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George Benson’s $$ Pledge
Spurs IFPI Piracy Fight

BY PAUL GREIN

LOS ANGELES George Benson
has become the first major artist to
pledge a percentage of his interna-
tional royalties to the antipiracy
fund of the International Federa-
tion of Phonogram and Videogram
Producers (IFPI). The organization
is now appealing to other top artists
to match the contribution, which is
believed to be in the range of 0.5%
of all international royalties for an
initial two-year period.

Benson’s commitment caps a long
and heretofore fruitless campaign
by Nesuhi Ertegun, chairman of
WEA International and president of
IFPI, to get artists to join manufac-
turers and music publishers in the
fight against piracy.

“We tried several strategies and
nothing worked,” Ertegun acknowl-
edges. “George is the first artist to

Court Orders
ASCAP Payment
By Local TVers

BY IS HOROWITZ

NEW YORK Local television sta-
tions across the country, already
reeling from a court order mandat-
ing retroactive royalties of about
$30 million to Broadcast Music Inc.,
received a second jolt last Monday
(17) when the Federal District
Court here ordered them to pay an
additional sum to the American So-
ciety of Composers, Authors & Pub-
lishers.

The latter obligation, also to satis-
fy retroactive claims for a limited
interim period (in this case four and
a half months), is estimated to

(Continued on page 72)

have had the foresight to accept
this. Now we invite other artists to
join in.

“The IFPI antipiracy campaign
desperately needs money. It's get-
ting millions of dollars from record
companies and a good amount from
publishers as well. Now it’s time for
artists to join in.”

Ken Fritz, Benson’s manager,
says he first became aware of the
magnitude of the problem when he
met with Mickey Kapp, president of
Warner Special Products, to discuss
the value of foreign compilations.

“We were in agreement about do-
ing some of these,” remembers
Fritz, “when he said, ‘Here’s one of
the reasons it’s so important to do
them,” and reached in and pulled out
a huge pile of pirate tapes. That just

(Continued on page 72)

Retail, Radio Link

RECORD BAR ‘PROMO’ ARM BOWS

BY JOHN SIPPEL

LOS ANGELES An ambitious na-
tional promotional service designed
to link radio stations and major
chains for label product campaigns
has been launched as the newest di-
vision of the Record Bar music re-
tail empire. Musicstream, just un-
veiled by the Durham, N.C.-based
combine, will build its pitch to po-
tential label clients around the par-
ticipation of Record Bar and its re-
cently acquired Licorice Pizza out-
lets.

While Record Bar chairman Bar-
rie Bergman won’t admit he’s di-
rectly competing for the purported
seven- and eight-figure budgets an-
nually set by major labels for inde-
pendent promotion, Musicstream is
being positioned to tap directly into
key reporting stations in markets

ADVERTISEMENTS

reached by the Bar/Pizza retail net-
work. Radio and record promation
veteran Jay McDaniel, who heads
the new operation, underlines that
radio/retail connection in outlining
the division’s strategy.

Under the Musicstream aegis,
McDaniel plans to weld product
giveaway promotions between local
AOR and CHR outlets with in-store
merchandising at affiliated stores.
Print and radio advertising and ties
to regional music video services are
also projected as elements in the
Musicstream approach.

An air personality and program-
mer in the Carolinas for more than a
decade, McDaniel followed his radio
career with stints in regional and
national promotion at Mercury in
Chicago and MCA in Atlanta.

“Musicstream will go to record la-
bels, personal managers and per-

UNSPEAKABLE ACTS. MOTLEY CRUE. THEATRE OF PAIN.
The curtain irses on the third thundering album destined to rip
you out of your front row seat. THEATRE OF PAIN, Act |—the
showstoppers single, “Smokin’ In The Boys Room.” Produced
by Tom Werman for Julia's Music, Inc. Direction: Doc McGhee
and Doug Thaler for McGhee Entertainment. (ELEKTRA 60418)

See back cover.

Long Canadan chart favorietes, RATIONAL YOUTH is the larg-
est New Music group to catch the attention of American radio.
Led by singer, songwriter, guitarist Tracy Howe, RATIONAL
YOUTH'S U S. album debut, HEREDITY, features the hot AOF
cuts, NO MORE NO LESS, HEREDITY and I'VE GOT A SISTEX
IN THE NAYY. Watch for RATIONAL YOUTH on tour this
summer. OM CAPITOL.

=

haps even concert promoters with a
tangible program tailored to sup-
port a new recording project,”’
MecDaniel claims. “For example, we
intend to take these marketing
plans to exclusive stations in an
area. We would offer station man-
agement and program directors a
specific amount for a giveaway
prize or prizes, which we feel would
fit into the general scope of the rec-
ord we are pushing; it could be for
as much as a car, if the project war-
ranted it.

(Continued on page 72)

VSDA Study:
Video Sales
On the Rise

BY TONY SEIDEMAN

NEW YORK Sales of video-
cassettes account for just a shade
more than 15% of an average video
software dealer’s dollar volume, ac-
cording to the Video Software Deal-
ers Assn.’s first annual survey of
its members. The survey also shows
the struggling Beta format holding
a market share of only 14.5%.

According to the survey, 84.3% of
VSDA members’ dollar volume is
generated by rental. Home video ex-
ecutives asked to comment on the
results of the survey said they did
not find the small sales percentage
dissapointing, noting that it repre-
sents a significant increase from
last year’s figures.

Although the VSDA didn't do a
survey of its members last year, the
conventional rental/sale dollar ratio
manufacturers have quoted in re-
cent years has been 90/10 at best.

“I know that more stores are sell-
ing product now than they were a

(Continued on page 72)
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DEALERS BRACE FOR LYRIG BATTLE

Many Fear Controversy Over Display, In-Store Play

BY EARL PAIGE
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LOS ANGELES Increased public
sensitivity to lyric content in popu-
lar recordings is prompting a new
wariness among record/tape deal-
ers, who are bracing themselves for
possible conflict over display and in-
store airplay of controversial prod-
uct.

Although few stores evince the
same concern visible among radio
programmers, retail sources say
they’re studying the issue’s volatili-
ty for programmers, most recently

dramatized by a request from the
National Assn. of Broadcasters for
printed lyrics from label suppliers
to assist in identifying potentially
offensive product (Billboard, June
15).

Further heightening retail aware-
ness are parallel battles over explic-

. it sexual content in adult video prod-

uct, punctuated by local court and
media confrontations in various
U.S. communities.

A survey of record/tape dealers
does identify some mitigating as-
pects to the problem, which most

Home Taping Bill

WASHINGTON The audio-only
home taping bill, on which the re-
cording industry has been work-
ing behind the scenes for the last
six months, is taking shape, ac-
cording to sources, and will soon
be introduced in the Congress.
While it has been common
knowledge that Sen. Charles Ma-
thias (D-Md.) would eventually in-
troduce the measure on the Senate
side—his staff has maintained all
along that Mathias would sponsor
such a bill once he had talked to

has been who would introduce the
bill in the House, where there was
less initial interest in such a mea-
sure since a copyright omnibus bill

both sides—the big question markggg No date has been mentioned for

Introduction Near

that included a similar proposal
stalled at the subcommittee level
last summer.

