTATION

BROWABN— U~ NOBRTOWE~NWNNN—~RWD

TOM VERLAINE 5 MILES OF YOU Warner Bros.

* Denotes Sneak Preview Recurrent.
For further information, contact Buzz Brindle, director of music programming,
MTV, 1133 Avenue of the Americas, New York, N.Y. 10036.
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i‘oday’s Lessonls . .

. Recording engineers, technicians and Sony

"

customers gathered last month at two four-day, bi-coastal courses designed to
augment their knowledge of operationat and maintenance procedures for Sony
digital audio products, particularly the PCM-3324. Pictured here at Capitol
recording Studio A in Los Angeles is Curtis Chan, digital sales engineer for Sony
Pro Audio, with his ciass. The seminars are intended to provide increased

technical support for Sony clients.

LOS ANGELES

JOHN CAFFERTY & the Beaver
Brown Band’s “On The Dark Side”
is one of the few clips to drop off the
MTV playlist, then return to the list
and rise to heavy rotation. It was di-
rected by Bill Parker for Bill
Parker Productions. The comeback
is being attributed to the renewed
popularity of the film “Eddie & the
Cruisers,” after it played on HBO.
Peter Allen produced the video, and
Austin Debach lensed it.

Pat Benatar has shot three vid-
eos to promote her new album,
“Tropico.” The featured songs are
“We Belong,” “Ooh Ooh Song” and
“Painted Desert.” Matty Callner di-
rected “We Belong” as a ballad with
religious overtones. He also took
charge of the upbeat “Ooh Ooh
Song”’ for Caliner/Shapiroe Pro-
ductions. “Painted Desert’” was
filmed on location in California and
directed by Chris Gabrin for Lime-

Video Track

light Productions.

Julia Heyward made her directo-
rial debut for MCA Recording art-
ists the Fixx on “Sunshine In The
Shade,” shot on location in Califor-
nia’s Canyon Country, north of Los
Angeles. To conjure up images of
color mutations, she used computer-
controlled vari-lights in what is pri-
marily a performance video. It was
produced by Picture Music Inter-
national.

Dramatic World War II footage
takes center stage in a promotional
video produced by High Five Pro-
ductions for Apple Computer. En-
titled “1944—Against All Odds,”
the short piece was lensed in 16mm
black and white and features com-
puter-toting commandos. The com-
mandos infiltrate the enemy’s over-
worked, paper-ridden employees to
bring them Macintosh computers.
It was directed by Bud Schaetzle;
original World War I footage was

(Continued on page 42)

London-Based Heisenberg International

Firm Forges Trans-Atlantic Studio Links

BY MOIRA McCORMICK

CHICAGO Heisenberg Interna-
tional, a London-based administra-
tion/management firm headed by
producers Richard Burgess and
John Waters, has introduced a new
service: linking up U.S. artists who
wish to record across the Atlantic
with the ideal studio, and vice versa
for European acts. A Los Angeles
branch office recently opened to
help administer the trans-Atlantic
studio matchmaking service.

London-bred Burgess, now a New
York resident whose production
credits include Spandau Ballet,
Adam Ant, Nina Hagen, America,
New Edition and Melba Moore, says
that although the service is still in
the startup stage, “I think there’s
quite a lot of interest for something
like this.

“When I'm working in New York,
people are always asking me what
it'’s like to work in London. When
I'm in London, it’s the other way
around.

“There are a lot of American
groups that would like to record in
England, and vice versa,” he contin-
ues. “But things often get no fur-
ther than the ‘interest’ stage, be-
cause of the logistics of pulling it to-
gether.”

Finding the right studio and mak-
ing attendant arrangements is “a
difficult and scary thing to coordi-
nate from another country,” Bur-
gess notes. “You have to end up
coming over for a month to check
things out, and you could still get
ripped off.”

For a fee, Heisenberg Interna-
tional will find a studio, arrange
transportation and accommoda-
tions, locate engineers, musicians
and arrangers, even assist in trans-
oceanic travel plans if necessary, ac-
cording to Burgess.

Prospective clients on either side

of the pond first contact office man-
agers Janice Crotch in London or
Laura Annick in Marina del Rey,
who administer a checklist of 50 to
60 questions determining when and
for how long a studio is needed,
available budget, necessity of in-
strument rental and preferred stu-
dio hardware, among other points.

Burgess and partner Waters then
link artist with studio after ‘“care-
fully matching the people with the
project—we wouldn’t put an elec-
tronic-music client in a studio more
suited to straight-ahead rock'n’-
roll,” Burgess says.

Burgess says he and Waters have
“specs from dozens and dozens of

good studios” in both the U.S. and
Europe, many of which they have
worked in, in order to aid the selec-
tion process.

He sees Heisenberg Internation-
al’s studio matchup service as “an
exchange—we’re not sucking busi-
ness out of one country to another.
A lot of people who already work
trans-Atlantic wouldn’t need this,
but our service is ideal for groups
with the desire, if not the where-
withal, to record across the ocean.”

