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GDV Rollout Will Come In
A Sprinkle, Not A Shower

BY STEVEN DUPLER

NEW YORK The audio/video
hardware and software manufac-
turers cooperating in the promotion
of compact disk video were sched-
uled to meet Monday (17) in Las Ve-
gas to revise their timetable for an
industrywide launch of the new con-
figuration.

At the Chicago Consumer Elec-
tronics Show in June, most of the
firms involved with CDV were pre-
dicting a full-scale launch for some-
time this fall. But according to John
Messerschmidt, coordinator of the
joint CDV effort, although “there
will still be a fall launch, obviously,
not everybody is ready. We only
started this in April, and some peo-
ple are able to move faster than oth-

Movie Music
Flexes Summer
Chart Muscles

BY STEVE GETT

NEW YORK The charts are alive
with the sounds of movies.

The annual rollout of summer
soundtracks has produced three
bona-fide hits on the Top Pop Al-
bums chart: “Beverly Hills Cop II,”
“Who’s That Girl,”” and “La
Bamba.” And on this week’s Hot
100, the title songs from the last
two films have rocketed to Nos. 1
and 2, respectively.

With more than a half dozen mov-
ie-associated albums still to come—
and several just out—this year’s
soundtrack picture is looking partic-
ularly bright.

As with any other summer,

(Continued on page 106)

ers.”

Messerschmidt, a former Magna-
vox executive, says he does not ex-
pect to see a ‘‘full, industrywide
product rollout” until at least the
second quarter of 1988.

The first software should appear
in October, he says, from “perhaps

(Continued on page 106)

VSDA Meet Addresses Industry’s Growth
Dealers Face Vid ‘Maturity’

BY AL STEWART

NEW YORK Either grow or go.
That’s the message retailers attend-
ing the sixth annual Video Software
Dealers Assn. convention are likely
te hear repeated throughout the
four-day confab Sunday-Thursday

(16-20).

As the pace of the industry quick-
ens and competition for the consum-
er’s entertainment dollar reaches
the boiling point, retailers seeking
to maintain the status quo may find
their road a rocky one.

“You have to change in order to

Distrib Discount Does It For ‘Dundee’

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

NEW YORK An extra discount for
video distributors, which brought
their wholesale costs in line with
rackjobbers, has helped Paramount

Cassettes, and Compact Discs.

Home Video’s “Crccodile Dundee”
bite into a larger portion of this
summer’s video market.

Originally, racks were to get the
title at 43% off its $29.95 retail list;
distributors were scheduled for a
40% break. But, in midstream, Para-
mount eliminated the 3% differen-

ADVERTISEMENTS

tial when it announced that any
wholesaler—distributor or rack—
that makes its quota will be entitled
to the 43% mark. The move brought
the title’s cost down to $17.07.
The elimination of the 3% differ-
ential between distributors and
(Continued on page 105)

Ccisns > Ghosts

SWING OUT SISTER "BREAKOUT"! “Breakcut" (888 016-7),
the first single from thelr debut LP “It's Better To Travel"

(832 213-1) is a mu ti-format hit. Swing out Sistar—the worst
kept secret in the bast dressed world. On Mercury Records,

intriguing and sure-footed bands to come out of America n
years. ""/ELVET KISS, LICK OF THE LIME". Their debut album.
Accessible but all it's own. Bristling with raw energy. Includes

' Mary Goes Round”, “Contradiction”, and “Passion”. On
EMI-Manhattan Cassettes (E4X-46959), Compact Discs
(ECT-46959) and Records (ELX-46959).

compete,” says Jack Messer, owner
of the Video Store in Cincinnati.
“You’re looking at the start of a ma-
turing industry. There is no reason
retailers can’t succeed—if they run
their stores like a business.”

Messer, who was elected presi-
dent of the VSDA at the trade
group’s first convention in 1982,
says that opportunity still abounds
for shrewd retailers who can keep
their customers excited.

While the phrase “maturing in-
dustry” has been used to describe
home video for the past two years,
the evidence at this show will be
most compelling. Consider, for ex-
ample, the prospect of Jack Valenti
giving a kevnote speech,

(Continued on page 106)

$20 Million
Promo Set For
Disney Video

BY JIM McCULLAUGH

LOS ANGELES ‘“Lady And The
Tramp,” the leading holiday title
from Walt Disney Home Video, is
being backed by more than $20 mil-
lion in marketing support from Dis-
ney, McDonald’s, and the American
Dairy Assn. The campaign is be-
lieved to have the biggest budget
ever set for a single video release.

