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Major Radio Acquisition

Westwood One Reaches
Agreement To Buy Mutual

BY KIM FREEMAN

NEW YORK The acquisition bug
has bitten again. Westwood One,
one of the nation’s largest produc-
ers/distributors of nationally spon-
sored radio programs, has signed a
letter of intent to buy the Mutual
Broadcasting Systems network’s
operating assets.

Terms of the acquisition, expect-
ed to be finalized in November,
were not revealed. Mutual’s parent
firm, the Amway Corp., will retain
Mutual’s satellite transmission ser-
vices division, which will continue to
carry Mutual offerings after the
transaction. Mutual will remain
based in Arlington, Va. and retain
its name, with Westwood One Inc.
as its parent firm.

With the purchase, the Culver
City, Calif.-based Westwood One
more than doubles its programming
inventory according to its chairman
Norm Pattiz. Equally important,
WWI can now add a hefty supply of
talk, news and sports programming
to its already strong roster of long-
and short-form entertainment.

The move occurs in a climate of
buying and selling fever in the radio
industry and marks the the second
major buyout this year in the net-
work/syndicator field. The first oc-
curred early this year, when The
United Stations purchased the RKO
network.

That deal was similar to the
WWI/Mutual transaction, as the
entertainment-only United Stations
acquired a strong news wing
through the purchase. With Mu-
tual’s fare, Westwood One would
enter the competition between The
United Stations, ABC, NBC and
CBS as combined-services network
suppliers.

“If you look at the kinds of com-
panies we are,” says Pattiz, “‘you

can see it's a perfect fit. We have no
news department, no live sports.
And Mutual has not been tremen-
dously successful with the younger
demographic. That is our strength.”
Mutual Broadcasting Systems
president Jack Clements has a simi-
lar attitude. Noting that Mutual
ranked number three in the 25-54
demographic in the most recent Ra-
dar network survey, he says, “What
we bring to the party is what they
don’t have. It’s a perfect marriage.”
Industry observers are claiming a
very positive stance on the WWI/
Mutual move. Charlie Trubia, direc-
tor of radio advertising for the Ted
Bates agency in New York, says,
“It’s going to be sensational.
Westwood One has worked very
(Continued on page 84)

More TV Ads
On Retailers’
Christmas Lists

SENATORS
CLEAN UP

BY JOHN SIPPEL

BY BILL HOLLAND

LOS ANGELES Co-op dollars for
record and video dealers will be
spent on more tv advertising than
ever before during the all-important
holiday season. The shift from radio
and print is being espoused by both
manufacturers and retailers.
Labels have informed chain ad
managers that they will increase
their exposure on the tube—includ-
ing cable and VHF—during the
strategic pre-Christmas buying pe-
riod, while the chains themselves
note that tv spots in the last six
months have been cheaper than ra-
dio and can be directly targeted at
the youth market through demo-
graphic-oriented programming.
(Continued on page 84)
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PRECIOUS METAL: Five girls with music in their blood mine an
album full of rock’n’roll gems. It's RIGHT HERE RIGHT NOW,
(826 146-1) the explosive debut LP from PRECIOUS METAL,
featuring “This Girl,” “Right Here Right Now,” and “Bad Guys."”
Forget th=2 girl group cliches. Get a grip, here and now: Here
comes PRECIOUS METAL on Mercury Records and Cassettes.

A

WASHINGTON Several members
of the Senate Commerce Committee
sent a message to the recording in-
dustry Thursday (19), and the mes-
sage was loud and clear: Either
quickly move forward with an in-
dustrywide warning or rating sys-
tem for violent or sexually explicit
recordings or Uncle Sam just might
decide to do it for you.

Comments from committee mem-
bers Sen. J. James Exon (D-Neb.)
and Sen. Ernest F. Hollings (D-S.C.)
made it clear that they would not be
averse to applying ‘‘a little pres-
sure,” although they would much
prefer to have labels comply with
rating objectionable records in the
manner suggested by the national

EARL THOMAS CONLEY'S GREATEST HITS—this is the first
collection of this artist's critically acclaimed music. ETC's
GREATEST HITS includes 7 of Earl's #1 classics plus 2 brand
new releases—the current radio smash “Nooody Falls Like A
Fool" and “‘Once In A Blue Moon.” Watch for Earl Thomas
Conley on tour with Hank Williams, Jr. (AHL1-7032). RCA
Records & Cassettes.

TO LABELS:

YOUR ACT

Parents/Teachers Assn. (PTA) or
the Parents Music Resource Center
(PMRC), or include printed lyrics on
the outside covers, or both.

“This is one senator that might be
interested in legislation and/or reg-
ulation,” Exon said during testimo-
ny by musician/label entrepreneur
Frank Zappa, “to some extent rec-
ognizing the problem with free
right of expression and with my pre-

(Continued on page 82)

ASGAP Posts
20% Increase
In Receipts

LOS ANGELES ASCAP’s total re-
ceipts for the first eight months of
the year soared by 20% to
$160,660,000, a rise of $26,976,000
over the $133,684,000 tally for the
same period in 1984. The gain, the
largest in memory, presages a mon-
ster 1985 for the performing rights
organization.

Chiefly responsible for the giant
step upward was $144,744,000 in
revenues from licensees, including
$14,088,000 in escrow funds collect-
ed after the society’s victory over
local television stations in the Buf-
falo Broadeasting case.

Contributing to the total for the
eight-month period was $2,635,000
in investment interest and $581,000
in membership dues. The total do-
mestic take for the period was
$147,960,000, some 26% or
$30,287,000 more than 1984’s
$117,673,000.

Receipts from foreign societies in
the first eight months plummeted

(Continued on page 84)

|

39

|

74820"08120

0

PRODUCED BY J. JOHNSON FOR J.W.J. PRODUCTIONS, INC. On A&M Records and BASF chrome cassettes. © 1555 ASM Records, Inc. All Rights Reserved.

AND THE SEEN

willl

B E HEARD

The debut album from TA MARA AND THE SEEN Featuring the first single “EVERYBODY DANCE”
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Second NAB/NRBA Convention Called Productive

RADIO 85 MEET GETS HIGH MARKS

This story prepared by Earl Paige,
Kim Freeman and Bill Holland.

DALLAS The majority of attend-
ees at last week’s Radio ‘85 Man-
agement & Programming Conven-
tion here applauded the National
Assn. of Broadcasters (NAB) and
the National Radio Broadcasters
Assn. (NRBA) for pulling off a
smooth and productive event.

After last year’s hassle-ridden con-
vention in Los Angeles, the second
joint venture between the two groups
ran as smoothly as the numerous
shuttles transporting roughly 5,000
attendees between the Dallas Con-
vention Center and the Loews Ana-
tole hospitality headquarters.

As always, complaints did arise.
Many centered on the high number
of simultaneous panels, while oth-
ers called for more non-panel time
at the Convention Center to peruse
the exhibition floor and foster spon-
taneous meetings.

The following is a roundup of rel-
evant results from many sessions
not covered in depth elsewhere in
this issue.

MORNING RADIO SUCCESS

With the sunrise shift sinking its
tentacles deeper into the success of
music radio, this meeting drew plen-
ty of people and plenty of laughs.
The first floor question concerned
vacations for personalities.

“You take your life into your hands
if you take of two weeks,” said KVIL
Dallas morning man and PD Ron
Chapman. “I want that Wednesday
morning promo telling what I'll do
when I come back Monday, and I
come in early.”

Humor, topicality and consistency
were reiterated as the key elements
in a gripping morning show. On the
latter point, Andrew Goodman of the
American Comedy Network said the

fun and calls “do not end with the
service elements.” Unless personal-
ities deliver news with the same zest
as humor, he said, “They may tune it
out just as listeners will.”

WFYR Chicago’s Jeff Elliot
warned of the ‘“‘thunder of buttons
punching out as listeners feel they
heard the news already.” He said
that news has to be delivered “so
that twice an hour it’s not a differ-
ent radio station.”

NEWS IN A MUSIC FORMAT
The overall tone of this panel indi-
cated that music-outlet news people
find it hard convincing their PDs
and GMs of the importance of their
efforts to station success. A less
dour report came from Mutual
Broadcasting’s Ron Nessen, who
shared a recent Mutual survey
showing that among the supposedly
news-wary 18-34 demographic, an
astounding 80% felt news fit in with
(Continued on page 85)

Lyrics: Gaution in Ganada
‘Wait-and-See’ Stance on Stickering

BY KIRK LaPOINTE

TORONTO Canadian record com-
panies will likely follow the lead of
their U.S. counterparts should a
system for stickering records with
offensive lyrics be introduced, says
the president of the Canadian Re-
cording Industry Assn. (CRIA).

But Brian Robertson stresses
that Canadian firms are, for the
time being, “playing a wait-and-see
game’’ until they see what tran-
spires south of the border.

Although the issue of offensive
lyrics has been largely a media is-
sue in Canada, Robertson says, ‘“We
are not dismissing it as an American
issue at all. There’s obviously a de-
gree of sensitivity here.”

Canadian firms, which already
sticker many albums that contain
tracks with offensive lyrics, will
take “a close look at implementing”’
whatever system is adopted in the
U.S,, he says.

“What we're resisting is censor-
ship,” Robertson says. “Music and
lyrics refleet today’s society, and

there’s a danger that the music
business is being singled out for
treatment.”

CRIA’s recent board meeeting
dealt with the issue in a general
way, but action on that front was
postponed until the U.S. industry
found an acceptable approach to the
situation. Given that many large Ca-
nadian labels are branches of their
American parent companies, it is
unlikely that they would buck any
U.S. plan.

But Robertson suggests that any
plan will have to be financially prac-
tical and steer clear of any ratings
system. “With about 25,000 tracks
released each year,” he says, “rat-
ings are impossible.”

CRIA was closely following pro-
ceedings last Thursday (19) ata U.S.
Senate hearing on the matter, but is
unlikely to move quickly in any
event. The trade group doesn’t have
a board meeting scheduled until Oc-
tober, although Robertson says one
could be hastily convened “if it be-
comes an issue’’ of urgency in the
U.s.

Two Vid Firms Step Up Direct Distribution

MGM/UA, Paramount Moves Concern Wholesalers

BY TONY SEIDEMAN

NEW YORK Two of home video’s
top manufacturers have sharply
stepped up their involvement in di-
rect distribution. MGM/UA Home
Video and Paramount Home Video
both plan to add accounts over the
fourth quarter.

Large music-oriented chains will
make up the majority of the addi-
tions, distributors report. Camelot,
Musicland, Licorice Pizza and Music
Plus are the chains most frequently
named; word is that Target and Fed-
erated Electronics will also be
among those served.

Paramount is “selling six or sev-
en accounts direct,” says one dis-
pleased distributor. ‘‘I find the
whole thing frustrating,” he adds.
“These are the accounts we used to
go to hit their quotas. They’'ve taken
them away from us. Now how can I
hit their quotas?”

The Paramount and MGM/UA
moves come on the heels of state-
ments by CBS/Fox Video’s Len
White at the recent Video Software
Dealers Assn. convention that his
company will be serving more ac-
counts directly (Billboard, Sept. 7).
And other major manufactures say

chances are good they’ll be making
similar moves either late this year
or early in 1986.

“I am looking at it more serious-
ly,” says a high-level executive at
one major that hasn’t added any ma-
jor direct accounts yet. He notes
that ‘““our phone is ringing a lot
more than it has in the past” as ma-
jor retailers call and ask about the
possibility of getting direct service.

At the same time Paramount
made its move towards more direct
distribution, it also established a
number of new programs that have
left many distributors enthusiastic.
Spearheading the campaign is the
creation of a “Premiere” distributor
category. Distributors interpret the
creation of the new category as a
sign that Paramount recognizes the
importance of the independent net-
work and wishes to work more ef-
fectively within it.

‘Most directly reflecting Para-
mount’s increased involvement in
the distribution network is the fact
that the company is requiring that
firms hire an employee to service
only its line in order to gain “Pre-
miere” status. Paramount plans to
pay half of that employee’s salary,
distributors say.

Other aspects of the “Premiere”
program include:

e Distributors will have to utilize
at least 75% of co-op funds assigned
to them.

e Paramount will have to get at
least a full page in every issue of a
distributor’s monthly mailer, and a
front cover at least once a quarter.

e Target levels will have to be hit
on at least three major Paramount
programs.

e Sales-oriented seminars will
have to be held on a regular basis
for retailers; Paramount will front
$50 in food costs and a $1,000 gener-
al payment for each event.

e Paramount will initiate a 10%
stock balancing program, and an ad
allowance based on 3% of pur-
chases, but where Paramount pays
100% of costs, and not a portion.

e Paramount will also help sup-
port distributor mailers by provid-
ing sums that exceed $10,000 in se-
lect cases.

¢ Qualifying distributors will get
a 1% rebate on all their purchases
from Paramount if they meet all
their ‘‘Premiere” goals.

Assistance in preparing this story
by Earl Paige in Los Angeles.
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2,800 Expected at New Music Seminar

Sixth Annual Meet Covers Broad Range of Topics

BY. FRED GOODMAN

NEW YORK The New Music Semi-
nar, which seems destined for annu-
al, logarithmic growth, convenes
here Wednesday (25) at the new
Mariott Marquis Hotel. And despite
its continued use of the now dated
“new music” moniker, the meet—
expected to draw 2,800 paid attend-
ees—will focus on a broadened
range of topics including record rat-
ings and the music industry’s rela-
tionship with South Africa.

The four-day seminar, now in its
sixth year, continues to grow in
stature as well as scope. Panelists,
exhibitors and performers are ex-
pected to push total attendance over
the 4,000 mark, according to Semi-
nar co-founder and organizer Tom
Silverman, who, with his partners
Mark Josephson and Joel Webber,
drew about 200 participants to the
first New Music Seminar in 1980.
Exhibitors at the meet are projected
to total 70, as compared with last
year’s 40.

“Obviously, this seminar isn’t
about new wave music anymore,”
says Silverman. ‘“There are more in-
dependent label panels this year,
more international topics and six
video panels. We also have two qua-
si-political panels, with the censor-

ship and apartheid issues. We've
tried to develop things for neo-
phytes and high-level executives
covering topics that are controver-
sial, entertaining and educational.”

Keynote addresses on Thursday
(26) morning by Solar Records
chairman Dick Griffey and record-
ing artist Frank Zappa, speaking on
South Africa and censorship of rock
records respectively, are expected
to set the tone for the meet. Griffey,
chairman of the Black Music Assn.,
has called for music industry oppo-
sition to apartheid in South Africa,
while Zappa testified befored the
Senate Commerce Committee as
part of its hearings last week on
record ratings (separate story, page
1).

Silverman notes that the semi-
nar’s organizers have come to ex-
pect a last-minute surge in regis-
trants. ‘“Half of our registrations
have come in the last two weeks,”
he says. “No one books in advance
for the seminar, and it's the same
for the hotels. We had 700 walk-up
registrants last year and figure on
1,200 this year.” He says the late
adds occur despite a five-piece mail-
ing to a list of 20,000 names.

The reliance on walk-up and local
registrants is the biggest factor
keeping the seminar in New York

each year. Although the sponsors
are discussing possible smaller spin-
off seminars for three or four other
key record markets, Silverman
terms the possibility ““‘a real big
risk. There’s the chance we'd lose as
many as 1,000 registrants by leav-
ing New York.”

Silverman sees increased support
for the Seminar from what he terms
“the smaller majors,” including
A&M, Chrysalis and Arista. Howev-
er, he says, the “new music” tag
hurts the meet’s pull with the larg-
est labels.

“There’s no such thing as alter-
native rock radio anymore,”’ he
says, “and the majors have disman-
tled their departments and have
trouble budgeting for something
like this.”

Aside from the new record rating
and apartheid panels and speakers,
the seminar is offering an addition-
al 43 panels, many running concur-
rently, on musie, video, business,
radio programming, marketing, in-
dustry law and new technology.

Making its formal debut at NMS
is Women In Musiec, a non-profit
group holding an introductory
meeting on Friday (27) at 7:15 p.m.
in the Astor Ballroom. Spearheaded
by Sue Debenedette of A&M Rec-

(Continued on page 85)

Panels Emphasize ‘Nitty Gritty Approach’

Jazz Gonvention Gets Down to Business

BY PETER KEEPNEWS

NEW YORK The mood was up-
beat but tempered by realism as
representatives of all facets of the
jazz industry gathered here, Sept.
11-14, for the fourth Jazz Times
Convention.

The official theme of the Roose-
velt Hotel gathering, sponsored by
Jazz Times magazine, was ‘“‘build-
ing a better support system for
jazz,” but it might just as appropri-
ately have been “getting down to
business.” The tone of most of the
panel sesssions could be summa-
rized as: We know things aren’t as
good as they could be for the music;
what can we do to make them bet-
ter?

One happy exception was the
Compact Disc panel, moderated by
GRP Records’ Larry Rosen, at
which the new technology was laud-
ed as one of the biggest boosts the
jazz record industry has received in
years (On The Beam, page 24).

More typical of the industry pic-
ture that emerged from the conven-
tion was the video session, moderat-
ed by Larry Adler of Adler Video
Marketing Ltd., at which panelists
bemoaned the fact that cable net-
works and home video companies in
the U.S. tend not to be receptive to
jazz programming.

“Without Japan, there would be
very little jazz video,” said producer
Bruce Buschel, who outlined the dif-
ficulties he has had finding a U.S.
outlet for his “Live At The Village
Vanguard” video series. “I don't
know why people are surprised that
jazz videos are treated any differ-
ently [in the U.S.] than jazz is,” he
added resignedly.

Among the other panels that of-
fered what convention organizer Ira

6

Sabin called a ‘“‘nitty gritty ap-
proach” to the problems of market-
ing and promoting jazz were three
separate sessions devoted to radio
and/or television, three devoted to
non-profit jazz societies, and one on
record distribution.

Record producer Bob Porter, who
moderated the latter session, at-
tempted to put the issue of distribu-
tion, which he described succinctly
as “not the glamor end of the record
business,” in perspective. He of-
fered a basic factual overview, in-
cluding the difference between
branch and independently distribut-
ed labels.

Panelists for the most part em-
phasized their limited resources and
the difficulties faced by jazz labels.
Jim Eigo, owner of the jazz mail or-
der service Daybreak Express,
stressed that there is “only so much

I can do” to help the owners of
small labels. Fantasy Records presi-
dent Ralph Kaffel, surveying what
he called “not a very healthy retail
picture,” observed, ‘‘Our biggest
problem is letting the consumer
know a certain record is out.”
More practical information was
provided at the panel on clubs and
concerts, moderated by San Fran-
cisco promoter Sharlene Hirsch,
who echoed the views of the other
panelists in stressing a no-non-
sense, business-oriented approach
to presenting live jazz. Hirsch
raised a few eyebrows when she re-
vealed that Kimball’s, the nightclub
she books, has a policy of docking
an artist 20% of his fee for every 10
minutes he’s late for a show.
Other panels addressed the issues
of publishing, jazz history and op-
(Continued on page 85)

Sal Ghiantia Dies at 67

NEW YORK Sal Chiantia, a lead-
ing music publishing figure who
served as chairman of the National
Music Publishers’ Assn. and the
Harry Fox Agency and as a board
member of ASCAP, died here on
Sept. 13 of cancer at the age of 67.

In addition to his key role as a mu-
sic publisher, Chiantia, a member of
the New York bar, was often as-
signed the task of speaking on be-
half of the industry on matters in-
volving copyright protection. He
was a founding member of the In-
ternational Federation of Popular
Music Publishers.

At NMPA and its mechanical col-
lection agency, the Harry Fox
Agency, he had served as president

from 1966-76. He had been an
ASCAP board member since 1968,
and also served as an ASCAP vice
president from 1971-81.

Most of Chiantia’s career as a mu-
sic publisher centered on his role at
Leeds Music, a company founded by
Lou Levy and sold two decades ago
to MCA Inc. Chiantia continued on
as president of the newly formed
MCA Music entity, also serving as a
vice president of the parent corpora-
tion.

In addition to his duties at NMPA
and ASCAP, Chiantia operated a
music publishing company, Crom-
well Music. Survivors include his
wife, Mariette, a daughter, Melissa,
and a granddaughter, Nicole.

BMI “Million-Airs.” BMI senior vice president of performing rights Frances
Preston, left, and president Ed Cramer present Yoko Ono with ““Milflion-Air™
plaques for John Lennon's *'You Won't See Me” and “Woman” at an awards
funcheon in New York. The organization honored 659 songs that have been
performed more than one million times on U.S. AM and FM radio, and local and
network television.

Executive Turntable

RECORD COMPANIES. Devendra Mishra is promoted to vice president of manu-
facturing and distribution operations for RCA/Ariola International, based
in Indianapolis. He was director of manufacturing and distribution opera-
tions for RCA Records.

CBS Records Nashville appoints Steve Buckingham director of a&r/pro-
ducer. He has produced such artists as Alicia Bridges, Dionne Warwick and
Melissa Manchester.

Jean-Pierre Weiller joins Gramavision Records in New York as vice
president and general manager. He was charge de mission for the French
Music Industry.

Chrysalis Records in New York names Jonathan D. Haft senior director
of legal affairs and Neil Lasher mid-Atlantic regional promotion/market-
ing manager, based in Washington, D.C. Haft was associated with the Los
Angeles-based law firm of Mitchell, Silberberg & Knupp. Lasher handled
regional promotion for Elektra.

SIMS

BUCKINGHAM SAVAGE

MISHRA

Steve Macon-Lessinger is appointed national sales/marketing manager
for A&M Video in Hollywood. He served in a similar capacity at Active
Home Video.

Yvonne Paoletti is elevated to West Coast manager of video sales for
RCA, A&M and Associated Labels. She was Los Angeles sales representa-
tive for RCA.

CBS/Records Group promotes Kristen A. Golden supervisor, contracts,
a&r administration for CBS Masterworks in New York. She was an admin-
istrative assistant. Richard B. Butzke is appointed manager of accounting
for CBS Music Video Enterprises. He was supervisor of accounting for CBS
Inc.

Profile Records appoints Pat Monaco New York sales manager. She was
vice president of sales for Sunshine Distributors.

DISTRIBUTION/RETAILING. Ruth Sims is promoted to senior vice president and
general manager of Licorice Pizza in Glendale, Calif. She was chief finan-
cial officer.

Video Products Distributors appoints John Merchant director of opera-
tions in Sacramento. He was associated with The Good Guys, a San Francis-
co-based chain of consumer electronics retail stores.

HOME VIDEO. Jim Savage is elevated from manager to director of planning at
CBS/Fox Video in New York.

Thorn EMI/HBO Video, New York, promotes three sales executives to
sales managers: Brian Clendenen, Eastern region; Ed Jackson, Midwest
region; and Jeffrey Fink, Western region.

Lightning Video names Owen Ficke and Kent Preston Western regional
sales manager and Northeast regional sales manager, respectively. Ficke
was sales manager for Commtron Corp. Preston was sales manager for
Mammouth Containers.

PRO AUDIO/VIDEQ. Marilynn Blend is named to the newly created post of di-
(Continued on page 79)
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“BLACK
CODES”

NEW
SHADES OF
JAZZ FROM

WYNTON

MARSALIS

“Black Codes (From The Underground).” A new
album of original jazz compositions from multi-
Gramny winner Wynton Marsalis—the young
trumpet sensation with over one million sales to
his credit since his debut just three years ago!

Produced by Steve Egstein. T
Executive Producer: George Butler.

N : Edward C. Arrendell, 11, ﬁ =
1401 B ii'aﬁiaﬁ;";::t, Silv‘::gpring;frvt;lr; 20910 ' BLACK co | s .
‘Co-umbia,” ® are trademarks of CBS Inc. (FROM mE UNDERGRW)

¢ 1985 CES Inc.
FC 40009

On Columbia Records, Cassettes
and Compact Discs.
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MCA Launches Extensive Jazz Program

Schultz Helms New Division; Impulse Label Revived

BY PETER KEEPNEWS

NEW YORK MCA Records is get-
ting back into the jazz business in a
big way, thanks to a new deal with
veteran jazz label executive Ricky
Schultz.

Under the terms of the multi-fac-
eted deal, Schultz, who had been
running the independently-distrib-
uted fusion label Zebra, joins MCA
as director of its newly established
jazz division, reporting to Jheryl
Busby, the label’s senior vice presi-
dent of black music. He brings with
him Zebra and associated labels,
which becomes an MCA custom op-
eration, and his four-person staff.

The first order of business for
MCA Jazz, according to Schultz, is
the revival of the Impulse Records
catalog, which has been the proper-
ty of MCA for several years. Taking
a lead from Manhattan Records’ ap-
proach to the Blue Note label,
Schultz says MCA’s plans for Im-
pulse include both reissues and new
recordings.

“I’'m contemplating a late Febru-

ary or early March rollout with 12
reissues and three new releases,”
Schultz says. “The idea is to market
them at an $8.98 list, with a premi-
um pressing.”

He says that, in a slight depar-
ture from current industry practice,
the packaging of the Impulse reis-
sues will not duplicate the original
covers exactly, although there will
be only ‘“minor alterations.”” He
adds that economic considerations
make it unlikely that the Impulse
covers will be gatefolds, as they
originally were, but that he hopes to
maintain all the essential liner art
and copy, possibly via inserts. The
Impulse catalog includes recordings
by John Coltrane, Duke Ellington
and other jazz greats.

Reissue plans for MCA Jazz also
take in the MCA Jazz Heritage Se-
ries, which includes the catalogs of
Decca, Dot and Brunswick and Sig-
net, and the recently acquired
Chess/Checker/Argo/Cadet line.

“I don’t know if we’re the biggest
jazz catalog in the world,” Schultz
says, “but we’re certainly close to

GBS Brochure Makes
Pitch for GMA Nominees

BY EDWARD MORRIS

NASHVILLE Labels here are di-
vided on the propriety of CBS Rec-
ords’ distribution of a brochure to
Country Music Assn. members that
lists “for your consideration” the
company’s 17 nominees for CMA
awards. The brochure was sent to
various mailing lists—since the
CMA does not make its membership
roll available—and used as an insert
in Radio & Records.

The piece makes no direct pitch

U.K. Publishers
Planetary-Nom,
Salt & Pepper Link

NEW YORK Planetary-Nom, the
U.K. arm of U.S. music publisher
Big Seven, has linked with Salt &
Pepper Music Ltd. for administra-
tion. The move follows expiration of
Planetary-Nom’s agreement with
ATV Music, which has been sold to
interests led by Michael Jackson.

Salt & Pepper Music Ltd. is a new
setup recently established by Julian
Appleson, formerly controller at
ATV Music. In other moves, Plane-
tary-Nom, operating out of Salt &
Pepper offices at 351 Oxford St. in
London, has named Susie Frevarti,
formerly of ATV, as head of profes-
sional activities. And, says Phil
Kahl, chief of Big Seven Music here,
the company is interviewing candi-
dates to handle promotion for the
U.K. wing.

Planetary-Nom is currently hot
on the U.K. scene with Kool & the
Gang'’s single “Cherish” and album
“Emergency.” Parent Big Seven
was established in the early '50s by
Morris Levy, one of its first copy-
rights being the jazz classic “Lulla-
by Of Birdland.”

for votes, although it was distribut-
ed just prior to the last round of
CMA voting. It does, however, out-
line the criteria for each of the
award categories involved and gives
a thumbnail sketch of the nominees.

While outright lobbying for votes
is common in such other areas of en-
tertainment prizes as the Oscars
and Emmys, it has not been done be-
fore in connection with the CMA
honors.

Jimmy Bowen, president of MCA
Records/Nashville, endorses the
idea. “I'd much rather see the lobby-
ing done in the open,” he says,
“than in backroom vote trading and
deal-making.”

Ed Benson, the CMA’s associate
director, says the CBS move seems
as much a promotional ploy as a lob-
by for votes, and adds that he's sur-
prised more labels haven't used the
final nominees list to promote all
the records involved—rather than
the final award-winners only.

“I think the fact that the CMA
won’t give us the constituents’ list
is pretty unusual,” Bowen says.
“They’re probably afraid we’ll del-
uge all the voters with information.
Well, I'd rather see voters well-in-
formed before they make their deci-
sions. I think members ought to
know what records they're voting
for, and which artists they’re voting
for.”

RCA’s Nashville chief Joe Ga-
lante says he will respond to the
CBS move by “taking out billboards
and ads in the trades.” Representa-
tives from Capitol and Warner
Bros. say they plan no response.

CBS director of product develop-
ment Mary Ann McCready reports
that approximately 10,000 copies of
the brochure were sent to various
lists. No followup mailing is
planned, she adds. But CBS will fea-
ture 15 award-related titles in ap-
proximately 70 markets with a com-
bination radio/print/tv push.

it.”

New recordings under the MCA
Jazz umbrella will also include the
Crusaders and their various spinoff
projects, which will now appear on
the Crusaders label. That logo had a
brief life as an audiophile line a few
years ago, and Schultz says he
hopes to re-release a number of the
earlier Crusaders Records titles si-
multaneously in LP, cassette and
Compact Disc form.

Zebra also has U.S. licensing
agreements with two of Europe’s
leading jazz labels, Timeless and
Enja. Schultz says that, pending
some details still to be worked out,
MCA will import and market those
labels’ product.

Schultz has divested himself of
Word Of Mouth, the independent
promotion company he had run
since leaving Warner Bros. three
years ago.

Here’s to RCA/Ariola International. Label executives celebrate the recent

formation of the RCA/Ariola International joint venture at a nationwide meeting

of the RCA, A&M and Associated Labels sales and distribution force. From left

are RCA/A&M and Associated Labels vice president Pete Jones, RCA/Ariola’s

chairman of the board James Alic and president Bob Summer.

CHA

by Paul Grein

WHITNEY HOUSTON'S self-ti-
tled debut album leaps to number
five on this week’s Top Pop Al-
bums chart, becoming one of only
10 debut sets to crack the top five
so far in the '80s. The album expe-
riences this surge as ‘“Saving All
My Love For You’’ becomes
Houston’s second straight top 10
pop hit, following ‘“You Give
Good Love.”

An unusually
good start for
newcomer
Whitney Houston

The last debut album to crack
the top five was Sade’s ‘““Diamond
Life’’ in June. The last before that
was Cyndi Lauper’s ‘“‘She’s So
Unusual” in June, 1984. Lauper
went on to win the Grammy for
best new artist, an award for
which Sade and Houston will al-
most certainly be vying come Jan-
uary.

Four of the debut albums to
crack the top five since 1980 are
by artists that fall under the
broad banner of new music. All
made their mark in 1982, the peak
year of the new music boom. The
Go-Go’s’ “‘Beauty And The Beat”
hit No. 1 that March, the Human
League’s ‘“Dare’’ peaked at three
in July, Men At Work’s “Business
As Usual’”’ reached No. 1 in No-
vember, and the Stray Cats’
“Built For Speed” climbed to two
in November.

The first debut album in the
'80s to reach the top five was
Lipps Inc.’s “Mouth To Mouth,”
which featured the No. 1 smash

i
T

“Funkytown,” in May, 1980. The
next to do the trick also included
a gimmick single: Louis Clark &
the Royal Philharmonic Orches-
tra’s ‘“‘Hooked On Classics’ in
January, 1982.

The one remaining debut album
from the '80s to crack the top five
was Quiet Riot’s ‘“‘Metal Health,”
which went to No. 1 in November,
1983.

We should note that we didn’t
count solo debut albums by four
singers who were superstars be-
fore their solo albums were even
released: Stevie Nicks, Robert
Plant, Lionel Richie and Sting.
We also didn’t count first albums
by two groups comprised of al-
ready well-known musicians: Asia
and the Honeydrippers.

For those of you who are sure
we've overlooked a few people,
we’ll note that Christopher Cross’
first album peaked at number six,
Madonna’s debut peaked at eight
and the first album by Duran
Duran peaked at 10.

ARETHA FRANKLIN’S “Who's
Zoomin’ Who’’ crashes onto this
week’s Hot 100 at number 51,
three points higher than the entry
of its smash predecessor, “Free-
way Of Love.” “Zoomin’ "’ thus
becomes the fourth-highest de-
buting chart single in Franklin’s
long career, just behind “(Sweet
Sweet Baby) Since You’'ve Been
Gone,” ‘“See Saw’’ and ‘‘Re-
spect.”

There's also good news for
Franklin on this week's Top Pop
Albums chart, where “Who's
Zoomin’ Who'' jumps four points
to number 18. It’s Lady Soul's
first top 20 album since the gold
“Sparkle” in 1976. Franklin’s last
top 10 album, for those of you

thinking ahead, was 1972’s
‘““Amazing Grace,”” featuring
James Cleveland.

DIRE STRAITS is only the sec-
ond act to have the top-selling pop
album and Compact Disc simulta-
neously. The group heads both
charts this week with ‘“Brothers
In Arms’’; Phil Collins topped
both surveys in July with “No
Jacket Required.” As a bonus,
both artists also had the No. 1 sin-
gle at the time: Dire Straits is cur-
rently on top with “Money For
Nothing,” and Collins was No. 1
in July with “Sussudio.”

We should note that only one
other title has reached No. 1 since
Billboard inaugurated the Top
Pop Compact Disc chart four
months ago: Bruce Springsteen’s
“Born In The U.S.A.”

Looking down this week’s CD
chart, we see that most of the ti-
tles are current hits, with a few
exceptions. Pink Floyd’s 1973
classic “Dark Side Of The Moon”
is number nine this week, while
the group’s 1980 opus ‘“The Wall”
is number 20. Two hits retrospec-
tives also place in the top 30:
Creedence Clearwater Revival’s
“Chronicles” ranks at number 11;
Steely Dan’s ‘‘Decade Of Hits" is
number 25.

FAST FACTS: ABC’s “‘Be Near
Me” jumps to No. 1 on this week’s
dance/disco club play chart, nearly
three years after the group first
topped the dance chart with ‘“The
Look Of Love.” That single also
cracked the top 20 on the Hot 100, a
fate that could well be repeated
with “Be Near Me.” This week, it
jumps five notches to number 36.

John Cougar Mellencamp this
week collects his fifth top 10 single
with “Lonely OI' Night,” the first
single from his new album, “Scare-
crow.” Mellencamp pulled two top
10 singles from each of his past
two albums. ‘““American Fool”
yielded “Hurts So Good’' and
“Jack And Diane,” while ‘“Uh-
Huh” spun off “Crumblin’ Down”
and “Pink Houses.” Mellencamp is
also on the verge of scoring his
third straight top 10 album, as
“Scarecrow”’ leaps 12 notches to
number 12,
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EDDIE MURPHY SINGS!!
“How Could It Be!?!

ddie Murphy enters a new phase in his extraordinary multi-faceted career with
the release of his singing debut, “How Could It Be” rc asss2

Co-produced by friends Rick James and Stevie Wonder, this album is no joke! Proving that in
the worlds of TV...movies...and music—Eddie Murphy is the one to watch. And now to listen to!

Eddie Murphy. “How Could It Be” Featuring the single, “Party AH ;};l)ge :Ioi!gra‘l()e:’
the 7" and 12" written and produced by Rick James. o '

EDDIENURPI
How Conld 1 Be

On Columbia Records and Cassettes.
Coming Soon on Compact Discs.

Produced bv:

Stevie Wonder for Taurug Productions, Ine.

Rick Jumes faor Mary Jane Productions, Inc.

Aquil Fudge for Aquil Fudyze Productions, lne.

Executive Producer: Larkin Arnold.

Muanagement: Robert Wichs and Richard Tienken far Entertainment Management Associates Limited.
Rick James and Stevie Wonder appear courtesy of Motow n Record Corporation.

@
1_.5, “Columbia." ® are trademarks of C38 Inc. ' 1985 CBS Inc.

www americanradiohistorv com


www.americanradiohistory.com

_nternational

three months each year.

album.

SINGER MAURA 0’CONNELL is leaving Ireland next year to establish a base
in Nashville, where she recorded her remake of “If You Love Me,” her
sixth consecutive hit, released on the independent Ogham label. O’Con-
nell, who also had two hits with De Danann, is said to feel she has
achieved her Irish potential, but plans to return to Dublin for two or

IRISH SINGER FRANK PATTERSON will operate from New York City for the
next few months. His tv-promoted direct response album reportedly
did very well on the East Coast and is set to be re-promoted there in
another small-screen campaign, from December through March. He
has a new album due out on Heartland Records in March.

LOCAL ACT BAGATELLE, whose current Polydor album “Gold” is a collec-
tion of their hits, have just completed a week of U.K. dates and have a
U.S. tour set for November. The group is currently working on a new

BUS RECORDS has released a single, “Jamboree”/“Sing A Song Of Joy,”
by Charlie McGettigan. The single is a souvenir of this summer’s Inter-
national Irish Scout Jamboree, which brought some 10,000 scouters
from many countries to Portumna, County Galway.

RTE HAS RELEASED two new spoken-word albums distributed by Stoic Re-
cords: Gay Byrne’s “The Humors Of John D. Sheridan” and Mike Mur-
phy’s “Dogs And Doggerel.” Vincent Finn, director general of the
Irish radio/tv network, says its LPs and cassettes now bring in around
$80,000 annually, with more than 30 releases over the past five years.

THIS YEAR'S RTE FESTIVAL WEEK at the National Stadium, ending Saturday
(21), was recorded for television screening later this year. Artists in-
volved included De Danaan, Moving Hearts, Those Nervous Animals,
Ashford, Bagatelle, the Dubliners and Barleycorn.

IRISH SUPERGROUP U2 made a surprise appearance before 6,000 rock fans
at Radio 2's free “Lark By The Lee” concert in Cork. Several of the
Dublin band’s roadies are from the Southern capital.

ACTIONAMART

The resuits are tast. The
reach is vast. And the call is
free! To place a Billboard
Classified ad, call Jefi Serette

at (800) 223-7524.

KEN STEWART

Phonogram U.K. Fined for Ghart Hyping

First Such Action Taken by BPI Since Last September

LONDON The British Phono-
graphic Industry (BPI) has ordered
Phonogram Ltd. here to pay a fine
of 7,500 pounds (roughly $10,125)
for a breach of the five-year-old in-
dustry Code of Conduct governing
U.K. record charts.

The fine follows an incident earli-
er this year in which, according to
the trade body, “a representative,
acting without company authority
and against express instructions, at-
tempted to influence the chart by
requesting a chart return dealer to
enter false data into its Dataport
Retailer.”

BPI director general John Dea-
con’s statement adds that the dealer
did not comply, the incident was re-
ported, and no distortion of the
charts resulted. No further details
have been given, but it is under-
stood that two singles, both re-
leased in early June, were involved:
Hipsway’s “Broken Years” on Mer-
cury, and Jeff Lorber’s “Best Part
Of The Night” on the Club label.

Both records entered the official
Gallup British top 100, but neither
reached the top 50.

Phonogram has admitted the of-
fense. David Simone, the company’s
managing director, says: “This was
an isolated incident. There was no
conspiracy. There was no official in-
volvement whatsoever.”

He also points out that neither he
nor Maurice Oberstein, the former
BPI chairman who now heads Pho-
nogram’s parent company Poly-
Gram Leisure, had taken up their
present posts at the time of the hyp-
ing attempt.

Simone declines to say whether
the representative in question is
still in Phonogram’s employ. But he
notes: “‘I believe in running an hon-
est strike force and in playing with-
in the rules. We employ a lot of peo-
ple, and sometimes one of them will
do something stupid. We have been
punished for it, and in my view the
punishment more than fits the

Annual Schallplattenpreis Ceremony

Tina, Sting, Solti Win German Awards

BY JIM SAMPSON

BERLIN Tina Turner, Sting and
Sir Georg Solti were among the win-
ners of this year’s German Schall-
plattenpreis Awards, th's country’s
equivalent of the Gramn.y.

Instituted in 1963, the Schallplat-
tenpreis was awarded this year in
conjunction with the quarterly prize
of the German record critics, and
amounts to the annual award of
that group. This change in the orga-
nization did not win universal sup-
port. EMI Electrola continues to call
for a completely new system of run-
ning the awards.

Winners on the classical side in-
cluded Max Pommer for his world
premiere recording of two versions
of the “Brandenburg Concertos”
with the new Bach Collegium Musi-
cum on Capriccio; Carlo Maria Giu-
lini’'s Brueckner “Eighth Sympho-
ny” from Vienna on DG; the Solti/-
Chicago recording of Schoenberg’s

“Moses and Aron” on Decca/Lon-
don; and two Harmonia Mundi re-
cordings distributed here by EMI
featuring Wolfgang Rihm’s opera
“Kokob Lenz” and sacred works
from 1648 by Heinrich Schuetz.

Tina Turner (“Private Dancer,”
Capitol/EMI) and Sting (‘‘The
Dream Of The Blue Turtles,” A&M)
won in the pop/rock category. Saxo-
phonist Jan Garbarek’s excursion
into Indian musie, “Song For Every-
one” (ECM), copped the award in
the jazz category, while Ernst Jandl
(“Bist Eulen?,” Extraplatte/Plaene)
and Heiner Goebbels & Alfred
Harth (“Frankfurt-Peking,” ES Ris-
kant) completed this year’s list of
prize-winners.

Carla Bley, who records on her
own Watt Works label for ECM,
was chosen to receive a special
“Golden Pin Of Honor” in recogni-
tion of “meritorious services for the
recording art.” Also presented with
Pins were Nikolaus Harnoncourt,

who last year celebrated his 20th
anniversary as an exclusive
Teldec/Telefunken classical artist,
and PolyGram engineer Horst Soe-
ding, representing the team which
developed the Compact Disc soft-
ware manufacturing process.

Next year’s recipients of the
Golden Pins were also announced:
vocalist Dietrich Fischer-Dieskau,
guitarist Paco de Lucia and ECM
Records founder Manfred Eicher.

Through the German Phono-
Academy, the German music indus-
try sponsors the Schallplattenpreis
(“record award” in German) togeth-
er with trade fair organizers in Ber-
lin and Duesseldorf. A jury of 10
German music critics chooses the
winners from nominations made by
a board of 92 critics.

Some within the German record
industry, EMI in particular, have
suggested that a broader jury and
less association with the record in-

(Continued on page 73)

crime.”

No British music company has
been penalized for chart hyping of-
fenses since last September, when
independent distributor IDS was
fined a record $16,875 after one of
its sales reps was caught operating
an unattended Dataport machine in
a chart return shop.

Prior to that, WEA was ordered
to pay $8,150 in April, 1984, after
free copies of Van Halen’s album
“1984” were offered to some shops,
including members of the Gallup
chart panel, conditional on Van Ha-

len’s single “Jump” reaching the
top 30.