Audio

NEW YORK

FORMER TYCOON MEMBER
Norman Mershon is producing
demo tapes for the Cup Brothers at
his Brooklyn studio. The tracks fea-
ture appearances by John Jarrett’s
Tribe guitarist Phil Grande.

At New York Sigma Sound, pro-
ducer Jellybean Benitez has been
working with engineer Michael
Hutchinson on a dance remix of
Lindsey Buckingham’s “Slow
Dancer.” The Village People were
also in, with producer Jacques Mor-
ali and engineer Jay Mark Synder,
cutting their first U.S. single in five
years. Don Peterkofsky was assist-
ing.

The Aura Sonic Ltd. remote unit
has been busy. The Secret Sound/
Aura Sonic team has been record-
ing all the live concerts for PMC-FM
Tokyo, including concerts by Black
Uhuru at the Ritz and Pe De Boi,
Loremil Machado & the Savava
Band and Kimati Dinizulu & the

Track

Kotoko Society from S.0.B.’s. En-
gineers for the live broadcasts were
Steven Remote and Jack Malkin.

LOS ANGELES

PEACHES & HERB are in at Mad
Hatter tracking and overdubbing
their new album for Don Ralph pro-
ductions. Producing is Greg
Wright, with engineers Carl Lang
and Duncan Aldrich. The Yellow-
jackets are in doing overdubs for
the new Warner Bros. release. The
band is producing, with Erik Zobler
and Gary Wagner at the controls.
Studio owner Chick Corea is also in
working on a new album for ECM.
The project is a septet, including
strings, horns, flute, cello and the
music of Mozart. Corea is produc-
ing; Bernie Kirsh and Jeff
Vaughan are at the board. Finally,
Billy Griffin is tracking and over-
dubbing his new Columbia album
with producer Todd Cochran. At

(Continued on page 42)

HIGH QUALITY
BULK AUDIO TAPE.
CONSISTENTLY.

Sunkyong’s SKX bulk audio tape gives you
everything a professional needs—consis-
tently high quality, reel after reel after reel.
We can offer this consistency because our entire
quality control procedure is under one roof. QOurs!
The fact is, we manufacture every single component
ourselves, from the polyester base film to the label. No
cutting corners, no cutting costs.
And we have the resources to back up our claim. We're one
of the largest companies in the world outside the United
States, with 1982 sales of over $6.2 billion.
If you'd like to know more about our super quality SKX or our
other bulk audio tapes, gives us a call. Sound us out.

SUNHYONG

17106 S. Avalon Blvd., Carson, CA 90746 (213) 327-5010
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New Products
| UWHE R IR

UHER OF AMERICA

Uher's model 160 portable stereo cassette recorder is available with options for
film dubbing, sync sound and remote control operation. Suggested retail price is

$905.

VIDEO TRACK

(Continued from page 41)

edited by Michael Salomon. Ap-
ple’s chairman Steven Jobs makes a
cameo appearance in the video.

UNITED KINGDOM

TUMBLEHALL PRODUCTIONS
shot the Dave Pell Jazz Octette for
a 30-minute special, directed by
George Cook and hosted by comedi-
an Steve Allen. Greg Venable was
the audio engineer for Britannia
Recording Studios.

NEW YORK
GLOBAL PRODUCTIONS used a

school bus and a garage to make a
simplistic clip for Andrea & Hot
Mink’s “Manhattan’’ single for
CBS-distributed Rock’N’Roll/Scotti
Bros. Records. Jeno Hodi directed
the piece.

It’s official: Sony has received a
U.S. patent for “Video 45 which
becomes a registered trademark.

Production companies and
post-production facilities are wel-
come to submit information on
current projects to Faye Zucker-
man, Billboard, 9107 Wilshire
Blvd., Beverly Hills, Calif. 90210.

CASSETTE DUPLICATION

RECORD PRESSING
MASTERING - PLATING
COLOR SEPARATIONS

PRINTING - TYPESETTING

\.__ ° CUSTOM PRESSING J

2832 SPRINGROVE AVENUE
CINCINNATI, OHIO 45225
(513} 681-840C

We Salute Billboard

DANIEL RIBB

TV and Video

Cameraman at
Billboard’s N.Y.C. 90th
Anniversary Party

&
JOSE FUENTES

Representative for
Contemporary Art &
Rare Antiques
(212) 254-6073

Date: December 13, 1984.

or to December 13, 1984.

way grand; 2 EMT reverb units; and more.

all bids.

Nashville Record.

Notice of

FORECLOSURE SALE
QUADRAPHONIC STUDIO

In the Music Row area of Nashville

Time and Place: The real estate, building and equipment will be sold at the south door of
the Davidson County court house in Nashville, Tennessee, commencing at 12:00 noon.
Prior Sale: Land, building and equipment are subject to prior sale by the owner thereof pri-

Real Estate: Approximately 15,000 square feet with a 50 foot frontage on Grand Avenue.
Building: Approximately 3,091 square feet plus a full basement.

