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The Hits Are Here, But

This story prepared by Geoff May-
field and Fred Goodman.

NEW YORK A spate of new re-
leases by proven artists—including
Van Halen, Prince, Patti LaBelle,
Billy Ocean, and Journey—is giving
sluggish record sales a shot in the
arm. But while the recent surge has
made retailers cautiously optimistic
about summer sales, high prices
and the absence of a clear-cut block-
buster album are reported as prob-

Retailers Blame
List-Price Gap
For Profit Dip

This story prepared by John Sip-
pel in Los Angeles and Geoff May-
field in New York.

NEW YORK Music retailers, con-
tending with recent across-the-
board wholesale price increases in
the face of stabilized suggested list
prices, say they are finding it hard-
er to make their margins.

A number of dealers say they
have suffered a sharp decline in
gross revenues since July 1985,
most notably as a result of a sharp
dropoff of unit sales per store. De-
spite reduced margins—$8.98 list al-
bums wholesaling for between $5.25
and $5.65, and $9.98 product fetch-

(Continued on page 72)
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lems by many.

““We’ve seen a strong pickup in
business over the last two weeks,”
says Howard Applebaum, vice pres-
ident of the 27-store Kemp Mill Rec-
ords chain serving the mid-Atlantic
states. “Business is certainly better
than it was six or eight weeks ago.
Our top five records for both r&b
and pop are very big—bigger than
they’ve been in a long time. But it
takes more than five or six records
to do a good business.”

Five months ago, after what most
retailers termed a disappointing
fourth quarter (Billboard, Jan. 11),
dealers were practically universal in
blaming much of their woes on a
lack of blockbuster product. Those
complaints lingered through the
first quarter of 1986.

(Continued on page 72)

Top Stars Seek Exposure On The Road
Some Dealers Still Worry  Summer Tour Circuit Sizzles

BY STEVE GETT

NEW YORK Pop sta-s are hitting
the American road ir droves this
summer.

Promoters and talent agents na-
tionwide anticipate a 20oming con-
cert dusiness in the coming months.
At least 40 acts on th's week’s Top
Pop Albums chart are supporting
their latest product with live ap-
pearances through Labor Day
weekend.

Tte heavy schedule seems to re-
flect a renewed emphasis on touring
as a promotional tool—at a time
when other means of Joosting sales
and radio exposure are beingz ques-
tioned.

“It’s going to be the biggest sum-
mer—if not ever-—certainly in the

ADVERTISEMENTS

the UNFORGIVEN

SOONER OR LATER IT WAS BOUND TO COME TO THIS . ..
The debut aibum from THE UNFORGIVEN (60431) features the
single and video *'| Hear The Call.” Listen to tha sound of the
new frontier. Produced by John Boylan. On Elextra Music
Cassettes, Records and Compact Discs. Don't miss

THE UNFORGIVEN on tour soon.

and feel the heat!

CON FUNK SHUN has radio and retail blazing with “Burn n’
Love,” (834-762-7) a perfect spring-intc-summer scorchet. It's
their hottest single yet! Be looking for the new CON FUNK
SHUN album, Burnin’ Love, produced by Billy Osborne and
Atalla Zane Giles. Get it on Mercury Records and Cassettas,

last six or seven years,” says New
Jersey-based promote~ John 3cher,
who is presenting the triple bill of
Bob Dylan, Tom Petty, ard the
Grateful Dead at four summ-r sta-

Concert insurance
crisis, see page 3

dium dates in “he Northeast.

The month-long Dylan anc Petty
tour promises to be the season’s
landmark outing, along with the six-
date nationwile Amnesty Interna-
tional tour, headlined by Sting, U2,
and Bryan Adams.

Unlike recent summers, the ma-
jor tours are zenterimg on multiple
arena dates, rather than larger out-

door shows. Van Halen and ZZ Top
are two of but a handful of acts
booked for large outdoor shows, but
the groups will basically concen-
trate on indoor venues to support
their current releases.

Promoters say that the absence
of full-scale stadium tours can be
linked in part to escalating insur-
ance rates (see story, page 3).

The heavy traffic on the summer
touring circuit offers a diversity of
talent covering all forms of music.

Bob Seger and Journey are
among the other top rock acts en-
gaging in nationwide arena tours,
often performing multiple dates in
select cities.

Heavy metal is represented on

(Continued on page 73)

Russian Rockers
Organize To Aid
Nuke Victims

BY BILL HOLLAND

WASHINGTON Russian rock
stars are seeking official backing to
stage concerts at several sites in
Moscow next month to benefit vie-
tims of the Chernobyl nuclear reac-
tor accident, according to sources in
the USSR and Europe.

The organizers are hoping to gain
sanction for the events from Alex-
ander Yakoviel, head of cultural af-
fairs and propaganda at the Central
Committee Secretariat.

The Young Communist League in
Moscow has agreed to make the-
aters and halls available throughout
the city. The organization released
the following statement in the May

(Continued on page 67)
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STARSHIP

~ SUPERSTAR CONCERT SERIES prcudly presents an exclusive S0-minute concert per-
formance by the new band with a 21-year history — The Starship — airing the wezkend
of Saturday, June 14 on more than 400 Westwood One Radio Networks affiliates
throughout North America. Recorded by Westwaood One's mobile studios durirg the
fivesome's most recent swir g through Texas, the set features powerful performances
of songs spanning three decades, from “Somebody To Love" and "White Rabbit™ to the

~ #1 Knee Deep In The Hoopls smashes “We Built This City” and “Sara; plus the latest
single, “Tomorrow Doesn't V atter Tonight” Make sure you and your listeners don't miss
Grace, Mickey, Craig, Pete and Donny as they get knee deep In hits on the Superstar
Concert Series! To find out more about the most | stened-to performance program on |

‘c radio, call Westwood One ir Los Angeles at (213) 204-5000, in New York at 1212)

1 682-4600, or Telex 43960° 5 WWONE.
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Promoters Bemoan Insurance Hikes
Costs Go Up, Coverage Down

BY STEVE GETT

NEW YORK The summer touring
circuit is hot, but top U.S. promot-
ers say they are getting burned by
dramatic increases in the cost of
concert liability insurance.

Promoters.say escalating rates
will inevitably result in higher tick-
et prices and already have caused a
marked decline in stadium book-
ings. “Outdoors, it's almost impossi-
ble to get the coverage,” says Jack
Boyle, of Florida-based Cellar Door
Concerts, adding, “I'll sum up the
whole issue in one four-letter
word—help.”

“It’s the worst experience of my
life at this time,” says Louis Messi-
na, of Pace Concerts in Houston,
Texas. “The cost has just skyrocket-
ed.”

Messina says he was forced to re-

schedule the annual Texas World
Music Festival at the Dallas Cotton
Bowl because of difficulty securing
a $10 million insurance policy. “I fi-
nally got it,” he says. “I can’t dis-
close the figure, but I will say it was
astronomical.”” The concert will be
held July 19, with Van Halen as
headliner.

A reliable source says Messina
had to pay ““about $85,000,” noting,
“That’s about a dollar a ticket—if
he gets the 90,000 capacity crowd.”

Promoters complain that the lat-
est policies available offer less cov-
erage for more money. As a result
they must buy expensive additional
coverage for certain types of
events, such as outdoor shows.

In recent years, the average cost
per ticket for concert liability insur-
ance was about 4 to 5 cents. “I'm
now paying 35 cents per head,” says
Messina. “For my stadium shows it
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“A CONSPIRACY OF HOPE & *

" AMNESTY INTERNATIONAL . .

was just tough to get a quote. I
don’t think we've seen the end of it
in terms of the worst of what’s go-
ing to happen.”

Barry Fey, head of the Denver-
based Feyline company says, “My
premium has tripled—it’s now at 25
cents per ticket.” Fey’s summer
businéss includes 44 performances
at the 9,000-seat Red Rocks Am-
phitheatre. “So far the insurance is-
sue hasn’t stopped us from doing
any shows,” he says, adding, “I
would hope it doesn’t reach that
point.”

Jack Orbin, whose Stone City At-
tractions promotes concerts in vari-
ous Texas venues, including the
Dallas Reunion Arena and the San
Antonio Convention Center Arena,
says his company has to pay “any-
where between 20 and 30 cents per
head.”

(Continued on page 73)
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A Conspiracy Of Hope. Bill Graham, producer of the forthcoming Amnesty International concert series, displays a bill
promoting the event at a recent press conference in New York. Flanking him are John Scher, left, promoter of the June 15
finale at New Jersey's Giants Stadium, and artist Lou Reed. (Photo: Chuck Pulin)

Amarillo Meet Is Group’s First Since 1983

Western Ghief Wild About Chain’s Future

BY EARL PAIGE

AMARILLO Western Merchandis-
ers’ retail group delegates heard
bold talk of record profits and a fa-
vorable future at the chain’s 15th
sales seminar here (14-18).

Group president John Marma-
duke told the delegates to concen-
trate on fine tuning an already effi-
cient system. Such efforts already
are paying off, he said.

“Our profits [through] March
were in excess of profits in January
through May of last year,” said
Marmaduke.

He went on to urge Western Mer-
chandisers store personnel to main-
tain a realistic view. “The business
never looked better. We're doing
some fun things. The record busi-
ness is not drying up along the way
either, although some of our acqui-
sitions possibly benefitted from peo-
ple thinking that way.

“What happens is people see a Mi-
chael Jackson and they say, ‘This is
the new plateau.” It’s not. Enjoy
these phenomenal bits when they
come along, seize them. But be real-
istic. There are always phenomena.
Take the ‘Saturday Night Fever’ or
death of Elvis phenomena out of it
and the record business still is very
favorable.

“The record business is a little
tougher now, we need to be more
profitable, we need to be tighter on
returns, we need to increase our or-
der skills. We need to be realistic
and realize that some of those dumb
real estate deals may not pay off in
five years as was once the case,”
said Marmaduke in a prepared
speech.

‘“We’re down from 131 to 119
stores since a year ago and generat-
ing more volume,” he told Billboard
in an exclusive interview. As head
of the privately held firm with

stores from Florida to Washington,
plus a huge rackjobbing and one-
stop operation, Marmaduke stress-
es that the swift changes occurring
require ‘“better management than
ever.”

The upbeat spirit of Western Mer-
chandisers’ delegates surprised and
delighted the 60 vendors exhibiting.
Western Merchandisers has not
held a convention since 1983.
“We've just been too busy,” says
Marmaduke, mentioning the firm's
last major acquisition involving 24
stores and the Alta rack operation
in Utah.

Actually, Western Merchandisers
is holding more meetings than ever,
says Marmaduke. “We have region-
als once a quarter,”’ the hubs of
which are six warehouses. ‘“Our re-
tail people meet every 45 days.”
Home video has encouraged addi-
tional meetings. “Where we meet

(Continued on page 67)
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Taping Bill Is Out 0f Subcommittee
6-2 Vote Sends Act To Full Panel

BY BILL HOLLAND

WASHINGTON The Home Audio
Recording Act, bill S. 1739, was vot-
ed 6-2 out of the Senate Copyright
Subcommittee May 21 to the full Ju-
diciary Committee.

In the amended bill, sponsored by
Committee Chairman Charles McC.
Mathias (R-Md.), there is no royalty
imposed on blank tape (Billboard,
May 17). The legislation also makes
it clear that video recorders, person-
al Walkman playback-only ma-
chines, and equipment used by busi-
nesses and nonprofit organizations

are not subject to the royalty.
The bill, as amended by the sub-

committee, exempts noncommercial -

home taping of copyrighted music
from infringement and places royal-
ty rates of 5% of wholesale price on
conventional recording equipment
used to copy music and 25% of
wholesale price on so-called dual-
port dubbing decks.

The marked-up bill keeps intact
the royalty sharing plan offered by
the recording industry last month to
counter criticism that the legislation
would benefit only the major record
companies and their superstar art-

Highlights

The vote: 6-2, by roll call. Sen.
Laxalt (R-Nev.) was not present.
Bill now goes to full Judiciary
Committee.

What’s in? Exemption from
copyright infringement for non-
commercial audio home taping, a
5%-of-wholesale-price royalty on
music-copying tape recorders, 25%
for dual-port dubbing machines.
VCRs, Walkmans, and machines
used by businesses and nonprofit
organizations are not subject to
royalty. Copyright Royalty Tribu-

0f S. 1739

nal (CRT) will distribute fees.

What's out? No penny-a-minute
royalty on blank tape. This deci-
sion cuts the projected royalty
pool by more than half, to $80 mil-
lion-$100 million annually.

What was not addressed? The
recording industry’s alternative
antiduping plan and copy-encod-
ing technology.

How about the House version?
No hearings have yet been sched-
uled on H.R. 2911. Senate success
may increase its slim chances.

ists (Billboard, April 5).

S. 1739 makes little mention of
the antiduping plan offered by the
industry, which calls for labels to
produce regular and encoded rec-
ords and for tape recorders to be
manufactured with an antiduping
decoding chip, thus avoiding a roy-
alty. However, the bill still exempts
recorders equipped with copy-code
technology.

Royalties, believed to total be-
tween $80 and $100 million annual-
ly, will be collected by the Copy-
right Office and distributed by the
Copyright Royalty Tribunal (CRT),
according to a detailed formula that
Sen. Mathias said will avoid the dis-
tribution controversies and court
cases that are the beleaguered
CRT's best-known legacy.

The distribution plan adopted by
the subcommittee allocates 2% off
the top of the royalty fund to the
National Endowment for the Arts
(NEA) for the support of aspiring
musicians. That 2% was to have
been split with the Songwriters
Guild Foundation in an early draft
of the bill, but that provision was
struck.

Eighty percent of what is left is to
be distributed in proportion to the
sales and radio airplay of all copy-
righted musical recordings to all
beneficiaries, large and small—la-

(Continued on page 67)

Critics Of Move Contend Decision Is Premature

Schwann Commits To CD-Oriented Catalog

BY IS HOROWITZ

NEW YORK Schwann’s decision to
replace its monthly record and tape
catalog with a compact disk catalog is
seen by some dealers and record la-
bels as driving yet another nail in the
standby coffin of the traditional con-
figurations.

ABC Schwann Publications in-
formed subscribers last week that
they will be receiving the new publi-
cation beginning in July. It will list all
CDs currently available at the time,
but limit LP coverage to new releases
and deletions, and cassettes solely to
new releases.

Occasional “super” Schwanns con-
taining active catalog LPs and cas-
settes, along with CDs, will be pub-
lished, but these will be made avail-
able only at separate cost. One is due
out in June, just before the new CD
catalog is launched, and another is
scheduled for release in November.

Bill Tynan, publisher of the
Schwann catalog and sister ABC
publication High Fidelity, says it is
hoped the super catalog will become
a quarterly.

Those objecting to the new
Schwann approach feel the move is
decidedly premature, and will serve
only to hurry along the demise of the
LP. They also complain that the cas-
sette, a thriving configuration, will
suffer inadvertently.

While many larger retailers find
Phonolog their prime catalog re-
source, the ready reference capability
of the Schwann and its widespread
use by consumers have made it a po-
tent marketing aid for the past sever-
al decades.

It had been rumored that Poly-
Gram, because of its leadership role

in CD, had been a supporter of the
Schwann decision. But Joe Parker,
PolyGram Classics marketing vice
president, tagged the development as
“premature.” He said that in discus-
sion with dealers, he found the major-
ity felt the same way and that sales
of catalog LPs and cassettes would
be hurt. He said he hoped Schwann
would reconsider.

At RCA Red Seal, marketing exec-
utive Irwin Katz found the step “irre-
sponsible.” CBS Masterworks execu-
tives called it “a mistake.”

A typical dealer reaction came
from Debbie Morgan, general man-
ager of records for J&R in New
York. She called the decision “unfor-
tunate, because the retailer wants to
sell everything possible.”

NEW YORK The soundtrack to
the film “Good To Go’’ and new al-
bums due from Frankie Goes To
Hollywood and U2 are Lou Mag-
lia’s top priorities as the new U.S.
president of Island Records.
Maglia, who joined the label ear-
lier this month (Billboard, May 24),
supervises a staff that has been
trimmed by attrition and layoffs in
the last 12 months. But he says Is-
land is now at its proper size.
“We’ve done all the shrinking
we're going to do,” he says. ‘“Our
in-house staff will stay as it is. It's
the nucleus that just brought in a
No. 1 record [Robert Palmer’s ‘Ad-
dicted To Love’].”” He further
notes that Island has “access to
the people at Atlantic and WEA.”
The label is distributed by WEA
via an arrangement with Atlantic.
“Good To Go,” the first in-house
production by Island Films, is slat-
ed to reach theaters in July. Mag-
lia says the first single from the
soundtrack will be released July 7

No More Shrinking, Says Label Prez
Maglia Helming Island

with two others to follow shortly
thereafter. “We're going to try
and work three singles almost si-
multaneously,” he says.

Future synergy between Is-
land’s film and record divisions is
expected. “The film division is ob-
viously very important to [Island
founder and chairman] Chris
Blackwell. Put together, I think
the company looks great.”

Aside from the albums to come
from Frankie Goes To Hollywood
and U2—neither of which have re-
lease dates yet—Maglia says Is-
land remains committed to its tra-
ditional strength in reggae, and is
preparing a new Bob Marley re-
lease. As for other signings, Mag-
lia says he is ‘“dabbling in a couple
of things” and adds that “Chris is
working on things as well.”

Prior to joining Island, Maglia
had most recently served as exec-
utive vice president of Elektra
Records. FRED GOODMAN

CD Expansion. EMI executives gather for the official opening of the company's
first compact disk manufacturing and mastering plant, located in Swindon,
England. The facility utilizes the existing Thorn EMI Video High Density disk
plant there, and intitial production began earlier this year. EMI plans to open a
second plant in Jacksonville, ill., later this year. Shown are, from left, the
president and chief operating officer of EMI Music Europe & International, Ken
East; EMI Records U.K. managing director Rupert Perry; and the chairman and
chief executive of EMI Music Worldwide, Bhaskar Menon.

Executive Turntable

RECORD COMPANIES. Rupert Perry is appointed managing director of EMI Re-
cords Ltd., succeeding Peter Jamieson who has resigned. Perry was previ-
ously executive assistant to Bhaskar Menon, chairman and chief executive
of EMI Music Worldwide in Los Angeles.

Arista Records in New York promotes Don Ienner to senior vice presi-
dent of marketing and promotion and Roy Lott to senior vice president of
operations. Both were vice president of their respective areas.

EMI America Records in Los Angeles makes the following additions to
its promotion staff: Cliff Schultz, national director of sales; Tony Richland

x?,)/
.

SCHULTZ

a2
IENNER LoTT
as national director of adult contemporary promotion; Rusty Garner, na-
tional director of club promotion for Capitol/EMI America/Manhattan; and
Jack Silverstein and Harry Schwartz, promotion managers. Rich Tam-
burro and Shelley Green were appointed as national director of promotion
and national director of video, respectively.

Steve Mandel joins Columbia Records as associate director of publicity,
East Coast in New York. He was with Diamond Dave Enterprises and Van
Halen Productions, where he handled publicity for Van Halen and David
Lee Roth.

RICHLAND

MANDEL

RUSSELL

KEMP

BOMAR

Clifford Russell is promoted to regional promotion marketing manager

of black music and jazz promotion at Epic/Portrait/CBS Associated Labels,
based in Chicago. He was an account service representative.
_ PolyGram Records.makes the following appointments in New York: Bill
Smith as national singles specialist/Southeast and Southwest regional pro-
motion manager; Dave Loncao, Midwest regional promotion manager; Pat
Rascona, local promotion manager, New York; and Neda Tobin, local pro-
motion manager, Dallas.

Adrian Vogel is named manager of international a&r and international
promotion for CBS Records Spain. He was product manager for CBS Rec-
ords International.

Jem Records in South Plainfield, N.J., appoints Bob Knickman produc-
tion manager. He previously worked as assistant to producers Steve Lilly-
white and Stefan Galfas. ’

HOME VIDED. Vestron Video makes the following changes in Stamford, Conn.:
Strauss Zelnick as senior vice president of corporate development; Ste-
phen Monas, director of business affairs; Adam Platnick, associate direc-
tor of business affairs; Susan Brooks, associate director of business af-
fairs; and Judith Steckler, director of legal affairs. Zelnick was vice presi-
dent of international sales, television for Columbia Pictures. Monas was
associated with the New York law firm of Pavia and Harcourt.

Eve Kemp is promoted to director of advertising and sales promotion for
(Continued on page 66)
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VIDEO’S NOW AT HOME IN BOOKSTORES

Software Is A Top Attraction At ABA Convention

BY JIM McCULLAUGH

NEW ORLEANS Home video
grabs a high profile at the American
Booksellers Assn. Convention here
Saturday through Tuesday (24-27),
with more than 50 software vendors
exhibiting and many more in atten-
dance. Last year’'s ABA drew only a
handful of programmers. In all,
more than 1,000 exhibitors are on
hand.

Video also figures to help boost
this year’s attendance to more than
15,000. In addition, a panorama of
alternative retailers, such as record
outlets, are on hand to examine the
booming books-on-cassette phenom-
enon (see special section).

The dramatic video turnaround
stems from the fact that book-
stores, led by the Waldenbooks and
B. Dalton chains, have become ma-
jor sell-through factors in home vid-
eo. Home video suppliers say that
bookstores can represent as much

as 25% of the sell-through units on a
promotionally priced theatrical title.

A recent Cambridge Associates
study (Billboard, May 24) points out
that close to 10,000 book outlets in
the U.S. are generating about $400
million in business from home video.
Overall, suppliers say bookstores
may now represent 10% of the total
video market.

Don Edwards, manager of audio/
video development for the Stam-
ford, Conn.-based Waldenbooks
chain, says video is beyond the test
phase and-is solidly in 940 of the
chain’s 980 stores. Moreover, televi-
sion monitors will be put into newer
stores and older stores as they are
refurbished. Waldenbooks is also
examining the concept of separate
video-only stores.

B. Dalton has also made a major
commitment to video, according to a
spokesman, and plans to significant-
ly increase video’s presence, al-
ready substantial, in its 753 stores.

Asher/Krost/Reid Triumvirate

Three Top Managers Merge

LOS ANGELES Veteran personal
managers Peter Asher, Barry Krost,
and John Reid have pooled resources
to form a new worldwide manage-
ment combine, Asher/Krost/Reid
Management, which will span music,
movies, and television.

The merger couples the music-ori-
ented clientele of the Asher and Reid
firms with Krost’s holdings in film
and TV, including his interests in
program packaging and production.
The combined management roster
for the new venture brings together
recording acts Kiki Dee, Elton John,
Joni Mitchell, Linda Ronstadt, James
Taylor, and Jane Wiedlin, and addi-
tionally includes film and television
performers Billy Connolly, Bill Da-
vis, Robert Foxworth, Elizabeth
Montgomery, Anthony Peck, and
Barry Sandler.

Operations for the new company
will be directed from Asher’s office
building here and Reid’s London
headquarters, with an affiliate staff
available in Australia via Kevin Rit-
chie’s Duet Productions.

All three entrepreneurs have long

maintained their own companies,
making the partnership a significant
shift in strategy. The closer inter-
play between the music, film, and
television communities is cited as re-
inforcing the move.

“The media are more interwoven
now, and harder to separate,” notes
Asher. “For example, Jane Wiedlin,
who is a singer and songwriter first,
is now out doing a string of acting
jobs. She’s still slated to start a sec-
ond solo album soon, but she's been
well-received for this new career.”

Krost, whose early career in music
management led to his recent con-
centration in movie and TV packag-
ing and management, agrees, not-
ing, “There’s barely a film made to-
day that doesn’t strive for a strong
soundtrack album.”

Still, Asher stresses that “we’re
doing it because it’s fun, and we
want to bounce ideas off each oth-
er.” Reid agrees, noting that he
sought the linkup after learning that
Asher and Krost planned to combine
forces.

(Continued on page 72)

AMG Sales Survey Issued

NEW YORK Fueled by a sharp
rise in consumer demand for elec-
tronic instruments and accessories,
sales of those items, music print,
and sound-reinforcement equip-
ment rose 8% in 1985, to $2.7 billion.

In its annual review, the Ameri-
can Music Conference says that
electronic instruments and accesso-
ries alone accounted for $1.2 billion.
The biggest gainer in this category
was electronic keyboards, which
showed a 41% increase over 1984, to
$533.6 million.

Fifteen percent dollar and 6% unit
gains are cited for domestic and im-
ported acoustic and electric guitars
and other fretted instruments. This
is attributed to the continued de-
mand created by rock recordings,
shows, and music videos and to a
large number of first-time players
entering the market. The report

also notes an acoustic-guitar trend.

Stringed instruments were big
losers in 1985, largely as a result of
a 54% drop in the number of inex-
pensive units imported from China,
carry-over inventory from the previ-
ous year, and growing numbers of
rental/lease programs. Stringed in-
struments dropped 19% in sales,
28% in units sold.

Both woodwind and brass instru-
ments showed slight increases in
units and dollars.

The 1986 edition of AMC’s “Music
USA,” which reviews 14 instrument
and related equipment categories,
provides import and export figures
and includes data from a 1985 AMC-
sponsored Gallup survey of U.S.
amateur music participation.

IRV LICHTMAN

Waldenbooks has heightened its
presence by advertising in USA To-
day and taking advantage of vendor
advertising dollars.

“I think we’ve become recognized
as a place to find video now,” says
Edwards, who has also engineered
such in-store events as having Pete
Rose sign autographs at a Long Is-
land, N.Y., outlet when the Cincin-
nati Reds were in town to play the
Mets. The focus was to generate
more interest in Embassy’s Pete
Rose baseball instruction cassette.

Says Rand Bleimeister, Embassy
senior vice president, ‘“We sold
8,500 Pete Rose tapes to traditional
video stores. Another 25,000 went to
some six or seven retailers. Two of
those were Waldenbooks and B.
Dalton.”

(Continued on page 70)

Scoring Big. Columbia Records’ top brass present the Outfield with a gold disk
for its debut album “Play Deep.” Standing in the label’s New York offices are,
from left, CBS Records Division president Al Teller, group member John Spinks,
Columbia’s senior vice president of a&r Mickey Eichner, and senior vice
president of marketing Bob Sherwood. Kneeting are group members Alan
Jackman and Tony Lewis.

by Paul Grein

GENESIS’ “Invisible Touch’ en-
ters this week’s Hot 100 at Nc. 45,
becoming the highest-debuting sin-
gle so far this year.

Even more remarkably, four
past or present members of the
group are listed in this week’s top
40. Mike (Rutherford) & the Me-
chaniecs’ “All I Need Is A Miracle”
leaps to No. 6; Phil Collins’ “Take
Me Home" drops from its No. 7
peak to No. 18; Peter Gabriel's
“Sledgehammer” surges to No. 39;
and GTR’s “When The Heart
Rules The Mind” jumps to No. 40.
The latter group features former
Genesis guitarist Steve Hackett.

Mikel Sittason of Decatur, Ala.,
notes that—counting the current
Genesis hit, which features Tony
Banks—all five members of the
old Genesis quintet are represent-
ed on the current chart. Sittason
suggests that this is the first time
all members of a quintet have been
listed on the Hot 100 with differant
records. ‘“‘Even the Beatles
couldn’t do this,” he reasons, ‘be-
cause there were only four of
them.” You can’t argue with that.

“Invisible Touch” may well de-
come Genesis’ highest-charting
single to date. That distinction is
currently held by the 1984 hit
“That’s All,”” which peaked at
No. 6.

PATTI LABELLE’S “Winner In
You" leaps to No. 8 on this week’s
Top Pop Albums chart, while
Whitney Houston’s smash debut
album holds at No. 1 and Janet
Jackson’s “Control” jumps to No.
6. This is the first time in the his-
tory of the pop album chart that
three black female soloists have
been in the top 10 simultaneously.

The “solo” distinction is impor-
tant. In July 1979, Donna Sum-
mer, Anita Ward, and Sister
Sledge were listed in the top 10

CHAR
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with ““Bad Girls,” ““‘Songs Of
Love,” and “We Are Family,” re-
spectively.

The robust outlook for black fe-
male soloists stands in stark con-
trast to the situation just a few
years ago. From November 1980,
when Diana Ross’ smash album
“Diana” dropped out of the top 10,
to July 1984, when Tina Turner’s

Genesis’ debut
highest this year

blockbuster ‘““Private Dancer”
broke in, only one album by a black
female soloist managed to crack
the top 10. That was Donna Sum-
mer’s “She Works Hard For The
Money,” which sneaked into the
top 10 for one week in August
1983.

“Winner In You” is the second
top 10 pop album of LaBelle’s long
career. “Nightbirds" climbed to
No. 7 in March 1975, boosted by the
No. 1 smash “Lady Marmalade.”

WHITNEY HOUSTON'S “Great-
est Love Of All” holds at No. 1 for
the third straight week, which
means that each of her four solo
singles has charted better than the
one before it. Houston also be-
comes the first artist in chart his-
tory to log one week on top with
her first No. 1 hit (“Saving All My
Love For You”), two weeks on top
with her second (“How Will I
Know’’), and three weeks on top
with her third.

The success of “Greatest Love”
is especially significant in that it
previously appeared as the B-side
of Houston’s first solo hit, “You
Give Good Love.”

John Farkas of Cleveland notes
that this is only the second time a
former B-side has gone on to hit

No. 1 as the A-side of a different
single release. The first time was
in March 1975 when the Doobie
Brothers’ ‘“Black Water” hit No. 1,
a year after peaking at No. 32 as
the B-side of ‘““Another Park, An-
other Sunday.”

Farkas has more. “I'd also like
to point out that two singles on the
current chart have flip sides that
were No. 1 hits last year. The B-
side of Simple Minds’ ‘All The
Things She Said’ is a live version of
‘Don’t You (Forget About Me).’
And the B-side of ‘Hands Across
America’ is ‘We Are The World.’

And still more. “I believe the live
version of ‘Don’t You (Forget
About Me)' may be the longest B-
side ever. It clocks in at 9:05.”

FAST FACTS: Journey’s “Raised
On Radio” jumps to No. 4 on this
week’s Top Pop Albums chart, be-
coming the group’s third consecu-
tive top five album. “Escape”
logged 34 consecutive weeks in the
top five in 1981-82; “Frontiers”
was top five for 11 weeks in 1983.
The new album is being boosted by
the hit “Be Good To Yourself,”
which this week becomes Jour-
ney's sixth top 10 single.

More surprisingly, the Moody
Blues appear to have a hit with
“The Other Side Of Life,” which
jumps to No. 19 in its third week on
the Top Pop Albums chart. This al-
ready beats the No. 26 peak of the
band’s last studio album, 1983’s
“The Present.”

Even more surprisingly, Duane
Eddy has achieved his first Hot
100 single in more than 22 years.
He’s featured on The Art of
Noise’s remake of ‘“Peter Gunn,”
which Eddy took to No. 27 in 1960.
The remake, which recently
cracked the top 10 in the U.K., this
week jumps to No. 75 in the U.S.

And we have two errors to cor-
rect, both related to the Patti La-
Belle/Michael McDonald hit, “On
My Own.” Dave Fritz of Holly-
wood notes that Madonna’s “Like
A Virgin” also jumped from No. 11
to No. 3, as “On My Own” did last
week. And Steve Orchard of
WMIQ-AM/WIMK-FM in Michi-
gan notes that we somehow left
out Wild Cherry (‘‘Play That
Funky Music”) in our list of white
acts that have topped the black
chart.
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----- -2 The Moody Blues certainly aren’t
feeling moody or blue right now.
At tar 20 vears at the top they re
STTLL producing chart albums. "The
Dther Side of Life". lauwnuhed 4
weeks ago on Folydor, has already
Friartled into the charts worlodwide.
Ard the first single from it, "Your
Wildest Dreams", is SELLING like a
dream in the U.5. Once their Sunmer
Tour starts on June 1%9th wou can bet
"The Other Side of Life" will be right
up at the TOF SIDE of the charts. ()
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The Westwood One Radio Networks invite you to
tune in and trip out with Psychedelic Psnack!
Premiering Monday, June 2, it's a daily flashback to
the kicky psychedelic Sixties guided by host Dave
Herman of WNEW-FM/New York. Ranging between
6-10 minutes, each exciting show spotlights two
classic songs from 1965-69, along with exclusive
interviews, vintage news clips and memorable com-
mercials from the era. The Summer of Love lasts
forever on Psychedelic Psnack, a kaleidoscope of
hip nostalgia for some, and a fascinating slice of
rock & roll history for all. To get experienced, contact
your Westwood One Representative: New York (212)
682-4600; Chicago (312) 938-0222; Detroit (313)
354-4270; Los Angeles (213) 204-5000; or Telex
4996015 WWONE.
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BY LEA HARPER

Reggae. The word invariably calls
forth from the depths of the race ex-
perience an apocalyptic vision of its
messianic messenger, Bob
Marley—Kingston’s avenging an-
gel. Is it any wonder he never fit
comfortably in the back pocket of
the commercial programmers?

Even if you never saw the sparks
fly from the tips of his fingers, it’s
dead certain you got. hooked on the
rhythm, the relentless, blood boiling
beat. Unendorsed by the guys in the
ties, reggae was systematically
stricken from the airwaves. Who
needs a righteous thorn in the side
of an airtight, hindsight industry
driven by megabucks and a snooze
cruise on easy street?

Reggae seemed destined to re-
main exclusively an underground
phenomenon. But what must boggle
the mind of the passive researcher
is how such an insidious force man-
aged to skank its way into the heart
of Middle America at all.

After Bob was given an honor-
able discharge, and other high-rank-
ing reggae officials such as Jimmy
Cliff, Third World, and Peter Tosh
were relegated to smaller arenas,
numerous well-established white
artists such as the Police and Men
at Work were successfully incorpo-
rating reggae into their repertoires.

Tina Turner’s major comeback
single was a bona fide, certified,
“reggaulated” hit (with a modified
bass response). Tina straddled it,
Eddy Grant urbanized it, the Police
embellished it, and UB 40 silenced
the soul of it (by surgically remov-
ing the tremor of protest, winding
up with a boppy kind of carnival
beat varnished with vacuous
limericks).

Reggae emerged in the 80s with
the gnarled roots of the ancient tree
somewhat bleached and squeaky
clean. No sufferers in the pent-
house please. This is party time.

To be made palatable to the
“Coke Is It” generation, reggae had
to be diluted, re-treaded like a smol-
dering tennis shoe, and re-defined in

The Final Round

REGGAE: GO-OPTED, DILUTED, IGNORED

terms of “intent.”

Reggae has its ripoffs, but it gets
sticky trying to simulate sweat.
Take the mantra-mystic music of
Burning Spear. It groans from the
bowels of the earth and if it doesn’t
shiver you with cellular flashbacks
and save you from at least a week
of recurring lethargy, no amount of
regression therapy is ever going to
help.

Apart from the unspoken lyrical-

popular song, our reggae envoys,
were talking about with their insis-
tence on preservation, their rever-
ence for traditional values and deifi-
cation of Man as the ultimate re-
source of Energy.

The reggae exponent is reminis-
cent of roaming-minstrel and truth-
sayer cults who traveled Europe
during the Middle Ages as the peo-
ple’s heralds, uncovering corruption
in high places. Although their songs

. 5% ‘Who needs a thorn

in the side of
an industry driven
by megabucks?’

Lea Harper and her twin sister Lyn perform as
Syren. They're based in Toronto.

content laws that muzzle the hit pa-
rade, greater damage is often done
on the part of the reggae propaga-
tors themselves. For example, when
a determined devotee manages to
cop an hour a week on a local sta-
tion, as if in revenge the selection
extorted from the dust bins is so ob-
scure, redundant, and bizarre it
touches the lunatic fringe.

There is no room for the improba-
ble in roots music. The symbiosis be-
tween the reflection and the reality
is too clearly defined. The adage,
“Let me entertain you,” may have
reached its maximum meaning with
the corporate crowning of Jackson,
Prince, and Richie. But should we
end up walking around in asbestos
suits wondering where the next wa-
ter hole is to be found, we're going
to look pretty foolish carrying a
white glove, a purple jockstrap, and
college cashmere.

Some of us might even remember
what the Buckminster Fullers of

were codified to protect them from
ecclesiastical henchmen, the enor-
mous influence of these mystical
brethren stirred up enough contro-
versy to stoke the fires of the Holy
Inquisition.

Musicians, in fact, were the first
to be raked over the coals. Albeit
ruthlessly eliminated, the Spirit con-
tinued, fragments being found in
the Grail epics and the exploits of
the Knights Templar.

Of course, this is the 20th centu-
ry. We are civilized. We employ less
barbaric, if not more efficient
means of silencing our spokesmen.
We just make it economically im-
practical for them to continue. If
they are musicians, we simply re-
fuse to program their songs.

I'm tired of hearing from the bat-
tery of a&r and other snooze mis-
siles that “It’s not what they’re lis-
tening to.” Since when has it been
‘““people’s choice”?

When Third World released

“You've Got The Power” in '82 with
the masterpiece, “Try Jah Love”
produced by Stevie Wonder, most of
us believed it would be the long-
awaited breakthrough for all Rasta
warriors. No muffied message. No
swindle. The real thing.

My sister and [ were recording
our second LP, and Third World laid
some tracks for us. [ asked Willy,
their drummer, what happened. In
Europe, certain stations outright
wouldn’t play it because it con-
tained the word, “Jah.” Sex and vio-
lence is permissible, but God makes
them uneasy.

Reggae has had a few victories,
like the instigation of a category in
the Grammys, if only a minor men-
tion, (no video spotlight, and hastily
wedged between something like
Best Children’s Album and Most
Outstanding Dead Composer). Four
years after the passing of Bob
Marley, Babylon blinks.

By tearing down the psychic
walls that separate us, the persis-
tence of our Jamaican bards has
helped make possible much of the
movement we’ve seen recently to al-
leviate hunger and suffering on the
globe. It is a holistic faith that views
the planet as a vast body, each part
significant to the wellbeing of the
whole.

Just as a bottle of water put on
ice will expand, bursting its contain-
er, you can’t stop the flow of evolu-
tion, the riptide of events. As Bob
said in his final opus, “Redemption
Song,” ‘“Emancipate yourselves
from mental slavery, none but our-
selves can free our minds. Have no
fear for atomic energy 'cause none
of them can stop the times.”

If a prophet defined is a social
psychologist, then true reggae is
just that prognostic current. No rid-
dle to it. It’s a plain and simple de-
sign for living.

Let Origen answer them that
come to scoff and ridicule: “The
Mazarites do not cut their hair be-
cause all that is done by just men
prospers and their leaves do not
fall.”

A YOTE FOR THE STATUS QUO

I have been following rock music
for the past 15 years and have never
enjoyed top 40 and AOR stations as
much as I have during the past 12
months. So after reading the at-
tacks on contemporary rock by
Arista chief Clive Davis (Billboard,
May 17) and some crybaby ex-jock
named Larry Brauer (Commentary,
May 17), I gladly take up the cause
of the status quo.

Davis is quoted as declaring, “It’s
time for revolt again.” So I guess
we might as well brace ourselves.
We’ll either get 10 more years of
Sex Pistols imitators or 20 more of
Velvet Underground disciples. And
their meager output will be accom-
panied by the gushing hype and pa-
thetic slanders of a rock intelligen-
tsia whose coverage of this music
for the past 10 years has displayed
as much honesty and fairness as the
Soviets displayed at Chernobyl.

The reason why radio program-

Letters to the Editor

mers are reluctant to take up the
whims of the rock press has nothing
to do with stodgy conservatism. It
has everything to do with the
healthy skepticism that has kept
playlists relatively free of poseurs
and college-boy demagogues.

[ wish Mr. Brauer no ill will in his
new profession, but I think his swan
song to so-called “corporate rock” is
just a long whine. He labels the pub-
lic’s reluctance to accept the music
that will presumably make us better
human beings as ‘“‘a frightening
prospect for ... the survival of a
democratic society.”

He sees some hope, however.
“The battle for the future of music
and our culture’ can still be won, he
says.

Well, Mr. Brauer, you and your
culture will have to prevail over my
dead body. All your culture stands
for is mockery and deceit.

[ don’t mind Mr. Brauer’s buddy
Bruce Springsteen telling me how

to run my life. I'm just grateful that
I can distinguish between his genu-
ine talent and energy and the pom-
posity of his leftist supporters.

As for liberation, ““Crush On
You” by the Jets has more of that
quality for me than the entire Talk-
ing Heads or Clash catalogs.

Christopher Davis
New York

NO LAUGHING MATTER
I had to laugh at Clive Davis’ state-
ment, “It’s time for creativity to
rear its subversive head once
again” (Billboard, May 17). This
from a man whose label’s current
big push, GTR, is the most predict-
able piece of AOR/pablum released
in some time. I'm sure they’ll be a
huge success.
Cort Snyder
KSCO Santa Cruz, Calif.
»

GCROSSOYER GREMLINS
It was a great relief to finally see, in

your May 17th issue, the Rolling
Stones, ZZ Top, Creedence Clearwa-
ter Revival, and Pete Townshend,
among others, cross over from the
Top Pop CD chart to the Top Classi-
cal CD chart, after years of floun-
dering and eager anticipation.

[ also found the domination of
Beethoven and Tchaikovsky on the
Pop CD chart to be long overdue.

Mike Jacobs
Jacobs & Assoc. Mgmt.
Garden Grove, Calif.

Editor’s note: A printer’s error ac-
counts for the switch, but the pros-
pect is intriguing.

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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TOP 40°S POP PIPELINE LACKS POWER

PDs Adjust To Lack Of ‘Perfect’ Hits

BY KiM FREEMAN

NEW YORK “It’s the worst it's
been in 10 years,” says KRXY Den-
ver operations manager John Dris-
coll of the programmability of rec-
ords vying for spaces on his top 40
playlist in recent months.

Driscoll’s sentiments are stron-
ger than most, but there is a consen-
sus among pop programmers that
the format has been suffering—and
will continue to suffer—from a
shortage of what they conceive to
be perfect top 40 material to fill
their current lists.

Vertically programmed top 40s in
highly competitive markets have
been particularly hard hit, while
programmers more able to borrow
hits from other formats are not
complaining.

WPLJ New York PD Larry
Berger goes so far as to say, “The
record companies are going to kill
off top 40 radio, just like they did in
the late '70s.”’ He says the record
companies did not create the prob-

lem deliberately, but adds, ‘““The
success or failure of this format de-
pends on what’s being put out. I
don’t know if this will be a good
[spring Arbitron] sweep for top 40,
but the winter sweep was bad be-

‘The labels will
kill off top 40’

cause of the musie.”

Berger’s pet peeve is the ‘‘tre-
mendous preponderence of ballads
and AOR-sounding tunes.” Driscoll
complains about the “lack of good,
dynamic rock product.” Others are
anxiously awaiting more superstar
releases,

A dissatisfaction with available
music crops up periodically, and
most PDs have an arsenal of tactics
to compensate for times when their
elusive “perfect songs’ are in short
supply.

“The scenario has caused us to be
more aggressive in playing new mu-

..newsline..

UNITED BROADCASTING won its last in a string of renewal victories
against challengers in a Commission-approved deal to buy out two
competing applicants for WDJY-FM Washington. The Bethesda, Md..
broadcaster’s future has grown progressively brighter since the dark
days of the '60s, when it came under FCC fire for previous manage-
ment’s violations. In the WDJY decision, District Broadcasting will re-
ceive $1.28 million and Hispanic Broadcasting will receive $475,000.
United has spent more than $3 million defending its license from chal-
lengers, and now plans to acquire new AMs and FMs.

ED MC LAUGHLIN will retire from Capital Cities/ABC and his 16-year post
as president of the ABC Radio Networks on July 1. During his tenure
at ABC, Mc Laughlin initiated the expansion of the network from four
to seven webs. A 22-year ABC veteran, Mc Laughlin will open his own
communications consulting firm in New York, with ABC as his first

A
CALARCO

MC LAUGHLIN WIDMANN WATKINS

client.

NANCY WIDMANN is named vice president of the CBS-owned AM Sta-
tions. She was VP/GM of CBS’s WCBS New York since 1980. and has
worked with the company since 1972. Replacing her at the New York
FM is Rod Calarco, who is promoted from the general sales manager
post at the oldies outlet.

MILLARD JAMES WATKINS is appointed general manager of WHUR Wash-
ington, the highly rated adult urban station owned by Howard Univ.
Watkins designed the station’s first engineering facility in 1971, and
returned to Howard in 1979 with posts at the university’s WHMM-TV
and Satellite Communications divisions,

PAT MARTIN, broadcast author and advisor, is offering a seminar titled
“How To Become A Major Market Personality’”’ throughout the sum-
mer. The series of 20 seminars begins July 14 in Madison, Wis., and
ends Sept. 7 in Worcester, Mass. “As it becomes harder to find good
jobs in broadcasting,” says Martin, “there is also a need by many ma-
jor market stations for ‘new blood.” ”” Topics to be covered include per-
sonal motivation, technique, communication, show prep, and self pro-
motion. For specific dates and locations, 2all Martin at (414) 482-2638.

sic, simply to fill the gaps,” says
Berger. While WPLJ continues to
rely heavily on sales progress in
choosing adds, Berger says he
would happily greet “‘the aext pro-
moter that comes in here with a
good, uptempo, poppy-sounding rec-
ord.”

The kind of music Berger says
he’s talking about includes Level
42’s ““Something About You”; Mi-
ami Sound Machine’s ‘‘Bad Boy”’;
Mike & the Mechanics’ “All I Need
Is A Miracle”; and Boys Don’t Cry’s
“I Wanna Be A Cowboy.”

At WTIC Hartford, PD Gary Wall
cut back his current list from 37 to
34 tracks five weeks ago. “The
product just didn’t look as deep as it
has been in the past,” he says. “This
is the lesser of two evils.”

In trimming his current list, Wall
says the frequency of some of his
programming categories will in-
crease by 15 or 20 minutes, while
power rotations will stay the same,
Wall says the situation is improv-
ing, and called last week’s musie
meeting the “best we’ve had in five
weeks.” Resulting adds included
new singles by Peter Gabriel, Gavin
Christopher, Prince, and Kenny
Loggins.

Because he has few strong zur-
rents to work with, “we sign off at 3
p-m.,” jokes KRXY’s Driscoll. He
says he began to see a lack of hit
product last fall and is working on
ways to “omit the need to rely on
current material.”

(Continued on page 15)

NAB Officials
See Big Tumout
For Radio '86

BY BILL HOLLAND

WASHINGTON NAB officials are
enthusiastic about Radio '86, the an-
nual radio-only convention to be
held in New Orleans Sept. 10-13.

David Parnigoni, senior vice pres-
ident of radio at the National Assn.
of Broadcasters, predicts a reccrd
turnout of 6,000 attendees—1,000
more than last year’s convention in
Dallas, which scored high marks in
a followup questionnaire.

“I think it will be our best yet,”
said NAB president Eddie Fritts at
the Radio ’86 press conference May
19. Exhibit space for the event will
be 25,000 square feet—up 5,000 feet
from last year’s convention—and
more than half has already been
sold, according to officials.

John Dille III, convention co-
chairman and NAB radio board
chairman, says there are already 71
contracted exhibitors. Dille adds
that Radio '86 will feature 81 work-
shops in fields including managz-
ment, programming, sales, promo>-
tion, research, and engineering.

Fritts says the expanded catego-
ries, especially in engineering (with
13 sessions, more than double last
year’s number), are a way of provid-
ing a ‘“full service’’ radio conven-
tion.

(Continued on page 15)

Loop Scoop. WLUP Chicago morning maniac Jonathon Brandmeier snags a
chat with lllinois governor James Thompson while doing a live broadcast from a
state building. Thompson was just one of many notables caught during
Brandmeier’s “Who’s On My Line”” mystery guest series.

Programmers reveal why they have jumped on
particular new releases.

TOP 40

WEZB New Orleans music director Greg Rolling has his hook baited
with plenty of mass-appeal tracks to lure the teens in his multiethnic
market. The first is Andy Taylor’s “Take It Easy” (Atlantic). After
four days on the air, Rolling says, the Duran Duran member’s solo sin-
gle jumped to No. 1. Meanwhile, the Bangles continue their roll at B-97
with “If She Knew What She Wants” (Columbia), and Belinda Car-
lisle’s “Mad About You” (IRS) is boding well for the ex-Go-Go’s solo
career. Rolling says both singles give B-97 a strong summery sound.
According to Rolling, the Pet Shop Boys will “be the same story as
Wham! was.” Their second single, “Opportunity” (EMI-America), is a
fast mover at B-97, and Rolling says there are at least two more sin-
gles on their “Please” album. Finally, Janet Jackson’s “Nasty” is an
immediate draw with 18- to 30-year-old females, Rolling notes.

BLACK/URBAN

WAMO Pittsburgh PD Chuck Woodson says he’s living a “‘program-
mer’s dream” right now because of the “mixture of grooves” avail-
able. One of these is the rap/reggae single “Rumors” (Baja/TSR) by
the increasingly popular Timex Social Club. In a more mellow groove is
52nd Street’s “Tell Me How It Feels” (MCA), and Juicy’s “Nobody But
You” (CBS Associated) is “‘a real smoker,” Woodson says. Janet Jack-
son’s “Nasty” (A&M) is filling up the harder end of the WAMO sound

spectrum, he notes.
ALBUM ROCK

At KLOS Los Angeles, assistant program director Kurt Kelly says the
new track “Isn’t That Enough” (Island) by Danny Wilde “looks like
it's going to pop real well for us.” He compares the song to John
Waite’s material when he was leading the Babies. Of the sort of song
that album rock outlets can truly call their own, Kelly points to Great
White’s “Face The Day” (Telegraph/Greenworld). The act has gained
a following through appearances on several KLOS local features. Step-
ping a little to the left of KLOS’ traditional rock’n’roll territory, Kelly
says the Call continues to develop as a strong image band for the sta-
tion. ““I Still Believe” ‘“went through the roof,” Kelly says, adding that
“Everywhere I Go” and “Oklahoma” (Elektra) should keep the Call in
the KLOS spotlight. Joe Cocker’s second single—*“Keep Your Hat
On”—from his new Capitol album is on a slow-but-sure upward
course, Kelly notes. Finally, the assistant PD says Emerson, Lake &
Powell’s “The Score” (PolyGram) could be a great KLOS track if the
nine-minute tune was issued in edited form.

COUNTRY

Randy Travis’ “On The Other Hand” (Warner Bros.) and Dan Seals’
“All That Glitters” (EMI-America) were the hot requests during KILT
Houston’s “Top Nine At Nine” program last week, says PD Rick Can-
dea. Meanwhile, KILT's assistant PD/MD Debbie Murray says “Indi-
an Summer” (Columbia) is a standout cut on Larry Gatlin & the Gatlin
Brothers’ “Smile” album. “This is one of those songs you crank up
when you are driving to the beach in your convertible,” says Murray.
In the same uptempo league are Hank Williams Jr.’s take on “New Or-
leans” (Warner/Curb) and Merle Haggard’s “Texas” (Epic), a great
dance song, in Candea’s estimation. KIM FREEMAN
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Before you watch Dick Clark’s
ABC-TV Special on May 28th
‘America Picks the Number One Hits”
get your copy of the book that inspired it

THE BILLBOARD BOOK OF
NUMBER ONE HITS

by Fred Bronson
At bookstores everywhere, only $14.95

How to
transfer tape.

Your boss is starting to sound like
a broken record. The tapes have to be at
the station. Fast.

Lucky for you, Westerns small package
service fits the needs of your business.

So do our prices for that matter, We'll
even give you door-to-door service for
a little extra.

Call us at 1:800-638-7387 in the
continental U.S, (301) 269-6659 in
Maryland. Or 1-:800-368-2390 in Alaska
and Hawaii.

Because you'll like what you hear.

H Western Airlines

“Theonlywayfoﬂy'

1710

by Kim Freeman

OX

BLS New York and Frankie
Crocker will not be reunited.
That’s the word from WBLS gen-
eral manager Charles Warfield,
who calmly denies any rumors of
the two entities hooking up
again.

We predicted long ago that the
abandoned WMET calls would be
brought to New York. Well, Em-
mis Broadcasting has applied for
the calls, but don’t jump to con-

Crocker, WBLS
nevermore

clusions on what that means for
either WAPP or WHN New York,
two of the outlets Emmis is wait-
ing to buy from Doubleday.

Emmis has requested the
WMET calls for WAPP, but com-
pany programming vice presi-
dent Rick Cummings says, “Hon-
estly, we have no plans for them
at this point. But, they could be
valuable.”” As for matching the
New York Mets with WMET on
the country-formatted AM, Cum-
mings says Emmis research indi-
cates that the connection be-
tween WHN and its product is
too strong to fiddle with. ““I think
anyone that listens to the Mets
knows exactly where to find
them,” he says.

Meanwhile, the future formats
of both stations are still a mys-
tery, even to Emmis, Cummings
admits. The company is waiting
for the results of three listener
studies, which should all be done
in mid-July. Industry observers
are guessing that Emmis will im-
plement something similar to
KPWR Los Angeles, a top 40/ur-
ban mix that shook up the winter
book in its first sweep. That
guess is not out of the question,
but it’s not very likely either.
“There are no apparent holes,”
says Cummings of the New York
market.

At Emmis’ other future sta-
tion, WAVA Washington, Shad-
ow Smith joins as afternoon driv-
er. He’s fresh from WAVA rival
WRQX and replaces Mike Beach,
who is now available. Smith’s ar-
rival makes for a familiar D.C.
lineup at the top 40 outlet. He is
preceded by Don Geronimo and
midday man Lou Katz, and all
three once worked together at
WPJC (now WCLY).

While Emmis awaits its FCC
approval on the purchase, Dou-
bleday continues its commitment
to the station in many ways. In
the thick of the spring book,
WAVA has given away two
Porsches and is touting its wares
in television and outdoor adver-
tising.

Meanwhile, D.C. sleuths see

WRQX morning man the Grease-
man popping up again in promo
campaigns. That follows a some-
what low-profile period after an
on-air joke during Martin Luther
King Day which angered many in
the Capitol.

STAN MAIN is the new PD at
top 40 WDAY Fargo, N.D.,
where he replaces Brad Ander-
son. Main moves in from KCPX
Salt Lake City, where he was as-
sistant PD ... Gannett Broad-
casting is buying KHIT Seattle,
the last of five Bingham Broad-
casting outlets. At the top 40 sta-
tion, PD Andy Barber is looking
forward to better resources in or-
der to launch an attack against
KUBE once the deal goes
through.

Congratulations to country
outlet WWWW Detroit, which
garnered a record draw for its
annual free concert festival. The
new record is 721,000 people . ..
More Motor City news includes
the arrival of Kevin O’Neill on
WOMC. After leaving his post as
PD and morning talent on cross-
town rival WKSG-FM, O'Neill
will be doing a 7 p.m. to midnight
oldies show for WOMC.

HARD ROCKIN’ WBAB Long
Island brings Dave Richards on
board as promotions director. A
former WMMR Philadelphia per-
sonality, Richards comes directly
from promotion and on-air work
at WZZO Allentown, Pa. ... Also
on the island, album rocker
WLIR Garden City hires “Fa-
mous Bob’ Hellman and Paul
“the Count” Cavalconte as part-
timers. The latter dares to double
as WLIR’s production assistant.
Hellman and Cavalconte replace
Tony ‘“the Guy” and Delphine
Blue.

Out of Clifton, N.J., new
WPAT-AM-FM owners Park
Communications bring Ralph
Sanabria on board as the easy lis-
tener’s program director. Sana-
bria’s resume includes a VP post
at Schulke Radio Productions,
where he developed one of the
first light/easy/soft rock for-
mats.

Jeff Curry leaves WTUE Day-
ton, Ohio, for the morning man
gig at WRXL Richmond, Va.
Shifting shifts at the rocker is
Dick Hungate, who moves out of
mornings into middays.

YesterHits,

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Love Hangover, Diana Ross,
MOTOWN

. Silly Love Songs, Wings, capitoL

. Fooled Around And Fell In Love,
Elvin Bishop, CAPRICORN

. Get Up And Boogie, Silver
Convention, MIDLAN INTERNATIONAL

. Misty Blue, Dorothy Moore, maLaco

. Happy Days (From the Paramount

TV Series), Pratt & McLain,
WARNER/REPRISE

. Welcome Back, John Sebastian,
WARNER/REPRISE

. Shannon, Henry Gross, LIFESONG

. Sara Smile, Daryl Hall & John
Qates, rca

10. Tryin’ To Get The Feeling Again,

Barry Manilow, ariSTA

POP SINGLES—20 Years Ago

1. When A Man Loves A Woman,
Percy Sledge, ATLANTIC

. A Groovy Kind Of Love,
Mindbenders, FONTANA

. Monday, Monday, Mamas & the
Papas, DUNHILL

. Paint It Black, Rolling Stones,
LONDON

. Rainy Day Women # 12 & 35, Bob
Dylan, coLumsia

. | Am A Rock, Simon & Garfunkel,
COLUMBIA

. Did You Ever Have To Make Up

Your Mind?, Lovin' Spoonful, kama
Sutra

. Good Lovin', Young Rascals,
ATLANTIC

9. Love Is Like An Itching In My
Heart, Supremes, MOTOWN
10. It's A Man’s Man's Man's World,
James Brown, kinG

TOP ALBUMS—10 Years Ago
. Win%s At The Speed Of Sound,
CAPITOL

. Black And Blue, Rolling Stones,
ATLANTIC

. Presence, Led Zeppelin, swan sonG

. Frampton Comes Alive, Peter

Frampton, a&am

| Want You, Marvin Gaye, 1amLa

. Here And There, Elton John, mca

. Fleetwood Mac, warRNER BROS.

. Diana Ross, MOTOWN

. Takin' It To The Streets, Doobie
Brothers, waRNER BROS.

