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CBS/Fox
Sets Vids
At $29.98

BY TONY SEIDEMAN

NEW YORK CBS/Fox Video, the
last holdout on low-price catalog
promotions, is putting 30 titles on
the street April 1 at $29.98.

The CBS/Fox “Five Star Collec-
tion”” will be a “continuing pro-
gram,” offering a flow of product
priced at $29.98, with the titles in-
volved turning over every 90 days,
says Len White, president of CBS/
Fox Video’s American operations.

Interestingly, two of the initial
$29.98 CBS/Fox titles— “Casablan-
ca’” and “The Maltese Falcon”—are
among the similarly priced catalog
releases just marketed by Warner
Home Video Canada, which prompt-
ed concern from CBS/Fox over
their possible sale in the U.S. mar-
ket (Billboard, March 1).

“We've been working on this for
nine months,” says White of the

(Continued on page 98)

Grammys Giving
Thrust to Sales

This story prepared by Earl Paige
in Los Angeles and Geoff Mayfield
in New York.

NEW YORK Whitney Houston
and Phil Collins are leading the
post-Grammy sales pack, according
to music retailers.

For Houston, whose Arista solo
album debut was already selling at
a fast clip, national exposure from
the awards broadcast created addi-
tional momentum. For Collins’
multi-award winning “No Jacket
Required,” though, the Grammy

(Continued on page 107)

MORE KEY LABELS SEVER INDIE TIES

BY IRV LICHTMAN

NEW YORK The major record
manufacturers last week put most
independent record promotion on
hold.

On the heels of official suspen-
sion of all indies by Capitol-EMI and
“some” by MCA a week before (Bill-
board, March 8), all other labels
with branch operations said they
had in one form or another ended
associations with independent pro-
motion.

On Monday, the WEA labels and
RCA/Ariola International, said
they would totally discontinue the
use of independents, while Wednes-
day saw partial defections from in-
die ranks reported by CBS, Poly-
Gram and A&M.

On Thursday, Chrysalis, a label
distributed through CBS branches,
said it would “limit our use of such

promoters as appropriate” as an in-
terim measure of concern. The label
also said it welcomed a “thorough
and expeditious investigation of
these allegations by appropriate
law enforcement agencies.” Re-
ports that Motown, distributed by
MCA, had dropped independents
could not be confirmed.

Although public perceptions cre-
ated by NBC News reports of deep-
seated independent promotion ties
to organized crime appeared to be a
sufficient spur to label action, evi-

dence of a federal probe created
more intense pressure to deal with
the matter.

Joel Schoenfeld, counsel to the
Recording Industry Assn. of Ameri-
ca, was scheduled to answer a fed-

e Reaction, p. 3;
e Commentary, 10

eral grand jury subpoena here
Thursday (6) requesting all informa-

tion, whether in printed, audio or vi-
sual form, pertaining to indepen-
dent promotion practices in the re-
cording industry. Schoenfeld,
however, entered a New York hos-
pital Thursday morning for back
surgery.

A spokesman for RIAA said the
trade group complied with the sub-
poena by sending documents to the
federal court at Foley Square by
messenger.

There was some informed sug-

(Continued on page 106)

Radio: Majors Must Boost Local Staffs

BY KIM FREEMAN

NEW YORK “I believe local label
promotion people have been getting
the shaft for the last few years,”

ADVERTISEMENTS

says WBZZ Pittsburgh program di-
rector Nick Bazoo.

Bazoo’s comment is typical of ra-
dio’s reaction to the current stir
over independent record promotion.
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(For radio trade group reaction, see
page 106.) Much of the reaction
from radio includes the hope that
the indie suspensions by the majors
will result in better in-house promo-
tion services at the labels and larger
local staffs.

That hope is pegged to the belief
that the industry is taking the pay-
ola allegations more seriously than
it has in the past, thanks to network
television and print media attention.

Bazoo sees a bright side to the
fast-developing events that could
move the industry away from wide-
spread use of indies.

“When [ was in San Francisco
[with KMEL], the going salary for
locals was $30,000 a year. Have you
ever tried to live in San Francisco on
that? It’s impossible.

“What I've heard from labels,”
Bazoo continues, “is that they’ll be
beefing up their promotion staffs.

(Continued on page 16)
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Windham Hill Records Sampler ‘86
Selections from the Windham Hill Records Album Catalog

Philip Aaberg/Darol Anger-Borbara Higbie Quintet/Scott Cossu with Eugene Friesen
Malcolm Dalghish/Intenior/Mork Isharm/Michael Manrng/Mike Marshall and
Darol Anger/Shadowtax/Ira Stein and Russel Walder/Liz Story

Music that doesn't pretend to be anything other than what it is.
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Labels Unsure of Promo Moves
Impact on In-house Staffs Appears Negligible

BY FRED GOODMAN

NEW YORK Major labels are
hedging their bets as to whether the
suspension of independent promo-
tion will result in any significant
changes in the alignment of their in-
house promotion departments.
Although the larger labels like
Warner Bros. and Columbia main-

tain combined national and regional
promotion staffs of more than 50
employees each, most decline to dis-
cuss their plans, citing competitive
factors.

“There have been no discussions
about promotion department re-
alignments,” says Capitol/EMI
spokesman Sue Satriano. Like most
other label representatives, she

f- RN
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This story prepared by Kip Kirby
wpnd Edward Morris,

sNASHVILLE The record com-
munity here is grudgingly follow-
ing corporate directives to drop
Juse of independent promoters but
is resentful of the situation, insist-
ing country has no payola prob-
Jems,
. 'The immediate effect of the ban
appears to be shifting the burden
“of paying indies from recdrd com-
panies to artistz and publishers.
Capitol/EM] has suspended the
cuge of both independent promot-
~ers and marketing services, MCA,
sWarner Bros,, RCA, and CBS have
- eeased using indie promoters.
New MNashville PolyGram chief
Steve Popovich says he has re-

LR W e

“Nashville Wants Indies

eetved a memo on the issue from
label headguarters but has not yet
stopped using indies.

“1 flew to New York yesterday
to try and persuade John Betan-
court and Dick Asher to let us eon-
tinue using independent promo-
tion peopile,’” Popovich says.

MTM, dizstributed by Capitol,
amd Compleat, distributed by Poly.
{iram, both say it's business as
usual with their corps of indies.

(Jne Nashville promoter esti-
mates that 15-20Hndie country pro-
motion peaple will be directly af-
fected by the major labal suspen-
B0,

And executives at the majors
say that while there are no imme-
diate plans to heef up in-house pro-

(Contirued on poge 106)
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says information on the size of the
company’s promotion staff is “com-
petitive information that we don't
like to give out.” Similarly, a CBS
spokesman terms promotion ‘‘a
marketing strategy area,” adding
that “we always put a cloak over
our marketing plans.”

At Warner Bros., Bob Merlis, vice
president and director of publicity,
says the industry’s across-the-board
suspension of indie promotion
should place the label on an equal
footing with its competitors, and
that no internal realignment is
called for.

“The competition isn’t going to be
using indies, so we're on a par,” he
says. “I don’t see any additional du-
ties for our promotion staff.”

Merlis adds that the company’s
in-house promotion department has
remained the same size during the
last five years. That department in-
cludes 50 regional promotion staff-
ers, of which 29 handle adult con-
temporary and top 40 records and
another 14 work black records ex-
clusively. Warner Bros. employs an-
other 20 people in national promo-
tion at its Burbank headquarters.

In New York, sister labels Elek-
tra and Atlantic have between 30
and 40 promotion staffers apiece.
The California-based Geffen Rec-
ords, which has been marketed by
Warner Bros., is in the process of

(Continued on page 106)

Despite Plethora of Rumors to Contrary
No New Payola Evidence, Says Committee

WASHINGTON The House Sub-
committee that dropped a three-
month preliminary investigation of
payola and plugola charges in 1984
for lack of “credible evidence’ has
received no new information since
that time, according to a staffer in-
volved in the inquiry.

‘“All we've received this past
week is press calls,”” says Pat
McLain, a counsel for the Subcom-
mittee on Oversight and Investiga-
tions. McLain says all of the calls
were in response to the recent NBC
“Nightly News” television report
and the subsequent followup arti-
cles in several dailies and the trades
(Billboard, March 8).

“But, no, we haven’t heard from
anyone coming forward with new
allegations,” he says.

In 1984, the subcommittee staff
was asked to determine whether the
allegations were significant to war-
rant the undertaking of a complete
investigation by the Subcommittee,
which is chaired by Rep. John D.
Dingell (D-Mich.).

The conclusions of the staff inqui-
ry were that so-called “paper adds,”
(the reporting of records to the
trades that do not actually receive
airplay, while not illegal under the
payola statutes) do make the broad-
cast industry ‘“‘susceptible to im-
proper relationships between pro-
moters and radio stations.” But it
found “no credible evidence of spe-
cific incidents of improper or illegal
activity” and did not recommend a
full investigation.

Apparently, while the names of
several independent promoters who
allegedly engaged in illegal behav-
ior were mentioned in inquiry inter-
views, no one was able—or will-

ing—to testify as having witnessed
wrong-doing. .

The Subcommittee’s doors were
left wide open to anyone willing to
step forward during the 17 months
that have passed, McLain says. “We
made it clear that if we were able to
find any evidence, or anything sub-
stantial, we would go to Dingell at
once.”

McLain says he read in one press
account of an individual who told a
reporter that the current spate of
news stories and grand jury investi-
gations will make ‘“Watergate look
like a picnic.” Recalls McClain, “He
was one of the first people we inter-
viewed. He couldn’t come up with
any evidence either.” BILL HOLLAND

DJ Mugged After NBC Report

Gox Airs from Hospital

NEW YORK Popular Miami air
personality Don Cox, who gained
national attention in the NBC
“Nightly News” report on alleged
payola in the music industry, went
on the air from a hospital bed last
Tuesday (4) to assure listeners he
was alive and well.

Cox apparently was attacked af-
ter leaving radio station WINZ the
evening of Feb. 27—just 72 hours
after appearing in NBC's controver-
sial news segment linking orga-
nized crime to independent record
promoters.

Cox’s whereabouts and his medi-
cal condition were being kept a se-
cret. Sources claimed he was beaten
and slashed in the mugging.

Miami police denied any report of
the mugging, and it was unclear
whether the attack had anything to
do with Cox’s statements about pay-
ola on the news broadcast.

Mike Horn, vice president of Guy
Gannet Broadcasting and acting
GM at WINZ, said, “As far as we
know, [Cox] left the station Thurs-
day evening after his shift and was

mugged.”

The Fort Lauderdale News re-
ported last Wednesday (5) that Cox
had gone on the air the previous af-
ternoon live from his hospital bed in
Miami. Cox told listeners: “The re-
ports of my demise have been great-
ly exaggerated.”

Horn indicated that Cox “will re-
turn to work shortly, but we haven’t
set a date for his return.” He said
Cox is “fine and recuperating.”

Cox’s lawyer, Robert Hertzberg,
said his client had no comment on
the situation.

Cox was one of only two industry
figures interviewed on-camera in
the initial NBC report. Pointing out
that Cox had had a drug problem,
NBC quoted Cox as saying he had
to turn away independent record
promoters who offered him cash
and cocaine.

Following the broadcast, station
representatives speculated that Cox
was not aware that NBC intended
to use the interview as part of a
larger report on the music industry
(Billboard, March 8).
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Philips & Sony Devise Interactive CD Ware

Development is Expected to Help Set Standards

BY SAM SUTHERLAND

SEATTLE Philips and Sony have
unveiled the next generation of
Compact Disc software, “CD-1,” as
an interactive, audio/visual medium
intended for consumer and profes-
sional applications. Formal an-
nouncement of the standard, which
builds upon the existing CD co-deve-
lopers’ CD-ROM (Read Only Memo-
ry) formats, was made a week prior
to the Microsoft CD-ROM Confer-
ence here, with more detailed tech-
nical specifications to be unveiled
during that event.

The arrival of CD-I underscores
the present move toward a univer-
sal file standard for CD-ROM prod-
ucts, thus far spurred primarily by
the industrial computing industry,
the publishing trade, and other busi-
ness groups. Although the Compact
Disc has inherent ability to address
applications beyond the basic audio
storage seen for the consumer CD,
lack of a single file standard for CD-
ROM software has become a devel-
opmental bottleneck.

Because present generation CD-
ROM software must be used on spe-
cific CD-ROM drives, industry ob-
servers have recently pushed for
the creation of a universal filing
scheme to enable all CD-ROM disks
to be played back on any CD-ROM
player or drive.

CD-1I, known internally and by li-
censees as the ‘“green book” stan-
dard, follows two prior CD-ROM
modes introduced by Sony and Phil-
ips. According to Dr. R. Bruno, re-
search and development director for
Philips in Holland, CD-I is an exten-

sion of the second of these software
formats, but additionally provides
for a host of layered audio, video,
graphic, and text applications.

Dr. Bruno’s presentation of the
new format, delivered here Wednes-
day (5) as part of the morning gen-
eral session at the Seattle Sheraton,
stressed CD-I's versatility for a
wide array of industrial applica-
tions. During his speech afterward,
however, the Philips executive re-
peatedly stressed the consumer
market as a primary target.

CD-I software can provide true

multimedia applications combining
full motion visuals, color still-frame
images, graphics, text, and five dif-
ferent levels of audio, ranging from
“mid fi” mono for speech applica-
tions to high-quality stereo.

As such, CD-I software is expect-
ed to run on stand-alone consumer
players, and in personal computers
with suitable drive units. He says
Philips expects to offer a consumer
CD-I device sometime in 1987, indi-
cating the product will be designed
to interface with TV monitors and

(Continued on page 104)

Facility Will Press CD, ROM, Laserdisk Product
Discovery Systems Readies Plant

NEW YORK Discovery Systems
says it will begin commercial pro-
duction of Compact Discs by the end
of the year in a plant it is now com-
pleting in Dublin, Ohio, near Colum-
bus.

The data systems company says
that ‘“demonstration”” CDs will

More disks on
the way, page 103

come off its production line in “late
summer.” Client orders will be solic-
ited at that time, says Jeffrey M.
Wilkins, founder and president of
Discovery Systems.

Five presses will be installed in
the facility, says Wilkins, and he
projects a relatively small eventual
production rate of 5 million CDs a

year. In 1987, no more than 2 million
are planned.

Wilkins regards his prime market
to be smaller to mid-sized labels.

Pressing costs will be ‘“‘competi-
tive,” says Wilkins. He pegs current
delivery estimates at $2.75 to $3 per
CD, a figure that would include
printing but not packaging.

The Discovery Systems plant will
also engage in CD-ROM and 12-inch
laser videodisk production. Audio
CDs are being given priority be-
cause of the configuration’s rapid
growth and the present inability of
established manufacturers to meet
demand, says Wilkins.

The CD encoding equipment used
comes from Sony in Japan, says
Wilkins. The presses are manufac-
tured in Canada. IS HOROWITZ

‘Fresh Faces’to Appear at Senate Hearing
Subcommittee Reconsidering Taping Bill

BY BILL HOLLAND

WASHINGTON The Senate Copy-
right Subcommittee, apparently
convinced that an antiduping chip in
cassette decks and non-copyable,
encoded recordings provide a tech-
nological alternative to the home
taping royalty bill, has scheduled
another hearing on the home taping
issue for Tuesday (25).

Although no witness list has been

prepared, a subcommittee spokes-
man says that representatives of
consumer electronics manufactur-
ers will be asked to testify and give
opinions about the “feasibility, the
viability’’ of the technological
scheme. Representatives of the Re-
cording Industry Assn. of America
(RTAA) and CBS Labs, which devel-
oped the system, will also appear,
although the spokesman says
“we’re asking for some fresh faces”

ready been signed by producer Mi-
chael Hurll for the-annus! Mon:
trenx Rock Pestival this May, 3

at the same time as the Swiss éity
stages the First International Mu-
sie & Media Conference, May 7-10,
organized by Furotipsheet {Music
& Media) in conjunction with Bill-
board and the Montreux Gulden
Rose 1986 Festival, .

E

ducer of BEBC-TV's “Top Of The
Paps,"” “are Genesis—currently
with a new single and LP—Billy
Ocean, Joe Jackson, Daryl Hall,
ELO, Whitney Houston, Queen, a-

Top Pop at Mantmux

MONTREUX - Twelve ma]nr in
ternational pop names have al- -

The event is being recorded here
» than 100" million viewers in ‘some

Contracted 2o far by Hurll, pro-- :
.. presentation of awards to winners

 ha, Elvis Costello, the Thompson
Twins, Roger Daltrey, and Patti » May 8 & 9.

LaBelle
Recordmg of the roek event wﬂl
be in the Montreux Casino on May
8,9, and 11, Hurll says he is nam-
ing an additiorial dozen names in
the next week or so, and the show
will also present eight newer inter-
5 natmugl talents, chosen by Hurll
in conjunction with-Music & Media
-and Billboard. .
" A new feature in thé rock tele-
cast,. which will be seen by more

25 eountries, will be the formal

in the International Music Video
Festival, which is inauguratedasa
key part of the International Mu-
sic & Media Conference. The con-
ference itself runs-over two days,

v

on both sides.

The pending Senate bill, S. 1739,
was introduced Oct. 4 by Sen.
Charles McC. Mathias (R-Md.), who
is also the chairman of the Copy-
right Subcommittee. That measure
exempts non-commercial home tap-
ing from copyright infringement
and places a royalty fee on cassette
recorders and blank tape normally
used to copy music.

S. 1739 has faced a fierce fight,
both in an Oct. 30 hearing (Bill-
board, Nov. 9) and behind the
scenes. The consumer electronics
companies have vowed to fight such
a bill and to spend millions in lobby-
ing dollars to defeat it. The antibill
Audio Recording Rights Coalition
(ARRC) argues that the royalty
burdens the consumer and that
most home taping is done by music
fans who simply wish to rearrange
tunes on tapes—in other words,
that home tapers who tape off the
air and from the records of others
are in the minority.

Mathias, according to the spokes-
man, “has no plans” to introduce a
technological amendment to the
pending bill or to introduce legisla-
tion to mandate antiduping chips.
“The point [of the hearing] is to find
out whether it’s feasible to have a
marketplace solution to this prob-
lem.”

The chip was developed by CBS
Labs in 1982. The system requires
that chips be placed in tape decks,

(Continued on page 106)

Signing Ceremonies. Billboard publisher and editor-in-chief Sam Hoidsworth
congratulates WPLJ-FM New York morning man Jim Kerr, right, on his signing
as anchor for the new Billboard Entertainment News Network. Looking on are
Brian McFadden, the network's executive producer for R&R Syndications, and
Kim Freeman, Billboard's assistant radio editor.

E xecutive Turntable

RECORD COMPANIES. Columbia Records promotes John Fagot to vice presi-
dent of promotion and names Ruben Rodriquez vice president of black mu-
sic and jazz promotion in New York. Fagot was national director of singles
promotion. Rodriquez was vice president of black music promotion and
marketing at Island Records. In Los Angeles, Jamie Young is appointed
Records Counsel in the records section of the legal department of CBS Inc.
She was associated with the law firm of Golenbock and Barell.

Wayman Jones is named national director of urban and black music pro-
motion for PolyGram Records in New York. He was Northeast/North At-
lantic regional promotion manager for the label.

The David Geffen Co. in New York appoints Jim Walker chief financial
officer, responsible for fiscal matters covering the full spectrum of the
company’s activities, including Geffen Records. He was vice president and
controller for Warner Bros. Records.

Larry Silver is promoted to director of financial administration at Elek-
tra Records in New York. He was manager of that area. Also, Carol Fried-
man resigns as creative director for the label to establish her own company,
which will provide full-scale visual services for recording artists.

RODRIGUEZ

FAGOT JONES

WALKER

Wolfgang H. Munczinski is appointed head of public relations and pub-
licity for PolyGram, West Germany. He was director of the international
public relations campaign for Compact Disc.

HOME VIDEO. Rana Arons is promoted to vice president of creative develop-
ment and acquisitions at Active Home Video in Beverly Hills, Calif. He was
vice president of operations.

Embassy Home Entertainment names Constance Mantle manager of
video post-production and Alison Ayers manager of contract administra-
tion in Los Angeles. Mantle was general manager of Rave Productions.
Ayers served in a similar capacity at Media Home Entertainment.

International Video Entertainment appoints Randy West media consul-
tant in Los Angeles. He will continue as national programming consultant
for KMGG radio.

PRO AUDIO/VIBED. Adrian Bailey becomes sales and marketing director DEC
Ltd., Mitsubishi’s Pro Audio Group in the U.K. He was with Neve Interna-
tional.

Charlex, the New York-based video production company, appoints Dale
Eldridge Midwestern representative. He was working with print and broad-
cast campaigns for a number of nationally known companies.

Southern Tracks Recording Studio in Atlanta, Ga., names Russ Fowler
chief engineer and Greg Archilla assistant engineer. Fowler was with
Stone Mountain Music. Archilla was with Reynolds/Perry booking agency.

PUBLISHING. Kevin Lamb is appointed vice president and general manager
of Maypop Music, the publishing division of Wildcountry in Nashville. He
served in a similar capacity for the music publishing division of Wishbone
Inc.

RELATED FIELDS. The Howard Bloom Organization in New York promotes
James Sliman from an account executive to senior account executive.

Alexis H. Sarkisian is named director of global marketing for John Dore-
mus Inc./Music In The Air in Chicago, Ill. She was with WMAQ-TV.
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Island Refocuses from Music to Movies
Staff Cuts May Virtually Close West Coast Office

BY SAM SUTHERLAND

LOS ANGELES Island Records
founder Chris Blackwell cites spi-
raling pop marketing costs and Is-
land Pictures’ stepped-up involve-
ment in motion pictures as factors
behind recent realignments in Is-
land’s label operations.

Substantial staff reductions in Is-
land’s U.S. record company, includ-
ing the virtual elimination of West
Coast offices here, paralleled a re-
cent top-level change in the London-
based parent company, where Clive
Banks stepped in as president. But
Blackwell flatly denies rumored
bankruptey filing here and dismiss-
es speculation that he will withdraw
from the music industry to focus
solely on movies.

Instead, says Blackwell, he’s re-
turning to the independent business
style that characterized Island’s
early years in the U.S. market,

while applying the same sensibility
to building his motion picture distri-
bution and marketing operation.

“What we were trying to do a few
years ago was become a major inde-
pendent [label] in America,” he
says. “We don’t, we haven’t, and I
don’t think we ever will have suffi-
cient mainstream product to sustain
ourselves in that role in the way
that, say, A&M has.”

Island, which started licensing
masters to U.S. labels in the late
'60s, first brought its label to the
American market via a custom-label
deal with Capitol in the early '70s. A
subsequent switch to independent
distribution found the company
ramping its release schedule to pro-
vide adequate product flow, but
Blackwell acknowledges overexpan-
sion through his subsequent return
to major label distribution, and a
scaled-down U.S. label, later in the
decade. Following a pact with

Unlikely ‘Grews’ Strike Gold
With Singles’ Gertifications

BY PAUL GREIN

LOS ANGELES Two unconven-
tional singles were certified gold in
February by the Recording Indus-
try Assn. of America (RIAA). The
Chicago Bears Shufflin’ Crew’s rap
hit ““Super Bowl Shuffle” topped
the million sales mark on Feb. 11.
Doug E. Fresh & the Get Fresh
Crew’s “The Show” was certified
gold on Feb. 27 for sales of 500,000
12-inch records.

“The Show’’ is only the sixth 12-
inch single to be certified gold by
the RIAA, following Barbra Strei-
sand & Donna Summer’s “No More
Tears (Enough Is Enough),” Kurtis
Blow’s ‘“The Breaks,”” Frankie
Smith’s “Double Dutch Bus,"”’
Afrika Bambaataa & the Soul Sonic
Force's “Planet Rock,” and Madon-
na’s “Angel”’/“Into The Groove.”

Both of February’s gold singles

were released on small local labels
and picked up for distribution by na-
tional labels. “The Show” was re-
leased on Jersey City, N.J.-based
Reality Records, and distributed by
Fantasy; “Super Bowl Shuffle” was
issued on Chicago-based Red Label
Records, and distributed by Capitol.

Fantasy had several other Febru-
ary certifications to celebrate, in-
cluding the label’s first certified
platinum album-Creedence Clear-
water Revival’'s “Chronicle (The 20
Greatest Hits),” released in March,
1976. CCR notched eight previous
gold albums, six of which reported-
ly topped the million sales mark, but
they were all released prior to the
inception of platinum awards in
1976. )

Fantasy also earned two gold al-
bums in February: CCR’s “The Con-
cert,” recorded in 1970 and released

(Continued on page 98)

NEW YORK Hichard Manuel,
kevboardist, singer, and songwrit-
er with The Band, was found dead
fast Tuesday (4} in 2 Winter Park,
Fla., motel room, apparently a sui-
cide by hanging, The incident oc-
curred during the reunited
group’s latest tour.

Manuel, born in Ontario on
| April 8, 1944, began his musical ca-
reer in the late '50s when he and
follow Canadians Robbie Robert-
son, and Garth Hudsen, along
with American Rick Danko,
played backup for rockabilly sing-
er Ronnie Hawkins,

Later, in the mid-'60s, the group
achieved notoriety as Bob Dylan’s
touring and recording backup
band; it was during that period
that the band changed its name
from The Hawks to The Band and
relegzed ity debut Columbia al-
bum, "Musie From Big Pink” in
1968,

“_Eand Pianist: An Apparent Suicide

Richard Manuel Found Dead

While he was by no means the
primary songwriter for The Band,
Manuel did compose some of Lhe
mosl haunting ballads the group
recorded, inclading “Whispering
Pines" and “When You Awake "
One of his most stirring composi-
tians was a collaboration with Bob
Dwlan, "Tears Of Rage.” featured
on the first album.

The Band played itz final perfor-
manee on Thanksgiving Day, 1976,
an event decumented in Martin
Seorsese’s acclaimed documentary
film, “The Last Waltz."

Manuel was reported to have
had drug and alecohol problems
throughout the 'T0s. It is not
known if these could have played a
role in his death; a toxicology re-
port was being prepared by the
Orange County, Fla., medical ex-
aminer's office at presstime.

Warner Bros. Records, he again
tested the water with indie distribu-
tors, but returned to the WEA fold
via his present deal with Atlantic.

Now Blackwell says that the per

project cost of releasing, promoting,
and marketing mainstream pop re-
cordings dictates a more stream-
lined approach. “In my opinion, to-
day, if you feel you have a great act
with mainstream potential, the total
cost for an album and the necessary
singles is a million dollar decision,
which means you’d better sell
through several million albums.

“For a company like us,” he says,

“if you make a couple of mistakes,
it’s goodbye. We’re not owned by
somebody who makes light bulbs.”

(Continued on page 107)

Say it With Awards. Sammy Cahn, left, lyricist and president of the National
Academy of Popular Music, meets with writer Jimmy Webb and Maria Elena
Hotlly (widow of Buddy) during an awards dinner in New York, where both Webb
and Hotly, among others, were elected into the Academy’s Hall of Fame.

CHAR

by Paul Grein

STARSHIP’S “Sara’”’ jumps to
No. 1 on this week’s Hot 100, four
months after the group topped
the chart with the Grammy-nomi-
nated “We Built This City.”” Thus
the group, which went 20 years
without a No. 1 single, has now
notched two chart-toppers back to
back.

Starship’s album ‘“Knee Deep
In The Hoopla” holds at No. 7 in
its 12th week in the top 10 on Bill-
board’s Top Pop Albums chart.
“Knee Deep” is the 15th album so
far in the '80s to yield two No. 1
singles—but only the third to do
so without reaching No. 1 on the
album chart. In this regard, it fol-
lows Blondie’s ‘“Autoamerican,”
which peaked at No. 7, and Daryl
Hall & John Oates’ ‘“Private
Eyes,” which peaked at No. 5.

The 12 other albums so far in
the '80s to spin off two or more
No. 1 singles all reached No. 1
themselves: Queen’s ‘‘The
Game,” Men at Work’s “Business
As Usual,” Michael Jackson’s
“Thriller,” the “Flashdance”
soundtrack, Lionel Richie’s
“Can’t Slow Down,” the “Foot-
loose” soundtrack, Prince & the
Revolution’s ‘““Purple Rain,”
Wham!’s “Make It Big,” Phil Col-
lins’ “No Jacket Required,” Tears
for Fears’ “Songs From The Big
Chair,”” Whitney Houston’s
“Whitney Houston,”” and Mr. Mis-
ter’s ‘““Welcome To The Real
World.”

“Sara’” is the fourth consecu-
tive No. 1 pop hit distributed by
RCA, following singles by
Dionne & Friends, Whitney
Houston, and Mr. Mister. RCA
and its distributed labels also ac-
count for four of this week’s top
five pop hits, and six in the top 10.
RCA, Arista, and A&M each ac-
count for two of the label group’s
six top 10 singles.

ELTON JOHN this week earns
his 20th top 10 pop hit as ‘“‘Nikita”

jumps three notches to No. 10.
And that total doesn’t even count
Elton’s involvement in the all-star
quartet Dionne & Friends.

This is Elton’s first top 10 hit
produced by Gus Dudgeon since
“Sorry Seems To Be The Hardest
Word” in January 1977. Over the
years, Dudgeon has produced a
commanding 16 of Elton’s 20 top
10 singles. That’s all of them ex-
cept 1979’s “Mama Can’t Buy You
Love” (produced by Thom Bell),
1980’s ‘““Little Jeannie’ (co-pro-
duced by Elton and Clive Franks)
and 1984’s “I Guess That’'s Why
They Call It The Blues” and “Sad
Songs’’ (both produced by Chris
Thomas).

“Nikita” was co-written by EI-
ton and Bernie Taupin, who have

RCA is topping
the Hot 100

collaborated on 17 of Elton’s 20 top
10 hits. The only exceptions: 1975's
“Lucy In The Sky With Diamonds”
(written by Lennon & McCart-
ney), “Mama Can’t Buy You Love”
(written by Bell & James), and
“Little Jeannie” (co-written by El-
ton and Gary Osborne).

Taupin has a second hit in this
week’s top 10: Heart’s ‘““These
Dreams,” which jumps to No. 2.
The song is almost certain to be-
come Taupin’s second No. 1 hit
away from Elton, following Star-
ship’s “We Built This City.” Tau-
pin co-wrote both of these smashes
with Martin Page.

PRINCE wrote or co-wrote four
songs in the top half of this week's
Hot 100. Prince & the Revolution’s
“Kiss,” which leaps to No. 15; the
Bangles’ “Manic Monday,” which
jumps to No. 19; Sheila E.’s “A
Love Bizarre,” which drops to No.
27; and Meli’sa Morgan’s “Do Me
Baby,” which inches up to No. 46.

" Fool” and “Uh-Huh.” “Scarecrow”

Prince wrote ‘““Manic Monday”
under the pseudonymn Christo-
pher. It’s almost certain to become
his second top 10 hit written under
a pen name, following Sheena
Easton’s “Sugar Walls,” which he
wrote as Alexander Nevermind.

Fred Shaheen of Toledo adds
that in addition to Prince’s own
songs, his influence is evident on
several other releases, including
current hits by Ready For The
World and Ta Mara & the Seen.

FAST FACTS: “Whitney Hous-
ton” holds at No. 1 on this week’s
Top Pop Albums chart for the sec-
ond straight week. In addition to
the album’s many other distinc-
tions, cited last week, we might
add that it’s only the fifth debut al-
bum by a female vocalist to reach
No. 1 in the past 30 years, follow-
ing “The Singing Nun,” Bobbie
Gentry’s “Ode To Billie Joe,” Ro-
berta Flack’s “First Take,” and
Stevie Nicks’ “Bella Donna.”
John Cougar Mellencamp’s
“R.0.C.K. In The U.S.A.” jumps to
No. 6 on this week’s Hot 100, be-
coming the third top 10 smash
from “Scarecrow.” That's a new
record for Mellencamp, who picked
up two top 10 hits from each of his
two previous albums, “American

has also become Mellencamp’s lon-
gest-running top 10 album: It's al-
ready logged 24 weeks in the top
10, compared to 22 for “Fool.”

Rene & Angela’s “Your Smile”
jumps to No. 1 on this week’s Hot
Black Singles chart, becoming the
Mercury act’s second No. 1 black
hit in the past eight months. The
duo topped the chart last July with
“Save Your Love (For #1).”

Phil Collins’ “No Jacket Re-
quired” leaps 16 notches to No. 30
on this week’s Top Pop Albums
chart in the wake of being named
this year’s Grammy winner for al-
bum of the year. The album is also
being boosted by the release of a
fourth single, “Take Me Home,”
which enters this week’s Hot 100
at No. 73. Both of Collins’ two pre-
vious solo albums also move up
this week, with “Hello, I Must Be
Going” bulleting to No. 165 and
“Face Value” rebounding to No.
135.
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UNDERCOVER York Management York Photography Studio
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Album features the
hits It’s Only A Dream
and It’s On Me.

Dr. York’s It’s Only A Dream
and It’s On Me also available
on videocassette. Pick It Up!
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Pnternational

U.K. Industry Group Report

Year’s Delivery Figures

BY PETER JONES

LONDON Total value of records
and prerecorded cassettes delivered
to the trade in Britain last year was
up 14%, to $525.14 million, according
to figures now being readied by
British Phonographic Industry
(BPI).

LPs were down by 2%, just half
the drop registered in singles ac-
tion, but cassettes were up 22.3%.
The Compact Disc beat all projected
turnover for the year by hitting the
3.1 million-unit mark, with a total
value of $26.9 million.

In the fourth quarter of the year,

‘The figures
announce the
domination of the
vinyl disk’

cassettes were five million units
ahead of the LP, passing LP deliver-
ies for the first time in the compara-
tively light July-September quarter.

Says Peter Scaping, BPI general
manager: “The figure emphatically
announces the domination of vinyl
disks. For the year as a whole, 55.4
million cassettes were delivered, an
increase of 22.3% over 1984. But the
average price was only 1% up, put-
ting total value at $179.75 million,
23.5% better than in 1984.

“The attractions of price, conve-
nience, and quality have maintained
a volume cassette market to comple-

ment the expansioﬁ of Compact
Disc sales and underpin the invest-
ment in new technologies, which
BPTI’s generic advertising campaign
has been designed to support.”

Of CDs going over the three mil-
lion mark, Scaping says: “Some of
the demand last year was met by di-
rect importation, and although no
precise figures are available, this
supplementary trade buying must
have been very important in meet-
ing consumer demand near Christ-
mas.

“In the past, our trade delivery
figures have not normally taken full
account of parallel imports, but the
CD year-end figure of 3.1 million
units includes an estimate for them
so the growth is properly reflected.
Value, at $26.9 million, is over 5% of
the total market.”

Scaping adds that the contraction
of the singles market by 4%, or 3.2
million units, “simply reflects the
extraordinary performance of the
Band Aid record a year ago.” Sin-
gles volume was 73.8 million units,
the value of which was up 4%, to
$114.9 million.

He rates the LP performance as
“resilient,” only 2% down, to 53 mil-
lion units, with value up 3%, to
$203.5 million.

Using an exchange rate of $1.40
to the pound sterling for the survey,
the average trade price of singles in
1985 went up 8.8% during the year,
to $1.55; LPs up 5%, to $3.84; cas-
settes up just 1.3%, to $3.25; and
CDs up 11.3%, to $8.66.

S U.K. Record Labels Expected to Sustain Production Output

Videoclips Show Meager Return for Gosts

BY NICK ROBERTSHAW

LONDON British record compa-
nies will be lucky to claw back more
than 5% of the estimated $15 million
a year they spend on videoclip pro-
duction, an industry workshop here
has been told, despite the growing
range of opportunities for their
commercial exploitation.

Figures compiled by the Assn. of
Independent Producers trade group
for a Thorn EMI-sponsored work-
shop on “The Practicalities of Pop
Promos” indicate that over 500 clips
were produced in the U.K. last year.

The average cost was around
$30,000—but actual budgets varied
enormously, from as little as $4,500
to as much as $250,000.

The great majority were commis-
sioried from independent production
companies, but a few companies, no-
tably Island/Stiff and EMI’s Pic-
ture Music International, produced
more than 50% of their clips in-
house. Among major labels, CBS/-
Epic was the most prolific promo
maker with 90 clips last year, fol-
lowed by PMI with 67. Virgin made
61, Phonogram 36, Island/Stiff 33,
RCA and WEA 30 each and Chrysa-
lis 25, according to AIP.

Most companies expect produc-
tion numbers to remain constant in
1986, with the exception of WEA,
which estimates its output will rise
to 50 clips this year.

AIP lists a number of current and
potential uses for promo videos, in-
cluding cable and satellite transmis-
sion, home video compilations, video
jukeboxes, and theatrical screen-
ings. But it notes: “Although com-

-Part of Forthcoming C’Right Reform White Paper

British to Impose Audio Tape Levy

LONDON The British government
is set to impose a levy on blank au-
dio tapes as part of its long-awaited
review of the copyright law here,
according to insider sources. How-
ever, it’s understood that no levy
will be placed on blank video tapes.

The decision, which ends a
lengthy period of prevarication on
the part of Mrs. Thatcher’s adminis-
tration, will be put to cabinet minis-
ters for approval in the near future,
and barring any further changes of
heart, will be included in the forth-
coming White Paper on copyright
reform.

Originally due for publication last
fall, this is expected to appear some
time after Easter, and the neces-
sary legislation could be introduced
in the 1986-87 parliamentary ses-
sion.

Informed sources maintain the
audio tape levy will be set at 10% of
retail price, or around 15 cents, rais-
ing an estimated $14 million a year
from annual U.K. sales of some 90
million: blank cassettes. The reve-
nue earned will go to compensate
rights owners for loss of income
from home taping.

Where video tapes are concerned,

(e

AMSTERDAM ” Compact Dise
£ Ty
partners Philips and Sony have
agreed to establish common stan-
“dards for interactive-audio and«
video CI) systems in"a ‘move de-
signed to avert format incompata-”
bility s S A
¥ The two companies first pooled .,
resources in 1983 with an agree- *
s ment on parameters for CD feeh:,
nology and followed up last yesr ™
with a further agreement on opti-,,
¢ val disk da&aﬁsturag%ﬁhe new

Zaes

e @? £

e
¥ i & o
: > pEp EgEm ¢ ‘gwm >
9 om I ' o" ht :
&
# , AT e, e e # S Fea

deal will standardize the retrieval
of stared information—piclures,
text, orsound. & -
‘Besides being consistent with,
Philips' perceived strategy of
strengthening links with Japanese
electronics firms, the move should®
make it easier to market future’
optical disk-bazed hardware in
both the domestic and eommer-
fia].-"insgl:irutiona] gectors.«
@ £ Vo oy

Fo 3
Fig S e DA ’?@2,, 4 ey B s
£ £

v

éﬁx %&r % : «yﬁ@?

i
3 iy

% £ i

oy a

the government takes the view that
most recording represents ‘‘time
shift” use. Programs recorded off
the air are watched once and then
erased, unlike music recordings
which are often a direct substitute
for prerecorded purchases and ulti-
mately cost the U.K. record indus-
try more than $100 million a year in
lost sales.

If implemented, the new legisla-
tion will bring Britain into line with
a growing number of European
countries which already operate
tape and/or hardware levies. Both
France and West Germany have in-
troduced blank tape royalties in the
last year, in the latter case as an ad-
dition to an existing royalty on re-
cording equipment. Portugal’s new
copyright law contains provision for
levies on both software and hard-
ware, and similar laws have been
passed in Austria, Finland, Hunga-
ry, and Iceland.

Belgium, Italy, Holland, Sweden,
and Spain are among European na-
tions with private copying royalty
legislation in preparation and if, as
expected, this year’s Common Mar-
ket Green Paper on copyright re-
form comes out in favor of levies as
the best solution to the problem of
home taping, then there are hopes
that all 12 EEC member states will
soon have such legislation in place.

mercial use is being made of music
videos, it is unlikely that income to
record companies from such use
will exceed much more than 5% of
their expenditure on promotion.”
Pan-European satellite services
Music Box and Sky Channel have
broadcast some 4,000 clips since
their inception, AIP goes on, and
have paid “substantial sums”’ to col-
lection society Video Performance
Ltd., whose 41 members represent
90% of music video majors and inde-
pendents. However, Britain remains
one of the few European countries
where mainstream television com-
panies make no payments for clip

use, and where the question wheth-
er promo videos represent free ad-
vertising for record companies or
free programming for broadeasters
remains unresolved.

Video singles and compilations,
potentially a significant source or
revenue, have as yet achieved only
moderate success, AIP says. In
Britain, an average sale is 5,000
units per title.

On compilations an advance of
$750 per track is normal, against a
royalty of 15%, but for video singles
no advance is paid, and royalties are
typically on a sliding scale between
5%-15%.

LONDON The publishing empire
of Freddie Bienstock, which paid
something in the region of $100
million to purchase the Chap-
pell/Intersong catalog from Poly-
Gram in December last year, is to
administer PolyGram’s new music
publishing operations in terri-
tories outside North America, the
U.K., France, and Germany.

The agreement, which has been
under negotiation for several
weeks, was announced Feb. 21 to
coincide with the news that David

Bienstock: PolyGram New Music Accord

Hockman, joint managing director
(with Michael Kuhn) of PolyGram,
has been appointed chief executive
of PolyGram’s music publishing
operations worldwide.

The appointment sets the seal
on PolyGram’s plans to re-enter
the music publishing field. Hock-
man, a barrister, has been with
PolyGram since 1975, and spent
five years as general manager of
Chappell International.

Main world patents
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BY DONNA HALPER

When several indie promoters who
know me fairly well heard that I
planned to write a rebuttal to last
week'’s editorial in Billboard (March
8), they told me it might make me
look suspect. It's not popular to be
friendly with indies right now—just
as a few months ago it wasn’t popu-
lar to be in a heavy metal band be-
cause it might secretly be satanic.

Now we're seeing a self-righ-
teous burst of editorializing about
crooked record promoters and sud-
denly every record promoter is sus-
pect. Don’t we ever learn?

Actually, I'm not writing this for
my friends who are record promot-
ers. I'm writing it for the people
who read Billboard and watch tele-
vision and come away thinking that
the record industry is a hotbed of
corruption. I’'m writing it for the
kids I teach at a local junior college
who asked me how I feel about be-
ing in such a dirty business.

And, in a way, I'm writing it for
myself, because the music industry
has been my home for nearly 20
years and I would hate to see it
ruined by overzealous folks who see
danger where none exists.

I'm not naive. I don’t claim that
there is no drug abuse in the media.
I don’t claim there has never been a
paper add, and I know from my
years as a music director in radio
that some record promoters give
some rather interesting incentives
to some PDs to persuade them to
play certain records.

But let me tell you what else I
know. I know that in the four major
markets where I worked as a DJ
and MD, there were mostly hard-
working and honest record reps

Defusing a Witch-hunt

IN DEFENSE OF INDEPENDENT PROMOTION

who did their job the best they
could.

I know many independent pro-
moters who have no Mafia ties,
don’t do cocaine, and work very
closely with their local reps to get
the work handled efficiently. Most
are decent, honest, well-informed,
and serve a useful function.

I would even say that there are
98% honest indies, and I've worked
with them in markets all over the
country. And I'm not ashamed to
say they've helped me.

A good indie can provide a PD or a
consultant with a lot of valuable in-
put about records. Several even go so
far as to tell me the best records for
my stations, even if they themselves
aren’t working those records.

me. I don’t smoke or drink, I keep a
Kosher home and when I’'m not con-
sulting radio stations, I counsel peo-
ple with drug and alcohol problems.

I'm also a great believer in jus-
tice, and it strikes me as somewhat
unjust to editorialize against an en-
tire group of people when only a
handful may or may not have com-
mitted some crime.

Frankly, I'd like to see the trades
police themselves better, as the
practice of setting up certain sta-
tions as important (reporting sta-
tions, parallels, or whatever you call
them) creates circumstances condu-
cive to bending the rules.

If a certain station is considered
crucial to a record’s progress, it
stands to reason that the record

‘Rumor & innuendo
don’t solve anything.
It’s time for sanity
as well as integrity’

Donna Halper is a radio programming
consultant based in Boston.

Yet, to read all the stories and to
watch NBC news, one would as-
sume that all indies are crooked and
on the take. Believe me, it isn’t true.

So perhaps some people now as-
sume that I must be in somebody’s
pocket. Wrong. I’'m actually rather
dull if someone wants to investigate

company will make an extra effort
to get that station to play it. I'm not
excusing record reps. I'm just say-
ing that it’s human nature to try to
persuade and influence, especially
when you know an isolated group of
stations has been arbitrarily select-
ed as the test of the success or fail-

ure of your product.

It’s much more complex than just
blaming record promoters. If a prob-
lem exists, we all helped to create it,
and we should all work together to
solve it so that excesses that border
on payola can be eradicated.

All stations, be they reporters or
not, deserve record service and at-
tention. Pressure should be re-
moved from promoters to serve
mainly the reporters. Let’s go back
to treating every station that adds
new music as potentially valuable.

Let’s diminish the conditions that
breed paper adds so that new songs
receive a real and meaningful rota-
tion. Let's make radio exciting
with the wise use of those new songs,
and let’s make record promotion an
art again instead of turning the reps
into high-pressure salespeople.

And finally, if there are dishonest
promoters, let’s find them and
charge them with something, so
that the honest folks can get on
with their lives.

Rumor and innuendo don’t solve
the problem—they just make it
worse. Now is the time for sanity as
well as integrity.

I don’t want to apologize for who
my friends are. Some record pro-
moters have been good to me, not in
a dishonorable way, not with brib-
ery, but with the effort they put
forth to break new acts and the sup-
port they give those artists. It is
possible for radio people to work
honestly with record people.

In our current attempt to banish
those who are corrupt, let’s.not also
banish those who are a real credit to
our industry.

Witch-hunts serve no one. I hope
we don’t destroy innocent people in
the name of cleaning up the industry.

KUDOS FOR CARDBOARD

I'd like to respond to the recent sto-
ry on the new Album Graphics Com-
pact Disc case (Billboard, March 1).

While the early cardboard experi-
ments were not to our liking, this
one’s a winner. Its attractive and
functional design works very well
for us in radio.

This is our fourth year of regular
CD airplay. Most of our music is
from CDs. The greater ease of han-
dling the disks that this new design
provides is much appreciated by our
DJs. And, no more broken jewel box
hinges!

Robert A. Linder
Vice President, WDHA
Dover, N.J.

IF IT AIN'T BROKE . . .

Recently, I purchased a copy of
Robert Palmer’s “Riptide” on an Is-
land Records Compact Disc. I found
that this fine piece of work was the
butt of another cardboard CD con-
tainer experiment.

I’'m not prejudiced against new
ideas. I'm all for improvements.
However, in common with others
I’ve talked to, I see no reason to
bend over backward trying to re-
place the plastic jewel box. As the
saying goes, “If it’s not broken,
don't fix it.”

Letters to the Editor

I buy enough produet from my lo-
cal music outlet (60 CDs in three
months, with another batch on or-
der) that they supply me with a free
jewel box when these cardboard
cases show up. But the cardboard
cover with the notes is too large to
fit into the jewel box without ugly
trimming. As a consumer, I would
have hoped that Island could have
come up with a package that is at
least compatible with a jewel box, if
not a jewel box itself.

I switched from LPs to CDs for
two reasons. First, the sound quali-
ty. Second, if you take care of them
they can last forever. But not with a
cardboard case.

Sam Graham
Ketchican, Ark.

LOCAL PRIDE
In response to a recent article, “Ra-
dio Thrives on Daily Diet of Local
Acts,” I want to point out that Port-
land is not the only market where
the radio stations mix local acts
with national artists.

Here in Detroit, album rock sta-
tions WRIF and WLLZ frequently
program local acts such as Bitter
Sweet Alley, Marshall Crenshaw,
the Romantics, and Strut. In addi-
tion, WRIF and Budweiser have co-
sponsored summertime concerts

featuring Detroit-based bands.
Jerome Walczak
Warren, Mich.

THOSE WERE THE DAYS

I was enthralled by Bud Prager’s
commentary (Billboard, Feb. 15),
and I'm sure it struck a responsive
chord in many of us programmers. [
agree wholeheartedly with his as-
sessment of current trends in the
music industry, particularly the as-
pect of electronic infiltration into
the creative process.

Back in the good old days (from
1955 to the onslaught of disco), ra-
dio had a “feel.”” We rarely hear
anymore the hook-laden, memory-
stimulating tunes we grew up with
during the late '50s, '60s and early-
to mid-"70s.

With a Linn drum, Synclavier,
and guitar synthesizer, you can
churn out songs with a minimum of
effort and time. This is what the
equipment advertisers stress, but is
it really what is best for music? Oh,
how I long for a real drum sound on
a record!

Maybe some day a brave produc-
er or record company will sign an
artist who employs some trusty
Ludwigs, an analog Rhodes and,
perish the thought, some lasting
melody.

John P. Ingram
WBLE, Batesville, Miss.

A FALSE IMAGE

In a recent article in your interna-
tional section (Feb. 15), “Country
Drive Set in Britain,” we're told
that the major labels are looking to
change the image of country music
in the U.K. I wonder why. Aren't
they satisfied that they have al-
ready ruined country music here.

I've been a singer/songwriter for
more than 25 years, and I'm hearing
lots of complaints from ¢rue coun-
try fans that they can’t stand the
music of today. Industry leaders ar-
gue back that the older style coun-
try music is ‘““dead,” and no one
buys it anymore.

These people have to get out of
their plush offices and start asking
the general public what they want
to hear. I think they’d be surprised.

Kenny Brent
White House, Tenn.

Articles and letters appearing on
this page serve as a forum for the
expression of views of general in-
terest. Contributions should be
submitted to Is Horowitz, Com-
mentary Editor, Billboard, 1515
Broadway, New York, N.Y. 10036.
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WE ARE
THE CURE.

In the 11 years since The T.]. Martell Foundation set up its
first laboratory at Mt. Sinai Medical Center in New York,

teams of researchers have made tangible progress in finding

cures for leukemia and cancer.

The Foundation’s ptoneering work now spans two continents
and also includes the Neil Bogart Memortal Laboratories at
Children’s Hospital in Los Angeles, the Boston-based Cancer
and Leukemia Group B and the European Organization for
Research and Treatment of Cancer.

Because of these ongoing research efforts, lives are no longer
being claimed automatically by some forms of cancer. The
battle, however, is far from won.

Nearly 12 million dollars has been raised since CBS Records
Vice-Prestdent Tony Martell promised his son T.J. he would
help in the fight to find a cure for leukemia and cancer. The
cost of cancer research is high —but the cost of not continuing
the research 1s even higher. Once again, The T.]. Martell
Foundation for Leukemia and Cancer Research asks your

support in continuing this vital scientific activity.

R e R e .y SR PO T T I = SR
This year, you are invited

to participate in the 1986

Humanitarian Award Dimnner

£

3 honor of Quincy Jones
= on Saturday April 19,at the

*

- New York Hilton.

z‘«

You can help

in the fight against - -
leukemia and factor and allows lifesaving research to continue and expand. A
Please join Quincy Jones
in supporting .
the T.J. Martell Foundation. a contribution of $5,000 makes you a Quincy Jones Research

A contribution of $25,000 makes you a Foundation Bene-

contribution of $10,000 makes you a Foundation Patron. And

Fellowship Sponsor. Since less than 3% of all monies raised
is a direct fundraising expense, any contribution you make
brings closer an ‘effective cure for leukemia and cancer.

Together, we can bring a fighting chance for a future to
victims of these terrible diseases. Together, we can raise the
money to advance the research that is so badly needed.
Together, we are the cure.

