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Too Much of a Good Thing?

Bevy of Price Promotions
Irks Home Video Distribs

BY TONY SEIDEMAN

NEW YORK Home video manu-
facturers are scheduling so many
price promotions that they’re over-
loading the distribution system, ac-
cording to wholesalers. They also
complain that the ways in which the
promotions are being handled rein-
force bad inventory habits at all lev-
els of the industry.

“It’s starting to get absurd,” says
Don Rosenberg, general manager
of Schwartz Bros. Inc. It’s “insane,”
agrees Stan Meyer of Sound Video
Unlimited.

Union Musicians’
Session Wages
Dropped in ‘84

BY IS HOROWITZ

NEW YORK Session wages paid
to union musicians last year by U.S.
and Canadian record companies de-
clined by 9%, reflecting more con-
servative industry release patterns
and a continuing reliance on foreign
masters to fill product pipelines.

At the same time, collections by
the Special Payments Fund soared
by 23%, further evidence of indus-
try recovery. Record companies
support the fund by contributing a
small percentage of sales revenues
as a royalty to active recording mu-
sicians.

Reports to the pension and wel-
fare fund of the American Federa-
tion of Musicians (AFM) fix total
wages paid record sidemen in 1984
at  $20,275,762, down from
$22,348,695 the prior year.

(Continued on page 74)

Distributors identify several key
problems with the wave of low-price
efforts:

e Inventory devaluation. Price
protection on many of the promo-
tions is not complete, distributors
say. Comments one: “I'm a fool for
stocking product [in depth] with all
these dealg,” with product on the
shelves dropping in value every
time a new campaign kicks in.

¢ Time. Distributors don’t have
the time to properly handle all of
the promotions that are currently
scheduled. Many of them are pass-
ing complete price cuts on to retail-
ers, rather *han keeping a share for
themselves and making up for the
stock value lost via the price cuts.

7Continued on page 7.3)

Racket Busts
Hit Fla. Sellers
0f Adult Video

CD, VIDEO CONTRIBUTE
TO STRONG FIRST HALF

BY EARL PAIGE

BY JOHN SIPPEL

LOS ANGELES Prosecution of
Florida adult video distributors and
dealers under a state racketeering
statute is raising the stakes in the
spreading adult video battle, follow-
ing the June 12 arrests of two Boca
Raton distribution executives and
several local video store operators.
Video dealers and consulting at-
torneys here and in Florida and Ari-
zona say they believe the action
may signal a significant shift in le-
gal strategy on the part of state and
local officials seeking to clamp
down on X-rated video product. Un-
derscoring dealers’ fears is the stiff
bond of $250,000 set against princi-
(Continued on page 74)
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Lead singe /writer Ziggy Marley, along with his brother and sis-
ters are the MELOCY MAKERS. On their EMI Americe debut al-
burm PLAY THE GAME RIGHT (ST 17165) they prove tiey are
more than capable of carry ng on the Bob Marley lega:y. Ship-

ping July 26th.

LOS ANGELES Industry retail
business, buttressed by surging
Compact Disc sales and continuing
conversion of stores to home video
product, showed significant growth
In the first six months of 1985.

Gains over 1984 of as much as
20% were reported by a cross-sec-
tion of the record/tape/accesso-
ries/video retail and wholesale
sources canvassed.

The 435-store Musicland Group
was into ‘‘double-digit increases,”
according to its president Jack Eug-
ster, although he warns: “Keep in
mind that the period was a kind of
aberration. ‘We Are The World’
made it happen that big. It was

AFRIKA BAMBAATAA says “FUNK YOU!" (TB870). The debut
solo single from the Godfather of Funk is unleased July 19. From
the upcoming LP “BEWARE (THE FUNK IS EVERYWHERE)”

{TB 1008). Y>u can run but you can't hide. “he funk will find you

when you leest expect it. On Tommy Boy, of course.

good for the gross.”

But, he adds, unit sales increased,
and price points declined. “We did
better than expected with blank vid-
eo and audio tape.”

“We got more prerecorded home
videocassette sales, as a period of
enlightenment came about. Para-
mount, MGM and the product from
RCA/Columbia was especially good
because they brought prices down
under $30,” Eugster notes.

Like a number of others sur-
veyed, Gordon Dinerstein of Boston
one-stop/rackjobber Music Suppli-

(Continued on page 76)

RIAA Reports
Six-Month
Platinum Surge

BY PAUL GREIN

LOS ANGELES The Recording In-
dustry Assn. of America (RIAA)
certified 35 platinum albums in the
first six months of 1985, a 46% im-
provement over the same period in
1984, when there were 24 platinum
albums. In fact, it’s the greatest
first-half total for platinum albums
in five years. Significantly, all but
eight of the 35 albums were re-
leased in the past year.

The RIAA also certified 64 gold
albums in the first six months of
’85, the same number it certified in
the first half of '84. Both totals
mark a substantial improvement
over the first half of '83, when there
were 47 gold albums.

The only sour note came in the
area of gold singles: There were

(Continued on page 76)
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¢ ...a roller-coaster of ideas, shades of color and texture
in a music that defies description. e —Press-Telegram, CA.

DI FOR

Rarely does a group emerge who have the power to reshape
music into something that is uniquely their own. Herein lies
the special appeal of Special EFX (i- fékts).

Founding members Chieli Minucci, George Jinda and a
very special group of musicians take “Modern Manners”
to a place where anything can happen!, a place where the
primitive meets hi-technology, where jazz meets rock and
funk, where guest artists like Dave Grusin share tracks with
a legend the calibre of McCoy Tyner. Here is a new formula
for *new age music’ catching on quickly to an audience
eager to try something provocatively new. Step inside a
world of endless musical shape, where diversity forms the
heart of a very special musical matter.

“Modern Manners,” new music from Special EFX on GRP
Records cassettes and state of the art Compact Discs.

IAGE.

American audiences are feeling the effects of “Modern Manners” firsthand as
Special EFX continue their nationwide "85 tour:

“Modern Manners” having a special effect
on jazz charts:

6/20 Beverly Hills, CA 8/20 Hyannis, MASS. 9/23 Albuguerque, N. MEX

6/22 San Jose, CA. 8/23-24  Buffalo, NY. 9/24 Santa Fe, N. MEX. * BlLLBOARD'—24 Wlth bullet

6/25 Cleveland, OHIO 8/25 Rochester, N.Y 9/25 Boulder, COLO.

6/26 Detroit, MICH. 8/28 Northampton, MASS 9727 Houston, TEX. .

6/27 Cleveland, OHIO 9/1 Youngstown, OHIO 9/28 Lafayette, LA. * R&R—TOP TEN’ 4 Weeks runnlng

6/28 Rochester, NY. 93 Lexington, KY. 9/29 3aton Rouge, LA.

6/29 Saratoga Springs, NY. | 9/4 Indianapolis, IND. 1071 Kansas City, KANS

6/30 WASH., D.C. 9/5 Columbus, OHIO 1072 Davenport, IOWA {

74 Rockford, ILL 96 Pittsburgh, PA 1073 3t. Louis, MO.

/6 Memphis, TENN. 977 Philadelphia, PA 10/4 Chicago, ILL.

Y Louisville, KY. 9/8 Manchester, N.H 10/5 Green Bay, WIS.

719 Boston, MASS. 919 New Haven. CONN. 10/6 Eau Claire, WIS

7/20 Huntington, NY 9/10-14  Guatemala City, GUAT. { 10/7 Minneapolis. MINN.

121 Winter Park, COLO. 9/16 San Francisco, CA. 10/8 Milwaukee, WIS.

7/31-8/3  Charlotte, N.C 9/17 San Luis Obispo, CA. 10/10 Omaha, NEBR.

8/4 Atianta, GA. 9/18 San Jose, CA. 10/11 Bloomington, ILL.
Exclusive representation: 85 Cocoa Beach, FLA. 920 SanDiego, CA 10712 Cincinnati, OHIO
lngggdBfonatgxz;nmentComplex Ltd, 87 Tallahassee, FLA 921 Tucson, ARIZ 1013 Madison, WIS. % Thoe o
Suite 507 8/18 Minneapolis, MINN. 9/22 Phoenix, ARIZ. 10/16-21 Baltimore, MD. > [ DI G I TAL MaAaSTEHR ] Wil=los
New York, NY 10036 GRP Records c oM P AaN Y
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BPI MOVES AGAINST TWIN-TAPE DECKS

Amstrad: We're Not Withdrawing System from Market

BY PETER JONES

LONDON The British Phono-
graphic Industry (BPI) is seeking a
‘“phased withdrawal” from the U.K.
market of all machines capable of
domestic copying of prerecorded
cassettes. This move follows the
High Court judgment that hard-
ware manufacturer Amstrad ‘‘incit-
ed” buyers of the firm’s high-speed
twin-cassette deck to break copy-
right laws (Billboard, July 6).

But Amstrad, set to appeal the
court verdict, insists it has no inten-
tion of withdrawing its twin-cas-
sette systems, because the situation
remains “far from clear.”

Amstrad had gone to the High
Court seeking a declaration that it

had done nothing unlawful in sell--

ing the dual-well decks. The firm’s
action followed a BPI letter to deal-
ers warning that copyright breach
was likely to arise through use of
the hardware. Instead, the court
ruled that Amstrad had “incited the
procurement of copyright infringe-
ment.”

Amstrad sales and marketing di-
rector Malcolm Miller, underlining
the firm’s decision not to withdraw
the equipment, says: “The judg-
ment simply is not clear. The impli-
cations for the industry are enor-
mous. There are many factors yet to
be sorted out, not just for us but for
all manufacturers.