A month earlier, in a similar
“freebies’’ case, EMI was fined
$13,500 for offering dealers free al-
bums by artists other than those
whose records were being promot-
ed, a “technical offense’”’ under the
BPI code. And in 1981 WEA in-
curred a then-record fine of $13,500,
described at the time as ““costs,” af-
ter a freelance promotion man was
found to have made more than 700
false entries on behalf of 17 WEA-
distributed singles.

CD Plant Set for South Korea
PolyGram Tapped as Consultant

LONDON PolyGram, which has
Europe’s biggest Compact Disc fac-
tory in Hanover, West Germany,
has been appointed technical consul-
tant to Sunkyong Chemicals Ltd.
for the establishment of a CD pro-
duction facility in Chunan, South
Korea.

The plant, the first in Korea, will
produce CD and CD-ROM (Compact
Disec Read Only Memory). SKC cur-
rently produces videotape, floppy
disks and PET (polyester) film and
has a reputation for high-tech inno-
vations.

Says Lee Kee-Dong, SKC presi-
dent: “The time is right for us to di-
versify into optical memory and au-
dio fields. We're setting a first-year
production target of some three mil-
lion units, which adds up to a size-
able investment for CD manufac-
ture.”

World demand for CD software
continues to outstrip supply, he
notes, “in spite of PolyGram output
of 25 million units this year and
from the six Japanese plants, the
U.S. center and the further four in
Europe.”

R unashamed romanticism’’ I
| F BILLBOARO
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Sommentary

BY RICK BLASKEY

As a Brit in New York, working in
the heart of the U.S record indus-
try, it isn’t hard at times to feel a
little like a foreigner. If the differ-
ences between the U.K. and U.S.
markets aren’t enough in them-
selves, the need to wear 30 or more
international hats in any given
week gives one little chance to feel
fully integrated.

As Mark MacCormack reminds
us in his recent best-selling book,
“What They Don’t Teach You At
Harvard Business School,” “There
are 8 billion people out there, and
fewer than 3% of them live in the
U.S.” What a provocative and moti-
vating statistic! But it’s one which
U.S. artists, managers and record
companies are still remarkably
slow in recognizing.

It hardly needs emphasizing how
disparate the world markets can
be, how differently they can be in-
fluenced, and especially how differ-
ent they are from the U.S. market.
I wonder if Americans really com-
prehend the dramatic effect that
even seemingly isolated media cov-
erage can have on breaking a re-
cord and an artist abroad. Further,
do they realize how much they
themselves can influence—and in-
deed manipulate—international
success’

There is a fundamental differ-
ence between the U.S. and other
markets, other than culture, lan-
guage and environment. At the risk
of sounding Freudian, it’s the equa-
tion of size and penetration. Simply
put, when you have the availability
of reaching your national target
market with a single exposure, the
effect can well be the dramatic life
(or death) of a record. In many
countries around the world there
may be but one national radio sta-

International Opportunities

THERE’S A BIG, WIDE WORLD OUT THERE

tion, one national television station
(with, in some cases, only a single
dedicated music show), one weekly
music magazine of any influence,
and only one national daily newspa-
per.

It may appear that this simplifies
the problem of effective exposure,
and in some ways it must be admit-
ted that it does. However, much de-
pends on the application of science
to actually get the equation to
work.

The basic marketing tools must
be at hand (video, remixes, packag-
ing, publicity elements, etc.) and
applied precisely at times when
need dictates. The importance of
proper timing cannot be over-
stressed.

There are many examples that
demonstrate that when these ele-
ments have been brought together
to make the equation work, the re-
sults can be dramatic and crucial.
A case in point is the success of
Whitney Houston in Europe. Not
only was this achieved even before
she broke in the U.S., but her first
hit single abroad was subsequent-
ly chosen as a B side in the States.
This, in itself, is an indication of
how different the markets are.

What really brought the record
home was Whitney’s willingness
and availability to make trips to Eu-
rope for promotion. Now she is an
established artist there, and her in-
ternational success has spread as
far as Africa and New Zealand.

&-*ﬁ
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‘Catch the wave and
ride it as it comes in,
or watch it go by

without you’

Rick Blaskey is vice president, international
operations, Arista Records.

If all goes according to plan and
upward chart movement is
tracked, but the artist is unavail-
able for further promotion, mo-
mentum can grind to a halt and the
record fade or die. In many mar-
kets this could also mean virtually
writing off the related album as
well. Internationally, an album is
generally only as strong as the top
40 format singles it generates, for
there is little or no multi-format
radio outside the U.S.

In this case, the equation was ap-
plied; the results reflected and jus-
tified the effort.

Too often, however, the equa-
tion is ignored and the crime of
lost opportunity and unfulfilled
potential committed. In the U.S,,
the head office is annoyed and dis-
appointed. It can’t understand why
the U.S. hit hasn’t been converted
overseas.

Being a European also helps one
understand that outside the U.S.

the music business is, for the most
part, an extension of the fashion
business. Image and perception
strongly influence the media as
well as the consumer.

This is a hard concept for some
Americans to grasp. Although the
U.S. may give the world its most
durable stars, the more innovative,
original or trendsetting performers
seem to come from overseas, how-
ever short-lived their artistic lives
may be.

For this reason, it is more essen-
tial to exploit international oppor-
tunities quickly, or risk their loss.
You either catch the wave and ride
it as it comes in, or watch it as it
goes by without you. The chances
are that same wave won’t be com-
ing back. Using another watery
analogy, you've missed the boat.

U.S. artists, managers and label
executives should not treat over-
seas territories as an afterthought,
to be attended to after the main
thrust of domestic activities has
been exhausted. The timing imper-
ative simply won't allow it.

However, this doesn’t mean that
major concessions need be made.
What it does mean is that more
thought, care and flexibility is re-
quired in planning U.S. promotion
and touring, so that international
opportunities may be taken advan-
tage of when they present them-
selves.

It also means that overseas trips
should not be treated as perks
(Concorde flights, taking girl-
friends, wives, kids, a few days off
to sightsee), but taken seriously, as
they deserve. It means making the
most of real business opportuni-
ties.

And it can mean big business if
the attitude, planning, execution
and timing are right.

HELP FOR AFRICA

‘There are certain American record
companies, especially one that has
strong affiliations with black artists,
that will not allow their product to be
released in Africa because of the un-
favorable economic climate in most
African states. Simply put, they
don’t get paid as quickly as they
would like. So, no money, no music.

I can understand this from a busi-
ness point of view, but it is also true
that the release of repertoire in Af-
rica costs the U.S. firms next to
nothing, and the volume of sales
generated here is but a drop in the
ocean compared to royalties earned
in the American home market, Eu-
rope and Japan.

I am not suggesting that royal-
ties from the sale of records be
waived for African countries. I
merely wish to point out that there
may be an alternate way here to aid
famine victims in Africa that artists
and record companies may wish to
consider if they are sincere in their
desire to help.

It’s a well-known fact that the
USA For Africa album, ‘“We Are
The World,” is being pirated exten-
sively throughout Africa, despite its

Letters to

release by a number of labels on the
continent. If restraints regarding
the externalization of royalties
were lifted, a far larger distribution
network could be established and
more revenues generated.
Admittedly, these revenues would
not be channelled to Ethiopia via
America, but at least there would be
money earned by legitimate business-
es in Africa which then could be di-
rected to local charities and/or gov-
ernment aid schemes. It would also
remove a source of revenue from
very affluent pirates.
S.D. Lamb
Ndola, Zambia

THE ULTIMATE SOLUTION

I wholeheartedly agree with all the
letters against stickering/censor-
ship of lyrics, for all the reasons
mentioned. I also agree with Frank
Zappa that this is a serious though
“cotton candy news issue.”

I propose a solution that would not
only show the “bored Washington
housewives” the absurdity of what
they advocate, but would transcend
the censorship problem: Put a warn-
ing sticker on every record re-

the Editor

leased. That way these housewives
would have to take responsibility
themselves for what they are trying
to legislate away: Paying attention
to what their kids are doing.
Besides, I'm sure you'll agree that,
for every single record released, you
can find at least one person or group
that finds the lyrics offensive.
Arlo Chan
Los Angeles

REMEMBERING ‘BULL MOOSE’

What a pleasant surprise it is to read
that Benjamin “Bull Moose” Jack-
son’s career is going through a reviv-
al. But don't let us forget that he was
not just a rhythm & blues star of the
"40s; he also had a good reputation in
the jazz field.

I've often wondered why Capitol
Records has never dusted off its
valuable Bull Moose Jackson 78s and
reissued them in a more durable for-
mat. Perhaps now that this entertain-
ing and talented musician is back on
the scene, Capitol will be tempted to.
rediscover him.

Hugh Witt
Jazz Journal International
Hong Kong

A WARNING ON STICKERS

I am quite disturbed by the excessive
attention granted the Parents Music
Resource Center and the extent to
which it is attempting to manipulate
the record-buying public. Come now,
Tipper Gore, consumers must be al-
lowed to exercise non-prejudiced
choice.

To impose warning stickers is to
limit an artist’s ability to reach an au-
dience already inundated by too
much government. I shudder to think
that my next trip to purchase record-
ed music will be tarnished by stick-
ered socialistic forces like the PMRC.
What happened, PolyGram? Let's
not allow a small minority to distort
values guaranteed by the Constitu-
tion.

William McDonald
San Diego

Articles and letters appearing on
this page serve as a forum for the
expression of views of general in-
terest. Contributions should be
submitted to Is Horowitz, Com-
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WESTIWOOD ONE PRESENTS

\

|
A STERED SIMULCAST

The Westwood One Satellite Network and Home Box
Office are pleased to present Phil Collins: No Jacket
Required - Sold-Out Concert, an exclusive one-
hour concert simulcast special airing the evening of
Saturday, September 28 at 6:45 p.m. Eastern and
Pacific. Recorded at the Reunion Arena in Dallas oy
Westwood One and directed by Jim Yurkich (whose
video credits include Collins, Halt & Oates and For-
eigner), the concert features Collins and his Hot Tub
Club band delivering powerful performances of
songs spanning the superstar singer/writer/drum-
mer/producer’s solo career. Among those included

1C

(\' Iy 1 ®
USVE WITH HB®
are early hits like “You Can’'t Hurry Love; his
Oscar-nominated Grammy-winning theme from
the movie Against All Odds and all the hits from
Collins’ latest chart-topping multi-platinum LP, No
Jacket Required - “One More Night,’ “Sussudio,’
“Don’t Lose My Number” and more. An exclusive
15-minute Westwood One-produced interview seg-
ment will precede the digital stereo simulcast. Phil
Collins: No Jacket Required ~ Sold-Out Concert is
the latest exclusive from the leader in concert sim-

ulcasts - Westwood One. Phone (213) 204-5000 or
Telex 4996015 WWONE.

FOR THE BIGGEST EVENTS ON iO, IT'S WESTWOOD ONE...AND ONLY!
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NRBA’S MANN: WHAT | MEANT WAS . ..

Says Speech Wasn 't Intended To Insult Ad Agencies

BY BILL HOLLAND

WASHINGTON Rumors that per-
sisted throughout the broadcast in-
dustry early last week that the re-
marks of National Radio Broadcast-
ers Assn. (NRBA) president Bernie
Mann at the joint National Assn. of
Broadcasters (NAB)/NRBA Radio
'85 Management & Programming
Convention referring to ad agencies
as “snake oil salesmen’’ might have
driven yet another wedge between
the two groups were dispelled to a
degree by a formal statement from
Mann last Wednesday (18).

Mann denied that he had meant
the remarks to be insulting. And he

added that they did not reflect the
policy of the radio-only association.

In his provocative Radio "85 open-
ing address, Mann offended many
advertisers in attendance by saying,
‘“‘Advertising agencies are not
known for having an enormous
amount of backbone,” and adding,
“Clients know what a group of
snake oil salesmen most agencies
are.” Mann prefaced both inflam-
matory remarks by noting that
“self-interested’’ agencies have
much more to gain by selling televi-
sion, and implied that agencies are
largely responsible for the fact that
radio avertising revenues have not
increased in more than 10 years, and

WMET Sold to Heritage

CHICAGO Doubleday Broadcast-
ing has sold aduit contemporary
WMET here to Heritage Broadcast-
ing of San Diego for a “ballpark fig-
ure”’ of $12 million, according to
Heritage president Bill Yde.

Yde and partners Reg and
George Johns, owners of the four-
year-old consultancy firm Fairwest
Enterprises, formed Heritage last
December. The company’s other
properties include AC-formatted
KKCW Portland, Ore. and top 40
WZPL Indianpolis.

Fairwest has been consulting
WMET since its switch from AOR
to AC last spring. According to Yde,
despite WMET’s less-than-spectacu-

lar ratings (1.7 in the Spring Arbi-
tron book), “We won’t be making
any changes. We feel the station in
right on target. Arbitron hasn’t re-
acted yet, but AC stations take a lit-
tle longer to show increases.”
WMET, he notes, had risen a tenth
of a point from its last book as an
AOR station.

WMET morning man Stu Collins
had offered to buy the station him-
self for $14 million. However, Col-
lins says, “They didn’t take me se-
riously.” Collins says he’s now pur-
chasing an unspecified combo on
the West Coast. MOIRA McCORMICK

.newsline...

THE NEW VP/GM at WXKS (Kiss 108) Boston is Dottie Jones. She takes
over from Richie Balsbaugh, who will concentrate his efforts on his
post as CEO of Boston-based Pyramid Broadcasting. Jones had been
assistant GM. Also named vice presidents at WXKS are director of
business affairs Bob Kline and GSM Lisa Fell.

BEASLEY BROADCASTING C0. has purchased WCJX-FM Miami for $10.6
million from Connie and Mark Wodlinger, pending FCC approval. And
AmCom General Corp. president George Francis has negotiated to buy
WHHQ/WHHR Hilton Head, S.C. for $3.7 million.

DURPETTI WEISS STERIN SCHWARTZ

STATION REP EXPANSIOM continues. Parent company Interep has an-
nounced the opening of its fifth affiliate, Durpetti & Associates. For-
mer McGavren Guild Radio executive VP Tony Durpetti will serve as
president. And Ralph Conner has been named president of another In-
terep subsidiary, Weiss & Powell. He had been executive vice presi-
dent. Meanwhile, Bob Weiss has been named executive VP of Interep.

NEW APPOINTMENTS: Jay Sterin becomes VP/GM of WKFM Syracuse.
Sterin is a major stockholder in the company and was formerly GSM at
WROR-FM Boston. Former First Media and Broadstreet executive
Mark Schwartz is appointed senior VP of Statewide Broadcasting in
Pompano Beach, Fla. And Fetzer Broadcasting appoints Bruce Eicher
station manager of WKJF-AM-FM Cadillac, Mich.

last year dropped slightly.

Mann, in the statement, said: “It
was my intent only to create a sense
of urgency about radio’s need to ob-
tain a larger share of the advertis-
ing revenues, which I believe must
be accomplished by selling clients
on our merits and not depending so
much on ad agencies. I did not in-
tend to insult anyone and I regret
that language chosen for dramatic
effect had that result.”

However, in a private interview,
Mann stuck to his guns, saying that
“many, so many” attendees had ap-
proached him after his speech to
congratulate him for “bringing this
matter out of the closet. They know
the problems, the frustrations.”

Mann added, “The smaller the
market, the better they liked it.” He
did, however, make it clear that he
was “‘embarrassed, quite frankly,”
that his remarks had offended agen-
cy attendees and other broadcast of-
ficials. “It was my personal point of
view, my evaluation of things that
affect my company [Mann Media],
and not the feeling of the NRBA
board,” he said.

The NRBA president also said
that he has great respect for the
“few large agencies,” but that he is
still “concerned with the quality” of
smaller firms, and that it is “impor-
tant for radio to go directly to cli-
ents rather than waiting on ad agen-
cies.”

Explaining his “backbone” com-
ments, Mann said, “What I meant
was that if we [radio] can go to a cli-
ent get him enthused about us, I
don’t think an agency would fight
about it.”

Mann acknowledged, however,
that the ‘“‘condemnation’’ of his
word choice by the Radio Advertis-
ing Bureau and attendees from the

(Continued on page 14)

Programmers reveal why they have jumped on
particular new releases.

POP

“Any CHR in their right mind wouldn’t be touching this,” says KKBQ
Houston PD John Lander of Ray Stevens’ “Haircut Song” (MCA).
“But you're not talking to someone in their right mind.” Lander has
plucked the song from the country ranks for an initial run as a “Q-
Morning Zoo” novelty, and plans to spin it into other dayparts soon.
Another new favorite is OMD’s “So In Love” (A&M), an add partially
inspired after Lander witnessed the group’s rousing and well-received
opening set for the Power Station in Houston. Meanwhile, Lander is
relieved that “finally, more rock top 40 hits are coming around.” In
that category, he lists a slew of releases, including Paul Young’s “Tear
Your Playhouse Down” (Columbia), Loverboy’s “Lovin’ Every Min-
ute Of It” (Columbia), Corey Hart’s “Boy In The Box” (EMI America)
and Bruce Springsteen’s “Going Down” (Columbia).

BLACK/URBAN

WWIN Baltimore may have created a new format this week as a UAR
station—urban album radio. Music coordinator Stephanie Dunn re-
lays that the outlet is already six tracks deep into Stevie Wonder’s new
album “In Square Circle” (Motown). Aside from Wonder’s self-explan-
atory appeal, Dunn cites contributing performers Luther Vandross,
Philip Bailey and Chet Atkins as additional draws. Tying her picks to a
common theme, Dunn says she’s pleasantly surprised with Eddie Mur-
phy’s new vocal album “How Could It Be” (Columbia), which sports a
few Wonder-produced tracks. A mix of uptempo funkers and ballads,
the album bodes well for Murphy’s career as a straight r&b performer,
she says. “Since he imitates so many people in his comedy routines, it’s
great that he doesn’t immediately sound like anyone else here.”

COUNTRY

WSUN Tampa/St. Petersburg programmer Larry Coates says this
week’s obvious hit arrival is the Bellamy Brothers’ “Lie To You For
Your Love” (MCA). Declaring that the Brothers just “get better all
the time,” Coates says the track is the best he’s received in several
weeks. Also pursuing an upward career course, in Coates’ opinion, is
T.G. Sheppard with his latest single “Doncha” (Columbia). ‘“The uni-
versal arrangement here” is different enough from his usual fare that
“it will really broaden his audience,” says Coates. Finally, it’s Jim Gla-
ser’s “In Another Minute” (MCA)—a popular tune with the ladies,
says Coates, who ought to know. KIM FREEMAN

PD Training: Leaming ‘an Ahsurd Job’

BY KiM FREEMAN

DALLAS “It's absurd for anyone
to sit here and tell you how to be a
PD,” said consultant Charlie Van
Dyke as his opening comment at a
Radio ’85 panel on training for new
program directors. “It’s an absurd
job unless nothing else will do for
you,” he continued, citing radio hero
Gordon McClendon’s well-known
philosophy.

Humorous as they were, Van
Dyke’s comments set a tone of re-
markable frankness for the session.
The Scottsdale, Ariz-based consul-
tant continued with three program-
ming no-no’s: “Don’t try to do it all
yourself; involve your entire staff.
Don’t build walls between station
departments. Avoid the memo wars.
And don’t take listeners for granted
on request lines or talk shows.”

Panelists disagreed on the use of
musie research. “The biggest prob-
lem,” said Rick Sklar of Sklar Com-
munications, “is that your perspec-
tive is an internal one. One key is to
let your listeners be the PD.

“Everyone is worrying about
which 50 records to play,” the pro-

gramming veteran added. ‘“‘You
might as well concentrate on 15.”
The latter comment sent Columbia
Records’ Bob Sherwood into a mock
heart attack, at which point Sklar
said he only meant to emphasize the
importance of “simple elements.”
Paul Drew, head of his own Los
Angeles firm, called research a

“lamppost. Use it to illuminate, not
to lean on.” Meanwhile, WBBM Chi-
cago program director Buddy Scott
said, “Research is everything you
do.” According to Scott, WBBM’s
research consists of retail sales on
singles, albums and Compact Discs,
competitor playlist checks and
(Continued on page 14})

4

Programmers Pop the Questions. Speakers on the Radio '85 “Training For
New Program Directors” panel offer their tips to up-and-coming PDs. Seated
from left are consultant Charlie Van Dyke, Sklar Communications’ Rick Sklar,
consultant Paul Drew, WBBM Chicago PD Buddy Scott, Columbia Records’ Bob
Sherwood and moderator Bob Vanderheyden of CBS Radio.
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MWESTIWOOD ONE PRESENTS

DON
HENLEY

IN CONCERT

EXCLUSIVE
R RRETRR  r— e

SUPERSTAR CONCERT SERIES

IS proud to present Don Henley in the for-
mer Eagle’s first-ever concert for national
radio, an exclusive 30-minute performance
airing the weekenc of Saturday, October
‘12 on mare than 450 Westwood One Radio
MNetwork affiliates in North America and
throughout the world. Recorded by West-
wood One's mobile studios at the Universal
Amphitheatre in Los Angeles, the show
fzatures Henley and his seven-piece band -
kuilding a perfect set that includes all the
monster tunes from his | Can't Stand Still
end Building The Perfect Beast solo LPs,
plus Eagles classics like “Witchy Woman,'
“Desperado,” “Life In The Fast Lane" and
“Hotel California” It's Herley's debut solo
tour, his first roadwork since 1980 and the
cnlyradio concert he'll do tnis year, sodon't
miss this edition of the Superstar Concert
Series, the most listened-to concert pro-
gram on radio.

brought to you by

& 1984 The Coca-Cola Company All rights reserved Coca-Cola and

Sprite are registered trademarks of The Coca-Cola Company i 3

FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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AS WE PREDICTED, Nashville
regular Gerry House is joining
the morning ‘“Waking Crew’ at
WSM-AM. For the past 10 years,
House has been the main contrac-
tor on WSIX Nashville’s “House
Foundation.” . .. Speaking of
Nashville talents, it looks like sev-
eral will be available following
WZKS’s move to Transtar’s “For-
mat 41" last week. Now using the
WTMG (Tennessee Magic) calls,
the station’s new owners appar-
ently offered the WZKS CHR
jocks positions with the new for-
mat, but few seem interested.

Gerry House
has moved to
a new home
in Nashville

WXRK New York gets a new
production director with the recruit
of Mike Koste. He was most re-
cently at neighboring WRKS, and
sports an impressive resume of ma-
jor market credits ... Across town
at WPLJ, afternoon man Pat. St.
John makes his afternoon romance
debut with an appearance on
“Search For Tomorrow.” A “Power
95” air talent for 12 years, St. John
was a natural in his DJ role.

APOLOGIES to WCBS-FM New
York’s afternoon man Dick
Heatherton for last week’s incor-
rect report that Dan Ingram had
joined the outlet in that shift. Both
WCBS and Ingram report that
“there have been talks,” but that's

. Congratulations to KKBQ
Houston PD/morning man John
Lander, who'll be taking his “Q-
Morning Zoo” on the national road
soon. The New York-based United
Stations Programming Network
is preparing a four-hour, non-
countdown top 40 show featuring
Lander and his loony crew ... And
applause to WXRT Chicago for
roping Monty Python cohort Mi-
chael Palin into a six-spot series
of tv promos. Qur Windy City re-
porter relays that the spots are
“something completely different”
indeed.

Looks like WAMO Philadelphia
program director Allen Harrison
is out of that post. Replacing him
is WAMO'’s former sports director
Chuck Woodson, who's doubling
in morning drive ... Country-for-
matted WCXI-AM-FM Chicago
ups AM morning man Steve Fen-
bert into the production director
seat ... A prime Cape Cod oppor-
tunity opens up at AC outlet
WCIB Falmouth, Mass. Program
director Jack Miller is looking for
T&R’s from an experienced news

[710)

by Kim Freeman

10) 1

anchor and personality to join the
morning slot.

MORE ANIMALS get let out of
the cage as WNVZ Norfolk, Va.
christens its “Z-104 Morning Zoo.”
Corey Deitz joins as the chief ani-
mal tamer after working for the Q-
Zoo at WRVQ Richmond. Deitz, by
the way, is author and publisher of
“Dial-Log,” a joke service for per-
sonalities ... Speaking of common
CHR IDs, Mike Joseph has just
secured two new licensees for his
“Hot Hits” trademark. Congratu-
lations, then, are due to WNTQ
Syracuse and KAMZ El Paso, the
two new outlets to meet Joseph's
criteria of “being as close to the
original ‘Hot Hits' stations” as pos-
sible . .. Picking up “Format 41" is
the newborn WBJN Cape May
County, N.J. Owned by Canruss
Inc., the outlet went on the air this
month under the direction of gen-
eral manager David Klahr.

MARK KESSLER takes his
schtick to WZNE Tampa Bay,
where he'll assume the afternoon
shift next week. He was the morn-
ing mania maestro at WZXR
Mempis ... At hit-formatted
KRBE Houston, Ron Wilson gets
promoted to promotions director.
He was an account executive.

The new country music director
at KTAN Sierra Vista, Ariz. is
John Coles ... Morning anchor
Jim Bleikamp departs WGEE-
AM Green Bay to join its sister
station KIOA Des Moines as news
director. Replacing him is John
Natelle, who was an anchor at
WLUK-TV ... Les Acree is ap-
pointed program director at
WTQR-FM Winston-Salem. He
was operations manager at
WGKX Memphis ... WDOD-FM
Chattanooga names “Big” John
Anthony morning drive man. He
was operations manager at WUSY

. WCMS-FM Norfolk promotes
Kevin Mason to full-time music
director and appoints Don Davis
Tp.m.-midnight air personality.
Mason was acting MD; Davis was
midday music director at WNSY.

WE WELCOME Chris Edwards
back to radio: He’s come out of re-
tirement to join KSFO Fresno,
Calif. as host of a Saturday night
request show. He last worked
with KFRC San Francisco in 1975.
“The oldies but goodies in top 40
style,” as Edwards calls it, is a
new station owned by Americom
International ... Former KMGG
Los Angeles production director/
personality Randy West joins
KWNK Simi Valley as a member
of the air staff. At the same time,
he continues program consulting
and market research for Commu-
nications ResourceNet.

[r— A ¥
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Dirty Air Waves. WDXE-FM Lawrenceburg, Tenn. program director Dan
Hollander was one of the first to fall behird bars during the station’s “Jail-A-
Thon" fund-raiser for the American Cancer Society. Hollander is pictured here
with other WDXE inmates incarcerated for & good-natured form of air pollution.
The event raised more than $13,000.

MANN SPEECH

(Continued from page 12)

advertising community was ‘“‘appro-
priate.”

Does Mann think there will be an-
other joint NAB/NRBA conference
in 19867 “Oh, you bet,” he said.
“We're all so proud. The planning
committee did a super job. The peo-
ple I talked to at the convention told
me over and over again, this one

PD TRAINING

(Continued from page 12)

weekly calls to record labels to find
out which artists will be in town.

“Shooting from the hip,” said
Scott, “is not as good as liking a rec-
ord and having 10 additional rea-
sons to add it.”

WBBM’s use of CD sales figures
brought some color back to the
cheeks of Columbia’s Sherwood,
who stressed the degree to which
record companies can assist radio in
understanding the performance of
new technologies. “We do expect
something back for that,”” Sher-
wood added, recalling the resistance
Columbia got from radio when
working the Julio Iglesias/Willie
Nelson duet “To All The Girls I've
Loved Before.”

“I don’t need you on the hits,”
Sherwood continued. “I need you on
the Hooters, and, by the way, so do
you. You need new superstars for
the times when Bruce Springsteen
and Michael Jackson don’t have rec-
ords out.”

Sherwood also offered an anec-
dote on radio/label relations on the
subject of home taping. As pro-
grammer of CBS Radio’s WBBM,
Buddy Scott had played Michael
Jackson’s album ““Thriller” (on
CBS'’s Epic label) out of the box and
in its entirety.

‘““‘Both group presidents were
threatening each other,” said Sher-
wood of the dilemma. “We’re not
looking to radio to fix the home tap-
ing problem, but you don’t need to
worsen it either. Break it [new al-
bum blocks] up a bit so that only the
real troopers can tape it.”

Dealing with air talents and staff
was the final point addressed. Van
Dyke sympathized with those pro-
moted to the PD ranks, saying,

was far better than last year's in so
many ways.”

NAB officials had no official com-
ments of the inflammatory re-
marks, and would only say that the
NAB will make a decision ‘‘in two or
three weeks” on whether to contin-
ue to participate in what seems at
best an uneasy partnership.

“You have to take a different pos-
ture with the people you used to
drink beer with.”

Like other panelists, Van Dyke
recommended the ‘‘family’ ap-
proach and called the studio hotline
a way of conveying “the idea that
you're simply cheering’ for the
jocks. Regardless of their titles, he
added, ‘“Your true stars can be
called upon to act as role models.”

As a closing note, the session’s
skilled moderator, CBS Radio’s Bob
Vanderheyden, said, ‘“Hire good
people. If you don’t hire good people
to replace you, you problably won’t
get promoted yourself.”

HOLD
THE
PHONE!

Dial 800-223-7524 toll free
to place an ad in ACTION-
MART, Billboard's classi-
fied advertising section.
For quick results, call Jeff
Serrette today (NY resi-
dents dial 212 764-7388).

The definitive lists of the
top hits year by year,
through the entire history
of the Adult Contemporary
Singles charts

Based on the authoritative
statistical research of the
music industry’s foremost
trade publication

THREE TITLES
AVAILABLE:

Number One Adult
Contemporary Singles,
1961 through 1985.
Lists Billboard issue date,
title, artist and label of the
number one record of each
week. $30.00

Top Ten Adult Contem -
porary Singles, 1961
through 1985. Listst title,
artist and label of every
record which reached
number 10 or higher on
Billboard's Adult Con-
temporary Singles chart
Listed alphabetically
within each year. #1 rec-
ords are indicated. $30.00.

Top Adult Contempo-
rary Singles Of The
Year, 1966 through
1985. Theannual listings
of the top hits of the year in
rank order, as published in
Billboard's year-end spe-
cial issues. Includes title.
artist and label for each
entry. $30.00

Individual yearly lists may
also be purchased sepa-
rately; see coupon below,
$5.00 per list.

Billboard Chart Research

Please send me the follow-
ing Billboard Chart
Research Packages:
G-1 0 Number One Adult

G-2 O Top Ten Adult

G-3 O Top Adult Con-

Check or money order is
enclosed in the amount of:

(Sorm. no CO D or billing.)
Name
Company
Address

(_:E._State. Zip
Overseas air mail rates available
upon request

PACKAGES

Attn: Debra Todd
1515 Broadway
New York, NY 10036

Contemporar
Singles @ $30.00

Contemporary
Singles @ $30.00

temporary Singles
Of The Year
@ $30.00

0O Individual yearly
lists from
(please list book
code number) for

please

list year(s) desired.

All sales are final.
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WESTIWOOD ONE PRESENTS

STAR TRAK PROFILE

HLLY JOEL

NATIONAL RADIO EXCLUSIVE

The Westwood One Radio Networks proudly present an exclusive two-
part Star Trak Profile featuring Grammy-winning singer, writer and
keyboardist Billy Joe!, airing the weeks of Monday, September 30 and
October 7 on more than 250 Westwood One affiliates across America.
It's his first in-depth interview since his marriage to Christie Brinkley,
and was conducted as Billy sat behind the piano at New York’s Hit
Factory recording studio. He talks candidly about life and love and
traces his career from “Piano Man” to “You’re Only Human (Second
Wind),” with special emphasis on ali the smashes included on the
two-record Billy Joel’s Greafest Hits Vols. | & Ii, his first best-of LP for
Columbia Records. Star Trak Profiles Billy Joel — two hours of bright
conversation you and your listeners won‘t want fo miss! To find out
more about the music and inferview series that presents the biggest
artists in contemporary music all year fong, contact Wesiwood One at
(213) 204-5000 or Telex 4936015 WWONE.

| . ,
FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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NRBA Heyday. Members of the National Radio Broadcasters Assn. gather in

Dallas before last week’s Radio "85 convention for their annual board of
directors meeting. During the meeting, members agreed on a course of
cooperation for investigating the proposed radio “super group” trade
association. The board session, however, took place before NRBA president
Bernie Mann (first row, fourth from left) delivered derogatory comments about
advertising agencies in his opening Radio '85 address. The remarks offended
several trade groups, most notably the Radio Advertising Bureau.

Format Workshops Prove Productive
Convention Sessions Key on CHR, AOR, Urban, Country

BY KiM FREEMAN

DALLAS Some of the more pro-
ductive and popular sessions during
the recent Radio '85 convention here
occurred during the workshop-style
format rooms. Summaries of four
of those sessions follow.

Cliched as it might sound, musie,
humor, talent and community in-
volvement all took a back seat to
simple faith as the key element in a
successful top 40 format during the
second CHR format session. KIIS
Los Angeles air talent Ron O’Brien
emphasized the importance of faith,
and was quickly embraced by his
program director, Mike Schaeffer—
and by most attendees.

“When I arrived at KIIS,” said
O’Brien, “it was like being put on a

Buying/Selling Panels Draw SRO Crowds

Station Acquisition Boom Seen Gontinuing

BY EARL PAIGE

DALLAS Predictably, panel ses-
sions on buying and selling radio
properties drew the largest crowds
during the recent Radio "85 conven-
tion here. Experts agreed that the
SRO sessions indicated the acquisi-
tion boom has not let up.

Boston banker Carroll Highet
called deregulation one of the nu-
merous factors in keeping station
prices “undeniably high, at least in
large markets.”’ She added that
many broadcast groups who al-
ready own seven stations “are now
in the buying market at the same
time.”

While panel moderators Norman
Wain and Robert Weiss of Cleve-
land’s Metroplex Communciations
have purchased and sold 13 stations
in the last 22 years, both stressed
how difficult it is to keep up with
the “new language” involved in sta-
tion financing.

According to the panelists, broad-
casters on the prowl must form a
team of CPAs and legal experts fa-
miliar with banking and FCC pa-
rameters. This was especially
stressed by Pyramid Broadcasting'’s
Rich Balsbough, who told of build-
ing a 10-station group in three
years. “I was a stumblebum,” Bals-
baugh admitted of his early talks
with bankers.
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Of special interest were panelists’
views on how and why the banking
community has come not only to em-
brace radio, but to seek out borrow-
ers as well. “Just a few years ago,”
said broker Bob Mahlman, “you
could have shot all the bankers who
knew radio with two bullets.” He es-
timated that 300 banks now ‘“know
what a license is worth.”

Mahlman claimed that a “short-
age situation” exists in terms of
finding viable stations. The short-
age, he said, is inspiring roughly 45
of the nation’s brokers to organize
an association for radio transac-
tions.

Addressing prospective buyers,
Mahlman suggested that “a $1 mil-
lion purchase may be too small for
you.” Balsbaugh agreed. “It’s like
monopoly money,” he said of layer-
ing finance plans. “That won't

sound good to my lenders.”

Typically, panelists stressed
avoiding emotional involvement and
ego problems. Topping Washington
analyst Tom Buone’s list of “three
traps to avoid” was “becoming too
emotionally involved” in a prospec-
tive deal.

Even when all the money comes
together, noted CIGNA’s Jim Ku-
zemchaks, challenges continue.
“Not all investors can pay 10 times
the cash flow and gain the market
share of their competition,” he said.

Barbara Hoose of the Bank of
California in San Francisco enliv-
ened a session by referring to the vi-
tal role played by the selling party
in deals. “‘Seller paper subordinate
to senior bank debt typifies many
deals now,” she said. Her terminolo-
gy also typified the buzzword mind

(Continued on page 18)

A Forthright Examination of
Hiring, Firing, Discrimination

BY BiLL HOLLAND

DALLAS The often touchy topics
of terminations and discrimination
were handled forthrightly by the
Radio '85 panel entitled “Hiring
And Firing ... Keeping In Bounds
With The FCC And EEOC.”

Washington communications at-
torney Lawrence Roberts told the
crowd that the FCC is continuing to
look closely at stations who fail to
comply with equal employment op-
portunity guidelines, even those
who do so out of ignorance or confu-
sion. “You're just looking for troub-
le,” he said. “Get an adequate data
base.”

Roberts said that as soon as the
FCC sends a letter of admonition
(the first step in the process);
“That’s the time to go to the Com-
mission’s enforcement branch and
find out what needs to be done.” He
warned: “Don’t wait, don’t be lulled
by the seven-year renewal period, or

else the Commission will then ask
for additional detailed backup mate-
rial full of background on hires, pro-
motions, payroll” and other often
hard-to-document information.

Both William Shepard of WPKX-
AM-FM Alexandria, Va. and Balti-
more attorney Marcy Hallock urged
station management to develop a
consistent hiring and firing policy,
and to conduct in-house seminars so
that department heads “become lo-
cal experts,” as Shepard said, call-
ing hiring and firing and EEO
“more difficult than any other oper-
ational aspect of a station.”

They also urged a “progressive
discipline” standard for protection:
an oral warning, a written repri-
mand and warning, and discussion-
suspension process before a termi-
nation is carried out. And they said
it’s essential to have a grievance
committee procedure at all stations,
even those with non-union employ-
ees.

race horse in mid-race. We didn’t ex-
actly know where we were going,
but we were going somewhere

fast.”

Schaeffer noted that KIIS’s faith
emanated from the top Gannett
management on down. “We party
together a lot,” he added. “Both in
the high and low points.”

WLEE Richmond’s Tony Booth
picked up a similar theme. ‘“You've
got to indoctrinate your staff to pro-
mote the station 24 hours a day,” he
said.

Citing the mass appeal nature of
today’s top 40 format, WHYT De-
troit’s Gary Berkowitz said, “There
are no more secrets on promotions,
ete. The station that succeeds is the
one that gets to the heart of its lis-
teners. You must reflect what your
listeners are doing.”

Several panelists indicated that
oldies are making a comeback in the
format. “There was a time when no
song was more than three weeks
old,” noted Betty Breneman of the
Breneman Review. Noting that
KPKE Denver’s playlist occasional-
ly goes back to 1964, PD Mark
Bolke called oldies “not a savior,
but a break in the repetition.”

KUBE Seattle’s Mike O’Shea
cited the popularity of the movie
“Back To The Future” and urged
programmers to “play up your old-
ies. When times are tough, people
want to return to the good old days
through radio.” While some ex-
pressed fear that oldies would not
ring any bells for teen listeners,
Breneman noted that many teens
have been exposed to oldies through
other media.

The AOR format room generated
many provocative discussions,
thanks in part to a panel lineup of
one PD, one AOR journalist and
four top consultants. Reiterating
AOR’s acknowledged maturity and
the attrition factor leaving fewer
AOR’s accross the country, Radio &
Records’ AOR editor Steve Fein-
stein offered several statistics to il-
lustrate the format’s renewed

health.

“There is a small but significant
trend that people are coming back
to AOR,” Feinstein said. As gener-
alities, Feinstein pointed to less
heavy metal and bigger budgets for
production and talent as factors in
making the format “more valuable
to a larger audience.” He added that
AOR is now “being treated as a
more serious format,” and warned
that “others will start cherry-pick-
ing us from the top.”

The general consensus was that
AOR’s base can and should be
broadened through several ele-
ments. KSHE St. Louis PD Rick Ba-
lis pointed to ‘‘production sizzle,
community involvement and strate-
gic marketing” as ways of going be-
yond ‘“‘generic album radio.”

From the sales standpoint, all
speakers addressed the need to dis-
solve AOR stereotypes by educat-
ing advertisers and agencies on
AOR'’s new look and sound.

The subject of oldies surfaced
again in a different context, with
consultant Bob Hattrick warning
against “that misconception that 25-
plus adults just want oldies.” Con-
sultant Dwight Douglas empha-
sized the difference between ‘‘oh-
wow and oh-no spice records,” and
reminded programmers of AOR’s
roots “in interesting songs that hap-
pen to be rock.”

All but one panelist agreed that
before AOR’s recent resurgence,
the format had been ‘‘over-
researched.” The rebel was John Se-
bastian, pioneer of the EOR (eclec-
tic-oriented rock) format, who ar-
gued that more research and “a
broadening of what we research”
was needed. Sebastian ruffled a few
egos by suggesting that AOR’s
adoption of “many EOR concepts”
was a partial reason for its success.

Deep concern over the high num-
ber of similarities between CHR
and AOR currents lists was ex-
pressed by several speakers. “Rec-
ord companies have become the tail

(Continued on page 18)

Billboard

GLENN FREY YOU BELONG TO THE CITY
MR. MISTER BROKEN WINGS rca

of the radio stations reporting to Billboard. Retail

HOT 100 SINGLES ACTION

RADIO MOST ADDED
199 REPORTERS
ARETHA FRANKLIN WHO'S ZOOMIN' WHO  arsta
THE THOMPSON TWINS LAY YOUR HANDS ON ME  agisTa
FREDDIE JACKSON YOU ARE MY LADY caprroL

Radio Most Added is a weekly national compilation of the five records most added to the playlists

those records with significant future sales potential based on initial market reaction at the retaii-
ers and one-stops reporting to Billboard. The full panel of reporters is published periodically as
changes are made, or is available by sending a self-addressed stamped envelope to: Billboard
Chart Dept., 1515 Broadway, New York, N.Y. 10036.

RETAIL BREAKOUTS

NUMBER
177 REPORTERS REPORTING
GLENN FREY YOU BELONG TO THE CITY mca 34
COREY HART BOY IN THE BOX emI-AMERICA 27
BRYAN ADAMS ONE NIGHT LOVE AFFAIR  aam 25
TEARS FOR FEARS HEAD OVER HEELS MERCURY 20
THE POWER STATION COMMUNICATION capitoL 19

NEW TOTAL
ADDS ON

84 103

45 150

42 108

MCA 35 160
30 52

Breakouts is a weekly national indicator of

publisher

®© Copyright 1985 by Billboar<i_Pub|icétions, Inc. No part of this publication may be repro-
duced, §tored in any retrieval system, or transmitted, in any form or by any means, electronic,
mechanical, photocopying, recording, or otherwise, without the prior written permission of the

16

www.americanradiohistorv.com

BILLBOARD SEPTEMBER 28, 1985


www.americanradiohistory.com

-

WESTIWOOD ONE PRESENTS

STAR TRAK PROFILE

ILLY JOEL.