For further details please contact Muriel Max, Director
ot Development, 730 Fifth Avenue, New York, NY 10019,
(212) 2451818,

© 1986 Warner Bros. Records Inc.
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In one year, we've taken Sade from unknown
new vocalist to a household word! Her new
album, “Protl}lgg," and singles, “The Sweetest
Tqbogg” and “Never As Good As The First
Time,” have totally exploded on the heels of
her sold-out American tour and the album is
alreadv double platinum! Meanwhile “Diamond
I;},fg her first album, continues to sell steadily
and is also approaching double platinum!

0ZZY OSBOURNE
We 're taking the king of heavy rock to the limit
on his latest and greatest album, “The Ultimate
Sm "I This is Ozzy’s best sounding record

to date and we shipped gold on this one! An
album bigger than life itself—and now, well

over platinum! Watch out for Ozzy —you can’t
miss him, as his 4-month tour of the U.S.
begins March 28th!

AT E/P/A,
WE HAVE THE CHEMISTRY
TO BUILD NEWARTISTS...
THE ENERGY TO TAKE
SUPERSTARS TO THE NEXT LEVEL...
AND THE POWER TO TURN

[VINYL INTO GOLD AND PLATINUM!

“ROCKY IV”

With consistent front-runners like Survivor. ..
legends like James Browsn . ..and up-and-com-
ing young contenders like Kobert Tepper. . .is it
any wonder that the soundtrack album to the
hit movie of the year is on the way to double
platinum? “Rocky g\é"}; is dominating the mar-
ketplace, with J.B. on top of the charts with his
single, “Living In Amerg‘cogﬁ;! Survivor con-
tinues their ever steady approach to hit-mak-
ing with their single, “Burning Hezsadgtmf'! And
keep your eyes on soon-to-be-superstar
Robert Tepper, whose new single, “No Easy
Way Out,” from his debut album of the same
name is making huge waves at radio! Robert
Teppgzzss debut album is just shipping and
we've set him up to follow his Top-10 single
with a bnilhant career!

www.americanradiohistorv.com

o= | UTHER VANDROSS
Everyone’s in love with Luther as his
album, “The Night I Fell In I?ony”g,” continues to
sell, now approaching double platinum! And his
just-launched second national tour can only
take this certified superstar supernova!

e |SLLEY JASPER ISLEY s
Talk about artist development— Isley Jasper
[sley had a number one debut single with
“Caravan Of L%\‘(g; ‘:—and the albr%rlle's soon to
be gold! To further hone their artistry, we’ve
got [JI opening for Luther Vandross on his tour,
which will win new fans for these seasoned
youngbloods. Check the action on their new hit
single, “Insatiable Worgzg};! And there are
more hits to follow!
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m— “THE WRESTLING ALB&J&I!” S—
We've capitalized on the wrestlingmania
sweeping the country and we’ve got "em all on
this album— Hillbilly Jim, Hulk Hogan ™
“Rowdy” Roddy Piper and much more! This
Rick Derringer-produced tribute to the mat-
slammers is reaping all the consumer passion
for this sport —and is fast-approaching gold!
This album swept The Slammy Awards!

This lady is one “High Pn;%gy" as her album
of the same name continues to fulfill all the
promise of her first for Tabu. “Saturday L?Q’g:
is the smash hit single, a duet with fellow label
artist and rising young star, Alexander O’Neal.
We've laid the groundwork to break Cherrelle
wide open as a major star in her own right!

i :
STEVIE RAY VAUGHAN
AND DOUBLE TROUBLE

We've taken the hottest young guitar slinger
around and made a nation Stevie Ray Vaughan
conscious, as the album, “Soul To §%L3161 con-
quers gold (it’s getting to be a habit for Stevie
Ray). Always on tour, always ready to get down
and jam with the cream of rock guitarists,
E/P/A and Stevie Ray were made for

each other!

== THE FABULOUS THUNDERBIRDS ===
Breaking big out of the southwest, this is the
band lots of people are waiting for, a good-time
rock 'n’ roll band that works constantly and
plays as if their lives depended on it! Led by
Stevie Ray Vaughan's brother Jimmy Vaughan
on guitar, “Tuff Enwag is the payoff after years
of hard work and dues paying! We're just
beginning with what promises to be the major
artist development story of 1986!

mmm—— \|AMI SOUND MACHINE s
The hot tropical fire of Miami Sound Machine
has spread nationwide as their brilliant debut
album, *“Primitive Lﬂ%e‘:," continues to beat out
big numbers! Fast-approaching gold, this band
puts a twist of Cuba Libre into their peppy
pop/salsa-inflected sound, and with their first
hit single, ‘;Cﬂpfgga," and new single, “Bad
Boy,” getting the E/P/A touch, the Miami
Sound Machine will be cranking out hits for a
long, long time to come!

PHYLLIS NELSON ==

With a string of English hits to her credit,
American-born Phyllis Nelson is at the top of
the charts with her hit single and deg}gzt36 album,
“I Like You.” An album that’s a virtual best of
Phyllis Nelson collection!

AND THE MAGIC KEEPS
BREWING WELL INTO ‘86!

ELECTRIC LIGHT ORCHESTRA
The Electric Light Orchestra is back
with their new album, “Balance Of
POF)N&'," and their new single, “Call-
ing Amgggg"—a fresh new sound
and a welcome return for ELO!

LOVEBUG STARSKI
Lovebug Starski symbolizes the sec-
ond generation of rap taking hold!
His debut;glotz)ssum, “House Rocker,”
features much more variety than the
average street record, with contribu-
tions from Hall & Oates band
menbers and more special guests!

JENNIFER RUSH

The American debut of classically -
trained singer Jennifer Rush

is sure to set her up as a major
star, hot on the heels of her
number one British single, “The
Power Of Love."seoss
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HIROSHIMA

Call them new jazz...New Age...or
what have you—this group who fuse
Exotic eastern instruments with
high tech synthesizers are making
enormous inroads as a performing
band and on the radio with their new
single, “Save Yourself For Me. %07

KING

A superstar in his native England,
King made friends here last year at
clubs and on radio with “Love &
Pride” Look for a major artist
dey\?éslopment story when we release
King’s second album!

EPIC, PORTRAIT®
ANDTHE

CBS ASSOCIATED
LABELS.

In all fields

of music...

on all formats

of radio...

we are the label
that Keeps the
magic happening!

“Epic,’ @& “Portrait, R« “CBS” are trademarks of CBS
Inc. Tabu Records is distributed by CBS Records. © 1986
CBSinc.
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KROQ Back on a Roll to L.A. Prominence

New Music Outlet Shows Arbitrend Impact

BY DENIS McNAMARA

(The author is vice president of
programming at WLIR N.Y./Long
Island, and album rock consul-
tant for Billboard.)

NEW YORK After slipping dramat-
ically in the Los Angeles ratings race
for several years, KROQ is back as a
major factor in the nation’s second-
largest radio market.

“They are the only radio station in
Los Angeles that can get a record
started besides us,” says Mike
Schaefer, assistant PD of top 40
KIIS-FM, the city’s top-rated outlet.

“They educate L.A. to music it
would never hear and sell records
that no one else could sell,” says Paul
Rappaport, Columbia Records’ VP,
album promotion.

The station, long respected as the
market’s most progressive commer-
cial music outlet, is tied with ABC-
owned KLOS as Los Angeles’ No. 1
album rocker in the January Arbi-
trends with a 4.4 12-plus share.

It's been quite a comeback. After
scoring its highest Arbitron 12-plus
share ever in the spring of 1983 with
a 4.6, the station’s share began to de-
cline. By fall 1984, the 12-plus share
had shrunk to a 2.5. One year later,
the fall 1985 results showed KROQ
jumping to a 3.9.

KROQ’s ratings are even more im-
pressive in light of the fact that the
independently owned station oper-
ates at 25,500 watts out of Pasadena.
Its Los Angeles-based album rock
competitors, KLLOS and Metrome-

dia’s KMET, operate at 50,000 watts.
According to PD Rick Carroll, “It
took a year to get it back.”
The resurgence is due in part to
Carroll dropping his outside consul-
tancy. Following KROQ's initial new

‘They sell
records that
no one else

could sell’

music success in the early '80s, Car-
roll formed the consultancy to ser-
vice stations outside Los Angeles.

He now admits, “The consultancy
caused distractions. It was tough to
hear new music when I was on the
road. Larry Groves [KROQ's MD]
would have to Federal Express new
songs on cassette for me to listen
to. Now I’'m back as a resident PD
and have been for the last 14
months.”

Carroll’s return coincides with
tremendous ratings growth for the
station. But there are other reasons
for the triumphant return of
KROQ’s new music format.

In the past, according to Carroll,
KROQ would stop playing core art-
ist songs that made the more com-
mercial move to top 40. “Now we
don’t discriminate against bands
who become popular. They are still
important artists to us.”

He says, “Many of the bands
unique to our format—Duran

..newsline...

WESTWO0OD ONE has formed Westwood One/Japan in an agreement with
CBS/Sony Songs, a subsidiary of CBS/Sony Group Inc. Based in To-
kyo, the group will act as exclusive representative of WWI program-
ming in Japan. The development is part of WWI’s expanding commit-
ment to the international radio marketplace and follows closely on the
heels of WWT’s deal with Selkirk Broadcasting to establish WW1/Can-
ada.

ALEX DE MERS has left his program manager post at adult-rock outlet
WIOQ Philadelphia to form a consulting firm there. His initial clientele
includes WIOQ and WGRX Baltimore. De Mers is credited with devel-
oping one of the country’s first adult-oriented rock stations during his
10-year PD tenure at WIOQ. He can be reached through Debbi Oriolo
at WIOQ.

TM COMMUNICATIONS, Dallas, has agreed to sell its radio format subsid-
iary, TM Programming, to Wagontrain Enterprises, the parent compa-
ny of Drake-Chenault. The $3.8 million purchase price includes the use
of TMCI’s programming personnel and facilities. The transaction is ex-
pected to be complete on March 31. The sale allows TM to concentrate
on its core business of radio and TV jingles and the marketing of sales
and production libraries.

RKO RADIO appoints Terry Danner director of research. Based in New
York, she reports to RKO Radio president Jerry Lyman. She had held
the same post for Doubleday Broadcasting and is a member of the Ra-
dio Advertising Bureau’s goals committee.

CAPITAL CITIES/ABC appoints Philip Giordano senior vice president of fi-
nance. He had been ABC Radio’s vice president of finance and adminis-
tration since 1981.

UNITY BROADCASTING Network appoints Jim Gates general manager of
KATZ/WZEN St. Louis. Most recently, Gates was operations manager
and program director at WESL St. Louis.

Duran, Culture Club, and Billy
Idol—crossed to top 40 radio. This
hurt us.”

KIIS’ Schaefer agrees. “We've al-
ways relied on KROQ to break their
type of artists.” Schaefer’s exam-
ples include the Thompson Twins,
Culture Club, and Human League.

Besides returning some familiar
songs to the airwaves, Carroll also
modified his on-air music rotations
over the last year. “We concentrate
on 35 current songs as opposed to
the 45 or 50 we used to. Rotation on
power cuts went from every four
hours to every three hours in the
last six months. So, we cut our cur-
rent list from 50 to 35.”

At press time, those currents in-
cluded a diverse group of songs
from the likes of Public Image Lim-
ited, the Rolling Stones, Fine Young
Cannibals, Falco, Echo & the Bun-
nymen, James Brown, and the Ban-
gles.

Music is the most important ele-
ment of KROQ’s success, but the
people who make the station oper-
ate are critical to a successful
sound. Carroll is happy that GM Pat
Welsh has returned to that position
after a one-year hiatus. He says
Welsh ““is supportive of our pro-
gramming and leaves us alone to do
our job.”

Also returning to the fold are per-
sonalities Jed the Fish and April
Whitney. Whitney was featured in
Playboy’s recent pictorial on female
disk jockeys.

Carroll says his research of Arbi-
tron diaries in the last book shows
KROQ morning personality Richard
Blade to be the second most men-
tioned personality in the market-
place behind KIIS’ morning giant
Rick Dees. Scott Mason, assistant
PD at KROQ, says the diaries show
“the [main] station we share audi-
ence with is KIIS-FM.”

KIIS’ Schaefer isn’t surprised.
“They do play an important part in
our decision process,” he says.
“They cause a buzz on phone re-
quests and effect sales. We are
aware of songs that surface be-

(Continued on page 16)
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Programmers reveal why they have jumped on
particular new releases.

BLACK/URBAN

Falco’s “Rock Me Amadeus” (A&M) continues to cross formats as

WDPN Columbia, S.C. program director Chas Saunders adds the
track in its no-dialog American edit. Saunders says the station’s re-

| search surprised her because blacks were buying the pop hit, specifi-

cally requesting the “crazier” Amercian version. “If there was such a
thing as an urban/CHR record,” Saunders notes, “this is it.” The PD’s
word on Anita Baker’s “Watch Your Step” (Elektra) is “watch out.”
It's a medium-upbeat tune that ought to bring the former Beverly Glen
artist back into the limelight, Saunders says. She also calls attention to
the single’s flipside, “Mystery,” which she describes as a “very savvy,
soulful” cover of the Manhattan Transfer original. From a growing
field of talented new black artists, the programmer is thrilled with Ed-
die (E.T.) Townes’ “Best Friends” (Total Experience/RCA). “He re-
minds me of Steve Arrington,” Saunders says. “And, the record is sim-
ply very catchy.” From the rap camp, Saunders says Grandmaster
Flash’s latest, “Style” (Elektra) is pulling a strong response. Doing the
same at WDPN is Aleem featuring Leroy Burgess’ “Loves On Fire”

(Atlantic).
AOR

KROQ Los Angeles and its program director Rick Carroll are the sub-
jects of a success story on this page. Here’s the PD’s picks for this
week. First is Modern English’s “Ink And Paper” (Sire), a top five
KROQ request after just one week of airplay, Carroll reports. Also hot
on Carroll’s list is “E=MC,” (Columbia) by Big Audio Dynamite, a
band that “the country is really missing out on,” he says. “There’s a lot
of powerful cuts on their [‘This Is Big Audio Dynamite’] album,” he
notes. Bronski Beat is back, say KROQ listeners, who are responding
well, says Carroll, to “Hit That Perfect Beat” (MCA). Other strong
performers include the Rolling Stones’ “Harlem Shuffle” (Columbia),
Siouxsie & the Banshees’ “Cities In Dust” (Geffen), and Public Image

Ltd.’s “Rise” (Elektra).
COUNTRY

Sawyer Brown’s “Heart Don’t Fall Now” (Capitol/Curb) is the
freshest recent addition to KCUB Tucson’s playlist, says program di-
rector Dave Nicholson. “It has a nice contemporary sound, which is
helping us get those younger demos,” notes Nicholson. Request-wise,
KCUB is getting the strongest phones on Hank Williams Jr.’s “Ain’t
Misbehavin’ ” (RCA). “That really surprised me,” the PD says, “be-
cause this is so far away from Hank’s usual style and so close to the
original rendition.” As a personal favorite, Nicholson is playing the
Judds album cut, “Grandpa” (RCA/Curb). It’s a ballad with harmonies

that are hard to go wrong with, he says.

KIM FREEMAN

Washington Roundup

BY BILL HOLLAND

oNE MILLION DOLLAR FINE?
The FCC would like to have the au-
thority to issue such a big-stick fine,
and in fact has agreed to ask Con-
gress. Last month, the Commission
was thinking of upping the current
$20,000 maximum fine to $100,000
(Billboard, Feb. 15), and Commis-
sioner James Quello suggested $1
million, to be levied as an alterna-
tive to lengthy license renewal hear-
ings to strip repeated major rule
transgressors of licenses. Feeling is
that Congress would okay the rec-
ommendation if it stood by itself . . .
but it is a part of a package of legis-
lative requests, which might put it
on a side track.

FCC CHAIRMAN, M.C.? Mark

Fowler was more than happy to tell
the 200 lobbying broadcasters in
town recently for the annual NAB
state meeting that “the Fowler way
in broadcast regulation” had pro-
duced results: “The paper moves
faster when it gets to the Commis-
sion and there’s less of it besides.”
But he adds that not even his FCC
can do it all: “When technologies
are hurting,” he said, “ . .. while we
can hand over a crutch for a broken
leg, we can’t install artificial hearts.
And we can’t do heart transplants
from otherwise live competitors, ei-
ther.” You read it here first. Fowler
also told the broadcasters he hasn’t
yet decided whether to continue as
chairman when his term expires at
the end of June, adding that “I've
been giving this matter a lot of
thought.”” Insiders joke that it
means he hasn’t gotten the job offer

he wants yet.

NILES, OHIO got its first FM ser-
vice okay from the Commission, ef-
fective April 7. The window period
for filing applications for the chan-
nel will open April 8 and close a
month later.

SCA USE DAMAGES market posi-
tion? Not at all, according to a new
statistical study commissioned by
Waters Information Services Inc.
The study lays to rest the fears of
some FM broadcasters that subcar-
rier use damages a station’s com-
petitive position. It compares users
and non-users in 25 major markets
and finds “‘no significance”” between
the two. Some FM stations are leas-
ing their subcarriers for data base
and telemetry use, but others are
worried that use means diminished
station volume in broadcast signal.
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Hamming it up. KITY San Antonio’s program director Dan Upton and music
director Lvis Duran, left, pose with Vana White look-alikes during a contest the
station co-hosted with KENS-TV. The winning “Vana" won a trip to Hollywood,
Calif,, to attend a taping of the television game show “Wheel of Fortune,” the
program that made White a nationally known figure.

He's Got Personality. KLOL Dallas traffic reporter Lanny Griffith, aka the
“TrafficMaster,” displays the zaniness that garnered him the title of Houston
Radio Personality of the Year. Griffith, who was chosen by the Houston Assn. of
American Women in Radio and Television, calls his morning and afternoon
reports “‘Traffic in Bondage' and utilizes such sound effects as cracking whips
and breaking glass.

Finicky Guest. WHN New York morning man Del De Montreux attempts to
interview an indifferent Morris the Cat, who seems to have his mind on other
things.

Stealing WMMS’ Heart. Capitol

: " - recording group Heart visits with
=1 R 3 , ! a ’ e I WMMS Cleveland air personality Kid
Showing Their Appreciation. WHYI-FM (Y-100) Hollywood staffers turn the Leo before doing an on-air interview
tables and present gold disks ta Florida record promoters for their outstanding at the station to discuss their recently
service and creative promotion to the statian. Pictured at the “‘Record released self-titled album. From left

Appreciation Party” are, from left, Columbia Records’ Richi Tardanico; Atlantic’s  are band member Nancy Wilson, Leo,

Steve Jones; Y-100's research director Damiel Williams; program director and band members Ann Wilson,

Robert W. Walker; RCA’s Shirley Torlucci; and Y-100 assistant program director Howard Leese, Denny Carmassi, and

and music director Frank Amadeo. Mark Andes.

Crenshaw Goes Downtown. Warner Bros. recording artist Marshall Crenshaw,
second from left, drops in at WPST Trenton, N.J.’s studios before heading over
to his recent show at Rider College. Talking with Crenshaw are, from left, WPST
air personalitics Tiish Merelo and Tom Cunningham, and Warner Bros.
Philadelphia promotion rep Gecrge Stone.

Femalebusters. Ray Parker Jr., left,
tells United Stations Programming
Network president Nick Verbitsky why
“girls are more fun’' (the name of
Parker's latest single) while at the
radio network’s studios for an
interview.

DTX Visit. Members of the Outfield
welcome WDTX-FM Detroit program
director and morning man Jim Harper
back on the air before taping an
interview segment of “DT-Expose”’
with hcst Jackie Kallen. Pictured are,
from left, band member John Spinks,
Harper, band members Alan Jackman
and Tony Lewis, and Kallen.
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KROQ'S RESURGENCE

(Continued from page 14)

cause of KROQ.”

Gone from KROQ is evening
mainstay Dusty Street, who depart-
ed at the end of '85. Carroll says she
“resigned because she wanted more
music control.” Street has since re-
located as a part-time announcer at
KMET.

Despite KROQ's resurgence, in-
dustry observers say that KMET—

" with new PD Larry Bruce—is the
station to wateh in the L.A. market.
According to the January Arbi-
trend, Bruce has his work cut out
for him. KMET managed a 2.8 12-
plus share. KMET is up from a 2.5
12-plus share in the fall book. KLOS
dipped from a 4.8 in that same time
period, while KROQ increased from
a3.9.

Carroll and Bruce have competed
head to head in the past. Carroll
consulted XTRA-FM (91X) in San

Diego while Bruce programmed
KGB.

Carroll also says he will get rat-
ings help from KNAC's recent for-
mat change. The Long Beach sta-
tion switched from a new wave for-
mat similar to KROQ's to a harder
rock approach. He says KNAC’s
former listeners have now tuned in
to KROQ. As for promotion,
KROQ does not use any outside me-
dia marketing, considered a must by
others engaged in high-profile rat-
ings wars. Says Carroll, KROQ uses
“no billboards, no cash giveaways
and no TV commercials.”

KLOS PD Tim Kelly credits
KROQ's success to “being in the
right place at the right time.” He
says, “Rick has always done a good
job. Both AORs [KLOS and KMET)]
are going for the 18-34 demos.
KROQ picks up the teens.

“When you take KROQ’s 12-plus
figures apart, they are a younger
audience with a higher percentage
of teens. We're a strong 18-34 male
radio station while KROQ has a
large teen and 18-24 demo.”

Los Angeles’ new urban contem-
porary Power 106 may also run
some interference toward Carroll’s
goal of breaking a five share in the
market this year. “Power 106 is
next to us on the dial,” says Carroll,
whose station is at 106.7.

Carroll is upbeat about his new
neighbor on the dial. “[Power 106
PD] Jeff Wyatt and I figure we'll
help each other out by bringing peo-
ple down to our end of the dial.”

KLOS PD Tim Kelly says the
Spring ARB race in Los Angeles is
the one to watch. “The marketplace
is heating up. We're in for a war.”

BOOST LOCAL STAFFS

(Continued from page 1)

And they should. It's the locals who
are responsible for following up on
a record after it’s added; the indies
don’t do that.”

Noting that there have been “‘so
many” staff cutbacks over the last
five years, Bazoo says it’s impossi-
ble for them to do their real job.

“Making me think about their
product when I'm adding records is
what promotion is all about,” says
Bazoo.

Recalling the release of Foreign-
er’s “Cold As Ice” in the 1970s, Ba-
zoo says, ‘I had a 600-pound ice
block delivered to the station. As
stupid as that sounds, it made their
product stick out. And, it was done
by the local.”

As Bazoo explains it, independent
promotion came about because
smaller labels couldn’t afford
promo staffs in every city. “Origi-
nally, they were just put on a retain-

er to reinforce talk on a record.”

Says Gary Wall, PD at WTIC
Hartford, Conn.: “Over the years,
I've noticed a deterioration in the
active interest in promotional staffs
and services at some labels.”

Like others, Wall notes that
“there are some really good indies
who are great radio people. And,
they're the ones who are getting
hurt.” A good record promoter, in
Wall’s opinion, acts as a “consultant
to the label.” The value of an indie
to a programmer, says Wall, “is
that he’s in touch with top people at
the labels and he knows your sta-
tion intimately.”

If the suspension of independent
promoters continues, Wall says he
hopes those promotional monies
“won’t dry up.” What he’d like to
see “is better promotions.” Part of
that budget could be well spent on
time buys, Wall points out. “Adver-
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tising can increase the frequency of
a hook being heard, and thus in-
crease, in effect, rotation of a song
that is already being played.”

Sonny Joe White, PD at WXKS
Boston, raises an obvious question:
“If [the labels] don’t need indies
now, why did they need them in the
first place?”

Even if labels decide not to use in-
dies, Bazoo predicts that artist man-
agement will step in and pick up the
ball to ensure exposure of their rec-
ords. (Related story, page 3.)

As the boss of seven PDs, EZ
Communications’ programming
vice president Dan Vallie says, “It's
not a major factor for the radio in-
dustry whether indies are working
with stations or not.”

Vallie says there's an “unforma-
lized” understanding at EZ outlets
that “our PDs are too darn busy
with research” to get very involved
with record calls. At the least, Vallie
says the current media focus on al-
leged payola will cause the industry
“to rethink what is important.”

“If the problem is as bad as it ap-
pears,” Vallie concludes, “I'd love
to see it go away.”

Emmis Broadcasting’s vice presi-
dent of programming Rick Cum-
mings sits in on music meetings (via
teleconferencing) for all of the
group’s outlets. Cummings says his
PDs are generally enthusiastic
about the indie suspensions.

“Sure, 1'd be real happy if this
eliminates the bad operators,” Cum-
mings says. ‘“‘But, indies never
made a bit of difference in how we
add records. Our PDs know they
can make very good money by get-
ting ratings up. And, that's done by
playing music that makes sense on
their playlist.”

“Indies have their place,” says
KKBQ Houston PD John Lander,
who also says indie cutbacks will
have little impact on his job. “An in-
die’s value,” he says, “is that they
usually have a lot of contacts. Most
are former record people.”

Lander joins many other PDs in
sympathizing with indies who are
suffering because ‘‘labels are
swinging too hard in one direction.”

WOX

by Kim Freeman

10) 4

STEVE DAHL and Garry Meier,
who returned to WLUP-FM (the
Loop) with five-year contracts
Feb. 24, will be filling in on the af-
ternoon drive shift until the Hef-
tel-owned station secures an AM
frequency. According to program
director Greg Solk, the AM acqui-
sition is imminent.

Dahl and Meier were fired from
the Loop in 1980, and spent the
next five years at crosstown pop
combo WLS-AM-FM. Their re-
union with WLUP kicked off with
a five-day fill-in stint in the eve-
ning drive slot for vacationing
Bobby Skafish. They’ll pop up in
afternoon “guest” slots until the
AM is secured, broadcasting re-
mote during events such as Chica-
go's St. Patrick’s Day celebration,
and opening days for the Cubs and
the White Sox.

In addition, the duo will be an-
chored in Hawaii the last week of
April, according to Solk.

YOU ALL KNOW his voice, but
now Cousin Brucie Morrow’s
mug is going to become equally
familiar with his newly assigned
beat as a rock reporter for TV’s
“P.M. Magazine.” His two-and-a-
half minute on-camera contribu-
tions should show up by the end of
the month, the “Dance Party”
host says. In between his twice-
weekly shows on WCBS-FM New
York, teaching a few broadcasting
courses, and other activities, Mor-
row is also working on his autobi-
ography.

WDAQ-FM Danbury, Conn.,
dropped easy listening for Drake-
Chenault’s “Evergreen’” format
Monday (10). At the same time,
WDAQ'’s Glenn O’Brien steps up
to operations director for WDAQ
and sister AM WLAD, a full ser-
vice AC outlet. Bob Balough re-
tains his PD-ship of the WDAQ.

A rock alert goes out concern-
ing the availability of several AOR
jocks from KXLP New Ulm-Man-
kota, Minn., since the station
switched to adult contemporary
Thursday (6). Among those is PD/
MD/afternoon driver Michael
Stapleton, who can be reached at
(507) 354-6140. He's been with the
station for five years and says
he’s drawn the outlet its highest
ratings.

The protesters threw in the tow-
el long ago, but the rock memories
linger in the WMET calls in Chica-
go. With the Shadduck family of
KLZZ San Diego making final
steps to take the now-AC station
over from Doubleday, word is that
the WMET calls will be dropped to
rid the outlet of its rock’n’roll as-
sociation.

In the original sale agreement,
the WMET calls were to revert
back to Doubleday. Now that DD

no longer owns any radio outlets
(Billboard, March 8), the letters
are on the loose. A buzz to Emmis
president Jeff Smulyan, purchas-
er of DD’s WHN and WAPP New
York and WAVA Washington,
was met with surprise and inter-
est. WHN will continue to carry
the New York Mets, and bringing
the calls to Gotham would seem
natural. Stay tuned for details. -

IN GARDEN CITY, Long Island,
the folks still running WLIR-FM,
Phoenix Media, are daring to
breathe a sigh of relief. The latest
chapter in the station’s complicat-
ed saga (Billboard, Dec. 28) is that
the FCC has granted an initial per-
manent license for the station.
That was awarded to Spectron
Broadcasting, which was selected

Make it ‘We Are
The Worldwide’

out of nine applicants largely be-
cause of “‘greater female owner-
ship and civic participation cred-
its,”” the FCC report says.

That decision, of course, can—
and most likely will—be appealed,
which gets us back to Phoenix Me-
dia’s sigh of releif. The appeal pro-
cess could take between six
months to two years, giving Phoe-
nix the chance to operate the pro-
gressive rock outlet under its Spe-
cial Temporary Authority license
during that period.

The third player in this scenario
is the Long Island Radio Co.,
which was granted the interim li-
cense in August, 1984. That FCC
decision was affirmed one year
later, but L.I.R.C. was held up in
fulfilling some of the license’s
technical requirements. In the
meantime, Phoenix is expecting
word from the FCC on its appeal
of the interim license decision.

Repeated calls to L.I.R.C. princi-
pal Stephen LeBow were not an-
swered. Word on the street, how-
ever, suggests that L.I.R.C.s fi-
nances for and interest in this
protracted battle may be dwin-
dling.

BOB WOLFE's campaign to or-
chestrate a second “We Are The
World” national broadcast out of
his WROM Rome, Ga., homebase
appear to be gaining steam.
Scheduled for March 28 (Good Fri-
day) at 10:50 a.m. EST, the simul-
cast should be supported by more
than the 8,000 U.S. stations that
joined together last year.

At press time, the BBC, Mutual,
and Westwood One networks had
pledged their cooperation, as had
radio operations in several coun-
tries around the globe.
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Hats off. KMET Los Angeles
personality and “Line One” co-host
Sky Daniels, left, catches guitarist
Stevie Ray Vaughan n a rare hatless
moment while taping a segment of the
Westwood One program.

'86 NAB Meet
Will “Tune
In America’

WASHINGTON The National
Assn. of Broadcasters (NAB),
based here, has chosen “Tuning
In America’ as the theme for its
annual convention. This year’s
meet is slated for April 12-16 at
the Dallas Convention Center.
The theme was chosen to empha-
size broadcasters’ unique rela-
tionship with their local commu-
nities.

Radio panels at the meet will
cover all facets of station opera-
tion. Topics will include personal-
ities, production, promotions,
and ratings workshops; there
will also be discussions of small-
market programming, AM sur-
vival, FCC developments, man-
agement strategies, computers,
and several other subjects.

Like last year’s event in Las
Vegas, radio acquisitions and
new products on the exhibition
floor are likely to be key draws.
The same can be said of the
NAB’s “Swap Shops,” idea-ex-
change sessions that have tradi-
tionally been popular with NAB
attendees. New this year is a
panel titled “Stop the Madness:
Abuse in the Station,” devoted to
drug abuse and its solutions.

Kicking off the radio seminars
is “MegaRates: Getting Top Dol-
lar for Your Spots,” researched
and conducted by the Research
Group of Seattle.

During the Tuesday, April 15,
radio luncheon, Mel Allen and
Earl Nightingale will be induct-
ed into the NAB'’s Radio Hall of
Fame. Allen was the voice of the
New York Yankees from 1940 to
1964 and currently hosts the TV
show “This Week In Baseball.”
Nightingale is a Chicago radio
veteran, now hosting the syndi-
cated radio program ‘‘Our
Changing World.” Also during
Tuesday’s luncheon, humorist/
satirist Stan Freberg is slated to
make a presentation on using hu-
mor to promote radio.

To open the convention,
Dionne Warwick will perform
with a full orchestra on Sunday,
April 13. Westwood One and the
Mutual Broadcasting System are
sponsoring the show.

AN OVERNIGHT
‘SENSATION

* “live” from Nashville % seven nights a week * features, bi-weekly Trivia Night, Saturday night

% country music % interviews % audience oldies, MCRN week in review and live concerts. It

involvement % news, weather & sports ¥ can only happen in Nashville! It's happening all
night, every night on the Music Country Radio

The Music Country Radio Network is working Network and can happen on your station too!
nights for radio stations from Maine to California Come see us at the Country Radio Seminar XVII,
and will consistently deliver the best in country March 6-8 in Suite #3331 at the Opryland Hotel, or
music and “live” interviews with the stars of country at the Associated Press Booth in the exhibit area.
music to your listeners. Nighttime radio comes alive For additional information call Jim Williams at

from Music City, U.S.A. via satellite = with special (202) 955-7214 or Jeff Lyman at (615) 885-6789.

== MUSIC
AR COUNTRY

‘ Radio Network..

MCRN gave Gary Morris a congratulatory party for his first number one single “Baby Bye Bye.” Shown toasting Morris from
left to right are: Charlie Douglas, Talent Co-ordinator Trisha Walker, Kyle Cantrell & Gary Morris.

BILLBOARD MARCH 15, 1986

17

wWwwWwW americanradiohistorv com


www.americanradiohistory.com

NEW YORK CELEBRATES ITS MUSIC!
NEW YORK MUSIC AWARDS, INC.

IN COOPERATION WITH

NEW YORKDOSH RON DELSENER

F_ a=C)ly ENTERPRISES

™

WPLJ-FM RADIO
- PRESENTS

THE NEW YOLEK MUSIC AWALDS

THE NOMINEES. .. '

STEVE ADDABBO / ALISHA / AMERICAN STEEL / LAURIE ANDERSON / LILI ANEL / ANTHRAX / ARTHUR BAKER / RAY BARRETTO / BEAT RODEO / HARRY BELAFONTE
PAT BENATAR / JOHN “JELLYBEAN” BENETIZ / “BIG RIVER” / BLACK LACE / RUBEN BLADES / KURTIS BLOW / ANGELA BOFILL / VANCE BRESCIA / JENNY BURTON
LITTLE BUSTER / DAVID BYRNE / MARC CAMPBELL / BETTY CARTER / MIKE CHANDLER / HARRY CHAPIN / FRANK CHRISTIAN / ORNETTE COLEMAN / WILLIE COLON
SHAWN COLVIN / JOHNNY COPELAND / MARSHALL CRENSHAW / CELIA CRUZ / AUGUST DARNELL / BLOSSOM DEARIE / JOE DELIA / MINK DEVILLE / PAT DINIZIO
THE DRONGOS / “THE FANTASTICKS"” / THE FAT BOYS/ THE FLESHTONES / FULL FORCE / PHILLIP GLASS / GERRY GOFFIN / GOLDEN PALOMINOS / LOU GRAMM / SPYRO GYRA
HALL & OATES / THE HARMONIC CHOIR / TIM HAUSER / NONA HENDRYX / CISSY HOUSTON / WHITNEY HOUSTON / JAM MASTER JAY / BILLY JOEL / DAVID JOHANSEN
(BUSTER POINDEXTER) / MARK JOHNSON / GRACE JONES / STANLEY JORDAN / LUCY KAPLANSKI / LENNY KAYE / KID CREOLE & THE COCONUTS / KISS
“LA CAGE AUX FOLLES"” / LORENZO LA ROCHE / LAST ROUNDUP / CYND! LAUPER / CHRISTINE LAVIN / “LEADER OF THE PACK"” / “LIES AND LEGENDS"”

LISA LISA & CULT JAM / “LITTLE SHOP OF HORRORS" / PAULA LOCKHEART / MADONNA / “MAMA | WANT TO SING" / THE MANHATTANS / THE MANHATTAN TRANSFER
BARRY MANILOW / MICHAEL MASSER / DEIDRE McCALLA / NATALIE MERCHANT / MICROSCOPIC SEPTET / STEPHANIE MILLS / MELBA MOORE / THE MOSQUITOS
EDDIE MURPHY / “THE MYSTERY OF EDWIN DROOD"” / THE NAILS / THE NIGHTMARES / N.Y.C. GAY MENS’' CHORUS / YOKO ONO / THE PERSUASIONS / DOC POMUS
SAMMY PRICE / TITO PUENTE / THE RAMONES / THE RAUNCH HANDS / LOU REED / THE ROCHES / NILE RODGERS / SONNY ROLLINS / KRISTI ROSE / RUN-D.M.C.
SCANDAL / PAUL SHAFFER / GENERAL SHERMAN BAND / BOBBY SHORT / JANIS SIEGEL / CARLY SIMON / SIX GUN / PATTY SMYTH / JACK SONNI / JOHN HAMMOND, SR.
ANDY STATMAN / SYD STRAW / STREET THE BEAT / BARBRA STREISAND / NED SUBLETTE / “SUNDAY IN THE PARK WITH GEORGE" / TALKING HEADS / 10,000 MANIACS
TONY THOMPSON / “THREE GUYS NAKED FROM THE WAIST DOWN'* / TWISTED SISTER / EDWINA LEE TYLER / SOOZIE TYRELL / THE UPTOWN HORNS / UTFO
LUTHER VANDROSS / DAVE VAN RONK / DAVID VAN TIEGHAM / NANA VASCONCELOS / BEN VAUGHN COMBO / SUZANNE VEGA / VENUS FLY TRAP / THE VIPERS
ILENE WEISS / HELEN WHEELS / MARGARET WHITING / and WHODINI

SCHEDULED TO PRESENT OR APPEAR. ..
ALISHA / ARTHUR BAKER / BEAT RODEO / RUBEN BLADES / KURTIS BLOW / FELIX CAVALIERE (of The Rascals) / SANDY & TOM CHAPIN
KID CREOLE & THE COCONUTS / THE FAT BOYS / THE FLESHTONES / JOE FRANKLIN / ELLIE GREENWICH / NONA HENDRYX /1AN HUNTER / HAL JACKSON
STANLEY JORDAN / LENNY KAYE / DARLENE LOVE / THE MOSQUITOS / THE NAILS / THE PERSUASIONS / DOC POMUS / TITO PUENTE / DEE DEE RAMONE
LOU REED / KRISTI ROSE / JANIS SIEGEL (of The Manhattan Transfer) / THE SMITHEREENS / PATTY SMYTH / PHOEBE SNOW / NED SUBLETTE
DAVE VAN RONK / BEN VAUGHN COMBO and Many More to be announced! -

, AND PERFORMANCES BY. ..
MARSHALL CRENSHAW / MINK DEVILLE / DAVID JOHANSEN as BUSTER POINDEXTER with THE UPTOWN HORNS
FULL FORCE with LISA LISA & CULT JAM, UTFO and THE REAL ROXANNE / THE ROCHES / RUN—-D.M.C.
SOUTHSIDE JOHNNY / SUZANNE VEGA ... and More to be announced!

SATURDAY, MARCH 29 — 8 P.M.
TICKETS — $25.00, $15.00

Available at MADISON SQUARE GARDEN Box Office and select TICKETRON outlets.
To charge tickets by phone: Call TELETRON (212) 947-5850.

For artist updates and to order Preferred Reserved Tickets: Call NEW YORK MUSIC AWARDS (212) 265-2238
Robbie Woliver, Director

NEW YORK MUSIC AWARDS, INC.
1576 Broadway, Suite 308, New York, N.Y. 10036

the felt forum

MADISON SQUARE GARDEN CENTER - 8th AVE. BET. 31st & 33rd STS.

New York Music Awards is a trademark of New York Music Awards, inc.
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YesterHits .

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—I10 Years Ago

. Love Machine Pt. 1, Miracles, TamLa

. All By Myself, Eric Carmen, arisTa

. December 1963 (Oh What A
Nightg, Four Seasons, wARNER
RGS./CURB

. Theme From S.W.A.T., Rhythm
Heritage, asc
. Take It To The Limit, Eagles, AsvLum

. Dream Weaver, Gary Wright,
WARNER BROS.

. Lonely Night (Angel Face),
Captain & Tennille, Aam

. 50 Ways To Leave Your Lover,
Paul Simon, coLumeia

. Love Hurts, Nazareth, aam

. You Sexy Thing, Hot Chocolate,
ATLANTIC

WA=

QW W N OO0 b

POP SINGLES—20 Years Ago

. The Baltad Of The Green Berets,
S/5gt. Barry Sadler, rca vicToR

. These Boots Are Made For
Walkin’, Nancy Sinatra, REPRISE

d hicsh}en People, Herman's Hermits,

—

. California Dreamin’, Mamas And
Papas, DUNHILL

. Elusive Butterfly, Bob Lind, worLp-
PACIFIC

. 19th Nervous Breakdown, Rolling
Stones, LonpoN

. Nowhere Man, Beatles, capitoL

. Lightnin' Strikes, Lou Christie, mom

. 1 Fought The Law, Bobby Fuller
Four, MusTang

. Homeward Bound, Simon &
Garfunkel, coLumsia

TOP ALBUMS—10 Years Ago

. Desire, Bob Dylan, coLumsia

. Frampton Comes Alive, Peter
Frampton, aam

. Station To Station, David Bowie rca

. Their Greatest Hits, Eagles, asvLum

. Fleetwood Mac, wARNER BROS.

. Still Crazy After All These Years,
Paul Simon, coLumsia

. Rufus Featuring Chaka Khan, asc

. Thoroughbred, Carole King, aam

. Gratitude, Earth, Wind & Fire,
COLUMBIA

. History—America’'s Greatest Hits,
America, WARNER BROS.

TOP ALBUMS—20 Ysars Ago

. Ballad Of The Green Berets,
S/Sgt. Barry Sadler rca vicToR

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

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

. Rubber Soul, Beatles capitoL

. The Sound Of Music, Soundtrack,
RCA VICTOR

. September Of My Years, Frank
Sinatra, REPRISE

. Roger Miller, Golden Hits, smash

. 525 Best Of Herman's Hermits,

© WoON & O b W N

—

C WwoN bW N

—

—

. My Name is Barbra, Two, Barbra
Streisand, coLumsla

. The Miracles Going To A Go-Go,
TAMLA

QO W ON O Obh W N

—

COUNTRY SINGLES—10 Years Ago

1. Good Hearted Woman, Waylon &
Willie, rca
2. The Roots Of My Raising, Merle
Haggard, capitoL
3. Remember Me (When The
Candlelights Are Gleaming), Willie
Nelson, coLumsia
. Faster Horses (The Cowboy And
The Poet), Tom T. Hall, MERCURY
. Hank Williams, You Wrote My Life,
Moe Bandy, coLumsia
. Standing Room Only, Barbara
Mandrell, agc/00T
. Motels And Memories, T.G.
Shepard, MELODYLAND
. 'Til The Rivers All Run Dry, Don
Williams, asc/poT
. Don't Believe My Heart Can Stand
Another You, Tanya Tucker, mca

. Broken Lady, Larry Gatlin,
MONUMENT

SOUL SINGLES—10 Years Ago

. Boogie Fever, Sylvers, capitoL

. Disco Lady, Johnny Taylor, coLumsia
. Sweet Thing, Rufus, asc

. Sweet Love, Commodores, moTown

. Let The Musnc Play, Barry White,
20TH CENTURY

. Keep Holding On, Temptations,
coRty O 'E Pl

© W W N O U b

. New Orleans, The Staple Singers,
CURTOM

. | Need You, You Need Me, Joe
Simon, SPRING
| He's A Friend, Eddie Kendricks,

QO W W N O UhWNE

—

b From Us To You, Stairsteps,
DARKHORSE

adio

JOKN LANDER s
HIT MUSIC USA

1S

PhiLAvspyip
YTKS-FM
poLLAS

You'd have

ad thls .
vt e d ing this d

copy. Do
Dummy 'I::{le nuts to be read

11
tgpk}),e 301.1 'q have to be as crazy as John
c =

ith.
hat loony DJ w2 t .
self (you know, t e
Lindri\rlslzcl:m& comedy show) to read thclzipfru y
f:p;y Hey! Stop reading this dummy
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POLYGRAM. WE GIVE OUR STARS THE WORLD.

We give our stars the unique understanding of the global
marketplace which is their audience. We discover. We nurture.
We develop careers—not just songs and albums.

We consider ourselves the artists company, for it is through
our artist that we truly shine.

We give our stars the world and the world our stars.

A special thanks to our stars of 1985: ABC, Animotion,
Bar Kays, Bon Jovi, Cameo, Con Funk Shun, Deep Purple,

Kiss, Kool & The Gang, Kurtis Blow, Yngwie Malmsteen,
John Cougar Mellencamp, René & Angela, Rush, Scorpions,

Statler Brothers, Tears For Fears. FOYGIMINSCDItS



www.americanradiohistory.com

adio

Back in March, 1984 we launched “Solid
Gold Scrapbook” with Dick Bartley, as a
spin-off of Bartley’s top-rated live oldies
show. “Solid Gold Saturday Night.” And
you've been telling us the same thing
ever since:

“It’s great,” you said. “Our listeners
can’t get enough.”

Naturally we're thrilled with “Solid Gold
Scrapbook’s” success. But we were con-
cerned that so many people seemed
hungry for more of Scrapbook’s stars,
headlines and hits of the 60’s and 70’s.

So, for all of you who couldn’t get
enough of “Solid Gold Scrapbook”
before, we’re introducing a new format:
five one-hour shows per week, Monday
through Friday. With the added oppor-
tunity to stack the shows for a five-hour
weekend block.

STATIONS

New York

RADIO NE TWORKS

Washington, D.C.

SCRAPBK

Chicago Detroit

With its new daily format, Host Dick
Bartley’s intriguing insights into rock &
roll history, and his vast 60’s and 70's
library, “Solid Gold Scrapbook” can set
your station apart as the “oldies source”
in your market. Especially when aired
and promoted in conjunction w th
“Solid Gold Saturday Night.”

Here’s programming no single station
has the time, resources and budget to
produce. Programming that earns the
name solid gold in more ways than one.

“Solid Gold Scrapbook.” Now it s five
days a week. You told us your listeners
wanted more. We just wanted you to
know we're listening.

“Solid Gold Scrapbook” is fed to sta-
tions, in stereo, via satellite or disc.

For station clearance information call
(212) 575-6142.

For national sales information call
(212) 575-6133.

Dallas Los Angeles London

Insider’s Report:
No-Holds-Barred
Promo Potential

BY PAUL GOLDSTEIN

In the middle of the country’s hot-
test morning radio battle, Paul
Goldstein, WNBC New York's pro-
duction administrator, offers his
views on the construction and use
of slick promos.

NEW YORK “Mr. Spielberg, are
you crazy? You want E.Ts finger
to light up? Who cares if it lights up
anyway?”

Imagine if any of Steven Spiel-
berg’s special effects assistants had
this attitude. “E.T.” might not have
been the smash hit that it was.

What is radio’s attitude toward
special effects? Are we using pro-
duction and promos to their fullest
potential? In listening to radio here
in New York and to airchecks from
across the country, the answer is
clearly “no.”

Honest emotion is a key element
that great stations exude. Promos
are an excellent vehicle to showcase
emotion. On prime time television
we are exposed to more than 15 pro-

‘We’re not using
production to
its fullest’

mos an hour. They are fast, excit-
ing, and entice us to stay tuned or
tune in later.

In movie theaters we see some of
the best production in trailers.
They’re money in the bank for film
companies, as they’ve prompted a
captive audience to see their movie.

Great radio promos are short
movies that paint a picture with
sound rather than sight. At WNBC,
we have a number of different cate-
gories for promos. Here are a few
of them:

¢ Personality promos: Imus-in-
the-Morning/Soupy Sales. The New
York City morning drive battle has
always been highly competitive. It
is imperative that our main attrac-
tion is showcased in other davparts
and on weekends, in promos that
make the program sound irresist-
ible. The Imus-in-the-Morning pro-
gram is a promo producer’s dream
come true. His show is jam-packed
with magical moments that occur
{or can be edited down to) within a
10- to 25-second time frame.

In the air studio, we have a box
we call the “WNBC Moments in
Greatness Box.” When such a mo-
ment occurs, the date and time it
aired is jotted down and dropped in
the box. Later, in production, that
moment is lifted off the high-quality
cassette aircheck for use in promos.
These slices of Imus or Soupy have
a beginning, middle, and end.

The clips are then produced with
music (that acts as a rim shot when
the punch line hits), phone call clips,
man-on-the-street clips, a narrator
(“set your clock radio to wake up
with Imus”), plus other accentua-
tors and effects that cumulatively
result in a promo that sounds the

(Continued on page 24)
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The Pilot’
PIIO'I'O # GRAPHIC MARKER.
ves a great performance.

Atlast, an extra-fine marker that allows you to autograph perfectly on your glossy photos
and record albums. That's because it not only writes on them but stays on them. Permanently!
There's no smudging, no fading. No fooling!

If you're a photographer, film editor or cinematographer, you can use our Photographic
Marker on anything from print negatives and slides to glass or plastic bottles and trays. Asa
matter of fact, the Pilot Photographic Marker will write on most anything a conventional
pen can not.

One more point. The Pilot Photographic Marker has an extra-fine point that will
last and last. Because its unique metal “collar”helps protect it from flattening out.

We think our marker is a star. And, isn'tit grand, the stars think so,
too. But don't take our word for it, just send us your autograph (written

or printed) and we'll send you a free Pilot Photographic Marker o
Pilot Corporation of America, o , On April 7th 1986, Rosemary Clooney will

60 Commerce Drive, ; w v host the First Annual Singer’s Salute to the
Trumbull, CT 06611 re - Song Writer at the Dorothy Chandler Pavilion in
(203) 377-8800 P g Los Angeles. All proceeds will go to the Betty Clooney
© Foundation for the brain injured. We at Pilot Pen are proud

: to be a sponsor of this important event.
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TOP ROCK TRACK INSIDERS REPORT ON PROMO POTENTIAL

A
~2§- Compiled from national album-oriented
O radio airplay reports.
s

'/ ARTIST TITLE

LABEL
1 1 1 7 THE FIRM ALL THE KINGS HORSES

ATLANTIC
2 ROBERT PALMER ADDICTED TO LOVE

5 | B | 5 | s
3 3 3 3 IAITHL&ET'C WHAT YOU NEED
4 8 2 3 JACKSON BROWNE FOR AMERICA
N

_5 - NEW’ gg‘LEN’?;%‘foer sG STONES HARLEM SHUFFLE
6 NEW’ xbn'r‘qg'gesl{oss" WHY CAN'T THIS BE LOVE
71 4 ] s I g | PETERFRAMPTON LYING
8 NEW’ gggosLEGER & SILVER BULLET BAND AMERICAN STORM
9 9 14 5 BLUE OYSTER CULT DANCING IN THE RUINS

COLUMBIA
10 ) %) 8 yAElAT('}LT THESE DREAMS
11 13 21 4 wgug?g?lo(gpN SUITE FEEL IT AGAIN
112 6 6 7 MIKE -& THE MECHANICS ALL | NEED IS A MIRACLE
13 7 7 9 THS %IlzTFIELD YOUR LOVE
14 14 22 6 &ZSZAYSS%ABT?‘%JRNE SHOT IN THE DARK
15 15 23 4 IgESI;QCBULOUS THUNDERBIRDS TUFF ENUFF
16 16 16 5 vzvaI?RPBROS, DELIRIOUS

—
~
—
(=4
—
o
—
w0

g'(v):lN COUGAR MELLENCAMP

ROCK INTHEUSA

STEVIE NICKS
MODERN

18| 23 | 27 | 4 | BRIANSETZER THE KNIFE FEELS LIKE JUSTICE
19 | 19| 19 | 5 | JOHNCOUGAR MELLENCAMP  UNDER THE BOARDWALK
20 [EENIESRE 0€ COCKER SHELTER ME
21| 12| 5 | 9 | THEALAN PARSONS PROJECT STEREQOTOMY
2| 2 | 26 | 6 | ELECTRIC LIGHT ORCHESTRA CALLING AMERICA
| n| nl 7 | ROSERDALTREY QUICKSILVER LIGHTNING
24 LRl R ] ROBERT TEPPER NO EASY WAY OUT
25| 22| 18| 6 | MARILYNMARTIN NIGHT MOVES
26| 26 | 30 | 4 | JALKTALK LIFE'S WHAT YOU MAKE IT
27 sl = |2 | RusH, MYSTIC RHYTHMS
28| 32| 38| 3 | DOKKEN IN MY DREAMS
29| 30 | 33| 5 | THEALARM SPIRIT OF '76
L IRNERE 5{,@_9&0& ROUGH BOY
31| 3| | 3 | THEFIRM LIVE iN PEACE
323 | 4| 3 | THECAL I STILL BELIEVE
33 7 10 17 WARNER BROS. STAGES
34| 18| 8 | 12| SIMPLEMINDS SANCTIFY YOURSELF
35| 27 | 17 | g | JOHNCOUGAR MELLENCAMP MINUTES TO MEMORIES
36 | 36 | 4 | 3 | THEDELFUEGOS I STILL WANT YOU
37| | — | 2 | JHEDREAMACADEMY THE EDGE OF FOREVER
38 NEW)D TED NUGENT LITTLE MISS DANGEROUS
39| 2| 9| 7 | LOVERBOY THIS COULD BE THE NIGHT
80 | 25 | 25 | 6 | JOHNLENNON COME TOGETHER
41 | @ | — | 2 | JMMYBARNES NO SECOND PRIZE
42 | 29 | 29 | 4 | THECARS I'M NOT THE ONE
43 NEW)D PHIL COLLINS TAKE ME HOME
44 | 28 | 20 | 5 | JOHNLENNON IMAGINE
45 | 45 | — | 2 | BANGLES MANIC MONDAY

I CAN'T WAIT

CHARLIE SEXTON
MCA

47 | 35 | 35 | a4 | MICKEYTHOMAS STAND IN THE FIRE
48 | 3 | 43 | 10 | DIRESTRAITS RIDE ACROSS THE RIVER
AGE

49 | & | 31 | 8 | PATBENATAR LE BELAG
BEAT'S SO LONELY

(Continued from page 22)

® Morning show promos: These
are original daily skits. The morn-
ing host and his or her sidekick re-
cord a quick bit (:20-:40) either teas-
ing something in the following
day’s show, or just something fun-
ny (with a punch line that works . ..
For examples of how this concept
fails miserably, watch “Saturday
Night Live’’). A memorable bed
should open and close it.

