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More Singles Are Charting, 
But The Climb Is Tougher 

BY FRED GOODMAN 
NEW YORK More new artists 
have entered the pop charts in the 
five weeks following the suspension 
of most independent promotion by 
major labels than in the correspond- 
ing period last year. The debuting 
artists are charting lower, however, 
because of an overall drop in adds at 
radio. 

"Although we're having success 

U.K. Gov't Seeks 

Levy On Sale Of 

Audio Dupe Tape 

BY NICK ROBERTSHAW 
LONDON The British govern- 
ment, following the example of 
West Germany, France, and other 
European countries, is preparing to 
introduce legislation to provide a 
levy on blank audio cassettes. 

The decision, after almost 10 
years of intensive lobbying by the 
U.K. music industry, was an- 
nounced in an official white paper 
here Tuesday (15). The paper is 
called "Intellectual Property & 
Innovation." 

The levy will be set at 10% of re- 
tail sales value, payable by manu- 
facturers and importers. If passed 
on to tape buyers, it will add about 
15 cents to the price of a C -60 cas- 
sette. 

The antilevy Tape Manufacturers 
Group has condemned the white pa- 
per as "illogical, confused, and 
counterproductive" and says it will 
be presenting new information on 
tape usage to support its case. 

Reel -to -reel tape is exempted, as 
(Continued on page 77) 

with a breadth of new artists the ve- 
locity of adds is not what we came 
to expect with the indies," says one 
major label staffer who prefers ano- 
nymity. "We think we'll still get 
there, but not as fast." 

An analysis of the Billboard Hot 
100 Singles charts for the five is- 
sues beginning March 29 shows sig- 
nificantly more singles -and more 
singles by new acts -have charted 
since recent indie suspensions than 
during the comparable period a year 
ago. 

Chart slots for new artists are be- 
ing earned on the basis of fewer 
adds to radio station playlists, re- 
sulting in a lower average debut po- 
sition than new artists were pulling 
last year. During the last five 
weeks, the average debut position 

(Continued on page 77) 

Record Price Paid For L.A. Rocker 

KROQ To Infinity For $45 Mil 
BY DENIS McNAMARA 

NEW YORK Infinity Broadcast- 
ing has agreed to purchase KROQ, 
the No. 2 album rock radio station in 
Los Angeles, for what appears to be 
the largest sum ever for a single 
U.S. radio station. Sources close to 
the transaction say the sales pack- 
age totals in excess of $45 million. 

Infinity is purchasing the outlet 
from Mandeville Broadcasting. Ken 
Roberts, Mandeville's president and 
sole stock holder, is expected to stay 
on at KROQ as a consultant after 
the transaction is completed. KROQ 
is Mandeville's only broadcast facili- 
ty. 

Representatives of Infinity and 
Mandeville would not discuss the 
sale at presstime. 

ADVERTISEMENTS 

In a memo to his staff, Infinity 
president Mel Karmazin said: 
"We're very pleased to announce 
Infinity has signed an agreement to 
acquire KROQ in Los Angeles. 
KROQ, known in L.A. as "the rock 
of the '80s," is one of the top -rated 

stations in the No. 1 radio market in 
the country." 

The memo states that Infinity will 
take over the facility following Fed- 
eral Communications Commission 
approval, which it expects sometime 

(Continued on page 77) 

No Video For Journey Album 
Manager: Clips Are `Insignificant' 

BY STEVE GETT 

NEW YORK Journey's new 
"Raised On Radio" album -the 
supergroup's first Columbia release 
in more than three years -hits 
stores this week with no plans for 

Deep -pocket funk and voices to set registers ringing: Its the 
self -titled debut album from CA$HFLOW, (826 028 -1) featuring a 
treasure of hits topped by the smash single "Party Freak." 
(884 454 -7) Produced by Larry Blackmon. CA$HFLOW: from 
clubs, radio and retail, interest rates are going up! On Atlanta 
Artists /PolyGram Records and Cassettes. 

K'NG, the ruing class of European rock, congLers America wi-h 
the powerful naw album, "Bitter Sweet." (FE 40322) Ten 
pulsating tracks of rock, funk and streetwise pcp featuring the 
passionate first single, "Alone Without You." (34- 05843) KING 
rocks "Bitter Sweet," on Epic Records and Cassettes. 

videoclip support. 
Journey is the second major rock 

band to market a new album this 
year without benefit of videos -the 
other was Van Halen's "5150," No. 
1 on this week's Billboard Top Pop 
Albums chart. 

"We're not trying to say, 'To hell 
with you MTV,' " says Journey's 
longtime manager Herbie Herbert. 
" We've worked well with them in 
the past. We've simply come to the 
realization that videos aren't as 
meaningful or important to us as 
they are to others." 

Herbert says that Journey is 
more interested in establishing a 
solid radio base and has attempted 
to "create songs with a timeless 
quality." 

"Why then would we go and put 
ourselves at the mercy of a video di- 
rector to conceptualize our music 
and to put a very short -lived, limited 
lifespan visual accompaniment to 
it ?" asks Herbert. 

"Surely there are songs too nu- 
merous to mention that have out - 

(Continued on page 82) 
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As Mama Used To Say, great music 
soothes the soul. Junior has never been 
greater than on his long- awaited new 
album, Acquired Taste, featuring the 
sweet single "Oh Louise." Acquired 
Taste: it's a soul- soothing, palate - 
pleasing triumph. On Mercury Records, 
Cassettes and Compact Discs. 

OMB PDIyGram Records 
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1 NEWS Infinity Broadcasting is buying L.A. rocker KROQ for 
what appears to be the largest price paid for a single U.S. station. 
More new records and acts are hitting the singles charts since 
indie promo suspensions than did during the same period last year. 
Journey's new album reaches stores this week with no videoclip 
support. Legislation will be introduced to provide a levy on blank 
audio cassettes in the U.K. 0-3 /Sony is repricing 34 music video 
titles to $9.95. 0-4 /An NAB panel says a lack of quality program- 
ming is foremost among problems hindering stereo TV growth. 0-6/ 
Publishers, writers, and rights societies urge that the U.S. adhere 
to the Berne Convention for copyright protection. 

4 Executive Turntable 37 Dance Trax 
34 Classical 68 Newsmakers 
34 Latin 70 Album & Singles Reviews 
35 Gospel 84 Inside Track 
35 Jazz 

9 COMMENTARY Guest Column: Labels must think consumer. 
Letters. 

10 RADIO P.-NAB opened with meetings stressing excellence and 
community involvement as keys to success. Out of the Box. 
Newsline. 0-12 /Promotions. 0-13 /Yesterhits. 0-14 /Vox Jox. 
0-15 /Washington Roundup. 6-16 /Featured Programming. 

20 TALENT Robert Palmer and Julian Lennon are approaching 
tours with very different attitudes. On the Beat. 0. 21 /Talent in 
Action. Boxscore. 

25 BLACK 0-LL Cool J's debut album is reaching audiences beyond 
its rap /urban expectation. The Rhythm & the Blues. 

28 COUNTRY Ray Stevens' "I Have Returned" fulfills its own 
prophecy . Nashville Scene. 

38 RETAILING Effective use turns video monitors into powerful 
in -store merchandising tools. Grass Route. 40 /On Target. 

Hardware Monitor. New Releases. 

42 VIDEO RETAILING Adventureland reasserted its commit- 
ment to customer service at the franchise's annual convention. 
0-44 /Video Plus. 

C -1 CORPORATE SPONSORSHIP SPOTLIGHT 
O -1 ON THE ROAD IN EUROPE AND THE U.S. 
46B HOME VIDEO Beta's market share has dropped faster than 

expected. 0-48 /Newsline. 0-50 /Fast Forward. 

53 PRO AUDIO /VIDEO 0-SPARS members were shown man- 
agement techniques for use in educating potential lending institu- 
tions. 0-70 /Audio Track. 

57 VIDEO MUSIC ...Simple Minds' vidclip was shot and edited si- 
multaneously by Zbig using the Ultimatte technique. Video Track. 
0' 58 /New Video Clips. 0-MTV Programming. 

60 CLASSIFIED ACTIONMART 
62 INTERNATIONAL German music sales increased 10.2% af- 

ter three years of declines. 

67 CANADA The CRTC paints a dismal economic picture. 
Maple Briefs. 

76 UPDATE Newsline. Lifelines. New Companies. Calendar. 

CHARTS 6 /Chartbeat: Each Van Halen album has charted 
higher than its predecessors. 

Top Albums Hot Singles 
15 Rock Tracks 16 Adult Contemporary 
24 Black 25 Black Singles Action 
32 Country 26 Black 
34 Classical 28 Country Singles Action 
35 Jazz 30 Country 
39 Compact Discs 36 Dance /Disco 
66 Hits of the World 66 Hits of the World 
78 Top Pop 72 Hot 100 

Top Video /Computer 75 Hot 100 Singles Action 

41 Computer Software 
42 Kid Video 
44 Videocassette Rentals 
46B Videodisks 
48 Videocassette Sales 
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SONY DROPS 34 MUSIC VIDEOS TO $9.95 
Bowie, Duran Duran In New Midline Class 

BY TONY SEIDEMAN 

NEW YORK Music video product 
has broken the $10 barrier, with Sony 
Video Software Co. re- pricing 34 ti- 
tles in its catalog to $9.95. 

The move marks the creation of a 
permanent "midline" category for 
the company's video product, says 
John O'Donnell, Sony Software Co. 
president. "We did not select these 
because they are sitting in our inven- 
tory. We selected them precisely be- 
cause they were continual sellers at 
$16.95," O'Donnell says. 

"What little [inventory] we have, 
sure we'll sell that first, but then 
we'll go back to manufacturing to 
meet the demand. Already on initial 
orders we're sold out on some of the 
hot titles," O'Donnell says. 

"Video 45s" are programs com- 
posed of several video clips that usu- 
ally run around 20 minutes and have 
had a fixed list price of $16.95. About 
70 "Video 45s" have been released. 

Although O'Donnell says price 
drops are inevitable for the com- 
pany's new -release product, no such 
action is likely "in the near future." 

A number of Sony's biggest titles 
are included in the new price catego- 
ry. The leading programs are Gram- 
my Award winners "China Girl" by 
David Bowie and "Girls On Film" by 
Duran Duran. "China Girl" has been 
certified gold by the Recording In- 
dustry Assn. of America in its music 
category. 

Among the other titles are compila- 
tions by Ashford & Simpson, Berlin, 
Kim Carnes, Thomas Dolby, A Flock 
Of Seagulls, The J. Geils Band, Elton 
John, Missing Persons, the Motels, 
Todd Rundgren, Rod Stewart, the 
Stray Cats, and Bill Wyman. There 
will also be five jazz titles, including 
work by Dizzy Gillespie, Weather Re- 
port, and Max Roach. 

Distributors and retailers appear 
enthusiastic about the price point, 
but also express serious doubts about 
how committed they can be to the 
product without getting significant 
breaks on returns and dating. 

"It's only good to me if the price to 
the distributor is there and the profit 
margin," says Andy Kairey, vice 
president of advertising and sales for 
VTR Movie Distributors. "Unless 

they give me room it doesn't mean 
anything. Your profit margins even 
have to get greater at a lower price, 
Kairey says. 

Reportedly, Sony's distributor 
margin for its "midline" product is 
close to the standard home video fig- 
ure of 37% off retail price. 

"You've got to give it a percent re- 
turn or dating, because on something 
you want to move a lot of volume, 
you've got to share the risks," says 
Su Bertan, head of video for 
Drucker's Discount Warehouse. "To 
give somebody a 20% return is not go- 
ing to kill Sony," says Bertan, add- 
ing, "The problem is for the distribu- 
tors to pass it on to the retailers." 

Such concerns do not drown out 
the enthusiasm, though. "At $9.95 I 
think we'll blow a bit out," says Gary 
Messenger, owner of the North 
American Video chain. "I look at the 
Sony 45s as record catalog; doesn't 
record catalog sell ?" 

According to O'Donnell, Sony is 
working on revising its policies to 
make them "consistent with the 
thrust of a sell -through market." 

Adventureland Will Cling To Family- Oriented Approach 

Competition Forces Changes On Vid Chain 
BY GEOFF MAYFIELD 

ORLANDO Increased competi- 
tion in the home video market has 
forced many changes for the 630 - 
store Adventureland Video fran- 
chise. 

This became clear at the compa- 
ny's second annual convention, 
held here April 7 -10. (Additional 
coverage, page 42.) 

In his closing remarks, co- 
founder and president Martin Eh- 
man left no doubt that franchisees 
and store managers can expect 
still more changes. 

"I don't mind telling you I get a 
little fed up sometimes when com- 
ments come in from some of the re- 
gions about 'Why do you change so 
much ?' " said Ehman. "Change is 
good, change is healthy, and we'll 
continue to change. We have to 
keep abreast of the ever -changing 
market that's out there." 

Several Adventureland charac- 
teristics remain consistent. The 
franchise still emphasizes its 
family- oriented approach, high- 
lighting children's titles and es- 
chewing x -rated titles as it did 
from its inception. In line with that 
philosophy, its stores aren't open 
Sundays. 

Franchise fees, according to Eh- 
man, are unchanged and are still 
extremely competitive with other 
national video operations -a first 
store costs $15,500, and additional 
units are $10,500. The company 
continues to locate stores in small 
towns and suburbs, rather than 
large metropolitan areas. 

But since the firm's first conven- 
tion, 13 months ago in Anaheim, 
most stores have begun carrying 
more titles. The company also 
sports a revamped corporate line- 
up which is exploring expansion 
plans that could net the web as 
many as 3,000 outlets by the sum- 
mer of 1987. 

Ehman told attendees of another 
change. The company may aban- 

don the national convention for- 
mat, replacing that forum with 
four or five regional meetings to 
allow greater participation by 
franchisees and managers, and 
more communication between 
home office and store staffers. 

Although this year's meet drew 
over 500 attendees, Ehman and 
founding partner Brent G. Smith, 

told Billboard that only 48% of the 
company's stores were represent- 
ed here. Another option may be to 
hold a shorter national meet to be 
supplemented by the regional ses- 
sions. 

In the restructuring of its Salt 
Lake City -based corporate staff, 
chairman of the board Ehman now 

(Continued on page 83) 

Gore Issues Gag Order 
On Senate Payola Probe 

BY BILL HOLLAND 

WASHINGTON Sen. Albert 
Gore Jr. (D- Tenn.), who announced 
the beginning of the first Senate 
probe into payola practices in 25 
years on April 2, has instructed 
staff members in his office and in 
the Permanent Subcommittee on 
Investigations to withhold any 
and all information concerning 
their progress from the public at 
this time. 

"I'm sorry," says Sen. Gore's 
press secretary Michael K. Kopp. 
"I've talked to the senator about 
inquiries and he feels it's best not 
to disclose any whereabouts or the 
itineraries or how we're going 
about this." 

Kopp would not comment about 
the size of the investigation team. 
He also would not indicate wheth- 
er the series of planned nation- 
wide interviews with promoters, 
record label officials, DJs, radio 
station management, and other 
parties had begun. 

There are indications that the 
federal probe may be off to a slow 
start. Representatives from the 
Recording Industry Assn. of 
America (RIAA) say that no one 
from the subcommittee has con- 

tacted them or member compa- 
nies, and a random check of sever- 
al labels netted the same re- 
sponse. 

Both the National Assn. of 
Broadcasters (NAB) and the Na- 
tional Radio Broadcasters Assn. 
(NRBA) say they have not been 
contacted, nor have any member 
stations informed them that they 
have been asked for an interview 
by the federal probers. 

Further, a key figure in the re- 
cent NBC News report on payola, 
independent promoter Joe Isgro, 
says he has not heard from any- 
one connected with the subcom- 
mittee investigation. 

Gore's chief investigator is ap- 
parently still in Washington, ac- 
cording to a source within the sub- 
committee. 

It is not clear how long Gore will 
continue the unofficial gag order, 
but the remarks of one investiga- 
tor indicate that the subcommittee 
wants to stay out of the public 
spotlight. "If I tell you what we're 
doing, then you're bound to write 
it up," he says. "That might make 
people reluctant to step forward." 

Assistance in preparing this sto- 
ry provided by Steve Gett. 
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Problems Beset Stereo TV Growth 
Lack Of Quality Shows Cited At NAB 

BY STEVEN DUPLER 

DALLAS Despite the strong com- 
mitment by broadcasters to stereo 
television during the past year, 
widespread use of the technology 
still awaits solutions to serious 
problems. 

That's the consensus of a special 
panel convened here last Monday 
(14) at the National Assn. of Broad- 

casters convention to discuss a new 
survey of multichannel television 
sound (MTS) broadcasters conduct- 
ed by the NAB. 

Since stereo TV greatly enhances 
the impact of music, the recording 
industry stands to lose out if stereo 
TV fails to gain mass market accep- 
tance. 

The most pressing challenge to 
the industry, as indicated by the 

Recoton Decoder To Have Amplifier 

F.R.E.D. II Set For Fall 
BY IRV LICHTMAN 

NEW YORK One good F.R.E.D. 
deserves another. And so it will be 
this fall when Recoton, the 50- 
year -old audio /video accessory, 
maintenance and storage manu- 
facturer, introduces a second gen- 
eration MTS stereo TV adapter. 

This tune around, reports com- 
pany president Bob Borchardt, the 
new unit, which is likely to carry 
the tag of F.R.E.D. II, will have its 
own amplifier. It will list at 
$199.95, $50 more than its older 
brother, which Recoton intro- 
duced last October. 

Since the introduction of the 
original F.R.E.D., Borchardt 
claims sales of "tens of thou- 
sands," with total sales of 100,000 
projected by the end of this year. 

While Borchardt concedes that 
built -in MTS decoders on new gen- 
eration TV sets will "peak" decod- 
er sales in about five years, he 
claims that hi fi addicts will contin- 
ue to use outboard decoders be- 
cause of TV manufacturers' his- 
toric tendency to put audio quality 

on a low priority. 
F.R.E.D.'s success among mu- 

sic retailers, Borchardt notes, has 
varied, depending upon the dea- 
ler's involvement in hardware and 
the expertise of his sales help. 
"For major chains, we're willing 
to conduct sales seminars on how 
to merchandise the unit," he says. 

F.R.E.D. is an acronym for 
"Friendly Recoton Entertainment 
Decoder," a name invented, Bor- 
chardt notes, to avoid "scaring 
people away" from the technically 
dry phrase "MTS Stereo decoder." 

Borchardt says the "environ- 
ment for accessories remains tre- 
mendous," as new home entertain- 
ment technologies, such as Com- 
pact Discs and 8mm video, take 
hold and stimulate the develop- 
ment of a "whole slew of new 
product lines." 

Borchardt, who is celebrating 25 
years with Recoton, the last 10 as 
president, says the company's 
original product line- phonograph 
needles- remains a dealer's best 
profit accessory. Record chains, 

(Continued on page 83) 

survey and echoed by the panel, is 
the need for a far greater amount of 
quality stereo programming. 

Other critical issues are: 
The reluctance of cable systems 

to equip themselves to pass the ste- 
reo signals. 

Unclear definitions of MTS pa- 
rameters as they pertain to stereo 
encoding at the broadcast level, sat- 
ellite stereo feeds, and decoding at 
the consumer end. 

A lack of adequate manufac- 
turer- sponsored consumer and re- 
tailer education programs regard- 
ing stereo TV and its various appli- 
cations, including second audio 
program (SAP) capability, which al- 
lows a completely separate stereo 
soundtrack to be simultaneously 
broadcast with the original. 

A lack of communication be- 
tween broadcasters and stereo TV 
manufacturers. 

The panel -consisting of Arnold 
Chase, president of WTIC -TV in 
Hartford, Conn.; David Layne, oper- 
ations manager of NBC affiliate 
KCNGTV Denver, Colo.; Hal Pro - 
tter, president of WNOL -TV New 
Orleans; and moderator David La- 
chenbruch, editorial director of in- 
dustry newsletter Television 
Digest -was not as optimistic in its 
growth projections for 1986 as the 
NAB survey. 

Admittedly, stereo TV made 
great inroads in 1985; 24 stations 
were able to broadcast stereo a year 
ago, at least 250 can do so now. 
However, while the survey esti- 
mates that there could be more than 
500 stereo -equipped stations by 
year's end, the panel agreed a more 
likely number is about 350. One rea- 
son cited for this disparity ,is that 
the survey notes nearly 70% of sta- 
tions choosing stereo did so in order 
to be the first in their area. 

(Continued on page 83) 

David Plans Continued Service To ASCAP 
Songwriter Will Be Society's Voice in D.C. 

NEW YORK Hal David will main- 
tain close ties to the fortunes of 
ASCAP after he relinquishes his 
role as president of the perfor- 
mance rights group as expected at 
the end of this month. 

David, the society's president 
since 1980, is likely to be succeeded 
by veteran composer Morton Gould 
at an ASCAP board meeting 
Wednesday (30). ASCAP's president 
is chosen annually by the board, 
which must chose a chief among 
writer members. 

David, a lyricist best known for 
his writing partnership with Burt 
Bacharach, says he is leaving the 
day -to -day responsibilities of 
ASCAP's highest office in order to 
spend "at least the next 10 years" 
heavily involved in writing songs. 

"I never sought the presidency," 
says David, an ASCAP board mem- 
ber since 1974. "I was asked a year 
or two before being elected to run 
for office. At the time, I had a 
strong feeling that there were 
things to be done, a lot of catching 
up to do. We did that. So, a year ago, 
I let the board know that they 
would have to find another presi- 
dent." 

David, however, has been asked 

by the board to be a "spokesperson" 
for ASCAP's legislative campaigns. 
"I agreed to do that because I don't 
think we can deal with Congress 
only when we're in trouble. When 
you do it that way, it means you 
have to gear up all the time." 

In the successful struggle to ob- 
tain a jukebox royalty, ASCAP got 
its feet wet in dealing with legisla- 
tive matters, David says, and 
learned "how to do it and how not to 
do it. This has made it a thousand 
times easier to deal with the current 
source licensing bill. We'd be in real 
trouble otherwise." 

In counting his accomplishments 
as head of ASCAP, David says that 
a full -time presence in Washington 
is a highlight. "We've achieved 
good relationships with so many 
people in Congress to tell our story 
to. Otherwise, powerful forces 
there would roll right over us." 

David also notes that ASCAP 
members are now more "aware and 
involved in dealing with ASCAP it- 
self and Congress." And, competi- 
tively, David now regards ASCAP 
as the leading performance rights 
group in country music -a standing 
that he says makes ASCAP No. 1 in 
all forms of music. 

An ASCAP member since 1943, 
David will be adding a lot of new 
copyrights to the ASCAP repertoire 
in the months ahead. He's written 
his first television theme song for a 
pilot to a series called "Sisters," 
starring Sally Kellerman and Gail 
Strickland. Called "Some Things 
Never Change," it has a melody by 
Charles Fox. 

David and Fox are also at work 
with Chaim Potok on a Broadway 
musical version of Potok's novel - 
and a recent motion picture -"The 
Chosen." With composer Alan Tay- 
lor, he's written a song for a new 
film, "Single Room" 

David leaves open the possibility 
of collaborations with Burt Bach - 
arach, with whom he wrote a series 
of successful songs for Dionne 
Warwick, the Academy Award win- 
ner "Raindrops Keep Falling On My 
Head," and a hit Broadway show, 
"Promises, Promises." 

Says David, "While I leave the 
ASCAP presidency with mixed emo- 
tions -it's been a terrific joy with a 
little aggravation -my priority now 
is to listen to new songs -the ones I 
haven't written yet." 

IRV LICHTMAN 

It's A Smash! PolyGram Records Nashville senior vice president Steve 
Popovich, left, and America Records president Chips Moman, right, display 
"Class Of '55," the first product to be released under the new America /Smash 
label pact. Featured on the album, which was produced by Moman, are veteran 
artists Carl Perkins (also pictured), Jerry Lee Lewis, Roy Orbison, and Johnny 
Cash. It is slated for a May release and will be distributed worldwide by 
PolyGram. 

Jxecutive r1\rntab1e 
RECORD COMPANIES. Columbia Records appoints Jamie Cohen director of 
talent acquisitions, West Coast a &r in Los Angeles. He served in a similar 
capacity at Arista. 

Primus Robinson is promoted to vice president of special markets for 
Elektra /Asylum Records. He was West Coast promotion manager. Also, 
the label ups Doug Daniel to senior director of special markets. 

CBS Records International's Latin America Division names D'Aldo Ro- 
mano regional vice president of artist development and Frank Welzer vice 
president of administration and marketing. Romano was regional VP of 
creative operations; Welzer was VP of administration and development. 

Arista Records promotes Eliza Brownjohn to senior director, Kevin 

COHEN ROBINSON ROMANO WELZER 

Keenan to associate director, and Mark O'Connell to manager of its inter- 
national operations in New York. Brownjohn and Keenan were director and 
manager of international operations, respectively. O'Connell was adminis- 
trative assistant for the department. 

In a major effort to expand and strengthen its promotion department, 
Chrysalis Records in New York makes the following appointments: Charlie 
D'Atri as director of national singles promotion; Jan Teifeld, associate 
director singles /West Coast; Jeff Laufer, associate director of albums - 
/West Coast; Roger Mayer, associate director of albums /Mid -West; Jerry 
Blair, New England regional promotion manager; Michael Van Orsdale, 
Central /Cleveland regional promotion manager; Greg Thompson, Midwest 
regional promotion manager; Ralph Carroll, Upper Southeast regional pro- 
motion manager; and Geina Horton, mid -central regional promotion man- 
ager. D'Atri was upped from New England regional promotion manager. 
Teifeld joins from All -Pro Record Promotion. Laufer was director of album 
promotion /West Coast for Arista. Mayer was with WIZN radio (see related 
story on page 1). 

Sharon Heyward is named product director for RCA Records in New 
York. She was promotion manager of black music promotion for Epic/ - 
Portrait /Associated Labels. 

DISTRIBUTION /RETAILING. The Record Bar in Durham, N.C. elevates the fol- 
lowing: Blount Swain to vice president of finance; Brad Martin, vice presi- 
dent of sales and operations; Jackie Stillman, vice president of information 
planning; Arlene Bergman, vice president of human resources; Melina 
Clark, director of corporate planning; Roger Parro, director of accounting; 
and Mike Morgan, national sales manager. 

Richard Susser is named administrative assistant at Tower Records/ - 
Video in Sacramento, Calif. 

Laura Eddleman is promoted to assistant VP of advertising, promotion, 
and public relations at the Ingram Distribution Group in Nashville. 

TRADE GROUPS. Pam Cohen is promoted to executive director of the National 
Assn. of Recording Merchandisers (NARM), which encompasses the Video 
Software Dealers Assn. (VSDA) in Cherry Hill, N.J. She was director of 
administration and association programs. Patrick Gorlick is appointed di- 

(Continued on page 76) 
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"MICK JONES: B.A.D. TO THE BONE. "-- RoLuNG STONE "ONE OF THE YEAR'S 10 BEST RECORDS 

ANDSELECTRONIC ELEMENTS. "- saruROar REVIEW 

AN OUTSTANDING NEW BAND... A WONDERFUL AMALGAM OF ROCK, REGGAE, DUB, SCRATCH 

"BIG AUDIO DYNAMITE: A FUN AND FUNKY BAND THAT PUTS THE GROOVE BEFORE THE MESSAGE." BOSTON ROCK 

JUST OUT -NEW 7" *and 12" OF BIG AUDIO DYNAMITE'S "MEDICINE SHOW," REMIXED BY DEF JAM'S RICK RUBIN! FROM B.A.D:S ACCLAIMED DEBUT ALBUM, "THIS IS BIG AUDIO DYNAMITE.' 
FC Jn77n 

BIG AUDIO DYNAMITE ARE EXPLODING, ON COLUMBIA RECORDS, CASSETTES AND COMPACT DISCS. 
PRODUCED BY MICK JONES. MANAGEMENT: GARY KURFIRST. "COLUMBIA." it ARE TRADEMARKS OF CBS INC. © 1986 CBS INC. *38 -05841 144 -05359 
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ACM Awards: Old, New Fare Well 
Alabama Takes Top Honors 

BY EDWARD MORRIS 

NASHVILLE Traditional and con- 
temporary country acts fared equal- 
ly well at the Academy Of Country 
Music's 21st annual awards show 
Monday (14). 

While the big winner was Ala- 
bama -which seized honors for 
both entertainer and vocal group of 
the year -traditionalists George 
Strait, Reba McEntire, and Randy 
Travis also walked away with major 
prizes. 

Alabama's entertainer of the 
year award was the group's fifth 
consecutive win in that category. 
Other nominees were Lee Green- 
wood, Ricky Skaggs, Hank Wil- 
liams Jr., and George Strait. 

Strait earned major honors as 
male vocalist and for album of the 
year ( "Does Fort Worth Ever Cross 
Your Mind "). McEntire, who hosted 
the show with John Schneider and 

Mac Davis, was named best female 
vocalist. 

In the new country vocalist divi- 
sion, the contemporary /traditional 
split surfaced again, with modern 
country stylist Judy Rodman win- 
ning the best new female vocalist 
prize and hard -country warbler 
Randy Travis taking the counter- 
part award. 

Other winners were the Judds, 
for best vocal duet; ( "Lost In The 
Fifties Tonight (In The Still Of The 
Night)," by Ronnie Milsap, best 
song; "Highwayman," by Willie 
Nelson, Johnny Cash, Kris Kristof- 
ferson, and Waylon Jennings, best 
single; and "Who's Gonna Fill Their 
Shoes," sung by George Jones, with 
video produced by Kitty Moon, best 
video. 

The movie "Sweet Dreams" won 
the Tex Ritter award, and Country 
Music Hall Of Famer Kitty Wells 
earned the Academy's Pioneer 

Stryper Steals Show At Awards Gala 

Amy Grant Top Dove Winner 
BY DON CUSIC 

NASHVILLE Crossover star Amy 
Grant took away the top prize -art- 
ist of the year award -at the Gospel 
Music Assn.'s 17th annual Dove 
Awards show here April 10. The 
event was televised live by the 
Christian Broadcasting Network. 

Grant last won the top artist 
award in 1982. Since then, she has 
emerged as gospel music's most sig- 
nificant entry into the pop field, a 
move the industry has been trying 
to accomplish for the past 10 years. 

Sandi Patti won female vocalist 
honors, the fifth consecutive year 
she has carried home that prize. The 
male vocalist nod went to Larnelle 
Harris, winner of two Grammys 
earlier this year. His album, "I've 
Just Seen Jesus," produced by Greg 
Nelson, won the Dove for best inspi- 
rational solo album. 

Another album of the same title 
by Bill Gaither took the prize as 
best worship and praise LP. "Vía 
Dolorosa," written by Billy Sprague 
and Niles Borop, was picked as song 

of the year. 
Amy Grant's album "Un- 

guarded" took a Dove for its de- 
sign, by photographer Mark Tucker 
and graphic artist Kent Hunter. 
Glen Campbell's "One More Night" 
earned him a trophy for best secular 
artist. Former Imperials lead singer 
Russ Taff won for contemporary 
solo album for "Medals." 

Other award winners were Gloria 
Gaither, songwriter; "Excited" by 
the Hemphills, produced by Wayne 
Hilton and Trent Hemphill, tradi- 
tional album; "Let My People Go," 
the Winans, produced by Marvin 
Winans, contemporary black album; 
"Celebration" by Shirley Caesar, 
produced by Dave Lehman and Shir- 
ley Caesar, traditional black album. 

Also, "Regal Reign" by Dino, pro- 
duced by Nathan Digesare, instru- 
mental album; "Come Celebrate 
Jesus," produced by Neal Joseph 
and Don Marsh, best musical; and 
"Bullfrogs And Butterflies, Part 
II," produced by Tony Salerno, chil- 
dren's music. 

(Continued on page 82) 

Music Organizations Ask For U.S. 

Adherence To Berne Convention 
BY BILL HOLLAND 

WASHINGTON Music industry 
groups were here Monday (14) to 
seek U.S. participation in an inter- 
national copyright protection agree- 
ment. In a joint statement before 
the Senate Copyright Subcommit- 
tee, representatives from music 
publishing and songwriter groups, 
along with American performing 
rights societies, urged U.S. adher- 
ence to the international Berne Con- 
vention, which provides the highest 
level of copyright and intellectual 
property protection throughout the 
world. 

The strong statement of support 
to join Berne came from ASCAP, 
BMI and SESAC as well as from the 
Harry Fox Agency, the Music Pub- 
lishers' Assn. of the United States 

and the National Music Publishers' 
Assn. (NMPA). 

The U.S. now belongs to the Uni- 
versal Copyright Convention (UCC), 
which the Copyright Office and in- 
tellectual property experts have 
called an organization with much 
less clout than the Berne Conven- 
tion. 

The music community group was 
one of several from the private sec- 
tor to testify in favor of joining 
Berne. Other witnesses included 
representatives from the publish- 
ing, computer and software indus- 
tries, and the Motion Pictures Assn. 
of America (MPAA). 

With a few exceptions, all echoed 
the testimony of government and 
administration officials at the first 
hearing last May, saying that the 

(Continued on page 82) 

award. The latter presentation was 
one of the show's high points owing 
to a videoclip history of Wells' ca- 
reer and to a sprightly tribute to 
Wells penned and performed by 
Tom T. Hall. 

Aired on NBC -TV, the ceremonies 
were delayed for nearly an hour by 
President Reagan's speech and the 
news followup on the U.S. bombing 
of Libya. The delay led to some rag- 
ged on- camera moments at the 
show's end as the producers tried to 
speed up the conclusion. But the 
program was mostly free of the 
gaffes and Hollywood slickness 
that marred last year's event. 

Except for an endorsement of the 
U.S. bombing raid by Alabama 
drummer Mark Herndon when the 
group accepted its last award, there 
were no on- camera allusions to the 
military events that had upstaged 
the show. 

J.A.M.ming For Hunger. Arista Records executives meet to discuss plans for 
"We Got The Love," a single by Jersey Artists For Mankind '86 (J.A.M. '86), a 

nonprofit organization made up of New Jersey -based musicians. Proceeds from 
the record will be distributed to charitable organizations that focus on the hunger 
problem. Standing are, from left, vice president of video and artists development 
Abbey Konowitch; senior vice president of promotion Don lenner; senior vice 
president of business affairs Roy Lott; J.A.M. trustees Vlnnie Fusco and Alan 
Kaplan; J.A.M. legal advisor Vincent Paragano; senior attorney and assistant 
secretary Phillip Wild; and vice president of purchasing and manufacturing 
Milton Sincoff. Seated are J.A.M. executive producer Lee Mrowicki and E Street 
Band member Gary Tallent. 

NIIRT 
EqT 

by Paul Grein 

VAN HALEN this week caps a 
steady eight -year climb to the top 
as "5150" hits No. 1 on Billboard's 
Top Pop Albums chart. And steady 
it's been: Each of the group's sev- 
en albums has climbed at least as 
high on the chart as its predeces- 
sor. The band's 1978 debut album, 
"Van Halen," peaked at No. 19, 
"Van Halen II" and "Women And 
Children First" climbed to No. 6, 
"Fair Warning" reached No. 5, 
"Diver Down" hit No. 3, and 
"1984" logged five weeks at No. 2. 

The No. 1 posting of "5150" is a 
striking victory for Van Halen in 
its first outing since the departure 
of former lead singer David Lee 
Roth. (Roth's first solo release, the 
EP "Crazy From The Heat," 
peaked at No. 15 last year.) The 
No. 1 ranking also marks a big im- 
provement on the previous chart 
fortunes of new lead singer Sam- 
my Hagar. As a solo artist, Ha- 
gar's best showing was with 1982's 
"Three Lock Box," which peaked 
at No. 17. 

Also this week, long- running hit 
albums by Dire Straits and John 
Cougar Mellencamp finally drop 
out of the top 10 to make way for 
out -of- the -box hits by Prince & the 
Revolution and Bob Seger & the 
Silver Bullet Band. 

Prince's "Parade" jumps from 
No. 14 to No. 6, becoming his third 
album in a row to crack the top 10 
in just two weeks. And Seger's 
"Like A Rock" leaps from No. 47 
to No. 9, becoming his fourth 
straight album to crack the top 10 
in two weeks on the chart. (You 
may recall that last week "5150" 
became Van Halen's fifth album in 
a row to hit the top 10 in its second 
week.) 

WHITNEY HOUSTON this week 
scores her third straight No. 1 

adult contemporary hit with "The 
Greatest Love Of All," which also 
races to No. 12 on the pop chart 
and to No. 23 on the black chart. 
The song's instant success is espe- 
cially impressive because it previ- 
ously appeared on the B side of 
Houston's first single, "You Give 
Good Love." 

The celebration over "The Great- 
est Love Of All" is subdued by the 

`5150' caps Van 
Halen's 8 years 

fact that Linda Creed, who co-wrote 
the song with producer Michael 
Masser, died on April 10 at the age 
of 37 (see "Lifelines," page 76). 

With producer Thom Bell, Creed 
wrote some of the most memorable 
ballads of the '70s, including five 
million -sellers for the Stylistics: 
"You Are Everything," "Betcha 
By Golly Wow," "I'm Stone In 
Love With You," "Break Up To 
Make Up," and "You Make Me 
Feel Brand New." Creed also 
wrote several songs for the Spin- 
ners, including their 1976 gold rec- 
ord, "The Rubberband Man," and 
their 1974 hit "I'm Coming Home," 
first recorded by Johnny Mathis. 

FAST FACTS: Janet Jackson 
jumps to No. 8 on this week's Hot 
100 with "What Have You Done 
For Me Lately," nearly 15 years af- 
ter brothers Michael and Jermaine 
first cracked the top 10. It's only the 
second time a brother and sister 
have each landed top 10 pop hits. 

Donny and Marie Osmond scored 
solo top 10 hits in the early '70s. 

Phil Collins this week lands his 
' fourth top 10 single from "No 
Jacket Required" as "Take Me 
Home" jumps four notches to No. 
10. The latest hit comes 13 months 
after the album yielded its first top 
10 smash, "One More Night." Not 
that that's a record: Bruce Spring - 
steen's top 10 hits from "Born In 
The U.S.A." spanned a remarkable 
20 months. 

Anne Murray's "Now And For- 
ever (You And Me)," an all -out bid 
for contemporary hit radio airplay, 
was a big disappointment on the 
pop chart, where it peaked at No. 
92. But Murray's loyal country au- 
dience is embracing the record, 
which this week becomes her 10th 
No. 1 country hit. It's the second 
country No. 1 for producer David 
Foster, following Kenny Rogers & 
Sheens Easton's "We've Got 
Tonight." 

WE GET LETTERS: Michael 
Boyles of Boulder City, Nev., 
points out that with the current 
success of Stevie Nicks' "I Can't 
Wait," the members of Fleetwood 
Mac have amassed as many top 40 
hits as solo artists as they have as 
a group. Fleetwood Mac has had 13 
top 40 hits; as solo performers, 
Nicks has had nine and Lindsay 
Buckingham and Christine 
McVie have each had two, for a to- 
tal of 13. 

David Dana -Bashian of Hunting- 
ton Beach, Calif., notes that each 
of Dionne Warwick's "Friends" 
on her recent No. 1 smash has hit 
the top 40 with a song about "part- 
time loving." Gladys Knight & the 
Pips hit No. 22 with "Part -Time 
Love" in 1975; Elton John reached 
the same position in 1978 with a 
different song with the same title; 
and Stevie Wonder hit No. 1 last 
fall with "Part-Time Lover." 

And Aaron Ellison of Minneapo- 
lis has discovered the secret to the 
success of Whitney Houston's de- 
but album. "Every song on Whit- 
ney's album," he discloses, "has 
one or more of the following words 
in its title: `you,' 'me,' 'I,' `my,' or 
'all.' " Songwriters, take note. 
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¡h Tour "Wildest Dreams" come true 
MÙE on THE OTHER SIDE OF LIFE, the 

new album from The Moody Blues. 
Watch for The Moody Blues on tour this June. 

^:l ó 7J 
DIG ,+L AUDIO 

Manufactured and Marketed by 

PolyGram Records 
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ACM Top New Female 
Vocalist of The Year! 

Judy Rodman "[Jntil I Met You" 

Bullet! 92 Reporters, R &R Breaker 
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'commentary 
Advice From An Importer 

LABELS MUST THINK CONSUMER! 
BY WILL CORNELL 

Billboard's March 22 issue contained 
two front -page stories of particular 
interest to me: One reported a suit by 
major labels against a prominent re- 
tailer and importer over parallel im- 
ports, and the other quoted a label ex- 
ecutive who charged that retailers 
"generally treat record labels like a 
major enemy." 

Since I deal with imports for a liv- 
ing, I'd like to offer some sugges- 
tions that I believe will help resolve 
such acrimony. 

Keep in touch with your foreign 
officers. Know when an album is re- 
leased over there and when and if it 
will be released here. I will not or- 
der an import if I know the album 
will be released here within a mat- 
ter of weeks of the domestic re- 
lease. 

Clearly define what a parallel 
import is for the industry at large. 
My understanding is that identical 
selections, identical LP title, identi- 
cal artist, etc., are what make a par- 
allel, but I've heard many other def- 
initions. Meanwhile, there is a mar- 
ket for foreign versions of albums 
that contain several different cuts, 
and that variety helps enhance our 
selection and separates my compa- 
ny from some competitors. Two 
such albums may be parallel, yet 

they can sell side by side. This leads 
me to the next point: 

Be creative and daring. Come 
out with limited editions of albums 
more often. The artistic picture -disk 
version of Talking Head's "Speak- 
ing In Tongues" is the type of thing 
that should be done more often. En- 
glish labels do this a lot, albeit in 
limited quantities -but that's the 
appeal. Think of the consumer!! 

If you, as a major label, have 
the rights to an LP title available 
overseas, either put it out for do- 
mestic release or, if you choose not 
to release it, allow others to import 
it. I've heard of several examples of 
labels withholding records, and if 
they're true, they serve no one's in- 
terest except the lawyers. Think of 
the consumer! 

If you, as a major label, have 
problems producing the goods (like 
CDs), and you know your customer 
will not be able to get those goods 
from you for a period of time, allow 
him to get them elsewhere tempo- 
rarily. Retailers who brought in 
CDs from overseas sources late last 
year helped make the industry look 
good for Christmas. The consumer 
still remembers the lousy quality of 
product a few short years ago. Now 
we come along with the CD, the 
best thing in years for our business. 
Had retailers played by the lawyers' 

rules, we'd have lost a lot of the con- 
sumers' faith by not having a de- 
cent CD selection. Again, think of 
the consumer! 

Keep your prices down. The lat- 
est price hikes couldn't have come 
at a worse time in regard to the in- 

'Gramm-Rudman 
won't supply you 
with all the G -men 

you'll need to 
screen future 

imports' 

ternational scene. The foreign ex- 
change made it attractive in the 
past few years, despite the conse- 
quences, for someone to brazenly 
bring in a parallel. But the dollar is 
losing its strength, and that same 
importer would lose interest in any 
importation since he'd have to 
charge a higher price for his import- 
ed goods. However, with the recent 
price hikes, the major labels have 
put domestic and foreign goods in 
the same price range. What is going 
to happen should the dollar gain 
strength in the future? Gramm- 

Rudman won't supply you with all 
the G -men you'll need to screen fu- 
ture imports. Recorded music has 
always been an entertainment val- 
ue, and it should remain so. One 
more time, think of the consumer; 
he'll go for the low sticker most of 
the time, regardless of the country 
of origin. 

If I haven't said it enough: Think of 
the consumer. Realistic estimates put 
the share of imports in the market at 
a paltry percentage. Just allow that 
percentage to continue and that con- 
sumer might help you in return. 

You might not have thought 
much of a Pet Shop Boys or "Rock 
Me Amadeus" a few months ago, 
but the consumers who wanted im- 
ports did valuable research work 
for you. If you allow the import 
companies to do so, they can prove 
to be a great test market. 

When all is said and done, I must 
admit there are positive signs. 
WEA's signing of Jesus & Mary 
Chain, PolyGram's release of Green 
On Red's "No Free Lunch," and 
EMI's Pet Shop Boys are examples 
of what ought to be done. 

Let's leave the lawyers out of it and 
let the market be the field of play. 

Will Cornell is the import and 
budget buyer for Western Mer- 
chandisers. 

UNIVERSAL LYRICS 

Music is a personal expression of 
emotions, feelings, and ideas. Why 
must there be English versions of 
foreign songs? 

In Germany, for example, Amer- 
ican artists and British artists are 
taking over the German pop scene. 
German teenagers buy English 
records, sing English lyrics, and 
although they don't always under- 
stand the language, the music is 
accepted and respected. 

Here in America, the opposite is 
true. Falco had an English remix 
created; Nena recorded its last al- 
bum in English (which changed the 
band's lyrical ideas), and other 
bands who normally sing in their 
native tongue are not widely ac- 
cepted on American releases. 

Music is a universal language. 
In any country, it's all the same. 
Foreign acts don't need to remix a 
single in English for an American 
release. Why can't we respect a 
group for its music, be it in Ger- 
man, Japanese, Italian, Spanish, or 
any other language? 

Maura Liegeot 
Kensington, Conn. 

On a recent trip to France, I dis- 
covered some new and exciting 
music that I'm sure won't make it 
to the states. 

It seems that Europeans are 
more likely to accept songs sung in 
English than Americans are to ac- 
cept songs sung in a foreign lan- 
guage. 

But even songs sung in English 
by European artists are hardly 
ever released here in America. 

Huge hits like "Maria Magda- 
lena" by Sandra and "Future 

Letters to 
Brain" by Den Harrow will proba- 
bly never be heard on American ra- 
dio, even though they are sung in 
English and would be huge hits. 

So I'm sure we can forget about 
ever hearing "Je Te Donne" by 
Jean Jacques Goldman and Mi- 
chael Jones (No. 1 in France) or 
"Cenerentola" (Cinderella) by 
Martinelli. 

Yet, with the recent charting in 
America of the European smash 
"The Power Of Love" by Jennifer 
Rush, and the even more surpris- 
ing hit "Rock Me Amadeus" by 
Falco, hopefully the situation is 
changing so that American record 
companies will finally notice the 
wealth and quality of European 
music and bring it across the At- 
lantic for the listening pleasure of 
all of us. 

Greg Kuritz 
Slingerlands, N.Y. 

CROSSOVERS ARE NICE 

There is something very nice hap- 
pening to the charts, and I rather 
like it. We're seeing more action 
from crossovers. 

I don't know where it all started, 
but with people like Jimmy Jam & 
Terry Lewis producing new artists 
and having their songs hit the Hot 
100, we'll hopefully see a great 
turnaround in programming at 
"one- style" radio stations. 

If we can keep this up, we can 
someday bridge that gap over 
which so many artists want to 
cross. 

Brett Fortney 
Flint, Mich. 

the Editor 
NO NEW TEARS 

I'm a DJ, statistician, and Tears 
For Fears fan. I have nothing 
against that band receiving 
awards. But NARM has pro- 
claimed "Songs From The Big 
Chair" one of 1985's "best- selling 
LPs by a new artist," and many ra- 
dio stations last year called Tears 
For Fears the "favorite new 
band." 

This seems to me to be sort of 
the opposite of the Whitney Hous- 
ton Grammy situation. 

Since when is a band whose de- 
but LP (a very successful one in- 
ternationally) was released in 1983 
still new in 1985? What exactly is 
the '80s definition of "new "? 

Patrick Thomas 
Reno, Nevada 

A SINGULAR CORRECTION 

I felt it necessary to write this 
brief note correcting your article 
in the Feb. 22 issue of Billboard, in 
which you state that Telarc's use 
of the CD single is the "first such 
industry use of the new configura- 
tion." 

This was possibly the first such 
use in America, but as far as the 
industry is concerned, we at Jive 
Records released the first Com- 
pact Disc single ever. We released 
a three -song CD in England on 
Feb. 3, 1986, called "If You're 
Ready (Come Go With Me)" by 
Ruby Turner featuring Jonathan 
Butler. We were able to get this 
out approximately seven days be- 
fore Island released a John Martyn 
single on CD. 

Barry Weiss 
Jive Records 

SINGLES SUFFOCATION 

I couldn't agree more with Darren 
W. Stuart's March 22 letter 
( "Heeding Teen Ears ") about 
which singles receive airplay. 

Many buyers don't like an artist 
or group, basing their opinion on 
one or two singles that got played 
to death on the radio. Because of 
this "one -hit syndrome," some, if 
not most, of the best music around 
doesn't get the recognition it de- 
serves. People either don't like the 
particular single, or they develop a 
hatred for it after hearing it over 
and over again. They then stop re- 
questing music by the group and 
the entire album gets shelved, to 
be played only occasionally at 
three in the morning. 

How ironic that as I am writing 
this, "Your Love" by the Outfield 
is on the radio -for about the fifth 
time today! I think I may have 
liked that song at one time. 

The public should play a much 
bigger part in selecting singles. 
After all, we are the ones listening 
to them. Whovever is doing it now 
isn't doing a very good job. 

Sarah Jane McDonald 
New York, 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 1O0.í6. 
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adio 
NAB Opening -Day Meets Stress Success 

Planned Changes Can Sustain Longterm Excellence 
BY KIM FREEMAN 

DALLAS True to the National 
Assn. of Broadcasters' "Tuning In 
America" theme, two Saturday (12) 
sessions opened the 64th annual 
NAB convention here by keying on 
a "Radio: In Search of Excellence" 
study which focuses on securing su- 
perior ratings through positioning a 
station at the core of its community. 
The confab ran April 12 -16. 

The "Radio: In Search of Excel- 
lence" study, commissioned by the 
NAB, was conducted by McKinsey 
& Co., and the initial results were 
presented at last year's NAB meet. 
This year, the New York firm's 
Sharon Patrick moderated two up- 
dates on the 'project by calling on 
general managers and program di- 
rectors from some of the 12 outlets 
used in the study. 

In addressing their method for 
sustaining ratings and revenue suc- 
cess, GMs and PDs noted the need 
for building the potential for 
change into frameworks that ap- 
peared consistent to the listener, 
and the need to plan for longterm 
quality in all station operations. 

"It seems people think WGN is 
just out there ... like a machine 
that runs by itself with no oiling," 
said Wayne Vriesman, general man- 
ager of Chicago's so called lugger- 
naught" news /talk /personality out- 
let. "Maybe that was true 10 years 
ago when AM was okay." 

WGN's PD Dan Fabian said, 
"consistency is not necessarily syn- 
onymous with predictability. We 
sound like 12 different radio sta- 
tions. But, whether we are doing 
sports, weather, or talk, a consis- 

tent ripple is there because we keep 
in absolute touch with what's going 
on [in the community]." 

WGN's top -rated morning man 
Wally Phillips opted to leave that 
shift recently. "It's going to work 
because we planned for it and be- 
cause WGN is bigger than any one 
personality," Vriesman said. The 
bottom line, he continued, despite 
surface changes in the lineup, "is 
that it's still WGN Chicago." 

Reiterating the theme of accom- 
modating for changes in the midst 
of success, KGO San Francisco's 
PD Jack Swanson said the news - 
/talk outlet operates on the theory 
that, "yesterday's solutions do not 
solve today's problems." Swanson 
said one of KGO's 1986 goals "is to 
have fun." Despite great ratings 
and revenues, the PD said, "we've 
gotten very serious, and I can hear 
it on the air." 

To fight that, Swanson added a 
basketball hoop in the newsroom 
and instituted "Friday Frolic." Dur- 
ing these festivities, he says, KGO 
was the natural focal point of dis- 
cussion and that the effect of cross- 

pollinization from all departments 
could be felt on air. 

All panelists agreed that a station 
can never do enough public- oriented 
promotion and most emphasized the 
success of finding new ways to help 
the community. 

"It's so easy to get involved with 
the community," said KIIS -AM -FM 
Los Angeles programming VP Ger- 
ry DeFrancesco. The market lead- 
ing Gannett outlet recently reached 
an agreement with the city of Los 
Angeles for KIIS to serve as exclu- 
sive sponsor of all beach events. Via 
this agreement, KIIS is now work- 
ing on a major concert weekend. 

Along the lines of pulling off un- 
precedented promotions with limit- 
ed budgets, radio veteran and con- 
sultant Rick Sklar discussed a re- 
cent rock'n'roll marathon by WRQC 
Cleveland. Noting that WRQC is up 
against "In Search of Excellence" 
sample station WMMS, Sklar re- 
layed that WRQC had broken a 
Guinness record by sponsoring a 
103 -hour -plus continuous rock con- 
cert. 

(Continued on next page) 

Panel Moves From Survival To Success 

AM Trumpets Winning Ways 
DALLAS The NAB "Surviving in 
AM Radio" panel was promptly reti- 
tled "Successful AM Winners" by 
moderator Rick Sklar. The name 
was changed to proclaim those man- 
agers and programmers whose sta- 
tions are thriving on the AM band 
despite talk of its demise. 

...I]eWSIII]e... 
MARTIN SHERRY is promoted to corporate vice president for Shamrock 
Broadcasting, based in Atlanta. He retains his duties as VP /GM of 
Shamrock's WFOX -FM there, an AC outlet. 

TOM TAYLOR is upped to VP /GM at WPST Trenton, N.J. He was station 
manager and will continue to program the station. At WPST's sister 
AM, John Anastasio is elevated from program director to station man- 
ager. Jack Faulkner is assuming the AM programming post. 

JAY ALBRIGHT takes over the programming duties for Broadcast Pro- 
gramming's "Modern Country" syndicated, 24 -hour format. He contin- 
ues as operations manager and program director for KMPS -AM -FM 
Seattle. Prior to taking that job, Albright was a country consultant for 
the Drake -Chenault firm. 

SHERRY TAYLOR ALBRIGHT 

STEVE KEENEY is appointed VP /GM at new Legacy Broadcasting outlet, 
KHOW /KPKE Denver. He joins from Denver's KIMN /KYGO, where 
he held the same title. Keeney had been with the Jefferson -Pilot combo 
for 13 years. 

PETER SMYTH is named general manager of Greater Media's WMEX/ 
WMJX Boston. Smyth is a nine -year RKO Radio veteran, having most 
recently been general sales manager for WOR New York. 

"AM and FM duplication is not 
going to save AM radio ... daytime 
to full -time is not going to save AM 
radio," said KOMO Seattle's Ken 
Kohl. The "road map" to success, 
Kohl said, had been outlined earlier 
in the panel titled "Radio: In Search 
of Excellence" (see story above). 

Calling the over -35s AM radio's 
"prime prospects," Kohl recom- 
mended research targetted at that 
demo. He stressed the appeal of 
AM's service elements to them. 
"We can't win the music battle on 
AM radio," he said, "But, we can 
lose lots of cume with the wrong 
music." 

Like other panelists, Kohl 
stressed the need to determine how 
the community perceives the sta- 
tion. The process, he said, could in- 
clude such simple tactics as sending 
the receptionist out at lunch for in- 
formal surveys. With a program- 
ming strategy, he stressed, you 
need to first sell your staff by ex- 
plaining why it was chosen. 

Gary Michiels of WBND Biloxi, 
Miss., said few of his staffers "were 
conscious of working in AM radio. 
We just think of it as a radio sta- 
tion." When Michiels took over 
WBND, he said his missions were to 
serve the community and be profit- 
able. In approaching the first goal, 
he said the key was the belief that 
"people don't care how much you 
know until they know how much 
you care." With that attitude, the 
station's revenues increased 186% 
in the last six months, Michiels said. 

Tim Pecaro of the Washington 
firm Frazier, Gross & Kadlec pre- 
sented the results of a study on the 
payoffs to AMers buying broadcast 
rights to NFL and major league 
baseball games. Highlights of the 
findings included the potential for 
drawing nontypical AM listeners 

(Continued on next page) 

O4 
Programmers reveal why they have jumped on 

particular new releases. 

POP 
WXKS -FM Boston program director Sonny Joe White is excited 
about "Tuff Enuf" (Epic) by the Fabulous Thunderbirds. The band 
has been around for awhile, but the "Kiss" PD predicts they'll final- 
ly succeed because of the new song. White describes the Dave Ed- 
munds production as a "barroom, loose, guitar rocker that has 'sum- 
mer' written all over it" In a totally different musical spectrum, 
White thinks George Michael probably won't have to worry about 
the dissolution of Wham! Female listeners, according to White, call 
the station and "go crazy" every time the station plays "Different 
Corner" (Columbia). "Lyrically, it's the best thing out there ", says 
White. He also says the Jets' "Crush On You" (MCA) is "a great 
dance crossover." Finally, the title song from the movie soundtrack 
album for "Pretty In Pink" (A &M) is happening at the station for 
the Psychedelic Furs. White says, "It's an old tune, but this new re- 
mix is much hotter; and, of course, with the movie doing so well, it 
can't miss." 

BLACK /URBAN 
WDMT Cleveland program director Dean -Dean Rufus is celebrating 
first -quarter ratings jumps and is dancing to the station's own mon- 
ster mix of two of the more successful "Pee Wee" songs. According 
to Rufus, "We put together our own monster mix of "Pee Wee's 
Dance" (Vintertainment) by Joeski Love and "Do The Fila & The 
Pee Wee Dance" (Three Way) by M.C. Boob. We combine the best 
elements of both. On a street level, the kids love it." A surprise suc- 
cess for the station is "I Get Off On You" (Muscle Shoals) by the 
Rose Brothers. Rufus is seeing "instant phones and immediate sales 
after only a couple of weeks of airplay." Further confirming this 
was the band's appearance at last week's Ohio Valley Urban Music 
Awards, co- sponsored by the station. According to Rufus, "The 
Rose Brothers and the Fat Boys stole the show." "Sex Machine" 
(Sutra) by the Fat Boys is doing well on the station. Rufus says the 
song not only appeals to his younger demos, but older listeners are 
"relating to it because of the original version done by James 
Brown." Other songs doing well are "Nasty" (A &M) by Janet Jack- 
son and "Program For Love" (Columbia) by Roy Ayers. Rufus says, 
"Everyone seems to love the 12 -inch remix of the Janet Jackson 
song." As for Ayers, he says, "It's really slick and should put him 
back on the map. Females love it. I think it's a perfect love song." 

AOR 
WXRT Chicago music director Lin Brehmer had an advance listen to 
"So," the new Peter Gabriel album on Geffen, and says, "It's every- 
thing progressive rock should be. It reveals an artist whose depth 
and maturity are equal to the passion of his music. An album like 
this is not for choosing cuts, it's for playing in its entirety." The first 
track from the album delivered to radio this week is "Sledgeham- 
mer." Brehmer is also excited about "a little band from Minneapolis 
named Husker Du, whose music renders much of what passes for 
rock'n'roll as stuff and nonsense. If you can't hear this band, check 
your social security number." "Candy Apple Grey" (Warner Bros.) 
is the album and Brehmer recommends "Don't Want To Know If 
You Are Lonely" and "Hardly Getting Over It." Nashville singer/ 
songwriter Steve Earle has also caught Brehmer's ear. "He reminds 
me of what Jackson Browne might sound like if he had never been to 
L.A. The title track, `Guitar Town,' and `Someday' (MCA) are both 
strong enough to overcome the stigma of music with a twang." Fi- 
nally, Brehmer has a good word for hometown Windy City band 
EIEIO. The station is featuring a British import album by the band 
produced by Steve Berlin of Los Lobos. T -Bone Burnett makes a 
guest appearance on a number of tracks. Brehmer says the song 
"Tear It Down" (Demon) "demonstrates a band with a feeling for 
American rock'n'roll that's well above the average." 

DENIS McNAMARA 
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NAB EXCELLENCE PANEL 
(Continued from preceding page) 

Another common theme was one 
of hiring and keeping quality peo- 
ple. In his year as a fulltime consul- 
tant, Sklar said, "It's amazing that 
half the people I spoke to last year 
aren't where they were any more." 
He also relayed horror stories of 
managers who showed no longterm 
faith in staffers. 

Patrick got an affirmative nod 
from panelists when asked whether 
the key to sustaining success de- 
pended on how much one was will- 
ing to reinvest in the stations. 

KIIS VP /GM Wally Clark dis- 
cussed his insistence that 10% of the 
station's gross annual revenue be 
put back into promotion. And, 
WGN's Vriesman revealed that 65% 
of his expenses went to his 125 em- 
ployees, a high proportion. 

"One thing I never understood 
about this business," said KGO's 
Swanson, "is that we advise clients 
that it is most productive to adver- 
tise in hard times. Yet, when the 
station is in hard times, the first 
thing we cut back on is advertising 
[sales and audience promotions]." 

Speakers outlined ways of keep- 
ing top talent in the face of cherry - 
picking efforts by competitors. 
KIIS' Clark first noted, "If you 
have an air talent that wants to go, 
you'd be better off without him." 
Stations in a catch -up position or 
with limited budgets, Clark sug- 
gested, should sign coveted talent 
to longterm contracts. 

Swanson said his strategy at 
KGO was to "renegotiate early and 
often." 

AM WINNERS PANEL 
(Continued from preceding page) 

and advertisers and for increasing 
cume during difficult dayparts. 

Reno -based consultant Bruce 
Marr noted with enthusiasm that 
"none of us are talking about pro- 
gramming. It's marketing and pro- 
motion that are the common 
threads." He added, "the formats 
and /or the music almost doesn't 
matter. The active, dominant com- 
munity station can be No. 1." 

From the floor, consultant Donna 
Halper said there were signs that 
the younger demo had become "dis- 
enfranchised" with the formulaic 
music outlets on the FM band. She 
questioned whether AM outlets 
could succeed by positioning them- 
selves as "the new big thing" to the 
demo that was raised on FM radio. 

She also asked whether the demo 
break between AM and FM had to 
be perceived by programmers in 
such concrete terms. In response, 
Judy Karst of contemporary Chris- 
tian music station KDBS Alexan- 
dria, La., explained ways of "chang- 
ing the emphasis" of certain promo- 
tions to serve both camps. In one 
instance, KDBS offered a trip to 
Cancun, which was won by a teen- 
ager. The winner was too young to 
go and the trip went to his parents. 
The campaign announced results 
stressing that a youth had won. 

KOMO's Kohl said he "doesn't 
believe the younger demos are 
available to us in most major mar- 
kets." Michiels agreed that the 
demo "must be kept in mind. They 
could be our customers tomorrow." 

KIM FREEMAN 

How to cultivate a loyal audi- 
ence: 

opportunity to feature one of the best - 
known and most popular personalities in the 

Start with the most popular hits 
ever recorded. 

entertainment industry, Dick Clark, in a 
proven format. Dick plays 

Add a radio personality w o s 

legendary... 
- -excerpts 

all the greatest hits 
from the greatest 

Sprinkle with brief- 
rare, exclusive taped inter- 
views - with the most im - 

- . . . 
... The Beatles to The 

tant artists and groups of all 
time. 

taped interviews from 
Dick's own archives. 

And then ... 
Simply rake in the ratings - It's an unbeatable corn - 

bination that's made DICK 
wit P ' V ' ' 
ROLL & REMEMBER. 

I ' ' : 
MEMBER the most success - 

DICK CLARK'S ROCK, 
ROLL & REMEMBER from From now on, give your 
United Stations Program - ` listeners special on -- ow something 
ming Network. The hit !''r the weekends. DICK CLARK'S 
4 -hour weekly program ROCK ROLL & REMEMBER. 
that adds the necessary 
excitement to our \ Then sit back. Relax. And watch 

the ratings grow. 
weekend program - 
ming to keep your 

' CLARK'S ROCK, ROLL & 
. 

#` REMEMBER is available on a 
I - - - Veil 
station throughout the rest of the 

- veeek 

VT -' ' - 

tions in the top 170 Arbitron rated 
- - 

ROCK, ROLL & REMEMBER gives you the 
e 

D I C K C L A R K ' S 

447, -AjPr-..., 
4,:-/-1 

For natinnal Gales infnrmatinn, rail l hilted Statinnc 
Programming Network in New York at 
(2121 575 -6100. 

For station clearance information call United Sta- 
tions Programming Network Affiliate Relations in 
Washington, D.C. at (703 276 -2900. 
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HOT STATIONS 
IN MAJOR 

MARKETS ARE 
MAKING 

THE RIGHT 
CONNECTIONS. 
STATIONS LIKE: 

KRTH -FM 
LOS ANGELES 

WLLZ FM 
DETROIT 
WAAF -FM 
BOSTON 

WCXR FM 
WASHINGTON, DC. 

KRQX 
DALLAS 
KSD -FM 
Si LOUIS 

WFOX-FM 
ATLANTA 
KOOL -FM 
PHOENIX 

C 

WEMP 
MILWAUKEE 

WNOR 
NORFOLK 

KSJL 
SAN ANTONIO 
WCCC-AM/FM 

HARTFORD 
KATT FM 

OKLAHOMA CITY 

WQBK FM 
ALBANY N.Y. 

V I 

I i I 
Np 

CK 
C O 
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C TIO N S 
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U Slc that 

fn es 

Th e 
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Crosby 

& Nash, 
The 
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Stones, 

a whole 
generation, 

The 
Beatles, 

Oylan' 

ung, la m 
es 

ayl°r Th 

h° and many 

Sign 
uP 

no''' 
call )am 

Curtls ñ N e 
v Y°rk 

212) 
9/5-7316 

° 
r Steve 

Epstein 

Los 
Angeles 

(213) 
464'3541 

ARMS Aid. KLOL Houston music 
director /personality Dayna Steele 
poses with Ronnie Lane while 
preparing for the station's third annual 
Rock'n'Roll Auction. This year, the 
sale of various personal items from 
rock stars raised money for ARMS of 
America, a group combatting multiple 
sclerosis, of which Lane is a victim. 

J'romotions 
A LITTLE HELP FROM YOUR FRIENDS 

KMPS -AM -FM Seattle (country) 
Contact: Jay Hamilton 
Putting a twist into the common 
say -it- and -win campaign, KMPS Se- 
attle is encouraging listeners to get 
their friends familiar with the calls 
and ready at the phones. The basics 
of the promotion involve periodic 
calls to Puget Sound residents, who 
can win $1,000 if they identify 
KMPS as their favorite station. 

To beef up the odds for loyal lis- 
teners and to boost cume, KMPS is 
asking listeners to send in postcards 
with their phone number and the 
numbers of two friends in case the 
sender is not home when KMPS 
calls. In that event, calls are placed 
to the cronies, who can win $2,000 
for citing KMPS, to be split with the 
postcard submitter. 

Support for the campaign in- 
cludes a number of two -sided bill- 
boards with the line, "KMPS, say it 
and win $1,000 . .. Write it down and 
win $2,000." To date, the station has 
given away more than $126,000. 
"It's almost too successful," says 
combo program director Jay Al- 
bright, "but we have no plans to 
slow it down." 

WIND Chicago is celebrating its 
first Cinco de Mayo as a Spanish 
station with appropriate pomp and 
circumstance. Right about now, the 
Windy City is being hit with a mar- 
keting blitz on WIND "La Tre- 
menda," all of it keyed to the May 5 

Cinco de Mayo Festival. In addition 
to WIND's on -air campaigns, the 
station has 150 bus -boards in circu- 
lation and 200 spots scheduled for 
Chicago Spanish TV outlet WSNS. 

PHILADELPHIA ROCKERS are 
recovering from WMMR's second 
annual "Louie Louie" parade. 
WMMR's kazoo ensemble, as usual, 
played a large part in this parade, 
with morning man John DeBella 
serving as grand marshal. 

In other WMMR news, the sta- 
tion's spring 1986 survival guide is 
available in so- called "DeBellaware 
Valley" for 93 cents. It includes 
plenty of sports info, night spot di- 
rectories, and, of course, WMMR 
personality profiles. KIM FREEMAN 
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Yesterilits© 
Hits From Billboard 10 and 

20 Years Ago This Week 

POP SINGLES -10 Years Ago 

1. Disco Lady, Johnnie Taylor, 
COLUMBIA 

2. Let Your Love Flow, Bellamy 
Brothers, WARNER BROS /CURB 

3. Right Back Where We Started 
From, Maxine Nightingale, UNITED 
ARTISTS 

4. Lonely Night (Angel Face), 
Captain & Tennille, A &M 

5. Boogie Fever, Sylvers, CAPITOL 

6. Only Sixteen, Dr. Hook, CAPITOL 

7. Sweet Love, Commodores, MOTOWN 

8. Dream Weaver, Gary Wright, 
WARNER BROS. 

9. Show Me The Way, Peter 
Frampton, A &M 

10. Bohemian Rhapsody, Queen, 
MERCURY /ELEKTRA 

POP SINGLES -20 Years Ago 

1. (You're My) Soul And Inspiration, 
Righteous Brothers, VERVE 

2. Bang Bang, Cher, IMPERIAL 

3. Secret Agent Man, Johnny Rivers, 
IMPERIAL 

4. DaydSUmA ream, Lovin' Spoonful, KAMA 

5. Time Won't Let Me, Outsiders, 
CAPITOL 

6. Good Lovin', Young Rascals, 
ATLANTIC 

7. Kicks Paul Revere & the Raiders, 
COLUMBIA 

8. Sloop John B, Beach Boys, CAPITOL 

9. I'm So Lonesome I Could Cry, B.J. 
Thomas & the Triumphs, REPRISE 

10. Leaning On The Lamp Post, 
Herman's Hermits, MGM 

TOP ALBUMS -10 Years Ago 

1. Their Greatest Hits, Eagles, ASYLUM 

2. Frampton Comes Alive, Peter 
Frampton, A &M 

3. Wings At The Speed Of Sound, 
CAPITOL 

4. A Night At The Opera, Queen, 
ELEKTRA 

5. Run With The Pack, Bad Company, 
SWAN SONG 

6. Eargasm, Johnnie Taylor, COLUMBIA 

7. The Dream Weaver, Gary Wright, 
WARNER BROS. 

8. Thoroughbred, Carole King, A &M 

9. Desire, Bob Dylan, COLUMBIA 

10. Fleetwood Mac, Warner Bros. 

TOP ALBUMS -20 Years Ago 

1. Going Places, Herb Alpert's 
Tijuana Brass, A &M 

2. Ballad Of The Green Berets, Sgt. 
Barry Sadler, RCA VICTOR 

3. Whipped Cream & Other Delights, 
Herb Alpert's Tijuana Brass, A &M 

4. The Sound Of Music, Soundtrack, 
RCA VICTOR 

5. Boots, Nancy Sinatra, REPRISE 

6. Color Me Barbra, Barbra 
Streisand, COLUMBIA 

7. The Best Of The Animals, MGM 

8. Spanish Eyes, Al Martino, CAPITOL 

9. I Hear A Symphony, Supremes, 
MOTOWN 

10. The Dave Clark Five's Greatest 
Hits, EPIC 

COUNTRY SINGLES -10 Years Ago 

1. Drinkin' My Baby (Off My Mind), 
Eddie Rabbitt, ELEKTRA 

2. 'Til I Can Make It On My Own, 
Tammy Wynette, EPIC 

3. Together Again, Emmylou Harris, 
WA ER /REPRI E 

4. Don't The Girls All Get Prettier At 
Closing Time, Mickey Gilley, 
PLAYBOY 

5. I Couldn't Be Me Without You, 
Johnny Rodriguez, MERCURY 

6. You'll Lose A Good Thing, Freddy 
Fender, ABC/DOT 

7. My Eyes Can Only See As Far As 
You, Charley Pride, RCA 

8. If I Had It To Do All Over Again (I'd 
Do It With You), Roy Clark, ABC /DOT 

9. Come On Over, Olivia Newton - 
John, MCA 

10. 'Til The Rivers All Run Dry, Don 
Williams, ABC /DOT 

SOUL SINGLES -10 Years Ago 

1. Disco Lady, Johnnie Taylor, 
COLUMBIA 

2. Misty Blue, Dorothy Moore, MALACO 

3. Livin' For The Weekend /Stairway 
To Heaven, O'Jays, PHILADELPHIA INT'L 

4. I've Got A Feeling (We'll Be Seeing 
Each Other Again), Al Wilson, 
PLAYBOY 

5. It's Cool, Tymes, RCA 

6. He's A Friend, Eddie Kendricks, 
TAMLA 

7. Happy Music, Blackbyrds, FANTASY 

8. Heavy Love, David Ruffin, MOTOWN 

9. Tell The World How I Feel About 
'Cha Baby, Harold Melvin & the 
Blue Notes, PHILADELPHIA INT'L 

10. Love And Understanding (Come 
Together), Kool & The Gang, DE.LITE 
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'New York's Soft Rock' Makes Its Debut 

As Bonneville Changes WRFM To WNSR 
BY DENIS McNAMARA 

NEW YORK After 17 years of 
serving up "beautiful music," 
WRFM New York has shed its call 
letters and switched to a soft rock 
A/C format. 

At 12:01 a.m. Thursday (17), the 
Bonneville International outlet, 
owned by the Mormon Church, be- 
came WNSR, "New York's Soft 
Rock." 

The Doobie Brothers' "Listen To 
The Music" was selected to kick 
off the new format. 

According to VP /GM Mark 
Bench, other artists offered will be 
Phil Collins, Billy Joel, Stevie Won- 
der, the Eagles, the Bee Gees, Neil 
Diamond, and Elton John. Bench 
says the music mix will include ma- 
terial dating from the mid -'60s to 
current. Among the '60s artists to 
be played are the Mamas & Papas, 
the Lovin' Spoonful, the Supremes, 
and Peter, Paul & Mary. 

WRFM ranked 11th in the New 

York market in last fall's Arbitron 
book with a 3.1 share. Its major 
"beautiful music" competitor, 
WPAT Paterson, N.J., had a 3.4 
share. 

As WNSR, the outlet becomes 
Gotham's fourth entry in the A/C 
radio race. Format leader WLTW 
jumped to sixth place in the fall 
ARBs with a 4.5 share, the Viacom 
outlet's best book ever. WNSR will 
also compete with WPIX -FM (a 2.3 
share in the fall book) and NBC's 
WYNY (2.0). 

Bench says WNSR's approach 
will be more contemporary than 
WLTW. He says, "WRFM's audi- 
ence has been 35 -64. Now, we're 
aiming at 25 -49." 

Bench says he has been re- 
searching the format change ex- 
tensively for more than three 
months with program manager 
Bob Dunphy and general sales 
manager Mike Valentine. The sta- 
tion also used the services of Tex- 
as -based Coleman Research. 

"We developed a hypothesis that 
said there is a hole in the market 
that's been there for the last year 
and a half. We had to move fast. 
Our management was highly re- 
ceptive and said research it. Our 
research corroborated our hypoth- 
esis and we went for it." 

Bench denies local newspaper re- 
ports that WRFM's entire air staff 
would be fired. "We have not final- 
ized the on -air staff," says Bench. 
"Temporary announcers who have 
had experience in A/C will be on 
the air at first. However, all pres- 
ent announcers who wish to will be 
auditioning and will be given full 
consideration." 

Bench says the new format will 
be promoted through "TV and oth- 
er media," but he would not be 
more specific about plans. 

He emphasizes that WNSR's 
format was not purchased from a 
syndicator. The station's new 
sound is "home grown," he claims. 

A Large Number Hold Key Positions 

Women Execs Ride Motor City Fast lane 
BY MOIRA Mc COR MICK 

CHICAGO "Detroit is supposed to 
be one of the worst places in the 
country for women to get ahead ... 
except in radio and television," says 
Maureen Hathaway, station manag- 
er of Motor City top 40 WHYT -FM. 

Hathaway is one of a large num- 
ber of women holding top executive 
positions in Detroit radio -vice 
president /general managers, sta- 
tion managers, general sales man- 
agers, even owners. Radio is a busi- 
ness whose key jobs are generally 
held by men, and Detroit is widely 
perceived as a two- fisted, blue -col- 
lar city. Yet women there have been 
able to make a more than signifi- 
cant mark in the upper echelons of 
radio. 

"The radio market here is [one of 
the most] competitive in the coun- 
try," observes Elaine Baker, VP/ 
GM of adult contemporary WOMC- 
FM. "Because of that, talent is rec- 
ognized for what it is. Women have 
been able to move up the ladder be- 
cause they're good." 

Both Hathaway and Vicky Tron- 
dle, general sales manager of 
WNIC- AM -FM, surmise that De- 
troit radio is such fertile ground for 
women executives because exten- 
sive station turnovers in the recent 
past have cleared the way for capa- 
ble, talented women. 

"One of the biggest problems for 
women had been lack of opportuni- 
ty," says Hathaway. "Men were 
holding jobs they'd always held, but 
when turnovers occurred, women 
were there to take those jobs." 

Trondle adds, "It took a long time 
for women to get the type of experi- 
ence it takes to run a large busi- 
ness." 

Trondle was promoted to GSM 
when her predecessor left to join 
former WNIC GM Lorraine Golden, 

who had formed her own company. 
Golden is now VP of Metropolis 
Broadcasting and VP /GM of its 
first property, the top 40 /AC for- 
matted WDTX. 

The turnover theory doesn't hold 
for Verna Green, VP /GM of urban 
outlet WJLB -FM, who brought the 
station from a No. 12 overall rating 
when she joined in 1982 to its cur- 
rent No. 2 status. She says, "Wom- 
en had the least seniority, and so 
were the first to go." 

Green's prior experience in the 
automotive industry left her with 
the perspective that the male con- 

'We have to do 
more, be superior' 

centration there and in Detroit's 
other heavy industries "gave worn - 
en other ways to achieve." 

"For women to excel in this mar- 
ketplace," agrees Suzanne Dough- 
erty, national sales manager of 
WWJ -AM, "they had to look in 
other areas." 

The majority of the city's female 
executives started out not in the 
typing pool but in the sales depart- 
ment. "It's the business aspect of 
the radio station," observes Dough- 
erty. "Working in sales gives you 
an awareness of the bottom line ... 
and GMs have to be very aware of 
the bottom line ... it gives an idea 
of the structure of the station." 

Operating in a predominantly 
man's world, Detroit's female execs 
nevertheless all agree they have 
faced little or no gender discrimina- 
tion in their positions. "There has 
probably been some, but I've been 
too busy to notice," remarks Green. 

However, says Betty Pazdernik, 
VP and GSM of top 40 WCZY -AM- 
FM, "I still think we have to do a bit 

more, be superior, excel. 
"If I felt like I wanted to have a 

tantrum, I wouldn't do it," she con- 
tinues, "yet I've seen males fly off 
the handle, and it's perfectly accept- 
able. If I feel like crying from frus- 
tration, I'll leave the office. But, 
men are allowed to explode for the 
same reason with no loss of esteem. 
It'll probably always be like that." 

All agree that their stations hire 
for excellence, not gender. 

"I'm looking for the best person 
for a job, when I hire," says Baker. 
"I had a female program director in 
1983 [Lorna Ozman], and we have a 
famale sales staff -not because 
they're women, but for their skills." 

Women applicants can look for- 
ward to advice and information on 
support groups when they go to 
WJLB, says Green. "We tell them 
to contact American Women in Ra- 
dio & Television (AWRT), the Wom- 
en's Advertising Club in Detroit, 
Women In Music, and Women in 
Communications," she describes. 
"We advise everyone, not just worn- 
en, to read the trades and market 
reports. Women graduate as mass 
communications majors with no 
practical skills; we try to spread the 
word that if they're considering in- 
ternships, they can get them." 

Detroit's women executives all 
stress that hard work, knowledge, 
desire, goal- setting, risk -taking, and 
dedication got them where they are. 
"Don't be overly conscious of your 
difference," advises WHYT's Hath- 
away. "You can't be a lone wolf and 
succeed. You've got to be a part of 
the system, teamwork and company 
loyalty, that's what has traditional- 
ly gotten men ahead. A lot of wom- 
en feel they have to be Joan of Arc, 
but that just reinforces differences. 
Being a team player does not mean 
selling out." 

by Kim Freeman 

NE MAN'S PAIN is another 
man's pleasure" is the phrase that 
pays at KSDO -FM San Diego, 
where former KZZC Kansas City 
personality Randy Miller arrives 
May 1 as morning man. Miller re- 
places Dave Otto, who moved to 
the Boston market a while back. 
He arrives in Southern California 
after pulling an April Fool's Day 
prank the KZZC folks didn't ap- 
preciate. It seems Miller went on 
air with a bogus benefit concert 
for the Future Homeless Farmers 
of America. "We thought it was 
funny," says KSDO program di- 
rector Mike Preston. "If Randy 
can create that kind of commotion 
here, it'll be fine with us." 

WLW CINCINNATI'S overnight 
man Dale "Truckin' Bozoo" 
Sommers made a hero of himself 
April 11 during his country show 
for the mostly AC and talk 50,000 - 
watter. At about 2 a.m., one of Bo- 
zoo's regular callers phoned in 
from her job at an all -night conve- 
nience store in Cimilla, Ga. She 
broke her conversation off abrupt- 
ly, and Bozoo realized something 
was wrong. He called the Cimilla 
police department, who found the 
caller safe but the store robbed. 
Thanks to Bozoo's quick action, 
the criminal was arrested by the 
police shortly after the caller was 
found, and the Cincinnati press 
has made a star of the Bozoo. 

Last week we told you that 
WNEW -FM New York was going 
to name the winner of its two -mil- 
lionth -song contest on April 7. 
Well, they really were going to, 
but the AOR outlet discovered 
that it takes a while to count 1.25 
million entries. To further pro- 
tract the process, 15,000 contes- 
tants were correct! 

By April 10, Lorraine Spozatto, 
an FBI accounting clerk, was se- 
lected as the winner. The song? 
Argent's "God Gave Rock'n'Roll 
To You," a 1968 release coinciding 
with the date of WNEW's birth as 
an album rocker. 

Despite the extensive AOR ex- 
perience of the new general man- 
ager and program director of 
adult contemporary WMET -FM 
Chicago, WMET won't be revisit- 
ing its own AOR past -not com- 
pletely. According to GM Bill Ha- 
zen, who with PD Tom Owen took 
over April 14 under new owners 
SBI Inc. of San Diego, "Obvious- 
ly, we'll have to make some 
changes to be successful. We'll re- 
adjust the format, but it won't be 
straight AOR. We plan to keep the 
same 25-44 adult demos." In addi- 
tion, he says, WMET's call letters 
will change May 1. 

Hazen comes to WMET from 
Dallas AOR KTXQ (Q102), where 
he worked since 1978, holding the 
position of sales manager since 
1981. Most recently Owen worked 
in sales at KAAM /KAFM Dallas 
(now KZPS). Former WMET pro- 

gram director Reid Reker is now 
PD at Hicks Communication's 
KNOW /KEYI Austin, Texas. Ha- 
zen's role as sales manager at 
KTXQ has been filled by Gailya 
Silhan, formerly of KPLX Dallas. 

VETERAN AIR TALENT John 
Ogle is recruited at classic rock 
outlet WCXR Washington as 
morning news anchor. Recently a 
news consultant for the Virginia 
News Network, Ogle's career also 
includes stints with the RKO Ra- 
dio Networks, WNEW -FM, and 
WPIX and WINS in New York. 

WJZR Charlotte switched for- 
mats recently to classic rock from 
top 40. The outlet is now WRFX. 

At progressively multiformat- 
ted WEAA Baltimore, Al Sykes is 
upped to music director. In taking 
the job, Sykes leaves the over- 
nights to assume afternoon drive 
duties. WEAA's former MD Bar- 
ry Young continues his morning 
show and works in the news de- 
partment. 

On the album rock front in 
Phoenix, word is that Nick Som- 
mers has resigned at KDKB. He 
was music director and afternoon 
personality. A replacement is be- 
ing sought by PD John Larson. 

Randy Miller treks 
south to KSDO 

Vic Feuerherd joins WBCS Mil- 
waukee as the contemporary 
country outlet's sports director. 
He was a sports reporter for the 
Milwaukee Sentinel. 

JOHN COUGAR MELLEN- 
camp's enthusiasm about small 
towns may turn into an actual 
show for a small town, if WFCB 
Chillicothe, Ohio, morning man 
Chip "the Rotund One" Arledge 
has his way. "Since he writes, 
sings, talks, and has a hit record 
about small towns," he asks, "why 
shouldn't he play a small town ?" 

From his own small town, Ar- 
ledge has gotten 5,000 listeners to 
sign a petition saying that "they 
would be willing to pay $15 to $20 
to see Mellencamp here," he says. 
The neat part is that Mellencamp's 
managers at Champion Entertain- 
ment have taken Arledge's calls 
on the subject. A Chillicothe ap- 
pearance this year seems out of 
the question because Mellencamp 
is on his way to Europe. But Ar- 
ledge is optimistic about the possi- 
bilities for next year. 

THE LIBYAN BOMBING put a 
real damper on the 64th Annual 
NAB Convention last week in Dal- 
las and left a lot of traveling news 
directors itching for home. Presi- 
dent Reagan's Monday night (14) 
address caused numerous hospi- 
tality suites to quiet down for 
once. We heard Reagan's address 
in full at CBS', then picked up an 
analytical view with late -night 
stragglers watching Ted Koppel's 
"Nightline" in the ABC suite. 

On Tuesday, album rocker 
KTXQ and country outlet KPLX 
in Dallas made the evening TV 
news with how listeners were re- 
sponding to the Libyan bombing. 
By the way, the attack gave 
KTXQ the chance to air a prere- 
corded Khadafy parody. 
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COMPLETE LIST OF BILLBOARD'S NEW 

ALBUM ROCK CHART REPORTING PANEL 
NEW YORK In response to reader 
requests, we are reprinting the list 
of stations that make up Billboard's 
revised reporting panel for the Al- 
bum Rock Tracks chart. 

The new panel represents the 
largest in Billboard's history. It con- 
sists of the most popular album 
rock radio outlets in the U.S. 

The various reporting categories 
are defined as follows: "Platinum," 
stations with 1,000,000 -plus weekly 
cume; "Gold," stations with 500,000- 
999,999 weekly cume; "Silver," sta- 
tions with 250,000- 499,999 weekly 
cume; and "Bronze," stations with 
less than 250,000 weekly cume. 

All rankings are based on the fall 
1985 Arbitron results. Asterisks in- 
dicate new panel members. 

PLATINUM 

WNEW -FM /New York, N.Y. 
WXRK /New York, N.Y. 
WAPP /New York, N.Y.' 
WMMR /Philadelphia, Pa. 
KLOS /Los Angeles, Calif. 
KMET /Los Angeles, Calif. 

GOLD 

WWDC /Washington, D.C. 
WYSP /Philadelphia, Pa. 
WLUP /Chicago, Ill. 
WLLZ /Detroit, Mich. 
WRIF /Detroit, Mich. 

WFBQ /Indianapolis, Ind. 
KROQ /Los Angeles, Calif.* 

SILVER 

WAAF /Boston /Worcester, Mass. 
WHCN /Hartford, Conn. 
WHJY /Providence, R.I. 
WBAB /Long Island, N.Y. 
WLIR /Long Island, N.Y.' 
WYDD /Pittsburgh, Pa. 
WIYY /Baltimore, Md. 
WKDF /Nashville, Tenn.* 
WSHE /Ft. Lauderdale /Miami, Fla. 
WYNF /Tampa, Fla. 
WKLS /Atlanta, Ga. 
WCKG /Chicago, Ill.* 
WXRT /Chicago, Ill.* 
KQRS /Minneapolis /St. Paul, Minn. 
WQFM /Milwaukee, Wis. 
WEBN /Cincinnati, Ohio 
WLVQ/Columbus, Ohio 
KSHE /St. Louis, Mo. 
KYYS /Kansas City, Mo. 
KLOL /Houston, Texas 
KSRR /Houston, Texas' 
KTXQ /Dallas, Texas 
KZEW /Dallas, Texas 
KUPD /Phoenix, Ariz. 
KBPI /Denver, Colo. 
KISW /Seattle, Wash. 
KFOG /San Francisco, Calif.* 
KRQR /San Francisco, Calif.` 
KZAP /Sacramento, Calif. 
KGB /San Diego, Calif.` 

BRONZE 

WBRU /Providence, R.I. 
WCCC /Hartford, Conn.* 
WPLR /New Haven, Conn. 
WPYX /Albany, N.Y.` 
WCMF /Rochester, N.Y. 
KGGO /Des Moines, Iowa 
WDHA /Dover, N.J. 
WZZO /Allentown, Pa." 
WHFS /Annapolis, Md.' 
WNOR /Norfolk, Va. 
WRXL /Richmond, Va. 
WRDU /Raleigh, N.C.' 
WIMZ /Knoxville, Tenn.` 
WQMF /Louisville, Ky.` 
WFYV /Jacksonville, Fla.' 
WDIZ /Tampa, Fla. 
WWCK /Flint, Mich. 
WLAV /Grand Rapids, Mich.' 
WSKS /Cincinnati, Ohio 
WTUE /Dayton, Ohio' 
WIOT /Toledo, Ohio 
KATT/Oklahoma City, Okla.' 
KMOD /Tulsa, Okla. 
KEZO /Omaha, Neb. 
KDKB /Phoenix, Ariz. 
KLBJ /Austin, Texas 
KISS /San Antonio, Texas" 
KGON /Portland, Ore. 
KINK /Portland, Ore.' 
KAZY /Denver, Colo. 
KBCO /Denver, Colo. 
KRSP /Salt Lake City, Utah' 
XTRA /San Diego, Calif.' 
KOME /San Jose, Calif.' 
KSJO /San Jose, Calif.` 

Washington Roundup 
BY BILL HOLLAND 

LAST NRBA MEMBERSHIP 
meeting? If members ratify the pro- 
posed unification of the radio -only 
group with NAB, could be. The 
meeting takes place Monday (21), 
and ratification is the top agenda 
item. Although NRBA's board of di- 
rectors approved unification in Feb- 
ruary, it also adopted a series of 
"terms" concerning NAB amending 
its bylaws. These include a provi- 
sion for an independent, autono- 
mous action by the radio board, 
seats on the board, and radio cham- 
pions on Capitol Hill, in the FCC, 
and in in -house legal and public af- 
fairs departments. 

THE FCC HAS GRANTED a tem- 
porary stay of the so- called cross - 
ownership rule to Owosso Broad- 
casting Co. in Owosso, Mich. The 
rule prohibits renewal of a radio 
broadcast license if there is common 
ownership of the only radio station 
and a newspaper in that community. 
The company owns both WOAP- 
AM-FM and a daily newspaper, the 
Argus Press, but is trying to sell 
the stations. The FCC, in acknowl- 
edging "the difficulty in divesting" 
the stations, gave Owosso a stay in 
the matter until March 1, 1987. 

A REMINDER: Quarterly public 
affairs issues /programs lists for ra- 
dio stations should have been placed 
in public inspection files by April 10. 
In 1985, the rule was lifted by the 

Court of Appeals, but since the FCC 
hasn't adopted a new rule, broad- 
caster legal types say it's best to 
keep up the lists. Since we forgot 
about it until now, perhaps some 
stations have as well. 

A MONTH AWAY ... The FCC 
has hinted that the long- overdue 
signing of the Mexico Protocol 
Agreement will happen within the 
next month. That's good news for 
AM broadcasters, says the NRBA, 
because of three main items in the 
agreement: full protection to U.S. 
clear channels will be granted; night 
operations on Mexican class IA 
clear channels will be okayed; and 
the 6 p.m. limit on post- sunset oper- 
ation will be lifted, allowing stations 
to operate at authorized nighttime 
power. 

CONFIRMATION EXPECTED .. . 

President Reagan's nomination of 
Patricia Diaz Dennis for the FCC 
commissioner's seat made vacant 
by retiring Henry Rivera sailed 
through the Senate Commerce Com- 
mittee April 9, and she is expected 
to get the full Senate nod later this 
month. Also expected to pass is the 
measure cutting back the number 
of FCC seats from seven to five. 
The House should okay the mea- 
sure, which has already been ap- 
proved by the Senate. 

BY LABOR DAY, says an official 
of Emmis Broadcasting Corp., 
which bought Doubleday's last re- 
maining radio stations for $53 mil- 

KSJL Colored Purple. KSJL San 
Antonio programming vice president 
Leo Vela compares the fit of his 
station tour jacket with that of 
Margaret Avery's. One of the stars of 
"The Color Purple," Avery was in 
town to record a program for 
Westwood One and while there could 
not resist dressing herself in the 
outlet's colors. 

lion back in March, "we plan to be 
running them." Emmis bought 
WHN /WAPP -FM in New York City 
and WAVA -FM here pending FCC 
approval and the usual corporate 
sort -out. Emmis Broadcasting 
seems happy with WHN and very 
pleased with WAVA's share in the 
crowded D.C. market, but might be 
planning some changes for little (5.8 
kw.) WAPP -FM, which has a top 40/ 
album rock hybrid format. With 
these additions, Emmis will own 
seven stations nationwide. 
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ALBUM ROCK TRACKS 

ARTIST 
IABEI 

Compiled from national album-oriented 
radio airplay reports. 

TITLE 

1 3 5 6 
JULIAN LENNON STICK AROUND 

2 1 1 7 
VAN 

ARNER BR 
HEN WHY CAN'T THIS BE LOVE ALOS. 

W 

3 7 10 4 
THE ROLLING STONES ONE HIT TO THE BODY 
ROLLING STONES 

4 8 16 3 JVITAE 
Y BE GOOD TO YOURSELF 

5 5 6 15 ZRTO PROS. 
ROUGH BOY 

6 2 2 7 
BOBSEGER & SILVER BULLET BAND AMERICAN STORM 
CAPL 

7 4 4 10 
ItgEA FABULOUS S THUNDERBIRDS TUFF ENUFF 

8 22 - 2 HE 
G 
MOODY TOODY BLUES YOUR WILDEST DREAMS 

LY 

9 9 11 5 
DAVID BOWIE ABSOLUTE BEGINNERS 
EMI AMERICA 

10 12 24 3 
THE ROLLING STONES WINNING UGLY 
ROLLING STONES 

11 13 13 10 HORNERYMOON 
SUITE FEEL IT AGAIN 

12 6 3 7 
THE ROLLING STONES HARLEM SHUFFLE 
ROLLING STONES 

13 15 17 6 
SIMPLE MINDS ALL THE THINGS SHE SAID 

14 16 18 4 GRAHAM NASH INNOCENT EYES 
ATL 

15 10 7 11 
RLAND OBERT PALMER ADDICTED TO LOVE 
IS 

16 18 21 4 
VAN HALEN BEST OF BOTH WORLDS 
WARNER BROS. 

17 19 23 6 
MMR. MISTER IS IT LOVE 

18 30 - 2 BOBSEGER & SILVER BULLET BAND LIKE A ROCK 

19 19 11 8 9 
JACKSON BROWNE FOR AMERICA 
ASYLUM 

20 20 20 9 
THE CALL I STILL BELIEVE 
ELEKTRA 

21 17 12 7 
PHILLINS TAKE ME HOME 
ATLANTIC C 

CO 

22 29 35 4 
JEMMY BARNES WORKING CLASS MAN 

23 23 27 4 
VAN HALEN DREAMS 
WARNERBROS. 

24 14 9 6 
BOB 

OL 
SEGER & SILVER BULLET BAND FORTUNATE SON 

CAPIT 

25 35 41 3 
.Alf JACKSON RIGHT AND WRONG 

26 NEW P GTR WHEN THE HEART RULES THE MIND 
ARISTA 

27 27 25 5 
JUDAS PRIEST LOCKED IN 

28 21 15 8 JOE ó OCKER SHELTER ME 

29 26 26 7 TED NUGENT LITTLE MISS DANGEROUS 

30 NEW HEART NOTHIN' AT ALL 
CAPITOL 

31 31 29 9 . ATTHE FIRM LIVE IN PEACE 

32 24 14 12 
ZY OZSOU 

CBS ASSOCIA 
OBTED RNE SHOT IN THE DARK 

33 33 36 5 JACKSON BROWNE LIVES IN THE BALANCE 

34 42 - 2 BOB DYLAN BAND OF THE HAND 
MCA 

35 32 32 4 PETE 
TCO 

TOWNSHEND SECONDHAND LOVE 
A 

36 36 - 2 VAN HALEN LOVE WALKS IN 
WARNER BROS. 

37 25 19 10 BRi IAN 
SETZER THE KNIFE FEELS LIKE JUSTICE 

38 28 22 13 
MIKE & THE MECHANICS ALL I NEED IS A MIRACLE 

39 44 - 2 THEE HBOOTERS WHERE DO THE CHILDREN GO 

40 NEW HOWARD JONES NO ONE IS TO BLAME 
ELEKTRA 

41 34 28 14 
INXS 
ATLANTIC 

WHAT YOU NEED 

42 NEW 
I 

MODELS OUT OF MIND, OUT OF SIGHT 
GEFFEN 

43 NEW INXS LISTEN LIKE THIEVES 
ATLANTIC 

44 37 37 3 
PET SHOP BOYS WEST END GIRLS 
EMI- AMERICA 

45 41 33 15 
THE OUTFIELD YOUR LOVE 
COLUMBIA 

46 NEW STARSHIP TOMORROW DOESN'T MATTER TONIGHT 
RCA 

47 47 - 2 UFO THIS TIME 
CHRYSALIS 

48 45 45 3 
LEVEL 42 SOMETHING ABOUT YOU 

49 39 39 3 WAX RIGHT BETWEEN THE EYES 

50 50 2 GREG KIHN LOVE AND ROCK AND ROLL 
EMI -AMERICA 
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radio 
IiIatured Programming 

THE RADIO NETWORK ASSN. 
has put Sears, Roebuck & Co. at the 
top of its biggest- network -spenders 
list. That's according to the RNA's 
annual report on the subject for 
1985. 

Four other national retailers are 
counted in the RNA's list of the 25 
leading dollar dispensers for net- 
work radio. They are True Value 
Hardware's parent firm Cotter & 
Co., K -Mart, Goodyear Tire (spend- 
ing on its auto service centers), and 
Tandy Corp., owner of Radio Shack. 

Commenting on this develop- 
ment, RNA president Bob Lobdell 
says, "Sears is using the national 
radio networks to advertise item 
and price in a series of events of lim- 
ited duration. That is the nature or 
retail advertising, and the effect is 
readily measured at the cash regis- 
ter. It must produce." 

Other big network believers in- 
clude AT &T, Anheuser Busch, Proc- 
tor & Gamble, General Motors, Na- 
bisco, and the Ford Motor Co. 

CBS RADIO borrows from its tele- 
vision counterpart in launching "In 
Touch: West 57th," a weekly, 30- 
minute program slated for May 2 
debut. Billed as a public affairs 
magazine -style show, CBS Radio - 
radio's "In Touch: West 57th" pack- 
age will be culled from CBS -TV's 
program of the same name, which 
premiered last summer. 

CBS executives say the pro- 
gram's brisk pace and timely topics 
will fill an affiliate demand for reg- 
ularly scheduled, longform public 
affairs programs. 

The Transtar Radio Network of 
Los Angeles has lined up the air 
team for its new, 24 -hour "Oldies 
Channel." The service debuts May 
1 with a projected 30 affiliates. The 
air team consists of four -year Tran- 
star veteran Beau Weaver, former 
KIIS and KMGG (now KPWR) Los 
Angeles personality Jeff Serr, for- 
mer KLZZ San Diego talent Jay 
Williams, former KIQQ Los Ange- 
les morning man Bruce Chandler, 
and Bill Michaels, who was PD at 
KMEN San Bernardino and opera- 
tions manager at KOGO San Diego 
before that. 

AS MORE MUSIC outlets turn to 
yesterday for much of their music, 
network radio is keeping pace with 
the demand for blasts from the 
past. One such example is Mutual's 
"Like Only Yesterday." This is a 
90- second, daily feature recalling 
the major news events of each day 
in history. The program premieres 
May 5, with a look at Alan Shepard, 
who became the first American in 
Space on that date in 1961. 

MUSIC STATIONS looking for 
something completely different 
might want to make a call to 
Charles Michelson Inc. of Beverly 
Hills, the company with rights to 
the "Jack Benny Show" and "Burns 
& Allen." But don't be too slow on 
the touch tone. In one sales day, the 
company reports, stations in ten of 
the top 25 markets were cleared on 
both programs. 

Outlets already signed on for the 
original, 30- minute radio shows in- 
clude WQXR New York, WCAU- 
AM Philadelphia, KNX Los Angeles 

Health Kicks And 'NIX. KNIX -AM -FM Phoenix music director Doug Brannan, 
left, helps recording artist Charlie Daniels get in shape for a forthcoming 
interview on the country station. Conveniently, KNIX has an employee fitness 
center that it opens to visiting stars. 

and KMOX St. Louis. Michelson's 
number is (213) 278 -4546. 

Addressing a more contemporary 
topic is the "Computer Connec- 
tion," an hour program offered by 
the Associated Press Radio Net- 
work. The program is celebrating 
its first anniversary this month, 
with a roster of 17 affiliates. 

Lest you balk at the notion of put- 
ting an hour of high -tech talk on 
your station, "Computer Connec- 
tion" associate producer Jason 
Rich stresses that the show is about 
"having fun and moving ahead with 
today's technology " -emphasis on 
the former. Outlets that have 
picked up the magazine -style show 
include AC- formatted WYNY New 
York, light -AC KGIL Los Angeles 
and top 40 WZPL -FM Indianapolis. 
Rich can be reached at (617) 239- 
5067. KIM FREEMAN 

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

April 25-27, Elton John, Dick 
Clark's Rock Roll & Remember, 
United Stations, four hours. 

April 25-27, Joe Jackson, Profile 
'86, NBC Radio Entertainment, 90 
minutes. 

April 25-27, Tears For Fears, 
Hot Rocks, United Stations, 90 
minutes. 

April 25-27, Supertramp, Super- 
star Concert Series, Westwood 
One, 90 minutes. 

April 25-27, Brook Benton, Solid 
Gold Saturday Night, United Sta- 
tions, five hours. 

April 25-27, Charley Pride, The 
Weekly Country Music Countdown, 
United Stations, three hours. 

April 25-27, Grace Slick, Geddy 
Lee, Rock Chronicles, Westwood 
One, one hour. 

April 25-27, Frankie Laine, The 
Great Sounds, United Stations, 
four hours. 

April 25-27, Jermaine Jackson, 
Countdown America with Dick 
Clark, United Stations, four hours. 

April 25-27, Robert Palmer, Rick 
Dees' Weekly Top 40, United Sta- 
tions, four hours. 

April 25-May 1, Reba McEntire, 
Country Today, MJI Broadcasting, 
one hour. 

April 25-May 1, Bill Wyman, 
Scott Muni's Ticket to Ride, DIR 
Broadcasting, one hour. 

April 25-May 1, Black Sabbath, 
Metalshop, MJI Broadcasting, one 
hour. 

April 26-27, Deuter, Musical 
Starstreams, Musical Starstreams, 
two hours. 

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. 

89 REPORTERS 

NEW TOTAL 

ADDS ON 

MADONNA 23 60 

LIVE TO TELL SIRE 

BILLY OCEAN 23 48 

THERE'LL BE SAD SONGS (TO 

MAKE YOU CRY) nvE /ARISCA 

MOODY BLUES 19 30 

YOUR WILDEST DREAMS 
POLLYGRAM 

GEORGE MICHAEL 18 18 

A DIFFERENT CORNER COLUMBIA 

MIKE 8 THE MECHANICS 11 36 

ALL I NEED IS A MIRACLE 
ATLANTIC 

Copyright 1986, Billboard Publications, Inc. No part of this publication 
may be reproduced, stored in any retrieval system, or transmitted, in any 
form or by any means, electronic, mechanical, photocopying, recording, 
or otherwise, without the prior written permission of the publisher. 

noú CONTEMPORARY 
Compiled from a national sample of radio playlists. 

TITLE 
LABEL 8 NUMBER. DISTRIBUTING LABEL 

ARTIST 

O 5 10 5 
GREATEST LOVE OF ALL ARISTA 1.9466 1 week at No. One 

WHITNEY HOUSTON 

O 8 9 5 TAKE ME HOME ATLANTIC 7 -89472 

PHIL COLLINS 

3 2 2 10 
TENDER LOVE WARNER BROS /TOMMY BOY 7- 28818 /WARNER EROS 

FORCE M.D.'S 

4 1 1 9 OVERJOYED TAMLA 1832 /MOTOWN 

STEVIE WONDER 

5 6 6 8 I THINK IT'S LOVE ARISTA 1.9444 

JERMAINE JACKSON 

© 9 11 7 
SO FAR AWAY WARNER BROS. 7 -28789 

DIRE STRAITS 

7 4 4 13 
SECRET LOVERS A &M 2788 

ATLANTIC STARR 

8 3 3 13 
THESE DREAMS CAPITOL 5541 

HEART 

9 7 7 8 WHISPER IN THE DARK ARISTA 1.9460 

DIONNE WARWICK 

a) 13 17 6 
MANIC MONDAY COLUMBIA 3805757 

BANGLES 

II 11 13 6 
CALL ME A&M 2816 

DENNIS DE YOUNG 

12 14 19 5 
NEVER AS GOOD AS THE FIRST TIME PORTRAIT 37- 05846/EPIC 

SADE 

13 10 5 14 
NIKITA GEFFEN 7 -28873 /WARNER BROS. 

ELTON JOHN 

14 17 21 5 
HOLDING BACK THE YEARS ELEKTRA 7 -69564 

SIMPLY RED 

15 21 30 3 
ON MY OWN MCA 52770 

PATTI LABELLE & MICHAEL MCDONALD 

16 19 24 6 
BAD BOY EPIC 3405805 

MIAMI SOUND MACHINE 

17 12 8 13 
NOW AND FOREVER (YOU & ME) CAPITOL 5547 

ANNE MURRAY 

18 16 16 8 THE MUSIC OF GOODBYE (LOVE THEME FROM OUT OF AFRICA) 
MCA 52784 MELISSA MANCHESTER AND AL JARREAU 

19 28 - 2 LIVE TO TELL SIRE 7- 28717 /WARNER BROS. 

MADONNA 

20 15 12 15 
SARA GRUNT 14253 /RCA 

STARSHIP 

21 27 36 3 
SOMETHING ABOUT YOU POLYDOR 883362 -1 /POLYGRAM 

LEVEL 42 

© 23 27 5 
HE DOESN'T CARE (BUT I DO) RCA 14302 

BARRY MANILOW 

23 30 - 2 MOVE AWAY VIRGIN /EPIC 34 -05847 

CULTURE CLUB 

24 39 - 2 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) 
JIVE /ARISTA 1 -9465/ BILLY OCEAN 

25 18 14 13 
ONLY ONE COLUMBIA 38 -05785 

JAMES TAYLOR 

26 33 39 3 
IF YOU LEAVE A&M 2811 

ORCHESTRAL MANOEUVRES IN THE DARK 

27 24 18 12 
BOP EMI -AMERICA 8289 

DAN SEALS 

28 38 - 2 ALL I NEED IS A MIRACLE ATLANTIC 7 -89450 

MIKE & THE MECHANICS 

29 22 15 10 
LOVE CAN TAKE US ALL THE WAY QWEST 7- 28790 /WARNER BROS. 