“We're deeply shocked by the
High Court decision. We’ve had
many messages of support from

other companies who are now wait-
ing on the result of our appeal, for
which no date has been set.”

Philips has just launched a new
range of twin-cassette systems, one
of which has high-speed dubbing fa-
cility. A Philips statement avers:
“We have never and would never
knowingly issue advertising materi-
al which would encourage a pur-
chaser to infringe the copyright of a
third party. We'll take legal advice
after studying the High Court deci-
sion in detail.”

In the High Court, Mr. Justice
Whitford opened his judgement by
saying: ‘“This case is all about home
taping. Equipment capable of re-
cording on tape has been available
for many years, and copyright own-
ers have been losing potentially
very large sums as a result, not only
from piracy but from home taping.

“In many ways, home taping pre-
sents more of a problem than pira-
cy. The pirate can be tracked down
and stopped, but there’s no realistic

(Continued on page 77)

Opponents Vow To Fight
Audio Home Taping Bill

WASHINGTON Blank tape and
tape recorder manufacturers and
other opponents of the recently in-
troduced audio-only home taping
bill, H.R. 2911, struck back last
week. They declared themselves
“unalterably opposed” to the pas-
sage of the bill, which places a roy-
alty fee on their music-copying
products.

A source from the Audio Record-
ing Rights Coalition (ARRC), a
group of Japanese and American
manufacturers of consumer elec-
tronics and blank tape that also in-
cludes retailers and consumers,
said, ‘“We reject the bill totally, and
we will fight it with everything we

have.” The ARRC is allied with the
Electronics Industries Assn.’s Con-
sumer Electronics Group (EIA-
CEG).

In a Monday (1) statement, the
ARRC took the recording industry
to task for its ‘“annual plea for a
public subsidy.”” The four-para-
graph statement said that ‘‘there
may be industries in this country
which legitimately need and de-
serve a federal safety net, but the
recording industry is simply not one
of them,” and cited increased indus-
try sales and profits reaching “an
all-time high.”

It also mentioned that according

(Continued on page 77)

Court of Appeals Decision Reversed

Supreme Gourt: Bootlegging No Felony

BY BILL HOLLAND

WASHINGTON Citing a lack of
Congressional intention, the Su-
preme Court has reversed a recent
Court of Appeals ruling that a re-
cord bootlegger can be prosecuted
under the federal criminal code in
addition to the infringement provi-
sions of the Copyright Act.

The five-to-three decision, handed
down June 28, means that a copy-
right infringement misdemeanor
cannot be the basis of a felony con-
viction, and that the widespread ad-
vertising and sale of bootleg record-
ings does not trigger Section 2314 of
the Stolen Property Act—a provi-
sion prohibiting the interstate
transportation of stolen goods.

Sources in the copyright commu-
nity here said the decision would
“seriously impair”’ the “choice of
weapons’’ now used by the states
and by U.S. attorneys to go after
bootleggers. One suggested that
the government “will lose a lot of in-
terest” in prosecuting bootleggers
armed only with the copyright law
provisions. Another conjectured
that Congress might want to “fine-
tune” the present Copyright Law
language.

The court’s majority found that
the property rights of a copyright
owner ‘“have a character distinct”
from the owner of “‘simple goods,
wares or merchandise,” and that
copyright infringement ‘“does not
easily equate with theft, conversion,

NEW YORK RCA/Columbia Pic-
tures’ $14.95-list “We Are The
World” has become the second ti-
tle in the history of Billboard’s
Top 40 Videocassette Sales chart
to debut at No. 1, and the first mu-
sic video title to do so.

“We Are The World” racked up
preorders estimated at 200,000
units (Billboard, July 6). The only
other title that debuted at No. 1 on
the videocassette sales chart was
Paramount Home Video’s ‘“Raid-
ers Of The Lost Ark.”

According to retailers surveyed

‘World’ Video Dehuts at No. 1

by Billboard, “We Are The World”
is showing enough sales strength
to make it a real competitor with
Vestron Video's “Making Michael
Jackson’s ‘Thriller’ "’ for the top-
selling music videocassette in
home videc history. The $29.95
Vestron title has moved more than
500,000 units in the U.S. and close
to a millior. worldwide, Vestron
claims.

‘““Making Michael Jackson’s
‘Thriller’ ” debuted on Billboard’s
Top 40 Videocassette Sales chart
at number seven.

or fraud.”

It said that Congress had no in-
tention to include copyright in-
fringement when it enacted the law
applying to interstate transporta-
tion of stolen property. The infring-
er, the majority found, “invades a
statutorily defined province guaran-
teed to the copyright holder alone.
But he does not assume physical
control over copyright; nor does he
wholly deprive its owner of its use.”

The court also found that the lan-
guage of the Stolen Property Act’s
Section 2314 “‘does not ‘plainly and
unmistakably’ cover” the petition-
er’s conduct.

In the case, Paul Edmond Dowl-
ing vs. United States, Dowling and
a partner, in 1976, began selling and
distributing seven bootleg record-
ings by Elvis Presley without the
consent of RCA Records or the
copyright proprietors—concerts,
two movie soundtracks, studio out-
takes and television appearances.
By 1980, Dowling was spending
more than $1,000 a week merely on
postage for mailing catalogs and re-
cords.

On March 22, 1983, Dowling was
charged with 27 counts, including
copyright infringement, mail fraud,
conspiracy to transport stolen prop-
erty interstate and interstate trans-
portation of stolen property. The six
shipments involved thousands of re-
cords each. A district court separat-
ed Dowling’s trial from that of his
partner; Dowling waived rights to a
jury trial and was convicted of all 27
counts. (Continued on page 74)
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Latest Move in TV Royalty Dispute

COURT DENIES RETROACTIVE ASCAP $3$

BY IS HOROWITZ

NEW YORK A federal district
court here has denied a request by
the American Society of Composers,
Authors & Publishers for retroac-
tive royalty payments from local
television stations estimated to total
about $50 million.

At a court hearing last week,
Magistrate Michael H. Dollinger
said that adjustment of disputed
fees would have to await a final ad-
judication of rates, unless Broad-
cast Music Inc., in a related action,
prevails over the same litigants,
represented by the All-Industry
Television Music License Commit-
tee.

In both cases, the current rate
controversy stems from the failed
antitrust suit brought against the
performing rights organizations by
Buffalo Broadcasting et al. During

the appeals process in the long-run-
ning action, blanket license rates
were rolled back and frozen at 1980
levels. The rollback took effect in
February, 1983.

While ASCAP was successful in
achieving retroactive adjustment
for a short period (Billboard, June
29), it has been seeking the return
of the so-called Shenandoah rate,
pegged to a percentage of station
revenue, for other segments of the
interim period. This is what the
court denied last week. The remain-
ing disputed period covers Febru-
ary, 1983 to mid-November, 1984.

The magistrate tied the interim
fee hassle to the continuing contro-
versy over ultimate rates in a new
agreement. He did, however, say
that court arguments could proceed
toward adjusting a post-April 1 in-
terim rate. Magistrate Dollinger
also asked ASCAP to issue an inter-

Summer Retail Survey

im per-program license quotation
within 45 days, a move challenged
by the rights society.

Meanwhile, the 1980 rates contin-
ue in force, with the difference be-
tween the two rates so far figured
cumulatively at approximately $50
million.

Meanwhile, the related dispute
between the local television stations
and BMI continued to show encour-
aging signs of reconciliation (Bill-
board, July 6). New meetings were
reported held last week, and the All-
Industry Committee again informed
stations late last week to hold off
signing proposed contracts with
BMI.

Informed observers saw in these
developments a strong indication
that the rate dispute with BMI was
near resolution.

Chains Ready Assorted Seasonal Pushes

BY EARL PAIGE

LOS ANGELES Record/tape deal-
ers’ summer marketing calendars
are divided between seasonal pro-
motions and regular monthly pro-
grams, with chain executives di-
verging on the merits of specially
themed summer campaigns.

That divergence, highlighted in a
survey of representative chains, un-
derscores the gradual shift away
from a more seasonal sales base.
Over the past decade, improved sup-
plier product flow and stepped-up
merchandising and promotion strat-
egies have smoothed out most sea-
sonal peaks and valleys—including
the once common “summer slump.”

Thus, some major chains are
readying elaborate seasonal promo-

tions such as Licorice Pizza's lavish
“Summer Madness’’ sweepstakes
here, while others depict July and
August monthly blitzes as more
than adequate in sustaining sales
momentum.

The now familiar seasonal link to
cassette product, developed in re-
cent years through emphasis on the
format’s mobility, is sparking cam-
paigns at Chicago’s Flip Side stores
and the Disc Jockey chain based in
Owensboro, Ky. Flip Side’s promo-
tion is tied to an area drive-in the-
atre chain, while Disc Jockey’s Har-
old Guilfoil is readying a more tradi-
tional summer cassette theme,
again keyed to portability.

Several chains are refining previ-
ous successful summer promotions.
At Record Bar, a soundtrack promo-

Video Titles Strike Gold

Big Month for RIAA Certifications

BY TONY SEIDEMAN

NEW YORK June was another
boom month for Recording Indus-
try Assn. of America (RIAA) plati-
num and gold video certifications.
Eight gold and four platinum
awards were granted in the RIAA's
theatrical category, while non-the-
atrical titles captured five golds and
one platinum.

