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Dealers Predict Merry Christmas
Optimism Prevails Despite CD Pinch

BY FRED GOODMAN

NEW YORK Music/video retailers
are confident that the proper mix of
LPs, cassettes and home video titles
can make this Christmas their best
yet. This rosy prospect holds de-
spite continuing fill problems on the
Compact Disc front and a shorter
holiday selling season because of

the late arrival of Thanksgiving
weekend.

“We've tried to keep it in perspec-
tive,” says Steve Bennett, vice pres-
ident of purchasing for the 160-
store Record Bar chain of Durham,
N.C. “It's easy to lose focus when
you look at the problems with CD
fills, but we're not living and dying

(Continued on page 81)

Firms Target Mass Merchandisers

Vid Distrib Glash Sharpens

BY TONY SEIDEMAN

NEW YORK The most sale-orient-
ed fourth quarter in home video his-
tory has sharply increased the con-
flict concerning direct distribution
between distributors and suppliers.

Stirring up the mix is a slate of
promotions geared for the sophisti-
cated, high volume stores that are
also the biggest targets for direct
distribution.

In order to achieve the high goals
that have been set, this season’s
promotions by major home video
manufacturers have to get exten-
sive exposure from sale-oriented
mass merchandisers. The rental-ori-
ented video specialty stores reached
by the existing distribution network
simply can’t do the kind of sell-
through the manufacturers need
for their promotions, according to
these companies’ spokespersons.

At the same time, the distribution
is so overloaded, with a volume of
500 or more new titles a month, that
manufacturers say even the biggest
suppliers can’t get the attention
they deserve.

“Paramount doesn’t have a burn-
ing desire to sell direct. We do, how-
ever, have a burning desire to see
our product represented properly,”
says Paramount Home Video vice

president of sales and marketing
Eric Doctorow.

Doctorow isn’t the only manufac-
turing executive who says he feels
that way. Facing a huge number of

(Continued on page 81)

Boingo 818-508-4110

You and a guest are cordially invited to attend the release cf
Oingo Boingo’s new album “Dead Man’s Party’” (MCA 566£)
featuring the new single “Just Another Day’ (MCA 52726) and
their hit “Weird Science.” Dress appropriately. RSVP Oingo

Last Minute Blockbusters?

SUPERSTAR RELEASES SET FOR HOLIDAYS

BY PAUL GREIN

LOS ANGELES Santa and his
helpers are hoping to have new stu-
dio albums by Lionel Richie, Marvin
Gaye and Bob Seger ready in De-
cember, to help put an extra kick in
the holiday release punch. Other su-
perstar releases set for November
and December include new titles by
New Edition, Pat Benatar, Bob Dy-
lan, Asia, Sade, the Clash, Tom Pet-
ty & the Heoartbreakers and Aero-
smith, as well as the first album by
Arcadia, the latest Duran Duran
spinoff.

Richie’s album, expected in mid-
December, will include the leadoff
single “Say You Say Me,” which is
featured in the new Taylor Hack-
ford film, “White Knights.” In fact,
Motown was forced to move up the
release of the single after Columbia

ADVERTISEMENTS

Pictures, which distributes the film,
sent tapes of the song to key radio
stations.

The album, as yet untitled, will be
the third of Richie’s solo career. Be-
tween them, the first two have sold
more than 12 million copies in the
U.S., spawned eight top 10 singles
and won three Grammy Awards.

Seger’s album, ‘‘American
Storm,” is also due in December. It
will be his first new release since
“The Distance” nearly three years
ago. Seger’s last six albums have
gone platinum, and his last five
have each produced at least one top
five hit.

Preceding Seger’s albvm on Capi-
tol is Arcadia’s “So Red 'The Rose,”
due Nov. 18. The group features the
three members of Duran Duran
who weren'’t involved in the recent
platinum Power Station project: Si-

PASSIONE . . . New from LUCIANO PAVARCTTI . .. 12 favorite
Neapclitan love songs, sung with the special nagic that only the
great Pavarotti has. PASSIONE is sure to be 2veryone's chart
topper. Shipping in November . . . London Compact Discs, LPs
and Cassettes ... CD: 417 117-2 0 LP: 417 117-1 ¢ MC: 417
117-4

mon LeBon, Nick Rhodes and Rog-
er Taylor. The album also features
such guest stars as Sting, David Gil-
mour and Grace Jones, who sings
on the “Election Day”’ single. All
four of Duran Duran’s full-length
albums have gone platinum.

A Columbia collection of stan-
dards from the late soul great Mar-
vin Gaye entitled “Mellow Marvin”
could make a last-minute debut in
stores.

New Edition, which went plati-
num with its last MCA album, will
be back with two new releases be-
fore the holidays. A studio album,
“All For Love,” is due Nov. 6, and a
six-track EP, “Christmas All Over
The World,” is due Nov. 18. The lat-
ter title includes five originals and a
cover of a Jackson Five Christmas
song.

Elton John will also be represent-
ed with two new albums in Novem-
ber, though on different labels. Gef-
fen will release his new studio al-
bum, ‘“Ice On Fire,” Nov. 4, while

(Continued on page 81)

Grammy Radio
Specials Set

BY KIM FREEMAN

NEW YORK The 1986 Grammy
Awards, scheduled for Feb. 26, will
be offered to radio broadcasters in
an unprecedented series of specials.

During the week preceding the
CBS-televised awards ceremony, a
total of nine two-hour radio specials
will be offered to various formats
with music and interviews from the
top contenders in each genre. The
coverage will culminate in an exclu-
sive, live segment broadcast from
the post-ceremony backstage festiv-
ities.

(Continued on page 80)
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cember. »Retailers are confident that this Christmas season will
be their best yet. » The 1986 Grammy Awards are being offered to
radio broadcasters in an unprecedented series of specials. »The
conflict between video wholesalers and suppliers over direct distri-
bution is growing. »3/RIAA: Shipments level off in first six months
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est in South Africa.
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market. »9/Newsline: Holland.

COMMENTARY »Guest Column: Shorewood'’s Floyd Glinert
says 4-by-12 custom graphics bode weli for cassettes—and tests
back that up. »Letters.
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RETAILING =Wherehouse seeks to cut down incidence of
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VIDEO RETAILING »National Video says ‘‘Pay Per Transac-
tion” looms as future policy.
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awards in 1986. »33/Newsline. »38/Fast Forward.

PRO AUDIO/VIDEO »SSL sets digital research programs;
moves to new facility. »Audio Track. »Video Track. ®»Sound In-
vestment.

HV-1 SPOTLIGHT ON HORROR VIDEO

VIDEO MUSIC »VH-1 showing at CMA awards seen as good
sign for country music. »New Video Clips. »46/MTV Program-
ming.

TALENT »Freddie Jackson is a talent surprised by crossover
success. »49/Talent in Action: Dire Straits, James Taylor. »49/
Boxscore.

COUNTRY »CMA meet has rosy view of country scene.
»Nashville Scene.

BLACK »Gospel music is making inroads in black radio and
dance clubs. »The Rhythm & the Blues.
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CANADA »
UPDATE =Newsline. »Calendar. »Lifelines. »New Companies.

CHARTS »6/Chartbeat: First tv soundtrack to hit No. 1 on Bill-
board’s Top Pop Albums chart since 1959.
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23 Compact Discs 21 Adult Contemporary
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60 Black 54 Country
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RIAA: Manufacturer Shipments Level Off

LPs Drop, CDs & Cassettes Gain in 6 Month Recap

BY IS HOROWITZ

NEW YORK The value of record-
ed music shipped to the trade by
U.S. manufacturers during the first
six months of 1985 rose marginally
compared to the same period a year
earlier, even as net units dropped.

Essentially flat overall results,
disclosed in figures released last
week by the Recording Industry
Assn. of America (RIAA), are seen
as a positive “maturing” factor by
some observers in view of rapid re-
covery and real growth a year ago.
Although concern is being shown at
a more precipitous drop in LP ship-
ments than anticipated.

Little surprise, however, is being
registered at the phenomenal leap
in Compact Disc shipments dis-
closed in the RIAA data—although
some express disappointment at the

modest gains by prerecorded cas-
settes, a configuration which re-
cently had demonstrated double-
digit percentage increases.

The RIAA tags unit shipments of
all recorded product for the half-
year at 299.2 million, worth $1,931
million at suggested list. A compari-
son with the same period in 1984
shows these units down 4.3% from
312.5 million, and value up 0.1%
from $1,929.7 million. Gains a year
ago compared to 1983 were 18% for
units and 15% for dollars, respec-
tively.

Jerry Shulman of CBS Records,
who chairs the RIAA market re-
search committee, suggests that
the heftier increases a year ago
might be attributed in part to injec-
tion into the distribution pipeline of
large quantities of liquidated mer-
chandise. ‘““The industry has fin-

ished its enema,” he says.

Shulman also points to fewer
blockbuster releases compared to
the year before, and a probable re-
duced impact on sales from MTV
and other music video on tv. In com-
mon with others, though, he did
voice surprise at the leveling off of
cassette activity.

Shipments of LPs (including EPs)
for the six-month period this year
came to 78.3-million units, says the
RIAA, down a resounding 21% from
1984’s 99.2 million. Their worth, at
$595.2 million, was 19.1% less than
1984’s $735.6 million. The shift from
the prior year (1983) had been prac-
tically zero in units and down a mod-
est 6% in dollars at suggested list.

Cassette shipments for the period
this year totaled 151.1-million units
valued at $1,057.2 million. The gain

(Continued on page 80)

~ NARM “Unanimously’ Against Ratings

System’s Problems ‘Would Far Outweigh Benefits’

BY IRV LICHTMAN

NEW YORK The board of direc-
tors of the National Assn. Of Re-
cording Merchandisers (NARM) is
“unanimously opposed” to the es-
tablishment of a rating system or
warning label on recordings. How-
ever, the association, while defend-
ing rights of free expression, calls
for voluntary efforts by all seg-
ments of the industry to “assure
that industry product remains with-
in the boundaries of good taste.”

The trade group’s position on rat-
ings, formulated at a board meeting
in Nashville Oct. 14, runs counter to
its manufacturer counterpart, the
Recording Industry Assn. Of Amer-
ica (RIAA), which has called for vol-
untary compliance by labels in the
use of a parental guidance sticker
on albums judged to contain explicit
lyrics on sex and drugs.

In opposing ratings or a warning
sticker, the board said it had con-
cluded that ‘“‘the problem-which
would be created by efforts to re-
view and assess the more than
25,000 new songs which are written
annually-would far outweigh the
benefits to be gained., Such an ef-
fort might not only stifle creativity
and freedom of expression but also
might well deprive the general pub-
lic of songs that would otherwise be
appropriate.”

In addressing what it regards as
a ““very small fraction” of the total
number of songs with controversial
lyrics, the board stated that the
“best solution for this problem lies
in developing a sense of account-
ability on the part of the creative
community. Artists must be made
to realize that, in addition to the
moral issues, lyrics which are objec-
tionable to the general public, will
cause the song to suffer. Airplay
will lessen and retailers and distrib-
utors will have concerns about at-
tempting to sell such songs. Thus,
the songwriter will suffer much
more from songs containing inap-
propriate lyrics than might other-
wise be the case.”

While the RIAA agrees with
NARM that only a small number of
lyriecs would be considered objec-

tionable, a spokesperson at the as-
sociation said, in response to the
NARM board’s position, the manu-
facturer group still regards a paren-
tal guidance notice as being in the
“best interests of concerned par-

ents of young children. We tried to
reach a reasonable compromise.” In
recent weeks, a number of labels,
including MCA, A&M and Geffen,
have declared that they will not con-

(Continued on page 80)

Mock Video Deal At Gonfah
Billboard Announces Agenda

LOS ANGELES The legal seminar
at Billboard’s Tth Annual Video Mu-
sic Conference—“Releasing the Fi-
nal Print: Getting to the Deal,” will
take the form of a mock music video
property distribution negotiation
scripted to touch on various legal is-
sues. The Conference is scheduled
for Nov. 21-23 here at the Sheraton
Premiere Hotel, Universal City.

Session leader for that non-tradi-
tional legal seminar, which takes
place Saturday (23) is Jim Gianopu-
los, vice president, legal and busi-
ness affairs, RCA/Columbia Pic-
tures International Video. Role
players include: Mickey Shapiro,
MRS Enterprises; Jere Hausfater,
vice president of Media Home En-
tertainment’s business affairs; and
Bob Emmer, home video director of
business affairs with MGM/UA En-
tertainment Company.

In another update, Bob Rosen, di-
rector for the National Center For
Film & Video Preservation at the
American Film Institute, has been
chosen to moderate the special
“Movies & Music” seminar, which
will be sponsored by 3M and pre-
sented by the AFI. That panel will
deal with aesthetics and craft issues
from the perspective of film direc-
tors.

The makeup of other panels, now
in the final stages of completion, in-
cludes:

e “Listening to the Screen,” a dis-
cussion of the increasing signifi-
cance of music in film and televi-
sion, with Fred Lyle, “Miami Vice”
associate producer; Joel Schu-
macher, “St. Elmo’s Fire” director,
Steve Bedell, Paramount Pictures
music vice president; Elliot Lurie,

Twentieth Century-Fox music vice
president; Becky Shargo Mancuso,
Magstripe president; Danny Gold-
berg, president, Gold Mountain Re-
cords/Gold Spaceship Management;
and Paul Cooper, senior vice presi-
dent, Atlantic Records.

e “Video Music: From Promises
to Profits,” a frank look at how mu-
sic video is fairing in the home mar-
ket, with Jerry Sharell, MCA Home
Video; Ron Rich, Pioneer Video,
Robert Blattner, RCA/Columbia
Pictures Home Video; Tim Clott,
Paramount Home Video; Lou
Kwiker, CEO, Wherehouse Enter-
tainment; Dan Davis, Capitol Re-
cords Group Distribution Services;
Saul Melnick, MGM/UA Home En-
tertainment; Ian Ralfini, Vestron;
Ken Ross, CBS/Fox Video Music;
and John O’Donnell, Sony Video
Software Operations.

e “RPM to Frames-Per-Second,”
a record company group with Len
Epand, PolyGram Music Video U.S,;
David Altshul, Warner Bros./
Warner Music Video; Arma Andon,
Columbia Records; Bob Young,
Capitol Records; Jay Boberg, IRS
Records; Shari Friedman, Atlantic
Records; Harvey Leeds, Epic; and
Clay Baxter, EMI America.

e “Programming for Depth of
Field,” an overview programming
discussion with John Weaver, John
Weaver Productions; John Ruscin,
MGM/UA Home Entertainment
Group; Mark Mawrence, Earth Sky
And Open Sky Productions; Dann
Moss, Dann Moss Productions; Mar-
tin Lewis, Springtime!; Pat Weath-
erford, Monarch Entertainment;
and Peter Blachley, Picture Music

(Continued on page 80)

BILLBOARD NOVEMBER 2, 1985

wWwWWwW . americanradiohistorv.com

3


www.americanradiohistory.com

Year-End Hot Album Releases

Eighteen albums are due for release in November and December by acts that went gold with their last
studio releases. All are single-disk collections listing for $8.98, unless otherwise noted.

ARTIST TITLE LABEL DATE PRODUCER

ARCADIA SO RED THE ROSE CAPITOL NOV. 18 ALEX SADKIN, ARCADIA

ASIA ASTRA GEFFEN NOV. 11 ST ONCICEDY

PAT BENATAR SEVEN THE HARD WAY/$9.98 CHRYSALIS NOV. 13 AR b {53

THE CLASH CUT THE CRAP COLUMBIA NOV. 14 At

CHRISTOPHER CROSS EVERY TURN OF THE WORLD WARNER BROS. NOV. 4 MICHAEL OMARTIAN

DOKKEN UNDER LOCK AND KEY ELEKTRA NOV. 22 MICHAEL WAGONER

BOB DYLAN ) gz‘fegig) OF DYLAN (five-record o, e NOV. 4 VARIOUS

ELTON JOHN ICE ON FIRE GEFFEN NOV. 4 GUS DUDGEON

ELTON JOHN YOUR SONGS (ballad hits) MCA NOV. 25 GUS DUDGEON

NEW EDITION ALL FOR LOVE MCA NOV. 6 VARIOUS
CHRISTMAS ALL OVER THE

NEW EDITION WORLD (six-song EP; $6.98) MCA NOV. 18 VARIOUS

TOM PETTY & THE PACK UP THE PLANTATION e CTLSE TOM PETTY, MIKE

HEARTBREAKERS (double live set; $10.98) : CAMPBELL

gsgriﬁ:s;ZAREBELL (the gﬁﬁ%’;ﬁf GERMAN & FRIENDS CAPITOL NOV. 18 HERMAN RAREBELL

LIONEL RICHIE untitied MOTOWN DEC. 15 ol

KENNY ROGERS ?Sgﬁ;ﬂggms (story song LIBERTY NOV. 15 LARRY BUTLER

SADE PROMISE PORTRAIT NOV. 14 ROBIN MILLAR

BOB SEGER & THE SILVER

BULLET BAND AMERICAN STORM CAPITOL DEC. ASAP R I

BARBRA STREISAND THE BROADWAY ALBUM COLUMBIA NOV. 4 ggL%mgﬁ%EJngng

Kragen Readies Another Mega-Event

‘Hands Across America’ to Reach Out to Hungry Here

BY LINDA MOLESKI

NEW YORK USA For Africa or-
ganizer Ken Kragen revealed plans
here last Tuesday (22) for a new
mega-event to help combat domes-
tic hunger and aid the homeless.

The project, ‘“Hands Across
America,” will link 6- to 10-million
people in a “human chain” from
coast-to-coast on Sunday, May 25—
during the Memorial Day weekend.

Kragen, hopes to generate $50-
$100 million for America’s poor.
Artists Bill Cosby, Kenny Rogers
and baseball superstar Pete Rose
are co-chairpersons for the event,
and at least two more co-chairs are
expected to be filled.

As the event is envisioned, Ameri-
cans will stand hand in hand and
sing “America The Beautiful” and
“We Are The World” along a 3,980-
mile route stretching from the Stat-
ue of Liberty in New York to a point
on the Pacific Coast in Los Angeles.
A network of radio stations will si-
mulcast the event. Kragen said the
chain will connect 16 states and the
District of Columbia, passing
through approximately 65% of the
U.S. population.

Production costs for the event
will be approximately $18.8 million,
said Kragen. “To underwrite it, we
have been seeking four or five cor-
porate sponsors,” he noted. The
first major firm to come forward
was the Coca-Cola Co.

For those wishing to be a link in
the chain, a minimun $10 contribu-
tion is required. With a $10 pledge,
supporters will get a certificate and
a map indicating where they’ll be on
the route line. For $25 a visor and
official radio will be added; and for
$35 or more participants will also re-
ceive a T-shirt.

Kragen assured that money
raised by the event will be “spent
with the same care as USA For Afri-
ca.” He noted that 10% will go for
immediate emergency assistance;
50% will support existing programs
for the poor; and the remaining 40%
will fund new programs, including
tenant-owned housing projects, lo-
cally supported job programs and
food coops. Funds will be adminis-
tered through the USA For Africa
Foundation.

Participants are being solicited
through an 800 number (USA-9000),
state organizations and a massive
promotional campaign by Coca-
Cola. Kragen stated that there will
also be extensive radio promotion,
and “MTYV has pledged to help pro-
mote and organize the event.”

Other celebrities who are expect-
ed to participate include Harry Be-
lafonte, Richard Dreyfuss, Morgan
Fairchild, Jane Fonda, Marlon Jack-

(Continued on page 81)

BMA Galls For Divestiture
Of South African Interests

BY NELSON GEORGE

PHILADELPHIA The Black Mu-
sic Assn. is urging the record indus-
try to divest itself of all commercial
interest in South Africa, the organi-
zation’s president Ewart Abner an-
nounced at the BMA’s seventh an-
nual conference here Oct.18.

Abner said this was the BMA’s
new official position at a panel dis-
cussion titled “The Evils of Apar-
theid.” At the New Music Seminar
(Billboard, Oct. 12) BMA chairman
Dick Griffey said the black trade or-
ganization supported the cultural
boycott of South Africa, but did not
go so far as to advocate divestiture.
Instead, he suggested that the in-
dustry follow the lead of his Solar
Records operation and put all South
African revenues into a trust fund
for distribution to anti-apartheid
forces. A meeting between Griffey
and representatives of the African
National Conference, leaders of in-
ternal opposition against the Pre-

toria government, had “turned him
around,” according to Abner.

In support of this new position
Griffey, a board member of the Re-
cording Industry Assn. Of America,
is bringing a formal petition to the
RIAA from the ANC asking for di-
vestiture. An RIAA spokesperson
said last week RIAA president Stan
Gortikov had received no such peti-
tion.

After stating that “record compa-
nies should get out of there,” Abner
went on to say the BMA was now
urging that recording artists and
songwriters “should exclude South
Africa” when negotiating contracts,
reserving those rights to them-
selves to prevent their music from
being distributed in South Africa.
“We in the record industry have a
responsibility to deal with what we
can deal with,” said Abner in regard
to attacking South Africa’s apart-
heid system.

It was also announced by BMA

(Continued on page 75)

Here’s To Success. Shown celebrating the success of Huey Lewis’s recent
No.1 single “The Power Of Love,” and enjoying the fall weather on the Pacific
Ocean off the Los Angeles coast are Chrysalis’ president Jack Craigo, left,
chairman Chris Wright, center, and executive vice president Jeff Aldrich. The
three were joined by staffers from the label’s LA office for the annual boat ride
to raise their glasses to current and future success.

Executive Turntable

TRADE 6ROUPS. Edward P. Murphy is appointed president and chief execu-
tive officer of the National Music Publishers’ Assn. (NMPA) and Irwin Z.
Robinson is named chairman of the board in New York. Murphy was presi-
dent of the Harry Fox Agency, NMPA’s mechanical licensing service. Rob-
inson will continue as president of the Chappell/Intersong Music Group—
USA.

RECORD COMPANIES. CBS Records promotes George N. Becker director of fi-
nancial analysis and budgets in New York. He was director of corporate
accounting.

HOME VIDEO. MCA Home Entertainment Group names Sondra Berchin vice
president of business affairs in Universal City, Calif. She was a partner at
the Beverly Hills-based law firm of Rosenfeld, Meyer and Susman.

Stuart C. Snyder is elevated to the newly created post of executive diree-
tor of public performance video and non-theatrical at MGM/UA Home En-
tertainment in New York. He was director of sales and marketing for non-
theatrical.

HARBOUGH ROBINSON

MURPHY ROBINSON

PRO AUDIO/YIDED. Scott Harris joins Editel/Chicago as Paint Box, special ef-
fects and computer animation specialist. He was news graphics producer
with WLS-TV.

The magnetic tape division of Agfa-Gevaert names Scott Kaplan and
James Rouse technical sales representatives in Los Angeles. Kaplan was
assistant sales director at Studio Film & Tape. Rouse was sales representa-
tive for ML Tape Duplicating.

Monster Cable in San Francisco, Calif. promotes Paul Stubblebine to
sales manager of worldwide operations and names Karen A. O’Brien mar-
keting manager. Stubblebine was national sales manager for the firms pro
audio group. O’Brien joins from Lechmere.

Tom Irby becomes operations manager at Valley People in Nashville. He
was owner of Studio Supply, where he designed studios and supplied equip-
ment packages for various artists.

PUBLISHING. Lorie Harbough is appointed talent acquisition consultant at
MCA Music in Los Angeles. She was creative manager at CBS Songs, West
Coast.

Scott Borchetta joins MTM Musie Group in Nashville as associate nation-
al promotion director. He served in a similar capacity at Mike Borchetta
Promotions.

Gerry Teifer is appointed assistant general manager at Acuff-Rose/
Opryland Music in Nashville. He was vice president and general manager
of ATV Music Inc.

RELATED FIELDS. Rick Krim is appointed manager of talent relations for MTV

and VH-1. He was previously business manager for MTV and VH-1.
NCB Entertainment Group promotes Sharon Wolfe to senior vice presi-
dent in Canoga Park, Calif. She was vice president of administration for
(Continued on page 74})
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After six months, Hooters have an album that's exploded past 700,000 units and on its way
to platinum. Two singles and videos gett ng massive exposure on radio and MTV™ [“And We
Q?J;l?ed and “All You Zombies”). And a sound that's so distinctive, they're already being
booked as concert headllne s!

Hooters have come alcng way in a short time. And this is just the beginning!

Hooters.""Nervous Nig1t.”

ARTIST DEVELOPMENT IN PROGR
FROM GOLUMBIA RECORDS

Produced by Rick Chertoff for Uncle Webb Productions.
*Columbia}) ® are trademarks of €8S Inc.® 1985 €8S Inc.
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Proponents Hope For ‘Ripple Effect’ in House

Home Taping Bill Set For Senate Hearing

BY BILL HOLLAND

WASHINGTON The Senate ver-
sion of the music industry-support-
ed audio home taping bill, providing
for royalty payments on the sale of
blank tape and recorders, has been
scheduled for a hearing by the Sen-
ate Copyright Subcommittee
Wednesday (30).

A witness list will include testi-
mony from recording industry offi-
cials and other members of the mu-
sic industry coalition supporting the
Mathias bill, S. 1739. Officials from
the consumer electronics industry
will also give testimony, along with
officials from the Audio Recording
Rights Coalition (ARRC), the pro-
manufacturer group that includes
some retail and consumer members.

A spokesperson from the Reagan
Administration’s Working Group on
Intellectual Property, a Cabinet
Council subgroup, and the new Reg-
istrar of Copyrights, Ralph Oman,
will also appear to give government
views of the proposal.

The hearing scheduling sets in
motion legislative movement on the
Senate side that proponents hope
will be strong enough to guide it to
full Judiciary Committee markup,
and thus cause a “ripple effect” in
the House, where a similar bill has
been introduced but no hearings
have yet been scheduled.

Rep. Robert W. Kastenmeier (D-
Wisc.), chairman of the House sub-
committee that deals with copyright

issues, has said he does not favor
such legislation, but left open the
possibility of holding hearings in
1986, if the Senate bill picks up
enough support (Billboard, Oct. 19).

The opponents of the bill, largely
Japanese manufacturers, have be-
gun a grass-roots lobbying cam-
paign aimed at college-age music
listeners and retailers to convince
them that the bill, which slaps a roy-
alty on music tape recorders and
blank tape in order to compensate
copyright owners for financial loss
due to home taping, is anti-consum-
er and will give record companies an
unjustified windfall profit.

The manufacturers have publicly
stated they are willing to spend mil-
lions of dollars within the next 10
years to defeat such legislation, a
position recording industry leaders
have termed “arrogant” consider-
ing the more than $1.5 billion in
losses due to home taping they now
claim.

The Senate version of the bill was
introduced Oct. 7 by Sen. Charles
McC. Mathias (R-Md). Mathias is
also the Chairman of the Senate
Copyright Subcommittee. The
House version, H.R. 2911, was intro-
duced June 27 by Rep. Bruce Morri-
son (D-Conn.). The Mathias bill pres-
ently has 10 co-sponsors; the Morri-
son bill, 18. Royalties could bring
the industry more than $200 million
yearly, according to the sponsors.

In other copyright-related action
in Congress, Sen. Strom Thurmond

Senator Hollings Mulls
‘Pom Rock’ Lyric Bill

BY BILL HOLLAND

WASHINGTON Sen. Ernest Hol-
lings, the former Democratic Presi-
dential candidate from South Caroli-
na, is discussing the possibility of
introducing a bill that would man-
date the publication of song lyrics
on record album jackets, according
to a spokesperson in his office.

The staffer said Sen. Hollings
“has an eye to look into it,” but add-
ed that at this point, because of the
press of other business, “he has
only been discussing it with various
people and there’s been no drafting

yet.”

Hollings is looking at the propos-
al as a means of helping parents de-
termine whether songs are too vio-
lent, demeaning or sexually explicit
for their children.

At the so-called “porn rock” hear-
ings Sept. 19, Hollings styled the ex-
plicit lyrics quoted as “filth,” and
also said “If I could find a constitu-
tionally satisfactory means to do
something about it, I would.”

The Hollings spokesperson made
it clear, however, that while the sen-
ator is interested in the proposal,

(Continued on page 75)

WEA Reports Record Qtr

Int’l Sales Aid Showing

NEW YORK Warner Communica-
tions Inc. reports record third quar-
ter earnings for its recorded music
and music publishing division.

Operating income for the division
was up 4%, from $22.7 million in
1984’s third quarter to $23.6 million
in 1985, a new divisional high. At the
same time, the division’s earnings
for the nine-month fiscal period end-
ing Sept.30 were $78 million, repre-
senting an increase of 36% more
than the same period in 1984,

The recorded music division's to-
tal operating revenues for the third
quarter, however, remained basical-
ly unchanged, dropping slightly
from $209,284,000 last year to
$209,280,000 this year. Still, for the

first nine months of 1985, operating
revenues increased considerably
from $566,286,000 in 1984 to
$642,157,000 in 1985.

WCI chairman and chief execu-
tive officer Steven Ross attributes
much of the music division’s success
in the quarter and the first nine
months of the year to contributions
made by acts such as Madonna, Phil
Collins, Motley Crue, Dire Straits
and Ratt, as well as “‘very strong in-
ternational results.”

WCI also saw dramatic gains in
its broadcast and cable communica-
tions division. Third quarter operat-
ing income increased more than
200%, from a 1984 loss of $6.2 mil-

(Continued on page 75)

(R-S.C.), according to sources, is
planning ‘“‘shortly”” to introduce a
Senate version of a bill which would
mandate source licensing of music
on syndicated programs shown on
local television, an issue that has
looked performing rights groups
and broadcasters in court battles in
recent years. A similar bill, H.R.
3521, was introduced in the House
Oct. 8 by Rep. Frederick Boucher
(D-Va.) and Rep. Henry Hyde (R-
1) Sen. Thurmond is Chairman of
the Senate Juduciary Committee, to
which the bill would be sent after
copyright subcommittee passage.
Still waiting for a hearing sched-
ule is S. 1384, a bill introduced in
June by Sen. Arlen Specter (R-Pa.)
the so-called “derivative works” ex-
ception of the Copyright Act, and
favors songwriters and their heirs
over publishers as beneficiaries of
derivative works royalties in cases
where authors have terminated
(Continued on page 75)

Just The Way He Planned It. Atlantic Records’ top brass help celebrate the
launching of Philip-Michael Thomas's debut album, ““Livin’ The Book Of My
Life,” at a gala party in Miami. The event also served to kick off the “"Miami
Vice" star’s newly established label, Spaceship Records, which will be

distributed by the major. Pictured from left are Atlantic’s executive vice president

and general manager Dave Glew, vice president and general manager of black
music operations Hank Caldwell, Thomas, attorney Allen Jacobi and Atlantic

vice president Tunc Erim.

by Paul Grein

MCA's “Miami Vice” album this
week becomes the first tv sound-
track to hit No. 1 on Billboard’s
Top Pop Albums chart since Henry
Mancini’s “The Music From Peter
Gunn” in February, 1959. And Jan
Hammer's “Vice” theme jumps to
number two on the Hot 100, becom-
ing the highest-charting tv theme
since Joey Scarbury’s “Greatest
American Hero” peaked at two in
August, 1981.

The “Miami Vice”’ soundtrack is
MCA’s second No. 1 album in just
more than four months: The “Bev-
erly Hills Cop” soundtrack was
No. 1 the last two weeks of June.
Before that, MCA had been shut
out of the No. 1 spot for almost a
decade, since Elton John’s “Rock
Of The Westies” in November,
1975.

Both of these top-charted sound-
tracks feature top 10 singles by
Glenn Frey, who is having his best
year since the '70s, when the Ea-
gles earned four consecutive No. 1
Albums.

By climbing to number two, the
“Vice"” theme becomes the highest-
charting instrumental hit since
Vangelis’ ““Chariots Of Fire”
reached No. 1 in May, 1982, It’s the
highest-charting instrumental tv
theme since Rhythm Heritage’s
“Theme From SWAT” hit No. 1 in
February, 1976.

Yannis Petridis of Virgin,
Greece (we assume that’s the name
of the town) adds that Jan Ham-
mer is only the second native of
Czechoslovakia to crack the top
five on the U.S. chart. The compos-
er follows the group Heatwave,
which includes two Czech mem-
bers. The group’s hit ‘‘Boogie
Nights” climbed to number two in
November, 1977.

STEVIE WONDER’S “Part Time

Lover” jumps to No. 1 on this
week’s Hot 100, 22 years and three
months after he first topped the
chart with “Fingertips—Pt. 2.”
That lengthens Wonder’s lead as
the artist with the longest span of
No. 1 hits in chart history. He had
established that record in October,
1984, when “I Just Called To Say I
Love You” hit No. 1.

Runnersup to Wonder for the
longest span of top-charted hits:
Frank Sinatra (20 years, eight
months), Johnny Mathis (20 years,
eight months), Paul McCartney
(19 years, 11 months) and Diana
Ross (17 years, two months).

“Part Time Lover” also holds at
No. 1 on this week’s black and
adult contemporary charts. It’s
only the second hit of Wonder’s
long career to reach No. 1 pop,
black and AC, following “I Just
Called.” But “Part Time Lover”
has an even broader appeal than
that Oscar-winning hit, because
it's also a dance smash. “Lover”
jumps to number three on this
week's dance/disco club play
chart, and surges to two on the 12-
inch singles sales chart. If it hits
No. 1 on the club play chart, which
seems likely, it would become the
first single to reach No. 1 in all
four formats—pop, black, dance
and AC—since the dance chart was
introduced in 1974.

STARSHIP has one of the sur-
prise hits of the year with “We
Built This City,” which leaps six
notches to number seven. The song
is already the third highest-chart-
ing hit of the group’s 20-year ca-
reer, following “Somebody To
Love,” which reached number five
in 1967, and ‘“Miracles,” which
climbed to number three in 1975.
All three of these hits marked
new incarnations of the legendary

San Francisco-based band. “Some-
body To Love” was the Jefferson
Airplane’s first chart hit; “Mir-
acles” was their second chart entry
as Jefferson Starship and now
“We Built This City” is their first
release as Starship, following the
departure of founding member
Paul Kantner.

(The members of Starship and
Kantner discuss their separate ca-
reers. Talent, page ).

FAST FACTS: Two popular '80s
bands crack the top 10 for the first
time this week. Loverboy jumps to
number nine with “Lovin’ Every
Minute Of It,” while ABC leaps to
number 10 with “Be Near Me,” a
former No. 1 dance hit. Loverboy
just missed the top 10 two years
ago when “Hot Girls In Love”
peaked at number 11; ABC climbed
as high as number 18 in 1982 with
“The Look Of Love,” another for-
mer No. 1 dance smash.

Dire Straits’ ‘‘Brothers In
Arms’’ drops to number two on
this week’s Top Pop Albums chart,
but not before becoming one of the
eight longest-running No. 1 al-
bums by a British act in the post-
Beatles era. The other albums by
British acts to log nine or more
weeks at No. 1 since 1970: “Elton
John’'s Greatest Hits,” (Peter)
“Frampton Comes Alive!,” Pink
Floyd’s “The Wall,” “Foreigner
4,” the Rolling Stones’ ‘“Tattoo
You,” “Asia’ and the Police’s
“Synchronicity.”

Rene & Angela’s “I'll Be Good”
jumps to No. 1 on this week’s
dance/disco 12- inch singles sales
chart, less than four months after
the Mercury duo topped the black
chart with “Save Your Love (For
31).”