However, sources say that Rep.
Bruce Morrison (D-Conn.), a sec-
ond-term Congressman who rep-
resents New Haven and Connecti-
cut’s Third District, will soon in-
troduce an audio-only bill, and that
the sponsor of last year's more ex-
tensive video and audio home tap-
ing proposal, Rep. Don Edwards
(D-Calif.) is willing to co-sponsor
the bill.

introduction of the Morrison bill,
although a source said “it's going
to have to be pretty soon.”

BILL HOLLAND

deem less explosive than has been
the case for radio, which reaches a
more massive audience and must
comply with federal statutes. Veter-
an retailers also note a historical
perspective to the issue of lyric con-
tent, which has periodically
emerged, and note that regional and
local standards can vary widely
from one area to the next.

As a result, many national chains
have no central policy governing
product content. Record Bar and
Camelot Enterprises are among
those that avoid setting formal poli-
cies.

An exception for Camelot, accord-
ing to communications director
Geoff Mayfield, was a memo issued
regarding “Darling Nikki,” a track
on Prince’s ““Purple Rain”" album
with sexually explicit lyrics. The
memo, which Mayfield says is the
first of its kind he can recall,
warned against giving the cut any
in-store airplay.

Several retail representatives ex-
press concern over implications of
censorship. One of the strongest
warnings comes from Lou Kwiker,
president and chief executive offi-
cer of Wherehouse Entertainment
here.

“I believe artists must have free-
dom to express themselves in a way
they feel is proper,” Kwiker says.
“I'm very distressed if we start re-
stricting artists and what they sing,
print and do.”

Like some others who worry

(Continued on page 73)

Kastenmeier: Abolish Copyright Tribunal
Bill Would Replace It With Three-Judge Royalty Court

BY BILL HOLLAND

WASHINGTON Rep. Robert Kas-
tenmeier (D-Wis.), the veteran Con-
gressional advocate of copyright re-
form, introduced a bill in the House
Tuesday (18) to abolish the Copy-
right Royalty Tribunal (CRT) and
replace it with a Copyright Royalty
Court under the authority of the ju-
dicial rather than the executive
branch of the government.

Kastenmeier’s bill, H.R. 2784,
would create a three-judge court
with judges designated by the Chief
Justice of the Supreme Court. The
court would set and determine the
reasonableness of royalty rates of
compulsory licenses, and would
have its own staff and administra-
tive offices.

The abolition of the Tribunal
would affect at least three of the
four compulsory licenses: jukebox,
cable television and public broad-
casting. The fourth, the mechanical
rights in sound recordings, would
be less affected, since the Tribunal
performs no royalty distribution
function, as it does with the others.

Kastenmeier, chairman of the
House subcommittee that handles
copyright reform, called the CRT
“broken beyond repair,” and intro-
duced his bill the day before chair-
ing a hearing on its reform. The bill
follows another proposal introduced
June 12 by two members of his sub-
committee that would simply elimi-
nate the Tribunal until Congress
could establish an alternative. That

bill, H.R. 2752, was introduced joint-
ly by Reps. Mike Synar (D-Okla.)
and Patricia Schroeder (D-Colo.),
who said they authored it “to end
the wasteful and unnecessary ex-
pense of an agency whose $70,000-a-
year commissioners only randomly
show up for work.”

The newly appointed chairman of
the CRT, Marianne Mele Hall, re-
signed last month following criti-
cism on and off Capitol Hill of her
part in the authorship of a book con-
sidered racist. There are now only
two of five commissioners sitting on

o U

the CRT, and Congressional critics
charge that they, like many of their
predecessors, have little or no expe-
rience in copyright matters, and
that the Tribunal is used as a dump-
ing ground for former campaign
workers.

Plans to abolish the Tribunal en-
tirely raise concerns about the fu-
ture of the compulsory license it-
self.

“Without a compulsory license,
certain uses of copyrighted works
would cease because there is no

(Continued on page 73)

Dehut for New Latin Charts

’WHEW Latin charts debut in Bill-
" hoard this week with & revamped
“format that groups slbums by

wgenre rather than region. The
change comes in response 1o sug:
gestiine from the Latin market.

The charts, which will continue

w

« toappear on allernate weeks; sur-
Sey all five major markets: Cali-
fornia, Texas, New York, Florida
and Puerte Rico. But titles are
now grouped under three catego-
riea: Latin Pop, Tropiesl and He-
gional Mexiean. e,

. hatin Pop ineludes the musie

known as the balada romaontico
or musica thternacional, Vs the
gound of Julio 1glesias, Jose Lus
Rodrigues, Joaé José, Camilo
% P N

“Sesto, Emmanuel, ete. It also en-
compasses the young pop sounds
of Menudo and the new Spanish-
language rock.

Tropical 15 the sound of the
Spanish-speaking Caribean—
though it extends beyond it. Here
in the salsa of Ray Barretto, Tito
Puente and Celia Cruz, the meren-
pue of Wilfrido Vargas and John-
ny Ventura, Colombian cambia
and vallenato, and the music
known in Mexico as tropical,

Regional Mexican refers to mu-

. sie with its roots in traditional
Mexican and Mexican/ American
sounds, notably the ranchera and
nortefa.
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Annual NMPA Meeting Hears Good News

Harry Fox Revenues Hit Record High

BY IRV LICHTMAN

NEW YORK Revenues collected
and disbursed by the Harry Fox
Agency, the mechanical royalty
agency, reached new highs in 1984.
In addition, audit recoveries during
the year and their distribution were
“very close” to what the agency re-
ceived as commissions for its ser-
vices performed.

This financial performance report
was given in an address by Ed Mur-
phy to the annual meeting here last
Monday (17) of the National Music
Publishers’ Assn., parent of the

Harry Fox Agency. Murphy is pres-
ident of the agency and executive
vice president of NMPA.

Murphy, who did not reveal dol-
lars-and-cents figures, said that re-
sults for 1984 reflected the “happy
trend” for the industry that he re-
ported on at last year’s meeting. Es-
timates place last year’s record-set-
ting revenues at around $100 mil-
lion.

In listing key areas of income, in
addition to the bulk collected from
recording sales, Murphy cited ‘“an
exceptionally good year” in video
(the agency collects synchroniza-

NMPA '83 Survey Finds
Music Print Sales Rose

NEW YORK Sales of music print
increased 5.8% in 1983 to a level of
$252.9 million compared to 1982.
Slightly more than three-fourths of
the reported sales were wholesale,
with the remainder attributed to re-
tail sales direct to the consumer
from the publishers, according to
Arnold Broido, who revealed find-
ings of a survey to attendees of
Monday’s (17) annual meeting of
the National Music Publishers’
Assn. (NMPA).

Broido, who is chairman of the -

printed product committee and a
newly elected member of the
NMPA board, said the 1984 survey
of 1983 business, conducted by the
Arthur Young Co. on behalf of
NMPA, the Music Publishers
Assn.(MPA) and the Christian Mu-
sic Publishers Assn.(CMPA), pro-
duced ‘““the most complete results
we have had to date, with a higher
percentage of total industry sales

tion fees for music usage on home
video), and on commercial tv pro-
grams where music is an integral
part of the proceedings. He also
claimed a “dramatic” increase in the
use of standard and contemporary
songs as commercial jingles on ra-
dio and tv.

As home video revenues increase,
newer areas of exploitation are
viewed as having increasing power
to draw income for writers and mu-
sic publishers, Murphy said.