JACK WAGNER WITH VALERIE CARTER 

30 26 25 8 SEND IN THE CLOWNS (FROM 'A LITTLE NIGHT MUSIC') 
COLUMBIA 38-05837 BARBRA STREISAND 

31 32 37 4 
LOVE 4/2 ASYLUM 769568 /ELEKTRA 

TEDDY PENDERGRASS 

32 25 22 13 
SILENT RUNNING ATLANTIC 7 -89488 

MIKE & THE MECHANICS 

33 20 20 9 
CALLING AMERICA CBS ASSOCIATED 4 05766 /EPIC 

ELECTRIC LIGHT ORCHESTRA ® NEW YOUR WILDEST DREAMS POLYDOR 883096 -7 /POLYGRAM 

THE MOODY BLUES 

35 NEW ' NO ONE IS TO BLAME ELEKTRA 7 -69549 

HOWARD JONES 

36 34 31 7 
THIS COULD BE THE NIGHT COLUMBIA 38 -05765 

LOVERBOY 

37 29 23 20 
HOW WILL I KNOW ARISTA 1 -9434 

WHITNEY HOUSTON 

38 31 28 13 
KING FOR A DAY ARISTA 1-9450 

THOMPSON TWINS 

CI NEW WEST END GIRLS EMI -AMERICA 8307 

PET SHOP BOYS 

40 36 33 22 THE SWEETEST TABOO PORTRAIT 37. 05713 /EPIC 

SADE 0 P oducts with the greatest airplay this week. Video clip availability. Recording Industry Assn. Of 
America (RIAA) seal for sales of 500,000 units. RIAA seal for sales of one million units. 
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The voice 
of the industry 

now can be heard... 
Billboard. 

ENTERTAINMENT 
NEWS NETWORK 

For the first time, radio listeners can ben- 
efit from the wealth of knowledge that 
station and entertainment industry 
executives have depended on for more 
than 50 years. 

The new Billboard Entertainment News 
Network provides PD's with up to 30 60- 
second music and video features each 
week, based on the authoritative editorial 
resources of Billboard magazine. 

Anchored by three leading broadcast 
personalities -Jim Kerr of WPLJ -FM, New 
York; Dennis Elsas of WNEW -FM, New 

©1986. R &R. Inc. 

York; and Brian McFadden, Executive 
Producer of the Network -six different 
programs are available. 

Fed via Satcom 1R, and available ex- 
clusively through R &R Syndications, the 
Network reaches the heart of the 18 -34 
demo. 

For a demo tape and information on 
market availability, call Charles Brandt, 
Vice President- Station Relations at 
1- 800 -225 -0358 (toll -free outside New 
York State) or 212 -532 -7346. Limited to 
one station per ADI. 

Billboard Entertainment News Network 
Produced and distributed by 

R &R Syndications, Inc. 
460 Park Avenue South, New York, New York 10016 

A Subsidiary of Robbins & Ries. Inc. 
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Billboard. 
FOR WEEK ENDING 
APRIL 26, 1986 POWER PLAYLISTS 

PLATINUM -Stations with weekly 
cume audience of over 1 million. 

GOLD- Stations with weekly cume 
audience of over 500,000 up to a million. 

CURRENT PLAYLISTS OF THE NATION'S LARGEST AND MOST INFLUENTIAL TOP 40 RADIO STATIONS 
PLATINUM 

New York 

16'RJ-1911 &4 

P.D.: Larry Berger 
1 1 Falco, Rock Me Amadeus 
2 2 Prince And The Revolution, Kiss 
3 4 Janet Jackson, What Have You Done For 
4 3 Bangles, Manic Monday 
5 15 Whitney Houston Greatest Love Of All 
6 6 Pet Shop Boys, West End Girls 
7 9 Robert Palmer, Addicted To Love 
8 il The Rolling Stones, Harlem Shuffle 
9 8 Nu Shooz, I Can't Wait 

10 5 Atlantic Stan, Secret Lovers 
Il 27 Patti LaBelle 8 Michael McDonald On 
12 10 New Edition, A Little But Of Love (Is 
13 14 Van Halen, Why Can't This Be Love 
14 17 Cherrelk With Alexander O'Neal, Satu 
15 7 Heart, These Dreams 
16 12 John Cougar Melknamp, R.O.C.K. In T 

17 21 Phil Collins, Take Me Home 
18 28 Madonna Live To Tell 
19 13 Whitney Houston, How Will I Know 
20 20 Val Young, If You Should Ever Be Lone 
21 18 Elton John, Nikita 
22 22 Colonel Abrams, I'm Not Going To Let 
23 26 Mike 8 The Mechanics, All I Need Is A 

A24 - Miami Sound Machine, Bad Boy 
A25 - Orchestral Manoeuvres In The Dark, If 
A26 - Culture Club, Move Away 
EX EX Voices Of America, Hands Across Amen 

19 21 
20 25 
21 26 
22 24 
23 23 
24 27 
25 19 
26 28 
27 14 

28 EX 

29 EX 

30 EX 

A - 
A - 
A - 
A - 
A - 
A - 

EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 

Bob Seger 8 The Silver Bullet Band, A 
Nu Sheen, I Can't Wait 
Simply Red, Holding Back The Years 
Jermaine Jackson, I Think It's Love 
John Taylor, I Do What I Do ... (Theme 
The Jets Crush On You 
INXS, What You Need 
Journey, Be Good To Yourself 
Force M.D.'s, Tender Love 
Culture Club, Move Away 
Mr. Mister, Is It Love 
Starpoint, Restless 
Dingo Bongo, Stay 
George Michael A Different Corner 
El DeBarge, Who's Johnny 
John Cougour Melencamp, Rain On Th S 

King, Alone With You 
Howard Jones, No One Is To Blame 
Heart Nothin' At All 
Billy Ocean, There'll Be Sad Songs (T 
Wax Right Between The Eyes 
Zl l'op, Rough Boy 
Simple Minds, All The Things She Said 
luRan Lennon Stick Around 
Mike 8 The Mechanics, All I Need Is A 
Bonnie Tyler, If You Were A Woman (An 

IL,/ITI Fn? 
New York P.D.: Scott Shannon 

I I Fako, Rock Me Amadeus 
2 2 Prince And The Revolution, Kiss 
3 3 Janet Jackson, What Have You Done For 

Manic 4 5 
5 15 Pet Shop Booyys, West End Girls 
6 6 No Shooz, I Can't Wait 
7 16 Whitney Houston, Greatest Love Of All 
8 8 New Edition, A Little But Of Love (Is 
9 4 Atlante Starr, Secret Lovers 

10 12 Robert Palmer, Addicted To Love 
11 II The Rolling Stones, Harlem Shuffle 
12 9 Van Halen, Why Can't This Be Love 
13 7 Heart, These Dreams 
14 24 Patti LaBelle & Michael McDonald, On 
15 20 Cherrelk With Alexander O'Neal, Satu 
16 14 INXS, What You Need 
17 13 S Fox Let's Go All The Way r 
18 18 Colonel I'm Not Going To Let 
19 22 Madonna, Live To Tell 
20 23 Phil Collins, Take Me Home 
21 10 Whitney Houston How Will I Know 
n 17 John Cougar Mellencamp, R O.C.K. In T 

n 29 Orchestral Manoeuvres In The Dark, If 
24 28 Mike 8 The Mechanics, All I Need Is A 

25 25 Jack Wagner, Love Can Take You All Th 
26 26 Force M.D.'s, Tender Love 
27 30 Culture Club, Move Away 
28 21 Meli'sa Morgan, Do Me Baby 
29 27 Billy Ocean, When The Going Gets Toug 

030 - The Outfield, Your Love 
A - Heart, Nothin' At All 

EX EX Germaine Jackson, I Think It's Love 

K I L S 1 M» 
Los Angeles P.D.: Gerry DeFrancesco 

I 1 Prince And The Revolution Kiss 
2 3 Pet Shop Boys, West End Girls 
3 4 Robert Palmer, Addicted To Love 
4 2 Fako Rock Me Amadeus 
5 6 The Rolling Stories, Harlem Shuffle 
6 7 Orchestral Manoeuvres ln The Dark, If 
7 5 Janet Jackson What Have You Done For 
8 17 Miami Sound Machine, Bad Boy 
9 IO Whitney Houston, Greatest Love Of All 

11 Sy Fox Let's Go All The Way 
12 Van Halen, Why Can't This Be Love 

10 
II 

12 18 Psychedelic Furs, Pretty In Pink 
13 22 Madonna Live To Tell 
14 14 Expose, Exposed To Love 
15 16 Nu Stieoz, I Can't Wait 
16 29 Bronski Beat, Hit That Perfect Beat 
17 26 Simply Red Holding Back The Years 
18 19 Patti LaBelle 8 Michael McDonald, On 
19 20 The Jets, Crush On You 
20 21 John Taylor, I Do What I Do ... (Theme 
21 23 Phil Collins, Take Me Home 
n 8 Bangles, Manic Monday 
23 24 Dire Straits, So Far Away 
24 9 John Cougar Mellencamp, R.O.C. K. In T 

25 30 Sade, Never As Good As he First Time 
26 27 Starpoint Restless 

27 32 Culture Club, Move Away 
28 28 Jermaine Jackson, I Think It's Love 
29 13 Force M.D.'s, Tender Love 

A30 - George Michael, Different Corner 
31 34 Mr. Mister, Is It Love 
32 15 Cherrelk With Alexander O'Neal, Satu 
33 35 Howard Jones, No One Is To Blame 
34 EX Journey, Be Good To Yourself 
35 25 New Edition, A Little Bit Of Love (Is 
A - Tears For Fears, Mothers Talk 
A - Billy Ocean, There'll Be Sad Songs (T 
A - Heart, Nothin' At All 
A - Fako Vienna Calling 

EX EX Simple Minds, All The Things She Said 
EX EX Erasure, Who Needs Love Like That 
EX EX Feargal Sharkey, A Good Heart 
EX EX The Hooters, Where Da The Children Go 
EX EX Mike 8 The Mechanics, All I Need Is A 

10 12 
11 I 
12 5 
13 18 
14 11 

15 16 

16 21 
17 23 
18 19 

19 24 
20 22 
21 10 
22 20 
23 25 
24 27 
25 26 
26 30 
27 28 
28 29 
29 31 
30 32 
31 33 
32 34 
33 35 
34 36 
35 37 

A37 - 

Phil Collins, Take Me Home 
Fako, Rock Me Amadeus 
Force M.D.'s, Tender Love 
Van Halen, Why Can't This Be Love 
Cherrelle With Alexander O'Neal, Satu 
Jermaine Jackson, I Think It's Love 
The Outfield, Your Love 
Patti LaBelle A Michael McDonald On 
New Edition, A Little Bit Of Love (15 
Madonna, Live To Tell 
Starpoint, Restless 
Stewe Nicks, I Can't Wait 
Head, These Dreams 
The Hooters, Where Do The Children Go 

Sade, Never As Good As The First Time 
Mr. Mister, Is It Love 
Orchestral Manoeuvres ln The Dark, If 
Julian Lemme, Stick Around 
Mike 8 The echanics, All I Need Is A 
Z2 Top, Rough Boy 
Culture Club, Move Away 
Howard Jones, No One Is To Blame 
The Jets, Crush On You 
Head, Nothin' At All 
Simple Minds All The Things She Said 
Billy Ocean There'll i Be Sad Songs (T 
George Michael, A Different Corner 
Aretha Franklin, Ain't Nobody Ever Lo 

25 - 
26 27 
27 29 
28 38 
29 31 

30 EX 
31 32 
32 33 
33 34 
34 35 
35 36 
36 37 
37 39 
38 40 
39 EX 
40 EX 

A - 
A - 
A - 

Boys Don't Cry, I Wanna Be A Cowboy 
Jermaine Jackson, I Think It's Love 
John Taylor, I Do What I Do .. (Theme 
Madonna, Live To Tell 
Starship Tomorrow Doesn't Matter Ton 
Patti LaBelle 8 Michael McDonald, On 
zz Top, Rough Boy 
Baltimora, living In The Background 
Honeymoon Suite, Feel II Again 
Lunure Club, Move Away 
Wax, Right Between The Eyes 
Sade Never As Good As The First Time 
Nu Shooz, I Can't Wait 
Tears For Fears, Mothers Talk 
Journey Be Good To Yourself 
Bonnie Tyler, If You Were A Woman (An 
Heart, Nothin' Al All 
George Michael A Different Corner 
Vanity, Under The Influence 

Chicago 

,11AIN/ 
P.D.: John Gehron 

3 3 Robert Palmer, Addicted To Love 
4 4 Van Halen Why Can't This Be Love 
5 6 Pet Shop Boys, West End Girls 
6 5 The Rolling 

ils, 
Harlem Shuffle 

7 14 Whitney Houston, Greatest Love Of All 
8 8 Bangles, Manic Monday 
9 7 Atlantic Start, Secret Lovers 

10 12 Phil Collins, Take Me Home 
11 11 Bob Seger 8 The Silver Bullet Band, A 

13 9 INXS, What You Need 
14 IO John Cougar Melknamp, R.O.C. K. In T 

15 15 The Outfield, Tour Love 
16 17 Miami Sound Machine, Bad Boy 
17 19 Orchestral Manoeuvres In The Dark, Il 
18 21 Mike 8 The Mechanics, All I Need Is A 
19 29 Force M.D.'s, Tender Love 
20 20 Stevie Wonder, Overjoyed 

A21 - Janet Jackson, What Have You Done For 
22 16 Whitney Houston, How Will I Know 
24 18 Head, These Dreams 

A25 - Madonna, Live To Tell 
26 26 Jermaine Jackson I Think It's Love 
27 31 Jackson Browne, For America 
28 22 Elton John, Nikita 
29 32 Julian Lennon, Stick Around 
30 41 David Bowie, Absolute Beginners 
32 03 Level 42, Something About You 
33 24 Dire Straits, So Far Away 
34 40 Howard Jones, No One Is To Blame 
35 42 Mr. Mister, Is It Love 
36 27 Electric Light Orchestra Calling Ame 
37 37 Honeymoon Suite, Feel It Again 
38 EX Journey, Be Good To Yourself 
39 EX ZZ Top, Rough Boy 
40 25 Starship Sara 

A41 - Patti LaBelle B Michael McDonald, On 
42 EX Sade, Never As Good As The First Time 
43 28 Mr. Mister, Kyrie 
44 44 Dennis De Young, Call Me 
45 34 Loverboy, This Could Be The Night 
A - Head, Nothin' At All 
A - The Moody Blues, Your Wildest Dreams 
A - Billy Ocean, There'll Be Sad Songs (T 

EX EX The Hooters, Where Do The Children Go 

Los Angeles P.D.: Ed Scarborough 
1 2 Pet Shop Boys, West End Girls 

2 1 Prince And The Revolution, Kiss 
3 4 Janet Jackson, What Have You Done For 
4 3 Falco, Rock Me Amadeus 
5 5 Van Halen, Why Can't This Be Love 
6 10 Whitney Houston, Greatest Love Of All 
7 B Sly Fox, Let's Go All The Way 
B 9 Orchestral Manoeuvres In The Dark, If 
9 6 Bangles, Manic Monday 

10 12 Patti LaBelle 8 Michael McDonald, On 
11 Il The Rolling Stones, Harlem Shuffle 
12 7 Robert Palmer, Addicted To Love 
13 30 Madonna, Live To Tell 
14 16 Miami Sound Machine, Bad Boy 
15 EX Psychedelic Furs Pretty In Pink 

16 13 Cherrelle With Alexander O'Neal, Satu 
17 20 Sade Never As Good As The First Time 
18 22 Phil Collins, Take Me Home 

GOLD 

Boston 
I I 
2 4 
3 5 
4 10 
5 6 
6 7 

7 9 

8 12 
9 13 

10 14 
11 16 

12 20 
13 17 

14 21 
15 23 
16 IB 
17 19 

18 24 
19 26 
20 22 
21 25 
R 27 
23 29 
24 31 
25 32 
26 28 
27 30 
28 33 
29 34 
30 35 
31 EX 

32 EX 
33 EX 

34 EX 
35 EX 
A - 
A - 
A - 
A - 
A - 
A - 

EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 
EX EX 

108 FM 
P.D.: Sunny Joe White 

Prince And The Revolution, Kiss 
Pet Shop Boys, West End Girls 
Nu Shooz I Can't Wait 
Janet Jackson, What Have You Done For 
Robert Palmer, Addicted To Love 
The Rolling Stones, Harlem Shuffle 
The Outfield Your Love 
Miami Sound Machine Bad Boy 
Cherrelle With Alexander O'Neal, Satu 
Honeymoon Suite, Feel It Again 
Van Halen, Why Can't This Be Love 
Phil Collins, Take Me Home 
Bob Seger 8 The Situer Bullet Band, A 

Whitney Houston, Greatest Love 01 All 
Level 42, Something About You 
Jermaine Jackson I Think It's Love 
Dionne Warwick, Whisper In The Dark 
Dire Straits, So Far Away 
Mike 8 The Mechanics, All I Need Is A 

John Taylor, I Do What I Do ... (Theme 
Diana Ross, Chain Reaction 
David Bowie, Absolute Beginners 
Culture Club, Move Away 
Patti LaBelle 8 Michael McDonald, On 
Madonna, Live To Tell 
Fine Young Cannibals, Johnny Come Hom 
Orchestral Manoeuvres In The Dark, If 
The Jets, Crush On You 
Cole 

Regel tCan't Get Enougyyhe01 

You B 
Wax, 
Simplyry Red, Holding Back The Years 
The Hooters Where Do The Children Go 
Boys Don't Cry, I Wanna Be A Cowboy 
Mr. Mister, Is It Love 
ZZ Top, Rough Boy 
Bourgeois Tagg, Mutual Surrender (Who 
George Michael, Different Corner 
Robert Tepper Don't Walk Away 
The Fabulous Thunderbirds, Tuff Enuff 
The Del Fuegos, I Still Want You 
Simple Minds All The Things She Said D 

Silly, 
Never 

As 
Good As The 

Songs (T 
Sade, Never As Good As The First Time 
Journey, Be Good To Yourself 
Heart, Nothin' At All 
Tears For Fears, Mothers Talk 
Dennis De Young, Call Me 
Patti Austin, The Heat Of Heat 
Katrina And The Waves, Is That It? 
Psychedelic Furs, Pretty In Pink 
Greg Kihn, Love And Rock And Roll 

Jj 
Boston P.D.: Bob Travis 

2 

3 
4 
5 
6 

7 

8 

9 
10 

ll 

12 

13 
14 

15 
16 
17 

18 
19 

20 

1 

1 

1 

1 

2 

1 

2 

22 

21 16 
22 28 
n 27 
24 29 
25 34 
26 19 
27 30 
28 31 
29 35 
30 ZO 

31 37 
32 39 
33 
34 
35 
36 
37 
38 

A39 
A40 

A 
A 

A 
A 
A 
A 

EX 
EX 
EX 

40 
36 
EX 
EX 

EX 
EX 

EX 
EX 
EX 

Prince And The Revolution, Kiss 
Robed Palmer, Addicted To Love 
The Rolling Stones, Harlem Shuffle 
Van Halen Why Can't This Be Love 
Pet Shop B West End Girls 
Nu Shooz I Can't Wait 
Janet Jackson, What Have You Done For 
Whitney Houston, Greatest Love 01 All 
Bangles, Manic Monday 
The Outfield, Your Love 
Phil Collins, Take Me Home 
Falco, Rock Me Amadeus 
Miami Sound Machine, Bad Boy 
John Taylor, I Do What I Do ... (Theme 
John Cougar Mellencamp, RACK. In T 

Sly Fos Lets Go All The Way 
Level 4f, Something About You 
force M.D's, Tender Love 
Bob Seger 8 The Silver Bullet Band, A 

Dire Straits, So Far Away 
INXS, What You Need 
Mike 8 The Mechanics, All I Need Is A 

n Top, Rough Boy 
Sade, Never As Good As The First Time 
Madonna, Live To Tell 
Heart, These Dreams 
Honeymoon Suite, Feel It Again 
Orchestral Manoeuvres In The Dark, If 
Journey, Be Good To Yourself 
Jermaine Jackson, I Think It's Love 
Culture Club, Move Away 
Cherrelk With Alexander O'Neal, Satu 
Starship, Tomorrow Doesn't Matter Ton 
The Blow Monkeys, Digging Your Scene 
Mr. Mister Is It Love 
Heart, Nothin' At All 
Patti LaBelle 8 Michael McDonald, On 
Wax, Right Between The Eyes 
Julian Lennon, Stick Around 
Tears For Fears, Mothers Talk 
Simply Red, Holding Back The Years 
Howard Jones No One Is To Blame 
Billy Ocean, There'll Be Sad Songs (T 
Boys Don't Cry, I Wanna Be A Cowboy 
John Cougour Mellencaavmp, Rain On Th S 

nk 
Simple Minds, All The Things She Said 
New Edition, A Little Bit Of Love (Is 
Talking Heads Once In A Lifetime 
Marvin Gaye, The World Is Rated X 

94FM 
Pittsburgh P.D.: Nick Bazoo 

1 1 Robert Palmer, Addicted To Love 
2 2 Bangles, Manic Monday 
3 3 Van Halen, Why Can't This Be Love 
4 6 Janet Jackson, What Have You Done For 
5 10 Whitney Houston, Greatest Love Of All 
6 9 The Outfield, Your Love 
7 11 Phil Collins, Take Me Home 
8 8 The Rolling Stones, Harlem Shuffle 
9 4 Prince And The Revolution, Kiss 

10 12 Pet Shop Boys, West End Girls 
11 14 The Hooters, Where Do The Children Go 

12 15 ZZ Top, Rough Boy 
13 5 Force M.D.'s, Tender Love 
14 7 INXS, What You Need 
15 19 Miami Sound Machine, Bad Boy 
16 16 John Taylor, I Do What I Do ... (Theme 
17 17 Jackson Browne For America 
18 29 Nu Shooz, I Cant Wait 
19 20 Bob Seer 8 The Situer Bullet Band A 
20 23 Patti LaBelle & Michael McDonald, On 
21 14 Mike & The Mechanics, All I Need Is A 
22 22 Jermaine Jackson, I Think AI's Love 
23 25 Mr. Mister Is It Love 
24 26 Madonna, Live To Tell 
25 2B Journey Be Good To Yourself 

A26 - George Michael, A Different Corner 
27 27 Dire Straits, So Far Away 
28 30 Sade, Never As Good As The First Time 
29 EX Orchestral Manoeuvres In The Dark, If 
30 EX Starpoint, Restless 

A - Billy Ocean There' ll Be Sad Songs (T 
EX EX Culture Club, Move Away 
EX EX Tears For Fears, Mothers Talk 

Miami P.D.: Robert Walker 
1 1 Van Halen Why Can' t This Be Love 

2 4 Pet Shop B , West End Girls 
3 3 Falco, Rock Me Amadeus 
4 8 Miami Sound Machine, Bad Boy 
5 5 Phil Collins, Take Me Home 
6 2 Prince And The Revolution, Kiss 
7 11 Bangles, Manic Monday 
8 9 Robert Palmer, Addicted To Love 
9 14 Whitney Houston, Greatest Love Of All 

10 13 Orchestral Manoeuvres In The Dark, If 
11 6 Stevie Nicks, I Can't Wait 
12 15 Janet Jackson, What Have You Done For 
13 20 Madonna, Live To Tell 
14 10 Sly Fox, Let's Go All The Way 
15 19 Culture Club, Move Away 
16 23 Journey, He Good To Yourself 
17 17 Atlantic Starr, Secret Lovers 
18 18 Jermaine Jackson, I Think It's Love 
19 16 John Taylor, I Do What I Do ... (Theme 
20 24 Sade, Never As Good As The First Time 
21 7 Force M.O's, Tender Love 
21 26 Mr. Mister, Is It Love 
23 27 Nu Shooz, I Can't Wait 
24 21 The Rolling Stones, Harlem Shuffle 
25 25 John Cougar Meencamp, R 0 C.K ln T 

26 EX Patti LaBelle 8 Michael McDonald, On 
27 29 Bob Seger 8 The Silver Bullet Band, A 
28 30 Level 42, Something About You 
29 12 Stevie Wonder, Overjoyed 
30 39 The Outfield, Your Love 
31 36 The Jets, Crush On You 
32 22 Cherrelle With Alexander O'Neal, Satu 
33 33 Starship, Tomorrow Doesn't Matter Ton 
34 35 Tears For Furs, Mothers Talk 
35 34 Whitney Houston, How Will I Know 

A36 - Mike 8 The Mechanics, All I Need Is A 

37 EX Starpoint, Restless 
38 40 Wax, Right Between The Eyes 
39 28 Heart, These Dreams 
40 EX Nicole, Don't You Want My Love 
A - El DeBarg[e Who's Johnny 

Michael, - George chael, A Different Corner 
A - Robert Tepper, Don't Walk Away 

EX EX Simple Minds All The Things She Said 
EX EX Dire Straits, So Far Away 

EX EX Blue Oyster Cult Dancing In The Ruin 

EX EX Simple Minds, All The Things She Said 
EX EX The Far Corporation, Fire and Water 
EX - The Dream Academy, Love Parade 
EX EX Culture Club, Move Away 
EX EX Billy Ocean, There'll Be Sad Songs (T 

gev 
Washington P.D.: Randy Lane 

1 1 Sly Fox Let's Go All The Way 
2 4 Phil Collins, Take Me Home 
3 7 INXS What You Need 
4 9 Dire Straits, So Far Away 
5 8 Bangles, Manic Monday 
6 6 Force M.D.'s, Tender Loue 
7 11 Janet Jackson, What Have You Done For 
8 10 Prince And The Revolution Kiss 
9 13 Pet Shop Boys, West End Girls 

10 12 Robert Palmer, Addicted To Love 
11 3 Falco, Rock Me Amadeus 
12 5 Phyllis Nelson, I Like You 
13 15 Jermaine Jackson, I Think It's Love 
14 16 Van Halen, Why Can't This Be Love 
15 17 Miami Sound Machine, Bad Boy 
16 21 Nu Show, I Can't Wait 
17 18 The Rolling Stones Harlem Shuffle 
18 20 Bob Seger 8 The Situer Bullet Band, A 

19 19 John Taylor, I Do What I Do .. (Theme 
20 22 Whitney Houston, Greatest Love 01 All 
21 23 Orchestral Manoeuvres In The Dark, It 
22 24 Mike 8 The Mechanics, All I Need Is A 

23 25 The Outfield, Your Love 
21 26 Madonna, Live To Tell 
25 EX Mr. Mister, Is It Love 
26 27 The Hooters, Where Do The Children Go 
27 EX Tears For Fears, Mothers Talk 
A - Billy Ocean, There'll Be Sad Songs (T 
A - Howard Jones No One Is To Blame 
A - Culture Club, Move Away 
A - Journey, Be Good To Yourself 

Atlanta P.D.: John Young 
1 1 Prince And The Revolution, Kiss 
2 3 Robert Palmer, Addicted To Love 
3 7 Van Halen Why Can' t This Be Love 
4 5 Pet Shop Boys, West End Girls 
5 6 The Rolling Stones, Harlem Shuffle 
6 2 Falco, Rock Me Amadeus 
7 13 Patti LaBelle 8 Michael McDonald, On 
8 8 Janet Jackson, What Have You Done For 
9 4 INXS, What You Need 

10 12 Cherrelle With Alexander O'Neal, Satu 
11 15 The Outfield, Your Love 
12 10 Sly Fox Let's Go All The Way 

20 OrchgQestral ManoeuvresyyIn The Dark, If 
Manic 

15 17 Levell42, Something About You 
16 21 Whitney Houston, Greatest Love of All 
17 19 Miami Sound Machine, Bad Boy 
18 28 Nu Shooz, I Can't Wait 
19 25 Mike 6B The Mechanics, All I Need Is A 
20 11 Dire Straits, So Far Away 
21 27 Sade Never As Good As The First Time 
22 24 Phil Collins, Take Me Home 
23 26 Z2 Top, Rough Boy 
24 31 Madonna, Live To Tell 
25 32 Journey, Be Good To Yourself 
26 29 Wax, Right Between The Eyes 
27 34 Culture Club, Move Away 
28 30 Mr. Mister Is It Love 
29 EX The Jets, Crush On You 
30 33 Starship, Tomorrow Doesn't Matter Ton 
31 EX Heart, Nothin' At All 
32 EX Howard Jones, No One Is To Blame 
A - Simple Minds All The Things She Said 
A - Billy Ocean There'll Be Sad Songs (T 

EX EX George Michael, A Different Corner 

Chicago P.D.: Jan Jeffries 
1 1 Ponce And The Revolution Kiss 
2 2 Falco, Rock Me Amadeus 
3 3 Robert Palmer, Addicted To Love 
4 4 Van Halen Why Can' t This Be Love 
5 fi Pet Shop Boys, West End Girls 
6 5 The Rolling Stones Harlem Shuffle 
7 14 Whitney Houston, Greatest Love Of All 
B 8 Bangles, Manic Monday 
9 7 Atlantic Starr, Secret Lovers 

10 12 Phil Collins, Take Me Home 
Il Il Bob Seger 8 The Situer Bullet Band, A 

12 13 Sly Fox Let's Go All The Way 
13 9 INXS, What You Need 
14 10 John Cougar Mellenamp, R.O. C.K. In T 

15 15 The Outfield, Your Love 
16 17 Miami Sound Machine, Bad Boy 

17 19 Orchestral Manoeuvres In The Dark, If 
18 22 Mike B The Mechanics, All I Need Is A 
19 26 Force M.D.'s, Tender Love 
20 39 Janet Jackson, What Have You Done For 
21 16 Whitney Houston, How Will I Know 
n 27 CuHure Club, Move Away 
23 24 Jermaine Jackson, I Think It's Love 
24 40 Madonna, Live To Tell 
25 18 Heart, These Dreams 
26 34 Level 42, Something About You 
27 21 Dire Straits, So Far Away 
28 33 Howard Jones, No One Is To Blame 

A29 - Mr. Mister, Is It Love 
30 31 Honeymoon Suite, Feel It Again 
31 37 Journey, Be Good To Yourself 
32 35 ZZ Top, Rough Boy 
33 23 Starship Sara 

A34 - Patti LaBelle Michael McDonald, On 
35 28 Miami Sound Machine, Conga 
36 38. Starship, Tomorrow Doesn't Matter Ton 
37 29 Loverboy, This Could Be The Night 
38 25 Mr. Mister, Kyrie 

A39 - Billy Ocean There' ll Be Sad Songs (T 
A40 - Nu Shooz, I Can't Wait 

i vin 
Detroit P.D.: Gary Berkowitz 

1 2 Pet Shop Boys, West End Girls 
2 1 Prince And The Revolution, Kiss 
3 4 Robed Palmer, Addicted To Love 
4 5 INXS, What You Need 
5 3 Janet Jackson, What Have You Done For 
6 II Van Halen, Why Can't This Be Love 
7 6 Bangles, Manic Monday 
8 9 Force M.D.'s, Tender Love 
9 8 John Cougar Mellenam , R.0 C K. In T 

IO 20 The Rolling Stones, Harlem Shuffle 
11 15 Orchestral Manoeuvres In The Dark, If 
12 16 Sly Fox, Let's Go All The Way 
13 23 Bob Seger 8 The Silver Bullet Band A 
14 10 Cherrelk With Alexander O'Neal, Satu 
15 n Phil Collins, Take Me Home 
16 17 Jermaine Jackson, I Think It's Love 
17 28 Whitney Houston, Greatest Love Of All 
18 21 John Taylor, I Do What I Do .. (Theme 
19 19 New Edition, A Little Bit Of Love (Is 
20 27 Dire Straits So Far Away 
21 25 The Outfield, Your Love 
ZT 24 Stevie Nicks, I Can't Wait 
23 32 Patti LaBelle 8 Michael McDonald, On 
24 26 Miami Sound Machine, Bad Boy 
25 18 Steve Wonder, Overjoyed 
26 12 Atlantic Starr, Secret Lovers 
27 29 Nu Shooz, I Can't Wait 
28 30 Mr. Mister Is It Love 

29 35 Madonna, Live To Tell 
30 EX Culture Club, Move Away 
31 EX The Jets, Crush On You 
32 EX Sade Never As Good As The First Time 
33 33 Level 42 Something About You 
34 34 Mike 6 Trie Mechanics, All I Need Is A 
35 EX Billy Ocean, There'll Be Sad Songs (T 
A - Tears For Fears, Mothers Talk 
A - George Michael A Different Corner 
A - Heart, Nothin' At All 
A - Julien Lennon, Stick Around 
EX EX Simply Red, Holding Back The Years 
EX EX Starship, Tomorrow Doesn't Matter Ton 
EX EX Journey, Be Good To Yourself 
EX EX 22 Top, Rough Boy 

Cleveland P.D.: Phil LoCascio 
I 1 Prince And The Revolution, Kiss 

2 2 Robert Palmer, Addicted To Love 
3 3 Sly Fox, Let's Go All The Way 
4 4 The Outfield, Your Love 
5 6 Bangles, Manic Monday 

8 Pet Shop Boys, West End Girls 
7 10 Phil Coffins, Take Me Home 

8 7 Falco, Rock Me Amadeus 
9 14 The Rolling Stares, Harlem Shuffle 

10 15 Van Halen, Why Can't This Be Love 
Il 5 INXS, What You Need 

12 16 Jermaine Jackson, I Think It's Love 
13 18 Miami Sourd Machine, Bad Boy 
14 13 Dire Straits So Far Away 

15 21 Orchestral Manoeuvres In The Dark If 
16 20 Bob Seger 8 The Silver Bullet Band, A 
17 EX Whitney Houston, Greatest Love Of All 
18 12 Atlantic Starr, Secret Lovers 
19 23 Level 42, Something About You 
20 9 John Cougar Mellencamp, R.O.C.K. In T 

21 n Eric Carmen, The Rock Stops Here 
22 EX Madonna, Live To Tell 

A23 - Janet Jackson What Have You Done For 
24 11 Stevie Nicks, I Can't Wait 
25 EX Force M.D.'s, Tender Love 

A26 - Nu Shooz, I Can't Wait 
A27 - Mike 8 The Mechanics, All I Need Is A 

28 EX Voices Of America, Hands Across Amen 
A29 - Mr. Mister, Is It Love 

96T/CFM 
Hartford P.D.: Gary Wall 

1 3 Janet Jackson, What Have You Done For 
2 6 Robert Palmer, Addicted To Love 
3 2 Prince And The Revolution, Kiss 
4 7 Pet Shop Boys West End Girls 
5 4 Sly Fox, Let's Go All The Way 
6 15 Nu Shooz, I Can't Wait 
7 9 Miami Sound Machine, Bad Boy 
8 8 The Rolling Stones Harlem Shuffle 
9 17 Whitney Houston, Greatest Love Of All 

f 

Philadelphia P.D.: Scott Walker 
1 3 Pet Shop Boys, West End Girls 

2 2 Prince And The Revolution, Kiss 
3 I Bangles, Manic Monday 
4 5 The Outfield Your Love 
5 6 Van Halen, Why Can't This Be Love 
6 7 Sly Fox, Let's Go All The Way 
7 B The Rolling Stones, Harlem Shuffle 
8 4 Robert Palmer, Addicted To Love 
9 11 Janet Jackson, What Have You Done For 

10 17 Whitney Houston, Greatest Love Of All 
11 13 Phil Collins Take Me Home 
12 19 Orchestral Manoeuvres ln The Dark, If 
13 9 INXS, What You Need 
14 14 Jennifer Rush, The Power Of Love 
15 15 Starpoint, Restless 
16 16 Level 42, Something About You 
17 10 Falco, Rock Me Amadeus 
18 20 Julian Lennon Stick Around 
19 21 Mike 8 The Mechanics, All I Need Is A 

20 22 Mr. Mister, Is It Love 
21 24 Miami Sound Machine, Bad Boy 
22 23 Bob Seger 8 The Silver Bullet Band, A 

23 25 Simple Minds, All The Things She Said 
24 30 The Hooters, Where Do The Children Go 

Tampa 

Q -105 
P.D.: Randy Kabrick 

1 1 Fako, Rock Me Amadeus 
2 6 Whitney Houston, Greatest Love Of All 
3 4 Robert Palmer, Addicted To Love 
4 2 Prince And The Revolution, Riss 
5 3 INXS What You Need 
6 8 The 

INXS, 
Your Love 

7 9 Van Halen, Why Can't This Be Love 
8 11 Phil Collins, Take Me Home 
9 5 Elton John Nikita 

10 14 Pet Shop B s, West End Girls 
11 12 Miami Sound Machine, Bad Boy 
12 7 Sly Fox, Let's Go All The Way 
13 19 Janet Jackson What Have You Done For 
14 10 Force M.D.'s, Tender Love 
15 21 Mike 8 The Mechanics, All I Need Is A 
16 18 Jermaine Jackson, l Think It's Love 
17 17 The Rolling Stones, Harlem Shuffle 
18 24 Mr. Mister, Is It Love 
19 22 Dire Straits, So Far Away 
20 13 Bangles, Manic Monday 
21 26 Madonna, Live To Tell 
22 23 Sade, Never As Good As The First Time 
23 15 Heart, These Dreams 
24 27 Nu Shooz, I Can't Wait 
25 30 Patti LaBelle & Michael McDonald, On 
26 28 Journey, Be Good To Yourself 
27 29 Orchestral Manoeuvres In The Dark, If 
28 lfi Loverboy, This Could Be The Night 
29 EX Billy Ocean, There'll Be Sad Songs (T 
30 EX Howard Jones, No One Is To Blame 

A - Heart, Nothin' At All 
A - George Michael, A Different Corner 
A - Culture Club Move Away 
A - Boys Don't tarry, I Wanna Be A Cowboy 

EX EX Tears For Fears, Mothers Talk 

Cleveland 

QOOOl1 ea 
P.D.: John Gorman 

Robert Palmer, Addicted To Love 
2 5 Prince And The Revolution, Kiss 
3 3 INXS What You Need 
4 4 Eric Carmen, The Rock Stops Here 
5 6 Pet Strop Boys, West End Girls 
6 7 The Rolling Stones, Harlem Shuffle 
7 10 Can Halen, Why Can't This Be Love 

8 12 Phil Collins, Take Me Home 
9 9 Bob Seger 8 The Silver Bullet Band, A 

10 17 The Outfield, Your Love 
11 2 Stevie Nicks, I Can't Wait 
12 13 Brian Setzer, The Knife Feels Like lu 
13 15 John Taylor, I Do What I Do ... (Theme 
14 14 Jackson Browne, For America 
15 16 Dire Straits, So Far Away 
16 18 ZZ Top, Rough Boy 
17 8 Banks Manic Monday Y 

Ili 20 Orchestral Manoeuvres In The Dark, If 
19 19 Level 42, Something About You 
20 21 Julian Lennon Stick Around 
21 22 Mike 8 The Mechanics, All I Need Is A 

n 23 Miami Sound Machine, Bad Boy 
23 24 Starship, Tomorrow Doesn't Matter Ton 
24 26 Journey, Be Good To Yourself 
25 27 Mr. Mister, Is It Love 
26 28 Madonna, Live To Tell 
27 29 David Bowie, Absolute Beginners 
28 30 Sade, Never As Good As The First Time 
29 31 Whitney Houston, Greatest Love Of All 
30 32 Katrina And The Waves, Is That It? 
31 33 Tears For Fears, Mothers Talk 
32 34 Platinum Blonde, Somebody Somewhere 
33 35 Honeymoon Suite, Feel It Again 
34 36 Heart, Nothin' At All 
35 39 The Fabulous Thunderbirds Tuff Enuff 
36 38 Jermaine Jackson, I Think H's Love 
37 10 Jimmy Bames, Working Class Man 

A38 - John Cougour Mellencamp, Rain On Th S 

39 EX The Hooters, Where Do The Children Go 
40 EX Psychedelic Furs Pretty In Pink 
A - Bab Dillan and The Heartbreakers, Ban 
A - George Michael, A Different Corner 
A - The Moody Blues, Your Wildest Dreams 
A - GuiAria, I Must Be Dreaming 
A - Models, Out 01 Mind, Out Of Sight 
A - Boys Don't Cry, I Wanna Be A Cowboy 
A - Janet Jackson, What Have You Done For 
A - Cats Can Fly, Flippin' to the A Side 

EX EX Wax, Right B.etween The Eyes 

Detroit 

rx 

P.D.: Steve Weed 
1 1 Prince And The Revolution, Kiss 

2 3 Robert Palmer, Addicted To Love 
3 2 Janet Jackson, What Have You Done For 
4 4 Pet Shop Boys, West End Girls 
5 8 The Rolling Stones, Harlem Shuffle 
6 10 Bob Seger 8 The Solver Bullet Band, A 
7 7 New Edition, A Little Bit Of Love (Is 
8 12 Van Baton, Why Can't This Be Love 
9 18 Patti LaBelle B Michael McDonald, On 

10 5 INXS What You Need 
il 11 BangQles, Manic Monday 
12 15 Whitney Houston, Greatest Love Of All 
13 16 Orchestral Manoeuvres In The Dark, tf 
14 14 Phil Collins, Take Me Home 
15 6 Sly Fox, Let's Go All The Way 
16 32 Madonna, Live To Tell 
17 21 The Outfield, Your Love 
to 24 No Shooz, I Can't Wait 
19 22 Dire Straits, So Far Away 
20 n John Taylor, I Do What I Do .. (Theme 
21 9 Cherrelk With Alexander O'Neal, Satu 
22 19 Stevie Nicks, I Can't Wait 
n 25 Sade Never As Good As The First Time 
24 26 Miami Sound Machine, Bad Boy 
25 29 Culture Club, Move Away 
26 31 The Jets, Crush On You 
27 13 Stevie Wonder, Over oyyed 

28 17 Jermaine Jackson, I Think It's Love 
29 34 Mr. Mister Is It Love 
30 EX Simply Be d Holding Back The Years 
31 35 Starpoint Restless 
32 36 Mike 8 The Mechanics, All I Need Is A 

33 20 Force M.D.'s, Tender Love 
34 38 Starship, Tomorrow Doesn't Matter Ton 
35 28 Atlantic Starr, Secret Lovers 
36 40 Tears For Fears, Mothers Talk 
37 39 Freddie Jackson, Love is Just 
38 EX Wax, Right Between The Eyes 
39 33 Starship, Sara 
40 EX Billy Ocean, There'll Be Sad Songs (T 
A - Patti Austin, The Heat Of Heat 
A - George Michael, A Different Corner 
A - Howard Jones, o One Is To Blame 
A - Vanity, Under The Influence 
A - Falco, Vienna Calling 

EX EX Journey, Be Good To Yourself 
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radio 
B S - S 
ley 

Chicago P.D.: Buddy Scott 
1 2 Robert Palmer, Addicted To Love 
2 5 Pet Shop Boys, West End Girls hR0 

Me 3 1 Pet Falco, S Rock Me West Amadeus 
4 3 Van Halen, Why Can't This Be Love 
6 8 TheRos, 

Stones, 
Monday 

6 7 The Rolling Slopes, Harlem Shuffle 
7 6 Pence And The Revolution, Kiss 
8 10 Sly Fox, Lets Go All The Way 
9 15 Whitney Houston Greatest Love Of All 

10 9 INXS, What You }deed 
Il 14 Janet Jackson What Have You Done For 
12 11 Force M.D.'s, tender Love 
13 17 Bob Segqer 8 The Silver Bullet Band, A 
11 16 Phil Coffins, Take Me Home 
15 13 Miami Sound Machine, Bad Boy 
16 18 Orchestral Manoeuvres In The 

yy 

ark, If 
17 19 The Outfield, Your Love 

D 

18 4 Atlantic Starr, Secret Lovers 
19 12 Whitney Houston, How Will I Know 
20 24 Culture Club, Move Away 
21 21 Heart, These Dreams - 

22 28 Starship Tomorrow Doesn't Matter Ton 
23 32 Mike 8 The Mechanics, All I Need Is A 
24 26 Julian Lennon, Stick Around 
25 27 nay, 

Be 
Is It Love 

26 31 tourney, B Good To Yourself 
27 30 David Bowie, Absolute Beginners 
28 22 Stevie Nicks, I Can't Wait 
29 20 John Cougar Meilencamp, R.O.C. K. In T 

30 33 Tears For Fears Mothers Talk 
31 35 John Cougour 

Fears, 
Rain On Th S 

32 39 Heart, Nothin' At All 
33 34 The Call, I Still Believe 
34 36 The Hooters Where Do The Children Go 
35 37 Simple Minds All The Things She Said 
36 30 Billy Ocean, there'll Be Sad Songs (T 
37 40 Models, Out 01 Mind, Out Of Sight 
38 EX Madonna, Live To Tell 
39 23 Dire Straits, So Far Away 

A4o - Nu Shoot, I Can't Wait 
A - Falco, Vienna Calling A- George Michael, A Different Corner 
A - Prince, Anotherloverholeinyourhead 

17 19 Mike & The Mechanics, All I Need Is A 

18 22 Orchestra Manoeuvres In The Dark, II 
19 23 Janet Jackson, What Have You Done For 
20 6 Sly Fox, Let's Go All The Way 
21 28 Howard lanes, No One Is To Blame 
22 Atlantic Starr, Secret Lovers 
n 26 Journey, Be Good To Yourself 
24 29 Mr. Mister, Is It Love 
25 25 The Roling Stones, Harlem Shuffle 
26 30 Culture Club Move Away 
27 31 Graham Nash, Innocent Eyes 
28 33 Young, Call Me 
29 35 Nu 

Dennis 
nis De I Can t Wail 

30 34 Wax, Right Between The Eyes 
32 24 The Rock Me 

You 32 EX The lets Crush On you 
33 EX Katrina And The Waves, Is That lt7 

1134 27 Dire Straits, So Far Away 

8 
9 

10 

II 
12 
13 

14 
IS 
16 

17 
18 
19 

20 
21 
22 

23 
24 
25 

26 
28 
28 

29 
30 
31 
33 

A33 
34 

35 
A 

EX 
EX 
EX 
EX 
EX 

10 Van Halera Why Can't This Be Love 
2 Prince And The Revolution, Kiss 

14 Simply Red, Holding Back The Years 
II Art Of Noise, Le s 

16 Sade Never As Good As The First Time 
13 Phil Collins, Take Me Home 
15 Honeymoon Suite, Feel It Again 
19 Psychedelic Furs, Pretty In Pink 
18 Whitney Houston, Greatest Love Of All 
17 John Taylor, I Do What I Do (Theme 

3 Janet Jackson What Have You Done For 
24 The Ro Club, ones Away 
20 The Rolling tones, Harlem Shuffle 
22 Miami Sound Machine, Bad Boy 
23 The Jets, Crush On You 
27 Madonna, Live To Tell 
26 Patti LaBelle 6 Michael McDonald, On 
28 Vanity, Under The Influence 
29 E.G Daily, Sa It Sa It y y 
31 Howard Bough No One Is To Blame 
31 Z2 Top, Rough Boy 

9 IN %S, What You Need 
35 Mr. Mister Is It Love 
EX Tean For Fears, Mothers Talk 
EX Journey, To Yourself - Falco, Vienna Calling 
30 Cherrelle With Alexander O'Neal, Satu 

EX The Blow Monkeys, Digging Your Scene - El DeBaroe, Who s Johnny 
EX Mike A The Mechanics, All I Need Is A 

EX Starship, Tomorrow Doesn't Matter Ton 
EX The Dream Academy, The Love Parade 
EX Billy Ocean, There'll Be Sad Songs (T 
EX The Hooters, Where Do The Children Go 
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Houston P.D.: John Lander 
1 1 Prince And The Revolution, Kiss 
2 2 Van Halera Why Can't This Be Love 
3 3 Pet Shop Boys, West End G ris 
4 4 Robert Palmer, Addicted To Love 
5 5 Janet Jackson, What Have You Done For 
6 19 Whitney Houston, Greatest Love All 
7 11 Orchestral Manoeuvres In The Dark, If 
8 8 The Rolling Stones, Harlem Shuttle 
9 9 Nu Shoot, I Can't Wait 

10 12 The Duffield, Your Love 
11 6 Bangles, Manic Monday 
12 7 Falco, Rock Me Amadeus 
13 10 INXS, What You Need 
14 16 Force a 

Taylor, 
Tender Love 

15 15 John Toyyhhn, I What Do (Theme 

t 13 Opus, 
John, 

IshLife 
18 20 Phil Collins, Take Me Home 
19 24 Madonna, Live To Tell 
20 17 Heart, These Dreams 
21 25 Ozzy Osbourn, Shot in the Dark 
22 18 John Cougar Mellencamp, R.O.c K In T 

23 26 Bob Seger 8 The Silver Bullet Band A 
24 E% Patti LaBelle A Michael McDonald, On 

A25 - George Michael, A Different Corner 
26 28 Mike B The Mechanics All I Need Is A 
27 29 Simple Minds, All The thin s She Said 

A28 - Stephanie Mills, I Have To 
Things 

To R 

29 EX Journey, Be Good To Yourself 
30 30 Miami Sound Machin, Bad Boy 
A Boys Don't Cry, I Wanna Be A Cowboy 

Time 
E% X Level 42, Something About You 

Minneapolis 
t 
2 

3 

4 

5 

6 
7 

8 

9 
IO 
Il 
12 
13 
14 

15 
16 

O 
11 

W 
L 

P.D.: Tac Hammer 
1 Robert Palmer, Addicted To Love 
2 Prince And The Revolution, Kiss 
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Bernard Bragg has 
won critical acclaim 
as an actor. 
He has never heard 

applause. 

Bernard Bragg is a co- founder of The National Theatre of the 
Deaf. He has performed on television and Broadway and was an 

artist -in- residence at the Moscow Theatre of Mimicry and Ges- 
ture. He has studied under Marcel Marceau and taught workshops 
at Harvard University. 

Believe in them. Break the barriers. 
PRESIDENT'S COMMITTEE ON EMPLOYMENT OF THE HANDICAPPED, WASHINGTON D.C. 20210 
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aient 
Robert Palmer Wants Intimacy 
Of Small Concert Venues .. 

BY KIRK LaPOINTE 
TORONTO For those who thought 
that Robert Palmer was committing 
the equivalent of career hara -kiri by 
eschewing the Power Station's U.S. 
tour last summer, the British singer 
has only one answer: "Sorry, but 
I'm suddenly a success." 

And for those who think he will 
parlay his top 10 single, "Addicted 
To Love," and its hit album, "Rip- 
tide," into one of those hockey -rink 
and outdoor -stadiums tours to maxi- 
mize revenue, the veteran stylist 
has another response. 

"To hell with it," he says. 
"There's just no intimacy at all in 
those places. Who gets anything out 
of it? I'd rather drive a bus." 

Despite lavish critical praise and 
commercial success in Europe and 
other foreign territories over the 
years, Palmer is only now cracking 
the U.S. market in a big way. 

On April 9, the Island recording 
artist kicked off an extensive North 
American tour in Kitchener, Ont., 
and then played a handful of other 
Canadian venues to warm up for his 
U.S. dates. 

Manager David Harper says that 
the U.S. tour will be interrupted on 
Sunday (27), when Palmer embarks 
on a brief trip to Japan and Guam. 
North American dates resume May 
14, with concerts scheduled until the 

end of June. 
Although Palmer has opted to 

perform in small halls, some slight- 
ly larger facilities are being scouted 
for the latter stages of the tour. 

"We've sacrificed a lot of expo- 
sure on the road to play to our own 
audience," Harper says. 

Many industry observers felt that 
Palmer's decision not to tour with 
the Power Station last summer was 
a gross mistake, since he would 
have benefitted from the exposure 
to a different crowd. Palmer shrugs 
it off; he's always been his own 
boss. 

"It didn't seem to make any sense 
to tour," he says. "Originally, I was 
writing for one song, then two, then 
an album. But it never crossed my 
mind that we would tour. If they 
had waited until after a second al- 
bum, then maybe there would have 
been enough material. But with 
only 40 minutes of material, what 
can you do ?" 

After enlisting Michael Des 
Barres as a last- minute replacement 
for Palmer, the Duran Duran splin- 
ter group hit the road and enjoyed a 
relatively successful tour. 

"Full marks for them," Palmer 
says. "When they saw it was a sur- 
prise to me to be asked, they didn't 
pursue the matter." 

Although Palmer's association 
with the Power Station introduced 

...But Lennon Opts For 
Amphitheater Tour Dates 

BY ETHLIE ANN VARE 

LOS ANGELES Julian Lennon has 
maintained a high profile in the U.S. 
since emerging late in 1984 with his 
Atlantic debut album, "Valotte." 
And with the release of his followup 
effort, "The Secret Value Of Day- 
dreaming," the 23- year -old British 
singer's visibilty in this country has 
never been more prominent. 

"I do a lot of promotion over 
here," he says, "because I'm trying 
to be somebody in America. I go to 
radio stations, they come to me. I do 
everything- except in- stores. I 
don't think there's a need to do in- 
stores anymore." 

During the past year, Lennon's 
manager, Dean Gordon -a contem- 
porary of his client and a first -time 
manager -has even booked him on 
programs like "TV Bloopers And 
Practical Jokes." 

Lennon clearly doesn't mind in- 
volving himself in publicity stunts 
that many artists would shun. 

"I want to sell my image as a nice, 
fun person," he says. "I can take a 
joke; I'm not the serious type." 

"The Secret Value Of Day- 
dreaming"- written in the studio 
and produced by Phil Ramone -ex- 
hibits a lighter tone than "Valotte." 
Acoustic piano has been replaced 
with synthesizer, and the content is 
far less melancholy. The video for 
the single "Stick Around," directed 
by Jerry Kramer, is positively 
sprightly. 

"I try to portray a little bit of fun 
once in a while," says Lennon, 
"even though I'm serious about my 
work. You have to find the right 
time to be serious and the right time 
to be stupid." 

Lennon is gearing up for an eight - 
month world tour, booked by Mike 
Farrell at the Gotham -based ITG 
agency. U.S. dates begin in June. 
Says Lennon: "We're going to go 
for open -air venues, for amphithe- 
aters. I don't want to be stuffed into 
a crummy little place." 

Although Lennon is contracted to 
deliver two more Atlantic albums in 
the next two years, he says that his 
goal is not to achieve a long pop mu- 
sic career. 

"I don't put myself in the class of 
rock'n'roll," he says. "I have lots of 
other intentions in the music indus- 
try. I write a lot of classical music, 
and I do all sorts of theme music. 
I'm into experimental music of all 
sorts. This is just a start to get me 
into the music business." He adds 
that he is eager to work on a film 
score, should he receive an offer. 

The most difficult challenge for 
Lennon is to emerge from his fa- 
ther's shadow. He hopes that time 
will allow people to stop analyzing 
his every lyric and action as reflec- 
tions of his heritage. 

"I just can't think about that any 
more," he says. "I just try to do as 
good a job as I can. If people can't 
accept that, then at least I know I 
tried my best." 

him to producer Bernard Edwards, 
whom he subsequently hired to 
work on the "Riptide" album, the 
singer has mixed feelings as to 
whether his short-lived tenure with 
the band is the reason for his grow- 
ing popularity as a solo artist. 

"I don't think for certain that any 
people who heard me through the 
Power Station are coming out to the 
shows or buying my records," he 
says. "But then, you never really 
know what makes you a hit in this 
business." 

Golden Moment. Aerosmith is presented with Madison Square Garden's Gold 
Ticket award by booking vice president Robert Franklin prior to their April 8 SRO 
concert at the New York venue. The Boston rockers are the 27th act to receive 
the honorary award since its inception in 1977. From left are band members 
Brad Whitford, Joey Kramer, Steven Tyler, Franklin, band members Joe Perry 
and Tom Hamilton. 

Teams With Jagger and Dave Stewart 

Daryl's Hall -Of -Fame London Session 
BY STEVE GETT 

NEW YORK "We're all very 
much alike," says Daryl Hall 
about his newest musical cohorts; 
Mick Jagger and Dave Stewart. 

"We do things spontaneously. 
Dave and I went down to his base- 
ment in London and wrote a melo- 
dy in half an hour. Then Mick came 
down and we found we had a com- 
mon sense of humor. We all 
jumped around and Mick's `yows' 
and `yips' turned into an amazing 
lyric." 

"Yows" and "yips "? We can al- 
ready hear Woody and Keith cack- 
ling over that one. 

After their London songwriting 
session, the trio regrouped April 11 
at New York's Right Track studios 
to cut the tune they had been work- 
ing on, "Ruthless People," with 
Jagger singing lead and Hall and 
Stewart producing. 

The song is the title track for the 
Disney /Touchstone summer fea- 
ture -film release starring Bette 
Midler, Danny DeVito, and Judge 
Reinhold. 

Hall's manager, Tommy Mot- 
tole, is supervising music for the 
film's Epic soundtrack album, 
which includes Paul Young's 
"Wherever I Lay My Hat" and 
Jennifer Rush's Euro -smash 
"Power Of Love," together with 
new recordings by the likes of Bil- 
ly Joel, Kool & the Gang, Dan 
Hartman, and Luther Vandross. 

Meanwhile, Hall is mixing his 
second RCA solo effort at Right 
Track with Bob Clearmountain. 
The album was recorded in London 
with Stewart producing. It's due in 
July. 

Hall's longtime partner, John 
Oates, has gone north to produce 
one of Canada's top acts, the Para- 
chute Club. Oates recently cut a 
track for the upcoming Tri -Star 
movie based on the David Mamet 
play "Sexual Perversity In 
Chicago." 

The only Hall & Oates stage re- 
union planned for '86 is their May 
18 Statue Of Liberty gig in New 
Orleans (Billboard, April 19). 

ON THE BEAT accompanied 
John Waite and his guitarist, John 
McCurry, to Manhattan's hipper- 

than -hip China Club. The Upper 
West Side spot has been frequent- 
ed by such luminaries as Jagger, 
Bowie, Iggy, and Julian Lennon 
in recent months. 

Earlier in the evening, Waite 
gave us a sneak preview of demo 
tunes for his next EMI America al- 
bum, and it sounds like he could 
have an absolute killer record in 
the fall. Currently deciding on a 
producer (how about labelmate 
Kate Bush ?), the ex -Baby is resid- 
ing at his home -formerly owned 

ON 111E SEAT 
Artist news, touring, 

signings, venues ... for 
those who need to know 

by Phil Ramone -in the posh 
Westchester County village of 
Pound Ridge. Actor Richard Gere 
is a new neighbor, about whom 
Waite quips, "All the middle -aged 
housewives who used to come up 
to me in the local shops and say, 
`Aren't you John Waite ?' are now 
asking, 'Do you know where Rich- 
ard Gere lives ? "' 

FOREIGNER'S MICK JONES is 
delighted by the lightning sales of 
Van Helen's "5150" album, which 
he co- produced -he even called us 
from a doctor's appointment to 
find out the latest chart number! 
Says Jones: "Not many groups are 
into having someone from another 
band getting involved in their rec- 
ord, and it was a unique situation. 
But it worked out great." 

After last week's Billboard reve- 
lation that Foreigner's lead singer, 
Lou Gramm, is doing a solo al- 
bum, Jones fessed up over drinks 
at his NYC apartment that he too 
is working on a solo project. 

"I'd actually been keeping quiet 
about it," he says, "but when you 
guys got hold of Lou's story, I fig- 
ured I might as well let the cat out 
of the bag. There are a lot of peo- 
ple I'd like to work with and I want 
to explore different musical terri- 
tories." 

Watch out for some big names 
on the record. Mick says it won't 

interfere with Foreigner's sched- 
ule because he'll be ready to start 
working on the band's next album 
when he and Gramm have complet- 
ed their solo projects. 

POLYGRAM A &R STAFFER 
Derek Shulman provided an ear- 
ful of the label's upcoming re- 
leases by Emerson, Lake, and 
Powell (brilliant drumming!), Rub- 
ber Rodeo, and new signing Cin- 
derella. All received the thumbs 
up, especially hard rockers Cinder- 
ella, Shulman's current rave. 

Philadelphia -based Cinderella is 
fronted by lead singer Tom 
Keefer, who was recommended by 
Jon Bon Jovi. The band's debut al- 
bum is set for June release. Says 
Shulman: "This band is going to be 
huge!" Standard hype? Sure, but 
we are predicting he's right. 

SHORT TAKES: Madonna is in 
L.A. completing her next album 
with co- producers Pat Leonard 
and Steve Bray ... Judas Priest 
will keep the tape rolling on their 
tour, which starts May 2 -a live al- 
bum is planned for '87 ... What on 
earth is happening with Wham!? 
After a much -ballyhooed split, 
George and Andrew have report- 
edly been recording in L.A. Con- 
tractual obligations? Who knows? 
Someone set the record straight, 
please! ... Congrats to Dave Glew 
and Atlantic for supporting INXS 
all the way to gold. Glew says "Lis- 
ten Like Thieves" is fast approach- 
ing platinum -the Aussie rockers 
return to the U.S. in June for live 
dates ... What was Sting doing in 
NYC recently? Mixing tapes for a 
live solo album is our guess -A &M 
is keeping quiet about it for the 
moment. .. Ex -Go -Go Belinda 
Carlisle will return with an IRS de- 
but album shortly -Danny Gold- 
berg is her manager . .. David Lee 
Roth slipped into Manhattan's 
Power Station studio to complete 
his Warner Bros. solo effort - 
great to see that Roth selected the 
incredible Billy Sheehan to handle 
bass duties ... Don't miss the spe- 
cial sections on "Corporate Spon- 
sorship" and "On The Road In The 
USA" in this issue of Billboard. 
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'j`aient in Action 
AMY GRANT 

Radio City Music Hall, New York 
Tickets: $18.50, $16.50 

EVEN A CONFIRMED atheist 
would have trouble finding fault 
with inspirational artist Amy 
Grant's performance here April 8 to 
an SRO crowd. Grant confined her 
proselytizing to one anecdote about 
the moment she was born again; the 
rest of the two -hour show was de- 
voted to energetic rock'n'roll. 

The sound system was initially so 
overpowering that the seats vibrat- 
ed. The problem was quickly reme- 
died, however, after which the set 
settled into a mainstream groove. 
Grant was unfailingly spunky and 
smooth -voiced; her seven -piece band 
was consistently somewhere be- 
tween competent and inspired. 

The most interesting and well -re- 
ceived numbers -with shouts of 
bravo and amen -were the few un- 
conventional pieces: "Wise Up," 
with its unusual rhythms; the mysti- 
cal "Who To Listen To" (though the 
smoke machines and spooky light- 
ing overstated the case a bit); and 
the hymn "El Shaddai." 

Not surprisingly -given the 
show's nonpreachy tone -the eve- 
ning's most uplifting moment came 
not during a spiritual, but when 
Grant's husband and rhythm guitar 
player, Gary Chapman, sang a song 
to her. The unabashed innocence 
and exuberant rock'n'roll spirit of 
"I Love That Girl" were exhil- 
arating. JEAN ROSENBLUTH 

LLOYD COLE & THE COMMOTIONS 

TOMMY KEENE 

The Palace, Los Angeles 
Tickets: $13.50 

THE SIXTIES continue to loom 
with renewed currency over much 
of the best and brightest new rock, 
a factor amply demonstrated by this 
compatible April 6 pairing of two 
Geffen acts that share conspicuous 
stylistic reference points from that 
golden decade. 

Headliner Cole's quintet contin- 
ues to belie its Glasgow origins 
through a songwriting and arrang- 
ing focus melding late '60s sources, 
mostly from this side of the Atlan- 
tic, with guitar- driven rock. Added 
are trace elements of folk and r &b 
with concise melodies. 

Cole himself is a warm, engaging 
front man, which helps offset the 
occasional burden of his ambitious 
lyric imagery while injecting wel- 
come spontaneity. 

The band's two U.S. albums were 
well- served with straightforward 
live performances, with local con- 
cert -goers clearly familiar with both 
its tougher, rock -inflected debut 
and the softer, more elaborate ma- 
terial from the current "Easy 
Pieces." 

That familiarity thus yielded 
stronger audience response than 
that accorded to opening act Tom- 
my Keene, despite a generally 
stronger musical punch from the 
Washington, D.C., performer and 
his quartet. 

Keene's music also draws its fire 
from '60s rock, but his songs bal- 
ance trimmer lyrics than Cole's 
against richer melodies fleshed out 
by often gripping guitar dynamics. 
Keene's first album for Geffen, fol- 
lowing releases on the regional 
Landslide label, shipped last month. 

SAM SUTHERLAND 

Reed's Ready. Lou Reed made a 

surprise onstage appearance at New 
York's Ritz club April 2 during WLIR's 
annual "Non- Conformal Ball." Playing 
a mini -set before headliners, the 
Hoodoo Gurus went on, Reed 
previewed songs from his upcoming 
RCA album "Mistrial." (Photo: Chuck 
Pulin) 

ROCKING DOPSIE & THE CAJUN TWISTERS 

The Maple Leaf Bar, New Orleans 
Tickets: $4 

WHILE ROCKING DOPSIE 
might not account for as many rec- 
ord sales as other zydeco contempo- 
raries like Clifton Chenier and 
Rockin' Sydney, it's certainly not 
because his live performances lack 
drive or excitement. 

A solid attraction on South Louisi- 
ana's "crawfish circuit" for over 
two decades, the Lafayette, La., 
vocalist /accordionist brought his 
own brand of rock'em, sock'em zy- 
deco here March 28. 

Dopsie (pronounced "Dupe- see "), 
performed two lengthy sets, sing- 
ing material from his various Son - 
et /GNP Crescendo albums alter- 
nately in French and English. 

Since the audiences were primari- 
ly interested in dancing, Dopsie 
obliged them by supplying snappy 
two -steps (often called "specials "), 
waltzes, blues, swamp pop, and 
down home zydeco -all played with 
equal ease. 

Known for fronting one of zyde- 
co's hottest ensembles, this night's 
version of Dopsie's Cajun Twisters 
was no exception. Drummer Alton 
Rubin Jr. and David Rubin, his 
brother, served as the perfect rau- 
cous foil for their father's wailing 
accordion. Guitarists Paul Senegal 
and Sherman Robertson, both ex- 
Chenier sidemen, provided excellent 
support. Senegal's smooth rhythm 
work was especially tasty, while 
Robertson's piercing blues runs 
were accurate and riveting. 

If the evening had a weak spot, it 
was Dopsie's hesitance to feature 
original material. While no zydeco 
musician would dare to claim that 
Chenier wasn't an influence, at 
times Dopsie's set resembled 
"Chenier's Greatest Hits." How- 
ever, the self -penned "Zydeco 
Around The World" proved the per- 
fect vehicle for Dopsie's simple but 
effective accordion style. 

The audience, though, wasn't a 
bit concerned with the origins of 
Dopsie's music. The dance floor was 
packed for each and every song he 
and the Cajun Twisters played. 

JEFF HANNUSCH 
(Continued on page 23) 
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BOXSCORE TOP ONCERT 
GROSCSES 

Amusement Buokiess" 
Gross Attendance 

ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter 

PETER ALLEN & THE ROCKETTES Radio City Music Hall March 29 

THE MANHATTAN RHYTHM New York City April 6 

KINGS 

$1,336,210 42,321 Radio City Music Hall Prods. 

$35/$30/$25 58,140 

JOHN COUGAR MELLENCAMP The Forum April 6 -1 

Inglewood, Calif. 

$427,237 27,348 Avalon Attractions 

$16.50/$15 two sellouts 

THE GRATEFUL DEAD Irvine Meadows Amphitheatre April 12 -13 

Laguna Hills, Calif. 

$408,226 28242 Avalon Presents in association with 

$16 /$15 /911 30,000 Bill Graham Presents 

PIMPINELA Radio City Music Hall April 11 -12 

New York City 

$253,910 11,748 Radio City Music Hall Prods. 

$22.50/$22 two sellouts 

DAVID COPPERFIELD Chicago Civic Opera House April 11 -13 $250,191 13,835 Pace Theatrical Group 

$21/$16/$8 20,940 

ALABAMA The Arena April 4 

CHARLIE DANIELS BAND Sl. Louis 

5248,692 14,211 Keith Fowler Promotions 

$17.50 17,712 

STEVIE NICKS The Summit April II 
OPUS Houston 

$210,816 13,890 Pace Concerts 

$16 17,050 

OZZY OSBOURNE Richfield Coliseum April 9 

METALLICA Cleveland, Ohio 

$208,485 13,899 Belkin Prods. 

$15 19,329 

ZZ TOP Hampton (Va.) Coliseum April 6 

JIMMY BARNES 
$204,030 13,602 Beaver Prods. 

$15 sellout 

LUTHER VANDROSS The Summit April 10 

STARPOINT Houston 

ISLEY /JASPER /ISLEY 

$195,526 12,140 Stageright Prods. 

$11.65 - 17,058 

HEART Met Center April 11 

HONEYMOON SUITE Bloomington, Minn. 

$193,229 13,826 Contemporary Prods. 

$14.50/$13.50 14,000 

JOHN COUGAR MELLENCAMP Seattle (Wash.) Coliseum April 13 $191,440 11,965 Media One 

$16 sellout 

ZZ TOP Charleston (W. Va.) Civic Center April 4 

JIMMY BARNES 
$190,365 12,691 Beaver Prods. 

$15 sellout 

ZZ TOP Charlotte (N.C.) Coliseum March 30 

JIMMY BARNES 
$189,705 12,647 Beaver Prods. 

$15 sellout 

ZZ TOP Carolina Coliseum March 29 

JIMMY BARNES Columbia, S.C. 

$178,830 12,162 Beaver Prods. 

$15 sellout 

ALABAMA Jacksonville (Fla.) Coliseum April 11 

CHARLIE DANIELS BAND 
$170,292 9,731 Keith Fowler Promotions 

$17.50 sellout 

ALABAMA Kansas Coliseum April 5 

CHARLIE DANIELS BAND Wichita 

$168,429 9,489 Keith Fowler Promotions 

$17.50 10,863 

MILES DAVIS Beacon Theater April 5 -6 

B.B. KING New York City 

$166,520 2,708 New Audiences 

$22.50/$19.50 7,124 

ZZ TOP Roanoke (Va.) Civic Center April 2 

JIMMY BARNES 
$162,600 10,840 Beaver Prods. 

$15 sellout 

AMY GRANT Cobo Arena April 12 

RICH MULLINS Detroit 
$155,299 11,392 Brass Ring Prods. 

$13.75 /$12.75 sellout 

LOVERBOY The Forum April 11 

THE HOOTERS Los Angeles 

$153,490 12,197 Avalon Attractions 

916.50/915 13,500 

THE OAK RIDGE BOYS Radio City Music Hall March 21 -22 

THE JUDOS New York City 

$153,015 7,592 Radio City Music Hall Prods. 

$22.50/$20 11,748 

AEROSMITH Charlotte (N.C.) Coliseum April 4 

TED NUGENT 
$152,010 11,260 Beach Club Concerts 

$13.50 12,900 

ALABAMA Orange County Civic Center April 10 

CHARLIE DANIELS BAND Orlando, Fla. 

$151,322 8,647 Keith Fowler Promotions 

$17.50 9,693 

ALABAMA Pensacola (Fla.) Civic Center April 9 

CHARLIE DANIELS BAND 
$147,367 8,421 Keith Fowler Promotions 

$17.50 9,706 

LUTHER VANDROSS Carolina Coliseum April 6 

STAROINT Columbia, S.C. 

ISLEY /JASPER /ISLEY 

$141,262 9,225 Stageright Prods. 

$16.50 12,000 

AEROSMITH Nashville (Tenn.) Municipal April 1 

TED NUGENT Auditorium 
$143,265 9,551 Sound Seventy Prods. 

$15 sellout 

ALABAMA Southern Illinois Univ. April 3 

CHARLIE DANIELS BAND Carbondale, III. 

$136,675 7,810 Keith Fowler Promotions 

$17.50 9,924 

ZZ TOP Centennial Hall April 12 

JIMMY BARNES Toledo, Ohio 

$135,810 9,213 Sunshine Promotions 

$15 sellout 

LOVERBOY Omaha (Neb.) Civic Auditorium April 12 

THE HOOTERS 
$132,820 9,160 Beaver Prods. 

$14.50 sellout 

JOHN COUGAR MELLENCAMP Lawlor Events Center April 11 

Reno 

$132,360 8,824 Bill Graham Presents 

$15 sellout 

JOAN RIVERS Syria Mosque April 5 

CLINT HOLMES Pittsburgh 

DAN RILEY 

$127,361 7,445 DiCesare -Engler Prods. 

$17.75/516.75 two sellouts 

HEART Peoria (Ill.) Civic Center April 12 

HONEYMOON SUITE 
$126,670 8,921 Contemporary Prods. /Pace Concerts 

$14.50/$13.50 sellout 

JOHN COUGAR MELLENCAMP San Diego (Calif.) Sports Arena April 4 $126,378 8,908 Fahn 8 Silva 

$14.15 sellout 

DAVID COPPERFIELD Place des Arts April 5 

Montreal, Canada 

$125,864 8132 Donald K. Donald 

($157,331 Canadian) 8,835 

$22.50411.50414.50 

KENNY ROGERS W.Va. Univ. April 10 

B.J. THOMAS Morgantown 

SAWYER BROWN 

$125,200 8,005 North American Tours /In -House 

S16.50414.50 14,361 

HEART Dane County Memorial Coliseum April 9 

HONEYMOON SUITE Madison, Wis. 

$124,555 8,590 Stardate Prods. 

$14.50 10,100 

HEART Carver Hawkeye Arena April 13 

HONEYMOON SUITE Univ. of Iowa 

Iowa City 

$122,278 8,668 Contemporary Prods. /Pace Concerts 

$14.50 sellout 

ALABAMA Memorial Coliseum April 6 

CHARLIE DANIELS BAND Hays, Kansas 

$121,747 6,957 Keith Fowler Promotions 

$17.50 sellout 

Copyrighted and compiled by Amusement Business, a Billboard Publications, Inc. publication. Boxscores are compiled every Tuesday and should 
be submitted to Louise Zepp in Nashville at (615) 748 -8129; Ancil Davis in New York at (212) 764 -7314; Linda Deckard in Los Angeles at 
(213) 859 -5338; or Melinda Newman in Chicago at (312) 236 -2085. 
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M alent 
Dennis DeYoung Sings For Veterans 

Ex -Styx Star's New Album Tackles Memories 
BY MOIRA McCORMICK 

CHICAGO The title of Dennis 
DeYoung's second A &M solo al- 
bum, "Back To The World," is a 
phrase that was used by U.S. sol- 
diers in Vietnam. "Black Wall," the 
cut that opens side two of the rec- 
ord, refers to the Vietnam memorial 
in Washington, D.C., and chronicles 
the agony of that war's veterans. 

Yet the self -produced "Back To 
The World" isn't a concept album, 
according to DeYoung. He says he 
had enough of that during his ten- 
ure as keyboardist /vocalist /- 
songwriter for Styx. 

"The only reference on the album 
to Vietnam is 'Black Wall,' " he 
says. "All the other songs have 
their own identity, I hope." 

DeYoung's involvement with the 
veterans' cause does, however, ex- 
tend further than his latest musical 
output. He is scheduled to play a 
benefit for the group May 10 at Chi- 
cago's showcase club, the Park 
West, as well as a concert following 
the city's veterans' parade June 
13 -which he's helping to organize. 

Though not a Vietnam veteran 
himself, DeYoung says his associa- 
tion with his ex -marine brother -in- 
law sensitized him to the veterans' 
plight. He wrote "Black Wall" a 
year ago, having long observed "the 
fact that the guys who did go 
through the war were treated poor- 
ly when they came back ... Lyric 
writing can take a month, but I 
wrote these in 48 hours [because] I 
had something I needed to say." 

On "Back To The World," 
DeYoung also tackles other 
weighty issues, such as the teen - 
runaway problem ( "Warning 
Shot "), the get -rich -quick mentality 
( "I'll Get Lucky "), and the longterm 
effects of living in Chicago ( "South- 

bound Ryan "). 
The album's first single is "Call 

Me," the sort of romantic ballad 
DeYoung popularized with Styx and 
which continues to distinguish his 
solo career. 

The ballad "Desert Moon," the ti- 
tle cut of DeYoung's 1984 solo de- 
but, reached the top 10; "Call Me" is 
bulleted in the middle of the chart in 
its seventh week on the Hot 100 and 
is bulleted in the top 20 on the Adult 
Contemporary chart. 

"As a songwriter," he says, "my 
biggest successes have been those 
rock -type ballads like [Styx's] 
'Lady' and 'Come Sail Away.' I do 
write other things, but I think I'm 

best at ballads." 
Despite his encouraging chart 

showing, DeYoung realizes he's go- 
ing to have to fight an uphill battle 
for recognition. His triumphs with 
the multiplatinum Styx, he says, 
have no bearing on future success. 

"The failure rate of guys like me 
who come out of bands is greater 
than the success rate," he says. 
"Lionel Richie, Phil Collins, Don 
Henley, and Glenn Frey have been 
really successful on their own, but 
the highway is strewn with those 
who have not. 

"I'm not a new guy, I'm not a su- 
perstar. People know the voice, but 
not everybody knows the name." 

Absolutely Bowie 
NEW YORK David Bowie will 
definitely not be touring in 1986, 
says Gail Davis of Bowie's 
Gotham -based Isolar company. 
Instead, his visibility will be 
maintained on the silver screen. 

Currently starring in the fea- 
ture film "Absolute Beginners," 
Bowie's next role is in the Tri- 
Star picture "Labyrinth," which 
opens nationwide on June 27. A 
Jim Henson /George Lucas col- 
laboration, the film concerns a 
young girl whose baby brother is 
abducted by goblins. Bowie's 
part? King of the goblins! 

EMI America is issuing a Bow- 
ie single, "Underground -Theme 
From Labyrinth," next month. 
The soundtrack album, featuring 
four other Bowie compositions, 
will be released in June. 

On the video side, Bowie is ap- 
pearing in a clip from "Absolute 

Beginners" (photo above), and will 
also be seen in clips for the "Laby- 
rinth" theme and a second song 
from the film, "All Falls Down." 

Cooler's `Crossroads': 
Return To Blues Base 

BY SAM SUTHERLAND 

LOS ANGELES Ry Cooder has 
overcome any early hesitation he 
may have had about setting the big 
screen as a target for his gifts as an 
instrumentalist and writer. 

Cooder's string of original scores 
now includes work for filmmakers 
such as Louis Malle, Wim Wenders, 
and Tony Richardson. He is gaining 
high visibility with his latest work 
in Walter Hill's Columbia Pictures 
release, "Crossroads." 

The release of a Warner Bros. 
soundtrack package, which ships 
this month, helps meld Cooder's cat- 
alog of solo albums and film scores 
since "Crossroads" clearly fits his 
stylistic base. 

Cooder credits director Hill as "a 
guy who lets you take all the time 
you want. He really respects the 
music; and the same density and de- 
tail work that he fills into his pic- 
tures, he looks for from the score." 

"Crossroads" sets a plotline not 
far removed from that of "The Ka- 
rate Kid," setting that sleeper hit's 
young co -star, Ralph Macchio, 
against an unlikely backdrop - 
American blues. For Cooder, whose 
own career took flight in the late 
'60s largely because of his stylized 
slide guitar work, the new feature 
marks a return to familiar musical 
turf. 

Although Cooder contributed 
with others to Hill's early '80s rock 
melodrama, "Streets Of Fire," his 
role was much broader for "Cross- 
roads" -both on the soundtrack and 
behind the scenes during the proj- 
ect's gestation. The script's use of 
American blues stylists and rural 
folk mythology prompted Hill to 
seek Cooder's advice early on. 
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"He brought me the script and I 
read it," recalls Cooder. "I said, 
'This is pretty raw,' but I decided to 
go with it. It was a challenge." As a 
result, the musician helped advise 
on revisions of the script, which 
takes its title and central plot mech- 
anism from the Robert Johnson 
song popularized among rock fans 
via the live Cream recording in 1968. 

The movie employs atmospheric 

`The script was 
pretty raw, but 

I decided to 
go with it. It was 
a real challenge' 

instrumental cues and straight- 
forward live blues performances, 
from a studio repertory including 
the late Sonny Terry, John "Juke" 
Logan, and Frank Frost. 

Cooder doesn't volunteer any 
bold predictions as to the potential 
of "Crossroads" for advancing the 
recent growth of interest in contem- 
porary blues, underscored by the 
visibility of younger stylists like 
Stevie Ray Vaughan and Robert t 
Cray. But he does admit to a fan's 
thrill at seeing a widescreen projec- 
tion of legendary songs by Johnson, 
whose own life and violent, untime- 
ly death epitomize the bluesman 
myth. 

A Santa Monica native, Cooder's 
involvement with film music actual- 
ly predates the recent pop /movie 
trend by more than a decade, dating 
back to session work on composer 
Jack Nitzsche's score to "Perfor- 
mance." Unlike Nitzsche, Cooder 
says he's never been strapped with 
excessive pressure or budget re- 
straints from the directors he's 
worked with. 

"All I ever heard around Nitzsche 
was how contemptuous everyone 
was," says Cooder of the low es- 
teem then accorded pop and rock 
artists in film music circles. But his 
own work was respected and known 
by Hill, the first filmmaker to ask 
Cooder to oversee a score. On that 
project, "The Long Riders," Cooder 
was encouraged to sidestep familiar 
orchestral scores and fashion a hy- 
brid instrumental style, using 
string instruments and period idi- 
oms. 

Cooder's apparent satisfaction at 
the acceptance he's found among di- 
rectors carries a trace element of 
good- humored vindication. "The 
people who have used me must have 
known how I work," he concludes, 
alluding to a deserved reputation as 
a perfectionist. "I'm used to being 
meticulous for my studio dates." 

A long string of critically ac- 
claimed solo albums has shuffled 
American regional styles, Carib- 
bean and Hawaiian music, Mexican - 
American border idioms, and 
Cooder's longtime loves, blues and 
gospel, into a personalized mix that 
has never captured a true commer- 
cial crossover. Now, Cooder's eclec- 
ticism is paying off. 

22 BILLBOARD APRIL 26, 1986 

www.americanradiohistory.com

www.americanradiohistory.com


 

aient 
Riviera Booking Rock 

BY MOIRA McCORMICK 

CHICAGO The 70 -year old Riviera 
Theatre here, which reopened last 
September as a dance club after a 
three -year hiatus, is once again fea- 
turing live concerts by national 
acts. 

The former vaudeville burlesque 
house (capacity 2,500) had hosted 
the likes of the Police, the Pretend- 
ers, and ABC through the '70s and 
early '80s, but closed its doors in 
1982. 

Shortly after new owner Sam 
Frontera reinstituted the venue as a 
dance nightclub last year, he decid- 
ed to begin booking label acts again. 

The first date in the "Rockin' at 
the Riv" series was held on April 12, 
and featured the Cult and the Divin- 

yls. According to club director Mike 
Balog, upcoming gigs include Rob- 
ert Palmer, April 22; the Bangles 
and the Hoodoo Gurus, May 4; the 
Alarm, May 17; Siouxsie & the Ban- 
shees, May 24; and Tangerine 
Dream, June 15. Tickets average 
$15. 

Balog says shows are booked in- 
house by SAM Productions, assist- 
ed by Chicago -based concert pro- 
moters Jam Productions. 

The Riviera is expected to host an 
average of four concerts per month, 
says Balog, who points out that its 
seating capacity makes it the logical 
next step for acts too big for the 
VIC Theater (capacity 1,200) and too 
small for the Aragon (capacity 
5,000). 

Veteran Ron Nevison's Phone Is Ringing Off The Hook 

Heart, Osbourne Push Producer To The Top 
BY LINDA MOLESKI 

NEW YORK Ron Nevison has be- 
come one of the recording indus- 
try's most sought -after producers. 
Two of his recent projects, Heart's 
self -titled album and Ozzy Os- 
bourne's "The Ultimate Sin," have 
become the veteran acts' most suc- 
cessful releases to date. 

Heart's album -which marks 
the group's debut on Capitol after 
a protracted association with 
Epic -not only topped the Bill- 
board Top Pop Albums chart last 
December, but has remained in the 
top 10 for more than six months, 
spawning a string of hit singles. 

Osbourne's release -for CBS 

Talent in Action 
MILES DAVIS 

B.B. KING 

Beacon Theatre, New York 
Tickets: $22.50, $19.50 

IT MAY BE A MEASURE of both 
artists' decreasing boxoffice appeal, 
or of a slow concert market, that 
Miles Davis and B.B. King are cur- 
rently on the road as a package. But 
whatever the reason for the pairing, 
it made for a heady evening -even 
if the two men's styles were less 
than entirely compatible. 

It was hardly surprising that 
King and Davis proved something 
of a musical odd couple. Not only 
are King's earthy blues and Davis' 
spacey jazz worlds removed from 
each other; the two also have dia- 
metrically opposed performing 
styles. King is the consummate old - 
fashioned showman, working hard 
to win the audience over with his 
personality as well as his music, 
while Davis has always given the 
impression that he couldn't care less 
about being liked, as long as his 
trumpet gets its message across. 

What was surprising, given the 
frequently lackadaisical nature of 
both artists' work in recent years, 
was the generally high quality of 
the respective sets they delivered on 
April 6, at the third of three sold -out 
Beacon shows. The veteran per- 
formers played with enough energy 
and creativity to suggest that, while 
they may not be the spark plugs 
they once were, they've hardly run 
out of gas. 

King can be forgiven for occa- 
sionally putting himself on auto- 
matic pilot; how many variations 
can one work on the standard 12 -bar 
blues form and still sound excited 
about the whole thing? But if his 
"Caldonia" and "Why I Sing The 
Blues" were lackluster, he managed 
to make some of his other chest- 
nuts- notably "The Thrill Is Gone" 
and "How Blue Can You Get" - 
sound almost new. On "Thrill" in 
particular, King sang, and made his 
guitar sing, with a passion that 
sounded achingly sincere. His sev- 
en -piece band was pleasingly work- 
manlike, and his hour set was ex- 
tremely well paced, with many more 
peaks than valleys. 

Davis might not have intended it 

Miles Davis gets down during his co- 
headlining date at Manhattan's 
Beacon Theatre with B.B. King. 
(Photo: Chuck Pulin) 

that way, but he seemed to be pay- 
ing oblique homage to King, or at 
least acknowledging their common 
roots, when he played a long, lan- 
gorous, and extremely plaintive 
slow blues early in his set. It was 
one of the highlights of the evening. 

For much of his 90- minute set, 
Davis waded through the swampy 
funk -rock clichés that have been his 
stock -in -trade since the late '60s. 
Even in that tired bag, he played 
with considerable fire. But when he 
slowed things down -notably for an 
extended, Latin -tinged ballad 
strongly reminiscent of his classic 
"Sketches Of Spain" album -he 
sounded as lyrical and as poignant 
as he did in his prime. 

The best that can be said for 
Davis' band was that it didn't get in 
his way. Saxophonist Bob Berg and 
guitarist Robben Ford had some im- 
pressive solo spots, but Davis' eight 
accompanists were there mostly 
just to provide a big, noisy backdrop 
for his trumpet. PETER KEEPNEWS 

TOM RUSH 

THE JUG BAND 

AND SPECIAL GUESTS 

Carnegie Hall, New York 
Tickets: $18.50 -$12.50 

WHY DO I make a career of 
sharing the stage with people who 

steal the show ?" asked Tom Rush 
during his nearly sold -out March 28 
concert. A gentlemanly singer of in- 
trospective ballads and light, up- 
tempo rock, Rush is best known for 
introducing Joni Mitchell, James 
Taylor, and Jackson Browne. He 
now makes a life of managing, pro- 
ducing, and promoting other artists 
from his New Hampshire base, 
while maintaining his recording and 
performing career through modest 
efforts well -targeted at the graying 
temples of his core audience. 

For this date -a celebration of 
Club 47, the Cambridge, Mass., bis- 
tro where he got his start 25 years 
ago -Rush shared the stage with a 
succession of show -stealers: Bill 
Morrissey, a croaky- voiced and 
good- humored New England folkie; 
Nanci Griffith, an Austin -based 
singer- strummer in the country -folk 
vein; the uplifting veterans Buskin 
and Batteau; and New York favor- 
ite Christine Lavin. 

Rush followed with his own band 
and then cleared the stage for a "re- 
union" of the Jug Band, featuring 
five original members of the Jim 
Kweskin Jug Band, with John Se- 
bastian added in Kweskin's stead. 

Hearing the aggregation swing 
through six of its old- standard blues 
numbers- replete with kazoos, ban- 
jo, wash -tub bass, and the great 
Richard Greene on violin -was like 
a visit from an old friend. Other 
highlights: Lavin's all- too -short but 
incredibly appealing set and Rush's 
moving performance of his old 
dorm -room standard, "No Re- 
grets." 

Humor was the common thread in 
all this. I counted two Leonard Co- 
hen jokes in the first 15 minutes. 
Missing, however, was the social 
consciousness of '60s folk. Nary a 
political word was heard. Instead, 
there were songs about softball, 
"Star Trek," ESPN, and sleeping 
away the winter. 

But truly, the only complaint is 
that three hours is too little time for 
all this talent. Still, a delightful 
sampler. Rush plans to package this 
"Club 47" ensemble and take it on 
the road in a series of minitours that 
could cover major markets through- 
out the U.S. KEN SCHLAGER 

Associated Labels -is his highest - 
charting solo album to date. Its de- 
but single, "Shot In The Dark," is 
the British rocker's first to crack 
the Hot 100. 

Nevison is currently in the stu- 

'You need to cross 
over into pop 

dio with the Canadian rock group 
Triumph and is scheduled to work 
with Night Ranger in June. He is 
also acting as executive producer 
on Survivor's forthcoming album 
and was responsible for two tracks 
on Joe Cocker's new album, titled 
"Cocker." Not surprisingly, he has 
been asked to produce both Heart 
and Osbourne again later this 
year. 

"When you're hot, you get proj- 
ects thrown at you that are hot and 
it only makes you hotter," says 
Nevison. "When you cool down ... 
you have to pull something out of a 
hat." 

By no means a newcomer to the 
business, Nevison's track record 
includes projects for artists like 
Jefferson Starship, the Babys, 
UFO, Dave Mason, and Thin Lizzy. 
In the early '70s, he engineered 
sessions for supergroups like the 
Who, Bad Company, the Rolling 
Stones, and Led Zeppelin, having 
started his career as a live sound 
man for Eric Claptoq and Traffic. 

Nevison views himself essential- 

ly as a hard rock producer, but 
says, "You won't find me on Twist- 
ed Sister or Motley Crue. I'd con- 
sider working with other types of 
music, but I'd like to stick with 
[rock] because I've done it well in 
the past." 

Primarily interested in working 
with "good singers and great 
songs," Nevison is adamant that 
the combination of those elements 
is the key to hit singles. 

"You need to cross over into 
pop," he says, "but that doesn't 
necessarily mean changing the 
style of the band." 

It's no secret that Nevison has a 
reputation for being tough on the 
artists with whom he works. "If 
I'm disappointed by an artist's lack 
of enthusiasm," he says, "I will 
get hard. People appreciate it and 
it gets results." 

For the past seven years, Nevi - 
son has been managed by Michael 
Lippman, who also handles the ca- 
reers of Bernie Taupin and Melissa 
Manchester. Lippman's phones 
have been ringing off the hook 
lately, but Nevison says that tak- 
ing on any more projects is out of 
the question. 

Despite his achievements, Nevi - 
son is not prepared to sit back and 
relax. "When one becomes suc- 
cessful, there's a tendency to be- 
come complaeent," he says. "You 
run the risk of thinking you're 
great and don't have to work as 
hard. But the competition is al- 
ways there." 
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BEST SELLERS! 
CENTURY 22 

(Featuring George Shaw) 
DAVID DIGGS 
VICTOR FELDMAN 

RARE SILK 

GENERATION BAND 
(with Victor Feldman) 

DAMON RENTIE 

GEORGE HOWARD 
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O1 2 9 JANET JACKSON A &M SP -5106 (8.98) (CD) 2 weeks at No. One CONTROL 

2 2 1 20 SADE 2 PORTRAIT FR 40263 /EPIC (CD) PROMISE 

3 3 3 56 WHITNEY HOUSTON A4 ARISTA AL8.8212 (8.981 (CD) WHITNEY HOUSTON 

4 4 5 11 MELI'SA MORGAN CAPITOL ST -12434 (8.98) DO ME BABY 

ONEW PRINCE & THE REVOLUTION PAISLEY PARK 25395 /WARNER BROS. (9.98) PARADE 

© 10 11 24 TEDDY PENDERGRASS ASYLUM 60447 /ELEKTRA (8.98) (CD) WORKIN' IT BACK 

7 5 4 22 NEW EDITION MCA 5679 (8.98) (CD) ALL FOR LOVE 

8 7 7 50 ATLANTIC STARR SAM SP -5019 (898) (co) AS THE BAND TURNS 

9 6 10 15 THE GAP BAND TOTAL EXPERIENCE TEL8.5714 /RCA (8.98) GAP BAND VII 

10 8 8 18 L.L. COOL J COLUMBIA BFC 42039 (CD) RADIO 

11 14 16 15 STEPHANIE MILLS MCA 5669 (898) STEPHANIE MILLS 

12 9 6 44 RENE & ANGELA MERCURY 824607.1M1 /POLYGRAM (898) (CD) STREET CALLED DESIRE 

13 13 15 49 FREDDIE JACKSON CAPITOL ST -12404 (8.98) (CD) ROCK ME TONIGHT 

14 11 9 23 CHERRELLE TABU BFZ 40094 /EPIC HIGH PRIORITY 

15 15 18 14 COLONEL ABRAMS MCA 5683 (898) COLONEL ABRAMS 

16 12 12 28 STEVIE WONDER 2 TAMLA 6134TL /MOTOWN (9.981 (CD) IN SQUARE CIRCLE 

17 17 17 13 FORCE M.D.'S WARNER BROS. /TOMMY BOY TB 1010 /WARNER BROS. (8.98) CHILLIN' 

i 19 27 6 FALCO A &M SP -5105 (8.98) (CD) FALCO 3 

19 28 44 3 ANITA BAKER ELEKTRA 60444 (8.98) RAPTURE 

® 24 24 23 THE JETS MCA 5667 (898) THE JETS 

21 18 14 24 ZAPP WARNER BROS. 25327 (8.98) THE NEW ZAPP IV U 

22 22 29 7 VANITY MOTOWN 6167ML (8.98) SKIN ON SKIN 

0 23 32 5 GEORGE HOWARD TBA TB 210 /PALO ALTO (8.98) LOVE WILL FOLLOW 

24 16 13 14 YARBROUGH & PEOPLES TOTAL EXPERIENCE TEL8s715 /RCA (898) GUILTY 

25 26 26 6 JERMAINE JACKSON ARISTA AL8 -8277 18.98) (CD) PRECIOUS MOMENTS 

26 21 21 36 STARPOINT ELEKTRA 60424 (8.98) RESTLESS 

27 25 25 40 ARETHA FRANKLIN ARISTA AL 8 -8286 1898) (co) WHO'S ZOOMIN' WHO 

28 20 19 26 ISLEY /JASPER /ISLEY CBS ASSOCIATED BFZ 40118 /EPIC CARAVAN OF LOVE 

29 27 22 19 DIONNE WARWICK ARISTA AL8 -8398 (898) (CD) FRIENDS 
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33 34 34 8 SOUNDTRACK QWEST 25389 /WARNER BROS. (16.98) (CD) THE COLOR PURPLE 

34 33 30 20 EUGENE WILDE PHILLY WORLD 90490 /MCA (8.98) SERENADE 

35 29 28 27 MORRIS DAY 6 WARNER BROS. 25320 (8.98) (CD) THE COLOR OF SUCCESS 

36 35 35 5 TRAMAINE A &M SP6-5110 (8.98) THE SEARCH IS OVER 

37 37 36 62 SADE PORTRAIT BFR 39581 /EPIC (CD) DIAMOND LIFE 

® 60 63 4 THE ROSE BROTHERS MUSCLE SHOALS SOUND MSS 2201 / MALACO (8.98) THE ROSE BROTHERS 
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39 39 50 23 PATTI AUSTIN QWEST 25276 /WARNER BROS. (8.98) GETTIN' AWAY WITH MURDER 

40 38 37 25 FULL FORCE COLUMBIA BFC 40117 FULL FORCE 

41 40 40 22 BERNARD WRIGHT MANHATTAN 53014 /CAPITOL (8.98) MR. WRIGHT 

42 36 23 11 SMOKEY ROBINSON TAMLA 6156TL /MOTOWN (8.98) (CD) SMOKE SIGNALS 

® 63 - 2 MICHAEL HENDERSON EMI.AMERICA ST.17181 (8.98) BEDTIME STORIES 

44 44 43 21 THE ISLEY BROTHERS WARNER BROS. 25347 (8.98) MASTERPIECE 

45 45 45 48 STANLEY JORDAN BLUE NOTE BT 85101 /CAPITOL (8.98) (CD) MAGIC TOUCH 

46 48 59 4 SHIRLEY MURDOCK ELEKTRA 60443 (898) SHIRLEY MURDOCK 

47 42 41 56 LUTHER VANDROSS EPIC FE 39882 (CD) THE NIGHT I FELL IN LOVE 

® 58 - 2 SLY FOX CAPITOL ST -12367 (8.98) LET'S GO ALL THE WAY 

49 49 55 4 TOTAL CONTRAST LONDON 828002 -I /POLYGRAM (8.98) TOTAL CONTRAST 

50 30 20 48 READY FOR THE WORLD MCA 5594 (8.98) (CD) READY FOR THE WORLD 

51 53 58 18 EVELYN "CHAMPAGNE" KING RCA Alu 7015 (8.98) A LONG TIME COMING 

52 46 46 13 JOHNNIE TAYLOR MALACO 7431 (8.98) WALL TO WALL 

53 41 39 24 VAL YOUNG GORDY 6147GL/MOTOWN (8.98) SEDUCTION 

® 65 - 2 MAZARATI PAISLEY PARK 25368 /WARNER BROS. (8.98) MAZARATI 

55 43 38 19 THE TEMPTATIONS GORDY 614GL/MOTOWN (8.98) TOUCH ME 

56 56 60 8 DAMON RENTIE TBA TB 212; PALO ALTO (898) DESIGNATED HITTER 

57 47 47 8 MANTRONIX SLEEPING BAG TLX 6 (6.98) THE ALBUM 

® NEW GRANDMASTER FLASH ELEKTRA 60476 (8.98) THE SOURCE 

59 50 48 23 ROY AYERS COLUMBIA FC 40022 YOU MIGHT BE SURPRISED 

60 54 56 55 ALEXANDER O'NEAL TABU FZ 39331 EPIC ALEXANDER O'NEAL 

61 59 42 28 KURTIS BLOW MERCURY 826141.1 / POLYGRAM (8.98) AMERICA 

62 51 51 32 SHEILA E. 0 PAISLEY PARK 35317 /WARNER BROS. (8.98) (CD) ROMANCE 1600 

63 61 62 4 WALLY BADAROU ISLAND 90495. ATLANTIC (8.98) ECHOES 

® NEW)o ALEEM FEATURING LEROY BURGESS ATLANTIC 81622 (8.98) CASUALLY FORMAL 

GS NEW MARVIN GAYE TAMLA 6172 TL/MOTOWN (898) MOTOWN REMEMBERS MARVIN GAYE 

66 64 64 34 LISA LISA /CULT JAM WITH FULL FORCE LISA LISA /CULT JAM WITH FULL FORCE 
COLUMBIA BFC 40135 (CD) 

67 57 53 20 BOBBY BLAND MALACO MAL 7429 (1198) MEMBERS ONLY 

68 55 57 7 JERMAINE STEWART ARISTA /10 AL8 8395 / ARISTA (8.98) FRANTIC ROMANTIC 

69 52 52 15 LUSHUS DAIM & THE PRETTY VAIN MORE THAN YOU CAN HANDLE 
MOTOWN /CONCEITED 615OML /MOTOWN (8.98) 

70 66 54 37 PATTI LABELLE PI.R. FZ 40020 /EPIC PATTI 

71 62 61 8 MUSIC FROM BILL COSBY SHOW /GROVER WASHINGTON,JR. HOUSE FULL OF LOVE 
COLUMBIA FC 40270 

72 68 72 22 GRACE JONES MANHATTAN ISLAND 53021 /CAPITOL (8.98) SLAVE TO THE RHYTHM 

73 72 67 62 RUN -D.M.C. PROFILE PRO 1205 (8.98) (CD) KING OF ROCK 

74 70 68 16 THE WINANS QWEST 25344 /WARNER BROS. (8.98) LET MY PEOPLE GO 

75 67 49 26 TA MARA & THE SEEN A &M SP6.5078 (6.98) TA MARA & THE SEEN 

ED Albums with the greates sales gains this week. (CD) Compact Disc available. Recording Industry Assn. Of America (RIAA) 
certification fo sales of 500,000 units. RIAA certification for sales of one million units, with each additional million indicated by a 

numeral following the symbol. 'CBS Records does not issue a suggested list price for its product. 
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Billboard Hot Black Singles SALES & AIRPLAY 
A ranking of the top 30 black singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Black Singles chart. 

SALES 
3 h ÿ 

TITLE ARTIST 

b 
Hrn 
z á 

1 1 KISS PRINCE & THE REVOLUTION 1 

2 3 I CAN'T WAIT NU SHOOZ 2 

3 7 I HAVE LEARNED TO RESPECT ... STEPHANIE MILLS 3 

4 5 CRUSH ON YOU THE JETS 4 

5 2 GOING IN CIRCLES THE GAP BAND 9 

6 -6 ROCK ME AMADEUS FALCO 6 

7 4 WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 14 

8 8 PARTY FREAK CA$HFLOW 8 

9 18 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 5 

10 13 I'M NOT GONNA LET ... COLONEL ABRAMS 7 

11 10 LOVE 4/2 TEDDY PENDERGRASS 20 

12 15 ROCK THE BELLS L.L. COOL J 17 

13 9 OVERJOYED STEVIE WONDER 13 

14 17 I THINK IT'S LOVE JERMAINE JACKSON 16 

15 14 (NOTHING SERIOUS) JUST BUGGIN' WHISTLE 25 

16 19 LOVE IS JUST A TOUCH AWAY FREDDIE JACKSON 12 

17 12 SATURDAY LOVE CHERRELLE WITH ALEXANDER O'NEAL 29 

18 22 THE FINEST THE S.O.S. BAND 10 

19 21 RESTLESS STARPOINT 11 

20 11 A LITTLE BIT OF LOVE (IS ALL IT TAKES) NEW EDITION 26 

21 16 BEST FRIENDS ET (EDDIE TOWNS) 28 

22 - NEVER AS GOOD AS THE FIRST TIME SADE 15 

23 27 HIGH HORSE EVELYN "CHAMPAGNE" KING 19 

24 - IF YOUR HEART ISN'T IN IT ATLANTIC STARR 21 

25 23 NO MORE SHIRLEY MURDOCK 32 

26 28 UNDER THE INFLUENCE VANITY 22 

27 30 LOVES ON FIRE ALEEM FEATURING LEROY BURGESS 24 

28 - THE HEAT OF HEAT PATTI AUSTIN 18 

29 20 IF YOU SHOULD EVER BE LONELY VAL YOUNG 43 

30 - GREATEST LOVE OF ALL WHITNEY HOUSTON 23 

AIRPLAY 

1 1 KISS PRINCE & THE REVOLUTION 1 

2 2 I CAN'T WAIT NU SHOOZ 2 

3 4 I HAVE LEARNED TO RESPECT ... STEPHANIE MILLS 3 

4 15 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 5 

5 21 THE FINEST THE S.O.S. BAND 10 

6 5 CRUSH ON YOU THE JETS 4 

7 10 I'M NOT GONNA LET ... COLONEL ABRAMS 7 

8 19 RESTLESS STARPOINT 11 

9 23 THE HEAT OF HEAT PATTI AUSTIN 18 

10 24 NEVER AS GOOD AS THE FIRST TIME SADE 15 

11 9 PARTY FREAK CA$HFLOW 8 

12 18 LOVE IS JUST A TOUCH AWAY FREDDIE JACKSON 12 

13 7 ROCK ME AMADEUS FALCO 6 

14 22 HIGH HORSE EVELYN "CHAMPAGNE" KING 19 

15 25 UNDER THE INFLUENCE VANITY 22 

16 - GREATEST LOVE OF ALL WHITNEY HOUSTON 23 

17 29 IF YOUR HEART ISN'T IN IT ATLANTIC STARR 21 

18 8 OVERJOYED STEVIE WONDER 13 

19 28 LOVES ON FIRE ALEEM FEATURING LEROY BURGESS 24 

20 - WHAT'S MISSING ALEXANDER O'NEAL 34 

21 - DO IT TO ME GOOD (TONIGHT) MICHAEL HENDERSON 27 

22 16 ROCK THE BELLS L.L. COOL J 17 

23 - OH, LOUISE JUNIOR 30 

24 - STAY THE CONTROLLERS 35 

25 3 GOING IN CIRCLES THE GAP BAND 9 

26 17 I THINK IT'S LOVE JERMAINE JACKSON 16 

27 - I GET OFF ON YOU THE ROSE BROTHERS 38 

28 - - LOVE TAKE OVER FIVE STAR 39 

29 - WATCH YOUR STEP ANITA BAKER 31 

30 - DO YOU STILL LOVE ME? MELI'SA MORGAN 36 

©Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced. stored in any retrieval system, or transmitted, in any form or by any means, electronic, mechanical, photocopying. 

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

BLACK SINGLES A -Z PUBLISHERS /PERFORMANCE RIGHTS /SHEET MUSIC 
TITLE 

(Publisher - Performance Rights Affiliate) 
Sheet Music Agent 

100 AFTER YOU 

(Screen Gems -EMI, BMI /Bernard Wright, 
BMI /Mchoma, BMI /MCA, ASCAP) 

67 ANOTHER NIGHT 

(Colgems -EMI, ASCAP /Screen Gems -EMI, BMI) 
82 BAD BOY 

(Foreign Imported, BMI) 
Ti BEST FRIENDS 

(Temp Co., BMI) 
78 CAN YOU FEEL IT? 

