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Cassette Ring Alleged

MCA Warns on Gounterfeits

This story prepared by Sam Suth-
erland and Earl Paige in Los An-
geles, and Fred Goodman in New
York.

LOS ANGELES Major record/
tape retailers were screening inven-
tories for suspected counterfeit cas-
sette product last week following al-
legations by MCA Inc. that a large-
scale illegal duplication scheme,
focusing on midline album titles,
had been uncovered.

MCA’s move, revealed March 15
by The Los Angeles Times, included
warnings to dealers here and

Judge Approves
CBS $ Offer in
Antitrust Case

This story prepared by John Sip-
pel in Los Angeles and Movra Mc-
Cormick in Chicago.

LOS ANGELES A $4.25 million
settlement offered by CBS Inc. in a
long-standing consolidated class ac-
tion has received preliminary ap-
proval from Judge Nicholas Bua in
Chicago Federal District Court.
CBS’s offer stems from antitrust
actions initiated separately by indi-
viduals and companies against a
number of record companies and
then consolidated into a class action
in Chicago late in 1982. Labels
named in the action were CBS
(Continued on page 77)

around the country that MC.A Rec-
ords had found evidence of 1 tape
counterfeiting ring believed to be
centered in New York. The label
had reportedly found susgicious
tape product in bins at Tower Rec-
ords and Licorice Pizza outlets here,
as well as in New York-area ac-
counts including Crazy Eddie, Disc-
0-Mat and King Karol.

Sources at the FBI, which MCA
notified on Thursday, March 14, and
supplied with evidence, would not
detail any specific response to the
scope of the piracy alleged by the
Universal City entertainment con-
glomerate. Ken Wallon of the Bu-
reau’s New York division would
only confirm ‘“‘a number of ¢ngoing
counterfeiting investigations, which
have been ongoing for some years.”

West Coast record/tape dealers

(Continued on page 82)

Fiona assaults the airwaves with her riveting single, “Talk To
Me.” (7-89572) For lwo week3 now, “Fiona’ (81242) has been
the most added alubm at radi> stations across the U.S.A. The
deubt album from Fiona . . . burning hot! On Atlantic Records
and Cassettes.

RADIO FALLOUT FROM ABC BUYOUT

Capital Cities Takeover Could Affect 24 Stations

This story prepared by Bill Hol-
land in Washington and Rollye
Bornstein in New York.

NEW YORK Radio spinoffs alone
could affect up to 24 stations in 11
markets, the total number of sta-
tions involved in the move by Capi-
tal Cities Communications Inc. to
acquire ABC Inc. The markets are
New York, Los Angeles, Chicago,
Washington, San Francisco, De-
troit, Dallas, Houston, Atlanta, Buf-
falo and Providence.

Ofticials of the Federal Communi-
cations Commission and communi-
cations attorneys in Washington,
grappling with the consequences of
the largest takeover in the history
of broadcasting, say they see no
reason why the acquisition would be
blocked. But they add that the com-

ADVERTISEMENTS

panies will have to divest them-
selves of several propertizs worth
hundreds of millions of de_lars be-
fore the Commission will allow the
proposed $3.7 billion mergar to pro-
ceed.

The problems, accordirg to the
FCC, are a number of Comnmission
rules and restrictions concerning
national and local multip ¢ owner-
ship, concentration, once “‘grand-
fathered” combos and ovzrlapping
signals in nearby commursties.

In addition to three cable net-
works, the ABC Television Net-
work, seven radio networks, motion
picture interests, and 10 publishing
units, ABC Inc. owns anc operates
five television stations ir. the top
seven markets (WABC-TV New
York, WLS-TV Chicago, £ ABC-TV
Los Angeles, KGO-TV Sar. Francis-

Academy Scientific and Engineering Awards went to 3M for de-
veloping “Cinetrak™ Magnetic Film No. 350/351, the state of
the art for motion picture sound recording. Don Andercon and Di-
ana Reiners of 3M share their awards with Steve Brimmer of Li-

ons Gate Studios, first to use “Cinetrak’ Mag Film in the movie,

“Under Fire."”

co and WXYZ-TV Detroit) and 12
radio stations in eight of the top 10
markets (WABC/WPLJ New York,
KABC/KLOS Los Angeles, WLS-
AM-FM Chicago, WMAL/WRQX
Washington, KGO-AM San Francis-
co, KSRR-FM Houston, KTKS-FM
Dallas/Ft. Worth and WRIF-FM
Detroit).

Capital Cities, with 55 cable tele-
vision systems, a television produc-
tion firm and vast publishing hold-
ings including such daily newspa-

(Continued on page 82)

Black Stations’
Protest Targets
Warner Bros.

BY SAM SUTHERLAND

LOS ANGELES Major black radio
stations here and in four other top
markets have launched a protest
against Warner Bros. Records, al-
leging diseriminatory treatment in
promotion and advertising support
for crossover acts.

Sparking the controversy was
KACE here, which struck Warner
product from its broadcasts. The de-
cision to cease airplay for such label
acts as Prince, Madonna, Al Jar-
reau, the Time and George Benson
as well as older catalog material
prompted both KJLH and KGFJ to
drop current Warner hits from their
playlists.

By Wednesday (21), stations in
Chicago (WBMX), Memphis
(WDIA), New York (WBLS) and
San Francisco (KSOL) were also
said to be rallying behind KACE,
with other market stations sharing
black and urban formats rumored

(Continued on page 82)
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Calls Japanese ‘Obstinate’ on Levy

GORTIKOV BLASTS HARDWARE FIRMS

BY SHIG FUJITA

TOKYO A blistering attack on Jap-
'se hardware manufacturers for
«urning a deaf ear on a blank tape
and hardware levy has been deliv-
ered here by Stan Gortikov, presi-
dent of the Recording Industry
Assn. of America (RTAA) and a
vice president of the International
Federation of Phonogram and Vi-
deogram Producers (IFPI).

Speaking at a March 14 press con-
ference in the Imperial Hotel after
IFPI’s first board meeting in Japan,
Gortikov said the “blind obstinacy”
of the Japanese industry would only
create a negative backlash effect on
Japan itself.

“We shall all have no choice in
our petitions to national govern-
ments but to portray the Japanese
industry as an enemy of copyright,
acting deliberately and selfishly as
a predator on our own industries,
talent and rights,” he warned.

“You now saturate our shops
with scores of models of dual audio-
cassette copiers. You threaten us
with new dual videocassette copi-
ers. You boast of the capabilities of
your new equipment to copy Com-
pact Discs. You announce new digi-
tal tape that can copy our recorded
music with better-than-ever fideli-
t ‘1,
yThe RIAA chief went on: “And
now, most recently, you offer dub-
bing capability on the Walkman.
Can you blame us if we feel imper-
iled and assaulted?”

Gortikov’s fellow board member,
RCA Records president Bob Sum-
mer, joined in the criticism with a
call for the reform of Japan’s new
record rental legislation, which al-
lows record companies an optional
12-month holdback on domestic
product but leaves international
repertoire, currently around 50% of
the Japanese market, wholly unpro-
tected.

CD Hardware Firms Say
Demand Outstrips Supply

BY STEVEN DUPLER

NEW YORK Compact Disc hard-
ware manufacturers say they are
unable to supply adequate amounts
of product to retailers, due to a vast
underestimation of consumer de-
mand for the units, beginning with
the Christmas buying season last
year. That demand is now especially
strong for fully-featured models
with wireless remote and advanced
programmability.

CD manufacturers also claim that
the current shortage of many top-
selling pop titles on CD is not affect-
ing the brisk hardware sales.

At least one major manufacturer
says that its inventory is “‘complete-

ly dry,” and it will be unable to ship
any CD players to dealers until
May.

Current projections by members
of the Compact Disc Group (CDG)
are that sales of CD players in the
U.S. in 1985 will reach "at least half
a million, probably more.” As re-
cently as two months ago, both the
CDG and the Electronics Industries
Assn. (EIA) were estimating that
the figure would be closer to
400,000. In order to satisfy the rap-
idly increasing demand for players,
at least two manufacturers have be-
gun air-freighting the units in from
Japan (rather than shipping by
sea), while others are discussing do-

(Continued on page 77)

This was a grievous error, Sum-
mer said. There are now two kinds
of artists under the law, he contin-
ued: the totally unprotected foreign-
ers and the partially protected local
acts.

“Now the message is clear,” Sum-
mer said. ‘“‘Sorry, Stevie Wonder.
Sorry, Linda Ronstadt. Sorry, Tina
Turner. We don’t care about your
art. It doesn’t deserve protection. It
is the worst signal ever given by Ja-
pan to international artists and re-
cording companies.

“It is a signal not reflective of
your love and respect for music.
You must inform your legislature
that you oppose this discrimination
and that you oppose all record rent-
al.”

Assistance in preparing this story
provided by Nick Robertshaw in

Tondan :ro

This call was echoed by Toshiba
EMI chairman Noburo Takamiya,
who is also president of the Japan
Phonograph Record Assn., the do-
mestic IFPI group. Takamiya said
that Japan, though not itself a sig-
natory, should adhere to the spirit
of the Rome Convention in its pro-
tection of the rights of foreign pro-
ducers, performers and composers.

Nesuhi Ertegun, president of
WEA International, returned to the
home taping theme. He noted that
IFPI estimates the equivalent of
around 800 million albums are taped
in Japan every year, six times the
unit sales achieved by the local re-
cord industry. Worldwide, annual
losses from home taping are said to
have reached $1.5 billion.

In the U.S., Ertegun pointed out,
the costs of recording an album
range from $200,000 to $500,000, ex-
clusive of promotion and marketing
costs. Only one in every eight re-
cords released makes money, he
said, which is why home taping
could well destroy the industry.

(Continued on page 76)

New Chart Tracks Music Videocassettes

With this issue, Billboard intro-
duces ita first chart devoted exclu:
sively to the sales of music video-
cassettes, The W-position ranking
will be published every other week
in the Home Video section, This is-
sue, it appears on page 335

Sony Yideo Software's “Video
45" by Tina Turner, “Private Dane-
er,” holds the No. 1 slot for the
firat week of the chart, The $16.95-
list title iz o four-song compilation
of the Capitol recording artist’s
video clips for her album, *'Private
Dancer," currently in itz 42nd
week on Billboard's chartz. The ti-
tle tune iz at number saven on the
Hot 1040,

Top Music Videocassettes is the
latesl development in Billboard's
phgoing program of new chart in-
troductions, and improvements to
exiating charts, Two weeks apo, &
top 80 of 1Z-inch singles aales de-
buted, In the near future, two new
charts tracking sales of Compact
Dises will ke introduced: one for all

Iypes of repertaire, the other sole-
v Tor elassieal produet. These will
b -position rankings.
The new videocassetts chart is
Leompiled from a nativnal sample of
retull store sales reports, encom:-

paasing music releases in varions
configurations, Trom short-form G-
tes (eg. Video 458 and Video EI's)
to long-form product, and ab vari-
ous sugrested list prices. Fome vid-
g0 releases of music-oriented fed-
ture lilms, such as “"Purple
Bain," will not be charted on Top
Music Videocassettes, but will con-
timue to qualily for Billboerd's oth-
er home video charls,

The panel of accounts peporting
to the new chart includes record/
tape retaifers gelling home video,
and video specialty stores, Chains
and independent outlets are paolled
in major metropolifan centers
acrosa the 115,

Tiop Muzic Videocassettes is Bill-
board’'s fourth home video chart,
and joing Top Videocassettes/
Sales and Top Videncassettes/
Rentalz, which are published week-
ly, and Top Videodisks/Sales,
which now appears every other
week,

Ting Turner's Video 45 8 one of
two Sony Video Software titles on
the first chart: the other is Duran
Duran's “Dancing On The Valen-
tine” at number four. RCA S Colure-
bia Piclures’ recently intraduced
MuzieVision line is reprezented by

Lipnel Richie ("All Night Long") at
number two, and the Go-Go's
{“Prime Time”) at number eight;
thiz manufacturer also has the
A4M/IRS Police release, “The
Synchronicity Coneert,” al number
1.

The Warner camp—Warner Mu-
gic Video (the Warner Broz, Re-
cords imprint) and Warner Home
Video—is represented by “Madon-
na' at number three and the Cars’
“Heartheat City™ at number nine,
Thorn EMI/HEO Video has Duran
Duran's "'Sing Blue Silver' at
number five, Vestron has the Roll-
ing Stones’ “Video Rewind'"™ at
number six, and MCA has 112
Live At Hed Rocks" at number sov-
Ben,
Both Duran Duran releases have
received Recording Industry Assn,
of America (RIAA) certification
for sales of 20,000 unitg, The
Stones title has heen RIAA-certi
fieed at 40,000 unita,

The releases on Top Music Vid-
eocassettes span both short-form
and long-form product, as well as a
variety of price points, from a low
of £16.95 (Tina Turner) to a high
of £39.95 (the Police).

BILLBOARD MARCH 30, 1985
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Latin Stars Teaming for Charitv Single

Project Will Raise Funds for Africa, Latin America

BY PAUL GREIN

LOS ANGELES A group of 32 top
Latin stars, including Julio Iglesias,
Placido Domingo, Roberto Carlos,
Jose Luis Rodriguez and Menudo,
plan to come together at A&M Re-
cording Studios here in early April
to record a single to aid the suffer-
ing in Africa and Latin countries.
The group, dubbed Hermanos Del
Tercer Mundo (Brothers of the
Third World), also plans to release
an album and a one-hour video, to be
narrated by actor Ricardo Montal-

ban. No distributor has been set for
the video, but the single and album
will be released worldwide by A&M.

The single is set to be produced
by Albert Harmmond, Jose Quinta-
na and recent Grammy winner
Humberto Gatica, who also co-engi-
neered USA For Africa’s “We Are
The World.” Hammond says he’s al-
ready received commitments for
tracks for the album from Iglesias,
Jose Feliciano, Roberto Carlos, Jose
Jose and Emmanuel.

At presstime, a final decision
hadn’t been made on which of sever-

MTV Album Healthy

Close to $1 Mil Raised for Cancer

NEW YORK The album “MTV’s
Rock 'N Roll To Go,” marketed by
Elektra Records in a recording in-
dustry/MTV venture to aid the
AMC Cancer Research Center,
should reach the $1 million donation
mark soon.

The album, featuring 14 singles
contributed by a- number of labels,
has climbed almost to the 350,000-
unit mark since its release in Janu-
ary, says Aaron Levy, executive
vice president of Elektra.

Levy says the sale of each copy of
the album clears $2.50 for the chari-
ty, thanks to various parties in-
volved who have donated their prof-
its. Not the least among contribu-
tors is MTV itself, which is donating
$1 million in video time to promote
the package. “Their dollars have no
relationship to exclusivity deals,”

USA For

BY ETHLIE ANN VARE

LOS ANGELES The scope of the
USA For Africa charity project con-
tinues to escalate logarithmically.
The Columbia album (Billboard,
March 23) is due April 7, as sales of
the single outstrip supply. Home
Box Office has paid a $2 million li-
censing fee to air an as-yet-unfin-
ished documentary in May. MTV, in
return for a 24-hour window of ex-
clusivity on the ‘“We Are The
World"’ video, will promote the
HBO special and USA For Africa
merchandising; Winterland Produc-
tions is the major operator for mer-
chandising. A half-hour home video
is to be released in June by RCA/
Columbia Pictures; sheet music
goes through Warner Bros. Publica-
tions (at $2.50); Putnam books will
release the hardcover.

“And we’ve forced all these com-
panies to make a no-profit deal with
us,” notes Jay Cooper of Cooper,
Epstein & Hurowitz, attorney for
the charity. ‘“All the money goes
into the foundation, save a small
profit margin at the retail level.”
Cooper estimates that his firm has
donated between $60,000 and
$70,000 in legal man-hours to the
project thus far.

“We had to get releases from 45
artists in the U.S.,” he says, “and 50
artists in Canada ... It involved 55
companies giving releases, and we

It was, in fact, Elektra chief Bob
Krasnow and MTV’s Bob Pittman, a
1984 AMC dinner honoree, who
thought of the concept. It was car-
ried through by MTV vice president
of programming Les Garland, and
veteran music man Michael
Klenfner, who share executive pro-
ducer credit.

Artists and their contributing la-
bels are: Pat Benatar and Billy Idol,
Chrysalis; the Cars, Elektra; the
Fixx, MCA; Daryl Hall & John
Oates, RCA; Kiss, Mercury; Cyndi
Lauper, Portrait; Madonna, Sire;
Steve Perry, Columbia; Ratt, Atlan-
tic; Police, A&M; Thompson Twins,
Arista; Tina Turner, Capitol; and
Wang Chung, Geffen.

Levy says there are no plans at
present to compile a second album.

IRV LICHTMAN

al submitted songs would be select-
ed as the single. But the single will
be bilingual, with a Spanish verse
alternating with English choruses.

Hammond says this decision was
made to improve the record’s
chances of attracting American ra-
dio activity and media interest, and
also to make it different from the
numerous other charity singles,
which now include British, Ameri-
can, Canadian, Jamaican, German
and Australian recordings.

Peter Lopez, a local attorney who
is serving as president of Hermanos
Del Tercer Mundo, says that half of
the proceeds from the sale of the
single, album and all related prod-
uct will go to the USA For Africa
foundation, with the other half to go
to impoverished Latin countries. Lo-
pez adds that a major part of the
Latin aid will be channelled through
UNICEF.

“Our first thought was to donate
al the money to USA For Africa,”
Lopez notes. “But then we realized
that there is so much hunger in Lat-
in America that isn’t publicized that
it would be better to make it half
and half. The media has gone after
the hunger in Africa, but there’s
also substantial poverty and hunger
in countries like Brazil and Mexico.”

Lopez says that A&M has donat-
ed its studios and staff to help in the
project. Jose Quintana, the director
of A&M’s Latin division, is on the
board of the Hermanos project,
along with Lopez and Hammond.
And several of the artists on the sin-
gle record for A&M, including label
founder Herb Alpert, Lani Hall,
Sergio Mendes and Maria Conchita.

The single and album will be re-

(Continued on page 76)

Africa Project Growing

have virtually no restrictions on
use.” .

So far, the only monies received
by the USA For Africa Foundation
are early record and T-shirt pro-
ceeds. In May, HBO forks over its
$2 million licensing fee, and the real
challenge begins: getting the money
to famine victims.

“The bulk of the monies will be
coming in over the next three
months,” says Cooper. “The next
step is to start working out how the
money is going to be distributed,
and we're very anxious about that
[getting it to the right people].”

The foundation administering the
donations is governed by a board of

directors consisting of Lionel Ri-
chie, Michael Jackson, Ken Kragen,
Harry Belafonte, Quincy Jones,
Kenny Rogers, Martin Rogol, Leon-
ard Freedman and Cooper.

“Surprisingly,” says Cooper, “ev-
erything has gone very smoothly.
It’s tough for a Motown to say it's
okay for Lionel and Stevie to be on a
CBS record. But everybody’s been
very, very cooperative.

“Our biggest problem now is fil-
tering through all the event orga-
nizers who want to use our name
for their own fundraisers.” Cooper
cites callers ranging from radio sta-
tions promoting marathons, to a
dentist who volunteered a day’s
worth of drilling.

Lieherman Aiding USA For Africa

NEW YORK Lieberman Enter-
prises will absorb all handling costs
in merchandising the “We Are The
World” single and album, forward-
ing gross revenues to the USA For
Africa charity fund.

In a letter mailed last Friday (22)
to the more than 2,000 rack outlets
his company services, David Lieber-
man urged the accounts to follow
suit. He said he will pass on to cus-
tomers the full 25-cent difference
between wholesale cost and retail
price of the single.

With respect to LP and cassette,

he wrote, “We are splitting the $1
handling fee with you (cost $9.48,
plus 15 cents on cassette for securi-
ty box, retail $9.98). We will keep
track of all LP and cassette sales,
absorb all handling costs, and con-
tribute our 50 cents to the fund. We
encourage you to do the same.”

Lieberman characterized the
charity as “‘a game where everyone
is a winner—not only the donors
and recipients, but the consumer
and ‘middlemen’ who will help it all
to happen.”

- -

Sticking with a Good Thing. Linda Ronstadt re-signs her long-standing
recording contract with Elektra/Asylum Records. Celebrating the continued
relationship, from left, are Ronstadt’s manager Peter Asher, the label’'s business
affairs vice president Gary Casson, Ronstadt and Elektra/Asylum chairman Bob
Krasnow.

E xecutive Turntable

RECORD COMPANIES. Hank Caldwell, vice president/general manager of At-
lantic/Cotillion Records, is named head of the company’s black music opera-
tions, assuming the responsibilities of recently-retired Cotillion president
Henry Allen. A 23-year veteran of the recording industry, Caldwell will
oversee all phases of black music released by Atlantic, Atco, Cotillion and
custom labels. He will be based in New York. :

Motown Records makes the following appointments: Steve Buckley as
director of a&r; Sergio Munzibai, director of a&r, East Coast; Eddie Lam-
bert, director of talent development; Benny Medina, director of talent ac-
quisition; Brenda Boyce, director of a&r administration; and Gail Pierson,
a&r coordinator. All are based in Los Angeles, with exception of Munzibai,
who is in the label’s newly opened New York office.

Island Records promotes Kathy Kenyon to director of artist relations in
New York. She was national promotion director.

Bernie Willock becomes vice president of the special project division at
Quality Records in Scarborough, Ontario. He was a&r director at K-tel In-
ternational. Barbara Cameron, Willock’s longtime executive assistant,
joins him at the label.

