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Metal Mining Mounts

August Yields Bumper Crop
Of Gold, Platinum Albums

BY PAUL GREIN

LOS ANGELES The Recording In-
dustry Assn. of America (RTAA)
awarded an unseasonally high total
of 16 gold albums in August, com-
pared to 11 in the same month last
year. For the year to date, the RIAA
has certified 90 gold albums, up
from 82 in the same period last year
and 65 by this point two years ago.

The RIAA also awarded five plat-
inum albums in August, bringing
the year-to-date total to 45. That
compares to 38 by this point last
year, and 28 by this point in 1983.

Three of the five albums to top
the million-unit sales mark in Au-
gust were debut collections, by
Whitney Houston, the Power Sta-
tion and solo artist Sting. Four oth-
er debut sets have been certified
platinum so far this year: first al-
bums by Julian Lennon and Sade,
and solo debuts by Mick Jagger and
David Lee Roth.

Majors Gear for
Improvements in
Gassette Quality

BY STEVEN DUPLER

NEW YORK New developments in
high-speed cassette duplicating
technology have the prerecorded
music industry poised for signifi-
cant improvements in the sonic
quality of mass-market cassettes.
Equipment manufacturers expect
that 1986 will be the year major la-
bels begin testing new systems us-
ing higher-speed masters and faster
bin loop speeds to produce cassette
product said to have significantly
better dynamic range and frequen-
cy response, as well as lower distor-

The two other albums to go plati-
num in August were both by repeat-
ing acts. Motley Crue’s “Shout At
The Devil” is the group’s second
straight platinum album; Dire
S-raits’ “Brothers In Arms” is also
their second platinum album, but
their first since their 1979 debut.

Two albums by George Thoro-
good & the Destroyers were certi-
fied gold in Avgust: “Bad To The
Fone,” the group’s 1382 label debut
for EMI Ameriza, and “Maverick,”
t1eir second album for EMI, which
was released this spring. The
group’s only peevious gold album
was “Move It On Over” on Round-
er, which went gold in July, 1980.

“Bad To The Bone” wasn’t the
cnly catalog album to cross the

(Continued on page 100)

LYRIC ROW: NEW DEVELOPMENTS

PMRC Says Beach Boys’ Mike Love Gave Seed Money

BY BILL HOLLAND

WASHINGTON Part of the seed
money for the Parents Music Re-
source Center (PMRC), the polizical-
ly well-connected group of Wash-
ingtor mothers that has been wag-
ing a fight against so-called ‘ porn
rock,” was a gift from Mike Love of
the Beach Boys through his philan-
thropic Love Foundation. That reve-
lation came last week, as the grow-
ing cantroversy surrounding sexu-
ally explicit and violent rock yries
contirued to gain momentum with
several surprising announcema2nts.

According to PMRC spokeswom-
an Pam Howar, Love contriduted
$5,000 to the PMRC “just when we
were starting up’’ last spring.
Howar says that she met Love at an
anti-drug benefit concert, where
“we talked backstage aboit the

ADVERTISEMENTS

problem [of lyrics], and he was very
sympathetic.”

In a concurrent development, an
announcement came from Capitol
Hill that the witness list for the
Sept. 19 Senate Commerce Commit-
tee hearing on rock lyrics will in-
clude recording artis-s Frank Zappa
and Dee Snyder. Zapoa is an outspo-
ken eritic of the PMRC’s sugges-
tions and the record industry’s
somewhat conciliatory stance. Sny-
der is the lead singer of the rock
group Twisted Siste=.

The two recording artists will be
joined by spokespersons from both
the PMRC and the National Par-
ents/Teachers Assn.; Eddie Fritts,
president of the Nztional Assn. of
Broadcasters (NAB); and Stanley
Gortikov, president of the RIAA. A
Committee source says that more
witnesses will appezr, but “no other

Meet a-ha in this issue’s pullout centerspread poster.
Hunting High And Low (1/4-25300) is the debut album
from Pal Waaktaar (guitar and keyboards), Morten
Harket (vocals) and Mags (keyboards). “Take On Me”
is the soaring hit single (7-29011) and video that has
everyone talking, watching, listening and buying.

Congratulations and thank you to everyone at the 1985
WEA Salzs Meeting in Miami for makir.g a-ha one of
this year™ most visible successes. And taanks to those
of you in zelevision and radio who gave a-ha their start.
Because »f all your efforts, a-ha fans do~'t have to
Hunt High and Low.

recording artists.”

The purpose of the hearing, ac-
cording to the staff source, is to “air
the issue, educate the Senate and
bring things out in the open.” But
the source admits that the hearing
could “bring some slight pressure
on the groups [the PMRC and the
recording industry] to come to a
meeting of the minds.”

One of the members of the com-
mittee is freshman senator Albert
Gore (D-Tenn.), whose wife, Tipper,
is a PMRC co-founder. The hearing,
however, was called by chairman
John Danforth (R-Mo.) following a
meeting with the PMRC that

(Continued on page 100)

FARM AID

Roster Grows
For All-Star
Benefit Concert

BY KIP KIRBY

NASHVILLE Willie Nelson met
for three hours Wednesday (4) with
farmers from 14 states to hear their
proposals on how monies generated
through FarmAid ticket sales, dona-
tions, broadeast rights and ancillary
merchandising should be distribut-
ed. With Nelson at the Champaign,
I1l. meeting were John Cougar Mel-
lencamp, Neil Young, John Conlee
and Gov. Jim Thompson.

Nelson held a press conference
after the meeting to announce that
as chairman of FarmAid Inc., he is
personally ensuring that revenue
from the all-star benefit concert will
be funneled directly to American
family farmers. Nelson has set ug a
separate board, including fellow
artists Mellencamp, Young and
Conlee and the presidents of vari-

(Continued on page 98)
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cassettes. p3/Chains were generally pleased with sales volume
over Labor Day weekend. pFrank Zappa is on the offensive
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ware cross-promotion. p4/Used videotape brokers are forming a
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Despite Weather Problems

Chains Report Good Labor Day Sales

BY EARL PAIGE

LOS ANGELES Record/tape
chains were generally pleased with
sales volume over Labor Day week-
end, even though the weather—
varying from hurricane conditions
to “too beautiful and balmy”—cut
traffic. '

Several chains surveyed say La-
bor Day weekend, though ideally of-
fering a harbinger of what the fall
might bring, is nevertheless tradi-
tionally slow. In fact, several say
that even a flat weekend for the
summer-ending holiday is a good
sign.

While such chains as Camelot En-
terprises and Record Bar were hit
by Southeastern hurricane-spawned
storms, good weather was be-
moaned in other parts of the U.S.
One exception is San Francisco.

Commenting that the Bay Area
“was locked in pea soup fog on La-
bor Day,” Bob Tolifson at Record
Factory says, “We had cops direct-
ing traffic at the Serramonte Mall—
it was like Christmas.”” Sales al-
ready running 30%-35% ahead of

last summer spiked 38% for the holi-
day, Tolifson says. ‘“‘And that
doesn’t include video rentals.”

Among the numerous chains who
say staying even with a year ago is
good news is Atlanta-based Turtles.
“We were about even with a year
ago,” says Joe Martin of the three-
day weekend. “Our summer week
to week has been up around 9%,” he
adds, explaining that video rental in
45 of 50 units has been “fantastic.”

Video rental as a new source of
revenue, and continuing volume in
Compact Discs, were mentioned by
Joe Andrules at Spec’s Musie in Mi-
ami. Like Turtles, which escaped
the hurricane to the north, Spec’s
enjoyed hurricane-free ‘‘sunny
weather,” says Andrules.

“On the map you could see the
hurricane cut right to the north of
us,” says Andrules, noting that the
chain was even with a year ago de-
spite the balmy weather. He also
stresses that Spec’s is coming off a
summer promotion that further car-
ries over into September, and in fact
is geared to generate fall momen-
tum.