The three-way alliance under-
scores the industry trend toward
promotional tie-in partners for ma-
jor home video releases, rather than
commercials.

An estimated 30 million cassette
rebate coupons worth $3 will be dis-
tributed from Nov. 20 through

(Continued on page 104)
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Reprise Readies A Big Reprise
Artist Roster Already In Place

BY DAVE DIMARTINO

VOLUME 99 NO. 34
VSDA CONVENTION PREVIEW

Throughout its short but volatile history, the prerecorded video business
has been stubbornly stuck on fast-forward. Al Stewart reports on the lat-
est home video trends in this special section. Follows page 60

VSDA Directors, Chapters In Spotlight
Retail editor Geoff Mayfield talks to the four dealers who recently won
election to the VSDA board of directors. In addition, a complete directory
of the VSDA chapters nationwide has been compiled. Pages 62, 68

‘LA BAMBA’ BOWLS OVER RADIO

“La Bamba" is provingitself to be the ultimate crossover record, garner-
ing play on country and Latin stations and practically every format in be-
tween. Carlos Agudelo looks at its reception in the Latin community in
his column, La Radio Latina. Page 84

EI/A Has Second Thoughts On DAT Study

The Electronics Industries Assn. is reconsidering its offer to finance in
part a study, to be conducted by the National Bureau of Standards, of
the CBS Copycode system. Is Horowitz has the details. Page 108
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LOS ANGELES Reprise Records
returns this week as a full-line rec-
ord company, with a newly recruit-
ed field promotional staff and artist
roster already in place, and ambi-
tious plans for future expansion.

Mo Ostin, chairman of Warner
Bros. Records and a founding offi-
cer of the original Reprise label,
calls the line’s reactivation the re-
sult of his company’s sustained suc-
cess and a desire for increased ex-
pansion. The long-term objective, he
says, is to establish another label
“comparable” to Warner Bros.

““We’re probably off the best
three years in our history,” says Os-
tin. “We recognized that we were
pretty much at the top of our game,
that we might be peaking in a
way—and we tried to consider how
we were going to grow beyond the
levels at which we were perform-
ing.” Because the record industry
itself seemed to be healthy and
Warner Bros. was also “enormously
healthy,” says Ostin, ‘it seemed
that there was some approach that
we could take if we reinvested by
expanding our organization, to en-
able us to get even bigger.”

After continued discussion—
which included consideration of re-
viving the name of the company’s
onetime subsidiary, Loma—the Re-
prise label “made the most sense
for us,” says Ostin.

As an immediate result, Rich Fitz-
gerald, former vice president of pro-
motion at Warner Bros., has been
appointed vice president/director of
promotion for the new Reprise la-
bel, overseeing a staff of 25.

Furthermore, an initial Reprise
artist roster has been drawn up,
which includes both new signings
and “transfers” from Warner Bros.
and its associated labels. Included
on the roster are Simon F., the Bo-
Deans (on Reprise/Slash), the
Dream Academy, Taja Seville (on
Reprise/Paisley Park), Rosie Flo-
res, Roger Troutman, and Dwight
Yoakam.

The creation of a promotion staff
is the first step in re-establishing
Reprise as a full-service record la-
bel, says Ostin. Citing the label’s
past history—where a healthy, com-
petitive situation existed between
the separate Reprise and Warner
Bros. a&r departments, but all oth-
er label services were shared—Os-
tin says the company is hoping for
more distinct label identities. “What
we're thinking about here, if it de-
velops the way we hope it will, is
that we’ll have far more depart-
mernts and functions and much more
separateness than we had with the
original Reprise and Warners,” he

says.
Another factor in the decision to
revitalize Reprise was the potential
for not only market-share growth,
but “people growth,” says Ostin.
“If you set up another label, you're
giving shots to people who might
not otherwise be able to grow with
the company because other slots are
filled. And although people move
on, as was the case with [current
Capitol Records president] David
Berman or [current Virgin Records
co-managing director] Jeff Ayeroff,
that doesn’t happen very often.
“We’ve got an incredible stability
(Continued on page 104)

NEW YORK The principal speak-
ers and panelists have been an-
nounced for the annual seminar
“Sponsorship In The Entertainment
& Leisure Industry,” to be held
Sept. 27-29 at the Fairmont Hotel,
Dallas.