(Def Jam, ASCAP) 

65 CAN YOU FEEL THE BEAT 

(Mokojumbi, BMI /Personal, ASCAP /Arista, 
ASCAP/Willesden, BMI) CPP 

48 THE CHARACTER 

(Ya D Sir, ASCAP/WB, ASCAP) 

14 CHIEF INSPECTOR 

(Island, BMI) 
56 COMPUTER LOVE 

(Troutman's /Saja, BMI) 
4 CRUSH ON YOU 

(Almo, ASCAP /Crimsco, ASCAP /Irving, BMI) CPP /ALM 
59 DIANA 

(Philly World, BMI) 
33 DO FRIES GO WITH THAT SHAKE 

(Not Listed) 
27 DO IT TO ME GOOD (TONIGHT) 

(Shannonlatisse, BMI /American League, BMI) 
57 DO ME BABY 

(Controversy, ASCAP) 

36 DO YOU 51111 LOVE ME? 

(Fuss, ASCAP) 

74 DON'T YOU WANT MY LOVE 

(ATV, BMI /Les Editions Musicale, PRO) CPP /CLM 
72 FEMALE INTUITION 

(Intersong, ASCAP /Solid Smash, ASCAP) 

10 THE FINEST 

( Flyté Tyme, ASCAP /Avant Garde, ASCAP) 

40 FIRESTARTER 

(Future Shock, ASCAP/WB, ASCAP) 

85 GET OFF MY TIP! 

(Protoons, ASCAP) 

9 GOING IN CIRCLES 

(Por Pete, BMI) 
23 GREATEST LOVE OF ALL 

(Golden Torch, ASCAP /Gold Horizon, BMI) 
18 THE HEAT OF HEAT 

(Flyte Tyme, ASCAP /Avant Garde, ASCAP) 

62 HERE I GO AGAIN 

(T-Boy, ASCAP /Fly Girl, ASCAP/Force M.D., ASCAP) 

19 HIGH HORSE 

(Warner- Tamerlane, BMI /Song -A -Tron, BMI) 

66 HOW WILL I KNOW 

(Irving, BMI) CPP /ALM 
2 I CAN'T WAIT 

(Poolside, BMI) 
38 I GET OFF ON YOU 

(Muscle Shoals, BMI /Jalew, BMI) 

3 I HAVE LEARNED TO RESPECT THE POWER OF LOVE 

(Careers, BMI /Moore & Moore, BMI) CPP 

16 I THINK ITS LOVE 

(Black Stallion, ASCAP /Jobete, ASCAP /See This House, 

ASCAP /Blackbull, ASCAP) CPP 

43 IF YOU SHOULD EVER BE LONELY 

(Storie City, ASCAP /National League, ASCAP) CPP 

21 IF YOUR HEART ISN'T IN IT 

(Almo, ASCAP /Redhead, ASCAP/Joe's, ASCAP /Stuart, 
ASCAP) CPP/ALM 

42 I'LL BE ALL YOU EVER NEED 

(Music Specialists, BMI) 

77 I'LL BE YOUR FRIEND 

(Zomba, ASCAP) 

7 I'M NOT GONNA LET (YOU GET THE BEST OF ME) 

(MCA, ASCAP /Unicity, ASCAP /Moonwalk, ASCAP) 

95 IN THE MORNING TIME 

(Almo, ASCAP /Ipm, ASCAP) CPP /ALM 

98 INSATIABLE WOMAN 

(WB, ASCAP/1.11, ASCAP) CPP /ABP 
81 ITS YOU 

(Stone Diamond, BMI /ReN Vain, BMI / Jobete, 

ASCAP /Conceited, ASCAP /R.K.S., ASCAP) 

64 JAIL BAIT 
(Father Thunder, BMI) 

50 THE JAMMIN' NATIONAL ANTHEM 

(Konglather, BMI /Cheyenne, ASCAP /Motor, ASCAP) 

45 JUST ANOTHER LOVER 

(Music Corp. Of America, BMI /New Music Group, 

BMI /Kashif, BMI) 
96 JUST GETS BETTER WITH TIME 

(Irving, BMI /Morning Crew, BMI) CPP /ALM 

1 KISS 

(Controversy, ASCAP) 

89 LADY IS LOVE 

(April, ASCAP /Saggifire, ASCAP /Michel Colombier, 

ASCAP /Zomba, ASCAP) 

58 LET'S GO ALL THE WAY 

(Lilo, BMI) 
26 A LITTLE BIT OF LOVE (IS ALL IT TAKES) 

(House Of Champions, ASCAP) 

20 LOVE 4/2 
(Ted -On, BMI /J.Carr, BMI) 

12 LOVE IS JUST A TOUCH AWAY 

(Bush Burnin', BMI /Zomba, ASCAP) 

39 LOVE TAKE OVER 

(Company, MCPS /Eaton, MCPS) 

24 LOVES ON FIRE 

(West Kenya, ASCAP) 

91 LUCY 

( Jobete, ASCAP /Libren, ASCAP) CPP 

47 MAY I? 

(USA Exotic, ASCAP) 

80 NA NA BEAT 

(Happy Stepchild, BMI/Wedo1 ASCAP) 

41 NASTY 

(Flyte Tyme, ASCAP) 

15 NEVER AS GOOD AS THE FIRST TIME 

(Silver Angel, ASCAP) CPP 

97 NIGHTMARES 

(Protoons, ASCAP /Sam Jacobs, ASCAP) 

32 NO MORE 

(Troutman s, BMI /Saja, BMI) 
25 (NOTHING SERIOUS) JUST BUGGIN' 

(ADRA, BMI /Guinea Farm, BMI) 

30 OH, LOUISE 

(Junior, prs /Emi, prs /MCA, ASCAP) 

5 ON MY OWN 

(New Hidden Valley, ASCAP /Carole Bayer Sager, BMI) 

92 ON THE SHELF 

(Pizzazz, BMI) 
88 ONE STEP CLOSER TO YOU 

(Music Corp. Of America, BMI /Bayjun Beat, 

BMI /Rashida, BMI /MCA, ASCAP) 

60 ONE WAY LOVE 

(T -Boy, ASCAP) 

13 OVERJOYED 

( Jobete, ASCAP / Blackbull, ASCAP) CPP 

94 PAIN 

(Miami Spice, ASCAP) 

8 PARTY FREAK 

(All Seeing Eye, ASCAP) 

86 PLAYER'S BALL 

(Mazarati, ASCAP) 

11 RESTLESS 

(Philesto, BMI /Keith Diamond, BMI/Willesden, 

BMI /Harrindur, BMI) CPP 

6 ROCK ME AMADEUS 

(Colgems -EMI, ASCAP) CPP 

17 ROCK THE BELLS 

(Def Jam, ASCAP) 

29 SATURDAY LOVE 

(Flyte Tyme, ASCAP /Avant Garde, ASCAP) 

68 SECRET LOVERS 

(Almo, ASCAP /Jodaway, ASCAP) CPP /ALM 
70 SEX MACHINE 

(Dynatone, BMI /Unichappell, BMI) 
69 SLIDE OVER 

(Music Corp. Of America, BMI /Ready For The World, 

BMI/Walk On The Moon, BMI /Off Backstreet, BMI) 

54 STATE OF THE HEART 

(April, ASCAP /Science Lab, ASCAP) 

35 STAY 

(Zomba, ASCAP/Tyvela, BMI) 

79 STRUNG OUT 

(Bush Burnin', BMI) 

63 STYLE 

(Northridge, ASCAP /Arista, ASCAP) 

53 SUGAR FREE 

(Tricky -Trac, BMI) 
71 SWEETHEART 

(Warner's Thunder, ASCAP/Warner Bros., ASCAP /Real 

Deal, SESAC /Frederick, SESAC) 

87 TEASER 

(Harlem, BMI) 

55 TENDER LOVE 

(Flyte Tyme, ASCAP) 

51 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) 

(Zomba, ASCAP) 

99 THINKING ABOUT YOU 

(Crazy People, ASCAP /Almo, ASCAP) CPP /ALM 
84 THRILL ME 

(On Your Mark, ASCAP /Nebster House, ASCAP /Lunch 
Money, BMI) 

75 TURN ME OUT 

(Father Thunder, BMI) 

n UNDER THE INFLUENCE 

(MCA, ASCAP/WB, ASCAP /Ertolejay Musique. 

ASCAP /Music Corp. Of America, BMI /It's A Gonna 

Rain, BMI) 
37 UNSELFISH LOVER 

(Forceful, BMI/Willesden, BMI) 
83 VICIOUS RUMORS 

(1.King IV, BMI) 
31 WATCH YOUR STEP 

(Baker's Tune, BMI) 

93 WE DON'T HAVE TO TAKE OUR CLOTHES OFF 

(Bellboy, BMI /Chappell. ASCAP) 

BLACK SINGLES 

BY LABEL 
A ranking of distributing labels 

by their number of titles 
on the Hot Black Singles chart. 

LABEL NO. OF TITLES 
ON CHART 

EPIC (2) 9 

Tabu (3) 
Portrait (2) 
CBS Associated (1) 
Private I (1) 

ARISTA (6) 8 

Jive (2) 
CAPITOL (7) 8 

Manhattan (1) 
MCA (7) 8 

Philly World (1) 
WARNER BROS. (3) 8 

Paisley Park (2) 
Warner Bros. /Tommy Boy (2) 
Qwest (1) 

A &M 7 

COLUMBIA (5) 7 

Def Jam /Columbia (2) 
ELEKTRA(4) 5 

Asylum (1) 
MOTOWN (2) 5 

Gordy (1) 
Motown /Kallista (1) 
Tamla (1) 

ATLANTIC (3) 4 
IVA /Island (1) 

POLYGRAM 4 
Mercury (3) 
Atlanta Artists (1) 

RCA (2) 4 
Total Experience (2) 

EMI -AMERICA (2) 3 

Manhattan (1) 
FAST FIRE (1) 2 

After Five (1) 
KMA 2 

PROFILE 2 

AMHERST 1 

CRITIQUE 1 

FANTASY 1 

First String /Fantasy (1) 
ICHIBAN 1 

IN YOUR FACE 1 

JAMPACKED 1 

1 

1 

JAY 

MALACO 
Muscle Shoals Sound (1) 

SELECT 

SLEEPING BAG 

SUNNYVIEW 

SUPERTRONICS 

SUTRA 

TOMMY BOY 

73 WEEKEND SPECIAL 

(Colgems -EMI, ASCAP) 

61 WEST END GIRLS 

(Cage, ASCAP) 

14 WHAT HAVE YOU DONE FOR ME LATELY 

(Flyte Tyme, ASCAP) 

34 WHAT'S MISSING 

(Flyte Tyme, ASCAP /Avant Garde, ASCAP) 

49 WHISPER IN THE DARK 

(Maplewood, ASCAP /Boozertunes, 
ASCAP /Broozertoones, BMI) CPP 

76 (YOU ARE MY) ALL AND ALL 

(Beach House, ASCAP /Smokin' Amigos, 

ASCAP/Tawanne Lamont, ASCAP) 

52 YOU DON'T HAVE TO CRY 

(A La Mode, ASCAP/WB, ASCAP) 

90 YOUR LOVE IS DYNAMITE 

(Burnt Out, BMI /Eihcra, BMI /Bullion, BMI) 
46 YOUR SMILE 

(A La Mode, ASCAP/WB, ASCAP) 

SHEET MUSIC AGENTS 
are listed for piano; vocal sheet music copies 

and may not represent mixed folio rights. 

ABP April Blackwood 
ALM Alma 
B -M Belwin Mills 

B -3 Big Three 

BP Bradley 
CHA Chappell 
CLM Cherry Lane 

CPI Cimino 

CPP 

HAN 

HL 

IMM 

MCA 

PSP 

PLY 

WBM 

Columbia Pictures 
Hansen 
Hal Leonard 

Ivan Mogul! 
MCA 

Peer Southern 
Plymouth 
Warner Bros. 
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Country 

Ambassadors In Exile. Members of Exile anxiously await a plaque naming 
them "Ambassadors Of Kentucky." The ceremony took place in the Kentucky 
House of Representatives. Looking on is Donald Blandford, Kentucky speaker 
of the House. 

Comedy LP Tops Charts 

Stevens Returns With `I Have Returned' 
BY EDWARD MORRIS 

NASHVILLE Novelty records 
were pretty hot items back in the 
'50s, but everybody knows they 
don't amount to much these days. 
Perhaps that explains why there 
was a collective gasp from the in- 
dustry last month when Ray Ste- 
vens' anthology of inspired goofi- 
ness, "I Have Returned," chuckled 
its way to No. 1 on Billboard's Top 
Country Albums chart. 

More surprising still are the 
sales Stevens has achieved since 
he committed himself wholly to the 
comedy idiom. According to his 
manager, Don Williams, Stevens' 
first album for MCA, "He Thinks 
He's Ray Stevens," has sold more 
than 400,000 copies, and "I Have 
Returned" hovers at the 300,000 
mark. 

"Mississippi Squirrel Revival," 
the 1984 single that relaunched 

NSHVILLE SCENE 

This week's column was prepared by Edward Morris 
of Billboard's Nashville bureau. 

AS AN IMAGE, "new traditionalists" doesn't sizzle 
the way "urban cowboy" did, but it's become the hot- 
test term on Music Row today. The current Journal of 
Country Music, the scholarly voice of the Country 
Music Foundation, devotes its lead article to the art 
and commercial promise of Ricky Skaggs, Reba 
McEntire, George Strait, Dwight Yoakam, and di- 
verse others who fall or are tossed into this elastic cat- 
egory. 

As the interest quickens, award show results are 
being scanned to see which format's stock is up or 

New traditionalists simmer 
with a different sort of sizzle 
down and to decide whether enterprising record pro- 
ducers should rush to embrace the steel guitar or the 
synthesizer. And hypesters are trotting out all man- 
ner of litmus tests to demonstrate that this or that 
performer is really the anointed torch bearer for the 
old ways. 

If all this hubbub translates into new media interest 
and higher record and ticket sales for country practi- 
tioners, it will hae been very happy talk indeed. There 
certainly are reasons to hope that it might be a boost. 

For instance, some magnificent country songs were 
sung unexceptionally in their first recorded time 
around. They are buried treasure just waiting for 
modern production techniques and good voices to dust 
them off and make them shine again. Maybe if there's 
enough back- to-basics talk, movers in the industry will 
turn to these classics, looking for something quaint, 
but finding something enduring. 

Moreover, the outsider mystique emanating from 
such young hard -country artists as Yoakam, Randy 
Travis, and Patty Loveless may add a personality ap- 
peal that will multiply their already considerably mu- 
sical talent. 

When it all shakes out, though, the success of the 
"new traditionalists" will depend -as it always has in 
music -on high quality songs, singers, and produc- 
tion. When these elements combine, definitions and 
categories are pointless. 

If there is a danger in all this celebration of the tra- 
ditional it is that it may divert the industry from the 
necessary question: Does it sell? To all but the crass- 
est accountant, new artists generate more excitement 
than veteran ones. But it is prudent to note that the 
today's biggest country seller continues to be Ala- 
bama, an act that has just racked up its eighth consec- 
utive platinum album with one that is traditional coun- 
try only in the accent imparted to its lyrics. 

It may be too much to hope that we can begin with 
the music and let the categories take care of them- 
selves. But it might be just crazy enough to work. 

AND IN OTHER NEWS: Alabama's fifth June Jam, 
June 14, will star Willie Nelson, the Charlie Daniels 
Band, the Forester Sisters, Mel Tiflis, and Gary Mor- 
ris. Held in the group's hometown of Fort Payne, Ala., 
the event has so far raised more than $1 million for 
regional charities. Tickets are $15 each until May 1, 
when the price jumps to $17.50. 

Next month, Sugar Hill Records (the Durham, N.C., 
bluegrass and traditional label) will release its first 
two Compact Discs: "Down South" by Doc & Merle 
Watson, and "Old & In The Way" featuring Jerry 
Garcia, David Crisman. Peter Rowan, Vassar Clem- 
ents, and John Kahn. 

In honor of its famous hometown boy, Yazoo City, 
Miss., declared April 14 "Jerry Clower Day." And to 
keep the memory alive, the town named a stretch of 
Route 49E "Jerry Clower Boulevard." NBC-TV was 
on hand to chronicle the festivities. 

Nashville artist Paul Harmon has designed a post- 
er to celebrate last month's recording of an album of 
country music by the Nashville Symphony Orches- 
tra. Like the album, copies of the poster will be sold to 
raise money for the symphony. 

John Schneider has reaffirmed his commitment to 
a career in country music by moving to Nashville ... 
Ricky Skaggs is set to guest on "The David Letter- 
man Show" April 29 ... Exile will host a sock -hop for 
its fan club members June 8 (at the beginning of Fan 
Fair Week) at the Nashville's National Guard Armory 
... More than 50 stations have picked up the syndicat- 
ed TV program "The Lady Is A Champ," a two -hour 
special starrng Barbara Mandrell. The show is being 
offered by Gaylord Syndicom ... Warner Bros. re- 
cording artist Randy Travis is now signed to World 
Class Talent for booking. 

Stevens' flagging recording ca- 
reer, has sold about 380,000 copies, 
Williams says. 

A key to all this activity appears 
to be the promotional stunts and 
corporate tie -ins dreamed up by 
the Media Group, the Nashville - 
based company in charge of 
Stevens' media relations. 

In a national promotion for 
Stevens' Christmas single, "Santa 
Claus Is Watching You," the Me- 

'Live, I do a little 
bit of everything' 

dia Group involved the Music 
Country Radio Network, which 
has nearly 90 affiliate stations, as 
well as 10 additional stations in 
various markets. 

In return for a station running 
promotional spots five to 10 times 
daily for two weeks, the Media 
Group offered listeners a chance 
at a grand prize of a weekend va- 
cation in Nashville for two. The 
prize was subsidized by Delta Air- 
lines, the Ramada Inn at Opryland, 
and Opryland U.S.A. The promo- 
tion was also boosted with a music 
video of the song, the only one 
Stevens has done since signing 
with MCA. 

To build interest in Stevens' 
"The Haircut Song," the Media 
Group did market -by- market deals 
that promoted Stevens' personal 
appearances. The top promotion 
theme was "Fly To Nashville And 
Get Your Hair Cut With Ray 
Stevens," staged to correspond 
with concerts in Owensboro, Ky., 
and Oklahoma City. 

Listeners to WBKR -FM Owens- 
boro and KXXY -FM Oklahoma 
City could enter the grand -prize 
drawing by sending postcards to 
the stations or by filling out an en- 
try blank at the concert sites. Cor- 
porate sponsors for the promo- 
tions included Allegheny Airlines, 
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American Airlines, the Nashville 
Marriott, Hertz Rent -A -Car, Opry- 
land, the Stockyards restaurant, 
and Sheen's Hair Group. 

Dennis Buss, who heads the Me- 
dia Group, says he gains station in- 
terest in promotions by first send- 
ing a press release to target out- 
lets. He follows that up with a 
phone call and a package that con- 
tains the record, a sample recorded 
spot, and a script for the' spot in 
case the stations choose to person- 
alize it. Stations that wish to par- 
ticipate must return a signed form, 
agreeing to meet conditions of the 
event. 

Not surprisingly, Stevens' con- 
cert bookings are picking up too. 
He recently did a three -week stint 
at the Desert Inn in Las Vegas and 
followed that with a five -date tour 
of Australia. In May, he returns to 
the Executive Inn in Owensboro - 
where he routinely sells out the 
house -for four shows over Moth- 
er's Day weekend. 

In June he'll play the Desert Inn 
again, and he is scheduled to per- 
form with the Charleston, W.Va., 
Symphony in mid -May. 

Stevens has done two television 
commercials for Toyota Trucks; 
the Dancer Fitzgerald Sample 
agency of New York oversaw the 
spots. 

In concert, Stevens uses a four - 
piece band. "We try to do a little 
bit of everything," he says, adding 
that he has condensed five of his 
old hits into a four -minute medley. 
"A lot of audiences want to hear 
those old songs, but they don't 
want to hear all of them. They just 
want to be reminded." 

Stevens says his next MCA al- 
bum will also be an all- comedy one 

Results of Canada's 
first federal study 
of country music 

appear on page 67 

illboard` 
HOT COUNTRY SINGLES ACTION 

RADIO MOST ADDED 
130 REPORTERS 

NEW 

ADDS 

TOTAL 

ON 

LEE GREENWOOD HEARTS AREN'T MADE TO BREAK McA 43 102 
SOUTHERN PACIFIC RENO BOUND WARNER BROS. 37 85 
T GRAHAM BROWN I WISH I COULD HURT THAT WAY CAPITOL 37 39 
GEORGE JONES SOMEBODY WANTS ME OUT OF THE WAY EPIC 29 50 
GLEN CAMPBELL COWPOKE ATLANTIC /AMERICA 27 36 

Radio Most Added is a weekly national compilation of the five records most added to the playlists 
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 
Chart Dept., 1515 Broadway, New York, N.Y. 10036. 

RETAIL BREAKOUTS 
46 REPORTERS 

WILLIE NELSON LIVING IN THE PROMISELAND COLUMBIA 

EDDIE RABBITT REPETITIVE REGRET RCA 

THE OAK RIDGE BOYS JULIET MCA 

JUDY RODMAN UNTIL I MET YOU MTM 

DWIGHT YOAKAM HONKY TONK MAN REPRISE 

NUMBER 

REPORTING 

22 
21 

20 
9 

9 

@Copyright 1986 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, 
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Capitol Records 
is proud to welcome 

DOBIE GRAT 
to our distinguished family of 
country artists. 
His new album is 

FRO1f WHERE I STAND 
Featuring the single, 

TBAT'S ONE TO GROW ON 

PrDdJced by Harold "Bonc" Shedd 

ON HIGH QUALITY XDR 'CASSETTES 
AND ALBUMS. FROM Or "oe, 

OIRS6 COML. RECORDS. NC 
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Compiled from a national sample of retail store 
and one -stop sales reports and radio playlists. 

TITLE ARTIST 
PRODUCER (SONGWRITER) LABEL & NUMBER /DISTRIBUTING LABEL 

O 2 5 14 
NOW AND FOREVER (YOU & ME) 1 week at No. One ANNE MURRAY 
D.FOSTER (FOSTER, VALLANCE, GOODRUM) CAPITOL 5547 

02 4 6 13 ON IK ÑINTA 
BLU E MOON LD, R.BYRNE) 

EARL THOMAS CDON ZE82 

30 5 7 12 E.GORDY. R.,J.BOW NE(DIBELLAMY) 
THE BE MMCA/ UR6B 

52747/MCA 

® 7 10 11 
GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) THE JUDDS 
B.MAHER (J.0'HAA) RCA /CURB 14290 /RCA 

O 6 8 14 MHAD ABOBEAUTTIFUL TIME MERLE HAGGA RD 

© 10 13 10 JABOWE 
MISBE 

MS,S `JR.(F.WALLER,A.RAZAF,H.BROOKS) WARNER/CURB A7-287/WARNR 
WILLIAMS, 

ROS. 

O 9 12 13 
EASY TO FICKE 
B.MOONTGOMEERY (KK..M.ROBBINS, R.FLEMING) COLUMBIA 38-R05781 0 11 14 11 W RKIING WITHOU A NET 

J.JARVIS) 
WAYLON JEMCA 

52776 

O 12 15 10 
TOMB OF THE UNKNOWN LOVE KENNY ROGERS a 13 16 11 
ON LOVE 

(P.DAVIS IMOVERSTREET) 
TAN 

CAPITOL 5533 

11 14 17 10 
WHOEVER'S IN NEW ENGLAND 

PowERS) 
REBA MEAN 27RE 

12 15 19 11 
HOLD 

D.THOENER (R.CASH) 
ROSANNE 

38-05794 

13 18 22 g HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP 
R.MILSAP,T.COLLINS,R.GALBRAITH (M.SYLVIA, G.LOPEZ) RCA 14286 

14 16 18 12 
MIAMI, MY AMY KEITH WHITLEY 
B.MEVIS (D.DILLON. H.000HRAN, R.PORTER) RCA 14285 

15 19 21 13 
LOVE (WILLLe GETDYOoU THROUGH TIMES WITH NO MONEY GI 

MLS NEXT DOOR 

16 20 24 g PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND 
M.MORGAN,P.WORLEY (J.IBBOTSON. ].HANNA) WARNER BROS. 7-28780 

11 22 27 7 LIFE'S HIGHWAY STEVE WARINER 
T.BROWN,J.BOWEN (R.LEIGH, R.MURRAH) MCA 52786 

1$ 21 25 10 
HARMONY JOHN CONLEE 
B.LOGAN (R.BERESFORD. J.HINSON) COLUMBIA 38 -05778 

19 17 1 14 
SHE ANDBAMA(D.LOGGINS) ALABAMA 

23 29 MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS 
S ) R BROS 

21 1 2 16 CAJUN MOON 
RUSHING) 

RICKY SKAGGS 

22 25 31 9 

* * * HOT MOVER /SALES * * * 
HONKY TONK MAN DWIGHT YOAKAM 
P.ANDERSON (H.HAUSEY, T.FRANKS. J. HORTON) REPRISE 7-28793 /WARNER BROS. 

23 27 33 6 
REPETITIVE REGRET EDDIE RABBITT 
R.LANDIS (M.WRIGHT. R.NIELSEN) RCA 14317 

24 28 34 6 R.COHAN 
JULIET 

(L.HOPPEN, !.HALL) 
THE OAK RIDGE BOYDS 

25 3 3 L WE'VE GOT A GOOD FIRE GOIN' DON WILLIAMS 
D.WILLIAMS.G.FUNDIS (D.LOGGINS) CAPITOL 5526 

26 32 40 5 
LIVING IN THE PROMISELAND WILLIE NELSON 
W.NELSON (D.L.JONES) COLUMBIA 38-05834 

27 30 35 9 BORN YESTERDAY EVERLY BROTHERS 
D.EDMUNDS (D.EVERLY) MERCURY 884. 428- 7 /POLYGRAM 

CD 33 39 7 
TIL I LOVED YOU RESTLESS HEART 
T.DUBOIS,S.HENDRICKS (V.STEPHENSON. J.SILBAR, D.ROBBINS) RCA 14292 

29 8 4 15 
YOU'RE SOMETHING SPECIAL TO ME GEORGE STRAIT 
J.BOWN.G.STRAIT (D.ANTHONY) MCA 52764 

® 37 47 5 WHEN YOU GET TO THE HEART BARBARA MANDRELL (WITH THE OAK RIDGE BOYS) 
T.COLLINS (N.WILSON. T.BROWN) MCA 52802 

31 43 51 4 

* * * HOT MOVER /AIRPLAY * * * 
EVERYTHING THAT GLITTERS (IS NOT GOLD) DAN SEALS 
K.LEHNING (D.SEALS, B.MCDILL) LMIAMERICA 8311 

32 39 44 6 DRINKING MY BABY GOOD -BYE THE CHARLIE DANIELS BAND 
J.BOYLAN (C.DANIELS) EPIC 34 -05835 

O 38 43 6 
YOU N,J E.NNORMP NN (R.MURRAH, 

GOOD MEMORY MDOWN 
RCH) 

JOHN ANDERSON 87 8 

0 42 49 5 
READ MY 

B áTTE, L.GOTTLIEB) CAPITOL/CURB 
OSMOND 

5563/CAPITOL 

35 26 28 9 
YOU'LYLp EVRER KNOW HOW OM UCHIIINEEDBED YOU TODAY CONWAY 

BAS 7 28T 72 

36 44 53 4 
OLD FLAME JUICE NEWTON 
R.LANDIS (R.NIELSEN) RCA 14295 

37 41 45 6 
THAT'S ONE TO GROW ON DOBIEoGRAG2 

38 24 9 18 
1982 RANDY TRAVIS 
K.LEHNING (J.BLACKMON, C VIPPERMAN) WARNER BROS. 7 -28828 

39 47 55 4 E EXILE 
9 

UPER(S.LLEEMAIER, 
J.P.PENNINGTON) EPIC 34-05860 

4 46 50 5 WHEN IT'S DOWN TO ME AND YOU CHARLY MCCLAIN /WAYNE MASSEY 
SNEED BROTHERS (D.MORGAN. S.DAVIS) EPIC 34 -05842 

41 29 23 13 
HEART DON'T FALL NOW SAWYER BROWN 
R.SCRUGGS (B.LABOUNTY. FOSTER. SWILLEY) CAPITOL /CURB 5548/CAPITOL 

_4 48 52 6 HILL YI,LR.YHIGHWAY RLE. J.HINSON) 
STEVE AEARL85 

57 - 2 
HEARTS AREN'T MADE TO BREAK (THEY'RE MADE TO LOVE) LEE GREENWOOD 
J.CRUTCHFIELD (R.MURRAH, S.DEAN) MCA 52807 

49 59 4 
UNTIL I MET YOU JUDY RODMAN 
T.WEST (H.RIDDLE) MTM 72065 /CAPITOL 

45 31 11 16 
SWEETER 

D.RE 
AND . SWD)ETER THE RURY 884 R BROTHERS 

56 69 3 
IGHTS 

E.BRRUCE.B.MEVIS (B.HILL. T.HILLER) EDRCBAR14305 

47 Si 57 5 
I'LL TAKE YOUR LOVE ANYTIME ROBIN LEE 
!.MORRIS (C. BLACK. T.R000O) EVERGREEN 1039 

48 34 26 15 
NOTHING BUT YOUR LOVE MATTERS LARRY GATLIN AND THE GATLIN BROTHERS 
C.MOMAN (L.GATLIN) COLUMBIA 38 -05764 

49 59 68 3 ñNOLDTSTHRFEVE)AND 
DIME 

MERCURY 884 
KATHY IAA G AM 

0 64 - 2 RENO BOUND SOUTHERN PACIFIC 
J.E.NORMAN,SOUTHERN PACIFIC,B.HARTMAN (J.MCFEE. A.PESSIS) WARNER BROS. 7 -28722 

SINGLES ©Copyright 1986, Billboard Publications, Inc. 
No part of this publication may be reproduced, stored 
in any retrieval system, or transmitted, in any form 
or by any means, electronic, mechanical, photocopying, 
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TITLE ARTIST 
PRODUCER (SONGWRITER) LABEL & NUMBER /DISTRIBUTING LABEL 

51 58 64 4 
HEY DOLL BABY SWEETHEARTS OF THE RODEO 
S.BUCKINGHAM,H.DEVITO (T.TURNER) COLUMBIA 38 -05824 

52 55 62 4 
I COULD GET USED TO THIS JOHNNY LEE & LANE BRODY 
B.BECKETT (J.BUCKINGHAM, B.MILLER) FULL MOON /WARNER BROS. 7.28747/WARNER BROS. 

53 54 61 5 
I NEED SOME GOOD NEWS BAD CHANCE 
B.ARLEDGE (C.WHITSETT. B.ARLEDGE) MERCURY 884 545-7/POLYGRAM 

54 36 38 9 I THINK I'M IN LOVE 
K.LEHNING,S.BUCKINGHAM (K.STEGALL, C.CRAIG) 

KEITH STEGALL 
EPIC 34 -05815 

55 61 82 3 BACK WHEN LOVE WAS ENOUGH MARK GRAY 
S.BUCKINGHAM.M.GRAY (T.SEALS, FARM) COLUMBIA 38 -05857 

56 35 20 16 
1004 CHANCE OF RAIN GARY MORRIS 
J.E.NORMAN (C.BLACK, A.ROBERTS) WARNER BROS. 7 -28823 

57 40 32 9 CARMEN 
G.WATSON,L.BOOTH (S.SPURGIN) 

GENE WATSON 
EPIC 34 -05817 

58 45 46 7 BABY WANTS THE OSMONDS 
T.CHOATE,D.WILSON (J.GILLESPIE, S.WEBB) EMI -AMERICA /CURB 8313 /EMI -AMERICA 

59 65 73 4 
OH YES N TARI HENSLEY 
L.ROGERS (IS .CL1,; RK, J.REID) MERCURY 884 4B4 -7 /PLYGRAM 

60 80 - 2 SOMEBODY WANTS ME OUT OF THE WAY GEOR 
EPIC 

GE JONES 

61 67 74 3 
TOBACCO ROAD ROY CLARK 
B. MILLSAP,R.DILLARD (J.D.LOUDERMILK) SILVER DOLLAR 70001 

62 NEW 
* * *HOT SHOT DEBUT*** 

I WISH I COULD HURT THAT WAY AGAIN T GRAHAM BROWN 
B.LOGAN (VßNHOY. PUTMAN. COOK) CAPITOL 5571 ® 71 

I 

78 I 3 SUGAR SHACK CARLETTE 
R.RUFF (K.M000RMICK, F.VOSS) LUV 118 0 RE -ENTRY 
ON THE OTHER HAND RANDY TRAVIS 
K.LEHNING,K.STEGALL (P.OVERSTREET, D.SCHLITZ) WARNER BROS. 7 -28962 

® 73 ( - 2 
HEARTACHE THE SIZE OF TEXAS THE VEGA BROTHERS 
J.BOWEN,C.HARDY (R.C.VEGA. R.J.VEGA) MCA 52777 ® NEW I GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON 
B.MAHER (K.ROBBINS, M.JOHNSON) RCA 14294 B. 

67 69 
l 

76 4 BACK ON THE RADIO AGAIN JAMES AND MICHAEL YOUNGER 
M.DANIEL (J.WILLIAMS, M.WILLIAMS. D.CLARK, M.DANIEL) AIR 102 

0 NEW COPOKE 
HH..SHEDD(S.JONES) ATLANTICEAAIERO`M9559 

69 72 79 3 
THE LOOK OF A LADY IN LOVE JOHNNY DUNCAN 
K.LAXTON (LANDERSON, B.MASON) PHAROAH 2502 

70 50 36 20 WHAT'S A MEMORY LIKE YOU (DOING IN A LOVE LIKE THIS) JOHN SCHNEIDER 
J.BOWEN.J.SCHNEIDER (C.QLIILLEN, J.JARRARD) MCA 52723 

71 52 37 14 JSHNNNEDYTSRHOGGN, D.GILLON) 
MEL MCDANIIELL 

72 79 - 2 WHAT MY WOMAN DOES TO ME RAY GRIFF 
R. GRIFF (R.GRIFF) RCA 50846 

73 85 - 2 TRUE 
J.CRUTCHFIELD 

(NEVER 
!RUSHING) 

SMOOTH) 
EMI-AMERICA 

TO O8 A6 

74 60 30 18 
DON'T UNDERESTIMATE MY LOVE FOR YOU LEE GREENWOOD 
J.CRUTCHFIELD (S.DIAMOND, S.ORFF. D.LOGGINS) MCA 52741 

75 75 85 3 MODERN DAY COWBOY JAY CLARK 
B.WALKER (J.CLARK) CONCORDE 302 /NSD 

76 53 41 12 
TONIGHT WE RIDE 
J.E.NORMAN (M.MURPHEY, J.E.NORMAN) 

MICHAEL MARTIN MURPHEY 
WARNER BROS. 7.28797 

77 NEW THIS TIME ITS YOU LISA CHILDRESS 
B.FISHER (B.REED) AMI 1941 

78 74 77 4 LOVE ON A BLUE RAINY DAY CHARLEY PRIDE 
N.WILSON (K.ROBBINS, R.CARPENTER) RCA 14296 

79 66 58 21 
YOU SHOULD HAVE BEEN 

PFRIMMER) 
NOW EDDY) AV 

Só 

80 63 48 8 BACK HOME A.J.MASTERS 
B. SANFORD,A.J.MASTERS (A.J.MASTERS, J.LANSDOWNE) BERMUDA DUNES 112 

$1 NEW YOU MUST BE LOOKIN' FOR ME BILLY SWAN 
C.MOMAN (B.SWAN) MERCURY 884 668- 7 /PLYGRAM 

82 62 42 15 
EVERY NIGHT PAKE MCENTIRE 
M.WRIGHT (L.MARTINE.JR.) RCA 14220 

83 78 65 20 DREAMLAND EXPRESS JOHN DENVER 
R.NICHOLS (!.DENVER) RCA 14227 ® NEW, THE LIGHTS OF ALBUQUERQUE JIM GLASER 
D.TOLLE (B.JONES, B.MCDILL, D. EE) MCA /NOBLE VISION 52808 /MCA 

85 77 71 5 
KK..MANSFIFIERLDT A.HARVEY) NASHVILLE AAMERIICAZ 1002 

86 83 66 7 YOU'RE NOBODY TILL SOMEBODY LOVES YOU ' RAY PRICE 
R.PENNINGTON (R.MORGAN. L.STOCK, J.CAVANAUGH) STEP ONE 352 

87 68 60 19 
N.WILSON 
OUR MEMORY MAIM 

T LWoEHAD ITTUSED 
TO BE MICKEY GIós744 

88 81 63 21 
RCDUN 

S. ÉMAIER,S.P.PENNIINGTTON) EPIC 34-05723 

89 88 
87 7 JAMES ONLY 

ORONILIPETTI (J.TAYLOR) COLUMBIA 38-05788 5 

90 86 54 18 
T.G. RN OV 

(WALMDRIIDHGBRASFIELD. J.RUTLEDGE) COMB A 38-05747 
RD 

91 90 83 24 I LOVE YOU BY HEART SYLVIA & MICHAEL JOHNSON 
B.MAHER (J.GILLESPIE. S.WEBB) RCA 14217 

92 91 72 7 
DANGER ZONE 
J.KENNEDY,R.PEOPLES,MAINES BROS. (J.L.WALLACE, T.SKINNER) 

THE MAINES BROTHERS BAND 
MERCURY 884 483- 7 /POLYGRAM 

93 70 56 18 
CA LE 

ALLEN) COLUMB A 38 057R24 

94 92 88 6 ITS ONLY LOVE AGAIN VERN GOSDIN 
V.GOSDIN,R.J.JONES (T.KREKER) COMPLEAT 153 / POLYGRAM 

95 NEW THE SECOND TIME AROUND DEL REEVES 
J.GALE.J.PIERCE (R.PRIOLO) PLAYBACK 1103 

96 93 93 6 
IF 

.HAFFKINE R BRANNAN, M.BROWN) CCOLUMBIA,38 058029 R 

97 87 81 22 THINK ABOUT LOVE 
D.MALLOY (R.BRANNON, T.CAMPBELL) 

DOLLY PARTON 
RCA 14218 

98 97 96 15 
DON'T FALL IN LOVE WITH ME 
M.MORGAN,P.WORLEY (L.J.DALTON. M.MCFADDEN) 

LACY J. DALTON 
COLUMBIA 38-05759 

99 98 98 23 
OKLAHOMA BORDERLINE VINCE GILL 

G.CLARK) 1z 

100 100 99 27 
BOP DAN SEALS 
K.LEHNING (J.KIMBALL. P.DAVIS) EMI. AMERICA 8289 

OProducts with the greatest airplay and sales gains this week. Video clip availability. Recording Industry Assn. Of America (RIAA) seal for sales of one million units. RIAA seal for sales of two million units. 
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FOR WEEK ENDING APRIL , 1986 
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26 

Country Singles SALES & AIRPLAY 
A ranking of the top 30 country singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Country Singles chart. 

SALES 
S TITLE ARTIST 

z ó 

p 0- 
2 

1 3 NOW AND FOREVER (YOU & ME) ANNE MURRAY 1 

2 4 ONCE IN A BLUE MOON EARL THOMAS CONLEY 2 

3 6 FEELIN' THE FEELIN' THE BELLAMY BROTHERS 3 

4 5 I HAD A BEAUTIFUL TIME MERLE HAGGARD 5 

5 7 GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) THE JUDDS 4 

6 9 AIN'T MISBEHAVIN' HANK WILLIAMS, JR. 6 

7 8 EASY TO PLEASE JANIE FRICKE 7 

8 10 WORKING WITHOUT A NET WAYLON JENNINGS 8 

9 11 TOMB OF THE UNKNOWN LOVE KENNY ROGERS 9 

10 17 ONE LOVE AT A TIME TANYA TUCKER 10 

11 15 HOLD ON ROSANNE CASH 12 

12 14 WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 11 

13 16 LOVE WILL GET YOU THROUGH ... GIRLS NEXT DOOR 15 

14 13 MIAMI, MY AMY KEITH WHITLEY 14 

15 19 HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP 13 

16 22 PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND 16 

17 23 HARMONY JOHN CONLEE 18 

18 27 LIFE'S HIGHWAY STEVE WARINER 17 

19 18 SHE AND I ALABAMA 19 

20 1 CAJUN MOON RICKY SKAGGS 21 

21 24 BORN YESTERDAY EVERLY BROTHERS 27 

22 26 HONKY TONK MAN DWIGHT YOAKAM 22 

23 12 YOU'RE SOMETHING SPECIAL TO ME GEORGE STRAIT 29 

24 28 MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS 20 

25 21 HEART DON'T FALL NOW SAWYER BROWN 41 

26 20 1982 RANDY TRAVIS 38 

27 2 WE'VE GOT A GOOD FIRE GOIN' DON WILLIAMS 25 

28 29 REPETITIVE REGRET EDDIE BABBITT 23 

29 - JULIET THE OAK RIDGE BOYS 24 

30 - LIVING IN THE PROMISELAND WILLIE NELSON 26 

/// AIRPLAY 
Q ÓÓ 

1 4 ONCE IN A BLUE MOON EARL THOMAS CONLEY 2 

2 2 NOW AND FOREVER (YOU & ME) ANNE MURRAY 1 

3 5 FEELIN' THE FEELIN' THE BELLAMY BROTHERS 3 

4 7 GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) THE JUDDS 4 

5 8 I HAD A BEAUTIFUL TIME MERLE HAGGARD 5 

6 10 AIN'T MISBEHAVIN' HANK WILLIAMS, JR. 6 

7 9 EASY TO PLEASE JANIE FRICKE 7 

8 12 TOMB OF THE UNKNOWN LOVE KENNY ROGERS 9 

9 11 WORKING WITHOUT A NET WAYLON JENNINGS 8 

10 13 ONE LOVE AT A TIME TANYA TUCKER 10 

11 15 WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 11 

12 16 HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP 13 

13 17 HOLD ON ROSANNE CASH 12 

14 18 MIAMI, MY AMY KEITH WHITLEY 14 

15 19 PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND 16 

16 20 LOVE WILL GET YOU THROUGH ... GIRLS NEXT DOOR 15 

17 22 LIFE'S HIGHWAY STEVE WARINER 17 

18 21 HARMONY JOHN CONLEE 18 

19 23 MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS 20 

20 26 REPETITIVE REGRET EDDIE BABBITT 23 

21 25 HONKY TONK MAN DWIGHT YOAKAM 22 

22 27 JULIET THE OAK RIDGE BOYS 24 

23 - LIVING IN THE PROMISELAND WILLIE NELSON 26 

24 - TIL I LOVED YOU RESTLESS HEART 28 

25 3 WE'VE GOT A GOOD FIRE GOIN' DON WILLIAMS 25 

26 14 SHE AND I ALABAMA 19 

27 30 BORN YESTERDAY EVERLY BROTHERS 27 

28 1 CAJUN MOON RICKY SKAGGS 21 

29 6 YOU'RE SOMETHING SPECIAL TO ME GEORGE STRAIT 29 

30 - WHEN YOU GET TO THE HEART BARBARA MANDRELL 30 

@Copy ight 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any ret ieval system, or transmitted, in any form or by any means. electronic, mechanical, photocopying, 

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

BY LABEL 
A ranking of distributing labels 

by their number of titles 
on the Hot Country Singles chart. 

LABEL NO. OF TITLES 
ON CHART 

19 RCA (18) 
RCA /Curb (1) 

MCA (11) 
MCA /Curb (1) 
MCA /Noble Vision (1) 

COLUMBIA 

WARNER BROS. (9) 
Full Moon /Warner Bros. (1) 
Reprise (1) 
Warner /Curb (1) 

CAPITOL (6) 
Capitol /Curb (2) 
MTM (2) 

EPIC 

POLYGRAM 
Mercury (7) 
Compleat (1) 

EMI -AMERICA (3) 
EMI -America /Curb (1) 

AMI 

AIR 

ATLANTIC /AMERICA 

BERMUDA DUNES 

EVERGREEN 

LUV 

NSD 
Concorde (1) 

NASHVILLE AMERICA 

PHAROAH 

PLAYBACK 

SILVER DOLLAR 

STEP ONE 

13 

12 

12 

10 

10 

8 

4 

COUNTRY SINGLES A -Z PUBLISHERS /PERFORMANCE RIGHTS /SHEET MUSIC 
TITLE 

(Publisher - Licensing Org.) 

Sheet Music Dist. 

56 100% CHANCE OF RAIN 

(Chappell, ASCAP /Chriswald, ASCAP /Hopi, 
ASCAP /MCA, ASCAP) 

38 1982 

(Southern Grand Alliance, ASCAP /Grand Coalition, BMI) 

6 AIN'T MISBEHAVIN' 
(Intersong, ASCAP /Mills & Mills, BMI) CPP 

93 ARLENE 

(Fruit, BMI) 
58 BABY WANTS 

(Somebody's, SESAC) 

80 BACK HOME 

(Desert Sands, BMI /Desert Breeze, ASCAP) 

67 BACK ON THE RADIO AGAIN 

(Jack & Bill, ASCAP /Hall -Clement, BMI /Laurel 
Mountain, BMI /Ricky Skaggs, BMI) 

55 BACK WHEN LOVE WAS ENOUGH 

(WB, ASCAP/Two Songs, ASCAP /Lodge Hall, ASCAP) 

100 BOP 

(MHG, ASCAP /Sweet Angel, ASCAP/WEB IV, BMI) 
27 BORN YESTERDAY 

(Tropicbird, BMI) 
21 CAJUN MOON 

(Hall -Clement, BMI /Ricky Skaggs, BMI/Welk Music, 

BMI) 

57 CARMEN 

(Hall -Clement, BMI /Booth & Watson, BMI) 

85 CELEBRITY 

(Preshus Child, BMI) 

68 COWPOKE 

(Stanley, ASCAP) 

92 DANGER ZONE 

(Hall -Clement, BMI) 
98 DON'T FALL IN LOVE WITH ME 

(Algee, BMI) CPP 

74 DONT UNDERESTIMATE MY LOVE FOR YOU 

(MCA, ASCAP /Diamond House, ASCAP/Warner-Elektra- 

Asylum, BMI /Dorf[, BMI /Leeds, ASCAP /Patchworks, 
ASCAP) 

83 DREAMLAND EXPRESS 

(Cherry Mountain, ASCAP) CPP /CLM 

32 DRINKING MY BABY GOOD -BYE 

(Hat Band, BMI) 

7 EASY TO PLEASE 

(Irving, BMI /Englewood, BMI) CPP /ALM 
82 EVERY NIGHT 

(Ray Stevens, BMI) 
31 EVERYTHING THAT GLITTERS (IS NOT GOLD) 

(Pink Pig, BMI /Hall -Clement, BMI) 

3 FEELIN' THE FEELIN' 

(Bellamy Bros., ASCAP) 

66 GOTTA LEARN TO LOVE WITHOUT YOU 

(Irving, BMI/Tonka, ASCAP) 

4 GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) 

(Cross Keys, ASCAP) 

13 HAPPY, HAPPY BIRTHDAY BABY 

(Arc, BMI) 
18 HARMONY 

(Silverline, BMI /Goldline, ASCAP) 

41 HEART DON'T FALL NOW 
(Screen Gems -EMI, BMI /Ben Hall, ASCAP) 

65 HEARTACHE THE SIZE OF TEXAS 

(Precedent, BMI) 
43 HEARTS AREN'T MADE TO BREAK (THEY'RE MADE TO 

LOVE) 

(Tom Collins, BMI) 
51 HEY DOLL BABY 

(Rightsong, BMI) 

42 HILLBILLY HIGHWAY 

(Goldline, ASCAP) 

12 HOLD ON 

(Chelcait, BMI /Atlantic, BMI) 
22 HONKY TONK MAN 

(Cedarwood, BMI) 
52 I COULD GET USED TO THIS 

(Warner -Tamerlane, BMI /Duck Songs, BMI /Blue 
Cheese, BMI) 

88 I COULD GET USED TO YOU 

(Tree, BMI /Pacific Island, BMI) CPP 

5 I HAD A BEAUTIFUL TIME 

(Inorbit, BMI) 
91 I LOVE YOU BY HEART 

(Somebody's, SESAC) 

53 I NEED SOME GOOD NEWS BAD 

(Acuff- Rose -Opryland, BMI /Marledge, ASCAP) 

54 I THINK I'M IN LOVE 

(Blackwood, BMI /Screen Gems -EMI, BMI) CPP /ABP 
62 I WISH I COULD HURT THAT WAY AGAIN 

(Tree, BMI /Cross Keys, ASCAP) 

96 IF YOU WANNA TALK LOVE 

(Mallven, ASCAP /Cotton Patch, ASCAP) CPP 

47 I'LL TAKE YOUR LOVE ANYTIME 

(Chappell, ASCAP /Bibo, ASCAP) 

90 IN OVER MY HEART 

(Rick Hall, ASCAP) 

94 IT'S ONLY LOVE AGAIN 

(Combine, BMI) 
24 JULIET 

(Lyndelane, BMI /Siren Songs, BMI) 

17 LIFE'S HIGHWAY 

(April, ASCAP/Lion Hearted, ASCAP /Blackwood, BMI) 

CPP /ABP 

84 THE LIGHTS OF ALBUQUERQUE 

(Cross Keys, ASCAP /Hall -Clement, BMI /Maplehill 
Music, BMI) 

26 LIVING IN THE PROMISELAND 

(Mighty Nice, ASCAP/Victrolla, ASCAP /Skunk DeVille, 

BMI) 
69 THE LOOK OF A LADY IN LOVE 

(Monk Family, BMI /19th Street, BMI /Old Friends, 

BMI) 
49 LOVE AT THE FIVE AND DIME 

(Wing And Wheel, BMI /Bug, BMI) 
78 LOVE ON A BLUE RAINY DAY 

(Kent Robbins, BMI /Let There Be Music, ASCAP) 

15 LOVE WILL GET YOU THROUGH TIMES WITH NO 

MONEY 

(WB, ASCAP /Bob Montgomery, ASCAP) 

20 MAMA'S NEVER SEEN THOSE EYES 

(Hall -Clement, BMI) 

14 MIAMI, MY AMY 

(Tree, BMI /Larry Butler, BMI /South Wing, ASCAP) 

75 MODERN DAY COWBOY 

(MCS, ASCAP/Wiljex, ASCAP) 

46 NIGHTS 

(Requested, ASCAP/Queen's Crown, ASCAP) 

48 NOTHING BUT YOUR LOVE MATTERS 

(Larry Gatlin, BMI) 
1 NOW AND FOREVER (YOU & ME) 

(Air Bear, BMI /Irving, BMI /Calypso Toonz, 

BMI /California Phase, ASCAP) CPP /ALM 
59 OHYESICAN 

(Chappell, ASCAP /Reidem, ASCAP) 

99 OKLAHOMA BORDERLINE 

(Benefit, BMI /Coolwell, ASCAP /Granite, ASCAP /April, 
ASCAP) CPP /ABP 

36 OLD FLAME 

(Englishtown, BMI) 
64 ON THE OTHER HAND 

(Writers Group, BMI /Scarlet Moon, BMI /MCA, 

ASCAP /Don Schlitz, ASCAP) 

2 ONCE IN A BLUE MOON 

(Rick Hall, ASCAP) 

10 ONE LOVE AT A TIME 

(WEB IV, BMI/Writers Group, BMI /Scarlet Moon, BMI) 
CPP 

89 ONLY ONE 

(Country Road, BMI) 
16 PARTNERS, BROTHERS E FRIENDS 

(Unami, ASCAP /Le- Bone -Aire, ASCAP) 

34 READ MY LIPS 

(MCA, ASCAP) 

50 RENO BOUND 

(Long Tooth, BMI /Endless Frogs, ASCAP) 

23 REPETITIVE REGRET 

(Blackwood, BMI /Land Of Music, BMI /Englishtown, 
BMI) CPP /ABP 

95 THE SECOND TIME AROUND 

(Lovey, BMI) 

19 SHE AND I 

(MCA, ASCAP /Patchworks, ASCAP) 

71 SHOE STRING 

(Old Friends, BMI /Mother Tongue, ASCAP) CPP 

60 SOMEBODY WANTS ME OUT OF THE WAY 

(Cavesson, ASCAP /Hall -Clement, BMI /Frizzell, BMI) 

63 SUGAR SHACK 

(Dundee, BMI) 
39 SUPER LOVE 

(Tree, BMI /Pacific Island, BMI) 

45 SWEETER AND SWEETER 

(Stotler Brothers, BMI) 

37 THAT'S ONE TO GROW ON 

(Blackwood, BMI/Wingtip, BMI) CPP /ABP 
97 THINK ABOUT LOVE 

(Mallven, ASCAP /Cotton Patch, ASCAP /Bibo, ASCAP) 

CPP 

77 THIS TIME ITS YOU 

(Bent -Cent, BMI /Kelbrew, BMI) 
28 TIL I LOVED YOU 

(Warner -Tamerlane, BMI/Writers House, BMI/WB, 
ASCAP /Bob Montgomery, ASCAP) 

61 TOBACCO ROAD 

(Cedarwood, BMI) 

9 TOMB OF THE UNKNOWN LOVE 

(Seventh Son, ASCAP /If Eyes, ASCAP / Garbo, 

ASCAP /Koppelman Family, ASCAP /Bandier Family, 

ASCAP /R.L.August, ASCAP) 

76 TONIGHT WE RIDE 

(Timberwolt, BMI /Kahala, BMI) 

73 TRUE LOVE (NEVER DID RUN SMOOTH) 

(MCA, ASCAP /Don Schlitz, ASCAP /Maypop, BMI) 

44 UNTIL I MET YOU 

(King Coal, ASCAP) 

25 WE'VE GOT A GOOD FIRE GOIN' 

(MCA, ASCAP /Patchworks, ASCAP) 

72 WHAT MY WOMAN DOES TO ME 

(Blue Echo, ASCAP) 

70 WHAT'S A MEMORY LIKE YOU (DOING IN A LOVE 

LIKE THIS) 

(Dejamus, ASCAP /Quillsong, ASCAP /Alabama Band, 

ASCAP) 

40 WHEN ITS DOWN TO ME AND YOU 

(Little Shop Of Morgansongs, BMI/Tapadero, BMI) CPP 

30 WHEN YOU GET TO THE HEART 

(April, ASCAP /Ides Of March, ASCAP /Silverline, BMI) 
CPP 

11 WHOEVER'S IN NEW ENGLAND 

(Silverline, BMI/W.B.M., SESAC) 

B WORKING WITHOUT A NET 

(Tree, BMI /Cross Keys, ASCAP) 

33 YOU CANT KEEP A GOOD MEMORY DOWN 

(Tom Collins, BMI /Ensign, BMI) CPP 

81 YOU MUST BE LOOKIN' FOR ME 

(Sherman Oaks, BMI) 
79 YOU SHOULD HAVE BEEN GONE BY NOW 

(Raven Song, ASCAP /Michael H. Goldseq, 

ASCAP /Collins Court, ASCAP) CPP 

35 YOU'LL NEVER KNOW HOW MUCH I NEEDED YOU 

TODAY 

(Brother Bill's, ASCAP /Music Grinder, ASCAP /Lowery, 
BMI) CPP 

87 YOUR MEMORY AIN'T WHAT IT USED TO BE 

(Tapadero, BMI /Chriswood, BMI /Pangola, 

BMI /Careers, BMI) CPP 

86 YOU'RE NOBODY TILL SOMEBODY LOVES YOU 

(Shapiro Bernstein, ASCAP /Southern, ASCAP) CPP 

29 YOU'RE SOMETHING SPECIAL TO ME 

(Jack & Bill, ASCAP /Cowdaddies, ASCAP /Reba 

McEntire, ASCAP) 

SHEET MUSIC AGENTS 
are listed for piano /vocal sheet music copies 

and may not represent mixed folio rights. 

ABP 

ALM 

B -M 

B -3 

BP 

CHA 

CLM 

CPI 

April Blackwood 
Almo 
Belwin Mills 
Big Three 

Bradley 
Chappell 
Cherry Lane 

Cimino 

CPP Columbia Pictures 
HAN Hansen 

HL Hal Leonard 
IMM Ivan Mogul! 

MCA MCA 
PSP Peer Southern 
PLY Plymouth 

WBM Warner Bros. 
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"WISHFUL DREAM /N'" 
CONES TRUE Willi GREAT RECORD FOR 

áUCN4E SN4áWt/N 
Produced By 

Ray Baker and Bobby Fischer 

Executive Producer Ray Baker 

Artist Management Nat'l Record Dist. & Promo. fly 
Gene Cooper FISCHER& COCOS INC. wr(Ro 

(205)556 -3999 50 Music Sq. W Ph. 329 -2278 Nashville, TN 37203 

FOR WEEK ENDING APRIL 26, 1986 

BiIIbx TOP COUNTRYALBUTMS 

.444. 
VC 

CJ 
ro 

pÿ 4_40' ARTIST 
V /1r ..f LABEL & NUMBER /DISTRIBUTING LABEL (SUG LIST PRICE) 

Compiled from a national sample of retail store 
and one -stop sales reports. 

TITLE 

10 2 1 9 ALABAMA RCA AHLI.7170 (8.98) (CD) 5 weeks at No. One GREATEST HITS 

2 1 2 12 JOHN SCHNEIDER MCA 5668 (8.98) A MEMORY LIKE YOU 

O 4 5 9 ANNE MURRAY CAPITOL S) 12466 (8.98) SOMETHING TO TALK ABOUT 

4 3 3 28 SAWYER BROWN CAPITOL/CURB ST- 12438 /CAPITOL (8.98) SHAKIN' 

O6 7 48 HANK WILLIAMS, JR. WARNER /CURB 25267 /WARNER BROS. (8.98) FIVE -O 

6 5 4 26 EARL THOMAS CONLEY RCA AHLI-7032 (8.98) (CD) GREATEST HITS 

0 8 11 8 REBA MCENTIRE MCA 5691 (8.98) WHOEVER'S IN NEW ENGLAND 

8 7 8 23 THE JUDDS RCA /CURB AHL1- 7042 /RCA (8.98) (CD) ROCKIN' WITH THE RHYTHM 

9 9 10 7 EMMYLOU HARRIS WARNER BROS. 25352 (098) THIRTEEN 

10 10 18 7 JOHN CONLEE COLUMBIA FC -40257 HARMONY 

11 16 38 3 WAYLON JENNINGS MCA 5688 (8.98) WILL THE WOLF SURVIVE 

12 13 13 30 DAN SEALS EMI -AMERICA ST.17166 (8.98) WON'T BE BLUE ANYMORE 

13 14 14 30 GEORGE STRAIT MCA 5605 (8.98) SOMETHING SPECIAL 

14 12 12 22 JUICE NEWTON RCA 5493 (8.98) (CD) OLD FLAME 

15 17 42 5 MERLE HAGGARD EPIC 40286 A FRIEND IN CALIFORNIA 

16 11 9 23 RICKY SKAGGS EPIC FE -40103 LIVE IN LONDON 0 27 56 3 RONNIE MILSAP RCA AHLI.7194 (8.98) (CD) LOST IN THE FIFTIES TONIGHT 

18 18 19 43 ROSANNE CASH COLUMBIA FC 39463 RHYTHM AND ROMANCE 

0 NEW WILLIE NELSON COLUMBIA FC -40327 THE PROMISELAND 

20 20 17 32 EXILE EPIC FE40000 HANG ON TO YOUR HEART 

21 19 15 28 RAY STEVENS MCA 5635 (8.98) I HAVE RETURNED 

22 15 6 33 GEORGE JONES EPIC FE 39598 WHO'S GONNA FILL THEIR SHOES 

O 44 - 2 DWIGHT YOAKAM REPRISE 25372 /WARNER BROS. (8.98) GUITARS, CADILLACS, ETC., ETC. 

24 28 21 23 HANK WILLIAMS, JR. WARNER /CURB 25328 /WARNER BROS. (8.98) GREATEST HITS -VOLUME II 

25 26 30 7 EVERLY BROTHERS MERCURY 826 142 -1 /POLYGRAM (8.98) BORN YESTERDAY 

26 25 25 75 THE JUDDS RCA /CURB AHLI -5319 /RCA (8.98) (CD) WHY NOT ME 

27 22 23 49 THE STATLER BROTHERS MERCURY 824 -420 -1 /POLYGRAM (8.98) PARDNERS IN RHYME 

28 30 29 62 ALABAMA A RCA AHL1 -5339 (8.98) (CD) 40 HOUR WEEK 

29 29 33 8 DON WILLIAMS CAPITOL ST -12440 (8.98) NEW MOVES 

30 24 22 28 LEE GREENWOOD MCA 5622 (6.98) STREAMLINE 

31 33 26 28 WILLIE NELSON COLUMBIA FC 39990 HALF NELSON 

32 23 24 34 MARIE OSMOND THERE'S NO STOPPING YOUR HEART 
CAPITOL /CURB ST- 12414 /CAPITOL (8.98) 

33 21 16 48 WJENNINGS, W.NELSON,J.CASH,K.KRISTOFFERSON HIGHWAYMAN 
COLUMBIA FC 40056 

34 31 27 25 KENNY ROGERS RCA AJLI -7023 (8.98) (CD) THE HEART OF THE MATTER 

35 35 41 20 LARRY GATLIN AND THE GATLIN BROTHERS COLUMBIA FC 40195 SMILE 

36 36 40 5 CHARLY MCCLAIN /WAYNE MASSEY EPIC 40249 WHEN LOVE IS RIGHT 

37 37 43 32 THE FORESTER SISTERS WARNER BROS. 25314 (8.98) THE FORESTER SISTERS 

38 39 34 29 BARBARA MANDRELL MCA 5619 (8.98) GET TO THE HEART 

Copyright 1986, Billboard Publications, Inc. 
No part of this publication may be reproduced, stored 
in any retrieval system, or transmitted, in any form or 
by any means, electroric, mechanical, photocopying, 
recording, or otherwise, without the prior written 
permission of the publ sher. 
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VIP 

- ARTIST 
ti LABEL & NUMBER /DISTRIBUTING LABEL (SUG. LIST PRICE). 

TITLE 

39 32 32 57 GEORGE STRAIT MCA 5567 (8.98) (CD) GEORGE STRAIT'S GREATEST HITS 

40 34 20 50 RONNIE MILSAP RCA AHL1 -5425 (8.98) (CD) GREATEST HITS VOL. 2 

41 40 37 19 STEVE WARINER MCA 5672 (8.98) LIFE'S HIGHWAY 

42 45 48 7 MARK GRAY COLUMBIA FC -40126 THAT FEELING INSIDE 

43 46 46 26 JANIE FRICKE COLUMBIA FC 40165 THE VERY BEST OF JANIE 

44 38 28 37 GARY MORRIS WARNER BIOS. 25279 (8.98) ANYTHING GOES 

45 43 36 18 THE BELLAMY BROTHERS MCA /CURB 1462 (8.98) GREATEST HITS 

46 47 47 6 MICHAEL MARTIN MURPHEY WARNER BROS. 25369 (8.98) TONITE WE RIDE 

47 51 44 106 ALABAMA A2 RCA AHLI.4939 (8.98) (CD) ROLL ON 

48 42 31 40 THE BELLAMY BROTHERS MCA /CURB 5586 /MCA (8.98) HOWARD & DAVID 

49 49 53 36 GENE WATSON EPIC FE -40076 MEMORIES TO BURN 

50 50 51 22 THE CHARLIE DANIELS BAND EPIC 39878 ME & THE BOYS 0 RE -ENTRY EARL THOMAS CONLEY RCA AHLl -4713 (8.98) DON'T MAKE IT EASY ON ME 

52 55 57 4 TANYA TUCKER CAPITOL ST -12474 (8.981 GIRLS LIKE ME 

53 41 35 21 JIMMY BUFFETTSONGS YOU KNOW BY HEART -JIMMY BUFFETT'S GREATEST HIT (S) 
MCA 5633 (8.98) 

54 48 39 50 LEE GREENWOOD MCA 5582 (8.98) (CD) GREATEST HITS 

55 52 54 240 WILLIE NELSON A2 COLUMBIA KC 237542 (CD) GREATEST HITS 

56 54 45 15 GLEN CAMPBELL ATLANTIC /AMERICA 90483 /ATLANTIC (8.98) IT S JUST A MATTER OF TIME 

57 60 59 215 ALABAMA A3 RCA AHL1 -4229 (8.98) (CD) MOUNTAIN MUSIC 

® 63 62 416 WILLIE NELSON A3 COLUMBIA FC 35305 (CD) STARDUST 

59 NEW RAY PRICE STEP ONE SOR -9 (8.98) PORTRAIT OF A SINGER 

60 59 58 162 ALABAMA A2 RCA AHL 1 -4663 (8.98) (CD) THE CLOSER YOU GET 

61 62 61 40 NITTY GRITTY DIRT BAND PARTNERS, BROTHERS AND FRIENDS 
WARNER BROS. 25304 (8.98) 

62 56 50 21 CHARLY MCCLAIN EPIC FE 40186 BIGGEST HITS 

63 65 67 19 ORIGINAL BROADWAY CAST BIG RIVER -THE ADVENTURES OF HUCKLEBERRY FINN 
MCA 6147 (8.98) 

® 69 66 214 WILLIE NELSON A3 COLUMBIA FC 37951 (CD) ALWAYS ON MY MIND 

Cl) RE -ENTRY REBA MCENTIRE MCA 5585 (8.98) HAVE I GOT A DEAL FOR YOU 

66 66 72 13 THE KENDALLS THANK GOD FOR THE RADIO ....AND ALL THE HITS 
MERCURY 826 307.1 / POLYGRAM (8.98) 

67 68 64 4 JUDY RODMAN MTM 71050 (8.98) JUDY 

68 53 52 25 SOUNDTRACK SWEET DREAMS -THE LIFE AND TIMES OF PATSY CLINE 
MCA 6149 (8.98) 

69 67 65 102 THE STATLER BROTHERS MERCURY 818 -652 -I /POLYGRAM (8.98) (CD) ATLANTA BLUE 

70 71 69 95 THE STATLER BROTHERS MERCURY 812 184 -1 /POLYGRAM (8.98) TODAY 

71 64 63 41 JIMMY BUFFETT MCA 5600 (8.98) THE LAST MANGO IN PARIS 

72 58 55 27 MICKEY GILLEY EPIC FE -40115 I FEEL GOOD (ABOUT LOVIN' YOU) 

73 70 71 15 TOM JONES MERCURY 826 140 -1 /POLYGRAM (8.98) TENDER LOVING CARE 

74 57 49 28 MEL MCDANIEL CAPITOL ST.12437 (8.98) STAND UP 

75 61 60 25 CONWAY TWITTY WARNER BROS. 25294 (8.98) CHASIN' RAINBOWS 

Albums with the greates sales gains this week. (CD) Compact Disc available. Recording Industry Assn. Of America (RIAA) 
certification for sales o 500,000 units. RIAA certification for sales of one million units, with each additional million indicated by a 
numeral following the symbol. "'CBS Records does not issue a suggested list price for its product. 
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JOHNNY CASH 
A N D 

WAYLON JENNINGS 
F R O M O M 

"HIGHWAYMAN" 
T 

"HEROES:" 
Despite a friendship that dates back 

nearly twenty years, Johnny Cash and Waylon 
Jennings rarely appeared on record together 
until last year's smash "Highwayman" album. 

And they've never recorded an album of 
duets...until now! "Heroes" is what you 

get when two living legends 
combine forces. 

Produced by Chips Moman, the whole 
nation will soon be cheering "Heroes." 

It all begins with the first single, a 
landmark version of Rodney Crowell's 

"Even Cowgirls Get The Blues." 

JON V OA>I!N dr. WAVLON .dLNNINQO 

"HEROES" FC40347.THE JOHNNY CASH/ 
WAYLON JENNINGS ALBUM 

ON COLUMBIA RECORDS, 
CASSETTES AND COMPACT DISCS. 

"Columbia;"©are trademarks of CBS, Inc. © 1986 CBS Inc. 
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"13 CLASSICAL ALBUMS 
Compiled from a national sample of retail store sales reports. 

TITLE 
LABEL & NUMBER /DISTRIBUTING LABEL 

ARTIST 

1 8 4 
SONGS FROM LIQUID DAYS CBS FM -39564 (CD) 2 weeks at No. One 

PHILIP GLASS 

2 2 10 
HOROWITZ: THE LAST ROMANTIC DG 419 -045 (CD) 

VLADIMIR HOROWITZ 

3 1 28 
BLUE SKIES LONDON 414 -666 (CD) 

KIRI TE KANAWA (RIDDLE) 

4 4 52 
BERNSTEIN: WEST SIDE STORY DG 415 -253 (CD) 

TE KANAWA, CARRERAS (BERNSTEIN) 

5 5 76 AMADEUS SOUNDTRACK FANTASY WAM -1791 (CD) 

NEVILLE MARRINER 

6 16 4 
SWING, SWING, SWING PHILIPS 412 -626 (CD) 

BOSTON POPS (WILLIAMS) 

7 3 20 
PASSIONE LONDON 417 -117 (CD) 

LUCIANO PAVAROTTI 

8 14 6 
PLEASURES OF THEIR COMPANY ANGEL DS -37351 (CD) 

KATHLEEN BATTLE, CHRISTOPHER PARKENING 

9 9 8 BEETHOVEN: SYMPHONIES 1 & 2 L'OISEAU LYRE 414 -338 (CD) 

ACADEMY OF ANCIENT MUSIC (HOGWOOD) 

10 6 44 
GERSHWIN: RHAPSODY IN BLUE C'Bs IM -39699 (CD) 

LOS ANGELES PHILHARMONIC (THOMAS) 

11 7 60 WEBBER: REQUIEM ANGEL DFO 38218 (CD) 

DOMINGO, BRIGHTMAN (MAAZEL) 

12 26 4 
TOMASI /JOLIVET: TRUMPET CONCERTOS CBS IM -42096 

WYNTON MARSALIS 

13 13 8 
BACHBUSTERS TELARC 10123 (CD) 

DON DORSEY 

14 10 12 
SPIRITUALS PHILIPS 412 -631 (CD) 

SIMON ESTES 

15 11 16 
VIVALDI: THE FOUR SEASONS ANGEL DS -38123 (CD) 

ITZHAK PERLMAN 

16 12 38 
GLASS: SATYAGRAHA CBS I3M -39672 

PHILIP GLASS 

17 22 6 
MOZART: CLARINET & OBOE CONCERTO L'OISEAU LYRE 414-339 (CD) 

ACADEMY OF ANCIENT MUSIC (HOGWOOD) 

18 NEW COPLAND: BILLY THE KID/ RODEO ANGELDS -37357 (CD) 

SAINT LOUIS SYMPHONY (SLATKIN) 

19 19 22 
BRAHMS: SONATAS FOR CELLO AND PIANO RCA ARC1 -7022 

YO -YO MA, EMANUEL AX 

20 18 142 
HAYDN /HUMMEL /L MOZART: TRUMPET CONCS. CBS IM -37846 (CD) 

WYNTON MARSALTS, NATIONAL PHILHARMONIC ORCH. (LEPPARD) 

21 21 34 
MORE MUSIC FROM AMADEUS FANTASY WAM -1205 (co) 

NEVILLE MARRINER 

22 20 30 
THE DESERT MUSIC NONESUCH 79101 (CD) 

STEVE REICH 

23 27 6 
STRAUSS: DON QUIXOTE CBS IM -39863 (CD) 

YO -YO MA, BOSTON SYMPHONY (OZAWA) 

24 34 4 
BEETHOVEN: PIANO CONCERTO 3 & 4 CBS IM -39814 (CD) 

MURRAY PERAHIA 

25 15 44 
MUSIC OF WOLFGANG AMADEUS MOZART ANGEL SBR 3980 

VARIOUS ARTISTS 

26 17 8 ROSSINI: IL VIAGGIO A REIMS DG 415 -498 (CD) 

RAIMONDI, RAMEY, RICCIARELLI (ABBADO) 

27 24 332 
PACHELBEL:CANON /FASCH:TRUMPET CONCERTO RCA FRL1 -5468 

PAILLARD CHAMBER ORCHESTRA 

28 25 80 THE BEST OF WOLFGANG AMADEUS MOZART PHILIPS 412 -244 (CD) 

NEVILLE MARRINER 

29 23 38 
SAVE YOUR NIGHTS FOR ME CBS FM -39866 (CD) 

PLACIDO DOMINGO 

30 NEWS SCRIABIN: SYMPHONY # 1 ANGEL DS-38260 (CD) 

PHILADELPHIA ORCHESTRA (MUTI) 

31 29 24 ADAMS: HARMONIELEHRE NONESUCH 79115 (CD) 

SAN FRANCISCO SYMPHONY (DE WAART) 

32 32 30 
MISHIMA SOUNDTRACK NONESUCH 79113 (CD) 

PHILIP GLASS 

33 33 14 
PUCCINI: TOSCA ANGEL AVB -34047 (CD) 

MARIA CALLAS 

34 31 60 
TIME WARP TELARC 10106 (CD) 

CINCINNATI POPS (KUNZEL) 

35 30 80 MOZART: REQUIEM L'OISEAU LYRE 411 -712 (CD) 

ACADEMY OF ANCIENT MUSIC ( HOGWOOD) 

36 NEW VIVALDI: THE FOUR SEASONS CBS M -42095 

CANADIAN BRASS 

37 35 10 
RESPIGHI: THE PINES OF ROME ANGEL DS -38219 (CD) 

PHILADELPHIA ORCHESTRA (MUTI) 

38 28 24 
BLANCHARD: NEW EARTH SONATA CBS M -39858 

HUBERT LAWS, QUINCY JONES, CHICK COREA 

39 37 522 
BOLLING: SUITE FOR FLUTE AND JAZZ PIANO CBS M -33233 (CD) 

JEAN -PIERRE RAMPAL, CLAUDE BOLLING 

40 38 8 PACHELBEL: CANON & GIGUE ARCHIV 415.5t8 (co) 

THE ENGLISH CONCERT (PINNOCK), 

(CD) Compact Disc available. Recording Industry Assn. Of America (RIAA) certification for sales of 

500,000 units. RIAA certification for sales of one million units. 

EEPING SCORE 
by Is Horowitz 

CROSSOVER NEWS: RCA Red Seal is preparing to 
introduce a special crossover series bearing the Sky- 
lark imprint. The launch album, "Begin Sweet 
World," due out by month's end, will feature clarinet- 
ist Richard Stoltzman in a program of jazz and light 
classical selections. Albums by other artists are in 
preparation, with some expected to hit the stores by 
summer. Skylark albums will list at $9.98, $1 less than 
conventional Red Seals. 

Still under wraps, however, is RCA's upcoming 
New Age label. That won't make its debut until some- 
time this summer. 

Meanwhile, Red Seal is looking forward to the May 
release of the first Emanuel Ax solo album in more 

RCA's Skylark line flies 
into crossover territory 

than three years. The Grammy- winning pianist has 
concentrated on chamber music and other concert 
works recently. The new Ax set is devoted to Chopin 
and includes the Ballades and the Second Sonata. 

Also due from RCA in May is a new recording of 
"The Magic Flute," directed by Rafael Kubelik for 
Eurodisk. In an unusual marketing twist, Red Seal 
will issue the complete opera solely on LP, and a high- 
lights version on CD only. 

Another" major" choral work by Handel, published 
only recently, is among projects being considered by 

RCA as a followup to the current release of the com- 
poser's "Roman Vespers" in a performance conducted 
by Michael Korn. Latter piece also contains sections 
that only recently have been incorporated into the 
complete work. 

During the course of a promotional "showcase" tap- 
ing last week, a Christmas album by Korn and his 
Philadelphia Singers was also floated as a likely fu- 
ture project. Participating in the taped discussion 
were Red Seal's Tom Shepard and Jack Pfeiffer. Lat- 
ter was producer of the "Vespers" project. 

DELOS RECORDS, whose first recording with Ge- 
rard Schwarz and the Seattle Symphony was taped 
this past February, has also begun recording a Pro - 
kofiev album with the orchestra and its new musical 
director. Latter will program the two "Romeo & Ju- 
liet" suites, plus another ballet to meet the label's goal 
of 70 or so minutes of running time for each CD 
released. 

The first album groups Wagner orchestral selec- 
tions that also play for well over an hour. Producer of 
that set was Joanna Nickrenz, with John Eargle as 
engineer. Other albums due out shortly include a col- 
lection of love songs performed by Arleen Auger, and 
the first volume of a cycle of the Beethoven String 
Quartets by Canada's Orford Quartet. 

By year's end, says Delos chief Amelia Haygood, 
the label's CD catalog will grow by an additional 
30 CDs. 

OTAS 
by Enrique 
Fernandez 

THE RECENT POLYGRAM convention in Miami 
seems to indicate that the major will move deeper into 
the Latin market. Hosted by PolyGram's U.S. Latin 
distributor, Sonotone, the convention dealt with the 
need to coordinate international Latin releases as well 
as the label's pledge to back countries that can supply 
new, interesting product for the Latin market. There 
was also talk of signing big -name Latin music talent. 

The meeting was hosted by Sonotone's general 
manager José M. Pagani, product and promotion 
manager Jorge Juré, and Western regional manager 
Tony Fernández. The convention participants includ- 
ed PolyGram executives from England, Holland, and 
the U.S., and managers and label heads from Holland, 
France, Spain, Portugal, Brazil, Peru, Chile, Argenti- 
na, Colombia, Venezuela, Guatemala, and Miami. 

One of the artists present at the meeting was Greek 
singer Nana Mouskouri, who has just recorded her 
first Spanish -language album, to be released by 
Sonotone. 

AS HAS BEEN NOTED IN THIS COLUMN, the suc- 
cess of CBS act Miami Sound Machine's dance hit 
"Conga" has paved the way for Latin acts looking for 
that elusive crossover. Dance music is the magic for- 
mula, and now A &M Discos is following suit with re- 
mixes of Maria Conchita Alonso's "Atácame" and 
Lani Hall's "Es Fácil Amar," from her Grammy -win- 
ning album. 

An essential part of this new formula is promotion, 
and toward that end A &M's dance staff will be servic- 
ing clubs with the Marfa Conchita remixes. Hall's re- 
lease will get special attention from the label's r &b 
staff for urban contemporary radio. 

LAST WEEK'S PIMPINELA CONCERT at Radio 
City Music Hall was presented by Carlos Barba of 
Embassy Performing Arts. Barba, who boasts of hav- 

ing introduced Julio Iglesias, Menudo, Iris Chacon, 
and Marla Conchita Alonso to American audiences is a 
winner of Radio City's Million -Dollar Promoter 
Award. The New York -based promoter is also head of 
the Spanish -language TV station WNUJ -TV and is the 
founder and president of NetSpan, a U.S. Spanish -lan- 
guage TV network. 

THE FIRST ANNUAL New York Music Awards, 
held at the Felt Forum last month, honored Rubén 

PolyGram primed for 
greater market penetration 

Blades as best Latin act and best ethnic /international 
act. The Panamanian singer /songwriter, who has 
made New York his base for the past decade, was also 
one of the award ceremony's presenters, giving Lou 
Reed the Hall of Fame award. The New York Music 
Awards were established this year to pay tribute to 
artists identified with the city's music scene. 

MOST U.S. LATIN RADIO is on AM, and its pro- 
gramming usually ignores the hipper Latin jazz and 
salsa releases. Still, there is a growing set of devoted 
aficionados around the country who bring the music 
to FM airwaves. One of them is Tomás Algarin, who 
for the past three years has been hosting the "Latin 
Aura" show every Saturday from 6 to 9 p.m. at 
Atlanta's WCLK -FM . .. New Sontone releases by 
Arabella, Joé Liriano, Roberto Lugo, Victor Yturbi 
Piruli, and Sensation '85 ... A new LP by Isabel 
Pantoja on RCA International ... And some daringly 
erotic material by Alvaro Torres on the LP ". 
Tres," released by Profono. 

34 BILLBOARD APRIL 26, 1986 

www.americanradiohistory.com

www.americanradiohistory.com


LUE NOTES 
by Peter Keepnews 

THE JAZZ FOR LIFE PROJECT, which, when it 
opened for business last year, touted itself as a sort of 
jazz answer to USA For Africa, is alive and well -al- 
though it's currently operating on a much more mod- 
est scale. 

The non -profit organization, based in Ann Arbor, 
Mich., has not backed off from its plans to stage an 
all -star anti -hunger concert along the lines of Live 
Aid. But for now, says executive director Louis John- 
son, Jazz For Life is focusing on the plight of poor 
children in the Ann Arbor area, emphasizing "local 

A fund -raising organization 
decides to start small 

dollars for local needs." 
The latest communication from Jazz For Life de- 

scribes it as an "organization that utilizes jazz music 
as a vehicle to raise not only funds, but also aware- 
ness of poverty- stricken children in our area." And the 
organization's first benefit event, held last week at 
the Univ. of Michigan, was not a multiartist affair, al- 
though it did feature one of the biggest stars jazz has 
to offer, Dizzy Gillespie. The trumpeter performed at 
a fund -raising party on April 13 and a concert for local 
elementary school, high school, and college students 
the next day. 

"We're putting together a pilot project," Johnson 
explains. "We want to prove to people that you can 
raise money this way. If we're successful here, we 
hope to expand into other cities and eventually become 
a national organization." 

Jazz For Life is still looking to stage an all -star 
fund -raising concert later this year, probably in No- 
vember, and Johnson says a number of name jazz mu- 
sicians have expressed interest in participating. Mean- 
while, plans are afoot to stage smaller -scale concerts 
in other major cities under the Jazz For Life umbrella. 
"If every [musician] gives the way Dizzy is giving," 
says Johnson, "we'll be fine." 

ALSO NOTED: The Jazz World Society, which pub- 
lishes various jazz reference books, is now also offer- 
ing jazz mailing lists in 14 different categories, rang- 
ing from artists and bands to service organizations 
and critics. The organization is making its current cat- 
alog of mailing lists available free of charge, and sub- 
scribers to the organization's mailing -list program 
will receive updated data on a monthly basis. For more 
information, contact the Jazz World Society at P.O. 
Box 777, Times Square Station, New York, N.Y. 10108 
. .. Nat Adderley, Gary Burton, Buddy DeFranco, 
and Ira Sullivan were the stars of the Pensacola Jazz 
Fest, held last weekend in that Florida city. A number 
of local businesses helped underwrite the free outdoor 
event. 

ECIERN 
by Bob Darden 

This is the second of two interviews with James 
Ward whose latest album, "Good Advice, " has just 
been released. 

THE LYRICS IN "GOOD ADVICE" don't sound like 
those of a typical, evangelistic Southern Baptist band. 
This isn't surprising, since James Ward is one of the 
few contemporary Christian artists coming from a Re- 
formed Presbyterian Church background. 

"Lyrically," Ward says, "I think it's obvious that 
my background is more of a world view Christianity 
that identifies with God as the Lord of Creation and 
with all things subject to his domain. That means we 
are probably a little more free to go into the arts total- 
ly free of certain evangelistic criteria. A number of 
artists believe that music is only a tool to accomplish 
something else. I believe that music is a legitimate 
task in itself; that art needs no justification." 

In the album, he says, " 'God Knows What Nations 
Do' identifies the thought that all world systems are 
under Christ the King. He is the one all governments 
are ultimately accountable to." 

Ward's home church, the New City Fellowship 
(PCA) in Chattanooga, is particularly socially oriented 
and he says that that atmosphere pervades his music. 

"A lot of what I write is written for the Church and 
the group of community believers," he says. "The 
Gospel has social implications, it calls all of us to ac- 
tion. It doesn't deny personal accountability. In the 
end, that message is 'in Christ alone is salvation.' 

"For me, it is important for Christian artists to be 
thinking people, and be identified with thoughtful 
causes instead of just rabid soul winning to the exclu- 
sion of all else. I think that kind of approach has a 
great deal of evangelistic credibility in larger mar- 
kets. Pagans don't like to see for Christians get out of 
their churches and challenge the basis of worldly sys- 
tems, or have attention and intellectual credibility 
drawn to them. 

"It worries me when Christian albums are air- 

headed with bland and simplistic lyrics. I hope we're 
entering a time when record labels start to prune a bit. 
Christian music has been too production oriented late- 
ly. It's nice to see works getting back to content and 
WHAT's being said, instead of HOW it is being said." 

AS ALWAYS, THE Christian Artists' Music Semi- 
nar in the Rockies is shaping up to be a big gathering 
of the Christian clans. This year's seminar will be held 
July 27- August 2 at Estes Park, Colo., with more than 
200 artists, speakers, clinicians, and musicians in- 
volved. There will be nightly concerts, seminars, 
workshops, showcases, technical conferences, inter- 
views, press conferences -even a battle of the bands. 
Performers slated to appear include Sandi Patti, Den- 

Ward values `what' is said 
over `how' it is said 

iece Williams, Leslie Phillips, Bryan Duncan, Sheila 
Walsh, John Fischer, and a host of others. For infor- 
mation call (805) 499 -4306. 

FROM ATLANTA COMES word that Optec Indus- 
tries will develop a CD pressing facility which will fo- 
cus its efforts only on contemporary Christian and 
gospel product. The company's press release promises 
fast turnaround on "even small to medium -sized or- 
ders." Call (404) 264 -7063 for more information . . . 

"American Christian Countdown" has announced a 
tie -in with "Radio Caroline" in Europe that could 
bring 21 million more listeners to the popular music 
program. Call (518) 371 -0808 for details about the 
weekly show ... Russ Taff went back into the studio 
earlier this month with producer Jack Joseph Puig to 
work on the followup LP to his wildly popular "Me- 
dals" album. Myrrh records head Lynn Nichols will 
again serve as executive producer. 

FOR WEEK ENDING APRIL 26, 1986 

BiHE:IcDc:Ir:Je ©Copyright 
1986, Billboard Publications, Inc. No part of this publication 

may be reproduced, stored in any retrieval system, or transmitted, in any 
'form or by any means, electronic, mechanical, photocopying, recording, 
or otherwise, without the prior written permission of the publisher. 

TOP 

JAZZ 
ALBUMS. 

Q- Compiled from a national sample of retail store O 
G,r 

and one -stop sales reports. 

r 
co' ÿ ARTIST TITLE 

(y y1 LABEL & NUMBER /DISTRIBUTING LABEL 

O1 59 
STANLEY JORDAN BLUE NOTE BT 85101 /CAPITOL (co) 47 weeks at No. One 

MAGIC TOUCH 

0 4 7 
GEORGE HOWARD TBA TB 210 /PALO ALTO 

LOVE WILL FOLLOW 

3 2 29 WYNTON MARSALIS COLUMBIA FC 40009 (co) 

BLACK CODES (FROM THE UNDERGROUND) 

4 3 45 
DAVE GRUSIN & LEE RITENOUR GRP 1015 (CD) 

HARLEQUIN 

5 5 39 
THE MANHATTAN TRANSFER ATLANTIC 82166 

VOCALESE 

© 8 17 
PAUL WINTER LIVING MUSIC LMR 6 (CD) 

CANYON 

7 7 17 
SADE £2 PORTRAIT FR 40263 /EPIC (CD) 

PROMISE 

8 9 15 
VARIOUS ARTISTS GRP A -1023 

GRP LIVE IN SESSION 

9 6 17 
DAVID GRISMAN ZEBRA /ACOUSTIC ZEA 6153 /MCA 

ACOUSTICITY 

10 11 23 
HIROSHIMA EPIC BEE 39938 

ANOTHER PLACE 

II 14 15 
JOHN BLAKE GRAMAVISION 18- 8501 -1 /POLYGRAM 

TWINKLING OF AN EYE 

12 10 21 
DIANE SCHUUR GRP A.1022 (CD) 

SCHUUR THING 

13 13 47 
MICHAEL FRANKS WARNER BROS. 25272 

SKIN DIVE 

14 22 7 
JOHN SCOFIELD GRAMAVISION 18- 85081 / POLYGRAM 

STILL WARM 

15 15 53 
GEORGE HOWARD TBA TB 205 /PALO ALTO 

DANCING IN THE SUN 

lô 17 9 PERRI ZEBRA /MCA 5684/MCA 

CELEBRATE 

17 12 11 
ROB MULLINS RMC 1005 

SOULSCAPE 

27 3 
CABO FRIO ZEBRA /MCA 5685 /MCA 

RIGHT ON THE MONEY 

19 19 7 
VARIOUS ARTISTS WINDHAM HILL WH- 1048 /A &M (CD) 

WINDHAM HILL RECORDS SAMPLER'86 

ZO NEWo. DAVID BENOIT SPINDLETOP STP -104 

THIS SIDE UP 

21 20 178 
GEORGE WINSTON WINDHAM HILL C- 1025 /A &M (CD) 

DECEMBER 

22 21 61 
ANDREAS VOLLENWEIDER CBS MASTERWORKS FM 39963 (CD) 

WHITE WINDS 

23 39 3 
LARRY CARLTON MCA 5689 

ALONE /BUT NEVER ALONE 

24 16 43 
SPYRO GYRA McA 5606 (co) 

ALTERNATING CURRENTS 

25 25 9 
MUSIC FROM BILL COSBY SHOW /GROVER WASHINGTON,JR. 
COLUMBIA FC 40270 A HOUSE FULL OF LOVE 

26 NEW P 

SKYWALK ZEBRA /MCA ZEB 5715/MCA 

THE BOHEMIANS 

27 26 65 
DAVID SANBORN WARNER BROS. 25150 -1 

STRAIGHT TO THE HEART 

28 28 7 
ERROLL GARNER EMARCY 826224-1/POLYGRAM (CD) 

ERROLL GARNER PLAYS GERSHWIN & KERN 

29 29 
29 7 

O.T.B. BLUE NOTE BT 85118 /CAPITOL 

OUT OF THE BLUE 

30 33 7 SOUNDTRACK QWEST 25389 /WARNER BROS. (CD) 

THE COLOR PURPLE 

31 24 59 
SADE PORTRAIT BFR 39581 /EPIC (CD) 

DIAMOND LIFE 

32 30 88 GEORGE WINSTON WINDHAM HILL C 1012 /A &M (CD) 

AUTUMN 

33 31 31 AL DIMEOLA MANHATTAN ST- 53011 /CAPITOL 

SOARING THROUGH A DREAM 

34 23 21 
ROY AYERS COLUMBIA FC 40022 

YOU MIGHT BE SURPRISED 

35 35 9 MCCOY TYNER /JACKIE MCLEAN BLUE NOTE BT 85102 /CAPITOL 

IT'S ABOUT TIME 

36 38 3 
BENNIE WALLACE BLUE NOTE BT 85107 /CAPITOL 

TWILIGHT TIME 

37 37 37 
AHMAD JAMAL ATLANTIC 81258 -1 -G 

DIGITAL WORKS 

38 36 49 
SKYWALK ZEBRA /MCA ZEB 5680 /MCA 

SILENT WITNESS 

39 NEW0, HARVIE SWARTZ GRAMAVISION 18-8503.1 / POLYGRAM 

URBAN EARTH 

40 18 23 
MIKE MARSHALL /DAROL ANGER WINDHAM HILL WH- 1043/A &M 

CHIARUSCURO 

CD Albums with the greatest sales gains during last two weeks. (CD) Compact Disc available. Recording 
Industry Assn. Of America (RIAA) certification for sales of 500,000 units. RIAA certification for sales of 
one million units. 
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9 6 9 10 

10 10 20 5 

11 13 23 4 

12 14 19 6 

13 22 48 3 

14 18 24 5 

15 27 41 3 

16 23 28 4 

ll 32 50 3 

18 19 21 7 

19 15 16 7 

20 24 30 5 

21 31 43 3 

® 34 39 4 
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42 - 2 

NEW 

17 6 9 
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25 13 

NEW 010 

28 27 6 
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CLUB PLAY 
Compiled from a national sample of dance club playlists. 

TITLE 
LABEL & NUMBER DISTRIBUTING LABEL 

ARTIST 

a 
24 

25 

26 

27 

28 

cp 
30 

31 

32 

34 

35 o 
37 

39 

41 

42 

43 

36 

38 

8 

41 

29 

12 

35 

33 

16 

39 

43 

48 

47 

44 

2 

47 

31 

5 

38 

33 

7 

36 

NEW 

45 

49 

NEW O. 

3 

2 

8 

WHENEVER YOU NEED SOMEBODY 
MERCURY 884 572 -1 /POLYGRAM 1 week at No. One 

WEST END GIRLS (REMIX) EMI AMERICA V -19206 

O'CHI BROWN 

PET SHOP BOYS 

KISS (REMIX) /LOVE OR MONEY 
PAISLEY PARK 0- 20442 /WARNER BROS. 

PRINCE & THE REVOLUTION 

CRUSH ON YOU MCA 23613 THE JETS 

LIVING FOR THE CITY MEGATONE MT -138 SYLVESTER 

UNDER THE INFLUENCE (REMIX) MOTOWN 4558MG VANITY 

HIT THAT PERFECT BEAT MCA 23605 BRONSKI BEAT 

SOMETHING ABOUT YOU (REMIX) POLYDOR 883 957- 1 /POLYGRAM LEVEL 42 

(YOU ARE MY) ALL AND ALL SLEEPING BAG SLX17 JOYCE SIMS 

HARLEM SHUFFLE (REMIX) ROLLING STONES 44- 05365 /COLUMBIA THE ROLLING STONES 

SAY IT, SAY IT A &M SP -12175 E.G. DAILY 

HIGH HORSE (REMIX) RCA PW -14309 EVELYN "CHAMPAGNE" KING 

WHAT I LIKE WARNER BROS. 0.20449 ANTHONY AND THE CAMP 

LOVE HONEY, LOVE HEARTACHE VINYLMANIA VMR -002 MAN FRIDAY 

ONE WAY LOVE TOMMY BOY TB 866 TKA 

LOVE'S ON FIRE ATLANTIC 0 -86825 ALEEM FEATURING LEROY BURGESS 

ALL PLAYED OUT DANCE -SING DS 802 L.I.F.E. 

RHYTHM OF LOVE POW wow wow 408 JOHNNY DYNELL 

TWIST MY ARM (REMIX) RCA PW -14196 THE POINTER SISTERS 

RESTLESS ELEKTRA 0.66860 STARPOINT 

BAD BOY (REMIX) EPIC 49 -05338 MIAMI SOUND MACHINE 

PRISONER OF LOVE 4TH & B'WAY BWAY -421 /ISLAND MILDRED SCOTT 

I LOVE MY RADIO (MIDNIGHT RADIO) EMERGENCY EMDS 6561 TAFFY 

MIND GAMES SOUND PAK PL -5112 QUEST 

WHAT HAVE YOU DONE FOR ME LATELY A &M SP -12167 JANET JACKSON 

SHELL SHOCK A&MSP.12174 NEW ORDER 

HEY BOY SUPERTRONICS BY 011 TAMMY LUCAS 

I CAN'T WAIT ATLANTIC 0 -86828 NU SHOOZ 

WAR BOYS RCA P9-14288 ANNABELLA 

ALBUM (LP CUTS) ELEKTRA 1 -60438 PUBLIC IMAGE LTD 

ROCK ME AMADEUS /VIENNA CALLING A &M SP -12170 FALCO 

I CAN'T WAIT (REMIX) MODERN 0. 96825 /ATLANTIC STEVIE NICKS 

CONTROL (LP CUTS) A &M SP -5106 JANET JACKSON 

ANOTHER NIGHT (REMIX) ARISTA AD1 -9454 ARETHA FRANKLIN 

ROCK THE BELLS DEF JAM 44- 05349 /COLUMBIA L.L. COOL J 

THE FINEST TABU 4Z9- 05364/ERIC THE S.O.S. BAND 

HE'S NUMBER ONE SPRING SPR 12.418 FANTASY 

POWERDRILL EPIC 49 -05297 GOON SQUAD 

SECRETS (I WONT TELL) /WE ARE THE BOYS 
415 /COLUMBIA 44 -05341 

UNTIL DECEMBER 

SECLUSION TSR TSR843 SHAWN BENSON 

I'M NOT GONNA LET (REMIX) MCA 23612 COLONEL ABRAMS 

MOVE AWAY (REMIX) /SEXUALITY VIRGIN /EPIC 49.05360/EPIC CULTURE CLUB 

I ENGINEER /OBSESSION (REMIX) CASABLANCA 884 433 -1 /POLYGRAM ANIMOTION 

44 21 14 11 WHO NEEDS LOVE LIKE THAT /HEAVENLY ACTION 
SIRE 0- 20404 /WARNER BROS. 

ERASURE 

45 30 22 8 LIFE'S WHAT YOU MAKE IT (REMIX) EMI -AMERICA v -19203 TALK TALK 

46 NEW I DON'T WASTE MY TIME (REMIX) CHRYSALIS 4V9 -42983 PAUL HARDCASTLE 

47 NEW P RADLE DAZZLE WARNER BROS. 020450 MICHAEL JEFFRIES 

NEW ONE YEAR LATE ORPHAN OR 003 THE VOICE 

49 26 18 8 (NOTHING SERIOUS) JUST BUGGIN' SELECT FMS 62267 WHISTLE 

NEW IO WHAT'S MISSING (REMIX) TABU 429.05361 'EPIC ALEXANDER O'NEAL 

Titles with future 
chart potential, 
based on club play 
this week. 

1. SHADOWS OF YOUR LOVE J.M. SILK D.J. INTERNATIONAL 

2. I'LL BE YOUR FRIEND (REMIX) PRECIOUS WILSON JIvE 

3. HOLD ON BROTHER BILLY OCEAN TLO 

4. ON THE MOVE JAMAICA GIRLS SIRE 

5. JUMP BACK (SET ME FREE) DHAR BRAXTON SLEEPING BAG 

6. ADDICTED TO LOVE ROBERT PALMER ISLAND 

7. DIGGING YOUR SCENE (REMIX) THE BLOW MONKEYS RCA 

8. HEARTBEAT LIKE A DRUM A FLOCK OF SEAGULLS JIVE 

9. ALONE WITHOUT YOU (REMIX) KING EPIC 

10. THE HEAT OF HEAT PATTI AUSTIN QWEST 

12 INCH SINGLES SALES 
Compiled from a national sample of retail store sales reports. 

TITLE ARTIST 
LABEL 8 NUMBER /DISTRIBUTING LABEL 

KISS (REMIX) /LOVE OR MONEY 
PAISLEY PARK 0- 20442 /WARNER BROS. 4 weeks at No. One 

PRINCE & THE REVOLUTION 

2 3 3 12 I CAN'T WAIT ATLANTIC 0.86828 NU SHOOZ 

3 2 2 10 I'M NOT GONNA LET (REMIX) MCA 23612 COLONEL ABRAMS 

4 4 4 10 WHAT HAVE YOU DONE FOR ME LATELY A &M SP -12167 JANET JACKSON 

5 WEST END GIRLS (REMIX) EMI -AMERICA V -19206 PET SHOP BOYS 

11 20 3 ON MY OWN MCA 23607 PATTI LABELLE & MICHAEL MCDONALD 

10 9 4 HARLEM SHUFFLE (REMIX) ROLLING STONES 44- 05365 /COLUMBIA THE ROLLING STONES 

8 6 6 11 I'LL BE ALL YOU EVER NEED JAMPACKED JPI- 20001 /MUSIC SPECIALISTS TRINERE 

9 9 10 11 (YOU ARE MY) ALL AND ALL SLEEPING BAG SLX -17 JOYCE SIMS 

10 7 7 18 ROCK ME AMADEUS /VIENNA CALLING A &M SP -12170 FALCO 

11 12 14 5 BAD BOY (REMIX) EPIC 49 -05338 MIAMI SOUND MACHINE 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

15 

13 

20 

8 

14 

25 

19 

18 

32 

21 

16 

19 

40 

5 

11 

5 WHENEVER YOU NEED SOMEBODY MERCURY 884 572-1/POLYGRAM O'CHI BROWN 

17 

13 

28 

22 16 18 

9 

3 

12 

12 

2 

5 

10 

2 

5 

6 

SWEETHEART SUPERTRONICS RY 013 RAINY DAVIS 

THE FINEST TABU 429.05364/EPIC THE S.O.S. BAND 

SATURDAY LOVE (REMIX) 
TABU 4Z9- 05332/EPIC 

CHERRELLE WITH ALEXANDER O'NEAL 

IF YOU SHOULD EVER BE LONELY (REMIX) GORDY 4557GG /MOTOWN VAL YOUNG 

MOVE AWAY (REMIX) /SEXUALITY VIRGIN /EPIC 49- 05360 /EPIC CULTURE CLUB 

CRUSH ON YOU MCA 23613 THE JETS 

HIT THAT PERFECT BEAT MCA 23605 BRONSKI BEAT 

WHAT I LIKE WARNER BROS. 0 -20449 ANTHONY AND THE CAMP 

LOVE'S ON FIRE ATLANTIC 0-86825 ALEEM FEATURING LEROY BURGESS 

COMPUTER LOVE WARNER BROS. 0 -20440 ZAPP 

23 22 15 14 HE'S NUMBER ONE SPRING SPR 12 -418 FANTASY 

34 37 4 ROCK THE BELLS DEF JAM 44- 05349 /COLUMBIA L.L. COOL J 

25 23 24 7 SECLUSION TSR TSR843 SHAWN BENSON 

26 39 49 SAY IT, SAY IT A &M SP -12175 E.G. DAILY 

27 36 36 3 GETTING CLOSER (REMIX) PORTRAIT 4R9- 05347 /EPIC HAYWOODE 

28 28 35 6 UNDER THE INFLUENCE (REMIX) MOTOWN 4558MG VANITY 

29 17 12 11 DON'T YOU WANT MY LOVE PORTRAIT 4R9- 05331/EPIC NICOLE 

30 30 31 4 SHELL SHOCK A &M SP -12174 NEW ORDER 

31 38 LIVING FOR THE CITY MEGATONE MT -138 SYLVESTER 

32 

34 

27 

46 

26 

29 

27 

7 

2 

9 

HEY BOY SUPERTRONICS BY 011 TAMMY LUCAS 

ONE WAY LOVE TOMMY BOY TB 866 TKA 

(NOTHING SERIOUS) JUST BUGGIN' SELECT FMS 62267 WHISTLE 

35 37 2 MYSTERY OF LOVE D.J. INTERNATIONAL DJ 892 FINGERS, INC. 

36 31 22 11 
WHO NEEDS LOVE LIKE THAT /HEAVENLY ACTION 
SIRE 0- 20404 /WARNER BROS. 

ERASURE 

37 NEWI ALL PLAYED OUT DANCE -SING DS -802 L.I.F.E. 

38 24 25 7 I ENGINEER /OBSESSION (REMIX) CASABLANCA 884 433 -1 /POLYGRAM ANIMOTION 

39 NEW IF YOU LEAVE A &M SP -12176 ORCHESTRAL MANOEUVRES IN THE DARK 

40 35 26 TWIST MY ARM (REMIX) RCA PIN -14196 THE POINTER SISTERS 

41 41 41 6 BEST FRIENDS TOTAL EXPERIENCE TEDI- 2631 /RCA ET (EDDIE TOWNS) 

42 29 21 9 
A LITTLE BIT OF LOVE (IS ALL IT TAKES) 
MCA 23608 

NEW EDITION 

43 43 44 16 DON QUICHOTTE BAJA B -54 /TSR MAGAZINE 60 

RE-ENTRY SECRETS (I WON'T TELL) /WE ARE THE BOYS 
415 /COLUMBIA 44 -05341 

UNTIL DECEMBER 

45 44 34 5 MIND GAMES SOUND PAK PL -5112 QUEST 

NEW I PRISONER OF LOVE 4TH & BWWAY BWAY -421 /ISLAND MILDRED SCOTT 

41 NEW WHAT'S MISSING (REMIX) TABU 429. 05361 /EPIC ALEXANDER O'NEAL 

NEW 0. DO FRIES GO WITH THAT SHAKE CAPITOL v -15219 GEORGE CLINTON 

49 NEWO NEVER AS GOOD AS THE FIRST TIME PORTRAIT 4R9- 05375/EPIC SADE 

NEW HIGH HORSE (REMIX) RCA PW -14309 EVELYN "CHAMPAGNE" KING 

Titles with future 
chart potential, 
based on sales 
reported this week. 

1. PETER GUNN THE ART OF NOISE FEATURING DUANE EDDY CHRYSALIS 

2. SOMETHING ABOUT YOU (REMIX) LEVEL 42 POLYDOR 

3. QUADPUS (EP) THE CURE ELEKTRA 

4. JANE, GET ME OFF THIS CRAZY THING! /THE JETSONS VARIOUS ARTISTS TEE 
VEE TONS 

5. I'LL BE YOUR FRIEND (REMIX) PRECIOUS WILSON JIVE 

6. ALONE WITHOUT YOU (REMIX) KING EPIC 

Titles with the greatest sales or club play increase this week. Video clip availability. Recording Industry Assn. Of America (RIAA) certification 

for sales of one million units. RIAA certification for sales of two million units. Records under Club Play are 12 inch unless otherwise indicated. 
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FORKFRAVi 
by Brian Chin 

FOUR INDIE winners: Last fall, 
"Waiting On My Angel" from Ja- 
mie Principle joined J.M. Silk's 
"Music Is The Key" among the very 
first buzz records coming out of 
Chicago's local music scene. Princi- 
ple's "Your Love" (Persona Rec- 
ords, not to be confused with Per- 
sonal) is a street record of astonish- 
ing accomplishment, one that gets 
better as it goes along. The lush Eu- 
ropean feel of the vocal version is 
counterbalanced by a spacey, 11- 
minute perc -apella mix (by Mark 
"Hot Rod" Trollan), totally vocal - 
less and absorbing ... Nadeen's 
"Inside Track" (Pow Wow) also 
holds its own with any pop record 
out there, with the solid radio sound 
of a Shannon track, and for clubs, a 
great stripped -down dub, edited by 
Latin Rascal Albert Cabrera; Mark 
Kamins and Klaus (Andy) Wallace 
mixed. 

Yang's "Power's In Your Mind" 
(Jump Street), due out this week, is 
the first production of Billboard 
alumnus Greg Riles. Like the first 
Jump Street hit by Russ Brown, the 
track is based around a minimal but 
high -power underground groove, 
with inspirational lyrics ... Steve 
"Silk" Hurley's "Jack Your Body" 
(Underground, through Quantum 
Dist. 312 -666- 2380), also out of Chi- 
cago, is a brighter version of "Mys- 
tery Of Love" in blues form, appro- 
priately, with fragmentary vocals 
and allusions to Martin Circus. 

REMIXES: Uh -huh, I know, you 
were expecting That Other Cut, but 
the "Nasty" remix (A &M) from Ja- 
net Jackson, resequenced and 
booming, will work just fine. And 
while "When I Think Of You" con- 
tinues to spark album sales, "Nas- 
ty" has clear pop opportunity, given 
the obvious consumer taste for 
crunching beat -rockers like "Rock 
Me Amadeus" and "Let's Go All 
The Way" ... "Ain't Nobody Ever 
Loved You" (Arista) from Aretha 
Franklin, sounds amazingly strong 
for a fourth single. Shep Pettibone 
did major work here, adding a good 
dub with processed percussion and 
solid, straightforward punch to the 
vocal version ... "Child Of The 
King" (A &M) by Tramaine is one of 

the most creative contemporary rec- 
ords around in any category: it 
sounded fine on the album, and is 
even further improved in its provoc- 
ative 12 -inch mixes, which draw sur- 
prising Latin and reggae flavors 
out of a techno -pop track. What 
does it mix with? We don't know, 
but it's a five -star record nonethe- 
less. Also, on her album, "The 
Search Is Over," an interesting dis- 
co -style version of "Fall Down" 
with much added percussion. 

Patti Austin's "The Heat Of 
Heat" (Qwest) is much tougher, as 
remixed by Morales and Munzibai; 
as was true of "Saturday Love," 
such an extension is an indication of 
how flexibly the mellower Jam/ 
Lewis cuts work as both ballads and 
dance. Stand by for a series of good 
cuts from the imminent S.O.S. Band 
album ... The Zummos' "An Ob- 
session" (A &M) has a blessedly un- 
processed, open sound, very pop, 
courtesy of mixers David Morales 
and Ray Smith. 

Interesting, though not particu- 
larly dance: Simple Minds' "All The 
Things She Said" (A &M), is an ex- 
ample of the way a track might be 
stretched a bit too much to be slot- 
ted into the dance category. In other 
words, just because it's a 12 -inch ex- 
tended mix, it doesn't have to be 
"dance." Form need not dictate con- 
tent here. 