Equipment: Master quality recording equipment including: Studer 24 track and 2 track
tape decks; MCI 32 channel automated console; complete noise reduction; 9 foot Stein-

Terms of Sale: Cash on day of sale; equivalent arrangements possible; equipment may
be sold separately; mortgagee or its agents reserve the right to bid and to reject any and

Announcement: This announcement is neither an offer to sell nor a solicitation of an offer
to buy. Interested bidders should refer to the ““Notice of Foreclosure” required by Tennes-
see law, when published in the November 22 and 29 and December 6, 1984 issues of the

Contact: For a copy of the “Notice of Foreclosure,” further information and arrangements
for inspection prior to sale, contact Rick Block at 303-695-6543 or 404-452-7634,

Uher Reopens U.S. Sales Office

German Firm Pushing New CR 160 Tape Machine

NEW YORK After approximately
five years of independent distribu-
tion, Uher Werke Munchen GmbH,
the German manufacturer of high
quality audio tape recorders and
other electronic gear, has reopened
an American sales office. The new
distribution center is based in North
Hollywood, Calif., and will be head-
ed by John Belgiornio and George
Rose, as president and vice presi-
dent, respectively.

Founded prior to World War II,
Uher came to international recogni-
tion with its introduction of the
Uher 4000 Report tape machine in
1961. The unit was the first truly
portable open reel tape recorder de-
signed to be completely independent
from 110-120v current. Other
ground-breaking Uher models over
the years have included one of the
first portable hi fi cassette decks
with front loading in 1970; the Uher
CR 210, the smallest hi fi stereo cas-
sette model with opto-electronic
transport control; and, last year, the
model CR 260 AV cassette deck
with auto-reverse in the recording
as well as playback mode.

Uher hopes to increase its volume
of U.S. business considerably with
the reopening of an American of-
fice, and with the introduction of a
new portable cassette model for
professional applications, the CR
160.

“Uher has re-dedicated itself to
the American market,” says Rose.
“By centralizing sales, marketing,
parts and service under one roof, we

hope to provide a vastly improved
and centralized source for Uher’s
entire domestic effort,” he adds,
noting that the new office will han-
dle both professional and consumer
products.

The new pro product, the CR 160,
is a portable cassette deck that can
be powered by either dry cells, ni-
cad rechargeable batteries, a car
battery or AC current. It features
both Dolby B and C noise reduction,

three built-in speakers for on-site
monitoring, individual level controls
for each channel, peak level VU me-
ters and switchable automatic level
control.

Inputs are included for line, radio,
mike and phono, and optional acces-
sories available for the 160 include
facilities for film dubbing, sync
sound and remote control operation.
It carries a suggested retail price of
$905.

AUDIO TRACK

(Continued from page 41)

the controls are Bobby Brooks,
Duncan Aldrich and Richard
McKernan.

At EFX Systems, Jae Jarrett of
Princess Productions is recording
tracks for two acts. The first, Le-
jenz, is laying tracks for a new al-
bum with Jeff Vaughan engineer-
ing and Darwin Foye assisting. The
other, A.K.A., has Philip Moores at
the desk with Scott Wolf assisting.
Jarrett is producing for CBS Rec-
ords in the U.K. Also there, the
Firesign Theatre is producing “Eat
Or Be Eaten,”a comedy/mystery al-
bum for Warner Bros. Fred Jones
is at the board, with Jeff Vaughan
assisting. Finally, Picture This is
cutting tracks for its current EP
project with Philip Moores. Scott
Wolf engineered.

Andy Paley, formerly of the
group Sidewinders, is producing

More Western Inroads

China Market Still Growing

NEW YORK The Chinese profes-
sional audio equipment market is
continuing to expand, with more
Western manufacturers finding re-
ceptive outlets for recording con-
soles, audio tape recorders and du-
plicating gear in the People’s Re-
public.

Both Tandberg of America and
Solid State Logic Ltd. have already
established business relationships
within China. Tandberg has ar-

GBS/Fox Video
Sells Studio to
Grace & Wild

NEW YORK CBS/Fox Video has
sold its Farmington Hills, Mich. stu-
dio production facilities to Grace &
Wild Studios Inc., and is construct-
ing expanded facilities on an 88-acre
campus in Livonia, Mich. The new
CBS/Fox production facilities are
slated for completion in late 1985.

According to Fred Fehlauer, se-
nior vice president of CBS/Fox’s
commercial products division, the
studio divestiture is part of an ongo-
ing plan to consolidate the firm’s
manufacturing and business prod-
uct operations, which are currently
housed in several locations in Far-
mington Hills.