The three-day event, co-spon-
sored by Billboard and its sister
publication Amusement Business,
will be attended by record company
executives, talent agents and man-
agers, corporate marketing execu-
tives, video companies, radio promo-
tion directors, music and sports
marketing agencies, advertising
and marketing agencies, public re-
lations firms, and promoters and
producers of events.

The seminar will focus on a vari-
ety of topics, including the follow-
ing:

® The role of music marketing in
artist development.

® Target-market sponsorship
strategy.

o Creating self-liquidating spon-
sorship programs.

¢ Pricing, negotiating, and pro-

Sponsorship Seminar
Panelists Announced

motional development of music
sponsorships.

¢ New directions in video spon-
sorship.

® Reaching the college market at
local, regional, and national levels.

® Consumer promotion pro-
grams.

® Market-by-market sponsorship.

® Business-to-business marketing
case studies.

Among the speakers and panel-
ists: Philip Bloom, Burson-Mar-
steller; Perry Cooper, Atlantic Rec-
ords; Julie Cordry, Miller Brewing;
Geoffrey Drummond, Drummond
Divine Co.; Joanne Engelhardt,
Hewlett-Packard; Joe Jeff Gold-
blatt, The Wonder Co. Inc.; Eric
Graves, Texaco; Bob Halford, State
Fair of Texas; Donna-Ann Hayden,
Glenmore Distilleries; Mark
Hersch, Pace Management; Tony
Hobson, Hobson, Barnes & Asso-
ciates; Jeffrey K. McElnea, Einson
Freeman; Ann Francis Oakes, The
Marketing Consortium; Michael L.
Omansky, RCA Records; Brian Par-

(Continued on page 106)

‘E.T.,” ‘Rocky Horror Picture Show’ Top Some Lists
Dealers Dream: If Wishes Were Videos . . .

BY IRV LICHTMAN

NEW YORK Video dealers, while
acknowledging a steady release
schedule of catalog titles, still have
a sizable wish list they would like to
see on their shelves.

“The list gets lighter every year,
of course,” says Steve Burns, presi-
dent of RKO Warner Theatres Vid-
eo, with 20 stores in the New York
metropolitan area, ‘“‘but there’s
plenty of titles in demand. A genre
I'd like to see titles from are Broad-
way shows as actually presented on
stage. We're always asked about
them.”

Burns would like to see three Hol-
lywood movies released for home
video: ““The Manchurian Candi-
date,” the 1962 film starring Frank
Sinatra, “The Rocky Horror Picture
Show,” produced in the UK., and
UE.T.,!

At New Video, with four stores in
Manhattan, Steve Savage, presi-
dent, and Michael Pollack, executive

vice president, are happy that a
prime wish-list title is about to be
released by Paramount, the classic
ballet feature “Red Shoes,” which is
New Video’s most-requested cus-
tomer title among unavailable old-
ies.

Savage and Pollack also say they
have gotten many requests for Ber-
nardo Bertolucer’s “1900”; the '60s
cult film “Riot On Sunset Strip”’;
“Black Orpheus,’” the Brazilian
classic once on CBS/Fox but no
longer available; ‘‘Five Easy
Pieces,” starring Jack Nicholson;
the John Sayles-directed sleeper
“Baby, It’s You’’; Walt Disney’s
“Fantasia,” first released in 1940;
and two other foreign features, “Sa-
tyricon”” and “Bread And Choco-
late.” Savage and Pollack also say
““Manchurian Candidate” and
“E.T.” have been much requested.

Pollack says studios need more
feedback from customers and video
store personnel to keep unreleased
titles under consideration. Acknowl-

edging manufacturers’ desire to
pool many catalog titles as part of a
promotion, Pollack says some- good
titles do get lost in the shuffle. He
cites other instances, however,
when good results came from pro-
motions focused on actors, like the
simultaneous release of two movies
starring Robert De Niro, “Once
Upon A Time In America’’ and
“Mean Streets.”

Brad Kinzback, director of distri-
bution and inventory at Blockbuster
Video, a national chain of 82 units,
says the web gets feedback on cata-
log releases from “special request”
sheets in each store. He, too, would
like to have “E.T.” and the cult clas-
sic “Rocky Horror Picture Show.”
He would also like to see the release
of such films as “The Apartment,” a
1960 film starring Jack Lemmon,
previously released but currently
unavailable; 1950’s “Harvey” with
James Stewart; 1942’s “Pride Of
The Yankees” starring Gary Cooper

(Continued on page 102)
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Yendors Encourage Rental Venture At Meet
Target Broadens Its Video Goals

BY EARL PAIGE

MINNEAPOLIS Making a bid to de-
velop its image as the leading U.S.
discount department store in trendy
merchandise, 252-unit Target is en-
larging its video presence in major
ways.