When Al Casey programmed
KOGO, the radio magazine, he used
the Muppets’, “Manamana,” which
sounded excellent.

Use of clips carries over well into
morning show promos.

¢ Image promos: These provide a
station with personality. They can
reinforce your call letters and posi-
tioning statement in a unique and
entertaining way. And, as they are
pre-produced, there is every oppor-
tunity for greatness.

Image promos are an opportunity
to really go off the deep end . .. no
holds barred. When you play a
promo you've produced for a non-
radio person. If it doesn’t evoke
some emotional response (and I
don’t mean a yawn), it didn’t work.
Several of George John's “Class”
stations have utilized my “Class Ce-
lebrity Promo Package” for image
promos. In these, we asked 50 celeb-
rities what their definition of the
word “class” is. Their responses are
packaged in 20- to 50-second promos
which reinforce the “class” position-

ing statement.

Who is the funniest, or most char-
ismatic person you personally
know? Bring this person into your
production studio. Now, here is
where you get to play the role of
“director.” Tell them the name of
your movie (rock’n’roll, love songs,
“waking up in the morning isn’t
easy without your morning show,”
etc.). Let them spontaneously free-
associate, cheering them on when
they get close to areas you can work
into a promo.

When you hear Cliff Robertson’s
voice, you think of AT&T. When
you hear Ernie Anderson, you know
he's telling you about one of your

‘If the image
promo doesn’t
evoke some
emotional
response, it
didn’t work’

favorite (or loathed) ABC programs.
And, Don Pardo’s voice is synony-
mous for millions of Americans
with “Saturday Night Live.”

More radio stations are utilizing
one person as the “promo voice.” At
WNBC, we are fortunate to have

two great voices for our promos: na-
tional voice-over extraordinaire Lar-
ry Kenny, and WNBC'’s operations/
programming director Dale Par-
sons. Every hour on WNBC, you’ll
hear one of these people telling you
about a contest, weekend special,
Imus, Soupy, a sports event, etc.

At WNBC, I am fortunate to have
all of the prerequisites for creating
exceptional promos. Those include
creative freedom alloted to me by
my program director, exceptional
studios, a talented, veteran engi-
neer, and talent galore.

It has never ceased to amaze me
how dreadfully boring and dry most
syndicated radio promos (and often
programs!) are. Often, they send
you the show’s host reading copy
that sounds like he’s reading, not
really feeling, under a music bed
and into a jingle.

Your radio station is competing
for listeners in an environment
where network and cable television
are constantly tooting their own
horns, and grabbing at your audi-
ence. Highly produced radio promos
will peak interest in your station, re-
inforce your calls and market posi-
tion. Most of all, great promos will
invite listeners to stay with you for
your personalities, events, contests,
guests, music, and overall mood.

Featured Programming

THERE’S A WHOLE LOT of num-
ber crunching goin’ on at the net-
works these days, as the 1985 RA-
DAR reports came out recently.
Compiled by Statistical Research
Inc. of Westfield, N.J., the RADAR
reports serve as a sales tool to net-
works, in much the same way Arbi-
tron and Birch results assist sta-
tions in selling themselves.

The RADAR results are compiled
by tracking quarter-hour listening
habits over a 24-week period in a
body of households. Those figures
are merged with clearance data
from RADAR’s subscribing net-
works. The clearance data from
nets include information on air-
times and dates for specific pro-
grams in each market.

The results reflect listening from
November, 1984 through October,
1985 and represent the processing
of about two million network clear-
ance records on over 5,000 network-
affiliated stations.

RADAR-subscribing networks in-
clude ABC, CBS, NBC, Mutual
Broadcasting System, National
Black Network, Sheridan Broad-
casting, Satellite Music Network,
Transtar Radio Network, and the
United Stations Programming
Network. Other subscribers include
many advertisers and ad agencies.

Overall results from RADAR in-
dicate that 75% of persons 12-plus
listen to or hear one or more net-
work radio commercials in the
course of a week. On a projected ba-
sis, that translates to about 145 mil-
lion persons, the RADAR report
says. In the course of a week, the

report continues, combined com-
mercial audiences to the subscrib-
ing radio networks include 76% of
adult men, 72% of adult women and
81% of all teens.

SOME MORE NUMBERS to
crunch come from the Radio Net-
work Assn. of New York, which re-
cently issued its member revenue
stats for January. In what is tradi-
tionally the weakest month of the
year, RNA’s eight member webs
collectively pulled a 21% increase in
revenues over January, 1985 to ar-
rive at a grand billing of
$21,381,351.

“The 14% year-to-year increase
turned in by Network Radio for
1985 was the strongest perfor-
mance of any major medium,” re-
ports RNA president Robert Lod-

bell. ““And, these latest figures
show we still have the momentum
evidenced throughout 1985. This
strong January gives us a running
start against our objective of anoth-
er 14% annual gain in 1986.”

The RNA is comprised of Capital
Cities/ABC, CBS, NBC, Satellite
Musiec, Transtar, United Stations,

(Continued on next page)

THE AMERICAN
DISC JOCKEY
ASSOCIATION

1222 16TH AVE. SOUTH

NASHVILLE, TN. 37212
For Membership
information Call:

(615) 320-0454

JIMMY DOCKETT & BARBARA STROMAN

8 SVI1203 7" & 12"
H/‘" 9 “z; [X]

Coge SUH.

Two Lovers,
Their Tender Love Story!

FROM THE ALBUM. CASSETTE & COMPACT 0ISC
“TENDER MOMENTS"

Stoa
~
Mediey of Hits from the 50's to 70's
He's Gone, A Thousand Miies Away, Daddy's Home,
Gee Whiz, Earth Angel, Maybe, When We Get
Married, So Young, Three Steps to the Altar, Where
Ever You Go, Anniversary
STAR VISION INTERNATIONAL RECORDS

2001 W. Main St. Suite 205 E. Stamford, CT 06902
(203) 358-9948 / telex: 6819341 power uw/dockett
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FEATURED PROGRAMMING

(Continued from page 24)

Westwood One, Mutual, and the
Sheridan Broadcasting Corp.

BARNE'I'I‘-ROBBINS, of Encino,
Calif., is preparing to launch a two-
hour, weekly show for adult con-
temporary outlets. Dubbed “The
Great Starship,” the series will
spotlight three major AC acts with
music and exclusive interviews.

Included in the show are features

like “Between The Grooves,” a bit
on the writers and producers of the
hits involved; “Flashback,” a look at
the past and present of today’s su-
perstars; and ‘‘Starbeat,” daily fea-
tures that cover current news in the
entertainment industry. .
A debut date for “The Great Star-
ship” has yet to be set, but Julian
Lennon, Paul McCartney, and
Heart are slated to appear.

Also new at Barnett-Robbins is
Barbara Nadler, who joins the
firm’s affiliate relations depart-
ment. She was a production assis-
tant at the Cable News Network
and is a former NBC news assis-
tant.

cONGRATULATIONS to hus-
band-and-wife radio comics, (Ron)
Stevens & (Joy) Grdnic, who
passed a milestone lately in produc-
ing their 1,000th bit of radio come-
dy. These bits-have been carried by
300 U.S. outlets and are syndicated
by .Granada Hills, Calif.-based All-
Star Radio.

The couple has a sheet of testimo-
nials from the likes of KIIS Los An-
geles’ Rick Dees, WHTZ New
York’s Scott Shannon, WRBQ
Tampa’s Cleveland Wheeler, and
KKBQ Houston’s John Lander.

THE UNITED STATIONS ap-
points Joseph Connolly managing
editor of news for its networks. He
was assistant director of news and
programming at WTOP Washing-
ton, D.C.

Westwood One lends its weight
to the public awareness campaign
surrounding the plight of missing
children. In association with Califor-
nia Assemblyman Gary Davis,
WWI has produced a series of 30-
second PSAs which will run in all of
its long-form shows. The campaign
will run for three weeks, starting
March 24.

Celebrities who voiced the spots
include actor Philip Michael Thomas
and author George Plimpton, plus
musicians Martha Davis, Rob Hy-
man, Steve Ferris, and Randy
Owen. 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.

March 14, John Lennon Live in
New York City, Showtime simul-
cast, Westwood One, one hour.

March 14-16, Pete Townshend, .
Legends of Rock, NBC Radio En-
tertainment, two hours.

March 14-16, Kool & the Gang,
Pointer Sisters, Street Beat, Bar-
nett-Robbins Enterprises, two
hours.

March 14-16, George Strait,
Weekly Country Music Countdown,

United Stations, three hours.
March 14-16, The Beatles, the
Kinks, the Rolling Stones, Top 30
USA, CBS Radioradio, three hours.

March 14-16, Kate Bush, Sheena
Easton, Rock of the World, Bar-
nett-Rob-bins Enterprises, two
hours.

March 14-16, Jackie Wilson,
Dick Clark’s Rock Roll & Remem-
ber, United Stations, four hours.

March 14-16, Loverboy, Count-
down America, United Stations,
four hours.

March 14-16, Daryl Hall & John
QOates, Rock Superstars '86, Bar-
nett-Robbins Enterprises, two
hours.

March 14-16, Andrews Sisters,
The Great Sounds, United Stations,
four hours.

March 14-16, Glenn Frey, Super-
star Portraits, Barnett-Robbins En-
terprises, two hours.

March 14-20, Larry Gatlin,
Country Today, MJI Broadcasting,
one hour.

March 14-20, Ted Nugent, Metal-
shop, MJI Broadcasting, one hour.
March 15-16, A-Ha, On the Ra-

dio, NSBA, one hour.

March 15-16, Golden Oldies of
the 60’s, Gary Owens Supertracks,
Creative Radio Network, three
hours.

March 15-16, Moon Songs, Sin-
atra Special of the Week, Creative
Radio Network, one hour.

March 15-16, Steve Kindler, Mu-
sical Starstreams, Musical Star-
streams, two hours.

March 17, ZZ Top, Rockline,
Global Satellite Network/ABC, 90
minutes.

March 17-23, Stevie Nicks (Part
I), Innerview, Innerview Radio
Network, one hour.

March 17-23, Roger Daltrey, Off
the Record Specials with Mary
Turner, Westwood One, one hour.

March 17-23, Temptations, Part
I, Special Edition, Westwood One,
one hour.

March 21-23, Dionne Warwick,
Street Beat, Barnett-Robbins En-
terprises, two hours.

March 21-23, Whitney Houston,
Countdown America, United Sta-
tions, four hours.

March 21-23, Lee Greenwood,
Weekly Country Musie Countdown,
United Stations, three hours.

March 21-23, Dire Straits, Survi-
vor, Rock of the World, Barnett-
Robbins Enterprises, two hours.

March 21-23, Duke Ellington,
The Great Sounds, United Stations,
four hours.

March 21-23, Oak Ridge Boys,
American Country Portraits, Bar-
nett-Robbins Enterprises, two
hours.

March 21-23, Herb Alpert, Dick
Clark’s Rock Roll & Remember,
United Stations, four hours.

March 21-23, Stevie Wonder, Su-
perstar Portraits, Barnett-Robbins
Enterprises, two hours.

March 22-23, Golden Oldies of
the 70’s, Gary Owens Supertracks,
Creative Radio Network, three
hours.

March 22-23, Broadway Songs,
Sinatra Special of the Week, Cre-
ative Radio Network, one hour.

March 22-23, Starship, On the
Radio, NSBA, one hour.

March 24-30, Stevie Ray
Vaughan, Fabulous Thunder-

birds, In Concert, Westwood One,
90 minutes.

March 24-30, Stevie Nicks (Part
II), Innerview, Innerview Radio
Network, one hour.

March 24-30, Ozzy Osbourne,
Off the Record Specials with Mary
Turner, Westwood One, one hour.

March 24-30, Anne Murray, Pop
Concert Series, Westwood One, one
hour.

March 24-30, Herbie Hancock,
The Concert Hour, Westwood One,
one hour.

March 24-30, the Temptations
(Part II), Special Edition,
Westwood One, one hour.

March 24-30, Sade, Special Edi-
tion, Westwood One, one hour.

March 28-30, Bryan Adams, Pro-
file ‘86, NBC Radio Entertainment,
90 minutes.

March 28-30, Four Freshman,
The Great Sounds, United Stations,
four hours.

March 28-30, ABC, Countdown
America, United Stations, four
hours.

March 28-30, Loverboy, Super-
star Concert Series, Westwood
One, 90 minutes.

March 28-30, Ozzy Osbourne,
the Firm, Robert Palmer, Rock
Chronicles, Westwood One, one
hour.

March 28-30, Herman’s Hermits,
Dick Clark’s Rock Roll & Remem-
ber, United Stations, four hours.

March, 29-30, Ronnie McDowell,
Weekly Country Music Countdown,
United Stations, three hours.

March 29-30, Ready for the
World, On the Radio, NSBA, one
hour.

March 31, Julian Lennon, Rock-
line, Global Satellite Network/
ABC, 90 minutes.

March 31-April 6, Sade, Special
Edition, Westwood One, one hour.

March 31-April 6, Stevie Ray
Vaughan, Fabulous Thunder-
birds, In Concert, Westwood One,
one hour.

Billboard”

ADULT CONTEMPORARY
MOST ADDED

A weekly nationai compilation of the most
added records on the radio stations currentiy
reporting to the Top Aduit Contemporary
Singles chart.

NEW TOTAL

91 REPORTERS ADDS ON
FORCE M.D.'S 21 65
TENDER LOVE warner ’
BROS /TOMMY BOY
DIONNE WARWICK 18 45
WHISPER IN THE DARK arista
SIMPLY RED 14 15
HOLDING BACK THE YEARS
ELEKTRA
DENNIS DEYOUNG 13 14
CALL ME asm
MIAMI SOUND MACHINE 13 16
BAD BOYS eric
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CONTEMPORARY

Compiled from a national sample of radio playlists. ‘

TITLE ARTIST |
LABEL & NUMBER/DISTRIBUTING LABEL |

| THESE DREAMS caprror 5541 1 week at No. One
& HEART
g SARA  GRUNT 14253/RCA
: @ STARSHIP
i NIKITA  GEFFEN 7-28873/WARNER BROS
& ELTON JOHN
7 SECRET LOVERS asm 2788
: @ ATLANTIC STARR
13 ] LIFE IN A NORTHERN TOWN  WARNER BROS. 7-28841
1 & THE DREAM ACADEMY
i HOW WILL | KNOW  aRISTA 1.9434
: . & WHITNEY HOUSTON
.Ir' ONLY ONE coLumBia 38-05785
s & JAMES TAYLOR
7 SILENT RUNNING  ATLANTIC 7-89488
& MIKE & THE MECHANICS
3 OVERJOYED  7aMLA 1832/MOTOWN
| & STEVIE WONDER
¢ 14 WHEN THE GOING GETS TOUGH (JEWEL OF THE NILE THEME)
} JIVE 1-9432/ARISTA & BILLY OCEAN |
1| 1E. 144 | KYRIE Rcaiazse
= __® MR. MISTER |
@ wisl NOW AND FOREVER (YOU & ME) carITOL 5547
| | & ANNE MURRAY
13 | 8 7 |ys| THE SWEETEST TABOO PORTRAT 37.05713/EPIC
| & - & SADE
{ KING FOR A DAY  ARISTA 19450
{ H 1
J:E 51 i ¢ THOMPSON TWINS
AEY | 32 BOP  EMLAMERICA 8289
|43 Jef 204 6 ® DAN SEALS | .
@l 25|31 [ 4| VENDER LOVE waRNER BROS /TOMMY BOY 7-28818/WARNER BROS
— FORCE M.D.'S
@ to sty BORN YESTERDAY  MERCURY 884428-7/POLYGRAM
I & EVERLY BROTHERS
| HOLD ON TO YOUR LOVE TaMLA 1828/MOTOWN
>
@ % 4 G | SMOKEY ROBINSON
19 |13 I 1 1 THAT'S WHAT FRIENDS ARE FOR @  aRriSTA 1.9422
Sl ) # DIONNE & FRIENDS
00 24| pl g LOVE CAN TAKE US ALL THE WAY  QWEST 7-28790/WARNER BROS
" g | JACK WAGNER WITH VALERIE CARTER
1 ANOTHER NIGHT  aRiSTA 1.9453
@. e @ ARETHA FRANKLIN
2 | 1719 b SOMEWHERE (FROM "WEST SIDE STORY’) coLumBIA 3805680
_______ © BARBRA STREISAND
23 I izl MY HOMETOWN  coLumsia 38.05728
= | @ BRUCE SPRINGSTEEN
P T R ! I'M NOT THE ONE  ELEKTRA 7-69569
@ o i Gl & THE CARS
@?._ g2t | 3/ | THINKIT'S LOVE aRisTA 19444
e : JERMAINE JACKSON
@ %ﬁ 7 WHISPER IN THE DARK  aRiSTA 1-9460
: & i DIONNE WARWICK
@ 3| s | 5| 1 FOUND SOMEONE attantic 7-89a51
i 2 B LAURA BRANIGAN
@: ek g THE MUSIC OF GOODBYE (LOVE THEME FROM OUT OF AFRICA)
| MCA 52784 B MELISSA MANCHESTER AND AL JARREAU_ o |
{F0y 53140 | 3 CALLING AMERICA  cBS ASSOCIATED 4-05766/EPIC
= 1 @ ELECTRIC LIGHT ORCHESTRA
30 |25 | 18147 WALK OF LIFE waRNER BROS 7.28878
& DIRE STRAITS
31 o lar iz CARAVAN OF LOVE cBS ASSOCIATED 4-05611 /EPIC
* ISLEY/JASPER/ISLEY_
@ 35 | 2 SEND IN THE CLOWNS (FROM 'A LITTLE NIGHT MUSIC")
[ »| cowmBIA 38-05837 BARBRA STREISAND
@ NEWD SO FAR AWAY  WARNER BROS 7-28789
et | # DIRE STRAITS
34 [zlar] I'M YOUR MAN  coLumsia 3805721
| & WHAM!
35 | i % 15 WHEN | GIVE MY LOVE TO YOU  waRNER BROS 7-28819
L L ; MICHAEL FRANKS/BRENDA RUSSELL
36 |23}l 1s GO HOME  1amLa 1817/MOTOWN
| {0y @ STEVIE WONDER
37 29| ig|1a| SAY YOU, SAY ME ® worown 1819
i | # LIONEL RICHIE
' "“h “| R.O.C.K.IN THE U.S.A. (A SALUTE TO 60'S ROCK)
| RIVA 884455.7/POLYGRAM & JOHN COUGAR MELLENCAMP
HEH‘F THIS COULD BE THE NIGHT coLumsia 3805765
o & LOVERBOY
40 |wluln EVERYDAY coLumsia 38-05681
| ; & JAMES TAYLOR

Q Products with the greatest airplay this week. @ Video clip availability. ® Recording Industry Assn. Of
America (RIAA) seal for sales of 500,000 units. A RIAA seal for sales of one million units.
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Chains Move Slowly on Stocking Stereos for Summer

BY EDWARD MORRIS

NASHVILLE Chains are still sift- -

ing through personal stereo sam-
ples to decide the brands to stock—
and at what price—for what they
hope will be a profitable summer.
Not all the buyers, though, are con-
vinced that record stores can find a
place in the market between the
budget units sold by discount stores
and the quality items electronic spe-
cialty outlets offer.

Kirk Brandenberger, who buys

‘The competition
is pretty stiff’

for Wax Works, says he hasn’t
started ordering 1986 stereos yet.
His company now stocks units by
Sanyo and Hitachi. Brandenberger
says that he's seen the per-unit
price rise steadily past the $100
mark on some models. Wax Works’
Disk Jockey stores now carry some
stereos with a $149 price tag.

As Bradenberger analyzes the
market, many customers are not
ready to buy their second personal

stereo. But those who are are will- -

ing to pay more for quality. He says
that since audio stores routinely
price their product higher than Disc
Jockey’s top-priced units, “we’re
somewhere in the middle.”
Portable CD players loom as a
profit builder for retailers, Bran-

denberger says. Wax Works is “test
selling” the Hitachi DA5000 porta-
ble in six stores at $199.95.

“We’ve made no commitments,”
says Record Bar's Paul Fussell of
this summer’s audio lineup. “We're
still planning, but we’ll probably
make our choices within 45 days.”
Record Bar, he says, hopes to stock
four to six models in the $80-and-un-
der range.

Mike Stephenson of Camelot Mu-
sic says price control is one of his
biggest considerations in choosing
personal stereo offerings. ‘“We'll
try to keep price points under $100.
Above that, sales taper off. We
haven’t made any moves yet, but
we've still got a little time until the
weather breaks.”

Competing effectively with high-
and low-end stores, Stephenson
says, is still a problem. “The excite-
ment of '83 and '84 has stabilized,
and we've cut our total.”

At Music City Record Distribu-
tors, Mike Wise says management
has decided to stay out of the per-
sonal stereo business altogether.
“The competition is pretty stiff,” he
says. “The name brands are priced
so high and the quality of the bud-
get units is so low.” Another consid-
eration for keeping away from the
product, Wise adds, is that his com-
pany’s Cat’s Record & Tapes stores
are freestanding, and so they don’t
have the traffic benefits a mall loca-
tion does.

In spite of the size of the units,

-

dealers from coast-to-coast.

products
Large selection and extra profits.

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

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

WE OFFER OUR CUSTOMERS THE FOLLOWING
SERVICES: *Daily Specials *Product Information by Phone
*One-Stop Distribution » Monthly Newsletter on Our Specials
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the chains have suffered relatively
little theft.

Says Record Bar’s Fussell:
“When we got into the electronics
business in ‘84, we displayed [the
units] in glass cases and behind the
counter.”” Record Bar has now
moved to a sensor security device.
“Once we got the product into peo-
ple’s hands, we saw an increase in
sales,” Fussell reports.

Camelot stores display their stock
on wall-mounted shelves. There is
some bulk display of goods, Ste-
phenson says, ‘‘but they are few

and far between.” He says the units
are displayed beside 4- by 5-inch
“Feature Cards” that list the prices
and the special features of each
item.

“Pilferage is not a major problem
for us,” Brandenberger says. To
keep it that way, his stores have the
units mounted on a slat wall near
the counter.

At Western Merchandisers’
stores, the stereos are kept in a
locked glass case, and clerks demon-
strate the units to potential custom-
ers.

John Reid, accessories buyer for
Western Merchandisers, says he’s
“sticking with Sony products.” The
highest-priced model, he says, re-
tails for $99.95. Some locations, he
notes, suffer from discount and spe-
ciality store pricing. In these cases,
it is left to the individual store man-
ager’s discretion as to how to move
or when to replace the product.

Reid says his company had a par-
ticularly successful Christmas pro-
motion: a direct mail piece in major
markets that offered a $5-off cou-
pon on a $39.95 stereo.

by Mike Shalett

With all due respect to Bruce, Ma-
donna, VH-1, and Compact Discs,
1985 may be best remembered as
the year that censorship reared its
head in the record industry. At
Street Pulse Group, we decided
some time ago to research the is-
sues of censorship and labeling in
the record industry.

We surveyed five concerts by
various artists in major cities be-
tween November, 1985 and Febru-
ary, 1986. Our total sample was in
excess of a thousand respondents.

Our first show was a John Cou-
gar Mellencamp date in November.
We asked more than 200 attendees
if they were aware of the Parents
Music Resource Center (PMRC).
Just in excess of 27% were aware
of the group, while 71% had never
heard of it. Those who expressed
awareness were more likely to be
18 years old or older. Our second
question sampled opinions on the
issue (pro or con censorship/label-
ing). At the Cougar date, 82% of
those who were familiar with the
PMRC were against the idea of im-
plementing a rating system on rec-
ords.

Next, we sampled a Rush show
at a different venue in December.
Our respondents indicated an in-
creased awareness of the PMRC
with 38% recognizing the name.
Again, as age increased, so did the
likelihood of a positive response.
Of those familiar, 91% opposed the
ratings system.

Our results from a show later in
December featuring the Thompson
Twins indicate a continual rise in
awareness of the parents’ group.
Nearly 100 of the people surveyed
were aware of the coalition, mea-
suring 41%. Of those, again we
saw a higher ratio of awareness as
age increased, however the gap
was narrowed with nearly half of
those aware being under 18 years
old. Eighty-six percent of those
who expressed their awareness
were negative on the idea of a rat-
ing system on recorded material.

The Kiss show at the end of the
month demonstrated a decreased
awareness among concert attend-
ees on the censorship/labeling is-
sue. Only 27% of the sample were
familiar with the PMRC. The older
respondents once again were more
likely to recognize the group. Sev-

N

TARG

enty percent of those aware dis-
agreed with the idea of a ratings
system.

In January, we sampled the au-
dience at a Twisted Sister date.
Our findings here were the most
negative toward the PMRC of any
show that we studied. When look-
ing at the results, remember the
active role that Twisted Sister’s
Dee Snider played in last year’s
congressional hearing. Sixty-three
percent of the survey sampled rec-
ognized the PMRC appellation.

‘The PMRC isn’t
taken seriously—
it’s too unreal
for kids now’

The age groups were equally rep-
resented throughout the positive
responses. Ninety-six percent of
those who knew of the parent
group were opposed to ratings sys-
tems for records. Just over 3.5%
had no opinion.

In looking at our findings on this -

subject, the PMRC was not recog-
nized as a name organization by a
majority of concert-goers. Many
who didn’t recognize the group’s
name asked us who they were.
When told, some made references
to Frank Zappa or Dee Snider, re-
flecting the media’s sweeping cov-
erage of the hearing on the hill. In
all of the examples we sighted,
there was a small percentage (less
than 5%) without an opinion on the
issue.

Eighty-five percent of the total
sample who were aware of the
PMRC were negative on the sub-
ject of a rating system.

There is perhaps a feeling
among people that the “‘heat is
off”’ as the Recording Industry
Assn. of America (RIAA) has
reached an accord with the PMRC.
Richard Harrington, a music writ-
er for the Washington Post, has
had a chance to study the issue
from the outset. When informed of
our findings, he wasn’t surprised.
“I don’t think that it’s [the PMRC]
being taken seriously. Kids aren’t
concerned—it’s far too unreal for
them at this point,” Harrington

says.

Similar concern is voiced by
Tony Steigler-Dennison, president
of the Record Retailers Opposing
Censorship (RROC), an organiza-
tion made up of Maryland’s music
retailers united against the causes.
of the PMRC. The study reinforced
his fears on the issue: “We never
expected the bill in Maryland to
get through the house and it did.
The PMRC is a serious threat to
the industry, parents, artists, and
freedom of speech.”

Steigler-Dennison adds that a
possible reason for the ignorance
of concert-goers was attributable
to the media. “The PMRC’s profile
only grabs the people who cling to
that kind of thing in the newspa-
pers or on the nightly news, and
most kids don’t read newspapers
or watch the news” he says.

For whatever the reason, one
thing is clear. The red-blooded
American youth buying a high per-
centage of records and concert
tickets sold in this country, and
who are the supposed benefactors
of the protective forces that be,
aren’t being made aware of the is-
sue at hand.

“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 over
700 respondents, a sample equal
to those used by Gallup or Roper
in their polls on political issues.
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Pia and Pizza. Pia Zadora offers her
autograph during the grand opening of
Licorice Pizza’s newest store, located
in Costa Mesa, Calif. The CBS artist
appeared in support of her “Pia And
Phil” release.

CD Sales Fueling
Gonn. Operation

NEW YORK Compact Discs now
represent half of the dollar volume
at Al Franklin’s two-store Music
World operation in Connecticut.
Franklin, who has one unit at the
Hartford Civie Center and the oth-
er in Greenwich, says the tide
turned during the three-month pe-
riod that started last December.

‘The hit pop CDs
are gone in 2 days’

““At last count, we did about 49% of
dollar volume on CDs, with LPs and
cassettes now running neck and
neck.”

Franklin, who opened his retail-
ing operation a decade ago after
much experience in record wholesal-
ing, says the problems of adequate
fill and escalating prices are the
chief growth pains of the configura-
tion.

“On the hit pop product, we get
some of it and then it’s gone in two
days,” says Franklin. Each store
has about 6,000 CDs, which until re-
cently sold for $15.98 each shelf
price, with occasional $2 or $3 off
during sale periods. Franklin says
that he’s been forced to go to $16.98
shelf, however, because of label
price hikes.

Classical CD sales are running at
a particularly heavy rate. “I'm or-
dering between $20,000 and $30,000
worth of PolyGram’s each month,
and we've got a 12-time turn on Tel-
arcs,” Franklin reports.

Has the CD surge meant a major
re-fixturing at the stores? No, says
Franklin, because of ‘‘elastic
browsers that adapt to any configu-
ration, from a one-inch to an 18-inch
recording, if need be.”

At the Hartford location, records
and tapes are given 5,000 square
feet, with 3,000 going to audio/vi-
deo hardware. The breakdown in
Greenwich is 4,000 square feet and
2,000 square feet, respectively.

IRV LICHTMAN
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Autographs Shows its Gustomers the Handwriting on the Wall

BY JIM BESSMAN

NEW YORK By coupling a unique
theme concept with shrewd market
assessment, Autographs Records &
Tapes has already distinguished it-
self after only half a year in busi-
ness. The store had its grand open-
ing in Kansas City, Mo., last Sep-
tember.

The jukebox-shaped corner space
in Hallmark’s Crown Center Shops
mall has been cited as the town’s
best music store by local city mag
The Squire. And owner Connie Vi-
tale reports that the plexiglass
“autograph” back wall, which gave
the store its name, is now more than
half filled with recording artists’
signatures.

Vitale had actually intended to
call the art deco-styled store Rock
Signatures Shop, but Crown’s man-
agement convinced her that such

designation would limit its identity
to one musical taste. The chosen ge-
neric title, in fact, better represents
its full-line product inventory,
which is augmented by a broad se-
lection of music-related lifestyle

The collection of
signatures will
be auctioned off
for charity

goods targeting the upscale con-
sumer.

“The Center required a record
boutique instead of a big ware-
house-type store for customers with
money,” says Vitale. She goes on to
note that Crown Center—which is
made up of three floors of small

“high end” food, fashion, gift, and
entertainment establishments—is
attached to the Westin Crown Cen-
ter hotel, situated alongside Hall-
mark’s Hall’s clothing store. Across
the street from the headquarters of
the greeting card and gift shop sup-
ply giant, Autographs is positioned
to take advantage of hotel traffic,
Hallmark and mall staffers, and the
workers from surrounding offices.

Another advantage for Auto-
graphs, according to Vitale, is that
unlike other area malls, Crown Cen-
ter was without a record shop until
she came along. Then there’s the
fact that Kansas City’s downtown
redevelopment hasn’t yet reached
the point where the lunch hour
shoppers have alternatives to the
Center.

Despite these advantages, with
mall space being “expensive, of
course”’ and her own space limited

it’s a total fun Tote!

Neat way to carry all the right cassette tapes
and lots more—whatever makes yourday . ..
at the Beach ¢ Jogging ¢ Pool ¢ Picnic ¢
Party e Fishing ¢ Driving ¢ Boating ¢ School ¢
Dating ¢ Flying ¢ Shopping * Hanging out ¢
Wherever you go, Voyager is your tapes- plus

personal tote.

Lﬁ) 60 West Street -

Bloomfield, New Jersey 07003

by its 1,800-square-foot size, Vitale
needed something ‘‘eye-catching
and entertaining” to draw outside
traffic in. So, as an art deco fan, she
patterned the entire store in a fu-
sion of space-age and art deco mo-
tifs using steel gray formica and
hard plastic fixturing, and a peach
and turquoise neon-lighted color
scheme to head the individual music
sections and highlight the displays.

Most striking, however, is the
store front, which is mainly an or-
ange neon-columned entranceway
in the shape of a huge Wurlitzer
jukebox. The cash/wrap island is
then centered up front, with neon-
lined cassette cases suspended from
the ceiling within easy reach of the
clerks standing below.

On the surrounding cash/wrap
counter, and in the glass cases be-
low, can be found a variety of musi-
cal gift items. Says Vitale, “Older
people, particularly women, are
really getting off on the mugs, sta-
tionery items, Nipper [the RCA
logo] dogs in all sizes, ‘music note’
candlesticks and vases, and collec-
tor statues and plates of Elvis
[Presley] and Marilyn [Monroe]
holding a record.”

Record product, adds Vitale, is
merchandised in all configurations
in custom-made display racks, the
ones against the wall containing

bottom storage space, the free-
standing octagonal and rectangular
cases give a more “flowing look.”
She says that a pair of new cassette
fixtures will soon be installed, lining
the side walls with up to 8,000 more
cassettes.

Vitale says that there’s plenty of
vertical album storage space in a
small back room, but obviously the
main attraction there is the back
wall—made up of 144 removable
plexiglass squares which she is con-
stantly filling up with autographs
of visiting recording stars or auto-
graphed album covers. Some 75 sig-
natures have already been obtained,
either backstage at concerts or in
impromptu in-store appearances by
artists staying at the hotel next
door and just browsing through.
Most notable among these are ZZ
Top, Tom Petty, and Chubby Check-
er.
The autograph section has a small
raised platform stage and a table
for in-store signing, adds Vitale,
though she complains that local rec-
ord label reps “haven’t been help-
ful” in setting up in-store appear-
ances, “I think because we're not
that big.” She says that at the end
of each year the autograph collec-
tion will be auctioned off for chari-
ty. Aside from audio product, Auto-

(Continued on page 32)

Almas Hi-Fi Says CDs Will
Account for Half '86 Gross

LOS ANGELES If manager Chet
Davis’ figuring proves correct, ap-
proximately 50% of the Almas Hi-Fi
Stereo stores’ 1986 predicted gross
of $7.5 million will be from Compact
Disc hardware and software sales.

The three greater Detroit area hi-fi
specialty stores expect to do 20% to
25% of their yearly volume in CD
software—if order fill improves, that
is. Davis says he’s getting 30% fill on
the average, terming it the worst he’s
seen since the laser read disk was in-
troduced in October 1982.

Hardware, he feels, will contrib-
ute 30% of the total take. He’s
stocking 22 different units of Ya-
maha, JVC, Revox, McIntosh, NAD,
Nakamichi, Adcom, dbx, and Tand-
berg, ranging in price from $259 for
players to $1,000 for consoles. He
expects his first portables within 90
days, and he hopes to have 30 differ-
ent units on hand by year’s end. He
might handle CD car installation “if
manufacturers make it possible.”
Almas stores already handle stereo
car installation.

“If hardware continues to deliver
and sell as expected, the prospect of
such shortages in software for CD
is scary, it’s real iffy,” Davis says.
“We therefore will find customers
reticent to buy. We’ll be in a real
bog.”

Almas is a pioneer name in hi fi.
Stanley Almas, the stores’ founder,
started KLA Laboratories in the
early Depression years. The firm
constructed and repaired radio sta-
tion equipment, primarily in the
Michigan area.

After selling KLA Labs in 1951,
Almas opened Hi-Fi Studios, an ear-
ly specialty audio store, in a 1,500-

square-foot store front in Detroit.

He changed the name to Almas
Hi-Fi Stereo in 1957, moving more
deeply into stereo hardware and au-
diophile recordings. In 1962, he
moved into an 8,000-square-foot lo-
cation in Dearborn, Mich., a south-
ern suburb of the Motor City.

When Almas died in 1971, Jim
Weigandt, who is still president,
took over. Davis, a former Ventura,
Calif., and Detroit hi-fi sales execu-
tive, joined in 1977. He became man-
ager of the new 4,500-square-foot
Birmingham store. A similarly sized
store opened in Farmington Hills in
1984.

The combination hardware/soft-
ware outlets have carried CD only
since May 1985, when they sold off
all their audiophile LPs and cas-
settes in a half-off discount sale
that lasted for 90 days. The Almas
software inventory contains more
than 1,800 CD titles, priced from
$12.95 to $17.95 for single disks.

Davis has created oak plywood
wall arrangements with pegboards
to display CDs. There are also
browsers, reconstructed with a cen-
ter divider, to hold facing rows of
CDs. The stores handle the growing
array of CD accessories, which Da-
vis complains are hard to get be-
cause they come from difficult-to-lo-
cate manufacturers. He carries a
variety of merchandise, from CD
cleaning preparations at $12 to $25
to interconnect cables that cost $70
to $80 per meter.

Davis sees no new Almas stores
in 1986, but predicts a general
strengthening of the three now in
existence in the next 12 months.

JOHN SIPPEL
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Discplay 2 - 336 Discplay 2 - 472

Merchandising and storage systems for
Compact Disc, cassettes and Video
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There’s no business like showbusiness
Make space for your great show

It goes CD-ward:

Lift Verkaufsgeréte, Franzensgasse 25, A-1050 Vienna
Tel.: (0222) 56 75 21, Telex 136684
Lift Ltc, Finlandia Centre, Oxford Rd, Gerrards Cross

GB-Bucks. SLS TRH. Tel.: (07583) 888120, Telex 849041
Lift US not yet establ.shed - till mid of May

please contact Lift Vienna directly.

Carnia Co. Pty. Ltd, 6, Artarmon Road, AJS-Sydney

NSW (68, Tel. (02) 95 20 05, Telex intsy aal(l0l systems w:th futur
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SOUNDS.

PERFECT

SOUNDS LIKE
LASERVIDEO, INC.

A QUIXOTE COMPANY

Manufacturer of Compact Discs.

For information: LaserVideo. Inc. ¢ One East Wacker Drive e Chicago. 1llinois 60601 ¢ 312.467.6755

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
HUSKER DU
Candy Apple Grey

LP Warner Bros. 1-25385/WEA/$8 98
CA 4-25385/$8.98

IYALL, DEBORA

Strange Language

LP Columbia BFC 40281/CBS/no list
CA BCT 40281 /no0 list

JUDAS PRIEST

Turbo

LP Columbia OC 40158/CBS/no list
CA OCT 40158/no list

NAKED PREY

Under The Blue Marlin

LP Frontier FLP1016/3$8.98
CAFCX1016/%8.98

PRINCE AND THE REVOLUTION
Parade

LP Paisley Park 1-25395/WEA/$9.98
CA 4-25395./$9.98

ROLLING STONES

Dirty Work

LP Columbia OC 40250,/CBS/no list
CA OCT 40250/n0 list

VAN HALEN

5150

LP Warner Bros. 1-25394/WEA/$8.98
CA 4-25394/38 98

VIKTIM

LP No Parking EPO01/Important/$5.98
CAEPO01/%5.98

BLACK
WILSON, NANCY
Keep You Satisfied

LP Columbia FC 40330/CBS/no list
CA FCT 40330/no list

COUNTRY
ATKINS, CHET
Street Dreams

LP Columbia FC 40256/CBS/no list
CA FCT 40256/no tist

SOUNDTRACK
ANDERSON, LAURIE
Home Of The Brave
Original Soundtrack
LP Warner Bros. 1-25400/WEA/$9.98
CA 4-25400/59.98
MANNHEIM STEAMROLLER
Saving The Wildlife
From The PBS Television Special
Soundtrack

LP American Gramaphone AG-2086/n/a
CA AGC-2086/n/a

| VARIOUS ARTISTS

Just Between Friends

Original Soundtrack, Music by Earl Klugh
LP Warner Bros 1-25391/WEA/$9.98

CA 4-25391/3998

JAZZ
MAYS, LYLE

LP Geffen GHS 24097/WEA/$9.98
CA M5G 24097/$9.98

CLASSICAL
BACH, J.S.
St. John Passion
Helmuth Rilling
LP CBS Masterworks 13M 39694/ no list
CA 13T 39694/n0 list
CHOPIN
Preludes, Op. 28
Vladimir Feltsman
LP CBS Masterworks M 39966/no list
CA MT 39966/ n0 list
JOLIVET/TOMASI
Trumpet Concertos
Wynton Marsalis, Philharmonia Orchestra,
Esa-Pekka Salonen
LP C8S Masterworks IM 42096/ no fist
CA IMT 42096/no0 list
MAHLER
Symphony No. 7
Wiener Philharmoniker, Lorin Maazel

LP C8S Masterworks I2M 39860, no iist
CA 12T 39860/no list

(Continued on page 35)
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Inside and Outside Views Offer Satisfying Design Perspectives

BY MOIRA McCORMICK

CHICAGO Most retail chains look
to their own staffs when designing
new stores or revamping existing
ones. In-house designers with com-
pany familiarity on their side have
an intrinsic idea of what works and
what doesn’t, a perspective difficult
for an outsider to appropriate.
Some jobs, though, call for the ob-
jective eye of someone concerned
primarily with maximizing sales po-
tential rather than with concocting
an appealing surface. In such in-

FOR WEEK ENDING MARCH 15, 1986

stances, retail chains often contact
outside design consultants.

As yet, the 178-unit Camelot chain
has not felt the necessity to hire an
outside consultant for design prob-
lems. Fixtures, security, and traffic
flow undergo a continual series of
revisions—all handled in-house. On
the other hand, the 150-unit Record
Bar chain found that a retail design
consultant aided them considerably
in establishing a new store layout
which enhanced sales potential.

And at newcomer Music’s Inter-
national, both methods fit—its flag-

ship store was planned and put to-
gether completely by an in-house
staff—but one with an extensive
background in interior design.

At Canton, Ohio-based Camelot,
Larry Mundorf, vice president of re-
tail operations, says, “All our store
designing is done in-house. Five
years ago we tried to work with a
consultant, but found it futile. The
results were beautiful, but not fune-
tional. We decided our operation
was best suited to its own needs,
and so did some shifting around to
shore up our in-house staff.”

Mundorf credits Ray Samples,
vice president for real estate, and
Phil Shannon, director of store de-
sign, with keeping the chain’s lay-
outs innovative and efficient. “Dol-
lar’'s-worth per foot is paramount,”
he stresses. “With escalating mall
rents and limited space, every-
thing—security, traffic flow, and
product visibility—must be as effec-
tive as possible.”

The Record Bar, based in Dur-
ham, N.C., had never experienced
the need for an outside consultant
until it came to its attention that a

strong retail design—as opposed to
merely an attractive appearance—
might be a logical project to attempt
in prototype.

One of Record Bar's executives
had attended a specialty store con-
ference several years ago, and had
been impressed by the presentation
of keynote speaker Jack McGowan,
president of Selling Machine, a re-
tail design consultancy firm in Fra-
mingham, Mass.

McGowan stressed that many
specialty stores do not place enough

(Continued on page 34)
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10 [ 10 | 10 | 15 | ZZ TOP warner 8R0S 2.25342 AFTERBURNER 10 [ 12 J43 § ] BACHBUSTERS reLarcsoizs
DON DORSEY
11| 15| 16 | 9 | THE CARS iextra 5604642 GREATEST HITS 11 EIRRATaN WEBBER: REQUIEM  anceL oro.38218
DOMINGO, BRIGHTMAN (MAAZEL)
12 | 11 | 12 | 33 | STING asmco3750 DREAM OF THE BLUE TURTLES 12 (SN PASSIONE  Lonoon a17-117
LUCIANO PAVAROTTI
13| 16 | 17 | 29 | CREEDENCE CLEARWATER REVIVAL Fantasy FC 623.CoR2 CHRONICLES 13 | 13 | 12 | 31 | GERSHWIN: RHAPSODY IN BLUE  cos mk-39699
LOS ANGELES PHILHARMONIC (THOMAS)
14 | 12| 11 | 17 | SOUNDTRACK mca 26150 MIAMI VICE 14 | 14 | 14 | 42 | TELARC SAMPLER #2  TeLaRC 80102
VARIOUS ARTISTS
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24 | 26 | 24 | 42 | TEARS FOR FEARS MERCURY 824-3n0-2/POLYGRAM SONGS FROM THE BIG CHAIR 24 | 25 | 25 | 32 | SVRAUSSFEST 7eLarc scoss
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26 | 25 25 8 BOB DYLAN coLumsia ck 3830 BIOGRAPH 26! 2 21 9 OUT OF THIS WORLD  pHiLIPS 411-185
BOSTON POPS (WILLIAMS)
27 | 0 | — 6 SOUNDTRACK ATLANTIC 2-81273 WHITE NIGHTS 27 | 28 30 8 GERSHWIN: RHAPSODY IN BLUE  pHiLIPS 411123
. DICHTER (MARRINER)
28| 29| — | 2 | ELVIS COSTELLO coumeia ck 40101 THE BEST OF ELVIS COSTELLO 28 | 27 | 26 | 29 | PUCCINI: TOSCA  anceLcea7174
MARIA CALLAS
29| | 2 7 JAMES TAYLOR coLumBta Ck 40052 THAT'S WHY I'M HERE 29 NEW) VIVALDI: THE FOUR SEASONS  aNGEL CDC-47319
ITZHAK PERLMAN
30 NEW)D DIONNE WARWICK arisTA ARCD 8398 FRIENDS 30| 30 | 20 [ 4 | GLASSWORKS cesmk37265
PHILIP GLASS ENSEMBLE
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For Creative Dealers, the Walls Have Tiers
Space Crunch Forces Space-Age Approaches

BY FRED GOODMAN

NEW YORK Record retailers mov-
ing into video and Compact Discs
have been exploring ways to juggle
inventory and limited display space
for maximum results. Imaginative
and experimental use of wall fac-
ings are proving a partial solution.

Among the most aggressive mass
merchandisers seeking to bring vid-
eo rental into mall locations is the
175-store Camelot Music chain.
Though Camelot is handling the
problem of expanded product lines
and inventory by moving to larger
outlets wherever feasible, the chain
is also tackling video in smaller loca-
tions.

Some of Camelot’s most imagina-
tive solutions to the space problem
show up in the design of the 1,700-
square-foot Chapel Hill Mall outlet,
which opened last summer in Ak-
ron, Ohio. The full-line record and
audio cassette outlet boasts a 1,000-
piece video inventory.

“Shortcuts is the name of the
game,” says Larry Mundorf, vice
president of operations, in deserib-
ing the chain’s refixturing and dis-
play scheme. Inventory is stored in
the back room, with hot titles kept
under the check-out counter.

BLANK & PRE-PRINTED
CUSTOM OR PROMOTIONAL

800/648 - 0958

GOPHER PRODUCTS CORP
2201 Lockheed Way
Carson City Nev 88701

#1
BEST
SELLER

The action is simulated —
The excitement is real!!

From your distributor, or
call us direct:

301 / 667-1151

Yet the real key to the new de-
sign’s success is the development of
a trapezoidal display column built
out from the walls. Measuring eight
feet high, three feet deep and two
feet across, the build-outs increase
linear space footage by an estimat-
ed 40%, according to Mundorf.

“The Chapel Hill store was our
lab,” he says. “Now we're using it
in other stores as well. It’s also por-
table and useful for sectioning vid-
eo off. We’ll continue to place it in
our existing stores and startups.”

The columns offer their greatest
value through provision of new-
found height and compact display

Neon is being
used to lure
customers to
video displays

space. In the future, the chain will
be experimenting with open display
of titles in an attempt to move away
from the library system.

While Camelot experiments with
new wall facings, the Durham,
N.C.-based Record Bar is returning

FOR WEEK ENDING MARCH 15, 1986

to more traditional wall display
methods for its skein of 149 shops.
Chip Capelletti, director of store
planning for Record Bar, says the
chain has backed off its wall unit ex-
perimenting.

“We’ve discarded most of the an-
gling stuff for flexibility and cost
reasons,” he says. “Instead, we're
going up with our facings and mov-
ing above eye level.”

Installing store-length projected
soffits that run from seven to 10-1/2
feet above floor level have proven a
useful way to get customers to look
higher than they normally would on
a wall. Additionally, the step-out
makes it easier for store personnel
to change displays at that height.

*Another factor in Record Bar’s
wall displays is the expanded use of
low-wattage track lighting. Aside
from improving display visibility,
Capelletti credits the lighting with
giving off less heat, cutting down
significantly on air conditioning
bills, and costing less to use in the
long term.

The 50-watt MR16 bulb has virtu-
ally replaced all 120-watt bulbs in
the chain. “Even if the wall is well
lit by fluorescent lights, this will
punch a hole through it and hit the

(Continued on next page)

AUTOGRAPHS IS EYE CATCHING

(Continued from page 28)

An art deco motif dominates Autographs’ innovative design, where an eye-
catching check-out center stands in the center of the store’s floor space.

graphs sells and rents music video.
“Since there’s already a movie rent-
al store in this mall, we agreed to
carry only things that didn’t show
on the big screen while they agreed
to carry only those that did;” ex-
plains Vitale, who has just set up
Autographs Music Video Club al-
lowing two-day free borrowings of
one title at a time for members who
pay the $25 annual fee.
Autographs is Vitale’s second

record store. Her 2,000-square-foot
Love Records & Tapes used-product
store moved last November from its
15-year-old Main Street location to a
better one on Broadway.

As to her thoughts on further ex-
pansion, Vitale says, “I have a lot to
do being just one person, and it
would take more than me to do more.
But I'm getting offers from other
shopping centers who feel that Auto-
graphs is a beautiful store.”

& o
x X Q? @a é K
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CREATIVE WALL SPACES

(Continued from preceding page)

middle of any display,” he says.
“With the older track lighting sys-
tem, we had no contrast. Through
the bulb type, we can control the
spread of the beam.” He notes that
the MR16 is so tiny that it can be
turned to face bins and endcaps
without blinding customers.

Another form of lighting em-
ployed by Record Bar is neon, a fix-
ture and design mode popularized
by Tower Records. Custom-made
neon is being used to lure custom-
ers into the rear of Record Bars
where video is displayed, and anoth-
er neon, flashing “Now Playing,”
hangs above the front check-out
counter.