Capitol Records promotes Bob Barone to director of management infor-
mation services (MIS) and Barbara Schonfeld to director of MIS systems
development in Glendale, Calif. Both were project managers. Also, David
Dimariano and Leonard Cummins are upped to librarian/technician for
the EMI America Studios and recording production manager for Capitol,
respectively. They were production coordinators at Capitol. Both are based
in Hollywood.

Elektra/Asylum Records promotes Rick Alden from promotion market-
ing manager to Northeast regional promotion/national special projects. He
is based in WEA’s Philadelphia branch.

Warner Bros. Records’ video department makes the following changes:
Gary Oberst becomes video bookkeeper; Susan Silverman, video produc-
tion/marketing coordinator; Randy Skinner, manager of video production;
and Laurel Sylvanus, manager of video production. All are based in Bur-
bank.

Pam Lewis has left her post as national media manager for RCA Records
Nashville to pursue independent public relations and marketing projects.
She may be reached at (615) 361-6758.

Larry Lash is upped to manager of rights and clearances at PolyGram
Records in New York. He was clearances and rights administrator.

o P T

CALDWELL BUCKLEY KENYON

DISTRIBUTION/RETAILING. WEA’s Dallas branch names David Trivanovich
New Orleans sales representative. He was head software buyer and adver-
tising/promotion director for New Generation. Trivanovich replaces Gene
Burley, who has retired.

Ozzie Lowe joins Minneapolis one-stop Electric Fetus as sales represen-
tative. A 38-year industry veteran, he was with Pickwick’s now-defunct in-
dependent label distribution operation in Minneapolis.

HOME VIDED. Brown Johnson is elevated to vice president of film acquisition
for Vestron Video, Stamford, Conn. She was vice president of film acquisi-
tion for the East Coast.

PUBLISHING. Theodora Zavin is named to the newly created post of senior
vice president, special counsel and assistant to the president of Broadcast
Music Inc. Zavin, head of BMI's performing rights department for the past
20 years, will continue to supervise the BMI foreign department and to
serve on the legal and legislative committee of CISAC. A successor as head

(Continued on page 74)
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Every Luther Vandross album has been filled with hits.

- -";: And every cne has gone platinum.
> But from cover to contents, ““The Night | Fell In Love” is
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ot U something special.
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the fastest-treaking single in Luther's meteoric career!
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iBrand-new video now available!)
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And there's a dazzling array of follow-ups, including the
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most beautiful ballads and the most exciting
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interpretaticns Luther has ever recorded.

- Right from the beginning Luther Vandross has been

hailed by critics as one of the definitive voices of the
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Now, here's his definitive album!
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Report Sees Video Growth Subsiding

Goldman Sachs Study: Current Rate ‘Unsustainable’

BY TONY SEIDEMAN

NEW YORK The home video in-
dustry’s dramatic rate of growth
will taper off over the next few
years, concludes Goldman Sachs
Research, with manufacturer cata-
logs declining in value and a rental-
oriented marketplace inhibiting the
number of units sold.

The detailed report by analyst
Richard P. Simon estimates a cas-
sette growth rate of 37% in 1985, to
between 26 million and 29 million
units. It dismisses as “too aggres-
sive’’ projections that had almost
that number of cassettes (25 mil-
lion) sold in 1984. Only 20 million
units moved last year, the report
says.

These 20 million units produced a
wholesale take of $750 million and
total industry revenues of $1.2 bil-
lion, the report claims, and those
figures represent a nearly 100%
growth rate when compared to
1983’s numbers.

But the 100% and even 37%
growth rate are “unsustainable,”
according to the Goldman report,

which says that “pipeline” fill of
new rental-oriented retail outlets
accounted for a large share of the
growth.

“Unit expansion of retail rental
locations could have accounted for
approximately one-quarter of total
industry shipments in 1984, and
more than half the growth,” the re-
port says, concluding that there are
14,000 video rental outlets in the
U.S. today, compared to 12,000 in
1983.

The majors are especially vulner-
able to the growth dropoff, accord-
ing to the Goldman Sachs report:
“Within the next two years, most of
the studios will have shipped their
[pre-1986] product to the rental net-
work, and net rental location expan-
sion should stop. This will eliminate
or reduce two of the three major
forces behind cassette shipments to
the rental market, leaving only cur-
rent product” as a profit producer.

Goldman Sachs has grim tidings
about the future of library and cata-
log product, predicting that sales
will stall out even before the majors
run out of older product to release.

Members Polled

VSDA Emphasizing Sales

NEW YORK While videocassette
rentals swamp sales in numbers,
the far narrower gap in dollars gen-
erated has the Video Software Deal-
ers Assn. (VSDA) placing more
stress on sales as the path to follow.

In a recent “postcard” survey, al-
most 600 VSDA member companies
reported that 86.75% of dollar
grosses were accounted for by rent-
als and 13.25% by sales. Mickey
Granberg, VSDA executive vice
president, says this ratio has special
significance against the backdrop of
data recently released by A.C. Niel-
son which showed that only 1.4% of
all video transactions are sales

Music Is Still
Publishing Ch

BY IRV LICHTMAN

NEW YORK The song, as music
publishers like to say, is the thing,
even as the publishing industry
faces crucial issues on the order of
the changing economics of doing
business, attempts by users to
erode the value of copyrights, and
dollars lost through home taping.

Four major publishing execu-
tives, offering an overview of the
business as it stands today and
might be structured in the year
2000, made this a central point dur-
ing a panel discussion held here
Monday (18) under the sponsorship
of the Music Publishers Forum. The
group is a spinoff of the National
Music Publishers’ Assn. (NMPA),
and is designed to give younger mu-
sic publishing executives the bene-
fit of those with years of experience
in the business.

“Never take your eye off the
ball,” advised Chuck Kaye of
Warner Bros. Music. “While we're
aware of change and the protection

(Billboard, March 16).

If 1.4% in sales can generate
more than 13% of all dollars, says
Granberg, “the importance of con-
centrating on sales is evident.”
Sales, in fact, will be the focus of
the August VSDA convention.

The VSDA survey was taken just
after Thanksgiving last year, with
most replies turned in before Christ-
mas. The results were not weighted
for volume, it’s pointed out, but rep-
resent an average of all responses.
Results of a more detailed survey
covering all regular VSDA mem-
bers will be available in late April.

the Key, Say
iefs at Panel

of rights—and spend lots of money
on it—[these] are not as important
as what we're all about: music.”
While other panelists, including
Irwin Robinson of Chappell-Inter-
song, Dean Kay of The Welk Group
and Bill Lowery of Lowery Music,
all echoed Kaye’s sentiments in one
way or another, Lowery also made

_an issue of a concern rarely articu-

lated by music publishers: the role
of the independent promotion net-
work.

“With the independent promotion
network, it's well near impossible to
be in the business,” Lowery said.
“You can’t break a record in Rich-
mond, Va. or Panama City, Fla. and
have it spread around the country.
[The network] delegates which
song goes on.

“I don't know if payola is in-
volved, but it's suspect in the pop
field,” Lowery said, adding that it’s
“easier to get play” from country
stations.

Chappell-Intersong’s Robinson

(Continued on page 76)

“After pipeline filling of rental loca-
tions has been completed, library
product will be in minimal demand
in the rental market,”’ the report
says.

Nor can home video manufactur-
ers look for continued growth of the
VCR population to result in ever
greater sales. The amount of money
consumers spend on home video
product will not be a guide to the
number of dollars the studios take
in, the report says: “In any given
year, consumer expenditures may
be derived from prior year’s ship-
ments [to rental locations], which

(Continued on page 83)

Checking the Healing Process. Paul Smith, center, CBS Records’ senior vice

president and general manager, marketing, accepts more donations to the Band
Aid Trust Fund. Making the contribution are Queens Lithographing Corp.'s
president Len Verebay, left, and Shorewood Packaging national sales senior
vice president Marc Shore, both offering profits from the manufacture of jackets
and sleeves for the “Do They Know It's Christmas?” single.

by Paul Grein

PHIL COLLINS jumps to No. 1
on this week’s Hot 100 with “One
More Night”” and also moves up to
No. 1 on the Top Pop Albums chart
with “No Jacket Required.” The
double-play makes Collins the 15th
British artist in the rock era to
achieve the ultimate conquest of
the American pop charts: a simul-
taneous No. 1 single and album.

The first British act to top both
charts simultaneously was—sur-
prise, surprise—the Beatles, who
scored in February, 1964 with “I
Want To Hold Your Hand” and
“Meet The Beatles.” Three of the
former Beatles have also achieved
this honor on their own, with only
Ringo Starr coming up short.
Ringo had two No. 1 singles, but
his highest-charting American al-
bum peaked at number two.

Here's a complete list of British-
born acts to achieve a simulta-
neous No. 1 single and album in
the U.S. Several of the acts did it
more than once; here we’ve only
listed the first time they did it.

Beatles — “I Want To Hold
Your Hand” and “Meet The Bea-
tles,” Capitol, February, 1964.

George Harrison — “My Sweet
Lord”” and ‘““All Things Must
Pass,” Apple, January, 1971.

Rolling Stones — “Brown Sug-
ar” and “Sticky Fingers,” Rolling
Stones/Atlantic, May, 1971.

Rod Stewart — “Maggie May”
and “Every Picture Tells A Story,”
Mercury, October, 1971.

Paul McCartney & Wings —
“My Love” and “Red Rose Speed-
way,” Apple, June, 1973.

Olivia Newton-John — “I Hon-
estly Love You” and “If You Love
Me Let Me Know,” MCA, October,
1974.

John Lennon — “Whatever
Gets You Through The Night”’ and
“Walls And Bridges,” Apple, No-
vember, 1974.

Elton John — “Lucy In The Sky
With Diamonds” and ‘““Greatest
Hits,” MCA, January, 1975.

Average White Band —‘Pick
Up The Pieces’ and “Average

White Band,” Atlantic, February,
1975.

Bee Gees — “Stayin’ Alive” and
“Saturday Night Fever,” RSO,
February, 1978.

Pink Floyd — “Another Brick
In The Wall” and “The Wall,” Co-
lumbia, March, 1980.

Queen — “Another One Bites
The Dust” and “The Game,” Elek-
tra, October, 1980.

The Police — “Every Breath
You Take” and “Synchronicity,”
A&M, July, 1983.

Wham! — ‘““Careless Whisper”
and ‘“Make It Big,” Columbia,

The Beatles were the kings of in-
stant No. 1 hits. They reached the
top in just three weeks with five
other singles besides “Get Back”:
“I Want To Hold Your Hand,” “A
Hard Day’s Night,” “Yesterday,”
‘““Paperback Writer”” and ‘“Hey
Jude.”

MADONNA this week notches
her fifth top 10 pop hit in less than
a year, as “Crazy For You” leaps
11 points to number nine. Madon-
na’s top 10 streak began last June
with “Borderline,” and has contin-
ued through “Lucky Star,” “Like
A Virgin,” “Material Girl”” and
now ‘“Crazy For You.”

The latter two titles are both in
the top 10 this week, making Ma-
donna the first female soloist to
place two singles in the top 10 si-
multaneously since 1980, when Di-
ana Ross scored with “Upside
Down” and “I’'m Coming Out” and
Barbra Streisand triumphed with
“Woman In Love” and “Guilty.”

“Crazy For You” is the second
top 10 hit from Geffen’s “Vision

Phil Collins is the latest Brit to score a

simultaneous No.

1 single and album

March, 1985.

Phil Collins — ‘‘One More
Night” and “No Jacket Required,”
Atlantic, March, 1985.

“One More Night”’ is Collins’
second No. 1 pop hit in less than a
year: ‘“Against All Odds’’ had
three weeks on top last April and
May. And it’s the fourth consecu-
tive ballad to top the Hot 100, fol-
lowing Foreigner’s ‘I Want To
Know What Love Is,”” Wham!’s
‘“Careless Whisper’”’ and REO
Speedwagon’s “Can’t Fight This
Feeling.”

Collins is also No. 1 on the Brit-
ish albums and singles charts with
“No Jacket Required” and “Easy
Lover,” his duet with Philip Bai-
ley which peaked at number two in
the U.S. last month.

USA FOR AFRICA’s “We Are .

The World” leaps to number five in
its second week on the Hot 100. As
such, it falls short in its bid to be-
come the first single since the Bea-
tles’ “Can’t Buy Me Love” to hit
No. 1 in its second week on the
chart. But it’s still in the running
to become the first single to top
the chart in just three weeks since
the Beatles’ “Get Back.”

Quest” soundtrack, following
Journey’s ““Only The Young,”
which peaked at number nine last
week.

Though ‘“Material Girl” will al-
most certainly wind up peaking at
number two on the pop chart, it
jumps to No. 1 on this week’s
dance/disco survey. It’s Madon-
na’s third No. 1 dance hit, follow-
ing the double-listed ‘“Holiday”’/
“Lucky Star” and “Like A Virgin.”

WE GET LETTERS: Barry Alex-
ander, program director of KLOA-
AM in Ridgecrest, Calif., notes
that the March 16 issue marked the
first time that three of the top 10
black singles were by white British
artists. Sheena Easton was num-
ber seven with “Sugar Walls,”
Wham! was eighth with “Careless
Whisper” and Phil Collins was
ninth with “Easy Lover.” In addi-
tion, Tina Turner was third with
“Private Dancer,” written by Dire
Straits’ Mark Knopfler and pro-
duced by Carter. Concludes Alex-
ander: “Who says the Brits have
no soul?”
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The number one new
voice heard'round the world
is Alison Moyet (pronounced
Moy-ay).

The former lead singer of
Yaz, Alison Moyet has
racked up an astounding
number of awards and
record sales in her native
England and throughout
Eujrope in the past year.
Including Top Female Vocal-
ist in the British Phonograph
Industry Awards and Rolling
Stone’s early choice for
Female Voice of '85.

In the U.S. her modern
soul approach has made her
a special favorite at college
radio and on new music sta-
tions, where herthree Top-10
British singles and number
one British album receive
maior airplay.

Now with the release of
her American debut album,
“Alf” Alison Moyet is des-
tined to repeat the same
success story. A video and
12" of her first single,
“Invisible,” is just out, with
the single exploding at all
formats of radio and retail
action starting to make big
waves.

Remember the
name: “Alf.’

Alison Moyet’s de-
but U.S. album.

Featuring the first
single, “Invisible. 000

You heard it first, on
Columbia Records and
Cassettes.

Produced by Tony Swain and Steve Jolley.
“Columbia,” ¢ are trademarks of CBS Inc. © 1985 CBS Inc. “Invisible,” the 13”. 43.05163

@

Hear

Belongs

To
Alison

Moyet

-

-
-
.

“aLF” the album. FC 39956
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comes home on chrome.

Bring home studio-quality sound on these new chrome cassettes from CBS.

Now, you can truly hear the rich
sound of Mick Jagger, Barbra Streisand, Paul
McCartney, Culture Club and other top artists
on new Columbia and Virgin™ Epic® chrome
cassettes. These great selections are re-
corded on chrome tape to bring a new level
of fidelity and quality into your home.

Bring home the new CBS chrome
cassettes and you'll bring home the “studio
sound” that only chrome delivers.

“CBS," "Columbia,” “Epic” are trademarks of CBS Inc. ©® 1985 CBS Inc.

Du Pont invented chromium dioxide* magnetic crys-
tals. Now, Du Pont is making chrome even better—to deliver
all the sound quality of the studio master tape. With chrome
you get low noise—the greatest hiss suppression of any pre-

recorded cassette tape.
P *(U.S. Patent #3,117,093

Du Pont Magnetic Products,
Barley Mill Plaza, Wilmington, DE 19898
(302) 992-2246.

QUPONT

REG. US. PaT 8. TM OFF
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fetch the equivalent of $18 here.

below the demand.

..hewsline...

INDEPENDENT LABELS that appeared in Poland in the early '80s continue to
flourish, owned mainly by foreigners of Polish extraction who have
used convertible currency to get their firms off the ground. The Ar-
ston, Polton, Rogot and Savitor labels specialize in getting commercial-
ly attractive hits into the domestic market, with runs of around 300,000
albums no longer exceptional. Polish currency earned is indirectly con-
verted into hard currency by selling records in Western markets or by
exporting other Polish-manufactured goods there.

WESTERN RECORDS are not generally available in state-run stores in Po-
land, but private retail outlets offer plenty of the latest U.S. and U.K.
releases mailed here through what are popularly called “private im-
port” channels. The system is that a local listener to Western musie on
Polish radio asks friends or relations abroad to send a few copies over.
Not all the requests come from ordinary fans: People claiming to be
record producers or disk jockeys write to foreign companies asking for
free copies, then sell them through private shops. A top album ecan

FOREIGN COMPANIES are showing increased interest in Polish rock acts.
British firm MEGA has signed three bands: Lady Pank, Republica and
heavy metal team TSA. MCA in the U.S. signed Lady Pank (Billboard,
Feb. 16). Kombia, with Gregorz Skawinski as lead singer, and
Maanam, currently making inroads into the West German market, are
among the other bands seeking international recognition.

GNP CRESCENDO is the one U.S. company that maintains regular links
with Polish state-owned record label Polskie Nagrania, and it has now
extended the collaboration to Poljazz, the Polish Jazz Society label.
Crescendo chief Gene Norman visits Poland regularly to set up deals.
Tonpress, a smaller state firm, makes foreign license deals, mainly of
international hits, then releases into a market where the supply is way

POLAND

ROMAN WASCHKO

Aussie Embezzlement Case

Ex-WEA Exec Gharged

BY PHIL TRIPP

SYDNEY Former WEA Records
Australia financial director Alan
Jones, 37, was back in court here
March 14 to face an additional four
charges that, as director, he cheated
and defrauded the company.

These charges are in addition to
the first three laid at the time of his
arrest, Jan. 16, by Sydney police
fraud squad detectives. They brings
the total amount allegedly misap-
propriated from WEA to some
447,000 Australian dollars. Current
exchange rates are roughly $1.40
(U.S.) to the Australian dollar.

Jones is out on bail, which was set
at roughly $22,000. He has had to
surrender his British and Austra-
lian passports, and now must report
to police twice weekly. He was with
WEA for the past 13 years, but is no
longer employed by the company.

The charges relate to seven
checks. The first, for $84,170 Aus-
tralian, was drawn against WEA
Retail, the distribution company of
WEA Records, on Jan. 13, 1983. An-
other check, for $39,540, was drawn
against Warner Music Publishing in
March, 1983, while the rest were al-
legedly drawn from the WEA Re-
cords account between April and
September, 1984.

WEA Australia managing direc-
tor Paul Turner says that musician
royalty accounts have not been af-
fected, and that no artists have
asked for audits as a result of the
affair. He also states that the al-

leged embezzlement is fully covered
by insurance.

Jones is due back in court May 15
and may face additional charges, as
fraud squad officers are still going
through the books.

‘Search-and-Seize’ Warrants Challenged
British Video Dealer Claims They Violate His Rights

BY NICK ROBERTSHAW

LONDON Anton Piller orders, the
“search-and-seize” warrants which
have been one of the main weapons
of the British audio, video and film
industries in their long-running bat-
tle against piracy, may be outlawed
if a U.K. video dealer succeeds in
his appeal to the European Commis-
sion of Human Rights in Stras-
bourg.

Anthony Chappell, whose video
club in Frome, Somerset, was raid-
ed in 1981 at the instigation of the
Motion Picture Assn. of America,
has asked the Commission to eonsid-
er whether the absence of safe-
guards on such orders contravenes
the right to respect for one’s home,
private life and correspondence
guaranteed by Article 8 of the Euro-
pean Human Rights Convention.

At a March 12 hearing, the Com-
mission ruled that Chappell’s com-
plaint concerning the execution of
the Anton Piller order was “admis-
sible.” According to a European
Economic Community spokesman,
the Commission will now attempt to
promote a friendly settlement be-
tween the plaintiff and the British
government. If it does not succeed,
the case may go to a European
court, with a likely delay of four or
five years before it is heard.

The orders permitting search-
and-seize operations are named af-
ter a 1976 court case here. When
granted by a judge, they allow pre-
mises to be searched and incriminat-
ing materials to be seized without
forewarning. The British Phono-
graphic Industry (BPI) alone has
made use of 200 such orders in its
antipiracy activity.

Their use has been questioned be-
fore. In a case involving the Rank
Organization shortly after they
were introduced, a judge ruled they
had the effect of forcing a suspect
to incriminate himself contrary to
British law, and they were not used

George Michael Honored
Named Top 84 U.K. Songwriter

LONDON George Michael has
been named songwriter of the year
in the 1984 Ivor Novello Awards,
given by the British Academy of
Songwriters, Composers & Authors
(BASCA) here. Wham!'s “Careless
Whisper,” co-written by Michael,
was honored as the year’s most per-
formed work.

Other award-winners at the
March 13 presentation at the Gros-
venor House hotel included Bob Gel-
dof and Midge Ure’s Band Aid sin-
gle “Do They Know It’s Christ-
mas?,” 1984’s best-selling A side,
and Frankie Goes To Hollywood’s
“Two Tribes,” named best contem-
porary song by the panel of 10
judges.

Duran Duran’s “The Reflex” was
named international hit of the year,
and Phil Collins’ ““Against All
0Odds” took the award for best song
musically and lyrically. Veteran
band the Moody Blues won a special

award, presented by producer
George Martin, for outstanding con-
tribution to British music.

Paul McCartney’s “We All Stand
Together” was named best film
theme or song, and Howard Goodall
and Melvyn Bragg’s ““The Hired
Man” best British musical. George

" Fenton's music for the tv series

“The Jewel In The Crown” took the
award for best theme from a tv or
radio production.

Special awards were given to oc-
tagenarian composer Sir Michael
Tippett, for outstanding services to
British music, and to Tommie Con-
nor, writer of “Lili Marlene”’ and
some 2,000 other titles over the last
60 years. Connor received the Jim-
my Kennedy Award, set up in honor
of the great British songwriter who
died last year.

