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- FOCUS OF SENATE HEARINGS

'Home Taping Boom
- Cited In New Study

By BILL HOLLAND

WASHINGTON — An over-
whelming 84% of blank tapes owned
by consumers are used to record
copyrighted music, according to a
new RIAA-commissioned study un-
veiled at a Senate judiciary copyright
subcommittee hearing Tuesday (25)
on three proposed audio and video
home taping bills.

The hearing saw a dozen witnesses
representing the music and motion
picture industries and the equipment
and tape manufacturers/retailers co-
alition present their now familiar ar-
guments. The survey focuses on in-
dustry losses as a result of home
taping, and directly contradicts last
year’s survey commissioned by the

Electronics Industries Assn. (EIA)
that concluded that 52% of the blank
tapes owned by respondents were not
used to record music.

The new study, conducted this
year by Audits & Surveys, found that
American consumers tape the equiv-
alent of 564 million albums of music
annually, and that the volume of mu-
sic taped each yzar is more than 20%
greater than the total number of re-
cordings sold i 1982.

The survey further points out that:

e Home taping has resulted in lost
sales of recosds and prerecorded
tapes equivalent to 325 million al-
bums annually. a figure representing
70% of all recordings sold last year.

e Since 1980, the annual volume
of music taped has grown by 24%,
while the annual number of record-
ings sold has declined by 16%. “Tap-
ing, in short, is taking over,” the
study concludes.

e Of the 564 million album equiv-
alents taped, 39% were from LPs,

{Continued on page 68)

AS TOP 40 GAINS GROUND

AOR Stations At Crossroads

By LEO SACKS

NEW YORK—AIlbum rock radio
stations, struggling to maintain their
dwindling market shares, are re-ex-
amining programming strategies in
the face of a resurgent top 40 sound.

Confronted by the rapid ratings
rise of contemporary hit stations
across the country, AOR program-
mers have begun to address the com-
placency that has sapped the format
of its vitality for the last several
years. Some, like the 80 “SuperStars”
stations consulted by the Burkhart/

Abrams organization, are starting to
sprinkle their product with more hits
(Billboard, Oct. 22). Others are
strengthening the metal music orien-
tation that made the format a ratings
winner in the late '70s. Yet another
strategy promotes the eclecticism
that characterized progressive radio
some 15 years ago.

“AOR looked so good for so long
because top 40 sounded so bad,” says
program director Mike Harrison of
KMET Los Angeles. “Now the pen-
dulum has swung the other way, but
don’t write us off.

e VIDEO DEALERS are evaluating the effectiveness of the recent “Black

RCA Stakes $2.5 Mil On H&O

By IRV LICHTMAN

NEW YORK—RCA Records will spend what is believed to be an all-time in-
dustry high of more than $2.5 million by the end of the year to internationally
merchandise its new Hall & Oates greatest hits album, “Rock ’n Soul, Part 1.

Tv time buys in the U.S. alone will reach the $i million figure, with an addi-
tional $300,000 to $400,000 earmarked for radio and other ancillary merchan-
dising support systems.

The campaign here centers on a four-step approach designed to establish an
even broader base for the superstar duo, with the label since 1976. International-
ly, similar efforts will center on such key Hall & Oates markets as Japan (second
to the U.S. in the duo’s sales), the U.K., Germany, Holland, Italy, Scandinavia
and Australia.

While the act has achieved triple-platinum sales on previous album product,

“Don’t tell me that AOR is dead,”
adds program director Lee Arnold,
whose motto is “Keep rockin’” at
WQFM Milwaukee. Assailing the
theory that top 40 is the FM saviour
of the ’80s as “pure hype,” Arnold
asserts that the rock radio medium
can achieve a 10 Arbitron share in
virtually any U.S. market.

“AOR built its numbers by playing
mass appeal rock,” he notes, “‘but
management seems to have forgotten
that. Our listeners certainly know
what they like—mainstream rock
with a metal edge, not Culture Club.
We just have to stick to our guns.”

AOR’s identity crisis stems in part
from the various permutations—in-
cluding classic, soft, modal and mod-
ern—that have developed in recent
years. Consultants who devised con-
servative blueprints and program-
mers who failed to revise them have
only compounded the situation, ac-
cording to most industry observers.

“It got so fragmented that there
was nothing to galvanize the listener
anymore,” states Larry Berger, who
programs WPLJ here. Berger, who
oversaw the station’s switch to top 40
from AOR in June, recalls, “Every-

(Continued on page 16)
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Friday” demonstration, in which stores across the country put a two-hour ban
on the rental of movies to protest pending legislation that would repeal the First
Sale Doctrine for videocassettes. It’s generally agreed that, though not wide-
spread, the protest efforts helped draw attention to the issue. Meanwhile, House
subcommittee hearings on the proposed legislation began in Washington last
week. Page 3.

¢ THE CD MARKETING BASE of PolyGram Records has been expanded
to include one-stops and rackjobbers. Almost 50 one-stop locations have now
taken on the company’s line of digital disks, as well as 17 racks and an additional
75 retailers. Page 3.

¢ KQFM PORTLAND is taking an unusual tack in deciding what program-
ming changes to make. The Golden West AC outlet, which recently switched to
a FairWest sound consulted by George Johns and is changing its call letters to
KKRZ, is asking listeners for suggestions. Radio, page 15.

¢ THE HOME COMPUTER MARKET in Europe came under close scruti-
ny last week in Amsterdam, where the second annual Computer Dealer Expo
(Comdex) was held. European, American and Japanese software and hardware
manufacturers displayed their wares to an audience of some 7,000, and the event
was marked by optimistic projections for the European market’s immediate fu-
ture. Page 3.

¢ MORE SUPERSTAR PRODUCT is due in the retail pipeline this month,
as the seasonal album rollout continues. Seven more platinum-level acts have
product due for release before the end of November. Page 4.

FREE PAUL SIMON POSTER INSIDE. You need only average coordi-
nation, protective eyewear and some comman sense 10 remove the free
PAUL SIMON poster enclosing this issue of Biflboard. Simply 1) Open
1o the center of the magazine, and pry back the ends of the three staples
along the crease 2) Turn the magazine over and remove the staples
3) Remove the cover and display the flip-side poster. Advertisement

“TRY IT OUT” IS THE HOT NEW RELEASE FROM KLIQUE FEATUR-
ING THEIR SMASH R&B AND CROSSOVER CHR SINGLE, “STOP COG-
GIN' ME AROUND" . . . SEE KLIQUE NOw ON THEIR MAJOR CROSS-
COUNTRY TOUR AND STOCK UP ON THEIR NEW RELEASE, “TRY T
OUT" .. . AVAILABLE ON MCA RECORDS AND CASSETTES (MCA-
39008). (Advertisement)
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STEAMROLLING FOR RENTALS—Some 20 home video dealers in Arizona

made thelr contribution to “Black Friday” by renting a steamroller to crush

video merchandising alds. The dealers, led by Videocassettes Unlimited’s

Jim Talkington, made this dramatic point in opposition to proposed legis-
Jation that would end the First Sale Doctrine.