. Look Out For # 1, Brothers

Johnson, aam

TOP ALBUMS—20 Years Ago

1. What Now My Love, Herb Alpert &
the Tijuana Brass, aam

. If You Can Believe Your Eyes And
Ears, Mamas & the Papas bunHiLL

. Big Hits (High Tide And Green
Grass), Rolling Stones, LONOON

. Color Me Barbra, Barbra
Streisand, coLumBIa

. The Sound Of Music, Soundtrack,
RCA VICTOR

. Going Places, Herb Alpert & the
Tijuana Brass, aam

. Soul And Inspiration, Righteous
Brothers, verve

. Whipped Cream & Other Delights,
k-l&ewl"b Alpert & the Tijuana Brass,

9. The Best Of The Animals, MGm

10. | Hear A Symphony, S g
!wofov{n ymphony, Supremes

COUNTRY SINGLES—10 Years Ago

1. One Piece At A Time, Johnny
Cash, coLumBia

U b O WN =

v N

N o s w N

VNGO bW N =

[
o

W N OV b W N

. I'll Get Over You, Crystal Gayle,
UNITED ARTISTS

2
3. After All The Good Is Gone,
Conway Twitty, mca
4. You've Got Me To Hold Onto,
Tanya Tucker, mca
5. Don't Pull Your Love/Then You
Can Tell Me Goodbye, Glen
Campbell, caritoL
. What Goes On When The Sun
Goes Down, Ronnie Milsap, rca
o rtﬁ:‘fxrt/’:or The Heart, Elvis Presley,

. Walk Softly, Billy **Crash”
Craddock, aBc/ooT

. 1.O.U. Jimmy Dean casino

. El Paso City Marty Robbins
COLUMBIA

SOUL SINGLES—10 Years Ago

. | Want You, Marvin Gaye, 1amLa

. Young Hearts Run Free, Candi
Staton, wARNER BROS.

. I'i Be Good To You, Brothers
Johnson, aam

. Kiss And Say Goodbye,
Manhattans, coLumsia

. Dance Wit Me, Rufus Featuring
Chaka Khan, aBc

. Love Hangover, Diana Ross,
MOTOWN

. Sophisticated Lady (She's A

Different Lady) , Natalie Cole,
CAPITOL

8. Born To Get Down (Born To Mess
é\rocund). Muscle Shoals Horns,
AN

9. Get Up And Boogie, Silver
Convention, MIDLAND
10. Tear The Roof Off The Sucker,
Parliament, CASABLANCA

ow W N O

N g A W N
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From the leaders

on Capitol Hill
to the Stars

in Beverly Hills,
you'll get the

inside story
when you...

k Rona Barrett

Rona Barrett, America’s most respected and
influential entertainment reporter, hosts
her very first national radio special — Ask
Rona Barrett, a live, hour-long call-in pro-
gram airing Sunday, June 8 (11 p.m. E.D.T.)
on the Mutual Broadcasting System.

Ask Rona Barrett will feature surprise
celebrity guest stars from the entertain-
ment, sports and political worlds along with
calls from listeners across the country,
who'’re invited to talk to Rona Barrett on
Mutual’s toll-free hotline, 1-800-345-7755.

You've seen Rona Barrett interview the
stars on countless television programs, and
heard her concise, illuminating reports on

www.americanradiohistorv.com

the entertainment scene each weekday on
Mutual. Now, for an opportunity to talk to
the woman who knows Hollywood inside-
out, from in front of the camera to behind
the scenes, it's Ask Rona Barrett, airing Sun-
day, June 8, exclusively on the Mutual
Broadcasting System.

For more 1nfo, contact your Mutual Sta-
tion Relations Representative in Arlington at
(703) 685-2050 or in Los Angeles at (213)
204-5000.

NI\ mutuat
N//Xf BROADCASTING SYSTEM
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Dove Song of the Year, “Via Dolorosa,” award winners
Niles Borop/Billy Sprague (writers), Meadowgreen
Music/Word Incorporated ipublishers). Standing (1. to
r) Dan Johnson, Word Incorporated; Donna Hilley,
Mecdowgreen Music; Niles Botop; Billy Sprague;
Rcndy Cox, Meadowgreen Music; Connie Bradley,
ASCAP; and Joe Huffman, Meadowgreen Music.

Amy Grant,
Dove Award Winner
for Adist of the Year.

Celebmating after the Dove Awards
Randy Vader (producer) and

Bill Gaither, Gaitker Music Records,
Dove A~nard Winners for Gospel
Music Album of the Year—“I've Just
Seen Jesus”

Ken Harding wilth Glen Campbell,
producers of Gospel Music Album
of the Year—Secvular Artist—

“No More Night,” Werd Records.

QsCq

Ame-ican Sxiet / of Composers, Authors 88 & Publishers

WwWWW . americanradiohistorv.com

Bradley congratulating
Russ Taff who received
a Dove Award for
Gospel Music Album

SPEL

LR Y _F¥
(I. to r) Donna Hilley, Meadowgreen Music;
Connie Bradley, ASCAP; and Gloria Gaither.

Gloria received the Dove Award for Gospel
Songwriter of the Year.

The Winans received a Dove Award for Gospel
Music Album of the Year—Contemporary Black
Album—"“Let My People Go.” Marvin Winans
received the Dove Award as producer

of the album.

ASCAP Southern
Director, Connie

of the Year—
Contemporary—

. Producer, Don Marsh,
celebrating after receiving
the Dove Award for Gospel
Music Album of the Year—

. Musical—“Come Celebrate
¥ Jesus,” Word Records.
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Sell The ‘Sizzle And The Steak,’

Eurnnaan Marketing Strategies

BY JIM McCULLAUGH

MONTREUX ‘“‘The way to mar-
ket a radio station is to get people
talking about your station,” said

Simon Cole, chief executive, Pica-
dilly Productions Ltd. U.K.

By and large, that sentiment
was reflected by panelists during a
“Marketing The Radio Station”

session here May
8 at the Interna-
tional Music &

REPORT FROM :
Media Conference
MONTREUN RIEAT)

The diverse Pan-European
group, moderated by Tony Hale,
head of music for Capital Radio
U.K., agreed that marketing a ra-
dio station in different parts of Eu-
rope requires different strategies.
But, according to Hale, one com-
mon thread prevails—sell the “siz-
zle and the steak.”

Taking a page out of the give-
away-crazed U.S. market, Cole’s
Manchester, England-based Picca-
dilly Radio staged a massive and
unusual 50,000-pound contest.

Cole said the restrictions in the
U.K. for prize giveaways are very
tight and explained that the Inde-
pendent Broadcasting Authority
(IBA) allowed Picadilly this option
because the station’s frequency
was changed during a ratings peri-

Plcadllly then developed a num-
bered scratch card that was depos-
ited in 1.6 million homes. Every
day, listeners tuned in for num-
bers that could be matched for a
variety of prizes.

“The response was staggering.
On the very first day, the Central
Manchester Exchange went down
because of the phone calls,” Cole
said.

Dominique Farran, program di-
rector of RTL, France, said his op-
eration often ties into special
events, both sports and music. It
will sponsor a football team, cre-
ate a special music event or link it-
self to an artist. Prize giveaways
are also paramount.

“The relationship with the lis-
tener is what really counts, and we
monitor that closely,” Farran said.

Jay Trachman, president, Creey-
dio Services, U.S,, predicted Euro-
pean radio would eventually re-
semble American radio. The No. 1
problem in the U.S. is audience
fragmentation, he said. He cau-
tioned European broadcasters to
look at this phenomenon and urged

them to develop a keen sense of

their own listener needs.

Fritz Enger, a DJ and producer
at Bayerischer Rundfunk Germa-
ny, said news was that country’s

primary programming. As such,
he said radio there had an underde-
veloped sense of “‘personality.” He
predicted German radio will need
some time before “opening up”’ in
both programming and marketing.

Signed, Sealed ... WIRK-AM West
Palm Beach promotion director Jana
Paul and air talent Steve Cody grapple
with a letter of thanks to British Prime
Minister Margaret Thatcher for her
support of the U.S. in the Libyan air
raid. The letter grew to 15 feet in
length when thousands of WIRK
listeners came by to pledge their
support in the form of signatures.

TOP 40 POP PIPELINE LACKING HIT POWER

(Continued from page 10)

Driscoll says that involves being
“more restrictive’’ on new material,
adjusting gold and recurrent cate-
gories, emphasizing CDs, and creat-
ing various promotions and high-
profile personalities. Driscoll says
his strategy also includes borrow-
ing songs from album rock and ur-
ban outlets. That might not be nec-
essary, he says, if the pop pipeline
were stocked with more tunes that
“make you say, ‘Wow, what a great
song.” "’

“I want to make it clear to record
companies we're still not going to
play garbage. In fact, we're being
more fickle,” Driscoll says.

WHYI Miami PD Robert Walker
says he has not had any particular
difficulty filling his currents list
lately. He does sympathize with
PDs’serving narrower segments of
their market, and says he has more
music to work with because
WHYTI’s audience comprises several
ethnic groups. ‘““One of the prob-
lems,” Walker notes, “is that when
you have so many power artists like
Prince, Heart, and Van Halen get-
ting three and four deep into al-
bums, the product tends to get a lit-
tle weak.”

“It’s not a shortage quantitative-
ly, says KKBQ Houston PD John
Lander. “It’s just a tempo problem.
Top 40 thrives on balance. Unfortu-
nately, ballads are real popular
right now and it’s tough seeing hot
new songs by Howard Jones, Whit-
ney Houston, Patti LaBelle, Simply
Red. They're all great songs, but
they’re ballads.”

Lander calls it “just a down peri-
od,” and stresses that record labels
“can’t be held liable.” Like WPLJ's
Berger, Lander says he is reluctant

to add more ballads now. “I was two
weeks later on the Howard Jones
and Billy Ocean than I would have
been if most of my powers were up-
tempo,”’ he says.

Lander notes, “We can’t dictate
what our powers will be,”” because
of the sales and request factors.
“Especially in the springtime, I'd
rather be in a different corner,” he
says, adding that the glut of down-
tempo tracks puts top 40s “in the
domain of light rocks and ACs,
which should do better [in the
spring Arbitrons].”

Lander predicts the music mix
will balance out in a few months, He

calis “One Hit To The Body” by the
Rolling Stones and ‘“Rumors’ by
the Timex Social Club “bright new
prospects.”

WHTZ New York PD Scott Shan-
non says the supply problem ‘“‘sur-
faces from time to time, but it’s not
a serious problem.” As for the tem-
po of many current hits, Shannon
says, “You can juggle your library”
to compensate. But, Shannon says
WHTZ'’s overall pace does not de-
pend on the tempo of its music prod-
uct.

NAB OFFICIALS SEE RECORD TURNOUT FOR RADIO '86

(Continued from page 10)

Officials cite the number of com-
panies and groups offering to spon-
sor receptions as further evidence
this year’s convention will be a
blockbuster. Westwood One/Mutu-
al, Arbitron and McGavern Guild
have already offered sponsorships
for several of the noontime and eve-
ning receptions.

Major activities will take place at
the New Orleans Convention Cen-
ter. Receptions, entertainment, and
the Saturday night dinner will be at
the Marriott Hotel. Eight other ho-
tels will be used for the annual con-
vention.

Event entertainment has yet to be
announced, but veteran air talent
Gary Owens Is sure to appear as the
recipient of the annual Radio
Award. John Naisbitt, author of the
international best-seller “Mega-
trends,” will be the speaker at the

Sept. 12 luncheon.

In addition to the management,
programming, sales and engineer-
ing sessions, NAB also plans a se-
ries of allied sessions ranging from
acquisitions and promotions to lob-
bying techniques and new technolo-
gies,

Fritts forecasts even bigger radio
conventions in the future. Conven-
tion sites have already been select-
ed through 1991, with the exception
of 1989: Anaheim, Calif., 1987;
Washington, D.C., 1988; Boston,
1990; and San Francisco, 1991.

For the past two years the radio
convention was co-sponsored by the
National Radio Broadcasters Assn.
The two groups recently merged.

transmitted, in any form or by any means, electronic. mechanical,

photocopying, recording, or otherwise, without the prior written

permission of the publisher.

ALBUM ROCK ™~

. S._ Compited from national album rock
»X ,‘;ﬁ §o sE ARTIST radio airplay reports. TITLE
TY |« Q| =T
2|32 g | 20 LABEL
" & NO.1T * %
1 PETER GABRIEL SLEDGEHAMMER
2 6 5 GEFFEN .
2 1 1 7 BOB SEGER & THE SILVER BULLET BAND LIKE A ROCK
CAPITOL
3 3 3 9 THE ROLLING STONES ONE HIT TO THE BODY
ROLLING STONES
4 4 2 7 THE MOODY BLUES YOUR WILDEST DREAMS
POLYGRAM
5 38 SPECIAL LIKE NO OTHER NIGHT
5 5 5 A&M
HEART N " AT ALL
6 [ 6| 7[5 | 850 OTHIN
7 7 9 6 GTR WHEN THE HEART RULES THE MIND
ARISTA
8 1w |15 | o | VAN CREANS
4 N AN'T IT
g9 9 13 4 Cg_ld:}BMEY GIRLC HELP
10 17 31 3 ngAE FIXX SECRET SEPERATION
11 . EMERSON, LAKE & POWELL TOUCH AND GO
19 2 POLYDOR
BEST OF WORLD
12| | | o | vANAAEN TR
13 | NEW) 1 ETE:E%IS INVISIBLE TOUCH
INX LISTE THIEVES
1415|176 | WS, N LIKE

15 11 | 12| 8 | 1OF JACKSON

RIGHT AND WRONG

16 | 16 18 2% gs:iN COUGAR MELLENCAMP

RAIN ON THE SCARECROW

28| 2| 2| 6 | ceen

17 | 21| 38 | 3 | STING&JEFFBECK I'VE BEEN DOWN SO LONG
E YOURSEL
18 8 | 4 | 8 | JOURNEY BE GOOD TO F
19| 23| 33| 3 | ICEHOUSE NO PROMISES
20| 33 | 46 | 3 | JACKSONBROWNE IN THE SHAPE OF A HEART
Uy UGLY
21 | 15 | n | s | JHERQUINGSTONES WINNING
WOKE UP WITH WOO
2| 3% | —| 2| ZIOF OKE U D
23| 24 | 29 | 5 | ROBERTPALMER HYPERACTIVE
24 | 14| 10| 11 | SMPLEMINDS ALL THE THINGS SHE SAID
25| 30 | 30 | &4 | HONEYMOONSUITE BAD ATTITUDE
2% | 35 | — | 2 | THEFABULOUS THUNDERBIRDS WRAP IT UP
CBS ASSOCIATED
27| 2 | 21| 6 | HOWARD JONES NO ONE IS TO BLAME
MODELS OUT OF MIND, OUT OF SIGHT

JULIAN LENNON
ATLANTIC

N

29| 3| 4| 3 | LOUREED O MONEY DOWN

30 | 32 | 32| 4 | GIUFFRIA | MUST BE DREAMING
IN UIET EYE

31| 31| 3 | 3 | GOLDENEARRING Q 5

32181 811 STICK AROUND

3| 41| — | 2 | IMEQUTFIELD ALL THE LOVE
AN I R KR Qe DANGER ZONE
35| 45 | — | 2 | JOHNEDDIE JUNGLE BOY
36 | 26 | 26 | 7 | YANHALEN LOVE WALKS IN
37| 21| o | & | JQURNEY RAISED ON RADIO
38 | NEWp | 1 | JOECOCKER YOU CAN LEAVE YOUR HAT ON
39| 35 | 35 | 4 | BOBSEGER &THE SILVER BULLET BAND TIGHTROPE
40 | NEWD | 1 | 3B SPECIAL SOMEBODY LIKE YOU
41 | 29 | 19 | 20 | ZZTOR o ROUGH BOY
42 | 28 | 14 | 12 | YANHALEN WHY CAN'T THIS BE LOVE
43 | NEWD | 1 | RC/DC * WHO MADE WHO
44 | 40 | 23 | 15 | HONEYMOON SUITE FEEL IT AGAIN

45 | 25 | 25 | 6 | STARSHIP

TOMORROW DOESN'T MATTER TONIGHT

49 | 39 1 39 | 4 | merciry

46 | 43 37 15 ggl::\géggggus THUNDERBIRDS TUFF ENUFF
47 | NEWD | 1 523 A.ITlT‘IAI:‘GKLAS BOYSTOWN
48 | 38 2 11 RMCIA?. MISTER IS IT LOVE

HEAR'N AID STARS

7 THE HOOTERS
COLUMBIA

WHERE DO THE CHILDREN GO
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Featured Programming

IN THE TRADITION of those un-
derground radio greats of the San
Francisco '60s, Bay Area-based
Doug Wendt is looking to crack a
few radio molds with “World
Beat.” It is a two-hour program
comprised of tunes from all corners
of the earth.

Wendt cut his chops with the pro-
gram while producing it locally for
seven years on San Francisco out-
lets, including the former KQAK
(now KKCY). He is hoping to dis-
tribute the show nationally on a bar-
ter basis, and is offering it for a
small fee to noncommercial stations
in a no-spot version.

A few artists you can expect to
find on “World Beat’ are Zulu
Spear, Bob Marley, the Freaky Ex-
ecutives, Dan Del Santo, Ruben
Blades, and the Rhyth-O-Matics.
Features include “World Beat Clas-
sics,”” “Motown Meets Trench-
town,” and “Up & Coming World
Beat Artists.”

Wendt can be reached at 1463
Sacramento St., #1A, San Francis-
co, Calif. 94109.

HON RIVLIN is appointed manag-
er of affiliate relations for the ABC
Entertainment Network. He comes
out of ABC-TV and will be based in
New York ... Charles King joins
the United Stations Programming
Network in Gotham as vice presi-
dent/affiliate relations. King was
VP/affiliate affairs and acquisi-
tions for the ABC Radio Network.

NBC Radio brings Mike Hughes
on board as manager of program
administration. In filling the newly
created post, Hughes leaves album
rocker WIOT Toledo, where he was
program director. Other good news
at NBC includes the recruit of a
New York affiliate for its “Jazz
Show With David Sanborn.” The
two-hour program has been kept in
the family by signing on with
NBC’s WYNY, where it will air Sat-
urday middays.

ch RADIO DIVISION promotes
Elizabeth Hayter to vice president/
media practices and assistant to di-
vision president Bob Hosking.
Hayter is a 16-year CBS veteran,
most recently holding the manager
of administration and assistant to
the president titles. At the CBS Ra-
dio Network, Dorothy Scattone is
appointed manager of affiliate ad-
ministration. She has worked in that
department for two years.

GETTING A GOOD LAUGH out of
radio is a long-standing trend still
on a strong roll. As such, radio com-
edy veterans Ron Stevens and Joy
Grdnic are offering their experi-
ence as comedy consultants. The
pair have 12 years of comedy writ-
ing to their credit and their bits are
heard on roughly 600 stations.
Through their All Star Radio,
Stevens and Grdnic will be advising
clients on the use of on-air humor,
including production, execution, and
sales tips. All Star can be reached at
(213) 850-1169.
, Also aiming at radio’s funny bone
is Houston-based LaughNet, USA.
The company is offering a five-min-
ute bit of the same name. The piece
was recorded live at Igby’s Comedy
Cabaret in West Los Angeles and
hosted by Barbara Barri. For more
information, call (713) 537-8802.
KIM FREEMAN

= e [

Sy

White Wheel. WMAQ Chicago morning man Doug James poses with Lisa
Janke, the winner of a recent Vana White look-alike contest. James chose
Janke from a field of aspiring “Wheel Of Fortune’'-sidekick imitators.

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
lime and dates.

May 30-June 1, Spyro Gyra, Jazz
Show With David Sanborn, NBC
Radio Entertainment, two hours.

May 30-June 1, Beach Boys,
Dick Clark’s Rock, Roll & Remem-
ber, United Stations, four hours.

May 30-June 1, Steve Allen, The
Great Sounds, United Stations,
four hours.

May 30-June 1, Julian Lennon,
Countdown America with Dick
Clark, United Stations, four hours.

May 30-June 1, Bryan Adams,
Graham Nash, Rock Chronicles,
Westwood One, one hour.

May 30-June 1, Howard Jones,
Rick Dees’ Weekly Top 40, United
Stations, four hours.

May 30-June 1, Night Ranger,
Superstar Concert Series,
Westwood One, 90 minutes.

May 30-June 1, Eddie Rabbitt,
Weekly Country Music Countdown,
United Stations, three hours.

May 30-June 1, Thompson
Twins, Hot Rocks, United Stations,
90 minutes.

May 30-June 5, Tanya Tucker,
Country Today, MJI Broadcasting,
one hour.

May 30-June 5, Hear'n’Aid Spe-
cial, Metalshop, MJI Broadcasting,
one hour.

May 31, Monkees, Solid Gold
Saturday Night, United Stations,
five hours.

May 31-June 1, Simple Minds,
On The Radio, NSBA, one hour.

June 1, Various Artists, Paul
Shaffer Show ... Live From The
Hard Rock Cafe, NBC Radio En-
tertainment, 90 minutes.

June 1-7, Erik Berglund, Musi-
cal Starstreams, Musical Star-
streams, two hours.

June 2-9, Nitty Gritty Dirt
Band/20th Anniversary Salute,
Country Closeup, Narwood Produc-
tions, one hour.

June 6-8, Flim & the BB’s, Jazz
Show With David Sanborn, NBC
Radio Entertainment, two hours.

June 6-12, John Schneider,

Country Today, MJI Broadcasting,
one hour.

June 6-12, Dio, Metalshop, MJI
Broadcasting, one hour. °

June 7-8, Rolling Stones, On The
Radio, NSBA, one hour.

June 13-15, Rod Stewart, Leg-
ends Of Rock, NBC Radio Enter-
tainment, two hours.

June 13-15, Yellowjackets, Jazz
Show With David Sanborn, NBC
Radio Entertainment, two hours.

June 13-19, Lee Greenwood,
Country Today, MJI Broadecasting,
one hour.

June 13-19, UFO, Metalshop, MJI
Broadcasting, one hour.

June 14-15, Mike & the Mechan-
ics, On The Radio, NSBA, one
hour.

June 15, Sting, U2, Bryan Ad-
ams, others, Amnesty Internation-
al Concert (simulcast with MTV),
Westwood One, eight hours.

June 20-22, Pat Metheny, Jazz
Show With David Sanborn, NBC
Radio Entertainment, two hours.

June 20-26, Marie Osmond,

(Continued on page 19)
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ADULT CONTEMPORARY
MOST ADDED

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

NEW TOTAL
88 REPORTERS ADDS ON

D.FOSTER/O.NEWTON-JOKN 16 31
THE BEST OF ME aftantic

JEFFREY OSBORN 15 21
YOU SHOULD BE MINE agm

GENESIS 13 13
INVISIBLE TOUCH atuanmic

JAMES TAYLOR 12 58

THAT'S WHY I'M HERE
COLUMBIA
DAVID PACK - 11 50

THAT GIRL IS GONE warner
BROS.

FOR WEEK ENDING MAY 31, 1986

Billboard.

HOT
ADULT

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

CONTEMPORARY.

E Compiled from national sample of radio playlists.
z Tyl O
2 1 |[E[g| TmE ARTIST
= | 3 [ o~ | 3| LABEL & NUMBER/DISTRIBUTING LABEL
. * % NO.1 » %
@ 3217 LIVE TO TELL SiRe 7-28717/WARNER BROS. 1 week at No. One
& MADONNA
@ 20318 ON MY OWN mca 52770
’ @ PATTI LABELLE & MICHAEL MCDONALD
3 111110 GREATEST LOVE OF ALL aRisTA 1.9466
) & WHITNEY HOUSTON
@ 5| 7| 7 | THERE'LL BE SAD SONGS (TO MAKE YOU CRY)
JIVE/ARISTA 1-9465/ARISTA @ BILLY OCEAN
5 4|50 HOLDING BACK THE YEARS ELEKTRA 7-69564
4 SIMPLY RED
@ 1l2|s NO ONE IS TO BLAME  ELEKTRA 7-69549
& HOWARD JONES
@ 0wlls| A DIFFERENT CORNER coLumBiA 38.05888
& GEORGE MICHAEL
ginls YOUR WILDEST DREAMS  POLYDOR 883096-7/POLYGRAM
& THE MOODY BLUES
9 614110 TAKE ME HOME  aTLaNTIC 7-89472
@ PHIL COLLINS
1114 8 SOMETHING ABOUT YOU  POLYDOR 883362-1/POLYGRAM
& LEVEL 42
@ 2iugl7 ALL | NEED IS A MIRACLE  aTLANTIC 7-89450
& MIKE & THE MECHANICS
@ 15] 181 7 MOVE AWAY  VIRGIN/EPIC 34-05847
& CULTURE CLUB
131716110 NEVER AS GOOD AS T_HE FIRST TIME PORTRAIT 37-05846/EPIC
SADE
2021 s THE LOVE PARADE  REPRISE 7-28750/WARNER BROS.
¢ THE DREAM ACADEMY
@ 161231 4 HEADED FOR THE FUTURE coLUMBIA 38-05889
NEIL DIAMOND
16 | 8| 9|11 BAD BOY epic 34-05805
& MIAMI SOUND MACHINE
@ 2312 3 THAT'S WHY I'M HERE coLuMBIA 38-05884
JAMES TAYLOR
22| s IF YOUR HEART ISN'T IN IT  aam 2822
@ ATLANTIC STARR
19 l3i8!11 CALL ME  asm 2816
4 DENNIS DE YOUNG
%133 4 THAT GIRL IS GONE  WaRNER BROS. 7-28892
) DAVID PACK
21 |17 1 10] 12| SO FAR AWAY  waRNER BROS. 7-28789
@ DIRE STRAITS
22 l18l15| 11 MANIC MONDAY  coLuMBIA 38-05757
& BANGLES
23 |21l16] 15 TENDER LOVE  wARNER BROS./TOMMY BOY 7-28818/WARNER BROS.
' & FORCE M.D.'S
24 |24l 12113 | THINK IT'S LOVE  aRiSTA 1-9444
& JERMAINE JACKSON
25 |19l19] 14 OVERJOYED 1AMLA 1832/MOTOWN
& STEVIE WONDER
26 | 28129 6 WEST END GIRLS em-aMERICA 8307
& PET SHOP BOYS
@ NEWD| | THE BEST OF ME  aTLANTIC 7-89420
& DAVID FOSTER AND OLIVIA NEWTON-JOHN
35| — | 2 | WHO'S LEAVING WHO  capiToL 5576
ANNE MURRAY
29 {2927 8 IF YOU LEAVE  aam 2811 .
€ ORCHESTRAL MANOEUVRES IN THE DARK
30 27122 18 THESE DREAMS  capiToL 5541
& HEART
@ NEWD| | ONE WISH €ePiC 34.05875
& HIROSHIMA
32 32383 A FINE MESS moTOWN 1837
THE TEMPTATIONS
33 125|211 13 WHISPER IN THE DARK  ARISTA 19460
DIONNE WARWICK
39 |34]35] 4 MOVE CLOSER  atLanTIC 7-89424
4 MARILYN MARTIN
@ NEWD| 1 BABY PLEASE DON'T TAKE IT () NEED YOUR LOVE)
JIVE 1-9500/ARISTA JONATHAN BUTLER
36 | 371 | 2 | HAPPY, HAPPY BIRTHDAY BABY Rrca 14286
RONNIE MILSAP
SECRET LOVERS  asm 2788
3.7 301218 & ATLANTIC STARR
NEWD| | WHO'S JOHNNY (“SHORT CIRCUIT” THEME) GORDY 1842/MOTOWN
& EL DEBARGE
NEWD| | LIKE A ROCK caPiToL 5592 .
BOB SEGER & THE SILVER BULLET BAND
NEWD| 1 HAS ANYONE EVER WRITTEN ANYTHING FOR YOU

MODERN 7-99532/ATLANTIC STEVIE NICKS

Products with the greatest airplay this week. ® Video clip availability. e 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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Frankie Says Relax. XTRA-AM San Diego air talent Don Springfeld, left, gets
some tanning tips from a star of the golden oldies station, Frankie Avalon. On
the right are the winners of a station contest that sent listeners backstage for
the Golden Boys of Bandstand Congert.

W

Rolling For Liberty. WXRK New York air talent Marc Coppola, right, provides a pit stop for cyclist Rob Templin. The
cyclist was peddling from Rochester, N.Y. to New Orleans to raise attention for last weekend’s Kodak Liberty Ride
Festival.

Kools Hits. KHTX Reno operations manager and morning man John Chommie
gets a wisit from members of Kool & the Gang. The pair delivered a platinum
version of their "Emergency’ album as a thank you for KHTX's support.

Jailhouse Blues. Reunion Records artist Michael W. Smith, right, awaits his
rescue as WLAC Nashville personality Pat Reilly collects bail pledges from
listeners. The wheeling and dealing was part of a "‘Jail & Bail for Heart"
campaign for the American Heart Assn.’s Middle Terinessee Ghapter.

: ‘. 2 q.
+ - < K

WPIX Flexes For Muscles. WPIX New York staffers support the fight against Muscular Dystrophy while co-sponsoring a

champagne reception at the opening of the Jacob Javits Convention Center. Shown from left are WPIX promotion director

Jane Shayne, the Center’s prasident/C.E.O. Thomas Galvin and the station’s morning talent-Debbie Nigro, and news
director Paul James.

Koch In Combat. WNBC New York afternoon driver Joey Reynolds pals it up

Philly's Favorite. Radio veteran and United Stations Programming Network partner Dick Clark accepis a broadcaster of with Gotham Mayor Ed Koch, who dropped by for an on-air appearance. During
the year award from the Pennsylvania Assn. of Broadcasters. Shown from left at the ceremonies are WAEB Allentown’s the interview, Koch sang My Way" while'Reynolds gave the Mayot tips on how
Neal Newman, WPEN Philadelphia’s Dean Tyler, Clark, USP’s Ruth Presslaff, and Bob Young of WXTtJ Philadelphia. to win friends and influence people.
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Billboard.

FOR WEEK ENDING
MAY 31, 1986

POWER PLAYLISTS

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

PLATINUM—Stations with weekly
cume audience of over 1 miltion.

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

24 27 Billy Ocean, There'll Be Sad Songs (T 19 10 van Halen, Why Can't This Be Love 13 16  Level 42, Something About You 24 34 Level 42, Something About You
gg %!51 Lalcg‘,_v'lennla (Iltalling ;ll) ﬁ émgney‘, Ble Googd;o (V%urrseli }g Zg #kej &l Ti}:e M;cgan&cs, All | Need Is A %g g‘i Falm A#_Slln, Tge“Heat 0f Heat
1. Mister, s It Love obert Palmer, Addicted To Love e Jets, Crush On You aico, Vienna Calling
% §?) Erinc'e. Aw)?:rloverholeay?hsehad %2 2; Howarjd Janes, l'ﬂ‘o One Is To Blame }g g Van Ha’I‘er},hwh)ACZa't This Be Love ;g gg ?tepharnie rMills, |MHT;E LeTav:\ked To Re
angles, e Knew What She Wants 3 27 Janet Jackson, Nasty 20 Heart, Nothin' At ears For Fears, Mothers Tai
29 32 Kenny Lo%ﬁins, DanFer Zone 24 25 Simpie Minds, All The Thin§s She Said - 18 18 Culture Club, Move Away 29 32 Heart, Nothin’ At All i
30 20 Heart, Nothin' At Al 25 29 The S.0.S. Band, The Fines| 19 25 Simply Red, Holding Back The Years 30 28 Jermaine Jackson, | Think It's Love
31 34 Wild Blue, Fire With Fire 26 30 Ban&]es, If She Knew What She Wants M 20 18 Journey, Be Good To Yourself 31 EX The S.0.S. Band, The Fines|
gg ﬁ :?ahnréjﬁic son, Na'swty AZ; — ;he aﬁbu;ouls ‘rsr;ugderr'b"ds. Tuff Enuff Pittsbur’gh P.D.: Nick Bazoo g %g FalcovJ enna Ca!l’:ng GmEmaG gg EX The F(agt(nlous Tl'!tv‘neevbims hTuIvtv Enuft
il Collins, Tak Hy 2 33 Pete iel, Sledgehamme o Janet Jackson, What Have You Done For X Ne ition, With Yo e Wa
New York PD- Larry B 337 38 Speci, Like No Other Nighi 29 31 Gavin Christopher, dne Step Closer To 12 Patti LaBelle & Michael McDonald, On 73 24 Bays Dort Cry, | Wanna Be A Cowboy 3 EX El DeBarge, Who's Johany ("Short Circ
ew Yor ) PO arry berger 35 38 The Rolling Stones, One Hit (To The B 30 32 Prnce'd The Revolution, Mountains 23 Madonna, Live To Tell 24 26 Loverboy, Lead A Doube Life A35  —  The Blow Monkeys, Digging Your Scene
11 Patti LaBelle & Michael McDonald, On 36 39 Van Halen, Dreams 31 28 Cherrelle With Alexander 0'Neal, Satu 3 5 George Michael, A Dilferent Corner 25 27 INXS, Listen Like Thieves A — Bob Seger & The Silver Bullet Band, L
2 3 Whitney Houston, Greatest Love 01 All 37 40 Bob Seger & The Siiver Bullet Band, L 32 34 Kenny Loggins, Danger Zone 4 & Nushooz, | Can't Wait 26 28 Kenny Loggins, Danger Zone A — Van Halen, Dreams
3 2 Pet Shop Boys, West End Girls A38  —  Genesis, Invisible Touch A33 — The Moody Blues, Your Wildest Dreams S 7 Mike & The Mechanics, All | Need |s A 27 29 Van Halen, Dreams A — Magazine 60, Don Quichotte
4 5 Madonna, Live To Tell A39 —  Simply Red, Hoiding Back The Years A34 — Genesis, lnvisible Touch A6 —  Orchestral Manoeuvres In The Dark, If 28 30 The S.0.S. Band, The Finest EX EX The Dream Academy, The Love Parade
5 8 Miami Sound Machine, Bad Boy | R40 — The Blow Monkeys, Digging Your Scene A35 — Andy Taylor, Take It Easy 71 Whitney Houston Greatest Love Of All A3 Rod Stewart, Love Touch
6 4 Janet Jackson, What Have You Done For | A —  Pet Shop Boys, Opportunities 8 10 Mr. Mister, Is It Love A30 — Genesis, Invisible Touch
7 10 Orchestral Manoeuvres In The Dark, if 9 12 Culture Club, Move Away A —  David Foster/Olivia Newton-John, The
8 12 The Jets, Crush On You 10 18 Level 42, Something About You €X EX Belinda Cariisle, Mad About You
9 8 Robert Palmer, Addicted To Love 11 20 The Jets, Crush On You EX EX GTR, When The Heart Rules The Mind

107 The Outfield, Your Love . 12 4 Ppet Shop BWS. West End Girls EX EX Giuffria, | Must Be Dreaming
11 6 Prince & The Revolution, Kiss 13 8 Van Halen, Why Can't This Be Love EX EX Magazine 60, Don Quichotte
12 13 Mike & The Mechanics, All | Need Is A M 1027 14 14 Tears For Fears, Mothers Talk . r
13 16 Level 42, Something About You KI g 15 16 Journey, Be Good To Yoursell
14 1o Stephanie Mils, | Have Leaaned To Re AM 1150 1 24 g Debrge, wgol"s Johnay ("Short Circ [gm Cleveland P.D.: Phil LoCascio
1 Van Halen, Why Can't This Be Love . P alco, Vienna Caltin U
e 10 aeors e Michael, & Different Corner Los Angeles P.D.: Gerry DeFrancesto Boston P.D.: Bob Travis 18 ﬁ Bl c0c"gan, }h:re;f B: sad Songs (T _ bl ;Vh(itsn;y Houston, Greatest Love of All

u Shooz, | Can't Wai R 1 2 Madonna, Live To Teit il Collins, Take Me Hom: —— et Shop Boys, West End Girls

18 21 The $.0.5. Band, The Finest 1 4 Patti LaBelie & Michae) McDonald, On 2 1 whnney'HoLvston, Greatest Love Of All 20 15 Janet Jackson, What Have You Done For AMmraca s 3 5 Orchesh?al anoeuvres In The Dark, If
18 20 Culture Ciub, Move Away 2 2 Madonna, Live To Tell 3 6 Patti LaBelle & Michael McDonald, On 21 22 B.E Taylor Group, Karen - 4 6 Madonna, Live To Tell
20 18 Phil Collins, Take Me Home 3 3 Pet Shop Boys, West End Girls 4 4 Orchestral Manoeuvres in The Dark, If 22 27 Heart, Nothin® At All 5 8§ Janet Jackson, What Have You Done For
21 22 Rainy Davis, Sweetheart 4 1 Whitney Houston, Greatest Love Of All 5 5 Level 42, Something About You 23 26 John Cougar Mellencamp, Rain On The $ : . 6 4 The Outfield, Your Love
22 23 Heart, Nothin' At All 5 10 George Michael, A Different Corner 6 8 Mike & The Mechanics, All | Need Is A 2429 Janet Jackson, Nasty Miami P.D.: Robert Walker 77 Phil Colling, Take Me Home
23 26 Mr. Mister, Is It Love 6 8 Nu Shooz, | Can't Wait 7 3 Pet Shop Boys, West End Girls 25 28 Patti Austin, The Heat O Heat 1 3 Madonna, Live To Tell 8 10 Level 42, Something About You
gg gg 3lmply gf‘;{ Hol_dmg”Ba(cik Zhe Vea‘{s . ; g Simply geld, Holdin Bader The Years g 9 g._ Mis Ce|v, bls it Love %9 }; ;dzu{m S%nzh'dgghmm Bad Boy 2 g ;he Outfield, :ouv Lhove TG l9 }% :ike & The lMrlechLamcs, All | Need Is A

oices merica, Hands Across Ameri Robert Palmer, Addicted To Love 11 Culture Club, Move Away Top, Rou 3 atti LaBelle & Michael McDonald, On 0 r. Mister, is It Love

A26 — El DeBarge, Who's Johnny (“Short Cire 9 12 Janet Jackson, Nast 10 12 Journey, Be Good To Yourself 28 EX  Belinda Carlisle, Mad About You 4 1 whi(ner Houston, Greatest Love Of All Il 3 Van Halen, Why Can't This Be Love

AZ; = {Na;"?(( :“HWHi Na;‘ﬁ! ma }(1) g lhel éetﬁ, Csth“Or;w ou }% }g }r*owajnrd J%nes, N6) Ovne Is To Blame 53 (2)1( E;IS:EN!; LMA‘:EEOIL&'IK?'#\SUFHJF% . 2 g grcgt;s ral lM(g‘moe‘uwesl In The Dark, If }g {g :‘oursn:y. Bti (C;'Wd( To Vlourselv

- itney Houston, nce hil s, Take Me Home he Jets, , Never 00 irst Tim 2, 't Wai u 2, | Can't Wai
: — Eam l}us:in‘ Tgle }Tieal '?Y Heat 12 6 Milam|osg:md lgacm:e, Bad Boy 3 ;haart,e r:oel‘rri?hladt ’AII ;u : — aenesnds.Jlnvlsiblﬁ ToouchlS - 7 12 [IuDeBo:vge, Wah"o's nghnny ("Short Circ 14 20 Patti L?Be;le & Mlci;;ld Mfl)lznald. On
—  Genesis, Invisible Touc 13 25 Falco, Vienna Callin 14 19 Simply Red, Holdin| k The Ye: —  Howard Jones, No One 0 Blame 8 13 Mr. Mister, Is It 15 17 Tears For Fears, Mothers Tal
A — Starpoint, Restless 14 2 Levcel 42', SomelhmggAbou( You 15 18 T;‘epBYow MonkeysFDigcgin Veouvagzene EX EX Bangles, If She Knew What She Wants 3 11 Jorume'y,eée GoodL%eVourseH 16 13 Robert P’almer, Addicted To Love
15 15 Sade, Never As Good As The First Time 16 15 S(arshép, Tomorrow Doesn’t Matter Ton EX EX Stevie Nicks, Has Anyone Ever Written 10 10 George Michael, A Different Corner 17 21 Culture Club, Move. Away
}9 lg Cunu';e|Clut;,wl‘VIoEe A(w% b ol }; 2(7) ‘;ealrsc ‘I" Fe?rs, Mh:(hers Talk }% }g The ealg grush"?n Vgil.; - }g %g Eowarddon:s,#g gnﬁ ks T‘oCBlame
Van Halen an't This Be Love il Collins, Take Me Home Levet omething About You eorge Michael, ifferent Corner
18 28 The Blow honzeys, Digging Your Scene 18 22 Billy Ocean, There'll Be Sad Songs (T 13 15 Mike & The Mechanics, All | Need ts A 20 16 Miami Sound Machine, Bad Boy
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Say Hey, WDHA. Industry visitors spend a day in the country while visiting

WDHA, Dover, N.J., during the album rocker’s annual open house afternoon. In
the studio are, from left, Jeremy Fabinyi, manager of Mental As Anything and
the Machinations; Jay Ziskrout, Arista’s associate director of national album
promotion, WDHA program director Mike Boyle; A&M artist Glen Burtnick; and
Bob Linder, WDHA vice president/general manager.

Dropout PD Drops Back Into Radio

BY DENIS McCNAMARA

FEATURED PROGRAMMING

(Continued from page 16)

Country Today, MJI Broadcasting,
one hour.

June 20-26, Dee Snider, Metal-
shop, MJI Broadcasting, one hour.

June 21, ZZ Top Tour Party
(Live), NBC Radio Entertainment,
90 minutes.

June 21-22, Starship, On The Ra-
dio, NSBA, one hour.

June 27-29, .38 Special, Profile
'86, NBC Radio Entertainment, 90
minutes.

June 28-29, Mr. Mister, On The
Radio, NSBA, one hour.

July 4, Dolly Parton, Salute To

Dolly Special, Mutual, three hours.

July 4, Dire Straits, Genesis,
Beatles, others, BBC's Concert For
the Colonies, Westwood One, six
hours.

July 5-6, Madonna, On The Ra-
dio, NSBA, one hour.

July 12-13, Journey, On The Ra-
dio, NSBA, one hour.

July 19-20, Sade, On The Radio,
NSBA, one hour.

July 26-27, Tears For Fears, On
The Radio, NSBA, one hour.

Aug. 2-3, Heart, On The Radio,
NSBA, one hour.

NEW YORK In May 1982, Dave
Lee Austin dropped out of radio.
Four years later, he has dropped
back in—as program director of
WHJY, the leading album rocker in
Providence, R.I.

Before leaving radio four years
ago, Austin had racked up eight
years as an air personality at album
rockers WLIR Long Island, WCCC
Hartford, KZEW
Dallas, WCOZ
Boston, WAAF
Worcester (where
he was PD), and
WMET Chicago.

: I As Austin bus-

ied himself pack-
Austin.

#F3

ing for the move
last week from
Fairfield, Iowa,
where he has lived for the past few
years, to Rhode Island, he explained
the unusual twist he had given his
career.

“In May of 1982, I had a year to
go on my contract with WMET. It
was a wonderful job, but I just
didn’t want to do it one more day. I
just resigned.

“I wanted to take the personal od-
yssey everyone has dreamed of,” he
said. “While it sounds romantic, it
really was a lot of work.”

Austin’s first nonradio job was in
Fairfield. “I’ve always had an inter-

est in cooking, especially baking, so .

I worked with two large bakeries.”

After the bakery, Austin moved
on to another new field. “I was al-
ways interested in medicine, but I
was too old for medical school.” He

spent a year at the local medical
center, performing duties like clean-
ing showers and working with pa-
tients. He said that in dealing with
doctors, he encountered egos that
reminded him of those in radio.

All the while, Austin practiced an-
other longtime interest, meditation.
During his sabbatical from radio,
Austin enrolled in “advanced and
difficult programs for self-develop-
ment.”

Summing up the experience, he
called it “‘a more difficult four years
than any I spent in broadcasting,
because every day you come face to
face with a bigger challenge than
any competitor: yourself.”

Austin is glad to be back. “I never
stopped listening to the radio. I
could do without my records and
TV, but I couldn’t do without listen-
ing to the radio.”

PHILADELPHIA Listeners here
can request “The Discombobula-
torbubalator” until their ears turn
blue, but chances are the rap will
never again see the light of air-
waves.

Citing a lyric reference to
“Chinks,” the Philadelphia Com-
mission on Human Relations has
asked outlets not to play the plat-
ter for fear of offending Asian lis-
teners.

Written and performed by local
act M.C. Breeze, the rap became a
top request on urban leader
WUSL last month. But station
manager Bruce Holberg pulled
the track recently because it was
determined to be hostile and de-
meaning to Chinese people.

WUSL program director Tony
Quartarone says the song hit No.
1 on the station’s “Top Nine At
Nine” before it was yanked off the
air. On that day, Quartarone said

‘Discombobulatorbubalator’

Song Has Phil. Bent Out Of Shape

“The Discombobulatorbubalator”
pulled 300 requests.

Cody Anderson, general manag-
er of urban outlet WDAS, says his
station never played the song. He
says that any song that’s ques-
tionable in terms of content is nev-
er put on the WDAS playlist.

The tune’s lyric centers on a
Chinese restaurant, where the
rapper has a quarrel with a work-
er and ultimately pulls a gun on
him. The rapper’s bias allegedly
comes through in the use of the
word “Chink” and a description of
Chinese food as ‘‘chopped dog
food.”

The writer of the song, Joseph
Ellis, has said that he “meant no
harm’’ and regretted using the
word “Chink.” Ellis says a New
York distributor has agreed to re-
cut the song in a “‘cleaner” ver-
sion, MAURIE H. ORODENKER
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Producers’ Aim: Singles, Longevity
Ocean’s Latest In The Ballad ‘Zone’

BY BRIAN CHIN

NEW YORK While working on
Billy Ocean’s second Jive/Arista al-
bum, “Love Zone,” producers Barry
Eastmond and Wayne Brathwaite
say they had to forget about the
double-platinum success of ‘‘Sud-
denly”’—the singer’s Grammy-win-
ning debut release that spawned no
less than four chart hit singles.

Creating enough singles-quality
material to give the new ‘‘Love
Zone” longevity similar to that of its
Keith Diamond-produced predeces-
sor was of utmost importance. Yet,
the challenge was not to copy its di-
rection—‘‘not to write ‘Caribbean
Queen’ or ‘Loverboy, Part Two,””
says Eastmond.

“We just wanted to get the best
out of every song,” adds Brath-
waite. ‘“People are more mature
now; singers have to have more go-
ing for them.” Hence, the emphasis
on more ballads, and as Eastmond
puts it, “real songs that could last
five or 10 years.”

Equally important to the produc-

ers was, ‘‘establishing Billy as a
great vocalist.” That orientation
shouldn’t be surprising, considering
Eastmond and Brathwaite’s sepa-
rate production successes with
Freddie Jackson and Glenn Jones,
respectively.

“Love Zone" is the first collabora-
tive studio project shared by East-
mond and Brathwaite. They are also
the first American producers to
have signed management deals with
Zomba, the diversified parent com-
pany of the Jive label.

Eastmond was especially pleased
that Jive Records chief Clive Calder
invited the pair to produce the en-
tire album, rather than farming it
out as a multiproducer project. The
latter approach comes of “trying to
get a hit from each producer,” says
Eastmond. “But it never jells as an
album.”

The creative process for “Love
Zone” was quick—most songs came
together in two to three days in col-
laboration with Ocean. Songwriting
and major recording took place in
London, while overdubs were done

Synth Wizard Looks To New Directions
Dolhy Moves Into Movies

BY SAM SUTHERLAND

LOS ANGELES Electronic pop pio-
neer Thomas Dolby has his sights set
on film music. He's scoring and writ-
ing songs for the upcoming Univer-
sal Pictures fantasy, “Howard The
Duck,” developed from the cult comic
book. Dolby says he has tabled work
on his own recording and stage proj-
ects because he has found greater
creative challenges in writing for the
big screen. “Even in my solo musie, |
think you can hear that I've always
been very visual, very cinematic, in
my approach,” he says.

“It was through Quincy Jones that
I got my first score,” says Dolby, al-
luding to an ill-fated Richard Brooks
picture, “Fever Pitch,” which was
canceled shortly after shooting was
supposed to start. ¢ ‘Fever Pitch’ was
an eye-opening experience, and not
entirely pleasant. But I learned what
went into creating music for film, and
that was very valuable.”

Universal subsequently ap-
proached Dolby for ‘“Howard The
Duck,” asking him to compose songs
that would be performed on camera

by a female rock band that figures
centrally in the plot. Even though
George Lucas is executive producer
of the picture, Dolby says he was ini-
tially wary.

“I'd stayed away from situations
where I would just be putting songs
into a film,” he says. An offer to
broaden that role into scoring helped
close the deal.

“I ended up getting involved in ev-
ery aspect of the movie, from set de-
sign and choreography to dialog,” he
says proudly.

The musical elements of the proj-
ect may surprise those who still type-
cast Dolby in electronic terms. Al-
though he’s employing synthesizers
to compose the instrumental cues and
score, the songs that will be played
by the movie’s girl group were con-
ceived for a conventional lineup of
guitar, bass, keyboards, and drums.

“They’re a struggling band from
Ohio—very low-tech,” Dolby says
with a grin. “But during the course
of the movie, Howard becomes their
manager and begins teaching them
riffs from the biggest hits on his

(Continued on page 22)
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in New York.

Eastmond found the atmosphere
of London liberating. ‘“‘In New
York, I write a certain way that’s
not always representative of the
rest of the country or the world,” he
says. ‘London was a nice change, a
lot more creative.”

As for Ocean’s input, Eastmond
says, “Sometimes he really blew us
away. Wayne and I would start a
groove, and Billy came in with these
great melodies—we’d just say,
‘Keep singing, keep singing.””’

With “Love Zone” entering the
Top Pop Albums chart at No. 48,
matching the producers with Ocean
was clearly a prudent move. And
while Ocean is in England rehears-
ing for a North American summer
tour, current work in progress for
Eastmond is a new Freddie Jackson
album and for Brathwaite, the RCA
debut of Genobia Jetta.

] s,

Surprise Performance. Prince joins the Bangles on stage for a hot rendition of
“Manic Monday"' during the group’s recent performance at Warfield Theater in
San Francisco. The Purple Wonder then watched from the sidelines, joining in
again on the encore. Prince has been popping up unannounced at clubs across
the country to warm up for his forthcoming tour. (Photo: Ron Delany)

by Steve Gett

NEW YORK Duran Duran is
ready to record its next album—ten-
tatively titled ‘“Notorious”’—now
that Simon “Sea Dog” LeBon is
back from an around-the-world race
aboard his yacht, “Drum.”

Keysman and landlubber Nick
Rhodes, who busied himself with
assorted photographie, video, and
writing projects while LeBon was on
the high seas, had told the British
press that he was concerned about
the singer’s safe return. (Remember
last summer’s capsizing escapade?)

Happily, ‘Drum” recently finished
the marathon, sailing into Britain’s
Portsmouth harbor in third place.

Rhodes has already collaborated
separately with bandmates John
and Andy Taylor on new material,
but actual recording sessions had to
wait for LeBon’s return.

Guitarist Andy Taylor, working
on his debut MCA solo album in Los
Angeles, continues to deny reports
of his pending departure from the
band, saying, “It’s impossible to
stay in Duran Duran without pursu-
ing other musical interests.”

A release date for the Nile Rod-
gers-produced Duran album has yet
to be confirmed, but the group is
planning to embark on a major
world tour next year. Meanwhile,
congrats to Rhodes and his wife, Ju-
lie-Ann, who are expecting their
first child in August.

ROCKIN' ROYALS: First they
watched Loverboy and Sheena
Easton perform at a gala concert in
Vancouver during their trip to Cana-
da earlier this month. Now Britain’s
Prince Charles and Princess Di-
ana are scheduled to attend a June
20 rock extravaganza at Lendon’s
Wembley Arena, celebrating the
10th anniversary of the Prince’s
Trust charity organization.

Big Country, Level 42, Suzanne
Vega, and royal faves Status Quo

LeBon Docks, Duran Duran Rocks;
Tina, Phil Head Royal Superjam

will perform before clearing the
stage for a superjam, featuring the
likes of Tina Turner, Phil Collins,
Eric Clapton, Paul Young, Elton
John, and Mark Knopfler. Alas,
there are no plans to film, televise,
or record the event.

SHORT TAKES I: Following a
brief stint at New York’s Power Sta-

ON THE BEAT

Artist news, touring,
signings, venues . .. for
those who need to know

tion studio, David Lee Roth has
taken his new band back to Califor-
nia to complete his first post-Van
Halen album. Roth embarks on an
extensive global tour with U.S.
dates in mid-August ... Don’t cry
for Madonna. She’s rumored to be
up for the lead role in a movie ver-
sion of “Evita.” Her new album, due
next month, will be called “True
Blue” ... Bonnie Raitt is releasing
her first album in four years on
Warner Bros. Produced by George
Massenberg and Bill Payne, the al-
bum is due in July . .. the Cars’ Ric
Ocasek has a new Geffen solo al-
bum set for mid-July.

HEMEMBER QUIET RIOT? The
L.A. hard rockers were all the rage
when their 1983 “Metal Health” al-
bum notched quintuple platinum
sales, but they subsequently fell
from grace with the followup re-
lease, “Condition Critical.” The lat-
ter album actually sold a respect-
able 1.5 million copies, but the band
was unable to generate strong box-
office business on its fall ‘84 tour.
Quiet Riot is hoping to rebound
with its third Epic-distributed re-
lease, ““Quiet Riot III,”” which
reaches stores in early July. Ex-

Giuffria bassist Chuck Wright has
replaced Rudy Sarzo in the lineup;
former Rick Springfield keysman
John Purdell is another new addi-
tion.

I.IONEL RICHIE collaborated
this past month with the Cities In
Schools (CIS) organization on a pro-
gram encouraging students to gain
strong grades, keep perfect atten-
dance records, and generally stay
out of trouble.

Boys and girls at participating
CIS schools stand to win prizes that
include concert tickets, tour jackets,
and backstage passes to meet Richie
on his upcoming tour. Sounds like
an incentive for juvenile delinquen-
cy! Only joking, of course—Tipper
Gore would be proud.

WITH OFFICES in California and
the Far East, the new Inter Pacific
Entertainment Group (a subsidiary
of the Inter-Pacific Financial Corp.)
will handle concert promotion in Ko-
rea and Taiwan. Says company head
Thomas B. Watson, “Korea may
be where Japan was 15 to 20 years
ago, musically. But its catch-up will
be meteoric.”