Grace & Wild Studios is headed
by Steven Wild, who was formerly
director of studio operations for the
facility while it was owned by CBS/
Fox.

ranged to produce language lab
units in a factory based in Ningbo
(Billboard, Aug. 25), while SSL has
sold three of its high-end mixing
consoles to China Records, the
state-owned and operated record la-
bel (Billboard, Aug. 11).

Electro-Voice, too, has shown a
strong interest in the Chinese mar-
ket. The company has given techni-
cal seminars there and recently
opened an Electro-Voice service
center in Guangzhou, which sells
and services E-V pro sound prod-
ucts (Billboard, Aug. 25).

One of the earliest companies to
enter the Chinese pro arena is Ce-
tec-Gauss. The California-based
manufacturer of duplicating sys-
tems installed its first cassette du-
plicating system in China about five
years ago, and according to the
company, more than 75% of the du-
plicating equipment currently in use
in China is produced by Cetec
Gauss.

Says Mort Fujii, Cetec Gauss
president: “China’s growth in prere-
corded cassette music duplication
capacity in the last two years ex-
ceeds any other country in the
world.”

According to Fujii, China Records
has been active in upgrading its
Gauss duplicators, adding new fea-
tures and improving older systems.
The record label has recently added
Dolby HX Pro capability to most of
its duplicating systems, and the
company is capable of duplicating
on chrome and cobalt-doped tape as
well as standard ferric formula-
tions.

Jonathan Richman & the New
Modern Lovers at Bennett House
Studios in Nevada City, Calif. for
Rough Trade Records in the U.K,,
and an as-yet-unnamed U.S. label.

Eccentric singer Nina Hagen is
mixing her next CBS International
album at Larrabee Sound. Adam
Kidron is producing with engineer
Steve Hodge and assistant Fred
Howard. TBA artist George How-
ard is there with engineer Randy
Tominga and assistant Toni
Greene. Howard is co-producing the
project with Denzil Miller. And lo-
cal rock act Prophet is mixing an al-
bum with group member Barry
Harris at the board and assistant
Brad Coker.

At Skip Saylor Recording, pro-
ducer Herb Pederson is working
with singer/songwriter Michele
Curtis. Skip Saylor is at the board
with assistant Tom McCauley. Pro-
ducer team Billy Osborne and Zane
Giles are cutting tracks for Wayne
Arnold, with Saylor and McCauley
in the above slots. Dance act Trial
By Fire is recording an EP for the
Fat Boy Label with producer David
Darling while McCauley mans the
board. And Warner Bros. act ZIII is
cutting album tracks with producer
Guy Spells and engineer Saylor.

Steve Lawrence & Eydie Gorme
are back at it with an album in prog-
ress at Group 1V Recording. Den-
nis Sands and assistant Andy
D’Addario are engineering.

Tom Jones is in at Britannia Stu-
dios recording vocals for an album
intended for European release. Gor-
don Mills is producing, with Mar-
vin Clamme behind the board.

NASHVILLE

JIMMY BOWEN is producing
MCA recording artist John
Schneider, with Bob Bullock engi-
neering, at The Castle. Bowen is
also transferring tracks from ana-
log to digital on Warner Bros. artist
Hank Williams Jr., with Bullock
again at the controls. Finally, Tom
Taffe and James Burton are pro-
ducing Stefan Anderson, with Den-
navan Cowart engineering.

OTHER CITIES

STARR HAS completed his first
project for East Coast Records in
Harrisburg, Pa. The new release,
“She’s So Fine,” is self-produced.
At Saugerties, N.Y.’s Midnight
Modulation, Richard Alderson has
been producing “The Fugs Reunion
Concert From The Bottom Line.”
All material for the Audio
Track column should be sent to
Steven Dupler, Billboard, 1515
Broadway, New York, N.Y. 10036.
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: : SPECIAL EDITION

cc I his is a product which may well revolutionize the retailing

of home amusement products. It is not stretching too far
to say that perhaps |it| may some day rival record sales in gross retail
volume.”

The quote comes from a Billboard front page of yesteryear, part of
a report detailing new technological developments at RCA. The
headline was equally hold: “Look at Future: TV Home Tape May be
Sold Like Records.”

That particular piece of futurecasting was made on the occasion of
an anniversary—UOect. 1, 1956. the day that RCA’s David Sarnofl
“celebrated his Golden Anniversary in radio. television and elec-
tronics,” according to the company. It's in the same spirit. and we
hope with some of the same foresight, that Billboard signifies an an-
niversary of its own with “a look at the future.”

The publication came into existence on Nov. 1, 1894. “devoted to
the interests of advertisers, poster printers. hillposters. advertising
agents. and secretaries of fairs.” It’s evolved froni that 19th century
purpose. acquiring (and relinquishing) a few other editorial ambi-
tions along the way, to encompass today’s ever-broadening horizons
of music and home entertainment.

To celebrate 90 years of continuous publication, therefore. we of-
fer “Billhoard Charts The Future”—a series of special reports de-
signed to probe and perhaps even predict the shape. the sight and
tlie sounds of home entertainment in the *90s and heyond.