‘Black Friday’ Makes Its Point

Video Dealers Evaluating Impact Of First Sale Protest

By EARL PAIGE

LOS ANGELES—Leaders in the
video retail community last week
were sifting through the aftermath of
“Black Friday,” the Oct. 21 demon-
stration against proposed video rent-
al legislation. Though by some ac-
counts poorly coordinated and
isolated, the protest efforts helped
galvanize the escalating fight against
repeal of the First Sale Doctrine.

In regard to the scattered obser-
vances, Tucson retailer Jim Talking-
ton likens the two-hour ban that
stores put on renting movies to the
familiar lobbying tactics used by the

dairy industry. “How much milk do
you dump to make the point?”’ he
asks, noting that 18 Tucson dealers
staged a steamroller destruction of
$2,000 in video merchandise, draw-
ing coverage by all three local televi-
sion network affiliates.

Videotapes and photos of staged
events in Arizona and Ohio were
rushed last week to Washington,
where delegates of the Video Software
Dealers Assn. (VSDA) were lobbying
along with members of the Home Re-
cording Rights Coalition (HRRC) as
House judiciary subcommittee hear-
ings commenced on the Consumer
Video Sales/Rental Amendment of

House Members Voice
Concern On Video Rental

By BILL HOLLAND

WASHINGTON—House mem-
bers hearing testimony at a subcom-
mittee hearing Thursday (27) on the
proposed bill to abolish the First Sale
Doctrine for prerecorded video-
cassettes remained concerned that
the bill might hand Hollywood a mo-
nopoly in the video sale and rental
business and possibly drive small re-
tailers out of business.

Robert Kastenmeier (D-Wisc.),
chairman of the House subcommittee
on courts, civil liberties and the ad-
ministration of justice, while seeming
somewhat sympathetic to the assur-
ances of Hollywood studio officials,
as well as to the alarm of witnesses
from the electronics industry and
video retailers, said that the language
in the bill, H.R. 1029, is “possibly
overkill’as written and doesn’t make
clear why First Sale abolition is need-
ed now.

Kastenmeier received assurances
in both written and oral testimony
from officials of one of the nine major
Hollywood studios interested in first
sale repeal, 20th Century Fox, that
the studio would accept guaranteed
safeguards to prevent dealer worries
of discouraging rental use and in-
creased fees to dealers. Nevertheless,
at the end of the hearing, Kasten-
meier pointed out that none of the as-
surances guaranteeing dealer input in
rental programs, reduced sales prices
and unchanged rental prices are writ-
ten in the language of the bill.

Speaking to National Video Inc.
president Ron Berger, a video fran-
chiser who is one of the few retailers
giving his support to the passage of

H.R. 1025, Kastenmeier reminded
him: “I just want to let you know
that none of that is in the bill. I want
you to know that.”

What did appear clearer in the
minds of the subcommittee members
was that the concept of ‘“‘rental,”
brought about by the new technol-
ogy, might indeed be a new and sepa-
rate aspect of copyright protection,
following the traditional “perfor-

(Continued on page 68)

AT SECOND COMDEX IN AMSTERDAM

Computers In European Spotlight

By FAYE ZUCKERMAN

AMSTERDAM—The burgeoning
home computer market in Europe be-
came the focus of speeches and pre-
sentations at the second annualCom-
puter Dealer Expo (Comdex), held
here last Monday through Thursday
(24-27).

Computer hardware innovations
geared for businesses dominated the
exhibition hall of nearly 300 exhibi-
tors, but the show’s speakers and sev-
eral European, American and Japa-
nese software and  hardware
manufacturers turned their attention
to new consumer-oriented wares and
the importance of home software re-
tailing.

Virtually no entertainment soft-
ware packages were displayed here.

1983, the embattled First Sale repeal
bill.

Initial chagrin over why Black Fri-
day activities failed to spread widely
was tempered as leaders in and out-
side VSDA/HRRC saw renewed ef-
forts as now being more feasible in
what had previously been loosely or-
ganized lobbying.

Several VSDA board members
convinced neighboring dealers in
their markets to accompany them to
the nation’s capital, notes board
member Jack Messer of Cincinatti’s
Video Store, who proudly displayed
videotapes of his storefront draped in
funeral wreaths and black crepe.

Messer, who was accompanied to
Capitol Hill by three store owners
representing 11 outlets observing the
rental ban, says, “If the idea was to
get our story on the six o’clock news,
then it only took one dealer in a mar-
ket. We got tremendous play on
Channel 12.”

Messer and other “hardcore”
Black Friday backers deny the rental
ban ploy was viewed by VSDA/
HRRC leadership as likely to embar-
rass the lobbying cause, resulting in a
lack of commitment by the group’s
officials. However, Videocassettes
Unlimited owner John Pough, whose
store event in suburban Santa Ana
here drew coverage from the Los An-
geles Times, does offer, “These kinds

(Continued on page 68)

ONE-STOPS, RACKS ADDED

PolyGram Broadens CD Market

By IS HOROWITZ

NEW YORK—PolyGram Rec-
ords has added one-stops and rack-
jobbers to its list of Compact Disc ac-
counts in a significant expansion of
its marketing base. Almost 50 one-
stop locations have taken on the com-
pany’s CD line, as well as 17 racks
and an additional 75 retailers, says
John Harper, PolyGram marketing
executive

The most recent tally of outlets
carrying the PolyGram CD line was
275, all retailers, up by some 50 over
the original group serviced when the
company launched its domestic CD
drive last August.

First shipments go out to the new
accounts next week, says Harper,
with modified prepack allocations
tailored for each category of mer-
chandiser. All, however, including
wholesalers, will be charged the stan-
dard price for CDs set for retailers by
PolyGram. This calls for $11.75 for

pop product and $12.75 for classics.
No retail list price is suggested.

New one-stop accounts are obli-
gated to order all pop product re-
leased to date, as prepacked, includ-
ing titles due this month. In addition,
they must take a minimum of 120
units spread across 60 classical titles.