SHORT TAKES II: The highly un-
derrated U.K. hard rock combo
UFO is set to make its long overdue
North American concert comeback
this summer to promote the Chrysa-
lis release ‘“Misdemeanor.” Word
has it that the band will play a spe-
cial club date at Brooklyn's metal
haven L’Amour this Saturday (31)
... The first output from the new
IRS Home Entertainment Label
(distributed by MCA Home Video) is
a 30-minute Belinda Carlisle video,
tying in with the release of her first
solo album. MTV plans a July pre-
miere . . . Atlantic has rush-released
the debut Nu Sheoz album to capi-
talize on the Hot 100 success of “I
Can’t Wait” (see story, page 35).
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> BOXSCORE

TOP CONCERT
GROSSES

Amusement Business
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
FRANK SINATRA Civic Center May 16 $334,850 13,702 Frank J. Russo
Providence, R.I. $25/%20 sellout
THE OAK RIDGE BOYS Fox Theatre April 22-27 $328,948 27,114 in-house
WILLIAMS & REE Atlanta, Ga. $20.25/§5.25 36,000
JUDAS PRIEST Los Angeles Memorial Sports May 11-12 $323,224 19917 Avalon Attractions
DOKKEN Arena, Los Angeles, Calf. $16.50/315 sellout
JUDAS PRIEST Tacoma Dome May 18 $312,464 19,529 Media One
DOKKEN Tacoma, Wash. $16 30,000
THE GRATEFUL DEAD Frost Amphitheater May 10-11 $297,780 19,000 Bill Graham Presents
Palo Alto, Calif. $i6 19,000
sellout
THE GRATEFUL DEAD Cal Expo Amphitheatre, May 3-4 $256,495 16,031 Bill Graham Presents
Sacramento, Calif. $16 24,400
AMY GRANT The Forum May 2 $240,574 17,872 Nederlander Organization
GARY CHAPMAN & THESE THREE  Los Angeles, Calif. $16.50/$14.50 17,872
STEVE TAYLOR & SOME BAND sellout
VAN HALEN Civic Arena May 13 $235,265 15,899 DiCesare-Engler Prods.
BACHMAN TURNER OVERDRIVE Pittsburgh, Pa. $15 sellout
KENNY ROGERS Long Beach Arena May 9 $229,634 14,058 North American Tours
LEE GREENWOOD Long Beach, Calif. $17.50/$15.50 14,393
SAWYER BROWN
GALLAGHER Front Row Theater May 8-12 $217,046 14,715 in-house
Cleveland, Ohio $14.75 15,980
JUDAS PRIEST Qakland-Alameda County May 15 $214,710 14,453 Bill Graham Presents
DOKKEN Coliseum, Oakland, Calif. $16/$14.50 14,453
sellout
TONY BENNETT Radio City Music Hall May 10-11 $208 544 9,697 Radio City Music Hall Prods.
New York, N.Y. $25/316 11,748
KENNY ROGERS Arco Arena May 12 $194,250 10,500 Music Futures Presents
LEE GREENWOOD Sacramento, Calif. $18.50 10,500
| SAWYER BROWN sellout
- KENNY ROGERS San Diego Sports Arena May 13 $187,048 11,931 North American Tours
LEE GREENWOOD San Diego, Calif. $16.50/$13.50 14,825
| _SAWYER BROWN
KENNY ROGERS Salt Palace May 15 $186,964 11,958 North American Tours
SAWYER BROWN Salt Lake City, Utah $16.50/$13.50 13,743
MARIE OSMOND
_JUDAS PRIEST Irvine Meadows Amphitheatre May 9 $180,219 19,954 Avalon Attractions
RAVEN Laguna Hills, Calif. $17.50/$12 15,000
SIMPLE MINDS The Greek Theatre April 15-16 $178,053 11,183 Nederlander Organization
THE CALL Los Angeles, Calif. $17.50/816/$10 12,236
GLADYS KNIGHT & THE PIPS Front Row Theéater May 15-17 $170,761 10,844 in-house
Clevetand, Ohio $15.75 12,784
KENNY ROGERS Gammage Center May 7 $159,096 10,746 North American Tours
LARRY GATLIN & THE GATLIN Tempe, Ariz. $16.50/$13.50 15071
BROS. Arizona State University
SAWYER BROWN
JUDAS PRIEST San Diego Sports Arena May 10 $157,234 13717 Avalon Attractions
RAVEN San Diego, Calif. $14.50/$12.50 1377
- sellout
THE FIRM Kemper Arena May 14 $146,070 9,994 Contemporary Prods.
MASON RUFFNER Kansas City, Mo. $15 11,220 New West Presentations
HEART Irvine Meadows Amphitheatre May 18 $144,737 14,987 Avalon Attractions
HONEYMOON SUITE Laguna Hills, Calif. $17.50/812 14,987
sellout
STEVIE NICKS Sun Dome May 11 $143,152 8,947 Americana Concert
OPUS Tampa, Fla. $16 10,608
Univ. of South Florida
KENNY ROGERS Fresno Convention Center May 10 $137,931 8494 North American Tours
LEE GREENWOOD Fresno, Calif. $16.50/$13.50 10,748
SAWYER BROWN
JOSE JOSE Radio City Music Hall May 9 $136,550 5874 Radio City Music Hall Prods.
New York, N.Y. $25/$20 5,874
sellout
HEART Concord Pavilion May 14 $133,547 8,523 in-house
HONEYMOON SUITE Concord, Calif. $17.50/$14.50 8725
HEART Concord Pavilion May 15 $132,140 8427 in-house
HONEYMOON SUITE Concord, Caif. $17.50/814.50 8725
JUDAS PRIEST Cal Expo Amphitheater May 16 $122,100 7,400 Bill Graham Presents
DOKKEN Sacramento, Calif. $16.50 - 12,200
NEW EDITION Cajundome May 16 $118,460 10,160 Pace Concerts
CHERRELLE Lafayette, La. $12.50/$10 10,500
FORCE M.D.'S
0ZZY OSBOURNE El Paso County Coliseum May 12 $116,333 8,023 Stardate Concerts
METALLICA El Paso, Texas $14.50 8,023 Pace Concerts
sellout
HEART The Forum May 16 $115,347 15,343 Avalon Attractions
HONEYMOON SUITE Los Angeles, Calif. $16.50/§15 seflout
AEROSMITH Toledo Sports Center May 6 $109,646 7,500 Cellar Door Prods.
TED NUGENT Toledo, Chio $17/%15 1,500
sellost
AEROSMITH Wings Stadium May 19 $102,615 6,841 Brass Ring Prods.
TED NUGENT Kalamazoo, Mich. $15 8113
THE FIRM The Summit May 19 $94,988 6,691 Pace Concerts
MASON RUFFNER Houston, Texas $15.65 9,500
KENNY ROGERS Tucson Community Center May 6 $92,054 6,172 North Ameriean Tours
LARRY GATLIN & THE GATLIN Tucson, Ariz. $16.50/$13.50 9,426
BROS.
SAWYER BROWN
CONWAY TWITTY Bicentennial Center May 10 $80,217 5,942 Jayson Promotions
LORETTA LYNN Salina, Kan. $13.50 7,883
SIOUXSIE & THE BANSHEES Radio City Music Hall May 15 $76,072 4329 Radio City Music Hall Prods.
THE RAUNCH HANDS New York, N.Y. $18.50 5,874
THE OAK RIDGE BOYS James Madison University Hall May 2 $69,275 6,066 in-house
EXILE Harrisenburg, Va. $12.50/810 7,000
James Madison Univ.
THE OAK RIDGE BOYS Little Nashville Opry April 20 $69,000 4,600 in-house
Nashville, Ind. $15 4,600
sellout

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

Walent
Dokken Exits

Europe, Leaves
Trouhle Behind

BY ETHLIE ANN VARE

LOS ANGELES After returning
from arguably the most horrific
European tour in history, what has
Dokken done? They’ve gone back
on the road in the good old U.S.A.,
of course. Constant touring is part
of the reason the hard rock quin-
tet's third Elektra album, “Under
Lock and Key,” has sold consistent-
ly for more than six months, and
Dokken’s co-manager Cliff Burn-
stein hopes to keep record sales
alive right through the summer.

“We have a new single, which
we're working AOR and CHR, and a
new video,” says Burnstein. “The
band’s doing 35 dates with Judas
Priest, and then we’d like to find an-
other big summer tour. This isn’t
rocket-scientist strategy,” he adds.
“We're just doing everything.”

Dokken—an L.A.-based combo
comprised of Don Dokken (vocals),
George Lynch (guitar), Mick Brown
(drums), and Jeff Pilson (bass)—
toured Japan immediately following
the November release of “Under
Lock and Key,” before hooking up
with Twisted Sister for a U.S. tour
that was abbreviated by Dee
Snider’s illness. Then came the
three-month jaunt through Europe
with Accept, a tour Dokken gave up
on after the Chernobyl nuclear
disaster.

“The radioactivity was the straw
that broke the camel’s back,” says
bassist Pilson, noting that the
group also saw its crew bus fire-
bombed in Belfast, had an audience
throw dynamite around the hall in
Barcelona, and played to a German-
speaking crowd in Heidelberg be-
cause the expected GI's were con-
fined to base for security reasons.

“In San Sebastian we stayed at a
hotel that was next door to the
headquarters of a Khadafy-backed
terrorist group,’’ adds Pilson.
“We'd look out the window and see
signs saying ‘Die Yankee Imperial-
ist Pigs!"”

Pilson says that Dokken looks
back on the trip as an “occupational
hazard.” The occupational hazards
anticipated by the group during its
U.S. summer dates are a flooding of
the market by acts who have can-
celed European jaunts, and the eco-
nomic doldrums of the South—a
noted hard rock bastion.

“It’s definitely tight out there,”
says Burnstein who, with partner
Peter Mensch, also manages Def
Leppard, Armored Saint, and Metal-
lica. “You have to give people a
package that they feel is worth
spending their last dollar for. Judas
Priest and Dokken is a strong bill in
a market that demands strong bills.
A platinum act paired with a gold
act, that’s giving people value.”

Burnstein says he believes his
strategy of “pushing, and pushing,
and pushing” will make that bill a
double-platinum pair before too long.

“We'll go platinum eventually,”
he says. “If we get CHR on the next
single, we'll zoom to platinum over-
night. If we don’t, we’ll get there in
two years. But we'll get there, one
way or the other.”
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Talent in Action

0ZZY OSBOURNE
METALLICA
Nassau Coliseum,
Hempstead, N.Y.
Tickets: $16

THE ABUNDANCE OF onstage
pyrotechnics and special effects—
not to mention additional fireworks
and various flying objects courtesy
of the audience—provided strong vi-
sual accompaniment to Ozzy Os-
bourne’s aggressive 75-minute set
here last month.

After making his stage entrance
seated in a huge mechanical beast,
Osbourne and his band—guitarist
Jake E. Lee, bassist Phil Soussan,
and drummer Randy Castillo—de-
livered songs from Osbourne’s cur-
rent CBS Associated release, “The
Ultimate Sin,” as well as a solid se-
lection of older material.

Running across the stage in a
frenzy, the former Black Sabbath
front man clapped his hands, telling
the crowd to “go crazy.” Such en-
couragement was hardly neces-
sary—the wildly enthusiastic sup-
porters caused a reported $25,000
worth of damage to the venue.

Setting the pace for the event was
thrash metal band Metallica. The
Los Angeles-based quartet per-
formed a number of throbbing, in-
decipherable tunes from its latest
Elektra album, ‘“Master Of Pup-
pets,” which, surprisingly, drew al-
most as much ecstatic crowd re-
sponse as Osbourne later received.

LINDA MOLESKI

DEL FUEGOS
E'VEI0
Park West, Chicago
Tickets: $12, $10

WHEN SCRAPPY underground
guitar bands become popular, it’s

not uncommon for them to lose the
streetwise quality that gained them
fans in the first place. Happily, that
doesn’t seem to be the case with
Boston’s Del Fuegos.

Increased airplay and notoriety—
perhaps due in part to their agree-
ably low-key Miller Beer commer-
cial—have given them more assur-
ance in concert. A packed headlin-
ing date here last month proved
that their garage-bred brashness
hasn’t abated one whit.

The quartet (augmented by a key-
boardist for the tour) presented a
solid set consisting mostly of mate-
rial from its Slash Records debut al-
bum, “The Longest Day,” and the
Slash/Warner Bros. followup,
“Boston, Mass.”

Lead singer/rhythm guitarist
Dan Zanes’ caustic humor made his
between-song patter particularly
entertaining. Younger brother War-
ren Zanes was both a visual and au-
ral focal point, constantly tossing
his mop of blond hair and knocking
off accomplished lead guitar lines.
Meanwhile, drummer Woody Giess-
man and bassist Tom Lloyd ran a
tight rhythm ship, periodically con-
tributing harmonies.

Opening the show was
E*I"E*I*Q, a Wisconsin- and Illi-
nois-based band rapidly gaining sta-
tus in the most-likely-to-succeed cat-
egory. The group’s debut album,
“Land Of Opportunity” (Frontier
Records), produced by Los Lobos
saxophonist Steve Berlin, is receiv-
ing a good deal of regional airplay—
strong performances such as this
can only help spread the word.

MOIRA McCORMICK

OAK RIDGE BOYS
Fox Theater, Atlanta
Tickets: $20.25

AS EVIDENCED by their stellar
90-minute appearance here last
month, the Oak Ridge Boys have in-
corporated several changes into
their long-established tour format.
But if the wild standing ovation
from the capacity crowd of 4,600 is
any barometer, these revisions have
found immediate acceptance.

From a technical standpoint, the
Oaks have introduced a well-coordi-
nated, effective computer lighting
setup. On a musical note, many old-
er hits are now featured in medleys,
making room in the show for seven
tunes from the forthcoming ‘““Sea-
sons’ album.

The quartet of Joe Bonsall,
Duane Allen, William Lee Golden,
and Richard Sterban has been to-
gether a long time, but it has man-
aged to stay fresh and enthusiastic.

The only ecriticism of the show,
which took place during a six-day
stand in Atlanta, is that most of the
best catalog material was either
shunted to the medleys or totally
passed over. But let’s not quibble;
the Oak Ridge Boys give more than
100% all the time.

RUSSELL SHAW

Band’s Longevity Due To ‘Family’ Style

New Golden Earring LP

BY LINDA MOLESK!

NEW YORK Golden Earring has
been touring and recording for more
than 20 years. More remarkable,
though, is the fact that its original
lineup—guitarist George Kooymans,
vocalist Barry Hay, bassist Rinus
Gerritsen, and drummer Cesar Zui-
derwijk—has remained unchanged
since the group’s formation.

With their latest album, “The
Hole,” just out on the Atlantic/Atco-
distributed 21 label, the veteran
Dutch rockers show no signs of slow-
ing down.

Attributing the band's longevity to
its “family’” attitude, singer Hay
notes, “Few bands meet and start the
way we did. Many are brought to-
gether from other cities. We grew up
with each other and naturally joined
together.”

Golden Earring has also main-
tained a lasting relationship with
Freddie Haayen, who produced their
1965 debut album. He now serves as
the group’s manager, in addition to
running the 21 Records label, whose
roster includes Roger Glover, Alvin
Lee, and Paul Brady.

Although the Dutch band has re-
leased a succession of albums over
the years, only two—1974’s “Moon-
tan”’ and 19%2’s “The Cut’’—have
been certified gold in the U.S. The lat-
ter generated the group’s first top 10
single “Twilight Zone.”

“It’s tough to promote records in
the U.S. if you don’t live here,” says
Haayen. “There’s a big ditference be-
tween radio here and overseas. Here,
vou have to have sounds that fit for-
mats.” In Europe “it's all top 40.”

While Golden Earring was record-
ing “The Hole” in Europe last year,
Haayen says he taped cassettes of
key U.S. album radio stations, which
he then sent to the group. “It influ-
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ences their arranging aspect so the
music doesn’t sound off the wall.”

Studio sessions for “The Hole”
spanned a four-month period. Shell
Schellekens, who produced the
band’s two previous releases, was at
the knobs.

A video for the album’s first single,
“Quiet Eyes,” was directed by noted
photographer Anton Corbijn, whose
credits include promo clips for Propa-
ganda and Echo & the Bunnymen.
The video reportedly cost $40,000. It
recently premiered on MTV.

Golden Earring plans to embark on
a three-month U.S. tour in July, fol-
lowing a series of concerts in Germa-
ny, Holland, and Belgium. According
to Kooymans, the group prefers to
headline theater-sized venues, but he
hints at the possibility of some arena
dates with Roger Daltrey.

DOLBY MOVES TO MOVIES

(Continued from page 20)

home planet.”

The group’s songs were recorded
in various Bay Area studios, where
Dolby also cut several tunes for the
project with his own band. For the
scoring elements, however, he ex-
pects to work primarily with a Fair-
light CM], transferring programs di-
rectly to the film’s master magnetic
track.

The Fairlight is also vital to
planned orchestrations. “I don’t write
a note of music that anyone else
would be able to understand,” he
says. “So I had to do fairly elaborate
demos with the Fairlight.”

MCA has the rights to the sound-
track album, which will include the
fictional band’s material, Dolby’s
own songs, and excerpts from the
score. “There’s a reasonable chance
I'll be directing the music videos from
the project,” he adds.

Dolby says his own label, Capitol-
EMI, has been tolerant of his recent
hiatus from recording, allowing him
to concentrate on outside projects. In
addition to the “Howard The Duck”
score, these include production work
for the group Prefab Sprout, which
Dolby refers to as “my link to the
charts in England these days.”

But Dolby is frank that his long-
term career plans call for more film
work, eventually as a director.
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Bilboard SALES & AIRPLAY.
lboard Hot Black Singles 3
A ranking of the top 40 black singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Black Singles chart.
x x
SALES <3 - AIRPLAY 3
of | & ez | |28 |58 ARTIST |53
Ty |2y TITLE ARTIST 26 Iy |2y TITLE 29
1 1 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 1 1 1 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 1
2 4 THE FINEST THE S.0.S. BAND 2 2 2 THE FINEST THE S.0.S. BAND 2
3 8 NASTY JANET JACKSON 3 3 3 NASTY JANET JACKSON 3
4 3 GREATEST LOVE OF ALL WHITNEY HOUSTON 4 4 4 IF YOUR HEART ISN'T IN IT ATLANTIC STARR 5
5 5 IF YOUR HEART ISN'T IN IT ATLANTIC STARR 5 5 5 GREATES-T LOVE OF ALL WHITNEY HCUSTON 4
6 14 DO YOU STILL LOVE ME? MELI'SA MORGAN 6 [ 11 LOVE TAKE OVER FIVE STAR 10
7 2 | HAVE LEARNED TO RESPECT ... STEPHANIE MILLS 7 7 13 HEADLINES MIDNIGHT STAR 17
8 6 | CAN'T WAIT NU SHOOZ 20 8 8 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) BILLY OCEAN 8
9 11 DO FRIES GO WITH THAT SHAKE GEORGE CLINTON 13 9 [ WHAT'S MISSING ALEXANDER O'NEAL 9
10 22 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) BILLY OCEAN 8 10 10 YOU DON'T HAVE TO CRY RENE & ANGELA 11
11 17 STAY THE CONTROLLERS 12 11 9 DO YOU STILL LOVE ME? MELI'SA MORGAN 6
12 7 KISS PRINCE & THE REVOLUTION 22 12 14 FIRESTARTER TEASE 15
| 3 20 WHAT'S MISSING ALEXANDER O'NEAL 9 13 18 WHO’S JOHNNY (" SHORT CIRCUIT” THEME) EL DEBARGE 16
1 13 OH, LOUISE JUNIOR 14 14 12 STAY THE CONTROLLERS 12
15 2% YOU DON'T HAVE TO CRY RENE & ANGELA 11 15 16 JUST ANOTHER LOVER JOHNNY KEMP 19
16 1“ LOVE TAKE OVER FIVE STAR 10 16 21 | WOULDN'T LIE YARBROUGH & PEOPLES 18
17 ‘!‘ UNDER THE INFLUENCE VANITY 23 17 23 TELL ME (HOW IT FEELS) 52ND STREET 25
18 o NEVER AS GOOD AS THE FIRST TIME SADE 21 18 15 OH, LOUISE JUNIOR 14
19 24 FIRESTARTER ) TEASE 15 19 19 STATE OF THE HEART PHILIP BAILEY 24
20 29 WHO'S JOHNNY ("SHORT CIRCUIT* THEME) EL DEBARGE 16 20 26 HERE | GO AGAIN FORCE M.D.'S 28
21 — | WOULDN'T LIE YARBROUGH & PEOPLES 18 21 7 | HAVE LEARNED TO RESPECT . .. STEPHANIE MILLS 7
22 12 DO IT TO ME GOOD (TONIGHT) MICHAEL HENDERSON 32 22 17 DO FRIES GO WITH THAT SHAKE GEORGE CLINTON 13
23 30 JUST ANOTHER LOVER JOHNNY KEMP 19 23 20 | GET OFF ON YOU THE ROSE BROTHERS 29
24 — HEADLINES MIDNIGHT STAR 17 24 27 SEX MACHINE THE FAT BOYS 26
25 23 WATCH YOUR STEP ANITA BAKER 37 25 - VICIOUS RUMORS g TIMEX SOCIAL CLUB 31
26 16 THE HEAT OF HEAT PATTI AUSTIN 30 26 — WITH YOU ALL THE WAY NEW EDITION 35
27 — SEX MACHINE THE FAT BOYS 26 27 —_— PEE WEE'S DANCE JOESKI LOVE 27
28 | 18 [ ‘'crRusH oN vou THE JETS | 38 28 | 24 | THE CHARACTER MORRIS DAY | 34
29 — PEE WEE'S DANCE JOESKI LOVE 27 29 S AIN'T NOBODY EVER LOVED YOU ARETHA FRANKLIN 40
30 — WEST END GIRLS PET SHOP BOYS 36 30 - SWEET AND SEXY THING RICK JAMES 45
31 — | GET OFF ON YOU THE ROSE BROTHERS 29 31 — BREATHLESS MTUME 44
32 — STATE OF THE HEART PHILIP BAILEY 24 32 — DIAL MY NUMBER PAULI CARMAN 46
33 15 LOVE IS JUST A TOUCH AWAY FREDDIE JACKSON 39 33 — MY ADIDAS RUN-D.M.C. 33
34 — MY ADIDAS RUN-D.M.C. 33 34 — I'LL BE YOUR FRIEND PRECIOUS WILSON 43
35 21 PARTY FREAK CA$HFLOW 51 35 — FUNKY BEAT WHODINI 41
36 — TELL ME (HOW IT FEELS) 52ND STREET 25 36 22 THE HEAT OF HEAT PATT!I AUSTIN 30
37 — HERE | GO AGAIN FORCE M.D.'S 28 37 — WEST END GIRLS PET SHOP BOYS 36
38 — VICIOUS RUMORS TIMEX SOCIAL CLUB 31 38 — YOU SHOULD BE MINE JEFFREY OSBORNE 47
39 — FUNKY BEAT WHODINI 41 39 - FEMALE INTUITION MAI TAI 49
40 — WHAT HAVE YOU DONE FOR ME LATELY JANET JACKSON 58 40 — SWEETHEART RAINY DAVIS 42

©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, eiectronic, mechanical,
photocopying, recording, or otherwise, without the prior written permission of the publisher.

\BLACK SINGLES A-Z PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

TITLE
(Publisher - Licensing Org.)
Sheet Music Dist.

100 MPH 57 GIVIN' IT (TO YOU)
(Controversy, ASCAP) (One To One, ASCAP)
30 MINS, TO TALK 97 GOING IN CIRCLES
(Philly World, BMI) (Por Pete, BMI)

40 AINT NOBODY EVER LOVED YOU 4 GREATEST LOVE OF ALL
(Gratitude Sky, ASCAP/Polo Grounds, BMI} (Golden Torch, ASCAP/Gold Horizon, BMI) CPP

63 ARTIFICIAL HE’.ﬁ’I’ 17 HEAOLINES
(Flyte Tyme, ASCAP/Avant Garde, ASCAP) (Hip Trip, BMI/Midstar, BMI) CPP

70 BABY LOVE 30 THE HEAT OF HEAT
(Black Lion, ASCAP/Regina Richards, ASCAP/Deutsch- (Flyte Tyme, ASCAP/Avant Garde, ASCAP)

Berardi, ASCAP/April, ASCAP/Maz Appeal, ASCAP) 28 HERE | GO AGAIN

92 BAD 8OY (T-Boy, ASCAP/Fly Girl, ASCAP/Force M.D., ASCAP)
(Foreign Imported, BMI) CPP 84 HIGH HORSE

44 BREATHLESS (Warner-Tamerlane, BM|/Song-A-Tron, BMI)
(Mtume, ASCAP) 65  HOLD IT, NOW HITIT

85 BURNIN' LOVE (Det Jam, ASCAP)

(Black Lion, ASCAP/Captain Z, ASCAP/Billy Osborne, 83 HOLDING BACK THE YEARS
ASCAP/Val-ie Joe, BMI) (April, ASCAP)

77 BYE BYE 20 | CANT WAIT
(lrvin Lee, BMI) (Poolside, BMI)

34 THE CHARACTER 68 1 DON'T WANT TO WAKE UP (FEELIN' GUILTY)
(Ya D Sir, ASCAP/WB, ASCAP) (Azrock, BMI/Swelka, BMI)

72 CLOSER THAN CLOSE 29 1 GET OFF ON YOU
(Sloopus, BMI) (Muscle Shoals, BMI/Jalew, BMI)

38 CRUSH ON YOU 7 1 HAVE LEARNED TO RESPECT THE POWER OF LOVE
(Almo, ASCAP/Crimsco, ASCAP/Irving, BMI) (Careers, BMI/Moore & Moore, BMI) CPP
CPP/ALM 100 | THINK IT'S LOVE

46 DIAL MY NUMBER (Black Stallion, ASCAP/Jcbete, ASCAP/See This
(April, ASCAP/Science Lab, ASCAP) CPP/ABP House, ASCAP/Blackbull, ASCAP) CPP

13 DO FRIES GO WITH THAT SHAKE 18 | WOULDN'T LIE
(Warner-Tamerlane, BMI/X-0-Skeletal, BMI) (Temp Co., BMI}

32 DO IT TO ME GOOD (TONIGHT) 5 IF YOUR HEART ISN'T IN IT
(Shannonlatisse, BMI/American League, BMI) (Almo, ASCAP/Redhead, ASCAP/Joe’s, ASCAP/Stuart,

6 DO YOU STILL LOVE ME? ASCAP) CPP/ALM
(Fuss, ASCAP) I'LL BE ALL YOU EVER NEED

74 DONT WASTE MY TIME (Music Specialists, BMI)
(Qval, ASCAP) I'LL BE YOUR FRIEND

56 EXPERIENCE (Zomba, ASCAP)

(Happy Stepchild, BMI) I'M NOT GONNA LET (YOU GET THE BEST OF ME)

49 FEMALE INTUITION (MCA, ASCAP/Unicity, ASCAP/Moonwalk, ASCAP)
(Intersong, ASCAP/Solid Smash, ASCAP) 91 ITS YOU

73 A FINE MESS (Stone Diamond, BMI/Reel Vain, BMI/Jobete,
(Golden Torch, ASCAP/Gold Horizon, BMI/Tuneworks, ASCAP/Conceited, ASCAP/R.KS., ASCAP) CPP
BMmI) CPP 83 THE JAMMIN' NATIONAL ANTHEM

2 THE FINEST (Konglather, BMI/Cheyenne, ASCAP/Motor, ASCAP)
(Flyte Tyme, ASCAP/Avant Garde, ASCAP) 19 JUST ANOTHER LOVER

15 FIRESTARTER o {Music Corp. Of America, BMI/New Music Group,
(Future Shock, ASCAP/WB, ASCAP) BML/Kashif, BMI)

4] FUNKY BEAT 2 KISS

(Zomba, ASCAP)

(Controversy, ASCAP)

55

8

98
39
10
76
8

59

21

]

51

27

62

78

52

LET'S GET STARTED

(Bill-Lee, ASCAP/Bush Burnin', BMI)
LIPS TO FIND YOU

(April, ASCAP/Midmght Magnet, ASCAP/Te'Mas
Eliope, ASCAP)

LOVE 4/2

(Ted-On, BMI/).Carr, BMI)

LOVE IS JUST A TOUCH AWAY

{Bush Burnin’, BMI/Zomba, ASCAP)
LOVE TAKE OVER

(Company, MCPS/Eaton, MCPS)

LOVES ON FIRE

(West Kenya, ASCAP)

MINE ALL MINE

(Personal, ASCAP/AIl Seeing Eye, ASCAP)
MOUNTAINS

(Controversy, ASCAP)

MY ADIDAS

(Protoons, ASCAP/Rush Groove, ASCAP)
NASTY

(Flyte Tyme, ASCAP)

NEVER AS GOOD AS THE FIRST TIME
(Silver Angel, ASCAP) CPP

NOBODY 8UT YOU

(Tricky-Trac, BMI)

(NOTHING SERIOUS) JUST BUGGIN'
(ADRA, BMI|/Guinea Farm, BMI)

OH, LOUISE

(Junior, prs/Emi, prs/MCA, ASCAP)

ON MY OWN

(New Hidden Valley, ASCAP/Carole Bayer Sager, BMI)
ONE LOVE AGO

(Idnyc-Derf, BMI/Pure Delite, BMI/Membership,
ASCAP)

ONE STEP CLOSER TO YOU

(Music Corp. Of America, BMI/Bayjun Beat,
BMI/Rashida, BMI/MCA, ASCAP)

ONE WAY LOVE

(T-Boy. ASCAP)

OVERJOYEO

(Jobete, ASCAP/Blackbull, ASCAP) CPP
PARTY FREAK

(All Seeing Eye, ASCAP)

PEE WEE'S DANCE

{Vintertainment, ASCAP)

PROGRAMMED FOR LOVE

(Mtume, ASCAP)

RECONSIDER

(Wyteria, BMI/Music Minded, BMI)
RESTLESS

67

n

24

12

61

3l

37

(Philesto, BMI/Keith Diamond, BMI/Willesden,
BMI/Harrindur, BMI) CPP

ROCK ME AMADEUS

(Colgems-EMI, ASCAP) CPP

ROCK THE BELLS

(Def Jam, ASCAP)

SATURDAY LOVE

(Flyte Tyme, ASCAP/Avant Garde, ASCAP)

SAY T, SAY IT

(Baby Tanzi, BMI/House Of Fun, BMI/Black Lion,
ASCAP)

SEX MACHINE

(Dynatone, BM|/Unichappell, BM!)

SLEEPLESS NiGHTS

(Almo, ASCAP/Redhead, ASCAP/Largo, ASCAP)
CPP/ALM

STATE OF THE HEART

(April, ASCAP/Science Lab, ASCAP) CPP/ABP
STAY

(Zomba, ASCAP/Tyvela, BMI)

STRUNG OUT

(Bush Burnin’, BMI)

STYLE

(Northridge, ASCAP/Arista, ASCAP) CPP
SWEET ANO SEXY THING

(Stone City, ASCAP/National League, ASCAP)
SWEETHEART

{Warner's Thunder, ASCAP/WD, ASCAP/Real Deal,
SESAC/Frederick, SESAC)

TAKE A PIECE OF ME

(Sloopus, BMI)

TELL ME

(Jimi Mac, BMI)

TELL ME (HOW IT FEELS)

(Ackee, ASCAP)

THERE'LL BE SAD SONGS (TO MAKE YOU CRY)
{Zomba, ASCAP)

UNDER THE INFLUENCE

(MCA, ASCAP/WB, ASCAP/Ertolejay Musique,
ASCAP/Music Corp. Of America, BMI/It's A Gonna
Rain, BMI)

VELOCITY

(Father Thunder, BMI)

VICIOUS RUMORS

(J.King Iv, BMI)

WATCH YOUR STEP

(Baker's Tune, BMI}

WEST END GIRLS

(Cage, ASCAP) CPP

WHAT HAVE YOU DONE FOR ME LATELY

BLACK SINGLES

BY LABEL

A ranking of distributing labels
by their number of titles
on the Hot Black chart.

NO. OF TITLES
ON CHART

LABEL

EPIC (4) 10
Tabu (4) -~
CBS Associated (1)
Portrait (1)

MCA (7) 8
Philly World (1)

CAPITOL (6) 7
Manhattan (1)

COLUMBIA (4) ) 7
- Def Jam/Columbia (3)

ELEKTRA (4) 7
Asylum (1)
Solar (1)
Vintertaiment (1)

MOTOWN (2) 7
Gordy (2)
Tamla (2)
Motown/Kallista (1)
A&M S
ARISTA (3) 6
Jive (3)
ATLANTIC (4) 6
Omni (2)
POLYGRAM 6
Mercury (3)
Atlanta Artists (2)
London (1)

WARNER BROS. (1) 6
Paisley Park (3)
Qwest (1)
Warner Bros./Tommy Boy (1)
RCA (3) 5
Total Experience (2)
EMI-AMERICA
CHRYSALIS
CRITIQUE
FANTASY
HEAT
ISLAND
4th & B'Way/Checkpoint (1)
JAMPACKED
JAY
KMA

MALACO
Muscle Shoals Sound (1)

PROFILE
SRA/ICHIBAN
Wilbe (1)
SELECT
SLEEPING BAG
SUNNYVIEW
SUPERTRONICS
SUTRA
TOMMY BOY

Ll T~ T N )

bt s e

- e

Pt et b i s s

(Flyte Tyme, ASCAP)

82 WHAT YOU GONNA DO ABOUT IT
(Rare Blue, ASCAP)

9 WHAT'S MISSING
(Flyte Tyme, ASCAP/Avant Garde, ASCAP)

16 WHO'S JOHNNY (“SHORT CIRCUIT" THEME)
(Petwolf, ASCAP/Chappell, ASCAP/Kikiko,
BMI/Unichappeli, BMI) CPP

35 WITH YOU ALL THE WAY
(George Tobin, BMI)

69 (YOU ARE MY) ALL AND ALL
(Beach House, ASCAP/Smokin' Amigos,
ASCAP/Tawanne Lamont, ASCAP)

90 YOU CAN'T HIDE FROM LOVE
(Def Jam, ASCAP)

11 YOU DON'T HAVE TO CRY
(A La Mode, ASCAP/WB, ASCAP)

47 YOU SHOULD BE MINE (THE w00 WOO SONG)
(Nonpareil, ASCAP/Broozertoones, BMI)

SHEET MUSIC AGENTS
are listed for piano/vocal sheet music copies
and may not represent mixed folio rights.

ABP April Blackwood CPP Columbia Pictures

" ALM Almo HAN Hansen
B-M Belwin Mills HL Hal Leonard
B-3 Big Three IMM lvan Mogull
BP Bradley MCA MCA
CHA Chappell PSP Peer Southern
CLM Cherry Lane PLY Plymouth
CPI Cimino WBM Warner Bros.
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‘PEE WEE’ RECORDS

(Continued from page 23)

the know say that it's safe to as-
sume it was less than $10,000.
Love will be on the road this sum-
mer as part of the Fresh Fest hip-
hop tour.

Before “Pee Wee’s Dance’’ hit
the charts, Vintertainment was
best known in rap circles for being
the first company to record Doug
E. Fresh—the record was titled,
appropriately, “The Original Hu-
man Beat Box”—and for a dirty
underground favorite called
“Girls” by B-Boys.

In addition to the success of
‘“Pee Wee's Dance,” Vintertain-
ment has recently benefitted from

FOR WEEK ENDING MAY 31, 1986
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glack

the arrival of ex-RCA black promo-
tion head Mike Kidd. ““Mike be-
came my partner two months ago
and is in charge of promotion,”
says Davis. “‘I’ve known Mike a
long time, and even when he was
at RCA he was extremely helpful.
His contacts at radio will certainly
help us grow, as will his knowl-
edge of how the major labels oper-
ate.”

RHYTHM & BLUES

(Continued from page 23)

and produced.

“You Needed Me,” a Millie Jack-
son/Issac Hayes duet from a few
years back, has been re-released be-
cause of a flood of radio-station re-
quests. Mark Berry has done a re-
mix to update the rhythm track of
the song, first heard on their memo-
rable “Royal Rappin’ " album. Jack-
son seems poised for a comeback. A
recent performance at the Apollo
Theatre found her in rare form. Her
voice was as gritty and soulful as
ever, and her sense of humor as bit-
terly funny. There are a number of
female performers whose ears must
have been burning. There is no use

in repeating any of it, since Jackson
shrewdly commented that she’d
deny it all anyway. What can’t be
denied is that Jackson, after some
poor records and her unfortunate
stand on South Africa, is a major
talent whose signing to Jive is an
important acquisition for the label,
already growing as a black pop pow-
er. A new album is due in August
... Capitol’s Paul Laurence has, as
part of the anti-free-basing mes-
sage of his single “Strung Out,” re-
corded an anti-crack public service
announcement being distributed to
radio.

Star Time At The Apollo. Young
vocalist William Robinson performs “A
House Is Not A Home'" at the Apolio
Theatre as part of the venue's
Wednesday night amateur program.
Robinson was a finalist in the ““Show
Off"" competition sponsored by WBLS.

™
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Some 90 Acts Set To Perform At Fan Fair

Showcases Will Feature Judds, Haggard, Others

NASHVILLE More than 90 acts
will perform in the record-label
and special-category showcases
during the 15th annual Fan Fair
here, scheduled for June 9-13. Ac-
cess to all the shows is covered by
the $60 ticket price. So far, more
than 20,000 people have registered
for the event, and the Country Mu-
sic Assn. and the Grand Ole Opry,
its co-sponsors, are predicting a re-
cord attendance of 22,000.

The showcases will be held in
the grandstand area of the Tennes-
see State Fairgrounds.

Schedules and lineups are as fol-
lows:

Monday, June 9

o Bluegrass Show, 7-10 p.m.,
featuring Bill Monroe & the Blue
Grass Boys, Bluegrass Cardinals,
Hylo Brown, Wilma Lee Cooper,
Eagle Creek Band, Jim & Jesse,
Ralph Lewis & the Lewis Broth-
ers, and George Winn.

Tuesday, June 10
e Songwriters Show, 10:30 a.m.-

12:30 p.m., with Bobby Bare, the
Bellamy Brothers, T. Graham

Brown, Hank Cochran, Paul Davis,
Dean Dillon, the Forester Sisters,
Michael Garvin, Don Goodman,
Harlan Howard, Bucky Jones,
Mary Ann Kennedy, Mel McDan-
iel, Bob McDill, Paul Overstreet,
Chick Rains, Mike Reid, Thom
Schuyler, Troy Seals, and Russell
Smith.

e Mercury/PolyGram Show, 3-5
p-m., with Tom T. Hall, Kathy Mat-
tea, and the Maines Brothers.

e MCA Show, 810 p.m., featur-
ing John Schneider, Steve Earle,
Reba McEntire, Steve Wariner,
and the Whites.

Wednesday, June 11

e Warner Bros. Show, 2-4 p.m.,
with Randy Travis, Crystal Gayle,
Gary Morris, Southern Pacific, and
Dwight Yoakam.

e RCA Show, 7:30-9:30 p.m., with
the Judds, Pake McEntire, Eddie
Rabbitt, and Keith Whitley.

Thursday, June 12

e Capitol/EMI America Show,
10 a.m.-noon, featuring Bobby
Bare, T. Graham Brown, Mel
McDaniel, Marie Osmond, New

Grass Revival, Dan Seals, Sawyer
Brown, and Tanya Tucker.

e MTM Show, 1:30-2:30 p.m., in-
cluding Mike Sanders, Almost
Brothers, Holly Dunn, Girls Next
Door, Marty Haggard, Judy Rod-
man, Schuyler/Knobloch/Over-
street, and Bill Thornbury.

e Independent Label Show, 3-5
p.m., with Bill Anderson, Swanee;
Adam Baker, Avista; Bobby Blue,
Nite; Danny Davis, Wartrace; Lew
DeWitt, Compleat; Mason Dixon,
NLT; Two Hearts, MDJ; Robin
Lee, Evergreen; Malchak &
Rucker, Alpine; Bonnie Nelson,
Door Knob; and Riders In The Sky,
Rounder.

Friday, June 13

e International Show, 10 a.m.-
noon, with Charley Pride (host);
the Jordanaires, U.S.; John Brack,
Switzerland; the Bunch, France;
Family Brown, Canada; Karel
Gott, Czechoslovakia; Indigo
Lady, England; Sandy Kelly, Ire-
land; Lee & Ray Kernaghan, Aus-
tralia; and Nancy Wood, Germany.

e Dot Show, 2:30-4:30 p.m., fea-
turing Asleep At The Wheel,

(Continued on page 32)

by Gerry Wood

THE RECENT BMI POP AWARDS proved that
Nashville songs continue to make a solid impact on the
popular music scene. Songs, songwriters, and publish-
ers shared in the pleasures and plaudits at the black-
tie affair held at New York’s Plaza Hotel.

While top honors for 1985’s most-performed song
went to the goodbye-song-to-end-all-goodbye-songs—
“Everytime You Go Away,” written by Daryl Hall—

Gotham-held BMIs share
spotlight with Music Row

the 34th annual awards dinner spread its spotlight
from coast to coast, with a stop in Nashville.

Hosted by Frances Preston, BMI’s new CEO from
Nashville, the event honored such songs as “I Don’t
Know Why You Don’t Want Me,” the Rosanne Cash
hit; “I Don’t Think I'm Ready For You,” written by
Milton Brown, Steve Dorff, Snuff Garrett and Burt
Reynolds (yes, that Burt Reynolds); Fredericke L.
Parris’ “Lost In The Fifties Tonight (In The Still Of
The Night),” a hit for Ronnie Milsap; and “Real
Love,” bringing BMI honors to David Malloy and
Randy McCormick.

Among the familiar Nashville faces spotted in the
Plaza’s Grand Ballroom for the function were Jimmy
Gilmer, Jerry Crutchfield, Tim Wipperman, Paul
Tannen, Rick Sanjek, Bob Montgomery, Randy Mc-
Cormick, Bob Mather, David Malloy, and David
Conrad.

As usual, Preston did her smooth and professional
job as MC. This was a far cry from the annual BMI
country awards held in the festive tent on Nashville’s
Music Row. This was the Gotham version—extra pres-
sure, extra expectations, extra payoffs. Preston held
the predominantly New York crowd comfortably in
her Southern palms.

One of the most poignant moments was when the

ASHVILLE SCENE{

late Linda Creed’s husband accepted an award for
“Hold Me.” Creed, who died last month, was one of
the nation’s best writers—as proven by her current
Whitney Houston smash, “Greatest Love Of All.”’ Lin-
da’s loss will be felt for years to come.

The spotlight now shifts from BMI to ASCAP as the
latter organization stages its pop awards in Los Ange-
les later this month. We’ll keep an eye on this function
and report how Nashville, its writers and publishers,
fare in the pop music competition.

So far, so good—and once again the Nashville
Sound proves it transcends far beyond the boundaries
of country music.

NEWSNOTES: The Nashville Network will air “Pub-
lic Women/Private Men” June 7, a special that looks
at the relationships between four famous American
women and their male partners. Featured are country
songsters Barbara Mandrell, Marie Osmond, and
Juice Newton and model Kim Alexis.

Another TV special—this one still in the production
stage—is “Marty Robbins: Super Legend.” Set to be
a two-hour show, the tribute will be hosted by John
Schneider and will feature segments with Roy Acuff,
Little Jimmy Dickens, Ralph Emery, Brenda Lee,
Minnie Pearl, and Faron Young. Multimedia Enter-
tainment is producing the project as part of its series
of prime-time specials, “America Comes Alive.”

Photographer Tsumeo Enari spent a day recently
chronicling the activities of RCA’s Vince Gill for the
upcoming National Geographic publication, “A Day In
The Life Of America.”

The RIAA has certified “Ronnie Milsap’s Greatest
Hits Vol. 1” double-platinum and Hank Williams Jr.’s
“The Pressure Is On” platinum. Williams’ “High
Notes” LP has hit the gold level.

SIGNINGS: Warner Bros. artist Michael Martin
Murphey to the Jim Halsey Co. for booking . . .Flying
Fish’s Dave Mallett to the Case Co. for booking.

Grand Ole Gang. Veteran Grand Ole Opry cast members gather for the
opening of the $125,000 Opry exhibit at the Country Music Hall of Fame and
Museum. From left are Jim Ed Brown, Hank Snow, Stonewall Jackson, and
Connie Smith.

John Conlee Fights For Farmers

Class-Action Suit Filed Against FHA

NASHVILLE The Family Farm
Defense Fund, recipient of a
$500,000 grant from FarmaAid, filed
a class-action suit in Lubbock, Tex-
as, May 15 against the Farmers
Home Administration for the re-
lease of loan money already desig-
nated for relief.

It is the first of several such suits
to be brought across the country on
behalf of farmers, according to Co-
lumbia recording artist John Con-
lee, a founder and honorary chair-
man of the fund.

Filed in U.S. District Court, the
case is a manifestation of the influ-
ence the music industry is exerting
on behalf of economically embattled
farmers. Mary Katherine Hembree,
chief counsel for the Washington,
D.C.-based fund, says that Conlee
has been “‘instrumental” in choos-
ing cases for legal action.

Conlee, who acknowledges that
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he is in touch with the fund’s board
“two or three times a week,” says,
“If we’re able to win this case, there
are nearly 7,000 farmers in Texas
who will be affected.”

Last June, Conlee did a concert to
raise charter money for the fund
and subsequently worked with Wil-
lie Nelson on the FarmAid benefit.
He says he will also perform at
FarmAid II in July. EDWARD MORRIS

NEW DEADLINES

Country section news: Monday,
noon

Albums for review: Monday,
noon

Singles for review: Monday, 5
p.m.

General news: Wednesday, noon
All deadlines Central Time.
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THE JUDDS ROCKIN' WITH THE RHYTHM OF THE RAIN  rca/Curs 42 110
RICKY SKAGGS I'VE GOT A NEW HEARTACHE Eepic 36 54
MICHAEL MARTIN MURPHEY ROLLIN' NOWHERE wARNER BROS 33 65
DON WILLIAMS HEARTBEAT IN THE DARKNESS  capitoL 32 32
EDDY RAVEN SOMETIMES A LADY Rrca 32 32

Radio Most Added is a weekly national compilation of the five records most added to the playlists
of the radio stations reporting to Billboard. Retail Breakouts is a weekly national indicator of
those records with significant future sales potential based on initial market reaction at the retail-
ers and one-stops reporting to Billboard. The full panel of reporters is published periodically as
changes are made, or is available by sending a self-addressed stamped envelope to: Billboard
Chart Dept., 1515 Broadway, New York, N.Y. 10036

RETAIL BREAKOUTS

NUMBER
45 REPORTERS REPORTING
RANDY TRAVIS ON THE OTHER HAND  wARNER BROS 16
RONNIE MCDOWELL ALLTIED UP mca/curs 12
SWEETHEARTS OF THE RODEQO HEY DOLL BABY columsia 12
KATHY MATTEA LOVE AT THE FIVE AND DIME  mercurY 11
MARK GRAY BACK WHEN LOVE WAS ENOUGH  coLumeia 11
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)| 22 | 27 | ¢ | UNTILIMETYOU SLDHRODMAN ANGER LIST (GIVE ME SOMEONE | CAN LOVE LEON EVERETTE
. wl:SETr;HI:’IDSDLDE:JWN S WEANDYOU MIMIZ2065/CARITON | — 2 aDANIEL‘L.E%EgETsEG(J MELLENCAMP., L.CRANE) ) ORLANDO 112
" Y CHARLY M
23 | 26 | 10 | SNEEDBROTHERS (DMORGAN, S.0AVIS) CCLAIN/WAY’E‘EC'\QQ%%EAE BEAT IN THE D * & *SEOT SHOT DEBUT * kK
HEART TINTH
% | 29 | g | NIGHTS ED BRUCE NEWD | 1 | BRI T AR 2 e
E.BRUCE ,B.MEVIS (B.HILL. THILLER) RCA 14305 P m— SOMTMES ALADY TDOY RAVW
e e T
cenopounp ¥ ¥ POWER PICK/SALES TO| NEWD | 1 | B R At evers) Y RAVEN
SOUTHERN PACIFIC
@ 25 | 30 ! J.E.NORMAN. SOUTHERN PACIFIC.B HARTMAN (J.MCFEE, A PESSIS) WARNER BROS. 7-28722 71 | 57 | 38 | 16 ﬁgﬁg‘!mﬁ,Y!EJG’Q%%B&"!_ELHOLSON' JJARVIS) UESTOGT EM’:‘:L\T;‘SE
PARTNERS, BROTHERS & FRIENDS & NITT "
2 6 7 14| 4 MORGAN.PWORLEY (JIBBOTSON, JHANNA) Y Gﬁ\'ﬂe‘é %&ng%oo 72 | 51 | 56 6 BTE,'QEEE'(Q’_'REEE'E,S el LIS2 CHILR,?F%?
LOVE AT THE FIVE AND DIME KA
@ 27 | 31 ] 8 | sremoosoverrmo MERCURY 884 ;F;Y7 PO B8 M D wé‘v."s"(b.“&ﬂw Y eochan RPORTER) KEITH V&IQI'II'ALZEE
ON THE OTHER HAND @ RANDY TRAVIS
30 | 35 | B | KiEHNINGKSTEGALL (POVERSTREET. D SCHLITZ) WARNER BROS. 7-28962 NEW)D 1 E{‘EHEI%HFA?AESFRE?DE?AGAN) CO&;*T%'L\‘%EBYS
| WISH THAT | COULD HURT THAT WAY AGAIN T GRAHAM BROWN DOCTOR’
@ 31 34 6 B.LOGAN (VANHOY. PUTMAN. COOK) CAPITOL 5571 @ NEW ’ 1 J.K?SNEOV (BS.CSA%REELBEKANE‘ R.BOURKE) MEL M\glt)cﬁ'\éls%
AIN'T MISBEHAVIN' WILLIAMS, JR.
26 13 1 15 J.BOWEN.H.WILLIAMS.JR. (FWALLER. A.RAZAF. H.BROOKS) WARNER/CUR’-;A7§§794/WARNER éROS 76 58 l 45 11 yéglﬁDBVIJLRL¥B':!)9V':(wSéAYRLE J.HINSON) STEV&CE@ZR7LSE
BACK WHEN LOVE WAS ENOUGH MARK
@ 2| 3 8 S.BUCKINGHAM,M GRAY (T SEALS. M.REID) COLUMBIA 38%§8A5Y7 @ NEW) 1 ﬁ ::gGEA'::? (rl EOS&E'FORNIA MERLEEEEA Sz%é&?
33 36 9 HEY DOLL BABY SWEETHEARTS OF THE RODEO 78 75 60 19 SHE AND | & ALABAMA
S.BUCKINGHAMH.DEVITO (T TURNER) COLUMBIA 38-05824 H SHEDD.ALABAMA (D.LOGGINS) RCA 14281
SOMEBODY WANTS ME OQUT OF THE WAY JONES HONKY TONKER MARTY
@ 341039 7 B.SHERRILL (AL OWENS, D KNUTSON) GEO?chu.osaez NEW)D 1 C.ALLEN.W.ALDRIDGE. M MCANALLY (S FORBERT) cowmsm%ggggg
35 41 5 TIE OUR LOVE (IN A DOUBLE KNOT) DOLLY PARTON 80 63 47 18 LOVE WILL GET YOU THROUGH TIMES WITH NO MONEY GIRLS NEXT DOOR
D.MALLOY (JSILBAR. J.REID) RCA 14297 TWEST (S.LORBER, T.DUBOIS. J.SILBAR) MTM 72059/CAPITOL
ALL TIED UP I'M GOING CRAZY KENNY DALE
@ 36 43 5 B KILLEN (R MCDOWELL. BKILLEN. J MEADOR) ROI\%DT/IEUMB%[gg)lVSV/IEW%LA NEW ’ ! B GREEN (B.PRUETT) BGM 30186
@ 37 42 6 GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON 82 5 40 19 | HAD A BEAUTIFUL TIME MERLE HAGGARD
B MAHER (K.ROBBINS, M JOHNSON) 4294 M.HAGGARD.R REYNOLDS (M.HAGGARD) EPIC 34-05782
YOU'RE THE LAST THING | NEEDED TONIGHT THOSE EYES ANTHONY ARMSTRONG JONES
@ 38 49 4 J.Bo‘dvEN.J sc’:mmzps(n.wnus. D.PFRIMMER) JOHN SC}J(’S‘AESI[z)BEzS 8 L 76 5 M.DANIEL (B.MCCARTHY) AIR103
" RUNNING OUT OF REASONS TO RUN J.D.MARTIN
# | 2% 9 16 SSA?;R?@JLEA‘L L JZ A2 (E D W [ 55) RCA/:UIE’!“IEA&JEO[/)RD(i @ || n 4 JCRUTCHFIELD.PHIGDON (J D MARTIN. J RUSHING) CAPITOL 5573
THAT’S ONE TO GROW ON DOBIE GRAY
@ 43 54 3 JNBOOEIgPGYSIT’:AI"T"(g mg’;‘"' MIND WOULD'VE LEFT HER GEORGEMCSATSR;'QP; 85 69 59 11 H.SHEDD (J.FULLER) CAPITOL 5562
HA WE'VE GOT A GOOD FIRE GOIN’ DON WILLIAMS
41 52 4 ESCRUGGS (MMILLER, R SCRUGGS) e Apﬂ’OLS/éL\J’XBY E&g?ﬂyx& 8 | 8l 3 20 D.WILLIAMS.G.FUNDIS (D.LOGGINS) CAPITOL 5526
NOW AND FOREVER (YOU & ME & ANNE MURRAY
37 21 17 14 ggﬁﬂh‘gggﬁ&?ﬁY MER&E‘Y gﬁ%gg%{tgﬁg 87 80 33 19 O.FOSTER (FOSTER. VALLANCE. GOODRUM) ) CAPITOL 5547
1982 RANDY TRAVIS
38 40 46 6 Eg{ﬁ,%%’%ws) Ty AN%%/ES‘\AS{IL}:'X'E E‘;ESLS% 8 85 5 23 K.LEHNING (J.BLACKMON. C VIPPERMAN) WARNER BROS. 7-28828
JUST QUT RIDING AROUND BARBARA FAIRCHILD
39 101 10 15 g&%mgﬂa{““ ORD. JLHINSON) 2OHN CONLEE 8 | 84 | 8 | 3 J.ALLEN REYNOLDS,D WILLIAMS (T.GOODMAN, D LEHMAN) CAPITOL 5582
X YOU CAN'T KEEP A GOOD MEMORY DOWN JOHN ANDERSON
47 | 57 4 aﬁv\él’ym'(v"xctg\.()f FOR YOU PAKE MECEP;I;I;‘;E 90 | 70 | 48 | 1l | ) .NDERSON.L.E.NORMAN (RMURRAH, MMURRAH, BBURCH) WARNER BROS. 7-28748
= - | DON'T WANT TO KNOW YOUR NAME THE WRAYS
OCKIN' WITH THE : * % POWER PICK/AIRPLAY # & % sy ngn \ SICORNEEIUSI(V.SMOTHERMAN) MERCURY 884-621-7/POLYGRAM
53 | — | 2 | ROCKIN'wWITH HYTHM OF THERAIN . THE JUDDS LET ME DOWN EASY
EMARERIG.SCHUNZIBMALER) RCAYCORBIII62/RCA 92 [ 78 | 6 | 35 T e (TMALCHAK) MALCHAK & ARLEISEK oEog
TRUE LOVE (NEVER DID RUN SMOOTH TOM WOPAT )
46 51 7 J.CRUTCHFIELD, H( PEDERSON (D.SCHLITZ. J. RUSH!NG)) EMI-AMERICA 8316 93 86 82 20 }%‘&g%%%’nﬂ;’:m%ﬁx ECIAL TO ME GEORGEMCSATS%%I
TODAY | STARTED LOVING YOU AGAIN EMMYLOU HARRIS
44150 5 EHARRIS.PKENNERLEY (M HAGGARD. B.OWENS) WARNER BROS. 723714 9 | 91 | 89 14 gaﬁ%ﬁmeoom (S.SPURGIN) GENEEXVQL%?#
STRONG HEART T.G. SHEPPARD BABY WANT
52 64 3 RHALL (TROCCO. C.BLACK. A.ROBERTS) COLUMBIA 38-05905 9% 92 90 12 T CHOATE,D.WILS%N (J GILLESPIE. S WEBB) EMLAMER|CA/CURBEF;1E3%§WM%PR%§
YOU MUST BE LOOKIN’ FOR ME BILLY SWAN EART DON'T P
49 | 55 6 C.YOUNG (B.SWAN) MERCURY 884 668-7/POLYGRAM 9% | 93 8l 18 yscnuecs ®L ABOEQ};H’Q&!& SWILLEY) ¢ AWOLSAYXJ Eﬁggﬂ,ﬂc’,\:
THE LIGHTS OF ALBUQUERQUE JIM GLASER
5 | 8 6 D.TOLLE (B. JON%S 8.MCDILL. DLEE) Q MCA/NOBLE VISION 52808/MCA 97 [ 9% | 92 | 2 E‘,QJM’f\LNfGE}f,L YOUR LOVE MATTERS  LARRY GATLIN AND THE GAT%%%%%E%E%%
WILL THE WOLF SURVIV WAYLON JENNINGS H
55 | 66 3 J.BOWEN.W.JENN!NGS(D,HIDALGO. LPEREZ) MCA 52830 9% )8 |79 4 FSOPMESI(PL‘SPM%[&’?(EJT%Q(?D%“A(L%RE YOULISTENIN') KAREN TAJ&??O?S%DD
60 80 3 COUNT ON ME THE STATLER BROTHERS 99 95 88 14 YOU'LL NEVER KNOW HOW MUCH | NEEDED YOU TODAY CONWAY TWITTY
J.KENNEDY (D.REID) MERCURY 884 721.7/POLYGRAM C.TWITTY,D.HENRY.R.TREAT (J.C.VINSON. P.LINTHICUM. J BENTON) WARNER BROS 7-28772
56 62 3 ANYTHING GOES GARY MORRIS 100 | 9 93 21 SWEETER AND SWEETER THE STATLER BROTHERS
JIM ED NORMAN (G.MORRIS. E.SETSER) WARNER BROS 7-28713 J.KENNEDY (D.REID. H.REID) MERCURY 884317-7/POLYGRAM