Some chains were handicapped in
terms of Labor Day because busi-
ness was up so much a year ago.
Says Dan Kennedy at JR’s Music/
Oranges in Chicago: “We were down
a little over [Labor Day] because last
fall was so tremendous for us.”

Like many chains, JR’s doesn’t
make an extra promotion push for
Labor Day—‘‘unless it’s where a
mall has an event,” says Kennedy,
“and then we participate. Historical-
ly, we have just never done well over
Labor Day weekend. The good
weather here hurt, too.”

Strongly mall-oriented chains suf-
fer a further disadvantage over La-
bor Day, says Geoff Mayfield from
Camelot’s Ohio headquarters, “be-
cause some do close and others have
reduced hours.” Video rental volume
in 64 of Camelot’s 174 units, many di-
rectly in the hurricane belt, helped
overall chain volume, Mayfield says.

At Record Bar in Durham, Ron
Phillips also mentions the hurri-
cane’s effect but says a promotion
on personal stereo in the chain’s 170
units added impetus over the week-
end.

Zappa on the Offensive in Lyric Battle

Veteran Artist/Entrepreneur Raps ‘Cotton Candy Issue’

BY SAM SUTHERLAND

LOS ANGELES While the major-
ity of major record company execu-
tives have withheld public comment
on the current controversy over lyr-
ic content in contemporary record-
ings, one label chief has opted for a
brisk schedule of media interviews
to condemn proposed generic warn-
ings or content ratings systems:
Frank Zappa.

Those familiar with the veteran
composer, recording artist and en-
trepreneur and his long career of
provocative music aren’t surprised,
of course. But Zappa’'s efforts in re-
cent weeks have singled him out as
perhaps the most visible opponent
of the Parents Music Resource Cen-
ter (PMRC), the PTA and other con-
sumer groups determined to flag of-
fensive lyrics through printed warn-
ings on packages.

Appearances on network news
shows, syndicated entertainment
series such as “Entertainment To-
night” and numerous radio inter-
views have underlined Zappa's evi-
dent outrage at what he flatly
deems censorship. The founding
member of the Mothers of Inven-
tion lashes out at the various warn-
ings proposals, as well as the main-
stream industry, with a host of ob-
servations and anecdotes.

Zappa was also among the first
industry figures to confirm plans to
appear as a witness before the Sen-
ate hearing into the issue scheduled
for Sept. 19, when he plans to deliv-
er a petition opposing product warn-
ings.

“It’s a cotton candy news issue,”
Zappa fumes. “The whole thing was
generated by a group of bored
Washington housewives.” Yet, if
Zappa relishes spearing the PMRC
founders, he takes the implications
of their work quite seriously, and
links it to broader issues of censor-
ship in education and the arts.

“You have a nation of kids who

don’t read,” he asserts. “The bulk
of information that enters their
brains thus comes from television
or records. So, control over one of
those sources of information is rath-
er attractive to an authoritarian
mentality . . .

“Since Reagan has gone into pow-
er, things have happened in [U.S.]
schools that nobody’s batting an
eye at ... Most disgusting of all is

-the creationists’ success in forcing

some schools to replace textbooks

with new ones that carry over the
creationist viewpoint. To give the il-
lusion of ‘fairness,” the quality of
scientific education has thus been
compromised.”

Zappa contends that the inhibition
of free speech, which he cites as the
central issue at risk, has clearly pre-
dated the PMRC and PTA initia-
tives. And he’s also run afoul of ef-
forts to excise controversial lyrics
from his own recordings, claiming

(Continued on page 100)

Dealers Sign for Sony Plan
28 Chains in CD Cross-Promotion

BY IS HOROWITZ

NEW YORK Sony Corp. has
signed 28 record retail chains, com-
prising approximately 1,600 outlets,
as participants in its nationwide
Compact Disc cross-promotion
bridging hardware and software.

Under the plan, which receives its
first major consumer splash next
week, buyers of Sony players re-
ceive coupon books permitting the
purchase of up to 100 CDs of their
choice at $2 off regular shelf price
from cooperating dealers (Bill-
board, Aug. 31).

Sony will introduce the promo-
tion to consumers next Monday (16)
in a full-page advertisement in
USA Today which, like other ads to
follow, will tag record retail partici-
pants.

Major chains that have joined in
the project include Camelot, Music-
land/Sam Goody, Record Bar/Lico-
rice Pizza, Sound Warehouse, Tur-
tles, Record World/TSS and Budget
Tapes & Records, according to Sony
Consumer Audio Division product
communications manager Marc Fin-
er. Smaller power chains like J&R
and Vinyl Mania in New York, Lau-

ry’s in Chicago and Spec’s in Florida
are also enrolled, says Finer.

While Sony is known to have ap-
proached some chains that passed
on the deal, the company maintains
that its goal of covering all markets
of significance has been achieved.
Finer notes that there are cooperat-
ing dealers in all 50 states as well as
the territory of Puerto Rico.

Major benefit to dealer partici-
pants is the opportunity to win the
initial patronage of a new CD player
owner and cement an ongoing rela-
tionship. Retailers are not reim-
bursed directly by Sony for the $2
discount per disk.

Significant among holdouts is the
Tower chain, one of the country’s
most active merchandisers of CDs.
Some who have passed on the deal
are known to feel that they have al-
ready established themselves firmly
as a source for software in their ar-
eas, and to run frequent sales that
meet or surpass the $2-off program.

Sony expects to move about
100,000 CD players during the run
of the program, which terminates
Dec. 31. Consumers, however, will
have until next March 31 to redeem
their coupons.
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Used Videotape Brokers Get Together

Groundwork Laid for Creation of New Trade Group

BY TONY SEIDEMAN

NEW YORK The nation’s top used
videotape brokers are banding to-
gether to form an association to
monitor the quality of the product
they sell, police their membership,
and give information and assistance
to retailers.

First step in the creation was a
two-hour meeting held at the recent
Video Software Dealers Assn.
(VSDA) convention, where several
used tape brokers got together, and
five of the nation’s largest firms de-
cided to take steps towards forming
a group.

Companies present included Sec-
ond Play Video, First National Mov-
ie Co., Discount Video, Video Tape
Source, First Video Exchange and
Galaxy International, all regarded
as relative ‘“majors’ in the used
videocassette business.

Organizing the meeting of the as-
yet-unnamed group was Second
Play Video of Los Angeles. Says
Second Play’s Paul Jacobsen:
“What we are attempting to do is,
first, to establish an association,
and to establish some standards of
operation that we publish and we
make available to all the retailers,
so that if they ever have a problem
with one of the members, we have a

way of dealing with it.”

According to First National Mov-
ie Co.’s Jim Ward, of the companies
at the first meeting ‘‘there were
three of them we kind of ruled out
right away” because they didn’t fit
the fledgling organization’s defini-
tion of a full-service used tape bro-
ker. Ward says that the association
will initially only have five or six
members.

Second Play is one of the largest
firms in the business, doing an esti-
mated annual business of between
$7 million and $9 million. First Na-
tional moved an estimated 200,000
units in 1984, and has been growing
at the pace of the industry or better
in 1985.

Among the aspects Ward sees the
organization concentrating on are
“the quality of the boxes and hav-
ing some kind of returns policies on
defectives.”

According to Jacobsen, another
purpose of the organization is to
“combine our efforts to improve our
image, and also as a group to ex-
plore how we can act together to so-
lidify our position, to expand our
product lines, and to explore new
markets.

“One of the biggest problems we
have in our business is that we don’t
know each other,” he adds. Creation

of an organization will also help the
used tape brokers deal with the fu-
ture, he suggests, noting: ‘“Nobody
in the business knows where mar-
keting is going to go in a couple of
years.”