A smaller group of pop CDs, again
prepacked, figure as “must” buys for
racks, as well as a minimum of 12
classical titles. New retail accounts
must acquire past prepacks, contain-
ing one or more units of all titles re-
leased at the time, in addition to the
November CD release. All CD prod-
uct, except for multi-disk sets, are
shipped in the company’s enhanced
6- by 12-inch blister packs.

Harper says greater capacity at
PolyGram’s CD plant in Hanover,
West Germany, has enabled the com-
pany to increase the number of au-

(Continued on page 78)

www americanradiohistorv.com

Noted Lino Bijnen, a marketing
manager for Amsterdam-based soft-
ware publisher Softkey, “Europeans
will only use computers for serious
applications. The idea of video games
really has not become popular here.”

In agreement with Bijnen was the
keynoter, Franco Mariotti, European
vice president for Hewlett-Packard.
In his opening address, he predicted
that home computer systems that
provide personal and professional
management applications will char-
acterize the consumer market.

Worldwide, the third largest per-
sonal computer market is Europe af-
ter the US. and Japan. Nearly
135,000 personal computers were
purchased in Europe this year, said
Mariotti. In 1981, computer penetra-
tion was estimated at about 40,000.
“In just two years penetration in Eu-
rope increased fourfold,” he said.

Over the next three years, Mariotti
predicted, while prices continually
decrease by about 10%, hardware
will be upgraded to include increased
memory and become more powerful.
*We can conclude that the computer
industry in Europe is rapidly grow-
ing, and its limit is hard to access,”
he added.

Adam Ant Among
Speakers Set For
Billboard Vid Meet

NEW YORK—Billboard’s fifth
international Video Music Confer-
ence, scheduled for Nov. 17-19 at the
Huntington-Sheraton Hotel in Pasa-
dena, Calif., will feature a number of
special speakers and events.

Speakers include keynoters Adam
Ant and Robert Pittman of MTV, as
well as an artist/director panel con-
sisting of Merrill Aldighieri, director
of the Sony Video 45 “Danspak”;
Toni Basil, Martin Briley, Gerald
Casale of Devo, director Joe Dea, di-
rector Simon Fields of Limelight
Productions, Herbie Hancock, Jeff
Porcaro of Toto and Sylvester.

Events include an opening night
party sponsored by MTV, showcases
of recent music video productions,
the world premiere of Todd Rund-
gren’s “The Ever Popular Tortured
Artist Effect,”” a gala awards ceremo-
ny and a live satellite-delivered
teleconference.

Vicki Lynn, moderator of the pan-
el “On The Beam: Satellite Deliv-
ery,” has arranged a bicoastal panel,
with speakers in Pasadena and New
York. The interactive event was
planned *“to give the audience the op-
portunity to experience the medium
as well as learn about its applica-
tions,” explains Lynn.

She adds, “This panel is one of the
first in the industry in which people
have gotten together to talk about the
use of satellites in entertainment, a
relatively new application. The use of
satellite technology is old hat for
news and sports events, but just be-
ginning to be explored for concerts,
special events and promotions.”

A number of speakers on the panel
will discuss recent and current satel-
lite-delivered events. Jack Calmes of
World Showvision will talk about the
Who's farewell concert; Phil Murphy
of Paramount Video will discuss Di-
ana Ross’ concert in Central Park;
Peter Gerwe of Unuson will speak
about the US Festival's two-way in-
teractive program and concert be-
tween Moscow and Los Angeles; Ke-
vin Hamburger of Warner Amex and

{Continued on page 70)

In another presentation, David R.
Rouse, managing director of the
Scandinavian firm  International
Data Corp., noted that computers
purchased in Europe for the office
end up going home nearly every
night and vice versa. “The European
home market will mostly use com-
puters for productivity,” he said.

Noting the importance of comput-
er software, Rouse said, “Software is
the new epicenter of the technology
earthquake.” His presentation pro-
jected that packaged software will be-
come a $15.5 billion industry in
Western Europe by 1988.

Both Rouse and Mariotti agreed
that U.S. products are the leader in
the computer arena. They suggested
that the U.S. and Japanese computer
industries be watched closely, and
noted that Europé seems to be fol-
lowing their lead.

France and the U.K. contain the
deepest computer penetration in Eu-
rope. Commodore is the leading
manufacturer, and the average age of
a home computer owner here is 38,
according to a study by CW
Publications.

Keynoter Mariotti also noted that
during the next five years computer-
ized voice commands and alterna-
tives to keyboards, “will become pop-
ularly used among people unfamiliar
with typing.” Additionally, he pre-
dicted, computers will be “friendli-
er,” and portable computers will gain
increased penetration.

Many of the products featured at
the show validated Mariotti’s claims.
Philips of Austria and Kaypro of So-

(Continued on page 70)
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Hot Album Release Schedule: Nov.

Thirteen albums are set for release in November by acts that have hit gold or platinum in the past 12 months, or with
their last LPs. All are single-disk studio albums listing for 38.98 unless otherwise designated. Albums postponed from a
previous release schedule are marked with an asterisk.

ARTIST TITLE LABEL DATE FORMAT
Adam Ant Strip Epic Nov. 28 Studio
Irene Cara What A Feeling Geffen Nov. 2 Studio
Duran Duran Seven & The Ragged Tiger  Capitol Nov. 10 Studio
Earth, Wind & Fire Electric Universe Columbia Nov. 14 Studio
Billy Joel Cold Spring Harbor Columbia Nov. 21 Studio
Evelyn King Face To Face RCA mid-Nov.* Studio
Kool & the Gang In The Heart De-Lite Nov. 15* Studio
Olivia Newton-John & Two Of A Kind MCA Nov. 9 Soundtrack/
Various Artists $9.98
Ozzy Osbourne Bark At The Moon Jet/Epic Nov. 14* Studio
Rolling Stones Under Cover Rolling Stones/ Nov. 4* Studio
Atlantic
.38 Special Tour De Force A&M Nov. 15 Studio
u2 Under A Blood Red Sky Island Nov. 18 ‘ EP
Luther Vandross Busy Body Epic Nov. 28 Studio

Superstar Album Blitz Continuing

Seven Platinum-Level Acts Ready November Releases

By PAUL GREIN

LOS ANGELES—The seasonal
rollout of superstar album product is
set to continue throughout Novem-
ber, with seven more platinum-level
acts due for release before month’s
end.