Year-to-date totals go far in con-
firming reports of strong industry
growth. Despite the institution of
considerably tougher standards, the
total of platinum awards handed
out has exploded to 45 so far this
year, compared to 20 by June, 1984.
Gold awards are up to 72 from 66 at
this time last year.

Media Home Entertainment was
the leader in the non-theatrical gold
category, taking home awards for
“Choose Me,” “C.H.U.D.” and
“Nightmare On Elm Street.”
Warner Home Video came in sec-
ond, with two Burt Reynolds films,
“Sharky’s Machine”’ and ‘‘City
Heat,” garnering certifications.

Other gold winners were Thorn
EMI/Home Box Office Home Vid-

eo, with “Heaven Help Us,” MCA
Home Video, with “The River,” and
New World Video, with “Avenging
Angel.”

No company gained a dominant
position in the theatrical platinum
category, and all of the titles that
won platinum also took home gold.
The winners were MCA’s “The Riv-
er,” Warner’s ‘“City Heat,”” New
World's “Avenging Angel” and Me-
dia’s “Nightmare On Elm Street.”

Media also made a strong show-
ing in the RIAA non-theatrical
awards, taking home gold certifica-
tions for two packages of Charlie
Brown titles—‘‘A Charlie Brown
Christmas/You’re Not Elected,
Charlie Brown” and “Life Is A Cir-
cus, Charlie Brown/You’'re The
Greatest, Charlie Brown”’—and one
exercise program, ‘“‘Muscle Mo-
tion.”

Music-oriented programs took
home the other non-theatrical gold:
Sony Video Software Operations’
“Iron Maiden—Video Pieces” and
A&M Video’s Police “Synchronicity
Concert.”” The one non-theatrical
platinum winner was Video Reel’s
“Automatic Golf.”

tion has done well, according to Ron
Phillips of the chain’s in-house
agency Ad-Ventures, and is being
revived.

Another repeated promotion is
Camelot Enterprises’ “‘Silver Screen
Summer,” pushing video rentals in
the 60 video departments among the
chain’s total of 172 stores.

Camelot typifies those chains that
promote so regularly that no single
larger event is deemed necessary,
says Geoff Mayfield, director of
marketing communications.

In many cases, a local event will
dictate strategy. In Detroit, Harmo-
ny House just tied in with a June
Grand Prix in the Motor City. Buyer
Lloyd Welch says he hopes “our me-
dia blitz carries us into a big July.”

On the other hand, Minneapolis’
Record Shop is putting its emphasis
in open-house promotions in Salt
Lake City and Phoenix, says buyer
Jeff Louden. Louden is among
those who say promotion energy
and vendor support must be maxi-
mized.

In Miami, Joe Andrules, general
manager of Spec’s Music, sees the
need to come to labels with a

(Continued on page 74)

‘King David’ Due
From Paramount

LOS ANGELES Paramount
Home Video will release “King
David,” featuring Richard Gere,
Aug. 14. Order date is July 31.

Priced at $79.95 (with laser-
disk at $29.95), the title will be
used by the company as a promo-
tional springboard for such oth-
er Gere features as ‘“American
Gigolo,” ““An Officer And A
Gentleman,” “Days Of Heaven,”
“Beyond The Limit” and “Look-
ing For Mr. Goodbar.”

At the same time, Paramount
is reducing the price on two of its
catalog titles. ‘“Paternity” with
Burt Reynolds moves from
$84.95 to $39.95, while “Some
Kind Of Heaven’ goes from
$79.95 to $39.95.

USA For Africa Supporters. Harry Belefonte, left, and Marlon Jackson
exchange greetings during the USA For Africa press conference held in New
York. Organizer Ken Kragen looks on.

E xecutive Turntable

BILLBOARD. Jonathan Hall joins Billboard magazine as general manager/
broadcasting, a new post. He was a vice president at Radio & Records, and -
prior to that with the National Assn. of Broadcasters.

In his new role, Hall will be involved with Billboard’s drive to expand and
reposition its radio-related editorial and sales. Based at the publication’s
New York headquarters, he reports to publisher Sam Holdsworth.

RECORD COMPANIES. Ronnie Jones is promoted to vice president of black pro-
motion at Capitol Records in Hollywood. He was national director of r&b
promotion.
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HALL JONES SHORE CORSON

Island Records names Rhonda Shore national director of press and me-
dia relations in New York. She was director of national publicity at Chrysa-
lis Records.

Tom Corson is appointed to the newly created post of product manager
at A&M Records in Hollywood. He was West Coast promotion director of
IRS Records.

Big Apple Records names John C. Thomas director of artist develop-
ment in New York. He was head of his own management firm. Jackie
Rhinehart joins the label as East Coast promotion manager. She was assis-
tant account executive at Penthouse magazine.

Ted Wolff becomes national director of sales and marketing at Pair Rec-

N

MAHONEY

TURNER MARTIN

DOONAN

ords in Passaic, N.J. He served in a similar capacity at DRG Records.

Zomba Enterprises names Paul Katz director of business affairs, based
in New York. He transfers from the Zomba Group of Companies, headquar-
tered in London, where he was business affairs manager.

HOME VIDEO. Jack Kanne is elevated to the newly created position of director
of sales at Paramount Home Video in Los Angeles. He was a regional man-
ager.

Worldvision Home Video appoints Marya Doonan director of sales and
marketing in New York. She was a sales executive at MCA-TV.

New World Video names Marshall Forster general manager of its Cana-
dian branch in Toronto. He was a syndicated sales executive at MCA-TV
International.

Steven Ades becomes national accounts manager at Prism Entertain-
ment in Los Angeles. He was general manager of marketing for Price Stern
Sloan Publishers’ toy division. Also, Sidney B. Plavin joins as controller.
He was vice president and controller at the J.T. Garza construction firm.

TRADE GROUPS. The Country Music Assn. promotes Judith M. Turner to di-
(Continued on page 67)
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IT'S NOT ALWAYS BLACK AND WHITE

SOMETIMES IT'S BLUE
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ONE OF THE MOST TALKED ABOUT RECORDS
IN RECENT MEMORY
IS FINALLY AVAILABLE

THE BLUE NILE

"A WALK ACROSS THE ROOFTOPS”

SP 6-5087

MUSIC FOR PEOPLE WHO STILL LISTEN.
PRODUCED BY PAUL BUCHANAN AND ROBERT BELL

ON A&M RECORDS
AND BASF CHROME CASSETTES
COMING SOON: COMPACT DISCS

RECORDS

©1985 A&M RECORDS, INC. ALL RIGHTS RESERVED
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Almo-Irving in Multi-Tiered Expansion
Strategy Includes Greater International Effort

BY SAM SUTHERLAND

LOS ANGELES An expanded and
realigned international operation,
newly formed ties to motion picture
and television production, and plans
for catalog exploitation and expan-
sion comprise the current music
publishing strategy at Almo-Irving
Musiec, as outlined by president
Lance Freed.

Key developments linked to these
goals include the opening of new ac-
tive publishing subsidiaries extend-
ing the Almo-Irving-Rondor inter-
national network; the opening of a
new Nashville office to strengthen
that three-year-old satellite; the cre-
ation of a formal link between the
company and parent A&M’s recent-
ly formed A&M Films arm; and ma-
jor new appointments and reassign-
ments designed to support these
structural changes.

Freed notes that the international
effort has balanced the addition of
new companies against the reloca-
tion of overall management back to

the Almo-Irving headquarters here.
Following the departure of former
Rondor U.K. and Rondor Interna-
tional chief Bob Grace, who left last
December to launch his own compa-
ny, Freed became president of Ron-
dor International.

That move led in turn to the eleva-
tion of several key overseas execu-
tives to address the new linkage be-
tween London and Los Angeles.
Creative vice president Stuart Hor-
nall was made managing director of
the London office while retaining
his creative post for Rondor Inter-
national; Tom Bradley, vice presi-
dent of European operations for
Rondor, was given added stripes as
senior director for the London oper-
ation; and Ira Selsky, vice president
of business affairs for Almo-Irving
here, was appointed senior vice
president of Rondor International.

Today, wholly owned Rondor op-
erations are in place in Australia,
West Germany, France and Holland
in addition-to the original London
base. Plans also call for expansion

Philips Breakthrough

Vidclip-Gapable GDs Near

GENEVA A major breakthrough
in Compact Disc technology, devel-
oped by Philips research engineers
in Eindhoven, Holland, will enable
future CDs to carry up to five min-
utes of video, making the disk a
suitable carrier for video clips.

This was announced here by Mi-
chael Kuhn, general counsel of Po-
lyGram, during an IFPI seminar on
music video held in the course of the
federation’s annual meeting, June
19-20. Said Kuhn: “This video Com-
pact Disc could be the single of
which the conventional CD is the LP
version.”

Asserting that the laser optical
disk is the all-purpose carrier of the
future, Kuhn said that its advan-
tages over tape are that it has ran-

dom access, is cheaper and less
bulky than tape, and has one univer-
sal standard and high sound and pie-
ture quality.

He reported that a player recent-
ly launched by Pioneer in Japan
which played the 12- and eight-inch
videodisks and Compact Discs was
selling at the rate of 15,000 units a
month.

Panelist Geoff Kempin, manag-
ing director of EMI’s music video di-
vision Picture Music International,
said that the combined laserdisk
and CD player is one of the best sell-
ing hardware units in Japan, and
that of the 240,000 machines in use
there, some 100,000 have the dual
capacity to play videodisks and
Compact Discs.