Chances are good that the used
videocassette business will level off
as the number of new store open-
ings drops off, Jacobsen suggests,
and because of that used tape bro-
kers will have to move into other ar-
eas of the business.

“There’s no reason that used
product can’t be sold to consum-
ers,” he says, “and we're going to
do something about it” by setting
up a direct marketing program.

“Qur association wants to be a
true resource for the retailers,” Ja-
cobsen continues. ‘“We see a defi-
nite need for that and see a definite
opportunity to help retailers with a
concrete way of doing things rather
than VSDA,” which he claims does
more good for manufacturers than
for the stores it is supposed to rep-
resent.

One name for the organization
that was bandied about was the
Used Software Dealers Assn.
(USDA). But that title has been re-
jected, Jabosen says, because the
concentration will be on more than
just the used tape broker’s concerns.

BMI Honors Nashville ‘Million-Airs’

BY KIP KIRBY

NASHVILLE BMI honored 75 new
inductees into the ranks of its “Mil-
lion-Airs,” as area writers and pub-
lishers whose songs have achieved
one million radio plays or more were
honored at an awards luncheon here
recently.

The event, held outdoors behind
the organization’s Music Row of-
fices, was the first of three such af-
fairs BMI is sponsoring nationally
to honor its new and previous “Mil-
lion-Air” members. The New York
reception will take place Wednes-
day (11), and Los Angeles’ BMI of-
fice will host its reception Sept. 17.

Music Video Goes Platinum
Five RIAA Certifications in August

NEW YORK Music dominates the
monthly Recording Industry Assn.
of America (RIAA) gold and plati-
num non-theatrical video certifica-
tions, with Prince, Tina Turner and
“We Are The World” all reaching
both plateaus, and Duran Duran hit-
ting platinum.

In the theatrical area, platinum cer-
tifications continued to outrun last
year’s totals, while gold numbers
kept on losing ground. Theatrical
platinum totals for August came to
13, compared to nine in 1984, and gold
totals to 16, against 17 last year.

Platinum non-theatrical winners
were: “Prince & the Revolution—
Live,” Warner Music Video; ‘“We
Are The World, The Video Event,”
RCA/Columbia Pictures; “Tina
Turner—Private Dancer,” “Tina
Live—Private Dancer Tour” and
“Duran Duran—Dancing On The
Valentine,” Sony Video Software
Operations; and ‘“‘Playboy Video
Vol. I1,”” CBS/Fox.

Gold non-theatrical winners were:
“Prince & the Revolution—Live,”
Warner Music Video; “We Are The
World, The Video Event,” RCA/Co-
lumbia Pictures; “Tina Live—Pri-
vate Dancer Tour,”” Sony Video

Software Operations; and “Play-
mate Workout,”” ‘‘Playboy Video
Vol. V”’ and “Playboy Video Vol.
I1,” CBS/Fox.

Platinum theatrical winners
were: “A Soldier’s Story,” “Mickey
And Maude,” “The Karate Kid,”
“Runaway,” “Body Double, “The
Razor's Edge’ and “‘Starman,”
RCA/Columbia Pictures; “Tough
Turf,”” New World Video; and
“Stick,” MCA Home Video; “Teach-
ers,” “Places In The Heart,” “John-
ny Dangerously” and ‘“The Mup-
pets Take Manhattan,” CBS/Fox.

Gold theatrical winners were:
“Tough Turf,” New World Video;
“Fandango,” Warner Home Video;
“A Soldier’s Story,” “Mickey And
Maude,”” ‘““The Karate Kid,”
“Songwriter,” ‘“Runaway,” “Body
Double,” “The Razor's Edge” and
‘“Starman,”” RCA/Columbia Pic-
tures; ‘‘Blood Simple,” “Stick,”
“Repo Man,” MCA Home Video;
and “Give My Regards To Broad
Street,”” “Oxford Blues,” “Ameri-
can Dreamer,” “Night Of The Com-
et,”” “Johnny Dangerously,”
“Places In The Heart” and “Teach-
ers,”” CBS/Fox Video.

TONY SEIDEMAN

BMI senior vice president
Frances Preston and vice president
of Nashville operations Roger So-
vine presented certificates of
achievement to local and regional
writers and publishers, represent-
ing the 40 million-play, six two-mil-
lion-play and two three-million-play
tunes affiliated with BMI's Nash-
ville division.

Writer/producer Even Stevens
received his seventh BMI “Million-
Air” award, more than any other
songwriter in the territory adminis-
tered by the Nashville office.

The inducted songs join BMI's
650 other million-play tunes in the
catalog. Each “Million-Air” inclu-
sion means that a song has scored
more than 50,000 hours of radio air-
play. Southern writers and publish-
ers have contributed to more than
one-third of the total number of
BMI “Million-Airs.”

A complete list of new “Million-
Air” titles announced by BMI fol-
lows:

“All Out Of Love,” Clive Davis/
Graham Russell (APRA), Careers
Music/Nottsongs; “Another Satur-
day Night,” Sam Cooke, Abkco Mu-
sic; “Arthur’s Theme,” Peter Allen/
Carole Bayer Sager/Burt Bachar-
ach/Christopher Cross, Begonia
Melodies/Irving Music/Unichap-
pell / Warner - Tamerlane /
Woolnough; “Bette Davis Eyes,”
Donna Weiss/Jackie DeShannon,
Donna Weiss Music; ‘‘Boy From
New York City,” George Davis/
John Isaac Taylor, Trio Music;
“Brown Eyed Girl,” Van Morrison,
Web IV.

“The Closer I Get To You,” Reg-
gie Lucas/James Mtume, Ensign/
Scarab; ‘““The Closer You Get,”
Mark Gray/J.P. Pennington, Ca-
reers/Irving; “Could It Be I'm

(Continued on page 101)

Fonda’s Keepers. Billboard publisher and editor-in-chief Sam Holdsworth, right,
presents Jane Fonda with an award at the Video Software Dealers Assn.
convention for having the longest-running No. 1 video, and for being the first
non-music personality on the publication’s cover. Stewart Karl of Kari-Lorimar
Home Video looks on.

Executive Turntable

RECORD COMPANIES. Rick Chertoff is appointed East Coast a&r vice presi-
dent/executive producer for Columbia Records in New York. He was East
Coast a&r director, contemporary productions/staff producer for the label.

MCA Records promotes Lance Grode to vice president of business and
legal affairs in Universal City, Calif. He was director of that area.

Michael Rosenblatt joins Geffen Records’ a&r staff in New York. He
was East Coast director of a&r at MCA Records.

Chrysalis Records appoints Audrey B. Strahl director of national publici-
ty in New York. She was head of Strahl, Ink!, her own press/marketing
firm.

Tony Caronia is promoted to vice president of Eastern operations for
Angel Records in New York. He was director of classical operations, East
Coast.

GRODE STRAML

CHERTOFF

ROSENBLATT

CBS Masterworks promotes William J. Frohlich and Joseph “Skip”
Crovo to marketing managers for the East Coast and West Coast, respec-
tively. They were both sales reps, Frohlich for the New England branch and
Crovo for the Los Angeles branch.

RETAILING/DISTRIBUTION. Marian Roberts joins Record Hunter in New York
as general manager, in charge of both retail and wholesale operations. She
was regional manager for Elroy Enterprises.

HOME VIDEO. Stephen Einhorn is promoted from senior vice president to ex-
ecutive vice president and chief financial officer of Vestron Video in Stam-

CARONIA

FROHLICH

CASSANO
ford, Conn. In addition, Michael Karaffa is elevated to national accounts
manager. He was Eastern regional sales director.

Linda Donewald is named manager of merchandising at RCA/Columbia

Pictures Home Video in New York. She was manager of marketing for the
company.