The hottest sales prospects include
the Rolling Stones’ “Under Cover,”
the group’s final studio album to be
distributed by Atlantic, and Duran
Duran’s “Seven & The Ragged Ti-
ger,” their followup to the platinum
breakthrough “Rio.”

Also due in November is the “Two
Of A Kind” soundtrack, featuring
Olivia Newton-John, John Travolta,
Boz Scaggs, Journey, Chicago and
Patti Austin. The MCA album car-
ries a $9.98 list price, as did Newton-
John’s last soundtrack, 1980’s ‘“Xan-

adu.” The album’s first single,
“Twist Of Fate,” crashes onto the
Hot 100 this week at number 49.
Two hard rock titans who have hit
platinum with their last two albums
will be trying in November to make it
three in a row. Ozzy Osbourne is due
Nov. 14 with “Bark At The. Moon”
on Jet, and .38 Special is set for Nov.
15 with “Tour de Force” on A&M.
Luther Vandross’ “Busy Body,”
his followup to the platinum “Forev-
er, For Always, For Love,” is due
Nov. 28, topping the field of black
music releases. New albums are also
due from Kool & the Gang (“In The
Heart”) and Earth, Wind & Fire
(“Electric Universe™), two groups
who customarily go platinum but
slipped to gold with their last re-
leases. Also due: Evelyn King’s
“Face to Face,” George Clinton’s

Meet Set On Music Print Infringement

NEW YORK—Claiming a continuing heavy dollar toll propelled
by photocopying, the music print industry is sounding an “infringe-
ment alert” in the form of a one-day gathering here this month.

Some 50 music print executives will gather at the Barbizon Plaza
Hotel starting at 2 p.m. Nov. 30 to discuss and initiate the develop-
ment of a campaign to put a greater dent in illegal photocopying of
print, mostly focused on choral music and other shorter print
product. _

While the print industry has no hard figures on losses incurred by
photocopying, the publishing community estimates that photocopy-
ing of copyrighted music accounts for a loss of as much as 25% of
choral sales and almost as much of sales of other kinds of music. Total
annual sales of print music of all types are around $230 million.

“We haven’t stopped it or slowed it down appreciably,” claims
Leonard Feist, president of the National Music Publishers’ Assn., one
of the trade associations sponsoring the “infringement alert.” The
others are the Music Publishers’ Assn. of the U.S., which deals mainly
in serious music, and the Church Music Publishers Assn.

The print industry feels that, despite “strenuous” efforts through
successful legal actions and educational programs to explain to music
educators and church musicians possible violations of features of the
1976 Copyright Act, copyright infringement of print music is still
widespread.

The agenda tor the New York meeting includes current assess-
ments of the problem by Feist; Arnold Broido, chairman of the music
print division of NMPA; W. Stuart Pope, president of MPA; Fred
Bock, president of CMPA; and Alan Shulman, a lawyer closely in-
volved in music print legal actions. In addition, a spokesman for the
Retail Sheet Music Dealers Assn. will discuss dealers’ participation in
the campaign.

In a prepared statement, Broido declares that “the goal of this mo-
bilization and coordinated effort is to extend our educational efforts
and, if they are not sufficient, to identify illegal copiers and bring
them to court so that the federal law may be fully and vigorously en-
forced.” IRV LICHTMAN

“You Shouldn’t've Bit, Fish” and
Melba Moore’s “Never Say Never.”

Several top new music acts will
seek this month to follow successful
pop breakthroughs. Besides Duran
Duran, new albums are due from
Adam Ant (“Strip”), ABC (“Beauty
Stab”) and Musical Youth (‘“‘Differ-
ent Style”). And U2 will follow the
gold album “War” with an EP, “Un-
der A Blood Red Sky.”

Billy Joel, currently in the top five
with “An Innocent Man,” will be
represented with a Columbia reissue
of “Cold Spring Harbor,” first re-
leased in the early 70s on another
label.

Creative reunions spark two of At-
lantic’s key releases, both set for Nov
11. Yes’ “80102” is the group’s first
album to feature Jon Anderson since
“Tormato” five years ago. And Car-
ole King’s “Speeding- Time” is her

. first album produced by Lou Adler

since “Thoroughbred” seven years
ago.

Film music figures in several of the
month’s top month’s releases. Stew-
art Copeland of the Police supervised
the A&M soundtrack to “Rumble
Fish,” and Irene Cara will have her
first solo album since the multi-plati-
num “Flashdance” soundtrack. That
album, for Geffen, will include the
“Flashdance” title song.

Also, EMI America will issue a
collection of 13 original James Bond
themes, featuring Paul McCartney &
Wings, Carly Simon, Louis Arm-
strong, Sheena Easton, Rita Coo-
lidge, Shirley Bassey, Lulu, Tom
Jones, Nancy Sinatra and Matt
Monro.

November will also see the solo de-
buts of two highly disparate acts.
Paul Rodgers, formerly of Bad Com-
pany, will bow Nov. 4 with “Cut
Loose,” while Marilyn McCoo, once
of the Fifth Dimension, will step out
on her own with “Solid Gold” on
RCA. The album, produced by Da-
vid Wolfert for the Entertainment
Co., is mostly comprised of recent
hits McCoo has performed on the tv
show of the same name.

For The Record

The producer of the album “Suc-
cess” by the Weathergirls was incor-
rectly listed in the Oct. 29 issue of
Billboard. It is Paul Jabara.

i

TURNING JAPANESE—RCA recording artist Rick Springfield does as the

Japanese do while touring in Tokyo. Pictured at a private party there are,

from left, label president Robert Summer; Springfield; Masatoshi Yasukou-

chi, president of RVC, RCA’s joint venture in Japan with JVC; and Dr. Ekke
Schnabel, RCA’s division vice president of Pacific operations.

Motown Targets AOR
In ‘Big Chill’ LP Push

LOS ANGELES—Motown is
mounting a major ad campaign on
AOR radio to promote its sound-
track to “The Big Chill,” which
sprints to number 46 in its third week
on Billboard’s pop album chart.

The irony, of course, is that AOR
stations generally don’t play the type
of music featured on the album: *60s
oldies by such pop and black stars as
the Temptations, Smokey Robinson
& the Miracles, Marvin Gaye, the
Rascals and Aretha Franklin.

“AOR programmers would say
this music doesn’t fit their demo-
graphics,” says Motown president
Jay Lasker. “But the people going to
see this movie are basically the same
people they say are their demograph-
ics. Columbia’s Pictures tells me, and
my own common sense tells me, what
the market is on the picture—white,
upper middle class college kids and
alumni.