WE GET LETTERS: Rich Appel
of New York wrote in to share
some of his favorite No. 1 and No.
2 title combinations, that is, what
you get when you string together
the titles of any particular week’s
No. 1 and No. 2 songs.

From August, 1979: “Bad Girls”
and “Good Times.” From January,
1985: “Like A Virgin” and ‘I Want
To Know What Love Is.” From De-
cember, 1965: “Turn! Turn! Turn!”
and “Over And Over.”
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Congratulations to the winners of the 1985 BMI Country Awards.

TITT I

Wherever there’s music, there’s BMI.
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newsline...

DUTCH RECORD COMPANIES will show a 1985 first-half turnover-when
stats are finally completed-at least 12% up on last year’s Jan.-June pe-
riod, according to Jan Gaasterland, managing director of the Dutch
Ten Days Record Event, an annual campaign aimed at promoting au-
dio software nationwide to the 25-40 age group.

THE MUSIC PUBLISHING arms of record companies Ariola-Benelux and
RCA-Benelux have merged as one result of the worldwide partnership
between Ariola and RCA. Another is that RCA-Benelux will partici-
pate in the EVA project, a joint venture set up by EMI/Bovema, Vir-
gin-Benelux and Ariola-Benelux. Main activity of the group is to initi-
ate television merchandising activities.

TWO0 MEMBERS of Golden Earring, Holland’s leading rock group for
many years, guitarist George Kooymans and singer Barry Hay, have
set up their own record label, Ring Records, to be distributed by Ariola
in the Benelux territories. Alongside their own solo albums, the two
plan to give breaks to new talent, first of which is ‘Boom Boom’ Man-
cini via a single “Red Skies.” Other newcomers thus far signed are Bel-
gian act K-13 and U.S. singer/drummer Mex Grace.

THE NETHERLANDS Phonographic Museum has been moved from Amster-
dam to more spacious premises in Utrech. It has the biggest collection
of all European phonographic museums, ranging from tin-foils to Com-

DUTCH MULTINATIONAL electronics company Philips is to invest “millions
of guilders,” though the actual amount is unspecified, in its factory in
the Belgian city of Hasselt. The plant, with a work force of 3,200, pro-
duces CD and LaserVision equipment.

NETHERLANDS BAND BZN looks set to top the two million unit sales in the
Dutch market of its second album before the end of the year, thus set-
ting a new sales record for this territory, according to Phonogram
managing director Jan Corduwener. The group signed with the compa-
ny in 1977 and its upcoming LP, “Maids Of The Mist,” is its 11th.

British Chain Launches
Massive Reorganization

BY PETER JONES

LONDON W.H.Smith, one of Brit-
ain’s biggest nationwide retail
chains, is about to launch a massive
reorganization of its 260 record-
/tape departments—primarily
through the introduction of a radio
station and video program presenta-
tion concept.

Beginning this week, each shop is
to broadcast a 90-minute chart-style
“radio show,” hosted by top disk-
jockey David “Kid” Jensen, for six
hours each day. The program will
promote records on special offer
and other sales initiatives.

And 211 of the stores will start
showing a half-hour video, also
hosted by Jensen, on much the same
format as the audio offering, but
running just for two hours around
mid-day.

This expansion in Smith’s record
departments is separate from the
specialist Sound FX record shops
the group is to open (Billboard,
Sept.7). One of these is already trad-
ing in Slough, some 30 miles from
London, and the chain is advertising
for specialist staff to work in anoth-
er 10 centers, mostly in southern
England.

The Smiths’ audio and video pre-
sentations are being compiled from
returns from the group stores. The
audio show will include 20 tracks
from the top 40 albums and five new
singles of the week; the video will
take tracks from the top 20 videos

and five new singles.

Both are produced by Retail Vid-
eo Productions, whose managing di-
rector Ray Goldsmith says: “We're
including interviews with bands,
and will tie in with tours and in-
store promotions.” The audio pro-
gram is to be replaced weekly, and
the video every other week.

The Smith chain is insistent that
the radio program is not a response
to the Virgin FM system operating
in that company’s Oxford Street
megastore.

Says David Roxburgh, Smith’s
music buying chief: “We’ve been
planning the radio program for
months and we’ve been running an
in-store video format since mid-1984
in some stores. But the fact is that
retailing cannot, and should not,
stand still. We want to make all our
stores look more modernistic in
style.

“We know we have strong compe-
tition for the 15- to 24-year-old mar-
ket, and our stores have got to ap-
peal to that group.”

Smiths’ previously said there was
a good chance there would be a total
01200 Sound FX specialist outlets in-
side two years, providing suitable
sites were available. These, though,
are complementary to the existing,
and now developing, group store
record departments, which gener-
ate some $95 million annually in re-
cord/tape sales.

The group’s overall market share

" (Continued on page 67)

Furopean Dance Music: Continental Twist
German Discos Are Window to Growing Singles Market

BY JIM SAMPSON

MUNICH An 8% upturn in the
West German record industry’s
turnover for 1985 is forecast here
by Friedrich Wottawa, chairman of
the local IFPI branch and managing
director of EMI. English-language
product from domestic artists is
seen as a key reason for this suc-
cess.

Certainly the improvement has
been accompanied by unprecedent-
ed international success for German
acts and an increased chart share
for national acts in the domestic
market. Around 30% of chart sin-
gles and albums are now of German
origin, and many of the top singles
acts who record in English, such as

Jennifer Rush, Modern Talking and
Sandra, are breaking into sales
charts throughout Europe.

Virgin head Ugo Lange classifies
these productions as ‘“‘European
dance music,” and Michael Hector,
Ariola’s promotion chief, adds:
“You could almost say it is a return
to the old disco days, because most
of these hits come out of the Ger-
man discos. Their danceability ac-
counts for the fact that one-third of
their domestic singles sales come
from maxi-singles.”

Maxi-single sales were in fact up
60% in the first half of 1985, out-
paced only by CD releases, with
130% growth. Says Udo Lange:
“These current hits sound different
from British and American produc-

tions and that’s perhaps the key to
their attraction in Europe. It’s too
early to talk of a trend, but these
successes abroad are certainly a
new start for domestic English-lan-
guage producers. German-language
material must now be tailored for
German tastes.”

Lange believes non-English lan-
guage releases have no chance of in-
ternational success, and cites the
example of Michael Cretu’s “Sa-
murai.” He says: “That was origi-
nally released here in German and
sold 10,000 copies. Then we did it in
English and it was a hit in Greece,
Italy and Scandinavia, and suddenly
it has sold over 50,000 in Germany
itself, in English!”

MGMM Begins $1.5-Million Renewal Plan
Expands Facilities, Markets

LONDON Video production com-
pany MGMM, which produces
around 100 promo clips annually in
Britain and the U.S,, has raised $1.5
million from venture capital source
3i (Investors In Industry). The mon-
ey will finance an expansion pro-
gram, including new 7,000 square
foot offices and video editing facili-
ties in London’s West End.

According to director Scott Mil-
laney the deal, which took nine
months to negotiate, is a step in the
direction of a future public flotation
for the company—which aims to ex-
pand and diversify its activities, and
ultimately to move into feature film
production. 3i will have a minority
interest in holding company
MGMM, while a new company,
MGMM Management, has been set
up to bring together all the group’s
creative, editing and duplicating
skills.

“It’s significant that the world’s
largest source of venture capital
has seen fit to put money into cre-
ative production,” Millaney adds.
“It shows music video production is
at last recognized as an important
industry in its own right, and not
just as a subsidiary of the music
business.”

With 60% of the MGMM turnover
coming from U.S. sources, Millaney
is also anxious to end uncertainty
there over the company’s status.
“We had a joint venture agreement
with Overview Management last
year which was intended to run for
two years. It didn’t work out and
was terminated early in April, 1985,
but since then the industry in the
U.S. has been confused over what
we were up to. The answer is that
we've been arranging this deal, of
course.

“We're now looking to find prop-
er Stateside representation. It’s
very competitive in the U.S. now
and a little bit out of sight out of
mind. People have been ringing up,
hoping to represent us, and we hope
to have that sorted out soon.”

In the early 1980s, MGMM had an
office in Los Angeles, but according
to Millaney it proved too far away
from the company’s base to manage
successfully. The firm also has rep-

resentation and offices in New York
to handle its growing commercials
business, with Chrysler among its
major clients.

American business is vital to
MGMM'’s turnover, which currently
totals $7 million annually. The com-
pany charges only a 25% markup on
costs, but Millaney admits there is a
financial advantage in taking the
average U.S. clip budget, now
around $100,000 he says, and bring-
ing it into London. “The record com-
panies may think 25% is high,” Mil-
laney notes, “but people in films or
commercial reckon 35% is the mini-
mum.”

MGMM has a stable of 10 video di-
rectors, ranging from company
partners Brian Grant and Russell
Mulcahy to newer names like Nick

Morris. “We try to pick up on young
directors and give them work,” says
Millaney. “Even when you're fairly
well-established, as we are, you
have to keep working at all levels
because the small record companies
and the new bands are where a lot
of the creativity and talent are com-
ing from.

“Likewise, you have to keep up
with the technology. There’s a lot of
graphic style coming into video clips
from acts like Dire Straits and A-
Ha, for instance, and we are looking
seriously at setting up an animation
facility at the new London head-
quarters.”

These will also house MGMM sub-
sidiary Double Vision, handling du-
plication, telecine and standards

(Continued on page 67)
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BY FLOYD S. GLINERT

Hooray! The visual anemia of cas-
sette packaging is about to be cured.
After more than 15 years of des-
ultory debate on how best to mer-
chandise prerecorded cassettes to
the self-service customer, a consen-
sus of the RIAA marketing commit-
tee and the NARM retailers adviso-
ry committee urges support of 4- by
12-custom graphies as the indus-
try’s new packaging standard.

The dramatic impact that the new
carton can have on future cassette
sales was demonstrated recently in
tests conducted by MeMillan and
Moss, an independent research firm
retained by Record Bar. For the test,
Elektra Records’ new 4- by 12-Motley
Criie package was selected to weigh
the merchandising power of custom
graphics on the impulse buyer.

The studies were conducted in
two pairs of Record Bar markets:
Memphis and Cincinnati, and Win-
ston Salem and Lynchburg. These
cities were selected as comparable
markets for heavy metal sales, mall
traffic and overall sales volume.
One store of each pair used the new
4- by 12-package, and the other their
normal security longbox. Two of the
markets were given heavy radio ad-
vertising support; the others had
none. And Motley Criie LPs were
not used to merchandise the cas-
settes in front store racks and in the
cassette section, a normal Record
Bar practice with hit product.

The test results, presented to the
NARM committee by Record Bar’s
Ralph King in San Diego Oct. 2, pro-
vided a vivid demonstration of how

Packaging Appeal

THE SHAPE OF GASSETTES TO GOME

the 4- by 12-package can change the
way the American consumer looks
at and buys prerecorded cassettes.

Where the stores used longbox
packaging in “best-selling” racks
for other merchandise, the Motley
Criie 4- by 12-cassette package sales
were 300% higher than in the con-
trol stores. Where security longbox

tom longbox with more than 100
square inches of graphic display
area? At point-of-sale, there’s no
contest.

Side benefits that would accrue
from use of the package include in-
hibiting counterfeiter activity; it
would be more difficult to duplicate
colorful graphics. Its use might also

‘The 4 by 12 can
change the way
consumers look

at cassettes’

Floyd Glinert is executive vice president of
Shorewood Packaging Corp., based in New

York.

packaging was the norm, sales were

almost 500% higher.

It's instructive to remember that
80% of all prerecorded cassettes are
sold in stores using some form of
the longbox. And in-store surveys
by the Handleman, the nation’s
largest rackjobber servicing more
than 6,500 stores, have indicated
that more than 65% of all music
sales are impulse driven.

What do you think would gener-
ate more impulse sales, a postage
stamp-sized cassette graphic of less
than 12 square inches on the ubiqui-
tous Norelco box, or a 4- by 12-cus-

moderate home taping as consum-
ers perceive a new value in the cas-
sette packaging.

While no method is absolutely pil-
fer proof, security is certainly en-
hanced with 4- by 12-packaging, at
least for the impulse thief. The pro-
fessional can steal a television set
or refrigerator, and with razor
blade can violate any home enter-
tainment container.

While certain improvements,
such as sealed end flaps now used
by CBS Records on Compact Disc
cartons can easily be made, it would
be a mistake to overdo the security

aspect of 4 by 12. After all, we can’t
package visually appealing contain-
ers in armored cars.

Costs now borne by retailers and
rackjobbers in long-boxing cas-
settes are substantial. They have to
allocate and pay for the necessary
space, buy the boxes and assume
the labor costs to assemble them. If
manufacturers produced and as-
sembled the 4- by 12-packages, it
seems only fair that they should be
compensated for these costs.

As I write this, it occurs to me that
some readers may judge this as a
purely self-serving article. Certainly
I'm aware that if the industry adopts
the 4 by 12 it will bring new revenues
to my company, as well as to other
packaging suppliers servicing our in-
dustry. However, unless manufactur-
ers, retailers and rackjobbers are con-
vinced that this new format will also
bring them more meaningful reve-
nues, it will never happen.

Whenever I'm in a supermarket
or a drug store I am aware and, at
times, dazzled by the influence of
creative packaging. Why should it
be different in the case of cas-
settes? Why should the consumer of
this dominant prerecorded music
configuration be graphically short-
changed?

The answer is obvious. He
shouldn’t. The cassette consumer
has to be motivated to buy just like
the consumer of LP, CD or video-
cassette.

1t’s time for a change. Let’s start
the new year by issuing all new re-
leases in 4 by 12 ... the shape of
cassettes to come. Cash registers
will love it.

THE TWILIGHT OF ILLUSION

It is Stephanie Luker (Letters, Oct.
5) who misses the point of those of
us who refuse to be moved by her
defense of Sun City. Undeniably,
some blacks and mixed-race people
have been given the privilege of
participating with whites in Some
entertainment events in South Afri-
ca. This should not, however, be
confused with the right of participa-
tion, nor with the longterm goal of
opportunity.

Some of us are nauseatingly fa-
miliar with the self-delusion suf-
fered by those white South Africans
who claim to be able to detect signs
of progress in the dismantling of
the crude machinery of apartheid.
Any close observer of South Africa
is aware of the cosmetic effort un-
dertaken during the past five years
to create the illusion of an open soci-
ety.

The fact is that it is no more than
an illusion, and a dangerous one.
The casual observer sees whites and
blacks dining together in a restau-
rant in “liberal” Cape Town, the
close observer knows that the res-
taurant has applied for and gra-
ciously been granted a license to
serve blacks. The close observer
also knows that many blacks will
not go to such a restaurant because
they find the circumstances humili-

Letters to the Editor

ating.

What is true is that all who partic-
ipate in this illusion, whether in the
Cape Town restaurant or at Sun
City, are diminishing the perception
of the need for real change, and
hence the probability of real
change.

Let no entertainer be deluded. No
appearance in South Africa under
present conditions will do other
than perpetuate the twilight of illu-
sion. Any appearance will be pathet-
ically grasped by those whites who
might otherwise be influenced to
press for real change, and used by
them to bolster the common—and
more comfortable— belief that
change is indeed occurring.

Chris Whent
New York

COLORBLIND PROGRAMMING

My response to Russell Simmons’
criticism of radio and its “racist” at-
titude toward rap music is Yes, but

His point that AOR and CHR pro-
grammers will only touch black mu-
sic if it is crossover is well taken.
But he neglects to mention that col-
lege and public radio have for years
tried to expose listeners to the en-
tire spectrum of “‘black’ music. Rap
groups like Run-DMC and Whodini
were played by these stations years

ago because their music was judged
good, not because of their color.

King Sunny Ade, Fela Kuti, Mu-
tabaruka and a host of other Afri-
can and Caribbean musicians are
still rarely heard on commercial ra-
dio, not to mention such national
treasures as Gil Scott-Heron, An-
thony Davis and Albert King.

Let’s work together Russell, and
maybe we can tear down some of
these barriers. Zappa said it once:
“I’m not black, but sometimes I
wish I weren’t white.”

David Goodman
Arlington, Mass.

TS STILL BLACK

I think it’s time for another view on
the issue of black musicians cross-
ing over to rock-oriented music. Ask
Fats Domino, Lttle Richard or
Chuck Berry what black music is to
them and they’ll say “rock’n’roll.” A
majority of guitarists, from ama-
teur to virtuoso, will name Jimi
Hendrix as the most influential rock
guitarist of all time.

Somehow, we black people have
been conditioned to believe that un-
less a song has a bone-crushing
downbeat or smooth-as-silk harmo-
nies, it isn’t a black song. Hey, if it's
Cameo, Hendrix, or a combination
thereof, it’s still our music. They're
the ones who crossed over. Let’s

take back our turf.
Herbert R. Waters IlI
New Bedford, Mass.

THE ISSUE IS MUSIC

Russell Simmons’ Commentary
about airplay neglect of rap music
(Oct. 12) almost made me a believer.
However, when the discussion
turned to racism, I was turned off.
Mr. Simmons is in a business pro-
moting a product, but the product
he promoted in the last part of his
article was guilt.

Racism is indeed a problem, but
not so much in popular music. Cer-
tainly not when four of the top 10
pop songs are by black artists. Most
often it is the fusion of black and
white elements that constitutes the
mainstream today.

Rap music is now coming into its
own as a form. Let’s not spoil this
success by turning it into a social is-
sue.

John W. Baran
Record Exchange Il
Buffalo, N.Y.

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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LImesme
FOREIGNER |, MON,OCT.28

Be sure to pick up Line One the Don’t miss Foreigner on the fourth
evening of Monday, October 28 edition of Line One, the exciting new
at 8 p.m. Pacific/11 p.m. Eastern direction in live rock ‘n’ roll radio call-in
as host Sky Daniels welcomes programming from the Westwood One
special guest group Foreigner Radio Network. Call Westwood One
to Westwood One’s Los at (213) 204-5000 or Telex 4996015
Angeles studios. WWONE.

You'll hear Foreigner’s
members fielding questions
from callers throughout

the country who want to

know about the writing and
recording of the multi-platinum
Agent Provocateur LP, the sub-
sequent mammoth World Tour
(co-sponsored in North America
by Westwood One and Coca-Cola
USA), and what's on deck for the
band’s future.

WESTWOOD
K ONE
""" RADIO NETWORK |

Y
T

And be sure t6 catch Foreigner live

in concert from Dallas Reunion
Arena Friday night, November 8,
exclusively via the Westwood

You'll also hear Foreigners
= One Satellite Network!

hottest tracks, including
exclusive live versions

as recorded by Westwood
One’s mobile studios!

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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MCA: ‘Radio Should Hear And See Artists’

More Labels Service Stations With \hdcllps

BY KIM FREEMAN

NEW YORK The use of video clips
as a promotional tool has taken on a
new dimension lately with two la-
bels adding the vehicles as integral
elements of radio promotion.

Making the heaviest commitment
to the incorporation of clips in radio
rounds is MCA Records, which
equipped 14 members of its promo-
tional staff with portable videocas-
sette players a month ago. Mean-
while, A&M Records sent out a clip
of the Bryan Adams/Tina Turner
duet “It’s Only Love” to 300-plus
pop and AOR programmers last
week in a national trade press mail-
ing.

MCA’s executive vice president/
marketing and promotion Richard

Palmese modestly describes MCA’s
move as ‘‘nothing brilliant, just
good business.” While he would not
give specifics on the expense of sup-
plying its staff with the portable
units, Palmese says the cost is justi-
fied in light of MCA’s “million-dol-
lar-a year video budget.”
“Granted,” Palmese adds, “when
clips make their way to heavy rota-
tion on MTV” their production cost
is well worth it. “‘But, until that
time, it’s important for radio to hear
and see our artists.” He puts the
emphasis on new artist, Charlie Sex-
ton, in particular. “Without a doubt,
the feedback through our promo-
tion department is that, with a char-
ismatic artist, the clips can be put to
great use. When you see Charlie
Sexton, you'd fall on the floor.”

Debuting In A Big Way. Plotters in the arrival of Detroit's newest pop outlet,
WDTX, pose with the proof of their grand-scale ambitions. The 20- by 60-foot
billboard is just one of many unveiled around the city. Standing from left are 99
DTX" president and general manager Lorraine Golden, promotion director
Carolyn Krieger and program director Jim Harper.

CARL HIRSCH resigns his post as president of Malrite Communications to
form Regency Broadcasting with his wife Phyllis. Last week, Hirsch
reached an agreement to purchase KJOI Los Angeles from Noble Mul-
timedia for $44 million. “It’s very seldom that a significant station in
the best radio market in radio becomes available,” says Hirsch of the
easy listening outlet. KJOI's sudden availablilty, says Hirsch, is due in
large part to the “untimely death of [Noble chief] Ed Noble” last
month. Hirsch reports that KJOI's format will “stay intact” under the
direction of general manager Robert Griffith. “Without question,”
says Hirsch, “we are attempting to build a radio group.” He notes that
Regency’s acquisition and broadcasting philosophy will be much the
same as his 11-year-plus approach with Malrite, which Hirsch de-
scribes as “wide open appetite” for any properties that made good
business sense in a market. Hirsch calls his parting with Malrite an
“emotional”’ one, and adds, ““I remain a stockholder and friend.”

MATIONAL NETWORK REVENUES for September jumped by 18%, exceeding
the same period last year, according to the Radio Network Association.
The RNA reports that the increase was largely driven by heavy spend-
ing from the automotive industry looking to clear out 1985 models be-
fore year’s end. September network revenues totaled $30,723,921,
bringing the year-to-date total to $239,252,349, which represents a 14%
increase compared to the nine-month revenues for 1984. These figures
were arrived at through advertising revenues for RNA member webs,
ABC, CBS, NBC, Mutual, Westwood One, Satellite Music, Transtar,
United Stations and Sheridan Broadcasting.

MIKE MCGANN is promoted from station manager to general manager of
WRKZ-FM Hershey, Penn. He replaces Paul Holsopple, who moves on
to the same post at sister combo, WEAN/WWLI (formerly WELI-FM)
Providence, R.1.

In addition to conveying an art-
ist’s visual image, Palmese says the
use of clips on radio rounds is an ex-
cellent way of representing MCA’s
commitment to its acts and a good
means of getting quicker response
from programmers.

Programmers who’ve been visit-
ed by VCR-toting MCA representa-
tives bear out Palmese’s rationale in
using the clips. At KZOK Seattle,
music director Larry Sharp echoes
the comments of others in saying,
“Especially in my case, where I
don’t get MTV at home, seeing the
visual image is a help in program-
ming, especially on the unknowns.
And, let’s face it,” Sharp continues,
“sometimes a good video makes a
song.” WLUP Chicago music direc-
tor Bill Evans calls it “a nice tool.
When you're judging things on a na-
tional basis, it gives you a feel for
the company’s commitment to the
artist.”

(Continued on page 14)

Rules Modification:
AM Overhaul Due

WASHINGTON Sources within
the FCC now say that the Commis-
sion will soon initiate a rule-making
proceeding to look into modifying or
eliminating AM radio rules in order
to improve the band’s viability.

The FCC decision, still not formal-
ly announced, follows recent com-
ments by Mass Media Bureau chief
Jim McKinney that it is time for the
Commission to overhaul AM rules.
The National Assn. of Broadcasters
also recently petitioned the FCC to
modify ‘“‘duopoly’ rules to allow
common ownership of two AMs in a
market; allow the use of synchro-
nous transmitters in certain cases;
change or eliminate restrictions on
AM-FM duplication (simulcasting);
adopt a uniform policy on licensing
equipment which would cause AM
interference; and grant additional
power to Class III stations.

Earlier this year, a radio station
had petitioned the FCC for unlimit-
ed duplication of AM and FM pro-
gramming in all markets where AM
and FM stations are co-owned, ar-
guing that the rule was created to
help FM stations compete with the
then-dominant AM band.

BILL HOLLAND

S,
P

Programmers reveal why they have jumped on
particular new releases.

POP

Programming against some stiff competition, WZOU Boston PD Jim
Cutler says the pickings are plentiful of late. Getting the best listener
response last week were Morris Day’s “The Oak Tree” (Warner Bros.)
and Jack Wagner’s “Too Young” (Warner Bros.) A handsome soap
star, Wagner’s offering is doing particularly well with the ladies, says
Cutler. Meanwhile, the programmer can’t say enough enthusiastic
things about Dire Straits’ “Walk Of Life” (Warner Bros.) “It should
have been a bigger hit the first time around,” he notes. Survivor’s
“Burning Heart” (Scotti Bros./CBS), from the ‘“Rocky IV” sound-
track, is a fresh release also drawing rave reviews from Cutler. Dip-
ping into AOR territory, Cutler is high on Kate Bush’s “Running Up
That Hill,” (EMI/America). “People should give this more of a listen,”
he says to pop colleagues. Other strong Zoo fare is Simple Minds’
“Alive & Kicking” (A&M), while the yet-to-be released Bryan Adams/
Tina Turner duet “It’s Only Love” (A&M) is a sure add, says Cutler.

BLACK/URBAN

WBMX Chicago program director Lee Michaels had his hands on an
early copy of Lionel Richie’s latest single, “Say You, Say Me” (Mo-
town) last week. As an “urban station whose audience is 30% non-
black,” Michaels says Richie slow-tempo track has that “general mar-
ket sound” which helps make those listeners ‘‘very comfortable” with
the top-rated Chicago music station. At the other end of the spectrum,
New Edition’s upbeat “Count Me Out” (MCA) is another hot teen add
from group, says Michaels. “We're No.l in teens,” quips Michaels, “we
have to add this.” And finally, Chic’s former lead singer Norma Jean’s
“Every Bit Of This Love” (MCA) is simply described by Michaels as
“that new sound of the '80s.”

AOR

“A lot of people call us mellow, but hip,” says KTCZ Minneapolis pro-
gram director Bobby Christian of the adult rock outlet making steady
strides in the Twin Cities. In targeting that older demo, Christian rat-
tles off a list of favorites long enough to fill this entire column, topped
with James Taylor’s “That’s Why I'm Here” (Columbia) album. The
disk has “‘good depth with great treatments on several songs,” says
Christian, whose rotating both the lead single and Taylor’s cover of
Gene Pitney’s “The Man Who Shot Liberty Valance.” Prefab Sprout’s
“Two Wheels Good” (Epic) album, falls into Christian’s ‘“biggest miss
of the year” category, because, in his opinion, the remixed album does
not stand up to its European original, “Steve McQueen.” He recom-
mends that colleagues get a hold of the import edition for a better take
on the lead single “When Love Breaks Down” and other tracks. Mean-
while, Christian is making his own single out of Men At Work’s
“Snakes And Ladder” (Columbia), which he calls the “most traditional
Men At Work” cut on their new album.
COUNTRY

A hot topic at Nashville country combo WSM is Billy Joe Royal’s “Bur-
nin’ Like A Rocket” (Atlantic). Program director Gregg Lindahl says
the track has “a good '50s feel” and calls it one of those “exciting rec-
ords that makes you sit up and take notice.” Lindahl is also high on
Marie Osmond’s “There’s No Stopping Your Heart” (Capitol) and

Juice Newton’s “Hurt” (RCA).

KIM FREEMAN

United Broadcasting 0K’d By FGG

Management Turnaround Secures Disputed Licenses

BY BILL HOLLAND

WASHINGTON It has taken time,
persistence and money. But United
Broadcasting Co. of Bethesda, Md.,
which at one time was in peril of los-
ing the licenses of many of its nine
radio stations (due to fallout from
past management misconduct) has
all but staged a clean sweep in FCC
renewal proceedings—with a recent
FCC review board ruling which re-
turns to United the license of
WYST-FM Baltimore.

The Oct. 8 decision grants a re-
quest for dismissal of the applica-
tion of SRW Inc.—a Baltimore com-
pany formed specifically to chal-
lenge the WYST license—in return
for an agreement by United to pay
SRW $400,000. The ruling gives
United a victory in all four of its re-
cent FCC renewal hearings. SRW
was awarded the WYST license in
an initial FCC decision last January.
United had filed an exception appeal
with the review board in February.

One final challenge remains unre-

solved. An ongoing appeals court
case challenges the FCC ruling
which granted renewal of United’s
license for WOOK-FM Washington.
All nine of the licenses for United’s
radio properties had initially been
challenged by competing applicants.
The ruling also leaves untar-
nished the performance record of
United’s management, which has
had to navigate the rough waters
caused more than a decade ago by
its predecessors.
(Continued on page 1})
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THE NEW JAMES TAYLOR
“THAT’S WHY I'M HERE."
FEATURING THE SING
“EVERYDAY.” 38056
ON COLUMBIA

iced by James Taylor and Frank
‘Evervday” produced by James
her/Frank Filipetii.
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WHTZ New York program direc-
tor Scott Shannon has had his eye
on the man for quite awhile, but
only last week did Jack Murphy’s
exit from WROQ Charlotte, N.C.
become official enough for Shan-
non to announce him as his new
morning cohort on Z-100. Replac-
ing the venerable Ross Brittain,
Murphy will join Shannon on air in
a few weeks as half of the new
“Shannon & the Murph” show.
Ending another set of rumors,
Dan Ingram checked in last week
to report that he is “going to start
enjoying the rest of my life a bit
more.” Translated, that means he
will not be joining any air staffs in
New York or elsewhere, despite
what the veteran calls a number of
great offers. Not to fear, however,
Ingram will continue hosting CBS
Radioradio’s “Top 30 USA” as
well as a lot of voice-over work.
Meanwhile, Ingram’s two-
month boss Quiney McCoy re-
joins Metromedia as promotion di-
rector for Big Band outlet,
WNEW-AM New York. McCoy
was an air talent for WKTU New
York, and filled the program direc-
tor post there after Neil Mcln-
trye’s departure and before the ar-
rival of Pat Evans, the WXRK (K-
Rock) calls and the album rock
format in July. Prior to joining the

Shannon recruits
’ROQ’s Murphy

then-WKTU, McCoy was assistant
PD at Metromedia’s WASH-FM
Washington, D.C.

New York rumors that aren’t
resolved yet include several con-
cerning Howard Stern. His after-
noon spot at WNBC has not been
filled yet, and, if one takes street
comments seriously, Stern will
soon be cloning himself and ap-
pearing on every contemporary
outlet in the market. Stern’s arriv-
al at WAPP got more mentions
than other connections, although
Doubleday president Gary Ste-
vens says only, “I understand he’s
talking to a number of stations.”
On the topic of WAPP’s format,
Stevens strongly denies that
Doubleday is contemplating any
switches . .. Meanwhile, it’s fun to
note that the press release from
Doubleday’s WLLZ Detroit on the
arrival of Jim Johnson and
George Baier (Billboard, Oct. 26)
contains absolutely no mention of
the duo’s recent home, WRIF . ..
And, at WMET Chicago, which
Heritage Broadcasting is waiting
to buy from Doubleday, Jeff
McKee comes on board as music
director. Since his arrival at the
Midwest Met last April, McKee
has been hosting the afternoon

UOX

by Kim Freeman

{0)4

drive shift and spend a lot of time
in the production room ... One
definite development back at
WNBC is the appointment of Ba-
bette Stirland, who is upped to ad-
ministrator of program and opera-
tions. She was the station’s super-
visor of music programming and
research.

THE KBZT call letters have
moved North from San Diego to
Los Angeles, where KHTZ vice
president and general manager
Robert Moore is glowing over
getting “by far the best AC call
letters in the country.” KBZT
gave up those calls three weeks
ago in favor of KWLT and a lite
rock format. “We had to jump on
them immediately,” says Moore of
the KBZT dub, which will debut on
the AC outlet ““later this fall.”
Moore and Co.’s coup signifies no
image or format modifications for
the station.

WMZQ-AM Washington, D.C.
program director Gary Balaban
will now serve as acting PD for
WMZQ-FM, in the wake of opera-
tion manager Bob McNeill's de-
parture for the general manager
slot at WRVA-AM Richmond . ..
Also new to the Richmond market
is Jim Asker, who joins country
station WRNL as program direc-
tor. He moves down from WSEN-
AM-FM Syracuse, N.Y. where he
was also PD.

JACK SILVER gets upped to as-
sistant program director at
KMEL San Francisco, while Keith
Naftaly moves up to music direc-
tor. Silver and Naftaly had been
music director and music coordina-
tor respectively ... At neighbor-
ing KFRC, tv personality Bill
Rafferty comes on board as co-
host of the weekday afternoon
Tim Parker Show.

KKBQ-FM Houston’s evening
man “Easy” Randy Street is new-
ly available, due to what he calls a
“deteriorated relationship” with
management. He's looking for an-
other hot CHR post and can be
reached at (412) 643-8533 ... In
Dallas, Randy Chambers joins
KTKS in the 6-10 p.m. slot. He was
program director/personality at
KREO-FM Santa Rosa . .. Across
town at KZEW Dallas, Mark Tin-
dle comes on board as director of
creative services. Prior to joining
the Belo Broadcasting rocker, Tin-
dle was director of advertising for
Sound Warehouse Inc.

TED TERRY gets a permanent
on-air assignment at country-for-
matted KVOO in his hometown of
Tulsa, Okla. He claims to be the
first black announcer on the outlet
in its 60-year history. In addition
to that, Terry is glad to be back

LICENSE COMEBACK FOR UNITED B’CASTING

(Continued from page 12)

The buy-off to challengers has
been costly. In addition to the whop-
ping sum for the SRW withdrawal,
United has had to shell out between
$150, 000 and $200,000 each to li-
cense challengers for WKDM-AM
New York City, KSOL-FM San Ma-
teo, Calif. and KALI-AM San Gabri-
el, Calif. in separate proceedings. A
source at the FCC says “all those
challengers would have had a tough
time” fighting the record of the cur-
rent United management.

While the United sweep is news—
as is the amount of the buy-off—the
recent trend of the FCC to okay
such transactions is not, according
to Commission staffers. The grants
follow a Congressional decision of
1982 to amend the Communications

Act in order to lift the limit, on ‘“‘set-
tlement reimbursements” incurred
in comparative renewal proceed-
ings, beyond those incurred in pro-
cessing the applications.

Congress maintained that such
no-limit agreements would ‘“‘serve
the public interest by eliminating
further proceedings, thereby con-
serving the resources of the Com-
mission and the applicants,” (the re-
view board decision states).

What is unique in the WYST re-
newal case, say FCC sources, is that
it was granted in a proceeding in-
volving an existing station. Most
buy-offs, according to the Commis-
sion, involve applicants vying for a
new facility.

United is expected to issue a com-

ment on that FCC decision as soon
as the time period on Commission
filings concludes. But for the mo-
ment it has no comment on its suc-
cessful renewal grant.

What was the first felevision
theme song fo go fo Number One?

If you don’t know, find out in

THE BILLBOARD BOOK OF
NUMBER ONE HITS

BY FRED BRONSON

The inside story of every Number One single from
“Rock Around the Clock” to “We Are the World.” At bookstores now.

RADIO GETS VIDGLIPS

(Continued from page 12)

In A&M’s case, the “It’s Only
Love” clip mailing is issued under
exceptional circumstances. The
Turner/Adams duet is the sixth sin-
gle from Adams’ “Reckless” album.
The track will be released Nov. 5,
exactly a year after the release of
the album, which has so far sold
close to four million units, says
A&M promotion vice president Rick
Stone. Nov. 5th is also Adams’
birthday. The clip is an outtake
from Tina Turner’s concert special
for HBO, recorded in Paris where
Adams appeared as a special guest.

“There’s no question that it influ-
ences people,” says Stone, although
he says he is unsure whether video
clips will play a larger role in
A&M'’s regular radio promotion ef-
forts.