BRIEFLY: Oran "Juice" Jones, 
who debuted on Elektra in 1983, has 
a surprising ballad /dance music re- 
lease on Def Jam /Columbia: 
"Curiosity" is a downtempo swayer 
and "You Can't Hide From Love" 
an oozy ballad ... Connie's 
"Experience" (Sunnyview) is a 
strong Madonna -groove contender, 
with a heavier, more underground 
beat ... C.M. Dance's "Off The 
Hook" (Midnight Sun) is a very 
noisy take on the Shannon /Robie 
sound, with some extremely sharp 
edits by Omar Santana ... The 
Herreys' "People Say It's In The 
Air" (Chateau /Canada) is exceed- 
ingly sweet and easygoing pop -dis- 
co that could give la -di -da a good 
name ... Jerney's "Love Light" (M 
Records, 212 -741 -0470) is also a nice 
pop record, early morning stuff for 
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Match Made Up In Heaven -Jill 
All Men Are Beasts-Man 2 Man 
Hp Gets Busy -High Potent 
Dance Your Love Away -M Prince 
Jetsons (Tee Vee Toons) 
Jail Bait -West Coast Crew 
Vicious Rumors -Timex Club 
Shoot Your Best Shot -Mr. Lee 
Its Your Night -Home Boys 
Dreams -Tanya Wynne 
Jack Your Body -- -Steve Hurley 
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Boys- Robert David 
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Strangers By Night-CC Catch 
Dr. Faustus --Cyber People 
Stop The Rain-Silent Circle 
Burning Love-Clift Turner 
Activate My Love -Meccano 
Hello -Joy 
The Calling -Ken Heaven 
Girl Of Lucifer -Casablanca 
Your A Beat (swed mix) -E. Exp 
Give It Up For Love -S. Dante 
What's Your Name (rmx) -Zinn 

You're My First -Linda Rizzo 
Keep On Rockin -Hemyl 
This Love -2 Nations 
Anikano -O- Africa System 
Love Hostage - Jessica Williams 
You're Wrong- Gotcha 
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the Eurobeat crowd; Robbie Leslie 
mixed ... Patricia Costa's "Light" 
(Cause & Effect, c/o Absolut Music, 
516 -944 -5360) is good for the Hi- 
NRG category, with the builds and 
breaks they've always liked .. . 

Rap -O -Matic Ltd.'s "Lies" (Profile) 
has a big, raucous beat and some 
rough language edited out in the 
shorter radio version of this Duke 
Bootee production. 

Modern -Nique's "Love's Gonna 
Get You" (Next Plateau), not to be 
confused with Jocelyn Brown's 
song, has an Arrington -style 
rhythm; Tony Humphries mixed, 
and turns in a typically exploratory 
dub ... We're greatly amused by 
"Yama -Ha," the bonus cut on the 
Humpe Humpe 12 -inch (Warner 
Bros.), which strings a Frank Chick- 
ens -like litany of Japanese brand 
names around a clockwork beat ... 
Billy Ocean sounds very young in- 
deed on "Hold On Brother" (TLO) 
an obviously old production, given a 
contemporary post -production and 
remix by Morales & Munzibai. 

NOTES: For once, the Stock /Ait- 
ken /Waterman team has handed 
off to an outside remixer: Prin- 
cess's "I'll Keep On Loving You," a 
clone of "Saturday Love" in its orig- 
inal form, will be remixed for the 
U.S. by Bruce Forest. By the way, 
we should mention that Forest was 
co -mixer on the current J.M. Silk 
single, "Shadows Of Your Love," 
along with Farley "Jackmaster" 
Funk and Steve Hurley ... Madon- 
na's surprisingly mature "Live To 
Tell" (Sire) should have no problem 
zooming up the 12 -inch sales chart; 
that ballad may well be joined by an- 
other, George Michael's "A Differ- 
ent Corner," if it is released here, 
though the U.K. edition 12 -inch only 
contains the same amount of music 
as the seven -inch. 

Top Stuff. The Four Tops record vocals for their upcoming Motown album at 

New York's Quadrasonic studio. 

Performers Include Judy Mowatt 

Reggae Awards Show Set 
CHICAGO Grammy nominee Judy 
Mowatt, dub poet Mutabaruka, for- 
mer Black Uhuru vocalist Michael 
Rose, Wayne "Sleng Teng" Smith, 
and the Wailing Souls are scheduled 
to headline the fifth annual Interna- 
tional Reggae Music Awards being 
held here May 10 at the Broadway 
Armory. The event is co-sponsored 
by Martin's International and Air 
Jamaica. 

According to Martin's Interna- 
tional president Ephraim Martin, 
the show will also feature perfor- 
mances by winners of the local edi- 
tion of the reggae awards, including 
Safari, Yabba Griffiths, and Debbie 
DeFire. Jamaican DJ Barry "B.G." 
Gordon and New York comedian 
George "G.T." Taylor will be mas- 
ters of ceremony. 

Thirty awards will be presented 
to performers, recordings, DJs, pro- 
ducers, promoters, concerts, and 
publications. Nominees for the Bob 

Marley award as top international 
reggae entertainer are Burning 
Spear, Third World, Jimmy Cliff, 
Yellowman, and Steel Pulse; for the 
Vere Johns award as top recording 
artist, Sugar Minott, Bunny Wailer, 
and Third World; for the Ranny Wil- 
liams award as best male vocalist, 
Sugar Minott, Dennis Brown, Fred- 
die McGregor, Beres Hammond, 
and Gregory Isaacs; for best female 
vocalist, Judy Mowatt, Carlene Da- 
vis, and Sophia George; and for the 
Marcus Garvey humanitarian 
award, Bob Geldof, Mutabaruka, 
and the artists involved in the 
"Land of Africa" charity 12 -inch 
single. 

The event is being publicized with 
announcements and ticket give- 
aways on Chicago FM outlets 
WGCI, WVVX, and WHBK as well 
as stations in Milwaukee and 
Madison. MOIRA McCORMICK 

Country Enthusiasts Pack Wembley 
BY TONY BYWORTH 

LONDON Reaching its "coming of 
age" this year, the 18th annual 
Wembley Festival (March 19 -31) cel- 
ebrated the occasion with one of the 
strongest programs in recent years, 
with an across -the -board presenta- 
tion of traditional and contempo- 
rary country music attractions. 

Now firmly established as the 
Silk Cut Festival, following five 
years of sponsorship, the three -day 
event sold some 26,000 tickets, with 
promoter Mervyn Conn noting an 
increase in sales over the previous 
year. Ticket prices ranged from $11 
to $32, with concessions booked for 
the duration of the event. 

As with previous years, the Wem- 
bley Festival drew the largest por- 
tion of its audience from Britain's 
traditional country music enthusi- 
asts, and their attendance was re- 
warded with headlining appear- 
ances by two longtime favorite per- 
formers, George Jones and Johnny 
Cash. 

The latter's set might well have 
been very brief had it not been for 
George Hamilton IV coaxing him 

back on stage after he exited after 
just four numbers, disappointed 
with the sound balance. 

Cash was much more enthusiastic 
on the festival's concluding night 
and, complete with his roadshow- 
which included Carlene Carter, her 
mother June Carter Cash, and sis- 
ters Anita and Helen, and a selec- 
tion of his most durable songs -de- 
lighted the crowds. Making a guest 
appearance with Cash, was John 
Schneider, known to U.K. audiences 
for television's "Dukes Of Haz- 
zard" as well as British record re- 
leases. 

Johnny Russell, one of the real 
successes of last year's festival, re- 
turned to Wembley and proved he 
was no one -hit wonder. The singer - 
songwriter is also set to start his 
first -ever British tour later this 
year. 

More traditional sounds were ren- 
dered by Gene Watson and Rex Al- 
len Jr.; Canada's Carroll Baker dis- 
played a powerful voice and choice 
song repertoire that also met with 
enthusiastic audience reaction; and 
bluegrass fans were fed an impec- 
cable performance by Bill Monroe, 

one of the genre's founding fathers. 
On the contemporary side of 

country, the Nitty Gritty Dirt Band 
showed they defy categorization, 
presenting a fast -paced, exuberant 
showcase which wove modern mate- 
rial with traditional country roots 
earning the act a standing ovation. 
The rocking Lacy J. Dalton made a 
memorable British concert debut 
with a set built around her familiar 
singles, while Marie Osmond -not 
without her own credibility 
amongst U.K. country fans through 
chart successes like "Paper 
Roses " -presented a cabaret -styled 
performance heavily favoring the 
more basic country elements. 

Janie Fricke, owner of one of 
country's finest voices, relived some 
early career glories by dueting with 
another festival visitor Johnny Dun- 
can, while Exile created a greater 
response than might have been ex- 
pected from Wembley's staunch 
country audience. The act's success 
was largely attributable to its mix 
of tight harmonies and instrumen- 
tal skills. 

Other artists included Mark Gray, 
(Continued on page 62) 
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etailing 
Audio Can Profit From Better Use Of Video 

Programs Tackle Training Techniques 
BY EARL PAIGE 

LOS ANGELES As record and 
tape stores add music video sec- 
tions, or even full -line home video 
departments, television monitors 
are becoming a powerful in -store 
merchandising tool. 

This is the view of Van Webster, a 
veteran store merchandising trainer 
and educator. Webster points out 
that whether or not a music store is 
involved heavily in video, the oppor- 
tunity is there because of the in- 
creasing "video consciousness" of 
consumers. 

However, in -store merchandising 
managers and staffs have a long 
way to go, says Webster, owner of 
17- year -old Digital Audio Recording 
here and its DSR Productions arm. 
DSR is involved in producing pro- 
grams for the National Assn. of Re- 
cording Merchandisers (NARM). 

"According to the industry's own 
surveys, impulse sales [in record/ 
tape stores] are 30% or less. In gen- 
eral retail it's 50% or more. Just 
think what increasing impulse sales 
20% would mean," says Webster. 

Webster says his use of the 
phrase "negative programming" 
surprised attendees when the topic 
of video monitors emerged during a 
merchandising seminar at last 
month's NARM convention (Bill- 
board, March 22). He explains that 
video should be used in- store, ideal- 

ly on monitors in a sandwich man- 
ner. 

"We recommend short bursts of 
high intensity, like 30- to -60- second 
TV commercials, with live action 
video related to a specific product. 
This is followed immediately by 
what I term negative footage for 
about 3 to 5 minutes where the 
sound rather than picture takes 

`There is a 
lack of good 
visual focus' 

over. A video poster, if you will, a 
still image of the album cover, may- 
be a crawl of the contents. It must 
be sufficiently boring so that the 
viewer starts to shop." 

It's at this precise point where the 
close proximity of the product to the 
monitors fits in. He says time stud- 
ies show shoppers typically have a 
"10- second reaction period. That's 
not long. The message must be sim- 
ple, clear, and easy to understand, 
basically 'you've seen it, now buy 
it.' " 

Webster prefers multiple se- 
quences of monitors "preferably 19- 
inch and ideally 25 -inch, though I 

recognize the space problem of larg- 
er screens." 

All this fits well with the dealer's 

ALL 
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tendency to locate video rental units 
in the rear of the store, where cus- 
tomers have to pass through audio 
sections twice. 

Also appropriate is the better 
quality of TV sound. "The Beta and 
VHS hi fi is extremely exciting. You 
can have a 2 -hour video promoting 
five titles. I'm not advocating the 
'Attention K -Mart Shoppers' type of 
message," Webster says. 

Rather, he wants to encourage 
the more subtle, interactive use of 
video. He cites the example of Cui- 
sinart's videodisks "where a cus- 
tomer punches a button to see how 
to do bread dough and another for 
vegetable processing." 

Webster says a video -on -video 
display is yet another project in the 
works. DSR will also have a video 
for NARM's affiliate trade group 
Video Software Dealers Assn. 
(VSDA) addressing video product 

(Continued on next page) 

Camelot Fills In Blanks For BASF. Camelot Enterprises, parent company of 
the 178 -store Camelot Music chain, receives BASF's 1985 Inventor's Award. It's 
the second time in the last three years that the chain has won the honor, which 
is presented for outstanding merchandising of blank audio and videotape. 
Pictured from left are Doug Hinchee, account executive for Astrokam; John 
Ziemba, BASF national sales director; Bill Rees, Camelot's vice president of 
marketing; Mike Stephenson, senior buyer of special products, Camelot; Rocco 
Rotolo, BASF regional manager; Aaron Krantz, president, Astrokam; and Don 
Sebusch, BASF district manager. 

Grass Route 
BY KIM FREEMAN 

A weekly column focusing on the 
activities of independent labels 
and distributors. 

SST RECORDS always manages 
to make a lot of noise with individ- 
ual releases by the likes of the Min- 
utemen, Black Flag and the Meat 
Puppets. Now the label is making a 
lot of noise for itself with a series of 
pretty unusual marketing concepts. 
Most of them involve cassette ver- 
sions of previously released and 
forthcoming albums -but all in- 
clude extra songs that were avail- 
able only on compilation albums or 
not at all. Price tags for these cas- 
settes are the same as for albums. 

Just shipped is the Minutemen's 
"My First Bells," a compilation of 
the band's first six releases. The 
tape version of Black Flag's "In My 
Head" and the cassette version of 
the band's live album "Who's Got 
The 10I /2" feature all 64 minutes of 
their concert. 

Also coming on cassette is "The 
Seven -Inch Wonders Of The 
World," a package of every single 
SST has released so far. There, 
you'll find non -album tracks from 
Husker Du (now on Warner Bros.) 
and other roster stars. Another 
compilation on the way is "Pro- 
gram: Annihilator," a heavy metal 
teaser issued mostly as a promo- 
tional item. During the next few 
months, SST has ads scheduled in 
four metal magazines with coupons 
redeemable for a free cassette. 
SST's Ray Farrell says the freebies 
were designed to familiarize fans 
with SST's lesser -known metal acts. 

Meanwhile, SST's new act Gone, 
a Black Flag offshoot, has put new 
meaning into the term "in -store 
appearances." The instrumental 
group is touring through August 
with Black Flag, and is making a 
point of doing as many in -store con- 
certs as possible en route. Recently, 
Gone performed 25- minute sets at 
10 Los Angeles retailers in one day. 
With SST alerting local radio and 

newspapers to all of their in- store, 
miniconcerts, Gone's "Let's Get 
Real Gone For A Change" is selling 
rather well. 

And finally, the L.A. label has its 

first CD set for release in May. 
That's "The Blasting Concept, Vol. 
II," a compilation featuring most of 
the aforementioned bands. 

Zed Is A Viable Alternative 
Shop Takes Punk To Profitability 

BY JOHN SIPPEL 

LONG BEACH, Calif. "Unique" 
pretty well describes Zed Records 
here. Marlene Zampelli and her 32- 
year -old son, Michael Jr., operate 
probably the most complete punk 
and new -wave record and alterna- 
tive merchandise store in the world. 

It's "complete" in that they sur- 
vey the world looking for arresting 
sounding singles by new groups 
and in that they manufacture stick- 
ers and badges for promising new - 
wave novices. 

Marlene, Michael, and Marlene's 
other son Daniel -known profes- 
sionally as Daniel Holloway, con- 
tracts boss at Island Records in Los 
Angeles -have followed new 
sounds since the boys were teen- 
agers. Daniel moved to England in 
the early '70s to "be closer to the 
embryo of new -wave." He would 
send his mother and brother pack- 
ages of new 45s when he was sin- 
gles reviewer for The New Musical 
Express. 

Hearing this exciting music 
caused the Zampellis to consider 
opening a record shop, Zed Of Lon- 
don. "Zed" was the English word 
for the letter "Z," first initial of 
their family name, Marlene ex- 
plains. 

"The 900 square -foot shop just 
didn't make any money," she says. 
"We finally found that collectors 
who discovered our hole -in- the -wall 
didn't tell their friends. They want- 
ed to keep secret where they got 
their new -wave singles so early," 
she recalls. 

The turning -point came in the late 

'70s when Jed the Fish, a DJ with 
the newly formed KROQ -FM, visit- 
ed the store trying to establish a 
source for new music. "Michael 
made a deal to trade new music for 
shop spots, she says. "And it turned 
the public onto Zed." 

Two years later, John Clark (and 
later Sue Mink) did a weekly 60 -min- 
ute show on KNAC -FM, based on 
new records supplied by Zed. 

By 1980, Zed had gotten into the 
black. One example of the growth 
can be seen in a record like the Nor - 
mals' "T.V. O.D.," which did more 
than 2,000 singles. 

"We tracked groups down," she 
says. Michael remembers, "We used 
to call the bus station in a small 
Georgia town, where a member of 
the B -52s worked. They'd page him 
and we'd order a batch of 'Rock 
Lobster.' We introduced Devo's 
'Jocko Homo' by buying it from 
them directly when they lived in 
Ohio. We also bought 'California 
Uber Alles' from the Dead Kenne- 
dys when they were breaking in San 
Francisco." 

Zed, which moved into 1,800 
square feet two years ago in July, 
does mail order with 4,000 custom- 
ers located everywhere from Com- 
munist bloc countries to Australia. 
The shop produces a catalog of its 
singles, LPs and about 50 Compact 
Discs seasonally. Singles range 
from $1.60 to $3 and albums, includ- 
ing a small number of cassettes, are 
stickered from $8 to $10. Rare CDs 
go at about $16.99. Zen also has 
about 100 hard -to-find music videos 
and concerts stickered between $18 

(Continued on page 41) 
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BETTER USE OF VIDEO 
(Continued from preceding page) 

merchandising. 
Basically, video and audio are 

coming together, Webster notes, in 
such chains as Wherehouse, "where 
they are attracting more family 
shopping through atmosphere and 
emphasis on video rental in the rear. 
We see a definite correlation be- 
tween VCR owners and the interest 
in CD." 

On the subject of basic in -store 
display, Webster identifies two ba- 
sic mistakes. One is failure to place 
product in proximity to displays. 
The other is clutter. 

Both problems are aggravated to- 

FOR WEEK ENDING APRIL 26. 1986 

day because stores adding video 
and Compact Discs face severe 
space limitations. 

"Failure to properly locate mer- 
chandise is a component of how 
stores are laid out," says Webster, 
who conducted 14 seminars for 
NARM regional meetings in 1978- 
79. He also works with vendors, 
such as WEA. 

"Typically, stores utilize a library 
approach, merchandise is alphabe- 
tized and located by category or 
genre." Exceptions he says are the 
usual "manager's specials, top 40, 
and so on." 

The majority of merchandise, 
however, may be far removed from 
a given display, he notes, making 
the consumer wonder where it can 
be found. And clutter, he says, just 
compounds the problem. 

"There is a lack of good visual fo- 
cus. Junk piled haphazardly or 
tacked up on walls." 

DSR's latest involvement with 
NARM was the production of the 
13 -1/2- minute video "Getting Your 
Art ... And Music Together," which 
opened the previously mentioned 
merchandising seminar. Webster 
terms the video "very basic" and 

says it will be available to member 
stores "at a low cost." It will also be 
used in more seminars that NARM 
is planning. 

"We plan more such videos," he 
says, "one on store layout, one for 
rackjobbers, and now it looks like 
there will be another just on the me- 
chanics of putting together in -store 
displays. We thought this would be 
too nitty gritty, but our feedback 
tells us differently. People want to 
learn how to manipulate materials, 
when to use a staple gun, how to 
fold things, which way something is 
glued." 
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LABEL & NUMBER /DISTRIBUTING LABEL 

TITLE 

1 2 2 32 WHITNEY HOUSTON ARISTA ARCO 8212 1 week at No. One WHITNEY HOUSTON 

2 1 1 47 DIRE STRAITS WARNER BROS. 2.25264 BROTHERS IN ARMS 

3 3 3 16 SADE PORTRAIT RK 40263/EPIC PROMISE 

4 9 18 3 THE ROLLING STONES COLUMBIA CK 40250 DIRTY WORK 

5 4 5 48 PHIL COLLINS ATLANTIC 2 -81240 NO JACKET REQUIRED 

6 5 4 18 BARBRA STREISAND COLUMBIA CK40092 THE BROADWAY ALBUM 

7 8 7 12 HEART CAPITOL 46157 HEART 

8 6 6 27 JOHN COUGAR MELLENCAMP RIVA 824.865 2 POLYGRAM SCARECROW 

9 7 8 16 MR. MISTER RCA PCD 1 -7180 WELCOME TO THE REAL WORLD 

10 10 13 48 PINK FLOYD HARVEST CD 46001 'CAPITOL DARK SIDE OF THE MOON 

11 11 9 21 ZZ TOP WARNER BROS. 2 -25342 AFTERBURNER 

12 12 11 15 THE CARS ELEKTRA 9.60464 2 GREATEST HITS 

13 13 12 35 CREEDENCE CLEARWATER REVIVAL FANTASY FCC/ 623 -CCR2 CHRONICLES 

14 14 10 48 BRUCE SPRINGSTEEN COLUMBIA CK 38653 BORN IN THE U.S.A. 

15 17 17 4 ROBERT PALMER ISLAND 2.90471/ATLANTIC RIPTIDE 

16 16 21 6 INXS ATLANTIC 2.81277 LISTEN LIKE THIEVES 

17 15 14 39 STING A &M CD -3750 DREAM OF THE BLUE TURTLES 

18 20 - 2 BANGLES COLUMBIA CK40039 DIFFERENT LIGHT 

19 19 15 11 PETE TOWNSHEND ATLANTIC 2.904736 WHITE CITY A NOVEL 

20 18 20 23 STARSHIP RCA PCD 15488 KNEE DEEP IN HOOPLA 

21 23 25 5 FLIM & THE BB'S DMP 454 BIG NOTE 

22 22 16 25 STEVIE WONDER TAMLA 6134TD /MOTOWN IN SQUARE CIRCLE 

23 29 - 2 THE OUTFIELD COLUMBIA CK40027 PLAY DEEP 

24 25 - 2 ALABAMA RCA PCDI -7170 GREATEST HITS 

25 26 19 48 SADE PORTRAIT RK-3958I/EPIC DIAMOND LIFE 

26 NEW, OZZY OSBOURNE CBS ASSOCIATED RK 40026 /EPIC THE ULTIMATE SIN 

27 27 23 37 TALKING HEADS SIRE 2- 25305 /WARNER BROS. LITTLE CREATURES 

28 30 - 2 ELTON JOHN GEFFEN 2.24077 /WARNER BROS. ICE ON FIRE 

29 RE -ENTRY ELVIS COSTELLO COLUMBIA CK 40101 THE BEST OF ELVIS COSTELLO 

30 24 22 23 SOUNDTRACK MCA 2.6150 MIAMI VICE 
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Compiled from a national sample of retail sales reports. 

y' co O 

Pÿ 
,fir TITLE ARTIST 

ry LABEL R. NUMBER DISTRIBUTING LABEL 

1 I 1 48 
AMADEUS SOUNDTRACK FANTASY WAM -1791 23 weeks at No. One 

NEVILLE MARRINER 

2 5 6 12 
BACHBUSTERS TELARC 80123 

DON DORSEY 

3 3 3 48 BERNSTEIN: WEST SIDE STORY Do 415253 

TE KANAWA, CARRERAS (BERNSTEIN) 

4 2 2 48 
TIME WARP TELARC 80106 

CINCINNATI POPS (KUNZEL) 

5 4 4 48 
TCHAIKOVSKY: 1812 OVERTURE TELARC 80041 

CINCINNATI POPS (KUNZEL) 

6 6 5 26 BLUE SKIES LONDON 414 -666 

KIRI TE KANAWA (RIDDLE) 

7 7 7 48 
STAR TRACKS TELARC 80094 

CINCINNATI POPS (KUNZEL) 

8 9 9 48 
TELARC SAMPLER #1 TELARC 80101 

VARIOUS ARTISTS 

9 8 8 48 BEETHOVEN: SYMPHONY #9 DG 410 -987 

BERLIN PHILHARMONIC (KARAJAN) 

10 11 12 37 
GERSHWIN: RHAPSODY IN BLUE Ces MK. 39699 

LOS ANGELES PHILHARMONIC (THOMAS) 

11 10 10 48 WEBBER: REQUIEM ANGEL CDC 47146 

DOMINGO, BRIGHTMAN (MAAZEL) 

12 24 30 3 
SWING, SWING, SWING PHILIPS 412.626 

BOSTON POPS (WILLIAMS) 

13 12 11 48 
THE BEST OF WOLFGANG AMADEUS MOZART PHILIPS 412.244 

NEVILLE MARRINER 

14 14 15 48 
TELARC SAMPLER #2 TELARC 80102 

VARIOUS ARTISTS 

15 13 13 14 
PASSIONE LONDON 417.117 

LUCIANO PAVAROTTI 

16 15 14 13 
ORCHESTRAL SPECTACULARS TELARC 80115 

CINCINNATI POPS (KUNZEL) 

17 16 16 19 
BARTOK: MIRACULOUS MANDARIN LONDON 411 894 

DETROIT SYMPHONY (DORATI) 

18 18 18 48 
BEETHOVEN: SYMPHONIES #5 & 6 DG 413.932 

BERLIN PHILHARMONIC (KARAJAN) 

19 21 22 6 BEETHOVEN: SYMPHONIES 1 & 2 L'OISEAU LYRE 414 -338 

ACADEMY OF ANCIENT MUSIC (HOGWOOD) 

20 22 24 5 
HOROWITZ: THE LAST ROMANTIC DG 419 -045 

VLADIMIR HOROWITZ 

21 17 17 48 
COPLAND: APPALACHIAN SPRING TELARC 80078 

ATLANTA SYMPHONY 

22 19 20 11 
MORE MUSIC FROM AMADEUS FANTASY WAM -1205 

NEVILLE MARRINER 

23 20 19 48 
PACHELBEL: CANON RCA RCD1 5468 

PAILLARD CHAMBER ORCHESTRA 

24 23 21 48 
HAYDN /HUMMEL /L MOZART: TRUMPET CONCS. Ces MK 37846 

WYNTON MARSALIS, NATIONAL PHILHARMONIC ORCH. (LEPPARD) 

25 25 23 27 BACH: BRANDENBURG CONCERTOS L'OISEAU LYRE 414187 

ACADEMY OF ANCIENT MUSIC (HOGWOOD) 

26 26 26 38 
STRAUSSFEST TELARC 80098 

CINCINNATI POPS (KUNZEL) 

27 27 25 48 
GERSHWIN: RHAPSODY IN BLUE TELARC 80058 

CINCINNATI POPS (KUNZEL) 

28 NEW ' 
WILLIAM TELL AND OTHER FAVORITE OVERTURES TELARC 80116 

CINCINNATI POPS (KUNZEL) 

29 28 28 4 
SPIRITUALS PHILIPS 412631 

SIMON ESTES 

30 30 29 48 
MOZART: REQUIEM L'OISEAU LYRE 411 -712 

ACADEMY OF ANCIENT MUSIC ( HOGWOOD) 
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New Releases 

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

POP /ROCK 
MESSENGER, IAN 
Hands Across The Night 
LP Qwest 1 -25401 1WEA /$8.98 
CA 4-25401 58.98 

THE STYLE COUNCIL 
Home & Abroad 
LP Geflen GHS 24103 /WEA /$8.98 
CA M5G 24103/58.98 

COMEDY 
MANDEL, HOWIE 
Fits Like A Glove 
LP Warner Bros. 1- 25427/WEA/$8.98 
CA 4- 25427/58.98 

COUNTRY 
BLUEGRASS CARDINALS 
The Shining Path 
LP Sugar Hill 5H- 3751/$8.98 
CA SHC- 3751/$8.98 

NEW AGE 

LARSEN, GREY 
The Gathering 
LP Sugar Hill SH/PS -1133/58.98 
CA SH /PSC- 1133/58.98 

SOUNDTRACK 
VARIOUS ARTISTS 
Blue City 
Original Soundtrack 
LP Warner Bros. 1- 25386/$9.98 
CA 4- 25386/$9.98 

COMPACT DISC 
ANDERSON, LAURIE 
Home Of The Brave 
Original Soundtrack 
CD Warner Bros. 2- 25400 /WEAr $15.98 

METHENY, PAT/ORNETTE COLEMAN 
Song X 
CD Geffen 2- 24096/WEA/$15 -98 

PRINCE & THE REVOLUTION 
Parade 
CD Paisley Park 2- 25395/815.98 

VAN HALEN 
5150 
CD Warner Bros. 2.25394 WEA; $15.98 

To get your company's new releases listed, 
send release sheets or 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 =Beta, = VHS, = CED and 4 =LV. 
Where applicable, the suggested 
list price of each title is given; 
otherwise, "No List" or "Rental" 
is indicated. 

FILMS 

ACTS OF VIOLENCE ,r Lightning Video 9045/$59.95 
THE ALCHEMIST 
Robert Ginty, Lucinda Dooling 

Lightning Video 9920 /$79.95 
A BLADE IN THE DARK 
Andrea Occhipinti, Anny Papa, Fabiola 
Toledo 

Lightning Video 9549 $69.95 
CARRINGTON V.C. 
David Niven, Margaret Leighton 

8 0/IVE /$39 95 a Video 133 - 

CHARLIE AND THE GREAT BALLOON 
CHASE 
Jack Albertson, Adrienne Barbeau, Slim 
Pickens 

Lightning Video 9046/$59.95 
COCAINE: ONE MAN'S SEDUCTION 
Dennis Weaver, Karen Grassle, Pamela 
Bellwood 

USA Home Video 214- 880/IVE/$49.95 

THE GREATEST MAN IN THE WORLD 
Brad Davis, William Prince, John McMartin 

Monterey Home Video 130 - 
889/IVE/$24.95 
HOPALONG CASSIDY: RIDERS OF THE 
DEADLINE 
William Boyd, Andy Clyde 

Buena Vista Home Video 796 /Walt 
Disney /$39.95 
HOPALONG CASSIDY: STRANGE GAMBLE 
William Boyd, Andy Clyde, Rand Brooks 
Buena Vista Home Video 795 /Walt 
Disney /$39.95 
HOUSE OF WHIPCORD 
Barbara Markham, Patrick Barr 

Monterey Home Video 135- 
891 /IVE/$59.95 
I KNOW WHY THE CAGED BIRD SINGS 
Diahann Carroll, Ruby Dee, Esther Rolle 

USA Home Video 215- 879/IVE/$59.95 
RAY "BOOM BOOM" MANCINI: MY 
KNOCKOUT WORKOUT e USA Sports Video 213- 550/IVE/$29.95 
MUTANT VIDEO (SIX STORIES) 
James Belushi, Elizabeth Caldwell, Chris 
Bliss 
USA Home Video 211- 655/IVE/$19.95 
PLAYGIRL ON THE AIR, II 
Sybil Danning, Scott Peterson 

USA Home Video 213- 883/IVE/$39.95 
POLICEWOMAN CENTERFOLD 
Melody Anderson, Ed Marinaro 

USA Home Video 213- 882/IVE/$39.95 
THE SPEED -READING HAND 
Steve Moidel 
USA Home Video 211 -881 /IVE/$19.95 
SUPERCLASH 1985: NIGHT OF 
CHAMPIONS -ROUND ONE- (MONSTERS 
OF THE MAT) -VOL. 3 

(Continued on next page) 

by Mike Shalett 
FOR MUCH OF 1985, the Street 
Pulse Group, under contract with 
Stiletto Management, conducted 
concert -audience surveys at Barry 
Manilow shows across the U.S. 

The purpose was to determine 
the demographic composition of 
audiences attending Manilow con- 
certs; to look at the sample in re- 
gard to radio listening, television 
viewing, and record purchasing; to 
find out how the members of our 
sample discovered that a Manilow 
concert was taking place; and to 
learn if they had attended any of 
his previous concerts. 

The total sample size used for 
the study was close to 1,500 people. 
They were intercepted at random 
inside venues where a Manilow 
concert was taking place. Audi- 
ences were sampled at the follow- 
ing venues: Pine Knob (Detroit), 
Civic Center (Hartford), Greek 
Theatre (Los Angeles), Coliseum 
(Seattle), Sundome (Tampa), and 
the Centrum (Worcester). 

Who attends a Manilow concert? 
If you guessed that his audience is 
mostly 35 years old or older, you'd 
be wrong! Nearly one -quarter of 
Manilow's audience is 22 years of 
age or younger. In fact, two-thirds 
are 35 years old or younger! The 
gender breakdown is 2 to 1, fe- 
males to males. 

The radio habits of the audience 
parallel the age demographics. 
When asked to identify their favor- 
ite radio station by call letters, 
which we later changed to format, 

, 37.8% of the sample favored adult 
contemporary radio. Top 40 was 
the second favorite format, with 
23.5% of the sample. Top 40 and AC 
were equally popular in the 17- to 
26- year -old segment. Contempo- 
rary radio fell off in popularity in 
direct relation to older age, as one 

might expect. 
How do Manilow's concert fans 

see themselves in terms of their fa- 
vorite type of music? Half of the 
sample said soft rock was their fa- 
vorite. Notice the use of the word 
"rock." While 12.5% of the sample 
indicated adult contemporary as 
their favorite and another 11.6% 
said easy listening was, 54.4% said 
some form of rock was- either 
hard (6 %), or soft (48.4 %). 

Manilow's concert audiences are 
well educated. Sixty -five percent of 
the sample members indicated that 
they had attended or graduated 
from college or graduate school. 
Newspapers were cited by a high 

department stores were mentioned 
by 17.8% of the segment. 

Two- thirds of the sample indicat- 
ed that they had bought Manilow 
records in the past. This percent- 
age was higher among females un- 
der the age of 40. When asked to 
list the specific records they 
owned, "Greatest Hits" was the ti- 
tle that scored the highest, with 
67.7 %. Of late, his record buyers 
have gotten younger. Nearly half 
of the fans who purchased "2 a.m. 
Paradise Cafe" were between 17 -26 
years of age, and 75% of the buyers 
of "Twenty Classic Hits" fit into 
that same segment. Because our 
research was conducted during the 

Survey reveals some surprises 
about Manilow concert -goers 

percentage of this segment of the 
sample as the means by which they 
found out about the concert. 

In response to the question, "Is 
this the first Manilow concert 
you've attended ?" nearly two - 
thirds of the sample indicated that 
it was. Of those who had attended 
one before, a majority- 57.3 % - 
had seen only one or two of his con- 
certs previously. Those who had 
seen the most shows were females 
between 27 and 40 years old. 

What about records? We know 
that these people are concert-go- 
ers-but are they record buyers? 
If yes, where do they buy? Do they 
buy Manilow records? 

Close to 40% of the sample said 
they usually shopped for records in 
a record store located in a mall. An- 
other 23.2% said they shopped in a 
free -standing record store. Five 
percent said they shopped by mail 
from a record club. Discount and 

summer and fall, we do not have 
any information on Manilow's lat- 
est release, his first on RCA. 

Forty percent of cable subscrib- 
ers among the sample population 
said they receive VH -1. The highest 
penetration was in the 17- to 26- 
year -old segment. The figures in 
that segment reached almost 50 %. 
Three -quarters of all the people 
who receive VH -1 said they watch 
the channel.' 

Sixty percent of the viewers indi- 
cated that they watch three hours 
or less of VH -1 per week. Most -fre- 
quent viewers were females be- 
tween 17 -26, of whom 42.5% indicat- 
ed that they watch four hours or 
more per week. Viewing took place 
between 4 p.m. and midnight 70% 
of the time. All this should bode 
well for Manilow, who has had 
great exposure -as well as serving 
as the subject of a promotional con - 
test-on the channel. 

We'd like to thank Stiletto Man- 
agement for allowing us to share 
this information with you. Why did 
we do so? To prove that no matter 
how long one has been in this busi- 
ness, it is better to go out and sur- 
vey an audience than to guess at 
who they are, why they attend par- 
ticular artists' concerts, and how 
often they'd come back. 

Our information on Manilow 
shows that his audience is younger 
than one might expect, and be- 
cause of that, its radio listening 
habits are different from what one 
might have guessed. The survey 
showed that Manilow's audience 
buys records and that his record - 
buying audience is getting youn- 
ger. We learned that VH -1 can be 
effective with his audience and 
that there are people discovering 
him in concert who can be convert- 
ed into longterm fans and record 
buyers. But how would we have 
known without asking? 

"On Target" is a bi- weekly fea- 
ture to help readers understand 
more about consumer buying 
habits and trends. The column is 
based on retail research conduct- 
ed by the Street Pulse Group, a 
Connecticut -based music- indus- 
try marketing consultancy, of 
which Mike Shalett is president. 

For its primary retail survey 
technique, Street Pulse distrib- 
utes packets containing question- 
naires and product to 50 retail 
stores around the country. A 
packet is handed out randomly to 
a consumer immediately after he 
or she has paid for a purchase, 
and a $2 coupon, good for the con- 
sumer's next purchase at the 
store, is the motivation for com- 
pleting the questionnaire. The av- 
erage survey incorporates more 
than 700 respondents, a sample 
equal to those used by Gallup or 
Roper in their polls on political 
issues. 
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L.A. Operation Is Largest U.S. 45's One -Stop 

American Pie Satisfies Oldies Appetite 
LOS ANGELES When Wayne Vo- 
lat set out to automate a retail 
shop's singles department four 
years ago, he put together an oldies - 
only store in West Los Angeles. 
This has turned into American Pie, 
probably the largest oldies 45 na- 
tional one -stop operation in the U.S. 

A former Nehi /Peaches singles 
chief, Volat has taken his unique 
45s one -stop to the point that he 
now serves 225 stores in seven 
chains from his local warehouse and 
a new satellite in Atlanta. 

American Pie stocks 7 -inch oldies 
in both Georgia and here. Using his 

computer base, Volat prints a re- 
vised catalog every six months that 
includes new singles when they are 
received. He feels, though, that his 
present stock of 4,500 titles consti- 
tutes every single available in the 
U.S. 

A year ago, Volat started Ameri- 
can Pie Records, an oldies -only label 
which thus far has released 11 sin- 
gles, all licensed from Warner Spe- 
cial Products. 

He's found that the major rub in 
releasing new singles is trying to 
get approval from the artist, label, 
and /or master owners. Another 

NEW RELEASES 
(Continued front preceding page) 

Sgt. Slaughter, Midgets World 
Championship 

USA Sports Video 213- 897/IVE/$39.95 
SUPERCLASH 1985: NIGHT OF 
CHAMPIONS -ROUND TWO - 
(MONSTERS OF THE MAT) -VOL. 4 
Sgt. Slaughter, Mil Mascaras, Kerry Von 
Erich 

USA Sports Video 213- 898/IVE/$39.95 
TIGER JOE 
David Warbeck, Alan Collins, Annie Belle 

Lightning Video 9555/$69.95 
YOUNG LADY CHATTERLEY II 
Sybil Danning, Adam West, Harlee 

FOR WEEK ENDING APRIL 26, 1986 

McBride 
Lightning Video 9567/$69.95 

To get your company's new video releases 
listed, send the following information - 
title, performers, distributor /manufac- 
turer, format(s), catalog number(s) for 
each format, and the suggested list price 
(if none, indicate "no list" or "rental ") -to 
Linda Moleski, Billboard, 1515 Broadway, 
New York, N.Y. 10036. 

problem he notes is trying to find 
certain "hot" independent labels 
that have vanished from the scene. 

Accounts pay $1.15 for singles, 
which are supplied in a custom, yel- 
low manila envelope and carrying 
sleeve. Stores stock the singles in 
regular 45 fixturing. 

The bagged singles are taken out 
of the yellow containers at the 
checkout counter. The container is 
then filed and empties are regularly 
shipped via UPS to American Pie 
here or in Atlanta for replenish- 
ment. Yellow bags carry printed 
stickers indicating artist, song title, 
label number, and inventory code 
number. 

Volat intends to investigate a pro- 
gram of adding independent retail- 
ers to his customer list in 1986. 

JOHN SIPPEI, 

retailing 

Nashville Hoot. During a backstage pause, Columbia act the Hooters present a 

gold album to Hayes Oarlock, purchasing manager of Nashville's Music City 
Records. From left are John Peervola, CBS salesman; Hooters John Lilley 
(seated), Eric Bazilian, and Andy King; Oarlock; the band's Bob Hyman; 
Carlock's wife, Mollie; band member David Uosikkinen; and Gene Denonvich, 
Columbia Records promotion manager. 

ZED RECORDS 
(Continued from page 38) 

and $50. 
Alternative merchandise is the 

difference, literally, between Zed 
and any of its imitators. The Zam- 
pellis actually print and distribute 
buttons and four -inch -square paper 

stickers. They stock 700 different 
badges, 200 of which are made at 
the shop. Out of more than 400 
stickers carried, 100 are made in- 
house. In wall racks, more than 100 
posters are displayed, ranging in 

Bi16oaPdTOP COMPUTER SOFTWARE 

TITLE Publisher Remarks 
ñ 
o. á 

t 
r î 

á 
U 

v 

Ó 

z8 

z9 

Z10 

Tll.. 

IZ 

1 1 25 
ULTIMA IV QUEST OF THE 
AVATAR Origins Systems Inc. Fantasy Role- Playing Game 

2 2 7 HARDBALL Accolade Baseball Game 

3 7 25 SILENT SERVICE MicroProse Submarine Simulation Game 

4 3 52 GATO Spectrum HoloByte 
Strategic Game Inc. 

5 15 60 F -15 STRIKE EAGLE Micro Prose Air Combat Simulation Game. 

6 5 120 FLIGHT SIMULATOR II Sublogic Simulation Package 

7 8 9 THE BARD'S TALE Electronic Arts Fantasy Role- Playing Game 

6 11 KUNG FU MASTER Data East Action Arcade Game 

14 15 KARATE CHAMP Data East Action Arcade Game . 

19 3 PSI -5 TRADING COMPANY Accolade Software Action Adventure Game 

11 16 13 
FDLIVKI-sIT SIMULATOR SCENERY Sublogic Anal scenery disks for use with Flight Simulator 

games. 

12 NEW18. ACRO JET MicroProse Advanced Flight Simulator 

13 9 33 JET Sublogic Flight Simulation 

14 13 29 HACKER Activision Mystery Adventure Game 

15 12 7 ALTER EGO Activision Role -Playing Game 

16 18 7 BATTLE OF ANTIETAN SSI Simulation Game 

17 10 15 ALTERNATE REALITY Datasoft Adventure Game 

18 17 58 KARATEKA Broderbund Action Arcade Game. 

19 4 128 FLIGHT SIMULATOR Microsoft Simulation Package 

20 11 31 WINTER GAMES Epyx Arcade Style Sports Game 

Copyright 1986, Billboard Publications. Inc. No part of this publication may be reproduced. stored in any retrieval system. or transmitted, in 
any form or by any means. electronic. mechanical. photocopying. recording. or otherwise. without the prior written permission of the publisher. 
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price from $3.50 to $12. More than 
125 primarily punk T- shirts are of- 
fered at $7 each. 

In the magazine rack at the front 
of the store are periodicals that in- 
clude "Ink Disease," "Scratch," 
"Chemical Imbalance," "Kerrang," 
and "Maximum Rock'n'Roll." 

Since moving, Marlene estimates 
business is up 207e. Michael feels his 
mother's estimate is too conserva- 
tive. Neither would open another 
store. Both feel it would cripple the 
uniqueness of Zed, which is its 
prime incentive. With acts like 
T.S.O.L., Big Audio Dynamite, the 
Sisterhood, the Hoodoo Gurus, the 
Cult, Sique Sique Sputnik, and the 
Jesus & Mary Chain making it, cus- 
tomer appeal continues to be 
strong, the mother and son feel. 
They predict a solid future too, 
based on the crowds they see at the 
Santa Monica Civic, the Olympic 
Auditorium, the Palladium. 

.aowIff 

t 

CHART 

BUSTER 

#1 

BEST 

SELLER 

"..Wt-. 

111IMA 
i 

s i u i O h s o s r w n n t 

The action is simulated - 
The excitement is real!! 

From your distributor, or 
call us direct: 

301 / 667 -1151 
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ideo retailing 
Confab Puts A Premium On Personal Touch 
Adventureland Stresses More Care, Less Lip Service 

BY GEOFF MAYFIELD 

ORLANDO Customer service has 
been a signature of the home video 
industry, for both large and small 
retailers. 

The 630 -store Adventureland Vid- 
eo franchise, during its second an- 
nual convention here April 7 -11, 

`Customer service 
is so nonexistent 

today, a little effort 
will stand out' 

proved that the personal touch isn't 
the sole province of mom and pop in- 
dependents. 

The importance of outstanding 
customer service was a common 
theme in several Adventureland 
seminars, with store owners and 
managers being reminded that the 
best way to ensure such service is 
through maintenance of a positive 
attitude. In sessions held by fran- 
chisees Jim Potts and Zac Small- 
wood, and by guest speakers Bob 
Tacy Jr. and Hyrum Smith, the mes- 
sage was clear that enthusiasm be- 
gins with a store's mangagement, 
and that spirit is then transmitted 
first to employees, and then in turn 
to customers. 

"Our customers are so valuable, 
we can't afford to lose one. That's 
the attitude we must take to our 
stores," said Potts, an Arkansas 
franchisee who owns 10 stores, dur- 
ing his "Creative Store Manage- 
ment" seminar. 

The message was also clear dur- 
ing Tacy's "The Art of Selling Vid- 
eo" session; he stressed that all cus- 
tomers should feel important -not 
that they're being tolerated, but 
that they're genuinely liked. "Sixty - 
five percent of all lost customers 
happen because of one negative in- 
teraction with an employee," 
warned Tacy, president of Kent, 
Washington -based Modern Creative 
Services who spoke at last sum- 
mer's Video Software Dealers 
Assn. (VSDA) convention. 

Smallwood, who owns a part of 
four Florida Adventureland stores, 
touched upon many practical pro- 
motional strategies during his 
"How to Increase Rentals and 
Sales" presentation, including mem- 
ber newsletters, contests, in -store 
displays, and kid -oriented offers, 
but underlying each of his sugges- 
tions was the importance of the cus- 
tomer. Said Smallwood, "Your boss 
is usually the one who pays your 
paycheck, and in our business, the 
customer pays your paycheck." 

Each of these speakers pointed to 
attitude as a key ingredient -that 
positive motivation of the video 
salesman will in turn create a posi- 
tive feeling for the customer. Em- 
ployee motivation was also cited by 
Salt Lake City consultant Smith 
during his "Time Management" ses- 
sion. "It's to the mutual advantage 
of owner and employee to create an 
atmosphere around people that says 
'Do it because you want to, not be- 
cause you have to'," was his advice. 

After numerous tips about orga- 
nization and planning, Smith said 
that "three basic emotions ... moti- 
vate us to do everything we do." He 

Things Calm Down For Pair 
After Minn. Adult Brouhaha 

BY EARL PAIGE 

LOS ANGELES John and Linda 
Deering are glad the furor about 
adult video is over for them so 
they can return to the normal op- 
eration of their small Midwest 
Video Plus chain in the Minneapo- 
lis vicinity. 

The Deerings' ordeal began last 
fall "when this letter arrived from 
the Kandiyohi County Attorney." 
The notice from Michael Lynch, 
one of several sent to stores in 
Wilmar, a town of 15,000 people, 
said, "You may be distributing ob- 
scene material." Lynch enclosed a 
copy of Minnesota statute 617.241 
which contains a penalty of 
$10,000 for the first offense. 

The Deerings saw an irony that 
has become a familiar pattern for 
veteran video specialty dealers 
currently being pressed on the X- 
rated issue. After the Wilmar 
churches rallied against such fare, 
adult video business in that town 
boomed. He says, "It was 7% of 
our business on 50 pieces and 
since October it's gone up to 18 %." 

Deering, an ex- Marine and fa- 
ther of three children, says he has 

never watched an adult video, nev- 
er thought of taking one home and 
has never promoted adult busi- 
ness in his stores. In fact, the 
Deerings have gone out of their 
way to handle X -rated material in 
a tasteful and legal manner. 

"We had this instance in our 
Hutchinson store where a lady 
complained she could see an adult 
video package in a hallway behind 
the counter on a top shelf. We 
took the shelf down just because 
one title was within sight. We 
don't even publish a list of our 
adult titles. We card everyone who 
wants to rent them," says Deer- 
ing, who demands a driver's li- 
cense in addition to a membership 
card. 

Deering says his stores make 
adult titles available simply be- 
cause people want and enjoy them. 
"We're just simple people up 
here," says Deering. "Our cus- 
tomers are farmers. There is a 
`live and let live' attitude up here." 
Adult titles are carried in his two 
Hutchinson stores, in Marshall, 
and Cottonwood, in an affiliate 
store and in two of four conve- 

(Continued on page 45) 

said the lowest motivator is fear, 
characterized by a "I have to do it" 
response, and the next emotion is 
duty, which creates an "I ought to" 
response. Smith said that people 
who "love" their work approach 
tasks with an "I want to" attitude, 
and said that "it's easier to manage 
from love than fear." 

Although Adventureland Video's 
staffers are confident in their time - 
tested systems, their family- orient- 
ed marketing approach, the cluster 
penetration they enjoy in many geo- 
graphic areas and the visibility they 
enjoy through quarterly, nation - 

(Continued on next page) 
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Fuji Video Scores With Baseball. The Fuji blimp now sports the logo of major 
league baseball, the result of a corporate sponsorship agreement that makes 
Fuji the league's official videotape and film sponsor. Baseball commissioner 
Peter Ueberroth and Fuji executive VP Bernie Yasunaga announced that the link 
will lead to fund -raising events on behalf of Boys Clubs of America. 

Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any 
retrieval system, or transmitted, in any form or by any means, electronic, mechanical, photocopying, 
recording, or otherwise, without the prior written permission of the publisher. 

P KID VIDEO`" 
TITLE 

Compiled from a national sample of retail store sales reports. 

Copyright Owner, 
Manufacturer, Catalog Number 

ó 
ssTi 

áá 

1 1 30 PINOCCHIO Walt Disney Home Video 239 1940 29.95 

2 2 30 DUMBO Walt Disney Home Video 24 1941 29.95 

3 3 25 ROBIN HOOD Walt Disney Home Video 228 1973 29.95 

4 9 26 BUGS BUNNY'S WACKY ADVENTURES Warner Bros. Inc. 
Warner Home Video 1 1 504 1985 19.98 

5 4 2 SESAME STREET PRESENTS: FOLLOW THAT BIRD Warner Bros. Inc. 
Warner Home Video 1 1522 1985 79.95 

6 6 7 HUGGA BUNCH Children's Video Library 
Vestron 1513 1985 29.95 

7 13 21 PETE'S DRAGON Walt Disney Home Video 10 1977 29.95 

8 15 30 CARE BEARS BATTLE THE FREEZE MACHINE Family Home Entertainment F371 1983 29.95 

9 5 30 THE CARE BEARS MOVIE Samuel Goldwyn 
Vestron 5082 1985 24.95 

10 11 2 RAINBOW BRITE AND THE STAR STEALER Warner Bros. Inc. 
Warner Home Video 11531 1985 79.95 

11 25 18 THUNDERCATS -EXODUS Family Home Entertainment F3135 1985 24.95 

12 14 2 THE SWORD IN THE STONE Walt Disney Home Video 229 1963 79.98 

13 10 6 VIDEO -A -LONG MICKEY'S DISCOVERY SERIES Walt Disney Home Video 335 1986 14.95 

14 19 5 VELVETEEN RABBIT Family Home Entertainment F1173 1985 14.95 

15 21 27 DAFFY DUCK: THE NUTTINESS CONTINUES ... Warner Bros. Inc. 
Warner Home Video 11505 1985 19.98 

16 12 7 VIDEO -A -LONG THE DISNEY CLASSICS Walt Disney Home Video 337 1986 14.95 

17 8 6 
RAINBOW BRITE Ill -THE BEGINNING OF RAINBOW Children's Video Library 
LAND Vestron 1 523 1985 29.95 

18 7 30 THE TRANSFORMERS: THE ULTIMATE DOOM Sunbow /Hasbro /Bradley Pd. Inc. 
Family Home Entertainment F -3120 1985 24.95 

19 NEW PO. DISNEY'S GREATEST LULLABIES VOLUME 1 Walt Disney Home Video 268 1986 19.95 

20 16 6 VIDEO -A -LONG WINNIE THE POOH Walt Disney Home Video 336 1986 14.95 

21 20 13 SHE -RA, PRINCESS OF POWER VOL. II Magic Window 6 -20506 1985 24.95 

22 23 30 
RAINBOW BRITE AND THE MIGHTY MONSTROMURK Children's Video Library 
MENACE Vestron 1 508 1985 29.95 

23 17 3 THUNDERCATS: SPITTING IMAGE Family Home Entertainment F1168 1985 14.95 

24 22 4 G.I. JOE: THE FUNHOUSE Family Home Entertainment F 1 164 1985 14.95 

25 18 3 THUNDERCATS: TROUBLE WITH TIME Family Home Entertainment F1169 1985 14.95 

Recording ndust y 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 -thea rical made -for -home video product; 25,000 or $1 million for music video product). RIAA platinum certification for theatrical films, sales of 
150,000 uni s 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 o a value of 
$2 million fo 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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CUSTOMER SERVICE 
(Continued from preceding page) 

wide promotions, the oft -repeated 
theme of customer service made it 
clear that being big does not ensure 
being the best. Paying attention to 
retail basics is an obvious 
Adventureland priority. 

"Customer service is so nonexis- 
tent in retail today, that even a little 
effort will stand out," said Tacy. 
"You've got to show them that you 
care -it can't be lip service." 

Tacy noted that salesmen in gen- 
eral suffer from a negative impres- 
sion of being obnoxious, pushy, and 
rude, and that the key for the video 
specialists is to remove themselves 
from that stereotype. He added that 
the best way to avoid that stereo- 
type is for the salesman to join the 
customer in addressing a problem 
or need, rather than falling into the 
common trap of pitting the sales- 
man against the customer. He said 
that image sells, and that video 
stores should strive for a positive 
image. 

A key to that image, said Tacy, is 
training. He cited nearby Disney 
World, where many convention at- 
tendees had spent their leisure time 
April 8, as a successful purveyor of 
image through training. "Do you re- 
alize the broom -pushers who walk 
around sweeping up cigarette butts 
underwent 16 hours of training be- 
fore they ever worked a day? Why 
do you think Disney goes to that 
trouble? Because image sells, and 
that broom -pusher is part of their 
image." 

Likewise, Tacy said that store 
owners and managers need to en- 
courage their sales forces to convey 
a positive image: "What you've got 
to do is create the atmosphere. Give 
them goals." 

He added that such goals should 
be simple, like "learn 10 customer 
names," "make 50 people smile," 
"sell- through one video a day," or 
"suggestively sell 10 additional 
rentals today." 

Tacy also emphasized tact and 
self -control, noting that if a custom- 
er wants to return a $30 movie - 
whether the store maintains the re- 
turn is justified or not -it's a worth- 
while gesture: "It's worth $30 to not 
lose that customer and his friends." 

In their sessions, franchisees 
Potts and Smallwood also stressed 
the importance of creating a posi- 
tive store atmosphere through 
training. "We've got an asset we've 
overlooked in the store, a real valu- 
able asset -our employees," said 
Potts. Both he and Smallwood 
stressed that constant evaluation of 
the employee's performance is an 
important part of that training. 
Potts said he keeps tabs on such ac- 
complishments as number of in- 
voices per customer and the aver- 
age dollar invoice. Smallwood's wife 
Shirley developed a point system to 
reward such goals as rental turns 
and blank tape sales. He also en- 
couraged constant quizzing of sales 
clerks on such details as proper Ad- 
ventureland procedures, details 
about movies, and promotional 
strategies. 

Another key to maintaining a 
store's positive image, said Small- 
wood, is to keep complaints away 
from the salesfloor. "If you've got a 
problem with Adventureland, gripe 
'up.' Don't gripe 'down.' Shield your 
employees from complaints." 

LISA SLIWA HELPS WOMEN 
TURN FROM VICTIMS TO VICTORS. 

She's a high- fashion model by day, a Guardian 
Angel 3y night. Here -her no-nonsense tips on 
how to recognize and respond to the dange's 
all worsen face. A practical, instructional and 

© 1986 Vesbon Video 
1011 High Ridge Road 
P.O. Box 4000 
Stamford, CT 06907 

informative home video special that can help 
women regain control of their lives by boosting 
self- confidence with knowledge that can save 
lives! 

NATIONAL RELEASE DATE: May 28, 1986 
VHS: VA1037; Beta: VB1037; 60 Minutes. 

Creative Marketing Company of the Year 
(as voted by the readers of VIDEO INSIDER) 
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Sima's "Video TitleTabs" kit, index, and optional expansion sets make it easy 
for video enthusiasts to organize their tape libraries. 

Video Plus 
A biweekly column spotlighting 
new video products and accesso- 
ries. Vendors introducing such 
products may forward informa- 
tion and promotional literature 
to Edward Morris, Billboard, P.O. 
Box 24970 Nashville, Tenn. 37202 

Sima Products (312/286 -2333) is 
offering a videotape labeling sys- 
tem called "Video TitleTabs." The 
set's grey vinyl tab pockets stick to 
the spine of each tape carton. Own- 
ers can enter identification informa- 
tion on disposable paper tabs that 
can be slipped in and out of the 
pockets. Two sets of adhesive num- 
bers are included with the Title - 
Tabs, one for the carton and the oth- 
er for the corresponding videotape. 

Suggested to retail at $9.95, the 
kit contains 20 adhesive vinyl tab 
pockets, a pad of 80 disposable Title - 
Tabs, two sets of adhesive numerals 
from 1 to 20, a videotape index, and 
a pen. Two expansion kits are also 
available: one retailing for $1.49 of- 
fers adhesive number sets from 21 
through 100; the other contains ex- 
tra pockets and tabs, for $3.95. 

"The Artisan Collection" of home 
entertainment furniture from Bush 
Industries (800/228 -2874; 800/248- 
2874 in New York) includes a home 
entertainment center, two video 
cabinets, a TV /VCR cart, and a TV 
cart, with suggested retail prices on 
these items ranging from $79.95 for 

the TV cart to $399.95 for the enter- 
tainment center. The pieces are 
characterized by rounded edges, 
hand -stained and chiseled accent 
lines, and silk screen patterns on 
the glass doors. The units are made 
of oak solids and laminates. 

AOC International (816/842- 
7060) has introduced its Model 
C9163M, a 19 -inch color television 
set housed in a cube -shaped ebony 
cabinet to give it a high -tech, moni- 
tor -style look. Its features include 
on- screen channel and time display 
and tuning to 139 channels. It also 
offers random access tuning and re- 
mote control with pads for power, 
volume, channel, mute mode, time, 
and numerical keys (0 -9). Retail 
price is $395. AOC has 13 -inch and 
25 -inch models available, too. 

Tyro VCR owners are the pri- 
mary consumer target for a Scotch 
VCR Kit from 3M (612/733- 1110). 
The $29.95 collection includes a 
Scotch EG VHS T -120 video- 
cassette; a Scotch VHS headclean- 
ing videocassette; one roll of Scotch 
relabel tape (for changing titles on 
videocassettes and magnetic media 
boxes); a VHS VCR dustcover that 
fits all table -top models; and a stor- 
age box that holds six VHS video- 
cassettes. Included in the starter kit 
are "Instant Savings Checks" cou- 
pons worth $10. 

Uncharted Sees 

125,000 - 150,000 175,000 200,000 

Congratulations Bob Mann. Automatic Golf - Certified 
Platinum 174,000 Units Sold. (Records available for 
audit to any authorized charting organization.) Coming 
soon: Bob Mann's "Instant Karate" 
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TOP VIDEOCASSETTES,ALS 
Compiled from a national sample of retail store rental reports. 

Copyright Owner, 
Distributor, Catalog Number 

Principal 
Performers 

á Ó 
:112 
> K 

1 1 7 RETURN OF THE JEDI CBS -Fox Video 1478 Mark Hamill 
Harrison Ford 

1983 PG 

2 3 6 SILVERADO RCA /Columbia Pictures Home Video 6- Kevin Kline 
20567 Scott Glenn 

1985 PG -13 

3 2 13 PRIZZI'S HONOR ABC Motion Pictures Jack Nicholson 
Vestron 5106 Kathleen Turner 1985 R 

4 8 3 THE GOONIES Warner Bros. Inc. Sean Astin 
Warner Home Video 11474 Josh Brolin 

1985 PG 

5 5 6 PEE -WEE'S BIG ADVENTURE Warner Bros. Inc. Pee -Wee Herman 
Warner Home Video 11523 1985 PG 

6 4 11 RAMBO: FIRST BLOOD PART II A Thorn /EMI /HBO Video TVA3002 Sylvester Stallone 1985 R 

7 6 
NATIONAL LAMPOON'S EUROPEAN Warner Bros. Inc. Chevy Chase 
VACATION Warner Home Video 11521 Beverly D'Angelo 

1985 PG -13 

8 6 13 MASK Universal City Studios Cher 
MCA Dist. Corp. 80173 Sam Elliott 1985 PG -13 

9 17 2 COMMANDO CBS -Fox Video 1484 A. Schwarzenegger 
Rae Dawn Chong 

1985 R 

10 9 11 ST. ELMO'S FIRE RCA /Columbia Pictures Home Video 6- Rob Lowe 
20559 Demi Moore 1985 R 

11 16 2 FRIGHT NIGHT RCA /Columbia Pictures Home Video 6- Chris Sarandon 
20562 Roddy McDowall 

1985 R 

12 11 10 TEEN WOLF Atlantic Releasing Corp. Michael J. Fox 
Paramount Home Video 2350 1985 PG 

13 13 6 SUMMER RENTAL Paramount Pictures John Candy 
Paramount Home Video 6604 Richard Crenna 

1985 PG 

14 12 3 YEAR OF THE DRAGON MGM /UA Home Video 800713 Mickey Rourke 
John Lone 

1985 R 

15 10 9 WEIRD SCIENCE Universal City Studios Anthony Michael Hall 
MCA Dist. Corp. 80200 Kelly LeBrock 

1985 PG -13 

16 15 7 VOLUNTEERS Thorn /EMI /HBO Video TVA2983 Tom Hanks 
John Candy 

1985 R 

17 NEW SILVER BULLET Paramount Pictures Gary Busey 
Paramount Home Video 1827 Everett McGill 

1985 R 

18 18 6 REAL GENIUS Tri -Star Pictures Val Kilmer 
RCA /Columbia Home Video 6 -20568 Gabe Jarret 1985 PG 

19 14 12 MAD MAX BEYOND THUNDERDOME Warner Bros. Inc. Mel Gibson 
Warner Home Video 11519 Tina Turner 1985 PG -13 

20 NEW KISS OF THE SPIDER WOMAN Island Alive Releasing William Hurt 
Charter Entertainment 90001 Raul Julia 

1985 R 

21 35 3 BETTER OFF DEAD Key Video 7083 John Cusack 
Amanda Wyss 

1985 PG 

22 19 24 BEVERLY HILLS COP 
Paramount Pictures Eddie Murphy Paramount Home Video 1134 1985 R 

23 22 16 PALE RIDER Warner Bros. Inc. 
Clint Eastwood 

Warner Home Video 11475 1985 R 

24 20 20 GREMLINS Warner Bros. Inc. Zach Galligan 
Warner Home Video 11388 Phoebe Cates 1984 PG 

25 27 2 THE BRIDE RCA /Columbia Pictures Home Video 6- Sting 
20569 Jennifer Beals 1985 PG -13 

26 NEW COMPROMISING POSITIONS Paramount Pictures Susan Sarandon 
Paramount Home Video 1928 Raul Julia 1985 R 

27 26 2 RE- ANIMATOR Empire Pictures Jeffrey Combs 
Vestron 5114 Bruce Abbott 1985 NR 

28 24 25 GHOSTBUSTERS RCA /Columbia Pictures Home Video 6- Bill Murray 
20413 Dan Aykroyd 1984 PG 

29 25 29 AMADEUS Thorn /EMI /HBO Video TVA2997 Tom Hulce 
F. Murray Abraham 1984 PG 

30 21 11 MY SCIENCE PROJECT Touchstone Films John Stockwell 
Touchstone Home Video 360 Danielle von Zerneck 

1985 PG 

31 28 2 PLENTY Thorn /EMI /HBO Video TVA3394 Meryl Streep 
Sting 1985 R 

32 29 21 THE EMERALD FOREST Embassy Pictures Powers Boothe Embassy Home Entertainment 2179 1985 R 

33 31 29 THE BREAKFAST CLUB Universal City Studios Molly Ringwald 
MCA Dist. Corp. 80167 Anthony Michael Hall 

1985 R 

34 23 18 FLETCH Universal City Studios Chevy Chase 
MCA Dist. Corp. 80190 1985 PG 

35 30 9 CREATOR Thorn /EMI /HBO Video TVA2999 Peter O'Toole 
Marie) Hemingway 

1985 R 

36 32 9 THE MAN WITH ONE RED SHOE CBS -Fox Video 1477 Tom Hanks 1985 PG 

37 33 22 BREWSTER'S MILLIONS Universal City Studios Richard Pryor 
MCA Dist. Corp. 80194 John Candy 

1985 PG 

38 34 2 TRANSYLVANIA 6 -5000 New World Pictures Jeff Goldblum 
New World Video 8515 Ed Begley Jr. 1985 PG 

39 37 8 THE COCA -COLA KID Film Gallery Eric Roberts Vestron 5099 1985 R 

40 38 14 BERRY GORDY'S THE LAST DRAGON CBS -Fox Video 6294 Tairnak 
Vanity 1985 PG -13 

Recording ndustry 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). RIAA platinum certification for theatrical fi ms, sales of 
150,000 uni s 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. cert'fication for 
gross label revenue of $1 million after returns or stock balancing. 
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MINN. ADULT BROUHAHA 
(Continued from page 42) 

nience stores that the company 
racks. 

Of the distinction made in the 
convenience stores, Deering says, 
"It's a situation where we put in 
200 titles, the top 40 plus toss -ins 
in very small towns. Two of the 
towns said they would prefer not 
having adult and we went along 
with it." 

The Deerings are still irritated 
over the whole brouhaha. At one 
point, they got involved in an orga- 
nization formed last October 
called Citizens Against Big Broth- 
er (CABB), which the Deerings 
say had the backing of the Video 
Software Dealers Assn. 

The issue in Wilmar led to a se- 
ries of stories by John Horning, 
night desk reporter at the West 
Central Tribune. Horning says 
that the Deerings have now pulled 
out and there are no prosecutions 
pending, but the issue is still in 
limbo. 

Deering says he left Wilmar as 
a result of yet another situation. 
"We pulled out April 2. It was a 
case of not being able to negotiate 
a new lease in the mall. I don't 
think the adult issue had anything 
to do with it," he says. 

Linda Deering estimates that 
during the controversy the couple 
received 60 letters from church 
members in Wilmar, "basically 
form letters -all worded alike." 

John Deering says if the pro- 
testing church people in Wilmar 
ever came and talked to him, "it 
would have been different. In- 
stead, the first thing we saw was 
this letter from the county attor- 
ney. Everything escalated." 

In one editorial opinion, Linda 
voiced a concern widely held by 
video store operators. "The issue 
is not `porn' -it is censorship." 
She asserts `G- to -R' rated video- 
cassettes have also been targeted. 
Even the public service oriented 
"Strong Kids, Safe Kids," a video 
that seeks to address the national 
problem of missing children, has 
been singled out for the inclusion 
of frank material, she notes. 

At least things have calmed 
somewhat for the Deerings. The 
company has a total payroll of 22, 
and stores are up to around 4,000 
total titles in company -owned out- 
lets. 

A key to success from the begin- 
ning has been computerization. 
Says John Deering, "We have 
IBM. Linda is the computer wiz- 
ard. We have to have it for inven- 
tory control. We know by the 10th 
of the month how each title and 
each piece of a title did the previ- 
ous month." 

Still, it's tough going. Deering 
mentions the basic static popula- 
tion growth. "We won a Disney 
award and they bragged on us be- 
ing the most successful video 
store in a cornfield. In Minneapolis 
there's 20,000 people per square 
mile. Out here you have to go a 
mile to find someone." 

The award was for a public rela- 
tions effort involving Disney's 
anti -child abuse title "Too Smart 
For Strangers." Says Deering, 
"We took it around to community 
centers and had showings. We 
have never sold a copy. It's always 
been free to our customers." 

A fist -ru,, five story 
anti clogycomes to you 
in the spine- tingling 
tradition of the Twilight 
Zone, Amazing Stories, 
and Alfred Hitchcock 
Presents. 

With Vin =ent Price 

Join Vincent Price 

On A Suspense Filled Journey 
. To The Supernatural, 

X 

4 

x 

Five Original Stones In The Tradition 

Of Amazing Stories. The Twilight Zone 
And Alfred Hitchcock Presents 

PRISM 

X 

Wational Release Date: June 10,1986 

BILLBOARD APRIL 26, 1986 45 

www.americanradiohistory.com

www.americanradiohistory.com


:XPANDECI 
Cr3vH 

SSUE DATE 13 
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ISSUE CLO 

IN THIS ISSUE: 

BES% 
SVE! 

BILLBOARD'S WEEKLY COVERAGE 
of video, accessories and blank 
tape 

INTRODUCING A NEW CONCEPT: 
HARDWARE AND ITS IMPACT ON SOFTWARE: 

Survey of the best VCR, CAMCORDER 
and 8 MILLIMETER manufacturers in the 
business 
The latest on the COMPACT DISC revolution 
The impact of "crossover" hardware and 
software retailers to encourage "crossover" 
purchases 

EXTRA 

Overview of the industry by Aaron Neretin, 
consumer electronics columnist and 
Billboard's newest expert columnist 

NEW HARDWARE COVERAGE TO 1NCREA 

BONUS 
DISTRIBUTION 

To attendees at CES, June 1 -4, Chicago 

To 5,000 major hardware dealers 
throughout the country 

FOR ADVERTISING DETAILS CONTACT 

Eugene T. Smith 
Associate Publisher (212) 764 -7356 

IN NEW YORK 
Ron Willman (212) 764 -7350 
Norm Berkowitz (212) 764 -7330 
Grace Whitney -Kolins (212) 764 -7352 

IN LOS ANGELES 
Mickey Grennan (213) 859 -5313 
Christine Matuchek (213) 859 -5344 

IN NASHVILLE 
John McCartney (615) 748-8145 

E SOFTWARE SALES! 
www.americanradiohistory.com

www.americanradiohistory.com


In the 1930s "Twice As Much For A Nickel" was 
heard on a million jukeboxes across the country, 
underscoring ai ad campaign for a soft drink 

company in much the same way "I'd Like To Teach The 
World To Sing" would for a competitor in the '60s. The 
arrival of the '80s set the stage for Michael Jackson 
and Julio Iglesias to sing the praises of colas on radio, 
television and in concert, indicating the start of a very 

By ANCIL DAVIS 

lucrative marriage between the mus c industry and 
Madison Avenue. 

It was a courtship no one in either camp could have 
predicted. Music had established itself with the rock 
generation as an integral part of the cDunterculture, a 

movement viewed skeptically b/ the advertising com- 
munity. On the other hand, tl-e music business wanted 
the massive exposure Madison Avenue offered, but 

was afraid of being branded "commercial" by its re- 

be lious supporters. 
This atmosphere was destined to change because of 

several factors that carne into play in the ate '70s. 
The first was the record industry slump, which saw 
devastating cutbacks for concert touring. Another was 
the gradual shift in audience demographics, which led 

(Continued on page C -10) 
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Image Association And Obligations 
Top Priorities 
Artists And Managers Weigh 

æ And Losses Five Years 
!After First Wave Of Sponsorship 

By MELINDA NEWMAN 

hen corporate sponsorship first reared 
its head with the 1981 marriage between 
the Rolling Stones and Jovan, for better 

or worse, touring was never to be the same. Rock and 
roll and Madison Avenue openly embraced as they 
signed on the dotted line. 

Five years later the first wave of corporate sponsor- 
ship is over. Many sponsors who jumped in without 
fully testing the waters have pulled back while others 
continue to take the plunge. Several artists have man- 
aged to cash in without selling out whereas others 
have routinely shunned sponsorship no matter how 
much money was offered, fearing a loss of control and 
credibility. 

"Lionel Richie says you are who you hug," says his 
manager Ken Kragen, who organized Richie's affili- 
ation with Pepsi. "If you're getting into bed with a 

sponsor, you better be sure it's a bed you want to 
sleep in." 

Such is the rule for most artists. Though money is a 

factor, a product's image and the act's obligations are 

Right: Thompson Twins' 
recent North American 
tour was sponsored by 

Swatch Watch U.S.A. Be- 
low: Ricky Skaggs for 

Marlboro. 

the two top priorities, according to artists and manag- 
ers. We were looking for as little, or no, obligation as 

Melinda Newman is a Chicago -based reporter for 
Amusement Business. 

possible," says Foreigner manager Bud Prager. "It's 
easy to say yes to a lot when they hand you a big check 
at the front of the tour; it's not that easy night after 

'It's not like the entertainment 
business has an understand - 
ing of Corporate America 
either. A deal is not good if 
it's one way and we have to 
make sure the deal pays off 
for the sponsor. You have to 
have a really strong appre- 
ciation of their marketing 
strategy.' 

The 
Chevy Super 
Tour '86 features Alabama and 
the Pointer Sisters (on separate tours). 
With Alabama is Chevy's Steve McAvoy. 
night." After turning down several more lucrative of- 
fers, Foreigner accepted a six -figure amount from 
Westwood One and Coke and Sprite. Ultimately, the 
arrangement was so satisfying that Foreigner's Rick 
Wills is now a talent consultant for Westwood One. 

No amount of money in the world is enough to 
prostitute ourselves for," says ZZ Top manager Bill 
Ham. After touring with Schlitz in 1984, the Texas 
band is currently without corporate backing, although 
Ham expects to have a sponsor by the time the tour 
ends in 1987. "We were looking for an exorbitant 
deal," he says, "and many companies haven't been in 

the position to come up with what we were asking for. 
(Continued on page C -7) 

Increased Sales No Quick Measure 
of Success 
Sponsors Track Trail Of Intangible 
Benefits From Product 
Enhancement To Stronger 
Local /National Promotions 

H 
By MOIRA McCORMICK 

ow does a corporate sponsor determine 
whether or not its link with a pop artist is giv- 
ing it a return on its sizeable monetary invest- 

ment? 
There really aren't any concrete methods by which 

sponsorship's effectiveness can be measured. Most 
companies involved in music partnerships deem them 
successful, but admit that trying to calculate that suc- 
cess in terms of increased sales is futile. 

Those who do find tour /venue /concert series spon- 
sorship worthwhile often view benefits in terms of in- 
tangibles: brand awareness, media exposure, position- 
ing, general image enhancement. Says Charlene Curry, 
national advertising manager of Pontiac, whose Fiero 
model sponsored Hall & Oates' tour last year, "Obvi- 
ously, people who go to concerts aren't all in the car- 

Moira McCormick is Billboard's correspondent in Chi- 
cago. 

buying market. But hopefully, we established a consid- 
eration level; a connection was made that might pay 
off down the road. 

"We do track our overall image," Curry adds, "and 
that image has improved over the last three years. We 
feel the Hall & Oates sponsorship had something to do 
with it." 

"We've done pre- and post- concert research, and 
found that attitudinal changes are positive," contends 
Mike Jaeger, brand director for Stroh's and Stroh's 
Light (Stroh's owns Schlitz, which sponsored the 
Who's farewell tour in 1982 and ZZ Top's subsequent 
tour). "But we can't say if that results in sales. In our 
opinion, the two to three weeks of promotion sur- 
rounding a date is more effective than the date itself. 
The concert audience is fairly confined, and doesn't 
like patronization of advertising media." 

Apart from product enhancement, many companies 
see corporate sponsorship as a valuable opportunity 
to draw local branches into a national promotion. 

(Continued on page C -7) 
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ROCK R LITTLE TOUR '86 

From the radio to the rood: The Westwood 
One Rodi 3 Networks and Sun Country 

Cooler proudly announce the co -spon- 
sorship o` Stevie Nicks' 1986 U.S. Tour. 
With the kickoff concert set for Friday, 

April 11 in Houston, Texas, 
Westwood One will be on hand 
throughout providing unprece- 
dented tour support, including 

special tour updates plus on 
hour -long music and inter- 

view profile of Stevie Nicks to 
be mode available to rodio 

stations on a city-by -city 
basis prior to each con- 
cert. As the only major 
broadcast medium to 

sponsor major rock 
tours, Westwood One 

brings together the ele- 
ments needed to 

maximize and enhance 
national network 

media advertising - 
rodio, advertisers and 

touring artists. For inno- 
vation and entertain- 

ment, it's Westwood 
One...and only! 
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Over 70,000 attended the FarmAid concert. 

`Live Aid, FarmAid, 
Hands Across 
America 
Superevents 
And Mega- 
Audiences 

By HILLARY CLAY HICKS 

orporate sponsorships of live music events are 
nothing new. But in the last year, a new phenom- 
enon has come upon the scene that has rede- 

fined the meaning of sponsorship by introducing ele- 
ments of national and even global public service and 
instantaneous, simultaneous communication to hun- 
dreds of millions of people. 

It has not even been a year since July 13, 1985 
when Live Aid was viewed around the globe, the most 
ambitious telethon in history, a who's who of musical 
entertainment performing in stadiums in England and 
the U.S., raising ultimately in excess of $100 million. 
Although the cost of production was enormous, corpo- 
rate sponsorships defrayed all expenses permitting 
100% of the monies raised to go to African relief. 

"Communications will never be the same," says Zoe 
Miller, financial operations manager of the Live Aid 
Foundation. "The sponsorships secured by Mike 
Mitchell of World Wide Sports and Entertainment in- 
troduced many corporations to sponsorship for the 
first time in first -class fashion. Their tremendous fi- 
nancial support enabled us to reach a broader audi- 
ence, and they also provided many useful services." 

Live Aid's major sponsor- Pepsi -Cola, AT &T, Kodak 
and Chevrolet -all contributed cash amounts in the 
high six figures to underwrite production costs. In -kind 
donors (that's charity lingo for gifts of services) in- 
cluded Laventhal & Horwath accountants, the Bank of 

'Communications will never 
be the same: 

America, Hughes Telecommunications, Group W Sat- 
ellite Communications, and others. 

"It doesn't take a genius to know that we should 

Hillary Clay Hicks is a freelance writer based in Bur- 
bank, Calif. 

help those less fortunate than ourselves," says Ken 
Ross, chief spokesman for Pepsi -Cola U.S.A. "We 
chose not to exploit our involvement because we felt 
world hunger was an issue that demanded attention." 
Pepsi's advertising time on the Live Aid broadcasts 
(MTV /ABC -TV and some 150 stations via ad -hoc net- 
work) was used to air a special public service spot, in 

which Pepsi president Roger Enrico pleaded for contri- 
(Continued on page C -9) 

Clearer Guidelines Open New 
Channel Of Opportunity 
Corporate -Sponsored Music 
Videos: Still Searching For An 
Artful Balance Of Music And Sell 

By ETHLIE ANN VARE 

orporate sponsorship of music videos, although 
less established than corporate sponsorship of 
concert tours, stems from the same marriage of 

necessity and invention. Videos are getting too expen- 
sive for bands to handle, and advertisers need new 
ways to reach the public. 

"People have become immune to being bombarded 
with tv commercials," says Jane Yusko, account exec- 
utive at New York's Rockbill. "They zap right through 
them on their VCRs. They have to be reached in other 
ways." One of those ways is through music video. 

The concept of using music video to subtly sell prod- 
uct is not new: not only are music videos a sales tool 
for records and tapes in the first place, but they have 
been successfully used to sell movie tickets. Putting 
products into music videos began very much like prod- 
uct placement in feature films, a long accepted prac- 
tice. 

"Four years ago, we were working with beer compa- 
nies, getting product placement in music videos," says 
Jay Coleman, presdient of Rockbill. "MTV was rather 
lax: if we provided beer for a shoot and a few thousand 
dollars in production subsidy, the beer can would pop 
up occasionally. We had Bud visibility in Huey Lewis 

and artists, not soda pop." 
The Parallax production of an original Barbara Hyde 

song that featured Coca -Cola's line of clothing may 
have turned out to be something of a dead -end in cor- 

'The music industry could not, 
should not expect simply to 
receive money from these cor- 
porations without expecting 
their creative involvement in 
the project. Both sides have 
to learn to understand each 
other quite a bit more than 
they do now.' 

The Charlie Daniels Band has signed a tour 
sponsorship pact with Goodmark Foods 

Inc., makers .of Slim Jim meat 
snacks. 

The Commodores in Chicago for WLS -FM 
and Budweiser. (Photo: Paul Natkin). 

and .38 Special, Miller in Triumph." Soon, MTV and 
other major outlets realized that their commercial 
time was worth more than that. Corporations had to 
become more careful in their use of music video. 

"I worked one of the first corporate- sponsored vid- 
eos that I know of," says video marketing representa- 
tive Celia Hirschman, of Los Angeles -based Vis- Ability. 
"That was Coca -Cola /Murjani, and I have worked a 

couple since then. But it's my aim to promote music 

Ethlie Ann Vare is a freelance writer based in Los An- 
geles. 

porate video- because the artist was unknown, the 
clip got little airplay. 

"1 didn't use the Coca -Cola clip, but it wasn't turned 
down because of sponsorship," says pool programmer 
Roberta Perry, of El Segundo's ET Video. "It was a pro- 
gramming choice because it wasn't a recognizable art- 
ist. I didn't use the Louise Mandrell /RC Cola clip be- 

cause we're not into country. But we just used 
Shannon/ Pepsi, and we will use Mr. Mister next 
month." 

The Pepsi Cola sponsorship of Atlantic artist Shan- 
non's "Stop The Noise" was a unique video sponsor- 
ship, and may point to the future of this synthesis. 
Pepsi and the 117- location restaurant chain Black An- 

(Continued on page C -9) 

C -4 BILLBOARD APRIL 26, 1986 

www.americanradiohistory.com

www.americanradiohistory.com


COURSE DESCRIPTION: 
Target Marketing 

Through 
Contemporary Music 

INSTRUCTOR: 
Rockbill, Inc. 

LOCATIONS: 
NewYork, Toronto, 
London, Melbourne 

Rockbill, Inc. is the marketing, merchan- 
dising and publishing company that pio- 
neered the concept of linking national 
advertisers with the broad spectrum of 
contemporary music. From tour spon- 
sorship and artist endorsements, to li- 
censed premiums and entertainment 
publishing, Rockbill is the acknowl- 
edged leader in international music 
marketing. 

Since 1976, Rockbill has helped over 100 

major corporations meet their marketing 
objectives through contemporary music. 
Beginning with the ground- breaking 
Jovan /Rolling Stones tour sponsorship in 
1981, to Pepsi's recent links with Michael 
Jackson, Lionel Richie, and Tina Rimer, 
to worldwide corporate sponsorship of 
Live Aid, Rockbill has consistently con- 
ceived and executed the most dynamic 
and successful programs in music 
marketing. 

Rockbill's publishing division -Rave 
Communications, Inc -has grown to 
encompass America's leading new - 
music publication, "RockBill" magazine, 
read by over 3,000,000 young adults 
every month, and a Live Concert Net- 
work of program publications for several 
of the country's most prestigious venues 
including New York's Radio City Music 
Hall and the Universal Amphitheatre in 
Los Angeles. 

Innovative music marketing programs 
have kept Rockbill on the leading edge 
of lifestyle and event marketing. Rock - 
bill's programs get results because music 
sells -and at Rockbill, music is the 
medium. 
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Bigger The Contest, Larger The Return 

Radio Sponsorship: Major 
Promotions Keep Clients and 
Call Letters On The Air 

By RON BERGIN 

s sponsorship has matured as a marketing ve- 
hicle in the '80s, a developing trend in the 
past two or three years has been an increas- 

ing interest on the part of major corporations to be- 
come involved with popular radio stations as sponsors 
of major promotions. 

The reasons for the evolution of radio promotion as 
yet another vehicle for sponsorship are very basic and 
natural; radio has well defined demographics, a clearly 
identified target audience, and ratings which indicate 

Left: An album of 
Miller Rock Net- 
work bands. Be- 
low: Rock band 

Mariilion re- 
ceives a special 

gold disk for 
Harp Beat 
tour, spon- 

sored by the 
brewery's Si- 

mon Malla 
lieu. 

reach and potential impact. For these reasons, mar- 
keters of products ranging from soft drinks, beer, 
jeans, and automobiles are easily able to determine 
which stations, through tie -ins with major promotional 
campaigns, will be most appropriate to deliver their 
marketing messages. Moreover, a major radio tie -in in 

a designated market is a logical extension of a spon- 

'Corporate sponsorship of 
radio has a distinct advan- 
tage over other forms of 
sponsorship in that radio is 
one of the easiest mediums to 
tie -in with because of its built - 
in promotional ability.' 

sor's overall marketing mix and strategy and can aid a 

corporation that is having difficulty making its pres- 
ence known in that market, fighting heavy competi- 
tion, introducing a new brand or product, or simply 
wanting to reinforce an already strong position. 

Ron Bergin is a freelance writer based in Chicago spe- 
cializing in sponsorship and special events. 

Radio stations, seeking to attract a greater audi- 
ence, create goodwill and public relations, and gener- 
ate publicity, are finding that with regard to promo- 
tions, bigger is better. By having some or all of the cost 
of certain promotional programs underwritten by a 

corporate sponsor, a station is able to devote more of 
its efforts to larger and more elaborate promotions 
than they might otherwise be able to afford. This of 
course will attract listeners, garner publicity, and help 
eliminate the clutter of doing many small promotions, 
enabling each to be of a higher quality and therefore 
have greater impact. Besides defraying the cost of 
large promotions, corporate dollars also permit better 
merchandising and advertising of promotional pro- 
grams through bumper stickers, posters, premium 
giveaways, billboards, and print ads which yield addi- 
tional exposure for both the station and sponsor. 

In addition to exposure, sponsors are attracted by 
the positive association resulting from a tie -in with a 

popular contest. Each time the sponsor's name is 

mentioned during the promotion of a particular give- 
away or event, i.e., "KIMN Denver Skyfire '85, brought 
to you by Kentucky Fried Chicken and Coke" -their 
name and image are enhanced by being associated 
with a fun and exciting activity. 

Not only does sponsoring a major -radio promotion 

Feargal Sharkey's 
'86 tour is spon- 
sored by Swatch. 

achieve corporate goals of visibility, positive associa- 
tion and image enhancement, but it's also a good deal. 
Most sponsors receive, at the very least, an equal 
amount of promotional tie -in. In addition to their regu- 
lar commercial buys, a bonus of promotional mentions 
results from the frequency in which major contests 
and giveaways are promoted. According to Jack Quig- 
ley, promotion director of WMMR Philadelphia, some 
of the promotions he's run, such as "The Morning Zoo 
From London" in association with Moosehead and 
TWA, have generated a return of four or five -to -one for 
the sponsor's investment. 

Corporate sponsorship of radio promotions also 
provides an advertiser a means by which to penetrate 
a station that is effectively sold out. That is, a spon- 

Radio City Music Hall Productions recently hosted 
corporate sponsorship partners in N.Y Attending the 
first -time gathering at the Westin Plaza were repre- 
sentatives from General Foods brands Maxwell 
House and Entenmann's, the Westin Plaza, Chevrolet, 
Coca -Cola, Fuji, American Airlines, and L'Eggs. 

sored promotion may not necessarily be tied to a corn- 
mercial buy, allowing a sponsor to achieve on -air 
awareness for its product and make its presence 
known on that station by underwriting a contest, trip, 
or other special event. Also, because there is little or 
no commercial airtime available to sell at some sta- 
tions, sponsored promotions become an additional 
method of generating revenue for the station. 

In an effort to create goodwill and public relations 
within their communities, many stations, using nation- 
al sponsors, stage promotional events to raise money 
for local or national charities. KZEW Dallas, with 
Coors, runs an annual "Downtown Beach Party" to 
benefit the Muscular Dystrophy Assn. Admission to 
the party is $1 or a bucket of sand, and last year 
raised $30,000; the sand was donated to help im- 
prove beaches at local lakes. 

Unique promotional opportunities occasionally arise 
also, resulting in special benefits for both the sponsor 
and radio station. WXRT Chicago has presented pro- 
gramming featuring local blues artists recorded live in 

various showcase rooms throughout the city, the cost 
of which was underwritten by Budweiser. The "Bud- 
weiser Showdown Talent Search," a contest run in sev- 
eral markets across the country, similarly enables the 
sponsor to reach audiences at the grassroots level. 

Both sponsor and radio station, of course, are in 

(Continued on page C -11) 

Billboard Forms Special 
Marketing Wing 

Billboard's Entertainment Marketing Group has 
been formed to develop consumer publishing 
and promotion. 

"More and more consumer advertisers are using 
music as a marketing and promotion tool. Since Bill- 
board is the leading voice of the music industry, we 
feel it is a natural association to offer the company's 
music expertise to marketers trying to reach consu- 
mers," says Joe Mangione, who heads the group. 

The first three projects for the group are: a con- 
trolled circulation collegiate publication; pursuing sin- 
gle sponsor magazine opportunities; and music pro- 
motion. 

Mangione, formerly vice president of promotion for 
Playboy, is based in Billboard's New York office. 
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MANAGERS 
(Continued from page C -2) 

The ones that have been willing to meet our prices, we 
haven't been interested in because of the image." 

That image association remains all important when 
finding the perfect match because even if the artist 
isn't featured in advertising for the product, most con- 
certgoers assume there's an implied endorsement. "A 
soft drink is fine, a beer company one has to think 
about, and cigarettes are definitely out," says Arnold 
Stiefel, Rod Stewart's manager. For some artists, even 
beer -sponsored venue ads are taboo. According to 
Amy Grant's manager, Dan Harrell, Grant's name 
could not appear in direct conjunction with an alcohol 
or tobacco -sponsored ad. 

"When Coke came to us we knew we were looking 
for someone with a beautiful reputation and image," 
says Ray Rodriguez, Julio Iglesias's manager. "With 
Coke's worldwide appeal, it was obvious that's who we 
should have." The Coke deal, for around $30 million, 
includes tour support for three years and commercials 
featuring Iglesias swilling the soft drink. 

In addition to product affiliation, the artist's obliga- 
tion is also a factor. Standard duties include supplying 
the sponsor with a limited number of tickets per show, 
signage somewhere in the facility and on the ticket, 
and, when possible, hospitality suites for local dealers, 
bottlers and distributors. 

Whether obligated contractually to attend parties or 
fueled out of their own desire to meet those associated 
with their sponsor, most artists find the hospitality 
suites a small price to pay. "It's only a matter of cour- 
tesy and good taste," says Alabama's bass player Ted- 
dy Gentry. Although the band's upcoming sponsorship 
deal with Chevy doesn't require the group to put in ap- 
pearances at dealer parties, he adds that Alabama vol- 
unteered to attend. 

"Sometimes it's a drag to go into a room full of con- 
test winners and distributors before a show, but Rod 
did it out of commitment to Canada Dry," Stiefel says. 

The list of obligatory duties becomes grayer after 
the standard requirements. Some artists flatly refuse 
to do anything that resembles product endorsement, 
while others have no such qualms. Pepsi has routinely 
featured its artists in commercials, something some 
acts would not do. "I'm always appalled to hear new 
lyrics to an old favorite," Steifel says. "Rod would not 
do commercials for a product." 

"If we put Lionel's Pepsi commercials on a scale, the 
weight would definitely tip in favor of him doing them," 
Kragen says. "There's no doubt that it took off a little 
of his creative edge, but it broadened his audience 
widely. He's always ranked very, very highly with the 
older age group, but these commercials really got the 
younger audience." Richie and Kragen are currently 
deciding who, if anyone, will sponsor the singer's up- 
coming tour. "There's a split vote," Kragen says. "On 
one hand, it's found money. On the other hand, does 
Lionel need it? Definitely not. Is what we're giving up 
worth it? He's trying very hard to be recognized as the 
creative force that he is and we wouldn't want to do 
anything to undermine that." 

Other artists haven't felt a conflict in extending the 
sponsorship to include commercials. With the multi- 
million Beach Boys /Sunkist affiliation, which begins 
May 19, the group will record "Good Vibrations," the 
long -time Sunkist theme, for upcoming soft drink com- 
mercials. In addition, a one -minute slide presentation 
featuring a sun and a person drinking a glass of Sun- 
kist will kick off each of the 80 sponsored dates. 

"This is the perfect marriage," says Beach Boys 
manager Tom Hulett. "The only compromise we're 
making is that we're doing 80% of our dates in four 
and a half months to better accomodate Sunkist's 
peak selling times." 

Whatever the obligations, few artists have found 
them so rigorous or distasteful as to make the spon- 
sorship unworthwhile. At the very least, corporate un- 
derwriting enhanced the tour through advertising dol- 
lars or through paying start up costs. "Corporate 

sponsorship is very valuable in that it allows the act 
not to dip into his own finances to fund start up costs, 
such as the stage," Stiefel says. 

"If we didn't have a sponsor, we couldn't go into 
some secondary markets because we'd lose money," 
says Gentry. "It's very expensive to keep a crew all 
year round, work weekends and then go home for the 
rest of the week. We have to work between 150 and 
160 shows annually and sponsorship allows us to go 
into some places with our full production that we 
might not be able to play otherwise." 

On a smaller level, corporate sponsorship assists 
breaking bands in attaining national recognition. Miller 
Beer underwrites 16 fledgling bands, such as the Del 
Fuegos, the Rangehoods and others through advertis- 
ing, posters and other means. In return, the acts men- 
tion Miller on stage during their more than 150 annual 
dates. Several have also done television or print ads 
for the brewery. 

After several years of boardroom talks and back- 
stage parties, corporate America and the music indus- 
try have yet to fully understand each other. "When two 
entities come together with no common goal, they 
tend to bump heads," Stiefel says. "We got through 
the Canada Dry deal and it was pretty good, but it was 
difficult because our interests were so different. Rod 
was interested in pleasing the fans and Canada Dry 
was interested in having their key bottlers meet Rod." 

"(Westwood One president) Norm Pattiz was great; 
he honored anything that even remotely resembled an 
obligation to us," says Prager. However, most corpo- 
rate sponsors "don't know what touring is all about, 
and they don't even know after the tour is through," he 
continues. "All they know is that they've got a laminat- 
ed pass and an autograph for the kids." 

Because of the two parties' diverse interests, negoti- 
ations can take months. "It's not like the entertain- 
ment business has an understanding of corporate 
America either," Kragen says. "A deal is not good if it's 
one way, and we have to make sure the tour pays off 
for the sponsor. You have to have a really strong ap- 
preciation of their marketing strategy." 

As Kragen and other managers have found, that 
strategy differs from product to product and client to 
client. "With Lionel Richie, Pepsi was selling a product 
based on impulse buying. They're selling sugar and 
water, it's a product sold on image. 

"With Chrysler (which sponsored another Kragen 
client, Kenny Rogers), they're selling a $10,000 -to- 
$15,000 vehicle. That's a considered purchase. Peo- 
ple don't say, 'Oh Kenny drives a Dodge, let's get 
one,' " Kragen says. "It's a whole different game and 
it's much more complex and harder to track (than 
sales for an impulse item). You start giving away tick- 
ets at dealerships and car keys at concerts and gauge 
by the traffic if the car sales went up." 

Dealing with corporations often means miles of red 
tape. "What starts to happen is that everyone wants to 
be involved," Kragen says. "When the big companies 
start to turn on the intrastructure, they're used to ex- 
ploiting to the hilt and it takes an effort to work with 
them (and retain control" 

"That most difficult thing for us was to get the local 
bottlers to understand the sponsorship," Rodriguez 
says. "The distributors have to be brought on board 
and made to understand. This was fine -tuned as the 
tour went along by Coke and everything turned out 
great." 

While some of rock's bigger names, most notably 
Bruce Springsteen and John Cougar Mellencamp, 
have eshewed corporate dollars, other genres of music 
have been ignored by sponsors themselves. Though 
there are a few exceptions, both contemporary Chris- 
tian music and heavy metal acts have toured unassist- 
ed for years. 

Because of her growing recognizability in the pop 
market, Amy Grant had the biggest chance of attract- 
ing a sponsor for her 1986 tour. However, despite 
some offers, she's out without corporate backing. 

"I think it's nothing more than that the corporations 
don't understand the market," says Dan Harrell, who 
with Mike Blanton, manages Grant. "I don't think 

there's a fear of some religious connotation. A good 
reason contemporary Christian artists have gone un- 
sponsored is because not many of them draw huge 
crowds. When you're talking mass appeal, Amy is the 
only one bumping into that area." Harrell expects 
Grant to have a sponsor by her 1987 tour. 

If corporations don't openly admit not wanting to be 

affiliated with an overtly religious artist, they seldom 
hide their disdain for heavy metal artists. "A lot of it is 

attributable to what the PMRC has done," says Dio 
frontman Ronnie James Dio. "I think that these corpo- 
rate sponsors, who are really dealing with Middle 
America, feel it's going to be a black spot against their 
name if they give money to people like ourselves 
(whom they) cast aside as the dregs of humanity. 

"Besides, what are heavy metal kids going to buy? 
You have to find the right corporate sponsor. Who are 
you going to find? A marijuana sponsorship? A cocaine 
sponsorship? Beer would be appropriate, but most 
members of the audience are between 12 and 17. It 

seems like a two -edged sword and no matter which 
way you turn, it's going to cut your head off." The U.K. 
market, however, seems to be more receptive to spon- 
soring heavy metal, with Dio heading out for Harp la- 

ger this summer. 
Many parties predict that while corporate sponsor- 

ship will undoubtedly continue, companies will be- 
come more selective in their choices. "Major spon- 
sors, such as beer and automotive companies, are 
moving away from artists to venues," Hulett says. 
"This is going to become a real problem. There's no 

reason for a Budweiser, hypothetically, to sponsor a 

Willie Nelson if they've got the country covered 
through venue sponsorship." 

"As corporations become more selective, they'll fig- 
ure out even better ways to use artists. The associa- 
tions will get closer and corporate sponsors will devel- 
op a way to really make it pay off," Rodriguez says. 

Just as many potential sponsors may decline to en- 
ter the market, so may many artists. "The Rolling 
Stones and Jovan opened the door," says Kragen, 
"but Bruce Springsteen has closed it a little and some 
groups have pulled back." 

Despite the few holdouts on both sides, as most 
groups lineup sound and lighting companies for a tour, 
it's likely that a sponsor will appear on that checklist 
as well. "There are only so many seats in a venue and 
ticket prices haven't gone up as much as the other 
costs," says ZZ Top's Ham. "So if a band can pick up a 

couple of million dollars before the tour starts, who's 
to say they shouldn't." 

SPONSORS 
(Continued from page C -2) 

Such a corporation is Pepsi -Cola, whose multi-mil- 
lion dollar concert tour /TV commercial packages with 
the Jacksons, Lionel Richie and Tina Turner (whose 
commercials are airing overseas) are "ideal for tying 
in local bottlers, and thus increasing sales," says Ken 
Ross, chief spokesman for Pepsi -Cola USA. 

With aforementioned tours, according to Ross, "Lo- 
cal bottlers (of which there are 400 nationwide) were 
able to run promotions involving ticket and tour -mer- 
chandise giveaways." Regional bottlers also held re- 
ceptions on concert nights, allowing their employees 
to mingle and sometimes meet the touring artists. 

By sponsoring performers with multi -generational 
appeal such as the Jacksons, Richie and Turner, Ross 
says, Pepsi's target audience of 13 -34 was easily 
reached. "Sales have gone up," he says, "but (it's 
hard) to tell if that's directly related to the sponsor- 
ship. It has been important in terms of image -with 
20 different colas out there, it's imperative to sepa- 
rate yourself from the pack, and we feel we've done 
that through these efforts. 

"It's getting increasingly expensive to put tours on 
the road." Ross notes, "and tour sponsorships are not 
the right way to go for everyone. For us it is right, and a 

natural way for local bottlers to tie -in." 
(Continued on page C -8) 
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SPONSORS 
(Continued from page C -7) 

Coca -Cola involves local bottlers in many markets, 
not only via national concert tours (Duran Duran, For- 
eigner, Julio Iglesias), but through promoter sponsor- 
ships. In Dallas and Houston, for instance, local bot- 
tlers independently tie -in with Pace Concerts to 
sponsor concert series in those cities with different 
Coca -Cola brands. 

In Houston, it's the Sprite Concert Series; in Dallas 
it's the Cherry Coke Concert Series. 

Houston's program has been in place for a couple of 
years, but this is Dallas' first, according to Guy Thom- 
as of Dallas' Coca -Cola bottling plant. "We expect to 
sponsor 90% of Pace's shows here," he says, "which 
is 20 -30 this year. 

"National sponsorships are good," says Thomas, 
"but by the time a concert reaches your city, you don't 
have as much control as you do (with local concert se- 
ries). We're able to do so much more with local activi- 
ties on a regular basis -it's much more exposure than 
(simply ad dollars) could buy." 

Beer companies also maintain high profiles in re- 
gional concert series. Miller Brewing, in fact, eschews 
tour sponsorship altogether for their three- pronged 
program of venues, college concerts, and regional 
band sponsorship Miller Rock Network. "Venue spon- 

"If we didn't have a sponsor, 
we couldn't go into some sec- 
ondary markets because we'd 
lose money. It's very expen- 
sive to keep a crew all year 
round, work weekends and 
then go home for the rest of 
the week. We have to work 
between 150 and 160 shows 
annually and sponsorship 
allows us to go into some 
places with our full produc- 
tion that we might not be 
able to play otherwise:' 

sorhsip is very important," says Connie Woolpert, 
manager of young adult marketing for Miller, "be- 
cause it means consistent presence in the market. 
Tours are here one day and gone the next -it's hard 
for people to keep track of who's linked up with 
whom." 

Miller sponsors concerts at select facilites ("usually 
the market's prime venue ") in 15 cities year- round, in- 
cluding New York, Boston, Chicago, Los Angeles, and 
San Francisco. "With venue sponsorship," says Wool - 
pert, "you can capitalize on a whole mix of promotion- 
al goods, all of which ad up to consumer awareness 
and recall for the brand." 

Anheuser -Busch leaves tour linkups to its Michelob 
brand (which has gone on the road with Phil Collins 
and will sponsor upcoming jaunts by Genesis and Mike 
& the Mechanics), and concert series to Budweiser. 
Bud does sponsor national comedy tours, whose 21- 
and -over audience demographic is well suited to An- 
heuser- Busch's target audience, says Greg Hagglund 
of St. Louis -based sponsorship coordinator Contem- 
porary Marketing. But Budweiser also sponsors con- 
certs year round in Los Angeles, San Francisco, Chica- 
go, Philadelphia, St. Louis, Dallas, Miami, and other 
cities along with "the local Class A promoter," accord- 
ing to John Lodge, director of national sales promo- 
tions events for Anheuser- Busch. 

While many companies find local tie -ins a profitable 
aspect of corporate sponsorship, a lack of local coop- 
eration can virtually make or break a sponsorhip. 

When Ford sponsored Rick Springfield's tour sever- 
al years ago, says Ford's Dave Pohlod, some local deal- 

ers chose not to participate in related promotions. 
Pohlod indicates that any product benefits in those sit- 
uations were impossible to measure. He deems the 
Springfield linkup as "not a runaway success; but our 
evaluation was inconclusive. It's difficult to tell if we'd 
do (a tour sponsorship) again. It's not something we're 
looking at in the near future." 

Honda Scooters found that not all their local dealers 
were willing to take part in the recent Sting solo tour, 
but those that did found store traffic increased consid- 
erably, according to Neil Leventhal, Honda motor 
scooter manager. 

Concertgoers were given "dummy keys" at the close 
of Sting's show, which could then be taken to the local 
Honda dealer and tried in a padlock surrounding a 

Sting- autographed scooter. As only one key fit the 
scooter in each city, those whose didn't fit were given 
commemorative metal keychains engraved to resem- 
ble Sting's concert ticket, complete with date, city and 
of course, local Honda dealer's name. 

"The traffic -building aspect was variable," says Le- 
venthal," but in some markets 30% of the audience 
went to the local dealer." As to whether scooter sales 
resulted from the promotion, Leventhal says, "It's 
hard to track -the only way you can measure its effec- 
tiveness is by traffic generated and dealer response." 

Honda has realized, as have many companies in- 
volved in corporate sponsorship, that megabuck na- 
tional tours are simply not always feasible. "It's hard 
to recoup dollars," says Leventhal. "The big artists are 
now often asking for seven figures, and there are very 
few situations that justify that investment. We couldn't 
sell enough product in three years to justify an expen- 
diture on that level. 

"I think we've been more selective in who we hook 
up with, how we use them, and how much we invest. 
Our expectations are realistic ... unless sponsorship 
efforts are careful and well- targeted, a lot of advertis- 
ers are going to be disappointed." 

Swatch Watch, which has sponsored tours by the 
Thompson Twins, Belouis Some, Berlin, and rap con- 
glomerate Fresh Festival, also finds tour sponsorship a 

risky and hard -to -track business. The company is fre- 
quently approached by bands hoping for a linkup, 
however,and has devised alternatives to full -fledged 
tour sponsorships. 

One, according to vice president /marketing Steve 
Rechtschaffner, is a tradeoff. In return for airing a 

band's music clip in Swatch's video -equipped stores, 
said band will display giant Swatch Watches (such as 
the Thompson Twins utilized) and wear the wrist ver- 
sion onstage. 

More significantly, the company has decided to stop 
traditional tour sponsorship altogether in favor of 
their own concert promotion. According to Rechts- 
chaffner, Swatch has recently established an in -house 
concert promotion division, which will be co- promot- 
ing dates with regional concert impresarios this Au- 
gust. Dubbed Swatch Live, the tour will involve one or 
more semi -underground new music band (along the 
lines of OMD, Modern English, and Depeche Mode), as 
well as an opening act consisting of a "sports/dance/ 
fashion combination, such as skateboarding or bicycle 
dancing," according to Rechtschaffner. 

Promoting their own tour, he says, is partly a reac- 
tion to what he perceives as an imminent overabun- 
dance of corporate sponsors, but mostly is just good 
business. "We might lose money the first time out," 
admits Rechtschaffner, "but it would probably be less 

"Utilizing entertainment, 
particularly music, as an 
attractive feature to target 
audiences for advertisers will 
continue to penetrate at the 
club level, into arenas and 
stadiums and even to far - 
flung crowds of 100 million 
people around the world." 

than what a normal tour sponsorship would cost. Why 
just spend money, when you can either break even or 
make a profit ?" 

If there's one aspect of corporate sponsorship that 
virtually all companies agree upon, it's that shoving a 

corporate logo down concertgoers' throats is the 
quickest way to undermine promotional efforts. Most 
sponsors restrict venue signage to lobby areas and /or 
removable backdrops (which disappear when the 
band is onstage). "You can be as bold as you want- 

"It's easy to say yes to a lot 
when they hand you a big 
check at the front of the tour; 
it's not that easy night after 
night." 

before the show," stresses Anheuser -Busch's Lodge. 
"You can't get too commercialized or you'll turn off 

your audience," says Pontiac's Curry. 
Schlitz learned that lesson the hard way in the pio- 

neering days of corporate sponsorship, when a pre - 
concert commercial put together for the 1982 Who 
farewell tour was yanked after only one night. "It was 
not well received by the audience," Stroh's Jaeger deli- 
cately puts it. 

The whole issue of rock'n'roll's and big business' 
symbiosis is a very touchy one indeed. "What we often 
see," says Norm Pattiz, founder /chief executive offi- 
cer of Westwood One radio network and CEO of the 
Mutual network, "is two very different worlds speaking 
two very different languages. We feel tour sponsorship 
is useful, even valuable, but someone has to step in 
who speaks both languages." 

Enter Westwood One, which has co- sponsored na- 
tional tours for Rick Springfield (with Chewels Sugar- 
less Gum), Foreigner (with Coca -Cola), and will be co- 
sponsoring Stevie Nicks with Sun Country Wine 
Coolers. 

Pattiz sees Westwood One's involvement in corpo- 
rate sponsorship as a natural outgrowth of their busi- 
ness, which he deems "artist- intensive. 