0

Products with the greatest airplay and sales gains this week. ® Video clip availability.  Recording Industry Assn. Of America (RIAA) seal for sales of one million units. A RIAA seal for sales of two million units.
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[
Bilboard Hot Country Singles SALES & AIRPLAY. | countay sivoies
A ranking of the top 40 country singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Country Singles chart. BY o MBﬂ
> > S PR
xZ xZ A ranking of distributing labels
. SALES Bl || AIRPLAY i rking of dsrutig
gu |28 | TmLe ARTIST 58| |£d |28 | TmeE ARTIST e8 o5, Yie Iy St sl
-2 |32 Ia 2 | 32 Ia TLES?
1 2 | WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 1 1 2 | WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 1 LABEL No'g,: g:_{ AET
2 4 HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP | 2 2 3 | HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP | 2 -
3 6 | LIFE'S HIGHWAY STEVE WARINER | 3 3 7 LIFE'S HIGHWAY STEVE WARINER | 3 bﬂg’l 1oL V{él)b £ 16
4 | 8 | HONKY TONK MAN DWIGHT YOAKAM | 5 4 | 8 | mMAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS | 4 M"*TF’M"‘ZZ) e 74
5 9 | MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS | 4 5 9 | HONKY TONK MAN DWIGHT YOAKAM 5 MCA (11)° 15
6 1 | TOMB OF THE UNKNOWN LOVE KENNY ROGERS | 6 6 | 10 | REPETITIVE REGRET EODIE RABBITT | 7 MCA/Curb (3) i
7 11 | REPETITIVE R:GRET EDDIE RABBITT | 7 7 11 | LIVING IN THE PROMISELAND WILLIE NELSON 8 MCA/Noble Vision (1) 2
8 | 12 | LIVING IN TH: PROMISELAND WILLIE NELSON | 8 8 | 4 | ONELOVE AT A TIME TANYA TUCKER | 9 RCA (13) 15
9 | 15 | EVERYTHING THAT GLITTERS (IS NOT GOLD) DAN SEALS | 10 9 | 12 | EVERYTHING THAT GLITTERS (IS NOT GOLD) DAN SEALS | 10 ¢« RCA/Curb (2) %
10 | 16 | DRINKING N.Y BABY GOOD-BYE THE CHARLIE DANIELS BAND | 13 10 | 13 | TiL1LOVED YOU RESTLESS HEART | 11 W%’:':E;‘?;?S- aany !
11 | 13 | TIL1ILOVED YOU RESTLESS HEART | 11 11 [ 15 | READ MY LIPS MARIE OSMOND | 12 Warner/Curb (1) ¢
12 | 19 | READ MY LIPS MARIE OSMOND | 12 12 | 16 | OLD FLAME JUICE NEWTON | 14 COLUMBIA 11
13 | 3 | ONE LOVE AT A TIME TANYA TUCKER | 9 13 | 18 | HEARTS AREN'T MADE TO BREAK LEE GREENWOOD | 15 EPIC
14 | 21 | SUPER LOVE EXILE | 16 14 | 17 | DRINKING MY BABY GOOD-BYE THE CHARLIE DANIELS BAND | 13 POLYGRAM 7
15 18 OLD FLAME JUICE NEWTON 14 15 19 SUPER LOVE EXILE 16 Mercury (7)
16 | 28 | HEARTS AREN'T MADE TO BREAK LEE GREENWOOD | 15 16 [ 22 | UNTIL I MET YOU JUDY RODMAN | 18 EMI-AMERICA (2) 3
17 | 17 | AIN'T MISBEHAVIN' HANK WILLIAMS, JR. | 26 17 | 21 | WHEN IT'S DOWN TO ME AND YOU C.MCCLAIN/W.MASSEY | 19 EMI-America/Curb (1)
18 | 22 | UNTIL I MET YOU JUDY RODMAN | 18 18 | 23 [ NiGHTS ED BRUCE | 20 ATLANTIC/AMERICA 2
19 | 29 | WHEN IT’S DOWN TO ME AND YOU C.MCCLAIN/W.MASSEY | 19 19 | 24 | RENO BOUND SOUTHERN PACIFIC | 21 AMi 1
20 | 30 | NIGHTS ED BRUCE | 20 20 | 5 { HOLD ON ROSANNE CASH | 17 AR 1
21 | — | RENO BOUND SOUTHERN PACIFIC | 21 21 | 25 | LOVE AT THE FIVE AND DIME KATHY MATTEA | 23 ALPINE 1
2 | 20 | GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) THE JUDDS | 34 22 | 1 | TOMB OF THE UNKNOWN LOVE KENNY ROGERS | 6 BGM 1
23 | — | HEv poLL BaBY SWEETHEARTS OF THE RODEO | 28 23 | 6 | PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND | 22 CYPRESS 1
24 | — | ON THE OTHER HAND RANDY TRAVIS | 24 24 [ 30 | ON THE OTHER HAND RANDY TRAVIS | 24 EVERGREEN !
25 | 5 | HOLD ON ROSANNE CASH | 17 25 | — | 1WISH THAT | COULD HURT THAT WAY AGAIN T GRAHAM BROWN | 25 MTM% 6 1
26 | 7 | PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND | 22 26 | — | BACK WHEN LOVE WAS ENOUGH MARK GRAY | 27 Nsw?esa ) 1
27 | 23 | JULIET THE OAK RIDGE BOYS | 51 27 | — | SOMEBODY WANTS ME OUT OF THE WAY GEORGE JONES | 29 ORLANDO 0 i
28 | 14 | BORN YESTERDAY EVERLY BROTHERS | 37 28 | — | HEYDOLL BABY SWEETHEARTS OF THE RODEO | 28
29 | 26 | WHEN YOU GET TO THE HEART BARBARA MANDRELL | 52 23 | — | TIE OUR LOVE (IN A DOUBLE KNOT) DOLLY PARTON | 30
30 | — | LOVE AT THE FIVE AND DIME KATHY MATTEA | 23 30 | — | ALL TIED UP RONNIE MCOOWELL | 31
31 | — | SHEANDI ALABAMA | 78 31 | — | GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON | 32
32 | — | BACK WHEN LOVE WAS ENOUGH MARK GRAY | 27 32 | 14 [ AIN'T MISBEHAVIN' HANK WILLIAMS, JR. | 26
33 | 25 | EASY TO PLEASE JANIE FRICKE | 54 33 | — | YOU'RE THE LAST THING | NEEDED TONIGHT JOHN SCHNEIDER | 33
3 | 10 | HARMONY JOHN CONLEE | 39 38 | — [ NOBODY IN HIS RIGHT MIND WOULD'VE LEFT HER GEORGE STRAIT | 35
35 | — | SOMEBODY WANTS ME OUT OF THE WAY GEORGE JONES | 29 35 | — [ SHAKIN' SAWYER BROWN | 36
3 | — | PLEASE BE LOVE MARK GRAY [ — 3 | 29 | WHEN YOU GET TO THE HEART BARBARA MANDRELL | 52
37 | — | GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON | 32 37 | — | cowpOKE GLEN CAMPBELL | 38
33 [ — | WORKING WITHOUT A NET WAYLON JENNINGS | 71 38 | 20 [ HARMONY JOHN CONLEE | 39
39 [ — | YOU'LL NEVER KNOW . .. . CONWAY TWITTY [ 99 39 | — | SAVIN' MY LOVE FOR YOU PAKE MCENTIRE | 40
40 | — | NOW AND FOREVER (YOU & ME) ANNE MURRAY | 87 40 | — | ROCKIN' WITH THE RHYTHM OF THE RAIN THE JUDDS | 41
©Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmitted, in any form or by any means, electronic, mechanical,
photocopying, recording, or otherwise, without the prior written permission of the publisher.
COUNTRY SINGLES A-Z PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC
TITLE
(Publisher - Licensing Org.)
Sheet Music Dist.
88 1982 (Bellamy Bros., ASCAP) 3 LIFE'S HIGHWAY (Blackwood, BMi/Land Of Music, BMI/Englishtown, 66 TWO TOO MANY
(Southern Grand Alliance, ASCAP/Grand Coalition, 77 A FRIEND IN CALIFORNIA (April, ASCAP/Lion Hearted, ASCAP/Blackwood, BMI) BMI) CPP/ABP (Lawyers Daughter, BMI)
BMI) (Inorbit, BMI) CPP/ABP 41 ROCKIN' WITH THE RHYTHM OF THE RAIN 18 UNTIL 1 MET YOU
2% AINT MISBEHAVIN' 32 GOTTA LEARN TO LOVE WITHOUT YOU 46 THE LIGHTS OF ALBUQUERQUE (MCA, ASCAP/Don Schiitz, ASCAP/Welbeck, (King Coal, ASCAP)
(Infersong, ASCAP/Mills & Mills, BMI) CPP (Irving, BMI/Tonka, ASCAP) CPP/ALM (Cross Keys, ASCAP/Hall-Clement, BMI,/Maplehill ASCAP/Blue Quill, ASCAP) 8 WE'VE GOT A GOOD FIRE GOIN'
31 ALL TIED UP -34  GRANDPA (TELL ME "BOUT THE GOOD OLD DAYS) Music, BMI) 55 ROLLIN' NOWHERE (MCA, ASCAP/Patchwark, ASCAP)
(Tree, BMI/Strawberry Lane, BMI) (Cross Keys, ASCAP) 8 LIVING IN THE PROMISELAND (Timberwolf, BMI) 19 WHEN IT'S DOWN TO ME AND YOU
49 ANYTHING GOES 2 HAPPY, HAPPY BIRTHDAY BABY (Mighty Nice, ASCAP Victrolla, ASCAP/Skunk Deville, 84 RUNNING OUT OF REASONS TO RUN (Little Shop Of Morgansongs, BMI/Tapadero, BM1)
(WB, ASCAP/Gary Morris, ASCAP/Warner-Tamerlane, (Arc, BMI) BMI) (MCA, ASCAP/Maypop, BMI) cep
BMI) 33 HARMONY 23 LOVE AT THE FIVE AND DIME 40 SAVIN' MY LOVE FOR YOU 52 WHEN YOU GET TO THE HEART
BABY WANTS (Silverline, BMI/Goldline, ASCAP) (Wing And Wheel, BMI/Bug, BM1) (Warner-Tamerlane, BM{/Flying Dutchman, BM1) (April, ASCAP/Ides Of March, ASCAP/Silverline, BMI)
(Somebody’s, SESAC) 9 HEART DON'T FALL NOW 80 LOVE WILL GET YOU THROUGH TIMES WITH NO 36 SHAKIN' CPP/ABP
BACK WHEN LOVE WAS ENOUGH (Screen Gems-EMI, BMI/Ben Hall, ASCAP) MONEY (Zoo Crew, ASCAP/Labor Of Love, BMI) 1 WHOEVER'S IN NEW ENGLAND
(WB, ASCAP/Two Sons, ASCAP/Lodge Hall, ASCAP) 69 HEARTBEAT IN THE DARKNESS (WB, ASCAP/Bob Montgomery, ASCAP) 78 SHEAND I (Sitverline, BMI/W.B.M., SESAC)
cPp (MCA, ASCAP/Patchwark, ASCAP) 63 LOVE WON'T WAIT (MCA, ASCAP/Patchwork, ASCAP) 65 WHO'S LEAVING WHO
74 BLUE SUEDE BLUES 15 HEARTS AREN'T MADE TO BREAK (THEY'RE MADE (Alabama Band, ASCAP/Mid-Summer, ASCAP/AMR, 29 SOMEBDDY WANTS ME OUT OF THE WAY (Youngster, GEMA/Edition Sunrise/BMI)
(Music City, ASCAP/Combine, BMI) T0 LOVE) ASCAP) (Cavesson, ASCAP/Hali-Clement, BMI/Frizzell, BMI) 47 WILL THE WOLF SURVIVE
50 BOARDWALK ANGEL (Tom Collins, BMI) CPP 4 MAMA'S NEVER SEEN THOSE EYES cpp (Davince, BMI/No K.0,, BMI/Bug, BM1)
(John Cafferty, BMI/Warner-Tamerlane, BMI/Aurora 28 HEY DOLL BABY (Hall-Clement, BMI) 70 SOMETIMES A LADY 71 WORKING WITHOUT A NET
Film Partners, BMI) (Rightsong, BMI) 73 MIAMI, MY AMY {RavenSong, ASCAP/Michael H. Goldsen, (Tree, BMI/Cross Keys, ASCAP)
37 BORN YESTERDAY 76 HILLBILLY HIGHWAY (Tree, BMI/Larry Butler, BMI/South Wing, ASCAP) ASCAP/Collins Court, ASCAP) 90 YOU CAN'T KEEP A GOOD MEMORY DOWN
(Tropichird, BMI) (Goldiine, ASCAP) 2 NIGHTS 4 STRONG HEART (Tom Collins, BMI/Ensign, BMI) CPP
94 CARMEN 17 HOLD ON (Requested, ASCAP/Queen’s Crown, ASCAP) (Chappell, ASCAP/MCA, ASCAP/Chriswald, 45 YOU MUST BE LOOKIN' FOR ME
(Hall-Clement, BMI/Booth & Watson, BM1) (Chelcait, BMI/Atlantic, BMI) 35 NOBODY IN HIS RIGHT MIND WOULD'VE LEFT HER ASCAP/Hopi Sound, ASCAP/Bibo, ASCAP) (Sherman Oaks, BM1)
98 COME IN PLANET EARTH (ARE YOU LISTENIN') 5 HONKY TONK MAN (Hall-Clement, BMI) 16 SUPER LDVE 99 YOU'LL NEVER KNOW HOW MUCH | NEEDED YOU
(Bil-Kar, ASCAP/Giralfe Tracks, SESAC/Out Of The (Cedarwood, BMI) 97 NDTHING BUT YOUR LOVE MATTERS (Tree, BMI/Pacific Island, BMI) CPP/ABP TODAY
Heart, ASCAP/Uncle Artie, ASCAP) 79 HONKY TONKER {Larry Gatlin, BMI) 100 SWEETER AND SWEETER (Brother Bill's, ASCAP/Music Grinder, ASCAP/Lowery,
COUNT ON ME (Rolling Tide, ASCAP) 87 NOW ANO FOREVER (YOU & ME) (Statler Brothers, BMI) BMI) CPP
(Statler Brothers, BMI) 91 1 DON'T WANT TO KNOW YOUR NAME (Air Bear, BMi/Irving, BMI/Calypso Toonz, 85 THAT'S ONE TO GROW ON 93 YOU'RE SOMETHING SPECIAL TO ME
53 A COUNTRY BOY (WHO ROLLED THE ROCK AWAY) (Seventh Son, ASCAP/Koppelman Family, BMI/California Phase, ASCAP) CPP/ALM (Blackwood, BMI/Wingtip, BMI) CPP/ABP (Jack & Bill, ASCAP/Cowdaddies, ASCAP/Reba
(Sabal, ASCAP/Sawgrass, BMI/Blackwood, BMI/Larry ASCAP/Bandier Family, ASCAP/If Eyes, ASCAP/Garbo, 14 OLD FLAME 72 THIS TIME (T'S YOU McEntire, ASCAP)
Butler, BMI) CPP/ABP ASCAP/R L August, ASCAP) (Englishtown, BMI) (Bent-Cent, BMI/Kelbrew, BMI) 33 YOU'RE THE LAST THING | NEEDED TONIGHT
COWPOKE | HAD A BEAUTIFUL TIME 56 DLD VIOLIN 83 THDSE EYES (fack & Bill, ASCAP)
{Stanley, ASCAP) (Inorbit, BMI) (Dwight Manners, BMI) (Bankable, ASCAP)
CROSS MY HEART } WISH THAT 1 COULD HURT THAT WAY AGAIN 24 DN THE OTHER HAND 30 TIE OUR LOVE (IN A DOUBLE KNOT)
(Music City, ASCAP) (Tree, BMI/Cross Keys, ASCAP) (Writers Group, BMI/Scarlet Moon, BMI/MCA, (Cross Keys, ASCAP/Reidem, ASCAP)
68 OANGER LIST (GIVE ME SOMEONE | CAN LOVE) 67 FLL TAKE YOUR LOVE ANYTIME ASCAP/Don Schiitz, ASCAP) CPP 11 TIL } LOVED YOU SHEET MUSIC s
(Riva, ASCAP) (Chappell, ASCAP/Bibo, ASCAP) 60 ONCE IN A BLUE MOON (Warner-Tameslane, BMI/Writers House, BMI/WB, fsted EE MUSI : Ath;.N >
75 DOCTOR'S ORDERS 81 I'M GOING CRAZY (Rick Hall, ASCAP) ASCAP/Bab Montgomery, ASCAP) are listed for piano/vocal st ?;1 ""I‘.’S'c. C:‘D'es
(0id Friends, BMI/Cross Keys, ASCAP/Chappell, (Bill Green, BMI) 9 ONE LOVE AT A TIME 43 TODAY | STARTED LOVING YOU AGAIN and may not represent mixed folio rights.
ASCAP) 59 'VE GOT A NEW HEARTACHE (WEB IV, BMI/Writers Group, BMI/Scarlel Moon, (Tree, BMI) ’ P
13 DRINKING MY BABY GOOD-BYE (Cedarwood, BMi/Wayne Walker, BMI) BMI) CPP 6 TOMB OF THE UNKNOWN LOVE :ﬂ: ::)m"; Blackwood ::: Eg:’s'::'a Pictures
(Hat Band, BMI) 51 JULIET 22 PARTNERS, BROTHERS & FRIENDS (Seventh Son, ASCAR/If Eyes, ASCAP/Garbo, 5 A PRI
54 EASY TO PLEASE (Lyndelane, BMI/Siren Songs, BMI) (Unami, ASCAP/Le-Bone-Aire, ASCAP) ASCAP/Koppelman Family, ASCAP/Bandies Family, B-M Belwin Mills Hal Leonar
(Irving, BMI/Englewood, BMI) CPP/ALM 89 JUST OUT RIOING AROUND 12 READ MY LIPS ASCAP/R.LAugust, ASCAP) B-3 Big Three IMM Ivan Mogull
57 EVEN COWGIRLS GET THE BLUES (Prime Time, ASCAP/Snowfox, SESAC) (MCA, ASCAP) 58 TOUCH ME BP Bradley MCA MCA
(Visa, ASCAP) 62 KATIE TAKE ME DANCIN' 2] RENO BOUNO (Nashion, BM1/Dejamus, ASCAP/Stan Cornelius, CHA Chappell PSP Peer Southern
10 EVERYTHING THAT GLITTERS (IS NOT GOLD) (Love 7, ASCAP/Campesino, ASCAP) (Long Tooth, BMI/Endless Frogs, ASCAP/Bughouse, ASCAP/WB, ASCAP) CLM Cherry Lane PLY Plymouth
(Pink Pig, BMI/Hall-Clement, BMI) 92 LET ME OOWN EASY ASCAP) 42 TRUE LOVE (NEVER DID RUN SMOOTH) CPl Cimino WBM Warner Bros.

61 FEELIN' THE FEELIN'

(Life Of The Record, ASCAP/Malchak, ASCAP)

REPETITIVE REGRET

(MCA, ASCAP/Don Schlitz, ASCAP/Maypop, BMI)
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NASHVILLE The Country Mu-
sic Assn. has set June 30 as the
deadline for submissions for its
video of the year award. Any
country music video released be-
tween July 1, 1985, and June 30,
. 1986, that is not more than 10
.minutes long and contains only
one song or medley is qualified.
A pane] of judges will select 10
nominees from the submissions.
These will be voted on by the

CMA Video Deadline Set

CMA membership on ballots to
be mailed in late July. Third-
round ballots will have the five
final nominees: The winning vid-
eo will be announced during the

annual CMA awards show, Oct.

13. .

Submissions should be on 3,-
inch tape and be sent to Peggy
Whitaker, Country Music Assn.,
7 Music Circle N., Nashville,
Tenn. 37208.
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FAN FAIR LINEUP

(Continued from page 28)

Crash Craddock, Dave & Sugar,
Tompall Glaser, George Hamilton

IV, Jimmy C. Newman, Jeanne

Pruett, Jeannie C. Riley, Margo
Smith, and Justin Tubb.

The All-American Country
Games will be held at Vanderbilt
Stadium on June 11, 10 a.m.-noon.
Stars competing include Randy
Owen, Gary Morris, Karen

Brooks, Teddy Gentry, Vince Gill,
Richard Sterban, Joe Bonsall, Rex
Allen Jr., Mark Herndon, Nicolette
Larson, Lee Greenwood, Louise
Mandrell, Helen Cornelius, Tom
Grant, Melanie Greenwood, Kathy

Mattea, Mark Miller, John
Schneider, Lorrie Morgan, Charley
Pride, Randy Travis, T.G. Shep-

pard, and Keith Stegall.

The International Fan Club Or-
ganization will hold its show at the
grandstands on June 13, at 8 p.m.
Tickets to this event are $10 each
and are not covered by the regular
Fan Fair ticket. Scheduled to per-
form are Gary Morris, Johnny Ro-
driguez, Con Hunley, the Osmond
Brothers, Loretta Lynn, Patty
Loveless, Randy Travis, Ronny
Robbins, Freddy Weller, and Lane
Brody.

Bluegrass Cruise
Series Spheduled

NASHVILLE Bill Monroe & the
Blue Grass Boys will headline the
Bluegrass Festivals At Sea series,
scheduled for Oct. 27-31 and Feb. 23-
217, 1987, on the S.S. Emerald Seas.

Also in the lineup are Jim &
Jesse, the Osborne Brothers, the
Lewis Family, Mac Wiseman, and
Southern Teen Express. The cruises
are being booked by Emmaus Tours
of Pensacola.
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E Compiled from a national sample of retail store E
E E § § and one-stop sales reports. E E § §
z £ & o z =z &5 o
2 5 £ | ¢ | armst TITLE 2 5 £ | ¢ | aRmST TITLE
= S|~ = LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE)* = S| z LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE)*
% NO.1 * % 39 | 33 | 21 | 27 | JUICE NEWTON Rca 5493 (8.98) (CD) OLD FLAME
(D] 3 | 5| 6 | WILLIE NELSON couumsiarc0327 1 week at No. One THE PROMISELAND 20 | 46 | 40 | 39 | MARIE OSMOND camror 6.8 THERE'S NO STOPPING YOUR HEART
2 1 3 13 REBA MCENTIRE mca 5691 (8.98) (CD) WHOEVER'S IN NEW ENGLAND 41 44 36 33 WILLIE NELSON coLumsia FC 39990 HALF NELSON
3 A 14 ALABAMA A RCA AHL1-7170(8.98) (CD) GREATEST HITS 2 | 43 54 | 45 THE BELLAMY BROTHERS MCA/CURB 5586/MCA (8.98) HOWARD & DAVID
q 5 4 28 THE JUDDS @ RCA/CURB AHL1-7042/RCA (8.98) (CD) ROCKIN' WITH THE RHYTHM 43 36 38 | 42 GARY MORRIS wARNER BROS. 25279 (8.98) ANYTHING GOES
5 6 7 8 WAYLON JENNINGS mca 5688 (8.98) (CD) WILL THE WOLF SURVIVE M 48 47 33 RAY STEVENS wmca 5635 (8.98) I HAVE RETURNED
@ 7 10 8 RONNIE MILSAP Rca aHL1.7194 (8.98) (CD) LOST IN THE FIFTIES TONIGHT 61 41 31 JANIE FRICKE coLumBia FC 40165 THE VERY BEST OF JANIE
@ 8 12 7 DWIGHT YOAKAM REPRISE 25372/WARNER BROS (8.98) GUITARS, CADILLACS, ETC., ETC. 46 50 56 4 STEVE EARLE mca5713(8.98) GUITAR TOWN
10 11 10 MERLE HAGGARD epic 40286 A FRIEND IN CALIFORNIA 47 45 37 13 DON WILLIAMS capiToL S1-12440 (8.98) NEW MOVES
(®)| 11 | 14 | 4 | THEOAK RIDGE BOYS wca 5714 8.98) (c) SEASONS 48 | 41 | 46 | 45 | NITTYGRITTY DIRT BAND PARTNERS, BROTHERS AND FRIENDS
10 4 1 53 HANK WILLIAMS, JR. @ WARNER/CURB 25267/WARNER BROS. (8.98) FIVE-O 49 53 60 | 245 | WILLIE NELSON A2 COLUMBIA KC 237542 (CD) GREATEST HITS
1 9 9 12 JOHN CONLEE coLumBiA FC-40257 HARMONY 50 57 68 32 REBA MCENTIRE mca 5585 (8.98) HAVE | GOT A DEAL FOR YOU
12 12 13 12 EMMYLOU HARRIS wARNER BROS. 25352 (8.98) THIRTEEN 51 54 | 48 | 24 STEVE WARINER mca 5672 (8.98) LIFE'S HIGHWAY
13 13 6 14 ANNE MURRAY CAPITOL SJ 12466 (8 98) . SOMETHING TO TALK ABOUT 52 | 42 50 | 111 | ALABAMA A2 RCA AHL1-4939 (8.98) (CD) ROLL ON
17 | 17 | 35 | DAN SEALS emiaMERICA ST 17166 (8.98) WON'T BE BLUE ANYMORE 53 | 49 | 49 | 219 | WILLIE NELSON A3 coLumBia rC 37951 (CO) ALWAYS ON MY MIND
15 15 15 35 GEORGE STRAIT @ mca 3605 (8.98) (CD) SOMETHING SPECIAL 54 51 52 45 REBA MCENTIRE MCA 5516 (8.98) MY KIND OF COUNTRY
19 | 31 4 EDDIE RABBITT RCa AHL1.7041 (8.98) RABBITT TRAX 55 | 55 [ 53 [ 421 | WILLIE NELSON A3 COLUMBIA FC 35305 (CD) STARDUST
17 14 8 31 EARL THOMAS CONLEY Rca AHL1-7032 (8.98) (CD) GREATEST HITS 56 58 45 23 THE BELLAMY BROTHERS MCA/CURB 1462 (8.98) GREATEST HITS
21 28 | 33 LEE GREENWOOD wmca 5622 (8.98) STREAMLINE 57 63 55 [ 30 KENNY ROGERS @ Rrca AJL1-7023 (8.98) (CD) THE HEART OF THE MATTER
19 | 20 | 18 | 33 | SAWYER BROWN CAPITOL/CURB ST-12438/CAPITOL (8 98) SHAKIN' 58 | 64 | 59 | 107 | THE STATLER BROTHERS MERCURY 818-652.1/POLYGRAM (8.98) (CD) ATLANTA BLUE
20 16 16 17 JOHN SCHNEIDER mca 5668 (8.98) A MEMORY LIKE YOU 59 47 58 55 LEE GREENWOOD @ mca 5582 (8.98) (CD) GREATEST HITS
@ 24 . 20| 28 RICKY SKAGGS eric Fe-40103 LIVE IN LONDON 60 | 59 | 65 | 167 | ALABAMA A2RCAAHL 1-4663 (8.98) (CD) THE CLOSER YOU GET
2 | 2 23 12 EVERLY BROTHERS MERCURY 826 142-1/POLYGRAM (8.98) BORN YESTERDAY 61 65 62 34 BARBARA MANDRELL mca 5619 (8.98) GET TO THE HEART
23 | 27 | 33 | 80 | THE JUDDS A RCA/CURB AHL1-5319/RCA (8.98) (CD) WHY NOT ME NEW)D 1 BILLY JOE ROYAL ATLANTIC/AMERICA 90508 LOOKING AHEAD
24 18 19 | 48 ROSANNE CASH coLumsia FC 39463 RHYTHM AND ROMANCE 63 | 69 | 69 11 MICHAEL MARTIN MURPHEY wARNER BROS. 25369 (8.98) TONITE WE RIDE
25 % |2 28 HANK WILLIAMS, JR. wARNER/CURB 25328/WARNER BROS (8.98)  GREATEST HITS-VOLUME Ii 64 60 | 63 | 220 | ALABAMA A3RCAAHL1-4229 (8.98) (CD) MOUNTAIN MUSIC
2% | 23 25 54 THE STATLER BROTHERS MERCURY 824.420-1/POLYGRAM (8.98) PARDNERS IN RHYME 65 | 67 67 3 KEITH WHITLEY Rrca cpL1-7043 (8.98) L.A. TO MIAMI
21 | 26 | 26 | 37 | EXILE epic FE40000 HANG ON TO YOUR HEART NEW)D 1 DOLLY PARTON Rca aHL1-9508 THINK ABOUT LOVE
28 | 28 | 30 | 67 | ALABAMA A RCaAHL1-5339 (8 98) (CD) 40 HOUR WEEK NEW ) 1 MICHAEL JOHNSON Rca AEL1-9501 WINGS
D] B | 2| B | SRR S SIS CATEIO HIGHWAYMAN 68 | 75 | 74 | 24 | ORIGINAL BROADWAY CAST  gyG RIVER-THE ADVENTURES OF HUCKLEBERRY FINN
(30)| % | 35 | 62 | GEORGE STRAIT @ ucass67 @.98) () GEORGE STRAIT'S GREATEST HITS NEWD | 1 | THE MAINES BROTHERS BAND roLycram 422825 1431 THE BOYS ARE BACK IN TOWN
311 4| 39 9 TANYA TUCKER cAPITOL ST-12474(8.98) GIRLS LIKE ME NEW)D 1 ROBIN LEE EVERGREENEV 1001 ROBIN LEE
32|31 29 10 CHARLY MCCLAIN/WAYNE MASSEY epiC 40249 WHEN LOVE IS RIGHT n 66 73 | 100 | THE STATLER BROTHERS MERCURY 812 184-1/POLYGRAM (8.98) TODAY
33 | 35 | 34 | 37 | THE FORESTER SISTERS WARNER BROS. 25314 (8.98) THE FORESTER SISTERS 72 | 62 | 64 | 30 | SOUNDTRACK SWEET DREAMS-THE LIFE AND TIMES OF PATSY CLINE
34 | 32| 32| 5 | RONNIEMILSAP @ Rcaarii-5a25(8.98) (D) GREATEST HITS VOL. 2 73|68 72| 2 ;‘gﬁ'g’gﬁg&g SONGS YOU KNOW BY HEART-JIMMY BUFFETT'S GREATEST HIT (S)
35 30 24 38 GEORGE JONES eriC FE 39598 WHO'S GONNA FILL THEIR SHOES 74 70 61 6 RAY PRICE sTep ONE SOR-9 (8.98) PORTRAIT OF A SINGER
36 37 42 27 THE CHARLIE DANIELS BAND eriCc 39878 ME & THE BOYS 75 56 51 95 EARL THOMAS CONLEY Rca AHL1-4713 (8.98) DON'T MAKE IT EASY ON ME
37 38 43 12 MARK GRAY cowumeia Fc-40126 THAT FEELING INSIDE O Albums with the greatest sales gains this week. (CD) Compact Disc available. ® Recording Industry Assn. Of America (RIAA)
B | % | 5| 3 | 00 RODMANwmrosoresn DY | sl o snsof 500050 e, 4 i crvcton o s f o i s, wi sach ator o nicated by
32 BILLBOARD MAY 31, 1986

www.americanradiohistorv.com


www.americanradiohistory.com

Starwood Taps
Nashvillians
For Board

NASHVILLE Several Nashville
music industry figures have been
appointed to the advisory board of
the new Starwood Amphitheatre.

Included on the board are Joe Sul-
livan, president of Sound Seventy
Productions; Matt Maddin, execu-
tive director, Nashville Symphony
Orchestra; Helen Farmer, director
of special projects, Country Music
Assn.; Phil Graham, director of
writer relations, BMT; performer
Charlie Daniels; and Barry Oxford,
president of Blanton Harrell Tour
Management.

Other appointees are Rich Riebel-
ing, attorney; Bill Hudson, publicist;
Walt Heeney, publisher; Joel Katz,
attorney; Scott Turner, beer distrib-
utor; and Thom Connors, entertain-
ment consultant.

First Show
For Bluegrass
Association

NASHVILLE The International
Bluegrass Music Assn. will hold its
first trade show Aug. 22.24 in Ow-
ensboro, Ky., the city recently
picked as the trade group’s head-
quarters.

Featured in the show will be 36
booth spaces for instrument manu-
facturers, record labels, bluegrass
organizations, radio stations, and
other music-related businesses.

Available on a first-request basis,
the booth spaces will rent for $225
each and will be located in a large
tent near the site of Owensboro’s
concurrent “Bluegrass With Class”
festival. Last year’s festival drew
12,000 fans.

The “IBMA World Of Bluegrass
Trade Show” will be free to the pub-
lic. There will be a reception for
IBMA members only on the evening
before the start of the show.

Charlie Lamb
History Book Out

NASHVILLE Veteran journalist
and publicist Charlie Lamb has writ-
ten a pictorial history book, “The
Country Music World Of Charlie
Lamb.” The 56-page album-size
publication, with an introduction by
Brenda Lee, is tagged at $12.95.

A native of Knoxville, Lamb
founded The Music Reporter maga-
zine in 1956 and later Sound For-
mat, a trade journal. Prior to his
publishing ventures, he worked as a
sales representative for Mercury
Records and as a reporter and ad
salesman for Cash Box.

Lamb has recently been featured
in television commercials for Gener-
al Motors, Mrs. Winner’s restau-
rants, and Godfather Pizza.

The book is published by Infac
Publications, P.O. Box 24396, Nash-
ville, Tenn. 37202.
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Titles with future
chart potential,
based on club play
this week.

. OH LAMOUR (REMIX)/WALK ON DOWN THE LINE ERASURE sire

. INSIDE TRACK NADEEN pow wow

. SUSPICIOUS MINDS (REMIX) FINE YOUNG CANNIBALS 1rs.

. I'LL TAKE YOU ON/HUNGRY FOR YOUR LOVE HANSON & DAVIS FresH
DONNIE THE IT D.J. INTERNATIONAL

ONE MORE SHOT OH ROMEO memo

. | WOULDN'T LIE (REMIX) YARBROUGH & PEOPLES T07aL EXPERIENCE

. POWER'S IN YOUR MIND YANG Jump STREET

. LISTEN LIKE THIEVES (REMIX) INXS atLanTIC

CRNOATDWN-

Titles with future
chart potential,

based on sales

reported this week.

x x ] x (o]
AR IE CLUB PLAY AEIEIP 12 INCH SINGLES SALES
; Z’ g ‘Q% TITLE Compiled from a national sample of dance ciub playlists. ARTIST ; Z’ g z% TITLE Compiled from a national sample of retail store sales reports. ARTIST
[od - o~ =0 LABEL & NUMBER/DISTRIBUTING LABEL [ - o~ =0 LABEL & NUMBER/DISTRIBUTING LABEL
* & NO.1 * » ** NO.1T w &
WHAT | LIKE ON MY OWN
LA 3 | ] Bl BMATILIKE - — ANTHONY AND THE CAMP M| 1| 1| 8| oumMro R ER i e  PATTI LABELLE & MICHAEL MCDONALD
2 2 1 9 SAY IT, SAY IT aamsp-12175 ¢ E.G. DAILY (2) s 6 8 THE FINEST TaBU 429-05364/EPIC THE S.0.S. BAND
(3)| 3 | 7 | 8 | ALLPLAYED OUT oance-sinG 0s 802 LIFE. 3 | 4 | 4 | 12 | WESTEND GIRLS (REMIX) e avERICA v-19206  PET SHOP BOYS
@ 5 10 6 MOVE AWAY (REMIX)/SEXUALITY viRGIN/EPIC 49-05360/EPIC ¢ CULTURE CLUB 4 3 5 10 | BAD BOY (REMIX) eric 49-05338 ¢ MIAMI SOUND MACHINE
@ 18 21 4 JUMP BACK (SET ME FREE) SLEEPING BAG SLX-19 DHAR BRAXTON 5 i 13 7 WHAT | LIKE wARNER BROS. 0-20449 ANTHONY AND THE CAMP
) KISS (REMIX)/LOVE OR MONEY
(&) 7 | 9 | 7 | 1LOVEMYRADIO (MIDNIGHT RADIO) emeRGENCY EMDS 6561 TAFFY 6 [RUSRMINEN 11 | KISS (REMIX)/LOVE OR MON  PRINCE & THE REVOLUTION
(D] 11 | 18 | 5 | SHADOWS OF YOUR LOVE 0. INTERNATIONAL DI 777 smsitk | (@] 12 | 16 | 8 | SAYIT,SAYITaemser217s ¢ EG. DAILY
16 | 23 | 3 | BABYLOVEanantcogesis REGINA 10 | 10 | 7 | MOVEAWAY (REMIX)/SEXUALITY VIRGIN/EPIC 49.05360/EPIC & CULTURE CLUB
PETER GUNN
(@) 1B 20| o | PETERGUNN  THE ART OF NOISE FEATURING DUANEEDDY | [(9)| 11 | 15 | 5 | JUMP BACK (SET ME FREE) sLtepinG BAG SLx 19 DHAR BRAXTON
10 10 12 8 BAD BOY (REMIX) eric 49-05338 @ MIAMI SOUND MACHINE 10 8 11 ] LIVE TO TELL SIRE 0-20461/WARNER BROS. & MADONNA
11 4 6 16 SOMETHING ABOUT YOU (REMIX) POLYDOR 883 957-1/POLYGRAM @ LEVEL 42 11 6 3 17 | CAN'T WAIT ATLANTIC 0-86828 @ NU SHOOZ
12 8 8 8 ONE WAY LOVE TomMmY BOY TB 866 TKA 12 9 8 16 (YOU ARE MY) ALL AND ALL SLEEPING BAG SLX-17 JOYCE SIMS
A3)| 14 | 16 | 6 | THEFINEST 1asuaz9.05364/ePc THE $.0.S. BAND 13 (13| 9 | 10| WHENEVER YOU NEED SOMEBODY MERCURY 884 572-1/POLYGRAM O'CHI BROWN
15 | 15 | 8 | SHELLSHOCK asmse-12174 NEW ORDER 17| 17| 5 | NASTY(REMIX)asmse-12178 JANET JACKSON
@ 20 | 25 5 DIGGING YOUR SCENE (REMIX) rca pw-14327 ¢ THE BLOW MONKEYS 15 | 16 | 21 5 THE HEAT OF HEAT QWEST 0-20462/WARNER BROS. PATTI AUSTIN
PETER GUNN
23 | 30 [ 3 | RUNNING 1owmysov 18877 INFORMATION SOCIETY 20 | 2 | 4 | PETERGUNN  THE ART OF NOISE FEATURING DUANE EDDY
QAD| 22 | 23 | 4 | TELL ME (HOW IT FEELS) mca 23623 52ND STREET 17 | 14 | 14 | 14 | SWEETHEART supeRTRONCSRY 013 RAINY DAVIS
19 | 19 | 6 | CONTROL (LP CUTS)asmsps106 JANET JACKSON 23 | — |, 2 | ALONE WITHOUT YOU (REMIX) epic 4505366 *KING
JANE, GET ME OFF THIS CRAZY THING!/THE JETSONS
25 | 31 | 3 | NASTY (REMIX) aemsp12178 JANET JACKSON 19 [EREREREENl 4 | JANE GET ME OFF VARIOUS ARTISTS
(@0)| 27 | 47 | 3 | THEHEAT OF HEAT QWEST 0-20462 WARNER BROS. PATTI AUSTIN @0)| 22| 30 | 5 | SOMETHING ABOUT YOU (REMIX) POLYDOR 883 957.1/POLYGRAM ® LEVEL 42
21 6 4 10 HARLEM SHUFFLE (REMIX) ROLLING STONES 44.05365/coLumBia @ THE ROLLING STONES 2D 25 26 5 | LOVE MY RADIO (MIDNIGHT RADIO) EMERGENCY EMDS 6661 TAFFY
(@)| 26 | 32 | 4 | ONTHE MOVE sie 0-20444 WARNER BROS THE JAMAICA GIRLS @)| 8 | — | 2 | BABYLOVEamricoses:s REGINA
@3)| 29 | 38 | 3 | ALONEWITHOUT YOU (REMIX) eprc 49-05366 ® KING 23| 15 | 12 | 16 | PLL BEALL YOU EVER NEED JAMPACKED JP.20001 /MUSIC SPECIALISTS TRINERE
3 | 35 | 5 | ALLINEED IS A MIRACLE ATiANTIC PROMO © MIKE & THE MECHANICS 49 | — | 2 | MYADIDAS erorie PrRO 7102 RUN-DM.C.
5 17 13 9 PRISONER OF LOVE aTH & 8'WAY BWAY-421/ISLAND MILDRED SCOTT %5 |29 19 10 CRUSH ON YOU mca 23613 & THE JETS
46 | — | 2 | VANITYKILLS (REMIX) MERCURY 884 714.1/POLYGRAM ® ABC 41 | 43 | 3 | STARLIGHT oce 1or 1008 LAUREN GREY
@D)| 3% | 4% | 3 | I'MYOUR MAN (REMIX) rca 1014330 BARRY MANILOW (21| NEWP | 1 | I WANNA BE A COWBOY proriLe pRO-7084 # BOYS DON'T CRY
30 | 45 | 3 | STARLIGHT oce tar 1005 LAUREN GREY 3 ] 38 | 6 | ALLPLAYED OUT oancESING 05802 LLFE.
SECRETS (1 WON'T TELL)/WE ARE THE BOYS
2| 2% | 27| 6 | SECRETS(IWON'TTELL) UNTIL DECEMBER (29)| NEWP | | | RUMORS/VICIOUS RUMORS say 001/MACOLA TIMEX SOCIAL CLUB
30 9 5 12 WEST END GIRLS (REMIX) Emi.AMERICA v-19206 & PET SHOP BOYS 30 18 i 25 6 NEVER AS GOOD AS THE FIRST TIME PORTRAIT 4R9-05375/EPIC SADE
@D | — | 2 | ONESTEP CLOSERTO YOU (REMIX) GAVIN CHRISTOPHER G| NEWP | 1 | SLEDGEHAMMER (REMIX) GEFFEN 0.20456/WARNER BROS. # PETER GABRIEL
(32)| 33 | 40 | 4 | LOVE TAKE OVER (REMIX) Rcapw-14324 ® FIVE STAR 32 | 32 | — | 3 | FUNKYBEAT (REMIX)/WHODINI MEGAMIX JVE 1D1-9462/ARSTA & WHODINI
3| 32 (4 4 MYSTERY OF LOVE D... INTERNATIONAL DJ 892 FINGERS, INC. 3] 33 (31 7 ONE WAY LOVE oMMy BOY TB 866 TKA
G| # | — | 2 | ANTNOBODYEVER LOVED YOU (REMIX) ARETHA FRANKLIN 3 | 30 | 20 | 11 | UNDER THE INFLUENCE (REMIX) MOTOWN 4558MG ® VANITY
35 | 28 | 48 | 5 | SLAPYOU BACK sumpSTREET J5 1002 EXCEPTION (35)| NEWD | 1 | TELL ME (HOW IT FEELS) mca 23623 52ND STREET
36 | 37 | 37 | 4 | ADDICTED TO LOVE ISLAND PROMO/ATLANTIC © ROBERT PALMER NEWD | | | VIENNA CALLING (REMIX) asmse.12182 # FALCO
37 | 35 | 33 | 4 | MYLATIN LOVER SUNNYVIEWSUN 434 Q-PID FEATURING NIKKI Q @D)| = ] 42 | 3 | JACK YOUR BODY UNDERGROUND UN-101 STEVE "SILK’ HURLEY
OH L'AMOUR (REMIX)/WALK ON DOWN THE LINE
38 [ 38 | 49 | 6 | ONEYEAR LATE oreHaNOR 003 THE VOICE NEWD | 1| | OHL'AMOUR (REMIX) ERASURE
43 | — | 2 | 100 MPH paIsLEY PARK PROMO/WARNER BROS. MAZARATI 4 | 50 | 4 | THEDREAMTEAMISIN THE HOUSE! L.A. DREAM TEAM
40 0 | — 5 WHAT'S MISSING (REMIX) 1aBU 429-05361/EPIC ALEXANDER O’'NEAL 4 39 40 21 DON QUICHOTTE BaJAB-54/TSR MAGAZINE 60
41 [ 31 | 28 | 7 | SECLUSION rsessas SHAWN BENSON a1 | 31 | 33 | 6 | IFYOULEAVE aemspaz176 & ORCHESTRAL MANOEUVRES IN THE DARK
LOVE'S GONNA GET YOU
42 | 21 | 18 | 11 | HEYBOY suptrrroncs Ry 011 TAMMY LUCAS @ | &4 | 3 | LOVE'S GONNA GE MODERN-NIQUE FEATURING LARRY WOO
NEWD | | | STARGAZING vanGUARD SPv 90 ALISHA 43 | 26 | 18 | 15 | I'MNOT GONNA LET (REMIX) mca 23612 COLONEL ABRAMS
NEWD | | | JUST ANOTHER LOVER coLumBia 4405368 ® JOHNNY KEMP 44 | 38 | 32 | 9 | ROCKTHE BELLS DEF JaM 44.05345/COLUMBIA L.L.COOL J
47 | — | 2 | LOVES GONNA GET YOU MODERN-NIQUE FEATURING LARRY WOO NEWD | | | DANCIN IN MY SLEEP NGHTWAVE NWOS 2001 SECRET TIES
ARE YOU WID IT
8 | — | 2 | AREYOUWIDIT PRIVATE POSSESSION FEATURING HUNTER HAYES % | o ] 28 | 15 | HIT THAT PERFECT BEAT wmca 23605 © BRONSKI BEAT
47 | 45 | 17 | 10 | RESTLESS eLexTa 0-66860 # STARPOINT NEWD | 1 | ILLTAKEYOU ON/HUNGRY FOR YOUR LOVE HANSON & DAVIS
48 39 34 6 DON'T WASTE MY TIME (REMIX) CHRYSALIS 4v9-42983 PAUL HARDCASTLE NEW’ 1 CENTRAL LINE rLEETWOOD FWO005 LEVEL 3
NEWD | | | SLEDGEHAMMER (REMIX) GEFFEN 020456/WARNER BROS. © PETER GABRIEL NEWD | | | SEXMACHINE surrasup-oas THE FAT BOYS
(50)| NEWP | 1 | FUTURE BRAIN (REMIX) 710 5100/ ARWAVE DEN HARROW 50 | 40 ] — | 2 | DANCE WITH ME MPORT (WEA.UK)/IMPORT (WEA, UK. ALPHAVILLE
[ L
= =
= =
o o
x x
< <
Wl [
- 4 [ 4
-] -]

1. PEE WEE'S DANCE JOESKI LOVE ELEKTRA
2. SET FIRE TO ME (REMIX) WILLIE COLON a&m

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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by Brian Chin

PRINCESS’ SELF-TITLED album
(Next Plateau) comes off as a very
special debut for all involved: for
Desiree Heslop, who's certainly got
the pipes, with style and personality
to match, and for the eclectic
Stock/Aitken/Waterman produc-
tion team, who put her in an impec-
cable setting of good songs and
strong backing. Following up three
strong singles: “In The Heat Of A
Passionate Moment” high energy-
flavored cut with Phyllis Nelson-
like across-the-board pop appeal,
subtly arranged with unobstrusive,
well-integrated instrumental hooks;
our personal pick, “If It Makes You
Feel Good” very American sound-
ing but, again, several noticeable
notches above the American stan-
dard of songwriting; and a jazzed-
up “Tell Me Tomorrow.” Both of the
latter are clear urban radio possibil-
ities, too. Also included is the “Go-
Go” mix of “After The Love Has
Gone” which was only spottily avail-
able here on import: if the Stock/
Aitken/Waterman team maintains
its three-remix tradition, Princess
should be ready for a box-set retro-
spective soon.

SINGLES: Sonia Sommer’s ‘“Love
Impersonator’”’ (Metropolis/Emer-
gency) continues the run of high-
quality indie dance releases, graft-
ing a solid pop-rock hook onto a
Shannon-style beat. Two very dif-
ferent mixes are provided, from
Bruce Forest: “Better Days” funk
mix and a more midrangy “Dance-
teria Mix’’ with emulator solo
...Gerry Trew’s ‘“Heartacher” (Vi-
nyl Mania), not to be confused with
the label’s initial release, ‘“‘Love
Heartache” is a more mainstream
dance record than either of the la-
bel’s Man Friday records, with the
smooth, staccato flow of producer
T.C. Curtis’ several dance hits.
VM’s Manny Lehman mixed, giv-
ing the song two kicks, at the cen-
tral break and a concluding surprise
-electronic breakdown.

REMIXES: Prince’s 10-minute
“Mountains” remix (Paisley Park/
Warner Bros.), like many of his
more recent productions, is a longer
studio take, rather than an edit. The

denser productin just misses the
force that great: r clarity lent to the
long tags of “Lc re Bizarre” or “100
M.P.H.,” thoug! ...Mark Berry’s
remix of Con F:ink Shun’s “Burn-
ing Love” (Mer: ury) makes for an-
other interesting cross of East
Coast/West Cc st influences, as
does Midnight & ar’s current single.

BRIEFLY: S.me left-fielders.
Cory Daye’s fir it solo record since
her 1979 album, “City Nights (Man-
hattan Cafe)” ¢ 3lue Chip, through
Profile) is muca in the Savannah
Band retro styi , combining bebop
and ’'80s drive, and coming across
much like the }lbow Bones record
of 1982 .. .Tuff Inc.’s “Golly Gee”
(TommyBoy) is in the tradition of
Frankie Lymos, New Edition, and
Chee Chee and ’eppy; it sounds like
an urban radic winner and maybe
more, with the -ight video, given its
pop-rock beal Cute as a button
.. Infinity’s ‘' izme On And Be My
Girl” (Trumps , 134 West 32nd St.,
New York) is ilso in the New Edi-
tion teen-dresm category, with a
cute sway and some style.

Eric B.’s “My Melody” (Zakia) is
a good mo>dy hard-core rap, despite
some dodgy p-ofanities . . .Schoolly
D.’s “Gueei T me” (Schoolly D Ree-
ords) has be out since January
and remains ae of the most persis-
tent undergrc and street hits on the
strength >f i 3 hollow bass sound
and slack-ja .ed rap; the official
“A” side ‘'l 8.K. (What Does It
Mean?)” is roubling reality-rap:
one of tre t uly ugly records to
have come ¢ i this year ...Mean-
while, rag’s ¢ ass act, L.L. Cool J.,
has “Youll | sck” (DefJam) out on
a single, ‘ed: ne with extra mix de-
tails; “I Ner # A Beat,” which had
launched DetJam as an indie, is on
the flip.

NOTES: Double’s “The Captain Of
Her Heart,” one of the more ad-
mired late-winter imports, is out do-
mestically on A&M .. .Is attitude
coming back or what? The No. 5
club record says, “Get your act to-
gether, cause there’s nothing
wrong with me.”” An upcoming
Gwen Guthrie tune observes,
“You've got to have a j-o-b, if you

DISCO & DANCE 12"

LL5.A. & IMPORTS

(WHOLESALE FOR STORES)
USHeDANADAERGLANDs GERMARY
ITALY=FAANCE=HOLLAND

US & CANADIAN 12~

Two OF Hearts +Stacey Q
Pistol {(Rmx) L. Pellay
Heartache—Jerri True

B8 s Theme—A. Bamb

007 (US Amx}—Bondetts

Light (US Rmx}—Peppermint
First Hand Exp.—V-Project
Lover Tonight—K. Cole

Love Memories—Ty Benskin
Your Love—Inner Life

Can't Live (rmx)—Susy Q

Say You Love Me (Rmx)—Lime
Homosexuality {rmx)—Mod. Rock.
One For The Money—Sleeque
It's Your Night—HomeBoys
What's The Deal—C. Williams
Time To Jack—Chip E.

Love Cant Turn—Farley Funk
Trax | Lost—Home Master Boyz

Funky Heartbeat—P Meyers
Right On Target (86)—P. Cowley
Forever This—The Terminator
People Of Nations—S. Christopher
Never Give Up—White Knights
Hanson & Davis—EP

Main Thing—S
Match Made Up In Heaven—lill
All Men Are Beasts—Man 2 Man
All Played Out—L.|.F.E.

EUROPEAN 12"S

Something Wicked—Peter King
Love Spy—Mike Mareen

Love Really Hurts—Bad Boys Biue
Silent Circle (Lp)

$.0.8. Bandito—Carrara

From You To Me—Sil. Pozzolli

DJ Track # 1—Fresh Cotour
Disenchanted—Communards

oy oIl UNIQUE RECORD DIST.

B55 {E) CONKLIN 5T. FARMINGDALE, H_':' 11735
(518) 684-4545 ?

We have a complete selection of all U.S.
releases and all impert disco records.
We also export to foreign countnes.

Send for our tree fiyer listing all tities we
stock. U.S. & Import-.. We specialize in U.S.
small label product, zall us tor best service
and information.

Its True—Mick Silver

Scratch My Name (Rmx)—C. Conn.
3rd Time Lucky—Pearly Gates
Communicate—M.C.L.

Fly To Me (rmx)}—Aleph
Refiex Action—L. Thomas
Desting—0.S.M.

Get Up—High Society Girls
Run To Me—Tracy Spencer
Master Mix # 2 (MEXICO}

Be Alive Now—Celia Swan

DISCO CLASSICS

Can't Fake The Feeling—G Hunt
La Bamba—A. Rodriquez

Feels Like im In Love—K. Marie
All DIVINE 12"

All LIME 12" + Lps

Mix Your Own (Lps)

+ Dver 500 Other Classics

A5 A2 “’IHF‘T isC

HHS 2553 EXP DISC

RAX

wanna stay with me” . . .A remix of
Joyce Sims’ “(You Are My) All And
All” is scheduled by Sleeping Bag; it
was done for the U.K. market,
where the record is top 20 pop,
through the major-label push of
London ... .

THIS WEEK IN DANCE: 1975
...The Jackson Five’s remake of
“Forever Came Today” on the al-
bum ‘“Moving Violation’ trans-
forms that Supremes oldie into a
six-minute production tour-de-force,
whose builds and vocal/bass breaks
will be revisited to huge pop success
in the following year’s “Love Hang-
over.”

Gold Rapture. Def Jam/Columbia recording artist LL Cool J displays the goid
plaque he received for his debut album, "“Radio.” Flanking him are CBS Records
president Al Teller, left, and Def Jam chief and album producer Rick Rubin.

Dance Singles From Trans-X, Regina, Nu Shooz
Atlantic Has 3 Surprise Grossover Hits

BY JIM BESSMAN

NEW YORK Atlantic Records
and its custom label Atco are en-
joying surprise crossover chart
success in the U.S. with three in-
ternational dance hits acquired
during the last six months.

“Living On Video”’ by Trans-X,
an Atco release now at No. 72 on
the Billboard Hot 100 singles
chart, was a hit for the Canadian
group in Germany a year and a
half ago, but nearly slipped
through the cracks here.

“I Can’t Wait”” by Nu Shooz, No.
9 on the Hot 100, was accidentally
discovered as a Dutch import in
New York disco circles last No-
vember.

Regina’s ‘“Baby Love,” now
charting at No. 78 on the Hot
Black singles chart and at No. 22

JOHNSON TOPS $$ LIST

(Continued from page 23)

Inner City Broadcasting, opera-
tor of New York’s WBLS and
WLIB-AM and other stations
around the country, earned $28.4
million. Willis Davis Distributing,
owner of Los Angeles’ KACE and
other broadcast properties, earned
$25.2 million. Essence Communica-
tions, publisher of the popular black
woman’s magazine Essence and
producer of a nationally syndicated
television program, earned $23.3
million. Queen City Broadecasting of
New York earned $21 million. Earl
Garves Ltd., publisher of Black En-
terprise and owner of Dallas/Fort
Worth’s KDLZ and KHVN-AM, and
Unity Broadcasting, operators of
Philadelphia’s WDAS and the Na-
tional Black Network, each earned
$15 million.

ACTIONANART

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

on the Hot Dance/Disco singles
chart, was initially promoted over-
seas by a small New York indepen-
dent label, then brought back as
hit import product to lure domestic
major label licensing.

“It’s cuckoo what’s going on
with some of these things,” says
Larry Yasgar, Atlantic’s vice pres-
ident of national singles sales/dir-
ector of dance music promotion,
referring particularly to the Regi-
na and Nu Schooz singles.

Yasgar became aware of “‘I
Can’t Wait” while scouting around
Greenwich Village just after Hal-
loween and being informed that
the import had sold 75 copies at Vi-
nyl Mania’s Village outlet the day
after its debut at the Garage, a
Manhattan nightspot.

““We needed something to kick
off the new year,” says Yasgar,
who licensed the Nu Shooz record
last December from Holland’s In-
jection Records, which had re-
mixed the original Poolside Re-
cords domestic indie single by the
Portland group. He then had to
scramble to get Atlantic’s version
pressed and distributed in time to
exploit New York urban stations’
“pick hit” airplay of the import.

“Living On Video” was likewise
hurriedly licensed from Canada’s
Matra Records after Marc Nathan,
Atco director of national singles
promotion, learned of the song’s
heavy import airplay in Phoenix
during a West Coast promotional
trip.

The Trans X single was original-
ly released here on another Atlan-

tic-distributed label, Mirage Re- .

cords, as the b-side to “Message
On The Radio” a year and a half
ago. It was a hit in Germany, then
was remixed by Matra and re-
leased worldwide, reaching No. 1
in Mexico and Spain, No. 3 in En-
gland and top 10 in Canada. But it
had not been released domestically
when Mirage’s option ran out.
“Thank God we still had a tape
of the unreleased remix,”” says
Atco general manager Margo
Knesz, who frantically rushed out
both seven- and 12-inch versions a

week after getting the Mirage op-
tion extended. Knesz says it has
become one of Atlantic’s biggest-
selling 12-inch records but adds it
was a “fluke.”

Regina’s “Baby Love,” howev-
er, was no fluke. ‘““‘Her manager
[Doug Breitbart] is a shrewd
guy,” says Aziz Goksel, the Atlan-
tic a&r staffer who monitored
New York sales of the British Fun-
kin’ Marvelous import 12-inch be-
fore picking it up for Atlantic in
April.

Breitbart originally pressed
“Baby Love’’ on the Gotham-based
West 78th Street label, which he
formed last October. He also hired
George Hargraves, managing di-
rector of Steinar Records U.K., the
parent label of Funkin’ Marvelous,
to act as West 78th’s vice president
in London.

‘““George noticed that certain
records were being released in the
U.S. and then promoted for as
much as six weeks as an import be-
fore being licensed to U.K. compa-
nies,” says Breitbart. “That way
they generated a healthy street
buzz as hot U.S. import product, so
that when they came out of the box
on the U.K. licensee label as a
cheaper domestic record, they
would chart immediately, because
charts there are timed to record
sales instead of radio.

“We purposely set up our com-
pany to capitalize on the situation,
though the fact that ‘Baby Love’
wasn’t really released in the U.S.
was a key unknown,” Breitbart
says.

Hargraves promoted the Regina
single in Britain as a New York
street import record hot off the
press, and it subsequently went
top 10 dance and top 50 pop on the
U.K. charts.

According to Breitbart, “Most
people don’t understand the interna-
tional marketplace. Europe is more
singles-oriented, which means it is
more open to American product—
major and independent. A small la-
bel which produces records here may
have an overseas market that they
don’t know exists.”
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by Enrique
Fernandez

THE VENEZUELAN LABEL Sonotone, which
burst into the U.S. Latin market last year, has signed
New York salsa star Willie Colén. The bandleader,
whose collaborations with singers Celia Cruz, Hector
Lavoe, and particularly Rubén Blades were among
salsa’s hottest recordings, had been free of a Latin
contract since he parted company with RCA Interna-

Willie Col6n signs with
Venezuelan label Sonotone

tional a year ago.

His RCA signing two years ago marked a new stage
in his career. After his split with Blades, with whom
he had recorded the record-breaking LP “Siembra”
for Fania Records, Colén concentrated on an interna-
tional Latin sound with himself as vocalist. “Criollo,”
his debut album with the major, had disappointing
sales, perhaps in part because of the short time that
had elapsed—a few months—since his last Fania LP,
“Tiempo P’a Matar.”

After leaving RCA, Colé6n reworked his band and
his sound. He switched from a classic salsa cum Latin
pop orchestra to a tight ensemble that emphasized
electronic keyboards. With this new Latin/urban-con-
temporary sound, he was signed by A&M to record
for the dance market. The Sonotone signing returns
him to the Latin scene, doubtlessly in some new phase,
something we expect from one of the most protean tal-
ents in Latin music.

BRAZILIAN ARTIST Roberto Carlos, whose slight-
ly accented Spanish-language balladeering is ever

popular in the Latin market, will be performing on
June 13 at Radio City Music Hall. A master of the Lat-
in pop song, Carlos has sold more than 30 million al-
bums in Brazil alone, and his releases have gone gold
in Spain, Mexico, Argentina, and Colombia.

ANOTHER BRAZILIAN SUPERSTAR, Chico
Buarque, is making record-industry news by signing
with RCA/Ariola Brazil. Buarque is one of the most
respected artists in Latin America, and his influence is
felt by composers, songwriters, and singers from
South America to New York. So far, though, he has
not been a presence in the U.S. Latin market, other
than by the many songs of his that others interpret.
Too bad, for Buarque’s stuff is some of the most so-
phisticated pop anywhere.

THIS YEAR'’S Puerto Rican Day parade in New York
will have singer Danny Rivera as godfather. He was
last here in September for a Felt Forum concert that
won the ACE award from New York’s Latin showbiz
journalists. Rivera was signed to TH, but his most re-
cent efforts have been independent productions.
There’s been talk of interest in the singer by the ma-
jors, particularly now that his work in the highly popu-
lar Puerto Rican telenovelas has helped popularize his
songs even more.

by Is Horowitz

NEW UNDER THE SUN: More than sun and surf oc-
cupied the attention of trustees at the National Acad-
emy of Recording Arts & Sciences (NARAS) meeting
in Jamaica last week. As far as the repertory area
served by this column goes, the troublesome question
of bloc voting for Grammy nominations and awards
was once again high on the agenda of problems await-
ing the group’s attention.