ACTIONMART

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

.-+ IT’S HERE!

CMJ

MUSIC MARATHON
AND THE 1985

NEW MUSIC AWARDS

Register By Mail Or Al The Door

Mail to: CMJ MUSIC MARATHON

c¢/o CMi Media, 834 Willis Ave.
Albertson, NY 11507

Name
Affiliation

Title

Address

Phone

City/State/Zip

Quantity

__O%$2s
® Includes entrance to all Marathon events, awards. concerts and

ceremonies. Please attach list with delegate names.

® Indicate quantity and make check or money order (non-refundable) payable
to CMJ Music Marathon. Check must accompany registration form.

[ MasterCard

I RUN WITH THE BEST

dwisa

[ Amencan Express

Expiration Date

___ [0 %75 Student Rate

Cardholder Name

Card Number

Signature

For more information on Showcasing, Exhibition Space. Hospitality Suites, Advertising and other
Promotional Opportunities, contact: Robert Haber or Joanne Abbot Green (516) 248-9600.
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“God Bless the U.S.A.” on MCA Records, Produced by Jerry Crutchfield.

a«omua_/eoo? MQ M US'C MCA Records 52386
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CHART
RESEARCH
PACKAGES

T definitive lists of the
tc hits year by year,

t! ‘ough the entire history
¢ he Adult Contemporary
& "ngles charts.

ised on the authoritative
atistical research of the
susic industry’s foremost
rade publication

'MREE TITLES
AVAILABLE:

Number One Adult
Contemporary Singles,
1961 through 1985.
Lists Billboard issue date,

| title, artist and label of the
number one record of each
week. $30.00.

Top Ten Adult Contem-
porary Singles, 1961
through 1985, Liststitle,
artist and label of every
record which reached
number 10 or higher on
Billboard's Adult Con-
temporary Singles chart.
Listed alphabetically
within each year. #1 rec-
ords are indicated. $30.00.

Top Adult Contempo-
rary Singles Of The
Year, 1966 through
1985. Theannual histings
of the tophits of the year in
rank order, as published in
Billboard’s year-end spe-
cial issues. Includes title,
artist and label for each
entry. $30.00.

Individual yearly lists may
also be purchased sepa-
rately; see coupon below.
$5.00 per list.

Billboard Chart Research
Attn: Debra Todd
1515 Broadway
New York, NY 10036

Please send me the follow-

ing Billboard Chart

Research Packages:

G-1 O Number One Adult
Contemporary
Singles @ $30.00

G-2 O Top Ten Adult
Contemporary
Singles @ $30.00

G-3 O Top Adult Con-
temporary Singles
Of The Year
@ $30.00

O Individual yearly
lists from
(please list book
code number) for
_ please
list vear(s)desired.

Check or money order is

enclosed in the amount of:

(Sorry, no C.O.D. or bilhing.

Name

Company

Address

City, State, Zip
Overseas air mail rates available
upon request

All sales are final.

RESULTS!!

Our mailing lists give you results you can count on.
They generate response.

Response that creates leads.

Leads that convert into sales results.

We offer you over 94,000 opportunities to get your offer in the hands of advertising and
marketing heavyweights. These names are derived from the highly respected Redbooks
published by the National Register Publishing Company, and the SRDS media buying
directories.

The intensive data collection and updating procedures developed for the compilation of
these directories is also applied fo these mailing lists. Not only do we confirm names,
addresses, and felephone numbers, but key marketing information as well — billing ranges,
advertising budget, number of employees, etc.

Advertising Agency Decision Makers — 41,000
Source: NRPC's Standard Directory of Advertising Agencies
Select from over rwenty-five job funcrions including Presidents,
Art Directors, Media Buyers, Account Executives and Production
Managers. In addition, you can select by media usage,
agency billing, and geographic breakouts. Telephone
numbers are also available.

Advertising
Media in SRDS —
18,500 Media

Source: SRDS media buying directories

Advertiser Company Decision Makers — 35,000
Source: NRPC's Standard Directory of Advertisers

Reach key executives including Top Officers, Chief Financial
Officers, Advertising, Sales and Marketing personnel ar U.S.
companies with annual advertising budgets over $50,000.
You can also select by media, adverrising budget, number of

employees, annual sales and over 50 business caregories. at each mediq, atitle attention line can be inserred.

When you need a list of advertising, marketing, and media heavyweights,
come to the source — NRPC/SRDS.

adio

You can select from six major media—radio, TV, daily and
weekly newspapers, business publications, and consumer
magazines. To enable you to reach the key buying influences

Call Nancy Olsen, List Sales Manager, at 312-441-2153. Call toll free, 1-800-323-4601.

SRDS/NRPC Marketing Services Division

3004 Glenview Road, Wilmette, IL 60091
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15
KlISing Comics. KIIS-AM-FM Los
Angeles general manager Wally Clark,
center, offers some comedy material
to Tommy Chong, left, and Cheech
Marin, the comedy team currently

Washington Wives Wage A Different War. Three Congressional wives pose plugging their MCA album “Get Out Of
in front of a D.C. building while taping a series of anti-drug abuse public service My Room' and their “Born In The
announcements for the National Association of Broadcasters. All 30-second USA" parody single, “Born In [Fast
spots feature members of the Congressional Families for Drug Free Youth and LA

the PSAs will be available in late November. Three of the participants shown
from left are Rosemary Boulter, Alma Rangel and Jean Lujan.

Beach Babies. The WYAV Myrtle Beach, N.C. staff compares their physiques Southern Express Going West. KYGO Denver’s music decision makers gets a

to those of the winners in Wave 104’s “Best Body On The Beach Contest.” visit from country music makers, Southern Express. Standing from left are band
Flexing facial muscles from left are WYAV's Kim Carter and Pam May, contest member Stu Cook, KYGO program director Bob Call and music director Rick
winners Tom Caldwell and Michele Brigham, WYAV's Tom Brockway, music Jackson and Southern Pacific conductors John McFee, Kurt Howell, Tim
director Bob Vandergrift, operations manager Jeff Kelly and staffer Rusty Price. Goodman and Keith Knudsen.

Compromising Positions. KSKK
Sacramento morning cohort Dave
Hewitt plays daredevil while posing
near the tire of a tractor parked at
“KK-105’s"" gazebo during the
California State Fair. Sitting from left
in the safer place are KSKK program
director Lee Nye and air personalities
Dana Michaels and Lee Pitt.

Meat On The Tables. Heavyweight
rocker Meatloaf takes over the
turntables at WPST Trenton, N.J.,
while air talent Trish Merelo and
morning man/station manager Tom

Taylor find themselves helpless in a Big Mac Attackers. Mac Davis assumes the hot seat at country-formatted
bout of laughter. WHN New York for an on-air interrogation from music director Pam Green and

mid-day man Lee Arnold.
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esterHits,,

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Island Girl, Elton John, mca

. I'm Sorry, John Denver, rca

. Miracles, Jefferson Starship, Grunt
. Lyin’ Eyes, Eagles, asyLum

. They Just Can't Stop It (The

Games People Play), Spinners,
ATLANTIC P y) 2

. Who Loves You, Four Seasons,
WARNER/CURB

. Feelings, Morris Albert, rca

. Bad Blood, Neil Sedaka, ROCKET

. Heat Wave/Love Is A Rose, Linda
Ronstadt, eLExTRA

. This Will Be, Natalie Cole, capitoL

POP SINGLES—20 Years Ago

. Yesterday, Beatles, cariToL

. A Lover’s Concerto, Toys,
DYNOVOICE

. Get Off Of My Cloud, Rolling
Stones, LONDON

. Keep On Dancing, Gentry's, mom

. Everybody Loves A Clown, Gary
Lewis & the Playboys, LiBerTY

. Treat Her Right, Roy Head, Back
BEAT

. You're The One, Vogues, co & co

. Positively 4th Street, Bob Dylan,
COLUMBIA

. Hang On Sloopy, McCoys, BaNG

. 1-2-3, Len Barry, pecca

TOP ALBUMS—10 Years Ago

. Red Octopus, Jefferson Starship,
GRUNT

. Windsong, John Denver, rRca

. Wish You Were Here, Pink Floyd,
COLUMBIA

. One Of These Nights, Eagles,
ASYLUM

. Prisoner In Disguise, Linda
Ronstadt, asyLum

. Born To Run, Bruce Springsteen,
CoLUMBIA

. Minstrel In The Gallery, Jethro
Tull, cHrRysALIS

. Extra Texture, George Harrison,
APPLE

. Atlantic Crossing, Rod Stewart,

Warner Bros.
. Wind On The Water, David Crosby/

Graham Nash, asc

TOP ALBUMS—20 Years Ago
. Help, Beatles, cariToL e
. Look At Us, Sonny & Cher, atco

. The Sound Of Music, Soundtrack,
RCAVICTOR

. High isited, b
I%Mvgla! 61 Revisited, Bob Dylan

cotl
. The “In” Crowd, Ramsey Lewis
Trio, ARGO
. Whipped Cream & Other Delights,
Herb Alpert's Tijuana Brass, aam
. Out Of Our Heads, Rolling Stones, )
LONDON i
. Mary Poppins, Soundtrack, visTa
. More Hits By The Supremes,
MOTOWN

e ey ANNOUNCING: A new host—Dick Clark—for one

COUNTRY SINGLES—10 Years Ago pf radio’s leading programs—Ccuntdown amer-

. (Turn Out The Light And) Love Me ica p[ck Clcrk S un—mctcheq relqhonshlps_ wth
Tonight, Don Williams, a8c/o0T music’s biggest stars, and his unicue behind the

. I'm Sorry, John Denver, Rca insi
. Are You Sure Hank Done It This L InSlghtS

Way/Bob Wills Is Still The King, —and —
Waylon Jennings, Rca the proven format of information, guest artigts and

. Rocky, Dickey Lee, - .
 What's Happened To Blue Eyes, contemporary hit music that has made Count-

Jessi Colter, capiroL down America a success. For National Sales and Station Clearance in-

e Ti s P i Dick Clark—Now on radio exclusively for th2 formation, cal United Stations Radio Network

. 3?:[\‘ Antonio Stroll, Tanya Tucker, United Stations Radio Networks. in New York ot (212) 575-6100.

. It's All In The Movies, Merle

Haggard, capitot Come visit us at the NRBA/NAB in the Atrium Presidential Suite 934 at the Anatole
. What In The World’s Come Over

You, Sonny James, COLUMBIA

OCWw N O Uh woON =

WO N & 3 b W=

[
[=]

SOUL SINGLES—10 Years Ago
. Sweet Sticky Thing, Ohio Players,
MERCURY

. Low Rider, War, UNITED ARTISTS

. To Each His Own, Faith, Hope &
Charity, rca

. Same Thing It Took, Impressions,
CURTOM

. Fly, Robin, Fly, Silver Convention,
MIDLAND INT'L

. They Just Can't Stop It (Lames
People Play), Spinners, ATLANTIC

. The Agony And The Ectasy,
Smokey Robinson, motown

. Love Power, Willie Hutch, motown

. | Want’A Do Something Freaky To
You, Leon Haywood, 20th CENTURY

. So In Love, Curtis Mayfield, curtom
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TOP ROCK TRACKS

ARTIST
LABEL

Compiled from national album-oriented

radio airplay reports.

TITLE

GLENN FREY YOU BELONG TO THE CITY
1 |86 R
H NEVER
2 | 2| 4| g | HEART
SLEEPING BAG
3 8 14 3 WARNER BROS.
8| 4| s | u | MRMSTER BROKEN WINGS
3 JOHN COUGAR MELLENCAMP SMALL TOWN
7 9 8 RIVA
U THE BIG MONEY
6|9 |n || RUSH
7 12 28 3 SIMPLE MINDS ALIVE & KICKING
ROGER DALTREY AFTER THE FIRE
8 3 3 8 ATLANTIC
9 1 2 4 PHANTOM, ROCKER & SLICK MEN WITHOUT SHAME
EMI-AMERICA

STARSHIP
GRUNT

=
o
o
~
w

WE BUILT THIS CITY

11| 13| 19| 5 | ROGERDALTREY UNDER A RAGING MOON
12 6 | 6 | 8 | JOHNCOUGARMELLENCAMP RO.CK.INTHE USA.
13| 27 | &1 | 16 | DIRESTRAITS WALK OF LIFE
14| 14| 15| 6 | JHETHOMPSON TWINS LAY YOUR HANDS ON ME
15 NEW D THE CARS TONIGHT SHE COMES
16| 18| 26 | 5 | CRUZADOS MOTORCYCLE GIRL
17| v | 17| 6 | STEVIERAYVAUGHAN LOOK AT LITTLE SISTER
181 21| 23 4 ]&OMMMY SHAW REMO'S THEME (WHAT IF)
19| w0 s [ u]| presTRAMS ONE WORLD
20| 2|26 _igg_g'um TEARS ARE FALLING
21 |31 | a5 | 3 | WX THIS TIME
22 [EERERSE] JOE LYNN TURNER ENDLESSLY
23| 19 | 12 | 11 | LOVERBOY LOVIN' EVERY MINUTE OF IT
24 | 24 | 18 | 10 | IHEQUTFIELD SAY ITISN'T SO
25| 32| u| s | NG LOVE IS THE SEVENTH WAVE
26 | 36 | 40 | 4 | JALKINGHEADS STAY UP LATE
27 IR THE HOOTERS AND WE DANCED
28 | 33 | 33 | 7 | JOHNCOUGAR MELLENCAMP  RAIN ON THE SCARECROW
29 | 25 | 21 | 12 | MARILLION KAYLEIGH
30 | 16 | 10 | 12 | JOHNCOUGAR MELLENCAMP LONELY OL’ NIGHT
31 NEWD C; CLEMONS & J. BROWNE YOU'RE A FRIEND OF MINE
32| 20 | 16 | 13 | TEARSFORFEARS HEAD OVER HEELS
331 30§ 30 | 16 ;QELKING HEADS AND SHE WAS
34 | 30 | 27 | 8 | NICKLOWE I KNEW THE BRIDE
353|259 | REM DRIVER 8
6| NEWH AEROSMITH LET THE MUSIC DO THE TALKING
37| 23 | 13 | 10 | BRYANADAMS ONE NIGHT LOVE AFFAIR

3| m | @ | s | MOTLEYORUE

HOME SWEET HOME

39 | 39 | 43 | 5 | SQUEEZE

HITS OF THE YEAR

40 | 28 | 22 | 18 | STING

FORTRESS AROUND YOUR HEART

81| 29 | 29 | 6 | JANHAMMER MIAMI VICE THEME
42 £, PRE FAB SPROUT WHEN LOVE BREAKS DOWN
2 2 EPIC
43 | a3 | 3 | | L2, BAD
T INLA.
4 NEW)D WANG CHUNG O LIVE AND DIE
45 | 45 | — | 2 | AUTOGRAPH BLONDES IN BLACK CARS
FAR AWAY
4 | 46 | w6 | 1o | DimesTRAITS 50
47 NEWD THE ALARM STRENGTH
48 | a8 | a8 | 7 | QUARTERFLASH TALK TO ME

adio

~ Promotions

APPROACHING ADULTHOOD

WNEW-FM New York (AOR)
Contact: Rose Polidoro
WNEW-FM’s “Rocktober”-long cel-
ebration of its 18th birthday culmi-
nates this week. The final blow-out
began Sunday with an official proc-
lamation from New York Mayor Ed
Koch that the day, 10/27, was in-
deed “102.7 Day.”

Starting the following Monday,
Scott Muni’s afternoon shift will
consist of a series of live broadcasts
from Gotham’s Hard Rock Cafe.
The superstar lineup for the week
includes in-person appearances
from Steve Van Zandt, Talking
Heads Tina Weymouth and Chris
Frantz, Felix Cavaliere, Ted Nu-
gent, John Waite and several other
rock heavyweights.

Then on Thursday, Halloween
night, it’s back to the Hard Rock for
the “Maskers’ Ball.”” Celebrity
judges will be on hand to judge cos-
tumes at the bewitching hour and
proceeds from the event will go to
the TJ Martell Foundation. For
those who survive to usher Novem-
ber in, WNEW-FM has Friday eve-
ning reserved for the “Shootout In
The Sky,” which the station is also
dubbing as the first annual “Air-
borne History Of Rock and Roll.”
To be held at the Buttermilk Chan-
nel near Battery Park, the sky show
will track the history of rock from
Bill Haley to the Boss. These fire-
works will be followed up by the py-
rotechnics of Nils Lofgren, whose
Stone Pony show WNEW will be
broadcasting live from Asbury
Park, N.J.

MIAM! VICES
WSHE Miami/Ft. Lauderdale
(AOR) ]
Contact: Jann Zlotkin
Looking to get a hand in the cele-
bration surrounding the new sea-
son of tv smash ‘“Miami Vice,”
WHSE disk jockeys Skip Herman
and Jim McBean keyed a recent
live broadecast to their “Stunt Ba-
by” auditions for the musical cop
show. As WSHE tells it, the gag
started when the show’s stunt doll
was discovered to be missing from
the set. Herman and McBean imme-
diately got on the case of finding a
replacement.

“Miami Vice's” Michael Talbot
(a/k/a Stanley Switek) was on hand
to oversee the auditions, which en-
tailed dropping hopeful dolls off a
cherry picker, burning the fake ba-
bies and crushing them under vari-
ous moving vehicles. All this was
from the same team who raised hav-
oc earlier this year with their “cat
spinning”’ contest. The stunt baby
stunt was covered by NBC-TV and
the “Today Show.”

THE BILLBOARD BOOK
OF NUMBER ONE HITS

BY FRED BRONSON
The inside story of every Number
One singte from "Rock Around
the Clock' to "We Are the World.”
AT BOOKSTORES NOW.

% CHANGE |
SPRING 1983 -
FALL 1984
News/ Talk | 167 R
MOR } 127 -4%
Country ] 110 —8%
Adult Contemporary|_ 98 ~ 4%
Black|__ l 67 -17%
Big Bands 65 - 2%
CHR 35 —~ 8%
Oldies 24 + 14%
Beautiful Music 17 1| +70%
AORLI7 + 600%
U rban Contemporary - 2%
Soft Rock|1 4 .
0 50 100 150 200 250 300 350
= |
% CHANGE
SPRING 1983 -
FALL 1984
CHR 352} +38%
AOR ] 266 - 20%
Adult Contemporary ~ ]2s8 +7%
Beautiful Music ] 256 ~ 5%
Country 1253 | - 5%
UrbanContemporary IM +1%
Soft Rock 50 +47%]
Black 28 +27%
no
News/ Talk :l 10 change
Oldies +167%
MOR[] 7 - 56%
no
Big Bands}l 1 . o change
0 50 100 150 200 250 300 350
—y

How the Formats Fare. The above graphs represent how various formats
ranked according to Fall 1984 Arbitron share trends in 30 markets. Percentage
changes from AQH 12-plus Monday-Sunday six to midnight results from the
Spring 1983 Arbitrons appear in the right hand column. According to this study,
news/talk has retained its dominance on the AM band, while CHR has seen a
dramatic increase in popularity on the FM band. The research was compiled for
the Interep Companies by Jane Schoen, assistant director of research for
McGavren Guild Radio. The graphs are part of Interep’s recently released

“Radio Format Trends” report.

Billboard

Chart Dept., 1515 Broadway, New York, N.Y. 10036.

176 REPORTERS
ZZTOP SLEEPING BAG WARNER BROS.
SIMPLE MINDS ALIVE & KICKING  a&Mm/VIRGIN
RAY PARKER JR. GIRLS ARE MORE FUN  arisTA
KLYMAXX | MISS YOU MCA/CONSTELLATION
TA MARA & THE SEEN EVERYBODY DANCE asm

HOT 100 SINGLES ACTION

RADIO MOST ADDED

NEW TOTAL
196 REPORTERS ADDS ON
JOHN COUGAR MELLENCAMP SMALL TOWN riva 98 98
THE CARS TONIGHT SHE COMES  ELEKTRA 85 85
DIRE STRAITS WALK OF LIFE waRNER BROS. 73 73
SURVIVOR BURNING HEART scoTTiBROS 68 68
C.CLEMONS/J.BROWNE YOU'RE A FRIEND OF MINE columBia 47 87

Radio Most Added is a weekly national compilation of the five records most added to the piaylists
of the radio stations reporting to Billboard. Retail Breakouts is a weekly national indicator of
those records with significant future sales potential based on initial market reaction at the retail-
ers and one-stops reporting to Billboard. The full panel of reporters is published periodically as
changes are made, or is available by sending a self-addressed stamped envelope to: Billboard

RETAIL BREAKOUTS

NUMBER
REPORTING

36
35
20
19
17

49 | a0 | 32 | 12 | NGHTRANGER

FOUR IN THE MORNING

BRUCE SPRINGSTEEN
COLUMBIA

I'M GOIN' DOWN

publisher.

© Copyright 1985 by Billboard Publications, Inc. No part of this publication may be repro-
duced, stored in any retrieval system, or transmitted, in any form or by any means, electronic,
mechanical, photocopying, recording, or otherwise, without-the prior written permission of the
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Featured Programming

DRAKE-CHENAULT, of Canoga
Park, Calif., has reached an agree-
ment with Orange Productions to
act as exclusive distributor and
marketer of “Sounds Of Sinatra,”
the five-year-old, two-hour Frank
Sinatra special hosted by Sid Mark.
Via this arrangement, Orange Pro-
ductions will now be able to expand
the Frank fare, and future plans in-
clude a four-hour New Year’s Eve
program and a special commemo-
rating Sinatra’s birthdzy.

TOM ROUNDS’ new Radio Ex-
press firm picks up a new client for
worldwide representation in TM
Communications’ “TMC Gold-
picks” package. Introduced this
summer, “TMC Goldpicks” is a li-
brary of the top 1,000 songs from
1954 to 1977 accompanied by legend
sheets and notebooks on artists
whose songs are included.

Out of Van Nuys, Calif., Creative
Radio Network picks up exclusive
distribution rights to Kris Stevens’
“The Magic Of Christmas.” The 18-
hour, no-host format is programma-
ble in one or more hour blocks and
comes with a jingle package and a
series of vignettes on Christmas
past and present, plus a glimpse of
holiday traditions around the world

. On its own, Kris Stevens Enter-
prises is once again offering “The
12 Hours Of Christmas,” a contem-
porary music package spiced with
comedy and nostalgia bits and other
features central to the season.

Best wishes to NBC on the Oct. 31
debut of its “Live From Walt Dis-
ney World’’ country program.
Hosted by WMAQ Chicago’s Nancy
Turner, the concert show kicks of
with the Judds, to be followed with
a Nov. 19 feature on Exile. Mean-
while, NBC took a serious step into
the territory of new technologies re-
cently by compiling its “Legend Of
Pink Floyd” special entirely from
Gompact Disc. In the future, the
format will oceupy the “CD Corner”
on NBC’s forthcoming “The Jazz
Show with David Sanborn,” and
CDs will most likely play an increas-
ing role in many of the network’s of-
ferings.

The time slot DIR Broadcasting
was using for “David Brenner
Live” has abruptly been filled by
‘““Almost Live With Richard
Belzer” ... Dick Clark’s new pro-
gram for The United Stations,
“Countdown America,” debuts
Saturday (2) with a guest appear-
ance by Tina Turner ... Kalamu-
sic’s “Hot Country Hits” cut its
teeth recently on KINE Kingsville,
Tex., with WQTY-FM Linton, Ind.
following as the format's second af-
filiate.

KIM FREEMAN

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

Nov. 1-3, Halloween Hits, Top 30
USA, CBS Radioradio, three hours.

Nov. 1-3, Scorpions, Motley
Crue, Superstars Of Rock, Bar-
nett-Robbins, 90 minutes.

Nov. 1-3, Daryl Hall & John
Oates, Superstar Portraits, Bar-
nett-Robbins, 90 minutes.

Nov. 1-3, Statler Brothers,
American Country Portraits, Bar-
nett-Robbins, 90 minutes.

Nov. 1-3, Natalie Cole, Street
Beat, Barnett-Robbins, 90 minutes.

Nov. 1-7, Dio Special, Metal-
shop, MJI Broadecasting, one hour.

Nov. 2, 24 Carat Motown, Solid
Gold Saturday Night, United Sta-
tions, five hours.

Nov. 2-3, Peter Nero, The Great
Sounds, United Stations, four
hours.

Nov. 2-3, Oak Ridge Boys,
Weekly Country Music Countdown,
United Stations, three hours.

Nov. 2-3, Mr. Mister, Rick Dees’
Weekly Top 40, United Stations,
four hours.

Nov. 2-3, Turtles, Dick Clark’s
Rock, Roll & Remember, United
Stations, four hours.

Nov. 3, Roger Daltrey, Part II,
Rock Over London, Radio Interna-
tional, one hour.

Nov. 3-10, Roger Daltrey, Part
I, Rock Over London, Radio Inter-
national, one hour.

Nov. 4, The Fixx, Line One,
Westwood One, one hour.

Nov. 4, ABC, The Hot Ones,
United Stations, one hour.

Nov. 4-10, Tommy Shaw, Off
The Record Specials with Mary
Turner, Westwood One, one hour.

Nov. 4-10, Evelyn King, Special
Edition, Westwood One, one hour.

Nov. 4-10, Squeeze, In Concert,
Westwood One, 90 minutes.

Nov. 4-10, Chaka Kahn, Pop
Concerts, Westwood One, one
hour.

Nov. 8-10, Salute to the Tempta-
tions, Top 30 USA, CBS Radio-
radio, three hours.

Nov. 8-10, David Foster, Temp-
tations, Pia Zadora, That’s Love,
Westwood One, three hours.

Nov. 8-10, Sylvia, Juice Newton,
American Country Portraits, Bar-
nett-Robbins, 90 minutes.

Nov. 8-10, Supertramp, Super-
stars Of Rock, Barnett-Robbins, 90
minutes.

Nov. 8-10, Kiss, Rock Reunion,
Barnett-Robbins, two hours.

Nov. 810, Boogie Boys, Con
Funk Shun, Street Beat, Barnett-
Robbins, two hours.

Nov. 9, Bee Gees, Solid Gold Sat-
urday Night, United Stations, five
hours.

Nov. 9-10, Mel Torme, The Great
Sounds, United Stations, four
hours.

Nov. 9-10, David Foster, Rick
Dees’ Weekly Top 40, United Sta-
tions, four hours.

Nov. 9-10, Gail Davies, Weekly
Country Music Countdown, United
Stations, three hours.
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BY BILL HOLLAND

RKO GENERAL INC. is on the hot
seat at the FCC once again, begin-
ning Monday (28), when the Com-
mission, in hearings that date back
to 1980, begins a legal proceeding to
determine the qualifications of
RKO to remain licensee of its broad-
cast properties. Five years ago, the
Commission voted to strip RKO of
three television stations (later one)
and put in jeopardy the future of its
other tv and radio properties. The
FCC found the parent company,
General Tire & Rubber Co., guilty
of improper business dealings, and
said RKO had shown “an egregious
lack of candor’ throughout the
hearings. Since then, the RKO Ra-
dio Network has also divulged that
it had discovered billing errors and
falsification of clearance reports.
Other broadcast companies have al-
ready lined up if the eventual re-
newal hearing decision should be
thumbs down for RKO.

cONGRESSIONAL WIVES are in
the news again. This time it's not
porn rock but audio and video spots,
produced by the NAB, on the dan-
gers of drug abuse. More than 20
wives of Capitol Hill legislators
have taped public service announce-
ments in conjunction with the group
Congressional Families For Drug-
Free Youth. The anti-drug spots
will be distributed to radio and tele-
vision stations by the NAB.

NOT FAIR. That’s the hub of the
petition for review that the Radio-
Television News Directors Assn.
(RTNDA) has filed with the U.S.
Appeals Court here. The group
maintains that the Fairness Doc-
trine is a violation of the First
Amendment, and has asked the
court to invalidate the doctrine. The
FCC, in a recent report, agreed with
critics of the rule, but tossed the is-
sue to the Congress, where there is
growing momentum to strike the
doctrine down. CBS will be arguing
the case as part of the RTNDA co-
alition of broadcasters.

Billboard”

ADULT CONTEMPORARY
MOST ADDED

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

NEW TOTAL

73 REPORTERS ADDS ON
JAMES TAYLOR 26 44
EVERYDAY coLumsia
MR. MISTER 11 20
BROKEN WINGS rca
KENNY ROGERS 11 49
MORNING DESIRE rca
ABC ] 26
BE NEAR ME MercURY

BILLY JOEL 9 44

THE NIGHT IS STILL YOUNG
COLUMBIA
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Compiled from a national sample of radio playlists.

; o g‘” / TITLE ARTIST
PR 5 g‘-} LABEL & NUMBER/DISTRIBUTING LABEL
| 4 PART TIME LOVER 1amLa 1808 2 weeks at No. One
(D | 2 | S STEVIE WONDER
(fj 5111 3 4, SEPARATE LIVES (LOVE THEME FROM WHITE NIGHTS)
= i ATLANTIC 7-89498 @ PHIL COLLINS & MARILYN MARTIN
@ L H e LOVE THEME FROM ST. ELMO’S FIRE  aTLANTIC 7-89528
% DAVID FOSTER
| TAKE ON ME  waRNER BROS. 7-29011
ED: 11 gé & A-HA
5 ihite SAVING ALL MY LOVE FOR YOU aRSTA 19381 |
® WHITNEY HOUSTON |
@ 7 115! & HEAD OVER HEELS MERCURY 880 899-7/POLYGRAM |
i & TEARS FOR FEARS
{D 13119 | 5| YOU ARE MY LADY capiToL 5495
@7 4 & FREDDIE JACKSON
g sinly HURTS TO BE IN LOVE cBS ASSOCIATED 4-05586/EPIC
= = ® GINO VANNELLI
()| 15| 20 4¢| YOU BELONG TO THE CITY wca 52651
i GLENN FREY
MORNING DESIRE Rca 14194
r‘jhl},} W3 KENNY ROGERS
i «| STAND BY ME cOLUMBIA 38-05571
@ i {' & MAURICE WHITE
12 gl 3 1; CHERISH  DE-LITE 880869-7/POLYGRAM
i & KOOL & THE GANG
@5 17|28 3| WHO'S ZOOMIN' WHO  arsa 19410
i & ARETHA FRANKLIN
@ a1 | i THE NIGHT IS STILL YOUNG coLumBia 3805657
s BILLY JOEL
15 [wlz 1 JANET mOTOWN 1802
i : COMMODORES
CRY  POLYDOR 881786-7/POLYGRAM
|
16 o 13» ¢ GODLEY & CREME |
A7 EVERYDAY coLumBia 38-05681
A0~ 2 JAMES TAYLOR
a1 MIAMI VICE THEME mca 52666
18| fa )4 JéN HAMMER
| SUNSET GRILL GEFFEN 7-28906/WARNER BROS
@ st {0 B DON HENLEY |
20 | o | g | 14| YOUR SECRET'S SAFE WITH ME  warNER BROS. 7-28928 |
MICHAEL FRANKS |
21 |16 1018 FREEDOM coLumBIA 38-05409
| - * WHAM!
22 | 12| 12 ) g | THE WAY YOU DO THE THINGS YOU DO/MY GIRL rca 14178
& DARYL HALL & JOHN OATES
rﬁ) ar |23 ] 5 LAY YOUR HANDS ON ME  ariSTA 1-9396
5 & THE THOMPSON TWINS
SOUL KISS mca 52686
@ BRI ] & OLIVIA NEWTON-JOHN
95 |23 { 13|18 | POWER OF LOVE cHRYSALIS 4-42876
|~ ke 3 ® HUEY LEWIS & THE NEWS
b T: BE NEAR ME  MERCURY 880626-7/POLYGRAM
@®|» |73
[2_}'\ 29 | — |"2 | SHE BELIEVES IN LOVE  caRiBOU 4-05624/EPIC
" et : THE BEACH BOYS
28 |25 23 {1 POWER OF LOVE (YOU ARE MY LADY) aRISTA 1-9391
1 AIR SUPPLY
29 |2 l§ | 3;7“’ WE DON'T NEED ANOTHER HERO (THUNDERDOME) capiTOL 5491
| |5 # TINA TURNER
30 26161 11 ST. ELMO’S FIRE (MAN IN MOTION)  aTLANTIC 7-89541
% & JOHN PARR
31 24117 YOU'RE ONLY HUMAN (SECOND WIND) coLumsia 38-05417
1 & BILLY _J_OEL
32 |34 | 40| 5 | FORTRESS AROUND YOUR HEART aam 2767
| | - ® STING
@ NEWF : BROKEN WINGS Rca 14136
| & MR. MISTER
I'LL BE THERE coLumBiA 38-05625
NEW
@ el KENNY LOGGINS
35 |30/3010 DON'T LOSE MY NUMBER  ATLANTIC 7-89536
| & PHIL COLLINS
@ NEVI} #| THE LONG AND WINDING ROAD  JIVE ARISTA 1-9421/ARISTA
] i BILLY OCEAN I
37 37| | 2 | LONELY OL’ NIGHT riva 880984.7/POLYGRAM |
| & JOHN COUGAR MELLENCAMP
38 I 2l DRESS YOU UP  SiRE 7-28919/WARNER BROS
5 - ¢ MADONNA
1z | NEVER SURRENDER EMIAMERICA 8268
35 18 |
_39 2-...5_3“5 ! @ COREY HART
40 i | FOREVER coLumBIa 38.04931
% f 2 *’23 & KENNY LOGGINS

C) Products with the greatest airplay this week. @ Video clip availability. ® Recording Industry Assn. Of
America (RIAA) seal for sales of 500,000 units. A RIAA seal for sales of one million units.
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etailing

Vid Shoplifting Hurts Wherehouse

Retail Chain Moves Swiftly to Stop ‘Shrinkage’

LOS ANGELES Wherehouse En-
tertainment here has found its ex-
plosive growth in home video rent-
als creating major increases in traf-
fic and boosting sales of all home
entertainment software. However,
the same growth has brought on a
problem in shoplifting which the
firm is moving swiftly to curb.

In an address Oct. 14 before mem-
bers of the financial community at a
meeting of the Los Angeles Amex
Club, Wherehouse president and
CEO Louis Kwiker detailed overall
retailing strategy and plans to halt
shrinkage.

An irony underlying the problem
is that it comes at a time of record
growth in revenues, profits, reve-
nue per square foot, video rental
volume and earnings per share.

“We knew that if the shoplifting
continued we’'d have a down quar-
ter,” Kwiker said, of the firm’s re-
cently predicted earnings slump in
first quarter 1986 (July-September).
“As you all know, our stock has
turned south.”

For Wherehouse management,
it's not a question of whether but
how quickly the shoplifting can be
brought back to industry standards.
An all out campaign is underway.
Officers are receiving no fiscal 1985
bonuses. “I started it by personally
giving up a $200,000 bonus. Every
officer has lost his bonus. All sala-

ried [employees] have significantly
smaller bonuses and will probably
receive zero bonus for the first
quarter of the new year. We have
our attention focused on this prob-
lem.”

Wherehouse, since Kwiker took
over as CEO in February 1982, has
continually taken calculated risks to
stay in front of the market for vari-
ous categories of software. The
firm risked a loss of $15 million in
prerecorded music sales by reduc-
ing inventory in that category $5
million. Plowing $5 million in long-
term money and $8 million raised in
stock in 1983 into video rental inven-
tory and blank tape, the firm has
seen rental volume shoot from $19
million in fiscal 1984 to $34 million
last year. There are 700,000 Video
Express customers “and we're add-
ing 10,000 a week” in the 94 of 1,246
stores offering rental.

