HOST COUNTRY

TO BILLBOARD’S
1981 IMIC

SEYE R W

®

A Billboard Publication

The Radio Programming, Music/Record International Newsweekly

April 25, 1981 ® $3 (U.S))

Radio Girds For Space Age

NAB Sees Satellites, Deregulation Future

By DOUGLAS E. HALL

LAS VEGAS-—Radio broadcasters left this
town Wednesday (15) confident that recent
deregulation strides are only the beginning,
that there’s a satellite in their future and
maybe they’ll be turning all of their program-
ming over to new “radio stations in the sky”
now being touted by Kent Burkhart. Dwight
Case and others.

IMIC ‘81 Convenes

NEW YORK-The issues that will largely
determine the structurc of home entertainment
in the 1980s are paramount to the agenda of
Billboard’s I1th International Music Industry
Conference. which takes place Sunday (26)
through Wednesday (29) in West Berlin’s
Bristol Hotel Kempinski.

Crucial among these topics are the impact of

(Continued on page 78)

Although satellites do not come without
problems and growing pains (see related story,
page 20). most of the radio management at-
tending this convention were convinced dur-
ing the two-and-a-half days of workshops and
meetings that a big white dish (earth station)
will soon be necessary equipment.

Pushing this idea along are the bold plans of
Burkhart/Abrams/Michaels/Douglas & As-
soc. (Billboard, April 11, 1981) and Sunbelt
Communications, both of whom are planning
full-music formats via satellite with live jocks.

Burkhart was beaming as the convention
ended. He said. “We got 300 calls in the first
week” after plans were announced to intro-
duce twosatellite-distributed networks—onein
a country format and the other in adult con-
temporary. He reported the traffic in his Las
Vegas Hilton suite was “unbelievable. We're

(Continued on puge 15)

Indie Distribs Mull ‘Net’

DEALERS TOLD ‘GET IN’
Home Video Takes Stage
Center At NARM Meet

By GEORGE KOPP

HOLLYWOOD, Fla.—The 1981 NARM
convention may mark the official transition of
the record retail business to the home enter-
tainment software business. Of all the changes
affecting the industry. none received more in-
terest and attention at NARM than home
video. From the keynote address through the
final rap sessions, the integration of video soft-
ware into record stores was a common theme.

The activity at the convention was punc-
tuated by major developments in home video.
Magnetic Video, one of the video labels repre-
sented at NARM for the first time, announced
that in conjunction with its Beta sale (Bill-
board. April 18) Sony would distribute Mag-
netic Video sale titles to its hardware dealers.
Thesale, which drops suggested list price on 15

popular titles $20 to $39.95. was prompted by
Sony's reduction in the price of its blank
videotape to duplicators (Billboard. April 18.
1981).

In addition, Magnetic Video says it is insti-
tuting a price protection policy on the sale
price. Sale titles ordered by distributors since
Feb. 1 will be credited at the lowered price.
Distributors are urged to pass the savings on to
retailers, but one retailer says that many dis-
tributors won’t. He believes that when Mag-
netic Video launches its national advertising
campaign some consumers may find that their
video dealers will not be able to offer the sale
price.

But the biggest development in video at
NARM may be the video software suppliers’

(Continued on puge 60)

_NEWSPAPER

Robert Winters is the “Magic Man.” The title song from his debut album
Magic Man (BDS5732) propelled this gifted and versatile singer-com-
poser-instrumentalist to the top of the R&B charts, and the LP is filled with
more of the captivating soul magic that makes Winters one of the musical
finds of the year. Magic Man by Robert Winters and Fall. Featuring the new
single “When Will My Love Be Right” (BDA627). On Buddah Records and
Tapes. Distributed by Arista. (Advertisement)

Ties; Racks Lend Support

By SAM SUTHERLAND

HOLLYWOOD, Fla.—A new spirit of cooperation between rackjobbers
and independent distributors is being forged in the wake of the NARM con-
vention.

Tuesday’s (14) morning wrapup discussion for indie distributor members
saw a renewed call for closer coordination between the nation’s leading inde-
pendents buttressed by unified support from NARM’s rackjobber members.
Late the previous day, NARM'’s rackjobber advisory commirtee had voted to
cancel their own wrapup huddle, one of four scheduled concurrently for the
convention’s last day of seminars, to draw attention to their support of indies in

(Continued on puge 14)

Label, ‘Ex-Pirate’ Links In Thailand?

BANGKOK —Several of the major foreign record companies here are flirt-
ing with the idea of licensing alleged former pirates in & unique variation of
“if you can’t fight them, join them.”

The proposal was outlined at a meeting between representatives of the ma-
jors and a group of local businessmen allegedly linked to the pirate trade that
only recently has been outlawed here via royal decree and parliamentary ac-
tion. The swift turn of events swept the shelves of record and department store
racks clean of bogus tapes in the days following government affirmation of the

(Continued on puge 61)

The genius of Jim Reeves became a source of inspiration and influence to a
young RONNIE MILSAP whose musical dreams were just beginning. Now
Ronmie has.created his own “thank you'" to Reeves in his new atbum, ‘OUT
WHERE THE BRIGHT LIGHTS ARE GLOWING'—a collection of 10 Reeves’
classics including “Four Walls,” “He’ll Have to Go,” “When Two Worlds
Collide” and the current hit single, “"AM | LOSING YOU.” RCA Records
AALT 3932 (Advertisement)
(Advertisement)

With a Top-20 album headed for gold and
breaking in every major market, Loverboy
= looks like the debut smash of the year. And
they're loving every minute of it.

o “Loverboy."! Their first album, featuring

2068

————— P “Turn Me Loose” and “The Kid Is Hot, ?lc_mite’.’

Produced by Bruce ratrbairn. “Columbia” is a trademark o1 C

On Columbia Records and Tapes.

SInc. © 1981 CBSInc. 1 JL 36762
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CX System
Threat To
Audiophile?

By GEORGE KOPP

HOLLYWOOD, Fla.—The exist-
ing audiophile record labels con-
tinue to see increased saies and de-
mand for new titles, but changing
technologies raise some doubts
about the future.

The presence of CBS Records on
the audiophile panel at NARM

NARM demonstrated the ex-

tent to which quality
Report concerns have pene-
trated the industry,
but the CBS CX system may put a
severe dent in “superdisk” sales.
The CX encoded disk noise reduc-
tion system, formally introduced
here to generally enthusiastic re-
sponse, will emerge on all CBS prod-
uct. CBS is confident that it will
have other labels and hardware
manufacturers signed up to produce
records and decoders by the June
CES. Many NARM members who
heard the demonstrations of the sys-
tem expressed the hope that CX
would become an industry standard.
The widespread availability of
CX disks, which are compatible with
current hi fi equipment but will also
reduce surface noise by 20dB when
used with a CX decoder, raises the
question of the future viability of the
audiophile disk market. Labels such
as Mobile Fidelity and Nautilus
embrace CX because, as low as the
surface already is on these pains-
takingly pressed LPs, CX improves
it. But the current market share of
superdisks, put at less than 1% by
panel moderator Sam Sutherland of
Billboard, may fail to gain apprecia-
tively when CX records, costing no
more than current mainline product
but offering 80dB in dynamic range,
become widespread.
CBS’ Lou Abbagnaro, head of the
CX project, told the dealers assem-

(Continued on page 58)
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General News

i

NARM AUTOGRAPHS—Emmylou Harris signs autographs for members of

NARM where she played at the convention’s country music luncheon.

Digital Compact Disk:
Wait One More Year

By JIM SAMPSON

SALZBURG—Philips and Sony,
originators and proponents of the
Compact Disk (CD) digital audio
disk technology, indicate they have
completed development of the sys-
tem—but emphasize it will still be at
least one and a half years before
consumer players reach the Japa-
nese and European markets, with
the U.S. likely in 1983.

In addition, both firms reveal that
a CD car stereo unit is definitely un-
der development, while licensees in
both Japan and Europe of the tech-
nology now include Dual, Bang &
Olufsen, Grundig, Revox, Akai,
Nakamichi and Nippon-Columbia.

Recentiy, Matsushita of Japan
(parent of Technics, Panasonic,
Quasar and JVC) embraced the CD
technology and already has a pro-
totype Technics-branded digital au-
dio disk player in its Osaka labs
(Billboard, March 29, 1981).

On the software side, both Poly-
Gram and CBS/Sony have indi-

Merchandisers Like Midlines;
More Advertising Support Due

HOLLYWOOD, Fla.—Manufac-
turers will keep the $5.98 midlines
flowing along with promised aggres-
sive advertising and promotion
schemes, and merchandisers will be
ready to take them on, a NARM
panel on “Marketing Midlines Cata-
log Product For Maximum Profit”

NARM made plain.

Although there
Report was some dissent

from the floor—by
Larry Rosen of We Three retail

‘Gift’ Song
Introduced

HOLLYWOOD, Fla.—There’s a
“Gift Of Music” song, introduced at
the NARM convention, and it may
find its way into commercial release.

The song was performed during
the opening business session Sunday
(12) as part of a first birthday cele-
bration of NARM’s “Gift Of Music”
campaign, launched at last year’s
convention in Las Vegas.

The artist debuting the song,
Donny Gerrard, performed the
theme, as recorded by the New
York-Los Angeles production firm
of Jay Inc., which is attempting to
sell the master to a label, along with

(Continued on page 68)

chain who chided manufacturers for
leaving the retailer stuck with the
original $7.98 counterparts to $5.98,
and others to come—manufacturers
and merchandisers painted a highly
positive picture of the success of the
line, started by CBS late in 1979.

In his opening remarks, John
Cohen, president of Disc Records,
stated, “A year ago a funny thing
happened on the way to the poor
house,” referring to the happy intro-
duction of the $5.98s and “the con-
sumer loved it.” Cohen said the line
is a “move on to the goal in the fu-
ture of selling at list price, while the
customer is aware it’s a great value.”

Cohen was forced to cut short
pricing discussions, a traditional
NARM no-no, but MCA Distribu-
tion executive vice president Sam
Passamano Sr. managed to get in a
line on the “absurdity” of multiple
pricing levels of budget product.

And Marv Helfer, national sales
manager of special markets at WEA
Corp., refused to discuss publicly
with We Three’s Rosen WEA's pric-
ing policies on $5.98s.

Before the manufacturer panelists
spoke, Joseph Bressi, vice president
of marketing at Stark/Camelot, of-
fered an eight-minute slide presen-
tation, produced in-house, on Cam-
elot’s success with midlines, while

(Continued on page 15)

cated that they will produce soft-
ware for the players. In two years,
however, more record entities
around the world are expected to be
producing CD disks.

The CD technology is not the only
digital audio disk system for the con-
sumer under development. Teldec/
Telefunken and Soundstream/DRC
have rival, non-compatible systems
in the wings.

J.J.G.CH. Van Tilburg of Philips
audio division, Eindhoven, ex-
plained to a press conference here
Wednesday (15) that recent im-
provements in modulation and error
correction have made the laser-read
system ready for production runs. In
addition to two channels of audio,
the 4.7-inch diameter disks have ad-
ditional information capacity for a
visual display of an artist and other
visual material.

It will be October, 1982, however,
Philips and Sony executives predict,
before adequate manufacturing ca-
pacity in Europe and Japan will
make commercial marketing pos-
sible.

Both Sony and Philips demon-
strated fully compatible players.
Due to inflation and development
costs, the price of the players will be
approximately $500, somewhat
higher than previous estimates. Nei-
ther Sony nor Philips, however,
would commit to a retail price now.

Richard Busch, deputy president
of PolyGram Record Operations,
predicted that the laser-read disks
would retail for “about 30% more

(Continued on page 76)

IN KEYNOTE SPEECH

Droz Suggests Ways
To Lure Consumers

HOLLYWOOD, Fla.—Merchan-
disers and manufacturers were
urged to give the “gift of coopera-
tion” in reaching the industry’s
prime target, the consumer, by
NARM keynoter Henry Droz, chief
of WEA, the distribution arm of the
Warner Bros., Elektra/Asylum, At-

lantic labels.
NARM Drawing heavily
Report

from the just-released

Warner Communi-
cations Inc. music industry study
(Billboard, April 18, 1981), Droz
stated the conventioneers should
turnaway from each year’s “same
tired adversary rhetoric . .. by talk-
ing about our real target: not you,
not me. The consumer.”

Droz cited nine specifics as a pro-
posal to ‘“‘capture more consumers
more often.” These specifics are:

® to be better informed about the
consumer (“WCI’s research tells us
that this year’s consumer is slightly
older, richer, more rural, better edu-
cated ... exactly the demographics

any manufacturer would hope for.
But I question whether or 12-60’s ra-
dio ads and 12-hour, up and then
down again displays and free park-
ing print ads are zero'd in on their
demographics”).

o that the consumer buys today
dramatically fewer easy listening or
pop vocal albums and considerably
more country and gospel.

® that the consumer finds price
fairly unimportant in his pre-
planned buys, though he is very
price sensitive about marginal, mid-
priced or budget goods.

® that the consumer has not aban-
doned 8-tracks (“so let’s not bury
that consumer business too fast™).

® that the consumer is not inter-
ested in how many of a title you
have, or return (“that requires from
some of you a major adjustment:
namely, buying with the intention of
selling, and not blatantly returning.
There is a difference”).

® that the consumer knows what

(Continued on page 14)

Country Sales Blossom In
Cities, Boom In Suburbia

By ROBYN WELLS

NASHVILLE—Retail chains are
implementing new marketing ploys
to attact a wider country music clien-
tele, keeping pace with the format’s
burgeoning popularity. More coun-
try product is finding itself in up-
front store positions and featured in
prominent displays. Increasing
numbers of country artists are mak-
ing instore appearances.

Mass appeal artists with crossover
commercialty are cropping up in
both pop and country racks. Sim-
ilarly textured albums are spinning
with greater frequency on instore
turntables. Country albums, once a
backseat item to high-volume coun-
try singles, now appear to be staking
a greater claim of the market. And
midline product continues to hold its
own, as retailers are more willing to
stock catalog items.

However, although such tactics
are proving fruitful in country’s tra-
ditional southern stronghold and
suburban regions, the total volume
of country sales in urban areas is
registering a less dramatic increase.

“We'’re experiencing a slow and
steady increase in country music,
with it making up about 15% of our
total sales,” says George Tunder,
buyer for Pittsburgh-based National

WCI, CBS Report Record
Revenues For 1st Quarter

NEW YORK-The shift of the
CBS Records Club to the CBS Rec-
ords Group turned to be a drain on
the company’s first quarter profits,
but its higher level of equity in-
come, principally from CBS/Sony
in Japan, helped ease the company’s
taxes to an atypically low 31%.

“Revenues for the CBS/Records
Group declined 6% due to a sharp
decrease in revenues for the Colum-
bia House Division which has been
transferred to the Records Group,”
says CBS.

“This decline more than offset in-
creased revenues for the group’s re-
‘corded music operations. The lower
Columbia House revenues resulted
from lower sales for its record and
tape club operations, as well as the

(Continued on page 14)
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NEW YORK-—Warner Commu-
nications Inc.’s recorded music and
music publishing division had a
recordbreaking first quarter ending
March 31, with revenues up 18% and
operating income up 25% over last
year.

First quarter operating revenues
for the division are put at
$201,640,000 in 1981, compared
with $170,547,000 for the same pe-
riod last year. Operating income for
the division is $22,342,000, com-
pared with last year’s figure of
$17,852.000.

The company as a whole had a
record quarter, with revenues up to
$602,058,000, compared to
$427,040,000 in 1980. Net income
rose 41% to $49,520,000, from
$35,015,000.

Record Mart, a 26-store chain cov-
ering five Eastern states. “But our
country growth is more predomi-
nant outside Pittsburgh itself.”

“There is a fresh and very healthy
attitude from most of our urban ac-
count customers,” says Roy Wunsch,
vice president of marketing for CBS,
Nashville. “Country music is mov-
ing toward popular music from a
demographic standpoint and we’re
experiencing more substantial pene-
tration in urban areas than before.”

Problems facing country’s growth

(Continued on page 43)
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General News

BLACK IS GREEN

HOLLYWOOD, Fla.—Although
black music has captured 25% of in-
dustry sales, merchandisers have
been warned to not “take it for
granted by putting it on the back
burner” in its sell-through to the
consumer.

This point, among others, was

stressed ata “Black Is
NARM Green” session spon-

sored by NARM and
Report the Black Music
Assn. Monday (13).

The breakfast panel consisted of
LeBaron Taylor, BMA president
and vice president of divisional af-
fairs at CBS Records, speaker; Ed-
die Gilreath, national sales manager
of black music at Warner Bros. Rec-
ords, chairman; James Cephas, pres-
ident of King James Records, a
three-store unit based in Phila-
delphia; David Lieberman, chair-

By IRV LICHTMAN

man of Lieberman Enterprises, the
rackjobber; Sydney Silverman,
president of United Record & Tape,
also a racker; and Cal Simpson,
president of Simpson’s Wholesale,
the Detroit one-stop/retailer; How-
ard Applebaum, president of Kemp-
Mills, a four-store chain in Wash-
ington.

In his featured speech, LeBaron
Taylor talked of “overconfidence”
and called for the “ultimate cross-
over,” citing that the future of black
music depends on a “new kind of
creativity and new ways to be suc-
cessful.”

Taylor drew an historical refer-
ence to the “resiliency” of black mu-
sic during tough economic times,
noting that as far back as the early
1920s, black artists have sold well
despite bad times.

In an audio/visual presentation

JANE'S JACKET—Styx’s Dennis DeYoung presents Chicago Mayor Jane
Byrne with an official “‘Paradise Theater”’ tour jacket, thanking her for pro-
claiming it ‘““Chicago Salutes Styx Day,” to mark the group's three recent
hometown concerts at the Rosemont Horizon. Looking on are, from right,
group members Chuck Panozzo, James Young and John Panozzo, and Bruce
Holberg, general manager of WMET-FM, which helped arrange the reception.

Brewers Bankrolling
Summer Fest Series

By JOHN SIPPEL

LOS ANGELES—Michelob Beer
paces a multimillion-dollar summer
live talent subsidy and/or advertis-
ing trend among the nation’s major
brewers, with Schlitz Brewing a
close second.

Michelob bankrolls a four-
pronged primarily "advertising
thrust. A spokesman for Anheuser-
Busch says the Michelob division is
rather subliminal in its affiliation,
but feels the demographics it seeks
are found among concertgoers.

Victor Julian, director of market
development for the St. Louis parent
firm, is in the midst of a six-week 24-
city “Superstars Of Fusion Jazz”
promotion, in which Michelob un-
derwrites radio and print advertising
for the local events. Alan Haymon
Productions, Cambridge, Mass., put
together the package which includes
Bobby Hutcherson, Roy Ayers, Lon-
nie Liston Smith, Stanley Turren-
tine, Jean Carn and Bobbi Hum-
phrey. The cross-pollination be-
tween the local promoters and Mich-
elob was orchestrated by Michael
Rosenberg of Marco Productions,
Beverly Hills.

Advertising placed by promoters
carries the subtle credit, “in connec-

tion with Michelob Beer.” At each
venue, the emcee, usually a local
jazz DJ, thanks Michelob for its par-
ticipation at the start and close of the
concert and the evening’s program
carries a modest Michelob plug. It’s
a first time for Michelob, and Julian
says the brewery is watching the
series, which closes May 3.
Following its first Budweiser Su-
perFests staged last year, this An-
heuser-Busch division has major
soul and r&b headliners set again for

(Continued oy page 16)

Sales Strong, But Retailers
Warned Of Overconfidence

following Taylor’s talk, the reces--

sion-proof nature of today’s black
sounds was further amplified by
various statistical data, including the
statement that while industry sales
fell 11% in 1979, black music was
held to a “mere” 5% loss. Also, black
music sales, the presentation noted,
had grown from $50 million a year
in 1970 to $500 million in 1980, 40%
of which was attributable to white
fans. Panel members and others
were also shown telling of their own
companies’ participation in selling
black music.

(Continued on page 78)

Wamer Promo
For Colleges

LOS ANGELES—In a move de-
signed to test the viability of college
promotions, Warner Bros. Records
is launching its first national promo-
tion geared to colleges in more than
two years.

The company shipped to 200
campuses tapes of the Warner Bros.
Music Show, featuring U2 in a live
performance taped March 6 at Bos-
ton’s Paradise Theatre, according to
Larry Butler, national college/artist
development director.

The firm is reversing its usual
mode of promotion by initially by-
passing commercial radio totally,
with full concentration of colleges.
The show will, however, be available
to commercial radio in the summer.

Warners is tying into local record
retailers through the college repre-
sentatives. Butler notes that he is
urging station announcers to coordi-
nate LP giveaways with local deal-
ers.

Butler maintains the collegs are
handling the entire project in their
markets, and “we’re working closely
with them because we want to edu-
cate them in street promotions, not
only for Warner Bros. product, but
so they will be prepared, if they
wish, to move into commercial ra-
dio. We also want them to learn how
to document retail sales.”

He explains that Warner Bros.
made up flyers advertising the show,
which were sent to the campuses for
distribution. The label also sent air
copy for announcers to read prior
and during the broadcast.

Based on the success of the U2
promotion, says Butler, Warner will
step up its college promotion when
school resumes in the fall. The pro-
gram will be expanded to include
more prizes such as weekend vaca-
tions. JEAN WILLIAMS

Sony, Springer Video Link

NEW YORK-—Sony Corp. and
Berlin newspaper tycoon Axel
Springer signed an agreement last
week putting them in the video
hardware and software distribution
business in West Germany. The deal
creates a new jointly-owned com-
pany, Ullstein Video, capitalized at
about $2.5 million. The company
will handle all formats, not just the
Sony Beta system.

Springer is already in the video
software business, through his com-
pany Ullstein Tele Video, which is a
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production and program acquisition
firm.

The move is apparently part of a
worldwide push by Sony to increase
its market share in the VCR field. In
the United States, Sony is pursuing
an aggressive pricing policy with its
blank tape to get the retail price of
prerecorded Beta cassettes below the
VHS price.

Sony has also launched a major
advertising campaign with double
page newspaper ads comparing
VCRs with videodisk players. While
most videodisk makers feel the prod-
ucts can coexist profitably, Sony has
maintained that consumers will pre-
fer VCRs. The ads are the first as-
sault on the videodisk from a VCR
maker. Sony is the only major VCR
manufacturer with no plans to mar-
ket a consumer videodisk player.

__Executive Turntable

Record Companies

John DeNigris is appointed sales vice president in branch distribution for
CBS Records in New York. He was Atlanta branch manager. . . . Bill Cataldo
takes over as pop promotion vice president for PolyGram Records, New York.
He was national pop promotion director at Polydor. . . . Margaret Nash moves
1o creative services vice president for Solar Records, Los Angeles. She will con-
tinue administering the label’s Spectrum
VIII (ASCAP) and Hip Trip (BMI) publish-
ing wings. ... Paul Wexler moves to Island
Records as a&r coordinator. He will split his
time between Island’s Compass Point s:udios
in the Bahamas and Island’s music publish-
ing offices in Los Angeles. He was with
Warner Bros. as quality control supervisor.

= ... Steve Backer takes the post of college ’
DeNigris program supervisor for CBSpRecords New LD
York. He was with Side One Creative Marketing as national director of pro-
motion. .. . Gerrie McDowell takes the post of national promotion director for
Capitol/EMI/Liberty Records in Nashville. She was Western regional coun-
try promotion manager. ... Jim Delehant is named a&r director for Mirage
Recordsin Los Angeles. He was vice president/director of a&r at Atlantic Rec-
ords, New York. ... Doug Hamann becomes
' Cleveland promotion manager for Epic/Por-
trait/Associated labels. He was a CBS Cleve-
land salesman. ... Yvonne May is named
film and tape production director in the crea-
tive services tv production wing at CBS Rec-
ords New York. She has been a producer for
film/tv at CBS since 1978. ... Eddie Teich-
mann is named general manager of country
Nash promotions at Crescent Records, Baverly
Hills. He was doing independent promotion.

Marketing

Steve Libman, formerly with Pickwick retail as Eastern ad coordinator and
Emerald City and Oz retail as executive vice president and general manager,
becomes president of Nova Distributing Corp. in Atlanta. The one-stop has
Steve Kaiser as sales manager. He is former
sales manager of Record Shack, Atlanta. Lee
Libman is treasurer and had worked .n the
grocery business. Steve Libman’s son, an-
other Lee Libman, is operations managezr. He
was with Tara Distributing and Emerald
City.

Publishing

Mel Ilberman becomes vice presidert and
general manager for April-Blackwood Music
Publishing in New York. Ilberman is a 28-year veteran of RCA Records,
where he was recently business affairs vice president. . .. Jerry Isaacson takes
the spot of comptroller for Arista/Interworld Music in Los Angeles. He was
with Screen Gems/EMI in a similar post.