PRO AUDIO/VIDEO. Mediatech Inc. names Jim McKenney vice president of
syndication and program sales in New York. He was vice president/general
manager of Reeves Teletape. Also, Richard Zarro is appointed general
manager of the company’s Hollywood operation. He was chief operating
officer for Altavideo.

Chris G. Smith joins Digital Services Recording in Houston as studio
manager. He was with Inergi Recording Studios.

Technics in Secaucus, N.J. promotes Cathy Wilk to marketing and media
supervisor for its products. She was marketing coordinator.

(Continued on page 94)
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MAURICE WHITE.

He put the Fire into the sound of Earth, ¥vind & Fire.

Now the innovative singer /songwriter ; producer is
blazing new trails of his own With g oz new solo :
album that includes the hit single *“Stand By Me’— .
the Ben E. King classic that's cuickly secome a

Maurice White smash.

“MAURICE WHITE!" His first sclo zlburr. Featuring
the hit, “STAND BY ME " Now burning ts way up
the charts. On Columbia Records,Cassettes and

Compact Discs.®
FC 39383

iR |

Rl

o T, AJ

Produced by Maurice White for Kalimba Producions: o " ; fA/""’ Q_
“Switch On Your Radio” “I Need You"” anc “Be ieve In Magie’ €omproduced by Robbie BJrhanan‘cr Robb e Buchanas, tnc. 8 —~ 3 “Coming nest mont on Compact Disc

Associate Producers: Martin Page, Brian Fairweather. o | g “Columbia;” ® are trademiarks of
! : CBS e, 1985 CBS Inc

Management: Alive Enterprises, Inc. (Sheo Gardor & Daniel S. Markus).
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CBS/Fox Duplication Galled Holiday Boon

Company’s Move Seen Relieving Vid Production Crunch

BY TONY SEIDEMAN

NEW YORK CBS/Fox Video’s
move into the duplication business
for outside accounts is expected to
alleviate the holiday season capaci-
ty crunch that has existed for the
last couple of years, according to in-
dustry executives.

Those executives also say the
company’s entry into the market
will boost competitive pressures in
the field but probably won’t dramat-
ically alter its structure. There are
currently only two “majors” in the
duplication business: Bell & How-
ell/Columbia Pictures Home Video
Services and VCA/Technicolor.

To date, CBS/Fox Video has only
duplicated product for itself. But as
of the fourth quarter, when its so-
phisticated new plant goes into op-
eration, the company will begin so-
liciting outside accounts, says se-
nior vice president Fred Fehlauer.

According to Fehlauer, the Livo-

Johnny Marks
Dies at Age 75

NEW YORK Composer Johnny
Marks, best known for his Yuletide
classics ‘“Rudolph The Red-Nosed
Reindeer,” “Rockin’ Around The
Christmas Tree” and “A Holly Jolly
Christmas,” died here Tuesday (3)
at New York Hospital after an ex-
tended illness. He was 75.

An active songwriter since 1935,
Marks also established himself as a
successful writer of scores for tele-
vision specials and commercials. He
became a music publisher in 1949
when he formed St. Nicholas Music,
a leading publisher of Christmas
songs. Marks was a member of the
board of directors of ASCAP, serv-
ing on the Board of Review and
more recently on the Advisory Com-
mittee.

“Rudolph,” which has reportedly
sold in the area of 150 million rec-
ords, was voted into the Songwrit-
ers Hall of Fame in 1972. Marks
wrote more than 150 published
songs, including “Everything I've
Always Wanted’’ and ‘“Address
Unknown.” He is survived by his
three children, Michael, Laura and
David.

nia, Mich. plant is unique in several
ways:

o It was built from the ground up
specifically to manufacture prere-
corded videocassettes.

e The plant is specially designed
to produce the highest quality audio
possible. Metal racks produce mag-
netic fields that can impact on VHS
or Beta Hi-Fi sound quality, so
CBS/Fox went for wood racks, ac-
cording to Fehlauer. Similarly, the
company used shielded cables and
an isolated lighting system to avoid
interference wherever possible.

e Management techniques and
technologies similar to those used
at the latest automotive plants will
be used at the Livonia plant, Feh-
lauer says.

e With a total of 7,000 slaves and
240,000 square feet of floor space
and a capacity of between 15 million
and 18 million units a year, the Livo-
nia facility will be the largest one
ever built just for prerecorded vid-
eo, Fehlauer claims.

VCA/Technicolor has a capacity
of between 18 million and 20 million
units. Bell & Howell has a capacity
of more than 20 million units.

“In the fourth quarter, the indus-
try can use all of the capacity it can
get,” says Bell & Howell/Columbia
Pictures Video Services’ Robert
Pfannkuch. He adds that he doesn’t
see the CBS/Fox Video plant as a
truly significant advance: “It’s just
more of the same equipment.”

At VCA/Technicolor, Al Markim
notes that his company “built” a
new 100,000 square foot plant in Oc-
tober, 1984, and adds, in response to
CBS/Fox’s claim, “Apparently they
don’t know about our plant.” Feh-
lauer’s response is that VCA/Tech-
nicolor moved into an already creat-
ed building, while CBS/Fox built its
facility from scratch.

There are ‘““‘in excess of 3,500
slaves” at VCA/Technicolor’'s new
plant, and similar numbers at two
other facilities, Markim says.
“What they’re attempting to do is to
put under one roof and in one big gi-
ant kind of plant what we have in
three plants.”

CBS/Fox’s presence will increase
competitive pressures in the dupli-
cation marketplace, Markim says,
“but then there’s a big increase in
demand,” which will probably soak
up the extra capacity. He sees the

Keynote Speaker. Saul Zaentz, president of Fantasy Films and producer of
“‘Amadeus” and ‘One Flew Over The Cuckoo’s Nest,” makes his initial video
presentation at the recent VSDA convention in Washington.

level of home video business dou-
bling in 1985 from 25 million to 50
million units.

- “The duplication business has
really settled down into a good in-
dustry,” Markim says. “We each
have our major customers to do.”

As for whether CBS/Fox may
move to take some of the big cus-
tomers away from Bell & Howell/
Columbia Pictures or VCA/Techni-
color, he says, “Anything is possi-
ble—I would certainly hope not.”

One aspect of the business that is
leaving duplicators less optimistic
right now is profit margins. Mar-
gins are getting thinner, Bell &

(Continued on page 100)

Convention Opener. VSDA president Weston Nishimura of Videospace
delivers his *'State Of The Association” message to conventioneers during this
year's opening ceremonies at the Sheraton Washington Ballroom in

Washington.

by Paul Grein

KOOL & THE GANG this week
edges past Michael Jackson as
the act with the most No. 1 black
hits so far in the '80s. “Cherish,”
which moves into the top spot this
week, is the group’s fifth No. 1
black hit in this decade, following
“Celebration,” ‘“Take My Heart,”
“Joanna” and “Fresh.”

Kool & the Gang
‘Cherish’ a new
black record
for the '80s

Mr. Jackson. has notched four
No. 1 black hits since the start of
the '80s: ‘“Rock With You,” “The
Girl Is Mine,” ‘“Billie Jean” and
“Beat It.” Seven acts share third
place with three No. 1 black hits
since 1980: Diana Ross, Stevie
Wonder, the Gap Band, Chaka
Khan, Lionel Richie, New Edition
and Aretha Franklin.

Kool & the Gang, it should be
noted, also collected four No. 1
black hits in the "70s, before they
became consistent crossover favor-
ites.

“Cherish” also moves up to num-
ber four on this week’s pop chart,
becoming one of the four biggest
crossover hits of Kool & the
Gang’s long and varied career. The
gossamer ballad joins the raucous
“Jungle Boogie,” which peaked at
number four in 1974; the sprightly
“Celebration,” which reached No.
1 in 1981; and the nostalgic ‘“Jo-
anna,” which hit number two early
last year.