For video and special projects,
Record Bur is relying on freestand-
ing slatwall fixtures with plexiglass
shelving. Capelletti says the fix-
tures give the chain a hedge against
the changing product mix.

“We're paying extra now for
slatwall because we don't know
what the future will bring,” he says.
“The product lines are changing be-
fore the fixtures wear out.”

New audio as well as video prod-
ucts are posing wall display prob-
lems for retailers. Cassettes have
never overcome the problem of
proper graphic display, and now
CDs offer only a partial remedy in
their 6- by 12-inch package.

And even that doesn’t please a lot
of retailers, especially when dealing
with titles in the clear, clamshell
pack. One specialty dealer, Minne-
apolis’ CD Establishment, feels that
the jewel box is the best way to dis-
play the product. With a bin display
system for putting out boxes with
booklets but no disks, CD Establish-
ment has even developed a way to
display jewel boxes on their walls.

“We use an L-shaped lip with an
empty jewel box,” says the store’s
Rob Simonds. He adds with a laugh
that his store manager “decided to
get into the '80s with velero,” at-
taching strips to both the wall and
the back of empty jewel boxes. “He
Just pulls the boxes down and
changes the booklets when he

NARM CONVENTION
wants to display different titles,” DANCE TO THE MUSIC OF

And even though CD Establish-
ment removes disks from the outer

packaging, they don’t dispose of

them. Empty 6-by-12 cardboard box-
es are used for wall montages. “It M
actually makes the store look pretty - .

’NeRE, NAYROBE

... AND OTHER SURPRISE GUESTS

AT THE

THE ONE
TITLE ALL

YOUR VIDEO ¢ + Sponsored by

Independent

Distributors
& Labels

CUSTOMERS
WANT, MG

Call Susan: (212) 489-8130. ext.510°
or meet me at NARM.
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DESIGN PERSPECTIVES

(Continued from page 31)

emphasis on themselves as retail-
ers. Record stores, for instance, of-
ten consider the core of their busi-
ness as ‘“‘music first, and retail
second,” in McGowan'’s words. Rec-
ord Bar subsequently hired Selling
Machine to design a store in Colora-
do Springs, Colo.

““We wanted to try to optimize our
product presentation,” says Chip
Cappelletti, Record Bar director of
store planning, ‘“‘and minimize our
overhead. So we felt that bringing
in an experienced retail person was
a good move.

“We didn’t bring in [McGowan]
for decor consultation—we already
had a graphics package, the store-
front was designed, and so forth.
He was brought in as a retail de-
sign consultant.”

McGowan capitalized on the in-
and-out shopping habits of record-
buying baby boomers in planning
the Colorado Springs Record Bar.
Inventory was departmentalized via
a series of “shops” set against the
walls and separated by chrome fix-
tures, labeled “rock,” “jazz,” “clas-
sical,” etc. Bins were fashioned
from clear lucite instead of tradi-
tional wood, the better to see entire
album jackets.

Wall space was used for LP and
CD display (instead of for point-of-
purchase materials), using lucite
“face-out baskets” with adjustable
separators. A “fast lane”” was creat-
ed through the center of the store,
lined with high-profit-margin acces-

sories. The standard Record Bar
stained glass and wood look was re-
placed by a contemporary chrome-
and-black decor, “‘which fits this
generation of shoppers,”” says
McGowan.

Record Bar’s Cappelletti deems
the chain’s experience with an out-
side consultant “successful,”” but
doesn’t expect it to duplicate the
Colorado Springs store in every de-
tail due to cost.

When Music’s International in
Raleigh, N.C,, opened its doors last
August, it exhibited a radical up-
scale design custom-made by an in-
terior design expert—who also hap-
pens to be the store owner.

Hap Willard intended Music’s In-
ternational as a prototype for a
chain. “We’re offering a franchise
package to secondary markets,” he
sayvs, “such as Greenville, S.C., and
Charlotte, N.C.—areas of real eco-
nomic growth.”

Willard, a 12-year veteran in the
advertising and marketing fields,
who owns his own Phoenix Group
ad agency, had pursued interior de-
sign as a ‘“‘sideline,” becoming inter-
ested in the art deco and post-
modern movements.

His Music’s International em-
ploys both styles in an attempt to
“bridge the gap between mall and
discount stores, and to appeal to an
upscale crowd.”

A pair of curved glass-brick walls
frame the store’s entrance. Once in-
side, the eye is caught by a 1957

Wurlitzer jukebox built into the
front counter. On either side of the
black-and-white tiled counter are
waterfall fixtures filled with new
releases and Billboard's top 50 LPs.
CDs are displayed in mini-water-
falls which allow swift access to in-
ventory.

Deco sconces accent the walls.
Lighting is dramatic, with certain
areas (such as the counter) high-
lighted by spots. A black-and-white
tile pad and a pair of art deco chairs
mark a listening area in the rear of
the store.

Because of Music’s Internation-
al’s normally upscale clientele, “we
weren’t overly concerned with the
idea of theft when we designed the
store,”” Wilard says, adding that all
points inside are clearly visible from
the front desk. Shoplifting hasn’t
been a problem so far, “except may-
be a little at Christmas, when the
store was packed.’

Willard says, “In our future
stores, we probably won’t use ex-
actly the same design—except for
the counter antique jukebox. Some
stores may not even have the deco
elements or tiling. I'd like to do a
"50s store, for example.”

In any case, assures Willard, he
intends, with his proposed fran-
chise, to ‘““‘make the experience of
shopping for music as pleasurable
as is listening.”
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BY EARL PAIGE

LOS ANGELES If any one sub-
Ject fuels discussion at conventions
and seminars of the National Assn.
of Recording Merchandisers
(NARM), it’s computerization—
specifically, bar coding.

Jack Eugster, president of
Musicland Group and president of
NARM, is one retail executive
enthusiatic about this subject. He
shows his excitement in citing a re-
cent example of how effective this
technology can be.

“Qzzy Osbourne’s ‘The Ultimate
Sin’ came out on a Monday,” he
says, “by sitting out there [at the

computer terminal] for five to ten
minutes, I could tell where it would
be breaking around the country on
Tuesday, Wednesday, and Thurs-
day.”

Musicland’s headquarters in
Minneapolis house a NASA-like ar-
ray of computers to track activity
in 458 stores. In an interview with
Billboard, Eugster cites the many
advantages computerized inven-
tory yields for the chain’s stores.

BB: Before getting into bar cod-
ing, and inventory maintenance
and replenishment, can you review
where you are in terms of automat-
ic returns handling? It seems
every time someone visits your fa-

Eugster Sees Electrifying Results of Bar Code Use
Musicland Switches on to Computers

cility you’'re sorting at a faster
pace.

JE: The laser scanning system—
we call it a computer-integrated re-
turns sorter—is dramatically in-
creasing our ability to cost-effec-
tively recycle merchandise, rather
than return it to vendors.

BB: Yes, in early August [1985]
the rate was 3,000 units [LPs or
cassettes] per hour. Yet, during a
convention two weeks later, you
said it was much more rapid and
you no longer had manual dump-
ing of returned albums.

JE: Yes, we found we could mer-
chandise the initial loading; a hu-

(Continued on next page)
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NEW RELEASES

(Continued from page 30)

NIELSEN

Symphony No. 4 “The Inextinguishable’;
Helios Overture

Swedish Radio Symphony Orchestra, Esa-
Pekka Salonen

LP CBS Masterworks IM 42093/no list

CA IMT 42093/n0 list

VARIOUS ARTISTS
The Glenn Gould Legacy, Vol. 3

LP CBS Masterworks M3 42115/n0 list
CA M3T 42115/n0 list

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

HOME VIDEO

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

FILMS

AIRPORT

Burt Lancaster, Dean Martin, Jean Seberg
& ¥ MCA Home Video 55031/$59.95

AIRPORT 1975

Charlton Heston, Karen Black, George Kennedy
& ¥ MCA Home Video 55121/$59.95

AIRPORT '77

Jack Lemmon, Lee Grant, Brenda Vaccaro
& ¥ MCA Home Video 66039/$59.95

BANANA MONSTER

John Landis, Saul Kahan, Eliza Garrett

& ¥ Lightning Video 7513/$69.95

THE BEST OF ALFRED HITCHCOCK
PRESENTS VOLUME ONE

& ¥ MCA Home Video 80331/$29.95

EVERYTHING
YOUEVERWANTED
T0 KNOW ABoOUT

VIDEO...

YOU'LL NEVER
HAVE TO ASK.

Cali Susan: (212) 483-8130, ext.510

or-meet me at NARM.

BLOODY TRAIL

Paul Harper, Ricki Richardson, Hagen Smith
& ¥ Academy Home Entertainment 1033/359.95
THE CONCORDE: AIRPORT '79

Alain Delon, Susan Blakely, Robert Wagner
& W MCA Home Video 55066/$59.95

DENNIS THE MENACE IN MAYDAY FOR
MOTHER

& W MCA Home Video 80289/319.95

THE DOOMSDAY FLIGHT

Jack Lord, Edmond O'Brien, Katherine
Crawford

& ¥ MCA Home Video 80329/$39.95

THE FIRST EASTER

The New Media Bible

& 9 vanguard Video 4004/$49.95

THE FIRST EASTER

Companion Series To The New Media Bible
& ¥ Vanguard Video 4001/$29.95

JESUS THEN AND NOW VOL. 5: THE
CRUCIFIXION, THE RESURRECTION

& W Vanguard Video 4002/$49.95

QUINCY JONES ... A CELEBRATION

& ¥ VCil Home Video VC-133/$24.95

THE GOONIES

Sean Astin, Josh Brolin, Jeff B. Cohen

& W Warner Home Video 11474/WEA/$79.95

THE LAST CONTRACT

Jack Palance, Rod Steiger, Richard Roundtree
& ¥ Academy Home Entertainment 1036/$59.95
NAUGHTY KNIGHTS

Frankie Howerd, Graham Crowden, Bill Fraser
& ¥ Academy Home Entertainment 1035/$59.95
PRIMAL IMPULSE

Klaus Kinski

& W Lightning Video 7515/$69.95

PSYCHOPATH

Klaus Kinski, George Martin, Ingrid Schoellor
& W Lightning Video 7514/$69.95

SATAN'S SUPPER

Cameron Mitchell, Marc Lawrence

& ¥ Academy Home Entertainment 1034/$59.95
SESAME STREET PRESENTS: FOLLOW THAT
BIRD

& W Warner Home Video 11522/WEA/$79.95

SHE

Sandahl Bergman, Quin Kessler, David Goss
& W Lightning Video 9925/379.95

SMARKUS & CO.

Animated

& ¥ VCit Home Video VC-130/$24 95

SON OF SINBAD

Dale Robertson, Vincent Price, Sally Forrest
& ¥ United Home Video 1092/$19.95
SUMMERDOG

James Congdon, Elizabeth Eisenman

& W Lightning Video 9054/859.95

A TEST OF LOVE

Drew Forsythe, Tina Arhondis

& ¥ MCA Home Video 80164/369.95
THUNDERCATS: SPITTING IMAGE VOL. 3
& ¥ Family Home Entertainment F1168/IVE/$14.95
THUNDERCATS: TROUBLE WITH TIME VOL. 4
& ¥ Family Home Entertainment F1169/IVE/$14.95
TIP TOP! WITH SUZY PRUDDEN AGES 3-6
& W Warner Home Video 32001/WEA/$19.98

TIP TOP{WITH SUZY PRUDDEN AGES 7 AND
OVER

& W Warner Home Video 32002/WEA/$19.98
TOPSY TURVY

Lisbet Dahl, Ebbe Rode

& ¥ Lightning Video 9545/569.95

VELVETEEN RABBIT
& W Family Home Entertainment F1173/IvE/$14,95

WHAT EVERY BABY KNOWS: A GUIDE TO
PREGNANCY AND CHILDBIRTH VOL. 3
Dr. Brazelton

& ¥ Family Home Entertainment F1171/IVE/$14.95

WHILE THE CITY SLEEPS

Dana Andrews, Rhonda Fleming, George
Sanders

& ¥ United Home Video 1109/$19.95

WHITE SLAVE

Elvive Audray, Will Gonzales, Andrew Louis
Coppola

& W Lightning Video 7512/369 95

YOUR

ALL

POP/ROCK

SPECIALISTS

CHOICE OF HOT TITLES

% RETAIL &

WHOLESALE

% VOLUME DISCOUNTS
% RUSH SERVICE

Blister packaging available

CALL US
TOLL FREE

1-800-CDS-ONLY
1-800-237-6659

in NJ: 1-201-855-0737

ALL TITLES CD®

363 Avenel St. Avenel, NJ 07001 - (201) 855-0737

N

U TV THEMES:

NI

Self Distributed
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est Salespeop
e Ears™

ITTRTAAOT

Stretch profits by using specially designed “Allsop Ears” to hold up our new
subpack/display packages.

Nowv, Allsop 3 subpacks adapt to any display
in your store; pegboard, slotboard, or on the
counter. The secret is our unique plastic “Ears”
But there'sa hook. In fact, there's two hooks
that grab tight to your display walls. And grab
the attention of your customers.

“Allsop Ears” turn our new display/subpacks
into your hottest silent salespeople. Our bright
packaging pops off the shelf to draw interesgt to . World Leaders
the world's best audio and video cleaners. in Hi-Tech Care Products

ALLSOP INC., PO.Box 23, Bellingham,WA 98227 USA. (206) 734-9090, Outside WA State: 1-800-426-4303, FAX (206) 733-4302, Telex 15-2101.

What's more, they don't take coffee breaks.

"Allsop Ears” are another example that we

really listen to you. So hook-up with your Allsop
rep today. For wall-to-wall sales.

ALLSOP 2% -

EUGSTER'S COMPUTER

(Continued from preceding page)

man can’t handle product that
quickly. I think we're now at some-
thing like 5,000 units an hour [al-
bums being sorted into 60 funnels
feeding boxes].

BB: The system works by laser
reading of your own UPC bar code
applied tickets. Will this work on
videocassettes too?

JE: Yes, and that’s another rea-
son for vendors to go ahead with
bar coding. Until bar coding is in
place on a total basis, no one can use
it. One label says 25 key items are
bar coded. It has to be every title for
it to be used in a system.

BB: The lag by vendors in bar
coding audio product was the most
controversial topic at NARM’s
retail/manufacturer advisory semi-
nar last fall in San Diego. Where
does it stand?

JE: The labels can do it. We can’t
operate with 25 bar coded items
when there’s 1,000 inventory items.

BB: If it’s a matter of labels want-
ing their own proprietary codes, you
have the capacity to give them that,
just so you have your pricing, prod-
uct identification, and so on, right?

JE: We've tried their data. It
works very well. The industry has
just dropped the ball.

BB: In terms of your inventory
maintenance and replenishment
system (RIM), at Musicland’s con-
vention last summer you said that a
four-year-old effort was completed.
Can you offer some examples of ap-
plications?

JE: Computerization has done
two things: it’s helped lower our
cost and it’s allowed us to be an ex-
pert on every piece of product in ev-
ery store.

BB: We understand that you can
look at product from many perspec-
tives—by genre, locations, titles,
and so on.

JE: I can sit right outside my of-
fice and call up anything from 50 to
70 screen variations, a single title in
all stores, or by districts. It goes
any which way. I spend five to 10
minutes every morning at the
screen. The other day I was looking
at Streisand’s album on Compact
Disc. I was particularly interested if
we were maintaining the flow in CD
on it.

BB: Computerization allows you
to react faster and to pinpoint?

JE: We were told LL Cool J's “Ra-
dio’’ was happening in the East,
New York, Philadelphia, in r&b—so

- we immediately raised the model

stock in those regions.

BB: You said recently one of your
Nashville stores was a top r&b out-
let.

JE: Nashville, yes. Well, the next
morning that store had five times
the model stock on LL Cool J.

BB: This extends to your non-core
product, or accessories, personal
stereo, and so on? Can you look at
South Bay Galleria (Torrance,
Calif.) and track items?

JE: Every carrying case model,
yes. [ can tell you how many “Miami
Vice” calendars we have in that
store, how many we sold yesterday,
how many are on hand and what we
expect to sell on the item.

www americanradiohistorvy com
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Assist by Rambis. Kurt Rambis, a mainstay of the Los Angeles Lakers
championship squad, signs a copy of the videocassette “Return To Glory” at
Music Plus’ store in Torrance, Calif. The hour-and-a-half in-store was in support
of the USA Sports Video release, which shows highlights of the Lakers’
successful 1985 play-off campaign, including the title series against the Boston

Celtics.

Chain Shies Away From Mall Rentals

ElRoy Ups Tape Activity

BY EARL PAIGE

LOS ANGELES EIRoy Enter-
prises, the 63-unit chain based in
Port Washington, N.Y., is step-
ping up its home video activities,
with videodisk product now of-
fered chainwide and plans to add
videocassette rentals at additional
Record World and leased TSS
Seedman locations.

ElRoy president Roy Imber says
these recent moves are just the lat-
est evolving from a video market
profile begun in 1983 that included
videodisk sales in 12 ElRoy stores.
Imber says that cautious entry is
characteristic of chain strategy
for each new home video format.

YOUR
BEST

SELLER.

He concedes that ElRoy, like
other East Coast chains, has ap-
proached video more conservative-
ly than dealers elsewhere, but he
says he’s always ready to experi-
ment. Imber says the chain’s mar-
keting of the now-abandoned CED
videodisk configuration is an ex-
ample.

Laser videodisks fit his inven-
tory because prerecorded VHS vid-
eo titles are offered on a sales ba-
sis throughout the chain, he says.
In its four existing rental loca-
tions, ElRoy offers both VHS and
Beta product. Those units are all in
non-mall locations, although
Imber reports that EIRoy has test-
ed video rentals in mall sites as
well.

Making video rentals pay off in
mall sites bedevils Imber. He says,
‘““We had it in a New London,
Conn., store and took it out. We
also tried it out on Long Island in a
small mall with a huge Sears,
which should have been ideal.”

Imber identifies three factors he
deems crucial to driving video
rentals in mall sites. “One is par-
king,” he says, “and how easy it is
to get in and out of the mall. Close-
ly related is the relationship of the
store to the mall entrance. The
third factor is competition. Out our
way it seems there’s an indepen-
dent video specialty store every
three blocks in every direction.

“We're willing to try it again,”

(Continued on page 43)

-

Congratulations )
Bob Mann and Video Reel.
Automatic Golf -Certified Platinum
137,000 Units Sold.
(Records available for audit to any authorized
charting organization.)

Coming soon from Video Reel: Bob Mann's “Instant Karate”
VIDEO REEL - Canoga Park, CA

Up-Front Safeguards & Legal Support Give Help in the Battle
Non-Retum of Rentals Is a Giant Problem

BY JIM BESSMAN

NEW YORK Responding to the
ever-present risk of losses from
non-returns and bad debt, video
dealers have instituted numerous
safeguards to minimize problems at
both ends of the videocassette rent-
al transaction. Methods vary from
such upfront measures as requiring
deposits or credit card numbers to
the threat of prosecution for crimi-
nal theft when scofflaws ignore re-
peated demands for unreturned
product.

While dealers agree that no strat-

FOR WEEK ENDING MARCH 15, 1986

egy can completely eradicate this
costly business annoyance, most are
satisfied that it can at least be con-
tained.

That costs can become huge if
left unattended is foremost in the
mind of Will Pleasants, executive di-
rector of the loss prevention divi-
sion of the Washington, D.C.-based
Erol’s Inc., the 86-store Mid-Atlan-
tic video hardware/software chain.

“People can become lazy because
it’s a small thing to return a casset-
te,” says Pleasants, “but say 10% of
your club members don’t return
their tapes. We have 400,000 mem-

bers, and if each one takes out three
or four titles, that's a lot of money
in lost tapes—not to mention lost
rentals, recovery, or replacement
costs. Unfortunately, with any club
there will be bad members, but luck-
ily 99.9% of ours are good.”

Armed with one of the most ambi-
tious programs for combating the
twin problems of no returns and bad
debt, Erol’s has a 50-person loss pre-
vention division, which is charged
also with controlling in-store theft
and training store personnel in pre-
cautionary procedures.

(Continued on page 39)
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TOP KID VIDEO*~

piled from a

Copyright Owner,

ti | sample of retail store sales reports.

Yearof
Release
Price

TITLE Manufacturer, Catalog Number
PINOCCHIO ¢ Walt Disney Home Video 239 1940 | 29.95
2 2 24 DUMBO A ¢ Walt Disney Home Video 24 1941 | 2995
3| 3 | 19| ROBINHOOD e Walt Disney Home Video 228 1973 | 29.95
4 5 |15 PETE'S DRAGON A ¢ Walt Disney Home Video 10 1977 | 20.95
. Warner Bros. Inc.
5 4 20 BUGS BUNNY'S WACKY ADVENTURES ® Warner Home Video 11504 1985 | 19.98
Children's Video Library
6 7 24 MY LITTLE PONY ® Vestron 1400 1984 | 19.95
. Warner Bros. Inc.
7 13 (2 DAFFY DUCK: THE NUTTINESS CONTINUES ... ® Warner Home Video 11505 1985 | 19.98
Samuel Goldwyn
8 | 6 { 24 | THE CARE BEARS MOVIE A ¢ Vettron 5082 1985 | 2495
9 10 ] 10 THE WALT DISNEY COMEDY AND MAGIC REVUE Walt Disney Home Video 318 1985 | 995
RAINBOW BRITE AND THE MIGHTY MONSTROMURK  Children's Video Library
10| 18 | 24 | MeNaCE o Vestron 1508 kD | [ekD
Children's Video Library
11119 7 RAINBOW BRITE-PERIL IN THE PIT A Vestron 1507 1985 | 29.95
12 NEW' VIDEO-A-LONG THE DISNEY CLASSICS Walt Disney Home Video 337 1986 | 14.95
IT'S YOUR BIRTHDAY PARTY WITH RAINBOW BRITE Children’s Video Library
13| 12 | .3 | AND FRIENDS Vestron 3105 i || Bk
14|11 ]| 23 G.l. JOE: A REAL AMERICAN HERO Family Home Entertainment F4-87 1984 | 39.95
15| 16 | 4 | STRAWBERRY SHORTCAKE'S HOUSEWARMING Family Home Entertainment F 348 1983 | 2095
16| 15¢ 9 SHE-RA, PRINCESS OF POWER VOL. Il Magic Window 6-20506 1985 | 24.95
17 { 21 24 LIFE WITH MICKEY! ¢ Walt Disney Home Video 260 1985 | 29.95
Tomorrow Entertainment inc.
18 17 3 FAERIES Family Home Entertainment F2145 1981 | 19.95
Children's Video Library
19 | NEWp | HUGGA BUNCH Vestron 1513 1985 | 29.95
20 NEW' THE BEST OF BUGS BUNNY & FRIENDS MGM/UA Home Video 200682 1985 | 19.95
3 Sunbow/Hasbro/Bradley Pd. Inc.
21 | 23 | 24 | THE TRANSFORMERS: THE ULTIMATE DOOM Family Home Entertainment F-31 20 1985 | 24.95
22|14 CARE BEARS BATTLE THE FREEZE MACHINE A Family Home Entertainment F371 1983 | 29.95
, Warner Bros. Inc.
23 9 20 PORKY PIG'S SCREWBALL COMEDIES ® Warner Home Video 11508 1985 | 19.98
24 | 22 | 2 | THUNDERCATS-PUMM-RA Family Home Entertainment F1162 1985 | 14.95
. Sunbow/Hasbro/Bradley Pd. Inc.
25 8 3 THE TRANSFORMERS: HEAVY METAL WARS Family Home Entertainment F1163 1984 | 1495

@ Recording Industry Assn. of America goid certitication for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certitication tor theatrical films, sales of
150,000 units or suggested list price income of $6 miltion (60,000 or $2.4 million for non-theatrical made-tor-home video product; 50,000 units or a value of
$2 million for music video product). Titles certitied prior to Oct. 1, 1985 were certitied under ditferent criteria.) ® International Tape Disc Assn. certitication for
gross labe! revenue of $1 million after returns or stock balancing.
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An extraordinary opportunity
for you to access new
programming sources, new markets,

new distribution channels.
KJ

April 17-20, 1986
at New York City’s new
Jacob K. Javits Convention Center

Don’'t miss the first international trade “marketplace” exclu-
sively for producers, publishers and distributors of home
video products! Plus video buyers from the growing channels
of retail distribution—from book stores to catalog houses
to mass merchandisers—all with direct access to consumers.
This show’s got it all—booth after booth of program sources
for the greatest potential growth area in the marketplace—
special interest videos—and the latest in entertainment
videos, t00. Plus the opportunity to do business directly
with their buyers and sellers, here and abroad!
For just four days, the industry’s key decision-makers
will be on hand here in one convenient location,
Whether you want to present new products, contact
programmers, make rights and distribution deals,
license products or locate new domestic or overseas
marketing channels, you can do it all at this power-
packed international expo!

All that, plus...
six practical seminars
for professionals, by professionals:

¢ Entering the U.S. Home Video Market
e Marketing Your Home Video Properties Worldwide
¢ Bringing Children’s Programs to Market
e Marketing Special Interest Tapes
¢ Publishing and Merchandising a Music Video
® Creative Co-Ventures in Home Video

Sponsored by Bell & Howell/Columbia Pictures/Paramount Video Services
and VCA/Technicolor
Produced by Knowledge Industry Publications, Inc.

% % % FREE ADMISSION % % %

with advance registration...plus
PRE-CONVENTION PLANNING KIT

Register now with this coupon and save the $25 at-the-door,
trade registration fee.

New York International Home Video Market
Knowledge Industry Publications, Inc
701 Westchester Avenue. White Plains, NY 10604 USA

[J Please enter my advance registration for the International Home Video Market
to be held in NY on April 17-20, 1986, which entitles me to free admission to the

exhibition hall, and send me complete registration and fee information for the seminars. |

I'll expect to receive my Admission Ticket and my Pre-convention Planning Kit on
or about April 1st

[J We may be interested in exhibiting; please send Exhibitor Kit with price information

Name Ttle

Company

Address

City State or Country

Postal Code Telephone
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TOP VIDEOCASSETTES ™™*

Compiled from a national sample of retail store rental reports.

0;#’ ,:* C Copyright Owner, Principal g _§ -:5;
;f J“’ .éf! Distributor, Catalog Number Performers 288
1 1 5 RAMBO: FIRST BLOOD PART Il A Thorn/EMI/HBO Video TVA3002 Sylvester Stallone 1985 | R
2|7 | 7| emazrswonon L
32| 7| Maska ﬂ?:‘leé?it':cc‘é’ri‘%‘g‘féa S Elliot B [HHE
4 4 5 ST. ELMO'S FIRE gggg(;olumbia Pictures Home Video 6- g:?nli_ong)re 1985 R
5| 5 | 6 | MADMAXBEYOND THUNDERDOMEA  jamerBros.inc. el Gibson 1985 | PG-13
6|6 | 4| TEENWOLF G . Michael J. Fox 1985 | po
7 [15] 3 | wemoscincs i Sy sues e
8 | 7 | 18 | BEVERLYHILLS COP B o o0 1134 Eddie Murphy 198 | R
9|9 | M| GREMLINSA Wormer Hias ideo 11388 Eposon Coms ]| &
10| 8 | 10 | PALERIDER & . w:[:g[ B e o0 11475 Clint Eastwood 1985 ] R
11| 11| 12| FLETCHA @ &”&‘X"Bﬁ?!.cc‘é’ri'%‘g‘f%o Chevy Chase 1985 | PG
12| 10 19 GHOSTBUSTERS ggi/lgolumbia Pictures Home Video 6- gglnl\ll;rkrragy(’ 1984 | pe
13| 13 | 15 | THEEMERALD FOREST Exg:gg Pictures  tainment 2179 Powers Boothe 1985 | R
14| 12| 5 | MYSCIENCE PROJECT Tonehatons Fms Video 360 Dol vom rarmeck B[
15| 30 | 3 | CREATOR Thorn/EMI/HBO Video TVA2999 mﬁ;&g‘r’n"i‘:gway 1985 | R
16 | 14 | 4 | REDSONJA CBS-Fox Video 4733 Q;izft’t‘:f{éf::n“e' 1985 | PG-13
17| 17 | 23 | THEBREAKFASTCLUBA ¢ &"c‘X%?ZJ%ZE“é‘ST%; m’oﬁ}"ﬁ'&'ﬂgeu Han (1985 R
18 | 18 3 THE MAN WITH ONE RED SHOE CBS-Fox Video 1477 Tom Hanks 1985 | PG
19|16 | 12 | AVIEWTOAKILL CBS-Fox Video 4730 L0 1985 | PG
20| 19 | 23| AMADEUS A Thorn/EMI/HBO Video TVA2997 ;_°n','1‘u’:'r”;;j\mham 1984 | PG
21| 23 | 14 | CODE OF SILENCE 4 e —— Chuck Norris 1985 | R
22| 20 | 16 | BREWSTER'S MILLIONS & &“éfé?ii.cc‘f,’,i“é‘g‘f% . JR;%’:“’E‘;E;’;” 1985 | PG
23| 21| 2 | THECOCA-COLAKID e : Eric Roberts 1985 | R
2| 2| s | oane ot sentnnd g |
25| 24| 8 | EXPLORERS Paramount Home video 1676 River Bhooncc 5] k&
26| 7 | 3 | ureroncee e S |
710 | | wosTwamencae P I
28 | NEW) | RETURN OF THE JEDI CBS-Fox Video 1478 Mark Hamill T s | ee
29 | 25 | 15 | VISION QUEST A e S e e LB
30 | NEW)> | VOLUNTEERS Thorn/EMI/HBO Video TVA2983 ]gr’:‘ ’éz’r‘"ésy 1985 | R
31|34 3 THE LEGEND OF BILLIE JEAN Key Video 6925 Helen Slater 1985 | PG-13
32| 29| 9 | THEHEAVENLY KID = R o e Sasen Gednee 1985 | PG-13
33 | momy | OUSEACKDRW BTHER ST Tielssscompay T gecowenen ||
34 | 31| 13| JUSTONE OF THE GUYS SAp SRR DTS 1985 | PG-13
35| 32 14 PERFECT gglzg(iolumbia Pictures Home Video 6- jg::;:{:ogjnis 1985 R
36| 28 | 8 | BERRY GORDY'S THE LAST DRAGON CBS-Fox Video 6294 2’,":}";" 1985 | PG-13
|| 2 | mestorr e ey |
38| 2 |5 | vomamea e e L
39| 40 | 4 | JANE FONDA'S NEW WORKOUT A R Ve PO 10 069 Jane Fonda 1985'| NR
0 | 5 | 7| enumereos s o e g, o] s

® Recording Industry Assn. of America gold certification for theatrical films, sales of 75.000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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NON-RETURN PROBLEM

(Continued from page 37)

To keep rental copy losses at a
minimum, the chain is fully comput-
erized and bar coded, so that time,
date, store location, and member-
ship card numbers are recorded at
time of rental, then monitored so
that Pleasants’ division is instantly
notified when two weeks have
lapsed without return of the tape.

Expiration of the grace period
triggers a pre-printed ‘‘customer
service type’ letter to the tardy
renter, which if necessary, is fol-
lowed by a phone call within seven
days instructing him to either bring
it back or check it out again. This
two-pronged reminder is repeated,
and if the tape is still not returned,
the matter is handed to an indepen-
dent company, which sends out a se-
ries of “progressively stronger” no-
tices, once a week. Then, after what
has amounted to 90 days of request-
ing return of the product, a collec-
tion agency is enlisted to negotiate
settlement.

“We have gone to court, but pre-
fer to let the collection agency take
care of that,” says Pleasants, who
adds, however that “‘customer servi-
ce’”’ generally eliminates that need.
“If you approach customers from
the standpoint of giving service,
most of them will want to be in good
standing. But some people move, or
keep tapes out for a long time and
run up such a big fee that they de-
cide not to pay it and hope it just
goes away.”

At the Turtle’s Records & Tapes
chain based in Atlanta, video buyer
Gene Price also points to computer-
ization as a big help in mitigating
rental losses in his 58 video rental
outlets. “The most important thing
is that when we give out a computer
receipt, we have the customer sign
it, which we didn’t do in the past,”
says Price. “Before, when someone
would say he wasn’t in the store at
the time of the rental, we had noth-
ing to go on—but now we have the
signature. Or when he says, ‘no way
I'd want “Meatballs,” ’ we have his
16-year old son’s signature right
there.”

Citing a “really low” percentage
of no-returns, Price notes that there
are times when the company must
“call and remind,” or send “please
return’’ letters from corporate
headquarters to “wake them up.”
He adds that Turtle’s “never has to
go farther, though we do have to
mark off some as a loss for one rea-
son or other,” such as “stolen cards
getting through, roommates using

(Continued on next page)

The most complete,
up-to-date guide book

to Home Video
Entertainment.

Call Susan: (212) 489-8130, ext.510
or meet me at NARM, Booth #56
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> 14 Of To day’s
Hottest Music Videos!

Sell some of the hottest music videos by today’s most popular artists!
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NON-RETURN PROBLEM

(Continued from preceding page)

cards and running away, separat-
ing, or whatever they do.”

Both the 200-plus East Coast Net-
work Video licensed-store chain and
the 10-store Cincinnati-based The
Video Store Inc. are finding success
in loss prevention by nipping the
problem in the bud. Network’s vice
president of operations Steve Gar-
vin, estimates that “if we lose may-
be eight or 10 films a year per store,
that’s a lot.” The key, he says, is
“knowing who you're dealing with.”
This is accomplished , he adds, by

| obtaining the customer’s driver’s li-

cense, home address, Master
Charge or Visa, or a cash deposit in
advance.

The Video Store’s president Jack
Messer also favors taking either a
deposit or credit card number prior
to renting. ““‘Lots of people object to
making a security deposit,” he says,
“but you don’t want them anyway.”
With a deposit, he adds, rental
losses ‘‘aren’t really the big prob-
lem.” It’s bad checks, he says,
though those amounting to “‘a cou-
ple hundred dollars’” are taken to

| small claims court.

Network’s Garvin 1s also not
averse to taking legal action when
all else fails and ““it becomes a crimi-
nal matter.”

Ron Davis, president of the 9,000-
tape Video Box Office store in Mil-
ford, Conn., goes so far as to alert
customers of the law via a small
“unobstrusive” notice on the check-
out counter which says, “Please
note that the intentional non-return
of rented items in the State of Con-
necticut is considered theft of prop-
erty—Video Box Office will file a
search warrant if required.”

Explains Davis, “We let them
know upfront that if they rent and
don’t bring back, they’re criminals
because it’s a problem for every-
one.’

Davis, who estimates his annual
tape losses at 2-3%, says that al-
though “it’s not a tremendous prob-
lem, it’s irritating on a regular basis
and we have to deal with it or lose a
lot of money.” He goes through the
friendly phone call and letter rou-
tine, which usually does the trick,
but if it doesn’t, he sends out a post-
card notice informing the delin-
quent customer that someone else 1s
waiting for the missing title.

“After we’ve made contact on
several occasions without response,
we get a little hot,” continues Davis.
“After two weeks we go to the po-
lice department and file an arrest
warrant for stolen property, which
is a real pain for everybody.”

Davis has found that about 25%
of those who precipitate such legal
action, “lent the tape to a neighbor
who lent it to somebody who's in
Florida on vacation, or who had it
stolen out of his car or house. He
has no control, but doesn’t want to
admit it or pay for it.”

For these problem customers, the
late charge is so high that “it be-
comes time to negotiate, or they’ll
just drop it in the return slot and
never stop in again.”

In such instances, Davis con-
cludes, “There’s no real answer,
just the hope that we can persuade
people to do what thev’ve contract-
ed te do—and to make them think
that as long as we do our best, why
won't they?”
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BY EDWARD MORRIS

A biweekly column spotlighting
new video products and accesso-
ries. Vendors introducing such
product are invited to forward in-
JSormation and promotional mate-
rials to Edward Morris, Billboard,
P.O. Box 24970, Nashville, Tenn.
37202.

IN MAY, JVC (Elmwood Park, | |

N.J.) will put on the market its tiny
VHS VideoMovie GR-C7 camera/re-
corder. Weighing only 2.9 pounds,
the device uses compact VHS cas-
settes which are slipped into special
sleeves for playback on regular
VCRs. The GR-C7 offers a full hour
of continuous recording, has a 6:1
power zoom, and features automat-
ic focus and full-auto color-tracking
white balance. It also has playback
capability.

Suggested retail price for the GR-
C7, along with a full package of
auxiliary equipment, is $1,495.

To feed this new camera/recorder

JVC has added a Super PRO line to |

its series of VHS compact cassettes.
It will become available in June
butstarting in April, JVC’s Super
HG compacts will be available in 10-
pack cartons that are imprinted
with a picture of the GR-C7.

Ventures On Video (Belleville,
I1.) is producing videocassettes
about business opportunities to ap-
peal directly to potential investors
who own VCRs. The company is as-
sociated with a video production
house and will assist companies to
polish current sales presentations
or to produce new ones.

Maxell (Moonachie, N.J.) has
launched a “Take A Look At The
New Maxell” videotape promotion.
The drive promises free tapes, $5
oft the consumer’s cable bill and a
free 13-week subscription to TV
Guide. Running for the next three
months, the promotion will be sup-
ported by 20 million freestanding
newspaper and magazine inserts
and extensive point-of-purchase ma-
terial.

At one stage of the project, con-
sumers are asked to match the tri-
color bar shown on the insert with a
similar logo on Maxell’s new pack-
aging. A match earns the winner a
free HGX videotape. Consumers
can also get a $5 check against their
cable TV bill from Maxell or the
free TV Guide subsecription by buy-
ing five Maxell videocassettes and
mailing in a certificate from the in-
store display, proof-of-purchase, a
cash register receipt, and a copy of
a paid cable or pay-TV bill.

Non-cable users are eligible for
the free 13-week subscription by fol-
lowing all the above rules that are
applicable.

Maxell has also introduced the
EX videocassette which, the compa-
ny says, uses a base film that is 10%
stronger than ordinary videotapes.
Promoted as being “cost competi-
tive with other standard tapes, the
EX is said to have greater than nor-
mal resistance to edge damage, im-
proved surface smoothness and
higher video signal level.

Fuji (New York) will be offering
six of its Super HG videocassettes
for the price of five through the re-

(Continued on next page)
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TORONTO The provincial gov-
ernment here has agreed, follow-
ing widespread criticism and com-
plaints from the industry, to re-ex-
amine the ratings system under
which video retailers were to stick-
er tapes rented or sold in Ontario.

In a letter to the Video Retailers
Assn. of Canada, the deputy min-
ister of consumer and commercial
relations says that “an in-depth
study and reassessment of the en-
tire videocassette program will be

Ont. Stickering Delayed

undertaken with the assistance of
a mutually acceptable consul-
tant.”

Video outlets were to have
started using a stickering system
Feb. 1, following an agreement
last year among Ontario, Manito-
ba, and Saskatchewan to classify
and sticker videos. Essentially, the
program was designed to prevent
minors from renting or buying re-
stricted and adult videos.

(Continued on next page)
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Omni Takes Note of Larger Ghains

BY EDWARD MORRIS

NASHVILLE Michael Windom
says he’s kept his Omni Video &
Electronics store on a profitable
course by monitoring the success-
es and failures of others. Located
in a Merritt Island, Fla., mall,
Omni has a mix of video and audio
hardware, videocassettes for sale
and rent and a CD section that oc-
cupies half of its 1,700 square feet.

Windom says he originally pat-
terned Omni’s operations on those
of a large video chain. But he says
he switched models after seeing
how the chain faltered by pushing
its low-profit hardware and virtu-
ally ignoring the high-profit soft-
ware side.

From this realization of where
the earnings lay, Windom says he
began stocking and promoting
Compact Discs, a line that now ac-
counts for 10%-25% of his total
sales income—depending upon
how well he can keep his shelves
stocked with the scarce item.

On the video sales and rental
side, Windom stocks about 1,500
VHS titles. (He dropped Beta two
years ago). His rental rates are
$2.99 per video overnight, except
for Tuesdays, Wednesdays, and
Thursdays, when the price drops
to $.99—excluding his new re-
leases.

Although he says he expects to
abandon the membership dues for
his video club within the next few
months, Windom still charges
$19.99 for a lifetime club fee.
Rates were originally $39.99.
There are approximately 3,000 vid-
eo club members, he estimates.

Omni is open from 10 a.m. to 9
p.m. daily, except Sundays when
the hours are noon to 5 p.m.

To stress that all his prerecord-
ed videos are for sale, Windom
puts large stickers with the manu-
facturer’s list price on his rental
units as well. “Since we’re in a
mall, people associate us with sa-

A video hardware display catches customers’ attention at Omni Video and
Electronics’ mall location in Meritt Island, Fla., but video and Compact Disc
software take up half of the store’s floor space.

les,” he notes.

Almost all of Omni’s advertising
is on radio—a preference Windom
says goes back to his 12 years in
the retail record business. The fo-
cus of his commercials is Omni’s
large selection and the fact that it
is always adding new titles.

Windom tried print ads last
year, he reports, but didn’t find
them cost effective enough to con-
tinue.

Videocassettes are displayed be-
hind the counter, a location Win-
dom says encourages interaction
between the clerk and the custom-
er. Besides, he adds, the ordinary
browsing generated by mall traf-
fic “would put 10 years of wear on
the boxes for one year of use.”

Windom says he has seen his
video shoppers’ interest spill over
into CDs as their repeat store busi-
ness makes them more curious
about and familiar with the prod-
uct. Besides the CDs, themselves,
Omni sells players by Pioneer,

JVC, Toshiba, Technics, Teae, and
Fisher. It also offers VCRs in
these brands, as well as the Qua-
sar unit.

There is also a thriving CD club
with 700 members. Dues here are
$9.99. Club members get an auto-
matic $2 off the list price of a CD.
Members also can buy any new re-
lease for $12.99, and each month
CDs by eight artists are featured
for card holders at $12.99 each.

Eight months ago, Omni opened
a video store at Patrick Air Force
Base in Satellite Beach after win-
ning a contract solicited by the
base over other bidders. Because
the base exchange sells video
hardware, Omni is limited in its
newest location to rentals. The
400-square-foot outlet is in one of
the mini-malls that military bases
are developing for civilian tenants,
and it stocks about 800 titles.

Windom says the base store is
only five miles from the Merritt [s-
land operation

VIDEO PLUS

(Continued from preceding page)

mainder of March. And the package
contains the free Fuji Videocassette
User Handbook. Additionally, con-
sumers who purchase the introduc-
tory 5+1 pack or the new five-pack
through April 30 qualify to receive a
free VCR dustcover.

From Bretford Manufacturing
(Schiller Park, Ill.) comes two equip-
ment stands adaptable for video
uses. The BB54 wide-body stand,
which retails for $166, is made of
steel and features two upper
shelves and a third oversize base
shelf for stability. Designed for car-
rying TVsets and VCRs the device
has 4" casters, two with locking
brakes. The BB54 is available with
an electrical assembly that has two
grounded outlets, a 20-foot three-
wire extension cord with grounded
plug, and a built-in cord winder.

The MP54DX mobile equipment
table has five shelves that can si-
multaneously accommodate a TV
monitor and up to four VCRs. It is
mounted on casters, finished in put-
ty beige with black legs, and is
available with electrical assembly.
Retail price: $184.

e

JVC’'s GR-C7 VHS VideoMovie, loaded with features, is the company’s latest
offering in the minicamera/recorder arena.

42

www.americanradiohistorv.com

BILLBOARD MARCH 15, 1986


www.americanradiohistory.com

ideo retailing

Japanese VCR || mmmmm

Production Up,
Exports Soar

TOKYO Production of VCRs in
Japan last year totaled more
than 28.5 million units, up 5.2%
on 1984, of which almost 25.5 mil-
lion were exports, up 15.4%, ac-
cording to statistics released by
the Electronic Industries Assn.
of Japan.

These figures do not include
camcorders, which are included |
in the organization’s official fig-
ures for camera production.

Of the VCR exports total,
15.92 million units went to the
U.S. (up 33.8% on 1984), 3.25 mil-
lion to the EEC countries (down
13.4%), and 6.29 million to other
countries (down 1.8%).

Total Japanese production of
color television sets in 1985 was
16.87 million units (up 16.6%),
with exports of 8.88 million units
(up 48%).

ELROY UPS ACTIVITY

(Continued from page 37)

he says. “For one thing, we now
have a rental formula that works.”
He says he is further encouraged
by discussions with fellow board
members at the National Assn. of
Recording Merchandisers
(NARM), especially Camelot En-
terprises founder/chairman Paul
David.

Imber says that the success of
the 175-store Camelot skein in mall
sites has alerted him to such poten-
tial customers as the employees at
other mall stores.

The ElRoy chief says that the |

chain is experimenting with larger
store layouts, more innovative dis-
play fixtures, and article surveil-
lance systems, which he says he's
reconsidering for use in his units.
Those refinements make expan-
sion into video that much more
promising, Imber adds.

STICKERING DELAYED

(Continued from preceding page)

But the scheme quickly went :

asunder. Retailers complained that
the system would be too costly and
time-consuming. Distributors and
producers agreed that the process
might delay some videos from
reaching the market for weeks. The
government tried to soothe those
concerns, but in recent weeks it be-
came evident that the deadline of
Feb. 1 was not going to be met.

Jan Rush, executive director of
the ministry’s business practices
branch, says the sticker program is
not on hold, even though a consul-
tant is being appointed to review it.

But she did say that the consul-
tant would meet with representa-
tives of the industry to find an ap-
propriate start-up date and an effec-
tive and efficient system.

However, since the government
has not set a deadline for compli-
ance under the system, retailers
have no legal obligation to sticker
videos. KIRK LaPOINTE

BILLBOARD MARCH 15, 1986

...and on May 28th
well have you
grinning from

ear to ear,

again.

Gel ready fora great summer.

Walt Disney Home Video distributed by Walt Disney Telecommunications and Mon-Theatrical Company, Barbank, California 91521. (HV-1840-TT). © 1986 The Walt Disney Company
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Now you can have the future just where you want it . . . in your store.
Stevzn Spielberg dresents the smash hit movie BacF To The Future starring
Michael J. Fox. Trat'’s right, 1985's biggest hit movie #s available on video
from MCA. So den't wait for tomorrow, guarantee your future by calling your

~-MCA distributor today,

Street Date: May 22, 1986

Colors1 Hr. 56 Mins./2G Stereo Surround

Vigeosassette #80196 - VHS Beta HiFi  $79.95 suggested refail price
This vdeotape has teer digitelly mastered-onto HiFi and digitally mixed from the
osigina master analeg tare.

.A st auailable on _aser Videodisc #40196 $34.98 suggested s2tail price
Souncztack available ¢cn MCA RZCORDS AND CASSETTES

u Chsed captioned bythe Bationar Captioning Institute. Used with perrsission.

AVAILABLE ON VIDEOCASSETTE

o1ae'rmwmﬂu\um lmi msm MCA t-bme Video. AH Rights Reserved.

_._"'l

i

MAP\1!'s love affair with video burst
full blocm last year in ~lorida. A panel
comp-ised of representatives from
cheins pushing the v deo frontier stirred
spirited discussion; 2spzcially after Lou
Kw ker. president and CEO of Where-
hot se, znother host cha n this year, sketched the likely
investmznt in huge “combo’’ type stores.

V/1e-2house, with video rental in 93 of its 156

Century Plaza Hotel - Los Angeles, CA - March 7*"-11*

42-global store Tower Records/Tower video, Sacra-
mento, and Terry Worrell, president of 83-unit Sound
Warehouse, Dallas, represented combo stores as well.

BILL3DARD MARCH 15,1286

tinuing topic.
Kwiker. “We want to have this (anti-theft tag) instal ed

tally new optlmlsm pervadlng NARM
However, store size and diversity
brings with it other issues. Imber says
store security, especially articles sur-
veillance tagging of video, CDs and pre-
recorded audio cassettes, will be a ¢can-
NARM has a committee headed by

(Continued on page N-15)
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OUR BEST
YEAR EVER.

1985 was our best sales year ever.

It was the year we became the leader in combined audio, video tape and
floppy disk sales.

And there’s only one thing to do when you have a year like that. Top it.
And that’s just what we’re going to do. With exciting new packaging for our
video products. And a product line that includes the new EX quality grade
and the popular Smm video format.

There is new consumer advertising, promotions and incentive programs
for distributors and dealers.
Plus new product displays.

Best of all you can be
part of the Maxell success

story. Just call your Maxell | | L N maxell axeill.

EPITAXIAL
IDEOCASSETTE

representative and ask o EPTAYAL TS

about our full line of audio | . il 20
and video tape, floppydisks | [ 120

and batteries and how to be
part of the best year ever.

1986 Maxeil Corparation of America. 68 Oxford Drive, Moonachie. N.J. 07074
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Smart Artists Realize That
Retail Is Where Music Pays Off

By ETHLIE ANN VARE

a4 .
ln-store people have really
done more for our career than
anyone, save possibly radio pro-
grammers. It's the guy in the
store who decides, ‘Sure, I'll give
them rack space.” We can no
longer do in-stores, but we do
have a reception after every gig
and get these people from the
stores in there. We try to let
them know we're for real, and
not some fly-by-night thing. I'm a
people person; | like to meet
these people, remember their
names. So the next time I'm in
Cleveland or Baltimore or Spo-
kane, this guy’'ll be backstage
again and I'll say ‘Hi, Joe, howya’
doin'? And he'll say he's got a
big display for us and put us
front rack.” °
Rik Emmett of Triumph
“Buying records is not like go-
ing to the grocery store because
you need bread or cheese. If
you're not at the front of the
rack, or if your display isn't as
seductive as the next guy’s,
when a customer only has seven
or eight dollars to spend on a
record, you're going to lose a
sale. You have to get to the peo-
ple who might be having second
thoughts about which artist

they're going to buy that week.
“Retailers can be very cre-
ative, and can affect sales in a
big way. In Japan, there's a com-
petition among retailers, to see
who can come up with the best
display for us. It's become an Air
Supply institution. And it's a re-
sult of having the best possible
relationship with the retailer and
with the record company—in
this case, they're the middleman.
“You can't just finish up in the
studio and sit back and say
‘There, that’s done.’ | think one
reason we've had a continued
success over 10 years is by not
leaving anything to chance. Hav-
ing a good relationship with the
stores is as important as the re-
lationship between any of the
other people involved in your
business.”
Russell Hitchcock of Air Supply
“In the cast of Spyro Gyra, re-
tail has been extremely impor-
tant, in that much of our initial
success—as well as follow-
through—was derived from a
close relationship with retail. Our
very first deal, in fact, was with a
retailer: a guy named Lenny Sil-
ver, who owns Transcontinent
Records. Our first record was
self-produced, self-recorded and
released on our own record la-

Industry consensus is
that music video is 100k-
INg stronger, but that
prices need to come
down. Below: Tom Pet
ty & the Heartbreakers
‘Pack Up The Plantation
Live” [MCA Home Vid-
eo). Left: Tears For
Fears “In My Mind's
Eye" [Media Home En-
tertainment}

bel, with Lenny as the initial dis-
tributor. And one of the things
he was able to do for us was to
get a lot of in-store play for us in
his chain of stores. That translat-
ed absolutely, positively and
magnificently into sales.

*Maybe because we made mu-
sic that's good but didn't have an
outlet—the music we play is not
necessarily geared to pop ra-
dio—that when people got to
hear it at this last point in the
chain, they liked it. In-store play
was an alternative way of reach-
ing the people. Also, we insist on
good-looking record covers and
displays. I've always been con-
scious of having a striking album
cover, because we know it's im-
portant to catch people’s eyes in
the bins.