"Normally," he says, "a company might give 
$250,000 to the group and $250,000 for media. 
With us, they come up with half. and we put up the me- 
dia support." 

With radio stations nationwide carrying Westwood 
One's programming, Pattiz says, media support is 

quite extensive. "We're in the business of supplying 
radio stations," he says, "and tour sponsorship lets us 
provide something for the advertiser that they can't 
get anywhere else. We can spread different promo- 
tions out over a variety of stations in a single city, such 
as ticket giveaways, live broadcasts, and special inter- 
view programs -as well as promote through the 'pre- 
senting station.' Local radio becomes a quasi- sponsor 
because of Westwood One." 

The radio syndicator plans to do future co- promo- 
tions with MTV, which Pattiz sees as ideal for acts who 
want to avoid linking their names with consumer prod- 
ucts manufacturers. 

Pattiz says Westwood One is more clearly able to 
measure their tour investments' return than other 
sponsors. "National advertisers," he says, "are spend- 
ing money with us ... it becomes harder to measure 
what (sponsorship) does for Coke or Chewels. (Ideally) 
it would help them get better product distribution, 
more shelf space." 

While Pattiz is in agreement with the relatively low - 
key approach sponsors must take in pushing rock art- 
ists, he feels that corporate linkups are becoming 
more accepted simply because of the proliferation of 
advertising in most aspects of daily living. 

"Rock'n'roll sponsorship has become an economic 
necessity," he says. "Don't forget that many of these 
artists play in venues already covered with billboards. 
To display the banner of a consumer -oriented product 
doesn't pose nearly the problem it did when rock was 
really counterculture." 
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SUPEREVENTS 
(Continued from page C -4) 

butions for the project from the public. 
AT &T not only gave cash, but donated the services 

necessary to produce the telethon itself. In doing so, 
AT &T developed a new kind of 800 number service, in 
which Avis, American Airlines, Telemarketing Corp. of 
America, and the National Data Corp. were linked into 
the same system to receive calls on 1,126 lines in 12 
centers in nine states. 

"We enjoyed four benefits for participation," says 
Don Honicky, AT &T division manager, public relations. 
"We contributed to a good cause. We tried out a new 
service. We received great exposure through a good 
marketing /advertising buy. And we motivated our em- 
ployees -Live Aid has received about $60,000 from 
them alone." AT &T created a special commercial for 
the event. 

According to Eastman- Kodak's director of media 
and communications policy, Roger Morrison, "Our me- 
dia analysis showed it to be good buy. We found it to 
be a great cause as well. The people who did this are 
both brilliant and wonderful." Kodak's commercials 
were existing ones for their line of film. 

Live Aid was Chevrolet's first entry into music- relat- 
ed sponsorship. "We were willing to take the risk," 
says John D. Hammond, senior vice president of 
Campbell -Ewald, Chevrolet's advertising agency. "We 
were a bit leery of a rock promotion, even for a good 
cause. But we found that the promoters are the best in 
the business and the results were a spirit of coopera- 
tion unlike anything we've ever seen, capturing the at- 
tention of mainstream America." Chevy ran special 
commercials of a public service nature, prepared for 
the event. There were also special dealer tie -ins and 
promotions. 

The success of Live Aid led Ken Kragen to approach 
Coca -Cola to help in the development of "the largest 
participatory event in the history of the world: Hands 
Across America," according to Clare Bisceglia, pro- 
gram director, Coca -Cola U.S.A. 

Set for May 25, Hands Across America involves the 
hand -to -hand linking of some six to 10 million people 
at 3 p.m. EST. Places in the line are to be sold from 
$10 to $35 each, with the proceeds going to the USA 
For Africa Foundation for feeding and sheltering of 
poverty- stricken Americans. Some 800 celebrities are 
participating. A theme song record was introduced on 
Good Friday, March 28, the one -year anniversary of 
the simultaneous broadcast of "We Are The World." 

Coca -Cola's role is that of creating promotional 
awareness through its bottling system while under- 
writing a portion of the expense of production (the oth- 
er cash sponsor is Citicorp). Says Bisceglia, "We saw 
this as an incredible opportunity for Americans to help 
Americans, in the spirit of America, improving the 
quality of life, helping the homeless and hungry. We 
are doing this for public service reasons, not commer- 
cial. This program is actually helping alleviate human 
pain, not just performing a symbolic gesture. Coca - 
Cola regards it as a responsibility, one we are happy to 
perform in this, our centennial year. We are helping 
because we can and we must." 

About 100 other corporations are involved. 
Safeway stores, for example, will use some 60 million 
promotional grocery bags. American Express will dis- 
tribute information via its billing system. Disneyland 
and Disney World are giving out forms to visitors to 
the parks, and are involved in "Hands" related pro- 
gramming. McDonald's has prepared special tray lin- 
ers. "Our participation is only logical," says McDon- 
ald's p.r. director Mike Gordon. "We have over 7,000 
restaurants through which to educate people to partic- 
ipate, and we feel its our responsiblity to do so." 

FarmAid, held Sept. 22, 1985 at the Univ. of Illinois 
in Champaign, featured 49 artists and raised a report- 
ed $10 million for financially stricken U.S. farmers. 
Sponsorships for Willie Nelson's brainchild were ob- 
tained as a function of advertising sales by a repping 
group (in fact, a cable satellite marketing and distribu- 

tion organization) instead of by promoters, a highly 
unusual arrangement. 

Major sponsors included Campbell's soups, Miller 
Beer, U.S. Tobacco, Sears Catalog, Fram, the Dairy 
Board, Hershey's, and Chevrolet. "We had a mere four 
weeks to obtain sponsors," says Peter Weisbard, vice 
president of sales for Group W Satellite Communica- 
tions, which represented the Nashville Network to ob- 
tain sponsors. "The sponsors we located underwrote 
the cost for production of the event, which was done 
by Buddy Lee Attractions in Nashville. As part of the 
package, sponsors received media schedules on the 
Nashville Network (cable) and 150 syndicated mar- 
kets, and radio networks; plus signage at the event, 
VIP tickets and product displays if desired." 

"The sponsors made it possible for the money 
raised from the telethon to go directly to the FarmAid 
Foundation and to aid- distributing organizations," 
says Tony Conway, vice president of Buddy Lee Attrac- 
tions and event producer. 

Says Jerry Schmutte, group products director for 
Miller Brewing, "We try to get involved in events that 
reflect the values and concerns of our consumers. And 
FarmAid did exactly that." 

The superevent marketing method has spawned 
other smaller projects for public service purposes. 
Among the most notable of these has been Los Her - 
manos, the Latino "We Are The World," featuring 50 
Hispanic artists, underwritten by Pepsi -Cola with sub - 
sponsors Coors and AeroMexicana. For its $ 1 50,000, 
Pepsi saw its logo identified with the raising of funds 
for hunger relief in Latin America and Africa by such 

artists as Jose Feliciano, Menudo, Juio Iglesias, Can - 
tinflas, Placido Domingo and Herb Alpert, among 
many. 

In the meantime, more conventional live music 
event sponsorships continue. Miller and Budweiser 
have concentrated their efforts in sponsoring venues 
all over the nation. Various individual events, such as 

jazz festivals, blues festivals, etc. attract regional 
sponsorships, usually obtained through local distribu- 
tors of a beverage or consumer brand. Kentucky Fried 
Chicken sponsors the KFC Bluegrass Festival each 
September in their hometown of Louisville in memory 
of Colonel Sanders' birthday. This Sept. 5 -7, it is ex- 
pected to draw some 150,000 people, the largest 
bluegrass event in the world. 

An interesting competition is underway between 
KFC and McDonald's for the soul of the black gospel 
market. KFC conducts events in six markets consisting 
of four gospel choir competitions (Philadelphia, Wash- 
ington D.C., Atlanta, and Detroit) and two festival con- 
certs (Chicago and Louisville). McDonald's conducts 
10 events around the nation, including free concerts 
and choir competitions. 

"We feel this market is a good way to reach an im- 
portant target audience and showcase local talent 
while helping an important art form," says KFC direc- 
tor of public relations, Clare Kenner. 

"We do it because we're helping local gospel groups 
to become recognized," says McDonald's Mike Gor- 
don. "It helps pull the gospel community together. And 
we're interested in whatever we can do to promote 
Black American culture." 

VIDEO 
(Continued from page C -4) 

gus started working together to create a promotional 
concert to increase Angus' New Year's Eve lounge 
business and, coincidentally, sell more Pepsi. Pepsi 
agreed to put $50,000 into a music video that benefit 
both sponsors. 

"Pepsi had subtle -and I emphasize subtle -prod- 
uct placement," says Tom Koranda, entertainment di- 
rector for the Los Altos -based restaurant chain. "But 
their logo appears prominently on the in -house version 
of the clip. Black Angus was included in the script as 
the location, so we get customer recognition -but only 
for customers who have been to a Black Angus before, 
because the logo does not appear in the video." 

The Shannon video -taken from a track off her sec- 
ond album, which would never normally have seen a 

clip -is getting airplay on "Night Tracks," BET, ATI 
programs and most regional outlets. That brings obvi- 
ous benefits to the artist and label. It also showed an 
identifiable benefit for its sponsors. 

"Our New Year's Eve sales increase about 15 %," 
says Koranda. And Pepsi was overjoyed with the results. 
"Corporations are used to working with advertising 
agencies, and agencies are used to producing 60 -sec- 
ond spots for upwards of $250,000," says Koranda. "A 
five -minute music video with corporate image included 
is one heck of a deal for less than half that." 

The problem lies in the amount of corporate image 
that is utilized. The sponsor wants, naturally, as much 
visibility as possible. The artist wants to take the mon- 
ey and run. "With Shannon, I wouldn't have known it 
was Pepsi sponsored unless I knew it in advance," 
says Perry. 

"What will determine the success of corporate spon- 
sored video, says Hirschman, "is that they do not ap- 
pear as blatant advertisements for anyone, but have 
an artful balance of music to exposure. Otherwise, 
you'll be better off with artists doing straighforward 
commercials. A music video has to be subtle: it's never 
going to have the impact of Lou Reed saying `Drive A 
Honda.' " 

The most recent success story in corporate spon- 
sored video is Mr. Mister's "Is It Love," paid for by Vi- 
dal Sassoon and produced by Los Angeles -based Can - 
non/Casady Creative. The song is slated to be the 
third single from the RCA act's chart- topping album- 

even though the band was literally unknown when 
picked for the project. 

"Sassoon had come to us and asked us to do a fash- 
ion video to help them launch a new line of hair color- 
ing products," says Cannon /Casady partner Cort Ca- 
sady. "We in turn suggested that they not do a fashion 
video few poeple would see, but rather a music video 
that could get wide distribution." In order to get wide 
distribution, the video had to be appealing. "There are 
no longer logos in the video," says Casady. "There is 

no product identification in the video. There is no sell- 
ing in the video." 

Rather, Sassoon paid for the video production (less 
than $100,000) and ended up with a standard rock 
clip in which some of the extras had Sassoon coloring 
products in their hair. Then, Sassoon put the same 
amount of money into a separate documentary featur- 
ette about the making of the video, which could be 
used by the firm as a sales tool. 

"It was a subtle approach that Sassoon was willing 
to take," explains Casady. "They had to assume that 
the selling would be done through a separate vehicle." 

As corporate sponsored music video develops a 

track record, new ways of utilizing the form are being 
explored. Rockbill commissioned an original song and 
video by Rick Derringer that was used as part of a pro- 
motion for Captain Crunch cereal -and the video was 
shown as programming on Nickelodeon and other out- 
lets. The VTV cassette network, in which both ET Video 
and Rockbill are involved, will offer advertiser -spon- 
sored video reels for club play, allowing liquor and to- 
bacco manufacturers to produce music- driven com- 
mercials hardly distinguishable from videoclips. 

"Corporate America is sold on the idea," says 
Yusko. "Now you just have to go in sell the artist. At 
first, it was only image- oriented products that were in- 
terested: tobacco, liquor. Then, it got into the electron- 
ics industry because of their association with music. 
Now, it's into packaged goods. Traditional advertisers 
who would never have touched rock music a few years 
ago are anxious to get involved." 

But don't start eyeing Corporate America as a bot- 
tomless pocket for funding of video. A lot of compro- 
mises have to be made, or this marriage will be an- 
nulled before the honeymoon is over. 

"The music industry could not, should not expect 
simply to receive money from these corporations with- 
out expecting their creative involvement in the pro- 
ject," says Koranda. 
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CORPORATE SPONSORSHIP 
(Continued from page C -1) 

to widespread acceptance of major corporations in the 
general marketplace. TV, which virtually ignored con- 
temporary music since its appearance in the '50s, now 
emerged as an important tool in the form of MTV. 

"In 1979 we paired two artists with a national ad- 
vertising campaign," says Jay Coleman, president of 
Rockbill Inc., the New York -based pioneer of music 
sponsorhsip. "Earth, Wind & Fire, signed with Pana- 
sonic for three years, and the Charlie Daniels Band 
went with Skoal, a relationship that still continues. 
Most companies still didn't understand music, but we 
went to two contemporaries at. both Panasonic and 
Skoal who understood what we were doing." 

Two years later, Rockbill was instrumental in joining 
the Rolling Stones with Jovan for a sponsorhip of the 
group's concert tour, a move that set the tone for the 
rest of the industry. The relationship included a sub- 
stantial sum of money to the Stones, while the fra- 
grance manufacturer received name identification on 
tickets and merchandise. Despite the open embrace- 
ment of the two diverse entities, problems at the nego- 
tiating level continued to ignore several key players on 
both sides. 

Rockbill, which had already established a bullish 
reputation, continued to forge ahead. The firm linked 
Rod Stewart with Sony one year and with Canada Dry 
the next, then paired the ginger ale giant with Hall & 
Oates, who came back for another round with Pontiac. 
Following the Jacksons' association with Pepsi, which 
Rockbill engineered, the soft drink firm continued the 
momentum by connecting with Lionel Richie and Tina 
Turner. Last year also saw the music marketing firm 
bring four strong supporters into the Live Aid con- 
certs, which reached more than two billion people 
around the world. 

Similar firms entering the business fared just as 
well. Jim Vail, who left J. Walter Thompson after con- 
vincing Jovan to sponsor the Rolling Stones, did a brief 
stint with Rockbill before forming the Vail Group in Los 
Angeles. The firm engineered the Julio Iglesias and 
Coke sponsorship, then paired Willie Nelson with 
Wrangler. Dan Socoloff, who helmed Contemporary 
Marketing as the arm of the St. Louis -based Contem- 
porary Concerts, matched the Who with Schlitz, Kenny 
Rogers with Jovan, Duran Duran with Coke, and Barry 
Manilow with Fox Photo before going solo last year. So- 
coloff's Marketing Entertainment Group of America, 
based in New York, has since paired Swatch Watch 
with the Thompson Twins and recently negotiated the 
Beach Boys and Sunkist association, which begins this 
spring. 

The contributions of corporate sponsorships to the 
current health of the touring industry are unmistak- 
able. Record companies that pulled dollars from con- 
cert support have since invested capital in video pro- 
duction, and based on growth in that sector, aren't 
likely to retarget funds into tours. Sponsors have also 
adjusted their view of results since return on dollars 
spent on concert tours aren't as easily calculable as 
for media returns. The touring industry has proven to 
be a better investment, returning three dollars for ev- 
ery one invested. Conventional media returns only one 
dollar for every one invested. The only shortcoming 
has been substandard implementation, but even this 
is changing. 

"There were mixed results in terms of sponsors un- 
derstanding about how to gear these programs for re- 
sults so that their systems already in place could be 
accessed," says Socoloff. "That integration came after 
some initial acceptance, but the singlemost important 
consideration is understanding. Sales and promotion 
departments have to know what they can do to sell 
their product. If we're consistent in what we do, then 
total benefits can also be returned to the artist." 

While artists, managers, record companies, and 
sponsors realized many of these benefits in time, 
booking agents and promoters were often totally omit- 
ted. At the negotiation table, concessions such as 

blocks of complimentary tickets in each market for the 
sponsor were often promised without contacting the 
local promoter or the boxoffice at the venue. Promot- 
ers found fewer dollars realized from sponsored con- 
certs, while being told which media they were to place 
advertising. Many promoters, including John Scher, 
Electric Factory Concerts, Pace Concerts, and Bill Gra- 
ham Presents, have since brought in sponsors of their 
own. 

Booking agents, realizing none of the sponsorship 
benefits directly, approached the problem differently. 
Some attempted to cut deals before the sponsor of a 

tour was announced, therefore obtaining a higher per- 
centage fee than they would if a promoter knew corpo- 
rate support was on the verge of materializing. Others 
attempted to negotiate sponsorships for artists on 
their roster, with varying degrees of success. 

Securing sponsors for country acts is considerably 
harder in 1986 than in the past. Jim Halsey, president 
of the Tulsa -based Jim Halsey Co., says much of this 
difficulty stems from press reports last fall outlining 
the decline in country sales, which he calls "unfound- 
ed. 

"Our philosophy is to try to match up an artist with a 

product so that each receives mutual benefits," he 
says. "Our artist can be a spokesman, make endorse- 
ments and appear in commercials." 

One such longterm arrangement has been with Hal- 
sey client Roy Clark, who has worked with Hunt's Cat- 
sup for the past five years. There has been a "limited 
degree of participation with live concerts" in the rela- 
tionship, although Halsey says it's "developing with a 

lot of our other artists." In the case of the Oak Ridge 
Boys, the agency is placing a series of ads in select fi- 
nancial and advertising trade magazines targeted to 
ad executives in search of beginning an "all- encom- 
passing arrangement." 

When it comes to capital, the major players corn- 

"A soft drink is fine, a beer 
company one has to think 
about, and cigarettes are 
definitely out.' 

mand the major dollars. The Rolling Stones broke in 
with $3.5 million from Jovan. Rod Stewart received 
$4 million in advertising from Canada Dry. The Jack - 
sons came in with $5.5 million from Pepsi. The Beach 
Boys drove away with $7 million from Jeep on their 
last outing. Julio Iglesias tops the list with $30 million 
from Coke, but that's over a three -year period and 
covers both domestic and international territories. 
Few are telling just how much an artist's personal take 
is, but Kenny Rogers and Lionel Richie are said to have 
received $1 million each in exchange for their partici- 
pation. 

The music marketing firms usually receive a flat fee, 
rather than a percentage. Income is primarily derived 
from a program development fee and a field market- 
ing fee and implementation. 

Measurable return extends beyond dollars, which 
brings in the importance of implementation and cross - 
merchandising. These programs are perhaps the most 
creative areas of the business, beginning with such el- 
ements as tickets for promoters and radio station 
giveaways, along with tour merchandise, record al- 
bums and backstage visits with the artist. They have 
since expanded to include on -site signage and sponsor 
product sampling, national sweepstakes and retail 
programs targeted to increasing the sponsor's market 
share. For the artist, it can mean sending concert go- 
ers away with posters that include a discount coupon 
redeemable on product at a local record retailer. 

"We're definitely concentrating on tour implementa- 
tion," says Socoloff, "to broaden the base beyond, the 
164o -24 hardcore music marketing mix. "` 

Part of that cross -merchandising has crept into pro- 
motional videos, with some expected backlash. RCA 
act Autograph incorporated a new Paper Mate pen 
successfully into a vidclip, but also produced other 

versions more clearly featuring the pen for commer- 
cial use. Louise Mandrell didn't fare as well when The 
Nashville Network objected to a vidclip prominently 
featuring her sponsors' product, R.C. Cola. Resistance 
from MTV and The Nashville Network on this point, 
coupled with FCC restrictions, is expected to severely 
limit this type of exposure. 

Direct sponsorship of an artist may be the most visi- 
ble means, but some corporations are finding event 
support sustains longterm visibility. The Miller Music 
series, which includes three separate programs, sup- 
ports regional bands and both major national and col- 
lege venues. The Miller Music Rock Network sponsors 
some 16 regional acts, each of which plays 15 to 20 
dates annually. The college series supports 700 
events on 20 campuses, while the venue sponsorship 
works with 16 facilities in 11 cities. Advantages of the 
latter two are that both campus activities boards and 
major concert promoters are supported in multi-me- 
dia advertising, and on -site signage is at a maximum. 

"Miller isn't involved in tour sponsorship, and I don't 
believe the direction will be there in the near future," 
says Gary Reynolds, president of the Milwaukee -based 
Gary Reynolds & Associates, which coordinates the 
programs. "There is much more control of signage 
and Miller's image at these venues." 

Radio and TV play important roles as primary mes- 
sengers since both are major media outlets, but they 
can also serve as sponsors. MTV has sponsored tours 
of the Police and U2 in the past, while Westwood One 
has developed an ongoing program of tour sponsor- 
ship. Distributing some 30 regularly scheduled radio 
programs and concerts (plus some 50 yearly specials) 
to over 400 stations a week, its role as tour sponsor 
takes on significant proportions when coupled with an- 
other major supporter. Westwood One contributes up 
to $500,000 in media support to each tour, while the 
accompanying sponsor matches that amount. Such 
associations have matched the network with Foreigner 
and Coke and Sprite, with Rick Springfield and 
Chewels Gum, and will find them working with Stevie 
Nicks and Sun Country Wine Coolers in an upcoming 
summer tour. Westwood One is also the sole tour 
sponsor for the Bob Dylan with Tom Petty & the Heart- 
breakers U.S. trek this summer. 

"We think that a medium like ours belongs in music 
marketing of tours because we're already involved 
with both," says Mark Kress, general manager, music 
marketing and promotions for the Los Angeles -based 
firm. "Conventional tours, those multi -million dollar 
sponsorships, are getting to be relatively extinct. It 
makes perfect sense for a national medium like 
Westwood One to be in there providing support." 

The trend has become an industry standard, but the 
honeymoon is clearly not over. The major music mar - 
keting firms may have the biggest market share, but 
more moves toward in -house development and control 
are on the forefront. Advertising agencies are also 
quickly learning they can provide these services for 
their clients, locking out the middlemen. Most music 
marketing firms have already responded by diversify- 
ing, turning their focus from music to the broader 
spectrum of entertainment marketing. Rockbill has re- 
sponded by staffing offices in Toronto, London and 
Melbourne, Australia, where initial tour sponsorships 
are already underway. More international events satel- 
lite- linked for global impact are the next plateau, which 
Rockbill is also pursuing. However, increasing costs 
and a decreasing pool of sponsors are two factors 
weighing heavily in this area of development. 

"I think the future will be interesting," says Philip 
Bloom, who left Rockbill to form his own event market- 
ing firm, Bloom & Emery, in New York. "Utilizing enter- 
tainment, particularly music, as an attractive feature 
to target audiences for advertisers will continue to 
penetrate at the club level, into arenas and stadiums 
and even to far -flung crowds of 100 million people 
around the world." 

MO Davis is a New York -based reporter for Amuse- 
ment Business. 
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DIRPIIBATE 
SPONSORSHIP 

RADIO 
(Continued from page C -6) 

business to make a profit. Spon- 
sorship of major promotions 
helps both achieve this objec- 
tive; a large, splashy promotion 
cultivates listenership, helping 
increase ratings and attract ad- 
vertising dollars while giving the 
sponsor the exposure it desires. 
Although improved ratings are, 
of course, a desired effect, most 
stations feel that promotions en- 
hance, but do not guarantee bet- 
ter ratings and cite program- 
ming and on -air personalities as 
equally important factors. 

Corporate sponsorship of ra- 
dio promotion is not simply the 
giving of a sum of money to a ra- 
dio station. It is a relationship 
whereby both the station and 
their client, the sponsor, must 
mutually benefit. Promotions, al- 
though creatively designed ac- 
cording to corporate criteria of 
visibility, reach, wholesomeness 
and goodwill, must also fit the 
station's format and program- 
ming needs. Examples of popu- 
lar promotions which have 
helped realize these objectives 
include: trips throughout the 
U.S. or to foreign countries 
(WBCN Boston / "Schlitz Rocks 
America," WLUP Chicago and 
Miller present "Around the 
World "), and free concerts such 
as the WAVA Washington D.C. 
4th of July Party at the Washing- 
ton Monument with American 
Airlines and Dr Pepper. 

Corporate sponsorship of ra- 
dio has a distinct advantage over 
other forms of sponsorship in 
that radio is one of the easiest 
mediums to tie -in with because 
of its built -in promotional ability. 
Although not yet extensively uti- 
lized, as more advertisers realize 
that sponsoring a major promo- 
tion can yield exposure to a se- 
lect market segment at a rate 
traditional advertising cannot, 
the future should see an increas- 
ing number of corporate tie -ins 
with major radio promotions. 
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The leading company for staging pop /rock con- 
certs in Holland is Delft -based Mojo Concerts, 
founded in 1968, claiming an 80% market 

share of the Dutch pop live -show industry. 
Mojo Concerts, with two 38- year -olds, Berry Visser 

and Leon Ramakers, as managing directors, bring into 
the Benelux territories acts mainly from the U.S. and 
U.K. Concerts by smaller acts, touring the Dutch do- 
mestic club circuit, are principally booked by Double 
You Concerts, sited in Nijmegen, with Willem Venema 
and Ben Giezeman its top executives. Double You is 

financially linked with Mojo. 
There's no argument that 1985 was a singularly 

prosperous year for Mojo. Two sold -out concerts by 
Bruce Springsteen were the highlight, both staged at 
the Feyenoord football stadium in Rotterdam and pull- 
ing a total audience of 100,000. 

Says Ramakers: "Along with 1982, when we orga- 
nized three packed concerts by the Rolling Stones, 
also at the Feyenoord arena, 1985 was certainly our 
most profitable year so far. And 1986 looks like being 
another financial winner." 

Apart from the Bruce Springsteen bonanzas, Mojo 
last year organized seven Dire Straits concerts (a total 
54,000 tickets sold), five by Diana Ross (40,000), 
three by Simple Minds (27,000), two by Spandau Bal- 
let (16,000), and five by Tears For Fears (16,000). 
Through the whole year, the agency staged more than 
80 concerts, attracting some 350,000 fans. Addition- 
ally, Double You Concerts put on another 310 shows 
for the club circuit, these selling another 100,000 
tickets. 

Other pop /rock concerts for clubs are run by com- 
panies like Europop and John van Vueren's Columbus 
Management. 

Leon Ramakers believes that videoclips for the pro- 
motion of records have a very positive influence on the 
concert scene. "Most of the clips are very profession- 
ally made and make fans want to see the acts perform 
live." 

There's been, he says, a change in the level of accep- 
tance of today's pop /rock concerts. "In the 1960s 
and 1970s, these shows were seen as something very 
special, attended mainly by people in the so- called un- 
derground scene. The average man -in- the -street 
didn't like them much, because of the violence and 
drugs abuse evident at many live shows, but nowadays 
pop /rock concerts are accepted as part of the normal 
way of life in Benelux. People of all classes of society 
go to concerts and there's a pervading atmosphere of 
cleanliness and niceness at most. Whole families at- 
tended the Springsteen concerts and it was seen 
as a real highlight day out." 

Mojo does regular business with Frank Bar - 
salona's Premier Talent Agency in New York, 
Harvey Goldsmith in London, International 
Talent Booking in London (headed up by 
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Barry Dickins and Rod McSween), and London -based 
Wasted Talent, with Ian Flooks as managing director. 
There are few hassles between Amsterdam and other 
agencies: "The deal with Barry Bell [of Premier] on the 
two Dutch Springsteen concerts took just a couple of 

(Continued on page 0 -14) 

Leading Danish promoters and concert agen- 
cies have, for several years now, been very im- 
portant figures within the pan- European live 

show scene. Firms like Knud Thorbjornsen, DKB (Dan- 
ish Concert Bureau) and Arne Worsoe's International 
Concert Organization (ICO) have been setting up con- 
certs in virtually all European territories. 

DKB is a very successful specialist in Euro- tours, 
bringing over names like Johnny Winter, Lou Reed, 
Leonard Cohen, John Waite, Kim Wilde, Grace Jones, 
Ready For The World, and Col. Abrams. The agency 
books for Poland and Israel as well as the more usual 
European countries. Says Flemming Schmidt, manag- 
ing director: "We've been putting on shows around Eu- 

rope for so many years that we know just how to cope 

A Country -By- Country Report 
On Talent & Touring in - urope, 
Prepared_ by Billboard's 
International Correspondents 

IN 

with the various problems you inevitably meet on the 
road." 

Transport is a key area for the European promoter. 
Says Schmidt, "we use special buses for the crew and 
musicians and private jets for the stars, and the aim is 

to make them all as relaxed as possible between gigs. 
Naturally we specialize in the Scandinavian territories, 
where we've toured Dire Straits, Julian Lennon, Tears 
For Fears, Supertramp, and Nik Kershaw and count - 

(Continued on page 0 -12) 
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The concert and touring business is alive and 
well in Finland as the country enjoys its lowest 
rate of inflation in living memory. This upbeat 

view is particularly justified in the case of top local 
acts such as Dingo, Bogart, Peer Gynt, Sielun Veljet, 
Kinsky, Smack, and Claudia. 

On the international front, too, things are heating up 
as summer approaches, with its many outdoor festi- 
vals, most featuring one or two foreign acts -or some 

10 -15 in all. 
Visits here by international pop /rock acts are main- 

ly handled by Showco (ex- Metronome), Cosmopol, 
Hannu Salakka /BRB Records and Rockadillo, while 
Fazer Concert Bureau and Festium are strong on the 
classical side. Finngospel is responsible for much of 

the sacred music presentations. 
Showco has promoted some of the biggest concerts 

in this territory. The two Helsinki concerts by Dire 
Straits drew a total audience of 14,000 at Helsinki Ice 

Hall last October. Single concerts by Stevie Wonder 
and Santana pulled a full house at the same venue. 

According to Showco executives, heavy metal bands 
have been doing particularly well in Finland. The firm 

(Continued on page 0 -20) 
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The chief problems that faces French tour pro- 
moters in the '80s is not so much a shortage 
of major acts as a shortage of suitable venues 

for them to perform in. Administrative holdups that 
plagued French rock events in the past have now been 

largely overcome, but concert sites of adequate size 

are still hard to find. 
In the capital city Paris, for instance, there are seven 

main halls that can be regarded as candidates to stage 
major shows. Five of these, the Casino de Paris, Moga- 
dor, Palais des Congres, Olympia, and Grand Rex, seat 

fewer than 3,000 people and are in other ways less 

than ideal rock venues. The plush comfort of the Pa- 

lais des Congres, for example, is deemed less likely to 
generate excitement among its audiences than send 
them to sleep. 

Only the Zenith, with 6,500 seats, and the Bercy, 
with 15,500, offer substantial audience capacity. The 

lack of halls large enough to allow promoters to recoup 
costs over a single evening has forced tour organizers 
to look elsewhere and rely on venues such as sports 
halls, which have the advantage of size but the disad- 
vantage that they were not designed for musical per- 
formances. 

Among such locations are the Courneuve, the Parc 
des Princes, Ile de St. Germain, and venues such as 

the Cipale. But even here promoters face problems, 
requiring authorization from town and regional coun- 
cils before they can go ahead. 

Parc Des Princes might indeed be a dream venue ca- 

pable of playing host to the greatest stars in show 
business, but unfortunately the authorities, perhaps 
anxious to preserve its fragile turf, have consistently 
refused to grant permission for its use. 

Official obstructionism does appear to be on the 
wane though, and there has been no better example of 
this than promoter Pascal Bernardin's achievement in 

setting up the historic palace of Versailles as the ven- 
ue for a Neil Young concert, making the American art- 
ist the first pop singer who can claim to have per - 

(Continued on page 0 -12) 

When Bruce Springsteen finally visited Ire- 
land last summer, he played to his big- 
gest -ever audience up to then: 70,000 - 

plus at Slane Castle, an outdoor arena 30 miles from 
Dublin and now recognized as one of the world's top 
venues. 

It was the greatest triumph in nearly 30 years as a 

promoter for Jim Aiken, who began in the 1960s with 
Tom Jones, Engelbert Humperdinck and Roy Orbison 
and is now rated one the leading international pop/ 
rock impresarios. 

Later on he brought Led Zeppelin, Fleetwood Mac, 

Neil Diamond, Bob Dylan, and Rod Stewart to Ireland, 
and many other big names as well. Another highlight 
for him last year was U2, presented at Dublin's Coke 
Park. But Aiken readily admits his biggest mistake in 

years turned out to be over -estimating the live -show 
(Continued on page 0 -13) 
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taly is fast becoming an exceptionally good place 
for touring artists, and there's room nationwide 
for all kinds of musical styles. 

Franco Mamone is general manager of Intalent, the 
company which last year organized 20 tours by major 
international pop /rock artists, reportedly more than 
all the other promoters here put together. 

He says: "Despite what I hear from European col- 
leagues, 1985 was a very good year in Italy. In fact I'd 
go so far as to say that it was the best ever for the con- 
cert promoters." Intalent put on 120 -130 concerts 
and many were "fantastically" successful. 

In the spring of 1985, the Bruce Springsteen con- 
cert in Milan, his only Italian date, was surely the most 
talked -about music event of the year. Alongside media 
and public enthusiasm, Springsteen himself said he 
picked out this particular performance as the top 
show of the entire marathon tour, thanks, he said, to 
the warmth of the Milanese public who packed the big- 
gest sports stadium in town. The show was sold out 
inside 36 hours of the boxoffice opening. 

A similarly exuberant response to touring in Italy 
came from Eric Clapton, whose eight shows here were 
sold out, with some 6,000 -7,000 fans in each audi- 
ence. And "never" acts, certainly less familiar to Ital- 
ian audiences, such as Everything But The Girl, the 
Cure and Style Council, visited for three -or -four con- 
cert treks, often pulling audiences of 3,000- 4,000. 

Basic stops in Italy are major cities such as Milan, 
Rome, Florence, Bologna, and Padova. Turin, Naples 
and Genova are just a few rungs down the status lad- 
der but only because each has just one venue suitable 
for a major concert -the sports center, which isn't 
available all year round. In the summer months, other 
towns, notably seaside resorts such as Bari and Viar- 
eggio prove good stops for on- the -road artists. 

Summertime is right for the big outdoor audiences. 
Over 17,000 were reported for Kid Creole & the Coco- 
nuts on Sardegna Island, where no large indoor venue 
is available. 

But in the midst of such international riches, Italian 
talent has a tougher time on tour. Says Mamone: "As 
far as I can see, only one domestic artist tour is really 
successful every year. The year 1984 was the turn of 
Vasco Rossi, the Carosello Records artist. Last year it 
was the time of Claudio Baglioni, of CBS. And this year 
will probably turn out to be a triumph for Eros Ramaz- 
zotti, of DDD Records." 

In Mamone's view, it is wrong that acts plan long, 
generally much too long, summer tours. They'd do bet - 

(Continued on page 0 -16) 
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hen democracy was restored in Portugal 
in 1974, the easing of the political situa- 
tion triggered a positive boom in the con- 

cert tours industry. Among the leading promoters in 
following years were Carlos Gomes, Rui Simoes, Alex- 
andre Basto and Ricardo Casimiro, the latter now as- 
sociated with Spanish Guy & Co, based in Barcelona. 

In terms of the organization of some of the nation- 
wide treks, anarchy seemed to be the name of the 
game, but most of the emergent promoters were in ur- 

gent need of experience. Once they got the know -how, 
and learned to work alongside foreign managements 
and artists, the tour circuits became moneyspinners. 

During the 1970s many top pop /rock acts from the 
U.S. and U.K. toured, including Genesis, Peter Gabriel, 
Lene Lovich, Joan Baez, Roxy Music, Rod Stewart, Joe 
Cocker, and Stevie Wonder. 

Most of the concerts were staged in the sports pavil- 
ions of Oporto and Lisbon clubs, backed by multi -me- 
dia promotion campaigns, taking in posters, radio, 
television, newspapers /magazines and, in a few cases, 
direct sponsorship from prominent commercial out- 
fits. 

Through the years, Portuguese record companies 
have generally tried to coordinate tours with record re- 
leases and have in various ways offered pretty fair 
support to promoters. 

Portugal's top annual event remains the festival put 
together by the newspaper "Avante," with open -air 
concerts spread over three days and with nightly audi- 
ences in excess of 100,000. Among major topliners at 
this event have been Richie Havens, Mercedes Sosa, 
Chico Buarque, Judy Collins, Simone, and Fairport 
Convention. 

Second in this territory's prestige concert ratings is 
(Continued on page 0 -17) 

S 
here are three main centers for pop and rock 
concert promotion in Spain these days: Ma 
drid, Barcelona and San Sebastian. Venues 

facilities and equipment backup are outstanding in 
these cities. They are followed by Valencia, Sevilla, Za- 
ragoza, Bilbao, and Corrunna, with Malaga, Majorca 
and Ibiza taking on key show staging roles in the long 
holiday season. 

Domestic pop acts tour almost non -stop, such is the 
energy of the concert promotion business, but the on- 
the -road pace becomes particularly hectic during the 
high season, May to October, when there's a tremen- 
dous demand for live shows. This is the time of year 
when the main promoters put on shows nationwide 
and find most local municipal authorities also con- 
tracting all kinds of acts to add on extra sparkle to lo- 
cal festivities. 

Local artists in Spain are mainly contracted through 
managers who often double up as booking agents. 

Running alongside a lively pop /rock scene is a con- 
stant supply of jazz talent for countless different festi- 
vals, with the most important those staged in Vitoria 
(July), San Sebastian (July), Madrid (three during the 
year) and in the Catalonian region, notably at Sitges 
and Barcelona. 

There's been a tremendous surge of interest in live 
classical performances in Spain of late, with concerts 
staged right round the venue network, but two 
"musts" for artists are Barcelona's Palau and Mad- 
rid's Teatro Real. 

Spain generally offers a wide range of additional ser- 
vices, notably restaurants and hotels, car /bus hire, 
and internal flights. The country's tourist centers are 
recognized as being among the best in the world. 

Rock and pop shows basically take place in the ma- 
jor football stadiums, which seat between 25,000 and 
80,000, the sports palaces (which can take audiences 
of 5,000 to 9,000), bullfight arenas (from 12,000 to 
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24,000) and the custom -built concert halls, with seat- 
ing for up to 4,000. The latter also double as huge dis- 
cotheques and attract thousands of pop fans. 

Certainly Spanish youth is completely identified with 
the regularly- staged pop shows. Prices range from the 
peseta equivalent of $10 - $20. The biggest turn -out 
is from the 17 -30 year age group and you can normal- 
ly count on 80% of the tickets being sold. 

Advertisers and agencies in Spain have only recently 
begun to realize the benefits of sponsoring pop and 
rock shows but a few timid steps towards greater fi- 

(Continued on page 0 -11) 

he live scene in Britain is healthier than it has 
been for many years. The U.K. "rules the 
world" in terms of rock talent and such is the 

status of music here that "sold out" notices consis- 
tently go up months ahead of first concerts. Promoter 
Mel Bush, who had a record year in 1985, says: "Of 
the 340 concerts I promoted, 321 were sold out." 

Promoters are clamoring for more venues. Harvey 
Goldsmith is currently raising finance for a proposed 
$14 million, 10,000- seater music venue in the Lon- 
don Docklands' upcoming area, the Isle Of Dogs. "I 
could fill about 100 concerts a year in a venue like 
that," he says, "and I'd like to see a 12,000- 15,000 
seater in London as well. 

Another of the U.K.'s top promoters, Derek Block, 
says: "England could do with 20 more 5,000 seat- 
ers." 

London's relatively few music venues are booked 
way ahead, so that international artists face a summer 
bottleneck, hoping for fine weather so they can play 
outdoor venues like Wembley Stadium (72,000 seats) 
or the newer Milton Keynes Bowl (40,000). 

The U.K. has few music -only venues. Modern com- 
plexes are multi- purpose, such as the Wembley Con- 
ference Centre, the Birmingham National Exhibition 
Centre (NEC) and the new Scottish Exhibition Centre 
(SEC). There's also a complex being built in Manches- 
ter. Available music dates are rapidly booked and of 
the London cinemas that were converted to music -only 
venues only the Hammersmith Odeon is at present 
permanently available, seating 3,500. 

The Rainbow Theatre may reopen soon if local gov- 
ernment funding is forthcoming: if so, it will be filled 
almost nightly. 

The figures speak for themselves. Elton John, who 
sold out four months before his first concert, did a 44- 
date U.K. tour which included nine nights at Wembley. 
Says Mel Bush: "He could have sold out 25 nights at 
Wembley alone." 

Elton John has done three world tours in five years 
and other top- status acts, such as Dire Straits, spend 
more than a year at a time on tour. Sting's world tour 
ran well over a year; and, with artists like multiple 
Grammy- winner Phil Collins constantly touring, the 

(Continued on page 0 -10) 
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ome -grown West German acts are proving 
more and more a match for international 
artists as tour and concert attractions, ac- 

cording to some of the country's biggest promoters. 
Leading names include Jennifer Rush, Udo Juergens, 
Udo Lindenberg, Peter Maffay, Howard Carpendale, 
Gitte Haenning, and Ulla Meinicke. 

Despite the perennial problem of fluctuating ex- 
change rates tour promoters are generally optimistic 
about prospects in 1986, pointing to European tours 
by artists such as Mike Oldfield, Nena, Chris de Burgh, 
and Udo Juergens that have each netted attendances 
of over 400,000. 

(Continued on page 0 -16) 
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r =r_er 1986 
By CHRIS McGOWAN 

fter a slow start in the first quarter, 1986 
looks to be an excellent year for the Ameri- 
can concert business. Great numbers of 

acts are hitting the road in the summer, with a large 
percentage of those planning stops at outdoor am- 
phitheatres such as the Nederlander venues. Pop and 
black crossover acts are doing well, country is down 
and rock has has been slow but should thrive when the 
hot weather comes. 

There should be more stadium dates this year and if 
the Rolling Stones -or other big acts -tour, perhaps 
the remarkable 1985 grosses of "The Boss" will be 
challenged. 

Bruce Springsteen was last year's hottest draw on 
the concert trail, with a commanding 17 entries 
among the 100 top -grossing concert bookings of 
1985, according to Billboard's sister publication 
Amusement Business. The New Jersey rocker nailed 
down six of the top 10 Boxscores, including the two 
top places ($6,946,380 for six sellouts at Giants Sta- 
dium and $5,688,445 for four sellouts at the L.A. Me- 
morial Coliseum). 

The 25 top acts of 1985 brought in approximately 
$320 million (with Springsteen accounting for $39 
million of that), according to Gary Bongiovanni, editor 
of Pollstar. He estimates that acts at the arena level 
and above grossed in excess of $500 million. 

"It's a little early to tell, but with the economy con- 
tinuing to be good, it seems that business will be bet- 
ter in fact in '86 than it was in '85," says Bongiovanni. 
"One thing that looks to be for sure is that there are 
going to be a lot more acts out on the road in '86. It 
looks like we'll have the Rolling Stones, there's a possi- 
bility Michael Jackson will tour in the latter part of the 
year, Prince will probably tour." 

"I think 1986 will be a good year for successful 
acts," says Dick Alen of the William Morris Agency. "It 
will be excellent for big name groups. We're planning a 

tour with Julio Iglesias- 10,000- 15,000 -seaters- 
and we're going with the assumption that we're going 
to sell out. The guarantees are huge." 

Adds Kevin Scott of William Morris, who deals with 
rock acts, "Touring in general for rock was down in the 
last part of '85, with the notable exception of Spring- 
steen, and it continued to be down in the first quarter 
of '86, beyond the expected seasonal fluctuation. But I 

think it'll improve into the summer." 
According to Scott, rock has suffered in Texas and 

other states from increasing political conservatism, 

such as that evinced by the PMRC and the San Antonio 
City Council. San Antonio promoter Jack Orbin, presi- 
dent of Stone City Attractions, agrees: "Business has 
softened considerably in Texas. The No. 1 reason is 
the oil glut and bad economy, but another big reason is 
the San Antonio City Council's ordinance that doesn't 
allow certain age groups into theatrical or musical 
events that they deem obscene. The publicity around it 
and the PMRC and the fundamentalists all yelling 
about rock and religion has hurt the San Antonio mar- 
ketplace. We're down anywhere from 18% to 35% 
per show, whether it's an acceptable or controversial 
band. And Houston and Corpus Christi and other city 
councils are now discussing similar ordinances. 

"Texas used to be one of rock's strongholds, where 
acts would start their tours, but now attendance is 
down and we're worried about it." Orbin promotes 
some 120 shows a year in Texas, Oklahoma, Louisi- 
ana, and New Mexico. He has sensed a conservative 
backlash against rock in those states as well. 

(Continued on page 0 -18) 
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Tour Coordination 
I ouring in the U.S. in 1986 is both a more ex- 

pensive proposition and a less difficult task 
than it was in the past. 

It's much easier to tour, there are more services 
available and it's much more acceptable," says Gerry 
Stickells, president of GLS Productions. 

Says George Travis, who directed Bruce Spring - 
steen's 1985 tour, "Everything is more expensive but 
the business -because it's lasting longer -is more 
professional. The people who have lasted have done so 
because they're good at what they do." 

Tour coordination can be handled by a tour director, 
a tour coordinator or a road manager, and can encom- 
pass the arranging of lighting, sound, staging, trans- 
portation, travel and /or hotels. It all depends on how 
you define yourself and how decisions are delegated. 

"Tour manager, road manager -it's all the same 
thing," says Eric Barrett, who has managed tours for 
David Bowie, Linda Ronstadt, Madonna and many oth- 
ers. 

And just as the size of your show and tour affects 
whether or not everything is handled by one man or 
many, so too does it determine whether the act, the 
promoter or the facility must take care of the lights, 
sound and staging. 

The Yellowjackets, a jazz /rock /r &b group, play in 
rooms from 500 to 3,000 (the latter on the West 
Coast, where they are based) and will not carry their 
own rigs on their 1986 U.S. tour. "Generally, an act in 
the first $10,000 -range will not carry sound and 
lights, though there are exceptions with groups that 
tour constantly," says Gary Borman of Kragen & Co., 
who manages the Yellowjackets. 

"Once you get over the $10,000 per night situation 
then it begins to pay economically to carry your own 
equipment. Then you charge the promoters back for 
sound and light, and you can sometimes make a little 
extra off that if you are amortizing your equipment 
costs over a couple of months. But every formula is 
different depending on how many dates you're play- 
ing, how it's routed, how the tour is booked and how 
frequently you tour." 

Eddie Rabbitt, who plays everything from 700 -seat 
(Continued on page 0 -19) 

Sound, Staging 
& Lighting 

-VVhen I started, 15 years ago, groups didn't 
have lighting. You just used whatever was at 
the facility -like follow spots -and in the big 

cities the promoters would hire a few lights in," says 
Mike Tait, president of Pennsylvania -based Tait Tow- 
ers. 

Tait began his company when he was the production 
manager and lighting designer for Yes. In 1985, his 
firm provided the lighting for the Bruce Springsteen 
tour, utilizing a dimmer -in- the -truss system, comput- 
ers and almost 600 lights. For sound, the Springsteen 
tour hired Clair Brothers Audio, which has used space 
age -technology to reduce speaker cabinet weight and 
computers to test and design new products. 

Technological advances and the computer revolu- 
tion have clearly brought the U.S. sound, staging and 
lighting industries into a new era. "It's a leap forward 
into the 21st century," says Jeff Ravitz, Springsteen's 
lighting designer. 

"Times have changed," says Tait. "Even a college 
group takes out 200 lights nowadays. Van Halen has 
taken out 1,500 -which may just be the limit." For 
Springsteen's tour, Ravitz and Tait wanted the lighting 
to support, but not overpower, the Boss. "It wasn't a 

big rig," says Tait. "The rule was that the lights had to 
be tasty and nice, but not overbearing." 

Computers have indeed become essential to con- 
certs. "Without computers our systems wouldn't 

(Continued on page 0 -19) 
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Transportation 
id you leave your Fender Stratocaster in the 
hotel room and it's 15 minutes to showtime? 
Send a helicopter back to pick it up. Do you 

want luxury flight service without the cost of renting 
an entire jet? Buy a one -way ticket from L.A. to New 
York on Regent Air for $750 or so and enjoy videos, 
gourmet meals, curtained -off privacy and also have 
your hair styled on the way. Do you feel safer staying 
on the ground? Then check out the many bus compa- 
nies that offer charters on custom -adapted, luxurious- 
ly- appointed vehicles. 

In 1986, the increasing professionalism of the mu- 
sic touring industry extends to the transporation sec- 
tor, both for the moving of bands and crews and the 
hauling of their equipment. "Everything's just getting 
better," says Angelo Arcuri, sound engineer and for- 
mer road manager for Ronnie James Dio. "Everyone's 
competing, trying to outsell and outdo each other." 

For transporting lights and stages and sound equip- 
ment, there are a wide variety of trucking firms to 
choose from. Upstaging of Elk Grove, Ill., provided 
most of the rigs to move Bruce Springsteen's tour in 

1985. "He used five of our semis on the indoor leg of 
this tour, and we provided eight of the semis on the 
outdoor part," says Ustaging president Robert Car - 
one. The semis had 48 -foot trailers, a standard that 
has supplanted the 45 -foot trailers of several years 
ago. 

"We also provided the 12 semis that Prince used on 
his indoor tour in 1985, and 14 of the 26 semis that 
the Jacksons used on their 1984 tour," adds Carone. 
A partial list of Upstaging's 1986 clients (so far) in- 
cludes: John Cougar Mellencamp, the Firm, Simple 
Minds, Stevie Nicks, Kiss, Sheena Easton, Luther Van - 
dross, Black Sabbath, Ronnie James Dio, and Ozzy Os- 
bourne. The clientele will expand greatly in the sum- 
mer. 

"We work with the group's manager of the tour ac- 
countant," says Carone. "I think we have been suc- 
cessful because we provide good service and try to an- 
ticipate the client's needs. We're real basic, not 
flashy." 

Tour manager Eric Barrett has used the services of 
Clark Transfer of Philadelphia for many David Bowie 
tours. "There are many companies," says Barrett, 
"but one thing that not all of them have is good driv- 
ers. 

"Some of them have drivers that I would trust to get 
the stuff there overnight. Who won't pull by the way- 
side and go to sleep, or drink on the job. They'll get the 
job done. And if I find guys I really like, who switch 
companies, I'll call them and ask them how their new 
company is treating them, and how the company's 
equipment is." 

Driver reliability is also one of the most crucial crite- 
ria (sometimes the most crucial) for picking a bus 
company to transport the band and /or crew. 

"What's important is the driver. We had one guy for 
years who drove James Taylor and Linda Rondstadt 
and neither of them would go out on tour without 
him," says Barrett. "You could go to sleep at night on 
the bus and know you'd get there. Because there's 
nothing worse than going to sleep on a bus, in bunks, 
and the driver keeps hitting the brakes, or he takes a 

corner fast and throws you out of the bunk. And that 
happens, believe me! Some guys don't know how to 
drive people." As with trucking, Barrett will often fol- 
low good drivers from company to company. 

Florida Coach, Senator Rentals and Silverlight Ex- 

press are mentioned by travel consultant Carol Green 
as popular bus companies among groups. The latter 
firm is currently being used by Ronnie James Dio and 
Rough Cutt. Says Angelo Arcuri, "It's much more com- 
fortable in the '80s. Being in the bus is like being in 

your living room at night. You can ask for higher ceil- 
ings, wider bunks, whatever you want." 

Considerations of price, safety and comfort deter- 
mine whether a band chooses to go by ground or air. "I 
compute all the mileage between concerts and de- 

cide -are we gonna bus, fly, do a mixture ?" says Bill 
Rehrig, road manager for Eddie Rabbitt. "Eddie 
doesn't like to bus for more than 400 or 500 miles at 
a clip, and so sometimes we'll fly and the bus (with the 
band and crew) will meet us. We lease these buses and 

for the two of us it can average $500 a day. Some- 
times it's cheaper to fly -especially if you can get bar- 
gains like supersaver flights on commercial planes." 

"We do a combination," says Van Halen tour manag- 
er Chris Pollan. "On long mileages we'll fly commercial 
or charter -it has to do with the distance. If the guys 
have a day off and they have to travel 700 miles, then 
they don't want to spend 14 hours on the bus that day. 
So we'll fly ahead." 

Some performers also prefer to stay on the ground 
because they feel safer. Those who want to fly but are 
also very safety- conscious often employ aviation con- 
sultants such as Nigel White, who has arranged jet 
charters for Bruce Springsteen, Prince, Elton John, 
Bob Dylan, Tina Turner, Stevie Nicks, Lionel Richie, 
Journey, and many others. 

"I've been in aviation for 17 years and I'm an aero- 
nautical engineer and a private pilot," says White, 
whose Los Angeles company is called Air Cruise Inc. "I 
check the companies out and go over their FAA and 
insurance records. And I make sure that the same 
crew that starts the tour works all the way through it. 
All of these factors make my customers feel a lot more 
secure." 

(Continued on page 0 -18) 

Merchandising 
When Winterland Productions was founded 

in 1974 by Dell Furano and Bill Graham, 
the fledgling company employed all of 

three people and business consisted primarily of sell- 
ing Grateful Dead T- shirts. Twelve years later, Winter - 
land has 270 employees and is one of the biggest con- 
cert merchandisers in the world. The firm handled 
sales for the 1985 Bruce Springsteen tour and the 
USA for Africa charity drive, and currently represents 
some 75 artists, including a large percentage of the 
top acts in pop music. 

One of the great success stories in tour merchandis- 
ing, Winterland now has its own 16- person in -house 
art department and prints 15,000- 30,000 shirts a 

day, according to Furano. It also gives a healthy boost 
to the American economy -Jack Murnan, national 
sales manager of Signal Knitting Mills, estimates that 
his firm will sell more than one million shirts to Winter - 
land this year. 

Business so far in 1986 has not matched the rec- 
ord- breaking pace of previous years, but Winterland 
president Furano believes that sales will pick up soon. 

"Our business is tied to the concert business," says 
Furano, "and the concert business in the first quarter 
of this year has been terrible. We've had artists out 
there like John Cougar Mellencamp and Pat Benatar 
who've worked well for us, but generally it's been very 
slow. 

"However, it seems now that a tremendous amount 
of touring is scheduled from the late spring through 
October." A lot of those acts, Furano notes, will be 
playing in the summer at outdoor amphitheatres. 

"These facilities -such as Irvine Meadows and Pine 
Knob -seem to be popular for both parents and the 

kids, a more enjoyable place to watch the concert. I'm 
hoping the trend towards more of these places open- 
ing up across the country will be an impetus to sales." 

Concert merchandising has become increasingly im- 
portant to musical acts: those that can sell out a 

15,000 -seat auditorium usually generate $30,000 to 
$75,000 in sales of T- shirts, sweats, buttons, posters, 
bandanas, hats, and other merchandise, with the act 
taking home $10,000 to $25,000 of that. Top acts 
command a 30% to 32% royalty (higher under spe- 
cial circumstances) and often a six -figure advance. 
This extra income can make artists rich or at least off- 
set increasing concert production costs. 

Winterland both courts prospective clients and is 

courted by them. "It goes both ways," says Furano. 
"We're part of the marketplace and we're constantly 
dealing with attorneys and business managers. They 

(Continued on page 0 -14) 

Venues 

l I he diversity of concert venues in the U.S. is, 

quite simply, staggering. A musical act can, ac- 
cording to its drawing power and marketing 

plans, put together a tour that strings together any 
number of clubs, theaters, amphitheatres, auditori- 
ums, arenas or stadiums. New York and Los Angeles 
are the key links in any concert chain as far as media 
attention goes. 

The hottest venue in 1985 was Radio City Music 
Hall with seven engagements among the top 100 
grossing concerts (during the period from November 
27, 1984 to November 30, 1985) listed by Bill- 
board's sister publication, Amusement Business. Next 
was the Spectrum in Philadelphia, with six of the top 
100. Meadowlands Arena, the Fox Theatre in St.Louis 
and Exhibition Stadium in Toronto each had four 
shows on the list. The five highest grossing concerts of 
the period took place at Giants Stadium, Los Angeles 
Memorial Coliseum, Dodgers Stadium, JFK Stadium 
and the Orange Bowl, respectively. 

One trend in 1986 that seems apparent is the accel- 
erated move towards more outdoor amphitheatres. 
"There are a lot of amphitheatres in development 
around the country, everyone seems to be rushing out 
to do one," says Gary Bongiovanni, editor of Pollstar. 
"A lot of promoters are aligning themselves with them 
and in some cases becoming facilty managers as 
well -as the Nederlanders did and the Pace Organiza- 
tion and Bill Graham are now doing. It's been going on 
in some places for a long time, but now it seems to be 

(Continued on page 0 -14) 

Hotels 
I our manager Eric Barrett remembers the tra- 

vails of finding lodging when he was travelling 
with the Jimi Hendrix Experience in the late 

1960s. "Hotels used to treat us as if we had the 
plague. In the old days we were thrown out of more ho- 
tels than there were hotels built!" But in 1986, things 
are different. 

"Nowadays, they plead for your business," says Bar- 
rett, who more recently has managed tours for Lionel 
Richie, David Bowie and Madonna. "When you're tak- 
ing 30 or 40 people into a hotel -with some of them 
staying five or six nights- that's a lot of cash." 

Musicians are also, generally speaking, a great deal 
more respectable than they used to be- hotels these 
days don't feel themselves to be "under siege" when 
visited by touring rock stars. "The acts that I handle," 
says Barrett, "are not into pranks and stuff like that. 
They want class, class and more class, and they want 
creature comforts. They want to be able to go back to 
the places they like." 

Even hard rockers like Van Halen are less obstreper- 
ous in the '80s. "These guys are all married and it's 
going to be quiet where they stay," says Chris Pollen, 
Van Halen tour manager. 

Says Carol Green, travel consultant for the 1985 
Bruce Springsteen tour, "The musicians out there are 

(Continued on page 0 -15) 
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Best Group 
British Phonographic Industries Award 

Best Group - London Standard 

Best Rock Performance By A Group 
- Grammy Award 

d IRE 
STRAITS 

Best Album - Rolling Stone 
Best Album - Daily Mirror 

Best Album - London Standard 
Best Album - Sounds 

Best Selling British Album 
-Music Week 

BROTHERS 
IN ARMS 

Quadruple Platinum USA 
Triple Platinum UK 

No.1 in 22 countries worldwide 
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whole live scene is primed. 
The kids may not be going to the movies, but they 

certainly go to concerts. Younger bands like Duran 
Duran, Wham!, and newer acts such as Tears For Fears 
and Feargal Sharkey, draw huge audiences. And tick- 
ets are not the only items these audiences buy. 

Record companies have always considered concerts 
crucial for record sales and many consumer product 
manufacturers have recognized the importance of live 
music to the 18 -25 year -olds. Sponsorship of tours 
has grown accordingly and the multi -nationals see 
straight advertising exposure (and, as important, art- 
ist association) as essential in establishing their brand 
in the youth market. Elton John and Iveco trucks, Fear - 
gal Starkey and Swatch watches, Status Quo and Levi 
jeans, Duran Duran and Sony, Kid Creole and the drink 
line Malibu, and O.M.D. and Harp lager are just a few 
of the recent partnerships established for tours. 

As awareness of live music's spell increases, more 
and more companies look at this alternative method of 
advertising. 

But concerts aren't only for young people. "Audi- 
ence age ranges from 9 to 90," says Harvey Gold- 
smith. Established rock names appeal across the 
board, bringing in the teenagers and the over -25 big- 
ger spenders. 

New young buyers need new bands of their own and, 
though the British bands are most successful, or may- 
be because of this, London -traditionally the cultural 
capital of the world and right now the undisputed mu- 
sic center -is a must on every international artist's 
date sheet, even if the cost of four nights in the city 
cuts into ticket profits. 

If the artists are big enough, people will travel from 
all over England to see them, especially U.S. artists 
who may only include three or four London dates in a 

European tour. Tina Turner, Springsteen, Stevie Won- 
der, Billy Joel, all do phenomenal business, though, as 
Bush says: "Probably only six out of ten U.S. bands 
make any money in the U.K." 

But they make up the shortfall in increased record 
sales and on European dates. Newer artists do the tra- 
ditional nationwide stint, with U.K. bands pegging tick- 
et prices in low- employment areas like Newcastle or 
Liverpool, an indication of both the cost- conscious- 
ness and professionalism of younger bands today. 

There are stories of £10,000 acts asking for 
£25,000 a night (and being turned down), but on the 
whole the days of excessive artist demands are over, 
though food bills for a small band and crew can run to 
£350 (just over $500) a day, giving one promoter re- 
cently a bad week. 

International performers, faced with long tours, ex- 
pect, and deserve, a high standard of transport, cater- 
ing, accommodation, and backup. So do their crews, 
which can number up to 100 on a tour on the scale of, 
Pink Floyd's "The Wall." Crews include key lighting, 
sound and staging engineers, technicians, riggers and 
roadies, all working very long hours. Hence the sub -in- 
dustry of custom -built coaches costing around 
$150,000 each -like travelling motels -with up to 
16 beds, videotape monitors, a porta- studio, showers, 
microwave ovens, freezers, coffee machines, and 
Walkmans in every seat. 

"Though artists sleep in hotels, the crews sleep in 

the bus," says Mike Carter, of Star Cruiser, which 
rents Dutch and Belgian built supercoaches at $450 a 

day. 
Audiences expect high standards at concerts: excel- 

lent sound and lighting, sometimes video playback. Of- 
ten a band's reputation for special effects precedes 
them (Twisted Sister is just one example) and most 
heavy metal bands have to provide pyrotechnics of a 

high and expensive degree. Bands demand more and 
more sophisticated PA and lighting set -ups. Cost can 
go up accordingly. Hence the need for bigger venues. 

"A concert in a small venue can cost almost as much 
as one in an arena," says Bryan Grant of Britannia 

Row, which provides various tour services and equip- 
ment, from simple rental to complete production. 
Rental of PA and lighting systems makes sense, with a 

complete arena -type system costing about $450,000 
to buy and a follow -spot up to $15,000. 

Companies such as T.T.R., Tasco or Britannia Row, 
which represents Maryland Sound of Baltimore and 
has fully re- equipped over the past year, can provide 
key engineers (unless the band specifies its own) and 
armies or riggers, technicians and roadies. Even if a 

hall has its own excellent system (and Britannia in- 
stalls these, too) a band needs continuity of light and 
sound throughout a tour. 

It's also more practical for overseas bands to hire 
crews in the U.K. or Europe familiar with the idiosyn- 
cracies of various venues. 

As the cost of touring soars, and the artists queue 
for venues, what can promoters, who take all the risks, 
do to keep business booming and feed audience appe- 
tites? One way is to spread the risk. Derek Block, for 
instance, in the business for 25 years, has publishing, 
management, books, travel, and a speedway stadium, 
plus property in London's Soho, all seeded by the con- 
cert side of the long- established business. 

He says: "The picture may change. The live scene 
looks a little top -heavy at present, with fewer big acts 
touring more, which needs less investment than, say, 
touring 10 different smaller acts." 

Block, whose bookings since 1963 list the biggest 
of rock names, now says promoters "think carefully 
about booking young rock acts. Ours is a mature orga- 
nization, with prestige West End of London accommo- 
dation, a big staff and a multi -million pound business 
worldwide. I have to do deals I can live with." Which 
means bigger artists, appealing to the over -25s. 

Cited are acts such as David Bowie, Paul McCartney, 
B.B. King, Don McLean, Jack Jones, Nana Mouskouri, 
Gary Glitter, and the Temptations. "Rock margins are 
too small for this sort of company," says Block. "In 
fact, the best artist I know is Johnny Mathis on a long- 
term basis. He sells out all over the world -I don't 
know another artist like him." 

Promoters, Block among them, have a track record 
of investing in new bands, with no guarantee they'll 
come back when they're successful. Some do, though, 
and Block says: "In any case artists are more profes- 
sional these days. In the 1960s, they wouldn't bother 
to turn up. Some rock bands try and stir up a bit of 
drama now. It's called adolescence. But we cope." 

He adds: "We're more careful. We book towns where 
there is good local radio and local press support for 
live music, as you can't rely on posters. In the U.K., the 
smaller the venue, the bigger the rent, so we'd all pre- 
fer there were more of the bigger venues here." 

Mervyn Conn agrees. "Touring costs are so high 
that if you don't do it properly, you don't make any 
money. The one -night stand is a very precarious road, 
and you need more promotion to get the audiences in. 
Radio is essential." 

In terms of buying power, 1984 was a terrible year 
for international promoters as the pound sterling 
dropped from $2.10 to $1.05, doubling costs. In 
1985, Conn did 100 concerts as well as his seven 
country music festivals. This year about 70 concerts 
are booked so far, plus the festivals through Europe. 

He says: "People will always come to events. Even 
before the performers are announced, we sell out the 
festivals." 

Live Aid brought to the attention of the world the 
powerful medium of music. It is too early to tell the ef- 
fects of what has been dubbed "the Woodstock of the 
'805" will have on concerts. It certainly boosted rec- 
ord sales. No similar event has been announced, apart 
from the fact that it is unlikely anything on that scale 
can be organized again, and it was a first in terms of 
the satellite linkup. 

Harvey Goldsmith, who recently won a "totally unex- 
pected" British Phonographic Industry award for his 
part in Live Aid (guessed at costing $75,000 by those 
close to him) felt that people who take out from the 
music business should contribute. His company does 
about 10 charity shows a year. He'd like to see 

0 -10 BILLBOARD APRIL 26, 1986 

www.americanradiohistory.com

www.americanradiohistory.com


more record industry support for promoters -for in- 
stance, helping raise money to build more venues. Of- 
ten, labels and promoters work hand in hand, but 
there are occasions when their separate businesses, 
selling tickets or selling records, cause problems of 
timing. Attitudes vary. 

Record companies may feel that without their ef- 
forts at establishing artists, no one would want to see 
them, but they recognize the need for touring to sell 
records, sometimes holding a release till half -way 
through the tour. The best crossover effect is when la- 
bels and promoters arrange joint marketing. 

A &M, which supports all bands on early tours, re- 
cently backed Suzanne Vega to the tune of $50,000 
to promote her product. It worked first time, so they 
brought her back again. A support band's hire of the 
headliner's equipment can cost from $7,500 to 
$22,000 and the band may reach 60,000 to 
100,000 potential record buyers. A worthwhile in- 
vestment, A &M says. 

Heinz Henn, head of European operations for Capi- 
tol Records, EMI Records and Manhattan, agrees with 
this attitude. "If we bring in acts, we bring them in for 
Europe. We try to coincide the tour with the LP release. 
The prime purpose in investing in the band is to sell 
product. We work with the promoter as much as possi- 
ble. After all, the record company has worked with the 
act for a long time and knows more about it. And it's 
best to share the marketing exposure." 

The best time to tour the U.K. for record sales are 
February to June and August to November, Henn says. 
"But some records are born in the summer." The sum- 
mer is a "hot" tour time in the U.S., so it's difficult to 
get big names to cross the Atlantic then, though 
Springsteen was an exception. Henn likes to see newer 
acts play in the most densely populated cities. 

"But," says Derek Block, "promoters tour a band 
when the public wants to see them. The tour, there- 
fore, can break the record. Record companies don't 
support promoters, they use the tour." 

Because of the length of name artists' tours these 
days it is difficult, often, to link with the album release. 
For Bryan Adams' first headlining tour in Britain it was 
possible to tie -in product released just prior to two 
concerts at Hammersmith Odeon. Newer acts find that 
their LP releases follow them from place to place. 

Will satellite shows eventually replace live concerts? 
Definitely not, say all the promoters polled. "It's like 
going to a movie," says one. "People want to be 
there," says another. "Television is second best," says 
a third. So there's seemingly no fear that the live scene 
will ever fade. Indeed, quite the opposite. Britain's pro- 
moters may have to resort to strings of tents /mar- 
quees through the country to satisfy the audiences' 
demand for music of all genres. VAL FALLOON 

SPAIN 
(Continued from page 0 -4) 

nancial involvement are being taken. But merchandis- 
ing in all its forms is highly developed in this territory. 
T -shirts are a particularly hot seller here and sartori- 
cally suited to the hot climate. 

Record support for touring acts is reasonably strong 
and consistent, mainly in terms of spending out on the 
communications media, with radio perhaps the most 
important. 

Leading promoters of international acts in Spain, all 
based in Barcelona, are Empresa Gigs (director Ra- 
mos Sanchez), Empress Managers (Pino Esgliow) and 
Empresa Dogui (Gay Mercader). 

In Spain, there are plenty of sound and lighting spe- 
cialists to cope with the most sophisticated equipment 
needs or emergencies. Among them: Triple Onda 
(headed by Braulio Simon), Sonet (Ramon Mana), Son - 
oestudi (Jose Morte Piferrer), Jose Maria Planes Son - 
ido, Musica Viva (Juan Sola Colomer), all in Barcelona, 
Sonora Sonoplato (Augustin Rebollo /Charo Garcia), 
Sesion (David Duran /Venceslao Ribera) and Milan 
Acustica (Pablo Cano /Carmen Milan), all in Madrid. 
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FRANCE those by Simon & Garfunkel some $500,000, for in- 
stance. Even on such major shows a promoter is lucky 

main halls are, predictably, ii Copenha 
gen. Top of the list are: the 2,000- seater Tivoi Gar - 

(Cont.'wed from page 0 -3) to come out with 5% profit on his ticket receipts. If the dens Hall, the 2,000- seater Falkoner, spots hall 
act is not a major one, then unless considerable sums Valby Hallen (4,100), Brondby Hall (5,500), and the 

formed ait the court of the Sun King. are spent on publicity he is more likely to wind up mak- newly rebuilt Sage Theater (1,300) -al key verues 
For British and American acts Bernardin is one of ing a loss. PHILIPPE CROCQ for pop and rock concerts. 

the key names in French concert promotion. Estab- The Tivoli complex is soon to celebrate is :: E 0th an- 
lishei 10 years, he has organized major tours for niversary and will be arranging its own cancels w th 
Frank Zappa, Fleetwood Mac, Bob Marley, Super- DENMARK major artists from all over the world. This enter is pri- 
trama, the Police, Nina Hagen, and many others, as (Continued from page 0 -3) marily noted as a classical base. In the wester- part of 
well as -landling publicity and promotion. This year he Denmark is Aarhus, another strong musi: city, Av th 
is planrimg to bring in Prince, Depeche Mode and, for less others. Important, too, are Danish domestic con- two major halls, the Aarhus Musichouse and the 
the hisb-ic: Versailles first on June 26 -Neil Young. certs for acts like Simple Minds, Depeche Mode and 2,500- seater Vejlby -Risskov Hall. 

Doyen or French rock promoters is perhaps Albert Saga, playing major venues like Valby Hallen, Saga Additionally the Copenhagen Jazz Festival is a ma.cr 
Koski, whose KCP company has handled Santana, Je- 
thro Tu I, Mike Oldfield, Foreigner, Bruce Springsteen, 

Concert Hall and Falkoner Theater in Copenhagen as 
well as the smaller places." 

annual event for jazz, with more than 1D) corcerts, 
major and minor, staged all over the city. Tha MDn-- 

Kid C ede Pat Benatar and more in the past three ICO has this year brought in Yoko Ono for a show in martre jazz club is the cornerstone for these jazz con - 
years as well as a host of French names. Recently he a small 600 -capacity hall, a one -shot promotion for a fabs, and last year the club staged a huge oper -air 
brought James Taylor into the Grand Rex in Paris and company which has dealt with tours for Diana Ross, concert in front of the Parliament buildings with Bra - 
James Brown to France for a national trek. Harry Belafonte, Roger Whittaker and other name zilian Gilberto Gil as the main attraciton. 

Le Palace Concert, run by Assaad Debs, is another MOR and rock stars over the years. Arne Worsoe han- World -noted Danish brewery Tuborg is sporlso ing 
leadi lg name in concert promotion. Set up in 1981 dies full European tours and his former co- managing several of the events in the national music calencar, its 
specifically to promote events at the Palace in Paris, it director Erik Thomsen has set up his own company soft drink line used to link with the rock tours and its 
has estaDI shed itself rapidly and now has tours by specializing in hard rock promotions. lager beer for the jazz and harder rock promotions. 
Dire araits, the Police, Prince, the Clash and others to The Thorbjornsen agency had a memorable tour in The general form of advertising in Denmark is 
its credi:, while current projects include upcoming the summer of 1985 with Denmark's top singer Kim through newspapers and posters for rock groups. Eut 
tours by Talking Heads and the Communards, and a Larsen. A circus marquee was rented and, with an itin- there are now commercial radio or televisior stations, 
Jackson 3rowne visit scheduled for October this year. erary of 47 concerts nationwide, Larsen drew total au- and some of the smaller one are very active in promo-- 

The young lion of the French promotion business is diences of 120,000 in a couple of months, underlin- ing or plugging concerts for concert organizers arid 
Alain Lalana, whose Scorpio company has swiftly won ing the potential of Denmark as a touring center. record companies. The latter do play, in Denmark any - 
the ccntidence of artist managers in both Britain and Thorbjornsen is manager for Kim Larsen tours and is way, a very active role in promoting concerts n3tabty 
the US. Organizer of tours by Sade, Tears For Fears, 
Herbie Hancock, Spandau Ballet, Big Country, and 

setting up a full Scandinavian trek this fall. 
Thorbjornsen stages pop /rock supershows in the 

with in -store and display posters. 

Dexy's Midnight Runners, he is now finalizing arrange- Ellevi Stadium in Gothenburg with such names as the 
meng tar 1986 tours by Joe Jackson, Madness and Rolling Stones, David Bowie, Bob Dylan, and Bruce 
Fublic Image. Springsteen. They get crowds of 120,000 for super - 

Overall concert promotion in the French market re stars of this caliber and the concerts in Sweden are or- 
mair><s a inky business, not least because of the large ganized in conjunction with EMI in Stockholm. Thorb- 
sums of nDney involved. The Rolling Stones' concerts jorsen also lays on pan- European tours, that for Mike 
at HiapDdrome d'Auteuil cost $750,000 to stage, and Oldfield being a particularly successful project. 
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Rolling Stones, Stray Cats, Rainbow, AC /DC, Traffic, Santa- 
na, Ramones, Roxy Music, Duran Duran, Kiss, Lou Reed, Ste- 
vie Wonder, Chicago, Billy Joel, Tina Turner, Scorpions, The 
Cure, Kid Creole & The Coconuts, Police, Yes, Saxon, Span- 
dau Ballet, Elvis Costello, Leonard Cohen, Status Quo, Sting, 
Rod Stewart, Joan Baez, O.M.D., Bob Marley, Weather Report, 
Simple Minds, Bob Dylan, The Clash, Marillion, Queen, Bru- 
ce Springsteen, Siouxsie & The Banshees, Stranglers, Elton 
John, Supertramp, Deep Purple, Peter Gabriel, Mike Oldfield, 
Joe Jackson, Eric Clapton, Human League, Jethro Tull, Frank 
Zappa, Chick Corea, Emerson Lake & Palmer, King Crimson, 
Iron Maiden, Joe Cocker, Genesis, B52'S, Jeff Beck, Iggy Pop, 
Herbie Hancock, Fripp & Eno,... it would be difficult 
to mention all the bands, agents, managers not for- 
getting the crews who have helped us. 
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Several big -name Danish artists get out on the road Dionne Warwick. But after 10 years, he admits: "I'm and Paul McCartney, though the latter was in Ireland 
regularly and with considerable success. But in this just not enjoying the job any more. It's my firm belief as a member of the Beatles in the early 1960s. 
territory of just five million people the road is a short that any business capable of adding up would get in- For a while there was a vogue for two -three day 

being volved in concert promotion these days. I'm finding my open -air festivals in Ireland, but a riot situation at Lis - one -the main events restricted to Copenhagen 
and Aarhus. own efforts as an almost total waste of time." doonvarna helped quell the enthusiasm. In any case, 

For most visitors to Denmark, though, the Tivoli Almost, but not quite. On the credit side, Egan men- fans feel the novelty of three days in a field in pouring 
Gardens is the place to check out. The season starts tions gratifying associations with Eric Clapton, Joan rain wears thin very quickly. 
there on May 1 and runs through for the whole sum- Armatrading and Billy Connolly and a recent success Ireland has the youngest population in Europe, with 
mer season until mid -September. There are concerts with the Robert Cray Band's return to Dublin. "But the some 50% of it under the age of 25. But there's a tre- 
every day on the old entertainment garden which lies risks are truly enormous and the returns too tight," he mendous mixture of age groups at, say, concerts by 
alongside the town hall square. It lies right in the cen- says. "They won't let you make any money. Recently a Springsteen and Dylan, and there are fewer signs pa- 
ter of Copenhagen between the square and the main British promoter asked for an additional 10% of my tionally of a specific teenage market in Ireland. 
railway station. KNUD ORSTED 10% profit. If you have a big outdoor concert every 

year, I guess you can make money." 
One major Irish -based attraction is Chris de Burgh, 

who is assured of capacity crowds at "home" whenev- 

IRELAND John Woods, PolyGram Ireland chief, points to one 
of the outstanding examples of a longterm relation- 

er he appears, which is not so often because of his 
many international commitments. And Paul Brady and 

(Continued from page 0 -3) ship with an artist: Oliver Barry's promotion of James Christy Moore must be numbered among the biggest 
Last, who has played Irish dates every 18 months -two domestic acts out regularly on tour. 

pulling power of ZZ Top, an act which sells huge quan- 
tities of records throughout Ireland. 

years since 1974 and has built a big following along 
with dramatic increases of his records, new and cata- 

There are song contests in Castlebar, Cavan, Bal- 
lina, and Charleville. The Guinness Jazz Festival takes 

More recently the RDS Hall in Dublin was the scene 
of capacity business over four days for Elton John, a 

log. Last's "The Rose Of Tralee" album topped 
130,000 sales and several other titles have gone over 

place in Cork in October. During the festival week, Bri- 
an Molloy presents concerts at the National Stadium 

total 20,000 tickets sold. The run -up to the short con- the 60,000 unit mark. which are televised for later transmission. 
cert season was marked by the release and promotion Similarly CBS in Ireland saw Bruce Springsteen and The Dublin Jazz & Guitar Festival was held at differ - 
of a new Elton John single and album, which Aiken U2's concerts lead on to vastly increased record sales. ent venues for several days in early April this year. Vis- 
thinks is much more important than depending on Jackie Hayden has been a recording artist, record iting artists included Art Blakey and the Jazz Messen- 
back catalog to help boost concerts. producer and executive with CBS and Polydor. Now gets. Spanish flamenco guitarist Serrenito and English 

In fact, 1985 was Belfast -based Aiken's most event- business manager of Ireland's leading music publica- classical guitar duo Robin Hill and Peter Wiltschinsky. 
ful year but mainly because of the ZZ Top flop profits tion "Hot Press," a fortnightly with a circulation of Certainly classical music has thrived during Europe - 
were, he says, relatively small. But the misjudgment 16,300 and an average readership age of 22, he sees an Music Year, 1985. During that event, Dublin public 
serves to underscore the fact that concert promotion the present touring situation as "far more healthy." libraries arranged a program which allowed people to 
in Ireland remains a very risky business. He says: "During the recession, Ireland was frankly sample the musical traditions of many countries. Addi- 

The Irish climate is such that bad weather can hit a backwater. Since then, artists have had to work and tionally, the annual series of Bach Cantata concerts at 
attendances substantially, so Aiken insists on taking to tour more and many new venues have opened up. In Trinity College, Dublin, was a big success. 
out cancellation insurance, covering the weather and the late 1960s and early 1970s, it was unusual for The Music Assn. of Ireland organized auditions for 
other eventualities, and which can cost as much as big acts to tour here. But now this territory is recog- the European Community Youth Orchestra in january 
$30,000. A major summer '86 promotion for Aiken is nized as being very important to career development. this year, and there's been a big increase in the num- 
for Queen in Slane. In fact, it's difficult to think of international acts who ber of visiting classical artists since the 1981 opening 

Fellow promoter Pat Egan has worked, among oth- haven't played Ireland at least once." of the National Concert Hall, which has a capacity of 
ers, with Shirley Bassey, Wham!, Eric Clapton, and However the absentee list does include David Bowie 1,200. KEN STEWART 
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VENUES versal Amphitheatre. "But we took a look and didn't 
want to be in the hardware business. All the acts have MERCHANDISING 

(Continued from page 0 -8) different preferences, and they rent their own video 
equipment and bring it in." 

(Continued from page 0 -8) 

happening all over. And there are artists who go out in The Universal Amphitheatre is one of the most suc- call us and we call them." 
the summer now just to work the amphitheatre cir- cessful concert venues in the U.S. The year -round fa- A group will sit down with Winterland and negotiate 
cuit." cility grossed approximately $18 million in 1985, ac- a certain royalty, using as leverage their LP sales, MTV 

The Nederlander Organization manages cording to Marciano, and had 106 different acts rotation, tour plans, and representation. 
Merriweather Post Pavillion, Pine Knob Music Theatre, totalling 163 nights. Once merchandising rights are obtained from an 
Poplar Creek Music Theatre, the Greek Theatre and "We think it's probably the busiest concert venue in act, Winterland becomes their merchandising compa- 
the Pacific Amphitheatre. "The summer venues are the country," says Marciano. "And 1986 looks to be ny and usually handles four areas: concert sales, retail 
very successful for us," says David Hart, head of East as good as 1985 -this year the summer months look sales, fan clubs, and licensing. For products that Win - 
Coast talent acquisition for Nederlander. Especially in to be very busy and it's going to be hard to squeeze terland doesn't manufacture, they negotiate deals on 
Chicago and Detroit, because of the weather those everyone in." behalf of the act and serve as their agent. 
people have to live through during the winter. Those 
markets lend themselves to people wanting to enjoy 

The facility takes good care of its artists. "We try to 
meet the rider the artist is looking for," says Marciano. 

Artists have final approval on all merchandise sold, 
though there are contractual limitations on Winter - 

themselves outdoors in the summer." "And we can do such things as cater hot meals from land's part as to what they won't make. "We sit down 
There are a few facilites in the U.S. -such as the our own restaurants here and get corporate rates at with the artist and come up with a market line," says 

Greek Theatre and the Universal Amphitheatre -that the Sheraton Premiere or Sheraton Universal for Furano. "They have their ideas and we have ours, in 
are renowned for their house light and sound. When them. And if their family wants to take the Universal terms of the marketplace, what kids are telling us they 
the venue is not so well- equipped, hall managers or tour, we can arrange that." want to buy. 
promoters or the group themselves make their own Eric Barrett, for one, appreciates the extra effort put "And there are demands of the business dynam- 
sound and lighting arrangements. Most large acts- out by the venue or promoter. "The best ones will go ics -the item has to be transported from city to city, it 
such as those that draw over $10,000 per night -will out of their way to give you that nice added touch, like can't break too easily and it has to be marked up with 
carry their own sound, lights and staging from venue flowers in the dressing room for the female artist or a a certain ratio to take into account artists' royalties 
to venue. nice bottle of champagne. Stuff that's not required." and hall and vendor fees. So there are a number of 

"We never use what the venue has," says Angelo Ar- The Universal Amphitheatre, which is its own pro- forces that determine what the product line is." 
curi, sound engineer for Ronnie James Dio. "And a lot moter, also attracts because of its reputation for suc- One of the aforementioned forces -hall fees are of- 
of bands today never use house stuff. Most places cessful marketing. "We probably take as many meet- ten a significant impedence to concert sales, Furano 
don't even have that stuff because they know you're ings with radio and media people as we do with agents finds. Some buildings charge for fees as much as 40% 
going to bring in your own." Even so successful a ven- and managers," says Marciano. "lt gives insurance to to 46% of the gross (with the sales tax included in the 
ue as Radio City Music Hall does not use house lighting 
or sound in the concert division. 

our marketing of events here -I think one of the rea- 
sons for our success is our ability to squeeze the last 

fee). High hall fees, coupled with artists' royalties, ven- 
dor fees and travelling expenses, causes a markup 

Says Nederlander's Hart, "The group usually brings 1,000 tickets out of any event." that limits the type of products that can be sold at con - 
in production to our facilities, but in those instances Generating more than $500 million a year just from certs. 
where we provide it the house manager of each facility arenas on up, American concert venues continue to be "Not many products can fit into a five -time mark - 
makes the decisions about arranging the equipment." very big business. And with increasingly sophisticated up," says Furano. "That puts the more expensive 

Video is another area where acts usually provide marketing and promotional techniques, and the ad- items out of reach of the consumer. Because of this 
their own equipment. "We do a lot of video here," says vent of many new summer outdoor facilites, concert you don't see satin jackets, LPs or cassettes on sale. 
Jay Marciano, director of entertainment for the Uni- options continue to expand for acts on the road. C.M. Profits aren't as great as everyone thinks, and the only 

6TO zvoua(6 to tfuinktf,e artists heir manage- 
ments, vents, crews anarrecorarcompanies for 
ynaky2 y 85-86grecdyean. 

(in alphabetical order) 
AC /DC, ACCEPT, BRYAN ADAMS, ALARM, THE ARMOURY SHOW, LAURA BRANIGAN, ROY BUCHANAN, JOHN CALE BAND, ERIC 
CLAPTON, THE CLASH, LEONARD COHEN, LLOYD COLE & THE COMMOTIONS, PHIL COLLINS, THE CRAMPS, ROBERT CRAY 
BAND, THE CURE, PACO DE LUCIA, DEEP PURPLE, DEPECHE MODE, AL DI. MEOLA.PROJECT, DIO, DIRE STRAITS, DOKKEN, 
DUBLINERS, ECHO & THE BUNNYMEN, THE EXPLORERS, ELLA FITZGERALD, FRANKIE GOES TO HOLLYWOOD, NINA HAGEN, 
MURRAY HEAD, HELIX, JOHN.HIATT, HONEYMOON SUITE, IMMACULATE FOOLS, INDOCHINE, INXS, JOE JACKSON, JASON & THE 
SCORCHERS, DAVID JOHANSEN, HOWARD JONES, STANLEY JORDAN, BON JOVI, KATRINA & THE WAVES, NIK KERSHAW, 
CHAKA KHAN, KID CREOLE & THE COCONUTS, KIM LARSEN, JULIAN LENNON, LEVEL 42, NILS LOFGREN, THE LONG RYDERS, 
NICK LOWE & HIS COWBOY OUTFIT, MAHAVISHNU ORCHESTRA, YNGWIE MALMSTEEN'S RISING FORCE, MAMA'S BOYS, 
MANFRED MANN'S EARTH BAND, MARILLION, HUGH MASEKELA, MIREILLE MATHIEU, MATT BIANCO, MEATLOAF, PAT METHENY 
GROUP, MINK DE VILLE, GARY MOORE, MOTLEY CRUE, NENA, YOKO ONO, OUTSIDE EDGE, PAGANINI, OSCAR PETERSON, THE 
POGUES, PREFAB SPROUT, PRETTY MAIDS, THE PROMISE, CHRIS REA, REO SPEEDWAGON, ROMEO VOID, ULI ROTH, SAGA, 
SAXON, SCREAMING BLUE MESSIAHS, CHARLIE SEXTON, SIMPLE MINDS, RICKY SKAGGS, RICK SPRINGFIELD, BRUCE 
SPRINGSTEEN & THE E STREET BAND, STING, THE STRANGLERS, TALK TALK, JAMES TAYLOR, TC MATIC, TEARS FOR FEARS, 
TELEPHONE, THE TRUTH, TINA TURNER, TWISTED SISTER, UFO, THE UNTOUCHABLES, MIDGE URE, URIAH HEEP, U2, TOM 
WAITS, SUZANNE VEGA, VENOM, KIM WILDE, JOHNNY WINTER, PAUL YOUNG & THE ROYAL FAMILY, JOE ZAWINUL 

(IEIMA.TIEILSTAIID 

EMA TELSTAR CONCERTS AB 
P.O. Box 1018, 
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- THOMAS JOHANSSON 
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way to make a profit is to be efficient in every area, to the performers for the U.S. segment (in Philadelphia) "They're a baby band in terms of budget," says 

save pennies here and there." of the Live Aid benefit concert. There are 11 Four Sea- Green. "And they're staying on a tour bus. Most of the 

Efficiency has also been achieved in combating pira- sons hotels in the U.S. and six in Canada, with two time, they sleep overnight in the bus and just check 

cy. "We have the piracy problem pretty much in check more in construction in Austin and Newport Beach. into day rooms for showers and for a break. Often with 

at the concert level in the U.S.," says Furano. "Though The Four Seasons chain attracts many touring musi- groups like this I'll call the promoter and find out if he 

there are still problems at the retail level. 
"We have a cadre of lawyers and law firms that 

cians because of its attention to privacy and security, 
its 24 -hour concierge desk, its spa and exercise 

has a special relationship with a hotel in that city, that 
affords a discounted rate. These up- and -coming 

we've developed over the years to prevent piracy. rooms, its 1:25 to 1 staff to guest ratio and its orienta- bands are much more budget conscious." 
When you do big tours as we have with the Rolling tion toward smaller corporate business rather than As his criteria, Van Halen tour manager Pollan cites 

Stones, Bruce Springsteen, Madonna, artists like that, 
you still get bootlegging. We now have attorneys in 
about 30 of the 50 states. But we use them less fre- 

conventions. 
Other chains often mentioned as preferred by top 

acts were: Hyatt Regency, Hilton, Stouffer's, and Sher- 

health clubs, 24 -hour room service, location, access, 
amenities, maid service twice -a -day, a friendly staff, 
and preferably a concierge or a keyed -off floor. "We're 

quently these days." aton. Green also lauds these individual hotels: the Sun- pretty specific in what we want, we've been doing it a 

What are the secrets of Winterland's success? set Marquis (Los Angeles), The Jerome (Denver), The long time. 
We work hard," says Furano, "and we are a little dif- Steven J. Austin Hotel (Austin), and the Park Suite Ho- "We also want good security. Normally, in my ad- 

ferent. We are more of a multi- service company: most tel (Denver). And she cites the Embassy Suites hotels vance I will talk to the security director of the hotel and 

other merchandisers will go to third parties to print as an up- and -coming chain to watch. clue him in as to what's going to happen and what's 
their shirts, but we have our own in -house art depart- A road manager or tour coordinator often works in not going to happen. And we also hire local security in 

ment and screen printing. And this is an advantage. conjunction with a travel agent, such as Green, to ar- each town. 
"And we've been in the business for a long time now. range lodgings. Everyone has their own criteria for se- "The crew usually stays in a different hotel, not as 

You know, selling T -shirts on the road isn't brain sur- lecting places to stay. expensive as the band's. Their location is real impor- 
gery or nuclear physics. But it's a business like any 
other that has its subtleties. I think we give real value 

"We like to stay away from large convention -orient- 
ed hotels because they can't devote the attention or 

tant. I like to put them as close as possible to the gig, 
within reason. The guys can sleep later and they're 

for the service, and have a consistent quality of prod- provide the security our artists need," says Green. right there." 
uct. And I think this is a key factor in acts choosing to 
be represented by us. C.M. 

"We want them to be discreet and to protect privacy, 
and you're not going to find inexpensive hotels that 

Angelo Arcuri is the sound engineer for Ronnie 
James Dio and in the past has also served as his road 

have the staff to be able to do that." manager. "You always advance," says Arcuri. "You 
The band's crew members often stay in a different make sure the hotels have gotten all the information 

HOTELShotel, because of their criteria. "Crews want to stay from the travel agent. The better hotels have a better 
(Continued from page 0 -8) closer to the venue, to get there faster, and often they staff, and when you arrive they have your keys in an 

don't want to stay in an expensive hotel because envelope and your room list made up. And you're 
much more professional these days, and they have a they're living on a per diem. Even if the room is paid (Continued on page 0 -17) 
job to do -they don't have time for much else. And for, the room service and other costs are often more 
they want to be invited back." Green, now working with than they can really afford." 
ACT Travel in New York, worked on hotels and travel Crews will often stay at Howard Johnsons, Holiday 
for Springsteen while with Triangle Travel. Inns, Ramada Inns and other less expensive chains, as 

The hotel chain mentioned most often as a favorite 
was The Four Seasons. "They're very tasty, very well- 

will acts that don't have the budget of a Springsteen, 
Prince or Madonna. Green is currently arranging ho- 

done," says Barrett. "Successful acts really like tels for one such group, the Outfield, which has been 
them." The chain gained recent publicity by hosting on tour with the Starship. 

Next time you tour Europe, give EML, 
specialists in Sound and Lights, 
a call first... 

Beverlaak 6 Phone : 016/60.56.55 
3118 Werchter - Belgium Telex : 26 008 

_ff-PqZ20- 21mic) 
ST A G I N G C O M P A N V 

Our Company is specialised in 
staging for outdoor productions. 
In our program you can find: 
Different covered outdoor stages 
Roofs with giant rigging facilities 
Sound and lighting towers 
(different dimensions and levels) 
Aluminium triangular lighting 
trusses 
Rigging gear 
Ramps 
Trucking with 
flatbed 
trailers 

Werchter Festival Belgium 
- Supertramp - Barclay 
James Harvest - Foreigner - 

RTL Television Shows - 

ZZ Top - Rod Stewart - Dire 
Straits - U2 - Simple Minds - 

Talking Heads - Eurythmics - 

Joe Jackson - Van Morrison - 

Bob Dylan - Santana - Peter 
Gabriel - Joe Cocker - 

Jackson Browne - Festivals in 
Switserland, Holland, 
Germany and Belgium. 

Hoogland 111 3118 Werchter Belgium 
Phone : 016/60.56.60 - 016/60.04.06 Telex : 260 08 Rock WT 

HERMAN SCHUEREMANS 
for 

Altsien, Sound & Vision, Konsertforum Deinze, Rock Torhout & Werchter 

would like to thank following bands and their Manager'nents and Agents 
for their sell -out shows in Belgium in 1985 and 1986 : 

Spandau Ballet 
Phil Collins 
Kool and the Gang 
Leonard Cohen 
The Stranglers 
Howard Jones 
Tears for Fears 
Paul Young 
and the Royal Family 
The Alarm 
Chris Rea 
Siouxsie 
and the Banshees 
Dire Straits 
The Damned 
Chris Isaak 
Marillion 
The Style Council 
Mink Deville 

Tom Waits 
John Cale 

Nils Lofgren 
The Cure 

Prefab Sprout 
Level 42 

Simple Minds 
Sting 

The Cult 
Saga 

Lloyd Cole 
and The Commotions 

The Bangles 
INXS 

Simply Red 
Burning Spear 

Yoko Ono 
Talk Talk 

Robert Gray 

Matt Bianco 
Madness 

John Hyatt 
Suzanne Vega 

The Cramps 
Twisted Sister 

Accept 
Stevie Ray Vaughan 

Julian Lennon 
Jean -Jacques Goldman 

Joe Jackson 
Queen 

Rod Stewart 
Jackson Browne 

Iron Maiden 
Metallica 

Fine Young Cannibals 
Katrina and the Waves 

and many others... 

And special thanks to the bands who helped to sell out in advance 
the Torhout & Werchter twinfestival, on JuIv 6 and 7 1985 (120.000 visitors) : 

The Ramones, R.E.M., Lloyd Cole and the Commotions, The Style Council, 
Depeche Mode, Paul Young and the Royal Family, Joe Cocker, U2 

Torhout & Werchter twinfestival will run again this year 
on July 5th '86 in Torhout and July 6th '86 in Werchter. 

In 1985 we've sold over 275.000 tickets (concerts and festivals). 
This is 80% of all ticketsales for Rockshows in Belgium. 

Please contact 
HERMAN SCHUEREMANS - ALTSIEN VZW 

Beverlaak 3 3118 Werchter Belgium 
Tel.:016/60.04.06 -016/60.04.07 - 016/60.52.21 Tlx.:26008 rockwt b 
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We supply the power, so you can 
put on the show. Our power equip- 
ment is designed specifically for the 
entertainment industry. And we've 
got generators, transformers, cable, 
virtually everything you need to 
make your show happen. We did 
Springsteen on tour, Live Aid in 

Philadelphia, Diana Ross in Central 
Park and many more coast to coast. 
So call us at 201 -272 -3270. 
We'll solve your power problems 
before they become problems. gp 

iNOUSrRiEs 

1 Chestnut Street 
Cranford, New Jersey 07016 

Finest equipment available 
in the industry 

Competitive rates 

Maximum insurance protection 
provided 

15 years experience in the 
trucking industry 

Air ride tractors and 
48 foot air ride trailers 

Experienced professional drivers 

contact: Joe DeAnda 

P.O. Box 1003 
Healdsburg, Ca 95448 

(707) 433 -4863 
IMC 1206 

ITALY 
(Continued from page 0 -4) 

ter to split all the dates into two sections for two tours, 
resuming the idea of winter tours which could be fruit- 
ful. 

One of the reasons so many local artist dates are un- 
successful is "that Italian audiences are becoming 
more and more accustomed to the very high stan- 
dards of presentation and content set by big interna- 
tional acts." But he agrees it sets up a vicious circle: 
audiences become disaffected by local talent tours, 
don't turn up to shows, so there is less money avail- 
able to invest in higher presentation standards. 

The enormous enthusiasm for international tours 
has off -beat effects on promotion. Mamone reports 
that posters, the best promotional media yet in his 
view, often become useless, because all the tickets are 
sold before the posters are even displayed. Certainly 
this happened during the last Sting tour of Italy. 

But other promotion is pushed through the two 
available all -music television stations -VideoMusic 
and Dee -Jay Television. Radio and general advertising 
are said to be less effective these days. However 
there's an implicit belief in the value of word -of -mouth 
recommendation. 

While the ticket take side of touring is big, the mer- 
chandising side is still poor in Italy. The fans like T- 
shirts emblazoned with the name or face of a favorite, 
but they don't buy many of them at the actual concert 
venue. Says Mamone: "The hard fact is that the prod- 
uct the international stars put on sale really is too ex- 
pensive. For just a little more money the customers 
can, and do, buy T -shirts by established fashion busi- 
ness names like Armani. Additionally there are many 
companies who sell the products all year round, not 
just on concert tours." 

In money terms, the Italian policy is to keep concert 
tickets within the $10 -$15 limits. This means that 
takings here are reckoned better than other European 
territories which feed high ticket prices into non- afflu- 
ent populations. 

In Italy, sponsorship, outside the worldwide deals 
pacted by some top artists, is not particularly relevant. 
Normally it's limited to advertising and poster cam- 
paigns, with sponsorship money usually just covering 
the expenses of these promotional aids. 

Italy is a good place for classical musician "tour- 
ists." Says Patrizia Garrasi, of the RESIA agency: "The 
Italian public is not only very warm but it's also very 
sophisticated. Despite showing a strong enthusiasm 
for the great repertoires of Beethoven, Mozart and 
Chopin, Italian concertgoers actually take a lead in Eu- 
rope in seeking out contemporary music. 

Moneywise, Italy is one of the best paying markets 
and as concert societies are state -financed artist fees 
are granted. Today concert seasons are mushrooming 
all over Italy, apart from the obvious limits imposed on 
symphonic music by the existence of just a dozen suit- 
able orchestras. But business is booming for the clas- 
sical industry, and still expanding. 

However in this sector, too, there is a problem -the 
lack of concert halls of real quality. No more than five 
or six were built specifically for musical purposes over 
the past few years and most of the halls are still the- 
aters or cinemas used for all kinds of productions. 

But the avid appetite of Italian audiences for good 
music is shown in figures from SIAE, the national auth- 
ors' and publishers' collection society. Statistics for 
1984 show that on the classical side over 13,000 
concerts, with 3.69 million tickets sold, raked in near- 
ly $15 million. 

Then there is jazz. Despite the traditionally disap- 
pointing record sales that go with this genre, the music 
is gaining more and more ground in Italy, certainly 
where live shows are concerned. 

Alberto Alberti, artistic consultant to many areas of 
Italian music, says that outside the star -studded sum- 
mer festivals, with June and July particularly active 
months, many townships successfully organize regu- 
lated and regular jazz concert seasons featuring big 

names through the year. These usually run from the 
end of October to the middle of April and major events 
were noted last year in Palermo, Messina, Catania, 
Bara, Pescara, Perugia, Ancona, Bologna, Prodenone, 
and Riccione. Big cities such as Milan and Rome usual- 
ly have a less continuous and un- programmed jazz ac- 
tivity. 

Virtually all these concerts are of modern jazz idiom 
with a "classical" stamp, meaning no avant -garde, free 
jazz and so on, and little acceptance for fusion music. 
The latter is featured more strongly during warm 
weather, when resorts organize their own concert and 
festivals and fans start demanding more popular, or 
commercial, names. VITTORIO CASTELLI 

WEST GERMANY 
(Continued from page 0 -4) 

For record companies here live tours are still as im- 
portant a promotional tool as media coverage, high 
costs notwithstanding. Teldec managing director 
Thomas Stein, whose company has tied marketing 
campaigns for long- established label artist Peter Maf- 
fay to his concert appearances, sounds a cautionary 
note however. Touring is an "unavoidable" element in 

breaking and establishing a new act, but the line be- 
tween success and fiasco is a fine one, and the ques- 
tion of tour support is complicated by the difficulty of 
separating out the financial responsibilities of the pro- 
moter from the benefit to the record company in 
terms of increased record sales. 

In recent months the dollar's value against the 
Deutschmark has fallen some 25 %, and some experts 
believe it will fall further by mid -year, to below two 
Deutschmarks. With average venue size 2,000 -3,000 
seats and ticket prices going up to around $14, some 
major U.S. acts were simply too expensive for German 
promoters to afford in the past. That situation has now 
eased, but promoters say the weakness of the dollar 
overseas is merely encouraging U.S. acts to stay home 
and earn more, so that the number of visiting State- 
side acts this year could actually drop instead of in- 
crease. 

On the question of musical trends in touring, Marcel 
Avram of Mama Concerts, which has organized suc- 
cessful swings through Europe for Mike Oldfield, Bar- 
clay James Harvest, Chris de Burgh, Foreigner, and 
Saga, sees a balance between national and foreign art- 
ists. New German acts have become firmly established 
on the tour circuits, while top quality American acts 
have increased their share of ticket sales at the ex- 
pense of British tour bands. In general, he notes, the 
trend is toward ever greater quality and ever more 
spectacular presentation. 

Werner Kuhls, whose Hamburg -based Sunrise has 
worked with Pat Benatar, AC /DC, J.J. Cale, Blue Oys- 
ter Cult, Leonard Cohen, Adriano Celentano and oth- 
ers, says a trend towards salsa, jazz and swing was de- 
tectable as early as 1982. Kuhls' response was to 
bring in Kid Creole & the Coconuts for their first West 
German tour. 

Fritz Rau of Lippmann + Rau puts his faith in experi- 
enced "masters of entertainment" such as Maffay, 
Juergens, Stevie Wonder, and Queen. "We find more 
and more that an artist needs several years of concert 
experience to become capable of fully entertaining an 
audience for a whole evening," he says. "And both 
young fans and older concertgoers understand and 
appreciate this mastery and experience." 

In more than 15 years since the first open air rock 
festival was organized in West Germany, many of 
those who initially opposed the concept have become 
converted, and the attitude of officials and town coun- 
cils has changed from hostility and confrontation to 
willing cooperation, Marcel Avram reports. Lessons 
were learned, better venues found, and the quality of 
the events improved as a result. Nowadays large -scale 
outdoor shows regularly attract over 50,000 fans a 

day, and in recent years they have become an estab- 
lished part of the summer music scene. 

Plus points for the fans are the opportunity to see 
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and compare a series of major acts for a relatively low 
ticket cost, and the attraction of a common experience 
that allows tens of thousands of young people to listen 
to their chosen music peacefully, Avram concludes. 

For the promoters themselves, of course, the experi- 
ence is less idyllic. West Germany's uncertain climate 
turns any open air event into something of a poker 
game, particularly where a number of expensive over- 
seas acts are on the program. And strong bills are es- 
sential because, as Werner Kuhls notes, the days when 
the happening itself was sufficient attraction are long 
over. 

Open air concerts look set to remain a fixture on the 
West German music scene though, because, as Kuhls 
also notes, they are increasingly attractive both to art- 
ists, who can reach larger audiences than they might 
otherwise draw, and to record companies, who are 
spared the escalating costs of conventional tours. Fritz 
Rau summarizes: "Despite the weather problems open 
air concerts have definitely established themselves in 
West Germany, and there are quite a number these 
days where you can easily attract up to 100,000 spec- 
tators." WOLFGANG SPAHR 

PORTUGAL 
(Continued from page 0 -4) 

the Jaxx CasCais, which is now moving to Lisbon. This 
has regularly attracted top international artists. 

But the profitable productions were to be hit at the 
end of the 1970s by the arrival of inflation in this 
country. It has often reached a galloping rate and one 
main music industry effect has been to force promot- 
ers to restrict the number of concerts and generally be 
much more selective in putting together artist pack- 
ages. 

In 1980, Jose Nuno Martins, a pioneering promoter 
and expert presenter of Brazilian music on radio and 
TV, formed an agency Concerto to promote concerts 
by Brazilian artists. The first show was played by Bra- 
zilian girl group Freneticas, followed by a Gal Costa 
concert and then Martins pacted Simone to sing at the 
Avante Festival. Since then his company has organized 
packed concerts by Brazilian "superstars" such as 
Caetano Veloso, Milton Mascimento, Maria Bethania, 
Ney Matogrosso, Gilberto Gil, and Djvan. Concerto has 
also booked top Portuguese acts Trevante, Vitorino, 
Sergio Godinho, Rao Kyao, plus foreign artists Sergi 
Regianni and Paco de Lucia. 

More recently, Numo Martins has joined forces with 
top promoters Carlos Gomes, Rui Simoes and Tab 
Martin, from the U.K., to set up new company Ai Music! 
Meanwhile, the old Concerto company is limited to 
handling rental of advanced sound and lighting equip- 
ment offering 16,000 -watts and 120,000- watts. 

Alongside the Ai Musical debut on the Portugese 
concert scene, the rental of top rooms, like the Coliseu 
does Recreios in Lisbon (capacity 4,300) and the Coli- 
seu of Oporto (3,000) is notably less pricey now 
through management decision to give Portugese pro- 
moters a better chance of profitable survival in future. 
A first step in this situation was taken through four 
sell -out concerts of Brazilian girl singer Simone and 
these two venues, a short show season which was an 
outstanding success. 

Also very successful in the concert business is MPB, 
formed via Radio Commercial and the program "Calor 
de Noite," headed by radio producer Fernando Cor- 
reia. The MTB promotion firm started by booking in 

Brazilian girl singer Nara Leao, who toured Portugal 
last year, and then with Gilberto Gil, plus Norma Lewis, 
Del Amitri, Paco de Lucia and Angie Gold. MPB recent- 
ly finalized deals for top act Baltimore and Portugese 

ROAD 

singer /songwriter Fausto for concerts later this year. 
With a PA system of 10,000 watts and a massive 

lighting battery available, MPB is putting the emphasis 
on promoting leading Portuguese acts like Pedro Bar - 
roso and Lena d'Agua. 

The new lower price tariff for hiring top rooms and 
venues in Portugal will clearly help open up a new era 
in the national concert circuit. The audiences are 
seemingly insatiable where live entertainment is con- 
cerned- certainly up to the 40- year -olds for both pop 
and rock. And nothing has proved the excitement and 
potential of the live -show scene here than those four 
concerts by Simone from Brazil. 