The awards ceremony was spon-
sored by the Performing Right Soci-
ety.

again until the 1981 Criminal Justice
Act reinstated them.

More recently, the passing of the
1983 Copyright (Amendment) Act
here has reduced the reliance of
copyright owners on civil remedies,
as British Videogram Assn. (BVA)
managing director Norman Abbott
confirms. “Both the audio and video
industries would concede that since
the act was passed they are less de-
pendent on ‘search-and-seize’,” he
says, “‘because in the majority of
cases the police can be persuaded to
take criminal action. Indeed, the
Federation Against Copyright
Theft has never applied for an An-
ton Piller since it was set up.”

But Abbott warns: “It is very im-
portant that this civil remedy
should remain. In all other areas
where copyright is involved, includ-
ing computer software, perfumes
and motor parts, companies are to-
tally dependent on civil action. If
you don’t have the means of catch-
ing a pirate red-handed, if you have
to give written notice beforehand,
then he can simply dispose of every-
thing ineriminating and throw him-
self on the mercy of the courts.”

Abbott maintains that there are
natural safeguards that prevent
abuse of the orders. “It costs about
$12,000 by the time you’ve done all
the groundwork before obtaining a
‘search-and-seize’,” he says, “so you

have to be totally convinced the per-
son you are after is a major villain.

“Copyright agencies have got
hundreds of thousands of suspects
on their files, but they only use An-
ton Piller orders against the top 5%.
The comeback is too serious if you
get it wrong.

“There are very adequate provi-
sions for people to claim damages
and compensation if they have been
wrongly victimized,” he continues,

J“and the order itself gives a date by

vs/hich they can come to court and
say they’ve been mistreated.

“In most cases they don’t, and
those that do have not been able to
show they were the victims of an in-
justice. In any event, courts would
soon refuse to grant Piller orders if
they felt they were being applied
frivolously.” .
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ommentary

BY LESLIE ARRIES JR.

For the past seven years, most of
the discussion about the licensing of
music performing rights on local
television has been between law-
yers, in courtrooms and before
judges. With the broadcasters’ re-
cent antitrust challenge now ended,
and with at least a pause in the legal
battles, perhaps it is time for the
non-lawyers to commence a dialog
concerning what really is at issue.

The local broadcasters’ efforts to
bring about change in the method
by which they acquire music per-
forming rights for their local televi-
sion programming have been much
maligned, but little understood, by
copyright owners and by producers
of syndicated programming.

There is a common, but errone-
ous, perception that the objectives
of the broadcasters are to deprive
the copyright owners of an income
stream from television to which
they are entitled (and currently re-
ceive through distributions from
ASCAP and BMI), and to “shift”
onto the shoulder of syndicated pro-
gram producers a new cost of doing
business which the broadcasters
have no intention of helping to ab-
sorb.

The facts are quite different.

The music licensing system with
which the television broadcasters
have been saddled for more than 30
years was patterned after radio at a
time when music on television was
“live” (today, it’s mostly on film or
videotape).

Under that system there has been
but one practical means to obtain
and pay for music performing right.
That is to obtain a “blanket” license
from ASCAP and from BMI, at fees
based upon each local station’s total
gross advertising revenues.

The cost of music performing
rights is thus strictly a factor of
that station’s revenue fortunes, ir-
respective of the amount, type or
quality of music a station uses, or
the importance that music bears in
attracting viewership to their pro-
grams.

But why is such a basis for pay-
ing for these music rights fair or ap-
propriate? What justifies such
treatment for music, when no other

Music Rights on TV

HIDING UNDER THE BLANKET LICENSE

is paid for on the basis of user reve-
nues?

Apart from the response that his-
torically this is just “the way it's
been,” even the staunchest oppo-
nents of changing the current sys-
tem have been unable to come up
with answers.

What is it that broadcasters seek?
The answer is, nothing more or less
than parity in the manner in which
music performing rights are bar-
gained for, as compared with all
other creative elements of program-
ming. What is needed is an end to
the all-or-nothing, take-it-or-leave-it
blanket license for one million to
three million pieces of musie, de-
pending on the society, as the sole
viable option available to local tele-
vision stations for obtaining music

task.

It is here that a great irony
emerges. Critics of the broadcast-
ers’ efforts quickly point to the
technical fact that the blanket li-
cense is not an exclusive licensing
device; composers and their music
publishers retain the legal right to
license music performing rights
through other means.

It is thus pointed out that there is
nothing in the current system that
prevents the producers of syndicat-
ed programming from acquiring
performing rights “at the source”
from the copyright holders and
passing those rights along to the lo-
cal stations.

Likewise, it is said, the stations
themselves remain free to bargain
directly with the copyright owners

‘Broadcasters just want
to bargain for the use of
music in a competitive

market’

Les Arries, president of Buffalo
Broadcasting Co., is also chairman of the All-
Industry Television Station Music License

Committee.

program element—script writing,
directing, acting, or anything else—
performing rights.

Broadcasters simply want the op-
portunity to bargain and pay for the
use of music in a competitive mar-
ketplace—one that everyone recog-
nizes would function well.

Here, it should be stressed that
one of the principal original justifi-
cations of the need for the blanket
license was ‘“last-minute’” use of
music in the early days of television
(similar to radio), whereas today
99% of all music used locally and in
syndicated programming is pre-
planned and could be cleared in ad-
vance.

But, as the latest six years of
costly litigation (on top of decades
of prior effort) have demonstrated,
achieving this objective is no simple

with respect to their music rights
requirements.

While such factual assertions
were presented by both parties, a
federal court of appeals was eventu-
ally persuaded to deny the stations
the legal relief they sought—an in-
junction against the continued impo-
sition of the blanket license. Per-
haps never in the history of litiga-
tion have postulated “facts” been so
at odds with the reality.

It is absurd to think that some 800
local television broadcasters decid-
ed to bring a costly lawsuit to obtain
relief that they never really needed
in the first place. Television broad-
casters in markets throughout the
country understood full well the fu-
tility of station-by-station efforts to
clear all of their music needs
through ‘“at the source” and direct

licensing arrangements so long as
the blanket license remained in
place.

Stated in various ways, the mes-
sage to broadcasters bold enough to
seek “at the source” licenses from
producers/syndicators has been
overwhelmingly and predictably the
same: Thanks but no thanks, you've
got the blanket license available—
use it instead.

Supposedly viable options have,
in fact, been no options at all.

Who in their right mind would set
about to track down potentially
thousands of copyright owners con-
trolling the music in the stations’
syndicated program fare? And then,
who would take on an elaborate re-
porting system unless meaningful
and fair reductions in music costs
could be achieved?

More encouraging by far have
been the results of station efforts to
obtain music performance rights
from composers, publishers and
production music libraries for local-
ly produced programming.

Locally produced programming
(including news), while a relatively
small percentage of the typical sta-
tion’s overall broadcast day, usually
accounts for a substantial portion of
a station’s gross revenues. Hence,
there’s an understandable incentive
on the part of stations to clear mu-
sic rights for these programs direct-
ly and to avoid payments to ASCAP
and BMI] keyed to revenues. In-
creasing numbers of composers,
publishers and music production
services have stepped forward to
meet the demand.

Here too, however, the blanket li-
cense has inhibited the development
of a market. For under the terms of
the license, a broadecaster cannot de-
duct for such programs the reve-
nues subject to fee even where it
has obtained music rights directly
from copyright owners.

This state of affairs has resulted
in the utter inability at present of
willing buyers and sellers to get to-
gether at individually negotiated
prices. It leads one to question who,
other than the licensing societies
themselves, stands to benefit from
a perpetuation of the current sys-

(Continued on page 83)

NEW MUSIC SEMINAR

As directors of the New Music Sem-
inar, we are disturbed at published
statements that Musexpo 1985, to
be held in London, will feature “the
first International New Music Semi-
nar’’ as part of its program.

The name New Music Seminar
has been misappropriated. There is
only one such seminar, and last year
it drew more than 600 overseas at-
tendees. It was established six
years ago by partners who had nev-
er attended Musexpo, and the semi-
nar owes nothing conceptually to it.
We are offended by what appears to
be a cheap attempt to cash in on the
New Music Seminar’s hard-won rep-
utation.

Mark Josephson
Tom Silverman
Joel Webber
New York

Letters to the Editor

COUNTRY SALES

I applaud Kip Kirby's recent article
about the realities of sales of No. 1
records in today’s country music
market (Billboard, March 9). There
are too many people playing ostrich
and sticking their heads in the sand.
Perhaps a little more light on the
subject, as she’s had the courage to
show, will help improve a very un-
healthy situation.

If there are going to be more hon-
est articles like this, I may have to
start reading Billboard with greater
regularity.

David Skepper
Loretta Lynn Enterprises
Nashville

THE SOUND OF COLOR
With all due respect for whatever
musical expertise David Lopatin

may have, I am frankly shocked at
the naivete he reveals in his recent
anti-crossover commentary (March
2).

While I share his evident love for
“soul music,” it appears he listened
solely for his own musical edifica-
tion during the politically vocifer-
ous '60s and '70s. His reminiscences
seem to be of the “good ole days”
when black people knew what they
were supposed to sound like, and so
stayed in their place, musically.

Hopefully, he will eventually real-
ize that if listeners, the music indus-
try, or society in general restricts
any artist to a musical form that
may be alien to him merely because
of the color of his skin, we really
will be committing a crime: robbing
a person of certain freedoms.

1 would encourage Mr. Lopatin to
heed seriously the remarks of Leon-
ard Bernstein at the Grammys this
year. He might thus become more
ecumenical in his acceptance of
black artists who don’t sound,
smell, look or act black—or white
artists who don’t sound, smell, look
or act white. Aren’t we socially be-
yond such stereotyping?

D.S. Jackson-Raines
Miami

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.

Billboard Offices:

New York Los Angeles
1515 Broadway 9107 Wilshire Bivd.
N.Y. 10036 Beverly Hills, Calif. 90210

212 764-7300
telex 710 581-6279
cable Biltboy NY

213 273-7040
telex 66-4969
cable Billboy LA

Nashville Washington, D.C.
14 Music Circle E. 733 15th St. N.W.
Tenn. 37203 D.C. 20005
615 748-8100 202 783-3282
London Tokyo
7 Carnaby St. 6-19-16, Jingumae
W1V 1PG Shibuya-ku, Tokyo
01 439-9411 03 498-4641

telex J25735

Editorial

Editor-In-Chief: ADAM WHITE
Deputy Editor: Irv Lichtman
Executive Editor: Is Horowitz
Senior Editor: Peter Keepnews
International Editorial Director:
Mike Hennessey
Special Issues Editor: Ed Ochs
Assistant Editor: Robyn Wells
Bureau Chiefs:

Sam Sutherland (Los Angeles), Kip Kirby
(Nashville), Bill Holland (Washington)
Editors:

New York: Steven Dupler, Nelson George,
Fred Goodman, Tony Seideman,
Nancy Erlich,

Kim Freeman (assistant editor),
Linda Moleski (receptionist)

Los Angeles: Rollye Bornstein, Paul Grein,
Earl Paige, John Sippel, Faye Zuckerman
Nashville: Edward Morris
London: Peter Jones

Charts & Research

Associate Publisher/Director of Research:
MARTY FEELY
Director of Charts/Associate Publisher:
Thomas Noonan
Country Chart Mgr.. Don Kamerer
Black Chart Mgr.: Mike Mongiovi
Research Mgr.: JoDean Adams
New York: Harry Michel (supervisor),
Jimmy Canosa, Ed Coakley, Richard Cowen,
Rita Ferrence, Kathy Gillis,
Eleanore Greenberg, Cathy Kaslow,
Robert Martucci, Lillian McGuire, Max Parra,
Sharon Russell, Debra Todd, Marc Zubatkin

e e T—
Marketing & Sales

Director of Marketing & Sales:
MILES T. KILLOCH
Director of Sales, Video/

Sound Business: Ron Willman
Home Entertainment Mgr.: Diane Daou
Sales Administrator: Ron Carpenter
New York: Norm Berkowitz,

Grace Whitney-Kolins,

Jeff Serrette (classified)

Los Angeles: Marv Fisher,
Christine Matuchek, Bill Moran
Nashvitle: John McCartney, Debra Millburn
London: Patrick Campbell
Tokyo: Hugh Nishikawa
Milan: Germano Ruscitto, 28-29-158
Hamburg: Hans-Moritz v. Frankenberg,
(40) 271 3221
Paris: Ann-Marie Hounsfield, 1-738-41-78
Sydney: Geoff Waller
Toronto: Frank Daller, (416) 964-1885

Production

Corporate & Billboard Production Director:
MARIE R. GOMBERT
Editorial Production Mgr.: Howard Levitt
Editorial Production Coordinator:
Tina Wilkinson
Atex System Mgr.: Raymond H. Heitzman
Advertising Production Mgr.: John Wallace

Administration

Publisher: SAM HOLDSWORTH
Assistant to the Publisher: George T. Finley
Vice President & Executive
Editorial Director: Lee Zhito
Divisional Controller: Don O’Dell
Circulation: Rich Miller, Sandy Summer
License & Permissions Mgr: Georgina Challis
Directory Services Mgr: Leslie Shaver

Billboard Publications Inc.

President & Chief Executive Officer:
GERALD S. HOBBS
Executive Vice Presidents: Sam Holdsworth,
Jules Perel
Senior Vice President: Ann Haire
Vice Presidents: John B. Babcock,
Paul Curran, William H. Evans,
Martin R. Feely, Lee Zhito
Managing Director, Billboard Ltd.:
R. Michael Hennessey

10

www americanradiohistorvy com

BILLBOARD MARCH 30, 1985

-


www.americanradiohistory.com

CONGRATULATIONS!

~ toour o
GRAMMY WINNERS AND NOMINEES
from THE WORD RECORD & MUSIE GROUP

" AMY GRANT

4 . Best Gospel Performance, Female

~ MICHAEL W. SMITH

s
Sl

¢ . Best Gospel Performance, Male

SHIRLEY CAESAR

Best Soul Gospel Performance, Female

~ AL GREEN &

. SHIRLEY CAESAR
Best Soul Gospel Performance
by a Duo or Group

KATHY TROCCOLI

Best Gospel Performance, Female

LEON PATILLO

Best Gospel Performance, Male

MYLON LEFEVRE

Best Gospel Performance by a Duo or Group with Vocal

NEW GAITHER VOCAL BAND

Best Gospel Performance by a Duo or Group with Vocal

PETRA

Best Gospel Performance by a Cuo or Group with Vocal

PHILIP BAILEY

Best Inspirational Performanc2

AL GREEN

Best Soul Gospel Performance, Male

ERNIE AND DEBBY RETTINO

Best Recording for Children

LOS ANGELES ® WACO e NASHVILLE « LONDON
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“WHO IS BUYING L.A."S KTNQ/KLVE?

Malrite Lawsuit Challenges H&W’s Takeover

LOS ANGELES ‘““We expect to
take over within 60 to 90 days,” says
H&W president Ken Wolt confi-
dently about the announcement that
his company has agreed to purchase
Los Angeles’ KTNQ/ KLVE for $40
million in cash.

Cleveland-based Malrite Broad-
casting, however, maintains that it
will be purchasing the Spanish com-
bo. The company has filed a breach

Taft’s Gulf Buy
Challenged in Court

CINCINNATI Taft Broadcasting’s
proposed purchase of Gulf Broad-
casting (Billboard, Feb. 16) is now
in litigation due to an attempted
block of the sale by Phoenix-based
holding company American Conti-
nental, which owns 25% of Gulf.
Having purchased this share of
Gulf last fall, American Continental
argues that the approximately $755
million sale price is too low.
American Continental chairman
Charles Keating did not return
phone calls on the subject. Taft vice
president of investor relations Polk
Laffoon would say only that the
company ‘“has a strong case and is
pursuing our side agressively.”
Gulf president John Massey has
called the Phoenix firm’s allega-
tions “totally without foundation.”

of contract suit in hopes of complet-
ing the $36 million verbal agree-
ment that company counsel Bill
Watson says is binding.

The AM/FM outlets have long
been the subject of sale rumors.
KTNQ, the former KGBS-AM—a 50
kw daytimer upgraded to a full-time
facility in the late “70s when it was
owned by Storer Broadcasting—
and KLVE, emanating from Mt.
Wilson, are not only successful in
their current approach but have
long been considered two of the fin-
est signals in the market.

Both groups claim they would not
alter the Spanish programming. In
fact, Wolt has already assumed 10-
Q morning man Berto Luna’s seven-
year contract. Luna, as evidenced
by his loyal following of “Luna-
tics,”” is one of the most talked-
about Hispanic personalities in the
market.

Now, however, talk centers
around just who will assume the fa-
cilities, Owned by three brothers of
Mexican descent, Jose, Julio and Eli-
as Liberman, the combo has been
said to be on the block for some
time. Insiders say the family was
willing to accept $35 million.

According to Watson, Malrite
concluded negotiations in January
and on Feb. 18 received a letter
from the Libermans’ lawyer to the
effect that the sale was off. “There
were no reasons given,” says Wat-
son, who adds that Malrite had been

Good News for GHUM-FM

Toronto AOR Second in Ratings

TORONTO For starters, the Cana-
dian Bureau of Broadcast Measure-
ment (BBM)'s first winter listener
survey isn’t being taken seriously.
Just the same, the results have sent
a chill down the spines of many pro-
grammers and given some Toronto
radio executives an early spring tid-
ing.

The most startling result saw
AOR CHUM-FM catapult into sec-
ond place among Toronto stations,
pulling ahead of top 40 CFTR and
similarly programmed CHUM-AM.
The most disheartening may be the
sluggish showing of progressive
rock station CFNY-FM and the sag-
ging ratings of country outlet
CFGM.

MOR/AC outlet CFRB continues
to hold its top ranking in the hotly
contested Toronto market. Its
1,021,400 listeners generated 13.5
million listening hours per week.
And there is a possibility the sta-
tion’s upgraded sound will pay off
in the spring.

But CHUM-FM’s ascension
raised a few eyebrows. It is closing
in on the million-listener mark
(965,200) and enjoys a solid buffer
over CFTR (913,600), which has
shown strongly in three consecutive
books. CHUM-AM is in fourth place
at 879,400,

From there, the gap widens to
AOR-formatted CILQ-FM (Q107) in
fifth place (687,800). CKFM’s adult
contemporary sound gives it a com-

fortable margin over beautiful mu-
sic station CHFI, 683,000 to 583,100.

Block-programmed CBC-AM has
547,200 listeners, BBM says. CFNY-
FM’s 451,500 is nothing to sneeze at,
but-better things were expected.
CBC-FM is up slightly to 443,600,
oldies-formatted CKEY is comfort-
able at 403,000, and CJCL is an im-
proved station at 372,400. CFGM is
sagging at 327,200. KIRK LaPOINTE

College B’casters |
Hold Annual Meet

WASHINGTON The annual Inter-
collegiate Broadcasting System
(IBS) national convention drew a
crowd of 1,500 to the Hilton Hotel
here, March 15-17.

Broadcasting veteran and Mutual
Network personality Larry King de-
livered the keynote address, while
the three days of panel meetings
covered topics ranging from coping
with the problems of a 10-watt sta-
tion to new broadecast technologies.
As in past years, the record compa-
ny forum proved most popular, with
college programmers meeting exec-
utives at independent and major la-
bels in an effort to iron out the
many wrinkles in their relationship.

Founded in 1940, the IBS is a non-
profit group of student-staffed out-
lets operating at schools, colleges
and universities across the country.

negotiating since last July.

“As far as we knew, we met all
[the Libermans’] demands,” says
Watson. The Libermans have until
March 25 to respond to Malrite's
suit seeking damages and enforce-
ment of their agreement, which was
filed March 5.

H&W’s Wolt says that suit is
“without merit. I have yet to see a
signed document between Malrite
and the Libermans. We believed,
and still do, that they were free to
sell. We do have a contact, and we
feel the courts will uphold that.
We're really not expecting any de-

lays. Ferenc.

v BN P .
Keeping Cleveland Buzzing. WMMS Cleveland personnel prepare to solve
the post-holiday ‘“‘batteries not included’” problem with a Panasonic battery
giveaway promotion. Standing from left are promotion and marketing director
Jim Marchyshyn, air talents Captain Kenny Clean and Spaceman Scott,
Panasonic’s Jack Brooking and personalities Jeff Kingback and Ed “Flash”
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by Rollye Bornstein
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THE WRKA LOUISVILLE programming vacancy
has been filled by Rob Stewart. Stewart, who has
been programming Capitol’'s WRAL Raleigh, consult-
ed by George Johns, is replaced in-house there by eve-
ning jock Steve Anthony.

Speaking of Capitol, we hear from good sources
that the Raleigh-based company has picked up Cocoa
Beach’s legendary top 40 FMer WCKS, with an eye on
penetrating the Orlando market.

Back in Louisville, the “Duke of Louisville” himself,
Bill Bailey, is back on the River City Mall. Bailey, who
first came to prominence in the market at WKLO in
the mid-'60s before leaving briefly for Chicago’s WLS,
returning in 1971 to WAKY, left Waky four years ago
for WKLO’s new country incarnation, WCII. Now the
cantankerous personality is back at Waky, doing
mornings once more, and the billboards touting his
presence are again resplendent on [-65. (We told you
that Providence-based FCC, owners of WHJJ/WHJY
there, bought WAKY/WVEZ for $3 million, didn’t
we? WAKY PD Bob Moody, who has seen potential
sales of the property come and go, says, “Just call me
Chicken Bob, I've been bought and sold so much late-

- -

Fish.)