“We play a kind of music that
doesn't allow us the easy routes.
We have to try a little harder, and
we’'ve worked really hard on
whatever path there is open to
us. In our case, retail has been
far kinder to us than radio or
press, than media in general.”
Jay Beckenstein of Spyro Gyra
*| trust the retailer to proceed
in a professional manner based
on the pulse of a given market
region, and will stock, advertise
and sell accordingly. | believe
that they will, on their own, moni-
tor product and nearby perfor-
mances by an artist to maximize
sales, pure and simple. It's called
capitalism, | believe. But | have
been, nonetheless, very active in
cultivating my relationships on
the retail level throughout my ca-

The Compact Impact: CD Surge Leads Industry To Fresh

The digital Compact Disc
continues to grow at an unprece-
dented pace, capturing new
hardware purchasers and spur-
ring CD software sales well
ahead of the forecasts originally
made by both the home electron-
ics and recording trades. If con-
sumer acceptance is no longer in
question, the growing pains for
this bullish new commodity are
still being felt, however.

Aithough the existing catalog
of titles available on Compact
Disc now nears 5,000 in the U.S.
market alone, broader CD cata-
log development remains thwart-
ed by the continuing shortfall in
worldwide disk manufacturing
capacity. As long as demand
substantially outstrips the avail-
able supply of CDs, most observ-
ers expect the majority of labels
to concentrate on present hits
and front-line catalog titles for
their alloted production volume
of digital disk product.

Also lagging somewhat behind
earlier forecasts are the confi-
guration's multi-media options,
including audio-visual Compact
Discs and interactive CDs. Al-
though the basic Sony/Philips
standard already makes provi-

Frontiers Beyond Sound Barrier

By SAM SUTHERLAND

sion for certain kinds of graphic
or interactive data stored in the
subcode portions of convention-
al CDs, and the disk has been
readied for the business com-
puting field via CD-ROM (for
Read-Only Memory) applica-
tions, the'selier's market for con-
ventional audio titles, coupled
with the lack of a universal file
standard for CD-ROM usage,
suggests these hybrid Compact
Discs are still down the road in
terms of the mass marketplace.

The same manufacturing
crunch also appears to be im-
peding wider commitment to ex-
tended CD programs that take
full advantage of the configura-
tion's longer playing time. Classi-
cal labels have routinely exploit-
ed CD’s more generous storage
capacity, set at about 67 min-
utes in the original standard, but
already increased to over 70
minutes for particular titles, and
said to leap dramatically when
used for mono archival use. But
pop labels, with some notable ex-
ceptions, still tend to transfer
LP-length programs to the new
medium without consistently
adding more material.

Such cavils are minor, of

course, when viewed against the
backdrop of the format's brief
but bright market history. And
recent developments in packag-
ing, production, promotion and
hardware design continue to
bode very well indeed for the
long run.

In the production end, the
number of new Compact Disc
pressing facilities announced by
various financiers and prospec-
tive operators continues to rise
rapidly, auguring substantial in-
creases in the available world-
wide production yield by the end
of this year. In the U.S. alone,
where the Sony-owned Digital
Audio Disc Corp. was until re-
cently the only operational CD
mass production site, plants are
being developed by PolyGram, in
partnership with DuPont, Capi-
tol-EMI and Denon, with other
major home entertainment con-
glomerates believed to be seri-
ously testing the waters for their
own CD replication sites. Add ex-
isting or blueprinted plants from
industrial optical disk producers
such as 3M and Laser Video, and
proposed CD facilities using al-
ternative manufacturing
schemes from such newer, en-

trepreneurial firms as Comm-
Disc and Laser Logic, and the
growth in available capacity
should mushroom over the next
24 months.

Some senior distribution exec-
utives are already looking for a
possible easing of the CD fill
crunch by the end of this year,
although more moderate observ-
ers say that pinched capacity
could remain a chronic market
factor well into 1987.

Overseas, virtually every exist-
ing CD producer has ramped up
production to meet the global
demand for CDs, some via plant
expansion programs, others
through new facility construc-
tion. The original Compact Disc
pressers in West Germany and
Japan have been joined by CD
ventures in other territories in-
cluding France, Sweden and the
U.K., where plants established
by Nimbus and Capitol-EMI are
already operating. Several com-
peting plant proposals are also
in development in Canada, in-
cluding one funded in part by So-
dice, Quebec’s governmental
agency for communications and
the arts.

(Continued on page N-21)

reer. As early as 1968, with the
Amboy Dukes, | have always
made myself available for in-
stores and contests, and have al-
ways pushed for promotional
tools such as displays, posters,
banners, cut-outs, etc.

“From 1975, when | started
my onslaught with Epic Records,
I played in excess of 200 con-

- certs a year, and in excess of

50% of those cities | was active
at the retail level, doing auto-
graph sessions, in-stores, con-
ducting contests. It's a fun place
to be, mingling with your sup-
porters; | think | met a couple of
my future ex-wives in those
places.

“In-stores themselves | have
seen have both positive and in-
consequential effects on sales. |
don't believe in the simple con-
clusion that, if you go out there,
it'll be productive. I've got to
think, though, that it'll be more
productive than not being
there.”

Ted Nugent

“It's pretty cut-and-dried: you
can't sustain, you can’t survive
without retailers. That's the
name of the game. They're mov-
ing the mountain; they're part of
the team. To isolate ourselves
from them would be narrow-
minded of us; they're part of the
machine we're a cog in. We need
them as much as they need us.

“We often go out and do our
own ‘in-store.” Just to get out of
the hotel, we'll walk around malls
and drop in at stores and say
‘Hi." Which is fun, because it's
spontaneous and a surprise.
People come in for an autograph
and end up buying records—not
just ours. And the retailers say
‘Thanks, guyst'

David Glen Eisley of Giuffria
(Continued on page N-14)
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A Billboard Spotlight

Sparked By Strong Holiday Season, Record Chain Video Vitality Soars

By TONY SEIDEMAN

A powerhouse holiday sea-
son whose strong numbers have
continued into the first quarter
has left major record chains con-
vinced that video is an essential
part of the product mix they
should offer.

“It was an incredible season,”
says Rebbecca Bazzle-Cole,
head video buyer/supervisor for
Spec's Music. “We're still feeling
it. Video sales and rentals in Jan-
uary increased in two digit num-
bers,” Bazzle-Cole says. ‘It
didn’t drop off after Christmas
season, probably because of all

the VCRs sold over Christmas."”

Agrees Joe Medwick, director
of marketing for Tower Video:
“This is the best sell-through
Christmas we ever had. It's still
going strong.” He attributes the
season’s success to ‘‘all these
catalog promotions that are go-
ing on. It's just phenomenal the

Video And CD Enjoy Warm Welcome To
Widening World Of Racks

Video product and Compact
Discs, the same ingredients that
have powered growth for music
retailers, are playing an ever in-
creasing role in the rackjobber’s
bottom line.

The heavy penetration of the
videocassette recorder in consu-
mers’ homes and the fact that a
growing number of mass mer-
chandisers are adding video
sales departments signals great
growth potential for racks with
pre-recorded video. And with
this past holiday season, rack ac-
counts are starting to notice the
CD sales boom that retailers
have experienced during the
past year.

Meanwhile, the vinyl LP contin-
ues to slip, as the gap between
cassette sales and album volume
continues to widen.

Stuart Schaefer, vice presi-
dent and treasurer for the Michi-
gan-based Handleman Co., re-
ports that the ratio of
LP-to-cassettes is now 20/80.
For Handleman, one of the coun-
try's largest rack operations with
accounts in all 50 states as well
as Puerto Rico and Canada, cas-
sette domination exists not only
with hit product, but with mid-
line and budget titles, too.

A similar situation exists for
Minneapolis-based Lieberman
Enterprises, the other major
player in the rack business. Har-
old Okinow, vice president oper-
ations, reports that vinyl product
accounts for only 15% of Lie-
berman’s music volume in its
2,200 locations.

The LP decline also is in evi-
dence at Sonny Gee Records &
Tapes, based in Brunswick, N.J.
General manager Fred Edwards
cites Barbra Streisand’s hot sell-
ing “Broadway” as an example,
with the cassette outselling its al-
bum counterpart by a 10:1 ratio.

Catalog has held its own for
racks, particularly with budget
and mid-line product, but
Schaefer says that aimost all of
Handleman's mid-price business
has been in the cassette format.

Therefore, it's easy to see that
the shift toward cassette domi-
nation which has occured in re-
tail over the past few years, is
even more dramatic among rack
accounts. However, with the

By GEOFF MAYFIELD

emergence of CDs and video,
vinyl's setbacks cause little con-
cern for rack executives. In-
stead, they see 1986 as a year
of great potential.

For Lieberman, the CD config-
uration stands out as a particu-
larly bright light.

“I think it's really started to
catch on,” says Okinow. ‘‘Retail-
ers have had them going for
about a year, but for us it really
started with a vengeance at
Christmas.”

Okinow cites one key account
that rang 14% of its volume in
CD sales, while another ac-
count’s disk sales jumped to an
11% take.

“With the Compact Disc, you
see a new type of consumer,”
says Okinow. “There's a new ex-
citing reaction to the quality of
sound. With the cassette, it was
portability that really got things
going with the Walkmans and the
portable players and car players.
But the CD has brought the im-
portance of sound quality back
home.

*“For years and years, Pioneer
and Magnavox, Harman/Kar-
don—you name it—have been
selling high ticket, high quality
sound systems. All you needed
was the Compact Disc playback
system to truly utilize the poten-
tial of this technology. It opens a
whole new group of people buy-
ing prerecorded music product.”

| think [our accounts] are ex-
cited about Compact Discs,”
agrees Handleman's Schaefer.
“QOur customer base will make a
greater commitment toward the
format through 1986."”

Like Lieberman, Sonny Gee
also saw CDs start to kick in dur-
ing the holidays, and Edwards
terms the configuration ‘“‘very
strong.” He also shares a com-
plaint expressed by most music
retailers: “The biggest problem
we have is getting hold of pro-
duct.”

Edwards says that for his com-
pany's 79 regular service ac-
counts, the rise of CDs is paring
away LP space: “We are taking
our albums out to some degree
and replacing them with Com-
pact Discs.”

But at Handleman, Schaefer
says that disk merchandising is
“handled different ways" among
accounts, with some stores sell-
ing them in music departments
and others displaying them in

(Continued on page N-16)

amount of titles that are out on
25 bucks now, or $19.95."

At Elroy Enterprises, chairman
Roy Imber says, ‘‘This Christmas
was the first period of time that |
can really say video sales be-
came a significant statistic in our
sales. The sell-through is con-
tinuing, our business is growing
in video sales, and | think it will
continue from this point on.”

Elroy Enterprises and its Rec-
ord World stores have a relative-
ly limited involvement in video
rental, but that should change
soon, Imber says, “We have it in
four of our stores, we've been
doing it for a while, it is starting
to grow for us. We are getting
more enthusiastic about it. It is
going to continue to expand into
our other stores.”” All 61 of

Bay Pacific Trading Co s CD Tower,

CD Rack and Video 8 Box for 8mm
cassettes.

ber's stores have video sale de-
partments.

His reservations about rental

grow out the fact that most of his
outlets are mall-based. “I still do
not feel that video rental works
in our mall stores,” he says, but
even so, ‘“We-are going to try
again in malls and see if we get
better results than we did a year
ago."”
Imber predicts that because of
the mall orientation of his out-
lets, “‘Our future will lie more in
sales than in rental.”

Tower Video and Spec’s Music
have virtually no reservations
about video, say Medwick and
Bazzle-Cole. At Spec's, Bazzle-
Cole says, video revenues grew
from 3% of gross revenues in
1984 to 10% in 1985. And
Medwick reports Tower is going
to be putting video into every
one of its outlets, record or vid-
eo, even into stores which are
physically close to Tower Video

(Continued on page N-13)

., Audio Technica's CD Cleanica
CD cleaner.

Broad Accessory Market Looms As Major

The high-profit margin and
quick turnover of many accesso-
ries will cause record retailers to
increase the space allotted to
these peripheral products in
1986. In some cases, the in-
crease will take the form simply
of better space planning and in
others an actual increase in floor
and wall allotments.

“The trend is definitely toward
increasing space,’”’ says Mike
Wise, Music City Record Distrib-
utors. Kirk Bradenberger, acces-
sories buyer for Wax Works, re-
ports that the wall space given
over to accessories in the Disc
Jockey stores has increased
from 10 to 12 linear feet a year
or so ago to 20 feet now. And, he
adds, "the (eight-feet-high) walls
are completely filled up now.”

At Camelot, Mike Stephenson
says the trend is toward moving
accessories displays from the
walls into counter and dump dis-
plays—as benefits their sales im-
portance. Paul Fussell, at Record
Bar, estimates that his stores are
carrying 50 to 60 fewer acces-

Connection
By EDWARD MORRIS

sory items, a move that still
leaves 200 or more to highlight.

Says Fussell, “We're suggest-
ing to stores that they spread
out their (accessory) displays in-
stead of stacking them up.

Needles continue to be the sin-
gle most profitable accessory,
buyers agree. But after that, the
prize items vary from chain to
chain. Bradenberger says that
blank audiotapes and video
headcleaners are his second and
third best lines. At Camelot, it's
tape storage and carrying cases,
cleaning accessories, blank au-
diotapes and sheet music and fo-
lios—in that order.

Record Bar does a good busi-
ness in posters and magazines,
Fussell says, followed by tape
cases and storage units, blank
audiotapes, prerecorded video-
tapes and blank video. ‘“We've
had incredible sales for prere-
corded video,” Fussell reports.
“November’s sales doubled Oc-
tober’s, and December’s tripled

November’s.”

Central South’s Joyce Gass
lists head cleaners, carrying
cases, tape storage units and
home storage units and carrying
cases for CDs as top sellers. At
Western Merchandisers, it's tape

(Continued on page N-13)
1

Geneva Group’'s Compact
Disc Cleaner.
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A Blliboard Spotiight

Indie Retailers Find Strength In Individuality,

By FRED GOODMAN

If the success of fast food
franchises is any indication, pre-
dictability is the most sought af-
ter ingredient in the American
diet. And depending upon your
point of view, it's either to the
record industry’s credit or
shame that the field of specialty
retailers is dominated by a hand-
ful of chains who are more alike
than dissimilar.

Yet despite the coming of pur-
posefully predictable malls and
the sprouting of seemingly end-
less, cookie-cutter strips of

Specialization

drive-through restaurants, those
who long for a less predictable
cup of coffee can still find a cor-
ner coffee shop, and those look-
ing for a record shop with the
personal touch can still turn to
the independent mom and pop
stores.

“The major thing that an inde-

T

‘Kiss Of The Spider
Woman" {Charter
Entertainment)

“Siverado” (RCA/
Columbia Pictures
Home Video)

Return Of The
Jedi” [CBS-Fox
Home Video)

pendent retailer still has going
for himself is personal service,”
says Rene Baum, who learned
the business while working for
Discount Records and now oper-
ates her own Rebop Records in
Ithaca, N.Y. The store, less than
half the size of her former Dis-
count outlet up the block, plays
off its careful product mix indi-
vidual personality in order to
compete.

“We're more interested in
working with customers,’” she
says. "“When | hire someone, I'm
not just looking for a person who
can run a register and do paper-
work. My husband and | have
traveled all across the country,
and it seems that's true about in-
dependent stores in most pla-
ces.”

Playing against the chain store
concept, which stresses unifor-
mity of design and layout, Baum
and many other independent
dealers emphasize their singu-
larity.

"We avoid the high pressure
look,” she says. ""We'd rather
have a classy, clean image than
have 40 ‘sale’ signs hanging
from the ceiling.” Long hours are
part of the formula as well. “We
keep late hours for people who
can only shop in the evening.”

Baum readily concedes that
many of the amenities offered by
mom and pop stores are a result
of their inability to compete on
price points. "It seems our big-

Retail Reports Continue To Play Crucial Role
In Records’ Success

netail reports have been a
crucial factor in the success of
records at radio ever since the
Top-40 format returned to dom-
inance. The term *“‘turntable hit”
is a hard one to hear these days
and any independent label pro-
moter will bend your ear at
length detailing the difficulty of
getting a radio add without wide-
spread local availability.

Given that fact that “pop” ra-
dio is derived from what's “‘pop-
ular,” it's only natural that Top-
40 radio depends heavily on
sales reports when making pro-
gramming decisions. The weight
of retail reports, however, varies
according to each programmer
and each market.

“If | had to weigh it against re-
quests, national progress and
my gut feeling,”” says WBZZ
Pittsburgh program director
Nick Bazoo, “I'd weigh it 30%.”

Known as B-94, the station
works with a body of 38 record
retailers in collecting sales re-
ports, Bazoo says. He calls the
method of selecting outlets
which best reflect B-94’s listen-

By KIM FREEMAN

ing audience a long term pro-
cess. On one level, B-94 checks
in with the National Record Mart
chain to get a feel for volume
sales in the entire Pittsburgh
market. In addition, stores are
selected according to the ethnic
composition of each of the city's
boroughs.

“We use a number system at-
tributing a weight to each store,”
the PD explains. Like many other
successful top-40 program-
mers, B-94 supplies retailers
with a list of records each week,
asking reporters to rank them
according to volume sold.

WDTX Detroit PD Jim Harper
uses a different system. *We
don’t give our reporters a pre-
conceived list,”” Harper says.
“That would eliminate the possi-
bility of them knowing some-
thing we don’t.” Instead, WDTX
asks its store reporters to supply
it with the strongest-selling ti-
tles.

While Harper's staff calls be-
tween six and 20 retailers a

week for reports, the PD says
that requests are more impor-
tant. “We are playing records for
entertainment sake,”’ he says,
““and our priority is to reflect
what people want to hear.”

“When | got a lot of calls for
Falco’s ‘Rock Me Amadeus,’”
Harper continues, ‘'l couldn’t
have cared less what it was doing
in sales.” In many cases, he says,
‘“stores here are tracking us to
make sure they're well stocked.

“Newspapers, magazines and
tv don't track what’s being con-
sumed,”” Harper says. ‘‘They
track tastes. I'd like to think of us
doing the same thing.”

Bob Linder, general manager
at rock outlet WDHA Dover, N.J.
concurs. “We are only 35 miles
from New York City, but some-
times we may as well be a million
miles away when it comes to au-
dience tastes,” he says. ‘'Retail
research is very helpful in deter-
mining what the CHRs will be
jumping on soon, SO we can get
there first. Plus, it's a good ba-
rometer on when records are

(Continued on page N-17)

"Witness' [Paramount
Home Video)

gest problem is with CDs,” she
says. “The chains get first crack
at what's available, and it's virtu-
ally impossible for a store like
ours to get direct service or
deals. Their sale prices are
roughly equal to out wholesale
price.”

Despite the problems of sup-
ply and pricing, other indepen-
dent retailers see the Compact
Disc as providing a new set of
rules and opportunities for them.
Don Rose, who along with part-
ner Fred Jeffery, has opened the
CD-only Boston Compact Disc in
Cambridge, Mass., says heisin a
parallel position, rather than

‘Mad Max Beyond
Thunderdome™
(Wamer Home
Video)

competition, with established
chains and retailers.

“We've focused into a niche
that is not the main body of the
record buying demographic,”
says Rose. "l look at what we're
doing as an alternative rather
than competing business for the
major chains. The crucial philo-
sophical departure point for us
is realizing that the CD consum-
er is not necessarily yesterday's
LP consumer. The long and short
of it is that we have a long-term
belief that the industry will ex-
pand and that we are on the
growing end of it.

(Continued on page N-8)

Radio Rates Under Fire, As
Retailers Turn To TV, Print For
Cost-Effective Ads

By ELISABETH STAGG

nadio, still the industry’s
dominant advertising medium,
may see a significant drop in in-
come this year as many retailers
turn to more cost-effective tele-
vision and print ads.

Calling rates in the metropoli-
tan Washington D.C. area ‘“ridic-
ulously out of line,” Kemp Mills
vice president Howard Appel-
baum will cut radio advertising
for his 26-store chain by 20%.

Those dollars will be divided
between TV and print, with TV
getting around 15% of his total
budget and print as much as
25%, Appelbaum says. At 60%,
radio is still getting most of his
ad dollars, but the trend is else-
where.

“With TV, for less than a radio

ad, we can target a shopper and
give him both audio and video as
well,” he says. With print, Appel-
baum says he can best reach the
older demographic for Compact
Discs.

“Most everybody who is going
to be buying CDs reads the
(Washington) Post, so naturally
print will be up,” he says. While
he anticipates a boom in CD
business, Appelbaum cautions
that recent price increases have
confused consumers. “When
people buy a CD player, they're
being assured that CD prices are
coming down,” he says. “In fact,
they've gone up. Manufacturers
are creating a real image prob-
lem.” Once availability is up, Ap-
pelbaum say he hopes manufac-
turers will take the approach of

(Continued on page N-21)
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Theyre back!

The legends live on in The Big Bands, an incredible collection
of videocassettes featuring the greatest big bands of all time, from
B to Z (Basie to Zentner).

Now they’re ready to perform nightly in the living rooms of
America on video, rekindling moonlit memories, bedazzling a
whole new géneration of swooners and swayers.

11 Video volumes. 33 Bands. 237 Selections. VHS or Beta.
Available now from Kartes Video Communications.

Tt

% i = FIL : M.
(I;I’Iﬁ\sllts i -] (lll}\x},llcs ‘ s, Y/

% FIL)
;\' &{I\JSSII( S.

ST

CAT T e =
.
L
e

Suggested retail

Ié‘éﬁrﬁ%&’%ﬁ%om For more information call

7225 Woodland Drive - Indianapolis, IN 46278 1_ 800_ 5 8 2 i 2000

A SCRIPPS HOWARD COMPANY



www.americanradiohistory.com

NADRPM® S0

INDIES

S T A R * S H A D E STM (Continued from page N-6)

“People ask us how we attract
customers away from estab-
lished retailers,” he continues.
“That’s not our task. There are
people who are new to the mar-
ketplace, who haven’t been in a
record store, and that's who we
are after.”

Not surprisingly, Rose says
the physical presentation of his
store is more ‘‘adult oriented.
We're not playing Mantovani,”
he says, “‘but there are no Motley
Crue posters on the walls, eith-
er.” While Rose likes his inde-
pendence, he adds he is present-
ly formulating a program for
franchising his operation.

For the independent looking to
e, expand beyond a single store,

! price point frequently replaces
D specialized service and selection

as the major attraction. Missis-
sippi's five-store Be-Bop Rec-
ords chain claims to be that
state’s largest indie retailer, and
made their mark in the mid-'70s
with low prices.

Although co-owner Kathy Wo-
mack says the chain’s first store
sported an inventory worth just
$2,500, an aggressive pricing
policy put them on the map.

"We began discounting rec-
ords 20%, and that went over
well,” she says. “The word about
Be-Bop spread, and business
gradually improved. We all
worked hard and put all of the
profits back into the business.
After about a year we had al-

| ready started looking to ex-
pand.”

Although Be-Bop found that
discounting is limited in applica-
tion to smallier markets—shops

: = in McComb and Brookhaven had
%u don’t have to be, but that’s how your — ___ Ml . to be closed when they couldn’t
customers will feel when they see how great £ = A generate the volume needed to
they look in our latest styles and colors. With | i . C make their gameplan feasible—
over 100 styles available from the leader of ' but Womack says they've just
contemporary sunglass designs, don’t be IO GO E 1T o)

caught without the best sellers. g‘eas‘;'?fe;hsoﬁanablg peltorestie

L

AV . T

A pHIboara spothgnt

L el
APy

Buy Star«Shades™ from...

AL

‘“We are the ¥ Competition”’
8700 Capital / Oak Park, MI 48237

Call for FREE Catalog of Sunglasses &
Licensed Rock Accessories

In Michigan Call (313) 541-1140
Retailers Call 1-800-521-5946, Ask for John

Jobbers & Distributors Call 1-800-521-5947,
Ask for David
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Musicmasters congratulates

MR. BENNY GOODMAN

on his receiving the 1986 NARM Presidential Award

and takes great pride in the immediate release of Live Benny: Let’s Dance

(records, cassettes and compact disks)

Distributed by Intercon Music Corp.
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A Biliboard Spotlight

An array of new point-of-sale devices of-
fer both independent dealers and retail
chains dramatic improvements in day-to-day
operations.

These developments translate into reduced
time for ringing customer sales, improved in-
ventory management, quicker and more accu-
rate information regarding sales trends, and
perhaps most important, actual dollar sav-
ings.

From point of sale registers to hand-held
computer teminals, from wands that scan bar
codes to data capture terminals that read
credit cards, the check out process can bene-

THIS WAY TO THE
ELECTRONIC
CHECKOUT GOUNTER

fit greatly from new technology. Therefore,
when Tower Records began referring to the
checkout counters as “‘processing centers” at
its new video-only store in New York, it wasn't
simply a matter of clever semantics; it's an
accurate of description of checkcut innova-
tions.

Many of these innovations were on display
Jan. 12-15 at a National Retail Merchants
Assn. (NRMA) trade show in New York, a
sprawling exhibition that required floor space
from two major hotels. While other services
and goods—including security devices, dis-

(Continued on page N-22)

FIXTURES & SEGURITY

y Changing Product Mix, New Consumer

By FRED GOODMAN

One of the most eagerly an-
ticipated events on the New York
financial community’s calendar
is the annual Christmas week
broadcast of the PBS-TV pro-
gram ‘“Wall $treet Week."" Al-
though host Louis Rukeyser
spends each week of the year
trying to goad stock tips and in-
vestment schemes out of Wall
Street analysts for his viewers,
it's the annual, year-end crystal
ball show, in which the Street’s
supposedly best and brightest
are asked to lay out their predic-
tions for the coming year, that

Rapic

BY GEOFF MAYFIELD
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Tower Records, 1961 Broadway, N.Y., Buttrick White & Burtis, architects. (Photos:

Profile Already Reshaping Store Of The Future

really attracts viewers.

Of course, the best portion of
the program is in reviewing (and
humiliating) the guests’ picks
from the preceding year's show.
But that kind of gleeful second
guessing of ““smart money"’
doesn't prevent our ears from
pricking up when we hear some-
thing that has the sound of a
bona fide indicator for our indus-

From All-Natural to All-New

THIS YEAR'S LOOK IN
NEW STORE DESIGN

By ELISABETH STAGG

Whether in a suburban mall or the heart of the city, the look for this

year's new record and tape store is undeniably uptown.

Custom colors, chrome, neon, mirrors and more neon are part of the

movement from all-natural to all-new.

“We've updated our 1986 model,” says Larry Mundorf of the 180-
store Camelot chain, which will add 13 mall locations and one or two
(Continued on page N-18)

try.

This year, it was a money man-
ager's recommendation to buy
stock in several companies that
manufacture electronic security
systems for stores. Could it be
the expectation of bold break-
through in technology? More
likely it's an expectation that re-
tail sales in general will be flat
and chains and operators will try

Telxon’s handheld PTC-701 identifies bar-
coded retail tags at Camelot Music.

and counter by trimming their
shrinkage.

Since most of Rukeyser’s
guests on the year-end show do
worse than 50-50 in their annual
picks—especially when it comes
to forecasting a 12-month pat-
tern for the leading economic in-
dicators—we’d probably like to
discard the notion of a no-growth
year for retail. Or would we? Af-

ter all they're experts, no matter
how wrong they appear to be.
Fortelling the future is a much
dreamed for ability in any busi-
ness. But in a highly changeable
industry like home entertain-
ment retailing, it sometimes
seems essential. Shifting demo-
graphics, new configurations,
and the suspicion that the life-
(Continued on page N-22)

Interior view, Tower Records, Broadway.
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ADVERTISEMENT

HOME TAPING TO US...

IS LIKE SHOPLIFTING TO YOU

~ An Open Letter
To Retailers and Wholesalers of Sound Recordings

When a customer slips one of your pre-recorded casset-
tes into his pocket and walks out the door, you get angry. That
single instance of shoplifting won’t put you out of business, but
it is lost profit. If enough people do it, the survival of your
business can be jeopardized.

Musicians, artists, songwriters, publishers and record com-
panies likewise are angered when people acquire their music
by taping instead of buying. It is akin to shoplifting, since it
takes the investment and profit out of the pockets of the
creators and rights owners, putting the music business at risk.

You sell audio blank tapes for a profit. But music, not blank
tape, provides the basic roots of your customer patronage,
volume, profit, and growth. What’s the worth of a silent blank
tape without pre-recorded music to make it come alive and
have value to you and your customers?

Legislation called the Home Audio Recording Act — H.R.
2911 and S. 1739 — is now pending in Congress. It would re-
quire blank audio tape and taping equipment manufacturers

Edward P. Murphy, President
National Music Publishers Assoc.

George David Weiss, President
The Songwriters Guild

%%\%\/ ek Iy, Cotrme

Hal David, President
ASCAP

%m

Victor W, Fuentealba, President
American Federation of Musicians

RTINS M

Thelma A. Robinson, President
National Federation of Music Clubs

Edward M. Cramer. President
Broadcast Music inc.

John C. Hall, jr.
National Executive Secretary AFTRA

Benjamin S. Dunham, Executive Vice President
National Music Council

and importers to pay a reasonable royalty to compensate the
rights owners and creators of music that is taped. Japanese
and a few domestic manufacturers/importers are spending a
fortune to convince you to oppose this needed legislation. They
disguise their self-interest as a “consumer” issue, and seek to
use your stores to generate mail opposing the legislation.
And Dual-Cassette “personal piracy” machines are making
them more zealous than ever.
So . . . you have a decision to make. Will you

side with the home taping interests . . . or those

who invest their talent and money to make the

music that fuels your own business?

The “Coalition to SAVE AMERICA’S MUSIC” hopes that
you will join the rest of the music community in supporting the
Home Audio Recording Act. You are the link between the
music community and the public. By supporting the Home
Audio Recording Act, your stores can help save, not sabo-
tage, America’s music.

oy

Stanley M. Gortikov, President
Recording industry Assoc. of America

o Z{/;,Eém Msader
_,-"' Jo Walker-Meador, Executive Director

Country Music Association

W. Robert Thompson, President
SESAC INC.

(Ruuta—

Maggie Cavender
Executive Director
Nashville Songwriters
Assoc., international

P s clit

Nancy S. Clark, Executive Director
American Music Center

o
S

Sammy Cahn, President
National Academy of Popular Music

Dale Frankiin Cornelius
Executive Director
Nashville Music Association

o

Kevin Odegard, Executive Director
= National Academy of Songwriters

COALITION TO SAVE AMERICA’S MUSIC

25 Organizations with 2,500,000 Members To Protect Recorded Music from the Harm of Home Taping

For information:
Coalition to SAVE AMERICA’S MUSIC, 1200 New Hampshire Ave., N.W., (Suite 480),
Washington, D.C. 20036; Tel: 202/872-3665
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Custom built sales counter and jukebox display on black & white

tile pad at Music’s, Raleigh.

Albm, CD bins and music video monitors in Tower Records,
Broadway, N.Y.

- CD GROWTH DRIVES TRENDS

- IN PACKAGING & DISPLAY

By FRED GOODMAN

Th'e introduction of a new

configuration invariably means

“incremental sales to retailers.
- Consumers, moving from 78s to
'45s and LPs, from mono to ste-
reo, from 8-track to cassette,

' from vinyi to Compact Disc, have

" a decided tendency to buy both

A

“new selections and replace cata-

log favorites in the new format.
But the downside of the equa-
tion can be in stocking and dis-
playing double and triple inven-
tories, especially during
transition and introductory
phases of new configurations.

- And with today’s prices for com-

mercial space, proper presenta-
tion and storage of product be-

(Continued on page N-20)-

NEW SECURITY SYSTEM COULD
BYPASS CONTINUING DEBATE
ON CASSETTE PACKAGING

become a reality long before the
packaging debate for the config-

| uration ends. While retailers re-

main at odds on packaging, they
appear unified in support of cur-
rent efforts to develop a univer-
sal security system.

The packaging debate could
be sidestepped entirely by the
proposed security system, which
is now under investigation by a
joint committee of NARM and
VSDA. Manufacturers would ap-
ply a universal security strip, or
target, directly to product, mak-
ing packaging strictly a mer-
chandising issue. Retailers
would then provide the hardware
in their stores to complete the

E security system.

A survey of retailers indicates
support for this approach to se-
curity, but vehement disagree-
ment on uniform cardboard
packaging for cassettes.

While he opposes a standard
4X12 cardboard box for cas-
settes, Kemp Mills’ Howard Ap-
pelbaum is eager to see the issue
resolved. "*Our stores are all go-
ing through a metamorphosis of
fixturing and merchandising in
response to CDs,"” says Appel-
baum, who is vice president of
the 26-store Washington D.C.
chain. “Let's refixture the stores
and do it one time.”

The graphic appeal of the
4X12 is great, “but that doesn't
outweigh our space considera-
tions,” he says. “We've already
got a space problem trying to
work in CDs—something’s got to
be sacrificed.”

Kemp Mills rejected spaghetti
boxes as a security aid for cas-
settes after getting less than half
the inventory in the same space
using them. Tapes are now
locked up in some stores; open

By ELISABETH STAGG

behind the counter where cus-
tomers can request them in oth-
ers. “It's not ideal,” says Appel-
baum, “but if we left tapes open
in some stores we'd be out of
business in six months.”

Firmly opposed to alternative
cassette packaging is 36-store
Tower Records. “We can’t use
any package that can be deve-
loped,”” says Tower founder Russ
Solomon. “*Space is the whole is-
sue. When you’ve got 30,000
tapes in 1,500 square feet, you
can't put in a box that takes up
three times the space the cas-
sette does.”

Tower can get the visual im-
pact it wants with the existing
package by ‘‘creating a massive
display,” says Solomon. “We're
in favor of nothing.”

Tower’s cassettes are now
segregated in mini-stores where
they are protected by electronic
anti-theft systems. The pro-
posed universal security system
‘‘may be a pipedream, but it
would be the ideal,” says Solo-
mon. “Hopefully the committee,
which we serve on, will come up
with a solution everyone can
agree to.” The cost of the sys-
tem, which at least one retailer
has questions, “wouldn’t be any
big deal,” says Solomon. *‘It
wouldn’t cost more than a couple
of pennies."”

Adamant supporters of the
4X12 box are mall-oriented re-
tailers Camelot and Record Bar.
Both chains display cassettes in
the open, placing them in a long
plastic security box that holds
two tapes.

“Every release we've had in
the 4X12 format has sold bet-
ter,” says Lew Garrett, Came-
lot’s director of purchasing.
“We've displayed the same re-
lease in a 4X12 next to our own

generic long box, and the 4X12
has sold much sooner. The
graphics are much more appeal-
ing. Customers are drawn to the
package.”

When questioned about argu-
ments against the 4X12, Garrett
maintains ‘‘there are none that
are valid. The 4X12 just sells so
much more.”

Record Bar has been an ar-
dent supporter of the 4X12, al-
though purchasing vice presi-
dent Steve Bennett says its
pluses are in merchandising and
higher sales, not security.

“I'm not sure there are any ad-
vantages in terms of security,”
says Bennett. “It's simple to slit
open and slide the cassette out.
We once used a cardboard pack-
age to box two cassettes at
Christmas and had that problem.
But we think the trade-off in
sales is far greater than the
shrinkage.”

Although neither Record Bar
nor Camelot has figures on the
total cost for their plastic securi-
ty boxes, both say the system is
expensive. Record Bar's Bennett
says the boxes cost around 40¢
each, and while they are reused,
“they do eventually get weak-
ened and break. Loading a thou-
sand cassettes into the boxes
takes two employees literally
hours to do.”

Security aside, cassette pack-
aging is a display issue, says
Bennett. “‘Retailers need to get
those cassettes off the wall and
out so consumers can see
them.” To keep a dominant sales
item hidden is "‘very wrong,” he
says. “‘l can't think of any other
product where people would do
that."”

Because the current packag-
ing is too small to create any vi-

(Continued on page N-19)

By EARL PAIGE

Articles Surveillance. The
very term, and others describing
anti-theft systems, revolve
around what is now nearly a sci-
ence known as store security,
designed to make shoplifters
nervous. But it makes shopkeep-
ers nervous, too. From top man-
agement on down the line.

Even ex-thieves are into this in
a big way.

In fact, Mike McCaffrey, whose
company, To Catch A Thief, pret-
ty much sums it up, regularly re-
gales retailer conventions on the
fine art that won him time in the

Attention Shoppers...
OUR SECURITY CAMERAS ARE FAMILY-ORIENTED!

slammer. Music Plus, the 42-
unit Los Angeles-based chain,
employs McCaffrey as a consul-
tant, as do other chains.

Also, because people move
from chain to chain, more often
at the store manager and lower
levels where security is most
critical, the familiar tricks of this
trade become known quickly.
That also worries the security

professionals.

An example is an ancedote
McCaffrey used at the most re-
cent VSDA national convention.
His point is a code message
store staff employ for shoplifters
at work. He suggests an innocu-
ous intercom message. The code
trigger is a suburban city where
all staff know the chain has a
store: '‘Attention, Rick, Downey

wants to know if the Streisand
shipment is on the way over.”

The alert quoted is that the
shoplifter is near the Barbra
Streisand display—Downey is
the key word. The whole scenario
can send the wizened booster
straight for the door and that's
just fine. Amateurs get caught
right there with “Funny Girl’’ or
“Cage Aux Folles.”

The unfunny part is that so
many staff at chains other than
Music Plus know the ploy and
work it, or disregard it as possi-
bly no longer state-of-the-art.
When so many know a security
practice, security people be-
come especially wary.

One basic trend in today's
home entertainment retail store

(Continued on page N-22)
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(Continued from page N-4)

outlets.

Bazzle-Cole is most enthusias-
tic about videocassette rental,
saying, “Video rental is hot. Iit's
bringing people into the store.
Every store that we're opening
up in the future will have a video
rental club.”

Traffic generation is a key rea-
son for Spec’'s new concentra-
tion on video, Bazzle-Cole says:
‘“We've decided to put video
rental in all of them because it
pulls the customers in.” When a
customer is a habitual renter,
“They're in there on a very fre-
gent basis. They're there to rent
movies one, two, three times a
week.”

Such regular repeat business
has sharply increased record
sales, Bazzle-Cole claims, with
consumers coming to the com-
pany's 23 outlets far more fre-
guently to pick up and return
cassettes than they used to
come to pick up records.

Record retailers agree that
categorizing home video is a
very good idea.

“We have it all categorized in
every one of our stores,” says
Bazzle-Cole, with the some of the
categories Spec’s has set up in-
cluding “new release, children’s,
drama, foreign, classic, ballet,
music, and comedies.”

Tower is even more specific
about its categorization, says
Medwick. He predicts the end re-
sult of his company’s categoriza-
tions will be video stores with
product as sharply segmented
as record outlets.

In one of Tower's New York
outlets, product is split up not
only into categories, but into
manufacturers for two best-mov-
ing companies, Medwick says:
“There are two companies that
we just sell so much of their
product, especially in New York,
that we give them their own sec-
tions,” he says.

“We're basically trying to com-

partmentalize everything” is how
Medwick describes the cam-
paign. Besides the standard-is-
sue program categories Bazzle-
Cole describes, Tower also has
sections for new product, how-
to, and even specific artists such
as Woody Allen or James Bond if
the market demands it.

“All of our new stores are go-
ing to have these sections,” says
Medwick. “The sharply divided
sections to show that we have
catalog, that we like to carry
deep catalog.”

One of the specific tools Tow-
er is using to help identify its
sections is color. ““We're trying
to color coordinate them, in fact,
put the racks on a certain color
for sale and a certain color for
rental,” Medwick says. “‘Eventu-
ally, it's going to be very similar
to the record stores.”

NADM® S
T L T

)

ACCESSORIES

(Continued from page N-4)

caddies and cleaning products.

Promotions for accessories
seem to be more routine than
imaginative, owing perhaps to
fact that many of the items have
traditionally sold well on their
own. But some have moved bet-
ter than others. Fussell says that
Record Bar enjoyed “outstand-
ing"" sales results with a Maxell
four-pack “‘brick’ of UDS290
tapes. ‘“We're bringing it back,”
he adds. Other packages worth
noting, he says, are the Maxell
video two-pack and the TDK
SA90 audiotape four-pack. “All
these have sold tremendously,”
Fussell reports.

Book passage on the ship
that sails the sease of success!

Get newest CD releases before your competition...

¢ Large Exclusive Imported CD Inventory

¢ Retail and Wholesale Accounts Welcome
¢ 99% Fill On All Orders Placed | , ——
e Volume Discounts Available |
e Same or Next Day Shipment _

call for first order and catalog (201) 241-3517
American-Trans-Atlantic 7 westfieid Ave. west, Roselle Park, NJ 07204

Out of Washington State (800) 426-5048

Call or write for a 1986 Catalog and Idea Book.

h Continental Fixture Company Inc.

7 7~ Continental
| \“E Fixture

- = Company
(Formerly Fixture Concepts Inc.)

Manufacturing a complete
line of Display Fixtures for
Records, Tapes, and Videos.

In Washington (206) 251-9392

190 15 86th Avenue South - Kent, Washington 98032

NARM and PICKERING
Partners in Profit

See our pilfer-proof products
at BOOTH 86

at the NARM 86 Convention

@ PICKERING

“for those who can the difference”

101Sunnyside Blvd., Plainview, New York, 11803
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ARTISTS

(Continued from page N-3)

“First of all, it's a great way to
meet your fans. But it's also a
good chance to meet the retail-
ers, the store managers, the
clerks—the people who work to
sell your albums.

“| just feel certain that in-store
appearances have played a part
in increasing my sales. For in-
stance, in New Boston, Ohio |
heard that over 1,100 of my al-
bums were sold within four days
around my in-store.”

Earl Thomas Conley

“In-stores have an incredible
impact on sales. They get kids
into the stores who might not
normally go into the record
store, and they also encourage
the store to bring in more of your
product. I'm sure the stores we
did in-stores in last year will be
stocking our product this year.

“The personal touch is impor-
tant: you have to show these
people that you know they're im-
portant to your career. Let them
know you appreciate them, with
phone calls and Christmas cards
and like that. If the people in the
stores don't care about you,
they're not going to support you
with displays and reorders.

“Hard rock bands in general
are people’'s bands; they come
from the street, they don't forget
the street, and they appreciate
the people who made them what
they are. Pop acts appreciate the
machine; we appreciate the peo-
ple.”

Ron Keel of Keel

“l don’t personally call up the
local Wherehouse and go ‘Hi, it's
Stan. How's my record doing?
Thought I'd just come down and
have lunch with you.” That would
be out of place and probably
sound very false. | mean, I've got
a job and they've got a job. But if
it's not a false thing, it's great to
meet the people who sell the rec-
ords. It's really interesting, and |
get a charge out of it. It's just

that there’s a lot of contrivance |

that can go on, a lot of ungenuine
feeling, and | try to keep that as-
pect to a minimum."”
Stan Ridgway of Wall Of Voodoo
““Starting our fresh, | do be-
lieve that in-stores play a very
important part for our group. It
reassures the fans that we're ac-
tually out there and that we have
something to offer, and it reas-
sures retailers that they can ac-
tually sell our records. It gives a
boost for everybody all around.
“l think we've done more in-
stores here than we've had to do
back in Britain, because it's a
bigger market and there's more
work to do. But the business of
(Continued on opposite page)

Our 5000 plus ttles turn ¢

10:30 AM local time. Order anytime later in the day
and we’ll ship within 24 hours! Simply call toll-free
1-800-251-5900.

Ingram Video—the fastest growing distributor of prere-
corded video cassettes—has the largest selection of video
titles in the industry! We offer you more so you can offer
your Customers more—more major new movie releases,
more classics, more exercise, family-oriented, self-help,
music, and children’s video cassettes. And the more we
offer, the more our competitors are turning green.

Immediate stock verification and

same day shipments are yours
with a toll-free call.

Order any of our more than 5,000 prerecorded video

tape titles and you’ll receive immediate stock verification.

No maybes—just a clear and simple yes or no. Then your
order will be shipped the same day, if you order before

The industry’s highest fill rate
adds to your bottom line.

It’s one thing to have 5,000 plus titles in a catalog.
It’s quite another to have them available for same day
shipment. Ingram Video has the highest fill rate in the
industry, so we don’t leave you empty-handed when your
customers request a popular new release. We know you
can’t sell or rent what you don’t have.

POP materials boost profits, too!

Ingram Video warehouses POP materials which are
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ompetitors green with envy.

available for same day shipment and immediate, sales-
generating imypact in your store. We also offer a complete
array of in-store merchandising materials, produced ex-
clusively for Ingram Video dealers.

And you’ll get advance notice on
big profit makers.

Ingram Video knows that with so many new titles
being released each month, you don’t have time to keep
track of them all. We have a specialist on staff who moni-
tors hot new video releases. We’ll share this information
with you, so you can then pre-order fast moving releases
and h'ave them in your store when your customers ask for
them!

BILLBOARD MARCH 15, 1986

We’re in the business of service.

When you do business with Ingram Video, you’ll be
assigned your own personal telemarketing representative
who can be reached toll-free whenever you place an order
or need product information. Others may promise large
title selection, rapid delivery, immediate stock confirma-
tion, high fill rates, POP materials, and timely informa-
tion. We deliver, with personal service.

Rely on Ingram Video, and you’ll have your competi-
tors turning green with envy, too. Give us a call toll-free
at 1-800-251-5900. In Tennessee, call 1-800-342-5800.

Distribution Centers: Nashville, Tennessee/

City of Industry, California/
Jessup, Maryland
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Others promise. We deliver:"

NARM® S0

retail seems to be the same all
over.”

Stedman Pearson of Five Star

““We do many in-stores in
Christian bookstores, and in reg-
ular record stores, too. It's im-
portant to touch base with the
audience, to meet the kids first-
hand. That's the basis of what we
do: it's a ministry. And there is a
residual sale of albums after the
group has been in a city, and the
more that has been done in that
city, the more the sales carry on
after the group is gone.

“Our main goal is to get the
secular record stores to stock
our albums more prominently, in
the rock'n’roll section, rather
than just the gospel section. This
makes it particularly worthwhile
to do in-stores there, to educate
them as to what Petra is and
what we're trying to do. We know
from reps we've talked to that
when they did get our records
right there next to Tom Petty
and Prince, it tripled our sales. It
gives the buyer a real alterna-
tive.”

Bob Hartman of Petra

NEW LISTEN

(Continued from page N-1)

at the point of manufacturer,”
Imber says.

Experimenting now with a se-
curity system in one store he can
compare to a control store with
cassettes under lock, Imber is
open to new methods of open
display. He feels the CD packag-
ing brouhaha has settled down
to a more standard configura-
tion.

However, packaging of prere-
corded audio cassettes will con-
tinue as a dialog topic. Here, like
other NARM chains, Record
World is utilizing a long plastic
box. “it's not to say it can't be
shoved in your pocket, but it de-
ters theft.”

But other retailers—Kwiker,
Tower’s Russ Solomon and Wor-
rell among them—fixtured for
the Norelco box and urge ven-
dors to provide both 4x12 and
generic Norelco packaging. )

Many hot issues at NARM typi-
cally surface in the fall during
NARM's retail advisory/manu-
facturer advisory session. One is
bar coding, Eugster, pushing
more universal bar coding in
Florida last year in his accep-
tance speech, is still at it.
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Wakefield
~gains
yet another
unfair
advantage:

DIRECT METAL
MASTERING.

Unfair? Only to our competitors.
After all, we've already estab-
lished our advantage as a
manufacturer of flawless integ-
rity. So that every \Wakefield
pressing offers a sound as pure
as humanly—and mechan-
ically-—possible.

And now, Wakefield can
bring an even truer clarity
of sound to your recordings—
at no additional cost. With
Direct Metal Mastering, a tech-
nical breakthrough from Teidec.
Manfred Atzert, President of
Teldec, says, " We refuse to
compromise the integrity of our
technique. So we chose
Wakefield. We know they offer
a consistently superb product,
one that will enhance the
advantages of Direct Metal

- Mastering.”

Above all else, DMM
will imgrove the quality of your
pressi~g. By reducing back-

ground noise. Eliminating pre-
and post-groove echoes. And
greatly improving transient
response through the elimina-
tion of groove defects.

In addition, DMM elimi-
nates wasteful production
steps, thus bringing your
recordings that much closer to
the original sound.

So if you demand the
best, Wakefield delivers. Today
more than ever, Wakefield
is the most impeccable sound
around.

m Direct Metal 1
@ oM
The Wakefield Company.
A record of integrity.

1745 West Linden Street,
Phoenix, Arizona 85007
(602) 252-5644

Telex: 910-951-1340

RACKS

(Continued from page N-4)

electronics departments—a
strategy aimed at building CD
hardware sales.

Sonny Gee's Edwards is also
pleased that the industry has
moved to uniform packaging.

“The standardization of CD
packaging helped,’ says Ed-
wards. ''The boxes are much
easier to merchandise; we had
difficulty working with the old
plastic packaging. My problem
right now is finding a display ve-
hicle that can cut down of the pil-
ferage problem. To put them be-
hind lock and key does not work,
so we need a vehicle that works
well for merchandising pur-
poses, without inviting shoplift-
ers to rob us blind.”

And Lieberman’s Okinow is
confident that the penetration of
CD hardware will follow the cycle
of videocassette recorders and
other electronics products—a
cycle which will constantly add to
his CD customer base.

“First it will be the electronics
enthusiast. Then his friends will
say ‘You've got one, so now {'ve
got to get one.” We've seen that
happen enough in this country to
know that it will also happen with
Compact Discs.”

Prerecorded video also por-
tends growth opportunity for
racks, although its ultimate po-
tential is somewhat limited.
Some rack accounts prefer to
buy video direct from suppliers
or video distributors, and low-
priced public domain titles are
readily available from many
sources. Also the high ticket still
attached to many movies futher
limits selling power. Still, Hand-
leman’'s Schaefer is enthused
about the movement of ‘‘sale-
priced video,” with a wholesale
price of “under $20.”

““We've had far greater suc-
cess with video up to now than
we've had with Compact Discs
because there's a far heavier
base of homes with video record-
ers,” says Schaefer.

Lieberman’s Okinow is also
enthusiastic about video’s wider
sales base: “We see virtually ev-
ery account that we currently
service adding video product.
600 out of our 2,200 accounts
already sell video, and we feel
that almost every account will
have a video sales department.
That combined with the Com-
pact Disc has very exciting
growth potential for us.”

Says Schaefer, “| think video
will be there in 1986. Both rack-
jobbers and retailers will experi-
ence great success with sale-
priced video. And in 1987, it will

i | be the year for Compact Discs.”

www.americanradiohistorv.com
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REPORTS

(Continued from page N-6)

starting to burn.”

WKZL Winston-Salem, N.C.
program director Chuck Finney
draws a similar connection be-
tween radio and retail. Sales re-
ports are ‘“‘extremely important
in finding out trends we might
not notice otherwise,”” Finney
says. A good, recent example, he
continues, was the Bangles,
whose “Manic Monday" had not
been picked up by other stations
in WKZL's market. “If it hadn't
shown up so strongly in sales, we
wouldn't have known it was hap-
pening.”

Programmers make frequent
references for accurate retail tal-
lies and most place a heavy em-
phasis on developing healthy
rapport with their reporters.
‘“We've found ways to detect
‘hyped’ reports,” says WBZZ's
Bazoo. “The key,” he says, ‘‘is
that we take good care of our re-
porters. We give them spiffs as
often as possible ... T-shirts,
concert tickets, etc.”