RCA/Golumbia Kidvid Line

Company Opens ‘Magic Window’

BY JIM McCULLAUGH

LOS ANGELES RCA/Columbia
Pictures Home Video has launched
a new children’s line, “Magic Win-
dow,” with three specially packaged
programs. In addition, the company
is releasing 20 titles from its chil-
dren’s library under the new logo.

According to Robert Blattner,
president of the company, the move
reflects the initial phase in a major
market expansion in the children’s
programming field.

Magic Window’s first three titles
are “Heathcliff, Vol. 1,” “Beany &
Cecil, Vol. 8,” and “He-Man And
The Masters Of The Universe, Vol.
12.”

The new line, which features new-
ly designed packaging, is being
merchandised with special premi-
ums under the “Magic Window Bo-
nus Boxes” banner. As an example,
the Heathcliff video has a colorful
bowl, plate and cup; a hand-held
Cecil puppet is given away with the

Beany & Cecil title; and a battery-
powered toothbrush is included in
the He-Man bonus box.

Suggested list prices for the
““Magic Window'’ line are $24.95.
The line can be showcased in a new-
ly designed countertop merchandis-
er.

The balance of the RCA/Colum-
bia children’s library will be repack-
aged under the ‘“Magic Window"”
banner by Sept. 1, making the cata-
log 48 programs strong. After that,
new titles will be scheduled for
monthly release, with list prices
ranging from $24.95 to $39.95.

Additional support for the “Magic
Window"’ line includes a national ad-
vertising campaign in both trade
and consumer publications and
point-of-purchase material, such as
posters.

into more local repertoire and styles
within those regions, while a sepa-
rate thrust into Latin territories is
underway, prompted by the early
’80s launch of A&M Discos, founded
by A&M co-founder and premier act
Herb Alpert. A Latin publishing di-
vision is now helmed by Manuel
Montoya here.

Freed is likewise bullish on film
and television opportunities, al-
though he roots his optimism in the
newly opened access to related
A&M Films ventures rather than to
the overall boom in soundtracks.
Like other industry veterans, Freed
is wary of a possible degree of over-

(Continued on page 77)
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Having a “Rowdy” Time. Hank Williams Jr. is presented with an RIAA gold
album award at Warner Bros. Records’ Burbank home office for ‘“Rowdy,” one
of his best-selling catalog releases. Pictured from left are Warner Bros.’ vice
president of legal and business affairs David Altschul, Nashville Western
regional marketing manager Bruce Adelman, vice president of promotion Mark
Maitland, board chairman Mo Ostin and vice president/controller Jim Walker;
Williams, fellow artist Merle Kilgore, and Warner Bros.’ Nashville senior vice
president Vic Faraci and vice president/director of sales Lou Dennis.

by Paul Grein

DURAN DURAN this week
achieves something that has for 20
years eluded such estimable per-
formers as Paul McCartney &
Wings, Herb Alpert, Tom Jones
and Carly Simon. The group’s “A
View To A Kill” becomes the first
theme from a James Bond film to
top Billboard’s Hot 100.

Of all the previous Bond themes,
McCartney & Wings’ ‘““Live And
Let Die” (1973) and Simon’s ‘“No-
body Does It Better” from “The
Spy Who Loved Me” (1977) came
the closest to reaching the top:
Both logged three weeks at num-
ber two. Two other Bond themes
peaked at number four: Sergio
Mendes & Brasil '66’s “The Look
Of Love” from “Casino Royale”
(1968) and Sheena Easton’s ‘“For
Your Eyes Only” (1981).

The other Bond themes to crack
the Hot 100, in order of their chart
punch, were Shirley Bassey’s
“Goldfinger” (#8 in 1965), Tom
Jones’ “Thunderball” (#25 in
1966), Herb Alpert’s “Casino Roy-
ale’” (#27 in 1968), Rita Coo-
lidge’s “All Time High” (#36 in
1983), Nancy Sinatra’s “You Only
Live Twice” (#44 in 1967) and
Shirley Bassey’s “Diamonds Are
Forever” (#57 in 1972).

More significant, if not as sexy
as that statistic (we’re no fools;
we'll lead with sex every time), is
the fact that “A View To A Kill” is
the sixth consecutive hit by a for-
eign act to top the Hot 100. The
streak started with Simple Minds’
“Don’t You (Forget About Me)”
and has continued with Wham!’s
“Everything She Wants,” Tears
For Fears’ “Everybody Wants To
Rule The World,” Bryan Adams’
“Heaven” and Phil Collins’ “Sus-
sudio.” All of these acts are British
except Adams, who is Canadian.

Our thanks to Randy Simpson of
Columbus, Ohio for pointing that
out, and to Randy Moeller of Hun-
tington, W. Va. for the Duran/
Bond item.

“A View To A Kill” is Duran

REA

Duran’s second No. 1 hit in just
over a year, following “The Re-
flex.” The group also logged four
weeks at number two with an in-
tervening smash, ‘“The Wild
Boys.” “View” was co-produced by
Bernard Edwards, who also did
the honors on Power Station’s
smash “Some Like It Hot,” which
peaked at number six in May.

TEARS FOR FEARS’ ““Songs
From The Big Chair” moves up to
No. 1 on this week’s Top Pop Al-
bums chart, becoming the third al-
bum by a British act to top the
chart so far this year. It follows
Wham!’s “Make It Big” and Phil
Collins’ “No Jacket Required.”
That’s noteworthy because no
British acts—indeed, no foreign
acts at all—topped the album chart
during all of 1984. American acts

scended mere royalty to become
mythology), both notch their fifth
consecutive top 10 singles this
week. Springsteen’s “Glory Days”
jumps two notches to number nine;
Lauper’s ‘“The Goonies ‘R’ Good
Enough” jumps two points to num-
ber 10.

The top 10 posting of “Glory
Days’’ makes ‘“‘Born In The
U.S.A.” only the third album in pop
history to yield five top 10 hits, fol-
lowing Michael Jackson’s ‘“Thrill-
er” (which generated seven) and
Lionel Richie’s ‘“Can’t Slow
Down.”

AMY GRANT‘S “Find A Way,”
which jumps to number 36 on this
week’s Hot 100, is the first hit by
an act that started and stayed in
the realm of Christian rock to
crack the top 40 since Bruce Cock-
burn’s “Wondering Where the Li-
ons Are” climbed to number 21 in
the spring of 1980.

Don’t take our word for it: This
comes straight from John Black 3
of Fredonia, N.Y. Black adds that
since 1980, two other Christian-
shaded records have been substan-
tial hits, but neither was by an act
that started in Christian rock.
Black cites James Ingram & Mi-
chael McDonald’s “Yah Mo B
There’’ and Donna Summer’s

‘A View to A Kill' becomes
James Bond’s first No. 1 single

topped the chart every week from
November, 1983, when the Police’s
“Synchronicity” ended a 17-week
reign, to March, 1985, when Wham!
took charge.

Tears For Fears is the first Poly-
Gram act to hit No. 1 since John
Cougar (pre-Mellencamp), who
scored in September, 1982 with
“American Fool.” The label scored
a No. 1 single in April, 1983 with
Dexys Midnight Runners’ “Come
On Eileen,” but the Dexys album,
“Too Rye-Ay,” topped out at 14.
PolyGram also had a No. 1 album
in June, 1983 with the ‘“Flash-
dance” soundtrack.

Tears’ followup single, “Shout,”
this week leaps nine notches to
number 14.

BRUCE SPRINGSTEEN and
Cyndi Lauper, the reigning king
and queen of pop music at CBS
(Michael Jackson having tran-

‘“Unconditional Love.”

We would add that Chris Chris-
tian reached number 37 in 1981
with “I Want You, I Need You,”
but that was a secular release on
Boardwalk records. And Dan
Peek, who had a Hot 100 hitin 1979
with “All Things Are Possible” on
the Christian label Lamb & Lion,
hasn’t since returned to the pop
chart.

WE GET LETTERS: We've

learned of two more s-s-stuttering

records to reach No. 1 in addition -
to Phil Collins’ “‘Sussudio,” Elton

John’s “Bennie & The Jets” and

Bachmam-Turner Overdrive’s

“You Ain’t Seen Nothin’ Yet.”

Chris Granozio of New York notes
that we overlooked the Knack’s
‘“‘M-m-my Sharona’’ and the Bay
City Rollers’ ‘‘S-s-saturday
Night.”
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NOLAN THGMAS JEAN KNIGHT
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“Yo Litte Brother” (sc283)
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“One Bad Apple™ (9951 ‘My Toet Toot™ (7-9%€)
Produced by Mak Liggett ar 3Chris 3aibosa. Produced by Iszac Bolden
Execut ve Produ_er Sagio Co:sa

for Bolden & Mcoretead Produstsoas.
for Emerpemcy R=ords. Management: Con Dortct

The Album:
“My Toot Toot” (0283
The Single:

This summer, the sky’s ablaze with stars!
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Distribut~d by Atce Records
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Copyright Law Revision
JAPAN
o000 Sll-neC o0

JAPANESE FANS of Daryl Hall & John Oates chose their own repertoire
for the act’s recent concerts here, the last leg of a world tour that be-
gan last November. The duo invited viewers of MTV to nominate their
10 favorite songs and included those selected, among them “Private
Eyes,” “Out Of Touch” and “Kiss On My List,” in the stage program.
All 10 choices have now been released here on special singles under the
general title “Voice Your Choice.”