The core of this special issue has been specifically prepared for
Billboard by Data for the Future, a prestigious “think tank™ which
specializes in the formulation and development of trend analyses
and scenarios, and which provides management consultation ser-
vices on the future.

The organization, with facilities in New York and Phoenix, is led
by Dr. Herb London and Dr. Roh Melnick, nationally known for
their work as researchers, writers and speakers in the area of future
studies. Among other credentials, both have afiiliations with another
well-known think tank, the Hudson Institute —and hoth are former
professional musicians. Working under their direction on the Bill-
boar project has been a team of scholars, engineers, writers and
communications experts.

Data for the Future’s six reports herein disect various aspects of
the home entertainment industry’s evolution. Prominent among
them are audio/video software delivery and programming svstems;
the relationships of thuse systems to current and anticipated tele-
communications technology: the role of the home computer; the dis-
tribution and retailing of consumer products; and international de-
mographic trends, and their economic effects.

Of necessity, many of the articles are concerned with the technol-
ogy of home entertainment. Who will be tomorrow’s movers and
shakers in the creative community? That information is virtually im-
possible to capture and to quantify, apart from the certainty of cycli-
cal trends (the periodic emergence of an entertainment superstar. for
example, such as Frank Sinatra or Michael Jackson).

Technology fuels creativity, of course. A number of the develop-
ments identified and predicted in these pages will yield innovative
and exciting entertainment forms, just as the invention of the gramao-
phone record did. and just as the arrival of the videocassette record-
er is doing.

For these and other reasons, each article offers information on the
past and present. as well as speculation about the future. Some of
these data will be familiar, while other facts and forecasts may he

wwWwW americanradiohistorv com

Birector, J. Daniel Chapman.

surprising. Taken as a whole or in part, we hope the results will be
hoth challenging and useful.

THE ART IN THIS ISSUE: To coutrast the historical flavor of
this commemorative issue, Billboard has selected a representation of
internationally acclaimed compuier-generated graphies to accompa-
ny the editorial theme—the evolution of home entertainment & mu-
sic technology. It will be of interest to note. all six reproductions on
our editorial pages were digitally simulated by a computer (with the
exception of the robot from “Metropolis™ on page 47). Working with
the world’s most powertul computers, todav’s visual special effects
designers are able to simulate photographic reality as easily as a key-
board synthesizer simulates a brass section. “Is it live or computer-
generated?” is the question we can all ask ourselves from time to
time while watehing a movie or a TV commercial. Soon we may have
to pinch ourselves to see if we're reallv dreaming.

CREDITS: Editor-In-Chief, Adam White: Executive Editorial
Director, Lee Zhito; Editorial Consultants, Data For The Fu-
ture; Special Issues Editor, Ed Ochs; Assistant Editor, Ro-
byn Wells; Technical Advisor/Computer Graphics, Peter
Sorensen; Layout Assistant, Anne Richardson-Daniel; Art

— 3

1 Dedicated to W.D. Littleford, Chairman & President, Bill- | |

board Publications Inc. | |
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COUNTDOWN TO TOMORROW

90TH-4

The Challenge

Of Change

In The Recording InduS{ﬁtrﬁY

hen Billboard began publication in 1894,
home entertainment as we now know it sim-
ply didn’t exist. The first true home entertain-
ment technology, sound recording, was only
just finding its true potential as a mass entertain-
ment medium, rather than the industrial dictation
and information storage tool originally envisioned
as its principal incarnation. As for subsequent marvels
like radio, television, home video and the newer, hybrid
media now at hand, they were imagined only by the
most daring of speculators.

Today, the diversity of information delivery systems at hand au-
gurs the long-mulled convergence for many of these media, an even-
tuality which has drawn Billboard toward a more diverse universe of
pro-lucts and spectrums. Yet for much of the past four decades, the
magazine has focused much of its attention on the recording industry
and those adjacent media so crucial to its health and continued
growth. Even as Billboard has broadened its scope to keep pace with
more recent developments such as video and home computers, the
publication’s stake in the recording field has remained at the core of
both its content and readership.

As a business driven by both cultural and technological change,
the “record business” (a description already at odds with technol-
ogy) remains a fast-paced, often mercurial arena characterized by
high risk and swift reversals in the fortunes of its participants. The
last three decades in particular have witnessed dramatic transforma-
tions in the nature of the trade’s products, the characteristics of its
markets, and the structure of its various components. From the way
recordings are produced, through how they are marketed, to what
consumers choose to do with the finished products, the recording
industry has undergone seemingly bold metamorphoses.

Against such a backdrop, it’s perhaps inevitable that the trade’s
professionals view their work more in terms of the here and now
than with a strong sense of its past history or probable future. Until
recently, the realm where “life in the fast lane” was first coined. the
industry’s fast track renders the miles behind as well as the far hori-
zon more of a blur than a sharp image; because the ultimate “prod-
uct” is ultimately an intangible commodity, measured in emotions
rather than miles per hour or ounces per box, the record industry’s
style and substance has evaded tidy, precise analysis.