That video rental triggers sales in
blank tape, prerecorded music and
computer software was strongly
emphasized. Describing “cross traf-
fic,” Kwiker said “80% of our com-
puter software customers own
VCRs, virtually everyone with a
VCR owns a stereo.” The firm's
new and larger stores accommodate
“15,000 movies, 10,000 LPs, 22,000
cassettes, 8,000 Compact Dises and
1,500 computer software units.”

Overall growth was sketched as

.

from coast-to-coast.

. LARGEST INVENTORY OF ANY DISTRIBUTOR:
We stock BETA as well 25 VHS. Immediate delivery on

all products.
Large selection and extra profits.

- WE OFFER OUR CUSTOMERS THE FOLLOWING SERVICES:
«Daily Specials *Product Information by Phone sExport
Divisions sOne-Stop Distribution sMonthly Newsletter on

. BIG APPLE ENTERTAINMENT: A leading distributor
of home entertainment products serving dealers

Our Specials
ISSSEEEEEEEEREREESEEEREEEEEEEEEEEEEEEEEEEER
n L)
. 1-800-221-3191 0
B ORCALL TOLL-FREE IN NEW YORK CALL. (2122330747 B
] . L)
= NAME TELEPHONE :
| TE ADDRESS »
: COMPANY oy =
m STATE 7P »
] [ ]

L

15 PARK ROW, NEW YORK CITY, NEW YORK, 10038

going from flat revenues in 1983 to
28% up in 1984 “with not a single
new store,”’ then up 31% in 1985
“with just an average of 6% more
stores” ($137,777,000 compared to
$105,542,000). Revenue per square
foot rose from $185 to $224 in 1983,
then to $268 in 1985. The company
plans 320,000 more square feet of
selling space in 1986 through adding
48 units—all larger, 8,500-8,000
square feet—and by closing 19
smaller stores.

Profits doubled in both 1983 and
1984, and for 1985 they “are up 43%
to $6.4 million.” Earnings per share
grew from 20 cents in 1982 to 45
cents, then 77 cents, and for 1985: 98
cents—up 27% (all figures restated
for a 54 stock split).

Quizzed on specifics of the shrink-
age, Kwiker said everything points
to customers rather than internal
theft. “We took five inventories,
June 30, 1983, December 31, 1983,
two in 1984 and the first of 1985.
They all came up right on the num-
bers” except the latter. “The only
thing we were doing differently”
was displaying actual movies in
open displays, i.e., “floor video.”

A major step in stemming shop-
lifting is the installation ‘‘by
Thanksgiving”’ in all floor video
stores of a new articles surveillance
system at point of sale.

Kwiker declined to reveal the
amount of shrinkage, saying, “We
don’t want to give our competition
and others anything that can hurt
us.” Also, he does not want to exact-
ly state when the problem will be
solved. “If we slip [in the prediction]
by a month or two, then I lose my
credibility.”

Wherehouse has, however, re-
vealed several details about the arti-
cles surveillance system (Billboard,
Aug. 31), he pointed out. “We want-
ed to share it with the industry.”

Often, strategic planning derives
from studies of hardware growth.
Kwiker sees VCR penetration in
U.S. homes at 23 million units by

(Continued on page 25)
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Sounds In East L.A. MCA recording artists Cheech & Chong recently signed
copies of their label debut album, “Get Out Of My Room,” for buyers at East
L.A.'s Sounds Of Music outlet. The duo’s Springsteen parody single is “Born In
East L.A.” Pictured at the store are, left to right: Tommy Chong; Carlos Reyes,
owner of Sounds Of Music; Paul Enea, sales rep, MCA Distributing; Cheech
Marin; and Peter Lopez, attorney for Cheech & Chong.

Midwest Chain Gives CDs A Spin

New Venture For Highland

LOS ANGELES After more than a
year of successful cross-promotions
involving area music retailers,
Highland Appliance, a major appli-
ance retailer, is introducing a Com-
pact Disc inventory.

Richard Kaye, a former industry
wholesaler in the Detroit area,
where Highland is based, says pros-
pects are good for more CD inven-
tories to be introduced in some of
the 35 large stores, which stretch
from the Midwest to Texas.

Kaye says his more than 500-unit
CD inventory will be fixtured in the
store-within-a-store 700 square foot
area in Highland’s 25,000 square
foot Southgate, Mich. outlet. It also
houses movie rentals, tv accessories
and blank tv and audio tape. High-
land has been an active CD hard-
ware retailer for several years. CDs
are purchased from Vinyl Vendors,
a Kalamazoo one-stop.

Highland first encountered CD

software when Jeff Boyd of Vinyl
Vendors supplied laser-read disks
for the August, 1984 “Electronic
Thing,” a mini-CES-type show for
consumers held over the course of
one weekend in Detroit’s Cobo Hall.
Boyd has exhibited and manned a
CD booth for Highland at similar
shows in Detroit at which he reports
sell-offs have risen from 15% or 20%
to more than 66% recently.
Highland further got its feet wet
in the CD mart by cross-pollinating
promotions with local record/tape/
accessories retailers. In these pro-
grams, consumers were offered $20
worth of $2-per-CD discount pur-
chase books. Stores working in con-
junction with the Highland CD
hardware purchasers in the Michi-
gan and Indiana area were Boogie
Records, Karma Records, Music
Magic and Record Outlet.
JOHN SIPPEL

Alternative Merchandise Perks Consumer Interest

Budget Gonfah: Gift Iltems Bolster Sales

BY JOHN SIPPEL

DENVER Correlative merchan-
dise which stabilizes record/tape/
accessories stores’ revenues were
reviewed during the Budget Tape &
Records’ convention at the Staple-
ton Plaza here Oct. 9-11.

Gift and boutique items not only
bolster store sales, but greatly in-
crease markup, Jacque Goldstone,
Budget owner in Portland, Ore. and
Yakima, Wash. told the more than
50 store owners represented. By at-
tending regional and national gift
shows and shopping competitive
teen-oriented stores, Goldstone said
she is able to continually provide
new items for her stores. She moni-
tors alternative merchandise just as
she tracks her recorded product in-
ventory, using hand-tabbed con-
trols. She uses markdowns to avoid
overstock, as most of the gift prod-

uct is non-returnable, and often re-
sorts to trading product with other
Budget store owners.

Kyah Sherman demonstrated
3M'’s security system, which is used
by 15 Budget stores to thwart pil-
ferage. She claims the system’s cost
is more than offset by sales in-
creases of up to 92% when prere-
corded cassettes can be openly dis-
played.

Steve Alpiner (TDK), Zack
Yockes (Maxell) and Ted Sakai
(Denon) prodded Budget owners to
stock the more expensive, better
quality metal blank tapes, empha-
sizing such product was not avail-
able in the high discount competing
stores in the area. Both TDK and
Maxell will have strong consumer
advertising programs through the
holidays with Maxell offering store
stimuli with a continual flow of con-
test incentives, including a trip for

two to Mexico for the Budget
stores.

Duracell representative Amy
Ulrich encouraged stores to stock
the more popular home batteries.
She exhibited a series of counter-top
racks available to showcase the line.

Carl Fischer Music Distributors is
offering stores a racked sheet mu-
sic/folio/booklet service in five-foot
sections in a choice of colors, ac-
cording to Aida Gurwicz, the con-
cept’s national sales manager. The
major print distributor requires an
approximate $1,000 investment of
opening inventory, with the supplier
keeping computerized track of indi-
vidual store’s sales to provide prop-
er replenishment and new product.

Budget owners were offered indi-
vidual opportunities to become Dis-
cover credit card stores.
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(On the Beam

BY SAM SUTHERLAND

A weekly column focusing on de-
velopments in Compact Disc hard-
ware and software

HHINO RECORDS, which just
inked a U.S. distribution paet with
Capitol (see separate story), has as-
sembled Compact Disc anthologies
for the Everly Brothers and Little
Richard. The Santa Monica-based
label, which has expanded in recent
years into a prolific source of signif-

icant historical rock and r&b pack-
ages, is just now shipping its
Everlys package, with the Little
Richard set tentatively slated for
distribution in a month or so (press-
ing crunch permitting).

Notes label co-founder Harold
Bronson, “When we put out our
(analog) reissues of the Everlys’
early Cadence albums, we discov-
ered that they’d never used the orig-
inal master tapes for LP production.
Everything that had been released
was cut from later generation

copies.” Bronson says the sonic
quality thus surprised them, and
prompted the decision to make the
Everlys the next in a still brief list
of classic early rockers offered by
Rhino in CD form.

Both sets are custom compila-
tions running about an hour, he
adds. That generosity strikes us as
icing on some already irresistable
cakes.

TYPICAL BACKORDERS for
Compact Dises can spell a huge po-
tential sales volume. That’s appar-
ent from a recent conversation with
Fantasy’s Phil Jones, who told our

etailing

informant that his shipments to
date of about 50,000 pieces of the
label’s double “Amadeus” sound-
track are about 25,000 shy of the
possible market. The label is also
falling behind on a Creedence
Clearwater anthology package, al-
ready reported by Jones at about
30,000 pieces. Fantasy’s extensive
jazz catalog also offers another 33
titles . .. Also joining the now long
line of labels pinched by CD capaci-
ty is none other than Caedmon—a
spoken word label, no less. Accord-
ing to Seth Gershel, director of
sales, the company’s first two CD

(Continued on page 25)
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Compiled from a national sample of retail sales reports.

POP

..
Compiled from a national ple of retail sales reports.

ARTIST TITLE ARTIST

LABEL & NUMBER/DISTRIBUTING LABEL LABEL & NUMBER/DISTRIBUTING LABEL

11 1] 1| 2| DIRESTRAITS warner sros. 225264 7 weeks at No. One BROTHERS IN ARMS 1 [rafeaifias | BERNSTEIN: w‘EST SR A TE KANAWA, CARRE;isw iE“ESLg?E?ﬂ‘;
2| 2| 3| 23| BRUCE SPRINGSTEEN coLumaia ck 38653 BORN IN THE US.A. 2 [OFEIRIE AMADEUS SOUNDTRACK - ranms wasi7s1 NEVILLE MARRINER
3 3 2 23 PHIL COLLINS aTLaNTIC 2-81240 NO JACKET REQUIRED 3 3 2 3 MLl St TEEGERN00 CINCINNATI POPS (KUNZEL)
4 5 5 8 BILLY JOEL coiumsia c2k 40121 GREATEST HITS VOLUMES t & Il 4 4 4 3 UL L6 B BUEATRE s et CINCINNAT! POPS (KUNZEL)
51 4] 4| 14 STINGasmcoarso DREAM OF THE BLUE TURTLES 5| 5 | 5| 2| STARTRACKS resscsooss CINCINNAT! POPS (KUNZEL)
6 | 6| 6 | 23 | TEARS FOR FEARS mERCURY 824-300-2/POLYGRAM SONGS FROM THE BIG CHAIR 6 | 6 | 6 |25 | TELARCSAMPLER #1 renceoion VARIOUS ARTISTS
7 7 7 23 PINK FLOYD HaRVEST CD 46001/CAPITOL DARK SIDE OF THE MOON 7 7 8 3 LSS RIITE By BERLIN PHILHARMONIC (KARAJAN)
8 9 9 12 | TALKING HEADS SiRe 2-25305/WARNER BROS. LITTLE CREATURES 8 9 9 | WEPBER: REQUIEM  hc prosszis DOMINGO, BRIGHTMAN (MAAZEL)
P T 2 — CEORLESS 9 | 8 | 7 | 23 | THEBEST OF WOLFGANG AMADEUS MOZART  rwis 12244

NEVILLE MARRINER
10| 30 | — | 2 | JOHN COUGAR MELLENCAMP Riva 524-565.2/POLYGRAM SCARECROW 10/w0 | n|2x “““’"’“”“"“;’tﬁgﬁ“,ﬁ:@ﬁ;ﬁ"ﬁ{ﬁgﬁ ff Bt D (LEPPARD)
11| 12 | 14 | 23 | TINA TURNER caprroL co as0a1 PRIVATE DANCER 11| 11 | 10 | 23 | PACHELBEL: CANON cacorsace PAILLARD CHAMBER ORCHESTRA
12| 11| 12| 7 | WHITNEY HOUSTON arista arco 8212 WHITNEY HOUSTON 12 | 12 | 12 | 23 | COPLAND: APPALACHIAN SPRING reuarc soore L, S e
13} 10 | 11 | 23 | HUEY LEWIS & THE NEWS CHRySaLss VK 41412 SPORTS 13| 14 | 14 | 23 | TELARCSAMPLER #2  reLacaoi0z VARIOUS ARTISTS
14| 16 | 17 | 21 | PINK FLOYD coLumen czx 36183 THE WALL 14 | 13 | 13 | 19 | BACH: UNACCOMPANIED CELLO SUITES  cas max37es7 YO-YO MA
15| 13 | 13 | 10 | CREEDENCE CLEARWATER REVIVAL FaNTASY FCD 623 CCR2 CHRONICLES 15| 15 | 16 | 23 | BEETHOVEN: SYMPHONIES #5 &6 oo uwazsmum PHILHARMONIC (KARAJAN)
16 15 19 23 DON HENLEY GEFFEN 2-24026/WARNER BROS. BUILDING THE PERFECT BEAST 16 17 20 12 GERSHWIN:|RHARSODYUNIBILE  cosiac 3329 MICHAEL TILSON THOMAS
171 18 | 15 | 23 | SADE pormearm ax39ss1eprc DIAMOND LIFE | | _17_ 16 | 15 | 23 | MOZART:REQUIEM Loscau Lvee T CADEMY OF ANCIENT MUSIC (HOGWOOD) |
18 14 10 23 MADONNA SIRE 2-25157/WARNER BROS. LIKE A VIRGIN 18 18 17 23 AVE MARIA  priLis 412629 KIRI TE KANAWA
19| 20 | 20 | 12 | U2 siano 2.90231/aTiaNTC THE UNFORGETABLE FIRE 19 [ 19 | 18 | 23 | GERSHWIN: RHAPSODY IN BLUE  reusrc sooss CINCINNATI POPS (KUNZEL)
20| 19| 16 | 23 | WHAM corwen cx s9s0s MAKE IT BIG 20 PRI | STRAUSSFEST  Tecanc saoss TR S
21| 17 | 18 | 14 | PAUL YOUNG coumen cx.300s7 THE SECRET OF ASSOCIATION 21 | 20 | 19 | 11 [ AMERICA THE DREAM GOES ON  priuis a1z627 SESTeT FEES A=)
2| 21| 21 | 15| EURYTHMICS rea pop 15429 BE YOURSELF TONIGHT 22 | Zriestiian 8 KARAJAN FESTIVAL oG 415.300 HERBERT. VON KARAAR
| 2| 2| | FRINCESTHE REVOLUTION AROUNDATHIEWORTDINIAIDAY 23| 23| 2 | 23 | BOLING SUITE FOR CELLO AND JAZZ PIANO TRIO o KK:Z?sgLAUDE BOLLING
24 NEWD SPYRO GYRA MCA MCAD 5606 ALTERNATING CURRENTS 24 NEWD BLUE SKIES  Lonoon 414666 KIRI TE KANAWA (RIDDLE)
25 3| 28 5 THE HOOTERS COLUMBIA CK 39912 NERVOUS 25 ISRl b | PUCCINI: TOSCA  anced caa7174 MARIA CALLAS
26| 25| — | 2 | SOUNDTRACK aruantec 281261 ) ST. ELMO'S FIRE 26 | 24 | 24 | 23 | WITHASONGIN MY HEART  priwies j'Ezs';ZYSE NORMAN, BOSTON POPS (WILLIAWS) |
27| 27| — | 2 | GEORGE WINSTON winDHAM HILL CD 1025/A8M DECEMBER 27 | 8| 2| 3 | VIVALDI:FOUR SEASONS  archv 400045 THE ENGLISH CONCERT (PINNOCK),
28 NEWD THE MANHATTAN TRANSFER ATLANTIC 281266 VOCALESE 28 | 2 | 25 | 23 { MAMMA  LONDON 411959 S ARG QG
29 NEWD DIRE STRAITS wARNER BROS. 2-3266 DIRE STRAITS 29 [ lllzi ] w7y BAROQUE SOLOS AND DUETS  ces T NTON MARS ALIS, EDITA GRUBEROVA
30 | 24 | 23 | 9 | THE POINTER SISTERS rca peo 15487 CONTACT 30! AV ASERERT BACH: BRANDENBURG CONCERTOS Pt —
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‘Substantial Co-op’ from PolyGram

Sound Shop in GD Push

NASHVILLE Amid all the talk of
Compact Disc shortages and back-
orders, there is still a window for
merchandising and promoting cata-
log, according to Sound Shop adver-
tising coordinator Ann Gass. The
55-unit chain is engaged in its first
major CD promotion here.

“This is the first time we've had
some substantial co-op,” she says of
the month-long PolyGram event,
which began Sept. 22. The chain has
allocated 300 pieces per store and is
using tables in the front to fully
capitalize on in-store p-o-p signing.

Pricing for the promotion is
$12.99 for popular and $13.99 for
classical albums. There are two dou-
ble-disk sets, ‘“West Side Story” and
“Derek & the Dominoes,” priced at
$29.95 per set.

Gass is using print ad buys, prin-
cipally in Sunday entertainment sec-
tions via quarter-page layouts.
Sound Shop is totally mall-oriented,

with units in 12 states throughout
the Southeast and into Texas.

“We were getting reorders after
the first couple of days,” says Gass
of the promotion. EARL PAIGE

THE
BILLBOARD

BOOK OF
NUMBER
ONE HITS

BY FRED BRONSON
The inside story of every
Number One single from
“Rock Around the Clock”
to “We Are the World."
AT BOOKSTORES NOW.

FOR WEEK ENDING NOVEMBER 2, 1985
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SHOPLIFTERS

(Continued from page 22)

Christmas and “41 to 42 million by
1987.” Blank video tape sales are
jumping too, from 30 to 105 million
1982 through 1984 ‘“‘and will sky-
rocket to 190 million units by 1986.”

CD adds a new dimension in pre-
recorded music with hardware esti-
mates: 50,000 players in homes in
1983, 300,000 by 1984 “and substan-
tially more than one million by 1985,
and more than two million in 1986.”

“New CD players do something
astonishing,” he told the investment
group. “They buy the same music
they already own on black vinyl.”
He cites a curve of 800,000 CDs in
1983, nationally, moving to ‘‘ap-
proaching five million in 1984, 15
million in 1985 and 30 million next
year.”

The computer software ‘“‘explo-
sion”” will occur next Christmas sea-
son, Kwiker predicts. “This market
will expand with the sale of units
that have the power of the Apple 2E
[for] under $500. That happened in
VCRs, in CD players, and will hap-
pen in home and personal comput-
ers.”

etailing

ON THE BEAM

(Continued from page 23)

releases—*“The Nutcracker” and
“A Child’s Christmas in Wales”—
are selling out.

cD/ROM SUMMIT: Last week
brought a three-day seminar mark-
ing the first Optical Disc/Read
Only Memory Forum, sponsored in
Arlington, Va. by the Learning
Technology Institute. The Oct. 23
through 25 event was targeted to
the computer field, with systems
and software analysts, database
publishers, consultants, suppliers,
designers et al expected.

Making this huddle noteworthy
was the apparent significance of
CD/ROM memories, touted by the
seminar’s own pamphlet as yielding
a world standard for future ROM
data storage. That’s a worthy re-
minder of the eventual explosion
this field should register, with 1986
likely to start the ball rolling in ear-
nest as significant numbers of CD/
ROM drives reach the marketplace
and available database applications
begin to add up.

RANDOM BITS: The Los Angeles
Times has featured Compact Discs
in both software and hardware ad
layouts ever since the configuration
bowed, yet the paper’s editorial cov-
erage has been sparse. This past
weekend did bring two modest sto-
ries centering on the configuration:
one, however, by rock critic Robert
Hilburn, touted a personal list of
favorite CDs (albeit one acknowl-
edged to place virtually no emphasis
on sonics), while the second, by vet-
eran columnist Jack Smith, ex-
tolled the virtues of a portable CD
player for working out ... Recent
and current audio buff books con-
tinue to mirror the proliferation of
new CD players as well as tumbling
prices. Stereo Review’s November
issue tests five new players with list
prices at the $300 level, generally
praising their performance as rival-
ing or surpassing that of the best
first generation players regardless
of price. Last month’s High Fidelity
meanwhile compared 77 different
units via a tabular listing of specs
and prices.

& ¢
s /5/E e _| 3] |2 OPIE
/& § R g £ o
2 = £ H
£/ 8/ : olal5|E|lz|3|g|als
I/ 5 TITLE Publisher Remarks n|l<lc|lo| 2| =2|+]0o| O
TYPING TUTOR I Simon & Schuster g’;ﬁ';;“ "‘a,'a‘:‘?:'c"c‘f,jgf’d' andShowsiprogtessin o | o | e W E E K LY
Contains over 600 problems in addition, subtraction,
2 3 92 MATH BLASTER! Davidson & Associates  muitiplication, division, fractions and decimais for [} o [ ]
students ages 6 through 12, with a game at the end. :
Educational program that teaches touch typing to ages 7 3
3 | 2 | 109 NEWIMPROVEDMASTERTYPE Scarborough to aduit in an exciting video game format in 18 different o |00 00| @ | @ are available from
fessons. Billboard’s Chart
. Interactive music composition and learning tool enables o
g 4 | 4 | 8 | MUSICCONSTRUCTIONSET Electronic Arts e e e ey PO P S Re siati;:h %g palrt
ment. Fop singies
[ d
: 5 6 1 SKY TRAVEL Commodore An Astronomy Program. ® 1941 through 1984.
Top LPs 1949
° Children can create a story with friends and pets names to p
= | 6| 5| 2| BULDABOOK Scarborough print out and make their own book. Recommendedages2 | @ e | e thrOug h 1984.
Q to12. $3.50 per chart.
[TV} 7 7 3 SPANISH é?;;iﬁ?:rtf_ducational gt‘a)rae;igsnhliagg:'asgee program that can be used with any ° C all or write:
. . An introduction to letters and words. Recommended for
9 13 | CHARLIE BROWN'S Rand
8 ABC'S andom House ages3t07. ° e o Billboard Chart Research
. Educational program designed to sharpen geographic and 1515 Broadway
9 8 | 20 | AGENTU.S.A. Scholastic inc. math skills helps to improve deductive reasoning for ages ® ® ® ® New York, NY 10036
9 to aduits. (212) 764-4556
10| 10 3 WEBSTER: THE WORD GAME cBS z;%ir'anr: helps children become familar with spelling o |no|on! @
1 1 | 67 | PRINTSHOP Broderbund AtHome Print Shop ® ° ®
h . The program lets you design, illustrate and print your own e B 3
z 2 z 28 THE NEWSROOM Springboard newspaper. The program has a built-in word processor. L L L Ir;?_ L% Q \]
i - B
g 3 5 43 PAPERCLIP Batteries Included Word Processing Package o |ox o CD Bl Iste 's A
3 43|17 ’L,IRBIDEIRSYHOP GRAPHICS Broderbund :13‘::%2::?:?:;0' use with the “Print Shop”. Supplies 120 | o . BE T
5
PRINT SHOP it : : D - s
§ 5 4 | 30 LIRBRARSY OP GRAPHICS Broderbund leg (a)mogr;::) ?1'::';.'0' use with the “Print Shop”. Supplies ° ® ® . . Puper Puckuglng
. Combines word processing,communications and data S g
§ 6 | 8 | 28| HOMEPAK Batteries Included e e O o|o|eo e Much thhar Qualry
%
W 7| 7 | 14| PRINTMASTER Unison World AtHome Print Shop ° i & Lower Prices Than
L . 4| . Paper CD Pockaging.
8 6 {109 | BANKSTREET WRITER Broderbund Word Processing Package ® ® ® ® §
Q — —— .| <From the No. T Supplier .
: 9 9 7 SWIFT SOFT Cosmi ‘I:'z(;r:;t:‘r:tlon of spreadsheet, filer and inventory P %% of CD B"ﬂm
10|10 | 12 | 3n18UNDLE Timeworks O L R T s e . Call Cal 612-934-4078 |-
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©Copyright 1985, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmitted, in ®—DISK e—CARTRIDGE % —CASSETTE e SINC.
any form or by any means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written permission of the publisher. mw o, = ”

BILLBOARD NOVEMBER 2, 1985

www.americanradiohistorv.com

25


www.americanradiohistory.com

etailing

ew Releases

BILLY THE KID

Sworn to Fun

LP MCA/Camel MCA-5674/$8.98
CA MCAC-5674/58.98

CHEECH & CHONG
Get Out Of My Room
LP MCA MCA-5677/$8.98
CA MCAC-5677/$8.98

CROSS, CHRISTOPHER

Every Turn Of The World

LP Warner Bros. 1-25341/WEA/$8.98

CA 4-25341/$8.98

DEPECHE MODE

Catching Up With Depeche Mode

LP Sire 1-25346/WEA/$8.98
CA 4-25346/%8.98

SPACE MONKEY
On The Beam @

LP MCA MCA-5618/%8.98
CA MCAC-5618/$8.98

BLACK
BENTON, BROOK
Memories Are Made Of This
LP Allegiance AV-5033/%5.98
CA CV-5033/$5.98
IKE & TINA TURNER
Golden Empire
LP Striped Horse/Allegiance SHL-2001/%8.98
CA SHK-2001/$8.98
THE ISLEY BROTHERS
Masterpiece

ALBUMS

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

POP/ROCK

THE ALARM
Strength JOHN, ELTON LP W_arner Bros. 1-25347/WEA/$8.98
LP RS ngs.seee MCA/$8.98 Ice On Fire Ch 42934773838

THE JETS

LP MCA MCA-5667/$8.98
CA MCAC-5667/$8.98
TUNNELL, JIMI

LP MCA MCA.5565/58.98
CA MCAC-5565/58.98

LP Geften GHS 24077/WEA/$8.98
CA M5G 24077/$8.98

PACK, DAVID

Anywhere You Go

LP Warner Bros. 1.25336/WEA/$8.98
CA 4-25336/38.98

SEXTON, CHARLIE
Pictures For Pleasure

LP MCA MCA-5629/$8.98
CA MCAC-5629/3$8 98

CA IRSC-5666/$8.98
ASIA

Astra

LP Gelfen GHS 24072/WEA/$8.98
CA M5G 24072/38.98
BARRON, RONNIE

Bon Ton Roulette

LP Takoma/Allegiance TAK 7119,/$8.98
CACTA-7119/$8.98

Toolof the trade;:

NORM N.NITE

ROCK 0

Lolurrne 3

The lllustrated Encyclopedia of

ROCK N ' ROLL
THE VIDEO REVOLUTION

1978 -PRESENT
Includes an index of song titles

With Special Introductions by

“Factual, ccurate, and,
on top of that, fun to read.”

—NINA BLACKWOOD

“Life is so much sweeter
when you ROCK ON!”’

—MARK GOODMAN

J ALSO AVAILABLE
ROCK ON: THE SOLID GOLD YEARS (Vol.1)
ROCK ON- THE YEARS OF CHANGE (Vol. 2)

“One of the most accurately
detailed rock encyclopedias
ever. A must for the rock
enthusiast.’-.., sackson

“People are asking ‘What is
Madonna’s last name?’, ‘What about §
Boy George? and Sting?’ Well,
needless to say, Mr. Music has come

COUNTRY
BUFFETT, JIMMY
Songs You Know By Heart
LP MCA MCA-5633/$8.98
CA MCAC-5633/$8.98
WATSON, GENE
Texas Saturday Night

LP MCA MCA-5670/%8.98
CA MCAC-5670/%$8.98

COMPACT DISC
CROSS, CHRISTOPHER
Every Turn Of The Worid
CD Warner Bros. 2-25341/WEA/$15.98

DAY, MORRIS

Color Of Success

CD Warner Bros. 2-25320/WEA/$15.98

GAYE, MARVIN, & HIS WOMEN
Classic Duets

€D Tamta/Motown 6153TD/MCA/no list

RICHIE, LIONEL

The Composer Series, Great Love Songs
With The Commodores & Diana Ross
€D Motown 6143MD/MCA/no hist

SHEILA E.

Romance 1600

CD Warner Bros./Paisley Park 2-25317/WEA/$15.98
WILLIAMS, HANK, JR.

Greatest Hits, Vol. li

CO Warner Bros. 2-25328/WEA/$15.98

WONDER, STEVIE
In Square Circle
CD Tamla/Motown 6134TD/MCA/no hst

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

HOME VIDEO

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

FILMS
AND BABY MAKES SIX
Colleen Dewhurst, Warren Oates, Maggie
Cooper
& ¥ USA Home Video 215-602/IVE/$59.95
AUNTIE
& ¥ Simitar 7656/$59.95
BATTERED
Mike Farrell, Karen Grassle, Le Var Burton
& ¥ Prism Entertainment 2453/$49.95
BLOOD AND GUNS
Orson Welles
& ¥ Simitar 7697/$59.95
BLOODBATH AT THE HOUSE OF DEATH
Kenny Everett, Pamela Stephenson,
Vincent Price
& ¥ Media Home Entertainment M813/
$59.95
BROADWAY BODY WORKOUT
Carol Lawrence
& ¥ Simitar 7738/$24.95
THE CHILDREN OF AN LAC
Shirley Jones, Ina Balin, Bheaulah Quo
& ¥ USA Home Video 214-334/IVE/$49.95
DEATHMOON
Robert Foxworth, Charles Haid, France
Nuyen
& ¥ VCL Communications VL9059/Media
Home Entertainment/$59.95
A DREAM ¥OR CHRISTMAS
Hari Rhodes, Beah Richards, Lynn
Hamilton
4 ¥ USA Home Video 214-617/IVE/$49.95

EXPRESS TO TERROR

Steve Lawrence, George Hamilton, Stella
Stevens

& ¥ Prism Entertainment 2551/%$49.95
GUNS OF WAR

& ¥ VCL Communications VL9058/Media
Home Entertainment/$59.95

THE HENDERSON MONSTER

Jason Miller, Christine Lahti, Stephen
Collins

& ¥ USA Home Video 213-625/1VE/$39.95
KING OF AMERICA

Michael Welden, Larry Atlas, Barry Miller
& ¥ VCL Communications VL9064/Media
Home Entertainment/$59.95

THE LIFE OF VERDI

Renata Tebaldi, Maria Callas, tuciano
Pavarotti

& ¥ Kuitur 1125/$249.95

MAN FROM DEEP RIVER

Ivan Rassimov

& ¥ Prism Entertainment 2822/$59.95

THE MANIONS OF AMERICA

Pierce Brosnan, Kate Mulgrew

& ¥ Prism Entertainment 2051/$69.95
MURDER ON FLIGHT 502

Robert Stack, George Maharis

& ¥ Prism Entertainment 1928/$49.95
NINJA MISSION

Christofer Kohlberg, Hanna Pola, Bo f.
Munthe

& ¥ Media Home Entertainment M809/
$59.95

PACKIN' IT IN

Richard Benjamin, Paula Prentiss, Molly
Ringwald

& ¥ VCL Communications VL9065/Media
Home Entertainment/$59.95

A SMALL KILLING

Edward Asner, Jean Simmons, Andrew
Prine

& ¥ USA Home Video 215-624/IVE/$59.95
THE THIRTY-NINE STEPS

Robert Powell, David Warner, Eric Porter
& ¥ Media Home Entertainment M801/
$59.95

WHITE MAMA

Bette Davis, Ernest Harden, Jr.

& ¥ USA Home Video 215-616/IVE/$59.95
WILLARD

Bruce Davison, Ernest Borgnine, Elsa
Lanchester

& ¥ Prism Entertainment 2869/$59.95
THE WOMAN WHO WILLED A MIRACLE
Cloris Leachman, James Noble, Fran
Bennett

& ¥ USA Home Video 215-628/IVE/$59.95

To get your company’s new video releases
listed, send the following information—Ti-
tle, Performers, Distributor/Manufacturer,
Format(s), Catatog Number(s) for each for-
mat, and the Suggested List Price (if none,
indicate "'No list or Rental’)—to Linda
Moleski, Billboard, 1515 Broadway, New
York, N.Y. 10036.

For fast action, use
ACTIONMART

the Billboard
Classified.

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

to the rescue once again...
Thanks, Norm, you’ve made
myjobaloteasier”’-varrac aund

lllustrated. At bookstores or call toll-free
(800) 638-3030. Major credit cards

accepted. Harper e Row @

1817

MIA

M I

Y,

O™ BB I NIVERBAL CITY FROIE, DE. Mi NIGS NIPPWD . 1ICINITD WY MOKWAHD1STAG CORMRATION (F MURICA I

BUTTONS AVAILABLE

T+

1-800-521-1622

12032 E.Mapis Troy Mi. 49083
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Buy 1,000 LP Santa
Get 1,000 LP or Cassette

FREE!

(Net cost 12'2¢ each)

DOther Designs Available
5331 N. Tacoma indianapolis, Indiana 46220
bowers . (317) 251-3918 or (317) 253-4321

WHOLESALE ONE STOP

20031 W.E 15th CT. N. MIAMI BEACH. FL 33178
(305) 651-0687
(305) 563-3443
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National Video Plans Major Changes

Pay Per Transaction Is On Agenda

BY JIM McCULLAUGH

LOS ANGELES The sizable 580-
unit U.S. and Canadian National
Video chain expects to do $100 mil-
lion in revenue, system-wide, in
1985. In addition, the franchise oper-
ation is ‘“‘that much nearer” to a
non-traditional ‘‘pay per transac-
tion” arrangement with video soft-
ware vendors.

That projection comes from Ron
Berger, head of the Portland, Ore-
gon-based web, on the heels of its
recently completed annual conven-
tion in Acapulco—which drew 385,
up from last year’s 240 in Maui.

Berger confirms that he is negoti-
ating with three software vendors
to do business on a “pay per trans-
action’”’ basis, which is“where I
think the industry is headed any-
way.” This approach will allow ven-
dors to participate in each rental
transaction but will only work, in
Berger’s view, if stores and distrib-
utors have sophisticated computer
methodology with audit trails.

“We've been aggressively step-
ping up computerizing our stores,”
he says.

Other elements to come out of the
convention include:

® The chain will become the retail
sponsor of “Video Tonight,” airing
on the Satellite Programming Net-
work (SPN).

e A distribution deal has been
inked with Cleveland and Chicago
branches of Commtron to distribute
National Video's private label
branded product, such as Royale
blank tape, carrying cases and other

accessory items.

® The banning of club member-
ship as the shakeout in home video
retailing continues.

o The termination of any franchi-
see that displays adult material or
has an ‘““adult room.” Adult material
may only be kept under the counter
and no one under 18 may rent or sell
that product to a consumer under
the same age. A letter has ben sent
to VSDA reiterating that policy.

o The opening of two major Na-
tional Video “superstores’ in as yet
undisclosed major U.S. markets,
which will place a strong emphasis

on sell-through while taking the

“Crazy Eddie” approach to mer-
chandising. They will be company-
owned stores. National has two
company-owned stores presently;
all the rest are franchised.

e A much expanded and aggres-
sive advertising program for the
balance of the year, including ads in
TV Guide.

Berger says the “pay per transac-
tion” idea was proposed to the stu-
dios as far back as 1982 with tests
run in some stores the following
year. The conclusion was that sys-
tem would only work with sophisti-
cated computerization.