Ironically, the meeting was being held even as
WCLV Cleveland was celebrating the Grammy
achievements of Telarc Records with special program-
ming. Of course, it was Telarc’s capture of half the
classical Grammys this year that precipitated charges
of self-interest voting by “down-payment” members
of the Atlanta Symphony Orchestra and Chorus, most
of whose recorded product is produced by Telarc.

The label is headquartered in Cleveland, and WCLV
focused attention on Telarc as a homegrown achieve-
ment comparable to the selection of Cleveland as the
home of the Rock and Roll Hall of Fame and the reviv-
al of the Indians as an American League contender.
The round-the-clock classical station has scheduled
the broadcast of 55 Telarc titles during the month of
May, and it is tying in related promotional events with
city record dealers.

Meanwhile, it's reported that NARAS trustees at
the Jamaiea conclave did come up with some proce-
dures for tightening voting standards. These are to be
made public shortly, and may close off—or at least
narrow—self-interest voting loopholes.

The attempt by a group of NARAS members to add
separate Grammy categories for classical crossovers,
an exploding recording genre, again failed to generate

EEPING SG

enough support among trustees. Such product will ap-
parently continue to compete (unfairly, it’s said) with
traditional classics for Grammy recognition.

AID FOR YOUNG COMPOSERS: Both ASCAP and
BMI have long run competitions for composers under
the age of 30, and last week both performing rights

Grammy bloc voting tops
the agenda at NARAS meet

organizations announced this year’s winners. The doz-
en who topped ASCAP’s list shared prize money total-
ing $12,200. The youngest winner was 12 years old,
noted ASCAP president Morton Gould.

BMTI’s $15,000 in prize money was split among 15
contestants, bringing the cumulative number of win-
ners since the annual competition was first held to
314. BMI chief Ed Cramer and composer Milton Bab-
bitt officiated at the awards ceremonies.

GRACE NOTES: A drawing this week will determine
the winner of Record Bar’s Classical News contest.
The prize is the entire Philip Glass CD catalog on CBS
Masterworks . . . C. K. Patrick, WCLV Cleveland vice
president and general manager, was awarded an hon-
orary doctor of music degree by the Cleveland Insti-
tute of Music ... Violinist Iona Brown has been
named music adviser of the Los Angeles Chamber Or-
chestra. The deal runs for two years.
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The Audio Publishing Revolution |

By JIM McCULLAUGH

he numbzr and varisty

of books-on-cassette

, offeringz from mary

sources has riser dramzticalls.

Awarzness levels of the prod-
act have grown ccordingly

Some indust’y observa-s
Enk its growth to radic arc ar
pre-recorded music “burout”
Others say the home vizec rev-
dlution has made us mcr2 &:c-
sustomed to “alternatine ro-
dia receptiveness.”

Grady Hesters, vice gresi-
dent of Newmar Comm unica-
tions, the largest books-en-cas-
sette distributor, based in San
Mateo, Calif., says its ris2 is vet
another “expression =i being
able to control our cwn p-o-
gramming''—more -t Alwin
Totfler's “Third Wave" scemar-
i0.

During the las: seve-# yeers,
tape cassette Lsage has risen
dramatically, given impatus by
the personal stereo phenome-

“non and more widesgrez¢ ise
& SOUND

Twenty-four cas-
sette displa- for
Simon & Sc4us-
ter's Scamd
Ideas series

Caedmon’s

of improved car ste-eo/fcas-
sette players.

Psycho-soc ologists say the
nztion has less reading ftime.
Information, entertsiment and
info-tainment comes to con-
sLmers increzsingly ‘n a-non-
print fashion.

New Orleans

May 24-27 < 1986 ">t b, O e

It's not just a “‘car cultura" &
phenorenon, but spread
acrass tre country and highly |
foc ised in large urban centers.

dic publishing revoluzion”
that's teking the retail commu-
nity by szorm. And while baok-
stores aid mass merchandis-
ers have been taking the lio1's
share of the business to date,
the record/tape store is pciced
to become a substantial plaver
as well. Many tested the prod-
uct cafegory last Christmas
with varying results and while
some had dismal sales ang cth-
ers hac high sell-through expe-
rience, most major
record chains say
it’s an area that
could represent
plus dcllars if the
right inventory and
point-cf-purchase
approzch is taken.

Even traditional
audio publishers are
beginriag to talk the
kind cf language a
record retailer can
readily relate to.

“It wasn't so long
azgo,” says Mitchell
Deutsch, president
of Wzrner Audio Pub isking,
“‘that a best-seller would do
15,001 units. Today, a hot title
such as a best-seller transla-
t.on can do in the 200,200
unit range. In the next -wo to
tnree years we are anticipating
the first million-sellinz title.”
Gold and platinum comes to
non-m.sic audio!

According to Simon &
Schuster, 85% of all U.S.
houseqolds have at least one
cassette player; 60% nave car
decks. 50% have personzl ste-
reo players; and there are cur-
rently more than 140-mrillion
cassefte players in the U.5.

Newman Commun cafions,
whicl distributes bocks-on-
cass=2tte to more than Z,000
books<tores inciuding B. Dalton
and Waldenbooks, says there
are a total of 300-miilion cas-
sette players in the U.S

Ta date, no hard salz: data
has ceen available in the non-
music audio field but that
shoukl change as the Amarican
Booksellers Assn. Canvention,
May 24-27, New Oriears, will
also e the site of the second
meet ng of the fledgl ng-Audio

Newman's ud/o !
Center for 220ks-
‘cassette re*eiers.

Mystesy and sus-
perise *rom Rex
Stout 4.C. Doyle,
Dick Twancis, and El-
more _eonard omn
Warre- Audio Pub-
lisking

Newest Cog In
Evolving Product Mix

RECORD/TAPE
STORES POISED TO
MEET BOOKS-ON-CASSETTE

sells more boolks-on-cassette.
The full line record stores
should be looking at it.

“With an investment of
$2,500, stockirg three of on2
title, having breadth, and gen-
erating eight toe nine turns a
year at full markup, that repre-
sents plus busimess.”

Last Christmas, many major
record chains such as Music-
land, Record Bar, Sound
Warehouse, Record Factory,
Wherehouse Entertainment,
Grz2at American Music, Rair
bow Records, National Rec-
ord Mart, Music Plus, Tower
Records, Danjey/Budget Rec-
ords & Tapes, Rocky Moun-
tain Records & Tapes, Lect-
mere Department Stores,

(Continued on page A-5)

Valerie Cade, presidert of Si-
man & Schuster's ALdio &
Video Division. “They are get-
ting position and they can cer-
taialy be viable and importarmt
players.”

Agrees Grady Hesters, vics
presidentof Newman Commu-
nications, “The recand store
has the epportunity ko be a
ve-y important player. More in
th2 full-line store affering
classical, new age, video and
other preduct. I'm ret con-
viaced yet there’s z role for
th2 chartoriented shop. The
recard chains shculd be
aware of the fact that -here is
nc sensifivity on price points
yet. It's a product that is nct
being discounted. There's no
evidence that disccunting

he consensus from
tne audio pub ¥shing
ccrmunity is tmat the
record/tape chain
can be a “zctor in the “audio
publishing -evolution.”
Simon & Schuster claims
more thay 50% of pctential
customers might exp=ct to
find that product in sach an
environment. Warner Audio
Publishing is more céektious,
saying that record stores may
only conszitute 5%-13% of
the books-on-cassetbe busi-
ness, wilh he rest of the activ-
ty at the tookstore arc mass
merchandiser level. e po-
tential fcr greater gnowth is
there.
“The -ecord stores &re just
enterinz ihe markat™ says
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PUBLISHERS VIE FOR GOLD
AND PLATINUM HORIZONS

udio publishers are

revving up for yet an-

other bannner fall

and Christmas selling
season. The American Book-
sellers Assn. Convention May
24-27 in New Orleans will fea-
ture upwards of 50 suppliers
of book-on-cassette with many
new titles expected to be un-
veiled,

Just about every major book
publisher has entered this mar-

- ket with product, and they are
expected to support titles with
aggressive, in-store p-o-p ma-
terials.

“I'm about as optimistic as |
can be,"” says Grady Hesters,
vice president, Newman Com-
munications, the largest dis-
tributor of books-on-cassettes
to the retail community.

“It's going to be a great sec-
ond half. There's growing
awareness at both the consum-
er and retail level, as well as
with direct mail.

“There are more kinds of ti-
tles hitting the market drawing
people’s attention. The product
will be more widely distributed
by the time Christmas rolls

Two Caedmon
cassettes for
kids of all ages.

T cammT. svn0 caeomon
TR o

THE RIDDLE HING
RIDDLES, JOKES, STORIES
and SONGS

around.

“Our main strategy for the
second half will be to get more
space in retail environments. |
think display is the critical is-
sue for 1986.

““We don't like to stock peo-
ple deep. Rather, we think lots
of breadth is a better way to
go. We offer a 1.6 square foot
display which generates a pret-
ty spectacular return on invest-
ment. We've also learned over
the last year what works and
what doesn’t work with regard
to product and display in vari-
ous types of stores. We've in-
vested a lot of energy at the
display level.”

Newman, Hesters adds, is re-
leasing about 9 to 18 titles into
the market per month, what
they think is a correct amount
for the market to absorb.

““We want to broaden our
range with a broader selection
of quality material. That way,
the more likely will be the suc-
cess at the retail store level.”

Among some of the fresher
Newman offerings are "“Out Of
Africa,” which was designed to
tie into simultaneous release
with the movie, in an innovative
marketing wrinkle; “The Hunt
For Red October,” read by
Richard Crenna; and "“The Sea
Wolf,” read by Stuart Whitman.

Newman now represents a
total of 15 publishers and of-
fers well in excess of 300 ti-
tles.

Newman has also inked a
major new contract with Dove
Books-On-Tape Inc., which will
see such titles as Sydney Shel-
don’s "If Tomorrow Comes,”
Helen Gurley Brown's ‘“‘Having
It All,” Steven Bach’s '‘Final
Cut,” and many others.

Simon & Schuster

entered the market
last year with a non-fic-
tion line and is now in-
troducing a new fic-
tion-based line, as well
as a religious series.

One exciting S&S
wrinkle, according to
Valerie Cade, presi-
dent of the Audio &
Video Publishing Divi-
sion, is Stephen King's
“The Mist,” presented
in 3-D sound, utilizing
a special multi-dimen-
sional recording tech-
nigue which will be
maximized by personal
stereo users.

Best-sellers from
Warner Audio.

Travel and language cassettes
from Warner Audio.

“The initial orders on that
were spectacular,’” says Cade.

Other new entrants from Si-
mon & Schuster include Ken
Follet's “Lie Down With The Li-
ons,” Graham Greene's ‘‘Mon-
signor Quixote,” Bret Easton
Ellis’ “Less Than Zero,” Robert
A. Heinlein's "“Job: A Comedy
Of Justice,” and V.C. Andrews’
“Flowers In The Attic.” Some
best-selling non-fiction will also
be part of the mix of this new
“Audioworks' line such as M.
Scott Peck’'s ““The Road Less
Traveled” and Rosalynn Car-
ter's “First Lady From Plains.”
Simon & Schuster’s iniital non-
fiction line was dubbed “Sound
Ideas.” Also new will be the
““Passages’’ line, religious-ori-
ented tapes such as “God’s
Comfort,” ‘*God's Wisdom"
“Unto Us A Son Is Given” and
“The Greatest Of These Is
Love.”

Warner Audio Publishing will
be introducing a '‘Looney
Tunes' children’s series for
ages 3-6 which will utilize the
classic Mel Blanc characters
such as Bugs Bunny in a enter-
taining but educational way,
according to Mitch Deutsch,
preisdent.

Also new from Warner will be
a ““Sweet Valley High'' series
for the 10-15 year old demo-
graphic. That series is a major
selling young adult serial in
printed form, having sold on
the order of 11 million copies
in the last few years.

(Continued on page A-4)
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Simon & Schuster’s Soond Ideas series of “how-to” best-sellers.

Fiction/ How-To/Business/Language

est-sellers on the au-

dio publishing book-

beat come in any vari-

ety of topics. Thus,
most suppliers have developed
a broad-based selection to fit
any and all tastes.

The major genres include fic-
tion (contemporary and clas-
sic); non-fiction; biography,
autobiography; drama; lan-
guage instruction; poetry; chil-
dren’s; business; personal and
professional self-help; sublimi-
nal/self-hypnosis; religion and
others.

The scramble for weli-known
works and the talent to read
them has reached a more fe-
verish pitch and many audio
publishers, similar to tha home
video industry, are looking to
original, made-for-audio pro-
ducticns more and more.

What have been some of the
top sellers to date and what
constitutes a hot book-on-cas-
sette title?

The responses vary dzpend-
ing on the type of dealer but
self-help and language do ex-
tremely well.

According to Valerie Cade,
president of Simon & Schus-
ter’'s Audio & Video Publishing
Division, best-seller transla-
tions do weil. Name value—
such as a celebrity or the actu-
al celebrity author reading—is
a plus.

Books-on-cassette tend to be
impulse and point-of-purchase
driven. Cover art usually re-
sembles the hardback or pa-
perback book edition. Cross
promotions are helpful, partic-
ularly if the book contains an
ad about the audio version.

Because the industry is still
so young, celebrities don’t usu-
ally make in-store appear-
ances. Authors, however, are
encouraged by publishers to
plug the cassette when they
are on tour talking about their
book or works.

Seys Cade, “I think topic is
the single most important ele-

BOOK BEAT

ment when it comes to a best-
selling book on cassette.
What's also beginning to hap-
pen is an increase in publicity,
which is also helping to boost
sales. Newspapers, such as the
L.A. Times and magazines such
as Parade, are running reviews
of product. Right now, it's a
matter ot building public
awareness. National Public Ra-
dio is running reviews. Later
on, more expansiva advertising
from manufacturers and retail-
ers should come into play.”

While there's nc trade &asso-
ciation keeping score of best
sellers in terms of units or dol-
lars, a cross-section of manu-
facturers, distributors, and re-
tailers reveals a snapshot of
whet’s been popular.

Surprisinzgly, on2 title men-
tioned very often across the re-
tail spectrum is Garrison Keil-
lor's ‘‘News From Lake
Woebegone," a fcur-casssette
set priced 2t $34.95. Report-
edly, that Newmen package
has sold more than 100,000
sets and racked up some $4-
million at retail. Price points for
most one cassette packages
are $6-$9.95, with two cas-
settes retailing for abcut $12-
$16. At this point in time, price
sensitivity is not an issue and
most dealers get full mark-up,
a substantial return on a smali
square footage investment.

Other good titles to date
mentioned with frequency in-
clude:

® “The American Cancer So-
ciety’s ‘Freshstart’: 21 Days To
Stop Smoking” hosted by Rob-
ert Klein.

® Jane Fonda's ""Waomen
Coming Of Age.”

e Andrew Tobias' *“Still! The
Only Investment Guide You'll
Ever Need.”

e Milo O. Frank’s “'How To
Get Your Point Across In 30
Seconds Or Less.”

(Continued on opposite page)
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THE DUPLICATION STORY—
PLUS BUSINESS

he books-on-cassette
explosion is resulting
in significant plus
business for many
tape duplicators around the
country who are catering to it.

Some duplicators are even
acting now as turnkey opera-
tions, providing packaging,
cassette shells and other ser-
vices the client may desire.

At the same time, smaller re-
cording studios are benefitting,
particularly since voice record-
ing involves special equipment
and technique not typically
used by music recording
houses.

“It's meant a significant in-
crease in business,” says Tom
Van Gessell at Tapecom, Stam-
ford, Conn.

“The activity began to pick
up about two years ago in the
wake of the Sony Walkman
phenonenon and hasn’t let up.”

Like other tape duplicators,
as well as publishers, Van Ges-
sell says that high quality tape
is used for books-on-cassette
duplication. His firm also acts
in a turnkey fashion providing
packaging, and even drop-ship-
ping.

“It's also become more en-

trenched, and there doesn't
seem to be any let-up in busi-
ness,” he says.

Arthur Custer, president of
the Sun Group, Manhattan,
also says that the audio pub-
lishing revolution has really
picked up steam for his firm in
the last two years.

The company is deeply in-
volved in the production of
spoken word recordings nad
has recently produced such ti-
tles as ‘‘Wall St. Journal On
Management’ (Warner Audio);
“A Swinger Of Birches’ (Stem-
mer House); ‘' The Butter Battle
Book” (Random House); and
“The Nightgown Of The Sullen
Moon” (Random House).

In addition, The Sun Group
has a number of projects in the
works for Scholastic, Longman
U.K., Random House and
McGraw-Hill.

Custer, himself, is a resident
composer and his original mu-
sic is featured on many titles
they are involved with.

Sun’'s productions have
earned 20 awards, including
Best Of The Year Awards and
five International Film and TV
Festival of New York Awards,
and a Gold Award from the

Houston International Film Fes-
tival. Custer the composer also
has an Academy Award nomi-
nation under his belt.

He says, ‘‘Business has real-
ly shifted into high gear. Typi-
cally, publishing companies
tend to be conservative and
they have waited for a legiti-
mate home market. Now, it's
arrived.”

He adds, ““Spoken word pro-
grams are not just ‘another re-
cording.” You have to know
what tape to use, what levels to
set, noise gating, etc. It re-
quires a special expertise. You
don't use the same Ampex or
3M professional recording
tape for these projects as you
do for pop recordings. You use
a good low print-through tape.
Then, there are special editing
and assembling skills in-
volved.”

With Sun serving as a full-
service production house, now
with both four and 8-track re-
cording studios, Custer says
that he sees projects from
many different parts of the
production cycle, including
casting calls, scripts, set-up,
music overdubbing, etc.

Like others in that end of the
business, Custer sums up: “It's
become very exciting and it's
translating into a lot of plus
business for us.”

New-to-cassette best-sellers from Simon & Schuster

BOOK BEAT

(Con't from opposite page)

e Mark H. McCormack’s
“What They Don’t Teach You In
The Harvard Business School.”

e Blanche Knott's “‘Truly
Tasteless Jokes."

e Stephen King's ““Night
Shift” short story series.

e “‘lacocca,” based on the bi-
ography of ex-Ford motor com-
pany president turned Chrysler
chief Lee lacocca.

e Marilyn and Harvey Dia-
mond’s “Fit For Life.”

e '‘Superlearning’” by Lynn
Ostrander and Sheila Schroe-
der.

e Thomas J. Peters and Rob-
ert H. Waterman Jr.’s ‘‘In
Search Of Excellence.”

e “Will Rogers’ USA' per-
formed by James Whitmore.

e Zig Ziglar's ‘‘See You At
The Top.”

e Leo Buscaglia’s ‘“Adven-

tures Of Living Fully,” “The
Politics Of Love,"” and ‘“Your
Gift To The World.”

o Douglas Adams’ “Hitchhik-
er's Guide To The Galaxy.”

e Agatha Christie's “Murder
In The Mews.”

o “Thinner" (Stephen King
writing as Richard Bachman).

e James Herriot's *'Stories
From The Herriot Collection.”

e Isak Dinesen’s ““Out Of Af-
rica.”

e Irving Wallace’s “The Sev-
enth Secret.”

e George Plimpton's “The
Paper Lion.”

e William F. Buckley’s “Right
Reason.”

e Tom Clancy’s “The Hunt
For Red October.”

e Norman Cousin’'s ‘““The
Anatomy Of An lliness.”

® Paul Strassel’s “'Quick And
Easy Guide To Tax Manage-
ment.”
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1-800-223-0420
212-580-3400

ABA Booth #s 3020, 3022, 3024, 3026

A Raytheon Company

New York, N.Y. 10023

mon Audio Cassettes

The best in

Spoken Word Audio
for over 34 years...
over 1200 titles
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A Billboard Focus

Variable Speech Control

NEW ‘READERS’ BREAK
LISTENING BARRIER

hile Variable

Speech Control

(VSC), a chip that

can be incorpo-
rated inside tape recorders for
intelligible, faster-than-real
time playback, has been on the
market for a number of years,
it's not exactly a household
word.

That may change now as the
audio publishing revolution
continues to mushroom at a
staggering rate and the need
for VSC at the consumer level
is recognized by more tape and
auto tape deck manufacturers.

Variable Speech Control Co.,
based in San Francisco, is the

designer of the pateted VSC
chip. Incorporated into a cas-
sette player, it allows the listen-
er to play a normal cassette
tape at up to twice its normal
speed without the high-pitched
“chipmunk’'-like distortion that
comes from speeded-up play-
back without a modified unit.

The VSC chip has been li-
censed to several companies
and to date, usage has come
from the student and educa-
tional community, as well as
professionals—those commu-
nities that need to listen to
great amounts of material.

But VSC president Stanley
Takase says that the audio

publishing revolution at the
consumer level should spark
an increased interest on the
part of tape deck suppliers.

Sears is offering a tape re-
corder with VSC under the
Sears name at $70.

Panasonic introduced their
first tape recorder with VSC at
under $80, the RQ-2850.

Radio Shack introduced a
new VSC model 2000 for un-
der $80 through their nation-
wide web of stores and in their
catalog.

Sony introduced a full-fea-
ture dictator/transcriber with
“author playback speed con-
trol with VSC for fast easy-to-
understand review at up to
twice the normal speed’ for
under $600.

VSC Corp’s own Soundpacer
has appeared in most major
catalogs such as Sharper Im-
age, DAK, Edmund Scientific,

NEWMAN COMMUNICATIONS CORPORATION

N

BOOKS-ON-CASSETTE
Start With ']

Newman Communications has sold more
Books-on-Cassette through retail stores than
any other publisher or distributor. We offer a
safe, easy, tested program.

NEWMAN OFFERS:

* More than 340 exclusive titles
selected from 16 top audio producers.

* 10 to 15 new releases every month.
* Tested bestseller prepacks.
* Standardized, booklike packages.

* Attractive, permanent, modular
displays (free on loan).

* Trained reps who service your store.
* Returns and exchanges.
* Bestsellers read by outstanding

actors.

* Experience in nearly 4,000 stores,

including
e Wherehouse

e Rose Records

e Elroy

Waldenbooks
B. Dalton Booksellers
Kroch's & Brentano's

Cdll Toll Free Today

800-545-6260
For complete details

NEWMAN COMMUNICATIONS CORPORATION

2700 Broadbent Parkway NE
Albuquerque, New Mexico 87107

he Best

t

16" wide by 6' high. 1.6 sq. ft. footprint.
Holds more than $2500 retail.

Heathkit, Shelburne, Russell's
and Amway (at about $100 re-
tail.)

Takase says that some one
million people in the U.S. al-
ready “‘speed listen” with the
majority falling into the profes-
sional and educational fields:

But as the books-on-cassette
business continues to grow, he
predicts that VSC would be a
natural in personal stereos as
well as car auto tape decks.

Takase also projects such
other widespread usages as
more and more instructional
manuals, such as those that
come with personal computers
and sophisticated software, are
converted to ‘‘cassette man-
uals.”

He acknowledges that VSC
has not been as aggressive as
it might have been securing
VSC licensees because much
of the last two years has been
devoted to ‘‘tweaking’’ the
technology as much as possi-
ble.

He also envisions a time
when some hardware/books-
on-cassettes cross-promotions
may be possible.

PUBLISHERS

(Continued from page A-2)

Caedmon features classic lit-
erary recordings of great au-
thors reading their own work.

Among the offerings are Er-
nest Hemingway reading from
his Nobel Prize acceptance
speech, the “Second Poem To
Mary,” “In Harry’s Bar In Ven-
ice,” ““The Fifth Cotumn,”’
“Work In Progress,” and ‘‘Sat-
urday Night At The Whore-
house In Billings, Montana.”

Also: Eudora Welty reading
“Why | Live At The P.O.,” “A
Worn Path,” and “A Memory.”

Also: William Faulkner read-
ing his Nobel Prize acceptance
speech as well as selections
from “As | Lay Dying,” “A Fa-
ble,” and “The Old Man.”

Also: Tennessee Williams
reading “The Glass Menager-
ie,” “The Yellow Bird"" and se-
lected poems.

Also: Alan Paton reading
“Cry The Beloved Country.”

Also: John Cheever reading
“The Swimmer’ and ‘‘The
Death Of Justina.”

Also: James Michener read-
ing “Tales Of The South Pacif-
ic: Our Heroine.”

The famous authors-reading-
their-own-work series from
Caedmon retails for $9.95 per
tape.

Newman Communications Corp.
best-sellers.

NOVEL IDEA

(Continued from page A-1)

more than 20 publishers are
expected to continue formulat-
ing official plans for an orga-
nized trade group.

How big is the market and
what are the demographics?

Warner Audio’s Deutsch con-
tends that the U.S. retail mar-
ket in 1985 was in the $200
million range, should hit $400-
$500 million in 1986, and is
expected to climb to the $1 bil-
lion plateau in 1988.

“And we don't think we've-
touched 5% of the potential
market. We're starting a new
industry and it's in its infancy,”
adds Deutsch.

Simon & Schuster is more
optimistic. They place non-mu-
sic retail sales dollar volume
projections at $295 million for
1985 and $443 million in
1986.

Newman Communications
Corp., another major player, in-
dicates that a well-stocked
bookstore can sell $3-%$4
worth of books-on-cassette for
every $100 in book sales. The
more aggressive retailers can
sell $20-$30 for every $100
worth of books as titles prolif-
erate.

Warner Audio Publishing
profiles its customers as male,
25 years of age and older, and
earning $35,000 or more an-
nually.

Simon & Schuster says the
demographics are ages 35-49,
male and female, college grad-
uates, earn $50,000 and more
annually, and fall into profes-
sional/managerial occupa-
tions. Moreover, 82% com-
mute by car at least one-half
hour per day, 90% of these
have an auto tape deck; and
53 % use audio cassettes regu-
larly.

Psycho-graphically, Simon &
Schuster adds that 75% of

(Continued on opposite page)
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(Continued from page A-1)

Listening Booth/Wall To Wall
Sound, and others embraced
programs by Warner Audio
Publishing through WEA, while
others experimented with pro-
grams from such other compa-
nies as Simon & Schuster and
Newman Communications.

Some dealers did well, while
others say they did okay to dis-
mal. A spokespeson for a ma-
jor chain on the West Coast
says: “We tried it at Christmas
and with the exception of lan-
guage tapes, we didn't do very
well. We're in the process of re-
evaluation. But we have to take
some of the blame ourselves.
We didn’t give it the kind of
merchandising attention it may
have deserved.”

Says Jack Eugster, president
of the now 512-store Music-
land chain: “We dabble in it. So
far, it has not proved a suc-
cessful item for us except in
certain locations and with cer-
tain product. But we believe in
prerecorded software. If it be-
comes important, as with com-
puter software, we will make a
more substantial commitment.
If video games and computer
software come back, we'll get
back into that. Our business is
pre-recoraed software, lots of
little SKUs. We handle thou-
sands of titles and we can do
that well.”

Says Rolf Filosa, chief finan-
cial officer of the 24 Bay Area
Rainbow Record chain: “We
bought it during the Christmas
selling season but | wonder.
Our average demographic is

18-24. If you think about it,
they don’t read. I'm not sure
the average rock'n'roll custom-
er is a book reader. | don't see
a kid buying the new Motley
Crue album and Lee lacocca’s
biography on tape at the same
time. It may not make sense to
the record store except in loca-
tions where you pull that cor-
rect target demographic. It
makes perfect sense for the
bookstore, however."”

Other accounts, though,
such as Wherehouse, Lech-
mere, Tower, Record World
and others, are lauded for their
efforts. The keys: merchandis-
ing, inventory and concentra-
tion.

“The bookstores look at the
product differently. For the
bookstore, it's a book on cas-
sette. For the record store, it's
an entertainment product and
it can be something such as old
time radio on tape. The truth is
that the product is both these
things,” says Mitch Deutsch,
president, Warner Audio Pub-
lishing.

He continues, “I think that
the product has clear applica-
bility to the record store, par-
ticularly in light of the addition
of video product that's been
added to these stores which
has expanded the demograph-
ics.” Deutsch also notes a par-
allel between successful alter-
native video product and
successful books-on-tape—fit-
ness, nutrition and self-help.

Record dealers still are not
sure where to put the product
exactly. A few say adjacency to
classical music will meet the
right demographics, while oth-
ers prefer close proximity to

f

& mail order sales
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5796 Martin Road e Irwindale, CA 91706-6299

All Under One Roof

CASSETTE
DUPLICATION
& PACKAGING

QOur 5-Step Action Plan for Increased Sales .

e Marketing & product consultation
e Graphic design, typesetting & printing
¢ Custom packaging - effective ideas for retall

¢ ElectroSound 8000 system cassette duplication,
King 790 loaders & Apex printing

e Complete packaging, warehousing & drop
shipping in a new 30000 square foot facility

Let us be your “in-house” production manager, You'll find
our quality, service and value cannot be duplicated!
For information contact Keith Myers

Cassette Productions
Unlimited, Inc.

(818)969-6881

the video software department.
Many say close adjacency to
the pop music cassettes could
be a negative. All say an eye-
catching p-o-p display is a key
ingredient.

“It's interesting, also, to note
some of the in-fighting that’s
taking place at the mass mer-
chant level. A K-Mart, for exam-
ple, wants the product in the
book section, while a Caldor
wants it in the record depart-
ment. If you're successful,
who's to say those are the
wrong places,” adds Deutsch.

“We're all learning together.
Space is opening up in retail
stores. Our gut feeling says it is
a business for the record store.
We conducted tests in key
chains in the October/Novem-
ber period, as well as Decem-
ber/January. Frankly, some
were good experiements, some
not so good. We're still con-
vinced it's going to become a
business and a steady catalog
business but the consumer
base has to grow,” says Russ
Bach, senior vice president of
WEA, which distributes Warner
Audio Publishing to the music
stores.

“We made some mistakes.
Our original rack and number
of titles on those racks may
have been too much. We've re-
evaluated that to something we
feel is more viable for the rec-
ord store, less titles but more
effectively chosen and dis-
played.”

Adds Alan Perper, WEA di-
rector of new product market-
ing, ““The chains that have
done well have been aggres-
sive, merchandised it and ad-
vertised it. Such titles as ‘Fit
For Life' and ‘lacocca’ have
done well, as have self-help,
language and self-hypnosis
tapes.”

Ted Neas, vice president of
sales for Newman Communica-
tions, echoes the same success
formulas for the record chains,
many of which, he also points
out, are still in a testing and
evaluation phase.

He says, “We've had record
stores that have wanted to
make major commitments in
20-30 stores. We encourage
them, at first, to experiment in
12-16 stores. We would rather
not load them up. Over time
they will learn what works and
what type of titles sell for them
in different locales. Self-help
seems to do well at the record
stores but fiction and other
categories can also do well.

“It's more of an impulse
item. And therefore more of an
p-o-p phenomenon. It will take
some time for the record mer-
chant to figure out his ap-
proach. True, maybe you don't
want it in the music tape de-
partment and you bring it clos-
er to the CD and classical buy-
er. Or you place it near video.
Perhaps you have it in multiple
locations within the store.”

NOVEL IDEA

(Con't from opposite page)
these purchasers indicate
reading is their favorite leisure
activity and 68% are ‘‘inde-
pendent, do-it-yourselfers.”

Simon & Schuster also adds
that their research shows that
while 63 % of consumers ex-
pect to buy their non-music
cassettes in bookstores and
40% look to mass merchants,
some 62% indicate an expec-
tation at the record store level,
a dynamic future signal for the
record/tape home entertain-
ment software store of the fu-
ture.

CREDITS: Special Issues Edi-
tor, Ed Ochs; Assistant Editor,
Robyn Wells; All editorial by
Jim McCullaugh, Billboard's
Home Entertainment Editor;
Cover & Design, Anne Richard-
son-Daniel.
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books-to-tape
publishers,

THIS I8 JUST
FOR YOU!

An Open Letter
From DISKMAKERS'
Cassette Duplication
Manager

RE: BOOKS ON TAPE

I invite you to

take a good look at
what DISKMAKERS
CASSETTE DUPLICATION
can do.

We duplicate
cassettes
24 hours a day.

24 HOURS A DAY!

With nearly 20 years

in the business we

may be the most
experienced duplicators
around.

/

Sound Off
Two Ways

For Demos Or Retail Sales

@ AUDIO CASSETTES: You’'ll love the sound from our latest
generation of duplicating equipment. We'll duplicate, label,
package and mail your order to your specs. Complete printing
and mailing services, too, for one-stop convenience. Your free
copy of "Cassette Talk’ explains it all.

@ SOUNDSHEETS: They're a high-quality low-cost way to
promote studios, new album releases and production libraries.
They're a great way to introduce and promote syndicated radio
programming. Use them as ‘‘audio pages’’ in magazines, in direct
mail, as handouts or as retail products.

EATCINE

Eva-Tone Incorporated
4801 Ulmerton Rd. / P.O. Box 7020 / Clearwater, FL 33518
Call Toll Free 1-800-EVA-TONE (In Florida 813-577-7000)

WE DO IT ALL IN HOUSE:
e Caossefte Mastering
® Duplication

& Sraphics
® Printing
#® Packaging

We have a Mid-town
Manhattan office, where
we deliver at no charge.

NO CHARGE!

Give me a call

TOLL FREE
1-800-488-8353

or drop me a line and ask
for information about your
book-to-tape project, and
I'll send you our

SPEGIAL
GCONFIDENTIAL
PRICE LIST ONLY

Kirk B. Oetting
Cassette
Department
Manager,
DISKMAKERS, Inc.

siskmakers

153 W. 4461 5t
NY, NY 10034
242-302-4140

BILLBOARD MAY 31, 1986

www americanradiohistorv com

SNAnJ4 DIROOING W


www.americanradiohistory.com

FOR WEEK ENDING MAY 31, 1986

Bilboard.

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

TOP INSPIRATIONAL ALBUMS..

EGTERN

by Bob Darden

THE GOSPEL MUSIC INDUSTRY is abuzz over the
merger of Bill Gaither and Jubilee Communications
Inc., the parent company of Star Song Records.
Gaither becomes a partner with Star Song founders
Wayne Donowho and Darrell A. Harris. Star Song is
best known as the home of Petra.

According to former Word executive vice president
Stan Moser, who helped engineer the deal, the agree-

Chris Eaton’ debut album
will be out by early fall

ment also merges Star Song’s publishing with
Gaither’s far reaching Ariose Music. The Bill Gaither
Trio will also move to Star Song. Other Star Song acts
include Bob Bennett and Farrell and Farrell. Ac-
counting and financial management will be handled
from the Gaither office in Alexandria, Ind.

EVENTS: The Pearl Record Co. has moved to 2901
Druid Park Drive, Suite A-103, Baltimore, Md. 21217.
Their new phone number is (301) 669-4410 ... David
Meece’s “best of” compilation “Chronoclogy” w1ll fea-
ture eight tunes entirely remixed by Meece and pop
stars Gino and Joe Vannelli. Also included will be
“Seventy Times Seven,” a ballad co-written by Meece
and Gino, and “Come That Day,” which was written
entirely by Vanelli ... Maranatha! Music has moved
its marketing division to Waco, Texas, and placed it
under the aegis of former Word exec Stan Moser ...
The legendary Larry Norman joined Power Disc re-
cording artist Geoff Moore during the filming of
Moore’s video for “Why Should the Devil Have All the

Good Music.” “Why Should the Devil” was penned by
Norman more than 15 years ago and remains a classic
in contemporary Christian music . . . Carman—who is
hotter than any artist in contemporary Christian mu-
sic right now save Amy Grant and Sandi Patti—is
currently on tour in support of his latest album, “The
Champion.” What’s different about this tour is that
he’s accepting “love offerings” in lieu of honorariums
on many of the dates and has returned to smaller
towns and churches—despite an increasing demand
for his concerts in the larger venues . .. Good reading:
Steve Taylor on Steve Taylor in a recent edition of Al
Menconi’s “Media Update”.

NEW RELEASES: The long-awaited debut album by
Chris Eaton should be out by early fall on Reunion
Records. Eaton was reportedly the center of a spirited
bidding war for his songwriting/performing services.
The album’s titled “Don’t Play Games” and is pro-
duced by Jack Joseph Puig ... Sparrow Records is
releasing “Sounds of Summer, Volume I and II” this
summer. Volume I will feature selections from the la-
bel’s more rock-oriented acts (REZ, Steve Taylor,
Rick Cua, Sheila Walsh, and others). The cassettes
will cost only $2.49 when purchased in conjunction
with another Sparrow cassette . .. Steve Taylor’s vid-
eo, “Limelight”—filmed in 16mm stereo in front of
20,000 fans at England’s famed Greenbelt music festi-
val—is now available.

SIGNINGS: Sparrow Records has signed the Gram-
my- and Dove-nominated Christian rock group White-
heart. “Don’t Wait For The Movie,” the band’s first
release for the label, is due in mid-June.

'E‘: Compiled from a national sample of retail store
x 8 5 and one-stop sales reports.
gl |z
2z ly|©
2 | £|¢|ARTIST TITLE
= | « | ¥ | LABEL & NUMBER/DISTRIBUTING LABEL
% NO.1 & %
1 1] g SAND! PATTI  wORD Wr 8325/A&M 5 weeks at No. One
MORNING LIKE THIS
2 2 |49 AMY GRANT @  wORD SP 5060/A&M
UNGUARDED
3 3129 SANDI PATTI  iMPaCT RO 3910/BENSON
HYMNS JUST FOR YOU
4 |16] 5 PETRA  STAR SONG SP 6401/A&M
CAPTURED IN TIME AND SPACE
5 4| CARMAN  wORD wR 8321/a&M
THE CHAMPION
6 5 |89 SANDI PATTI  iMPACT RO 3884/BENSON
SONGS FROM THE HEART
7 6 |202 AMY GRANT  wORD SP 5056/A&M (CD)
AGE TO AGE
8 9 |53 RUSS TAFF  MYRRH SP 751/A&M
) MEDALS
9 1y AMY GRANT  WORD SP 5058/A&M (CD)
STRAIGHT AHEAD
10 | 151153 SANDI PATTI  iMPACT RO 3818/BENSON
MORE THAN WONDERFUL
11 |10l 21 LEON PATILLO  MmYRRH SP 753/A&M
LOVE AROUND THE WORLD
12 {8 | 13 MARANATHA  MARANATHA 7-01-015382-4/WORD
PRAISE 8
13 |23} 29 LESLIE PHILLIPS  mYRrH wR 8318/A&M
) BLACK & WHITE IN A GREY WORLD
14 11437 STRYPER  enGMaA 72077-1
SOLDIERS UNDER COMMAND
15 {1229 DEGARMO AND KEY  POWER DISC PWR 01079/BENSON
COMMANDO SO0Z0O
16719 PHIL DRISCOLL  BENSON C03915
INSTRUMENT OF PRAISE
17 |17 | 61 LARNELLE HARRIS  imPaCT RO 3732/BENSON
I'VE JUST SEEN JESUS
18 | 22 1109 CRISTY LANE  arRIVAL 9644/DOMINION
ONE DAY AT A TIME
19 {2115 MICHAEL CARD  BIRDWING SPC 1117/SPARROW
SCANDALON
20 1271 5 BARREN CROSS  sTaR SONG 7-102-06488/WORD
ROCK FOR THE KING
21 [19]13 PHIL KEAGGY  nNiSsi EMR 4605/LEXICON
. GETTING CLOSER
22 | 20160 PETRA  STAR SONG SP 5067/A&M
BEAT THE SYSTEM
23 11345 STEVE GREEN  sparrOW ST 41022/CAPITOL
HE HOLDS THE KEYS
24 |NEW)D JOHN MICHAEL TALBOT & FRIENDS  BIRDWING BWR 2080/SPARROW
BE EXALTED
25 |[NEW) JIMMY SWAGGART  BENSON RO 3645
IT'S BEGINNING TO RAIN
26 | 2|3 BENNY HESTER  MYRRH WR 8318/A&M
BENNY FROM HERE
27 |26 117 CARMAN  PrIORITY 38713
SUNDAY'S ON THE WAY
28 |18 |61 | DEBBY BOONE  LaMB & LION ST 41005/CAPITOL
CHOOQSE LIFE
29 | 29| 21 DALLAS HOLM AND PRAISE  woRrD wR 8317/A8M
CHANGE THE WORLD
30 125133 THE MARANATHA KIDS  MARANATHA 7-01-014282-2/WORD
KIDS PRAISE 5
31 | 30145 JIMMY SWAGGART M LP 144
SWEET ANOINTING
32 {3149 MYLON LEFEVRE AND BROKEN HEART  MYRRH SP 752/A&M
SHEEP IN WOLVES CLOTHING
33 13365 THE IMPERIALS  mYRRH SP 750/a&M
LET THE WIND BLOW
34 |33!73 CARMAN  wWORD WR 8110/A&M
COMIN' ON STRONG
35 [ 34113 MICHAEL W. SMITH  woRD Wr 8129/a&M
MICHAEL W. SMITH 2
36 |35 13 TERI DESARIO  wORD WR 8315/a&M
VOICES IN THE WIND
37 [ 36| a1 FARRELL & FARRELL  STaR SONG 7-102-06086-6/WORD
JUMP TO CONCLUSIONS
38 137113 WAYNE WATSON  DAYSPRING 7-01-413501-5/WORD
GIANTS IN THE LAND
39 132161 MICHAEL W. SMITH  REUNION WR 8128/A&M
MICHAEL W. SMITH PROJECT
80 | 40| 25 REZ  SpaRROW ST 41024/CAPITOL
BETWEEN HEAVEN 'N' HELL

(CD) Compact Disc available. ® Recording Industry Assn. Of America (RIAA) certification for sales of
500.000 units. A RIAA certification for sales of one million units.

RIUENOTES

by Peter Keepnews

T

IIUST THINK how good this band would be after
two years of one-nighters,” exulted Gary Giddins,
founder of the American Jazz Orchestra, midway
through the ensemble’s May 12 debut concert at New
York’s Cooper Union. Indeed, the band sounded ex-
ceptional, especially considering that it was perform-
ing some pretty tricky works with only four rehears-
als under its belt—but what do you expect from a col-
lection of top players under the baton of the notorious
perfectionist John Lewis?

What makes the AJO significant, however, is not its
quality as a big band but its value as an interpreter of
the jazz repertoire and a preserver of the jazz tradi-
tion. The May 12 concert featured works from the big-
band books of Fletcher Henderson, Duke Ellington,
Jimmie Lunceford, and Count Basie, and an orches-
trated tribute to Dizzy Gillespie (on which Gillespie
himself made a surprise guest appearance, joining his
trumpet protégé, Jon Faddis). But it was neither an
exercise in nostalgia nor an other-people’s-greatest-
hits recital; it was a reminder of how much enduring
music has been created by the great bands, and how
important it is to keep it alive.

The highlight of the concert was unquestionably the
performance of Ellington’s magnificent concerto
grosso, “Harlem,” conducted by Maurice Peress. The
mere fact that the AJO performed this seldom-heard
masterpiece is reason enough to hope it keeps going
forever. The level of its performance suggests that, if
there is any justice, it will.

The AJO has two more concerts on its agenda this
year, although its scheduled JVC Jazz Festival per-
formance has been scratched for logistical reasons.

It’s off to a most promising start.

MUSICIANS IN THE NEWS: The late drum pioneer
Kenny Clarke is b=ing saluted by the Paris Reunion
Band, an all-star ensemble of U.S. jazz musicians who
were or are European expatriates and who worked

A very promising start for
a very ambitious orchestra

with Clarke during his three decades as a resident of
Paris. The band, assembled by saxophonist Nathan
Davis, numbers among its members Johnny Griffin,
Woody Shaw, Benny Bailey, Slide Hampton, Kenny
Drew, Jimmy Woode, and Idris Muhammad. Its first
album has been released on the Sonet label; its first
U.S. gig is set for June 17-22 at New York’s Blue Note
. Another drum pioneer, Art Blakey, recently re-
ceived a special tribute at New York’s Apollo The-
atre. In addition to performing with the current edi-
tion of his Jazz Messengers, Blakey fronted a band
featuring such illustrious ex-Messengers as Woody
Shaw, Curtis Fuller, and Wynton Marsalis . . . Speak-
ing of Marsalis, he recently received the rare distinc-
tion of having his name mentioned in a syndicated
comic strip, “Better Or Worse.” In the strip, a trum-
pet instructor plays a tape by Marsalis for his young
student and describes him as ‘“one of the greatest
horn players alive.”” What’s next for the trumpet
phenom—his own animated cartoon show?
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Boutique Items: Most Dealers Either Love 'Em Or Hate "Em

BY DEBBIE ROSENBLUM

LOS ANGELES Some record/
tape retailers won’t touch bou-
tique items with a 10-foot pole.
Others swear by them. Then there
are those who prefer to dabble.

One thing is certain: The han-
dling of boutique items—posters,
T-shirts, buttons, decals, bumper
stickers, key chains, etc.—re-
quires a commitment of time and
energy.

Dealers who carry a wide assort-
ment of boutique items report that
the category accounts for 5% to
10% of annual volume. Considering
that profits range from between
50% and 75%, sales of these items
are a significant factor.

Q Records and Tapes, with
stores in Miami, Tampa, and Fort
Lauderdale, stocks buttons, post-
ers, T-shirts, and the like and has a
complete gift department where
customers can pick up such items
as greeting cards, address books,
and beer mugs.

“We found that by carrying
gifts, we get more dollars per

parking space,” says vice presi-
dent Ned Berndt. “If we sell an al-
bum and three greeting cards for
$10, that’s $3 profit.”

Shopping patterns of couples
prompted the operation to become

so heavily immersed in boutique. .

“We found five years ago that
when both men and women shop

‘Carrying gifts, we
get more dollars
per parking space’

alone, they spend about the same
amount of time in the store and the
same amount of dollars,” Berndt
says. “But as soon as they become
a pair, for some reason the woman
abdicates her right to buy records.
She’ll spend half an hour looking
over the couple thousand greeting
cards we stock while her partner
spends an extra 15 minutes in LPs
or cassettes.”

Record Shop, based in Sausalito,
Calif., with stores in the Midwest

and the West, also considers bou-
tique an integral part of its busi-
ness. “Our stores are full-line en-
tertainment centers. That means
we carry music as well as music-re-
lated items,” says Joyce Quist, di-
rector of operations and accessory
buyer.

She says the wide product as-
sortment adds excitement to the
stores. “There’s a lot more for the
customer to see than just albums
and tapes sitting in bins. People
are attracted to variety.”

The only item that’s been a prob-
lem for the chain is T-shirts.
“They’re very difficult to mer-
chandise,” Quist says. “You have
to carry quite an extensive inven-
tory because there are so many
sizes. The space needed is enor-
mous. But now that the one-size-
fits-all concept has hit the market,
we're looking at getting back into
it.”

Record Bar also views boutique
as a vital business element. The
126-store, Durham, N.C.-based
chain positions its stores as home-
entertainment centers catering to

Chain Remains Dedicated To Sell-Through
Eugster Details Plans For Pizza/Bar Buy

This is the conclusion of a two-
part report by Earl Paige and Jim
McCullaugh, based on an exclu-
sive interview with Musicland
Group president Jack Eugster.

LOS ANGELES Musicland’s ac-
quisition of the 60-store Licorice
Pizza/Record Bar package came
as little surprise.

From the time that Record Bar
president Barrie Bergman put the
34-store Licorice Pizza chain on
the selling block, most retailers
speculated that Musicland Group
was the most likely candidate to
land the package of Southern Cali-
fornia stores.

Now that an agreement has
been signed (Billboard, May 3),
Jack Eugster’s plans for Pizza
have begun to jell. Above all, the
Musicland president is impressed
with the Pizza people.

“I met with all [Licorice] store
managers ... I'm beside myself
with how terrific the people are,”
he says. ““They are friendly, ac-
cepting to us. These people im-
press me. They’re energetic. They
care about their business and they
are professional.”

Since Pizza operated as a subsid-
iary of Record Bar, Musicland in-
herits an intact management
structure. Eugster cites Music-
land’s 1985 acquistion of Dun-
ham’s, the Detroit-based eight-
store sporting goods and leisure
chain, as an example of what the
future might hold for Pizza’s em-
ployees.

*“We’re very early on in this. We
like the people, and we think
they’re good. They could do exact-
ly what they're doing—each and
every one of them—or they could
find themselves in slightly differ-
ent or even bigger jobs. There are
going to be a lot of opportunities.

“I think of our purchase of Dun-
ham’s. All the people who were

there are still there, many in larg-
er capacities. And yet we've
brought in five of our own Music-
land executives, too.”

Through his involvement in the
National Assn. of Recording Mer-
chandisers, Eugster became ac-
quainted with Licorice Pizza
founder Jim Greenwood. Green-
wood has devoted his attention to

‘There are going
to be a lot of
opportunities’

the boutique chain aah’s since sell-
ing the music web to Record Bar in
1984, but the Musicland chief says
that Greenwood definitely left his
mark on Pizza.

“Jim is a terrific guy, very
bright. He put together a good
company. There’s a little bit of Jim
left around Licorice Pizza. I can
feel some of what Jim was like in
these people, and that's attrac-
tive,” says Eugster.

It is tempting to compare the $13
million acquisition of Licorice Piz-
za/Record Bar to Musicland’s $8
million purchase of the 24-store
Harmony Hut chain in January
1984. But Eugster warns against
such comparisons because of the
complicated nature of the earlier
acquisition.

Eugster says, “There wasn't a
dime of liability taken {in the Har-
mony Hut buyout]. It was mostly
inventory. I'll buy $100,000 worth
of inventory from somebody if
they'll sell it to me for $95,000. I've
got some other place to use it, and
we've got a lot of stores.”

As for the Pizza/Bar package,
Eugster is cautious about divulg-
ing details beyond the $§13 million
price tag. “I'm not going to talk
much about the specifics of the

agreement. We've given more than
we usually do.” But he says that in
evaluating the worth of the 60
stores, one has to consider ‘‘the
amount of debt involved in this
transaction relative to purchase
price. You have to look at the
amount of net assets you've got—
net after debt.”

Although the Pizza acquisition
puts Musicland in a more aggres-
sive position in the video rental
business (Billboard, May 3), Eug-
ster says the 512-store chain re-
mains dedicated to sell-through.

“The Musicland Group strategy
is to sell software: audio records,
tapes, video, videodisks—if they
ever become important again, vid-
eo games—if they ever again be-
come an ancillary product.”

For now, Musicland is taking a
wait-and-see attitude toward com-
puter software, once carried in
some 100 units. “I think all our
stores are out of it. 'm not sure
our warehouse is out of it. If it be-
comes important, you'll see us
back in it. If video games come
back, we'll go back into it. But we
believe in prerecorded software.

The Licorice Pizza stores empha-
sized a wide array of software in
their inventory, with everything
from blank tape and carrying
cases to one-shot items, like key-
board instruments. Eugster says
that, based on Musicland’'s experi-
ence, those stores will also become
more involved with the sale of per-
sonal stereos, with large profits
anticipated from ‘‘take-along’’
items.

“We do an awful lot in take-
along items. You come in, read a
fact tag, maybe you ask a question
or two, and you take it along with
you. You don’t have a salesperson
spending a half-hour when in fact
they need to be servicing 10 record
customers in the same period of
time.”

an eclectic consumer group.
“These are things that relate to
our clientele and move like crazy.
We get—on the average—six to
eight turns per year; 12 on some
items,” says Paul Fussell, manag-
er of special products.

To maximize the rate, individual
store managers possess the auton-

‘We’d rather give
shoppers a bigger
music selection’

omy to tailor programs to their
markets. “For instance, one store
in a specific area might do an in-
credible amount in heavy-metal-re-
lated products,” Fussell says. “So
we contract the initial order, then
the stores handle reorders them-
selves.”

Howard Appelbaum, vice presi-
dent of Kemp Mill Records in
Washington, says, ‘“We buy re-
cords for $5.15 and sell them for
$5.99 or $6.99. We buy a poster for
$1.20 to $1.50 and sell it for $3.99.
That’s the main reason we carry
boutique. It’s that simple.”

The operation carries a variety
of merchandise on a year-round
basis. Sunglasses and calendars
are stocked in the summer and the
winter, respectively, when con-
sumers are clamoring for the
items.

Another retailer that has set up
a department for artist and event-
related merchandise is Minneapo-
lis-based Musicland Group, the gi-
ant 512-store chain. “We don’t call
it boutique. We call it contempo-
rary products and merchandise the
items as such,” says Jay Bertag-
noli, director of hardlines mer-
chandising.

Usually situated in the middle of
the store, the section incorporates
all products generally related to
the hits driving the music busi-
ness. “People come in for the lat-
est albums and impulsively pick up
corresponding items, whether it's
a poster, T-shirt, button, decal, or
bumper sticker,” Bertagnoli says.

Buzzards Nest Records in Co-
lumbus, Ohio, employs a similar
approach. “Look at the top 20 al-
bums. We carry all the related
posters and T-shirts,” says’ presi-
dent George Buzz. “Those are our
biggest sellers by far.” The retail-
er also stocks a selection of wall
hangings, buttons, bumper stick-
ers, and other items.

With all the advantages bou-
tique offers, it carries some draw-
backs as well. As Buzz says, “If
you carry just records and tapes,
there’s much less hassle with in-
ventory control, shrinkage, and
bootleg merchandise.”

On the other hand, West Sacra-
mento-based Tower Records was
“never big in that stuff”” for other

(Continued on page 41)

CANDIWSTATON

Its more than a song, its a ministry of

ival o the Body ...
EMPOrary pop

the electric, anninted

i ... the sing

Procuesd
Muspilable

L T Gl 2y

Look for New Directions — a 30 minute program of ministry in
song hosted by CANDI STATON on Trinity Broadcasting Satellite

imitied
that

Network. Check local schedule.
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or higher on the Billboard THE BEST OF THE GUESS WHO
- Black Singles or Black LPs T T
,3 ! chart. Titles are listed 15 | 15142 YNY YNY MCA 37211 (1973)
alphabetically w1thm each PRONOUNCED LEH-NERD SKI-NERD
year. #1 records are indi- 16 | 18 [134 AEROSMITH  coLumBia PC-33479 (1975)
cated. . TOYS IN THE ATTIC
. 17 116130 JIMMY BUFFETT  mca 37150 (1977)
To Blat‘f 9%28{;3 of Thhe CHANGES IN LATITUDES, CHANGES IN ATTITUDES
I;%’; (350.00) roug 18 | 20| 15 MEATLOAF  EPiC PE-34974 (1977)
: . BAT OUT OF HELL
] Top Black Albums Of CREEDENCE CLEARWATER REVIVAL  FanTASY ORC-4516 (1970)
he Year, 1966 19 11760
, , through 1985.(325.00) COSMO'S FACTORY
The annual charts of the 20 || %2 fzga) STEELY DAN  wca a7220 1980y
top records of the year in SAUCHO
rank order, as published 21 |21 {106 MARVIN GAYE  mOTOWN M5-191 (1976)
. i in Billboard’s year-end spe- MARVIN GAYE'S GREATEST HITS
cial issues. Listings n- 22 | 22| 8 SIMON AND GARFUNKEL  coLumsia PC-9914 (1970)
clude title, artist and label BRIDGE OVER TROUBLED WATER
for each entry. 23 | 29| 12 | STEVE MILLER BAND  capitoL sn16321 1978)
e GREATEST HITS 1974-1978
Billboard Chart Research 24 |19 40 PAUL MCCARTNEY  coLumBia PC-36482 (1973)
Attn: I%ebradTodd BAND ON THE RUN
Ne\l/SIYS()rkroI%lea(;lOBG 25 | 24| 5p | CREEDENCE CLEARWATER REVIVAL  FANTASY ORC 4515 (1969)
' WILLY AND THE POOR BOYS
Please send me the fol- 26 | 27 | 112| JANIS JOPLIN  coLumsia pc-32168 1973)
lowing Billboard Chart JANIS JOPLIN'S GREATEST HITS
Research Packages: 27 | 25 | 194] THE WHO  wca 37003 1978)
El O Nunrmber One Black Singles WHO ARE YOU
E2 O 'C‘I'Dozj'(l)'éor(\) Black Singles 28 | 30 | 24 | HEART  PORTRAIT PR-35555 (1978)
@ $50.00 ‘ DOG & BUTTERFLY
E3 D $op B@lagléos(i)ggles Of The 29 | 26 1150 JEFF BECK  EPiC PE-33409 (1975)
car o BLOW BY BLOW
F-1 O Number One Black
Albums @ $25.00 30 |36 8 HEART  PORTRAIT PR-34799 (1977)
F2 O @Tbo 2?0% Black Albums LITTLE QUEEN
F3 O Top Black Albums Of The 31 | 28 | 56 | CREEDENCE CLEARWATER REVIVAL  ranTasy ORC-4512 (1969)
Year @ $25.00 . GREEN RIVER
F3 O fl;\(()ir;]vndual yearly lists 32 |NEWD | THE WHO  wca 5408 (1982)
A (please list book code num- THE WHO'S GREATEST HITS
CAI.I. NOW!! We W|" Send YOU O Weekly ber)for — 33 |31 170 SPYRO GYRA  INFINITY 37148 (1979)
- . ==
computer printout of 1000’s (pleaseTist vear(s) desired.) G MORNING DANCE
fCD tuallv i Check or money order is 34 3219 MCA 3700019703
o] s actually in stock. ~ . LIVE AT LEEDS
enclosed in the amount of:
35 | 34|28 CHEAP TRICK.  epic PE-35795 (1979)
yhes - LIVE AT BUDOKAN
(Sorry. no C.O.D. or billing) 36 |35 3 JIMMY BUFFETT  wca 37024 (1978)
SON Of A SON Of A SAILOR
(21 2) 51 7'3737 Name 37 | 38 |186| JOE JACKSON  asmsp-3187 1979
(21 2) 51 7'3738 Col ny +OOK SHARP
[mpany 38 | 37| 20| TOMPETTY  wca 1475 cioen
203 544_8391 — HARD PROMISES
( ) FLES 39 |39 164 ELVIS COSTELLO  coLumBia PC-35331 (1978)
(800) 826-0079 - . THIS YEAR'S MODEL
City, State. Zip
Overseas air mail rates available 40 | 40| 80 | STYX ssmsp32231977)
upon request. THE GRAND ILLUSION
All sales are final. (CD) Compact Disc available. ® Recording Industry Assn. Of America (RIAA) certification for sales of
500,000 units. A RIAA certification for sales of one million units.
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(Grass Route

PROFILE IS BREAKING initial
sales records with the new Run-
D.M.C. album, “Raising Hell,”
which hit store shelves last week.
According to label chief Cory Rob-
bins, the album’s preorders exceed-
ed 500,000 units, making it the first
rap record ever to ship gold.