“Over the past two years, the
agency has issued hundreds of li-
censes for the use of music in greet-
ing cards,” he noted. He referred to
so-called “‘high-tech Valentine
cards” that use microchips that syn-
thesize and store musical sounds.
Although conceding that the reve-
nues collected ‘“thus far are rela-
tively small,” Murphy said, “One
can be sure that the musical chips
will take a significant place in the
economic income picture of manu-
facturers and copyright proprie-
tors.”

In describing other new uses,
such as never-before-licensed video
jukeboxes, school yearbooks utiliz-
ing hit tunes of a particular year,
and such increasingly common tech-
nologies as VCRs, computers and
Compact Discs, Murphy said he did
not believe that “any one area will

volume reported by surveyed com-gfsproduce any dramatic increase of in-

panies than in any previous year.”
(Continued on page 70)

come within the next year or two,
(Continued on page 70)

From Finial Technology & Innovation

New Laser Turntable Will Play Vinyl Disks

BY JIM McCULLAUGH

LOS ANGELES Finial Technology
& Innovation, an 18-month-old high-
tech firm based in Sunnyvale, Calif.,
plans to bring a laser-optical turnta-
ble that plays conventional vinyl ree-
ords to market next year.

While the technology of the new
product is still highly proprietary,
marketing manager Michael May
indicates that the non-contact turn-
table uses a low-powered laser
beam which reads the audio signal
via groove reflection. The product
also incorporates an advanced, pre-
cise tracking approach based on
computer disk drive technology.

The completely self-contained
unit, the first in a family of these
new turntables, will be front load-
ing, measure 6!/, inches high, 18
inches deep and 16 inches wide, and
sport a high-tech look. Its weight is
20 pounds. In addition, the new turn-
table will have two levels of opera-
tion: traditional “punch-play” and
full programmability.

Finial hosted a private suite at the
recent Consumer Electronics Show
in Chicago and discussed the prod-
uct and technology with consumer
electronics representatives and re-
tailers.

Pricing has not been firmed, but
May projects that the product, which
will be marketed through high-end
audio specialty outlets, will cost
somewhere between $1,000 and
$3,000. Eventually, according to
May, the firm plans players with
price points that are competitive
with Compact Disc players.

Finial’s marketing strategy is to
address the “tens of billions” of vi-

nyl records that exist in consumer
homes around the globe as well as
an existing vinyl disk manufactur-
ing technology. May also targets
professional applications, such as
radio. While he acknowledges the
innovation and inroads being made
by the compact Dise, he also main-
tains that market is still in its early
stages and that the vinyl record
won'’t be the “doomed dinosaur’” CD
proponents claim it will be in five

years.
May claims that the sound repro-
duction of the Finial laser turntable
will be “demonstrably better than
any other playback medium.” He
also claims the turntable will draw a
first-rate sound quality from older,
used vinyl records. The non-contact
approach, he points out, will also
eliminate ‘“‘ticks, pops and clicks”
and will preserve the life of new vi-
(Continued on page 74)

Nielsen Axes Video Survey
Market Study Called Too Costly

NEW YORK A.C. Nielsen has de-
cided to cancel its efforts to provide
an ongoing, title-by-title survey of
the U.S. home video marketplace.
“We made a decision not to go any
further on the Nielsen Video Ser-
vice,” says the company’s Jim Cute.

Expenses would be too great and
losses too high for it to be profitable
for Nielsen to do its video survey as
designed, Cute says. He describes
the cancelation as “purely a busi-
ness decision.”

“The recruitment cost on a per-
store basis was more than we’d ever
expected,” Cute says. The strength
of the home video marketplace and
of the Video Software Dealers
Assn., whose members Nielsen
would have used for its survey, also
contributed to the negative cost pic-
ture, he says, boosting the sample
size needed to unnacceptable levels.

Nielsen would have needed a sam-
ple size of 200 to 250 retailers in or-

der to accurately reflect the VSDA
universe and to give the extremely
detailed reports that were to have
been part of its survey.

The Video Track portion of Niel-
sen’s survey would have provided a
title-by-title examination of what
programs were hot, how many units
were moving, and what market
share various manufacturers were
getting.

Nielsen was able to get a total of
12 charter subscribers, Cute says,
but after its initial survey of 32 deal-
ers last month, the cost figures just
didn’t work out.

The fact that its regular survey
has been canceled does not mean
that Nielsen is going to “walk away
from home video,” Cute says. “We
shall remain available to work with
businesses, but I suspect it will be
on a custom project basis, not syndi-
cated,” as the Nielsen Video Survey
was. TONY SEIDEMAN

ey %,
% i .l

Hard at Work. MGM/UA Home Video president William P. Gallagher and
MGM/UA Home Entertainment Group chairman/CEO Seymour Leslie sign a
new longterm licensing agreement with Cannon Films. The contract will allow
the home video company to continue releasing Cannon’s feature films in the
U.S. and Canada. Looking up from left are Gallagher, Cannon Films’ chairman
Menahem Golan and president Yoram Globus, and Leslie.

Executive Turntable

RECORD GOMPANIES. CBS Records International U.K. appoints Muff Win-
wood senior director of a&r and vice president. He was director of a&r for
the label. In addition, Tony Weolcott is named deputy managing director
for CBS U.K. Ltd. He was senior director for CBS Records.

PolyGram Records makes the following promotions in New York: Jeff
Brody to vice president of national accounts and associated labels; Harry
Palmer, vice president of marketing; and Patti Drosins, director of adver-
tising and merchandising. Brody was vice president of Eastern regional
sales. Palmer was director of marketing. Drosins was manager of advertis-
ing. In addition, Jim Kettles is upped to director of marketing and promo-
tion administration. He was director of budgets and financial analysis.

Warner Bros. Records names Felix Chamberlain and Roberta Peterson
associate director and general manager of a&r, respectively, in Burbank.
Chamberlain had been a&r representative. Peterson, returning to her posi-

WINWOOD

WOOLCOTT

BRODY

PALMER

tion after a four-year hiatus, had been an a&r consultant for the label.

Bob Kaus is promoted to the newly created position of director of media
development and information services for Atlantic Records in New York.
He was director of information services.

A&M Records promotes Jeffrey Gold to executive director of creative
services in New York. He was national director of special projects.

Arista Records names Peter Baron to the newly created post of associate
director of video production and promotion in New York. He was manager
of video services for the label.

John Guarnieri is appointed manager of a&r for EMI America Records
in Ifos Angeles. He was director of a&r at IRS Records.

P TR

DROSINS CHAMBERLAIN WALSH

Elektra/Asylum appoints Steve Pross a&r representative in Los Ange-
les. He was with Enigma Records in a&r and promotion.

Ellen Smith leaves her post as national director of publicity at Island
Records in New York. She will continue to work on special projects for the
label, in addition to outside ventures. Smith can be reached at (212) 794-
8736.

Suzanne Berg is named national promotion director at Gramavision Rec-
ords in New York. She was with The United Stations Radio Network as
technical director of “The Weekly Country Music Countdown.”

Bernie Grossman returns to the industry after a long hiatus as national
sales director for Zebra Marketing in Encino, Calif. He was an A&M sales
executive. )

Denise Mott joins the promotion department of Comstock Records in
Shawnee, Kan. She was with the Millikens company.

DISTRIBUTION/RETAILING. Lieberman Enterprises, the Minneapolis-based rack-
(Continued on page 63)
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S fter five years, Jeff
Beck is ready.

“Flash” is the albumr.

Featuring the long overdue
reunion of Jeff Beck and
Rod Stewart™ on “People Get
Ready.”