TDK IS THE SECOND manufacturer to market a 120-minute 8mm videotape
in anticipation of strong demand for long-playing versions of the new
format. The company, following Sony’s lead, hopes to sell 100,000 P6-
12MP blank cassettes a month. Using metal tape and only 10 microns
thick, they are priced at $12, with an accompanying one-hour tape, the
P6-60MP, at $8.80.

MEANWHILE, SONY has a variety of new hardware models in the stores, in-
cluding a low-priced CD player, the CDP-70, selling for less than $260;
the WM-R55 Walkman with recording facility, auto reverse and moni-
tor speaker at $128; and the Lasermax LDP-505 videodisk player with
370-line resolution, auto loading and nine speed options at $640.

SONY’S RIVAL, JVC, has a four-head VHS video recorder, the HR-D140,
now on sale. It’s said to be the first such unit here to list for less than
$480, and the company aims to produce 20,000 monthly. Also due from
JVC is the GR-C2 VHS-format Videomovie camcorder, retailing at a
suggested $1,200, which the company says is the lightest of the auto-
focue camcorders to date, weighing less than five pounds. The ma-
chine’s TCL Image Sensing system uses 22 pairs of CCD sensors con-

trolled by an in-built micro-computer for error-free shooting.

SHIG FUJITA

France Approves Blank Tape Royalty

BY MIKE HENNESSEY

PARIS France has become the sev-
enth country to incorporate provi-
sion for a royalty for private audio
and video copying into its copyright
legislation.

The new legislation amending the
copyright law, passed June 21, pro-
vides for remuneration to authors,
composers and producers of phono-
grams and videograms on the man-
ufacture or import of blank audio
and videotape.

The level of the royalty is to be
determined by a special tribunal
with equal representation of rights
owners and tape manufacturers and
importers, and a neutral chairman
with a casting vote.

For audiotape, the division of the
royalty will be one-fourth each to
authors, composers, performers
and producers. For videotapes, the
split will be one-third each to auth-
ors/composers, performers and pro-
ducers.

Likely levels of remuneration are
two francs (21 cents) per hour for
audiotape and 75 cents per hour for
videotape. Exemptions from the
home taping royalty are granted to
phonogram and videogram produc-
ers, broadcasting and cable organi-

EMI Banks on Growing Latin Audience
Hispavox Gives Company 21 % Share of Spanish Market

BY MIKE HENNESSEY

MADRID Recognition of Spain’s
increasingly important position as
the key product source for the
world’s Latin market of 430 million
people is behind EMI Music’s recent
consolidation of its operation here.

The acquisition, two months ago,
of the country’s leading indepen-
dent company, the 32-year-old Hi-
spavox S.A., has given EMI a
healthy 21% market share and put
the group in a strong position to
take advantage of the growing
prosperity of the Latin market.

While the Spanish industry’s
turnover at wholesale level is run-
ning at a steady $60 million annual-
ly, the value of the Latin market in-
ternationally is estimated at some-
thing approaching $400 million
(although accurate estimates are
difficult because of wildly fluctuat-
ing exchange rates). And to Spain’s
national turnover can be added
around $25 million derived from rep-
ertoire licensed to the U.S.

Domestic unit sales of albums
and cassettes in 1984 were 25 mil-
lion. Unit sales of Spanish-originat-
ed product in the international Latin
market are estimated at between 10
and 12 million.

Luis Aguado, managing director
of EMI Music Spain, who now pre-
sides over both EMI companies—
EMI Odeon S.A., headed by Rafael
Gil, and Hispavox S.A., headed by
Aurelio Gonzales— says: “‘Spain is
acknowledged as the major source
country for the worldwide Latin
market. It is primarily Spanish art-
ists who are setting the trends in
Latin musie. Also, increasingly, Lat-

in artists outside Spain are coming
here to record, especially the Mexi-
cans.”

Aguado concedes that the Span-
ish market has been in the doldrums
in recent years. ‘“The recession hit
Spain rather later than many other
European countries,” he says, “and
it is therefore later with its recov-
ery. Unemployment here is still
very high, around 21%, and this
clearly has negative implications for
consumer spending on music.

“But, on the other hand, the Span-
ish are an intensely musical people,
and with employment prospects
starting to improve, particularly in
light of Spanish membership in the
European Economic Community,
and wage rates set to rise, I'm confi-
dent that the outlook for the indus-
try in Spain gives us a great deal of
cause for optimism.”

EMI Odeon’s Gil points out that
the worldwide Latin market covers
a larger geographical area than the
U.S. and Europe put together. And
he says his recent experience of the
Latin market in the U.S., where for
the last three years he has led
EMI’s Latin a&r and marketing
team in Los Angeles, makes him ex-
tremely optimistic about the growth
potential of Spanish product in
America.

“The Latin market in the U.S. is
worth about $50 million annually
and growing,” he says. “This does
not include parallel imports from
the Dominican Republic, Ecuador,
Uruguay and Venezuela, which are
probably worth something like $25
million.”

Gil says that the major growth ar-
eas for Latin music outside the U.S.

are Mexico and Brazil. “These are
huge countries with major economic
problems and an undeveloped mar-
ket. But I believe the potential is
enormous.”

One of EMI’s recently dealt
trump cards for the Latin market is
Hispavox superstar Raphael (Bill-
board, July 6). Says Hispavox’s
Gonzales: “Every Raphael album
sells between 500,000 and a million
units. And he is big in all the major
Latin countries. We now plan to
have him record in other languages,
and EMI operating companies
around the world will be looking for

(Continued on page 65)

PolyGram U.K.
Names Oberstein

LONDON The appointment of
Maurice Oberstein as chairman
and chief executive of PolyGram
Leisure U.K. has been confirmed
here just 10 days after his retire-
ment from similar roles at CBS
U.K.

The announcement of his ap-
pointment comes eight weeks af-
ter Ramon Lopez vacated the
PolyGram job to become co-chief
executive of WEA International.

It’s clear that one of Ober-
stein’s first tasks at PolyGram
will be to find a managing direc-
tor for Phonogram, where a va-
cancy has existed since Brian
Shepherd quit to join A&M as
managing director here early
this year.

zations and the visually and aurally
handicapped.

Countries that have now intro-
duced a private copying royalty are,
in addition to France, Austria, Con-
go, Finland, West Germany, Hunga-
ry and Iceland. Norway and Sweden
also have provision for a levy, but
this takes the form of a tax rather
than a royalty, and the benefit to
the phonogram and videogram in-
dustry is minimal.

Under the new French law, pro-
ducers have the right to authorize
or forbid the reproduction of their
works and the right to authorize or
forbid the sale, exchange or rental
of phonograms and videograms.

In two cases, however, this right
is replaced by a right to equitable
remuneration to be shared equally
between producers and performers.

This applies in the case of broad-
casting or phonograms and the re-
laying of that broadecast, un-
changed, by cable operations; and in
the case of public performance of
phonograms or videograms, such as
on jukeboxes and in discotheques.

The home taping royalty and eq-
uitable remuneration are payable
regardless of the date of fixation or
the origin of the phonograms and vi-
deograms. Twenty-five percent of
the total collected will be used by
the collecting societies to promote
creative activity, serving as a sort
of contingency fund for all catego-
ries of rights owner.

The law provides for ratification
by the French government of the
Rome convention on neighboring
rights.

U.K. Satellite Plans Gollapse

DBS Project Dropped as Too Risky

LONDON British plans for Direct
Broadcasting by Satellite (DBS)
have finally collapsed, bringing to
an end months of uncertainty and
dealing a severe blow to the govern-
ment’s hopes of establishing a lead-
ing position in the introduction of
new media technologies in Europe.

Members of the so-called “club of
21,” comprising the BBC, all 15 in-
dependent television companies and
five outside firms including Thorn
EMI, reportedly decided unani-
mously to abandon the project on
the grounds that the financial risks
were too great and the potential de-
mand too small.

Their decision, contained in a final
report by project coordinator An-
drew Quinn, has been forwarded to

the government by Stuart Young,
chairman of the BBC, which would
have had a 50% stake in the DBS
plans. Consortium members are ad-
amant that the project is officially
dead, and that no further discus-
sions are planned.

The main debate in recent months
has centered on the government’s
insistence that British-owned Uni-
sat, the British Telecom/British
Aerospace/GEC Marconi joint ven-
ture set up for the purpose, should
supply the requisite satellite sys-
tems, rather than having them be
acquired on the international mar-
ket, where rival company Britsat
has lobbied hard for the opportunity
to bid for the contract.

THE BROADCASTER

DO YOU WISH YOUR TV OR VCR SOUNDED AS
GOOD AS YOUR STEREO?
IT CAN!
BROADCASTER IS A HIGH-QUALITY WIRELESS
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BY HARRY ANGER

The resurgence of the record indus-
try has become a popular theme
with non-music journalists. Those
who wrote the industry’s obituaries
in the late "70s are now looking with
surprise at a business that not only
survived its own self-destructive
practices and the video game as-
sault, but also grew to become a
bigger, stronger challenger for the
leisure time dollar.

How did that happen? Perhaps
more importantly, did it happen in
spite of ourselves, or have we prof-
ited from our past mistakes?

It certainly appears we are learn-
ing from history. In fact, one of the
key reasons the record industry is
enjoying a major resurgence is that
companies are committed to devel-
oping new artists. This, in turn, has
brought healthy spirit and excite-
ment to the business.

Record companies have learned
that they must develop new acts in
order to maintain profitable
growth, and that the most impor-
tant contribution a company can
make for its artists is to demon-
strate a longterm commitment to-
ward achieving success.