FERNANDO TENENTE 

HOTELS 
(Continued from page 0 -15) 

checked in, just like that. 
"We look for good restaurants in the hotel, 24 -hour 

room service, health clubs, swimming pools and laun- 
dry -especially if you can do it yourself. The Dio band 
loves doing their own laundry on the road! Also, in the 
better hotels you can ask for extra security and get it, 
it's no problem. 

"If we know we're going to be hanging around a cer- 
tain town for several days or a week, the travel agent 
will try to find something real nice to stay in, so it 
doesn't feel like a hotel. Maybe a place with a golf 
course." 

As touring musicians (especially of the rock variety) 
have become more professional and more selective in 

choosing accomodations, so too have hotels opened 
their arms to acts on the road. "Quite frankly," says 
Green, "the hotels do an enormous food and beverage 
business with the groups. The artists usually don't 
have time to shop around for restaurants and they do 
a lot of eating and drinking in the hotel, which makes a 

great deal of money from this. Plus, they can sell a 

large volume of rooms, all in one transaction. 
"And, let's face it, if somebody like Bruce Spring - 

steen stays in their hotel, it's great publicity. He's a 

class act with enormous press." 
Musicians are welcomed in America's best hotels, 

and even those of the rock variety are treated in 1986 
as successful businessmen, rather than as trouble- 
some nonconformists -as in the days of the Jimi Hen- 

drix Experience. C.M. 

BENELUX 
(Continued from page 0 -3) 

minutes to complete." 
Most major artists touring in Holland's music scene 

have their own light and sound equipment, but others 
hire from Ampco, market leader in renting, where Eric 
de Bruyn is boss. 

Says Ramakers: "As far as I'm concerned, the ex- 

change rate of the U.S. dollar has little influence on ne- 

gotiations with international pop and rock agencies. I 

can't think of any Dutch concerts by U.S. or U.K. acts 
being called off because of exchange rate problems, 
but we do always translate deals into Dutch guilders. If 

we reckon foreign agencies ask too much money, then 
we simply don't go ahead." 

The most prominent venues for concerts in Holland 
are: the open -air Feyenoord stadium with its 50,000 
capacity, and used only in summer; the Ahoy Hall in 

Rotterdam (8,500); the Groenoord Hall in Leiden 
(11,000); the Jaap Eden Hall in Amsterdam (4,500); 
and Liss' Hall in Zwolle, with an all- standing capacity of 
8,000. 

Other sizeable venues include the Vredenburg Mu- 

sic Center in Utrecht (2,000), the Congress Center in 

The Hague (2,000, all seated), the Carre Theater in 

Amsterdam (1,700, all seated), the Vereniging Con- 
cert Ha I in Nijmegen (1,800) and the Oosterpoort 

(Continued on page 0 -20) 
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SUMMER 1986 
(Continued from page 0 -6) 

David Hart of the Nederlander Organization is more 
optimistic about rock's prospects. "I don't see a back- 
lash against heavy metal. I would jump at the chance 
to book Deep Purple, Ozzy, Dio- they're great busi- 
ness." 

Hart is hopeful for 1986. "It's hard to be prescient 
now, but the opportunities for a great summer look 
bright. I'm just hoping the new acts like Sade, Whitney 
Houston, Mr. Mister, and Simple Minds will tour, be- 
cause they'll do big business. Also, I think that this 
year there seems to be more of a concentration on pop 
and black crossover, and a lessening on country ex- 
cept for the megastars." 

At two of America's most successful venues, the 
Universal Amphitheatre and Radio City Music Hall, ex- 
pectations are also high for this year. "1986 looks be 
at least as good as '85," says Universal's director of 
entertainment, Jay Marciano. If there's any change at 
all, it's just that it's coming later in the year." 

Marciano also notes a trend toward more acts being 
receptive to multiple nights. "Especially in New York 
and L.A.," he says. "They'll sit down for three, four, 
five nights and then they have a better chance to work 
all of the media, the radio stations, and they probably 
can accomplish more." 

Radio City Music Hall was the No. 1 U.S. venue in 
1985, with seven engagements in the top 100, ac- 
cording to Amusement Business. "So far in 1986 
we're doing very well," says Mark Felton, director of 
talent booking. "In February, Bill Cosby broke our 
house record by grossing $2,833,690 in 15 shows." 
He adds, "January, February and March are tradition- 
ally lean times for promoters, but it's been slower than 
normal this year. But things will pick up. 1986 should 
be a wonderful year for us -we'll have 100 to 130 
dates open for concerts." 

Touring appears to be both more difficult and more 
important for new acts in 1986, especially because of 
tight radio airplay. "It's harder for them to get airplay, 
and then that limits what we can do with the artist in 
terms of touring," says Kevin Scott. The only alterna- 
tive then, for acts the radio doesn't play -and this in- 
cludes both new groups and bands that don't fit for - 
mats-is to tour heavily. 

"I have an act -Yngwie Malmsteen -who went to 
50 on the album charts last fall and wasn't played on 
the radio. It was done through touring," says Scott. 
"We also handle Ronnie Dio, whose records really 
weren't played much on radio. He toured heavily, had 
the 1 5th highest grossing tour in the country- gross- 
ing roughly $10 million -and sold a lot of records. 
Touring is very important again. 

"I think there's more support now from record com- 
panies because we're all trying to break acts without 
them depending so much on radio. There's more mar- 
keting, more promotion and more club tours." 

Corporate sponsorship has become increasingly im- 
portant to touring artists. "It's becoming common- 
place," says Bongiovanni. "It used to be big news, now 
it's not. People will probably be shocked if the Rolling 
Stones don't tour with a commercial sponsor this year, 
rather than the other way around. Everybody is trying 
to get some kind of tour sponsorship deal, with the ex- 
ception of people like Springsteen." 

Adds Dick Gary of The Gary Group: "I think that the 
financial and advertising support that sponsorship 
gives is critical because the costs of promoting are go- 
ing way up and you can't raise ticket prices commen- 
surate with the increase in cost. Conversely, sophisti- 
cated marketers are finding now that entertainment is 

a tremendous marketing vehicle." 
The Gary Group is involved with concert promotions 

of many colors: "We try to get the radio and TV sta- 
tions involved, we develop special promotions that 
usually tie in with the group's hit single or the name of 
the tour. We do sweepstakes, trips, prizes. Our philos- 
ophy is that the bigger the promotion is, the more en- 
tertainment value it has on radio or TV and thus the 

more and better quality of air time it will receive." 
"I think everything needs to be marketed as an 

event, as much as possible- that's the key," says Stan 
Moress, of Scotti Brothers, Moress and Nanas, which 
often works together with The Gary Group. 

Technology has also changed the touring industry - 
in lighting, sound, staging, and communications. Com- 
puters have become essential in all four areas. 
"They're indispensable," says Jeff Ravitz, lighting de- 
signer for the Springsteen tour. "There are so many 
complicated things you can do now with the assurance 
that they're going to go right. And the small factor of 
computer problems is more than outweighed by the 
reliability." 

"I used to call them a pet rock," says Springsteen 
tour director George Travis. "But now they save me 
hundreds of hours. On a plane, you can make notes on 
your computer and then go to a phone at the airport, 
hook up your modem and update everybody -in the 
U.S., Japan, Australia, Europe." Accounting informa- 
tion is another item that computers now make instant- 
ly accessible to tour accountants, managers, artists, 
and promoters. 

This new technology is yet another bright spot in the 
increasingly sophisticated and diversified touring in- 
dustry. Hopes are high as it enters the traditionally hot 
months of the year. "Just get an artist the public 
wants to see," says Dick Alen, "make sure they know 
about it and have the concert in a place that's conve- 
nient to go to. And they'll turn out in big numbers, big- 
ger and bigger every year. It just continues to grow." 

TOUR COORDINATION 
(Continued from page 0 -6) 

clubs (two shows a night) to 10,000 -seat arenas, 
doesn't carry sound and lighting rigs either. "The pro- 
moters furnish the sound, staging and lighting accord- 
ing to our specifications," says Bill Rehrig, Rabbitt's 
road manager. 

Then there is the other extreme of an undertaking 
such as the Springsteen's tour, which utilized some 14 
semis on the outdoor leg to haul its equipment, or the 
Van Halen tour, which is carrying 50 people. At the 
arena level (with audiences generally between 8,000 
or 20,000), most acts will take their own sound, stag- 
ing and lighting on the road, and arrange their own 
transporation and accomodations. Promoters will 
sometimes provide special services, such as a limou- 
sine to meet the band at the airport or a hot meal for 
the crew after the show. 

GLS Productions is a Los Angeles -based tour coordi- 
nation company that handles large -scale tours and in 
the past has worked with Queen, Elton John, Lionel Ri- 
chie, Rod Stewart, and Fleetwood Mac. Just over a 

year ago, they spent three months working in Brazil on 
the Rock In Rio music festival, which took place in Jan- 
uary, 1985, and drew 1.4 million fans during 10 days. 

"We package the tour," says Gerry Stickells. "A lot 
of acts will come to us because it's much easier than 
putting it all together themselves. We have a tap on 
good people and know what's going on equipment - 
wise at any particular time. So a manager or agent will 
give us tour dates and we'll liaison the whole thing with 
the promoters. We'll put together the show designs, 
the trucking, busing, staffing, flying, hotels, whatever 
it takes to make that tour happen. Then we go out and 
manage the tour." 

When picking sound, light and staging companies, 
GLS will go with firms favored by the acts. "We usually 
get prices from several different companies in each 
category, then the artist or manager will make their 
decision at that point," says Stickells. 

"Planning ahead is very important," says Chris Pol- 
lan, tour manager for Van Halen. "It's important to 
make sure with the manager and the agent that the 
tour is routed properly, so that things fall into place in 

an orderly fashion and you're not all over the place. 
"As I see it, the tour manager is responsible for ev- 

erything. I work with a lot of other people- hiring staff 
and crew, firing, arranging transportation, picking ho- 

tels." In conjunction with designer Ian Knight, Pollan 
also takes bids on light, sound and stage equipment. 
"Price and quality are what we look at. It has to be 
roadworthy, fulfill our requirements and have a good 
price. And the companies have to have the best crews, 
great backup service and maintenance." 

Says Eric Barrett, "If you can, you start two or three 
months in advance. I'll say to a firm, 'We're doing this 
tour, it's eight months long, give me a bid' -and then 
the bidding war starts and you look for the best deal 
for the artist. In lighting, for example, you go to the de- 
signer and say here it is. He draws it up and you pick 
the best design. Then you call up a lighting company 
and say that it's 800 lamps. You send them the design 
and they bid on it. And you go to certain companies for 
certain things -if you want Vari -Lites you go to 
Showco, for example." 

Live -act producer Joe Gannon coordinates the 
equipment for his shows. Most recently he has been 
working with Julio Iglesias, the Miami Sound Machine 
and the American Music Tour (Eddie Rabbitt, T.G. 
Sheppard, Sylvie Vartan, Exile, and Janie Fricke). "If 
I'm putting on a new show, then I contact various peo- 
ple and let them know I'm looking for a bid. There are 
many state -of- the -art firms, but some have turkeys 
working for them. The people are very important and I 

suss that out too," says Gannon. 
Adds George Travis, "Does the company have the 

resources to get the odd things you want, do they have 
people who understand what it is you need? All the big- 
ger companies have their crack crews and it's interest- 
ing during a really busy year figuring out how you're 
going to steal the guy you want, get him off another 
show." Travis, who has worked with Springsteen since 
1978, also was production manager for the second 
US Festival. 

As the concert business has grown over the years, 
more resources, ever -more advanced equipment and 
myriad options have become available for those who 
coordinate tours. Planning and professionalism have 
become increasingly important as the industry be- 
comes more complex and systematic. 

Eric Barrett, who started with the Nice and the Jimi 
Hendrix Experience, has seen touring evolve. 

"The level of comfort is high now and it should be- 
if these people are going to leave their homes and go 
on the road for five or six months," says Barrett. 
"You've got to make it as easy for them as you possi- 
bly can. They should only have to think about their per- 
formance, and I should be able to keep them happy for 
the rest of the day." 

Adds Angeleo Arcuri, sound engineer and former 
road manager for Ronnnie James Dio, "It's come a 

long way since the days when they used to just string 
three PA systems together. It's so organized -it's real- 
ly easy to do things if you have a good crew and deal 
with the right promoters." 

And the real secret of tour coordination success? 
"Go to bed early," says Barrett, a two -decade veter- 

an. "And get up early and get in a match of tennis ev- 
ery day!" C.M. 

TRANSPORTATION 
(Continued from page 0 -8) 

White works with Jet Fleet, Consolidated Airways 
and Northeast Jets, among other charter companies, 
and arranges the renting of jets such as the BAC- 
1 100 (very luxurious) and Gulfstream I (very econom- 
ical). "A manager will call me up before a tour and ask 
me what I recommend," says White. "They'll say we've 
got Don Henley or Stevie Nicks, this many people, this 
schedule, what do you suggest? 

"It's easier to do an aircraft tour in the U.S. than in 
Europe because here the venues are two or three 
times larger and you can get higher ticket prices. So 
the acts can afford it -and it can sometimes make a 

difference between doing five shows a week and six 
shows a week. And they don't have to switch hotels so 
much -often they'll base in Atlanta or Chicago and 
just fly in and out. 
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"I can get discounted rates because I give the opera- 
tors such volume of business, and I fly out and work 
out my own deals with them. Plus, with my knowledge 
of aviation, I know what jet operating costs are and I 

know what a fair price is. I try to get the best deal for 
the band." 

As with charter buses, creature comforts are readily 
available in charter jets. "You can have everything and 
anything," says White. "Gold- plated fixtures, double 
beds, showers." Prices can run from about $1,300 a 

day for a seven -place jet to $6,000 a day for an execu- 
tive Boeing 727. 

Regent Air Corp. of Los Angeles is a charter compa- 
ny that spent $3.5 million apiece to outfit its luxury 
727s, which each have four staterooms, a fully 
stocked bar, nine video screens, table- settings with lin- 
en, silverware and flowers, and many other amenities. 
Richard Gasporitti, former chef for Tony Curtis, pro- 
vides the gourmet meals, and a secretary and a cos- 
metologist are available on each flight. Regent, which 
has flown Rod Stewart, Buddy Rich and many other 
musicians, offers one -way tickets in the $700 range 
for flights between N.Y. and L.A., and you can also 
charter an entire flight for a price contingent on trip 
time. 

"We'll go to any extent to meet the special needs of 
a group," says Jeff Ruffolo, public relations, director 
for Regent Air. C.M. 

SOUND 
(Continued from page 0 -6) 

work," says Tait. The patching system needs comput- 
ers, and so do our color changes. And each of our 30 
or so chain motors that hauled up the rigs for Spring - 
steen had a computer that talked to the others." 

The dimmer -in- the -truss system has enabled Tait 
Towers to save its customers money in initial outlay 
and time in concert setups. "We pioneered it and I 

think it's one of the main reasons we got the Spring - 
steen account," says Tait. 

Adds Tait Towers business manager Bill Gerth, "I'm 
sure they shopped around and got different prices and 
we weren't the lowest, but they had some other consid- 
erations for that long a tour -such as reliability and 
speed in getting the system erected each day. That's 
one of our specialities -packaging and efficiency. 
George Travis (the tour director) gave us a target fig- 
ure for how long he thought a lighting system should 
take to be installed, and we achieved that throughout 
the tour." To secure work, Tait relies on its reputation 
rather than advertising. 

Other top U.S. lighting companies often mentioned 
include: Showlights, Obie, Tasco, Electrotech, Light 
and Sound Design, and Naked Zoo. 

Tait Towers also builds sets and stages and has 
worked in this capacity in the past for Barry Manilow, 
Kenny Rogers, Olivia Newton -John, Twisted Sister, U- 
2, Yes and Asia, among others. 

On the Springsteen tour, United Production Ser- 
vices provided the stages. The firm is currently work- 
ing with John Cougar Mellencamp and in the past sup- 
plied stages for the 1984 Olympics, Simon & 
Garfunkel, David Bowie, the Who, and the Rolling 
Stones. "The technology is fairly basic although we try 
to improve on it," says Mike Brown of UPS. "We pro- 
vide a structurally sound platform, a lighting platform 
and a motorized roof grid. The decorations are usually 
done by others. We stay on top through responsibility 
and reliability." 

Other favored names in sets and stages include: No- 
mad Productions, FM Productions, Pro Scenery, Show - 
lights, M2 Research, and Source Point Design. 

Clair Brothers of Lititz, Pa., provided the audio for 
the Springsteen concerts. The firm has also worked in 
the past for Yes, the Moody Blues, Elton John, Kenny 
Rogers, the Jacksons, Live Aid, the US Festivals, and 
Rock In Rio (the 10 -day 1985 music festival in Brazil). 

"We don't advertise a lot, nor have we been publi- 
cized a great deal," says Roy Clair, secretary /treasur- 
er of the company, which has won the Performance 

magazine audio award for nine straight years. "We get 
a lot of business from entertainers going to hear their 
friends -and think the sincerest form of flattery is 

when they heard your sound and want you because of 
that, rather than because you were the lowest bid." 

"We are very quality- oriented. We put a lot of money 
back into the company, into research and develop- 
ment. We develop a lot of new gear and take great 
pride in our engineering." One of Clair Brother's 
breakthroughs was the aforementioned lighter speak- 
er cabinet. "It took us a year to do and we used the 
same composites that they use in the space program. 
And it shaved off 100 pounds from the cabinet. 

"We did this because we were aware how finances 
are becoming increasingly difficult in the touring busi- 
ness. Transportation costs have been a major increase 
in the industry and so Clair Brothers has made an ef- 
fort to reduce the weight of the equipment and the 
time it takes to set it up, tear it down and transport it. 

We're making incredible headway- another example 
is amplifiers, which used to weigh 60 to 80 pounds for 
a normal amp and that we've now gotten down to 10 
pounds. With more power." 

Computers have reduced their design and testing 
time. "A computer enables you to design your speaker 
cabinets about 20 times faster than before. You just 
plug in the parameters, tell the computer what you'd 
like to have and it does it." 

Roy Clair finds 1986 an expensive year. "The mate- 
rials, everything is more expensive. And the tour ac- 
countants are sharpening their pencils more, so it's 
becoming more difficult for everyone in our field. If 
you don't streamline, you're out of business. And you 
have to stay ahead of the industry -our R &D depart- 
ment is very busy. If you rest on your laurels you're 
finished." 

Other popular sound companies mentioned during 
this survey include: Tasco, Showco, Audio Analyst, 
Maryland Sound, Light and Sound Design, Electrotech, 
Sound on Stage, Naked Zoo, and Stanai Sound. C.M. 

NOMAD PRODUCTIONS 

A COMPLETE THEATRICAL, 

CONSTRUCTION & PRODUCTION SERVICE 

SETS SCENERY STAGING 

for 
CONCERT TOURS THEATRE 

TRADE SHOWS & CONVENTIONS 
VIDEO & FILM SETS 

Facrtites For 

CARPENTRY -WELDING GRAPHICS -PAINTING 
DRAPERIES -SCRIMS 

PRODUCTIONS 

415/ 822 -1330 

IMC 1911 NOMAD -US 

1070 -80 Quesada, San Franclsco.CA 94124 

J STATEOIt 
L 

CONCERT SOUND 

MEYER CREST - GAMBLE 
WEST 70 -V WOODLAND AVE., SAN RAFAEL, CA 94901 (415) 459 -0100 IMC 1436 

EAST 10 ALCOTT DR., LIVINGSTON, NJ 07039 (201)994 -3317 IMC 1435 

TELEX 556404 - SOURCE CL0932 - COMPU -SERVE 76606, 205 

3 FORTHE ROAD. 
In the office or on the road, only The Yellow Pages Of Rock 

from Album Network keeps the entire industry at your 
fingertips. The 500 -page, three volume set includes: 

The Yellow Pages Of Rock, a who's who 
of professionals involved in all facets of 

contemporary music and media. 

ETC /Executive Travel Collection, Album 
Network's guide to luxury business travel 
services in North America, and worldwide. 

YP Jr!, the pocket -size travel companion to the 
Yellow Pages master volume. 

For more information, and a coupon that'll earn you 
a $15 discount on The Yellow Pages Of Rock, 

call Album Network at (213) 656 -9910. Or 
write us at 8265 Sunset Boulevard, Hollywood, CA 90046. 

BILLBOARD APRIL 26. 1986 0 -19 

www.americanradiohistory.com

www.americanradiohistory.com


BENELUX 
(Continued from page 0 -17) 

Center in Groningen (1,500). Best known venues on 
the club circuit are the Paridiso in Amsterdam, the 
Arena in Rotterdam and the Trojan Horse in The 
Hague, with capacities ranging from 700 to 1,200. 

Recently a plan was launched for the building of the 
Van Heek Popconcert Hall in Enschede, Holland's first 
venue especially built to cater for pop show needs, and 
which will have a capacity of 1,800. 

During 1987, Amsterdam is set to be Europe's cul- 
tural center. Rademakers hopes this prestigious move 
will result in the building of an open -air pop /rock ven- 
ue where concerts for 30,000- 70,000 can be staged. 
Also, Amsterdam is one of the candidates put forward 
to stage the 1992 Olympic Games, If that bid proves 
successful, then additional special halls would have to 
be built and obviously one or two could prove right for 
later pop concerts. 

Sponsoring of pop /rock events in Holland is still a 

low -key element. Dutch major companies are more in- 
terested in sponsoring sports events. But some are fil- 
tering through into music involvement. Mojo has fixed 
its first major sponsor deal, with Haag Techno, import- 
er of Japanese electronic firm Technics, which will fi- 
nancially back three major pop shows in the Nether- 
lands this year, the first being Elton John's Rotterdam 
Ahoy Hall back in late April. 

Merchandising links with the on the road business 
don't yet add up a big deal situation. It's of interest 
only where big names like Springsteen or the Stones 
are involved, says Mojo's Ramakers, though heavy 
metal merchandising is also profitable, and is general- 
ly handled by band managements. There's the inevita- 
ble plague of pirate merchandise going the rounds, he 
says. 

Relations are "reasonable" between the promoter 
and various record companies. Radio is the main pro- 
motion tool, but unlike the U.S. scene radio /TV corn - 
mercials for pop /rock concerts in the Netherlands just 
aren't done. And contact between Mojo and the press 
is good, though Ramakers describes as "marginal" the 
influence of articles in the magazines and newspapers 
on ticket sales. 

As yet, country and folk concerts are seldom orga- 
nized in Holland. The music is regarded as too special- 
ist to be profitable. Even Ricky Skaggs, at the Doelen 
Hall, sold only 804 tickets and the concert thus was a 

financial flop. 
Belgium's pop concert scene has more variety than 

that of Holland. But then Belgium is bilingual, with 
Flemish spoken in the north (Flanders) and French in 
the south (Wallonia). But fewer U.S. and U.K. acts tour 
this territory, and there are far more concerts of 
French -language artists. Additionally, the typical Bel- 
gian audience likes the MOR area of entertainment. 

Altsin -Stageco is Belgium's leading pop /rock con- 
cert promoter. The first was set up in 1975, with Her- 
man Schuurmans, 32, now managing director. A side- 
line operation is the management of TC Matic, a 

leading domestic pop group. 
Schuurmans also rates 1985 as "fantastic for our 

business." He organized some 180 concerts for vari- 
ous sized venues, attracting more than 250,000 cus- 
tomers. Highlights included four concerts by Dire 
Straits (30,000), four by Simple Minds (25,000), two 
by Spandau Ballet (12,000), with single concerts by 
the Cure (8,000), Sting (7,000), Tears For Fears 
(2,000), and Phil Collins (8,000). 

Light and sound equipment in Belgium is generally 
hired from EML, a Werchter -based company. 

Schuurmans says the fact that the U.S. dollar is not 
so high on exchange with the Belgian franc means 
more British and American acts can visit Belgium. The 
most important venues in this territory are the Ant- 
werp Sports Palace (16,000 capacity), the Heizel Hall 
in Brussels (12,00), the National Forest Hall in Brus- 
sels (8,000), the Limburg in Genk (6,700, all stand- 
ing), and the Brielpoort Hall in Deinze (4,000, also all 
standing). Belgium's leading club venues are the Man- 

hattan in Leuven (1,800), the Hof Terlo in Antwerp 
(1,300) and Gent's Vooruit Hall (1,300) -none of 
these has seating areas. 

Sponsorship in this territory is, as in Holland, thin on 
the ground. Tobacco firm Belga is becoming interest- 
ed and has already sponsored concerts by Foreigner, 
ZZ Top and Sade. But brewery giant Stella and various 
banks are reportedly coming into this sector. On gen- 
eral promotional muscle, radio has most to offer, and 
the press in Belgium is more valuable in generating 
ticket demand than it is in neighboring Holland. 

Two other prominent Belgian concert promoter 
firms are Gemco and Make It happen, both situated in 
Antwerp, the former headed by Michael Perl and the 
latter by Paul Ambach. Last year both companies or- 
ganized a total 40 -50 concerts, highlights being 
shows by ZZ Top (Ostende, 20,000), Santana (Ost- 
end, open -air, 20,000) and Frankie Goes To Holly- 
wood (indoors, 9,000). 

Both these companies organize shows for French - 
speaking acts, unlike Altsin -Stageo, most of them in 

Brussels. No concerts are held in Wallonia, the French - 
language sector. Perl and Ambach say French -lan- 
guage shows comprise 30 % -35% of the total Belgian 
concert turnover. 

Gemco and Make It Happen aren't exactly enrap- 
tured about record company participation. "It's good 
to have a beer with the record people, but when it 
comes to business they never have enough money to 
promote the concerts," says Perl. 

There are few rock /pop concerts staged in Luxem- 
bourg, the third Benelux territory. The fans there tend 
to cross to Brussels or nearby German cities for the 
major touring events. Most jazz concerts in the whole 
Benelux region are by Dutchman Wim Wigt, aged 41, 
head of Wim Wigt Production. He's also head of the 
independent jazz label Timeless Records, which puts 
out some 50 albums annually, mainly featuring U.S. 
acts. 

Most Timeless releases are geared to European 
tours by these artists, maybe 75 each year, involving 
between 700 -800 concerts. Wigt reckons he has 
30 % -40% of the European jazz concert business and 
around 75% of the Benelux territories' action. 

He also lays on concerts in various Eastern Europe- 
an countries, including Poland and Hungary, and is 
also active in the jazz worlds of Tunisia, Israel and Sau- 
di Arabia. With the U.S. dollar lower against Benelux 
currencies, he says he can double the number of U.S. 
jazz artist concerts this year compared with 1985. 

Wigt says sponsorship is an upcoming phenomenon 
in the Europen jazz scene generally. In 1984 he orga- 
nized an international jazz festival in Amsterdam, 
sponsored by cigarette company Camel. Paul Acket, 
organizer of the noted North Sea Jazz Festival, is also 
familiar with the sponsorship scene. This year, in The 
Hague (July 11 -13), he'll be staging the 11th festival 
and for the second time it will be sponsored by Japa- 
nese electronics firm JVC, which also sponsors jazz 
events in London, Nice and Newport, Rhode Island. 

Acket says: "Sponsorship, in my view, can have a 

very positive influence on the international jazz scene. 
For my event, it means I don't have to increase admis- 
sion prices and that I have to pay just part of the 
wages for the top acts." WILLEM HOOS 

FINLAND 
(Continued from page 0 -3) 

had considerable success last year with Dio and Iron 
Maiden and earlier this year with AC /DC and Motley 
Crue, attracting audiences of 6,500 and 4,500 re- 
spectively. In addition, visits by various jazz and blues 
acts are lined up regularly. 

Cosmopol and Rockadillo have even promoted con- 
certs by African and Jamaican acts. Says a Cosmopol 
executive: We aim at versatility, though most of our 
business is with rock acts. When looking for interna- 
tional talent, Finland now has much of a say and we 
usually get what we want. A buyer's market seems to 
prevail." 

He also claims that some acts use Finland and its 
venues for testing out new lineups and stage show rou- 
tines. This has certainly been the case with Motorhead 
and more recently the Lords, giving Finland an edge 
over many other territories. 

The busiest on the road season in Finland is, tradi- 
tionally, from June to August, when 10 or more pop 
festivals are arranged from Helsinki to Lappland. 
These feature the best of local talent and some foreign 
acts and attract an average audience of 5,000- 6,000, 
or more if the weather's fine. There are also separate 
festivals for jazz and blues buffs. 

Sponsoring of pop concerts and actual performers 
has increased to a remarkable extent in recent years. 
This includes various jeans manufacturers, soft drink 
companies (Pepsi, Coca Cola and local brands), banks, 
and electrical companies. 

Top local band Dingo is sponsored by TDK tapes 
and in Tampere there's a firm specializing in sponsor- 
ship deals for local touring acts. The main promotion 
is by newspaper advertising, posters, radio, television, 
and press stories. 

Local commercial radio stations, Radio City and Ra- 
dio Ettan in Helsinki in particular, give great help by 
plugging concerts and arranging phone -in competi- 
tions with tickets, records and T- shirts for prizes. 

There are few problems over transport in Finland. 
Foreign acts usually arrive by air and the equipment by 
ferry over the Gulf of Finland. Once here there are top 
cars such as the Saab 900 Turbo and Ford Sierra, and 
there are sufficient tour coaches, mini -buses and even 
private planes. 

The most popular hotels for touring parties are the 
Hesperia, InterContinental, Kalastajatorppa and Olym- 
pia. Acts touring the country are usually booked into 
Cumulus and Rantasipi hotels in various parts of Fin- 
land. But promotion firms recognize that "many trou- 
bles can start from poor room service, the little things, 
so very careful attention is paid to artists' off -duty 
time." 

Leading concert venues in Helsinki are Ice Hall (ca- 
pacity 6,500), UKK Hall (3,900), Culture House 
(1,450) and Finlandia House (1,700). Much booked 
club venues include Cafe Metropol, Lepakko, Vanha, 
Tavastia, and Hesperia, their capacity ranging from 
300 to around 1,000. 

All these places have a solid or collapsible stage but 
very little in the way of technical equipment. Foreign 
acts usually bring their own equipment, set pieces or 
special effects, not maybe as much as they'd use for a 

show in Stockholm or Gothenburg, but hefty loads. 
The rest is hired from local firms like Ekku Peltomaki 
and MS Audiotron. 

Tickets for major concerts in Finland cost around 
$20 each and for club gigs around $10. Transporta- 
tion costs help make ticket prices higher in this coun- 
try than in several other territories. At bigger concerts 
there are up to 60 -70 bouncers operating, with at 
least a dozen provided by promoter as part of his deal 
with the venue. In fact, major disturbances or brawling 
are rare in Finland. 

Through to the end of the summer, Finland expects 
a solid flow of Europop names, such as Modern Talk- 
ing, Sandra, A -Ha and Falco, all big record sellers in 
Finland and with established fan followings. 

But a few problems do remain in the concert touring 
scene in Finland. One is the controversial source -tax 
policy, which links with regulations about defining the 
position of a promoter where foreign acts are con- 
cerned. Is he employer or agent? Most would say the 
latter. Regulations demand statement of an artist's fee 
in work permit applications, but total expenses cannot 
accurately be gauged at that stage of the play. 

Leaving aside the inevitable bureaucratic hassles, 
most acts find Finland a pleasant country to visit and 
tour, particularly in the summer season when sun - 
shines almost without break. KARI HELOPALTIO 

CREDITS: Special Issues Editor, Ed Ochs; Assistant 
Editor, Robyn Wells; International Editor, Peter Jones; 
All U.S. editorial by Chris McGowan, an L.A. based 
freelance writer; Cover & Design, J. Daniel Chapman. 
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FOR TOURING WITH US IN SPRING/SUMMER '86 

ACCEPT ROGER CHAPMAN THE CULT DOKKEN INXS 
JOE JACKSON JULIAN LENNON PIL RICKY SKAGGS 
UFO SUZANNE VEGA ANDREAS VOLLENWEIDER 
and joining our Open Airs: QUEEN - MARILLION 

GARY MOORE LEVEL 42 
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Sharp Drop Seen In Beta's Market Share 

Coming Decline Was Anticipated, Its Pace Was Not 
BY TONY SEIDEMAN 

NEW YORK After maintaining a 
steady market share of about 20% 
for several years, Beta software 
sales have unexpectedly dropped to 
10% and below, according to retail- 
ers, distributors, and manufactur- 
ers. 

The plummet in market share has 
led some executives to predict a rap- 
id fadeout for the format. Sony 
Corp. of America, however, denies 
that it will abandon the configura- 
tion, this despite the company's in- 
creasing involvement with 8mm 
video (Billboard, April 19). 

Beta's market share shrinkage 

surprises no one. "We knew it was 
coming," says Bill Perrault of 
Artec, a Vermont -based distributor. 

What is unexpected is the speed 
of the decline, say insiders. 

"Retailers are not taking in the 
product," Perrault says. He reports 
that his two strongest Beta mar- 
kets- Rochester, N.Y., and Bur- 
lington, Vt.-"are collapsing." 

Distributors say machine sales 
are the key. Larry DeVuono of 
Sight & Sound says, "Our market is 
really dictated by the hardware peo- 
ple. They just say [Beta] is a dead 
issue." 

Perrault says his company's Beta 
sales have dropped from 18% to 10% 

2- For -1 Offer By Continental 
Beta Program Runs Until May 16 
LOS ANGELES Continental Vid- 
eo is offering a novel free -goods 
promotion, giving away one free 
Beta videocassette for every two 
purchased by dealers. 

The program started April 14 
and runs until May 16. Dealers 
will buy product, get a coupon 
from distributors, and send it to 
Continental for their free cassette. 

Continental president Jim Sil- 
verman says that the promotion is 
intended to alleviate an excess of 
Beta inventory at the distributor 
and manufacturer levels. 

The industry, according to Sil- 
verman, has been caught short by 
the dramatic drop in Beta's share 
(see separate story above). 

Silverman says he believes this 
is the first time a free -goods pro- 

motion has involved a two-for -one 
policy. The industry has seen five - 
for -one and even four -for -one pro- 
motions. 

But what has surprised him the 
most since informing distributors 
on April 10 -11 has been their re- 
sponse, Silverman says. Thirty - 
one distributors have agreed to 
run an ad -at no charge -in their 
mailers advertising the promotion 
to their accounts. "That's certain- 
ly a deviation from normal prac- 
tice," says Silverman, who indi- 
cates that those circular pages are 
underwritten by program suppliers. 

"What is appealing to distribu- 
tors," he says, "is that we are also 
handling the shipping, handling, 
and administration of the pro- 
gram." JIM McCULLAUGH 

Karlas' Cinema Newspaper 
Proves Itself Newsworthy 

NEW YORK Kartes Video Com- 
munications appears to have scored 
a marketing hit by creating its own 
video newspaper, The Cinema Col- 
lector's Society Video Journal, and 
sending it out to a mailing list of 
several hundred thousand VCR 
owners. 

"The average order surprised 
us," says Fred Bayh, Kartes' direc- 
tor of advertising. The surprise, he 
says, was not the number of respon- 
dents, but the number of pieces 
each respondent was ordering. Con- 

'It's an outstanding 
research vehicle' 

sumer purchases are coming to 
more than three units per order, 
Bayh says, and sometimes the num- 
bers are even higher: "We had one 
order last week, it came to $900." 

Regardless of the response rate, 
Bayh says, the information provid- 
ed by the ordering patterns on the 
Video Journal has made putting it 
out worthwhile. "It's an outstand- 
ing market research vehicle. The re- 

sponse to this will tell us what kind 
of product people want and what 
prices work." - 

So far, Bayh says, the Video Jour- 
nal has shown him that "there is a 
lot of interest out there. It's not ex- 
tremely broad -based, but there is a 
core of people who are extremely in- 
terested in sell -through video. And 
hopefully over time that core will 
expand." 

The Video Journal contains not 
just Kartes Video Communications 
product, but also titles from MCA's 
"Be A Movie Mogul" promotion and 
Paramount Home Video's extended 
"25 Plus One." Also included is vir- 
tually all of the Kartes catalog, 
which amounts to between 300 and 
400 titles and includes a breadth of 
product ranging from self -help how - 
tos to wine tasting to the public do- 
main feature films that gave the 
company its start. 

The first issue of the Video Jour- 
nal shipped in early March and was 
36 pages long, with a structure and 
writing style very similar to that of 
a newspaper's weekend entertain- 
ment section, complete with table of 

(Continued on page 49) 

because retailers are "not taking in 
the hardware anymore." 

Some retailers, however, claim 
the responsibility rests with distrib- 
utors. "It's a vicious self -fulfilling 
prophecy," says Gary Messenger, 
president of North American Video. 
"Distributors are in the process of 
slowly killing Beta. Some distribu- 
tors are not even honoring stock 
balances in Beta now." 

Messenger concludes, "If the re- 
tailer cannot get a piece of product, 
its the old adage, 'sell what you got, 
not what you don't got.' " 

One major East Coast distributor 
denies Messenger's accusation, and 
adds, "That's not going to kill Beta 
anyway." Retailer purchases of 
Beta are inevitably extremely shal- 
low, he says. "If there was a big 
sale market out there, I'd say I see 
how distributors can be killing 

(Continued on next page) 
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Mutt Mogul. Mike the dog, the co -star of "Down And Out In Beverly Hills," 
makes a promotional appearance for "Kidsongs," a series of made- for -home- 
video music programs being put out by View -Master International Group Inc. and 
Warner Bros. Records. Kneeling, from left, except for Mike, who is sitting, are 
Gary Evans, Viewmaster vice president and creative director; Mike; Arnold 
Thaler, View- Master chairman of the board; and Carol Rosenstein, president of 
Together Again Productions Inc., the studio that did production duties on the 
show. 

©Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any 
retrieval system, or transmitted, in any form or by any means, electronic, mechanical, photocopying, 
recording, or otherwise, without the prior written permission of the publisher. 

TOP MUSIC VIDEOCASSETTES 

TITLE 

Compiled from a national sample of retail store sales reports. 

Copyright Owner, 
Manufacturer, Catalog Number 

Principal 
Performers 

Ñ 
v > 

W 

á 

1 1 9 JOHN LENNON LIVE IN NEW YORK 
Picture Music Intl. 

John Lennon 
Sony Video Software 96W50128 -00127 1986 C 29.95 

2 2 21 THE VIRGIN TOUR -MADONNA LIVE Sire Records Madonna 
Warner Music Video 3 -38105 1985 C 29.98 

3 3 21 
MOTOWN 25: YESTERDAY, TODAY, Motown Pictures Co. 
FOREVER MGM /UA Home Video 300302 Various Artists 1983 D 29.95 

4 4 25 NO JACKET REQUIRED Atlantic Records Inc. Phil Collins Atlantic Video 50104 1985 SF 19.98 

5 7 23 
THE BEATLES LIVE -READY STEADY Picture Music Intl. The Beatles GO! ,Sony Video Software 97W00192 1985 SF 16.95 

6 11 9 
P Jones ones roucons d ti PORTRAIT OF AN ALBUM Quincy 

Frank Sinatra MGM /UA Home Video 400648 1986 D 39.95 

7 6 15 LIVE AFTER DEATH Picture Music Intl. 
Iron Maiden Sony Video Software 96W50114 1985 C 29.95 

8 NEW O PUTTING IT TOGETHER -THE MAKING 
CBS Fox Video 7101 Barbra Streisand OF THE BROADWAY ALBUM 1986 D 29.98 

9 5 51 WHAM! THE VIDEO CBS Music Video Ent. Wham! 
CBS -Fox Video 3048 1985 SF 19.98 

l0 19 19 ARENA Picture Music Intl. 
Duran Duran Thom /EMI /HBO Video TVF2789 1985 LF 29.95 

11 14 3 LOOK TO THE RAINBOW PAZ Inc./E.J. Stewart Inc. Patti LaBelle 
USA Home Video 312847 1986 C 29.95 

12 9 13 
THE BEST OF ELVIS COSTELLO AND 
THE ATTRACTIONS CBS Fox Video 7092 Elvis Costello & The 

Attractions 1985 LF 24.98 

13 8 15 WHITE CITY Atlantic Records Inc. 
Vestron Music Video 1025 Pete Townshend 1985 D 29.95 

14 17 3 ALABAMA'S GREATEST VIDEO HITS RCA Video Prod. Inc. Alabama MusicVision 6 -20575 1986 SF 19.95 

15 13 47 ANIMALIZE LIVE UNCENSORED Polygram MusicVideo-U.S. 
Kiss MusicVision 6 -20445 1985 LF 29.95 

16 16 35 
PRINCE AND THE REVOLUTION P.R.N. Productions Prince And The 
LIVE Warner Music Video 3- 538102 Revolution 1985 C 29.95 

17 12 13 SCENES FROM THE BIG CHAIR Polygram Music Video Team For Fears MusicVision 6 -20534 1985 LF 29.95 

18 10 5 PACK UP THE PLANTATION LIVE 
Tom Petty Inc. Tom Petty And The 
MCA Dist. Corp. 80328 Heartbreakers 1986 C 29.95 

19 NEW RCA Video Prod. Inc. SO EXCITED MusicVision 6 -20609 The Pointer Sisters 1986 SF 19.95 

20 15 3 STATE OF GRACE Island Records Inc. 
MusicVision 6 -20500 Grace Jones 1986 LF 29.95 

Recording ndustry 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). RIAA platinum certification for theatrical fIms, sales of 
150,000 uni s 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. SF short-form. LF long -form. C concert. D documentary. 

46B BILLBOARD APRIL 26, 1986 

www.americanradiohistory.com

www.americanradiohistory.com


MI= 

Music For The Eyes. MGM /UA Home Video executives gather to celebrate the 

premiere of the commercial for the company's "Musicals Great Musicals" 
promotion. Standing from left are Saul Melnick, MGM /UA vice president of sales 

and marketing; Peter Kempson, vice president and creative director of MGM/ 
UA's ad agency Martin, Sturtevant, Silverman & Marshall; spot producer Peter 

Wallach, head of Peter Wallach Enterprises; and Corle Zeitlin of Martin, 
Sturtevant, Silverman & Marshall. 

orne video 
Retailers Finding Many Uses For The Preview Tapes 

L.A. Company Thrives On Movie Trailers 
BY JIM McCULLAUGH 

LOS ANGELES Video Pipeline, a 
service that puts film trailers on 
videocassettes, which are then cir- 
culated to retailers, has amassed 
more than 1,000 subscribers since 
its launch at the 1985 Video Soft- 
ware Dealers Assn. Convention. 

The company has a 1986 year -end 
goal of 5,000 subscribers, according 
to Tommie Dell Smith, director of 
sales and marketing for the L.A. - 
based firm. 

Among the major retailers who 
have signed up are Circuit City, 
Hastings, National Video, Music 
Plus Video, Video Exchange, Video 
Update, Latest And Greatest Video, 
and numerous independents. Video 
Pipeline says it has at least one sub- 
scriber in each of the 50 states and 
most of the Canadian provinces. 

The Video Pipeline cassette con- 
sists of previews of 40 to 50 new 

home -video releases from major 
program suppliers. The program- 
ming lasts approximately one hour, 
but runs twice on a two -hour tape. 

The cassette, or "issue," is avail- 
able every other month to retailers 
at a cost of $60 annually. Along with 
the tape comes a brochure listing 
program suppliers and their tele- 
phone numbers as well as the 
names of the movies previewed on 
the cassette. 

Smith contends that even with its 
reach of just 1,000 stores, Video 
Pipeline has a potential audience of 
more than seven million video cus- 
tomers. The company claims that if 
these consumers pay only two 15- 

minute visits to subscribing stores, 
the trailer makes at least 3,820,000 
point -of- purchase impressions, 
which comes out to about 26 cents 
per thousand. 

The charge to program suppliers 
per three -minute trailer is $500 for 

Prism Is Trimming Its Releases To Shape Up Sales 
BY JIM McCULLAUGH 

LOS ANGELES Prism Entertain- 
ment is "testing" a new "less is 
best" release pattern for May. Of- 
ferings from the firm usually num- 
ber seven to ten, but are being re- 
duced to three for the month. 

"What we've seen," explains 
Prism president Barry Collier, "is 
that when we release six or seven ti- 
tles a month, we tended to do well 
with one or two and poorly with the 
others because there was too much 
product coming into the market 
from us and other players. We de- 
cided, therefore, to platform three 
titles in a month. We'll release two 
together [ "My Old Man" & "Rene- 
gade Ninja "] and one [ "Night Train 
To Terror "] separately with differ- 
ent ship and street dates. Over the 
course of the normal 60-day pre -sell 
period, then, we can focus on two ti- 
tles exclusively for a period of time, 
then on one title." 

The company doesn't plan to 
make this a permanent policy yet, 
Collier says, but he feels the tighter 

focus will be highly beneficial. 
These days, Collier points out, a 

regional sales person gets about 30- 
minutes from a distributor for a 
pitch -not much time for selling six 
older titles, six for an upcoming 
month and a catalog promotion. 

Prism will continue supporting its 
shorter list in the usual fashion, but 
Collier points out, "We'll have to do 
as much business on three titles as 
we were doing on six or seven." 

He says, "It's a lot better for the 
distributor if he does as well with us 
in May handling 50% of the amount 
of pieces as he did in April. The du- 
plicator is happier. And, if it works, 
I'm not using up my library. Why 
waste a library when you will only 
do 2,000 pieces a month on a title ?" 

Collier says, "Everyone has been 
on a fast track trying to increase 
sales by increasing releases and I 

think we are now seeing that that 
might be a faulty philosophy. When 
other companies create sub -labels, 
all they are doing is giving them- 
selves an excuse to release more 
product. You begin to reduce your 

volume per title. You're not dou- 
bling your gross when you double 
your release schedule. Why not cut 
it in half and try to maintain the 
same volume level ?" 

Collier also reports that Prism ex- 
pected to do 300,000 pieces with 
"The Video Collection," the com- 
pany's new multigenre line of full - 
length copyrights at a $12 suggest- 
ed list. But, since first shipments 
March 20, the firm has chalked up 
closer to 400,000 pieces,,and is "al- 
ready into re- orders." 

Direct accounts have been 
opened, according to Collier, such as 
Target and Waldenbooks. Distribu- 
tors have also set accounts with ma- 
jor chains such as Musicland, B. 
Dalton, Ames, Howard's, James - 
way, and Woolworth. Among record 
chains, Tower and Music Plus Video 
are stocking the line. 

Target, indicates Collier, expects 
The Video Collection to outsell his 
public domain line. 

"In order to accommodate the de- 
mand," we're duplicating in four 
places," says Collier. 

SHARP DROP SEEN IN BETA SOFTWARE SALES 
(Continued from page 46) 

Beta," says the wholesaler. "How 
can you kill a return when a guy's 
buying one copy ?" 

Adding to the exodus from Beta 
is fear of a glut as sales fade. 
"What we've got to watch are our 
'inventories at this point, because we 
don't want to get caught on this 
deal," says DeVuono. He worries, 
"We could end up with another 8- 

track fiasco." 
A Sony spokesman says that's 

not possible. "We have no plans to 
abandon the Beta format. We are 
committed to the dealers and users 
out there who already have Beta," 
he says, pointing to the company's 
introduction of several new Beta 
machines last month. 

"Last year, we had the largest 
sales in its history of Beta pro- 
ducts," the spokesman says. "In the 
long run we see 8mm replacing both 

half -inch formats -VHS and Beta - 
and in the meantime we'll continue 
to manufacture Beta machines." 

Continental Video is one manu- 
facturer that has responded to the 
Beta decline. The company recently 
started a special buy- two -get -one- 
free sale on Beta cassettes (see sep- 
arate story). 

Jim Silverman, president of Con- 
tinental, verifies the recent dip in 
Beta's share from a steady 20% of 
the market. "Suddenly, there was a 
sharp dropoff," says Silverman. 
"Beta is now running 8 % -10 %, while 
VHS is running 90 % -92 %." 

He says the sale is an attempt to 
address the problem. "We're still 
selling Beta but not to the extent 
that we were. And that's true with 
other companies. I would not be sur- 
prised if the industry sees a number 
of Beta promotions in the next few 

months." 
Most video executives feel that 

whatever happens, some Beta mate- 
rial is going to be around for a 
while. "If it was a viable business 
two years ago when there were two 
million machines, it's still going to 
be viable when there are seven mil- 
lion," says Don Rosenberg, general 
manager of Schwartz Brothers Inc. 
"It won't die overnight, those ma- 
chines aren't going to go away." 

Rosenberg advises, "I wouldn't 
recommend [that a new dealer] get 
into Beta, but somebody who's al- 
ready got clients in Beta, it would 
be foolish to give it up." 

"We'll build the library up to 
more than 60 pieces by the end of 
the fourth quarter, up from the ini- 
tial 30. At the June CES, we'll be an- 
nouncing a national fourth quarter 
TV campaign for the line." 

Colliers predicts that The Video 
Collection could sell anywhere from 
up to four million pieces in 1986, if 
he can continue picking up accounts 
that are not in video today -such as 
major drug and supermarket 
chains. This, he says, is why Prism 
plans to exhibit at supermarket and 
drugstore trade shows. 

500 stores, $1,250 for 1,500 stores, 
and $2850 for 10,000 stores. The cost 
per minute for each store is 33 cents 
at the 1 -1,000 circulation level, a fig- 
ure that drops to five cents at the 
4,001 -5,000 circulation level. 

"It's structured like a magazine," 
says Smith, who characterizes Vid- 
eo Pipeline as a form of "co-op ad- 
vertising." 

But in return, program suppliers, 
says Smith, reap several important 
benefits: 

Each tape features coming at- 
tractions and is delivered to the 
store prior to release date, thus act- 
ing as a buying guide. For example, 
the March edition, with product 
from Media, Karl /Lorimar, Sony 
Video Software, Vestron, Charter, 
RCA /Columbia, CBS /Fox, and 
IVE, showcases such April and May 
releases as "Agnes Of God," "Kiss 
Of The Spider Woman," "My Chauf- 
feur," "Learn To Ski," and "Night- 
mare On Elm Street II." 

The previews are designed to be 
played on in -store monitors and are 
geared to video store customers. As 
retailers collect various editions 
over time, they can also act as cata- 
log stimulants. 

The previews also act as sales 
stimulants to dealers. Smith claims 
that dealer response cards from the 
January tape show that retailers 
were encouraged to buy certain ti- 
tles because of Video Pipeline. 

As the industry begins to seg- 
ment, Smith says that Video Pipe- 
line is looking beyond the video 
store toward such outlets as conve- 
nience stores, which may have dif- 
ferent preview needs. Also being 
considered is the possibility of re- 
leasing one tape a month, alternat- 
ing between high -priced, rental -ori- 
ented titles and lower -priced, sell - 
through titles. 

SONY 
REGIONAL MANAGERS 

ALL TERRITORIES 

Sony Video Software is looking to fill several 
key positions. Immediately looking for Northeastern 
and Southeastern Regional Managers. Video 
Software or Record Industry experience preferred but 
not essential. High visibility and potential. 
Compensation includes base salary plus bonus or 
commission. 

Send resume and salary requirements to: 

Mr. Michael Faulkner 
Sony Video Software Company 

1700 Broadway 
New York, NY 10019 
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JIMMY CAGNEY will be given a home video tribute by MGM /UA Home 
Video. A documentary on the late star titled "'James Cagney: That 
Yankee Doodle Dandy," is being readied for release by the company in 
a couple of months. The program was produced in 1981 while Cagney 
was making "Ragtime." Suggested list is $29.95. Scenes will be used 
from some of Cagney's top movies, including "Public Enemy," "White 
Heat," "Angels With Dirty Faces," and "Yankee Doodle Dandy." 

"18 DAYS OF GLORY," the official film of the 1984 summer Olympics, will 
lead Paramount Home Video's June release schedule having had a suc- 
cessful theatrical run to establish its identity. Suggested list on the ti- 
tle is $79.95; running time is 145 minutes. 

RCA /COLUMBIA PICTURES has signed a preproduction deal with CineTel 
Films. First material for release under the agreement will be the fea- 
ture "Screen Test," with a slated April 30 release date, and the current 
theatrical release "Say Yes." In preparation are "Jade Jungle" and 
"Star Night." 

A SIX -FILM deal completed with ABC Video Enterprises begins to pro- 
vide TV movies for Vidmark Entertainment release. First planned re- 
leases are "Jacqueline Bouvier Kennedy" and "Home For The Holi- 
days" in June. 

A PASSEL OF made -fors are coming from Vestron Video. Latest releases 
from the company include "The Statue Of Liberty" ($24.95) and "Lisa 
Sliwa's Common Sense Self- Defense" ($29.95) -both to be issued May 
28-and "The Prince & Princess Of Wales. . .Talking Personally" 
($29.95) which ships June 11. A portion of the proceeds from the first 
package will go to The Statue of Liberty /Ellis Island Foundation. The 
60- minute program is narrated by historian David McCullough. 

THE SMOTHERS BROTHERS star in "The Smothers Brothers Show You 
How To Gamble And Win! Odds Are." Themes detailed in the cassette 
include "Limit Your Losses" and "Put The House Edge To Work For 
You." Suggested list price on the program is $29.95. 

AKIRA KUROSAWA'S "The Hidden Fortress" has been banded by Media 
Home Entertainment's Cinematheque Collection division. To avoid 
chopping off the top and bottom of the picture or interrupting editorial 
continuity by "scanning," the company has added black bands at the 
top and bottom of the screen to restore the movie's CinemaScope ratio. 
Other upcoming Cinematheque releases include "Full Moon In Paris" 
and "La Beau Marriage," both directed by Eric Rohmer and list priced 
at $59.95. 

"IMAGINE," a collection of John Lennon- created music videos from the 
early '70s, has been given a May street date by Sony Video Software 
Co. The 60- minute title will list for $29.95. Another music made -for due 
from Sony next month will be "Hear 'N' Aid," documenting a record- 
ing session done by 40 top heavy metal artists. The program will run 30 
minutes and sell for $16.95. Also out will be "Yumi Matsutoya: Train 
Of Thought" by the Japanese pop performer, and "Kyoto Vivaldi: The 
Four Seasons" with views of one of Japan's most ancient cities and 
melodies from Vivaldi's classic. 

WRESTLEMANIA 2 will be shipping May 22 via Coliseum Video. The World 
Wrestling Federation tape features a match with Hulk Hogan fighting 
King Kong Bundy, and also has guest stars Mr. T, G. Gordon Liddy, 
William "The Refrigerator" Perry, and Kathy Lee Crosby. Coliseum's 
"WrestleMania" gained Recording Industry Assn. of America plati- 
num certification. 

"VIDEO DEL SOL" is a line of Spanish- language videos being introduced 
by Master Arts Video. Initial releases include "Cria (The Secret Of 
Anna)," "Natas Es Satan (Natas Is Satan)," and "El Guapo Heredero 
Busca Esposa (The Handsome Heir Seeks A Wife)." List is $59.95. 

THE WILDUFE SERIES comes to roost through United Home Video. The 
first programs, each with a $19.95 suggested list, are: "Cry Of The 
Wild," "World Safari," "Cougar Country," and "Of Sharks And Men." 

ARTEC HAS scheduled its Annual April Open House for April 6 from 8 
a.m. to 5 p.m. at the company's Vermont warehouse with a cocktail 
party from 6 p.m. to 8 p.m. at the Radisson Hotel in Burlington. All 
catalog titles released before March 31, 1986, will be on sale at 15% off. 
There will be special screenings of "To Live & Die In L.A." and 
"House," a p-o -p tent, and unadvertised special sales. 

JIM McCULLAUGH /TONY SEIDEMAN 
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Billboard. @Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any 
retrieval system, or transmitted, in any form or by any means, electronic, mechanical, photocopying, 
recording, or otherwise. without the prior written permission of the publisher. 

TOP VIDEOCASSETTES m"S 

TITLE 

Compiled from a national sample of retail store sales reports. 

Copyright Owner, Principal 
Manufacturer, Catalog Number Performers 

o w ç 

C 

e 

I 1 25 JANE FONDA'S NEW WORKOUT KVC -RCA Video Prod. 
Jane Fonda Karl Lorimar Home Video 069 1985 NR 39.95 

2 2 7 RETURN OF THE JEDI CBS-Fox Video 1478 Mark Hamill 
Harrison Ford 1983 PG 79.98 

3 3 24 BEVERLY HILLS COP Paramount Pictures 
Eddie Murphy Paramount Home Video 1134 1985 R 29.95 

4 5 38 PINOCCHIO Walt Disney Home Video 239 Animated 1940 G 29.95 

5 4 206 JANE FONDA'S WORKOUT KVC -RCA Video Prod. 
Jane Fonda Karl Lorimar Home Video 042 1982 NR 59.95 

6 13 2 COMMANDO CBS -Fox Video 1484 A. Schwarzenegger 
Rae Dawn Chong 1985 R 79.98 

7 6 12 RAMBO: FIRST BLOOD PART II Thorn /EMI /HBO Video TVA3002 Sylvester Stallone 1985 R 79.95 

8 8 2 THE GOONIES Warner Bros. Inc. Sean Astin 
Warner Home Video 11474 Josh Brolin 1985 PG 79.95 

9 18 6 PEE -WEE'S BIG ADVENTURE Warner Bros. Inc. 
Warner Home Video 11523 Pee-Wee Herman 1985 PG 79.95 

10 9 21 THE BEST OF JOHN BELUSHI Broadway Video 
John Belushi Warner Home Video 34078 1985 NR 24.98 

11 16 25 THE WIZARD OF OZ MGM /UA Home Video 600001 Judy Garland 
Ray Bolger 1939 G 29.95 

12 RE -ENTRY THE BLUES BROTHERS Universal City Studios Dan Aykroyd 
MCA Dist. Corp. 77000 John Belushi 1980 R 24.95 

13 10 73 PRIME TIME KVC -RCA Video Prod. 
Jane Fonda Karl Lorimar Home Video 058 1984 NR 39.95 

14 20 16 PLAYBOY VIDEO CENTERFOLD Karl Lorimar Home Video 501 Sherry Arnett 1985 NR 9.95 

15 7 6 SILVERADO RCA /Columbia Pictures Home Video 6- Kevin Kline 
20567 Scott Glenn 1985 PG-13 79.95 

16 15 24 MOTOWN 25: YESTERDAY, TODAY, Motown Pictures Co. 
Various Artists FOREVER MGM /UA Home Video 300302 1983 NR 29.95 

17 17 58 GONE WITH THE WIND MGM /UA Home Video 900284 Clark Gable 
Vivien Leigh 1939 G 89.95 

18 26 22 MARY POPPINS Walt Disney Home Video 23 Julie Andrews 
Dick Van Dyke 1964 G 29.95 

19 19 3 YEAR OF THE DRAGON MGM /UA Home Video 800713 Mickey Rourke 
John Lone 1985 R 19.95. 

20 25 21 
KATHY SMITH'S ULTIMATE VIDEO JCI Video Inc. 

Kathy Smith WORKOUT JCI Video 8100 1984 NR 29.95 

21 24 9 JOHN LENNON LIVE IN NEW YORK Picture Music Intl. 
John Lennon Sony Video Software 96W50128 -00127 1986 NR 29.95 

22 12 15 MIAMI VICE Universal City Studios Don Johnson 
MCA Dist. Corp. 80133 Philip -Michael Thomas 1984 NR 29.95 

23 22 10 
FRANK SINATRA- PORTRAIT OF AN Quincy Jones Productions 

Frank Sinatra ALBUM MGM /UA Home Video 400648 1986 NR 39.95 

24 NEW KISS OF THE SPIDER WOMAN Island Alive Releasing William Hurt 
Charter Entertainment 90001 Raul Julia 1985 R 79.95 

25 14 2 FRIGHT NIGHT RCA /Columbia Pictures Home Video 6- Chris Sarandon 
20562 Roddy McDowell 1985 R 7995 

26 36 28 
NATIONAL LAMPOON'S ANIMAL 
HOUSE 

Universal City Studios 
MCA Dist. Corp. 66000 

John Belushi 
Karen Allen 1978 R 29.95 

27 RE-ENTRY THE STING Universal City Studios Paul Newman 
MCA Dist. Corp. 66009 Robert Redford 1973 fY, 24.95 

28 RE -ENTRY THE SOUND OF MUSIC CBS -Fox Video 1051 Julie Andrews 
Christopher Plummer 1965 G 29.98 

29 NEW P SILVER BULLET Paramount Pictures Gary Busey 
Paramount Home Video 1827 Everett McGill 

1985 R 79.95 

30 28 25 GHOSTBUSTERS RCA /Columbia Pictures Home Video 6- Bill Murray 
20413 Dan Aykroyd 1984 PG 79.95 

31 NEW WITNESS Paramount Pictures Harrison Ford 
Paramount Home Video 1736 Kelly McGillis 1985 R 79.95 

32 RE -ENTRY CASABLANCA CBS -Fox Video 4514 Humphrey Bogart 
Ingrid Bergman 1942 NR 29.98 

33 21 21 THE VIRGIN TOUR- MADONNA LIVE Sire Records 
Madonna Warner Music Video 3 -38105 1985 NR 29.98 

34 35 13 MASK Universal City Studios Cher 
MCA Dist. Corp. 80173 Sam Elliott 1985 PG -13 1995 

35 11 13 PRIZZI'S HONOR ABC Motion Pictures Jack Nicholson 
Vestron 5106 Kathleen Turner 1985 R 79.95 

36 27 108 
THE JANE FONDA WORKOUT - KVC -RCA Video Prod. 

Jane Fonda CHALLENGE Karl Lorimar Home Video 051 1984 NR 59.95 

37 23 2 RE- ANIMATOR Empire Pictures Jeffrey Combs 
Vestron 5114 Bruce Abbott 1985 NR 79.95 

38 29 20 GREMLINS Warner Bros. Inc. Zach Galligan 
Warner Home Video 11388 Phoebe Cates 1984 PG 79.95 

39 38 5 2001: A SPACE ODYSSEY MGM /UA Home Video 700002 Keir Dulles 
Gary Lockwood 1968 G 29.95 

40 31 2 THE SWORD IN THE STONE Walt Disney Home Video 229 Animated 1963 G 79.98 

Recording ndust y 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 -thea rital made -for -home video product; 25,000 or $1 million for music video product). 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. I 985 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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unisome video 

`Nightmare 2' 
Proves Dreamy 
LOS ANGELES "Nightmare 
On Elm Street Part II, Freddy's 
Revenge" is shaping up as Media 
Home Entertainment's largest 
release to date. The company ex- 
pects to ship some 175,000- 
200,000 units. 

Pre -book date is June 11 for 
the $79.95 title, which has a 
street date of June 26. 

A million -dollar marketing 
campaign is set to launch the 
movie, including a six -foot stand- 
up of Freddy Krueger, the mov- 
ie's title character; a 3 -D poster 
of Freddy's face; buttons; and 
miniposters. The film pulled ap- 
proximately $25 million at the 
boxoffice. The first "Nightmare 
On Elm Street" movie is believed 
to have sold about 110,000 units. 

KARIES' NEWSPAPER 
(Continued from page 46B) 

contents and articles on such sub- 
jects as Colleen Moore Maginot, a 
film star of the '20s and '30s; Alfred 
Hitchcock; and a recent book by 
Walter Matthau. 

The tabloid -size publication fea- 
tures four -color photographs and 
art. "It's printed by one of the Gan- 
nett production sites that does USA 
Today," says Bayh. 

"In gross dollars," the Video 
Journal has not been a cheap ven- 
ture, Bayh admits. But "on a unit 
basis, it's relatively inexpensive," 
costing about 50 cents per copy. 
"Certainly we're going to do anoth- 
er one," Bayh says of the mailer, 
with a printing date of May 3 slated. 

The Kartes executive says the 
mailing list for the piece came 
"from a variety of sources. We use 
our house list, and then we've got 
five others. 

"We're in a testing mode right 
now," Bayh says of the lists the 
company is using, going through 
various names until the most potent 
mixture is found. 

Turnaround on the Video Journal 
was quick. "I had the first meeting 
with my department on Jan. 17, and 
then we went on press the 22nd of 
February," Bayh says. Staff was 
also small. "There were three of us 
writing for it. And of course we did 
everything from scratch, editorial, 
advertising and everything." 

One of the biggest advantages of 
the Video Journal may well prove to 
be its ability to move product that 
has a hard time getting on retailers' 
shelves, such as how -to and other 
non -theatrical programming. "Di- 
rect marketing may be the best way 
to move this product," Bayh says. 

As for carrying other manufac- 
turers' product, Bayh says of MCA 
that "functionally, we're a dealer 
... It was O.K. to the extent that we 
could sell the product direct to con- 
sumers, but we could not sell the 
product to retailers." 

Permission must be gotten before 
product from another manufacturer 
can be direct- marketed, Bayh says. 
The next addition to the Video Jour- 
nal is likely to be RCA /Columbia 
Pictures Home Video. 

TONY SEIDEMAN 

It's just in time. As the nation prepares for its summer of celebra- 
tions, you can now join in, with THE STATUE OF LIBERTY, the 
definitive portrait of "The Lady," available just in time for her 
birthday and newly unveiled restoration this summer. 

The lore ... the legends ... the fascinating facts -from the early 
days up to the present restoration, with contributions from immi- 
grants and celebrities -are all here in this entertaining history. 

Share in the groundswell of national enthusiasm ... and make 
some video sales history of your own -with THE STATUE OF 
LIBERTY. 

NATIONAL RELEASE DATE: MAY 28, 1986 
ORDERS DUE: MAY 14, 1986 VHS: VA1049; BETA: VB1049; 60 MINUTES. 

$24.95 
U.S. Suggested Retail Price 

vESTRDn 
VIDEO' 

©1986 Vestron Video 

P.O. Box 4000. Stamford. CT 06907 
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N' 
orne video 

THE LOVES. THE LIES. THE TRIUMPHS. 

"Jaclyn Smith 
succeeds nicely 
in capturing the 
public style of 
Jacqueline 

Bouvier 
Kennedy... 

Bouvier (is) 
played with rough 

but affecting 
compassion by 

Rod Taylor." 
-JOHN J. O'CONNOR. 
THE NEW YORK TIMES 

"...lavishly, 
tastefully 
produced...." 

-TERRENCE OFLAHERTY. 
SAN FRANCISCO CHRONICLE 

THE LD STORY... 

Jaclyn Smith 

Bouvier 

"Jaclyn Smith 
turns in a strong 
performance... 
she is radiant 

to look at, has a 
commanding 
presence and 
even a little 

touch of mystery 
about her." 

-JAMES FROWN. 
LOS ANGELES TIMES 

"Jaclyn Smith 
is cony= ncing... 
Rod Taylor is 
wonderful as 
Black Jack 

Bouvier... 
so compelling, 
it's easy to get 

swept up. 
-MARILYNN PRESTON. 

CHICAGO TRIBUNE 

starring JACLYN SMITH JAMES FRANCISCUS ROD TAYLOR 
STEPHEN ELLIOTT CLAUDETTE NEVINS DONALD MOFFAT 

Music by BILLY GOLDENBERG Edited by PAUL FREDRICH LaMASTRA 
Production Designer MICHAEL BAUGH Director of Photography ISIDORE MANKOFSKY 

Produced by LOUIS RUDOLPH 
Written and Directed by STEVEN GETHERS 

An ABC Circle Film Presentation 

PG PARENTAL GUIDANCE SUGGESTED 

SOME MATERIAL MAY NOT BE SUITABLE FOR CHILDREN 

ABC VID ____ 
IDEO ENTERTAINMENT P.O.P. Hotline: 1 -(800) 424 -7070 

Artwork and Design 1986 VIDM.ARK 
1981 AMERICAN BROADCASTING COMPANIES. INC. 

141st Prward 
BY FRANK LOVECE 

A bi- weekly survey of technical de- 
velopments in the hardware and 
software sides of the home video 
industry. 

PEOPLE WHO TRY to describe 
the new "digital" TVs and VCRs 
usually start by telling you some- 
thing incomprehensible about ze- 
roes and ones. They talk about com- 
puter microchips that give digital 
TVs features like jitter -free, ghost - 
free reception, compensation for 
picture -tube aging, compatibility 
with different international trans- 
mission standards, and so on. They 
talk about single -chip video gear 
that's as easy to fix as a flat tire, 
and 256K RAM computer memories. 

It sounds wonderful in a vaguely 
high -tech way. Then you ask to see 
one, and all they've got is a TV set 
that gets a picture inside a picture. 

NEC, Panasonic, Quasar, Sony, 
and Toshiba have all introduced 
such relatively simple, picture - 
within- picture -type digital TVs to 
the marketplace. Toshiba has intro- 
duced the first nominally digital 
consumer VCR, its model M -6900. 
(The unit records and plays back us- 
ing "analog" videocassettes.) 

Despite all these entries, the mar- 
ket for digital video is small, exclu- 
sive, and, unfortunately, confound- 
ed by the fact that neither consum- 
ers nor retailers really know how 
the term "digital" applies. 

As with most things involving the 
buzzword, TV sets and VCRs using 
digital technology seem more com- 
plicated and forbidding than they 
actually are. Digital computation as 
done by nearly all modern comput- 
ers, is performed using electronic 
signals that represent single digits. 
This computation is almost always 
"binary," meaning that only two 
numbers are used: zero and one. 

They represent simple yes -or -no 
responses that a computer makes 
getting to an answer. It's like driv- 
ing through several forks in a road 
taking a series of left- or right -turns 
to reach a destination. 

These no -or -yes decisions are 
called "bits." Eight bits make a 
"byte "; and for mathematical rea- 
sons, 1,024 bytes in a "kilobyte," ab- 
breviated "K." 

To understand how this digital 
technology applies to video gear, 
think of digital audio disks, i.e. CDs. 
Music encoded on a CD is broken 
down into millions of bits of digital, 
yes /no information. CD players 
"read" this digital data and create 
corresponding electronic signals 
that amplifiers and speakers turn 
into sound. It's like putting together 
a jigsaw puzzle in a flash. 

Digital TV sets take regular "an- 
alog" TV signals (either broadcast 
or transmitted by cable) and digitize 
them. That is, they break "whole" 
electronic signals into millions of 
bits. Once broken up, the picture 
and sound information can be ma- 
nipulated and reassembled. 

In the process of doing this, a dig- 
ital TV set can, for instance, put the 
same bits together over and over 
again, thus giving you a freeze - 
frame of an incoming picture. A dig- 
ital TV might also examine the bits 

(Continued on page 52) 
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This is it. The only complete uncut performance of his recent World Tour. 

Including never- before -seen footage of three Rod classics. Special candid per- 
sonal interviews. Clips that span his career. And photos from his childhood days. 

The Rod Stewart Concert Video. With a suggested retail price of $29.95, DA they should sell like front row seats. Order - 

now. Or spare the Rod and spoil the profit. MIME 

www.americanradiohistory.com
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n ome video 

The blockbuster talents of Academy Award winner George Kennedy (Cool Hand 
Luke, The Dirty dozen) and Oscar nominee Karen Black (Five Easy Pieces) will propel 
you into a world of total lawlessness. Destruction. And Revenge. 

A vicious horde of deranged motor -psycho barbarians invade a Ai 

sleepy desert town. Helplessly victimized, the citizens turn to their last I '' PY P Y 
hope for survival. Stryker. The only one who can halt the demonic 
spree of murder, rape and mayhem. Order by May 8th. 

Available on videocassette 

MEDIA HOME ENTERTAINMENT, INC. 

A Heron International Company 
Los Angeles. California 

FAST FORWARD 
(Continued from page 50) 

to weed out electronic "echoes" that 
would result in on- screen ghosts. 

Today's digital video gear had its 
genesis in 1982, when ITT Semi- 
conductors Worldwide, the West 
German subsidiary of International 
Telephone & Telegraph, demon- 
strated its "Digivision" system. The 
system consisted of a set of five IC 
(integrated- circuit) and VLSI (very 
large integrated- circuit) microchips 
in a conventional TV chassis. 

GE and Zenith were the first 
American firms to become licensees 
for the set. By the end of 1983, Mat- 
sushita, Sanyo, Sharp, Sony, and To- 
shiba had all shown digital -TV pro- 
totypes with ITT -chips. NEC 
showed a system it claims to have 
developed with Japanese broadcast- 
er NHK. ITT subsidiaries Standard 
Electrik Lorenz (SEL) and Graetz 
began marketing digital TVs in Eu- 
rope. 

In the U.S., Matsushita (Quasar's 
parent) and Panasonic were the 
first to announce digital TV plans. 
Toshiba, however, beat Matsushita 
to the marketplace with the CZ -2095 
shown at the 1984 Summer CES and 
made commercially available in '85. 

Currently, ITT is virtually the 
only supplier of digital -video chips, 
and it plans to open a new manufac- 
turing plant in Connecticut, to join 
its facility in Freiburg, West Ger- 
many. These chips each have 256K 
(over 256,000 bits) of computer 
RAM (random access memory). 

Other major electronics manufac- 
turers are already developing their 
own digital -video technology. Mitsu- 
bishi has demonstrated a digital -TV 
prototype; and Japan's Matsushita, 
NEC, NMB Semiconductor and To- 
shiba, plus Korea's Goldstar, are de- 
veloping one -megabit (approximate- 
ly one million bits) DRAM (dyanmic 
RAM) chips. Toshiba's rudimentary 
digital VCR already uses such a 
chip. 

Digital TVs are still relatively 
primitive. Even the picture- within- 
picture gimmick requires a second 
video source (such as a VCR) along 
with the digital TV's tuner. Digital 
TVs can freeze the frame in the win- 
dow. They also have features found 
on high -end standard TV sets, such 
as broadcast stereo /second audio 
channel capability, on- screen indica- 
tors, etc. 

Truly digital consumer VCRs are 
at least as far away as digital audio 
tape recorders. In 1984, Hitachi's 
professional /broadcast division de- 
veloped a broadcast -use, '/2 -inch 
VCR that recorded digitally on met- 
al tape, but the company could not 
even speculate when such a VCR 
might be available to consumers. 

As chip technology continues to 
develop and fewer are needed per 
TV set, and as mass production low- 
ers prices, digital video seems cer- 
tain to find as much of a niche as did 
CD. Prototypes have already been 
demonstrated that let the user add 
and change on- screen colors; allow 
zoom -in for close -up scrutiny; add 
computer -generated scan lines for 
high -resolution pictures; and offer 
image manipulation, and perfor- 
mance monitoring. 

Since digital TVs are and will be 
compatible with existing broadcast, 
cable, and video signals, the transi- 
tion will likely be as peaceful as the 
transition to color. 
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'ro audio /video 
New Products 

Sony's MXP -2000 console for stereo audio mixing, the first Sony board 
designed for on -air and post -production broadcast use, was displayed at the 
National Assn. of Broadcasters meet in Dallas, Texas last week. The modular - 

designed console is aimed at the growing need for stereo TV production and 
high quality audio in broadcasting. 

Management Is Told To Educate lenders 
SPARS Gets Financial Outline At Business Meet 

BY SAM SUTHERLAND 

LOS ANGELES Special presenta- 
tions outlined effective studio man- 
agement techniques at the 1986 So- 
ciety of Professional Audio Record- 
ing Studios (SPARS) business 
conference March 21 -23. Among 
topics covered here were financial 
relations with prospective lenders 
and creditors, insurance, and paper 
flow management. 

In a program that also included a 
review of new business arenas for 
audio facilities (Billboard, April 5), 
SPARS members learned basic 
methods for analyzing and manag- 
ing their business. 

Speakers stressed that because 
audio recording is a service industry 
whose "product" is much more than 
the finished tape the client leaves 
with, studio owners and operators 
have to educate financial partners, 
insurers and related business ser- 
vice professionals about the intrica- 
cies of the trade. 

Audio Track 
NEW YORK 

SHANNON IS WORKING at vari- 
ous area studios -including A.D., 
Celebration, and Power Play -re- 
cording her third album, this time 
for Atlantic. The record is set for 
early summer release. The artist is 
serving as executive producer, col- 
laborating with producers Mark 
Liggett, Chris Barbosa, Patrick 
Adams, and Russell Taylor. 

At Rawlston Recording in 
Brooklyn, keyboardist Steve Breck 
has been laying tracks on a techno/ 
rock song with engineer Tommy 
Weber assisted by Tony Smalios. 
And Smalios is also engineering 
overdubs for the band Unknown 
Spies. George Meyers Jr. is assist- 
ing. 

At Sound Heights in Brooklyn, 
producer Byron Lee has been as- 
sembling tracks for an as- yet -un- 
announced album project. Also, 
artist /arranger Bernard Liburg 
has been laying basic tracks for a 
new album. Producer is Al Baptiste, 
engineer is Blaise Castellano. 

Taj Mahal is wrapping his first 
record in several years for Grama- 
vision. The project was recorded in 
various studios in New York, Ha- 
waii, and Los Angeles. 

The Golden Palominos has been 
recording tracks for the its next al- 
bum at Radio City Music Hall Stu- 
dio. Band's lineup should remain 
basically the same, according to 
Celluloid Records. 

Local keyboardist /composer 
Richard Scher has been signed to 
compose and produce several cuts 
for the soundtrack to the next John 
Hughes teen opus, "Ferris Butler's 
Day Off." The movie is coming 
from Paramount; the soundtrack 
via A &M. "Downtown," a track 
Scher wrote with Tina B., will be 
the lead song for the film. 

Trial, an act with the dubious dis- 
tinction of being billed as "Long Is- 
land's youngest heavy -metal band," 
has been recording a single at 

Granet Recordz in North Babylon, 
N.Y. 

TeeVee Tunes has been working 
on a followup to last year's "Tele- 
vision's Greatest Hits" at Michael 
Levine's Studio. Dave Erlanger 
produced, Bob Kinkel and Michael 
Levine played Emulator II, with Le- 
vine engineering. Also there, com- 
poser Gil Goldstein has been work- 
ing on the score to the Columbia Pic- 
tures feature "Rites Of Summer." 
Goldstein produced and played key- 
boards; Levine programmed and en- 
gineered. 

LOS ANGELES 

MICHAEL JACKSON produced 
new songs for his Disney 3 -D film, 
"Captain Eo," at Westlake Audio. 
Jackson used the studio's dual 3M 
32 -track digital recorders, with vid- 
eo interlock for in- theater digital 
playback. Matt Forger engineered, 
assisted by Bruce Wildstein with 
Tom Carlin supervising the film 
scoring. Also there, Ray Manzarek 
has been producing tracks for an 
upcoming Jim Carroll album. Brad 
Gilderman was at the board, assist- 
ed by Chris Budny. 

Recent sessions at The Complex 
in West L.A. include Kathy Troc- 
coli recording her new album, engi- 
neered by Csaba Petzoz with 
Duane Seykora assisting; and the 
mixing of Stanley Clarke's new al- 
bum by Petzoz assisted by Sharon 
Rice. 

Epic artist Jef Scott has been fin- 
ishing the mix on his new album at 
Crystal Studios with producer Bill 
Pfordresher and engineer Brad 
Gilderman. Scott was also at West- 
lake to lay down guitar tracks on 
the Jim Carrol project. 

At A &M's Studio D, "Solid Gold" 
musical director Michael Miller has 
been producing and arranging 
tracks for Dionne Warwick, Frank 
Sinatra, Gladys Knight & the Pips, 
Roy Clark, and Joe Piscopo for 
their upcoming appearances on the 

show. Howard Wolen is at the desk 
with Clyde Kaplan assisting. 

NASHVILLE 

MAC GAYDON HAS been work- 
ing at Woodland Sound Studios, 
producing new r &b vocalist Jamie 
Kyle. Also, Word Records' act the 
Florida Boys has been tracking a 
new gospel album with producer 
Herman Harper and engineer Tim 
Farmer. Finally, Comtrack Inc. of 
Chicago has been working on tracks 
for McDonald's and Sears with 
Bruce Deese producing and Bruce 
Albertine engineering. 

Recent sessions at The Sound - 
shop include Epic act Exile working 
with producer Buddy Killen and en- 
gineeer Pat McMakin; EMI Ameri- 
ca artist Kay Booker tracking with 
producer Terry Choate and engi- 
neer Mike Psanos; and MCA /Curb 
artist Ronnie McDowell tracking 
with Buddy Killen and engineer 
Mike Bradley. 

OTHER CITIES 

JOHN DENVER AND producer 
Roger Nichols have been recording 
the singer's new album at George 
Benson's Lahaina Sound Record- 
ing in Maui, Hawaii. Jerry Garszwa 
has been at the controls. 

Joe "King" Carrasco was in re- 
cently at Lone Star Recording in 
Austin, Texas, recording basic 
tracks and overdubs with producer 
Jim Dickinson and engineer Joe 
Gracey. 

Warner Bros. artist Earl Klugh 
was in at Studio A in Dearborn 
Heights, Mich., laying rhythm 
tracks for his upcoming self -pro- 
duced album. Warren Woods was 
at the desk, assisted by Jim Romeo. 

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

Investment banker Bob Lovie of 
the Bank of America thus instruct- 
ed attendees to understand the len- 
der's own needs in structuring cred- 
it requests. "We're interested in 
your business' ability to raise cash, 
and it's also important for us to ana- 
lyze your ability to manage," said 
Lovie, adding that creditors remain 
imprecise in weighing factors be- 
fore deciding on a loan request. 

Lovie traced the analysis of a 

`Indicators in 
recent weeks 

bode well' 
credit request in a typical lending 
institution through separate re- 
views of management, business, 
and finances, along with ratio analy- 
sis and assessment of operating cy- 
cles, cash flow, and debt service. 
Also examined were how banks in- 
terpret equity, working capital, 
payables and receivables, and key 
performance ratios for liquidity, ac- 
tivity, leverage, and profitability. 

Overall, Lovie urged studio oper- 
ators to provide prospective lenders 
with as much concrete detail as pos- 
sible when presenting a request. 
The volatility of the recording field 
also makes this information ex- 
change crucial, Lovie said, and stu- 
dio owners can help de- mystify their 
trade by inviting bankers to see the 
facility to better understand the na- 
ture of the recording industry. 

Augmenting Lovie's remarks on 
banking relations was a detailed re- 
view of financial analysis tools pre- 
sented by Prof. David Eiteman of 
the Univ. of California, Los Ange- 
les, Graduate School of Manage- 
ment, which was the site for the 
SPARS conference. Using case his- 
tories, Eiteman discussed the dy- 
namics of cash flow and profits in 
successful ventures, and their ob- 
stacles and considerations. 

An escalating crisis in insurance 
services gave Bob Kribbs of the Ox- 
ford Insurance Agency added im- 
pact as he examined considerations 
behind effective insurance plan- 
ning. Studios must address insur- 
ance needs that include physical as- 
sets, such as site and equipment, 
and also bookkeeping materials and 
recorded tapes, Kribbs said. He 
stressed the need to reduce insur- 
ance costs by minimizing risks. 

To obvious rate -cutting consider- 

ations such as sophisticated fire 
safety equipment and systems, 
Kribbs added suggestions involving 
tape library management, where he 
advised studios to set up separate 
safety backup facilities. SPARS 
participants also reviewed their own 
systems for library management, 
including legal determination of 
program proprietorship. 

Kribbs also reviewed present 
trends in property insurance, in- 
cluding specified and "all- risk" poli- 
cy formats, along with typical ex- 
clusions. How to differentiate be- 
tween necessary insurance and 
superfluous coverage was also not- 
ed, along with problems in valuing 
assets when assembling coverage. 

Other special problems facing 
studio operators included mobile re- 
cording operations, which must be 
addressed under marine insurance, 
product liability, and loss of income 
due to damage or reconstruction. 

SPARS members also examined 
methods of tracking activities 
through booking, invoicing and fi- 
nancial statement accounting proce- 
dures during a presentation on pa- 
per flow management made by Den- 
ise Jacqua, chief financial officer 
for the Record Plant here. 

And, during the conference's fi- 
nal session, Lynn Reaser, senior 
economist and vice president of 
First Interstate Bank, looked at the 
economic forecast. Reaser noted re- 
cent shifts in most economists' fore- 
casts that now postpone any signifi- 
cant recession for at least another 
year. 

Generally upbeat indicators in re- 
cent weeks and months continue to 
bode well, Reaser held, with unem- 
ployment likely to fall further, new 
employment opportunities to sur- 
face, inflation to stay low, and the 
sliding U.S. dollar expected to bot- 
tom out in the months ahead. Inter- 
est rates, Reaser reported, could dip 
by an additional .5% in the coming 
months, but the economist other- 
wise projects these rates will begin 
rising by the end of this year. 

As for the music industry, Reaser 
predicts growth potential during 
1986 and beyond, despite its recent 
volatility. While noting that present 
allegations into illicit trade and pro- 
motion practices could damage the 
trade, Reaser sees unit shipments 
for the industry rising by up to 5 %, 

with dollar volume on those goods 
increasing by 6 % -7% over the com- 
ing year. 

Recognition Urged For Disk Mastering Engineers 

NARAS Nudged To Amend Grammy 
LOS ANGELES Two prominent 
disk mastering engineers -Greg 
Fulginiti of Artisan Sound here and 
Bob Ludwig of Manhattan's Mas- 
terdisk Corp. -are organizing a 
move to prod the National Academy 
of Recording Arts & Sciences 
(NARAS) to recognize their field 
during next year's Grammy 
presentation. 

The petition, which will be circu- 
lated to producers, artists, label ex- 
ecutives, engineers, and others in 
the industry, reads: "We, the under- 

signed, petition NARAS to amend 
the present category of best engi- 
neered recording, non -classical, to 
include recognition of the disk mas- 
tering engineer in that category; or 
to create a new category that would 
recognize a lifetime achievement 
award for a body of work for an in- 
dividual disk mastering engineer." 

"We're the final creative step in 
the recording process," says Fulgin- 
iti. "We just want NARAS to listen 
to what we have to say." 

SAM SUTHERLAND 
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ro audio /video 
`Brothers In Arms' Was The Engineer's Production Debut 

Dorfsman Passes His `Trial By Fire' Ordeal 
BY PAULA PARISI 

PHILADELPHIA Neil Dorfsman, 
best -known for his work as an engi- 
neer on such albums as Bruce 
Springsteen's "The River," Bob Dy- 
lan's "Infidels," and the last five 
Dire Straits records, says he's 
"rather surprised" at the phenome- 
nal success that has greeted his pro- 
duction debut -Dire Straits' 
"Brothers In Arms." 

The work was nominated for six 
Grammy awards, and netted two: 
best rock vocal, group, for the sin- 
gle "Money For Nothing "; and best 
engineered album. 

What's more, the record has 
spent the past 47 weeks riding the 
Billboard Top Pop Albums chart, 
most of those in the top 10; and has 
been charting at the top of the Bill- 
board Top Compact Discs chart for 
an unprecedented 31 weeks. 

According to Dorfsman, "Broth- 
ers In Arms" was "an amazingly 
difficult album to make." 

"We kind of did it backwards," he 
says. "After eight weeks of record- 
ing, we decided to switch drum- 
mers. We already had tracks down 
for bass and synthesizer, then we 
decided we didn't like the drums. So 
we overdubbed new drums to stuff 
that was played slightly out of time 
to the original drummer. Without a 
Linn Drum to keep everyone in 
time, it was kind of like every man 
for himself." 

Laughingly describing the project 
as "trial by fire," Dorfsman recalls 
many of the "disasters" which 
plagued the production. Though he 
gays that reports citing a lost sax 
solo were "greatly exaggerated," 
he does admit encountering glitches 
with the band's Sony 3324 digital re- 
corder, a unit purchased by Dire 
Straits specifically for the record. 

"The Sony is a amazing machine, 
and it sounds great, but like all digi- 
tal machines, when it messes up, it 
really messes up,'' he says. "We 
were about to mix a track when the 
saxophone we'd recorded earlier in 
the week just disappeared. Eventu- 
ally, we got it back by fussing with 
the knobs for an entire day." He 
says he experienced similar prob- 
lems while engineering Dylan's "In- 
fidels" on the 3M 32 -track digital 
machine. Despite this, Dorfsman 
endorses digital technology, stating 

His rise has been 
`amazingly lucky' 

"the advantages far outweigh the 
disadvantages." 

Dorfsman and co- producer Dire 
Straits' Mark Knopfler took the dig- 
ital element into consideration at ev- 
ery stage of production planning for 
"Brothers In Arms." One thing 
they didn't plan on, though, was 
Dorfsman's troubled moonlight 
journey up the side of a volcano in 
Montserrat. While the band was re- 
cording at Air Studios there, Dorfs- 
man made the climb carrying porta- 
ble digital gear in order to capture 
the sound of chirping crickets in the 
night air. 

I almost killed myself up there," 
he says. "It was supposed to take an 
hour, and instead it took nine and a 
half. Our flashlights died, and we 
had to climb down the mountain in 
the middle of the night with all this 
digital equipment." 

Despite a few such misadven- 
tures along the way, Dorfsman says 
his rise to the top has been "ama- 
zingly lucky." The engineer- turned- 
producer headed for Hollywood af- 
ter graduating high school in New 

York, hoping to find work in a re- 
cording studio. Rejected by studios 
in L.A., Dorfsman found himself 
working special effects for films 
like "Blacula" and "The Exorcist." 

A year later, he returned to New 
York and engineered voiceovers for 
a Manhattan ad agency. A few 
months later, Dorfsman got a call 
from Electric Lady Studios. While 
there, he was summoned to the 

.Power Station to remix tracks for a 
Foghat album. He stayed on. 

Dire Straits entered the picture 
while Dorfsman was working at the 
Power Station. "I had just done a 
record with Mike Manieri, and it 
turned out that Mark Knopfler 
heard the record and loved it. He 
was courageous enough to say, 'I'd 
like to work with that guy,' even 
though I didn't have much of a repu- 
tation at the time." 

The association has obviously 
been mutually beneficial. "It takes 
a certain kind of person to get along 
with Mark, and I think we get along 
well because I have an intuitive 
sense of what he wants. He doesn't 
like to get real verbal, even though 
he's a very literate guy. He sort of 
wants to see what the people 
around him will come up with." 

Dorfsman is now producing an al- 
bum for Bricklin, a new A &M Rec- 
ords act he says sounds "nothing 
like Dire Straits." 

"People have given me this repu- 
tation for creating a nice acoustic 
sound," he says. "They'll call and 
offer me a job and say, 'Make it 
sound like Dire Straits.' That's 
something I try to steer away from. 
The Bricklin thing is pretty 
straightforward. We all describe it 
as bubble metal." 

Better Than Chicken Soup. Motown artist Rockwell was well taken care of at 
Granny's House in Reno, Nev., where he recorded and mixed his new album 
with producer Kerry Ashby. The facility, which only opened its doors about four 
months ago, may not offer homemade chicken soup, but it does boast an SSL 
6000 Series E console and a comfortable resort environment. Pictured (from 
left) are Rockwell, studio owner Robert Fofman, engineer Norman Whitfield Jr., 
and producer Kerry Ashby. 

London Site To Get A 48 -Track Studio 

Nomis Grows To `Complex' 
LONDON West London rehearsal 
complex Nomis has completed an 
expansion program its owner claims 
will make it the most complete facil- 
ity for touring and rehearsing 
bands in Europe, if not the world. 

Leading studio designer Tom Hid- 
ley was brought in to oversee con- 
struction of the new 1,200 -square- 

4th AES International Conference 

Stereo Audio Technology 
for Television and Video 
1986 May 15 -18 Westin O'Hare Hotel Rosemont, Illinois 

Robert B. Schulein, Chairman, Shure Brothers, Inc., Evanston, IL, USA (312) 866 -2374 

A comprehensive 27/2-day event designed to address the new opportunities and the new 
problems of the emerging stereo audio technology 

Experience to date has vividly demonstrated that the con- 
ventional audio practices in broadcast and recording are 
inadequate to meet the needs of stereo audio production. 
With an eye to providing practical solutions to these short- 
comings- problems of phase, level match, lack of stand- 
ards, the need for a solid center channel image, and 
economic uncertainties -and to promote industry growth 
through better understanding of stereo audio for television 
and video, Conference Chairman and AES President Robert 
B. Schulein has organized a program of technical sessions, 

elaborate demonstrations, and panel discussions. The 4th 
AES International Conference is an event that promises to 
be of immediate and lasting benefit to professionals in the 
audio /video industry. 

Advance registration for the conference including 
preprints is: $345.00 members; $395.00 nonmembers. On 
site registration: $420.00 members; $470.00 nonmembers. 
For an additional $100.00 you may purchase a meal package, 
which includes dinner on May 15, 16, and 17; lunch on May 
16 and 17; and brunch on May 18. 

To register for the AES 4th International Conference, call (212) 661 -8528, telex 620298 AES UW, or write: 
Audio Engineering Society, Inc., 60 East 42nd St., New York, NY 10165 -0075 USA. 

foot Studio A which opened late last 
year, bringing to 10 the total num- 
ber of rehearsal rooms at the loca- 
tion. 

Both Studios A and B have 5,000 - 
watt PA systems and DDA 16/24 
channel desks, and according to No- 
mis owner David Panton are "ideal" 
for band showcases or longterm re- 
hearsal projects. The other rooms 
average 700 -800 square feet and are 
equipped with 400 -watt Yamaha or 
1,500 -watt Turbosound /Rauch PAs. 

Renamed as The Complex, the fa- 
cility also houses more than a dozen 
fully equipped offices available for 
rental on a six -month basis, and a 
basement instrument storage area 
with 26 high security cages. A 
range of back and frontline equip- 
ment is available for hire, and a new 
sales department offers equipment 
for trial and purchase at discount 
rates. 

Swedish manufacturer DDrum 
last fall appointed Nomis its exclu- 
sive U.K. distributor. 

Following its involvement in re- 
hearsal and insurance aspects of the 
Live Aid concert, Nomis set up 
Complex Insurance Services to pro- 
vide "a specialized and competitive 
service that understands music 
business needs and can interpret 
them in the City's financial terms." 

This move was followed late last 
year by the launch of Complex Man- 
agement, which plans to sign up to 
five new acts in the coming months 
and will be headed jointly by Lloyd 
Beiny and David Panton. 

Panton acquired the facility after 
first visiting it as the manager of an 
aspiring band. Wham! manager Si- 
mon Napier -Bell had opened it a few 
months previously, but by February 

(Continued on page 56) 
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Ad "anced recording equipment demands advanced recording tape. Wnich 
is why for ten years Ampex has contiried challenging machine capabilities. 
71-hrougn a decade of technological irrorovernents, Grand IVIasterk 456 remains an 
audio tape of unequalled sophistication and consistency Whtch is why more top 
albums are recorded on Ampex tape fhan any other tape AL 
in the vvor/d. For Grand Master 456, the bea! goes on. if-74 M P EX 
Ampex Corpcsation, Magnetic Tape Division 401 Broadway, Redwood City, CA 9'-O&.415/37-3809 Amp?.. Corporation - One of The Sognzi Compares O 
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Studer And Philips CD Pact 
Marriage Of Design, Development 
DALLAS Willy Studer A.G. and 
N.V. Philips Gloeilampenfabrieken 
announced plans last Monday (14) at 
the National Assn. of Broadcasters 
convention here to pact in a 50/50 
joint venture for the research and 
development of professional Com- 
pact Disc -related professional stu- 
dio systems. 

While no formal agreement has 
been signed, the two companies say 
they are both "firmly committed" to 
the joint effort, which will encom- 
pass the development of "new pro- 
fessional CD systems, both for play- 
back, and as the technology devel- 
ops, for recording in the studio 
directly onto CD," according to 
Studer Revox America's Bruce Bor- 
gerson. 

Borgerson says the joint venture 
came about because of the "comple- 
mentary nature" of the Swiss and 
Netherlands -based companies. 
"Studer is traditionally strong in de- 
signing and marketing professional 
audio products and systems," Bor- 
gerson noted, "while Philips' tradi- 
tional strength has been in the de- 
velopment of basic technologies." 

The agreement in principle be- 
tween the firms will yield a third 
corporate entity, as yet unnamed, 
which will be based in an unspeci- 
fied European location. Borgerson 
says the new company will initially 
draw upon the staff and facilities of 
both Studer and Philips, "so there 
won't be any new building or new 
staff hired." 

In another aspect of the agree- 
ment, Studer Revox America, the 
U.S. arm of Willy Studer A.G., will 
begin marketing existing Philips 
professional Compact Disc products 
in the U.S. These are the LHH 2000 
pro CD player system, and the LHH 
0425 CD subcode editor. 

Thomas Mintner, Studer Revox 

An engineer is shown cueing Compact 
Discs on a dual Philips LHH 2000 
professional CD system. The LHH 
2000 is one of two Philips professional 
CD products that will be marketed in 
the U.S. by Studer Revox America as 
part of a joint- venture agreement 
between Willy Studer A.G. and N.V. 
Philips. 

America vice president and general 
manager, said that details regard- 
ing the logistics of the actual mar- 
keting of the Philips products by 
Studer were "still being worked 
out," but noted that Studer planned 
to use its existing pro dealer net- 
work to distribute the LHH 2000 CD 
player system, along with its exist- 
ing Studer A725 CD players. The 
subcode editor, Mintner said, will 
"probably be sold directly by 
Studer, along with our other profes- 
sional mastering equipment." 

Both parties said that the joint 
venture will not affect "ongoing in- 
dependent developments" by both 
firms in the areas of magnetic tape 
recording and optical disk master- 
ing systems. STEVEN DUPLER 

Process Enables Analog Systems To Compete With Digital 

Dolby Demonstrates Spectral Recording 
BY SAM SUTHERLAND 

LOS ANGELES Claiming an array 
of sonic benefits, Dolby Labora- 
tories gave the first U.S. demon- 
strations of its new Spectral Re- 
cording (SR) process here and in 
New York April 7 and 9. 

Company founder Ray Dolby out- 
lined the technical aspects of this 
successor to the firm's venerable 
professional noise reduction sys- 
tems, and delivered the ambitious 
message that SR recording technol- 
ogy can enable analog recording op- 
erations to compete with digital sys- 
tems. 

Touted by Dolby executives as 
"probably the best mechanism for 
sound recording today," the SR pro- 
cess employs familiar techniques 
cumulatively to increase dynamic 
range, minimize noise, and enhance 
signal purity. 

In its printed manuals and the 
prerecorded demonstration tapes 
used for these showings, Dolby en- 
couraged direct comparison be- 
tween recordings made on analog 
systems with Dolby SR and pro- 
grams produced on 16 -bit profes- 
sional digital audio recorders. 

Performance highlights include a 
claimed signal -to -noise ratio that 
can exceed 16 -bit digital audio's 96 
db benchmark. According to Dolby 
himself, the SR process can deliver 
an added dynamic edge of about 6 
db; the system itself, exclusive of 
any noise added by an associated 
tape recorder or other processors, is 
claimed to offer a range of as much 
as 107 db to the recorder's inputs. 

Hardware is being introduced in 
the form of single- channel, plug -in 
modules for existing and new Dolby 
mainframes. Modules will be priced 
at $750 per channel. Product deliver- 
ies are to begin this June. 

The process has been in develop- 
ment for six years, and founder 
Dolby's review of its operation ac- 
knowledged the system's bundling 
of several established signal pro- 
cessing techniques. Like the various 
Dolby noise reduction systems, SR 
involves mirror -image processing in 
its encode and decode stages, start- 
ing with program equalization. 

HOLD 
THE 

PHONE! 

Dial 800 -223 -7524 toll free 
to place an ad in ACTION - 
MART, Billboard's classi- 
fied advertising section. 
For quick results, call Jeff 
Serrette today (NY resi- 
dents dial 212 764- 7388). 

With SR, however, addition of a 
steep, variable filter effect, coupled 
to a variable gain effect, extends 
the system's effect beyond simple 
noise reduction to improve signal 
purity in other respects. Claimed 
benefits include reduced modulation 
noise, reduced print- through, im- 
proved high -level performance and 
greater tolerance in handling fre- 
quency response and level adjust- 
ments. 

If the SR system's potential was 
stressed to audio recording facili- 
ties in the demonstrations, the 
Dolby session here also accented its 
practicality for film and television 
audio. Ioan Allen, vice president, ad- 
vanced marketing, noted the sys- 
tem's ability to minimize gene- 
rational losses during transfers, 
touting the SR process as ideal for 
magnetic tape and magnetic film ap- 
plications. 

Allen said Dolby may also devel- 
op SR for use with optical audio 
tracks on film as well. 

Development of the SR process is 
tied in part to the company's use of 

a new coding algorithm based on 
continuous analysis of changes in 
signal spectrum and level. Dolby's 
noise reduction systems respond 
primarily to variations in just level. 

According to Ray Dolby, most of 
the circuits employed in the SR sys- 
tem are dedicated to control func- 
tions, not signal processing per- 
formed during operation. That com- 
puter orientation is credited with 
permitting SR to apply minimal sig- 
nal treatment. 

During the demonstration, at the 
Academy of Motion Picture Arts & 
Sciences here, auditors heard tapes 
produced on '/4 -inch, 15 ips two - 
track recorders. Fusion, pop, and 
classical works were included to 
showcase the system's perfor- 
mance, along with a spoken word 
segment to highlight SR's ability to 
minimize generational losses like 
those incurred in film audio produc- 
tion. 

Dolby is scheduled to deliver a 
technical paper on the process dur- 
ing the AES Convention here next 
November. 

NOMIS COMPLEX 
(('ontinued from page 54) 

1981 Panton was the new owner, 
and in the following 18 months he 
implemented a refurbishment pro- 
gram that helped bring bookings 
from 30% to 80% of capacity. 

The roll call of major internation- 
al acts that have used the location is 
a formidable one that includes the 
Police, Dire Straits, Status Quo, 
George Benson, Carlene Carter, 
Duran Duran, Wham!, and Tina 
Turner. 

Now Panton plans to install a $1.1 

million 48 -track commercial record- 
ing studio at the site, with both ana- 
log and digital tape machines. "We 
are bringing Tom Hidley in, and in 
terms of acoustic design we aim to 
move the concept of recording into 
the 1990s. The control room will be 
one of the largest in London, and 
the studio should be open for busi- 
ness by the beginning of next year." 

What was the first Dutch 
song to lop the Hof 100? 

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. 

A SINGER'S DREAM! 

CASSETTE DUPLICATION 
RECORD PRESSING 

MASTERING PLATING 
COLOR SEPARATIONS 

PRINTING TYPESETTING 

QCQ 
000STOM PRESSING 

2832 SPRINGROVE AVENUE 
CINCINNATI, OHIO 45225 

(513) 681 -8400 

REMOVES VOCALS FROM RECORDS! 
Now You can sing with the world's best bands! 

The Thompson Vocal Eliminator can remove 
most or virtually all of a lead vocal from a standard 
stereo record and leave the background! 

Write or call for a free brochure and demo record. 
LT Sound, Dept. B. P.O. Box 338, 

Stone Mountain, GA 30086 14041493 -1258 
For 24 hour Phone Demo call 

(404) 493.6879 
For a Free Brochure and Demo Record 

cal: (404) - 4934258 
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ideo music 

Furious Gets Funky. Arista /Jive artists Whodini and a few friends take time out 
to pose on the set of the group's latest video, "Funky Beat," shot live in New 
York City. Its director was Melvin Van Peebles; Furious Films produced. Shown 
standing, from left, are Run of Run -D.M.C.; Grand Master Dee of Whodini; 
Malcolm Jamal- Warner of "The Cosby Show"; Bobby Brown, formerly of New 
Edition; Donnie Simpson of Black Entertainment Television's "Video Soul"; 
Bowlegged Lou of Full Force; Peter Bunch of Furious Films; and Doctor Ice of 
U.T.F.O. Kneeling are Whodini members Ecstasy (wearing hat) and Jalil. 

No Post -Production For Simple Minds 
New Clip Was Shot And Edited At Same Time 

BY JIM BESSMAN 

NEW YORK A unique "instant 
video" process, using a new multi- 
level Ultimatte technique that al- 
lows a director to shoot and edit si- 
multaneously, has been used for the 
first time by director Zbigniew 
Rybczynski on the clip for A &M act 
Simple Minds' "All The Things She 
Said." 

The concept sounds more simple 
than its execution. Pulling it off in- 
volved laying in 112 separate 23 -sec- 
ond takes -each one atop the pre- 
ceding take -creating the illusion 
of an endless line of images without 
any edits. 

As producer Kris P. of Rybczyn- 
ski's Zbig Vision Ltd. explains, the 
director supplied Jeff Gold, A &M's 
vice president of creative services, 
with a "three- sentence concept 
along the lines of a mesmerizing 
flow of images," and a single -sheet 

Animated TV Series Will Feature Rap Music 

`Street Frogs' Leaps Into TV Syndication 
BY JIM BESSMAN 

NEW YORK Rap music will hip - 
hop onto an animated TV program 
next year with the launch of "The 
Street Frogs," a cartoon series pro- 
duced by Singer /Rifkind Communi- 
cations and Lorimar /TelePictures. 

David Singer, president of Singer - 
/Rifkind, says the series will be syn- 
dicated to 90% of the U.S. in the fall 
of 1987, after a premiere "Street 
Frogs" special next January. 

Singer, whose management/ 
production firm handles actor/ 
singer Stoney Jackson, says the 
company will also use the series to 
launch a live act, the Street Frogs, 
which performs on the soundtracks. 

Singer /Rifkind is co- developing 
"Street Frogs" with Rankin /Bass 
Productions, the Lorimar /TelePic- 
tures -owned production /animation 
company which created "The Jack- 
son Five" and "The Osmond Broth- 
ers Show" cartoon series. Rankin/ 
Bass is currently represented on TV 
with the syndicated hit "Thunder - 
Cats." 

According to Singer, his company 
and Rankin /Bass both hit on the 
idea for a "street music -oriented" 
cartoon show at the same time. "I 
envisioned the show along the lines 

of 'The Jackson Five,' so we set up a 
meeting with them," says Singer. 
"Jules Bass said he wanted the ex- 
act same thing, and that Lorimar 
had already agreed to syndicate it, 
but that the only thing missing was 
commercial rap music. 

"So, we decided to create a new 

`It can break a 
lot of barriers' 

music group to perform a higher 
level of rap and cut an album using 
the cartoon as a promotional vehicle 
for the group. Then, of course, we'll 
use the group as a promotional vehi- 
cle for the cartoon." 

Singer's idea for a rap cartoon 
show came from viewing the fea- 
ture film "Krush Groove" with com- 
pany vice president and former 
Spring Records staffer Steve Rif - 
kind. 

"I walked out with the impression 
that rap music and the people per- 
forming it were very funny, and 
that the quality of the music was be- 
ing overlooked because of its deliv- 
ery and packaging as a street sound 
evolving from the ghetto," he says. 
"As such, it's cosmetically unattrac- 

tive, but if it could be cleaned up 
and packaged correctly so that all 
people could relate, it could be di- 
gested by nonurban people and be 
accepted as pop and commercial." 

Rifkind says the cartoon frogs 
were chosen to embody the rappers 
because they are "lovable charac- 
ters" which can "break a lot of bar- 
riers" and help the style to cross- 
over. 

According to Rifkind, a three - 
month search yielded five multira- 
cial singer /actors who play the 
Frogs. 

Lee Dannacher, Rankin /Bass 
vice president, says "Street Frogs" 
returns Rankin /Bass to its early 
'70s music cartoon period. She notes 
that songs in "Street Frogs" will be 
used to further the story line, unlike 
"The Jackson Five," where music 
segments were randomly placed. 

Singer says that "Street Frogs" 
will seek material from the top rap 
writers and producers, but that its 
original music will not be limited 
specifically to rap. Instead, the 
show will include "evolving" street 
music, he says. Among the rap art- 
ists approached are Grand Master 
Melle Mel, whom Singer /Rifkind is 
teaming with Stoney Jackson to 
form a duo called Coast To Coast. 