Related Fields

Jim Frey and Scott Mampe, former heads
of U.S. Deutsche Grammophone and Philips
respectively, have formed Tioch Productions
in New York. The firm is an independent
marketing company to work in partnership
£ with Ariola for classical music. . . . Joel Silver
;’ - moves to PolyGram Pictures in Los Angeles
o as executive vice president. He was with
Lawrence Gordon Productions. ... John
Humphreys takes over as vice president and
general manager of the consumer products division in the newly formed
Memorex Media Products Group. He was consumer products group sales vice
president. Also newly appointed is Richard W. Martin, who headed the com-
munications group, is now media products group presidznt. . . . Andy Kaufman
assumes the post of domestic operations for United Entertainment Complex
Ltd. in New York. He was recently associate
director of programming for Music Fairs Inc. #7
... Douglas Kanner is now vice presidertand
chief operating officer of the Seeman Man-
agement Co. in Beverly Hills. He was vice
president and partner in General American
Leasing. . . . B.J. McElwee, a veteran market-
ing executive, starts WE Care radio promo-
tion and marketing firm in Lewisburg, Tenn.
He is assisted by Linda Rogers, a former St.
Louis one stop and Nashville marketing staffer. . . . Judy Knight joins Buddy
Lee Attractions in New York as head of the tv dept. She was in a&r at Atlantic
Records. . . . Edmund J. Ricco named assistant executive director of the Bir-
mingham-Jefferson Civic Center in Birmingham. He remains in charge of
boxoffice management. Bert G. Brosowksy takes over as assistant director. He
expands his duties to cover the theatre, concert hall, exhibition hall and coli-
seum. . . . Changes at Hollywood National Studios in Las Angeles: Chet Actis,
formerly an account executive, becomes senior account executive; Betsy Ross,
Andy Kogut and Nancy Campeau become account executives. Kogut comes
from real estate sales while Ross was a production reprasentative with Holly-
wood National. Campeau was stage manager with the “Hollywood Squares™
tv show. . . . Edward R. Birdwell, executive director of the Los Angeles Cham-
ber Orchestra resigns to join the New York-based firm of Gurtman and Mur-
tha as vice presidentin charge of special promotions and orchestra. . . . Lettum-
play, a jazz preservation society in Washington D.C., el=cts Robert Wilson as
artistic director. He has had experience in music, including talent coordinator
for the National Park Service’s “Summer In The Park” :eries and producer of
music related tv shows. ... In Los Angeles, U.S. Video’s Steve deSatnick, who
was appointed operations vice president in February, takes on additional re-
sponsibilities for marketing. . .. John H. Phelan joins Sony Corp. of America
(Continued on page 67)
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«xSPOTS UP 93%:u

S

Retanlers Jump On
' TV Ad Bandwagon |

HOLLYWOOD, Fla.—Record
and tape merchants are overcoming
their earlier reticence to make tele-
vision advertising a prominent ele-
ment in their media mix. The na-
tion’s top 10 retail firms increased
their dollar investment in tv spots by
a whopping 93% during 1980 alone.

That’s the over-
NARM view offered Tuesday
Report

(14) during a morn-

ing panel discussion
of television advertising held at the
Diplomat Hotel here.

Offering that comparison of tv
spot investments was Walter Bills,
marketing sales executive for the
Television Bureau of Advertising,
who reported the total investment
for those retailers as reaching
$1,456,600 during ’80. That com-
pares with an outlay of $755,200 by
those accounts during the prior year.

Bills, who interspersed his com-
ments with short commercial clips
designed to highlight the medium’s
effectiveness, touted television’s cost
effectiveness and flexibility as fac-
tors potential retail advertisers
should examine before shying away
from tv buys because of production
costs and the medium’s relative new-
ness in record/tape marketing cir-
cles.

“First, we have to get comfortable
in communicating with this me-
dium,” suggested Bills, whose pres-
entation included a glossary of key
terms spot buyers will need to know
in order to gauge the efficiency of
their buys.

He reviewed various advertising
concepts unique to tv spot market-
ing. Such phrases as Area Dominant
Influence (ADI), based on Arbitron

(Continued on page 16)
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- Gospel Awaits Big Breakthrough

Parley Cites Advertiser, Secular Radio’s Resistance

NASHVILLE—Although all the
portents are favorable, gospel music
has a long way to go before it be-
comes a widely accepted form of en-
tertainment. This was basically the
message for the 300-plus registrants
for the Gospel Music Assn. atits an-
nual convention here (April 13-15).

Conventioneers were assured that
gospel music is spreading: gospel ra-
dio stations have formed a network
to lure national advertising ac-
counts; gospel performers are gain-
ing more national television expo-
sure; and gospel record production
and distribution and talent booking
and management are approaching
or matching their secular counter-
parts in quality.

But for each testimony of success,
there was a balancing tale of failure
or frustration. Tv producer Chet Ha-
gan related how, after months of ne-
gotiations, his company failed to in-
terest a national advertiser in
sponsoring a syndicated telecast of
this year’'s Dove awards. Radio

By EDWARD MORRIS

broadcasters bemoaned their inabil-
ity to convince national beverage
manufacturers to advertise specifi-
cally to the Christian market. Per-
formers lamented their apparently
eternal consignment to the low-pay,
low-profile church concert circuit.

Nearly every session gave evi-
dence of the still unsettled love-hate
connection between gospel entre-
preneurs and the secular market-
place. There is love for the profit,
stature and audience of the market
and hate for all the concessions and
accommodations those involved in
gospel must make.

Court Newton, publicist for the
42-station Gospel Radio Network,
told a seminar that Christian radio
must sell itself to advertisers on the
positive pitch that Christians are
consumers “like everyone else.” Yet
he used the occasion to take a swipe
at all secular entertainment, “the
most benign of which,” he said, “is
destructive to the soul and spirit.”

Publisher Aaron Brown took to

Chartbeat

Newton 45 Rushes Merrily;
Stones LP Gathers Moss

By PAUL GREIN

LOS ANGELES—Juice Newton’s
Capitol hit “Angel Of The Morning”
jumps to number five this week,
which is two points higher than Mer-
rilee Rush’s original version of the
song climbed in 1968. It’s the 10th
remake thus far in the 80s to hit the
top 10.

Like Don McLean’s hit version of
Roy Orbison’s “Crying,” Newton’s
single has been boosted by a combi-
nation of pop, adult contemporary
and country play. “Angel” is No. 1
for the third straight week on Bill-
board’s AC chart and climbs to
number 22 country.

Five of the oldies that have struck
the top 10 thus far in the *80s were
major r&b hits the first time around,
demonstrating the continued high
coverability of black music material.

And four of these r&b chestnuts
were remake hits for white female
pop acts, dramatizing both the cross-
over nature of the contemporary
music market and the fact that fe-
male acts, perhaps more than their
male counterparts, need the edge of
an oldie to crack pop and rock radio
playlists.

“Yes I'm Ready” was a number
two r&b hit for Barbara Mason in
1965, before a slick, sprightly duet
by Teri DeSario and K.C. brought it
back as a number two pop hit in
March, 1980.

Likewise, Aaron Neville’s “Tell It
Like It Is,” Little Anthony & the Im-
perials’ “Hurt So Bad™ and the Mir-
acles’ “More Love” were all top five
1&b hits in the mid *60s before being
given rock-inflected interpretations
last year by, in turn, Heart, Linda
Ronstadt and Kim Carnes.

These three acts all followed their
top 10 remake hits with other re-
makes, which fared much less well.
Heart’s “Unchained Melody,” the
eighth and least successful version of
the classic to hit the pop charts,
stalled at number 83; Ronstadt’s up-
date of the Hollies’ 1966 hit “I Can’t
Let Go” peaked at number 31 and
Carnes’ revival of the Box Tops’ '68
smash “Cry Like A Baby” flamed
out at number 44.

www.americanradiohistorv.com

The Spinners, however, beat the
odds and had back-to-back remake
hits in 1980 with a cover of a pop
oldie, the Four Seasons’ “Working
My Way Back To You” and then an
r&b evergreen, Sam Cooke’s “Cu-
pid.”

Of these eight oldies, six hit the
pop top 10 the first time around and
the other two both made the top 30.

But both of the remaining two
oldies which have hit the top 10 in
the "80s were relatively unsuccessful
in the U.S. the first time around,
though they did better in the UK.

Bobby Vee’s “More Than I Can
Say” peaked at a lowly number 61 in
the U.S.in 1961, but hit number four
in Britain. And “The Tide Is High”

(Continued on page 67)

task the secular print music publish-
ers, many of whom have raised the
price of a single sheet to $2.50. “The
prices are outlandish, out of hand,”
Brown said.

Tv evangelist Lowell Lundstrom,
uninspired by the Cinderella rise of
country music, said it was “still loser
music” and announced that he ex-
pected greater success for gospel.
Mike Cloer, Word’s director of radio
promotions, advised a measured and
low-key approach tointegrating gos-
pel into secular playlists, but later
noted, “There really is a Satan out
there in radio who doesn’t want this
music heard.”

Formed in March, the Gospel Ra-
dio Network plans to go after na-
tional advertisers through its inde-
pendent rep firm, Radio Spot Sales,
Inc., in New York City. A second
purpose is to design a public rela-
tions program to “improve the im-
age of gospel radio and enhance the
visibility of GRN as a business ven-
ture.”

Network members Bill Walters,
general manager of KXYZ-AM
Houston, and Mike Sears, president
of WAEC-AM Atlanta, explained
that spot sales would relieve gospel
radio of its traditional reliance on
ministerial programs for income and
allow for the programming of more
music.

“The way to survive economic-
ally,” Sears said, “is to prove that we
are no more or no less consumers
than anyone else in the secular mar-
ketplace. But we are selling a
lifestyle instead of a demographics.”

Tony Patti, sales manager for Spot
Time Unlimited, likened gospel ra-
dio’s lack of appeal to advertisers to
that earlier faced—and overcome—
by networks of agricultural, black
and Spanish broadcasters.

The network panel advised gospel
music fans to pressure local repre-
sentatives of national companies to
see them as an audience worth
courting so they will pass that mes-
sage up to the parent firms. The net-
work founders say it will deal only
with sales and public relations and
will not go into original program-
ming for its members.

(Continued on page 76)
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ARISTA

Willie Nile. He was the most acclaimed new artist of
1980, winning raves for his auspicious Arista debut LP
and for his concert appearances opening for The Who.

Now, Willie Nile is back with a second album that
already has the critics cheering and radio rocking:

BILLBOARD: #4 TOP ADDED LP!

RECORD WORLD: #2 MOST ADDED ALBUM AIRPLAY!
FMQB ALBUM REPORT: #4 MOST ADDED!

ALBUM NETWORK: #3 NEW ACTION!
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" Market Quotations_

As of closing, April 15, 1981

et NAME PE (f&','.; High Low Close Change
1 % Altec Corp. - 43 % % % Unch.
33% 26% ABC 6 2583 35% 33%2 35% + 1%
45% 28" American Can 10 854 42% 412 42% + h
3% 2% Automatic Radio 5 kbl 3% 3% 3% + "%
57 46% CBS 8 647 58% 56% 58% + 1%
45% 35 Columbia Pictures - 81  43% 42% 43% + 1%
5% 4% CraigCorp - 6 5% 5% 5% - %
63% 49% Disney, Walt 14 941 60% 59% 60% - %
8% 6% ElectroSound Group 22 - - - 6% Unch.
8% 5% Filmways, Inc. - 594 8 7% 7% + %
17% 14%2  Gulf + Western 4 814 17% 1% 17% + %
17% 11% Handleman 10 105 16% 15%2 16% + %
14% 1 K-tet 10 18 12% 12% 12% + %
60 39 Matsushita Electronics 13 721 58% 58% 58% - %
59 42% MCA 10 148 54% 53% 54% + %
14% 10% Memorex - 252 14 13 14 + %
64% 57 M 11 543 64 61% 63% + 1%
80% 56% Motorola 13 356 78% T77% 78% - %
51 36% North American Phillips 8 307 47% 46% 46%h - %
10% 6% Orrox Corp. 82 55 9% 8% 9% + %
3% 23% Pioneer Electronics 21 1 30 30 30 - %
32% 24% RCA 7 2054 25% 25 25% + %
19% 14% Sony 12 3824 17% 17%h  17% - %
39% 28% Storer Broadcasting 19 570 39% 39 39% + %
4% 3% Superscope - 28 4% 4% 4% Unch.
30% 24% TaftBroadcasting 9 46 28% 28% 28% - %
21% 17% Transamerica 6 381 21 20% 20% Unch.
64% 46% 20th Century-Fox 13 915 62% 61% 62% - %
50 33% Warner Communications 20 2646 50 47% 50 + 2%
OVER THE P-E Sales = Bid Ask OVER THE P-E Sales Bid Ask
COUNTER COUNTER
Abkco 35 1 1% 2% Integrity Ent. 6 665 5% 5%
Certron Corp. 13 12 13/16 1% Koss Corp. 10 188 7% 7%
Data Kustom Elec. - - 1% 1%
Packaging 7 - 7 7Y% M. Josephson 10 6 12 12
First Artists Recoton 14 - 3 3%
Prod. 13 5 4% 4 Schwartz Bros. - - 1% 2%

Over-the-Counter prices shown may or may not represent actual transactions. Rather, they are a guide
to the range within which these securities could have been sold or bought at the time of compilation. The
above information contributed to Billboard by Douglas Vollmer, associate vice president, Los Angeles
Region, Dean Witter Reynolds, Inc., 4001 West Alameda, Suite 100, Toluca Lake, Calif. 91505 (213)841-

3761, member New York Stock Exchange, Inc.

8 NARM Board Members Named

HOLLYWOOD, Fla.—In addi-
tion to the presidency of John Mar-
maduke of Western Merchandisers,
other board members have been
elected to serve the next year for
NARM.

They are: Cal Simpson of Simp-
son’s, secretary; Harold Okinow of

NARM Lieberman’s, vice

president; Lou Fo-

Report gelman, Music Plus,

treasurer; and Lenny

Silver, Transcontinent, board mem-
ber.

Remaining on the board are

George Port, Paul David and Joe Si-
mone, past president of NARM.

In special NARM awards, Stark/
Camelot was named Merchandiser
Of The Year.

NARM “Gift Of Music” awards
went to several newspapers ad pro-
grams; Danjay Music, Record Bar,
Lieberman’s and Pickwick Int’]
(newspapers) and Licorice Pizza,
Record Bar and Spec’s Music (ra-
dio).

Next year’s NARM convention
will take place March 26-30 at the
Century Plaza Hotel in Los Angeles.

JOHN R. RONGE
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Video, Accessories Hiking Profits
Offset Lower Dealer Disk, Tape Margins, Says Panel

HOLLYWOOD, Fla.~The ad-
vent of home video and a spreading
array of other non-music accessory
products are among new merchan-
dise areas offering incremental sales
opportunities for record/tape deal-
ers.

That’s just one of several trends in

accessory sales re-
NARM viewed here Monday
Report

(13) during the

NARM convention.
During the morning panel discus-
sion, major record care product
manufacturers, store merchandisers
and other accessory specialists as-
sessed how proper selection of ancil-
lary products can boost profits.
Moderating was Fred Traub, vice
president of software merchandising
for the Musicland Group.

Dr. Bruce Maier, president of
Discwasher, presented marketing
data collected through that firm’s
ongoing sales via software merchan-
disers, echoing earlier NARM ap-
pearances in his analogy between re-
tail store operation and movie
theatre profitability.

“If I own a movie theatre and I'm
showing a big hit like ‘The Empire
Strikes Back,” and the lines are going
around the block, you may say,
‘Maier’s really making money on his
theater,” ” explained Maier. “The
fact is, I paid a lot of money to get
that film in my theatre.”

In short, he noted, the theatre-
owner sees most of his income from
concession sales of candy, popcorn
and soft drinks. And in the world of
music retailing, the candy and pop-
corn are the accessories a dealer can
sell at a higher margin to offset the
narrow margins available on disks
and tapes.

Maier then referred to his own re-
search into LP and tape sales to
highlight the importance of these ac-
cessory products, reporting a sharp
decline in multiple purchases during
1980 as compared to the industry’s
biggest year to date, 1978. Last year,
accounts sampled in Discwasher’s
research wrote only 56% as many
tickets for two or more records as
they did during ’78, a fact he traced
to higher price points.

Consumers entering stores were
said to include only 35% ready to
buy two or more titles.

If accessories represent a means to
shoring up that more conservative
market, Maier noted that only 7% of
consumers entering his sample ac-
count came to purchase accessory
items. The majority of accessory
purchases, he concluded, could thus
be attributed to impulse buying.

Discwasher’s research also reveals
that these items should be marketed
within measurable price boundaries.

RCA Licenses
Caytronics

NEW YORK-—Caytronics Rec-
ords gains further access to Spanish-
language product originating from
RCA Records’ subsidiaries, under a
licensing agreement for the U.S.-
Puerto Rican markets.

All new product will be released
on the RCA and Camden labels,
while a deal of nine years’ standing
continues for catalog product mar-
keted under RCA’s Arcano and Ca-
rino labels.

Joe Cayre, president of Caytron-
ics, who made the deal with Bob
Summer, president of RCA Records,
says his company is increasing its
marketing staff to facilitate its ex-
panded role for RCA Spanish-lan-
guage recordings.

www.americanradiohistorv.com

Even items marketed under a recog-
nizable trademark will encounter
consumer resistance when priced be-
yond $22, he asserted, while private
label goods without benefit of a
manufacturer identity will encoun-
ter resistance when priced over $9.

Maier also suggested accessories
should occupy no more store space
than their share of total merchandise
income dictates. More than 10% of a
given store’s space is thus considered
too much.

He also warned against what he
termed “the accessories zoo” ap-
proach to marketing, whereby a
wide variety of different products
are all marketed off the same peg-
board wall displays. He recom-
mended devising “a careful display
modality” and some supervision by
store personnel as methods of max-
imizing sell-through, and touted the
advantages of stocking name brand
goods that can benefit from their

(Continued on page 16)

Inventory & Service Help
Tubb’s 3 Stores Flourish

By EDWARD MORRIS

NASHVILLE—Like the Grand
Ole Opry—which inspired its crea-
tion—the Ernest Tubb Record Shop
chain here is an anachronism that
persists in flourishing. The first shop
in the three-store operation opened
in 1947 to provide country music
records by mail to the Opry’s radio
audience. Now itis one of the largest
retailers of country music in the U.S.
Sales in fiscal 1980 were up 5% over
those of 1979, although manager
and part-owner David McCormick
is reluctant to specify turnover fig-
ures.

But despite its size, the company’s
merchandising, stocking and record-
keeping are strictly from yesteryear.
There are no inventive in-store pro-
motions, lavish contests and give-
aways or high-pressure advertising
campaigns. The selling points are
wide selection and fast service for
mail and phone orders.

None of the inventory, accounting
or mailing functions of the firm is
computerized. “Everything is done
manually,” reports McCormick.
“We have no plans for changing in
the near future, but eventually we're

going to have to think of it.” The
company has 18 full-time and 15
part-time employes.

Over-the-counter sales are keyed
to Nashville’s tourist trade. The orig-
inal store is located around the cor-
ner from the Ryman Auditorium,
former site of the Grand Ole Opry
and still something of a tourist
mecca. The second store is within
walking distance of the new Opry/
Opryland complex, and the third is
close to “Music Row” and the Coun-
try Music Hall of Fame. McCormick
says the first two stores sell almost an
equal amount of records. All three
stores carry the full catalog of titles.
The original store still serves as the
business and stocking center for the
others.

McCormick says that mail order
accounts for about 30% of the busi-
ness. Orders are generated by peri-
odic catalog and flyer mailings to a
list of 75,000 names and through the
“Midnight Jamboree,” an hour-long
live radio broadcast that follows the
Saturday night Grand Ole Opry air-
ing.

£ (Continued on page 46)
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_ Rock’n'Rolling

Stiff Is Starting New
Singles Label In U.S.

By ROMAN KOZAK

NEW YORK-Stiff Records in
the U.S. is starting a new singles la-
bel to be sold directly to retailers,
creating a unique three-tiered distri-
bution system for the pioneering
English new wave label.

Currently, Stiff Records is distrib-
uted in the U.S. by CBS as Stiff-
Epic, and it is distributed by inde-
pendent distributors as Stiff-Amer-
ica. The new label,
to be called simply
Stiff, will be part of
Stiff-Tees, the la-
bel’s lucrative T-
shirt, button and
poster merchandis-
ing arm.

“I think the sin-
gles label will be very important for
usin the U.S. in terms of sussing out
the scene on the bottom, as it were,
and also sussing out where the new
acts are,” says Bruce Kirkland, the
head of Stiff’s American operations.

“We cannot compete with Arista,
or Chrysalis or Warners in terms of
signing new acts, once they get to the
stage where Arista or Warners is in-
terested in them. Our idea gets into
singles type deals—we have the sales
mechanism for it through Stiff-Tees,
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and basically then sell direct to retail
as Jem does,” he continues.

Kirkland explains that in recent
months, Stff has been “vigorously
pursuing” merchandising deals with
such non-Stff artists as the Clash,
Specials, Madness, Joe Jackson, Va-
pors and the Jam, as well as such
Stff artists as the Plasmatics, [an
Dury and Lene Lovich. These T-
shirts and posters Stiff sells to about
500 specialty import stores (“‘there is
one in every town,” says Kirkland)
around the country.

Through Stiff-Tees, Stiff also sells
import singles and LPs of Stiff artists
or Stiff-related artists, which neither
Stiff-Epic or Stiff-America releases
here.

“This gives us a direct access to re-
tail,” says Kirkland. “There are a lot
of these specialty shops, we know
who they are, and we sell to them.
These stores are very important to
us, also for sales of Stiff-America
and Stiff-Epic, but they are not very
easy to reach through our distribu-
tors, since all of them invariably deal
with one-stops.

“We have found that it is not very

easy to get our records through to,

one-stops. But I will not sell (to spe-
cialty shops) any domestic (Stiff-
America or Stiff-Epic) product. If I
find that one of those stores doesn’t
have a Plasmatics record, then we
will refer it to our distributor. It gives
us a cross check system,” he adds.

Kirkland says he has seen that he
can sell a minimum number of rec-
ords through the specialty import
stores, and his concept for the new
Stiff label is to sign to a singles con-
tract acts that may have a couple of
good cuts, but are not yet ready for a
deal with a major. He will sell the
records only to the import shops,
and then develop the act upward
through Stiff-America or Stiff-Epic.

The move represents a new do-
mestic presence for the label, which
hitherto served as a conduit for Brit-
ish Stff product into the U.S.

“Previously, we relied on our Eng-
lish office for product. But there is
now a desire and a willingness on
both sides of the Atlantic for the
American office to independently
sign our own artists. The next Plas-
matics album will come out on Stiff-
America, but it might not come out
on Stiff in the UK. The American
office is very much soliciting prod-
uct on its own accord.”

Kirkland took over the U.S.
branch of Stiff last fall, bringing in
new pressing and jacket suppliers
and setting up the distribution deal
with U.S. independents for Stiff-

(Continued on page 76)
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General News

GANT SLANT—Don Gant, center, president of Don Gant Ehterprises and its

publishing divisions, welcomes Jimmy Bowen, left, vice president of Elektra/
Asylum Records, and Dixie Gamble Bowen, general manager of Elektra/Asy-
lum Music, to his office’'s grand opening in Nashville.

Publisher Tree Links To
Christian Music Outfit

By KIP KIRBY

NASHVILLE—In an unexpected
entry into the gospel field, Tree In-
ternational—Nashville’s largest pub-
lishing firm—has become a partner
in a newly formed Christian music
division, Meadowgreen Music Co.

- This is believed to be the first such
venture by a major secular publish-
ing house and represents another
link being forged between gospel
and secular music today.

Meadowgreen will share head-
quarters with Tree International on
Music Row and will have the use of
Tree’s in-house 24-track studio for
its recording. Partners in the gospel
company are Tree, Randy Cox,
former director and general man-
ager of the Paragon/Benson Pub-
lishing Group, and Joe Huffman.
Huffman’s longtime gospel produc-
tion credits include albums with
such gospel mainstays as Doug Old-
ham, Dottie Rambo, Jimmy Swag-
gart, the Speers, the Kingsmen and
the Goodman Family.

Under Huffman’s direction, the

production wing of the company
will handle record production, seek
record label affiliations for artists
and provide career direction and
artist development. Cox will oversee
the publishing activities for Mead-
owgreen and will sign gospel-ori-
ented songwriters.

“Our venture is a new look in
Christian music publishing,” says
Cox. “We have joined the forces of a
gospel music publisher with a major
secular publisher to create the best
of both worlds.”

Gary Chapman, the first song-
writer/artist to be signed to Mead-
owgreen, has just released his debut
Christian album, “$incerely Yours,”
as well as penning “My Father’s
Eyes,” which earned him Dove
Award nominations for both song
and songwriter of the year honors.

The company is actively scouting
new gospel talent and will be signing
more writers and artists in coming
months.