The dangerous syndrome is to
make a seven-inch record, go to
CHR radio with it, and hope it sells
albums. Once, many in this industry
behaved as if there were no place
for bands that didn’t make it imme-
diately on CHR.

Without denigrating the obvious
importance of radio or music televi-
sion, it is time to realize that CHR,
MTV and the multitude of local mu-
sic channels are not the only an-
swers.

We have learned that airplay
alone, however helpful, will not
make records or bands successful.
We can no longer place our total ex-
pectations on radio, independent
promoters and/or music television
to make new artists for us. Record
companies must be willing to stick
with and work the artist and prod-

A Longterm Commitment

BREAKING ARTISTS: AN ACT OF FAITH

uct for as long as it takes to develop
that special artist who can break
through the mold of being just an-
other songwriter or singer.

It seems hard to imagine now, but
there was a time when CBS had that
sort of unquestioning faith in a
young man named Bruce Spring-
steen. Sire Records has clearly dem-
onstrated its longterm commitment
to taking Talking Heads and Ma-
donna to major star status. And
Warner Bros. nurtured Prince’s ca-
reer for more than six years.

Equally, there are numerous case
histories that demonstrate the dan-
ger of giving up too soon. Willie
Nelson recorded for years at RCA

gible value of more entertainment
for the consumer dollar.

The role of marketing in our busi-
ness is to make judgments on how
we can best sell prerecorded music.
It’s a building-block process in
which innovation and imagination
are the keys.

Unlike the case with many other
consumer products, advertising
alone can’t possibly generate
enough reach to stimulate suffi-
cient sales. Word-of-mouth, aggres-
sive publicity in targeted media, live
appearances and strong point-of-
purchase support are all needed to
lay the groundwork for radio air-
play, music television exposure and

‘It’'s time to realize
CHR, MTV & local
music channels are
not the only answers’

Harry Anger is senior vice president,
marketing, of PolyGram Records.

before becoming a huge success at
CBS. Air Supply made at least two
albums for CBS International be-
fore moving to Arista. The Alan
Parsons Project recorded for 20th
Century-Fox before becoming Aris-
ta's No. 1 artist worldwide. Cyndi
Lauper recorded for several labels,
including PolyGram, before she be-
came the major star she is today at
CBS.

When judging an artist’s poten-
tial, we must look beyond the obvi-
ous to seek out his special talents
and qualities, and then determine
the marketing techniques that will
work best. In addition to music, we
are selling intangibles such as cha-
risma and excitement, plus the tan-

the judicious and timely use of ad-
vertising.

Despite somewhat slow initial re-
sponse from radio, PolyGram was
convinced that Animotion, given
time, would be a success. We reposi-
tioned the band, worked to develop
a dance club base and, meanwhile,
held back their first single. As their
dance club following grew, we put
up tour support money so that the
band could refine and improve its
live performances.

It was worth the wait. Once the
band was in position (three months
after the album release), we went
to CHR in a major way, and “Obses-
sion” was parlayed into a top five
single. Now, with strong chart and

sales reaction to the album, as well
as to the band’s second single, “Let
Him Go,” we believe we have built a
strong act with a long future.

Swedish rock guitarist Yngwie
Malmsteen has enjoyed almost no
airplay at all. Nevertheless, we
have managed to use a strong, loyal
following and the word-of-mouth
generated by young guitar aficiona-
dos to expand his base.

A few weeks ago, more than, 700
people came to a midweek signing
appearance at Tower Records in
New York. Instead of writing
Malmsteen off, PolyGram commit-
ted itself to expand the beginning
buzz generated by the cognoscenti.

The challenge of promoting older
bands—Ilike Deep Purple and
Kiss—is similar to that of breaking
a new one. Today’s fans were sim-
ply not buying records when those
bands were in their heyday.

Many people were ready to write
off Kiss when they took off their
makeup. Now, two million albums
later, those very same pundits can
only admire the Kiss success.

Through a campaign triggered by
a targeted teaser promotion, Deep
Purple’s “Perfect Strangers” ulti-
mately went platinum even though
the band had not recorded or toured
together for more than 11 years.

The key to success is the compa-
ny’s belief in the act. Clearly, the
importance of radio and music tele-
vision cannot be ignored. But
through a commitment of resources
and time, and finding alternative
means of promotion and publicity,
record companies can free them-
selves from the apparently over-
whelming power of these media.

Radio stations will play what
their audiences want to hear, and
ballots are cast at the cash register.
When stations find that a record is
selling in their market, they’ll play
it. And they’ll play it often.

PRETTY CLOSE

Thanks for the mention of my com-
pany in the article “Silverman Ad-
dresses Industry Ills’’ (Billboard,
May 18). However, please note that
the name of my company is Pretty

Polly Productions, not Pretty Pearl.
Howard T. Cusack, President

Pretty Polly Productions

Boston

RISING TO THE CHALLENGE

The two most important issues
brought out in the Commentary by
George Weiss (June 29) on “porn-
rock’ are: 1) creative people in the
industry are acknowledging the
problem and calling for self-re-
straint, and 2) we had better do
something about it quickly, before
the government does it for us.

It’s sad to realize that we may
lose our creative freedom because
of “art” from the likes of Judas
Priest, or a few intentionally porno-

Letters to the Editor

graphic and abusive records. We’'d
better learn that the Jerry Falwells
of the world are not short-sighted,
like our trendy industry. It would be
unfortunate if the conservative
right ultimately gained control of
our art.

Perhaps tomorrow’s leaders of
the music business are wise and
brave enough to guide us out of

these dangerous waters.
George Roberts
Trafficbeat Music
New York

WHAT'S WRONG?

Just a short note on George Weiss’
suggestion (June 29) that the music
industry censor itself.

Whatever happened to the idea of
allowing an artist to express him-
self as he wishes? The only con-
science he should concern himself
with is his own.

Contrary to popular opinion,

there’s nothing aberrant about oral
sex, masturbation, intercourse in el-
evators or, for that matter, worship-
ping on a Friday or Saturday, or
turning the other cheek. If you

don’t like it, don't listen to it.
Keith Hardy
Arlington, Texas

TRUST THEM

I must say I was offended by
George David Weiss’ Commentary
on so-called “porn-rock” (June 29).
Some of the music he was undoubt-
edly referring to (Prince, Animo-
tion, etc.) is what I enjoy listening
to. But I certainly don’t consider
myself mentally or sexually unsta-
ble.

While I realize that the lyrical
content of some of today’s songs is
risqué, I don’t consider them porno-
graphic, or I wouldn't play them on
the air.

Censorship isn’t the answer. But

what else is it when station manag-
ers bar certain songs from the air?
That’s what everyone wants to
avoid.

When I was growing up, my par-
ents thought the same thing about
my rock that parents now think
about today’s rock. I like to think I
turned out all right despite their
nightmares. Today’s youth can take
care of themselves a lot better than
some people think. We just have to

trust them enough.
Chris Oaks, WTOO
. Bellefontaine, Ohio

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.
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WESTWOOD ONE PRESENTS

LIVE AID — LIVE REPORTS

BACKSTAGE FROM WEMBLEY AND J.EK.
ON WESTWOOD ONE

The Westwood One Radio Networks have waived
exclusive broadcast rights to many of the superstar acts
performing in the July 13 Live Aid concert to benefit the
hungry and homeless.

As a result, Westwood One has been given backstage
access in both London and Philadelphia. Other than the
host network, Westwood One will be the only radio
netwotk filing reports and broadcasting from backstage
at the Live Aid concert.

Live Aid — Live Reports on Westwood One will be
available to any and all radio stations able to receive the
broadcasts via Satcom 1-R. All national advertising profits
from the broadcast of these reports will be donated to the
Live Aid fund. Contact your Westwood One representative
A.S.AP at (213) 204-5000 for details.

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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LYRIC REVIEW BOARD PROPOSED

New Group May Lobby for Federal Regulation

BY KIM FREEMAN

NEW YORK Broadcasters and as-
sociation executives have reacted
negatively to the latest chapter in
the ongoing controversy concerning
song lyrics, which unfolded last
week with an official request for
support from the two-month-old Na-
tional Music Review Council
(NMRC), an organization that
could lobby for federal regulation
on this issue.

The NMRC’s inception comes
amidst strong sentiment from most
broadcasters that the issue should
be left in the hands of individual sta-
tions according to their own market
demands. Already employing this
philsophy is urban-formatted
WZAK Cleveland, which has put the
question in the hands of its commu-
nity.

While the station reserves final
rights on programming decisions, it
has established a committee of
Cleveland residents to pass judg-
ment on the content of songs with
“questionable lyric content.” The
panel includes two students, a dis-
trict congressman, the city’s direc-
tor of student activities for the pub-
lic schools and a member of Cleve-
land’s Teen Father Program.

The NMRC was established by
KAFM Dallas executive vice presi-
dent and general manager William
Steding, who intends for the

Resonance

BY BOB WOOD

Do you think it’s the music that
makes a station successful? Or the
talent? Promotions? Contests?
No—it’s resonance.

When you strike a chord of re-
sponse within an audience, the ef-
fect is much greater than the cause.
When you have that positive reso-
nance, you win big. It's as simple as
that. Resonance is the dream of ev-
ery advertiser. Wendy’s ‘“Where's
The Beef?”” was a spectacular exam-
ple.

Resonate the music: I recently
spent a week at a client station
showing the air people how to be-
come more effective, how to reso-
nate within the comfort zone of
their audience. Focusing upon the
format structure first, we moved
the personalities off of the music
and into the open. A great piece of
material can wait five more sec-
onds; it’ll hold up. And a great song
can wait 20 seconds to allow a great
piece of business to go by first.