Oh, before we get off the subject of sales, note that
another Nashville property is in transition, as Ron
Kempff’s WZKS, licensed to Murfreesboro, is being
purchased by Bob Herpe and Eric Hauenstein for
$3.8 million. As you know, Herpe and Hauenstein own
George Johns-consulted KLZI Phoenix, and George
also consults WLAC-FM’s “Class’ format, so who
knows?

John Gambling’s JAG Communications picks up a
Norfolk combo. Tech-Ops” WLPM/WFOG goes for
$9.25 million . . . Back to I-65, up in Indianapolis,
WENS GM Christine Woodward called to share her
excitement at snaring Joel Grey to fill the PD slot, as
Scott Wheeler assumes a different role at the Emmis
station. Grey had been PD at Denver’s KMJI and
KOAQ.

Across the state in Ft. Wayne, the world famous
Ron Gregory leaves the world famous WOWO after
13 years in the night slot at the 50 kw powerhouse. “I
just think it’s time,” says Gregory, who plans to enjoy
some time off before looking at other options. One
thing nice about working for Bob Price: You can get
rich on the stock options alone!

You probably have heard that Meredith is planning

ly.” FCC is headed by former WRKO sales exec Bob’

to opt out of radio, but did you know they’ve already
consummated a deal to sell Atlanta’s WGST/WPCH
to Jacor? The news/talk and easy listening formats
will remain.

SWITCHING FORMATS is TK Communications’
WSRF. The Ft. Lauderdale top 40-turned-country-
turned-oldies outlet drops solid gold in favor of a nos-
talgia approach enttitled “Sounds Of Yesterday.”

Also switching its approach is KRSI Minneapolis.
The AM outlet at 950 drops satellite-fed top 40, as
“Hot Rock 950” becomes ‘“Request Radio.” The re-
quests will probably determine the outlet’s future di-
rection, but the stance of its FM counterpart KJJO
will remain the same (‘20 years of rock’n’roll”’), as
newly appointed PD Gary Rawn and MD John An-
tonelli take over. Rawn, a former radio vet and politi-
cian, will continue to own the Wisconsin-based news-
paper group where he most recently hung his hat. An-
tonelli moves back to the Twin Citites from co-owned
KWJJ/KJIB Portland.

Skip Broussard, we’re happy to note, is back in
New Orleans. The one-time WTIX and WNOE vet has

Rob Stewart gets
the WRKA Louisville job

spent the last several years in Kansas City, first at
WHB and most recently managing KCFX, but now
he’s back in Louisiana as GSM at WQUE-AM-FM
there.

SOME QUICKIES FOR YOU: The KOPA-AM-FM-
Phoenix GM gig vacated by Gary Guthrie has been
filled by KEEL/KMBQ Shreveport VP/GM Carl
Hamilton ... Afternooner Mark Zintel moves into
the PD chair vacated by Tim Smith at Tampa'’s
WYNF ... Morning personality Al Wyntor is upped
to PD of WSM-AM Nashville, taking some of the load
off Greg Lindahl.

Mornings in Austin are changing, as Darlene Lewis
vacates after five years in that shift at K-98 (KHFI)
to join consultant Bob Cole on the morning show at
KOKE there. Lewis is the city’s third most recogniz-
able personality, with Cole coming in second to Dave
Jarrot, who worked at K-98 with Lewis until moving
over to Key 103 there a while back. Speaking of Key
103, former middayer Chris Alan segues to the
KNOW-AM side of the operation in morning drive.

It's one of those flatly denied rumors that’s too
good to pass up: KFRC San Francisco is said to be put-
ting JoAnne Green into a newly created 7-midnight
talk block as the station adopts a “game show” ap-
proach in middays while it tries to lure KYUU’s True
Don Bleu over to do afternoons with Ron Parker, and
asks Dr. Don to stop using his drops. Now, if that
doesn’t cover the entire spectrum of a good rumor, we
don't know what does. Who thinks of these things,
anyway?

(Continued on page 20)
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MWESTMWOOD ONE PRESENTS

apay Feains v

SUPERSTAR CONCERT SERIES

proudly presents 9C minutes of bone-arunch-

ing rock & roll by singer/cuitarist Bilty Scuier

the weekend of Saturday, March 30 on tre

Westwood One Radio Network. Reccrded by

Westwood One at Salt Lzke City's Salt Palace

during his Signs Of Life four, this exclusive per-

formance features Squier and his band delivering

smokin’ versions of the hottest tracks from his three

multi-platinum solo LPs—including “ In The Dark,” “"he

Stroke,” “My Kind Of Lover,” “Everybcdy Wants You" 21d

“Rock Me Tonight.” It's a night of liv2 rock & roll exatement

your listeners won't want to miss! The Superstar Concert Senes
brings the biggest nanr2s in rock to more than 4&) Westwood One
Radio Network affil ates with exclusive parformances by sugerstars
like Foreigner, Pat Bena:ar, Journey, The Cars and Stevie Nicks

all year long!

Brought to you by 2 - [ Z ¢ 1984 Tre Coca-Sxa Compary. All rights reserved. “Gioca-Cola” and

Sprit2 a e registered trade-marks of The Coca-Coa Company.
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More Stations Get on CD Bandwagon
Laser-Read Disk Winning New AC, Urban Converts

BY KIM FREEMAN

NEW YORK As the scales of Com-
pact Disc retail supply and demand
tip in the latter’s favor, the configu-
ration also shows signs of winning
new radio fans from stations pro-
graming adult contemporary and
urban music, two formats that have
generally taken a back seat to clas-
sical and AOR as potentially strong
CD users.

In surveying outlets that have re-
cently jumped into the CD waters,
the draw of the new technology ap-
pears to be its correlation to a quali-
ty-conscious demographic and, in
one case, its ability to draw new ad-
vertising dollars from previously
untapped sources.

Steve Nicholls, program director
of AC-formatted KMGC Dallas, re-
ports that the station has been play-
ing approximately five CD titles per
hour since embracing the new tech-
nology in January. KMGC had re-
frained from programming CDs un-
til it had acquired most of its cur-
rent library of 225 disks in order to
“create a solid impact on our overall
sound,” says Nicholls.

KMGC buys most of its library
through a discount deal with a local
distributor, and Nicholls says the
station has “just now begun to de-
velop a relationship with the record
companies’” for consistent CD ser-
vice. “In the past few weeks,” he
says, “I’ve noticed more willingness
from labels to consider adding us to
their CD mailing lists.”

KMGC is tagging each CD and
airing educational promos in the
evening that advise listeners to “sit
back, adjust your stereo balance
§md enjoy this Compact Disc record-
ing.”

Nicholls also points out what he
calls a “hidden sales advantage” in
programming CDs: Record stores
once uninterested in buying time on
KMGC are now tying their own CD
stock increases to the station’s ex-
citement over the medium.

Basically, Nicholls sees the step

B|||boc:|rd

The game that chronicles 30 years of
your favorite hits!

Excellenl . Play 1s fast and simple Makes lor
wild scrambles al the hrush The opportunity to
select one’s tavorite musical era makes TOP 40 TRIVIA
alwogeneration game’  GaMES MAGAZINE Apnl 85

It was inev:table that the trovia craze wouid take on the
music biz PLAYBOY MAGAZINE

Anncredible 6400 questons NEW YORK POST

The holtest new board game on the nidrket A
musicologist s wonderiand” THE ROCKET

TOP 40 TRIVIA 15 a brg hit!
gone crazy over the game

KFRAC AM STEREOC 610 San Francisco

Our stat members have

* 8400 Questions and Answers * 40 musical cat
« choice of 2 musical era’s (50's-60's and 70'53 }

$29.95 plus shipping and handling
PHONE TOLL FREE: 800-525-2514
Mastercard, VISA and COD accepted
Dealers: (604) 7385777

to CDs as “an investment in the
quality of the station’s sound” and a
move in keeping with KMGC’s
“quality-conscious audience.” Adult
contemporary KRAV Tulsa makes
the same connection between quali-
ty audio and a quality audience,
says its program director Rick Alan
West, but the station has taken a
tack much quieter than KMGC'’s in
promoting its use of CDs.

Programming approximately half
of KRAV’s music in Compact Disc,
West notes the outlet’s “Your Mu-
sic Sound Better”” motto and says
the intent is to create “the impres-
sion that even if we're playing a car-
tridge, the sound is better than any-
thing else you’ll hear.” West says
KRAV has a reputation as a “tech-
nical leader and a ‘class’ outlet,” in
explaining that the outlet’s move
into CD was “a natural one.”

The desire to lead the market in
technical advances and tap that
“classy’”’ crowd is also cited by
Alonzo Miller, program director at

KACE Los Angeles, reportedly the
first West Coast urban outlet to
commit itself heavily to the new
configuration. “We knew CD was
something that was going to stay
around,” says Miller, “and we felt
our upscale, 25-plus audience would
appreciate our introducing the new
technology to them.” KACE began
programming CDs in February, a
date chosen to make the station part
of Black History Month.

“If everything we wanted was
available on CD, we'd throw out our
existing library,” says WMTR/
WDHA Dover, N.J. vice president
and general manager Bob Linder.
AOR-formatted WDHA was recog-
nized as the first station to air a
Compact Disc when it embraced the
medium three years ago. Now
Linder has made another progres-
sive move in using the disks on the
AC-formatted AM stereo sister sta-
tion, WMTR, where CDs now com-
prise roughly one-third of the play-
list.

“..ofF coVRSE, T NEVER BUY THOSE SENSATIoNAL TABLOID WEEKLIES, BUT

A CHAP NEXT To ME ON A FLIGHT T L. A. WAS ReADING CNE AND 1 NETICED

THIS RATHER WELL WRITTEN [TEM ABVT A <D PLAYER WioSe LASER BEAM

WENT BERSERK AND DISINTERRATED A FANILY cP FIVE ALoxe Wit TRER PET

DACHSUND SOMEPLACE [N EXGLARD —VH, v MIKHT PASS THIS ALoNg Te
ALL OF oUIT SALESHEN AND DISTITIBUTER'S, MARTY....."

Chicago PDs Talk Airplay

CHICAGO A panel of Windy City
program directors addressed the
topic of making it on commercial ra-
dio at a recent seminar sponsored
by the Chicago chapter of the Na-
tional Academy of Recording Arts
& Seciences (NARAS) and Colum-
bia College’s Arts, Entertainment &
Music Management Program.

The panel, entitled “How Come
You Never Play My Record?,” fea-
tured WGCI PD Richard Pegue,
WBBM-FM PD Buddy Scott and
WLS-FM PD Dallas Cole, as well as
local A&M promotion man Jun
Mhoon. WLS-AM personality Tom-
my Edwards, himself a former PD,
moderated the nearly three-hour
seminar, which was held at the
downtown Americana Congress Ho-
tel, March 11.

Local musicians in attendance
were given a sobering crash course
in what it takes to get their music

played on major market radio. The
assembled program directors dis-
pensed helpful advice—uvisit sta-
tions with record in hand on music
days, be persistent, make sure said
record has effective distribution—
but they made it clear that program-
mers in general are under no obliga-
tion to break the local music of their
particular region.

“Chicago is a $130 million radio
market,” said WBBM-FM’s Scott,
“and we want to be No. 1. We're
paid to deliver warm bodies to our
sales departments. We’re not will-
ing to play your stiff just so your
record will get airplay. On the other
hand, if you can convince me you've
got a hit, it'll get played.”

“If there’s a star on your fore-
head,” said WLS’s Cole, “‘someone’s
eventually going to see it.”

MOIRA McCORMICK

~ YesterHits.

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Lady Marmalade, LaBelle, epic
. Lovin’ You, Minnie Riperton, epic
. Philadelphia Freedom,
Elton John Band, mca
. Express, B.T. Express, rRoaDsHOW
o Xs?r.l«‘ Are So Beautiful, Joe Cocker,

. No No Song/Snookeroo,
Ringo Starr, appLE
. Poetry Man, Phoebe Snow, SHELTER

. My Eyes Adored You, Frankie Valli,
PRIVATE STOCK

. Don’t Call Us, We'll Call You,
Sugarloaf/Jerry Corbetta, cLariDGE

. Have You Never Been Mellow,
Olivia Newton-John, mca

POP SINGLES—20 Years Ago

. Stop! In The Name Of Love,
Supremes, MOTOWN

. Can’t You Hear My Heartbeat,
Herman's Hermits, mgm

. The Birds And The Bees,
Jewel Akens, Era

. Eight Days A Week, Beatles, capitoL

. King Of The Road, Roger Miller,
SMASH

. Ferry Cross The Mersey,
Gerry & the Pacemakers, LAuRIE

o Shotgun Jr. Walker & the AH Stars,

W N O d W=

—
[=]

—

b Goldﬁnger, Shirley Bassey, ynitep
ARTISTS

. My Girl, Temptations, coroy
. This Diamond Ring, :
Gary Lewis & the Playboys, LIBERTY

TOP ALBUMS—10 Years Ago

. Physical Graffiti, Led Zeppelin,
SWAN SONG

. Have You Never Been Mellow,
Olivia Newton-John, mca

. Blood On The Tracks, Bob Dylan,
COLUMBIA

. Perfect Angel, Minnie Riperton,
EPIC

—
CW ® N O s W N

A WN =

. What Once Were Vices Are Now

Hablts. Dooble Brothers,
WARNER Bl

. An Evenlng With John Denver, rca
. Night Birds, LaBelle, eric

. For Earth Below, Robin Trower,
CHRYSALIS

. Phoebe Snow, SHELTER
. Rock N’ Roll, John Lennon, appLE

TOP ALBUMS—20 Years Ago

. Goldfinger, Soundtrack,
UNITED ARTISTS

Mary Poppins, Soundtrack, vista
. Beatles '65, capiToL

L-0-V-E, Nat King Cole, cariToL

. Where Did Our Love Go,
Supremes, MOTOWN

. You've Lost That Lovin’ Feelin’,
Righteous Brothers, pHILLES

. Blue Midnight,

Bert Kaempfert & His Orchestra,
DECCA

Ow WONO

N O obhwNn =

. My Fair Lady, Soundtrack, coLumsia
. The Beach Boys Concert, caritoL
. People, Barbra Streisand, coLumsia

COUNTRY SINGLES-10 Years Ago
. Ichf Bargain Store, Dolly Parton,

. | Just Can't Get Her Out Of My

Mind, Johnny Rodriguez, MERCURY

. My Elusive Dreams, Charlie Rich,

EPIC

Before The Next Teardrop Falls,

Freddy Fender, aBc/poT

. Have You Never Been Meliow,

Olivia Newton-John, mca

. Roses And Love Songs, Ray Price,
MYRRH

[='-X--]

. The Pill, Loretta Lynn, mca

. Always Wanting You,

Merle Haggard, capitoL

. It Do Feel Good, Donna Fargo,
ABC/DOT

. A Little Bit South Of Saskatoon,
Sonny James, COLUMBIA
SOUL SINGLES—10 Years Age

. Shining Star, Earth, Wind & Fire,

COLUMBIA

. Shoeshine Boy, Eddie Kendricks,
TAMLA

W PN O O A W N e

—
[=]

. Lovin’ You, Minnie Riperton, epic

Remember What | Told You To

Forget, Tavares, cariToL

. Love Finds its Own Way,

Gladys Knight & the Pips, 8ubbaH

. Walking In Rhythm, Blackbyrds,
FANTASY

. L-O-V-E (Love), Al Green, Hi

Dance The Kung Fu, Carl Douglas,
20TH CENTURY

. Once You Get Started, Rufus, aBc
. Cry To Me, Loleatta Holloway,
AWARE

OV BN O U AW N =

—
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UNIVERSAL CITY STUDIOS, INC..

March 13, 1985

Dear Bob Segerl,

We deeply regret the publicit
relating to the mu

100 UNIVERSAL @

sic in MASK.

Mr. Bogdanovich from talking to

and/or misleading

statements other than

ITY PLAZA, UNIVER

gAL CITY, CA 9160

There is no way we can stop
the press and making false

placing the matter

in the hands of legal counsel, which we have done.

However, W& want you to know t
Seger music in MASK not only enhances the mo
totally consistent in spiri
Dennis. And, based on all t

t and tomne with the
he positive

the initial audience responses toO the movie in
and in its limited engagements,

agree with our fee

It is unfortunate that a mov
of your stature have to bear
publicity activities an

that.

Best regards,

=
oA

Frank Price

ling.

~

A

the public and

je of this quality
the brunt of

Chairman of the MCA Motion Picture Group

ol STasgin

Martin Starger
Producer of MASK

cc: Punch Andrews

NS

S

hat we believe that the Bob
vie, but is

8, 818-985-4321

y initiated by Peter Bogdanovich

story of Rocky

reviews, as well as

our gcreenings

the reviewers

and an artist

irresponsible
d we hope you accept our apology for

. . .
wwW americanradiohistorvy com
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FOR WEEK ENDING MARCH 39,

BILLY OCEAN SUDDENLY

NATIONAL

191 REPORTERS

KENNY LOGGINS VOX HUMANA coLumsia
WHAM EVERYTHING SHE WANTS coLumsia
REO SPEEDWAGON ONE LONELY NIGHT  epc
JIVE/ARISTA

TEARS FOR FEARS EVERYBODY WANTS TO RULE THE WORLD meRrcurY 46

NEW TOTAL
ADDS  ON
61 133
57 132
53 53
46 101

105

©Copyright 1985, 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

190 REPORTERS

TOM PETTY AND THE HEARTBREAKERS DON'T COME AROUND
HERE NO MORE mca

ERIC CLAPTON FOREVER MAN WARNER BROS.
JOHN FOGERTY ROCK AND ROLL GIRLS WARNER BROS. 24
BILLY OCEAN SUDDENLY
POWER STATION SOME LIKE IT HOT capitoL

JIVE/ARISTA

NUMBER
REPORTING

44
25

- 24
24

REGION 1

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

WZON Bangor, ME

WIGY Bath, ME

WHTT Boston, MA

WXKS-FM (KISS) Boston, MA
WBEN-FM Buffalo, NY

WNYS Buffalo, NY

WPHD Buffalo, NY

WKPE Cape Cod, MS

WERZ Exeter, NH

WKSS (Kiss) Hartford, CT
WTIC-FM Hartford, CT
WKCI(KC-101) New Haven, CT
WJBQ Portland, ME

WSPK Poughkeepsie, NY
WPRO-FM  Providence, Ri
WMJQ Rochester, NY

WPXY Rochester, NY

WGFM Schenectady, NY
WFLY Troy/Albany, NY
WRCK Utica/Rome, NY

REGIO

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

N
WQQQ (Q-100) Allentown, PA
WFBG Altoona, PA

WILK-FM  Asbury Park, NJ
WBSB (B-104) Baltimore, MD
WMAR-FM Baltimore, MD
WVSR Charleston, WV

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

WBLI Long Island, NY

WAPP New York, 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

WZGO (Z-106) Philadelphia, PA
WBZZ (B-94) Pittsburgh, PA
WHTX Pittsburgh, PA

WPST Trenton, NJ

WAVA Washington, DC

WRQX (Q-107) Washington, DC
WOMP-FM  Wheeling, WV

WILK Wilkes-Barre, PA

WKRZ Wilkes-Barre, PA

WHTF  York, PA

WYCR York/Hanover, PA

A weekly nstional indicator of the five
most added records on the radic
stations reporting to Biltboard’s

Hot 100 chart. The stations in each
region represent the entire panel in
that region, not just those which bave
added the records listed.