“People Get Ready” is the
first single from “Flash’

“People Get Ready” is Jeff
Beck's first video.

“People Get Ready” is
entirely breathtaking. Eut it's
just the beginning.

“Flash” is Jeff Beck at his
best. Produced by Nile -
Rodgers, Arthur Baker and Jeff
Beck, with special guests and
special music everywhere...
including guest vocalist e
extraordinaire, Jimmy Hall. g€

There are other guitarists. |

But only Jeff Beck lives up
to his own legend. “Flash”...
with substance.

“FLASH.” THE NEW ALBUM
FROM JEFF BECK. ON EPIC
RECORDS, CASSETTES AND
COMPACT DISCS.
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-
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‘Joanna’ Wins BMI's Top ‘84 Award

Dean Pitchford, Ensign Music Also Honored at Dinner

BY PAUL GREIN

LOS ANGELES Kool & the
Gang’s “Joanna’” was declared the
most performed song of calendar
year 1984 at BMI's 33rd annual
awards dinner, June 18 at the Bev-
erly Wilshire Hotel in Beverly Hills.

Dean Pitchford was named BMI's
pop writer of the year, and Ensign
Music, which published Pitchford’s
songs as well as a pair of country
award winners, was cited as BMI's
top pop publisher.

Six top songwriters each earned
three most-performed-song cita-
tions. Pitchford won the top honor
because the combined number of
performances for his three honored
songs— ‘Footloose,” “Let’s Hear It
For The Boy” and “Almost Para-
dise”’—exceeded the combined total
for any other writer’s top three
songs.

The other writers to receive three
song citations were Tom Snow (“Al-
ibis,” “If Ever You're In My Arms
Again,” “Let’s Hear It For The
Boy”), Cynthia Weil (“All Of You,”
“Running With The Night,” “If
Ever You're In My Arms Again”),
Barry Gibb (‘‘Islands In The
Stream,” “Eyes That See In The
Dark,” “This Woman”’), Billy Joel
(*The Longest Time,” “An Inno-
cent Man,” “Leave A Tender Mo-
ment Alone’’) and Huey Lewis
(‘““Heart Of Rock And Roll,” “I
Want A New Drug,” “If This Is
It”).

This year’s ceremonies marked
the third performance award for the
25-year-old “Save The Last Dance
For Me,” and the second award for
“Baby I Lied,” ““Islands In The
Stream,” “Say It Isn’t So,” “Sea Of
Love” and “Say Say Say.”

Here’s the complete list of BMI's
most performed song winners for
1984.

- “Alibis,” Tom Snow, Tony Ma-
caulay, Snow Music.

“All I Need,” David Pack, Glen
Ballard, Cliff Magness, Art Street
Musie.

“All Of You,” Cynthia Weil, Tony
Renis, Braintree Music, Dyad Mu-
sic.

“All Through The Night,” Jules
Shear, Funzalo Music, Juters Pub-
lishing Co.

“All Time High,” John Barry,
Tim Rice, Blackwood Musie, United

Lion Music.

“Almost Over You,” Cindy Rich-
ardson, Jennifer Kimball, Atlantic
Music, Car Load Of Us Music.

“Almeost Paradise,” Eric Carmen,
Dean Pitchford, Ensign Musie.

“Automatic,” Mark Goldenberg,
Brock Walsh, Fleedleedle Music,
Music Corp. of America.

“Baby I Lied,” Deborah Allen,
Rafe VanHoy, Rory Bourke, Posey
Publishing, Unichappell Music,
VanHoy Music.

“B-B-B Burnin’ Up With Love,”
Eddie Rabbitt, Even Stevens, Billy
Joe Walker, Briarpatch Music, Deb-
dave Music.

“Borderline,” Reggie Lucas, Li-
kasa Music.

“Brown Eyed Girl,” Van Morri-
son, Web IV Music,

“Caribbean Queen,” Keith Dia-
mond, Billy Ocean, Keith Diamond
Music, Willesden Music.

“Disenchanted,” Michael Martin
Murphey, Jim Ed Norman, Chick
Rains, Timberwolf Music.

“Don’t Answer Me,” Alan Par-
sons, Eric Woolfson, Careers Music.

“Don’t Count The Rainy Days,”
Jerry Careaga, Wayland Holyfield,
Ensign Music Corp., Tree Publish-
ing Co.

“Eyes That See In The Dark,” ‘

Barry Gibb, Maurice Gibb, Gibb
Brothers Music.

“Footloose,” Dean Pitchford,
Kenny Loggins, Ensign Music.

“God Bless The U.S.A.,” Lee
Greenwood, Music Corp. of Ameri-
ca, Sycamore Valley Music Co.

“Got A Hold On Me,” Christine
McVie, Todd Sharp, Alimony Music.

“Hard Habit To Break,” John
Parker, Steve Kipner, Music Corp.
of America.

“Heart Of Rock And Roll,” John
Colla, Huey Lewis, Hulex Music,
Red Admiral Musie.

“I Can Dream About You,” Dan
Hartman, Multi Level Music.

“] Don’t Want To Lose Your
Love,” Joey Carbone, Sixty-Ninth
Street Music.

“I Still Do,” J.D. Martin, John
Jarrard, Music Corp. of America.

“I Want A New Drug,” Chris
Hayes, Huey Lewis, Hulex Musie,
Red Admiral Music.

“If Anyone Falls,” Stevie Nicks,
Sandy Stewart, Welsh Witch Music.

“If Ever You're In My Arms
Again,” Tom Snow, Cynthia Weil,

Nissim-Peerless Label Bows

New Bluehonnet Venture

LOS ANGELES In yet another
move to cement its position in the
U.S. market, Bluebonnet Records
has negotiated a joint venture with
president/producer Simon Soussan
of Harem Records in a new label,
Nissim-Peerless.

Peter and Jurgen Ulrich of Peer-
less formed Bluebonnet late last
year to concentrate on establishing
a beachhead in the U.S. for the long-
time Latin label, based in Mexico.

The joint label will center its a&r
activity at 1644 S. Vermont, Los An-
geles 90006 (phone: 213-732-2707).
Soussan heads a staff that includes
national promotion director A.J.
Miller, Coast sales chief John de la
Vigna and publicity director Lisa
Lemol. Efren Besanilla is general

manager.
Soussan’s artist roster includes
Arpeggio, French Kiss, Quartario,
Romance, Charisma, Nicole Stone,
Spice of Life, Rage and Prisma. Al-
bums, most of which will be dance-
oriented, will list for $6.98 and $8.98.
Soussan says Nissim-Peerless in-
tends to release about 50 12-inch sin-
gles and regular albums yearly.
Peter Ulrich helms the adminis-
trative staff in the Houston office
at 16651 W. Hardy, Houston 77060
(phone: 713-591-7222). Assisting
him will be Jurgen Ulrich, finance;
Ram Rocha, sales; Victor Paniagua,
promotion and a&r; and Carlos Go-
mez, manufacturing coordinator.
Product will be warehoused in
both the L.A. and Houston areas.

Michael Masser, Dyad Music, Snow
Music.

“If This Is It,” John Colla, Huey
Lewis, Hulex Music, Red Admiral
Music.

“I’'m So Excited,” Trevor Law-
rence, Anita Pointer, June Pointer,
Ruth Pointer, Blackwood Music,
Braintree Music, Leggs Four Pub-
lishing, Anita Pointer Publishing,
Ruth Pointer Publishing, Til Dawn
Musiec.