What follows is an attempt to sketch the trade’s current structure
and stature, beginning with some of the key forces that have shaped
its growth since World War 11. By examining the cyclical turns evi-
dent in its recent past, we may find clues to how home entertainment
can evolve in the future. And, since technological evolution is cov- B SG m SUTherIG nd
ered elsewhere in this issue, we’ll focus instead on the interaction of y
economic, cultural and technological forces that have brought us this
far.

(Continued on page 30TH-9)
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ing Personal

udio,Video & Satellite Technologies

By Rick Heffernon and Art Lebowitz
Ted Stratton, Technical Advisor

It all began with
a single sqund.

Sony and the human race. It was the discovery
of the first musical instrument. And from it an
industry was born.

We don’t know if the first “musical sound™
was the thumping of a stretched wolf hide or
the clickety-clack of sticks and bones. Maybe
it was a few clear, lilting notes from a hollow antler flute or the
plucked resonance of a braided hair strung tightly across a hollow
log. Whatever the instrument, its performance led us straight to the
French horn, the cello, and the electric guitar. And indirectly it gave
Mus rock video, direct broadcast satellites, and the Top 40.

In the cave era, and for a long time thereafter. music played only
when musicians got together. Private, personal entertainment simply
did not exist until Edison perfected and patented his first phono-
graph in 1878 (one year before the electric light bulb) was this possi-
ble. Then everyone could have it.

The first phonograph was not a work of beauty, either in looks or
audho reproduction. It sounded as tinny as the old tin can on which
its music was recorded and played. It had an ambience so small that
it’s easy to understand why aborigines believed that there were little
peaple inside that box making music. And crude music it was—full
of hiss and flutter with the whoosh of a hurricane in the background.
But it was music. And it could be played again and and again in the
privacy of one’s own home.

True music lovers. of course. did not find the phenograph to be a
replacement for the real thing, the live performance. And to this day,
the biggest challenge facing engineers and recording artists alike has
been to recreate an error-free, “live™ performance as fully as possi-
ble—to create a playback apparatus so clean and transparent as to
become invisible, to drop the curtain that separates the listener from
the live performance.

I'he "80s have seen several important changes to the audio world,
and to the way music entertainment is “viewed.” Following the lead
of almost every modern information delivery system, audio design
engineers devised a digitally encoded storage medium that, when
played back on a laser scanning apparatus, and further refined by a
built-in computer memorv/logic correction program, dropped the
bottom out of noise error problems: the Compact Dise.

A second major change in the audio scene popped up at the same
time, and it came about through television programming. Cable tele-
vision's innovative MTV channel and its imitators introduced the
public to music videos, taking personal entertainment one step clos-
er to the live performance.

And so it is. At one time all we had was a mysterious hlack box, a
hox that the aborigines believed was full of little people making mu-
sical sounds, Now all we have to do is turn on the tv, and we can ac-
tually see those little people. We can watch for hours as they pretend
to sing and dance and play their tiny instruments. It's another piece
of magic for us aborigines, and to better understand what the magic
means. how it affects the destiny of personal entertainment. one
needs to examine video and its devleopment. So, with this in mind,
the next section will update with the world of television.

A 12th century tromba marina
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the message™ (a slogan he applied equally well to magazine publish-
ing, radio broadcasts, modern television, and topless restaurants),
television may seem to be a new electronic medium. 1t’s not. In fact,
very little is new about television.

Looking back a century, it was 1884 when PPaul Nipkow first pat-
ented a complete television system. The cathode ray tube (later
dubbed the booly tube) is also a nineteenth-century invention. It ap-
peared in 1897. By 1923, V. K. Zworykin, the “father™ of televi-
sion, had shown the world his new “iconoscope camera tube,” and
four years later America learned of the first experimental television
transmission that reached from New York to Washington, D.C. A
decade later, in London, the BB( initiated the world’s first publie
television broadcasting service. Regular U.S. broadeasts followed in

1941, years before most of today’s tv stars were even born.

Now, then. if experimental television is a century old, and public
broadcasting is 50 years old—what is new about tv? Probably the
most recent big breakthrough to hit television was the advent of col-
or broadcasting, in 1954. Of course, some other things have changed

In the early days of acoustical recording, musicians had

to cluster closely in front of a recording horn in order for the
sounds of the instruments to be picked up. Credit: Edison
National Historic Site. Photo courtesy of RIAA.

since then. We now have video recording (first developed commer-
cially in 1956), and video discs (although crude dises were first sold
in the 1930s) We also have satellites, cable television, and laser
dises.

These technological developments have created changes in the
things we watch. changes in programming. But the biggest changes
in tv performance are pretty simple—somewhat better picture recep-
tion, more channels to watch, and, with a VCR, the ability to tape the
Friday night late show and play it back at a more convenient time.