“If I'm right and Columbia sur-
veys are right, AOR programmers
aren’t properly playing to their mar-
ket. Maybe they don’t know their de-
mographics as well as they thought.
Maybe if they played some of this
type of material, their demographics
would like it, because they’re certain-

ly going in to buy this LP.

“Not that I'm trying to prove a
point here,” Lasker says. “I’m not
trying to prove anything other than
to sell records.”

That Lasker is doing. He says Mo-
town has shipped 300,000 copies of
“The Big Chill,” which is the second
highest placing soundtrack on this
week’s chart—behind only the mega-
smash ‘Flashdance.”

Lasker says Motown has placed
60-second radio spots promoting the
album on more than 100 AOR sta-
tions around the country. The com-
pany has also hired “five or six” inde-
pendent promotion specialists to
supplement the efforts of Motown’s
pop staff.

“I think it’s also going to sell in
some black shops,” Lasker says. “But
I don’t think that’s where the big
market is. Black radio plays Marvin
Gaye and the Temptations all year
long as oldies.”

One of the unique aspects of the
soundtrack is that there’s no single in
release. Motown issued a promotion-
al 12-inch of Marvin Gaye’s “I
Heard It Through The Grapevine”
for club play, but has no plans to reis-

(Continued on page 78)

__Executive Turntable_ |

Record Companies
Motown Records in Los Angeles has appointed Tony Anderson national r&b
promotion director and Howard Rosen national pop promotion director. An-
derson was with the independent promotion firm Jonas Cash. Rosen was pro-

Anderson

motion vice president for Warner Bros. Rec-
ords . .. Capitol Records has made three
promotions in its Hollywood, Calif. head-
quarters. In addition to his ongoing duties as
national credit manager, Jay Faulkner has
been appointed divisional vice president.
Luella Dright has been upped from supervisor
to manager of a&r administration. And Judde
Hendershott has been promoted from coordi-

Rosen

nator to manager of a&r components and special projects.
Brian Blackwell has been appointed sales rep for CBS Associated Labels in
Hawaii. He was co-owner of The Record Shop on Maui. Blackwell replaces Skip

(Continued on page 76)
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ANGEL OF THE EVENING—Juice Newton welcomes Capitol president Don
Zimmermann after a recent concert at Los Angeles’

Universal

Amphitheatre.

PUBLISHING HOUSE DIVERSIFIES

Old Songs, ‘New’ Ronstadt Hit

Singer’s Album Of Standards Is A Top 10 Surprise

LOS ANGELES—Apparently the
only person who isn’t surprised that
Linda Ronstadt’s album of old stan-
dards, “What’s New,” is in the top 10
is Ronstadt herself.

Peter Asher, the singer’s producer
and manager for nearly a decade,
notes: “I knew Linda could sing the
songs, but I did say to her that I
didn’t think people would buy it in
very large quantities. I thought the
people who usually buy her records
might not buy it and the people who
do like that sort of music tend not to
go into record shops. Her feeling was
that if it was good enough people
would buy it. She’s been entirely vin-
dicated, and I couldn’t be more hap-
py to be wrong.”

Mail Order Cassette Firm Bows

By MOIRA McCORMICK

CHICAGO—An 85-year-old Minn-
eapolis-based publishing house has
announced the formation of a mail-
order cassette distribution company.
Llewellyn Communications is to

Mel Tillis Acquires
Cedarwood Publishing

NASHVILLE—MCA artist Mel
Tillis has purchased Cedarwood Pub-
lishing Co., one of Nashville’s oldest
publishers, for a price that Tillis’
manager says is “in the neighbor-
hood of $3 million.”

The purchase involves a catalog of
more than 7,000 songs, 600 of which
are Tillis’ own compositions, includ-
ing “Ruby Don’t Take Your Love To
Town,” “Detroit City,” “Emotions”
and “Burning Memories.” Other
standards in the catalog are “All The
Time,” “Before I Met You,” “Crying
My Heart Out Over You,” “Daddy
Sang Bass,” “I Ain’t Never,” “Lone-
some 7-7203,” “Long Black Veil,”
“Slowly,” “Teddy Bear” and
“Waterloo.”

The Cedarwood operations will be
relocated in the Mel Tillis Enter-
prises building, 1520 Demonbreun
St., which also houses the singer’s
other publishing companies, Saw-
grass and Sabal.

Bob Younts, operations manager
for Tillis, says that some of the Ce-
darwood professional staff will be re-
tained, but that no writers’ contracts
came with the purchase. Cedarwood
was formerly owned by Bill, John
and Dolly Denny.

market independent audio and video
cassettes as well as computer soft-
ware when its first catalogue is issued
in late December, according to con-
sumer sales manager David Dix. The
new distribution company is also
looking to reissue old masters and de-
funct labels, he adds.

Dix says parent company Llewel-
lyn Publications, founded in 1898 in
Portland, Ore. by Llewellyn George
and said to be the oldest astrological
publishing house in the country, has
been having a great deal of success in
direct-mail sales since 1953. “We'd
been dealing mainly with instruction
tapes in witchcraft and the occult
arts, until last January, when we be-
gan featuring subliminal self-help
tapes,” says Dix. “We sold 11,000 in
the next month and a half.”

Having hit upon a lucrative line of
merchandise, Dix says, company offi-
cials began casting about for “other
areas of tape publication.” Llewellyn
vice president Steve Bucher proposed
that they delve into music cassettes,
forming a branch dealing primarily
in new unsigned musicians and reis-
sues of old masters. “Steve’s a frus-
trated jazz flautist—he knows how
hard it is for musicians to break into
the market these days,” says Dix.

What resulted is Llewellyn Com-
munications, which is currently solic-
iting artists for its catalog. So far,
says Dix, response from artists and
music promoters has been ‘“outra-
geous,” but he adds that it may take a
year before the project is fully
developed.

Local Minnesota artists Doug
Maynard, Kenny Horst and Solar

Power have already signed with
Llewellyn, says Dix, who says the
deals are on a strict royalty basis.
“We're responsible for promotion
and distribution, but artistic control
is left solely to the artist,” stresses
Dix. “The artists are also responsible
for buying ASCAP and BMI rights.”

Dix says the royalty rate structure
is based upon a three-month sales fig-
ure, at 5% of net income for one to
60 copies sold, 10% for between 6l-
299 copies sold, and 12% for more
than 300 copies sold.