Love Knocking Violence Out Of Clips 
ATLANTA Current pop music 
hits and videos contain more 
themes of love and less violence 
than they did a few years ago. 

These are the findings outlined 
in two papers presented separately 
earlier this month at the 16th annu- 
al national convention of the Popu- 
lar Culture Assn. at the Hilton Ho- 
tel here. 

According to a study conducted 
by Univ. of South Dakota sociolo- 
gist John Flanagin, 87% of pop 
songs charting in the top 10 in 1955 

had love as their main lyrical con- 
tent. Although this percentage 
dropped to 85% in 1960, 76% in 
1965, and 63% in 1970, Flanagin 
found a steady rise again through 
the '80s, culminating in the 1985 
tally of 80 %. 

He credited the renaissance of 
the love song to "the return of the 
importance of the individual and 
the fading of concern with social 
themes." 

While love songs underwent a 
rebirth, violence in music videos 

declined, according to a study pre- 
sented by Univ. of Akron, Ohio, as- 
sistant professor of communica- 
tions Richard E. Caplan. 

For all the videos that reached 
regular rotation on MTV during 
1985, an average of 10.3 acts of vio- 
lence occurred per hour, down 
from 27.1 acts in 1984, Caplan says. 

The Popular Culture Convention 
drew more than 1,500 attendees 
and featured a keynote address by 
broadcasting mogul Ted Turner. 

RUSSELL SHAW 

numerical storyboard containing 
the time code for the song's audio 
track matched with the video's take 
numbers. Also provided was a sin- 
gle schematic diagram representing 
each take. 

"Zbig wanted to make what Jeff 
called an 'instant video,' " says P. 

"He laid tracks down, and if he and 
the band liked them, he then laid 

`It took 4 meetings 
for us to figure it 

out. I can't believe 
we finished it' 

them right onto the master tape, 
based on the same principle as audio 
recording." 

P. says the master videotape was 
built up by layering each successive 
finished take. The result shows Sim- 
ple Minds' lead singer Jim Kerr en- 
tering the foreground of the initial 
video frame, while the camera be- 
gins a steady, gradual backward 
track that continues throughout the 
one -shot, four -minute duration of 
the clip. 

Every two seconds and three feet 
of tape later, either another image 
of Kerr or one of lead guitarist 
Charlie Burchill or backup vocalist 
Robin Clark emerges in the fore- 
ground. At the same time, the first 
image trails off into the back- 
ground. 

Each individually taped charac- 
ter -and there are up to 13 in one 
frame -sings and often moves in 
perfect synch with the rest. 
Rybczynski says that although the 
procedure looks complicated on pa- 
per, it really is very simple and is an 
outgrowth of his "mathematically 
logical approach to technology." 

Another opinion comes from Mi- 

chael Pelech, director of photogra- 
phy at VCA Teletronics' Center 
Stage, the studio where the clip was 
shot. "If it sounds confusing, it is," 
he says. "It took four meetings for 
us to figure it out, and I still can't 
believe we actually finished it." 

According to Pelech, each take, 
paced at approximately one every 
eight minutes, was entered into the 
Ultimatte and then keyed over the 
previous take. To facilitate the key - 
ins, the entire 3,000- square -foot 
shooting area was painted blue, and 
film -style lighting was created us- 
ing sky pans and silks. 

Additionally, a 35 -foot camera 
dolly track was laid down, alongside 
of which were entered the time -code 
numbers corresponding to the audio 
master tape. These were announced 
out loud while taping by a time -code 
reader, whose eyes were on the 
floor the whole time. In this man- 
ner, the dolly grip was able to synch 
the dolly position exactly in relation 
to the previously recorded video lay- 
ers on the video playback tape. 

"Everything was recorded in the 
same place," says Rybczynski. "It's 

(Continued on next page) 

Video rllrack 
NEW YORK 

STEPHEN REYNOLDS HAS 
wrapped a clip for Canadian rockers 
White Wolf. He directed "She," the 
first single from the band's "Endan- 
gered Species" album on RCA. 
Filming was done in a Toronto 
warehouse and is said to alternate 
between performance and concept 
footage centered on a "listless look- 
ing beauty." Allan Weinrib pro- 
duced for Champagne Films. 

Home Box Office is scheduled to 
air two music specials later this 
year. One will feature Whitney 
Houston in a concert to be filmed in 
Paris this summer; the other will 
spotlight Gladys Knight, Patti La- 
Belle and Dionne Warwick in "Sis- 
ters In The Name Of Love," a show 
recently filmed at the Aquarius 
Theater in Los Angeles. The latter 
was produced and directed by 
Knight and Bob Henry. 

R /Greenberg Associates recent- 
ly opened a music video department. 
The new 50,000- square -foot film de- 
sign and production facilty at 350 
W. 39th St. will be managed by An- 
ouk Frankel and Liv Apneseth. 

LOS ANGELES 

SOLID GOLD, the weekly music 
variety show hosted by Dionne 
Warwick, claims it's currently 
ranked No. 2 among all first -run 
weekly television programs with 
men and women 18-49. It is cleared 

in 145 markets (45 of which are in 
the top 50), according to Paramount 
senior vice president R. Gregory 
Meidel. The show, now in its sev- 
enth year, provides performances 
and exclusive interviews with vari- 
ous recording artists, and weekly 
countdowns of the top 10 hits by the 
Solid Gold Dancers. It is produced 
by Paramount Domestic Televi- 
sion & Video Programming in as- 
sociation with Brad Lachman Pro- 
ductions. 

OTHER CITIES 

HOWARD JONES' LATEST video 
for "No One Is To Blame," which 
recently premiered on MTV, was 
lensed in London at Malone, Peel & 
Dean Studios. Its storyline centers 
on the scroll of a pianola, evoking a 
music box effect, with super- 
imposed images of artists singing 
and playing an old piano. The clip 
was directed by Nichols Bruce and 
Mike Coulson. The song is a re- 
worked version from Jones' Elektra 
album "Dream Into Action," which 
was produced by Phil Collins and 
Hugh Padgham. 

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. 
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Vdeo music 
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. 

PAUL CLEMENTS 
Jive Town 
Magic Night /Public 
R. Holliday /Paragon Artists Inc. 
R. Holliday & J. Jones 

CROSSOVER 
Come Back 
Crossover /Atomic Theory 
Greg McNeely 
Mike Rivard 

CROSSOVER 

Rock Me, I'm A VJ. Austrian pop star Falco was visited recently by an MN 
crew to shoot his guest VJ appearance, which aired on the channel April 15. 
Pictured here in Semmering, Austria are MN's Brian Diamond (left) and Falco. 

Take Some Time 
Crossover /Atomic Theory 
Greg McNeely 
Mike Rivard 

DRESS FOR SUCCESS 
Now Is The Time 
Dress For Success /Public 
Paragon Artists Inc. 
J. Mitchem 

HOLLY DUNN 
Two Too Many 
MTM Music Group 
Studio Productions Inc. 
Coke Sams 

GTR 
When The Heart Rules The Mind 
GTR /Arista 
Paul Flattery/Splitscreen 
Jim Yuckich 

JOHN COUGAR MELLENCAMP 
Rain On The Scarecrow 
Scarecrow/ Riva/ PolyGra m 
Fay Cummins /N. Lee Lacy Associates 
Jonathan Kaplan 

GEORGE MICHAEL 
A Different Corner 
Columbia 
Vivid Productions 
Andy Morahan 

MOEV 
Alibis 
Dusk & Desire /Profile 
Keith Porteus /Gangland Productions 
Dermot Shane 

BILLY OCEAN 
There'll Be Sad Songs (To Make You Cry) 
Love Zone /Jive /Arista 
AWGO 
Maurice Phillips 

LOU REED 
No Money Down 
Mistrial /RCA 
Lezi Godfrey /Medialab 
Kevin Godley & Lol Creme 

TEARS FOR FEARS 
Mothers Talk 
Songs From The Big Chair /Mercury/PolyGram 
Rob Small /Directors International 
Pete Cornish 

WHODINI 
Funky Beat 
Back In Black /Jive /Arista 
Peter Bunche /Furious Films 
Melvin Van Peebles 

NO POST- PRODUCTION FOR SIMPLE MINDS 
(Continued from preceding page) 

just that each take started back two 
seconds on the audio time code. So, 
all of the images of the singers sang 
the same word at the same time, 
only the camera started taping each 
one at a different point in time. That 
way, they were in another position 
of the frame, so you get the effect 
of an endless line." 

Teletronics installed a CMX 3400 
editing system, manned by director 
of optical services Danny Rosen- 
berg, to edit the video as it was re- 
corded. Pelech also notes that al- 
though the "endless flow of video 
images" makes for a "constant mul- 
tiple image receding into the back- 
ground," the technique is not "video 
feedback," which simply multiplies 

the same image over and over 
again. Pelech says that Rybczynski 
created an electronic background of 
what looked like "a cross between 
raining snowflakes and stars" us- 
ing the 35mm Oxberry Optical 
Printer. 

Pelech says that Rybczynski's 
video techniques would have taken 
up to four weeks of optical work if 
done on film, and Rybczynski thinks 
that, although using film would 
have been possible, in theory it 
would have cost many times more 
than the $75,000 -to- $80,000 cost of 
the video. 

Rybczynski, who prefers video to 
film, is aware of the prohibitive cost 
of the latter to most bands. There- 

PROMOTIONAL 
MUSIC VIDEO 

Available on 1 Hour Tape Compilations to colleges, nite clubs, and other 
public venues throughout America. 
We provide: Newest Releases Call us today to see if you 

Quick Service qualify to receive promotional 
Highest Quality videos on a monthly basis. 

¡¡7 
Low Cost 

_L. 
¡¡/J acrctna£ CYZt£Zt22C1£1J JYC. 

#1 way of staying on top of video music 
Dial (201) 667 -5050 

fore, he says he's chagrined that 
most musicians are hesitant to "get 
experimental with video." After di- 
recting the clip for Simple Minds' 
"Alive And Kicking," he says he 
was able to convince the reluctant 
band to depart from the woodsy, 
outdoor setting of that performance 
clip and take a chance with his 
"more modern" concept for "All 
The Things She Said." 

"This time, the band saw every 
take as it was made and was really 
involved in the whole process," says 
Rybczynski, pointing out the bene- 
fits of instant video over the normal 
production style, where the group 
only sees the finished product sev- 
eral weeks later. "If they weren't 
happy with a take, we could immedi- 
ately redo it without depending on 
memory. Working in this way really 
inspired Jim [Kerr] to perform more 
in the video." 

Rybczynski adds that "only 
through modern visual effects and 
technology" could an otherwise 
"normal and banal" performance 
video become more than that. 

But, he notes, he used only one 
camera, one Ultimatte, and three 
one -inch VTRs. "Now, I'd like to de- 
velop this technique with more in- 
teresting effects," he says. "Think 
of the possibilities with four cam- 
eras and four Ultimattes." 

AS OF APRIL 16, 1986 

PROGRAMMING 
This report does not include videos in recurrent or oldie rotation. 
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ART OF NOISE PETER GUNN THEME Chrysalis LIGHT 
BODEANS FADEAWAY Warner Bros. NEW 
CHACKO ONCE BITTEN, TWICE SHY PolyGram NEW 

JOHN FARNHAM BREAK THE ICE MCA NEW 
PETER FRAMPTON ALL EYES ON YOU Atantic LIGHT 
GTR WHEN THE HEART RULES Arista POWER 

GEORGE HARRISON /ERIC CLAPTON /RINGO STARR FREEDOM Atlantic BREAKOUT 
HEAR'N'AID WE'RE STARS PolyGram BREAKOUT 
GRACE JONES LOVE IS THE DRUG Island ACTIVE 

JOHN COUGAR MELLENCAMP RAIN ON THE SCARECROW Riva /PolyGram POWER 
MIAMI SOUND MACHINE BAD BOY Epic BREAKOUT 
LOU REED NO MONEY DOWN RCA MEDIUM 
BOB SEGER & THE SILVER BULLET BAND AMERICAN STORM Capitol POWER 

SHARKS ONLY TIME WILL TELL Elektra BREAKOUT 
BONNIE TYLER IF YOU WERE A WOMAN Columbia BREAKOUT 
VANITY UNDER THE INFLUENCE Motown LIGHT 

JOE COCKER SHELTER ME Capitol 3 

CC Z DOKKEN IN MY DREAMS Elektra 4 

0 DREAM ACADEMY LOVE PARADE Warner Bros. 4 
oUJ 

Q FALCO VIENNA CALLING A &M 3 

CL THE FIRM LIVE IN PEACE Atlantic 3 

cc GREG KIHN LOVE AND ROCK & ROLL EMI America 4 

JULIAN LENNON STICK AROUND Atlantic 3 

MADONNA LIVE TO TELL Warner Bros. 4 

MR. MISTER IS IT LOVE RCA 3 

SIMPLE MINDS ALL THE THINGS SHE SAID A &M 3 

STARSHIP TOMORROW DOESN'T MATTER TONIGHT RCA 5 

TEARS FOR FEARS MOTHERS TALK PolyGram 2 

TEMPTATIONS A FINE, MESS Motown 3 

'JACKSON BROWNE FOR AMERICA Asylum 6 

>- Z 'DIRE STRAITS SO FAR AWAY Warner Bros. 7 

Q O HONEYMOON SUITE FEEL IT AGAIN Warner Bros. 9 
LLJ Q WHITNEY HOUSTON THE GREATEST LOVE OF ALL Arista 4 

H JERMAINE JACKSON I THINK IT'S LOVE Arista 5 

Q*MIKE . THE MECHANICS ALL I NEED IS A MIRACLE Atlantic 5 

OMD IF YOU LEAVE A &M 12 
THE OUTFIELD YOUR LOVE Columbia 9 

PET SHOP BOYS WEST END GIRLS EMI America 
1 O 

'ROLLING STONES HARLEM SHUFFLE Columbia 7 

SLY FOX LET'S GO ALL THE WAY Capitol 6 

'JOHN TAYLOR I DO WHAT I DO Capitol 7 

THOMPSON TWINS REVOLUTION Arista 7 

ZZ TOP ROUGH BOY Warner Bros. 6 

'DAVID BOWIE ABSOLUTE BEGINNERS EMI America 6 

W Z THE CULT RAIN Warner Bros. 15 0 JIMMY BARNES WORKING CLASS MAN Geffen 7 

~ 1- U Q BOURGEOIS TAGG MUTUAL SURRENDER Island 4 
Q I- DENNIS DeYOUNG CALL ME A &M 6 

0 CC FABULOUS THUNDERBIRDS TUFF ENUFF CBS Associated 11 

BRYAN FERRY IS YOUR LOVE STRONG ENOUGH MCA 5 

JANET JACKSON WHAT HAVE YOU DONE FOR ME LATELY A &M 4 

JEAN -MICHEL JARRE RENDEZ -VOUS IV PolyGram 2 

JUDAS PRIEST LOCKED IN Columbia 2 

LEVEL 42 SOMETHING ABOUT YOU Mercury 10 
*BRIAN SETZER THE KNIFE FEELS LIKE JUSTICE EMI America 9 

M Z ELVIS COSTELLO DON'T LET ME BE MISUNDERSTOOD Columbia 9 0 CULTURE CLUB MOVE AWAY Epic 4 

O W Q BOB DYLAN /TOM PETTY BAND OF THE HAND MCA 3 

2 ó MODELS OUT OF MIND, OUT OF SIGHT Geffen 10 
cc ROBERT TEPPER DON'T WALK AWAY Scotti Bros. 2 

WAX RIGHT BETWEEN THE EYES RCA 7 

LAURIE ANDERSON LANGUAGE IS A VIRUS Warner Bros. 2 

I- Z BIG AUDIO DYNAMITE THE MEDICINE SHOW Columbia 3 

ÓO FINE YOUNG CANNIBALS JOHNNY COME HOME IRS 11 

he Q HOWARD JONES NO ONE IS TO BLAME Elektra 3 

< I- KATRINA & THE WAVES IS THAT IT? Capitol 4 

CC , KISS WHO WANTS TO BE LONELY PolyGram 3 
CO GRAHAM NASH INNOCENT EYES Atlantic 2 

TED NUGENT LITTLE MISS DANGEROUS Breakout 5 

CHARLIE SEXTON IMPRESSED MCA 5 

BLOW' MONKEYS DIGGING YOUR SCENE RCA 2 

I- Z BLUE IN HEAVEN I JUST WANNA Island 3 

ts= 
O BRONSKI BEAT HIT THAT PERFECT BEAT MCA 4 

J Q E.G. DAILY SAY IT SAY IT A &M 4 

I- ERASURE WHO NEEDS LOVE LIKE THAT Warner Bros. 4 
ccHOODOO GURUS BITTERSWEET Elektra 6 

KEEL BECAUSE THE NIGHT MCA 3 

TOMMY KEENE PLACES THAT ARE GONE Geffen 4 

KING ALONE WITHOUT YOU Epic 2 

KROKUS BURNING UP THE NIGHT Arista 3 

PATTI LABELLE /MICHAEL McDONALD ON MY OWN MCA 4 

LATIN QUARTER MODERN TIMES Arista 3 

MODERN ENGLISH INK & PAPER Warner Bros. 5 

OINGO BOINGO STAY MCA 3 

PLATINUM BLONDE SOMEBODY SOMEWHERE Epic 2 

ROARING BOYS HOUSE OF STONE Columbia 2 

SIMPLY RED HOLDING BACK THE YEARS Elektra 10 
TALK TALK LIVING IN ANOTHER WORLD EMI America 6 

UNTOUCHABLES WHAT'S GONE WRONG MCA 3 

BOYS DON'T CRY I WANNA BE A COWBOY Profile 2 

= GO- BETWEENS BACHELOR KISSES Jem 2 

GREEN ON RED TIME AIN'T NOTHING PolyGram 3 

Denotes Sneak Preview Recurrent. MTV Exclusive. 
For further information, contact Jeanne Yost, director of music programming, 
MTV, 1133 Avenue of the Americas, New York, N.Y. 10036. 
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Billboard 

CLASSIFIED 
ACTION MART 
To order an ad ... check the type of ad you want ... 

Regular classified (ads without borders): $2.35 per word, per 
insertion. Minimum ad order, $47.00. 

Display classified (all ads with borders): $77.00 per column per 
inch, per insertion; 4 insertions $71.00 per; 12 insertions $66.00 
per; 26 insertions $63.00 per; 52 insertions $51.00 per. Price 
discounts are based on insertions in consecutive issues. 

- COUPON 
Count 8 words for our Box Number and address. Add $6 

for handling. Only regular mail forwarded -tapes not 

acceptable. 

Check the heading you want ... 
For Sale Help Wanted Positions Wanted Tapes 
Business Opportunities Investors Wanted 
Real Estate /For Sale /Lease Songwriters Talent 
Accessories Golden Oldies Novelties /Merchandise 
Services /Supplies /Equipment Wanted To Buy 
Comedy Material Computer Schools & Instructions 
Video Miscellaneous 

Payment must be enclosed with your ad copy. Send to 
Billboard Classified, 1515 Broadway, N.Y., N.Y. 10036. Bank# 

Your Name 

Company 

Address 

City State _ Zip 

Telephone 

Please fill in the information below if you wish to 
charge the cost of your classified advertising. 
O American Express Diners Club Visa Master Charge 

Credit Card # Exp. Date: 

Cancellations must be in writing and mailed to the 
Classified Dept. 

15% agency commission applicable only on ads 
of 2" or more running 2 consecutive weeks. 

Need to get your ad in fast? Call Jeff Serrette ... In NY State 
phone 212/764 -7388 ... Outside N.Y. State phone toll free 

Your signature 

800/223.7524. 
FOR SALE 

DISTRIBUTOR 
WHOLESALE ONLY 

We are 12 " records, blank audio, 
blank video, video games, movies, 
accessories, hardware, CD's, al- 
bums, tapes.... 

Stratford Dist., Inc. 
86 Denton Ave. 

Garden City Park NY 11040 
(718) 343 -6920, (516) 877 -1430 
(800) 645 -6558, Telex 6852201 

WE EXPORT TO ALL COUNTRIES 

12" / LP'S / CD'S 

BEST STOCK -BEST SERVICE- 
BEST INFORMATION 

We specialize in 12 Dance Records 
all small and major labels 

TRY US!! 

EXPORT -O -DISC 
855(E) Conklin Street 

Farmingdale, N.Y. 11735 USA 
Tele # (516) 694 -4545 

Telex: 6852522 
Telex: 4758254 

Fax # (516) 694 -4594 

WHOLESALE TO STORES 
WE SPECIALIZE IN 12" PRODUCT 

Full line of Gospel LP's & Cassettes 
All current LP's, cassettes, CB's and 45's 

Independent and major companies. 
LOWEST PRICES! SAME DAY UPS! 

NO CATALOG REQUEST - PLEASE CALL 
SE HABLA ESPANOL 

Glo Mdse. Corp. 
43 -02 34th Ave., L.I.C., NY 11101 
N.Y.S. Residents (718) 706 -0515 

Out of NYS call toll free 1 (800) 628 -3010 

ROCK & SOUL 
ELECTRONICS 

470 7th Ave (bet 35th & 36th Str 
New York, N.Y. 10018 

WE HAVE THE LOWEST 
PRICES IN TOWN 

LP's S4 99 
12 inch S2 99 

also 
LARGEST SELECTION OF 

IMPORT 12 INCH RECORDS 
SPECIAL PRICES ON TAPES: 

T.D.K. 90 S1.09 
T.D.K. SA90 1.79 
Maxell IIS . 2.49 
FAMOUS BRANDS T -120 . S2.99 
SONY T -120, PANASONIC, JVC. 
KODAK, MEMOREX T -120's ALL 
FOR ONLY 54.49 EACH 

LP's. 8 TRACKS AND CASSETTES 
AS LOW AS 22c 

Write for our free giant catalog Retailers 
and distributors only 

RECORD -WIDE DISTRIBUTORS. INC. 
1755 Chase Dr. 

Fenton (St Louis) MO 63026 
13141 343 -7100 

CUT OUTS & IMPORTS 
LP's. cassettes. 8 tracks and 45's. Rock. 
Country R 8 B and Gospel. Write for free 
catalog. Trade only 

MARNEL DIST. 
P.O. Box 953 

Piscataway, NJ 08854 

While Other People are raising their prices. 
we are slashing ours. Major Label LP's as 
low as 50c. Your choice of the most exten 
Nive listings available. 

For free catalog call (609) 890 6(XX) 
or write 

Scorpio Music Inc. 
Post Office Box A 

Trenton NJ 08691 (X)20 

CASSETTE SHELL MOLDS 
Fine plastic injection molds to produce audio 
cassette shells. Also a Gema automatic audio 
cassette assembly machine. $375,000 for all. 
Reply to: 

Box #7668 
Billboard Magazine 

1515 Broadway 
New York. NY 10036 

THE COMPLETE BLACK MUSIC 
DISTRIBUTOR 

ECHO RECORDS INC. 
REGGAE AFRICAN . 

CALYPSO - SOUL DANCE - 

FUNK - BLUES EUROPEAN - 

WEST INDIAN IMPORTS 
OVER 2.000 TITLES IN STOCK 

CALL OR WRITE JEFFREY COLLINS FOR 
MORE DETAILS 
ECHO HOUSE 281 DEAN STREET SOUTH. ' 

ENGLEWOOD. NEW JERSEY 07631 
TEL 2)1.568.0040 TOLL FREE 1-800-USA-ECHO 

CUTOUTS AND RARE COLLECTIBLES 

Rock, R &B, Disco, Lp's, 12 "s and 45's. All in- 
quires welcome. Catalog free with company let- 
terhead or $1.00 for individuals. 

Vinyl Mania Records 
30 Carmine St. 

New York, N.Y. 10014 

CUT OUTS & OVER STOCKS 
LP's Tapes, 45's and imports. Looking for the 
unusual? We have it at lowest prices. All re- 
quests for list ust be written on your company 
letterhead. Dealers Only. 

Performance 
P.O. Box 156 

New Brunswick NJ 08901 
(201) 545 -3004 Telex: 5106008316 

FOR SALE HELP WANTED VIDEO 

DISCOUNT RECORDS & TAPES 
MAJOR LABELS 

$8.98 list $4.79 

Call Toll Free: 

1 (800) 847 -5008 

INVESTORS 
WANTED 

MAGNIFICENTLY ENGINEERED AND 
EQUIPPED RECORDING STUDIO 
PRESENTLY BEING INCORPORATED, 
SEEKING INVESTOR WITH $10,000. to 
$25,000. 

Call: 

(818) 363 -0636 

-NEW- 
THE PLAYERS VIDEO GUIDE 

TO CASINO GAMBLING 
Full action 2 hr. VHS tape Fabulous packaging. 
copyrighted plus TM all completed. 
MONEY NEEDED TO PROPERLY MARKET 

For inquiries or sales please call: 
Bob - Day or night - (813) 393 -2054 

or (305) 472 -0620 

HELP WANTED 

3 MUSICIANS TO PLAY and sing old and new Mexi- 
can folk music in nightclub. $250.00 each weekly, 
home furnished, 5 hours Friday, Saturday and Sun- 
day. Contact: Fred Dutchover, 1302 West Sherer, Ft. 

Stockton, TX 79735. 

IRISH HUMORIST Raconteur of Irish heritage, folk- 
lore, foibles and humor, Minimun 10 yrs. exp. First 
hand knowledge of Ire. and its culture. Extensive 
travel. Salary $1,500 /wk., F/T position. Reply Amy 
& Joe Carroll Theatrical Productions, Inc., One Lin- 
coln Plaza, NYC 10023 

REGIONAL REPRESENTATIVE 
The Moss Music Group is expanding and we 
are seeking a regional representative to join 
our growing organization in Southern Cali- 
fornia. Excellent sales and marketing knowl- 
edge of the retail record trade is a prerequi- 
site. Salary, commission and a full benefit 
package will be offered to the right candi- 
date. Send resume with earnings history 
and requirements to: 

Chip Heath, Dir. of the 
West Coast Division 

The Moss Music Group 
15714 Garfield Ave. 

Paramount CA 90723 
(213) 633 -1994 

SALESMAN - UHQ DUPLICATION 
We duplicate cassettes that sound like CDs and 
can't be copied without severe loss of quality. 
Looking for one -man sales cepartment to de- 
velop new accounts. Locatior SW Connecticut. 

Box # 7670 
Billboard Magazine 

1515 Broadway 
New York, NY 10036 

AGGRESSIVE MANAGEMENT 

Company seeking former radio promo per- 
son with background in either independent 
or label promotion. 10 years experience 
necessary to apply. Send resume to: 

Mega Management 
71,W. 23rd. St. Seite 1621 

New York, NY 10010 

ELECTRONICS 
Los Angeles high speed tape duplicating 
company offers position of Senior Elec- 
tronic Technician. Must have hands on ex- 

perience in high speed tape duplicating, 
with proven track renrd. Total experience 
with electronic alignment of systems a 

must. Experience with Electrosound 8000 
series equipment preferred. Send resume to: 

Box #7666 
Billboard Magazine 

1515 Broadway 
New York NY 10036 

VP SALES & MKTNG 
Rhino Records is seeking '/P of Mktg. to de- 
velop, implement and oversee Sale 8 Mktng. 
and Promotion /Publicity Departments. Sala- 
ry plus compensation package. Experi- 
enced, qualified persons only. 

Send resume to: RHINO RECORD, 
1201 OLYMPIC BLVD, 

SANTA MONICA, CA 90404 Do not Call 

WAREHOUSE 
Growing Long Island wholesale 
distributor seeking mature and re- 
sponsible full time employes, re- 
cord business and warehouse ex- 
perience helpful. Farmingdale 

area. 

(516) 694 -4545 
Ask for Kenny 

WANTED TO BUY 

WANTED PLATINUM AND GOLD record awards - 
rare Beatle items. Contact. Christopher Chatman. 
Beyond Records, Box 93939. Los Angeles, CA 
90093. (213) 871 -9477. 

BUY. SELL, TRADE or lease used movies, 
thousands to choose from 1 1800) 833 3264 or 
(803) 292 2072 

FANTASTIC NEW VHS TAPE 
Just released 

THE PLAYERS VIDEO GUIDE 
TO CASINO GAMBLING 

Full action /2 hr. tape Fantastic seller - no oth- 
ers like it. Your cost $39.95 plus tax. To order or 
inquire please call: 

Bob (813) 393 -2054 or 
305 472-0620 

Chance Enterprises, Inc c 

CLOSE OUT 
SPECIALS 

MAXELL - UD 2 
T - 120 MAXELL VIDEO 

TAPES - BATTERIES. ETC. 
Call Today! Don't Delay! 

USA Recovery 
(501) 455 -0412 
(5011 455-3522 
24 hour service 

TURN YOUR 

VHS MOVIES 

INTO CASH! 

VHS STORES & 
DISTRIBUTORS: 

We buy all used VHS Movies in 
good condition -ANY AMOUNT! If 
you're going out of business, over- 
stocked or liquidating, call us ... 

WE'LL BUY 
YOUR TAPES! 

305.451.8941 

WHOLESALERS 
NEW AND USED PRC 

Deal direct with 
Video West 

(416) 498 -7074 Ext. 12 

BILLBOARD APRIL 26, 1986 59 

www.americanradiohistory.com

www.americanradiohistory.com


VIDEO 

TRADE 
-A- 

FLICK, LTD. 

NOW IN ATLANTA - 
WE BUY 

SELL AND TRADE USED 
AND NEW 

MOVIES. CALL: 

1 (800) 862 2343 
or in Atlanta 

(404) 696 3004 

TALENT 

MUSIC MANAGEMENT 
COMPANY SEEKS STAFF 
ARTIST MUSICIAN WITH 

OWN EQUIPMENT TO 
WORK WITH NEW AND 
UPCOMING ARTISTS. 

REPLY IN CONFIDENCE 
TO: 

BOX #7669 
Billboard Magazine 

1515 Broadway 
New York NY 10036 

DESPERATELY SEEKING 
SINGER 

Striking, talented, oriental female singer. age 21 
to 26. Must be serious about career develop- 
ment. Send resume, photo and tape to: 

Box # 7672 
Billboard Magazine 

1515 Broadway 
New York, NY 10036 

WORK 
Florida based night club chain seeks vocalist/ 
musicians to make up three house bands. Top 
40 /Disco. Must read. Rotating female fronts. 
Completed by April. Send promo info immedi- 
ately: 

Star Artist Management 
241 South Atlantic Blvd 

Suite 300 
Ft. Lauderdale FL 33316 

TALENT SEARCH 

Just release NEW 12 inch record by fan- 
tastic ARTIST "SIR FRESH" A fast mov- 
ing hit. Entitled "SALLY & DEE" Learn 
how sucess, fortune and fame is made. 

For DETAILS: WRITE TO "ULTRA RECORDS" 
P.O. BOX 471053, BROOKLYN, N.Y. 11247 

ATT. J. BERNARD 

MALE VOCALIST 
HIGH RANGE 

VERY VERSATILE 
DEPENDABLE! PERSONABLE! 

AVAILABLE NOW! 

David Knight 
(609) 881-1277 

TALENT 

FEMALE R & B 
SINGER WANTED 

Professional experience required - mid 20's - at- 
tractive. Send resume, photo and tape to: 

Box # 7671 
Billboard Magazine 

1515 Broadway 
New York, NY 10036 

SONGWRITERS 

SELL YOUR SONGS 
With pro quality demos and 
song selling leads and tips. 

For info and sample tape send $2 fo: 
Demo Masters 

1850 Union Street, Suite 434D 
San Francisco, CA 94123 

(415) 381 -8185 

YOUR TUNES CAN WORK FOR YOU! 
Receive your high quality demo for only $75 
per song. Marketing Assistance available for 
strong songs 
Call or Write for brochure 

Easton One Productions 
P 0 Box 30682 

Bethesda, Md. 20814 
(301) 493 -6440 BMI affiliated. 

BUSINESS 
OPPORTUNITIES 

$MONEY$ 
MAKE BIG MONEY 
With home video. Learn to shoot 
special events from the masters. 

Free information. 

TRULOCK VIDEO 
98 MAIN STREET #215D, TIBURON, CA 94920 

LOOKING FOR PROMOTER that will take on a chal- 
lenge to promote the "Road Angels" Concert- bigger 
than "Live Aid ". For detail information contact: Eric 
Oster (213) 656 -2229. 

SCHOOLS & 
INSTRUCTIONS 

Music business careers) 
Prepare for the marketing, manage- 

ment or technical career you want. 
Top pro training in studio concert and 
video production, artist representa- 
tion /management, retail /wholesale, 
promotion /marketing publishing, 
much more. Employment assistance 
and financial aid available. Free bro- 
chure /career guide: write or call toll - 
free: $00 -554 -3346 
THE MUSIC BUSINESS INSTITUTE 

Dept. B 3376 Peachtree Rd., Atlanta, GA 30326 

BE A RECORDING engineer; New classes 
quarterly. Institute of Audio /Video Engi- 
neering (213) 666 -3003 1831 Hyperion. 
Dept D. Hollywood. CA 90027 

POSITIONS WANTED 

FORMER RETAIL REGIONAL SUPERVISOR SEEKS 
RESPONSIBLE CHALLENGING POSITION. 11 YEARS 

EXP. WITHIN OUR INDUSTRY. ENTHUSIASTIC, 
MOTIVATED AND CONFIDENT. WILL TRAVEL WILL 

RELOCATE. SINGLE, AGE 33. RESUME AND 
REFERENCES AVAILABLE. 

Scott Feldman 
2000 Westown Pkwy #9 

West Des Moines, IA 50265 
(515) 223 -1752 

REAL ESTATE /FOR SERVICES /SUPPLIES/ EQUIPMENT 
SALE /LEASE 

9000 SUNSET BOULEVARD 

Prime music industry location 
Floor to ceiling windows- impres- 
sive views 
24 hr. security 
500 to 6000 sq. ft. suites avail- 
able 

Exclusive leasing agent - Los Ange- 
les Realty Services - Lark Christen- 
sen /Sandra Wruck 

(213) 274 -6855 

SERVICES /SUPPLIES/ 
EQUIPMENT 

:iskaoakers 

RECORD PRESSING 
CASSETTE DUPLICATION 

RECORD JACKETS 
Now Complete Package Prices 

CALL TOLL FREE 
1- 800 -468 -9353 

153 W. 46th St., New York. N.Y 10036 
212- 302 -4140 

* * * * * * * * * * * * * * * * * 
* DANCE FLOOR LIGHTING * * * * QUALITY PRODUCTS PRICED LOW'* 
* Controllers, pinbeams, color sticks, * * mirror balls, rope lights, beacons, * * novas. strobes, foggers, rotators, * * and other similar products! 
* Let us help you! * 
* THE MUSIC SERVICE 
* 327 S. Miller Rd. Akron, OH 44313 * 
* * * * * (216) 867.1575 * * * * * 

FOR THE 
WIDEST 

SELECTION 

OF RECORDING 

TAPE AND 
ACCESSORIES... `.. 

LSOF 
AIIJRAV 

wi 
,e+o 

nxBMA 
OAP. 

.ssr 

Call Toll Flec r 
1.800.523.2472 

Ion PA 1.816. 468.25331 
MM:s 

Dealers Only 
Call for Free Catalog and 

M 

Monthly Specials 
Ameca5 Leafing tSslnbuln' of i p , nuu 
flecordmg lace and Accesco' e- 

# *A* AtFA 
DISCO 4, STAGE * LIGHTING /AUDI 

.hr Mirvm Balls Pln Spots Rain Laphts Chasers Por. 
labia DJ Gear Club wrung etc , * WHOLESALE PRONG AVA4.ABLE' 

* Ferrates, Enterprises, Inc. 
188 Central Ave. 

Farmingdale, N.Y. 11735 * 
Islet 752 -9824 

* * * * * * * * * * * * * * * * 

RADIO TV JOBS 
10.000 rades lobs a year for men and women are listed 
m the American Radio Job Markel weekly paper Up to 
300 openings every week" Dish Jockeys Newspeopie 
and Program Directors Engineers Salespeople 
Small. medium and major markets all formals Many 
lobs require lalle or no experience' One week comput 
er MI $60 Special Bonus sri weeks S1595 -you 
save $20' 

AMERICAN RADIO JOB MARKET 
1553 North Eastern 

Las Vegas. Nevada 89101 

AUDIO & VIDEO AIRCHECKS! 
Video #6 features the KFRC 20th Anniversary Reunion, THE RADIO EVENT OF 1986! With many greats from he past 20 years, including 
Dr. Don Rose, Mark McKay. Chuck Buell, Mike Phillips, Beau Weaver. Bill Lee 8 more. An incredible 2 hours on VI-IS or BETA, specially 
priced at $30.00. 
Current Issue #72 features KLOS /Shan, WDTX /Jim Harper, KEGL /Stevens 8 Pmitt, KKHR /Jack Armstrong, KNIT /Andy Barber, Albu- 
querque's CHR battle w /KNMO, KKSS 8 KIVA, plus WROO /J.J. McKay 8 0 Zoo. 90 -min. cassette, $5.50. Special Issue #S -76 features 
PORTLAND AM DRIVE, with CHRs KKRZ 8 KMJK, AORs KINK S KGON, A /Cs KKCW, KGW, KEX, KKLI, 8 KSCG. 90 -min. cassette $5.50. 
Special Issue #S-77 features DALLAS -FT. WORTH, with CHRs KEGL, KTKS 8 KAFM, AORs KTXO, 8 KZEW, A /Cs KVIL 8 KMGC, Oldies 
KROX 8 Urban KKDA. 90 -min cassette. $5.50. Classic Issue #C-65 features the KFRC 20th Anniversary Reunion. with all -time KFRC 
greats Chuck Buell, Dr. Don Rose, Bobby Ocean, Mark McKay, Steve O'Shea, Big Tom Parker, Dave Skolin, Bobby Dale 8 more! 3 full hours 
on cassette, $10.50. 
CALIFORNIA AIRCHECK - Dept. BB - BOX 4408 - SAN DIEGO, CA 92104 - (619) 460.6104 

MISCELLANEOUS 

-ATTENTION MUSIC RETAILERS 
THE Billboard BOOK of 

NUMBER 
ONE HITS 

IS HERE! 

Now in its second print- 
ing -the first comprehen- 
sive history of 30 years of 
rock and roll, a concise ref- 
erence source to over 600 
songs that made it to he 
top of the charts! 

Every entry gives chart 
facts, label and record 
number, songwriter and 
producer-plus a listing of 
the Top Five songs for the 
same week. 

From "Rock Around the Clock" to "We Are 
the World," celebrate 30 years of the best 
pop music with the onlybook to give the in- 
side story behind every. song to reach the 
Number One spot on the Billboard "Hot 
100" music charts since 1955 

You also get fascinating be- 
hind- the -scenes stories 
about the songs and the per- 
formers, gossip galor, and 
enough trivia to satisfy every- 
one in pursuit of it. And- 
over 500 vintage photos, 
many never befor available. 

If you're a fan of rock and 
roll, you can't afford to be 
without this exciting one -of- 
a -kind collection. 

640 pages. 7 x 91/4. Almost 
600 photographs. 

"Definitely a hit. It's not 
only a great reference 
work, it's fun to read." 
DICK CLARK 

CALL NOW TO ORDER YOUR PREPACK 
OF 6 BOOKS AT A 40% DISCOUNT 

1- (800)- 223 -7524 i °s,ate, 

or 

(212) 764 -7388 (Locally) 

or wine 
Billboard Publications, Inc. 

1515 Broadway 
New York, N.Y. 10036 

Attn: Jeff Serrette 
Direct Marketing Dept. 

MAN OF MANY 
VOICES NEEDED 

[ ,eabve person i. or i, l .1 o', anee 'adm comma, 
,als S25 000 pe' vea' and up Send demo tapes 'e 

sume 10 

TSI 
5900 Dewey Street Hollywood FL 33021 

Send Attn. Mr. T. 

GOVERNMENT JOBS $16,040 - $59,230/yr. Now 
Hiring. Call 805 -687 -6000 Ext. R -1304 for current 
federal list. 

The Fathers Against Drunk Driving Campaign 
Please, Support This Worthy Cause. For Your Album Enti- 
tled "A Drunkards Prayer" Send Five Dollars Or More Do- 
nations To Fathers Against Drunk Driving. P.O. Box 
386, S.E. 100th Street Waldo, Fla. 32694 
Album Contains 10 Songs Including "A Drunkards Pray- 
er" The Saddest True Story Ever Published Pertaining To 
Drunk Drivers. 8x10 Picture Of Artist. And Safe Driving 
And Money Saving Ideas For Your Car And Home. Also 
I.D. Membership Club Card. Nonprofit Organization 
F.A. D. D. Reg. # R181609667 President Billy Wagner 
Phone (9041 468-2476 

JEFF - NEED YOUR help to - "Ride Out The Storm" 
signed - IAN 

NOVELTIES/ MERCHANDISE 

OBSCENE PROFITS 
SUNGLASSES 

S/D Wayfarer 14.00 dz 
Mirror Aviator 9.00 dz 
Terminator 16.00 dz 

Cords 1.00 dz 

ORION DISTRIBUTING 
(216) 661-6656 

POSTERS 
Rock Posters 

ZAP ENTERPRISES 
1251 -3 Irolo St. 

Los Angeles, Calif. 90006 
(212) 732 -3781 
DEALERS ONLY 

POSTERS 
Largest selection - fast reliable service - display racks - free catalog. 

Also, buttons, keychains, bumperstickers, etc. 
National Trends, Inc. - 

2260 Scott Lake Rd. Pontiac, MI 48054 
Toll Free 1 (800) 544 -0900 

In Michigan (313) 674 -4691 
Established reps wanted -Highest commission paid 
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TAPES 

BLANK AUDIO & VIDEO CASSETTES 
21ST ANNIVERSARY 

LOWEST PRICES IN TOWN 
Audio Cassettes Video Cassettes 

Mastering Tapes 8 Tracks 
Don't Delay -Call Today! For More Information 

Andol Audio Products, Inc. 
4212 14th Ave., Brooklyn, NY 11219 

Call Toll Free -(800) 221 -6578 
N.Y. Res. 

(718) 435 -7322 

CASSETTE TAPE 
SECURITY DEVICES 

DESIGNED FOR RETAIL OUTLETS 
EASY TO uSE 'NExPFNSivE 
RE USE AR[ E 

5 SELECTIVE MODELS 

-FOR SAMPLES AND PRICES - 

CONTACT 
C 8 D SPECIAL PRODUCTS 

309 SE OUOYA DRIVE 
HOPKINSVILLE KY 422411 

502/885-8088 

BULK BLANK LOADED audio cassettes direct 
from manufacturer. Highest quality, lowest prices, 
custom lengths, fast service. American Magne- 
tics, P.O. Box 862. Harrisburg, PA 17108. (717) 
652 -8000 

BLANK LOADED AUDIO CASSETTES 

Any length Any quantity 
Lowest prices High quality 

ABD, P.O. Box 164241 
Miami, FL 33116 
(305) 386-3105 

GOLDEN OLDIES 

Original out -of -print albums and singles. All 
types of music. We specialize in records from 
the 50's, 60's, and 70's. Largest selection. Write 
for free catalog. 

HAVEMEYER PARK RECORDS 
P.O BOX 32B 

OLD GREENWICH, CT. 06870 

Satisfaction guaranteed 

TOLL 
FREE 

CLASSI- 
FIED 
ADS 
HOT 
LINE! 

CALL 
NOW 

TO 
PLACE 
YOUR 

AD! 

C%1 
111= 

CNI N 
4=1 

(212,764-7388 
in N Y State) 

nternational 
Singapore: Copyright German Music Sales Show 10.2% Increase 

Laws Aid U.K. 
LONDON Singapore's ministry of 
trade and industry has given assur- 
ances to the U.K. government that 
new copyright laws scheduled to go 
into force by the end of 1986 will 
eradicate audio piracy of British 
product in the territory. 

Record and book piracy currently 
cost Britain some $100 million a 
year, and it has been feared that the 
new legislation will provide no spe- 
cific protection for U.K. copyrights. 
The law, which includes stiffer pen- 
alties, replaces a statute modeled on 
the U.K 1911 Copyright Act. 

However, Singapore trade official 
Sidek Bin Saniff has told British De- 
partment of Trade & Industry min- 
ister Michael Howard that the pro- 
visions of the copyright bill will be 
applied to Britain reciprocally. 

Turnaround Breaks Three Year Market Slide 
BY WOLFGANG SPAHR 

HAMBURG After three years of 
decline, the West German music 
market is again on an upward trend. 
According to year -end figures from 
the German Phonogram Assn., the 
total value of sales by member com- 
panies in 1985 was $923 million, 
10.2% higher than the previous 
year. 

In addition, an estimated $115 mil- 
lion was generated in sales by non - 
GPA companies, including retailer 
direct imports, and illicit recordings 
which are reckoned to account for 
some $30 million annually. 

On a unit basis, overall sound - 
carrier sales were 167.3 million. Sin- 
gles sales of 49.6 million were on a 

par with 1984 results. While seven - 
inch disks registered a decrease, 
maxi -singles boosted their share of 
this market sector to 30 %, up from 
21% in 1984. 

GPA chairman Friedrich Schmidt 
says, "The consumer has rewarded 
efforts put into technical quality 
and the concept of extended ver- 
sions with sales of 15 million units. 
This gives the maxi a level of suc- 
cess that nobody in the music busi- 
ness would have thought possible 
just a few years ago." 

LP sales at 65.7 million were up 
3% over 1984 figures and cassette 
sales rose 15% to 45.3 million. Some 
6.7 million Compact Discs were sold, 
representing a 131% increase over 
the previous year. One dollar in ev- 

Company Goes Into Voluntary Receivership 

K -tel Fades From The Australian Scene 
BY GLENN A. BAKER 

SYDNEY After a year of uncer- 
tainty and persistent rumors con- 
cerning its viability, K -tel Interna- 
tional of Australia has gone into vol- 
untary receivership, with debts of 
about $2.75 million. 

The announcement came as no 
surprise to an industry that had ob- 
served the declining fortunes of a 
concern which once totally dominat- 
ed specialized television marketing 
in this country. 

From 1965, when it started opera- 
tion as Majestic Products, until the 
early '80s, when growing competi- 
tion made some of K -tel's disastrous 
marketing moves even more seri- 
ous, K -tel was untouchable. During 
the boom years of the '70s it was not 
uncommon for a successful K -tel 
hits compilation album to sell up to 
250,000 units. 

In 1986, with major record compa- 
nies having recently passed a joint 
resolution to keep chart material 
away from TV for 18 months follow- 
ing its release, a sale of 25,000 is 
considered good. 

As the amount of available prod- 
uct has decreased, the number of 
companies battling each other to 
sell it has escalated dramatically. 
Over the past year, there have been 
instances of almost identical pack- 
ages of vintage pop hits being 
hawked simultaneously by competi- 
tors, a number of which are K -tel 
breakaways. Telmak Teleproducts, 
Concept Records, and Dino Music 
are all helmed by former K -tel exec- 
utives, who have been able to apply 
their invaluable knowledge of the 
K -tel marketing strategy to their 
own operations. 

Alongside these three can be 
ranked J &B Records, Hammard 
Records, and a number of smaller 
concerns. It's inconceivable that 
they will all be in business a year 
from now. 

Says David Hammer, Telmak 
managing director and former K -tel 
executive: It just can't go on like 
this." In fact, Telmak stands a bet- 
ter chance of survival than a num- 
ber of others because the bulk of its 
repertoire is either sound -alikes or 
random product sourced interna- 

tionally. Those who have long relied 
on a steady flow of material from 
the six major record companies are 
having to reappraise their future. 

Indicative of the majors' new de- 
termination to keep most of the 
chart spoils to themselves is the 
trumpeted announcement of the 
"All The Hits" compilation series, a 
pioneering joint venture by WEA, 
CBS, PolyGram, and RCA. And 
there is a new seriousness about the 
majors' exploitation of their own 
back catalogs. 

One interesting example is the 
previously neglected area of coun- 
try music. No sooner had CBS 
dropped its 15 -album "I Love Coun- 
try Music" on the market than RCA 
was offering its "Country Collec- 
tor" series, EMI was pushing its 
"All- American Country Range," 
and PolyGram was chasing up the 
rear with the compilation "5 -Star 
Country" and another half -dozen 
single- artist volumes ready for re- 
lease. 

Australia's country fans have 
gone from being criminally neglect- 
ed to totally bombarded with prod- 
uct within a matter of months. 

Liberation Records, the EMI -dis- 
tributed label run by Mushroom 
Records' Michael Gudinski, recently 
beat a number of eager TV. compa- 
nies to the Australian rights for Ste- 
ven Gottlieb's "Television's Great- 
est Hits" double set and is flogging 
it on the box with all the "howling 
bad taste" of a K -tel or J &B. 

A number of K -tel's competitors 
have tendered bids to buy the ailing 
one -time giant. Meanwhile, it's busi- 
ness as usual at K -tel, even if the 
bonhomie is a little strained around 
the office. So far, there has been no 
mass exodus of staff. 

If K -tel does survive intact, there 
will undoubtedly be some major 
changes in operational policy. In 
1983, K -tel moved heavily into the 
video -game market and had its fin- 
gers burned when the boom col- 
lapsed the following year. The dras- 
tic leveling out of home video dur- 
ing the past year has also done little 
to assist the K -tel Video arm, which 
never seemed to take off despite oc- 
casional blockbuster titles like "The 
Cotton Club." 

As a number of press reports 
here point out, K -tel will be missed 
by the Australian man in the street, 
who has probably grown up with 
the K -tel Record Selector, the Veg- 
O -Matit chopper, and the invaluable 
Brush- O- M'atic. 

ery 10 spent by West German mu- 
sic- buyers now goes to CD product. 
Overall, 117.7 million long -play 
soundcarriers were sold here last 
year, an increase of 11.2%. 

Sales of budget product were es- 
pecially buoyant in 1985, up 16% 
overall. Low -price LPs registered 
22.2 million units sold and cassettes 
hit 33.3 million, 25% above the Tat- 

ter's 1984 result. Classical record- 
ings in this price range achieved a 
remarkable 32.4% rise in sales vol- 
ume to 4.9 million units, more than 
offsetting a marginal 100,000 unit 
decline in the sales of full -price clas- 
sical product. 

Overall classical album and tape 
sales were 24.7% higher at 12.1 mil- 
lion units, with classical CD vol- 
umes doubling to 1.8 million. By 
contrast, pop album /tape volumes 
were 10% up. There were 2,322 new 
classical album, tape, and CD re- 
leases during the year, and 10,446 
new pop releases. For the first time 
since 1979, the total number of 
black vinyl LP releases increased. 

Specialist dealers involved direct- 
ly with the record companies contin- 
ued to account for the majority of 
disk and tape trade, with a 56% 
share of total sales, while whole- 
salers and rackjobbers accounted 
for a further 36 %. 

Although the West German mar- 
ket has yet to get back to the turn - 

(Continued on next page) 
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nternational 
Combined Market Share Amounts To Nearly 20% 

Smith Acquires our Price Specialty Stores 
BY NICK ROBERTSHAW 

LONDON The W. H. Smith chain 
has acquired the 130 -store Our 
Price group of music specialty 
stores for $65 million in a move ex- 
pected to make it the most power- 
ful retailer in Britain. 

The addition of Our Price's 7% 
share of the retail market to W. H. 
Smith's own 12.5% will give the 
multiple nearly one -fifth of all 
U.K. record and tape sales, and a 
total of some 170 specialist outlets 
along with 263 record departments 
operating within Smith stores. 

Last fall, the multiple an- 
nounced its launch of the Sound 
FX chain as a move into music -only 
retailing. Smith promised up to 200 
Sound FX outlets nationwide with- 
in two years. But only a few 
months later, having acquired the 
20 -store Music Market chain for 
$8.25 million, it dropped the Sound 
FX name and said it would re -out- 
fit its sites under the Music Mar- 
ket banner and style, which was 
"more appropriate for our expan- 
sion plans." 

Our Price had also been engaged 
in rapid expansion, opening 16 new 
shops in six months last year and 
aiming to open 40 further new 
sites during 1986. The cost of this 
program led to over -borrowing, 
and founder Gary Nesbitt faced 
the choice of raising finance 
through a rights issue or selling 

out to a larger company. 
Some weeks ago, he took the 

second option and approached W. 
H. Smith chairman Simon Hornby. 
Nesbitt and his partner Michael 
Isaacs stand to make about $9 mil- 
lion each from the sale, above the 
$3.75 million each made when Our 
Price went public two years ago. 

Although some observers here 
have questioned whether Smith is 
paying too much for Our Price, 
whose year -end pretax profits are 
expected to be less than $4 million, 
chairman Hornby believes the ac- 
quisition fits well with his overall 
marketing strategy. 

"We see the U.K. record market 
falling into three distinct seg- 
ments," he says. "First, there is 
the mainstream business captured 
by our High Street shops. Then, 
there are popular sales through 
our Music Market chain; and now 
we have Our Price with its special- 
ist niche. We certainly hope to 
reach a different kind of customer 
through Our Price than we would 
in our chain stores, and we would 
much rather compete with our- 
selves than have other people corn - 
pete with us." 

Nesbitt, Isaacs, and fellow di- 
rector Barry Hartog will continue 
to run Our Price for Smith, just as 
Music Market is still headed by its 
founder Ian Howard. Nesbitt says 
he expects to open 30 new outlets 
this year. 
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W. German Survey: Disco 
Earnings At $435 Million 
BY WOLFGANG SPAHR 

HAMBURG A survey of West Ger- 
many's 6,000 discotheques by the 
Federal Office for Statistics here 
has underlined their important role 
in the country's leisure economy. 
Net earnings for 1983, the last year 
for which figures are available, 
were in excess of $435 million. 

According to the survey, 14% of 
the discos earned more than 500,000 
German marks ($217,400) in 1983. 
Another 24% earned more than 
250,000 marks ($108,700). 

Optimum disco size appears to be 
between 350 and 500 square meters. 
Some 78% of West German discos 
fall in this category and achieve 
turnovers between $140,000 and 
$325,000. Only 12% are smaller than 
200 square meters and have earn- 
ings in the $65,000- $130,000 range; 
10% are 700 square meters or more 
and have the highest recorded turn- 
over, some $522,000. 

Since income is heavily dependent 
on weekend trade, however, lease 
costs per square meter are the key 
factor in determining profitability. 

The disco -equipment industry 
here takes a pessimistic view of 
prospects for the rest of the decade, 

pointing to declining spending pow- 
er, high youth unemployment, and a 
demographic shift away from tar- 
get age groups as negative consid- 
erations. 

Also cited are the compulsion on 
the part of disco owners to under- 
take frequent and expensive mod- 
ernization programs, the difficulty 
of passing on higher rental and oth- 
er costs, and the trend toward ever- 
more- costly hardware and furnish- 
ings. 

Research indicates that the main 
motivation to attend discos comes 
from the atmosphere, clientele, fur- 
nishings, and entertainment avail- 
able. Prices, location, and food and 
drink are seen as relatively unim- 
portant. 

German discos are not solely 
places for dancing. Equally impor- 
tant in this country is the opportuni- 
ty to meet new people. In the fu- 
ture, discos will be characterized 
not only by more elaborate lighting 
and electronic effects but by the use 
of video and large -screen television 
for the broadcasting of major sports 
and entertainment events. 

GERMAN MARKET'S RISE 
(Continued from preceding page) 

over levels of 1980 -81, there is now 
considerable optimism here. The 
outlook is based not just on the new 
sales and turnover figures but also 
on the effort that has gone into ra- 
tionalizing the industry; the success 
of local artists such as Jennifer 
Rush, Modern Talking, and Opus; 
the growth potential of CDs; and 
the strengthened antipiracy provi- 

sions of last summer's new Copy- 
right Act. 

The dramatic increase in sound - 
carrier exports over the last two 
years is one additional indicator of 
the growing power of the West Ger- 
man music industry. According to 
the GPA figures some 57.5 million 
records and tapes were exported 
last year, a 30% increase over 1984. 

COUNTRY ENTHUSIASTS PACK WEMBLEY 
(Continued from page 37) 

Guy Clark, Jerry Jeff Walker, Bar- 
bara Fairchild, Connie Smith, Mar- 
go Smith, Vernon Oxford, Becky 
Hobbs, Hank Williams' Original 
Drifting Cowboys, Rattlesnake An- 
nie, and Carlton Moody & the 
Moody Brothers. Festival show 
hosts were George Hamilton IV, 
Gordie Tarp and, from the U.K, the 
Duffy Brothers. 

In addition to the three evening 
shows, recorded by BBC Television 

and Radio for future transmission, 
Mervyn Conn also presented "Best 
Of British" concerts and a Sunday 
morning International Gospel Show 
as part of the festival activities. 

CBS Intl. To U.K. Base 
NEW YORK CBS International 
plans to relocate its European 
headquarters from Paris to Lon- 
don later this year. 

Although the unit's plans are 
not finalized, Allen Davis, presi- 
dent of the CBS Records division, 
notes that "London has emerged 
as the music capital of Western 
Europe and is now arguably the 
music capital of the world as 
well." 

Jorgen Larsen, senior vice presi- 

dent of European operations, adds 
that "we anticipate that London 
will increasingly become the Euro- 
pean business center for other ac- 
tivities in which we want to be in- 
volved, notably the electronic de- 
livery of music to the home by 
broadcast or other means." 
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Graham Lyle 

Mr. Terry 
Britten and Studios 

Cho Mayfair 
Record Street 

lia Sharpies 
Hall 

London NW1 

England 

Dear Terry 
and Graham, ,t Need 

We Don 

proud Novello 
I'm delighted 

and p 
that 

d to learn 
two Ivor 

er Hero (Thunderdome)" 
has just won 

Another orarY 
Sling and Best 

in London 
for Best 

Contemp Year 
awards Uel to your Song 

of the 

It's a fitting 
sequel 

Film Song. With It" 

Grammy for "What's 
Love Got 

To Do 

sin ing 
your songs 

has been rewarding 

Working with 
you and 

si 

in every way. 
I look forward 

to our continued 
collaboration 

on the forthcoming 
album. 

Love, 

PS: Wish I could have 
been there. 

V4q 3575 Cahuenga Blvd. W los Angeles California 90068 USA 
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A MAJOR INTERNATIONAL EV 
THE 1ST INTERNATIONAL M 

M onfreux, Swifrerl 
Cr \ 

N/1&M 

PRODUCED BY MUSIC & MEDIA MAGAZINE, BILLBOAR[ 

Air" 
A HIGH -LEVEL 
INTERNATIONAL CONFERENCE 
Respected panelists from around the world will take part in con- 
current sessions dealing with music in relation to television, radio. 
and home video. Topics to be covered include the future of multi- 
national television broadcasting, the protection of national culture. 
the syndication supermarket, marketing the radio station, the role 
of music videos on television, the impact of new technologies on 
programming, plus other relevant music -related subjects. 

AN INTERNATIONAL 
MUSIC VIDEO FESTIVAL 
The definitive international music video competition, with a distin- 
guished international jury, and with categories for clips and long - 
forms. Awards will be presented during a gala evening on May 10. 

A MARKETPLACE FOR 
MUSIC PROGRAMMING 
A meeting place for programmers, producers, and distributors of 
music programming for television, home video, and radio. The 
market will take place in the Montreux Convention Center and will 
have listening and viewing facilities, as well as an exhibit booth 
area. 

SUPERSTAR ROCK TV SPECIALS 
The Golden Rose of Montreux Television Festival, held concurrently 
with the IM &MC, brings to Montreux today's leading pop stars for 
the recording of a world -class TV special co- produced by Swiss 
Television and the BBC's Michael Hurll. A good opportunity for par- 
ticipants to meet the artists. 

NEW ARTISTS SHOWCASES 
IM &MC will present six emerging international artists who will 
appear in conjunction with the superstars in the rock TV specials. 
Other new artist presentations will take place at various Montreux 
venues during the event. 

THE GOLDEN ROSE OF 
MONTREUX TELEVISION FESTIVAL 
Europe's most important TV competition for light -entertainment 
programming. IM &MC participants will have free access to daily 
screenings and to presentations of top -rated international TV 
programs, as well as to an all -night screening of rock films and 
classic videos. 

THE JURY 
PATRICK ALLENBACH (SWISS TV) 
MACHGIEL BAKKER (MUSIC & MEDIA) 
STEVE BARRON (LIMELIGHT) 
PATRICE BLANC -FRANCARD (TV -6) 
DAVID CICLITIRA (SKY CHANNEL) 
STEVEN DUPLER (BILLBOARD) 
LES GARLAND (MTV) 
JOHN MARTIN (MUCHMUSIC NETWORK) 

THE SPEAKERS AND PANELISTS 
KEYNOTE SPEAKER: LES GARLAND (MTV) 

LARRY ADLER (ADLER VIDEO) 
WILHELMUS ANDRIESSEN (BASF) 
MARCUS BICKNELL (SES LUXEMBOURG) 
PATRICE BLANC- FRANCARD (TV -6) 
VERA BRANDES (VERABRA) 
JOHN CATLETT (OVERSEAS MEDIA) 
DAVID CICLITIRA (SKY CHANNEL) 
SIMON COLE (PICCADILLY RADIO) 
DOREEN DAVIES (BBC /RADIO I) 

GILLIAN DAVIES (IFPO 

GEORGE DUKE (ARTIST) 
BRUCE HIGHAM (DIAMOND TIME) 
MICHAEL HURLL (BBC) 
MARK JOSEPHSON 

(ROCKPOOL PROMOTIONS) 

CHARLES LEVISON 
(THE MUSIC CHANNEL LTD.) 

ANGUS MARGERISON 
(VIRGIN VIDEO) 

JOHN MARTIN 
(MUCHMUSIC NETWORK) 

PHILIPPE MICOULEAU (RTL) 

VINCENT MONSEY 
(RADIO CAROLINE) 

NORM PATTIZ (WESTWOOD ONE) 
BUD PRAGER 

(ESP MANAGEMENT) 
HAN TENDELOO 

(POLYGRAM BAARN) 
CHRIET TITULAER 

(TITULAER PRODUCTIONS) 

THE SUPERSTARS THE NEW 
INTERNATIONAL 
TALENT 

A-HA 
BIG COUNTRY 
BILLY OCEAN 
BRYAN ADAMS 
CULTURE CLUB 
EIGHTH WONDER 
ELECTRIC LIGHT ORCHESTRA 
ELVIS COSTELLO 
EURYTHMICS 
FIVE STAR 
FRANKIE GOES TO HOLLYWOOD 
FREDDIE JACKSON 
GENESIS 
JOE JACKSON 
JULIAN LENNON 
LONE JUSTICE 
PATTI LABELLE 
PAUL HARDCASTLE 
QUEEN 
ROGER DALTREY 
SMOKEY ROBINSON 
SPANDAU BALLET 
THOMPSON TWINS 
WHITNEY HOUSTON 

ANIMOTION (USA) 
BELOUIS SOME (U.K.) 
BLOW MONKEYS (U.K.) 
COCK ROBIN (USA /Scotland) 
COREY HART (Canada) 
DOUBLE (Switzerland) 
MARILYN MARTIN (USA) 
PROPAGANDA (Germany) 
READY FOR THE WORLD (USA) 
SAM HARRIS (USA) 
SANDRA (Germany) 
SIMPLY RED (U.K.) 

THE SPECIAL GUESTS 

INXS (Australia) 
CHRIS REA (U.K.) 

IF YOU'RE INVOLVED IN THE PROGRAMMING, PRODUCTION 
OR DISTRIBUTION OF MUSIC - YOU SHOULD BE THERE! 
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ANTIS COMING INTO FOCUS 
IJSIC & MEDIA CONFERENCE 
and May 7- 10,1986 
MAGAZINE AND THE GOLDEN ROSE OF MONTREUX. 

THE MUSIC VIDEOS 
THE ADVENTURES Two Rivers" 
A -HA "Hunting High and Low" 
A -HA "Take On Me" 
ANIMOTION "I Engineer" 
ARCADIA "Election Day" 
ARTISTS UNITED AGAINST APARTHEID 

"The Making of Sun City" 
ART OF NOISE "Close To The Edit" 
ART OF NOISE WITH DUANE EDDY 

"Peter Gunn" 
AVA DAHLGREN "Pain" 
BARBRA STREISAND "Putting It 

Together: The Making Of The 
Broadway Album" 

BIG BAND IN CONCERT "Big Band" 
BILLY OCEAN "When The Going Gets 

Tough (The Tough Get Going)" 
BLOW MONKEYS "Digging Your 

Scene" 
BLUE SUEDE SHOES 
"A Rockabilly Session With Carl 

Perkins & Friends" 
BRITISH ROCK "The First Wave" 
BRUCE SPRINGSTEEN "Glory Days" 
CASH /NELSON /KRISTOFFERSON / 
JENNINGS "Highwayman" 
CHESS "Pity The Child" 
CHILDREN OF THE WORLD "We Are The 

World" 
CLANNAD "In A Lifetime" 
CLARENCE CLEMONS "You're A 

Friend of Mine" 
THE DAMNED "Shadow Of Love" 
DEVICE "Hanging On A Heart 

Attack" 
DIRE STRAITS "Brothers in Arms" 
DOLLIE DE LUXE "Rock Vs. Opera" 
DOLLIE DE LUXE "The Candid 

Camera Movie" 
DOLLY PARTON /OAK RIDGE 

BOYS /CHARLIE DANIELS /BB KING 
"A Musical Homecoming" 

THE DREAM ACADEMY "Life In A 
Northern Town" 

DURAN DURAN "Arena" 
DWIGHT YOAKAM "Hanky Tonk Man" 
EURYTHMICS "It's Alright" 
EURYTHMICS "Sisters Are Doin' It For 

Themselves" 
EURYTHMICS "There Must Be An 

Angel" 
EURYTHMICS "Would I Lie To You" 
EVERLY BROTHERS "Born Yesterday" 
FAT BOYS "Hard Core Reggae" 
FIVE STAR "All Fall Down" 
FIVE STAR "Let Me Be The One" 
FIVE STAR "System Addict" 
FLAIRCK "Flairck" 
FLAIRCK "Sleight Of Hand" 
FRANK SINATRA "Portrait Of An 

Album" 
GEMINI "Just Like That" 
GLENN FREY "The Heat Is On" 
GORDON LIGHTFOOT /BUFFY STE. 

MARIE 
"Floating Over Canada" 
HAROLD FALTERMEYER "Axel F.' 

HONEYMOON SUITE "Feel It Again" 
THE HOOTERS "Nervous Night' 
HOWARD JONES "Like To Get To Know 

You Well" 
HUEY LEWIS AND THE NEWS "Heart Of 

Rock'n'Roll" 
JAMES BROWN "Living In America" 
JEFF BECK "People Get Ready" 
JOHN COUGAR MELLENCAMP 

"Lonely Ole' Night" 
JONI MITCHELL "Good Friends" 
KATE BUSH "Cloudbusting" 
KIDSONGS "Cars, Boats, Trains And 

Planes" 
KIDSONGS "I'd Like To Teach The 

World To Sing" 

KURTIS BLOW "America" 
LARRY GOWAN "A Criminal Mind" 
LOU REED "No Money Down" 
MADONNA LIVE "The Virgin Tour" 
MICHAEL AND KEVIN SHRIEVE 

"Transfer Station Blue" 
MICHAEL GRUNSTEIN /MICHAEL 

HOPPE "Eyes Of The Wind" 
MICK JAGGER "Hard Woman" 
MIDGE URE "If I Was" 
MIKO 'Visions Of Beauty" 
MODERN ENGLISH "Ink And Paper" 
MOVIELAND "Postcard To New York" 
MR. MISTER "Broken Wings" 
MR. MISTER "Kyrie" 
NIK KERSHAW "White Boy" 
PARIS BIS "Body And Soul" 
PAUL HARDCASTLE "Just For The 

Money" 
PAUL HARDCASTLE "19 - The Final 

Story" 
PAUL SPEER /DAVID LANZ "Natural 

States" 
PAUL WINTER "Canyon Consort" 
PHIL COLLINS "Billy Don't Lose My 

Number" 
PHIL COLLINS "No Jacket Required - 

Sold Out" 
PHIL COLLINS "Take Me Home" 
POINTER SISTERS "Back in My Arms" 
POINTER SISTERS "Dare Me" 
POINTER SISTERS "Live In Paris" 
POINTER SISTERS "Twist My Arm" 
RICHARD THOMPSON "Across A 

Crowded Room" 
RICK SPRINGFIELD "Beat The Live 

Drum" 
RICK SPRINGFIELD "Celebrate Youth" 
ROCHESTER PHILHARMONIC 

ORCHESTRA 
"March To The Scaffold" 
RUSH "Mystic Rhythms" 
THE SPECIAL GUESTS "Paul Cezanne" 
STARSHIP "Sara" 
STEPHEN DUFFY "Icing On The Cake" 
TALKING HEADS "Road To Nowhere" 
'TIL TUESDAY 'Voices Carry" 
TINA TURNER "Private Dancer" 
TOM WAITS "Downtown Trains" 
USA FOR AFRICA "We Are The World" 
WAX "Right Between The Eyes" 
WHISTLE 'Nothing Serious (Just 

Bugging)" 
X "Burning House Of Love" 
YOKO ONO "Hell In Paradise" 
ZZ TOP "Rough Boy" 

THE COMPANIES 
ACTIVE MARKETS 
ADLER VIDEO 
A &M 
ANTENNE 2 (France) 
ARISTA 
ATLANTIC RECORDS 
AVI RECORDS & TAPES (USA) 
BABY RECORDS (Italy) 
BADEAUX BROADCAST CONSULTANTS 
BASF 
BAYERISCHEN RUNDFUNK (Germany) 
BBC RADIO 
BBC TV 
BENSON & SIMAN 
BILLBOARD 
BLACK ENTERTAINMENT TELEVISION 
CANAL PLUS (France) 
CAPITAL RADIO (U.K.) 
CAPITOL RECORDS (U.K.) 
CARRERE 
CBS INTERNATIONAL 
CENTURY CITY ARTISTS 
CGD (Italy) 
CHANNEL FOUR (U.K.) 
CHRYSALIS 
CNR (Holland) 
COULEUR TROIS (Switzerland) 
CREAM CHEESE PRODUCTIONS 
CREATIVE PLANNERS (U.K.) 
DEEJAY TELEVISION (Italy) 
DELILAH FILMS 
DIAMOND TIME (U.K.) 
ELECTRONIC MEDIA 
ESP MANAGEMENT 
EUROPA TV 
EUROPE #1 

FLYING DUTCHMAN (Holland) 
FORMEL EINS (Germany) 
GEFFEN RECORDS 
HANS GERIG MUSIKVERLAG 

(West Germany) 
HBO 
HERB COHEN MANAGEMENT (USA) 
IMZ (Austria) 
JENSEN COMMUNICATIONS 
JIM HALSEY CO. 
LEG PRODUCTIONS 
LIMELIGHT 
MCA 
MCPS ( U.K.) 
MGM HOME ENTERTAINMENT 
MN 
MUCHMUSIC NETWORK 
MUSIC CHANNEL /MUSIC BOX 
NCRV (Holland) 
NDR HAMBURG (West Germany) 
NEW ON THE CHARTS 

NOTA BENE (Norway) 
NRJ (France) 
0E3 (Austria) 
OPTIC MUSIC 
OVERSEAS MUSIC SERVICES 
PHILIPS (Holland) 
PHONOGRAM INTERNATIONAL 
PICCADILLY RADIO (U.K.) 
PLUTO MUSIK (West Germany) 
POLYDOR INTERNATIONAL 
POLYGRAM (U.K.) 
POLYGRAM (U.S.A.) 
PRODUCTION ASSOCIATES 
RADIO & RECORDS 
RADIO CAROLINE 
RADIOCOM 
RADIO HERNING (Denmark) 
RADIO NRK (Norway) 
RADIO VERONICA (Holland) 
RADIO VIBORG (Sweden) 
RADIOVISION INTERNATIONAL (USA) 
RAI (Italy) 
RCA /ARIOLA 
RCA RECORDS 
RIAS /BERLIN 
ROCKAMERICA 
ROCKPOOL PROMOTIONS 
RTBF (Belgium) 
RTL (France) 
RTL (U.K.) 
SCHAFER /THURLING (Canada) 
SDR STUTTGART (Germany) 
SECOND VISION (USA) 
SER (Spain) 
SES LUXEMBOURG 
SKY CHANNEL 
SONET (Sweden) 
SONY VIDEO SOFTWARE 
STUDIO 105 (Italy) 
SWF BADEN BADEN (Germany) 
SWISS TV 
TELEVISION /RADIO AGE 
TOCCATA (Spain) 
VARA (Holland) 
VERONICA BROADCASTING 

(Holland) 
VIDEOMUSIC 
VIDEOMUSIC (Switzerland) 
VISMER ENTERTAINMENT 
WDR (Germany) 
WEA 
WESTWOOD ONE 
WIENERWORLD (U.K.) 
DAVID ZARD PROMOTIONS (Italy) 
ZDF (Germany) 
ZOMBA /JIVE 

r 
REGISTRATION FORM 
Please register me for the IM &MC CONFERENCE! 

FEE: US S220 "Swiss Francs 450 
(Includes access to all events and round -trip transportation from Geneva 
airport to Montreux). Special hotel rates and airfares are available. 

PAYMENT INSTRUCTIONS: The full fee is payable in advance. 
Payment enclosed. Bill my company 

(Please make check payable to IM &MC). 

MAIL COMPLETED FORM TO: 

IM &MC USA office 
John E. Nathan Nancy Weshkoff c!o Overseas Music Services Suite 1810 
509 Madison Avenue New York, NY 10022Tel. (212)223 -0044 Tlx: 235 -309 

IM &MC main office 
Bert Meyer 'Theo Roos c, o European Music Report Stadhouderskade 35 
1071 ZD Amsterdam, Holland Tel: (20)62 -84 -83 Tlx: 12938; E -Mail: DGS1112 

Please type or print clearly. Use a separate form for each 
individual. Copy form for additional registrations. 

NAME 

COMPANY 

ADDRESS 

TITLE 

CITY /STATE /ZIP 

COUNTRY 

PHONE 
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HELP FIND THESE CHILDREN 

SARAH PRYOR 
Missing From: Wayland, Massachusetts 
Date of Birth: 1/13/76 Date Missing: 10/09/85 
Race: White 
Sex: Female 
Height: 5'2" 

Hair: Blonde 
Weight: 100 lbs. 
Eyes: Hazel 

DANYEL or DANIELLE SPARPANA 
Missing From: Woodland, California 
Date of Birth: 6/23/82 Date Missing: 11/02/85 
Race: White Hair: Blonde 
Sex: Female Weight: 40 lbs. 
Height: 3' Eyes: Blue 

KRISTINA CASEY 
Missing From: Jacksonville, Florida 
Date of Birth: 12/04/69 Date Missing: 04/20/85 
Race: White 
Sex: Female 
Height: 5'5" 

Hair: Dark Blonde to Brown 
Weight: 148 lbs. 
Eyes: Hazel 

TIMOTHY JACOB DAVISON "TJ" 
Missing From: Decatur, Illinois 
Date of Birth: 1/22/81 Date Missing: 10/10/85 
Race: White Hair: Brown 
Sex: Male Weight: 40 lbs. 
Height: 3'4" Eyes: Brown 

If you have any information about the location of 
a missing child please call: 

1- 800 -843 -5678 
r. CENTTER EDe 

ERRAr1En J CH1l Dn EN 

1835 K Street. N.W. Suite 700 Washington. D.C. 20006 
A Public Service from your Playhouse Video Dealer 

©1985 CBS /Fox Company Playhouse Video is a division of CBS/Fox 
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Canada 
CRTC Study Paints Dismal Picture of State of Country 

Multinational Competition Dwarfing Northern Industry's Exposure 
BY KIRK LaPOINTE 

HULL A major federal report, the 
first of its kind on the Canadian 
country music industry, paints a 
bleak picture of impoverished art - 
ists, inadequate record company 
promotion, indifferent radio and re- 
tail support, and a business that 
generally needs a lot more money to 
thrive. 

The study by the radio branch of 

`Most artists 
don't have the 

drawing power to 
warrant concerts' 

the Canadian Radio -Television and 
Telecommunications Commission, 
completed last fall but only released 
recently, says the Canadian country 
music industry is becoming "stron- 
ger but experiencing increasing dif- 
ficulties as the economics of the in- 
dustry become more stringent. 
Competition from the United States, 
both in terms of superstar product 
and the dominance of the multina- 
tional record companies, dwarfs the 
Canadian country recording indus- try:, 

The 29 -page report steers clear of 
outright recommendations for im- 
provement. Rather, it points to the 
problems and asks industry repre- 
sentatives to suggest some possible 
moves. Among them: 

A tax on multinationals operat- 
ing in Canada, which would be allo- 
cated to Canadian artists. 

Federal government support of 
the country music business as a cul- 
tural industry. 

Grants and loans on an in- 
creased scale through a fund cur- 
rently operated by the Canadian In- 
dependent Record Production Assn. 
(CIRPA) and the Canadian Talent 
Library. 

Even though the commission doc- 
ument doesn't outline avenues for 
change, a CRTC spokesman says 
the report is being studied and that 
it is possible some regulatory moves 
will be made that affect that part of 
the business. 

The report underscores the rela- 
tive poverty of country artists to 
their rock counterparts. "Since 
most bands do not work every 
week, country musicians seldom 
earn more than $12,000 per year and 
on average earn between $6,000 and 
$10,000 per year," the report says. 
A majority of artists rely on clubs 
as their main source of income and 
records are generally produced to 
stir interest in club bookings, the re- 
port notes. 

"An increasing number of artists 
are playing concerts or conducting 
concert tours. However, most art- 
ists do not have the drawing power 
to warrant concerts." 

Why they don't have that draw- 
ing power is a matter that the docu- 
ment explores at length. The report 
says that Canada's top country art- 
ists "appear to have little difficulty 

obtaining airplay in Canada" be- 
cause of Canadian content regula- 
tions for radio which require 30% 
domestic music. Still, "the size of 
the [Canadian] market, the limited 
funds, difficulties at the distribu- 
tion, promotion and retail levels, 
and what appears to be a lack of 
commitment to the support of Cana- 
dian artists on the part of some 
broadcasters, have all been identi- 
fied as contribution to the problems 
of the country music industry." 

`It is less costly 
& time -consuming 

to record in 
Nashville' 

Specifically, the report says that 
there are no major Canadian record- 
ing studios exclusively recording 
country music and that it is general- 
ly "less costly and time consuming 
to record in Nashville because of 
that industry's overall efficiency." 

The number of country albums 
has dropped significantly in recent 
years, the commission says. In 1977, 
the number was 150. In 1983, it was 
44. 

Even so, the country fan doesn't 
always get what he or she needs. 

"Distribution at the rackjobber 
and one -step level filters the num- 
ber of records available to the pub- 
lic since this level of distribution 
works almost exclusively with a lim- 

Maple Briefs 
Maple Briefs features short items 
on the Canadian music industry. 
Information should be submitted 
to Kirk LaPointe, 7 Glen Ames 
Ave., Toronto, Ontario, Canada 
M4E 1MS. 

SKARRATT PROMOTIONS INC. 
and Labatt's brewery have reached 
terms on an agreement to form a 
national concert production compa- 
ny. Among the first moves is a 
three -year deal with Toronto's Mas- 
sey Hall and industryites maintain 
this may form the most serious chal- 
lenge yet to the Canadian suprema- 
cy of Concert Productions Interna- 
tional. Promoters Rob Bennett of 
Toronto and Ruben Fogel of Mon- 
treal are said to be among the local 
reps of the new firm, which will 
have head offices in Hamilton and 
employ local promoters as tours are 
formed. The current Robert Palmer 
tour is among the first ventures. 

POLYGRAM INC. Canada has laid 
claim to the country's first -ever 
gold -level Compact Disc. "Brothers 
In Arms" by Dire Straits, which will 
likely be certified diamond at the 
end of April for one million sales in 
Canada, has sold 50,000 in the CD 
configuration. The disk has been at 
or near the top of the Canadian 
charts since its release. 

STONY PLAIN, now nearing 100 
album releases, has just celebrated 

10 years in business. The Edmon- 
ton -based independent country, 
bluegrass, folk, and blues label, dis- 
tributed by RCA, was an early sup- 
porter of Ricky Skaggs and has 
seen the likes of the Neville Broth- 
ers and Doug Sahm released in Can- 
ada. It's still the only indie west of 
Toronto with a major distribution 
deal. A full story in coming weeks. 

JOHN OATES will produce four 
tracks on the upcoming third album 
by Parachute Club, the Juno -win- 
ning group of the year in Canada 
two years consecutively. 

DUKE STREET, which recently 
scored its first gold album with 
Jane Siberry's "The Speckless 
Sky," has a big AOR add with 
"April Fool" by Chalk Circle, a high- 
ly respected Toronto outfit. Robert 
Palmer has expressed interest in 
working on some tracks with the la- 
bel's Hugh Marsh. 

THE BLACK MUSIC ASSN. 
(BMA), Toronto chapter, has called 
on the federal government to insti- 
tute tougher sanctions against 
South Africa. The organization was 
instrumental last year in a decision 
by Air Supply to not further play 
the country and has picketed perfor- 
mances by Millie Jackson and oth- 
ers who have played Sun City. 

THE VIDEO LICENSING AGEN- 

CY (VLA) Inc., overseen by the Ca- 
nadian Recording Industry Assn. 
(CRIA), is getting into the business 
of licensing deejay services. The 
move marks VLA's first foray into 
audio licensing. CRIA president Bri- 
an Robertson hopes the move will 
end illegal duplication of copyright- 
ed works for such services. 

MICHAEL GODIN, A &M Records 
of Canada Ltd.'s vice president of 
a &r, hasn't left the label yet. He's 
around until May 16, when he sets 
up shop as a manager and oversees 
the label's Paul Janz (last year's 
Juno winner for most promising art- 
ist) as his first act. Godin will be 
based in Vancouver. 

BRIAN STUTZ has left the virtual- 
ly defunct Quality Records to join 
Concert Productions International 
Ltd. as director of advertising and 
promotion. 

POLICE HAVE SEIZED what 
they say are more than 60,000 ille- 
gally duplicated movies and videos 
from the Whitby, Ontario, ware- 
house of the IHEC Corp., a major 
video distributor in Canada. Fraud 
charges have been laid, but no court 
date has been set in what is shaping 
up to be the largest -ever video bust 
in Canadian history. 

ited, high turnover catalog," the re- 
port says. "Similarly, record retail- 
ers primarily stock rock and pop re- 
cordings because of their tendency 
to turn over more quickly. Country 
recordings are given inferior shelf 
space and their catalogs are 
trimmed to provide space for higher 
profile recordings." 

The report says that investing in 
Canadian country recordings "vir- 
tually requires owning the publish- 
ing rights" to recoup costs. It says 
that decreasing Canadian content 
for radio would harm publishing 
and, in turn, the overall business. 

The commission notes that over- 
all hours listened to country music 
on radio has grown sharply in re- 
cent years, and broadcasters appear 
to have counselled the commission 
to relax Canadian content. 

Although their statements to the 
commission remained confidential, a 
majority of broadcasters inter- 
viewed say that a lower requirement 
of domestic content would allow 
them to drop what they say is inferi- 
or product. Other industry members 
accused broadcasters of loading 
CanCon into off -hours and said some 
stations kept separate charts for Ca- 
nadian and American product. 

According to the report, one sta- 
tion that solicited support of Cana- 
dian artists to get its operating li- 
cense now refuses to do interviews 
with Canadians. 

CBC Trims 

Radio Groups' 

Budgets 
TORONTO The radio networks 
of the Canadian Broadcasting 
Corp. will face cuts of $2 million 
this fiscal year, which began 
April 1, and will be forced to rely 
more on music and less on infor- 
mation in their programming 
schedules. 

Margaret Lyons, vice presi- 
dent of the Eiglish- language ra- 
dio networks, told a news confer- 
ence that the cuts represent a re- 
duction in the network's $40 
million budget. 

"State Of The Arts," a nation- 
al 'cultural information show, 
won't be broadcast for a full 
year. Neither will "Inside 
Track," a sports show. Vicki 
Gabereau, the high -profile host 
of a weeknight celebrity talk 
show, had earlier asked to leave 
the network, and now the CBC 
won't be able to replace her. 

In all, nine staff and contract 
positions will be eliminated. 
However, no layoffs are expect- 
ed- attrition and early retire- 
ment will take care of the 
situation. 

Lyons sait further details of 
programming cuts will be re- 
leased soon. 

BILLBOARD SPOTLIGHTS 
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newsmakers 

._ . `"., 

Fellow Artists. Atlantic Records labelmates Ted Nugent and Maril in M irin 
congratulate each other on the success of their latast albLrns " Lttla Mss 
Dangerous" and Martin's self- titled debut. The two rockers ran irto each other 
at the company's Los Angeles office. 

Hard Work Pays Off. Pictured are 
CBS Records' 1985 Tc 3 Branch 
winners, who were honored at the ' 

corrpany's annual mee ings in Lcs 
Anceles. Above: Mid -Alantic branch 
marager Jim Chiado, tiro from left, 
accepts the "Branch of the Year" 
award from senior vice Dresident 
marketing Bob Sherwoc d. Left: From 
left, New York's sales n anager Ji r 
Urie and branch managar Ron Piccolo 
accept the "CBS Recoils Branch of 
the Year" award from VICE president 
of marketing & branch cis ributior 
Tom McGuiness and Ea es VP John 
Kotecki. Below: Los A nge es branch 
manager Rick Kudolla boding placue, 
accepts the "Epic /Portrait/Assocated 
Labels Branch of the "Ear" awarc 
from E /P /A vice presiden of 
marketing Ron McCaneI as staffers 

Aih. and CBS executives 'cox on. 

Building Up Wax. RCA drawing winner Kathy Blaucopf di43lays a cooN of 
Wax's new 12 -inch single "Right Between The Eyes" durirt a recer t lis ten ng 
party for the group in New York. She was the lucky winner =f a Harc Rcoc Cafe 
jacket. Also shown are, from left, RCA New 'pork branch manager Larry 
Palmacci, sales representative Frank Lampel and product - ianacer Greç 
Brodsky. 

Songwriters Kick Back. Epic recording act New Man relaxes with E 

with the organization. The group is currently it the studio fin shing ap 
member Bob Gay and BMI executive director )f writer /publi #ter role 
Gilman, manager Frank Castoro, band member Mart Jones. and EM 
band members Brock Avery and Tim Archibald. 

Ml s afers after signing songwriter aff liaticn Japers 
thar debut album. Pictured are, rout -oN el, bard 
ion; Barbara Crane. Center: bard ne nber Scot 

COD dnato of public relations Farbara Bagley. Sack: 

F.ctirg The World. Rock promoter Bill Graham, right, meets with Amnesty 
Inremational USA executive director Jack Healey in New York to discuss plans 
fa the forthcoming Rocc'N Roll Caravan of Human Rights summer cc ncert 
s a-ies, which w II be head) r ed by U2 and Sting. The worldwide organzation 
works toward the release o political prisoners. 
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MUSIC FOR THE 
MIRACLE 

TODAY'S TOP SUPERSTARS UNITE 
TO SUPPORT THE T.J. MARTELL FOUNDATION 

FOR LEUKEMIA & CANCER RESEARCH. 

BRYAN ADAMS 
RUN TO You 

HALL & OATES 
OUT OF TOUCH 

CYNDI LAUPER 
SHE BOP 

HUEY LEWIS & THE NEWS 
HEART AND SOUL 

POINTER SISTERS 
I'M SO EXCITED 

REO SPEEDWAGON 
CAN'T FIGHT THIS FEELING 

LIONEL RICHIE 
RUNNING WITH THE NIGHT 

SADE 
SMOOTH OPERATOR 
BRUCE SPRINGSTEEN 
COVER ME 
TEARS FOR FEARS 
EVERYBODY WANTS TO RULE 
THE WORLD 
WHAM! 
CARELESS WHISPER 
PAUL YOUNG 
EVERYTI M E YOU GO AWAY 

'TIL TUESDAY 
VOICES CARRY* 
JOHN WAITE 
MISSING YOU* 

*2 BONI_S SONGS Oh CASSETTE ONLY. 

MUSIC FOR THE 
MIRACLE 

THE ALL-HIT 
BENEFIT TO SUPPORT 

THE T.J. MARTELL 
FOUNDATION 

THE MUSIC 
INDUSTRY'S 
OWN CHARITY. 

BE PART ÓF IT 
AVAILABLE WHEREVER RECORDS AND CASSETTES ARE SOLD. f. 1986 CBS INC. 
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reviews 

ALBUMS 
SPOTLIGHT Predicted to hit top 10 
on Billboard's Top Pop Albums 
chart or to earn platinum 
certification 
NEW & NOTEWORTHY Highlights 
new and developing acts worthy of 
attention 
PICKS New releases predicted to 
hit the top half of the chart in the 
format listed 
RECOMMENDED Other releases 
predicted to chart in the respective 
format; also, other albums of 
superior quality 

All albums commercially available 
in the U.S. are eligible for review 
Send albums for review to: 
Sam Sutherland Billboard 
9107 Wilshire Blvd. 
Beverly Hills, Calif. 90210 
or Fred Goodman, Billboard 
1515 Broadway 
New York, N.Y. 10036 

Country albums should be sent to: 
Billboard 
14 Music Circle East 
Nashville, Tenn. 37203 

BLACK 
PICKS 

THE S.O.S. Band 

Sands Of Time 
PRODUCERS: Jimmy Jam & Terry Lewis 
Tabu /CBS 40279 

Production team of Jam and Lewis 
continue to invigorate career of this 
Atlanta -based band by combining 
slow -churning rhythms, strong 
percussive underpinnings and the 
soaring voice of singer Mary Davis. 
First single, "The Finest," is 
indicative of the rest of the collection, 
which has nary a throwaway. There's 
also the obligatory "Just Be Good To 
Me" sound -alike in "Borrowed Love." 

COUNTRY 
PICKS 

EDDIE RABBITT 
Rabbitt Tres 
PRODUCERS: Richard Landis& Phil Ramone 
RCA AHL1.7041 

New producers, new writers, and a 
new label converge here to give new 
life to Rabbitt's.music. It's all very 
pop sounding instrumentaly, but 
Rabbitt's brand of country. conviction 
shows through vocally. 

JAZZ/FUSION 
PICKS 

CHUCK MANGIONE 

Save Tonight For Me 
PRODUCER: Morris "Butch" Stewart 
Columbia FC 40254 

Flugelhornist's switch to Columbia 
has yet to yield the commercial pay- 
offs he garnered with A &M, but 
"Save Tonight For Me" could be the 
turnaround. Conscientious production 
and songwriting with producer 
Stewart gives this album a depth and 
personality that offers opportunities 
for adult contemporary and urban 
formats as well as jazz. 

STEVE KUJALA 

Fresh Flute 
PRODUCER: Bill Purse 
FM /CBS BFM 42097 

Classically trained flutist, best known 
for his work with Chick Corea, is 
latest addition to the roster of CBS 
Masterworks' FM crossover label. 
Kujala's clear -toned, unhurried 
execution and command of musical 
styles ranging from pop to jazz to 
classical make for a broadly appealing 
outing. Album's opener, "Tutti Flutti" 
is a technological tour de force 
employing a "flute orchestra" via 126 
overdubs. 

SPECIAL EFX 

Slice Of Life 
PRODUCER:Chieli Minucci 
GRP 1025 

Duo matches fusion guitarist Chieli 
Minucci with percussionist George 
Jinda, who proves a perfect and 
colorful foil to the guitarist. Songs 
occasionally lapse into Latin fusion, 
but when the group is at its best-on 
"Formal Invitation" and the title 
track -they are among the finest 
commercial jazz outfits operating. 

GOSPEL 
PICKS RS 

FIRST CALL 

Undivided 
PRODUCERS: Dan Keen, Greg Nelson, Keith Thomas 
& Dick Tunney 
Dayspring 7 -014144014 

First Call is a breath of fresh air - 
three studio singers in the Manhattan 
Transfer style with tight vocal 
harmonies. Members Bonnie Keen, 
Marty McCall and Melodie Tunney 
present a pop sound not heard on 
gospel radio and should pop into the 
urban contemporary market with 
their slick image. 

PHIL DRISCOLL 
Instrument Of Praise 
PRODUCERS: Phil Driscoll, Ken Pennell and Lori 
Goss 
Benson RO 3915 

Driscoll is a talented trumpeter and 
his vocals -which sound similar to 
former boss Joe Cocker -are unique 
and convincing, too. He has managed 
to produce praise music with a beat, 
giving the church audience a lift with 
his full productions of worship 
material. 

POP 
RECOMMENDED 

VARIOUS ARTISTS 

Star Search: The Winners Album 
PRODUCER: Joey Carbone 
MCA /Came15732 

Album featuring winners and finalists 
from the "Star Search" television 
show covers a broad spectrum of 
black, pop, and country music. Most 
performances are covers of hits like 

I Got The Music In Me," "Neither 
One Of Us (Wants To Be The First To 
Say Goodbye)" and "Don't It Make - 

My Brown Eyes Blue." Very 
mainstream, with a few strong 
performances, most notably by Peggy 
Blu and Kenny James. 

THE WINDBREAKERS 

Run 
PRODUCERS: Tim Lee. Bobby Sutliff, Randy Everett 
& Mitch Easter 
DB /Landslide DB79 

Jackson, Miss. -based band co-led by 
guitarists Tim Lee and Bobby Sutliff 
is one of the best to emerge from the 
"new South" scene being nurtured by 
Georgia's DB Records. Unpretentious, 
somewhat retrospective rock is 
displayed best on the title track as 
well as "I'll Be Back" and "Nation Of 
Two." 

ONE TO ONE 

Forward Your Emotions 
PRODUCER: Leslie Howe 
Warner Bros. 25390 

Slickly produced studio duo comprised 
of producer /composer /multi- 
instrumentalist Leslie Howe and 
vocalist Louise Reny could attract a 
lot of attention. Sound and songs are 
solid, with plenty of tracks for radio 
to choose from, especially the title 
track and "Don't Call It Love." 

BOOK OF LOVE 
PRODUCER: Ivan Ivan 
Sire 25355 

Quartet featuring three women walks 
a tightrope between straight -out 
dance vehicles and techno-rockers. 
Sound is sure -footed enough to supply 
club reaction, especially on "Lost 
Souls," "I Touch Roses" and "Boy." 

ROARING BOYS 
PRODUCER: Glyn Johns 
Columbia BFC 40194 

U.K. sextet with firm roots in pop 
scene offers well produced album 
with the aid of studio veteran Glyn 
Johns.Vocals are strongly defined and 
instrumentation unusually well 
balanced, yet album lacks an obvious 
choice for a single. Best track is 
"Again And Again." 

A FEW 

It's A Wonderful Life 
PRODUCERS: Chris Osgood & A Few 
Gark Records 2004 

Mostly acoustic Minneapolis quintet 
has a fresh sound that manages to 
sidestep cliches, with results that can 
perhaps best be described as an 
upbeat R.E.M. Highly recommended. 
Contact: (612) 925-0889. 

JAMES COTTON AND HIS BIG BAND 
Live From Chicago -Mr. Superbarp Himself! 
PRODUCERS: Bruce Iglaur & James Cotton 
Alligator AL 4746 

Premier blues harpist, captured live 
with an eight -piece band. As always, 
Cotten's playing is inspired, and the 
expanded group gives him ample 
support throughout a set that mixes 
fine, uptempo numbers like "Part 
Time Love" with slower blues like 
"Come Back Baby." 

ROBERT GREENIDGE AND MICHAEL UTLEY 
Mad Music 
PRODUCERS: Robert Greenidge & Michael Utley 
MCA 5695 

Drummer Greenidge matches talents 
with keyboardist Utley for a unique 
outing with a Carribbean flavor 
courtesy of Greenidge's steel drums. 

JONATHAN RICHMAN 8 THE MODERN LOVERS 

It's Time For Jonathan Richman & The Modern 
Lovers 
PRODUCER: Andy Paley 
Upside Records UP 6001 

Debut release from the New York - 
based Upside label doesn't take the 
rough edge off Richman's revisionist, 
early- sixties rock 'n' roll. Tracks like 
"Let's Take A Trip" are a virtual time 
warp, sounding like they had to have 
been performed on "Hullabaloo." 
Contact: (212) 925 -9599. 

LEE PERRY AND THE UPSETTERS 
Some Of The Best 
PRODUCER: Lee Perry 
Heartbeat /Rounder HB37 

Infamous reggae producer, 
songwriter and performer with 
various versions of his Upsetters 
band. Recordings here span both 
sixties and seventies. 

VARIOUS ARTISTS 

Woman Talk: Caribbean Dub Poetry 
PRODUCER. Mutabaruka 
Heartbeat /Rounder HB-25 

Collection of female toasters recorded 
and produced by dub poet laureate 
Mutabaruka. Featured artists, 
including Breeze, Louise Bennett and 
Elaine Thomas, are virtually unknown 
here, but each evinces a moving and 
individual style. 

JUDY KAYE, PETER HOWARD 

Where, Oh Where -Rare Songs Of The American 
Theatre 
Producer: Stuart Triti 
Premiere PRLP 001 

Label, based in New York, opens shop 
with soprano Kaye and pianist Ken 
Howard, both musical theatre pros, 
uncovering 14 worthy rarities from 
Broadway and, in one case, TV. A 
Joan Morris /William Bolcom -type 
pairing that's an artistic and scholarly 
joy. 

Y FLY 2 LONDON 

Just Say No 
PRODUCER: Benji King 
Hyjack Records 

New Jersey quartet on homegrown 
label has a big sound that combines 
hard rock chops with pop ears. 
There's enough promise here to merit 
attention from an established label. 
Best track: "Just Say No." 

BLACK 
RECOMMENDED 

THE DRAMATICS 

Somewhere In Time (A Dramatic Reunion) 
PRODUCERS: F. L. Pittman, Claytoven, L. J. Reynolds 
Fantasy F -9642 

Still plenty of vocal drama alive for 
this veteran group anchored by L. J. 
Reynolds and Ron Banks; best tracks 
are "Dream Lady," "One Love Ago" 
and "Show Me What You Got." 

FORMULA 5 

On The Rise 
PRODUCERS: Rach Cason & Jimmy Lewis 
Maleco MAL7433 

Vocal group combines classic soul 
balladry with a more contemporary 
sound reflecting the influence of 
bands like Midnight Star. Band 
succeeds better with the new rather 
than the old, most notably on "Killer 
Groove 3." 

COUNTRY 
I[EMENDED 

SONNY THROCKMORTON 

Southern Train 
PRODUCERS. Eddie Bayers & Sonny Throckmorton 
Warner Bros. 25374 

Throckmorton's raspy, earnest vocals 
are strangely ingratiating, and the 
songs -all of which he wrote or co- 
wrote-are detailed and moving 
pieces of observation. 

ROBIN LEE 
PRODUCER: Johnny Morris 
Evergreen EV -1001 

Supplied by some of the best 
songwriters in country music, Lee 
does a fine job of turning the songs 
into heartfelt emotional statements. 
"You Shouldn't Know Her That Well" 
is especially strong. 

CRISTY LANE 

Harbor Lights 
PRODUCERS: Lee Stoller & Kenneth Christensen 
Arrival NU 1820 

Pausing here from what has become 
primarily a gospel- singing career, 
Lane revives (with country stylings) 
such pop classics as "Fascination," 
"Allegheny Moon," "The Shadow Of 
Your Smile," and 11 others including 
the title track. 

GRANDPA JONES 

It's New, Its Old, It's Gold: 50 Years Of Country 
Music 
PRODUCERS: B.J. Carnahan & Grandpa Jones 
History HLPS -1998 

Recorded in 1984, this album's 
contents are something less 
encompassing than the title- suggest. 
But it's still first -rate, old -time 
country music. There are several of 
Jones' own songs in the 12-cut 
collection and old reliables "Mountain 

Dew," "Are You From Dixie," and 
"Old Rattler." 

JAZZ/FUSION 
RECOMMENDED 

THE HENRY THREADGILL SEXTET 

Subject To Change 
PRODUCERS: Ed Fishman, Alan Ringel & Larry 
Shengold 
About Time AT -1007 

Challenging charts and outstanding 
soloists make Threadgill's eight -piece 
band (don't be fooled by the name) a 
leader in medium -sized group 
improvisation that compares 
favorably with David Murray's 
critically acclaimed octet. Contact: 
New Music Distribution Service, (212) 
925 -2121. 

FREDDIE HUBBARD & WOODY SHAW 
Double Take 
PRODUCER: Michael Cuscuna 
Blue Note BT85121 

Pairing of trumpeters Shaw and 
Hubbard proves a natural. The format 
is tried- and -true, yet by working tunes 
associated with trumpeters but not 
over exposed on previous recording, 
the duo comes up with a recording 
that's both tailored to the meeting and 
fresh. 

JOE HENDERSON 

The State Of The Tenor -Live At The Village 
Vanguard, Vol. 1 

PRODUCERS: Stanley Crouch & Michael Cuscuna 
Blue Note BT85123 

Tenorman who made many of his 
finest LP's for Blue Note in the 
sixties returns to the label via a live 
trio date. The fire that marked 
Henderson's earlier recordings for 
Blue Note is replaced by a wizened 
but no less cunning approach to both 
his horn and improvisation. Al Foster 
handles the drums and Ron Carter 
lends his bass. 

AIRTO 

Latino /Aqui Se Puede 
PRODUCER: Flora Purim 

Sobocode TLP 001 

Brazilian percussionist who made his 
commercial mark in the seventies with 
numerous Latin- tinged jazz fusion 
recordings returns to his roots. Band, 
featuring Jorge Dalto, Alphonso 
Johnson, Raul de Souza, Flora Purim 
and Joe Farrell is similar to the ones 
he recorded his more commercial fare 
with, but the results are much more 
satisfying this time around. Contact: 
New Music Distribution Service, (212) 
925 -2121. 

RUBY BRAFF /SCOTT HAMILTON 
A Sailboat In The Moonlight 
PRODUCER: Carl E. Jefferson 
Concord Jazz CJ -296. 

Second label pairing for veteran 
trumpeter and the young sax 
traditionalist in a sextet context. As 
with the previous album, the music is 
timeless mainstream jazz played with 
wit, warmth and sunny lyricism, 
steeped in tradition but still fresh. 

GOSPEL 
RECOMMENDED 

NEWSONG 

Trophies Of Grace 
PRODUCERS: Marc Aram,an & Mike Clark 
Word SPCN 7-01-000333-5 

Newsong has a very contemporary 
sound that manages to combine full 
production with traditional quartet 
harmonies. The results are smooth, 
and perfect for contemporary radio 
while keeping a touch of Southern 
gospel in the roots. Ex- Imperial Jim 
Murray lends a voice on "Trophies Of 
Grace," while Eddie Carswell handles. 
most of the songwriting chores. 
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HOT 100 
SINGLES SPOTLIGHT 

A weekly look behind the Hot 100 with Michael Ellis. 

THIS WEEK BILLBOARD unveils a revised record sales panel for the 
Hot 100 and Top Pop Albums charts. The expanded panel includes more 
than 200 reporters, including individual retail stores, retail chains, and 
one -stops. Thus the 200 -plus reporters represent several thousand re- 
tail outlets. Each of the 65 largest U.S. metropolitan areas has at least 
one reporting outlet, with the larger metro areas having more report- 
ers in proportion to their population. Smaller cities, towns, and rural 
areas are represented on the sales panel through the chain and one -stop 
reports, which include many stores from these areas. Each reporter is 

contacted weekly. They report their best -selling singles in order, and 
Billboard assigns points to records based on rankings on these reports 
(No. 1 gets the most points, No. 2 the next most, and so on). Computers 
tabulate the points from all reports (although the reporters are rotated 
so that not every report is used each week), then add them to the radio 
airplay points obtained from the weekly calls to 230 pop radio stations. 
The combined points determine the final positions on the Hot 100 chart. 

THIS WEEK'S Hot Mover /Sales is "On My Own" by Patti LaBelle & 

Michael McDonald (MCA). It had the largest one -week gain in sales 
points of any Hot Mover this year (helped a little by the expanded pan- 
el), fueling a 10- position jump to No. 21. The record is already top 10 in 

Atlanta, Miami, Detroit, and Los Angeles. Madonna earned Hot Mov- 

er /Airplay honors for the second week in a row with "Live To Tell" 
(Sire). The song had large upward moves at radio, including 19 -6 at I -95 

Miami, 17 -6 at KMJK Portland, and extra to 10 at KZZP Phoenix, where 
PD Guy Zapoleon reports the record debuted at No. 5 in sales and is 

already No. 1 in requests. 

THE RACE FOR NO. 1 was a heartstopper this week, with "Kiss" by 
Prince & the Revolution (Paisley Park) holding on by the slimmest 
possible margin over the surging , Addicted To Love" by Robert Palm- 
er (Island). Palmer had a slight lead in sales, while Prince had the edge 
in airplay points. Look for Palmer to compete with the Pet Shop Boys' 
"West End Girls" (EMI- America) for the top next week. Especially 
strong on the airplay side is "Take Me Home" by Phil Collins (Atlan- 
tic) at No. 10. For the second week in a row, the song garnered airplay 
on every Hot 100 reporting radio station. 

SINCE BULLETS ARE based only on upward growth in total points, 
some records earn bullets with little or no upward chart movement, 
while others move up- sometimes as much as five notches -without 
bullets. In the case of Bob Seger & the Silver Bullet Band's "Ameri- 
can Storm" (Capitol) and Jermaine Jackson's "I Think It's Love" (Aris- 
ta), continuing impressive gains in sales points were added to their 
gains at radio to produce strong upward point gains. Thus, bullets were 
earned, but tight competition in the teens this week, limited each re- 
cord's gain to only one position. 

FOR WEEK ENDING APRIL 26, 1986 

illboard * 

HOT 100 SINGLES ACTION 
RADIO MOST ADDED 

231 REPORTERS 

GEORGE MICHAEL A DIFFERENT CORNER COLUMBIA 

JOHN C. MELLENCAMP RAIN ON THE SCARECROW MERCURY 

BILLY OCEAN THERE'LL BE SAD SONGS . .. JIVE 

HEART NOTHIN' AT ALL CAPITOL 

HOWARD JONES NO ONE IS TO BLAME ELEETRA 

NEW TOTAL 

ADDS ON 

99 101 

71 72 

71 159 

67 149 

50 142 

Radio Most Added is a weekly national compilation of the five records most added to the playlists 
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 
Chart Dept., 1515 Broadway, New York, N.Y. 10036. 