NATIONAL RADIO EXCLUSIVE

The Westwood One Radio Networks proudly present an exclusive two-
part Star Trak Profile featuring Grammy-winning singer, writer and
keyboardist Billy Joel, airing the weeks of Monday, September 30 and
October 7 on more tran 250 Westwood One affiliates across America.
It's his first in-depth interview since his marriage to Christie Brinkley,
and was conducted as Billy sat behind the piano at New York’s Hit
Factory recording studio. He talks candidly about life and love and
traces his career from “Piano Man” to “You’re Onty Human (Second
Wind),” with special emphasis on all the smashes included on the
two-record Billy Joel's Greatest Hits Vols. | & Ii, his first best-of LP for
Columbia Records. Star Trak Profiles Billy Joel — two hours of bright
conversation you and your listeners won't want to miss! To find out
more about the music and interview series that presents the biggest
artists in contemporary music all year long, contact Westwood One at
(213) 204-5000 or Telex 4996015 WWONE.

|-
FOR THE BIGGEST EVENTS ON RADIO, IT'S WESTWOOD ONE...AND ONLY!
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NRBA Heyday. Members of the National Radio Broadcasters Assn. gather in

Dallas before last week’s Radio '85 convention for their annual board of
directors meeting. During the meeting, members agreed on a course of
cooperation for investigating the proposed radio “super group” trade
association. The board session, however, took place before NRBA president
Bernie Mann (first row, fourth from left) delivered derogatory comments about
advertising agencies in his opening Radio '85 address. The remarks offended
several trade groups, most notably the Radio Advertising Bureau.

Format Workshops Prove Productive

Convention Sessions Key on CHR, AOR, Urban, Country

BY KIM FREEMAN

DALLAS Some of the more pro-
ductive and popular sessions during
the recent Radio '85 convention here
occurred during the workshop-style
format rooms. Summaries of four
of those sessions follow.

Cliched as it might sound, music,
humor, talent and community in-
volvement all took a back seat to
simple faith as the key element in a
successful top 40 format during the
second CHR format session. KIIS
Los Angeles air talent Ron O’Brien
emphasized the importance of faith,
and was quickly embraced by his
program director, Mike Schaeffer—
and by most attendees.

“When I arrived at KIIS,” said
O’Brien, “it was like being put on a

Buying/Selling Panels Draw SRO Crowds

Station Acquisition Boom Seen Gontinuing

BY EARL PAIGE

DALLAS Predictably, panel ses-
sions on buying and selling radio
properties drew the largest crowds
during the recent Radio '85 conven-
tion here. Experts agreed that the
SRO sessions indicated the acquisi-
tion boom has not let up.

Boston banker Carroll Highet
called deregulation one of the nu-
merous factors in keeping station
prices “‘undeniably high, at least in
large markets.”” She added that
many broadcast groups who al-
ready own seven stations “are now
in the buying market at the same
time.”

While panel moderators Norman
Wain and Robert Weiss of Cleve-
land’s Metroplex Communciations
have purchased and sold 13 stations
in the last 22 years, both stressed
how difficult it is to keep up with
the “new language” involved in sta-
tion financing.

According to the panelists, broad-
casters on the prowl must form a
team of CPAs and legal experts fa-
miliar with banking and FCC pa-
rameters. This was especially
stressed by Pyramid Broadcasting’s
Rich Balsbough, who told of build-
ing a 10-station group in three
years. “I was a stumblebum,” Bals-
baugh admitted of his early talks
with bankers.
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Of special interest were panelists’
views on how and why the banking
community has come not only to em-
brace radio, but to seek out borrow-
ers as well. “Just a few years ago,”
said broker Bob Mahlman, “you
could have shot all the bankers who
knew radio with two bullets.” He es-
timated that 300 banks now ‘“know
what a license is worth.”

Mahlman claimed that a “short-
age situation” exists in terms of
finding viable stations. The short-
age, he said, is inspiring roughly 45
of the nation’s brokers to organize
an association for radio transac-
tions.

Addressing prospective buyers,
Mahlman suggested that “a $1 mil-
lion purchase may be too small for
you.” Balsbaugh agreed. “It’s like
monopoly money,” he said of layer-
ing finance plans. “That won’t

sound good to my lenders.”

Typically, panelists stressed
avoiding emotional involvement and
ego problems. Topping Washington
analyst Tom Buone’s list of “three
traps to avoid” was “becoming too
emotionally involved” in a prospec-
tive deal.

Even when all the money comes
together, noted CIGNA’s Jim Ku-
zemchaks, challenges continue.
“Not all investors can pay 10 times
the cash flow and gain the market
share of their competition,” he said.

Barbara Hoose of the Bank of
California in San Francisco enliv-
ened a session by referring to the vi-
tal role played by the selling party
in deals. “Seller paper subordinate
to senior bank debt typifies many
deals now,” she said. Her terminolo-
gy also typified the buzzword mind

(Continued on page 18)

A Forthright Examination of
Hiring, Firing, Discrimination

BY BILL HOLLAND

DALLAS The often touchy topics
of terminations and discrimination
were handled forthrightly by the
Radio ’85 panel entitled “Hiring
And Firing ... Keeping In Bounds
With The FCC And EEOC.”

Washington communications at-
torney Lawrence Roberts told the
crowd that the FCC is continuing to
look closely at stations who fail to
comply with equal employment op-
portunity guidelines, even those
who do so out of ignorance or confu-
sion. “You're just looking for troub-
le,” he said. “Get an adequate data
base.”

Roberts said that as soon as the
FCC sends a letter of admonition
(the first step in the process);
“That’s the time to go to the Com-
mission’s enforcement branch and
find out what needs to be done.” He
warned: “Don’t wait, don’t be lulled
by the seven-year renewal period, or

else the Commission will then ask
for additional detailed backup mate-
rial full of background on hires, pro-
motions, payroll’”’ and other often
hard-to-document information.

Both William Shepard of WPKX-
AM-FM Alexandria, Va. and Balti-
more attorney Marcy Hallock urged
station management to develop a
consistent hiring and firing policy,
and to conduct in-house seminars so
that department heads “become lo-
cal experts,” as Shepard said, call-
ing hiring and firing and EEO
“more difficult than any other oper-
ational aspect of a station.”

They also urged a “progressive
discipline” standard for protection:
an oral warning, a written repri-
mand and warning, and discussion-
suspension process before a termi-
nation is carried out. And they said
it’s essential to have a grievance
committee procedure at all stations,
even those with non-union employ-
ees.

race horse in mid-race. We didn’t ex-
actly know where we were going,
but we were going somewhere

Sfast.”

Schaeffer noted that KIIS’s faith
emanated from the top Gannett
management on down. ‘“We party
together a lot,” he added. “Both in
the high and low points.”

WLEE Richmond’s Tony Booth
picked up a similar theme. “You've
got to indoctrinate your staff to pro-
mote the station 24 hours a day,” he
said.

Citing the mass appeal nature of
today’s top 40 format, WHYT De-
troit’s Gary Berkowitz said, “There
are no more secrets on promotions,
ete. The station that succeeds is the
one that gets to the heart of its lis-
teners. You must reflect what your
listeners are doing.”

Several panelists indicated that
oldies are making a comeback in the
format. “There was a time when no
song was more than three weeks
old,” noted Betty Breneman of the
Breneman Review. Noting that
KPKE Denver’s playlist occasional-
ly goes back to 1964, PD Mark
Bolke called oldies “not a savior,
but a break in the repetition.”

KUBE Seattle’s Mike O’Shea
cited the popularity of the movie
“Back To The Future” and urged
programmers to ‘“play up your old-
ies. When times are tough, people
want to return to the good old days
through radio.”” While some ex-
pressed fear that oldies would not
ring any bells for teen listeners,
Breneman noted that many teens
have been exposed to oldies through
other media.

The AOR format room generated
many provocative discussions,
thanks in part to a panel lineup of
one PD, one AOR journalist and
four top consultants. Reiterating
AOR’s acknowledged maturity and
the attrition factor leaving fewer
AOR’s accross the country, Radio &
Records’ AOR editor Steve Fein-
stein offered several statistics to il-
lustrate the format’s renewed

health.

“There is a small but significant
trend that people are coming back
to AOR,” Feinstein said. As gener-
alities, Feinstein pointed to less
heavy metal and bigger budgets for
production and talent as factors in
making the format “more valuable
to a larger audience.” He added that
AOR is now “being treated as a
more serious format,” and warned
that “others will start cherry-pick-
ing us from the top.”

The general consensus was that
AOR’s base can and should be
broadened through several ele-
ments. KSHE St. Louis PD Rick Ba-
lis pointed to ‘“‘production sizzle,
community involvement and strate-
gic marketing” as ways of going be-
yond “generic album radio.”

From the sales standpoint, all
speakers addressed the need to dis-
solve AOR stereotypes by educat-
ing advertisers and agencies on
AOR’s new look and sound.

The subject of oldies surfaced
again in a different context, with
consultant Bob Hattrick warning
against “that misconception that 25-
plus adults just want oldies.” Con-
sultant Dwight Douglas empha-
sized the difference between “oh-
wow and oh-no spice records,” and
reminded programmers of AOR’s
roots “in interesting songs that hap-
pen to be rock.”

All but one panelist agreed that
before AOR’s recent resurgence,
the format had been ‘‘over-
researched.” The rebel was John Se-
bastian, pioneer of the EOR (eclec-
tic-oriented rock) format, who ar-
gued that more research and ““a
broadening of what we research”
was needed. Sebastian ruffled a few
egos by suggesting that AOR’s
adoption of “many EOR concepts”
was a partial reason for its success.

Deep concern over the high num-
ber of similarities between CHR
and AOR currents lists was ex-
pressed by several speakers. “Rec-
ord companies have become the tail

(Continued on page 18)
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IN CONCERT

The Concert Hour is proud
to present superstar singer,
composer and producer Luther
Vandross in the role he loves
best — performing his chart-top-
ping music live in front of an
enthusiastic SRO audience.

Airing the week of Monday, Sep-
tember 30 on Westwood One
Radio Network affiliates
throughout the country, this excit-
ing edition of The Concert Hour
was recorded at Detroit’s Ma-
sonic Temple during Luther’s
current tour, and features his
tour de force delivery of hits from
his four consecutive platinum solo
albums. Included are smashes
such as ‘“Never Too Much,”
‘““Having A Party,” “Till My Baby
Comes Home,” ‘“‘Busy Body,”
“The Night I Fell In Love’” and
“It’s Over Now.”

Don’t miss this high-spirited per-
formance by the man People
magazine dubbed ‘“The Pavarotti
of Pop’’ — exclusively on The
Concert Hour, the series present-
ing the finest concerts for urban
contemporary radio all year long!

Call (213) 204-5000 or
Telex 4996015 WWONE.
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www americanradiohistorvy com


www.americanradiohistory.com

Billboard

©Copyright 1984 Billboard Publications, Inc. No part of this publication
may be reproduced, stored in any retrieval system, or transmitted, in any

YesterHits,|

» form or by any means, electronic, mechanical, photocopying, recording,
or otherwise, without the prior written permission of the publisher.
Hits From Billboard 10 and
20 Years Ago This Week
- POP SINGLES—10 Years Ago
o Compiled from national album-oriented 1. I'm Sorry, John Denver, rca
& S/ radio airplay reports. 2, Fame, David Bowie, rRca
&‘" g./ 0;_? 3. Rhinestone Cowboy, Glen
“ A &/ & Campbell, capitoL
/) o)/ ARTST TITLE 4. Fight The Power Part 1, isley
~ LABEL Brothers, T-NECK
1] 1| 1| 7 | JOHNCOUGAR MELLENCAMP LONELY OL’ NIGHT > iin Joey RinJDaud e
6. Could It Be Magic, Barry Manilow,
2| 2] 2| 13| SING FORTRESS AROUND YOUR HEART ARISTA
7. At Seventeen, Janis lan, coLumBia
3 Il 7 6 LOVERBOY LOVIN' EVERY MINUTE OF IT 8. Wasted Days And Wasted Nights,
OLUMBIA Freddy Fender, asc/00T
4 5 6 THE HOOTERS AND WE DANCED 9. Ballroom Blitz, Sweet, capiToL
: COLUMBIA 10. Feel Like Makin’ Love, Bad
5 | 3| 3| s | MICKJAGGER & DAVIDBOWIE  DANCING IN THE STREET Sompanyi-Naesis
6| 8 | 15| 4 | STARSHIP WE BUILT THIS CITY POP SINGLES—20 Years Ago
CRNT 1. Eve Of Destruction, Barry
7 17 | 12| 8 | JEARSFORFEARS HEAD OVER HEELS McGuire. DUNHILL
MERCURY 2. Hang On Sloopy, McCoys, BanG
8 | 18| 30 | 3 | ROGERDALTRY AFTER THE FIRE 3. You Were On My Mind, We Five,
ATLANTIC ALM
. . 4. Catch Us If You Can, Dave Clark
9 | (16| 4 | BRUCESPRINGSTEEN OO The Source for Sex. Dr. Ruth Westheimer, host of NBC Radio Entertainment’s Five, Epic '
BRYAN ADAMS ONE NIGHT LOVE AFFAIR “Sexually Speaking,” enjoys the proper men-to-women ratio while taking NBC 5. Help, Beatles, caproL
10) 2] 20)5 | aw executives through her Game Of Good Sex. Seated clockwise from left during a s Ip?eeo foilSrtc eyl e
11 s 5 | 10 L‘éi" LEWIS & THE NEWS BACK IN TIME special NBC breakfast at the Radio '85 convention in Dallas are WYNY New 7. %&S MAB‘:?oIIing Stone, Bob Dylan,
York’s Harry Durando, NBC/The Source's Gig Barton, Frank Cody and Nancy .
- y . It Ain’t Me Babe, Turtles, wriTe
12| 9 | 8 | 9 | GHEAPTRICK TONIGHTITSYOU | o0k, NBC Radio president Frank Bongarten, Dr. Ruth, NBC/The Source VP/ &1 initMeBabe) IOt cE
GM Willard Lockridge, The Source’s Larry Miller, and “Talknet” producer 9. Heart Full Of Soul, Yardbirds, epic
13|16 | 17 | 6 | DIRESTRAITS ONEWORLD | o rice Tunick. 10. Laugh At Me, Sonny, arco
14 13 13 7 hNﬁ(leHT RANGER FOUR IN THE MORNING TOP ALBUMS—10 Years A'o
15 19 2 6 :“05 MISTER BROKEN WINGS T e, e ST TN S— S SR et =T S i m 1. g:&?cwws. Jefferson Starship,
JOHN WAITE- EVERY STEP OF THE WAY STAT“’" Acm“sr"ﬂ" BﬂUM SEE" GUNTmUlNG 2. Honey, Ohio Players, MERCURY
16 | 10 | 4 | 8 | Baawerca (Continued from page 16) 3. One Of These Nights, Eagles,
MARILLION KAYLEIGH “ . . 3 ’ i
170117 | Seo set both panels tackled. “Mezzanine teamed up to come up with $300,000, & BopTnBun, Gnice Springsteen,
1830 | — | 2 | GLENNFREY YOU BELONG TO THE CITY money,” for example, was defined leveraging a $2 million purchase. In 5. E‘&‘J&%ﬁ" The Lines, Janis lan,
MCA as the second layer of financing that other words, Wain interjected, 6. The Heat Is On Featuring Fight
192 |26 | Y2 BAD clicks in behind the senior debt. bankers are “giving you more mon- The Power, Isley Brothers, Tneck |
NP Wain al ht to put sell th gk d for.” 7. Captain Fantastic & The Brown |
ain also sought to put seller ey than you asked for. - Ca |
HEART 8.9 . . . .
20| 2| 32| 4| Gea NEVER | barticipation in perspective. “Seller As explained by Chesley Maddox . 3";: ?_Z::'gr [E):-t:: J::":w‘a':c‘
21 7| ul | TALKING HEADS AND SHE WAS money implies that a station will be  of Cleveland’s AmeriTrust, the lay- " Brothers Band A&M
SIRE worth more the the future,” he said. ering process involves the buyer 9. Pick Of The Litter, Spinners,
2|15 9 | 9 | MCHAEL MCDONALD NOLOOKING BACK |  “So why is he/she selling?” _ supplying twice the cash flow | ;¢ e,
THE OUTFIELD IR e Several panelists walked the audi- amount. The bank, in turn, comes in
B3| 5|5 | doomen ence through typical deals. Lucie with six times that amount, and TOP ALBUMS—20 Years Ago
20 | 2 | 2a | 5 | sAcA WHAT DO | KNOW Guernsey of New York’s Chemical both go after the seller for another 1. Help, Beatles, capiroL
EORTRAI Bank told how five investors three times that amount. 2. Look At Us, Sonny & Cher, aTco |
y |
25| 33 | 35 | 3 | JOHN COUGAR MELLENCAMP ROCK. IN THE US.A. 3. The Sound Of Music, Soundtrack,
RiVA RCA VICTOR |
7 4. The "In" Crowd, Ramsey Lewis
DIO ROCK 'N’ ROLL CHILDREN ] d Yy
I ENER N - CONVENTION FORMAT WORKSHOPS e
27 [ 22 | 38 | 3 | JoHNcCOUGARMELLENCAMP SMALLTOWN | (Continued from page 16) " LGN Qur Heads, Rolling Stones,
Eve . . . 6. Herman's Hermits On Tour, mGm
28 | 20 | 10 | 18 | DIRESTRAITS MONEY FOR NOTHING that wags the dog,” said KISW Se- the format. Recalling the previous 7. Summer Days (And Summer
. ' attle’s Beau Phillips, referring to la- day’s discussion, Ted Stecker of = Nights), Beach B°Y5(-1MGM
29|35 | o | a | REM DRIVER 8 bel pressure on adding designated Stecker Thompson Associates, o :;&;‘;ﬁ':‘:ﬁ'as:é‘:;f;:' H
30| 26| 22 | 6 | EDDIE&THETIDE ONE IN A MILLION singles above album tracks. The di- o_pened by saying, “We beat the mu- Dylan, CoLUMBIA '
ATCO lemma went unresolved, however, sic to death then. But, we've been 10. Beatles VI, caritoL
3 NEW) THE THOMPSON TWINS LAY YOUR HANDS ON ME as Hattrick noted the importance of doing that for five years.” Market-
ARSTA playing ‘“ high cume” records to ing strageties were addressed, with COUNTRY SINGLES—10 Years Ago
32| 37 | 45| 3 | NMCKLOWE I KNEW THE BRIDE compete with CHRs. KJJJ Phoenix’s -Charlie Ochs creat- L g:g:{::ﬂfs:a:b::t Night Things,
L . . . a , RCA
NPERE DIRE STRAITS SO FAR AWAY Finally, .Douglas predicted that ing a sudden hush by askmg_, Why 2. Blue Eyes Crying In The Rain,
WARNER BROS. every major market would soon do I see so many of you saying you Willie Nelson. coLumBia
4|3 | 2| 4 | RAIT YOU'RE IN LOVE have two solid AOR outlets, each use television but don’t test it?” 3. I'll Go To My Grave Loving You,
skewing to the younger or older de- As delegates bemoaned the for- . Is'tlage' mhf';-lw;ch
35| 25 | 18 | 10 | JHEMOTELS SHAME mographic. mat’s lack of a “Miami Vice” impe- i Emm(;?ou el
. ’ M . . 5 .
36 | 38 | — | 2 | JOHNCOUGAR MELLENCAMP  RAIN ON THE SCARECROW Alot of old ground was coveredin  tus, KMPS Seattle’s Jay Albright 5. The First Time, Freddie Hart,
RIVA the black/urban format room. Most  encouraged listeners by saying that 6. Hope You're Feelin’ Me (Like I'm
37| a7 7| 8 | X BURNING HOUSE OF LOVE of it focused on efforts to convince country “delivers 25-54s more effec- - F,:;ie,,- You), Charley Pride, Rca
ELEKTRA media buyers of the black audi- tively than any other format.” 7. Don't Cry Joni/Touch The Hand,
38 | 40 | — | 2 | MICHAEL MCDONALD BADTIMES | ence’s buying power, and on disgust . sonv;‘ay Twigty. i
q q : . You Never Even Cal e By My
39| a3 | — | 2 | JONBUTCHERAXIS =0 at the persnstent_: labell_ng of music. Name, David Allan Coe, COLUMBIA
CAPITOL The most enlightening comment re. ACTIONl 9. Say Forever You'll Be Mine, Porter
40 NEWD STEVIE RAY VAUGHAN LOOK ATLITTLE SIsTER | c¢ame from WRKS New York GM a [ Wagoner & Dolly Parton, rea
ERIC Barry Mayo, who noted that “the in- 10. Home, Loretta Lynn, mca
4 | v | — T 2 | QUARTERFLASH TALKTO ME dus_try at large acceplt-; our kindt?]f R SOUL SINGLES—10 Years Age
radio as mass appeal because eth- dat's whnal you’ ge
42 NEW KISS TEARS ARE FALLING . : _ ) A 1. Do It Any Way You Wanna, Peoples
> | wekcomr nics constityje l?og’t()f the popula when you advertise in | Choice, Tsop
n r . i
43 NEW)D HALL & OATES THE WAY YOU DO THE THINGS WUSL I’vhiladelp;]i};’s Jeft Wyatt “ ':Tl “\“A\\ ““T | ; 2, L Only ‘I:kesl A :mu;e. Tavares,
4 | m | — | 2 | THEROMANTICS TEST OF TIME reiterated the common theme of | e Lo e i), QERNETS:
5 ‘“superserving the core,”’ while [ 4. This Will Be, Natalie Cole, capitoL
45 [ 31 | 19 | 10 | GODLEY&CREME (S8 Mayo credited much of WRKS’ suc- - | ' 3 hoslLong d(:)‘gg::;?s‘i:tg’sﬁc';c/
4 | 3 | 25 | 11 | JOHNCAFFERTY/BEAVER BROWN BAND CITY cess to the ‘‘non-entertainment” [ BLUE THUMB ¢ s
SCOTTI BROS, forms of programming. “Those are | the Billboard Classified 6. 1 Get High On You, Sly Stone, eric_
97 NEWD JAN HAMMER MIAMI VICE THEME very near and dear to us,” he said. 0 7. Get The Cream Off The Top, Eddie
PP , PR Call toll free (800) 223- et [Ehisyjamm 2
HUEY LEWIS & THE NEWS THE POWER OF LOVE We haven’t had competition in g : S: Money Bladysiinight& theigs,
48 | 39 | 31 | 14 | HUEYL \ news or public affairs ... informa- 7524, NY residents dial 9 2302‘;; What You Got/Peace Pi
. ’ . Giv at You eace Pipe,
29 | 0 | 39 | 14 | PATBENATAR INvINCiBLE | tion about themselves. (212) 764-7388. B.T. Express, RoADSHOW
In the second country format | | 10. ls;:t Melmake Love To You/
50 | 42 | 37 | 13 | MOTLEYCRUE SMOKIN’ IN THE BOYS ROOM room, experts differed, often sharp- Suvival Ok 18yey Rillanepei
ly, over why numbers are down in
18 BILLBOARD SEPTEMBER 28, 1985
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HIS ASSOCIATES AND THE
EMPLOYEES OF MCA MUSIC
ARE PROFOUNDLY SADDENED
BY THE PASSING OF THEIR
FORMER PRESIDENT SAL CHIANTIA
AND CONVEY DEEPEST
CONDOLENCES TO HIS FAMILY.
THANK YOU, SAL.

SALVATORE T. CHIANTIA
— Sept. 13, 1985 -

MCA MUSIC
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CONTEMPORARY

Compiled from a national sample of radio playlists.

ARTIST

CHERISH  DE-LITE 880869.7/POLYGRAM 6 weeks at No. One

&
L
1|1 . KOOL & THE GANG
@ 21517 SAVING ALL MY LOVE FOR YOU  ariSTA 1.9381
& WHITNEY HOUSTON
3 31312 WE DON'T NEED ANOTHER HERO (THUNDERDOME) CAPiTOL 5491
& TINA TURNER
4 {449 FREEDOM COLUMBIA 38-05409
& WHAM!
@ 108! 4 PART TIME LOVER tamLa 1808
STEVIE WONDER
@ 7110/ 9 YOUR SECRET'S SAFE WITH ME  WARNER BROS. 7-28928
MICHAEL FRANKS
7 502112 YOU'RE ONLY HUMAN (SECOND WIND) coLumBIa 38-05417
& BILLY JOEL
8 616l POWER OF LOVE  CHRYSALIS 4-42876
& HUEY LEWIS & THE NEWS
JANET MOTOWN 1802
@156 COMMODORES
109|918 EVERYTIME YOU GO AWAY  COLUMBIA 38:04867
& PAUL YOUNG
@ ulil 9 A LITTLE BIT OF HEAVEN  MODERN 7-99630/ATLANTIC
NATALIE COLE
@ WARCIE] CRY  POLYDOR 881786.7/POLYGRAM
& GODLEY & CREME
13 {ul72 MYSTERY LADY  JIvE 1.9374/ARISTA
& BILLY OCEAN
14 siuln LOST IN THE FIFTIES TONIGHT Rca 14135
i RONNIE MILSAP
15 l16117] 6 POWER OF LOVE (YOU ARE MY LADY) ARISTA 19391
AIR SUPPLY
16 12! 8|13 NEVER SURRENDER  EMIAMERICA 8268
& COREY HART
17115/ 13) 13 FREEWAY OF LOVE  ARISTA 1.9354
& ARETHA FRANKLIN
18 19|17 NO LOOKIN®' BACK  WARNER BROS. 7-28960
& MICHAEL MCDONALD
19 1816 7 LIFE IN ONE DAY  ELEKTRA 7-69631
& HOWARD JONES
20 [21]23] 6 ST. ELMO'S FIRE (MAN IN MOTION)  ATLANTIC 7-89541
& JOHN PARR
21 1201218 WHO'S HOLDING DONNA NOW  GORDY 1793/MOTOWN
DEBARGE
SHAME caPITOL 5497
@ Bl D & THE MOTELS
@ 27135 3 TAKE ON ME  WARNER BROS. 7-29011
A-HA
@ 2 (333 THE WAY YOU DO THE THINGS YOU DO/MY GIRL Rca 14178
DARYL HALL & JOHN OATES
@ 229 LOVE THEME FROM ST. ELMO'S FIRE  aTLANTIC 7-89528
DAVID FOSTER
@ 31| —]| 2 | HURTS TO BE IN LOVE  CBS ASSOCIATED 4-05586/EPIC
GINO VANNELLI
27 1221216 NOT ENOUGH LOVE IN THE WORLD  GEFFEN 7.29012/WARNER BROS.
& DON HENLEY
28 2412418 FOREVER CcOLUMBIA 38-04931
& KENNY LOGGINS
29 |251{25] 5 DON'T LOSE MY NUMBER  ATLANTIC 7-89536
& PHIL COLLINS
@ 33|33 SOMEBODY TOOK MY LOVE  1SLAND 7-99605/ATLANTIC
DURELL COLEMAN
@ 39| —| 2 | STAND BY ME  coLumaia 38.05571
MAURICE WHITE
32 |26|20!s IT'S GETTING LATE caRIBOU 4.05433/EPIC
& THE BEACH BOYS
@ NEWD SUNSET GRILL  GEFFEN 7-28906/WARNER BROS.
DON HENLEY
@ 8| —| 2 DRESS YOU UP  siRe 7-28919/WARNER BROS.
& MADONNA
35 1320326 DARE ME Rrca 14126
THE POINTER SISTERS
36 [30] 28|22 THE SEARCH IS OVER  sCOTTI BROS. 4-04871/EPIC
& SURVIVOR
@ w0l—|2 IF THE PHONE DOESN'T RING, IT'S ME  mca 52664
JIMMY BUFFETT
38 37| —1| 6 DON'T CLOSE YOUR EYES Rrca 14115
JOHN DENVER
39 (3631121 YOU GIVE GOOD LOVE  ARiSTA 1.9274
& WHITNEY HOUSTON
@ NEWD HEAD OVER HEELS MERCURY BBO 899-7/POLYGRAM

¢ TEARS FOR FEARS

O Products with the greatest airplay this week. @ Video clip availability. ® Recording industry Assn. Of
America (RIAA) seal for sates of 500,000 units. A RIAA seal for sales of one million units.

Billboard’

ADULT CONTEMPORARY
MOST ADDED

A weekly nationat compitation of the most
added records on the radio stations currently
reporting to the Top Adult Contemporary
Singles chart.

NEW TOTAL

74 REPORTERS ADDS ON
A-HA 15 37
TAKE ON ME warNER BRDS.
GINO VANNELLI 13 32
HURTS T0 BE IN LOVE c8s
ASSOCIATED
DAVID FOSTER 12 3

LOVE THEME FROM ST.
ELMO’S FIRE atLanTic

DARYL HALL & JOHN OATES 1 33
THE WAY YOU DO THE THINGS
YOU DO/MY GIRL rca

STEVIE WONDER 7 64
PART TIME LOVER Tamia

WSKY Asheville, NC
WRMM Atianta, GA
WSB-AM Atlanta, GA
KEYI Austin, TX
WFBR Baltimore, MD
WJBC Bloomington, IL
KBOI Boise, ID
WBEN-AM  Buffalo, NY
WGR Buffalo, NY
KTWOQ Casper, WY
WVAF Charleston, WV
WBT Charlotte, NC
WCLR Chicago, IL
WYEN Chicago, IL
WKRC Cincinnati, OH
WLLT Cincinnati, OH
WLTF Cleveland, OH
WMl Cleveland, OH
WIS Columbia, SC
WTVN Columbus, OH
KMGC Dallas, TX
WLAO Danbury, CT
WHIO-AM Dayton, OH
KHOW Denver, CO
KRNT Des Moines, IA
WEIM  Fitchburg, MA
WENS Indianapolis, iN
WYYN-FM Jackson, MS
WIVY Jacksonville, FL
KLSI Kansas City, MO
KUDL Kansas City, KS
KMJJ Las Vegas, NV
KMGG Los Angeles, CA
KOST Los Angeles, CA
WHAS Louisville, KY
WRKA Louisville, KY
WMAZ Macon, GA
WIBA Madison, Wi
WRVR Memphis, TN
WAIA  Miami, FL
WISN Milwaukee, Wl
WTMJ Milwaukee, Wi
WLTE WMinneapolis, MN
KWAV Monterey, CA
WHHY Montgomery, AL
WLAC-FM Nashvitle, TN
WCTC New Brunswick, NJ
WPIX New York, NY
WWDE Norfolk, VA
KLTE Oklahoma City, OK
KOIL Omaha, NE
WIP Philadelphia, PA
KKLT Phoenix, AZ
KOY Phoenix, AZ
WTAE Pittsburgh, PA
WWSW  Pittsburgh, PA
KGW Portiand, OR
WPRO-AM Providence, RI
WRVA Richmond, VA
KQSW Rock Springs, WY
WSGW Saginaw, M|
KSL Salt Lake City, UT
KFMB-AM  San Diego, CA
KFMB-FM San Diego, CA
K-101 San Francisco, CA
WGY Schenectady, NY
KKPL Spokone, WA
KSD St. Louis, MO
KKJO St.Joseph, MO
WiIQl Tampa, FL
WWWM Toledo, OH
KRAV Tulsa, OK
WLTT Washington, DC
WMAL Washington, DC

§usic radio

Featured Programming

I.AST WEEK’S RADIO ’85 conven-
tion offered a very productive ses-
sion on the implementation of long-
form network programming. Mod-
erated by Ed Salamon of New
York’s United Stations Program-
ming Network, the panel discussion
was commendably free of network
boasting, focusing instead on the
specifics of how stations can make
the most of network fare.

Contributing the best brass tacks
was WTKN/WWSW Pittsburgh
general manager Diane Sutter. In
detailing the talk-formatted AM’s
Arbitron rise from 1.5 to 4.7 in little
more than three years, Sutter noted
that WTKN has only one local pro-
gram, the morning shift. While
WTKN is an all-talk station, the
principles Sutter laid out are gener-
ic enough to benefit those music
outlets using or eyeing network ser-
vices.

“It all comes down to the quality
of the show and how well you inte-
grate it,” said Sutter. Citing a sta-
tion study on perception of a pro-
gram’s non-local point of origin, she
said 90% of the respondents failed
to understand the question.

“You can use it [network pro-
gramming] as a crutch or a re-
source,” Sutter noted. “It’s a mis-
take to assume that national pro-
gramming is a turnkey operation.”

Like other panelists, Sutter’s all-
or-nothing attitude on sydincated
shows entailed using the network
as'a true ally. For the Pittsburgh
combo, that involves securing local
promos and appearances by the na-
tional hosts. “There is no network
that is not absolutely hungry for in-
put from affiliates,” she added.

“There’s no difference in the way
we promote our local and national
talent,” Sutter said. An integral as-
pect of her formula is the cross-pro-
motion of local and national shows.
According to Sutter, the adult con-
temporary FM, WWSW, once had a
problem retaining its quarter-hour
listeners past 8 p.m., a situation that
was remedied by dropping night
promos into the morning shift. The
key, said Sutter, “is to use shows
that attract a new type of cume to
cross-promote other dayparts and
shows.”

The latter point was echoed by
consultant Mike McVay, who said
he recommeded long-form program-
ming as a means of “attracting new
cume and boosting time spent lis-
tening.” In both programming and
selling, McVay said long shows
shows “should be looked at as docu-
mentaries.” In promoting weekend
shows, the Cleveland-based consul-
tant said Wednesday through Fri-
day was the most effective plug pe-
riod.

Another proponent of playing up
long-form fare was Steve Christian
of WZXR Memphis. “My competi-
tor has ‘Rick Dees’ Weekly Top 40’
and runs it at 5 a.m. on the week-
ends,” he said. “Give it to me, I'll
put it on at noon and really promote
it.”

Addressing the point of choosing
the highest quality program, Chris-
tian advised, “The gut test is listen-
ing to it one Sunday morning while
doing your regular activities. Listen
as your listeners would.”

KIM FREEMAN

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

Sept. 27-28, Whitney Houston,
On The Radio, NSBA, one hour.

Sept. 27-29, Jean-Michel Jarre,
Musical Starstreams, Music Star-
streams, two hours.

Sept. 27-29, Carole King, Top 30
USA, CBS Radioradio, three hours.
Sept. 27-29, Sister Sledge, Patti
LaBelle, Street Beat ‘85, Barnett-

Robbins, two hours.

Sept. 27-29, Dire Straits, Super-
stars Of Rock, Barnett-Robbins,
two hours.

Sept. 27-29, Eric Clapton, Super-
star Portraits, Barnett-Robbins,
two hours.

Sept. 27-29, Charly McLain,
Rosanne Cash, American Country
Portraits, Barnett-Robbins, two
hours.

Sept. 27-29, The Who, Rock Re-
union, Barnett-Robbins, two hours.
Sept. 27-29, Elton John, Super-
star Concert Series, Westwood

One, 90 minutes.

Sept. 27-Oct. 3, Alabama, Coun-
try Today, MJI Broadcasting, one
hour.

Sept. 27-Oct. 5, Ringo Starr
Spotlight, Scott Muni’s Ticket To
Ride, DIR Broadcasting, one hour.

Sept. 28, Phil Collins: No Jacket
Required (simulcast with HBO),
Westwood One, one hour.

Sept. 28-29, Hollies, Dick Clark’s
Rock, Roll & Remember, United
Stations, three hours.

Sept. 28-29, Conway Twitty,
Weekly Country Music Countdown,
United Stations, four hours.

Sept. 28-29, Anita O’Day, The
Great Sounds, United Stations,
three hours.

Sept. 28-Oct. 4, T.G. Sheppard,
The Silver Eagle, DIR/ABC Enter-
tainment Network, one hour.

Sept. 29-Oct. 5, Whitney Hous-
ton, Rick Dees’ Weekly Top 40,
United Stations, four hours.

Sept. 29-Oct. 5, Ten Years of
Triumph, King Biscuit Flower
Hour, DIR/ABC Rock Sept. 30-

Sept. 30-Oct. 6, The Firm, Off
The Record Specials with Mary
Turner, Westwood One, one hour.

Sept. 30-Oct. 6, Billy Joel, Part
I, Star Trak Profiles, Westwood
One, one hour.

Sept. 30-Oct. 6, Alabama, Reba
McEntire, John Schneider, Nitty
Gritty Dirt Band, Country Music
Month Special/Country Closeup,
Narwood Productions, one hour.

Sept. 30-Oct. 6, Lacy J. Dalton,
Live From Gilley’s, Westwood One,
one hour.

Sept. 30-Oct. 6, Nile Rodgers,
Special Edition, Westwood One,
one hour.

Sept. 30-Oct. 6, Artie Shaw, En-
core with William B. Williams,
Westwood One, two hours.

Oct. 6, Tom Petty, Pioneers In
Music, DIR Broadcasting, one
hour.

Radio, 90 minutes.

Oct. 4-5, Duran Duran, On The
Radio, NSBA, one hour.

Oct. 4-6, Night Ranger, Corey
Hart, Superstars Of Rock, Barnett-
Robbins, two hours.

20
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Video Expansion Outlined

Big Tumaround Gelebrated
At Musicland Gonvention

BY EARL PAIGE

MINNEAPOLIS Confident after a
successful turnaround that took
five years, the Musicland chain sees
its sales exceeding $300 million,
with profits doubling, and will ex-
pand rapidly in adding video
throughout its nearly 450 stores in
47 states. By Christmas, 40 full vid-
eo sections will be up and running.

The video expansion highlighted
Musicland’s recent convention, the
first to be held in the five years that
Jack Eugster has headed the Ameri-
can Can unit. Numerous strategies
were detailed, including plans to
launch a new type of total home en-
tertainment software ‘‘combo’’
store.

Eugster, the chain’s president,
stunned employees and guests alike
when he opened the convention,
held here Sept. 15-19, by riding a
motoreycle to the podium to punctu-
ate the convention theme, “Leader
Of The Pack.” Displaying a bold
flare familiar to his staff here, he
tossed off his biker jacket to reveal
a white tux.

Eugster, who often rides a motor-
cycle to the headquarters here and

involves himself vigorously in com--

pany sporting events, emphasized
Compact Discs, too. He vowed to
have the chain’s CD inventory dou-
bled by the start of the Christmas
season.

Another emphasis is under-$30
video product. “We will sell hun-
dreds of thousands of movies this
Christmas,” Eugster told the ap-
proximately 100 district managers
and field staff delegates.

Video expansion at Musicland is
taking two forms. Fueled by its first

major push into video rental depart-
ments—16 Sam Goody departments
in Philadelphia opened on Aug. 19—
Eugster said the chain could add 50
to 60 such departments next year.
As with the Philadelphia units, this
expansion is primarily in malls,
where few chains have tried rental.

The other expansion, via combina-
tion stores, will be primarily in free
standing units, such as the Discount
Records wing of Musicland. Eug-
ster referred to the success of com-
bo stores ‘‘like Wherehouse and
Sound Warehouse.”” Larry Gains,
who heads Discount Records, will
lead a task force.

Once in place, Musicland plans
are launched vigorously. Several of
the Philadelphia units were gutted
to accommodate video and a new
look by teams from here working
around the clock, and the stores
never shut down.

Members of the executive team
Eugster has finally molded togeth-
er explained facets of the turn-
around. Gary Ross, senior vice pres-
ident of marketing and merchandis-
ing, said the combo stores “will fill
in-between malls,” further explain-
ing Eugster’s announcement of
more store openings and acquisi-
tions.

Senior vice president/chief finan-
cial officer Keith Benson put the
turnaround in perspective. He said
that as the chain shook off the mas-
sive losses it experienced despite
reasonably healthy sales in the ear-
ly '80s, “We had to go back to the
basies.” It is only now, he said, that
Misicland can begin reaching out
into its field organization with new
programs such as store staff man-

(Continued on page 26)
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'S THE CONCERT ATTENDEE
at a small club or theatre different
than a patron of a major venue? Do
the types of artists who play these
smaller, more “chic” dates attract
a different audience because of the
venues themselves, or is it a combi-
nation of several factors?

For the sample that we’ll use in
our look at the club crowd, we'll
use four shows from this past sum-
mer. One of the acts in the sample
is a heavy metal act with a hot new
album, one a mainstream English
rock artist, one a black funk/dance
artist and one a new wave/country
band popular with club audiences.

Club patrons
are found to be
a different type

of consumer

The age of our club patrons re-
flects an older music fan than we
would see in a cross-section of this
type from major acts in larger
halls. The majority of the sample
falls into the 19-24 age category at
60%. The over-24-year-olds register
30% of total audience, while 10% of
the sample is under 19 years of
age.

There were more males than fe-
males present at the four dates, at
roughly a 60/40 mixture. However,
due to the fact that the heavy met-
al act’s sample was 85% male, this
statistic may be a bit misleading.
There were actually more women
than men sampled at two of the
shows.

When asked about their music

ON TARGEY

preferences, our respondents dem-
onstrated much more versatility
than their major-hall counterparts.
Hard rock and new wave were
equally represented, with soft rock
right behind them. Rockabilly,
jazz, punk and oldies each had sev-
eral mentions. If we figure in the
heavy metal response rate for the
first act, the hard rock score just
about doubles.

Radio is not nearly as effective a
promotional tool for club dates as
it is for major halls. Our major ven-
ue responses to the question,
“How did you find out about this
show?” demonstrated about a 55%
positive response to radio. In con-
trast, our club sample was only
17% positive to radio. The reason?
Most of the acts sampled are not
played regularly on the more popu-
lar CHR and AOR stations, both of
which were popular with concert
attendees.

Thirty-two percent of our sam-
ple preferred the traditional-sound-
ing AOR format, while 15% fa-
vored a more ‘“‘new wave’’ style of
rock radio. The club audience is a
broad one in terms of radio prefer-
ence. A little less than half of our
sample chose another format as
their favorite. CHR, college, jazz
and country are all well represent-
ed in the sample.

While radio won't fill seats, an-
other medium will. Newspapers
for club dates brought in 23% of
the club audiences we surveyed.

Among newspaper readers, the
most popular publications are al-
ternative newspapers, which
showed a 36% sample size. Club pa-
trons read this type of paper regu-
larly, although the more conserva-
tive newspapers also fare well. In
general, the print medium looks
like a good way to reach potential
ticket buyers. More than half (52%)

of the sample chose ‘‘word of
mouth” as the informing source of
the night’s show.

Almost 60% of our sample said
that they watch MTV. Of those
viewers, 18% said they watch less
than one hour a week, while 48%
watch between two and three
hours. Fourteen percent watch
three to six hours a week, while
16% watch more than six hours.

Almost twice as many of our re-
spondents buy records in a free-
standing record store as a mall loca-
tion (46% to 20%). This, coupled with
a response of 22% for discount re-
cord stores, affirms the fact that
these are somewhat older concert-
goers who favor alternative music
forms found where the selection is
greater. Department stores rated
only a 4% positive response.

Fifty percent of the sample had
bought catalog product of the act
they were watching that night,
while 38% had bought the act’s
most recent record.

“On Target” is a bi-weekly fea-
ture to help readers understand
more about consumer buying
habits and trends. The column is
based on retail research conduct-
ed by the Street Pulse Group, a
New York-based music industry
marketing consultancy of which
Mike Shalett is president.