National’s decision to ban club
membership, adds Berger, is based
on a report from ex-Twentieth Cen-
tury Fox Telecommunications head
Steve Roberts, now a consultant,
who indicates that more than 20,000
video stores have shuttered since
1981. “Consumers will be victim-
ized. If you figure those stores had
50 members each, perhaps as much

Record Factory Glip Rentals:
More Traffic, New Problems

BY EARL PAIGE

SAN FRANCISCO As record and
tape chains gain experience with
video rental departments, they are
learning to appreciate the movie
rental customer as an entirely dif-
ferent consumer, one that can im-
pact upon the entire store. What has
helped Record Factory maintain
equilibrium here is a video ‘“‘task
force” organized a few months ago,
says marketing vice president Bob
Tolifson.

The task force, which meets bi-
weekly, has made a number of ad-
justments since organizing in June.
Many changes are keyed to the dis-
tinct attributes of the rental cus-
tomer, while other adjustments
grow out of the distinctions be-
tween a video rental department
and the rest of the record/tape
store environment.

“We first listed around 65 prob-
lems or aspects of operating the de-
partment,” Tolifson relates, “then
honed it down to the top 20. As it
turns out, two problems are really
related: We were experiencing slow
weekdays and chaotic weekends.”

The task force—comprised of two
people from each store (on a rotat-
ing basis), two from operations and
two from Tolifson’s marketing de-
partment—soon realized that a ma-

trix of problems grew out of the
traffic dichotomy: long lines, crowd-
ed parking, difficulty in knowing
how to staff up, stock problems and
store hours were all on the list.

As for video rental customers, To-
lifson says, “They’re very uptight.
They are not laid back record cus-
tomers that love to relax listening
to music. They want a movie right
now and you lose [the sale] if they
become impatient or you’re out of
stock. They're not necessarily look-
ing for price. Convenience and se-
lection are the key want attributes.”

One “traffic crunch’ solution
that has worked so far in the 13 (of
38) Record Factory units with rental
departments is the use of discount
coupons redeemable Tuesday
through Thursday. “This may be a
free rental offer or a special price.
We advertise the offer or do mail-
ings. We've found that rental cus-
tomers don’t mind coming in mid-
week and,” Tolifson adds, “that’s
precisely when there’s maximum se-
lection, no lines and plenty of park-
ing.”

Even though video rental compe-
tition is fierce here between Where-
house and other independent video
stores and chains, pricing has re-
mained fairly stable for Record Fac-
tory. “We're $2 in 10 stores and

(Continued on page 29)

as $5 million was lost.”

Business in general? “Our vol-
ume for the month of July, system-
wide, was $8,577,000. During one
week in August we had more than
one million movie transactions. In a
normal week we see a half-million
people.”

The chain will also place a strong
emphasis on sell-through for Christ-
mas, hinged on many vendors
Christmas catalog promotions.
‘“We're poised to sell,”” he says,
“We’ll do a direct mailing to more
than 2.5-million customers.”

‘Pinocchio’ Refund Offered
Ongoing Policy, Disney Asserts

LOS ANGELES Walt Disney
Home Video is advising video retail-
ers to refer any dissatisfied pur-
chasers of “Pinocchio” at its origi-
nal $79.95 retail price to them at
their Burbank headquarters.

Consumers may send proof of
purchase, as well as the title, back
to Disney, at which point they will
receive a full refund and are free to
buy it at the new price point. Disney
recently lowered the price of “Pin-
occhio” to $29.95.

This does not reflect a shift in pol-

FOR WEEK ENDING NOVEMBER 2, 1985

icy, according to a Disney spokes-
person. The company has had an on-
going philosophy of accommodating
any disgruntled customers of prod-
uct in this fashion.

Some video retailers were un-
aware of the policy, according to
Carol Pough of Video Cassettes Un-
limited in Santa Ana, president of
the Orange County VSDA chapter.
A Disney, representative reiterated
the policy at a recent chapter meet-

ing.
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TOP KID VIDEO*

A
Q?Q. Compiled from a national sample of retail store sales reports.
$) -3
P oSl s
) Copyright Owner, 5 % E
’ TITLE Manufacturer, Catalog Number >
1 1 5 PINOCCHIO Walt Disney Home Video 239 1940 | 79.95
2 2 5 LIFE WITH MICKEY! Wait Disney Home Video 260 1985 | 29.95
o Warner Bros.
3 NEW} BUGS BUNNY'S WACKY ADVENTURES Warner Home Video 11504 1985 | 19.98
4 7 5 CARE BEARS BATTLE THE FREEZE MACHINE A Family Home Entertainment F371 1983 | 29.95
Children’s video Library
5 4 5 MY LITTLE PONY @ Vestron 1400 1984 | 19.95
6 9 5 RAINBOW BRITE AND THE MIGHTY MONSTROMURK  Children’s Video Library 1985 | 2995
MENACE Vestron 1508 -
Samuet Goldwyn Company No
7 3 5 THE CARE BEARS MOVIE A Vestron 5082 1985 fisting
DC Comics Inc.
8 B 5 SUPERMAN Warner Home Video 34079 L3 | kL
9 10 ) DUMBO A ¢ Walt Disney Home Video 24 1941 | 39.95
10| 5 5 AN OFFICER AND A DUCK Walt Disney Home Video 258 1985 | 29.95
» Paramount Pictures
11 | 14 4 CHARLOTTE'S WEB Paramount Home Video 8099 1973 | 19.95
4 Sunbow/Hasbro/Bradley Pd. Inc.
12 | 12 5 TRANSFORMERS:THE ULTIMATE DOOM Family Home Entertainment F-3120 1985 | 24.95
13| 1 5 CARE BEARS IN THE LAND WITHOUT FEELING A Family Home Entertainment F357 1984 | 29.95
. Warner Bros.
14 23 2 DAFFY DUCK: THE NUTTINESS CONTINUES. .. Warner Home Video 11505 1985 | 19.98
15| 17 5 FROM PLUTO WITH LOVE Walt Disney Home Video 261 1985 | 29.95
. Sunbow/Hasbro/Bradley Pd. Inc.
16 | 8 5 TRANSFORMERS:MORE THAN MEETS THE EYE Family Home Entertainment F-3119 1985 | 24.95
17 | 24 3 STRAWBERRY SHORTCAKE PETS ON PARADE Family Home Entertainment F-368 1984 | 29.95
DC Comics Inc.
18 | 15 . z AQUAMAN Warner Home Video 34081 1985 | 24.98
world Events Prd Ltd
19| 21 5 VOLTRON-CASTLE OF LIONS A Sony Video Software 99H0019-50020 1985 | 49.95
201 6 4 G.l. JOE: A REAL AMERICAN HERO Family Home Entertainment F4-87 1984 | 39.95
21 | NEW } SHE-RA, PRINCESS OF POWER Magic Window 6-20504 1985 | 24.95
ROAD RUNNER VS. WILE E. COYOTE: THE CLASSIC Warner Bros.
22 | NEWD | Cpior Warner Home Video 11504 L || LA
g Warner Bros.
23 NEW’ SYLVESTER AND TWEETY'S CRAZY CAPERS Warner Home Video 11506 1985 | 19.98
, Warner Bros.
24 NEW} PORKY PIG'S SCREWBALL COMEDIES Warner Home Video 11508 1985 | 19.98
25| 18 3 TRANSFORMERS: S.0.S. DINOBOTS Family Home Entertainment FI-128 1985 | 14.95

@ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.)  International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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TOP VIDEOCASSETTES ™™

$2.50 in the other three.” Tolfison who can cross over and we are Compiled from a national sample of retail store rental reports.
notes. Store policy can be varied, de-  achieving this smoothly.” s § ™
pending on competition and other Related to staffing is the issue of Copyright Owner, Principal §e £
factors. store hours. “We've found that we Manufacturer, Catalog Number Performers x| x
Essentially, Record Factory has  have to be open where we have rent-
gone through an evolution since al from 10 a.m. to 10 p.m. and until 1| 1| 4| THEBREAKFASTCLUB A Universal City Studios Molly Ringwald 1985
first bowing video rental in mid-'83. midnight Friday and Saturday. LTS I, (O O Anthony Michael Hall
One shift has been in display strate- Even Sunday hours have beeq ex- 2| 2| 4| AMADEUSA Thorn/EMI/HBO Video TVA2997 IOa‘uPr*rlglceAbraham 1984 | P
. tended. We used to be open until 6-7 : Y
Originally, empty boxes were dis- then 8 p.m. Now on Sundays it’s 10 Warner Bros. Sam Waterston
playe§ on gégs P\J)Vlbih each box con- p.m ”» p y 3 3 8 THE KILLING FIELDS A Warner Home Video 11419 Dr. Haing S. Ngor 1984 R
, .m.
stantly on display. This wac possible In fact, one store in the chain, 4 | 4 | 8 | DESPERATELY SEEKING SUSAN A Thorn/EMI/HBO Video TVA2991 m?g‘n":a“'q“e"e 1985 | R
because tags were also on the pegs.  Odyssey (still retaining a pre-acqui-
Each tag represented a copy of a ti- sition name), in Las Vegas, where 5|53 MISSING IN ACTION 2-THE BEGINNING  Cannon Films Inc. Chuck Norris 1985 | R
tle in stock. Customers took the movie rental was just installed, nev- MGMAD ATk omelVideole00658
tags to the counter to rent a tape. er closes. “There’s no key.” says 6 | 14| 3 | POLICE ACADEMY 2: THEIR FIRST The Ladd Company Steve Guttenberg 1085 | P13
“This was the answer to avoiding a Tolifson. ASSIGNMENT A Warner Home Video 20020 Bubba Smith
lot of holes in the display.” Tolifson says the happy conse- 716 | 7| THES Embassy Pictures John Cusack
. t URE THING ) g 1985 | PG-13
However, wily customers would quence of all the adjustments, Embassy Home Entertainment 2178 Daphne Zuniga
pocket a tag to insure a given selec-  which management and staff alike 8 | 7| 23| THEKARATEKID & gg%%olumbia Pictures Home Video 6- gaith(;M?cchio wose | pe
tion would be available on their next  appreciate, is that the video rental at Morita
visit. It was like hiding a book ina  stores are generally the volume 9 | 8 | 6 | APASSAGETOINDIA RCA/Columbia Pictures Home Video 6-  Judy Davis 1984 | PG
library where a limit on the number  leaders. He says he can see why so AU Dame Peggy Ashcroft
?f bo(;)k% c;.nfe can bcl)r_rovzri iif}r])- martlgl chaips are feverishly adding 10| 10 | 14 | ASOLDIER'S STORY o gg%%olumbia Pictures Home Video 6- agg::rd(éaesglr“nw | @
orced, Tolifson explained. e rental sections. . -
whole tag system became unman- “When you walk into some rec- 1mlnla FRIDAY THE 13TH, PART V-A NEW Paramount Pictures John Shepard il G
ageable.” ord/tape-only stores on some days,” BEGINNING Paramount Home Video 1823 Melanie Kinnaman
. y
While still displaying empties, says Tolifson, “you look around and 12| 12 | 16 | ANIGHTMARE ON ELM STREET A Media Home Entertainment M790 John Saxon 1984 | R
Factory now displays all empty rep- wonder how long things can contin- %
resentatives of a selection. This is ue without the added traffic and 13| 11 | 14 | FALCON AND THE SNOWMAN 4 Orion Pictures Timothy Hutton 1985 | R
more orderly but also requires more  general excitement movie rental LRI Sean Penn
. . . s
display space. Thus, a present prior-  sections generate.’ 14| 27| 3 | PORKY'SREVENGE CBS-Fox Video 1463 gznxw;:::n” 085 | ®
ity for the task force is to come up ek Mitche
ng] bettﬁr dis}l])]?ly rack;_ . . 15] 9 18 STARMAN 4 ggﬁ/lgolumbia Pictures Home Video 6- JKeafrfeErli\C:Igeens 1984 | PG
ne other challenge Factory has
confronted corresponds to the dis- TOUCH That DIAL! 16| 16 | 10| sTicka argve[r)?al%ty St;c(i)ici% o guﬁdReygolds 185 | R
tinction between movie and record/ A Dist. Corp. andice Bergen
tape customers—store staffing. | Get fast resuits with ACTION- 17 | 15 | 28 | THE TERMINATOR A Thorn/EMI/HBO Video TVA2535 A. Schwarzenegger 198 | R
We have found that staff people MART, the Billboard Classi-
who are into records resent workin ied. Circle Films John Getz
in the movie section. “In fact.” say% fied OOO 18 | 21 10 BLOOD SIMPLE @ MCA Dist. Corp. 80139 Frances McDormand 1085 E
. . ST :
Tolifson, “we now solicit with sepa- O O 19| 17 | 8 | MRS.SOFFEL MGM/UA Home Video 800600 el heaton 1984 | PG-13
rate advertisements. We don’t want O ST
music freaks answering help want- N~ Orion Pictures Kurt Russell
ed ads for the movie countet?s.” O OO 20 | 19 | 12 | THEMEAN SEASON A Thorn/EMI/HBO Video TVA2981 Mariel Hemingway 1985 ] R
At the same time, a fundamental 2 ITC Entertainment Angela Lansbury
b ) ® :
management objective fOr the Chain Call our Hotline at (800) 223-7524. 21 9 THE COMPANY OF WOLVES Vestron 5092 David Warner 1984 R
is to have store managers and assis- and tell Jeff you want to see some 22| 18| 14 | RUNAWAY A Tri-Star Pictures Tom Selleck 1984 | PG-13
tant managers totally versed in Action! RCA/Columbia Pictures 6-20469 Cynthia Rhodes
both movie rental and the remainin Cannon Films Inc. )
store business. “We want peoplg 23 | 29 | 21 | MISSING IN ACTION MGM/UA Home Video 800557 Chuck Norris 1984 | R
ABC Films Inc. Matt Dilion
24 | 23 | 16 | THE FLAMINGOKID A Vestron 5072 Richard Crenna 1985 [ PG-13
X Sally Field
25| 22 | 20 | PLACES IN THE HEART A CBS-Fox Video 6836 Lindsay Crouse 1984 | PG
26| 20 | 6 | TURK182 CBS-Fox Video 1460 flimothihiution 1985 | PG-13
Robert Urich
. Rastar Prod. Michael O'Keefe
27 | %5 5 THE SLUGGER'S WIFE RCA/Columbia Pictures 6-20486 Rebecca de Mornay 1985 [ PG
New World Pictures Stephen Geoffreys
28 | NEW ’ FRATERNITY VACATION 4 New World Video 8509 Sheree J. Wilson 1085 g
. Doug McKeon
29 [ 28 | 5 MISCHIEF CBS-Fox Video 1459 Catherine Mary Stewart 1985 | R
Universal City Studios Jeff Goldblum
30 | 30 | 14 | INTOTHENIGHT A MCA Dist. Corp. 80170 Michele Peiffer e8| L
Warner Bros. Ralph Macchio
31| NEW ’ UP THE ACADEMY Warner Home Video 11313 Barbara Bach 1580 E
Orion Pictures Mia Farrow
VIDEO PLAY E R e T o e oo e
. Harry Dean Stanton
331325 PARIS, TEXAS CBS-Fox Video 1457 Natassja Kinski 1984 | PG
[ ] [ ]
The #] v‘deo pluyer reml 'n the U.s. 3412 |13 PINOCCHIO Walt Disney Home Video 239 Animated 1940 G
New World Pictures Tatum O'Neal
35 | NEW ’ CERTAIN FURY & New World Video 8514 Irene Cara 1985 R
RCA/Columbia Pictures Home Video 6- Dudley Moore
36|37 |18 MICKI & MAUDE A 20456 Amy Irving 1984 | PG-13
Warner Bros. )
37 (33| 19| PROTOCOL A i e e R P Goldie Hawn 1984 | PG
38 | 31 | 18 | 2009 THE VEAR WE MAKE MGM/UA Home Video 800591 NS 1984 | PG
Orion Pictures Richard Gere
39| 3 25 THE COTTON CLUB A Embassy Home Entertainment 1714 Diane Lane Lo8d E
40| 35| 2 HEAVENLY BODIES Key Video 6844 Cynthia Dale 1985 ( R
For more information, write, or call @ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
H million for non-theatrical made-for-home video product; 25,200 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
Harloy’ Inc' 4 275 FOFeSt Avenue’ ParamUS, NJ 07652 150,000 units or suggested list price income of $6 million (60,000 or $2.4 mitlion for non-theatrical made-for-home video product; 50,000 units or a vaiue of
5 $2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) @ International Tape Disc Assn. certification for
d
gross label revenue of $1 million after returns or stock balancing.
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Video EP
$19.95
30 minutes

Beta hii stereo: 95W00027
VHS hii stereo: 95W50028
© 1984 Capitol Records

In October 1984, within a few weeks
release of their self-titled debut
album, WA S.P buzzed away on
their headline world tour, stinging
rock fans into frenzies throughout
Europe and Japan. Shot at London's
famous Lyceum Theater before a
capacity crowd this video captures
all WA.S.P's savage, primeval fury.
WA.S.P—Live and swarming with
sound on their Video EP from Sony.

Featuring:

On Your Knees

The Flame

Hellion

Steeping (In the Fire)

| Wanna Be Somebody

Beta VHS
hi=fi  hi-f

STEREO STEREO

Video 45

$16.95

17 minutes

Beta hi-fi stereo: 37W00100
VHS hifi stereo; 97W50101

© 1985 PalyGram Records, Inc.

One of Canada’s hottest exports
today! This collection from CONEY
HATCHS three rocking LP's show-
cases their distinctive style, an
enjoyably tense marriage of melodic
invention and raw aggression.
Coney Hatch is always in good
company. kax Norman, veteran
producer for Bad Company, Ozzy
Osbourne and lan Hunter produced
their LP “Friction”. They've toured
with heavies iron Maiden and Judas
Priest, winning over tough arena
crowds with their hungry punch.
Coney Hatch’s single “Fantasy” will
definitely get yours going. Catch the
whole Video 45 up close and see
how hot they get!

Featuring:

Fantasy

First Time For Everything
Shake It

Devils Deck

Video 45

$16.95

14 minutes

Beta hi-fi stereo: 97W00088
VHS hii stereo: 97W50089
© 1984 Capitol Records

HELIX, touring with such rock

greats as Black Sabbath, Motorhead,

Heart, and Kiss has issued its
clarion call to headbangers every-
where!

“No Rest For The Wicked”, their
first LP garnered glowing praise
from the fans and press alike, in
Europe as well as the U.S. The high
voltage sounds of “Walking the
Razor’s Edge”, their most recent LP
further honed HELIX's magically
blends the best elements of hard
rock into a musical package brim-
ming with electrifying videos.

Featuring:

Gimme Gimme Good Lovin'
Rock You

Don't Get Mad Get Even
Heavy Metal Love

wwWwW americanradiohistorvy com

IRZANAINE
LlyeﬂAEﬂGR DeATH Eﬂ
WORGLD SLAVERY TOUR 85

Video LP

$29.95

89 minutes

Beta Hi-fi stereo: 96W00113
VHS Hii stereo; 96W50114
© 1985 Capitol Records

From March 17--20, 1985, Iron
Maiden played to 52,000 at Long
Beach Arena in Southern California
as part of their 11 month, 26 coun-
try “World Slavery Tour” this video
shows Maiden in concart at their
ferocious best, performing with one
of the most elaborate stage and
lighting productions ever.

Featuring:

Intro:

Winston Churchill Speech
Aces High

2 Minutes to Midnight
The Trooper

Revelations

Flight of Icarus

Rime of the Ancient Mariner
Powerslave

The Number of the Beast
Hallowed Be Thy Name
Iron Maiden

Run To The Hills

Running Free

Sanctuary
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Video LP

$29.95

55 minutes

Beta hi-fi stereo: 96W00123

VHS hi-i stereo; 96W50124

© 1984 A Lick Films Production

HANOI ROCKS and so will you with
your first peek at this smashing
video. Hanoi Rocks wants to change
attitudes as much as they want to
play music. Their music is no holds
barred, adrenaline-crazed rock and
roll, boozy rave-ups in the slam-
bang tradition of Mott the Hoople,
Alice Cooper and the Stones.
Despite comparisons however, their
music is their own and sounds like
no one else. Hanoi Rocks like a
storm and rolls like a tank across
the musical barriers between skin-
heads, punks, heavy metal, the
young and old!

Featuring:

Pipeline

Oriental Beat

Back To Mystery City
Motorvatin’

Until | Get You

Metal Beat

Beer And A Cigarette
Don't You Ever Leave Me
Tragedy

Malibu Beach

Taxi Driver

| Feel Alright

Train Kept A Rollin’
Under My Whesls
Blitzkreig Bop

Video LP

$29.95

59 minutes

Beta hi-fi stereo: 96W00119
VHS hii stereo: 96W50120
© 1984 Trilion Pictures Lid.
PolyGram Records, Inc.

If you wanna play dirty—here are
the girls, out of school and ready to
play. They're live and wild on this
rowdy, powerful Video LP shot at
the Camden Palace in London. With
anew lead guitarist and keyboardist/
singer GIRLSCHOOL rocks harder
than ever. Play Dirty Live exhibits
Girlschool's finesse as they combine
memorable melodies with raw,
head-knocking rock. Yes, it's Girl-
school, but anyone can attend. Just
watch and listen—and learn to play

dirty.

Featuring:

C'mon Lets Go
Nowhere To Run
You Got Me

Play Dirty

Lovels A Lie

Hit And Run

Out To Get You
Rock Me Shock Me
Running For Cover
Can't See You
Running Wild

I Like It Like That
Ready To Rock
Emergency 999

BREAKIN
METAL

Video LP

$29.95

59 minutes

Beta hidi stereo: 96W00115

VHS hii stereo: 96W50116
© 1985 Trilion PLC

The Heavy Metal explosion con-
tinues unabated with these con-
tenders from the UK's thriving club
scene. Recorded at The Camden
Palace Theater and London’s fa-
mous Marguee Club, this compila-
tion includes: from Canada—Thor
and Lee Aaron, England’s Heavy
Metal girls—many more new
names—Breaking Metal.

Featuring:

Thop

Knock Them Down
Deathmarch

Let The Blood Run Red
Rock Goddess
Satisfied Then Crucified
Hold Me Down

Wrathchild

Sweet Surrender

Lords of the New Church
Going Downtown
Black Girl, White Girl
Sledgehammer
Garabandal

Lee Aaron

Danger Zone

Call of the Wild
Nazareth

Dream On

Diknno

Road Rat

Magnum

On A Storyteller's Night

www.americanradiohistorv.com

NEW FROM
LONDON

(VOLUME 1)

Video LP

$29.95

59 minutes

Beta hii stereo: 96W00117
VHS hifi stereo: 9%6W50118
© 1985 Trilion PLC

During 1984 the British rock music
scene brought forward several
exciting new Artists. Captured live at
London’s Marquee Club, famous
from it's showcases of the early
Rolling Stones, The Who, and the
Jimi Hendrix Group, is a compila-
tion of the outrageous, the stylish
and the emerging names—New
From London.

Featuring:

DiAnno

Heartuser

Here To Stay

The Moodists
Machine Machine
That's How You'll Cry
Siedgehammer
Feel Good

Living In Dreams
Freur

My Room

Doot Doot

Tender Surrender
Amazulu

Cairo

Point Blank
Twelfth Night
The Ceiling Speaks
King Nurt

Wreck A Party Rock
Gather Your Limbs

SONY

THE MUSIC VIDEO COMPANY

Sony and Beta are registered trademarks of the
Sony Corporation. Video 45 and Video EP are
registered trademarks of the Sony Corporation
of America. Video LP and Beta hii are trade-
marks of the Sony Corporation.

All prices suggested fist, slightly higher in
Canada.
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RIGHTS BUYS CONTINUE at Embassy Home Entertainment, which just
picked up “The Name Of The Rose,” a film version of the best-selling
novel. Shooting will begin in November, with theatrical release sched-
uled for fall '86 through 20th Century-Fox. Starring in the film are
Sean Connery, F. Murray Abraham and Christian Slater.

VIEW-MASTER IS GOING YIDEO. The company has signed a deal with
Warner Bros. Records that will see a series of live action kids’ titles
developed for the home video market. Initial release of the titles will be
in early 1986, with production duties handled by Together Again Pro-
ductions (TAP). TAP’s Bruce Gowers will direct; president Carol Ro-
senstein and VP James Rich will be executive producers. The deal
marks Warner Records’ first move into children’s video programming.

VIDEO GEMS IS ALSO picking up rights to many new programs, purchas-
ing rights to about 15 kid-oriented and family titles from International
Film Exchange (IFE) and Asselin Productions. Among the IFE titles
are “The Little Sea Princess,” ‘“Prince And The Evening Star,” “Cin-
derella,” “Prince Bayaya” and “Boys Will Be Boys.” Purchased from
Asselin were “Animal Talk” and “Once Upon A Midnight Dreary.”

SLEAZE PAID OFF for Rhino Records, the label claims. Rhino says its
“Sleazemania’’ release sold so strongly that it has decided to release a
second volume of video grunge, the $39.95 “Sleazemania Strikes
Back,” which “features highlights and previews from the sickest, slea-
ziest and sexiest films ever made.” Titles excerpted include “Girls Of
The Underworld,” “Sex Slaves In Bondage” and “Hoodlum Girls.”
Other releases due from Rhino include “Rock ‘N’ Roll Wrestling Music
Television,” listing for $39.98, with music from such profesional wrest-
ers as Randy “Macho Man” Savage; “The Best Of New Wave Thea-
tre,” at $29.98; ‘“Battle Of The Bombs,” and Volume II of the compa-
ny's “Saturday Night Serials” series, at $29.95.

RIGHTS TO “HOMEWORK" have been picked up by American National En-
terprises from Rearguard Productions Inc. ANE has also picked up
rights to “The Night They Saved Christmas” from Robert Halmi Inc.
The program stars Jaclyn Smith and Art Carney.

TV SERIES FUEL one of MCA Home Video’s latest promotions, with 32
episodes of various shows coming out at $19.95 on Dec. 5. Series in-
volved in the promotion include “Battlestar Galactica,” “Buck Rogers
In The 25th Century,” “The Hardy Boys” and “Nancy Drew.” Eight
episodes of each series will be used. All of the shows are “network-
hours,” running 47 minutes long, 13 minutes short of a full hour be-
cause of the space that was originally provided for commerecials.

WAR WILL BE COMING from Prism Entertainment Corp. this December. It
will release seven conflict-oriented titles during the month. Leading
off will be “The Finest Hours,” a study of Winston Churchill narrated
by Orson Welles. Other titles included will be “The Fifth Day Of
Peace,” “Men In War,” “The Battle Of El Alamein,” “Cry Of Battle,”
“Assault On Agathon” and ‘“Commandos.” Order date for the cam-
paign will be Nov. 27, street date Dec. 10. Retail list is set at $49.95.

A COSMIC COLLECTION is coming from Walt Disney Home Video, which is
releasing the animated feature ‘““The Cosmic Eye.” Faith Hubley did
production, direction and design work on the title, which encompasses
a decade’s worth of her work and that of her late husband John. Pieces
of a total of nine Hubley projects are included, some of which received
Academy Awards and nominations. The title tells the story of three
alien musicians who visit earth and spread a message of peace and
love. It runs for 71 minutes and lists for $49.95.

AN EDUCATION IN ART will be provided by Interactive Media Corp.’s “Phil-
ip Pearlstein Draws The Artist’s Model,” which will be released on
both videocassette and laserdisk. The program attempts to bring art
and technology toghether, with Pearlstein using computer graphics to
help illustrate certain aspects of his artistic style. The program is avail-
able on half-inch for $69.95 and three-quarter for $125, and will be on a
special interactive laser videodisk version for $49.95. The program is
available now by mail order only, with checks payable to Interactive
Media Corp., 165 W. 46th St., Suite 710, New York, N.Y. 10036.

ANOTHER KIND OF ART is being showcased by Karl/Lorimar Home Video
in “Action!,” a 60-minute release on special effects and motion picture
stunt work. Footage from “The Terminator,” “Missing In Action’ and
“Lifeforce” is used to illustrate the title’s points. List price is $39.95.

CBS/FOX VIDEO is adding Dimensia to a customer’s life. Dennis Schatz of
Purdys, N.Y. has won the company’s “Revenge Of The Nerds” sweep-
stakes, and gotten an RCA Dimensia System as the prize. Also win-
ning a Dimensia are the retailers who served Schatz, Norren Noris and
Carol Russell of Katonah Video. TONY SEIDEMAN

Liecherman Set For Mass Market Push

New Practices Link Manufacturers And Merchandisers

BY TONY SEIDEMAN

NEW YORK The success of mass
merchandising efforts geared to
low-cost prerecorded video product
this holiday season could have an
explosive impact on the future of
software sell-through, according to
Lieberman Enterprises head Harold
Okinow.

Lieberman has just begun the
broadest mass merchandising pro-
gram in home video history (Bill-
board, Oct. 26), placing product in
more than 1,000 stores. Each store
will be carrying 100 to 150 units.

Getting mass merchandisers to
carry prerecorded video as an actu-
al sales program rather than as a
test has not been easy, with big
stores reluctant to take the plunge
and home video manufacturers re-
fusing to compromise on key issues.

Sales-hungry manufacturers
have changed that situation this
year, Okinow says, in ways that
could rapidly propel the industry to-
ward a sales orientation. “If we get
a real good start on sales this
Christmas, I think it's going to ac-
celerate the whole sale business,”
Okinow says, adding, “It could real-

Careying On. Executives from Careyvision Ltd. and Karl/Lorimar Home Video
celebrate the London-based company’s move into the U.S. Karl/Lorimar will be
handling distribution of Careyvision's product. Standing from left are Careyvision
co-founder and director Paul Feldman, Karl/Lorimar-Canada vice president lan
Robertson, Karl/Lorimar executive vice president Harold Weitzberg, and
Careyvision co-founders and directors Susan and Carey Budnick.

FOR WEEK ENDING NOVEMBER 2, 1985

ly be the kickoff for the whole con-
cept.”

Fueling the program will be per-
haps the biggest catalog promotion
yet attempted by the home video in-
dustry, and one recent-release title:
Paramount Home Video’s “Beverly
Hills Cop.” The fact that almost all
product being sold at low prices this
holiday season consists of catalog
titles doesn’t bother the mass mer-
chandisers, Okinow says. “Why
would it? They’re selling catalog re-
cords all the time,” he replies.

Most of the movies being promot-
ed are strong product, Okinow says.
The exploding population of video-
cassette recorders should also help
fuel software sales. To date “there
has been very little video {software]
sold to the consumer,”’ Okinow
maintains. Now that the number of
machines sold is passing the 25-mil-
lion unit mark, the population is
large enough so that “somebody
should want to collect,” he says.

One strong sign of mass mer-
chandisers’ eagerness to be in the
video business will be the way prod-
uct on sale is displayed. In the past,
most mass merchandise programs
had videocassettes, whatever their
prices, languishing in locked cabi-
nets—with consumers required to
find a salesperson with a key in or-
der to get their hands on a title. Ac-
cording to Okinow, all that has
changed for the current program.

“We’re not putting this into any
[store] that doesn’t have open dis-
plays,” he says. “Most of it will be
on ‘speed tables,” ”’ so that the urge
to buy can be instantly and easily
satisfied.