RETAIL BREAKOUTS 
198 REPORTERS 

NUMBER 

REPORTING 

JOURNEY BE GOOD TO YOURSELF COLUMBIA 46 

MADONNA LIVE TO TELL SIRE 33 

CULTURE CLUB MOVE AWAY VIRGIN'EPIC 32 

THE JETS CRUSH ON YOU MCA 30 

WAX RIGHT BETWEEN THE EYES RCA 23 

©Copyright 1986 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, withoLt the prior written permission of the 

publisher. 
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FOR WEEK ENDING APRIL 26, 1986 

Pt"llmardHOT 100® SALES & AIRPLAY 
A ranking of the top 30 singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot 100 Singles chart. 

z , 

SALES 
ARTIST 

ó - 
óÓ xa 

r T 

1 

r 

4 ADDICTED TO LOVE ROBERT PALMER 2 

2 1 KISS PRINCE AND THE REVOLUTION 1 

3 3 MANIC MONDAY BANGLES 4 

4 5 WEST END GIRLS PET SHOP BOYS 3 

5 2 ROCK ME AMADEUS FALCO 7 

6 7 HARLEM SHUFFLE THE ROLLING STONES 6 

7 11 WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 8 

8 9 WHY CAN'T THIS BE LOVE VAN HALEN 5 

9 13 AMERICAN STORM BOB SEGER & THE SILVER BULLET BAND 14 

10 12 YOUR LOVE THE OUTFIELD 9 

11 6 LET'S GO ALL THE WAY SLY FOX 15 

12 10 WHAT YOU NEED INXS 11 

13 22 GREATEST LOVE OF ALL WHITNEY HOUSTON 12 

14 17 BAD BOY MIAMI SOUND MACHINE 13 

15 18 TAKE ME HOME PHIL COLLINS 10 

16 16 I THINK IT'S LOVE JERMAINE JACKSON 16 

17 14 TENDER LOVE FORCE M.D.'S 17 

18 27 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 21 

19 20 IF YOU LEAVE ORCHESTRAL MANOEUVRES IN THE DARK 18 

20 24 I DO WHAT I DO... (THEME FOR 9 1/2 WEEKS) JOHN TAYLOR 23 

21 8 R.O.C.K. IN THE U.S.A. JOHN COUGAR MELLENCAMP 27 

22 30 I CAN'T WAIT NU SHOOZ 22 

23 - SOMETHING ABOUT YOU LEVEL 42 20 

24 23 I CAN'T WAIT STEVIE NICKS 29 

25 21 OVERJOYED STEVIE WONDER 35 

26 26 SO FAR AWAY DIRE STRAITS 19 

27 19 SATURDAY LOVE CHERRELLE WITH ALEXANDER O'NEAL 26 

28 15 SECRET LOVERS ATLANTIC STARR 30 

29 - LIVE TO TELL MADONNA 24 

30 - ALL I NEED IS A MIRACLE MIKE & THE MECHANICS 25 

AIRPLAY 

e i 
1 1 KISS PRINCE AND THE REVOLUTION 1 

2 2 ADDICTED TO LOVE ROBERT PALMER 2 

3 5 WEST END GIRLS PET SHOP BOYS 3 

4 8 WHY CAN'T THIS BE LOVE VAN HALEN 5 

5 11 TAKE ME HOME PHIL COLLINS 10 

6 4 MANIC MONDAY BANGLES 4 

7 10 HARLEM SHUFFLE THE ROLLING STONES 6 

8 3 WHAT YOU NEED INXS 11 

9 13 YOUR LOVE THE OUTFIELD 9 

10 19 GREATEST LOVE OF ALL WHITNEY HOUSTON 12 

11 15 WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 8 

12 6 ROCK ME AMADEUS FALCO 7 

13 7 TENDER LOVE FORCE M.D.'S 17 

14 18 BAD BOY MIAMI SOUND MACHINE 13 

15 9 LET'S GO ALL THE WAY SLY FOX 15 

16 20 IF YOU LEAVE ORCHESTRAL MANOEUVRES IN THE DARK 18 

17 16 I THINK IT'S LOVE JERMAINE JACKSON 16 

18 17 SO FAR AWAY DIRE STRAITS 19 

19 23 AMERICAN STORM BOB SEGER & THE SILVER BULLET BAND 14 

20 24 ALL I NEED IS A MIRACLE MIKE & THE MECHANICS 25 

21 28 LIVE TO TELL MADONNA 24 

22 25 SOMETHING ABOUT YOU LEVEL 42 20 

23 27 IS IT LOVE MR. MISTER 28 

24 - I CAN'T WAIT NU SHOOZ 22 

25 30 ROUGH BOY ZZ TOP 31 

26 - BE GOOD TO YOURSELF JOURNEY 34 

27 12 R.O.C.K. IN THE U.S.A. JOHN COUGAR MELLENCAMP 27 

28 26 I DO WHAT I DO... (THEME FOR 9 1/2 WEEKS) JOHN TAYLOR 23 

29 14 I CAN'T WAIT STEVIE NICKS 29 

30 - NEVER AS GOOD AS THE FIRST TIME SADE 32 

CCopyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmntea, m any Torm or oy any rocuvu, , n,n,,,a,,,wa 

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

HOT 100 SINGLES 

BY LABEL 
A ranking of distributing labels 

by their number of titles 
on the Hot 100 chart. 

LABEL 

WARNER BROS. (4) 
Geffen (3) 
Sire (2) 
Paisley Park (1) 
Reprise (1) 
Warner Bros. /Tommy Boy (1) 

A &M (9) 11 

A &M /Virgin (2) 
ATLANTIC (8) 11 

Island (2) 
Modern (1) 

COLUMBIA (9) 10 
Rolling Stones (1) 

EPIC (3) 10 
CBS Associated (3) 
Portrait (1) 
Scotti Bros. (1) 
Tabu (1) 
Virgin /Epic (1) 

ARISTA (5) 7 

Jive (2) 
CAPITOL 7 

POLYGRAM 7 

Polydor (3) 
Mercury (2) 
Riva (2) 

EMI -AMERICA (5) 6 

Manhattan (1) 
MCA (5) 6 

I.R.S. (1) 
RCA (3) 5 

Grunt (2) 
ELEKTRA (3) 4 

Asylum (1) 
MOTOWN (1) 3 

Gordy (1) 
Tamla (1) 

PROFILE 1 

NO. OF TITLES 
ON CHART 

12 

HOT 100 A -Z PUBLISHERS /PERFORMANCE RIGHTS /SHEET MUSIC 

TITLE 

(Publisher - Licensing Org.) 

Sheet Music Dist. 

60 ABSOLUTE BEGINNERS 

(Jones, ASCAP) 

2 ADDICTED TO LOVE 

(Bungalow, ASCAP / Ackee, ASCAP) WBM 

25 ALL I NEED IS A MIRACLE 

(Michael Rutherford, ASCAP /Pun /63 Songs, 

ASCAP /Chappell, ASCAP) CHA /HL 
43 ALL THE THINGS SHE SAID 

(Calgems -EMI, ASCAP) WBM 

14 AMERICAN STORM 

(Gear, ASCAP) WBM 

13 BAD BOY 

(Foreign Imported, BMI) CPP 

34 BE GOOD TO YOURSELF 

(Street Talk, ASCAP /Rock Dog, ASCAP /Frisco Kid, 

ASCAP) WBM 

8B BEAT'S SO LONELY 

(Unicity, ASCAP /Swindle, ASCAP /Sextunes, ASCAP) 

79 BOP 

(MHG, ASCAP /Sweet Angel, ASCAP/WEB IV, BMI) HL 

54 CALL ME 

(Grand Illusion, ASCAP /Almo, ASCAP) CPP /ALM 

58 CALLING AMERICA 

(April, ASCAP) CPP /ABP 

44 CRUSH ON YOU 

(Almo, ASCAP /Crimsco, ASCAP /Irving, BMI) 

CPP /ALM 
57 A DIFFERENT CORNER 

(Chappell, ASCAP /Morrison Leahy, ASCAP) 

93 DO ME BABY 

(Controversy, ASCAP) 

38 FEEL IT AGAIN 

(Screen Gems -EMI, BMI /Auto Tunes, BMI) WBM 

39 FOR AMERICA 

(Swallow Turn, ASCAP) 

55 GREAT GOSH A'MIGHTY (DOWN & OUT IN 

BEV. HILLS THEME) 

(Paytons, BMI/Wep, BMI) 
12 GREATEST LOVE OF ALL 

(Golden Torch, ASCAP /Gold Horizon, BMI) CPP 

69 HANDS ACROSS AMERICA 

(Hannah Heartie, ASCAP /Southern, ASCAP /Julann, 

ASCAP) CPP 

6 HARLEM SHUFFLE 

(Marc -Jean, BMI /Bug, BMI /Keymen, BMI) CPP 

61 HOLDING BACK THE YEARS 

(April, ASCAP) CPP /ABP 

59 HOW WILL I KNOW 

(Irving, BMI /Gratitude Sky, ASCAP) CPP /ALM 

22 I CAN'T WAIT 

(Poolside, BMI) 

29 I CAN'T WAIT 

(Welsh Witch, ASCAP /Future Furniture, ASCAP) WBM 

23 I DO WHAT I DO... (THEME FOR 9 1/2 WEEKS) 

(Music Design, ASCAP/Tritec, BMI /Famous, ASCAP) 

CPP/HL 
16 I THINK ITS LOVE 

(Black Stallion, ASCAP /See This House, 

ASCAP /Blackbull, ASCAP /Jobete, ASCAP) CPP 

56 I WANNA BE A COWBOY 

(Protoons, ASCAP /Gull Songs, ASCAP) 

18 IF YOU LEAVE 

(Virgin, ASCAP /Famous, ASCAP) CPP/WBM 

78 IF YOU WERE A WOMAN (AND I WAS A MAN) 

(April, ASCAP /Desmobile, ASCAP) CPP /ABP 

86 IF YOUR HEART ISN'T IN IT 

(Almo, ASCAP /Redhead, ASCAP /Hamish Stuart, 

ASCAP /Joe's Songs, ASCAP) CPP /ALM 

94 INNOCENT EYES 

(April, ASCAP) 

28 IS IT LOVE 

(Warner -Tamerlane, BMI /Entente, BMI /Poppy -Due, 

BMI) WBM 

73 IS THAT IT? 

(Screen Gems -EMI, BMI /Megasongs, BMI) WBM 

76 JOHNNY COME HOME 

(Virgin, ASCAP) CPP 

66 KING FOR A DAY 

(Zomba, ASCAP) CPP 

1 KISS 

(Controversy, ASCAP) 

72 KYRIE 

(Warner -Tamerlane, BMI /Entente, BMI) WBM 

96 LEAD A DOUBLE LIFE 

(Handsome Two, BMI /Dean Of Music, BMI /Great 

Theatre Of Oklahoma, ASCAP /Almo, ASCAP /Mel -Dave, 

ASCAP /Duke Reno, ASCAP, Blackwood, Canada /April, 

Canada) 

15 LETS GO ALL THE WAY 

(Lilo, BMI) 
50 A LITTLE BIT OF LOVE (IS ALL IT TAKES) 

(House Of Champions, ASCAP) 

53 LIVE IS LIFE 

(April, ASCAP /Mainhatten) CPP /ABP 
24 LIVE TO TELL 

(WB, ASCAP /Bleu Disque, ASCAP/Webo Girl, 

ASCAP /Johnny Yuma, BMI) WBM 

87 LIVING IN THE BACKGROUND 

(Screen Gems -EMI, BMI) WBM 

100 LOVE AND ROCK AND ROLL 

(Lexy Girl, ASCAP) 

67 THE LOVE PARADE 

(Warner -Tamerlane, BMI) WBM 

4 MANIC MONDAY 

(Controversy, ASCAP) 

45 MOTHERS TALK 

(Virgin Music /10 Music /Nymph, BMI) CPP 

33 MOVE AWAY 

(Virgin, ASCAP/Warner- Tamerlane, BMI) CPP/WBM 

80 MUTUAL SURRENDER (WHAT A WONDERFUL 

WORLD) 

(Ackee, ASCAP /Life Size, ASCAP) WBM 

32 NEVER AS GOOD AS THE FIRST TIME 

(Silver Angel, ASCAP) CPP 

85 NIGHT MOVES 

(Pun, ASCAP /Bogus Global, ASCAP) CPP/WBM 

41 NIKITA 
(Intersong, ASCAP) CHA/HL 

65 NO EASY WAY OUT 

(Flowering Stone, ASCAP /Heavy Breather, ASCAP) 

CPP 

42 NO ONE IS TO BLAME 

(Howard Jones Music, Ltd. ) WBM 

48 NOTHIN' AT ALL 

(Music Corp. Of America, BMI) HL/MCA 

21 ON MY OWN 

(New Hidden Valley, ASCAP /Carole Bayer Sager, BMI) 

92 ONCE IN A LIFETIME 

(Bleu Disque, ASCAP /Index, ASCAP /E.G., BMI) WBM 

90 OUT OF MIND OUT OF SIGHT 

(Mushroom, APRA) 

35 OVERJOYED 

( Jobete, ASCAP /Blackbull, ASCAP) CPP 

97 THE POWER OF LOVE 

(April, ASCAP) CPP /ABP 

63 PRETTY IN PINK 

(Blackwood, BMI) CPP /ABP 

64 RAIN ON THE SCARECROW 

(Riva, ASCAP) 

46 RESTLESS 

(Philesto, BMI /Keith Diamond, BMI /Willesden, 

BMI /Harrindur, BMI) CPP 

49 RIGHT BETWEEN THE EYES 

(Sluggo Songs, BMI /Man -Ken, BMI) 

27 R.O.C.K. IN THE U.S.A. (A SALUTE TO 60'S ROCK) 

(Riva, ASCAP) 

7 ROCK ME AMADEUS 

(Nada, ASCAP /Almo, ASCAP / Manuskript) CPP /ALM 

31 ROUGH BOY 

(Hamstein, BMI) WBM 

99 SANCTIFY YOURSELF 

(Colgems -EMI, ASCAP) WBM 

62 SARA 

(Kikiko, BMI /Petwolf, ASCAP /Chappell, 

ASCAP /Unichappell, BMI) CHA /HL 
26 SATURDAY LOVE 

(Flyte Tyme, ASCAP /Avant Garde, ASCAP) 

95 SAY IT, SAY IT 

(Baby Tanzi, BMI /Black Lion, ASCAP /House Of Fun, 

BMI) 

30 SECRET LOVERS 

(Almo, ASCAP /Jodaway, ASCAP3 CPP /ALM 

68 SHOT IN THE DARK 

(Virgin, ASCAP) CPP 

84 SILENT RUNNING 

(Michael Rutherford, ASCAP /Pun, ASCAP /B.A.R., 

ASCAP/Warner- Tamerlane, BMI) WBM 

19 SO FAR AWAY 

(Chariscourt, BMI /Almo, ASCAP) CPP /ALM 

82 SOMEBODY SOMEWHERE 

(T.B.A., CAPAC) 

20 SOMETHING ABOUT YOU 

(Chappell, ASCAP /Island, BMI) CHA /HL 
37 STICK AROUND 

(Charisma, ASCAP /Pun, ASCAP) WBM 

10 TAKE ME HOME 

(Phil Collins, ASCAP /Pun, ASCAP /WB, ASCAP) WBM 

17 TENDER LOVE 

(Flyte Tyme, ASCAP) 

47 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) 

(Zomba, ASCAP) 

36 THESE DREAMS 

(Little Mole, ASCAP /Intersong, ASCAP /Zomba, 

ASCAP) CPP/CHA/HL 

51 THIS COULD BE THE NIGHT 

(Frisco Kid, ASCAP /April, ASCAP /Duke Reno, 

ASCAP /Mel -Day, ASCAP/ Blackwood, BMI /Dean Of 

Music, BMI) CPP /ABP 
40 TOMORROW DOESN'T MATTER TONIGHT 

(Trademarc, ASCAP) HL 

77 TUFF ENUFF 

(Fab Bird, BMI) 

71 UNDER THE INFLUENCE 

(MCA, ASCAP /Music Corp. Of America, BMI /It's A 

Gonna Rain, BMI/Warner Bros., ASCAP /Ertolejay 
Musique, ASCAP) 

70 VIENNA CALLING 

(Nada, ASCAP /Almo, ASCAP /Manuskript, GEMA) 

3 WEST END GIRLS 

(Cage, ASCAP/Virgin, ASCAP /10, BMI) CPP 

8 WHAT HAVE YOU DONE FOR ME LATELY 

(Flyte Tyme, ASCAP) 

11 WHAT YOU NEED 

(MCA, ASCAP) HL/MCA 

98 WHEN THE GOING GETS TOUGH (JEWEL OF THE 

NILE THEME) 

(Zomba, ASCAP) HL 

89 WHERE ARE YOU NOW? 

(Harnen, BMI /Congdon, BMI /Empire, ASCAP /Dakota, 

ASCAP) 

52 WHERE DO THE CHILDREN GO 

(Dub Notes, ASCAP /Human Boy, ASCAP) 

91 WHISPER IN THE DARK 

(Maplewood, ASCAP /Boozertunes, 

ASCAP /Broozertoones, BMI) CPP 

75 WHO'S JOHNNY ( "SHORT CIRCUIT' THEME) 

( Petwolf, ASCAP /Chappell, ASCAP /Kikiko, 

BMI /Unichappell, BMI) 

5 WHY CAN'T THIS BE LOVE 

(Yessup, ASCAP) WBM 

74 WORKING CLASS MAN 

(Frisco Kid, ASCAP) 

9 YOUR LOVE 

(Warning Tracks, ASCAP) 

83 YOUR SMILE 

(A La Mode, ASCAP) WBM 

81 YOUR WILDEST DREAMS 

(Warner Bros., ASCAP) WBM 

SHEET MUSIC AGENTS 
are listed for piano /vocal sheet music copies 

and may not represent mixed folio rights. 

ABP April Blackwood CPP Columbia Pictures 

ALM Almo I-IAN Hansen 

B.M Belwin Mills HL Hal Leonard 

B -3 Big Three IMM Ivan Mogul! 

BP Bradley MCA MCA 

CHA Chappell PSP Peer Southern 

CLM Cherry Lane PLY Plymouth 

CPI Cimino WBM Warner Bros. 
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Adate 

Here's To Nanette. ASCAP staffers help toast a special concert version of the 
musical "No, No, Nanette" at the Carnegie Recital Hall in New York. Pictured 
are, from left, "Nanette" lyricist Irving Caesar; ASCAP distribution representative 
Ellen Meltzer; Vincent Youmans Jr., son of "Nanette" composer Vincent 
Youmans; ASCAP public relations coordinator Michael Kerker; Ceciley Youmans 
Collins, Youmans' daughter; and the show's director and conductor, John 
McGlynn. 

EXECUTIVE TURNTABLE 
(Continued from page 4) 

rector of creative services for the organizations. He was head of a Seattle - 
based marketing consulting firm. Other NARM additions: Lynn Lindsley 
as director of member services; Carolyn Baker, membership coordinator; 
and Debbie Sees and Donna -Jean Verde, accounting department. 

PRO AUDIO/VIDEO. Hal Rosenbluth is elevated from senior to executive vice 
president of Kaufman Astoria Studios in New York. He will continue as 
chief executive officer. 

Movielab Video names John Zawisha senior editor in New York. He joins 
from an extensive background in the field. 

Donn Barclay is promoted to national sales and marketing manager for 
the portable audio division of the JVC Co. of America in Elmwood Park, 
N.J. He was assistant national product manager of portable audio. 

Noah Herschman joins Rykodisc USA, the Boston -based Compact Disc 
company, as director of marketing. He was with Digital Audio magazine. 

PUBLISHING. Peter Newman is named West Coast professional manager for 
the Peer -Southern Organization in Los Angeles. He served in a similar ca- 
pacity at Creative Entertainment Music. 

Lorimar -Telepictures Music Group appoints Steve Stone general manag- 
er of music publishing in Los Angeles. He was with ATV Music. 

RELATED FIELDS. John Gabrysiak is appointed director of publicity for Ameri- 
can Famous Talent Corp. in Chicago, Ill. 

Calendar 
Weekly calendar of trade shows, 
conventions, award shows, semi- 
nars, and other notable events. 
Send information to Calendar, 
Billboard, 1515 Broadway, New 
York, N.Y. 10036. 

MAY 
May 1 -4, National Assn. of Inde- 

pendent Record Distributors & 
Manufacturers (NAIRD) Conven- 
tion, Americana Congress Hotel, 
Chicago. (215) 477 -1742 or (609) 665- 
8085. 

May 2 -4, The 2nd Annual Music 
Business Symposium, Ambassa- 
dor Hotel, Los Angeles. (213) 273- 
1951. 

May 7 -10, The 1st International 
Music & Media Conference, Mon- 
treux, Switzerland. Contact 
IM &MC U.S.A. John E. Nathan 
(212) 223 -0044 or IM &MC Holland 
Bert Meyer (0)20 -62 84 83. 

May 13, BMI Pop Awards 
Dinner, Plaza Hotel, New York. 
(212) 586 -2000. 

May 14, The 34th Annual BMI 

Awards to Student Composers, St. 
Regis -Sheraton Hotel, New York. 
(212) 586 -2000. 

May 17 -18, Cameo's Music Tech- 
nology Expo, Hollywood Roosevelt 
Hotel, Hollywood, Calif. (213) 822- 
5774. 

JUNE 

June 1 -4, Summer Consumer 
Electronics Show, Chicago. (202) 
457 -8700. 

June 9 -15, Fan Fair, Tennessee 
State Fairgrounds, Nashville. (615) 
889 -7503. 

June 27 -29, First San Francisco 
Music Fair presented by the San 
Francisco Chapter of the Nation- 
al Academy of Performing Arts & 
Sciences, the Concourse at Show- 
place Square, San Francisco. (415) 
383 -9378. 

SEPTEMBER 

Sept. 10 -14, National Radio 
Broadcasters Assn. (NRBA) Con- 
vention, New Orleans. (202) 466- 
2030. 

Co'iiáh ies 
K -Muse Inc., a hi -tech musical -in- 
strument company, formed by 
Kevin Kent. Company will empha- 
size musical -product designs and 
the marketing of hi -tech musical 
instruments and software. Suite 
359, 18653 Ventura Blvd., Tarzana, 
Calif. 91356; (818) 703 -1562. 

Future Market Distributors, an in- 
dependently owned company 
working with Fresh Metal Produc- 
tions, formed by George "Bud" 
Clement and Mario M. Columbia. 
Company will be in charge of na- 
tional and international distribu- 
tion of the album "Lady Of The 
Night" by Spectre. 1193 Lick Ave., 
San Jose, Calif. 95110; (408) 993- 
9950. 

Ars Nova Management, a company 
specializing in business manage- 
ment and artist development, 
formed by Bill Schneider. First cli- 
ent is Kathy Wakefield. Suite 2800, 
101 California St., San Francisco, 
Calif. 94111; (415) 864 -2800. 

National Talent Coordinators, 
formed by Sharon Leigh. Company 
has a roster of radio stations re- 
porting their playlists for record 
promotions; represents many 
Nashville entertainers; and oper- 
ates an independent record label, 
United Country. P.O. Box 14, 
Whitehall, Mich. 49461; (616) 894- 
9208. 

Creative Process Inc. /Bogus Pro- 
ductions, an independent audio/ 
video production company, formed 
by Ron Stevens and Joy Grdnic. 
Company will specialize in comedy 
audio and video production. 16565 
San Fernando Mission Blvd., Gra- 
nada Hills, Calif. 91344; (818) 366- 
4403. 

Market Awareness Promotion, 
formed by Jon Scott, former AOR 
promotion director at MusicVision. 
Suite 18, 30 Hackamore Rd., Bell 
Canyon, Calif. 91307; (818) 883 - 
ROCK. 

The Australasian Connection, the 
result of an agreement between 
the Bill Graham Organization in 
the U.S. and Floyd Fame Manage- 
ment in the U.K. Company was 
formed to pursue representation 
of Australasian product in the 
U.S., the U.K., and Europe. 34 
East 64th St., New York, N.Y. 
10021, (212) 371 -8770; or 260 Fifth 
St., San Francisco, Calif. 94103, 
(415) 864 -0815. 

AVISTA Records, formed by Ken 
Baker. Company is a full- service 
label with an open -door policy to- 
ward reviewing new artists and 
material. P.O. Box 627, Edmond, 
Okla. 73083, (405) 348 -4119; or P.O. 
Box 24454, Nashville, Tenn. 37202, 
(615) 320-5491. 

International Entertainment 
Management, formed by Harris 
Gordon Miller and Ronald S. Bien - 
stock. The firm will provide career - 
development services, including 
production, packaging, publishing, 
and performing. 2 West 90th St. 
and Central Park West, New York, 
N.Y. 10024; (212) 799 -7174. 

...I1ewSllri2... 
WARNER AUDIO PUBLISHING, a unit of Warner Books, and Word Publish- 
ing, a division of ABC Inc., have inked a joint distribution agreement 
that calls for both parties to develop and market audio cassette pro- 
grams to their respective markets beginning this fall. Affected works 
include Robert Schuller's best -selling "Be Happy Attitudes." Word is 
considered the largest publisher of religious material in the U.S. 

RHINO RECORDS has formed a BMI- cleared music publishing company, 
Orange Skies Music. The new unit joins an already- existing ASCAP af- 
filiate, Rhino Brothers Music. Graham Daddy and Louis Naktin will co- 
manage the publishing wing. Both work out of Rhino headquarters in 
Santa Monica, Calif. 

PREMIER'S FIRST: Bob Stern has launched Premier Records in New York 
to give recorded life to lesser -known songs from the U.S. musical the- 
ater. First entry, just released, features soprano Judy Kaye and pia- 
nist Peter Howard performing such material, including the title song, 
Cole Porter's "Where, Oh Where." Due in May is "American Concert 
Songs Of The 20th Century" with Maryanne Telese, and, in the fall, an 
album of Harold Arlen songs with Judy Kaye. 

BOB PITTMAN, president of MTV, is the guest of honor at the initial fund- 
raising event of the Young Leaders of the UJA- Federation Campaign 
Entertainment division June 11 at Warner Communications' headquar- 
ters in New York. For more info on the event, call (212) 980 -1000, ext. 
110. 

BOB MONACO, the record producer /manager and author of a music in- 
dustry handbook, "The Platinum Rainbow," will host the third annual 
Platinum Rainbow Seminar at Long Beach City College May 10 from 9 
a.m. to 6 p.m. It's free to the public. Monaco produced recordings for 
Chaka Khan & Rufus, including a 1975 Grammy -winning r &b cut, 
"Tell Me Something Good," while a staff producer at ABC Records. He 
has also produced Three Dog Night, Carl Carlton, Freda Payne, and 
Tina Turner, among others. 

Lifelines 
BIRTHS 

Girl, Kate, to Frank and Lydia Da- 
vies, March 18 in Toronto. He is 
president of Partisan Music Produc- 
tions Inc. and former president of 
the ATV Music Group, Canada. 

Boy, Zachary Graham, to Rick and 
Deborah Miller, March 23 in Fair- 
fax, Va. He is local promotion man- 
ager for Atlantic Records in Balti- 
more; Washington, D.C.; and Vir- 
ginia. 

Boy, James Edward, to Jody and 
Karen Williams, March 28 in Nash- 
ville. He is director of Nashville op- 
erations for the Dick James Organi- 
zation. 

Boy, Max Charles, to Dave Herman 
and Libby Park, April 6 in Manhat- 
tan. He is an air personality at 
WNEW -FM New York. 

Girl, Jordan Haley, to Bobby and 
Amy Poland -Clarke, April 14 in 
Summit, N.J. She is executive vice 
president of Monarch Entertain- 
ment Bureau. He is an employee of 
Sound One Film Sound Studios. 

MARRIAGES 

Gregory Brodsky to Leigh Anne 
Conyngham, April 13 in Tarrytown, 
N.Y. He is product manager for 
RCA Records. She is licensing man- 
ager for United Media Licensing. 

DEATHS 

Leonard Scheer, 55, of a heart at- 
tack March 26 in Spring Valley, 
N.Y. He was associated with the 

MGM, RCA, and, most recently, 
Arista labels in key sales and mar- 
keting posts. Five years ago he be- 
came a partner in Musical Express, 
a limousine and messenger service. 
He is survived by his wife, two 
daughters, his mother, and a broth- 
er. 

Linda Creed, 37, of cancer April 10 
in Ambler, Pa. Creed was a leading 
lyricist of the Philly sound, having 
written tunes for the Stylistics, the 
Spinners, and Teddy Pendergrass. 
She is survived by her husband, two 
daughters, her parents, and two 
brothers. (See "The Rhythm & The 
Blues," page 25.) 

Warren Keith, 46, of a heart attack 
April 12 in Evansville, Ind. Keith 
was the piano player in Hank Wil- 
liams Jr.'s band for more than 12 
years and was touring with the Ed- 
die Ray Show at the time of his 
death. He was also a songwriter. 
Keith is survived by his wife and 
three children. 

Johnny Dollar, 53, an apparent sui- 
cide, April 13 in Nashville. In later 
life a country music producer and 
promoter, Dollar recorded for Co- 
lumbia, Dot, and Chart in the late 
'60s and early '70s. His biggest rec- 
ord was "Stop The Start (Of Tears 
In My Heart)," which went to No. 15 
on Columbia in 1966. Dollar is sur- 
vived by his mother, three brothers, 
and a sister. 
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MORE SINGLES ARE HITTING THE CHARTS, BUT IT'S A TOUGHER CLIMB 
(Continued from page 1) 

for an act charting for the first time 
was No. 91. During the same period 
of last year, it was No. 81. 

Chart entry alone does not auto- 
matically qualify a record as a suc- 
cess, and labels and stations cite 
conservative playlists for the slack 
adds in the wake of indie promotion 
suspensions. 

"You'd have to be blind not to see 
it," says Bob Case, program direc- 
tor at KUBE Seattle, the city's high- 
est rated top 40 outlet. "There's no 
question [that] some records are 
having it harder, particularly black 
artists and new, unfamiliar artists." 

Forty singles have been added to 
the Billboard Hot 100 Singles chart 
since the issue of March 29. During 
the same period in 1985, 31 new sin- 
gles were added to the chart. Eleven 
of the singles added in the last five 
weeks are by artists reaching the 
chart for the first time. There were 
six artist premieres during the same 
period a year ago. 

Eight singles are added to this 
week's Hot 100. Only two are by 
new artists: "Out Of Mind Out Of 
Sight" by the Models (Geffen) de- 
buts at No. 90, and "Say It, Say It" 

by E.G. Daily (A &M) enters at No. 
95. 

Most upbeat among major labels 
surveyed is Warner Bros. Company 
spokesman Bob Merlis says the la- 
bel has "some new things that are 
turning the corner." He points spe- 
cifically to in -house promotion for 
the Dream Academy's second sin- 
gle, "The Love Parade," and Honey- 
moon Suite's "Feel It Again," which 
debuted in February. - 

"Honeymoon Suite was a hard - 
fought thing," says Merlis, "and it 
was all us." 

Acknowledging that fewer sta- 
tions are adding new records, Mike 
Plen, vice president of promotion 
for I.R.S. Records, says labels will 
have to do more to convince radio to 
add records by new bands. 

"I think stations have frozen up 
their playlists," he says. "If we're 
going to establish new bands with 
them, it's going to take more con- 
vincing from other formats like 
AOR, as well as retail." 

But some program directors say 
things have not changed at radio 
since the indie suspension. At 
WBZZ Pittsburgh, the city's leading 

Indie Gains From Indie Use 
Promo Leads To Higher Profile 

NEW YORK Profile Records has 
become the first independent rec- 
ord company to capitalize on the 
major labels' suspension of inde- 
pendent promotion. 

The normally rap- oriented 
street label has employed a team 
of 22 very hungry indie promoters 
to garner a pop hit. 

"I Wanna Be A Cowboy," by 
Boys Don't Cry, is bulleted at No. 
56 in its fourth week on the Bill- 
board Hot 100 Singles chart. And 
Profile president Cory Robbins is 
quick to give all the credit to his in- 
dies. 

"The majors' suspension of in- 
dependent promotion is the best 
thing that ever happened to Pro- 
file Records," he says. "I owe the 
success of the record to the inde- 
pendent promoters. It wouldn't 
have even been on the charts be- 
fore because the indies wouldn't 
even talk to me. Now they're my 
best friends." 

Obviously enjoying his victory 
by default, Robbins says his rec- 

ord is getting an inordinate 
amount of attention from the in- 
dies because they have a lack of 
other projects and want to demon- 
strate their continued clout to the 
majors. 

"I probably have the biggest rec- 
ord the indies are promoting," he 
says. "Plus, I think they want to 
show the majors they can still do 
it." 

While noting that he "feels bad 
for the guys who aren't making 
what they're used to and have had 
to lay people off," Robbins is not 
complaining about the discounted 
rates he's receiving from indies. 

"I'm not paying what I would 
have had to before -if I could 
have afforded them," he says. 
"But I think I got a fair price. And 
I'm able to compete on the pop lev- 
el for the first time. If I have a 
whole year like this, I could have 
four or five hits and establish Pro- 
file as a pop label. It's great." 

FRED GOODMAN 

CHART COMPARISON FOR 3/29 -4/26 

1985 1986 

Number of chart ads 31 40 

Average entry position 78 80 

Avg. entry for chart debut artist 81 91 

Number chart debut artists 6 11 

Table is based on an analysis of five week's activity on Billboard's Hot 

100 Singles chart. The analysis indicates that more new artists entered 

the Hot 100 in 1986 than in 1985 during the five weeks studied. This 

year, however, the debuting artists are entering the chart in lower 

positions than last year. 

top 40 station, PD Nick Bazoo says, 
"It's business as usual with us. It so 
happens we only added three rec- 
ords this past week [April 7 -11] and 
two the week before, but we added 
five each of the two previous weeks. 
So we've added 14 records in a 
month and that's not bad when your 
list is 35." 

While Chrysalis last week became 
the latest company to beef up its in- 

house promotion staff in order to 
cover the beat previously worked by 
indies (see Executive Turntable, 
page 4), labels fear those moves will 
not be enough to insure strong adds 
for new acts. 

"We've been having a great deal 
of difficulty getting new acts add- 
ed," says a staffer at another major 
who would speak only if his label 
was not identified. "That's not to 

say anything derogatory about our 
in -house people. You just don't have 
the clout and support of the indies 
and the benefit of their extra 
staffs." 

That source, while admitting that 
their reliance on indies has left la- 
bels unsure of just who their target- 
ed buyers are, says record compa- 
nies will have to develop alternative 
means of promotion. 

"It certainly puts a whole bunch 
of money into areas like tour sup- 
port, video, and advertising," he 
says. "There's going to be more 
funding to alternative promotion. In 
the old days, a program director 
who wasn't playing a record would 
go to that artist's show, get 
knocked out, and add the record. 

"Those days are long gone. But 
there are a lot of ways to sell a rec- 
ord, and the industry has been in 
the dark ages for a long time. We 
don't even know who our audience 
is. We only know radio's demo- 
graphics." 

Assistance in preparing this story 
provided by Earl Paige in Los An- 
geles. 

U.K. BLANK AUDIO TAPE LEVY 
(Continued from page 1) 

are cassettes of less than 35 min- 
utes playing time, which the gov- 
ernment believes are rarely used 
for home taping purposes. 

There will be no accompanying 
levy on recording hardware, nor on 
blank video cassettes, which the 
white paper says are used "almost 
exclusively" for time -shifting. 
Copying of prerecorded videograms 
without permission will remain ille- 
gal, but domestic users will be free 
to record television broadcasts for 
private purposes. 

The government estimates that 
the audio tape charge will raise 
some $7.5 million to $9 million annu- 
ally in gross revenue and empha- 
sizes that "the levy will be neither a 
subsidy nor compensation for lost 
sales or reduced profitability. It will 
be a payment of the right to use 
property and will thus be totally in- 
dependent of the profitability of the 
record industry." 

A new collecting society repre- 
senting the levy's beneficiaries will 
be set up subject to government ap- 
proval, any disputes being referred 
to the Performing Rights Tribunal. 
Established in the wake of the 1956 
Copyright Act, this body will now 

INFINITY BUYS KROQ FOR $45 MILLION 
(Continued frone page 1) 

this summer. 
The acquisition of KROQ follows 

the sale this week of Infinity's San 
Diego facilities, KCBQ- AM -FM. 
Sources close to the company say 
the sale took place because "the San 
Diego market does not conform 
with the future growth plan for In- 
finity." 

Country formatted KCBQ -AM- 
FM were purchased by Eric /Chan- 
dler Communications, a new broad- 
cast group headed by former ABC 
exec Simon T. The reported sale 
price for the combo operation is 
$12.5 million. Infinity purchased the 
properties three years ago for $8.5 
million. 

The reported purchase price for 
KROQ would slightly exceed the 

$44 million offered last October by 
Carl Hirsch and Legacy Broadcast- 
ing for Noble Multimedia Communi- 
cations' Los Angeles outlet, KJOI. 

Sharon Armbrust of Paul Kagan 
Associates, a California -based me- 
dia analyst firm, confirms that the 
$45 million -plus price makes the 
KROQ deal "the largest stand -alone 
radio transaction in history." 

The KROQ purchase is part of In- 
finity's continuing expansion into 
major markets around the country. 

According to the Infinity memo, 
the company now "will have a net- 
work of rock stations serving five of 
the top six markets in the United 
States." The other Infinity album 
rock outlets are WXRK New York, 
WYSP Philadelphia, WBCN Boston, 

and KOME San Jose /San Francis- 
co. 

Infinity is not expected to make 
any major changes in KROQ's 
unique format. The FM outlet long 
has been the most successful pro- 
gressive radio outlet on the West 
Coast. After suffering a ratings dip 
for several years, the station has re- 
bounded since last summer for its 
best ratings ever (Billboard, March 
15). 

Mandeville was awarded KROQ's 
broadcast license by the FCC in 
1984, following a decade of contro- 
versy, license challenges and even a 
period from 1974 to 1976 when the 
station went off the air due to enor- 
mous debts. 

be given extended jurisdiction to 
settle licensing disputes in all rights 
areas and will be renamed the Copy- 
right Tribunal. 

First, trading in tapes subject to a 
levy without notification to the col- 
lecting society will become a crimi- 
nal offense, carrying a maximum 
$3,000 penalty. There will be no 
stamping of levy -paid cassettes. 
"This additional cost is not justified 
since the level of avoidance is un- 
likely to be high," says the white 
paper. 

Organizations and individuals - 
for example, blind people -who 
make noncopyright -infringing use 
of blank tapes will not be exempted 
but will be entitled to claim rebates 
for the levies paid. 

Another provision of the white 
paper is the abolition of the statu- 
tory recording license system first 
introduced more than 70 years ago, 
whereby a rights owner whose 
work has once been recorded loses 
the right to prevent further record- 
ings in exchange for a statutory 
royalty, currently set at 6.25% of re- 
tail price. 

The system has no parallel out- 
side the British Isles, and its aboli- 
tion will mean that U.K. record com- 
panies must now negotiate with 
rights owners if they wish to record 
a musical work. Some label execu- 
tives suspect this provision of the 
white paper may generate addition- 
al costs greater than the expected 
income from the tape levy. 

Industry efforts to curtail boot- 
legging of live concerts will receive 
a boost, however. Says the white pa- 
per: "New legislation will provide 
that in respect of trading in unau- 
thorized sound recordings of a pro- 
tected performance civil remedies 
will be available to the performer 
and to any person, including a rec- 
ord company, to whom the perform- 
er has granted an exclusive 
license." 

On reprography, the white paper 
proposes a system of licensing by 
collecting societies to secure remu- 
neration for photocopying of copy- 
righted works. On satellite broad- 

casting, the government plans to ex- 
tend existing copyright coverage of 
DBS transmissions to include low - 
power SMATV sevices, on which re- 
strictions were removed some 12 
months ago. 

Presenting the white paper, trade 
and industry secretary Paul Chan - 
non said its provisions would 
amount to a new copyright act and 
that the necessary legislation would 
be introduced as soon as the parlia- 
mentary timetable permits. 

British Phonographic Industry di- 
rector general John Deacon later 
welcomed the levy proposals, say- 
ing, "At long last the record indus- 
try will derive a small benefit from 
the massive level of home taping, 
which at the moment provides sub- 
stantial benefits for importers, 
manufacturers, and consumers of 
blank tape." 

But he expressed concern over 
the exemption of tapes shorter than 
35 minutes, which might still be 
long enough to contain nearly com- 
plete albums, and over the lack of 
any action on record rentals. Ob- 
servers believe that it may not be 
long before the music industry is 
protesting the damage caused by 
unrestricted Compact Disc rentals 
as vigorously as it recently has un- 
restricted home taping. 

IFPI director general Ian Thomas 
welcomes the levy, which he says 
will bring Britain into line with oth- 
er countries. But he deplores the ab- 
sence of any immediate action on re- 
cord rentals and the failure to intro- 
duce a video levy, as has been done 
in some other parts of Europe. 

The Tape Manufacturers Group 
claims that with markups and value - 
added tax, the increased cost to tape 
buyers will be nearer to 30% than 
10% and warns that the costs of ad- 
ministering the levy scheme could 
exceed the revenues raised. It also 
points to the chaos that it claims has 
ensued in West Germany since the 
recent introduction there of a soft- 
ware levy. 

In general, it says, the levy will be 
"expensive to administer and easily 
circumvented." 
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FOR WEEK ENDING APRIL 26, 1986 

Billboard. TOP POPALBUMS. 

POO rG 
h O 

Q4 
yar G ARTIST 

A, V * LABEL & NUMBER/ DISTRIBUTING LABEL (SUG. LIST PRICE)' 

Compiled from a national sample of retail store, 
one -stop and rack sales reports. 

TITLE 

O3 13 3 VAN HALEN WARNER BROS. 25394 (8.98) 1 week at No. One 5150 

O 1 1 57 WHITNEY HOUSTON 4 ARISTA AL8 8212 (8.98) (CD) WHITNEY HOUSTON 

O5 5 9 FALCO A &M SP -5105 (8.98) (CD) FALCO 3 

4 2 2 42 HEART 3 CAPITOL ST-12410 (9.98) (CD) HEART 

O 9 21 3 THE ROLLING STONES COLUMBIA OC 40250 (CD) DIRTY WORK 

© 14 - 2 PRINCE & THE REVOLUTION PAISLEY PARK 25395 /WARNER BROS. (9.98) PARADE 

O 6 8 9 SOUNDTRACK A &M SP.51 l3 (9.98) (CD) PRETTY IN PINK 

8 4 3 19 SADE 2 PORTRAIT FR 40263/EPIC (CD) PROMISE 

O 47 - 2 BOB SEGER & THE SILVER BULLET BAND CAPITOL PT 12398 (8.98) LIKE A ROCK 

10 7 6 11 OZZY OSBOURNE CBS ASSOCIATED FZ 40026 /EPIC THE ULTIMATE SIN 

11 8 4 33 JOHN COUGAR MELLENCAMP A3 RIVA 824 865 I / POLYGRAM (8.98) (CD) SCARECROW 

12 12 14 13 BANGLES COLUMBIA BFC 40039 (CD) DIFFERENT LIGHT 

13 15 18 23 ROBERT PALMER ISLAND 90471 /ATLANTIC (awe (CD) RIPTIDE 

14 10 7 47 DIRE STRAITS A4 WARNER PODS. 25264 (8.98) (CD) BROTHERS IN ARMS 

15 11 9 35 MR. MISTER RCA AFLI -7180 (8.98) (CD) WELCOME TO THE REAL WORLD 

lÓ 19 22 21 THE OUTFIELD COLUMBIA BFC 40027 (CD) PLAY DEEP 0 20 50 3 JUDAS PRIEST COLUMBIA OC 401 se (CD) TURBO 

18 17 15 60 PHIL COLLINS A4 ATLANTIC 81240 (9.98) (CD) NO JACKET REQUIRED 

19 25 26 8 JANET JACKSON A &M SP -5106 (8.98) (CD) CONTROL 

20 13 11 26 INXS ATLANTIC 81277 (8 98) (CD) LISTEN LIKE THIEVES 

21 38 - 2 PET SHOP BOYS EMI -AMERICA PW 17193 (8.98) PLEASE 

® 27 17 24 ZZ TOP A2 WARNER BROS. 25342 (9.98) (CD) AFTERBURNER 

23 16 10 23 BARBRA STREISAND 2 COLUMBIA OC 40092 (CD) THE BROADWAY ALBUM 

24 18 12 30 STARSHIP & GRUNT BXLI 5488 /RCA (8.98) (CD) KNEE DEEP IN THE HOOPLA 

25 22 19 50 ATLANTIC STARR A &M SP -5019 (8.98) (CD) AS THE BAND TURNS 

26 26 20 49 THE HOOTERS COLUMBIA BFC 39912 (CD) NERVOUS NIGHT 

27 21 16 22 CHARLIE SEXTON MCA 5629 (8.98) (co) PICTURES FOR PLEASURE 

28 23 23 6 JACKSON BROWNE ASYLUM 60457 /ELEKTRA (8.98) LIVES IN THE BALANCE 

® 30 31 23 MIAMI SOUND MACHINE EPIC BFE 40131 PRIMITIVE LOVE 

® 31 34 5 METALLICA ELEKTRA 60439 (8 98) MASTER OF PUPPETS 

31 24 24 9 ALABAMA RCA AHLI.7170 (8.98) (CD) GREATEST HITS 

32 33 30 23 MIKE & THE MECHANICS ATLANTIC 81287 (8.98) MIKE & THE MECHANICS 0 34 57 3 JULIAN LENNON ATLANTIC 81640 THE SECRET VALUE OF DAYDREAMING 

34 28 27 28 STEVIE WONDER 2 TAMLA 6134TL /MOTOWN (9.98) (CO) IN SQUARE CIRCLE 

35 46 47 7 THE FABULOUS THUNDERBIRDS CBS ASSOCIATED BFZ4o3o4 /EPIC TUFF ENUFF 

36 29 25 25 SIMPLE MINDS A &M /VIRGIN SP- 5092/A &M (8.98) (CD) ONCE UPON A TIME 

37 37 38 57 TEARS FOR FEARS A4 MERCURY 824 300 /POLYGRAM (8.98) (CD) SONGS FROM THE BIG CHAIR 

® 48 56 13 SOUNDTRACK MCA 61 se (9.98) OUT OF AFRICA 

39 32 33 21 NEW EDITION MCA 5679 (8.98) (CD) ALL FOR LOVE 

® 41 43 9 SLY FOX CAPITOL ST.12367 (8.9B) LET'S GO ALL THE WAY 

41 35 29 97 BRUCE SPRINGSTEEN AID COLUMBIA QC 38653 (CD) BORN IN THE U.S.A. 

42 44 37 20 STEVIE NICKS A MODERN 90479 /ATLANTIC (9.98) (CD) ROCK A LITTLE 

43 36 36 13 CHERRELLE TABU BFZ 40094 /EPIC HIGH PRIORITY 

44 39 39 6 ELVIS COSTELLO & THE ATTRACTIONS COLUMBIA FC 40173 (CD) KING OF AMERICA 

45 53 53 6 BRIAN SETZER EMI -AMERICA sr.' 7178 (8.98) THE KNIFE FEELS LIKE JUSTICE 

46 42 35 33 LOVERBOY COLUMBIA FC 39953 (CD) LOVIN' EVERY MINUTE OF IT 

CI 56 54 16 L.L. COOL J COLUMBIA BFC 42039 (CD) RADIO 

48 40 40 30 ABC MERCURY 824 904 -1 / POLYGRAM (8.98) (CD) HOW TO BE A ZILLIONAIRE 

49 54 55 6 JERMAINE JACKSON ARISTA AL8 -8277 (8.98) (CD) PRECIOUS MOMENTS 

® 69 - 2 JOE JACKSON A &M SP.6021 (9.98) BIG WORLD 

CI 58 64 6 LEVEL 42 POLYDOR 827487- I /POLYGRAM(8.98) WORLD MACHINE 

52 43 32 10 THE FIRM ATLANTIC 81628 (9.98) MEAN BUSINESS 

53 51 51 25 THE DREAM ACADEMY WARNER BROS. 25265 (8.98) (CD) THE DREAM ACADEMY 

® 80 195 3 KATRINA AND THE WAVES CAPITOL ST -12478 (8 98) KATRINA AND THE ... WAVES 

55 57 41 6 JOHN LENNON CAPITOLSV.1z4s1 (9.98) LIVE IN NEW YORK 

Q Albums with the greatest sales gains this week. (CD) Compact Disc available. Recording Industry Assn. Of America (RIAA) certificatio 
with each additional million indicated by a numeral following the symbol. 'CBS Records does not issue a suggested list price for its product. 
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No part of this publication may be reproduced, stored 
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ro ya _ ARTIST 
ti AV LABEL & NUMBER /DISTRIBUTING LABEL (SUG LIST PRICE)' 

TITLE 

® NEW CULTURE CLUB VIRGIN /EPIC of 40345 /EPIC FROM LUXURY TO HEARTACHE 

57 63 72 14 FINE YOUNG CANNIBALS I.R.S. 5683/MCA (8.98) FINE YOUNG CANNIBALS 

58 45 28 24 SOUNDTRACK SCOTTI BROS. SZ 40203 /EPIC (CD) ROCKY IV 

59 50 42 19 DIONNE WARWICK ARISTA AL8.8398 (8.98) (CD) FRIENDS 

60 49 49 9 ELECTRIC LIGHT ORCHESTRA ces ASSOCIATED F2 40048 /EPIC BALANCE OF POWER 

61 65 70 6 TALK TALK EMI.AMERICA ST. i 71 79 (8.98) THE COLOUR OF SPRING 

62 97 125 4 THE JETS MCA 5667 (8.98) THE JETS 

63 62 62 62 SADE PORTRAIT BFR -39581 /EPIC (CD) DIAMOND LIFE 

64 64 65 9 OPUS POLYDOR 827 952-1/POLYGRAM (8.98) (CD) UP AND DOWN 

65 59 48 22 ELTON JOHN GEFFEN GHS 24077 /WARNER BROS. (8.98) (CD) ICE ON FIRE 

66 55 46 12 MELI'SA MORGAN CAPITOL ST -12434 (8.98) DO ME BABY 

67 52 45 40 ARETHA FRANKLIN A ARISTA ALB -8286 (B.98) (CD) WHO'S ZOOMIN' WHO 

® 70 76 4 SOUNDTRACK MCA 6160 (9.98) DOWN AND OUT IN BEVERLY HILLS 

CI 73 78 5 SOUNDTRACKCAPITOLSV 12470(9.98) 9 1/2 WEEKS 

X70 83 93 7 HONEYMOON SUITE WARNER BROS. 25293 (8.98) (CD) THE BIG PRIZE 

11 77 77 10 FORCE M.D.'S WARNER BROS./TOMMY BOY TNLP 1010/WARNER BROS (8.98) CHILLIN' 

72 60 52 42 STING 2 A &M SP -3750 (8.9B) (CD) THE DREAM OF THE BLUE TURTLES 

73 66 59 25 THE ALARM IR.S. /MCA 5666/MCA (8.98) (CD) STRENGTH 

74 74 73 43 RENE & ANGELA MERCURY 824 607.1M-1 /POLYGRAM (8.98) (CD) STREET CALLED DESIRE 

75 105 175 3 JOE COCKER CAPITOL ST -12394 (8.98) COCKER 

76 76 84 6 TED NUGENT ATLANTIC 81632 (8.98) LITTLE MISS DANGEROUS 

77 68 58 49 FREDDIE JACKSON CAPITOL ST -12404 (8.98) (co) ROCK ME TONIGHT 

78 78 80 30 STARPOINT ELEKTRA 60424 (8.98) (CD) RESTLESS 

CI 112 132 5 STEPHANIE MILLS MCA 5669 (8.98) STEPHANIE MILLS 

® 89 83 43 TALKING HEADS SIRE 25305 /WARNER BROS. (8.98) (CD) LITTLE CREATURES 

$1 109 - 2 KEEL MCA 5727 (8.98) THE FINAL FRONTIER 

82 72 68 23 THE CARS A ELEKTRA 60464 (9.98) (CD) GREATEST HITS 

83 61 44 28 THOMPSON TWINS ARISTA AL8.8276 (8.98) (CD) HERE'S TO FUTURE DAYS 

84 82 60 19 DOKKEN ELEKTRA 60458 (8.98) UNDER LOCK AND KEY 

85 94 97 24 THE JUDOS RCA/CURB AHL1.7042/RCA (8.98) ROCKIN' WITH THE RHYTHM 

866 75 75 8 FEARGAL SHARKEY A &M SP6.5108 (698) FEARGAL SHARKEY 0 96 98 18 THE CULT SIRE 25359 /WARNER BROS. (8.98) LOVE 

88 81 82 32 FIVE STAR RCA NFL1 -8052 (8.98) LUXURY OF LIFE 

89 88 94 6 VANITY MOTOWN 6167 ML (8.98) SKIN ON SKIN 

® 95 177 3 SOUNDTRACK EMI -AMERICA SV 17182 (9 98) ABSOLUTE BEGINNERS 

CI 101 104 11 ANNE MURRAY CAPITOL ST.) 2466 (9.98) SOMETHING TO TALK ABOUT 

92 67 67 6 MARILLION CAPITOL MLP 15023 (6.98) BRIEF ENCOUNTER 

93 79 66 22 PETE TOWNSHEND Arco 904736 /ATLANTIC (8.98) (CD) WHITE CITY - A NOVEL 

94 87 63 10 BLUE OYSTER CULT COLUMBIA FC 39979 (CD) CLUB NINJA 

95 84 69 13 THE ALAN PARSONS PROJECT ARISTA AL9.8384 (9.98) (CD) STEREOTOMY 

® 107 109 8 THE CALL ELEKTRA 60440 (8.98) RECONCILED 

97 86 74 41 A -HA WARNER BROS. 25300 (8.981 (CO) HUNTING HIGH AND LOW 

98 90 92 22 HIROSHIMA EPIC BFE 39938 ANOTHER PLACE 

99 102 101 42 MOTLEY CRUE A ELEKTRA 60418 (9.98) (CD) THEATRE OF PAIN 

® 126 128 40 ORCHESTRAL MANOEUVRES IN THE DARK A &M /VIRGIN SP- 5077/A &M (8.98) CRUSH 

101 93 90 12 EVERLY BROTHERS MERCURY 826 142.1/POLYGRAM (8.98) (CD) BORN YESTERDAY 

102 71 71 7 ANIMOTION CASABLANCA 826 691-I/POLYGRAM (8.98) (CD) STRANGE BEHAVIOR 

103 98 96 75 BRYAN ADAMS A4 A &M SP5013 (8.98) (CD) RECKLESS 

® 120 108 74 MADONNA A6 SIRE 25157.1 /WARNER BROS. (8.98) (CD) LIKE A VIRGIN 

® 150 - 2 SIMPLY RED ELEKTRA 60452 (8.98) PICTURE BOOK 

® 110 117 10 TEDDY PENDERGRASS ASYLUM 60447 /ELEKTRA (8.98) (CD) WORKIN' IT BACK 

107 113 79 8 SOUNDTRACK QWEST 25389 /WARNER BROS. (16.98) (CD) THE COLOR PURPLE 

108 108 126 5 DENNIS DE YOUNG A &M SP.5109 (8.98) (co) BACK TO THE WORLD 

® 111 111 8 JIMMY BARNES GEFFEN OHS 24089 /WARNER BROS. (8.98) JIMMY BARNES 

1® 143 193 3 PHILIP GLASS CBS MASTERWORKS SM 39564 SONGS FROM LIQUID DAYS 
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FOR WEEK ENDING APRIL 26, 1986 

Billboard. TOP POP ALBUMS.continUed 

O 
ARTIST 
LABEL & NUMBER /DISTRIBUTING LABEL (SUG. LIST PRICE)* 

TITLE 

®1 123 152 4 UFO CHRYSALIS BFV 41518 MISDEMEANOR' 

112 92 88 11 VIOLENT FEMMES THE BLIND LEADING THE NAKED 
SLASH/WARNER BROS. 25340 /WARNER BROS. (8.98) 

113 85 85 22 AEROSMITH GEFFEN GHS 24091 /WARNER BROS. (8.98) (CD) DONE WITH MIRRORS 

1® NEW I DEPECHE MODE SIRE 25429 /WARNER BROS. (8.98) BLACK CELEBRATION 

115 104 81 7 RAINBOW MERCURY 827 987-1/POLYGRAM (10.98) FINYL VINYL 

116 91 61 45 READY FOR THE WORLD MCA 5594 (8.98) (CD) READY FOR THE WORLD 

117 103 107 30 THE CURE ELEKTRA 60435 (8.98) THE HEAD ON THE DOOR 

118 99 99 25 RUSH MERCURY 826 098- 1 /POLYGRAM (8.98) (CD) POWER WINDOWS 

1® 122 137 5 
VARIOUS ARTISTS WINDHAM HILL RECORDS SAMPLER '86 
WINDHAM HILL WH- I048 /A&M (9.98) (CD) 

® 135 120 23 BIG AUDIO DYNAMITE COLUMBIA BFC 40220 (CD) THIS IS BIG AUDIO DYNAMITE 

121 121 129 8 RAVEN ATLANTIC 81629 (8.98) THE PACK IS BACK 

122 106 95 15 BALTIMORA MANHATTAN SQ 53026 /CAPITOL (8.98) LIVING IN THE BACKGROUND 

® NEW AEROSMITH COLUMBIA FC 40329 (CD) CLASSICS LIVE 

124 119 103 12 PETER FRAMPTON ATLANTIC 81290 (8.98) PREMONITION 

125 116 86 29 SOUNDTRACK 4 MCA 6150 (9.98) (CD) MIAMI VICE 

126 125 105 23 JAMES TAYLOR COLUMBIA FC 49952 (CD) THAT'S WHY I'M HERE 

127 114 110 621 PINK FLOYD HARVEST SMASI1163 /CAPITOL (9.98) (CD) DARK SIDE OF THE MOON 

128 132 123 131 PHIL COLLINS A2 ATLANTIC S016029 (8.98) (CD) FACE VALUE 

129 100 100 49 STANLEY JORDAN BLUE NOTE BT 85101 /CAPITOL (8.98) (CD) MAGIC TOUCH 

® 185 - 2 ANITA BAKER ELEKTRA 60444 (8.98) RAPTURE 

131 131 134 6 CLANNAD RCA NFLI-8063 (8.98) MACALLA 

132 118 91 12 DAN SEALS EMI -AMERICA ST -17166 (8.98) WON'T BE BLUE ANYMORE 

133 115 115 8 PUBLIC IMAGE LTD ELEKTRA 60438 (8.98) ALBUM /CASSETTE 

® 154 -- 2 DWIGHT YOAKAM REPRISE 25372 /WARNER BROS. (8.98) GUITARS, CADILLACS, ETC., ETC. 

135 140 145 158 ZZ TOP 5 WARNER BROS. 1 -23774 (8.98) (CD) ELIMINATOR 

136 141 142 84 TALKING HEADS SIRE 1.25186/WARNER BROS. (8.98) (CD) STOP MAKING SENSE 

137 129 89 20 TOM PETTY AND THE HEARTBREAKERS PACK UP THE PLANTATION - LIVE 
MCA 2 -8021 (10.98) (CD) 

® 195 - 2 COLONEL ABRAMS MCA 5682 (8.98) COLONEL ABRAMS 

139 130 131 29 STEVIE RAY VAUGHAN EPIC FE 40036 (CD) SOUL TO SOUL 

140 134 124 11 ALBERT COLLINS, ROBERT CRAY, JOHNNY COPELAND SHOWDOWN 
ALLIGATOR 4743 (8.98) 

41 144 157 4 THE ROBERT CRAY BAND HIGHTONE 8005 (8.98) (CD) FALSE ACCUSATIONS 

142 117 81 65 KLYMAXX MCA /CONSTELLATION 5529/MCA (8.98) (CD) MEETING IN THE LADIES ROOM 

® 155 160 5 THE NYLONS OPEN AIR OA 0304 /A &M (9.98) (CD) SEAMLESS 

144 137 139 27 THE DEL FUEGOS WARNER BROS. 25339 (8.98) BOSTON, MASS. 

145 151 127 28 MORRIS DAY WARNER BROS. 25320 (8.98) (CD) COLOR OF SUCCESS 

® 156 186 3 HUSKER DU WARNER BROS. 25385 (8.98) CANDY APPLE GREY 

147 145 147 125 U2 A ISLAND 90127 /ATLANTIC (6.98) (CD) UNDER A BLOOD RED SKY 

148 142 114 72 KOOL & THE GANG 2 DE -LITE 822943 -1 /POLYGRAM (8.98) (CD) EMERGENCY 

149 139 118 32 SHEILA E. PAISLEY PARK 253I7/WARNER BROS. (8.98) (CD) ROMANCE 1 600 

® 180 - 2 GEORGE HOWARD TRA TB 219 /PALO ALTO (8.98) LOVE WILL FOLLOW 

a158 171 5 TOMMY KEENE GEFFEN OHS 24090/WARNER BROS. (8.98) SONGS FROM THE FILM 

152 152 135 104 JOHN COUGAR MELLENCAMP A3 RIVA 814 993.1 / POLYGRAM (8.98) (CD) AMERICAN FOOL 

153 159 161 41 METALLICA ELEKTRA 60396 (8.98) RIDE THE LIGHTNING 

154 138 130 63 JOHN COUGAR MELLENCAMP 2 RIVA 814 450 -1 /POLYGRAM (8.98) (CD) UH HUH 

161 165 4 METALLICA MEGAFORCE 069 (8.98) KILL EM ALL 

TOP POP ALBUMS A -Z (LISTED BY ARTISTS) 

A -Ha 97 
ABC 48 
Colonel Abrams 138 
Bryan Adams 103 
Aerosmith 123.113 
Alabama 31 
The Alarm 73 
Laurie Anderson .194 
Animation 102 
Atlantic Starr 25 

Anita Baker 130 
Baltimora 122 
Bangles 12 
Jimmy Barnes 109 
Pat Benatar 185 
Big Audio Dynamite 120 
Black Sabbath Featuring Tony 
lommi 171 
Blue Oyster Cult 94 
Bon Jovi 169 
Jackson Browne 28 
Kate Bush 196 

The Call 96 
The Cars 82 
Cherrelle 43 
Clannad 131 
Joe Cocker 75 
Phil Collins 128, 162, 18 
Albert Collins, Robert Cray, Johnny 
Copeland 140 

Sam Cooke 178 
L.L. Cool J 47 
Elvis Costello & The Attractions 
The Robert Cray Band 141 
The Cult 87 
Culture Club 56 
The Cure 117 

Morris Day 145 
Dennis De Young 108 
The Del Fuegos 144 
Depeche Mode 114 
Dire Straits 14 
Dokken 84 
The Dream Academy 53 
Bob Dylan 164 

Sheila E. 149 
Electric Light Orchestra 60 
Everly Brothers 101 

The Fabulous Thunderbirds 35 
Falco 3 
Fine Young Cannibals 57 
The Firm 52 
Five Star 88 
Force M.D.'s 71 
Peter Frampton 124 
Aretha Franklin 67 

The Gap Band 174 
Philip Glass 110 

Sam Harris 160 

Heart 4 
Hiroshima 98 

44 Honeymoon Suite 70 
The Hooters 26 
Whitney Houston 2 

George Howard 150 
Husker Du 146 

INXS 20 
Isley /Jasper /Isley 200 

Joe Jackson 50 
Janet Jackson 19 
Jermaine Jackson 49 
Freddie Jackson 77 
The Jets 62 
Billy Joel 199 
Elton John 65 
Stanley Jordan 129 
Judas Priest 17 
The Judds 85 

Katrina And The Waves 54 
Keel 81 
Tommy Keene 151 
Klymaxx 142 
Kool & The Gang 148 

John Lennon 55 
Julian Lennon 33 
Let's Active 179 
Level42 51 
Lisa Lisa /Cult Jam With Full Force 

ARTIST 
LABEL & NUMBER /DISTRIBUTING LAB)_L (SUG. LIST PRICE)' 

TITLE 

®' 163 - 2 MAZARATI PAISLEY PARK 25368 /WARNER BROS. (8.98) MAZARATI 

157 160 163 80 U2 A ISLAND 90231 /ATLANTIC(B.98) (CD) THE UNFORGETTABLE FIRE 

IS NEW BONNIE TYLER COLUMBIAOC 40312 (CD) SECRET DREAMS & FORBIDDEN FIRE 

159 136 138 23 ZAPP WARNER BROS. 25327 (8.98) THE NEW ZAPP IV 

160 127 102 11 SAM HARRIS MOTOWN 6165ML (8.98) SAM -I -AM 

© 165 181 4 MODERN ENGLISH SIRE 25343 /WARNER BROS. (8.98) STOP START 

162 169 162 119 PHIL COLLINS ATLANTIC 80035 (8.98) (CD) HELLO I MUST BE GOING 

163 168 151 129 LIONEL RICHIE X10 MOTOWN 6059 ML (8.98) (CD) CAN'T SLOW DOWN 

164 162 136 21 BOB DYLAN COLUMBIA CSX 38830 (CD) BIOGRAPH 

165 171 158 139 MADONNA A3 SIRE 1.23867/WARNER BROS. (8.98) (CD) MADONNA 

166 173 173 75 SOUNDTRACK FANTASY WAM -1791 (2LPS) (19.98) (CD) AMADEUS 

167 128 112 10 MARILYN MARTIN ATLANTIC 81292 (8.98) MARILYN MARTIN 

® NEW, WAX RCA AFL1. 9546 (8.98) MAGNETIC HEAVEN 

169 149 122 50 BON JOVI MERCURY 824 509 -1 /POLYGRAM (8.98) (CD) 7800 FAHRENHEIT 0 187 192 3 STAN RIDGEWAY I.R.S. 5637/MCA (8.98) THE BIG HEAT 

171 157 116 11 BLACK SABBATH FEATURING TONY IOMMI WARNER BROS. 25337 (8.98) SEVENTH STAR 

n177 - 2 ROBERT TEPPER scorn BROS. BFZ 49126 /EPIC NO EASY WAY OUT 

173 146 146 7 GARY MOORE MIRAGE 90482/ATLANTIC (8.98) RUN FOR COVER 

174 174 179 13 THE GAP BAND TOTAL EXPERIENCE TEL8- 5714 /RCA (8.98) GAP BAND VII 

175 179 141 77 WHAM! A4 COLUMBIA FC39595 (CD) MAKE IT BIG 

176 183 188 132 SOUNDTRACK A2 MOTOWN 6062ML (8.98) (CD) THE BIG CHILL 

177 182 176 147 U2 ISLAND 90067 /ATLANTIC (8.98) (CD) WAR 

178 178 183 4 SAM COOKE RCA CPL2 -7127 (t 1.98) (CD) THE MAN & HIS MUSIC 

79 NEW LET'S ACTIVE I.R.S. 5703/MCA (8.98) BIG PLANS FOR EVERYBODY 

180 164 143 128 GEORGE WINSTON WINDHAM HILL WH- 1025 /A&M(9.98)(CD) DECEMBER 

181 147 121 98 TINA TURNER 4 CAPITOL ST -12330 (8.98) (CD) PRIVATE DANCER 

182 172 144 11 SMOKEY ROBINSON TAMLA 6156TL /MOTOWN (8.98) (CD) SMOKE SIGNALS 

183 124 113 8 PIA ZADORA CBS ASSOCIATED FZ 40259 /EPIC PIA & PHIL 

184 184 153 23 W.A.S.P. CAPITOL ST -12435 (8.98) THE LAST COMMAND 

185 148 119 20 PAT BENATAR CHRYSALIS OV 41507 (9.98) (CD) SEVEN THE HARD WAY 

186 133 106 11 SOUNDTRACK CAPITOL ST -12499 (9.98) IRON EAGLE 

187 192 174 40 GEORGE WINSTON WINDHAM HILL WH 1012 /A &M (9.98) (CD) AUTUMN 

188 170 170 21 GEORGE WINSTON WINDHAM HILL C- 1019 /A&M (9.98) (CD) WINTER INTO SPRING 

189 166 140 28 KENNY ROGERS RCA AJL1-7023 (8.98) THE HEART OF THE MATTER 

IS NEW GRAHAM NASH ATLANTIC 81633 (8.98) INNOCENT EYES 

191 196 200 56 LUTHER VANDROSS EPIC 39882 (CD) THE NIGHT I FELL IN LOVE 

192 181 166 35 
COLISA LU 

LIMBIA SA /BFC C401ULT 

35 
J(CD) AM WITH FULL FORCE LISA LISA /CULT JAM WITH FULL FORCE 

193 176 178 42 SCORPIONS MERCURY 824- 344 -1 /POLYGRAM (11.98) (CD) WORLD WIDE LIVE 

® NEW LAURIE ANDERSON WARNER BROS. 25400 (8.98) HOME OF THE BRAVE 

195 190 185 25 VARIOUS ARTISTS TEE VEE TOONS TVT 1100 (16.95) TELEVISION'S GREATEST HITS 

196 200 155 27 KATE BUSH EMI -AMERICA ST -17171 (8.98) (CD) HOUNDS OF LOVE 

197 194 164 38 THE MANHATTAN TRANSFER ATLANTIC 81266 (8.98) (co) VOCALESE 

198 153 148 26 SOUNDTRACK ATLANTIC 81273 (9.98) (CD) WHITE NIGHTS 

199 189 150 41 BILLY JOEL A2 COLUMBIA C2 40121 (CD) GREATEST HITS VOL. I & II 

200 175 169 26 ISLEY/JASPER/ISLEY CBS ASSOCIATED BFZ 40118 /EPIC CARAVAN OF LOVE 

Loverboy 46 

Madonna 104, 165 
The Manhattan Transfer 197 
Marillion 92 
Marilyn Martin 167 
Mazarati 156 
John Cougar Mellencamp 152, 11, 154 
Metallica 155, 30, 153 
Miami Sound Machine 29 
Mike & The Mechanics 32 
Stephanie Mills 79 
Modern English 161 
Gary Mhore 173 
Melisa Morgan 66 
Motley Crue 99 
Mr. Mister 15 
Anne Murray 91 

Graham Nash 190 
New Edition 39 
Stevie Nicks 42 
Ted Nugent 76 
The Nylons 143 

Opus 64 
Orchestral Manoeuvres ln The 
Dark 100 
Ozzy Osbourne 10 
The Outfield 16 

Robert Palmer 13 
192 The Alan Parsons Project 95 

Teddy Pendergrass 106 
Pet Shop Boys 21 
Tom Petty And The Heartbreakers 
Pink Floyd 127 
Prince & The Revolution 6 
Public Image Ltd 133 

Rainbow 115 
Raven 121 
Ready For The World 116 
Rene & Angela 74 
Lionel Richie 163 
Stan Ridgeway 170 
Smokey Robinson 182 
Kenny Rogers 189 
The Rolling Stones 5 

Rush 118 

The Big Chill 176 
The Color Purple 107 

137 Down And Out In Beverly Hills 
Iron Eagle 186 
Miami Vice 125 
Out Of Africa 38 
Pretty In Pink 7 

Rocky IV 58 
White Nights 198 

Bruce Springsteen 41 
Starpoint 78 
Starship 24 
Sting 72 
Barbra Streisand 

Talk Talk 61 
Talking Heads 80, 136 
James Taylor 126 
Tears For Fears 37 
Robert Tepper 172 
Thompson Twins 83 
Pete Townshend 93 
Tina Turner 181 
Bonnie Tyler 158 

U2 147, 157, 177 
Ufo I 1 1 

Van Halen 1 

Luther Vandross 191 
Vanity 89 
VARIOUS ARTISTS 

Television's Greatest Hits 195 

Sade 63. 8 
Scorpions 193 
Dan Seals 132 - 

Bob Seger & The Silver Bullet Band 9 
Brian Setzer 45 
Charlie Sexton 27 
Feargal Sharkey 86 
Simple Minds 36 
Simply Red 105 
Sly Fox 40 
SOUNDTRACKS 

9 1/2 Weeks 69 
Absolute Beginners 90 
Amadeus 166 

23 

Windham Hill Records Sampler 
'86 119 

68 Stevie Ray Vaughan 139 
Violent Femmes 112 

WASP. 184 
Dionne Warwick 59 
Wax 168 
Wharrl 175 
George Winston 187, 180, 188 
Stevie Wonder 34 

Dwight Yoakam 134 

ZZ Top 22. 135 
Pia Zadora 183 
Zapp 159 
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JOURNEY SHUNS VIDEO FOR 
(Continued from page 1) 

lived the test of time. People have 
heard them a thousand times and 
would gladly hear them another 
thousand times. 

"But, can you say that about the 
best video you ever saw? Can you 
really look at it a thousand times? 
Could you even look at it a hundred 
times? I think not. The best videos 
I've ever seen, I've burned out on 
them probably within 10 viewings. 
That's really the essence of where 
we're coming from." 

According to Herbert, the deci- 
sion not to shoot videos for "Raised 
On Radio" was also influenced by 
monitoring the videoclip effect on 
lead singer Steve Perry's 1984 solo 
release, "Street Talk." 

"We allowed the first single, 'Oh 
Sherrie,' to get top 15 before we 
even started making the video," 
says Herbert. "When the video was 
ready to be shipped to MTV and the 
other outlets, the single was top 10 
in Billboard. 

"Then what happened was that 
every video clip program that exists 
just rotated the thing and burned a 
hole through it. We didn't feel that 
we got an extra week of chart life, 
or sold an extra copy of the record, 
or that anything took place as a re- 
sult of the video." 

Perry subsequently shot videos 
for the singles "Strung Out" and 
"Foolish Heart." Says Herbert: 
"They didn't have any significant 
impact on the life of the records. 

"In fact, the one for 'Foolish 
Heart' caused a war. It was a one - 
camera movie, costing about 
$100,000, and CBS sued PMI Music 
over it. How can you charge a hun- 
dred grand, or whatever it was, for 
just a one -camera shoot from a bal- 
cony that swoops down onto the 
stage and then goes back ?" 

As for Journey, Herbert says, 
"Once you're established and 
you've broken, you run a risk and 

MINI ESTATE -50 MIN TO NYC 

34 Acres on border of Westchester- 
Beautifully renovated old farm 
house, beams, fireplaces, Ig coun- 
try kit, etc. Trout pond & streams, 
20 x 40' pool & pool house, clay 
tennis court, 4 box stalls -riding ring, 
white fence pastures, large peg 
beam barn (Perfect for Rehearsal 
Recording Studio), waterfall, spa- 
cious lawns, old pines & willows, 
your own private hunting preserve, 
skiing & golf nearby. 

$895,000 Call (212) -620 -0485 

NATIONAL 

CREDIT 
RECOVERY 
SERVICE.. 

You can have 
good credit again! ! 

No matter what you've seen, 
No matter what you've heard 

GUARANTEED RESULTS 

(818) 347 -8802 
1- 800 - 972 -0055 

NEW LP 

have to be concerned with over- 
exposure. Journey broke many, 
many years ago and I think we run 
that risk. There's also the concern 
that we're not really suited to the 
format completely. 

"We have no axe to grind with 
Bob Pittman, Les Garland, or any- 

'I've burned out 
on the best video 

within 10 viewings' 
one at MTV. They're fine people; 
they've got a nice business going 
for themselves. We're just getting 
off that merry-go -round because it 
doesn't fit us." 

Herbert says he is anxious to 
point out that the band's departure 
from the video scene has nothing to 
do with recent comments by Colum- 
bia Records president Al Teller re- 

garding the label's planned cut- 
backs on promo clips. 

"There are some rumors that Al 
Teller came to Journey and asked 
them not to do videos," says Her- 
bert. "That's not the case at all. We 
have a $300,000 budget in our deal 
that is free to us, it's there for the 
taking. It was our decision not to 
use it and that wasn't something 
that was influenced by Teller. When 
we told him that it was our desire 
not to make videos, he was obvious- 
ly supportive of us." 

Bob Sherwood, Columbia's senior 
vice president of marketing, says 
that he isn't concerned that Journey 
has not made videos for the new al- 
bum. "If they were going to be re- 
cluses for the next 12 months, I 
might feel differently," he says. 
"But they're going out on a huge 
tour and that's the way they're go- 
ing to be seen." 

Sherwood says that radio reaction 
to the first single, "Be Good To 

Yourself," has been very strong 
and adds, "on a retail level, the ini- 
tial orders on the album have been 
incredible. We're actually having to 
put out an extra 20% over what we 
originally planned." 

Journey is set to launch the 
"Raised On Radio" tour May 2 in St. 

`Our decision was 
not influenced 
by Columbia' 

Paul. Again defying the industry 
norm, the band has not linked the 
concerts to a corporate sponsor. 

"Nowadays, corporate sponsor- 
ship is invariably assumed to be a 
fact of life," says Herbert. "People 
forget that Journey was one of the 
first groups -if not the first -to en- 
ter into a corporate sponsorship re- 
lationship in America. We did it with 

Anheuser Busch in 1977 under a 
three -year contract. 

"But we took an enormous 
amount of flak -'Beer Barrel 
Boogie!' was one headline -and 
Rolling Stone said that we contrib- 
uted to teenage alcoholism. From 
that point onward, we felt that the 
risks were too great for the re- 
wards. That association was more 
negative than positive and we 
haven't gotten involved with any- 
one since that contract expired. 

"We actually turned down a $4.1 
million offer from Pepsi prior to this 
tour and album. And we have no 
qualms about it." 

Aside from shunning videos and 
corporate sponsorship, Journey is 
also shunning press interviews to 
promote the new album. 

"We don't want to be part of the 
hype machinery," says Herbert. 
"It's my feeling and certainly the 
group's that we'd like our music to 
speak for itself." 

Jackson & Motown Publishing Interests Prompted Choice Of Location 

CBS Songs To Assemble Staff For L.A. Creative Meets 
BY SAM SUTHERLAND 

LOS ANGELES CBS Songs execu- 
tives from around the world will 
convene here in mid -May for a week 
of creative development meetings 
highlighted by videotaped talent re- 
views, live showcases, and business 
sessions. 

According to Mike Stewart, presi- 
dent of the music publishing firm, 
the May 18-23 summit is being held 
in Los Angeles in part because of 
two of its newest major clients, Mi- 
chael Jackson and the Jackson -held 
ATV Music. Stewart also cites the 
Motown operations, Jobete and 
Stone Diamond, which are repre- 
sented by CBS in most international 
territories, as prompting the West 
Coast site. 

For the veteran executive, the 

May meetings will underscore the 
strength of CBS' international pub- 
lishing holdings, which include 23 
affiliated companies. Of these, 22 
are wholly owned; the exception is a 
joint venture with Sony in Japan. 

Stewart, who contends CBS' do- 
mestic music publishing operation 
was in disarray when he joined, 
says "the international company 
was already a very good one" at 
that time. "They just weren't very 
aggressive in handling outside ma- 
terial." 

Since then, however, Stewart 
sees CBS Songs' affiliates showing 
increased skill. He cites the success 
of the German affiliate, headed by 
Michael Stark, as indicative of the 
trend. "He's been No. 1 there for 
three years running, in both domes- 
tic and foreign copyrights," Stewart 

says. 
"It's the first time I am aware of 

that a non -German company has 
achieved that. And we have cases 
like that developing all over the 
map." 

Success for CBS Songs Inter- 
national, presently divided into Eu- 
ropean and Latin American regions, 
may spur creation of a third oper- 
ational region for Southeast Asia, 
Stewart notes. As considerations, 
he cites growth of the region in 
overall market terms and the first 
victories in curbing runaway prod- 
uct piracy. 

The agenda for the upcoming 
meetings includes review sessions 
where each affiliated company will 
offer its own videotaped presenta- 
tion of key copyrights and perform- 
ers. Special presentations for ATV 

and Jobete /Stone Diamond are also 
planned, along with a live showcase 
of new songwriters May 21 at Hol- 
lywood's Club Lingerie. 

Related receptions include a din- 
ner for business associates, includ- 
ing attorneys and managers; and a 
luncheon devoted to film and TV at 
Columbia Pictures' studio lot in 
Burbank. 

Regarding the Jackson connec- 
tion, Stewart suggests the goal is 
more than an infusion of glamor. 
"We wanted to give Michael a 
chance to meet everybody," says 
Stewart. "He's not a passive part- 
ner in this. He's very much in- 
volved, and he's going to be a good 
publisher. He's really into the value 
of a good copyright; it's not just a 
question of investments for him." 

BERNE CONVENTION 
(Continued from page 6') 

U.S. is in a state of emergency in in- 
ternational copyright protection due 
to increasing overseas technology 
and piracy threats. Because this 
country has refused to join Berne in 
the past -largely due to inertia - 
U.S. negotiators say they now face 
resentment from other countries be- 
cause of perceived hyprocrisy. 

Group spokesman Leonard Feist, 
former president of NMPA, told 
legislators that as a result of the 
U.S. resignation from UNESCO, 
"we have lost our only direct influ- 
ence in international copyright mat- 
ters." UNESCO administers the 
UCC program and budget. 

Said Feist: "The dilemma of the 
impact of new technologies on copy- 
right will escalate during the imme- 
diate future and continue to present 
increasing complications." He add- 
ed that the U.S. "should participate 
fully ... and must do so in the com- 
pany of our partners in interest in 
copyright -the developed coun- 
tries -Berne members all ." 

At the request of the Subcommit- 
tee's Sen. Charles McC. Mathias (R- 
Md.), a group of copyright experts 
called the Ad Hoc Working Group 
on U.S. Adherence to the Berne 
Convention have studied and made 

comments on a draft bill presented 
by the Copyright Office- particu- 
larly with reference to its compata- 
bility with U.S. copyright law. The 
Working Group also urged adher- 
ence, but admitted that some 
groups -notably the Author's 
League and the Amusement and 
Music Operators Assn. (AMOA), 
which represents jukebox owners- 

Ticketmaster, 
Starwood Pact 

NASHVILLE Starwood Am- 
phitheatre here has signed a 
longterm exclusive agreement 
with Ticketmaster to handle tick- 
et sales to the new 15,000 -seat 
facility. 

According to a Ticketmaster 
source, the additional inventory 
will increase its current Nash- 
ville volume by 65 %. Starwood 
officials estimate the venue will 
present about 35 shows this year. 

Ticketmaster /Nashville has 24 
ticket centers in midstate Ten- 
nessee. 

have reservations about some of the 
sections. 

AMOA spokesman Elroy Wolff said 
he was worried that members might 
have to secure both a compulsory li- 
cense for works of U.S. origin as well 
as one for works of foreign origin. 

It will be up to group representa- 
tives, the Working Group, the Copy- 
right Office and finally the Congress 
to decide how much, if any, tinkering 
with present U.S. copyright law 
must be done to make Berne "self - 
executing," or compatible. 

AMY GRANT TOP DOVE WINNER 
(Continued from page 6) 

Special awards were presented to 
Adrian Snell for his international 
work in gospel music; Prodigal, for 
"Boxes," video of the year; and 
Mylon LeFevre, for "Sheep In 
Wolves' Clothing," visual special. 

John W. Peterson and the late 
Urias LeFevre were inducted into 
the Gospel Music Hall Of Fame. 

Hosted by Pat Boone, Larry Gat- 
lin, Charlene Tilton, and Tammy 
Wynette, the sold -out awards show 
featured performances by Steve 
Green, Sandi Patti, Lamelle Harris, 
Scott Wesley Brown, Deniece Wil- 
liams, David Meece, Steve Camp, 
Phil Driscoll, Jessy Dixon, the 
Hemphills, Leslie Phillips, Dino, 
Larry Gatlin, Glen Campbell, Kelly 
Nelon Thompson, the Talleys, the 
Florida Boys, the Winans, Pat 

Boone, and the heavy metal band 
Stryper, the musical hit of the eve- 
ning. 

If the Dove awards mirror the 
taste of the gospel music communi- 
ty, then it appears that the industry 
is now tilted toward contemporary 
sounds, is solicitous of the youth au- 
dience, is tolerant of differing musi- 
cal styles within its ranks, and is 
less intimidated by the pop market 
than it once was. 

The Doves capped off a weeklong 
series of educational events by the 
National Radio Seminar, the Church 
Music Workshop, and the GMA's In- 
dustry Educational Seminar. Nearly 
100 registered for the church music 
classes, about 200 for the radio 
event, and just under 400 for the 
GMA series. 
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PROBLEMS BESET STEREO TV GROWTH 
(Continued from page 4) 

Now that the bulk of those pio- 
neers are established, the panel 
said, other stations would likely 
adopt a "wait and see" attitude. 

Another hurdle to clear for sta- 
tions considering upgrading to MTS 
broadcasting is the $102,674 aver- 
age conversion cost cited in the sur- 
vey. This, and the lack of clear evi- 
dence so far to support the theory 
that going to stereo contributes sig- 
nificantly to sales revenues, are 
seen by the panel as an explanation 
for many broadcasters' cautious at- 
titudes. 

On the plus side, the survey 
states that stereo TV broadcasts 
are available in more than 132 U.S. 
markets, reaching 75% of American 
television households. Of these 
households, the survey says, about 
4 %, or 2.5 million, possess television 
receivers equipped to receive stereo 
broadcasts. 

SAP is one of the least under- 
stood aspects of stereo TV, the pan- 
el members agreed, noting that the 
NAB survey says that only 15 to 16 
stations, out of some 250 capable of 
MTS broadcasting, are now making 
use of the second audio program ca- 
pability. Arnold Chase says his sta- 
tion is heavily involved in the use of 
SAP, but he also noted that there is 
"a tremendous consumer education 
problem" regarding the definition 
and purpose of SAP. 

One problem Chase noted is that 
television set manufacturers have 
added to the public's confusion by 
labeling the SAP selector button 
"bi- lingual." 

While its most popular use is, ad- 
mittedly, for simultaneous broad- 
casting of a second -language sound- 
track, Chase said other uses abound 
for SAP. These are being ignored 
by the set manufacturers with their 
switch labeling. 

"SAP can be used for alternate 
movie soundtracks," Chase noted. 
"There's always that question -'Do 
we leave in the four -letter words, or 
edit them out ?' Now, a station can 
broadcast both simultaneously, and 
the viewer can decide which to hear 
by using the SAP selector button on 

his stereo -equipped set. 
"SAP can also be used to broad- 

cast a surround -sound soundtrack 
to a movie, when it exists, as well as 
an audio programming guide to let 
viewers know what's on your sta- 
tion that evening, or for dual - 
language public service announce- 
ments," Chase -added. 

Chase and the other panel mem- 
bers chided the hardware communi- 
ty as a whole for not communicat- 
ing enough with broadcasters when 
designing stereo TV sets. Chase sin- 
gled out RCA -manufactured sets as 
having "a glitch" wherein the "set 
(everts automatically to SAP be- 
cause of a pre -set function, and 
starts picking up the second lan- 
guage when it's not wanted, and 
vice -versa." 

"There are Zenith sets that say 
they are "stereo-equipped," noted 
Hal Protter. "But, when you buy 
them, you find out you have to then 
buy a decoder. The decoders aren't 
available in quantity, and they're 
not compatible with each other." 

Television manufacturers not 
only don't communicate with broad- 
casters, the panel charged, but they 
ignore their retailers as well. All 
three panelists agreed that even 
most video hardware specialty store 
sales personnel lacked sufficient 
training to be able to adequately ex- 

plain stereo TV to consumers. 
According to the survey, about 

50% of the broadcasters queried 
said that "getting cable systems to 
pass stereo signals" is a significant 
problem. According to the panelists, 
the solution is twofold. 

"You have to work closely with 
the cable systems in your area, and 
educate them about MTS," said Ar- 
nold Chase, noting that Hartford 
has more than "15% stereo TV pene- 
tration, and all our cable systems do 
a good job of passing MTS and SAP 
signals." 

However, Chase noted, the major- 
ity of cable systems around the 
country are "confused" by SAP, 
and "don't even know if they al- 
ready have the ability to pass the 
signals or not." 

In addition to education, said Da- 
vid Layne, the cable operators need 
to feel more pressure from consum- 
ers and broadcasters before they 
will go ahead with conversion. "As 
more broadcasters turn to stereo, 
and more people buy stereo TVs," 
said Layne, "the cable systems will 
eventually be forced to convert 
their equipment." 

Hal Protter agreed, "Cable sys- 
tems cannot afford to alienate their 
premium channel subscribers, and 
these are the same people who tend 
to be up on the latest stereo TV 

RECOTON'S MULTICHANNEL 
(Continued from page 4) 

he claims, do 7% or 8% of their dol- 
lar volume on accessories. Howev- 
er, with a 40 %-60% markup on such 
goods, they contribute at least 10% 
to the bottom line. 

As for Compact Disc, Borchardt 
is readying the fall introduction of a 
cassette -type device that will enable 
owners of portable CD units to use 
them through their auto systems. 
This CD adapter, to retail at $24.95, 
is inserted in an auto cassette deck, 
and connections on the cassette fit 
into the portable unit. Recoton is an- 
ticipating widespread record dealer 
interest in the device. 

For its CD cleaning products, 

ADAPTER 

Borchardt says the company is at- 
tempting to "dispel the myth that 
CDs don't have to be cleaned." 

In 1969, Recoton went public on 
the Over- The -Counter exchange. 
Last year, the company's pre -tax 
bottom line was a little less than $3 
million on sales of $27 million. A 
year before, it achieved similar prof- 
its on sales of $25 million. 

Since much of Recoton's products 
are manufactured in Taiwan, whose 
monetary system is pegged on the 
U.S. dollar, Recoton has been con- 
fronted with only a slight devalua- 
tion problem on imports, Borchardt 
says. 

CHANGES TO COME TO FLORIDA -BASED ADVENTURELAND CHAIN 
(Continued from page 3) 

holds the title of president. Smith, 
last year's company president, was 
named executive vice president. 
They say their new roles allow Eh- 
man to focus on home office mat- 
ters and Smith to spend more time 
in the field. 

A year ago, the firm was content 
to maintain a lean 500 titles per 
store, but now most franchisees 
say they carry two or three times 
that many. "It's the public demand 
that is happening," says Ehman of 
Adventureland's broader selec- 
tion. "In order to maintain the 
competition, we have to have more 
than 1,000 titles." 

Still, they see home video as a 
hit -driven business. Said one mid - 
western manager, "The first thing 
customers want to know when 
they come into the store is 'What's 
new ?' " Smith cautions that bigger 
inventories don't automatically 
guarantee success, noting, "Our 
top stores do not have 5,000 titles." 

The chain has enjoyed growth 
during the past year, adding 215 
stores and another 180 franchises 
sold but not yet opened. 
Adventureland is now in 47 states, 

with new markets established in 
Massachusetts, New Hampshire, 
Vermont, and New York. At last 
year's confab, Adventureland sold 
167 franchises for a reduced rate; 
Smith says the offer wasn't re- 
peated this year since "it wasn't 
necessary." 

However, Ehman told attendees 
that increased competition among 
video retailers will force the firm 
to investigate other expansion ave- 
nues. "I see a substantial drop -off 
in Adventureland's sale of fran- 
chises -the days of selling 20, 30, 
and 40 a month are gone. We will 
continue to sell 10, 12, maybe even 
as many as 15 per month." 

To ensure future growth, Eh- 
man said the company is looking at 
other rental venues, including 
supermarkets and hospitals. 

Adventureland already operates 
video in 55 Vons supermarkets 
(Billboard, April 19), and plans to 
open departments throughout the 
180 -plus chain. Ehman said his 
company is exploring possibilities 
with other grocery chains, and 
that some franchisees may become 
involved with this expansion. 

He said that hospitals present an 
"unlimited, untapped market" for 
Adventureland. "There are some 
people who tried to get in without 
much or any experience in video," 
said Ehman, who expressed confi- 
dence that his company could suc- 
ceed where others have failed. 

Ehman also pointed to "conver- 
sions" as a viable expansion plan, 
offering the Adventureland pro- 
gram to exisiting mom -and -pop in- 
dependents. Such conversions 
would cost less than the standard 
new franchise fee. Ehman said 
that converted stores will give the 
firm "better market control for 
pricing and better public aware- 
ness" in some Adventureland dus- 
ters. 

Ehman promised attendees vig- 
orous growth through these ex- 
pansion options: "I plan to have be- 
tween 2,500 and 3,000 outlets by 
the summer of '87. We have the 
ability to do that and the ability to 
make it fly." 

technology." 
Protter acknowledged an optimis- 

tic note which he said came from 
HBO. "Just recently," he said, 
"they finally got behind stereo. 
When they started scrambling the 
channel, they also put in two digital 
channels on their head -ends." MTV, 
he noted, which was "veering away 
from MTS just a few weeks ago," 
may now join HBO in seeking to get 
the cable systems which carry the 
service to convert to stereo. 

On the satellite feed issue, Pro - 
tter noted, "There is no standard 
now. Tape is reasonably standard, 
but on satellite, people are using 
compression systems, or different 
ratios of compression, or in the case 

of Hughes (one of the six companies 
putting stereo on satellite), doing 
whatever the individual station 
wants." This lack of standardiza- 
tion, the panel agreed, causes 
broadcasters to miss out on several 
hours of programming each week. 

While the survey states that 
about a third of the stations cur- 
rently broadcasting in stereo also 
air stereo commercials, the panel 
said that almost all stereo commer- 
cials were locally originated, with a 
"disappointingly small number" of 
national advertisers making avail- 
able stereo spots. 

No 
tape delays. 

Getting your 
video tapes to 
the stations on 
time can be a 
lot like a sitcom. 
Gone south. 

And no one's laughing. 
In fact, your whole career is flash- 

ing in front of you. 
So before you suffer through 

another episode of "This Is Your Life;' 

call Western Airlines Cargo. For same 
day or overnight delivery dial 
1-800-638-7387 in the continental U.S., 

(301) 269 -6659 in Maryland. Or 
1-800-368-2390 in Alaska and Hawaii. 

And start channeling more of your 
energy into what goes on the tape, 
and less into where the tape goes. 

Fri 
CARGO 
We 

AWL The only way tofl 
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Nielsen Publishes Disputed 
MIV 4th -Quarter Ratings 

BY STEVEN DUPLER 
NEW YORK A.C. Nielsen, break- 
ing the silence on MTV's fourth - 
quarter 1985 ratings, has published 
a 0.6 rating for the cable channel in 
the latest edition of its National Ca- 
ble Audience Research (NCAR) 
quarterly report. The 0.6 24 -hour 
figure is a drop of more than 30% 
from 1984's fourth -quarter ratings. 

MTV's fourth -quarter numbers 
have been the subject of a four - 
month investigation by the cable 
music channel and the ratings com- 
pany stemming from a dispute over 
sample data (Billboard, Jan. 18). 

Despite the ongoing inquiry, 
Howard Schimmel, research man- 
ager for Nielsen's HomeVideo In- 
dex, says the ratings are included in 
the NCAR report because "we have 
not seen anything yet to convince us 
that these numbers are not good. 
Both Nielsen and MTV have to go 
about [their] business." 

Arbitron Opts 

To List Z -100 

In Winter Book 
NEW YORK Z -100 (WHTZ 
New York) will appear in next 
week's winter Arbitron book, in 
"below- the -line" status. 

The announcement follows a 
federal judge's ruling that Z -100 
had committed a technical viola- 
tion of Arbitron's ratings distor- 
tion policy. The judge opined 
that delisting Z -100 would be 
"unduly harsh," but did not or- 
der Arbitron to relist the station. 

Arbitron's original decision to 
delist the outlet (Billboard, 
March 29) had been challenged 
by Malrite, the Z -100 owner, in a 
suit filed April 8 in federal court 
here (Billboard, April 19). 

Arbitron opted to relist Z -100 
below the line at its own discre- 
tion, stresses Arbitron's Nan 
Myer. 

"We made this decision be- 
cause we respect the view of the 
court," says Rhody Bosley, Arbi- 
tron vice president /radio sales 
and marketing. 

In his statement Thursday 
(17), Judge Robert J. Ward said, 
"Arbitron's ratings distortion 
policy is a valid one." He en- 
joined the officers, agents, and 
employees of Malrite from mak- 
ing "any statement or engaging 
in any activity that would violate 
the policy for a period of five 
years." 

Malrite's suit was dismissed 
without legal fees and with prej- 
udice, meaning that Malrite can- 
not bring another suit of this na- 
ture against Arbitron for five 
years and could be held in con- 
tempt of court if, in a judge's 
opinion, it violated the policy 
again. 

Story prepared by Kim Free- 
man and Denis McNamara. 

MTV and Nielsen had previously 
withheld the publication of all 
fourth -quarter- ratings reports on 
MTV, pending resolution of the 
joint investigation into "the compo- 
sition of Nielsen's metered sample 
for MTV." 

MTV continues to claim that 
"problems with the sample" are re- 
sponsible for the apparent drops in 
the number of 18- to 24- year -old 
viewers (down 20 %) and 12- to 17- 
year -old viewers (down 25 %). 

According to an MTV spokesman, 
"The publication of the NCAR re- 
port in no way diminishes the impor- 
tance of the ongoing investigation." 

Nielsen apparently published the 
ratings in response to pressure 
from cable advertisers after months 
of confusion and speculation. 

"The advertisers rely heavily on 
this report," Schimmel says. "It 
was important its publishing not be 
delayed any longer." 

The new NCAR report, which 
lists fourth -quarter 1985 ratings for 
all rated basic cable services, was 
due for release in February, Schim- 
mel says. "MTV's ratings were real- 
ly the only thing holding it up," he 
says, "and as we want to keep the 
report valuable to the advertisers 
who use it, it was important for us 
to get it out already." 

MTV disputes the veracity of the 
Nielsen figures, but recognizes that 
advertisers have been anxious for 
some published ratings. Ned Green- 
berg, vice president of audience re- 
search for the channel, says, "While 
we at MTV are not convinced of the 
accuracy of the NCAR ratings for 
MTV, the data released ends previ- 
ous unfounded speculation about 
low ratings and provides advertis- 
ers with the specific Nielsen data 
they need." 

MTV's highest quarterly rating 
was a 1.2, posted in the 1983 fourth 
quarter -a period that included the 
channel's exclusive airing of "The 
Making Of Michael Jackson's Thrill- 
er." While the number of homes 
watching a channel indicated by rat- 
ings numbers varies according to a 
number of factors, Schimmel says 
that in MTV's case, each 10th of a 
point indicates 128,000 homes. 

JERRY WEINTRAUB'S surprise exit Monday (14) 
from the top slot at the revamped United Artists Corp. 
after just five months raised immediate questions about 
the fate of its newly revived label division, headed by 
Weintraub appointees Jerry and Bob Greenberg. At 
midweek, however, Bob Greenberg assured callers that 
the record company is still "full -steam ahead. Jerry and 
I are still in the process of interviewing people to staff 
the operation." Freres Greenberg say the blueprint 
calls for a smaller, "custom boutique" label. As for 
Weintraub's disappearing act, a terse handout confirm- 
ing the veteran impresario's departure was subsequent- 
ly backed by the familiar claim of philosophical differ- 
ences between the outgoing chairman and principal UA 
stockholder Kirk Kerkorian. Meanwhile, recently re- 
leased six -month figures for United Artists Corp., 
which only separated from MGM /UA Entertainment 
three weeks ago, showed the company back in the 
black, thanks largely to "Rocky IV." 

SAL LICATA is expected to join RCA Records in a 
newly created slot as president of sales and distribu- 
tion. The move would keep Licata, present executive 
vice president and general manager of Arista, in the 
Nipper family, of course ... Speculation that veteran 
manager and former custom label topper Bob Buziak 
will also pop up in a key RCA post is being dispelled as 
"just rumors" by official sources there, despite printed 
reports of such an appointment ... Also prompting offi- 
cial denials is last week's New York Post blurb claim- 
ing that CBS Records is up for sale, with board mem- 
ber Lawrence Tisch allegedly overseeing negotiations. 

MASSACHUSETTS DEALERS are scrambling to de- 
fuse the potential impact of a proposed bill that would 
curb sale or rental of video product lacking MPAA re- 
view board ratings. Sources say that H.B. 1883, as writ- 
ten, would, ironically, block video titles on child safety, 
exercise, and other unthreatening fare. According to 
Chuck McCauley of Video Ventures in Hingham, 
Mass., a member of the VSDA First Amendment Com- 
mittee, concerned retailers hope to meet with Rep. Bar- 
bara Garay, the bill's sponsor, to outline the potential 
hazards ... The second annual convention for the 
American Video Assn. (AVA) will examine the impact 
of 8mm video and the demise of the Beta format when 
the gathering takes place this week in Scottsdale, Ariz., 
at the Loews Paradise Valley Resort. 

RADIO EXECUTIVES appear relatively unconcerned 
about the Senate payola probe, if panel attendance at 
last week's National Assn. of Broadcasters meeting in 
Dallas is any indication. Only 12 people showed up for 
the payola session, three of them reporters ... Jerry 
Wexler will be keynoter at the upcoming NAIRD con- 
vention, which opens at Chicago's Americana Congress 
Hotel on May 1. 

BOB DYLAN AND TOM PETTY held an often cryptic 
press conference in Los Angeles April 10 to announce 

details of their 22 -city U.S. summer tour. In addition to 
four East Coast stadium shows with the Grateful Dead 
(Billboard, April 19), the trek will reach indoor arenas in 
other markets, with stops to include two Madison 
Square Garden shows, July 15 -16 ... Writer Don 
George, spearheading a drive to obtain landmark status 
for New York's onetime Tin Pan Alley nerve center, the 
Brill Building, claims building owner George Transom 
is willing to establish a "walk of fame" tribute to the 
musical greats associated with the building: Honor 
would take the form of plaques embedded in the side- 
walk, just like those on Hollywood's original "Walk of 
Fame" ... Speaking of which, the late Billie Holiday 
will get her own star on Hollywood Blvd. on July 17. 

VSDA ELECTIONS prompt renewed speculation over 
a number of independent candidates for directors' 
posts. Formal nominations for the slate include Video 
Shack's Arthur Morowitz, Video Place's Frank Bar - 
nako, New Video Center's Steve Savage, Color Shop's 
Robert Smith, and Video Adventure's Brad Burnside. 
Unconfirmed candidates said to be considering separate 
campaigns include National Video's Troy Cooper, 
Sound Video Unlimited's Noel Gimbel, Lasky's Video 
Library topper Andy Lasky, and Reuben Sturman of 
General Video. Latter four campaigned unsuccessfully 
last year, but hope name recognition will help in the 
trade group's new mail -ballot election procedure ... 
MCA /Curb just released a new single, "I'll Pull You 
Through" by Tish Hinojosa and Craig Dillingham, 
with a portion of the royalties earmarked for the Red 
Cross Emergency Disaster Relief Campaign. 

THOUGH NO breakdown of dollar results was avail- 
able, RCA Corp. said its combined music and video 
earnings increased for the first quarter of 1986. Sales 
were up "significantly," reflecting the merger with 
Ariola Records, while the earnings increase was main- 
ly a result of continued strong performance by RCA's 
joint venture with Columbia Pictures to distribute 
home video cassettes ... Telarc says dealers can now 
consider the audiophile label's LP product as having a 
suggested list of $10.98, thanks to lowered retailer 
costs. That's about $2 off the old "list price." And 
speaking of Telarc, Don Dorsey has a top five CD seller 
in "Bachbusters," but he's also represented with a corn- 
position, "Ascent," on the label's other top 10 CD, 
"Time Warp" ... CBS Records has reportedly yanked 
its ad support from Rolling Stone mag in retaliation for 
a news story that lauded a 10 -disk Bob Dylan bootleg. 
Publisher /founder Jann Wenner was said to be un- 
fazed, with the publication's entire record ad business 
only 1.2% of Rolling Stone's annual revenues, according 
to The Washington Post ... Rumor mill hath Warner 
Bros. Records ending its agreement with merchandiser 
Gordon Bennett in favor of a new deal with EEMC .. . 

Sale of the Licorice Pizza chain and 26 western Record 
Bar outlets to Musicland was slated to close Thursday 
(17), barring any last -minute hitches. Price tag was ru- 
mored to be $14 million. Edited by SAM SUTHERLAND 

JVC Begins Constn,ction 0/A CD Plant In Alabama 
NEW YORK The race to expand 
U.S. Compact Disc production ca- 
pacity has a new entry. JVC Ltd. 
says it will build a CD plant in Tus- 
caloosa, Ala., the same city where 
the Japanese firm's American sub- 
sidiary is now constructing a video- 
cassette tape factory. 

The proposed CD facility is ex- 
pected to open next January with an 
initial capacity of 10 million disks 
annually. The plant will be a manu- 
facturing division of JVC America. 
The building will cover about 27,000 
square feet. About 100 workers will 
be employed at the site. 

Since 1985, JVC has operated a 
California -based facility, JVC Disc 
Inc., which edits master tapes for 
CD production, and packages and 
ships finished product around the 
country. 

While JVC Disc Inc. will continue 
these operations, JVC says the Tus- 
caloosa plant will be equipped to 
handle the entire CD production 

process, from mastering and press- 
ing to packaging completed disks. 

JVC Ltd. also operates CD plants 
in Japan which produce 30 million 
disks per year. 

The announcement of the JVC fa- 
cility brings the number of U.S. CD 
plant proposals this year to five. 

Philips /DuPont, EMI /Capitol In- 
dustries, Denon, Warner Bros., and 
LaserVision have all set opening 
dates for facilities at roughly the 
same time frame as the JVC plant. 
LaserVision's proposed plant (Bill- 
board, April 19), also based in Ala- 
bama, has the most ambitious plan: 

an expected capacity of 60 million 
CDs per year. 

Currently, the only U.S. plants ac- 
tually turning out musical product 
on CD are Sony's Terre Haute, Ind., 
factory and the far smaller Laser - 
Vision operation in Anaheim, Calif. 

STEVEN DUPLER 

Porn Paper Urges Citizen Watchdogs 
WASHINGTON The attorney gen- 
eral's Commission on Pornography 
has tentatively decided to urge the 
formation of citizen action groups 
to monitor videocassette rental 
shops for allegedly obscene 
material. 

Such nationwide groups would 
also monitor MTV and other cable 
TV stations, as well as convenience 
stores and newsstands. 

The recording industry is also 
mentioned in the staff report. "Par- 

ents should pay close attention to 
the music their children listen to, 
and recording artists and producers 
should assume responsibility in the 
fare they offer to children," the re- 
port says. 

While a Justice Department 
spokesman says the recommenda- 
tions are "just staff proposals- 
nothing is in final form until June," 
an American Civil Liberties Union 
(ACLU) legislative counsel, Barry 
W. Lynn, calls the proposals "a 

manifesto for a public sex -spy 
network" that would deputize "citi- 
zen zealots." 

The papers also urge stepped -up 
U.S. attorney prosecutions of cable 
TV stations that broadcast objec- 
tionable material, and FCC involve- 
ment as well. 

The ACLU obtained the recom- 
mendations as the result of a suit 
against the Justice Department and 
made them public Wednesday (16). 
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"RAISED ON RADIO.',' THE NEW ALBUM FROM JOURNEY. 
FEATURING THE SINGLE, "BE GOOD TO YOURSELF.'_ 

ON COLUMBIA RECORDS, CHROME CASSETTES AND COMPACT DISCS. 

Produced by Steve Perry. 
Herbie Herbert Management. Inc. 

"Columbia." t are trademarks of CBS Inc. c 1986 CBS Inc 
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Those of you with or without 
children, you'll understand... 

Why this Father's Day 
is worth at 

Feast 
gilt 

one good 
laugh a year. 

Why this 
Father's Dag gift 

gets about 60 million 
of them every week. 

Just in time for Father's Day, Bill Cosby pre- 
sents a brand new album of all new material. It's 
called Those. Of You With Or Without Children, 
You'll Understand. 

As everyone knows, Bill Cosby is the star of the 
highest rated show on television. He's also the top selling 
artist in the history of the comedy record. 

Watch for Bill Cosby's first book, Fatherhood, and a major 
promotional campaign for Those Of You With Or Without Children, 
You'll Understand. 

Produced by Camille Olivia Cosby. 
Available May 27 on Geffen Records and Cassettes. 
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