For its primary retail survey
technique, Street Pulse distrib-
utes packets conlaining question-
naires and product to 50 retail
stores around the country. A
packet is handed out randomly
to a consumer immediately after
he or she has paid for a purchase,
and a $2 coupon, good for the con-
sumer’s next purchase at the
store, is the motivation for com-
pleting the questionnaire.

Licorice Pizza’s Disaster Plan in Place
Santa Ana Store Fire Was Test of Chain’s Resources

LOS ANGELES Management at
Licorice Pizza here says it has
forged the elements of a “disaster
contingency”’ plan that was tested
earlier this summer.

The galvanizing factor was a fire
July 10 that totally destroyed the
chain’s four-year-old Santa Ana
unit. Brought into play, according
to store operations vice president
Dennis Wingett, were myriad ele-
ments, ranging from basic human
resources practices of “‘taking care
of our people” to still-developing
concepts of computerization.

Ongoing review of insurance
policies, updating lease conditions,
maintenance of emergency agency
rosters and being sure district lev-
el and street level personnel
“know the plan’’ are all involved,
he says.

Licorice, a subsidiary of Durham-
based Record Bar, had previously
put together the pieces of an overall
disaster contingency plan. As an ex-
ample, the Red Cross came into the
Glendale offices and ran through an
earthquake scenario for manage-
ment. Insurance policies are con-
stantly reviewed and updated.

That the chain was adequately
prepared became obvious when the
chain’s Wingett, Ruth Sims and Lee
Cohen arrived around 10 a.m., when
the ruins were “still smoldering”
from the conflagration that had be-
gun around 1 a.m.

Sims is now senior vice president
and general manager of Pizza, suc-
ceeding Cohen, who has left to pur-
sue other interests. Speaking of the
experience, Cohen says, ‘“‘By the
time we got there, personnel in

Glendale had notified all the people
at the store.”

Prime elements fell into place im-
mediately: informing insurance car-
riers, the police and so on. “All the
energy went to the people aspect,”
says Cohen. “That’s our mind set.
The leadership came into play. It
didn’t even involve upper manage-
ment at that time.”

Relating the events, Wingett says
assistant store manager David
Gregg was informed of the blaze by
an alarm company around 1 a.m. He
immediately called store manager
Julie Flibbert. Many of the store’s
20 full- and part-time employees
were called even before Glendale
started telephoning the roster.

“Our intention was to quickly in-
form employees that their average

(Continued on page 25)
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Dancing in the City. TBA/Palo Alto recording artist George Howard recently
stopped by City 1-Stop in Los Angeles in support of his album “Dancing in The
Sun.” Pictured with Howard, center, at City’s offices are Sam Ginsburg, general
manager of City 1-Stop, left, and Mitch Perliss, buying chief.

D.C. “Warehouse’ Mall
Will House Three Ghains

BY BILL HOLLAND

WASHINGTON Three East
Coast chains are co-tenants in a
unique experiment: a 1.3 million
square foot “warehouse’-style dis-
count mall located in the outlying
suburbs of Northern Virginia that
will depend on heavy advertising of
its upscale-but-low-price stores and
high-volume auto traffic from near-
by Interstate 95 for its success.

Waxie Maxie’s, Kemp Mill Rec-
ords and Record World say they
have all signed leases to be part of
the complex, Potomac Mills Shop-
ping Center, in Dale City, Va. The
center, the brainchild of Western
Development Corp., is the largest
“off-price’’ mall in the world, ac-
cording to a Western spokesperson.

Why three record stores? Western
says the $97 million center can han-
dle all three. And, as David Blaine,
general manager of Waxie Maxie’s,
puts it, “To combat competition from
other malls, Potomac Mills must of-
fer consumers the broadest possible
choices or else they’ll go elsewhere.”
In most other cases, a record store
will sign an exclusivity agreement
with mall owners.

The Waxie Maxie’s store opened
last week as part of the grand open-
ing of Potomac Mills. A total of 80
stores, including Record World in
October, will open as part of “phase
one’’ of the project; eventually,
there will be more than 170 stores,
including a Kemp Mill outlet due to
open during “phase two” next year.

Blaine says that the Waxie outlet
will feature ‘““a broad variety of
products and sharp promotional
pricing,”’ and that the product
spread will be similar to that at oth-
er Waxie units but with “a heavy
emphasis on promotional lines at
significantly reduced prices, includ-
ing a lot of midpriced lines, budget
product and accessories.”

The 3,600 square foot store will
have a “stylized warehouse motif,”
Blaine says, with “three truck trail-
ers projecting out of the store’s left
display wall” that will serve as focal
points for major in-store display.

Referring to the Washington
market as ‘“the most competitive
market in the nation,” Blaine says
the going “will be tough” with Rec-
ord World and Kemp Mill also at Po-
tomac Mills, but adds that he hopes
Waxie will be the winner “when the
cream rises.”

Tom Pettit, director of merchan-
dising at Record World, says the
new outlet will be the chain’s ninth
store in the Washington-Baltimore
area (it has a total of 63). ‘““We're go-
ing to have to discount, of course,”
he says. “That’s in the lease. So I
think we're going to have to show a
little more aggression.”

Pettit adds that “in general, the
store fixtures and displays will be a
little different than our other
stores—platform displays on the
walls near the front, and what we call
a ‘boat,” a raised center display in the
center near the front. The ceiling will
be a dropcloth affair.”

The Record World store, set to
open in mid-October, will be about
3,500 square feet, according to Pettit.

Howard Applebaum, president of
Kemp Mill, says that he signed the
lease for a 2,500 square foot store
with Western six months ago, and
that he was familiar with the com-
pany because of their mutual in-
volvement in strip malls. There are
no details yet on the layout of the
store, planned for a 1986 opening.

The Potomac Mills Shopping Cen-
ter, which is a 30-mile drive from
D.C,, plans to draw trade not only
from Washington and its suburbs,
but from Richmond and Baltimore
as well. Heavy ad budgets have
been planned. A Western spokes-
person says that the mall's largest
stores are in the range of 100,00 to
150,000 square feet, and will include
such discount retail successes as
Waccamaw’s Pottery and Cohoe’s
as “anchor stores.”

As Sherry Lewis of Potomac Mills
explains: ‘“People drive for hun-
dreds of miles to shop at these
stores.” Also planned for 1986 is an
IKEA outet. IKEA, a Swedish firm,
is the largest fashion retailer in the
world.

25th Anniversary Meet Looks to the Future

Record Bar Holds a Fiery Gonvention

BY FRED GOODMAN

HILTON HEAD, S.C. Improving
business through personal and pro-
fessional growth emerged as the
theme of this year’s Record Bar
convention, held here from Sept. 11-
15. The annual confab, which might
have been expected to provide a nos-
talgic look back to where the 193-
store chain has come from since it
coincided with the outfit’s 25th anni-
versary, was instead keyed con-
sciously towards the present and
the future.

At the heart of the convention’s
schedule was a two-and-a-half-day
seminar conducted by Tony Robbins
of the California-based Robbins Re-
search Institute, which included a
voluntary walk across 2,000-degree
coals for employees. Dramatic and
attention-grabbing as the fire walk
was, the event was downplayed
time and again by Robbins.

“This is not about fire walking,”
Robbins told assembled Record Bar
employees, including managers and
home office personnel. “It’s about
dealing with fear and limitations.
We are using the fire walk as a met-
aphor for transformation.”

The seminar was the end result
of a longer program and analysis
planned by Robbins specifically for
Record Bar. Prior to the conven-
tion, a group of the chain’s most
successful managers spent time

with Robbins in California, where
he extensively interviewed them to
glean their strategies and habits in
an attempt to develop a model of
success that could be taught chain-
wide. The results of those inter-
views produced the program for
the seminar.

Combining two basic maxims—
that success leaves clues, and that
the ability to focus totally on a task
is a key to being effective—Robbins
pointed to the ‘“modeling” of suc-
cessful managers and the fire walk
as demonstrations.

Robbins’ professional paradigm,
developed within a construct
dubbed Neuro-Linguistic Program-
ming, held that talent, and in this
case running an effective and effi-
cient store, can be duplicated by
copying the “clues’ of success.

That modeling is achieved
through duplicating a person’s be-
lief system, mental syntax and
physiology. Toward that end, the
seminar focused on reading and re-
sponding to cues and studying be-
havior within the store. Exercises
demonstrating how to “read” and
emulate strategies accounted for
much of the seminar’s time.

Skepticism was both expected
and encouraged by Robbins and
Record Bar’s management, espe-
cially concerning the fire walk. The
purpose—to demonstrate that peo-
ple are capable of things that they

deem impossible—could be achieved
with or without participation in the
walk, and no pressure was brought
to bear on employees. Less than
half of those in attendance actually
made the walk.

Robbins’ involvement in Record
Bar was an outgrowth of the partic-
ipation last year by the chain's
chairman, Barrie Bergman, and its
president, Ron Cruickshank, in one
of his seminars.

While the fire walk was the dra-
matic event of the convention, the
meet also marked the first time that
managers from Record Bar and the
recently acquired Licorice Pizza
chain of California got together for
a national meeting. As part of that,
the company unveiled a new logo,
RBI, to encompass all operations
under a unified heading.

Whether by design or not, the fire
walk proved a catalyst for breaking
down barriers and trepidation that
may have existed between the two
operations: On the last night of the
convention, managers from both
Record Bar and Licorice Pizza con-
verged in a hotel haliway for an im-
promptu 4:30 a.m. “ice walk.” Emp-
tying the contents of an ice maker,
managers supported each other as
they traversed the walk, with the
exercise eventually ending at the
combined insistence of the hotel
management and South Carolina
state troopers.
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On the Beam

BY SAM SUTHERLAND

A weekly column focusing on de-
velopments in Compact Disc hard-
ware and software.

A SHOT IN THE ARM for the en-
tire jazz market might be the most
succinet summary of the Compact
Disc medium as it was explored on
Sept. 14 at a panel on the configura-
tion held during the Jazz Times
Convention in New York. Moder-
ated by an understandably upbeat
Larry Rosen of GRP Records, who

has previously attributed his indie
label’s bullish sales growth to its
early commitment to digital record-
ing, the session reflected significant
strides made by jazz labels towards
exploiting the explosive CD market.

According to Peter Keepnews,
our intrepid reporter for that hud-
dle, Rosen, who hailed CD as “the
most positive thing that we’ve
found in jazz in years,” measured
the progress to date by noting how
quickly jazz entrepreneurs have
moved into the field. This year, label
reps attending the jazz summit

FOR WEEK ENDING SEPTEMBER 28, 1985

were mulling specific market prob-
lems and individual success stories;
last year, by contrast, the Jazz
Times CD seminar was devoted to
explaining the basics of the technol-
ogy.

Now, say most labels, the intro-
duction of jazz is helping to boost
the idiom’s prominence substantial-
ly, owing to the nearly identical de-
mographic profiles for both the jazz
audience and the embyronic Com-
pact Disc consumer base. That con-
gruence is enabling labels to post
impressive market share quickly for

the new format. By way of example,
Jonathan Rose of Gramavision
said that while the genre’s share of
European LP sales runs between
2% and 6%, he now estimates that
21% of CD sales there are in jazz.

Less apparent, Rose added, is the
medium’s success in piquing overall
interest in jazz: CDs, he suggested,
are going to turn a lot of jazz fans
on to other styles of jazz to which
they may not currently listen.

Not surprisingly, the view from
PolyGram (which distributes Gram-
avision) proved even more robust.
Director of jazz Richard Seidel
cited the configuration’s share of
overall dollar volume in jazz as
reaching 35% during 1984. This

year, Seidel said, he expects that
figure to rise to 45%, and during
1986, he projected that Compact
Discs will represent more than 50%
of the dollar volume generated for
all PolyGram jazz product. Such im-
pressive figures will be paced by the
company’s now massive commit-
ment to jazz on CD, which will in-
clude about 125 titles by next
month.

Meanwhile, jazz radio stations are
likewise held to be moving ahead
with Compact Discs as broadcast
sources. Gary Walker of Newark
public radio station WBGO admit-
ted that radio has been “slow to em-
brace any new medium,” but

(Continued on page 26)

©Copyright 1985, Bitlboard Publications, Inc.

No part of this publication may be reproduced, stored
in any retrieval system, or transmitted, in any form

or by any means, etectronic, mechanical, photocopying,
recording, or otherwise, without the prior written

™ permission of the publisher.

/ & &
& (o} QY . i & (o) .1? T
‘s}' 3““"/ Y(’ é’ Compited from a nationat sample of retait sates reports. ‘gf s““‘/ ‘%” \‘0 Compiled from a nationat sampfe of retail sales reports.
E) Z] &) & o / O
£ é‘ /@ / arust TITLE o /& /&/@/ TmE ARTIST
A ~ v S LABEL & NUMBER/DISTRIBUTING LABEL Kt \?‘ v S LABEL & NUMBER/DISTRIBUTING LABEL
1| 1| 3| 17 | DIRE STRAITS warner 8R0S 225264 2 weeks at No. One BROTHERS IN ARMS 1| t | 1 | 18 | BERNSTEIN: WEST SIDE STORY 06 415253 TE KANAWA CARRE;ige(g‘é;;g‘;E?’zj
2 2| 2 | 18| BRUCE SPRINGSTEEN cOLumeia cK 38653 BORN IN THE USA. 2 | 2 | 3 | 13 | AMADEUS SOUNDTRACK  rantasy waw-1791 REVILLE Eee
3| 3| 1 | 18| PHILCOLLINS artantc 281240 NO JACKET REQUIRED 3 |PeBISEtiRizl| T'ME WARP TEuarcigolos e
4| 4| 4| 9 | STINGaemcoa7s0 DREAM OF THE BLUE TURTLES 4 | 4 | 5 | 18 | TCHAIKOVSKY: 1812 OVERTURE TELARC 80041 S CITL
5 | 5 | 5 | 18 | TEARS FOR FEARS MERCURY 824.300.2/POLYGRAM SONGS FROM THE BIG CHAIR 5 | 5 | 4 | 18 | STARTRACKS retarc 80094 B
6 | 7 | 18| 3 | BILLY JOEL coLumaia c2x 40121 GREATEST HITS VOLUMES | & il 6 | 6 | 6 | 18 | TELARC SAMPLER #1  TeLaRC 80101 T
7 6 7 18 BRYAN ADAMS a&m CD 5013 RECKLESS 7 7 3 18 THE BEST OF WOLFGANG AMADEUS MOZART  phiLiPs 412-244 s
8 | 8 | 6 | 7 | TALKING HEADS SiRe 2-25305/WARNER 8ROS LITTLE CREATURES 8 | 8 | 7 | 18 | WEBBER: REQUIEM  ancEL FO 38218 BN R
9 | 9 | 8 | 18| PINKFLOYD HarvesT co 26001/CapiTOL DARK SIDE OF THE MOON 9 | 9 | 10 | 18 | BEETHOVEN: SYMPHONY #9  0G 410-987 N )
10 | 10 | 10 { 18 | HUEY LEWIS & THE NEWS CHRYSALIS VK 41412 SPORTS 10 | 10 | 11 | 18 | HAYDN/HUMMEL/L MOZART: TRUMPET CON.  cas mk.37846
WYNTON MARSALIS, NATIONAL PHILHARMONIC ORCH. (LEPPARD)
11| 13| 13| 5 | CREEDENCE CLEARWATER REVIVAL FANTASY £CD 623.CCRZ CHRONICLES 11 IEERERERIRIE PACHELBEL: CANON  rCRCDI 5468 Y
12 1 12 18 SADE PORTRAIT RK-39581/EPIC DIAMOND LIFE 12 | 11 9 18 COPLAND: APPALACHIAN SPRING  teLARC 80078 PO
ANTA SYMPHONY
PRINCE & THE REVOLUTION TELARC SAMPLER #2  TELARC 80102
13 PRSI | PRINCE & THE REVOLUTION AROUND THE WORLD IN A DAY 131 131 121/ 18 ——
14 | 15 | 17 | 10 | EURYTHMICS Rca Pco 15429 BE YOURSELF TONIGHT 14 | 14 | 15 | 18 | MOZART: REQUIEM  LOiseau LYRE 411712
ACADEMY OF ANCIENT MUSIC (HOGWOOD)
15 14 11 18 MADONNA SR 2-25157 /WARNER BROS. LIKE A VIRGIN 151 16 | 16 14 BACH: UNACCOMPANIED CELLO SUITES  cas m2-37867
YO-YO MA
16 16 9 18 TINA TURNER cariTOL CD 46041 PRIVATE DANCER 16 15 14 18 BEETHOVEN: SYMPHONIES #5 & 6 0G 413-932
BERLIN PHILHARMONIC (KARAJAN)
17 24 21 18 WHAM! coLumBia ck 39595 MAKE IT BIG 17 | 17 18 18 AVE MARIA  PHILIPS 412629
KIRt TE KANAWA
18 | 18 [ 16 | 18 | JOHN FOGERTY warNER BROS. 2.25203 CENTERFIELD 18 | 20 | 22 | ¢ | AMERICA, THE DREAM GOES ON  prips a12:627
BOSTON POPS (WILLIAMS)
19 | 19 | 15 | 7 | U2 s.aND 2:90231/ATLANTIC THE UNFORGETABLE FIRE 19 | 18 | 17 | 18 | GERSHWIN: RHAPSODY IN BLUE  TELARC 80058
} CINCINNATI POPS (KUNZEL)
2 | 17 | 20 | 16 | PINK FLOYD coLumaia C2K 36183 THE WALL 20 | 19 | 19 | 7 | GERSHWIN: RHAPSODY IN BLUE  cas mk-39699
MICHAEL TiLSON THOMAS
21| 2| 22| 4 | REM.Rs 5592/mcCa FABLES OF THE RECONSTRUCTION 21 | 21 | 21 | 8 | STRAUSSFEST Teuarc 80098
CINCINNATI POPS (KUNZEL)
2| | — 2 WHITNEY HOUSTON ARISTA ARCD 8212 WHITNEY HOUSTON 22 | 22| 20 | 18 | WITH A SONGIN MY HEART  puiuies 412625
JESSYE NORMAN, BOSTON POPS (WILLIAMS)
23| 25 | 24 | 4 | THE POINTER SISTERS Rca PcD 1.5487 CONTACT 23 | 23 | 23 | 18 | BOLLING: SUITE FOR CELLO AND JAZZ PIANO TRIO  cas wx-39059
YO-YO MA, CLAUDE BOLLING
2 20 19 18 DON HENLEY GEFFEN 2-24026/WARNER BROS. BUILDING THE PERFECT BEAST 24 | 2 2 18 MAMMA  LONDON 411-959
LUCIANO PAVAROTTI (MANCINI)
25 | 30 | 28 | 14 | STEELY DAN mcaD5570 DECADE OF HITS 25| 25 | 25 | 5 | PUCCINI:TOSCA  ancewcB47174
MARIA CALLAS
23 | 23 | 15 | HOWARD JONES ELEKTRA 9603902 DREAM INTO ACTION 2 | 28 | — 2 BERLIOZ: SYMPHONIE FANTASTIQUE  angeL coc-47278
PHILADELPHIA ORCHESTRA (MUTI)
27 28 25 9 PAUL YOUNG coLUMBIA CK-39957 THE SECRET OF ASSOCIATION 27 % % 12 BAROQUE SOLOS AND DUETS  cBS MK-39061
WYNTON MARSALIS, EDITA GRUBEROVA
8 NEW)D MOTLEY CRUE ELEKTRA 960418.2 THEATRE OF PAIN 28 | 27 | 27 | 3 | RAMPAL'S GREATEST HITS  casmk3as61
== JEAN-PIERRE RAMPAL
2| 21 | 27| 3 | THE POWER STATION capiToL COP 46127 THE POWER STATION 29 NEWD KARAJAN FESTIVAL  0G 415340
HERBERT VON KARAJAN
30 26 30 18 LIONEL RICHIE MOTOWN 6059 MD CAN'T SLOW DOWN 30 2 23 18 THE ART OF BEVERLY SILLS  ANGEL Av-34017
BEVERLY SILLS

24

WwWWW americanradiohistorv com

BILLBOARD SEPTEMBER 28. 1985



www.americanradiohistory.com

Standing Before the Bar. The Durham, N.C.-based Record Bar chain marked its 25th anniversary
during the annual chainwide convention in Hilton Head, S.C., Sept. 11-15. The meeting was also the
first national confluence of managers from both the recently acquired Licorice Pizza chain of California
and Record Bar. The convention (separate story, page 23) saw the debut of a new corporate logo,
RBI, encompassing all Record Bar ventures under a single head, and an intensive seminar including a

etailing

fire walk by employees. Also on the agenda was the annual awards dinner. Pictured during the dinner
are, from left; Barrie Bergman, chairman of the board of The Record Bar Inc.; Michelle Cacho,
manager of Record Bar #65 in Eastland Mall, Charlotte, N.C., accepting the award for manager of the
year; and Tommy Flisek, manager of Record Bar #96 in the Oaks Mall in Gainesville, Fla., accepting
the award for store of the year.

LICORIGE PIZZA’S DISASTER PLAN

(Continued from page 22)

weekly pay would extend to even a
second week if need be, and that as
many as possible would be trans-
ferred to nearby stores,” Wingett
says.

An initial strategy meeting in-
volved Wingett, human resources
director Carolyn Knights, district
manager Nick Mrvos, Flibbert and
Gregg. One of the store employees
arranged for a meeting room in a
building where a relative works.

“Seventy-five percent of the em-
ployees were transferred” to either
a week-old store in South Coast Pla-
za, an eight-year-old unit in Orange
or an 11-year-old Costa Mesa store
now being relocated one door away
and doubled in size, says Wingett.
“All except some part-timers who
rode bikes or walked to work”
transferred.

Gregg is now assistant manager
at the Costa Mesa, unit and Flibbert
has been “helping us a lot in a cou-
ple of stores as manager for vaca-
tioning managers,” Wingett says.

Another priority on the day of the
fire was to design a print advertise-
ment to inform the community.
“The ad had at least a couple of pur-
poses,” Wingett says. “One was to
alert customers to our nearby
stores, and another was to an-
nounce we were waiving late
charges on movies out on rental.”

Destroyed along with the store
were all video rental documenta-
tion, ‘“so that essentially people
could have naver brought back mov-
ies. I was really surprised at how
people did, in fact, go out of their
way to return rentals. It’s a shame
2% of the customers give the public
a bad reputation when 98% of the
people are super.”

Wingett edds that local Santa
Ana independent video dealer John
Pough of Videocassettes Unlimited
also volunteered to assist custom-
ers. ‘““We have been active in
VSDA,” says Wingett, suggesting
that one other benefit of local
VSDA chapters is networking dur-
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ing disasters.

Computerization of video rental
transactions with eventual trans-
mission of data into Glendale could
conceivably be a bulwark against di-
saster losses, Wingett indicates. He
says the chain is studying applica-
tions of store terminal to headquar-
ters mainframe transmission.

“It’s difficalt to cover every con-
tingency, though,” he adds. “Many
plans call for automatic transmis-
sion during off-hours on a relay ba-
sis. So a stor2 may be scheduled for
3:30 a.m.-3:45 a.m., and something
could occur before that increment in
time.”

Like most chains, Licorice has a
night courier system in place. A se-
curity box outside the store is used.

“Ironically, in this case, the fire
started before the pickup,” says
Wingett. “The Fire Dept. said the
box was still locked when the
trucks arrived, but there was noth-
ing inside except ashes.”

EARL PAIGE

TOUCH That DIAL!

Get fast results with ACTION-
MART, the Billboard Classi-
fied.

Call our Hotline at (800) 223-7524,
and tell Jeff you want to see some
Action!

New Releases

ALBUMS

The following configuration ab-
breviations are used: LP—album;
EP—extended ploy, CA—cassette,
NA—price not available. Multiple
records and/or tapes in a set ap-
pear within parertheses following
the manufacturer number.

POP/ROCK
BLACK FLAG
In My Head
LP SST SST-045/$8.98
CA SST-045/$8.98
HUSKER DU
Flip Your Wig
LP SST SST-055/$8 98
CA SS7-055/$8.98
NENA
It’'s All In The Game
LP Epic FE 40144/CBS/no list
CA FET 40144/n0 list
PLATINUM BLONDE
Alien Shores

LP Epic BFE 40147/CBS/no lis
CA BET 40147/no list

SKY

The Great Balloon Race
LP CBS FM 42052/na list

CA FMT 42052/n0 list
SMASH PALACE

LP Epic FE 40075/CBS/no list
CA FET 40075/no list

BLACK
AYERS, ROY
You Might Be Surprised
LP Columbia FC 40022/CBS/no list
CA FCT 40022/ no0 hist
NICOLE
What About Me?

LP Portrait BFR 40019/CBS/no list
CA BRT 40019/no list

COUNTRY
McCLAIN, CHARLY
Biggest Hits
LP Epic FE 40186/CBS/no list
CA FET 40186/no list
THOMAS, B.J.
Throwin’ Rocks At The Moon

LP Columbia FC 40157/CBS/no list
CAFCT 40157 /no list

CLASSICAL

BLANCHARD
New Earth Sonata

(Continued on page 26)

DIVIDER GARDS

ALL SIZES AVAILABLE

156; and up
Why Pay More?

Direct from Manufacturer
Call or Write

Sam Lempert
(718) 802-0300
544 Park Avenue, Brooklyn, NY 11205
AL-LEN CUTTING CO.

Special Volume Rates

We Buy Used and
Obsolete Cards
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NEW RELEASES

(Continued from page 25)

Laws, Jones, Corea
LP CBS Masterworks M 39858/CBS/no list
CA MT 39858/no list

VARIOUS ARTISTS

Lully: Te Deum

LP CBS Masterworks IM 39212/CBS/no list
CA IMT 39212/n0 Iist

VARIOUS ARTISTS

Puccini Heroines

LP CBS Masterworks M 39097/CBS/no hist
CA MT 38097/no list

WAGNER

Die Walkure—Act |
New York Philharmonic, Mehta

ON THE BEAM

(Continued from page 24)

claimed that his station has recently
been “jumping” on available jazz
CDs, spurred by listener response.
Still, Compact Discs still require
fine-tuning in their presentation to
consumers. Seidel complained that
too many CDs are released with in-
adequate liner information, a ecriti-
cal oversight in a market now prom-
inently devoted to historical pack-
ages and catalog reissues. And, he
added, labels should strive to secure
the best possible master source.

BECOMMENDED READING this
week would have to include a pru-
dent update on analog disk technol-
ogy by The New York Times’ Hans
Fantel, which appeared in the Sun-
day Times’ Sept. 15 arts section.
Fantel, among the most eloquent

MUSICLAND CONVENTION

(Continued from page 22)

uals that include direction to part-
timers.

Arnie Bernstein, senior vice presi-
dent of operations, explained that
district managers were assembled
in 1981 and some senior managers
and store managers were involved
in a 1979 meeting. “This one is pret-
ty momentous,” he said, speaking
of the convention, held at Radisson
South and at the firm’s headquar-
ters.

Myriad elements of Musicland's
rebound and new assertiveness
were detailed by Eugster. They
ranged from completion of a com-
puterized inventory system and la-
ser-read returns cycling line to a
new look for stores, featuring a
browser bin styled in tubular bas-
kets adaptable for various configu-
rations.

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

America's 1
Fun Combat Simulator!

M sfinan

Challenging ang Exciting A Comba
From the Modern Elecironic Cockph 1

From your distributor or

_ MicroProse Software
301 /667-1151

champions of digital technology in
general and Compact Discs in par-
ticular, offers wise counsel on the
likely life expectancy of LPs.

“It’s too early to think of dino-
saurs,” Fantel warns ‘‘the more im-
patient prophets of the digital age,”
arguing that the far vaster avail-
able inventory in black vinyl insures
ongoing market viability. He con-
cludes that “until CD’s catch up
with the prodigious musical diversi-
ty of the LP catalog, numbering
some 40,000 titles, LP and CD will
continue to exist side by side.”

Fantel then offers an update on
how turntable designers are con-
tinuing to refine LP playback sys-
tems to minimize audible differ-
ences between the two configura-
tions. In light of the current quality
standard for analog disks—which,
to these ears at least, have reversed
the downwward quality trend of the
last decade, and now, in many cases.
mark a new high point in technical
capability—Fantel’s advice should
be seriously heeded by dealers, even
as they seek to broaden their CD of-
ferings.

LP CBS Masterworks IM 33745/CBS/no list
CA IMT 39745/n0 list

COMPACT DISC
BREAM, JULIAN
Music Of Spain, Vol. 7:
A Celebration of Andres Segovia
€D RCA Red Seal RCD1-5306/n0 hst
FELICIANO, JOSE
Como Tu Quieres

€D RCA ICD1-7338/n0 hst
JOSE, JOSE

Reflexiones

€D RCA ICD1-6051/no list
MANDRELL, LOUISE
Maybe My Baby

€D RCA PCD1-5454/n0 hst
PRESLEY, ELVIS

Elvis’ Christmas Album

€D RCA PCD1-5486/n0 hst
RUBINSTEIN, ARTHUR
Chopin: The Waltzes

€D RCA Red Seal RCD1-5492/n0 hst
VARIOUS ARTISTS
Puccini: La Boheme

€D RCA Red Seal RCD2-0371/n0 hst

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

HOME VIDEO

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

FOR WEEK ENDING SEPTEMBER 28, 1985

FILMS

ADAM
Daniel J. Travanti, JoBeth Williams
A& ¥ USA Home Video 215-614/IVE/$59.95

AN AMERICAN WEREWOLF IN LONDON
David Naughton, Jenny Agutter,

Griffin Dunne

A ¥ Vestron Video 5101/$79.95

THE ART OF MAKING PICTURES
& ¥ increase Video IV-040/$29.95

COMEDY VIDEOS
John Belushi, Dan Aykroyd, John Candy
A ¥ Vestron Video 3120/$59.95

THE DISCREET CHARM

OF THE BOURGEOISIE

& ¥ Media Home Entertainment CC8000/
$59.95

ERENDIRA

Claudia Ohana, Irene Papas

& ¥ Media Home Entertainment CC8001/
$59.95

THE FABULOUS FLEISCHER FOLIO—
VOLUME 3

Animated

& ¥ Walt Disney Home Video 854/$49.95

LOU FERRIGNO'S BODY PERFECTION
Lou Ferrigno, Carla Ferrigno, Kurt Rambis
A ¥ USA Home Video 213-627/IVE/$39.95

THE G.I. EXECUTIONER

Tom Kenna, Vicki Racimo,
Angelique Pettyjohn

& ¥ Vestron Video 4378/$69.95

JUDGE HORTON AND

THE SCOTTSBORO BOYS

Arthur Hill, Vera Miles, Ken Kercheval

& ¥ USA Home Video 215-622/IVE/$59.95

JUST TELL ME YOU LOVE ME
Robert Hegyes, Lisa Hartman,
Debralee Scott

A ¥ Vestron Video 4346/$69.95
MAGIC—THE SLEEVELESS WAY
A ¥ Increase Video IV-039/$29.95
METROPOLIS

& Vestron Video 5090/$34.95
MURDER: NO APPARENT MOTIVE
John Brotherton, Karen Levine,
Joan Ranquet

& ¥ Vestron Video 4388/$69.95

PAULINE AT THE BEACH
& ¥ Media Home Entertainment CC8002/
$59.95

PERILS OF GWENDOLINE
Tawny Kitaen
& Vestron Video 5071/$34.95

PETER AND THE WOLF AND OTHER
TALES

Ray Bolger, Jake Hathcock, Ray Dawe
& ¥ Vestron Video 3103/$59.95

THE PREMATURE BURIAL
Ray Milland, Hazel Court, Richard Ney
A ¥ Vestron Video 4345/$69.95

PROFESSIONAL TIPS
FOR EASY WALLPAPERING
A& ¥ Increase Video 1V-043/$29.95

PUMPING IRON II: THE WOMEN
Rachel McLish, Bev Francis, Lori Bowen
& ¥ Vestron Video 5093/$79.95

THE PURPLE ROSE OF CAIRO
Mia Farrow, Jeff Daniels, Danny Aiello
¢ & Vestron Video 5068/$29.95

STILL THE BEAVER—VOLUME 3
Barbara Billingsley, Tony Dow,

Jerry Mathers

& ¥ Walt Disney Home Video 739/$59.95
STORIES AND FABLES—VOLUME 14
& ¥ Walt Disney Home Video 844/$49.95
STORIES AND FABLES—VOLUME 15
A ¥ Walt Disney Home Video 845/$49.95
UTILITIES

& Vestron Video 5059/$34.95

WAR CHRONICLES VOLUME |

& ¥ USA Home Video 212-620/IVE/$29.95

WAR CHRONICLES VOLUME Il
A ¥ USA Home Video 212-621/IVE/$29.95

To get your company's new video releases
listed, send the following information—Ti-
tle, Performers, Distributor/Manufacturer,
Format(s), Catalog Number(s) for each for-
mat, and the Suggested List Price (if none,
indicate "“No list or Rental")—to Linda
Moleski, Billboard, 1515 Broadway, New
York, N.Y. 10036.
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L/ X/E/ TALE Publisher Remarks n|l<|slo| 2| =2 +]| 0| O
1 4 22 | GATO lSn[::ectrum LicloByte Strategic Game ®
2 2 30 | F-15STRIKE EAGLE Micro Prose Air Combat Simulation Game. ® ® [} [}
3 3 | 28 | KARATEKA Broderbund Action Arcade Game. ) ®
4 1 90 FLIGHT SIMULATOR Il Sublogic Simulation Package [ ] [ ] [ ]
5 7 98 FLIGHT SIMULATOR Microsoft Simulation Package [ ] [ ]
6 5 | 41 lng EE&HXTKER'S GUIDETO \ sicom Adventure Strategy Text Adventure. ® ® ® ® ® ® ®
7 {17 | 60 [ SARGONII Hayden Chess Game ® ® ® ®
=z 8 ] 3 JET Sublogic Flight Simulation ® ® ®
E 9 6 | 44 | GHOSTBUSTERS Activision Strategy Arcade Game ® ® [}
E 10 | 10 | 14 | WISHBRINGER Infocom Fantasy Adventure Game Y Y Y Y Y Y
o
E 11| 14 | 10 | AIRBORNE Silicon Beach Software  Action Game ®
bad | 12| 11 | 19 | SOLOFLIGHT MicroProse Fun Flight Simulation oo (oo
=
E 13| 8 31 BRUCE LEE Datasoft Adventure Game ® ® ®
14| 13 17 BEACHHEAD Il Access Strategy Arcade Game ®
15 15| 3 COLONIAL CONQUEST SSI Strategy Simulation ® ®
16 | NEWD> | WINTER GAMES Epyx Arcade Style Sports Game ® ® ® ®
17 19| 3 ggﬁﬁwggfﬁ A%FEOSS Activison Strategy Adventure Game ® ® ®
18 | 16 3 $ﬁ:{£ﬁ:ﬁgggﬁé‘é:; AND Broderbund Fantasy Adventure Game [ [
19| 18| 3 COUNTDOWN TO SHUTDOWN  Activision Strategy Adventure Game ° °
20 | NEW)> | DAVE WINFIELDS BATTERUP  Avant-Garde Baseball Training Simulation ® ® ®
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VCR.

former site of a general store.

..newsline..

CANADA WILL HAVE one of its first home video retail festivals in October,
courtesy of the Video Retail Assn., which held a somewhat controver-
sial event in Lake Tahoe ealier this year. The Toronto festival, titled
“Video Strategies . . . Eighty Five,” will run from Oct. 14-16 at the Met-
ro Toronto Convention Centre. It will be sponsored by the Video Retail-
ers Assn. of Canada and Video Guide, rather than by the VRA directly.
The VRA has also scheduled another event in the U.S., “Great Video
Gift Ideas,” which will be held in November in Anaheim.

POPINGO VIDEO is going to give consumers a $200 credit if they trade in
their old VCRs for a new machine the franchise chain is offering. The
new unit is a six-head General Electric unit with VHS Hi-Fi, 29-func-
tion full remote control, one-touch recording and other features. One
possible drawback: It seems from a Popingo fiyer that the retailer is
offering the machine at a suggested price of about $900. In today’s
market, even $700 is sometimes not a great price for a top-of-the-line

KONICA IS ALSO TRYING to use bonuses to get consumers to buy. The com-
pany has set up a gift redemption program for the holiday season. Ti-
tled “Gifts Plus,” it will run thorugh Jan. 31, 1986. A purchase of five
tapes will get consumers one Konica videocassette, three Konica GM-1
90-minute audiocassettes or three rolls of Konica color print film; 15
tapes will get a Casio Solar Calculator, 10 rolls of Konica color print
film or 11 Konica GM II 90-minute audiocassettes with carrying case;
50 tapes will get a Konica EFP-2 35mm camera with built-in flash, a
roll of film and a carrying case; 100 tapes will get a Konica MG camera
with audio focus, auto flash and auto load; and 150 tapes will get a
Konica TCX 35mm SLR camera or a black-and-white mini-tv with an
inch-and-a-half screen. The Konica T-120, L-500, L-750 or 8mm tapes
must be purchased. Sales receipts must be provided.

THE WINNER OF Embassy Home Entertainment’s $10,000 gold bar at the
Video Software Dealers Assn. convention in August was Donamaria
Cevicelow of Coplay, Pa. Cevicelow’s store, The Bijou, is located on the

TONY SEIDEMAN

Tower Records Steps Up
Gommitment to Music Titles

SACRAMENTO Tower Records is
expanding its inventory of music
video in all 34 of its U.S. record/tape
stores as part of a major expansion
of all video product. At a recent
meeting here, the chain’s first gath-
ering for video department manag-
ers, a number of strategies were
mapped.

According to Joe Medwick, newly
appointed director of marketing for
Tower Video, a dramatic change for
MTS (Tower's corporate umbrella)
will be “more centralized buying”
of video. Historically, Tower has es-
chewed central buying.

bought, rented,
hired, whatever you need,
we'll tell the world In

=
=

Cali Jeff Serrette today
—(B00) 223-7524 (NY
residents dial 212-
764-7388).

Medwick referred questions
about the details of Tower’s com-
mitment to music video titles in its
record stores to Russ Solomon, the
chain’s founder and president, who
was in meetings all week. He did,
however, say, “We will have deep
catalog [in music video] because we
are known for that.”

Medwick, who helped set up Tow-
er’s Lincoln Center video unit in
Manhattan and has been working in
Tower’s video section for ‘“‘the last
three years,” cites excellent results
with musie video in selected stores
as spurring the new push.

Among other moves MTS is mak-
ing in video is the establishment of a
central department here, Tower
Video Inventory Distribution
(TVID). Medwick describes TVID as
functioning in a number of ways, in-
cluding repackaging excess rental
stock: ‘“We package it, price mark it
and direct it to stores where we
think we can liquidate it at $29.95 to
$19.95.”

Tower currently has 29 video
rental and sales sections in its 34 do-
mestic stores and eight Tower Vid-
eo annex stores, for a total of 42
U.S. units. Three more are due
shortly in California, in Berkeley,
Brea and San Diego.

The chain also has its second
“pass-around” video checkout sys-
tem operating here in an experimen-
tal store that will be used for the
chain’s first computerized rental op-
eration.

Former Thief Offers Tips on Prevention
Increase in Shoplifting Addressed at VSDA Seminar

BY EARL PAIGE

WASHINGTON As home video is
increasingly merchandised in open
display, shoplifting will increase,
just as it did in the record business.
That's the view of theft expert Mike
McCaffrey, a confessed booster.

At a seminar here during the re-
cent Video Software Dealers Assn.
(VSDA) convention, McCaffrey indi-
cated that stores with long experi-
ence in foiling shoplifters have
helped forge a number of preven-
tive techniques.

McCaffrey, who heads his own
firm, To Catch A Thief, is a consul-
tant for Music Plus in Los Angeles,
typical of the record/tape chains
that have moved aggressively into
home video. He told of a technique
for alerting staff to the presence of
a shoplifter in action.

“We adopt a code word that is the
same as yelling ‘fire.” It might be
‘Downey,” a suburb where Music
Plus operates. Let’s say the shop-
lifter is in the Billy Joel section. The
staff person who observes this goes
on the PA and addresses the man-
ager, saying something like, ‘Dow-
ney wants to know if that Billy Joel
shipment is on the way.’

“All eyes of the staff people in
the store are now alerted to the per-
son in the Billy Joel section.”

Remaining alert to the possibility
of theft, McCaffrey emphasized, is
the most useful technique. He said
he believes that 65% of external

shrinkage occurs “at the point of
transaction.”

A key strategy, he noted, is to
avoid any distraction during the
change-making process. “Whether
it'’s spilling 10 pennies all over the
floor or some beautiful woman with
her boobs falling all over the
counter,” he urged, “close the regis-
ter at the least sign of deliberate
distraction.”

Especially facile, McCaffrey
pointed out, are those shortchange
artists who typically ask for change
immediately following a transac-
tion. “One woman makes about $700
a day doing this.”

Credit card scams cost merchants
$950 million annually, McCaffrey
estimated. He said he is against tak-
ing any card or driver’s license for
identification that is under lamina-
tion, which can obscure a phony
that doesn’t have sharp images.

Check artists are also crafty. The
thief expert recommended that
stores not stamp checks on the
back. Instead, he suggested using a
window stamp on the front of the
check into which stores can enter in
four spaces the information neces-
sary.

“Check scams rarely involve de-
facing the front of checks,” he said.
“Turn a check over. That's where all
the action is.”

Still on the subject of checks,
McCaffrey urged clerks to inspect
to see if one edge is perforated.
“Check fraud artists cut checks

with a paper cutter and won’t have
the perforated edge.”

Many hints on store design were
also offered, including the position-
ing of checkout counters and regis-
ters. “Make them walk by the regis-
ter,” he said. “If you don’t position
it correctly, they'll cut angles on
you going past it.”

Closed circuit cameras are less ef-
fective than two-way mirrors,
McCaffrey maintained. “They know
the cameras are fake. But how can
they tell who might be behind a mir-
ror observing them?”

The night security measures rec-
ommended by McCaffrey include
using lots if interior light. “Remem-
ber,” he said, “lights create shad-
ows. Burglars hate lights.” He also
recommended cane bolts inside
doors sunk into the concrete and
“any lock with a key that has five
points.”

A total management program is
indicated for erradicating internal
theft, McCaffrey said. “Theft fes-
ters. You have to motivate employ-
ees to snitch.” On the other hand, he
noted, employees caught stealing
present another problem.