The first single supporting the re-
lease is “My Adidas,” which Rob-
bins says has already sold some
200,000 copies. It is currently No. 54
on the Hot Black Singles chart.

To promote the album, Robbins

says the label is doing extensive
print and radio advertising. The
company also had 25,000 buttons
and 15,000 posters printed up as
promotional giveaways.

Another tactic to give sales a
boost is using two different album
jackets. This will “aliow for inter-
esting retail displays,” says Rob-
bins.

The album will be available on CD
as well, and, if all goes well, 20,000
to 30,000 units will be pressed ini-
tially. Robbins says there were only

5,000 CDs pressed of the group’s
last offering, “King Of Rock,” and
that they sold out the day they were
issued.

“Raising Hell” is the group’s
third album. All three releases went
gold. Run-D.M.C. is slated to do a
40-city tour this summer with Who-
dini and L.L. Cool J.

Profile is also making impressive
moves with the Boys Don’t Cry sin-
gle “I Wanna Be A Cowboy.” It is
the label’s most successful pop re-
lease to date.

etailing

Other indie projects that recently
debuted on the charts include the
Fat Boys’ “Big & Beautiful” on Su-
tra and Mai Tai’s ‘“Female Intu-
ition” on Critique. The former en-
tered the Top Pop Albums chart at
No. 98; the latter entered the Hot
100 at No. 90.

0F NOTE: Our May 17 column in-
cluded a possibly misleading com-
ment about NAIRD's forthcoming
book on how to run a record label.
The ‘“‘disastrous” part of the plan-
ning weekend referred to Mother
Nature’s whims rather than any-
thing to do with the book’s prog-

(Continued on next page)

DIVIDER CARDS

ALL SIZES AVAILABLE

15¢ and up
Why Pay More?

Direct from Manufacturer
Call or Write

Sam Lempert
(718) 802-0300
544 Park Avenue, Brooklyn, NY 11205
AL-LEN CUTTING CO.

Special Volume Rates
Fiberboard cards available.

We buy used cards.
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: : CLASSICAL
« 2183 POPTM =| =183 ™
; ‘;’ ; (75 Compiled from a national sample of retail sales reports. ;J ; ; (75 Compiled from a national sample of retail sales reports.
E £ | ¢ | ARTIST TITLE 2|5 £ ¢ | TTLE ARTIST
- 5 o~ E3 LABEL & NUMBER/DISTRIBUTING LABEL - 5 o~ = LABEL & NUMBER/DISTRIBUTING LABEL
* & NO.1 o & & NO.1 & %
AMADEUS SOUNDTRACK  FANTASY wAM-1791 28 weeks at No. One
1 1 1 | 37 | WHITNEY HOUSTON ARisTA ARCO 8212 6 weeks at No. One WHITNEY HOUSTON 1 1 1| 83 NEVILLE MARRINER.
SWING, SWING, SWING  phiLiPs 412-626
2 2 3 52 DIRE STRAITS WARNER BROS. 225264 BROTHERS IN ARMS 2 3 | 8 BOSTON POPS (WILLIAMS)
BACHBUSTERS  TeELARC 80123
3 3 2 8 THE ROLLING STONES coLumBia CK 40250 DIRTY WORK 3 2 Z 17 DON DORSEY
HOROWITZ: THE LAST ROMANTIC  0G 419045
4 [} 4 21 -?fDE PORTRAIT RK 40263/EPIC PROMISE 4 6 8 10 VLADIMIR HOROWITZ
TIME WARP  TELARC 80106
51 7 6 | 17 | HEART capitoL 46157 HEART 5 | 4 4 | 53 CINCINMATI POPS (KUNZEL)
_ SONGS FROM LIQUID DAYS  cBs mk.39564
6 14 2 JOURNEY coLumBia Ck 39936 RAISED ON RADIO 6 8 12 5 PHILIP GLASS
TCHAIKOVSKY: 1812 OVERTURE  TELARC 80041
7 5 5 | 53 | PHIL COLLINS aTLANTIC 2.81240 NO JACKET REQUIRED 7 5 5 | 53 CINCINNATI POPS (KUNZEL)
) BERNSTEIN: WEST SIDE STORY 06 415.253
8 | 10| 8 | 53 | PINKFLOYD HaRVEST CD 46001 /CAPITOL DAer ﬂliE OF THE MOON 8 | 7 6 | 53 TE KANAWA, CARRERAS (BERNSTEIN)
STAR TRACKS  TELARC 80094
9 6 7 20 THE CARS ELEKTRA 9-60464-2 GREATEST HITS 9 9 9 53 CINCINNATI POPS (KUNZEL)
ORCHESTRAL SPECTACULARS  T1ELARC 80115
10 | 11 | 10 | 21 | MR. MISTER rca PO 1-7180 WELCOME TO THE REAL WORLD 10| 10 | 10 | 18 CINCINNATI POPS (KUNZEL)
BLUE SKIES  (ONDON 414.666
11 9 | 11 | 32 | JOHN COUGAR MELLENCAMP RivA 824-865-2/POLYGRAM SCARECROW 11 uj 73 KIRI TE KANAWA (RIDDLE)
TELARC SAMPLER #1  TELARC 80101
12| s 9 23 | BARBRA STREISANI? COLUMBIA CK40092 THE BROADWAY ALBUM 12 12 | 1| 53 VARIOUS ARTISTS
GERSHWIN: RHAPSODY IN BLUE  cBS Mk-39699
4
13 15| 15 | 7 | THE OUTFIELD coLumei ckaooz7 PLAY DEEP 13 14| 14| 22 1O CEEES PR OHE (TS
THE BEST OF WOLFGANG AMADEUS MOZART  pPHILIPS 412-244
14 | 24 | — | 2 | JOE JACKSON asm co 6021 B BIG WORLD 14 | 15 | 16 | 53 EE ARG
BEETHOVEN: SYMPHONY NO. 9  0G 410.987
15| 18 | 22 | 3 | MIKE & THE MECHANICS ATLANTIC 2.81287 TE.&,‘ THE MECHANICS 15| 13| 131¢ 53 o BERLIN PHILHARMONIC (KARAJAN)
WEBBER: REQUIEM  ANGEL CDC 47146
16 | 13 | 16 | 9 | ROBERT PALMER ISLAND 2-3047 1/ATLANTIC - RIPTIDZ 16 | 16 | 15 | 53 DOMINGO, BRIGHTMAN (MAAZEL)
WILLIAM TELL AND OTHER FAVORITE OVERTURES  TELARC 80116
17 | 12 | 12 | 26 | ZZ TOP warner 8rOs. 2-25342 AFTERBURNER 17118191 6 CINCINNATI POPS (KUNZEL)
TELARC SAMPLER #2  TELARC 80102
18 | NEWD | 1 | THE MOODY BLUES roLYGRAM 829179-2 THE OTHER SIDE OF, LIFE 1817 17 53 IS AR
BEETHOVEN: SYMPHONIES 1 & 2  L'OISEAU LYRE 414-338
19 _15 13 | 11 | INXS atLanmc 2.81277 LISTEN LIKE THIEVES 191918 | 11 ACADEMY OF ANCIENT MUSIC (HOGWOOD)
BEETHOVEN: SYMPHONY NO. 9  TELARC 80120
20| 17 ] 14| 7 BANGLES COLUMBIA Ck40039 DIFFERENT LIGHT 20 | 20 | 22 | 4 R o T
TOMASI/JOLIVET: TRUMPET CONCERTOS  cBs Mk-42036
210 19| 17| 4 EREEDENCE CLEARWATER REVIVAL rFanTASY FCD 623-CCR2 B CHRONICLES 21 1| — | 2 RO [AREALS
o | COPLAND: APPALACHIAN SPRING  TELARC 80078
22 | NEWDr | | | THE FIRM artantic 281628 MEAN BUSINESS 22| 23 | 24| 53 i LR SR
g PASSIONE (oNDON 417-117
23 RE-ENTRY STEELY DAN mca mcap 5570 DECADE 2312 2|19 RN BRSO
24 2 BEETHOVEN: SYMPHONIES 5 & 6 0G 413.932
24 | 21 | 18 | 53 | BRUCE SPRINGSTEEN COLUMBIA CK 38653 BORN IN THE USA. 22 1| 53 BERLIN PHILHARMONIC (KARAJAN)
PACHELBEL: CANON  RCARCD1-5468
25 8| —| 2 JEAN-MICHEE JARRE POLYDOR/DREYFUS 8291 25.2/POLYGRAM RENDEZ-VOUS 25| 25 | 25 | 53 - Ty
BARTOK: MIRACULOUS MANDARIN  LONDON 411-894
26 RE-ENTRY ALABAMA Rca PCD1-7170 GREATEST HITS 26 | 24 [ 23| 24 DETROIT SYMPHONY (DORATI)
MORE MUSIC FROM AMADEUS  ranTASY wAM-1205
27| 2z 27 8 PHILIP GLASS CBS MASTERWORKS CK 39564/COLUMBIA SONGS FROM LIQUID DAYS 27 | % 26 16 NEVILLE MARRINER
28 3 3 28 NEW 1 PLEASURES OF THEIR COMPANY  ANGEL CDC-47196
co 0 g Gar IR o et CONTROL > KATHLEEN BATTLE, CHRISTOPHER PARKENING
29 RE-ENTRY 0ZZY 0SBOURNE 2 MOZART: REQUIEM  LOISEAU LYRE 411712
CBS ASSOCIATED RK 40026/EPIC THE ULTIMATE SIN 9 29 29 53 ACADEMY OF ANCIENT MUSIC (HOGWOOD)
30 | NEWD | 1 | JULIAN LENNON ariantc 281640 THE SECRET VALUE OF DAYDREAMING 30 | 30 | 30 | 43 | STRAUSSFEST telarc sooss

CINCINNATI POPS (KUNZEL)
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ALBUMS

The following conifiguration 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
BAMBI & Z ZONE
Attractive Nuisance
CA Kiderian/Stang KRP 3048 LA-B/no list
JEAN BEAUVOIR
Drums Along The Mohawk
LP BFC Columbia 40403/CBS/no list
CA BCT 40403/no list
DEVICE
22B3
LP Chrysalis BFV 41526/CBS/no list
CA BVT 41526/no st
DISCIPLE
EP Blue Steel BSR 226/$5.98
EUROPE
The Final Countdown

LP Epic BFE 40241/CBS/no list
CA BET 40241 /no list

FOR WEEK ENDING MAY 31, 1986

JAN HAMMER

The Early Years

LP Nemperor FZ 40382/CBS/no list
CA FZT 40382/no list

JOHN HUNTER

More Than Meets The Eye
LP Private | BFZ 40278/CBS/ro list
CA BZT 40278/ro list

INSTANT RESPONSE
Modus Operandi

CA Kiderian/Stang KRP 3400 LA-B/no list
DWIGHT TWILLEY

Wild Dogs

LP Private | BFZ 40266/CBS/no list
CA BZT 40266/n0 list

VARIOUS ARTISTS
Boston Rock & Roll Anthology #7
LP Var Var 12 D/$5.98

BLACK

THE KINGSNAKES
Hardlife Boogie

LP Blue wave 104/$8.98
CA Blue wave 104/$8.98

GLADYS KNIGHT & THE PIPS

LP Columbia FC 40356/CBS/no list
CA FCT 40356/no list

COUNTRY
ARIZONIA
LP Tempe/Kiderian KRP 2120 LA-B/no list

RICK NELSON
Memphis Session

ew Releases

LP Epic FE 40388/CBS/no list
CAFET 40388/ro list
T.G. SHEPPARD
it Still Rains In Memphis

LP Columbia FC 40310/CBS/no list
CA FCT 40310/no list

SOUNDTRACK
VARIOUS ARTISTS
Cobra
Original Motion Picture Soundtrack

LP Scotti Bros. SZ 40325/CBS/no list
CA SZT 40325/no list

CLASSICAL
BEETHOVEN

Sonata For Cello And Piano

Yo-Yo Ma, Emmanuel Ax

LP CBS Masterworks IM 42121/CBS/no 1ist

CA IMT 42121 /no0 list

BERG

Violin Concerto

Pinchas Zukerman, London Symphony
Orchestra

LP CBS Masterworks IM 39741/CBS/no list

CA CBS IMT 39741/ro list
BRAHMS/SCHOENBERG

Piano Quartet; Two Choral Preludes
Bavarian Radio Orchestra

LP CBS Masterworks IM 42129/CBS/no list

CA IMT 42129/no list

MONTEVERDI

18 Madrigals From The Second Madrigal

Book
Collegium Vocale Koin
LP CBS Masterworks IM 42131/CBS/no tist

CA IMT 42131/no list

MOZART

Music For Basset Horns

Members Of The Chicago Symphony
Winds

LP CBS Masterworks 12M 42144/CBS/no list

CA 12T 42144/n0 list

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

HOME VIDEO

Symbols for formats are 8= 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

ARMY BRATS
Akkemay, Frank Schaafsma, Peter Faber
& ¥ Warner Home Video 11454/$59.95

BRAIN OF BLOOD

Grant Williams, Kent Taylor

& ¥ Magnum Entertainment Inc. 3116/
$49.95

CLEOPATRA JONES

Tamara Dobson

& ¥ Warner Home Video 11275/$59.95

THE CLONUS HORROR

=
o
5 o
x -
Blgz 2 g 5
= =10 B g £ 3 5
4 17 2 ) a " E = g &N < e
E|l S|z | v Publisher Remarks | 2| =z |38 | =8| 2| & &8
Contains over 600 problems in addition, subtraction,
1 1 | 122 | MATH BLASTER! Davidson & Associates multiplication, division, fractions and decimals for ° ° °
students ages 6 through 12, with a game at the end.
. Program that develops speed, and shows progress in
2 2 87 [ TYPING TUTOR I Simon & Schuster typing speed and accuracy. [} [ ] [ ] [ ]
HOMEWORK HELPER MATH . A two-part program designed to help students understand
3 3 15 WORD PROBLEMS Spinnaker and solve math word problems. ° ° ° °
Educational program that teaches touch typing to ages 7
2 | 4| 6 |13 NEWIMPROVED MASTERTYPE Scarborough to adult in an exciting video game format in 18 different ® (00|00 | 0 | 0@
° lessons.
. Interactive music composition and learning tool enables
h 5 7 | 118 | MUSIC CONSTRUCTION SET Electronic Arts user to work with a library of music or compose own. [ ] [ ] [ ]
o No adult supervision & friendly interactive package
: 6 9 | 45 §{ EARLYGAMES Springboard Software ;:omﬁgl:ed of 9 egtic/azti:)ngl, entertaining games designed ® |(ok|Ok | O [ 1"3
or children age 06.
n READER RABBIT AND THE . Teaches children the basics of early reading.
Lad| 7 | 3 | 6 | FABULOUSWORDFACTORY  'heLearningCompany p i ol ted for ages 5-7. ° o o
American Educational  Foreign language program that can be used with any
8 4 21 SPANISH Computer Spanish | course. L4
g f Teaches the basics of addition with a number strategy
9 REENTRY ADDITION MAGICIAN The Learning Co. game for older children. Recommended for ages 6 to 10. ° ° °
A drawing and coloring program that lets children select
10| 8 | 15 | COLORME Mindscape pre-drawn or design their own pictures. Recommendedfor | @ ° °
ages 6-10. Additional disks are available.
1 1 97 PRINT SHOP Broderbund At Home Print Shop [ ) [ ) [ ] [ ]
l q The program lets you design, illustrate and print your own
z 2 2 8 THENEWSROOM Springboard newspaper. The program has a built-in word processor. L4 L4 L4
Eu 3 9 3 g;gigg&%’%lNG Spinnaker ?gg:zciil;?::t with word processing,data base and graphic ° ° °
Lad SILVIA PORTER'S PERSONAL ) Program enables you to develop comprehensive financial
S 4 | 10| 9 | FINANCIAL PLANNER Timeworks plans according to your personal needs. o o | o
< 5 6 4 3IN 1 BUNDLE Timeworks (S::;:t:i’;\re:’tig?r:;f Word Processing, Data Base and Spread °
«C | 6 | NEWp | WORDPERFECT atelite Software Word Processor °
E 7 3 | 42 | PRINTMASTER Unison World At Home Print Shop ® ® ® ® ®
(]
8 | RE-ENTRY | PAPERBACK WRITER Digital Solutions Word Processing Program ®
=
° 9 | NEW PRINT SHOP COMPANION Broderbund The program has 16 new drawing tools. Includes 50 new ° ° ° °
borders
10 7 3 E’(‘)IE.LNEECWI'?SS%)‘L?LIP ART Springboard Additional disk with 600 new graphics. ® ® ®

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

®—DISK ®—CARTRIDGE #—CASSETTE

Timothy Donnelly, Keenan Wynn, Peter
Graves
& ¥ Group 1 9558/Lightning Video/$69.95

DRUM
Ken Norton, Warren Oates, Pam Grier
& ¥ Vestron Video 4436/$69.95

HOT TARGET
Simone Griffeth, Steve Marachuk
& ¥ Vestron Video 5131/$79.95

ENGLEBERT HUMPERDINCK IN
CONCERT

Englebert Humperdink

& ¥ Vestron MusicVideo 1036/$29.95

LISA SLIWA’'S COMMON SELF-DEFENSE
Lisa Sliwa
& ¥ Vestron Video 1037/$29.95

MAD DOCTOR OF BLOOD ISLAND

John Ashley

& ¥ Magnum Entertainment inc. 3113/
49.95

MURDERS IN THE RUE MORGUE

Jason Robards, Lilli Palmer

& ¥ American International 9052/Lightning
Video/$59.95

NAKED VENGEANCE

Deborah Tranelli, Kaz Garaz, Bill
McLaughlin

& ¥ Westbrook/M.P. Films 957 3/Lightning
Video/$79.95 (rated R)

49 9931/%$79.95 (unrated)

THE OMEGA MAN

Charlton Heston, Anthony Zerbe, Rosalind
Cash

& ¥ Warner Home Video 11210/$59.95

THE PRESIDENT'S MISTRESS

Beau Bridges, Susan Blanchard, Larry
Hagman

& ¥ Kings Road Productions 9570/Lightning
Video/ $69.95

THE PROTECTOR

Jackie Chan

& ¥ Warner Home Video 11538/$79.95

THE PSYCHIC

Jennifer O’Neill

& ¥ Group 1 9544/Lightning Video/$69.95
SEVEN ALONE

Dewey Martin, Aldo Ray, Anne Collings
& ¥ Vestron Video 3117/$59.95

SILENT NIGHT, DEADLY NIGHT

Lilyan Chauvin, Gitmer McCormick

& ¥ USA Home Video 217-919/IVE/$79.95
STREET HERO

Vince Colosimo, Sigrid Thornton

& ¥ Vestron Video 4433/$69.95

TILL DEATH DO US PART

James Keach, Claude Jutra, Matt Craven
& ¥ Vestron Video 4422/$69.95

TITLE SHOT

Tony Curtis

& ¥ Arista 9565/Lightning Video/$69.95

To get your company’s new video releases
listed, send the following information—
title, performers, distributor/manufac-
turer, format(s), catalog number(s) for
each format, and the suggested list price
(if none, indicate “'no list” or “rental’")—to
Linda Moleski, Billboard, 1515 Broadway,
New York, N.Y. 10036.

GRASS ROUTE

(Continued from previous page)

Clay Pasternack, the how-to opus
is rolling along at a steady clip.

A SIGNIFICANT radio avenue for
labels working in the so-called
“world beat” vein may open up
soon. The prospect arrives via Doug
Wendt, host and producer of the
two-hour “World Beat” radio show.
Wendt has been airing the show on
a San Francisco outlet for seven
years and is now attempting to
gather a network of affiliates for
the show. The “World Beat” playlist
ranges from Ruben Blades and
Bob Marley to Zulu Spear and the
Freaky Executives. Wendt can be
reached at No. 1, 1463 Sacramento
St., San Francisco, Calif. 94109.

Also open to music from left field
is publicly funded WBAI in New
York. “Bernie Fleshkin’s Rock’n-
'Roll Dance Party’’ host, Ted Bon-
nitt, is looking for any rock that
rarely gets a shot on mainstream ra-
dio. Bonnitt says he’s open to pass-
ing product on to hosts of other
WBAI programs. He can be contact-
ed at (914) 623-0047.
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by Aaron Neretin

A biweekly column focusing on
developments in the hardware
and software industries.

The action continues to heat up in
the camcorder race, with VHS-C
moving out in front of 8mm.

What seemed like only a moder-
ate acceptance a few weeks ago of
JVC’s one-hour, two-pound-plus
VHS-C camcorder model intro-
duced earlier this year has now
turned into something of a rush.

Firms committed to buy either
JVC C-transports or full models in-
clude Toshiba, Zenith, Matsushita
(including Panasoniec and Quasar),
Mitsubishi, and Sharp. And reports
in the industry indicate that RCA
will either show its version of
VHS-C in June at the Consumer
Electronics Show (CES) or intro-
duce it during the third quarter.

At the same time there have
been no new commitments from
VCR manufacturers to 8mm, much
to the dismay of Sony and the 8mm
consortium. At this point, 8mm
suppliers other than Sony include
Canon, Kodak, Kyocera, Goldstar,

~and Sanyo.

Despite the moves to VHS-C, it

HARDWARE MONITOR |

JVG’s Gamcorder Ahead By A Nose

may not be the technologically su-
perior product.

Toshiba vice president Jay
Yancy admits that 8mm is the su-
perior system, even though his
firm, for the moment, has opted
for VHS-C. Others in the VHS-C
camp also concede off the record

Most say 8mm
will dominate

that 8mm is the superior format.
But, having made the VHS-C de-
cision, they plan to throw all their
promotional weight behind it. They
contend that effort may put a
damper on any sales acceleration
for the 8mm camcorder.
Interestingly, almost all say that
in the long term, they expect 8mm
to be a dominant VCR force. “It’s a
question of how long Sony would
be willing to spearhead and invest
in the marketing and promotion of
the product,” says one supplier.
JVC plans to spend vast sums
promoting VHS-C almost immedi-
ately, running heavily through the
year with an even more extensive
effort in the fourth quarter. Less
extensive, but equally intense, ef-

forts are expected from the other
suppliers as their inventory comes
on stream.

These initial efforts will clearly
pit the VHS-C agairst the 8mm
system despite a recent warning
by Sony president Neil Vander
Dussen that his company would
not look favorably uson any pro-
motions that belittle 8mm, and
would act accordingly.

An ancillary problem may devel-
op with 8mm as harcware entries
stay on hold. Sony has been pursu-
ing the prerecorder software in-
dustry with gusto—and with mod-
erate success—in attempts to
broaden 8mm offerings from stu-
dios and duplicators. thus remov-
ing one of the major stigmas
against hardware sales.

But the software industry has
generally been relictant to go
along with that push—even de-
spite strong subsidies from Sony—
and that reluctance may become
even more firm if there’s no imme-
diate prospect for a broader hard-
ware base to support software of-
ferings.

No one is countinz 8mm out of
the race. But everyone agrees that
the course for that format is be-
coming much harder to negotiate.

BOUTIQUE ITEMS SPUR MIXED EMOTIONS

(Continued from page 37)

reasons. “We’d rather devote our
space to records and tapes and
compact disks and provide custom-
ers with the biggest music selec-
tion possible,” says president Russ
Solomon.

A couple of years ago, Harmony
House in Troy, Mich., phased out
the category, with the exception of
“some buttons and 15 to 20 post-
ers,”’ says accessory buyer Fred
DeCoopman. “For the most part,
the items just don’t fit in with
what we're trying to accomplish.”

As a full-line record and tape op-
eration with a big classical assort-
ment, Harmony House decided
that ‘““boutique items detracted
from the image we wanted to por-
tray. We appeal to a more mature
consumer—25 and up,” he says.
“Plus, we were in the process of
expanding our blank tape selection
and other accessories, like head
cleaners. To make the space avail-
able, something had to go.”

Mike Stephenson, senior buyer
of special products for the Canton,
Ohio-based Camelot Music, cites
similar reasons for the chain’s lack
of involvement in boutique. “With
the explosion of CDs and our com-
mitment to prerecorded video,
space became prime. And it's such
a trendy category. We really don’t
have anybody here who has time to
keep their finger on the pulse on
what’s hot and what's not,” he
says.

Periodically, however, Camelot
invests in a one-shot deal in con-
Jjunction with a hot new release or
a hot artist. Related items are put
in a minidisplay featuring the LP,

tape, and CD. The occasional pro-
motion enables the chain “to bring
in the merchandise, sell it through,
and make a good margin without
worrying about reorders and be-
ing left with dead product,” Ste-

phenson says.

Debbie Rosenblum is a Los Ange-
les-based free-larce writer who
specializes in coverage of mer-
chandising, retai.ing, and video
retailing.
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V] MOVIE. TV &
THEATRICAL SOUNDTRACKS

W] THE WORLD OF JAZZ & FUSION

V] TEXAS 150th ANNIVERSARY
| NEW TALENT
WORLD OF DANCE MUSIC
KID-VID

BILLBOARD COVERS IT ALL!

CASE LOGIC
SETS THE PACE!

Case Logic is setting the standard in contermporary
cassette and CD camying cases that offer
hard-case protection in soft-sided style. And

while there are bound to

be imitators, only one
is the innovator.

NEW: CDT5 and CD30
Hot New Compact Disc
Cases—Hoids 15 or 30 CDs

See our complete line at the
Consumer Electronics Show,
Booth 1068

CASE LOGIC

P.O. Box 4187, Boulder, Colorado 80306
For more information: 800-447-4848
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Professional Grade video C

A new series of professional-grade
cables from Recoton allows
consumers to wire everything in their
home-entertainment systems—from
compact disk players to video
recorders—with improved results.
Triple-insulated construction is
designed to provide improved signal
flow, and the series’ corrosion-proof,
24-karat-gold connectors ensure
reduced signal loss.

Audio Plus

BY EDWARD MORRIS

A biweekly column spotlighting
new audio products and accesso-
ries. Vendors introducing such
products may send information
and promotional material to Ed-
ward Morris, Billboard, P.O. Box
24970, Nashville, Tenn. 37202.

AUDIOPHILES ON FOOT should
revel in the pleasingly portable dou-
ble cassette radio/recorder with
built-in CD player from Sharp (201/
529-8673).

The WQ-CD15 features a “twin
mechanism’’ double cassette sys-
tem, high-speed dubbing, continu-
ous playback, and a built-in four-
band graphic equalizer. The AM/
FM stereo radio has 4.2 watts per
channel, a two-way four-speaker
system and an automatic program
search system. Available in Septem-
ber, the unit will retail for about
$450.

Also from Sharp comes the two-
ounce AM/FM stereo personal ra-
dio, the FM-10. The unit is just more
than two inches wide, three inches
high, and 5/8" deep and comes with
slide rule tuning, tuning LED indi-
cator, and lightweight stereo head-
phones. Suggested price: $29.95.

Recoton (718/392-6442) is intro-
ducing its “pro-quality” line of au-
dio and video cables, each with five
layers of protection over a multi-
strand copper braid center conduc-
tor and with 24-karat electroplated
connectors. The cables are pack-
aged in standup, see-through blister
packs. Prices for the cables, depend-
ing on length and type of connec-
tion, are $18.99 to $25.99 for video
and audio and $30.99 for CD.

From Lebo (201/429-8600) comes
the Voyager audiocassette tote bag.
The case is padded, water repellent
and tear resistant and can hold 30
boxed cassettes or 48 unboxed. The
Model 20030 is equipped with a pad-
ded handle and detachable adjust-
able shoulder straps that have pad-
ded guards. Available in black, red,
silver grey, and Victoria blue, the
bags retail for $18.99.
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Erol’s Will Produce Its Own Cahle TV Program For The Va. Area

BY BILL HOLLAND

WASHINGTON It’s hard to keep
up with Erol's Inc., the fast-grow-
ing company which claims to be the
largest privately owned chain of
video sales and rental stores.

Just a few weeks ago, the big
news at Erol's was a plan to open
full-service “superstores” this sum-
mer (Billboard, May 10). Now, along
comes another surprising announce-
ment—Erol’s is tapping into cable
TV.

Not the illegal black box kind;
rather, the company, which brought
in revenues exceeding $120 million
this fiscal year, is producing its own
half-hour cable TV program begin-
ning next month, aimed at potential
customers in Fairfax County, Va.,
which, research now shows, has a
very heavy concentration of VCR
owners and movie renters.

The program, believed to be the
first by a home video retailer, is
called ““Checkin’ It Out With
Erol’s,” and will be presented on
Media General’s cable system. It'll
go live June 2 at 9 p.m. and will be
repeated 24 times throughout the
month.

The show will feature interviews
with special guests, starting off
with USA Today movie critic Mike
Clark. There will also be features
describing new titles and highlight-
ing the careers of popular stars and
a phone-in segment to give viewers
a chance to ask questions.

The show will be hosted by Ron
Castell, who also happens to be
Erol’s vice president for advertis-
ing. Castell has on-air chops, howev-
er—he has worked as a Disk Jock-
ey, and a cable TV host as well.

“We see the program as the em-
bryonic stage of an opportunity to
reach specific segments of our cus-

tomer base throughout our market
areas,” Castell says. “It’s a unique
way to sell deeper to our existing
customers.”

Erol’s plans a three-month test on
the system, and then intends to re-
package the show for other systems
throughout the Washington, D.C.
market, and, afterwards, to sys-
tems in Baltimore, Philadelphia, and
southern Virginia.

The innovative cable program is
just another example of Erol's ag-
gressive direction and helps point
out the reasons why this family-
owned operation is causing havoc
for some independent dealers in sev-
eral major markets. Other growth
strategies and signs of success:

® Stores feature a library concept,
and customers pick from among
7,000 to 12,000 bar-coded, custom-
made plastic-boxed videotapes on
the shelves. Computers are used in
all phases of operation, and have
been since 1983, when owner Erol
Onaran made the far-sighted deci-
sion. A huge IBM Model 38 hums
along at the Springfield, Va. ware-
house; Model 36’s provide over-
nights from the stores.

® Erol’s, which began video rental
in 1980 in the back room of the first
equipment sales store, had opened
eight stores by 1982, jumped to 22
stores in 1983, almost doubled to 43
in 1984 and 83 in 1985, and is expect-
ed to have nearly 100 stores by June
of this year. The company has two
warehouses—a 46,000-square-foot
space and an attendant 17,000-
square-foot building. Another
46,000-square-foot warehouse is
planned by August.

® The company employs nearly
3,000 people, with 1,000 of them
working in service and administra-
tive capacities. There are 11 divi-
sions within the company—plan-

VSDA Seminar Attendees
Discuss Reserving Rentals

BY MOIRA McCORMICK

CHICAGO The pros and cons of re-
serving rental titles was the main
topic of discussion at the recent Vid-
eo Software Dealers Assn. (VSDA)
seminar here at the O’'Hare Holiday
Inn.

Titled ‘“‘Growth & Success
Through Financial Planning & In-
ventory Management,” (Billboard,
May 17) the seminar was conducted
by accountant Harry F. Landsburg
of the Philadelphia office of La-
venthol and Horwath.

Video retailers contributing to
the discussion each described differ-
ent reservation systems, most of
which compensate for problems in-
herent in reserving popular titles.

One difficulty is the tying up of
those titles for an indefinite period
of time. One retailer, in fact, said
that he’d given up his reservation
policy for precisely that reason.

It was then pointed out that a pru-
dent video store operator would
avoid making all copies of a popular
title available for reservation.

Other retailers voiced their own
methods of reserving rentals: cus-
tomer phone calls to confirm reser-

vations; pre-paid reservations; res-
ervations with a three-day-in-ad-
vance limit; off-peak reservations
(for example, Sunday through
Thursday); and in-person-only reser-
vations.

The problem of rentals not being
picked up by a specific deadline is
being addressed by retailers in sev-.
eral ways. One solution involves a
penalty assessed to customers who
do not retrieve a reserved rental in
time. Another dealer features a
nightly “9:30 Special,” in which re-
served videos that haven’t been
picked up are rented on a first-
come, first-served basis shortly be-
fore the store closes.

Even if retailers can lick the prob-
lems of tied-up inventory and for-
gotten rentals, they are concerned
that people who reserve a title come
in solely for that one item and do
not shop the whole store. That’s one
reason why some video store opera-
tors insist on in-person reserva-
tions, which encourage the custom-
er to browse.

As one retailer pointed out, how-
ever, even if reservations are taken
by phone, the customer has to re-
turn the tape in person.

ning and development, real estate,
advertising, loss prevention, and
video club, along with warehouse
and distribution, service, data pro-
cessing, personnel, finance, and
hardware sales. The advertising de-
partment, as an example of the com-
pany’s range, deals with more than
60 newspapers within its four mar-
kets.

e All of Erol’s management-ori-
ented employees go through an in-
house training program, which in-
cludes a stint as a store clerk. Also,
Erol’s is one of the largest employ-
ers of high school and college stu-
dents in the Washington area.
There is a feeling among younger
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workers, according to several
sources, that Erol's is a desirable
place to work.

e Erol’s, from its owner on down,
does not view the studios as adver-
saries, and has worked hard to
achieve the “professionality,” as
one vice president put it, that sepa-
rates them from the mass merchan-
disers. One example: Erol’s has a
27% video sales rate as opposed to
the 2% national rate for stores.
Also, the monthly club newsletter
contains a feature on what’s new in
the theaters. The company
founder’s feeling—if there’s no
movies, there’s no Erol’s.

e Erol’s is a company, officials

say, that doesn’t just rent and sell
movies and equipment—it sells an
environment, an ambiance, from the
instantly recognizable look of its
newspaper ads to store signs and in-
teriors.

¢ “The customer is always right”
is not a cliche at Erol’s. Erol bases
his business on it. One recent exam-
ple is a just-released announcement
that he has extended his company’s
annual family day outing—when all
stores are closed—to include all of
400,000 video club members. The
outing will be held at Richmond’s
King’s Dominion entertainment
complex.

Billboard.
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TOP KID VIDEO"™™

§ Compiled from a national sample of retail store sales reports.
I

g g % 58

o | & e | TITLE Copyright Owner, 5o 8

S ERE: Manufacturer, Catalog Number S| &

* & NO.1T * %

1] 1|35/ PINOCCHIO® Walt Disney Home Video 239 1940 | 29.95
2| 23| DUMBOA® Walt Disney Home Video 24 1941 | 29.95
3 3 7 THE SWORD IN THE STONE Walt Disney Home Video 229 1963 | 79.98
4 | 5| 7 | SESAME STREET PRESENTS: FOLLOW THAT BIRD ® ag::g 32‘?2;'3% v T IGF 1985 | 79.95
5 4 | 30 [ ROBINHOOD ¢ Walt Disney Home Video 228 1973 | 29.95
6 | 17 | 12| HUGGA BUNCH Children’s Videa Library 1985 | 29.95
7 | 6 | 35 | THECARE BEARS MOVIEA & Samuel Goldeyn 1985 | 24.95
8 | 16 | 26 | PETE'SDRAGONA ¢ Walt Disney Home Video 10 1977 | 29.95
9 | 8 | 31 | BUGSBUNNY'S WACKY ADVENTURES @ arner Bros. Inc. o 11504 1985 | 19.98
10| 9 | 7 | RAINBOW BRITE AND THE STAR STEALER Narner Bros. 1ot o 11531 1985 | 7995
11| 7 | 11 | VIDEO-A-LONG MICKEY'S DISCOVERY SERIES Walt Disney Home Video 335 1986 | 1495
12101 11 VIDEO-A-LONG WINNIE THE POOH Walt Disney Home Video 336 1986 | 14.95
13/ 111} 10 VELVETEEN RABBIT Family Home Entertainment F1173 1985 | 14.95
14 | NEWD | HOLD THE LION, PLEASE e e e 00506 1986 | 14.95
1514} 5 ROBOTECH-VOLUME 1 (BOOBYTRAP) Family Home Entertainment FI1176 1985 | 995
16 | 12 | 12 | VIDEO-A-LONG THE DISNEY CLASSICS Walt Disney Home Video 337 1986 | 1495
17 | NEWD> | BUGS BUNNY AND ELMER FUDD CARTOON FESTIVAL  pyeiicq (iists Teevision, ioc. | 1986 | 19.95
18| 2 | 3 mmaggv.smrs AND THE MIGHTY MONSTROMURK S:;I'c:;n'lss\gcéeo Library -
19 | 22 | 35 | CARE BEARS BATTLE THE FREEZE MACHINE A Family Home Entertainment F37 1 1983 | 2095
20| 23 | 2 | PORKYPIGAND DAFFY DUCK CARTOON FESTIVAL  priicd Artists Televisiop, Inc. ' 1986 | 19.95
nlaln mm)sow BRITE III-THE BEGINNING OF RAINBOW Szggg«;n'lssxggeo Library -
221 19 3 CARE BEARS VOL. Il Karl Lorimar Home Video 114 1986 | 24.95
23| 13§ 18 AN OFFICER AND A DUCK Walt Disney Home Video 258 1985 | 29.95
24| 18| 4 CARE BEARS VOL. IV Karl Lorimar Home Video 115 1986 | 24.95
25| 15 | 18 | SHE-RA, PRINCESS OF POWER VOL. Il Magic Window 6-20506 1985 | 2495

@ 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
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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Calif. Unit Rents At Low Fees

Library Rattles Dealers

BY JOHN SIPPEL

THOUSAND OAKS, Calif. A
group of video specialty retailers
here is probing the possibility of
blocking home video rentals offered
by the local main library.

Seven dealers met with Chamber
of Commerce director Steve Ruben-
stein and attorney Rick Stein May 9
to study action that might be taken
against the library’s video wing,
which rents at low rates.

Stein and Rubenstein concurred
and urged dealers to frame a resolu-
tion aimed to halt the library’s rent-
al system. This petition would be
available for customers’ signatures
in participating shops. Estimates of
the number of stores carrying video
for rent in the immediate area
ranged from 39 to 59.

Most of the dealers present at the
two-hour meeting said competition
from the library was severe because
its inventory includes several thou-
sand titles and is kept up-to-date
with the latest available features.
They also said the library’s low
rental fee has forced rental prices
down in the area.

According to deputy library direc-
tor Mary Lou Wigley, video rentals
were initiated in 1983, when the
Bullock’s department store chain
opened in a local mall. The depart-
ment store contributed $19,000 to
the Library Foundation, a fund-rais-
ing group of eight board members.
Part of the Bullock’s bequest fund-
ed the start of the home video divi-
sion.

Says Wigley, the local library at-
tempts to make its video wing self-
liquidating by charging $1 for mov-
ie rentals and 50 cents for documen-
taries and alternative video.

The library has a 2,400-title inven-
tory, she says. Duplicate copies are
only carried on less than a dozen
classics. The library does not re-
serve cassettes. Five VCRs are
available for rent at $10 nightly.

At the dealer meeting, comment
was made regarding the library’s
payment of sales and use tax under
the state board of equalization.
Wigley explains that the library has
sounded out about 15 of the state’s
libraries engaged in rental of video.
No common ground was found, with
some paying the tax while others
are advised by their city attorneys
that such payment is not necessary

STORE DISPLAY RACKS
for VIDEO TITLES
i, GOPHER PRODUCTS

800/648-0958
2201 LOCKHEED
CARSON CITY, NV 89701

in that they are nonprofit organiza-
tions, she says. The Thousand Oaks
library is waiting further word on
the tax payment situation before
taking a definite step.

The library’s computerized video
procedure was envied by dealers
present, as well as such features as
the “protective covers” for videos
and the membership rental cards.
Dealers, too, pointed out that many
of the library’s staff are volunteers,
further cutting competitive costs.

At the end of the meeting, Ruben-
stein called library director Marvin
Smith, seeking to arrange a meet-
ing between the shop owners and
the Library Foundation. Rubenstein
was told that the foundation would
be meeting early in June. His effort
to arrange a meeting earlier was
unsuccessful. Smith said the
month’s agenda was already over-
crowded and the meeting might
have to wait until the board recon-
venes in early fall.

Wigley says that the May 5 agen-
da of the foundation called for a
meeting with Thomas Moore, owner
of the Video Shop there, but Moore
failed to show for the appointment.
When contacted, Moore said he had
notified Rubenstein that he felt
more time was required to study the
situation and that Rubenstein had
called the library to ask for a later
appointment.

Moore said that about a year ago,
Ernie Martell, who operates Video
For You here, asked for meeting
time, but decided not to show.

During the dealer meeting, Steve
Currens of Classic Video pondered
the possibility of enlisting support
from the Video Software Dealers
Assn. in the matter. Comment also
was made of a similar plight facing
a group of Utah retailers.

Stein said that if legal action is
necessary, his early study showed
526A of the California Civil Code
might apply. It basically holds that
a taxpayer can challenge the activi-
ty of a tax appropriated body such
as a local library. He said he felt a
temporary injunction against the
public library rental program might
be obtained. A permanent injunc-
tion might follow but might take
years of legal hassle. He urged
dealers to seek out other legal advi-
sors before taking a firm step. Stein
envisioned costs above $20,000 to
gain the preliminary injunction.

Rubenstein also said that his ex-
perience has shown that a hearing
before the City Council might reme-
dy the dealers’ woes. He said that
the chamber enters such conflicts
frequently when the government
competes with private enterprise.

Both Rubenstein and Stein em-
phasized that “political” measures
be followed to ameliorate the prob-
lem before legal action is taken. The
consensus of those in attendance
was the matter was urgent and that
some combined action, involving a
greater number of dealers than
those present, must be taken soon.
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TOP VIDEOCASSETTES RENTALS

’5_ Compiled from a national sample of retail store rental reports.
< |x|3
;‘ ;‘ g e 2| w
3 I TITLE Copyright Owner, Principal 59| £
|l =| % Manufacturer, Catalog Number Performers 222
*x NO.1 & &
1] 1[5 ] WITNESS Paramount Home video 1736 ?2.1;'32&3.’: R G
2| 4| 3| cocoon CBS-Fox Video 1476 Steve Guttenberg 1985 | PG-13
3| 2| 7| commanpoa CBS-Fox Video 1484 Qéi%‘;j’r[‘ce;‘gfge’ 1985 | R
¢3¢ | ssormesronwomy g T e =K
5| 6| 4| INVASIONUSA. O e NG o0 800764 Chuck Norris 1985 | R
6 | 5 | 12| RETURN OF THE JEDI A CBS-Fox Video 1478 Mark Ham 1983 | PG
7] |6 | mecoomesa . D s |
8 7 1 SILVERADO A ¢ gglgg(;olumbia Pictures Home Video 6- gsg)tr; Gther::-:1 1985 | PG-13
9 10 7 FRIGHT NIGHT A ggggczolumbia Pictures Home Video 6- gg;i;ys:nrgggzg“ 1985 R
10] & | 18| przzrsnonorae s ||
11| 12| 4 | SWEET DREAMS Thorn/EMI/HBO Video TVA3666 ézsﬂgfrf”ge 1985 | PG-13
12| 11| 6 | SILVERBULLET B N (ngge?turfn?l(}ill 1963 pgE
13| 13 | 11 | PEE-WEE'S BIG ADVENTURE A Warner B o0 11523 Pee-Wee Herman 1985 | PG
14|17 | 8 | YEAR OF THE DRAGON MGM/UA Home Video 800713 LIS 1985 | R
15| 14| 16 RAMBO: FIRST BLOOD PART Il A Thorn/EMI/HBO Video TVA3002 Sylvester Stallone 1985 | R
16| 18| 4 | ONCEBITTEN P Lauren Hutton 1985 | PG-13
17| 15 2 AGNES OF GOD gglgg%olumbia Pictures Home Video 6- ﬁ:;?:::roﬂ 1985 | PG-13
18| 27| 2 | MYCHAUFFEUR Grown International Pictures Deborah Foreman 1985 | R
191 16 | 18 | MASKA® L’J'rgxe[r)slgtl%gyr[?t PrAE (S:Q::Elliott L2 | (RERE
20019 | 11 ‘?;A\('I:'IA(‘)[_T(;\'I‘. kAMPOON'S EUROPEAN Warner Bros. Inc. Chevy Ch?se 1985 | PG-13
Warner Home Video 11521 Beverly D'Angelo
21| 20 | 16 | ST.ELMO'SFIREA ® R Plumbia Pictures Home Video 6- - RobLowe 1985 | R
2|2 1 SUMMER RENTAL ;’2:2223:: ’l:-’lic;:rtvl:eﬁilsideo 6604 é?:;a?;%c:inna 1985 PG
23| | s | avencanrurens T o e
24| 25 | 15| TEEN WOLF ng;r:gfni'f;i:f&zg 2350 Michael J. Fox 1985 | PG
25| 21| 7 | PLENTY Thorn/EMI/HBO Video TVA3394 ';"t?r?é' Streep 185 | R
26| 22 | 14 | WEIRDSCIENCE 4 ¢ ﬂ’éf&f;‘%&i“gg%o Q:I‘I';°L'LVB’;’2§:“' ELL 1985 | PG-13
27| 2 | 6 | COMPROMISING POSITIONS B e e 1 928 Ausan Sarandon 1985 | R
28| 32| 3 | KRUSHGROOVE Warner bome wideo 11529 R OM.C. N
29 | NEWD | A CHORUS LINE E:gg:g ﬂg:‘nse’*g:t‘;ﬁijnem 2183 Michael Douglas 1985 | PG-13
30 | 31 | 29 | BEVERLY HILLS COP Paramount Bctures 1134 Eddie Murphy 1985 | R
31| 5 | | orewunsa L - lEE
32 | NEWD| HOWLING H Thorn/EMI/HBO Video TVA3004 g;;fg’::s;;“ 1980 | R
33| 29| 7 | TRANSYLVANIA 6-5000 A N o et s éz'g‘:gl'gybu“{’_“ 1985 | PG
34| 28 | 17 | MADMAXBEYOND THUNDERDOME &  yarmerBros.ine Tiel Gibson 1985 | PG-13
35|38 | 8 | BETTEROFF DEAD Key Video 7083 f\‘r’:“;‘n%‘;s‘j’fy';s 1985 | PG
3| 0| 1 | reavmarone E s || w
37| 34 5 THE SWORD IN THE STONE Walt Disney Home Video 229 Animated 1963 G
38 (37 | 30 | GHOSTBUSTERS A RCA Cplumbia Pictures Home Video 6- P 1984 | PG
39 | 35 | 12| VOLUNTEERS A Thorn/EMI/HBO Video TVA2983 Tom "(‘;’r‘":fy 1985 | R
40 | NEW)>| TOLIVEAND DIE INLA. e 123 Wiliam . Petersen 1985 | R

@ 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
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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Video Track

NEW YORK

JOE COCKER’S new clip for
“You Can Leave Your Hat On,”
currently airing on MTV, was
filmed on location in New York’s
Puck Building under the direction
of Tony Mitchell. Joe Bilella pro-
duced it for Music Graphics. The
video is the second one created by
Mitchell and Bilella from the mo-
tion picture soundtrack for “9 1/2
Weeks”’; the first was John Tay-
lor’s “I Do What 1 Do.”” “You Can
Leave Your Hat On” can also be
found on Cocker’s latest Capitol
release, “Cocker.”

LOS ANGELES

UNSIGNED ARTIST Mark An-
thony has just wrapped his debut
video for “Don’t Say No.” The clip,
which is said to revolve around a
heated love triangle, also stars
June Playboy Playmate Rebecca
Underwood and former kick box-
ing champion Silk Cozart. The
piece was written by Anthony and
the song’s producer, Ian Gardiner.
Background vocals are performed
by Burton Cummings, former lead
vocalist of the Guess Who. Bill
Philps produced and directed the
clip.

Pendulum Productions was be-
hind Graham Nash’s video for “In-
nocent Eyes,” the title track from

his new Atlantic release. The clip
involves a married couple, played
by John Ritter and Jenny Sullivan,
and their two children. It was di-
rected by Bob Radler and pro-
duced by Kris Mathur. Pendulum
also recently completed a clip for
RCA artist Diana Ross’ “Experi-
ence.”’ The project was directed
and produced by Ross, with veter-
an directors Marcelo Epstein and
Kenny Ortega serving as creative
consultant and choreographer, re-
spectively. It was lensed on the
Queen Mary in Long Beach, Calif.
Mathur co-produced.

London-based Arno Innocenti
Pictures Ltd. recently opened an
office in L.A., headed by producer
Robert Lombard. The production
company is run by the British di-
recting team of Eddi Arno and
Marcus Innocenti. Lombard has
produced a number of clips for the
pair, most notably the Eurythmics’
“There Must Be An Angel (Play-
ing With My Heart)” and Bob Dy-
lan’s “When The Night Comes
Falling From The Sky” and “Emo-
tionally Yours.” The company can
be reached at (213) 650-0060.

Of note: This year’s American
Film Institute Television Work-
shop is featuring two new awards.
The Warner Bros. Records Award
in Music Video, funded by the la-
bel, will give an up-and-coming di-

(Continued on next page)

Scriptwriter For Billy Joel’s Clips

Schock Values Telling A Good Story

BY JIM BESSMAN

NEW YORK With the trend in
rock music video moving toward
heavy emphasis on graphics, as op-
posed to ‘“‘mini-movie” storytelling,
video writer Jeff Schock says he’s
gearing his concepts to clips that
can remain open to ‘‘filmic
interpretation.”

The Picture Vision Inc. writer/di-
rector, who has scripted all of Billy
Joel’s highly regarded promotional
videos since the 1982 album ‘““The
Nylon Curtain,” says he’s now look-
ing at country music video, because
‘“‘country music is more story-
oriented.”

Schock says he’s also interested
in exploring long-form video
scriptwriting, because he contends
that the conceptual narrative style
will soon reappear in extended video
formats.

Schock acknowledges that, while
“there are still a lot of situations
where a [videoclip] writer can be
helpful,” the graphic approach to
rock videos is “the reigning way to
go.” He adds that the approach, as
exemplified by INXS’s “What You
Need”’ and Peter Gabriel's new
“Sledgehammer,” is “just begin-
ning to be exploited.”

Schock nevertheless looks back
proudly at some of his own work as
“little operettas” that added new di-
mension to a song.

Docu-Clips Show Avant-Garde Influence

Ross-Levine Experiments With Uniq

NEW YORK Ross-Levine Inc., the
production firm founded two years

ago and represented by N. Lee .

Lacy, is successfully applying
avant-garde and documentary film
techniques to music video.

Beginning with their video for the
Smiths’ “How Soon Is Now,”’
founders Ken Ross and Richard Le-
vine have consistently been regard-
ed as groundbreakers. The Smiths
clip, co-directed by Paula Grief, set
the stage for grainy, super 8like
videos by artists such as the Dream
Academy and Seritti Pollitti.

The company’s most recent clips
for Book Of Love's “You Make Me
Feel So Good” and Suzanne Vega's
“Left Of Center,” as well as previ-
ous work for Saga, 'til Tuesday, and
Lisa Lisa and Cult Jam, are all made
with an eye toward revealing the
artist’s personality through the
use—and sometimes intentional
misuse—of technology.

“We consider ourselves anthropo-
logical, or ethnographic, filmmak-
ers, which is a fancy way of saying
we make documentaries,’”’ says
Ross, who like his partner has
taught film at the college level.
“We don’t so much set up our videos
as create situations and then film
them. [Documentary filmmaker]
Frederick Wiseman is the same
way. He tries to capture essences,
and that’s essential in creating im-
ages for artists.”

Ross cites such pioneering film
theoreticians as Dziga Vertov and
Sergei Eisenstein, along with under-
ground filmmakers like Jonas Me-
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Co-producers/directors Ken Ross (left) and Richard Levine on location for the
shooting of Suzanne Vega’s new clip, “‘Left Of Center.”

kas and-Stan Brakhage, as major in-
fluences.

Says Ross: “We're interested in
texture, design, composition, depth
of field, energy, rhythm, lighting,
and negative space, which is every-
thing in the frame outside the cen-
tral object. And, like these other di-
rectors, we've spent years trying to
figure out just what is film, what is
video.”

The answers, according to Ross-
Levine’s work, can be found both in-
camera and out. The team constant-
ly experiments with manipulating
the quality of the image via the ma-
terials used before, during, and af-
ter shooting, in order to get effects
unique to the artist and setting.

Perhaps the most radical example

of Ross-Levine’s experimentation is
seen in Book Of Love’s “You Make
Me Feel So Good,” which Levine
says is made up of some 3,000 cuts
edited in a “point-counterpoint” vi-
sual rhythm, in keeping with the
song’s beat.

The cuts were selected from five
film “strands,” including the origi-
nal color positive, and four comple-
mentary ones generated in post-pro-
duction: color negative, black and
white, blue monochrome, and pink
and green duochrome. In creating
the final tape, the directors scored
the song by beats and programmed
all 7,320 frames into a computer for
switching between strands accord-
ing to meter.

(Continued on next page)

Joel’s “Uptown Girl”’ clip, he
notes, “involved two very specific
characters indicated in the song,
and then brought their two separate
worlds together. The girl [Christie
Brinkley] on the billboard above the
gas station conveyed a distance,
which was diminished at the end
when the gleaming couple rode off
into the smoggy sunset. While the

‘Storylines have
gotten hackneyed’

whole thing was situation- and char-
acter-oriented, the characters came
out of the song and not the writer,
and were given identity through the
situation.”

Schock says that the video for
“You’re Only Human,” which deals
with teenage suicide and started off
as an updated version of Frank
Capra’s classic film “It’s A Wonder-
ful Life,” evolved into “one of the
few examples where the message
was suggested but not really de-
fined in the song.”

Schock is now trying to bring the
same writing sensibility to country
music video—where, he says, songs
lend themselves more readily to plot
development. He recently wrote and
co-directed, with Picture Vision's
Jon Small, the video for Reba
McEntyre's “Whoever's In New En-

New Video (Clips

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.

A-HA

Hunting High And Low
Hunting High And Low/Warner Bros.
Adam Whittaker/Limelight Films
Steve Barron

CACTUS WORLD NEWS
World's Apart

Urban Beaches/MCA

Paul Spencer/Midnight Films
Meiert Avis

THE CHURCH
Columbus
Heyday/Warner Bros.

Francie Moore/Lidman/Moore
Larry Williams

CRAAFT

| Wanna Look In Your Eyes
Craaft/Epic

Fiona O'Mahoney/MGMM

Nick Morris

DOKKEN

It's Not Love

Under Lock And Key/Elektra
Curt Marvis

Jean Pellerin & Doug Freet

SHEILA E.

Holly Rock

Warner Reprise Video—Sheila E. Live & Romance 1600/
Warner Reprise Video

Simon Fields/Limelight Films

Daniei Kieinman

ELO

So Serious

Balance Of Power/CBS Associated
Aubrey Powell/Aubrey Powell Productions
Peter Christopherson

THE EVERLY BROTHERS

| Know Love

Born Yesterday/Mercury/PolyGram

Len Epand & Claude Borenzweig/PolyGram MusicVideo
Marius Penczner

gland.”

“It’s a song about a woman
whose spouse is seeing somebody
else in New England,” he says, “but
we twisted the story, not to rein-
force it but to create a question
mark as to whether the spouse real-
ly is seeing somebody or if it’s all
just her jealous fantasy. So it be-
comes a mood piece—not a caper,
but a period of time in which we cre-
ate a story of emotion and
suspense.”’

Noting that country songs’ sto-
ries are generally “finite—taking
you from ‘A’ to ‘B’,”” Schock points
out that the McEntyre clip’s story
“doesn’t define the song in terms of
the lyric line, but creates a separate
scenario that enhances the mood,
feeling, and performance.”

“Storylines are declining because
they’ve become hackneyed,” he
says. ‘“‘But the traditional three-
minute time-frame can be extended
to a full-length ‘new musical,’
where the writer is again very key.”

To this end, Schock has expanded
his original “Uptown Girl” story-
board into a treatment that he says
is currently being shopped as the
basis for a prospective film or TV
series. He adds that he has also
written a musical entitled “Jukebox
Hero,” a Picture Vision project that
“actively integrates music into its
story line.”

FAT BOYS

Sex Machine

Big & Beautiful/Sutra
Lynda West/Zbig Vision Ltd.
Zbigniew Rybczynski

THE FIXX

Secret Separation
Walkabout/MCA

Frank Hilton/MGMM
Brian Grant

ROB JUNGKLAS
Boystown

Closer To The Flame/Manhattan
Lexi Godfred

Kevin Godley & Lol Creme

KiM CARNES
Divided Heart
Lighthouse/EMI
Lynn Rose

Russell Mulcahy

KIDS IN THE KIiTCHEN
Current Stand

Kids In The Kitchen/Sire

Nenl Bradbury

Rob Howard

NITTY GRITTY DIRT BAND
Partners, Brothers And Friends
Partners. Brothers And Friends/Warner Bros.
Whitney Green/Colossal Pictures

Gary Gurierrez

0ZZY OSBOURNE

The Uitimate Sin

The Ultimate Sin/CBS Associated
John Diaz/Calhoun Productions
Andy Morahan

RENE AND ANGELA

You Don’'t Have To Cry

Street Called Desire/Mercury/PolyGram
Mark Freedman, Eric Straton, Mike Johnson
Mark Rezyka

SADE

Never As Good
Promise/CBS

Paul Spencer/Midnight Films
Meiert Avis

SYLVESTER
Living For The City

Megatone
Film & Video Service
Jim Musselwhite

Alexis Omeltchenko & Kris Mathur/Pendulum Productions
Gil Betman
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Burnin’ Down The House. Krokus band members Mark Kohler, left, and Fernando Von Arb get some advice from John
B. House of Razor Productions on how to avoid accidents when dealing with heavy-duty pyrotechnics on the video set.
The band filmed its “Burning Up The Night” clip on a high-tech set, which used 30 tanks of butane to fuel the inferno. It

was designed by Jeremy Raiiton.