Minimal Gospel Airplay On
Los Angeles’ Black Radio

By JEAN WILLIAMS

LOS ANGELES—While the mu-
sic industry is touting an upsurge in
gospel, with CBS now reportedly
preparing to distribute the new Ben-
son label and talking to Light Rec-
ords about distribution. More than
50% of black-oriented radio in this
city has all but eliminated gospel
from its format.

KDAY-AM excluded, black-ori-
ented stations that presently pro-
gram gospel have slotted it for the
wee hours of the morning or late at
night. Additionally, in a city with
more than one million blacks, with
the exception of KDAY, “pure gos-
pel is not aired even on Sunday,
which is upsetting some listeners,”
says a local community activist.

KMAX-FM in nearby Arcadia,
Calif,, airs gospel daily, “But ours is
a potpourri format,” says Darby
Cunningham, vice president/gen-
eral manager of the station. The out-
let is the only such station in the area
with specialized programming with
shows for the Spanish, Japanese,
Hungarian, Greek, black and other
ethnic communities. With the de-
cline of gospel at other stations,
KMAX has stepped up its black gos-
pel programming,.

Stations on the East Coast, along
with cities like Chicago and Detroit,
have historically given a lot of air-
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time to gospel.

Reasons for the sparse gospel air-
play on the West Coast vary, but a
couple of L.A. programmers plan to
experiment with it.

J.J. Johnson, KDAY’s program
director says: “Research tells us that
thereis a big gospel movement in the
country.” KDAY airs gospel 5 a.m.
to 9 a.m. Sundays.

“I don’t, at this time, see a reason
for increasing gospel but I certainly
wouldn’t cut back on it,” he contin-
ues.

“I believe it’s time for gospel la-
bels to try to move their product
onto secular playlists. I believe
they’re afraid that if they bring me a
gospel record and the world God is
in it [ won’t play it.

“They should seriously think
about secular airplay.”

KGFJ-AM recently removed gos-
pel from its format. But, J.B. Stone,
program director, plans to return it
to the air, only this time the station
will offer more than gospel music, he
says.

“We're moving more toward gos-
pel information in addition to mu-
sic,” he continues. “We’ll give the
audience information about what’s
going on in the city as it relates to

(Continued on page 42)

3 Promoters
Plead Guilty
Over Shows

CHICAGO-Three Chicago rock
concert promoters have pleaded
guilty to charges of profit skimming
in connection with a series of major
outdoor rock concerts at Soldier
Field in 1977.

The promoters were charged in a
federal grand jury indictment with
underreporting the amount of tick-
ets sold for concerts featuring Ted
Nugent, Pink Floyd, Emerson, Lake
and Palmer and Peter Frampton.
The indictment also charged that the
promoters falsified and inflated ex-
penses in connection with the ap-
pearances.

Pleading guilty before U.S. dis-
trict judge Milton I. Shadur were
Bruce Kapp, president of Celebra-
tion Productions Inc., and Carl
Rosenbaum and his brother Larry
Rosenbaum. The Rosenbaums own
Flipside Productions, which worked
with Celebration in promoting the
1977 concerts.

The Chicago Park District, which
was to receive 15% of the gate, the
City of Chicago and the rock per-
formers all were cheated, the indict-
ment charged.

Judge Shadur sentenced Kapp
under a plea bargaining arrange-
ment to a six month prison work re-
lease program and fined the pro-
moter $1,000. The Rosenbaums are
scheduled to be sentenced May 27.

Under the plea bargaining ar-
rangement, all three men have
agreed to testify against Edward
Cassin, a fourth man accused in the
indictment.

Firm Sues
Over Songs

On Vidtapes

NEW YORK—-ABKCO Music,
the music publishing wing of
ABKCO Industries, has brought suit
here in U.S. District Court charging
unauthorized use of copyrights on
home videocassettes by a manufac-
turer and their sale by three New
York retailers.

The defendants in the action are
Media Home Entertainment, a man-
ufacturer based in California, and
Video Shack, Photosound and Sam
Goody, all based in New York.

ABKCO claims the defendants
offered for sale infringing video
tapes containing two Mick Jagger-
Keith Richards copyrights, “Jum-
pin’ Jack Flash” and “2,000 Light
Years From Home,” and two
penned by the late Sam Cooke, “Cu-
pid” and “Chain Gang.” The video-
tape titles indicated in the action are
“Popcorn” and “20 Years Of Rock &
Roll, Vol. 2.7

While the action notes that the
ABKCO has sustained damages in
an amount not presently ascer-
tainable, it reserves the right to
amend the complaint to plead the
exact amount of damages allegedly
sustained.

The action asks for a permanent
injunction to stop the sale, advertis-
ing, reproduction and distribution
of the allegedly offending video-
tapes, in addition to order to show
cause why a preliminary injunction
should not be issued and granted.

ABKCO Music is one of a grow-
ing number of music publishers who
are seeking court redress against
videotapes said to offer unauthor-
ized performances of their copy-
rights.

|
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pril finally made it and
we've got it made for April
with an almost overwhelm-
ing collection of great new
product from RCA and
Associated Labels.

Stephanie Mills—she’s paved her own road to
success with gold and platinum. Her last single,
“Never Knew Love Like This Before,’ was a
Grammy Award winner and her newest single,
*“Iwo Hearts” (featuring Teddy Pendergrass), is
the surefire winner that’s going to take Stephanie
and “Stephanie” to even bigger success.

Bruce Cockburn—his incisive songwriting and
crisp performances have made him many fans
during the short time since the release of *“Won-
dering Where The Lions Are’” Now, with two
LPs under his belt and ever-growing acceptance
here in America, comes “Resume.”’ It’s a collec-
tion of some of Bruce’s best and it features his
latest single—*"The Coldest Night Of The Year.”

Karen Lawrence—a film score for Streisand,
lead singer with 1994, then the L.A. Jets, and
that's just some of the background! Now, how-
ever, it’s “Girl’s Night Out” for Karen. It’s her
debut solo album with her songs (co-written
with Fred Hostetler), her Pinz and the produc-
tion genius of Jack Douglas (*Double Fantasy”)
that make for rock and roll that’s on the right

wavelength for fun—and success!

Razzy Bailey—after two back-to-back number-
one singles and a string of nine more in the top
ten, he has easily established himself as one of
Country Music’s hottest items. His third LP is
called “Makin’ Friends,’ and the way Razzy
does it, his standing reservation at the top of the
country charts shows no sign of being cancelled.

The best of the new by the band that’s been tear-
ing it up all over the Midwest, The Dillman
Band; and the newest by the best. Like Tomita's
“Greatest Hits/Volume 2.” And then there’s our
penchant for sound tracks: *“The Elephant Man,”
an Oscar Nominee, and “Sophisticated Ladies,”
a smashing Broadway success.

It is with great pleasure that we announce (once
again!) that we're still on the same hot track
we've been on since the crack of the New Year!

REGA Records

e

1. STEPHANIE MILLS

"“Stephanie’’ T-700
(20th Century-Fox)*

2. THE DILLMAN BAND
“Lovin’ The Night Away”

AFL1-3909

3. THELMA HOUSTON
“Never Gonna Be Another
One” arL1-3842

4. ESTHER WILLIAMS 7. ISAO TOMITA
“Inside Of Me”’ aFL1.4023 "A Voyage Through His
Greatest Hits/Vol. 2 arLi4019

5.“THE ELEPHANT MAN”

Original Sound Track 8. CLAUDIO ABBADO/

632 (20th Century-Fox)* LONDON SYMPHONY
6 BRUCE COCKBURN S e - el

(Mﬁfﬁ?ﬁy BRESTTST Mussorgsky” ARL1-3988
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“Makin’ Friends” anLi-4026 & THE PINZ "Great Country Hits” %
“Girl’s Night Out” arL1-4006 ATLEacHS

10. “SOPHISTICATED LADIES”
Oviginal Broadway 13 JERRY REED ikl S P T Millconiam
Cast Recording cBL2-4053 “Dixie Dreams”’ AHL1-4021 - il HECIRDS

‘Greatest Hits” aHLI-3999

11. VARIOUS ARTISTS 14. DANNY DAVIS & THE _‘

“Film Classics”’ xrL1-4020 NASHVILLE BRASS rerd

o zcoRO

"Cotton Eyed Joe"” aHL1.4022 '
Y ] Manutactured and Distributed oy RCA Records
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IN KEYNOTE SPEECH

Droz Suggests Ways
To Lure Consumers

® Continued from page 3

he wants: music (“Are you, are your
people, tuned in to the music? Does
the consumer know more about your
product than you do? In what other
business is that true? It wasn’t long
ago that many of you asked, ‘Chris-
topher who? and REO what? ™).

® that consumers prefer buying
from record stores (“Record stores
are big winners. Since 1977, retail
outlets have gone from a 76% share
of the market, to an 86% share. In the
same three years, record clubs
bombed, from 13% down to 6%").

® retail purchases are basically
even 11 months of the year. (“De-
cember is terrific, but the other 11
are equally good. Will you join me
in taking that message to the artists
who seem hypnotized by the fourth
quarter?”).

@ that the consumer is catching on
about giving the Gift Of Music
(“Five times as many people would
rather get a Gift Of Music than
candy™).

While stating that the NARM Gift
Of Music campaign was a “smash,”
Droz suggested another NARM
project, to develop another week or
month to rival the sales of Christmas
and Thanksgiving. “How about
Grammy week or month? With a
captive audience of 60 million view-
ers worldwide turned to music, it
could be a monster.”

Sounding an upbeat tone on cur-
rent business conditions, Droz said it
was “good to have a few problems
pretty much over with: good to have
returns in check: good to have ‘ship-
ping platinum’ over with; good to
have ‘Business Week’ predicting the
death of some other industry; good
to have a growing market; good to

have just had the best December in
most of our histories.”

The music industry veteran told
NARMites that “if there is any
doubt that the future is now, con-
sider the names and terms that are a
reality today, or will be in less than
12 months—VCR, VHS, Beta, laser,
CED, VHD, digital. If you had used
those terms at a NARM convention
several years ago, would anyone
have understood? Do you all under-
stand today?”

Droz noted that the tape boom
had started with gasoline stations.
“Who among us today is ready to
give back to the gas stations what
represents 31% of our business. We,
as an industry, are not relegated to
only that which comes on a flat disk.
Anything related to home entertain-
ment is fair game and presents op-
portunity.”

Droz laced his speech with hu-
morous one-liners worthy of Joe
Smith, chairman of Elektra/Asylum
Records, who is often asked to em-
cee industry functions.

For instance, he said that Stan
Gortikov, president of the Record-
ing Industry Assn. of America, the
manufacturer trade group ever-
battling against counterfeiting, was
among those NARM sought before
Droz to keynote the convention, but
“he couldn’t talk because he was
hiding out in an unmarked one-
stop” and that Ahmet Ertegun,
chairman of Atlantic Records, had
turned down the offer with the com-
ment, “NARM? They still do that
every year?”

Even before Droz spoke, one in-
dustry wag suggested that Droz
might be known after his address as
“Henry Droll.” IRV LICHTMAN

GIFT CAMPAIGN—A visitor from

nearby Disney World helps out

NARM with its Gift of Music cam-

paign during the merchandiser

group’s annual convention in Holly-
wood, Fla.

Bar Code Advantages
Supported By Panel

HOLLYWOOD, Fla.—The op-
portunity and challenges inherent in
bar coding formed the basis for one
of the panels in this year’s NARM.

“Management must always fight
the bureaucracy. And there are still
engineers who use a slide rule rather
than the hand calculator,” said Rob-

NARM ert Schneider, execu-

tive vice president of
Report Western Merchan-

disers, who was
chairman of the panel on “UPC Bar
Coding: Its Challenges, Opportuni-
ties and Issues.”

Sharing the podium with Schnei-
der were Richard Bruce, manager of
package engineering at CBS;
George Goldberg, editor of SCAN
newsletter; Shelly Harrison, presi-
dent of Symbol Technologies; and

Sandra Rutledge, vice president of
administrative services at Record
Bar.

In an audio visual presentation,
and in remarks to attendees at the
session the panelists shared their ex-
pertise about the problems and op-
portunities in bar coding as it relates
to the record industry.

The companies currently using
bar coding are the CBS Group,
Arista, Boardwalk, Chrysalis, Hand-
shake, Capitol, LAX, MCA, Mid-
song, RCA, and Warmer Bros. Those
labels not yet using the code are At-
lantic, Elektra, EMI, Motown, and
Polygram.

Basically the bar codes are used to
identify a product electronically, ei-
ther through a wand-like device, a la-

(Continued on page 71)

HOLLYWOOD. Fla.—Although
an anticounterfeit session was cut
from the NARM convention pro-
gram (Billboard, April 18, 1981), the
NARM board met with Recording
Industry Assn. of America execu-
tives Monday (13) to discuss the
problem. “Both groups,” a NARM

statement said, “are
NARM in complete agree-
Report

ment that these per-

nicious  practices
must be stamped out and have
jointly made that endeavor a prior-
ity effort. Following this convention,
a joint committee will be formed to
determine how best to use our re-
spective strengths to eliminate coun-
terfeiting and piracy wherever it
may be found.”

* x %
Another NARM session cut was

Convention Briefs

the rack-jobber phase of Tuesday’s
(14) “W-rap” gatherings. Instead it
was “merged” with an independent
distributors session, said by NARM
spokesmen to reflect a “show of
strength” for indie distributors (see
separate story). Some key rackers, of
course, also operate indie distribu-
tion companies.

* * *

Canadians at NARM offering
U.S. product far below domestic
prices, but there’s a remedy, spokes-
men for the RIAA point out. Exist-
ing federal laws protect against par-
allel imports, but the matter must
first be brought to the attention of
the Treasury Dept.,, under which
customs operates. They can stop the
flow of product at point of entry,
RIAA was informing concerned
tradesters at NARM.

Independent Distributors Seeking ‘Network’

® Continued from page |
the face of a reduced field of corpo-
rate branch distributed majors.

Although the focal point of
speaker Elliot Goldman’s speech—
the need for a virtual “network” con-
cept tying together the promotional
and marketing capacity of the na-
tion’s independents, and a more re-
alistic response to credit problems
among retail customers—echoed the
Arista executive’s sentiments as out-
lined at the last NARM summit here
held two years ago, his 1980 call for
unified marketing between indies
was underscored by a move toward
the creation of a new NARM com-
mittee designed to serve the inde-
pendent distributors.

Outgoing NARM president Joe
Simone, himself president of Prog-
ress Records Distributors, a major
independent, rallied supporting in-
die NARM members at the session’s
close to map out how such a com-
mittee can be organized.

Goldman, Arista executive vice
president and general manager, sees
independents as having demon-
strated their market resilience and
growth potential during the two soft
market years since the NARM’s last
convention at the Diplomat here in
1979.

Alluding to his address delivered
there, Goldman pointed to the sig-
nificant growth for the independ-
ently distributed Chrysalis Records.
the sales and chart resurgence of
Motown, the oldest pop indie label,
and Arista’s own sales and profit
picture as bullish signs for the field.

“The score card shows independ-

ent distribution holding its own on
an absolute basis. and on a relative
basis moving ahead.” Goldman as-
serted.

That verdict led Goldman to term
the last two “trying” years in the
record business as “eloquent testi-
mony” to his stated scorn for pre-
dictions of the indies’ demise two
years ago.

That earlier meeting saw Gold-
man calling for more businesslike
refationships between distributors
and their label partners. including
the prospect of formal contracts out-
lining terms of that liaison. Arista’s
contracts with its distributors have,
he claims, “led to a more viable
working relationship,” while Arista’s
own profit picture and accounts re-
ceivable have been enhanced by
consolidation of the label’s distribu-
tion network into a more selective
group of firms.

Today’s distributors, he believes,
are “sophisticated businessmen who
have grown and solidified their
business” through better general
business practices, territorial expan-
sion and ancillary product lines.

If Goldman’s remarks on policing
credit problems also struck a reso-
nant note against a chronic trade
problem, it was his call for unity in
marketing and promotion focus that
was the session’s bellwether concept.

Newly installed NARM president
John Marmaduke of Western Mer-
chandisers/Hastings Books & Rec-
ords confirmed the NARM rackjob-
ber advisory vote shortly before the
independents’ meeting. To Marma-

duke—whose own firm has entered
the indie ranks along with a number
of other racks—the show of strength
among rack members indicates a
new level of cooperation highlighted
last October at NARM?’s rackjobber
conference in San Diego.

Another outspoken NARM rack
member, Lieberman Enterprises
chairman David Lieberman, sum-
marized his sector’s sentiment dur-
ing the question and answer period
following the Tuesday wrapup.

The racks’ chief concerns, accord-
ing to the Lieberman chief: “The
concentration of more and more
economic power” in a shrinking
field of major branch distribution
entities.

Lieberman also cited the indus-
try's need for new trends, artists and
product as one traditionally served
by independent distributors.

The nation’s independents may be
selling themselves short, according
to several speakers heard during the
session, including panelists who
generally agreed with the floor com-
mentary of Bob Fead, Alfa Records
president.

Fead, in reviewing his new label’s
decision to distribute through inde-
pendent channels, recalled meetings
with both major branch systems and
independents prior to making that
commitment. That experience, he
asserted, revealed independents
may be stronger than they realize.

“One of the things you may not be
aware of is that you're very competi-
tive with branch systems in terms of
your strength in sales staff.” he re-
ported. Only WEA and CBS can
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rival the nation’s top independents
with respect to depth in personnel
within their markets.

“You're real important, but I
don’t think you've told anybody
that,” Fead told distributors.

Panelist Jack Bernstein. Pickwick
International’s senior vice president
for independent distribution, con-
ceded that independent distributors
haven’t been outspoken enough. in
their own defense.

Another Fead suggestion also
drew support. The Alfa executive
pondered whether distributors
should be more aggressive in solic-
iting new label clients, suggesting in-
dies reverse the label acquisition
trends seen at the majors by ap-
proaching branch distributed com-
panies owned outside the respective
corporate structure.

As for the network concept, M.S.
Distributing president Tony
D’Alesandro said the groundwork
has already been laid via prelimi-
nary talks. His call for possible
NARM involvement in marshalling
a distributors organization was an-
swered by Simone’s own formal
request for a show of distributor
support.

And independent distributor Jim
Schwartz of Schwartz Bros. offered
his conviction that communication
between distributors has already im-
proved dramatically. “I think we've
all grown up.” he said of indie firms
in the two years since the last call for
independents’ unity, “we’re acting
more like businessmen, and we're
spreading product faster as a result.”

CBS Video, demonstrating both
videotape and RCA-compatible
videodisks, says it picks up exclusive
rights to MGM videodisks after Dec.
31, when RCA’s marketing rights
end. CBS Video, of course, already
markets MGM goodies on video-
tape.

LA S

It was difficult finding music pub-
lishing representation at NARM,
but Harold Seider, president of
United Artists Music and once chief
of UA’s label, came by. He also had
some business to conduct in the
area—but more about that soon.

* * %

Amos Heilicher, the veteran
record industry warrior, promised
NARM Scholarship Dinner attend-
ees, he’ll be back in some form of
music industry endeavors once his
no-compete clause with American
Can ends a year from now (it’s four
years since Amos sold his merchan-
diser company to the Pickwick Inter-
national parent). “Pickwick doesn’t
know what we're going to do, but
we'll worry them to death.” Heili-
cher told Billboard.

LA

Think it's a jaded industry? You’d
think that over if you were present at
London Records cocktail hour(s)

(Continued on page 71)

CBS Reports
Record Revenues

e Continued from page 3

absence of a number of businesses in
the hobby/craft and continuity
book fields, which have been dis-
continued,” the company says.

The first quarter results, for the
period ending March 31, 1981, were
revealed in a stockholders meeting
in Phoenix, Wednesday (15). Reve-
nues for the quarter were a record.

“Our first quarter revenues were
$990.8 million compared to $968.9
million in the first quarter of 1980,
an increase of 2%,” William Paley,
chairman of CBS, told the stock-
holders.

“Net income for the quarter was
$14 million compared to $13.1 mil-
lion for the year-earlier quarter, an
increase of 7%. Per share earnings
for the quarter were 50 cents, an in-
crease of 6% over the 47 cents earned
the year before,” he continued.

In the meeting Thomas H. Wy-
man, president of CBS Inc. restated
the company’s business posture for
the last year, first revealed to secu-
rity analysts on Feb. 26 (Billboard,
March 7, 1981).
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sending out contracts next week.”

Sunbelt’s plans are so new that the
company did not have time to secure
a suite for the convention. Case, who
has moved over from president of
RKO to be president of the Sunbelt
Broadcasting Group (Billboard,
April 18, 1981), describes his new
Transtar Radio Network, due to be-
gin in August, as “a 24-hour radio
station in the sky.” While the
Burkhart/Abrams formats are
aimed at 25- to 54-year olds, the
Sunbelt format will be an adult con-
temporary format targeted at the
narrower demographic of 25 to 34.

Case is looking for a program di-
rector and an on-air staff, and in the
meantime E. Kark of Sunbelt’s Re-
search Group division is working on
the music and other format ele-
ments.

While these two companies were
pushing this futuristic concept, a
host of syndicators, jingle package
houses and others offering program
services at the convention were
briskly selling a variety of country
products.

Drake-Chenault’s Great Ameri-
can Country, BPI's Country Living,
Concept’s Country, the Musicworks’
Country 80, Century 21’s Cross
Country were among the full-format
services with high interest. American
Image Productions’ “Livin’ The Mu-
sic” country jingle package was also
popular with the delegates.

The other prominent program-
ming trend at the convention was
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‘Radio Girding For Space Age

TMOR, Toby Arnold’s “Unforget-
table” and Al Ham’s “Music Of
Your Life.”

Most of the 442 exhibitors and
more than 200 companies who oper-
ated suites were pleased with busi-
ness. While the attendance at the
convention, 24,647, fell short of the
record 26,000 who attended last
year, the buying mood of those who
did attend made up for those who
stayed away this year.

On the legal front, broadcasters
were encouraged by a number of
speakers, including Sen. Barry
Goldwater (R-Ariz.), that recent
steps taken by the Federal Commu-
nications Commission to deregulate
radio, are only the beginning.

Broadcasters were cheered by
Goldwater, who is chairman of the
Senate Communications Subcom-
mittee. He predicted that a Senate
bill to deregulate radio has “strong
support” on Capitol Hill and may
pass Congress before the end of the
current legislative session.

He said at a Monday (13) session,
“Congress is beginning to realize
that the free market is the only thing
that works in this country. I don’t
think the federal government should
be able to tell you what to do with
your (air) time and programming. I
don’t know of anyone who com-
plains that there is not enough to lis-
ten to on the air. You should run a
station like you want to. The good
(stations) will go up and the bad will
fall.” Goldwater also said he’'d like
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into the American free enterprise
system.

During a session on Tuesday (14)
on deregulation, former FCC chair-
man Dick Wiley said of the FCC
deregulation moves, “Happy days
are here again.” Wiley pointed out
that program-length commercials
such as want ads are now allowed.
“Some of this the public enjoys.”

At the opening session of the con-
vention on Sunday (12) NAB chair-
man Vince Wasilewski cited new
deregulatory support on Capitol
Hill, the regulatory agencies and the
courts, and reasoned, “the country
has rediscovered that the business of
America is business.”

Wasilewski told the broadcasters
they “were being freed to formulate
their future.” He urged them to push
for participation in the development
of new technologies. In a burst of if-
you-can’t-fight-"em,-join-"em enthu-
siasm Wasilewski said, “It was radio
and television broadcasters who
built the cable industry.” Broad-
casters should not *“be excluded or
limited in our participation in these
technologies.”

Wasilewski urged that “the time is
now” to “guard against ill-advised
governmental schemes to down-
grade our exhibiting product” such
as the FCC’s proposal to shift the
AM dial from 10 kHz to 9 kHz (see
separate story page 18).

Rich DeVos, president of Amway
Corp. and co-chairman of Mutual
Broadcasting, lived up to his billing
as a “fire and brimstone free enter-

Merchandisers Praise $5.98s;
More Advertising Support Due

® Continued from page 3
Harry Suttmiller, record and tape
buyer at mass merchandiser Gold
Circle stores, followed with a hu-
morous “phantom” side presenta-
tion, citing the “best profit poten-
tial” inherent in midline product.
There was some disagreement, as
a result of a question from the floor,
over the success pattern of tape
product in the series, a configuration
that receives scant attention in $5.98
promotions.

Tom McGuinness, vice president
of marketing of branch distribution
at CBS, reported that tape sales were
running eight to one behind on 8-
tracks and four to one on cassettes.
“It doesn’t make sense to release a
lot of tapes,” he replied.

But Passamano said tape sales of
MCA’s “Platinum Plus” line proved
otherwise. And Gordon Bossin, vice
president of sales and distribution at
Arista Records, suggested that the
lack of promotion attention to tapes
could be a reason for their sales
shortcomings.

Larry Gallagher, vice president of
sales at RCA, added that tape mid-
lines might be suffering from mid-
line appeal to older buyers, who
might prefer LPs over tapes.