“You have to have an iron solid
case for dismissal. It's better to
build a case on a lot of infractions of
policies rather than on the stealing.
Even a frivolous infraction can be
the ostensible reason for dismiss-
al—the word will get out on the real
reason,” without having the hassle

(Continued on page 28)

Missouri Franchisees’ Strategies

Adventurous Promotions at Adventureland

In this last of a three-part profile
of an Adventureland Video chain
in Missouri, the many promotions
and merchandising techniques
are examined.

SEDALIA, Mo. When Martin Eh-
man and Brent Smith first con-
ceived Adventureland Video, a basic
premise was that people in small
U.S. towns wanted in on all the ex-
citement surrounding home video.
In terms of promotion, Dwight and
Naney Dody carry out this idea with
a constant stream of events in their
10 stores.

Describing one of dozens of pro-
motions, the Dodys’ daughter Deb-
bie Smith says, “During the week
when it’s slow, we send out coupons
to various factories and busi-
nesses.”” Employees can redeem
these coupons from Monday
through Thursday.

Advertising is as constant as it
would be if the Dody stores were lo-
cated in one of the competitive met-
ro markets. Smith says she has
print ads every other week in Clin-
ton, Mo.

Here, where the Dodys have four
stores, their greatest concentration,
Smith has arranged with a nearby
radio station to promote a movie
trivia game. Airtime is reasonable:
$150 for 15 30-second spots.

At the west side store here, man-
ager Vickie Murray explains a cou-
pon promotion where customers get

one “buck” for each $3 rental. Five
of the bonus bucks earn a free mov-
ie rental Monday through Thurs-
day. Ten bucks earn three Amray
cases, 20 some blank tape, 30 a dust
cover and 40 a head cleaner.

Adventureland franchisees offer
lifetime memberships at a standard
$19.95. However, one promotion of-
fers 12 free rentals with that mem-
bership, with the added merchandis-
ing twist that just one bonus rental
is good per month. This strings
things out, Murray explains.

Although the membership fee re-
mains a stable $19.95, Nancy Dody
says that specials are scheduled at
least twice a month. ‘“We sell mem-
berships from $5 to $9.95 when side-
walk sales or other events are
held.”

One promotion philosophy strong-
ly pushed is the “sign up a friend”
plan. Although friends receive just
one free rental for mentoring a
member, Mrs. Doty indicates that
the promotion is a winner.

Adventureland stores jump on al-
most any angle for promotions. One
aimed at school children rewards
good grades. Students with all A’s
earn a free VCR rental plus two
movies, while C grades get just one
free movie. As with most promo-
tions, this one runs Monday
through Thursday to stimulate mid-
week traffic.

Newsletters to club members are
teeming with bonus offers. One re-

cent example was a coupon good for
one free VCR rental plus movie, to
customers numbered 201-500.

Many promotions are stimulated
by corporate headquarters in Salt
Lake City. An increasingly impor-
tant promotion is travel packages.
In fact, scanning the corporate
newsletter for stores, it sometimes
seems Adventureland has diversi-
fied into the travel business.

The Dodys have jumped into the
travel promotion whirl, too. They re-
cently offered a drawing for two
people to vacation at Lake of the
Ozarks.

More and more, the Dodys say,
they are finding their stores can be-
come a constant attraction in the
small towns where they flourish.
Diversification comes naturally.

Typically, because the
Adventureland formula requires
that all merchandise remain behind
counters so that customers have to
interact with clerks, there is ample
floor space. The Dodys’ first non-
video product was microwave ov-
ens, for sale outright and on a rent-
to-own plan.

“From that, we're going into radi-
os, televisions and other items,”
says Mrs. Dody. In fact, at the Clin-
ton hub store, daughter Debbie is
starting to offer services rather
than merchandise. “It’s a test,”
Mrs. Dody teases, ‘“so we don't
want to say anything more right
now.” EARL PAIGE

RILI BOARD SFPTFMRFR 28 19085

www americanradiohictorvy com

27


www.americanradiohistory.com

iideo retailing

Ohio Chain Gets Results
With ‘Gult Movie Festival’

BY EARL PAIGE

CINCINNATI Special theme pro-
motions have grown from occasion-
al events over a weekend to month-
long extravaganzas at Video Store
here, according to executive Lee
Hackman. He sees theme promo-
tions spurring plus business and
helping Video Store position itself
competitively.

One additional factor that Video
Store has discovered is the fact that
theme parameters need not be rigid,
and can allow more product
breadth. An example was a recent
“Cult Movie Festival.” Hackman,
the eight-unit chain’s promotion and
advertising director, readily agrees
that a lot of latitude was used in
choosing which titles fit the “cult”
theme.

“We selected 175 titles we felt
would be representative of our defi-
nition of ‘cult’,”” Hackman notes.
“Titles were chosen from all catego-
ries of movies in order to appeal to
all of our customers.”

As a dramatic example of
breadth, Video store sold 30 copies
of “Singin’ In The Rain”—hardly a
“cult” movie by most standards, al-
though 10 musicals were included in
the group. Sales were mostly one to
four per title, though six copies of
“It’s A Wonderful Life” were sold.

More dramatic for Hackman was
the way titles that gather nothing
but dust moved off the shelf in live-
ly rental volume. He says action on
“Mad Max’’ and “The Road War-
rior” was as expected. “But other
movies, many of which see very lit-
tle rental action throughout the
year, were suddenly renting 15, 20,
25 times per week’ during the
month.

Among the titles that performed
well were ‘“The Adventures Of
Buckaroo Banzai,” “Dawn Of The
Dead,” ‘“Repo Man,” ‘“‘Video-
drome,” “The Texas Chainsaw Mas-
sacre,” “Flesh Gordon,” “Orgy Of
The Dead,”” ‘“Basket Case,” ““A
Hard Day’s Night,”” ‘“‘Eating
Raoul,” “Blood Feast,” “Fritz The
Cat,” “The Wicker Man,” “Rock’n’
Roll High School,” ‘“Willie Wonka
And The Chocolate Factory,”
“Where The Buffalo Roam,” “At-
tack Of The Killer Tomatoes,”’
“Strange Brew’’ and ‘‘The Town
That Dreaded Sundown.”

Of course, pure ‘“‘cult” titles such
as “Eraserhead” and “Plan 9 From
Outer Space” performed well, but
Hackman says the promo’s main
value was in turning unexpected ti-
tles.

“Many customers found titles
they didn’t even know we carried,”
he says. ““And in turn, they told
their friends and neighbors about it.
We also observed a number of other
video stores’ customers coming to
us because their stores did not carry
many of these hits,” he adds, noting
that theme promotions help position
against competition.

Pricing for the promotion was $1
per day to rent. Two free rentals
were offered on any sale of a tape.
Members enjoy a 10% discount. Sep-
arate sections were set up to focus
attention on the sale.

Hackman says advertising costs
were low because “we relied main-
ly on word of mouth and mentions
in our monthly calendar. Our ‘Mov-
ie Hotline’' featured audio excerpts
from a number of movies as well,
prompting callers to rent or buy
the movie to satisfy their curiosi-

ty-”

FORMER THIEF OFFERS TIPS ON PREVENTION

(Continued from page 27)

of proving theft as a reason for dis-
missal.

McCaffrey had a nervous audi-
ence inspecting purses and back
pockets when he switched to every-
day personal security topics and
said he could find a billfold in a hotel
room in seconds: “It’s either going
to be in the suitcase or under the
dirty shorts.”

He also satisfied incredulous peti-
tioners who doubted he could boost
45 LPs in his trousers. “It takes

STORE DISPLAY RACKS
for VIDEO TITLES

GOPHER PROD CORP.

800/648-0958
2201 LOCKHEED
CARSON CITY, NV 89701

long practice in front of a mirror,”
he said. Again, McCaffrey said his
best allies are the store employees
who are not alert to every single
possibility for theft.

HOLD
THE
PHONE!

Dial 800-223-7524 toll free
to place an ad in ACTION-
MART, Billboard's classi-
fied advertising section.
For quick results, call Jeff
Serrette today (NY resi-
dents dial 212 764-7388).
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TOP VIDEOCASSETTES FenmaLs

§ Compiled from a national sample of retail store rental reports. o
O TE( w
§ Copyright Owner, Principal § _: %
"/ TITLE Distributor, Catalog Number Performers 28l &
1| 5| 3 | DESPERATELY SEEKING SUSAN Thorn/EMI/HBO Video TVA2991 REID LG 1985 | R
2|23 | mexunereosa e s o]
3 1 18 THE KARATE KID A ggﬁgcsolumbia Pictures Home Video 6- g::thxgschio 1988 | Pg
4 3 9 A SOLDIER'S STORY 4 ggﬁg%olumbia Pictures Home Video 6- Qwsrd(éa}s:ﬁins I 1984 | pg
5| 2 | 9 | FALCONAND THE SNOWMAN Orion Pictures Lol 198 | R
6 4 13 STARMAN A - gg;:/l(;olumbia Pictures Home Video 6- ieaf:ezrk‘:'gee;‘s 1984 | g
7[5 | snexa e IR
8 | 7 | 11 | ANIGHTMARE ON ELM STREET A Media Home Entertainment M790 S 1984 | R
M| RS RCA/Columbia video 6-20469 Cymhia Rnodes 1964 | PG13
10] 5 | 1| meramncono et o | v
11| 8 | 23 | THE TERMINATOR A Thorn/EMI/HBO Video TVA2535 A. Schwarzenegger 1984 | R
12 {19 | 3 | MRS.SOFFEL MGM/UA Home Video 800600 Diane Keaton 1984 | PG13
13|10 | 7 | THEMEAN SEASON A ?rszﬁ‘f/':asso Video TVA2981 e t:esre;::ngway 1985 | R
14| 9 8 PINOCCHIO Walt Disney Home Video 239 Animated 190 | 6
15 1 5 BLOOD SIMPLE ® (h;l(':c;eDFl:? éorp. 80139 #ah:cs: 'l;cDormand 1985 R.
16 | 13 | 15 | PLACES IN THE HEART A CBS-Fox Video 6836 e T 198 | PG
17 |3 2 THE SURE THING E:g::g :i::;?ntenainment 2178 f)(;r:;f?: ;?:cf:ga 1985 | PG-13
18116 13 MICKI & MAUDE A gg:g%olumbia Pictures Home Video 6- E:gltla:vmgore 1984 | P6-13
19| 18 | 13 | 2910 THE YEAR WE MAKE MGM/UA Home Video 800591 ?:,{nsf{“::’:; 194 | po
20| 15| 9 | INTO THENIGHT & 3’&‘:96552{%33";‘3‘;570 ﬁf@;ﬂiﬁ‘er 1985 | R
21| 17 | 16 | MISSING IN ACTION R I 460 800557 Chuck Norris 98 | R
22| 20 | 14 | prOTOCOL A WP OO, Goldie Hawn 1984 | PG
2| m | u] memvena o e e | o
24 | 24 | 20 | THECOTTON CLUB A (E)r:%g:s';ﬁ;ens»e Entertaioment 1714 Dicn Loy 194 | R
25 NEW’ A PASSAGE TO INDIA gg:/s(;olumbia Pictures Home Video 6- 6‘;:’;03:;; Asheroft 198 | g
26| 39 | 2 | LUSTIN THE DUST N o e 13 Jab Hunter 1985 | R
2|5 |7 | rorromea e e s |
28| 26 | 3 | KINGDAVID Paramount Pictures o 1284 Richard Gere 1985 | PG-13
29| 21 | 11 | JOHNNY DANGEROUSLY A CBS-Fox Video 1456 T;:';ﬁg'cgsgm" 198 | Pg
30| 2 | 12| BIRDIE AR Cokaabia Home Video 6-20457 Nicotas Coge - S
31| m | v | owea s i St e | o
32|30 | 18 | CITYHEATA Warner Floms vidos 11833 Burt 523.',‘3&?;’ REety (G
33 | NEWp | TURK 182 CBS-Fox Video 1460 Lol 1985 | P6-13
34| 27| 13| GHOULIES SIS Lisa Pefikan 1985 | P6-13
35| 38 | 8 | GONEWITHTHEWIND A ¢ MGM/UA Home Video 900284 3:3{:"%:?;‘ 1939 | 6
36|35 | 21 BODY DOUBLE A o gg:/l(iolumbia Pictures Home Video 6- ﬁ::’gnzacsrsitf)ff;m 1984 R
37| 3 | 9 | WRESTLEMANIA L — Various Artists 1985 | R
38 | NEWD> | PURPLE ROSE OF CAIRO (rion Pictures e rarrow 1985 | PG
39{ 32| 7 | MASSAPPEAL® 3’&‘?6?2.‘%33‘%‘3‘1’28 Jack Lemmon 198 | PG
40 | 34 | 21 | THIEF OF HEARTS e I Sl 1984 [ NR

@ Recording Industry Assn. Of America (RIAA) gold certification, sales of 50,000 units or suggested list price income of $2 miltion (20,000 or $800,000 for

non-theatrical made-for-home product). A RIAA certification for platinum, sales of 100,000 units or suggested list price income of $4 million (40,000 or $1.6
miltion for non-theatrical made-for-home product). Titles certified prior to Oct. 1, 1984 were certified under different criteria.) ® international Tape Disc Assn.
certification for gross label revenue of $1 million after returns or stock balancing.
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SONY VIDED SOFTWARE OPERATIONS has become an independent operating
company that will exist as part of the umbrella organization Sony In-
dustries. Current chief John O’Donnell will be president of the new
company, which was brought into life to help boost Sony’s Beta VCR
format and which quickly carved an identity of its own. The firm will
be relocating to a new address at 1700 Broadway shortly.

“GREMLINS™ IS ON Warner Home Video’s Christmas list this year. The
company is releasmg the title with a $79.98 list price and a Nov. 25 ship
date. “Gremlins,” which grossed about $160 million at the U.S. box-
office, will feature a digitally processed stereo soundtrack. As the film
itself takes place during the Christmas season, Warner will feature a
holiday theme in much of its advertising and promotional material.

“AMADEUS” GENERATED pre-orders of 136,000 units for Thorn EMI/Home
Box Office Home Video, while Embassy Home Entertainment’s “The
Sure Th'ing” shipped 110,000 units on pre-orders, according to the two
companies.

UNITED ENTERTAINMENT INC. has reduced prices on the 24 titles in its
“Devils, Demons & Monsters” catalog to $29.95 until Dec. 31. Titles in
the catalog include ‘“The Devil's Rain,” “Scream Bloody Murder,”
“Dracula’s Dog,” “House Of The Living Dead,” “Dr. Black & Mr.
Hyde” and “The Night Visitor.”” The company has also slated the re-
lease of “Manson” for Nov. 5, with a list or $59.95; picked up four fea-
tures from Greydon Clark Productions, Inc.: “Bad Bunch,” “Revenge
Of The Cheerleaders,” “Hi-Riders” and “Black Shampoo”; and slated
what it calls a “Horror-Iffic Special” for October, giving one free copy
of “Toolbox Murders” with every purchase of “The Asphyx,” “Asylum
Of Satan” and “Crypt Of The Living Dead” together at $49.95 each.

“THE COCA COLA KID” is now a Vestron Video title. The company has
picked up the rights to the film and plans to release it in January. Be-
fore that, Vestron will be putting out its second cassette in cooperation
with Weight Watchers magazine, “Weight Watchers’ Guide To Dining
And Cooking.” List priced at $39.95, the title gives consumers tips on
low-calorie eating both inside the home and out.

THE GUTHRIE THEATRE of Minneapolis is getting into prerecorded video,
releasing its version of Charles Dickens’ “A Christmas Carol” on cas-
sette. The 90-minute title will be available via Apollo Video Corp. at
5229 Shoreview Ave. South, Minneapolis, Minn. 55417; phone: (612) 724-
5898.

HOW-TO MANUFACTURER Morris Video of Hermosa Beach, Calif., has got-
ten two sporting goods stores to sign to carry a full line of the firm's
product. New entries are Sportmart and Osham’s Sporting Goods. Sub-
jects explored in titles released by the company include golfing, bowl-
ing, basketball and soccer.

RIGHTS TO “Here Come The Littles” have gone to CBS/Fox Video,
which licensed the 76-minute feature from ABC Video Enterprises for
its Playhouse Video wing.

VIDEO LATIND has slated four new dealer promotions to boost sales of its
Spanish-language films. Among the ingredients: Stores will get two
free Tritech blank T-120 cassettes for every Video Latino film they
buy; for every 10 cassettes purchased, dealers will get a free T-shirt; to
boost its “Mucho Gusto” cooking series, the company will be giving
away free recipes in Spanish and English; and a special series of post-
ers is scheduled to boost the company’s latest releases.

SEA-TV HAS GONE to the Caribbean for its latest videos, doing two sepa-
rate shoots with sailor/author Donald M. Street Jr. The company is
currently preparing a new home video series on sailboat racing and
cruising, including the Street footage, with the first titles due out this
fall. SEA-TV currently has 35 nautically-oriented titles in its catalog.

VIDAMERICA WILL BE cutting prices on 12 of its top tiles to $29.95 as of
Oct. 10. “The Killing Of President Kennedy: New Revelations Twenty
Years Later,” “Kitty Foyle,” ‘“Under Capricorn,” “Oh! Calcutta!,”
“The Golden Age Of Comedy,” “The Bermuda Triangle,” “Center-
fold,” “A Lady Takes A Chance,” “James Dean: The First American
Teenager,” “Joan Of Are,” “Caring For Your Newborn With Dr. Ben-
jamin Spock’ and “Hey Abbott!” will all drop to that price.

VANGUARD VIDEGB may have found a “Gateway’’ to video sales, reaching a
deal with Gateway Films to release that company’s library of religious
and inspirational product to the home video market. About 40 features
are covered in the deal, including “The Cross And The Switchblade,”
“Great Bible Stories,” “The Rock That Doesn’t Roll,” “First Fruits,”
“Jesus Then And Now"” and ““Celebration Of Discipline.”

TONY SEIDEMAN

Saam Ome video

More Manufacturers Going Bilingual
Selected Titles Being Released in Spanish, French

BY JIM McCULLAUGH

LOS ANGELES It’s estimated
that there are some 20 million His-
panic households in the U.S. If one
factors in dual-language house-
holds, the figure could be as high
as 35 million, with a VCR popula-
tion ranging from three to four mil-
lion.

It’s no wonder many program
suppliers have begun to address
the Hispanic market in some fash-
ion. Some home video companies
have released or plan to release se-
lected titles either dubbed or subti-
tled in Spanish, while others are
still evaluating the potential of the
market.

Still other manufacturers are ad-
dressing the French-speaking por-
tions of Canada, primarily Quebec,
by making selected product avail-
able in that language.

While target Hispanic markets
for home video suppliers include
California and other Southwestern
states, New York, Miami, Puerto

Rico, Chicago and even portions of
New England, questions remain as
to how manufacturers can maxi-
mize their potential there.

Embassy Home Entertainment
vice president of sales Rand Blei-
meister sums up: “What do you
price product like that at? Should
you subtitle or dub the product?
Are the normal distribution chan-
nels the best ones to use?

“We are ceertainly interested in
the Hispanic market,” Bleimeister
says, ‘“but we are evaluating it in
different ways. It’s going to re-
quire a specialized marketing ap-
proach.”

Embassy recently released both
Spanish and French versions of
“The Cotton Club” at $79.95 U.S
and $99.95 Canadian.

“I’ll be interested to see what the
numbers look like after the orders
close,”” Bleimeister says. ‘“Then
we'll get a better idea of who or-
ders and how much.”

New World Video is testing the
U.S. Hispanic VCR market this

month with Spanish versions of
“Toy Soldiers” and “Avenging An-
gel.” Both are stickered ‘“‘subtitled
in Spanish,” according to Paul Cul-
berg, executive vice president.

“Distributors will be notified
that they are available,” he says,
“but they won’t be required to han-
dle them if they don’t want to. The
product will gravitate to those ar-
eas of the country where it will sell
or rent.

“Those distributors who have the
ability to get into a Spanish market-
place will have the availability of
the product. We release New World
Pictures theatrically in Puerto
Rico, so we've essentially got the
product already.”

Culberg adds that he is looking
to sell between 1,000 and 2,000
units on titles like that. “If we sell
1,000 units I'll be very happy. We
won'’t be losing money on it.”

Paramount Home Video is taking
a different approach. The company
has licensed six titles from its

(Continued on page 32)
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TOP MUSIC VIDEOCASSETTES

‘éT Compiled from a national sample of retail store sales reports.
o}
< /&/F
& /< - %
e /S ) °3 @
) gf o Copyright Owner, Principal g % § 2
L/ q §r TITLE Manufacturer, Catalog Number Performers x| - [
1 1 5 PRINCE AND THE REVOLUTION P.R.N. Productions Prince And The 1985 | ¢ | 2995
LIVE A Warner Music Video 3-538102 Revolution ’
CBS Inc.
2 2 21 WHAM! THE VIDEQ ® CBS-Fox Video Music 3048 Wham! 1985 | SF | 1998
WE ARE THE WORLD THE VIDEO USA For Africa ]
3 3 11 EVENT & MusicVision 6.20475 USA For Africa 1985 | D | 1495
Atlantic Records Inc.
4 7 5 RATT THE VIDEO Atlantic Video 50101 Ratt 1985 | SF [ 1998
Sire Records
5 4 27 MADONNA A Warner Music Video 3-38101 Madonna 1985 | SF | 19.98
Picture Music Intl. .
6 5 | 27 PRIVATE DANCER A Sony Video Software 97W50066-7 Tina Turner 1985 | SF | 1695
Doors Music Company
7 6 23 DANCE ON FIRE ® MCA Dist. Corp. 80157 The Doors 1985 [ LF | 3995
Zenith Prod. Ltd. .
12 5 TINA LIVE PRIVATE DANCER TOUR A Sony Video Software 96W00089-90 Tina Turner 1985 | C [ 29.95
Universal City Studios
] 14 | 27 U2 LIVE AT RED ROCKS MCA Dist. Corp, 80067 uz2 1984 [ C | 2995
Polygram MusicVideo-U.S. :
10| 8 19 ANIMALIZE LIVE UNCENSORED MusicVision 6.20445 Kiss 1985 | LF | 2995
Brockman Enterprises Inc. . .
11|10} 27 ALL NIGHT LONG A ¢ MusicVision 6-20420 Lionet Richie 1985 | SF | 19.95
Tritec Duran Vision
12| 11 | 27 | SING BLUE SILVER ® Thorn/EMI/HBO Video 2852 Duran Duran 1985 [ € | 2995
CBS Inc.
13| 9 5 DIAMOND LIFE VIDEQ CBS-Fox Music Video 7091 Sade 1985 | SF | 1495
RCA Video Prod. Inc. .
14 | 18 7 THE VISIONS OF DIANA ROSS MusicVision 6-2045.4 Diana Ross 1985 | SF | 19.95
Polygram MusicVideo-U.S.
1517 3 TONIGHT! Musievision 6.20368 Koot & The Gang 1984 | LF | 2495
Scorpion Gmbh A
16 | NEWD | WORLD WIDE LIVE oy e P Scorpions 1985 | ¢ |2995
RCA Video Prod. inc. . P
17 | NEWD | THE BEAT OF THE LIVE DRUM e G Rick Springfield 1985 | ¢ |29
Maiden Hell Ltd. .
18 | 19 5 BEHIND THE IRON CURTAIN Sony Video Software 95W0001 3-4 Iron Maiden 1985 | SF | 1995
Polygram Records Inc.
19 | NEW ’ THROUGH THE CAMERA EYE MusicVision 6-20466 Rush 1985 | LF | 29.95
Polygram Records Inc. f
20| 15 | 5 | FIRSTSTING Sony Video Software 97W00086-7 Scorpions 1985 | SF | 1695

® Recording industry Assn. Of America (RIAA) certification for sales of 20,000 units or sales income of $800,000. A RIAA certification for sales of 40,000
units or sales income of $1.6 million. ® International Tape Disc Assn. certification for sales of $1 million at wholesale. SF short-form. LF long-form. C concert.
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New Titles, Sweepstakes

MGM/UA in ‘Diamond’ Push

NEW YORK MGM/UA Home
Video is hoping diamonds will
prove a manufacturer’s best friend.

The company is boosting its “Di-
amond Jubilee Collection” in Octo-
ber with 11 newly released titles
and a “Great Diamond Giveaway”
sweepstakes, which will give con-
sumers a chance-at winning thou-
sands of dollars in diamonds.

Packaging for the series has
been made more sophisticated,
with MGM/UA adding adding a
“Diamond Jubilee Collection” me-
diallion and taking other steps to
boost the product’s look.

Grand prize for the contest will
be a woman’s diamond ring worth
$12,000; first prize will be a gold
and diamond necklace worth
$6,500. To qualify, consumers will
have to answer questions about the
movies in the “Diamond Jubilee”

collection.

Added to “Diamond Jubilee” are
the features ‘“Cabin In The Sky,”
“Idiot’s Delight,”’ ‘‘Maytime,”’
“Min And Bill,” “Possessed,” “Red
Dust,” “Rose Marie,” “San Fran-
cisco,” “Smilin’ Through,” “The
Thin Man” and “Waterloo Bridge.”

Point-of-purchase material
MGM/UA will be using to support
the stepped-up campaign includes
an in-store display, which comes
with sweepstakes entry blank, and
a six-foot-tall revolving floor dis-
play rack that can hold up to 96
VHS or Beta cassettes.

Titles already in ‘“‘Diamond Jubi-
lee’’ include ‘‘Anna Christie,”’
““Babes In Arms,”” “Dinner At
Eight,” ‘‘Gaslight,” ‘“Grand Ho-
tel,” “Ninotchka,” “Strike Up The
Band,” ““The Picture Of Dorian
Gray” and “The Women.”

RECOTON 3D PROFORMULA VCR CLEANERS DO MORE THAN JUST CLEAN
HEADS! They clean the entire tape path including video and audio heads, capstan,
pinchroller, and tape guides. As the Pro Formuia Cleaning Solution gently disoives
residual tape oxide, dust and dirt on contact, Recoton 3D captures these
contaminants in a non-abrasive fibernet cleaning material and safely whisks them
away. It's as simple as dropping in a cassette and pressing play...

Recoton 3D Cleaners maintain a sparkling VCR picture, while extending both your
VCR and Tape Library's life, and helping prevent costly repairs.

Protect your video investment! Ask your dealer for Recoton.

RECOTAN’

Recoton Corporation, 46-23 Crane St., Long Island City, New York 11101 (718) 392-6442

Howa |

video

post production house in New York
can connect with a record label in LA.
each week!

Billboard vou: video Music Connectiont
il Tewda Delails

Sell them your services
with an ad in Billboard's
Video Music Section
52 weeks a year!

w [ &

Mew York (212)
Los Angeles

Mashville (6
London {1

) 439-9411
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TOP VIDEOCASSETTES ***

« d}' (,lé-\ Compiled from a national sample of retail store sales reports. ;
S/E/2 . o 1R
/X/S Copyright Owner, Principal §2| % %
é}” 3‘? .s{? TITLE Manufacturer, Catalog Number  Performers x| «
1| 1 |176]| JANEFONDA'S WORKOUT & & S e Jane Fonda 198 | NR [ 5985
DD il - L L D
3 | 3 |12 | WEARETHEWORLD THE VIDEO A For Alrica 0475 USA For Africa 1985 | NR | 1485
4| 4| 8| piNOCCHIO Walt Disney Home Video 239 Animated 90 | 6 (7995
5 | 5| 14 | WRESTLEMANIA o Various Artists 1985 | MR | 3995
6| 6|4 | PRIMETIMEA © e s A Jane Fonda 1984 | MR [ 3995
OO el o L
8 | 8 | 16 | SINGIN'IN THE RAIN MGM/UA Home Video 600185 g;geb;;"gms 1952 | NR | 2995
9| 7|22 wHAMI THEVIDEO @ T Wham! 1985 | NR | 1998
10 | 13 | 3 | DESPERATELY SEEKING SUSAN Thorn/EMI/HBO Video TVA2991 Rosanna Arquette | 1985 | R | 7985
11§ 22! 2 | THEKILLING FIELDS A W R g:%‘;{::g';gor 984 | R | 7995
12| 20 | 4 | TINALIVE PRIVATE DANCER TOUR A ég:‘;’{,;f::-s';% are 96W00089.90  Tina Turner 1985 | MR | 2095
13| 14 | 12 | MADONNA & Sire Records ideo 3-38101 Madonna 198 | MR | 1098
MR i T ) e
15 12 | 14 LIFE WITH MICKEY! Wait Disney Home Video 260 Mickey Mouse 1985 | NR | 2995
16| 11 | 22 | GONEWITHTHEWIND A MGM/UA Home Video 900284 S"j:n?_ae?; 199 | G |898s
17| 17 17 THE KARATE KID A gg»:g%olumbia Pictures Home Video 6- g::thoh:i::chio 198 | PG | 7995
18| 24 | 9 | ASOLDIER'S STORY A RCA/Columbia Pictures Home Video 6 Adoloh Caesar o or, | 198 | Po | 7895
1919 | 14 | HuLKAMANIA Than Sports Inc. 002 Hulk Hogan 1985 | NR | 5995
20| 18| 13 STARMAN A gg%czolumbia Pictures Home Video 6- 'J(eaf:egr:'g;s 1988 | e | 7995
21| 3¢ | 4 | DIAMOND LIFE VIDEO AN V. Sade 1985 | MR [ 1495
22 | 21 | 18 | ANIMALIZE LIVE UNCENSORED Polygram MusicVide US. Kiss 1985 | MR | 2095
5] | 3| Do OIS THEUTMATE oot Bedn e g || [
2|28 8 PURPLE RAIN A w:::g: El:aor:\ze\rl?dﬁ?;(?98 iggﬁte)nia Kotero 1984 3|k
25303 ANNIE ¢ gg/}\/z(;olumbia Pictures Home Video 6- :{gﬁaszi\;dle 1982 G 29.95
2| | 3 | soxa e oo e s | @ [
27| 33| 23| THETERMINATOR A Thorn/EMI/HBO Video TVA2535 A, Schwarzenegger | 1988 | R | 7995
28 | 32 | 22 | THEDOORS “DANCE ON FIRE" @ %;soﬁf_sgof:"g%a{'é The Doors 1985 | NR | 3995
29( % | 45| Fiessae ChUTYAND Thore/EM! Home Video 2651 Raque! Weich 1984 | MR | 395
30 | 16 | 14 | THE UNSINKABLE MOLLY BROWN  MGM/UA Home Video 600578 T 1964 | NR | 2995
31| 27| 14 CLOSE ENCOUNTERS OF THE THIRD RCA/Columbia Pictures Home Video 6-  Richard Dreyfuss w17 | pe | 2995
KIND-SPECIAL EDITION 4 ¢ 20162 Teri Garr
32| 00| 6 | e Ve R T ANy liome Entertamment F319  Amimated 1085 | MR | 2435
33| 28 | 4 | RATT THE VIDEO T Ratt 1985 | NR | 198
34 | 15 | 14 | SEVENBRIDES FOR SEVEN MGM/UA Home Video 700091 Howard Keel 195 | NR | 2095
35| 38 | 86 | DOIT DEBBIE'S WAY A v e Reed: Debbie Reynolds 1983 | NR | 3995
36 | NEW ’ THE SURE THING Ern:ng:::; fligrt:er?ntertainment 2178 é:r;;?\r(l:: ;tninkiga 1985 | PG-13 1 79.95
3712 | 8 AN OFFICER AND A DUCK Walt Disney Home Video 258 Donald Duck 1985 | NR | 2095
38| 31 | 30 | LIONEL RICHIE ALL NIGHT LONG & & Brockman Enterprises nc. Lionel Richie 198 | MR | 1995
39| 29 | 30 | TINA TURNER PRIVATE DANCER A g;f;"veig"e'f‘s%m;m 97W0066.7 Tina Turner 198 | MR | 1695
40 | 36 | 2 | FEARCITY Thorn/EMI/HBO Video TVA3000 Silly g:fe‘:ggf"'s 198 | R | 7995

@ Recording Industry Assn. Of America (RIAA) gold certification, sales of 50,000 units or suggested list price income of $2 million (20,000 or $800,000 for
non-theatrical made-for-home product). & RIAA certification for platinum, sales of 100,000 units or suggested list price income of $4 million (40,000 or $1.6
million for non-theatrical made-for-home product). Titles certified prior to Oct. 1, 1984 were certified under different criteria.) ® International Tape Disc Assn.
certification for gross label revenue of $1 million after returns or stock balancing.
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anx
..

»
»
»

VHS Beta 2
ni=fl  [l-ff

x

“l

*

*

»

// A\N »
Gulf + Western

Company

SEFRD Now on videocassette for a limited time only! HOME VIOED

www americanradiohictorv com


www.americanradiohistory.com

Photographs by: Larry L. Logan

ome video

VERYONES

y

FAVORITE
\

AL

T
Troriowelt
Suarciot

LEw

USA. HOME VIDEO / A DIVISION.OF INTERNATIONAL VIDEO ETERTAINMENT, INC
L it

' I-
{
& HOME VI®EQ PRESENTS

VIDEOLASSEINE

GET READY

T0 LAUGH
WITH EVERYOME'S

FAVORITE

TN

&OME VICEO

E ON VIDEJCASSETTE

e "

AN MNCE ENI’ERTA]NMEN GF(!JP COMPANY

-

BILINGUAL TITLES

(Continued from page 29)

vaults to Los Angeles-based Video-
Visa Inc., a division of Mexico’s
television/entertainment conglom-
erate Televisa, to market the prod-
uct in the U.S. VideoVisa plans to
sell some 500 Spanish- and Mexi-
can-produced films in the U.S.
home video market.

The five Paramount titles, all
dubbed in Spanish, are “Raiders Of
The Lost Ark,” “Star Trek—The
Motion Picture,” ‘“Friday The
13th,” “Footloose” and ‘“‘Escape
From Alcatraz.” All carry a $69.95
suggested list.

Those titles, according to Miriam
Baran, operations director for
VideoVisa, were on the street Aug.
15 and will be channeled through
that company's more specialized
Hispanic market distributors in
such markets as Puerto Rico, Tex-
as, Miami, New York and Chicago.
Other dealers will be served on a di-
rect basis.

The VideoVisa executive says
she isn’t quite sure how many His-
panic home video dealers there are,
but adds: “They are growing, and
other traditional home video deal-
ers in certain markets have begun
to create Hispanic sections.” One
manufacturer estimates there may
be some 2,000 Hispanic or dual-lan-
guage home video dealers in the
continental U.S.

The Paramount titles will also be
stickered with “Doblado en Espa-
nol.” Baran adds that the titles
were duplicated at Bell & Howell
after being dubbed in Spanish.

She also adds that the company
will evaluate the merits of dubbing
as opposed to subtitling in the U.S.
The issue, according to program
suppliers, is that a portion of His-
panic households have members
who speak Spanish but don’t read
it.

Two other major U.S. program
suppliers, CBS/Fox Video and
Thorn EMI/HBO Home Video, indi-
cate that they are definitely “‘ex-
ploring” the Hispanic marketplace,
but feel additional research as to
the proper method of marketing
and distribution is still required.

Says Vestron’s Michael Olivieri:
“We are meeting with companies
now about the Hispanic market-
place in an attempt to find the right
timing and approach to that mar-
ket. We may make concrete moves
in 1986.”

RCA/Columbia Pictures Home
Video has not yet made any moves
into the U.S. Hispanic market-
place, but has just concluded an
exclusive license arrangement
with Bellevue Home Entertain-
ment Inc. to make French-lan-
guage videocassettes of Columbia
Pictures available in Canada for
the first time. The first crop of ti-
tles due for the French-speaking
market there will be ‘“Tootsie,”
“Gandhi,” “The Karate Kid,” ““An-
nie’’ and ‘“‘It Happened One
Night.”

MGM/UA Home Video is also
addressing the French-speaking
Canadian marketplace, having re-
cently concluded an arrangement
with Rene Malo Video Inc. of Mon-
treal that will see eight French-
dubbed releases a month released
there, from September through
next March. The first two titles are
“2010” and “A Christmas Story.”
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“The Thompson Twins—Into The
Gap Live.” RCA/Columbia Pic-
tures Home Video, VHS Stereo/
Beta Hi-Fi, 80 minutes. $29.95.

A limited budget has large impact
on ‘“Into The Gap Live.”” The
Thompson Twins are a group
known for the subtle and effective
rhythms of their music.

But here the visuals overrule the
sound, taking the edge off of many
of the tunes. “Into The Gap” is cut
at a random rhythm that rarely if
ever matches the music behind it,
which even further taps the energy
of the program.

An item with strong rental appeal
to Thompson Twins fans, the title
doesn’t have the energy to make it
repeatable enough for high sell-
through strength.

“The Beatles Live.” Sony Video
Software Operations, VHS Ste-
reo/Beta Hi-Fi, 15 minutes, $16.95.
Archival material is becoming a sta-
ple of the video music business, and
Sony’s ‘“The Beatles Live” shows
both the good and bad sides of this
trend. Culled from an episode of
Britain’s “Ready, Steady Go!” se-
ries, the show presents the group
doing a brief roundup of some of
their hottest tunes.

Put this one high in the holiday
season gift-giving category. At So-
ny’s Video 45 price of $16.95, the ti-
tle is a perfect one for consumers in
the home video demographic to give
to their same-age friends or buy and
show their kids what the music of
their childhood was like.

Complaints may be likely,
though, with consumers protesting
the program’s brief length and
sometimes crude technical work.
Strongly emphasizing the collec-
tor’s-item nature of the title should
help override these protests.

eviews

“Sounds Of Motown.” Sony Video
Software Operations, VHS Ste-
reo/Beta Hi-Fi, 55 minutes. $29.95.
“Sounds Of Motown” comes from
the vaults, but there’s no dust on
this program. Hot names and hotter
performances make this a title that
will likely jump from the rental
counter to the sales shelf.

Strong star value should spark
initial consumer interest; the perfor-
mances will do the rest. Among
those featured: the Supremes, Mar-
tha & the Vandellas, Stevie Wonder,
Smokey Robinson, the Temptations
and Marvin Gaye.

A total of 21 songs are per-
formed, including “Where Did Our
Love Go” and a version of “Dancing
In The Street” that makes the cur-
rent Jagger/Bowie version look ar-
thritic. A good one to play on the
store’s video monitors.

“Huey Lewis & the News: The
Heart Of Rock And Roll.” Warner
Home Video, VHS Stero/Beta Hi-
Fi, 55 minutes, $29.95.

Lewis’ current hit status, and his
strong performance on this cas-
sette, should give it good legs as a
rental title. He and his band give
such tunes as “The Heart Of Rock
And Roll” and “I Want A New
Drug” good workouts.

But average-level direction and
camerawork leave this a cassette a
little flat. Lewis and the News come
off as tight, professional, friendly
and appealing, a mix that is attrac-
tive but may not prove potent
enough to get consumers buying in-
stead of renting.

Riding on Lewis’ popularity
should give this cassette some sell-
through ability, however, especially
for the store owner who makes a vis-
ible effort to exploit the connection.

Philips Yanks LaserVision
From West German Market

BY JIM SAMPSON

MUNICH Three years after
launching its optical videodisk sys-
tem here, Philips has taken Laser-
Vision off the consumer market in
West Germany. A Philips spokes-
man in Eindhoven says that while
consumer response has not met ex-
pectations, the system remains on
the market elsewhere in Europe and
is enjoying “growing’’ acceptance in
the semi-professional field.

Priced slightly higher than bud-
get VCRs, the playback-only La-
serVision system was never given a
realistic chance in Germany by in-
dustry analysts. Philips itself ad-
mits that the system’s success was
keyed more to software availability
than to hardware prices.

As player prices plummetted to
below $250 earlier this year, the La-
serVision catalog contained only
around 200 titles, with few major
theatrical films.

“Unfortunately, the system has
not proven successful, so we have
frozen all consumer activities for
the indefinite future,” confirms a
Philips spokesman in Hamburg.

“We were alone from the begin-
ning. Nobody else supported the
system with advertising or pro-
gramming.”

Pioneer never marketed Laser-
Vision in Europe. Bertelsmann
made an early commitment to disk
production, but last year cut back
on its activities in the face of con-
sumer apathy.

Philips Eindhoven says that while
it cannot confirm a halt in Laser-
Vision consumer marketing in any
other country, household penetra-
tion has not reached 1% in any Euro-
pean market. No sales figures are
available. German trade association
market reports consistently list La-
serVision sales as ‘‘too small to
mention.”

While response from the consum-
er marketplace has been slight, ac-
ceptance of LaserVision by com-
mercial firms and German libraries
has been ‘“‘quite good,” Hamburg
claims, noting that Bertelsmann
maintains disk production and a La-
serVision mail order service in
Guetersloh.
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Our Vidzo Toy Chest is open. This Fall, for a limited time onZy, you can do something
extraordinary with a special collection of blockizLster, beautifully animated
children’s videos: Sell them for a very, very low price and watch them fly.

THE HOBBIT ARQUHD THE WORLD
WITH WILLY FOG

¥y
Yrice:>19
(rice: 51995
\‘9 That's the first key. It's rragic.
The Ho5bit, [he Snowman, Curious George, Bround
the World with Willy Fog, Honey Honey, a-1d Little Women

will fly off yot r shelves, at oaly $13.95.
They're guarantzed his!

<

THE SNOWMAN

% These six titles i1 our ideo Toy Chest have been described

s "Pure enchaniment,” "Best treats,” “"Absalutely sensational.

HCNEY HONEY

-
o
&;’ The kev that communicates a very important rmessage
You are the k2eper of the Video Toy Chest
So we've designed eye-catching POP materias including
an exciting V:deo Toy Chest display ard poster.
Your authorized Sony distributor has all the details but
hurry, we car t keep the lid of ou- Video "oy Chest
open for long.

Beta/ VHS SONY
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To stay number one, you've got to make the bes éven betteg Which s why
for ten years Ampex has continued advancing the gerformance of mastering
tape. Through a decace cf increased performance and reliability. Grand f/aster®
4/%6 remains the gjapde be;md the sour;)d of succgs& Which is why more top
albums are recorded on Ampex tape than any other tape
in the world. For Grand Master 456, the beat gaes on. AM PEX

Ampex Corporation, Magnat:Tape Division, 401 Broadway Redwood City, CA 94063 41£/367- 3&)9 m\pex Corp-aauon One of The Sigaal Companies ﬂ
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ro audio/video

Sound Jnvestment

A bi-weekly column spotlighting
equipment-related news in the
audio and video production, post-
production and duplication in-
dustries.