If all this has lulled you into a somnambulant state, watch out.
High tech has just hit the tv set, and the changes that will oecur from
here on out are going to be fast and furious. The boob tube is going

(Continued on page 90TH-70)

any years ago in our distant past—long before Video: Low Tech to New Tech .
the space shuttle, color television or graphic

equalizers for in-dash stereo—one seemingly For those of us old enough (or young enough) to have spent some

small discovery held great moment for such formative years chanting mantras while trying to grasp the signifi-

modern organizations as RCA, Matsushita, cance of Marshall McLuhan’s prophetic utterance, “The medium is >
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Dr. Peter C. Goldmark dra-
matizes the superiority of
long-playing record intro-
duced by Columbia in

1948 by standing along- {
side a stack of 78-rpm
records

(Continued from page 90TH-4)

In keeping with the prevailing theme of this issue, we’ll then turn
to the key trends likely to shape the recording industry’s future.

If there are any unifying threads to he detected, they begin with
the realization that evolution, not revolutionary change, character-
izes how technology affects its audience. Individual breakthroughs,

however startling, ultimately depend upon their practical value and
availability: attaining those aspects of a new technology usually
takes far longer than the actual creation of the products or ideas at
hand. In that sense, at least. the message will always carry as much
weight as the medium.

REPLAYING THE PAST: Origins Of Today’s Industry
Post-War Ferment

The history of sound recording offers myriad examples of how tech-
nology, business and popular culture interact in unexpected ways.
Lach succeeding new entertainment technology has been initially
perceived as a competitive threat, only to yield mutual benefits as
different media introduce complementary, as well as competitive,
consumer options. New cultural trends have trequently disrupted the
operational structure of the recording industry, yet the more endur-
ing of these trends have typically ushered in periods of substantial
overall growth.

The decade following World War I epitomizes these scenarios,
oftering telling evidence of how the industry evolves amid often con-
flicting forces. Much of the record business’ current structure may
be traced hack to this period, one marked by crucial developments in

home audio technology, professional recording techniques, product
marketing and promotion, and. of course, the content itself. Yet
from 1947 to the turn of the decade, contemporary observers could
be forgiven for reading a clouded future in the years ahead.
Recorded music had experienced a dramatic commercial boom
during the war years, overcoming shortages of raw materials and a
grueling strike agaiust record labels by the American Federation of
Musicians. Between 1944 and 1947, industry shipments swelled
from $60 million to $244 million, yet within two years that growth

For the recording industry,
of course, it was the marriage /
of two previously stigmatized/
idioms, rhythm & blues and
country, which served to
dramatize the importance
of this new market.

would be underent by a classic technological crisis.

Within the recording industry. the emergence of a new configura-
tion, the 12-inch LP developed by CBS engineers led by Peter Gold-
mark and William Bachman, had offered the prospect of a dramatic

breakthrough in technical performance and playing time. Instead of
offering a clear-cut successor to 78s. however. the LP unwittingly
became the first shot fired in a format war. RCA rushed its own com-
peting configuration, the 7-inch single, into the market. Consumer
confusion over the two new formats, compounded by the continued
dominance for the existing 10-inch 78 r.p.m. disk, doubtless
brought sales losses; dealers. dismayed at the need for triple inven-
tories. were likewise reluctant participants in this costly battle.

The late "40s brought an even more menacing technological obsta-

cle, television, whicli posed an evident threat not only to radio and
sound recordings, but to motion pictures and live theater. [ronically,
television’s direct impact on radio advertising revenues would soon
bring radio and recordings together as interdependent allies. for the
plumnieting income at radio undermined that medinm’s prior reli-
ance on live performances. Because the costs of mounting live pro-
grams hecame prohibitive, stations dramatically expanded their ase
of records, accelerating a trend that had begun during the war. The
resulting partnership between radio and recordings would influence
the evolution of both media from this point forward.

Meanwhile, in the recording studio, the advent of magnetic tape
profoundly altered the creative process. Recording techniques up to
this juncture had been documentary in nature. with the engineer’s
role detined by the mission of capturing the pertormance as faithful-
ly as possible; any changes in the performance’s content, however,
rested with the musicians themnselves.

Tape, however. dramatically expanded the engineer’s involve-
ment with the performance itself. Because tape could be physically
cut and spliced, much like motion picture film, sound recordings
conld now be edited from different takes to create an idealized, com-
posite performance. Magnetic tape was also vastly more flexible in
terms of playing time, opening the door to uninterrupted recordings
of works which once required artificial pauses to accomodate the

limited recording time of master disks. The gradual acceptance of

the LI’ would provide a practical outlet for this new capability.

Less obviously, tape recording helped democratize the industry by
allowing recordists much greater freedom in capturing performances
outside the existing universe of conventional recording studios. most
of which were owned by the major record companies. Greater porta-
bility dramatically expanded the opportunities for concert record-
ings, of course, hut the tape recorder’s greatest benefit was to fledg-
ling independent record companies and small independent recording
studios.