The scheme of things made the
group of air people very uncomfort-
able at first, because many of them
had grown up listening to someone

ACTIONANART

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

group’s review board to have equal
representation from all facets of the
music industry and act as a body to
warn broadcasters and consumers
of contemporary songs with “abu-
sive words or messages.” Upon ap-
proval from this board, Steding
says, product would get ‘“‘a seal,
similar to the Good Housekeeping
seal, that is basically a positive
statement about what is inside.”

Having instituted a policy against
airing records that “popularize abu-
sive behavior with drugs, alcohol or
violence” when he joined the CHR
outlet in 1982, Steding says he was
spurred into activating the NMRC
now because of foreboding plans
from the Parents Music Resource
Center (PMRC) in Washington. He
says he believes that the group of
Congressional wives “has enough
commitment and power” to pass a
bill through Congress that would
require music to pass through their
own review board, a policing unit he
doubts would include members of
the music business.

As such, Steding is meeting with
the PMRC later this month to sug-
gest that the NMRC and its review
board be included in the proposal
they submit to Congress. If the
NMRC gets the support of the
PMRC, Steding expresses confi-
dence that a regulatory board could
become federal law.

“As a broadcaster,” says Steding,

Programmer’s Opinion

“I’d rather avoid the issue becom-
ing a federal law. But if that’s what
it takes, so be it.”

Steding, who sent NRMC state-
ments of purpose to fellow broad-
casters last week, says that their co-
operation with the Council would
circumvent federal regulations on
music content. While broadcasters

“have yet to voice support for Sted-

ing’s proposal, he claims that execu-
tives of several radio groups have
promised their compliance should it
become the only alternative.

At this point, the attention of
most radio and trade group execu-
tives is focused on the PMRC. Na-
tional Assn. of Broadcasters senior
vice president Shawn Sheehan says
his organization is “working with
them [the PMRC], and, so far,
things are going well.”” He also
stresses the NAB’s ongoing effort
to get record companies to supply
song lyrics to radio and retailers.

‘““We have confidence in
broadcasters’ ability to respond to
their communities,” says National
Radio Broadcasters Assn. executive
vice president Peter Ferrara. “If
they don’t, communities are going
to move against radio stations.” Ba-
sically, Ferrara says, the NRBA
sides with FCC chairman Mark
Fowler, who is in favor of leaving
the issue in the hands of stations.

Can Make a Station Hum

“honk the hits” over the instrumen-
tal opens and fades of all the songs.
To be out on that tightrope alone
was more than they wanted out of
radio—and they thought they lost
excitement in the process. Our re-
search shows nationwide that mu-
stc audiences want the music served
up with as little irritation as possi-
ble.

What can be a real listener bene-
fit—ego reinforcement, a sense of
belonging, companionship, person-
ality, meaningful information—was
all lost over the music. And, what's
worse, it had become an irritation!

Has radio really grown so inse-
cure that it must jam everything to-
gether all at once? Will an audience
tune out the elements offered clean-
ly and separately, or will it finally
hear those elements?

Resonate the mind: The fact is
that radio fails to regularly exercise
its one single biggest advantage
over other media. If you want to
bring your station to a new height
of audience, here’s how: Use the-
atre of the mind. Be clever involv-
ing radio—chock full of elements
that make an audience pay atten-
tion.

The power of theatre of the mind
is that it resonates within the value
structures of the receiving public. If
you “buy the bit,” you add your own
colorations.

Paint pictures with sound. Jack
McCoy has been selling The Last
Contest in various forms for 12
years, in part because the promos

simply stun. He puts you into the
cockpit of the Learjet. Few of us ac-
tually know the feel of the jet, but
we resonate to the thrill of the im-
age.

Resonate the ratings: I submit to
you that quite a few stations—AM
and FM—are better than they seem
to be when judged from their rat-
ings. Operationally, a station may
be good, but the tragedy is that it
doesn’t get noticed. It takes a mile
of difference for 100 yards of credit.

Be different. It sure worked for
Prince—why not your station? To
what does your market resonate? If
you knew, you could exploit it.

The National Assn. of Broadcast-
ers-commissioned ‘“Radio: In Search
Of Excellence” report highlights
the absolute importance of re-
search, a major drive common to all
the successful stations in the study.
Such a simple equation: Find out
what the audience wants, give it to
them and tell them about it. And
then find out if they feel you are de-
livering on your promise. To put it
another way: Find the resonance
point, vibrate it, measure the reac-
tion.

The elegance to the principle of
resonance is that the effect is so
much greater than the cause, and
doesn’t it make good sense to work
smarter rather than harder?

Bob Wood is president of AM Su-
per Serve, the consultation divi-
sion of Bob Harper’s company in
San Diego.

h%%ﬁ“ S T T o W

Not Missing a Beat. EMI America recording artist John Waite gets a glimpse of
the other side of the business while playing guest DJ at WRCN Riverhead, N.Y.
Getting into the groove are, from left, EMi’s Howard Bernstein, Waite, WRCN air
talent Zena and the station’s music director Mark Grappone.

%

Programmers reveal why they have jumped on
particular new releases.

POP

Black radio and club music trends are growing as crucial factors in pop
programming, and a look at WZGO Philadelphia’s recent adds does
nothing to contradict that trend. Program director Steve Davis cites
strong sales and urban airplay as reasons for adding Freddie Jackson's
“Rock Me Tonight” (Capitol), a record that’s topped the black chart
for several weeks. And “I Wonder If I Take You Home” by Lisa Lisa
& Cult Jam with Full Force (Columbia) is an add Davis explains in
terms similar to those of KIIS-FM’s Mike Schaefer in last week’s col-
umn. “The record represents ‘new music’,” he says, “in the sense that
it incorporates a modern sound with that dance feel.”

BLACK/URBAN

Recently promoted KJLH Los Angeles PD Doug Gilmore may be one

| of those progressive urban programmers pop stations are looking to |

for tips, as his picks this week are all from debuting acts. First is
Ready For The World’s “Oh Sheila” (MCA). According to Gilmore,
RFTW “is another young group that’s capitalized on the Minneapolis/
Prince sound.” Having run with “Oh Sheila” before its release as a sin-
gle, Gilmore says the track sports a “very unique vocal that really
grabs the younger demos.” His second hot tip is the Boogie Boys’ “Fly
Girl” (Capitol), a record that sold and requested its way to the top of
KJLH’s playlist after just one week’s airplay. “It’s a classy rap rec-
ord,” notes Gilmore, “but the groove is the real hook.” He describes
this groove as falling somewhere between George Clinton’s “Atomic
Dog” and Queen’s “We Will Rock You.” Next up is 9.9’s “All Of Me”
(RCA), which Gilmore calls a “lively, uptempo summer song with vo-
cals that are reminiscent of classic Emotions tunes.’”

AOR

In New York, WNEW-FM program director Charlie Kendall de-
scribes his advance cassette of Cheap Trick’s “Standing On The
Edge” album (Epic) in a string of superlatives. Currently working the
first single “Tonight” and “She’s Got Motion,” Kendall says the en-
tire album “is filled with great hooks, and Robin Zander’s voice sounds
fabulous. This is their comeback album.” On the lighter side, Kendall
says Joe Piscopo’s satirical “New Jersey” (Columbia) is working well
in morning drive. “That’s a natural here and anywhere Bruce Spring-
steen is known, which is everywhere now,” he notes. Meanwhile, Ken-
dall is hooked on the riff from Godley & Creme’s “Cry” (Polydor). The
song’s ending, however, sports “to much synth,” according to Kendall,
who says he'll have to “doctor that up” before adding the track next

week
COUNTRY

“If you say the word country around here,” says new WBOS Boston
PD Mark Tudor, “people think you're going to kidnap them, drive
them to Mississipi and make them drink swamp water.” As such,-Tu-
dor is building the rejuvenated country format of ‘“‘the new WBOS” on
an educational tack centered more on the music than the country label.

Filling this prescription is Marie Osmond & Dan Fields’ “Meet Me In |
Montana” (Capitol), which Tudor calls “a mellow, contemporary re-
cord with that ‘Rocky Mountain High’ feel.” Another add this week is
Ronnie Milsap’s “Lost In The 50’s Tonight” (RCA), “a good uptempo
record to balance out the older stuff.”
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WESTWOOD ONE PRESENTS

Join Mary Turner the week of Monday, July 15 as rock radios most You Bound, what it was like premiering the LP on the famed Orient
listened-to interview host presents Supertramp in an exclusive hour-long Express, life without Roger Hodgson and more. To make sure you and
Off The Record Special. Lead singer/keyboardist/songwriter Rick Davies your listeners don't miss Mary's exclusive Off The Record Special
and saxophonist John A. Helliwell talk about streamlining the band's lineup featuring one of rock's world-class superstar groups, contact your
to four, writing and recording their first LP in three years, Brother Where Westwood One representative now at (213) 204-5000.

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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by Kim Freeman

Ox

WORD HAS former WCAU-FM
Philadelphia general sales manag-
er Elissa Dorfman accepting an
out-of-court settlement on the sex-
ual harassment suit she filed
against CBS Inc. and one of its
high-ranking officials last year . ..