Young adults 18-34 will be the pri-
mary target audience for Llewellyn’s
six yearly catalog mailouts, says Dix.
Direct mail and to some extent the
artists themselves will provide circu-
lation for the catalogs, the first of
which should be available after
Christmas. Dix says a minimum of
50,000 of the eight-page mailers are
to be circulated initially.

Dix says rock videos and computer
software will appear in the mostly-
music catalog, emphasizing that the
focus will be on independent per-
formers and labels. “This is a forum
for the street artist,” he says. “We’re
not taking a heavy marketing angle—
what we want to do is throw every-
thing out there and see how the re-
sponse is.”

Audio cassettes will be priced from
$4.95-88.95, says Dix, but video and
software prices have not as yet been
determined ‘“because we don’t yet
know what production costs will be.

“Because we’re dealing in units
sold,” he continues, “we can take a
risk. We’re not marketing a person or
a band; we’re marketing a concept.”

Chartbeat

The Police Rewrite A&M Record Book

By PAUL GREIN

The Police’s “Synchronicity” logs
its 15th week at No. 1, tying Carole
King’s 1971 smash “Tapestry” as the
longest-running No. 1 album in
A&M'’s 21-year history. (“Tapestry”
was on Ode Records, marketed and
distributed by A&M.)

This achievement comes just a few
weeks after the Police’s “Every
Breath You Take” surpassed King’s
“It’s Too Late” as the longest-run-
ning No. 1 single in the history of
A&M and its affiliated labels.
“Breath” logged eight weeks at No.
1, to five for “It’s Too Late.”

‘Breath” also established itself as
the longest-running No. 1 hit so far
this year on any label, surpassing Mi-
chael Jackson’s “Billie Jean,” which

had seven weeks at No. l. But
“Synchronicity” is still second for the
year to Jackson’s “Thriller,” which
was No.1 for 20 weeks.

Here’s a complete list of A&M’s 15
No. | albums to date, together with
its 10 best-charting number two
albums.

1. “Synchronicity,” the Police,
1983, #1/15 weeks.
2. “Tapestry,” Carole
1971, Ode, #1/15.
3. “Frampton Comes Alivel,” Pe-
ter Frampton, 1976, #1/10.
4. “What Now My Love,” Herb
Alpert & the Tijuana Brass,
1966, #1/9.
“Whipped Cream And Other
Delights,” Herb Alpert & the
Tijuana Brass, 1965, #1/8.
6. “Going Places,” Herb Alpert

King,

A

& the Tijuana Brass, 1966,
1#1/6.

7. “Breakfast In America,” Su-
pertramp, 1979, #1/6.

8. “Beauty And The Beat,” Go-
Go’s, IRS, 1982, #1/6.

9. “Paradise  Theatre,”  Styx,
1981, #1/3.

10. “Music,” Carole King, Ode,
1971, #1/3.

11. “Catch Bull At Four,” Cat Ste-
vens, 1972, #1/3.

12. “Beat Of The Brass,” Herb Al-
pert & the Tijuana Brass, 1968,
#1/2.

13. “Sounds Like,” Herb Alpert &
the Tijuana Brass, 1967, #1/1.

14. “The Singles: 1969-1973,” Car-
penters, 1974, #1/1.

(Continued on page 70)
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Elektra chairman Bob Krasnow
was equally unsure of the album’s
commercial prospects. “When this
album was first presented to me, as
much as I loved it, I was legitimately
concerned about what people would
think. But Linda was so positive that
this was the right thing to do that she
got the whole company stimulated.”

Krasnow says Elektra used Carly
Simon’s 1981 album “Torch” as a
“guideline” for what to expect from
“What’s New.” Simon’s album sold
300,000, he says, and peaked at num-
ber 50 on the charts. Ronstadt’s al-
bum has easily topped that. In fact,
it’s Elektra’s best-selling album of the
year so far, according to Krasnow.

“It started out appealing to a nar-
row market of older people who re-
member this material,” he says. “But
now it’s spreading down to the youth
market.”

The top 10 success of “What’s
New” is especially noteworthy be-
cause Ronstadt’s recording career
was in a moderate slump prior to its
release. The singer’s last album, “Get
Closer,” peaked at number 31 on the
chart and became Ronstadt’s first
studio album since the early *70s to
sell less than a million.

“People are always a little too
ready to see things in terms of slumps
and comebacks,” Asher says. “When
‘Get Closer’ sold less than ‘Mad
Love,” it didn’t strike us as a fearful
blow. If we’d deliberately said, ‘Oh
God, we’ve got to make an album
that goes to 10 because the last one
didn’t,” we’d have striven to find ul-
tra-commercial songs full of great
licks, and the album might have been
horrible.”

Ronstadt  finished  recording
“What’s New” in March, but its re-
lease was held up for six months as
Asher mapped out a campaign. “If
we’d just put the record out, we'd
have risked losing it,” he says.
“While my faith in it selling wasn’t as
big as Linda’s, at the same time I was
determined to give it every possible
chance.”

One of the cornerstones of the
campaign was a 30-minute video pro-
duced by Cinemax’s Album Flash
network. “The videos have been used
quite a lot,” Asher says, “more than
we thought they might be. Cinemax
gave us the majority of the funding,
and the record company also gave us
some.”

(Continued on page 78)

Music Minus One LP Series Returns

NEW  YORK—Irv  Kratka’s
MMO Music Group is offering its
first new Music Minus One pop re-
leases in seven years with a projected
series of 24 “Studio Call” albums de-
signed to create the ambiance of a
studio session at home.

The series, including “click
tracks,” is being launched with a
“rock/funk” entry of four albums,
minus either keyboard or synthesiz-
er, guitar, electric bass or drums.

The line, available at $11.98 each in
either LP or cassette format, will
continue with four albums each in
other musical areas: jazz-fusion, top
40, pop-country, film scores and ra-
dio/tv spots. The series producer is
Tom Collier, a studio musician who
is also a member of the faculty of the
Univ. of Washington in Seattle.

Collier is also the producer of an-
other MMO project, “Jazz Improvi-
sation” for blues, jazz, rock and fu-
sion. This is a course in improvising,
sightreading and ear training, avail-
able in both LP and cassette (with an
answer booklet) at a list price of
$98.50. According to Kratka, the
course follows by 20 years the label’s
Rutgers Univ. set and is a “natural
progression.”

A new release from MMO’s Inner
City jazz line features Chick Corea,
Stanley Clarke, Herbie Hancock, Joe
Farrell and others as sidemen on
bassist Bunny Brunel’s “Ivanhoe.”