Reader Becky Helme, who in-
sists that she’s the world’s biggest
Ringo Starr fan (no argument
from us), notes that in the unlikely
event that “Cherish” hits No. 1 on
the pop chart, it would make only
the fifth time in the rock era that
two different songs with the exact
same title reached the top.

The only four titles to have re-

CHAR

peated at No. 1 in the past 30 years
are ‘“Best Of My Love” (Eagles,
1975, and Emotions, 1977), “I'm
Sorry” (Brenda Lee, 1960, and
John Denver, 1975), “My Love”
(Petula Clark, 1966, and Paul
McCartney & Wings, 1973) and
“Venus” (Frankie Avalon, 1959,
and Shocking Blue, 1970).

“Cherish,” of course, was the ti-
tle of the Association’s first No. 1
hit in 1966.

']

DANCING IN THE STREET”
by David Bowie & Mick Jagger
enters the British chart this week
at No. 1, and also jumps eight
points to number 25 in the U.S. It's
the first time either artist has de-
buted at No. 1 in Britain.

That’s an extraordinary feat, of
course, but it isn’t unheard-of, as it
is in the U.S. Such transatlantic su-
perstars as Elvis Presley, the Bea-
tles and the Police have debuted at
No. 1 in Britain, as have such top
British acts as CIliff Richard & the
Shadows, Slade, Gary Glitter, the
Jam and Adam & the Ants.

This is, incidentally, the first
time “Dancing In The Street” has
reached No. 1 in Britain. Martha &
the Vandellas’ classic original ver-
sion of the song peaked at number
28 in 1964, and then came back to
hit number four in a 1969 re-re-
lease.

Before we leave the British
charts, we'll share this letter from
Mike Connelly of East Lansing,
Mich. “I couldn’t help noticing that
‘The Power Of Love’ has now hit
No. 1 on both sides of the Atlan-
tic—except it was Frankie Goes
To Hollywood’s song that hit No.
1 in Britain last December, not
Huey Lewis & the News'.”

Now Connelly gives us the real
nitty-gritty: “This is the only time
in the '80s that different songs
with the same title have hit No. 1 in
England and the U.S. There was
one near-miss in 1980-81, when
Dolly Parton’s ‘9 To 5’ hit No. 1 in
the U.S. in February, 1981, six
months after Sheena Easton’s

song of the same title inexplicably
stalled at number three in En-
gland. Of course, it hit No. 1 here,
but under a new title to avoid con-
fusion—‘Morning Train.” ”

FAST FACTS: Bruce Spring-
steen’s “Born In The U.S.A.” holds
in the top 10 for the 65th week,
which is just 13 weeks shy of
matching the record set by Mi-
chael Jackson’s “Thriller” for the
longest run in the top 10 since “The
Sound Of Music” soundtrack 20
years ago. That collection logged
109 weeks in the top 10, from May,
1965 to January, 1968.

Joshua Sayer of Binghamton,
N.Y. points out that “U.S.A.” has
hung tough in the top 10 through
two Prince albums. Indeed,
“U.S.A.” entered the top 10 a full
month before Prince’s ‘‘Purple
Rain,” and is still in the top 10 a
full month after his followup al-
bum, ‘“Around The World In A
Day,” dropped out.

Pat Benatar this week collects
her fourth top 10 single, as “Invin-
cible” moves up a notch to number
10. It follows “Hit Me With Your
Best Shot,” ‘““Love Is A Battle-
field” and ‘“We Belong.”

But that’s nothing: “Invincible”
is the fifth top 10 hit for songwrit-
er Holly Knight in less than two
years. It follows Benatar’s
“Battlefield,” Tina Turner’s ‘‘Bet-
ter Be Good To Me” and Scandal
featuring Patty Smyth’s ‘““The
Warrior.”” Knight also co-wrote
Heart’s ‘“Never,” which debuts on
this week’s Hot 100 at number 70.
And she’s slated to have the sec-
ond Turner single from the ‘“Mad
Max” soundtrack, ‘“One Of The
Living.”

Four-year-old Palo Alto Records
this week earns its first No. 1 jazz
album, as George Howard’s
“Dancing In The Sun” knocks off
Stanley Jordan’s “Magic Touch”
after a 15-week run at No. 1. Palo
Alto is independently distributed in
the U.S. and is handled through
A&M in Canada.
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More people listen to BMI than
to their mothers.

And more moms listen to BMI, too.
Because most of the music played on radio
is licensed by BML. If anyone trics to tell

you differently, don't listen.

BMI So remember, keep your feet
off the furniture, don't play with
your food, and keep playing plenty
of BMI music.

/1| Wherever there’s music, there's BMI.

www americanradiohictorv com
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GERMANY/AUSTRIA ]SWITZERLAND
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BFBS AND AFN, the lively, legendary British and American military
broadcasters in Germany, turned 40 this summer. Both still reach mil-
lions of Germans, though without the impact they had in the ’'50s and
’60s. The first BFBS “Link With Home’’ opened July 29, 1945, in the
Hamburg Musikhalle. Regional director Dick Norton’s staff, now
based in Cologne, covers Northern Germany with 10 FM transmitters,
and also operates 45 low-power tv repeaters. AFN’s German start was
June 10, 1945, in Munich.

HUNGARIAN CONCERTS could become more attractive for international
artists, thanks to Viennese promoter Jeff Maxian. Working through an
unspecified “partner” in Budapest, Maxian’s Vienna Concerts can
book shows in Hungary and, apparently for the first time, guarantee
payment in Western currency. Billboard’s Manfred Schreiber says the
first to exploit this Austro-Hungarian connection will be Al DiMeola,
who’s touring both countries this month.

RECENT PR STATEMENTS from RCA and Ariola put different perspectives
on the new deal between the two. Bertelsmann downplayed RCA’s op-
erational control in Europe outside Germany, Austria and Switzerland,
referring instead to 50/50 “participation” in those markets. RCA says
little about the new RCA/Ariola European board, chaired by Monti
Lueftner. The exact duties of the European and international RCA/Ar-
iola boards are still unclear. Bertelsmann says many details are still
“under study,” including the status of RCA in Austria and Switzer-
land, now distributed by Music and Musikvertrieb respectively, but ex-
pected to switch to Ariola shortly. Austrian RCA enjoys a 5% market
share.

6/A/S LINES: Anyone looking for research on the German sales charts
should contact Taurus Press, Hebbelstrasse 8, 2000 Hamburg 76. The
firm’s singles book costs 39 DM, the albums one 29 . .. Video penetra-
tion in Austria has jumped from 2% in 1979 to a current 9% now ...
Thomas Meisel, George Gluech and Edition Intro celebrated the firm'’s
25th anniversary as one of Central Europe’s most important publish-
ing houses on Aug. 31 in Berlin . . . Maxi-single demand is still booming
in Central Europe, more than compensating for a slump in seven-inch
singles. One Austrian dealer says his maxi numbers sometimes sur-
pass regular single demand on certain titles . . . Polydor’s James Last,
dubbed the world’s favorite bandleader, taped an open-air concert last
week in Koblenz, Germany, for the U.S. cable tv show “Hello, This Is
Germany” ... Former Teldec MD Gerhard Schulze has been named
head of GVU, Germany’s copyright protection group.

Detry’s Rescue Mission
Gives New Life to Vogue

PARIS Following the “rescue op-
eration’’ set in motion three months
ago to salvage Vogue, France’s big-
gest and oldest independent record
label, its parent company, Vogue
France, has seen its sales rise by
around 35% over initial bottom-line
projections.

The “‘save Vogue’ attempt was
headed by Jean-Louis Detry, for-
merly deputy managing director at
Carrere Records and one-time head
of that firm’s New York office, who
bought up 98% of Vogue’s shares
earlier this year (Billboard, May 5).