REG

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

WISE Asheville, NC

WQXI-FM (94-Q) Atlanta, GA
WZGC (Z-93) Atlanta, GA
WBBQ-FM Augusta, GA

WSSX Charleston, SC

WBCY Charlotte, NC

WROQ Charlotte, NC

WNOK-FM Columbia, SC

WNKS (Kiss) Columbus, GA
WNFI (1-1100) Daytona Beach, FL
WDCG (G-105) Durham/Raleigh, NC
WQSM Fayetteville, NC

WANS Greenville, SC

WOKI Knoxville, TN

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

WYAV (Wave 104) Myrtle Beach, SC

WNVZ  Norfolk, VA

WBJW Orlando, FL

WRVQ (Q-94) Richmond, VA
WXLK (K-92) Roanoke, VA
WZAT (2-102) Savannah, GA
WRBQ (Q-105) Tampa, FL
WMGG Tampa Bay, FL
WIZNE (Z-98) Tampa Bay, FL
WSEZ Winston-Salem, NC

REGION 4

IL,IN,KY,MI,OH WI

WKDD Akron, OH

WBWB Bloomington, IN
WCIL-FM  Carbondale, IL
WBBM-FM (B-96) Chicago, IL
WGCI-FM  Chicago, IL
WLS-AM Chicago, IL

WLS-FM  Chicago, IL

WKRQ (Q-102) Cincinnati, OH
WGCL Cleveland, OH

WMMS Cleveland, OH
WXGT-FM (92X) Columbus, OH
WCZY Detroit, Mt

WHYT Detroit, Mi

WSTO Evansville, KY

WNAP Indianapolis, IN

WZPL indianapolis, IN

WVIC Lansing, M

WZEE Madison, Wi

WKT!  Milwaukee, W|

WZUU Milwaukee, Wi

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

WZOK Rockford, iL

WSPT Stevens Paint, Wi
WHOT-FM  Youngstown, OH

REGION S

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

KFYR Bismarck, ND

KFMZ Columbia, MO

KiiK Davenport, IA

WDAY-FM (Y-94) Fargo, ND
KKXL-FM Grand Forks, ND
KRNA lowa City, I1A

KBEQ (Q-104) Kansas City, MO
KZZC (ZZ-99) Kansas City, KS
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

KWK St. Louis, MO

KHTR St.Louis, MO

KDVV Topeka, KS

KAYl Tulsa, OK

KFMW Waterloo, 1A

KEYN-FM Witchita, KS

REGION 6

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

KHFl  Austin, TX

WQID Biloxi, MS

WKXX (KXX-106) Birmingham, AL
KAFM Daltlas, TX

KEGL Dailas, TX

KTKS (Kiss-FM) Dallas, TX
KAMZ El Paso, TX

KSET EiPaso, TX

KISR Fort Smith, AR

WQEN (Q-104) Gadsden, AL
KKBQ (93-FM) Houston, TX
KMJQ (Magic102) Houston, TX
KRBE-FM Houston, TX

WTYX Jackson, MS

KKYK Little Rock, AR

KBFM Mcallen-Brownsv, TX
WMC-FM (FM-100) Memphis, TN
WJDQ (Q-101) Meridian, MS
WABB-FM Mobile, AL
WHHY-FM  Montgomery, AL
WWKX (KX-104) Nashville, TN
WZKS (Kiss) Nashville, TN
WEZB (B-97) New Orleans, LA
WQUE-FM New Orleans, LA
KITY San Antonio, TX

KTFM San Antonio, TX
KWTX-FM  Waco, TX

REG

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

KKXX Bakersfield, CA

KIMN Denver, CO

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

KRXY-FM (Y-108) Denver, CO
KLUC Las Vegas, NV

KIS Los Angeles, CA

KIQQ Los Angeles, CA

KKHR Los Angeles, CA

KCAQ (Q-105) Oxnard, 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
XHITZ San Diego, CA

KIST Santa Barbara, CA
KHYT Tucson, AZ

KRQQ Tucson, AZ

REGIO

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

KYYA Billings, MT

KIYS Boise, ID

KTRS Casper, WY
KMGX Fresno, CA
KYNO-FM Fresno, CA
KGHO Hoquaim, WA
KOZE Lewiston, ID
KHOP Modesto, CA
KOSO Modesto, CA
KKRZ (Z-100) Portland, OR
KMJK Portland, OR
KPOP Sacramento, CA
KSFM Sacramento, CA
KWOD Sacramento, CA
KSKD Salem, OR

KITS San Francisco, CA
KMEL San Francisco, CA
KSOL San Francisco, CA
KEZR San Jose, CA
KWSS San Jose, CA
KSLY San Luis Obispo, CA
KPLZ Seattle, WA

KUBE Seattle, WA
KNBQ Tacoma, WA

REGION 1

CT,MA ME,NY State,RI,VT

Bee Gee Dist. Latham, NY

Buffaio Enterprises 1-Stop Buffalo, NY

Cambridge 1-Stop Framingham, MA

Cavages Dewitt, NY

Central Record & Tape S.Windsor, CT

Cutler's New Haven, CT

Dicks One Stop Dedham, MA

Discount Records Cambridge, MA

Easy Records 1-Stop N.Quincy, MA

Everett Music Everett, MA

Good Vibrations Boston, MA

House of Guitars Rochester, NY

Music Suppliers One-Stop Needham,
MA

Northeast 1-Stop Troy, NY
Peters 1-Stop Norwood, MA
Record Giant Utica, NY
Record Theater Buffalo, NY
Rhody's Warwick, RI
Trans-World 1-Stop Latham, NY

REGIO
D.C..MD,

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

A-1 One Stop New York, NY

All-Service One-Stop Union, NJ

Ailpha Rack New York, NY

Benel Dist. Bronx, NY

C&M 1-Stop Hyattsville, MD

Eastern One-Stop Philadelphia, PA

Elroy 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 Bethel Park, PA

Oasis Pittsburgh, PA

Peaches Rockville, MD

Record & Tape Ltd. Washington, DC

Record Bar Morgantown, WV

Richmond Bros. 1-Stop Pennsauken,
NJ

Sam Goody Masapequa, NY

Sam Goody Baltimore, MD

Seasons Four Records Hyattsville, MD

Shulman Rec. Co. Cinnaminson, NJ

Tape King One Stop Hillside, NJ

The Wiz Brookiyn, NY

Tower New York, NY

Universal One-Stop Philadelphia, PA

Waxie Maxie Washington, DC

Wee Three Philadelphia, PA

Win 1-Stop Long Island City, NY

A weekly national indicator of
"breakout™ singles, i.e., those with
significant future sales potential based
on initial market reaction. These
records are not yet on the top 30 lists
of the retaiters and one-stops reporting
to Biliboard’s Hot 100 chart. The
cutlets in each region represent the
entire panel in that region, not just
those which are reporting the records
listed. .

REGION 3

FL,GA,NC,SC East TN,VA

Album Den Richmond, VA

Bibb One Stop Charlotte, NC
Camelot Atlanta, GA

Cameiot Charlotte, NC
Camelot Daytona Beach, FL
Camelot Winston-Satem, NC
Coconuts Atlanta, GA
Coconuts Jacksonville, FL
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 Savannah, GA
Record Bar Durham, NC
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

REGION 4

IL,IN,KY,MI,OH,WI

Ambat Rec Theater Cincinnati, OH
Angot 1-Stop Detroit, MI

Buzzard's Nest Columbus, OH
Camelot N. Canton, OH

Centra Columbus, OH

Flipside Records Arlington Heights, L
Gemini One Stop Cleveland, OH
HarmonyHouseRecords&Tapes  Troy,MI
Laury's Records Des Plains, IL
Mainstream Records Milwaukee, W
Martin & Snyder Dearborn, M|
Musicland Norridge, IL

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

Peaches Cincinnati, OH

Radio Doctors Milwaukee, W!

Rapid Sales Madison, Wl

Record City Skokie, IL

Record Works Belleville 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

REGI S
M

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

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

Camelot Wichita, KS

Dart One-Stop Minneapolis, MN

Great American Music Minneapolis,

Hastings Lawton, OK

Music Vision St. Ann, MO
Musicland Minneapolis, MN
Musicland St. Louis, MO
Musicland Minneapolis, MN
Record Bar Cedar Rapids, IA
Record Bar Norman, OK
Streetside Records St. Louis, MO
The Record Shop Edina, MN

- REGION 7

REGION 6

ALAR,LA MS West TN,TX

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

Camelot Plano, TX

Central-South One-Stop  Nashvilie, TN
Disc Records El 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 Nashvilte, TN
Musicland Birmingham, AL
Peaches Memphis, TN

Poplar Tunes Memphis, TN

Star Records El Paso, TX

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

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

Abbey Road One Stop Santa Ana, CA

Alta One-Stop/West. Merch. Salt Lake
City, UT

Associated One-Stop Phoenix, AZ

Canterbury’'s Pasadena, CA

Circles Records Phoenix, AZ

Dan-Jay Denver, 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 Anaheim, CA

Record Bar  Colorado Springs, CO

Record Bar  Sait Lake City, UT

Record Retreal  Los Aligeles, CA

Show Industries Los Angeles, CA

Sound Barrier Tucson, AZ

Tower West Covina, CA

Tower Anaheim, CA

Tower Las Vegas, NV

Tower Los Angeles, CA

Tower El Cajon, CA

Tower Panorama City, CA

Tower San Diego, CA

Tower San Diego, CA

Tower Sherman Oaks, CA

Tower Tempe, AZ

Wherehouse Gardena, CA

Wherehouse Mission Valley, CA

REGION 8

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

Budget Boise, ID

Budget Cheyenne, WY

Dan-Jay One Stop 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 Jose, CA
Peaches Seattle, WA

Rainbow One-Stop South San
Francisco, CA

Sea-Port 1-Stop Portland, OR
Tower Campbell, CA

Tower Concord, CA

Tower Sacramento, CA

Tower Portland, OR

Tower San Francisco, CA

Tower Seattle, WA

Westgate Records Boise, ID
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WE'RE TEN YEARS CLOSER TO THE MIRACLE.
\

BE PART OF IT.

Just a decade ago, The T}J. Martell Foundation for Leukemia and Cancer Research set up its first laboratory at Mt. Sinai Medical Center in New York City.
Today, The Foundation's pioneering work in cancer research spans two continents; and also includes the Neil Bogart Memorial Laboratories at Children's Hospital in Los Angeles, the
Boston-based Cancer and Leukemia Group B, and The European Organization for Research and Treatment in Cancer.
The Foundation’s growth can be measured in terms of human lives: lives that are no longer being automatically claimed by some forms of cancer.
But the battle has been hard-fought, and total victory is far from assured. .
The progress being made at these research centers depends entirely on the support of the entertainment industry. Ten years ago The TJ. Martell Foundation for
Leukemia and Cancer Research was founded by a small group of record executives. Today it is supported by thousands. This year you are invited to participate in
the 10th Anniversary Humanitarian Award Dinner in honor of The TJ. Martell Foundation's Founder and President, Tony Martell,
on Saturday, May 18, at The New York Hilton.

A contribution of $25,000 makes you a Foundation Benefactor and allows lifesaving research to continue and expand. A contribution of $10,000 makes you a Foundation Patron.
And a contribution of $5,000 makes you a Tony Martell Research Fellowship Sponsor. Since less than 3% of all monies raised is a direct fund-raising expense, any
contribution you make brings closer the day of an effective cure for leukemia and cancer.

For further details contact Muriel Max, Director of Development, 730 Fifth Avenue, New York, NY 10019, (212) 245-1818.

THE TJ. MARTELL FOUNDATION
FOR LEUKEMIA & CANCER RESEARCH

IRACLE.

1985 10th Anniversary Humanitarian Award Dinner
Honoree, Tony Martell, Founder and President of
The TJ. Martell Foundation
© 1985 CBS Inc. for Leukemia and Cancer Research
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CONTEMPORARY

Compited from a national sample of radio playlists.

ARTIST
LABEL & NUMBER/DISTRIBUTING LABEL

ONE MORE NIGHT  ATLANTIC 7.89588 1 week at No. One

@ PHIL COLLINS
| TOO LATE FOR GOODBYES  ATLANTIC 789589
& JULIAN LENNON
NIGHTSHIFT  moTown 1773
¢ COMMODORES
4 |34l CAN'T FIGHT THIS FEELING EePiC 34-04713
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5 et | KEEPING THE FAITH coLumBia 38-04681
- @ BILLY JOEL
6 412115 CARELESS WHISPER coLumBIA 3804691
I A & WHAM FEATURING GEORGE MICHAEL
CF Hao ity | WE ARE THE WORLD coLumsia US7-04839
e @ USA FOR AFRICA
(B 91135 | RHYTHM OF THE NIGHT coRDY 1770/MOTOWN
w1 ¢ DEBARGE
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9 EMOTION coiumBia 38-04707
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e . : 2 @ FOREIGNER
TR T UNDER THE CLOCK  ariSta 1-9304
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ETE SECOND NATURE  mca 52519 !
(19) gf? |v26 2 @ DAN HARTMAN
20 5%3 l10]9 | WANNA HEAR IT FROM YOUR LIPS  GEFFEN 7-29118/WARNER BROS
Il 4 ERIC CARMEN
21 (1 T 110 TIME DON'T RUN OUT ON ME  cariToL 5436
b # ANNE MURRAY _
22 |20|15 1 FOOLISH HEART  cOLUMBIA 38.04693
| o Kl ; | & STEVE PgR&Y__
23 |12l12] 9 FINDER OF LOST LOVES ARISTA 1-9281
P50 ~ DIONNE WARWICK AND GLENN JONES |
24 (23116 19 YOU'RE THE INSPIRATION  FuLL MOON/WARNER BROS. 7-29126
= o e e CHICAGO
@ 37 [ — | 2 | VJUST WANNA HANG AROUND YOU  waRNER BROS. 7-20042
- | GEORGE BENSON
26 |24 | 20 [ 11 | EASY LOVER coLumeia 38-04679
| o ¢ PHILIP BAILEY WITH PHIL COLLINS
I =
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RCA 13970
¢ DARYL HALL & JOHN OATES

@ “‘i NEW’@ GO DOWN EASY  FuLL MOON/EPIC 34-04835/EPIC
e T

DAN FOGELBERG

32 I33l37 ]9 PRIVATE DANCER cariTOL 5433
b E _I — = — & TINA TURNER
33 34403 [ LET'S GIVE A LITTLE MORE THIS TIME  asm 2706
SERGIO MENDES
@ "mk i SOME THINGS ARE BETTER LEFT UNSAID Rca 14035
| & DARYL HALL & JOHN OATES
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35 |361.2 THERE'S NO WAY  Rca 13992
3 ‘53 :@ ; ALABAMA
36 |31 [ e MAKE NO MISTAKE. HE'S MINE  coLumgia 38-04695
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[ LOVE LIGHT IN FLIGHT mOTOwWN 1769
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ADULT CONTEMPORARY
MOST ADDED

A weekly national compilation of the most

added records On the radio stations currently

reporting to the Top Aduit Contemporary

Singles chart.

81 REPORTERS

DAN FOGELBERG
GO DOWN EASY

USA FOR AFRICA
WE ARE THE WORLD

MADONNA
CRAZY FOR YOU

BILLY OCEAN
SUDDENLY

WHAM
EVERYTHING SHE WANTS

WSKY Asheville, NC
WRMM Atlanta, GA
WSB-AM Atlanta, GA
KEYl Austin, TX

WBAL Baltimore, MD
WFBR Baltimore, MD
WJBC Bloomington, IL
KBOI 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
WLTF Clevefand, OH
WMJI  Cleveland, OH
WIS Columbia, SC
WTVN Columbus, OH
KMGC Dallas, TX
WLAD Danbury, CT
WHIO-AM Dayton, OH
KHOW Denver, CO
KRNT Des Moines, 1A
WOMC Detroit, MI
WRIE Erie, PA

WEIM Fitchburg, MA
WTIC-AM  Hartford, CT
WENS indianapolis, IN
WSLI  Jackson, MS
WIVY Jacksonville, FL
KLSI Kansas City, MO
KUDL Kansas City, KS
KMJJ Las Vegas, NV
KMGG Los Angeles, CA
KOST Los Angeles, CA
WHAS Louisville, KY
WRKA Louisvitle, KY
WMAZ Macon, GA
WIBA  Madison, Wt
WRVR Memphis, TN
WAIA  Miami, FL

WISN Mitwaukee, WI
WTMJ Milwaukee, Wi
WLTE Minneapolis, MN
KWAV Monterey, CA
WHHY Montgomery, AL
WLAC-FM Nashville, TN
WCTC New Brunswick, NJ
WPIX New York, NY
WWDE Norfolk, VA
KLTE Oklahoma City, OK
KOIL Omaha, NE

WIP  Philadelphia, PA
KKLT Phoenix, AZ

KOY Phoenix, AZ
WTAE Pittsburgh, PA
WWSW Pittsburgh, PA
KEX Portiand, OR

KGW Portland, OR
WPJB Providence,
WPRO-AM Providence, RI
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
K-101 San Francisco, CA
WGY Schenectady, NY
KKPL Spokone, WA
KSD St. Louis, MO
KKJO St.Joseph, MO
WIQt Tampa, FL
WWWM  Toledo, OH
KRAV Tulsa, OK

WLTT Washington, DC
WMAL WashingtonD.C.,

NEW TOTAL
ADDS ON
19
17 66
1 54
1 27
9 13
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~ Featured Programming

AMONG THE MANY freebies to
be handed out at the forthcoming
NAB convention may be one item
that programmers can actually put
to good use. As part of the industry-
wide effort to put drunk driving on
the skids, the Memphis-based Me-
dia General Broadcast Services
Group will be offering free anti-
drunk driving spots entitled ‘“Live
And Let Live—Don't Drive Drunk.”

As president of the media suppli-
er and placement firm, MGBS presi-
dent Zack Hernandez echoes the
thoughts of most other broadcast-
ing organizations in explaining his
company’s contributions to the
cause. “Effective control of the
drunk driving problem can be best
achieved through self-regulation
and public service advertising. We
are offering the industry a cam-
paign to help achieve those goals,”
says Hernandez.

Available to anyone stopping by
MGBS’s booth, the spots are avail-
able in three different versions,
with lyrics and music arrangements
aimed at top 40/AOR, country and
adult contemporary formats.

Mutual affiliates, however, can
bypass the crowds at the MGBS
booth, as the Arlington, Va.-based
network has initiated a series of in-
formational bits on alcohol abuse as
part of its pledge to hold the issue
as a public service priority. The edu-
cational pieces are provided by vari-
ous Mutual personalities, including
Rona Barrett, Larry King and Nel-
son Benton.

I.OST IN RADIOLAND? Help is
now on the way with the recent pub-
lication of “Beyond Production: A
Guide To Marketing And Your Au-
dio Production.” The starter kit is a
product of the San Francisco-based
New Dimensions Radio, creator
and syndicator of the five-year-old
weekly program “New Dimen-
sions,” now airing in 80 markets.

The manual and cassette package
is a how-to course for independent
and station-based producers seek-
ing national distribution for their
pet projects. “This is the reference
we were all looking for when we be-
gan national distributions,” says
Phil Catalfo, the company’s broad-
casting director and author of the
kit.

The manual discusses satellite
and tape distribution, direct mail
and phone followup, and includes a
resource section. Comments from
producers such as Stephen Hill and
Anna Turner (‘“Music From The
Hearts Of Space”) and Deoris In-
dyke (“Children’s Radio Theatre”)
are featured on the cassette. Devel-
opment of “Beyond Production”
was funded by a grant from the
John & Mary Markle Foundation of
New York; it’s available from New
Dimensions for $25. For more infor-
mation, call (415) 621-1126.

In the update department,
Westwood One reports a strong re-
sponse to its “Radio USA For Afri-
ca’’ broadcast mentioned in last
week’s column. Major market sta-
tions are signing on by the bushel,
WWI reports, and air talents like
Dan Ingram, Dick Clark, Scott
Muni and Dr. Demento have volun-
teered their voices as guest hosts.

KIM FREEMAN

Below is a 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.

April 1-7, Whites, Live From Gil-
ley’s, Westwood One, one hour.

April 1-7, Billy Ocean, Bud-
weiser Concert Hour, Westwood
One, one hour.

April 1-7, Emmylou Harris, Part
I, Country Closeup, Narwood Pro-
ductions, one hour.

April 1-7, Sy Oliver, The Music
Makers, Narwood Productions, one
hour.

April 1-7, Glenn Frey, Off The
Record Specials with Mary Turner,
Westwood One, one hour.

April 1-7, Dionne Warwick, Star
Trak Profiles, Westwood One, one
hour.

April 17, Tribute To Marvin
Gaye, Special Edition, Westwood
One, one hour.

April 5-6, Foreigner, Superstars
Of Rock, Barnett-Robbins, two
hours.

April 5-6, Eddie Rabbitt, Hot
Country Gold, Barnett-Robbins, 90
minutes.

April 5-6, Barry Manilow, Super-
star Portraits, Barnett-Robbins,
two hours.

April 5-6, DeBarge, Street Beat,
Barnett-Robbins, 90 minutes.

April 57, Lee Greenwood,
Weekly Country Music Countdown,
United Stations, three hours.

April 5-7, Helen Forrest, The
Great Sounds, United Stations,
four hours.

April 57, Steve Miller, Dick
Clark’s Rock, Roll & Remember,
United Stations, four hours.

April 57, Animotion, Rick Dees’
Weekly Top 40, United Stations,
four hours.

April 57, Michael Jackson, On
The Radio, NSBA, one hour.

April 8-14, Emmylou Harris,
Part I1, Country Closeup, Narwood
Productions, one hour.

April 8-14, McGuire Sisters, The
Music Makers, Narwood Produc-
tions, one hour.

April 8-14, Staple Singers, Spe-
cial Edition, Westwood One, one
hour.

April 8-14, Emmylou Harris,
Part II, Country Closeup, Narwood
Productions, one hour.

April 814, David Lee Roth, Off
The Record Specials with Mary
Turner, Westwood One, one hour.

April 12-14, Chicago, Superstars
Of Rock, Barnett-Robbins, two
hours.

April 12-14, Alabama, Hot Coun-
try Gold, Barnett-Robbins, two
hours.

April 12-14, Rod Stewart, Memo-
ry Makers, Barnett-Robbins, two
hours.

April 12-14, Waylon Jennings,
Country Magic, Barnett-Robbins,
two hours.

April 12-14, Diana Ross, Super-
star Portraits, Barnett-Robbins, 90
minutes.

April 1214, Cyndi Lauper, On
The Radio, NSBA, one hour.

April 12-14, Frankie Goes To
Hollywood, Rick Dees’ Weekly
Top 40, United Stations, four
hours.
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‘ THE TABLE'S BEEN SET FOR THREE...
—»BUT THREE MORE GUESTS ARE ON THE WAY.

DEEP PURPLE “PERFECT STRANGERS” PLATINUM
KOGL & THE. GANG “EMERGENCY” GOLD
KISS “ANIMAPIZE” PLATINUM

ANIMOTION, KURTIS BLOW, and TEARS FOR FEARS
tbf next tojoin the party.
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o cosmact Manutactured and Marketed by
j)&ﬂ-g/; @Q%@ PolyGram Records
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(Continued from page 12)

WE HAD A CHANCE to listen to
Robert W. Morgan’s morning show
on “L.A.’s Magic,”” KMGG, on our
way back to the airport, and he was
sounding as good as he ever has.
Warm, personable and impishly fun-
ny—especially when he gave out his
co-workers’ home phone numbers
on the air ... Flying to D.C., we
caught “Superstation 103,” KJLS
Hays, Kan., for about an hour, and
spent an equally long time with Lin-
coln, Neb.’s KFRX, which sounded
much bigger than the market it
serves. That’s not to denigrate Lin-
coln, though, because the city is one
of the better small markets around.
Also caught Kansas City’s ZZ99
(KZZC Leavenworth), as well as a
smattering of “Z’s,” “Q’s,” “K’s”
and other unidentifiables en route.