IMPROVING THE VIEW: Long
View Farm, the picturesque facility
in North Brookfield, Mass., reports
that it has recently redesigned its
Studio B. The room now boasts a
Sound Workshop Series 34 console
with ARMS automation; an MCI JH-
24 24-track recorder; a Studer A80
two-track; Lexicon’s 224XL digital
reverb, Super Prime Time and PCM-
42 processors; DeltaLab’s DL2 and
DL4 digital delays; UREI and dbx
comp/limiters, Ashly noise gates
and other new outboard gear. Other
new additions to Long View’s sonic
perspective include new UREI 813B
monitors, powered by strapped
Bryston 4B power amps, and a
MIDI package featuring an IBM
PC-XT computer-controlled Linn
9000 drum machine, Roland Jupiter
6, Sequential Circuits Prophet 5 and
Yamaha DX-7 synths, as well as Ro-
land MPS software.

FASTER THAN a speeding soft-
ware system: Bullet Recording of
Nashville has installed ‘“Sessions
Plus,” the studio business manage-
ment software developed by Nash-
ville-based Metrognome Inc. The
studio is running the program on an
IBM PC-XT in tandem with another
program, Metrognome’s “Labels
Plus,” an open reel and cassette
tape label generation system. Ac-
cording to Bullet, “Sessions Plus”
will be used to organize and track
studio operations, all the way from
scheduling and planning to billing
and collections, as well as to man-

age the tape library, equipment in-
ventory, studio maintenance and
other functions.

ONE ELDORADO—fully loaded:
Hollywood-based Eldorado Re-
cording has just upgraded its list of
options. New gear includes the lat-
est Studer A 80 Mark IV 24-track re-
corder; a pair of George Massen-
burg pre-amps and a pair of Mas-
senburg equalizers; four Kepex II
noise gates; two Drawmer gates,
and a Roland SDE 3000 digital de-
lay. Eldoardo’s Studio Music Group
rental arm is also now renting the
following gear at prices claimed to
be “well below normal rental com-
pany rates’: Lexicon 224XL with
LARC and AMS RMX-16 digital re-
verbs; Eventide SP 2016 digital pro-
cessor; AMS DMX 15-80S pitch
changer; and Linn and Simmons
SDS-5 electronic drums.

FIVE~ALARM FACILITY: The
newest addition to the studio scene
in San Marcos, Tex. (24 miles south
of Austin) is Fire Station Studios, a
multi-million-dollar analog/digital
facility housed in a 70-year-old for-
mer City Hall and firehouse. The
new facility is the brainchild of sing-
er/songwriter/producer Lucky
Tomblin, and Fire Station’s first
project will be Tomblin’s “13th Mil-
lenia,” a 30-minute album and music
video featuring a cast of local musi-
cians, singers and dancers, slated
for October release. The facility fea-
tures a custom 48-channel board, a
soundstage with video bays, light-
ing grids and complete off-line capa-
bilities. And, according to Tomblin,
a record pressing operation is slated
to open on an adjacent lot next year.

JAZZIN' WITH SOUNDCRAFT:
McCune Sound of South San Fran-
cisco used Soundcraft’s 800B con-
soles for the recent Univ. of Califor-
nia Berkeley Jazz Festival. For the
event, this year featuring Miles Da-
vis, Herbie Hancock, Jeff Lorber
and McCoy Tyner, McCune had
800Bs in the house and monitor posi-
tions.

DX-7 LAND: Sea West Produc-
tions Inc. of Hauula, Hawaii has re-
cently added a Yamaha TX 816 and
two more DX-7 synths, bringing the
total to 10 DX-Ts. Other acquisitions
include a Linn 9000, a dbx 166 comp/
limiter and a Roland SRV 2000
MIDI reverb.

Teldec Steps Up DMM Push

Company Unfazed by CD’s Growth

BERLIN Teldec here has launched
another broadside in its campaign to
defend the advantages of analog disk
techniques over digital-based Com-
pact Disc technology. The company
maintains that its enhanced Direct
Metal Mastering (DMM) cutting pro-
cess will ensure a continuing market
for black disks (Billboard, Aug. 17).
Martin Fouque, head of audio tech-
nology at Teldec, claims that neither
CD nor prerecorded cassettes meet
the five criteria that determine the vi-
ability of any sound carrier in a com-
petitive market: high audio quality,
minimal interference, durability, low-
cost manufacture and fast release.
DMM, he says, has by contrast

Prior to Fall Convention

AES Sets Gotham Meetings

NEW YORK The New York Sec-
tion of the Audio Engineering Soci-
ety (AES) has two special meetings
planned within the next two weeks
prior to the organization’s fall con-
vention.

The first, on Thursday (26), fea-
tures Dale Manquen of Altair Elec-
tronics in a presentation on methods
for “fine-tuning” the analog record-
ing process. On Oct. 7, Stephen
Temmer, founder and past presi-
dent of Gotham Audio Corp., kicks
off what the AES describes as a
“new concept for our meetings—an
opportunity to meet with and hear
from ‘someone who was there’”’
when important developments in
the audio industry occurred.

Manquen, a former designer of
tape machines for 3M and Ampex de-

scribed as someone who has not yet
capitulated to a digital-only future,
will use computer models to show
how to fine-tune the analog record-
ing process. That will be followed by
a demonstration with an actual tape
recorder, wherein Marquen will
show how basic maintenance tech-
niques can benefit from specialized
tools, such as a flux loop and a wide-
band flutter analysis system.

Temmer, who founded Gotham
Audio in 1958, served as the first
tape engineer at ABC in New York
and worked with United Nations
Radio, Voice of America and Carne-
gie Hall, lectures frequently in the
U.S., Europe and Asia.

Both presentations take place at 7
p.m. at the WQXR auditorium, on
the ninth floor of 229 W. 43rd St.

brought dramatic improvements in
the quality of black disks, while also
permitting companies to react in-
stantly to changes in the market.

“This all happens at a time when
Compact Disc production is nega-
tively affected by a bottleneck in
global capacity,” Fouque says,
“partly due to the high investment
costs and the very complicated tech-
nology involved. CD production is
also very time-consuming, with aver-
age delivery times around three
months.”

He concludes: “Cassettes did not
make records redundant, any more
than television had that effect on cin-
ema, or video on television, and I re-
gard it as highly unlikely that digital
technology will completely replace
analog, or CD the other established
sound carriers such as single, maxi-
single, LP and cassette.

“Each has its own special advan-
tages in the entertainment field.
Technological progress is always
valuable and welcome, but CD and
the analog record will most certainly
continue to exist side by side.”

Teldec managing director
Manfred Atzert adds: ‘“The rapid ac-
ceptance of DMM in more than 20
countries can be attributed to the
fact that it allows hi fi owners to
benefit from improved sound with-
out having to pay more for new
equipment or special software.”

ACTIONMART

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

235 West 132nd Street, Los Angeles, CA 90061 (213) 327-5010

HIGH QUALITY
BULK AUDIO TAPE.
CONSISTENTLY.

Sunkyong’s SKX bulk audio tape gives you
everything a professional needs—consis-
tently high quality, reel after reel after reel.
We can offer this consistency because our entire
guality control procedure is under one roof. QOurs!
The fact is, we manufacture every single component
ourselves, from the polyester base film to the label. No
cutting corners, no cutting costs.
And we have the resources to back up our claim. We're one
of the largest companies in the world outside the United
States, with 1982 sales of over $6.2 billion.
If you'd like to know more about our super quality SKX or our
other bulk audio tapes, gives us a call. Sound us out.
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Audio Track

LOS ANGELES

SESSIONS FOR *“Solid Gold”
were completed recently at A&M
Studios. In Studio D, musical direc-
tor Michael Miller produced and ar-
ranged a new version of his theme
for the show, with vocals contribut-
ed by Dionne Warwick. George
Doering engineered the tracks,
while Clyde Kaplan was behind the
board for the vocals. Also in Studio
D, Miller produced and arranged
tracks for Boy George, Air Supply,
Johnny Mathis and Maurice White
for their appearances on the tv
show. Howard Wolen engineered,
assisted by Kaplan.

A&M artist Joyce Kennedy has
been overdubbing for her upcoming
album at Skip Saylor Recording
with producers Glenn Murdock
and Gary Taylor. Skip Saylor is be-
hind the board, with Tom McCau-
ley assisting. Also, producer Yves
Dessca is in recording an album
with Phyllis Nelson for CBS affili-
ate Carrere Records. Saylor, Jon
Gass and McCauley are co-engineer-
ing, ‘with Joe Shay assisting.

At Group IV Recording, engi-
neer Andy D’Addario, assisted by
Jay Palmer, was behind the board
for composer Mike Post, scoring
the “Hill Street Blues” episode
“Seoul On Ice” for MTM. Also
there, composer George Tipton is
scoring episodes for ‘“Golden
Girls,” with engineers Rick Riccio

and D’Addario.

Mastering engineer Greg Fulgi-
niti’s recent work at Artisan Sound
Recorders includes albums mas-
tered for: Wang Chung, Madness
and Jimmy Barnes on Geffen; the
Who, Headpins, Hanover Fist, El-
ton John, East Coast Offering and
Tony Carey on MCA; as well as 12-
inch singles for What Is This and
Oingo Boingo, and seven-inchers
for Jan Hammer and Rick Spring-
field.

NEW YORK

FONZI THORNTON was in recent-
ly at Power Play Studios in Long
Island City tracking for his single
“Hungry For Your Love.” Patrick
Adams produced and engineered.
Also there, PolyGram act Rare Es-
sence was in from Washington,
D.C. to record their new single,
“Turn On Your Flip Side.” Adams
produced and Julian Herzfeld engi-
neered, assisted by Matthew Buc-
cheri. And Tommy Boy artists Tuff
Inc. were in cutting the 12-inch sin-
gle “The Kind Of Girl I Want.” Pro-
ducers were William Fleet and Ad-
ams, who also engineered.

At Sigma Sound, John “Jelly-
bean” Benitez has been producing
two songs for Arista artist Jer-
maine Stewart, as well as three
songs for Qwest artist Siedah Gar-
rett. Benitez also recently complet-
ed a 12-inch remix of Huey Lewis &

Print your label copy
right on your cassette
with the apex printer

%7
g

4 models to choose from:

. ¥

per i
Save time, money hwbia spaca. :
Eliminate Inveﬂtnry problems, -:usﬁyr label auan’uns 2
. Save 4¢ or more per cassetts, g

s 4 B
LIS 3

Two one-color table top models. :
Two high production muiti-color consoles,

that print up to three colors in one pass.

Distributed in me us
and worldwlde y

Aunluw\nc cono!ﬂnu ni:L

400 Madison Avenue

New York, New York 10017
Telephone: (212) 308-6888
Telex: 12-6419

Apex Machine Company
3000 N.E. 12th Terrace
Fort Lauderdale, FL 33334
Telephone: (305) 566-1572

the News’ “Back In Time’’ for
Chrysalis, with Michael Hutchin-
son and Fernando Kral assisting.

Engineer Malcolm Addey was in
at Quadrasonic Sound Systems
working on sessions for Arthur
Prysock and Hank Crawford, both
produced by Bob Porter for Fanta-
sy. And producer/engineer/remixer
Dave Ogrin was in remixing the
Nayobe 12-inch “School Girl Crush”
for Fever Records, produced by
Barry Eastmond.

Saxophonist Mars Williams of
the Psychedelic Furs has been
working on solo material at Inter-
galactic Music with engineers God-
frey Diamond and Jorge Esteban.
Also there, Keith Lentin produced
Carolyn Coppola for Manhattan
Records, with Anton Figg on drums
and Will Lee on bass. Esteban engi-
neered, with Ricky Reynolds as-
sisting.

NASHVILLE

AT MUSIC MILL, Charly
McClain and Wayne Massey are
working on vocal overdubs with the
Sneed Brothers producing for CBS.
Engineering are Jim Cotton and
George Clinton. Also there, produc-
er Andy Tolbird is mixing a project
by the Jubilee Singers for Word,
with Cotton at the console.

OTHER CITIES

I.OVE OF LIFE ORCHESTRA is
finishing up a project for CBS Mas-
terworks at Bearsville Studios in
Bearsville, N.Y. Peter Gordon is
producing, with LeeAnn Unger en-
gineering. Also there, Joey Lynn
Turner recently completed his Elek-
tra debut, with Roy Thomas Baker
producing and Ian Taylor engineer-
ing. Ken Lonas assisted.

Rubber Rodeo has been working
at Le Studio outside Montreal on
their second album for Mercury,
“Heartbreak Highway,” produced
by Ken Scott.

At J.B.S. Studio in Atlanta, the
Fitzpatricks have been recording a
gospel album for Customs Interna-
tional Productions with engineer
Richard Wells.

At Starlight Studio in Richmond,
Calif., Shadow Talk has been work-
ing with producer/engineer Steve
DeGrazia on a four-song demo.

All material for the Audio Track
column should be sent to Steven
Dupler, Billboard, 1515 Broad-
way, New Yorik, N.Y. 10036.

For fast action, use
ACTIONMART

the Billboard
Classified.

Call Jeff Serette toll
free at (800) 223-
7524 (NY residents
dial 764-7388).
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Ampex's new pro quality half-inch videotapes, 188 Beta and 189 VHS, both
feature a high coercivity, cobalt doped oxide particle formulation and a tough
new binder system. In addition, the new tapes boast a proprietary tape cleaning
process and cassette mechanism that Ampex claims makes them “virtually
drop-out free.” Availble now, the new tapes replace Ampex 101K and 102KV in
the product line.

PORTABLE
24 TRACK
RECORDING

CASSETTE DUPLICATION
ANYWHERE. RECORD PRESSING

MASTERING - PLATING
COLOR SEPARATIONS

PRINTING - TYPESETTING

EFFANEL MUSIC/NEW YORK
RANDY EZRATTY
212 « 807 « 1100 TELEX 238 19 TLXA UR \"_— o CUSTOM PRESSING,

66 Crosby Steet + New Yok New Yok 10017 2832 SPRINGROVE AVENUE
CINCINNATI, OHIO 45225

(513) 681-8400

Come home
from the studio.

Come home to a Manhaltian hotel that is really hike your
own apartment on Central Park. Around the corner from
Lincoln Center and minutes to the things that are impor-
tant to you in New York City And, while we recently have
lavished millions on our guestrooms and suiles, we
pnde ourselves most on our tradilions personal ser-
vice, prompt and courteous attention, gracious hosp
tality; and good value The Mayflower Hotel. 61st St &
Central Park West, New York 10023 See your lravel

agent or call toll-free 800-223-4164 or 212-265-0060

The Mayflower Hotel

right on New York's Central Park

2R

www.americanradiohistorv.com

BILLBOARD SEPTEMBER 28, 1985



www.americanradiohistory.com

Video Track

NEW YORK

KEN WALZ PRODUCTIONS and
London-based Keller/Thornton are
co-producing a 25-minute long-form
video for Atlantic Records’ AC/DC.
The project, which contains five
songs off the group’s latest album,
“Fly On The Wall,” was directed by
Brian Ward and produced by Ken
Walz.

Music from Carly Simon’s Epic
album “Spoiled Girl” provides the
background for a 28-minute promo-
tional fashion video written and di-
rected by designer Norma Kamali.
In the clip, 2 woman of the '80s dis-
cusses her life with a psychiatrist
while displaying Kamali’s latest
line. National Video Center’s Bill
Ivie was sound mixer for the two-
day project, which is reportedly on
view at all Norma Kamali point-of-
purchase outlets.

LOS ANGELES

RICK JAMES has wrapped up pro-
duction on his autobiographical
long-form music video. The project,
which features his current single
“Glow,” is the saga of the super-
star’s bout with drugs and aleohol.
It was shot in two locations: the
Beverly Theater in Beverly Hills,
with more than 200 extras, and Leo
Carillo State Beach in Malibu. Val
Young, Jere Fields and Chris
Criesa make guest appearances in
the clip, which was directed by
Dominic Sena and produced by
Beth Broday Productions.

Epic recording act Smash Palace
has completed its latest video, “Liv-
ing On The Borderline.” Filmed in
Los Angeles, the clip features per-
formance footage married with
brief vignettes. It was directed by
Nigel Dick and produced by Mark
Freedman Productions. David
Bridges was cinematographer.

International Music Video artist
Robin Diamondz just completed
production on the video ‘“Diamonds
Are A Girl’s Best Friend.” Specially
designed for children, the comical
clip is a fantasy, consisting of nu-
merous pedigreed dogs portraying
humans. It was directed by Peter
Shillingford and edited by Wade
Evans.

OTHER CITIES

HOD McCALL of McCall/Cop-
pola Flix in London created and di-
rected “Zoolookologie,” the video
supporting French recording artist
Jean-Michel Jarre’s newest album,
‘‘Zoolook.”” Just released in the
U.K., Europe, Asia, Australia and
South America, the clip shows three
models flirting with the artist in a
provocative fantasy as they lip-
synch to Laurie Anderson’s vocal
track. ““The video looks like a
game,” says McCall, who claims it’s
‘“very childlike.” In addition to
McCall, the production team includ-
ed Mike Sutcliffe, Sheena Staf-
ford, Letitia Knight and Frank
Coppola.  Edited by LINDA MOLESKI

Production companies and post-
production facilities are welcome
to submit information on current
projects. Please send material to
Video Track, Billboard, 1515
Broadway, New York, N.Y. 10036.
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ElectroSoundtape

You can afford audio cassette dup-
licating equipment that produces
exactly what you want to hear
perfectly, over and over and over
again.

You can afford equipment that
lasts and lasts, especially when it
makes your master tapes - and
your investment in them - last
longer.

You can afford equipment that
provides the world’s most compre-
hensive fully

automated
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duplicating equipmentisthebest.

But canyouaffordit?

control analysis.

Chances are high you can af-
ford the equipment nine out of
ten major recording companies
choose, even if you aren't in the
top ten yourself yet.

Call us today. If you're in the
cassette business, you can't afford
not to.

Now the only question is, what
are you waiting for?

Call or write today. Electro
Sound, Inc.,160 San Gabriel Drive,
Sunnyvale, CA 94086.

Telex 34-6324.

Distributed outside U.S.exclusively by
Audiomatic Corporation, 400 Madison Avenue,
Suite 1211, New York, NY 10017 Tel.(212}

308-6888.Cable Audiomatic. Telex 12-6419.
©1985, Electro Sound, Inc.

€)FlectroSound

Hear what you've been missing.

See us at the AES in New York, Booth 180-181.

="ro audio/video
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HENLEY WINS BIG AT MTV AWARDS

‘Boys Of Summer’ Clip Captures Four Trophies

BY STEVEN DUPLER

NEW YORK Don Henley’s “Boys
Of Summer” was the big winner on
Sept. 13 at the second annual MTV
Video Music Awards, held at Radio
City Music Hall. The starkly beauti-
ful black-and-white clip garnered a
total of four silver astronaut statu-
ettes, including best video and, in
the professional awards category,
best art direction, best direction and
best cinematography.

Henley’s video, which he ac-
knowledged in one of his acceptance
speeches he had “very little to do
with, other than being strapped to
the back of a pickup truck and driv-
en around L.A. at night,” was di-
rected by Jean Baptiste Mondino.
The French-born Mondino, who was
also responsible for Bryan Ferry’s
“Slave To Love’’—another unique
clip that makes use of feature film-
like direction and moody cinematog-
raphy techniques—should be in
high demand after his MTV Awards
coup. Cinematographer and art di-
rector on the “Boys Of Summer”
video were, respectively, Pascal Le-
beque and Bryan Jones.

Other multiple winners at the
awards presentation were Bruce
Springsteen for best male video
(“I'm On Fire”) and best stage per-
formance (“Dancing In The Dark”);
USA For Africa’s “We Are The
World” for best group video and
viewers’ choice (voted on by the
MTV audience over several months
via a special 900 telephone number);
and relative newcomers Art Of
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Hey, Nothing to tt. Or so seems to
say the expression on the face of
four-award winner Don Henley
backstage at the second annual MTV
Video Awards at Radio City Music Hall
in New York. {(Photo: Chuck Pulin)

Noise’s striking “Close (To The
Edit)” for most experimental video
and best editing in a video.

Other award winners were: Tina
Turner’s “What’s Love Got To Do
With It” for best female video,
Glenn Frey’s “Smuggler’s Blues”
for best concept video, Philip Bailey
& Phil Collins’ “Easy Lover” for
best overall performance and ’til
tuesday’s “Voices Carry” for best
new artist. In the professional divi-
sion, Tony Mitchell, Kathy Dou-
gherty and Peter Cohen took the
honors for best special effects for
Tom Petty & the Heartbreakers’

“Don’t Come Around Here No
More,” and David Atkins won best
choreography for Elton John's “Sad
Songs.”

A special recognition award was
presented to Bob Geldof for his ef-
forts on behalf of African hunger
relief with the Band Aid and Live
Aid projects, and one artist and
three directors were given Video
Vanguard awards (the equivalent of
a music video hall of fame): David
Byrne, Kevin Godley & Lol Creme
and Russell Mulcahy. They join last
year’s luminaries, David Bowie, the
Beatles and Richard Lester.

With its second awards presenta-
tion under its belt, MTV has defi-

(Continued on page 41)

Music to Movies. Director Duncan Gibbins, left, and first assistant director
Jules Lichtman line up a shot at North Vancouver Cemetery during the filming of
Paramount’s “Captive Hearts.” Gibbins, a veteran music video director whose
credits include Glenn Frey’s “Smuggler’s Blues,” is making his feature film
directorial debut.

‘Dedicated to Music’

Buckingham Not ‘Insane’

BY JIM McCULLAUGH

LOS ANGELES You could call
Lindsey Buckingham a reluctant
video artist. The Fleetwood Mac
songwriter/guitarist claims he is
still primarily ‘“dedicated to the
craft of music’” and will maintain
that course. Yet his his video work
this year was held in high enough
esteem by his peers to gain him sev-
en MTV Video Music Awards nomi-
nations, more than anyone else this
year.

The two nominated clips from
Buckingham’s recent solo album

‘Cutting Edge’ Looks at Regional Scenes

IRS Label’s Alternative Music Show ‘Connects the Dots’

BY MOIRA McCORMICK

CHICAGO IRS Records’ alterna-
tive music showcase, “The Cutting
Edge,” which airs once a month on
MTYV, has begun to spotlight region-
al underground scenes around the
country.

“The fact that America’s so large,
the cities are so far apart, and
there’s no national music newspa-
per, makes it hard to keep tabs on
up-and-coming bands,” says IRS
“ambassador of creative services”
Carl Grasso. “We're trying to con-
nect the dots between the country’s
music cities. We are in the business
of putting records out and making
money, but we do care a great deal
about the music scene in general.”

“Cutting Edge”’ installments
spotlighting the underground talent
of Winston-Salem, N.C., Austin and
various Los Angeles neighborhoods
have already been aired. Grasso
says more regional specials are
planned for the coming year,
though specific locales have not yet
been decided upon.

According to Grasso, IRS had in-
tended “The Cutting Edge” to fea-
ture regional spotlights since its in-
ception, but up until last year had
found that impossible due to budget
constraints. Last January, IRS ran
a contest in conjunction with the

Record Bar retail chain for best dis-
play of new releases by label artists
General Public and Let’s Active.
The winning store, located in Win-
ston-Salem, was visited by the “Cut-
ting Edge” crew, who filmed the
program segment ‘“CMJ New Music
Countdown”’ there.

“It was a perfect opportunity to
spotlight the Winston-Salem
scene,” recalls Grasso. Thus, the en-
tire installment was built around
area talent. Local performers were
featured, among them producer/
artist Mitch Easter, as well as Dex-
ter Romweber, One Plus Two, the
Squalls and the Connells. Hosted on
location by regular “Cutting Edge”
personality (and Fleshtones lead
singer) Peter Zaremba, the show
ran in March and, Grasso says, re-
ceived a favorable response.

The next regional show was shot
on location in Austin at the urging of
local journalist Ed Ward. After re-
viewing scores of tapes, Grasso and
company sojourned to the Texas capi-
tal for three weekends, selecting 14
bands from a possible 30 finalists.

With the Austin spotlight, Grasso
says, “We broke format complete-
ly—no videos, no established acts.
The entire hour-long show consisted
of unsigned groups.”

The program served as an Austin
travelogue as well, with footage shot

at various local clubs, barbecue joints
and other city institutions. “We want-
ed to re-create the feeling of the town
itself,” Grasso says. Performers fea-
tured included True Believers, Joe
“King” Carrasco, Zeitgeist, Dharma
Bums, Doctor’s Mob, Brave Combo,
Wild Seeds, Poison 13, Timbuk3,
Glass Eye and Dino Lee & the White
Trash Revue.

At a Los Angeles screening prior
to the program’s Aug. 25 airing, IRS
brought in Timbuk3, Dharma Bums
and Zeitgeist for a showcase. “A lot
of a&r guys came in for the screen-
ing,” Grasso recounts, ‘“and now
they’'re swarming all over Austin. A
lot of bands have been approached
for record deals.” IRS itself, he adds,
is “looking at a couple” of those acts
with an eye towards a contract.

While the regional segments are
more expensive (Grasso says the
Austin show went 20% over normal
budget) and time-consuming (as-
sembling all-original material as op-
posed to mostly prerecorded),
Grasso says IRS has committed it-
self to continue the series. “We've
been getting calls from cities like
Boston, Chicago and Minneapolis,”
he says, “asking about doing loca-
tion shows there. Now it’s like, who
do we pick?”

“Go Insane”’—the title track and
“Slow Dancing”’—fall into the tech-
nical categories. The clips garnered
two nominations for best special ef-
fects in a video, two for best editing
in a video, one for best cinematogra-
phy in a video and two for most ex-
perimental video.

“It’s nice to be recognized,”
Buckingham says. “I think I am
well thought of and fairly well
known. As a solo artist, though, I
have received critical success, but I
haven’t sold a lot of records. And
it’s unusual for an artist like that to
get nominated for anything. Yes, I
was surprised at first.”

Buckingham gives a lot of credit
to his director, Danny Kleinman of
Limelight Productions. “It’s nice
that the industry is finally recogniz-
ing directors and behind-the-scenes
people,” he says.

In contrast to the situation with
his first solo album, “Law And Or-
der,” which yielded one ‘‘quick,
cheapie” video for “Trouble,” Buck-
ingham says he became very in-
volved with the creative side of
“Slow Daneing” and “Go Insane.”

For ‘“Go Insane,”’ he says, “I
thought about it for days and even
did storyboards. Then I sent them to
Danny. It ended up being a nice col-

Over Clips

laboration between my raw ideas
and his articulation.

“Video clips can be a lot of fun for
the artist, particularly if he or she
has good sensibilities and good
ideas for videos,” he continues. “It’s
also opened up a lot of opportunities
for directors who may have never
had a chance to break into commer-
cials or feature films.”

Still, Buckingham, who says he’s
two-thirds of the way through an-
other solo album, has no plans of
jumping on board the video band-
wagon any deeper, except to the ex-
tent that he will choose to be in-
volved on the creative side for any
videos spawned by the next album.

“God knows if it’s a fad,” he says.
“Musie, certainly, will always be
around, and people won't get tired
of listening to it. But they may get
tired of artists lip-synching to vid-
eos.”

Does Buckingham view video
clips as a necessary evil? Yes and
no.
“The tone of most video clips is
similar to commercials,” he says.
“They are even cut rhythmically
like commercials. And that’s the
purpose they serve, really.

“I suppose there’s an argument

(Continued on page 41)

Post-Production Dreams. Private Music Records owner and president Peter
Baumann is shown working on the video for Patrick O’'Hearn’s new release
“Ancient Dreams’’ at IPC in New York. Next to Baumann is editor Larry Jordon.
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0P CLASSICAL ALBums

by Is Horowitz

MUSIC & MORALITY: The current furor over ex-
plicit lyrics, like most other controveries involving mu-
sic, is but the latest in a long continuum. Rock music is
only the most recent to feel the oppressive weight of
criticism. There are classical parallels, as well, dating
back to the Elizabethan Era and before. These prob-
lems, if one views them as such, have always been
with us, one way or another.

The movie “Amadeus,” though not a paragon of his-
torical accuracy, did surprise many by disclosing vul-
garities in Mozart’s personal behavior that seemed at
odds with the purity of his music. The fact is that he
enjoyed earthy observations (if scatological, so much
the better) and was not above setting some of them to
music.

The lyric controversy
is not a new issue

This caused some grief to his publishers, the firm of
Breitkoff & Hirtel, who tried to avoid public censure
in 18th Century Austria by cleaning up some of Mo-
zart’s lyrics. Their bowdlerization of Mozart’s vocal
canon “Leck mich im Arsch” to “Lasst froh uns sein”
(“Let’s be happy”’) was their way of keeping contem-
porary bluenoses at bay. This is only one of a number
of similar instances.

Closer to our time is the case of Carl Orff’s enor-
mously popular “Carmina Burana.” Fortunately (?),
the text is sung in medieval Latin and early French
and German, so few listeners are aware of how explic-
it some of the descriptions of romantic byplay are.
Some record companies, normally meticulous in pro-

EEPING SGORE

viding complete texts and translations of sung materi-
al, have balked at printing literal translations of key
sections of “Carmina,” although they do reproduce
the 13th Century poems on which the work is based.

Other labels duck the issue by a country mile (no
text at all, medieval Latin or not); still others go half-
way. In Telarc’s case, no texts are printed, but the
notes do contain the following caution: “Though Car-
mina Burana has for years been regarded as highly
suggestive, if not almost pornographic in content, it is
in the final section alone that the chorus and soloists
are requested to sing ‘forthright’ lines.” Not quite full
disclosure, but it is a warning of sorts.

If the lyric hurdle is bypassed in music that’s purely
instrumental, problems can arise if the prurient probe
is sufficiently detailed. How, for instance, is one to
take the “Symphonia Domestica” by Richard Strauss,
which makes the listener an audio witness at the con-
jugal bed? And after the movie “10,” what are the
mental pictures aroused by Ravel’s ‘“‘Bolero”?

Should recordings of these works, and scores more
like them, be stickered with warnings? It's doubtful if
the new crop of morality guardians will go that far.
But one never knows.

GRACE NOTES: James G. Roy, who resigned from
his Broadcast Music Inc. post of vice president of con-
cert music administration, effective Sept. 1, will re-
main on as a consultant to the performing rights orga-
nization. His departmental duties have been taken
over by Dr. Barbara Peterson, manager of concert re-
search ... Harpsichordist Scott Ross will be heard
over National Public Radio this season in more than
500 keyboard sonatas of Domenico Scarlatti.
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1 1|2 BERNSTEIN: WEST SIDE STORY DG 415.253 (CD) 20 weeks at No. One
TE KANAWA, CARRERAS (BERNSTEIN)
2 3|1 GERSHWIN: RHAPSODY IN BLUE  css mM-39699 (CD)
MICHAEL TILSON THOMAS
3 21130 WEBBER: REQUIEM  AnGEL DFO-38218 (CD)
DOMINGO, BRIGHTMAN (MAAZEL)
4 5118 MUSIC OF WOLFGANG AMADEUS MOZART  anGEL SBR-3980
VARIOUS ARTISTS
5 4 | 46 AMADEUS SOUNDTRACK  FANTASY waAM-1791 (CD)
NEVILLE MARRINER
6 1638 SAVE YOUR NIGHTS FOR ME  cBs m-39866 (CD)
) PLACIDO DOMINGO
7 7 120 AVE MARIA  PHILIPS 412-629 (CD)
KIRI TE KANAWA
8 8110 AMERICA, THE DREAM GOES ON  PHiLIPS 412-627 (CD)
BOSTON POPS (WILLIAMS)
9 {g|s GLASS: SATYAGRAHA  cBs 13m:39672
PHILIP GLASS
10 (2] 4 MORE MUSIC FROM AMADEUS  FANTASY WAM-1205
NEVILLE MARRINER
11 11! 50 MOZART: REQUIEM  L'OISEAU LYRE 411-712 (CD)
ACADEMY OF ANCIENT MUSIC (HOGWOOD)
12 {10/ 30 WITH A SONG IN MY HEART  PHILIPS 412-625 (CD)
JESSYE NORMAN, BOSTON POPS (WILLIAMS)
13 | 13| 24 BEVERLY SILLS SINGS VERDI  anGEL Av-34017
BEVERLY SILLS
14 |15 2 HAYDN/HUMMEL/L MOZART: TRUMPET CONCS. c8s IM-37846 (CD)
WYNTON MARSALIS, NATIONAL PHILHARMONIC ORCH. (LEPPARD)
15 | 14 50 GERSHWIN: AN AMERICAN IN PARIS  ANGEL DS-38130 (CD)
LABEQUE SISTERS
16 | 16 | 302 PACHELBEL:CANON/FASCH:TRUMPET CONCERTO  RCA FRL1-5468
PAILLARD CHAMBER ORCHESTRA
17 |20 8 A BACH CELEBRATION  ANGEL DS-37343
CHRISTOPHER PARKENING
18 | 12| 10 BERLIOZ: SYMPHONIE FANTASTIQUE  LoNDON 414-203 (CD)
MONTREAL SYMPHONY (DUTOIT)
19 | 19| 46 BIZET: CARMEN (EXCERPTS)  ERATO HBC1.5302 (CD)
MIGENES-JOHNSON, DOMINGO (MAAZEL)
20 | 18|50 THE BEST OF WOLFGANG AMADEUS MOZART  rHILIPS 412-244 (CD)
NEVILLE MARRINER
21 (2230 TIME WARP  TELARC 10106 (CD}
CINCINNATI POPS (KUNZEL)
22 |21l a0 IN THE PINK  Rca CRC1-5315 (CD)
JAMES GALWAY & HENRY MANCINI
23 (17118 THE WEDDING ALBUM  RCA XRL1-5038
! ) VARIOUS ARTISTS
24 | 2710 CANADIAN BRASS LIVE cBs M 39515 (CD)
CANADIAN BRASS
25 NEW} PACHELBEL: KANON  LONDON 411.973 (CD)
STUTTGART CHAMBER ORCH. (MUNCHINGER)
26 | 231185 BEETHOVEN: SYMPHONIES 4 & 7 G 415121 (CD)
BERLIN PHILHARMONIC (KARAJAN)
27 13012 BACH ON WOOD  cBs M-39704
BRIAN SLAWSON
28 (28] 16 BERLIOZ: SYMPHONIE FANTASTIQUE  anGEL DS-38210 (CD)
PHILADELPHIA ORCHESTRA (MUTI)
29 |32 8 FASCINATIN' RAMPAL  cBS FM.39700 (CD)
JEAN-PIERRE RAMPAL
30 |33 6 MOZART: REQUIEM  anGeL Ds-38216
PARIS ORCHESTRA (BARENBOIM)
31 |25/ 34 CANTELOUBE: SONGS OF THE AUVERGNE,VOL. 2  LONDON 411730 (CD)
TE KANAWA, ENGLISH CHAMBER ORCH. (TATE),
32 2|2 BACH: BRANDENBURG CONCERTOS  L'OISEAU LYRE 414-187 (CD)
ACADEMY OF ANCIENT MUSIC (HOGWOOD)
33 | 3562 MAMMA  LONDON 411-959 (CD)
LUCIANO PAVAROTTI (MANCINI)
34 3|12 ELGAR/WALTON: CELLO CONCERTOS  c8s im-39541
YO-YO MA
35 |REENTRY BOLLING: SUITE FOR FLUTE AND JAZZ PIANO  cBs mM-33233 (CD)
® JEAN-PIERRE RAMPAL, CLAUDE BOLLING
36 |29 12 VERDI: REQUIEM  0G 415091 (CD)
VIENNA PHILHARMONIC (KARAJAN)
37 |37 48 BAROQUE SOLOS AND DUETS  css Im-39061 (CD)
WYNTON MARSALIS, EDITA GRUBEROVA
38 |31 28 GERSHWIN: PORGY AND BESS  PHiLiPS 412-720 (CD}
SIMON ESTES, ROBERTA ALEXANDER _
JAPANESE MELODIES 8BS £M-39703 (CD)
39 |01 YO-YO MA
40 {3834 BEETHOVEN: SYMPHONIES 5 & 9 06 413.933
BERLIN PHILHARMONIC (KARAJAN)

(CD) Compact Disc available. @ Recording Industry Assn. Of America (RIAA) certification for sales of
500,000 units. A RIAA certification for sales of one million units.

by Enrique
Fernandez

THE DEADLINE IS APPROACHING for entries to
the 1985 Grammy Awards. Record companies wanting
to submit their product have until Oct. 3, while mem-
bers of the National Academy of Recording Arts &
Sciences must send theirs by Oct. 7. Though in past
years the Latin Grammys have been plagued with
problems, NARAS is working to assure that this year’s
nominees—and winners—are correctly classified.

Recognizing the size and diversity of Latin music pro-
duction, NARAS has tripled the number of awards in
that area in recent years. So instead of one overall Latin
Grammy, there are now three in distinct categories: Lat-
in pop, tropical and Mexican regional. These are basical-
ly the same categories that Billboard has been using to
rank Latin albums, which makes the Latin charts a
handy guideline to the Grammy classification.

Of course, since the Academy recognizes only quali-
ty and not sales, it’s possible that an award-deserving
record has never been charted. But on the whole, most
of the top product is on the charts.

Latin pop embraces the international Spanish-lan-
guage ballad and other non-regional pop sounds, such
as rock. Tropical is a term not everyone agrees on, but
it’s the only way of classifying all the Caribbean-based
sounds like salsa, Dominican merengue, Colombian
cumbia, Mexican tropical and much more. Mexican re-
gional includes music of clear Mexican roots, such as
ranchera, nortena, and the border beats of Mexican-
Americans.

In an effort to avoid last year’s highly disputed clas-
sification of product, NARAS will arrange for close
contact between screening committees on the West and
East Coasts. The system is far from perfect, but it re-
flects a serious effort on the part of the Academy to

honor the talent and quality of Latin music.

NARAS members are urged to send their entries im-
mediately. Latin music personnel who are not members
of NARAS should consider joining the Academy, since
it’s your knowledgeable vote that will determine the
winners.

NARAS tries to get
the Grammys right

An often-heard complaint is that only those Latin
artists who are known in the Anglo world have a
chance of winning. The reason for that is simple:
There aren’t enough Latins in the Academy. So join
and be counted.

Finally, and most importantly, labels with Latin
product should send their entries right away. If you
don’t have entry forms, contact NARAS, 303 North
Glen Oaks Blvd., Suite 140, Burbank, Calif. 91502,
Phone: (818) 843-8233.

A 60-MINUTE DOCUMENTARY on the production
of the “Cantaré, Cantaras” all-star charity recording
will be aired Oct. 12 on the SIN tv network. The pro-
gram, narrated by Ricardo Montalban, will include
footage on the problem of hunger in Latin America.