MMO expects to be operating out
of new quarters soon at 50 S. Buck-
hout St. in Irvington, N.Y., leaving
current offices in Manhattan.

| CableWatch-

‘l Love Showtime,’
Sings Randy Newman

By LAURA FOTI

Randy Newman’s lyrics may be vi-
sually oriented, but it’s only recently
that he himself has been regularly
seen on television. Thanks to his
cousin, director Tim Newman, who
shot the video clip for “I Love L.A.,”
the: artist is now viewed by millions
as a visual, as well as musical, satirist.

Now Newman has completed a
special for Showtime, in which he is
shown at a piano, singing the lyrical-
ly powerful “Short People,” “I Love
L.A.” and “Sail Away.” He is joined
by Linda Ronstadt for “Texas Girl
At The Funeral Of Her Father” and
“A Real Emotional Girl”; Ry
Cooder joins the duo for “Rider In
The Rain.”

The show was taped in August at
the Odeon by executive producer
Lorne Michaels, producer Jim Sig-
norelli and director Michael Lindsay-
Hogg. It debuts on Showtime Dec. 8.

Interviewed, ironically, in New
York, a city he claims he also loves,
Newman remarks, “It’s been difficult
for me to watch myself on television.
I've had to on this Odeon show, and I

guess you do get used to it. At least
I’m in the hands of good people, as I
was with ‘I Love L.A.”

To choose a director for that clip,
Newman insists nepotism did not
come into play. “Warner Bros.
showed me film from a number of di-
rectors, and I asked them to find
some of Tim’s because I knew his
commericals. I honestly felt his reel
was the best.” Tim Newman has also
directed two clips for ZZ Top.

Randy Newman calls video clips
“a mass art form, using lost of dry
ice,” and points out, “The good thing
about it is that if you don’t like a clip,
at least it’s over quickly and there’s
something else on.”

As for future cable programs from
the artist, he says, “Contractually I
can’t do anything else for a while. I
was offered a deal to do videos for 10
or 12 of my songs as a cable special,
but that kind of project is out right
now.” So be sure to catch “Randy
Newman At The Odeon”—it may be
his only on-camera appearance for a
year.
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SEE IN THE DARK

EYES THA

s (i | PLATINUM IN JUST FOUR WEEKS.

: t‘ DY <9 Featuring the gold single

1R “Islands In The Stream”
PB-13615 (duet with Dolly Parton).
#1 POP « #1 A/C « #1.COUNTRY

Produced by Barry Gibb, Karl Richardson’, Albhy Galuten*
‘For Karlbhy Productions

The best has just begun on RCA
RCGA-

Records and Cassettes
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DONNA SUMMER PUT HER FINGER

ON THE TRIGGER. AND FIRED OFF THE

ALBUM THAT EARNED HER A SCOTTY.

It was 1975 when Donna Summer
released her frst album Love To Love
Y:U Baby.

And te record-buying public has
loved to ove Fer ever since.

Sre's won just about every award

g record ng artist can win. Gold albums.

Platinum albums. Even double and
triple platinum. Not to mention the 1977
Grarmy and Dscar for Last Dance.

Now Eonna has a Scotty to add to
~er impressive list of accomplishments,
zwarded to her 1982 gold album Donna
Summer featuting the hard-driving
stree! beat and honest, forthright vocals
that hav= become a Donna Summer
trademerk. This is rhythm and biues at
its best. And that's why the six judges
or the Scotty Board of Governors have
hongrec it with our latest Scotty award.

We congratulate Donna Summer, her
prod.cer Quincy Jones, engineer Bruce
Swedien. and West Lake Audio for their
impress ve wck on this album. And
we're proud that Scotch® Recording
Taoe was part of their effort.

To qualify for a Scotty, an artist must
be a super achiever in any category of
music. His or her album must go gold
or platinum by RIAA standards and be
mastered on Scotch Recording Tape.

So that Scotty winners get to share
their experience with someone less
fortunate, we award a generous
donation in their name to the Muscular
Dystrophy Association. That money

goes toward helping kids like Jamie Loff.

We also award a $5,000 music
scholarship to a promising new artist
chosen by the top Scotty winner of
the year.

www.americanradiohistorv.com

You can nominate a music super
achiever for this year's Scotty
competition. Just contact your 3M Field
Representative for details and forms.
And you'll be helping the Muscular
Dystrophy Association, too. Because
we'll make a donation for every qualified
nomination we receive.

Not every nominee can win a Scotty.
But the artist you nominate just might
end up in the company of hitmakers like
Donna Summer.

Magnetic A/V Products Division/3M

Jamie Loff
Reno, Nevac a
MD Association
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BPI Mo ves On Chart Freebies

Gallup To Stop Listing Singles Marketed With Extras

By PETER JONES

LONDON—The British Phono-
graphic Industry has moved to settle
the long-raging argument here over
the marketing ethics of offering free
gifts with singles as a sales pitch with
a main eye on chart placings.

The debate has rumbled ominously
on for several months and involved
extensive industry organization ex-
amination of the way the chart is
compiled in terms of what is accept-
able. Now, as of the week of Nov. 7,
chart compiler Gallup has been in-
structed not to include in the singles
chart any record sold with a gift or
any other merchandise, whether at-
tached to the record or not.

There are, however, some excep-
tions to the rule. Permitted are post-
ers, badges or stickers of the act or
artist concerned. Other records/cas-
settes, provided are of the same artist,
are also allowed, providing the pack-
age satisfies the chart eligibility crite-
ria in that the playing time of the two
records/cassettes must not exceed 25
minutes and there must be no more
than a total of five tracks.

BPI says: “This means that if a re-
cord is supplied to the dealer with
any other merchandise shrink-
wrapped with it, or otherwise at-
tached, then it just won’t be eligible
for chart return purposes. And if a

PROTECTIONIST, FISCAL MEASURES CITED

record company, or somebody acting
on its behalf, provides chart return
dealers with merchandise and dealers
subsequently supply that merchan-
dise with records, then records sold
in this way also won’t be eligible for
the chart.”

Says John Deacon, BPI director
general: “We’d like to emphasize that
record companies are entirely free to
market product in any way they see
fit, with or without free gifts. We're
certainly not seeking to fetter mar-
keting practices or to deprive the
dealer of genuine merchandising
offers.

“But as far as chart eligibility is
concerned, the chart should reflect
the sales of records and, by implica-
tion, music. We’re anxious that the
chart should preserve its integrity
and credibility.”