AVANT-GARDE INFLUENCE

(Continued from preceding page)

The “metric” filmmaking system,
says Ross, originated in the 1950s
with Austrian avant-garde filmmak-
er Peter Kubelka, who similarly ar-
ranged frames based on Bach
fugues to create “heightened reali-
ty out of film plastics.”

Ross says that the process gives
the Book Of Love video a “far more
interesting look” than it would have
had just using the regular color pos-
itive.

Ross and Levine have also toyed
with film grain and lighting con-
trasts in “You Make Me Feel So
Good,” using Kodak’s new 7292 film
stock.

“It changes the grain structure
so that if you over or underexpose
the film it can’t hurt the image to
the point where you get just an all-
white or muddy junk image, like
other stocks,” says Levine. “We
were able to manipulate the camera
diaphragm from the widest to the
lowest stop and get beautiful pas-
tels, which we used as rhythmic
gesture throughout the video.”

Diametrically opposed to the in-
tricate editing of the Book Of Love
clip is Suzanne Vega’s ‘“‘Left Of
Center”’ video. For the clip, the di-
rectors used only 58 cuts.

“With Suzanne, we really
achieved our ideal of how a music
video should be made,” says Ross.

Reality becomes
innovative art

“We developed a relationship with
her, and really got in synch with her
identity because her sound is so ap-
propriate to our aesthetic. She’s on
the fringe of the pop culture—a
cross between Patti Smith and Joni
Mitchell.”

Using Rodin’s “The Thinker”’
sculpture and his “slow is beauty”
aesthetic as guidelines, Ross and
Levine filmed Vega in Manhattan’s
delapidated Second Avenue Court-
house. The clip builds from Vega's
stark performance of her song from

the “Pretty In Pink” soundtrack.
The directors’ use of hand-held cam-
eras, and such arty devices as in-
camera superimpositions blend Ve-
ga’s image with separate shots of
the architectural surroundings. The
filmmakers also make frequent use
of the “popping”’ technique, where-
by short spurts of frames are rapid-
ly shot to break up the continuity.
“We wanted to capture little mo-
ments which reveal the artifice of
the situation,” says Levine, under-
scoring the pair’s stylistic tendency
to fashion objective reality into sub-
jective and innovative art.
Ross-Levine’s next projects will
be Dan Hartman’s “Waiting To See
You” from the “Ruthless People”
movie soundtrack, and Rosanne
Cash’s “Second To No One.”
Levine says the Hartman clip will
attempt to show the singer entering
the “reality of a movie,” a la Woody
Allen’s “Purple Rose Of Cairo.” The
Cash video will be done with a sin-
gle long shot, with no edits at all.
JIM BESSMAN

VIDEO TRACK

(Continued from preceding page)

rector the chance to make an origi-
nal clip at AFI's video facilities
this summer. The Michael Nesmith
Award in Music Video, sponsored
by Michael Nesmith of Pacific
Arts, will “support the creative
collaboration of a new video direc-
tor with an emerging music talent
in the production of an original
music video,”” according to a
spokesman. The deadline for en-
tries is June 4. For more informa-
tion call (213) 856-7743.

OTHER CITIES

SAN FRANCISCO-BASED Co-
lossal Pictures was called on to

produce the Nitty Gritty Dirt
Band’s new video for ‘“‘Partners,
Brothers and Friends.” The clip is
said to combine live action se-
quences with animated photogra-
phy and centers around the band
on tour. It also employs vintage
concert footage of the group over
the past 20 years. Gary Gutierrez
directed. The single supports the
group’s recently released greatest
hits album, “Twenty Years Of
Dirt,”” on Warner Bros. Records.

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.

FOR THE RECORD

Contrary to a listing in the May
24 Billboard, Chrysalis Records
has no plans to release the video-
clip made to promote the Simon
F. single “Baby Doll Love.”
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PROGRAMMING

This report does not include videos in recurrent or oldie rotation.

WEEKS ON
PLAYLIST

VIDEOS ADDED
THIS WEEK

A-HA HUNTING HIGHT AND LOW  Warner Bros.
BANGLES IF SHE KNEW WHAT SHE WANTS Columbia
JACKSON BROWNE IN THE SHAPE OF A HEART Elektra

JOHN CAFFERTY & THE BEAVER BROWN BAND VOICE OF AMERICA'S SONS Epic POWER

PETER CETERA GLORY OF LOVE Warner Bros.
SHEILA E. HOLLY ROCK Warner Bros.

FIONA HOPELESSLY LOVE YOU Atlantic

JULIAN LENNON WANT YOUR BODY  Atlantic

0ZZY OSBOURNE THE ULTIMATE SIN  Epic
ROLLING STONES ONE HIT TO THE BODY Columbia
SMITHEREENS BLOOD AND ROSES Capitol

ROD STEWART LOVE TOUCH Warner Bros.

WAX BALL AND CHAIN RCA

BREAKOUT
POWER
MEDIUM

BREAKOUT
BREAKOUT
LIGHT
POWER
BREAKOUT
POWER
NEW
POWER
LIGHT

POWER
ROTATION

BELINDA CARLISLE MAD ABOUT YOU IRS

JOE COCKER YOU CAN LEAVE YOUR HAT ON Capitol
ELO SO SERIOUS CBS

FIXX SECRET SEPARATION MCA

PETER GABRIEL SLEDGEHAMMER Geffen

GOLDEN EARRING QUIET EYES Capitol

HEART NOTHING AT ALL Capitol

THE HOOTERS WHERE DO THE CHILDREN GO Columbia
PET SHOP BOYS OPPORTUNITIES EMI

PRINCE MOUNTAINS Warner Bros.

ANDY TAYLOR TAKE IT EASY Atlantic

.38 SPECIAL LIKE NO OTHER NIGHT A&M

NWNO RO WWNNWBA

HEAVY
ROTATION

DENNIS DeYOUNG CALL ME A&M

FABULOUS THUNDERBIRDS TUFF ENUFF CBS Associated
*GTR WHEN THE HEART RULES Arista

HOWARD JONES NO ONE IS TO BLAME Elektra

PATTI LABELLE/MICHAEL McDONALD ON MY OWN MCA
*JULIAN LENNON STICK AROUND Atlantic

LEVEL 42 SOMETHING ABOUT YOU Mercury

*KENNY LOGGINS DANGER ZONE Cotumbia

*MAOONNA LIVE TO TELL Warner Bros.

*JOHN COUGAR MELLENCAMP RAIN ON THE SCARECROW Riva/PolyGram
*MR. MISTER IS IT LOVE RCA

*SIMPLE MINDS ALL THE THINGS SHE SAID A&M
*STARSHIP TOMORROW DOESN'T MATTER TONIGHT RCA
VOICES OF AMERICA HANDS ACROSS AMERICA EMI

*ZZ TOP ROUGH BOY Warner Bros.

—_
o ® o 0

o w

ACTIVE
ROTATION

JEAN BEAUVOIR FEEL THE HEAT Columbia
BOURGEOIS TAGG MUTUAL SURRENDER Island
BOYS DON'T CRY | WANNA BE A COWBOY Profile
CULTURE CLUB MOVE AWAY Epic

EL DEBARGE WHO'S JOHNNY Motown

*FALCO VIENNA CALLING A&M

INXS LISTEN LIKE THIEVES Atlantic

*GEORGE MICHAEL A DIFFERENT CORNER Columbia
MODELS OUT Of MIND, OUT OF SIGHT Geffen
*MOODY BLUES YOUR WILDEST DREAMS PolyGram
NU SHOOZ | CAN'T WAIT Atlantic

BILLY OCEAN THERE'LL BE SAD SONGS (TO MAKE YOU CRY) Arista
SIMPLY RED HOLDING BACK THE YEARS Elektra
*TEARS FOR FEARS MOTHERS TALK PolyGram
UNFORGIVEN 1| HEAR THE CALL Elektra

oA O N0 W

— —
o B v oG

NN

DEVICE HANGIN ON A HEART ATTACK Chrysalis
*OREAM ACAOEMY LOVE PARADE Warner Bros.
ICEHOUSE NO PROMISES Chrysalis

[LT I

BREAKOUT | MED.
ROTATION | ROT.

ABC VANITY KILLS PolyGram

AC/OC WHO MADE WHO Atlantic

THE CALL EVERYWHERE | GO Elektra

FINE YOUNG CANNIBALS SUSPICIOUS MINDS RS
THE FIRM TEAR DOWN THE WALLS Atlantic
GIUFFRIA | MUST BE DREAMING MCA

ROB JUNGKLAS BOYSTOWN Manhattan

KROKUS SCHOOL'S OUT Arista

MACHINATIONS NO SAY IN IT Epic

*LOU REEO NO MONEY DOWN RCA

CHARLIE SEXTON [IMPRESSED MCA

BRIAN SETZER BOULEVARD OF BROKEN DREAMS EMI

O R NUNWRONW

=
'S

LIGHT
ROTATION

ART OF NOISE PETER GUNN THEME Chrysahs

JIMMY BARNES I'D DIE TO BE WITH YOU TONIGHT Geffen
BLOW MONKEYS DIGGING YOUR SCENE RCA

BODEANS FADEAWAY Warner Bros.

KATE BUSH BIG SKY EMI

CACTUS WORLD NEWS YEARS LATER MCA

THE CULT REVOLUTION Warner Bros.

E.G. OAILY SAY IT SAY IT A&M

HUSKER OU DON'T WANT TO KNOW IF YOU'RE LONELY Warner Bros.
KING ALONE WITHOUT YOU Epic

KIP ADOTTA LIFE IN THE SLAW LANE Capitol

LORDS OF THE NEW CHURCH RUSSIAN ROULETTE IRS

MARTINI RANCH HOW CAN THE LABORING MAN FIND TIME FOR SELF.CULTURE

Warner Bros.

ONE TO ONE ANGEL IN MY POCKET Warner Bros.
RUBBER RODEO SOUVENIR PolyGram

SAD CAFE HEART Atlantic

FEARGAL SHARKEY YOU LITTLE THIEF A&M
SIGUE SIGUE SPUTNIK LOVE MISSILE F1-11
STYLE COUNCIL HAVE YOU EVER EM!
WILO BLUE FIRE WiTH FIRE Chrysalis
OANNY WILOE ISN'TIT ENOUGH Island

Manhattan

WNNWNREUONOD NN

WoOwwwhaNRW

NEW

AMERICAN GIRLS AMERICAN GIRL IRS

tAN MESSENGER RIDE OUT THE STORM Warner Bros.
JANE SIBERRY ONE MORE COLOR Open Air/Windham
WHITE WOLF SHE RCA

NoWw N W

* Denotes Sneak Preview Recurrent.

** MTV Exclusive.

For further information, contact Jeanne Yost, director of music programming,
MTV, 1133 Avenue of the Americas, New York, N.Y. 10036.
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A Billboard Advertising Supplement

Aghough it is a young company—even by video in-
ustry standards—Ingram Video has propelled itself
into a position of market leadership by drawing on de-
cades of distribution know-how from its parent firm.

Established in 1982, Ingram Video is one of the seven
divisions of the Ingram Distribution Group, which is, in
turn, a branch of Ingram Industries—an organization re-
cently cited by Forbes as being one of the largest privately
held corporations in the U.S.

Besides Ingram Video, the distribution group is divided
into the Tennessee Book Co., which basically fills the text-
book needs of Tennessee and surrounding states; Ingram
Book Co., the largest single part of the group and the one
that services the retail and library book trade throughout
the country; Ingram Software, the Buffalo-based division
that is becoming a major distributor of computer soft-
ware; Ingram Merchandising Services, the rackjobbing di-
vision that distributes to mass merchandisers; Ingram Re-
tail Services, an inventory control and point-of-sale
computerized register system, designed for retail stores,
primarily booksellers; and Ingram Audio, a distributor of
non-music audiotapes and classical compact disks.

At the heart of Ingram Video’s operations are ware-
houses in Lavergne, Tenn. (near the company’s Nashville
home office), Los Angeles, and Jessup, Md. At any one
time, the warehouses will stock 7,500 titles—or more
than half a million units.

Orders for videos are generated and taken in Nashville
by a staff of more than 20 telemarketing reps and more
than 60 telephone salespeople. In peak seasons, that lat-
ter number can rise to 100—just to handle incoming or-
ders. And during these times, the operation stays open
seven days a week. In addition to the home office sales
staff, each of the three video warehouse locations has its
own contingent of field sales reps.

While the details of achieving market leadership are far
too complex to reduce to a slogan, it is evident that In-
gram Video has gained its position in the industry
through Selection, Speed, and Support: a vast catalog of
titles, quickness in getting these titles onto the retailers’
shelves, and good advice on how to move the titles off the
shelves and into the consumers’ hands.

INFORMATION
SERVICES

K(ieping its customers up-to-the-minute on
ew releases, hot sellers, coming attrac-
tions, product promotions and pertinent manu-
facturer information is a priority for Ingram
Video.

And that'’s no easy task when you happen to be the fast-
est-growing video distributor in the nation.

Ingram’s Information Services network was created
specifically to address this vital area. Ingram pioneered
the use of microfiche some years ago for bookstores: it is
justifiably proud of this innovation and is committed to
bringing video retailing into the Age of Microfiche as well.

Ingram’s “Videopedia Microfiche” lists all its 7,500-
plus prerecorded videocassette titles, updated weekly.
The index-card sized microfiche sorts information alpha-
betically and by subject category for Ingram subscribers.
In addition, it advises on in-stock quantities available in
Ingram’s three warehouses; bestseller product; advance
releases and upcoming shipments; point-of-purchase dis-
play materials; and merchandising tips.

Also, says Brian Woods, Ingram Video’s vice president
of marketing and advertising, the microfiche is revised ev-
ery seven days, with new releases receiving annotations or
informational descriptions listing director and producer,
when it was made, subject or content, date of release,

hot video titles by different

mon theme

A “Beverly Hills Cop™
display designed and
created by Ingram
Video.

This Walt Disney display
was built around the
theme “Making Your
Dreams Come True.”

The Ingram Video Amy
Grant cassette display.

The second installment in Ingram
Video's new floor merchandising dis-
play program is the Video Gift
Giving Display

The Videopedia Catalog, right, and
biweekly newsletter provide Ingram
customers with the most current in-
formation available on prerecorded
videocassettes and accessories.

whether it's black
and white or col-
or, manufacturer
or studio, price,
order date and

Pt
Noram,
Mo 2 s

current ship date.

Says Woods, “We try to provide everything in the way
of information that someone would need to know, short
of seeing the movie itself, to order it.”

In addition to the current inventory, the microfiche
“Videopedia” contains marketing information and any
special programs being initiated by either Ingram or by
vendor. This enables customers to take advantage of pric-
ing breaks, incentive programs and distributor display
materials.

Educating its clients on the use of microfiche has been
an ongoing concern of Ingram’s. “The biggest difficulty
we've had so far is familiarizing our video customers on
all the different ways they can use the microfiche program
in their business,” says Woods, adding optimistically, “But
we've already got it in more than 12,000 retail outlets that
sell books, video and computer software. So we're begin-
ning to achieve the kind of penetration we hoped for
when we became the first distributor to introduce micro-

(Continued on page I-14)

Now Playing, a new two-col-
or monthly guide created for
consumers, helps retailers sell

manufacturers under a com-

|
I - o

MERCHANBISING

lngram Video prides itself on innovative, inventive mer-
chandising. Its creativity in this area is what separates it
from its competitors—and undoubtedly one of the rea-
sons Ingram ranks as one of the nation’s fastest-growing
video distributors.

Ingram executives are always on the trail of new and
exciting programs to help retailers, whether it's giving
away a Delorean car as part of a “Back To The Future”
promotion or pre-planned bicycle promotions as prizes in
a “Pee Wee's Big Adventure” tie-in.

This year, Ingram Video took its first step into creative
display production when the company announced a year-
long program designed to allow its accounts to sell hot
product by different manufacturers under a united theme
supplied by Ingram.

Ingram has designed its own exclusive line of merchan-
dising aids, including counter display units and premium
giveaway items before. But with the launch of Ingram’s
annual seasonal floor display program, the distributor
took a giant stride forward in its service to dealers.

The program features a total of six separate in-store
promotions keyed to specific seasons or times of the year.
Leading off in the spring was
comedy, followed by gift-giving,
children’s video, classics, Christ-
mas and—for January and Feb-
ruary of 1987—how-to tapes.

Ingram’s in-house creative ser-
vices department manufactured
six-foot full-color displays and
standups with professional mod-
els illustrating each theme. The
displays, geared directly at sell-
through rather than rental, carry
b a dozen top titles two deep.

L% “This program will tie together
i the heaviest gift-giving times of
=i the year,” says Brian Woods, vice
president of marketing and ad-
vertising for Ingram Video.

m'@v»g;gyt 3 he

“We'll select what we think are
the best, most representative hot titles from various stu-
dios and manufacturers, and merchandise them together
in a single display designed by us.”

In conjunction with this brand new move, Ingram has
created Plexiglas counter units to hold annotated “Now
Playing” sell-through sheets. Dealers will encourage their
customers to pick up a copy and read about new releases
and big sellers they might be interested in purchasing. All
titles listed in the monthly “Now Playing” will simulta-
neously be featured in the current Ingram in-store floor
display campaign

“We'll use the same display logos on the six-foot stand-
ups that we use that months in ‘Now Playing,’” says
Woods. “It will cross-promote all the featured product.”

Each seasonal display will remain active for two
months. Buy-in to participate for dealers is 24 units, with
stores encouraged to go at least two deep. Ingram sug-
gests that dealers utilize the furnished displays as upfront
store traffic-boosters.

Along with its standup and counter displays, Ingram
has come up with a four-color brochure for approximate-
ly 6,000 video accounts introducing the program with
photographs of every display for the year, details of the
promotion, and a subscription form.

It's typical of Ingram’s advance planning and long-
range strategy that this promotion isn’t for new releases
only, but includes best-sellers from current inventory as
well. Why? Ingram’s research indicates that 60% of all
sell-through is derived from non-hit titles, says Woods.

“And we don’t want to rely on just best-sellers to bring
people into stores,” he says.

Ingram’s merchandising extends into almost every new
release. For “Beverly Hills Cop,” Ingram created a multi-
unit counter display with header card featuring Eddie
Murphy. For Amy Grant’s “Age To Age” and “Unguard-
ed” live concert videos from RCA/Columbia and A&M,

(Continued on page I-12)
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A Billboard Advertising Supplement

While 34-year-old John Taylor has held his post as
president of Ingram Video for only two months,

he already has definite goals for the company, goals
which he believes Ingram is perfectly positioned to meet.

Prior to joining Ingram in April, Taylor was vice presi-
dent and general manager of VVI (Video Vision, Inc.) in
Charlotte, N.C., where he oversaw matters of finance,
purchasing, sales, marketing and distribution.

He was attracted to Ingram, Taylor says, for a very
straightforward reason: “Ingram has the most potential of
any distributor around.” He attributes this to the compa-
ny’s solid financial base secured through its giant book
division.

“Ingram is already set up in such huge markets as the
book retail outlets and the libraries, and it’s got an incredi-
ble base to market to other areas,” Taylor says.

“In two short years, Ingram Video went from zero to
being one of the top five distributors in the country. And
while they've had to work hard to do that, they haven't
tapped near the markets nor the potential that they can.

“Also they have a great corps of people here who can
share a lot of cross-marketing ideas,” he says. “Ingram
has the book division, an audio and software division.
and the video division; and all three of these companies
sell to very similar markets. So you can get a lot of ideas
and do a /ot of cross-marketing.”

Taylor's decision to come aboard Ingram was influ-
enced by its relative efficiency in distribution. “It's amaz-
ing to me how much this company has accomplished
with three distribution centers, that’s why | believe it
hasn’t come close to realizing its full potential yet.”

Taylor is clear on his long-range goals now that he is
comfortably settled into Ingram’s top spot. Among these
are expansion into a variety of new markets.

“] don't want to give anything away, but we've got
some plans ahead that will give the average mom and
pop video store numerous ways to market their product.
And that’s what they need right now. They're being hit
constantly with sell-through titles, and a lot of them just
don’t know how to merchandise them,” he says.

“You know, that's how Ingram got big in the book busi-
ness: they taught local dealers how to manage their inven-
tory, reduce the price of books when the stock got over-
loaded, and basically how to stay in business. That's how
they built up such a strong, loyal customer base. Well, we
want to do the same thing in the video business.”

Increase sell-through as well as rental transactions for

Vice President, Sales

Bob Buscher

If I'm in the office more than a day and a half or two a
week, I'll be very surprised,” says Bob Buscher, Ingram
Video's new vice president of sales. Buscher oversees the
company’s telemarketing and field sales staffs and works
directly with key national accounts.

“[ was brought in to take a look at how we were doing
internally in our reaction to changes in the marketplace,”
Buscher says, “and how, externally, we can take advan-
tage of them.”

The 37-year old Buscher holds an MBA degree from
Vanderbilt Univ.’s Owen School Of Management. Before
joining Ingram, he headed all the eastern U.S. sales activi-
ties for American Scientific Products, a division of Ameri-
can Hospital Supply Corp., the world’s largest health care
organization.

“One of my duties is to instill a sense of urgency and
activity into our field and telemarketing groups. And we
want to look into alternative markets,” Buscher says.

Buscher argues for a close involvement with his sales
staff: “] believe in a hands-on style of management. | be-
lieve in autonomy to the extent that you decentralize and
give everybody the authority and responsibility to act. But
you've got to stay very close to your staff—not just to get
a sense of where your market is going, but also of what
your people need.”

Ingram’s dealers.
“In January, Merrill Lynch released a study that said
sell-through would be a much larger part of the business

Brian Woods, Vice Presi-
dent, Marketing and
Advertising

John Taylor, President,
Ingram Video

in the next 10 years,” says Taylor, “and we want to tap
into that business. With the cost of videocassette players
going down, we think that’s going to be a much larger
market—not just for the larger retail chains, but for the
normal mom and pop operations, t0o.”

Expand Ingram’s markets.

Like the rest of Ingram’s young, aggressive executive
management team, Taylor is ready to take the company
forward in a wealth of new areas. He is already looking
beyond Ingram’s current perimeters to the day when it
will distribute video product to a network of libraries and
Christian bookstores, as well as other unmined markets.

Taylor says he isn’t concerned with being the largest
national video distributor: he wants Ingram to be the best.

“Our goal is to be the best, to service our customers the
best—and these aren’t just words,” says Ingram’'s new
president. “We want to give them what they need to make
more profit. If that means being the biggest, thats fine; if
it doesn’t, that’s fine, too. But being the best is the most
important thing.”

Vice President, Marketing & Advertising

Brian Woods

Brian Woods, vice president of marketing and adver-
tising for Ingram Video, is typical of the youthful en-
ergy and enthusiasm behind the company’s phenomenal
growth. At 26, Woods is the motivating force behind a
staff which coordinates Ingram’s retail trade advertising,
co-op programs, promotions and its in-house publica-
tions which function as a major informational service to
dealers.

Woods' interest rarely wavers from the central theme of
how to help Ingram further solidify its enormous hold in
the video distributor business. Talk to him for any length
of time, and he’ll interject com-

ments, ideas and creative con-
cepts which one suspects will
subsequently show up as fully-
implemented Ingram campaigns
once he irons out the details.
Woods is in his second tenur-
eship at Ingram. He attended
school at the Univ. of Kentucky,
and joined the company in 1983
as part of the creative services
| department, following prior
training in advertising and edito-
rial matters at “Thoroughbred

Record,” a trade magazine for
the horse racing industry.

In his original position,
Woods worked with all Ingram’s
various divisions, including books, video and computer
software. When a full-time slot opened up in the video di-
vision, Woods leaped at the chance. “There were so few
people in the video department at that time. “I knew it
would be a growing area where I could learn about video
and present many of my own ideas,” he says.

His assumption was right. As promotions specialist,
Woods was involved in establishing trade advertising, set-
ting up co-op ad schedules, arranging Ingram exhibits at
video trade shows, setting up dealer seminars, and even
creating music video “event nights” with local hotels. He
worked closely to coordinate innovative merchandising
campaigns and display programs for accounts, and
helped launch a variety of encyclopedia catalogs, inven-
tory brochures, mailers, and newsletters.

He left for a year-long stint with Disney Video as a dis-
trict sales manager, a position which he says gave him
valuable insight into the manufactuer’s side of the busi-
ness and how other distributors operated. Woods re-
joined Ingram in October 1985 as marketing and adver-
tising director.

Woods is encouraged by trends in the industry and di-

Bob Buscher, Vice
President of Sales

rections he forsees ahead for the expanding field of video.
He cites a loosening up of returns policies by manufactur-
ers, coupled with an increasing awareness on their part
about the importance of co-op budgets, as positive sig-
nals.

“Co-op dollars are so beneficial to dealers as a way of
promoting consumer traffic, yet manufacturers have tra-
ditionally imposed an enormous amount of restrictions
on us about how these dollars can be used and exactly
what must be included in every ad. This makes it very dif-
ficult to administrate—especially when every manufactur-
er has its own set of restrictions,” Woods says.

“If you've got 65 vendors, you've probably got 30 dif-
ferent ways you can use co-op advertising: some allow
newsletters, some don’t, some want newspapers only,
some insist on prior approval, others are more flexible.”

Woods says his objective is getting manufacturers to of-
fer more concrete support to dealers. “I'd like to see the
turnaround time on co-op dollar claims expedited. And
I'd especially like to see manufacturers give more support
in the area of the programs we're developing to help sell
product. We're trying, through our seasonal floor displays
and counter-top merchandising aids, to give retailers the
tools they need to be successful; but we can only do so
much without manufacturer support.”

Until now, says Woods, it hasn’t been overly difficult for
retailers to succeed in video: “Video's been so hot you
could get people into the store just by stocking hit prod-
uct. But now we're starting to reach the saturation level in
video retail. You've got to be on top of things, keeping up
with new trends and developments.

“What we're trying to do at Ingram is help our custom-
ers plan ahead—as much as possible—so they can bud-
get their dollars for promotions, tie-ins and improved
ways to sell video. We want to work with every account on
a one-on-one basis so that they succeed. That’s our goal.”

Robin Green,
Field Sales

Manager
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Here’s to Ingram Video
for surmounting them
all. We look forward

to working together to
promote the best quality
entertainment in video
today.

At their beston
RKO Video.

1 RKOV PICTURES

A BENCORP COMPANY

Media Home Entertainment, Inc.

Salutes

INGRAM!

In Appreciation For Your Support

MEDIA HOME ENTERTAINMENT, INC.
A Heron Intermational Company
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A Biilboard Advertising Supplement

Instructions are given to Lucky the Clown during a pho-
to session for Ingram Video's new comedy in-store mer-
chandising display.

On The Road

The world of video is becoming more sophisticated all
the time. And no one realizes that better than Ingram
Video. Since its inception in 1982, Ingram has introduced
a myriad of sophisticated new techniques into video dis-
tribution and retailing—and the company has no inten-
tion of slowing down.

“While the manufacturers are going to have to become
more in tune with what retailers need and help supply
these materials and dollars, video distributors are going
to have to become more sophisticated in delivering the
product and assisting accounts in selling it,” says Brian
Woods, Ingram’s vice president of marketing and adver-
tising.

One way Ingram is preparing to work more closely
with its retailers is by taking its show on the road. For the
first time this year, Ingram has begun sponsoring a series

CBS/FOX VIDEO
congratulates

INGRAM VIDEO

We wish you continued success
and growth for the future.

of seminars that, in many cases, are also tied to ware-
house sales.

A typical seminar for Ingram retailers begins early in
the day with session on merchandising tips, new and dif-
ferent ways to market video product, sales suggestions
and question-and-answer periods.

Major studios and manufacturers’ reps are on hand so
that retailers can address specific issues and problems di-
rectly to them, Woods says. At an Ingram seminar held
earlier this year in Nashville, some 35 vendor reps partici-
pated, flying in at their own expense to talk first-hand with
close to 500 Ingram customers. Ingram believes these
seminars will be a valuable way for an open dialog be-
tween manufacturers and accounts.

Among the topics to be covered during the retail road
seminar are positioning displays in-store, better sales
methods, and most important of all, how dealers can
make the move from “rentailing” to “retailing.”

“You'd be surprised how few video stores actually even
put price stickers on their cassettes,” says Woods. “Even
the rental copies should have prices, so that customers
know whether they can afford to buy them if they want to.
You'll get a lot more sales if people know that it is avail-
able for sale and for how much.

“Many retailers are worried about mass merchandisers
coming in and selling tapes, yet they themselves aren’t
even trying to move into the area of selling instead of
renting. Our philosophy is that video retailers need to be
positioning themselves for the future. This is something
we hope to communicate to people in our video semi-
nars,” he says.

In cities tied to one of Ingram’s warehouse facilities, the
seminars will be accompanied by a warehouse sale. The
warehouse is set up like a “retail superstore” for the day,
with registrants able to walk through the aisles and pull
orders directly from the shelves.

Woods anticipates doing 15 seminars in 1986. Ingram
sponsored five initial seminars in the spring, including
three in the first week of April alone. Two of these offered
warehouse tie-ins as well.

In addition to the specially-planned educational semi-
nars which will be conducted regionally throughout the
U.S., Ingram conducts ongoing training and support ser-
vices through its field staff.

“They develop a relationship with each store in their
area. They do in person what we can only do by phone.
They bring customers into closer contact with Ingram,”
says Woods.

The comedy display is the first of six theme and in-store
displays scheduled this year which will assist Ingram Vid-
eo customers in making the transition from rental to
sell-through.

WwWWWw.americanradiohistorv.com
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Customer Service

lngram Video treats customers right. Whether a cus-
tomer is starting his first video store or his one-hun-
dredth, Ingram can help. That’s why more and more peo-
ple with growing video businesses make Ingram their first
call.

Ingram’s new account representatives get customers
off on the right foot. A customer needs advice about
which videos to carry in a new store? Ingram offers some-
thing no one else does: their Recommended Opening
Store Inventory (ROSI). ROSI is a computer-generated
program that creates a customized video inventory for
new video stores and new video departments in other re-
tail stores. Based on the store’s location, clientele and
budget and national sales trends, ROSI makes opening a
new store much easier.

But Ingram’s new account reps can do a lot even for
stores that are already in the thick of business. A customer
needs help with advertising? The new account rep can get
him involved in a cost-effective tag ad program that lets
the customer participate in full-page and half-page news-
paper ads. A customer needs credit? The new account rep
can set up an appropriate line of credit to meet the cus-
tomer’s needs.

Ingram keeps close to its market—and that means find-
ing out how to serve customers best. Ingram’s new ac
count reps make it their business to find out how they can
help customers. The company’s policies come under con-
stant review based on what customers tell the account
reps. Ingram listens. And when it makes good sense, In-
gram isn'’t afraid to change.

Of course, customers differ in what they need. One

A telemarketing rep takes an order via an 800-number.

needs hot rental titles, another needs steady sellers. One
carries a big movie inventory, another succeeds with how-
to videos. So Ingram doesn’t make the mistake of lump-
ing all its customers together. The company’s services and
programs are as different as its customers, Customers get
service tailored to their needs.

Each Ingram customer works with a personal telemar-
keting representative in Ingram’s Nashville headquarters.
One of Ingram’s telemarketing reps takes over once the
new account rep has the ball rolling. The telemarketing
rep takes telephone orders for titles—and does a whole
lot more. Like the new account rep, the telemarketer
makes a point of learning about the customer’s business.
The telemarketer works to learn the customer’s titles pref
erences and recommends videos that will rent and sell.
With the help of Ingram’s staff of new-release specialists,
the telemarketer advises customers about hot new videos.
By following Ingram’s advance tips, customers can have
hit videos in-store when the market is ready for them.

And Ingram goes even further to get hit titles to cus-
tomers. Ingram takes hot videos into its warehouses only
to ship them out immediately to customers. What it boils
down to is this—Ingram’s customers get video product
into their stores fast. And that means more sales.

Ingram’s 7,000 plus title inventory isn’t just a paper ti-
ger; it’s in their warehouses and ready for shipment. Cus-
tomers who call in orders before 10:30 am. in their own
time zone get their orders shipped out the same day. If
the order comes in after that, Ingram ships within 24
hours from the warehouse nearest the customers.

Whether customers call to order a video, to order
point-of-purchase materials or to ask questions, the call is
on Ingram. Toll-free ordering is one more way Ingram
treats customers right.

From the
author of

The bestselling story of
secret love, violent death
and frenzied conflict.

Colleen McCullough's

¥ HUGHES of “MY BRILLIANT CAREER"
ATHON HYDE of “LACE”
UNTER of “DYNASTY"

SUGGESTED LIST PRICE: $59.95 CAT # HR 7003

fHaL Roacn STuo1os FiLmn CLasrnics,inge”

E2 NI E oRe TS Ne ME: Nl

™

ARTWORK AND DESIGN ©1986 CHARTER ENTERTAINMENT 1901 AVENUE OF THE STARS, LOS ANGELES, CALIFORNIA 90067
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Our perso

Personalized service means you get your own personal
telemarketing representative when you do business with
Ingram Video. Your representative does more than take
orders. He or she works with you to become ac-
quainted with your business and the title preferences of
your customers. Your representative will consult with
you on how to make the most of your purchasing
budget, whether you’re opening a new store or operat-
ing an existing store. Recommending titles that sell is
just one part of the personalized service that tickles
dealers pink.

Profitable and timely information
is part of our service.

Ingram Video knows that with so many new titles
being released each month, you don’t have time to

alized

keep track of them all. We have a specialist on staff
who monitors hot new video releases. Our specialist
shares this information with our telemarketing repre-
sentatives, so your personal representative can share the
information with you. You can then preorder fast mov-

ing releases and have them in your store when your
customers ask for them!

When you place an order, you
get a straight answer.

Order any of our more than 7,000 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 10:30 AM local time. Order any time
later in the day and we’ll ship within 24 hours!
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ice will tickle you pink.

The mdustry S hl est ﬁll rate produced exclusively for Ingram Video dealers. Ask

your personal telemarketmg representative what POP

addS to your bOttom llne, we have available from major studios.

Let Ingram Video personalized service tickle you
pink. Give us a call toll-free 1-800-251-5900. In
Tennessee, call 1-800-468-9464.

Dlstrlbutlon Centers: Nashville, Tennessee/City
of Industry, California/ Jessup, Maryland

You can’t sell or rent what you don’t have. Ingram
Video—the fastest growing distributor of prerecorded
video cassettes—has the highest fill rate in the industry,
so we don’t leave you empty handed when your cus-
tomers request a popular new release. And that’s more
money for you.

POP materials boost profits, too!

Ingram Video warehouses POP materials which

are available for same day shipment and immediate, lNGRAM

sales-generating impact in your store. We also offer a
complete array of in-store merchandising materials, INGRAM VIDEO
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MARKETING

No detail of a store’s operation is too minute to es-
cape the attention of Ingram Video. Whether it’s
creation of a new logo, choosing the proper decor, install-
ing the right computer system, developing store displays,
or training employees to improve sales techniques with
customers, Ingram is fully committed to problem-solving
and trouble-shooting.

Ingram’s philosophy revolves around its belief that vid-
eo stores are in the entertainment business—and ought to
market themselves accordingly.

Everything within the store should project its image,
from furnishings to friendliness. Ingram encourages its
customers to take advantage of more sophisticated mer-
chandising strategies without sacrificing the kind of sim-
plicity that makes people feel comfortable and at home.
In-store signs directing traffic to key areas of selected

product can be very useful. So, too, are window displays
which can lure street passersby on the strength of an eye-
catching theme. The themes can revolve around a specific
movie title, a group of titles, a special sale, a holiday or a
season.

Ingram is also enthusiastic about “slogan selling,” ei-
ther in newspaper ads or where a lighted store sign can be
used to carry the message clearly. Among its generic sug-
gestions for sales based on a slogan are “Rent A Roman-
tic Movie,” “Cure Network Nausea” and “Help Stamp
Out Expensive Popcorn.”

Ingram suggests that established video stores work at
least six months ahead and budget 3%-5% of their gross
sales for advertising. They suggest increasing this figure,
though, in areas where there is fierce competition, store
expansion or special sales opportunities. Ingram’s re-
search indicates that the age range of video customers is
between 25 and 60, equally split between men and wom-
en.

In addition to newspaper and/or radio ads, stores may
wish to look at advertising in the local Yellow Pages
phone directory, neighborhood newspapers and special
supplements. Direct-mail flyers, discount coupons and
bag-stuffers are also proven traffic-boosters, Ingram
says.

In its dealer training seminars and educational forums,
Ingram concentrates on the specifics of selling. The com-
pany makes its own point-of-purchase materials in addi-
tion to furnishing those shiipped out by manufacturers;
and accounts are encouraged to be as creative as possible
in utilizing these display incentives.

Ingram stresses that dealers should get used to asking
suppliers for suitable materials. And it points out that ac-
counts can obtain a variety of counter and floor displays
just by purchasing the accompanying titles from Ingram.

Ingram is committed to motivating customers into
thinking “sales” instead of only “rental.” Toward this end,
Ingram has compiled a list of ideas directed at increasing
sales. They include:

® Collecting prepaid pre-orders on yet-unreleased titles,
along with bag-stuffers to promote the titles

¢ Use p-o-p displays suggesting the purchase of movies
at the cash register to spur impulse buys

® Get store clerks in the habit of asking, “Is that for sale
or rental?” when customers ask for a particular title. Get
them in the habit of using terms like “building your video
library” when talking with prospective buyers. Add a $1
“spiff” to employees who sell titles rather than ringing up
an overnight rental

® Post a video “best-seller” chart in the store in clear
view of customers

® Sticker merchandise with prices and make sure

(Continued on opposite page)

Randall
Chambers,
Sales Director
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through signs or banners that customers know the prod-
uct is available for sale

In the area of promotion, Ingram emphasizes to its ac-
counts that promotions must be well-planned and have a
central theme for maximum effectiveness. Dealers are ad-

vised to think out cost, timing and key elements in ad- bt
vance, and make sure everyone in their operation under- 0 n r ’18
stands the purpose of the promotion.

Think in terms of “repeat exposure” for individual pro-
motional items. Unless customers will use them (or wear
them), Ingram believes the p.r. value of the items will be
lost.

A newsletter can be a tremendously useful tool. Ingram
notes that a newsletter mailed to club members, regular
customers and available for pick-up within the store has a L
built-in “ready audience.” Unlike general media advertis- Il r am 1 eO
ing where only 35% of the recipients own VCRs, 100% of
video newsletter readers either have or intend to pur-
chase a VCR. Newsletters also help distinguish one store
from its competitors and establish a “recognition factor.”

Other areas covered by Ingram in its educational semi-
nars include the use of gift certificates, rental coupons,

e e We look forward to

your continued
success and

our continued

® [}
today'’s boxoffice hits to yesterday'’s classics. r latl()nShlp
( , °

From Calling In
To Shipping Out
0 Shipping Uu Best Regards,
/ .
Orders come to Ingram Video in four ways: 7
® From telemarketing callouts that solicit orders
® From telephone salespeople who primarily take or- ]
ders (although order takers may refer the customer to In- Tom Devlin
gram’s “Video Hotlist” of titles and thus sell as well as ac- Worldvision Home Video
cept orders)
® By mail
¢ By computer-to-computer direct entry (still a relative-
ly rare method)

When an order is placed, the person taking the order WORI'DV|S|°N
immediately checks by computer to see if the titles (and a : HOME VlDEO |NC

sufficient quantity of them) are in the inventory. If there is ATAFT COMPANY
any absence or shortage of StOCk’ the order taker can let ““'u‘eﬁ'ﬂ&‘?.'ﬁ.‘i ‘\.‘;.’(iqh(‘“':rrnl::.|\)v|‘::';?g:-'-'xli;'u'::.l""m“‘ © 1986 Worldvision Enterprises, Inc. All Rights Reserved.
the customer know at once. The customer then has the

option of choosing other titles or backordering the ones
originally asked for. Most accounts have computer codes

that tell the order taker whether or not to backorder auto-
matically.

If the stock is available—as in most cases it is—then the
order is input and the inventory is “locked,” assuring the 4 4 4 '
customer that a later order will not be assigned the goods Our e lver lS lrst aSS
that have been designated for him. ]

Each day, the mainframe computer does four to five
“quickly pick” runs, that is, prints out picking documents ’
in Ingram’s three warehouses. The time of day a customer
orders will determine which of the runs the order is print-
ed on. The picking documents contain all the information
needed for filling the order: customer’s name, address,
purchase order numbers, titles, and bin locations.

Unlike most video warehouses, Ingram’s are organized
by bin location rather than by manufacturer. Once the
picking document reaches the warehouse, the order is

picked, checked against the order form, packed, labelled, EMMSSY
he dock for shi i h f *
and put on the dock for shipment according to the type o . HOME ENTERTAINMENT@

shipping the account has specified.

In areas adjacent to its warehouses, Ingram maintains ARTWORK AND DESIGN © 1986 EMBASSY HOME ENTERTAINMENT® 1901 AVENUE OF THE STARS, LOS ANGELES, CALIFORNIA 90067
its own van service for same-day delivery capability.

Others promise. We deliver.*”
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CONGRATULATIONS TO

INGRAM
VIDEO

ON YOUR GROWTH
IN THIS FANTASTIC
NEW INDUSTRY!

mdJuiiy

McQUIDDY PRINTING COMPANY

711 SPENCE LANE - NASHVILLE, TN 37202+ 366-6565

MERCHANDISING

{Continued from page I-2)

and Walt Disney Home Video’s “Making Your Dreams
Come True,” similar eye-catching displays with accompa-
nying graphics were shipped at no extra cost to participat-
ing dealers with qualifying orders.

Do promotions work? Ingram thinks so. “Back To The
Future” looms as a huge video release for summer 1986,
and Ingram’s Delorean giveaway certainly rates as the
company’s single biggest prize offer. In addition to quali-
fying for the Delorean, every Ingram dealer purchasing
15 units of “Back To The Future” earned a Sony AM/FM
cassette player.

For the “Pee Wee Herman” promotion, 10 Ingram ac-
counts won a retail giveaway package consisting of a bicy-
cle, store entry blanks, and co-op money to advertise the
promotion.

Coming up: Ingram’s quarterly “special order catalog”
offered to accounts at minimal cost to pass onto their
own customers. The catalog will contain annotated de-
scriptions of all 7,000-plus video titles stocked by Ingram.
The four-color cover will be customized with individual
retailers’ names and logos if accompanied by a minimum
order.

Says Woods, “The idea is to get into your customers
hands a copy to take home. That way, they'll see the new
titles and releases and also the catalog titles they missed

{Continued on opposite page)
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before—or they'll come across something they didn't
know about and will want to buy.”

Ingram is now using a patented “laser search” system
in its book and video division. The laser search system,
exclusive to Ingram, uses a computerized laser disk and
an IBM PC to access more than 1,250,000 inventoried
book and video titles. The company spent a year testing
the system, which is geared most directly at the growing
library market. Using this system, product can be called
up instantly in a variety of ways: by titles, by author, by a
key word, by actor or actress, or by manufacturer.

It’s this kind of non-stop creativity that makes Ingram
unique, say observers. In fact, new president John Taylor
admits that Ingram’s enviable marketing reputation was a
major factor in why he joined the company two months
ago.

“It's probably this more than anything else that sepa-
rates Ingram from everybody else in the field, and will
even more so in the next six months,” Taylor says.

“We already have a very creative marketing depart-
ment, and one of my objectives is to double its size so we
can continue to be different from the competition.

“l want to develop p-o-p materials that are solely In-
gram’s; | want to come out with marketing strategies that
are solely Ingram’s, which nobody else can copy. We're
headed in that direction now, and | intend to ensure that
we keep on giving our customers the tools they need to
be the best in the business.”

Recommended

Opening Store
Inventory

lngram Video has so much business data and sales sup-
port to pass on to retailers that it sometimes seems that
selling videos is just a profitable sideline. As one company
official observed, “We try to set up programs for new re-
tailers that give them everything they have to have—from
a product, to advertising, to marketing—everything they
need to be in the business effectively. We really take them
from the inventory base on up.”

ROSI helps.

ROSI is Ingram-talk for Recommended Opening Store
Inventory. What it means is that the company will pick out
the right—and the right number of—titles for a beginning
video operation. This suggested inventory will be based
on national sales statistics, industry trends, and informa-
tion provided by the retailer about store location, the kind
of customers aimed for, and the budget the retailer has to
work with.

For the veteran video retailer, Ingram’s ROSI blossoms
into Recommended Ongoing Stocking Inventory. This is
systematic and detailed advice for those who want to
change their title mix, increase their title base, or special-
ize in a particular area of sales and rentals, such as kidvid.

All Ingram’s retail customers are alerted to and provid-
ed with extensive p-o-p material to make the locations
aesthetically pleasing and to serve, as one official called it,
“the silent salesman.” Besides the p-o-p provided by the
video manufacturer, Ingram creates its own p-o-p, partic-
ularly customized counter units (see separate story).

Ingram not only advocates aggressive advertising by its
retail customers but supports them in their efforts. The
company helps small retailers tie their name into larger
aggregate ads for maximum attention.

This year, Ingram Video debuted its turn-key store
opening package, complete with a detailed manual on
how to run a successful video operation.

T : - + -.1-_ i ] g

Left: The Ingram Video michrofiche is an exclusive program which provides the customer with pricing, inventory and

ordering information on a weekly basis. Right: Computer printouts and reports such as this ROSI (. Recommended
Opening Store Inventory) can be used as an inventory checklist to aid the retailer in making purchasing decisions.
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The Setref—is— BASF Chrome.

No matter how many times you replay or re-record, the original brilliance of sight and sound
always comes through on BASF pure chrome video tapes. And, they're guaranteed for a lifetime.
So, for the ultimate in color brilliance and picture sharpness, go for the pure chrome.
BASF Chrome Super Hi-Grade and Extra Quality tapes —
nothing brightens your sights and sounds like BASF Chrome.
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Chrome Audio & Video Tapes
The quality never fades.

INFORMATION

(Continued from page I-2)

fiche to video dealers.”

The exclusive Ingram microfiche “Videopedia” pro-
gram is offered to Ingram customers on a subscription ba-
sis at $100 a year for 52 weekly updates plus microfiche
display machine. For new accounts, Ingram makes the
machine and updates available for 90 days free.

Also under the umbrella term “Videopedia” comes In-
gram’s quarterly “Videopedia” catalog and its twice-a-
month “Videopedia” newsletter update. The quarterly
catalog is basically a hard-copy version of the Ingram
“Videopedia” microfiche list, containing the same exten-
sive information in a printed catalog form. Included are
product format, retail pricing and sale terms for both reg-
ular prerecorded video and closed-captioned videocas-
settes. There is also a section for video accessories and
storage units, and various manufacturer ads.

Ingram’s commitment to supplying complete informa-
tion to its clients doesn’t end there. The company contin-
ually mails out flyers announcing special programs, give-
aways and promotions. Woods mentions a “St. Elmo’s
Fire” promotion that offered a free lighter for each unit
ordered and a free insulated stein for each three units of
the video ordered. An Ingram “Rambo” promotion of-
fered customers free “Rambo” sweatshirts, store displays
and extensive merchandising materials.

(Continued on opposite page)

4
tia

= Mg

settin

731 N. La Brea Avenue, Los Angeles, CA 90038
(800)421-3252+(213) 938-2385
v, ©

—
5]
Interior

Design
Services

INCORPORATED
is proud
to announce
its participation as
office environment
planner for

INGRAM

INGRAM DISTRIBUTION GROUP INC.

R e o e

230 Great Circle Road
MetroCenter, Nashville, TN 37228. (615) 248-9209

I-14

www.americanradiohistorv.com

BILLBOARD MAY 31, 1986


www.americanradiohistory.com

With Ingram, in fact, it's unusual for major releases not
to be supported by special company-originated incentive
programs benefiting its accounts. Ingram considers cre-
ative merchandising its specialty and is always at work on
some out-of-the-ordinary inducement or promotion to
boost customer sales.

“We try to enhance the product whenever possible
through promotions put together by our in-house promo-
tions department. It's one of the ways that we can stand
apart from other distributors,” Woods says.

Naturally the phone plays a major role in keeping In-
gram customers updated about new product. The “Video-
pedia” microfiche comes out each Monday; new pro-
grams released subsequently in that week are announced
immediately through Ingram’s telemarketing and tele-
phone sales divisions.

“New releases are very time-sensitive. So much so, in
fact, that in many cases, manufacturers send out mail-
grams so that every distributor will get the information at
the same time. It's up to us to notify our customers as
quickly as possible so they can adjust their ordering
schedules,” says Woods.

Ingram Video is gratified by its rapid growth and ex-
pansion. Yet it remains dedicated to the pursuit of new
accounts it hopes will become part of Ingram’s “extended
family.” A year and a half ago, the company developed a
special marketing presentation tape to further showcase
the scope of its services for would-be clients.

il & = R 4
A staff artist from Ingram’s creative services area
works on the layout and design of a promotional
brochure.

CREDITS: Special Issues Editor, Ed Ochs; Assistant Edi-
tor, Robyn Wells; Editorial Coordinator, Brian Woods, All
editorial by Kip Kirby, Edward Morris and Andrew Rob-
lin, Design, Anne Richardson-Daniel.

BILLBOARD MAY 31, 1986

Realizing the impossibility of bringing each potential
new customer into its Nashville home offices and taking
the account on a guided tour of its vast premises, Ingram
created an eight-minute presentation video that could be
shipped out for viewing anywhere in the country.

Ingram hired a production crew and wrote and pro-
duced the tape which introduces its full range of services
and walks the customer through from placement of an or-
der to final shipment. It stresses Ingram’s personal ap-
proach, computerized services and individualized atten
tion. The tape made its debut at the 1984 VSDA
convention.

Every new customer that calls Ingram is sent an intro-
ductory Ingram “care package” including its quarterly
Videopedia catalog, a newsletter, a microfiche sample,
and a new account application.

Providing education is a key component in Ingram’s
game plan for success. And with its array of informational
services, the company is right on line to achieve a 100%
“customer satisfaction fill rate.”

John Taylor, President, Ingram Video, left, and Brian
Woods, Vice President, Marketing & Advertising.

b
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Behind the scenes at Ingram, from top: Towmator traffic
is fast and furious in Ingram’s new 200,000 square foot
warehouse facility located in Lavergne, Tenn.; A ware-
house employee pulls a title from Ingram’s 7.000-plus
video title inventory. A computer generated picking list
is used to fill orders: Thousands of feet of convevors are
used in Ingram'’s three warehouse facilities; An Ingram
semi rolls down the highway on a cross-country trip. In-
gram’s truck fleet includes six semis with each driver log-
ging more than 100,00C miles a year.

From all of us at

Trans World
Entertainment USA

to all of you at

BILLBOARD MAY 31, 1986
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ITA Bows Cassette Quality Seminar
Panelists Voice Concern About CD’s Potential

BY MOIRA McCORMICK

ST. LOUIS One hundred twenty-
six cassette duplicators, manufac-
turers of duplicating equipment,
tape- and cassette-shell makers,
and other industryites gathered
here May 12-14 for the first Cas-
sette Quality seminar sponsored
by the International Tape/Dise
Assn. (ITA).

The seminar, which consisted of
workshops and sessions covering
ways to improve the quality of cas-
sette production from master tape
to finished product, was inspired
by two gatherings hosted by the
Electro Sound Group, a major cas-
sette-duplicating firm.

Concerns about increasing com-
petition from compact disks were
voiced frequently during the
three-day meet. Ed Outwater, di-
rector of quality assurance at
Warner Bros., referred to the CD
as *“the bench mark of sound quali-
ty” in the music industry. He said
that cassette makers must attempt
to keep pace with the laser-read
disk as best they can, using new
technologies and tape formula-
tions.

Some of the topics covered jn-
cluded the necessity of special
equalization for cassettes; prob-
lems with azimuth specifications;
inconsistencies in tape shells and
consumer playback equipment;
and the future of digital cassettes.

All sessions were moderated by
Sam Burger, formerly chairman of
the board of ITA and a senior vice
president for manufacturing and
research & development at CBS
Records; he is now president of
Athenia Industries.

The sessions on May 13 opened
with a discussion titled “Prepara-
tion Of The Studio Master.” Panel-
ists were Sandy Richman, market-
ing manager for XDR and custom
manufacturing, Capitol Records;
and Warner Bros.” Outwater.

Both panelists agreed that, ide-
ally, cassettes should have their
own fmaster, distinet from the vi-
nyl disk’s. “Cassettes have differ-
ent time and low-end limitations,”
said OQutwater. ““You should be
able to put more level and low-end
EQ on cassettes than on vinyl.”
Cassettes, he stressed, have their
own limitations, and ‘“‘the black
disk’s limitations shouldn’t be im-
posed on other mediums.”

Speaking on the equalization of
the cassette master, Richman
warned against making EQ adjust-
ments on the assumption that high
and low frequencies will be lost in
the duplicating process.

“Never EQ to the bin-loop mas-
ter,” Outwater said. ‘“All EQ
should be done at the studio mas-
ter stage for as flat a transfer as
possible.”

“We’re not producers, we’re re-
plicators,” said Richman.

The importance of acquainting
artists with the parameters of the
cassette medium was also
stressed. “The more they know,
the better,” said Outwater. “The
quality-conscious, technically well-
versed artist is often the instigator
of the move to better-quality
tape.”

As Richman observed, “You can
advertise your heart out, but if the
product doesn’t speak for itself, it
doesn’t do you any good.”

Also on the agenda on May 13

was a discussion titled ‘“Prepara-
tion Of The Loop-Bin Or Duplicat-
ing Master.” Speakers were Capi-
tol’s Richman; Frank Wojcie-
chowski, chief tape technician,
MCA Manufacturing; Richard
Kraus, president of Associated
Audio Services; Wayne Desmond,
quality control supervisor, RKO
Tape Corp.; and Dave Michelsen,
tape duplicating manager, Allied
Records Division, WEA Manufac-
turing.

The panelists emphasized the
importance of consistency, moni-
toring and rechecking tape and
equipment, and quality control
(specifically, technical versus hu-
man means).

Richman said maintenance of
equipment, alignment, reliability
checks on raw materials, and qual-
ity checks of the supplied master
are essential. ‘“Consistency is the
most important criterion of the
mastering tape,” she siid. “It’s im-
portant to clone the replicating
source.”

Kraus noted that level is vital in
quality control and alignment. He
observed that problems exist with
studios that have different ver-
sions of level and EQ. “We'd like
studios to operate more closely to-
gether,” he said.

Desmond advised using consis-
tent tape and shells, observing
that—no matter what the out-
come—inconsistencies in playback
equipment can be damaging to the
audio quality. “If the consumer
doesn’t think it sounds good, he de-
velops a bad opinion of the indus-
try,” he said. “All it takes is one
bad cassette, and they’re out buy-

(Continued on page 48)

R-DAT Vs. CD Debated

ST. LOUIS The viability of the
digital audiocassette as competi-
tion for the compact disk was dis-
cussed in the final session of the
ITA’s “How And Why” Cassette
Quality seminar here at the Clari-
on Hotel, May 12-14.

Titled “The Future: The Advent
of Digital Audiotape,” the session
was presided over by two speak-
ers. Kei Yamashita, senior re-
searcher for Hitachi, presented
the standards now being devel-
oped for R-DAT (rotary-head digi-
tal audiotape) hardware and soft-
ware, and Robert L. Baer, market-
ing manager of chromium dioxide
for DuPont, spoke on the chal-
lenges R-DAT presents to high-
speed duplicators.

Yamashita displayed graphs,
charts, and other information com-
piled by the DAT conference—a
study of a standardized system
for consumer digital tape. Re-
search, he said, should be complet-
ed by June.

Also considered by the study
was the stationary-head, digital
audiotape format (S-DAT), which
is “difficult to put into practice in
a short period of time,” according
to Yamashita.

The R-DAT, on the other hand,
can be readied without too much
delay and has other favorable fea-
tures such as long recording time,
small size, and lower price.

Yamashita showed diagrams of
the R-DAT cassette, pointing out
that it is smaller than the standard
compact cassette but higher in re-
cording density, with a playback
time of up to two hours. However,
he said, 80 minutes has been
deemed sufficient for prerecorded

digizal tape.

Baer’s presentation opened with
his eiting the rapid growth of CD
over the past two years. It is a
sign, he said, that “the consumer
wants digital-audio sound quali-
ty."

Baer noted R-DAT’s advan-
tages over CD, including portabil-
ity, small form, and ~ecording ca-
pability. “Record cempany peo-
ple,; he said, “may say those are
not 2nough advantaZes, but the
consumer decides.”

Assuming consumers want pre-
reco~ded digital cassettes, the mu-
sic basiness will need a method for
Juplicating them at high speed.
Turrently, digital andiocassettes
can cnly be duplicateg ir. real time.
“R-DAT’s recording densities,”
said Baer, “‘are simila- to half-inch
7idedtape. Conventional high-
speed audio duplicatiag technolo-
gy won’t be feasible.”

While most video d.plicating is
presently done in real time, Baer
said high-speed duplicating at
150:Z is now emerging in two
forms: DuPont’s thermnal-magnet-
iz duplicating system (TMD) and
Sony s Sprinter systen.

Ba=r said DuPont Lelieves that
TMD will work for E-DAT. Two
TMD machines are row in com-
rercal operation, anl Baer said
DuPcnt is building several more
for placement during 1987. He
show2d a photo of th> TMD sys-
tem’s components, which include a
laser copying machine, mirror
master R-DAT recorder, R-DAT
meta. mirror master tape, and
caromium-dioxide cop7 tape. The
duplicator runs 150:1 ia a forward

(Continued am page 48)

BULK AUDIO TAPES FROM SUNKYONG.

YOU CAN’T GET BETTER BUT YOU CAN CERTAINLY PAY MORE.

Sunkyong's bulk audio tape is designed specifically for
duplicators and delivers what you must have from your

audio tape...consistently good sound.