His move followed two money-
losing years by the company, which
was founded in 1949 by Leon Cabat.
Through the years, Vogue has been
linked with many of the top names
in French entertainment. As it con-
tinued its financial slide, however,
Cabat ceded the presidency in late
1984, and the firm’s pressing plant
was closed down.

New owner Detry made it known
that he would retain the two mod-
ern studios and the cassette dupli-
cating plant at the Vogue headquar-
ters in Villetaneuse, north of Paris,
and continue distributing Vogue
product. He also said he would hon-

or all of Vogue’s foreign commit-
ments, which then included distribu-
tion license deals for the Roulette,
Buddah, De-Lite, Sonet, Polar,
Mute, Sugarhill, Private I and
Towerbell labels.

Initially, Detry laid off a number
of staffers, but only in cooperation
with local municipal authorities anx-
ious to minimize unemployment. A
specialist government division,
CIRI, provided a longterm loan of
roughly $1 million to cover compen-
sation costs.

It was accepted at the time that a
major problem in Vogue’s downfall
was the acquisition of distribution
rights for Motown between 1981
and 1983. Vogue paid roughly $1.5
million a year, but that was effec-
tively doubled because of currency
exchange moves involving the U.S.
dollar.

The turnaround in Vogue's for-
tunes, as reported by Detry, is
largely due to the way the company
has re-worked its catalog of more
than 2,500 albums and singles, nota-
bly strong in jazz and pop.

As far as the three Vogue inter-
ests outside France are concerned,

(Continued on page 89)

Sony Maps Big German 8mm Video Push

300 Dealers Enlisted for Unprecedented Depot System

BY JIM SAMPSON

BERLIN With three of Europe's
four home video systems either
dead or dying, Sony has decided to
bolster its new 8mm equipment in
Germany by subsidizing a chain of
software depots. The 300 dealers
chosen by Sony will receive strong
advertising and merchandising sup-
port, in addition to a package of cut-
rate 8mm software.

At last week’s Berlin Audio/-
Video Fair, Europe’s largest, Sony
stood almost alone among manufac-
turers behind the new system. Ko-
dak has withdrawn plans for early
entry into the European market
with 8mm video.

Only Sanyo and Pioneer, and
camera manufacturers Canon and
Fuji, are marketing 8mm video in
Europe this fall. All other Japanese
and all European brands are stay-
ing with VHS exclusively for the
near future.

Sony video marketing head Karl
Hartwig asserted: “8mm is the hot-
test topic in the consumer electron-
ics field. All that’s needed is soft-
ware. We learned our lesson with
Beta. Sony has become very soft-
ware-minded.” He said most major
German video duplicators have been
given a free loan of 8mm recorders.

UK. Survey
Finds Buyers
Getting Older

LONDON According to a new
Yorkshire Television survey on the
record and audio equipment market
in the U.K., the average age of rec-
ord buyers is tending to shift up-
wards.

The research stresses that the
young still dominate purchasing
power in the prerecorded music
field. But in YTV’s thickly populat-
ed area, 42% of those buying albums
and 38% of those buying singles
were found to be 35 or older, and
10% of those buying singles were
over 55.

This shows a clear trend to older
consumers compared with the com-
pany’s last survey, carried out in
1983. But among the young, “‘by far
the most significant spenders,”
those aged 16-24 averaged purchase
of more than nine singles a year,
with 12% buying more than 20.

That same group also accounts
for the majority of album pur-
chases, averaging some seven a
year. In total, 10 million albums
were sold in the region over the past
year, representing two albums per
head of adult population.

And the Yorkshire Television re-
search points to a consistent in-
crease in the popularity of country
music, the second most popular
genre behind pop in the 25-54 age
group and the third choice of those
over 55. The increased support
gained by country since the last sur-
vey is reflected in a comparative fall
in popularity for MOR music.

To ensure that adequate, attrac-
tive product actually reaches con-
sumers, Sony is committing several
hundred thousand dollars to the un-
precedented 8mm video depot sys-
tem and related advertising.
Hartwig said the firm will provide
similar, but less comprehensive,
dealer support in other European
markets.

Depot dealers will receive a pack-
age of 30 titles, valued around
$1,600, for $700. Sony also provides
free display and merchandising ma-
terial, 10 trailer cassettes and Sony
Video Club magazines. Dealers will
be mentioned in local advertising,
and all new Sony Video 8 buyers
will be sent a computer listing of
nearby depot dealers.

In Wiesbaden, Sony enlisted deal-
ers for the depot system. Hartwig
said 300 partners would be chosen
by the end of the month, based on
“quality and location” of the shops,
with at least one in every German
city whose population exceeds
50,000

Hartwig’s projection—of a 10%
8mm video market share after one
year, increasing each following
year by 10%—was called “wishful
thinking”’ by some dealers in Wies-
baden, most of whom now stock
only VHS cassettes. The call for in-

vestment and display space for a
new system, at a time when West
Germany’s video software business
is mired in a slump, drew a general-
ly subdued response.

Sony also sought support from all
major program suppliers, excluding
those with predominantly X-rated
fare. Nine firms said yes, although
the initial list of 120 titles is not
packed with current hits. Only three
of Germany’s current top 50 rental
titles are available in the 8mm for-
mat.

“Many more titles were made
available during the Wiesbaden
Fair,” claimed Sony video software
manager Karl-Georg Jung. ‘“Deal-
ers can now order over 600 titles.”
He added that Sony was ‘‘very satis-
fied” with the new format’s recep-
tion by distributors and dealers in
Wiesbaden.

Pricing will be at current VHS
levels. Consumers can purchase
Beta and 8mm software directly
through Sony’s Video Club.

Among major distributors, only
CIC (Universal and Paramount)
turned thumbs down. “We did not
give a categoric rejection,”’ ex-
plained CIC product manager Mi-
chael Langkavel. “In the long run,
8mm looks fantastic and should

(Continued on page 89)
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BY JOSEPH RICH

It would be helpful for non-profit
agencies like ours, as well as for
other organizations that sponsor
concerts, to have available for refer-
ence a kind of “buyers guide” to in-
form us what artists are prepared
to do, or not do.

We have promoted country music
shows for the past 12 years, with
the proceeds used to assist disabled
and deprived children and adults
who live in the northern part of
New York State.

After doing approximately 60
such shows, we have found that the
general portrayal of country music
stars as being down-home and
friendly is true. But on a very few
occasions my agency has been hu-
miliated by the actions of some art-
ists.

We had such a case earlier this
summer. The act was one of the top
groups in the country. And it did de-
liver what a promoter normally ex-
pects: a good show, reflecting the
best abilites of the performers.

But it’s not asking too much to ex-
pect more—like being cordial and
helpful, as most entertainers are,
particularly when a charity is in-
volved.

This act refused any interviews
with the media. They didn’t spend
even one minute with any of the sev-
en newspaper, radio and television
reporters who came to the concert.

This caused tremendous embar-
rassment to our agency, since we

Guide to Behavior

ACTING WELL . . . ON STAGE AND OFF

rely on the media not only to inform
the public how we help people, but
also to assure the success of our
shows by providing free promotion.
Coverage after the show also suf-
fered. But we were not the only
ones hurt.

Country music itself took a step
backward in our area. People heard
public arguments between a very

handle the load-in and load-out
chores. They also serve as stage-
hands and concessionaires. Meals re-
quired under contract are prepared
by a local restaurant at no cost to
our agency. Rooms are provided at a
well-known resort, again at no cost.
Mobile homes are loaned as dressing
rooms. And other volunteers set up
more than 1,500 folding chairs and

‘The act refused any
interviews... this
caused tremendous
embarrassment’

Joseph Rich is executive director of Disabled
Persons Action Organization, based in

Watertoun, N.Y.

upset building manager and the
act’s road manager. No less heated,
and just as public, was a “discus-
sion” between their manager and
me.