“An Innocent Man,” Billy Joel,
Joelsongs.

“Islands In The Stream,” Barry
Gibb, Maurice Gibb, Robin Gibb,
Gibb Brothers Music.

(Continued on page 73)

Congratulations, Fellows! B’nai B'rith officers horse around with Columbia
recording artist Kenny Loggins and international opera star Robert Merrill during
a dinner held at New York’s Sheraton Center Hotel, celebrating the 21st
anniversary of the music and performing arts division of the organization.
Loggins and Merrill were presented with this year's Creative Achievement Award
and Humanitarian Award, respectively, at the event. Pictured from left are B'nai
B'rith executive vice president Norby Walters, Loggins, Merrill and B’nai B'rith
president Joe Cohen. (Photo: Chuck Pulin)

by Paul Grein

MADONNA this week notches
her fifth consecutive top five sin-
gle as “Angel” follows ‘“Lucky
Star,” “Like A Virgin,” ‘“Material
Girl” and “Crazy For You.” Only
one other female artist has
amassed five top five singles so far
in the '80s: Olivia Newton-John,
who has scored with “Magie,”
“Physical,” “Make A Move On
Me,” “Heart Attack” and ‘“Twist
Of Fate.”

It’s fitting that these two artists
are tied as the most successful fe-
male hitmakers since 1980, be-
cause Madonna’s recent string of
hits is similar to Newton-John’s
output since “Physical” — provz~
ative, assertive, dance-edged pop.

While Madonna and Newton-
John share the title for most top
five hits by a female artist so far in
the '80s, several artists now top
them both. Michael Jackson, Lio-
nel Richie and Daryl Hall & John
Oates have all amassed seven top
five hits since 1980.

But that you would expect. What
you might not expect is that the
act that has had the most top five
hits of anyone in this decade is Air
Supply. The Aussies have reached
the top five with “Lost In Love,”
“All Out Of Love,” “Every Woman
In The World,” “The One That You
Love,” ‘““Here I Am,”” ‘‘Sweet
Dreams,” “Even The Nights Are
Better” and “Making Love Out Of
Nothing At AlL”

Air Supply’s current hit, “Just
As I Am,” still has a ways to go be-
fore it cracks the top five. The re-
cord moves up a notch this week to
a bulleted 28.

THE “BEVERLY HILLS COP”
soundtrack holds at No. 1 for the
second straight week, matching
the chart success of the “Flash-
dance” soundtrack, which logged
two weeks at No. 1 exactly two
years ago. Both films were pro-
duced by Don Simpson and Jerry
Bruckheimer, who also produced

CHAR

“American Gigolo,” which yielded
a top 10 soundtrack in 1980. “Gigo-
lo” also generated Billboard’s No.
1 single of the year for 1980, Blon-
die’s “Call Me.”

Simpson and Bruckheimer are
due to start production Monday
(24) on their new film, “Top Gun,”
starring Tom Cruise. A sound-

Eurythmics jump six notches to
number eight with “Would I Lie To
You?,” making this the third con-
secutive year that the group has
cracked the top 10. “Sweet Dreams
(Are Made Of This)” reached No.
1in September, 1983; “Here Comes
The Rain Again” peaked at num-
ber four in March, 1984. The
game’s not over 'til it’s over, but at
this point at least it appears that
Eurythmies have outlasted Cul-
ture Club, which beat them for the
Grammy for best new artist of '83.

Paul Young’s “Everytime You
Go Away,” written by Daryl Hall,
jumps six notches to number 14.
That makes it Hall’s biggest hit
outside of Hall & QOates. His previ-
ous biggest outside credit was Di-
ana Ross’ Swept Away,” which

Carly Simon’s first single for

Another milestone for Madonna:
five top five singles in a row

track is expected.
a might add that in addition to

~ having the No. 1 album for the sec-

ond straight week, MCA has two
other albums climbing the top 15:
Tom Petty & the Heartbreakers’
“Southern Accents” at number 11
and Night Ranger’s ‘7 Wishes” at
number 14.

DURAN DURAN this week
cracks the top three on the Hot 100
for the fifth time in slightly more
than two years, as “A View To A
Kill” jumps two notches to number
three. The band’s first major U.S.
single, “Hungry Like The Wolf,”
peaked at three in April, 1983;
“Union Of The Snake” peaked at
three that December; ‘“The Re-
flex” hit No. 1 last June, and “The
Wild Boys” reached two last De-
cember.

Capitol’s “A View To A Kill”
soundtrack is also off to a strong
start: It debuts on this week’s Top
Pop Albums chart at number 50.
That makes it the third highest of
the week’s 17 new entries.

IN OTHER HOT 100 NEWS, Sur-
vivor jumps four notches to num-
ber six with “The Search Is Over,”
which makes it the group’s biggest
hit since the No. 1 “Eye Of The Ti-
ger’”’ three years ago. The group’s
last single, “High On You,” peaked
at number eight in March.

Epic, “Tired Of Being Blonde,” en-
ters the chart at number 84. Both
of Simon’s previous label debut
singles went on to become major
hits. “That’s The Way I've Always
Heard It Should Be,” her first sin-
gle for Elektra, peaked at number
10 in 1971; “Jesse,” her first single
for Warner Bros., peaked at num-
ber 11 in 1980. Simon’s last chart
single was “Why,” from the 1982
soundtrack to “Soup For One.”
The Mirage release was written
and produced by Nile Rodgers and
Bernard Edwards.

WE GET LETTERS: John Farkas
of Cleveland wrote in to point out
the May was the first month in
more than four years in which
there was a different No. 1 single
each week. The No. 1 hits for the
four weeks of May were USA For
Africa’s “We Are The World,” Ma-
donna’s “Crazy For You,” Simple
Minds’ “Don’t You (Forget About
Me)” and Wham!’s “Everything

-She Wants.”

The last month in which there
was a different No. 1 every week
was March, 1981. The toppers then:
Eddie Rabbitt’s “I Love A Rainy
Night,” Dolly Parton’s “Nine To
Five,” REO Speedwagon’s “Keep
On Loving You’’ and Blondie’s
“Rapture.”
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The Album:

Amy Grant
UNGUARDED

June
20
21
22
23
25
26
27
28
29

July
1.2
3

4

5

6

7

9. 10
11
12
13
27

August
6
7

9
10
12
13
I5
16
17
18
19
20
22
23
24
25
26
28
30
31

September

1

2

The Single:
“Find A Way”’...

Produced By Broun Bannister

Executive Producers: Michael Blanton,

$P-5060 Dan Harvell and Gary Chapman

Baton Rouge, LA
Houston, TX
Arlington, TX
Austin, TX
Mempbhis, TN
Huntsville, AL
Louisville, KY
DuQuoin, IL
Kansas City. KS

Denrver, CO

Las Vegas, NV
Phoenix, A7
Costa Mesa, (A
Del Mar. CA
Santa Barbara, (A
Hollywood, (A
Fresno, (A
Sacramento, (A
Concord, (A
San Jose, (A

Columbus, Ol
Detroit, MI
Cincinnati, OH
Hoffiman Estates, IL
Indianapolis, IN
Cleveland, OH
Pittsburgh, PA
Norfolk, VA
Columbia, MD
New Haren, CT
Boston, MA
Saratoga Springs. NY
Wantaugh. NY
Holmdel, N]
Philadelphia, PA
Richmond, VA
Charlotte. NC
Angusta, GA

St Louis. MO
Tulsa, OK
Lincoln, NB

Minneapolis, N —did

Sovmour Wi RECORD
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The last 12 months wereé so
successful for MTV
that our average number of
weekly viewers grew 33%!
And MTV now finds itseif
in every market in
America—from Abilene
to Zanesville, and

At still growing!
Thanks for
your support.