The program will also include an exclusive video of
the song. The SIN network is already airing video
clips of “Cantaré, Cantaras’ as a public service. Pro-
duced by the non-profit Hermanos organization, the
song and the program are aimed at relieving hunger
in Latin America and Africa.
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CLUB PLAY

12 INCH SINGLES SALES

o
& & & &
é« o Compiled from a national sample of dance club playlists. é“ O;.T Compiled from a national sample of retail store sales reports.
@ /@ / TILE ARTIST & /o TITLE ARTIST
L 8 /S LABEL & NUMBER DISTRIBUTING LABEL "y 6 /S LABEL & NUMBER/DISTRIBUTING LABEL
BE NEAR ME POP LIFE (REMIX)/HELLO
@ 2 ” 3 MERCURY 884 052-1 1 week at No. One L REE @ 1 3 5 PAISLEY PARK(O-20357/)V{ARNER BROS. 2 weeks at No. One FRINELE & VA2 [RBGec el
2 [ 1| 3| 9 | DAREMErcaroralzr  THE POINTER SISTERS (2)] & | 10| 4 | DRESSYOU UP (REMIX) SiRe 0-20365, WARNER BROS & MADONNA
)| 4 | 5 | 9 | OHSHEILA mca 23572 © READY FOR THE WORLD 3| 21 2| 10| TRAPPED mca 23568 COLONEL ABRAMS
@) 7 || = 2 | LI ESAE TEE ® MICK JAGGER & DAVID BOWIE 4 | 3| 1 | 11 | SHOUT (REMIX) wercury 880 929 1 & TEARS FOR FEARS
(8)| 9 | 16 | 4 | DRESS YOU UP (REMIX) SRt 0-20369/ WARNER BROS, & MADONNA 5 | 5| 7 | 6 | THE SCREAMS OF PASSION/YES paisLEv PARK 0 20360/ WARNER BROS. THE FAMILY
(6)| 13|15 | 5 | MONEY'S TOO TIGHT TO MENTION ELcxTra 066883 # SIMPLY RED (6)| 8 | 8 | 7 | OHSHEILAmca 23572 # READY FOR THE WORLD
7 | 5] 6 | 6 | POPLIFE (REMIX)/HELLO PAISLEY PARK 020357 /WARNER BROS. PRINCE & THE REVOLUTION 7161|617 RTSET?SEXZ//F'RQEV DA DI DOUG E. FRESH & THE GET FRESH CREW
8 3 2 10 | TRAPPED mca 23568 COLONEL ABRAMS 10 17 6 OBJECT OF MY DESIRE ELEkTRA 0-66891 ¢ STARPOINT
9 | 8 | 14 | 5 | FLLBEGOOD wercury 884 009.1 ® RENE & ANGELA (3| 18 | 41| 3 | rLL BE GOOD wmercury 884 009-1 ® RENE & ANGELA
17 | 25 4 FALL DOWN (SPIRIT OF LOVE) asm sp-12146 TRAMAINE 10 9 1 8 ALL FALL DOWN rca pw-14109 ® FIVE STAR
1| 11| 13| 7 | SOMEPEOPLE (REMIX) caprol v-8649 # BELOUIS SOME QD] 14 | 19 | 8 | DARE ME rcaro1a12s ® THE POINTER SISTERS
12 | 12 | 12 | 8 | OBJECT OF MY DESIRE cicira 066891 ¢ STARPOINT | |(12)| 18 | 33 | 3 | FALL DOWN (SPIRIT OF LOVE) asm sp.12146 TRAMAINE
(3)| 14 | 18 | 6 | THE SCREAMS OF PASSION/YES pasLEv PARK 0-20360/WARNER BROS THE FAMILY B[ 12] 9 | 9 | PICKIN'UP PIECES mrace 096873/aTLANTIC BRENDA K. STARR
16 | 19 | 6 | THE DANCE ELECTRIC cotumaia 4405249 © ANDRE CYMONE 19 | 35 | 3 | BENEAR ME wercuny 884 0521 ® ABC
15 6 1 10 | EIGHT ARMS TO HOLD YOU tpic 49.05247 & GOON SQUAD 15 | 15 | 14 6 THE DANCE ELECTRIC cotumBia 44-05249 & ANDRE CYMONE
9|23 ONE LIFE/IT'S THE WAY YOU DO IT SRE 0.20358/WARNER 8ROS. LAID BACK 22| 3% | 3 | CONGA epc 4905253 MIAMI SOUND MACHINE
Y| 0wy | R e E e T R AL A3 (LR ® STING 17 | 11 | 4 | 12 | FREEWAY OF LOVE awsTa D1.9355 © ARETHA FRANKLIN
_ DANCING IN THE STREET (REMIX
20 | 31 | 5 | SHAME camioL (rowO) & THE MOTELS H 3 || BELE0 L] ) ® MICK JAGGER & DAVID BOWIE
19 | 15 | 7 | 12 | ALL FALL DOWN rcarw.14108 ® FIVE STAR 19| 7| 5 | 7 [ IFYOULOVESOMEBODY SET THEM FREE (REMIX) ® STING
YOU WEAR IT WELL (REMIX
@0)[ NEWD O I EELL ) EL DEBARGE WITH DEBARGE 20 | 17 | 16 | 13 | CITY LIFE/A FLY GIRL camoL v8645 BOOGIE BOYS
Q@D 2% | 36 | 5 | WEIRD SCIENCE wca 23574 & OINGO BOINGO 2 [ B[ B [ & | TEIEP T EUiErE  LISA LISA/CULT JAM WITH FULL FORCE
THE POWER OF LOVE (REMIX
A B | 5 B | iUy by LE( ) ® HUEY LEWIS & THE NEWS @)| 3 | 47 | 3 | HOT SPOT (REMIX) moTown 4543mG THE DAZZ BAND
GOOD-BYE BAD TIMES THE POWER OF LOVE (REMIX
3|2 2| s | GOODBYE PHILIP OAKEY & GIORGIO MORODER @B @ | & || 8 | Wilbulag il Ciad ) & HUEY LEWIS & THE NEWS
28 | 32| 4 | SOINLOVE (REMIX) asmsp 12143 * OMD. 28 | 38 | 10 | MUSIC IS THE KEY 0 WIERNATIONAL D888 JM. SILK
@5)| 31 | 45 | 3 | DON'T LEAVE ME THIS WAY mecatone 1135 JEANE TRACY | [(25)| 38 | 48 | 4 | RUNNING UP THAT HILL emiamerica v-7865 KATE BUSH
30 | 42 | 3 | SPANISH EDDIE artantic oseses © LAURA BRANIGAN 26 | 21 | 31 | 4 | INVINCIBLE crvsaus avo-azs7s & PAT BENATAR
Q@D| % | 38 | 4 | YOU LOOK MARVELOUS asmsp.12147  BILLY CRYSTAL Q@D NEwW) EATEN ALIVE rca pD-14183 # DIANA ROSS
33 | 43 | 4 | MUSIC IS THE KEY 0. INTERNATIONAL D888 JM. SILK | & 84| el (AT AN [ G UGEDLEE) © TINA TURNER
29 | 18 | 9 | 10 | PICKIN' UP PIECES mRAGE 0.96873/ATLANTIC BRENDA K. STARR (29)| 9 | — | 2 | SINGLE LIFE aranta artists 884 0101 CAMEO
5|2 ENDICOTT SIRE 0-20351/WARNER BROS. # KID CREOLE AND THE COCONUTS 35 | 2 | 5 | SISTER FATE pastev PARK 0.20359/WARNER BROS ® SHEILA E.
THERE MUST BE AN ANGEL/GROWN UP GIRLS GOOD-BYE BAD TIMES
@BD| 32 | 4 | 4 | THEREMU & EURYTHMICS 31| 25| 25| 7 | GOODBYE PHILIP OAKEY & GIORGIO MORODER
@ NEW) YOU & ME CBS ASSOCIATED 429-05284 THE FLIRTS 32 1 33 ] 39 5 EYE TO EYE (REMIX) cHrySALIS 4v9-42900 GO WEST
@ 36 | 48 3 GIVE AND TAKE capiToL v-8652 BRASS CONSTRUCTION 33 20 13 10 EIGHT ARMS TO HOLD YOU tric 49.05247 @ GOON SQUAD
: DANCIN’ IN THE KEY OF LIFE (REMIX
GO 4 | 50 | 3 | LIMIT OF YOUR LOVING/DON'T LET IT UP NexT rLATEAU NP50032 WELLRED | |((B@)| 47 | 30 | 12 | DANCIN'IN T (REMUD  STEVE ARRINGTON
@5)| 41 | — | 2 | CONGA epcas.05253 MIAMI SOUND MACHINE @5)| 45 | — | 2 | SAYI'M YOUR NUMBER ONE Next pLATEAU NP50035 PRINCESS
G@6)| NEWD CHOOSE ME (REMIX) mca 23581 LOOSE ENDS 3% | 30| 21| 9 | STIRIT UP (REMIX) mca 23567 ® PATTI LABELLE
BD| NEWP | PERFECT WAY (REMIX) warneR BROS. (PROMO) ¢ SCRITTIPOLITTI | [(7)|  NEWP> | STOP PLAYING ON ME a7 & 5wav 8Way-418/ISLAND VIKKI LOVE
NEW)D RUNNING UP THAT HILL emiamerica v-7865 ® KATE BUSH 38 | 32 | 28 | 15 | BAD BOYS staruITE B6000/FANTASY BAD BOYS FEATURING K LOVE
4 | — | 2 | DON'T LOSE MY NUMBER arianTIC 0-86363 ® PHIL COLLINS (3P| %0 | 49 | 3 | ONE LOVE superironics r-009 JANICE CHRISTIE
4 | 37 | 46 3 KILLER INSTINCT siLver BLUE 429-05250 ROBEY 40 | 31 | 42 3 ONE LIFE/IT'S THE WAY YOU DO IT SiRe 0-20358/WARNER BROS. LAID BACK
D=1 2 || MEDuLES OIS (i) JENNIFER HOLLIDAY 41 | 27 | 20 | 17 | ANGEL/INTO THE GROOVE ® S 0-20335/WARNER BROS & MADONNA
42 | 27 | 27 | 8 | STRONGER TOGETHER MRAGE 0-96870 ATLANTIC SHANNON NEW ) I'M GONNA TEAR YOUR PLAYHOUSE DOWN COLUMBIA 44.05264 © PAUL YOUNG
. RASPBERRY BERET/SHE'S ALWAYS IN MY HAIR
43 | 24 | 8 | 11 | M ONLY SHOOTING LOVE coLumeia 44.05229 © TIME BANDITS 43 | a1 | 22 | 11 | RASPBERRY BERET/SHE'S A ® PRINCE & THE REVOLUTION
NEW)D EYE TO EYE cHRysaLis 4v9-42300 GO WEST # | 23| 18 | 6 | WILDAND CRAZY LOVE (REMIX) THE MARY JANE GIRLS
6 | — 2 CARRIED AWAY MANHATTAN V-56008/CAPITOL MERC & MONK 45 | 37 | 37 18 UNEXPECTED LOVERS T5R TSR 837 LIME
4% | 21 | 4 | 12 | HISTORY crimique crgsi2 ® MAI TAI NEWD MONEY’S TOO TIGHT TO MENTION £icxTra 066883 # SIMPLY RED
48 | — | 2 | VICTIM OF DESIRE priLLy ORLD 0.96869/ATLANTIC VERONICA UNDERWOOD 4 | — [ 4 || GEE LI LT G b 1) U2 ELEE ® EURYTHMICS
NEWD EATEN ALIVE RCA pD-12183 ® DIANA ROSS NEW)D CHOOSE ME (REMIX) wca 23581 LOOSE ENDS
NEWD STOP PLAYING ON ME 4TH & 5'WAY BWAY.418/ISLAND VIKKI LOVE 49 | 39 | 27 | 5 | SPANISH EDDIE ATLANTC 086868 © LAURA BRANIGAN
WALK AWAY SATISFIED YOU SPIN ME ROUND (LIKE A RECORD
(B0 NEWD WALK AW ZINO FEATURING JAYNE EDWARDS 50 | 46 | 43 | 29 | YOUSPIN D ( ) # DEAD OR ALIVE
1. PART TIME LOVER STEVIE WONDER 1amLa 1. SILVER SHADOW ATLANTIC STARR a&m
N 2. SAY I'M YOUR NUMBER ONE PRINCESS nex pLaTEAU 2 2. YOU WEAR IT WELL (REMIX) EL DEBARGE WITH DEBARGE Gorov
'5 3. IN BETWEEN DAYS THE CURE eLexrra 5 3. SO SMOOTH KRYSTAL DAVIS ursan Rock
© | Titles with tuture 4. 'M GONNA TEAR YOUR PLAYHOUSE DOWN PAUL YOUNG coLumsia © | Titles with future 4. HARD TIMES FOR LOVERS (REMIX) JENNIFER HOLLIDAY Gerren
3 | chart potential, 5. (KRUSH GROOVE) CAN'T STOP THE STREET CHAKA KHAN WARNER BROS. 3¢ | chart potential, 5. IN BETWEEN DAYS THE CURE eLexTRA
«f | Dased onclub play 6. TOO WHITE NOLAN THOMAS mirace o | based on sales 6. HELLO STRANGER/SUMMER IN THE STREET CARRIE LUCAS cOnsTELLATION
paj | fhis week. 7. SEDUCTION VAL YOUNG Gorov Laj | reported this week. 7. 1 MISS YOU KLYMAXX CONSTELLATION
[ 8. SILVER SHADOW ATLANTIC STARR a&m [ 8. (KRUSH GROOVE) CAN'T STOP THE STREET CHAKA KHAN warNeR BROS
[+4] 9. MAKE YOUR MOVE ON ME BABY (REMIX) CHARLIE SINGLETON arisTa =] 9. | CAN'T STOP LARAVELL iMPORT (MANY, tTALY)
10. 'LL BE AROUND WHAT IS THIS mca 10. IN THE MOOD/MOONLIGHT SERENADE ARTHUR BARROW/ THELMA HOUSTON
MCA

Q Titles with the greatest sales or club play increase this week. @ Video clip availability. @ Recording Industry Assn. Of America (RIAA) certification
for sales of one million umts. A RIAA certification for sales ot two million units. Records under Club Play are 12 inch unless otherwise indicated.
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by Brian Chin

HODGEPODGE: As was the case
with their 1982 teamup (‘“Mus-
cles”), Diana Ross allows Michael
Jackson to take her to a positively
weird outer limit of theme and pro-
duction with “Eaten Alive” (RCA
12-inch), which is predictably an in-
stant breakout, being even more
rockish and nerve-wracking than
last year’s “Swept Away.” The re-
mainder of the imminent album,

also titled “Eaten Alive,” is other-
wise a superstar pairing of Ross
with the production of Barry Gibb;
her loyal fans in clubland will ap-
preciate “Chain Reaction,” a graft-
ing of '80s hi-NRG onto a mock-Mo-
town tune, and ‘“‘Crime Of Pas-
sion,” which is presented in a tight
radio mix here but might be appro-
priate for remix.

The Thompson Twins’ pop chart-

DISCO&DANCE 12"

U.5.A & IMPORTS

{WHOLESALE FOR STORES)

UsA - CANADA* ENGLAND - GERMANY

ITALY = FRARNCE - HOLLAND

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

Send for our free flyer listing all titles we
stock, U.S. & mports. We specialize in U.S
small label product. call us for best service
and information

US & CANADIAN 12"

Don Quixote—Magazine 60

Lowvin Is Really My Game—
Sylvester

Can't Get Enough—Trinere

Paradise—Figures On A Beach

Another Boy In Town—2 Girls

Malice & Vice—Mozzart

Get Some—Pretty Tony

Triple Threat—Z 3 MC's

Love Caught You By Surpnse—
Earl Turner

JOC Mixer Vol 3

Love Under Starhghts—Keena

Standing—Nick Eastside &
Lolealta Holloway

Set Me Free—Teen Rock/Latin
Rascals

War—Vision

Saving Myself—Oh Romeo

Madonna’s Eyes—Jayne Collins

Too Good To Go—Edwin Birdsong

One Love—Janice Christie

Wind Beneath My Wings—
Menage

Rap Is Here To Stay—Spyder D

Jack The Dick—Jack Master Funk

Boogie Girt Lace (A Fly Girl)—
Madomoselie

Down & Out—Cel Bee

Hard Act To Follow—Chilites

Can’'t Get Enough Of Your Love—
Pink Rhythm

Reflections—Evelyn Thomas

| Can Lose My Heart—CC Catch
Jealousy—Ami Stewart
Chinese Revenge—Koto
Midnight Radio—Taffy
Casanova Action—Latin Lover
Cheri Chen Lady—Modern Talking
Men In My Life—Minam Lee
America—Baby’s Gang
007—Bondettes

Satisfy—Soif De La Vie

DISCO CLASSICS

Come On & Do It—Poussez
Savage Lover—King

Lets gtarl The Dance—Bohannon
Gonna Get Along—Viola Wills

Fly Gri—B B Fresh

Cupid—Aida

Vanity—Carol Jian

Whisper To A Scream—Bobby
O/Claudja Barry Dean

“Visit us at the

New Music Seminar

—the Marriot Marquis Hotel—
September 25-28."

EUROPEAN 12"

They Say It's Gonna Rain—Hazel

Infatuation—Upfront
PLUS MANY MORE

Unique Record Dist./Import-0-Disc

BS5(E] CONKLIN ST, FARMING DALE, NY 11735
(51616944545

475% BZ34 IMFT DISC

TELEX cas 2822 EXP DISC

oB te o

- THE

" PUBLICATION
DANCE MUSIC
. 'PROFESSIONALS
"~ COUNT ON!

Canada/ Inter-
Domestic Mexico national
ONE YEAR
$40 $45 $90
TWO YEARS*
$70 $80 $170

*Get A Free T Shirt With
A Two Year Subscription

1747 FIRST AVENUE
NEW YORK, NY 10128

HIIHOSI 1S « HdIHOSHS « HdIHOSES

(212) 860-5580

CALL FOR
FASTEST SERVICE
WITH YOUR VISA OR
MASTERCARD NUMBER/

SUBSCRIBE * SUBSCRIBE « SUBSCRIBE

p

maker, “Lay Your Hands On Me”
(Arista 12-inch), will precede the re-
lease of a newer and already
charted import single. But though
the track is a few months old, the
U.S. 12-inch edition adds work by
Nile Rodgers to the original Tom
Bailey/Alex Sadkin production, es-
sentially a continuation of the gos-
pel-inspired “Gap” sound, this time
with an even clearer lyric refer-
ence. The upcoming Twins album
will include a studio version of
“Revolution,” which had been de-
buted at Live Aid.

ASSORTED CUTS: Jeff Tyzik fea-
turing Maurice Starr’s “Sweet Sur-
render”” (Polydor 12-inch) is a really
lovely beat-ballad, with the best
hallmarks of the nouveau soul style
of Kashif and the New York circle,
and should be serious radio material
... Patris’ “Love Oasis” (Emergen-
cy 12-inch) is also a nice, low-key ra-
dio record, offbeat but genuinely
musical, produced and co-written by
Craig Peyton and Nelson Cruz. It
kicks in for dance in the break, as
several records have lately.

The Jets’ “Curiosity” (MCA 12-
inch) is another record along the
lines of “Oh Sheila” which captures
precocious cool and attitude . . . The
System’s “This Is For You” (Mirage
12-inch) is a lovely, melodic floater
in the “You Are In My System” vein
... KoKo PoP’s “Brand New Beat”
(Motown 12-inch) combines a strong
synthesizer bottom with a meander-
ing song highlighted by a collage of
one-line allusions to classic Motown.

Yoko Ono’s “Hell In Paradise”
(Polydor 12-inch) sports a daunting
list of session stars: Nona Hendryx,
Bernard Fowler, Sly & Robbie,
Bernie Worrell, Eddie Martinez
and Lohn Luongo are among those
backing up in one capacity or anoth-
er. This Bill Laswell production is
in a clean modern dance groove that
should at least be a turntable hit . . .
Tina Harris” “While The City
Sleeps” (Shanachie 12-inch) is also a
somehow engaging raw record,
something like a Pointer Sisters out-
take that might be considered too
“off”” even for them.

Leon deBouse’s “We Go Better
Together” (Red Label 12-inch)
should appeal to late-’70s nostal-
gists, with its wide-open orchestral
sound. Black adult stations might
look into it, too ... Ta Mara & the
Seen’s “Everybody Dance” (A&M
12-inch) is a female version of Jesse
Johnson’s production approach . ..
The same is true of Val Young’s
“Seduction” (Gordy 12-inch), which
is a little harder and rockier than
the similarly conceived Mary Jane
Girls record from producer Rick
James. The late-cut breakdown jam
and vocal duet are quite good,
though the cut runs long at eight
minutes ... Ray Rock & K.C.’s
“The Incredible Ray/Free Styling”
(NV 12-inch, through Cutting) is
sturdy rap, with a good beat, nota-
bly well engineered for the genre.

Brass Construction’s “Con-
quest’ album is their most consis-
tent in several tries, with a really
concise, listenable approach and re-
laxed jazz and rock elements. Clubs

(Continued on page 56)

JDG REGORDS

THE

WORLD’S LARGEST SELECTION

OF

QUALITY 12" SINGLES

Thousands of Hit 12" Singles by Hit artists:
$2.60 (WHOLESALE ONLY)

FEATURING:
MADONNA, MEN AT WORK, PRINCE, THOMPSON TWINS. ETC.

And the Great Stars of Old Time Disco
For The Same Low Price:

$2.60 (With Purchase of 50

or More — Assorted)

FEATURING:
ALICIA BRIDGES. SISTER SLEDGE, VILLAGE PEOPLE. DONNA SUMMER, ETC.

HARD TO FIND

DOMESTICS

EGYPTIAN LOVER — DANCE
GIRL TALK — CAN THE RHYTHM
BERLIN — NO MORE WORDS

EXUDE — BOYS JUST WANNA HAVE
SEX

C-BANK — ONE MORE SHOT
PLEASURE & THE BEAST — DR. SEX
TINTIN — HOLD IT

WATERFRONT HOME — TAKE A
CHANCE

MODERN ROCKETRY — I'M NOT YOUR
STEPPIN' STONE

DAZZ BAND — LET IT WHIP
GEORGE CLINTON — ATOMIC DOG

KNIGHTS OF THE TURNTABLE —
TECHNO SCRATCH

LIONEL RICHIE — ALL NIGHT LONG

CAPTAIN RAPP — BAD TIMES

HARD TO FIND
IMPORTS

BARBI & THE KENS — JUST A GIGALO
BO BOSS — TEQUILA

BOY — BOOK OF LOVE

MARK HARRIS — AIRPORT

ANTONIO RODRIGUEZ — LA BAMBA

PAMELA STANLEY — COMING OUT OF
HIDING

PAMELA STANLEY — | DON'T WANT TO
TALK ABOUTIT

MODERN ROMANCE — EVERYBODY
SALSA

DISCO CIRCUS — OVER & OVER

PHYLLIS NELSON — DON'T STOP THE
TRAIN

DAN HARTMAN — RELIGHT MY FIRE

GAP BAND — PARTY TRAIN

HARD TO FIND
OLDIES

TATA VEGA — GET IT UP FOR LOVE/
JUST KEEP THINKING ABOUT
YOU

LA FLAVOR — MANDOLAY

ANITA WARD — RING MY BELL

B-MOVIE — NOWHERE GIRL

CELI BEE — FLY ME ON THE WINGS
OF LOVE

THE CURE — LET'S GO TO BED

TEENA MARIE — SQUARE BIZ

OLYMPIC RUNNERS — THE BITCH

RACE — SHOW ME THE WAY

MADNESS — OUR HOUSE

VAUGHN MASON — JAMMIN' BIG
GUITAR

SYSTEM — YOU ARE IN MY SYSTEM

CHIC — LE FREAK

WHY DO CATALOGUE & CLASSIC 12”S OUTSELL

NEW RELEASES 5 TO 1 AT

JDC? BECAUSE THE

MUSIC IS BETTER! TRIED & TRUE ...

Retailers: Call or write for a copy of our new
Fall Catalogue — Your Best Ordering Tool.

D.J.’s: Unique Search Service Available.

Catalogue Available for $3.00

(Shipping & Handling)

JDC RECORDS
_ (IN THE PORT OF LOS ANGELES)
~J0 567 W. 5TH STREET -
€ SANPEDRO, CA 90731 USA G~
TELEX VIA ITT 4996506 JDCINC

213/519-7393
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Wham! Backers. Wham!’s co-manager Jazz Summers, center, confers with
Triad Artists principals John Marx, left, and Rob Kagane, prior to the group’s
recent show at Hollywood Park in Los Angeles. Triad booked the dates for

Wham!’s North American tour.

Swept Up in the Hit-Making Machine

Norway’s A-Ha ‘Takes On’ the Charts

BY ETHLIE ANN VARE

LOS ANGELES With the single
“Take On Me” leaping into the top
10 and the album “Hunting High
And Low” cracking the top 30, A-Ha
becomes the hottest band out of
Norway since—well, since the be-
ginning of time. With a population
of four million and a national pop
chart comprised of British and
American acts, Norway’'s music
scene offered the A-Ha threesome
little chance for success. So they
left.

“We went to England to compete
with the English bands in their own
environment,” says lead vocalist
Morten Harket. “We couldn’t play
there, because we had no English

Adam Ant Makes Some Ghanges

British Rocker Has New Sound, Image, Management

BY ETHLIE ANN VARE

LOS ANGELES Having first es-
tablished himself as King of the
Wild Frontier, Prince Charming and
the cloaked highwayman of new ro-
mantic pop, Britain’s Adam Ant is
paring down his road show and his
image for his latest attack on the
U.S. market. For his new Epic re-
lease “Vive Le Rock,” Ant (né Stu-
art Goddard) has shed makeup,

horn section and a drummer or two
to produce a stripped-down rock’n’
roll album with a four-piece combo.

“As far as I'm concerned,”’ de-
clares Ant, “I've never gotten any-
where near what I aim to do in
America in the record business. It's
always easy to blame the record
company, but a record company
can't flog a dead horse. Basically,
it’s the record.”

And Ant’s records—although

Platinum Blonde Becomes
The Hottest Thing in Canada

BY KIRK LaPOINTE

TORONTO Bryan Adams’ “Reck-
less” has been tearing up the Cana-
dian chart all year long, and Corey
Hart's “Boy In The Box” is current-
ly riding high, but Platinum
Blonde’s “Alien Shores” is the big-
ticket item of the moment here.

“Crying Over You,” the album'’s
first single, is No. 1 at more than 20
radio stations in Canada. The band
is in the midst of the most ambitious
Canadian tour undertaken to date
by anyone, while prospects loom for
success south of the border (Epic is
set to issue the album in the U.S. in
mid-September) and in such far-off
locales as the Orient.

Lead singer Mark Holmes, a na-
tive Brit who came here six years
ago, formed the trio a few years lat-
er and landed a lucrative CBS con-
tract that spawned ““Standing In
The Dark,” a double platinum al-
bum that was the second-best-sell-
ing album by a Canadian act in 1984.
For ‘“Alien Shores,”” Platinum
Blonde added a fourth member and
brought in Eddy Offord (Yes, ELP)
to produce.

As he crosses Canada on a 36-date
tour, Holmes claims that Platinum
Blonde is shedding the teen-idol im-
age that could have driven more
than a few nails into its coffin. Side
two of “Alien Shores” is conceptual
and is attracting the attention of

older record buyers, which in turn
has led to an older concert audience.

‘““We've really crossed over,”
Holmes boasts. ‘“With sales like we
have right now, you can’t be selling
just to kids.”

Platinum Blonde is becoming ac-
tive internationally, with a trip to
Japan, Singapore, Hong Kong and
perhaps the People’s Republic of
China still to come on the heels of
the Canadian trek. In addition, MTV
is set to film an hour-long special fo-
cusing on the band.

“We're like little kids with new
toys,” Holmes says, noting that he
has three trucks just carting along
the band’s T-shirt merchandise and
30 people staffing the tour.

One thing Platinum Blonde won't
do this year is win a Juno. “Alien
Shores” wasn'’t issued during the el-
igibility period for the 1985 awards,
and that means the hottest band in
the land will see another group walk
off with the trophy again this year.
That’s what happened last year,
when they sold more records than
virtually the entire slate of artists
nominated against them for most
promising group, and still were
passed over.

It’s a snub that still stings
Holmes, who wonders aloud if the
industry wouldn’t vote for the
Blondes because he’s not a Canadi-
an citizen. Still, he says convincing-
ly, “Right now, we're really happy.”

credited with influencing dozens of
other successful new wavers—have
generally stalled in the American
charts.

“But,” he adds, “we sold 15 mil-
lion records for CBS worldwide. So
they’re still supportive. Because
when you've got the ability to sell 15
million records, you just might do it
again.”

Epic had expected greater suc-
cess with Ant’s 1984 album “Strip,”
which featured two songs co-pro-
duced by Phil Collins. But perhaps
due in part to the BBC's blacklisting
of the title tune and internal man-
agement problems within the Ant
organization, the last year was a
disappointing one.

Now, Ant has switched to Miles
Copeland (the Police) for manage-
ment, and signed with Ian Cope-
land’s Frontier Booking Interna-
tional for booking. The changeover
was partially responsible for Ant's
recent recording hiatus.

“When you part company with
management, no matter how amica-
ble, you go right back to day one,”
says Ant. “‘Everything has to be
paid off; everything has to be set-
tled.”

In the interim, Ant played a small
role in a film called ‘Nomads,”’ star-
ring Pierce Brosnan, and the title
role in a stage production of “Enter-
taining Mr. Sloane” in Manchester,
England.

“That was probably the most dan-
gerous thing I've ever done,” says
the untrained actor. “I wasn’t about
to get any quarter—not from the
eritics, not from the other actors.
But I went in and rehearsed for four
weeks, did a six-week run, and got a
favorable review.”

Promoting the release of “Vive
Le Rock,” Ant will be hitting the
road in the U.S. for a 10-week tour
beginning in October. The tour will
entail approximately 40 dates, in-
cluding two nights at New York’s
Radio City Music Hall and two at
Los Angeles’ Greek Theatre.

“It cost me $50,000 of my own
money to build the set,” he says,
“and more for sound and light. But
these are things that don’t concern

(Continued on page 54)

work permits. But we had to leave
Norway, leave our safe cocoon. We
wanted to fight; we wanted to
starve a little.”

Harket, keyboardist Magne
(Mags) Furuholmen and guitarist
Pal Waaktaar didn't starve long.
Working up a couple of eight-track
demos at Rendevous Studios, they
were approached by studio head
John Rateliff, who introduced them
to Terry Slater, the former director
of a&r for EMI Records. Slater in
turn offered to manage them.

The trio soon found themselves
swept up in a fully integrated hit-
making machine that hadn’t run
this efficiently since Duran
Duran—whom Slater also reported-
ly signed. But this time, the hit-mak-
er was Warner Bros.

The marketing campaign for A-
Ha started with a brilliant animated
video of “Take On Me,” produced by
Limelight for a budget rumored to
approximate the gross national
product of Chad.

“It started with Jeff Ayeroff,
Warner Bros.’ head of marketing
over here,” explains Harket. “He saw
pictures of us in England and was ex-
cited when he heard our tapes. He'd
known Mike Patterson, the animator,
for a while, but he said he’d been
looking for the right band.”

A-Ha returned to Norway to have
3,000 still photographs taken, from
which Patterson created the subtle
sketch animation for the video. The
clip took four months to complete.

“The album wasn't released until a
month after the video was out,” says
Harket. “That was the point. They

Big Names Set for L.A.
Street Scene Festival

LOS ANGELES Stevie Wonder,
Joan Rivers, Richard Pryor and
Cheech & Chong are among the per-
formers set to participate in this
city’s eighth annual Street Scene
Festival, Friday through Sunday
(27-29). Among the other perform-
ers slated to appear at the event are
James Brown, the Blasters, Buddy
Rich, B.J. Thomas, Debby Boone,
Etta James, Big Joe Turner, Shan-
non, Tierra and Midnight Oil.

wanted to get attention from the vid-
€0, make people want to listen to the
song. It needed the video to start
with.”

With careful regional isolation
tracking, and promotions through
video outlets, “Take On Me” became
one of the hottest clips on the air. The
fact that any one member of A-Ha
has looks that could banish George
Michael to a teenager’s closet didn’t
hurt. But Harket instists that pretty-
boy visuals were secondary to the de-
cision-makers at Warner Bros.

“They didn’t know how we looked
until afterwards,” he claims. ‘“They
were all excited about the tapes.”

Warner Bros. brought A-Ha to
America three times for press meet-
ings. The band also appeared on
Norwegian television often enough
to climb the local charts, but they
have yet to play for a paying audi-
ence.

“The only time we played live,” ad-
mits Harket, ‘“was for the record
company. Terry [Slater] told every-
one we'd been playing together since
grade school, which was rubbish. The
first time we stood onstage was in
front of [Warner Bros. talent scout]
Andy Wickham.”

A-Ha plans to book a headlining
club tour by Christmas. “We haven’t
signed to an agency yet,” says Har-
ket. ““We have about 22 of them
breathing down our necks.” By
spring, they’ll have completed the
second of four albums owed their la-
bel.
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AGENCY REPRESENTATION FOR THE VERY BEST

AHock of Seagudls - The Aleirmn - Alexei Savle - The Arnotay Showe - 3325+ Blue Gi Heaveyr - the BBoorsceen hts - The Clash - The Cramps
the Demmnedd - len: Dury - Eurvibimics - The $aith Brothers - The Fleshroses - The Fuzziones - Niv Hagei: - Hipsaeay - I Tiea Niaer - Riafheerk
Les Enpants - Litile River Band - Lone Justice - Lost doved Ones - Mcri Wiksorr -+ PPrefab Sprovet - Pretesiders - The Police - Robert Palner
Chres ket - R EM. - Restless - Siniple Mirices - Simygxly Reed - Squeeze - Sting - Teiking Heedls - T 1ore - 1om T Clid - U0 - 112 - The Werlerboys

28 Alexander Street, London W2 SNU. Telephone: 01-221 6136. Telex: 8955591 WASTED G
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Amusement Business*

HYBOXSCORE

TOP CONCERT
GROSSES

Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
BRUCE SPRINGSTEEN & Orange Bowl Sept. 9-10 $2,563,015 146,458 Cellar Door Concerts/
THE E STREET BAND Miami $17.50 two sellouts Beach Club Concerts
WHAM! Veterans Stadium Sept. 8 $698,000 43,000 Stephen Starr/The Concert Co.
CHAKA KHAN Philadelphia $17.50/$15.50 50,000
KATRINA & THE WAVES
AEROSMITH Manning Bowl Sept. 14 $550,424 30,000 Michael Striar/Mark-0-Hildonen
FAHRENHEIT Lynn, Mass. $20/$18 sellout
KNEE TREMBLERS
WHAM! Miami Baseball Stadium Sept. & $545,855 36,390 Fantasma Prods.
POINTER SISTERS $17.50/$15 sellout
KATRINA & THE WAVES
PERRY COMO Holiday Star Theater Sept. 1115 $377,830 22,400 In-House
SCOTT RECORD Mervillville, Ind. $18 23,000
seven shows
GRATEFUL DEAD Henry J. Kaiser Convention Sept. 10-12 $303,690 21,000 Bill Graham Presents
Center $15 three sellouts
Oakland, Calif.
DIRE STRAITS Greek Theatre Sept. 9-11 $271,871 18,561 Nederlander Organization
Los Angeles $16.50/$15/810 three sellouts
GEORGE THOROGOOD & Madison Square Garden Sept. 7 $265,647 16,933 Monarch Entertanment Bureau
THE DELAWARE DESTROYERS New York $16.50/$14.50 sellout
SOUTHSIDE JOHNNY &
THE JUKES
ALABAMA Pittsburgh Civic Center Sept. 14 $253,390 15,836 Keith Fowler Promotions
CHARLIE DANIELS BAND $16 sellout
REBA MCENTIRE
MOTLEY CRUE Joe Louis Arena Sept. 15 $213,933 14,307 Brass Ring Prods.
LOUDNESS Detroit $15/813.50 sellout
GRATEFUL DEAD Devoe Stadium Sept. 15 $201,570 13,500 Bill Graham Presents/
Chula Vista, Calif. $15 sellout Avalon Attractions
AC/DC Boston Garden Sept. 13 $186,144 18121 Don Law Co.
YNGWIE MALMSTEEN $13.50/812.50 15,509
FOREIGNER Meadowlands Arena Sept. 11 $184,626 13,481 Monarch Entertainment Bureau
JOE WALSH East Rutherford, N_J. $15.50/$13.50 18,014
DIO Canadian National Exhibition Aug. 31 $170,640 11,453 Concert Prods. International
HELIX Toronto ($213,300 Canadian) 17,500
ROUGH CUTT $20
FOREIGNER Allentown (Pa.) Fair Aug. 28 $167,028 11,006 Makoul Prods.
JOE WALSH $15 12,000
AC/DC The Centrum Sept. 6 $161,265 12,304 Don Law Co.
YNGWIE MALMSTEEN Worcester, Mass. $13.50/$12.50 sellout
BILL COSBY Front Row Theater Sept. 14 $159,800 3,19 In-House
GEORGE HOWARD Cleveland $25 6,392
two shows
RATT McNichols Sports Arena Sept. 11 $156,715 11,044 Feyline Presents
BON JOVI Denver $14.85/$13.75 sellout
ALABAMA Charleston (W. Va.) Civic Center Sept. 15 $152,055 9,810 Keith Fowler Promotions
CHARLIE DANIELS BAND $15.50 12,000
REBA MCENTIRE
TINA TURNER Dane County Memorial Coliseum Sept. 15 $138,973 8471 Stardate Prods.
JOHN PARR Madison, Wis. $16.50/$14.50 9,813
DIRE STRAITS Cal Expo Amphitheatre Sept. 15 $132,435 8,829 Bill Graham Presents
Sacramento $15 9,500
BRYAN ADAMS Roanoake (Va.) Civic Center Sept. 11 $129,676 9,475 Beaver Prods.
COCK ROBIN $13.50 sellout
AC/DC Baltimore Civic Center Sept. 15 $126,049 9,337 Cellar Door Prods.
YNGWIE MALMSTEEN $13.50 13,761
DIRE STRAITS Concord (Calif.) Pavilion Sept. 14 $124,293 8,478 In-House
$16.50/$13.50 sellout
CROSBY, STILLS & NASH Allentown (Pa.) Fair Aug. 31 $123,608 9,067 Makoul Prods.
THE BAND $14 sellout
DIRE STRAITS Concord (Calit.) Pavilion Sept. 13 $121,753 8,289 In-House
$16.50 sellout
DIRE STRAITS Activity Center Sept. 6 $121,016 8,644 Evening Star Prods.
Arizona State Univ. $i4 selout
Tempe
MOTLEY CRUE Kiel Auditorium Sept. 10 $112,443 8,695 Contemporary Prods.
LOUDNESS St. Louis $13.50/312.50 10,532
RICK SPRINGFIELD Llovd Noble Center Sept. 13 $103572 7,672 Beaver Prods.
MOTELS Univ. of Oklahoma $13.50 sellout
Norman
GEORGE THOROGOOD & The Centrum Sept. 5 $100,639 8,263 Don Law Co.
THE DELAWARE DESTROYERS Worcester, Mass. $12.50/$11.50 11,706
MOTLEY CRUE Wendler Arena Sept. 14 $97,497 7,222 Brass Ring Prods.
LOUDNESS Saginaw, Mich. $13.50 sellout
NEIL YOUNG & Chastain Park Sept. 13 $95,380 6,215 Brass Ring Prods.
INTERNATIONAL HARVESTER Atlanta $17.50/$15/312.50 sellout
SOUTHERN PACIFIC
X Irvine Meadows Amphitheatre Sept. 14 $87,946 6,881 Avalon Attractions
RED HOT CHILI PEPPERS Laguna Hills, Calif. $15/313.50 15,000
CHANNEL THREE
TEARS FOR FEARS Loursiana State Assembly Center Sept. 16 $87,225 5,815 Beaver Prods.
ADVENTURES Baton Rouge $15 sellout
DiO Providence (R.1.) Civic Center Sept. 11 $84,125 7,085 Frank J. Russo
ROUGH CUTT $12.50/811.50 9,026
MOTLEY CRUE Dane County Memorial Coliseum Sept. 12 $83,025 6,150 Stardate Prods.
LOUDNESS Madison, Wis. $13.50 10,100
HEART Cumberland County Civic Center Sept. 5 $75,778 6,267 Don Law Co.
CHEAP TRICK Portland, Me. $12.50 9,500
HEART Pittsburgh Civic Arena Sept. 12 $75,381 5913 Civic Center Arena Corp./
CHEAP TRICK $13.75 7000 Chesapeake Concerts
RATT Bismarck (N.D.) Civic Center Sept. 14 $71,878 5,829 Schon Prods./Plains Entertainment
BON JOVI $14/812 8,000

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

Talent in Action

SQUEEZE
THE HOOTERS
Pier 84, New York
Tickets: $12.50

I.IKE FINDING the lost mate to a
glove you’ve just thrown away,
watching the reunited Squeeze was
a strange and surprising experi-
ence. At the group’s sold-out show
Aug. 29, the familiar songs from
their past mixed with songs from
their new A&M album “Cosi Fan
Tutti Frutti,” as well as material
from last year’s “Difford & Til-
brook” project. With Jools Holland
now back in the band on keyboards,
acting as a sort of clownish, vaude-
villian ringleader, Squeeze '85 put
on a show that was, though a bit
more assured, much like the
Squeeze shows of '82 or before.

The set opened with “If [ Didn’t
Love You,” the same song with
which the group had started its
shows during the “East Side Story”
tour. Chris Difford and Glenn Til-
brook’s harmonies (mostly sweet oc-
taves), Gilson Lavis’ drumming,
Keith Wilkinson’s bass and Hol-
land’s keyboards sounded as clean
and catchy as ever.

“Another Nail In My Heart” and
“In Quintessence” were similarly
bright, though it was odd, almost
eerie, to hear so many of the old
songs just as they sounded before.
“Last Time Forever,” the current
U.K. charter, finally broke the new
material. With its melancholy love
theme, it matches Squeeze’s other
songs artistically, and received a
warm response from the audience,
most of whom already seemed to
know it as an import. ““No Place
Like Home” and “King George
Street” were the only other songs
from the “Cosi” album in the set.

Holland, who took over most of
the announcing chores onstage,
joked a bit about all the old materi-
al, even hinting at playing “Cool For
Cats,” one of the group’s very first
songs. While they didn’t play that
one, the band seemed quite content
to be back with one another and
with their catalog of songs. Til-
brook, who never sounded better
(or, for that matter, more McCart-
neyesque), seemed especially confi-
dent and content, happily loping
through the countryish “Love’s On
The Shelf” and crashing through
“Pulling Mussels (From The Shell)”
with complete control.

“Tempted” was the last song be-
fore a series of encores, and, as one
might expect, it received a great
hand, with the audience singing
along with every word. Originally
sung by Paul Carrack, one of the
group’s many keyboard players
over the years, it was beautifully
delvered by Tilbrook, with Difford
and Holland pitching in lines. Con-
sidering the popularity of that song,
and just about every other, it looks
as though the new Squeeze may
just hang around a little more.

Columbia’s Hooters opened with
a half-hour set of their folky rock
songs. “All You Zombies” and “And
We Danced,” the current single,
were familiar to the crowd, who
sang along on the broad, hooky
choruses. Also nice was the punchy,
almost country ‘“Hanging On A
Heartbeat.” Though short, the set
was a good indication of the group’s
potential as friendly, straightfor-
ward rockers. With more good ma-
terial, one gets the feeling there will

be some serious ‘“Hootermania’ to
contend with soon.  KATHY GILLIS

“WEIRD AL” YANKOVIC
Harlow’s, Atlanta
Admission: $10.96, $9.96

0N THIS “Dare To Be Stupid”
tour, named after his current
Rock’n’Roll/Scotti Bros. album,
“Weird Al” Yankovic is forced to
take his joke-rock away from the
sheltered simpatico of Dr. Demento
and MTV and to an audience of de-
manding patrons anxious for live
sass, as opposed to camera-generat-
ed cleverness.

Judging from the reactions at this
Atlanta rock club Sept. 7, Yankovic
and his five-piece Stupid Band have
only partially mastered the intangi-
bles that separate a mere reading of
material—however funny—from its
presentation in a showtime environ-
ment. Four main flaws stand in
Yankovic’s way: self-indulgence,
technical inconsistency, low-budget
shortcuts and an inability or unwill-
ingness to write his own material.

Perhaps the last indictment is the
most serious. It’s not that the most
recent Yankovic conceptions are
boring, but they are contrived.
“Like A Surgeon” lacks the trivial
sarcasm of his best work, and
strains for allegory. And the group
flies through “Dare To Be Stupid”
with dispassion and poor diction.

The only quality new songs are
additions to Yankovic's familiar “I
Love Rocky Road” medley: “Don’t
You Forget About Meat’ and
“Make Me Steak Number Three,”
after the hits by Simple Minds and
Culture Club. But these were buried
with eight older songs in a sporadi-
cally funny 15-minute concept that,
like most puns, loses its punch after
the first reading.

Self-indulgence hampers the Yan-
kovie presentation at every turn. To
give the group a chance to change
outfits, a video is screened about ev-
ery four numbers. Some, such as a
spoof of rock guitar cliches in a vi-
gnette depicting an audition for
Yankovic’s band, are hilarious. Oth-
ers, typified by the fictionalized sev-
en-minute ‘‘Yankovic asks Michael
Jackson for permission to record
‘Eat It,” 7" are long and convoluted.

The show was also undermined
by serious production shortcom-
ings. Yankovic's vocals were errati-
cally undermixed, and when the im-
age of tv announcer Don Pardo
came on the screen without sound
during “I Lost On Jeopardy,” it
ruined the song. RUSSELL SHAW

DR. JOHN
ALLEN TOUSSAINT
Village Gate, New York
Tickets: $13.50

IT WAS BILLED as a tribute to
Professor Longhair, the influential
r&b pianist, singer and songwriter.
And although few of the Profes-
sor’s songs were performed, his
spirit was evoked loud and clear.

In front of a packed and enthusi-
astic house on Sept. 14, Dr. John
and his powerhouse band took a
while to kick into a solid groove at
the early show; the opening “lko
Iko” was uncharacteristically lan-
guid, and problems with the sound
system slowed the pace of the set.
But they found their way into the
pocket before too long, thanks in

(Continued on page 54)
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TALENT IN ACTION

(Continued from page 52)

large part to the masterful drum-
ming of Bernard “Pretty” Purdie.
And those fans lucky enough to
catch the late show were treated to
a large chunk of old-fashioned New
Orleans funk at its finest.