The chain generally is putting
more emphasis on several areas of
prerecorded software—especially
compact disks. The vigorous thrust in
video was described at the first video
seminar at the annual convention of
the chain’s Jetco supply wing, held
here Aug. 58 at the Airport Hilton.

At the event, which drew 250 staff
and supplier delegates, Bill Veene-
man, director of Jetco, explained sev-
eral elements of Target’s record
growth, including an expected $5 bil-
lion in sales this year.

The upbeat angle for home enter-
tainment software suppliers is the
$110 million portion of total sales for
Jetco departments, which boast an
overall growth rate “in excess of

Labels Win
Suit Against
Counterfeiter

NEW YORK Four labels were
awarded the maximum in statu-
tory damages for civil copy-
right infringement in U.S. Dis-
trict Court in Los Angeles July
21.

Sources close to efforts to
fight record counterfeiting
could not recall an instance in-
recent memory in which a coun-
terfeiter received a maximum
fine, which amounts to $50,000
per infringement under civil
penalties.

Steven J. Bennett, a counter-
feit cassette manufacturer, was
ordered by Judge William D.
Keller to pay a total of $300,000
for the infringement of six
copyrighted sound recordings
owned by CBS Inc., Atlantic
Records, Elektra/Asylum/
Nonesuch Records, and Warner
Bros. Records.

The labels had filed a civil
lawsuit on Sept. 24, 1986, charg-
ing infringement by Bennett on
product by such artists as Phil
Collins, Power Station, Prince,
Barbara Mandrell and on the
soundtracks to the films “Night
Shift”’ and “The Last Dragon.”

The civil action followed a plea
of guilty by Bennett to one count
of criminal copyright infringe-
ment on Nov. 18, 1985. This re-
sulted in a fine of $3,000 and a
suspened sentence with three
years of probation. Included in
the plea were the same six titles
that formed the basis of this civil
action and judgment.

Bennett’s eriminal indictment
stemmed from an FBI raid on his
premises, resulting in the sei-
zure of about 9,000 counterfeit
tapes, 100,000 cassette insert
cards, 400,000 labels, 12,000 cas-
sette boxes, and four high-speed
duplicating machines.

IRV LICHTMAN

25%,” said Veeneman. “We're one of
the five fastest-growing [Target] di-
visions.”

A portent of further growth in vid-
eo for Target emerged during the
video seminar, in which several ven-
dors urged Target to consider a rent-
al department.

Both Veeneman and Doug Harvey,
Jetco buyer, reacted sympathetically.
“With 200 million people moving
through [Target] annually, we have
the potential. No question about it,”
said Harvey, at the helm of a video
round table, which focused predomi-
nantly on sell-through.

The challenge to consider rental
was posed by Saul Melnick, president
of Tri-Star Home Video. “Do you
want to be only a part of a §7 billion
annual business?” he asked. ‘“You've
got the traffic and space [for rent-
al].”

George Port, general manager of
Video Treasures, then identified oth-
er discount department stores scor-
ing in rental, including Wal-Mart,
Shop Co, Smitty’s, and Lechmere.

Dave Mount, vice president of

sales at Warner Home Video, pointed
to the significance of Lechmere being
a division of Target parent Dayton
Hudson. “You have only to look to
your own cousin to see how it’s
done,” he said.

Target’s emphasis on video is seen
in its main-aisle positioning of video
and compact disks for maximum ex-
posure, use of four overhead moni-
tors playing custom-produced videos,
and dynamic displays of videocas-
settes. Library-style shelving for vid-
eo will be in all stores by October,
said Harvey.

Veeneman—leading his second
convention since assuming the direc-
tor post just prior to last year’s
event—said he believes suppliers are
now realizing “just how much of the
country we're active in.”

With 73 new stores planned for this
year, including 55 in California, Tar-
get's markets show major concentra-
tion in the Midwest and Southwest.
And along the West Coast, there are
so many stores that a sixth distribu-
tion center will bow soon in Sacra-
mento, Calif.

Freston New MTV Net GEO

Title Comes With Exit Of Roganti

NEW YORK Tom Freston, who
since September has shared the title
of co-president of MTV Networks
with Bob Roganti, has been named
president and chief executive offi-
cer of the Viacom International Inc.
subsidiary.