© 1985 MTV Networks Inc
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Pnternational

Record Rental Push Set

British Retailers, Lahels
‘Committed’ to Bar Goding

LONDON Leading record retailers
and heads of major record compa-
nies in Britain have underlined their
“total commitment” to the use of
bar coding on music product. At the
same time, they are planning to
work together to counter industry
concern over record rental.

The British Phonographie Indus-
try (BPI) retail liaison committee
here has urged dealers to work with
the record business in lobbying poli-
ticians about copyright matters in
general and the effects of rental in
particular.

Peter Jamieson, managing direc-
tor of EMI U.K,, said at the com-
mitte meeting that it remains BPI's
objective to encourage all members
to bar code all product as soon as
practicable. BPI director general
John Deacon confirmed that inter-
est in bar coding is building among

record companies of all sizes.

Among the retail member compa-
nies also reporting “rapid increase”
in bar coding in Britain were HMV,
W.H. Smith, Record Merchandisers,
Revolver, Our Price and Music Mar-
ket.

Checks on incoming stock made
by three of the major retailers
showed that some 24% of all LPs
and cassettes are now bar coded.
Retailers say that a higher percent-
age of coded product is needed to
make the system of real use to
them, and that that they expect
pressure from retailers in general
for full-scale introduction of bar
coding to increase greatly in the
next 12 months.

BPI chairman Maurice Oberstein
said the record industry is commit-
ted to steady progress in the intro-

(Continued on page 61)

Italian Trade Associations Join Forces
Federation Will ‘Defend, Promote and Develop’ Music

BY VITTORIO CASTELLI

MILAN Five Italian music indus-
try associations have linked to set
up Federmusica, the Italian Federa-
tion of Music, in a new nationwide
bid to “defend, promote and devel-
op” music of all kinds in this territo-
ry.

The group’s president, Guido Rig-
nano, who is head of both the Milan-
based Ricordi group and the nation-
al IFPI group of record companies,
called a media conference here to
emphasize the problems music-mak-
ers here are facing.

“Ever since it was first felt there
was a real need to create copyright
laws, people involved have sought a
balance between two key aspects of
the situation,” Rignano said. “One
was to grant the public a specific
right to enjoy artistic creation as
widely as possible. But this had to
be set against the obvious need to
protect artists and all copyright
owners from abuse and ensure pay-

Chrysalis/MAM Merger Completed

BY PETER JONES

LONDON Some three months af-
ter the first revelation of likely links
between the two companies, Man-
agement Agency & Music (MAM)
and Chrysalis Records, with Chris
Wright as executive chairman, have
completed a “‘reverse takeover”
merger deal which creates a new
public company worth some $55 mil-
lion.

The merger gives Chrysalis its
desired stock market flotation and
includes plans to raise some $6.7
million through a new share issue to
fund development of the enlarged
group.

After the Monday (17) comple-
tion meeting, Wright, joint founder
of Chrysalis with Terry Ellis (who
quit the company earlier this year),

said the bulk of the money to be
raised for the new venture would be
used in developing the “non-music”
side of the enlarged group’s wide-
ranging interests.

The merger, he said, would create
a powerful and diversified group
within the leisure sector, with par-
ticular strengths in the record and
music business. And as a public
company, he added, Chrysalis “will
be in a better position to take advan-
tage of situations which might arise
as a result of the realignment by the
multinationals of the music busi-
ness.”

The combined company, to be
known as Chrysalis Group Ltd.,
comes about through MAM’s acqui-
sition of the whole of the issued
share quota of Chrysalis. MAM
shareholders not wanting to partici-

pate in the merger will be given the
choice of an advantageous cash dis-
posal of shares.

Chrysalis was started by Wright
and Ellis in 1967 and went on to be-
come probably the biggest British
independent record company. The
label launched its U.S. arm, which is
now distributed by CBS, in 1972.
The Chrysalis artist roster includes
Ultravox, Huey Lewis & the News,
Billy Idol, Leo Sayer, Pat Benatar
and Spandau Ballet.

MAM'’s artists have been more in
the MOR area, notably Tom Jones
and Engelbert Humperdinck, and
the company has suffered recent
losses in the record division, mainly
because of contractual changes
with those artists.

MAM went public in March, 1969.

(Continued on page 61)

Europe’s Cable Clip Channel

Music Box Sees Itself as Industry Partner

By NICK ROBERTSHAW

LONDON As the controversy over
payments for video clip use grows
on both sides of the Atlantic, Euro-
pean cable music channel Music Box
can afford to remain largely aloof
from the debate.

First transmitted in the fall of
1983, the 18-hour-a-day service
sereens an average of 14 clips every
hour for six hours, repeated twice
each day, seven days a week. The
channel has accepted the principle
of payment since its inception, de-
spite the heavy additional overhead
it imposes on an operation that isn’t
expected to break even until 1987.

Assessed on a percentage royalty
basis, Music Box’s agreement with
U.K. rights body Video Perfor-
mance Ltd. was in place before inde-
pendent transmissions began, ac-
companied by a synchronization and
copying ‘deal with the Mechanical
Rights Society here, and separate

deals with performing rights orga-
nizations in the six European coun-
tries where Music Box is received.

The VPL agreement reportedly
works out to less than $200 per clip
per screening, with the rights body
distributing resulting revenues on
the basis of Music Box’s logged
plays. Chief executive Charles Levi-
son notes: “If the music industry
were to demand huge payments, it
would hardly make sense to have a
Music Box at all, but we are fairly
happy with the present arrange-
ment, which has helped us achieve
an excellent relationship with the
record companies.”

Since both Music Box and Sky
Trax, the rival pop music strand of
the general entertainment cable ser-
vice Sky Channel, already pay for
clip use, discussion here has cen-
tered on VPL’s attempt to secure
parallel payment from broadcast tv
stations.

“It’s a question of finding a hap-

py compromise between the value
of the program to the broadcaster
and of the promotion to the record
company,’”’ says Levison. “West
Germany and France have already
started paying. No doubt the British
tv companies will put up a fight, but
having worn both hats! [Levison is
a former head of WEA here] I think
broadcasters should certainly pay
something, the amount depending
on the nature of the material and
the size of their audience.”

Largely owned by musie business
interests (Thorn EMI has a 50%
stake, Virgin 45%), Music Box sees
itself very much as a partner of the
industry. Clip playlists are based on
the channel’s own judgment of what
audiences want and of what is hap-
pening in European charts, but
there are regular contacts with the
international arms of the major la-
bels, and Music Box is studious in
accommodating schedules to record

(Continued on page 61)

ment of proper fees for usage.

“But now,”” he continued, “the
balance has completely gone. That
consumer freedom has degenerated
into abuse. For instance, in Italy the
lack of control over the mushroom-
ing broadcast networks, radio and
television, hit viciously at the rights
of composers, publishers and record
companies.

“That was symptomatic of a list
of problems, which we finally
agreed had to be shared by all in-
volved parties. We had to throw out
what had been a sense of diffidence
and join forces.”