(Continued on page 34)
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$ Compited from a national sample of retail store sales reports.
O /T
X © )
& Y(? Q‘O § 8| ¥ E ©
cf &£/ 0 Copyright Owner, Principal ES(%5| 5| &
& 5 §:> TITLE Distributor, Catalog Number Performers || & |
Warner Bros. Sam Waterston
1 3 3 THE KILLING FIELDS A Warner Home Video 11419 Dr. Haing S, Ngor 1984 | R | Laser | 39.98
RCA/Columbia Pictures Home Video Ralph Macchio CED ] 3995
2 (N U ER AR 30406 Pat Morita 1984 | PG| ocer | 3495
Universal City Studios Burt Reynolds
3|9 | 3| smcka MCA Dist. Corp. 80180 Candice Bergen 1985 | R | Laser | 34.98
2010 THE YEAR WE MAKE A Roy Scheider CED | 3495
4 2 11 CONTACT & MGM/UA Home Video 800591 John Lithgow 1984 | PG Laser | 3495
RCA/Columbia Pictures Home Video Jeff Bridges CED | 2995
5| 4| 13| STARMANA 6-20412 Karen Allen 1984 | PGY acer | 2095
Universal City Studios Sissy Spacek
6 10 11 THERIVER A ¢ MCA Dist. Corp. 80160 Mel Gibson 1984 | 13 | Laser [ 39.98
Cannon Films Inc. . CED | 3495
7 8 | 13 | MISSING IN ACTION MGM/UA Home Video 100557 Chuck Norris 1984 | R | oo | 3005
. , RCA/Columbia Pictures Home Video Adolph Caesar CED | 2995
8 | 67| 7 | ASOLDIER'S STORY & 6-20408 Howard E. Rollins Jr. | 18 | PG| Laser | 2995
Universal City Studios Kyle MaclLachlan
9 5 15 DUNEA ¢ MCA Dist. Corp. 80161 Sting 1984 | 13 | Laser | 3498
Universal City Studios Molly Ringwald
10 | NEWD | THE BREAKFAST CLUB & MCA Dist. Corp. 80167 Anthony Michael Hall | 198% | R | Laser | 3498

® Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25.000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) @ International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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TOP VIDEOCASSETTES ***

Q A
On the manufacturer’s side, a  does not offer manufacturer return & e (e O G 0 o G G T e G s
prime sign of interest has been the privileges on is Paramount’s “Bev- & q‘; g 53 w
. . . ] 7 ) : 8 & < ¢
gr‘antmg‘of return prlvnleges on cer er]y‘Hnlls Qop, whlqh will play a & I\.é S Copyright Owner, Principal E £ % E
tgun hot tnt]es—g rare, major conces- crucial roll in the entire mass mer- §) e/ &/ TmE Manufacturer, Catalog Number Performers x| &
sion. Returns will be restricted to a  chandise program. S/~v/ R
few hits, however. ‘“You're talking All by itself, Okinow says,“Cop” 111 [ ) KVC-RCA Video Prod.
, (L ’ JANE FONDA'S WORKOUT A @ i : Jane Fonda 1982 | NR | 59.95
about a very limited number of pro-  accounts for 30% of sales. There are Radilonmagfiomelvidecion2
grams,” Okinow says. 100 to 150 titles in the program. 2| 3| 5| AmADEUS A Thorn/EMI/HBO Video TVA2007 Tom Hulce s | pe | 705
Okinow says Lieberman is going Although many retailers fear the EMugray/ibraham
to take the risk of giving a few privi- entry of mass merchandisers into 3| 4|48 PRIMETIMEA ® KVC-RCA Video Prod.
q q q . ; ; Jane Fonda 1984 | NR | 39.95
leges of its own. “We also want to  the video business, one experienced R ormagiicmelVidecioss
get this thing moving. We're willing  store owner maintains that their en- 4 | 2 | 11| PRINCEAND THE REVOLUTION P.R.N. Productions Prince And The 1985 | NR | 205
to take some chances.” One title he try will have positive results for all SIVEIe WarmeqMusiclideolsio 38102 Reyolution
- m‘f}}‘:"?rs tOf the business. % 5| 6 | 8 | DESPERATELYSEEKING SUSANA  Thorn/EMI/HBO Video TVA2991 zz;a:n":a“"‘“e“e 1985 | R | 7995
just means more promotion
for the product,” says Frank Bar- Universal City Studios Molly Ringwald
vcn Exms iy fogmer Video Syoftware Deal- 6 | 8 | 4 | THEBREAKFASTCLUBA MCA Dist. Corp. 80167 Anthony Michael Hali | 1985 | B | 7995
ers Assn. president and head of the Titan Sports Inc. . g
Post Almst Drop O e D A Opie | 7] 10| 19| WRESTLEMANIA i Various Artists 1985 | NR | 3995
happy to have them in the business, 8 5 17 WE ARE THE WORLD THE VIDEO USA For Africa USA For Africa 1985 | NR | 1495
TOKYO Monthly Japanese | because the bigger the business is, EVENIE MusicVision[6;20875 i
VCR exports have fallen for the | the better it is for everybody,” he | g | 7 | 13 | pinocchIo Walt Disney Home Video 239 Animated 190 | G |7995
first time since the finance minis- adds.
try here began recording cus- Mass merchandisers spend a 10|12 27| wHAMITHE vIDEO @ CBSinc. . Wham! 1985 | NR | 1998
toms clearance figures nearly 10 | great deal on advertising, Barnako EHohoavisecliusIclIOAS
years ago. Production this Au- notes, commenting that as the dol- 11 | 11 | 35 | STARTREK HI-THE SEARCH FOR Paramount Pictures William Shatner 1984 | pe | 2995
gust totalled 2.205 million units, | lars are spent, “a lot of it’s going to SROCK : RaramountiiomelViceollc 2! DeRoreStIKeRey
6.2% up on last year’s corre- | rub off on me.” 12| 13 | 33 | GONEWITHTHEWIND A & MGM/UA Home Video 900284 (FEBEERL 19% | 6 | 8995
q o q q Vivien Leigh .
sponding figure; but exports, at Contrary to industry perceptions,
1.972 million units, showed a 1% not all of the mass merchandisers 13| 9 | 17| maDONNAA Sire Records T — |l @ lom
fall. Okinow serves are sale-only outlets. e M clVideclS e Tor
The U.S. was the main export Some of the ones that aren’t are 14 | 15 | 83 | THE JANE FONDA WORKOUT KVC-RCA Video Prod. e
] ! : : ne Fonda 1984 [ NR | 5995
destination, accounting for 1.2 | planning to put used copies of RCA/ 5 ICIACLERGETS LI DU S0 O
million machines, 15% more than Columbia Pictures Home Video’s 15| 17 | 91 | DOIT DEBBIE'S WAY A Raymax Prod. P. Brownstein Prod. Debbie Re
r ) : ¢ ynolds 1983 | NR | 39.95
in the same month last year, | ‘““Ghostbusters” on sale for $39.95 Video Associates 1008
while exports to Europe were later in the season. Zenith Prod. Ltd. ;
i do»gn at 321,000 agd those “It will not be a sale title right 161 16 | 9 | TINALIVE PRIVATE DANCER TOUR A Sony Video Software 96W00089-90 Tina Turner 1985 | NR | 2095
to other markets 20.6% down at awa’y,” Okinow says of “Ghostbust- 17 27 | 19| HuLkamaNia ng;‘ snor\}_s‘d I:;-w f002 Hulk Hogan 1985 | e | 5995
449,000. Domestic shipments ers,” As time passes, however, and iseum
were also down by nearly 20%, to copies of the movie accumulate 18 | 30 | 3 | MISSINGIN ACTION 2-THE Cannon Films Inc. Chuck Norris 1985 | R |[7995
205,000 units. rental dollars, prices will be cut, BEGINNING N0 om e ieclE00608
Compared with this July, over- with most of his clients choosing the 19| 22| 2 | ROULICE ACADEMY 2: THEIRFIRST  Warner Bros. Steve Guttenberg 1985 | P13 | 79.95
all VCR production was down near-$40 price point. ASSIGNMENT Warner Home Video 20020 Bubba Smith
16.1% and exports down 17%. Cu- “We're running some ads on be- 2014 7 THE KILLING FIELDS A Warner Bros. Sam Waterston w8 | R 7995
mulative totals for the first eight | half of our customers,” he says. All WarnerfiiomelVideoNIATS Dr. Haing S. Ngor '
months of 1985, however, show of the ads will let consumers know 21| 23| 48 | PURPLERAINA Warner Bros. Prince 1988 | R | 2098
production 12.7% up on the same | that the cassettes available at sale U AUV ED BUSER Apolionia Kotero
period in 1984 at 18.646 million price are used, he adds. Many spe- 2|2 RAQUEL, TOTAL BEAUTY AND Total Video, inc. Raquel Welch 1984 | NR [ 29.95
units, and exports over the same | cialty outlets are also planning to DLEHOO jihozn/EMIlijomelVideoi26 5
period 20.6% up at 15.928 million. market cut-rate used copies of 23| 20 | 22| THEKARATEKID A RCA/Columbia Pictures Home Video 6-  Ralph Macchio 198¢ | pg | 7995
“Ghostbusters” this holiday season. 20006 RatMorits
BUGS BUNNY'S WACKY Warner Bros.
24 | NEWD | 0UENTURES Warner Home Video 11504 Bugs Bunny e 1| UL || Bk
’ . Gene Kelly
S 0 N Y 25| 18 | 21 | SINGIN'IN THE RAIN MGM/UA Home Video 600185 Cenar 1952 | NR | 2095
® 26| 19| 19 LIFE WITH MICKEY! Walt Disney Home Video 260 Mickey Mouse 1985 | NR | 29.95
VIDEO SOFTWARE COMPANY
27 | 25 | 28 | THE TERMINATOR A Thorn/EMI/HBO Video TVA2535 A Schwarzenegger | 1984 | R [7995
Universal City Studios Anthony Edwards
I In 28 | NEWD | GOTCHA! MCA Dist. Corp. 80188 Linda Fiorentino D | )| e
MANAGING DIRECTOR, EUROPE : . Don Vanahon
y 29 | 40 | 3 | PORKY'S REVENGE CBS-Fox Video 1463 CRoeTI Rt 1985 | R [7998
Brockman Enterprises Inc. . .
VI DEO SOFTWAR E 30 | 26 | 35 | LIONELRICHIE ALL NIGHT LONG 4 & % (20 =0 eTpnees Lionel Richie 1984 | NR | 1995
311 34| 36 ANNIE ¢ FZQCA/ Columbia Pictures Home Video 6- Andrea McArdIe 1982 G 29.95
GENERAL MANAGER 0127 Sar iy
32| 33 | 35 | TINA TURNER PRIVATE DANCER A gjf;;"jiyef‘szmém —— Tina Turner 1984 | NR | 1695
Sony wants a seasoned, entrepreneurial general ' .
| Scorpion Gmbh f
manager to establish a successful video software 33|32 SCORPIONS: WORLD WIDE LIVE MusicVision 6.20412 Scorpions 1985 | NR | 2995
licensing and distribution arm covering all of Eu- 34| 31 | 19 | JEVEN BRIDES FOR SEVEN MGM/UA Home Video 700091 Howard Keel 1958 | MR | 2995
rope. MUSt_ ha\{e proven traqk record in fllm’ 35 | NEWD ROAD RUNNER VS, WILE E. COYOTE: Warner Bros. Road Runner 1985 | NR | 1998
record, or video industry, including strong market- THE CLASSIC CHASE Warner Home Video 11507 Wile E. Coyote -
1] ’
ing and sales background. Will be responsible for 36 | NEWD> | THE GRATEFUL DEAD MOVIE Monterey Home Video 133-630 Grateful Dead 1978 | NR | 3995
creating and implementing business plan on AN ORWERS MORE THAN S
multi-national basis. Heavy travel a must. Fluency 37| | 11| MEETS THEEYE Family tome Entertainment F-3119  Animated 1985 | NR | 2495
in European languages a plus. Send resume and 38| 28 | 5 | FRIDAY THE 13TH, PARTV-ANEW  Paramount Pictures John Shepard ol o s
salary history in confidence to: BEGINNING Paramount Home Video 1823 Melanie Kinnaman )
RCA/Columbia Pictures Home Video 6- Jeff Bridges
39 (38 | 18| STARMANA 26412 Karen Alon 1984 | PG | 7995
Michael P. Schulhof, President 40 | 24 | 5 | APASSAGE TOINDIA Boaps moie Fictures Home Video 6 Judy Davts  encroft | 198 | 6 [ 7995
Sony |ndUStneS ® Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
9 West 57th Street New York, New York 10019 million for non-theatrical made-for-home video product; 25,000 or $1 miltion for music video product). A RIAA platinum certification for theatrical films, sales of
o 150,000 units or suggested list price income of $6 million (60,000 or $2.4 mitlion for non-theatrical made-for-home video product; 50,000 units or a value of
TeleX. 01 4721 2 SONY NYK $2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certific:tion for
gross label revenue of $1 million after returns or stock balancing.
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DURAN DURAN.

ew 60-minute music video
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MONEY MONEY.

a Holiday sell-out at $29.95!

P Ll TLAL

 STARRING DURAN DURAN

e

7f-iorn EMI/HBO Video is pleased to announce the videocassette release
~of “Arena,’ the newest long-form music video smash from Duran Duran.
Duran Duran sells. Their first two videos sold over 125,000 cassettes and this
one will be a winner too—just in time for holicay sales.

Combining great music and scenes from tne movie “Barbarella,” Duran
Duran's third hit video, “Arena,” plays out a wild drama in which Duran
Duran’s namesake and alter ego sets out to destroy both band and audience
S0 he can take control. “Arena” captures the true spirit of this rock group
phenomenon with ten live in-concert performances and never-before-seen
footage of the “Wild Boys.'

Make sure you order enough to meet the demand—"Arena”/Duran Duran
on stereo hi-fildigital audio videocassette. Your customers
will clamor for more. Remember, Duran Duranr is a proven
video winner! P THORN EMI

For the distributor nearest you call 1-800-648-7650.
ANOTHER THORN EMI/HBO RVIT3Te
HIT VIDEOCASSETTE.

© 1985 THORN EMI/HBO Video
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Late Fall 86 Target Date

AHVAS to Tie In Vid Awards With Holiday

NEW YORK The home video in-
dustry may gets its own awards
show on broadcast television in
1986, if the Academy of Home Video
Arts & Sciences is able to select a
producer relatively soon.

The AHVAS has been in exis-
tence for about a year. It was
formed at the 1984 Video Software
Dealers Assn.(VSDA) convention
by home video manufacturers look-
ing to improve the image of the
business. A total of 50 home video
firms have paid $2,000 each to be-
come members.

The late October-early November
1986 target date is important not
only because no major awards pro-
gram is scheduled then, but also be-
cause the video industry can take
advantage of the tie-in with the lu-

crative Christmas shopping season,
explained AHVAS executive direc-
tor Joseph Cohen.

“It’s still our goal to be on the air
in fall 1986,” he says. “The people
we’ve contacted {to produce the
show] say that if we move quickly
on finding a producer, we could
make that goal.”

The academy’s creative and pro-
duction committee chaired by Jerry
Sharell of MCA Home Video is talk-
ing to “top producers,” some of
whom have produced awards
shows,” Cohen notes.

Although the Academy members
weren’'t sure they’d attract the
cream of the tv production crop, Co-
hen says, ‘“Based on the level of in-
terest we've seen, whoever we go
with will have had a lot of television

Bargain Rates On GBS/Fox Titles
Michigan Move Prompts Garage Sale

NEW YORK In the video indus-
try’s largest garage sale to date,
CBS/Fox Video cleared out the ex-
cess inventory in its old Farmington
Hills, Mich. duplication warehouse
as it prepared to move to a new fa-
cility in Livonia, Mich.

The sale took place Oct. 8-11. On
Tuesday of that week, CBS/Fox
personnel notified distributors that
70 of the company’s titles could be
had at 50% off if orders were placed
by Friday. Although CBS/Fox
execs wouldn’t confirm it, word has
it that a total of over 500,000 units
were sold.

List price of the units sold ranged
from $59.98 to $79.98. Among the
films involved were “The French
Lieutenants Woman,” “Fistful Of
Dollars,” “Black Stallion,” “‘Star

Chamber,” “Rhinestone,” “Mash,”
“On Golden Pond,” ““Sophie’s
Choice” and “Places In The Heart.”

According to a spokesman, the
sale took place “so that we didn't
have to move the stock from the
warehouse in Farmington Hills to
the warehouse in Livionia.” The
company “sold up to the level of in-
ventory”’ on most titles, and ‘“‘where
the sleeves had been printed, sold
up to if not at the level of the
sleeves,” he says. Orders were lim-
ited so that no new sleeves had to be
printed.

“That Tuesday at noon we called
people up and we said: ‘We're mov-
ing. If you'd like to take advantage,
order by the close of business Fri-
day,’” the spokesman says, concern-
ing the sale’s announcement.

Everyone
said

vk
i
i

USA Home Video

will soon
show
you
why.

“Forhidalen ”

experience.”

Meanwhile, the voting rules and
procedures committee was sched-
uled to meet last week (25) to set up
nominating procedures for catego-
ries whose winners will be deter-
mined by consumer balloting in vid-
eo stores. These are the awards
most likely to be presented during
the televised show, says Cohen.

In addition, the academy mem-
bers themselves will choose the best
programs in various artistic, cre-
ative and technical categories, al-
though some of these awards may
not be part of the tv program.

The two types of voting proce-
dures will help prevent the AHVAS
show from duplicating the Academy
Awards, says Cohen. “A lot of mov-
ies with so-so box office did ex-
tremely well on home video. And
some movies may be nominated for
an AHVAS award prior to the Os-
cars” in the spring.

He says he sees the show as “a
great way to market home video
into Christmas,” since the academy
will provide retailers with point-of-
purchase materials to promote the
nominees six weeks before the
awards presentation. Immediately
after the show, AHVAS will ship
merchandising aids that call atten-
tion to the winners.

This campaign is modeled after a
Grammy Awards promotion for the
record industry, which Cohen
helped implement when he was an
executive of the National Assn. of
Recording Merchandisers (NARM).

(Continued on page 39)

Golden Books’

BY FRANK LOVECE

Fast Forward is a bi-weekly survey
of technical developments in the
hardware and software sides of the
Home Video industry.

For all the enhancements, improve-
ments and general tweaking of
VCRs over the years, the most im-
portant aspect—picture quality it-
self—remained untouched until re-
cently. Now, two new breeds of
VCR—SuperBeta and HQ VHS—
are hinting at the kind of video re-
finement that Beta Hi-Fi and VHS
Hi-Fi represent for VCRs’ audio.
Early indications suggest, however,
that SuperBeta and HQ VHS tech-
nology may be only stopgap mea-
sures similar to the first “low-fi"”
stereo VCRs.

Certainly, Beta-licensor Sony
needed an immediate something to
prop up a waning Beta-VCR market
when it introduced SuperBeta at
January’s Consumer Electronics
Show. Subsequently, VHS-licensor
JVC was forced to answer with its
own version last summer, whether
the company was ready to do so or
not.

At the CES, Sony unveiled a VCR
with enhanced circuitry said to im-
prove picture resolution ‘“by 20%.”
While most observers didn’'t ques-
tion that number’s vagueness (20%
better than what? At all speeds?
With both RF and direct video?
Measured at what levels? With
what degree of tolerance?), they
were mixed in their assessment of
any noticeable picture improve-
ment. Independent lab tests have
since confirmed SuperBeta’s superi-

Happy Ending

Publisher Scores With Kid Vids

BY MOIRA McCORMICK

CHICAGO Western Publishing of
Racine, Wis., publisher of children’s
Golden Books, is enjoying an esti-
mated $15 million in additional in-
come from its new Golden Books
video line.

According to vice president/mar-
keting Bill Nahikian, eight Golden
Books titles which were released in
July have shipped over two million
units. Approximately 35,000 retail
outlets around the country are car-
rying the Golden Books titles, he
says, each of which retails at be-
tween $9.95 and $11.95.

Major mass market chains are the
primary outlets for Golden Books
video, though video stores also car-
ry the product. “Our objective is to
provide children’s programming for
sales,” Nahikian stresses.

Golden Books videos are carried
in video, toy and book departments.
Product is displayed in 48-unit floor
stands, or hung on wall pegs.

Though Nahikian says he has no
current sales figures, he claims the
Golden Books line is showing “very
strong movement. Accounts are re-
ordering.”

The video line is being handled by
Golden Books’ regular 100-person
sales force, says Nahikian. Since
most sales have been channeled
through Golden Books’ customary
retail chains, the sales force has had

no trouble adapting to a completely
new product line, he adds.

The Golden Books video titles in-
clude “some licensed product, some
famous children’s authors and some
‘Golden Favorites’ from our
vaults,” says Nahikian. Each tape
contains three separate stories, to-
taling 30 minutes. They include two
“Sesame Streat’” titles, one “Mas-
ters of the Universe,” one each of
authors ‘““Richard Scarry”’ and
“Amy Rosenberg,” “Best Loved
Golden Stories,”” and “‘Favorite
Golden Stories.”

Nahikian describes them as ‘“not
cartoons, but ‘picture-mation’:
artwork, camera techniques, music
and some animation.”

Nahikian says the Golden Books
video arm, which was incorporated
in February, invested large sums in
research before launching the initial
product in July. Western Publishing
is now kicking off a $1 million ad-
vertising campaign for Golden
Books video. One-third of the bud-
get is earmarked for television
spots—‘for 60-second commercials
in the top 13 VCR markets,” accord-
ing to Nahikian—and two-thirds set
for two-page print spreads in
women’s magazines,

Nahikian says four more Golden
Books titles will be shipped in No-
vember, some of which will be li-
censed product. “Our goal,” he says,
“is 24 titles by the end of next year.”

Fast Forward

or specifications, yet even these re-
ports have wondered if the “20%” is
noticeable to most consumers.

Regardless, NEC, Sanyo, Radio
Shack (in its Beta debut) and Pio-
neer (in its VCR debut) soon adopt-
ed SuperBeta models; Sanyo, in
fact, came to market even before
Sony. As if to underscore the sever-
ity of the Beta market, there was no
traditional breaking-in period; while
past video innovations tended to
bunch-up at the high-end initially,
SuperBeta models immediately ran
the gamut.

Most are Beta Hi-Fi, bounded by
Radio Shack’s two-head model 16-
601 at $500 suggested-retail, and
Pioneer’s four-head, broadcast-ster-
eo VX-90 at $1,500. Sony as well
markets one mono unit (the Hi-Fi-
adaptable SL-HFR70, $550), and
Sanyo goes so far as to offer an
awkwardly titled SuperBeta Beta-
movie camcorder (model VRC500,
$1,600). All have SuperBeta on/off
controls to accommodate conven-
tional recording.

JVC has taken an incremental ap-
proach with its HQ (for “High Qual-
ity”’) VCRs. The company began by
marketing its models HR-D1400,
HR-D250 and HRD-555 VCRs,
which include only one of the three
circuitry enhancements JVC de-
signed for its HQ line. The company
did not refer to or market them as
HQ VCRs, saving that distinction
for its new, fully enhanced models
HR-D565 and HR-D566. No other
companies have definite HQ VHS
plans.

In both cases, SuperBeta and HQ
VHS, picture enhancement is based
on retaining high-frequency sig-
nals—analagous to the way you
might boost the treble on your amp
to make music sound ‘“brighter.”
SuperBeta does this primarily by
shifting upwards what’s called “the
luminance carrier.”” HQ VHS does
this by raising what’s called ‘‘the
white-clip level.”

Here’s what all that means: Video
signals exist as a series of electro-
magnetic waves that are measured
in Hertz. A million Hertz is a mega-
Hertz (mHz), a thousand Hertz is a
kiloHertz (kHz). When a VCR re-
cords these signals, it divides them
into two “carrier” signals called the
chrominance (which contains color
information) and the luminance
(which contains brightness and
most other picture-detail informa-
tion). These are then ‘““down-
converted” from their original fre-
quencies in order to fit within video-
tape’s electromagnetic bandwidth
(among other reasons). Luminance
signals form a plateau from about
3.4 mHz to 4.4 mHz.

At the same time, a VCR “pre-em-
phasizes” video signals—that is,
boosts high frequencies to wash out
background ‘‘noise.” The part of
this pre-emphasized signal contain-
ing “white” information is clipped-
off at a certain point, hence the
term “white-clip” level.”

SuperBeta VCRs shift the lumi-
nance signal upwards by 800 kHz.
Seemingly slight, this difference—
coupled with other bits of signal en-
hancement and the easing of some
filtering—is designed to provide a
video image with more detail and
perhaps more noise than normally.

(Continued on page 39)
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FAST FORWARD

(Continued from page 38)

HQ VHS-format VCRs raise the
white-clip level by some 20%—
there’s that number again—and si-
multaneously filter out most lumi-
nance and chrominance noise. This
is designed to create a video image
with sharper outlines and higher
contrast than usual.

Interestingly, NEC’s model VC-
N65EU records SuperBeta at the
long-lost “Beta I” speed. Beta I, you
might recall, was the tape-speed
(40mm per second) used by the orig-
inal Beta VCRs introduced in 1975.
It was eventually eclipsed by the
slower—and thus more economical
yet slightly duller—Beta II (20mm
per second) and Beta III (13.3mm
per second) speeds. Several current
Beta VCRs can play back old tapes
recorded ‘at Beta I, but none have
been able to record at that speed for
years. Unfortunately, this “Super-
Beta I” (called Beta I-S) isn’t com-
pletely compatible with convention-
al Beta I—SuperBeta tapes made on
this NEC unit will not play back
well on other Beta VCRs.

Unfortunately, too, this matter of
compatibility is what ultimately lim-
its both SuperBeta and HQ VHS. In
order to retain compatibility with
current, conventional VCRs, the
new, enhanced breed could only be
enhanced so much. While the 300
lines of horizontal resolution found
in one SuperBeta test report is well
above the 240 to 250 lines of mere
mortal VCRs, it’s well below the 350
to 380 lines of a laser videodisk play-
er or a video monitor or monitor/re-
ceiver.

It may be that the quest for the
perfect picture is a premature un-
dertaking. The VHS camp has been
actively developing digital VCRs,
early versions of which needed met-
al-based tape. While the arrival of
digital VCRs might seem to pose a
major obsolescence threat, the ar-
rival of CDs hasn’t hurt the audio or
music industries; black-vinyl rec-
ords may be on their way out, but
not for several years.

AVHAS TV AWARDS

(Continued from page 38)

“There’s no question that [record]
sales increased as a direct result of
our 'Discover Grammy Music’ cam-
paign,” he says. But the AHVAS
show’s effect should be even great-
er, he contends, since it will be
timed to coincide with the gift-giv-
ing season.

Besides the production and voting
rules committees, the academy has
formed the following committees:
award category, chaired by Richard
Childs of Embassy Home Entertain-
ment; membership, Bill Gallagher,
MGM/UA Home Video; finance,
Barry Collier, Prism Entertain-
ment; and advertising, Richard Ek-
stract, Video Review.

The committee chairman will also
serve on an executive committee
with AHVAS' four elected officers:
chairman, John Peisinger, Vestron
Video; vice president, Leonard
White, CBS/Fox Video; treasurer,
Nick Santrizos, Thorn EMI/HBO
Video; and secretary, Ben Tenn,
Walt Disney Home Video.

LISA LILIENTHAL

Stock Your Shelves Now With Special Gift Values
(and get a great deal for the Holidays!)
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Just in time for the peak holiday traffic, we're offering special
reduced prices on 20 of our very best titles. And if you order
any 10 different titles, you'll receive another one (yvour choice

of any title) ABSOLUTELY FREE*! AND we've reduced our

each.

(529.95 for double cassette packages).
Stock your shelves now with these

great Republic titles to be
ready for the holidays!

GREAT GIFT IDEAS FOR
YOUR CUSTOMERS

These classics have lasting value...and
will be enduring gifts. At $24.95 cach,
vour customers will start new video
libraries and add to their current
collections with these great titles.
And__thev'll love the reduced prices
and excellent values...from Republic.

Father Goose
Champion
Viva Max!

The Grass Is

Greener
Love Happy
Rio Grande

La Dolce Vita

The Quiet Man
The Red Pony
Sands of Iwo Jima
Operation
Petticoat

That Touch
of Mink

oy

The Bells of
St. Mary's
Invasion of the
Body Snatchers
Young At Heart
Indiscreet
Copacabana
High Noon
Long Day’s Journey
Into Night
That Touch
of Mink
Body And Scul

CALL YOUR DISTRIBUTOR TODAY! POP HOTLINE (213) 306-4040 x 212

‘Orders must be placed by November 27, 1985 1o be eligible for bonus offer: Proot of purchase must be submit-
ted direetly to Republie Pictures Home Video. Pre-order date: Nov. 15, 1985 ¢ Shipping date: Nov. 27, 1985

REPUBLIC PICTURES HOME VIDEO 12636 Beatrice St., Los Angeles, CA 90066
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Two Unbearably Exciting Offers!

BUY 1 VIDEOCASSETTE AT $29.95-
GET 1 FREE!

Plus...Customers Can Buy A Paddington Bear Plush Toy At 50% Savings!
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Buy one Paddington Bear videocassette at $29.95 and get one videocassetee free!
You have four delightful Pasldington Bear programs to choose from, including two
new volumes! It only takes 1+ minimum order of 4 Paddington casscttes to qualify. ..

the more cassettes vou purchase, the more goods vou'll reccive free!
ANOTIHER DELIGHTFUL DEAL! Your customers can buy the popular Paddington plush
oy tor 50% off the: retail price. When they rent or buy any Paddington Bear
videocassette, this delighdul Paddington is only $14.95 plus $3.00 shipping and
handling. Paddington plusl tovs will be distributed in plenty of time for Christimas,
directly to your customers from Walt Disney Home Video.

Conact vour authorized Walt Disney Flome Video
distributor for complete details.

Wit Disney Horme Video disiribured by Walt Disney Tl comn iicns and Not i Nia SIS Primed in 1S A€V 1472)

addingran Bear 1R 4 Filmbair Lid. Pade

D85 Walt Disney Pro

BBM, Nielsen
Review Canada

- VCR Usage Poli

BY KIRK LaPOINTE

TORONTO How do Canadians use
their videocassette recorders? Until
recently, retailers, distributors and
others simply relied on U.S. data to
determine their marketing strate-
gies. Now, however, two large me-
dia monitoring groups have pub-
lished extensive research into the
field.

The A.C. Nielsen Co. of Canada
Ltd. and the Bureau of Broadcast
Measurement have recently com-
pleted their studies of Canadian
VCR usage and everyone from pro-
grammers to importers is scrutiniz-
ing the findings.

BBM says the average Canadian
uses his VCR 6.8 hours per week, in-
cluding 2.6 hours to record, 2.1
hours to watch rented movies and a
little more than 2 hours to watch the
recorded material. VCR usage is
spread almost evenly throughout
the week, although Sunday is the
biggest VCR viewing day. The fact
that there’s six-tenths of an hour’s
difference between what’s recorded
and what’s seen means either Cana-
dians are zipping through commer-
cials or failing to playback what
they’ve recorded.

Interestingly, Nielsen found that
the zapping phenomenon is not
quite as troublesome as might have
been expected. Only 16% of tapers
are watching when they record, and
only 44% of those “always” or “usu-
ally”’ zap commercials while they
tape. The remaining 16% either
leave the tv off while they tape or
are watching another program.
This, says Nielsen’s Wendy Miles,
may mean commercial impact is not
being terribly eroded by VCR users.

Miles says that Nielsen is advis-
ing clients they will not lose com-
mercial impact if they can condense
advertisement messages into the
time that VCR users can ‘‘zip”’
through commercials on playback.

What do Canadians tape and
watch? Nielsen says movies are by
far the biggest item, followed by
nighttime series and daytime soap
operas. BBM rates the soaps, chil-
dren’s and exercise programs as
tops. BBM’s survey may have been
taken when there were not many
good tv movies on.

Some people hardly tape at all,
the surveys found. They just rent
and buy. BBM also found that
three-quarters of those it surveyed
belonged to a video club. Of those,
40.5% had borrowed at least one to
10 tapes in the last month, while

| 327 had borrowed between 11 and

20 tapes.

Any thought that the VCR might
lead to an overall reduction in time
glued to the tv set—through
shrewd consumer choice—turns out
to have been wrong, Nielsen says.
Of those it polled, 22% said they are
watching more television now that
they own VCRs, while only 10% said
owning a VCR has cut their viewing
time.

Both Nielsen and BBM agree that
VCR ownership is roughly two mil-
lion in Canada, or one for every
three homes.

e e e e
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Audio Track

NEW YORK

AT SYNC SOUND, Chuck Ham-
mer/Guitarchitecture have been
scoring and mixing a film for the
New Jersey Dept. of Energy, titled
“Energy Odyssey.” Patti Lupone is
narrating, and Ken Hahn is at the
controls.

Annette Taylor has been work-
ing at Sound Heights in Brooklyn
with producers Vincent Bell and
David Miles, on the single “Body
Stimulation.” Keyboard and drum
programming is being provided by
Gary Posner. Fred Munao, presi-
dent of Select Records, is executive
producer. Questar Welsh is engi-
neering, assisted by Shaun James.

Brian Setzer recently completed
work on his solo album for EMI
America at Tiki Recording in Glen
Cove, N.Y., and has now left for
L.A. to work on final mixes with
producer Don Gehman. Also there,
Ivory Tower has been working on
an EP.

At Evergreen Recording, Lothar
Segler is producing and engineering
Movieland’s debut album for RCA.
Co-producing are Hank Medress
and Richard Lewis. Carol Martino
is assisting. Also there, Tony Con-
iff has been producing the Long-
house, with Hahn Rowe at the con-
trols, assisted by Bob Kirsner and
Lance McVicar. And Tony Silves-
ter and Bert DeCoteaux have been
in producing Simmons, Moody & T
for Broadstreet Records, also with
Rowe at the console.

Steve Winwood has been work-
ing on his new album at Giant
Sound with producer Russ Titel-
man. Also there, Chemistry has
been recording with producer Ste-
phen Galfas.

Producer Gary Katz was in re-
cently at Sound Ideas, working
with A&M vocalist Rose Vella.
Daniel Lazerus engineered on 3M
32-track and four-track digital
equipment, assisted by Mike Cos-
mai and Mario Rodriguez. And the
soundtrack album for the film
“Crossover Dreams,” starring Ru-
ben Blades, was recorded at Sound
Ideas. Finally, Evelyn King com-
pleted her latest album for RCA
there with producer Alan George,
engineer Hugo Dwyer and assistant
engineer Yoram Vazam.

At 39th Street Music, Patti La-
Belle has been tracking with pro-
ducers Nick Ashford and Valerie
Simpson. Tim Cox is engineering,
assisted by John Paul Cavanaugh.
Cox has also been engineering
demos there for Ashford & Simp-
son.

At Beethoven Studios, singer/
songwriter “Sand” Dee has been
finishing up her single “I Love Dick
... Dedicated To Dick Clark,” with
Keith Angelini producing and
Steve Griffin at the board.

LOS ANGELES

OUEEN HAS BEEN in at Capitol
Recording Studios Recording
Room 2, working with engineer
Eddy Schreyer in mastering their
their new album and single for Capi-
tol. Also, Yarborough & Peoples’

new album for Total Experience is
being mastered there by Schreyer.

Joe Sample has been working at
Craig Harris Music in Studio City,
using the newly upgraded Syncla-
vier to produce tracks for the next
Crusaders project. Also there,
Craig Harris has been processing
sounds for ‘“Amazing Stories,”
“Twilight Zone,” and—along with
sound editor Chuck Campbell—
sounds for the John Landis film
“Espionage.”

At Skip Saylor Recording, pro-
ducer Tom Alexander has been
working with Castle Records artist
Cindy Perez on an album project.
Skip Saylor is behind the board,
with Tom McCauley assisting.
Also, Paul Moore has been in re-
cording an album for Quintessance
Records with producers James
Johnson and Kevin Moore.

Jazz artist David Diggs has been
working at Amigo Studios in North
Hollywood on his new album for
Palo Alto/TBA Records. Diggs is
producing, with Paul Klingberg en-
gineering the 32-track digital ses-
sions.

NASHVILLE

AMONG THE RECENT projects
at Soundshop Recording Studios:
CBS artist Ronnie Robbins and
producer Buddy Killen have been
working on a new album, engi-
neered by Mike Bradley. Also for
CBS, artist John Conlee and pro-
ducer Bud Logan have been track-
ing with engineer Rick McCollis-
ter. And unsigned heavy metal act
Synix has been working with pro-
ducer Brad Shapiro and engineer
Bradley.

Voyager Records artist Sir Jama
recently completed vocal remixing
on his new 12-inch EP, ““Money
Back.” The producer was G. “Roos-
ter” Irvin for G.I. Productions. The
studio was Polyfox/Grand.

At Music Mill, Donny Lowery
has been cutting tracks with engi-
neer Jim Cotton. Also there, pro-
ducer Harold Shedd has been
tracking with Alabama, with Cot-
ton and Joe Scaife at the controls.

OTHER CITIES

PROVIDENCE, R.I. ACT Plan 9
have finished a project for Enigma
Records at Trod Nossel Recording
Studios in Wallingford, Conn.

At Soto Sound, Evanston, Ill,,
Rooster Blues Records’ Jim O’Neal
has been mixing an album featuring
blues veteran Eddie C. Campbell.
Also there, rockabilly/wave/funk
act Hot Rod were in tracking two
tunes to be shopped to major labels.

Maranatha Studios, formerly
Rocshire Studio in Anaheim, Calif.,
opened its doors at the beginning of
this month. The new operator is Cal-
vary Chapel of Costa Mesa, Calif.,
and clientele will be primarily Chris-
tian artists.

All material for the Audio Track
column should be sent to Steven
Dupler, Billboard, 1515 Broad-
way, New York, N.Y. 10036.

SSL Confirms Digital Research Program
Analog Console Manufacturer Moves to New Facility

BY STEVEN DUPLER

NEW YORK After much rumor,
Solid State Logic, the major comput-
erized analog console manufactur-
er, confirmed during the recent Au-
dio Engineering Society (AES) meet
here that it's currently involved in
an “intensive digital research and
development program,’”’ which
should lead to the development of
an all-digital SSL desk. However, no
estimate was made as to when such
a product might be seen.

At the same time, Colin Sanders,
founder and managing director of
SSL said that the firm will break
ground early next year for a new
headquarters in Woodstock, Eng-
land. The 62,000-plus square foot fa-
cility-located near SSL’s home for
the past 15 years in Stonesfield-will
house “new production and test fa-
cilities, additional classrooms and
control rooms, a new computer cen-
ter and additional research labs and
listening rooms,”” according to
Sanders. SSL currently is comprised
of more than 300 staffers, he added.

At the press gathering, Sanders
said that SSL had been engaged in
“quiet” digital research during the
last several years at the Stonesfield
facility, but that work would “ac-

NEW YORK

NICK GILDER recently complet-
ed the video for “Let Me In,” the
first single from his eponymous
RCA debut album. The clip offers a
serious psychological portrait of
Gilder as he relates with himself,
his girl and the outside world. Oley
Sassone directed the project and
Kris Mathur produced it for Pen-
dulum Productions. Other RCA
artists at work are Five Star, who
have wrapped up the second video
from their debut album “Luxury Of
Life.” The clip, supporting the al-
bum’s second single, “Let Me Be
The One,” was under the direction
of Christopher Robin and produced
by Sam Hodgkin for Fugitive
Films. It picks up where the band’s
first video, “All Fall Down,” left
off, with singer Deniece Pearson
leading the group in choreographed
dance steps. The video is full of spe-
cial effects, including prism-like im-
age distortion and shattering wipes
that merge one image into the next.

Director Peter Israelson’s latest
directorial credit is Julio Iglesias’
“Ni Te Tengo, Ni Te Olvideo,” from
his current Columbia album, “Li-
bra.” In this video, the artist is cast
in a “Swept Away’’-style scenario
on a deserted island. Jon Small pro-
duced the piece for Picture Vision.