After the departure nearly a year
ago of former MTV chairman and
CEO Bob Pittman, Freston was ap-
pointed president of a new entity,
MTV Networks Entertainment. At
the same time, Roganti, formerly
head of advertising sales for MTV,
was named president of MTV Net-
works Operations.

The two divisions served as the
“left brain/right brain” segments
of MTV Networks, one handling
programming, acquisitions, and cre-
ative elements, the other, sales and
marketing efforts.

With Freston’s new title comes
word of Roganti’s departure from
MTV; he has not yet announced his
plans, but says he will announce his
next moves in about three weeks.
Sources say that Roganti will likely
stay in the television industry, but
not necessarily in the music busi-

ness.

Freston’s major goal—and one of
his primary achievements while
running the entertainment divi-
sion—is the continued global expan-
sion of MTV Networks. Under his
direction, the company launched
MTV Europe Aug. 1 (Billboard,
Aug. 8) and had previously estab-
lished program-licensing arrange-
ments in Japan and Australia.

Freston has served in a number
of capacities during his seven-year
tenure with MTV Networks and
Warner Amex Satellite Entertain-
ment (MTV’s previous owner). He
has held positions in the sales, mar-
keting, and programming areas. He
was also senior vice president and
general manager of MTV, a post
now held by Lee Masters.

Freston was responsible for one
of MTV’s most effective consumer
advertising efforts, the “I Want My
MTV” campaign.

Freston will continue to report to
Ken Gorman, executive vice presi-
dent of Viacom International and
chairman of the Viacom networks
group. STEVEN DUPLER

Billboard Promotes Three

NEW YORK In a series of moves,
three key Billboard staff members
have been promoted.

Jean Rosenbluth becomes news
editor, responsible for directing
staff coverage of events and trends
in music and home video. She has
been a copy editor with Billboard
since January 1986. Rosenbluth will
continue as East Coast coordinator
of album reviews.

Peter Kobel becomes senior copy
editor, responsible for direction of
copy-desk operations. Kobel joined
Billboard from Advertising Age in
May 1986 as a copy editor.

Linda Moleski is promoted to re-
porter. Moleski has been an editori-

al assistant at Billboard since April
1985. She will continue to write the
Grass Route column, which covers
news of independent labels and dis-
tributors, and the On The Road col-
umn, which reports on touring and
venues.

Drew Wheeler joins the staff in
New York as administrative assis-
tant. Wheeler comes to Billboard
from Artists International Repre-
sentatives, a New York press rela-
tions firm. He has written for
Creem, New York Rocker, Spin,
BAM, Music Connection, and oth-
ers. Under the name Chris Crocker,
he has written books on Cyndi
Lauper, Def Leppard, and Wham!

George Wants It. Executives of the CBS/Records Group recently met with
Columbia recording star George Michael, center, to plan the development of his
career as a solo artist and to celebrate the success of his hit single “| Want
Your Sex.” Pictured are, from left, Paul Russell, managing director of CBS
Records U.K.: Al Teller, president of CBS Records; Michael; Walter Yetnikoff,
president, CBS/Records Group; and Bob Summer, president of CBS Records
International. .

EXECUTIVE TURNTABLE

RECORD COMPANIES. Sue Satriano is promoted to vice president of public rela-
tions and communications for EMI Music, North America and Japan, based
in Los Angeles. She was director of that division.

Elektra Records promotes Earl Hutchinson to national director of pro-
motion & marketing and Joe Morrow to national director of special mar-
kets, West Coast. Both were promotion marketing managers for the East
and West Coast, respectively. Also, Cindy Parker-Cook is appointed pro-
motion marketing manager for the Los Angeles market. She was national
coordinator of promotion for the label.

Doug Daniel is named national director of r&b promotion for Arista Rec-
ords in New York. He was senior national director of promotion, special

e
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SATRIANO MORROW

markets, for Elektra Records.

Epic/Portrait Records appoints Bob Pfeifer and Margot Core managers
of a&r for the West and East Coast, respectively. Pfeifer is a recording art-
ist on Passport Records. Core headed an artist management and consulting
firm, Core Arts.

Windham Hill Productions in Los Angeles names Rich Schmidt director
of national promotion. He was national promotion manager for its Open Air
label. Additionally, John McNamara and Roy Gattinella are appointed re-
gional managers for the Midwest and Western regions, respectively. McNa-
mara served in a similar post at RCA Records Nashville. Gattinella was
upped from director of alternative sales and marketing.