Didn’t have too much of a chance
to scope out D.C. radio, because
each time we land, WOL'’s ‘“More
Better Man”’ mesmerizes us with
obscure r&b, like the answer record
to “You Beat Me To The Punch.”
But from what we did hear, WASH
is happily back to AC, and WBMW
(B-106.7, a mouthful to be sure) is
going against WAV A where Don
Geronimo debuted over the week-
end at a remote St. Patty’s Day
broadecast) and Q-107.

We ran into Randy Kabrich at
the airport and spent the majority
of our stay eating. Had one reunion
lunch as the former WAVA PD got
together with Doubleday GM Allan

Goodman, and another fine time
with Q-107’s Allan Burns, who
brought along Donna Ashman and
Dan Alexander, which also turned
out to be somewhat of a reunion, as
Alexander was at the Ape (WAPE
Jacksonville) while we were across
town at Y-103. Needless to say, the
“Greaseman” stories were fast and
furious.

Speaking of which, Grease is
sounding great on DC-101, as is af-
ternoon personality Adam Smash-
er, who we ran into at the Washing-
ton Hilton. Driving up to Philly, we
glommed onto WFIL just outside of
Baltimore, and we're happy to say
Harvey Holiday’s touch is quite evi-
dent. By the time we arrived, Holi-
day’s oldies show was in gear on
Power 99 (WUSL), which delayed
our trip to New York for about five
hours as we caught it all.

AS FOR NEW YORK, we’ve done
more talking than listening, as we
write this while recuperating from a
night on the town with Kiss
(WRKS) GM Barry Mayo, PD
Tony Q, MD Bugsy! (Fred Buggs,
the newest Kisser, from Power 99)
and afternoon personality Carol
Ford. Too bad we won’t be allowed
back at that restaurant. WNBC’s
Dale Parsons is on tap for tonight,
and before we forget, he's got a
great production director opening
since Lyndon Abell went to WTYX
Jackson, Miss., to program that

AM-FM combo and the chain's Sa-
vannah outlets, so drop Parsons a
tape pronto.

Over at WPLJ, the “Human
Laugh Track” opening for which
they held auditions on the air has
been filled with Donald Molloy
from Bayonne, N.J. Before his me-
teoric rise to stardom, Molloy was a
machinist.

Mornings on Nashville’s Hot FM
are changing at “96 Kiss” (Mur-
freesboro’s WZKS), as Steve Chris-
ti exits that shift with the former
WYHY (Y-107, licensed to Leba-
non) morning team of Matthews &
Morris back in town. (That's Trey
Matthews and Bill Morris, who also
worked together as a team at Sa-
vannah’s WIXV.)

Correction time here. We made it
seem like Greater Media’s WMJC
Detroit was sans PD for an eterni-
ty, when it turns out consultant Joe
Capobianco was pouring sweat into
the gig until the situation was at a
point he felt comfortable in leaving.
Enter one Bill Roth, as we told you
earlier. As for Joe, he can be
reached in Spring Valley, N.Y., at
Cross Country Communications Inc.

Back in Philly for a moment here:
Congrats are out to another Greater
Media vet, WMGK’s Mike St. John,
who has the intimidating task of
spinning oldies in the oldies capital
of the world. He celebrates his 10th
anniversary hosting the “Original
Saturday Night Oldies Show’’ on

Finding the Beef. WABB-FM Mobile, Ala. morning team Dennis ‘‘Houndawg"

&

Stacy and Leslie fry up some hot and juicy burgers at a local Wendy’s outlet,
while station mascot Wabbitt supervises the flip, flop and fly promotion.

Magic.

Over at WIP, those of you won-
dering what Bill Webber would be
doing now that he’s in the 6-9 p.m.
slot, note the show is called “WIP-
M” and will serve as an information
source on entertainment offerings
and leisure activities in the market
and surrounding areas like Atlantic
City. His “Blue Plate Special” (the
hour devoted to the music of a par-
ticular date and year, which ran for
17 years in his midday slot) will con-
tinue in the 6-7 p.m. block.

Engineering ace Mitch Wein
moves across Miami as he exits EZ
Communications’ “Hot 105"’ —
WHQT, formerly WEZI, formerly

WYOR, all during Miteh’s tenure.
His official title is technical direc-
tor, WINZ-AM-FM, and he’ll also
act as CE for 1-95.

Across town at WAXY, overnight
newslady Toni Parker now joins
the Greg Budell, Jeff Chase and
Don Agony morning show ... New
to mornings in Billings is WGAR
Cleveland’s Josh Tyler, who’ll dou-
ble as assistant PD at KGHL there.
Also joining the Montana country
outlet is country oldies fanatic Lon-
nie Bell.

ANCHORING THE NEWS these
days on Boston/Framingham’s
(Continued on opposite page)
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(Continued from opposite page)

WKOX-AM is Scott May, who re-
turns from Fitchburg ... Upped to
music director at Long Island’s
WBLI is Ruth Tolson . .. Into
Sharon Warantz’s post as KTKS
Dallas (Kiss) advertising and pro-
motion director is Mark Campbell,
who moves across Texas from
Houston’s 97 Rock (KSRR). War-
antz returned to New York due to
an illness in the family, as you'll re-
call.

Crossing town in Charlotte from
WEZC (EZ 104 FM) to WLVK (K-
97-FM) is promotion director Mark
Gullett. Also joining K-97-FM, the
market’s newest country outlet, is
Tommy Faile. The host of the sta-
tion’s Sunday night “Country Gold”
show is the former overnight per-
sonality from WBT’s all-night
trucking show.

Aiding Cox’s newest AOR outlet,
WCKG Chicago, are Burkhart/
Abrams/Michaels/Douglas & Asso-
ciates, who are using the “Super-
Stars II” approach. BAMD also an-
nounces the signing of Harris-
burg’s WHTF.

Across town in Chicago, former
AOR turned AC WMET brings for-
mer WIND and WFYR personality
Stu Collins to the on-air lineup. For-
mer WLAK Chicago personality
Paul Trembley also comes on
board, as production manager.

Celebrating his 25th anniversary
in broadcasting is country personal-
ity Billy Cole, who currently hangs

his hat at Des Moines’ KSO . . . It’s
60 years of service for Tulsa’s
KVOO, which commemorates the
milestone with a new building: 4500
E. 29th St. will be the new address
of the station that’s been on top of
the Tulsa heap (or darn near) since
its switch to country in 1971, when
PD Billy Parker’s “Big Rigger”
overnight show displaced Herb Jep-
ko’s “Nightcaps” (remember them
from Salt Lake City?).

KLOA in East Kern County
(Ridgecrest, Calif.) loses PD and
morning man Barry Alexander,
who returns to England, while Ron
Clarke comes on board in evenings
... New England’s classical outlet
WCRB Boston boosts its power to
50kw and moves evening jock Mary
Ann Nichols into morning drive.

NEW CALL LETTERS in the Am-
pex Tape capital of the world, Opeli-
ka, Ala., as WAOA/WFRI become
WZMG/WKKR. Both outlets are
consulted by Drake Chenault, with
WZMG airing oldies while WKKR is
Great American Country.

- Laura Ashton leaves Boston’s
WMJX for the research director gig
at Chicago’s WLS-AM-FM . . .
Speaking of Boston, we’ve been
meaning to tell you about Lori Kel-
man. The former WBOS-FM,
WJIMX, WXKS, WVBF and AP
newscaster is looking for a new
challenge. She's currently teaching
at the Academy of Radio Broadcast-

ing in Orange County and can be
reached at (714) 536-3865 or 842-
0100. If you want to know more, you
can call her main squeeze, Dale
Dorman at Kiss (WXKS), who we
suspect is beginning to get travel
weary from the commute.

The Academy, by the way, is now
offering sales training courses as
well. You can call Lori about that,
too . .. Anne Leighton gets her
heart’s desire—a folk music show.
“Thirsty Boots ... WARY’s Folk
Music Show” airs on Valhalla Col-
lege’'s WARY Saturday afternoons.

Back to news here: Did we ever
tell you Boyd Britton wound up in
Milwaukee on the “Z-Morning Wak-
ing Crew?” He's sharing the mike
with operations manager John
Driscoll. Brian Kelly continues in
middays, with KYKY St. Louis’
Randy Stewart in afternoons,
WZOK Rockford’s Geoff Davis in
evenings and weekender Toni Phil-
lis in overnights.

Joining Jim Harper on the
“Harper & Company’ morning
show on WNIC Detroit is local sing-
er/impressionist/actress Kathy
Paraventi . . . Across town at
WOMC, Carey Carlson moves into
afternoon drive, while Kevin Scol-
lin now hosts her former evening
“Love Songs” shift. Linda Peter-
son, meanwhile, becomes promo-
tions director, with Paul Russell in
as production director from WNIC,
and Gary O’Brien on board for

weekends.

I.OOKING FOR WORK is Matt
Dillon. The former KCBW Sedalia,
WFMB Springfield and KZZN Rolla
(all Missouri) personality is doing
weekends at KDRO Sedalia and can
be reached at (816) 827-5083.

Tom Tortorella got his first
break on Pacifica’s WBAI New
York, and he wants you to listen
and give him a gig. You can hear
him announcing the program that
starts at 9 a.m. on Tuesday (any
Tuesday), and you can call him at
(212) 254-5755 ... Jack Boston is

also looking. The WGEZ Rockford/
Beloit personality is moving to Wil-
mington, N.C., and looking for work
there. Right now you can catch him
at 'GEZ.

Finally, Rob Hoffman, who has
already come up with the name he’s
going to use for the production com-
pany he forms when he’s rich and
famous (Galactic Hitchhiker), is
also looking. So far he’s got a bit of
college experience and a diploma
from the Connecticut School of
Broadcasting in hand. In the other
hand is the phone, waiting for your
call. That’s (718) 343-9327.

WHAS a0t anasusns

Wacky Wartare. WAKY Louisville field marshal and program director Bob
Moody declares early morning war on the staff at rival station WHAS, while
WAKY’s Gary Clark, right, covers him with a fake machine gun and a National

Guard policeman takes a snooze.
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DETOUR MAP
WMMR Philadelphia (AOR)
Contact: Jack Quigley
Heading south out of Philadelphia
has always been somewhat of a
problem with [-95 incomplete. But
the next three years will wreak hav-
oc on the traffic patterns in the city
as well, as 1-76 (the Schuylkill Ex-
pressway) will be undergoing re-
construction.

It’s hard to overstate how impor-

tant this route is to commuters, and

sensing the problems, several sta-
tions are coming up with ways to
capitalize on their traffic reporting
services. WFIL, for instance, placed
a reporter at a strategic point above
the Schuylkill for on-the-spot re-

Promotions

ports.

In the case of WMMR, the AOR
outlet has printed the “WMMR De-
tour Map” and is distributing it free
throughout the Delaware Valley at
several sponsor locations (including
bank branches and several chain
stores) which have underwritten
the cost of the piece.

The map includes the most com-
prehensive list of alternate routes
laid out in easy-to-read fashion, as
well as specific details about the
downtown problems, easy-to-follow
instructions for those who aren’t
into map reading, and important
phone numbers should other prob-
lems arise.

Study: AG FMs Doing Well

FLAGSTAFF, Ariz. “When was
the last time you saw an ‘AC FM
Sucks’ bumper sticker?” asks Gary
Bond, compiler of the 1984 Bond Re-
port, an analysis of the adult con-
temporary format based on Arbi-
tron-rated stations in more than 100
markets. Bond’s query refutes a
common complaint against AC FMs
for their relative lack of identity,
comparing the longevity of low-pro-
file adult programming to that of
the once high-profile, now defunct
disco radio.

By studying audience composi-

tion, median listener age, share
trends and performance indexes on
the AC outlets, the Bond Report
concludes that AC FMs are much
healthier today than they were two
years ago, even in light of top 40’s
recent takeover in most markets.

To discover what separates the
winning AC FMs from the losers,
how median listener ages can be
used as a strong selling tool, and
other secrets on dressing an AC FM
for success, send $195 to Bond at
3725 Vaqui Drive, Flagstaff, Ariz.
86001.

“WE ARE THE WORLD"
WRQX Washington D.C. (contem-
porary)
Contact: Marty Wall
While “We Are The World,” the en-
tertainment industry project to ben-
efit the starving Ethiopians, is des-
tined to be a major seller, give-
aways of the single have to be
handled gingerly because the pro-
ceeds are slated specifically for the
USA For Africa charity.
Washington’s Q-107 (WRQX)
handled the matter tastefully and
appealed to the listeners in another
way as well with its recent give-
away. Promos stated that @-107, in
conjunction with the Waxie Maxie
retail chain, had purchased 1,000
copies, and that the station would
open the phone lines and take 250
calls a day, awarding a copy to each
caller. The station further stated
that a donation for the price of the
single would be made in the caller’s
name, ROLLYE BORNSTEIN

ACTIONANART

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

L.Als Best Kept Secret

Located in a quiet area, a few
blocks from Beverly Hills and
minutes from all the business cen-

ters in metropolitan Los Angeles,

from Downtown to Century City to
the San Fernando Valley, Le Dufy
offers only luxurious suites with
sunken living room, fireplace, kitch-
enette, two line telephones and private

balcony. In addition to fine service, a

Roof Garden with heated sw1mm1ng

pool and whirlpool spa provide a respite

from a busy day. Suites from $90.

(800) 421-8494, Natonwide
A LUERMITAGE HOTEL

1000 Westmount Drive, West Hollywood, California 90069 = (
* (800) 421-0967, in California

HOTEL DE LUXE d ':

213) 657-7400

FOR WEEK ENDING MARCH 30, 1985

. ®f ©Copyright 1985, Billboard Publications. Inc. No part of this publication
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TOP ROCK TRACKS

o Compiled from a national sample of AOR radio playlists.
/&)
/L) T
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L/Ee/ ¥/ &/ armisT TITLE
= ¥ v < LABEL
1 11| 3| 10| DONHENLEY ALL SHE WANTS TO DO IS DANCE
GEFFEN
DUCK/WARNER BROS.
RADIOACTIVE
3 (2[5 ] memem
4 | 4« | 5 | 7 | BRUCESPRINGSTEEN I'M ON FIRE
COLUMBIA
5 11|19 | 3 | TOMPETTY DON'T COME AROUND HERE NO MORE
MCA
6 | 6 | 7 | u | JOHNFOGERTY ROCK & ROLL GIRLS
WARNER BROS.
7 (7| 8| | FOREIGNER THAT WAS YESTERDAY
ATLANTIC
8 | s | 2 | g | MCKIAGGER JUST ANOTHER NIGHT
COLUMBIA
9 | 13| 17| s | SMPLEMINDS DON'T YOU (FORGET ABOUT ME)
A&M
10! 10 | 11| g | ALANPARSONS PROJECT LET'S TALK ABOUT ME
ARISTA
MICK JAGGER LONELY AT THE TOP
11 14 ls 4 COLUMBIA &
BRYAN SOMEBODY
12 fpolal* e faiiiy BRYANADAMS
13| 8 | 4 | 8 | PHILCOLLINS ONE MORE NIGHT
14 21 30 3 &J’l‘%&%‘/)WARNER BROS. ALONG COMES A WOMAN
15 |15 155 7 | SANTANA SAY IT AGAIN
THE CAR T
16 | 16 | 12 | 10 | THECARS WHY CAN'T | HAVE YOU
17 [ 27 | &1 | 3 | SEORGETHOROGOOD | DRINK ALONE
18| 12| o | 8 | DAVID BOWIE/PAT METHENY THIS IS NOT AMERICA
EMI-AMERICA
HE FIRM
19 19|20/ 4 | THERE CLOSER
DEEP PURPLE ,
20| 20 | 21 | 6 MERCE’RY NOBODY'S HOME
21 | 35 | _ | 2 | TEARSFORFEARS EVERYBODY WANTS TO RULE THE WORLD
MERCURY
FIONA T
2 3 = 2 AT?ANYIC - TK_O ME__(
23| 23|25 | 5 | SARYO SHADES OF 45
20 | a0 | 29 | 5 | GREGKIN Eeh
THE TUBE P
25| 25 | 32 | 4 | THETUBES PIECE BY PIECE
LOS LOB F
26 | 2 | 3 | 3 | LOSLOBOS WILL THE WOLF SURVIVE
27 | 17| 13| 8 | JRIUMPH FOLLOW YOUR HEART
JOHN PARR AGICA
28 28 43 3 A?LANTIC MAGICAL
29 | 29 | 45 | 3 | THEFIRM SATISFACTION GUARANTEED
DAVID LEE ROT
30 18 14 7 WARNER BLREOE e EASY STREET
31|40 | — | 2 | VANMORRISON TORE DOWN A LA RIMBAUD
MERCURY
32 041 | — | 2 | USAFORAFRICA WE ARE THE WORLD
COLUMBIA
33| 2|16 | 10| JOURNEY ONLY THE YOUNG
34 NEWD PHIL COLLINS INSIDE OUT
35| | 3|5 | DO HUNGRY FOR HEAVEN
F
36 | 31| 28 | 8 | DONNEIRIS INJURED IN THE GAME OF LOVE
37| w515 | SURVNOR HIGH ON YOU
KENNY LOGGIN v MANA
38 NEW’ CCEUMBIA QCGINS OXfi0
HN FOGERTY CENTERFIELD
39 | NEWD | JOHREOS T
IN GEORGE EARTLINE
0| w|ul | BOBNGEORG "
IC CLAPTON SHE'S WAITING
a1 | Newp | ERICOLAETON
MICHAEL BOLTON EVERYBODY'S CRAZY
42 | 41 | 49 | 3 | MICHAE o
A
43 | 33 | 26 | 8 | JHECARS BREAKAWAY
NNY VAN ZANT 'M A FIGHTER
4|  NEwp | 1OHN
45 | 32 | 22 | 10 | LRB, PLAYING TO WIN
46 | 3 | 3 | 6 | ELLIOTEASTON (WEARING DOWN) LIKE A WHEEL
ATE FOR GOODBYES
47 | 39 | 27 | 15 | JULIANLENNON TOO LAT
THE KINK LIVING ON A THIN LINE
48 | 38 | 24 | 8 | THEKINKS
PEEDWAGON CAN'T FIGHT THIS FEELING
49 | 43 | 39 | 16 | REOS G
i .| AUTOGRAPH TURN UP THE RADIO
50 | a2 | 35 | 19, BY
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New Look for Disc Jockey
Chain Remodeling ‘Many’ Stores

VICKSBURG, Miss. Disc Jockey,
the 30-store chain headquartered in
Owensboro, Ky., is bowing a new
look with a unit in the new Pember-
ton Square mall here. The new unit
continues a current move into video
rental, available in stores in 13
states.

According to Terry Woodward,
owner of Wax Works/Video Works,
the parent distribution organiza-
tion, “We will go back and remodel
many of our other stores. After all,
when we opened the chain five
years ago, Compact Discs hadn’t
been heard of, and prerecorded cas-
settes were nothing like they are
now.”

With video rental in 18 units,
more space is also a requirement.
Woodward says stores average
2,400 square feet. All but two of the
30 stores are mall sites.

Among key elements in the new
Disc Jockey look, which Woodward
describes as ‘“modern, not high-
tech,” is a brown-dominated sub-
dued color in the outside as well as

the slat-wall interior sections.

Gallagher describes the most
dominant design feature the “hot
wall,” a section seven feet tall up
front that features the top 30 al-
bums, with cassettes in long boxes
positioned next to their LP counter-
parts.

Slat-wall also characterizes the
approach in other interior display
sections. Disc Jockey has recently
added personal stereo. This product
and other accessories are accommo-
dated in baskets that fit on slat wall.
“We even have slat-wall end caps,”
says Gallagher.

Disc Jockey's success with video
rental in malls makes it one of a few
record/tape chains to succeed,
much less even attempt the idea.
Malls are thought to be not well sit-
uated for the high traffic rental ac-
tivity, and X-rated product is gener-
ally taboo.

In Disc Jockey's case, Woodward

(Continued on page 25)

432-Store Franchise Chain

etailing

Adventureland Video Thrives, Family-Style

BY EARL PAIGE

ANAHEIM Maintaining a hit-ori-
ented home video inventory, em-
ploying continuous promotions and
renting VCRs are cited as key rea-
sons why franchisees of 432-store
Adventureland Video thrive in small
towns around the U.S. The chain, as
revealed here during its recent con-
vention (Billboard, March 16), is lit-
erally “wiring” rural and suburban
communities in 43 states for home
video.

In interviews, principals and fran-
chisees alike were hard-pressed to
emphasize any one single factor as
spurring growth. However, more
than one franchisee did point to con-
fidence in co-founders Brent Smith,
president, and Martin Ehman, board
chairman.

Smith tosses aside any sugges-
tion that he or Ehman discovered a
video genie in a bottle and patented
it. “Everyone thought I was basical-
ly nuts,” says Smith, alluding to his
concept nearly four years ago thata
family-style video store would

L = -
by Mike Shalett
THERE IS A NEVER-ENDING
debate between AOR and contem-
porary hit radio as to which format
serves more record buyers. As if
ratings wars were not enough, the
stations battle for advertising dol-
lars from record retailers and rec-
ord companies, all the while trying
to prove a greater reach among
consumers.

We pulled out our February sur-

vey and took a look at the compari-
son of record consumers and their

Is it the music that makes the
difference? Or is it the presenta-
tion? Regarding the music, AOR
folks predictably like a lot of hard
rock—44.9%. But 22.4% of the for-
mat’s fans say soft rock is their
fave rave.