The groups involved in Federmu-
sic are: AFI, the IFPI record compa-
ny watchdog group; the Associa-
zione Italiana Degli Editori Musicali
(AIDEM), the national association
of music publishers; the Unione Edi-
tori di Musica Italiana (UNEMI),
the union of Italian music publish-
ers; the Unione Nazionale Composi-
tori Librettist Autori di Musica Po-

pulare (UNCLA), the union of pop
composers and authors; and UNIVI-
DEO, the comparatively new group
of producers, distributors and im-
porters of videograms.

“I believe this is the first time in
the world that such a comprehen-
sive, wide-ranging group of associa-
tions has joined in such an alliance,”
Rignano said at the inaugural meet-
ing. “As an initial move, we’re fuel-
ing the long-running campaign to
win a levy on blank tapes and re-
cording hardware to help counter
lost sales and royalties.

“We know that private taping
hurts all of us, not just the record
industry. If we win this fight, we're
helping the whole music business.”

Rignano denied categorically that
Federmusica was out to win protec-
tive measures just for domestic
product and talent. “We're not seek-
ing privileges for Italian music,” he
said, “but we would like to win

(Continued on page 61)

New Label Coalition

British Indies Get Together

LONDON A group representing
the interests of the independent la-
bel sector has been set up here to re-
place the collapsed Independent La-
bels Assn. Known as the Indepen-
dent Phonographic Industry (IPI),
the group says it looks to establish
good relations with the British Pho-
nographic Industry (BPI), the na-
tional IFPI group, and “to explore
the possibility of the two organiza-
tions working together.”

A first meeting of members of
the IPI steering committee agreed
on a list of objectives to be pursued,

including a greater share of radio
airtime for independent product,
representation on the board of Pub-
lic Performance Ltd. and a fairer
distribution of needletime pay-
ments, and discussions with the Me-
chanical Copyright Protection Soci-
ety (MCPS) on what IPI terms “the
unsatisfactory system whereby
publishing royalties are payable on
pressing for most labels and on
sales for selected companies.”

—
Dynamic New Concept

For Movie Co's — TV
Packagers — Record Co’s
Producers — Managers — Agents

YOU CAN NOW INSURE
YOUR TALENT FOR
$1,000,000 OR MORE
AT NO COST WHILE YOU

EARN 10%2% TAX FREE.

Exclusive Details -
from

Barry Kaye Associates
9300 Wilshire Blvd., Ste. 510
Beverly Hills, CA 90212

. (213) 276-6252
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BY GEORGE DAVID WEISS

Censorship, a hydra-headed, insatia-
ble beast, is crouching in the shad-
ows ready to pounce upon and con-
sume our music industry. The
cause? Violent and sexually explicit
rock lyrics permeating our airwaves
and invading our videos.

Some-signposts:

e The national office of the Par-
ent-Teachers Assn. has requested
record companies to rate their prod-
uct, as is done by the movie indus-
try.

e The National Assn. of Broad-
casters has asked record companies
to include lyric sheets with records
sent to stations. It has also written
to more than 800 radio and televi-
sion group station owners asking
each licensee to decide the manner
in which it should carry out its “pro-
gramming responsibilities” under
the Communications Act.

® The Parents Music Resource
Center, co-chaired by Susan Baker
and Tipper Gore, the respective
spouses of Treasury Secretary Jim
Baker and Sen. Albert Gore of Ten-
nessee, is asking the music industry
to establish a rating system to both
inform and warn consumers of the
content in the product they pur-
chase. This is particularly for the
benefit of parents who are con-
cerned about the lyrics their kids lis-
ten to.

® The Rev. Jesse Jackson has
gone to the extreme of suggesting
that record companies accept at
least some responsibility for the
high rate of black teenage pregnan-
cy

We shouldn’t adopt a head-in-the-
sand attitude about these develop-
ments. They are danger signals that
a storm is brewing. Before the del-
uge we should seed these ominous
clouds with common sense, perhaps

A Call for Self-Restraint

PORN-ROCK: A SCGRIPT FOR CENSORSHIP

thereby rendering them harmless.

Now—not later—is the time to
open a dialog with each other in the
hope that responsible leaders can
help avoid the disaster to which in-
action must inevitably lead.

Throughout the ages it has been
acknowledged that music has the
power to do more than entertain. It
can ennoble and inspire; it can form
character. It saddens one to see it so
often appeal to the basest in us,
rather than the best. I refer here
specifically to the phenomenon that
is rising so rapidly: porn-rock.

o Where lyrics once used innu-

sex scenes,

The difference, though, is that no
one is breaking your arm to buy a
ticket to the movies. It’s your
choice. But the airwaves? That’s a
horse of a distinctly different color.

The public has no control over
what is beamed into its homes. Pre-
teeners are being exposed to a ris-
ing tide of openly libidinous sugges-
tions they are yet ill-equipped to
deal with. And adults (even if they
could decipher the lyrics) can hard-
ly be expected to sit by day and
night monitoring what comes
through speaker and tube.

‘There is enough
violenhce . .. without
glorifying it in music

aimed at youngsters'’

George David Weiss is president of The
Songwriters Guild and a recent inductee into

the Songwriters Hall of Fame.

endo, they are now overt.

o Where lyrics once were artful-
ly suggestive, they are now bla-
tantly explicit.

e Where lyrics once extolled ten-
derness and love relationships,
they now glorify violence and love-
less sex.

“What’s the big deal?,” ask some.
“There are porno theatres all over
the country, aren’t there?”

That's true, of course. And even a
growing percentage of “legitimate”
movies provide a steady stream of
four-letter words and gratuitous

Have we forgotten that the air-
waves belong to the people? The
right to use these airwaves is mere-
ly on loan, so to speak, to licensees.

Certainly, the majority of par-
ents, if asked, would vote over-
whelmingly against their kids hear-
ing or viewing songs that recom-
mend masturbation, oral sex,
intercourse in elevators, violence,
Satanism, sado-masochism and oth-
er such pastimes.

The trick, of course, is never to
reach the point where parents are
asked to vote, or where government

decides to intervene.

I submit that the only sensible
course of action is industrywide
self-restraint. Songwriters, using
their conscience as their guide,
should tone down on explicitness.
Publishers should edit lyrics more
carefully. Producers and record
companies should exercise more re-
sponsibility over what is or isn’t re-
corded. Singers should use better
judgment in choosing their materi-
al. And finally, broadcasters should
become more aware of what they
are transmitting.

I suspect there are many who dis-
agree with some or much of the
above. That’s all the more reason
for a reasonable debate to take
place—but quickly, while it still re-
mains reasonable.

A powerful array of artists raised
many millions of dollars with their
recording of “We Are The World.”
They did this out of concern and an-
guish over the physical health (in-
deed, the lives) of children in Afri-
ca.

But what about the moral health
of children in America, or elsewhere
in the world? Aren’t their emotional
health and developing values also
worth our attention?

If those same artists who have so
dramatically shown what a dedicat-
ed joint effort can accomplish were
now to focus on this burgeoning
problem, their influence could go a
long way toward shutting off the
spigot of tasteless, blatantly sexual
lyrics, and the shockingly graphic
videos saturating the tv channels.
There is surely enough violence in
our society without glorifying it in
the music aimed at our youngsters.

This would be a far more palat-
able method of restoring sanity and
subtlety to songs than the danger-
ous alternative—censorship.