Developing rapport with re-
porters also enables program-
mers to get information beyond

If you think pmﬁr; of over 500%
are unheard of these days...you

baven't heard the Pfanstiehl needle story.

The forces keeping
your profits on the brink
of nonexistence are as
strong today as ever.
And they show no signs
of weakening.

This means that now,
more than ever before, if
your profit situation is
going to improve, you
have to make it happen.
One highly effective
method of achieving this
result is to supplement
low returns on

competitively priced
products with the
uniquely high profits you
realize every time you
sell a Pfanstiehl
replacement needle. I'm
talking in terms of profits
of 500% and more...turn
after turn. That's the kind
of profit that inspired you
to go into business in the
first place.

Moreover, practically
every customer that walks
into your store is a

prospect. Many times,
simply questioning when
a customer last purchased
a replacement needle will
produce a sale.

Many other profit
oriented reasons for
stocking Pfanstiehl
needles are presented in
comprehensive
Programs for Profit,
especially created to get
you started in this highly
profitable market.

| urge you to send for

these free programs today.
Then if you need
additional assurance that
Pfanstiehl needles can
help you significantly
improve your profits, call
me. You're just the

person | want to talk to.

Sincerely,

e, Kl

Merle Nelson,
President

the sales numbers, such as who e )
is buying what records. "If you L, )
take time to get to know the kids Pﬂ”ﬁfzebl S...
behind the counter,”” notes
WDTX’s Harper, ‘““you can find 9
out which cut people are buying 8 t
an album for.” WKZL's Finney e dceme” ee e
puts more emphasis on deter- ]
mining what demo is buying cer- Progrdmj' ][07' PfOﬁf
tain records. Retail is especially
helpful in catching ‘‘adult Absolutely nobody knows more about this big and highly profitable
surprises,” Finney notes. “Arca- market than Pfanstiehl. We’ve been in it for more than 60 years and
dia is obviously going to teens,” have the reputation to prove it. This is your opportunity to learn and
he continues. “But, there were a profit from the biggest and best supplier in the business.
lot of adults buying the Bangles,
for example. We didn’t expect ~—
that.” r—————————————————
““At some stores, the staff Planstiehl s '86 Programs for Profit
M el ks I FREE GRrAPHIC PROFIT FINDER Yfanstiehl's 86 Programs for Prof
says WBZZ's Bazoo. ‘At others, | - I
it’s like pulling teeth. That's kind i : AR I g}eas?i s':alng mf the ¢ Need| i
of sad, because we're all in this : SNSiSn] HOpIFCCIMBnEASEEe |
together. But, | can't blame | ) Planstiehl 7200~ y ; = Programs for Profit. I
them. Each report takes between i iesdiie ' | Name
20 and 25 minutes of a store’s i R R T = I
. A A R | Address . N
time. | know it isn't easy, espe- i i
cially during holidays."” L ] v —State —~2ip i
I G l Telephone Number —— I
0 tell how to profit...this special Graphic Profit Finder
I tF:arI(INJyrc?t:n o g:gh.?:{stgngl;. e FREE i you use this coupon to Store Name
l request your Programs for Profit. Don’t wait. Offer is limited. Type of Retail Qutlet I

Mail to: Pfanstiehl, 3300 Washington St., Waukegan, IL 60085

Planstiel, —1

...follow the leader

“Mask”
MCA Home Video
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NEW STORE

(Continued from page N-10)

freestanders by the end of the
year. | hate to use the term, but
it's a more high-tech look,” says
Mundorf.

Camelot's new color scheme
replaces earthtones with gray,
red and black, and wood with
lots of mirrors, chrome and clear
plexiglass.

“We're mall animals so we
have to be broad in appeal, both
in decor and product mix, but we
wanted to upgrade our look and
make it more contemporary,”
says Mundorf. “We recognized
the need to be more competitive
with the fashion outlets.”

“We're using more neon, but
we're not going overboard,” says
Chip Cappelletti, director of
store planning, Record Bar,
which will open seven new stores
this year. The 149-store chain’s
current design reflects the fine-
tuning of its Colorado Springs,
Colo., prototype store for the
'80s, which opened in 1984.

Video's widespread appeal has
led to Record Bar's current lay-
out, which places the video de-
partment in the rear of the store.
“We're using it as a draw and
monitoring the results,’” says
Cappelletti. “We know it's good
at getting everyone from kids to
their parents to move through
the entire store.”

Video will also be used in the
rear of the chain's two freestand-
ing stores, which feature a new
circular ceramic tile walkway.
This *“racetrack’ is designed to
lead customers by each depart-
ment of the stores, which will be
between 4,000 square feet and

5,000 square feet. Targeted for
Tidewater, Va., the stores will be
called Tracks Records & Tapes
to capitalize on the high profile
of two existing Tracks in the
area.

Record Bar's goal in designing
fixtures for its new stores has
been flexibility, says Cappelletti.
“We've opted for putting extra
dollars in slatwall fixtures that
offer maximum flexibility,” he
explains. “if a new package or
software comes out we can sim-
ply change plexi-holders. That's
much cheaper than completely
refixturing.”

The combination of store de-
sign, product and location, all se-
lected with an over-25 consumer
in mind, has resulted in “‘tremen-
dous customer response,” says
Hap Willard of Music's in Ra-
leigh, N.C. The flagship of Music
International’s planned record
chain and franchise operation
opened last summer in a new
shopping center in affluent north
Raleigh.

The centerpiece of the store’s
oval checkout counter is an origi-
nal 1947 Wurlitzer jukebox,
which Willard and partner Bill
Weber plan to feature in every
store. The store does around
42% of its business in CDs,
thanks in part, the owners say, to
a pilfer-proof display system de-
veloped by Minneapolis CD
wholesale Eastside Digital.

Inspired by a similar European
system, the display holds Com-
pact Disc artwork in a reuseable
plexiglass package, which cus-
tomers are free to handle. The
disks are under the bin.

“It allows us to display a lot of
CDs in a small area, and our cus-
tomers can go through our selec-

Exterior night view of Music’s in Raieigh. Illuminated glass block walls at
tract shoppers, who are greeted by a ‘47 Wurlitzer jukebox.

tion extremely fast,” says Wil-
lard. *“*And it's 100%
pilfer-proof.”

Two more Music’s are planned
this year in the Raleigh-Durham-
Chapel Hill area, says Willard.
“Business, particularly in CDs,
gets better every day.”

For Tower Records, probably
the biggest trendsetter in new
store design, “‘the bottom line is
that we're moving toward de-
signs that create a nice environ-
ment,"” says founder Russ Solo-
mon.

Leading that movement is the
New York architectural firm of
Buttrick White & Burtis, which
has done all of Tower's East
Coast designs as well as a Tor-
rance, Calif., outlet and its sec-
ond London store, now under
construction.

“We want to entertain peo-
ple,” says architect Harry But-

JACKETS

CUSTOM EMBROIDERED

We manufacture the- fiaest in the
music and entertainment industry
at unbeatable prices.

FICH

SPORTSWEAR
{213) 629-2869

We Challenge
the Competition
To Match

Our Prices

and Quality!

New CD Stor:
from SAIOY

trick. “We take an analytical ap-
proach to come up with an
architectural program that
meets the specific needs of our
client—including traffic, prod-
uct, security and visual displays
that will excite the consumer.”

The firm uses only custom col-
ors. “We find the standard color
palettes don't give us what we
need,” says Buttrick. *'Our reds
need to be redder, hotter, than
the standard red.”

Tower's first Boston outlet,
scheduled to open by the end of
the year, will feature “a first—
four escalators taking customers
between the ‘hot' first floor of
rock and pop to a more appropri-
ately colored second floor of
classics, jazz and show tunes,”
says Buttrick.

The new London store at No. 1
Piccadilly Circus is *‘on the out-
side more British than the British

and on the inside more American
than the Americans,”” he says.
Yet it won't look anything like the
Tower's outlets on this side of
the Atlantic.

“It's very tailored to the Brit-
ish customer,”” Buttrick says.
“We don't do cookie cutters.
Each of our stores is designed to
reflect its own market and pro-
duction.”
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) Cases

In keeping with consumers’ demands — Savoy engineering
has come up with the best portable and
home storage units for your precious compact discs.

1616

Padded Compact Disc
Carrying Case. Holds 16 Discs
in Jewel Box. Shrink Wrapped
With 4 Color Label, Brown Only.

8120

Solid Compact Disc Storage
Holds 20 Compact Discs in
Jewel Box. Classic Wood
Storage for the Modern
Audiophiie.

SEE US AT NARM

8140
Solid Wood
Compact Disc
Storage, Holds 40
Compact Discs

in Jewel Box.
Classic

Wood Storage
for the Modern
Audiophile

1916

BOOTH # 44

Packaging.

Deluxe Padded Compact Disc
Carrying Case. Holds 16 Discs
in Jewel Box, 4 Color Carton

736

Compact Disc Home Storage
Unit. Holds 36 Discs in Jewel
Box in 2 Drawers, Attractive
Wood Grain Finish.

Savoy Leather Manufacturing Corporation

Ward Hill Industrial Park, Neck Road. P.O. Box 287, Haverhill, MA 01830-0478
(617) 374-0351 « (800) 343-8140 * Telex 710-347-1121
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Horton Plaza Mall, San Diego

MALLS JUST
WANT TO
HAVE FUN

As NARM convenes for the
28th time in 1986, home enter-
tainment software chains are
looking more cautiously and crit-
ically at mall sites.

This is certainly a reflection of
Musicland, the nation’s No. 1 re-
tail chain with around an 85%
occupancy in malls for its 458
stores. By no means totally skep-
tical on malls, Jack Eugster, Mu-
sicland president, offers three
more or less broad areas of con-
cern.

BB: In your remarks at Music-
land's convention this past Au-
gust, you seem to express ex-
pansion in malls somewhat
conditionally. You said, the Mu-
sicland Group will open ‘some’
mall stores. Was your hesitance
based on the relative drop off in
new malls?

JE: There's not a lot of new
malls opening. We're over-stor-
ing and over-malling America.
But closely related to this is the
number of record/tape stores in
malls.

BB: The number is going up?

JE: There's too many. It’s gone
from 1.25 then 1.5 to some-
thing like 2.1. A few malls have
three record/tape stores. No
mall should have more than two
in my opinion,

BB: What about lease hold ex-
penses going up, too?

JE: That's certainly true and
important. That's one of the rea-
sons we have some hesitance.
We pass on some deals.

We are the
DIVIDER CARD
& PROMOTIONAL
IMPRINTING CO.
We Specialize in
Silk Screening &
Hot Stamping

Fibre Board & plastic
cut to size
LP, CD, Cassette & 45’s

Excellent for Videocassettes
Artists or categories permanently
Imprinted
No Minimum

BUSHMAN CO. INC.
1095 N. Broadway N. Massapequa,
NY 11758
Phone #516-293-6161

BB: How do you view the
newer malls that emphasize en-
tertainment, since you view
shopping as America’s No. 1
form of entertainment?

JE: Shopping is the No. 1 en-
tertainment activity in America.
It's the first thing girls 16 years
old want to do, go to the mall. Do
you know why shopping is enter-
tainment? The No. 1 company in
popcorn sales is General Cine-
ma; No. 2 is K-Mart. | could nev-
er prove this but | believe it. And
when you're buying popcorn
you're being entertained.

BB: Talk specifically about
Horton Plaza in San Diego where
you have a totally innovative unit
called ‘Sam Goody's Musicland.’

JE: Horton is unique and likely
not to be repeated anywhere
else. San Diego is the largest city
in America without major depart-
ment stores downtown. Horton
allowed this. There's plenty of
freeway access to downtown.
There's no reason why Horton
wasn't the answer to attracting
major department stores. But
basically, there's a lot of down-
town mails around the country.

BB: Horton, however, is inno-
vative as being both a museum
and a mall, isn't it?

JE: Oh, yes. it has tremendous
architecture, also not apt to be
repeated. EARL PAIGE

BYPASS

(Continued from page N-12)

sual impact, there *has to be an
outer graphic that magnifies the
product,” he says.

Tom Lunt of the eight-store
Streetside Records chain dis-
agrees. "There’s no reason to go
crazy beefing up a configuration
that will be gone in a few years,”
says Lunt, who believes cas-
settes will become an ‘‘ever
more disposable configuration.”

He predicts that once CDs are
available for cars and portable
use, the LP will “fade back into
prominence as the paperback
version of the CD.

“l don't want to have to refix-
ture for a new package for some-
thing that within five years will
be outdated,” says Lunt.

Cassettes at the
Touch of a Button

Fischer C Boxes are high-tech
and handsome cassette
storage/access cases that let
audio and videophiles keep their
favorite performances close at
hand. When they press a C Box
button, a spring-loaded drawer
presents their tape choice—clean,
wound, and ready to play.
Cassettes receive unequalled
protection from dirt, dust, heat,
and impact. Their owners enjoy
unequalled quality, styling, and
convenience.

fischer(e{

Fischer America, Inc.
175 Route 46 West, Fairfield, New Jersey 07006 (201) 227-9283

SEE US AT NARM (BOOTH # 46) or Call ... 1-800 631-7131

SHBUTTON
PROFITS

Sales at the
Touch of a Button

We do the selling for you with

a beautifully designed, compact
self-merchandiser that features the
actual product. It boldly invites
your customers to push a

C Box button to see how it works.
And it works wonders! Sales were
never simpler.

A Full Line of
Pushbutton Products
for Home and Auto

In addition to an extensive line of
audio and video C Boxes to pro-
tect and organize tapes for home
use, there's a C Box made for
every domestic and imported car,
either in a custom or universal
model. They install in a minute,
with no tools. Call us today

for all the information you need on
pushbutton profits and increased
customer loyalty.

BILLBOARD MARCH 15, 1986

www.americanradiohistorv.com



www.americanradiohistory.com

[

DISPLAY

(Continued from page N-12)

comes a problem of premium
importance.

Initial projections for the pene-
tration of the Compact Disc have
proven far too conservative, sug-
gesting that even the most highly
educated guesses concerning
product mix and the store of the
future remain guesses no matter
what. V.W. Hansen, president of
Holland, Ohio fixture manufac-
turer Crown Store Equipment
Co. says most of his business is
in video fixtures these days. And
he estimates that the average
home entertainment merchant
devotes less than one-third of his
floor space to records these
days.

Of course, selling what people
want to buy is what retailing is all
about; but no one is willing to
throw away custom built display
units as quickly as the changing
marketplace would seem to sug-
gest.

Fortunately, trends in packag-
ing for the smaller-sized configu-
rations has tended towards ac-
commodating display in already
existing LP bins. The nearly
6X12 cardboard and blister
packs agreed upon as the indus-
try standard for CD's means
shoulder-to-shoulder display in
album browsers is a quick solu-

tion. But there are others who
feel that there are more econom-
ical and aesthetic presentations
suggested by the CD.

Rob Simonds, who owns and
operates two CD-only stores in
the Minneapolis/St. Paul market
under the CD Establishment
logo, displays 700 CD jewel box-
es in a six-row, custom built
browser that's only 40 inches
wide. Discarding the outer pack-
aging, Simonds removes the
disks from the box, displaying
just the box and the booklet.
Disks are kept behind the check-
out counter, creating a system
that allows customers to hear a
CD before they purchase it.

“It's a very efficient system,”
says Simonds, who says the only
disadvantage is that it's labor in-
tensive. "'But we do a lot of vol-
ume,” he adds, “‘and that's not
really a factor. Besides, I'd rath-
er trade that for not having to
worry about pilferage. Plus, peo-
ple react well to the system and
it gives us a space-saving way to
show the packages without pre-
senting them spine out.”

Simonds says he drew up the
plans for the bin after seeing a
similar one in Europe, and had
the design built by a local car-
penter. Since then, the bin has
been picked up bty other retailers
including Boston Compact Disc
in Cambridge, Mass. and Music's
International in Raleigh, N.C., an

soft-sided style.

THE INDUSTRY’S

And Case Logic is leading the way!
With cassette and CD carrying cases that offer
hard-case protection in the contemporary

CL-60. Holds 60
audio cassettes.

See our complete line of nylon and leather
cassette cases at the NARM Show, Booth #78.

CASE LOGIC"

PO. Box 4187, Boulder, Colorado 80306 / Phone 303-444-4706

Call Toll Free
800-447-4848

independent franchisor who
says his store design is skewed
towards attracting an older clien-
tele.

CDs account for over 40% of
Music's International’s sales ac-
cording to co-manager Al Wo-
darski, making proper display
and easy demonstration all the
more important for the outlet.

Chances are you may have
ditched your old 8-track tape
display bins a long time ago. But
if they're still sitting in your
basement, they can be dusted
off and used for CDs. The lock-
ing, sloped front glass and wood
display cases with cut-out holes
for examining but not removing
merchandise can hold hundreds
of Compact Discs, displayed
spine-out in book case style once
they've been removed from the
outer 6X12.

The advent of home video has
created its own software display
problems. In the rental store,
space quickly becomes one of
the greatest issues despite the
predominance of empty sleeve
displays and backroom storage
of inventory.

One solution being attempted
is to adapt video sleeve art to LP
cover dimensions, displaying
them in record browsers instead
of on shelved face-out racks.

Sony Video Software has be-
gun manufacturing these 12X12
video flats, after seeing it in use
at Steve Savage's New Video
stores in Manhattan. Savage
simply cut existing video sleeves
in half and mounted them on
plain white album jackets.

The video flat is called an idea
that will *help revolutionize the
way that video titles are mer-
chandised in both record and
video software stores” by Andy
Schofer, director of marketing
for Sony Software.

The obvious advantage is that
it allows dealers with limited
floor space to display an excep-
tionally large inventory of titles
in a comparatively small space.
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ony's Andrew Schofer, left, and Mi-
chael Rudich flash the vid packaging for “lron Maiden Live After Death

bowers
record sleeve

5331 N. TACOMA AVE. INDIANAPOLIS, IN 46220 317-251-3918

LIFETIME RECORD PROTECTORS.

LP Jacket Covers

These durable, polyethylene
Jacket Covers prevent scufting

of the jacket and maintain /,f’ N

appearance. They also: Ll

® protect records ;i, Y \'\

® prevent scratching L *,

® seal out dust & moisture e %,

® end finger-marking \\ \\
£ o

#

45 & LP Innersieeves " .-~

These patented record sleeves
feature an exclusive and
patented wraparound poly
inner lining.

These inner sleeves are
specially designed. constructed
and manufactured in the
United States to afford the.
greatest possible protection
against scratching, dust a.d
other similar record damage.

Both the inner and outer sleeves are priced
to move quickly at high profit margins.

The sleeves come in individual pre-packs or in bulk quantities.

let wo acomound yown Mwaie
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ATTENTION!

Wholesalers and Retailers!
...To the Music Dealer who hears the beat of
a different drummer...

COMPLETE ADVERTISING, INC. has arrived!

Nobody has to tell you how hard it is to make it as an

independent Music Dealer...fortunately you can go your own
way without going it alone. Complete Advertising can assist

you with:

@ Record company co-op advertising...securing,
media planning, processing of chargebacks. (The
record manufacturers have this same type of
service, why shouldn’t you?)

@ Full radio production capabilities with 48 hour service
nationwide!

@ Computerized market research

® Sophisticated market segmentation.

ﬁ Check out Complete Advertising at the 28th Annual NARM
Convention and join the list of successful clients of ours like:

Angott Record Sales, Aspen Records Wholesale, Statewide

Distributors, Vinyl Vendors, Full Moon Records, Boogie Records,
Abbey Road Records - Ohio, Wherehouse Records of Michigan.

COMPLETE ADVERTISING, INC.
139 W. Maple, Suite C., Birmingham, MI 48011
313 258-9222
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ADVERTISING

(Continued from page N-6)

lowering prices.

Radio advertising for 20,000
square foot Texas Tapes & Rec-
ords is limited to ‘‘something
really special,” says president
David Brichler. "'Rates are outra-
geous.”

Alloting just 10% of his adver-
tising budget for radio in the
coming year, Brichler will spend
around 30% on TV, and the ma-
jority on print. “"We can be on TV
for a week for what 60 seconds
of radio would cost,”” says
Brichler.

Much of his print budget goes
to the store’s Texas Tapes &
Records Headbangers newslet-
ter, which has 10,000 subscrib-
ers in the 12-25 year old demo-
graphic. Published every two
months, the free newsletter in-
cludes articles of interest, con-
tests, promotions, and massive
specials on ‘‘hard rock and
heavy metal, which is our store’s
forte by demographic, if not by
choice,” says Brichier.

Customers get a Headbangers
membership card by signing up
for the mailing list, which dou-
bled last year. Brichier hopes to
add another 5,000 names in
1986.

Video sales and rentals, which
Brichler describes as ‘‘very

healthy over the past four
years,” have required a mini-
mum advertsing. “We run a
small ad in a local TV guide that
we'll meet or beat anyone’s ad-
vertised price,” he says.

The 75-store Sound Ware-
house chain, based in Dallas, will
divvy ad dollars among radio
(50%), print (40%) and TV
10%), with a heavier ratio of TV
(60%) to print (40%) for video.

Director of advertising Barba-
ra Burrows says Compact Discs
are included '‘whenever and
wherever possible in the print
ads.”

Burrows, who uses cable, net-
work and independent TV, would
like to up her TV budget. In the
Houston and Dallas markets TV
can cover a high number of
stores,” she says. "It would be
nice to increase it."”

No major changes in strategy
are planned this year by the
180-store Camelot chain, says
marketing supervisor Paul Bur-
nett. Camelot will continue tar-
geting radio for hot product and
to support new store openings
and chainwide promotion, he
said. Four to six promotions,
which include ali product types,
are planned this year.

Burnett says the bulk of Cam-
elot’'s ad budget goes to print, in-
cluding both newspapers and di-
rect mail. Movie clubs in about
half the chain’s stores provide

CAROLINE EXPORTS LTD
56 STANDARD ROAD
LONDON NW10
ENGLAND

TONY HARRIS

OLIVER COMBERTI
AT
BEVERLY WILSHIRE
9500 WILSHIRE BLVD
BEVERLY HILLS
TELEPHONE 213-215-4282

CAROLINE RECORDS INC
5 CROSBY STREET

NEW YORK

N.Y. 10013

mailing lists that are used to
keep members informed of new
releases and specials. ““We've
found video to be a very pleasant
part of our business,” says Bur-
nett.

Pleased with the results of last
year's promotions, Camelot “‘has
just done a little finetuning for
1986, says Burnett.

The 63-store Record World
chain has updated its image with
a new advertising jingle and TV
donut. Director of advertising

Phyllis Purpero says the TV do-
nut features a generic disk that
can be either an LP or a CD. The
jingle is ‘“‘a little more funky”
than the broadbased MOR sound
Record World had used in the
past, she says.

“Ninety percent of our radio
and TV ads are for rock, so we
wanted something to appeal to
those consumers,"” says Pur-
pero. “There is also a MOR ver-
sion we can use when we need
it.” Earmarking 60% of her bud-

get to print, 30% to radio and
around 10% to TV, Purpero
says her print budget will involve
more direct mail.

A 20-page catalog of Compact
Discs is planned as a supple-
ment to last summer’s 48-page
CD catalog. “'This one will fea-
ture what’'s new and available,”
says Purpero. “Mainly we want
to build recognition as a source
for CDs. Then when fill gets bet-
ter, consumers will remember us.”

CD SURGE

(Continued from page N-3)

Compact Disc packaging is
also undergoing further refine-
ment, this time without the un-
dercurrent of controversy that
marked last year’s failed experi-
ments in all-board containers to
replace the existing plastic jewel
box developed for the configura-
tion at its inception. A hybrid
board and plastic case, dubbed
the Digi-Pak by Album Graphics,
Inc., its developer, has been used
by the audiophile-oriented Amer-
ican Gramaphone label, and
more recently has been given a
broader, mass market test by Is-
land Records, which has eight ti-
tles planned in the Digi-Pak
package, several already in the
marketplace. If the retail and
consumer juries are still out as
of this writing, it's clear that the
new design isn't generating the
hostile response that greeted
WEA's two trial projects for an
all-board CD sleeve fabricated
by Ivy Hill last year.

More pertinent to dealers is
the general consensus already in
place for outer CD packaging,
now split between plastic blister
packs and printed board outer
boxes, but effectively standard-
ized with respect to package di-
mensions and bin space require-
ments. Aithough broader
acceptance for the Digi-Pak
could allow the swing toward a
more compact outer box, for
now, at least, dealers no longer
face the disruptive mix of jewel-
only, blistered and boxed goods
that characterized CD stock in
its early months.

Dealers and distributors can
also look to a rising swell of pro-
motional momentum for the for-
mat as radio stations increase
their use of Compact Disc prod-
uct over the air. Major market
stations are now actively sup-
porting the CD medium not only
through special CD program seg-
ments but also through advertis-
ing and promotion touting their
use of the format. Classical radio
stations have been aggressive
CD supporters virtually from the
inception of the format, but now
even secondary market outlets
and non-commercial radio sta-
tions are getting into the digital
act.

Meanwhile, the array of avail-
able CD players continues to
evolve rapidly in price and per-
formance, insuring a steep
growth curve for the installed
base of CD users. Home players
are now dipping toward the
$100 level, although most ven-
dors say the bulk of sales remain
at slightly higher price points,
and add that the market for
high-end machines at $1,000 or
more remains lucrative. Portable
and personal CD units, including
both boom box-type combina-
tion players and Walkman-type
personal sets, are likewise boom-
ing, attracting a younger con-
sumer. Likewise, single-brand
component rack systems now
routinely include CD players as
part of the package, and at least
one major brand, Pioneer, has in-
troduced rack systems that offer

but specify CD playback as stan-
dard—a sign of the times, in-
deed.

Mobile Compact Disc hard-
ware is also gaining rapid accep-
tance, suggesting that the CD,
like the audio cassette before it,
will roll up new sales as it rolls
down the road. In addition to the
growing number of after-market
CD and CD/radio players on the
market, Sony has unveiled the
first automotive CD changer sys-
tem, an innovative design that
places player and disks in the ve-
hicle’s trunk for optimum safety.
At least as significant are indica-
tions that the CD format will
soon be offered as factory equip-
ment by car manufacturers.
Ford has already confirmed
plans to make a CD player an
available option for its Lincoin
Town Car, presumably as the

record-playing gear as an option (Continued on page N-22)
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Recoton lets you cleqgn up
in a new area of profi-
# tability. Our new
Compact Disc Radial -
Cleaner, with ultrasoft  * s>
chamois pad, provides your
customers with the only manu- =

facturer recommended way toX,
safely clean and
discs: in a straight line—across the
radiUs, from the centet of the disc to the
edge—or from the outer edge in. i
< Winner af the 1985 Audio/Video
International Grand Prix Award, the
Recoton Compact Disc Radial Cleanar
is backed by a complete line of acces-
sarias; like our superb non-corrosive
c|em1|'n? solution and surface-restoring
seratch b
shields for permanent safeguarding of
compact discs.
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potential problems with other compact
disc cleaners. Instend, open
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CHECKOUT

(Continued from page N-10)

play mechanisms, and consuita-
tion services—were featured at
that show, a good number of the
vendors on hand were targeted
specifically for improving the
checkout process.

While it appears that record
retailers have been slow to em-
brace some of these new de-
vices, they are very much in evi-
dence in other retail sectors,
including mass merchants, res-
taurants, even locally owned
hardware stores. Still, there is
some evidence that music deal-
ers are ready to test these wa-
ters.

Specific cases in point include:
® Tower Records’ use of the GTE
Data Terminal
® Camelot Music's chain-wide
use of Telxon's hand-heid termi-
nal
® Wherehouse's video rental wiz-
ard Merlin

Tower’s use of data capture
terminals speeds credit card
purchases. By passing—or
“*swiping’'—a card through the
terminal’s siot the system'’s net-
work approves authorized
charges in seconds, avoiding the
need for salespeople to check
stolen card records and the need
to phone in authorization for
charges over a card’s floor limit.

This system also prohibits a
customer from charging over
ones personal credit line, a prac-
tice which stymies retailers’
credit collection procedures.

Use of the system also yields
Tower three more key benefits: a
cheaper bank card rate over con-
ventional processing; next-day
access to charge funds; and the
elimination of mailing expenses.

Also consider that the average
cost of processing a manually
phoned charge authorization can
cost as much as 50¢, while de-
pending on a dealer’'s service
and bank charges, an electroni-
cally transmitted approval costs
as little as 2¢.

At Camelot, Telxon's portable
computer terminal provided im-
mediate improvement in inven-
tory management of deep cata-
log tities. The unit's attached
scanning wand allows store per-
sonnel to read detachable bar-
coded tickets from recycled
product, allowing for quicker
turn-around of replacement
product; a Telxon benefit also
being utilized by other music re-
taiters.

As Camelot continues to de-
velop use of Telxon it will realize
other time-saving measures, in-
cluding the ability to transmit
payroll information to its home
office—a measure that elimi-
nates paperwork, speeds pro-
cessing and reduces mailing

costs.

Wherehouse's well-publicized
Merlin system speeds the rental
checkout process for its video
customers. Like Tower’s data
capture terminals, Merlin quickly
clears authorized charges, and
also keeps accurate record of
which tapes are being rented to
which customers, a prime securi-
ty benefit. The talking Merlin
provides another important se-
curity measure—it gently calls
attention to customers who car-
ry tapes away from the video
section without checking them
through the store’s rental sys-
tem.

These are just three examples
of how modernized checkout
procedures can improve a music
retailer's customer service while
bettering the bottom line.

Complete point-of-sale data
capture terminals, such as the
Model MCCR offered by Datacap
Systems, Inc., combine the ad-
vantages of several of the above
systems. The unit is a totally
computerized cash register, with
built-in bar code scanning and
credit card capture-and-settie-
ment capabilities.

Datacap is not alone in this
arena, as most cash register
manufacturers are also explor-
ing enhanced capabilities for
their systems.

Retailers who deal in large
ticket items, such as videocas-

SECURITY

(Continued from page N-12)

security scene is that systems al-
most need to be custom de-
signed and fit the personality of
the particular chain.

“Articles surveillance,” says
John Farr of the classic trade jar-
gon term, “‘has a very weird con-
notation for us.” Farr is director
of Jetco, the internal software
supplier to the 220 Minneapolis-
based Target department stores.
““We're very family oriented,” he
says,indicating that Target
doesn’t want to approach store
security that directly. “We're not
into Sensormatic,” he says of the
prominent anti-theft devices
manufacturer. **We have put in
some cameras in test stores,
things like that,” ending as do
many high level chain executives
by noting how totally proprietary
security practices are.

Yet another, perhaps more
dramatic, trend is the need feit
for some standardization, even
with the companion requirement
chains have for “their own way
of doing it."”” For the first time,
NARM has appointed a working
committee on store security de-
vices. Committee head is Lou
Kwiker, president and CEO,
Wherehouse. VSDA is also repre-
sented on the committee and
four vendors recently made pre-
sentations.

The onrushing tide of putting
less and less merchandise under
glass and key, starting with pre-
recorded audio cassettes, and
the more recent success of both
video and Compact Disc, has
spurred the search for a univer-
sal “‘strip""—i.e., some sensory
triggering mechanism that can
be hopefully installed by the
software vendor.

The articles surveillance ven-
dors, Sensormatic, KnoGo, 3M
and Check Mate—all four show-
ing their bag of tricks to the
NARM/VSDA committee Jan.
15—report various chains run-
ning different kinds of tests.

Chain management must
weigh many factors, not the least
the cost and maintenance of sys-
tems. Kwiker says the tags them-
selves cut into profit margins.
Many chains just want more time
to look at various systems, or if
no system is one way to go. ‘I
have stores with cassettes under
lock that sell more than where |
have more open display,” says
Roy Imber, president, Elroy En-
terprises.

Wary, imber nevetheless just
signed off on a contract to test
one of the Big Four systems. “We
wanted a store with a long track
record. This we can compare to
another similar store. We were
doing this sort of thing five-six
years ago.

“For six months, we took the
doors off (the cassette display

cases) and nothing happened.
But we had lots of staff in the
store. That's a tremendous fac-
tor, though of course, that
doesn't necessarily mean you
won't have internal shrinkage.”

The latter term Imber employs
triggers all the more dread in
chain management. Shrinkage it-
self is a euphemism. And nothing
in the articles surveillance, nee
surveillance new word lexicon
softens the blow when it comes
to internal theft. *‘One of our
own.”" Yet that reality stalks to-
day’s retailers both large and
small.

Even more frightening is the
data constantly churned up by
the security chiefs at the larger,
more progressive chains. At
least three chains, Wherehouse,
Record Bar/Licorice Pizza and
industry giant Musicland employ
people designated in the security
area. These professionals have
their own organization and liai-
sons, almost an Interpol of sorts.

One study on internal “shrink-
age'’ cites three probabilities.
Two are expected. A 5% likeli-
hood of hardened, almost pro-
level, skimmers slipping by per-
sonnel. Another 15% theft
triggered by personal need, from
a divorce to gambling to a list
nearly as long as, well, an em-
ployment application form. it's
the third one that smacks
home—the big 80 as in percent.
Opportunity.

sette recorders or Compact Disc
players, might explore Distribu-
tion Management Systems’
(DMS) Register Express. It too
offers many enhanced register
options, including the ability to
check available inventory at the
point-of-purchase.

For instance, if a customer
wishes to buy a VCR that is not in
stock, this system gives the
salesperson immediate stock in-
formation about alternate video
recorders that may fit the cus-

tomer’s needs. This allows the
dealer to make a substitute sale,
rather than lose a sale.

Today, the possibilities are
limitless for the music store’s
checkout counter. With a wide
scope of services and technolog-
ical devices offered by a vast
number of vendors, both large
and small retailers should be
able to find an improved check-
out procedure, tailored specifi-
cally for the dealer's individual
needs.

PRODUCT MIX

(Continued from page N-10)

span for new technologies could
be considerably shorter than
they have been in the past all
conspire to make home enter-
tainment retailing a riskier and
more unpredictable venture than
ever.

Clearly, being able to move
with trends is more important
than ever. And the stores being
designed today may have to out-
live the product lines they were
built to house. “We're paying ex-
tra now for slatwalls because we
don’t know what the future will
bring,” says Chip Capelletti, di-
rector of store planning for Rec-
ord Bar. “The product lines are
changing before the fixtures
wear out.”

Cost remains the other major
variable in planning for layout.
The use of space—both for prod-
uct display and creating ambi-
ance and identity—is of uitimate
importance.

That identity, which provides a
chain or even single outlet with
so much of its consumer recog-
nition, may also require changes
either subtle or great depending
upon the shift in the market-
place. When video games briefly
ruled the roost, several chains
rushed to design a high tech look
that would appeal to the post-
baby boomers. For the first time
in recent memory, record retail-
ers were looking toward another
demographic in trying to cement
their place in the market.

Now, as the Compact Disc
draws in older customers who
haven't set foot in a record store
in years, the question of decorat-
ing and design may be one of
“graying’ a store. Mail order rec-
ord businesses have long thrived
on an older clientele who just
won't visit the youth-oriented
record shops. Clearly, after
years of being denied that mon-
ied customer, the record-turned-
CD retailer has no desire to lose
him again.

Yet retailers still must hew
close to the center, uniess they
have the space of a Tower, or
captured market of an indepen-
dent. a
The shift in configurations on
the shelves also requires a
change in display and comple-

mentary presentation. As long as
the issue of cassette packaging
remains up in the air, retailers
will continue to develop their
own solutions. Unfortunately,
that means more and more re-
tailers are already committed to
a particular style of display—
whether it's Tower's open elec-
tronic surveillance system pre-
sentation, Camelot and Record
Bar's plastic shoes, or a racked
lock and key arrangement—
making it progressively harder
for chains and retailers to fixture
down for a common packaging.

With video, the issue of fltoor
display is compounded by the
problem of empty sleeves and fi-
brary storage. But perhaps more
than any issue for record retail-
ers making the jump to video is
the labor intensive nature of vid-
eo rentals. Hopefully, the con-
tinuing evolution of the electron-
ic check-out center—with its
computerized inventory and
membership capabilities, elec-
tronic transaction, inventory and
card swipe capabilities—are the
counter-measure required to
free personnel to handle the new
business.

CD SURGE

(Continued from page N-21)

prelude to similar options on
other models. And where Ford
goes, of course, General Motors,
Chrysler and their competitors
are very likely to foliow.

As for the Compact Disc’s
multi-media capability, that, too,
appears ready to advance. This
week witnesses the First Interna-
tional Conference on CD-ROM,
sponsored in Seattle by Micro-
soft Corp., and while press time
previews of the agenda and ex-
pected attendance confirmed
the summit’s primary orientation
toward business and industrial
computer uses, efforts to re-
solve the universal file standard
issue are expected to be a cen-
tral drama during the event.
With three different groups al-
ready working toward standard
proposals, computer trade
sources claim a standard could
be a reality soon. That would rep-
resent the vital first step toward
developing sophisticated new
entertainment products using
the CD in exciting new ways.

N-22
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Hometown Charity. Executives from Vestron Video give a gift of a new VCR
and a selection from sublabel Children’s Video Library to Stamford, Conn.’s St.
Joseph'’s Hospital. Standing, from left, are St. Joseph’s nursing supervisor
Nancy Lewis, and Vestron’s administration vice president Marilyn DiGirolamo
and marketing and sales vice president Michael Olivieri. The Stamford-based
company also donated VCRs and tapes to Stamford Hospital and Yale-New
Haven.

Kartes Granted Exclusivity
On Paramount, MCA Oldies

BY TONY SEIDEMAN

NEW YORK In an unprecedented
move, Paramount Home Video and
MCA Home Video have just li-
censed a total of 26 catalog titles to
low-priced product specialist Kartes
Video Communications.

MCA provided six feature films
with a number of its major stars, in-
cluding “Far Country” with James
Stewart, “Lover Come Back” with
Rock Hudson and Doris Day, Clark
Gable and Carole Lombard in“No
Man Of Her Own,” and W.C. Fields
in “Never Give A Sucker An Even
Break.”

Among Paramount’s 20 titles are
“Another Time, Another Place,”
“The Black Orchid,” “Botany Bay,”
“Papa’s Delicate Condition” with
Jackie Gleason, “The Tin Star,”
“Villa Rides’” with Yul Brynner,
“The Buccaneer,” ‘“Desire Under
The Elms” with Sophia Loren, and
“One Hot Spell” with Anthony
Quinn and Shirley MacLaine.

The product will be coming out
soon, says Kartes president Jim
Kartes. “We're going to try for re-
lease in April. As early April as we
can, We're just waiting for the pack-
aging to get done.”

All the titles will be released un-
der KVC’s Video Film Classic logo,
with the film company copyright on
the back of the package.

These movies from Paramount
and MCA, Kartes says, “are older
films—from the ’40s, ’50s and '60s—
that they may or may not have tried
to bring onto the market.”

Of his company’s decision to go
for the deals, Kartes says, “Based
on the number of titles we did in
public domain we thought we could
do well with proprietary product.”

I hope they entered the deal be-
cause they feel we can do a job at it
and make some money on it,” says
Kartes. “I've carved my niche, and I
think in my market I'm going to do

pretty well with this stuff, especial-
ly at the price point.”

According to Kartes, in his knowl-
edge film companies normally don’t
do deals like this with their product.
“On videocassette,”” he says,
“they’ve never said ‘O.K. we're go-
ing to give you a master tape’ and
allow you to mass duplicate, pack-
age, and market the product. That's
exactly what we're going to do.”

Negotiations between KVC and
Paramount and MCA have been go-
ing on for a couple of years, says
Kartes, but “nothing ever got seri-
ous until a few months ago. I think
becoming a Scripps-Howard compa-
ny helped a lot.” KVC was pur-
chased by Seripps-Howard in late
1985.

The company has long been a spe-
cialist in marketing low-priced prod-
uct, and virtually established the
public domain business when it be-
gan putting out titles at $19.95 in al-
ternative locations such as book-
stores and other non-traditional vid-
eo outlets.

Kartes sees the license with Para-
mount and MCA titles as essential
in giving his company a competitive
edge in the often brutal public do-
main marketplace. Since Kartes has
sole release rights to the films, “All
these people can’t come in and cut
the prices the way they did on public
domain.”

This product exclusivity will be a
tremendous marketing boost, says
Kartes, claiming: “I'm going to do
two or three times better with this
product because 1 have proprietary
use on it,

“We can’t afford not to make
such deals,” he comments. For ex-
ample, he says, “If I had had propri-
etary use on ‘It’'s A Wonderful
Life,” I would have sold half a mil-
lion units.”

KVC’s business was never pri-
marily PD oriented, says Kartes. “I

(Continued on page 48)
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MCA Bets on ‘Future’ With Huge Promotion

Movie Campaign Will Include TV and Print Ads

BY JIM McCULLAUGH

LOS ANGELES “Back To The Fu-
ture,” which has already put more
than $200 million into Universal Stu-
dio’s coffers, making it one of the
biggest grossing films of all time,
will be the focus of MCA Home Vid-
e0’s largest promotion ever.

The Steven Spielberg-produced
and Robert Zemeckis-directed film
has a street date of May 22 and a
suggested list of $79.95. There had
been some industry speculation that
“Future” would be MCA'’s first sell-
through-priced cassette. But Jerry
Sharrell, senior vice president of
marketing for MCA, says, " We
didn’t feel the timing was right for a
lower price. The rental market is
still very strong and our viewpoint
is echoed by such industry peers as
Paramount, who opted to price ‘Wit-
ness’ at $79.95.”

Distributors officially received
word of the promotion at MCA’s re-
cently concluded national sales
meeting in Scottsdale, Ariz.

FOR WEEK ENDING MARCH 15, 1986

Sharrell says that there was no
resistance to the price point. Rath-
er, he says, the enormous scope of
the MCA backing campaign was
met with enthusiasm.

Push capitalizes
on ‘strong market’

Elements of the multimillion-dol-
lar advertising and sales support
campaign include these:

o A 30-second television spot set
for MTV on a national basis, as well
as eleven major TV markets, slated
for May and early June.

e Massive print advertising in
general interest, consumer, buff,
and trade magazines such as Peo-
ple, TV Guide, Life, Sports Illustrat-
ed and US. MCA estimates that the
push will reach 95% of all VCR own-
ers seven times, with more than 269
million impressions. Trade advertis-
ing spans March and April, with
consumer print ads running during

the May/June period.

® An extensive in-store, point-of-
purchase assortment of counter-
cards, mobiles, posters, full-color
sign-up sheets, mirrored mylar
stickers, 22- by 35-inch silk-sereened
cloth banners, and other material.

e A multidimensional five-foot-
high floor display and a motorized
display featuring a moving replica
of the VHS cassette’s box against a
background of enlarged theatrical
main art, available to qualified re-
tailers.

Distributors will also receive a
special kit containing a cassette
screener; a gatefold promotional
piece containing marketing, adver-
tising, and p-o-p material; an ad
slick folder; and a special digital
watch with flashing “Back To The
Future” graphics.

—
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Compiled from a national sample of retail store sales reports.

-i“" & . N § z @

o /&) e Copyright Owner, Principal g % §: g

Rb o §k— TITLE Manufacturer, Catalog Number Performers >&| - a
1| 1 | 15| THEVIRGIN TOURMADONNALIVE® SreRecords o o o5 Madonna 1985 | ¢ |29
2 | 6|45 | wHAM!THE viDEO ® S I husic Video 3048 Wham! 1985 | SF | 19.98
4 | 7 | 19| NOJACKET REQUIRED @ A AN Phil Collins 1985 | SF | 19.98
5 | 10 | 3 | JOHNLENNONLIVEINNEWYORK  CoMElbscin. o 12800127 JonnLennon 1986 | C | 2095
64|17 | &or BEATLES LIVEREADY STEADY ggnnlyR\‘/Eif:loerg Loreware 97W00192 [helBeatcs 5 || &7 || Ltk
75| 3 | CNKSMATRAPORTRATOFAN g ensroetrs T romonas | w6 0 |
8 5 9 LIVE AFTER DEATH Sony Video Software 96W50114 Iron Maiden 1985 C |29.95
9 | 12| 9| wHITECITY s e D o Pete Townshend 1985 | D 2995
o | s | | [REGEANOTERROLOTION  panresten T pemd e | ws | ¢ oo
11| 11| 7 | SCENESFROM THE BIG CHAIR Folygram Music Videe Tears For Fears 1985 | LF | 2995
12(15] 3 | sunciry Manhattan Records g0 012 Various Artists 198 | D |1995
13| 9 | 7 | THEBEST OF ELVIS COSTELLOAND  cps fox video 7092 Elvis Costello/The | 195 | 1r | 2098
14 | 14 | 13 | ARENA e T Duran Duran 1985 | LF | 2995
15 | NEW)> | THE VIDEO SINGLES CBS-Fox Video 7094 Paul Young 1985 | LF | 19.98
16 | 3 | 5 | THESUPER BOWL SHUFFLE Red Label/Third Word/ Centel Chicago Bears Shufflin) 1g5 | sF | 1995
17 | NEW)p> | NERVOUS NIGHT CBS-Fox Video 7085 The Hooters 1985 | LF | 19.98
18 | 13 | 29 | TINALIVE PRIVATE DANCER TOUR A égg‘y":,;?f-st‘f‘t’ware 96W00089.90  Tina Turner 1985 | ¢ | 2095
19 | 19 | 51 | u2LIVE AT RED ROCKS ‘,d"éf{,ﬁ:{_%éﬁj‘gﬂg;, 2 1984 | ¢ | 2995
20 | 17 | 41 | ANIMALIZE LIVE UNCENSORED e DS Kiss 1985 | LF | 2095

@ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing. SF short-form. LF long-form, C concert. D documentary.
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Mitch Mania. Mitch Miller talks about the home video release of “'Holiday Sing
Along With Mitch” on WNEW-TV New York’s “Midday” show. Sitting, from left,

are Dina Merrill, Dick Cavett,
Collins, and Miller.

“Midday” reporter Victor Gil de la Madrid, Judy

KARTES GETS PARAMOUNT, MCA OLDIES

(Continued from page 47)

don’t think, ‘We’re selling public do-
main’; [ think, ‘We’re selling old
movies’—and I think there’s a pret-
ty good market for old movies right
now.”

He wants his company to concen-
trate on “movies that people don’t
get to see when they go into the vid-
eo store.”

Kartes maintains that even
though Prism Entertainment has
released licensed product at $12.95
and below, “There’s just no way you
can be priced below $19.95 and pay
the kind of royalties that are neces-
sary.”

Regarding the newly licensed ti-
tles, he says, “I’'m under restrictive
use of these films. I can’t take these
films and cut them down to fit cer-
tain lengths like the public domain
people did. We've got to maintain

TORONTO Videocassette record-
er penetration in Canada has
reached 31% of all households, ac-
cording to recent figures from the
A.€C. Nielsen Co. of Canada Ltd.
The information, compiled last
November, shows a 7% increase
during the seven months from
March to September 1985. The fig-
ures don’t even take into account
what retailers reported as brisk
Christmas-season VCR sales.

CANADA’S VCR PENETRATION GROWS RAPIDLY

The national average is consis-
tent throughout the country. Que-
bec has the highest penetration
rate, at 32%; British Columbia and
the prairie provinces in the west
have a 31% rate; and Ontario and
the Atlantic region have a 30% pen-
etration rate.

Some of the larger increases on
a market basis include a 15% hike
in the Chicoutimi-Jonquiere region
of Quebec (42%, from 27% in

March); Prince George, British Co-
lumbia (42%, from 31%); Thunder
Bay, Ontario (39%, from 30%), Cal-
gary-Leth-bridge, Alberta (39%,
from 30%);, Sudbury-Timmins-
North Bay, Ontario (39%, from
24%); Windsor, Ontario (38%, from
25%); Dawson Creek, Yukon (37%,
from 27%), Montreal, Quebec (35%,
from 26%); and Kingston, Ontario
(35%, from 21%).

quality on it.”” According to Kartes,
“Both MCA and Paramount have
the right to inspect the labs where
we are doing our duplication work,”
so they can be further satisfied the
product is undergoing no alteration.

Too low a price can even damage
a product’s potential strength on
the market, Kartes claims, saying
“I was the first guy that put prod-
uct on the market for $9.95, and [
just raised my prices from $9.95 to
$14.95.”

The reason his company did this
was that “we just found out in sev-
eral markets that the $14.95 outsold
the $9.95,” sometimes by a four-to-
one ratio. Says Kartes: “The con-
sumer basically feels you’re going
to get what you pay for and they
perceive $9.95 as low-quality prod-
uet.”

At the same time, he admits, price
is crucial for some kinds of materi-
al: “I can tell you certain product
won’t sell if you charge too much—
no matter what the subject is.”

As for where the movies will be
sold, says Kartes, “We're going to
be marketing very strongly, of
course, in the traditional markets
that we’ve been in—bookstores and
some video stores.”’ In addition,
“We expect to be in several thou-
sand supermarkets with the prod-
uct.”

Alternative outlets which have
scored some success with public do-
main product are beginning to get
nervous, Kartes says. ‘‘Several of

them have told me that they’re pret-
ty concerned about what will hap-
pen when they run out of the public
domain product. What are they go-
ing to sell?” Kartes’ license deals
will provide a solution, he says.

KVC will continue to use the vac-
uum formed, selling its classics in
the “clamshell” cassette cases it has
used since the introduction of the
Video Film Classics line.

What will change is the art on the
boxes. Instead of the line-wide art
similar to that used on PD film
product, he says, “We're going to
the old-movie poster look.” Kartes
says the company will be using “‘the
type of poster that was used when
the movie came out. If the typeset
was a certain way in the '60s, that’s
the way it’s going to be used on that
jacket.”

The selection of films was arrived
at by “‘a combination of my working
with Paramount and MCA,” says
Kartes. “I worked personally with
the two studios. The choices were
the subject of major conversations.”

As for the overall importance of
the deal, he says, “I think it shows
that the studios have a little bit
more confidence in our abilities
right now.”

\ First in Howe Video

Le() BMSCag él Politics of Love

i, . e i el

V)DEO

IeoBmcagé ‘6\

LeoBuscaglia

A

Recorded Live in Chicago
Available in VHS or BETA
An Attractive Gift Box
Advertised Through Media

Attractive and Functional Countertop
Display for Your Stores

Holds Six Programs and Displays Two Facings
FREE with Purchase of Six Leo Videos

l L

*Attention retailers desiring further information on any e

IecBh‘;zagba\"\’%

o

NIGHTINGALE-CONANT CORPORATION
7300 North Lehigh Avenue
Chicago, lllinois 60648
For More Information Please Contact Ron Grabell,
Anne Callahan or Nanette Crossin at:
1-800-323-5552 or 1-312-647-0300

nOeie-Conant Video

of our products, contact: Ron Grabell, Anne Callahan
or Nanette Crossin at the phone number listed below.
If you are not a retailer, call or write us for a list of
retailers in your area.

ee Us at the New York Home Video Show in
Booth 519 for Exciting Video and Audio
Products.

Printed in U.S.A.
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Turkey Talk
Leads to New
Antipiracy Law

NEW YORK Home video rights
holders have just gained a major
new market, with Turkey establish-
ing its first laws regulating the pre-
recorded cassette business.

Turkey represents one of the
world’s most important video mar-
ketplaces, with 2.5 million machines
in consumers’ hands and a penetra-
tion level of close to 45%.

While in the U.S. such technologi-
cally complex devices as Macro-
vision (Billboard, Mar. 1) are now
the key weapons in the war against
piracy, the battle in Turkey was far
more basic—one to establish funda-
mental laws making it possible to
punish those selling unlicensed
copies, and thus make it possible for
rights holders to sell product at a
profit.