It’s not coincidental that the emerging independents who champi-
oned regional and ethnic idioms during the post-war years were us-
ing tape. Atlantic Records was able to cut sessions in its Broadway
ofhices, rolling back carpets. shoving desks against walls, and then
recording artists after hours. l'or vears, Flektra founder Jac Holz-
man would keep his original tape recorder in his otfice, a reminder
of the earlv years of that label and the machine’s seminal role in
creating its first releases.

If tape recording provided the independents with the technical
means to compete. it was the era’s cultural ferment which provided
the indies with a market. The major companies of the day, including
RCA Victor, Columbia, Decca and Capitol, had built their empires
around the pop, classical and jazz of earlier decades, and by the
1940s, such operations had evolved their own formal corporate and
creative structures. Pop music’s reliance on songs had helped shape
the artist & repertoire concept, in which the company’s a&r depart-
ment would find talent, select material, choose arrangers and instru-
mentalists, and supervise recording dates.

Such an assembly line approach vielded operational efficiency
and enabled the majors to exert creative control over their artists,
but the system also imposed stylistic regimentation. Because these
companies’ involvement in such regional or ethnic idioms as South-
ern (“hillbilly”) music and black (“‘race™) genres was viewed strictly

/

Elvis relaxing between
takes at RCA record-
ing session in RCA's
former East 24th St.
studios in New York,
July 2, 1956.

HARTS Y

as a minority business, removed from the mainstream, the resulting
pop of the day was inevitably insulated from grass roots changes in
the public’s musical tastes.

That insularity proved a tremendons advantage for independent
label entrepreneurs, who correctly sensed the shifting identities of
the record-huying public and their interest in these idioms. With the
majors focusing on mainstream pop, classical warhorses and more
traditional jazz. the indies could specialize in rhythm & blues, coun-
try, folk. leading edge jazz movements such as behop and post-hop
“cool” jazz, and more eclectic classical works.

The leaner structure of the indies provided not only a closer rela-
tionship to the street level realities of the public (and the emerging
new musical trends at hand), but also allowed greater mobility in
finding and developing markets. That climate permitted a host of
new labels to emerge, including Atlantic, Chess, Imperial, Mercury.
Specialty and Savoy in the rhythm & blues sector; Llektra, Folkways
and Vanguard in the folk arena; and Blue Note, Prestige. Dial. Fan-
tasy, Riverside, Contemporary. World Pacific and numerous other
labels in jazz.

Depressed sales in the late "10s, which saw shipments dip to $173
million by 1949. compelled the majors to entrench, while the indies
were ahle to experiment and expand.

Music’s New Boom: The Rock Era

Against this backdrop of cultural. economic and technological
change, a more sweeping transformation was underway. A vast new
bubble in the population—the post-war Baby Boom, sired in the
years immediately following the war—was entering the marketplace,
bringing with it a sheer force of numbers that would alter a vast
spectrum of goods and services and the marketing technijues used
1o sell them.

The importance of youth markets to entertainment products
wasn't a new factor. Earlier eras had demonsirated the vital role
vounger buyers could play, as well as their ability to function as a
comparatively unified market segment capable of yielding massive
sales for the right product. But the haby boomers who joined the
record market during the 1950s were distinct in several crucial re-
specis—they were more affluent than their forebears, linked by a
vaster amd more sophisticated array of electronic media, and much
more populons.

From the safe vantage point of 20/20 hindsight. it’s easy to assert
that established record companies and radio stations underestimated
the ultimate clout of this new, potent market. Yet, at that point in
time, few contemporary observers could anticipate how rapidly the
culture and technology of the West were changing.

For the recording indusiry, of course, it was the marriage of two
previously stigmatized idioms, rhythm & blues and country, which
served to dramatize the importance of this new market. And. be-

cause these parent idioms were essentially the province of the inde-
pendents, it was the indies who first tapped this new market. The

(Continued on page 90TH-71)
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PATTI AUSTIN
GLEN BALLARD
STEVE BARGONETTI
JEFF BASS
DECO
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DREAMBOY
THOM FLORA
SEIDAH GARRETT
GRIFFIN
BRUCE HIBBARD
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JAMES INGRAM
LOUIS JOHNSON
QUINCY JONES
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CLIF MAGNESS
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RADIANCE
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JIMMY SMITH
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The hectic video retailing season is thing Harry doesn’t know is who is going
beginning and all the video store owners to win this game - but he does have time
in town are pulling out their hair . . . to watch - and that makes Harry happy.

except for Harry that is.

Ahh .. .. the life of an Ingram Video
Harry learned long ago there was only customer.

one way to avoid hairy problems, he
became an ingram Video customer! Now,
Harry knows those new releases and
Christmas special orders will be in when
promised. He knows that the P.O.P. is in<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>