Passamano said that MCA had
sold $15 million worth of $5.98s—on
162 available titles—since their in-
troduction in August 1980, part of a
$45 million total sold last year in six

statement by Suttmiller that the
$5.98s had returned the buyer to
multiple purchases.

When RCA wanted to bow a
$5.98 line, Gallagher said the com-
pany met resistance from a&r, artists
and their managers. They no longer
do so, he added, declaring that the
label’s sales forecasts for this year
has tripled. RCA introduced its mid-
lines last July and plans at least 40 ti-
tles per quarter.

Walter Lee, vice president of szles
at Capitol, promised further types of
product input, already amplified
with jazz albums, with classical
product and other Beatles albums
and sessions featuring Kenny Rog-
ers.

“We have found,” stated WEA’s
Helfer, “that the best way to adver-
tise and promote $5.98 product has
been in a variable priced ad where
front line product as well as $5.98
product had been advertised and
merchandised.”

Arista’s Bossin said that while it
would be “tempting to use our mid-
price iine as a dumping ground for
product that has previously been
designated for cut-outs ... we will
not do that. as we recognize the
value of only including viable, pro-
motable titles by name artists.”

As for retailer Larry Rosen’s com-
plaints on future regular-priced
product earmarked for $5.98s, re-
tailer Suttmiller responded, “I notice
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® Continued from page 9
suppliers’ own advertising and mer-

" chandising efforts.

APRIL 25, 1981 BILLBOARD

In an era when shoppers’ concern
over fuel costs may be influencing
them to narrow their purchasing be-
havior to fewer stores than in the
past, he also pondered how acces-
sories marketed with accompanying
printed promotional pieces and
mailers could help reinforce con-
sumer loyalty to a given account.

Video’s arrival is signalling new
accessory sales potential, according
to Stanley Meyers, branch manager
for Sound/Video Unlimited, who
conceded he had once viewed tradi-
tional record care products as “nec-
essary evils” in a music retailer’s
product mix.

Now that he’s with an audio/
video merchandiser, however,
Meyers says he sees the potential to
reap added profits through the
growing field of audio products and,
more recently, video accessories
such as cables, junction units and
head cleaners. Other products in-
clude videocassette storage boxes,
lettering kits and transformers.

Stu Schwartz, chairman of Har-
mony Hut/Schwartz Bros., touted
the profit potential of sheet music
and folio sales as seen in his own
Harmony Hut locations, where au-
dio gear, print, accessories and both
video and audio software are sold.

Encouraging dealers to carry a
wide variety of different types of
print comparable to their recorded

Euro Release

NEW YORK—-RCA Records is
releasing Britain’s winning entry in
the Eurovision Song Contest (Bill-
board, April 18, 1981) in the U.S.
Disk is titled “Making Your Mind
Up” by by Bucks Fizz; it currently
occupies the No. | spot on the UK.
charts for RCA there.

inventory, Schwartz noted that a
typical 5,000 square foot location in
hic chain utilizing 45 linear feet of
display space can see up to $45,000
in sales annually, representing a re-
turn of $200 for each square foot of
space.

He also urged retailers to explore
how print sales can be tied to record
and tape titles.

James Rose, general manager of
the Rose Records/Sounds Good
chain in Chicago, reviewed his
stores’ efforts in tying accessory
stock to NARM’s “Gift Of Music”
push. Noting that the Rose Records
downtown location draws an older
buyer less likely to purhcase drug
paraphernalia and other items
aimed at younger music fans, he re-
viewed how gift wrap featuring both
store emblem and the NARM gift
logo, along with greeting cards and
gift certificates helped maximize
purchases of records and tapes as
gifts.

Heavy duty shopping bags and
canvas totes have also proven popu-
lar for that chain, with the latter par-
ticularly successful when offered in
a special fixed-price gift package in-
cluding three LPs at $7.98 or $8.98
list and a Discwasher record cleaner.

The panel also included an up-
date on the success of Chu-Bops
bubblegum, marketed in tandem
with Album Graphics, Inc. (AGI).
Popularity of the miniature LP cov-
ers used for that product, along with
ancillary items including miniature
record players, a collector’s album
for displaying the covers and T-
shirts helped generate unit sales of
40 million in the nine months since
that product’s launch, representing
net sales of $2.8 million.

Moderator Traub closed the ses-
sion by reviewing the factors behind
a retailer’s entry into the field of pri-
vate label goods, an area that has
worked for the Musicland Group.

SAM SUTHERLAND

General News

Old Story At New Tape Panel?

Bemoan Little Progress With Cassette Merchandising

HOLLYWOOD, Fla.—NARM’s
tape merchandising seminar was the
scene of lots of head shaking, as one
panelist after another bemoaned the
lack of progress over the last several
years. Floyd Glinert of Shorewood
packaging noted ruefully that the
panel marked a “Bar Mitzvah” for

him, since it was his
NARM 13n panel appear-

ance at a NARM na-
Report tional or regional
meeting, and the industry was still
far away from standardizing tape
packages.

The session was run by Harold
Okinow, president of Lieberman
Enterprises, and featured presenta-
tions by Ed Berson of Record Bar,
Dick Dubbels of AGI, Herbert
Friedman of Ivy Hill, and Glinert. A
representative of Sony Corp. was
originally scheduled to participate,
but backed out at the last minute.
Okinow said Sony had been invited
because of “a little thing called the
Walkman, which we see as a product
of exciting potential for prerecorded
tape.”

Okinow cited three problem areas
in tape merchandising—quality, dis-
play and perceived value to the con-
sumer. “Finally,” he said, “the man-
ufacturers are acknowledging that
there has been a quality problem.”
He said he was encouraged by im-
provements in prerecorded quality
from the major labels.

As to display, Okinow noted that
everyone in the business agreed that
open displays were the way to go in
tape, but he acknowledged that
packaging which discouraged pilfer-
age often created other problems.
Okinow said that Lieberman had
designed a new tape package in con-
junction with a plastics company
that he believed marked a major im-
provement.

The new box is an easy loading
one-piece design, which can hold ei-
ther two cassettes or one 8-track. Lie-
berman will soon begin to test the

Retailers Increase TV Ads 93%

® Continued from page 6

station audience ratings; Designated
Marketing Area (DMA), a com-
parable measurement based on
Nielsen ratings; and HUT or Homes
Using Television were explained as
they relate to evaluating a station’s
importance in its market.

Bills cited the rising median age,
the trend toward entertaining at
home, a rise in income among un-
married men and a 117% increase in
the number of unmarried couples
sharing the same household as all
auguring well for both tv and music
markets.

Moderator Lou Fogelman, presi-
dent of Show Industries, asked retail
panelists to review their own experi-
ences as tv advertisers with partici-
pants screening samples of their
spots and reporting on both sales
performances and special problems
in correctly addressing the medium.

Harmony House general manager
Jerry Adams offered what appears
to be a common retail change in atti-
tude toward tv, recalling, “As our
chain grew in size, we knew that
sooner or later we’d advertise on tv.
But that prospect scared us.”

The chain elected to go ahead
with its tv ad plans, however, basing
its strategy on internal meetings
where priorities in the spots’ mes-
sage were set. Instead of jobbing out
to a separate spot packager, the
chain worked directly with a video

production firm and director, shoot-
ing the spot in one of its own stores
with a local FM air personality as
the spokesperson.

Total production cost for the one-
day shoot was $6,500, and while
Adams allowed that an outside
packager might have simplified the
process, his own management
learned more about how tv advertis-
ing works by bringing much of the
effort under their own guidance.

Tom Keenan, president of Every-
body’s Records, boosted the me-
dium by touting it as “the most excit-
ing but largely unused ad medium
available today.”

Everybody’s entered tv advertis-
ing in 1973 via an unorthodox 120-
second spot designed for airing adja-
cent to music shows, with sales in-
creased by 30% as a result.

Now the chain uses a variety of
spot lengths, day or night parts and
both cable and local independent
operators as well as network affil-
iates. A recent major tv ad program
“has broken sales records every
month since its introduction, Kee-
nan reported.

At Licorice Pizza, Lee Cohen, the
chain’s advertising director, re-
ported tv as part of its media mix for
the past three years. Noting its im-
portance in building store image, he
showed recent spots including an in-
stitutional commercial built around
the store’s motto, “The tastiest music

in town,” through the depiction of a
young female buyer munching on
an LP during a visit to the store.

Sandy Halper, ad director for
Denver-based Budget Tapes & Rec-
ords, noted that retailers should take
advantage of the medium’s greater
flexibility with respect to bartering
spot costs and spot package deals.
“Tv stations are more willing to
negotiate than radio stations, so we
work closely with the station reps to
see what kind of package we can
get,” she explained.

During its four years as a tv adver-
tiser, Budget has built several suc-
cessful institutional campaigns
around its own “We've Got Your
Song” credo, and has also done label
co-op tie-ins such as an A&M holi-
day season push for Supertramp,
Split Enz and the Police.

Taking a more modest profile is
the Record World/TSS chain, ac-
cording to its advertising director El-
liot Gorlin, who attributed his stores’
more modest 10% ad budget com-
mitment to tv to the high cost of tv
time in the New York metropolitan
area.

Gorlin stressed such cost savings
ploys as frequent co-op ties, cus-
tomizing of label supplied spots
through superimposed graphics and
tags, and shooting of multiple spots
during a single studio booking as al-
lowing retailers to produce tv spots
onabudget. SAM SUTHERLAND
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By GEORGE KOPP

box in the field.

Record Bar’s Berson, a long time
open fixture proponent, revealed
that his test marketing of the 4 x 9
tape package yielded mixed results.
“Nobody mentioned negatives,” he
said, “but there weren’t a lot of posi-
tives either.”

The test was conducted in 15 loca-
tions. In some stores, the tapes were
priced higher, in some the same, and
the placement varied as well. In
some stores, the tapes were dis-
played with the records and in some
by themselves. Berson concluded
that packaging played only a partial
role in making tape attractive to cus-
tomers.

From the three major packagirig
firms came assurances that pack-
agers were not trying to shove a for-
mat down the throats of the indus-
try.
“We’ve been accused of creating a
market,” said Friedman. “Think of a
package as a box that will help you
make bucks.” He assured the au-

dience that all the packagers could
make any box the industry decided
on.

Glinert cautioned the group not to
be “railroaded” into any one format.
Tests of the Shorewood-designed 6
by 6 package have been “totally
non-conclusive,” he said. The big-
gest negative, he said, was its lack of
identification as a cassette.

Dubbels presented a slide show
dramatizing thé lack of progress
made in tape retailing. The pictures,
shot in stores in upstate New York
and Connecticut, showed displays
ranging from locked glass cases to
hinged browser bins dating from
1965.

He then showed slides of AGI’s
latest developments with its 4 x 9
boxes and displays. He said that cas-
settes should be sold alongside rec-
ords, especially with hit product.
Another possibility he suggested was
to put cassettes of heavily promoted
titles right by the counter.

Brewers Bankrolling
Summer Fest Series

® Continued from page 4

the huge Meadowland stadium in
Rutherford, N.J. June 28 and the
Houston Astrodome Aug. 22. Hous-
ton replaces Chicago’s Soldier Field.
The Jersey outdoor noon-to-noon
gig last year attracted 51,000, while
the lakefront Windy City all-day
event drew 44,000. Ducats are
$13.50 and $16. Rosenberg is coordi-
nating and John Sdoukas of Boston
is booking the talent.

Budweiser is more overt, with a
giant streamer across the stage not-
ing the lager correlation, and there
will again be numerous references
and ads in the programs relating to
Bud.

Bob McDowell, group marketing
manager, Anheuser-Busch, esti-
mates Michelob will be supporting
between 75 and 100 important name
talent al fresco events in connection
with the Nederland Organization
(Billboard, April 11, 1981). In all six
venues, Michelob plays an impor-
tant part in subsidizing strong ad
support that subtly reveals its link, as
it did with the fusion jazz experi-
ment.

The same laidback policy marks
Michelob’s second annual tie to the
New York Racing Assn.’s Michelob
Sunset Series at Belmont Race track.
From May 23 through Labor Day,
the central Long Island raceway is
booking through Music Fair Enter-
prises, New York two- and three-day
weekend early evening concerts. Not
all names are booked, but the
present slate includes: Johnny Cash
and June Carter, May 23; Paul
Anka, 24; Glen Campbell, 25;
Johnny Mathis, June 7; Larry Gat-
lin, July 5; Dionne Warwick and the
Buddy Rich Band, 11; Bob Hope,
12; the Doobie Brothers, 18; Andy
Williams, 19; and Tony Bennett and
Count Basie’s band, 25. The race
events move to Saratoga, N.Y. each
August, where there will not be con-
certs. The series closes with the three
days of Labor Day, according to
Howard Giordano, track marketing
chief.

Persons paying the $2 general ad-
mission for the race events may stay
for the evening gigs. Those coming
to the track after 4 p.m. pay $8. Gior-

dano says few after 4 p.m. paste-
boards were sold in the prior four
years.

Ben Barkin, who represents
Schlitz in the outdoor summer
events field, notes the Milwaukee
brewer will again participate in re-
gional events in New Orleans, Mem-
phis, Winston-Salem and Los An-
geles. Schlitz, once prime bankroller
of the Newport Jazz Festival, still
books talent through George Wein.
Barkin would not comment on
Schlitz’ fiscal outlay for the summer,
but it is known that it is around
$500,000. Schlitz participates in ad-
vertising and talent costs.

The New Orleans Jazz & Heritage
Festival, May 1-10, set for a number
of venues in the Louisiana city has
already inked talent such as Hugh
Masakela, Jimmy CIliff, Little Mil-
ton, James Cotton, James Brown,
Junior Walker, Pete Fountain,
Chuck Berry, Bob Crosby, Chris
Barber, Cab Calloway, Panama
Francis, Dexter Gordon, Betty Car-
ter, Jimmy Smith, Nancy Wilson,
the Ramsey Lewis Trio, Cecil Tay-
lor, the Crusaders, Mongo Santa-
maria, the James Rivers Movement,
Allen Toussaint, Gatemouth Brown
and Clarence “Frogman” Henry for
the 11-day event.

John Bailey of Anthony M.
Franco, agency representing Stroh’s,
reports the Detroit brewery will fol-
low the Schlitz pattern, contributing
money for talent and promotion of
the Montreux-Detroit International
Jazz Festival Sept. 2-7 (Billboard,
March 28, 1981). It will be the sec-
ond year for the Detroit series and
the second for Stroh’s.

Miller High Life through John
Cronin, Chestnut Hill, Mass. agent,
will again participate in the Chi-
cagoFest and will underwrite some
portion of the first May 29-June 7
Carnival MusicFest, Memphis (Bill-
board, April 11, 1981).

Actually, much of national brew-
ing’s interest in concerts was ignited
a decade ago by the Milwaukee
summer festival. Today, Miller has a
jazz venue, Schlitz a country-ori-
ented show area while Pabst stages
rock events.
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Coleys Talk
Music During
Schools Tour

LOS ANGELES—A&M’s Leslie,
Kelly & John Ford Coley went back
to school last month to conduct a
series of career seminars at_20 col-
leges and two high schools through-
out the Pacific Northwest.

The trio had two aims: to educate
the students about job opportunities
in the music industry and to promote
their new self-titled LP.

The seminar series, they feel, is a
viable exposure alternative in an era
of tightened radio playlists and re-
duced tour support.

In the presentation, they screened
videos of two songs from the album
and showed slides of interviews they
had conducted with Herb Alpert,
the Brothers Johnson and Seals &
Crofts on the subject of breaking
into the business.

They estimate that the cost of the
four-week road trip was $12,000, in-
cluding $5,000 for the videos. By

comparison, England Dan & John’

Ford Coley required $18,000 a week
to sustain a performance tour, per
Coley.

The singer cites several other ad-
vantages to a seminar series. “When
you go outon tour,” he says, “you do
interviews for radio and tv, but you
never come in contact with the
people. You're really isolated from
the people who buy your records.”

The seminars also gave the trio a
built-in hook that helped line up ra-
dio and print interviews during the
tour. “They all wanted to see us,” ex-
plains Kelly Bulkin, “because we
had something to talk about.”

Adds Coley: “When I was a kid,
the only people who ever came to
our school were firemen, marines
and people in advertising. Nobody
ever came to talk about music, so to
many people it’s a very mysterious
business.”

Coley says that A&M vice chair-
man Herb Alpert was an early sup-
porter of the seminar series, though
others in the company at first didn’t
see the value of it.

Alpert signed the act to A&M and
was executive producer of their LP.
In fact, Alpert has signed Coley
twice, since England Dan & John
Ford Coley’s first three LPs were on
A&M before they left to have a
string of hit singles on Big Tree.

“Herb always said, ‘I love it;
there’s just nothing we can do with
it,” remembers Coley. “But all
these years I've maintained a good
friendship with him.”

The series covered schools in
Utah, Washington, Idaho, Oregon
and California. Each stop included
Q&A sessions which lasted upwards
of three hours.

The costs were kept to a minimum
because the trio didn’t have a band
or entourage. It was just the three of
them, plus an advance man who pre-
ceded them by five days lining up
school sites. That job went to Leslie
& Kelly’s father, Sid Bulkin.

(Proving they keep it in the fam-
ily, the act’s manager is mother Joan
Nemour.)

Denver Guests

NEW YORK—Opera singer Bev-
erly Sills, violinist Itzhak Perlman
and flautist James Galway are
guests on John Denver's ABC-TV
special, “Music And The Moun-
tains,” screening Friday (24). Show
is produced by Denver with Mark

- Stouffer; executive producer is Jerry
Weintraub.

o

Finally, Fogerty
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EDISON INSIGHTS—Dale Johnson, far left, operations manager for Poly-
Gram's distribution center in Edison, N.J., gives members of the Institute of

New Cinema Artists’ recording industry program a look at the facility.

Starting

Second Album For Elektra

By PAUL GREIN

LOS ANGELES—John Fogerty
plans to go into the studio in May to
begin work on his second Elektra/
Asylum LP, due in early fall. It will
be his first album release since Joe
Smith became chairman of the label
in December, 1975.

“I asked him if it was anything
personal,” says Smith, dryly.

Fogerty’s LP has been on Elek-
tra’s “indefinite futures” list for 5%
years, setting some kind of record for
the label, if not the industry. “Close
to it, of course, is my Dolly Parton-
Emmylou Harris-Linda Ronstadt
record,” adds Smith. “That must be
three or four years, too.

“John was signed for five albums
and he delivered one back before I
got here. It didn’t have the success of
Creedence, but at that point he was
reexamining what kind of records he
wanted to make. He wanted to learn
how to play certain instruments and
work the engineering aspect.”

Fogerty’s long layoff dramatizes
the industry-wide problem of album
delivery by major acts. “There’s not
much you can do,” says Smith. “You
can’t dictate songs coming out of
somebody’s head, so you ride along.

“I don’t know of anybody who
meets their schedule. Country artists
manage to do it, and some r&b art-
ists, but with the major pop artists
who create that tumult and traffic,
there’s no weapon I know of other
than certain incentives, but they're
self-defeating, too, If the acts don’t
earn the incentives, they feel like
they’re being penalized. That can al-
most be a negative.”

Smith offered the Eagles incen-
tives if they would deliver “The
Long Run” in time for the 1978 holi-
day buying season, but it wasn’t re-
leased until September, 1979.

“We had a bonus situation with

Braun Honor

NEW YORK-David Braun,
president and chief executive officer
for PolyGram Records, has been
named one of six recipients of the
John Jay award for “distinguished
professional achievement” from his
alma mater Columbia Univ.

Braun, a music industry attorney.
before joining PolyGram, graduated
from Columbia in 1952 and then
went on to earn a law degree at Co-
lumbia Law School in 1954.

Braun, along with Sidney Shein-
berg, president and chief operating
officer of MCA Inc., among others,
received the award Thursday (16) at
the Beverly Wilshire Hotel in Holly-
wood.

‘Eagles Live’ too.” Smith says, “but
that didn’t require any new songs.”
The LP was issued last November.
The industry’s basic problem,
notes Smith, is that “the artists who
attract all the attention and get the
industry stimulated don’t appear to
be too concerned about making rec-
ords for the benefit of the industry.”

“I don’t think being away ever
helps,” Smith offers. “People who
enjoy you discover other acts. We
tried to establish that with the Eagles
the last time around—that there are
certainly devoted Eagles fans, but in
the meantime they’ve been able to
hear a lot of other music.

“It would seem a more regular
basis of having records on the mar-
ket would be an advantage. But logic

-doesn’t always apply in our indus-

try.

MUSCLE SHOALS

LOS ANGELES—Rock manager
turned label chief Mike Barnett isn’t
joking when he says his company,
the Capitol-distributed Muscle
Shoals Sound Records, already had
3% of Billboard’s Hot 100 before its
first formal release schedule was’
ever set.

The twin-logo MSS/Capitol ven-
ture made its market debut via Del-
bert McClinton’s “The Jealous
Kind” album. Its first single, “Giv-
ing It Up For Your Love,” reversed
the veteran Texas performer’s career
frustrations by reaching the top 10.
When the followup, “Shotgun Rid-
er,” and the first single for MSS/
Capitol’s second artist, Lenny Le-
Blanc, both charted, Barnett says the
firm was still finalizing other sign-
ings.

Now pacted to the label are Bon-
nie Bramlett, who is featured
prominently on the McClinton hit,
Band drummer and screen success
Levon Helm and Russell Smith, the
vocalist and songwriter best known
for his tenure with the Amazing
Rhythm Aces. Barnett reports that
with those acquisitions, the Ala-
bama-based company finally
mapped out a release calendar cov-
ering those acts’ planned album re-
leases during the remainder of this
year.

The label itself is an outgrowth of
Muscle Shoals Sound Productions,
the inhouse recording arm that grew
from the success of the Muscle
Shoals Sound Studio complex and
its musician-operators, ‘the rhythm

WwWWwWWw.americanradiohistorv.com

RCA Aiming ‘Cosmos’

LP At Wide Market

By CARY DARLING

LOS ANGELES—RCA is launch-
ing a multimarket campaign for the
soundtrack to the highest rated PBS-
TV show yet, “Cosmos.” Though the
music, by Vangelis Isao Tomita
and others is classical, the label feels
the market is much wider than that.

“Cosmos,” a 13-part series aired
last fall based on the nonfiction
bestseller by scientist Carl Sagan,
was not originally supposed to have
a released soundtrack. PBS esti-
mated there were between 20.000
and 30,000 calls to PBS stations to
say “where is the music?” says West
Coast merchandising manager
Harry Gross.

Though it will be set up on a
branch-to-branch basis, RCA will
be merchandising in bookstores na-
tionwide, with posters and streamers
as well as the album itself. “The
book was number one for weeks,”
continues Gross.

Radio spots are being carried on
various kinds of formats. ““Because
it’s Stravinsky or Bach doesn’t mean
we have to advertise exclusively on
classical stations,” he continues.
“The viewers of ‘Cosmos’ were
people who listened to adult con-
temporary, AOR and classical.
People are calling in asking for *Cos-
mos’ music not for the individual
composers. A lot of people don’t
know it is classical music.”

A promotional tie-in is being
launched with 500 planetariums and
retailers for the album. Phase two of
the campaign includes print adver-
tising in such non-music journals as
Omni and, Discover which appeal to
the viewers of a show such as “Cos-
mos.”

The program is set to air again in
the U.S. in the fall of 1981, summer
of 1982 and winter of 1983. It is esti-
mated the total audience worldwide

By SAM SUTHERLAND

section of guitarist Jimmy Johnson,
bassist David Hood, keyboard
player Barry Beckett and drummer
Roger Hawkins.

Those four veteran musicians,
who’ve also produced various single
and LP sessions collectively and in
individual projects, had first assem-
bled in area studios in the early ’60s
before embarking on their own ca-
reer as studio owners through their
original Jackson Highway facility in
1968.

Now proprietors of a massive fa-
cility on Alabama Ave. in Florence,
one of the four cities in the Muscle
Shoals area, the quartet made their
first outside partnership when they
brought Barnett in as a fifth partner
for the label venture.

Barnett describes the link between
MSS Productions, the label and
Capitol as a flexible one, with the
management at the latter’s Tower
here having first refusal rights to the
projects developed by the produc-
tion company.

MSS Productions can place mate-
rial elsewhere, however, should
Capitol decline. Barnett adds that
not every act screened for the pro-
duction arm would necessarily wind
up on the label. Conversely, he
stresses that the company has an
open door to acquisitions produced
outside the production company.

“We’ve negotiated with one rock
act that may be produced by Mick
Ronson,” notes Barnett. “So certain
things that will be right for us as a la-
bel may not be right for us as pro-

for the documentary is near 140 mil-
lion.

RCA would liked to have had the
soundtrack out in time for the first
U.S. airing. “Originally it wasn’t
thought of as a soundtrack,” says
Martin Olinick. West Coast business
affairs vice president. “Then there
was the big response and the phone
calls.”