One of the key tools being used in
overseas markets to fight piracy is
the tax label, say Motion Picture
Assn. of America (MPAA) execu-
tives. Tax labels, which certify prod-
uct legitimacy and generate reve-
nue, are in use in Spain, Portugal,
Sweden, and Brazil and are at the
heart of Turkey’'s new legislation,
says MPAA executive Jim Bouras.
“It’s a revenue source for the gov-
ernment. But in the long run, al-
though the industry has to pay up
front for the certificates, it saves

ome video

Introducing

the new

you money” through increased rev- |

enue.

MPAA executive William Nix es-
timates that the organization’s
member companies “lose 500 million
in potential” revenue a year due to
overseas piracy.

“You can’t get into the video busi-
ness in Turkey without some sort of
a framework law setting up the
rules and regulations,” says
Bouras. For some time his organiza-
tion and the Motion Picture Export
Assn. (MPEA) have been “trying to
get a law passed in Turkey that
would set up a regulatory frame-
work under which a home video in-
dustry could exist.”

Just recently, they succeeded.
The move is an important one for
American video rights owners. Not
only is Turkey a large market in and
of itself, comparable in size at least
to France, but its opening up us a
video market allows for the possibil-
ity of other marketplaces where pi-
racy is prevalent going straight.

There are many pirate markets in
the world, says Nix. “In the theatri-
cal area there are 80-100 markets
that are currently bearing fruit; in
the video market we are in the 30s.”
Turning such areas “straight” will
have a major impact on the interna-
tional revenue picture for almost all
U.S. home video companies.

According to Jack Valenti, presi-
dent of the MPAA, the situation in
Turkey was that “the market was
owned by thieves and pirates, and
the legitimate rights owners
couldn’t get in.”” Turkey was the
only one of the top 15 video markets
where the situation was this ex-
treme, MPAA executives say.

“One of the reasons that this is a
particular breakthrough is that,
with one or two exceptions, there is

(Continued on page 50)
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. $29 95

THEY°VE €T LECS

remember, kid. You’re going out there a dealer, but
you’re coming back a star.

Get ready for the most lavish production number
in video history: the Musicals Great Musicals
collection. Spotlight on Gene, Judy, Frank, Fred
and 100 more song-and-dance legends all waiting
in the wings. And vou put on the show—with
PR and advertising doing a spectacular song and
dance behind you in magazines. newspapers,
radio and TV.

Some are long-awaited releases. Some have
already been best-sellers for you—remember last
summer’s Musicals-For-A-Song Sale? Now they're
showing-oft even more in elegant new packages.

Ask your MGM/UA Home Video distributor
how to get special PO.P. materials like this revolv-
ing rack—FREE with qualifying order. And,

Year-long release schedule begins in May:

% An American in Paris * Brigadoon¥

% Dangerous When Wet % Deep in My Heart
% High Society % In the Good Old Summertime
* Kiss Me Katet * Les Girlst

* Meet Me in St. Louist % That’s Dancin!+

% The Unsinkable Molly Brown+

* Words & Music

Warehouse Ship Date April 29. Just in time for
Mother’s Day.

For more information, call our Merchandising
Hotline: 1-800-468-7600.

* *Sterao sound coMpatibi RECORDED ON ¢ ;
+ |/IDEOPHONIC ‘S v comroe Xl I
SOUND:.! 2,8 vHS Hi-F1 and Sterso yhs Vo ies M
*Manufacturer’s suggested list price L‘JEL VANILIVL/ b
1986 MGM/UA Home Video. 1350 Ave. of the Americas. New York, NY 10019, CO'Y“EM HOME 100
L

TURKEY ANTIPIRACY LAW

(Continued from page 47)

no means of protecting product in
Middle Eastern countries,” says
Nix. “We hope this will have some-
what of a domino effect.”

Getting the law passed wasn’t
easy, executives from the MPAA
and the MPEA say. Says Valenti:
“Suffice it to say that it was a full
court press by the MPEA, in doing
the kind of informational work, the
kind of lobbying work, the kind of
opening-doors work so that their
message could be heard by the
Turkish government.”

“This is a major political issue in
Turkey. It was front page news on
the papers every day,” says Bouras.
“It was an open political brouhaha
to get this thing passed.”

Nix estimates that Middle East-
ern piracy is at the 100% level, with
““attempts by a couple of com-
panies’ to introduce legitimate
product there only just beginning.

Nix says the level of piracy in Eu-
ropean markets is declining dramat-
ically, and adds that “in North
America things remain relatively
clean.”” The Far East is “readying
for some advances,” he says.

The film industry is “also seeing
Latin America coming under con-
trol,” Nix says.

“Where we've been operating for
a while and can get the laws in place
and the marketing structures in
place we seem to be making some
progress,” Nix says.

“The Law Relating To Movie,
Video, And Music Works’ was
passed on Jan. 23, 1986, and pub-
lished on Feb. 7. Although technical-
ly it is in effect now, the implement-
ing regulations enforcing the law
probably won’t be enacted until
May 7. Once they are, video retail-
ers will have six months to replace
their unlicensed product with legal
goods.

“All authorized videocassettes
will have to carry a special tax cer-
tificate attesting to their legiti-
macy,” says Bouras. “If they catch
you mucking around, you're not
only out of business, but you're in
deep trouble criminally.”

The law applies to audio as well
as video. ““As originally proposed
and lobbied for it was strictly for
films and video, and when the rec-
ord industry heard about it they
said, ‘Me too.””

Once the laws are in force,
Bouras says, “All video importers,
manufacturers, and retailers will
have to be registered by the govern-
ment, licensed by the government
and authorized to conduct business
in Turkey.” Anybody having a cas-
sette “must prove a chain of title to
the rights owner through valid doc-
uments that can’t be forged.”

In order to keep track of what’s
legitimate and what’s not, every vi-
deocassette will have to have “‘a cer-
tificate of legitimacy for which
you're paying a fee,” Bouras says.
In addition, “all retailers have to be
licensed by the city in which they
operate.”

In addition to requiring licensing
of prerecorded video product, the
“bill also dramatically increases the
piracy penalties in Turkey,” with
fines “as high as 6 million Turkish
lira,” or $12,000, says Bouras. And
that's just at the federal level, he
adds; municipal fines are also possi-
ble. TONY SEIDEMAN
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ITA Seminar
Expected to Hit
Attendance High

LOS ANGELES Pertinent indus-
try issues—like 8mm video, mass
merchandisers selling prerecorded
cassettes, new developments in
Compact Disk manufacturing, digi-
tal audio tape, high speed duplica-
tion of all video and audio formats,
and optical disk and CD ROM up-
dates—are drawing more than 500
people to the Americana Canyon
Hotel in Palm Springs this week for
the International Tape/Disc Assn.’s
16th annual seminar for the audio/
video/data industry.

Another major lure is the pres-
ence of Sony Corp. chairman and
chief executive officer Akio Morita,
who will deliver the keynote speech,
“Creativity In Our World Of Elec-
tronics.” Morita will also be avail-
able for informal discussion at the
opening night’s reception. The semi-
nar begins Wednesday (12) and ends
Saturday (15). The expected atten-
dance is a record high for ITA.

After Morita’s talk on Saturday
morning, Kodak’s John Osterhout
and Sony’s Michael Melzer will dis-
cuss their company’s plans for
8mm. Then the Fairfield Group will
present a recent consumer study on
how the general public perceives
8mm.

The rest of the first day will be
devoted to video duplication (real
time on cassette, real time on pan-
cakes, high speed, and the Sony
Sprinter technology), followed by a
study on “Turning Video Renters
Into Buyers - A Consumer Survey,”
presented by Video Marketing
Newsletter’s Tim Baskerville.

The next morning will feature a
two-pronged presentation consist-
ing of program suppliers—includ-
ing Gary Khammar, RCA/Columbia
Home Video; Len Levy, IVE; and
Court Shannon, Karl-Lorimar—dis-
cussing the mass merchant’s role in
home video. That will be followed by
a group of merchandisers address-
ing the same topic.

Rounding out the program will be
a discussion of electronic publish-
ing, covering CD ROM and optical-
disk technology; an outlook of the
blank audio and videotape consum-
er and industrial markets; the mar-
ket for non-music audio cassettes;
and the future of television imag-
ery.

Of particular interest to the rec-
ord industry will be “New Develop-
ments In Compact Disk Manufac-
ture,” in which representatives of
DAD, 3M, Capitol, Laser Video,
Philips/Dupont, and Shape will be
on hand to discuss what their com-
panies are doing, when new compa-
nies will be on line, and what varia-
tions in manufacturing technology
there are.

Japan’s Matsushita Technology
Center’s general manager will also
be on hand for a digital audio tape
update.

Concurrent with the mainstream
seminars will be a series of techni-
cal seminars. JIM MCCULLAUGH
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... fine family film .. Two thumbs up.” At The Movies, Siskel & Ebert
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ALO3H._/BERGMAN PEOTUCTICN A JERBMY XAGAN FILM
Pod xed in association with SILVEF. SCREEN PARTNERS 1l Smnne MEREDITH SAL=ZNGE= JD-N CUSACK
RSY WBE Production Designer 2AUL SYLBERT Musx be JAMESHCRMER Birccowo! khotograsw DICK BUSH, B.S.C.
[P R SO @ Wiittzn By JEARNE ROSENBERG precucezby MEZLO3ZL_ Drecex b JEREMY KAGAN

o e o o et
WALT DISNEY
HOME VIDEO

©1985 Was D ey Padeztdes

Walt Disney Home Videc dismbuted by Walt Disney T lesor munzations and No1-T 2usmal Company. Burmark, Cah arra 9152 - HY-"758)



www.americanradiohistory.com

ome video

Classic Features with

Theatre Quality Reproduction

Encore Video proudly presents
“Classic Features with Theatre
» Quality Reproduction”

~ Encore Video introduces

. Golden Reel classic
films and Silver Reel

| exclusive titles to
vy P the video market.
Golden Reels have

brought back some of Hollywood’s true
classic films. “It’s a Wonderful Life]
“Sabotage;” “Perils of Pauline] “The

Divorce of Lady X] just to name a few.

a unique collection of }

Miracle_
L]

Moments 1}

Sports

Encore Video Silver Reel feature exclusive titles
only distributed by Swire Magnetics Company. These are videos that

were produced by the Emmy Award winning CEL Communications, Inc.
“Legends of Baseball} “Backstage at the White House)’ “Great Romances

Encore

Others

of the Century” and many more entertaining
titles in the field of sports, history and
childrens programming.

What sets Encore Video apart from other
duplicators/distributors is that Encore goes

to the expense of reproducing movies directly
to 1” video masters to assure crisp video
reproduction everytime. Encore Video retains
the crisp clean big screen reproduction just
like movie theatres.

So whether you're selling pre-recorded
movies or renting, you will be sure to increase

sales and profit with — —
Encore Video from your m
satisfied customers. EN@@R

VIDEO

From the makers of LASER Video and Audio Cassettes

©1986 Swire Magnetics Co., 301 E. Alondra Blvd., Gardena, CA 90248
(213) 515-0494  (800) 421-2448 outside CA  47-206-51 Telex

Gompanies Join
In Producing
Children’s Series

CHICAGO Panatrope Inc., an Ev-
anston, I1l.-based film and videotape
production company, has teamed up
with children’s book publisher
School Zone Publishing of Grand
Haven, Mich., to produce its first
home video line.

Each of the nine videocassettes in
the series will be packaged with a
corresponding School Zone book.
The programs are targeted at pre-
school children.

The teamwork between Pana-
trope and School Zone will extend
beyond just production, says Craig
Witty, president of the video firm

The teamwork
between the firms
will extend
beyond just
production

and producer/writer for the series.
“All the retail outlets in which
School Zone markets their books”
will also carry the 20-minute, $19.95
cassettes, he says. These include
Toys “R” Us and Childworld. Sears
Roebuck and J.C. Penney will also
carry the titles in their catalogs.

School Zone will market its video
line through a print ad campaign.
Television advertising is also being
considered.

Witty claims the cassettes are
“based around an educational cur-
riculum” and combine ‘“‘animation,
puppets, and live action” with ‘“‘orig-
inal stories, musiec, and characters.”

The first three titles have just
been released, with the next three
to follow April 1, and the last three
“by midsummer.” The first six titles
are “Nimble Numbers,” “Alphabet
Soup,” ““Little Letters On The
Loose,” “Crazy About Colors,” “All
About Animals,” and ‘““Shipshape
Shapes.”

The books packaged with each
tape fall into either the workbook or
storybook category, says Witty, and
are designed to complement the ma-
terial on the videotape.

Witty says Panatrope and School
Zone are looking at a possible col-
laboration on a proposed “story se-
ries,” featuring a constant cast of
characters, although no concrete
plans have been made yet. “Our re-
lationship with School Zone is open-
ended,” he says.

MOIRA McCORMICK

TOUCH That DIAL!

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

fied. OO
O
ON
@) ~
OO
Call our Hotline at (800) 223-7524,

and tell Jeff you want to see some
Action!
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If you're getting into home video, let Karl® Lorimar show you how easy and profitable it can be.
» The leading manufacturer of videocassettes that sell

» A broad line of products for every video consumer

- The innovator in effective merchandising techniques and materials

The programs, the pricing, the promotions that you e
need to create profits

Come and see what we can do for youl
Consumer Electronics Show
Las Vegas Convention Center, East Hall, Booth #652
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If you aren't at CES, call us at 1-800-624-2694
Inside California Call 714-474-0355 In Canada Call 416-842-6860

17942 Cowan, Irsine, CA 92714,70 The Esplanade, Toronto, Ontario M5E 1R2
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oooIle Un llle... IOI VIDEOCASSE I I Esm
a a A
AN OS(.:AH'T'ED. PROMOTION is due from Embassy Home Entertainment. “Z‘ Compiled from a national sample of retail store sales reports.
Reaching into its catalog, the company has assembled “Your Ticket to the & &/ - 8!
Academy Awards,” a program which will reduce the price to $24.95 for a Y NYES . L - 8
1 £ st 1d itles. O itle i “The B Y £ N §) Copyright Owner, Principal Se| % E
slate of s ey (e (T titles. One title ln.the program, e Best Years 0 é” &/ &/ TILE Manutacturer, Catalog Number Performers x| «
Our Lives,” a two-cassette program, will retail for $39.95. Two previously R/~ / S
unreleased programs in the campaign will be “The Kid From Brooklyn” 111w g KVC-RCA Video Prod.
: ! 1arr JANE FONDA'S NEW WORKOUT A ‘ : Jane Fonda 1985 | NR | 3995
and “The Private Life Of Henry VII1.” Among other titles in the program Karl Lorimar Home Video 069 "
are “The Little Foxes,” “Stella Dallas,” and “That Hamilton Woman.” All 2 | 3 | 6 | RAMBO:FIRSTBLOODPARTIIA  Thorn/EMI/HBO Video TVA3002 Sylvester Stallone | 1985 | R | 79.95
told, the features in Embassy’s promotion have snared 16 Academy
Awards and 75 nominations. Shipping date for the drive is April 23. Final Paramount Pictures )
orders must be in by June 7. 3 2 18 BEVERLY HILLS COP Paramount Home Video 1134 Eddie Murphy 1985 | R | 29.95
, . . . R 4 5 | 32 PINOCCHIO ¢ Walt Disney Home Video 239 Animated 1940 | G | 2995
FATHER’S DAY is the theme of a promotion slated by VidAmerica to start Y e "
May 15 and run through June. Four of the company’s strongest sports 5 KVC-RCA Video Prod
" | - Fou . 4 1200 | JANE FONDA'S WORKOUT A ¢ ‘ : Jane Fond 1982 | NR | 59.95
titles—““Boxing’s Greatest Champions,” “Grudge Fights,” “Baseball’s Kart Lorimar Home Video 042 aneonce
Hall Of Fame,” and “Baseball: Fun And Games”—will be reduced from 6 ' Mark Hamill
g - Tun . : Juced 1 NEW > | RETURN OF THE JEDI CBS-Fox Video 1478 rx rami 1983 | PG | 79.98
$34.95 to $19.95 during the sale period. VidAmerica's product is distribut- Harrison Ford
Lle . .
ed by Vestron Video's Lightning Video branch of Stamford, Conn. 716 | 19| THEWIZARDOFOZ A MGM/UA Home Video 600001 -é:gyB((‘;fgrgnd we | ¢ |20
NEW RETURNS AND dating policies have been put into effect by Active 8 Broadway Video )
L ) ! ] 7 | 15 | THE BEST OF JOHN BELUSHI A Y i John Belushi 1985 | NR | 24.98
Home Video. The company has shifted from conventional stock balancing Warner Home Video 34078
to a “10% guarantee on all sales.” In addition, Active’s accounts are bein 0 ABC Motion Pictures Jack Nicholson
’ = : L g 9 | 8 | 7 | PRIZZ'SHONOR A o 1985 | R | 79.95
given 60 days to pay, and minimum orders for pre-paid freight and pre- Vestron 5106 Kathleen Turner
book on catalog will be reduced. Active says it made the move because it 10 12 | 52 | GONEWITHTHEWIND & ¢ MGM/UA Home Video 900284 Clark Gable v | o |ssss
is “following the trend in the industry.” While making these moves, Ac- Vivien Leigh
tive has increased its direct marketing orientation, something it says has 1mln|7 Universal City Studios Cher
J : : : ; MASK A : i 1985 | PG-13 | 79.95
upped sales by 15%, Leading Active’s direct marketing eampaign has MCA Dist. Corp. 80173 Sam Elfiott
been Publishers Central Bureau. RCA/Columbia Pictures Home Video 6-  Bill Murray
12 22 | 19 | GHOSTBUSTERS 20413 Dan Aykroyd 1984 | PG | 79.95
TWO AKIRA KUROSAWA films are due for release by the Cinematheque Col- 13 Universal City Studios Don Joh
. A . cied | " 11 [ 9 | MAMIVICE® >al L1ty e 1984 | NR | 29.95
lection, 2 Media Home Entertainment Division. Slated for release in April MCA Dist. Corp. 80133 Philip-Michael Thomas
are “The Hidden Fortress” and “Ikiru.” Both will list for $59.95. “The 14 KVC-RCA Video Prod.
h ° . % e 10 | 67 PRIMETIME A ¢ ; : Jane Fonda 1984 | NR | 39.95
Hidden Fortress” was originally filmed in Cinemascope, and its dimen- KarlllorimariiomelVidecl038
sons will be preserved via the inclusions of black bands at the top and 15| 18] 5| st , RCA/Columbia Pictures Home Video 6-  Rob Lowe
. : ] . ELMO’S FIRE : 1985 [ R [ 7995
bottom of the screen. In an unusual move, subtitles will be run in the 20559 Demi Moore
black bands. f . Julie Andrews
16| 15| 16 MARY POPPINS ® ¢ Walt Disney Home Video 23 Dick Van Dyke 1964 [ G | 2995
THE AMERICAN BALLET THEATER is coming to cassette in April via a release 17 g g g
g 18 | 89 DUMBO A ¢ Walt Disney Home Video 24 Animated 1941 G | 2995
by Thorn EMI/Home Box Office Video of a ballet sampler and a perfor-
mance of the opera “Cosi Fan Tutte.” The “sampler” is “ABT At The 18| 17 | 15| THEVIRGIN TOU Sire Records
Sl IS ! L R-MADONNA LIVE ® - Madonna 1985 | NR [ 2998
Met,” which includes performances by Mikhail Baryshnikov and Cynthia Warner Music Video 3-38105
Harvey. List price for the programs is $39.95. Universal City Studios Anthony Michael Hall
v S A 19| 37 | 3 | WEIRDSCIENCE MCA Dist. Corp. 80200 Kelly LeBrock B2 (|G | BRRE
SCHOLASTIC LORIMAR, the joint venture between Scholastic Productions 20 | 16 | 5 | MADMAXBEYOND Warner Bros. Inc. Mel Gibson 1985 | pe13 | 7995
and Karl/Lorimar Home Video, has completed and scheduled for release THUNDERDOME A Warner Home Video 11519 Tina Turner :
the first of its programs made specifically for videocassette. The pro- 21| 19 | 4 | FERANKSINATRA-PORTRAIT OF AN  Quincy Jones Productions g
. : L 4 N " Frank Sinatra 1986 | NR | 39.95
gram, titled “Clifford’s Singingalong Adventure,” will feature the big, ALBUM MGM/UA Home Video 400648
red, canine character who stars in the Scholastic book series which has 22| 9 | 18 | MOTOWN 25: YESTERDAY, TODAY,  Motown Pictures Co. Various Artists 1983 | MR | 2995
sold more than 17 million units. In this interactive cassette, Clifford will FOREVER @ LWETU e 0 SR
ask children to sing, dance, and clap along to such songs as “Old MacDon- Picture Music Inti.
214" “Shoo Fly.” “’Row, }"iow, Row You%' Boat.” and “She’ll Be Coming 23| 32 | 3 | JOHNLENNONLIVEINNEWYORK gl one  are 96W50128-00127 John Lennon 1985 | NR | 29.95
t3
Around The Mountain.” Atlantic Releasing Corp. "
24 | 281 3 TEEN WOLF Paramount Home Video 2350 Michael J. Fox 1985 | PG | 79.95
PACIFIC ARTS VIDEO enters the low-priced children’s arena with “Video 25 | 29 | 1 Warner Bros. Inc. Zach Galiigan
] i . / 4 | GREMLINS A ‘ 1984 | PG | 79.95
Treasures: A Library of Best-Loved Children’s Classics.” Each 30-minute Warner Home Video 11388 Phoebe Cates
. . . : h . . o
title will retail for $12.95 and will be available in VHS only. Using a “pic- 26 | 21 | 10 | PLAYBOY VIDEO CENTERFOLDA  Karl Lorimar Home Video 501 Sherry Arnett 1985 | NR | 995
turemation’ process, the videos combine storybook illustration with ani-
mated cartooning of such tales as Pinocchio, Peter Pan, Little Red Riding KATHY SMITH'S ULTIMATE VIDEO  JCI Video Inc. )
Hood, and others. Street date is March 28. , ' 27| 24 | 15| WoRKOUT ® Nt Kathy Smith 1984 | NR | 29.95
. 28 | 25 | 24 | AMADEUS A Thorn/EMI/HBO Video TVA2997 jlomiiiuice 1984 | PG | 7995
ALSO DUE FROM PACIFIC ARTS is “A Star-Spangled Country Party,” a coun- F. Murray Abraham
try music program which features Hank Williams Jr. Shot on the U.S. 29| 23 | 5 | MYSCIENCE PROJECT Touchstone Films John Stockwell 1985 | PG | 799
Navy aircraft carrier Constellation in San Diego on Feb. 14, 1984, the pro- jlouchsioreliiomelidecl36D Daniele von Zerneck
gram has a running time of 90 minutes, and carries a list price of $29.95. 30 | 34 | 54 | STARTREKII-THE SEARCH FOR Paramount Pictures William Shatner 98 | po | 2995
Other artists presented include Waylon Jennings and Alabama. SPOCK Raramountiiiomelvideollicail DeforestiKelley
Thorn/EMI Home Video Peter O'Toole
39 | 3 | CREATOR ' . 4 I
PBS SERIES “The Adventures Of Sherlock Holmes” and the TV movie | |- Thorn/EMI/HBO Video TVA2999 Mariel Hemingway | '%° | * | %
“Summer Of My German Soldier” are due for release by Simon & Schus- 2133 . ) No
! . X - CLUE VCR MYSTERY GAME A Parker Brothers 4100-110 Various Artists 1985 | NR |, .+
ter Video. “Holmes” will be priced at $39.95; “Summer” will go for $59.95. fisting
The Sherlock Holmes collection includes three titles: “A Scandal In Bohe- Titan Sports Inc. ) i
mia” “The Speckled Band,” and “The Blue Carbuncle.” 33| 26 | 37 | WRESTLEMANIA® Coliseurn Video WF004 Various Artists 1985 | NR | 39.95
) . :
ed Label/Third World/Centel Chicago Bears Shufflin
) . 34| 20 | 6 | THESUPER BOWL SHUFFLE B . 1985 | NR | 1995
MASTER ARTS VIDEO has targeted one of its latest programs at a highly MPI Home Video MP1302 W
specialized group of martial arts fans. Titled the “Sword Play” series, the 35|30 | 12| PALERIDER A Warner Bros. Inc. o e w5 | m | 7985
line opens with six swordsmanship titles: “Swordsman With An Umbrel- paneniiomelVideciiioe
1" [l T 1 N k2] .
la,” “Thousand Mile Escort,” “Vengeance Of Snow Maid,” “Hurricane 36| 35| 2 | MANHATTAN MGM/UA Home Video 800469 Noody Allen 99 | R | 2985
Sword,” “Heroes Blood,” and “Black And White Swordsmen.” List prices ancicaon
on the programs were not available. 37 | NEWD | VOLUNTEERS Thorn/EMI/HBO Video TVA2983 ]g,’;féi’;';j 1985 | R [ 7995
WINDSURFING GETS the home video treatment via a cassette released by 38|40 s U(ZJ-LT H%UNFORGETTABLE FIRE Island Records Inc. U2 1985 | NR | 2995
Sports World Cinema on the “Fourth Annual Maui Grand Prix Windsurf- el MUSicision]6,20536
ing Championship.” Salt Lake City-based Sports World taped the 50-min- 39 | 27 | 102| THE JANE FONDA WORKOUT KVC-RCA Video Prod. Jane Fonda 1984 | NR | 595
ute program during the 10-day event at Hookipa Bay in Maui. Among ST 0 KarllCorimaghjomelVideoloor
those featured were defending 1985 champion Mlk(,% Waltz, Matt Schweit- 40 | 36 | 3 | KATHY SMITH'S BODY BASICS jg: x:ggg léwf.“ Kathy Smith 1985 | NR | 29.95
zer, Julie DeWerd, and Jill Boyer. Sports World’s phone is (801) 272-
4416. TONY SEIDEMAN @ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatricai 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 fabel revenue of $1 million after returns or stock balancing.
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ISHERRH®IVIPSON TWINS

ALSO AVAILABLE IN MARCH

Ray Davies
RETURN TO WATERLOO

Ray Davies directed this suspenseful syn-
thesis of rock, video and cinema. A bril-
liant film with music featuring

eight new songs b
megmbers of fhg Kirrks. 52995 il

[

Rainbow
THE FINAL CUT

Pure, high octane rock from the band
Ritchie Blackmore built into an interna-
tional phenomenon. 11 explosive songs

make up this program

of conceptual an $2995 *

concert videos.
Also Available: Live Between The Eyes-$29.95*

VHS Beta
hi-fi  hi-fi

STEREQ  STEREO

The Statlers
BROTHERS IN SONG

With two or three top hits every year,
they have established themselves as
on=2 of country music’s main attractions.

Here are six of their

besr conceptual $ ,995 *

videos.

SOND Comarn

*Suggested Retail Price
Prices May Vary In Canada

www americanradiohistorv com
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APOTNTER SISTERS
The :
Pointer Sisters

SO EXCITED!

A sizzling compilation
of high-fashion videeos
from the Pointers’ plat-
inum CONTACT and their
triple platinum BREAK
OUT LPs.

Their first and only
conceptual video col-
lection features seven
high-energy hits,
including *“I°’M SO
EXCITED,” “DARE ME.” “BABY,
COME AND GET IT” and the
Grammy-winning

c‘JuUumMpP (FOR *
MY LOVE).” $19 o

Digitally Mastered

RUSH

GRACE UNDER PRESSURE TOUR

A spectacular mixture of live perfor-
mance and dazzling film effects. This is
Rush's third videocassette release, and
a must for their many devoted fans.
Includes the never-before-seen, full-
length premiere of "‘THE BIG MONEY"’
plus eight songs and two medleys by one
of home video’'s best-

selling acts. $2995'

Also Available: THROUGH THE CAMERA EYE-329.95%
EXIT...STAGE LEFT-$29.95 %
Digitally Mmixed And Mastered

The Thompson Twins
SINGLE VISION

The electrifying, chart-topping Twins have sold over
20 million albums worldwide. Since hitting #1 with
“HOLD ME NOW,” their trademark sound has beena
mainstay on the CHR charts.

This is their first collection of conceptual videos. 11
great songs. All of their hits, including “DOCTOR!
DOCTOR!” “LAY YOUR HANDS ON ME”

and “KING FOR A DAY.” $2995*

ARlso Available: Into The Gap Live-$29.95 *

Available On Videocassetie In March
\ Order Now—Call Your Distributor Today!

RCA Columbia Pictures Home Video, 2901 W. Alameda Ave., Burbonk, CA 91505. Pop Hotline 1-800-RCA/CPHV DArtwork & Design 1986 RCA/Columbia Pictures Home Video. All Rights Reserved.
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ome video

Mail Orders
Won’t Let Relax
Take it Easy

NEW YORK Relax Video, a small
New York home video manufactur-
er, is doing its best to show that a
company doesn’t have to be a giant
to survive in the home video busi-
ness.

The company has carved a niche
for itself in the home video market-
place, selling a “few hundred copies
a month” thanks to a holiday-season
boost that extended through Febru-
ary, says company head Jacob Pod-
burh. Almost all of the units moved
“through mail order.”

Right now the company’s video-
cassettes are in a few New York
City retail outlets, including a Har-
vey Electronics store and an Ameri-
can Video Express.

Relax Video’s programs have no
plot; they are “environmental’”’ in
nature, designed to be as soothing
and undemanding as possible. The
two tapes the company currently
has on the market are “Aquarium
TV” and “Fireplace TV.” List price
on the programs is $24.95 each; run-
ning time is about 60 minutes.

According to Podburh, the Sun
Belt has proven the strongest mar-
ket for “Fireplace.” “People in the
Southwest who might find having a
real fireplace unreasonable find this
a perfect alternative,” he says.

“Right now it’s borderline,” he
continues. Relax is making some
profits and is growing slowly, but
the pace is not up to the firm’s po-
tential, or so says Podburh. I
would love to have some outside
capitalization to make the company
grow faster. That’s why it hasn’t
grown that fast. But right now I'm
taking it one step at a time.”

Providing much of the fuel for
Relax’s growth has been the atten-
tion the company has gotten in the
media. “I am amazed at how well
I've been received as far as press,”
Podburh says.

In terms of the homegrown pub-
licity campaign he developed, Pod-
burh says, “Basically I sent out
press releases and contacted them,
and a lot of people heard me on the
radio and contacted me. [ was in
some classified ads, and Mutual Ra-
dio saw me in the classifieds and
contacted me.”

Relax Video’s address is Suite
128, 2901 Broadway, New York,
N.Y. 10025.

THE
BILLBOARD

BOOK OF
NUMBER

W . BY FRED BRONSON
arner Home Video Inc. M

A Subsidiary of Warner Bros. Inc. The inside story of every
© 1986 Warner Home Video Inc. O A Warner Communications Company Number One single from
“Rock Around the Clock”
to "We Are the World"
AT BOOKSTORES NOW.
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?ideo music

MVP Fuses Local Gampaigns into Nationwide Marketing Goverage

BY JIM BESSMAN

NEW YORK Music Video Promo-
tions, the home video marketing and
consulting firm based here, is suc-
cessfully experimenting with local
music video broadcast and cable
outlets as a means of promoting
music video software.

Most recently, the company coor-
dinated a pre-Christmas promotion
with 14 local video programs
throughout the country in support
of Sony’s ‘“The Beatles Live—
Ready Steady Go!” videocassette.
MVP used a Beatles trivia contest
to award five copies of the cassette
in each market. The campaign fol-

lowed an earlier one on behalf of

Smaller programs
can exploit a tour

Tina Turner’s “Private Dancer”” and
“Live” tapes, which was designed
as a tie-in with the singer’s fall U.S.
tour.

Bill Melo, MVP’s manager of pro-
motions and acquisitions, says the
company focuses on local music out-
lets because ‘““a number of these
shows draw better in their markets
than the national competition.” An-
other advantage, he points out, is
that smaller programs can regional-
ly exploit an artist’s tour schedule

in selling video product, as in the
case of the Turner titles.

“I feel that local video shows are
the equivalent of FM radio in its em-
bryonic stages,” notes Melo. “Their
value hasn’t been appreciated yet
by the home video industry, but
sooner or later these people will re-
alize that these shows have an audi-
ence which is influenced by them,
and then they’ll put some money
into local video. Remember, we're
dealing in a field where 50,000 units
is a big seller. Obviously, you want
to reach as many viewers as possi-
ble, but I think that the cumulative
effect of dealing with all the local
video shows will be at least as great
as one nationally produced show.”

The Tina Turner promotion,
which ran from early September to
early December in 20 markets
served by local video outlets, was
relatively simple. Sony supplied
giveaway posters and videocassette
prizes to the stations through MVP.
MVP, in turn, gave the shows free
rein in producing their own promo-
tional strategies and ad spots—the
only stipulation was that the outlets
were required to play the spots a
certain number of times, and to ap-
propriately position and identify
Sony and its Turner titles.

For the Beatles promotion, how-
ever, a 900 phone number was set
up in an attempt to pinpoint the ef-
fects of the promotion.

“The Turner ‘Live’ videocassette
charted in the top 10 after the pro-
motion,” says Melo. “While we real-
ly couldn’t attribute that solely to
the cumulative effect of the promo-
tion, I don’t think it's unfair to say
that the exposure on 20 video pro-
grams across the country influ-
enced sales somewhat. With the
Beatles promotion, however, we
wanted to modify it in such a way
that we could get immediate viewer
response—not just with the call-ins
for giveaway items, but for sales.”

The Beatles campaign, which
took place during the weekend of
Dec. 6-8 last year, was timed not
only to hit the peak, post-Thanks-
giving/pre-Christmas buying peri-
od, but also to capitalize on concur-
rent TV showings of the group’s
“Magical Mystery Tour” movie and
NBC-TV’s “John And Yoko: A Love
Story” show, as well as the annual
awareness of John Lennon brought
on by the anniversary of his death.

The promotion asked participat-
ing outlets to produce their own an-
nouncement spots and run them the
week preceding the campaign, after
which the MVP-supplied trivia con-
test spot ran.

According to Melo, the contest
spot asked viewers to respond with
the answers to questions like “Who
is the youngest Beatle?”’ and
“Which Beatle is a grandfather?”
(George Harrison and Ringo Starr,

BY JIM McCULLAUGH

LOS ANGELES A new on-line in-
formation tool for the music video
community will become available
next month through Baseline, a
New York company whose enter-
tainment data base already in-
cludes a computer equivalent of
more than 155,000 pages of facts.

According to president Jim Mon-
aco, every music video ever made
and projects of that type being cre-
ated will be in the data base, which
is continually updated.

That service is being added to
the “Inpro”’ section of Baseline,
which already contains credits,
production companies, and the sta-
tus of nearly 1,000 films and televi-
sion shows in production.

“If a record company video exec-
utive,” he says, “is interested in
finding out who was the lighting
director for Don Henley’s ‘The
Boys Of Summer,” what additional
credits the person has, and how
that person can be reached, it will
all be in the data base.”

Initially, Baseline will use Leon-
ard Kalikow’s “New On The
Charts” for source material. Even-
tually, Baseline hopes to have addi-
tional music-oriented material such
as a current and historical “great-
est hits” list.

“We have a great deal of music
information on the data base al-
ready,” says Monaco, “from film
and TV data, including longform
music videos.”

Though the service was original-

Computer Data Base Offers Details on Works in Progress

Film/TV Info Service into Music Goverage

ly designed for the film and TV in-
dustries, Monaco notes that stor-
age banks for related fields are be-
ing assembled and considered.
Already, the data base has attract-
ed home video company subserib-
ers such as Vestron, Embassy
Home Entertainment, Karl-Lori-
mar, and MGM-UA Home Video.
Other subscribers include Lucas-
film, Universal City Studios, Walt

Any edge in
information
can be critical

Disney Pictures, CBS-TV, NBC-
TV, “Entertainment Tonight,”
HBO, and Time Inc.

Downstream, Monaco even fore-
sees a potential future for home
video retailers to access informa-
tion and perhaps even for ordering.
In the future, the data base will
contain home video data about
films and TV shows.

“The home video industry has
become so competitive,” Monaco
says, ‘“that any information giving
manufacturers an edge for a pre-
buy can be eritical. Some have full-
time staff people tracking this kind
of information through the Holly-
wood trade papers and making
hundreds of phone calls. Natural-
ly, the service can also help in pro-
viding the precise film credits and
information for packaging needs.”

To date, the privately funded

company has spent $2 million as-
sembling Baseline. The data base
has been available to subseribers
on a test basis for just the last
year. The project, begun in 1983, is
preparing for a major expansion—
expecting to increase its subscrib-
ers from 100 to 700—making the
service profitable, Monaco feels.

Baseline can be accessed via
phone, through a personal comput-
er or a terminal which the company
will rent for $35 per month. Sign-
up, including 60 free minutes, costs
$97; afterwards, the charge is 75
cents per minute on-line and $1.75
per minute over the phone to Base-
line’s research staff, which con-
sists of 20 editors and researchers.

Baseline has information on
more than 200,000 industry profes-
sionals and 35,000 film and TV
shows.

The company’s basic services
cover titles; names; Cinemascore,
the information service that charts
opening night audience reaction to
feature films; projects in produec-
tion; a special daily column by Hol-
lywood Reporter’s business editor
Martin Grove; the status of avail-
able literary properties; news; and
a calendar of entertainment indus-
try events.

Monaco is head of Baseline and
Zoetrope, a specialty book publish-
er of film and entertainment titles.
A noted expert on film and the en-
tertainment business, he’s also
written several works in that field.

respectively.) The spot left open a
slate for each station to fill in with
the procedure for entering, and also
offered the 900 number as a means
of learning the answers and hearing
additional Beatles trivia. Some of
this trivia tied in with the Sony
videocassette, providing a “soft
sell” lead-in to the announcement of
a toll-free 800 number for ordering
the cassette directly.

Melo, who again observed higher
chart performance of a video-
cassette after a promotion, will say
only that the 800 number “worked
well,” as determined by immediate
purchaser calls. “We now want to
do a couple more like this so we can
perfect a formula where we can doc-
ument everything. Then, we’ll be
able to go to other companies.”

Drive My Car. MTV's “Drive Aid” sweepstakes finalists gathered recently at
N.Y.'s Hard Rock Cafe for lunch with VJ Alan Hunter. Pictured in the back row,
from left, are Bill Gerrard, Chevrolet’s East Coast marketing manager; Debbie
Tinker, a friend of grand-prize winner Ken Bowser; Hunter; Bowser, winner of
the *'Drive Aid"” signature car; Neal Mirsky, program director of WPLR in New
Haven; Mark McEwen, morning show DJ, WNEW-FM N.Y. In the front row are,
from left, Sharon Moran, marketing manager, MTV; Bob Friedman, vice
president, marketing and promotional development, MTVN Inc.; and Jim
Monahan, morning show producer, WNEW-FM.
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ATTENTION

VIDEO PROGRAMMERS
LOOKING FOR THEME ORIENTED SOFTWARE?

IT'S HERE AT LAST!

VIDEO PLACEMENT INTERNATIONAL

proudly presents

SERIES

VIDEO MONTAGES are specifically designed to provide visual
enhancement to any and all musical formats

VIDEO MONTAGES are snippets of fast moving comedy.
DRAMA. CHASES. NEWSREELS. CARTOONS ROLLER
SKATING. DANCING. STUNTS. ERQTICA. VIDEQO GRAPHICS,
LASER LIGHT SHOWS. and all current MUSIC VIDEQS

VIDEO MONTAGES are culled from the highest quality sources
to provide the finest reproduction. and are avallable in all formats

VIDEO PLACEMENT INTERNATIONAL

240 East 27th Street, Sute 8L, New York, NY 10016 212-696-9207
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Introducing the Pro Format EASTMAN Professional Video Cassette. Approved for network use in BETACAM
and BETACART Equipment, it handles like a dream in the field and performs like one on the air. Check out its
features. Then give it an auditicn. You'il like what you see. And hear. For details, write Dept A3064, Eastman
Kodak Company, 343 State Street, Rochester, NY 14650. Or cali toll free 1 800 44KCDAK (1800 445-6325), Ext 862.

Pogt"ﬂios-‘ng‘ ' % Rugged cassette shell
dust-freefiedczse A name syncnymous G withstands tough handling.
withstands ha-sh flel use with consiste cy, quality, -, :

Stanles
~ produce
~of frictiol

=

PBS5, PB20, and PB30.
Lengths for every
application. PV 20 cassettes
with same performance
quality avalilable for M
format systems.

Our highest—quaiity tape
has excellent electro-

magnetic characteristics,
extremely loar dropouts.

Eastman Kcdzk Company, Motlon Picture and Audlovisual Products Division
Atlanta: 404/351-6510 * Chicage: 312/654-5200 ¢ Dallas: 214/351-3221 * Hollywood: 213/464-6131 * Honolulu: 808/833-1661 » New York: 212/930-7500
Rochester: 716/254-1300 ¢ San Francisco: 415/989-8434 » Washington, D.C.: 703/558-9220 « Montreal: 514/761-3481 * Toronto: 416/766-8233 * Vancouver: 504/986-1321

© Eastman Kodak Company, 1986
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" PROGRAMMING

This report does not include videos in recurrent or oldie rotation.

WEEKS ON
PLAYLIST

VIDEOS ADDED
THIS WEEK

JIMMY BARNES WORKING CLASS MAN  Geffen

BLACK SABBATH NO STRANGER TOLOVE Warner Bros.
RICK DERRINGER/HULK HOGAN REAL AMERICAN Epic
DIRE STRAITS SO FAR AWAY Warner Bros.

DIVINYLS SLEEPING BEAUTY Chrysalis

MARILLION LADY NINA  Capitol

PRECIOUS METAL BAD GUYS PolyGram

QUEEN PRINCE OF THE UNIVERSE Capitol

ROLLING STONES HARLEM SHUFFLE Columbia

10,000 MANIACS SCORPIO RISING Elektra
THOMPSON TWINS REVOLUTION Arista

TRIPLETS TRANSLATE Elektra

VIRGINIA WOLF  WAITING FOR YOUR LOVE  Atlantic
WAX RIGHT BETWEEN THE EYES RCA

MEDIUM
LIGHT
BREAKOUT
POWER
BREAKOUT
BREAKOUT
LIGHT
ACTIVE
POWER
LIGHT
POWER
MEDIUM
LIGHT
LIGHT

POWER
ROTATION

AHA TRAIN OF THOUGHT Warner Bros.

ANIMOTION | ENGINEER Mercury

BLUE OYSTER CULT DANCIN' IN THE RUINS Columbia
JOHN LENNON COME TOGETHER Capitol

JOHN COUGAR MELLENCAMP R.O.C.K. IN THE USA Riva/PolyGram
STEVIE NICKS | CAN'T WAIT Modern

0ZZY OSBOURNE SHOT IN THE DARK Epic

ALAN PARSONS PROJECT STEREOTOMY Arista

BRIAN SETZER THE KNIFE FEELS LIKE JUSTICE EMI America
TALKING HEADS THE LADY DON'T MIND Sire

JOHN TAYLOR | DO WHAT | DO Capitol

N W wWwds B LeE N WM

HEAVY
ROTATION

*ROGER DALTREY QUICKSILVER LIGHTNING Atiantic
®ELO CALLING AMERICA CBS Associated

*THE FIRM ALL THE KING'S HORSES Atlantic
*HEART THESE DREAMS Capitol

WHITNEY HOUSTON HOW WILL | KNOW  Arista
INXS WHAT YOU NEED Atlantic

ELTON JOHN NIKITA Geften

*LOVERBOY THIS COULD BE THE NIGHT Columbia
MARILYN MARTIN NIGHT MOVES Atlantic
*PRINCE KISS Warner Bros.

*SIMPLE MINDS SANCTIFY YOURSELF A&M
*STING RUSSIANS A&M

ROBERT TEPPER NO EASY WAY OUT Scotti Bros.
*THOMPSON TWINS KING FOR A DAY Arista

*ZZ TOP STAGES Warner 8ros.

— -
GONOWOOT 5V Oo®

W N

ACTIVE
ROTATION

ABC HOW TO BE A MILLIONAIRE Mercury
*ARCADIA GOODBYE IS FOREVER Capitol
BANGLES MANIC MONDAY Columbia

*PAT BENATAR LE BEL AGE Chrysalis

THE CULT RAIN Warner Bros,

FALCO ROCK ME AMADEUS A&M

PETER FRAMPTON LYING Atlantic

ARETHA FRANKLIN ANOTHER NIGHT Arista
THE OUTFIELD YOUR LOVE Columbia
*ROBERT PALMER ADDICTED TO LOVE
PET SHOP BOYS WEST END GIRLS EMI
*RUSH MYSTIC RHYTHMS Mercury
CHARLIE SEXTON BEAT'S SO LONELY MCA
MIDGE URE IF | WAS Chrysalis

STEVIE WONDER OVERJOYED Motown

Island

N —
NNbOwb®OOO NG

=
DS

MEDIUM
ROTATION

THE ALARM SPIRIT OF '76 RS

FABULOUS THUNDERBIRDS TUFF ENUFF CBS Associated
HONEYMOON SUITE FEEL IT AGAIN Warner Bros.

LITTLE RICHARD GREAT GOSH A'MIGHTY MCA

FRANKIE MILLER I'D LIE TO YOU FOR YOUR LOVE Mercury
NEIL HOLE IN MY SHOE Atlantic

WY w W e N

BREAKOUT
ROTATION

CLANNAD IN A LIFETIME RCA

DEL FUEGOS | STILL WANT YOU Warner Bros.
FINE YOUNG CANNIBALS JOHNNY COME HOME IRS
MODELS OUT OF MIND, OUT OF SIGHT Geffen
EDDIE MURPHY HOW COULD IT BE Columbia
OMD IF YOU LEAVE A&M

OPUS LIVE IS LIFE Mercury

PSYCHEDELIC FURS PRETTY INPINK A&M
SCRITTI POLITTI WOOD BEEZ Warner Bros.
MICKEY THOMAS STAND IN FIRE RCA
WATERBOYS THE wWHOLE OF THE MOON island

W NNNOGOL&EBU B WU

—
—

LIGHT
ROTATION

GLEN BURTNICK LITTLE RED HOUSE A&M

THE CHURCH TANTALIZED Warner Bros.

ELVIS COSTELLO DON'T LET ME BE MISUNDERSTOOD Columbia
THE CURE CLOSE TO ME  Elektra

SHEENA EASTON JIMMY MACK EMI

FASTWAY THE WORLD WAITS FOR YOU Columbia

NICK GILDER FOOTSTEPS RCA

SAM HARRIS 1'D DO IT ALL AGAIN Motown

IN PURSUIT LOSING CONTROL MTM

KING KOBRA
LEVEL 42 SOMETHING ABOUT YOU Mercury
GARY MOORE OUT IN THE FIELDS Atlantic
PUBLIC IMAGE LTD. RISE Elektra

STAN RIDGEWAY DRIVE SHE SAID IRS

FEARGAL SHARKEY A GOOD HEART A&M
SIMPLY RED HOLDING BACK THE YEARS Elektra
PAUL YOUNG TOMB OF MEMORIES Columbia

IRON EAGLE Capitol -

N EONNNLBGWONLLELENLDDWWW

NEW

JESUS & MARY CHAIN JUST LIKE HONEY Warner Bros.

REZ BAND LOVE COMES DOWN Capitot

STOP WAKE UP JDC

VARIOUS ARTISTS STOP THE MADNESS MCA

VIOLENT FEMMES CHILDREN OF THE REVOLUTION Warner Bros.

L I

* 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.

ideo music
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celo Anciano.

Soffer-Pantelich Productions,
whose credits include the Fat Boys,
UTFO, and Full Force, just
wrapped Whistle’s debut video,
“(Nothing Serious) Just Buggin’,”
for Select Records. The clip was di-
rected by Simeon Soffer and pro-
duced by Julie Pantelich.

NEW YORK

BIG VISION LTD. recently com-
pleted the Alan Parsons Project’s
video for ‘“‘Stereotomy’’ from the
Arista Records album. Directed by
Zbigniew Rybczynski and pro-
duced by Kris P., the project spot-
lights a gymnast whose feats are
choreographed to the song. ADO ef-
fects were edited by John Servideo
of Betelgeuse Productions at Pan-
avideo. Later this month, Zbig will
start production work on Simple
Minds’ video for “All The Things
She Said,” the third single from
their A&M album “Once Upon A
Time.”” Other recent projects for
Zbig include Blancmange’s ‘“Lose
Your Love” and Yoko Ono’s “Hell
In Paradise.”

“Goodbye Is Forever,” Capitol re-
cording act Arcadia’s new clip,
deals with the concept of time and
takes place in the “inner bowels” of
a giant cuckoo clock. It was pro-
duced by Ruth Orme for AWGO
Productions and directed by Mar-

New Video (Clips

TALK TALK

Living In Another World
The Colour of Spring/EMI

Gordon Lewis

Tim Pope

MELISSA MANCHESTER & AL JARREAU

The Music of Goodbye
Out Of Africa Soundtrack/MCA
Jerry Kramer & Associates
Jerry Kramer

THE UNTOUCHABLES

What's Gone Wrong
wild Child/Stift/MCA
Island/Stiff Films

Sebastian Harris & John Milis

LITTLE RICHARD

Great Gosh A'Mighty
Down & Out In Beverly Hills/MCA

LOS ANGELES

A&M RECORDING ARTIST Den-
nis DeYoung’s newest video, “Call
Me,” the single from his “Back To
The World” album, is a simplistic
piece that takes place in an intimate,
smoke-filled club with DeYoung as
a piano player perferming his song.
Jack Cole directed and Ed Lach-
man served as cinematographer.
Metal veteran Black Sabbath’s
video for “No Stranger To Love,”
the first single from the band’s re-
cently-released Warner Bros. album
“Seventh Star,” is said to tell the
story of a couple’s relationship gone
bad ““as seen through the eyes of a

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.

PATTY BRARD

Red Light

Red Light/Striped Horse

Fabrizio Capucci/CBN/Striped Horse
Alan Von Rijn

JIM FOSTER Modern Productions
x.Ray Eyes Mark Robertson
Power Lines/RCA KLYMAXX

Allan Weinrib/Champagne Pictures
Rob Quartley

EARL THOMAS CONLEY
Once In A Blue Moon
Greatest Hits/RCA

Stephen Buck/N. Lee Lacy & Associates

The Men All Pause
Meeting In The Ladies Room/MCA
Bill Parker Productions

Peter Allen

VARIOUS ARTISTS

David Hogan Stop The Madness
MCA
MOVIELAND Entertamment Industries Council
Postcard To New York John Langley
Movieland/RCA
Mg::n: Peterzell & Richard Zeifman/DANCORP THE DAMNED
Dan Levinson Is It A Dream
Phantasmagoria/MCA
ALABAMA Director’s International
She And | Pete Cornish
Sreatestiyiones PATTI LABELLE & MICHAEL MCDONALD
Steven Buck/ N. Lee Lacy & Associates
David Hogan On My Own
Winner In You/MCA
WAX Beth Broday & Joni Sigvatsson/Greenbriar Productions
Right Between The Eyes Mick Haggerty
Magnetic H /RCA
N " CHARLIE SEXTON
John Scarlett-Oavis Impressed

Pictures For Pleasure/MCA
Francie Moore/Moore Designart
Jim Shea

BOURGEOIS TAGG

Mutual Surrender
Bourgeois Tagg/Island

menacing Doberman.” What will
they think of next? The couple is
played by band member Tony
Iommi and Denise Crosby, grand-
daughter of, yes, Bing. The clip also
employs performance footage of
the group. It was directed by Piers
Ashworth and Bryan Jones and
produced by Nicholas Myers for Al-
dabra Productions.