Dr. John has been without a label
deal for some time, and his reper-
toire has remained essentially un-
changed for years, but he sounded
as fresh and vital as ever. Charging
through a mix of vintage and origi-
nal numbers, his band offered a
near-perfect framework for his rol-
licking piano work and gruffly soul-
ful vocals, with the major contribu-
tions coming from Purdie and a
tight horn section of trumpeter Lew
Soloff and saxophonists Lou Marini
and David ‘“Fathead” Newman.

Allen Toussaint was brought out
midway through the show to sing
and play a number of his best-
known compositions, including
“Southern Nights,” “Happiness”
and “Brickyard Blues.” Playing the
piano with the same high-spirited,
syncopated approach that Dr. John
uses, but with more technical polish,
and singing in a smooth if thin tenor
that was light years removed from
Dr. John’s mouthful of gravel,
Toussaint overstayed his welcome
by a few songs. He's a great song-
writer and an important behind-the-
scenes pop music figure, but he’s
not that compelling a performer.

One of the good things about
Toussaint’s turn at the keyboard,
though, was that it gave Dr. John a
chance to play guitar, which he did
with great passion and not a single
extraneous note. He was in especial-
ly good form in the second set, rock-
ing out ferociously on Toussaint’s
“Yes We Can Can” and Professor
Longhair’s “Big Chief,” and duet-
ing sweetly with Toussaint on the
blues chestnut “One Room Country
Shack.” PETER KEEPNEWS

ART ENSEMBLE OF CHICAGO
Museum of Modern Art, New York
Admussion: Free

THERE WAS MORE art than en-
semble on display Aug. 31, when the
redoubtable Art Ensemble of Chica-
go closed the Museum of Modern
Art’s free outdoor Summergarden
concert series with a performance
that put more emphasis on individ-
ual solos than on group dynamics.

The pioneering avant-garde jazz
group sounded as cohesive as ever,
but there was considerably less
freewheeling collective improvisa-
tion, and less flamboyant theatrical-
ity, than Art Ensemble devotees
have come to expect. And although
the hour-long concert generated
plenty of heat, it seemed at times to
be, by the group’s high standards,
rather perfunctory.

What collective playing they did
offer was frequently stunning; es-
pecially noteworthy was the quietly
forceful support given to a Malachi
Favors Maghostut bass solo by Jo-
seph Jarman on flute, Roscoe Mitch-
ell on soprano sax and Lester Bowie
on trumpet. And many of the indi-
vidual solos were magnificent, with
Bowie in particularly strong and
melodic form. But for all the memo-
rable moments, this particular Art
Ensemble performance remained
relatively earthbound.

Of course, even when they’re
earthbound, the five members of
the Art Ensemble (percussionist Fa-
moudou Don Moye rounds out the
veteran quintet) can put most other
contemporary jazz ensembles to
shame in terms of energy, imagina-
tion and togetherness. And they
are, after all, only human; some-
times even these purveyors of
“great black music” have to settle
for being merely very good.

PETER KEEPNEWS

Foster’s Team. David Foster, left, huddles with Billy Squier, center, and David
Paich during sessions for the "“‘St. EImo’s Fire” soundtrack at the Record Plant
studio in Los Angeles. Squier wrote the song “Shakedown’ for the film, which
Foster scored.
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A Wild Band Stays Wild

CBS Lets Fishbone Be Fishbone

BY MOIRA McCORMICK

CHICAGO Fishbone, doubtless
one of the most anarchic bands cur-
rently holding a major recording
contract, collectively maintain that
they and Columbia Records have an
understanding.

“They’ve let us do what we want
so far,” says bassist Norwood Fish-
er. “I think they have so many hits,
they can afford to be experimen-
tal,” adds keyboardist/trombonist
Chris Dowd, dryly.

The band’s self-titled debut EP,
produced by David Kahne (Romeo
Void, Bangles, Rank & File), is a ri-
otous pastiche of soul, punk, funk,
reggae, ska and metal—usually all
mixed in the same song. The Los
Angeles-based sextet, most of them
still in their teens, hang a variety of
views, ranging from anti-Reagan to
anti-formula radio, on this free-
form framework.

Their crazily spontaneous live
shows, in which all band members
(the others are vocalist Angelo
Moore, trumpeter Dirty Walt
Kibby, drummer Fish and guitarist
Kendall Rey Jones) sing and dance
around the stage in frenzied aban-
don, are a marked contrast to the
slick, packaged concerts so preva-
lent today.

So how did this wild bunch of kids
end up at a corporate giant like
CBS? According to Fisher and
Dowd, it was producer Kahne's tire-
less recruiting that led to their even-
tual signing. Fishbone had been
playing the L.A. club circuit for two
years, when one night Kahne ap-

proached drummer Fish after a gig.
“He said, ‘I’'m David Kahne from
CBS Records, and I want to sign
you,” ” relates Dowd. “Fish said, ‘I
don’t believe you,” and walked
away. But Kahne kept coming to ev-
ery one of our shows.”
“And we kept blowing him off,”
adds Fisher with a grin.
Unconvinced that the man from
CBS meant business, the band con-
tinued to resist Kahne's offers. Fi-
nally, according to Fisher, they
turned the matter over to their new
manager. Shortly therafter, to their
amazement, Fishbone found them-
selves recording an EP for Colum-
bia, with Kahne at the controls.
While the members of Fishbone
are aware that their anything-goes
musie isn’t exactly tailor-made for
today’s calculated airwaves, they
say there’s a chance they may be
heard.

ADAM ANT

(Continued from page 47)

the audience. They want to know
what you've got: ‘Show us.’

“And I want to sweat for them. A
lot of English bands don’t sweat.
Who else could sell out Radio City
when their last big single is two
years old?”

Ant admits that he'd like a little
more credit for having been one of
the first to recognize the power of
video (he was the first celebrity VJ
on MTV, for example) and to cross-
market with a major corporation
(the memorable Honda scooter ad
was Ant’s own storyboard). But he
insists that he’s content to continue
the time-honored record-tour-pro-
mote grind that could help his sixth
album climb the charts.

“When CBS switches on that ma-
chine behind a record that’s actually
selling,” he sighs, “it’s a beautiful
thing to see.”
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DANCE TRAX

(Continued from page 45)

might give a listen to “Zig Zag,” a
modified hip-hop, and the Kool-in-
fluenced “Goodnews.”

NOTES: In the ongoing British in-
AN AMUSEMENT BUSINESS SEMINAR e iiars foat

of much-appreciated reminders that
it all does start here. Not one, but
two of the finest early-'80s records
ENTERTAINMENT have been re-released to substantial
chart success in Britain.

‘D’ Train’s ‘“You're The One For
Me,” the Hubert Eaves III produc-
tion which predated the first Kashif
hits by some months, was remixed
and overdubbed by Paul Hardcas-
tle and became a top 20 pop hit.
Hardcastle’s first record, in fact,
was a cover of the same tune. Pre-
lude has released this new version
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’ mix by Francois Kevorkian and the
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measure results of enferfainment and event marketing projects. abstract, it’s only because the elec-
_ . . ) . . . oA . tronic razor blade has become both
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DAVID LEE ROTH'’S EYE?

TOMMY SHAW’S HAIR?

NDI LAUPER’S JEWELERY?

By PAUL GREIN

More than two dozenm artists—including such
promising newcomers as Whitney Houston, Julian
Lennon, Sade, Tears For Fears and Paul Young—
notcked their first gold albums ir the first eight
months of this year.

Stiil. most managers, agents and a&r execu-
tives polled say this has been a difficuit year “or
new artist breakthroughs. Their main complaint:
album rock radio's increasing reluctance to pro-
gram new rock acts who don't have a smash pop
hit.

“It’s very difficult for new acts to get substartial
airplay without being very singles-osriented,’ cacm-
plains John David Kalodner, one of four a&r chizfs
at Geffen Records. “Well, that's naot how Genesis,
Yes, David Bowie, Pink Floyd, Led Zeppelir or
Bruce Springsteen broke. None of those artists
became big by immediately havirz big CHR -ec-
ords.

“If you look at the airplay lists, you don't see
any new rock bands beimg played. It’s just bands
that already had their foct in the dcor. What wo sld

e

happen if a new U2 came out now withcut a base
on radio? | don't tkink they'd get played.”

Kalodner adds: “I've always been very attuned
to and sympathetic to th= needs of radio, but the
way a lot of AOR programmers are programming
their stazions is making iz very difficuit for new
rock bands to get any exdosure. Radio is courting
an older aud ence and disentranchising the teens
to a certain extent”

Jokn Marx, director cf tha cortemporary music
departmrent at Triad Agency in Los Angeles,
agrees. “With radio and MTV now adopting a
strong top 40 format, it becomes very restrictive
1o get alternative types of music heard. It has be-
come so much more nareow. The walls seem to be
closing in. And rad o has to a very large extent dic-
lated the coxfines that we now all find ourselves
n."”

The main problem, says Markx, is that “‘exposure
for groups that don't fit irto a top 40 format has
dwindled to the point that you have to ask how
they’re going to get their music heard.”

Marx has one salution trying to secure apening
slots on major tours. This summer Triad put Fiona

EW RTIST?
e .

JESSE JOHNSON’S COAT?

LIMAHL’'S EYE?

JOHN TAYLOR’S NOSE?

STING’S CHEEKS?

BOY GEORGE’s MOUTH+

MADONNA’S ARMS?

JANET JACKSON'S HAIR?
A thy e
(o NN

on the Bryan Adams tour, and the agency currant-
ly has Mr. Mister on the Don Henley tour. Lzst
year, Triad also put Real Life on the Eurythmics
tour, and packaged Mental As Anything with M2n
At Work.

Doug Thayer, who co-manages Motley Crue a1d
Dokken, notes: ‘‘We're in a real safe, pop-tya= part
of the cycle right now. None of the artists ~10
were a bit on the experimental side—Hemxirix or
Tull or the Doors or It's A Beautiful Day—would
have a shot at happening right now.

“When radio is iike it is now, that only leases the
door open for experimental stuff from somet:ady
like Sting or Plant, who radio is going to p'ay be-
cause they're already established artists. It's
rougher for a new artist who's got a touch of fresh-
ness, like Lone Justice or Merillion or Metzllica or
Los Lobos.

“It could be tougher for a new George Thoro-
good to do something right now or a new Hen-
drix—| guess as evidenced by Stevie Ray
Vaughan. He could be popping through if :1e zli-
mate were a little bit different out there. A couple

(Continued on page WNT-28)
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Featuring the single,

“More Than
You Can Handle”
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Targeting
~ the Video

By STEVEN DUPLER

While record label video exec-
utives, music video programmers
and video directors generally agree
that the promotional music video
can be an important tool in break-
ing a new act, they aiso are quick to
point out that the videoclip is just
one more element in the overall
marketing scheme for an artist.
Even in the video age, they say, ra-
dio air play still is a dominant factor
in determining how far a new act
will go. How well the clip captures
and displays the new artist's image
is often the determining factor in
the initial success of the first sin-
gle, but as in pre-video years, the
song itself is still very much the
thing.

“The video is just one more ele-
ment in the marketing plan,” says
David Benjamin, producer of NBC's
Friday Night Videos program. “While
a video can put a new artist in front
of a huge group of people very quick-
ly, without the hit single, that doesn't
mean very much.” For a new act's
clip to help them break, Benjamin
says there are a number of consider-
ations. “The viewer has to come
away with a sense of the artist—a
strong image that makes them re-
member both the song and the act.”
To Benjamin, though, the most im-
portant element in getting a new
act’s clip aired is to first get the song
some radio play. “‘Let the public be-
come a little familiar with it first,” he
says.

Video director Francis Delia of the
Wolfe Co. in Los Angeles, shares
Benjamin’'s views. “It all begins with
the music,” he says. “If there’s
something great, fun and exciting in
the music, that will help make the
clip a success.” Artists have a defi-
nite opportunity now, he says, to
achieve immediate national recogni-
tion that didn’t exist in the pre-video
age, noting that it “obviously doesn’t
happen that way in all cases.” What
does Delia see as the components of
a successful first-time video outing?
“I'd like to think that a sense of
freshness and originality is still im-
portant,” he laughs. “But you also
see the much larger group of new
clips that are consciously trying to
adhere to guidelines that don't really
exist.” Delia cites his three magic el-
ements: “the personality of the artist
and how well it comes across, inter-
esting and engaging music and final-
ly, whatever special dimension can
be brought to all that by the video
presentation.”

Peter Baron, manager of video
services at Arista Records feels that,
while video is essential for breaking
new artists, long-term planning is im-
portant. “It's a developmental pro-
cess with new artists,” he says. ‘“You
don’t have to necessarily go for the
home run the first time up. You just
try to successfully build an image
over a period of time.” One thing
that concerns Baron is what he sees
as a growing difficulty in breaking a
new artist via a videoclip. “There's
just less available air time,’”’ he
notes. “I'm sure the number of vid-
eos, say, MTV receives per week for
consideration must have multiplied
at least five-fold over the past couple
of years. And as far as the weekl

(Continued on page 8;

Lone
Justice

Katrina &
the Waves

Beyond Video:

Media Flips for Clips

By ETHLIE ANN VARE

The time is long past when
breaking a new artist meant press-
ing a record and dragging the
group to 123 nightclub stages. Nor
is the newer tradition of making a
videoclip, sending it to MTV and sit-
ting on your plectrum going to do
the trick. Now, the number of ave-
nues of exposure for a breaking act
is limited only by the imagination of
the people involved.

Music clips are the tip of a visual
iceberg that encompasses motion
pictures, series television, long-form
cassettes, broadcast concerts and
much more. Even the three-minute
clip itsetf has areas of potential ex-
posure that can expand its useful-
ness tenfold.

“Video is not an island unto itself,”
say Celia Hirschman, president of
Vis-Ability, a Los Angeles-based in-
dependent promotion firm which has
worked clips in the market for both
major labels and indies. “It's part of
a comprehensive marketing cam-
paign. You want to create a buzz in
each market: set up interviews, ar-
range album giveaways, cut video
IDs for the individual shows. Video is
a teol that should be used in con-
junction with other tools.

Warner Bros.’ a-ha, a newcomer

who has used video very effectively,
is taking its clip to 200 movie the-
aters as 3 short subject. Videoclips
can also be distributed to retailers,
restaurants, nightclubs, student
unions anrd—perhaps most impor-
tant—to regional video programs
where their promotion effect can be
carefully isolated and studied.

“The most rapidly growing video
shows in the country are the region-
al, 24-hcur stations,” notes Hirsch-
man, giving V-66 in Boston, U-68 in
New York, TV-32 in Gainesville, Fla.
and TV-5 in Houston as examples.
“They're more amenable to new art-
ists, simoly because they have the
time to run block programming. By
next year, i think we will have 20 to
50 regional, 24-hour video stations
around the country, and they will be
some of the most powerful television
media around.”

Another advantage of regional all-
music tv stations is that many are si-
mulcast via FM radio. This sets up an
excellen vehicle for cross-promo-
tion: “If you give away concert tick-
ets based on a guestion the DJ has
posed,” says Hirschman, “and the
DJ is flooded with calls for a week
about that artist—you can't ask for
better promotion than that.

There are still many national
broadcast and cable shows that hold
an open door to new talent, as well

as a regional programs of limited
timeslots. ATI, producer of “Radio
1990” and “Night Flight” on USA
cable, always look at new talent;
MTV’s monthly “Cutting Edge” fo-
cuses almost exclusively on alterna-
tive music. In New York, ‘‘Music
Plus" and “Viceo Visions'’ are main-
stays, as is Los Angeles’ popular
“Goodnight L.A.”

“An artist’s status in the charts is
a secondary consideration for us,”
says Jas Scott-Moncrieff, program
director and acting producer of
“Goodnight L.A.”" “We're a television
show, over being a music show. As
new artists are often more adventur-
ous in their videoclips, that make
them better visual programming. Be-
sides,” he adds, “my own personal
taste tends toward alternative types
of music.”

“Goodnight L.A.”" reaches approxi-
mately 80,000 viewers each week,
running up to 20 clips per show—of
which 60% are new artists. A recent
runlist included: China Crisis, X, Big
Sound Authority, Sisters Of Mercy,
Belouis Some, lan Messenger, Rank
& File, Nomo, Feelabelia and Tomata
du Plenty.

*‘! wouldn't say we've achieved
commercial success for anyone,”
says Scott-Moncrieff, “‘but we've
definitely made people aware of

(Continued on page 10)

Romancing
- the Radio

By KIM FREEMAN

The romance between new art-
ists and radio remains a bitter-
sweet affair. On the one hand, radio
in all contemporary formats needs
to keep on top of the up-and-com-
ers. On the other hand, these are
relatively prosperous times for the
music industry and the sheer vol-
ume of news acts out makes for a
particularly fierce and crowded
fight. Add to this the Bruce Spring-
steens and other superstars still
hip to the hit making process, and
the promotion person’s radio
rounds get even harder,

In polling some of the country’s
top programmers, the bottom line on
breaking a young talent at radio is
nothing an elementary business stu-
dent couldn’t offer: Have a good
piece of product. Beyond this basic
truth, programmers do have a few
observations and tips to throw out.

A look at any week’s black chart
paints a bright picture for new art-
ists whose work fits in that category.
Urban radio across the board has
earned its stripes by supporting nu-
merous new artists. Look at the Fat
Boys, Lisa Lisa & Cult Jam, Whitney
Houston, the Boogie Boys, Freddie
Jackson, the Family, etc. All are new
acts who've received a warm wel-
come from black radio straight out
of the box.

A look at the pop charts is almost
as encouraging for new talent. As
hard as it may be for fledgling per-
formers to believe, there are signs
that the pop frequencies may be a
little easier to tap into today.

A top 40 programmer with heart-
ening observations is WBBZ Pitts-
burgh’s PD Nick Bazoo. I've been in
radio since 1972,” he says, “and |
think the last year and a half have
been the easiest times for new art-
ists to make it.” He credits this in
large part to the record companies.
“Used to be,” Bazoo notes, ‘‘that
success was defined by the number
of artists on your roster. Now they
seem to realize that they can’t have
60 artists and work them all effect-
ively.”

Bazoo also observes that ‘‘artist
development departments are get-
ting smarter.” A case in point is Aris-
ta’s pre-release work on Whitney
Houston. Long before her first single
"“You Give Good Love’ was issued,
Arista ““had gotten her out on the cir-
cuit—'The Tonight Show,’ People
Magazine,” he notes. “When they
came around with the record, PDs
didn’t feel like we were dealing with
something we'd never heard of."”

Bazoo thinks of WBBZ as a per-
sonality and records as clothes for

(Continued on page 8}
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New Jersey’s Newest Sounds

The Deeper Band

‘STOP Album
. y
SIS ‘STOP TEASING ME
- “ESCAPE”
he (Got To Get Away)

produced by Barbara and Spencer Crump
and Sam Waymon

Deeper Band

SaM-meic-laymon

Album

‘MAGIC MAN’

12" Single

“A LONG WAY DOWN”

produced by Spencer Crump

available this fall on

PATERSON INTERNATIONAL RECORDS
325 E. 19th St., Paterson, NJ 07524 ¢ (201) 684-0853

for bookings call:

Spencer Crump, President (201) 684-2129

for additional information call (201) 684-0853

Barbara Crump Sam Waymon
UP Promotion and Publicity VP A&R

Charles Enzor
Manager

Who’s Who in Who’s New On the Charts?

Pop

Pos. ARTIST
(No. of charted albums & singles)
Label
1. SADE (3) Portrait
2. THE POWER STATION (4) Capitol
3. DAVID LEE ROTH (3) Warner Bros.
4. ANIMOTION (3) Mercury
5. WHITNEY HOUSTON (3) Arista
6. JULIAN LENNON (4) Atlantic
7. KATRINA & THE WAVES (3) Capitol
8. MICK JAGGER (3) Columbia
9. TIL TUESDAY (3) Epic
10. THE FIRM (3) Atlantic

Chart eligibility period is March

9, 1985 to Sept. 7, 1985.

Black

Pos. ARTIST
(No. of charted albums & singles)
Label
1. WHITNEY HOUSTON (3) Arista
2. JESSE JOHNSON'S REVUE (4) A&M
3. FREDDIE JACKSON (3) Capitol
4. SADE (4) Portrait
5. READY FOR THE WORLD (4) MCA
6. LOOSE ENDS (2) Virgin/MCA (1) MCA
7. ALEXANDER O'NEAL (3) Tabu
8. PAUL HARDCASTLE (1) Chrysalis
(3) Profile
9. UTFO (3) Select
10. EUGENE WILDE (4) Philly World

Pos. ARTIST
(No. of charted albums & singles)
Label

1. SAWYER BROWN (3) Capitol/Curb

2. RESTLESS HEART (3) RCA

3. THE FORESTER SISTERS

(2) Warner Bros.

4. ROCKIN’ SIDNEY (2) Epic

5. JOHN FOGERTY (2) Warner Bros.

6. NICOLETTE LARSON (3) MCA

7.CHANCE (2) Mercury

8. JUDY RODMAN (2) MTM

9. SOUTHERN PACIFIC (3) Warner Bros.
10.T. GRAHAM BROWN (1) Capitol

I R EC T I O

D
BOB CAYV

DESIGN © GREG PORTO

N:
lANO ENTERPRISES

CAPITOL TOWERS @ SUITE 17H @ NEW YORK NEW YORK 10019 ® (212)245-2058 @ TELEX: LAZYMAN 4444

ONMANHATTANRECORDS
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Some of our greatest talents
are in Artist Development.

PAUL YOUNG
 ALISON MOYET
LISA LISA AND CUILT JAM
ANDRE CYMONE.
THE OUTFIELD
COCK ROBIN

HOOTERS

Columbia Records Artist Development.
This is our proudest record.

Columbia? @ are trademarks of CBS Inc. © 1985 CBS Inc.
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International New Taleht Capitals

AUSTRALIA

Australian rock has been re-
sponsible for some notable interna-
tional successes in recent years,
reaching a peak in the early '80s
with such acts as Men At Work and
Little River Band. Music video was
pioneered here even ahead of the
U.K., and has proven an important
tool in securing such international
breakthrough.

Despite a burgeoning new music
scene, the territory does not intend
to field any representatives at this
year's New Music Seminar, however.
Mushroom Records head Michael
Gudinski was a participant in 1984,
but the current success of his rock
empire precludes any 1985 involve-
ment.

Like Britain, Australia has readily
embraced innovative new music
since at least 1976, often picking up
on U.S. bands, such as Talking
Heads, Devo and B-52's, ahead of
their own market. Breakthrough of
truly left field acts like the Birthday
Party, the Scientists and the Go-
Betweens have however been con-
fined to the more receptive U.K.

Currently, exploitation of new Aus-
tralian talent here has swung back to
aggressive independent outfits,
among them Mushroom/White La-

NEW
TALENT

NEW MUSIC
SEMINAR
ISSUE

bel, Regular, Big Time and Wheatley,
and progressive young talent is be-
ing recognized and is being signed.
Australian radio is also showing a
continuing willingness to investigate
and expose domestic acts, and at
least one significant young new mu-
sic outfit comes to national promi-
nence each month. Current sensa-
tions include Do Re Mi, Dropbears,
Kam Sha, Spy Vs. Spy and Hoodoo
Gurus. GLENN A. BAKER

U.K.

The invasion of U.S. charts by Brit-
ish acts in recent years has been well
documented. In 1984 seven of the
twenty singles that made No. 1 origi-
nated this side of the Atlantic, and
with Tears For Fears, Paul Young,
Phil Collins, Wham!, Sade, Howard
Jones, Dire Straits and many other
continuing to out-sell the home-
grown talent it begins to look as
though, from the musical point of
view at least, the War of Indepen-
dence may have to be fought all over
again.

The industry’s traditional explana-
tion of success—it must be in the
grooves—does not wholly account
for this phenomenon. British talent
may indeed have the creative edge
at the moment, but in addition U.K.
labels and executives have been at
pains to study and understand the
special character of the American
market.

Says Martin Mills, joint head of
Beggars Banquet Records here, who
has attended every New Music Semi-
nar since its inception: “It's an es-
sential meeting if you're at all seri-
ous about the U.S. market. It's the
most useful way of finding out about
the music business there and mak-
ing contacts at the same time."”

Two Beggars Banquet acts—Gene
Loves Jezebel and Love and the
Rockets—will play at NMS show-
cases. According to a&r head Terry

CLUBS

EIGHTEEN #1 RECORDS IN TWO YEARS.

Hollingsworth, nearly all the label’s
artists play in the States within a
year or so of signing, even those not
yet successful in the U.K. Says Mills:
“Music video's a great tool if you're a
top 40 act, but by and large you
have to go out there and tour. That
tends to mean subsidizing the trip,
but there's a big pay day at the end
50 it's worth it.”

The Seminar showcase gigs are
highly attractive to U.K. labels sim-
ply because they expose acts to vir-
tually the whole U.S. industry in one
shot. Lineups tend to be firmed at
the last moment, but Durrutti Col-
umn (Factory Records), Simon F
(Chrysalis) and Red Lorry Yellow
Lorry (Red Rhino) are among British
bands expected to play.

At WEA a&r head Max Hole is hop-
ing to find a spot for the company’s
Screaming Blue Messiahs, having
seen last year's Irving Plaza appear-
ance by Sisters Of Mercy earn the
group a Stateside release. But he
warns: “You've got to be great or you
might as well not bother.”

Hole sees NMS as an opportunity
for small U.S. labels to find overseas
licensing, for foreign labels to make
contact with the U.S. industry, and
for the so-called “‘experts’ of the
music business establishmnet to
give something back to the indepen-
dent sector.

He is not alone in detecting a less
“alternative” flavor to the Seminar
than was present in its first years.
“You can't deny it’s more establish-
ment than when it started. Last year,
for instance, questions from the
floor had to be submitted on paper,
which tended to eliminate some of
the interesting and difficult topics
people used to raise out of the blue.
But there’s still incredibly heavy sub-
scriptions from small labels, artists’
managers and so on.”

Martin Mills agrees. “it's certainly
less radical than it was, less left field,
but that's inevitable when something
is a success. Maybe there's a case
for starting a fringe seminar!” Ivo
Watts-Russell of indie label 4AD
notes: “It's changed direction from
the independents, and I'm a bit scep-
tical about it. I'll be going this year to
see if I'm wrong.”

Mark Josephson himself, organiz-
er of the Seminar, denies sugges-
tions the major companies are using

(Continued on page 10)
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“The Doc of Comedy Rock™
The debut solo Lp from DR. GONZO

He's toured North America as opening act for Huey Lewis and the News, The Starship,
Greg Kihn and many more. You've also seen him in videos by Huey Lewis and the
News and The Starship. He headlines comedy clubs from New York to San Francisco.
Now he’s really gone and done it! DR. GONZO—"THE DOC OF COMEDY ROCK"
THE MUSIC SIDE: Featuring some of San Francisco’s top musicians— Taiigate Party™ “Beam
Me Up Scotty™ “The Art of Telling Jokes™ "Are We Gonna Do 17" "Look What You Made Me Do”
THE STAND-UP COMEDY SIDE: Recorded live at Cobb's Pub in San Francisco
Album produced by Little Roger Clark (except °, produced by Scott Mathews)

Dk e

RECORDS & TAPES
1537A Fourth St. Suite 107, San Rafael, CA 94901
(415) 492-9733

THE WORLD
WILL NEVER
BE THE SAME!

Also available
on chrome
cassette

NT-A

www.americanradiohistorv.com

BILLBOARD SEPTEMBER 28, 1985



www.americanradiohistory.com

—— —————————

MUSIC SPECIALISTS poud;

lmfsecnts

- "CAN'T GET ENOUGH"
£ JPI 107

Watch for our albums

by TRINERE, FREE STYLE
and DEBBIE DEB

coming soon W

Introducing New Artist
RUSSELL JOHNSON B

Visit Us At Qur Suite B

NEW MUS IS

v

s ENTN AR

Produced, enﬂineerexf and
mixed ' Pretty Tony

NEW RELEASE "GET SOME"
MSI 113

Executive Producer: Sherman Nealy
Gregory Scroggins—President

i esic Tpeciali5Ts we.

g RECORD & ARTIST PROMOTIONS ¢ CONSULTANTS » 16 & 24 TRACK RECORDING STUDIOS

67 N.W. 71ST. STREET, MIAMI, FLA. 33150 TELEPHONE (305) 756-7160

Free Stvyle .o sor e rocxe

MSI 111

www americanradiohistorvy com


www.americanradiohistory.com

(Continued from page 3)

that personality. Accordingly, his
playlist is dressed with music that
fits the outlet, regardless of the sta-
tus of the artist behind them. Happi-
ly, Bazoo contends that what he calls
“the superstar concept” is on the
wane. “The only problem | have with
some record companies is that they
tend to think we must go on anything
a superstar puts out,” he says. “We
don’t care whose record it is, so fong
as it sounds right.”

At top-rated KIIS-AM-FM, program
director Mike Schaefer concurs with
Bazoo on the pop radio prospects
for neophyte acts. "It's much easier
these days,” he says. ‘‘Two years
ago, | would never have believed that
bands like Depeche Mode and a-ha
would be on our station.” According
to Schaefer, the demand for new
acts at KIIS is attributable to the sta-
tion’s audience, a breed he de-
scribes as “‘better educated” on mu-
sical matters. “There's a penchant
for it. Anything that's hip.”
“Because of radio’'s receptivity to
newer styles of music,” continues
Schaefer, “I'm sensing more fervor
at labels in sticking with their acts.”

The scene for debut acts at album
oriented radio is difficult to summa-
rize, as the term “AOR” is no longer
an accurate description of all sta-
tions who call themseives AOR. How-
ever, Goodphone Commnications

president and consultant Mike Harri-
son offers some optimism on the
subject.

“We're just now breaking into a
period where it will be easier for new
artist to break into AOR,” he says.
“The way top 40 really hurt ACR was
with new artists,” Harrison explains.
“Some AORs are just waking up to
that fact now.” As a result, he says,
**Many AORs are retooling their
thinking. Taking chances. Going
back to a song orientation.” Both
moves have obviously positive rami-
fications for new acts.

Harrison, however, points out that,
“The sad and basic truth is that AOR
has always had a history of legends
who continue to make hits.” Accord-
ing to Harrison, Bruce Springsteen is
an interesting example. “He's more
of a CHR artist these days. But,
many AORs are seeing him as
‘theirs’ out of habit when the local
top 40 has all the ticket giveaways.”
On a light sidenote, Harrison sug-
gests that “one way to break a new
talent at AOR is to find one linked to
someone that was big before.” Citing
AOR'’s familial tendencies, Harrison
points to Julian Lennon and Simon
Townshend.

WBCN Boston, the market’s num-
ber one outlet, is known to be fairly
open-minded and is especially sup-
portive of the local music scene. De-
spite this perspective, WBCN pro-
gram director Oedipus can't echo
Harrison's upbeat projections for
developing acts. “It's a hell of a lot
harder these days,” he says. ‘Radio
has gotten too conservative, too
safe. Most won't take chances on

RADIO

AIRPLAY THROUGH HOMEWORK, NOT HANDSHAKES.

new artists, especially CHRs. And, it
takes longer to develop records
these days.”

Oedipus says he has not observed
any tendency on the part of labels to
concentrate on fewer artists. “Unfor-
tunately, it's still a nhumbers game
for them. A lot of promotion guys
come in here with six records a
week. Even if we add a lesser known
artist, they still have to concentrate
on their priorities.”

On a more encouraging note, Oe-
dipus believes the alternative paths
of exposure, such as college radio
and the club circuit, are exerting
more muscle. The programmer’s ad-
vice to record companies working
new talent is to embrace these ave-
nues. “I'm a firm believer in the
grass root approach. Get the band
out there, to the little clubs, etc. Cre-
ate the buzz that way.”

Country radio sports a classic
catch-22 for new artists. WWWW
Detroit program director Barry Mar-
dit explains the situation: “Being the
adult-oriented format that country
is, we're lucky because adults are
not so fickle. On the other hand, old-
er artists have tremendous staying
power. Heck, Conway Twitty's been
having hits for 20 years.” In general,
Mardit says it's more difficult for
new country artists to surface these
days.

Part of the problem, according to
Mardit, is country music’s position
outside of the mainstream. For ex-
ample, he notes, Live Aid's roster in-
cluded no country acts. “Country ra-
dio needs the assistance from other
media that rock generally gets.
Somehow, we (radio, labels or the
Country Music Assn.) need to con-
vince film producers, etc. to include
country acts either on soundtracks
or in background scenes.” Pointing
to the effect the “Big Chill"” had on
the popularity of oldies, Mardit says
it doesn’t have to be a country film,
just enough country presence to in-
crease the genre’'s mainstream expo-
sure.

If Mardit's suggestion was picked
up, country record sales would im-
prove, giving labels better resources
to develop new acts. In the mean-
time, Mardit notes that a few great
country acts have cropped up re-
cently. The Judds, the Forester Sis-
ters and Sawyer Brown are all acts
able to give country radio ‘‘that
fresh, mass appeal sound it needs,”
Mardit says.

Video

(Continued from page 3)

shows that run only 90 minutes or
so, well, there's just not that much
available space for the unestab-
lished artist.”” Still, if the song is
there, the clip will air, says Baron. “A
hit song will make a successful vid-
eo, as well as a successful introduc-
tion for the artist. You can have a
great video, but if the song isn't
charting, it's very difficult to get the
clip played.

Jeff Newman, producer of “Video
Soul”” on the Black Entertainment
Television Network, says that radio
play is less important than the fact
that the new artist’s label be solidly
behind them, and back up that sup-
port with enough money to produce
a really good video introduction. He
cites acts like Whitney Houston and
Freddie Jackson as examples where
“both the talent and the label back-
ing was there, and the success of the
clips is proof of that.” One clip by a
new artist he was less than enam-
ored with was Paul Hardcastle's
“King Tut,” mostly because it didn’t
live up to what he considers a prima-
ry goal for a new act’s clip. “The
storyline must fit the song, even if
the tune is an instrumental like ‘King
Tut." In that case, the video made no
sense with the song.” Other basic
rules Newman gives for a first-time
clip. “Spend a little money, but don't
waste it. Next, try to make a clip
which lends itself to repeat viewing,
one that doesn't get old too fast.”

From Legendary Musician
to Rock Star

JOEY WELZ

is ready to take the leap
into CHR/TOP 40 Radio with

“HEAVY METAL
KIDS”

his new single from his new album

“PORTRAIT OF A LEGEND”

on Caprice Records

Major labels may call to distribute
or lease this radio active master

Contact 717 569-2009
GERRY GRANAHAN,
Caprice Records
2338 Fruitville Pk.. Lancaster, PA 17601

NBC’s Benjamin agrees that Whit-
ney Houston's clip had the right
stuff. “Arista put a lot of money into
her video, and it displays a strong
image for her,” he says. Other win-
ners on Benjamin’s list include
Warner's a-ha video (*‘a very strong
clip, some might say stronger than
the song.”) and Katrina & The Waves
(“*‘Both the video and the song say
the same thing—here’s an artist who
is fun.")

ATl's Cynthia Friedland says her
firm tries to be responsive to clips by
new acts. She points out that both
“Radio 1990" and “Night Flight"
have segments devoted to develop-
ing talent and new artists. And, al-
though she says that intelligent use
of high technology in producing a
clip can be a strong factor in its suc-
cess (she especially favors anima-
tion), she offers a familiar refrain:
“You must have the song. Without
that, nothing will happen.”
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(Continued from page 6)

the indies as talent scouts. Each year
produces fruitless discussion of
what exactly constitutes *‘New Mu-
sic,” but Josephson's own definition
of the Seminar as “‘essentially futur-
ist in its orientation” is perhaps the

most adequate response available.

European participation at the New
Music Seminar is not confined to
British companies, but British pop
remains the most powerful force in
international markets and the pros-
pects of overseas acceptance for
product from other European terri-

tories are small.

“The basic problems are the lan-
guage and the fact that there is a
long tradition of British talent being
exported,’” explains Steve Lewis,
managing director of Virgin Music
Publishers. *“So far as our success in
the American market is concerned,
music video has been a big advan-
tage to British acts. The States are
dominated by FM radio, but here we
have a head start because television,
with programs like ““Top Of The
Pops,"” has always been the way to
break records. America has a lot of
stadium acts who rely on pyrotech-
nics, but that doesn’t necessarily

translate into good videos.

“*Another thing that's noticeable is
how much more astute and profes-
sional U.K. acts are than they were
ten years ago. They are far more in-
terested in the working of the busi-
ness, far more serious generally, and
that's down to the social climate: if
the only alternative is unemployment

you've got to be serious.”

NICK ROBERTSHAW

WEST GERMANY

Since the ''New German Wave"
peaked and died out in 1983, the
domestic rock scene in West Germa-
ny has suffered a series of setbacks.
Major labels reacted to slumping

sales by trimming release schedules
and taking fewer risks; many local
rock clubs either closed down or
turned to foreign bands; fewer and
fewer German acts reached a mass
audience and Anglo-American artists
once again dominated the sales
charts.

However, some observers detect
cause for optimism. Says Martin
Brem, editor of Musik Express/
Sounds: “We've had a bad situation
where new music talent is concerned
for a while now, but there are signs
that domestic bands are springing
back, especially in Hamburg and in
the industrial Rhine-Ruhr area.”

Walter Holzbaur, head of Wintrup
Musik and a committed new music
publisher, points to Multicolored
Shades as a promising, solid-selling
indie band, playing a Teutonic blend
of psychedelic guitar-dominated
rock. The act’s recent album on the
obscure Last Chance label was re-
portedly recorded and mixed in just
14 hours.

Karl Waiterbach's Modern Music,
a Berlin independent label specializ-
ing in heavy metal, is sparing little
expense in preparing for the fali
launch of Rosy Vista, a new all-fe-
male quartet. With a top fashion
photographer, a leading costume de-
signer and highly rated hard rock
producer Dirk Steffens lending a
hand, Walterbach hopes to make a
big splash with rosy Vista and land a
lucrative deal with a major foreign la-
bel.

Many of the leading German new
music bands, from DAF to Einstur-
zende Neubauten and Propaganda,
broke in Britain long before gaining
recognition at home. Nevertheless,
music publishers here continue to
support promising bands by under-
writing music productions, and
many German radio deejays are ea-
ger to air new music. Indie record
distribution also functions pretty
well, though the numbers are small:
5,000 units represents a healthy
sale; 25,000 is a smash.

JIM SAMPSON

Media

MARKETING

RECORDS SHOULD BE SEEN AS WELL AS HEARD.

(Continued from page 3)

them.”

But the videoclip show itself is no
longer the only tv vehicle for expos-
ing a new song. Thanks to Brandon
Tartikoff scrawling “MTV cops” on a
cocktail napkin (or so the story
goes), “Miami Vice" and all the like-
minded programs to follow are giv-
ing millions the chance to hear
rock'n’roll where before they heard
mood music. And not all these songs
are by Glenn Frey, either.

“Do you recognize all the songs
you hear on ‘Miami Vice'?" asks the
show's associate producer and mu-
sic coordinator, Fred Lyle. “The ones
you don't are by bands you've never
heard of.”

In each episode of “Miami Vice,"”
four to five songs are used in addi-
tion to Jan Hammer's original music.
All are by signed acts, but often the
producers specifically seek a lesser
known or unknown performer, so
that the familiarity of the music
doesn't detract from the action. “Mi-
ami Vice"” has used songs by Wailing
Souls, Sly Dunbar & Robbie Shake-
speare, Honeymoon Suite, INXS,
Fast Forward, Peter Gabriel, Red 7,
Fashion and many others. Songs are
chosen for their ability to set the
mood of a scene.

“We cut the song to fit the scene,”
says Lyle. “We can’t cut the scene to
fit the song. It's not our job to sell
records; it's our job to make movies.
But,” he notes, “‘some of the songs
are so good that, the more we play,
the better we look.”

Has “Miami Vice" been effective
in breaking artists through its
soundtrack? Lyle says it's a matter
of opinion: “I'd hate to say we had
anything to do with Autograph's
‘Turn Up The Radio’ selling,” he
muses, “but | will say this: | heard it
on ‘Miami Vice' first, and | heard it
on the radio second.”

“As a manager, | look at both ex-
posure and income from tv and film
soundtracks,” says Mike Gormley,
Miles Copeland’s partner in Los An-
geles Personal Direction. He put the
Bangles on the ‘“Goonies” sound-
track, Wall Of Voodoo on “Weird Sci-
ence,” and has placed Oingo Boingo
on no less than nine films. Now, he
and video producer Derek Power will
themselves be music supervisors for
a “Miami Vice'-like tv show called
“The Equalizer.”

“When | first started working with
Oingo Boingo,” says Gormley, “| put
them on two soundtracks: ‘Fast
Times At Ridgemont High' and ‘The
Last American Virgin." A month later,
Oingo Boingo released their own al-
bum to a lot more people having
heard them.”

And, says Gormley, the clunker
movie may have done as much good
as the popular one. “A good record
will sell even if the movie doesn't do
well,” he feels. * 'VisionQuest' is a
good example; the album went plati-
num, and the film disappeared in a
few weeks."”

“You don't even have to appear as
a musical artist in a film,” notes
ICM's vice president and head of
concerts (Los Angeles), Alex Hodg-
es. “The seriousness of film to David
Bowie is obvious, and to Grace Jones
and Tina Turner. We're currently ne-
gotiating for Lita Ford to appearin a
Cannon film, and are working on a
project around Ozzy Osbourne and

another for Jermaine Jackson.”

With ICM agent Christie Barnes
acting in liaison between the music
and film divisions, ICM is constantly
looking for alternate placement of
artists. It's also important to stay on
top of breaking events that can be
utilized immediately for exposure:
strike while the iron’s hot.

“This is a great time for an artist
to make a drunk driving awareness
PSA, for example,” notes Celia

Hirschman. “Most tv shows will run
it, and it's also an important thing to
do.”

Live Aid was a perfect example of
doing good for one's career while do-
ing good, period. Both new and es-
tablished artists reached an unprec-

edented 1.5 billion viewers in a
concert setting.

“By mid-week after Live Aid," says
Hodges, ‘“‘there was a dramatic in-
crease in activity at the box office.
And | would guess at the record
store, as well. | think Live Aid rekin-
dled the spirit in a lot of music fans
who had become apathetic, and dor-
mant in their music activities.”

But one doesn't have to wait for
the next Live Aid to find alternate av-
enues of exposure for alternative
music. After all, Prince was barely
peeking above underground as an
artist before the movie '‘Purple
Rain.” If he could raise $7 million
and declare himself a movie star in
Minneapolis, what can you think up?
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