Because much of the music in the
show was already in the RCA cata-
log, the Carl Sagan organization ap-
proached Ed Deloy, then division
vice president of a&r, about putting
an album together. Executive pro-
ducer Gentry Lee and KCET-TV
Los Angeles producer Geoff Stiles
were responsibile for choosing the
tracks.

The album is getting extra promo-
tion from PBS-TV itself by being
used in the various local PBS sta-
tions’ subscription drives as a way to
invite donations.

“Cosmos” is a gatefold package,
featuring photos from the show. It
retails for $9.98. If it sells well, there
may be a “Cosmos II” set as there
are 140 minutes of music in the
series.

ASCAP Awards

NEW YORK-ASCAP has
awarded a total of $8,000 in prizes to
five winners of the society’s National
Awards in the 1980 Nathan Burkan
Memorial Competition for out-
standing law school essays on copy-
right law. The winners include K.H.
Pierce of Iverness, Ill., for “Copy-
right Protection For Computer Pro-
grams” (3$3,000) and John A. Taylor,
Belmont, Mass. for “The Uncopy-
rightability Of Historical Matter;
Protecting Form Over Substance &
Fiction Over Fact,” ($2,000).

Production Firm Spawns
Disk Label; Breaks Charts

duction clients. Likewise, there are
probably acts that would be right for
Muscle Shoals Sound Productions
but not the label.”

Barnett says the sensitivity toward
building an identifiable label image
will also influence any diver-
sification in terms of musical genres.
“We’re thinking of having a black
side to the label,” he says, noting the
MSS Section’s past track record on
r&b dates, “and if we do, we may
well decide to develop a separate
identity for that end of our music.”

Overall, he projects a compact
company that will perpetuate the
current small core staff and close ties
to Capitol’s national and local sup-
port team. “We’re going to keep it
small,” he asserts.

“Basically, we'll probably add one
or two people to help Bunny Wright,
our production coordinator, but
we’ll continue to utilize Capitol’s re-
sources and those of the seven inde-
pendent promotion people we have
to work our product.”

While Capitol’'s promotion and
marketing departments work the
product from date of release, Barnett
says the core MSS staff based at its
studio complex see their job as one
of organizing market information to
buttress the distributing label’s ef-
fort. .

As for future plans, that newly
conceived schedule shows Helm’s
first album for the label tentatively
set for August, a Smith solo debut
for September and a new McClinton
effort in October.
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Report From NAB

9kHz Spacing’s Pros, Cons Aired

Balancing Region’s Needs, U.S. Interests Emphasized

LAS VEGAS—Whether or not the
U.S. should shift its AM broad-
casting band to 9kHz spacing from
10kHz was heatedly discussed dur-
ing two NAB sessions here.

Representatives from the Federal
Communications Commission and
AM broadcasters weighed the pros
and cons of 9kHz spacing as well as
the financial and political implica-
tions.

Dick Shiben, chief of the FCC’s

Sér{. Barry Gbldwater

By ED HARRISON

Broadcasting Bureau, explained
that during the recent Region II
(Western Hemisphere) meeting, it
was noted that the central reason for
the shift to 9kHz spacing was to add
additional channels for such coun-
tries as Cuba, the Dominican Re-
public and Haiti. The shift to 9kHz
would create 12 additional channels
on the AM dial.

Shiben said that the U.S. govern-
ment should support 9kHz channel
spacing despite opposition by U.S.
broadcasters and the Canadian gov-
ernment.

During a session entitled “9kHz
Spacing: What’s The Real Story,”
Shiben noted that the 9kHz spacing
would resolve interference problems
with other countries while creating
more fulltime stations in the U.S. so
that some daytime stations can go to
full service.

However, Wally Johnson, execu-
tive director of the Assn. for Broad-
cast Engineering Standards, ques-
tioned whether a move towards
9kHz spacing was in the best inter-
ests of the U.S.

Johnson cited adjacent channel
interference would resultin a 5% loss
of service area as well as astronomi-
cal technical and non-technical costs
that would be incurred by stations
and the public to change receivers.

Charles Wright. owner of a 250-
watt WBYS-AM Canton, Ill., said

Consistency, Commitment
Vital In Changing Format

LAS VEGAS—*“The time to make
a format change is when a real need
exists and you have the capability to
fill it,” stated Bobby Rich, director
of special projects at Drake-
Chenault during a NAB session en-
titled “Do’s and Don’ts for Chang-
ing Formats.”

Rich said that when thinking of
making a format change, financial
considerations, promotion and ad-
vertising (to keep visible), commit-
ment of time (sticking with the deci-
sion for a year or longer) and the
trust of station management are all
vital.

If the format changes involves
music programming, Rich added
that there must be total consistency
in the sound of the new format.

Steven Shannon, vice president/
general manager of KCMO-AM
Kansas City, which recently
changed from adult contemporary
to all news/talk, stressed the impor-
tance of market research. He said
that too often “what’s in the mind of
the audience” is ignored.

Shannon added that when mak-
ing a change, it can either be gradual
or abrupt. In the case of KCMO, the
change was gradual, with an in-
creased emphasis on news and infor-
mation while still playing music.

“We were doing well in the bot-
tom line but not growing in the rat-
ings,” stated Shannon.

Bruce Marr, news/talk program-
ming consultant, suggested that for-
mat changes be made as soon as pos-
sible “if you feel confident and see
the present format eroding.” In the
case of AM/FM stations with two
separate formats, Marr said that two
separate call letters should be used
to distinguish them.

“The individual competitive feel
of the market has to be taken into

consideration before changing for-
mat,” injected Rich.

Stated Marr, “Let the public know
the remodeling is done. When the
product is right, go out and promote
it.”

When a format is chanted, said
Rich, “there is a new amount of en-
thusiasm and motivation. When ad-
vertising and promoting a new for-
mat, everyone has to believe in it.”
Rich added that the station’s staff
must also fit the format.

Rich also noted that the selection
of the right features are important to
a new format. He added that non-
music elements can make a station
sound different, since most music
stations are playing the same tune.
and sound much alike.

that 9kHz spacing would hurt the

small broadcaster more than larger

ones because they couldn’t afford to
lose that additional 5% of audience.

Also of vital concern is what’s
known as the “Cuban Inventory,” a
submission of what that country
claims is its broadcasting needs.
With 9kHz spacing, it is believed
that Cuban stations would occupy
many of the new channels and
would create significant inter-
ference, most notably in the South-
east although possibly even reaching
as far as Alaska and Hawaii.

Shiben asked if the U.S. can meet
the needs of other countries using its
existing 10kHz system and whether
the U.S. can protect its own interests
while “satisfying the needs of our
neighbors.”

Shiben noted that the central issue
was not so much in creating addi-
tional channels but “protecting our
existing broadcasting structure so
that the U.S. can still be in business.”

Harold Kassens of A.D. Ring and
Associates, said that if the U.S. stays
with 10kHz, U.S. broadcasters
would be hurt by Cuban inter-
ference and if it went to 9kHz AM
broadcasters would suffer adjacent
channel interference.

Wright added that “if Cuba is the
only reason we should go to 9kHz,
the U.S. would be ‘Castro-ated.””
He added that North America
would be subjected to Moscow
propaganda. Added Shiben “if
shifting to 9kHZ spacing will protect
our system, then I will recommend
it”

Meanwhile, the Daytime Broad-
casters Assn. supports the change to
9kHz spacing “as the only method to
bring local AM radio broadcast
service to those denied AM service
after sunset.”

Johnson will be taking part in a
“panel of experts” meeting in Ge-
neva beginning Wednesday (22) to
identify interference problems. That
meeting, says Johnson, will set the
tone for the Nov. | meetingin Rio de
Janiero, when all nations of the
Western Hemisphere will vote on a
treaty.

Sen Barry Goldwater, R-Ariz.,
chairman of the Senate Communi-
cations Subcommittee, at another
NAB session noted Canada’s strong
stand for 10kHz and predicted the
U.S. Senate would never ratify a
treaty to 9kHz spacing.

MORNING TALK—Don Thomson, Dave Scott and Dan keur f Century 21 Productions show material to Dean Lewis of

BIN TALK—Bob Spielman, general manager of KDCM San Diego, discusses

Billboard's online electronic data system, BIN, with Billboard's Mort Nasatir,

while the magazine's editor-in-chief, Gerry Wood, talks over the system with

Rich Deliberato of Bradford National Corp., which developed BIN's hardware
and software programs.

Fine Tune,

Promote

Image, Agrees Panel

By IRA DAVID STERNBERG

LAS VEGAS—Analyzing and
promoting your radio station image
doesn’t necessarily require a big
budget, but it does demand an atten-
tion to detail, clear communication
to and from your listeners, and con-
sistent application of the final results
in all of your on-air and off-air mes-
sages.

That was the summary of panel-
ists participating in the “Analyzing
Your Station’s Image” radio work-
shop at the NAB convention. While
panelists agreed that it would be
helpful to invest substantial dollars
in researching station image, there
was also recognition of the limita-
tions such expenditures, particularly
among small-market stations.

Some offered suggestions for
doing research and keeping costs
down: compile your own list of
questions, keeping them simple,
positive, and to the point, hire a
part-time employee to phone people
at random and ask questions, com-
pile these results and use it as a tool
to improve, discard, or change your
conception of what the station image
is.

According to Erica Farber, direc-
tor of promotional selling for
McGavren-Guild, ‘“Sometimes
people listening to us have a better
line on what we do than what we
do.” She pointed to the example of

WOND-AM Pleasantville, N.J. Occasion was the Assn. of Independent Radioproducers’ (AIR) breakfast meeting during

the NAB confab.
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the adult contemporary format,
which a station might think means
one thing while listeners have sev-
eral other interpretations. This be-
comes crucial during a ratings pe-
riod, when listeners, identify the
station they listen to by call letters
first and frequency second. They
don’t identify a station necessarily
by format.

A consensus of the panelists was
to consistently and constantly seek
input from listeners and use that in-
put to fine tune the station’s image.

Once the image decision is made,
promotion is the next step. Accord-
ing to Andy Anderson, owner and
general manager of KMBR-AM Bis-
marck, N.D. there’s much a small-
market station can do to promote its
image without going into hock.

KMBR was a 500-watt when An-
derson took it over. He promoted the
station on-air through remote
broadcast from fairs as well as
promos and commercials. The sta-
tion covered live news conferences
of the governor for 12 years, con-
sistently greeted dignitaries arriving
at the airport and became involved
in many store promotions. Off the
air, KMBR used direct mail, traded
out advertising with the local
magazine, and made sure the station
remote van was seen around town.
And although the station was small
they changed their image by calling
themselves “big.”

Anderson and Farber both rec-
ommended long-range planning.
Some radio stations get burned out
and their listeners refuse to come
back, according to Steve Berger,
general manager of Nationwide
Communications. “It just has to lay
there awhile.” A member of the au-
dience recounted his station’s
strategy for getting listeners back.
They held a burial for the old for-
mat, hired a new morning man and
brought him in by limousine the day
after the funeral. Another attendee
suggested an inexpensive approach
for small-market stations: Utilize the
local university or college to re-
search your listeners. Offer an in-
ternship in exchange for their work.

Farber pointed out that “your im-
age can go up 500% depending on
how your staff answers the phone.”
Farber who talks on the phone to an
average of 60 stations a day, noted a
disproportionate number of those
stations are not answering their
phones effectively.
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ABC Planning More

Specials, Networks

By DOUGLAS E. HALL

LAS VEGAS—ABC’s four net-
works will be joined by other new
ones, but the first won’t necessarily
be the long-rumored talk network,
and all networks “will be delivered
to our affiliates via satellite by
1984,” ABC Network’s president Ed
McLaughlin predicted at an affil-
iates breakfast held Sunday (12) in
conjunction with NAB here.

The four existing networks will of-
fer a combined total of some 100
music specials this year, Mec-
Laughlin noted, which is a “dra-
matic increase in such programming
since the re-emergence of long-form
radio network programming in
1978, when ABC broadcast its
“Elvis Memories” interview.

“ABC's strategy is to develop and
fine tune our programming while
determining the most efficient tech-
nology to deliver it to our affiliates,”
McLaughlin said. “We’re projecting
that all programs and services pro-
duced by out four networks will be
delivered to our affiliates via satel-
lite by 1984.”

But McLaughlin said that “the
key is programming” and “without a
strong base in actual product, it
doesn’t matter how you get your sig-
nal from point A to B.”

McLaughlin noted that “in recent

weeks there has been announce-
ments of several new radio networks”
(Billboard, April 18, 1981), and he
said, “this is a most exciting and wel-
comed development. More net-
works, if they maintain the high
standards which have been estab-
lished by the existing ones, under-
scores the health of network radio.”

He expanded on the proliferation
of networks at a convention session
on Monday (13) entitled “New
Technologies.” At that forum, he
said that there are “11 networks now
and there will be 16 to 20 by 1984.”

As McLaughlin painted an opti-
mistic picture for radio networks,
ABC announced a number of spe-
cials: “Rock "N’ Roll Never Forgets;
A Classical Rock Weekend,” a 14-
hour special to air May 23-24 on the
FM Network; a three-hour “Neil
Diamond Special,” produced by
former ABC network’s program-
ming vice president Dick Foreman,
who now runs his own consultancy,
for May 17 on the Contemporary
Network: a three-show “Mellow
Yellow Weekend” May 1-3 featuring
Christopher Cross and Leo Sayer on
the Contemporary Network, Rod
Stewart on the FM network and
Anne Murray on the Entertainment
Network.

Research Panel Clarifies
Role Of Arbitron Ratings

LAS VEGAS—*I think it’s 4 mis-
take to fire your program director
over one bad book,” stated Gary
Stevens, Doubleday Broadcasting,
during a radio research session
called “Don’t Fire Your P.D. Until
You Attend This Session” here at
the NAB convention.

“You can’t over-react,” continued
Stevens. He suggested careful study
of the Arbitron book for possible
reasons for a poor rating, such as in-
correct county distribution of
diaries.

“Ratings allow you the luxury of
responsible decision-making and it
takes the pressure off the program
director when you know how to read
them,” noted Stevens. “We use rat-
ings to construct a market model. It’s
important when going into a new
market or contemplating a format
change. We use other surveys be-
sides Arbitron as a check and bal-
ance.”

Stated Carol Mayberry, Katz Ra-

ROCK TALK—Eduardo Guerrero, left, of the broadcasting production departmen

dio: *The person ultimately respon-
sible for the bottom line is the gen-
eral manager. He must understand
the research, how it works and what
to expect from the reports and then
communicate it to the program di-
rector.

“A proper evaluation of the job
your program director has done for
you in reaching goals should be
made,” said Mayberry. “You’ve in-
vested time and money in hiring
your program director. Give that
person a fair shake because the last
thing you want to do is fire him.”

Moderator Roy Shapiro, West-
inghouse Broadcasting, said that
*“you never fire a program director
because of poor ratings, but for poor
programming.”

Dr. Martin Frankel, a consultant
commissioned by Arbitron to eval-
uate the reliability of market esti-
mates, found a significantly higher
reliability and lower standard of er-
ror.

Report From NAB
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THOUGHTFUL DISCUSSION—Pictured during the convention panel, “Is Your P.D. A Pro,” are, from left, ABC radio
division vice president Rick Skiar; program director of KGW-AM Portland, Richard Harker; and general manager of
WUBE-AM/FM Cincinnati, Bob English.

How To Pick A Program Director

Seek Vision, Track Record, Managers Told By Panel

LAS VEGAS—“The selection of
the program director 1s the most crit-
ical decision a station manager
makes,” noted Rick Sklar, vice presi-
dentof programming, ABC radio di-
vision, atan NAB session entitled “Is
Your P.D. A Pro?”

“If you make the wrong decision,
it doesn’t matter how good your
sales department is, everything else
that happens during the tenure of
the program director is doomed to
failure,” warned Sklar. “Without
those numbers (ratings), there is no
bottom line.” Sklar said that most
times a program director is chosen
not for ratings results, but for his
ability to get along with station per-
sonnel.

When seeking a program director,
Sklar said that the best “clue” is to
“look back and see what the person
has done.” Sklar stressed five vital
factors in hiring a professional pro-
gram director.

® Competitive track record. Have
they gotten competitive ratings in
more than one market, preferably
two or three.

® Stability. A person who jumps
around too much isn’t a safe bet.

® Look for a pattern over a period
of rating books. Look for con-
sistency, not just one day part.

® A good program director will
demand control over the sound of
the station including news, traffic,
etc. See what responsibilities he asks
for.

® Look for someone who knows

t of Mexico’s Ministry of Public Works,

and Jaime Almeida, right, of Mexico City's Televisa network discuss Drake-Chenault’s ‘‘History Of Rock'n’Roll”’ special
with the latter firm’'s president, Jim Kefford. The show will be translated into Spanish for broadcast south of the

border.
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By ED HARRISON

how to say “no.” “No, we won’t play
this record. No, we won’t run that
commercial because it doesn’t fit our
sound.”

Sklar went on to say that many
program directors “can talk a good
game, but you need someone with
an inner duck feel that can come up
with consistent ratings.

Richard Harker, program director
KGW-AM Portland, Ore., noted
that for a program director to suc-
ceed, he must have vision (sense of
what the station should sound like),
the tools to implement it, motiva-
tional skills and the trust of station
management.

Bob English, general manager
of WUBE-AM-FM Cincinnati,
stressed communication as a vital at-

tribute in making a strong program-
mer. He cited *“a lack of job defini-
tion and mutual understanding
between the programmer and gen-
eral manager” as the reason why
some programmers don’t succeed.

Among other suggestions offered
by English were:

® Maturity, hard work and com-
mon sense. Be a personnel director
of management.

® Skills and an expert in product
management.

® Able to ascertain public needs.

@ Seek information for decision
making.

The general manager must treat
the program director as a profes-
sional, said English. “He must be

(Continued on page 20)

Dick Clark Signs To Host
3 Mutual Holiday Specials

LAS VEGAS—Plans for substan-
tial music programming to be devel-
oped by Dick Clark were announced
at the Mutual Broadcasting affil-
iates’ meeting Sunday (12) held in
conjunction with the NAB conven-
tion here.

Mutual president Marty Ruben-
stein told a luncheon gathering,
“Dick Clark has signed to produce
and host three holiday specials. The
first to be broadcast Memorial Day
is entitled ‘Dick Clark Presents The
Beach Boys: A 20th Anniversary
Tribute To The Great American
Band.””

The three-hour program will fea-
ture the group’s greatest hits and ex-
clusive interviews with its members.

Clark will also do a Labor Day
rock anthology and another holiday
special, which Rubenstein did not
detail. Billboard has also learned
that Clark will do a weekly three-
hour countdown similar to Water-
mark’s “American Top 40,” which is
hosted by Casey Kasem and Drake-
Chenault’s “Weekly Top 30.”

Rubenstein noted that this moves
Mutual into a new area of music.
The network had been concentrat-
ing on country music specials over
the past year.

Discussing the most recent of
these shows, Rubenstein noted that
“our country special ‘Triple,” which
will be broadcast on Easter, will be
heard on 600 stations and we expect
similar results for the ‘Great Enter-
tainers’ special on Thanksgiving and
the ‘Country Music Countdown

-~
)
Mutual

Broadcasting president
Marty Rubenstein.

1981," scheduled for New Year’s
Eve.”

Rubenstein said the 1980 “Coun-
try Music Countdown” was heard
on more than 700 stations by an au-
dience of 17.4 million listeners, 4
million more than the radio au-
dience for ‘Superbowl XV.’”

Rubenstein also noted that satel-
lite antennae has been installed at
235 stations “and with our network
uplink facility scheduled to begin
operation in June, more than a third
of our $10 million program will be
completed. We expect to have all
650 satellite antennae installed by
year’s end.”
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Athum Rock
. Country

Different Systems Snarl Programming Via Satellite

LAS VEGAS—A session on “Ev-
erything You Should Know About
Earth Stations” at the NAB conven-
tion turned out to be possibly more
than the gathering of broadcasters
wanied to hear.

What they heard from a panel of
experts was that the radio broad-
casting industry may have rushed so
quickly into getting programming
up on the “birds” that no one con-
sidered keeping all systems compat-
ible.

As a result, stations seemed to be
faced with prospects of having to in-
stall multiple earth dishes if they
hope to pull down programming
from, say, a network, a news service
and a special hookup for a particular
show.

The engineers talk about “tv du-
plexing” and “SCPC,” but what
they mean is that there are two types
of satellite transmission that, it
seems, are not compatible. The
move to “tv duplexing” is being

taken because space in the wide blue
yonder is getting crowded.

The “SCPC” systems seem to have
fewer problems than “tv duplexing,”
but “tv duplexing” takes up less
space on the transponders (the de-

vice that sends down the signal from
the satellites).

Gary Worth of Wold Communi-
catuons, which subleases satellite
space, told the gathering there is a
“sold out sign in outer space.”

Panel On How To Pick AP.D.

® Continued from page 19

given the opportunily to go as a
broadcaster.” Enghsh added that
program directors should be com-
pensated much like sales managers.

During the question and answer
period, Sklar warned that station
managers should in no way impose
their own vision of what the siation
should sound like on the p.d.

“In the final analysis, the job of
the program director isn’t to create a
sound, but numbers in a ratings,”
Sklar replied when asked why radio
isn’t more liberal in playing new mu-
sic.

“We're in the business to make
money,” he continued. “Why take a

chance on something you don’t
know anything about?” he asked.

Said Harker: “You’re not out
there to make record company pro-
maotion people happy or break rec-
ords, but to reflect the market’s mu-
sical tastes. Our job is not to break
new artists, but to win (the ratings
game).

“If you’re on a crusade to break
new artists chances are you’ll fail.
Is not our primary tasks,” Harker
said

Sklar added that, more often than
not, deejays don’t make good pro-
grammers. “I’'ve seen disastrous re-
sults when a station needs a program
director and the first choice is to look
at the air statf.”

WwWWwWWwW.americanradiohistorv.com

Worth also said that the earth sta-
tions dishes cannot be easily tuned
from one satellite to another. When
someone asked about a motorized
rotating dish, Worth explained it
would probably be cheaper to install
two dishes.

However, he predicted that the
earth station dish would become
about as “indispensable to a radio
station as a cart machine.”

The panel also included Jerry
Wallace of Mutual Broadcasting,
Dave Bowen of Associated Press and
John Bidle of ABC.

In discussions that were often
quite technical, there were frequent
disagreements and conflicting state-
ments from the panelists.

When someone suggested that the
industry ought to take steps to stand-
ardize satellite transmissions, it was
pointed out that this would now re-
quire extensive retrofitting of sys-
tems in the field that have aiready
been installed by AP, RKO and Mu-
tual.

Billboard photos by Andy Miller
ON EXHIBIT—The exhibit space of
the Las Vegas Convention Center is
a hive of activity during the NAB
event. Satellite earth dishes top left,
fill the center parking lot. At top
right, Arizona State Coliege stu-
dents listen to an automated format
from Concept Productions. At cen-
ter left, Ron Mitchell, general man-
ager of McCurdy Radio, bends over
a control board to point out its fea-
tures to Jeffrey Gulick of WSHH-FM
Pittsburgh. In center, TM Com-
panies president Pat Shaughnessy
is flanked by Jerry Jolstead and his
wife of KCAL-AM/FM Redlands,
Calif. as they discuss TM formats.
At center right, Joe Abel of KIRO-
AM Seattle, Dave Pollei of Bonne-
ville Broadcast Consultants and Bob
Cambridge, ABC director of market-
ing, share a laugh on the Bonneville
exhibit. At lower left, BMI director of
licensing Bob Warner, right, shows
some literature to Louis Schwing I,
of UCLA’s KLA Los Angeles. At
lower center, Kevin Kelly of Pacific
Recorders & Engineering, right,
demonstrates a control board to
Theopilus Sims of WHUR-FM Wash-
ington and Brian Talley of WSMI-FM
Litchfield, lil. At immediate left,
Andre Couture of the Canadian
Broadcasting Co., left, learns the
finer points of a Studer Revox tape
recorder from company president

Bruno Hochstrasser.

Nasatir Chosen
ABES Topper

LAS VEGAS—-The Assn. for
Broadcast Engineering Standards,
meeting here in conjunction with the
NAB convention, restructured its
dues schedule to appeal to smaller
market broadcasters and elected
Mort Nasatir, former president of
Billboard Broadcasting, president.