LOS ANGELES

SEALS & CROFTS and actor Alex
Rocco were among the cast of ap-
proximately 250 who joined Gold
Mountain/A&M recording artist
Doug Cameron in the video “Mona
With The Children.”” Directed by
Rodney Charters, the clip drama-

celerate’” as the firm moved into its
new home.

“The goal of this research is an
entirely digital SSL Studio System,”
Sanders said, adding that the state-
ment was not intended as a product
announcement. In a later interview,
Doug Dickey, SSL’s vice president
for design communications, con-
firmed this, noting that the firm is
“not working to any specific date or
price-point inasfar as a digital prod-
uct is concerned—only a per-
formance specification.”

Sanders did note, however, that
the SSL Digital Studio System “will
be based on a proprietary 24-bit dig-
ital audio processor,” and that it will
“incorporate integral audio storage
and editing capabilities.”” Dickey
noted that that the system will be
“one of the most powerful comput-
ers ever built, including the Cray
supercomputers.”

SSL has also released a “report to
the industry,” entitled “The Future
of Audio Console Design—Estab-
lishing A Dialogue.” The 40-page
booklet, according to Dickey, was
produced with the idea of discuss-
ing new technologies and concepts
that have lately arisen in the area of
console architecture. “In the course
of producing the SL 5000 M Series

consoles, and in our discussions
about SSL’s future direction, we
discovered that many of the con-
cepts and technologies we were ex-
ploring were quite unfamiliar to the
average console user and studio ex-
ecutive,” Dickey noted, adding that
“the people who use this gear must
be able to influence its develep-
ment. To do that we all need to
speak the same language.”

The booklet is being distributed
to 150 schools and universities with
audio education programs, as well
as at all major trade shows. SSL will
also send a copy to anyone who re-
quests one by contacting any one of
the four SSL offices in New York,
Los Angeles, Switzerland or the
U.K.

Other news announced by the
console manufacturer at the AES
was the publication of a new “SSL
Network Directory,” which includes
the names, addresses and contacts
of every SSL-equipped recording
studio, mobile unit and video post-
production facility in 25 countries.
The firm also said that it had recent-
ly made its three-hundredth SSL, E
Series console sale, to Village Re-
corder in West L.A.

tizes the true story of Mona Mah-
mudnizhad, a 16-year-old Baha’i
girl who was hanged in Iran in 1983.
Nine other women were also forced
to endure days of physical and men-
tal torture before being sentenced
to death for refusing to abandon
their religion. The part of Mona was

Video Track

played by Moya Mahmoudi.

Bill Parker Productions just fin-
ished shooting two videos for Total
Experience Records: Eddie (E.T.)
Towns’ “Best Friend” and Pattie
Howard’s “Selfish.” Both clips are
performance/concept pieces that

(Continued on page 42)

[ Comehome
from the studio.

Come home to a Manhattan hotel that is really like your
own apartment on Central Park. Around the corner from
Lincoln Center and minutes to the things that are impor-
tant to you in New York City. And, while we recently have
lavished millions on our guestrooms and suites, we
pride ourselves most on our traditions: personal ser-
vice; prompt and courteous attention; gracious hospi-
tality: and good value The Mayfiower Hotel, 61st St. &
Central Park West, New York 10023. See your travel

agent or call toll-free 800-223-4164 or 212-265-0060

The Maytlower Hotel

right on New York's Central Park
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Peers Honor Sound Achievements
First Annual TEC Awards Presented in New York

NEW YORK The first annual
Technical Excellence & Creativity
(TEC) awards were distributed here
at a gala on Oct. 14, during the 79th
Audio Engineering Society show.

The awards, created by Berkeley,
Calif -based Mix magazine to honor
superlative achievements in the pro
audio and pro sound industries (Bill-
board, Oct. 19), were handed out
amidst an evening of celebration,
which ended with a technically su-
perb and Fairlight-filled perfor-
mance by Herbie Hancock & the
Rockit Band.

Proceeds from the awards ban-
quet were distributed to three chari-
table endeavors: 50% to the Deaf-
ness Research Foundation and 25%
each to the Audio Engineering Soci-
ety Scholarship Fund and the win-
ner of the recording school/pro-
gram TEC award, the Berklee Col-
lege of Music.

The winners of the various TEC
awards were:

e Recording technology: Lexicon
Inc. for its PCM-60 high-perfor-
mance, low-cost digital reverb.

® Acoustic technology: Crown In-
ternational for its Tecron TEF Sys-
tem 10 portable spectrum analyzer/
computer.

e Sound reinforcement technolo-
gy: Carver Corp. for its unique mag-
netic field power amplifier.

¢ Film and broadecast sound tech-
nology: Lucasfilm Ltd./Droid

Works for the Sound Droid digital
audio work station.

e Musical instrument technology:
Yamaha International Corp. for the
DX Series synthesizers.

® Recording engineer: Bob Clear-
mountain, for his work with such art-
ists as the Rolling Stones, Bruce
Springsteen, Daryl Hall & John
Oates, David Bowie and many others.

e Recording producer: Quincy
Jones, for his direction of projects
such as Michael Jackson’s “Thrill-
er,” USA For Africa’s “We Are The
World” and James Ingram’s “It’s
Your Night.”

e Mastering engineer: Bernie
Grundman, for outstanding master-
ing work for A&M during his 15-
year tenure there, and on his own
with Bernie Grundman Mastering,
opened in 1984.

¢ Film and broadcast sound engi-
neer: Ben Burtt, chief sound engi-
neer for Lucasfilm in San Rafael,
Calif., for his work on the “Star
Wars” films, “Alien’’ and “ET.”
“Dark Crystal” and others.

¢ Sound reinforcement engineer:
Gene Clair of Lititz, Pa.-based Clair
Brothers, the internationally known
sound reinforcement touring com-
pany.

e Recording session musician:
Steve Gadd, the drummer who has
worked with artists ranging from
Steely Dan, Weather Report and
Paul Simon to James Brown, Judy
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Collins and Chick Corea.

e Recording studio: The Power
Station in New York, which has
served such clients as Mick Jagger,
Bryan Ferry, David Bowie and Ma-
donna.

e Mastering facility: Bernie
Grundman Mastering, Los Angeles.

¢ Sound reinforcement company:
Clair Brothers, which has handled
tours for such artists as the Jack-
sons, Bruce Springsteen, U2 and the
Police.

® Recording company: Windham
Hill, established by Will and Anne
Ackerman in 1976 in Palo Alto,
Calif.

e Recording school/program:
Berklee College of Music in Boston.

® Remote recording facility: The
Record Plant in Los Angeles, whose
mobile unit has worked on projects
for the Olympics, the Jacksons’ Vie-
tory Tour, Prince, Yes and others.

VIDEO TRACKS

(Continued from page 41)

were filmed at the Total Experience
Nightclub and directed by Peter Al-
len.

The New Company recently com-
pleted videos for What Is This,
Motley Crue and Heaven. “I'll Be
Around,” the What Is This clip, is a
performance piece that takes ad-
vantage of Los Angeles’ dramatic
sunsets by filming on the roof of the
city’s famous Million Dollar Theatre
Building. Motley Crue’s “Home
Sweet Home” video was filmed on
the road. After opening in Los An-
geles, the clip moves on to sold-out
concerts at Houston’s Summit and
Dallas’ Reunion Arena. Michael
Berriman, who appeared in the
group’s “Smokin’ In The Boys
Room” video, makes another cameo
appearance. Heaven’s video,
“Knockin’ On Heaven’s Door,” was
staged in Utah atop a lone rock
butte towering thousands of feet in
the air, and was shot from helicop-
ters, dollies and cranes. All three

videos were under the direction of
Wayne Isham and co-produced by
Curt Marvis and Peter Lippman.
The talents of Jessica Cooper
were called upon to produce Jane
Wiedlin’s debut video, “Blue Kiss,”
culled from her new self-titled de-
but album on IRS. In keeping with
the album cover’s visual theme of
primary colors, Jane (wearing red)
sings and plays guitar while riding
on the back of a yellow flatbed
truck driven along the hills of Mal-
ibu Canyon and Mulholland Drive in
Los Angeles County. The video also
features a cameo appearance by her
dog Kitty Igloo. Valeria Faris and
Jonathan Dayton directed the proj-
ect. Edited by LINDA MOLESKI

Production companies and post-
production facilities are welcome
to submit information on current
projects. Please send material to
Video Track, Billboard, 1515
Broadway, New York, N.Y. 10036.

Sound Jnvestment

A bi-weekly column spotlighting
equipment-related news in the
audio and video production, post-
production and duplication in-
dustries.

GIANT UNLEASHED: Giant
Sound Recording, a full-service fa-
cility aimed at record, television and
jingle production opened recently in
New York. The studio features a
Trident 80B console as well as Otari
MTR-90 24-track, MTR-12 half-inch
and MTR-10 quarter-inch recorders,
all with Dolby A. Monitors are Mey-
er 833s, powered by a Macintosh
2500, and Giant’s mike collection in-
cludes a matched pair of AKG C-
12s, as well as five Neumann M-4Ts,
five Neumann U-67s and a full com-
plement of Sennheiser, Shure and
Electro-Voice mikes. Outboard gear
on hand includes the Quantec Room
Simulator and the AMS DMX-1580S
harmonizer with 3.2 seconds of sam-
pling. Chief engineer is Joe Salvato,
whose resume includes work with
A&R Studios, Chelsea Sound, Pen-
ny Lane and private projects with
Billy Joel and Paul Simon.

VIDEO FOR AUDIO: Andre Perry
Video recently completed construc-
tion of a $3 million production cen-
ter, coupled with Montreal-based Le
Studio Morin Heights. The new fa-
cility boasts a large (45 by 30-foot)
control room, full computer graph-
ics department and a fully-equipped
37 by 30-foot shooting stage. Equip-
ment featured includes an ISC Su-
per Edit 41; an Ampex AVC 33 pro-
duction switcher with spectra
keyer; an Abekas A-62 100-sec. digi-
tal sequencer; monitors by Ikegami,
JVC and Conrac; a Studer 169 audio
console, Studer tape machines and
UREI 815 monitors; JVC digital
two-track; a LAIRD character gen-
erator with a choice of 40 fonts. Spe-
cial effects on hand are ADO ver-
sion 5, NEC E-Flex and Hitachi FP-
21 title camera. Computer graphics
include the Bosch FGS-4000 video-
graphic system and a Quantel Paint
Box.

MUSHROOM MACINTOSH:
Vancouver, Canada-based Mush-
room Studios is now offering a
complete computer music system,
based on the E-mu Emulator II and
Apple Macintosh computer. The
system is owned and operated by
Bradley Doyle, and includes a wide-
ly varied sound library. It’s also
fully MIDI-equipped.

MOVIN' ON UP: Studio A in
Dearborn Heights, Mich. has moved
into a new 4,000-square foot facility.
Designed by John M. Storyk Asso-
ciates of New York, the new studio
features a 700-square foot control
room, 800-square foot studio, two
iso rooms and three live chambers.
Wiring and installation of the new
equipment was coordinated by Pat
Schneider Productions of Jackson,
Mich. New equipment includes digi-
tal reverbs by Klark-Teknik and
AMS; an Aphex Compellor, Delta-
Lab Compueffectron; a half-inch
MCI JH-110C two-track recorder;
Neumann U-87 and AKG 414 micro-
phones; Hafler P225 power amps;
Valley People Kepex II noise gates
and Maxi-Q equalizers and more.
Studio A also claims to be the only
facility in Michigan with a Syncla-
vier II.

A NEW IDEA: New York-based
Sound Ideas is under new manage-
ment and ownership, and has just
finished renovating its three rooms.
Studio A has a Neve 8108 32-input
console with Necam automation and
a Studer A80 MKIII 24-track re-
corder. The room also boasts four
iso booths. Studio B is now equipped
with an SSL 6000E 56-input console
with Total Recall, as well as a
Studer A80 MKIV 24-track ma-
chine. Studio C is an overdub and
mix room, featuring a Harrison 36/
24 board and an Ampex MM-1200.
All rooms have UREI 813 monitors.

Edited by STEVEN DUPLER
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By JIM McCULLAUGH

I o twist a familiar

phrase, it car be Halloween in
July ... or “ebruary ... or
March ... or May. Hcrror on
home video rents and sells year
round. It's become a major
profit category for both home
video vendors and retailers.
The VSDA :laims the horro-
category accounted for 8% of
the total vide> software dealer
dollar volume last year and is
growing fast. Many analysts,
though, say it's higher since
the genre crosses over at times
to science fiction and action/
adventure. All the major home

video program suppliers rave
increasingly deeper horror se-
lections, while numerous,
smaller independents ars now
specializing in horror.

While many home video
manufacturers have fashionad
their most sophisticated Hal-
loween releases and promo-
tions to date (a natural tie-in;
RCA/Columbia Pictures Home
Video, in fact, deliberately
timed the street date of
“*Ghostbusters’ for Oct. 31),
the video retailer should under-
stand that horror is a year-
round category.

In fact, some observers fzel
summer is an even stronger
time for horror rentals sirce
school’s out and teenagers rep-
resent a prime target demo-
graphic for horror video. But

(Continued on page HV-4)
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Everyday Is Halloween Night For
Horror-Happy Video Vendors

“Friday The
13th Part V”
(Paramount
Home Video)

A Billboard Spotlight

MANUFACTURERS FEED PUBLIC'S
INSATIABLE APPETITE FOR HORROR
WITH TITLE TREATS TO TICKLE
TERROR BONE

These manufacturers are releasing the following
horror-related titles for the fourth quarter:

BS-FOX VIDEO: Key Video (division of

CBS-Fox) for October: “Inferno,” ‘‘Race

With The Devil,” "Cat’'s Eye,” “The House

On Haunted Hill” and ““Night School.” No

releases for November for CBS-Fox label.
December lineup not set at presstime.

EMBASSY: For October: “The Fog,” "“Witch's

Brew,” “The Evil,” “Rituals” and “The Vampire Lov-
ers.” No releases for November and December.

INTERNATIONAL VIDEO ENTERTAINMENT:

ber.

NEW WORLD VIDEO: October: “Transylvania 6-
5,000.” No releases for November and December.

PARAMOUNT: September: "‘Friday The 13th
Part V: A New Beginning.” No releases for October
or November. December lineup not set at press-
time.

PRISM ENTERTAINMENT: For October: ““The
Mind Snatchers” and “The House That Dripped
Biood.”

RCA/COLUMBIA: For September: ‘“Zombies Of

(Continued on page HV-8)

Thriller Video (division of IVE), for October: “Char-
lie Boy," “Cyclops,” “Dracula’ and “The Picture Of
Dorian Gray.” For December: “Alabama’s Ghost”
and “Turn Of The Screw.” No releases for Novem-
ber.

Monterey Home Video (division of IVE), for Octo-
ber: ““Once Upon A Frightmare.” For November:
“The Flesh And Blood Show.” For December: “The
Brain From Planet Arous.”

No fourth quarter releases for Family Home En-
tertainment.

MAGNUM ENTERTAINMENT: Releases under
“Black Magic’' theme include: “The Legend Of
Sleepy Hollow’™ and “‘Dr. Jekyll’s Dungeon Of
Death.”

MCA: For October: “The Mummy.” No releases
for November and December.

MEDIA HOME ENTERTAINMENT: For October:
“Creature.” No releases for November and Decem-

HORROR

NEW VCR OWNERS
STOCKING UP FOR NIGHT
AT THE ‘SCARIES’

“Horror is one of our top categories’’—Lee Hack-
man, Advertising Director, Video Store, Cincinnati

lthough many home video stores or de-

partments feature horror as part of an an-

nual Halloween promotion, more and

more retailers are seeing the genre as a

year-round traffic builder. “We feature
horror a couple or three times a year,” says Lee
Hackman, advertising director, Video Store, Cincin-
nati. “We often combine horror with sci-fi and fanta-
sy is often grouped with sci-fi,” he adds, indicating
a goodly amount of product can be featured.

Of course, featuring horror can be overdone and
Hackman cautions even when planning an in-store
extravaganza, “‘Remember that there will be regular
business people not at all interested in horror, that

“Ghostbusters” (RCA/Columbia Pictures Home Video)
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Above: “Psycho
n” (MCA
Home Video)

Left: “Ghoulies”
(Vestron Video)

“Gremlins”
(Warner
Home
Video)

you don’t want to turn away.”
“We still have the bloody curtains’’—Barbara Bor-
ders, President, Kansas City VSDA Chapter

One re-occurring element in surveying home vid-
eo principals on how they regard horror is that of
saving props. In Overland Park, Kan., Barbara Bor-
ders, Continental Video and head of the Video Soft-
ware Dealers Assn. (VSDA) chapter locally, notes
that a set of bloody curtains that was part of a pro-
motion for “Psycho I’ has been held back for fu-
ture use. “We have a whole collection of things,”
she says of the Continental’s cache of goodies.
“Create an atmosphere in the store”—Troy Coo-
per, director of field operations, 500-unit National
Video, Portland, Ore.

It's one thing for a single store like Continental
Video to gear up for a horror splash and quite an-
other when it comes to directing a large national
chain of video stores like National Video, the na-
tion’s largest franchise chain with more than 500
stores.

Interestingly, the most effective elements of pro-
motions are those things they do for themselves,
says Troy Cooper, director of field operations at Na-
tional in Portland, Ore. While noting the national of-
fice sends its franchises myriad items on a regular
basis, Cooper says, ‘“The most effective things are
those the stores do on their own. It creates an atmo-
sphere. Things like having the staff dress up. It all
creates word of mouth and is totally effective.”

(Continued on page HV-4)

ON THE COVER—From top left: “'Carrie,” (CBS-Fox);
“Nightmare On Elm Street,” (Media Home Entertain-
ment); “Elvira,” (IVE/Thriller Video); ‘‘Funhouse,”
(MCA Home); “Friday The 13th, Part }l,” (Paramount
Home Video); “‘Firestarter,” (MCA Home); ‘“‘Jaws,”
(MCA Home Video); “C.H.U.D.,” (Media Home).
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(MCA Home
Video)

“Halloween I}’

How to Sell Horror As A

Year-Round Traffic Builder

“Cat’s Eye”
[Key Video)

“Alien” (CBS-Fox Video)

EMPLOYEES TURN INTO ‘GREMLINS’

hosts, ghouls and goblins—n2t to mzntion
things tkat go “bump” in the nigh—will
be turning up in video stores all around
the country late in October, as retailars crank up
their annual horrar-movie promotiona extravagan-
zas for Halloween The release of the RCA/Colum-
bia blockbuster “GGhostbusters,” due in late Octo-
ber, is expected to provide additional promational
impetus in the days preceding the hol day.

But horror titles are not a Halloweer -only catego-
ry, video retailers say. According to tre VSDA, hor-
ror movies accounted for 8% of the to-al videa soft-
ware dollar volume last year; many vid=o0 specialists
report that the cetegory’s share in their stcres is
even higher, ranging as high as 45 % of their rental
turnover. And most say horror films do well year-
round.

“We really don't have to promote horror titles—
our customers take them out as fast as we can get
them,” says Art Ross, owner of Tampa Video Sta-
tion in Tampa. “Maybe they all lead vi:arious, frus-
trated lives, and get their kicks from being scared.”
Horror movies represent 6.8% of Tampa Video

“Friday The 13th—The
Final Chapter” (Para-

mount Home Video)

AND ‘GHOSTBUSTERS’ BEFORE
CUSTOME]RS’ EYES

CATHY CICCOLELLA

Station’s inventory of slightly over 3,000 titles, and
while the genre does well all year long, **around Hal-
loween that’s what everybody wants,” according to
Ross. To help his customers find what they want, he
cranks a list of all horror titles in inventory out of his
computer, prints it up on orange paper, and distrib-
utes it during October.

No other promotion is really necessary for the
category at this time of year, Ross feels: *"Horror
really takes care of itself around Halloween. Cus-
tomers are constantly asking what we have that

(Continued on page HV-8)

RENTALS DOMINATE
BUT MORE SALES
FOLLOW LOWER PRICES

b

y
MARCIA R. GOLDEN
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rom 1940s classics to modern day pull-
the-cover-over-your eyes thrillers, retail-
ers agree, the horror movie genre is a win-
ner. Rentals lead the way in overall
popularity, but retailers report rising sales
figures as more and more horror video cassettes
are priced for quick sell-through.

“Horror video is really strong for us, especially in
comparison to other categories,” says Dave Strehle,
assistant manager of the Video Store in Cincinnati.
““Comedy is still number one, but horror is easily se-
cond.”

According to Strehle, “The Evil Dead,” “‘Dawn Of
The Dead,” and "'Twilight Zone"' are among the Vid-
eo Store’s top rental titles. “The Shining,” priced at
$79, is a “fairly frequent seller as well as a popular
rental,” he adds.

It comes as no surprise that teenagers are most
enticed by horror movies. The Video Store's cus-
tomer is no exception. ‘*Horror movies are mainly
big weekend rentals, and they're very popular at
parties among the teenage crowd. This age group is
definitely most attracted to them,”” Strehle reports.

With Halloween just around the corner, Lee Hack-
man, promotions director for the Video Store chain,
is gearing up for four weeks of classic horror. *'The
two biggest hits on video cassette, this year, are
‘Ghostbusters,” and 'Beverly Hills Cop,” "’ he says.
“No matter what else anyone decides to do for Hal-
loween, everything's going to be overshadowed by
the success of these movies. That's why I'm taking a
different approach to Halloween by promoting the
old classic horror films.” Throughout the month of
October, all eight stores will highlight movies each
week, featuring a different famous actor. The first
week, Hackman says, "is Boris Karloff week, the
second, Vincent Price week, the third, Bela Lugosi
week, and the fourth week is reserved for Peter
Cushing movies.”

Besides the October weeklies, other Halloween
(Continued on page HV-6)
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Tracking Strange Footprints
on the Charts

HORRORBEAT

If anything can be dis-
cerned about the best-renting/
selling horror titles for the past
year, it's that home video con-
sumers like their terror in all
shapes and sizes.

The ‘““horror meter’ knows
no boundaries. Zombies, mu-
tants, deranged murderers,
killings-per-minute (kpm’s),
mutilations, wholesale destruc-
tion, psychological torture—it
all goes. And the more original,
the better.

Home video horror enthusi-
asts appear to like stories
about children with the psychic
ability to start fires at will, or
nightmarish shared dreams
about horrible killings that turn
into reality.

They also enjoy fantasy ad-
ventures about pintsized, gro-
tesque mischief makers that
are both scary and cute. Popu-
lar, too, are the mutilated deni-
zens of the underground that
appear at night for dinners of
human flesh.

Also a hit is the unknown, un-
seen murderer as epitomized
by Jason, the hockey-masked
butcher of the ‘‘Friday The
13th” series. Then there’s the
terror-laden inanimate object
such as the deadly, 1958 red
and white Plymouth *‘Chris-
tine.”

Analyzing the best-renting/
selling horror-oriented titles of
the past year gives retailers a
good “‘hit list’’ of titles they
need to have if they want to
have a core terrior library.

The recap also suggests that

the major program suppliers
dominate the list but retailers
should also keep in mind that
similar plot threads run
through hundreds of horror
movies.

If “Firestarter” is popular, a
retailer should be familiar with
other titles that feature charac-
ters with equally bizarre psy-
chic abilities.

There’s also a strong correla-
tion between between good
box office activity and home
video action.

While terror rents and sells,
it's also apparent from the top
titles that consumers appreci-
ate intelligent plot lines with
good production values. They
also enjoy first-class directors
and hot-selling novel transla-
tions. John Carpenter and Ste-
phen King teamed for a win-
ning combination for RCA/
Columbia’s “Christine.”

In fact, three of the top home
video horror titles are adapted
from King stories—MCA’s
“Firestarter,” RCA/Columbia’s
“‘Christine’”” and Embassy’s
“Children Of The Corn.”

For the fall, both
“Ghostbusters’ and ‘““Grem-
lins’’ should lead the terror
pack, as well as other newer
and catalog titles that have
strong Halloween promotions
backing them.

Classics, too, should not be
neglected, such as Alfred
Hitchcock’'s “Psycho,” a peren-

nial favorite.
JIM McCULLAUGH

HORROR VIDEO CHART REVIEW

1985,
ment)
. GOULIES (Vestron)

Home Video)

Entertainment)

[=2¥} ONOO W N =

b

This chart recaps horror titles appearing on Billboard’s video-
cassettes rental chart from Sept. 29, 1984 to Sept. 28,

.FIRESTARTER (MCA Home Video)
. NIGHTMARE ON ELM STREET (Media Home Entertain-

.FRIDAY THE 13TH—THE FINAL CHAPTER (Paramount

. C.H.U.D. (Media Home Entertainment)

. LAST HOUSE ON THE LEFT (CBS-Fox Video)

. CHRISTINE (RCA/Columbia Pictures Home Video)
. CHILDREN OF THE CORN (Embassy Home

. DEATHSTALKER (Vestron)
. TERROR IN THE AISLES (MCA Home Video)

HORROR

STOCKING UP

(Continued from page HV-2)

National, though, is going all
out this Halloween with
“Ghostbusters” as an obvious
takeoff point. “We're sending a
four-page brochure suggesting
things stores can do from con-
structing styrofoam ghosts to
hang on the ceiling to making
costumes from items like vacu-
um cleaner hoses.”

““Go shopping at your local
craft store”’—Carol Pough, co-
owner, Videocassettes Unlimit-
ed, Orange County, Calif.

Another retailer who believes
in maintaining a large prop de-
partment is Carol Pough. She
and her husband John, who's
national VSDA president, own
Videocassettes Unlimited in
Santa Ana and Stanton in sub-
urban Los Angeles.

Pough says she plans to
have as a central motif in both
stores a graveyard complete
with cobwebs and ragged pick-
et fence. She says the local
craft stores are the best place
to pick up props. “We're doing
all the display cases in orange
crepe paper with pumpkins.”

Reiterating the point of sav-
ing things, Pough says for a
coloring contest running in
conjunction she is using a Dis-
ney sheet ‘‘that came with a
promotion a couple of years
ago. | couldn’t use it at the time
but | saved it.” Now children
under 12 are involved in a con-
test to color the headless
horseman, adding lower demo-
graphics to the total promo-
tion.

As with others surveyed, the
horror promotion at Videocas-

settes Unlimited will run the
entire month of October. The
idea to get as much mileage as
possible out of the promotion
but without overdoing it to the
point where no one notices
anymore says Pough.

‘“We don’t like to repeat
props”—Michael Betker, Man-
ager, Audio Video Plus, Hous-
ton

Possibly no home video re-
tailer is more expert in doing
elaborate promotions than Lou
Berg and Susan Gee at Audio
Video Plus, Houston. The pair
have won so many vendor con-
tests that they have prize trips
stacked up like jets over JFK.

The Houston store is among
those that likes to feature hor-
ror at times other than Hallow-
een, according to Michael
Betker, manager. “We like to
do horror at other times just to
break things up at little.”

One of Audio Video Plus’
prize-winning displays was the
Michael Jackson's “Thriller.”
Betker says parts of the plaster
monster manikins ‘‘are not
missing. We could recreate
these, but we don't like to re-
peat props.” The store main-
tains a collection of props in a
warehouse.

*“Not all horror is good hor-
ror’’—Bob Ross, Tampa Video
Station, Tampa

A tendency when retailers
are planning a promotion
around horror is to drag in too
many items or titles that are
“nothing more than schlock,”
says Bob Ross, whose family
operates Tampa Video Station.
“There's a lot of low budget
things around, just gore.”

“Our image is more with the
classics. We have a tremen-

dous library of musicals. We
don’t really emphasize horror
that much and don’t usually
promote that genre other than
at Halloween.”

Ross, who has left the video
store to take up work as a film
critic with a local newspaper,
believes possibilities exists,
however, for doing promotions
around Alfred Hitchcock and
other noted directors in the
horror field.

“Be sure to inform local me-
dia”"—Lee Hackman

One vital suggestion comes
from Hackman in Cincinnati.
He says he always sends out
press releases to radio, tv and
print. “‘They’'re often looking
for feature items and visuals.
We've had great luck in getting
local exposure for our promo-
tions.”

Hackman, in fact, ticks off a
number of preparatory steps
to launching a horror video
promotion, or any other one for
that matter. “*‘Advertise it in the
movie sections of the newspa-
pers. Send out flyers and have
them available on the counter.
Plug the promotion on your
movie hotline (i.e., the tele-
phone call-waiting or after-
hours recorded message). Be
sure the promotion is in your
calendar and/or newsletter
that goes out to all rental cus-
tomers.”

Some general observations
Hackman offers include the
strange fact that horror seems
to do poorly in videodisk.
“That’s strange when you con-
sider ‘Ghostbusters’ will be
just $29.95 on laserdisk.” He
advises to maintain horror as a

section away children’s.
EARL PAIGE

HORROR VIDEO

(Continued from page HV-1)

Mom and Dad enjoy the horror
flick late at night whether they
care admitting to being “‘closet
horror freaks'” or not.

Another factor fueling the
horror rental pump is that
many terror titles are still high-
priced. Often times, too, some
cult horror films have short
box office lives and the word-
of-mouth coincides with home
video release. Horror titles are
also highly repeatable since
“horror junkies” enjoy being
scared over and over again.
The big horror box office
films—such as *'Ghostbusters”
or “Gremlins”—of course, will
also do well in the home video
arena.

How does it all translate into
more activity and profits for
the home video merchant? It's
not enough to say people enjoy
being scared. It's not enough to
buy in for Halloween, the most
obvious merchandising scenar-

io. That's a given. Of course,
stores have committed to hor-
ror titles and accompanying
promotions prior to Halloween.
The point is that horror works
12 months a year.

Here are only a few sugges-
tions from manufacturers and
retailers on horror video mer-
chandising:

e Create a special horror
section in the store. Many have
already done that. Give that
section a more distinctive look
... more than a sign. Create a
generic, in-store point-of-pur-
chase tool.

e Hang onto manufacturer
Halloween point-of-purchase
materials that can be recycled
throughout the year. Take full
advantage of vendor offerings.
Some dealers are going one
step further . . . buying or mak-
ing their own clever in-store
displays with props and other
easily obtainable material.

o Create horror video events
without manufacturer input.
““Horror days'’ or weekends
can be orchestrated with con-

tests, in-store and even out-
side-store displays, and staff
can even wear costumes. That
can also lead to local media ex-
posure (as well creative local
advertising) which will create
even more traffic.

e Emphasize classics as well
as front-line horror titles. “Psy-
cho,” for example, can be a pe-
rennial horror renter. Whole
promotions, even contests, can
be cast around horror direc-
tors such as Alfred Hitchcock,
or actors such Boris Karloff.

e Stores that are computer-
ized can isolate the frequent
horror renters. That list can be
the target of horror direct mail
campaigns and contests.

e The sale customer can be
given added incentive. Tie-ins
with local movie houses are
possible (seeing a horror flick
at the local Bijou canearna $1
off normal rental price on a
horror title at Fred’s Video, for
example). A purchaser of “‘Fire-
starter’” or “Christine” can be
given a free copy of the Ste-
phen King novel.
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A Billboard Spotlight

OUR PAST HITS ARE LEGEND...
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and burned five men beyond recognition...
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(Continued from page HV-3)

promotions are left up to indi-
vidual store managers,he re-
ports. “In the past, we've had
Halloween displays, costume
contests and free bags of pop-
corn given to anyone who
comes into the store dressed in
a costume.”

Every weekend, the Video
Store highlights a different
movie genre, and offers club
members $1 rentals, as com-
pared to the usual $3 rental
price. ““Horror movies were
just featured Sept. 6-7, and
they come up about once every
two months. We started this
promotion about five months
ago. And as a result, people
don’t just come into rent one
horror movie, they walk out
with seven or eight at a time.”

Like Strehle, Hackman be-

| lieves the 25 and under age

group is most attracted to hor-
ror movies. “Most of the mov-
ies are about a group of teen-
agers who go away to a house
on a lake, and a madman with a
chainsaw attacks them. It's
kind of silly, but they just love
to be scared.”

At North American Video
Ltd., based in Durham, N.C.,
horror, science fiction and fan-
tasy movies are all grouped to-
gether to form one genre, re-
ports Gary H. Messenger,
president and owner.

“This group is one of the
most popular, and everyone
has a favorite, regardless of
age. The range goes from
young to old. No particular age
group is more interested than
another,” he says.

Unlike other retailers whose
horror collections are just that,
horror, North American Vid-
eo’s collection includes movies
from the ‘Right Stuff,’ to ‘Cloak
And Dagger,’ to the ‘Neverend-
ing Story,” ‘Close Encounters,’
and ‘Frankenstein.” “There's
really something for everyon-
e,” Messenger adds.

Messenger is selective in the
horror titles he carries. | re-
fuse to carry the movie ‘Faces
Of Death’ because | have to
have limits. There's enough to
be seen in the way of fantasy
and classic horror, that | don't
need a movie that shows peo-
ple and animals dying, around
the world.”

His philosophy about adver-
tising and promotions, in gen-
eral, is that hjs stores sell en-
tertainment, and not a
particular genre. ‘| carry
things that cross over all lines
of taste, and lay out everything
in front of my customers. They

BILLBOARD NOVEMBER 2, 1985
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can choose whatever they want |
to see. If a new horror title |

comes out, we'll put that in an ] . . )
ad, but we won't just advertise | What Lady Cadaver means is United Home Vidz0's is crawling with thrills. Plus THE TOOLBOX

horror or science fiction, or any terror-ific line-up of horror videos will bring them back MURDERS, a hand crafted bit of horror that St.ephen
other genre.” for more all year long. King says is one of the 10 scariest movies on video

. Right now, Messenger says, They'll scream for the first made-for-home video movie cassette!

Nightmarg=On Elm Street; BLOOD CULT. a gory story in the tradition of “Friday But this is only the beginning. Our crypt is filled with
Se”'nf for $79'|<‘|95’ ~ (tj)oth rtnsl The 13th”. And DOCTOR GORE, a gruesome little vampires, ghosts, killers and thrillers just waiting to be
nUMoer one setler and rental | terror treat (the Doc is such a cut up!). Nomirated for released, to chill you to the bone.

T Horror is one of my best | Best Horror Film of 1977, KINGDOM OF THE SPIDERS

categories in rentals,” reports |
Karen Yokel, software buyer ‘I
for the Atlanta-based Video '
Warehouse chain. “We have a
lot of sell-through on individual ]
titles like ‘Nightmare On EIm
Street,” and ‘Psycho,” and we |
sell a decent amount, but nota |
whole lot. Price is really the
most important selling feature.
A bunch of horror video cas- |
settes are coming out in Octo-
ber, and we'll have a whole wall {
display for Halloween, espe-
cially on sell-throughs.” Ac- ‘
cording to Yokel, the stores al-
ways stock sell-through
cassettes, and work out return ‘
policies with distributors if the
movies don't sell.

Although rentals are still |
more popular than sales in this
category, Yokel says that more ‘

wbiods pieoana v

and more people are beginning
to collect movies for their
home libraries. *'If a studio pro-
motes a movie at the right
price (which she feels is
$25.95-$34.95), then people
will buy it. A lot of the horror
movies are $79.95, and that’s
just too high.”
Marianne Black, owner of the
Video Station in Oakland, Calif.
agrees with Messenger, and
believes that people of all ages
are attracted to horror movies.
“People love that kind of sus-
pense, and these movies are
very popular, have always been
popular, and | really think will
always be popular.”
Like other retailers sur-
veyed, Black's employees are
asked to recommend their fa-
vorites to customers, and this,
she says, usually determines
what the most popular movies
are. “Movies like ‘Friday The
13th," and ‘The Amityville Hor- ! o i s
ror' are pretty big sellers, and o L G ' X
‘Friday The 13th’ is alsoone of | § ' X
our biggest rentals,” she adds.