Among top 40 listeners, soft
rock is king with 40.2%. And un-
like their AOR counterparts, they
show almost no tolerance for hard
rock. Less than 10% say they like
the harder type of sound. Their

A look at the many differences
between AOR and top 40 listeners

identified favorite radio formats.

The top 40 record consumer is
younger than his AOR counter-
part. Based on radio ratings, one
would expect that. Album radio’s
record buyers are strongest in the
19-24 age demographic. More than
one-third of its consumers reside in
this demo.

It’s also worth noting that
though much of the top 40 audi-
ence is young, there are still good
numbers among record buyers as
old as 50. Approximately 26% of
top 40’s record consumers are
above the age of 25.

As we like to remind our read-
ers, survey participants have con-
stantly split 60/40 male/female.
With regard to radio preferences,
the split among contemporary ra-
dio fans is 53/47 female to male.
With album radio fans, the
strength is with males 67/33.
That’s quite a difference.

second favorite type of music is
new wave.

More of our AOR fans have ac-
cess to or watch MTV. As far as
viewing habits of the channel are
concerned, they also watch more of
it. A top 40 fan is a moderate view-
er of the channel.

The younger hit radio fan tends
to buy more cassettes than the
AOR listener. The AOR fan is also
buying more Compact Dises than
his top 40 buddy. Age spells the
difference here, too.

Who buys more records? Once
again it’s our AOR listener. Nearly
two-thirds of our AOR sample say
they have purchased six or more
records in the last six months. Less
than half of the top 40 crowd says
the same.

Our top 40 fan is twice as likely
to be a heavy buyer of singles as
an album radio fan. We are also
seeing an increase in both groups

in terms of their 12-inch buying.

The only major difference in the
way the two radio populations find
out about records is that hit radio
fans seem to talk less about rec-
ords with their friends than AOR
fans do. One of the people AOR
fans could be talking to is a record
store clerk. A greater percentage
of these folks shop in non-mall
stores and specialty shops. Howev-
er, AOR fans also mention dis-
count stores more than contempo-
rary hit radio fans. The top 40 rec-
ord consumer shops a bit more in
mall stores.

“On Target” is a bi-weekly fea-
ture to help readers understand
more about consumer buying
habits and trends. The column is
based on retuil research conduct-
ed by the Street Pulse Group, a
New York-based music industry
marketing consultancy 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 paid for a purchase,
and a $2 coupon, good for the con-
sumer’s next purchase at the
store, is the motivation 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.

work. “We were told we'd lose it if
the business wasn’t based on X-rat-
ed product.”

In his speech here at the Salt
Lake City-based chain’s first con-
vention, March 4-7, Ehman paid trib-
ute to both his wife, Diane, and
Smith’s wife, Connie, as “the moth-
ers of Adventureland.” The idea
was always that rural and suburban
families might well be eager for
home video, being more dependent
than city dwellers on television as
entertainment. Ehman said he and
Smith conceived the basic plan “in
our corporate offices—a Denny’s”
as they traveled for Campbell’s
Soup.

The idea of a tiny, high-turnover
video inventory restricted to only
VHS helps keep the price of fran-
chises low. An equal emphasis on
children’s product anchors the
“family fun’ atmosphere, again
with low-priced, regular-turnover
inventory.

Today, franchisees are adding
more titles. Smith talks of some
“superstores’’ with 500 movies.
Dean Mattern, a new franchisee in
Forest, Va., describes leasing titles
for rent.

“We call it our rotation wall,” he
says. “The movies are there for 30
days only. I spent $783 for 150 titles
and netted $814” above cost.

In a workshop on promotion,

Smith took the podium to describe
special children’s sections with
counters at a child’s-eye level and
rentals at 99 cents. The chain has its
own division for prizes, candy and
merchandising p-o-p items.

One workshop leader, W.C.
Winkler of Charlottesville, Va.—
one of many franchisees who have
gone on to become regional reps
and help ‘“‘clone” more stores—told
of targeting convalescent and nurs-
ing homes. One home, he said,
wants the VCR wired for five
floors. For this older demographic,
“The older the movies, the better,—
they want ‘Tarzan’ when he was
only grunting instead of talking.”

For an hour, table after table of
the assembled 500 franchisees ex-
changed promotion ideas, from buy-
ing 24 prize trips for $50 each to
rental club membership incentive
contests. “For 10 new members, a
present member wins a new VCR,”
Winkler noted.

In 5,000-population Preston, Ida-
ho, said franchisee Earl Jensen, pro-
motions have impact. He had 1,000
keys to a treasure chest returned.
He rents out 80 VCRs on a weekend
and has 1,000 rental club members
who paid $19.95 for lifetime mem-
bership.

Possibly as important to Adven-
tureland’s success as anything is

(Continued on page 28)
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Specialty Records, Inc.

Phone (213) 656-7711

Our entire catalog now available on cassette.

The famous recording
company of the 40’s, 50’s, and
early 60’s still ships those
ORIGINAL RECORDINGS

ORIGINAL HIT ARTISTS.
Cash in on the constant demand for

Specialty’s Little Richard, Larry Williams,
Lloyd Price, Sam Cooke’s Gospel, Soul
Stirrers, Pilgrim Travelers, etc. by con-

8300 Santa Monica Blvd. Los Angeles, CA 90069

NEW YORK While high-recogni-
tion blank tape brands square off in
competing cash rebate promotions,
Konica is vying for dealer and con-
sumer attention through free prod-
uct incentives.

“You look at the regulation bell
curve,”’ explains Mitchell Ravitz,
sales manager of the audio/video di-
vision, “and you figure maybe 4%
of consumers in a program like ours
would get to the 100 tapes pur-
chased level” to qualify for a free
$500 video camera. “What we found
was 33% got to that level.”

With the initial program, dubbed
“Gift Boutique,” running through
Sunday (31), the company is al-
ready planning ‘‘Gift Boutique
Too,” offering fewer gift redemp-
tion items that may be more easily

—

INTRODUCING OUR NEW

RECORD, COMPACT DISC and VIDEQ MOVIE DEPT

*WE OFFER OUR CUSTOMERS THE
FOLLOWING SERVICES: *Daily Specials *Up-to-
Date Product Information by phone ¢Export
*Monthly

*BIG APPLE ENTERTAINMENT. A leading
distributor of home entertainment products
serving dealers from coast-to-coast.

*LARGEST INVENTORY OF ANY DISTRIBUTOR:
We stock BETA as well as VHS video cassette
tapes. Inmediate delivery on all products. Vast
selection of pre-recorded music such as Jazz,
Classical & Pop. Great selection and extra profits
for you.

ALL NEW FOR 1985. . -

+368 PAGE *AUDIO *VIDEO *COMPUTER *ELECTRONICS CATALOG

+80 PAGE *RECORD <CASSETTE *CD CATALOG
+128 PAGE VIDEQO MOVIE CATALOG

CALL TOLL FREE

(800) 221-3191

BETWEEN HOURS: 9 A.M.—6 P.M. E.8.T. MONDAY THROUGH FRIDAY
IN NEW YORK CITY CALL: (212) 233-0747

r-------ﬁ---------------------------

NAME:_
TITLE: _
COMPANY: =

15 PARK ROW, NEW YOR

Division ¢One-Stop Distribution
Newsletter

TELEPHONE: —
ADDRESS:

cary:
STATE. _ ZIP:

EW YORK 10038

earned.

At the top end of the earlier pro-
gram, purchase of 80 high grade or
100 standard videotapes was re-
quired to earn pieces of Japanese
art, furniture or the camera. This
time, in sharp contrast, the three
gift choices are all tied to Konica’s
full line: one free blank video-
cassette, three Konica GM-1 90
blank audiocassettes or three rolls
of color film. The program began on
March 15 and runs through Aug. 31.

As he looks at the current cash re-
bate crunch from the firm’s head-
quarters in suburban Englewood
Cliffs, Ravitz says it’s “throwing
money against the wall.” The prob-
lem, however, is that all the big
brands are doing cash rebates. How
can Konica, a comparatively new
blank tape presence, stand out?

Moreover, Ravitz must work
without the national advertising
budgets the established brands en-
joy; and, as he indicates, growth is
restricted within rather conserva-
tive stages as outlined by Konica’s
corporate parent, Konishiroku Pho-
to Industries.

Ravitz also assails the confusion
over better videotape grades. “The
fact of the matter,” he says, “is that
most of today’s hi fi videotapes of-
fer little improvement over a super
high grade.” For Konica’s forth-
coming debut of a super hi fi in the
U.S,, he is developing a dealer edu-
cation program.

Ravitz sees 1985 U.S. blank video-
tape sales hitting 155 million units,
paced by burgeoning sales for low-
er-priced VCRs. However, he pre-
dicts, rather than remain locked into
cash rebate price wars, some ven-
dors will opt to shoot for the more
profitable high end and let other
brands have the standard grade low
end market, even if it sacrifices
market share.

Konica has only been a blank tape
brand in the U.S. since May, 1983,
Ravitz points out, and its marketing
strategy has been to target small
stores, especially mom-and-pop
home video outlets. In terms of go-
ing after record/tape chains, the ac-
knowledged tonnage mover in blank

Gift Incentives Pay Off for Konica
Firm Fighting for Bigger Share of Blank Tape Market

tape, Ravitz says, “At this point in
time we would not have the ability
to supply them,” as this would en-
tail too much inventory.

“The Japanese firms like to be
sold out at the end of each month,”
he says. “We're meeting those
goals. We are doing 48 turns a year,
which is incredible if you look at the
industry as a whole.”

Konica is increasingly mentioning
its audio line, as with the current
gift program, and in this sense tak-
ing on the broader image of the es-
tablished brands. Ravitz says four
grades are available.

As for floppy disks, Konica, while
marketing them in Japan, is holding
off in the U.S. “We use them in-
house here,” Ravitz acknowledges.

If Konica sems to be positioning
itself alongside Fuji, Kodak and Po-
laroid as a basic photo brand emerg-
ing in blank media, Ravitz makes no
boasts beyond saying, “We're the
third largest film company in the
world. Prior to Konica’s introduc-
tion {in the U.S.], our film and pa-
per was sold as private label. We
sell as much film as Fuji.”

However, Konica has yet to
match Fuji or other widely recog-
nized blank media brands. Indeed,
Ravitz acknowledges that Konica is
just wedging into the fiercely
fought blank media brand battle,
earning in its first year a 1% share
of the videotape market.

“Every little 10th of that 1% was
hard earned,” he says. “We're
proud of it. Other companies made
greater gains”’—but, Ravitz adds,
spent more, too.

Golden Goody. The Rockefeller Center outlet of Sam Goody was just one of
the Northeastern retail stores recently participating in a giveaway in support of
RCA's six-record “Elvis Presley—A Golden Celebration”. Fifty limited edition
plaques featuring cover art and signed by label president Robert Summer were
awarded regionally.
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DISC JOCKEY STOHES

(Continued from page 23,

says, the chain never considered X-
product. He also indicates that the
convenience factor depends on the
mall and the market. Where a mall
is a predominant shopping center
for a community, he says, rental
works. Just as vital is competition: |
“We wouldn’t consider video in our
Knoxville unit. There’s too much
competition.”

Woodward, who recently pur-
chased a 50,000 square foot head-
quarters building, says chain expan-
sion is progressing at an even pace
of three to five stores a year. “We
have two more leases signed that
we know will be new stores,” he
says.

The industry shouldn’t think Dise
Jockey is in small or medium mar-
kets only, notes Woodward. The
chain, however, has grown by open-
ing stores in a widely scattered pat-
tern. ““ If I waited to cluster stores,
I probably wouldn’t have 30 now,”
says Woodward.

Woodward tends to seek out mar-
kets he considers strategic to the
chain’s goals. “I wouldn’t go into |
Atlanta with 30 Turtles there,” he
says, “but I can go into Vicksburg
and dominate it.”

According to operations manager
Jim Gallagher, there is only one Mu-
sicland in Vicksburg, and it’s in an
older mall. Disc Jockey’s nearest
units are on the opposite side of
Louisiana, in Bossier City and
Shreveport.

Another key to locating Disc
Jockey stores is working with vari-
ous mall developers. “We're always
looking for opportunities in new
malls,” Woodward says.

With stores relatively far apart,
sometimes only one in a state, Gal-
lagher and Woodward say a key
management strategy is the use of
local people. Ilene Grady, who is
from Vicksburg, is the manager
here.

The chain even went so far as to
get another hometown person for
its grand opening, in this case Co-
lumbia Records artist Mark Gray.
“He drew 1,000 in two hours,” says -
Gallagher of the in-store grand Ty~
opening, which followed the mall’s A
by two days.

geg?d&z‘;dhéai‘;g;‘:es"sfif};’1‘13;) ?)uiisi %u don’t havz to be, but that’s how your
10N o .

Jockey for an acquisition suitor, in customers‘wﬂl feel when they see how grea.t
view of a steady recent takeover they look in our latest styles and colors. With
rate. “We feel we can compete with over 100 styles available from the leader of
izgsovﬁ‘:};ig?r?‘,’,‘shznsinz ‘{‘f;;‘ef;;’irs' contemporary sunglass designs, don’t be
selling out, I'm havizlg too much caught withou: the best sellers (including hot
fun.” EARL PAIGE neon frames and sportcords).

I — Buy StarxShzdes™ from...

We Are The
DIVIDER CARD , ﬂ
COMPANY

We Specialize In ‘“We are the ® Competition’’

Fiber Board :
Hot Stamped 8700 Capital / Oak Park, MI 48237
all sizes and shapes for ! Call for FREE Catalog of Sunglasses &
LP’s e CD’s ¢ 45°s Licensed Rock Accessories
ﬁ;sgea,xfc’f‘%fa;’n’;j’,’gg;’g In Michigan Call (313) 541-1140
o & PGPS Retailers Call 1-800-521-5946, Ask for John
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{516) 293-6161 Ask for David
call for a sample and prices
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by Faye Zuckerman

A weekly column focusing on
hardware and software develop-
ments in the home computer in-
dustry.

BOOKSTORES RACKED up $30
million in home computer software
sales last year, reports Communi-
cation Trends, which says that fig-
ure is expected to double in 1985.
In 1983, only about 300 book spe-
cialty outlets carried computer
software. Currently, more than
2,500 stores do.

I

tertainment, educational and per-
sonal productivity programs. Few
outlets plan to start selling the
$500-plus business software pack-
ages, according to the Barnes &
Noble spokesman. “We expect to
see Apple and IBM software sales
increase this year,”” he adds.
“Those seem to be the popular ma-
chines today.”

STOCK MARKET WATCHDOG
SERVICE Standard & Poor’s has
teamed up with CBS Software to

A new report spotlights bookstores’
importance as software outlets

According to a spokesman for
Barnes & Noble, one of the first
book chains to sell computer prod-
ucts, software for IBM, Apple and
Commodore computers sells best.
He adds that 35% of his overall
sales are products for Apple com-
puters, with IBM software ac-
counting for 25% and Commodore
another 35%.

The spokesman points out that
some software publishers—among
them Simon & Schuster and De-
signware—have switched to pack-
aging that incorporates a book-like
format. Most book publishing gi-
ants, including Random House,
McGraw-Hill, Bantam Books and
Scholastic, have already set up
electronic publishing divisions.

Generally, bookstores carry en-

roll out home computer software
that monitors stock market trends.
“Stockpak II,” which will sell for
about $150, will include a six-
month subscription for updated fi-
nancial databases from Standard
& Poor’s.

Standard & Poor’s had been
marketing the same software
through a direct mail campaign. Its
target was the financial communi-
ty, says George B. Maniscalco,
vice president of micro systems for
the stock market service. “It was
well received by that community,”
Maniscalco adds, “but we had to
change it to suit a consumer audi-
ence.”

CBS Software plans to push
Standard & Poor’s 125-year history
of monitoring Wall St. as its prima-

ry sales pitch for the stock market
program. Ed Auer, president of
CBS Software, points out that the
Standard & Poor’s name will be
spotlighted on CBS Software’s
packaging. “We want buyers to be
confident that they are receiving
accurate and timely financial infor-
mation,” he says.

“Stockpak II” is said to contain
at least 75 financial facts about
1,500 companies traded on the New
York, American or Over-The-
Counter stock exchanges. It will be
made available on Apple II and
IBM personal computers.

cITING A PRICE-SENSITIVE
MARKET, Electronic Arts has
sliced $100 off the price of its
home/office personal productivity
package “Get Organized” for IBM
computer systems. It now lists for
$99.

The San Mateo, Calif. software
publisher is hoping that the re-
duced price will convince retailers
to push the package to first-time
computer buyers. “It runs most of
the applications needed by custom-
ers who don’t use spreadsheets all
the time,” says a spokesman for
the firm.

Under the new pricing structure,
“Get Organized” is positioned as a
high-end home computer package
rather than a business program, as
it was previously labeled by the
firm. Electronic Arts is hoping to
see sales pick up after the price
break goes into effect this week.

TOUCH That DIAL!

Get fast results with ACTION-
MART, the Billboard Classi-

fied.
@O
O QO
Call our Hotline at (800) 223-7524.

and tell Jeff you want to see some
Action!

i Tour.

Wholesale Inquiries Welcome

Sample copy $7.95
(Suggested Retail Price $9.95)

MICHAEL JACKSON
SGRAPBOOK

A historical presentation in THE EARLY
DAYS OF THE JACKSON 5. Over 100 nev-
. er-before-seen photos of Michael and his
2 family. Taken from 1969 through the Victory

TOMMY GLASCOE PRODUCTIONS

435 East 65th Street, New York, N.Y. 10021 » (212) 794-2566

DIVIDER CARDS

ALL SIZES AVAILABLE

15¢ and up
Why Pay More?

Direct from Manufacturer
Call or Write

Sam Lempert
(718) 802-0300
544 Park Avenue, Brooklyn, NY 11205
ALLEN CUTTING CO.
Special Volume Rates
We Buy Used and
Obsolete Cards

+ NOTHING ELSE NEEDED -

* ALBUMS - CASSETTES 45's » VIDEO TAPES -

Phones (313) 289-2181 (313) 559-1691 TELEX 467984 Att. MW

Mfd. & Dist. by MUSIC WRAPPER INC., Southfield, Mi 48076

Over 76 all occasion, assorted high quality
embossed & plain wrapping foils & papers

WRAPS MUSIC OR VIDEO BEAUTIFULLY WITH STYLE, COMPLETE WITH BOW!

Provides consumer Convenience in wrapping excellence

& purchase of Music/Video as
all rights reserved © Designer &F«)k

“The Gift”’ to go. Givethe Flft
of mus
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New Products

T

Nortronics Co. of Minneapolis
introduces a new p-0-p countertop
rack for its video head cleaner kit. The
rack and kits come packaged as a unit
with the purchase of 20 VCR-130
(VHS) or VCR-135 (Beta) cleaners.

For fast action, use
-1 ACTIONMART

the Billboard
Classified.

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

RIAA Spring
Traffic Meet
Set for Atlanta

NEW YORK The Recording In-
dustry Assn. of America (RIAA)’s
spring transportation, distribution
and warehousing workshop will be
held at Atlanta’s Harley Hotel,
April 15 and 16.

Discussions and presentations
during the two-day meet will focus
on contracting for transportation
services, shipping procedures,
freight bill payment and audit ser-
vices, receiving procedures, ware-
housing and product handling tech-
niques, and claims procedures. In
addition, the workshop will include
a detailed tour of the CBS Records
plant in Carrollton, Ga., as part of a
special briefing on the current sta-
tus of bar code applications.

Speakers and discussion leaders

for the workshops include: Richard
Bruce, CBS Records; J. Maurice
Thibodeau, PolyGram Distribution;
Mel Berger, WEA Corp.; and Dale
Johnson, PolyGram Records.

The workshop is open to audio
and video product manufacturers,
retailers, wholesalers, product dis-
tributors, rackjobbers and their
suppliers and vendors. Registration
is $125 and includes transportation
for the plant tour, meals, handbooks
and other material. Attendance is
limited due to space restrictions.

FOR
(602)

VINTAGE RECORDINGS BY

HALL & OATES

“ALL OUR LOVE”

HSRD-017

ALBUM & CASSETTE AVAILABLE
$6.98 LIST

INFORMATION CALL:
971-0979

Nar— ;)

HETAGE - SOUND - BE CORDING - O YRR TORS

P.O. Box 22153
Phoenix, Arizona 85028

:

etailing

New Releases

ALBUMS

The following configuration ab-
breviations are used: LP—album,
EP—extended play;, CA—casselte;
NA—price not available. Multiple
records and/or tapes in a set ap-
pear within parentheses follow-
ing the manufacturer number.