The act—let’s call them “X"—
was paid $45,000. They made me
feel that if I didn’t like it, they’d be
happy to take their show elsewhere.
This they could easily do, since they
are in such demand these days.

Our shows represent a true com-
munity effort. Volunteer firemen

act as ushers and ticket-takers.

Everything went well at the con-
cert except for the attitude of the
entertainers. On stage, they were
their usual humorous and friendly
selves. Off stage, they remained
holed up in their bus for six hours
and wouldn’t see anyone. They left
it to me to explain their refusal to
speak to any members of the media
before, after or between the two
shows they performed.

I didn’t expect X to be like Loret-

ta Lynn, who was extremely friend-
ly and signed autographs for many;
or like the late Marty Robbins, who
spent time with one of our disabled
young people. Neither did I really
expect that they would be like Con-
way Twitty, who found time to visit
a local museum and hold a press
conference; or like Johnny Cash,
who provided group as well as indi-
vidual interviews and was more
than pleased to meet with some of
our disabled people.

In those cases, everyone who at-
tended the shows went away with a
good feeling. Followup stories in
the press supported our agency.

When it came to X, though they
had no problem finding time to pro-
mote the sale of their tapes and pic-
tures, they couldn’t spare a moment
to meet with media people who had
spent much of the prior five weeks
promoting the concert. They did,
however, devote some of their stage
time to urge the audience to nomi-
nate them as the top country group
in the U.S.

Thank goodness there are still
many good country performers who
care about how they and their spon-
soring group are perceived.

Hopefully, with more objective
reporting, all performers will be-
come more accountable for their ac-
tions. With pertinent information
available to us, agencies like mine
across the country may be able to
make judgments that will prevent
situations like the one we experi-
enced from occurring.

OUT OF LINE

In a catty and defensive letter (Aug.
31), South Africa’s Stephanie Luker
went way out of line in her personal
attack against “Little Steven” Van
Zandt.

Van Zandt's musical efforts to op-
pose apartheid are not only within
his rights as a performer, but within
his duties as a citizen. His “‘Sun
City” record project is part of a fine
tradition of music as a positive force
for political change, a tradition that
also includes the recent Live Aid
concert.

Finally, it beats me how she can
possibly construe his efforts as an
“excuse to generate a little atten-
tion for a career that has, so far,
been less than meteoric.” Come on,
Stephanie, Little Steven, better
known to his many fans as ‘“Miami
Steve,” has literally helped shape
the future of rock’n’roll as the right
hand of Bruce Springsteen.

Unlike the case in Miss Luker’s
South Africa, we have freedom of
expression here. Efforts by well-
known artists to exercise these
rights should be applauded, not at-

tacked.
Al Giordano
Ways & Means Productions
Boston

THE AMERICAN WAY

It appalls me that the record indus-
try seems so ready to roll over and
play dead for the forces of repres-
sion who would like to see an end to

Letters to the Editor

freedom of speech and expression in
this country.

To achieve this, some lobbyists
are holding up their children as bat-
tering rams, claiming that “in-
decent” lyrics and violent images on
recordings are harmful to them and
therefore should be regulated and
given special markings equivalent
to an X rating.

The record industry, until now
characterized by its sense of free-
dom and bravado in bringing out
“Rock Around The Clock,” the
Stones’ “Street Fighting Man,”
Prince’s lingerie and Madonna’s
midriff, appears eager to pacify
these self-appointed guardians of
our morality.

Have you ever seen a book warn-
ing about dirty words on its cover?
Books, like records, are vehicles for
free expression. If you don’t want
your child exposed to the ideas in
them, you simply don’t have to buy
them. That’s the American way, and

very capitalist at that.
Noé& Goldwasser
Editor-in-Chief, Guitar World
New York

ANY ANSWERS OUT THERE?
Something has been bothering me
for over a year now. I have put the
question to people in the industry
from top executives on down. None
of the answers washes with me.
The U.S. represents about 50% of
the free-world market for records
and tapes. Yet, with Compact Dises

taking off at a rate as fast as or
faster than anyone had predicted,
we only have one CD plant on
stream and no other plant even in
the process of being built (despite
on an off rumors to the contrary).
Europe and Japan, meanwhile, each
have four or five in operation.

I can’t believe those people who
say it’s because of the high cost
(possibly as much as $50 million for
a large plant). While indeed high,
the cost is small compared to plants
that are being built all the time in
other industries.

Among other reasons I hear is
that we don’t have the technological
know-how. Come on, now. If we can
send people to the moon, we can cer-
tainly build CD plants. Are they
saying that England, France, Ger-
many and Japan have this expertise
and we don’t?

If anyone has an answer that

washes, I'd love to hear it.
Robert M. Miller, President
Lee-Myles Associates
New York

CD LEADERSHIP

We are writing in reply to Geoff
Burkman'’s letter (July 20) claiming
Compact Disc retail leadership in
Southwest Ohio. While we admit to
being relative newcomers to CD
sales, having begun to handle them
only in the spring of 1984, we must
stake out our own claim to be being
the territory’s leading CD retailer,
with 2,300 pieces in stock and a mini-

mum of 1,900 titles.

In the interest of good ‘“‘re-
search,” we suggest that Mr. Burk-
man take a 45-minute drive to visit
us in Cineinnati, as do so many of

our customers.
Marrianne Morgan, Manager
Patricia J. Corron, Classical Buyer
Record Theatre
Cincinnati

NEGLECTING PRICE

As an avid reader, particularly of
Billboard’s country pages, I'm dis-
turbed at the total lack of informa-
tion about certain “established”
artists such as the great Ray Price.
A recent feature on the difficulties
experienced by veteran acts in the
current round of artist-dropping by
the major labels (Aug. 24) was
surely relevant to Price—yet no
mention.

Press is given regularly to the
new wave of acts, as well as to the
same clique of evergreens, while
many excellent performers no long-
er in vogue get nothing. Why not

balance things up a bit?
Gareth Davies
Manchester, England

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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RISINGFORZT €25 324-1 'MARCHING OUT 825 7331
Hugwie J. Malmsteen’s

Rising Force

You may net be able to promounce his name. but rock fans Bt 3 Siitoretnr's
have certainly proclaimed his music. The emotion-filled A 1
instrumentals of his first solo LP, Rising Force. were just l’\ ISuy C‘H axee

one side of his sensational guitar werk. Work far which
the readers of Guitar Player Magazine voted him Best
New Talent 1984. X

And now, on Marching Out, he expands his range even
further. With even more power. More range. More appeal.
Yngwie Malmsteen. You may net recognize his name,
Yet. But you will recognize the demand for Marching Out.

Mawfactured and Mareted by

o~ clisz PolvG@ram Racordg
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TOU DATES: €at 8/51 Oaklznd, CA. - \Wed 9/4 Binghar ton, \Y. » Thu 9/5 Zkens Falls, N'Y. « Fri &/5 Worcester, MA. » Sat 9/7 Philadelphia, PA.  Sun 9/8 Erie,
PA. - Tue 9/10 Pittsbur h, PA. - Wed 9/-1 Rochester, ™ « Thu 9/12 New Hav=r, C. « Fri 9/1Z Eoston '/ A. » Sat 9/14 E. Rutherford, NJ * Sun 9/15 Baltimcre, MD.
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New York
Washington, D.C.