The debate about the proliferation
of “freebies” blew up early fall (Bill-
board, Sept. 10), with PRT’s Walter
Woyda insisting that the offers creat-
ed chart “idiocy” and an “aura of
self-annihilation” over the whole
industry.

From the start, there were industry
arguments that the giveaway situa-
tion would hit the small companies
most of all. “They”ll go to the wall
trying to match the majors,” said
Bob England, of Towerbell Records.
“But they’re the ones who are bring-

ing on the musical talent in the first
place.”

Calls were made for an industry-
wide return to a chart made up only
of seven-inch black vinyl singles.
Some radio programming chiefs said
they were starting to ignore the
charts because, in the words of one,
“My interest is in disks the public
wants to hear because of the music,
not because there’s a free article of
clothing in it for them, or it’s in 12-
inch format, or is a picture disk.”

A week or so later, Peter Jamieson,
newly appointed managing director
of EMI Records U.K., offered the
opinion that money spent by record
companies on marketing campaign
freebies would be better speznt on
helping independent record dealers
with improved profit margins.

Maurice Oberstein, chairman of
CBS Records UK. and new chair-
man of BPI, says he was initiaily
worried that regulations would re-
strict the excitement of record mar-
keting and *‘take the steam out of the
industry.” But now that the BPI lim-
its are set, he says, “It’s our sincere
effort to regard this as a problem of
valuing good music more than mar-
keting. Music and artist-related pro-
motions are seen as legitimate.”

The new BPI “code” relates only
to singles. The group will look at al-
bum marketing practices later on.

IFPI Video Protests To France

By PETER JONES

LONDON—IFPI Video has sent
an ‘“‘urgent letter” to French presi-
dent Francois Mitterrand expressing
concern at measures implemented by
his government which, the group as-
serts, “are frustrating the develop-
ment of the video software industry
in France.”

At the root of the concern is the
fact that a sharp decline in video in-
dustry development in France is be-
ing reported from all sides, putting
France in a contrasting situation to
the rest of Europe. And IFPI Video,
in the letter signed by Yves Rousset-
Rouard (president of the IFPI Video
World Council) ‘and Coen Solleveld
(president of IFPI), blames the protec-
tionist and fiscal measures introduced
by the Mitterrand government.

The first measure named is the so-
called ““Second Battle of Poitiers,” a

trade protectionist bottleneck which
required video hardware importers to
ship VCRs from French ports to the
inland customs office at Poitiers for
clearance, with resultant stockpiles of
equipment.

This regulation has now been
eased. But, says IFPI Video, the soft-
ware market in France still suffers
from the effects of a 50% hardware
sales slump this year compared with
1982.

Other measures singled out are:
the 33% Value Added Tax now lev-
ied on all video sales, hardware and
software; the one-year delay officially
imposed on cinema films prior to
their release in video; and the annual
license fee of roughly $70 levied on
VCR ownership, with plans to up
that fee by 30% next year.

Additionally, IFPI Video is upset
by plans for Canal 4, the new French
state television network, to become a

full video network, making it unnec-
essary, according to one Mitterrand
minister, “for the French to buy
VCRs at all.”

Says the group’s stiffly worded
note: “The new measures in France
simply increase the opportunities for
video pirates to make their untaxed,
illegal product much cheaper than le-
gitimate video software, as well as
creating a market for pirate copies of
unreleased films.”

IFPI Video is seeking an urgent
meeting with President Mitterrand
which would, it says, “give World
Video Council representatives a
chance to review the critical state of
the video industry in France.” But
the group says it understands that a
previously announced plan to in-
crease the VAT on video rentals in
France from 18.6% to the 33% lev-
ied on sales has, at least for a while,
been shelved.

Consumer Cassette Complaints Continue In Soviet Union

By VADIM YURCHENKOV

MOSCOW — Consumer com-
plaints about the low quality of audio
cassettes produced by Soviet manu-
facturers continue, with few signs of
any real improvement in standards.

Customer gripes started almost
three years ago (Billboard, March 28,
Oct. 17, 1981). But various recent
state-organized inspections of soft-
ware production have revealed “tech-
nical imperfection and low quality
technology.”

Tape for cassettes and reel-to-reel
equipment is produced by several
main plants under the umbrella of
the ministry of chemical industries,
including plants in Shostka, Peres-
lavl-Zalessky and Kasan. Ministry
companies also produce cassettes and
reels, while the ministries of radio
and culture operate facilities produc-

ing blank and prerecorded cassettes.

Demand for tape software has in-
creased steadily through the Soviet
Union, alongside a hardware market-
place buildup of around 10% annual-
ly, substantially higher than the in-
crease in radio/tv hardware sales.

But it’s a fact that the tape soft-
ware just doesn’t match the require-
ments of improved and more sophis-
ticated hardware lines. New types of
quality tape, including chrome diox-
ide, have been developed here, but
have not yet reached consumers.

And production of tape accessories
is in poor shape nationally, too. The
Svema factory produces splicing tape
which customers find difficult to use.
There’s virtually no production of
head cleaners or demagnetizers, and
few well-designed or utilitarian carri-
er or storage cases.

Cassette factories in the Soviet
Union don’t produce C-90 or C-120
formats because there are no tape re-
corders suitable to use them. The
most consistent complaints from cus-
tomers and state inspectors are lev-
elled at the low quality of cassettes
manufactured in the Svema and
Baku factories.

Most recent development in the
Soviet cassette market is the retail
sale of Sony and Maxell C-90 blank
tapes in Moscow and Leningrad,
priced at roughly $7.20, while a C-60
produced locally sells for half that
price.

Blank and prerecorded cassettes
were launched into mass production
here in 1971, mostly through U.S.-
made components. Since then there
has been greater availability of quali-
ty hardware, while the top software
remains in short supply.
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% SOLATED INCIDENT =y

- UK. Chart Hyping:

Arista Explains |

LONDON—Eurodisc  (Ariola/
Arista), the company fined $4,500 by
the British Phonographic Industry
(BPI) for breaching the industry-
wide chart Code of Conduct (Bill-
board, Oct. 29), is “‘aggrieved that it
was singled out,” says David Simone,
Arista managing director.

“This was no concerted attempt,
either on our side or that of our sales
and promotion company Tandem, to
rig or hype the chart. Tandem is the
most honest sales force one could
have,” Simone says.

*“Neither we nor the artist (widely
held here to be Barry Manilow) were
party to this action, which was an
isolated incident which happened in
just one of 250 chart return shops.
The representative involved has been

suspended. We've always refused to
have anything to do with this kind of
activity.”

“I firmly believe we should have a