Virgin Records in Los Angeles appoints Jean Pierre as r&b promotion
operations manager. She was director of operations, black musie, for Aris-

DANIEL

CORE

LAMBERT FRESTON

ta. The label also appoints the following regional promotion managers:
Anita Cloud, based in Atlanta (covering the Carolinas); Roland Edison,
Dallas; India Graves, Atlanta (covering Georgia, Florida, and Alabama);
Gary Harris, New York; Daria Langford, Chicago; Nat Martin, Lanham,
Md.; Chuck Rush, Los Angeles; and Dave Rosas, Detroit.

Lisa Dulebohn joins Atlantic Records in New York as video producer.
She was assistant producer for SSC&B Advertising.

Sleeping Bag/Fresh Records in New York makes the following promo-
tions: Virgil Simms as national director of promotion; Tita Gray, national
dance and 12-inch promotion director; and Millie Walker, video promotion
director. Simms was regional marketing and promotion director. Gray was
regional radio and retail promotion manager. Walker will continue as re-
gional radio and retail marketing manager.

Profile Records in New York appoints Betsy Grant marketing represen-
tative. She has been with the label for the past year.

Larry Smith is named West Coast regional manager for Peter Pan In-
dustries, the Newark, N.J.-based children’s label. He was national urban
marketing manager for PolyGram.

(Continued on page 96)
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e Radio Promotion Directors CO-SPONSORED BY MOBILE-VISION ¢ New Directions in Video Sponsorship

Sessions 1:30 pm— 6:00 pm s hi k Local
® Music and Sports Marketing Agencies Reception 7:30 pm— 9:30 pm Reaching the College Market at Local,

Regional and National Levels

. ) CO-SPONSORED BY ADOLPH COORS CO. X
® Advertising and Marketing Agencies ® Consumer Promotion Programs
Tuesday Sessions 8:30am-12:15pm )
e Public Relations Firms Sept. 29 gungh ]124;})5pm— 31 :4455pm ® Market by Market Sponsorship
assions . pm— : pm . . .
®
® Promoters and Producers of Events Seminar ends at 4:00 pm Business to Business Marketing Case Study

SPEAKERS (parial List

® Michael Omansky, RCA Records ® Eric Graves, Texaco USA ® Brian Parrott, Lovisiana Pacific

© Walter G. Wilson, MCA Records ® Joanne Engelhardt, Hewlett Packard o Jeffrey McElnea, Einson Freeman

® Perry Cooper, Atlantic Records ¢ Julie Cordry, Miller Brewing Co. ® Edward Wakeham, College Satellite Network
© Donna-Ann Hayden, Glenmore Distilleries © Phillip Bloom, Burson Marsteller ® Neil Leventhal, American Honda Motor Co.

® Paul Siegel, LBS Communications ® Rick Nelson, U.S. Fidelity & Guaranty ® Angelo Anastasio, Adidas USA

¢ Geoffrey Drummond, Drummond Divine Co. © Paul Stanley, PS Productions ® Rhonda Racz, Seagram & Sons, Inc.

® Admission to all sessions ® Two lunches, continental breakfasts ® An opportunity to meet the movers and shakers in the

® Reference materials © Two receptions entertainment, event, sport, music and video marketing industries

American Airlines is offering a 40% discount. For details call 1/800-433-1790 and refer to STAR FILE # 592652

Registration Fee — $375.00 O Check enclosed for re'gistrontﬁb A poby )
i H —_ for $ (payable to Billboard Publications Inc.
E Early registration before 8/24 — $340.00 Dt e B e ]
Nome Card#
G Title
l Compony Expires e MC Bonk#
s Address Signature
City Zi {Cardholder)
T P Registration info. for registrants outside the U.S.: All checks must be in U.S.
State Phone dollars drawn on a US. bank. You may telex 4900008016 LCS Ut for your
R Nature of Business registration if you wish to charge to your American Express, Visa or Master-
Card.
A Mail this form to: Sponsorship Seminar, Box 24970, Registration fee does not include accommodations or airfare. Can-
T Nashville, TN 37202 or call 615/748-8120 cellations must be in writing & postmarked by 9/4/87 and are subject
l - ! : to @ 20% concellation fee. Substitute registrants are accepted. Can-
Fairmont Room Rates: (] Single $95.00 [ Double $110.00 cellations after 9/4/87 will not be refunded.
0 Name Reservations will be made for you
N . . ONE NIGHT ROOM DEPOSIT REQUIRED
Sharing With

(0 Check enclosed payable to the Fairmont Hotel
Arrival Departure [ Charge to credit card above SBB