“Classics like ‘Dracula,’ and : '
Frankenstein’ only 4o ouer woll CALL YOUR DISTRIBUTOR TODAY stell him Lady . ) UNITED

if they haven't been on tv for a Cadaver sent you.) and make our mavies Forever Yours. HOME \/||'§)E‘(j
long time. If they're broadcast P.O.P. HOTLINE 800-331-4077 . =
on a regular basis, it just
doesn’t pay to carry them.”
Black doesn’'t have any spe-
cial promotions lined up for
Halloween, but will add about
30 new titles to the horror
genre sometime in the next
month.

BILLBOARD NOVEMBER 2, 1985
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Haunting the

HORROR
HOUSES

The following is a quick-refer-
ence list of most program sup-
pliers who offer horror-orient-
ed titles. Retailers are
encouraged to haunt them for
product.

ACADEMY HOME
ENTERTAINMENT

341 North Maple Dr.
Beverly Hills, Calif. 90210
(213) 659-0701 or

(800) 972-0001

ACTIVE HOME VIDEO

211 South Beverly Dr.
Beverly Hills, Calif. 90212
(213) 274-8233

A & H VIDEO

430 West 34th St.

New York, N.Y. 10019
(212) 582-6405

ALL SEASONS
ENTERTAINMENT

18121 Napa St.
Northridge, Calif. 91325
(818) 886-8680 or

(800) 423-5599

AVT/EVI

1116 Edgewater Ave.
Ridgefield, N.J. 07657
(201) 941-4404 or

(800) 645-7186

THE BARNHOLTZ
ORGANIZATION

8831 Sunset Blvd.

Los Angeles, Calif. 90069
(213) 208-6444

BEST FILM AND VIDEO

98 Cutter Mill Rd.

Great Neck, N.Y. 11021
(516) 487-4515
BLACKHAWK FILMS

1235 West 5th St.
Davenport, lowa 52802
(319) 323-9736

CABLE FILMS

Country Club Station
Kansas City, Mo. 64113
(913) 362-2804

CBS-FOX VIDEO

1211 Ave. Of The Americas
New York, N.Y. 10036
(212) 819-3222
CENTURY DISTRIBUTING
16153 Cohasset St.

Van Nuys, Calif. 91406
(818) 786-2846 or

(800) 423-2304
COAST-TO-COAST

FAMILY VIDEO

85 East Hoffman Ave.
Lindenhurst, N.Y. 11757
(516) 957-5520
CONTINENTAL VIDEO
2320 Cotner Ave.

Los Angeles, Calif. 90064
(213) 477-8055
EMBASSY HOME
ENTERTAINMENT

1901 Ave. Of The Stars
Los Angeles, Calif. 90067
(213) 553-3600
IVE/THRILLERVIDEO
21800 Burbank Bivd.
Woodland Hills, Calif. 91365-
4062 (818) 888-3040
KARL/LORIMAR

HOME VIDEO

17942 Cowan

Irvine, Calif. 92714

(714) 474-0355

KEY VIDEO

1298 Prospect Ave.

La Jolla, Calif. 92037
(619) 459-0500

KING OF VIDEO

3529 South Valley View Blvd.
Las Vegas, Nev. 89103
(800) 634-6143
MAGNUM ENTERTAINMENT
1940 South Cotner Ave.
Los Angeles, Calif. 90025
(213) 479-0946

MCA HOME VIDEO

70 Universal City Plaza
Universal City, Calif. 91608
(818) 508-4300

MEDIA HOME
ENTERTAINMENT

27 30 Buckingham Parkway
Culver City, Calif. 90230
(213) 216-7900

MGM/UA HOME VIDEO
1350 Ave. Of The Americas
New York, N.Y. 10019
(212) 408-0600

MPI

15825 Rob Roy Dr.

Oak Forest, lll. 60452
(312) 687-7881

NEW WORLD VIDEO

1888 Century City Plaza
Century City, Calif. 90048
(213) 201-0741
PARAMOUNT HOME VIDEO
5555 Melrose Ave.
Hollywood, Calif. 90038
(213) 468-5000

PRISM ENTERTAINMENT
1875 Century Park East
Los Angeles, Calif. 90067
(213) 277-3270
RCA/COLUMBIA PICTURES
HOME VIDEO

2901 West Alameda
Burbank, Calif. 91505
(818) 954-4950

REPUBLIC PICTURES CORP.
1236 Beatrice St.

Los Angeles, Calif. 90066
(213) 306-4040

SONY VIDEO SOFTWARE
OPERATIONS

9 West 57th St.

New York, N.Y. 10019
(212) 371-5800
SPECTRUM VIDEO

5461 Sunset Blvd.

Los Angeles, Calif. 90028
(213) 461-3981
THORN-EMI/HBO

HOME VIDEO

1370 Ave. Of The Americas
New York, N.Y. 10019
(212) 977-8990
UNICORN VIDEO

20822 Dearborn St.
Chatsworth, Calif.

(818) 407-1331 or
(800) 52-VIDEO

UNITED HOME VIDEO
6535 East Skelly Dr.
Tulsa, Okla. 74145
(800) 331-4077

VCL COMMUNICATIONS
6330 San Vicente Blvd.
Los Angeles, Calif. 90038
(213) 933-5893
VESTRON VIDEO

1011 High Ridge Rd.

P.O. Box 4387

Stamford, Conn. 06907
(203) 968-0000
VIDAMERICA

235 East 55th St.

New York, N.Y. 10022
(212) 355-1600
VIDEATRICS

51 East 42nd St.

New York, N.Y. 10017
(212) 697-6188 or
(201) 229-2343

VIDEO DIMENSIONS

110 East 23rd St.

New York, N.Y. 10010
(212) 533-5999

VIDEO GEMS

731 North La Brea Ave.
Los Angeles, Calif. 90038
(213) 938-2385
WARNER HOME VIDEO
4000 Warner Blvd.
Burbank, Calif. 91522
(818) 954-6000
WIZARD VIDEO

5303 Sunset Blvd.

Los Angeiles, Calif. 90027
(213) 461-3981

WORLD VIDEO

8700 Wilshire Blvd.
Beverly Hills, Calif. 90211
(213) 659-5147

TITLE TREATS

(Continued from page HV-2)

Mora Tau,” “Torture Garden,”
“13 Ghosts,” “It Came From
Beneath The Sea' and “Return
Of The Vampire.”" For October:
“Ghostbusters.” For Novem-
ber: “‘Hellhole.” No releases set
for December.

SONY VIDEO SOFTWARE
OPERATIONS: Releases in-
clude: “Devil Bat's Daughter,”

“Strangler Of The Swamp,”
“The Brute Man,” *“The Woman
Who Came Back'' and “‘Mr.
Ace.”

THORN EMI: No new re-

leases for October or Novem-
ber. December lineup not set at
presstime.

VESTRON: For November:
“The Mutilator,” ‘“Terminal
Choice’" and “Don't Open Til
Christmas.”

WARNER HOME VIDEO: For
October: “The Nesting,” “The

Curse Of Frankenstein,” *Hor-
ror Of Dracula’ and ‘‘The
Mummy,"” all priced at $59.95.
For November: ‘‘Gremlins.”

CREDITS: Special Issues Edi-
tor, Ed Ochs; Assistant Editor,
Robyn Wells; Editorial Coordi-
nator, Jim McCullaugh; horror
chart compiled by Billboard
Research Dept.; Design, Anne
Richardson-Daniel; Cover,
Douglas Brian Martin,/Design
& Direction Inc.

EMPLOYEES

(Continued from page HV-3)

they can rent for Halloween
parties. And since we generally
have only one copy of each ti-
tle, if we did a big advertising
splash on horror for Halloween
we might have a problem with
people finding that the titles
we've advertised are already
out when they come in for
them.”

Horror is a profitable catego-
ry year-round for Paul Kasley,
owner of Take One Video in Ho-
boken, N.J., and he gives those
titles special promotional em-
phasis periodically during the
course of the year. In Septem-
ber, for example, he had a spe-
cial ‘rent one, get one free’ of-
fer on any title that showed
teeth on its package. “We ad-
vertised it by putting a grinning
skull in our ad,” Kasley says,
“and did very well.”

Kasley has one firm rule
each Halloween: each employ-
ee must show up for work in
costume on Halloween Day.
Any customers who turn up in
costume that day get a free
rental, as well. He plans to dec-
orate the store in an appropri-
ate motif, with bats and other
emblems of the season, and
have bowls of candy available
for trick-or-treaters.

““Horror titles represent
about 15% of our stock, and
they always do well,”" he ex-
plains. ‘“‘But on Halloween Day
it gets crazy—we could have
27 copies of the movie ‘Hallow-
een’ and it wouldn't be
enough!”

Horror films are even bigger
business for Precision TV, in
Bellwood, lll., according to the
store's video-software buyer,
who calls himself Mr. Z; he says
the category may represent as
much as 45% of the store’s in-
ventory.

‘*Year-round, horror films
move—everyone wants them,”
he says. To draw even more
traffic around Halloween, Pre-
cision TV showcases its horror
collection at the front of the
store a week or two before the
holiday, ‘“‘so it's the first thing
the customer sees when he or
she walks in.” The store is dec-
orated with orange-and-black
streamers and hand-painted
masks, and this theme is re-
peated in window displays as
well. Special radio commercials
also use a Halloween tie-in.

This year, Precision TV will
be using ‘‘Ghostbusters’ for
some extra Halloween impact.
As it does with other block-
buster titles, the store will offer
a $5 discount for pre-orders
until the movie is in stock.

Halloween is a major promo-
tional event for Gail Pierce,
owner of Video Exchange in

Brandon, Fla. “We always deco-
rate the store for Halloween,”
she says, although a store ex-
pansion currently underway
may put a crimp in this year’'s
decorating plans. Normally,
however, she hangs a Dracula
effigy over the cash register,
brings in pumpkins, gourds,
and hay, and groups all her
horror titles in the center of the
store under a banner marked
“Scaries' (a term Pierce pre-
fers to “horror™).

“We have about 3,000 titles
in stock, and may 300 of them
are scaries,” she says. “Five
years ago the category was a
mainstay of the business, but
today it's dropped to some-
where between 10 and 20%. |
think the reason it's not as pop-
ular is that the quality and
quickness of release of other
types of movies has picked up.
Also, since we have a larger se-
lection now, customers have
many other titles to choose
among. But we always do pro-
mote it, not only with in-store
decorations but also with win-
dow displays and Halloween art
in our advertising at this time
of year.”

October's surge in horror
rentals sometimes spills over
into November as well at Video
Stop in Costa Mesa, Calif., ac-
cording to manager Scott
Dicken: **Many times custom-
ers will spot titles during our
Halloween promotion that
they've been wanting to see, so
they come back after Hallow-
een is over to get them.”

Horror films rent well
throughout the year at Video
Stop, Dicken says, ‘‘but the
business nearly doubles in Oc-
tober.” To help encourage that
spurt in rentals, he hangs
props such as skeletons along
with horror-movie posters
prominently in the store, and
sets up a special section for the
genre a week or so before
Thanksgiving, along with a win-
dow display.

Year-round, horror films rep-
resent about 20% of Dicken’'s
volume, “‘but it's almost entire-
ly a rental business—we get
very few sales in the category.”

Connie Sherman, tape-club
manager for Antin House of
Video in Overland Park, Kan.
has had similar experiences
with horror titles. “We do well
with the category most of the
year,” she says. “One constant
source of business is teenagers
renting scary movies for slum-
ber parties. But a lot of cus-
tomers only pay much atten-
tion to buying horror titles at
Halloween—the rest of the
year they'll rent them, but it
has to be pretty special for
them to want to buy it.”

HORROR
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Creative Crossover. Mark

Mawrence, center, and Larry
Lachman, right, partners in Earth Sky
and Open Sky Productions of Los
Angeles, look at a book featuring the
art of Patrick Nagel, while Alfred van
der Marck, president of the book
publishing imprint that bears his name,
looks on. Mawrence's “The World Of
Nagel” music video, which is being
utilized in bookstores to highlight the
work, has just won a CINE Golden
Eagle Award in the music video
category.

VH-1 TURNOUT SPARKS CMA AWARDS

Network’s Support Stimulates Country Clip Exposure

BY JIM BESSMAN

NEW YORK A massive turnout of
upper-echelon VH-1 staffers at last
week’s Country Music Assn.(CMA)
awards show is seen by the Nash-
ville music community as a major
boost for country video.

Label executives and organiza-
tion chiefs expressed excitement at
the heavy and very active VH-1
presence, and noted that an in-
creased interest in country by VH-1
could signal an upswing in country
music video production,

The VH-1 contingent was made
up of four vice presidents and the
entire talent relations team, and in-
cluded Les Garland, senior vice
president of programming, MTV/
VH-1; John Sykes, vice president of
programming, MTV/VH-1; Kevin

New Video (lips

This weekly listing of new video
clips generally available for pro-
gramming and/or promotional
purposes includes: Artists, title,
album (where applicable)/label,
producer/production house, di-
rector. Please send information to
Billboard, New Video Clips, 1515
Broadway, New York, N.Y. 10036.

AC/DC

Shake Your Foundation

Fly On The Wall/Atlantic

lan Brown/Keller Thornton Productions
Brian Ward

BRIAN ADAMS & TINA TURNER
It's Only Love

Reckless A&M

HBO

Dawid Mallet

JEFF BECK
Ambitious
Flash/Epic

Jim Yahich
Paul Flaherty

BIG AUDIO DYNAMITE
The Bottom Line

This Is Big Audio Dynamite Columbsa
Kevin Hewitt

Don Letts

CLARENCE CLEMMONS
You're A Friend Of Mine
Hero/Columbia

Beth Broday/N Lee Lacey

Ed Griles

COCK ROBIN

Tonight You Were On My Side
Columbia

Nick Myers ‘Aldabra

Chris Gabrin

CRUZADOS
Motorcycle Girl

Anista
Modern Productions
Mark Robinson

ROGER DALTRY
After The Fire

Under A Raging Moon Atlantic
Roger Daltry/Graham Hughes
Roger Daltry/Graham Hughes

DION & FRIENDS (Eiton John, Gladys
Knight, Stevie Wonder)

That’s What Friends Are For

Friends, Anista

Razor Productions

John House

DIVINYLS
Pleasure And Pain
What A Life! Chrysais
Dawid Hanna

Philippe Mora

DAVID FOSTER

Love Theme From St. Eimo’s Fire
St EImo's Fire Atlantic

Alexis Omeitchenko Pendulum Productions
Tony Greco

FULL FORCE
Girl If You Take Me Home

Columbia
Simeon Soffer/Pantalich
Simeon Sotfer

HEAVEN

Knockin’ On Heaven’s Door
Knockin® On Heaven's Door/Columbia
Curt Marvis/The New Company

Wayne Isham

RUPERT HINES/CY CURNIN
With One Look

Better Dif Dead Soundtrack/A&M

Wolfe Company

Francis Delia

INXS

This Time

Listen Like Thieves Attantic
Peter Sinciair’Media Lab
Godley & Creme

MICK JAGGER
Hard Woman

She’s The Boss, Columbia
Digital Productions

John Whitney

KIX
Cold Shower

Midmght Dynamite Atiantic
Joel Hinman Scorched Earth Productions
Mark Reyzka

NICK LOWE & HIS COWBOY OUTFIT

| Knew The Bride When She Used To
Rock’N Roll

The Rose Of England/Columbia

Genevieve Davey

Sebastian Harnis

YOKO ONO

Hell In Paradise
Starptece/PolyGram
Kns P./Z Big Vision
Zbigmew Rybczynski

RAY PARKER JR.

Girls Are More Fun

Sex & The Single Man Arista
Spht Screen Production Company
Doug Nichols

PROPAGANDA
P’Machinery

A Secret Wish/ZTT. Istand
Knis P.,Z Big Vision
Zbigniew Rybczynski

RATT

You're In Love

Invaston Of Your Prtvacy Atlantic
Knis Mathur/Pendulum Productions
Marshall Berle

KENNY ROGERS

Morning Desire

Heart Of The Matter RCA

Dawvid W Warfieid/Beth Broday/Greenbriar Productions
David Hogan

RUSH

Big Money

Power Windows/PotyGram

Alan Weinnib/Champagne Productions
Rob Quartly

Metheny, vice president of VH-1,
Susan Binford, vice president of
press relations, MTV Networks,
Inc.; Laurie Zaks and Roberta
Cruger, both directors of talent re-
lations, MTV/VH-1; Bruce Leddy,
VH-1 producer/writer; and Rita
Coolidge, VH-1 VJ, who, as a re-
cording artist, was already well-
versed in country music. Before and
after the awards show, Coolidge
conducted 21 interviews with award
nominees, winners and presenters,
who were then flown back to New
York with Metheny the next day for
immediate one- or two-minute plug-
ins destined for VH-1 programming.
Congratulatory greetings by vari-
ous artists to the winners were also
shot as lead-ins to videos by winning
artists. These were to be used for 10
days following the awards show.

TOMMY SHAW

Remo’s Theme (What If)
A&M

Jerry Kramer & Michael Ader

Jerry Kramer

SHYTALK

Excuse Me
Columbia

Reverie Productions
Andrze) Bartowiak

SIMPLE MINDS
Alive & Kicking
Once Upon A Time, A&M
Knis P.

Zbigniew Rybczynski

SQUEEZE
Hits Of The Year
Cosi Fan Tutt Frutti A&M
Chip Miller Simon Stryker
lan Fletcher

STARSHIP

We Built This City

Knee Deep In The Hoopia RCA
Jason Braunstein Woife Company
Francis Dela

STING

Love Is The Seventh Wave
The Dream Of The Blue Turtle/A&M
Lor Frost The Moving Picture Company
Richard Longcrane

THE ADVENTURES
Another Silent Day

Chrysalis

Danny Nissam Chrysalis Productions
Jeff Baynes & Doug D'Arcy

THE LONG RYDERS
Looking For Lewis & Clark
State Of Qur Union/Island

John Mills, Island Fitms

Sebastian Harnis

THE SPECIAL AKA

The Special Remix
Free Netson Mandela/Chrysalis
Dawvid Nissam Ey2 Eye Films
Jeff Baynes

'TIL TUESDAY

Love In A Vacuum
Voices Carry/Epic

Paul Schiff/N Lee Lacey
Mick Haggerty

TROUBLE FUNK

Still Smokin’

Good To Go Soundtrack Island TTYED

Doug Ditge Sean Ferrer Mighty Productions & Good To Go
Blaire Novak

STEVIE RAY VAUGHAN

Change It

Soul To Soul Epic

Bob Jason & Gail Kramer Left Bank Productions
Josh Aronson

STEVIE WONDER

Part-Time Lover

In Square Circle/Motown

Karolyn Ali/Bilt Parker Productions
Bill Parker

Following the awards, the re-
maining VH-1 personnel attended
the BMI awards banquet and the
grand opening of the Willie Nelson
Exhibit at the Country Music Hall
of Fame and Museum. During the
day, they met with the major record
labels and industry groups, follow-
ing up on a “MTV and VH-1 User’s
Seminar” conducted in Nashville in
April by MTV Networks, primarily
to introduce the country industry to
VH-1.

“We want them to understand
that VH-1 is a 24-hour environment
with a country commitment equal to
other genres,” said Metheny, dis-
cussing the channel’s heavy sched-
ule in Nashville. “It plays great mu-
sic and country music is great mu-
sic. And we're immensely pleased
with the quality of product. [Hank
Williams, Jr.’s] ‘A1l My Rowdy
Friends Are Comin’ Over Tonight’
is one of the greatest videos I've
ever seen, and it will be a long time
before anyone makes one that’s any
better.”

Metheny, whose initial run for the
CMA Board was unsuccessful, add-
ed that Nashville was “better than
the rock 'n’ roll community” in rec-
ognizing that “you don’t buy cre-
ativity in videos, that great ideas
come from creative people.” He fur-
ther stated that the country music
industry possessed an inherent
sense of the “benefit of personal-
ity” as it pertains to video, “beyond
the fact that the songs are wonder-
ful.” Using the video for “The High-
wayman’ as an example, he noted
the “extraordinary amount of
charm and charisma that exists in
country music, and they seem to ex-
ploit it very, very well in video.”

A check with highly positioned
representatives of Nashville’s coun-
try music industry suggests that

the openness of VH-1 to country
video will stimulate the production
of the clips, which has thus far
lagged behind pop clip production
due to the expenses involved and
uncertainty about their promotional
value.

“The jury is still out on country
sales [from VH-1 programming of
country], but I think we’ll see an up-
swing,” said Judi Turner, director
of public information for the Coun-
try Music Assn. She added that VH-
1 provides the ‘“‘greatest hope for
exposure to country videos” due to
its day-long clip programming
schedule and its wider viewership
than competing outlets. She also
lauded VH-1's Nashville coverage
during the awards for featuring the
many country artists who don’t tour
the New York market and therefore
miss out on related VH-1 exposure.

Like Turner, Frances Preston, se-
nior vice president of BMI, main-
tained that the VH-1 effort will
have a dramatic impact on country
clip production. She was also
pleased that the network was
“reaching out and covering more
on-the-spot events relating to coun-
try music” like the CMA awards
show and last month’s Farm Aid
concert.

From the label perspective, Jim
Foglesong, president of the Nash-
ville Division of Capitol/EMI Amer-
ica, called the VH-1 commitment
“the most dramatic thing to happen
in video as far as country music is
concerned.” Noting that radio has
“virtually closed the doors” to our
type of product,” he declared that
VH-1 held the potential for expos-
ing the “mass appeal not limited to
just country’”” of many of his roster
of artists, and specifically credited
it with helping achieve sell-through

(Continued on page 46)
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ATTENTION
VIDEO PROGRAMMERS
LOOKING FOR THEME ORIENTED SOFTWARE?

| T 1T'S HERE AT LAST!

VIDEO PLACEMENT INTERNATIONAL

proudly presents
THE
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SERIES

VIDEO MONTAGES are spectfically designed to provide visual
enhancement to any and all musical formats.

VIDEO MONTAGES are snippets of fast moving comedy,
ORAMA, CHASES, NEWSREELS, CARTOONS. ROLLER
SKATING, OANCING, STUNTS, EROTICA. VIDEO GRAPHICS,
LASER LIGHT SHOWS, and all current MUSIC VIOEQS.

VIDEO MONTAGES are culled from the highest quality sources
to provide the finest reproduction, and are available in all formats.

VIDEO PLACEMENT INTERNATIONAL
240 East 27th Street, Sute 8L, New York, NY 10016 212-696-3207
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Billboarde
d Video Music Awards
Nominees

VOTE FOR ONE ONLY IN EACH CATEGORY

Best Direction
O PETE ANGELUS & DAVID LEE ROTH
David Lee Roth “Just A Gigolo/Ain’t Got Nobody”
Warner Bros.
O NIGEL DICK
Tears For Fears “Everybody Wants To Rule The World”
PolyGram
[0 JEAN BAPTISTE MONDINO
Don Henley "Boys Of Summer” Geffen
O JULIAN TEMPLE
Mick Jagger “Just Another Night” Columbia
O STEVE BARON, MICHAEL PATTERSON
& CANDACE RECKINGER
a-ha "Take On Me” Warner Bros.
Best Cinematography
O PASCAL LE BEQUE
Don Henley “Boys Of Summer” Geffen
O DOMINIC SENA
Bob Dylan "When The Night Comes Falling” Columbia
O PETER SINCLAIR
Madonna “Material Girl” Sire
_JDOMINIC SENA
David Lee Roth “Just A Gigolo/Ain’t Got Nobody”
Warner Bros.
O Michael Ballhaus
Bruce Springsteen “I'm On Fire” Columbia
Best Choreography
O BILLY JOEL
“Keepin' The Faith” Columbia
O EURYTHMICS
““Would | Lie To You” RCA
O KOOL & THE GANG
“Fresh” PolyGram
O DAVID LEE ROTH
“Just A Gigolo/Ain’t Got Nobody” Warner Bros.
0 GO WEST
“We Close Our Eyes” Chrysalis
Best Lighting
O WHAM
“Careless Whispers” Columbia
0 DON HENLEY
“"Boys Of Summer” Geffen
O MADONNA
“Material Girl” Sire
O PHIL COLLINS
“One More Night” Atlantic
O HALL & OATES
“Out Of Touch” RCA
Best Set Design
O BILLY JOEL
“Keepin' The Faith” Columbia
O EURYTHMICS
“There Must Be An Angel” RCA
O DAVID LEE ROTH
“Just A Gigolo/Ain't Got Nobody” Warner Bros.
OO DON HENLEY
“Boys Of Summer” Geffen
00 TOM PETTY & THE HEARTBREAKERS
“Don’'t Come Around Here No More” MCA
Best Editing
Oa-ha
“Take On Me"” Warner Bros.
O GODLEY & CREME
“Cry” PolyGram
O STING
“If You Love Someone Set Them Free” A&M
O MR. MISTER
“Broken Wings” RCA
O PHIL COLLINS
“Don’t Lose That Number” Atlantic

Best Computer Graphics

O DIRE STRAITS

“Money For Nothing” Warner Bros.
Oa-ha

“Take On Me” Warner Bros.
OO POWER STATION

“Some Like It Hot” Capitol
O STING

“If You Love Someone Set Them Free” A&M

O FISHBONE
“? Modern Industry” Columbia

Best Special Effects

O TOM PETTY & THE HEARTBREAKERS

“Don’t Come Around Here No More” MCA
Oa-ha

“Take On Me” Warner Bros.
0 GODLEY & CREME

“Cry” PolyGram
O DIRE STRAITS

“Money For Nothing” Warner Bros.

COPRINCE
“Raspberry Beret” Warner Bros.

Best Audio

O PHILLIP BAILEY with PHIL COLLINS
“Easy Lover” Columbia

O MADONNA
“Into The Groove” Geffen

O DAVID LEE ROTH

“Just A Gigolo/Ain't Got Nobody” Warner Bros.

O JEFF BECK & ROD STEWART
“People Get Ready” Epic

O DAVID BOWIE & MICK JAGGER
“Dancin’ In The Streets” EMI America
Best Costumes

[0 REO SPEEDWAGON
“One Lonely Night” Epic
O TINATURNER
“We Don’t Need Another Hero” Capitol

O EURYTHMICS
“There Must Be An Angel” RCA

O TOM PETTY & THE HEARTBREAKERS
“"Don’t Come Around Here No More” MCA

O DAVID LEE ROTH

“Just A Gigolo/Ain't Got Nobody"” Warner Bros.

Best New Adist

Oa-ha

“Take On Me” Warner Bros.
CITIL TUESDAY

“Voices Carry” Epic
OO WHITNEY HOUSTON

“You Give Good Love” Arista
OO LONE JUSTICE

“"Ways To Be Wicked” Geffen

OKING
“Love & Pride” Epic
Best Performance Male

O PRINCE
“"Raspberry Beret” Warner Bros.
O PHIL COLLINS
“Don’t Lose My Number” Atlantic

O DAVID LEE ROTH

“Just A Gigolo/Ain't Got Nobody” Warner Bros.

0O PAUL YOUNG
“Everytime You Go Away” Columbia

OSTING
“If You Love Someone Set Them Free” A&M

Best Performance Female

O SHEILAE.

“Sister Fate” Warner Bros.
O ARETHA FRANKLIN

“Freeway of Love” Arista
O MADONNA

“Material Girl” Warner Bros.
O ALISON MOYET

“Invisible” Columbia

O TINATURNER
“We Don’t Need Another Hero” Capitol

www americanradiohistorv.com

77 ... Billboard Video Music

Best Performance Group
O REO SPEEDWAGON
“I Do Wanna Know” Epic
O EURYTHMICS
“Would | Lie To You” RCA

COUSA FOR AFRICA
“We Are The World” Columbia

O TOM PETTY & THE HEARTBREAKERS
“Don’t Come Around Here No More” MCA

O DIRE STRAITS
“Money For Nothing” Warner Bros.

Best Concert Performance
0O DAVID BOWIE & MICK JAGGER
“Dancin’ In The Streets” EMI America

0O MADONNA
“Dress You Up” Sire

O KENNY LOGGINS
“Forever” Columbia

O EURYTHMICS
“Would | Lie To You” RCA

OWHAM
“Everything She Wants” Columbia

Best Conceptual
O EURYTHMICS

“There Must Be An Angel” RCA
[ DIRE STRAITS
“Money For Nothing” Warner Bros.
Oa-ha
“Take On Me” Warner Bros.
] TOM PETTY & THE HEARTBREAKERS
“Don't Come Around Here No More” MCA

O PHIL COLLINS
“Don’t Lose That Number” Atlantic

Most Innovative

O TALKING HEADS

“"Road To Nowhere” Warner Bros.
OSTING

“If You Love Someone Set Them Free” A&M
O DIRE STRAITS

“Money For Nothing” Warner Bros.
Oa-ha

“Take On Me” Warner Bros.

O TOM PETTY & THE HEARTBREAKERS
“Don’t Come Around Here No More” MCA

Best Long Form
O “PURPLE RAIN” PRINCE
Warner Bros. Pictures/Warner Home Video
O “PRIVATE DANCER” TINA TURNER
Picture Music Int'l./Sony Video Software
O “WHAM! THE VIDEO” WHAM
CBS Inc./CBS Fox Video Music
O “ALL NIGHT LONG” LIONEL RICHIE
Brockman Enterprises/MusicVision
O “WE ARE THE WORLD THE VIDEO EVENT” USA FOR AFRICA
USA For Africa/MusicVision

Best Overall

Oa-ha

“Take On Me” Warner Bros.
OSTING

“If You Love Someone Set Them Free” A&M
(] DIRE STRAITS

“Money For Nothing” Warner Bros.
OO DON HENLEY

“Boys Of Summer” Geffen

O TOM PETTY & THE HEARTBREAKERS
“Don’t Come Around Here No More” MCA

Mail completed baliot to:
Kris Sofley
Billboard Video Music Awards
9107 Wilshire Boulevard, Suite 700
Beverly Hills, California 90210 U.S.A.

All ballots must be postmarked by November 5, 1985.



www.americanradiohistory.com

Conference

Billboard.
Video Music Conference

November 21-23, 1985
Sheraton Premiere Hotel, Universal City, California

400PMto &515PM

“ROLLING THE CREDITS”

Moderator. to be announced

Panelists: MARC BALL
Scene Three
KEVIN CRONIN

Agenda

Thursday, November 24

12noon to 8:00PM Registration

8:30PM 10 10:30PM  Welcome To the Conference Party

10:30 PM to ???

Hospitality Suites

Friday, November 22

9:00AMto &00PM  Registration

9:30 AM to 10.00 AM  Continental Breakfast
9:45 AMto 10:00 AM  Welcoming Remarks

SAM HOLDSWORTH

Pubilisher & Editor-In-Chief

Billboard Magazine
JIM McCULLAUGH
Conference Director

REO Speedwagon
KEVIN DOLE
Cinesong Corp.
PAUL FLATTERY
Split Screen
CHRIS GABRIN
Aldabra Ltd.
STEVE HOPKINS
director
NICOLAS MEYER
Aldabra Ltd,
KITTY MOON
Scene Three
STEPHEN PRIEST
Stephen Priest
Enterprises

JIM YUKICH
Split Screen

10:00 AM to 11:15 AM

Home Enterfainment Editor
Billboard Magazine

“VIDEO MUSIC: FROM PROMISES
TO PROFITS”

Moderator: JIM McCULLAUGH

Panelists:

ROBERT BLATTNER
RCA/Columbia
Pictures Home Ent.
TIM CLOTT
Paramount

Home Video

DAN DAVIS

Capitol Records
Group Dist. Serv.
LOU KWIKER
Wherehouse
Entertainment

SAUL MELNICK
MGM/UA

Home Enterfainment
JOHN O’'DONNELL
Sony Video Software
Operations

IAN RALFINI

Vestron Video

KEN ROSS

CBS Fox Video Music

11:30AM to 12:45PM  “THE MULTI CHANNEL MATRIX"
Moderator: SETH WILLENSON

12:45PMto 2:30 PM

2:30PMto 3:45PM

Panelists:

Cinar Films
RICHARD BLADE
Video One/KROQ
PAUL CORBIN

The Nashville Network
STEVE LEEDS

Ué8

CHARLES LEVINSON
The Music Channel
Ltd./Music Box
KAREN PLITT
Showtime

Buffet Luncheon and screening of
“Best Independent Video”

nominees

“RPM TO FRAMES PER SECOND"
Moderator: STEVE DUPLER

Panelists:

Billboard Magazine
DAVID ALTSCHUL
Warner Bros. Records/
Warner Music Video
ARMA ANDON
Columbia Records
CLAY BAXTER

EMI America Records
JAY BOBERG

IRS Records

SHARI FRIEDMAN
Atlantic Records
HARVEY LEEDS

Epic Records

BOB YOUNG

Capitol Records

5:30PMto 7:00 PM

7:.00 PM to 7??

“MOVIES & MUSIC”

a special panel presentation by
the American Film Institute
sponsored by 3M

Hospitality Suites & Exhibits

Saturday, November 23

9:00AMto 6:00PM
9:30 AM to 10:00 AM
10:00 AM to 11:00 AM

11:15 AM to 12:30 PM

Registration & Exhibits
Continental Breakfast
“RELEASING THE FINAL PRINT”
Moderator. JIM GIANOPULOS
RCA/Columbia
Pictures Int’l,

BOB EMMER
MGM/UA
Enterfainment
Company

JERE HAUSFATER
Media Home
Entertainment
MICKEY SHAPIRO
MRS Enterprises

“PROGRAMMING FOR DEPTH
OF FIELD”

Moderator: JOHN WEAVER
John Weaver
Productions

PETER BLANCHLEY
Picture Music
International
MARTIN LEWIS
Springtime!

DANN MOSS
Dann Moss
Productions

SUZIE PETERSON
MCA Home Video
PAT WEATHERFORD
Monarch
Entertainment

Panelists:

Panelists:

12.30PMto 2:30 PM

2:30PMto 3:45PM

400PMto 515PM

5:30PMto 6:45PM

6:45PMto 9:00PM
9:00 PM to 11:00 PM

Buffet Luncheon with special
screening of foreign videos
“CUTTING ROOMFLOORTO
CUTTING EDGFE”

Moderator: LAURA FOTI

Panelists:

RCA Video Productions
MIKE COOPER

Music Video Services
MICHAEL DOMICAN
West Nally

CARL GRASSO

IRS Records

TOM HAYES

Music Motions

CELIA HIRSCHMAN
VisAbility

MICHAEL REINHART
Rowe International
GALE SPARROW
Screen Link

KEVIN WALL

Radio Vision
International

“ON YOUR MARK"

Moderator: JO BERGMAN
Warner Bros. Records
GREG KIHN

Capitol Records artist
JACKIE JACKSON
The Jacksons/Epic
Records artist

BILL WADHAMS
Animotion/PolyGram
Records artist
“LISTENING TO THE SCREEN”
Moderator. KIP KIRBY

Billboard Magazine
STEVE BEDELL
Paramount Pictures
PAUL COOPER
Aflantic Records
ELLIOTT LURIE

20th Century

Fox Studios

Panelists:

Panelists:

Hospitality Suites & Exhibits

BILLBOARD'S VIDEO
MUSIC AWARDS

Register Now!
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