Nasatir, now a consultant, heads a
slate of new officers that includes
Jeff Hatch of KALL-AM/FM Salt
Lake City, vice president; Jim
Caldwall of WAVE-AM Louisville
vice president; John Bowman, a
broadcast financial consultant,
treasurer; and Washington commu-
nications attorney William Potts,
secretary.
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FROM THE PERFORMING ARTS THEATRE LAS VEGAS

MONDAY

APRIL 27, 1981
8-9:30 PM PACIFIC TIME

WQBK — ALBANY
WKLS — ATLANTA
WIYY — BALTIMORE
WRKK — BIRMINGHAM
WCOZ — BOSTON
WGRQ — BUFFALO
WLS/WRCK — CHICAGO
WEBN — CINCINNATI
WMMS — CLEVELAND
KZEW — DALLAS
WTUE — DAYTON
KAZY — DENVER

WRIF — DETROIT

KZEL — EUGENE
WWCK — FLINT

O

LQ
@
9

&

Ste

WLAV — GRAND RAPIDS
WTPA — HARRISBURG
WCCC — HARTFORD
KLOL — HOUSTON
WFBQ — INDIANAPOLIS
WFYV — JACKSONVILLE
KYYS — KANSAS CITY
WIMZ — KNOXVILLE
KENO — LAS VEGAS
KLOS — LOS ANGELES
WMAD — MADISON
WZXR — MEMPHIS
WSHE — MIAMI

WLPX — MILWAUKEE
KDWB — MINNEAPOLIS

Q Q'-.Q

WPLR — NEW HAVEN
KKDJ — FRESNO
WNOR — NORFOLK
KATT — OKLAHOMA CITY
KEZO — OMAHA

WDIZ — ORLANDO
WYSP — PHILADELPHIA
KDKB — PHOENIX
WDVE — PITTSBURG
KGON — PORTLAND
WMJQ — ROCHESTER
KROC — ROCHESTER
KISS — SAN ANTONIO
KGB — SAN DIEGO

www americanradiohistorvy com

BY E. BELLOWS/P GRIZEY

ANOTHER MAJOR
LIVE CONCERT EVENT
FROM STARFLEET BLAIR INC

AndPENTAX

KMEL — SAN FRANCISCO

WEZX — SCRANTON
KISW — SEATTLE

KSHE — ST. LOUIS
WSYR — SYRACUSE
WYNF — TAMPA

WIOT — TOLEDO
WWDC — WASHINGTON
WOUZ — ZANESVILLE

CIRK — EDMONTON
CHEZ-FM — OTTAWA
CHUM — TORONTO
CFOX — VANCOUVER
CITI-FM — WINNEPEG
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Commentary

An 18-Month Retailing Course

By MICHAEL MUSICH

I was glad to read George Corse’s commentary; he wrote of

dealer problems from the perspective of 35 years in the business
(Billboard, Feb. 28, 1981). Let me tell you about some problems
faced by a record retailer with only a
year-and-a-half of experience.

I’s bad enough that even after being
in business for this time it is impossible
to get any credit in the industry. Many
of the distributors tell us that we are
lucky we’re still in business.

Okay, so maybe asking for credit is
too far-fetched. But, would you believe
that after this time we still only have two
wholesalers that will accept our checks?
Everyone else wants cash or certified

check only. Of course, I only buy from
those two distributors.

As far as I'm concerned, the check
cashing privilege is just as good as
credit. It gives me at least five days to
sell the merchandise that I have bought,
before the check clears. The other dis-
tributors are the ones who are losing out
by their lack of good faith.

As far as I am concerned the list price
system is totally useless and should be
done away with. The only ones that get away with charging list
are the record and tape clubs who sucker you into buying LPs
over the next three years by giving you 10 free as soon as you
join.

Without credit, | lay out
$5 for every $1 | bring in

Tusually pay $5.25 for an $8.98-list LP and I usually sell it for
$6.49. My profit margin is a lousy 24%. and still people com-
plain. Why? Because the larger chains usually sell them for
$4.99, below my cost, to get people into their stores.

Since I have no credit (other than paying by check), I have to
lay out $5 for every $1 I bring in. Those odds are so bad even
the most compulsive gambler wouldn’t touch those odds, so
why must 1?

We are in this business to make a profit and people are still
going to buy records no matter what the price. The perfect ex-
ample is imports. They have no list price. When 1 get my order

in, I “plus™ all imports by 50%. They sell, and I make a decent -

profit.

If someone asks, why such a high price, all I have tosay is one
word: “import.” They pay without blinking an eye because
they want the music and know it cannot be found anywhere
else.

My next problem has to do with the lack of quality control in
the industry. The price keeps on going up, and so does the
amount of defective merchandise that I receive with my orders.

Wrong LPs in the wrong album sleeve. Albums recorded the
same on both sides. LPs received warped due to too tight
shrink-wrapping. LPs with skips. I play them as soon as they are
returned and it is definitely due to the inferior merchandise.
Can’t these errors be found out before the merchandise gets to
the retail level?

Which leads me to my next point. Why must we wait two to
three months before we finally get credit for the returned mer-
chandise? I'm not even talking about overstock yet. Why should
my money be tied up in something that I have no control over?
That’s why defective merchandise must be separated from the
regular overstock return allowance.

I can see the industry trying to cut down on over-ordering,
but to make the retailer responsible for defective merchandise
that is really the fault of the manufacturer is totally uncalled
for.

Michael Musich: ‘“Why should my money
be tied up in something | have no control
over?”’

My next suggestion has to do with the subject of promotional
material. Trying to get any is like pulling teeth. For the last year
and a half my local one-stop has been giving me the same
promo material over and over again. |
haven’t complained to them because at
least it’s better than nothing, which is
what I've been getting from all the other
distributors.

I don’t blame it all on the wholesalers
because I sent letters to all the major la-
bels explaining my problems. I even
told them I would be willing to pay for
promotional material, and the only la-
bel to send anything was Arista. Promo-
tion sells records. A poster of Blondie in
the window actually makes someone
come in to buy the album.

The worst part is that promo material
never gets to where it is needed—the re-
tail level. I know, because about two
weeks before Christmas I was able to
pick up 1,000 12-inch disco promo LPs
and 250 assorted posters for $20.

My point is that promo material
should be sent directly to the retailer. In
this way, at least the retailer will have
his promo material before the distributors sell or donate it to
someone who shouldn’t really have it.

So let’s say, for argument sake, that my return authorization
has finally come through and I have received new releases that
are not warped or defective. I finally sell them to make my lousy
$1.25 profit, and where does that leave me? .

Let’s say that I sold 2,000 LPs last month. I would have to lay
out $10,500 in cash to make a net profit of $2,500. By the time
we pay rent, utilities, salaries and replenish our stock, what’s
left for me? Not much is right.

Now, you're probably asking, how have we been able to stay
in business this long? Well, there are four of us working regular
jobs, and working at the store in our spare time. Also, no one
has been paid a salary since we have started and all the money
coming in goes right back into the business.

. . . a compulsive gambler
wouldn’t touch those odds

The only reason that we haven't given up yet is because our
last name is Musich and we feel we have a rendezvous with des-
tiny in the music business.

Our only course of action in order to insure survival is the fol-
lowing:

1) Sell our catalog LPs and tapes to raise capital.

2) Handle the top 100 LPs and top 50 singles according to
Billboard charts. Of course, we will stock new releases, but once
the LP falls below the top 100, it will be returned.

3) Carry every brand of blank tapes in every price range and
run specials on them. At least there is a decent profit on blank
tapes.

4) Stock posters, buttons and accessories because they offer a
good profit margin.

5) Go out of our way to special-order LPs and tapes. This, by
the way, is what most of our business consists of right now.

6) Specialize in imports, where the larger chains do not
bother.

7) Increase my advertising budget with the money freed from
stocking catalog.

I only wish I knew 18 months ago what I know now, because |
probably would have never entered this business. No wonder
there’s a market for counterfeit LPs and tapes. But we learn by
mistakes and I hope I've been of some help to fellow retailers.

Michael Musich is vice president of Railroad Records Inc., a
record store located in Flushing, N.Y.

Articles appearing on this weekly page are designed as a forum for the expression of views of general interest. Contri-
butions should be submitted to Is Horowitz, Commentary Editor, Billboard, 1515 Broadway, New York, N.Y. 10036.

" Letters ToThe Editor

Dear Sir:

As a station manager, it's rare that | get directly in-
volved with the record service dilemma that confronts
many small market stations. However, get involved |
must in applauding Elektra/Asylum Records for bring-
ing some fresh and progressive thinking to the indus-
try.

Their public acknowledgement of the value of
smaller stations in breaking new music (Billboard,
April 4, 1981) and their commitment to provide better
service to these stations represents a new awareness
by the major labels that the interdependence of the
radio and record industries does not end with the top
100 markets.

The so-called “Green Team” is, by and large, a
group of professional, conscientious broadcasters, anx-
ious to play a significant role in the introduction of
new, hit-bound music to their listeners. it's unfortu-
nate that, up to now, a great many of these profes-
sionals have been ignored by major labels.

My hat's off to Marc Ratner, Burt Stein and all of the
people at Elektra/Asylum Records for their insight and
innovation.

Scott Noyes
Station Manager, WAGM-AM
Presque Isle, Maine
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Dear Sir:

| work at a small radio station which caters to coun-
try music patrons and have watched with much
amusement over the past couple of years as this music
and other “types” of music have gotten closer and
closer to becoming one.

There need be no divisions in the music world. Ra-
dio stations wouldn't have to worry which artists to
play today, and not play tomorrow, and artists wouldn't
have to worry about losing their membership in the
“club.” Let there be music: not country music, rock
music, pop music, disco music, etc. Teddy Waliace

WHIY-AM
Moulton, Ala.
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SANTANA SMILES—KMET-FM'S Mary Turner offers a congratulatory grin for
Santana’s recent SRO show at the Country Club in Reseda, Calif., one of

three area appearances in support of the band’s new ‘‘Zebop!’’ LP for Colum-
bia. Devadip Carlos Santana beams back.

Diverse Jazz Attracting
Listeners To WEBR-AM

By HANFORD SEARL

BUFFALO—Outdistancing rival
jazz stations with a more diversified
program format and challenging a
onetime dominant rock operation,
WEBR-AM’s “Jazz In The Night
Time” is making inroads here.

Al Wallack, WEBR-AM music di-
rector and “Night Time” host, re-
ports the healthy competition with
WADV-FM and WBFO-FM while
taking listeners from once predomi-
nant WKBW-AM.

“WADV-FM is more MOR jazz-
oriented while WBFO-FM, the NPR
station at the State University of
New York, Buffalo campus, is closer
to our format,” says Wallack, “We're
giving WKBW-AM a run for its
money, too.”

According to Wallack, recent Ar-
bitron figures indicate as many men
18 years and up tune in the “Night
Time” show as they do WKBW-AM
in an hourly segment.

Acknowledging the basic oper-
ating difference betweem KB’s
50,000-watt commercial advantage
and WEBR-AM’s non-commercial
standing, Wallack still points
proudly to pulling listeners from the
one-time AM king pin.

“Jazz In The Night Time” airs 9
p.m. to | a.m. Mondays to Fridays at
970 on the dial. The five-year-old
program services both the Buffalo
and Toronto markets at the 5,000-
watt station.

Wallack breaks down the pro-
gram’s format 85-90% as main-
stream jazz with fusion acting as a
demographic draw for the younger
listener group.

TM Completes
Beatles Special

LOS ANGELES—TM Special
Projects has prepared a new 30-hour
radio documentary called “The Bea-
tles: The Days In Their Life.”

Produced by David Pritchard and
Alan Lysaght of the Sonic Work-
shop in Toronto in association with
TM Special Projects, the show will
be presented nationally beginning in
April via TM’s syndication network.

The special is a chronological
study of the Beatles’ history and
works based on material and inter-
views gathered over the last 17 years,
including interviews with the Beatles
themselves.

TM is producing a limited edition
poster for the show that features a
photograph of Strawberry Field
taken by the show’s producer, Alan
Lysaght.

Such mainstream artists as Miles
Davis, Count Basie and Phil Woods
are programmed while such groups
as Buffalo’s Spyro Gyra, Weather
Report, the Crusaders and Pat
Metheny comprise the fusion selec-
tions.

Wallack, who devises the selection
choices, says the fusion rotation in-
cludes no more than two each hour.
The Smithsonian’s entire classic jazz
collection recently was aired.

That show spotlighted such jazz
greats as Scott Joplin, Jelly Roll
Martin and James P. Johnson dur-
ing its program.

Typical new releases may include
the David Chesky Band, Earl Klug,
Al Jareau and Lorne Lofsky at the
beginning of each hour. “Fusion is
the best thing that ever happened for
the younger, disenfranchised au-
dience who got turned off from
formulated, commercial radio,” says
Wallack. “That’s one reason why
WKBW’s hurting right now.”

All-night announcer Eulis Cathey
continues the jazz format weekdays
until 6 a.m. with John Werick taking
over duties Saturdays 9 p.m.-1 a.m.
and Ed Smith 1-6 a.m. Sundays.

Owned and operated by WNED-
TV 17, the PBS outlet here, WEBR-
AM’s total format is 50% music and
half news with the majority of the
music jazz except for weekend
mornings when it’s Adult MOR.

More “live” broadcasts and re-
motes are in the planning, starting
with a proposed National Ragtime
Festival May 2 from Shea’s Buffalo
Theatre, Wallack reports.

Eleven months ago, the station ex-
panded “Night Time” to 6 a.m. after
listener response received through
the annual, aggressive membership
drive headed by Bill Devine.

Pledges from $25-100 include
such items as a newsletter, T-shirt,
LP’s and special anthology sets. The
flip side of WEBR-AM on the FM
side airs strictly classical music 7
am.-1 a.m. daily.

While hoping to expand live
broadcasts in both the Buffalo and
Toronto markets, Wallack foresees
the program increasing its participa-
tion and influence with 10-12 local
jazz clubs and Western New York’s
rich musical heritage.

NKR Relocates

LOS ANGELES—NKR Produc-
tions, a radio and television syndica-
tion firm, has moved to new offices
located at 8732 Sunset Blvd., Los
Angeles, Calif. 90069. Telephone
(213) 652-0980.

Radio Programming

HELPS SELL TIME IN D.C.

Simulcasting Enables Struggling
AM Arm Become WWDC Asset

WASHINGTON — Capitol
Broadcasting, frustrated by contin-
uing low shares of the AM pop adult
market, have elected to try to carry
their 2.7 share for WWDC-FM’s
AOR format onto the AM band. So
WWDC-AM and FM have begun
simulcasting morning and evening
drivetime slots, the 25% maximum
allowed by federal regulations.

“Other day parts have the same
music, different jocks,” adds Denise
Oliver, vice president of program-
ming and operations. Oliver signed
the Burkhart/Abrams formatted
DC-101 on the air and recently re-
joined the station with the new
title after four years at Balti-
more’s WIYY-FM. Using Burkhart/
Abrams there, she had guided the
Hearst station to a 9.9 share and
hopes to work similar magic here.

With the format change came a
major reorganization, including a
new general manager, Godfrey
“Goff” Lebhar from SJR Communi-
cations. He simultaneously man-
aged three stations for that corpora-
tion in Washington, Houston and
Cleveland. A new director of engi-
neering and director of sales were
also added.

“We've got an incredibly competi-
tive market here,” states Oliver, “but
with most of the music on FM. It’s
very hard to compete with pop adult,
so the switch to AOR, while innova-
tive, carries some great advantages.
There are still people driving around
with only an AM radio and we’ll tap
that market.”

Oliver said the change has also
had a unifying effect, providing a
strong morale booster for the station
and making promotion and sales ef-
forts easier. “It can’t hurt,” she ex-
plains “when you can offer adver-
tisers a package, combined buys
targeted for the same demos. Instead
of struggling to support the AM,
now it’s an asset.”

The change came at the end of Ar-
bitron’s new three-month extended
rating period, so Oliver doesn’t an-
ticipate having any quotable figures
until the next book comes out late in
the summer. “Then I'm looking for
at least a point,” she says of the AM,
“and you can’t put a ceiling on the
FM. The AM support has got to help
the FM.” '

Oliver says the station exercises a
great deal of discretion over the
Burkhart/Abrams SuperStars for-
mat. “They offer a lot of ideas from
which to choose, it's a steady flow of
information, but we do our own
thing with it,” she claims.

“For example, the AM drivetime
is a telephone call-in show. Howard
(Stern) manages to play eight or
nine records an hour, but the restis a
lot of interesting stuff. Both the AM
and FM lines are lit up constantly
while he’s on the air,” she notes.
Robin Quivers, the news person-
ality, is actively involved as Stern’s
“straight man,” she points out.

“Our demographics are 15-30,”
she says, “and he talks to them. One
recent show was devoted to the El
Salvador situation and the next day
he was doing call-outs to dentists,
lobbying them to play rock in their
waiting rooms. He talks to an un-
usual mix of people on the air. Once
he called an undertaker and the guy
started telling jokes, throwing in
one-liners like ‘we’re the last ones to
let you down.’ It was pretty wild.

“This is a market where almost ev-
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erything invented has been done.
You have to be more outrageous,
more zany, to attract listeners.”

Oliver won’t reveal the length of
the station’s play list, but says “we
don’t do a lot of changing; it’s very
tight.”

She says promotional plans have
been set aside while the station irons
out the AM format change, but that

she is committed to “entertaining”

promotions. “I don’t like heavy
hype, I think they should be fun,”
she explains.

Stern has an informal “cash in
pocket” giveaway. He routinely

W’V PR F-
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awards sums like 57 cents to listeners
who guess correctly.

Stern is simulcast from 6 to 10
a.m., he’s new, from WWWW-FM
in Detroit which had been a
Burkhart/Abrams SuperStars sta-
tion now doing country. Bill Scanlan
has the 3 to 7 p.m. simulcast. On the
AM, Jan Schaffer carries the 10 a.m.
to 3 p.m., Ernie Kaye, 7 p.m. to mid-
night; and Carl Foster, midnight to 6
a.m.

On the FM, Dave Brown is on 10
a.m. to 3 p.m.; Mike McKay, 7 p.m.
to midnight; and Howard Page,
midnight to 6 a.m.

£

SISTERLY CALL—The four members of Sister Sledge (from left, Kathy, Joni,

Debbie and Kim) pay a visit to Alonzo Miller, music director of KACE-FM Los
Angeles, while promoting their current Cotillion album, “*All American Girls,”
and new single, ‘“Next Time You’ll Know."”

Promos Helping KQIZ In
Texas Grab Good Ratings

AMARILLO, Tex.—When heavy
research indicated KQIZ-FM top 40
listeners considered water skiing
their most popular participation
sport, the selection of an Arbitron
sweep promotion prize was obvious:
a $10,000 ski boat.

Program director Steve Stucker
claims the station is targeted for 25-
34 females and relies on research for
determining exactly what they want
to hear. His 10.4 share, holding
steady from a 10.5 a year earlier,
would indicate his success.

“Depending on the day part, we
may run up to 40% oldies,” he ex-
plains, “and to combat the strong
country competition, we lean heav-
ily on the country/pop crossovers.”

KQIZ uses promotions “all year,
regardless of books,” with the pri-
mary emphasis on trip giveaways.
“We find the Gulf of Mexico or trips
to the mountains are the most popu-
lar,” he notes, “with our Galveston
Island ‘Second Honeymoon’ one of
the best. That includes a Lincoln
Continental to drive. Most of the
trips are for long weekends, two to
four days. People love it here, of
course, but they also love to get
away.”

Another popular promotion, he
claims, is “Stop The Music” with a
$93 prize for the caller who can

identify the last nine songs aired.

The station annually ties in with
the Junior League to promote the
Amarillo “Funfest.” The festival at-
tracts some 60,000 to 80,000 tourists
and participants each year.

As a tribute to the helium indus-
try, which started in Amarillo, the
station will sponsor a national hot
air balloon race on Memorial Day
Weekend. Promotion includes jock
participation and traffic reports
from a balloon. Stucker explains
that the race packagers choose the
city for point of origin, then ap-
proached the station for participa-
tion.

Stucker, fiercely proud of the
market share garnered by his sta-
tion, says Amarillo has been “a lot
slower to get on the band wagon for
FM, it’s been following the rest of
the country.” Sister KQIZ-AM, at
500 watts, has recently opted for a
big band sound “to fill a void for the
older listeners. It’s something that
nobody else was doing,” he con-
cludes.

Morning drivetime for the FM
station boasts Stucker, 6 to 10 a.m.;
Tim Butler, 10 a.m. to 3 p.m.; Joe
Garrett, 3 to 7 p.m.; Rick Walker
from KTEM-AM, Temple, Tex., 7
p.m. to midnight, and Oscar Sharp
midnight to 6 am. TIM WALTER
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Billboard. Singles Radi

Playlist Prime Movers *

PRIME MOVERS -NATIONAL

JUICE NEWTON-Angel Of The Morning (Capitol)

JAMES TAYLOR & ).D. SOUTHER—Her Town Too (Columbia)
STEELY DAN—Time Out Of Mind (MCA)

* PRIME MOVERS-The two products
registering the greatest proportion-
ate upward movement on the
station’s playlist as determined by
station personnel are marked ##.
® ADO ONS-The two key products
added at the radio stations listed
as determined by station personnel
are marked ee.
BREAKOUTS-Biliboard Chart Depart-
ment summary of Add On and
Prime Mover information to reflect
greatest product activity at Region-
at and National levels.

Due to the holiday printing
schedule, many stations were
unable to report this week. Full
reportage will begin again next
issue.

Pacific Southwest Region

mmm* PRIME MOVERS mmmm

REO SPEEDWAGON—Too Much Time On My Hands
(Epic)

SMOKEY ROBINSON—Being With You (Tamla)

STEELY DAN—Time Out Of Mind (MCA)

mmmmm ® TOP ADD ONS s

DOTTIE WEST—What Are We Ooin In Love (Liberty)
DON McLEAN-Since | Don't Have You (Millenium)
SANTAMA--Winning (Columbia)

mamemms BREAKOUTS s

QUINCY JONES—0i No Corrida (A&M)
JOHN LENNON—Watching The Wheels (Geffen)
JEFFERSON STARSHIP—Find Your Way Back (Grunt)

RS e =
KGB (13K)-San Diego (). Lucifer— M0)
* % SMOKEY ROBINSON—Being With You 15-

8

* % GROVER WASHINGTON JR.—Just The Two
Of Us 6-1

* GAP BANO—Burn Rubber 8-5

+ THE WHO-You Better You Bet 13-10

* ATASTE OF HONEY—-Sukiyaki 21-11

oo JOHN LENNON—Watching The Wheels

oo DOTTIE WEST—What Are We Doin’ In Love

® FRANKE & THE KNOCKOUTS-Sweetheart

© THE ROVERS—Wasn't That A Party—D-30

® JOE DULCE-Shut Up Your Face

® KIM CARNES—Bette Davis Eyes—D-23

® STARS ON 45—-Medley

© GINO VANELLI--Living Inside Myself—D-24

© RAY PARKER JR. & RAYDIO—A Woman Needs

Love~D-21
® CHAMPAIGN—How Bout Us—D-26

KTKT—Tucson (B. Rivers—MD)

% REO SPEEOWAGON-Take it On The Run
83

* % FRANKE & THE KNOCKOUTS—Sweetheart
16-10

* JOHN LENNON—Watching The Wheels 22-17

* KIM CARNES—Bette Davis Eyes 27-22

+ A TASTE OF HONEY-Sukiyaki 25-19

oo DON McLEAN-Since | Don't Have You

®e QUINCY JONES-Qi No Corrida

® CHAMPAIGN- How Bout Us—D-25

© STARS ON 45— Medley

© DOTTIE WEST— What Are We Doin’ In Love—

D-29
o SANTANA- Winning
o GETWET- Just So Lonely

KLUC—Las Vegas (R. Lindquist—MD)
% STEELY DAN-Time Out Of Mind 4-2
% REQ SPEEOWAGON—Tzke It On The Run
6-4
* JOHN LENNON—-Watching The Wheels 21-10
* FRANKE & THE KNDCKOUTS—Sweetheart
18-13
+ JOHN COUGAR—Ain't Even Done With The
Night 8-7 '
oo JEFFERSON STARSHIP—Find Your Way
Back
oo SANTANA-Winning
© APRIL WINE-Just Between You & Me
® CHRISTOPHER CROSS—Say You'll Be Mine—
D-26
® GET WET-Just So Lonely

Pacific Northwest Region

mmm%* PRIME MOVERS mummm

HALL & OATES—Kiss On My List (RCA)

JAMES TAYLOR & ).D. SOUTHER-Her Town Too
(Columbia)

THE WHO—You Better You Bet (WB)

mumm® TOP ADD ONS maam

CHAMPAIGN—How 'Bout Us (Columbia)
JOHN LENNON—Watching The Wheels (Geffen)
STYX=Too Much Time On My Hands (A&M)

s BREAKOUTS s

CHRISTOPHER CROSS—Say You'll Be Mine (WB)
NEIL DIAMOND—America (Capitof)
DON McLEAN=Since | Oon't Have You (Millenium)

b o=
KGW—Portland (). Wojniak—MO0)

% JAMES TAYLOR & ).D. SOUTHER—Her
Town Too 13-7
% DARYL HALL & JOHN OATES—Kiss On My
List 8-3
+ SHEENA EASTON—Morning Train 17-12
* SMOKEY ROBINSON—Being With You 19-14
* STEVE WINWOOD—While You See A Chance
51
* GROVER WASHINGTON JR.—Just The Two Of
Us9-4
oo JOHN LENNON—-Watching The Wheels
oe CHRISTOPHER CROSS—Say You'll Be Mine
o TERRI GIBBS—Somebody's Knockin'—D-23
® STEELY OAN-Time Out Of Mind—D-25