Chicago

Detroit
Dallas

Los Angeles
London

PROGRAMMING NETWORK

Come visit us at the NRBA/NAB in the
Atrium Presidential Suite 934 at the Anatole

AMERICAN
MUSIC
MAGAZINE

TARGETING

United Stations Programming Network
has America by the ears! The best mu-
sic with the best personalities means
United Stations Programming Network
... and we mean business! “Dick Clark’s
Rock, Roll and Remember” delivers the
biggest stars themselves and an unri-
valed tape archives in a weekly four hour
program. Whenyou talk music, you're
talking Dick Clark!
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DI CK CLAR

K’S

RADIO TO AMERICA

And if you want to talk country mu-
~ sic, USP’s got the best with “The Weekly
Country Music Countdown’” featuring ex-
citing and exclusive artist interviews and
the hits that made them country’s leg-
ends! And choose “Solid Gold Country”
—a gold mine of country music—
presented for one hour five days a week.
Finding out the who, the what, the
where, the why and the when is easy
and fun when you've got the "American

Music Magazine starring Rick Dees”.
infectious wit and irresistable charm and
an unbeatable vantage point in Holly-
wood will combine to make “American
Music Magazine starring Rick Dees" a
gigantic success with your audience.
And that's notall . .. “Rick Dees’ Weekly
Top Forty” brings his comecic charac-
ters together with the music in a weekly
smash hit sure to tickle your audience
and get their toes to tappincg.

But there's even more. Like the stand-
ards from the all-time greats brought to
you weekly on The Great Sounds. And
specials, specials and more specials.
There's “"Hot Rocks”, a series of ninety
minute specials with the very latest stars
in the rock world. And there's “Country
Six Pack’ a special series of Country
Music chart-busters designed for six ma-
jor holiday weekends. United Stations
Programming Network has got America
by tae ears!
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THE T.J. MARTELL FOUNDATION FOR
LEUKEMIA AND CANCER RESEARCH
INVITES YOU TO JOIN OUR 2nd ANNUAL
MUSIC INDUSTRY TENNIS OPEN:

Spend an evening on the courts rubbing
elbows with the superstars of the tennis
and music world...and enjoy off-the-court
refreshments and buffet. There are special
door prizes too. All for a tax-deductible
donation of $50.00 per person.

The funds raised by this event allow The T.J.
Martell Foundation for Leukemia and Cancer
Research to continue its lifesaving work.

I Join us on the court.
| And help serve avery worthy cause.

| Saturday, October 5th, 7:30PM
Binghamton Racquet Club
737 River Road, Edgewater, New Jersey

Honorary Chairman: Arthur Ashe

For ticket or sponsorship information
call (212) 975-4783.

THE 2nd ANNUAL MUSIC INDUSTRY OPEN
TO BENEFIT THE T.J. MARTELL FOUNDATION
FOR LEUKEMIA AND CANCER RESEARCH.

*Open to everyone for a fun-filled evening.

1985 (BS inc.
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Boss Bottieneck. WPLJ New York morning personalities Jim Kerr and Shelli
Sonstein (in car) throw a wrench into Manhattan traffic by parking a 1957 pink
Cadillac in the street while promoting the station’s Bruce Springsteen ticket
giveaway. The mail surrounding Kerr and Sonstein is entries from listeners
hoping to drive the thematic vehicle to one of the Boss' New Jersey dates.

B

Programmers reveal why they have jumped on
particular new releases.

POP

“Wait ‘til the Washington Wives get ahold of this,” jokes WXKS Bos-
ton program director Sonny Joe White of Diana Ross’ “Eaten Alive”
(RCA). “I don’t always like all of her stuff,” White says of the supreme
Supreme, “but this track fulfills what we need right now: very light,
fun pop.” In the same category is Tears For Fears’ “Head Over Heels”
(Mercury), which White calls the best song on the group’s “Songs
From The Big Chair” album. White’s third pick this week is Corey
Hart’s “Boy In A Box” (EMI America), which he predicts will be espe-
cially strong with teenage boys.

BLACK/URBAN

“You want new records?,” asks WRKS New York program director
Tony Quartarone. “You'll hear these all on Z-100 in a month.” Quar-
tarone’s first fast pick is Full Force’s “Alice, I Want You Just For
Me” (Columbia), which he calls “a good new form of street music.”
Then it's Termaine’s “Fall Down” (A&M), “a good-sounding dance rec-
ord.” The Fat Boys’ “Hardcore Reggae” (Sutra) is “just what it is, a
good reggae record.” And Val Young's “Seduction” (Motown) fits into
Quartarone’s ‘“just good music” classification.

AOR

In a week of quality over quantity in AOR releases, KRQR San Fran-
cisco program director Chris Miller sounds plenty satisfied with Rog-
er Daltrey’s “Under The Raging Moon” (Atlantic). With the album in
his hands a week before its Thursday (12) release, Miller is prepared to
put it in the elite category of 1985’s finest so far. “These are not the
ballads Daltrey’s been doing lately,” he says. “This is back to all the
old Who stuff: real rock’n’roll.” With the first single, “After The
Fire,” already climbing the rock ladder, the PD has his eye on the al-
bum’s title track, a tribute to the late Who drummer Keith Moon.

COUNTRY

“I think they are the freshest thing to happen to country music in a
long time,” says KCBQ San Diego operations manager Lee Rogers of
the group Exile. The group’s latest single, “Hang On To Your Heart”
(Epic), bolsters Rogers’ belief in the act. Also popular in San Diego is
Hank Williams Jr.’s “This Ain’t Dallas” (Warner/Curb). The music
tracks here are drawing the males, says Rogers, while the song’s lyrics
chronicle enough nighttime soap operas to catch female ears. Striking
another common chord is Mel McDaniel’s “Stand Up” (Capitol), ““a pos-
itive, up record about things everybody can relate to.” Bandana's
“Lovin’ Up A Storm” (Warner Bros.) is a track Rogers “doesn’t want
to analyze. It has great harmonies, is well produced and just sounds
great.” And Rogers calls Brenda Lee’s “I'm Takin’ My Time” (MCA)
“the best thing she’s done in years.” KIM FREEMAN

radio

Florida Stations Witness Hurricane’s Wrath

ELENA TESTS PROGRAMMERS” METTLE

BY KIM FREEMAN

NEW YORK “You find out real
quick who the pros are in the busi-
ness, and we have a lot of them.”
That’s the word from WSUN St. Pe-
tersburg program director Larry
Coates on the incredible mess made
last week by Hurricane Elena. And
predictably, that’s the overriding
sentiment expressed by radio execu-
tives caught in Elena’s Gulf Coast
line of fire.

“We sustained several million dol-
lars worth of damage,” says WRBQ
Tampa/St. Petersburg program di-
rector Randy Kabrich. “But we
were on the air through it without a
blink.”” Many other stations were
not so fortunate.

Country-formatted WSUN, for
example, left the air for a 15-hour
period on Aug. 31 while transmis-
sion lines sat submerged in Elena’s
flooded trail. WAIZ/WQFX Biloxi

was one of the first to get knocked
off the air, while WPFM Panama
City was evacuated early in the
game. WZNE Tampa’s signal spent
16 hours of the ordeal going out
over a Mardi unit, with interference
from Channel 13, a tv station using
the same frequency.

“It all started in the third quarter
of the Buckaneers/Redskins
game,”’ recalls WSUN’s Coates,
who left the stadium Friday night
when word of the hurricane’s direc-
tion arrived. “It was a life-threaten-
ing situation,” he continues. “But
our entire news staff showed up
without our calling them.” Much of
that news team was later sent to sis-
ter station WYNF.

Kabrich claims WRBQ was the
first to broadcast the mandatory
evacuation notices on Aug. 30, and
later had listeners call in from the
Clearwater and Indian Rocks beach-
es for damage reports. “While ev-

WIRE ‘Booms’ New Sound

Modified Top 40 Replaces Country

NEW YORK Another “baby boom”
outlet was born last week in India-
napolis, where well-established coun-
try station WIRE made a midweek
switch to a modified top 40 format.

“We certainly don’t call is ‘baby
boom radio’ to our listeners,” says
newly appointed WIRE program di-
rector Tom Hunter, “but that’s what
we're using as a marketing handle.”

With little advance fanfare, WIRE
woke Tuesday (3) morning listeners
with the sounds of Huey Lewis & the
News, Wham!, John Parr, the Pointer
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