COPYRIGHT INVASION
In view of the continuing concern
over home taping, it is interesting to
listen to the English-language ser-
vice of Radio Jordan, broadcast on
AM and FM to the Middle East.
There is a nightly music program
of record requests on which the an-
nouncer explicitly alerts listeners to
ready their tape recorders before
their favorite song is played. Simi-
lar on-air recommendations are
made for “A Date With A Star,”
which features 30 minutes of unin-
terrupted music by a single artist.
The record industry may throw
up its hands in horror at such copy-
right infringement, but it should be
borne in mind that in the Middle
East singles are virtually unobtain-
able and imported albums very ex-

pensive. ,
Grant, “The Voice of Peace”
Tel Aviv, Israel

GENERATION GAP

As one of the younger members of
this industry, I feel obligated to
comment on Steven Prazak’s “In
Search Of The Lost Melody” Com-
mentary (June 10). If he waxes nos-

_Letters to the Editor

talgic about Dusty Springfield or
Brian Wilson, that’s just fine. It’s
his music, as it was my parents’. [
resent being told it was any better
than mine.

If Steven can’t find melody in to-
day’s music, he’s just not looking
hard enough. I, for one, will have no
trouble remembering the works of

‘Stevie Wonder, Elvis Costello, Joan

Armatrading or Tommy Keene.

Every generation has its great
melodies and great musicians. Too
many of today’s industry veterans
(and a lot of novices, too) fail to re-
alize that the pop songs charting
now are having a profound effect on
today’s youth.

Music is constantly expanding
and changing, sometimes for better
and sometimes for worse. But the
best will survive if given the chance.

) Scott Byron
- CMJ New Music Report
Albertson, N.Y.

A CREATIVE CRAPSHOOT

Who is Steven Prazak? I've never
heard of him. But he certainly has
an impressive record collection. I
can’t believe that with albums by

the Blow Monkeys and Zerra I he
couldn’t find a melodic, memorable
song.

His contention that artists can’t
write memorable songs because
they have not suffered for their
craft (Commentary, June 10) is
rather silly. I'm sure it would come
as great news to record companies,
music publishers and concert pro-
moters, who would then not have to
pay much to artists for their hard
work.

The point is, music is a creative
crapshoot. No composer ever knows
if his song will become a hit, let
alone be remembered 50 or even
five years down the road. What may
be the world’s best song to one set
of ears could be the most forgetta-
ble to the next listener.

There is no sure recipe for suc-
cess. And who’s to say what you can
or can’t enjoy, or what music will be
remembered on someone’s mental
jukebox come 19907 Certainly not
me. Or Steve Prazak, for that mat-

ter.
David Hines, WIXY
East Longmeadow, Mass.

DOES ANYONE CARE?

Leave it to Billboard’s perceptive
Ed Morris to lay the truth on the
line. “Hollywood went slumming
again,” he said in a recent column
(May 18). And country music went
slummming itself within such a con-
descending group of tv stars
hungry for self-promotion during
May’s Academy of Country Music
Awards.

It hurts deeply to see the country
music industry stoop to this stuff.
Why do its creators need to clutter
up their proud achievements with
such cheap Hollywood gimmicks?
Does anyone care?

Katy Bee
Nashvitle

Articles and letters appearing on
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expression of views of general in-
terest. Contributions should be
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mentary Editor, Billboard, 1515
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Billboard Offices:

New York Los Angeles

1515 Broadway 9107 Wilshire Blvd.

N.Y. 10036 Beverly Hills, Calif. 90210
212 764-7300 213 273-7040

telex 710 581-6279
cable Billboy NY

telex 66-4969
cable Billboy LA

Nashville Washington, D.C.
14 Music Circle E. 733 15th St. N.W.
Tenn. 37203 D.C. 20005
615 748-8100 202 783-3282
London Tokyo
7 Carnaby St. 6-19-16, Jingumae
W1V 1PG Shibuya-ku, Tokyo
01 439-9411 03 498-4641
telex J25735
Editorial

Editor-In-Chief: ADAM WHITE
Deputy Editor: Irv Lichtman
Executive Editor: Is Horowitz
Senior Editor: Peter Keepnews
International Editorial Director:
Mike Hennessey
Special Issues Editor: Ed Ochs
Assistant Editor: Robyn Wells
Bureau Chiefs:

Sam Sutherland (Los Angeles), Kip Kirby
(Nashville), Bill Holland (Washington)
Editors:

New York: Steven Dupler, Nelson George,
Fred Goodman, Tony Seideman,
Nancy Erlich,

Kim Freeman (assistant editor),
Linda Moleski (receptionist)

Los Angeles: Paul Grein, Jim McCullaugh,
Earl Paige, John Sippel
Nashville: Edward Morris
London: Peter Jones

Charts & Research

Associate Publisher/Director of Research:
MARTY FEELY
Director of Charts/Associate Publisher:
Thomas Noonan
Country Chart Mgr.: Don Kamerer
Black Chart Mgr.: Mike Mongiovi
Research Mgr.: JoDean Adams
New York: Harry Michel (supervisor),
Jimmy Canosa, Ed Coakley,

Rita Ferrence, Kathy Gillis,
Eleanore Greenberg, Cathy Kaslow,
Robert Martucci, Lillian McGuire, Max Parra
Sharon Russell, Debra Todd, Marc Zubatkin

Marketing & Sales

Director of Marketing & Sales:
MILES T. KILLOCH
Director of Sales, Video/
Sound Business: Ron Willman
Promotion Director: Phylis Goldberg
Sales Information Mgr.: David Arcara
New York: Norm Berkowitz,
Grace Whitney-Kolins,
Jeff Serrette (classified)

Los Angeles: Marv Fisher,
Christine Matuchek, Bili Moran
Nashville: John McCartney
London: Patrick Campbell
Tokyo: Hugh Nishikawa
Milan: Germano Ruscitto, 28-29-158
Hamburg: Hans-Moritz v. Frankenberg,
(40) 271 3221
Paris: Ann-Marie Hounsfield, 1-738-41-78
Toronto: Frank Daller, (416) 964-1885

Production

Corporate & Billboard Production Director:
MARIE R. GOMBERT
Editorial Production Mgr.: Howard Levitt
Editorial Production Coordinator:
Tina Wilkinson
Atex System Mgr.: Raymond H. Heitzman
Advertising Production Mgr.: John Wallace

Administration

Publisher: SAM HOLDSWORTH
Assistant to the Publisher: George T. Finley
Vice President & Executive
Editorial Director: Lee Zhito
Divisional Controller: Tom Hasselle
Circulation: Rich Miller, Sandy Summer
License & Permissions Mgr: Georgina Challis
Directory Services Mgr: Leslie Shaver

Billboard Publications Inc.

President & Chief Executive Officer:
GERALD S. HOBBS
Executive Vice Presidents: Sam Holdsworth,

_ Jules Perel
Senior Vice President: Ann Haire
Vice Presidents: John B. Babeock,
Paul Curran, Rosalee Lovett,
Martin R. Feely, Lee Zhito
Managing Director, Billboard Ltd.:
R. Michael Hennessey
Chairman Emeritus: W.D. Littleford

10

wwwW americanradiohistorv com

BILLBOARD JUNE 29, 1985


www.americanradiohistory.com

DOUBLE HOT DOUBLE ROCK

PAUL TEARS FOR
YOUNG FEARS

recorded live in recorded live in
Melbourne, Australia Toronto, Canada

INTERNATIONAL DOUBLE HEADER