KCBN—Reno (L Irons—MD)

% THE WHO-You Better You Bet 32-24

* % STYX=Too Much Time On My Hands 19-
11

+ ERIC CLAPTON~-I Can't Stand It 15-8

* SMOKEY ROBINSON—Being With You 6-3

* ATASTE OF HONEY—Sukiyaki 22-15

oo CHAMPAIGN—How Bout Us

oe NEIL DIAMOND—America

® JIM PHOTOGLO—Foo! In Love With You

© RICK SPRINGFIELO-Jessie's Girl

® GREG KIHN—Sheila—D-40

© DON McLEAN-Since | Don't Have You—D-39

© JOHN LENNON—Watching The Wheels—D-38

North Central Region

mmmm % PRIME MOVERS s

GROVER WASHINGTON JR.—ust The Two Of Us
(Elektra)

SMOKEY ROBINSON—Being With You (Tamla)

REO SPEEDWAGON—Take It On The Run (Epic)

mmem ® TOP ADD ONS mmmm

DOTTIE WEST—What Are We Doing In Love (Liberty)

A TASTE OF HONEY—Sukiyaki (Capitol)

JEFFERSON STARSHIP—Find Your Way Back (Grunt)

e BREAK OUT S mesemess

JOHM O'BANION—Love You Like | Never Loved Before
{Elektra) ,

CHAMPAIGN—How 'Bout Us (Columbia)

PAUL ANKA-1've Been Waiting For You (RCA)

r—

Southwest Region

mmm* PRIME MOVERS s

RAY PAXRER—A Woman Needs Love (Arista)
GINQ VANELLI-Living Inside Myself (Arista)
JUICE NEWTON-Angel Of The Morming (Capitol)

mumm® TOP ADD ONS s

JAMES TAYLOR & ).D. SOUTHER—Her Town Too
(Columbia)

STEELY OAN—Time Out Of Mind (MCA)

A TASTE OF HOMEY—Sukiyaki

s BREAKOU TS o

STARS ON 45—Medley (Radio Records)

ANNE MURRRY—Blessed Are The Believers (Capitol)
DON McLEAN-Since | Don't Have You (Millenium)

fi=—neess = = s —T=— 08
KEEL-Shreveport (M. Johnson—M0)

* % GINO VANELLI—Living Inside Myself 25-
16
+ % RAY PARKER JR. & RAYOIO-A Woman
Needs Love 21-12
+ JUICE NENTON—Angel Of The Morning 6-2
* APRIL WINE-)Just Between You & Me 15-10
 ATASTE OF HONEY—-Sukiyaki 22-17
oe JAMES TAYLOR & ).0. SOUTHER—Her Town
Too-32
oo STEELY OAN-Time Out Of Mind—33
® DON McLEAN—Since | Don't Have You—X-35
® JIM PHOTOGLO—Fool In Love With You
® CLIFF RICHARO-Give A Little Bit More
® CHAMPAIGN—~How Bout Us
© QUTLAWS—| Can't Stop Loving You
® T.G. SHEPPARO-I| Loved 'Em Every One
© MELISSA MANCHESTER—Lovers After All
® LENNY LeBLANC—Somebody Send My Baby
Home
® STYX—Too Much Time On My Hands
® THE ROVERS—Wasn't That A Party—X-34
® JERMAINE JACKSON-You Like Me Don't You

Midwest Region

sk PRIME MOVERS mmm

STEVE MINWOOD - While You See A Chance (Island)
JOHN LENNON—Watching The Wheels (Getfen)
STEELY DAN-Time Out Of Mind (MCA)

mmmm® TOP ADD ONS meemm

CHRMSTOPHER CROSS—Say You'll Be Mine (WB)
KIM CARNES—Bette Davis Eyes (EMI)
.38 SPECIAL-Hold On Loosely (ASM)

Playlist Top Add Ons e

Based on station playlists through Tuesday (4/14/81)

TOP ADD ONS -NATIONAL

DOTTIE WEST—What Are We Doing En Love (Liberty)
DON McLEAN-Since | Don’t Have You (Miltenium)
JOHN LENNON—Watching The Wheels (Geffen)

s BREAK OUT S sx—

T.6. SHEPARD—| Loved 'Em Every One (Warner/Curb)

PURE PRAIRIE LEAGUE-Still Right Here In My Heart
(Casablanca)

GARY U.S. BONDS—This Little Girt (EMI)

s = =]

WSPT—Stevens Point (B. Fuhr—MD)

* % KIM CARNES-Bette Davis Eyes 25-20
% AC/DC~Dirty Deed Done Dirt Cheap D-
25

 CLIMAX BLUES BAND-1 Love You 19-16

* STARS ON 45—Medley 27-22

* STYX-Too Much Time On My Hands 8-5

ee PURE PRAIRIE LEAGUE-Still Right Here In

My Heart

oe GARY U.S. BONDS- This Little Girl

® BILLY & THE BEATERS—| Can Take Care Of
Myself—D-28

® ANNE MURRAY-Blessed Are The Believers—
D-30

® JIM PHOTOGLO-Fool In Love With You—D-
29

® LEE RITENOUR-Is It You

© RAY PARKER JR. & RAYDIO-A Woman Needs
Love

KEYN-FM—Wichita (T. Springs—M0)
% JUICE NENTON—Angel Of The Morning
118
% STEVE WINWOOD—While You See A
Chance 5-2
* JOHN COUGAR--Ain't Even Done With The
Night 21-18
* JAMES TAYLOR & ).D. SOUTHER—Her Town
Too 129
* ERIC CLAPTON—I Can't Stand It 17-13
oo JOHN LENNON—Watching The Wheels
®e KIM CARNES—Bette Davis Eyes

WZUU—Milwaukee (B. Shannon—MD)

% JOHN LENNON—Watching The Wheels 23-
16
% STEELY DAN—Time Out Of Mind 26-17
 STEVE WINWOOD—While You See A Chance
9-7
* APRIL WINE-)ust Between You & Me 19-15
 ATASTE OF HONEY—Sukiyaki 29-26
oo T.G. SHEPPARD~I Loved 'Em Every One—
28
oe CHRISTOPHER CROSS—Say You'll Be
Mine-29
® KIM CARNES—Bette Davis Eyes—30
© ANNE MURRAY—Blessed Are The Believers
® REO SPEEDWAGON-—Take It On The Run-D-
19
o DOTTIE WEST—What Are We Doin’ In Love

Northeast Region

mssm*% PRIME MOVERS mmmm

STEVE WINWOOD—While You See A Chance (island)

JAMES TAYLOR & ).D. SOUTHER—Her Town Too
{Columbia)

STYX~Too Much Time On My Hands (A&M)

mmmm® TOP ADD ONS mmm

DON McLEAN—Since | Don't Have You (Millennium)
CHRISTINHER CROSS—Say You'll Be Mine (WB)
STARS ON 45—Medley (Radio Records)

s SREAKOUT S e
NEIL DIAMOND—America (Capitol)

GARY U.S. BONDS—This Little Girl (EMt)
JEFFERSON STARSHIP—Find Your Way Back (Grunt)

WTRY—Schenectady (B. Cahill-MO0)

* % JOHN LENNON—Watching The Wheels 23
18

& STEVE WINWOOO—While You See A
Chance 12-8

+ FRANKE & THE KNOCKOUTS - Sweetheart

221

+ CLIMAX BLUES BANO—| Love You 26-23

oo GARY U.S. BONOS—This Little Girl

oe NEIL OIAMONO~America

® DON McLEAN-Since | Don't Have You

® PHIL COLLINS—| Missed Again—D-29

® RICK SPRINGFIELO-Jessie's Girl—D-30

® STARS ON 45—Medley—D-27

WFLY~Albany (Buzz-M0)

% THEWHO-You Better You Bet 19-8

*% STYX~Too Much Time On My Hands 14-7

* REO SPEEDWAGON—Take It On The Run 5-1

* PHIL COLLINS—! Missed Again 24-15

* GINO VANELLI-Living Inside Myself 23-13

oo CHRISTOPHER CROSS-—Say You'll Be
Mine—28

oo STARS ON 45-Medley—30

o GARY U.S. BONOS—This Little Girl

® GET WET-Just So Lonely—DP

© NEIL DIAMONO—America—DP

WICC~Bridgeport (B. Mitchell-MD)

% JAMES TAYLOR & ).D. SOUTHER—-Her
Town Too 10-8
* JOHN LENNON-Watching The Wheels 21-19
* KIM CARNES—Bette Davis Eyes 25-14
* REO SPEEDWAGON—Tazke It On The Run 16-
9

oo JEFFERSON STARSHIP—Find Your Way
Back—22

- @@ DON McLEAN-Since | Don't Have You

® 38 SPECIAL—Hold On Loosely

® RUPERT HOLMES—| Don't Need You—D-30
® RICK SPRINGFIELD-)essie’s Girt—D-29

® STARS ON 45—Medley—D-15

® MICHAEL JACKSON—One Day In Your Life—
D-23

CHRISTOPHER CROSS—Say You'll Be Mine

SANTANA—Winning—D-28

NEIL DIAMOND—-America

GARY U.S. BONDS—This Little Girl

Mid-Atlantic Region

mssm* PRIME MOVERS mmmm

JAMES TAYLOR & ).D. SOUTHER—Her Town Too
(Columbia)

JUICE NEWTON—Angel Of The Morning (Capitol)

PHIL COLLINS—| Missed Again (Atlantic)

mmmm® TOP ADD ONS smmm

DOTTIE WEST—What Are We Doin’ In Love (Liberty)

DON McLEAN—Since | Don’t Have You (Millenium)
DOLLY PARTON—But You Know | Love You (RCA)

e BREAKOUT S mmsemess

SANTANA-Winning (Columbia)
CHRISTOPHER CROSS—Say You'll Be Mine (WB)
GARY U.S. BOMDS—This Little Girl (EMI)

WCCK (K104)~Erie (B. Shannon—MD)

% REQO SPEEOWAGON—Take It On The Run
21
* % SMOKEY ROBINSON—Being With You 13-
5

* OUTLAWS-I| Can't Stop Loving You 20-12

* MICHAEL STANLEY BAND-Lover 25-17

* DOTTIE WEST—What Are We Doin’ In Love
3222

oo JOHN LENNON—Watching The Wheels— 35

oo STANLEY CLARKE—Sweet Baby—40

® JESSE WINCHESTER—Say What—D-39

© QOLLY PARTON-But You Know | Love You—
D-34

© JEFFERSON STARSHIP—Find Your Way
Back-D-33

© DAN HARTMAN-Heaven In Your Arms

® GARY U.S. BONDS-This Little Gir!

® THE JAGS—Here Comes My Baby

® AC/DC-Dirty Deeds Done Dirt Cheap

© THELMA HOUSTON-If You Fee! It—D-37

© MICHAEL JACKSON—One Day In Your Life—
D-38

WFBG—Altoona (T. Booth—MD)
% JAMES TAYLOR & ).0. SOUTHER—-Her
Town Too 7-3
% SMOKEY ROBINSON—Being With You 10-
4
+ JOHN LENNON—-Watching The Wheels 19-14
+* DOTTIE WEST—What Are We Doin’ In Love
3221
+ CLIMAX BLUES BANO-1 Love You 129
oo CHAMPAIGN—How Bout Us—31
oo CHRISTOPHER CROSS-Say You'll Be
Mine—32
® GREG KIHN-Sheila
® RICK SPRINGFIELO-Jessie’s Girl
® DON McLEAN-Since | Don't Have You—D-30
o JESSE WINCHESTER—Say What
® RAY PARKER JR. & RAYOI0—A Woman Needs
Love-D-29
® THE JACKSONS—Can You Feel It
o STARS ON 45—Medley—D-19
® NEILOIAMOND—America

WCAO--Baltimore (S. Richards—M0)

% JUICE NEWTON—Angel Of The Morning 6-
4

% JAMES TAYLOR & ).D. SOUTHER—Her
Town Too 13-6

+ STEELY OAN-Time Out Of Mind 9-7

+ RUPERT HOLMES—-| Don’t Need You 21-18

+ GINO VANELLI-Living Inside Myself 20-17

oo DOLLY PARTON-But You Know | Love You

oo SANTANA-Winning

® ANNE MURRAY—Blessed Are The Believers

® PHIL COLLINS—I Missed Again—D-24

© DON McLEAN-Since | Don't Have You-D-29

© ALAN PARSONS PROJECT-Time

o DOTTIE WEST—What Are We Doin’ In Love—

D-28
® NEIL OIAMONO-~America

WYRE—Annapolis (). Diamond-M0)

* & STEVE WINWOOO—While You See A
Chance 2-1

* % REO SPEEOWAGON-Take it On The Run
17-15

www.americanradiohistorv.com

o Action.

Breakouts

BREAKOUTS-NATIONAL

CHRISTOPHER CROSS-Say You'll Be Mine (WB)
GARY U.S. BONDS-This Little Girl (EM)

SANTANA-Winning (Columbia)

* & STYX-Too Much Time On My Hands 15-
13
* LEON REDBONE-Seduced 22-20
* KIM CARNES—Bette Davis Eyes 28-26
* RAY PARKER JR. & RAYDIO-A Woman
Needs Love 29-27
oe DOTTIE WEST—What Are We Doin’ In Love
oo 38 SPECIAL~-Hold On Loosely
- AMNE MURRAY—Blessed Are The Believers—

X

® JEFFERSON STARSHIP—Find Your Way Back

o STEVIE WONOER-Lately—X

® STARS ON 45—Medley—D-29

® DIANA ROSS—One More Chance—X

® SHOT IN THE DARK - Piaying With
Lightning—X

® DON McLEAN-Since | Don't Have You—X

WRVQ (Q94) —Richmond (B. Thomas—MD)

* % STEVE WINWOOD—While You See A
Chance 4-1

% LOVERBOY—Turn Me Loose 21-16

oo GARY U.S. BONDS-This Little Girl

ee CHRISTOPHER CROSS-Say You'll Be Mine

WIFI-FM—Bala Cynwyd (L Kiley—MD)

- %% PHIL COLLINS-1 Missed Again 30-25

* % CHAMPAIGN-How Bout Us 27-21

* THE WHO—You Better You Bet 17-13

* STEELY DAN-Time Out Of Mind 20-16

* ATASTE OF HONEY - Sukiyaki 22-18

oo DOTTIE WEST—What Are We Doin’ In Love

e DON McLEAN-Since | Don't Have You

© SANTANA-Winning—X

® OR. HOOK-That Didn't Hurt Too Bad—X

o [ISLEY BROTHERS—Hurry Up & Wait

® RAY PARKER JR. & RAYDIO—A Woman Needs
Love-D-29

® KIM CARNES—Bette Davis Eyes—X

® ANNE MURRAY—Blessed Are The Believers—
X

® DOLLY PARTON-But You Know | Love You—

® BILL MEDLEY-Don't Know Much—X

® OAN HARYMAN—Heaven In Your Arms—X
® RUPERT HOLMES-| Don't Need You

® RICK SPRINGFIELD-Jessie's Girl—X

© STARS ON 45— Medley

© MICHAEL JACKSON-One Day tn Your Life

WWSW(3WS-FM - Pittsburgh (H. Crowe—MD)

oo GINO VANELLI-Living Inside Myseif
o CHAMPRIGN—How Bout Us
© DOTTIE WEST—What Are We Doin’ In Love

Southeast Region

seemm % PRIME MOVERS smam

JUICE MEWTON—Angel Of The Morning (Capitol)
KIM CARNES - Bette Davis Eyes (EMI)
EMMYLOU HARRES—Mr. Sandman (WB)

mmmm® TOP ADD ONS meemm

CHAMPRIGN—How 'Bout Us (Columbia)
38 SPECIAL—Hold On Loosely (A&M)
REO SPEEDWAGON—Take It Dn The Run (Epic)

s BREAK OU TS onesses

A TASTE OF HOMEY—Sukiyaki ( Capitol)
SANTAMA-Winning (Columbia)
CHRISTOPHER CROSS—Say You'll Be Mine (WB)

WISE~Asheville (). Stevens—MO0)

% JAMES TAYLOR & ).0. SOUTHER-Her
Town Too 18-13

% REO SPEEOWAGON-Take It Qn The Run
116

 STEELY OAN-Time Out Of Mind 23-18

* FRANKE & THE KNOCKOUTS—Sweetheart
2721

 PHIL COLLINS-| Missed Again 20-15

oo SANTANA--Winning

oo CHRISTOPHER CROSS-Say You'll Be Mine

® STARS ON 45—Medley

® DOTTIE WEST-What Are We Doin’ In Love

® PURE PRAIRIE LEAGUE-Still Right Here In
My Heart

o ABBA-Super Trouper

WKIX—Raleigh (R. McKay—MD)

% EMMYLOU HARRIS—Mister Sandman 16-
12

% SMOKEY ROBINSON-Being With You 9-4

+ STEVE WINWOOD-While You See A Chance
7-5

 OARYL HALL & JOHN OATES—Kiss On My
List 4-3

* GROVER WASHINGTON JR.—Just The Two Of
Us 3-2

oo CHAMPAIGN-How Bout Us

oo ATASTE OF HONEY - Sukiyaki

o T.G. SHEPPARO~1 Loved 'Em Every One—D-
18

© GINO VANELLI- Living Inside Myself-D-13

WSEZ-Winston-Salem (B. Ziegler—MD)
* % RAY PARKER JR. & RAYOI0—A Woman
Needs Love 19-13

% ATASTE OF HONEY—Sukiyaki 20-14

* STYX-Too Much Time On My Hands 15-11

+ FRANKE & THE KNOCKOUTS—Sweetheart
1249

* SMOKEY ROBINSON—Being With You 8-5

WJ0X-Jackson (L Adams—MO0)

% JUICE NENTON—Angel Of The Morning 7-
3

% SHEENA EASTON~Morning Train 14-4

* JAMES TAYLOR & ).0. SOUTHER—Her Town
Too 13-8

+ TERR! GIBBS—Somebody's Knockin' 10-7

+ THEWHO-You Better You Bet 21-17

oe REQ SPEEDWAGON-Tzke It On The Run

oo STARS ON 45— Medley

© DOLLY PARTON—But You Know | Love You—
DP

© JEFFERSON STARSHIP~Find Your Way
Back—NP

© MICHAEL JACKSON—One Oay in Your Life

© DON McLEAN-Since ! Don't Have You

WIGC (293)—Atlanta (S. Davis—MD)

* % JUICE NEWTON—Angel Of The Morning
11-5

% KIM CARNES-Bette Davis Eyes 19-10

+ TERRI GIBBS—Somebody's Knockin' 5-2

+ REO SPEEDWAGON-Take It On The Run 16-
11

+* SMOKEY ROBINSON—Being With You 13-6

oo 38 SPECIAL—Hold On Loosely—29

oo CHAMPAIGN—How Bout Us—28

® CHRISTOPHER CROSS—Say You'll Be Mine—
30

© Copyright 1981, Billboard Publi-
cations, Inc. No part of this publi-
cation may be reproduced, stored
in a retrieval system, or trans-
mitted, in any form or by any
means, electronic, mechanical,
photocopying, recording, or other-
wise, without the prior written
permission of the publisher.

* *
* *
* *

Now ... There's an idea! If there wasn't a USO,
one would have to be created.

As “lonesome’” George, I've seen young service-
men and women in isolated places around the
world doing a really important job ... and USO
is right there with them.

In over 125 locations around the world today,
USO comes through with its world of services.

George Gobel

Support USO through the United Way, OCFC, or local USO campaign
USO World Hdatrs. 1146 19th St., N.W., Wash., D.C. 20036
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12 live broadcasts a year via
satellite from Starfleet Blair.

America’s most beloved orchestra
is coming to you with all the excite-
ment and spontaneity of their Prom-
enade Concerts, all the razzle dazzle
of their famous guest artists. It’s a
first for the Boston Pops. It’s a first
for Starfleet Blair. And it’s a spectac-
ular event in the world of music.

Satellite delivery: SEENEE]

Gentlemen’s Agreement.

Jack W. Fritz, President of John Blair
& Company, and Maestro John Williams,
Boston Pops Conductor, shake hands to
seal the affiliation that will make 12 Boston
Pops concerts a major live event for audi-
ences all over the U.S.A.

For information, call Starfleet Blair,
535 Boylston Street, Boston, MA 02116.
(617) 262-0220.

A Division of John Blair & Co.

www.americanradiohistorv.com
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Even employees who have been
with you for years can still learn
something new.

From the mailroom to the boardroom. Anyone who's nearing retirement age can
still learn something that will make their life easier. Tell them about Direct Deposit.

It'sa quick. dependable way to receive their Social Security or other Government
payments. Because their money goes straight to their personal checking or
savings account. So they can go straight to wherever they enjoy being most.

Over 14 million people have already discovered the convenience and safety of
Direct Deposit. Help inform your employees about this valuable service.

-------------------------------ﬁ------1

[

. = ) |

o=

Please send me more information Name
on Direct Deposit.

Title

Direct Deposit

Dept. of Treasury-OPRS B-1
Annex 1. Room 226

Washington. D.C. 20226 fddress

Name of Organization

City State

E'ea Code Phone #

}_

I |

.

L-------

DIRECT 3) 350 1 W)

A Public Service of This Magazine Unuted States Treasury @
D (]

& The Adwertising Council
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Radio Programming

WPGC Washington Active With
Promos In Competitive Market

WASHINGTON — “Competition
“breeds good Tadio;~it’s good for
you,” says WPGC’s Steve Kingston,
“if you can handle it.” Despite the
fiercely competitive marketplace
here, the program director adds “it
doesn’t bother us, we're good. We're
number one with 18-49, third with
12-plus. The station has been and
will continue to be a leader.”

WPGC-FM, with 50 KW, and
WPGC-AM, with 10 KW, have a
combined 7.7 share, down from 8.4.
Kingston says that fragmentation of
the market affected the other top sta-
tions equally, relative positions be-
tween WMAL (first place with 12-
plus) and WGAY have remained
the same. though shares declined.

By TIM WALTER

Kingston sees his primary compe-
titton as WRQX-FM (Q-107), also
with a contemporary format, and
pop WASH-FM. “It’s a unique situ-
ation,” he. explains “in that both
those stations have strict formulas.
For example, Q-107 won’t play Kool
& the Gang or a group like the Whis-
pers. WASH will play ‘The Rose,’
but only later. Or after it really takes
hold, ‘Celebration” or Bruce
Springsteen.

“We’re really a reflection of the
marketplace, what’s happening.
We’re mass appeal. We'll play any-
thing that's selling . . . what’s hot. We
can expose more different types of
music,” he claims.

“We have to stay on our toes,” he

Producers, 6i§tﬂr:i"bu'tors
Audition Syndicated Fare '

LAS VEGAS—The latest in syndi-
cated radio programs, jingle pack-
ages, station 1.D.s, music formats
and background music were show-
cased at the Assn. of Independent
Radioproducers’ (AIR) breakfast
meeting (13) during the NAB con-
vention.

In attendance were about 35 of
the nation’s leading independent
producers and distributors of pro-
grams, features and radio formats.
Membership in the year-old organi-
zation currently numbers 69 firms.

Dallas-based TM Special Projects
unveiled three new radio specials:
“Class Of ’81,” a 16-hour retrospec-
tive featuring the top hits, comedy
and events of the last four years;
“Guitar: A Rock Episode,” a 36-
hour special featuring the greatest
guitar players from Robert Johnson
and Eric Clapton to Jeff Beck and
Jimmy Page; and “The Beatles: The

Days In Their Life” (see separate
story, this issue).

Creative Radio Shows of Burbank
also has a Beatles special that probes
the group’s music and impact,
hosted by Bob.Eubanks.

Peters Productions of San Diego
emphasized its rock, beautiful music
and now “All Star Country” format.
Geared to the 18-44 demographic,
the last-named features “gold” se-
lections from the last 10 years as well
as newer progressive country artists
and sounds. Peters also produces
“Country Lovin,” a modern country
format.

Atlanta-based Radioactivity, ex-
panding from a regional to a na-
tional syndicator, featured its adult-
oriented rock for FM stations
melding contemporary hit radio
with AOR. Formats for AM radio
and a contemporary country format
were also available.

@ e

_ Nw_ _On The Chor_t_

0zZzY OSBOURNE
“Blizzard Of Ozz"— iy

Ozzy Osbourne is hardly a new
face in the rock sweepstakes. As lead
singer with Black Sabbath, his peace
signs and flowing fringed jackets be-
came a symbol for teenage heavy
metal fans.

Now, Osbourne has left Black
Sabbath and is out on his own with
his new band, Blizzard of Ozz.
Though Osbourne is British, he
came to Los Angeles to find his gui-
tarist, Randy Rhoades.

A former member of the popular
California rock band Quiet Riot,
Rhoades impressed Osbourne with
his style.

Back in London, he bumped into
ex-Rainbow bassist Bob Dainsley,
who soon became a part of Blizzard.