POPULAR ARTISTS
LADY PANK
Drop Everything
LP MCA MCA-5558/$8.98
CA MCAC-5558/$8.98
NECROPOLIS OF LOVE
The Hope
LP Thumb 3/$4.98

REACH, STEPHANIE

LP Constellation MCA-5534/MCA/$8.98
CA MCAC-5534/$8.98

RIVERS, JOHNNY

Greatest Hits

LP MCA MCA-917/$3.98
CAMCAC-917/$3.98

THE THOUGHT

LP MCA MCA-5559/38.98
CA MCAC-5559/38.98

BLACK
KLIQUE
tove Cycles
LP MCA MCA-5532/$8.98
CA MCAC-5532/$8.98
ROBBINS, ROCKIE
LP MCA MCA-5526/$8.98
CA MCAC-5526/$8.98
RON
Ready Or Not
CA Ready Or Not Productions R.O.N. 013/$8.98

GCOUNTRY
GIBBS, TERRI
Best Of Terri Gibbs
LP MCA MCA-1575/$4.98
CA MCAC-1575/$4.98
MANDRELL, BARBARA
Greatest Hits
LP MCA MCA-5566/38.98
CAMCAC-5566/$8.98
STRAIT, GEORGE
Greatest Hits

LP MCA MCA-5567/$8.98

CA MCAC-5567/$8.98

WELZ, JOEY

American Made Country Roll

LP Caprice Internationai CIR-1008/$8.98
CA CIR-1008/$8.98

SOUNDTRACK

VARIOUS ARTISTS
Into The Night
Original Motion Picture Soundtrack

LP MCA MCA-5561/%$8.98
CA MCA-5561/$8.98

COMPACT DISC

BILL BERRY'S ELLINGTON ALL STARS
For Duke
CD Realtime RT 1001/no hst

DIAMOND, NEIL
Hot August Night
CD MCA MCAD-6896/no list

Taproot Manuscript
€D MCA MCAD-37196/no list

His 12 Greatest Hits
CD MCA MCAD-37252/n0 list

(Continued on page 29)

** BW

s e

Video Bingo is a new game to play on your VCR. The two—hour videocassette
has hundreds of game variations, and comes packaged with everything you
need for hours of enjoyment, for all ages. $34.95

! 3 21335567
102 6 (30355663 |
13415 =,

For a free brochure, contact:
Best Film & Video Corp.
98 Cuttermill Road Great Neck, N.Y. 11021 516-4874515
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ADVENTURELAND VIDEO

(Continued from page 23)

that the chain did not have to rely on
an installed base of VCRs, because
.stores rented them. Many franchi-
sees are renting machines with op-
tions for consumer purchases. Semi-
nar leader Bill Houk of Clinton, Mo.,
said his first two stores “had 60 ma-
chines, and we ran out in two
weeks. We ran out of money, too.”

Adventureland now has its own
VCR leasing program for franchi-
sees operated by Bruce Peacock,
one of the first franchisees.

Houk, who now has four stores
and is an area rep, contended that
the “Rent To Own” idea of charging
people $780 for a VCR that costs
stores $300 “makes some of your
salespeople feel guilty. But you
don’t feel guilty to rent people a
VCR for $5 every Saturday and
probably one on Friday night, too,
for $3. That’s $8 in VCR rental fees
for the week. How much credit do
you give that customer toward a
VCR?”

Houk went on to say that with a
free movie each week as a time-pay-
ment is made, the customer ends up
with $234 worth of free rentals af-
ter 78 weeks and still owns a VCR.

Of course, the idea isn’t as much
to make money on the VCR pur-
chase as it is to stimulate weekly
movie rental traffic as customers
make payments. “I'd pay people one
dollar just to come in my stores,”
Houk said of the value of traffic.
“There’s no secret to [‘Rent To
Own’]. I don’t know how it missed
us [originally].”

All stores are closed Sunday, but
Smith says, “We make more money
on Saturdays that way” through
weekend incentive rentals. He con-
tends that closing Sunday upholds
the family store idea as well.

Both Smith and Ehman seemed at
times almost overwhelmed by the
crowd at the Adventureland conven-
tion and the 80 exhibitors lured by
the chain, which now claims 35 new
stores a month. Ehman said Adven-
tureland had deliberately main-
tained a low-key image “until we
had something to talk about.” As
for Hollywood’s perception, he not-
ed that 19 of 21 software vendors
elected to display at the four-day
event.

The Scarborough Systorm,
From your distributor or

The Scarborough System, inc.
800-882-8222

FOR WEEK ENDING MARCH 30, 1985

A
oy Compiled from a national sample of retail store and rack sales reports. 4 ~
«/s/ T ] 2 G| 2
& &/ L = = 4] ] ®
= < w @ - E 13 g .
5 Q = = - = ~ -3 H
/s /e 1B 5| 8|=|8|¢€|=| £
L/ JT/&/ TITLE Publisher Remarks wn|l<| < |0 8| =|r~|c|0o
1 1 | 63 | FLIGHTSIMULATORN Sublogic Simulation Package ® ® ®
2 | 2 | 71 | FLIGHT SIMULATOR Microsoft Simulation Package °
3 | 15| 3 | F15STRIKEEAGLE MicroProse Air Combat Simulation Game. ° [ [
4 3 | 17 | GHOSTBUSTERS Activision Strategy Arcade Game ® ® ®
5 5 | 33 | SARGONIII Hayden Chess Program Y ®
6 4 14 ;:E ggs\t;ﬁlKER SGUIDE TO Infocom Adventure Strategy Game ® ) ) )
7 | RE-ENTRY | BRUCE LEE Data Soft Adventure Game ® ® ®
[ ]
= | 8 8 25 | ZORKI infocom Fantasy Adventure Strategy Game Y Y Y Y Y Y Y
L]
E 9 7 43 | SUMMER GAMES Epyx Arcade Style Sports Game Y ° ° Y
E 10 | NEWD | IMPOSSIBLE MISSION Epyx Action Strategy Game ° °
E 11 ] 11 | 26 | RAIDOVER MOSCOW Access Strategy Game °
E 12 | 17 | 20 | KING'S QUEST Sierra On-Line Adventure Game Y °
E 13 | NEW)D | FIELD OF FIRE ,srfc'a‘egic Simulations 5 t,0n Strategy Game °
14 | 12 | 76 | WIZARDRY Sir-Tech Fantasy Role-Playing Game Y
15 | NEW)> | ONFIELD FOOTBALL Gamestar Arcade Style Sports Game °
16 6 62 é?;‘éuéggxlggfig?‘ELARRY Electronic Arts Arcade-Style Sports Game ) ® ®
17 | 10 | 23 | SARGONIN Hayden Chess Program o |ox | ox ox
18 | 18 | 10 | STARLEAGUE BASEBALL Gamestar Arcade Style Sports Game o |(ox| @ Y
19 | 13 | 10 | MILLIONARE Bluechip Stock Market Simulation Game Y Y Y Y Y Y Y
20 | 9 | 77 | EXODUS:ULTIMAIN Origins Systems Inc. Fantasy Role-Playing Game ® ® ® Y
Educational program that teaches touch typing to ages 7
1 1 18 NEW IMPROVED MASTER TYPE Scarborough toadultin an exciting video game format in 18 different ® (00 (00| @ [
lessons.
Contains over 600 problems in addition, subtraction,
2 2 61 MATH BLASTER! Davidson & Associates  multiplication, division, fractions and decimals for ) [ )
students ages 6 through 12, with a game at the end.
. Program That Develops Speed, and shows progress
3 3 |26 | TYPINGTUTORII Simon & Schuster R et pee ) ey ® ® ® ®
. Interactive music composition and learning tool enables
g 4 4 5 MUSIC CONSTRUCTION SET Elsctionichats user to work with a library of music or compose own. i L L
— Educational program designed to introduce children, ages
= 5 8 53 | FACE MAKER Spinnaker 4 through 8. to the computer keyboard and the conceptof | @ Y Y Y
< programming.
O Designed for students, grades 4 - 1 2, to teach new words.
= | 6 5 33 WORD ATTACK! Davidson & Associates  their meanings and their usages in an interesting and [ ° °
n exciting way.
(T ]
7 | 6 | 19 | SAMPLESAT Hayden Sample Test Module ° ° ° °
Teaches the basics of logic and circuitry to ages 9 and up,
8 | RE-ENTRY [ ROCKYS BOOT The Learning Company  Presents user with a problem that is solved by using logic [ [ [
and building a machine to solve the problem.
No adult supervision & friendly interactive package
9 9 17 | EARLY GAMES Counterp composed of 9 educational, entertaining games designed ® |ox |ox | @ ox
for childrenage 2 1/2t0 6.
SUCCESS WITH MATH: Designed for students grades 2-8. Provides student with
10| 7 | 5 | MuLTIPLICATION/DIVISION ~ CBS practice in problem solving. o [0x 00 0
1 1 36 | PRINTSHOP Broderbund At Home Print Shop Y
E 2 2 78 BANK STREET WRITER Broderbund Word Processing Package ) ® ) )
g 3 3 17 | LOTUS1-2-3 Lotus Inc. Programming Language Y Y
g 4 10 3 FAST LOAD Epyx A cartridge that speeds up load time. *
§ 5 | 4 | 77 | PFS:FILE Software Publishing Information Management System ° ° °
g 6 8 | 70 | DOLLARS AND SENSE Monogram Home Financial Package ° Y °
W 7 7 10 PFS: WRITE Software Publishing Word Processing Package ° ° °
E 8 5 38 PAPERCLIP Batteries Included Word Rrocessing Package ) o0
2= | 9 | REENTRY | TAXADVANTAGE, THE Continental Tax Preparation Program Y ° ° ° ° P
10| 6 8 THE HOME ACCOUNTANT Continental Home & Small Business Financial Management Program Y Y Y Y Y Y ° Y

©Copyright 1985, 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.
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NEW RELEASES

(Continued from page 27)

Moods

€D MCA MCAD-37194/no list

THE DOORS

L.A. Woman

CD Elektra/Asylum 2-75011/WEA/$15.98
FOREIGNER

Double Vision

CD Atlantic 2-19999/WEA/$15.98

4

CD Atlantic 2-16999/WEA/$15.98
MORSE, STEVE
Introduction

CD Elektra/Musician 2-60369/WEA/$15.98
SADE

Diamond Life

CD CBS RK 39581 /no list
SHALAMAR

Heartbreak

€D Solar 2-60385/WEA/$15.98
SIMON, PAUL

Greatest Hits

€D CBS CK 35032/no list
SPYRO GYRA

Morning Dance

€D MCA MCAD-37148/no list
THE TIME

Ice Cream Castle

CD Warner Bros. 2-25103/WEA/$15.98
WHISPERS

So Good

€D Solar 2-60356/%$15.98

THE LITTLE DRUMMER GIRL

Diane Keaton, Yorgo Voyagis, Klaus Kinski
W Warner Home Video 11416/$79.95
11416/$39.98

THE LITTLE HUMPBACKED HORSE
& Y Video Ants International VAI-RB 2/$59.95
LUCIA DI LAMMERMOOR

Anna Moffo

A W Video Ants International VAI-OP 1/$69.95
(Italian, English)

THE MACKINTOSH MAN

Paul Newman, Dominique Sanda,
James Mason

& W Warner Home Video 11288/$59.95
THE MAGIC FLUTE

David Hockney, Benjamin Luxon,
Felicity Lott

The London Phitharmonic Orchestra
A ¥ Video Arts International VAI-OP 5/$79.95
(German, English)

THE MARRIAGE OF FIGARO

lleana Cotrubas, Frederica von Stade

The London Philharmonic Orchestra
W Video Arts international VAI-OP 6/$79.95
(italian, English)

DAVE MASON IN CONCERT
& W Monterey Home Video 133-519/IVE/$39.95

THE MEDIUM

Marie Powers, Anna Maria Alberghetti
& W Video Arts International VAI-OP 4/$59.95
THE PACK

Joe Don Baker

& W Warner Home Video 11250/$59.95

PLISETSKAYA DANCES
4 W Video Arts international VAI-RB 3/$59.95

RATTLERS

Sam Chew, Elizabeth Chauvet, Dan Priest
& W US.A Home Video 214-460/IVE/$49.95
RAZORBACK

Gregory Harrison

& ¥ Warner Home Video 11432/$79.95

ROMEO AND JULIET
& W Video Arts International VAI R8 8/$64.95

To get your company’s new video rel

”
KENNY ROGERS

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.

8LANK & PRE-PRINTED
CUSTOM OR PROMOTIONAL

800/648 - 0958

2
Z)
2
%
2
Y

GOPHER PRDDUCTS CORP

2201 Lockheed way
Carson City. Nev 88701

To get your company's new releases listed,
either send release sheets or else type the
information in the above format on your
letterhead. Please include suggested list
price whenever possible. Send to Linda
Moleski, Billboard, 1515 Broadway, New
York, N.Y. 10036.

HOME VIDEO

Symbols for formats are a=Beta,
v=VHS, ¢=CED and $=LV.
Where applicable, the suggested
list price of each title is given,
otherwise, “No List” or “Rental”
1s indicated.

ANNA KARENINA

& W Video Arts International VAI-RB 7/359.95
ANTS

Lynda Day George, Suzanne Sommers,
‘Myrna Loy

& W US.A Home Video 214-344/IVE/$49.95

BOBBY RACCOON

Animated

e Famity Home Entertainment FB3.99/MGM-UA/$29.95
FV3.99/$29.95

THE CARMEN BALLET, DYING SWAN,

BACH PRELUDE

& W Video Arts International VAI-RB 1/$59.95

COUNTRY

Jessica Lange, Sam Shepard,

Wilford Brimley

& @ Walt Disney 241AS/Pioneer/$34.95

DER ROSENKAVALIER

Elisabeth Schwarzkopf

& W Video Arts International VAI-OP 1/$89.95

(German)

DON GIOVANNI

Benjamin Luxon

The London Philharmonic Orchestra

& W Video Arts International VAI-OP 7/$79.95

(itatian. English)

DON'T BE AFRAID OF THE DARK

Kim Darby, Jim Hutton, Barbara Anderson

& W US.A Home Video 214-457/IVE/$49.95

THE FABULOUS FLEISCHER FOLIO

Animation

& ¥ Walt Disney 852AS/Pioneer/$24.95

FIDELIO

Bernard Haitink, Elisabeth Soderstrom

The London Philharmonic Orchestra

& ¥ Video Arts International VAI-OP 8/$69.95

{German, English)

GALYON

Stan Brock, Lloyd Nolan, Ina Balin

& W Monterey Home Video 135-617/IVE/$59.95

INSIDE OUT

Telly Savalas, Robert Culp, James Mason

& ¥ Warner Home Video 11279/$59.95

JOHNNY NOBODY

William Bendix, Nigel Patrick,

Yvonne Mitchell

& ¥ Monterey Home Video 133-518/IVE/$39.95

LASSIE, VOLUME Ill

Animated
Family Home Entertainment FB3.97/MGM-UA/$29.95
W FV3-97/829.95

EGYPTIAN EMPIRE RECORDS:
DMSR-00661

DMSR-00662

DMSR-0664

DMSR-0663-LP

DMSR-CC-63

FREAK BEAT RECORDS:
UJA-1001

RAPSUR RECORDS:
RP-40001
RP-10002
RP-10003
RP-10004
RP-10005
RP-10009
SATURN RECORDS:
SAT-2007
SAT-2008
SAT-2009

TECHNO HOP RECORDS:
THR-2

KRU CUT RECORDS:
KC-002

HITTS RECORDS
RAPP-001

DREAM TEAM RECORDS:
DTR-629

MACOLA RECORDS:
MRC-0901 (7~ 45)
MRC 0904 (7" 45)

MRC-0906 (7" 45)
MRC 0902
MRC-0905
MRC-0900
MRC-0903
MRC CC-0900-LP
MRC CC-0903-LP

Egypt. Egypt

My Beat Goes Boom
Girls/Voices

The Egyptian Lover on the Nile
The Egyptian Lover on the Nile

Dial A Freak

We Like Ugly Women
Strange Life

Knuckle Draggers
Big Butt

It Ain't Tough

Ugly Knuckie Butt

Scratch Motion
100 Speakers
Get Tough

808 Beats

Surgery

Erotic Rapp

Calling on the Dream Team

Stoked on Christmas
Learn fo Love Again/
Lady in Love

RESENTS 1989

CAIALOG LISTING

(from the Soundtrack of “Night of the Comet”)

You Don’t Know/Girl | Want You
She Stops Traffic

So Delicious

Night of the Comet

Hundra

Night of the Comet (cassette)
Hundra (cassette)

ACTION MUSIC

6541 Eastland R
Hayes iIndustrial Park
Cleveland. OH 44142

ASSOCIATED DIST
3803 N. 36th Avenue
Phoenix, AZ 85019

JERRY BASSIN
20031 N.E.15Ct
N. Miami Beach. FL 33179

B8iB DIST
104 Yorkmont Rd
Charlotte, NC 28210

CITY HALL RECORDS
15 Tiburon St
San Ratael, CA 94904

GREAT BAY DiST
1400 Aticeanna St
Baltimore. MD 21231

AVAILABLE THROUGH

LIST PRICE
The Egyptian Lover $4.98
The Egyptian Lover 4.98
The Egyptian Lover 498
Egyptian Lover 8.98
Egyptian Lover (cassette) 8.98
Uncle Jamm'’s Army 4.98
Bobby Jimmy & The Critters 498
The Arabian Prince 498
Bobby Jimmy & The Critters 4.98
Bobby Jimmy & The Critters 498
The Arabian Prince 4.98
Bobby Jimmy & The Critters 598
Triple Threat Three 4.98
Daniel Sofer 4.98
Young Bennie Valentino 498
The Unknown D.J. 498
The Wreckin' Crew 4.98
The Future M.C.'s 4.98
L.A. Dream Team 498
David Allen
Chris Farren/Amy Holland
Revolver
Revolver
The Marks Bros & Sister Miranda 498°
Delicious 498
Original Soundtrack 8.98
Original Soundtrack 8.98
Original Soundtrack 8.98
Original Soundtrack 8.98

HOUSE DIST
4128 Broadway
Kansas City. MO 64111

INDEPENDENT RECORDS
401 S.E 10th Court
Hialeah, FL 33010

JDC RECORDS
567 W. 5th St
San Pedro, CA 90734

NAVARRE CORPORATION
7300 32nd Ave . N.
Minneapolis. MN 55427

JEM DIST
1474 4113th St
Grand Prairie, TX 75050

SE Promo Marketing: Nick Saierno. 2723 N.E. 164th St.. N. Miami Beach. FL 33160

JEM RECORDS WEST. INC
18629 Topham St
Reseda. CA 91335

M.S. DIST.
2060 S. Carboy
Mt. Prospect. L 60056

MS DIST
2864 C. Bankers Industrial Dr
Afianta. GA 30360

STAN'S RECORDS
728 Texas St
Shreveport, LA 71163

TARA RECORDS
582 Armour Circle
Atlanta, GA 30324

ALL SOUTH DIST.
1924 Lafayette St
New Orleans, LA 70413

PEARL DIST
710 12th Avenue
New York City. NY 10019

SELECT-O-HITS
405 Chelsea Avenue
Memphis. TN 38107

AQUARIUS DIST

OF NEW ENGLAND
479 Park Avenue

E. Harttord. CT 06108

JUSTIN ENTERTAINMENT
2775 £ Bankers Industrial Dr
Aflanta. GA 30360

UNIVERSAL DIST
9419 N. Broad St
Philadelphia. PA 19123

MA‘.f\,L /L/\ QECOQD S

6209 Santa Monica Bivd., Hollywood, CA Q0038 (213) 469-5821

d
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VH-1 Off to Fast Start, Says MTV

But Advertiser Reaction to New Clip Channel Is Mixed

BY TONY SEIDEMAN

NEW YORK VH-1is expanding its
audience base far more rapidly than
expected, MTV Networks Inc.
claims, and by the end of 1985 the
service should have over 10 million
viewers.

But reaction to the hits-oriented
music video service is mixed in the
advertising community. Some major
agencies complain that MTV Net-
works is not doing enough to pro-
mote and sell it, while several cable
rep firms say that while the net-
work may be off to a slow start, in-
terest among potential advertisers
is high.

“Obviously they’re trying to keep
expenses to a minimum,’’ says
Young & Rubicam'’s senior vice pres-
ident and group supervisor for ca-
ble tv, Ira Tumpowsky. Tumpowsky
says he is “bothered” by what he
feels is MTV’s lack of financial and
promotional support for VH-1.

The new network is maintaining a
‘“very low profile,” he says, some-
thing which makes it difficult for
him to recommend the service to his
clients.

“MTV mushroomed primarily be-
cause it became a word-of-month
situation,”” Tumpowsky says, add-
ing that he doesn’t think VH-1 can
do the same thing because of the
differences in its audience, format
and programming.

MTV Networks has a different
point of view. “MTV pre-sold video
music as a way to convey advertis-
ing messages and commercials,”
says the company’s senior vice pres-
ident and general manager of ad-
vertising sales, Bob Roganti.
“We're very encouraged by the ini-
tial reaction of the clients towards
the channel.”

Even more encouraging, claim
MTV executives, has been the
growth rate of the service, which is
running an estimated 30%-35%
ahead of schedule, according to
MTV Networks vice president of
production and music programming
Kevin Metheny. By April 1 the ser-
vice should have 5.5 million sub-
scribers, he says, a sharp jump from
its opening 3.5 million.

MTV Networks has ‘“‘upped the
end-of-the-year projections from
seven million to 10 million,” says
Roganti, who claims the network is
growing at a rate of 500,000 viewers
a month.

That growth, more than anything
else, will be the key to VH-1's sur-
vival, say cable system advertising
sales reps. VH-1's opening weeks
have been ‘‘kind of quiet,” says
New England Cable Rep president
Bob Williams, but he has seen “a
very strong interest in it” among
some of his advertising clients, es-
pecially the rackjobbers.

Williams also sees VH-1’s older
age bracket as a possible hinder-
ance, however, noting that “people
who wanted to reach 18- to 24-year-
olds found MTV to be an oasis in the
desert,” while there are a vast num-
ber of different ways to reach VH-
1’s 24-t0-49 target age bracket.

In the current cable market,
VH-1’s target bracket may prove a
plus, not a minus, according to an-
other cable system rep. Most of ca-
ble’s networks deliver men in the
VH-1 age bracket, not women. VH-1
can do just that, says Cable Net-
works Inc. vice president and direc-
tor of sales John Kramer. But right
now he reports the same kind of ac-
tion Williams does: more interested
inquiries than financial action.

VH-1 just isn’t big enough yet for

e |

ATTENTION

VIDEO PROGRAM BUYERS

ARE YOU SATISHED WITH
YOUR CURRENT AMBIENT VIDEQ?

Do you even know what ambient video is?
If not, call us.

VIDEO PL