Director Edd Griles, best known
for his work with Cyndi Lauper, is
responsible for EMI recording art-
ist Sheena Easton’s new clip, “Do
You.” The spirit of the song—a cov-
er of a 1967 Martha & the Vandel-

(Continued on page 61)

—VIDEOS—

o FAST PERSONALIZED
SERVICE

e HIGH QUALITY

e LOW PRICE

e FULL SELECTION

Since 1982, serving clubs and
other venues with the latest
music video releases. Custom
service available.

Call today for up-dated

playlist
(414) 546-1379 WOLFRAM
\ID
PLAY LIST March 12-18, 1986

The only trans-
Europeaan all
day music TV
channeal

THE MUSIC BOX ROADSHOW IS IN GERMANY THIS WEEK.
WATCH OUT FOR JULIE, MARTIN AND SIMON
IN YOUR STREET AND ON YOUR SCREEN

[SURESHOT - 30 PLAYS]

DEPECHE MODE
“Stripped”

/HEAVY ACTION 15-24 PLAvs/

Aretha Frankfn “Another Night"

Simpte Y
Matt Bianco “I Just Can’t Stand It”
Etton John “Cry To Heaven”

Kate Bush “Hounds Of Love”
Mental As Anything “Live It Up™

Byt e Noncer”
Del F

the: Day

Stevie Nicks “I Can’t Wait”

Cruise “Rdnl Bive Rocker”
Mr. Mister “K
Marc The House Is Haunted"

The one to watch . . .

KISSING THE PINK
“One Step””

Colossal Pictures
Orew Takahashi

PSYCHEDELIC FURS
Pretty In Pink

Pretty In Pink Soundtrack/A&M
Patricia Friedman/The Company
Wayne Isham

TRAMAINE

in The Morning Time

The Search Is Over/A&M

Francie Moore/Libman-Moore Films Larry Williams & Leslie
Libman

DENNIS DE YOUNG

Call Me public venues throughout America.
Back To The World/A&M W'n prnvlﬂr » Newes! Aelaases
Tammara Wells/One Heart Productions : & ] 'EM* Service

Jack Cole - H G H?"
VANITY s LowCost

Under The Influence
Skin On Skin/Motown

Alexis Omeltchenko/Pendulum
Gil Betman

# 1 way of staying on top of video music

PROMOTIONAL

MUSIC VIDEO

-Amhblem1HmrTapaGwnpﬂmmmms nite clubs, and other

cuﬂusmdarrtnmlfyou

qualify to receive promotional
videos on & monthly basis.

.&wr.m &fazpﬂm JRE. []aj {201) 667-5050
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CLUB PLAY

12 INCH SINGLES SALES

Titles with future
chart potential,
based on club play
this week.

1. LIVING FOR THE CITY SYLVESTER meGATONE

2. RESTLESS STARPOINT £LEXTRA

3. RISE PUBLIC IMAGE LTD €LExTRA

4. OCHO RIOS PAUL JABARA waRNER BROS

5. LOVE HONEY, LOVE HEARTACHE MAN FRIDAY vinvLMANIA

BREAKOUTS |3 =

Titles with future
chart potential,
based on sales

reported this week.

s /&/8
Compiled from a national sample of dance club playlists. % _é" o; Compiled from a national sample of retail store sales reports.
TITLE ARTIST /& /& ] TITLE ARTIST
LABEL & NUMBER, DISTRIBUTING LABEL /X /o /& LABEL & NUMBER/DISTRIBUTING LABEL
©) I YOU SHOULD EVER B LONELY (M) wivours | (D[ 1| 1| 6 | SATURORYIOVE MEMI) " ™y GreRRELLE Wit ALEXANGER ONEAL
@ 9 I'M NOT GONNA LET (REMIX) mca 23612 COLONEL ABRAMS @ 2 3 4 WHAT HAVE YOU DONE FOR ME LATELY asM sp-12167 & JANET JACKSON
3 2 4 12 LOSE YOUR LOVE/AVE MARIA SIRE 0-20412/WARNER BROS. & BLANCMANGE @ ) 8 6 | CAN'T WAIT aTLANTIC 0-86828 NU SHOOzZ
@ 6 9 5 | CAN'T WAIT aTLANTIC 0-86828 NU SHOOZ 4 4 6 6 IF YOU SHOULD EVER BE LONELY (REMIX) GORDY 4557GG/MOTOWN VAL YOUNG
@ 8 14 5 WHAT HAVE YOU DONE FOR ME LATELY asmsp-12167 & JANET JACKSON 5 3 2 8 HOW WILL | KNOW (REMIX) arisTA AD1-9449 & WHITNEY HOUSTON
6 4 ) 8 Ugm;%gi&ﬁ%ﬂg&fﬂmE (REMIX)/TOWER OF LONDON & ABC @ 7 10 6 NEW TOY c8s ASSOCIATED 429-05334/EPIC THEFLW
7 > 8 6 NEW TOY CBS-ASSOCIATED 429-05334/EPIC THE FLIRTS @ 11 21 12 ROCK ME AMADEUS/VIENNA CALLING a&Mm sp-12170 @ FALCO
11 15 8 ROCK ME AMADEUS/VIENNA CALLING a&m sp.12170 ¢ FALCO 8 16 5 I'LL BE ALL YOU EVER NEED JAMPACKED JPI-20001/MUSIC SPECIALISTS TRINERE
9 3 3 8 HOW WILL | KNOW (REMIX) ariSTA AD1-9449 & WHITNEY HOUSTON @ 18 29 4 M NOT GONNA LET (REMIX) mca 23612 COLONEL ABRAMS
10 )Y 5 THE RIVER/SUNSHINE LONDON 886 032-1/POLYGRAM TOTAL CONTRAST 10 10 12 5 DON'T YOU WANT MY LOVE PORTRAIT 4R9-05331/EPIC N|COI?
11 19 3 S ANOTHER NIGHT (REMIX) ariSTA AD1-9454 & ARETHA FRANKLIN 11 6 7 9 AFTER THE LOVE HAS GONE NEXT PLATEAU NP 50037 PRINCESS
(12) JEEERESRIRE V1O NEEDS LOVE LIKE THAT/HEAVENLY ACTION ERASURE (A2)| 16 | 25 | 3 | ANOTHER NIGHT (REMIX) ARisTA AD1 9454 @ ARETHA FRANKLIN
@ 12 12 7 HOT (REMIX) coLumBia 4405330 ROY AYERS @ 15 18 5 (YOU ARE MY) ALL AND ALL SLEEPING BAG SLX-17 JOYCE SIMS
14 | 13| 13| 6 | COME YO MY AID iextra 066867 ® SIMPLY RED EEIRNEAER V!0 NEEDS LOVE LIKE THAT/HEAVENLY ACTION ERASURE
@ 17 22 3 DON'T YOU WANT MY LOVE PORTRAIT 4R9-05331/EPIC NICOLE @ RE-ENTRY HIT THAT PERFECT BEAT mca 23605 BRONSKI BEAT
16 7 7 7 CHAIN REACTION (REMIX) RcA PD-14267 i © DIANA ROSS 19 19 8 HE'S NUMBER ONE spriNG SPR 12-418 FANTASY
@ 21 23 6 CLOUD NINE METROPOLIS MET-350/EMERGENCY MYSTERY ASSIGNMENT 17 9 3 12 THE SUN ALWAYS SHINES ON T.V. (REMIX) wARNER BROS. 0.20410 ® A-HA
25 36 4 (YOU ARE MY) ALL AND ALL StEEPING BAG SLX17 ) JOYCE SIMS ‘ l:3 22 23 10 DON QUICHOTTE BaJa BS4/TSR MAGAZINE 60
(A9)| 35 | — | 2 | KISS rasLEY park PROMO/WARNER BROS ® PRINCE & THE REVOLUTION | [(19)| 26 | 41 | 3 (T LRI 503 (AL (L Y NEW EDITION
20 24 30 6 BABY DON'T STOP ME Sea BRIGHT PAL-7094/PROFILE QUEST FOR LIFE 20 21 24 7 P-MACHINERY zT7/1SLAND 0-96835 PROPAGANDA
2l 23 20 8 WHAT YOU NEED atLANTIC 0-86832 @ INXS 21 14 13 7 YOUR SMILE/DRIVE MY LOVE MERCURY 884 271-1/POLYGRAM RENE & ANGELA
2| % |28 5 GET RIGHT NEXT TO YOU EMERGENCY EMDS 6559 SHADY 2|25 30 9 DO ME BABY camitoL v-15211 & MELI'SA MORGAN
23 20 18 8 PRECIOUS LITTLE DIAMOND EpiC 49.05325 FOX THE FOX 3 29 28 8 CHAIN REACTION (REMIX) Rca Pp-14267 & DIANA ROSS
24 | 29| 39 | 4 | SATURDAY LOVE (REMIX) © CHERRELLE WITH ALEXANDER O'NEAL 35 | 39 | 3 | (NOTHING SERIOUS) JUST BUGGIN' SeLECT Fwis 62267 WHISTLE
25 30 35 5 SOMETHING ABOUT YOU/COUP D’ETAT pPoLYDOR 883 362-1/POLYGRAM & LEVEL 42 25 33 44 <) THE RIVER/SUNSHINE LONDON 886 032-1/POLYGRAM TOTAL CONTRAST
2% | 15 | 11 8 P-MACHINERY ZTT/iSLAND 0-96835 PROPAGANDA @ 43 | — 2 HOUSE ROCKER Eeric 49-05328 LOVEBUG STARSKI
(D BRI RN A L'TTLE BIT OF LOVE (IS ALL IT TAKES) NEW EDITION 27| 13 | 17 | 16 | CAN YOU FEEL THE BEAT ® LISA LISA/CULT JAM WITH FULL FORCE
28 3t 32 6 AFTER THE LOVE HAS GONE NEXT PLATEAU NP-50037 PRINCESS 28 31 35 3 SWEETHEARTY SUPERTRONICS RY 013 RAINY DAVIS
@ 41 — 2 LIFE'S WHAT YOU MAKE IT (REMIX) EmI-AMERICA v-19203 @ TALK TALK 29 17 ) 21 | LIKE YOU CARRERE 479-05268/CBS ASSOCIATED & PHYLLIS NELSON
@ 40 — 2 (NOTHING SERIOUS) JUST BUGGIN’ StLECT FMS 62267 WHISTLE 30 24 26 7 PRECIOUS LITTLE DIAMOND eriC 49-05325 FOX THE FOX
31 33 40 4 I'D DO IT ALL AGAIN (REMIX) MOTOWN 4556MG € SAM HARRIS @ 44 45 & HOT (REMIX) coLumBia 44.05330 ROY AYERS
@ 8§ — 2 CHIEF INSPECTOR/NOVELA DAS NOVE vA/ISLAND 0-96829/ISLAND WALLY BADAROU 32 6 37 4 TEMPT ME suite BeaT LISA
@)| Newp CRUSH ON YOU mca 23613 ® THE JETS 33 | 32 | 32 | 9 | WHEN THE GOING GETS TOUGH (JEWEL OF THE NILE THEME) ¢ gy v ocEAN
@ 5 | — 2 SANCTIFY YOURSELF aam sp-12172 & SIMPLE MINDS @ NEW)D SECLUSION TsR Tsr843 SHAWN BENSON
35 16 6 11 LIVING IN AMERICA scOTTI BROS. 429-05310/EPIC & JAMES BROWN @ NEW)D WEST END GIRLS (REMIX) EMI-AMERICA v-19206 & PET SHOP BOYS
49 | — | 2 | NO MORE eiextra 066865 SHIRLEY MURDOCK | NEW)D HEY BOY SUPERTRONICS RY 011 TAMMY LUCAS
@ NEWD HIT THAT PERFECT BEAT mca 23605 BRONSKI BEAT 37 12 4 11 LIVING IN AMERICA scoTTI BROS. 429-05310/EPIC & JAMES BROWN
38 | 32| 38| 7 | CLOSE TO ME eLekira promo ® THE CURE 35 [ENSEREBERNE HOW TO BE A ZILLIONAIRE (REMIX)/TOWER OF LONDON ® ABC
43 50 3 ONE MORE SHOT (REMIX) mca 23610 SPACE MONKEY NEW’ | ENGINEER/OBSESSION (REMIX) CASABLANCA 884 433-1/POLYGRAM & ANIMOTION
NEW’ MR. RIGHT NOW (REMIX)/ELECTRICITY (REMIX) QWEST PROMO/WARNER BROS. RORI 40 38 — 2 CHIEF INSPECTOR/NOVELA DAS NOVE va/ISLAND 0-96829/ISLAND WALLY BADAROU
NEW’ WHENEVER YOU NEED SOMEBODY MERCURY 884 572-1/POLYGRAM & O'CHI BROWN 41 27 15 14 NO FRILLS LOVE (REMIX) GEFFEN 0-20413/WARNER BROS. JENNIFER HOLLIDAY
(@) a1 | a8 | 3 | STRANGER/RUNNING AROUND IN CIRCLES  pawaLA STANLEY & PAUL PARKER 42 | 48 | 36 | 4 | SIDEWALK TALK emawerica v-19204 JELLYBEAN
43 22 10 11 THE SUN ALWAYS SHINES ON T.V. (REMIX) waRNER BROS. 0-20410 @ A-HA RE-ENTRY I'M YOUR MAN coLuMBIA 44.05322 & WHAM!
| 28| 27| 8 | LEGS crrysaus avoaz03a © ART OF NOISE [ 50 [ 50 | 5 [ FUNKY LITTTLE BEAT suwwview sm a3t ecxer CONNIE
NEW' WEST END GIRLS (REMIX) £mi AMERICA v-19206 & PET SHOP BOYS NEW)D NO MORE ELEKTRA 0-66865 SHIRLEY MURDOCK
4 | 4 [ a1 [ 4 | WEDONTHAVE TO TAKE OUR CLOTHES OFF (REMIX) ¢ JERMAINE STEWART % | 3 | 30 | 27 [ congaencasoszss  MIAMI SOUND MACHINE
NEWD TWIST MY ARM (REMIX) rca pw-14196 @ THE POINTER SISTERS @D NEWD LIFE'S WHAT YOU MAKE IT (REMIX) em-ameRica v-19203 @ TALK TALK
NEW’ YOU NEED MgaALYPSO (REMIX) poLyDOR 883 763-1/POLYGRAM  RALPH MACDONALD 48 39 42 14 LET ME BE THE ONE (REMIX) rca pw-14230 FIVE STAR
NEW)D- RHYTHM OF LOVE pow wow wow 408 JOHNNY DYNELL 47 47 S WHAT YOU NEED atLanTIC 0-86832 @ INXS
@ NEW’ GOTTA FIND A WAY jump STREET JS 1001 RUSS BROWN NEW’ TWIST MY ARM (REMIX) rca pw-14196 & THE POINTER SISTERS
(]
-
=
:
[« 4
(-]

1. UNDER THE INFLUENCE (REMiX) VANITY moTown
2. LOVE HONEY, LOVE HEARTACHE MAN FRIDAY VINYLMANIA
3. LOVE'S ON FIRE ALEEM FEATURING LEROY BURGESS atLaNTIC

O 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. A RIAA certification for sales of two million units. Records under Club Play are 12 inch unless otherwise indicated.
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Making Movies. Pausing on the set of the shoot for RCA act Movieland's
“Postcard To New York™ clip are (from left): band member Chris Cullen; Marcus
Peterzell, supervising producer for The Entertainment Co.; Movieland's Lothar
Segeler and Phil Markowitz; director Dan Levinson; band members Davia Sacks
and Richard Lewis; and Annette Cirillo of RCA Video Productions.

VIDEO TRACK

(Continued from page 59)

las work—is captured in the clip,
with cars and clothing reminiscent
of that era. It was lensed on Holly-
wood Boulevard and Highland Ave-
nue. Beth Broday and Fay Cum-
mins produced for N. Lee Lacy-
/Greenbriar Productions.

OTHER CITIES

DIRECTOR ROB QUARTLY and
producer Allan Weinrib have been

busy creating Jim Foster’s video
for “X-ray Eyes,” the first single
from his RCA solo debut album
“Power Lines.” It was produced by
Champagne Pictures.

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.

|DISCO&DANCE 12"

U.S.A & IMPORTS
(WHOLESALE FOR STORES)

USA* CANADA * ENGLAND* GERMANY

ITALY - FRANCE - HOLLAND

US & CANADIAN 127

In The Heat—Tapps

Midnight Lover (rmx)—P. Like Us
Cha Cha Cha (rmx)—Finzi Contini
Too Much Too Late—M. Stevens
Party Girl—Karen Silver

Yum Yum (Rmx}—Beat Box Boys
Make Up Your Mind—Teen Rock
One More Shot—Oh Romeo
Dancing In Heaven—Tony Caso
Caught In Middle—J. Cobbin
Release Tension—Ja Groove
Pee Wees Dance—Joeski Love
Love Honey—Man Friday

These Are My Beats—Rodney O
Pistol In My Pocket—L Pellay

Put That Record—Justice
Boys—Robert David

Theme from Dynasty—Katmandu
Dance—Joy St. James

Mind Games—Quest

£ s A

Hey Boy—Tammy tLucas
Born To Be Alive—K. Marie
All Played Qut—L.| F.E
Prime Rose Path—Hassim
Stranger—Linda Imperial
Off The Wall (rmx)—P. Scott

EUROPEAN 12"S

Charleston—Den Harrow
Destiny Time (Swed Mix}—Roy
Best Of Bobby 0—LP

Peter & the Wolf—Peter Wolf
Spike Jones—Telex

Give Me Up—Michae! Fortunati
Electric Nights—Dave Mertin
Rhythm Of Love—Is. Roberts
Oriental Accupuncture—Tot T.
Im Alive—Saphir

Generator 7/8—Moswa TV

(516)694-4545

We have a complete selection ot all U.S.
releases and all /import disco records.
| We also export to foreign countries.

Send tor our tree tiyer listing all tities we
stock, U.S. & Imports. We specialize in U.S.
‘ small label product. call us for best service

| and intormation

Troupique Muriel Dock

You're The Sun—Nina Pee
Secret—L 'Affair

Lovers Forever—Connie Hyland
Dont Ask Me Why—A Robotnick
Keep On Rocking—Hemyl

Fire Me Up—Astaire

How To Win Love—S. Jones
Kisses & Tears—Bad Boys Biue

DISCO CLASSICS

Someone Elses Guy--Joe Brown
Knock On Wood—Amii Stewart
Jump Shout/Rocket—Lisa
Underwater—H. Thuman

Dr. Love—1st Choice

Tittle Tattle—Baricentro

After Dark—Patti Brooks

Mr. Big Shot—Simon Orch.

+ Over 500 Other Classics

Unique Record Dis1. /import-0-is¢

855(E) CONKLIN ST FARMINGOALE NY 11735
475 8254 IMPT DISC |
68512522 EXP DI1SC

- R AL

TELEX

by Brian Chin

NOTES FROM THE SUNBELT
(by Kathy Gillis, Billboard dance
chart coordinator): Congratulations
and thank you to Lou Possenti and
Bill Kelly, organizers of the recent
Winter Music Conference. The
event brought together almost 200
record company personnel, pool di-
rectors from around the country,
and radio, retail, and club represen-
tatives from the thriving Miami/Ft.
Lauderdale market.

Focusing on dance music and the
mutually beneficial relationships
possible between club DJs and ra-
dio, the event satisfied in ways that
many feel the wildly successful
New Music Seminar does not. Keep-
ing lines of communication open,
with DJs realizing the importance
of tipping radio to new music, is
what will keep dance music evolv-
ing. We look forward to next year’s
conference. Mark your calendars.

NEW RECORDS: Independent
street records are hitting a progres-
sively higher standard of produc-
tion lately. Private Possession, fea-
turing Hunter Hayes’ ‘““Are You
Wid It” (MegaBolt, 516-221-5555), is
a prime example of a well-produced
but serious street sound. Built
around that MFSB drumbeat it blos-
soms into a vigorous choral work-
out (with backups by Les Lee) and
wings down in a piano solo. It’s one
of the best-sustained club records
around . .. Mildred Scott’s “Prison-
er Of Love” (Fourth & B'way) also
has a gutsy, ungimmicky soul
sound, with real weight. Detroit
team Bruce Nazarian and Duane
Bradley produced ... Serious In-
tention’s ‘“Serious” (Pow Wow) re-
produces the nagging bass groove
and ghostly synth details of “You
Don’t Know,” one of the longest
lasting underground hits ever. Side-
light: Anthony Malloy, co-producer
with Paul Simpson, leads Anthony
& the Camp.

Fingers Inc.’s ““Mystery Of
Love” (DJ Int’l through Quantum
Dist., 312-666-2380) is more Chicago
underground groove, with added
Latin percussion ... Q-Pid featur-
ing Nikki Q.’s “Latin Lover” (Sun-
nyview) has a great, forceful bot-
tomy beat, and spacy girl vocals.

/m

/

Bruce Forest mixed.

POP SINGLES: The Rolling Sto-
nes’ “Harlem Shuffle” (Columbia)
gets an understated 12-inch mix
from Steve Thompson and Michael
Barbiero, with some ghostly elec-
tronic processing in a very late-
night, low-key groove. The London
mix by producer Steve Lillywhite
is, surprisingly rockier and sonically
busier . .. Miami Sound Machine’s
“Bad Boy” (Epic) enjoys an out-
standing Shep Pettibone overhaul
that adds a lot of punch to its formu-
la neo-Motown. Here's another cer-
tain pop hit.

Haywoode’s “Getting Closer,”
(Portrait) a melodic midtempo song
from Stock/Aitken/Waterman, is
slightly familiar, but it’s another
strong song from that team . .. Ish
Ledesma, of the '70s group Foxy,
turns in a solo “You're My Only Lo-
ver” (Geffen) which sounds like a
great radio record with its insinuat-
ing, mid-tempo, cool, Latin feel. A
pleasant surprise, from Ish and pro-
ducer John Robie ... Michael Jef-
fries’ ““Razzle Dazzle”’ (Warner
Bros.) recalls the strong vocal leads
of Howard Hewett or Mic Murphy
in a typically strong electronic
rhythm track and mix from produc-
er Hawk Wolinski ... Jimi Tun-
nell’s “All Or Nothin' " (MCA), out
last year and never extended, gets a
Scott Blackwell and Marteen post-
production and mix which is light,
but attractive . . . E.G. Daily’s “Say
It, Say It” (A&M) sounds like it has
similar pop tendencies to producer
Jellybean Benitez’ top 20 sleeper
“Sidewalk Talk,” with an even more
Madonna-ish vocal.

New raps: LL Cool J’s “Rock The
Bells” is now a commercial 12-inch
(DefJam/Columbia) in a much long-
er, non-scratch version ... Clear
Sound’s “The New Wave” (Cotil-
lion) has the raw sound of indie
raps: bass-less, with a lead guitar—
not earthshattering, but there.

IMPORTS: Pet Shop Boys’ “Love
Comes Quickly” (Parlophone U.K.)
is even more a tribute to drifting
[talian disco-pop than the team’s
current hit. Once “West End Girls”
has concluded what will undoubt-

ably be a hugely successful run,
this will follow nicely. The flip,
“That’s My Impression,” deserves
double-A rank, with its jittery hi-
NRG beat and petulant lyric.

Projection’s “Turn Your Love
(Right Around)” (Elite U.K.) is a
gently melodic song in the Loose
Ends style ... Hype of the month
across the water is certainly Sigue
Sigue Sputnik, whose single “Love
Missile” (Parlophone U.K.) is crass
and catchy in a Billy Idol way—a
producer’s record (Giorgio Moro-
der’s) as much as any disco produc-
tion ever was . . . Audrey Hall’s reg-
gae “One Dance Won't Do” (Ger-
main/U.K.) has followed Sophia
George’s “Girlie Girlie’’ into the
U.K. pop chart. It’s updated girl-
group rock steady.

NOTES: Import copies of Prince’s
“Kiss” 12-inch (longer by a disjoint-
ed instrumental that varies the feel
somewhat) reach us before the do-
mestic one. The flip, “Love Or Mon-
ey,” is one of his more experimental
numbers, but with a strong dance
beat ... We shouldn’t have neglect-
ed to mention the bright “When I
Think Of You” off Janet Jackson’s
album “Control” (A&M). We thank
Vinyl Mania’s Irving for the tip . ..
Yvonne Turner, formerly of
Streetwise, has remixed the upcom-
ing Willie Colon single for A&M.
She is available for consultancy and
can be reached at (212) 594-6077.

THIS WEEK IN DANCE: 1973 . ..
Barry White's “Im Gonna Love You
Just A Little More, Baby” is re-
leased as a single on 20th Century.
It charts on the r&b and pop lists
within two weeks. During its chart
run, White’s production for Love
Unlimited, “Under The Influence
Of Love,” is also released: that rec-
ord will not cross pop until late in
the year, but it will top the chart.
Also out, to considerably less pop
notice is ‘“First Base,” by Babe
Ruth on Harvest, which includes a
5:45 reinterpretation of Ennio Mor-
ricone’s “The Mexican.”

MANUFACTURERS
AND
DISTRIBUTORS

Write or call for tres catalog

F-301

iy

FRRALAN\E

Enterprises.

166 Central Ave.
Farmingdale, NY 11735, USA
(516) 752-9824

TELEX: 221618 FARRA UR

Heli-
copter
Beacon

|nC.

Fresnell

Rope Lights

* MIRROR EFFECTS

< RAIN LITES + MIXERS

CRAZY HORSE—CHILE
SALTY DOG—NEW YORK

NEW JERSEY

HELICOPTERS
¢« PIN SPOTS + SPEAKERS

* ROPE LIGHTS

Installations through authorized dealers worldwide include

CLUB HIPPOPOTAMUS—MEXICO
SCARAMOUCHE —MEXICO / COMMERCIAL CENTER—VENEZUELA
LA CASCADA--PANAMA

DISCOTECH ESTRAMBURGO—~PANAMA

« THEATER LIGHTS
< CONTROLLERS
- NEON

TRADEWINDS—

H.L. DISTRIBUTORS INC.

2110 N.W. 18th Ave., Miami, FL 331423

(308) 848-8834

We carry imports,

Wholesale to domestics Disco 12"
X s;glr;s and a Specialists

huge selection of
disco classics

Call us today for the lowest prices and new releases.

TELEX 823676
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Bilboard HO‘t daC ingies gl
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. BY LABEL
o o 6 . . 6 A ranking of distributing labels
X z aZ by their number of titles
_éfi’ _g‘f’ SALES % g g‘f’ g‘f’ AIR PLAY o f__’ on the Hot Black Singles chart.
L/& 58 F/é 53 LABEL NO. OF TITLES
N ¥ N ¥ :
S/ TimLe ARTIST |28 3 £ oN cunge
1 3 | YOUR SMILE RENE & ANGELA 1 1 1 WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 3 EPIC (2) 10
2 1 HOW WILL | KNOW WHITNEY HOUSTON | 4 2 3 | SATURDAY LOVE CHERRELLE WITH ALEXANDER O'NEAL 2 ”;‘r’ic;f;ti((zg)
3 2 DO ME BABY MELI'SA MORGAN 7 3 2 | YOUR SMILE RENE & ANGELA 1 CBS Associated (1)
Carrere (1
q 6 SATURDAY LOVE CHERRELLE WITH ALEXANDER O'NEAL 2 4 7 A LITTLE BIT OF LOVE NEW EDITION 6 SCOZﬁ'g,(OS’_ 1
5 | 4 | TENDER LOVE FORCE MD'S | § 5 | 17 | kiss PRINCE & THE REVOLUTION | 9 Tabu (1)
WARNER BROS. (6) 9
6 11 | WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 3 6 8 ANOTHER NIGHT ARETHA FRANKLIN | 12 Geffen (1)
7 | 10 | COMPUTER LOVE 2aPP | 8 7 | 5 | TENDER LOVE FORCE M.D’S | 5 Paisley Park (1)
Warner Bros./Tommy Boy (1)
8 5 | GUILTY YARBROUGH & PEOPLES | 15 8 4 HOW WILL | KNOW WHITNEY HOUSTON 4 MCA (7) 8
9 | 17 | A LITTLE BIT OF LOVE NEW EDITION | 6 9 | 13 | GOING IN CIRCLES THE GAP BAND | 10 Philly World (1)
MOTOWN (2 8
10 | 14 | HOLD ON TO YOUR LOVE SMOKEY ROBINSON | 11 10 | 11 | INSATIABLE WOMAN ISLEY/JASPER/ISLEY | 13 Tamla (3() )
11 | 7 | WHEN THE GOING GETS TOUGH BILLY OCEAN | 18 11 | 6 | COMPUTER LOVE 2aPP | 8 Gordy (2)
Motown/Conceited (1)
1219 LIVING IN AMERICA JAMES BROWN | 22 12 | 18 | SUGAR FREE Juicy | 17 ARISTA (6) 7
13 | 16 | NIGHTMARES DANA DANE | 21 13 | 16 | DIANA EUGENE WILDE | 16 Jive (1)
COLUMBIA (5) 7
14 | 22 | GOING IN CIRCLES THE GAP BAND | 10 14 | 19 | LOVE 4/2 TEDDY PENDERGRASS | 14 Def Jam (1)
15 | 23 | LOVE 4/2 TEDDY PENDERGRASS | 14 15 | 23 | 1 CAN'T wWAIT NU SHOOZ | 19 Def Jam/Columbia (1)
RCA (4) . 7
16 | 20 | INSATIABLE WOMAN ISLEY/JASPER/ISLEY | 13 16 | 15 | HOT ROY AYERS | 20 Total Experience (3)
17 | — | KISS PRINCE & THE REVOLUTION 9 17 | 12 | HOLD ON TO YOUR LOVE SMOKEY ROBINSON | 11 A&M 6
18 | 12 | SECRET LOVERS ATLANTIC STARR | 25 18 | 27 | | THINK IT'S LOVE JERMAINE JACKSON | 28 gsgerfEL :
19 | 21 | ANOTHER NIGHT ARETHA FRANKLIN | 12 19 | 26 | OVERJOYED STEVIE WONDER | 24 POLYGRAM 4
20 | 8 LET ME BE THE ONE FIVE STAR | 29 20 | — | CRUSH ON YOU THE JETS | 30 Mergury (13)
London (1)
21 | 25 | DIANA EUGENE WILDE | 16 21 | 9 | GuiLTy YARBROUGH & PEOPLES | 15 ATLANTIC (2) 3
22 | 19 | THE COLOR OF SUCCESS MORRIS DAY | 27 22 [ 21 | AFTER YOU BERNARD WRIGHT | 23 IVA/Island (1)
23 | 18 | THAT'S WHAT FRIENDS ARE FOR DIONNE & FRIENDS | 43 23 | 25 | IN THE MORNING TIME TRAMAINE | 26 EM,\;':"MNESI;A(S) =
24 | 13 | THE SWEETEST TABOO SADE | 39 24 | 30 | PARTY FREAK CASHFLOW | 31 ELEKTRA (2) 3
25 | 15 | HE'LL NEVER LOVE YOU FREDDIE JACKSON | 40 25 | 29 | THE ONE YOU LOVE LUSHUS DAIM/PRETTY VAIN | 33 SE?.SE);ID:'m M
26 | 27 | HOT ROY AYERS | 20 26 | 28 | LOVE'S GONNA GET YOU JOCELYN BROWN | 38 CHRYSALIS 1
271 | — | AFTER YOU BERNARD WRIGHT | 23 27 | — | | LEARNED TO RESPECT THE POWER OF LOVE S.MILLS | 34 China/Chrysalis (1)
FANTASY 1
28 | 29 | SUGAR FREE Jucy | 17 28 | — | NO MORE SHIRLEY MURDOCK | 32 First String/Fantasy (1)
29 | — | (NOTHING SERIOUS) JUST BUGGIN' WHISTLE | 37 29 | — | BEST FRIENDS ET (EDDIE TOWNS) | 36 FAST FIRE 1
30 | — | 1CANT WaIT NU SHOOZ | 19 30 | — | IF YOU SHOULD EVER BE LONELY VAL YOUNG | 35 IN YOUR FACE !
@©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. JAMPACKED 1
recording, or otherwise. without the prior written permission of the publisher. NEXT PLATEAU 1
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TITLE
(Publisher - Licensing Org.) STREETWISE 1
Sheet Music Dist. SUNNYVIEW 1
' SUTRA 1
4 AFFECTION 89 FRESHEST RHYMES IN THE WORLD 52 P'LL BE ALL YOU EVER NEED 24 OVERJOVED v )
(Crazy People, ASCAP/Almo, ASCAP) CPP/ALM (Protoons, ASCAP) (Music Specialists, BMI) (Jobete. ASCAP/Blackbull, ASCAP) CPP S
41 AFTER THE LOVE HAS GONE 6 FUNKY LITTLE BEAT 45 I'M NOT GONNA LET (YOU GET THE BEST OF ME) 5 PAIN YORK'S 1
(Terrace, ASCAP) CPP (Happy Stepchild, BMI) (MCA, ASCAP/Unicity, ASCAP/Moonwatk, ASCAP) (Miami Spice, ASCAP)
23 AFTER YOU 97 GO HOME 2 IN THE MORNING TIME 31 PARTY FREAK
(Screen Gems-EM!, BMI/Bernard Wright, (Jobete, ASCAP/Blackbull, ASCAP) CPP (Almo, ASCAP/Ipm, ASCAP) CPP/ALM (All Seeing Eye, ASCAP)
BMI/Mchoma, BMI/Thriller Miller, ASCAP) 10 GOING IN CIRCLES 13 INSATIABLE WOMAN 83 RAISE THE ROOF
12 ANOTHER NIGHT (Por Pete, BMI) (WB. ASCAP/UJI, ASCAP) CPP/ABP (De-Sir Rom, BMI)
(Colgems-EMI, ASCAP/Screen Gems-EMI, BMI) 15 GUILTY 85 KEEP ON 47 RESTLESS
3 BEST FRIENDS (Tempco, BMI) (MCA, ASCAP/Mighty M, ASCAP/Kashif, BMI) (Phileste, BMI/Keith Diamond BMI/Willesden,
{Blue Tear Drop, BMI/Temp Co., BMI) 42 THE HEAT OF HEAT 49  KING HOLIDAY BMI/Harrindur, BMI)
51 BREAK MY HEART (Flyte Tyme, ASCAP/Avant Garde, ASCAP) (King Dream, ASCAP) THE RIVER 73 TWIST MY ARM
(Rosuki, BMI/Our Parents, BM1) 40 HE'LL NEVER LOVE YOU (LIKE | DO) 9 KISS (Rare Blue, ASCAP) (Nonpareil, ASCAP/Broozertoones, BMI)
70 BUST THIS RHYME (Willesden, BM1/Zomba, ASCAP) (Controversy, ASCAP) ROCK ME AMADEUS 69 UNDER THE INFLUENCE
(Fools Prayer, BMI/Salski, BMI/Plum Place, 87 HE'S A PRETENDER 81 LEGS (Colgems-EMI, ASCAP) (MCA, ASCAP/WB, ASCAP/Ertolejay Musique,
BMI/Diamond In The Sky, BMI) (Chardax, BMI) (Butfalo, BMI/Perfect, BM1) 66 ROCK THE BELLS ASCAP/Music Corp. Of America, BMI/It's Gonna Rain,
78 CAN YOU FEEL THE BEAT 58 HIGH HORSE 29 LET ME BE THE ONE (Def Jam, ASCAP) BMI)
(Mokojumbi, BMi/Personal, ASCAP/Arista, (Warner-Tamerlane, BMI/Song-A-Tron, BMI) (Brampton, ASCAP/MCA, ASCAP) 75 SATISFACTION 48  UNSELFISH LOVER
ASCAP/Willesden, BM1) CPP 11 HOLD ON TO YOUR LOVE 6 ALITTLE BIT OF LOVE (1S ALL IT TAKES) (April, ASCAP/Ultrawave, ASCAP) CPP/ABP (Forceful, BMI/Willesden, BMI)
31 CAN YOU ROCK IT LIKE THIS (Jobete, ASCAP/Blackbull, ASCAP/Bertam, ASCAP) (House Of Champions, ASCAP) 2 SATURDAY LOVE 68 WE DON'T HAVE TO TAKE OUR CLOTHES OFF
(Protoons, ASCAP/Rush Groove, ASGAP/Zomba, PP 2 LIVING IN AMERICA (Flyte Tyme, ASCAP/Avant Garde, ASCAP) (Bellboy, BMI/Chappell, ASCAP)
ASCAP) HOT (April, ASCAP/Second Nature, ASCAP/Blackwood, 98 SAY YOU, SAY ME 3 WHAT HAVE YOU DONE FOR ME LATELY
53 CHIEF INSPECTOR (Mtume, ASCAP) BMI/Janiceps, BMI) CPP/ABP (Brockman, ASCAP) CPP/CLM (Flyte Tyme, ASCAP)
(Island, BMI) 63 HOW COULD IT BE 14 LOVE4/2 25 SECRET LOVERS 18 WHEN THE GOING GETS TOUGH (JEWEL OF THE NILE
27 THE COLOR OF SUCCESS (Rustomatic, ASCAP/Eddie Murphy, ASCAP/Sun Bliss, (Ted-On, BMI/J.Carr, BMI) (Almo, ASCAP/Jodaway, ASCAP) CPP/ALM THEME)
(Ya D Sir, ASCAP) ASCAP) CPP 62 LOVE IS JUST A TOUCH AWAY 72 SHOW ME HOW IT WORKS (Zomba, ASCAP)
8 COMPUTER LOVE 4 HOW WILL | KNOW (Bush Burnin, ASCAP/Zomba, ASCAP) (WB, ASCAP/Warner-Tamerlane, BMI) 60 YOU HOOKED ME
(Troutman’s/Saja, BM1) (irving, BMI) CPP/ALM 38 LOVE'S GONNA GET YOU 57 SIDEWALK TALK (Bush Burnin, ASCAP)
99 CONGA 92 | CAN'T LIVE WITHOUT MY RADIO (House Of Fun, BMI) (House Of Fun, BMI/Webo Girl, ASCAP) CPP 1 YOUR SMILE
(Foreign Imported, BMI) CPP (Def Jam, ASCAP) 59 LOVES ON FIRE 76 SLIDE OVER (A La Mode, ASCAP/WB, ASCAP)
61 COULD IT BE I'M FALLING IN LOVE 19 | CANT WAIT (West Kenya, ASCAP) (Ready For The World, BMI/Excalibur Lace, BMI/Trixie .
(Assorted, BM1/Beiboy, BM) (Poolside, BMI) 55 LUCY Lou, BMI)
30 CRUSH ON YOU 34 | LEARNED TO RESPECT THE POWER OF LOVE (Jobete, ASCAP/Libren, ASCAP) CPP 8 SO FINE
(Almo, ASCAP/Crimsco, ASCAP/Irving, BMI) CPP/ALM (Careers, BMI/Moore & Moore, BM) CPP 67 MAYI? (Dr.York, ASCAP)
DANCING IN THE DARK (HEART TO HEART) 65 | LIKE YOU (USA Exotic, ASCAP) 84 SPECIAL
(New Music Group, BM1/Kashif, BMI/Music Corp. Of (American Summer, ASCAP/Phyllis Nelson, ASCAP) 82 NATURAL HIGH (Street Sounds, ASCAP/Maurice Starr,
America, BMI) ’ 94 | NEED LOVE (Crystal Jukebox, ASCAP) ASCAP/Winfield, ASCAP)
16 DIANA (Eat Your Heart Out, BM1/Hot Boy, ASCAP) 21 NIGHTMARES 95  STAND BACK SHEET MUSIC AGENTS
(Phitly World, BMI) 28 | THINK [T'S LOVE (Protoons, ASCAP/Sam Jacobs, ASCAP) (Music Corp. Of America, BMI/MCA, ASCAP/Bayjun are listed for piano/vocal sheet music copies
100 DIGITAL DISPLAY (Black Stallion, ASCAP/Jobete, ASCAP/See This House, 9% NO FRILLS LOVE Beat, BMI) and may not represent mined folio rights.
(Ready For The World, BMI/MCA, ASCAP/Off ASCAP/Blackbull, ASCAP) CPP (Unique, BMI/Shakin' Baker, BMi/Tina B. Written, 17 SUGAR FREE
Backstreet, BMI/Walk On The Moon, BM1) 50 I'D RATHER BE BY MYSELF (:1'])) (Tricky-Trac, BM1) ABP April Blackwood CPP Columbia Pictures
79 00 {T TO ME GOOD (TONIGHT) (Timberlake, BMI/Top-Bound, BMI/Double Sting, 32 NO MORE 39 THE SWEETEST TABOO ALM Almo HAN Hansen
(Shannonlatisse, BMi/American League, BMI) BMI1,/Schu-Baby, BMI) (Troutman's, BMI/Saja, BMI) (Sitver Angel, ASCAP/Famous, ASCAP) CPP B-M Belwin Mills HL Hal Leonard
7 DO ME BABY 93 IF ONLY FOR ONE NIGHT 37 (NOTHING SERIOUS) JUST BUGGIN' S TENDER LOVE B-3 Big Three /MM Ivan Mogull
(Controversy, ASCAP) (Alma, ASCAP/Rutiand, ASCAP) CPP/ALM (ADRA, BMI/Guinea Farm, BMI) (Flyte Tyme, ASCAP) B Bradle cARNCA
74 DON'T YOU WANT MY LOVE 35 IF YOU SHOULD EVER BE LONELY 90 ON THE SHELF 43 THAT'S WHAT FRIENDS ARE FOR ChA Ch J e
(ATV, BMV/Les Editions Musicale, PRO) (Stone City, ASCAP/National League, ASCAP) CPP (Pizzaz, BMI/Guadeloupe, BMI) (Carole Bayer Sager, BMI/Wamer-Tamerlane, papchapeell eer Southern
80 FAIRYTALE LOVER 71 IF YOUR HEART ISN'T IN IT 33 THE ONE YOU LOVE BMI/New Hidden Valey, ASCAP/WB, ASCAP) CLM Cherry Lane  PLY Plymouth
(ADRA, BMI/K £.D., BMI/Mokojumbi, BMI) ~  (Almo, ASCAP/Redhead, ASCAP/Hamish, (Chappell, ASCAP/Richer, ASCAP/Jobete, 77 TOUCH ME CPi Cimino WBM Warner Bros.

ASCAP/Stuart, ASCAP/Joe's, ASCAP)

ASCAP/R.K.S., ASCAP/Conceited, ASCAP) CPP

(Jobete, ASCAP/Tall Temptations, ASCAP)
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A éf," 2
\}:, LAABEIT :SNTJMBER/DismlaunNG LABEL (SUG. LIST PRICE) TITLE /{z\? § "\% &p . LAAIaEr Al.ermezwmsmleumc LABEL (SUG. LIST PRICE)* TITLE
@ I i 147 SADE A PORTRAIT FR 40263/EPIC (CD) 7 weeks at No. One PROMISE 39 39| M4 7 SOUNDTRACK JIVE JL3-8406/ARISTA (9 98) (CD) JEWEL OF THE NILE
@ | 2 50 WHITNEY HOUSTON A3 ARISTA AL8-8212 (8.98) (CD) WHITNEY HOUSTON 40 35 28 16 GRACE JONES MANHATTAN ISLAND 53021/CAPITOL (8.98) SLAVE TO THE RHYTHM
@ 4 5 16 NEW EDITION @ mca 5679 (8.98) ALL FOR LOVE 41 41 43 19 FULL FORCE coiumgia BrFC 40117 FULL FORCE
4 3 3 44 | ATLANTIC STARR @ a&M 5p-5019 (8.98) AS THE BAND TURNS 42 | 43 | st 8 COLONEL ABRAMS wmca 5683 (8.98) COLONEL ABRAMS
@ 5 7 38 RENE & ANGELA MERCURY 824607-1M1/POLYGRAM (8.98) (CD) STREET CALLED DESIRE 43 | 2| 3B | 65 KOOL & THE GANG A DE-LITE 822943-M-1/POLYGRAM (8.98) (CD) EMERGENCY
6 7 6 12 | L.L. COOL J coLumBia BFC 42039 (CD) . RADIO M | 45 | 40 | 6l KLYMAXX @ MCA/CONSTELLATION 5529/MCA (8.98) MEETING IN THE LADIES ROOM
7 6 4 22 STEVIE WONDER A2 TAMLA 6134TL/MOTOWN (9.98) (CD) IN SQUARE CIRCLE 45 40 42 21 EDDIE MURPHY COLUMBIA FC 39952 (CD) HOW COULD IT BE
1 13 5 MELI'SA MORGAN capPITOL 5T-12434 (8.98) DO ME BABY 56 | 64 3 JUICY PRIVATE | BF2 40098/EPIC IT TAKES TWO
9 10 | 18 | ZAPP waRrNER BROS 25327 (8.98) THE NEW ZAPP IV U 47 48 | ‘83 18 VAL YOUNG GORDY 6147GL/MOTOWN (8.98) SEDUCTION
10 9 8 43 FREDDIE JACKSON A caPITOL ST-12404 (8.98) ROCK ME TONIGHT 55 85 42 STANLEY JORDAN BLUE NOTE BT 85101/CAPITOL (8.98) (CD) MAGIC TOUCH
® 13 | 15 17 CHERRELLE 7BU BF2 40094/£PIC HIGH PRIORITY 49 44 kx} 31 PATTI LABELLE P1R. FZ 40020/£PIC PATTI
12 10 9 13 DIONNE WARWICK ARISTA AL8-8398 (8.98) (CD) FRIENDS 50 | & 47 27 JENNIFER HOLLIDAY GEFFEN GHS 24073/WARNER BROS. (8.98) SAY YOU LOVE ME
(Q3)| 20 | 2 | 3 | JANET JACKSON AM SP5106 (@.98) CONTROL 51 | 54 | 54 | 28 | LM LISA/CULT JAM WITH FULL FORCE (15 LISA/CULT JAM WITH FULL FORCE
14 12 11 42 READY FOR THE WORLD A mca 5594 (8.98) (CD) READY FOR THE WORLD 52 52 52§ 31 THE FAT BOYS @ sutra 1016 (8.98) THE FAT BOYS ARE BACK
@ 17 17 8 YARBROUGH & PEOPLES TOTAL EXPERIENCE TELB-5715/RCA (8.98) GUILTY 53 51 49 16 ARTISTS UNITED AGAINST APARTHEID MANHATTAN 53019/CAPITOL (8.98) SUN CITY
16 20 9 THE GAP BAND TOTAL EXPERIENCE TEL8-5714/RCA (8.98) GAP BAND VII 54 50 41 22 SOUNDTRACK 43 MCA 6150 (9.98) (CD) MIAMI VICE
@ 18 {19 7 FORCE M.D.’S waARNER BROS./TOMMY BOY TB 1010/WARNER BROS. (8.98) CHILUIN 55 | 46 | 34 | 20 | SOUNDTRACK warNER BROS. 25295 (8.98) KRUSH GROOVE
18 | 14 | 12 | 21 | MORRIS DAY ® warneR BROS. 25320 (8.98) (CD) THE COLOR OF SUCCESS (86| 60 | 60 | 9 | LUSHUS DAIM & THE PRETTY VAIN MORE THAN YOU CAN HANDLE
19 { 15 16 | 20 ISLEY/JASPER/ISLEY CBS ASSOCIATED BFZ 40118/EPIC CARAVAN OF LOVE 57 | 87 | 50 | 24 | MAURICE WHITE coLumBia FC 39883 MAURICE WHITE
% |29 18 | TEDDY PENDERGRASS asyLuMm 60447/ELEKTRA (8.98) WORKIN' IT BACK 58 | 61 | 63 14 BOBBY BLAND mALACO MAL 7429 (8.98) MEMBERS ONLY
21 21 22 14 EUGENE WILDE PHILLY WORLD 90490/MCA (8.98) SERENADE 63 | — 2 MANTRONIX SLEEPING BAG TLX 6 (8.98) THE ALBUM
2|22 34 | ARETHA FRANKLIN A ariSTA AL 8-8286 (8.98) (CD) WHO'S ZOOMIN' WHO 60 | 62 | 65 7 JOHNNIE TAYLOR MALACO 7431 (8.98) WALL TO WALL
(@3)| 24 | 18 | 30 | STARPOINT ciexira 60424 (8.98) RESTLESS BT MUSIC FROM BILL COSBY SHOW/GROVER WASHINGTON JR_ | 0U/SE FULL OF LOVE
24 19 14 29 FIVE STAR RCA NFL1-8052 (8.98) LUXURY OF LIFE 62 | 49 | 48 12 EVELYN “CHAMPAGNE" KING Rca AFL1-7015 (8.98) A LONG TIME COMING
B2 23 20 TA MARA & THE SEEN a&m 5p6-5078 (6.98) TA MARA & THE SEEN 63 | 66 56 | 49 ALEXANDER O'NEAL T1ABU FZ 39331/EPIC ALEXANDER O'NEAL
2% | 26 | 0 9 STEPHANIE MILLS mca 5669 (8.98) STEPHANIE MILLS NEW ) VANITY MOTOWN 6167ML (8.98) SKIN ON SKIN
@ 30| 3 5 SMOKEY ROBINSON TamLA 6156TL/MOTOWN (8.98) SMOKE SIGNALS @ NEW)D JERMAINE STEWART ARISTA/10 ALB-8395/ARISTA (8.98) FRANTIC ROMANTIC
38 | 36 | 16 | BERNARD WRIGHT MANHATTAN 53014/CAPITOL (8.98) MR. WRIGHT 66 | 58 | 57 | 56 | RUN-D.M.C. @ prOFILE PRO 1205 (8.98) (CD) KING OF ROCK
@ 37 39 17 THE JETS mca 5667 (8.98) THE JETS 67 67 58 28 THE FAMILY PAISLEY PARK 25322/WARNER BROS, (8.98) THE FAMILY
30 (289§ 27 15 | THE ISLEY BROTHERS WARNER BROS. 25347 (8.98) MASTERPIECE 68 | 69 | — 2 DAMON RENTIE TBA TB 212/PALO ALTO (8.98) DESIGNATED HITTER
@ H 46 17 | ‘ROY AYERS coLumsia FC 40022 YOU MIGHT BE SURPRISED 69 59 i 61 31 THE POINTER SISTERS A RCa AJL1-5487 (8.98) (CD) CONTACT
32 | 32 | 45 | 56 | SADE A PORTRAIT BFR 39581/EPIC (CD) DIAMOND LIFE 70 L 73 | 68 | 10 | THE WINANS QWEST 25344/WARNER BROS. (8.98) LET MY PEOPLE GO
338 % 14 | KASHIF ARISTA ALB-8385 (8.98) (CD) CONDITION OF THE HEART 71 1 70 | 62 | 25 | DURELL COLEMAN iSLAND 90293/ATLANTIC (8.98) DURELL COLEMAN
M| A 13 THE TEMPTATIONS GORDY 614GL/MOTOWN (8.98) TOUCH ME 72 | 64 | 66 17 PATTI AUSTIN QwEST 25276/WARNER BROS. (8.98) GETTIN' AWAY WITH MURDER
B3l 32 50 LUTHER VANDROSS A EPiC FE 39882 (CD) THE NIGHT | FELL IN LOVE 73 | 68 | 59 | 30 9.9 RCA NFL1-8049 (8.98) 9.9
36 | 28 | 25 | 26 | SHEILA E. ® paiSLEY PARK 35317/WARNER BROS. (8.98) (CD) ROMANCE 1600 74 | 72 | 70 |<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>