A settlement

is reported in

the WCAU-FM
harassment suit

Metromedia appoints Michael
Lonneke vice president/general
manager of AC outlet KHOW
Denver. That's a relocation from
Des Moines for Lonneke, who was
general manager at the KRNT/
.{ KRNQ combo. Metromedia corpo-
rate news includes the elevation of
Kenneth Klein to vice president.
He was the broadcaster’s assis-
tant controller . .. Brian Pussi-
lano takes on new duties as a CBS
Radio vice president and general
manager of CBS-owned WHTT
Boston. He was vice president/
general manager of CBS’s
WBBM-FM in Chicago.

THERE'S A WHOLE LOT of
shufflin’ going on at WMMS
Cleveland, at least in the person-
nel department. Steve Merrill has
left his post as promotion director
for the Cleveland Force (the city’s
professional soccer team) for the
same spot at WMMS. He replaces
Jim Marchyshyn, who moved on
to KSHE St. Louis. Maureen Duf-
fy comes aboard as the station’s
first marketing director. She was
with Blair Radio in Chicago. Gina
Ioriollo gets a promotion to pro-
motion coordinator and program-
ming assistant, a post once held by
Rhonda Kiefer, who is now pro-
gram research coordinator. And
WMMS'’s second programming as-
sistant is Jim Okativie, who
moves up from master of the re-
quest lines . .. Leaving Cleveland
is David Hutchison, who has split
WGCO there for the morning
drive at WLLT Cincinatti . . . Stay-
ing with the “C" cities, Joel Se-
bastian is the new morning man
on WIMK (Magic 104) Chicago.
Formerly with WNBC New York,
Sebastian began his broadcast ca-
reer in the Windy City with stints
at WLS and WCFL during the
mid-'60s.

cHRIS CHARLES, host of The
United Stations’ “Weekly Country
Music Countdown,” is once again
doing live air work, this time with
a weekend and part-time slot on
country-formatted WHN New

York. A former WCBS-FM New
York jock, Charles is still hosting
the weekly program ... If
WNEW-FM morning man Mark
McEwen sounded a little red-eyed
recently, chalk it up to a humor
hangover. He stayed up past his
bedtime last week for a series of
standup gigs at the Gotham come-
dy club Caroline’s ... WBLI Pat-
chogue, N.Y. takes on the services
of Burkhart/Abrams to fine tune
its hit format.

In Philadelphia, one of the many
““official Live Aid’’ stations,
WZGO, assigns evening man
Chris Train the happy chore of
going to London with winning lis-
teners to deliver reports from the
concert there. Hit-formatted
WZGO and rocker WYSP are the
only two Philly outlets we know of
planning to carry ABC’s coverage
in its entirety.

|.EE CLEAR leaves his vice presi-
dent/general manager post at
KQXL Baton Rouge for the gener-
al sales manager spot at WYLD-
AM-FM New Orleans . .. Cele-
brating a true indepedence day
last week was Dick Buller, who
retired as sports director at
WNIC-AM-FM Detroit. A long-
time Detroit talent, Buller’s 38
years in broadcasting ought to
give him plenty to ponder in his
newfound leisure time . . . Sticking
in the sports field is March Sha-
piro, who joins WIBA-AM Madi-
son as an afternoon sportscaster.
He'll be the play-by-man for the
Univ. of Wisconsin’s football
team, a role he’s accustomed to
from his days at neighboring
WEKOW-TV.

David Albright joins WFNC
Fayetteville, N.C. as music direc-
tor. A recruit from WPCM Bur-
lington, he’ll add the noon to 4
shift to his new duties ... WESC-
AM Greenville, S.C. program di-
rector Alan Tower gets a shot at
the silver screen as host of a new
local music tv show called “Coun-
try Backstage.”

Jumping out to California, Don
Jeffrey gets the music director
gig at KIKF Garden Grove. His
last home was KBBQ Ventura. . ..
Moving south to Phoenix, the
KZZP-FM morning team of Keith
Larson and Chris Shebel jumped
ship recently to chair the same

shift at KDKB there. The hit rock- |

er wooed KZZP’s evening man
Nick Sommers away in April.
KDKB’s “Breakfast Club’’ had
been the duty of Don DeWolf and
program director Warren Wil-
liams. DeWolf stays with the club,
while Williams gets more time for
PD chores.

At urban outlet WPDQ Jackson-
ville, Fla., Terry Trouyet cruises
into the evening drive shift after
leaving his post at WXYV Balti-
more . . . For those of you.in Tam-
pa Bay, the yellow-ribboned trees
on the Memorial Causeway last
weekend came courtesy of WMGG
(Magic 96). The tree wrapping
was one of many similar efforts
orchestrated by radio stations ev-
erywhere to commemorate the
homecoming of the American hos-
tages from Beirut ... At KCNR
Portland, Cynthia Sevier gets the
nod as permanent continuity direc-
tor, a move up from secretarial.

New ‘Manual’
Offers Tips on
A.M. Madness

NEW YORK As personality be-
comes the pinnacle of successful top
40 morning programming, the heat
to be hilarious rises to new heights.
It’s in this environment that the
American Comedy Network’s “The
Method To The Madness: Radio’s
Morning Show Manual” hits the
streets with tips culled from inter-
viewing more than 70 of the coun-
try’s top morning men (and even a
few women).

The product of six months’ re-
search, the “Manual” ranges from
show preparation and relations with
colleagues and management to the
elements of both morning humor it-
self and the humorous personality.

Notable among the notables who
contributed to the book include
KFRC San Francisco’s Dr. Don
Rose, WLS-AM Chicago's Larry Lu-
jack, WWDC Washington’s Grease-
man, WHTZ New York (Z-100)’s
Ross Brittain, WKTU New York's
Jay Thomas and personality veter-
an Gary Owens of Gannett Broad-
casting.

As WNBC New York’s Don Imus
states in his foreward, “Begin by
stealing everthing in this book.”
The “Manual” is indeed a gold mine
for aspiring morning jocks and es-
tablished a.m. men in need of inspi-
ration.

Laid out in layman’s terms, it’s
also entertaining reading for other
radiophiles and should become a
staple in any station library. The
book’s price tag is $14.95, and it can
be ordered by writing ACN at Park
City Plaza, Bridgeport, Conn. 06604-
4211.

WNWS Waits
To See Results
0f MTV Tie-In

NEW YORK When the spring rat-
ings come out next week, WNWS
Miami president/general manager
Neil Rockoff will be viewing the re-
sults with an especially keen eye to
determine whether the talk outlet’s
unique campaign with MTV had
positive effects.

During June, WNWS took out an
80-spot schedule of 30-second adver-
tisements on the music video chan-
nel. Aimed at pulling in part of
MTV’s 25-34 demographic, the
WNWS campaign was keyed to vi-
sualizing the fact that many of its
hosts are in the same age bracket.
“I hate to call them ‘yuppies’,” says
Rockoff, “but they are in their late
20s to early 30s.”

Rockoff admits it will be “hard to
quantify” the number of new listen-
ers generated by the MTV tie-in,
but says he believes “we’ll see a
good spike into that demo.”

“It’s a great way of getting an-
other segment of the audience,”
notes Rockoff, and MTV might
have similar comments. Later this
month, WNWS will be a focal point
of the promotional campaigns run
by MTV’s sister station, the AC vid-
€o channel VH-1.

—Ppye

e s s s e s S s s S S s P — S —

Get a FREE Top 1000

WITH ANY ORDER OF 550 OR MORE

Get a FREE Pop Annual

WITH ANY ORDER OF 575 OR MORE

JOEL WHITBURN'S

Top Pop Albums 1955-1985

Whether an album was #1 for 50 weeks or #200 for 1 week, you'll
find it here. Artist Section lists each artist’s total charted albums,
with complete chart data. Special sections include Soundtracks,
Original Casts, Comedy, Christmas and more.

JOEL WHITBURN'S
Top Pop 1955-1982

The definitive, artist-by-artist listing of every record ever to hit the "Hot
100.” Artist Section lists each artist's total charted records, with complete
chart data. Title Section cross-references all titles alphabetically.

JOEL WHITBURN’S LN
Pop Annual 1955-1982 | \eld/,

First time available in paperback! O
The only complete, year-by-year history \} FREE gL
of charted Pop music. Year Section lists, ! with any %
in rank order from positions #1 to #100,all 7 $1s =
records to appear on Billboard's "Hot 8-

100" eachyear, with complete chart data.
Title Section cross-references all titles

order! é\‘\
alphabetically. /,I//'”‘M‘\\'

JOEL WHITBURN'S

Music Yearbook 1984/Music Yearbook 1983

Each book lists complete data en every record to hit any of Billboard's 14
major charts. Replaces individual yearly supplements.

BILLBOARD'S .
Top 1000 1955-1984 oy,
Compiled by Joel Whithurn

¥ FREE

See how today's chartbusters stack up -
against yesterday's hits! Rank Section ~euml with any g
lists singles in order of all-time popularity $50 *E-
from #1 to #1000, along with complete » rde ~
chart data. Other sections cross- //( ° r! é\

reference titles alphabetically and
by artist.

JOEL WHITBURN'S
Bubbling Under the Hot 100 1959-1981

Over 4,000 “hits that might have been,” from 23 years of Billboard's
"Bubbling Under’' Pop singles charts, arranged by artist with complete
chart data. Seng Title Index and Trivia Section are also included.

ORDER
TODAY!

Free book offer
LN ends August 31, 1985.  Menomonee Falls, Wi 53051
",---—-———————————————q
I'd like a free copy of:

O Top 1000 1955-1984. Enclosed is my check or money order for $50.00 or more. '

O The softcover Pop Annual 1955-1982. Enclosed is my check or money order for
$75.00 or more<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>