We can deliver on this promise because we make every
single component of the tape ourselves—the base film, the
coating, the cassette itself. Everything. Even the oil used
to make the film comes from our own oil refineries. It per- (213) 327-5010.

the difference.
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mits a degree of quality control that's hard to match. And,
when it comes to audio tape, quality control is what n-akes

If you'd like to know more about our complete range
of high guality audio tape,
call us in California at

17106 S. AVALON, CARSON CA 30746
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Experts Dehate Future Of Tape, CD, Home Video

BY STEVEN DUPLER

MONTREUX The present state
and possible future of various home
entertainment technologies were
examined by a panel here during the
recent International Music & Media
Conference, May 7-10.

Offering their views on what the
next 20 years will bring for compact
disks, magnetic
tape, home video
hardware, digital
cassettes, and sat-
ellite transmission
were Marcus Bick-
nell, commercial
director of SES Luxembourg, a new

IM&MG:

REPORT FROM
MONTREUN

A SINGER'S DREAM!

Mow You can sing with the ward's best bands!

Thompson Vocal Eliminator can remove
or virbually ail of s lead vocal from a standard
record and leave the Background|
Write ar call for & free brochure and demo recoed.
LT Sound, Dept. B, PO, Box 338,
Store Mourstain, GA 30086 {404y 493-1258
For 24 howr Phone Demo call
404 493-6879
For @ Frew Brochure amd Bemo Record
call: (404)-493-1258

communications satellite system
about to be launched; Han Tendelo,
senior director of Philips/Du Pont
Optical Co. of Holland; Wilhelmus
Andriessen, chief applications engi-
neer for BASF AG, Germany; and
Chriet Titulaer, president of Titu-
laer Produkties, Holland.

Not surprisingly, BASF’s An-
driessen was bullish about the fu-
ture of magnetic tape, a medium
some have said recently might fall
by the wayside as optical disk tech-
nology becomes widespread in the
next century.

“Tape is now the dominant con-
figuration in both audio and video.
“We see that continuing for several
reasons,” Andriessen said, citing
“an increase of software availabil-
ity due to increased TV and radio
broadcasting, new technologies for
the distribution of software, and the
coming of ‘recording robots,” auto-
matic time-shifting devices which
will offer extremely large recording
times.”

Andriessen then presented com-
parison charts, which detailed fea-
tures and abilities of magnetic tape
vs. both compact disks and Laser-
Vision disks. He claimed superiority
for audiotape over disk technology
in time-shifting, reliability in a mo-
bile situation, playing time flexibili-
ty, protection of media, and storage
capacity per volume unit.

In the case of video, Andriessen
admitted the videocassette could
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not stack up to the laser disk in
terms of quick access and medium
wear but noted a videocassette can
provide eight hours of recording for
time-shifting, where optical disks—
once the recording technology is de-
veloped—will likely offer only a
one-hour capacity.

Beating the drum for the optical
disk was Philips/DuPont’s Tendelo,
who said his firm predicts CD soft-
ware will increase from the approxi-
mately 100 million units already pro-
duced to more than 1.2 billion by
1995.

Tendelo disdained to discuss the
standard compact cassette and
black vinyl phonograph record. The
only technologies Tendelo pointed
out as potential competitors to CDs
and laser video disks were VHS Hi-
Fi and 8mm video.

However, he noted, ‘“Neither the
audio nor the video quality of 8mm
comes up to CD. Also, the optical
disk format prevents piracy. Fur-
ther, duplication for 8mm is quite
slow compared to optical disk, and
neither video format offers random
access.”

Tendelo also discussed the future
of optical disks, noting that the
fledgling CD-I (interactive CD) and
CD omniplayer formats will take
the laser-read disks beyond simply
being audio/video players to a time
when full-motion video and com-
plete computer interaction will be
possible.

Marcus Bicknell’s presentation on
the future of pan-European satellite
TV broadcasting argued for strong
growth of the technology, citing the
advantages of cultural exchange of
music, entertainment and other
types of programming and noting
satellite TV responds to the con-
sumers’ demand for increased view-
ing choice, which is not being pro-
vided by national broadcast and es-
pecially cable TV.

The 10 million European house-
holds wired for cable represent only
a small percentage of the 125 mil-
lion homes in Western Europe, “So
we must increase the base either
through satellite or broadcast TV,”
Bicknell said.

Bicknell said that 29 million Euro-
pean homes already have a satellite

hookup to a master dish antenna
and predicted 50 million more homes
will have such access within a few
years.

Bicknell said his firm is launching
its 16-transponder satellite in May
1987, claiming it will “cover all of
Europe with more power than any
previous satellite.”” It is also fre-
quency compatible with all existing
dishes.

More esoteric forms of future
technologies were discussed by
Chriet Titulaer, who said neither op-
tical disks nor magnetic tape would
survive the coming information and
media explosion. Rather, he said
digital data transmission via optical
fibers and satellites will become the
dominant form of sending and re-
ceiving information and home enter-
tainment.

“BASF is talking about tape be-
cause they produce it,” said the sci-
entist. “Philips talks about CD be-
cause they sell it. But these configu-
rations will become secondary to
electronic digital data transmission
in the next century.”

LOS ANGELES

BONNIE RAITT HAS been keep-
ing The Complex’s Studio B busy—
the singer has been tracking ses-
sions for her upcoming album with
producers George Massenburg and
Bill Payne. Massenburg is also han-
dling the board, assisted by Bill
Youdelman. In Studio C, new artist
Dave Adams has been tracking
with engineer Greg Ladanyi. Mur-
ray Dvorkin and Duane Seykora
assisted. Finally, producer Brock
Walsh and engineer Csaba Petzos
worked on ABC-TV’s new station
identification message in Studio B.

udio Track

Master Control of Burbank re-
ports that the first project on its
newly acquired SSL board was Ga-
briel Black for Blue Vinyl Music,
produced by Bill Darlington. Stu-
dio owner Steve Catania engi-
neered, assisted by Ron Corbett.
Actor/singer David Carradine was
also in, working with producer
Mike Shanklin. Catania engi-
neered, with Corbett and Dan Ne-
benzal assisting.

Several projects are underway at
Preferred Sound in Woodland
Hills. Pasha/CBS artist Zuma II
has been tracking guitar, vocal, and
keyboard overdubs for an album

due in August. Paul Lani is at the
controls, aided by Matt Spindel and
Scott Campbell. And Atlantic artist
Chris Thompson was working on
final overdubs for his new album
with producers Phil Galston and
John Van Tongeren. Ernie Shees-
ley at the desk. Finally, Rosie Flo-
res of Warner Bros. has been re-
cording basic tracks and overdubs
on three songs. Steve Fishell and
Howie Epstein produced, and Matt
Spindel was at the desk.

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

ITA BOWS CASSETTE QUALITY SEMINAR

(Continued from page 46A4)

ing CDs and LPs.”

The panelists advised using ad-
jacent tracking instead of interlac-
ing master tracks. Michelsen said,
“The improvement is in the azi-
muth, which has become critical
... Adjacent tracking is necessary
for stereo musie.”

As for monitoring equipment,
Michelsen recommended a daily
system check of mastering equip-
ment and tape; the latter “can vary
.5 dB from roll to roll, which

throws off Dolby.”

The problems of print-through
and crosstalk were also addressed,
with varying solutions—such as
lowering level in the case of print-
through—suggested. Spectrum
analyzers were pinpointed as use-
ful tools, but, as Michelsen said,
“Hardware will never replace tal-
ent in the mastering room.”

Suggestions about when to
change the running master ranged
from testing XDR burst tones on

the master (Richman), to counting
2,000 passes (Michelsen), to QCing
against reference reels (Des-
mond).

Moderator Burger noted the di-
chotomy between technology and
the human ear. “We're driven by
technology, striving for that one
dB,”” he said. “Yet, if we hire
young ears [and they determine
that what they hear is what the
public wants], then maybe we
should pass it.”

R-DAT IS COMING

(Continued from page 46A4)

direction, said Baer, and can dupli-
cate a two-hour movie in a2 minute’s
time. The system costs about
$100,000, which is comparable to the
Sprinter.

The R-DAT’s proposed copy-
guard feature, which would be im-
plemented in the hardware, would
prevent direct digital-to-digital
copying of prerecorded R-DAT to
blank R-DAT. CD copying would
also not be feasible (without inter-

nal modification), as the proposed
R-DAT standard uses a different
sampling rate than the CD’s 44.1
KHz.

This fact prompted a question
from Richard Clark, president of
South Carolina-based American
Multimedia Industries: “If cassette
decks had been designed 10 years
ago so that you couldn’t tape LP’s,
would cassette-deck sales have been
hurt?” Baer pronounced it an “ex-

cellent commercial question,” and
said it is up to the hardware manu-
facturers to decide how much lee-
way to give the consumer in terms
of taping capabilities.

Dennis Staats of Dolby Labs que-
ried Baer on the life of the metal
master, to which Baer replied,
“We've passed the 1,000 cycle in
video—who knows the limit for
R-DAT?” MOIRA McCORMICK
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VESTRON VIDEO HAS signed a 10-picture deal with Taft Entertainment/
Keith Barish Productions. Included in the deal are three films current-
ly in production: “Light Of Day,” with Joan Jett, Michael J. Fox, and
Gena Rowlands; “Running Man,” with Arnold Schwarzenegger; and
“Handcarved Coffin,” based on a story by Truman Capote.

A TOTAL OF 23 FILMS are involved in the latest deal between the Cannon
Group and Heron Communications (Billboard, May 14). Among the hot-
test titles in the package are Norman Mailer's “Tough Guys Don’t
Dance”’; the Charles Bronson-starring “Assassin’’; “Kick And Kick
Back” and “Missing In Action 3,” both starring Chuck Norris; Jean
Luc Godard’s “King Lear”’; “Street Smart,” with Christopher Reeve;
“Rumplestiltskin,” with Amy Irving, and “North/South,” billed as “a
Lucas-Coppola presentation.”

PRISM ENTERTAINMENT subsidiary Fox/Lorber Associates has picked up
syndication rights to a large percentage of Home Box Office’s library
of specials and documentaries. About 100 hours of programming are
involved in the deal. Fox/Lorber has rights to the titles in the U.S. and
its possessions. The purchase was Fox/Lorber’s first major rights buy
since the company was bought by Prism in March.

“THE FRENCH COLLECTION” is coming from Key Video in July. Due out
from the company are nine French-language titles, including seven
films by the late Francois Truffaut. The Truffaut titles to be released
include “The 400 Blows,” “Jules And Jim,” “Two English Girls,” “The
Soft Skin,” “The Last Metro,” “The Woman Next Door,” and “Confi-
dentially Yours.” The other two titles due out are Luc Besson’s “Sub-
way,” and Claude Chabrol’s “This Man Must Die.” All the titles are list
priced at $59.98, save “Subway,” which lists for $79.98.

EMBASSY HOME ENTERTAINMENT has made a number of rights buys. The
company has teamed with Alive Films for “Destiny,” which will star
William Hurt and be written and directed by Gregory Nava. “Destiny”
will be the first fruit of Embassy’s affiliation with Alive Films. In a
separate deal, the company has picked up rights to three films to be
produced by Geoff Reeve Pictures. The three titles are “The Pork
Butcher,” “Holy Orders,” and “Robot, Robot.”

MINIMUM-SPACE GARDENING is getting its own video from AVG Inc./SQN
Corp. of Providence, R.1. The company is taking footage from the PBS
series “Square Foot Gardening,” mixing it with new footage, and re-
leasing three one-hour videocassettes for $19.95 each. Direct mail will
play a significant part in the marketing campaign; Reader’s Digest and
Doubleday Book Club will be among the organizations featuring the
title in their catalogs.

PERCUSSIONIST LARRIE LONDIN has shot two programs on drumming.
They’re being released shortly under the titles “Step By Step By Lar-
rie Londin,” and “The Other Side Of The Sticks With Larrie Londin.”
Modern Drummer Magazine voted Londin the 1985 “Country Drum-
mer Of The Year.” List prices for the titles have not been determined.
The programs were produced by Glendower Productions.

ACADEMY HOME ENTERTAINMENT has purchased rights to 12 features from
Crown International Pictures. The movies will be released by Academy
over the next four months in the U.S. and Canada.

REPUBLIC PICTURES has made a 45-picture deal with leading religious
film producer Cathedral Films. The first four titles from the deal will
be released in June via the company’s recently created Inspiration Vid-
eo Label. The titles are “Day Of Triumph,” “I Beheld His Glory,” “The
Great Commandment,” and “The Prize.” All are list priced at $39.95,
save the $69.95 “Day Of Triumph.” In early June, the company will
release four half-hour segments of Cathedral’s “The Living Christ” se-
ries for $24.95 each.

“THE CLASSICS,” THE latest line being released by United Home Video,
comprises many of the top films of RKO Radio Pictures. A batch of
four titles is due out in June, all at $19.95. The films are “Without Res-
ervations,” with Claudette Colbert and John Wayne, “The Naked And
The Dead,” “Back From Eternity,” and “Great Day In The Morning.”
The company has also finished shooting its third made-for-video movie,
“Revenge,” which stars John Carradine. “Revenge” will be released in
October 1986.

PREVENTION MAGAZINE is going on videocassette. Esquire Video has
picked up rights to do a four-part series using Prevention’s resources.
Each program will run 60 minutes and list for $19.95. The titles will be
“Prevention Magazine's Lifetime Healthy Back Program,” “Preven-
tion Magazine’s Natural Weight Loss Program,” ‘“Prevention Maga-
zine’s Deep Relaxation Program,” and “Prevention Magazine’s Natu-
ral Beauty Program.” TONY SEIDEMAN
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Planning Is The Key To Success
Dick Kelly Describes Crucial Marketing Elements

NEW YORK Getting a finished
program on film or tape is only the
first step in creating a successful
home video release, says Dick Kel-
ly, president of Cambridge Asso-
ciates of Stamford, Conn.

A rigorous analysis of market de-
mand is as essential as a good
script. Investors must also analyze
their own abilities and set specific
objectives, Kelly says.

A number of decisions about con-
trol of the product are essential, he
says, with going-it-alone often a far
more risky prospect than many
might believe.

According to Kelly, the seven
most important elements for suc-
cess are the name and niche of a
program; the production and post-
production arrangements; the mar-
keting and sales campaigns; the dis-
tribution structure, including such
elements as retail presence and
mailing lists; the duplicator and his
capabilities; the management struc-
ture of the business; and a compa-
ny’s financial backing.

Looking at self-distribution, he
notes the advantages of total con-
trol, greater revenue if a title hits,
and the establishment of a label
name and presence in the market-
place. The disadvantages include a
far larger initial investment, and
thus, potential loss, the dedication
of time and staff to manage the dis-
tribution of a program, and a lack of
experience on the part of many pro-

FOR WEEK ENDING MAY 31, 1986

ducers with a complex and some-
times predatory marketplace.

Looking at the potential of licens-
ing a title, Kelly points out such ad-
vantages as substantial royalties,
assumption by a manufacturer of
all or a major share of the cost of a
production, 2 move into an estab-
lished market position, and econo-
my of scale. Disadvantages include
lower revenues, the loss of control
over a program, and perhaps most
important, the loss of an opportuni-
ty to get direct experience in the
marketplace.

Kelly says royalties in licensing
deals can range anywhere from
10%-25%, and advances anywhere
from $5,000-$100,000.

Another option is the joint ven-
ture, with two companies combining
their skills to better create and mar-
ket a product. Among the advan-
tages of joint ventures are a diffus-
ing of risk, an ability to control a
program, the creation of a label
identity, and the potential develop-
ment of economies of scale. Disad-
vantages include the lack of ad-
vances and potential loss.

A business plan, says Kelly,
should contain the following ele-
ments:

e A ‘“statement of business,”
which tells the program’s topic, how
much it will cost, what share of eq-
uity the producers are willing to
give up to get it done, and how long
it will take for the program to trade

profitably.

e An in-depth description of the
role of the distributor, the market
need the program fulfills, and the
span of the market the program
serves.

e A market analysis providing the
number of people interested in a
program idea and the money they
have to spend, the ways in which
they can be identified, potential re-
tail outlets, and a list of potential
sponsors or advertisers.

e A list of potential competitors
and a survey of product in the area.

e What operations will be needed
to support the project, including the
production house, the duplication
house, and the internal staff.

Kelly says there are several is-
sues producers should be aware of
as they develop product. Among
them is the battle for survival of
such formats as 8mm, video disk
and Beta. Another issue is the fu-
ture of the large number of non-spe-
cialty outlets getting into the video
marketplace.

He sees dark shadows coming
from a title glut fueled by 3,000 re-
leases a year, and says that manu-
facturers are still not certain what
price points are most effective for
sell-through. VCR penetration is
also a key question, Kelly says. A
number of markets have topped out
at 40%-50%; no one is certain what
will happen in the U.S., he notes.

TONY SEIDEMAN

Billboard.
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TOP VIDEODISKS.

=
% Compiled from a national sample of retail store sales reports.
<1813
w < z ®
= 3 o L ¢ |w| ®
e | £| 9 TITLE Copyright Owner, Principal = {£] E 8
N o Manufacturer, Catalog Number Performers 22l 2 i
* & NO.1 * & ° -
"y Mark Hamil! CED | 2998"
11149 RETURN OF THE JEDI A CBS-Fox Video 1478 Harrison Ford 1983 | PG| oo | 3aeg”
RCA/Columbia Pictures Home Video Kevin Kline CED | 29.95
2| 2|7 | SWERADOA® 30567 Scott Glenn 1985 | 131 2er | 2995
. A. Schwarzenegger CED | 29.98
3 | NEW)| COMMANDO & CBS-Fox Video 1484 Ros Dawn Chong 1985 | R0 | Seos
Paramount Pictures Harrison Ford CED | 29.95
4 | NEWD | WITNESS Paramount Home Video 1736 Kelly McGillis 1985 | R\ | ager | 2095
. Warner Bros. Inc.
5 ] 5 PEE-WEE’S BIG ADVENTURE A Warner Home Video 11523 Pee-Wee Herman 1985 | PG| Laser | 34.98
i Thorn/EMI/HBO Video
6 3 5 RAMBO: FIRST BLOOD PART Il A RCA Video Disc 3002 Sylvester Stallone 1985 | R | CED | 29.95
Island Alive Releasing William Hurt CED | 24.95
7 | NEWD| KiSS OF THE SPIDER WOMAN Charter Entertainment 90001 Raul Julia 1985 | R 1 ager | 3495
Universal City Studios Anthony Michael Hall
g {10} 7 WEIRD SCIENCE A ¢ MCA Dist. Corp. 80200 Kelly LeBrock 1985 | 13 | Laser | 34.98
Warner Bros. Inc. Sean Astin
9 6 3 THE GOONIES A Warner Home Video 11474 Josh Brolin 1985 | PG| Laser | 34.38
RCA/Columbia Pictures Home Video Chris Sarandon CED | 29.95
A B & RIS 30562 Roddy McDowall 1985 | R\ pcer | 20.95

® Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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RIAA Certifications Bounce Back

Apnl Is ‘Goldest Month’

NEW YORK Gold and platinum
certification of video titles bounced
back in April from recent months’
relatively low levels. The Recording
Industry Assn. of America (RIAA)
handed out 20 gold and 10 platinum
awards for theatrical titles.

The music video category also
showed strength, with three titles
certified gold and one platinum.

Only one title scored in the non-
theatrical category: JCI Video’s
“Kathy Smith’s Ultimate Video
Workout,” which was certified both
gold and platinum.

CBS/Fox Video won the most
awards of any company in April, re-
ceiving 11 gold and five platinum
certifications. Titles that won gold
and platinum were “Porky’s Re-
venge,” “Red Sonja,” “Return Of
The Jedi,” “A View To A Kill,” and
“Commando.” RCA/Columbia Pic-
tures came in second, with three of
its titles scoring gold and platinum:
“Fright Night,” “Silverado,” and
“Real Genius.” The six CBS/Fox
titles that hit the gold level were
“Turk 182,” “You Only Live Twice,”
“The Last Dragon,” “The Man With

One Red Shoe,” “Moving Viola-
tions,” and “Mischief.”

Also certified gold were RCA/Co-
lumbia’s “The Bride,” Warner
Home Video's “Sesame Street Pre-
sents: Follow That Bird,” Vestron’s
“Re-Animator,” and New World’s
“The Stuff.”

The titles certified in the music
category were CBS/Fox Video’s
“Wham! The Video,” platinum;
RCA/Columbia’s “Alabama: Great-
est Hits” and “Visions Of Diana
Ross,” gold; CBS/Fox's “Huey
Lewis & the News,” gold.

In order to receive an RIAA the-
atrical gold certification, a title
needs to sell 75,000 units or take in
$3 million at retail. The require-
ments for platinum are 150,000
units or §3 million at retail. Nonthe-
atrical titles require sales of 30,000
units or $1.2 million at retail for
gold, and 60,000 units or $2.4 million
at retail for platinum.

The requirements for music video
titles are sales of 25,000 units or $1
million at retail for gold, and 50,000
units or $2 million at retail for plati-
num.

NEW YORK Marty Gold, presi-
dent of New England-based Artec
Distributors, has been elected
president of the National Assn. Of
Video Distributors.

Gold was elected at the April 30-
May 4 NAVD convention in
Scottsdale, Ariz., and will be serv-
ing for the 1986-87 term.

NAVD’s 1987 trade conference
will be held April 29-May 2 at the
Grand Champions Resort in Indi-
an Wells, Calif.

Other executives elected to the
NAVD board of directors include
Gary Rockhold of Commtron, as
vice president; Gene Silverman of
Video Trend, as treasurer; and
Paul Pasquarelli of VTR Movie
Distributors, as secretary.

New Officers At NAVD

Silverman and Pasquarelli are
in for two-year terms, as is Harold
Okinow of Home Entertainment
Distributors. Elected to a one-year
term was Richard Miles of Source
Video.

Gold is succeeding Jim
Schwartz of Schwartz Brothers
Inc., who'll be completing his term
on the NAVD board next year, as
will Gold and Rockhold.

Pay-per-view windows are one
of the primary issues Gold will be
dealing with as NAVD president.
He also plans to establish a dis-
tributor’s credit-reporting pro-
gram and work on generating ac-
curate statistics on the home video
business.

FOR WEEK ENDING MAY 31, 1986
©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,

L]
&"mrd @ recording, or otherwise, without the prior written permission of the publisher.

Artec Introduces B-Title Promotion For Retailers

Winners Will ‘Frequent’ Florida

NEW YORK New England-based
Artec Inc. has created “The Artec
Frequent Buyers Club” to push cata-
log product and slow moving A and B
titles. Retailers will accumulate a
specific number of points for each se-
lected title they buy. If they get
enough points, they’ll go on a free va-
cation in March 1987 at the Marriott
Resort on Marco Island, Fla. Start
date for the club is June 15.

“Each month we will sit down with
manufacturers and pick out titles
they want included in the program,”
says Bill Perrault, Artec’s director of
marketing. The titles and their club
connection will then be advertised in
Artec’s mailers, and every month re-
tailers will get a printout listing the
points they have accumulated.

Companies that have agreed to
participate in the program so far in-
clude New World Video, Paramount

Home Video, International Video En-
tertainment, Embassy Home Enter-
tainment, and Charter Entertain-
ment.

Artec will also give second prizes—
such as weekend trips to Cape Cod—
for retailers who can’t get enough
points for the grand prize.

The program will involve mostly
rental titles. Sale-priced product will
also be included, at fewer points per
piece.

The home video manufacturers
whose product is being spotlighted
are putting up the bucks for the Ar-
tec club on a per-unit basis.

Perrault says “It's a vacation. It’s
not going to be a ‘get them down
there try and sell them.”” He has
“blocked off” 150 rooms at the Flori-
da resort for the winning retailers.

TONY SEIDEMAN

E Compiled from a national sample of retail store sales reports. l ]
AEAE
g1¢)38 f e
o | 5| 4 TITLE Copyright Qwner, Principal =3 | £ 8
RS < ; Manufacturer, Catalog Number Performers K & &
*x NO.1 & &
1| 1|30 | JANEFONDA’S NEW WORKOUT o zgfo‘il’:n D e Jane Fonda 1985 | NR | 3995
2 | 2| 44| THESOUND OFMUSIC A CBS-Fox Video 1051 é‘r‘l':fs;‘o";::r“’;mmer 1965 | G | 2098
3| 5 | 22| CASABLANCA CBS-Fox Video 4514 ﬁ]‘é’:g'é':é Bogart | 1ai2 | mR | 2098
4 | 3 | 12| RETURN OF THE JEDI & CBS-Fox Video 1478 Mark Hamil 1983 | P | 7998
5| 4] 6 | WITNESS e 1 736 Egﬂ;’?\/cl’g(;ﬂlrs B || dkk
6 | 6 |211| JANE FONDA'S WORKOUT A ¢ KveRCA e PO 00042 Jane Fonda 1982 | NR | 5995
717 3| cocooN CBS-Fox Video 1476 Steve Guttenberg 1985 | PG-13 | 79.98
89| 7! commanpoa CBS-Fox Video 1484 Qéz‘%‘x;’gﬁjfger 1985 | R 7998
9 [ 10 5 | THEKINGANDIA @ CBS-Fox Video 1004 g‘e"bgg;‘]":;" 1956 | NR | 29.98
10 | 12 | 43 | PINOCCHIO & Walt Disney Home Video 239 Animated 1940 | G | 2995
11| 28| 78 | PRIMETIMEA ® KVCRCA Vigeo Prod. 058 Jane Fonda 1988 | NR | 3995
12 | 13 | 17 | RAMBO: FIRST BLOOD PART It o Thorn/EMI/HBO Video TVA3002 Sylvester Stallone 1985 | R | 7995
_13 22 | 63 | GONEWITH THEWIND A ¢ MGM/UA Home Video 900284 Sl'j{e“n‘f’e?; 1939 | G | 89.95
14|14 | 41 | PATTONA ® CBS-Fox Video 1005 George C Scott 1970 | NR | 298
15| 11 | 30 | THE WIZARDOFOZ A o MGM/UA Home video 600001 ;‘;‘;Yegfégnd 1939 | ¢ |2095
16 | 8 | 29 | BEVERLY HILLS COP ;’::gmﬂ:{ f{'gr‘:gevsl deo 1134 Eddie Murphy 1985 | R | 2095
17| o | | MOTOAN 2B VESTEROAVTOORY. wbeweste T vaowans |0 | w | o%
18 | 16 | & | KISS OF THE SPIDER WOMAN el e L - i Hurt 185 | R [ 7995
19|25} 21 PLAYBOY VIDEO CENTERFOLD & Karl Lorimar Home Video 501 Sherry Arnett 1985 [ NR | 995
20| 19 | 4 | AFRICANQUEENA CBS-Fox Video 2025 ;‘:{:g:;;zyi';g;u’:n 1951 | NR | 2998
21| 23| 3 | SOUTHPACIFIC CBS-Fox Video 7045 Qc‘)‘:s‘a?‘iygfgm 1958 | NR | 2098
22121 | 9 | WESTSIDESTORY & @ CBS-Fox Video 4519 g;‘::fd"g‘;‘;‘r’ner 191 | NR | 29.98
23 | 15 { 112| DOIT DEBBIE'S WAY A si‘:jye'g";szgg‘i’étz-ﬁ'gggs‘e‘“ Rrod. Debbie Reynolds 1983 | NR | 39.95
24 | 27 | 2 | SWEET DREAMS Thorn/EMI/HBO Video TVA3666 éff;‘;fr}j"ge 1985 | PG-13 | 79.95
25| 18 | 18 | THE BLUES BROTHERS 4 ¢ persal City j“;‘;‘gi)o Dan Aykroyd 1980 | R | 2495
2|17 ]2 a%TR':(YO?x'I”'S ULTIMATE VIDEO jg MENEATN Kathy Smith 1984 | NR {2995
27| 29| 2 | MYCHAUFFEUR Sg‘s’:vrgr:";‘i'gg“°"a' Bclures g:r:"fg‘oﬁz’g:’“a“ 1985 | R | 79.95
28 | 31 | 11 | PEE-WEE'S BIG ADVENTURE & e oS I o1 1523 Pee-Wee Herman 1985 | PG [ 79.95
29 | 35 | 27 | MARYPOPPINS® o Walt Disney Home Video 23 S c::gy"{; 194 | ¢ | 2995
0| 5 [10] mEANTOOAWOROT et T s ] 1 |
31| 26 | 26 | THEBEST OF JOHN BELUSHI & e e o S/ John Belushi 1985 | NR | 2498
32| 3 | 7 | THEGOONIES & ey e ks 11474 f::r? Brolm 19858 RRGR [§7995
3 [ 9| 3 | xwusnoroove e - Bt || 6 o
34| 39 | 18 | PRIZZ'SHONOR A @ Qfgr’r:g"l"ozc‘“'es ok mchalson 1985 | R | 7995
35|32 | 2 | AGNESOFGOD gggg‘?'“’“bia PSS (oo YELzD (6 f;’:;?::; ot 1985 | PG-13 | 79.95
36|30 | 8 | YEAROF THE DRAGON MGM/UA Home Video 800713 Mickey Rourke 1985 | R | 7995
37 | 34 | 14 | JOHN LENNON LIVE IN NEW YORK ® g’fg;;ﬁ(’j‘gf;mére 96W50128.00127 John Lennon 198 | NR | 2995
38 | NEWD> | DEATHWISH 3 s I 0 800821 Charles Bronson 1985 | R | 7995
39 | NEWD | A CHORUS LINE Ez_gg_::;’ Fhms Associates 2183 Michael Douglas 1985 | PG-13 | 79.95
40 | 20 | 31 | THEBIGCHILL 4 ¢ RCA/ Columbia Pictures Home Video ‘é",g'r'j:‘"(‘:g‘;: 1983 | R | 2495

@ 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 miltion for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.)  International Tape Disc Assn. certification for
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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Election Victor. Marty Gold, president of Artec Distributors Inc. and newly elected president of the NAVD, gsts a
congratulatory handshake from Gene Silverman, president of Video Trend. as their fellow distributors look on.

Not Out Of The Woods Yet. Brian Woods, vice president at Ingram Video,
addresses several questions to an NAVD panel on advertising.

Young Blood. Noel Gimbel, head of Sound Video Unlimited, stands with his
son Jordan behind a table of executives at a dinner during the NAVD
conference. Sitting, from left, are Stan Meyers, vice president at Sound Video;
Nicholas Santrizos, president;. Cindy Anthony-Kimball, vice president,
communications; and Jay Press, vice president, sales and marketing, Thorn
EMI/HBO Video, along with J.J. “Jack” Duffy.

Hey, Mikey. Satiated Sony Video Software Co. executives relax after a meal at
the NAVD conference. Seated are, from left, Sony's Mike Holzman, national
accounts manager; Mike Fautkner, national sales manager; Mike Rudich,
merchandising manager; and Andy Schofer, vice president of marketing. Next to
Schofer are Joe Petrone, national sales manager of Prism Entertainment, and
John O'Donnel, Sony Video Software Co. president.

Distributors Chat. 3uss Bach,
executive vice president of marketing
development for WEA, talks with
Sylvester “Van" Varyo of the
Minneapolis-based Home
Entertainment Distributors.

L L
_gmmmome video

NAVD Newsmakers

Scenes from the
April 30—May 4 Conference

Kesselman Converses. Marcia Kesselman, senior vice president and general
manager of Coliseum Video, captivates Pierre Loubet, director of new markets
for Karl/Lorimar Home Video, and Dave Cuyler of Bell & Howell/Columbia
Pictures/Paramount Home Video.

L. i
Perfect Tenns. Ben and Cindy Tenn pick up some fixins at the NAVD's outdoor

barbecue. Ben is vice president of Walt Disney Home Video. Standing at right is
Harold Vogel, entertainment analyst for Merrill Lynch, Pierce, Fenner & Smith.

Foxy Gathering. Executives from CBS/Fox and Paramount Home Video share a table with Arthur Morowitz of Metro
Video, Coliseum Video, and A&H Video, among other companies. Sitting are, from left, James Fifield, president and chief
executive officer of CBS/Fox Video; Hollace Brown, vice president of advertising and sales fcr Paramount; Herb Fischer,
who just left the presidency of Key Video to become co-publisher of Video Software Dealer inagazine; Morowitz; Len
White, president of CBS/Fox’s consumer products division; and Vince Larinto, vice president and general manager of Key
Video and Playhouse Videc.
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FOR SALE

FOR SALE

[ ROCK & SOUL
ELECTRONICS

h & 36th Sir.)
ark, M, 0018
WE HAVE THE LOWEST
PRICES IN TOWN
LP's
12inch .

——=Billboard=——

GLASSIFIED

ACTION MART

To order an ad ... check the type of ad you want . ..

[ Regular classified (ads without borders): $2.35 per word, per
insertion. Minimum ad order, $47.00.

O Display classified (all ads with borders): $77.00 per column per
inch, per insertion; 4 insertions $71.00 per; 12 insertions $66.00
per; 26 insertions $63.00 per; 52 insertions $51.00 per. Price
discounts are based on insertions in consecutive issues.

O Count 8 words for our Box Number and address. Add $6
for handling. Only regular mail forwarded—tapes not
acceptable.

Check the heading you want ...

O For Sale [ Help wanted [ Positions Wanted [ Tapes
[] Business Opportunities [ Investors Wanted
0 Real Estate/For Sale/Lease [J Songwriters [ Talent

[0 Accessories [ Golden Oldies [J Novelties/Merchandise
[0 Services/Supplies/Equipment [J Wanted To Buy

O Comedy Material [0 Computer [ Schools & Instructions
OVideo [ Miscellaneous

Payment must be enclosed with your ad copy. Send to
Billboard Classified, 1515 Broadway, N.Y., N.Y. 10036.

Cancellations must be in writing and mailed to the

Classified Dept.

WE EXPORT TO ALL COUNTRIES E

127/ LP°S / CD'S

BEST STOCK—BEST SERVICE—
BEST INFORMATION

We specialize in 12 Dance Records
all smail and major labels

TRY UsH

EXPORT-0-DISC

855(E) Conklin Street

Farmingdale, N.Y. 11735 USA |

Tele # (516) 694-4545
Telex: 6B52522
Telex: 4758254

Fax # (516) 694-4594

CUT OUTS & IMPORTS
LP’s. casselles B iracks and 45s Rock
Counlry R & B and Gospel Write for free
catalog Trade only

MARNEL DIST.
£.0. Box 933
Piscataway, NJ 08854

CASSETTE SHELL MOLDS

2 - 12 cavity sonic cover cassette
2 - 12 cavity bass cassette
1- 12 cavity screw cover cassotte
1 - 8 cavity sonic cover cassette
1 - 8 cavity bass cassette
1 - 4 cavity cassette box
1 - 32 cavity keyhole hub
1 - 64 cavity guide roller mold
Gima automatic audio cassette as-
sembly machine plus misc. compo-
nents for cassette assembly.

$375,000 for ali!

Box 7668
Billboard Magazine
1515 Broadway
New York, NY 10036

s

The one

needs
stop for a“ your Co n

ATTENTION
RETAILERS

* Personalized Service

* Thousands of Titles in Stock
» CD Accessories

» Competitive Pricing

*» Same or Next Day Shipment
» Volume Discounts Avallable

1-800-255-3472

In Connecticut Call 1-452-0203
41 Monioe Tpke Trumbutt CT 0661

T -

FOR SALE

While Other People are raining their prices.
we are slashing ours Major Label LP'S as
low as S0 Your choice of the most exten
sive listings available
For free calalog call (609} 890 GO0
or write
Scorpio Music Ine
Post Office Bov A
Trenton NJ OS691 (X)20)

RARE JAZZ/Pop Vocal LP’s sold by auction. Free
Lists. Leon Leavitt, P.O. Box 38395, Los Angeles,
CA 90038 (213) 651-1599.

WHOLESALE TO STORES
WE SPECIALIZE IN 12" PRODUCT

Full line of Gospel LP's & Cassettes
All current LP's, cassettes, CD's and 45's
Independent and major companies.
LOWEST PRICES! SAME DAY UPS!
NO CATALOG REQUEST - PLEASE CALL

Glo Mdse. Corp.
43-02 34th Ave, L.I.C., NY 11101
N.Y.S. Residents (718) 706-0515
Out of NYS call toll free 1 (800) 628-3010

NOVELTIES/
MERCHANDISE

THE COMPLETE Bl
CISTRIBL

ECHO RECORDS INC

3

DISTRIBUTOR
WHOLESALE ONLY

We are 12° records, blank audio,
blank video, video games, movies,
accessories. hardware. CD's, al-
bums, tapes....

Stratford Dist., Inc.

86 Denton Ave.
Garden City Park NY 11040
(718) 343-6920, (516) 877-1430
(800) 645-6558, Telex 6852201

The 'Hottest”” Impulse Item

SUPER SIZE POSTERS

Gigantic 40”x60”
Featuring

MOTLEY CRUE—IRON MAIDEN—
WASP—DURAN DURAN—WHAM

Reserve you XTRA PROFIT

Call NOW! 1-800-621-8551
Sales Reps Wanted

CUT OUTS & OVER STOCKS

LP’s Tapes. 45's and wmports Looking 10r the
unusuai? We have it al lowest prices All re-
quests for hst ust be wrilten on your company
letterhead Dealers Only

Pertormance
P.0. Box 156
New Brunswick NJ 08901
(201) 545-3004 Telex: 5106008316

POSTERS
Rock Posters
ZAP ENTERPRISES
1251-3 Irolo St.
Los Angeles, Calif. 90006
(213) 732-3781
DEALERS ONLY

MTV'S ROCK & ROLL
TO GO

Record-Wide Distributors, In¢c.
P.O. # 8100
Fenton, MO 63026
(314) 343-7100

Along with 1,000's of other cassette and LP t-
ties. Dealers only. Write or call for free catalog.

BUDGET & MIDLINE CASSETTES

Catering to flea market vendors and inde-
pendent record stores only. No cut-outs,
$50 minimum. Write or call for free cata-
log.
The Tape Box, Inc.
2801 West Reynolds St.

Plant City, FL 33566
{(813) 754 3896

SERVICES/SUPPLIES/
EQUIPMENT

Your Name

\

Company
Address

City

State Zip

Telephone

Credit Card #
Bank #

Please fill in the information below if you wish to
‘charge the cost of your classified advertising.
O American Express [ Diners Club [ Visa [J Master Charge

Exp. Date:

Your signature

15% agency commission applicable only on ads

of 2” or more running 2 consecutive weeks.

Need to get your ad in fast? Call Jeff Serrette . .. In NY State
phone 212/764-7388 . .. Outside N.Y. State phone toll free

SERVICES/SUPPLIES/
EQUIPMENT

LB S B B 8 B R A SR SN RS

DISCO & STATE
LIGHTING/AUDIO
Mirror Balls, Pin Spots, Rain Lights,
Chasers, Portable DJ Gear, Club
Lighting, etc.
WHOLESALE PRICING AVAILABLE

Farralane Enterprises, Inc.
166 Central Ave.
‘Farmingdale, N.Y. 11735

* & & (516) 752-9824 » & *

L

* % %% %
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RECORD PRESSING
CASSETTE DUPLICATION
RECORD JACKETS

Now Complete Package Prices

CALL - TOLL FREE
1-800-468-9353

153 W 461h Si1.. New York. N.Y. 10036
212-302-4140

AAKR AR AR A A AN R A AR
* DANCE FLOOR LIGHTING

*
* [QUALITY PRODUCTS PRICED LOW]

Controliers, pinbeams, color sticks,
mirror balls, rope lights, beacons,
novas. strobes, foggers, rotators,

and other similar products!
Let us help you!
THE MUSIC SERVICE
327 S. Miller Rd. ® Akron, OH 44313
* & & & (216) 867-1575 & & & #

VIDEO

LR B B B 2R N
LR B 2B 2B 2B B 2B 2B 2B 2B 2

SELLING USED VHS MOVIES

Examples, Gremlins, Ghostbusters, Lady-
hawk, Porky's Revenge ... $27 each. Tom-
boy, Amadeus, Stich, Falcon and Snow-
man ... $24 each. Many others in limited
quantities. Cali:

Matinee Movie Club
(618) 277 466 1 Today!

RADIO TV JOBS

10,000 radio jobs a year for men and women are
listed in the American Radio Job Market weekiy
paper. Up to 300 openingl every week!! Disk Jock-
eys, Newspeople and Program Directors. Engi-
neers, Salespeople. Small, medium and major mar-
kets all formats. Many jobs require little or no ex-
perience! One week computer list $6.00. Special
Bonus. six weeks $15.95—you save $20!

AMERICAN RADIO JOB MARKET
15853 North Eastern
Las Yogas, Nevada 89101

WHOLESALERS
NEW AND USED PRC

Deal direct with
Video West

(416) 498-7074 Ext. 12

800/223-7524.

S S S S R SRR

—_——————————— e e

VIDEO

SAVE $$ BUYING used VHS tapes - Top 40 as well
as catalog titles. Call for pnices! 1 (800) 833-3264 or
(803) 292-2072.

WANTED TO BUY
e e e

RECORD IMPORTS LTD.
18 1 High Street
London NW 10 England

Telephone - 01 965 2213/14
Telex no - 8934029

CONTACT US IF YOU NAVE OVERSTOCKS OF
DELETIONS/CUT OUTS.

TURN YOUR STOCK INTO CASH.

WE ARE ALSO INTERESTED iN NEW INDEPEN-
DENT PRODUCTS SOUL/DISCO

CONTACT: Marion Alien.

MISCELLANEOUS

GOVERNMENT JOBS $16.040 - $59.230/yr. Now
Hinng Call 805-687-6000 Ext R-1304 for current
federal hst

MAN OF MANY
VOICES NEEDED

Creative person to write and produce ra-
dio commercials $25,000 per year and up.
Send demo tapes/resume to

TSI
$900 Dewey Street Nollywood FL 33021
Send Attn. Mr. T.

(212764 -7388
mNY Stale)

wwwW americanradiohistorv com
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MISCELLANEOUS

Now 1n its second print-
ing—the first comprehen-
sive history of 30 years of
rock and roll. a concise ref-
erence source to over 600
songs that made it to he
top of the charts!

Every entry gives chart
facts, label and record
number, songwriter and
producer—plus a hsting of
the Top Five songs for the
same week

1 '(800]'223'7 924 e

-ATTENTION MUSIC RETAILERS -
THE Billboard BOOK of

From "Rock Around the Clock™ to "We Are
the World," celebrate 30 years of the best
pop music with the onlybook to gve the in-
side story behind every song to reach the
Number One spot on the Billboard "‘Hot
100" music charts since 1955

You also get fascinating be-
hind-the-scenes stories
about the songs and the per-
formers. gossip galor, and
enough tnvia to satisfy every-
one in pursuit of t And—
over 500 vintage photos.
many never befor avalabie

If you're a tan of rock and
roll, you can't afford 1o be

without this exciing one-of-
a-kind collection

CALL NOW TO ORDER YOUR PREPACK
OF 6 BOOKS AT A 40% DISCOUNT.

(2] 2] 76“'7388 {Locally)

NUMBER

ONE HITS
IS HERE!

640 pages 7 x 9% AImost
600 photographs

“Definitely a hit. It's not
only a great reference
work, it's fun to read.”
DICK CLARK

o wnie
Biliboard Publications, Inc.
1515 Broadway
New York, N.Y. 10036
Attn: Jeft Serrette
Direct Marketing Dept.

TAPES

CASSETTE TAPE
SECURITY DEVICES
DESIGNED FOR RETAIL OUTLETS
EASY TO USE INEXPENSIVE
REUSEABLE & DISPOSABLE

-FOR SAMPLES AND PRICES-
CONTACT
C & D SPECIAL PRODUCTS
309 SE QUOYA DRIVE
HOPKINSVILLE KY 42240
502/885-8088

TALENT

SONGWRITERS

HELP WANTED

SONGWRITERS!

® | can save you money!
* You can target your market with a customized
demo!
* We can make your dream a reality!
For full info send SASE to:
HIT'"MAN PRODUCTIONS
1420 Park Ave.
Novato CA 94947
{415) 897-0881

WORDS SET TO MUSIC; reasonable rates, M. Bal-
dwin, 207 S. Wabash, # 301, Chicago IL 60604.

SONGWRITERS
Looking for hit pop, rock/dance rock material
for master recording. Submit you BEST tunes
to:
Scott Silbert
Holy Toledo Productions
40 West 76th St., Apt. 6A
New York, NY 10023

ATTENTION POP ARTISTS
SHANE PRODUCTIONS

SEEKING NEW TALENTS (solo,
duo or group), with original concept
and/or songs. Send material (demo
tapes, VHS, photos) to:

Shane Productions
8530 Wilshire Blvd.
Suite # 309
Beverly Hills CA 90211

BLANK AUDIO & VIDEO CASSETTES
21ST ANNIVERSARY
LOWEST PRICES IN TOWN
* Audio C * Video C
* Mastering Tapes ¢ 8 Tracks
Don't Detay—Catl Today! For More Information
Andol Audio Products, Inc.
4212 14th Ave., Brookilyn, NY 11219
Call Toll Free—(800) 221-6578
N.Y. Res.
(718) 438.7322

TALENT

PRO DRUMMER
AVAILABLE

Excellent Credits - Strong Pop/Rock Im-
age - Ambitious Team Player - Well
Equipped - Available Immediately for Hot
Commercial Pop/Rock Group w/Man-
agement and Major Label. Top 10 Mind-
ed Pros Only Please.

Box #7676
Billboard Magazine
1515 Broadway
New York, NY 10036

GOING ON TOUR?

New York bassist seeks upcoming band.
Have professional attitude and tour en-
durance with strong hard rock image.

Brian Connolly
¢/o V-Rock Productions
314 W. 53rd 8L
New York, NY 10019
(212) 484 2588/24 hrs.

EXPERIENCED MUSIC
AGENT WANTED
NO PHONE CALLS PLEASE.
SUBMIT RESUME TO:
Pegasus Entertainment
1901 Ave. of the Stars

Suite 1774
Los Angeles CA 90067

RECORD COMPANIES
DOES YOUR A&R DEPARTMENT
NEED A UNIQUELY GIFTED
SONG CONSULTANT

Superior ability to decide what will sell
and what won't. Simple test to evaluate
my talent available upon request.

(904) 343-5370
After 6pm Est.
317 Kentucky St.
Tabares, FL 32778

Attn: Donna/Jay

SONGWRITERS

YOUR TUNES CAN WORK FOR YOU!
Receive your high quality demo for only $95 per
song. Marketing Assistance available for strong
songs.

Call or Write for brochure:

Easton One Productions
P O Box 30682
Bethesda, Md. 20814
(301) 493-6440 BMI affiliated.

INVESTORS
WANTED

MAGNIFICENTLY ENGINEERED AND
EQUIPPED RECORDING STUDIO
PRESENTLY BEING INCORPORATED,
SEEKING INVESTOR WITH $10,000. to
$25,000.

Call:

(818) 363-0636

EXCITING FEMALE ARTIST with major credits, in-
cluding MTV seeks investors for multi-media music
project. Call Lisa Davis (212) 868-1161.

HELP WANTED

EXPORT

We are one of the largest
exporters of records &
tapes. We need an expe-
rienced person to develop
and maintain new busi-
ness. We are expanding
and the opportunity is ex-
cellent. Please reply in
confidence to:

Gene Fink
(718) 786-7667

RECORD/PRC BUYER

Experienced LP, cassette, CD and PRC
negotiator/buyer needed by national
specialized wholesaler.
Mr. Jacobs
Professional Media Service Corp.
1448 W. Rosecrans, Gardena, CA 90249
(213) 532-9024

BILLBOARD ADVERTISING SALES:

If you have significant experience in re-
cord promotion and/or radio program-
ming with knowledge of major label pro-
motion activities and are an aggressive,
sales-oriented self-starter.

Call Gene Smith

(212) 764-7514

DJ WANTED - Interviewing tor new dance club.
Please send tapes and background to: P.O. Box
84184, Los Angeles, Ca. 90073.

BILLBOARD BUYER'S GUIDE
AD SALES - NEW YORK:
Part-time or full-time beginning June permanent
or temporary. Sales experience and knowledge
of record/video industries required.

Call Norm Berkowitz
(212) 764-7330

or
John Bahcock Jr.
(212) 764-7748.

POSITIONS WANTED
e ES T

MANAGER

n b

Bilboard Magazing
1515 Broadway
Mew York HY 10038

REAL ESTATE/FOR
SALE/LEASE

JULY 4th WEEKEND - 2 bedroom apartment with
private roof deck available. Full view of harbor, Stat-
ue of Liberly. Buitding on Promenade, Brooklyn
Heights. (718) 858-0993.

9000 SUNSET BOULEVARD

e Prime musiC industry location

e Floor to celing windows-impres-
Sive views

e 24 hr secunty

e 500 to 6000 sq. ft. suites avail-
able

Exclusive leasing agent - Los Ange-
les Realty Services - Lark Chnisten-
sen/Sandra Wruck

(213) 274-6855

MILLION DOLLAR HOME in Marin $675,000. Must
sell-DIVORCE. § bedroom soundproof recording
studio, gymnasium, great views, 6.5 acres. Call: Kir-
sten, TRI, {415) 924-7600.

SCHOOLS &
INSTRUCTIONS

Music Business/Video Careers!

STUDY IN ATLANTA OR FORT LAU-
DERDALE. LEARN recording studio tech-
niques, video production and much more The
Music Business Institute prepares you for exciting
marketing. management and technical careers.
Top pro training in concert production, artist
representation, retail/wholesale, promotion/
marketing. copyright laws, publishing, much
more. Employment assistance. financial ad avail-
able. Call toll-free 800-554-3346, or send for
free career guide (indicate campus choice.
phone. and year of H S. graduation} to: MBI,
Dept. 23, 3376 Peachtree Rd., Atlanta, GA

30326.

Billboard

CHART
RESEARCH
PACKAGES

The definitive lists of the
top hits year by year,
through the entire history
of the Adult Contemporary
Singles charts.

Based on the authoritative
statistical research of the
music industry’s foremost
trade publication.

THREE TITLES
AVAILABLE:

Number One Adult
Contemporary Singles,
1961 through 1985.
Lists Billboard issue date,
title, artist and label of the
number one record of each
week. $30.00.

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

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

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

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

Please send me the follow
ing Billboard Chart
Research Packages
G-1 O Number One Adult
Contemporar
Singles @ $30.00
G-2 O Top Ten Adult
Contemporar
Singles @ $30.00
G-3 O Top Adult Con-
temporary Singles
Of The Year
@ $30.00
O Individual yearly
lists from
(please list book
code number) for
please
list vear(s) desired.
Check or money order 1s
enclosed in the amount of:

(Sorry. nu C.O0.D. ur bilhng 1

Name

Company
Ad_dress

City, State, Zip

Overseas air mail rates available
upon request

All sales are final.
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{#)‘Il‘(é WESTWOOD ONE PRESENTS

RADIO CONCERT EVENT OF THE YEAR

A CONSPIRACY OF HOPE
for

AMNESTY INTERNATIONAL

JUNE 15,1986

Bryan Adams
Joan Baez
Peter Gabriel

The Neville Brothers

As the official radio network of the historic six-city
A Conspiracy of Hope tour to benefit Amnesty Inter-
national, Westwood One proudly invites you and your
listeners to join us June 15 for a live broadcast of the
year's most important musical event: the tour's climactic
concert at Giants Stadium in East Rutherford, New
Jersey, featuring an incredible lineup of rock & roll super-
stars and celebrity hosts including Mia Farrow, Anjelica
Huston, Madonna, Sean Penn and Mery!| Streep.

We're making this spectacular concertavailable live via
satellite in digital stereo to any radio station on a
non-exclusive basis, with our fleet of mobile recording
studios and a seasoned team of concert broadcast pro-
ducers on hand to deliver this event as only Westwood
One can.

And as anticipation builds for the tour’s finale,

Lou Reed
Sting
U2
and more

Westwood One will be delivering exciting via-satellite
tour reports every day from Westwood One's London
Correspondent Roger Scott, who will be travelling with
the tour from the opening date June 4 in San Francisco all
the way to Giants Stadium. Westwood One will also
be providing station affiliates with a special series of
celebrity PSAs detailing Amnesty International’s Nobel
Peace Prize-winning work on behalf of human rights and
prisoners of conscience throughout the world.

A Conspiracy Of Hope is rock & roll's way of raising
awareness of and funds for Amnesty International
(for more info about the organization, call (800}
253-1100). Show your station’s support by joining
the Conspiracy — contact your Westwood One Station
Sales Representative at (213} 204-5000 or Telex
4996015 WWONE.

/AN
WESTWOOD ONE RADIO NETWORKS
\/AY

www americanradiohistorv com
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BY MIKE HENNESSEY

he combination of
a robust economy and the regeneration of
interest in recorded music sparked by the
advent of the compact disk are seen as the
prime reasons for the West German record
industry's heartening growth in 1985, after
a three-year period of stagnation.

Figures recently released by the West
German IFPI group show that sales of
sound carriers in the republic last year were
10.2% up on the figures for 1984 at just un-
der 2.5 billion Deutschmarks ($1.4 billion),
of which 90% ($923 million) was achieved
by companies in membership of the
Bundesverband der Phonographischen
Wirtschaft (the German record industry fed-
eration). The balance of $114.5 million was
accounted for non-affiliated companies, di-
rect imports by retailers and counterfeit
product (which is estimated to represent be-
tween 20% and 30% of total sales).

Other contributory factors to upturn were
a surge of creative vitality and a high level
of managerial vigor displayed by a new,
young generation of managing directors
who are committed to running lean, cost-ef-
fective companies and to skillful marketing
and promotion.

Although the biggest unit gain among
sound carriers was in the prerecorded cas-
sette configuration (15% up on 1984 at
45.3 million), this is to a certain extent the
result of special campaigns by WEA and
CBS, companies which have sought to haul
the cassette from what EMI chief Wilfried
Jung calls “the retailing ghetto.” The cas-
sette in Germany has traditionally been the
poor relation of the LP—but an expensive
poor relation, sometimes costing as much
as two dollars more than its vinyl counter-
part. The cassette is almost never discount-
ed in Germany and retailers have a long-
standing prejudice against it because of its
vulnerability to pilferage.

There are sections of the record industry
which have tried to promote the cassette as
the paperback of the sound carrier market,
and while this approach has had undoubted
short-term success, the general view is that
the growth will not be sustained. The doubt-
ers point to the severe decline in the rate of
expansion of the prerecorded cassette mar-
ket in the U.S. last year.

In the singles segment of the market,
sales have remained static, a decline having
been avoided by the maxi-single boom. In
1984, maxi-singles accounted for 10.6 mil-
lion units, 21% of a total singles market of
49.6 million. In 1985, while unit sales of 7-
inch singles slumped to 34.6 million (from
39 million), maxi-singles sold 15 million
units (30% of the total) thus keeping total
single sales stable at 49.6 million.

The maxi-single boom is largely seen as
evidence of a general quest for better quali-

*INDUSTRY SCENTS THE SWEET SMELL OF SUCGESS

ty recordings, to say nothing of value for
money represented by six minutes of music
for six marks ($3.35).

Album sales were up 3% at 65.7 million
units and a major factor in this increase was
the improvement in the sales of classical
music. While pop album sales were up just
2% over 1984, sales of classical LPs showed
a healthy 15% increase at 12.1 million units.
And in the cassette field, classical sales were
up 27%. This gave classical music a market

DIE BRANCHE WITTERT
MORGENLUFT*

& SWITZERLAND

share, at retail value, of 11.5%.

The chief stimulus to the classical sales
boom has been the compact disk. Compact
disk sales accounted in 1985 for 10% of the
record industry’s turnover—and every
fourth CD bought in Germany is a classical
recording. Unit sales of CDs in 1985 were
6.7 million, a 131% increase over 1984,

Says Wilfried Jung, “While | believe the
black disk will continue to be the backbone

of our business for at least the next four

A BILLBOARD SPOTLIGHT

years, we are going to see a continuing sub-
stantial growth in the CD market and I'm
sure this will help the German market
achieve a further sales increase in 1986—
probably of around 5%.

“CD has brought back the ‘lost’ consum-
er, and a good proportion of sales of this
carrier represent replacement of some of
the favorite repertoire which consumers
have on conventional LPs.”

At present the CD emphasis is on classi-
cal music and jazz because these music ar-
eas tend to have a large proportion of high
fidelity masters; but the repertoire range will
broaden as the production bottleneck is
overcome and as CD player penetration de-
velops.

This boost for back catalog is a source of
considerable gratification to an industry
which has witnessed a savage erosion of
catalog sales over the last 10 years.

West Germany remains Europe’s most
friendly market to intemnational repertoire,
with foreign music accounting for*76% of
the singles market and 70% of the LP mar-
ket. This dominance of international reper-
toire has long been a feature of the German
market, and has been sustained by the pre-
eminence of the non-German multination-
als and by the massive Anglo-American bias
of radio programmers. Just recently, how-
ever, there have been signs of a modest con-
sumer backlash and a press campaign to
give a more equitable level of exposure and
promotion to domestic artists and reper-
toire.

The increase in sales of recorded music in
1985 is not the only evidence of an increas-
ingly music-hungry public. Sales of music
books and magazines are booming, and
there is a tremendous growth in the sale of
electronic keyboards. (This to the detriment
of the guitar industry which had one of its
worst ever years).

“The keyboard boom is not only good for
the musical instrument industry,” says pub-
lisher Dr. Peter Hanser Strecker, president
of B. Schott’s Sohne, “but also good for the
publishers of sheet music, which is an in-
creasing source of income.”

There is a growing market, too, in the
concert area and most publishers are find-
ing that performance royalties are produc-
ing a growing percentage of their turnover.
In fact, GEMA has reported that its perfor-
mance income was up by 8% in 1985, rep-
resenting 42% of its total in come. Mechani-
cal royalty income, on the other hand, while
slightly improved, is still in general decline
at 44% compared with the level of 50%-plus
a few years back.

Although part of the increase in perfor-
mance royalties is accounted for by in-
creased tariffs, there is still a tremendous in-

(Continued on page G-16)

CLOCKWISE FROM TOP LEFT: JAMES LAST, FALCO, C.C. CATCH, MODERN TALKING, A