Osbourne had trouble tinding a
drummer but the last audition, with
Lee Kerslake formerly of Uriah
Heep, proved to be the one that paid
off.

With his lineup in order, Os-
bourne recorded this Jet album and
did a tour of UK. last fall. The hard
rocking quartet is now touring the

Blizzard Of Ozz is managed by
Pat Siciliano at Jet Records, 9959
Beverly Grove Dr., Beverly Hills,
Calif. 90210. The phone number is
(213) 553-6801. The booking agent
is Ron Rainey, Magna Artists, 9200
Sunset Blvd., Suite 1102, Los An-
geles, Calif. 90069. The phone num-
ber is (213) 273-3177.

adds, “because we’ve also got two

AOR’s here—beating—each -other's—

heads in . It's a very competitive situ-
ation.”

Kingsll n has heon propgram direc-
tor since November; he joined the
station in July, 1980. He had been
p.d. for WIRE-AM in Annapolis. “I
already knew the market before
coming here,” he says.

The station has been running a
Hot 100 format for 15 years and de-
votes primary promotional activities
toward the acquisition of new au-
dience and “building cume.”

Though Kingston notes the sta-
tion once had no competition, now,
he states, “it’s larger than life. Dur-
ing the last book, we gave away three
cars. This time (the extended book
ended March 18 with results due in
May), we gave out $120,000 in cash
during a six-week spread. IUs unreal.
The problem with a market this size
(is that) when competition gets
fierce, it takes a lot of money to com-
pete.

“At one time, a $10,000 prize
would knock your socks off. Now,
everybody gives away a lot more.
One station gave away two town-

houses.” The prizes aren’t every- _

thing, he cautions, because “you’ve
got to have solid programming be-
hind it. If you can’t deliver the prod-
uct, you’re out of the ballgame.”

To which he adds, “the big prizes
are fun, it’s great, but it’s very expen-
sive. And once everybody doesiit, it’s
self-defeating. Smaller stations in
the suburbs aren’t even in the run-
ning, they don’t have the money.”

“We used the ‘Hot Ticket’ promo-
tion, but tests in New York and Chi-
cago threw us off. We had a million
tickets and they were gone in three
weeks, much sooner than expected.”
In addition to the cars, 10,000
smaller prizes were given and the
station paid one winner’s rent for a
year.

This time, the station used direct
mail to 500,000 households to reach
“a very transient market.” That ef-
fort reached target demographics,
about two out of five homes in the
greater Washington area.

Although television is the primary
means of hyping the station through
the year, according to Kingston,
newspaper ads were used to support
the direct mail promotion.

In the past, the station has had raft
races on the Potomac, drawing
crowds of up to 200,000, according
to Kingston. Last winter, a ski festi-
val drew 16,000 to the six-acre
“elipse” south of the White House.
Man-made snow makers guaranteed
the powder and free skis were pro-
vided for cross-country recreation.
“We only had 1,000 sets of skis,” says
Kingston, “so people had to stand in
line to wait for a pair. It was incred-
ible.”

WPGC simulcasts AM and FM,
playing 40% to 50% gold, according
to Kingston. He estimates 10% to
20% of currents as album cuts.
“Right now we’re two or three cuts
deep into Styx, for example. and
REO. If we get the requests, which
we do because of the AOR stations
here, for a number like ‘Rocking At
The Paradise,” we'll play it.”

The stations, owned by First
Media, double-up Jim Elliott with
Scott Woodside from 6 to 10 a.m.;
Dave Foxx, 10 a.m. to 2 p.m.; Way-
lon Richards, 2 to 6 p.m.; Don Ge-
ronimo, 6 to 10 p.m.; J.J. Jackson, 10
p-m. to 2 a.m. and Max Wolf, 2 to 6
a.m.

www americanradiohistorv com

ROGER RESPONDS—Roger McGuinn, left, of the McGu
drops in on deejay Pete Fornatale of WNEW-FM New York to plug the group’s
current Capitol album, take some listener calls and perform several songs live

o

inn-Hillman Band

over the airwaves on his 12-string.

KQEO-AM Growing
With Oldies In N.M.

ALBUQUERQUE, N.M. — “Peo-
ple are lovin’ what we're doin’”
says KQEO-AM'’s John Michaels of
the station’s love affair with oldies.
The one time veteran top 40 format
station was losing ground rapidly
before dumping a short-lived adult
contemporary style for a 100% oldies
concept.

The 1 kw watt station jumped
froma 3.6 in the spring to a 6.5 share
in the Oct./Nov. Arbitron.

“The top 40 market got real
crowded,” explains program direc-
tor Michaels. “Being the oldest, we
suffered the most. We were dead.
Five years ago. we were in the
double digits.”

Everyone was involved in the
switch to oldies, claims Michaels.
“The owners, Sunbelt Communi-
cations, station management, my-
self, everyone was brought in. We
have strategic planning sessions
even now in which everyone partici-
pates.”

Michaels describes the format as
heavily oriented to researched old-
ies, 12% currents, and the balance as
fill, titles that didn’t research well or
haven’t been researched. During
drive time, the currents are reduced
to even less air time.

The playlist runs close to 1,500 ti-
tles any given time, he says, with
about 500 of those titles having been

thoroughly researched.

“It's odd about research,” he
notes. *“ We didn’t find any trends.
We ended up having to research title
by title. For example, Fats Domino’s
biggest hits didn’t make it, but some
of his others did.” The station locks
in their oldie catalog at 1955 to 1975.

As for promotions, “the station
will do anything to increase the im-
age or have fun. Window stickers
and bumper stickers are typical. On
March 9, we had a sock hop for char-
ity and raised $3,000. But we don’t
want promotions to become the big
thing.”

Michaels predicts the station will
move from fourth position to third
in the market in the next Arbitron.

The station features Ed Barrett
from 5:30 to 10 a.m.; newcomer
Gary Marshall from KINT-FM El
Paso, 10-3 p.m.; Michaels, 3 to 7
p-m.; Toni Fitch, 7 p.m. to midnight;
and Deedee Lewis, midnight to 5:30
a.m.

Sister station KZZX-FM contin-
ues with a Hot 100 format and a 4.6
share with Waylon Walker from 6 to
10 a.m.; Stan Harris, 10 am. to 3
p.m.; Bruce Daniels, 3t07 pmg
Charlie Phillips, 7 p.m. to midnight;
and a simulcast with Deedee Lewis
until 6 a.m. Harris and Phillips
recently joined the station from
WNTN-AM Boston.

OF OLDIES, BLACK MUSIC

Q-103: AOR With A Twist

By DICK KELLEHER

DENVER—-Q-103, known as
KOAQ in the Arbitron books, is a
typical Denver AOR station. Pro-
gram director Jack Regan readily
admits the station uses a *“30-record”
playlist, but clarifies that statement
by saying the list is “day parting,” or
changes according to what part of
the day it is.

Many other stations use a very
limited playlist, so why did Q-103
take the biggest leap in the fall book,
from 2.7 to 6.07 Regan insists it easy
to do if you “think like an Arbitron
diary holder.” He states, “I know
they don’t like a lot of repetition in
their music. They especially like in-
formation, concert information and
what’s going on in the city.” The
value of information is easy to un-

.derstand, but how does a station

with a 30-song play list avoid repeti-
tion? Regan claims its fleshed out

with “a mixture of oldies and recur-
rent” newer hits.

There is also special program-
ming. Sunday nights features Dr.
Demento between 7 and 9 p.m.
Lunch time’s feature, which runs for
only a half hour, is called “Lunch
Time Gold.” Saturday morning’s 7
to 10 a.m. feature is “Music You
Grew Up With,” which is music of
the *60s and '70s.

The most unusual feature occurs
Friday mornings between 5:30 and
10 a.m. The show, called “Date
Line,” is when people call the station
looking for a weekend date.

Including Regan, there are only
four weekday announcers, with
automated programming between
midnight and 5:30 a.m., Regan takes
over until 10 a.m. when Alan Sledge
comes on until 3 p.m. Vic Martin

(Continued on page 29)
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Survey For Week Ending 4/25/81

"o Rock Albums & Top Tracks

€ Copyright 1981, Billboard Publications. Inc. No part of this publication may be reproduced, stored in a retrievai system, or transmitted. in any form
or by any means, electronic, mechanical, photocopying, recording. or otherwise, without the prior wittten permission of the publisher

Rock Albums Top Tracks
This | Last :‘E;E': ARTIST—Title, Label Woek | Week :Eeg': ARTIST—Title, Label
1 3 | 6 | ERIC CLAPTON—Another Ticket, RSO 1 1| 6 THE WHO—You Better, You Bet, Warner Bros.
§ ; g ;:5 :‘#&Bmes 32"0? lvﬁmﬁtf BfEOSg- 2 | 2| 6 | ERIC CLAPTON—I Can’t Stand It, RSO
—Hi Infidelity, Epic L
4| 7|6 | PHIL COLLINS—Face Value, Atlantic S ! ST QgD You See A Chance, lsand
5| 6| 6 | RUSH—Moving Pictures, Mercury : Ligzdlul, AL 47
6| 4| 6 | STYX—Paradise Theatre, A&M 5 (16 | 6 | GARLAND JEFFREYS—96 Tears, Epic
7 8 | 2 | AG/DCG—Dirty Deeds Done Dirt Cheap, Atlantic 6 (20 | 4 WHO—Another Trickey Day, Warner Bros.
8| 5| 6 | STEVE WINWOOD—Arc Of A Diver, Island 7 |14 6 JOURNEY—The Party’s Over, Columbia
9 (15 | 3 | CONCERTS FOR THE PEOPLE OF KAMPUCHEA—Various 8 | 5| 6 | STYX—Too Much Time On My Hands, A&M
Aglists, Apantic . 9 |12 | 6 | RUSH—Tom Sawyer, Mercury
10 |17 | 3 | JEFFERSON STARSHIP—Modern Times, Grunt/RCA ’ ) )
11 {12 | 2 | SANTANA—Zebop, Columbia 10 |3t | 2 JUDAS PRIEST—Head Out On The Highway, Columbia
12| 9 | 6 | .38 SPECIAL—Wild Eyed Southern Boys, A&M 11 |21 | 6 | REO SPEEDWAGON—Don't Let Him Go, Epic
13 (11 | 6 | JOURNEY—Captured, Columbia 12 (28 | 3 THE PRETENDERS—Messdge Of Love, Sire
14 |13 | 5 | LOVERBOY—Loverboy, Columbia ' 13 |26 | 2 | 0ZZIE 0SBORNE—Crazy Train, Jet
15 (14 6 GARLAND JEFFREYS—Escape Artist, Epic 14 m ADAM & THE ANTS—Ant Music, Epic
16 |19 | 5 gtgg;v;‘i:nuwen, JACK BRUCE, BILL LORDON—BL.T,, 15 m ADAM & THE ANTS—Dog Eat Dog, Epic
17 |10 | 5 | APRIL WINE—The Nature Of The Beast, Capitol 16 | 13| 5 | PHIL COLLINS—I Missed Again, Atlantic
18 |39 | 2 | GRATEFUL DEAD—Reckoning, Arista 17 8| 6 REC SPEEDWAGON—Take It On The Run, Epic
19 (20 | 2 | THE PRETENDERS—Extended Play, Sire 18 6| 6 .38 SPECIAL—Hold On Loosely, A&M
20 |16 | 6 | JAMES TAYLOR—Dad Loves His Work, Columbia 19 | cxm ADAM & THE ANTS—Physical (You're So), Epic
21 |34 | 6 | THE CLASH—Sandinista!, Epic 20 |30/ 2 U2—1 Will Follow. Island
=055 & STELT RO Scauehy, T2 21 [ 25| 6 | STYX—Rockin' The Paradise, A&M
Q| 23 32| 4 | ADAM & THE ANTS—Kings Of The Wild Frontier, Epic n .
< | 24 |23 | 6 | THE POLICE—Zenyatta Mondatta, A&M 22 |1 34| 2 JAMES TAYLOR—Stand And Fight, Columbia
g 25 | gyl | 0ZzY OSBORNE-—Blizzard Of Oz, Jet 23 | oxml ERIC CLAPTON—Catch Me If You Can, RSO
2| 26 m ROBIN LANE & THE CHARTBUSTERS—imitation Life, 24 | 35 | 6 ERIC CLAPTON—Rita Mae, RSO
r | Warner Bros. 25 | g | THE CLASH—Police On My Back, Epic
g|27|29) 2 ) U2-Boy, lsland . 26 | pmm) | THE ROLLING STONES—Dance Pt. 2, Atlantic
- 28 | 26 | 6 | DIRE STRAITS—Making Movies, Warner Bros. 927 m STYX—Best Of Times. A&M
g 29 |18 | 6 | JOHN LENNON/YOKQ ONQ—Double Fantasy, Geffen 28 | 23 | 6 RICK SPHINGFIELD—,Jessie’s Girl. RCA
= g? st s ::;TT::‘ !-E::Esn:;ilo_é\ﬁ;vf,’] [;?]lg dl;);rk‘ RSO 29 (37| 5 JOHN LENNON—Watching The Wheels, Geffen
< 132|30| 6 | BRUCE SPRINGSTEEN—The River, Columbia 30 | 8| 6 | LOVERBOY—Turn Me Loose, Columbia
33 | 31| 6 | RAINBOW-Difficuit To Cure, Polydor 31 15| 5 PHIL COLLINS—In The Air Tonight, Atiantic
34 | 22| 2 | DOC HOLLIDAY—Doc Holliday, A&M 32 |60 2 | THE HAWKS—It's Alright, It's 0.K.,, Columbia
35 | 27 | 4 | THE GREG KIHN BAND—Rockihnroll, Berserkley 33 | 22| 3 | RAINBOW—! Surrender, Polydor
36 | 28| 6 | MANFRED MANN’'S EAHTH BAND—Chance, Warner Bros. 3 | 46| 2 STYX—Snowblind. A&M
37 142 | 6 RICK SPRINGFIELD—Working Class Dog, RCA !
38 | 47 | 2 | THE FABULOUS THUNDERBIRDS—Butt Rockin', Chrysalis 35 | CXXW | .38 SPECIAL—Wild Eyed Southern Boys, A&M
39 | 45 | 2 | THE DREGS—Unsung Heroes, Arista 36 (50| 3 | PAT TRAVERS—New Age Music, Polydor
40 |44 | 2 THE SHAKE RUSSELL/DANA GCOOPER BAND- 37 |29 | 6 REO SPEEDWAGON—Keep On Loving You, Epic
Southcoast/MCA , 38 | 38| 3 | MANFRED MANN'S EARTH BAND—For You, Warner Bros.
41 | 41| 2 | POINT BLANK—American Excess, MCA 39 [ 43| 3 | DIRE STRAITS—Expresso Love, Warner Bros.
42 | DXzl | CARL WILSON—Carl Wilson, Caribou 20 | 42| 2 | JOE ELY—M
43 {36! 6 BLONDIE—Autoamerican, Chrysalis usta Notta Gotta _Lotta, Southcoast/MCA
44 133 3 ELVIS COSTELLO—Trust, Columbia 41 (39| 3 THE GREG KIHN ,BANI)—SheHa, Berserkley
45 | 38 | 6 | DONNY IRIS—Back On The Streets, Carousel/MCA Gk & Aol LI GEUR S BES O LS ok
46 | 35 | 3 | CLIMAX BLUES BAND—Flying The Flag, Warner Bros. o || WU G/ DG=ikyiDeedsilons) DiftiGheap fatlantic
47 | CXm | GINO VANELLI—Nightwalker, Arista 44 | 10| 2 | SANTANA—Winning, Columbia
48 143 | 6 THE ALAN PARSONS PROJECT—Turn Of A Friendly 45 9! 3 JEFFERSON STARSHIP—Find Your Way Back, Grunt/RCA
Card, Arista 46 | 24! 5 | ROBIN TROWER—Into Money, Chrysalis
49 |48 | 4 | THE RINGS—The Rings, MCA 47 | 19| 2 | ROCKPILE w/ROBERT PLANT—Little Sister, Atiantic
50 49 | 6 | JOE ELY—Musta Notta Gotta Lotta, Southcoast/MCA 48 | 40| 3 | KROKUS—Winning Man, Ariola
45| S5 STEELY DAN—Time Out Of Mind, MCA
54| 2 | GRATEFUL DEAD-Ripple, Arista
1 | GARY U.S. BONDS—Dedication, EMI/America 51 | 51| 2| POINT BLANK—Let Me Stay With You Tonight, MCA
2 | BILLY SQUIRE—Don't Say Ngo, Capitol 52 | 58| 2 | JIMMY BUFFET_T—'H’S Wy JObf LG
3 | HUMBLE PIE—Go For The Throat, Atco 53 | 59 | 2 | THE GLASH—Hitsville UK., Epic
4 | SOUTHSIDE JOHNNY & THE ASBURY JUKES—Reach Up And Touch 54 | 56| 3 | HALL & OATES—Kiss On My List, RCA
The Sky, Mercury 55 | 55| 6 | DONNY IRIS—Ah Leah, Carousel/MCA
5 | BILLY AND THE BEATERS—BIlly And The Beaters, Alfa 56 | 53| 2 | GREAT BUILDINGS—Maybe It's You, Columbia
D e A TNLS o ettt Sl amarica 57 | 32| 4 | FRANKE & THE KNOCKOUTS—Sweetheart, Millennium
8 THE PRETENDERS—Extended Play, Sire 58 48 2 JAMES TAYLOR—Her Town Too, Columbia
9 | THE GREG KIHN BAND—Rockihnroll, Berserkley 59 | 52| 2 | AG/DC-—Big Balls, Atlantic
10 | JAH MALLA—Jah Malla, Atlantic 60 | 41| 2 THE FABULOUS THUNDERBIRDS—0ne’s Too Many, Chrysalis
A compilation of Rock Radio Airplay as indicated by the nations leading Album oriented and Top Track stations.
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SONG TIME—WMAL-AM Washington midday personality Tom Gauger, left,

looks over the score of “They're Playing Our Song"” with the stars of the
Washington production, Marsha Skaggs and Victor Garber, as the two visited
the station.

LGoodphone Commentaries.
When You Lose Your Job

By ART FARKAS

FRESNO—You are a radio pro.
Long ago, you decided to dedicate
yourself to the entertainment of an
audience, competition to win ratings
and to earn big bucks for your com-
pany. You live and breathe your sta-
tion: line up the best possible music,
work with the jocks, general man-
ager and sales staff, get the promo-
tions right, listen, worry, research,
hassle, succeed, and, sometimes,
come up short. It’s all part of the in-
credible day-to-day phenomenon of
communicating with your audience
in real time on a minute by minute
deadline.

Q103: AOR
With A Twist

® Continued from page 27

takes the afternoon drive from 3 to 7
p-m. and Nick Sommers finishes off
the day from 7 to midnight.

Asked why he does a morning
show solo, when all of his competi-
tion has morning partners, Regan
states, “There are too many morning
teams in Denver.”

Regan also feels one of the things
that makes his station successful is
that he programs by “gut feeling.”
He complains that other program di-
rectors are “hung up on themselves”
and the rating system, thereby using
“too many scientific theories” for
Regan’s taste. He says he gets his an-
nouncers, or “Q-Crew” out on the
street to the tune “of at least one jock
a week” making an appearance at a
nightclub, school or some other pub-
lic function.

One thing offsets his station from
many in Denver: “We play black
artists,” Regan boasts, and cites art-
ists such as Smokey Robinson and
Marvin Gaye, both of whom are on
his 30 play list, “as well as pop, rock
and crossover country.”

Regan has promised his audience
a variety, he states, and feels he is
doing that with current program-
ming,

The station also does a substantial
amount of advertising during the
rating period. Regan says he was
named program director too late for
last year’s spring book (the station
only climbed 0.1 point), but for this
spring’s book the station is planning
another television blitz (the station is
owned by General Electric, which
also owns KOA, Channel 4, a local
tv outlet) plus a big billboard cam-

paign.

Not surprisingly, with the huge in-
vestment in time required to get the
job done, most radio people do not
often get or take time for self-eval-

uation on a career level. Please ac-

cept this fact: "at sometime or an-
other through evolution and/or
professional growth pursuit, you are
going to lose or quit your job. There
are, of course, exceptions, but, gen-
erally speaking, all things must pass.

Agreed? OK. You will also agree
that this condition can be difficult to
handle both economically and emo-
tionally. But there is one positive re-
sult of unemployment that everyone
should realize: your professional
availability clarifies and magnifies
your skill values and experience
strengths. Once you've been tempo-
rarily relieved of the pressures and
responsibilities of a full-time en-
gagement with one employment sit-
uation all you really have is . . . you.
Investigate and evaluate yourself;
encounter yourself from the ultimate
professional critique point of view—
free and unbiased—ready to tackle
brand new challenges.

Lord knows, you’ve got the time;
now is the opportunity to define
your strengths and weaknesses, likes
and dislikes, successes and failures
and, most importantly, your future
goals. Are you moving up, down or
hovering in space? Do you even
care? Is it time to continue sharp-
ening specific operational/philo-
sophical skills or are you ready (and
willing) to make a quantum leap
into new areas of responsibility and
growth? Yes, it is sometimes a
gamble; should I stay in areas I
really know or should I dive into un-
familiar waters and have faith in the
strengths and talents I've been de-
veloping all these years?

Ultimately, the point is this: when
you leave a job and are truly free,
you answer to one person and one
person only ... yourself. And, be-
fore you attempt any answers, make
sure you’ve done plenty of personal/
professional research. The wheel

only comes around so many times.

and a little retrospect will show you
how short life truly is. Anyone who
enters into transition by being hon-
est with him/herself has got to be a
supreme asset to this business no
matter what the chosen direction
may be.

(Art Farkas, former general man-
ager and program director of KFIG-
FM, Fresno, currently is actively en-
gaged as a househusband until his
next professional project.)

Radio Programming

Mike Harrison

The Electronic Magazine Is Here

LOS ANGELES—The medium of
publishing will not be exempted
from the effects of the astonishing
progress being made in electronic
communications. We are on the
verge of the “electronic magazine.”

You’ll be able to punch up any
choice of its “pages” on a tele-
communications screen in your
home or office. The old dimensions
of space and time
will be reduced to
an instantaneous
continuum.

Certainly, it will
be some time yet
(half a decade?) be-
fore this futuristic
method gives the
standard print medium a run for its
money in the conveyance of ma-
terials that lend themselves well to
that traditional configuration. But
in the area of perishable data and
statistical information systems, the
melding of video, satellite, cable
and typewriter will prove to be both
revolutionary and imminent.

Take, for example, the present
system which has existed for a num-
ber of years in the radio and record
industries. Stations report to the
trades. Then, the trades process the
information and cross-reference it
into various charts, graphs and
breakouts. After that, the informa-
tion is typeset and laid out; then it’s
printed; then it’s mailed or deliv-
ered.

Considering that radio is a front-
line, highly competitive, instantane-
ous and continuous medium, it is
ironic that it should be so dependent
upon such a relatively archaic proc-
ess to receive timely input, musical
and otherwise.

Now, with the onset of the '80s
and radio’s evolution into super-
fractionalization, the need for

PRESIDENTIAL GREETINGS—De-

troit Mayor Coleman Young, left,

and Dene Hallam, program director

for WWWW-FM, unveil the seven-

by-three-foot card sent to President

Reagan following the recent assas-
sination attempt.

A/C To Oldies

AMARILLO, TX-KHBIJ-AM,
formerly with an adult contempo-
rary format, has adapted a solid gold
oldies program instead, according to
Gary Howser, program director. The
move was in part a result of going on
air with FM sister KHBQ in Janu-
ary. KHBQ has an adult contempo-
rary format aimed at the 18-34 mar-
ket. Howser is new, formerly of
KZIP-AM Amarillo. KHBJ’s
change to oldies took effect in
March.

www.americanradiohistorv.com

quicker and more extensive, finely
broken-out data will be even more
pressing. Can the trades keep up
with the need? The answer is yes!
And Billboard is paving the way.

I recently met Billboard Publica-
tions’ vice president of product de-
velopment, J.B. Babcock, who
presented me with a fascinating
guided tour of a new technological
service that seems to come directly
out of the pages of Alvin Toffler’s
“The Third Wave.”

Billboard has injected its radio
and music informational systems
into a national online network, thus
bringing the electronic magazine to
the radio and record industries. It’s
called BIN; short for Billboard In-
formation Network.

A programmer simply punches up
any number of screens on a tele-
communications monitor at the sta-
tion. The monitor is tied into a cen-
trally located computer brainbank
which can cross-reference an incred-
ibly large body of information in an
infinite number of ways.

For example, a new album arrives
at the station and the programmer
wants to find out immediately who’s
playing it around the country.

First, he punches up a screen that
lists the entire universe of stations re-
porting to the system. Then, he
punches up another screen, and,
presto, he has an up-to-date list, bro-
ken out regionally if he chooses, of
each and every station playing the
title as of that moment, including the
level of rotation and top tracks.

Stations coast-to-coast are bro-
ken-out regionally and by format.
Records will be broken-out by